Communications/Marketing Working Group

Hawai‘i Aquaculture Collaborative
December 14, 2021

Thirteen aquaculture stakeholders attended the Communications/Marketing Working Group on
December 14, 2021.

Purpose

e Agree on key messages to convey about Hawai‘i aquaculture.

16

e Plan for the Aquaculture Video “Taste Our Love for Hawai‘i”.

Industry Perspectives from the 11/2021 launch guided today’s agenda:

What and how do we need to communicate about Hawai‘i aquaculture?

What Makes HI Aquaculture Unique?

Tailor to Different Audiences

Dispel Misinformation/Educate

Economic Development & Increase Food Security
Establish Local Market/Buy Local

Tours

Need marketing Org/Resources

Leverage National/Local Orgs
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Key Messaging to Convey about Hawai‘i Aquaculture
Members split into small groups to discuss key messaging drafted by the HI Aquaculture

Collaborative Steering Committee which included input from the November 2021 launch. Members
agreed on the following key messages:

Hawai‘i has a tradition and history of being a center for innovation in aquaculture -- fishponds as a
place-based technology for food production. The innovation that makes loko i‘a sustainable systems
is its relationship to everything mauka and makai of them. Today’s contemporary aquaculture strives
to uphold these values to inform the way we maintain relationships with our resources and our
communities.

Benefits

* Increase local food production and food security

* Diversify our economy and support/create local jobs

* Healthy, fresh, safe, delicious

* Positive ecological impacts
* Restore the environment: limu, bivalves
* Reduce pressures on our state’s wild fishery resources
*  Reduce carbon footprint of imported seafood
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Pristine waters and conditions make us uniquely positioned for success.

Key Messaging Discussion
e What are public perceptions of aquaculture? Could we get some grant funding for an
assessment to inform communication strategies? Has that been done before?
e Obstacles may be misinformation or no information. Bad news travels fast.

e Does the public know that most of our seafood is imported? We need to talk more about
fact- and science-based info.

e Consistent, positive messaging is important. It has to be unified, developed, and shared.
Could we distill it down to something simple: tradition, food security, innovation. Simple is
especially important for legislators.

e Restorative aquaculture is a way to build alliances with environmental groups.

e Shrimp industry should be highlighted. SPF has been influential around the world.

e Use social media to promote positive views. Chefs may have previously preferred wild
caught but that now may be changing. Aquaculture products are reliable, consistent., and
helps relieve pressures on wild stocks.

e Recipes/recipe cards would help consumers.

Aquaculture Video — Taste Our Love for Hawai‘i

Background:

When writing the grant for the Collaborative, UH Sea Grant embarked on a listening tour with
many stakeholders and reviewed proceedings from the 2017 Aquaculture Summit at NELHA.
Communications and marketing was a strong theme, so $25,000 was written into the budget
proposal for communications. The Hawai‘i Agricultural Foundation generously matched the
$25,000 and oftered to produce an aquaculture focused video as well as a live event. Taste Our Love
for Hawai‘i is a series of four videos, the first of which has already aired on KHON. The series will
also be featured on Hawaiian Airlines inflight programming and social media. The videos pair a local
chef with a nationally or globally known chef, to explore local products and cook and prepare those

products. The putrpose is to build awateness and demand for locally grown food. It’s important to
note that these videos are not documentaries, but more in the “edu-tainment” genre. Additionally,
HAF will support aquaculture through an event called Eat Think Drink, where a panel discussion on
aquaculture will be held live, COVID permitting. We will be able to provide input into the panel
discussion topics. Eat Think Drink will also feature local chefs creating dishes with local aquaculture
products. We will be able to use the video and this event as part of our communications strategy that
this working group will develop. See this link to view the example first video.

Wendy Suite from Makaha Studios provided more details on the planned aquaculture video:
e Pair a local chef with Chef Niki Nakayama and take them on a journey that starts at a loko
i‘a and talk about some of the key messaging, then to NELHA, and cooking and eating the
products.
e Video is meant to show the beauty and bounty of Hawai‘i through the eyes of chefs, bring
attention to local producers.
e Guiding things: past and present, positive impacts, and innovation
o Past and present aligns with our key messaging: HI as a rich history and legacy as a
center in aquaculture from traditional Native Hawaiian fishponds to contemporary
models.

HI Aquaculture Collaborative Communications/Marketing Working Group — 12/14/21 Page 2 of 4


https://nelha.hawaii.gov/wp-content/uploads/2017/12/11.-Aquaculture-Summit_Nov-2017_Breakout-Session-Notes.pdf
https://www.khon2.com/taste-our-love-for-hawaii/taste-our-love-for-hawaii-2/
https://www.khon2.com/taste-our-love-for-hawaii/taste-our-love-for-hawaii-2/
https://www.khon2.com/taste-our-love-for-hawaii/taste-our-love-for-hawaii-2/

o Positive impacts: sustainable aquaculture enhances local food production, food
sustainability; and the capacity of our resources, economy, and communties.

o Innovation: access to new types and sources of fresh local food sparks creativity for
chefs to combine traditional methods and contemporary concepts in innovative
ways.

Chef Niki Nakayama loves kampachi, loves its consistency, and uses it in her modern kaiseki
restaurant.

Primarily a local based audience on KHON, but also an international/national audience on
Hawaiian airlines and social media.

Video Discussion

Locally consumed food is an important message and needs to be adopted by the state: eat
and buy local campaigns.

How can we get key messages woven into the video? Create questions around those
messages for discussion.

A tour guide is needed at NELHA.

Hoping to film in January.

Kampachi is not a local fish. Would it be possible to use fish that are traditionally grown in
the fishpond, like striped mullet or nenue?

Would it be possible to have loko i‘a fish prepared with NELHA products? It would be cool
to have a blending of both systems: contemporary with loko i‘a that are still present. Can
this be part of the messaging: prepare both together?

Maunalani fishpond is not a commercially viable fishpond. There are several other fishponds
that can be filmed. To include Hawaiian people we should feature a Hawaiian fishpond
rather than one that is backed by the Maunalani Hotel. Could more support be shown for
the local fishponds that are trying to get into production now? Regarding product, would like
to see local foods incorporated that local people eat.

Brilliant idea to put side by side traditional fish and NELHA product.

To clarify, Maunalani are a system of seven fishponds. They are traditional and Uncle Danny
Akaka would be the guide and would provide the mana‘o to learn about the intent and
technology from back in the day. However, they also discussed a fishpond in Keaukaha, so
that’s also an option. They absolutely want to include the Hawaiian perspective.

Key messages: tradition, food security, innovation — need to embrace all of those. Kampachi
operation is a world leader. If we are going to talk about innovation, that is a great way to
showcase how Hawai‘i is leading and demonstrating the potential of aquaculture innovation
— phenomenal engineering with minimal environmental impacts. It would be a missed
opportunity if we did not showcase it.

Really like the idea of kampachi and striped mullet or other local product together. Feature
both the fishpond and NELHA as current innovation.

Proposed Next Steps

1.
2.

Refine simple and clear messages for specific audiences, e.g., the legislature.
Develop a survey/initiative to understand public petceptions of aquaculture in Hawai‘i to
inform our communication plan.
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3. Provide assistance for the development of the Taste Our Love for Hawai‘i aquaculture
episode. They requested assistance with key messages, contacts/guidance on Hawai‘i Island

loko ia, striped mullet, Hawaiian culture.

Action requested
e Which next steps should be pursued? (Select all that apply.)
e Other ideas for next steps.

Please respond via this link or reply to isip@hawaii.edu.

Communications/Marketing Attendees

Industry Partners

1. Malia Heimuli - KUA
Dylan Howell - HATCH
Shermiah Taea — Makaha Aqua Farms
Wally Ito — KUA, Limu Hui
Crystal Johnson - HATCH
Dick Jones — Blue Ocean Mariculture
Anthony Mau — Kualoa Ranch & Kupu Place
Neil Sims — Ocean Era

9. Ron Weidenbach — Hawai‘i Fish Company & HAAA
Support Partners

10. David Cohen — DAR

11. Todd Low — DOA

12. Toti Spence — NOAA

13. Wendy Suite — Makaha Studios
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UH Sea Grant Conveners
Kai Fox

Cherie Kauahi

Darren Okimoto

Jean Schneider

Link to the Communications/Marketing PPT
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https://forms.gle/XJqhTprfzSTbbQVs5
https://drive.google.com/file/d/1p3xN3RBvx5ayxGKZ1LTtBLMuUv5PJkoE/view?usp=sharing

