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National Seafood Promotion

• Many industries have boards and organizations that support promotion of their 

products, often through a check-off program. Examples:

• Seafood does not have an industry board. Seafood Nutrition Partnership has 

taken the lead in creating a national seafood promotion campaign

o Funded through voluntary donations to SNP

o New Campaign: Fall in Love with launched in October 2023

o On-going awareness and education with federal policymakers on the public health 

benefits of seafood consumption.
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Seafood Promotion Campaign Target

Campaign targeting current seafood consumers

• Key demographic: Adults 25-45 with kids, HHI$50k+

• Focus = occasional consumers (eat seafood 1x/month, but < 2x/wk)

If occasional seafood consumers 

add 1 seafood meal/wk = 

+$1.6 

Billion
+10%

Annual Seafood Category Sales
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Consumer

• Increase awareness & seafood purchase consideration

• Increase seafood consumption in target markets

• Test creative & media options

Seafood Industry

• Be the catalyst to enable the industry to work together to drive consumption

• Demonstrate ability to drive sales across species, channels & brands

• Generate a positive ROI

• Create excitement and support for a National Seafood Promotion campaign

Seafood Promotion Campaign Objectives
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• All seafood categories

o Fresh, frozen, shelf 

stable and ready meals

o Multiple species

o Own brand and 

national brand products

2024 Retail & Supplier FILWS Support

Supported by 20+ seafood suppliers and brands

Five 2024 retail partner campaigns
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77% of consumers said campaign made them want to eat more seafood

• Bold mouthwatering images making consumers crave seafood

• Cheeky headlines to make campaign memorable and drive engagement

Fall in Love with Seafood Campaign
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Animated/video creative increased consumer engagement rate by 40%+

FILWS Creative Strategy
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FILWS Creative Strategy



Retail Campaign Rollout Phases

Q3’23
Industry 

Launch

Engage Industry

Oct’23 
Soft Launch

Q1’24

Mar/Apr

Partner Social 

& Digital 

Activations

Q’24

Trade Media PR

Rollout Toolkit
$4.24 

ROI

Q4’24Q3’24 Q1’25

May/June’24 Sept’24 Oct’24 Jan’25
Jan’24
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Active 
Discussions 

for 2025
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Expanding Reach

• Five retail partners = 2,600+ grocery stores

• In 2024, FILWS campaign will be see over 60 million times!

Strong Results to Date

• 1st half campaigns at H-E-B and Weis generated average $4 ROI

o For each $1 invested, campaign returned $4 in incremental seafood sales

• 3.5% click-thru rate on social media, over 2x the industry average (1.5%)

• 175,000+ consumer engagements – clicks, likes, shares, comments…etc.

o Over 1/3rd of engagements from consumers aged 18-34

FILWS Campaign Results



• Reach consumers throughout their day via a multi-media campaign

• Customize marketing plan by retail partner
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Driving Consumers Down the Purchase Path

Website
Trade

PR

TrialAwareness Consideration Loyalty Advocacy

Social Media

Influencers

500K 
Followers

Digital Media

Retailer Marketing

Out-of-

Home

440K 
Followers

Retailer 

Digital
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Social Media: Posts, Reel & Influencers

Optimizing & Customizing FILWS Campaign

Influencers: 1.2 million followers

https://www.dropbox.com/scl/fi/189ipqtc44cm5fm9x7v36/H-E-B-Seafood-Trout-2_Marie-Saba.mov?rlkey=pqlqsmrd3dc4tyu2k5fob3300&dl=0
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Optimizing & Customizing FILWS Campaign
Digital Marketing: Reaching Consumers throughout Their Day

Harris Teeter Loyalty eMail
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Optimizing & Customizing FILWS Campaign
In-Store Magazine: Weis & Harris Teeter
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Optimizing & Customizing FILWS Campaign

Retail Dietitian: Weis & Hy-Vee Local TV Station Segments
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Optimizing & Customizing FILWS Campaign

Retail Dietitian: Healthy Eating Promos & Cooking Classes
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Digital Out-of-HomeDigital Programmatic Ads

Optimizing & Customizing FILWS Campaign

Digital Out-of-Home
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2025 FILWS Campaign Goals

• Expand # of retail campaigns from 5 in 2024 to 8+ in 2025

o Total retail locations from 2,600 to 4,000+

• Launch a Food Service pilot campaign

• Leverage learnings from 2024 retail campaigns to optimize performance

o Continue to deliver an ROI between $3 and $5

o Increase Retail Dietitians as strong campaign partners – underscore 

nutritional benefits of seafood

o Work with retail buyers to secure a stronger in-store presence via 

signage and displays

o Develop strategy for on-going campaign beyond month-long efforts

o Explore affinity product participation and support – recipe solutions


