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Commentary

We Are Losing the Branding Game
The consumer is forgetting just how devastating the
commercial fisheries can be, and how variable and
uncontrollable the food safety aspect of wild fish can be….

ample evidence of the bias of
the authors, and their active
participation in the brand-creation process.
It will be difficult, because
the brand message is setting,
but the farmed salmon industry has to take it back. We are
being out-manoeuvred. To
portray commercially wildcaught salmon as healthier
and better for the environ-

less hunter slaughtering whole
species of animals without heeding the consequences. With earth’s
burgeoning human populations to
feed we must turn to the sea with
new understanding and new technology. We need to farm it as we
farm the land. This is called mariculture. It has just begun… In
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year and by ensuring fertilization
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whether through marketing,
or otherwise, it is also very
hard to change. Consumer
research also shows that we do
not necessarily buy the best
product, but the one that is
the least risky choice. This
means that creating seeds of
doubt about a competitive
product conveys a powerful
image.
The commercial salmon
fishermen and their marketing consultants know how to
harness this consumer psychology, and have set about to
brand wild-caught salmon.
The branding message is
clear: “Eating wild-caught
salmon is healthier for you
and the environment (as compared to farmed)”. It is a brilliant campaign. They have
managed to convince several
environmental groups to
believe this message. And, as
with many branding efforts:
“truth be damned!”
We are familiar with their
fear-mongering techniques
and exaggerations: organic
pollution, genetic pollution,
biological pollution, aesthetic
pollution, dyes, organic contaminants, etc, etc, ad nauseum!
Study after study has shown
that salmon farms have almost
no impact on the environment and that they are probably one of the most environmentally benign and sustainable resource industries in
existence. Attacks on the
wholesomeness of farmed

