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2.

If you’ve determined that climate change is real, you ought to be thinking about how food production 
figures in the future. While climate change is negatively impacting food production, food production is 
also among the leading contributors to global warming and has more influence on climate change than 
global electricity and heat generation. The production of livestock and poultry alone account for more 
greenhouse gas emissions than ships, planes, trucks and cars put together. Agriculture and livestock 
production also accounts for the bulk of freshwater use and, as a consequence of the clearing of forests 
and grasslands, is the largest contributor to habitat and biodiversity loss on the planet. 

By comparison, deriving food from the ocean generally has a lower impact on climate than land-
based agriculture, and is not limited by the same land and water constraints. Wild capture fishing like 
that which we do in the BC commercial salmon fishery, also doesn’t require feeding, antibiotics or 
agrichemicals. As a consequence, researchers are increasingly proposing policies to promote seafood 
diets as a substitute for other animal proteins to improve food security, help address climate change, 
and maintain or increase nutritive value. 

We made this point in a recent meeting with the Minister of Fisheries, Oceans and the Canadian Coast 
Guard, and she seems to share our view that the ocean is a critical source of low-carbon food and key in 
our fight against climate change. By working with nature (rather than against it) and transitioning to more 
sustainable practices, our commercial salmon fishery is positioned to be a leading solution for climate-
resilient food production.

Like the rest of the BC commercial salmon fishing industry, the BC Salmon Marketing Council has to 
chart a course in the face of this opportunity and the challenges placed on the resource by weather 
extremes and habitat degradation. Although we may face challenging times ahead, there is a promising 
future on the horizon. This optimism arises from our increasing understanding of the enhanced returns 
resulting from investments in salmon resource rehabilitation and management. We need only look to the 
Somass fishery on the south coast and the Skeena sockeye returns on the north coast as evidence of the 
possibility of stock health and recovery.

Our team, led by Steven Richards, have become very adept at doing a lot with little. We thank them 
for their perseverance and look forward to a future where our salmon runs are so abundant that they 
are more than adequately resourced to do that all important work of advocating for our fishery and 
marketing our fish.

 
Dane Chauvel, Chair 
BC Salmon Marketing Council

MESSAGE FROM THE CHAIR



MESSAGE FROM THE MANAGING DIRECTOR 
Welcome to the BC Salmon Marketing Council’s annual report.

2022 should have been a banner year for the commercial wild salmon fishing industry as 
it was the 4-year cycle year for sockeye. However, limited opportunities, especially on the 
south coast, surprised and disappointed many in the industry.

There were however, sufficient openings (primarily Seine and Gillnet) elsewhere to catch 
over 1 million sockeye with a total estimated landed value of approximately $17m.

Although the season didn’t generate the revenue we had hoped, it did allow us to 
explore some great collaborations and an opportunity to work cooperatively with other 
fisheries, retailers and interested industry players.  

For example, we participated in YOUR NATION’S TABLE, a series of television shows 
initiated by Zoomer Media/JOY TV and sponsored by ourselves and five other fisheries 
(Sablefish, Crab, Halibut, Prawn and Geoduck). This series profiled the fish and fishery 
with video of the actual fishing and commentary on sustainability, health, economics and 
a Chef demonstrating appetizing dishes. 

Collaborations provide a broader audience, consistent messaging and a distributed cost 
structure that allows limited resources to go further. This year it  clearly demonstrated 
the potential value of all BC wild caught fisheries coming together as a BC SEAFOOD 
MARKETING COUNCIL as fisheries do in eastern Canada, Alaska and New Zealand.

Throughout the year, we ‘stayed the course’ by ensuring a stable and consistent brand 
presence for Wild BC Salmon and by profiling our fishermen sharing their stories of 
resilience and innovation. We secured government (BUY BC) funding to support our 
collaborations. We shared our amazing content, through strategic social media and 
advertising campaigns, including our marketing resource website with free, high-quality 
imagery, video, recipes and other unique marketing content.  We supported retailers with 
merchandising and promotional materials and again hosted the annual WILD SALMON 
CELEBRATION, an event that has become a highlight of the season for consumers.  

Putting faces on fishermen, telling their stories, and understanding where your food 
comes from was a key part of our social media messaging. As you look through our 
report, you will see the value of our work and how it resonates with consumers. Through a 
government mandated levy on harvesters, a very small investment from salmon fishermen 
benefits the entire industry and all its participants.

I want to thank and acknowledge our marketing, social media and administrative team of 
Lisa Simonsen, Christine Nielsen and Leslie Budden without whose creativity and energy, 
this would not have been possible. I would also like to thank Council and Management 
Committee for their continued support of me.

I hope you find the Annual Report informative and useful in better understanding what 
we do. As always, we welcome your feedback on how to make things even better.

 
Steven Richards 
Managing Director 



MANDATE

The BC Salmon Marketing Council is a provincial marketing council formed in 1991 under the BC Farming 
& Fishing Industries Development Act. We are an industry representation organization funded primarily 
through a levy on salmon harvesters and government programs. Our mandate is to benefit and promote 
the wild salmon industry and to communicate to national and international markets the quality, availability 
and value of wild BC salmon.
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STAFFING

The Council contracts a core team of experienced specialists to deliver powerful and creative 
marketing and branding along with effective administration. The Managing Director is responsible 
for Council engagement and the overall management of operations.

GOVERNANCE 

The Council is comprised of 12 members who provide broad representation across the wild BC 
salmon fishing and processing sectors including all gear types, processors, First Nations, and 
labour. The Council meets several times per year and provides strategic direction and oversight 
to administration. A Management Committee (in bold) comprised of 6 Council representatives 
provides day-to-day oversight.

NAME ROLE ORGANIZATION

Dane Chauvel Chair and Troll Representative Organic Ocean Seafood Inc.

Bob Fraumeni Past Chair & Troll Representative FAS Seafood Producers Ltd.

Rob Graham Small Processor Oceanfood Sales

Colin McMillan Large Processor Representative Canadian Fishing Company

John Nishidate Large Processor Representative Grand Hale Marine 
Products Co. Ltd.

Steve Hughes Small Processor Representative St. Jean’s Cannery  
and Smokehouse

Kris Nakashima Gillnet Representative Pacific Net and Twine Ltd.

Darin Chung Gillnet Representative J. Chung & Co.

Chris Ashton Seine Representative Area B Harvest Committee

William Gladstone First Nations Representative Cypress Seafoods

Henry Clifton First Nations Representative Native Brotherhood of BC

Guy Johnston Union Representative UFAWU
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OUR MISSION + PURPOSE

TO ACHIEVE A PREMIUM MARKET POSITION FOR WILD BC SALMON 
FOR THE BENEFIT OF BC’S COMMERCIAL SALMON FISHERMEN.



PROGRAMS & SERVICES 
The Council delivers on its mandate through brand development and promotion, industry 
engagement, advocacy, consumer awareness and education and financial stability. Explore our 
interactive website and visit us on social media to get a closer look! 

The Council’s Strategic Plan provides our Mission and Purpose and identifies 6 key objectives.

 Objective 1: Brand Development & Promotion:
  Our trademarked Go Wild! BC Salmon brand is the foundation of how we add value to 

wild BC salmon products. Through powerful images and messaging, our brand captures 
the story of BC’s hard-working commercial salmon fishermen, a vibrant and sustainable 
fishery, and the highest quality salmon products in the world. Through a variety of 
vehicles including retail promotions, celebrity chef partnerships, web and social media 
and even our own signature event, we deliver the brand with passion domestically and 
internationally 12 months a year. 

 Objective 2: Industry Engagement:
  Through targeted emails and newsletters, we aim to keep fishermen and processors 

informed on what the Council is doing on their behalf to enhance the economic value of 
the fishery. Constructive feedback is always welcomed as we try to meet the needs of a 
complex fishery in a highly competitive market.

Objective 3: Consumer Awareness & Education:
  We provide consumers with new ideas, recipes, stories, product and education - 

all designed to build brand awareness and loyalty to the Go Wild! BC Salmon brand. 
We do this through our updated and interactive website, targeted email, event 
promotion and collaborations.

Objective 4: Advocacy:
  We protect and defend the sustainability and quality pillars of the Go Wild! BC 

Salmon brand and support fair access to the resource for our fishermen through active 
participation in industry issues and campaigns.

Objective 5: Financial Stability:
  We ensure the ongoing financial health of the Council through prudent financial 

management and policy development.

Objective 6: Effective Governance:
  All of our efforts are enhanced with the active participation of Council members who 

create and review the foundational structures and processes that allow the Council to 
fulfill its mandate and mission.
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JoyTV Filming -  
Steveston 2019 

YOUR NATIONS TABLE - BC SALMON EPISODE 

Captain Tom Tatoosh & family were featured in our salmon episode. He’s been involved is sustainable fishing 
since the age of 15 and is an Aboriginal and Commercial Harvester. Also featured were Mica Verbrugge & 
Victoria Lake, of Eat Canadian Seafood (processing plant) and Jon Crofts of The Codfather Seafood Market.

https://www.youtube.com/watch?v=LbDLAswrtJk&t=2s


YEAR IN REVIEW 
 
As the year comes to a close, it’s important to look back on BC Salmon’s marketing efforts. 
One of our main projects this year was a collaboration with Your Nation’s Table, a TV 
broadcast, and partial funding provided by BuyBC. This collaboration was essential in 
allowing us to showcase the diversity of seafood products available in British Columbia 
and highlight sustainable fishing practices employed by local fisheries. By partnering with 
Your Nation’s Table, we could reach a wider audience and emphasize the importance of 
supporting local businesses and communities. This successful collaboration was a source  
of pride, and we are eager to build on it in the future.

Your Nations Table  
Your Nation’s Table is a joint initiative between six fisheries, with the aim of showcasing the 
diverse range of seafood products in British Columbia. The BuyBC funding played a critical 
role in enabling this collaboration, helping the industry to pool its resources and promote 
its products more effectively. The TV series, hosted by JoyTV, provided a platform for the 
fisheries to showcase their products and share their stories with a broader audience. By 
highlighting the different communities and cultures that rely on seafood for sustenance, 
Your Nation’s Table underscored the significance of sustainable fishing practices and 
supported the local economy. This partnership has enabled the fisheries to build stronger 
relationships with each other and work towards a shared goal of promoting the seafood 
industry in British Columbia.
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Collaboration is vital when it comes to promoting Wild BC Salmon, 
and we believe in its power. By working together, we can enhance 
the industry’s growth and make it thrive. We are always eager to 
engage in collaborations that benefit the Wild BC Salmon industry 
and the local community.

  CAMPAIGN SUMMARY 
*Provided by Zoomer Media



  Social Media - To amplify our social media presence and boost our online visibility, we have transformed 
the video content into reels. By utilizing these videos in various formats, we can expand our audience base and 
efficiently market our brand. A total of 15 new reels have been created. 

New Photography  
There are new pictures 
available. These images 
highlight the salmon’s natural 
beauty and give an idea of how 
straightforward the ingredients 
can be to go with it. They 
create eye-catching in-store 
posters or images for social 
media.



Wild Salmon Celebration  
The 6th edition of the Wild 
Salmon Celebration in 2022 
marked its triumphant return 
as an in-person event. We had 
the pleasure of celebrating the 
evening with local chefs, who 
presented their tasting menu 
comprising of 8 mouth-watering 
dishes featuring wild BC salmon.
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The best kind of 
thanks
Your happiness brings 
us joy. We believe 
that this is an essential 
aspect of promoting 
wild BC salmon. Let’s 
work together as a 
team and support 
all members of the 
industry, so we can all 
thrive together.

▲

  Recipes - The industry highly values our 
recipes, as they are in high demand. They are a 
top choice among consumers, driving significant 
traffic to our website and social media platforms. 
We currently have more than 20 new recipes 
available for both industry professionals to use 
and for consumers to enjoy.

Retailer Kits
“Go Wild BC Salmon” retailer 
kits were distributed to retailers 
and fishermen, which contained 
branded aprons, recipe cards, 
point-of-sale danglers, and ice 
sticks. These kits were designed 
to promote the sale of BC salmon 
and increase brand awareness. 
Retailers and fishermen were able 
to benefit from these resources 
at no cost. By providing these 
kits, we aim to assist retailers in 
promoting wild BC salmon.

▲



FINANCIALS

BUDGET PERFORMANCE

Actual revenues for the year ending March 31, 2023 were $56k less than budgeted, primarily due to very 

disappointing net levy revenues. This reflects the ongoing trend of fewer commercial opportunities. Total 

expenditures for the year were $11k under budget reflecting $10k in reduced administrative expenditures.

COMPARED TO PREVIOUS YEAR

While levy revenues were higher than prior year, they were not as high as budgeted and disappointing given 

that it was 4 year cycle high for sockeye. Total expenditures were $22k higher than prior year reflecting increased 

spending of government funding. Administrative expenditures were managed carefully and finished the year 

approximately $3k higher than prior year. 

BUY BC FUNDING

The Council was successful in its application to the Investment Agriculture Foundation of BC and received a 

grant of almost $48k. IAFBC is an industry led, not for profit that delivers government funded programs to 

the agriculture and agri-food sector of BC. The provincial support was instrumental in our ability to provide 

continuing and responsible marketing support to the commercial salmon fishermen of BC. All reporting has 

been satisfactorily completed.

SPECIAL PROJECTS

There were no expenditures from the special projects residual funds and there continues to be a liability balance 

of approximately $18k

2022 2023 Change

Revenue

Net Levy Revenue $72,800 $126,224 $53,424

Gov’t Funding $36,353 $47,644 $11,291

Other $10,923 $11,194 $271

Total Revenue $120,076 $185,062 $64,986

YEAR TO YEAR COMPARISON
Actual Budget Difference

Revenue

Net Levy Revenue $126,224 $182,589 -$56,365

Gov’t Funding $47,644 $47,936 -$292

Other $11,194 $11,000 $194

Total Revenue $185,062 $241,525 -$56,463

YEAR END TO BUDGET COMPARISON

Expenditures

  Marketing $101,184 $119,442 $18,258

  Legal $1,117 $2,433 $1,316

  Administrative $75,882 $78,607 $2,725

Total Expenditures $178,183 $200,482 $22,299

Expenditures

  Marketing $119,442 $118,160 $1,282

  Legal $2,433 $5,000 -$2,567

  Administrative $78,607 $88,590 -$9,983

Total Expenditures $200,482 $211,750 $11,268



As 2022 was the 4 year cycle high for sockeye, we had great hope for solid returns and reasonable revenues.  
Limited opportunities yielded limited revenues.  The Council’s ongoing challenges with respect to low revenue 
is expected to continue in the 2023 season but offset to some extent with the hope of BUY BC funding. 

In February 2023, we met with the BC Minister of Agriculture, the Honourable Pam Alexis. We presented  
our vision for a consolidated BC seafood marketing presence. We highlighted examples from the 
international, national and even local marketing worlds where marketing is delivered using a multi-species 
model. We provided the benefits of such a scenario and we look forward to working with department 
officials to explore the concept of a broader mandate in greater detail.

For the 2023 – 2024 fiscal year, administration is recommending to Council that we continue our marketing 
efforts with a focus on collaborations and maintaining a strong social media presence to ensure Wild BC 
Salmon continues to be seen as the premium product of choice.  Priorities are set out in the table below.

ISSUES & PRIORITIES 
2023 – 2024
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MARKETING PRIORITIES

Continue collaborations with retailers and provide  
useful support to empower the brand

Continue our collaboration with the Chefs’ Table Society 
and sponsor an in-person event.

Deliver exciting and dynamic social media that informs 
and engages.

Selectively support events that profile our brand  
and build sustainability.

Be proactive and responsive to topical advocacy issues.

MANAGEMENT PRIORITIES

Ensure accountable use of accumulated surplus to 
support operations on an ongoing basis

Maintain management stability and effective governance.

Ensure responsible program delivery.

Work with government and other fisheries in a more 
fulsome discussion about the benefits of a BC Seafood 
Marketing Council.

Continue to engage industry in program delivery.



BC Salmon Marketing Council

PO Box 18538 Delta, British Columbia, Canada  V4K 4V7

Tel: 1-855-642-3551 Email: gowild@bcsalmon.ca

www.bcsalmon.ca


