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PURPOSE OF SEAFOOD PANEL 

To discuss with the Marine Fisheries Advisory Committee (MAFAC) the value of a national 

marketing effort, led by industry in collaboration with NOAA NMFS, to benefit the U.S. seafood 

industry by: 

●  encouraging more consumption of U.S. seafood 

● ensuring the U.S. consumer has accurate information on the sustainability of U.S. wild 

caught and aquaculture seafood products 

 
BACKGROUND 

The Marine Fisheries Advisory Committee (MAFAC) has undertaken an assessment of how to 

encourage more consumption of U.S. seafood and to ensure the U.S. consumer has accurate 

information on the sustainability of U.S. wild caught and aquaculture seafood products. The U.S. 

has developed the gold standard when it comes to fisheries management.  This message 

should be in the forefront of consumers, retailers, seafood partners, and the media, and is the 

primary goal of FishWatch, which is managed by NOAA NMFS to help provide a reliable source 

of information, which will counter the misinformation that consumers often receive.   

 

As part of its assessment, MAFAC is reviewing the goals and authorities of the Fish and 

Seafood Promotion Act (FSPA) of 1986 (16 U.S.C. 4001 et seq.). Its main goal is to promote the 

consumption of domestically harvested seafood through the establishment and operation of 

Seafood Marketing Councils (Councils). The FSPA provided the ability for the Secretary of 

Commerce or its designee (NMFS) to approve and oversee individual industry seafood 

marketing councils for specific types of seafood commodities. A primary goal of these Councils 

was to address a market failure that reduces consumer demand for seafood as a result of the 

dissemination of partial, misleading, or faulty information to consumers.  

 

While the role of the federal government is not to promote seafood per se, or one seafood 

product over another, it does have a responsibility to the consumer to ensure that the 

information presented to them is accurate and scientifically valid. This was to be done through 

the government oversight of the individual Seafood Marketing Councils, which themselves did 

have the role of promoting specific seafood products, using their own industry generated funds. 

 

When it was established 30 years ago, the FSPA was designed in large part to be similar to the 

authorities provided to the U.S. Department of Agriculture’s (USDA) Agricultural Marketing 

Service under a similar act, the Commodity Act. Under the Commodity Act, agricultural 

industries need to initiate the idea for a particular board or council for their commodity, like milk, 

pork, avocados, peanuts, etc., and bring their interest to USDA.  Since these boards are 



completely voluntary and industry initiated, the leaders in that industry hold town hall meetings 

or go to association meetings, etc., to spread the word of what they are trying to do and garner 

support. There is a required industry referendum, that outlines who the members for the board 

will be, who is assessed and how much, and what the general goals and strategy of the board 

are. The referendum must pass for the board to be established. The USDA establishes the 

board by regulation and provides ongoing oversight about all aspects of its work. 

 

The FSPA was similar to the USDA in all these aspects.  However, different than the USDA’s 

program, the FSPA identified the need and provided authority for an overarching National 

Seafood Marketing Council (National Council) to help develop marketing plans and conduct 

education and outreach for seafood broadly. This National Council had the authority to fund 

applicants’ referenda to establish and terminate the species-specific marketing councils. NMFS 

had the responsibility of approving or rejecting proposed individual seafood marketing plans 

based on the accuracy and scientific validity of the information they presented. When the 

National Council was established in 1986, approximately $11 million was made available by 

Congress to the National Council over the 5 years through Saltonstall-Kennedy Act 

appropriations for its role. 

 

NMFS was also responsible for running individual industry referendum required to establish any 

seafood council and its marketing plan. This latter aspect is important, because, as noted 

above, unlike the National Council, individual Councils were voluntary and to be funded by the 

Marketing Council’s participants through assessments. These Councils would only succeed with 

the support and buy-in of its industry members. The marketing plans outlined who was to be 

included on Council and how the collection of funds were to be handled. 

 

However, no species-specific marketing councils were established, and the National Council 

ceased to exist on December 31, 1991, per the Act. Congress never reauthorized it to be 

reinstated.  In 1996, the regulations implementing the FSPA were removed from the Code of 

Federal Regulations (CFR) as part of a government-wide Presidential regulatory reform effort. 

Yet, though the implementing regulations were withdrawn from the CFR, the Act itself remained 

in effect, and new regulations for the individual seafood promotion councils were drafted in 2006 

and finalized in 2007.  The question now is whether a National Board should be re-established, 

should individual seafood promotion councils be encouraged, and would either be beneficial and 

of value to the seafood industry and consumers alike. 

 
QUESTIONS FOR PANEL AND MAFAC DISCUSSION 

 

Should a National Council and/or Industry Councils be established?  

 

1. Does industry think a national marketing effort is needed, and why? 

 

2. Does industry think a national marketing effort should be for the seafood industry as a 

whole or to provide more support and encourage individual seafood sector councils? 

a. What part of the seafood sector is engaged in a marketing board or council? 



b. Is there interest by the seafood industry to stand up new, individual seafood 

promotion councils, similar to those established under the USDA, such as for 

milk, pork, avocados, etc.? 

c. Should the focus be on domestic seafood only, or be on seafood generally? 

d. If it addressed multiple species, what is the appetite to collaborate with 

competitors? 

 

3. How might another voice coming to the table interact and provide value with existing 

other non-governmental marketing councils or boards and groups to help seafood 

awareness and consumption?  

a. What should be the unique mission of a National Council? 

b. How would this potential mechanism (the National Council) be effective in 

addressing the goal of increased consumption of U.S. seafood and a trusted 

source of information to build consumer confidence?  

c. How will we know it is successful? What metrics would you recommend? 

 

4. What role should NOAA NMFS play in a National Council and/or individual seafood 

promotion councils, should the recommendation be to establish these councils? 

 

 

 


