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Summary 

 

Objective: 

In keeping with the principles of Responsible Research and Innovation (RRI) and “Science with and for 

Society” PerformFISH established and maintained a social media presence, namely Twitter and 

LinkedIn, as well as a general-public focussed consumer corner on the website and a project YouTube 

channel. 

 

Rationale: 

Social networking has been a key part of the PerformFISH communication strategy. Well-trafficked 

social media platforms Twitter and LinkedIn were used to disseminate relevant project information 

and to engage with interested external parties. They have contributed to capacity building through the 

active recruitment of participants in open workshops and have showcased the partnerships’ expertise 

and knowledge through active discussions.  

The PerformFISH LinkedIn group has been particularly effective at outreach to an audience generally 

familiar with or already interested in Mediterranean aquaculture or aquaculture in general. The 

Twitter platform has also reached many from this cohort but has also broadcast the PerformFISH 

project and the general challenges of the sector, project aims and accomplishments to a more general 

public audience as well as a more international grouping. 

The PerformFISH Twitter account therefore focussed more on the announcement of project progress, 

event participation and news related to the impact of PerformFISH research on sustainable 

Mediterranean aquaculture, while the LinkedIn group focussed more on advanced training 

opportunities and sharing industry- or sector-specific articles.  

The PerformFISH social media profiles were set up and regularly updated by WP8 leader AquaTT but 

all partners contributed to these social media channels, by ‘liking’ / ‘following’ the PerformFISH social 

media pages and inviting other to do so and interacting with the PerformFISH accounts through their 

own personal and institutional accounts. 

The project website also maintained a Consumer Corner for sharing information that aimed to better 

enhance the image of the Mediterranean Marine Farmed Fish (MMFF) sector in accordance with 

project findings, such as recipes and details on the sustainability of the sector. The project also 

maintained a YouTube channel which served to not only deliver recorded training sessions, but also 

easy-to-digest overviews of the project provided through an animated video and WP leader interviews. 
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1 Introduction 

To ensure effective dissemination, technology transfer and knowledge transfer as well as capacity 

building, a dedicated Work Package – WP8 – is part of the PerformFISH project. A Dissemination and 

Exploitation Plan DEP (D8.1) was drafted at proposal stage and after finalisation was implemented 

immediately upon project commencement. A portfolio of dissemination resources and tools (D8.2) 

was delivered to facilitate the consortium’s activities as called for in the DEP. 

Professional science communicators, AquaTT, was responsible for leading all project partners in the 

dissemination, communication, exploitation and general outreach of the project’s goals, activities and 

outputs. While much of this effort was focussed on key stakeholder demographics, a significant portion 

of the strategy was dedicated to an “outreach effort” reaching the public and demonstrating how the 

project was addressing key points of social acceptability. 

This outreach effort, based on the principles of Responsible Research and Innovation (RRI) and 

“Science with and for Society”, was pursued through: 

• The cultivation of large social media audiences on Twitter and LinkedIn with whom the project 

actively engaged 

• A PerformFISH presence in key events 

• The development of easily accessible promotional material such as factsheets and videos 

• A dedicated page on the project website specifically for the general public 

• Promotion of open training and capacity building events (this has been covered in Deliverable 

8.8). 

 

2 Social Media 

Social networking is part of the PerformFISH outreach strategy. Anyone can follow or join all social 

media channels and key industry and research stakeholders both from within and external to 

PerformFISH were early on actively encouraged to join through existing partner networks. This early 

reliance on existing networks allowed PerformFISH to quickly build a substantial list of followers across 

both Twitter and LinkedIn, greatly amplifying the outreach activities supported through these 

channels. 

The social media platforms provided a forum for engagement with interested external parties and 

contributed to capacity building and showcasing the partnership expertise and knowledge through 

active discussions.  

 

Twitter 

Over the course of the project, the Twitter account has gained 1,503 followers and sent 890 tweets, 

generating a total of 284,094 impressions.  In the last month alone, the project Twitter has received 

213 profile visits and 19 new followers. Although Twitter no longer offers an audience profiling tool, a 

review of the account’s new top follower each month provides a helpful insight into the geographic 

and occupational spread of audience being reached by PerformFISH. 
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Figure 1: PerformFISH Twitter Profile 

 

As seen below, the project’s followers with large followings of their own drew on intergovernmental 

bodies, research institutions, NGOs, private companies, scientific journals, popular news channels, 

event’s organisers, international environmental actions, other research projects and individuals such 

as scientists, conservationists, sustainability consultants, animal welfare experts and policy makers. 

PerformFISH followers were primarily based in the EU, but there were also strong cohorts from the 

UK, non-EU Nordics, South America (particularly Chile), the US, Canada, all Mediterranean countries, 

West Africa and Indonesia. 

International, Governmental or Funding Bodies 

• EU Maritime & Fish (Europe) 

• General Fisheries Commission for the 
Mediterranean (Mediterranean & 
Black) 

• CIHEAM Zaragoza (Mediterranean) 

• EU Environment (Europe) 

• Erasmus Mundus Association (Global) 

• Puerto de Vigo (Spain) 

• EU Climate Action (Europe) 

• EU Research Results (Europe) 

• FAO Family Farming (Global

 

Universities/Research Institutions 

• CSIC (Spain) 

• Natural Resources Institute Finland 
(Finland) 

• UCA (Spain) 

• IEO Vigo (Spain) 

• Matís (Iceland) 

• EMBRC (Europe) 

• SAIC (UK)
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Individuals 

• Refik Orhun, fisheries/aquaculture 
scientist (Turkey, Germany, US) 

• Victor M. F. Galhano, chemical and 
biological scientist (Portugal) 

• Richard Unsworth, conservationist 
(UK) 

• Atanas G. Atanasov, Molecular 
Medicine (Austria) 

• David Costalago, Conservationist 
(Spain) 

• Michael Stothard, investor (UK) 

• Marc Bracke, animal welfare 
(Netherlands) 

• Andreea Strachinescu, EU policy 
maker (Europe) 

• Vicky Sleight, marine biologist (UK) 

• Alicia Dalongeville, ecologist (France) 

• Steven Ng, blue growth specialist 
(Japan) 

• Alessandra Ferrillo, microbial ecologist 
(Norway) 

• Øyvind Hilmarsen, engineer and 
biologist (Norway) 

• Kostas Kormas, microbial ecologist 
(Greece)

 

Companies and NGOs 

• Realtime Aquaculture / Innovasea 
(Canada) 

• Mindfully Wired Communications (UK) 

• Pentair AES (US) 

• Bays Consulting (UK) 

• Nutreco (Global) 

• Animal Health Europe (Europe) 

• Defensa de los mares al sure del 
mundo (Southern Hemisphere) 

• Fundación CocinAmar (Chile) 

• Freshwater Institute (US) 

• EATiP (Europe) 

• Verumar (Global) 

• ICSF (Global) 

• Nova-Q Ltd. (Ireland) 

• Crianza de Nuestros Mares (Spain) 

• Global Resources Trader Corporation 
(Indonesia)

 

Media, Events and other Outreach Multipliers 

• Undercurrent News (UK) 

• IPac. Acuicultura (Spain) 

• Ocean Business (UK) 

• Nature Food (Global) 

• Aquaculture UK (UK) 

• World Microbiome Day (Global) 

• Fish Farmer Magazine (Global) 

• Feed and Additive Magazine (Global) 

• Frontiers in Marine Science (Global) 

• Marine Genomics (Global)
 

Projects 

• Life+ Infonatur 2000 (Europe) 

• LifeInvasaqua (Iberia) 

• Copernicus Marine (Europe) 

• NEANIAS Project (Europe) 

• Nawiri Agricultural Programme (Africa)

 

Tweets from the PerformFISH account covered a broad range of outreach targets, including but not 

limited to tweets emphasising “science with and for society”, linking PerformFISH outputs to 

international organisations and events celebrating environmental and sustainable actions, engaging 

consumers on the merits of MMFF, inviting interested individuals to take part in public webinars and 

attempting to translate PerformFISH goals, efforts and results into accessible language and concepts. 

Some examples of these tweets are shown below. 
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Figure 2: (Left) PerformFISH tweet celebrating FAO gender equality. (Right) Tweet regarding the use 
of more sustainable feeds. 

Figure 3: (Top) Tweet linking to project video. (Bottom Left) Inclusive questionnaire supporting 
science with society. (Bottom Right): Maintaining awareness of project activities and outputs. 
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Figure 4: (Left) Encouraging readership of project deliverables. (Right) Connecting MMFF to popular 
topics in a positive light. 

  

 

 

 

Figure 5: (Left) Demonstrating the success of PerformFISH as verified by third parties. (Right) 
Encouraging interest in key aquaculture topics and promoting training courses. 
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Figure 6: (Left) Promotion of upcoming training course and encouraging non-expert participation. 
(Right) Inviting views of recorded training sessions and other videos. 

 

The Twitter account also served to allow the PerformFISH project to connect with synergistic Ocean 

Literacy and other public-facing campaigns such as the Sea Change and ResponSEAble Projects, in both 

of which AquaTT was a partner, allowing cross-project outreach. 

 

 

 

 

Figure 7: PerformFISH support and connection with Ocean Literacy project Sea Change. 
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LinkedIn 

Figure 8: PerformFISH LinkedIn profile. 

 

The PerformFISH LinkedIn group was started to conduct similar outreach activities as the Twitter page 

but with a greater focus on training and publication announcements as the audience was expected to 

be more sector-literate. Over the course of the project the LinkedIn group gathered 997 followers. In 

the last month alone, the group has seen 37 new followers, 18 search appearances and 3,200 post 

impressions. 

A review of the follower demographics supports the approach made by the project, with the leading 

sector of followers belonging to fisheries, research services, seafood product manufacturing and 

higher education. The followers’ current employment also supports the delivery of more sector-

specific language, with the largest cohorts being researchers, business developers, operators 

(generally belonging to fish producers) and education (many of which are Masters, PhDs and post-

docs).  

The LinkedIn followers were also observed to be from a more Mediterranean or aquaculture focussed 

regions, with leading regions being Greece, Spain, Portugal, Turkey, the UK, Norway, Ireland and 

Tunisia. 
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Figure 9: LinkedIn group followers by industry. 

 

Figure 10: LinkedIn followers by job type. 
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Some examples of posts from the LinkedIn page are shown below: 

  

Figure 11: (Left) Example of how LinkedIn allowed for more detailed information to be presented in 
posts and links to professional pages of both individuals and other organisations. (Right) Mentions 
of PerformFISH were also easily seen on the PerformFISH group. 

 

3  Key Events 

The PerformFISH presence at both project-organised and external events in terms of communication, 

dissemination and exploitation of project results has been documented in the DEPs (most recently 

Deliverable 8.11) and the periodic reporting. However, the project also strove to have a presence in 

events more targeted towards the general public. This includes both in-person and virtual events, the 

latter of which was particularly prominent during the Covid-19 lockdowns. At these types of events 

PerformFISH did not seek to disseminate specific project results (or at least didn’t solely seek this), but 

rather sought to ensure the project was visibly connected to the concerns of the event, such as 

sustainability, blue growth, etc. This was largely accomplished through poster displays, partner 

presence and social media support (especially for remote or virtual events). There were also industry 

or research events that also featured significant public awareness opportunities (such as Aquaculture 

Europe) at which PerformFISH pursued both targeted and general dissemination strategies. 

Some of the main events targeted in this manner included: 

• World Ocean Day  

• European Maritime Day  
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• Aquaculture Europe (2019-2022)  

• AQUAFARM International Conference & Trade Show (2019-2022) 

• 70th Annual Meeting of the European Federation of Animal Science 

• Catalan Network for Blue Innovation (BlueNetCat) 

• 1st Joint Meeting of Agriculture-oriented PhD Programs at UNICT, UNIFG and UNIUD “Higher 
Education for Sustainable Food Production” 

• Latin American & Caribbean Aquaculture 2019 

• XVI International Symposium on Marine Natural Products and XI European Conference on 
Marine Natural Products 

• Global Ocean 21 

• 12th Indian Fisheries and Aquaculture Forum 

• Aquafuture 2021 

For the virtual activities (such as World Ocean Day and European Maritime Day) PerformFISH posted 

social media posts highlighting the importance of sustainable aquaculture to the world’s blue growth 

and ocean health and noting the project’s goals and contributions to the MMFF sector in reaching 

targets in line with the values of these events. 

For the in-person activities, PerformFISH was always represented with at least one general poster 

advertising the project and a partner member representing the project through a presentation. At 

some of the larger events, such as Aquaculture Europe, the project would be further represented by a 

dedicated PerformFISH booth with branding, posters and project representatives present to speak to 

interested members of the public or stakeholders. Some events were further supported with a large 

printed pull-up banner or distributable factsheets designed to allow non-experts to understand the 

project’s goals and outputs. 

At Aquaculture Europe 2022, which served as the PerformFISH final large public event, the project 

booth offered further distributable factsheets, WP-specific business cards and branded 

commemorative items including lanyards, t-shirts and totes. 

 

4  Accessible Material 

Facilitating the outreach activities so far described were various materials designed to convey the 

project’s goals and outputs in a manner that was communicable to the general public as well as other 

stakeholders that mightn’t necessarily have the same level of detailed understanding as field experts. 

These were the project factsheets and videos.  

The details of both the factsheets and videos are presented in detail in Deliverable 8.11. The factsheets 

can be found on the PerformFISH website under the relevant sections. The video links may also be 

found on the website, but the central repository for all of them is the PerformFISH YouTube channel. 

The videos of most relevance to the outreach activities are in the Playlist “PerformFISH Overview 

Videos”. 

 

5  Consumer Corner 

The dedicated PerformFISH website was as a whole itself a key tool for outreach activities and it was 

accordingly set up following the EU Project Websites – Best Practice Guidelines. The public project 

website is visually attractive and informative. New visual media and dynamic outreach products are 

and will be used (videos, animations, interactive tools, newsletters, etc.) on the website. A more full 

https://www.youtube.com/playlist?list=PLJh8k4sU70cLOwPtlyrqm9rxT8MXGerem
https://www.youtube.com/playlist?list=PLJh8k4sU70cLOwPtlyrqm9rxT8MXGerem
http://www.performfish.eu/
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description of the overall website’s functions is presented in Deliverable 8.11, but for the outreach 

activities it’s important to highlight the Consumer Corner. 

The Consumer Corner – which was also a dedicated section of the project newsletter – served to 

present information not necessarily produced by the project’s research outputs but rather information 

supporting the overall aims of PerformFISH as they related to the sustainable growth and investment 

in the MMFF sector. This largely relied on feedback from WP5 to guide the understanding of consumer 

preferences and perceptions. Based on this feedback the Consumer Corner offered information that 

aimed to demonstrate the MMFF’s responsible practices and highlight its production of high-quality 

food production and valuable job and economic generation for rural peripheral regions of Europe. 

 

Figure 12: WP5 found that consumer perceptions for areas beyond the MMFF region would benefit 
from seeing bream and bass in familiar forms, such as fillets & recipes. 

https://performfish.eu/consumer-corner/
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Figure 13: The Code of Conduct was shared across both the Consumer Corner and Industry Corner. In 
the Consumer Corner emphasis was placed on how it would not only support sustainable aquaculture 
but also be of benefit to local communities and the environment. 

 

 

6 Post-Project Outreach 

Although the project is concluding, many of the partners are committed to carrying on the legacy of 

PerformFISH through ongoing research, communication, dissemination and exploitation activities. 

Although active PerformFISH-funded outreach activities will eventually cease, AquaTT will for the 

short-term maintain an active monitoring of the PerformFISH website, communication channels and 

social media pages to respond or forward any queries regarding PerformFISH outputs to the 

appropriate researchers and help ensure the success of PerformFISH legacy actions.  

As detailed in the DEP, the project’s website will remain active for at least 5 years after the project’s 

conclusion, and the PerformFISH YouTube channel will remain indefinitely.  

 


