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From the Diverse Banks of Atlantic Canada

STRATEGY

Many different banks
unspoiled nature
purity of wilderness 

The rich ecosystem that 
sustains our fishing grounds 
where the cold and warm 
water meet

Our proud country of origin 
where the people, fishermen, 
and culture make up our home

Strategy

The ocean we owe our catch to, 
our geographical location where 
the qualities of the water affects 
the quality of life and fish
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From the Diverse Banks of Atlantic Canada
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Brand name

A brand name should be relevant, short, descriptional, 
and - in an ideal world - should tell a story
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Canadian Seafood Treasures

STRATEGY

Strategy

Origin / Quality Category / Service Value / Storytelling 

Brand name

From the Diverse Banks of Atlantic Canada
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Canadian Seafood Treasures

Where the quality of water effects quality of life
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LOGO / Concept

16 units

12 units



Where the quality of water
affects the quality of life

LOGO / Concept



LOGO / Concept



Brand film



ANIMATION / Brand Movie



Brand in use







BRAND IN USE / Food expo
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CAMPAIN/ Yellowtail Flounder/ Sweeden



BRAND IN USE / Flagship office



BRAND IN USE / Employees



BRAND IN USE / Employees



BRAND IN USE / Conference 



BRAND IN USE / Shipping 





ICONS / Origin stamp



Go from Small Redfish to a brand

Posibilities from the naming process. The name we used, KISH, comes from the Innu-aimun
language, spoken by the Innu people in northeasern Quebec and Labrador. The fish is caught 
in the St. Lawrenc Bay, where the Innu people live nearby.:

Timu Redfish
• Timiu means «The water is deep» in Innu-aimun.

Itapu Redfish
• Itapu means «... has his/her eyes wide open» in Innu-aimun. The name refers to the the big eyes on this small fish.

Kish Redfish
• Kish means «Lucky!» in Innu-aimun.

St. Lawrence Redfish
• St. Lawrence (fr. St. Laurent) is the patron saint of Canada, and has given name to the St. Lawrence Gulf as well as 

the big river flowing into it.
• The name links the species to the habitat where it lives, which is a distinct advantage. A region associated with clean 

waters and fresh air. Also, the name is not just "pulled out of the air".
• St. Lawrence is also the patron saint of cooks, chefs and restaurant owners. The chef's favourite little delicacy?







New-market strategy

How can we get into a new maket without going there, with out having fish there and with 
out knowing who to talk to?

We let the fish do the talking!

We tied the strategy in China, South Korea and Nigeria using 3 different methods. Both were 
successful and tailored to each market. Instead of spending a lot of money an time traveling 
to these areas, organizing events, and hoping the target group would attend and buy fish, we 
reversed the approach. We advertised that we were looking for a distibutor for a unique type 
of fish to sell in the country. Companies applied to become distributors, placing the seller in a 
completely new position.



ICONS / Origin stamp



Exposure on LED billboards and Bus Shelters, Exposure on Bus Shelters. Pictures taken on the March 4th, 2024, 10 
placements



Billboards



Social Media





Google, Social media Meta and LinkedIn ads

Digital Campaign



Fola Stag





Results

Applications close to 1000 companys. Out of that 50 qualified companies to work with in South Korea and Nigeria 
with out travelling.

In China we connected the brand Kish to Yellow Croaker which made the fish valuable and there fore started as a 
high value fish from the beginning. Distributors were found and business is already in place.
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