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CAMPAIGN GOALS

D

Connect the US Caribbean with
the region and the global
community of fishers,
governments, scientists, and
other stakeholders around a
common message and solid
knowledge (TK+SK) on FSA and
the sustainable management of
reef fish species with an
ecosystem approach.

BIG FISH INITIATIVE
188th CFMC Hybrid Regular Meeting

@

Create awareness and serve
the RFSAMP and other
proposed national and
international regulations to
protect the reproduction of
commercial fish species by
reaching managers, decision-
makers; fishers, and-ether
stakeholders working to
protect FSAs. .

Facilitate the on-the-ground
and online knowledge
exchange (FK + SK) of FSAs
& CRF among communities,
managers, and scientists to
advance locally-driven
decision making and
participation, while
promoting temporal

closures, MPA & OECM
- that protect FSAs.



BIG FISH TARGET AUDIENCES
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up of the fishing
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the campaign and to obtain resilient fisheries and
communities.




DECISION-MAKERS

Among decision-makers, we are
focused on three key stakeholders:

1.Policy Makers
2.Fishery Managers
3.Enforcement Officials



FISH CONSUMERS

FISH CONSUMERS & TRAVELERS

are critical because they drive |
demand through buying hal
the Caribbean and beyon
can support or encou
decision-makers and can influenc

protection of the targeted spe l




KEY MESSAGES )y

Protect the reproduction to recover the fisheries. '%fa..,;;,
Don't fish, sell, buy or eat grouper and snapper species during the spawning

SE€ASO0ns.

NO Fishing, Sales or
Consumption
From December through March

NO Fishing, Sales or
Consumption
From April through July

(Mutton) Snapper #FISHSMART (Nassau) Grouper



BIG FISH INITIATIVE
188th CFMC Hybrid Regular Meeting

CAMPAIGN PRODUCTS

y Mang,

e Film for broadcast "Treasure of the Caribbean". e Bie Fish HUB | 1) q“ 3
. - | : < _Lzrx
mi | Tangled CFMC
@PBS gf:c'l(ios e Social Media Platforms: Instagram,
- . . . Facebook, LinkedIn, YouTube, Threads & X
e Radio kits: podcasts, PSAs & reels (in English & Spanish) F:‘

5 “e“‘ Manag

<° %,
Posters & Cooking books { gt

CFMC

e Short-films: Four short films have been produced in three
different languages: English, Spanish and French. NG
o Nassau Grouper Against The Clock: A call to action for

Citizen Science Program for fishers &
T, enforcement officials: in collaboration with

o o _ N ; A
decision-makers to protect Nassau Grouper local partners throughout the Caribbean we

o F2F Advice, Fish Smart: A call to action from fishers to CFMC.

, , use these materials and partners' in
their colleagues to respect the spawning season.

workshops and other live events to engage

s in the Water: | ' f . . :
o Loveisinthe Water: A call to action to seafood target audiences in the protection of FSAs.

consumers to consume alternative species during Funded by national partners & I

groupers and snappers’ spawning seasons. ('
o Caribbean Fishers Ambassadors: Featuring GCFl GMA

_ o Big Fish Initiative Newsletter: on hold. To
awardees calling to protect FSAs.

resume once funds available.
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WINNER

ECOLOGY CONSERVATION AWARD
BLUE WATER

FFFFFFFFFFFF

2023
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CAMPAIGN PRObDUGFS\ TREASURE®;
CARIBBEAN

g |

A STORY OF HOPE IN DIRE TIMES.
THE DISCOVERY OF A CORAL REEL IN THE.HEART OF THE

CARIBBEAN, THE CAYMAN CROWN, MARKS A NEW CHAPTER IN
UNDERSTANDING CORALS, THE FISH THAT DEPEND ON THEM,
AND SAVING CORAL REEFS AND FSAs WORLDWIDE.

WINNER "' W'NNER
WILD OCEANS FEEDBACK Female
FllmFeSt Film Festival (FFFF),
2024 g
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produced by BELUGA SMILE PRODUCTIONS in partnership with NATURE PBS
TERRA MATER STUDIOS and HHMI TANGLED BANK STUDIOS




The Film has been seen by more than 5 million people in the USA, Europe &

Asia on TV channels, platforms (Apple TV, Amazon prime) and film festivals.
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Additionally, the Big Fish Initiative has organized Special Screenings for Fishers,

lawmakers, fisheries managers, enforcement officials and fishing communities,

followed by FSAs panel discussions in the following places/events in 2024-25. = . ;{ st Nmm G
e GCFI Annual Meeting (November, 2023) e
e The Bahamas (January, 2024 / 3 events) Next in 2026
e Belize (February, 14 2024 / 5 events + 1 workshop) mi Tangled WHERE: Panama
e Honduras (April 15-20, 2024 / 6 events) Bank WHEN: February 2
e Mexico (June 8, 2024) World Oceans Day Studios PARTNERS: MiAmbiente + ARAP + ACP
e Spain (November 6, 2024) / 2 events
e IJUCN's Global FSAs Workshop / 2-day event WHERE: Suriname/Guiyana or Saint Vincent
e Guatemala (February 19, 20, 21, 22, 23, 24, 25 / May 12 / November 12, 2025)  WHEN: Late February / Early March
e International ExpoSostenible (April 2, 2025) PARTNERS: CRFM
e Dominican Republic (International May 9, 2025)
e United Nations Ocean Conference (France, June 5, 6 / 2 screening events) WHERE: Haiti, Cuba

e [UCN World Conservation Conference (Abu Dhabi, October 12, 13,14 / 3 events) WHEN: TBD
e COP30 (Brazil, November 21) / 2 day-event. PARTNER: Corredor Bioldgico del Caribe



The BIG FISH HUB

Official Launch: June 3rd, 2024

Data Period: 1/ months

Event Count: 33,084 visits .
Total Active Users: 3,500 people s :

Join our campaign to protect fish spawning H
aggregations worldwide and the reefs where
they happen! #RecoverBigFish

(2 bigfishinitiative.com and 2 more

e Sections for 3 target audiences B © i i nitintive  ecentposts
o . free downloads

28.6K views in the last 30 days.

Of management planS, VldeOS, LIO[ Edit profile Share profile

podcasts, PSAs, recipes, papers | L\ it B @
monitoring protocols, cartoons.. #. = e 2
e Regulations per Species/Country N
e Big Fish Protection Network *

www.bigfishinitiative.com




BIG FISH HUB

Field Manual Explore Training & Opportunites Discover Financial Support Connect with other fisherfolk K e y F e a t l | r e S

. Short films with Calls to Action
. Field manual to identify species

Fisher-to-Fisher Advice: FISH SMART

TOGETHER WE

CAN FIND
SOLUTIONS

. Alternative livelihoods

Fishers are an indispensable part #ProtectYourCatch
of the solution to

#RecoverBigFish. Your

knowledge and actions are vital

to bring the fish back and ensure

. Training opportunities

future generations of fish for
your children and grandchildren.
Start by learning about fish
spawning aggregations through
BF| media, and connecting with

. Funding opportunities
. Fisherfolk Network
. Best Practices (incl. Salvapeje)

alternative livelihoods linked to
the sea to #ProtectYourCatch.

IReoR @ Ul ) N

Big Fish Protection Network

www.bigfishinitiative.com




BIG FISH HUB

DECISION MAKERS, FISHERY MANAGERS & ENFORCEMENT
OFFICIALS

IT'S TIME,
LEADERSHIP
NEEDS TO ACT
NOW!

on in the Caribbean. Your role is

crucial to turn the tide, and

repopulate these fisheries
cross the region

www.bigfishinitiative.com

Key Features

1. Short films with Call to Action.

2.Existing regulations by country: Help us
complete existing data.

3.Guides to Promote Closures & Support
Enforcement.

4.Fisheries Departments Network to
facilitate coordination with neighbors.

5.Big Fish Protection Network.




BIG FISH HUB

COMMUNITIES

living & visiting the Caribbean

TAKE PART IN

PROTECTING THE PLACES Ke y F eatures

YOU LOVE.

We all play an important role in protecting and
recovering coral reefs —both from home and while
on vacation in the Caribbean. One way to do it is by o

consuming only sustainable seafood. =

New Short film “Love is in The Water”

consumers, decision-makers and fisher folks to work

¥
The Big Fish Initiative is a CALL TO ACTION to fish ¥ a .

together to tackle the fisheries crises with a deep
focus on protecting spawning aggregation sites. The
most commercially important Caribbean fish gather
once a year in special places to produce the next
generation of fish. Unfortunately, these sites are not
protected region wide, despite the scientific evidence

I
2. Learning about fish species
e el a2 3. Travel Smart tips
| 4

enforced protection.

The recovery of these species is crucial for the

millions of people whose livelihoods depend on . . . .
them, and are indispensable for other species that #ProtectTheCatch and spread the love this spawning season with our short film “Love

live in the reef and the health of the entire is in the Water” and protect fish spawning aggregations by not consuming grouper or
ecosystem. By protecting Big Fish, you protect coral snapper during the reproductive season.
reefs. And you can play a bigger part than you think.

Alternative Species to Consume

www.bigfishinitiative.com




Where are Our Users located?

2025

O Most Activity
® Some Activity
@ Less Activity

Official Launch: June 3rd, 2024
Data Period: 17 months

Event Count: 38,084 visits

Total Active Users: 3,500 people

O Month over
9 /o Month Growth
of Active Users




Where are Returning Users located? Where are New Users located?

* L
USA: 58 / Puerto Rico: 17 / Spain: 15 / Mexico: 14 / USA: 922 / China: 346 / Vietnam: 227 / Brazil: 126 /
France: 6 / Bahamas: 9 / UK: 5 Mexico: 110 / Spain: 105 / Algeria: 101

@ Most Activity
@ Some Activity
@ Less Activity



New Users Recurring Users

PUERTO RICO




English
Spanish
French
Chinese
Arabic
German
Portuguese
Vietnamese
Dutch

Indonesian

What languages do Users speak?

2025

O

500 1000 1500 2000 2500 3000

English
Spanish
French
German
Chinese
Portuguese

Dutch

200

2024

21010

600

800 1000 1200



Unassigned

NE j‘

Organic Social
6.7%

Organic Search
31%

How do Users find/get to the Hub?

Direct
60.3%

Organic Search
33.3%

Email Organic Social
Referral
3.5%

Official Launch: June 3rd, 2024
Data Period: 17 months

Event Count: 38,084 visits

Total Active Users: 3,500 people

0 Month over
9 /o Month Growth
of Active Users

Direct
55.4%



Big Fish Initiative
Resource Library
Fisherfolk
Decision-Makers

Sexe en mer (Article)
Team & Events
Management Plans
Seafood Consumers
Regional FSA Mgmt. Plan
El sexo marino (Article)
Iniciativa Big Fish
Trivia

Red Hind

Global FSA Workshop
Biblioteca de recursos
Scientific Papers
Pescadores

Tiger Grouper

Yellow Fin Grouper
Video

How do Users interact with the Hub?

2025
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Big Fish Initiative
Fisherfolk
Decision-Makers
Resource Library
Seafood Consumers
Global FSA Workshop
Team & Events
Management Plans
Regional FSA Mgmt. Plan
Trivia

Infographics

O II

2024

500
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272 Downloads!

1500
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ENFORCEMENT FISHER BIG FISH . | SCIENTIST
SUCCESSES HEROES SCIENCE SPOTLIGHT

@ bigfishinitiative and 3 others o0 @ biglfishinitiati\fe and 2 others 4 @ bigfishinitiative and cobi_mx es o;: bigfis_hini_liati\re and )
Hatillo, Puerto Rico perryinstituteformarinescience
[ SE—— vﬂ’ '

SCIENTIST~ - SP

HEF & |§ Gl g |
[STAR RESTAURATEUI e — - \
- ' . ;ﬂ "

@ bigfishinitiative and healthyreefs

SCIENTIST . SPOTLIGHT

=) %

REPORT FROM
THE FIELD

@ bigfishinitiative and islamarexp

Q F’M(fe Eico - i

BIG FISH
EVENTS

»> bigfishinitiative and
e perryinstituteformarinescience

@ bigfishinitiative and mbeca_gob

=S
A

L)
g= bigfishinitiative and 3 others

CARIBBEAN

"SPECIAL FILM
SCREENING & PANEL




@ bigfishinitiative and caribbe...
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SOCIAL MEDIA: Follower Distribution by Country (all platforms})

2025

2024

PUERTO RICO ° PUERTO RICO

BAHAM...
HONDURAS

BAHAMAS

@ HONDURAS @




Our SOCGIAL MEDIA Community: Other countries

OTHER IG & FB FOLLOWERS ARE IN:

HAITI, PHILIPPINES, BRAZIL, TRINIDAD AND TOBAGO, SOUTH,
AFRICA, POLAND, CANADA, COSTA RICA, ITALY, AUSTRALIA, UK,
DOMINICAN REPUBLIC, ICELAND, DENMARK, COOK ISLANDS,
BELGIUM, GREECE, KENYA, GERMANY, ARGENTINA, SCOTLAND,
PAKISTAN, UNITED ARAB EMIRATES, GRENADA, BANGLADESH

LINKEDIN

@® PERU - @ SOUTHAFRICA @ INDIA

® ECUADOR @ PORTUGAL @ UK
® PAKISTAN @ CANADA @ AUSTRALIA
® GERMANY @ AUSTRIA @ FRANCE
@ ARGENTINA @ SINGAPUR
@ SAUDIARABIA @ TUNISIA
@ SWITZERLAND @ INDONESIA
@ TANZANIA @ CHILE @ GREECE

® BrRASIL @ NETHERLANDS @ EGYPT




Organic campaign

SOCIAL MEDIA: Follower growth over lifetime of campaign.

@ Facebook
2.000

1.500

1.000

500

@ Instagram

@ Linkedin

MonthlyGrowth

18,52% 20% (2024)

16,63% 16.5% (2024)

15,37% A1% (2024)

Average Montly growth rate for
nonprofits:

1G: 2,72%

FB: 2,50%

LINKEDIN: 2,09%



SOCIAL MEDIA: Growth rate over lifetime of organic campaign.

@ Focebook @ Instagram @ Linkedin

10.000

3.000

6.000

4.000

2.000




SOCIAL MEDIA: In the last 28 days

We have posted: 52 pieces of content We have posted: 17 pieces of content We have posted: 12 bieces of content
We have gained: 20 followers We have gained: ll followers We have gained: 16 followers
We have had: 661 content interactions We hCIVG had: 261 content interactions We have had: 92 content interactions

INSTAGRAM FACEBOOK LINKEDIN



Organic reach over lifetime of campaign.

@ Facebook @ Instagram @ Linked]n
|
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Views over lifetime of campaign.

@ Instagram

Instagram

@ Facebook

Facebook

@ Linkedin

17,5k

LinkedIn



Over the last 11 months, our monthly average Reach was:
|G: 7.336 people/month

FB: 4.633 people/month

LinkedIn: 678 people/month

This means we are reaching our followers and more, new audience each month.

Monthly Reach in 2025

@ Instagram @ Facebook @ LinkedIn
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Engagement Rate (%) for the last 6 months
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BIG FISH INITIATIVE
188th CFMC Hybrid Regular Meeting

CAMPAIGN GOALS: What have we achieved?
@D ¥.3, 3

Connect the US Caribbean with  Serve the RFSAMP and other  Facilitate the on-the-ground

the region and the global in-country proposed and online knowledge
community of fishers, regulations to protect the exchange (FK + SK) of
governments, scientists, and reproduction of commercial Resilient Fisheries among
other stakeholders around a fish species by reaching communities, managers,
common message and solid managers, decision-makers, and scientists to advance
knowledge (TK+SK) on FSA and fishers, and other stakeholders locally-driven decision
the sustainably manage of reef yorking to protect FSAs. making and participation,

promoting MPA and OECM
‘that protect FSAs.

fish species with an ecosystemi- ¢

approach.
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BIG FISH INITIATIVE
188th CFMC Hybrid Regular Meeting

% BIG FISH 71
INITIATIVE

@ Protection for The Cayman Crown and its FSAs in Guatemala and Belize. Better legislation in Honduras
that protects some species of groupers and FSAs.

@ Based on partners numbers and our own analytics/metrics, we have reached 6 Million people through our
Long form & short films + Radio + Hub + SM + 150 live events + Citizen Science Program.

o Expanded audience and network of partners to continue making a difference.

e Better informed, more knowledgable stakeholders. More awareness among the general public and our target audiences
regarding FSAs, commercial reef fish species, and connectivity (geographic, ecosystem, trophic web...) .

o Exposure to the RFSAMP that has been promoted online and live events, including the proposed fishing bans.

e With more engaged fisherfolk, our Citizen Science Program has contributed to push fishers' ecological knowledge and
fisherfolk's key role in species recovery into the agenda. :

e The BFl has catalized efforts within the region and beyond as a result of our collaborative approach on our way to more
resilient fisheries and communities.

@ The US Caribbean is better connec}'ed to the re.st‘of the wider Caribbean and to the rest of the world) on All-
Things-Big-Fish through the BFI. ;; | | |

@ More and more people/organ},:-

| Qi
‘\\ig

o{k\‘tO\.{ecover reef fish species and protect FSAs.
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