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“Seafood industry must back up sustainability claims”



BACKGROUND

• Started in the industry 21 years ago as wholesalers

• Wholesale depots Billingsgate & Brixham : 750  wholesale customers

• Pre covid: 5 restaurants, now 3: Borough Market, South Kensington, 
Battersea Power Station – 250k customers/annum

• Direct To Consumer: 2020 – national seafood online: addressable market 
67k

• Oysters
• farming 10 years, 14 million oysters
• supply 85% of London’s oyster, 3 million
• still the “Why” of our business and the area of sustainability we have 100% 

confidence with



Seafood facts

1. Just one-third of U.K. consumers eat the public health recommended two portions of fish per week

2. 55 percent of adults would like to eat more seafood

3. The 55-plus age group are almost twice as likely to be eating fish twice a week or more than the 18-24 age group

4. 70 percent of the fish buying public think that sustainability is important

5. Telling consumers about the specific health benefits of fish would encourage more than 70 percent of them to eat 
more

6. 36 percent of those people surveyed are actively buying sustainable seafood, with 13 percent buying sustainably-
sourced products only

7. Of those adults consuming fish, 95 percent eat it at home, and 57 percent eat it out of the home

8. Seafood consumption in the United Kingdom has increased by 12 percent over the past year

SEAFISH Nov 2019: Study: Majority of Brits want to eat more seafood | SeafoodSource

https://www.seafoodsource.com/news/foodservice-retail/study-majority-of-brits-want-to-eat-more-seafood


Wright Brothers team feedback
• D2C, head of customer service

• “What percentage of customers want to know about sustainability?” I would say well over 50% are 
guided by sustainability credentials when making buying choices. 

• Our sales data demonstrates that nearly 50% of customers are prepared to pay more for products with 
higher sustainability credentials

• Head of sales, wholesale : 
• “When you talk with chefs, how important is sustainability to them?” I touch on sustainability at almost 

every meeting now. It is becoming much more important for chefs. They want to know about 
provenance and sourcing. They are particularly keen to hear about the work that Wright Brothers Sea 
Change Foundation will be doing. 



Wright 
Brothers & 

sustainability 

• MCS Good Fish Guide

• Global Seafood Alliance

• Best Aquaculture Practice

• Best Seafood Practice

• Mike Berthet
• Sustainability adviser

• WB Sea Change Foundation trustee

• Mike Warner
• British Seafood & Fisheries Ambassador



WB customer segments - who are we talking to?

• Chefs & restaurants staff

• Seafood buying public
• Restaurants customers

• Ecommerce customers

• Masterclasses



Backing up our sustainability claims

• Expertise within our business
• People
• Quarterly audit product process
• Sustainability steering committee

• WB Brixham – port merchant (traceability & provenance)
• 10 years experience in aquaculture

• Duchy of Cornwall oyster farm
• 14 million oysters
• Re-established a marine environment
• One of the most sustainable forms of aquaculture



Clarity: source of information -
approved certification schemes 



- Even WWF blueprint is ambiguous



WB Sea Change Foundation

• Blue Marine Foundation: Shell To Shore 
project

• National Lobster Hatchery

• Fisherman’s Mission

• Marine Conservation Society

• RFVS (Responsible Fishing Vessel 
Standard)



RFVS is included in most major 
retailer sourcing policies 
committed to the WWF market 
basket



Catch management enabling us to 
have surety that we are not sourcing 
from IUU (illegal, unreported & 
unregulated fisheries )



RFVS

• Food service has been hanging on 
to the shirt-tails of retailer's 
sustainability credentials for too 
long

• Working with Brixham and the 200 
strong fleet towards implementing 
this standard

• Opportunity for us as a business to 
demonstrate leadership & 
responsibility to chefs and seafood 
buying public



Conclusions

• As a seafood business, we have a responsibility & opportunity 
to demonstrate clarity on sustainability in food service and to 
our retail customers

• Foodservice sector needs clearly defined guidance on what 
certified scheme to base our sourcing decisions, so they are 
robust – one standard for all

• We need to have confidence to be able to communicate our 
sustainability and eco credentials 



Thank you & questions
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