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ABSTRACT

The shrimp fishery in the Southeast region of the United States has been facing
significant challenges affecting both its short-term and long-term economic sustainability.
Suppressed prices due to increased competition with foreign producers and changes in the
world food distribution systems have forced shrimp fishermen to seek out new methods
and strategies to increase their return on investment. One proposed solution has been the
idea of marketing “wild-caught” shrimp as a premium product as a means to increase
profit potential for the domestic shrimp industry. Tourists are a significant population of
shrimp consumers who may be willing to pay premium prices for wild-caught shrimp
while traveling on the coast. Success relies on 1) providing education about the shrimp
fishery to both tourists and restaurant chefs and managers in coastal communities and 2)
developing stronger linkages between restaurants and shrimp harvesters. The purpose of
this Gulf and South Atlantic Fisheries Foundation (GSAFF) project was to 1) define the
unique attributes of local wild-caught shrimp, and 2) develop and provide outreach to
enhance consumer (i.e., tourists and restaurant managers/chefs) knowledge about the
unique attributes of local wild-caught shrimp harvested in the South Atlantic region of
the United States. This project focused on the shrimp fishery in South Carolina because
although coastal tourism contributes significantly to the state’s economy, there has been
little integration between the tourism industry and the shrimp industry. Project strategies
included 1) culinary research (taste testing) to compare wild-caught and imported shrimp
and identify preferred attributes, 2) case studies of South Carolina coastal restaurants that
do and do not purchase local shrimp, 3) regional level case studies on how integration of
shrimp and tourism related industries facilitates the promotion of wild caught shrimp to
tourists, 4) training workshops about shrimp for chefs in the South Carolina and South
Atlantic region, and 5) development and distribution of a chef booklet and a tourist
brochure titled “Sea” the Difference as a means to provide outreach on South Carolina
shrimp. The report outlines the project components which were inputs to design of
outreach products and provides a preliminary evaluation of outreach efforts. Results
should be informative to similar efforts within the South Atlantic region of the United
States.
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EXECUTIVE SUMMARY

Introduction

The shrimp fishery in the Southeast region of the United States (US) has been facing
significant challenges affecting both its short-term and long-term economic sustainability.
Suppressed prices due to increased competition with foreign producers and changes in the
world food distribution systems have forced shrimp fishermen to seek out new methods
and strategies to increase their return on investment. However, only 11% of fresh/frozen
shrimp available on the US market is domestic, and US South Atlantic region (excluding
Gulf of Mexico) landings contribute only 8% to the total domestic harvest (or less than
1% of fresh/frozen shrimp available in the US market). This makes competition with
imports difficult. As a means to obtain a better price for wild-caught domestic product,
the South Atlantic shrimp industry has been exploring marketing niches based on
premium quality, domestic branding, source identification, safety, and fishery
sustainability. A prominent solution has been the idea of marketing “wild-caught” shrimp
as a specialty or quality product as a means to increase profit potential to the domestic
shrimp industry. Tourists are an important shrimp consumer group that may be willing to
pay premium prices for wild-caught shrimp while traveling on the coast. However,
successful marketing to tourists depends on integration of the tourism and shrimp
industries and relies on providing education and outreach about the shrimp fishery to
tourists and restaurant chefs and managers in coastal communities.

In South Carolina coastal tourism contributes significantly to the state’s economy, but
there has been little integration between the tourism industry and the shrimp industry.
Therefore, the specific purpose of this Gulf and South Atlantic Fisheries Foundation
(GSAFF) project was provision of outreach to enhance consumer (i.e., South Carolina
coastal tourists and restaurant managers/chefs) knowledge about the unique attributes of
local wild-caught shrimp available in the South Carolina and ultimately the South
Atlantic region of the United States. The goal was to assist in developing US South
Atlantic wild-caught shrimp species as attractive and accessible to tourists visiting South
Carolina. Objectives focused on enhancing partnership between South Carolina’s
commercial shrimp and coastal seafood restaurants. The project activities involved
providing culinary research and educational programming to South Carolina chefs in the
Myrtle Beach, Charleston and Beaufort-Hilton Head Island areas. Activities also involved
facilitating the incorporation of information about the South Carolina shrimp industry and
heritage through outreach efforts (e.g., tourist brochures, chef training) targeting South
Carolina tourists and the culinary industry and through partnership with local and
regional destination marketing organizations (DMOs), restaurants, and the South
Carolina commercial shrimp industry.

Project Objectives and Results
The following project objectives were accomplished:
e Perform culinary research to test how characteristics of South Atlantic shrimp can

improve their marketability in the South Atlantic retail/foodservice markets.
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Activities focused on comparing fresh and frozen block versions of South Carolina
wild-caught brown shrimp (Penaeus aztecus) with individually quick frozen (IQF)
imported white shrimp (Panaeus vannamei). The shrimp (steamed and served in a
“Low-country” recipe) were tested by consumer and chef panels tasked with
answering questions about preferred shrimp attributes. Findings suggest that
chefs/restaurant managers should work to highlight the preferred attributes
(particularly flavor) in recipes and on menu descriptions as a means to enhance
marketing of South Carolina wild-caught shrimp. Findings also suggest the need to
explore whether familiarity with the taste of frozen imported shrimp readily available
in local grocery stores may affect taste preferences, particularly if these consumers
are not inclined to explore new or unique tasting foods.

Analyze the current shrimp distribution system—Case studies of South Carolina
coastal restaurants that do and do not purchase local shrimp.

Activities focused on interviewing chefs/restaurant managers on the South Carolina
coast to develop a case study comparison of restaurants which do and do not prefer to
serve locally harvested shrimp. Results indicated that those who purchase locally—I)
believe local shrimp have better quality, freshness and flavor; 2) prefer to serve local
shrimp in their Low Country recipes; 3) are willing to pay more for local product,
particularly if the shrimp is of higher quality; 4) may have developed long term
relationships with local fishermen, shrimp dock owners, and shrimp wholesalers; 5)
may be supplied by family involved in the shrimp industry; 6) may work with a local
supplier that has freezer space for storing local product; 7) may prefer local suppliers
because they like to visit the supplier; and 8) tend to like supporting their local
economy. Barriers to purchasing locally caught shrimp were also identified and
include—1) price, 2) concerns about customer willingness to pay, 3) product
availability, 4) extra costs of labor involved in peeling and deveining, 5) inconsistent
quality, 6) difficulties with finding a local supplier, and 7) the limited shelf life of
fresh product. Also, restaurant preferences vary with regard to size consistency and
type of shrimp (e.g., white or brown). Findings suggest shrimp fishermen need to
develop relationships with local restaurants which are able to make their own menu
and purchasing decisions. Developing these partnerships takes time. These
relationships might be facilitated by organized workshops or events designed to
connect fishermen and restaurant chefs/managers.

Develop regional level case studies on how integration of shrimp and tourism related
industries facilitates the promotion of wild caught shrimp to tourists.

Cases were selected from known (primarily word-of-mouth) success stories on the
coast of South Carolina and the gulf coast of Florida, Alabama, and Mississippi.
Types of businesses and formal and informal partnerships included in the search for
cases were seafood markets, fishermen with valued added products or innovative
business approaches, restaurants with a direct fishery connection, shrimp related
tours, maritime museums, chambers of commerce, shrimp festivals, and cities or
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planned developments that were successful at promoting the shrimp fishery as part of
tourism marketing. The data revealed four domains related to the type of effort—1)
integration of commercial fishing culture in waterfront planning as a means to create
a unique tourist experience, 2) innovative marketing and distribution of locally
harvested seafood, 3) providing unique experiential education opportunities, and 4)
using shrimp to develop or enhance regional qualities. Notable findings include a
prevalent focus on fishing heritage, strong ties between fishing families and seafood
markets, provision of a variety of shrimp purchasing and shipping options, and the
important role of the area chamber of commerce in promoting the local seafood
industry.

Develop and deliver training workshops for chefs in the South Carolina and US South
Atlantic region

Chef workshops involved integration of results from culinary research and case
studies as well as the South Carolina Coastal Tourism Survey—see Appendix A
(conducted in 2004 under the Clemson University, South Carolina Shrimp Fishery
Assistance Project separately funded by NOAA Fisheries). Workshops were delivered
in March and April of 2005 to chefs at the Southeast Regional American Culinary
Federation Meeting and culinary students at Horry Georgetown Technical College in
Mpyrtle Beach, SC and Trident Technical College in Charleston, SC. The workshop
agenda (see Appendix D) included presentations on shrimp fishery economic
challenges and heritage (including a brief speech by a shrimp industry member),
results of taste testing, results of the SC Coastal Tourism Survey, an opportunity to
taste local caught and imported shrimp, information on Wild American Shrimp, Inc.
(WASI) and branding efforts, and advice on purchasing from local harvesters.
Evaluation results suggested a moderately favorable response to workshops and that
chefs are more likely to be knowledgeable about cooking and nutritional issues than
they are about fishery management issues regarding shrimp. Evaluation also suggests
future workshops should include a cooking demonstration and/or hands-on activity,
place less emphasis on providing formal academic presentations, and include
opportunities to meet industry members.

Develop and distribute a chef booklet and a tourist brochure titled “Sea ™ the
Difference as a means to provide outreach on South Carolina shrimp.

Educational materials developed from the shrimp and tourism research, taste testing,
case studies, and chef training material were summarized for use in outreach efforts in
partnership with coastal destination management organizations (DMOs) and chef
associations and training programs. These education pieces were designed to help
consumers and chefs understand shrimp heritage and current harvesting methods,
unique attributes of South Carolina wild-caught shrimp, and how to purchase locally
harvested shrimp. The chef brochure focused on providing practical advice for chefs,
and incorporated the chef workshop presentation topics as well as case examples of
joint fisher-chef efforts to provide outreach to community members and tourists. The
tourist brochure was a tri-fold that included information on how shrimp are caught,
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bycatch reduction efforts, how to purchase local shrimp (including WASI branding)
and shrimp related experiences available on the South Carolina coast. The number of
copies printed (4000 chef brochures and 40,000 tourist brochures) was limited to a
generous estimate of what we felt would be consumed in the next three years or
before information might become dated. Thus far distribution of chef brochures has
focused on culinary arts programs in the South Carolina coastal region. Distribution
of the tourist brochure includes distribution at all nine South Carolina Welcome
centers (1500 copies each) and through fall 2005 shrimp festivals and related events
in Charleston and Beaufort areas. Initial questions from tourists, who reviewed the tri-
fold brochure at the Beaufort festival, indicate that WASI branding may be
particularly important to assisting consumers with identifying authentic local caught
shrimp while traveling and eating at restaurants.

The project objectives presented in this summary represent some changes in the original
objectives. These changes occurred in response to other marketing and public relations
efforts as well as other research efforts occurring in the region during the project period.

Conclusions and Recommendations

Project results indicate there is strong potential for partnership between the shrimp and
tourism industries at the community level. Partnership linkages could be facilitated by:

o Workshops/events which facilitate relationship building between fishers, seafood
suppliers, and chefs or restaurant managers.

o Workshops/events which facilitate relationship building between the tourism
industry, chambers of commerce, and all components of the shrimp industry
(processors, wholesalers/retailers, and fishermen).

e Delivery of additional chef training workshops, possibly expanded to include wait
staff.

e Development of a US South Atlantic region-wide public outreach effort utilizing an
adapted version of the brochures produced from this project.

Future research should include:

e An empirical survey (using a representative random sample) of restaurant
chefs’/managers’ regarding preferences for and barriers to use of local seafood in
recipes and menus.

o Taste testing which includes a set of questions regarding general food preferences
similar to that used in the South Carolina Coastal Tourism Survey to identify market
clusters (i.e., culinary, experiential, and familiar—see Appendix A) and utilizing a
sample population representative of a broad range of tourists or consumers.



Evaluation of how much tourists/restaurants will pay for a premium certified locally
harvested shrimp and whether restaurants paying premium price paid provides
economic benefits for the shrimp fishery.

Evaluation of whether economic linkages between the shrimp and tourism industries

in fishing communities undergoing transition are beneficial to sustainability and
resilience of the fishing industry and the community as a whole.

x1



1. PURPOSE

The commercial shrimp industry in the US South Atlantic region is facing significant
challenges affecting both its short-term and long-term economic sustainability.
Specifically, suppressed prices due to increased competition with foreign producers
and changes in the world food distribution systems have forced shrimp fishermen to
seek out new methods and strategies to increase their return on investment. The
NOAA Fisheries of the United States 2004 report indicates that US shrimp landings
comprise only 11% of all fresh/frozen shrimp available on the US market and US
South Atlantic region landings contribute only 8% to this domestic harvest (or less
than 1% of fresh/frozen shrimp available in the US market). Due to the prevalence of
imported shrimp, restaurants on the Southeast US coast are serving primarily
imported shrimp despite co-location with the domestic shrimp industry. In response to
these trends, the South Atlantic shrimp industry is exploring marketing niches based
on premium quality, domestic branding, source identification, safety, and fishery
sustainability. A prominent solution has been the idea of marketing “wild-caught”
shrimp as a specialty or quality product as a means to increase profit potential to the
domestic shrimp industry. Success of this marketing strategy depends primarily on
developing a quality assurance and certification program for the US South Atlantic
wild-caught shrimp product. Therefore, the Southern Shrimp Alliance, (a non-profit
alliance of members of the shrimp industry in Alabama, Florida, Georgia, Louisiana,
Mississippi, North Carolina, South Carolina, and Texas) has facilitated creation of a
non-profit company call called Wild American Shrimp, Inc. (WASI) to facilitate
certification and branding of a premium domestic shrimp product (see:
www.wildamericanshrimp.com).

In addition to quality assurance, it will also be important to educate consumers about
the positive attributes of wild-caught shrimp and to make sure the product is available
to consumers. One proposed strategy, focusing on coastal tourists as consumers, is
the creation of business partnerships between commercial shrimp fishermen, the
coastal tourism industry, and restaurants serving seafood on the coast. Several
propositions underlie this strategy—1) coastal visitors seek local seafood as part of
their travel experience; 2) coastal visitors may be willing to pay a premium price for
local fresh shrimp, particularly when most shrimp available in coastal restaurants is
imported; 3) restaurants/chefs are important consumers and distributors of local
shrimp product and can provide a positive visitor experience regarding local food
products; and 4) restaurant/chefs, by nature of their interaction with tourists, may be
important to facilitating outreach on wild-caught shrimp and the industry.

This project focuses on South Carolina for two reasons. First, although coastal
tourism contributes significantly to this state’s economy, there has been little
integration between the tourism industry and the shrimp industry. Secondly, the
above propositions were initially explored through the South Carolina Coastal
Tourism Survey conducted by RTTI as part of the Clemson South Carolina Shrimp
Fishery Assistance Project. Thus this GSAFF funded project focused on
supplementing and applying the Survey results through two extension



components—1) educating South Carolina tourists about wild-caught shrimp through
printed literature, and 2) educating chefs/restaurants (who have contact with coastal
visitors) through a research-based culinary training program. This project was
intended to be complementary to other wild-caught shrimp marketing efforts and
research in the South Atlantic region and as a pilot for future expansion to other
tourism oriented regions in the Southeastern United States.

1.1 Background on problem

1.1.1 South Carolina Coastal Tourism
According to the South Carolina Department of Parks, Recreation and
Tourism (SCPRT), the travel and tourism industry in South Carolina is the
number second largest employer in South Carolina, brings more money into
the state than any other export industry and is number five in private capital
investment. Specifically, in 2003 domestic and international travelers in
South Carolina spent $7.2 billion dollars, which provided for 122,000 jobs and
generated nearly $550 million in net tax revenues to state and local
governments in 2003 (SCPRT 2003, TIA 2003). The National Restaurant
Association (2003) reports that eating-place sales in South Carolina grew by
5.7% from 2002 to 2003, while sales for the South Atlantic region grew by
5.2%. In 2001, of the $6.8 billion spent by domestic travelers in South
Carolina, over 30% ($2,074,900) was spent at restaurants, grocery stores and
other eating and drinking establishments (TIA, 2002). This 2001 activity
generated over 49,000 foodservice jobs with a payroll of $5.78 million. Three
of the top five counties are the coastal counties of Horry (i.e., Myrtle Beach
and the Grand Strand), Charleston (i.e., Historic Charleston) and Beaufort
(i.e., Hilton Head Island). Combined, travel expenditures in these three
counties in 2003 were over $4.17 billion, accounting for 57.8% of the state
total (TIA, 2003). Figure 1 shows visitor expenditures for these counties from
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What is the potential role for restaurants to educate consumers about wild-

caught shrimp?

Wirth and Davis (2001) surveyed consumers in the Southeast regarding

shrimp preferences. They indicated that these consumers are often doubtful

about the safety of seafood in the market and tend to perceive aquacultured
seafood, in general, as safer than wild-caught. Of the 532 consumers
surveyed,

e 28% eat shrimp in restaurants once per month, and 25% once every three
months.

e The most frequent response regarding the portion of restaurant meals
including shrimp was two meals in ten (24%) and the mean was 3.34
meals in ten.

e 71% of consumers indicated they order breaded and fried shrimp.

e 18% of consumers indicated that shrimp purchases at restaurants vary by
season, and among these consumers, restaurant purchases of shrimp
appear to be lowest in winter and highest in summer.

e More than two-thirds (68%) of respondents felt that shrimp is not at all
difficult to prepare at home—only 31% report purchasing whole, head-on
shrimp.

e Shrimp for at-home use is most likely to be purchased in a supermarket
(65%) or at a seafood market (43%)...less than 18% of respondents
purchased shrimp sold at the dock or off a boat.

e 86% of consumers agreed that “it is important to know the date when the
shrimp were harvested.”

According to the W.K. Kellogg Foundation (2002) report, Food for Thought:
Community-Based Food Systems Enterprises, “alternative marketing
arrangements can create the ability to stay in production by obtaining higher
prices, provide opportunities to market special qualities,...the chance to
communicate directly with consumers and also to capitalize on public
willingness to support traditional family farmers.” This report indicates that
consumers are open to local food systems and willing to support farmers. This
report also cites a 2000 survey of Kansas City restaurateurs, in which 39% of
restaurants indicated they were using local products and 93% of those not
purchasing locally, were interested in doing so. In addition, the Kansas City
restaurants seem to prefer a more direct and personalized relationship with
growers in contrast to working with distributors or fax and web-based orders.

Based on the results reported by Wirth and Davis (2001) and W.K. Kellogg
Foundation (2002), a focus on consumer education about the quality and
safety of local wild-caught shrimp, facilitated through positive restaurant and
purchasing experiences, seems to be a valid approach toward increasing
willingness of consumers (tourists) to pay a premium price for quality shrimp.
Also, by developing a relationship between commercial fishermen and
restaurant managers/chefs, it may be possible to increase the willingness of
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restaurants to pay a higher price for fresh catch shrimp and pass along these
increases to the visitor.

How can cooperation with the tourism industry help sell shrimp?
Travel research has revealed that the tourism marketplace is increasingly
segmented (Norman 2003). As a result, the tourism industry is required to
better understand the travel segments and develop partnerships with local
businesses and organizations that have not traditionally been a part of the
tourism system. Four of the fastest growing tourism segments in South
Carolina and the region and most relevant to shrimp marketing are—1)
heritage tourism (i.e., tourism centered on what we have inherited, which can
mean anything from historic buildings to art works, to beautiful scenery), 2)
nature-based tourism (i.e., tourism based on the desire of visitors to learn
about natural and cultural resources that results in their conservation), 3)
agritourism (i.e., selling agricultural products to tourists who visit an area and
developing agriculturally-related facilities and activities to attract visitors) and
4) culinary or food tourism (i.e., tourism in which the opportunity for culinary
related experiences contributes to the reason for traveling to the destination).
Figure 2 illustrates the potential relationship between the tourism and
commercial shrimp industries. “Shrimp tourism” can include seeking out

communities, venues, coastal settings, and restaurants that highlight the local
shrimp industry and products.
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Figure 2. [llustration of potential relationship between coastal tourism and
commercial shrimp industries.

The South Carolina commercial shrimp industry should be able to
successfully market their products and experiences to segments of coastal
travelers, and the availability of a unique food product and presence of shrimp
boats and marinas should increase the appeal of the South Carolina coast as a
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tourist destination. Cooperative education and marketing (i.e., public relations
and advertising) with the coastal tourism industry should result in an increased
interest in the heritage and mystique of the state’s wild-caught shrimp. The
anticipated outcome of this partnership would be an increase in visitation of
local restaurants by culinary tourists seeking wild-caught shrimp based recipes
as well as increased direct purchases of wild-caught shrimp by general
visitors.

Insight from the Clemson 2004 South Carolina Coastal Tourism Survey

The South Carolina Coastal Tourism Survey was conducted during the
summer and fall of 2004, by RTTI as part of the Clemson University, South
Carolina Shrimp Fishery Assistance Project (funded by NOAA Fisheries). The
survey had 356 respondents. This Clemson survey used a food preferences
scale designed to identify subgroups of culinary tourists related to their food
and dining out preferences (Shenoy 2005). Culinary tourism is participation at
the destination by tourists in food related activities such as dining at
restaurants, visiting food producers, purchasing local food products, and
visiting food festivals to experience the unique foods and cuisines of the
region. Survey results are summarized in Appendix A. Those portions useful
to informing the GSAFF project are highlighted here.

The survey research discovered three types of South Carolina coastal
tourists—"“Culinary,” “Experiential,” and “General,” relative to food
preferences at their travel destination. Table 1 indicates how these groups

differ.

Table 1. Percentage of SC Coastal Tourists in each food preference
(culinary tourism) subgroup and their food preferences.
Preference at tourist destination

dining and purchasing | familiar foods, fast

local foods, elite dining, | food outlets, chain
Tourist Type | % local beverages restaurants
Culinary 30% High Low
Experiential | 39% Medium High
General 31% Low High

The survey also asked coastal tourists about their shrimp preferences and
results indicated that the South Carolina coastal “culinary” tourist is...

e More likely to prefer shrimp related tourism experiences than other
tourists (examples—shrimp cooked in traditional Southern recipes, timing
their visit when fresh locally harvested shrimp is available)

e More likely to select shrimp which tastes good and is of premium
quality, and to consume shrimp based on the appearance, reputation of the
vendor and reputation of the restaurant




e More knowledgeable about shrimp than other tourists (cooking and
preparation, nutritional benefits, selecting quality shrimp for purchase,
safety of shrimp, and seasonal differences in shrimp)

While culinary and experiential tourists are already more likely to be
interested in eating locally harvested shrimp, in general, the survey research
on SC coastal tourists suggests:

e Tourists are interested in premium quality, freshly caught local shrimp.

e Restaurants need to emphasize availability of local shrimp dishes cooked
in traditional and regional recipes.

e Among tourists, overall knowledge about shrimp issues and cooking is
low.

e At least 20% of South Carolina coastal tourists surveyed have heard
advertising encouraging purchase of and dining on locally harvested
shrimp.

The South Carolina Coastal Tourism Survey also examined potential product
ideas for services and experiences related to activities on the South Carolina
coast. More specifically, the survey examined—1) activities that South
Carolina coastal visitors currently engage in when interacting with shrimp
related products and services, 2) potential areas for new product and service
development related to shrimp in the coastal visitor experience. Current
shrimp related activities by South Carolina coastal visitors who eat shrimp
(n=364) include:

e Ate shrimp at local restaurants (64.2%)

Ate at dockside or at waterfront restaurant (36.8 %)

Ate at high quality restaurants (34.6%)

Purchase was locally harvested shrimp (18.7%)

Viewed boats on which the shrimp were caught (19.0%)

Purchased shrimp at a seafood store (13.1%)

Purchased shrimp at a dockside vendor (8.7%)

Purchased at a shrimp boat (7.2%)

Purchased shrimp to take home (10%)

Purchased local seasons and sauces to take back home (7.2%)
Purchased a cookbook to try local recipes at home (5.6%)

And purchased shrimp at a roadside stand (5%).

Activities that South Carolina coastal tourists (n=364) who eat shrimp would
like to do were rated as follows (scale was 1=Strongly Disagree to 5=Strongly
Agree; *= activity interests that are significant relative to most recent visit trip
length):

e [Eat shrimp cooked in traditional southern recipes (mean=3.86)

e See shrimp boats when I am visiting (mean=3.16)



¢ Bring home freshly caught shrimp (mean=3.15)
e Learn from a chef how to cook traditional southern recipes (mean=3.08)
e Have a travel guide with info on where to purchase local shrimp

(mean=2.97)

e Learn more about local shrimp heritage (mean=2.92)*

Use a travel guide with info on where to see local shrimp boats
(mean=2.88)

Tour a shrimp trawler that’s docked (mean= 2.85)*

Visit when locally harvested shrimp is available (mean=2.79)*
Learn about shrimp fishing from a shrimp fisherman (mean=2.72)*
Go out on a commercial trawler (mean=2.63)*

Go on a charter boat to catch shrimp (mean=2.60)

Order shrimp to be mailed to me (mean=2.21)*

Based on this information, the focus on new products could extend beyond the
selling of shrimp to visitors toward providing experiences which highlight the
history and traditions of the South Carolina shrimp industry.

Overall, the survey results indicate that the commercial shrimp industry could
market their products to segments of coastal travelers, and that the tourism
industry could market the availability of a unique seafood product and
presence of shrimp boats and marinas to increase appeal of the South Carolina
coast as a tourist destination In particular, restaurants could take certain
actions to attract visitors interested in local shrimp, depending on their target
market, as summarized in Table 2.

Table 2. Recommendations for targeting for South Carolina coastal tourists
interested in shrimp related experiences.

Tourist
type What matters? Recommendations

1. Reputation of the Restaurant Serve shrimp cooked in traditional
o) Southern recipes
S | 2. Availability of seasonal Emphasize availability of seasonal
= shrimp fresh shrimp
O | 3. Origins of the Shrimp Emphasize the quality of the local

shrimp

1. Availability of seasonal Emphasize availability of seasonal
= shrimp fresh shrimp
€| 2 Regional Brand Name Provide information about whether
2 the shrimp is some brand of local
é caught shrimp
= | 3. Certification Highlight availability of certified

wild caught shrimp (e.g. WASI)
1. Tastes good Serve popular shrimp dishes
'S | 2. Health and safety issues Provide information on availability
2 regarding shrimp of quality, safe, wild-caught shrimp.
3 | 3. A marine setting or Have a marine view for the restaurant
atmosphere (e.g., shrimp boats)
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These survey results were integrated into and/or informed the educational
workshops and materials produced in this GSAFF funded outreach projects.

GSAFF Project Goals and Objectives

The purpose of this project was to develop and provide education and outreach
designed to enhance consumer (i.e., tourists, restaurant managers/chefs)
willingness to pay a higher price for local wild-caught shrimp in South Carolina
and ultimately the South Atlantic region. This was accomplished by identifying
and facilitating educational and outreach strategies which help develop and utilize
partnership between South Carolina’s commercial shrimp, coastal restaurants, and
coastal tourism industries. The overall goal was to support efforts to promote
South Atlantic wild-caught shrimp as attractive and accessible to tourists visiting
South Carolina.

The original project approach as proposed involved the following objectives:

1. Perform culinary research to test how characteristics of South Atlantic shrimp
can improve their marketability in the South Atlantic retail/foodservice
markets. This includes:

a) Develop cooking methods and “Low-Country” recipes (reflecting the
heritage and culture of the coastal region) which highlight the aroma,
flavor, and texture of wild caught South Atlantic wild-caught shrimp

b) Comparison test recipes which include wild-caught, farm-raised, and
import shrimp through focus groups

c) Culinary research (taste testing) to identify preferred attributes of South
Atlantic wild-caught shrimp relative to imported shrimp.

2. Analyze the current shrimp distribution system in South Carolina
a) Interview South Carolina shrimp fishermen regarding current distribution
b) Interview chefs/restaurant managers on the South Carolina coast to
develop a case study comparison of restaurants which do and do not

intentionally serve locally harvested shrimp.

3. Develop regional level case studies on how integration of shrimp and tourism
related industries facilitates the promotion of wild caught shrimp to tourists.

4. Develop and deliver training workshops for chefs in the South Carolina and
South Atlantic region—includes preparation of training materials with
information on results from shrimp taste testing research, quality and heritage
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of wild-caught shrimp on the South Atlantic coast, developing partnerships
with local fishermen, and marketing strategies.

5. Develop and distribute a chef training brochure titled “Sea” the Difference
that provides educational information on South Carolina/South Atlantic
shrimp (similar to that provided in chef workshop).

6. Develop and distribute a tourist targeted brochure titled “Sea ” the Difference
that provides educational information on South Carolina/South Atlantic
shrimp heritage and tourism opportunities.

7. Develop public relations pieces about South Atlantic shrimp, from sea to
table/restaurant, distributed to regional tourist magazines and websites—
includes press releases and magazine articles

Activities in italics were altered or did not occur during the project period.
Explanation is provided in the evaluation section below.

2. APPROACH
Culinary Research

Culinary research was developed to determine which characteristics of South
Carolina shrimp should be highlighted to improve their marketability in the South
Atlantic retail/foodservice markets.

During the summer of 2004, researchers with the Food Science and Human
Nutrition department of Clemson University performed a taste testing study
comparing South Carolina wild-caught shrimp (fresh and frozen block) with
individually quick frozen (IQF) imported shrimp (see Howell 2005 for full report).
The South Carolina shrimp used in the study were brown shrimp (Penaeus aztecus)
and the imported shrimp were white shrimp (Panaeus vannamei) from Ecuador.
The research focused on taste testing of shrimp and characterization of preferred
attributes for shrimp.

The study involved four taste panels. Expert panelists were local area chefs.
Consumer panelists consisted of members of the Clemson University population.
The first two panels (one expert, one consumer) were conducted using plain,
steamed shrimp. The choice of steamed shrimp was based on pre-testing of various
moist and dry cooking methods (sauté, bake, grill, boil, broil, and steam). Steaming
was selected because it did not impart any extra flavor and allowed for controlled
preparation of large amounts of shrimp. Upon advice of chefs from South Carolina
coastal restaurants, shrimp were cooked shell-on. The shrimp were steamed for four
minutes, removed and immediately placed in an ice bath until completely cool (five
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minutes) and then shells and veins were removed prior to taste testing. Shrimp were
chilled to 38°F and served cold (38-42°F) to consumer and chef panels.

The other two panels (one expert, one consumer) used steamed shrimp served in a
low-country shrimp and grits recipe (Appendix B). Recipe development involved
selection of a recipe in which the most desirable attributes of South Carolina shrimp
were highlighted and the least desirable attributes were masked. Recipes tested
included: shrimp scampi, shrimp and grits, sauté shrimp, and grilled shrimp on
skewers. A stock-based shrimp and smoked sausage recipe was chosen because it
highlighted attributes of shrimp and represented the culture and heritage of the
South Carolina region.

In all cases, panelists were asked to sample and complete a questionnaire where
they rated specific attributes about all three shrimp used in the study (South
Carolina fresh, South Carolina frozen, and IQF imported). The questionnaire was
developed from an initial focus group held with chefs at the Southeast Regional
American Culinary Federation meeting in Atlanta on April 30, 2004. The focus
group activities included taste testing comparison of cooked wild-caught South
Carolina and imported shrimp with subsequent generation of a list of descriptive
characteristics (smell, appearance, texture, taste). The resulting list was used to
develop a lexicon to aid in the generation of anchor terms. Selected anchor terms
were then placed in the rating scales that were used in the sensory panels. Each
scale listed a positive term and a negative term that related to a shrimp attribute.
Scale values ranged from zero (least desirable) to nine (most desirable).

Specific attributes that the consumer panel was asked to rate for the steamed shrimp
were: aroma (strength and pleasantness), texture (firmness), flavor (degree of
flavor), appearance (color and shape), overall acceptability, and preference. The
chefs’ steamed shrimp panel was asked to rate the same attributes as the consumers,
with the addition of aroma (what the specific aroma was), flavor (sweetness of the
shrimp), and appearance (marking consistency) factors. Consumers and experts
(chefs) were both given the same questionnaires for the recipe shrimp panel.
Specific attributes both panels were asked to rate included: texture (degree of
firmness), flavor (degree of flavor and how well the flavor of the shrimp
accompanied the dish), appearance (color of shrimp and appearance of dish),
overall acceptability, and preference. Aroma was eliminated from this
questionnaire due to lack of significance in the previous testing data.

Analyze current shrimp distribution system—Interviews with Chefs
(Restaurant Case Studies regarding local shrimp distribution system involving
restaurants)

Interviews with South Carolina restaurants focused on characterizing existing
shrimp purchasing behavior and defining barriers and keys to success with regard to
developing and utilizing connections between local harvesters and restaurants as a
means to facilitate local purchasing linkages for domestic shrimp. We planned a
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contrasting case study design to structure the restaurant chef interviews and allow
for qualitative analysis. Interviewees were originally selected as fitting one of the
following groups:

Group A—restaurants that do intentionally serve locally harvested shrimp
Group B— restaurants that do not make a point of serving locally harvested
shrimp, but otherwise share some similar characteristics with Group A.

For Group A, a sample of 37 South Carolina coastal restaurants probably serving
“local” shrimp was identified with the aid of phone interviews with four of the
major South Carolina located shrimp suppliers as well as review of online and
printed advertising. We mailed an introduction letter requesting an interview to all
restaurants in this sample. Of these, 16 willing candidates were selected for

phone interviews and further case study development. Selection was also based on
relatively equal representation of the three major coastal tourism regions: 1)
Myrtle Beach/Grand Strand (5 restaurants), 2) Charleston (6 restaurants), and 3)
Hilton Head/ Beaufort Area (5 restaurants). These three regions are the same as
those defined for our South Carolina Coastal Tourism Survey.

Potential candidates for Group B were identified using Internet yellow pages and
other online restaurant listings. Selection was based on notable absence of
advertising (including menu listings if available) regarding “local” shrimp. The
restaurants were called to determine appropriateness and willingness to be
interviewed by phone. In general, restaurants sensitive about the “local” shrimp
issue given the intensified media attention to the plight of the shrimp industry and
suggestions that consumers purchase local shrimp. Therefore, it was difficult to
find willing participants. In the end, 11 restaurants agreed to be interviewed—
Myrtle Beach/Grand Strand (3), Charleston (7), Hilton Head/ Beaufort Area (1).

Restaurants represented a range of ownership (e.g., local, regional, or
national/corporate) and size types. Interview questions (Appendix C) focused
primarily on whether the restaurant had control over purchasing decisions, shrimp
purchasing preferences and use, and philosophy regarding purchase of locally
harvested shrimp. Interview results indicated the existence of four major groups
of restaurants based on purchasing habits for locally harvested shrimp, and thus,
restaurants were re-categorized in the following manner:

e Group Al—restaurants that make a point of serving locally caught shrimp
and advertise as such (8)

o Group A2—restaurants that purchase locally caught shrimp seasonally (5)

e Group A3—restaurants that serve locally caught shrimp if it just happens
to be available from their supplier (10)

e Group B—restaurants that do not typically serve locally caught shrimp (4)

This portion of the project was also integrated with work being conducted by
Mark Henry and David Barkley (Clemson University Department of Agricultural
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and Applied Economics), who were modeling feasibility of developing a shrimp
industry cooperative on the SC coast (as part of the SC Shrimp Industry
Assistance project). These researchers needed information on restaurant
purchasing preferences and amounts purchased per year for their model. Thus,
specific questions regarding percentage of imports, total pounds of shrimp
purchased per year, percentage purchased in specific seasons, and form of shrimp
purchased (frozen, non-frozen, heads on, heads off, etc.) were added to the
interviews, but results are not included in this GSAFF report (see: Henry et al.
2005).

Shrimp & Tourism Regional Case Studies

A series of case studies in selected South Atlantic and Gulf Coast communities
were performed to gain a more in depth understanding of how the local seafood
industry is successfully partnering with the tourism industry or has been
integrated into the tourism experience. More specifically, we examined
integration between the shrimp industry (i.e, fishermen, seafood retailers, seafood
processors) and the tourism industry (e.g., chambers of commerce, coastal
restaurants). Cases were selected from known (primarily word-of-mouth) success
stories on the coast of South Carolina and the Gulf coast of Florida, Alabama, and
Mississippi. The types of businesses and formal and informal partnerships
included in the search for cases were seafood markets and fishermen with valued
added products or innovative business approaches, restaurants with a direct
fishery connection, shrimp related tours, maritime museums, chambers of
commerce, shrimp festivals, and cities or waterfront developments that were
successful at promoting the shrimp fishery as part of tourism marketing. Cases
selected for analysis are listed in Table 3.

Information was collected through site visits, phone interviews, email
correspondence, and review of written materials from March to May 2005. The
case study interviews and field data collection were based on Spradley’s (1979)
ethnographic interview methods and (1980) participant observation techniques.
Componential analysis was used to identify categories and patterns of meaning
found in the data.
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Table 3. Cases selected for tourism and shrimping industry integration analysis

CATAGORIES
Integration of | Marketing and Providing Using shrimp
Commercial distribution of unique to develop or
Fishing in locally experiential enhance
COMMUNITIES | Waterfront harvested education regional
(field visits) Planning seafood opportunities qualities
South Carolina Shrimping Tour, | Regional
Low Country Hilton Head promotion
Island literature;
Shrimp Festival
Destin, Florida Harbor Plan Dewey Destin’s
Seafood Market,
Pensacola Florida Joe Patti’s
Seafood
Coden, Alabama Zirlott Seafood
Gulf Shores, Shrimp Festival
Alabama
Biloxi, Chamber of Kuljis Point Shrimping Tour | Regional
Mississippi Commerce Cadet Seafood Maritime promotion
Market Museum literature

Training Workshop for Chefs

Culinary research and case studies (restaurants and regional) were integrated with
results of the RTTI South Carolina Coastal Tourism Survey (Appendix A) to
develop an outreach curriculum for a chef training workshop entitled, “Sea” the

Difference.

2.4.1 Pilot Workshops
e Southeast Regional American Culinary Federation meeting, Atlanta, GA,

April 30, 2004. This pilot workshop was designed to pilot different
components of this project, including taste testing, workshop materials,
and evaluation methods. Forty chefs participated in this workshop.

Activity focused on taste testing comparison of cooked wild-caught South
Carolina and imported shrimp with subsequent generation of a preliminary
list of descriptive characteristics (smell, appearance, texture, taste)

In addition, the chefs were asked to rate four purchase styles of shrimp for
use in restaurant/customer service. A five point hedonic scale measuring
flavor quality of shrimp from 1 (not acceptable) to 5 (acceptable) for fresh
never frozen, frozen, wild caught/domestic and imported shrimp was
conducted with the chefs. Information from this focus group session was
integrated into surveys used in later shrimp taste testing research.
Researchers also administered an additional one page pilot evaluation
survey regarding purchasing preferences. Responses were used in
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development of restaurant case interviews and evaluation forms for chef
workshops.

Chapter Meeting, American Culinary Federation (ACF) Upstate South
Carolina Chapter, Greenville, South Carolina, November 8, 2004. David
Howell (Graduate Student, Food Science) and Laura Jodice (Research
Associate, RTTI) provided a 30 minute presentation to this group.
Approximately 15 chefs attended. Participants included some who
participated in the chef panels for the shrimp testing at Clemson. The
presentation included initial results of the shrimp testing as well as a brief
overview on domestic U.S. and South Carolina shrimp issues—
competition with imports, price decline, tariffs, heritage, and the buy local
and WASI marketing efforts. Chefs were very engaged in the discussion
following the presentation. The fact that these chefs were involved in the
shrimp testing likely influenced their high level of engagement in the topic
and demonstrates the value of the interdisciplinary partnership (food
science and tourism) in this project.

Chef Workshop Delivery
Three “Sea” the Difference workshops were delivered to chefs and culinary
students in the Southeast/South Carolina region.

Southeast Regional American Culinary Federation Meeting, Roanoke,
Virginia, (March 11, 2005, 1:30 — 3 pm)

Horry Georgetown Technical College, Myrtle Beach, South Carolina
(March 14, 2005, 9-10:15 am)

Trident Technical College, Charleston, South Carolina (April 14, 2005, 9-
I1am)

The South Carolina host sites were arranged through existing relationships
between Clemson Food Science and culinary school instructors. In these
cases, the host required attendance by their culinary students and used their
local network to attract area chefs. In general, workshop time period was
constrained by other food preparation and cooking responsibilities of the
participants.

For each workshop we provided participants with the following handouts.

Agenda (see: Appendix D)

Resource information sheet (contacts, information sources)

South Carolina shrimp heritage timeline

Information sheet on Wild American Shrimp, Inc. and branding
Information sheet on South Carolina Originals Heritage Harvest brand

SC Seafood Alliance/Holling’s Office information sheet on Contaminated
Seafood Risks
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Clemson “Culinology, Defining the future of food” Handout
Note copies of all PowerPoint presentations.

March 2005 progress report on SC Coastal Tourism survey
March 2005 progress report on shrimp sensory analysis.
Sample shrimp taste test evaluation sheet

Presentations of taste testing data and a summary of information on the South
Carolina shrimp industry were also made at the International Culinary
Tourism Association Conference in May 2005 (audience included chefs, food
writers, and food tourism researchers) and the Institute for Food Technologists
Conference in New Orleans in July 2005 (audience included food
researchers).

Develop and Distribute a Chef Brochure and a Tourist Brochure, both titled
“Sea” the Difference

Educational materials developed from the shrimp and tourism research, taste
testing, case studies, and chef training were summarized for use in outreach
efforts in partnership with coastal destination management organizations (DMOs)
and chef organizations. These educational pieces were designed to help
consumers and chefs understand shrimp heritage and current harvesting methods,
unique attributes of South Carolina wild-caught shrimp, and how to purchase
locally harvested shrimp. The number of copies printed was limited to a generous
estimate of what we felt would be consumed in the next three years or before
information might become dated. These education materials are described
separately in the following sections.

2.5.1 South Carolina Shrimp “Sea’ the Difference chef brochure

This is a booklet that is designed to provide education and advice for
restaurant chefs and culinary students in South Carolina. The information in
the booklet is a primarily compilation of the materials used for the chef
workshops. This brochure was sent for peer review by SC Seafood Alliance
(LouAnn Love), SC Shrimp Industry Taskforce (Debbie Hattaway), SC Sea
Grant (Amber Von Harten, Clemson Extension (Jason Goins — quality
associate), SC DNR (David Whittaker), Southern Shrimp Alliance (Eddie
Gordon), SC Aquarium/Sustainable Seafood Initiative (Megan Westmeyer),
and GSAFF (David Medici). David Medici of GSAFF also provided some
TED (turtle excluder device) and BRD (bycatch reduction device) photos, and
LouAnn Love provided some culinary workshop photos for use in this chef
booklet. Also, Louann Love and Megan Westmeyer provided some case study
information on two special seafood events to demonstrate collaboration
between local chefs, the SC Seafood Alliance, and the Sustainable Seafood
Initiative (housed at the SC Aquarium in Charleston) for providing public
outreach. We printed 4000 copies of this chef booklet.
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2.5.2  South Carolina Shrimp — “Sea” the Difference tourist brochure
This is a tri-fold pamphlet intended for SC Welcome centers, coastal visitors’
centers and convention and visitors bureaus (CVBs). The draft brochure was
sent for peer review and editing by SC Seafood Alliance (LouAnn Love), SC
Shrimp Industry Taskforce (Debbie Hattaway), SC Sea Grant (Amber Von
Harten, Clemson Extension (Jason Goins — quality associate), SC Department
of Natural Resources, Marine Division (David Whittaker), Southern Shrimp
Alliance (Eddie Gordon), SC Aquarium/Sustainable Seafood Initiative
(Megan Westmeyer), and GSAFF (David Medici). David Medici of GSAFF
also provided some nice TED (turtle excluder device) and BRD (bycatch
reduction device) photos, and Megan Westmeyer provided some seafood
festival photos for use in this tourist brochure. We printed 40,000 copies of
the brochure.

For both of these printed pieces we incorporated photos from Heather Moran’s recent
photographic documentary of South Carolina’s shrimp industry, titled “Into Deep
Water: The Low Country Shrimpers.” Heather’s photos have added considerable
quality to these brochures while simultaneously characterizing the aesthetic and
heritage aspects of shrimping on the South Carolina coast.

2.6 Project management

2.6.1 Recreation, Travel and Tourism Institute (RTTI), Department of Parks,
Recreation and Tourism Management (PRTM), Clemson University

e Dr. William C. Norman—Associate Professor and Director, RTTI.
Responsibilities: Supervision of Research Associate and RTTI graduate
research assistants (GRAs); expert advising on all aspects of project;
coordination with Food Science Department; coordination, selection, and
supervision of regional/community level tourism case studies

e Laura W. Jodice— Research Associate, Recreation, Travel and Tourism
Institute—Responsibilities: Project management (all aspects); chef
interviews (coordination with GRA student conducting restaurant chef
surveys, summary and analysis of interview results); coordination and
development of chef training workshops (including curriculum/materials
development; identifying, contacting and scheduling speakers and
presentations; and evaluation); coordination and development of outreach
components (including writer/editor for chef and tourist brochures,
coordination of brochure review by experts); all project reporting.

e Morgan Dayton—GRA (MS), Department of Parks, Recreation and
Tourism Management. Responsibilities: Restaurant chef interviews
(includes development of original contact list, interview questions,
contacting interviewees, conducting and recording phone interviews
(GSAFF provided travel funding only)

o Kerry McElroy—GRA (PhD), Department of Parks, Recreation and
Tourism Management. Responsibilities: conduct, analyze, and summarize

16



community/regional case studies of shrimp related tourism (GSAFF
provided travel funding only)

Sajna Shenoy—GRA (PhD), Department of Parks, Recreation and
Tourism Management. Responsibilities: provide data on culinary tourism
research (South Carolina Coastal Tourism Survey), presentation of data on
culinary tourism research for chef training workshops. (GSAFF provided
travel funding only)

Marian Wooten—GRA (PhD student), Department of Parks, Recreation
and Tourism Management. Responsibilities: conduct community/regional
case studies of shrimp related tourism (GSAFF provided travel funding

only)

2.6.2 Food Science and Human Nutrition

Dr. Marge Condrasky— Assistant Professor, Department of Food Science
and Human Nutrition, Clemson University. Responsibilities:
Coordination of culinary research and GRA student; contact and establish
relationships with South Carolina and Southeast Regional chefs and chef
organizations (technical schools and regional association) to arrange for
chef workshop delivery; assist with development of chef training
workshops including materials development; expert advising on various
aspects of project including outreach materials.

David Howell—GRA (MS), Department of Food Science and Human
Nutrition, Clemson University—Conducting culinary research (shrimp
taste testing, includes developing relationship with local industry to
acquire shrimp); recipe creation for shrimp taste testing; assist with chef
training workshop (curriculum development and presentation on taste
testing results including shrimp cooking demonstration)

2.6.3 Clemson Public Service & Agriculture (PSA) Publications

Charlene Mayfield—Director of graphics. Responsibilities: graphic layout
of brochures

Ron Addis—Publications editor. Responsibilities: contracting/bids for
printing of brochures.
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3. FINDINGS

Culinary Research

The data from shrimp taste test panels were analyzed to determine statistical
significance of the attributes ratings. The results provide some information on
attributes that chefs, restaurants and retailers may want to highlight about South
Carolina wild-caught shrimp. Table 4 summarizes the results.

Table 4. Results of chef and consumer taste panels for fresh and frozen wild-
caught South Carolina shrimp vs. imported pond-raised shrimp.

Significant attributes affecting

® preferences for SC Shrimp over

& | Tasting % preferring SC | imported IQF

&= Panel Shrimp* Fresh Frozen

#1 Chefs 16% (fresh) Pleasant aroma, flavor
51% (frozen) texture, flavor,

=

15 sweetness, band

§ markings

% | #2 Consumers | 32% (fresh) Pleasant aroma, flavor

20% (frozen) flavor

o | #3 Chefs 349% (fresh) Overall flavor, how | Texture, overall

g‘ 20% (frozen) flavor accompanied | flavor, how flavor

I~ the dish, color of accompanied the

2z the shrimp, dish, color of the

G appearance of the shrimp, appearance

= shrimp in the dish of the shrimp in the

= .

= dish

g‘ #4 Consumers | 35% (fresh) Overall flavor, how | Overall flavor, how

= 35% (frozen) the flavor the flavor

= . .

7 accompanied the accompanied the

dish dish
*The remainder of panelists preferred the imported product, for example, for #1, 16%
preferred fresh SC, 51% preferred frozen SC, and 33% preferred imported IQF.
3.1.1 Discussion
Findings from shrimp taste testing suggest that chefs/restaurant managers
should work to highlight the preferred attributes (particularly flavor) in recipes
and on menu descriptions as a means to enhance marketing of South Carolina
wild-caught shrimp. The lower preference for steamed shrimp among
consumers relative to chefs is interesting. It may be that the consumers
(residents of upstate South Carolina) used in the study were more familiar
with the taste of frozen shrimp (usually imported) readily available in local
grocery stores. If so, their familiarity with IQF imported shrimp may affect
their taste preferences, particularly if they are not inclined to explore new or
unique tasting foods.
3.1.2 Problems

The domestic and imported shrimp used in taste testing were not the same
species—we compared brown shrimp (Penaeus aztecus) and Ecuadorian
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white legged shrimp (Penaeus vannamei). Briggs et al. (2004) report that
white shrimp, such as P. vannamei is one of two preferred species for
consumption in the United States (U.S.), which is the world's largest shrimp
market, and that U.S. consumers prefer the taste of P. vannamei over P.
monodon or Giant Tiger Prawn. Therefore, it was valid to select P. vannamei
for taste testing as it is likely common in supermarkets. At the time of testing,
the only South Carolina shrimp available was P. aztecus.

3.1.3 Ideas for future work

Future shrimp taste testing questionnaires should probably include—1)
items/questions regarding shrimp purchasing behavior and eating preferences
and 2) the food preference scale used to identify culinary tourism subgroups
for the SC Coastal Tourism Survey. Inclusion of these items may improve
understanding regarding consumer marketing segments relative to preference
for the flavor/taste of wild-caught shrimp. Also, it would be informative to test
all species caught in South Carolina and/or the South Atlantic region.

Restaurant Case Studies—Ilocal shrimp distribution system regarding
restaurants

The table in Appendix E summarizes results of selected restaurant interview
questions. The most notable differences between restaurant chefs/managers who
do or do not purchase locally caught shrimp are—1) purchasing control (local or
corporate) and 2) purchasing philosophy. In general, interviews performed with
managers and chefs of coastal seafood restaurants in South Carolina demonstrate
that locally and regionally managed restaurants are more able to use local food
products in their menus. In contrast, for corporate owned restaurants, purchasing
decisions are made by the corporation or according to corporate guidelines.
However, there are cases where these restaurants purchase local if there is no
shrimp available from their regular supplier.

Restaurant chefs and mangers generally place high importance on price and
quality when purchasing shrimp (see Table 5).

Table 5. What matters when purchasing shrimp from a distributor/purveyor?

- AN

i S Z5

= > = = 1z

g, £ £ & 2%

Do you purchase local ) 2 g z g T £
shrimp? & A o - &) & |~ 8
Always (8) 0 6 4 2 1 3 0
Seasonal (5) 0 5 5 0 1 2 1
Purveyor Dependent (10) 0 8 8 | 2 3 1
Never (4) 0 1 1 0 0 0 0
TOTAL | 0 20 | 18 3 4 8 2
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However, those who purchase locally tend to believe local shrimp have better
quality, freshness and flavor and prefer to serve local shrimp in their Low Country
recipes. In general, those who are already purchasing local product are willing to
pay more, particularly if it is of higher quality. However, there is some concern
about how much increase customers will accept in menu prices. Some of the local
and regionally owned restaurants using local wild-caught shrimp have developed
long term relationships with local fishermen, shrimp dock owners and shrimp
wholesalers and some are supplied by family involved in the shrimp industry.
They may also work with a local supplier that has freezer space necessary for
storing sufficient amounts of local product or prefer local suppliers because they
like to visit the supplier. Those purchasing local also express a specific desire to
support their local economy.

Barriers to purchasing locally caught shrimp include 1) price, which often
becomes more important than quality, particularly in “budget tourist areas,” 2)
product availability, because local product is limited in volume and less consistent
in supply, 3) the extra cost of labor involved in peeling and deveining (there is
little processing available in the state), 4) inconsistent quality, 5) difficulties with
finding a local supplier, and 6) the limited shelf life of fresh product. Size
consistency was not mentioned as a barrier. Although size was mentioned as one
of the preferred attributes, in general we found that restaurant preferences vary
widely and can also depend on the type of shrimp (e.g., white or brown) and menu
item.

3.2.1 Discussion
Shrimp fishermen may need to focus on developing relationships with local
restaurants which are able to make their own menu and purchasing decisions.
Developing these partnerships takes time. Some type of workshop or database,
such as the Fisher-Chef Connection used in the Pacific Northwest (see:
http://www.farmerchefconnection.org/) may be a more efficient means to
facilitate partnership development. The shrimp industry also needs to market
their product to corporate owned restaurants in their region, so they can take
advantage of times when these restaurants are unable to get shrimp from their
regular supplier. Because quality is highly important, the development of the
WASI (Wild American Shrimp, Inc.) brand certification seems particularly
significant to improving potential for premium price and consistency in
quality. Wild American Shrimp, Inc. is a non-profit group engaged in the first
national initiative to ensure premium wild-caught shrimp reaches consumers
through training, certification, and education from boat to plate (see:
http://www.wildamericanshrimp.com/). The organization also uses WASI as
the brand name for shrimp certified under this program and provides logos for
labeling shrimp and for display in restaurants. Finally, information from this
restaurant case study could be useful toward to designing a more empirical
survey of restaurants in the U.S. South Atlantic region. For conducting
interviews, we found that in general, it was helpful to have an interviewer who

20



had worked as a chef and had some familiarity with chef schedules and
terminology.

3.2.2 Problems
Selection of restaurants serving local shrimp was not random. This was
appropriate given selection of restaurants purchasing locally was based on
interviews with the few shrimp distributors in the state. Selection of
restaurants not serving local shrimp was also not random but based on review
of internet information and subjective selection. Ideally, if we were
performing an empirical study to determine purchasing trends on the coast, we
would have generated a complete list of seafood restaurants with the aid of
chef associations and made a random selection from the resulting sample.
However, this was not possible given time constraints and not necessary given
our focus on generally identifying the range of purchasing practices and
barriers.

Given increased media attention to the financial difficulties of the local
shrimp industry and increased consumer awareness, we had some problems
identifying South Carolina coastal restaurants that did not serve local shrimp
and who were willing to be interviewed. Restaurants were highly sensitive to
the increased media attention and did not want to publicize their use of
imported shrimp. This made it difficult to have a equal distribution of
restaurant types in our interview sample. Despite the limitations of the study,
the case interviews provided good information on best practices and barriers
regarding restaurant purchase of local shrimp.

3.2.3  Future steps

Results of restaurant case studies have already been used to inform

development of the “Sea” the Difference chef brochure. In the future, results

will be included in scientific papers resulting from the RTTI shrimp and
tourism work and will be used to develop additional research proposals
focused on agricultural and coastal tourism. In addition, results suggest the
need to explore the following:

e Potential for fisher-chef networks, particularly regarding the most feasible
regions for such a project (e.g., metropolitan areas)

e Potential for inclusion of seafood (shrimp) in a project similar to that
described for the University of Florida Farm to Fork project (which also
includes radio frequency identification for farm products—see
impact.ifas.ufl.edu, Fall 2005 issue, p. 35)

Shrimp & Tourism Regional Case Studies
This section summarizes results of our analysis of community level case studies
focused on integration of the commercial shrimp and tourism industries. The data

revealed four domains regarding the types of areas that partnerships were
addressing—1) integration of commercial fishing culture in waterfront planning
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as a means to create a unique tourist experience, 2) innovative marketing and
distribution of locally harvested seafood, 3) providing unique experiential
education opportunities, and 4) using shrimp to develop or enhance regional
qualities. Tables 6-9 summarize the key results for each of these types. Results are
listed as findings and lessons relevant to the South Carolina shrimp industry and
potential efforts to develop and market unique tourism opportunities on the coast.

3.3.1 Discussion

Partnership between commercial shrimp and industries and communities
focused on tourism can offer mutual benefits. For the tourism industry or
tourism based community, the research provides insights that can be used in
the development of an ecotourism, agritourism, or culinary tourism market
related to locally harvested shrimp products and experiences in South
Carolina. For the shrimp industry, the promotion of shrimp consumption and
local sales to coastal visitors and restaurants may help the industry achieve a
higher price per pound based on quality and uniqueness and achieve a fair
return on the their investment in the fishery.

The four seafood markets (Table 7) studied have some commonalities. They
are all successful businesses, but some, like Joe Patti’s seem to be particularly
successful and resilient (Joe Patti’s recently rebuilt after devastating hurricane
destruction prior to Katrina). All four focus on serving only local shrimp, have
some personal history of long term occupation in seafood industry, have a
close relationship with the local fleet, promote fishing heritage of the region,
and offer a diversified set of products. Three of the companies indicated they
offer a variety of options for consumer purchasing, including packing of
shrimp for the tourist to take home and shipping of shrimp—accomplished via
the internet or in store order while traveling in the region. These markets
engage in a variety of other activities which support local shrimp harvesters,
including paying premium price for quality local product, maintaining
capacity for IQF/flash freeze processing and freezer storage, and education of
consumers on reasons for purchasing local.

The case studies offer insight on a variety of successfully marketed tourist
experiences (Tables 8 & 9), including marine ecotourism adventures, a
maritime museum, and two shrimp festivals. In each of these cases, there is
some focus on the regional fishing heritage. However, the level of integration
between the local area tourism promotion organizations and these experiences
varies. For example, the Beaufort shrimp festival in South Carolina works in
partnership with the local chamber of commerce as well as the shrimping
industry. In contrast, the Gulf Shores shrimp festival, which has a national
reputation and provides millions to the local economy, is heavily promoted by
the local chamber of commerce, it is not well connected with the local shrimp
industry. The two marine ecotourism adventures which offer shrimping tours
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Table 6. Integration of Commercial Fishing in Waterfront Planning

CASE Findings Lessons applicable to SC Shrimp Industry
Biloxi, Mississippi Commercial concerns are integrated with Ability to partner with private development to
tourism development—inclusion of maintain the character of the town and local
commercial dock and direct shrimp sales in authenticity
planning of Hard Rock Cafe development
Biloxi Bay Chamber of Commerce has strong | Chamber’s role in facilitating integration of the
knowledge of fishery and heritage; active seafood industry with tourism
integration of advertising and seafood marketing/development; Chamber recognizes the
value of linking fishing heritage, seafood, and
restaurants to marketing the area
Destin, Florida City of Destin Harbor Plan Role of locals and city planning department in

creating destination image

Table 7. Marketing and distribution of locally harvested seafood

CASE

Findings

Lessons applicable to SC Shrimp Industry

Joe Patti’s Seafood,
Pensacola, Florida
WWW.joepattis.com

Pay premium price, expectation of quality
with local shrimpers (60 boats); high
integration between seafood retail business &
shrimpers

Negotiations between shrimpers and dock; close
relationship with and support of local fleet

Low integration with Pensacola marketing
agencies; not member of Chamber of
Commerce

Need to evaluate whether partnership with
regional tourism would be beneficial

Relationship with local customers is
strong—send flyers by mail about specials
and recipes and provide cooking
demonstrations; 80 % of shrimp sales are to
locals and tourists (including charter buses
from Atlanta); tourists spend more per sale

Resilience depends upon building reputation and
customer relationships at local level and with
tourists; website and flyers provide information to
travelers during trip planning phase

Market diversification through value-added
products and other opportunities (e.g., local
sushi takeout, wine sales, internet shipping)

Provide a variety of purchasing opportunities and
specialty items
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CASE Findings Lessons applicable to SC Shrimp Industry
Diversified list of local seafood/wild food Product diversification
(alligator),

Reputation initiated with “Fresh Florida”
campaign

Integration with state agricultural marketing

Sell primarily domestic and promote family
fishing heritage

Education of customers on local & quality
products

IQF and Freezer storage for 2 months

Retailers interested in selling domestic need to
have sufficient freezer storage

National level recognition (e.g., Southern
Living)

Reputation is important

Post hurricane reconstruction (2 months)

Rapid recovery is important in hurricane zone

Dewey Destin’s Seafood
Market, Destin, Florida

Restaurant and market: one owner who was a
long time shrimp fisherman; authentic;
preserves heritage and flavor of town

Authenticity—share the fishing family story and
integrate fishing heritage with the tourist
experience

Buys and sells only local product: works with
shrimpers directly

Local retailer has direct relationship with local
shrimp fishermen

Occupation substitution: was fisherman, use
of docks that were the location of his family’s
fishing boats (adaptation despite desire to
remain in fishing)

Need ability to adapt in a changing
industry/economy for fishing related business;
entrepreneurialism is important to adaptive

capacity

Pressure from real estate developers to sell
waterfront property

Rising value of waterfront property is threatening
fishing industry— integration with waterfront
planning is important

Zirlott Seafood, Coden,
Alabama
www.zirlottseafood.com

Small business diversification through value-
added product development

Specialty value-added products

Small-business diversification: shipping
product from store; shipping/marketing via
website

Ability to ship specialty products to the consumer;
providing information (website) to traveler during
the trip planning phase

Family owned and operated (“We buy, sell,
catch, & eat seafood”); they do not sell
imported product

Promotion of product in connection with fishing
family heritage

24




CASE

Findings

Lessons applicable to SC Shrimp Industry

Promote their shrimp as a wild-caught, USA
product that is clean, fresh, and handled in a
professional manner; website provides
consumers with education on shrimp industry
and competition with imports

Promotion via quality assurance and education
about the industry; linking marketing with other
South Atlantic regional efforts re: buy USA (e.g.,
WASI)

Kulji Seafood, Biloxi,
Mississippi

Kulji is a family name that is part of the
fishing an seafood processing heritage in the
region

Promote fishing family heritage

Sales are primarily to tourists and casinos;
good relationship with casinos; direct sales to
casinos (no middleman); casinos want only
local shrimp

Establish direct sales relationship with other
successful tourist oriented businesses

Pack and ship home for tourists; tourists also
bring own boxes

Provide travel home and post trip experience

Purchase from local shrimpers, who are
primarily Vietnamese

Direct purchasing relationship between retailer
and local shrimp fleet

Flash freeze rather than IQF for better taste
and longer storage; focus on taste of different
shrimp

Use preservation methods that provide best taste
and longer storage

Occupation substitution: transition from being
long time shrimp fisher to processing and
seafood sales to casinos

Adaptation to changing economy of region

25




Table 8. Providing unique experiential education opportunities

CASE Findings Lessons applicable to SC Shrimp Industry
Shrimping Tour, Hilton | Marketing through area brochures and table Marketing relationship with seafood restaurants
Head Island tents at restaurants (people call to see if tour is
available); sole owner/operator works out of
seafood restaurant at dock
Focus on environmental education, natural Provide experiential environmental education as
history of estuary, shrimp fishing history; part of tour; integrated educational message
tourists participate in sorting catch; (shrimping heritage and buy local); no “down
time”
Value-added: participants are given share of Provide meaningful products for tourist to take
shrimp catch home
Was charter operator, learned from local Willingness to adapt skills; good relationship with
shrimper and now runs tours local shrimp industry
Owner/operator is licensed for commercial Work within the legal framework (U.S. Coast
shrimping; uses passenger tour boat rather Guard regulations regarding passengers and
than adapted commercial vessel licensing)
Tours are during school summer break only; Marketing needs to indicate flexibility in
tour time depends on tides scheduling (re: tides, season)
Shrimping Tour, Marketing through brochures and website; Family, heritage, and ecotourism as focus of
Biloxi, Mississippi focus on family entertainment, heritage of marketing

Biloxi, marine adventure

Use US Coas