


Dulani Nadeesha
University of College Cork

Cathrine Baungaard

University of Aberdeen

Human nutrition and social Bivalve aquaculture

science

Emer McCoy

University of Bangor

. Shellfish fisheries and social
Rhianna Perry

University of Bangor

science

Native oyster restoration

The
e ), FISHMONGERS’

The Rowett Institute B A N G O R University College Cork, Ireland b Compan.y

Colaiste na hOllscoile Corcaigh
UNIVERSITY




\Why tiktok
Mmatters for
afood

e Food is one of platform’s fastest-growing
categories
e Seafood has been appearing in unexpected

but viral ways (or seafood related things)

exan

|  + Opportunity: use trends to reframe shellfish
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for Gen Z & Millennials.




& Martha‘s:?yi-neva.,.-ﬁn‘evard'.ﬂ;i\-jl‘ﬁln 2v

Baggage _. _‘

If the fisherman-aesthetic speaks to you

Playlist - Tin Fish Date Night chunky sweaters, rain boots, overall... more
-
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Tinned Fish Date Night Fisherman Core

|
Sara, 7-12 _
Sardine Girl Summer is the only aesthetic

that matters this year #itgirls ... more
-
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Research

QU@SUOHS HOW ARE THEY
e, PORTRAYED ON SOME?

WHO ARE THE CREATORS?

WHAT COMMUNICATION FUNCTIONS
ARE IMPLEMENTED?




Approach

e Scraped 100 videos from Apity

Shock-
value,
challenge to
eat a huge

oyster

e Conducted inductive thematic analysis

#tinnedfish 25
#shellfish 25
#mussels 25

#oysters 25




416.5 M VIEWS

31.6 M LIKES

1.45 M SHARES

~7.9%

ENGAGEMENT RATE

Figure 1. Total number of videos per year

g e Popularity of seafood related
content




Themes

Communal & participatory

experiences

Species sub-themes

First-time/ try with me,
adventure challenges

Relaxed “eat with me” meals,
chit-chat storytelling,
educational cooking

Trend-driven, playful,
exploratory, humorous

Position Scottish mussels
as ideal “communal
comfort food” for cozy
social meals.

Create “first-try” oyster
campaigns in market
settings, encouraging

adventurous consumer

participation.

Reviews & reactions

Restaurant-based reviews,
scepticism, followed by delight

At-home cooking reactions and
taste reviews

Focused on packaging
aesthetics, taste and brand
comparisons

Visual & sensory appeal

ASMR-style eating in cozy

settings

Stylised tin unwrapping and

plating

Lifestyle & provenance

Market stalls, British sourcing,
trust in local sellers

Foraging, outdoor gathering,
supermarket availability

Artisanal, sustainable,
aesthetical brand identity

Positive food pairing &
preparation

Minimal prep, fresh with
sauces

Cooking focus, steaming with
traditional recipes

Creative boards, stylish
pairings

Opportunities for Scottish Shellfish

Partner with micro-
influencers to review
Scottish mussels in
everyday cooking contexts.

Use authentic reaction-
style content at Scottish
markets to normalise
oyster tastings.

Emphasise packaing and
provenance in branding.

Leverage ASMR-style
content of streaming and
eating Scottish mussels
to tap into comfort and
sensory indulgence.

Promote the visual
freshness of Scottish
oysters, highlighting

provenance.

Build TikTok content
around Scottish
provenance, emphasising
sustainable farming,
clean waters, and local
identity.

Showcase Scottish
oysters more explicitly in
market settings to build
recognition.

Reinforce the easy and
versatility of mussls in
classic dishes, linking to
cozy at-home cooking.

Highlight simple stirking
oyster pairings and
experiement with trend-
driven, aesthetic plating
inspired by ‘seacuterie
boards’.

Affordable, communal meals

Low cost, conveninece, brand
comparisons

Position Scottish
shellfish as ‘everyday
luxury’, affordable yet

premium.

Highlight cost-
effectiveness of local
shellfish compared to
imported alternatives.




COMMUNAL & PARTICIPATORY

EXPERIENCES

Frepely B Chlps & COATBENT
| want to see how
you eat mussels




REVIEWS & RATINGS




Hot Wings and Real Things

Why the Good Food Movement Must Trade Information for Emotion

o MIKE LEE
: SEP 02, 2025

The sustainable and healthy food movement needs to
find our equivalent of hot sauce... Stop educating

people into caring. Start creating moments they can't
forget.”
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Back micro-influencers and youth
voices for authentic reach.

Jump on TikTok microtrends, memes, and
challenges.

Swap education for cultural, experience-led
storytelling.

Promote shellfish as versatile, convenient
everyday luxuries.

Collaborate with meal kits, lifestyle brands, and
Innovators.

Leverage Scottish provenance and humour to
boost relatability.

&8 Playlist - Tin Fish Date Night
-
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Check out
our
summary
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Location
I United Kingdom
lapan
B United Kingdom
Philippines
N Urited States

Creators

Average Views (Play Count)

Figure 3. Total number of videos per year

Average Views (Play Count)

-FPopular creators achieve high engagement not

just with the largest following

& e Audiences prefer personal storytelling from

people rather than from brands

Figure 2. Views per creator type



FUNCLIONS
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Figure 5. Engagement rate across video
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Figure 3. Engagement rate across audio

(Original sound (talking to camera, voice overs)
drove more reach.
e Voice overs stand out, while fewer people watch

them, they are more likely to be shared and

interacted with, useful for storytelling




