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Abstract: In recent years, there has been growing interest in how social media and online 

platforms influence consumer purchasing behavior in the aquatic foods industry. This review 

focuses on digital innovations and their impact on consumer trust, engagement, and loyalty 

through the integration of advanced data analytics, e-commerce, and augmented reality (AR) 

marketing with traditional channel strategies. By profiling Egypt’s aquatic food market, the 

paper identifies challenges such as misleading information provided to consumers and 

fragmented markets, while highlighting opportunities including technology adoption, 

sustainable market development, and capacity building. The conclusions emphasize the 

importance of blending offline and online approaches and adapting communication strategies 

in response to evolving consumer needs and increased market competition. This study provides 

practical recommendations for change agents seeking to integrate sustainable marketing 

initiatives with consumer values. 

Keywords: aquatic food retailing; social network; consumer preferences; sustainability; digital 
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1. Introduction 

The global aquatic food industry is undergoing significant transformation, driven 

primarily by advancements in digital technologies and evolving consumer preferences. 

These technological improvements have reshaped societal relationship dynamics, 

particularly in business-to-market interactions, resulting in innovative marketing 

approaches. Seafood has become a significant sector in Egypt due to increasing 

consumer interest. With the growing adoption of social media and e-commerce 

platforms, companies are leveraging these tools to enhance both the accessibility and 

presentation of their products in ways that resonate with modern consumers [1]. 

Social networks and internet businesses offer unique opportunities for customer 

orientation and information sharing. Through these platforms, brands can create 

customized messages for specific audience segments, thereby building essential brand 

loyalty. Additionally, augmented reality (AR) and virtual reality (VR) technological 

solutions facilitate the delivery of compelling value propositions, such as virtual tours 

of sustainable seafood sourcing operations or interactive recipe demonstrations. These 

innovations not only enhance consumer confidence but also elevate brand reputation 

as pioneers of healthy, sustainable practices in the competitive aquatic food sector [2]. 

Despite digital transformation advancements, the Egyptian aquatic food industry 

faces several challenges. Misinformation regarding seafood quality, sustainability, and 

production sources can negatively influence consumer perceptions, while quality 
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inconsistencies throughout the supply chain complicate seafood marketing. 

Furthermore, market fragmentation resulting from diverse customer needs and varying 

digital resource accessibility creates difficulties in developing coherent marketing 

strategies. Addressing these challenges requires a thorough understanding of the 

market environment and implementation of solutions aligned with fundamental 

market principles: transparency, stability, and ethical communication standards [3]. 

This review aims to investigate how social media and digital platforms impact 

consumer buying behavior in the Egyptian aquatic food market. By analyzing current 

marketing trends and presenting comprehensive new approaches, the study seeks to 

develop effective solutions for industry challenges. The findings reveal that enhancing 

synergy between traditional and digital media can achieve superior marketing 

communication objectives. In the long term, these insights will help the sector attain 

sustainable development by strengthening consumer trust and loyalty while promoting 

practices aligned with sustainable advancement principles and transparent information 

disclosure [4,5]. 

2. The influence of media on food market 

2.1. A framework for evolution of consumer engagement 

Consumer engagement has proved to have changed over time slowly, from the 

basic model of just a uni-directional model to more of a multi-directional model 

characterized by the new technologies. In the past, engagement was solely on printed 

media, radio, and TV commercials, whereby the consumers were just classified as 

audiences. While the period up to the early 2000s saw consumers as spectators and 

viewers passively observing a brand, the new era of the internet and social media 

engaged consumers as active players and posters through comments, reviews, and 

other such content. This evolution has greatly shifted the interaction between business 

and consumer with more relevance towards immediacy and individualism; however, 

in today’s world, the interaction mainly occurs through artificial intelligence, via bots, 

and customer relationship management interfaces that attend to the needs of the 

modern consumer based on their activities and choices [6]. 

This has been complemented by the emergence of omnichannel marketing, which 

has tried to combine both online and offline brand contact points. Mobile applications, 

popular social networks, and augmented reality have added interactivity and placed 

much power into consumers’ hands and their brand experience. Moreover, ethical 

concerns along with transparency gained significant importance as consumer values 

were followed by observed practices here, business practices. For example, firms that 

apply sustainably focused, diverse, and genuine marketing strategies will find the 

consumers’ commitment more stable. This change is ongoing and speaks to the 

requirement for marketing messages to be fluid and be created with the understanding 

of changes in technology and trends in customer behavior [7]. 

Consumer engagement today has been shaped by technology and increased 

availability of the digital platforms. With reference to the historical backgrounds of 

engagement, the earlier models of engagement were more or less mercantile in nature, 

mainly engaged in product or service providing rather than a long-term customer 

engagement model. The new digital age brought in an engaging factor as several of 



Business & Marketing Trend 2025, 1(1), 2630.  

3 

the Facebook, Instagram, and Twitter platforms allowed the consumers to speak or 

express themselves in relation to their experiences and feedback with the branded 

content and even co-create content. They have moved from the traditional 

‘transactional’ approach to marketing, and more focus is now placed on having a long-

term ‘relationship’ with the customer. Nowadays, clients look for brands that share the 

same viewpoints and want the companies to be active and answer questions or 

complaints [8]. 

Additionally, both the advanced analytics and machine learning have helped 

organizations to be in a position to predict consumer behavior and thus create better 

ways of engaging consumers. Marketers today use big data to categorize their target 

market and message them appropriately at all stages. Promotion methods that are used 

include reward-based programs and fun, interactive campaigns with consumers and 

clients as a way of keeping them engaged and creating emotional bonds. However, a 

new dimension of hedonic operations has been offered by virtual and augmented 

reality, which makes consumers get a “feel” of the products they wish to buy by having 

a real-life experience of how the products feel. These developments underscore the 

process through which the consumer engagement process is constantly perpetuated, 

thus underlining the need for businesses to continually adapt to new forms of engaging 

with consumers in view of the changing expectations and choices [9]. Figure 1 shows 

the main research topics and their interconnections. 

 
Figure 1. A mind map showing the main research topics and their interconnections.  
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2.2. Current trends in social media marketing 

Social media marketing is seemingly transforming, of which its transformation is 

informed by the fluidity of consumers and the development of technology. A 

prominent trend is the rapid emergence and popularity of short-form videos, including 

TikTok, Instagram Reels, and YouTube Shorts. These formats help brands address the 

dwindling time consumers are willing to give to content marketing because they’re 

interesting, brief, and offer brands ways to present products, share stories, or tell jokes. 

The second trend is the use of influencers that cooperate with brands to promote their 

products or services and gain credibility. They are tightly linked with the target 

consumer groups and, as a result, have greater interaction with them, specifically 

micro and nano influencers [10]. 

Personalization is another key trend that defines the strategies of the SMM (social 

media marketing). Brands use sophisticated analytics and mainframe computations to 

provide material that matches the buyer’s predilections, making the experience much 

more personalized. First, micro-moments (brief periods when people turn to mobile 

devices to satisfy immediate needs) are the main trend of the year; second, social 

commerce, or shopping within social media, is the expansion of social media platforms 

into marketplaces. Facets like Instagram Shopping and Facebook Market help reduce 

the distance between concept, consideration, and purchase, allowing consumers to 

search for, browse, and purchase products within the platform. This kind of 

convergence between engagement and commerce clearly shows the role of social 

media in business development [11]. 

Technologies like augmented reality (AR) and artificial intelligence (AI) are 

improving and adding to the social media marketing tools. It is noteworthy that most 

AR features allow try-ons of beauty and fashion products and thus increase consumer 

trust in decision-making. Live chat and conversational interfaces also create an 

opportunity for brands to be present demonstrably in consumers’ lives, and predictive 

analytics allow for proper anticipation of consumer needs. Furthermore, the content 

that is temporary, such as Instagram stories or Snapchat snaps, has a quality of time 

sensitivity, triggering the action immediately. However, amidst these developments, 

specifications of ethical aspects are emerging. More and more customers expect to 

know how their data is used and whether the content they read is real. False and spam 

advertising, with references to being environmentally friendly, and advertising that 

invades citizens’ privacy is more critically examined, calling for the brands to come 

to better standards of truthfulness and corporate social responsibility. Moreover, there 

are ongoing trends towards the development of community and open paradigms, as 

people tend to share common values, which affect the choice of platforms. Thus, the 

brands that follow these trends to the maximum can use the potential of social media 

marketing in the context of the increased competition and rapidly evolving 

technologies [12]. Figure 2 shows digital marketing channels and the interconnected 

marketing approaches.  
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Figure 2. Digital marketing channels showing the interconnected marketing approaches.  

2.3. Interconnection of electronic commercial systems 

The adoption of e-commerce within the aquatic food sector has revolutionized 

the manner in which seafood and all other aquatic products are marketed. A few years 

ago, people could buy fish mostly in traditional fish markets or in specialized fish 

stores, whereas nowadays, by using the Internet and various delivery services, 

consumers are provided numerous opportunities for ordering seafood from various 

categories, including fresh, frozen, and value-added fish and seafood products through 

specialized delivery websites, grocery apps, and major platforms like Amazon Fresh. 

They offer the easy and alternative way to meet the increasing consumer needs for 

food that is cleaner, safer, and more sustainable. Real-time information regarding 

product availability, detailed descriptions, and sustainability credentials enhances 

communication and builds consumer trust [13]. 

Also, overall e-commerce platforms provided further the opportunity for direct-

to-consumer (DTC) in the seafood industry to avoid supply chain channels. This model 

also guarantees fresher products, thereby reaching the consumer in many cases directly 

from fishers or processors in hours. Also, the improved cold chain and packaging 

systems in the cold chain network have dealt with the difficulties of perishability in 

aquatic food products. It has also given small, single-product-level producers a chance 

to access larger markets, which has been a stronghold of large, well-developed 

retailing organizations [14]. 
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The overall efficiency of the e-shoppers is gradually being optimized by digital 

innovation to improve consumer experience of aquatic food products. Details such as 

the genre of the customers preferred products depend on these features, including 

Artificial intelligence and machine learning algorithms help in recommending 

products based on aspects like past purchases. Additional services, for example, online 

cooking lessons or proposing recipes, help to build consumer interest and higher user 

interactivity. In addition, service delivery channels of seafood products are developing 

into subscription-based systems, through which customers receive regular shipments 

of their favorite products at given intervals conveniently [15]. 

Sustainability is also a major talking point, and there is information presented 

about where products are sourced, fishing techniques, and carbon impact. This also 

increases visibility with social media and online marketing adverts, which persuade 

the consumers to shop for aquatic products. These innovations not only streamline the 

purchasing process but also enhance consumer awareness and foster buyer loyalty. 

The aquatic food industry, especially in the developing countries of the world, has 

been identified as a strategic sector in enhancing food security and job creation, as it 

is now apparent that the world’s population is moving towards value addition to its 

diets, where seafood e-commerce is now seen as a strategic and key means for supply 

chain innovation and sustainability [16]. 

2.4. Effects of e-business on the conventional marketing channels 

The marketing channels have undergone a drastic change with the introduction 

of electronic commerce in the aquatic food industry thus creating a need to look at 

marketing in a different perspective. Conventional techniques of seafood marketing 

included the use of physical facilities for marketing through shops or retailers and in 

many cases directly to restaurants or supermarkets. Although efficient, these methods 

restricted consumers’ choice to many products including fresh seafood, particularly in 

areas where this was not available locally. In the beginning, seafood products are 

bought through intermediaries such as middlemen, but with e-commerce, these 

products can directly be delivered to customers. This change not only benefits the 

consumer but also provides producers of Consequently, previously distinct categories 

like in-store promotions increasingly appear alongside digital advertisements, 

influencer endorsements, and content marketing on social media platforms [17]. 

Additionally, the direct customer selling model that has been initiated by the e-

commerce platform has helped the seafood producers to gather customer information 

that before could not be obtained from other marketing channels. This data helps in 

developing more refined market segmentation techniques as market conditions can be 

better understood by segment priorities and buying profiles. It also helps brands 

convey their sustainability messages and product sourcing, which today are essential 

features for the populace. As effective as conventional networks may still be, 

particularly in the process of local brand familiarization, the digital channel has 

become the main driver, which puts pressure on traditional operators to adopt at least 

the e-commerce segment or remain irrelevant [18]. 

Not only are the marketing techniques of e-commerce platforms being shifted or 

altered, but also the supply chain within the aquatic food industry is being altered as 
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well. The conventional seafood distribution system had many players in the supply 

chain, ranging from the wholesalers, distributors, and retailers who offered various 

mark-ups to the final price of the seafood products. This is not like the case with e-

commerce because producers are able to sell their own products without having to go 

through these intermediaries. This model has several benefits: First, it creates savings 

on both supply and demand sides; second, it contributes to product freshness through 

minimizing the middle links’ participation; and third, it can be quickly adapted by 

producers with the medium and small sizes of productions [19]. 

The shift to online sales means that there is a need for investment in the back end 

or logistics and packaging and customer service are core to the quality of perishable 

goods such as seafood in transit. Many stores involved in a traditional marketing and 

a distribution of products do not effectively facilitate the logistic chain requirement 

particularly concerning the cold product chain. At the same time, it disrupts the system 

because it means that the industry of aquatic food has a chance to become more 

efficient. Established industry players are developing e-commerce capabilities to 

remain competitive, leveraging digital technologies and expanding online platforms to 

capture growing consumer demand for convenience, variety, and sustainability [20]. 

Figure 3 shows product lifecycle highlighting the circular nature of digital marketing 

evolution.  

 
Figure 3. Product lifecycle showing the circular nature of digital marketing 

evolution.  

3. Consumer behavior and media influence 

3.1. Psychological factors 

Human emotions are very critical in the consumer purchasing process since they 

are a major determinant of the consumer buying process of food products, including 
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the aquatic products. Another psychological factor that affects consumer behavior is 

perception, where the consumer deciphers messages about products or brands. This 

type influences perceptions by offering only selected materials such as ads, reviews, 

sponsored content, or recommendations of influencers on digital/social media. These 

forms of media have an impact on how the consumers perceive a product’s quality, 

value, and importance. For instance, media advertising communicates issues to do 

with sustainability and ethical sourcing in seafood production to help consumers 

differentiate a high-value and ethical product, thus influencing their buying behavior 

[21]. 

Motivation is a second factor in psychological systems and depends upon two 

types of motivation: internal and external. Pursuant to consumers’ self-interest, 

consumers may be mainly driven by health factors or by a sustainable food 

consumption plan or other aesthetic preferences with regard to aquatic foods. 

Secondly, extrinsically, social media and advertising promote motivation that is 

associated with status or trends. Media communications that focus on the new miracles 

of seafood or the superior quality of some species make consumers think that 

consuming such goods will allow them to meet their self-reference or social norm. 

Other cognitive biases include the bandwagon effect, where people make decisions 

influenced by other people in the same media. The prefiguring of seafood every time 

a person uses his/her social account or comes across an internet advertisement can 

positively influence the person into believing that eating seafood is fashionable or 

healthy [22]. 

Apart from perception and motivation process, emotions are also involved in 

consumer behavior, especially in the food sector. Verify that feelings elicited by 

advertisements, for instance; placing seafood meals in a family setting or as healthy 

products emotionally bond people to the product. These are emotional appeals which, 

perhaps aided by media, ensures that consumers link positivity with the intake of 

aquatic food products. In the same regards, it is apparent that social factors play an 

important role in influencing the buying processes. Media refers primarily to the social 

media, which serve as a source of the social norms and expectations, as people tend to 

follow the examples of other individuals, role models or popular opinion leaders. 

Consumers tend to duplicate the observed behaviors when seafood is depicted as being 

friendly to the environment or socially responsible which in turn fuels consumption 

trends. Thus, knowing the psychological aspects of consumer behavior becomes 

crucial for developing the appropriate marketing message which will influence target 

consumers and lead them to consistent brand choices [23]. Figure 4 represents 

consumer behavior process and influence factors.  
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Figure 4. Consumer behavior process and influence factors.  

3.1.1. Brand perception and loyalty 

Brand perception indicates how consumers are likely to perceive and interpret the 

value, quality, or reputation of a brand. This perception depends on marketing 

crusades, interpersonal experiences, and word of mouth. When comparing brand 

perception of aquatic food products touching priorities such as freshness, sustainability 

measures, and ethics of sourcing, the brand perception differs significantly. Of these 

perceptions, media, especially social media, advertisements, and word of mouth are 

prominent to create such views. For example, a brand that communicates ideas of 

sustainable, sensitive, and quality fishing and seafood will build a perception of 

dependability and social accountability that appeals to conservationist buyers. 

Consumer perceptions also include the whole issue of packaging and presentation and 

service delivery by the company or brand. It helps to uphold a positive attitude towards 

a specific product or brand, whereas a negative experience will work against the brand 

[24]. 

Brand loyalty, which concerns a consumer’s predisposition to choose a given 

brand based on competitors’ brands, is closely related to brand association. The 

primary motivation of consumer loyalty is an emotional affiliation, trust, and 

perceived added value. Research also supported that where consumers have a 

favorable disposition toward a brand, they are likely to repurchase, regardless of other 

available choices [25]. 

Brand loyalty in the aquatic food industry therefore entails the use of marketing 

management techniques, quality control, and customer relations. Social networks and 

Internet shops offer the opportunity to create brand relationships with the consumers 

to support the values of the brand. To maintain consumer loyalty, the following 

measures can be blended: the loyalty programs, the personalized offers, and the 

transparent communication. For example, a seafood brand should be able to give offers 

such as discounts, recipes, or sustainability information to their customers; this 

cements the bond that customers may have with the brand under consideration. 
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Further, feedback that is a closed loop, which involves consumer review and feedback 

to the products, will improve loyalty as a result of showing consumers that their input 

is valued [26]. 

Also, digital innovation, which includes the use of artificial intelligence for 

targeting a specific market and delivering the necessary backup in the form of constant 

and customized service, is a very significant factor that helps a lot in creating brand 

loyalty. For instance, a seafood company’s brand may employ predictive analytics to 

notify the customer of suggestions based on previous purchases, improving customer 

satisfaction. vigorous positive brand attitude, consumer interaction with the brand, and 

its halo effect, which makes it compatible with their values, guarantee continual 

patronage of the brand by consumers over other brands [27]. 

3.1.2. The quality expectations in consumer behavior 

Quality expectations encompass the standard that consumers feel is the expected 

standards of the product they are to purchase. These expectations can be based on prior 

experience, company image and marketing communications, perceived service quality 

and the perceived quality of the good. Manufacturers can also try to label their 

products and materials with sustainability certifications like the MSC (Marine 

Stewardship Council), through which customers expect that the brand sources seafood 

sustainably. However, such things as packaging, labeling and especially information 

disclosed on the source of an ingredient can either raise or lower these expectations. 

Some of these expectations come from the media, particularly social media since new 

products and brand messages bombard the consumers and lead to high expectations 

regarding quality products [28]. 

Lack of quality or failure to satisfy customer expectations is likely to result in 

bad word of mouth and reduced sales volume. This is critical for aquatic food products, 

particularly because consumers are very sensitive to any matters surrounding their 

perishable nature and safety. To ensure product quality as well as consumer 

expectation of traceability and food safety, more companies in the industry are using 

innovative technologies such as blockchain tracking solutions or monitoring systems. 

These technologies assist in ascertaining the quality of a seafood product from the 

point it is sourced up to the consumer end [29]. 

Some marketing communications play a role in the generation of consumer 

expectations by attaching some attributes to a brand. If the brand’s quality is not 

impressive relative to what is advertised in the commercials, then it is very dangerous 

to the brand image and customer credibility [30]. 

The presence of opportunities for consumers to gather as much information as 

they need at their fingertips makes it harder to meet or, even more importantly, exceed 

consumers’ quality expectations. Marketing practices have to be realistically tied with 

product quality so as to retain customer loyalty in the long run [31]. 

3.1.3. Price sensitivity in consumer behavior 

Price sensitivity reflects the degree to which product price influences consumer 

purchasing decisions. Customers may be sensitive to price in varying degrees 

depending on income, perceived quality, utility, and availability of rivals products. In 

the case of aquatic food products, the price elasticity is normally higher due to the 

competitiveness of the seafood sector and the availability of protein substitutes, 
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including poultry, beef, and plant-based proteins. This is because consumers who feel 

that seafood is a premium product may not be as sensitive to the price of such products, 

especially if they are quality, economically sustainable, or healthy products. On the 

other hand, price-sensitive consumers may or may not be sensitive to quality and/or 

source, depending on the extent of the price increase and their decision to opt for 

cheaper price options or even switch to other less expensive seafood products [32]. 

Various psychological factors affect price sensitivity, including price history, 

reference points, and consumer value attribution. In simple terms, consumers will not 

mind if the organizations increase the prices of the aquatic foods if they see that the 

prices reflect the quality of the products sold, their freshness, or if their purchase 

supports sustainable fishing practices. But when the perceived value of a product is 

not equal to the price, consumers prefer to look for other products from other brands 

or do not purchase at all. For instance, consumers may be willing to pay more for 

seafood that has been sourced sustainably, but if similar products are cheaper and there 

is little difference in the quality, the price sensitivity influence arises. Additionally, 

promotional activities such as special offers and seasonal discounts can impact product 

price sensitivity and stimulate sales, particularly among price-sensitive market 

segments [33]. 

When brands position seafood products as premium or gourmet offerings, they 

benefit from targeting market segments less sensitive to higher prices for quality 

seafood. By communicating these attributes, companies are therefore able to build an 

image of an added value that would get consumers to pay a premium price. 

Furthermore, branding is the other factor that most affects price sensitivity. Branding 

represents another significant factor affecting price sensitivity. Strong brand equity 

helps counter price sensitivity, as well-established and respected brands instill 

confidence that products, despite higher prices, maintain superior quality and 

environmental responsibility. Digital media used in e-commerce provides strategic 

pricing techniques like providing loyalty incentives, promotions, or service packages, 

all of which cut down on price sensitivity while boosting brand reputation. In general, 

price sensitivity presents a complex concept that relates to perceived value, product 

quality, and chosen price levels, particularly in the highly competitive market segment 

of aquatic foods [34]. 

3.2. Behavioral response mechanisms in the context of consumer decision 

making 

Behavioral response mechanisms are defined as the behavior of the consumer as 

they respond to stimuli in their immediate environment in the course of the marketing 

and purchasing processes. These responses are of different psychological, emotional, 

or cognitive natures, which define consumer perceptions, preferences, and choices. 

With regard to seafood products, these behavioral responses may involve information 

search, evaluation of price, and stakeholder response to promotion appeals [35]. 

Another behavioral response technique is the “Foot-in-the-door”; this is where 

consumers initially purchase small seafood samples and subsequently commit to larger 

purchases or regular delivery subscriptions. This technique takes advantage of the 

psychological theory whereby people become committed to a course of action after 
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making an initial contribution towards that plan. Further, consumer theory based on 

self-interest implies that consumers are loss averse; that is, people are motivated more 

by avoiding than by gaining. For example, if a marketing campaign is aimed at 

increasing the consumption of various seafood products, there could be a creation of 

a kind of artificial sense of the urgency of the whole process because customers are 

made to believe that the offer is only available for a limited time. Knowledge about 

these response mechanisms will help marketers in their quest to develop proper 

strategies that fit with the way customers might attend to various stimuli [36]. 

3.2.1. Purchase patterns in the aquatic food industry 

Purchase patterns are a consumer buying process that outlines their propensity to 

purchase, how often they buy products, the products they buy, and how external 

factors such as time of year and coupons affect those purchases. In the aquatic food 

industry, customers’ buying decisions will be in respect of the availability of the 

products, the price charged for the products, lifestyle and other social factors, and 

health considerations. For instance, consumers purchase increased quantities of 

seafood in the holiday period or during summer because seafood is regarded as festive 

or event food. Further, more and more consumers build their seafood consumption 

according to health promoting effects of fish and seafood, which corresponds to the 

trend towards ‘clean’ and sustainable food products [37]. 

Purchase patterns have also been affected due to e-commerce sales of seafood 

and people can order seafood online, and there is also the possibility of subscription 

service. These models, where the consumers regularly get supply of seafood products, 

are gradually gaining preference in today’s world by the convenience factor and the 

freshness of the supplied products. This trend is relevant to niche/herald seafood 

products where buyers may even be willing to pay slightly above a normal price and 

wait for deliveries to be made directly to their doorstep. At the same time, it is 

impossible to overestimate the impact of social media on the formation of purchases, 

as Instagram and Pinterest with recipes and trends, and influencers promoting new 

seafood products. It becomes easier for brands operating within this sector to analyze 

their purchases undertaking consumer analyses that makes it possible for them to 

conform to the consumer demands, favorable pricing, suitable marketing techniques, 

etc. [38]. 

3.2.2. Brand preferences 

Brand attitude examines the response of a consumer in relation to a particular 

brand based on performance, brand loyalty, perceived image, and self-identity. From 

media, brand preferences are influenced by advertising, content marketing, and the 

interactions, especially on the social media platforms. Media then serves as the key 

channels through which the various brands disseminate information on their values, 

attributes, and key selling points to the consumer. For the specific sector of aquatic 

food products, the format of presentation on Instagram and YouTube is particularly 

effective for promoting the perception of product freshness, ecological approach to 

fish farming, and, in general, versatility of dishes made from fish and seafood. For 

instance, a seafood brand that works with the influencers or chefs to add interesting 

information can always appeal to the hearts of the audiences [39]. 
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Opinion influence is one of the key competencies that underlie brand choices 

made in concordance with media. Positive comments, star ratings, customer feedback, 

and other materials shared on social media make the consumer rely their faith on 

particular brands. Advertisement on media platforms builds brand awareness; a large 

number of advertisements are placed with special emphasis on population segments 

who purchase specific products on media platforms. Those companies that are able to 

utilize these media strategies at their disposal are in a position to build a distinct brand 

image that triggers consumers’ inclination towards their products [39]. 

For organizations to enhance and develop brand affiliations, they need to 

incorporate a single platform media technique that includes truthfulness, participation, 

and coherence. Promotion was useful to this end because it enabled brands to engage 

consumers emotionally for example through storytelling. This makes the brand more 

appealing to the consumers since the narratives disarm the brand and foster trust. 

Furthermore, using real time communication in Live Classes or Live Q&A events and 

Social Polls to create brand engagement elevates brand loyalty and preference [11]. 

Another medium that brands find helpful is the personalized marketing where 

they create marketing content based on data analysis on the consumer. Continuity 

across media is also very important because it tends to support the brand message and 

enhance the consistency of the consumption experience of consumers. Holding these 

approaches in concert, brands can change consumers’ preferences intentionally and 

build up their devoted audiences, which will benefit their perform well in the 

competitive market continually [38]. 

3.2.3. Product evaluation criteria 

From a media perspective, product evaluation criteria represent the standards that 

consumers apply to make their evaluation regarding a product based on the 

information flowing through the media channels. These criteria are determined by the 

attributes that are depicted in advertisements, sponsored recommendations, other 

people’s posts, and testimonials [40]. 

Other bias stems from people’s storytelling and authenticity from the media 

aspect. The believability of a product is likely to be measured by testimonials, behind-

the-scenes material, and brands’ stories, respectively. Moreover, reviews and ratings 

on e-commerce platforms act as important opinion leaders since they contain direct 

feedback from users. Compliments, high scores, and media can all complement each 

other when improving the market position of a particular product [41]. Figure 5 

represents consumer engagement metrics with gauge charts and funnel visualization.  
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Figure 5. Consumer engagement metrics with gauge charts and funnel visualization.  

3.3. Case studies and primary data on Egyptian consumer behavior 

3.3.1. Euromonitor international’s consumer values and behavior in Egypt 

(2024) 

This report provides an in-depth analysis of Egyptian consumer behavior, 

offering critical insights into the relationship between cultural values, purchasing 

decisions, and consumption habits. The report highlights key factors influencing 

consumer preferences, such as economic conditions, social trends, and technological 

advancements, all of which shape the evolving marketplace. It reveals that Egyptian 

consumers are increasingly prioritizing affordability, product authenticity, and 

sustainability, particularly in sectors like food and beverage, fashion, and personal 

care. Additionally, digital engagement has become a crucial driver of purchasing 

behavior, with a growing reliance on e-commerce and social media platforms for 

product discovery and brand interaction. This shift underscores the importance of 

businesses adopting omnichannel strategies that integrate traditional retail with digital 

innovations to cater to a more informed consumer base. Furthermore, the report 

emphasizes the role of cultural heritage and family-centric decision-making in shaping 

buying patterns, highlighting the need for localized marketing strategies that align with 

Egyptian societal values. By linking these behavioral trends to broader economic and 

technological developments, Euromonitor’s findings provide valuable guidance for 

businesses and policymakers aiming to enhance market competitiveness and consumer 

engagement in Egypt [42]. 

3.3.2. TGM research’s (2024) 

The TGM Consumer Sentiment Survey in Egypt 2024 provides critical insights 

into how socio-economic shifts and geopolitical events shape Egyptian consumer 

behavior and purchasing decisions. The survey highlights key factors such as inflation, 

currency fluctuations, and global trade dynamics, which have significantly impacted 

consumer confidence and spending habits. Findings indicate a growing preference for 
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cost-effective and locally sourced products, as economic uncertainty has led many 

consumers to prioritize essential goods over discretionary spending. Additionally, the 

report emphasizes shifts in brand loyalty, with Egyptian consumers increasingly 

seeking value-driven purchases and transparent communication from businesses. 

Digital transformation also plays a crucial role, as online shopping and mobile 

payment adoption continue to rise, reflecting the population’s adaptation to evolving 

market conditions. Moreover, the survey underscores the importance of trust in 

marketing strategies, with consumers responding positively to brands that emphasize 

authenticity, corporate social responsibility, and sustainable practices. By offering 

valuable primary data on consumer sentiment, the report serves as a crucial resource 

for businesses and policymakers aiming to navigate market uncertainties and align 

strategies with consumer expectations in Egypt [43]. 

3.3.3. Egyptian consumers’ perceptions and preferences of global vs. local 

brands 

This presents a comprehensive model for understanding the factors that shape 

Egyptian consumers’ brand preferences. The research explores key psychological and 

cultural drivers that influence whether consumers favor global or local brands, 

considering elements such as perceived quality, brand trust, social identity, and 

national loyalty. Findings suggest that while global brands are often associated with 

superior quality and prestige, local brands appeal to national pride, affordability, and 

cultural relevance. The study also highlights the role of consumer behavioral 

intentions, demonstrating how factors like social influence, digital engagement, and 

economic conditions shape brand perception and purchasing decisions. Additionally, 

Mahrous and Kortam emphasize the growing importance of hybrid consumer 

behavior, where individuals selectively purchase from both global and local brands 

depending on product category and personal values. This research provides valuable 

insights for marketers seeking to develop strategies that align with consumer 

expectations in Egypt, highlighting the need for localized branding efforts that 

maintain international quality standards while resonating with domestic cultural 

preferences [44]. 

3.3.4. Egyptian consumer behavior shifts amid rising prices and cost of living 

This article examines significant changes in consumer preferences within Egypt’s 

fast-moving consumer goods (FMCG) and durables market during the first half of 

2024. The report highlights how economic challenges, including inflation, currency 

depreciation, and rising costs of living, have reshaped purchasing behaviors, leading 

to an increased preference for locally produced goods. Consumers are prioritizing 

affordability and value-driven purchases, shifting away from premium international 

brands in favor of cost-effective alternatives that meet their basic needs. Additionally, 

the article emphasizes the growing influence of private label brands and discount retail 

chains, which have gained traction as consumers seek budget friendly options. 

Moreover, digital transformation has played a crucial role in shaping these trends, with 

online shopping and e-commerce platforms experiencing increased activity due to 

competitive pricing and convenience. Despite economic constraints, the report notes 

that consumers remain brand conscious, favoring companies that demonstrate 

transparency, ethical sourcing, and corporate social responsibility. These insights 
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provide valuable guidance for businesses navigating the evolving Egyptian market, 

highlighting the need for adaptive pricing strategies, localized marketing efforts, and 

a strong digital presence to maintain consumer engagement and loyalty [45]. 

4. Quality perception and market performance 

Quality perception has a direct effect on market performance since it determines 

consumers’ trust, brand loyalty, and/or choice. It was found that media strategies that 

disseminate information for quality-related attributes can dramatically improve the 

market share of the brands. For example, in digital campaigns, it is possible to use 

additional AR elements in terms of virtual sightseeing of seafood sourcing facilities 

and ensure the quality through personal experiences. Figure 6 is a quality perception 

framework showing the interconnected elements that influence quality perception in 

the aquatic food industry.  

Other media promotion strategies also include the use of analytics for segment-

specific messages for targeted groups, ensuring that quality attributes reflect consumer 

values. For instance, the audience interested in health-related issues will likely 

appreciate content with a focus on Table 1. 

Table 1. Positive attributes of different categories of consumers [1,3]. 

Category Positive Attributes Preferred Attributes 

Nutrient-Health-Conscious 

Consumers 

Positive Perception of Product, 

Quality Certification/SGS, 

Remark Sample/Sample 

Health Claim, Ingredient 

Preferences, Health Benefits 

Claim, Product Endorsement 

Sustainability-Conscious 

Consumers 

Attention Paid, Brand Recall, 

Interest, Attitude, Enjoyment, 

and Engagement of Consumers 

Consumer Engagement 

 
Figure 6. A quality perception framework showing the interconnected elements that influence quality perception in 

the aquatic food industry.  
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Furthermore, synchronizing conventional advertising with new media ensures 

that the two complement each other in as far as brand image is concerned, thus 

achieving a wider audience while reaffirming brand quality. Lastly, by emphasizing 

selected media strategies such as transparency, authenticity, and innovation, brands 

can increase consumer trust, translating to better market performance [46]. 

4.1. Digital media impact on quality assurance 

4.1.1. Supply chain transparency 

Supply chain transparency refers to the ability to track products from production 

through all processing stages until they reach consumers. Digital media serves as a 

critical tool for enhancing visibility of information that consumers and stakeholders 

use to evaluate product identity, quality, and processing procedures. For aquatic food 

products, consumers increasingly demand transparency regarding ethical sourcing, 

sustainability practices, and seafood safety. Company websites, mobile applications, 

and social networks enable businesses to provide timely information about seafood 

sources, processing methods, and distribution channels. This transparency informs 

consumers about the quality of their seafood purchases [47]. 

Blockchain technology represents a primary enabler of supply chain transparency 

using digital media. Blockchain creates secure, immutable transaction records, 

allowing consumers to trace products to their sources with high confidence. For 

example, seafood companies can implement blockchain to provide consumers with 

comprehensive information about fish journeys to market, including sustainable 

fishing practices, handling methods, and quality control measures. Beyond 

blockchain, businesses can leverage social networks and mobile applications to share 

backstories through videos or infographics depicting sourcing techniques and 

certifications, reinforcing quality and sustainability processes. By utilizing digital 

media in these ways, companies enhance supply chain visibility, which is a crucial 

factor influencing quality perceptions and consumer choices [48]. 

4.1.2. Certification and standards in digital media for quality assurance 

Evaluation and certification achievable in their implementation improve the 

quality assurance of food products, including seafood. QS (quality standards) often 

include specifications for purchasing, handling, and environmental friendliness, and 

certification is evidence that certain definite requirements have been met. Websites, 

mobile applications, and social media accounts make it easy for companies to display 

their certifications, like fair trade, organic, or MSC certification. The objective of 

certification disclosure is to convey the intentions of the firms to deliver safe products 

of superior quality that are environmentally friendly and socially sensitive [49]. 

Certifications can be embedded into technology-supported products through QR 

(Quick Response) codes or blockchain to allow the consumer to scan the product and 

know more about the certification status as well as the conformity to various standards. 

Apart from using digital media in relaying information about compliance to these 

certification conditions, companies ensure that to make long-term sales in the 

competitive food market, consumers develop trust in their brands [50]. 
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4.2. Traditional media’s role 

Television, radio, magazines, newspapers, directories, direct mail, and other 

forms of advertising media enjoy a vast history of influencing perceptions and 

guaranteeing that the foods, including seafood, produced were safe for human 

consumption. However, new technologies have not completely replaced traditional 

media, which is more effective in reaching large and highly diverse audiences and 

reinforcing brand messages in areas with limited access to technology. In the case of 

the AF (Aquatic Food) products line of food products, the consumer can be reached 

through traditional media in relaying information that is important concerning the 

origin, quality, and sanity of the products. Everyday food-related adverts, commercial 

breaks before and in between programs, and advertisements in food-related magazines 

can help change the consumers perception of quality by including certification, 

sustainability, and quality control exercises [51]. 

Also, it is worth mentioning that traditional media generates trust and credibility 

that is particularly important in the food industry, to which customers are highly 

concerned about the health risks. Print media, especially newspapers and magazines, 

and television promotions provide credibility to the given claims by various companies 

like sustainability and transparency in sourcing. The kind of channels that are being 

trusted to promote a certain seafood product or to recommend a certain certification 

program create a positive perception about the product among the consumers. 

Moreover, through traditional media, people can be heavily educated about certain 

issues or products; for instance, through a fish or a farming special article that goes 

through the entire process of how it is produced or why it should be sustainable or how 

it is produced to the highest standards. Such long-form content can help create a closer 

relationship with the consumers and create a more knowledgeable customer base [52]. 

4.2.1. Expert endorsements 

Expert endorsements significantly influence the perceived quality and credibility 

of aquatic food products. These endorsements typically come from professionals with 

domain-specific credibility, including chefs, food safety advocates, nutrition experts, 

and certification bodies. Testimonies from experts offer the consumers a 

recommendation from someone independent; most of the time, they offer consumers 

the social proof that what brands tell them in regards to their products quality and 

safety as well as their origin is true. In the case of the aquatic food products, for 

particularized segments like sustainably sourced seafood or those products having 

enhanced nutritional values, endorsement by the food experts should work as the 

strong means for differentiating the better quality products in the overcrowded market. 

By associating their products with credible experts, food producers can rebuild 

consumer confidence regarding safety, environmental conservation, and quality issues 

[53]. 

Specialist opinions in the case of new media and conventional advertising are 

possible in forms such as TV/radio interviews, social media influencers, articles 

written by the experts, or having the experts advertise in credible magazines and 

newspapers. For instance, a popular cuisine TV channel can use a specific brand of 

seafood in the cooking show while promoting the brand and how perfect it is to cook, 

and a marine biologist can also recommend the brand for being conscious about the 
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kind of fishing method used on the sea products. Moreover, those marks, such as MSC 

or Fair Trade, if given by experts in other chained stores, also boost the believability 

of the product. These testimonials not only build credibility but also increase purchase 

likelihood because consumers tend to trust information presented by experts more than 

standard advertising and promotional material [26]. 

4.2.2. Educational content 

Educational content is important for improving consumers’ awareness about the 

quality and safety of aquatic food products. It serves as a way to provide consumers 

and producers with essential knowledge about sustainability, food safety, and 

traceability. In the case of products like seafood, the lack of such information is 

alarming, and creating awareness through sources, fishing techniques, and quality 

assurance can go a long way to eliminate these myths and misconceptions that 

surround particular industries. Through relaying factual, understandable, and vibrant 

information, consumers are well equipped to make rational choices of the products to 

purchase based on quality production and fairness of the supply chain. Taking this into 

consideration, educational content can be presented in the forms of articles, videos, 

webinars, infographics, and other digital forms that will help companies implement 

their projects across the board in order to reach people of different profiles and 

backgrounds. Specific to the field of aquatic food products, such content may include 

information on the nutritional value of fish, the role of MSC certification, and the 

effects of fishing on the environment [54]. 

Moreover, educational content is highly relevant and useful for building 

consumer trust and enhancing brand loyalty. In a globalized seafood market often 

dominated by alarming discourse about overfishing, ocean health, and food safety 

concerns, firms that provide educational content create a virtuous cycle of trust and 

accountability with consumers. Sharing educational content through the website or 

through blogs, social networks, or YouTube channels will help companies develop the 

identity of a quality leader while reaching their audience. Furthermore, brands also 

apply educational content, and this serves as an effective tool for setting up the brands 

from similar brands based on specific aspects; for instance, environmentally friendly 

fishing and social accountability, fresh traceability, and high safety measures [54,55]. 

5. Challenges and opportunities in aquatic food marketing 

5.1. Market challenges in aquatic food marketing 

From a media standpoint, marketing aquatic food products presents specific 

challenges resulting from misinformation, consumer skepticism, and the nature of the 

seafood business. There is a high probability of misleading information being 

disseminated about the environmental impacts, safety, and sourcing of seafood 

products. Misinformation can quickly spread doubts about the sustainability or ethical 

practices of seafood brands through both digital and traditional media. As consumers 

become more knowledgeable, they demand higher levels of transparency, making any 

negative or misleading news potentially devastating to established brand reputations. 

The trouble for marketers is to eliminate or sell products coping with the fake materials 

while guaranteeing that material that is disseminated about products is real and backed 
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up by scientific research and acknowledged certificates. This calls for media relations 

that put correct information across, and it must be a consistent effort that creates a 

robust and reliable brand image [56,57]. 

The other challenge is the lack of adequate knowledge on the quality of seafood 

and the sustainable sources among some of the consumers. Despite upwelling such as 

overfishing, traceability, and food safety, many consumers are still in confusion on the 

best ways of approaching the seafood industry. This lack of understanding can create 

a problem for brands and their ability to convey benefits and competitive advantage, 

particularly where they resort to media or digital media to put across the quality of 

their product. One of the main communication challenges of seafood marketing is that 

the consumer does not always realize which brands are trying to do something good 

for the environment and its inhabitants, as well as how safe seafood can be. It should 

be tackled through awareness-creation exercises that entail marketers focusing on the 

benefits of sustainable seafood as opposed to other forms of seafood supplies. This 

may require developing simple, informative material; employing the print media, 

television, and billboards to establish awareness and give directions to consumers 

[58,59]. 

5.1.1. Consumer awareness 

Educating the consumers is always a powerful weapon when it comes to 

marketing aquatic food products, especially at a time when factors such as sourcing 

the product from sustainable farming methods and food safety have reached 

paramount importance in the market. As people become more conscious of harmful 

fishing practices and pollution, they increasingly prefer seafood products that align 

with their core values. Research by the National Oceanic and Atmospheric 

Administration suggests that increased consumer knowledge translates not only into 

greater appreciation of MSC certification indicators but also into more scrutiny of 

seafood brands’ sustainability claims and quality standards. Nevertheless, there is a 

lack of information in many consumer segments concerning the challenges of sourcing 

seafood and related environmental consequences of various fishing or farming 

methods. In response to this, firms need to come up with suitable knowledge that will 

enable consumers to make proper choices concerning the benefits of the environment, 

society, and health through consumption. Informing consumers about the existing 

labels, for instance, through the Marine Stewardship Council (MSC) and fair trade, as 

well as the challenge of traceability in the seafood supply chain, is an important first 

step [60,61]. 

While consumers are more empowered, misinformation remains a core issue that 

businesses still have to deal with. With these different label claims appearing in 

various forms in media, the management gets confused with the varying sustainability 

or safety of some seafood products. For example, the popularity of “greenwashing” 

terms within the periods of the food industry where brands give an impression of being 

sustainable has resulted in the distrust in the marketing of seafood. The above-

mentioned challenges can only be met through mature and sincere efforts by the brands 

involved and third-party endorsement through certifications or audits. Higher levels 

of consumer knowledge extend not only to necessary encouragement to eat seafood 

that has sustainable impacts on the environment but also to proper choices of labels 
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and certification that the companies producing the fish should possess. To that end, 

companies can help address these issues and thus create an informed populace that can 

make the right choice when making their purchase [62,63]. 

5.1.2. Market fragmentation 

Market segmentation, especially in food products, has its chances as well as 

constraints on marketers. Market fragmentation, from the media point of view, is the 

breakdown of a target market into small and specifically different sets of buyers that 

have different needs, buying behaviors, and media habits. For seafood marketers, this 

implies the need to satisfy diverse customer requirements based on cultural practices, 

preferences, trends, occasions, geographical distribution, and socioeconomic factors. 

Different communication channels further extend this fragmentation by targeting 

specific audiences and requiring unique approaches to marketing communication. For 

example, the latest generation users may get exposed to seafood content through the 

pages of the social networks or through other engaging campaigns, while those of the 

previous generation may go to it through the conventional media such as television or 

newspapers. This divergence makes it difficult for the marketing team to come up with 

integrated and compatible marketing strategies that appeal to all segments all the time 

[64]. 

Furthermore, the call for transparency, sustainability, further diversification, and 

personalization of seafood products compounds market dispersion. While some will 

buy seafood products with eco-certification and traceability, others will opt for cheap 

products or products that come ready to eat. With reference to the above segments, the 

mass media, especially the digital media, allows marketers to communicate to these 

segments with a lot of ease and accuracy since tools such as statistical analysis and 

audience research can be used to develop appeals that reflect the consumer’s relevant 

values. But this entails a major commitment in the area of content differentiation and 

perhaps the capacity to handle the range of campaigns at the same time. For instance, 

a seafood brand that markets its fish as being environmentally friendly may require an 

individual campaign targeting the health effects of consuming its fish to the slim 

customers, preparation ideas appealing to foodie buyers, and an environmental 

message for Earth-conscious consumers. Managing such dissimilar messages together 

with ensuring the organization has a single voice is not easy; thus, it would need a lot 

of planning and bureaucracy [65]. 

5.1.3. Quality perception issues 

From a media perspective, quality perception in aquatic food products depends 

largely on how information is conveyed and relayed to people. Media is a central 

tunnel in influencing consumer perception concerning the quality aspects of seafood, 

including freshness, nutrition value, quality sustainability, and safety. But the creation 

of conflicting messages or the spreading of false information not only in one media 

type but across media types will also contribute to consumer confusion and skepticism. 

For example, while proposing farm-raised seafood as a more sustainable food option, 

there might be platforms that warn their audience about antibiotic use or the 

environmental effects of farming, which generates confusing impressions of its 

quality. Like any contaminants found in seafood, even if the incidence is singular, the 

information will go viral as it receives a lot of media attention. This leaves consumers 
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feeling that all food they consume is potentially unsafe despite various branding efforts 

to ensure food safety. More so, this negative bias combined with the widespread 

dissemination of messages in the social media platforms is a key challenge for seafood 

marketers [66]. 

Another problem is associated with the different quality standards and 

certifications declared in media content. Labels such as MSC or ASC (Advertising 

Standards Council) that are designed to guarantee consumer trust in sustainability and 

quality lack effectiveness when consumers have no understanding of these standards. 

Unfortunately, these certifications are often promoted through media campaigns that 

provide insufficient information about their actual meaning and significance. 

Furthermore, the globalization of the supply chain provides additional variability to 

the expected seafood quality in various markets. For example, quality standards in one 

country can be different in another country; thus, it can complicate media stories. 

Correcting these inequalities is essential in order not to worsen but to improve the 

access of consumers to aquatic food products through media reports [67]. 

5.2. Growth opportunities 

The dynamic nature of media offers numerous growth opportunities for the 

aquatic food industry, enabling companies to expand their market reach, enhance 

brand visibility, and foster consumer engagement. One significant opportunity lies in 

leveraging digital media platforms to tap into global markets and niche consumer 

segments. Social media networks, such as Instagram, TikTok, and YouTube, are 

particularly well suited for promoting seafood products. These platforms also allow 

companies to collaborate with influencers, chefs, and environmental advocates who 

can amplify their message and resonate with diverse audiences. Additionally, the use 

of advanced analytics and targeted advertising enables seafood marketers to identify 

emerging trends, such as the growing demand for plant-based or sustainably sourced 

seafood, and adjust their strategies to align with consumer preferences [68]. 

Another growth area is the integration of innovative technologies, such as 

augmented reality (AR) and virtual reality (VR), into media campaigns. Furthermore, 

media platforms provide a space for brands to highlight their adherence to 

international certifications, quality assurance programs, and traceability systems, 

which are increasingly important to eco-conscious consumers. By capitalizing on these 

media-driven opportunities, aquatic food marketers can differentiate themselves in a 

competitive landscape and drive sustainable growth [69,70]. 

Evidence clearly shows that for firms to capture growth opportunities, they must 

integrate traditional and digital media while centering their campaigns on consumer 

education. Owned media, including newspapers and television, remain effective for 

establishing standards and appealing to mass audiences, especially in areas where 

internet access is limited [1]. 

Another radical strategy is utilizing sustainability and CSR policies as growth 

perspectives in business. Working themes that imply a brand’s involvement in 

avoiding overfishing or supporting local fishers, as well as environmentally friendly 

packaging, can have a positive impact on PES consumers’ appeal. Other ways of 

extending these efforts can be cooperation with non-governmental organizations 
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(NGOs) or involvement in the events, like World Oceans Day. Also, the observed 

proven link to e-commerce platforms that are associated with digital media campaigns 

suggests another avenue for growth that comes with making the purchase process 

easier for consumers with easy access to quality seafood products. Through the right 

selection of the values to present, the focus on innovations, and the emphasis on the 

commitment to the quality of products, the companies from the aquatic food sector 

could strengthen their positions and reveal growth opportunities with the help of media 

space [71]. 

6. Strategic recommendations 

6.1. Content marketing strategies 

Content marketing can be a persuasive strategy for promoting aquatic food 

products, particularly when appropriately deployed across print and digital media 

platforms. A recommended best practice is developing educational content to enhance 

consumers’ knowledge about the health benefits, environmental impacts, and other 

value propositions of seafood. Articles, blogs, and videos can answer consumer-

related questions like the health implications of consuming fish rich in omega-3, the 

importance of consuming eco-friendly seafood, or tasty recipes that working parents 

with little time can prepare. As a result of adopting the expert and educating strategy, 

brands reduce the likelihood of customers being wary of a company and its product 

offerings. For instance, a seafood firm may post cooking videos or find chefs for 

recipes to create a new product from the company [72]. 

Another strategy is about visual content or, in other words, about visual content 

marketing. Since seafood offers appealing textures, quality images, videos, and 

infographics can be utilized to engage the audience and pass the desired message. 

Accounts on Instagram and Pinterest are appropriate for sharing tasty meals, whereas 

you can use accounts on YouTube and TikTok for sharing the activities of sustainable 

fishing or aquaculture [73]. 

6.2. Influencer collaborations 

Influencer marketing is a practical recommendation for expanding the reach of 

aquatic food products. Food bloggers specializing in cuisine, nutrition, and 

sustainability can serve as credible sources of information, encouraging consumers to 

purchase seafood products. Such partnerships rely on influencer credibility and 

followership, which makes them ideal methods of creating brand recognition and 

developing consumers’ trust. Such endorsements not only associate new products with 

other products but also more personally present products to potential consumers. The 

last key benefit of influencer collaborations is related to improving such things as story 

and realism. References to quality and sustainable sources of fish can also be 

periodically disseminated to the audience through reposting and perhaps through 

direct involvement in the manufacture of products. This is particularly so for aquatic 

food brands to engage the micro-influencers who usually have closer rapport with the 

customers because of the smaller but highly interactive community they engage 

[74,75]. 
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6.3. Data analytics implementation 

Data analytics has revolutionized media strategies for aquatic food brands, 

enabling more effective outcomes and broader coverage of their products. By 

generating and analyzing information from digital platforms, companies can develop 

a deeper understanding of customer tendencies, preferences, and consumption habits. 

For instance, analytics can tell which social media post or advertisement gets the most 

views, and hence brands can produce more similar content. Likewise, analyzing 

control data derived from website CTR (Click-Through Rate) or time spent on the 

product page gives marketing teams realistic data on consumer interest and allows for 

distinction of effective marketing factors. More about Google Analytics and Meta 

Insight, as well as many other tools, allows understanding the performances of brands 

and campaigns across the food industry and improving them for better results [76]. 

One of the major factors that need to be transpired is the effective application of 

predictive analytics that can make marketers capable of knowing trends and demand 

from consumers. Through study of past data and current media, an aquatic food 

company can predict that there will be high demands for various types of seafood 

during different seasons or that there is growing concern from the public for 

sustainability of fish stocks. That helps brands easily predict the market, thereby being 

able to constantly adapt both the marketing strategies and stock levels. Also, using 

sentiment analysis within the social media context can facilitate brand reputation by 

positioning and performance evaluation of their products. Promising data analytics 

adoption takes media campaigns from fixed tools to proactive interventions that elicit 

the right response from desired consumers [77]. 

To effectively incorporate data analytics in media campaigns, brands should 

apply a strict program of analytics integration into the marketing process. The first 

process is to identify specific goals and objectives, for example, to introduce 

awareness, generate traffic, or sell a certain product. For these objectives, businesses 

can then choose metrics on which to focus, including engagement statistics, 

conversion ratios, and demographics. It is important to pay considerable attention to 

data rigidity because of the impact that incorrect or insufficient data might have on the 

strategies in question [2]. 

Another strategic approach is the use of machine learning as well as artificial 

intelligence (AI) to improve analytics. Intelligent tools are capable of analyzing a large 

quantity of data as it happens, meaning that marketers can gain further understanding 

of the audience, the content’s success, and the return on investment. For instance, this 

AI can tell when to post on social media or even make recommendations of ads 

depending on the user’s actions. Marketing departments must work closely with data 

or analytical departments to explain analytics results and provide recommendations. 

Thus, incorporating data analytics into media operations will be beneficial for aquatic 

food brands because it will increase organizational efficiency and help place focus on 

the right target audience, thus allowing them to stay relevant in the quickly growing 

competitive market [78]. 
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6.4. Capacity building initiatives 

Capacity-building activities contribute to the development of stakeholders within 

the aquatic food chain so as to enable them to promote marketing efficiency to fit 

customer needs. These include activities that involve passing simple, efficient, and 

sustainable marketing solutions essential for practice by the individual or organization. 

For example, developing courses such as digital marketing can help seafood-

producing organizations and stores to work effectively with social media tools, e-

business, and technology intelligence. Other capacity-building areas that could also 

improve the capacity of stakeholders include branding, product positioning, and 

storytelling. Since the development of these competencies enhances the industry’s 

capacity to simulate and respond to various market forces, capacity building is very 

vital to the development of the industry [78]. 

Such training and cooperation assist both producers and marketers to adopt and 

familiarize themselves with standards that improve practices and branch out into 

markets with consumers’ confidence. Finally, research collaborations of universities, 

companies, and agencies can foster competitive ecosystems for new aquaculture and 

aquatic food marketing strategies. They make sure that the stakeholders continue to 

operate efficiently and effectively with regard to sustainable development objectives 

[79]. 

Government and other businesses can innovate through collaborative efforts, 

including a partnership between the industry and the academies. For example, 

universities could provide such courses or certificates as seafood marketing or seafood 

sustainability with academic input enriched by practical experience [80]. 

Another strategic approach is the incorporation of technology in learning. The 

means of organization: online platforms and sometimes even webinars make the 

capacity-building programs more available to the participants, especially residents of 

the distant coastal regions. These platforms can include webinars for sharing and 

discussion, instructional meetings and tutorials, and resource centers with current 

guidance on marketing, product quality, and customer relations. For sustainability, 

such capacity building should incorporate elements of training that can go on for a 

long time through mentorship, peers, and other constructive feedback. On the same 

note, monitoring and evaluation frameworks should also be used for the evaluation of 

these initiatives for improvement purposes. Hence, the advancement in skills 

development as a subsector of capacity building has shown that the aquatic food sector 

can develop a dignified workforce, innovative ideas, and improve its graph on the 

international level [80]. Figure 7 shows strategic recommendations and 

implementation timeline. While Figure 8 represents a digital innovation timeline 

displaying the progression of technological advancement in the sector.  
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Figure 7. Strategic recommendations and implementation timeline. 

 
Figure 8. A digital innovation timeline displaying the progression of technological advancement in the sector.  

7. Conclusion 

The phenomenon of connecting digital platforms with a traditional approach to 

marketing is the potential for changing the Egyptian industry of aquatic food. Using 

the examples of social networks, e-commerce, or augmented reality and artificial 

intelligence, companies can counter the issue of deceit and skepticism while raising 

awareness about sustainable production. Also, capacity-building measures besides 

collaboration between academia, industries, and policymakers add to the sector’s 

resources in this aspect and assist in its capacity to embrace change in compliance with 

the market’s dynamics. 

Lastly, the effective recreation of the marketing objectives within anticipation of 

consumers’ values like sustainability and ethical sourcing helps to build consumers’ 

confidence and gain their loyalty. Hence, this review indicated that a concerted 

approach to mobilizing education, technology, and storytelling is central in achieving 
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the dreams, the futuristic growth, and global competitiveness for the Egyptian aquatic 

food market. 

The originality of the study, considered highlighting several advantages. Unlike 

many global studies on social media and consumer behavior, this research specifically 

examines the Egyptian aquatic food market, a sector that has unique cultural, 

economic, and digital adoption characteristics. While existing research often focuses 

on either digital or traditional marketing, this study uniquely explores their synergistic 

relationship, demonstrating how their integration can enhance consumer trust and 

market sustainability. Despite conventional marketing studies that primarily examine 

consumer engagement, this research connects social media influence with 

sustainability goals, revealing how digital platforms can promote responsible seafood 

consumption and ethical sourcing. The study also moves beyond theoretical 

discussions by offering actionable insights for businesses, policymakers, and 

marketers in Egypt’s aquatic food sector, providing a roadmap for adopting effective 

marketing strategies. 

This review highlights the growing significance of integrating digital and 

traditional marketing strategies in Egypt’s aquatic food industry. Businesses such as 

Carrefour Egypt and Al-Bustan Aquatic Foods have demonstrated the practical 

benefits of leveraging online platforms, while Nestlé Egypt’s campaigns showcase the 

effectiveness of socially responsible branding. As consumer preferences evolve, 

companies must adopt a multi-channel marketing approach that balances conventional 

media with emerging digital trends. 

Future marketing trends in Egypt’s seafood sector will be driven by 

sustainability, localization, and technological advancements. The increasing reliance 

on social media, e-commerce, and influencer marketing will shape brand-consumer 

interactions, particularly among younger, digitally engaged audiences. Moreover, 

localized content and culturally relevant campaigns will be essential in building brand 

loyalty. Search engine optimization (SEO) will play a crucial role in enhancing online 

visibility, allowing brands to reach target audiences more effectively. However, 

businesses must continuously refine their SEO strategies to remain competitive in an 

ever-evolving digital landscape. By integrating these insights, seafood brands can 

enhance consumer trust, improve market positioning, and drive sustainable growth in 

Egypt’s aquatic food industry. 

This study underscores the transformative impact of social media, digital 

marketing, and sustainability on consumer behavior within Egypt’s aquatic food 

market. The integration of traditional and digital media strengthens brand credibility 

and enhances consumer engagement, while e-commerce platforms facilitate greater 

transparency and personalized marketing experiences. However, challenges such as 

misinformation and market fragmentation highlight the need for structured 

communication strategies. 

Key industry trends indicate a shift toward affordable, locally produced seafood, 

driven by economic considerations and evolving consumer preferences. The growing 

demand for sustainable seafood and ethical sourcing presents an opportunity for 

businesses to adopt eco-certifications and responsible marketing practices. 

Additionally, leveraging AI, data analytics, and digital storytelling techniques such as 

AR-based sourcing tours and QR-coded traceability—can enhance consumer trust and 
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brand differentiation. By embracing these strategies, Egypt’s seafood industry can 

achieve sustainable growth, improve market access, and align with global best 

practices in responsible seafood marketing. 

To strengthen the practical relevance of those findings, insights on best practices 

from the reviewed literature have been incorporated, demonstrating how businesses 

can create a cohesive marketing approach. Successful strategies involve leveraging 

digital platforms such as social media, e-commerce, and AI-driven personalization 

alongside traditional media channels like television and print advertising. An 

integrated marketing communication (IMC) strategy ensures consistency across 

multiple touchpoints, reinforcing brand messaging and improving consumer trust. 

Additionally, interactive elements such as live-streamed cooking demonstrations, 

influencer collaborations, and augmented reality (AR) experiences provide immersive 

brand interactions, further strengthening consumer relationships. Cross-channel 

analytics play a vital role in assessing campaign effectiveness, enabling businesses to 

optimize their strategies in real time. As sustainability gains prominence, companies 

must also integrate corporate social responsibility (CSR) messaging through digital 

storytelling, eco-labeling, and cause driven campaigns to differentiate themselves in a 

competitive market. By embracing a balanced mix of digital innovation and traditional 

reliability, seafood brands in Egypt can maximize their market presence, enhance 

customer engagement, and drive sustainable growth in an evolving digital landscape. 
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