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Introduction  
 

 

All publicity is good publicity 
  

Advertising and branding have always been very important to trade and 

industry. Graphic design has been the driving force behind many successful 

advertising, marketing and environmental campaigns.  

 

Though we might not realise it, we are surrounded by adverts, packaging 

and branding every day. When you open your fridge at home and pull out a 

packet of fish fingers, you are seeing a brand and all the images and ideas 

that are associated with it. The colours, pictures and even the type of 

lettering used give you an impression of the product inside the box.  

 

Similarly, environmental campaigns around sustainable fishing have used 

graphic design and images to promote their causes. Memorable images and 

tag lines can make campaigns particularly successful.  

 

Fish has been constantly advertised and re-branded through the centuries as 

some species became more popular and trendy to eat than others. Different 

species fell in and out of fashion just like modern ‘superfoods’ today. 

 

In this year’s Art Competition, schools are invited to explore the idea of how 

graphic design has been used to brand, package, save and promote fish. 

This includes designs depicting fish species themselves, fish products, or 

environmental campaigns. We hope that you will be inspired by these 

aspects of fish-related design and that you’ll create diverse and original 

artworks in response.  
 

 

This can be done by taking part in one of the museum’s art workshops 

(suitable for P1-2, P3-5 and P6-7 classes) or by using the information and 

images in this document in the classroom.  
 

The Scottish Fisheries Museum owns the copyright for all images except when 

stated.  
 

 

This pack is split into the following parts: 
 

Page 3: Colour, Font and Image 

Page 7: Branding Fish  

Page 9: Packaging Fish 

Page 11: Nifty Nets  

Page 12: Saving and Promoting Fish  
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Colour, Font and Image 
 
Graphic design is all about the colour, fonts and images that you use to get 

your message across. Some colours convey particular feelings or have 

particular connotations that can help strengthen a campaign. Some fonts 

link well with a subject and finding the perfect image can pull the whole 

design together.  

 

Colour 

 
Did you know that there are theories about the kinds of colours you use and 

when you should use them? There are also many ways that we can use 

colour to make our images convey a certain emotion or atmosphere.  

 

For instance:  

 

Dark colours make an object look heavy, light colours make an object look 

light.  

 

Colours like white and green make you think of cleanliness and hygiene.  

 

Colours like purple and gold can seem a lot more royal and regal.  

 

Red is often seen as an angry colour; blue is seen as calming.  

 

 

For designers, the colour wheel is one of their most important tools. It can 

show you which colours work together well and which ones won’t, as well as 

showing you which colours will combine to make your designs stand out.  

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

© Tiger Color (http://www.tigercolor.com/color-lab/color-theory/images/color-wheel-300.gif 
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The way that colours relate to each other can be seen on a colour wheel:  

 

 
 

 

 

 

Complementary Colours – These colours sit opposite each other on the colour 

wheel and naturally ‘go’ together. Colour combinations include red and 

green for example.  

 

Contrasting Colours – Sit 3 places away from each other on the colour wheel. 

These colours have the sharpest contrast and bring out each of the colours to 

make them ‘stand out’.  

 

Harmonious Colours- Sit next to each other on the colour wheel. Putting these 

colours together is pleasing for the eye.  

 

 

 

Font 

 
The kind of lettering you pick for your packaging or advert is an instant 

indicator of the kind of product or campaign you are promoting. 

 

There are 2 main types of font:  

 

Seriph fonts  and   Sans Seriph fonts 

 
Seriph fonts have a small line attached to the end of each stroke. This makes 

them look more traditional and sometimes more exclusive.  

 

© Education Resources 

(http://educationresources.serif.com/cambridgenationals/creating_digital_images/1_specify_image_s

olution/part1-10.html 
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Sans seriph fonts do not have this extra stroke and are usually plainer. This can 

make them look more modern and less formal. 

Image 

 
‘A picture is worth a thousand words’ 

 

This saying is definitely true of graphic design campaigns. Choosing the right 

image to sum up your message is vital to creating a powerful graphic design. 

A simple, clear image will often convey more than a complicated image 

would. 

 

 

For example, Hugh Fearnley-

Whittingstall launched a campaign 

called the Fish Fight in 2010 to 

campaign against discards of fish 

at sea.  

 

On the campaigns’ website there is 

information for how to get in touch 

with major supermarkets and how 

to find their fish sourcing policy. This 

information was shown on receipts 

to link with the shopping theme of 

the campaign. The idea was to get 

people to question the 

supermarkets about where they got 

their fish from to pressure them to 

become more environmentally 

friendly.  

 

 

Logos can also present a powerful message.  

 

FishLove was a series of images that showed 

celebrities with fish in an effort to raise 

awareness of destructive fishing practices. 

The portraits raised awareness for campaigns 

like Marine Conservation Society, 

OCEAN2012, Deep Sea Coalition, The End of 

the Line, and Blue Marine Foundation.  

 

This logo, showing a fish and the title of the 

project in the shape of a heart sums up both 

the title of the project and the idea behind 

 the campaign in a single, recognisable 

 image.  

© The Fish Fight (www.fishfight.net) 

© Fish Love (https://fishlove.co.uk/) 
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This image is the logo for the ‘Fishing For 

Leave’ campaign which supports Brexit as an 

opportunity to regain control of UK fisheries 

and rejuvenate the industry.  

 

By using the figure of Britannia (the traditional 

figure symbolising Britain) this image of a fish 

associates itself with being proudly British and 

patriotic.  

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Fishing For Leave (ffl.org.uk)  
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Branding Fish 
 
Though you might think that branding and advertising is a relatively new 

business, it actually goes back hundreds of years.  

 

During the Victorian period, barrels of fish would be ‘branded’ with a 

particular mark to show that it had been quality controlled and had been 

prepared by a 

particular curing 

company.  

 

In busy fishing 

ports like 

Anstruther, a 

Fishery Officer 

would check 

barrels for their 

quality over the 

course of ten 

days to make 

sure that it was 

to the highest of 

standards. The 

Scottish Fisheries Act of 1815 had set out certain standards for cured herring. 

The fish had to be gutted with a sharp knife (called a futtle) and packed in 

salt within 24 hours.  Only herring cured to this standard could be awarded 

the ‘Crown Brand’. White herring was packed in barrels of salt and red 

herring was smoked over oak fires for up to a month before packing. 

 

These brands were logos for curing companies and were instantly 

recognisable to traders. Some curers’ brands were seen as being as good as 

the Crown Brand 

because of the quality of 

their produce. The 

branding put onto 

barrels in this period was 

vital to the success of the 

fishing industry in 

communities like 

Anstruther as the best 

quality fish could 

demand the highest 

prices.  
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More Examples of Branding… 
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Packaging Fish 
 

Although early fish catches were packaged in branded barrels in large 

amounts, nowadays we tend to buy fish packaged in much smaller 

quantities.  

 

Whether you’re buying pre-cooked fish from your local chippy or a fillet of 

salmon in your local supermarket, you will come into contact with advertising 

in the packaging that your purchase is 

protected by.  

 

 Traditionally, fish and chip shops used 

newspaper to wrap their products. This 

soaked up any grease and protected your 

meal but didn’t offer very good advertising 

for the shop. Nowadays, chippies like the 

Anstruther Fish Bar have a brand that they 

advertise through their packaging. Even 

over time their image has not changed all 

that much. This has meant that the shop 

has been able to ensure that their logo and 

packaging is instantly recognisable to their 

customers and more importantly, potential 

customers. Even though the design of their 

packaging may have changed over time 

to follow trends and fashions, their logo of a 

fisherman holding a fish remains the same. This makes any new packaging 

designs recognisable.  

 

Brands have to be very careful 

when re-designing packaging 

and especially their logos. If 

they change their logo too 

much it might become 

unrecognisable to their target 

market (the types of customers 

they are trying to attract). 

Modern packaging, for 

instance, might appeal more to 

a younger person, whereas more traditional-style packaging might appeal 

better to older people. Packaging with cartoon characters and bright 

colours might be aimed at children while dark and metallic packaging could 

suggest that a product is more luxurious and exclusive. Have your students 

bring in some of their favourite packaging so that you can discuss the 

colours, images, logos and features that could inspire your class.  
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More Examples of Packaging… 
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Nifty Nets  
 
A net is a pattern that can be cut and folded into a 3D shape. All packaging 

uses some kind of net. Some are very simple, like the net of a cube for 

example.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Others are much more complex. 

There are net designers who 

develop very complicated 

structures. They are called paper 

engineers. Robert Sabuda is a 

paper engineer. He designs 

complicated pop up books and 

paper installations. Take the time 

to explore Sabuda’s work and 

maybe gain some inspiration from 

the colours and shapes that he 

uses.  

 
The kind of net you print your packaging onto depends on many factors. 

What kind of product are you trying to sell? If you’re packaging a trendy, 

modern product you might try to develop a more complex net so that your 

product stands out. If you’re trying to create a package that is easy to 

tessellate (fit together) then you’ll want to keep your net as simple as 

possible. Shapes like cubes and rectangles can fit together very easily when 

transported in larger boxes for example. This is why a lot of the food you buy 

in the shops is packaged in boxes this shape.  Consider the kind of product 

you are designing your packaging for. Is it a product that is sold in large 

quantities; or is it a more exclusive, one-of-a-kind product?  

© My Imagination Kingdom 

(https://cdn.shopify.com/s/files/1/0173/8676/products/

9780689847431_Alice_in_Wonderland_Pop_Up_1_large

.jpg?v=1459667149) 
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Saving and Promoting Fish 
 

It has been recognised for centuries that fish 

stocks are not infinite. The first prominent 

pioneer of fisheries science was Frank 

Buckland (1826-1880). He was a contemporary 

of Darwin and one of the first to put forward 

the idea that it was not enough to simply 

protect one commercial species of fish- to 

protect fish stocks the whole marine 

environment should be protected. During his 

lifetime, Buckland set up a museum in 

Kensington in London to display his collection 

of fish casts and specimens. Today, a lot of 

fisheries science is still based on Buckland’s 

work and a part of his collections is held at the 

Scottish Fisheries Museum.  

 

 

Tagging became a common way of 

tracking the size of fish stocks. 

Fishermen would record the date, 

time, place and type of fish on a 

postcard as well as the tag number. 

This would be sent to a fisheries 

agency or conservation 

organisation. As you can see from 

this poster, rewards were often given 

to people who reported finding 

tagged fish. This was to encourage 

people to participate in the scheme. 

By gathering this information, 

fisheries agencies and conservation 

organisations can keep track of fish 

stocks – where they migrate to and 

how many fish of different species 

can be found in certain areas.  

 

Today there are many organisations 

trying to raise awareness about the 

safety of marine life. There are also 

many organisations campaigning to 

encourage us to eat more fish and 

to choose sustainably caught fish 

produce.  
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Organisations like Seafish 

promote sustainable fishing 

and aim to encourage people 

to eat more fish. Their 

campaigns include Seafood 

Week (which runs in October). 

Their catchy campaign titles 

include: #Fish2aWeek and 

#FishistheDish.  

 

#Fish2aWeek is a campaign that focuses 

on the idea that we should be eating 2 

portions of fish a week (including an oily 

fish) to make sure we take advantage of 

the vitamins and minerals that fish can 

provide.  

 

Seafish says that eating 2 portions of fish a 

 week:  

- Lowers the risk of heart attack, heart disease, 

cholesterol, stroke, depression, diabetes and 

Alzheimer’s 

- Increases levels of Omega-3 in your body. This 

leads to healthy skin, hair and nails and improves 

sleep.  

- Boosts your mood and maintains brain function. 

 

Seafood Week is a week-long national celebration of 

seafood in the UK. Restaurants, fishmongers and even 

museums get involved, holding special events and  

creating special dishes to highlight fresh local catches.  

Seafood Week is usually in the first week of October and 

 kicks off with #FishPunDay. Can you think of any good  

fish puns?  

 

 

The Marine Stewardship Council (MSC) sets the standard 

for sustainable fishing and works with its partners to 

encourage sustainable fishing practices amongst 

members of the fishing industry.  

 

Fish products that have this symbol on their packaging 

have been sourced sustainably to the standards set by 

MSC. Look out for the MSC logo next time you go 

shopping and try to only buy fish products that have 

been caught sustainably. Sustainable fishing is vital to 

© Seafish (http://www.seafish.org/) 

© Seafish (http://www.fishisthedish.co.uk/health/2-

a-week) 

© Seafish 

(http://www.fishisthedish.co.uk/

seafoodweek) 

© Marine Stewardship Council 

(http://www.msc.org) 
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protecting our fish stocks and making sure that different kinds of fish don’t 

become extinct! 

More Examples of Promotional and 
Environmental Material… 
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