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Mission Statement*

FirstMate is about people who depend on the revenue of the 
seafood sector to ensure: 

Their wellbeing is enhanced  •  Pride in the sector  •  Successful whānau 
Resilient businesses  •  Strong sector and strong future

Our Values*

Mana  •  Respect  •  Trust  •  Confidentiality  •  Collaboration  
Professionalism  •  Empathy

*Mission Statement and Values developed by Capiche based on 
SSI team documents and discussions with stakeholders in 2019.
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Message from the Chair 

Kia ora,

We are excited to share with you our Annual Report for the period July 2022  
to June 2023. This report signifies a step change that FirstMate has 
undertaken in the last two years into a professional organisation and charity, 
with systems and processes well embedded. 
We acknowledge and appreciate the financial support from the Ministry for Primary Industries (MPI) to 
June 2023 that enabled us to drive awareness of our services, focus on setting up our systems and build 
relationships with stakeholders. It ultimately enabled us to fulfil our goal to offer those working in the 
seafood industry with business guidance, and the direction and support they need to better navigate the 
pressures and complexities that come with the job. 

Our fishers and marine farmers are extremely proud of the work that they do – whether it’s harvesting a 
fresh catch or marine farming activities – providing a valuable protein source to New Zealanders. 

Our fishers and farmers are acutely aware of social pressures and stressors that influence their 
sustainability as a provider of these proteins. Working at sea can be very challenging – mentally, physically, 
legally, and financially and, as things continue to change, it’s vital that people in the industry – and their 
whānau – have the support they need to adjust and thrive. 

We know from our 551 interactions with 116 fishers, marine farmers and their whānau, that the main 
stressors affecting them are whānau/relationship stressors, adverse weather events, financial stressors and 
crewing issues and we continue to focus on resources and support in these areas.

FirstMate is there to enable our fishers and marine farmers, and their whanau, to address mental 
health and wellbeing challenges and to promote rehabilitation avenues that allow them to improve in 
themselves and the sector.

The year has been a year of two halves; the first half to December 2022 focused on raising awareness and 
engagement with those working in the seafood industry, so they know that our services are available to them. 

In the second half of the year, while continuing to raise awareness, through the appointment of a new General 
Manager the team also turned its attention to putting effective systems in place to ensure we are professional 
in our approach and to fundraising in preparation for FirstMate being independent from MPI from July 2023.

I want to give special acknowledgement to the team who has made a real difference to the lives of many. 
Thank you to the 16 (plus a Health) Navigators who are on-the-ground helping our fishers, marine farmers 
and their whānau. Thank you to Mary Schumacher, our GM, for her direction and passion; Guard Safety’s 
Darren Guard and Shalaine Jackson and their wider team who support our Navigators and are at the 
end of the phone. Thank you to the wider team; Lee Cowan (communications), Dana Carver (Scarlatti, 
evaluation and project management) and Michael Kaloyanis (Grant Thornton, finance). 

I also want to thank the Board of Trustees who have generously volunteered their time and passion to 
helping our sector and to steer FirstMate in the right direction. 

Nga mihi, 
Geoff Donley



Independent evaluation
Scarlatti undertook an evaluation of the FirstMate pilot from October 2021 to 
October 2022 through interviews, surveys, website analytics, quantitative data 
and written feedback. It found that FirstMate is a necessary and long-awaited 
service for the seafood industry and is saving lives. 
The fishers and Navigators who were interviewed reported high levels of respect for and value from 
FirstMate’s services. 

The events, communications and promotions were successful in spreading the word about FirstMate and 
the resources created were deemed useful by users. 

Scarlatti recommended that expanding and evolving the pilot initiatives was essential for FirstMate to 
continue making a difference for the seafood industry, particularly around engagement and promotion.  
It recommended the following based on the pilot evaluation findings:

	» 	Raise awareness of FirstMate by maintaining existing promotional activities

	» 	Maintain and evolve Navigator support and training

	» 	Continue to evaluate and review

Following the release of the evaluation in November 2022, FirstMate adopted several of the 
recommendations and applied this into the planning for 2023/24.
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Supporting research 
FirstMate believes that understanding the extent of fisher mental health and 
wellbeing will be a huge aid to understand how best to tackle the problem and 
support our fishers. 
As a result of a FirstMate presentation to the Maritime Topic Hub (Psychosocial Risks in the Maritime 
Industry) in August 2022, FirstMate was asked to assist Massey University in a pilot study on the delivery  
of a Copenhagen Psychosocial Questionnaire (COPSOQ) to industry.

MPI and FirstMate also undertook research (conducted by Litmus) to understand the current mental health 
and wellbeing of fishers and marine farmers. These results are unpublished but, at a high level, tell us that:

We activated the 
Navigators to assist in 
obtaining survey responses, 
obtaining 47 survey 
responses for the pilot study 
which was above target 
expectations. Results will 
be shared towards the end 
of 2023. 

One in three people surveyed 
reported they did not see 
themselves staying in the 
industry long-term.

Less than half of respondents 
(42%) were satisfied with life.

About half (48%) reported 
things had worsened compared 
to a year ago. 
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Our internal workings

Governance
In October 2022 and January 2023 respectively, two new  
trustees were appointed to the FirstMate Board; Tamar Wells 
and Stephanie Hopkins. 

In January 2023, the Board was delighted to recruit a General 
Manager to pick up the day-to-day management of FirstMate.  
Mary Schumacher was appointed to this role. 

Mary Schumacher 
General Manager

Focus has been on putting effective systems in place to ensure we are professional in our 
approach and in preparation for FirstMate being independent. The focus has been on: 

	» Financial reporting, budgeting, and planning 

	» Engagement with MPI and strengthening relationships. This resulted in a signed MOU 
agreement to support FirstMate, with a grant for the next year and a move to  
bulk funding for the 2023/24 year

	» Securing funding for the North Island Weather Events to provide Navigator services in the 
affected regions for the 2023/24 year

	» Strategic planning and annual business planning 

	» Administration and reporting 

	» Service agreements with our main contractors
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Funding
In 2020 the Government announced funding of $4.6 million over 
three years to enable MPI (Fisheries New Zealand) to support the 
establishment of FirstMate, a national seafood sector support 
network. Of this $4.6 million, FirstMate received $1,213,800 from 1 July 
to 30 June 2023 from MPI (in total $1,835,853 from the first payment 
received in May 2021) to set up, create the services needed and 
promote services to the fishing industry and community. 

After this funding period, ending June 2023, it was intended that 
FirstMate would transition to a different funding model, including 
Industry funding. 

Through 2022/2023, FirstMate worked on developing a co-funding 
model to secure the sustainability of FirstMate after June 2023. We 
also worked with MPI, who committed $400k for 2023/2024, on a 
possible longer-term funding model once funding discussions with 
other prospective funders progressed. 

This work is ongoing into the 2023/2024 financial year. 

Operational system 
improvements
Early in the financial year 
we migrated from Excel and 
paper-based reporting on client 
interactions to a new SharePoint 
online electronic reporting 
system (CRM) which includes 
PowerBI reporting. 

This included the purchase 
of iPads for the Navigators 
for their electronic reporting. 
This provided for far better 
interactions than Excel/paper-
based for logging and reporting. 

We also set FirstMate up as a 
charitable organisation with 
Microsoft which meant we no 
longer had to pay for any of 
the basic Microsoft Office 365 
packages.
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On-the-ground and grassroots  
support for fishers, marine farmers  
and their whānau 
Over the year, FirstMate supported 116 clients with over 551 total interactions, 
which is on average around five interactions per client.
We also onboarded four new Navigators in the Marlborough Sounds, Auckland, top of the South Island and 
Stewart Island, as well as a new Health Navigator. We now have 16 Navigators (plus the Health Navigator) 
working across the country in our main fishing areas, on-the-ground, known locally and there to support. 

Our Navigators are offered bespoke training and attended a two-day annual Navigator training in March 
2023 which covered a range of topics from wellbeing training, media training, MOSS/HSWA training, CRM 
reporting system training to an overview of the Aquaculture industry.

As a result of the impacts of Cyclone Gabrielle, FirstMate sent two South Island Navigators to the 
impacted regions. FirstMate collaborated with Rural Support Trust and MPI and raised the awareness of 
the impacts on the seafood sector to Government and other agencies which resulted in support grants 
being made available to the seafood sector. The Navigators assisted fishers with grant submissions which 
equated to approximately $300,000.

We realised that one of the stressor’s fishers faced was Electronic Reporting (ER) required by regulation. 
FirstMate worked collaboratively with MPI and FishServe to coordinate, promote and facilitate 16 
national ER workshops, with support from the local FirstMate Navigators. These were focused on fisher 
re-education, improving fisher understanding of the utility of KUPE for generating reports and performing 
amendments, ensuring all current online FishServe guides are current and clearly articulated, and 
providing targeted assistance for fishers who have high error rates or regular compliance issues.
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Client Demographics

Sector

	 Inshore  63%

	 Unknown  9%

	 Deep sea  7%

	 Rocklobster  7%

	 Other  6%

	 Aquaculture  5%

	 Paua  3%

	 Government  -1%

Gender

	 Male  82%

	 Female  18%
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Client Stressors

Sector

	 Fisheries

	 Maritime

	 Industry

	 Other

Whānau/friend/relationship stressors

Adverse weather event 

Personal e.g. depression/stress/anxiety

Financial stressors

Crew/employment issues

Operational stressors

Compliance stressors (MPI)

Electronic Reporting (software/hardware)

Accident/Incident

Compliance stressors (MNZ)

Health issues

Drug & Alcohol issues

Industry Transformation Plan

Maritime qualification issues

ACE/Quota concerns

Fisher future sustainability

Business support

Landing & discards

Suicide impacts

Camera’s onboard

Dolphin Threat Management Plan

Jobseeker

Other

10.9%

10.3%

10.3%

9.1%

8.0%

7.4%

5.1%

5.1%

4.6%

4.0%

4.0%

3.4%

3.4%

3.4%

2.9%

2.3%

1.1%

1.1%

1.1%

0.6%

0.6%

0.6%

0.6%

	 Note that Ministry for Primary Industries have been proactively referring fishers impacted by
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Support Provided

Agency support/referral 

Administrative support/referral*

Counselling support/services 

General support/comms 

Business support/referral 

Financial support/referral 

Industry connections 

Operational support/referral 

Mentoring 

Suicide support/referral 

Hardship support/referral 

Healthcare support/referral 

Bereavement/significant illness

Support person services 

Training/resources support/referral 

Career support/referral 

Employment support/referral 

FirstMate Health Navigators 

Legal support/referral

48

40

37

16

12

10

9

7

6

6

4

3

3

3

1

1

1

1

1

*MNZ/MPI/Agency administration requirements e.g. permits, deemed value, 
qualification/ticketing, forms, processes, applications

Agency support providers

	 Ministry for Primary Industries  54%

	 Maritime New Zealand  23%

	 FishServe  10%

	 Inland Revenue  4%

	 Other agency referral  4%

	 Ministry of Social Development  2%

	 Work and Income  2%
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Spreading the word and building awareness
At the beginning of the financial year, FirstMate procured external communications 
support to deliver a comprehensive communications strategy to build awareness of 
the services of FirstMate to fishers, marine farmers, and their whānau. It focused on 
four areas: build and promote, understand, create supporters, and inspire. 
Over the year, we have consistently achieved significant engagement through digital and social channels. 
The momentum created in August and September continued through to Christmas and the new year, with 
targets either well on track or far exceeding expectations. 

From August 2022 to February 2023, we launched our social channels and invested in building 
engagement. For the first six months we achieved amazing results; a 170% increase in Facebook 
page likes, 888% increase in Instagram followers, and 1.43 million impressions of FirstMate digital 
advertising across all channels. From February 2023 (with a slight reduction in investment and as our 
audience became familiar with us), we achieved a 41% increase in Facebook page likes, 28% increase 
in Instagram followers, 108% increase in LinkedIn followers and 865,626 impressions of FirstMate 
digital advertising across all channels.

FirstMate also focused on direct stakeholder and community engagement and were involved in 29 
industry and community engagements – one every two weeks! These ranged from stakeholder and 
industry presentations to having stands and presenting at conferences, through to hosting Seafood BBQ 
events and attending community events such as the Nelson Blessing of the Fishing Fleet in May. At each 
of these engagements, the focus was on building awareness of FirstMate’s services and connecting with 
fishers, marine farmers, and their whānau in a meaningful way. 

The key communications priorities in the first half of the financial year were to set up excellent 
communications channels. This included moving the website to a new platform and updating content, 
building a strong foundation in social media, and beginning to do more storytelling through newsletters 
(Seafood NZ magazine, MFA magazine) and the media. It also included media training the Navigators.

FirstMate continued to 
raise awareness through 
sponsorship of the South 
Seas Spearo TV episodes 
and events sponsorships, 
such as the Havelock Mussel 
Festival and Seafood 
Saturday in Nelson. 
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A range of new resources were developed or adapted, including 
the Drug and Alcohol Awareness Module, Leadership at Sea video, 
Managing Conflict video, a new Deckhand resource to accompany 
the ER workshops, adapting the Managing Stress for Fishers booklet 
to the aquaculture sector - Managing Stress for Marine Farmers - 
and investment in event packs including banners, flags, handouts 
and iPads.

To drive social and digital promotion, FirstMate created a 
wellbeing video that resulted in significant engagement - and we 
continue to repurpose Guard Safety videos for social content. 

In March 2023, we updated our marketing creative (the style and 
look of the adverts) and evolved our messaging to be more emotive 
for digital channels; MET Service, Facebook, Google, and LinkedIn. 
This also included two photoshoots to get more authentic imagery. 

Following Cyclone Gabrielle in early 2023, we promoted the 
Navigators who travelled to the impacted areas (predominantly 
Napier and Gisborne) and provided guidance through website 
resources and media (RNZ and Stuff). 

A range of opportunities have also presented themselves and been 
taken up, including MPI Primary Matters podcast (released later 
in the year), creating a Supporters Pack, award nominations and 
Seafood NZ wall planner advertising. 

From deckhands to skippers to the office 1

MANAGING STRESS  FOR MARINE FARMERSFROM DECKHANDS TO  SKIPPERS TO THE OFFICE

What is wellbeing?

Wellbeing can be physical or emotional. It describes how we feel about our life at present.

It doesn’t necessarily mean that everything is going well – for example, if you are injured physically or  

mentally and this is painful and reduces the normal activities you can undertake, this might reduce the overall 

feeling of wellbeing.

However, if you accept that things happen and have a plan to gradually getting back to normality, or that even 

in challenging circumstances, that you are growing and learning, then it’s likely you’ll maintain an inner sense 

of wellbeing. Your attitude or sense of meaning or purpose in life is likely to have a significant impact on your 

overall sense of wellbeing.

What is depression?

Depression is a state of unhappiness or low mood that goes on for a while –  

more than a few days. 

Normally, people who are depressed lose interest or pleasure in activities that 

they used to enjoy. Other symptoms include a feeling of hopelessness about life, 

irritability, loss of sleep (or sometimes increased need for sleep), struggling to 

concentrate, decreased energy, changes in appetite, feelings of worthlessness or 

guilt. When depression is significant, suicidal thinking is common. Some of these 

changes are normal in certain life circumstances – for example, if you lose someone 

close to you. Some of the experiences of grief are the same as depression, however 

the major difference is how long and how intense the experience of depression is.

What is anxiety?

Anxiety is worry about some aspect of the future.

Stress or anxiety is a normal feature of life when there’s some danger or risk  

of something bad or painful happening. For example, most people get anxious 

if they don’t have enough money to pay their bills, or if they or someone they 

love becomes sick or unwell. If it becomes excessive, then you’ll likely be feeling 

anxious most of the time, or that anxiety is out of proportion to the stress or risk  

you’re facing. 

Some of the physical symptoms of anxiety can include sweating, heavy and  

fast breathing, drymouth, shaking, fast heartbeat, dizziness and fainting, 

stomach aches and sickness, and tight and sore muscles.

FAQSWELLBEING

www.firstmate.org.nz

For support or advice call  

0800 ADRIFT (0800 237438)
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Financial Summary 2023
The Seafood Sector Support Network Trust 
For the year ended 30 June 2023

‘How was it funded?’ and ‘What did it cost?’

Total Revenue
1,220,744

99.43%
Revenue from providing 

Goods or Services

85.24%
Costs to provide 

Goods or Services

0.31%
Donations and 

Frundraising

14.40%
Volunteer and 

Employee Costs

0.26%
Interest, 

Dividends and 
other Investments

0.36%
Other Expenses

Total Expenses
1,022,658

Financial Performance for the year ended 30 June 2023. The information in this report has been 
summarised from the audited consolidated annual financial statements of The Seafood Sector Support 
Network Trust for the year ended 30 June 2023. The full audited financial statements are available to 
download here or on the Charities Services website.

https://firstmate.rocketspark.co.nz/site_files/34094/upload_files/AuditedPerformanceReport2023.pdf?dl=1
https://www.charities.govt.nz/





