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ASMI Overview and Budget

ASMI Marketing Goals & Strategy

International Market
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Alaska Seafood
Marketing Institute 

As Alaska’s official seafood marketing arm, ASMI is 
established under AS 16.51 to maximize the economic 
value of the Alaska seafood resource by: 

● Building and protecting the Alaska Seafood brand
● Developing and creating markets for Alaska 

seafood products
● Working directly with the seafood industry to 

maximize efforts
 

ASMI is directed by a Governor-appointed Board of 
Directors: Five Processors, Two Commercial Harvesters;
and Nine board-appointed Species and Operational 
Advisory Committees.
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ASMI Programs

International Marketing

Domestic Marketing

Seafood Technical

Communications

Global Food Aid
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FY2025 Budget*
• Seafood Marketing Assessment

• $16,386.1 (0.5% of ex-vessel value)

• Federal Funds
• $13,036.4

• Market Access Program (MAP)
• Regional Agricultural Promotion Program (RAPP)
• Saltonstall-Kennedy Grant (SK)
• Cochran Fellowship
• Emerging Markets Program (EMP)
• Quality Samples Program (QSP)

• $0.0 UGF

Total FY2025: $29,422.5

FY2025 Spend Plan: $23,352.5

FY2026 Budget Request*
• Seafood Marketing Assessment

• $13,533.0 (0.5% of ex-vessel value)

• Federal Funds
• $13,023.5

• Market Access Program (MAP)
• Regional Agricultural Promotion Program (RAPP)
• Saltonstall-Kennedy Grant (SK)
• Cochran Fellowship
• Emerging Markets Program (EMP)
• Quality Samples Program (QSP)

• $10,000.0 UGF (supplemental, FY2025-FY2027)

FY2026 spend plan set by ASMI Board in May

ASMI Budget

*in thousands



ASMI Budget Breakdown
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ASMI Spend Plan & Revenue
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ASMI Revenue History
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Alaska Seafood 
Industry Situational 
Overview 

• Excess Inventories of key species harvested in Alaska and 
other countries in 2022 and 2023

• Decreasing Consumer Demand: inflation spending

• Russian War in Ukraine: historic low prices

• Unfair Trade Policies: both export/import

• Increased Costs:
• Capital – cost to carry inventory
• Labor – inflation - operational costs
• Global Shipping – International & Lower-48
• Sustainability, social responsibility, environmental 

compliance, insurance, and storage
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The cost to execute 
Alaska’s fisheries is not 
price competitive with 
global competition. 



FREEDOM
  FISH

• Federal Executive Order 14068: Bans Russian 
Seafood from U.S.

• In 2022, 70,000 metric tons of Russian 
seafood valued at $452 million entered U.S. 
market

• Opportunity for all Alaska seafood species

• Near-term focus: Pink & Chum Salmon, 
Sablefish, Pollock/Surimi, Flatfish

• Norway, Chile, Iceland, and farmed whitefish 
also taking advantage of ban
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Budget Request & 
Three-Year Goals

$10,000.0
FY2025 – FY2027 Supplemental Multi-year
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Capitalize on the Russian import ban and increase 
U.S. domestic market share of Alaska seafood 

Gain more than 50% of the sales left behind from the 
Russia seafood ban.

Increase Alaska Seafood brand recognition of key 
species by 10%

Promote wild Alaska seafood with an emphasis on 
Alaska sockeye, pink, and keta salmon, as well as 

sablefish, pollock, and surimi.

Differentiate Alaska Responsible Fisheries 
Management (RFM) in the U.S. domestic market as 

the preferred origin-based certification program

Counter the MSC ecolabel that continues to certify 
Russian seafood in the global marketplace.



FY 2025 Supplemental: $10 Million
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U.S. FOODSERVICE

Operator Promotions $2,000,000 

Distributor Promotions $1,500,000 

Trade Shows & Conferences $100,000 

Trade Support $300,000 

Trade Advertising $100,000 

Total: $4,000,000 

U.S. RETAIL

Special Projects $1,500,000 

Trade Promotions $3,000,000 

Trade Shows & Conferences $100,000 

Trade Support $300,000 

Trade Advertising $100,000 

Total: $5,000,000 

U.S. Consumer P.R.

Influencer $350,000 

Connected Commerce/Shoppable Links $35,000 

NY Consumer Event $250,000 

NY Media Event $130,000 

Paid Amplification $100,000 

Paid Media Partnerships $135,000 

Total: $1,000,000 *whole dollars
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“Pricing is the highest 
motivating factor in 
purchasing Frozen 
Fish, with ‘Wild 
Caught’ and 
‘Freshness’ on-pack 
also being 
important.”
-Circana



The Power of Alaska Seafood
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Source: Circana



Public Relations & Earned Media
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Quick & Easy Video
Sockeye Tumi Bowl

Costco Connection 
Magazine Ad

Business Centers
TV Ad

In-Warehouse 
Email Catalog

Omnichannel Promotions



US Retail 
Return on 
Investment
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•Over 13,500,000 impressions with over 
24,000 clicks

•The click-through-rate (CTR) was 0.18% 
(with an average CTR of 0.14%) 

•83.21% OSB rate (Orders Sent to Basket) 
•Publix alone saw a 7.2% sales lift 

throughout the campaign

Chicory digital 
campaign to 

drive sales for 
Alaska sockeye at 

Kroger, Sam’s 
Club, and Publix:
$2.4 million in 

total sales

•18 million impressions 
•23.6% redemption rate – 8x higher than 

benchmark 
•50% follow-on purchaser
•26% follow-on of new purchasers and 2.65 

average follow-on units purchased per trip 
– the number of average units purchased 
per shopping trip after the campaign ended

Ibotta U.S. digital 
coupon offering 
$1 off any brand 

of frozen or 
canned Alaska 

seafood:
9,000 units daily!



Sushi at Retail

• Alaska Cruise Giveaway with FujiSan Sushi

• Over 60,000 entries in only 30 days!

• Amplifies Alaska Seafood’s reach into sushi

• Available at 500 Sam’s Club locations; FujiSan 
partnered with independent Sam’s Club influencers, 
collectively reaching over 100,000 viewers
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Building Lasting Promotions
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U.S. Foodservice 
Return on 
Investment

20

• Window clings, drive-thru signage, 
POS screens, radio and a silent video 
loop running constantly in-store

• Website and Taco John’s app 
deployments

• 1.5 million reach from media 
coverage

• ASMI investment: $15,000

Taco John’s 
Partnership 
50,000 lbs 
Lent 2024

• For every $1 ASMI invests in 
promotions, the distributer sells over 
$616 of Alaska Seafood

• ASMI FY2024 distributor promos sold 
over 11.7 million pounds totaling 
$120,159,000 in sales

Distributor 
Promotions 

Deliver 
Significant ROI

$120M in 
FY2024! *whole dollars



ASMI collaborates with the 
seafood industry to establish new 
markets and enhance 
opportunities for Alaska’s diverse 
seafood portfolio across 53 
countries.

About 65-70% by value of Alaska 
seafood production exported 
annually to 100 countries.

China/South Korea largest trading 
partners primarily for 
transshipping and reprocessing.

Japan/Europe largest direct 
foreign markets.

75% of pollock, keta salmon, and 
flatfish species exported.

U.S. has largest market share with 
more than 30% by value.
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International Marketing Program



Source: NOAA, compiled by McKinley Research.

Alaska Seafood Export Value by Region
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• ASMI SE Asia program started May 2019 (Thailand, Vietnam, Indonesia, Singapore, Malaysia, and 
the Philippines)

• Trade shows, trade missions, chef collaborations, retail partnerships, influencers, etc.
• Alaska seafood exports in 2018: $97.3 million
• Alaska seafood exports in 2022: $139.6 million

• Program expenses: ~$1.5 million
• Growth of flatfish exports: $0.5 million (2018) to $11 million (2022)
• Consistent growth in premium species like sockeye 

Southeast Asia Market Development
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Alaska Seafood products compete 
with countless products and 
numerous countries in every single 
market.

U.S. seafood products generally face 
higher tariff rates than seafood from 
competing seafood producing 
countries. 

Alaska Seafood is often collateral 
damage in trade negotiations.

While Russian seafood is banned 
from the U.S., it is not restricted 
elsewhere.

International Trade & Tariffs 
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Source: McKinley Research Group “Comparative Seafood Tariff Rates 
Analysis” 
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Capitalize on the Russian import 
ban and grow U.S. domestic sales 

of Alaska seafood by over 50%

Increase Alaska Seafood brand 
recognition of key species by 10%

Differentiate Alaska Responsible 
Fisheries Management (RFM) in 

the U.S. domestic market



Jeremy Woodrow
jwoodrow@alaskaseafood.org
www.alaskaseafood.org
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