Alaska Seafood Marketing Institute

Celebrating 30+ years of successful partnership between the
State of Alaska and the Alaska seafood industry!
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The Codfish

The codfish lays ten thousand eggs,
The homely hen lays one.

The codfish never cackles

To tell you what she's done.

And so we scorn the codfish,

While the humble hen we prize,
Which only goes to show you

That it pays to advertise.




Alaska’s Seafood Industry
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»Generated about $79 million in
state taxes and fees, in addition to
local fish taxes in fiscal year 2009

»Through direct, indirect and
induced effects, contributed a total of
$4.6 billion to Alaska’s economic
output in 2009

»Generated more than 80,800 jobs
and $1.45 billion to labor and income

»Led all states in terms of both
volume and ex-vessel value of
commercial fisheries landings in
2010, with total of 1.91 million
metric tons (MT) worth $1.7 billion

»Had one of the best seasons on
record in 2010 with almost 170
million fish harvested in Alaska, the
11™ highest number since statehood
Source: Northern Economics, DOR, ADFG
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Over 4.2 billion pounds of
seafood were harvested from
Alaskan waters in 2010.

TOTAL SEAFOOD VOLUME




ALASKA SEAFOOD
PRODUCTION BY TYPE
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Impact on Rural Communities

The seafood industry is a central piece of rural economies, providing:
 Cash infusion to subsistence economies
« Economies of scale that often dramatically reduce the cost of :
Utilities
Shipping
Goods & Services
* Infrastructure essential to non-road communities

Wild, Natural & Sustainable”




What is the

Alaska Seafood Marketing Institute?

« A Partnership of public and private sectors

* A Public corporation that fosters effective alignment with industry
marketing efforts

*A Governor-appointed Board of Directors: five processors, two
commercial harvesters

» Alaska’s official seafood promotion arm, supports Alaska seafood
industry through promotion of Alaska seafood products, education and

research
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ASMI Mission Statement

The Alaska Seafood Marketing Institute is a marketing
organization with the mission of increasing the
economic value of the Alaska seafood resource
through:

»|[ncreasing positive awareness of the
Alaska Seafood brand,

»Collaborative marketing programs that
align ASMI and the industry marketing
efforts for maximum impact within the
food industry,

»[_ong-term proactive marketing planning,
=Quality assurance, technical industry
analysis, education, advocacy and
research,

»Prudent, efficient fiscal management.
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Lead by Industry

Board of Directors - 7 members (5 processors, 2 harvesters)

Joe Bundrant, Chair, Trident Seafoods Kevin Adams, Vice Chair, Commercial Harvester
Bruce Wallace, Commercial Harvester = Mark Palmer, Ocean Beauty Seafoods

Barry Collier, Peter Pan Seafoods, Inc  Dennis Guhlke, Icicle Seafoods, Inc.
Jack Schultheis, Kwik’Pak Fisheries

_——
——

Board of Directors/Customer Advisory Panel
Cordova, AK — May 2011




ASMI promotes all species of Alaska
seafood, under the “Alaska” brand.

AS 16.51.110 prohibits ASMI
promoting seafood by geographic
origin other than from the state
generally, geographic region of the
state, or specified brand name.

Alaska Constitution -Article 8, Section
4

“‘Sustained Yield — Fish, forests,
wildlife, grasslands, and all other
replenishable resources
belonging to the State shall be
utilized, developed, and
maintained on the sustained yield
principle, subject to preferences
among beneficial uses.”

™ ASMI Builds ‘Alaska’ Brand
DA
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Consumers associate the following
descriptors with “Alaska”.

“Fresh Seafood” . "Tastes Great”

-

™.

Alaska Seafood is the second most commonly
specified brand on U.S. menus.

Source: TRD Frameworks, 2009

The Alaska Brand
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Alaska Seafood Audience

FY11 marked a shift in target audience to address both the current Boomer target audience
and next generation of best Alaska seafood consumer, Gen Y.

Boomer
Consumer Research: 610 interviews, ages 45-54, college education, household income of
$100,000+
 Eight in ten Boomers believe it is important to know the source or origin of the seafood they
plan to purchase (81% somewhat + very important).
*Seven in ten want to know the seafood is environmentally sustainable (73% somewhat + very
important) and is naturally caught, or wild (71% somewhat + very important).
*Boomers feel either a certifying or an environmental group would be the most likely types of
organizations to give an accurate assessment of seafood sustainability.

GenY
Consumer Research: 759 interviews, ages 25-30, college education, household income of $50,000+
*65% prefer to eat wild fish or seafood vs. 8% who prefer to eat farmed fish or seafood.
*The majority of Gen Y consumers believe it is important to know the source or origin of
the seafood they plan to purchase (76%) and that the seafood is environmentally
sustainable (74%).
*Half of Gen Y consumers say they would prefer to purchase Alaska Salmon if given a
choice — topping Atlantic Salmon by a nearly three to one margin.

Source: TRD Frameworks, November 2010



ASMI Domestic & International Programs

Retail Marketing Foodservice Marketing

International Marketing Seafood Technical

Consumer Public Relations Global Food Aid

With hands-on guidance from its seafood industry board of
directors and input from dozen of industry experts serving on
operational and advisory committees, ASMI applies a range of

strategies and tactics tailored to fit specific market segments
in the United States and overseas.

Above: Tom Sunderland, ASMI Salmon &
Retail Marketing Committees;
Far left: Izetta Chambers, ASMI Salmon
Committee;
25
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Domestic Retail Marketing

Program works to align with the Alaska Seafood Industry and retailers across the US to support
their sales and marketing programs through in-store promotions, consumer advertising, public
relations, and trade advertising.

ENJOY COOL SUMMER NIGHTS

with Wild Alaska Seafood and Pure New Zealand Wine

l"stlg Left: Constellation Wines; Middle: Winn Dixie; Right: ASMI Plated Salmon Shot
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October Is National
Seafood Month

Featuring Wild Alaska Seafood:
Wild, Natural & Sustainable™
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Try Wild Alaska Seafood. With its
unrivaled texture and superior flavor,
you'll taste the difference.

Wild, Natural & Sustainable”
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Consumer Motivation:

+ 75% of consumers surveged feel it s
npuran o new tho source f erghn
of the fish they purc!

= 72% feel it is important the fish they

| Wild, Natural 5 Sustainable

- 68 foel It s important that th flsh
they purchase s raurally

Caugnt n he ocemn v {arm-raised fih

Preference for Alasta:

4 positve impeession o retalers:

Increaes likoiood
76% of consumers surveyed.

- 82% of consumers surveyed say that
so0ing the

* Alaska saimon is preferred by 1% of
comes close to this type of preference.
aied o e iy gy 3574

4

caught or wild.
» 64% of consumers prefer fish or seafeod

+ Branding with sither the Alsska Sesfood
1ogo or the name “Alaska” are both positive
Inflvencers of perchase behavier and creste
- Use of the word “Alaska” on packaging
o s ameny ¥

Alasa Sestood logo woukd
iketincod 1o purchase.
consumers: no other 1ype of seimon eves

“Sace TRD Framowarks 2009 Scpunnts e ol

Alasks seafood: s what your customers are looking for.
‘Consurmers want heaith, deicious and sustainabi
The very word Aaska promises the rugged beauts of the nation's ast frontier
and iy blue waters teeming wih saimo

makes Alaska 56afood taste mare delcious 100. with the natusall rch flaver and firm textire that consumers crave.
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and several varieties of whitefish and shellfish The clean,

The Power of the
ALASKA SEAFOOD Brand

And, of
the state’s successful, sclance-bas
hat means that merchandising Ales

L e St o ke Rl she ks Seatoodand s e

RETAIL
SUPPORT

! Nssa's tnaies

ase their likelihood

- TRD Framawoeks 2001

i manoged wid seafood and that's exactly what Alaska seafood debvers
i stic mountains, nature vast and unspoled.
d environmar
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over five decades,
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ABOUTUS = OURSTORES ~SHOP FORGROCERIES ~ ORDER PARTY FOOD & GIFTS | RECIPES & EXPERTISE | CLASSES & EVENTS

* Recipes.

* Classes

+ Ask Our Food Experts

+ You Save Today Newsletter
+ Grooce Trip

+ Sustainable Seafood

« Alssia Ssimon Ssisd
Monterey Recpe

« Alssia Ssimon Cisbatta
Sandwiches Recpe

« Alssks Saimon ChaCirus
Tacos Recpe

» Alssks Halbut wih Orange
Béamase Sauce Recpe

iy is Alaska saimon so fantastic?
One reason may be becavse of i high ormegs

+ Cooking Videos
+ Foodsate

Fresh Wild Alaska
+ EatLocal Sockeye Saimon Fillets
+ Premium Beef $9.99/1b.

+ Food & Wine Guides Save $5.00/b., through June 29

Alaska Salmon Salad Montery Salad
Quick and easy cool summer saisd

VIEW RECIPE | »

Alaska Salmon Ciabatta Rolls
Mouth-waterng sandwich ful of favort

Sacige Lo 34 5 T8 ¥
TRAINING SUPPORT

HEB proudly offers wild, sustainable
Alaska seafood.

@COOK IT FROZEN!* @ Alaska Seatood © Alaska Seafood Species

Sustainability eBook

WILD ALASKA SEAFOOD

COOKIT
FR®ZEN!

www.cookitfrozen.com

Find a store near you

MUNDREDS OF SPECIES I THE

retallwalaskaseafood.org

Wid, Natural § Sustainsble®

Above: Website Landing Pages
Left: Trade Advertising Material




Domestic Foodservice Marketing

Program is designed to help commercial & non-commercial
operators, including restaurants, chef networks, universities and
culinary institutions, handle, menu and promote Wild Alaska
Seafood products.

Limited Time Onl o
Wild Alaskan Salmon ' - & . égsf%%d

er . .'}y_
A7 i

8l 4-PC Fish Dinners

Take home

s ! Gallon
Alashan Seafood of T
Our Salmon 1ur choice of éﬂﬁ; |ndU|ge |n Something Wild'

Ginger Teriyaki, Sweet Chili or Scampi Butter Sauce 7

over & bed of rice slong with one of ourscrumatious | E1z * Wild Alaska Seafood..The Catch Is In.

(e GO OT ST Oler 0 S eRCIOMImeratyteRides, MCCORMICK&SCHMICKS  Celebrate Father's Day Weekend, June 18-20

SEAFOOD RESTAURANTS Reservations: wiw McCormickandSchmicks. com

Captain D’s Top: Yale University — Iron Chef
Bottom: McCormick & Schmick’s

Wild, Natural & Sustainable”



A division based promotion ...

CONSUMER ATTITUDES

ALAS KA S EAFOOD: TOWARDS SEAFOOD
A MODEL OF SUSTAINABILITY e

W

Wild, Natural & Sustainable®

3 COMSUMIRPIFTNS OF AKSIA

-
Size

362922 Harbor Banks-D  Cod, Pacific 816 Oz Fillet Boneless-Skinless Chem Free 351 §225/Cs

85764 541852 Bluewater-T Flounder, Breaded 4 0z Fillet Boneless-Skinless Aya0 §1.00/Cs
624569 156549 Bluewater-T Aounder, Breaded 5 Oz Fillet Boneless-Skinless 10Lb $1.00/Cs
STI9N12 400197 Harbor Banks  Halibut Loin Steaks 100z 0 $150/G
5779848 4001% Harbor Banks Halibut Loin Steaks 60z 10Lb $150/Cs
5779897 4001%5 Harbor Banks  Halibut Loin Steaks 80z 10 $150/C seafood!
5779384 400138 Harbor Banks Halibut Regular Steaks 10 Oz. 10Lb $150/Cs
STIOM3 400134 Harbor Banks  Halibut Regular Steaks 6 0z 0 $1.50/G
3 400 Halibut Regul L 10 1.50 ice®
5779350 00135 Harbor Banks alibut Regular Steaks 8 0; b §1.50/Cs U S. Foodser‘"(e
57719517 400151 Harbor Banks Halibut $/L Fillet Portion 10 0z. 10Lb $1.50/Cs ! %
STIoMY 400144 Harbor Banks  Halibut S/L Fillet Portion 4 0z 10l §1.50/Cs Is proud to pronde
STI9IS 400147 Harbor Banks  Halibut /L Fillet Portion 6 0z 0 $150/G
STI9491 400149 Harbor Banks  Halibut S/L Fillet Portion & 0z 0l $1.50/Gs an Alaska Seafood
4n796 278463 Harbor Banks-D  Pollock, 3 Oz Filet Boneless-Skinless Chem Free 0o $.0/G Marketin et Lo o 4
ATRT2 219118 Harbor Banks-D  Pollock,4 Oz Fillet Boneless-Skinless Chem Free 0l §1.0/G 3 9
ames 27912 Harbor Banks-D  Pollock, 4 0z Lein Boneless-Skinless Chem Free 0 §1.00/Cs Institute (ASMI)
ATVZN 278475 HarborBanks-D  Pollock, 5 Oz Fillet Boneless-Skinless Chem Free 0L $1.0/G f dL
4987244 346462 Harbor Banks Salmon, Keta 4 OzFillet Boneless Skin-On 10Lb $1.00/Cs o(use e nt
o Bt s B SRl promotion.
arborBanks  Salmon, Keta 6 0zFillet Boneless Skin- & -

4987012 346424 Harbor Banks Salmon, Keta 6 0z Fillet Boneless-Skinless 10Lb $1.00/Cs Left- H arbor
4987327 346472 Harbor Banks. Salmon, Keta 8 0z Fillet Boneless Skin-On 10Lb $1.00/Cs .
U0 HGS  Haborbnts | K 00t s St AEBA  Products Received Banks Seafood

1 4 {l Sals Smoks Id N x15 Skink il 0 . .
51599 17457 Bluewater Salmon, Sm ed Cold Nova Lox 1.5 Lb Side Skinless M5 §050/Cs Dates. Mar(h 1 = TO
5823869 40922 Harbor Banks Salmon, WildKeta S/OFillet 100z 10Lb $1.00/Cs 7 .
S823810 409618 Harbor Banks  Salmon, WildKeta S/OFilletd 0z 0l $1.0/G Apnl 30,2011 SvscoToda
823828 409619 Harbor Banks  Salmon, WildKeta S/OFillet 6 0z 0 $.0/G % Yy
S823836 409620 Harbor Barks  Salmon, Wild Keta S/OFillet 0z 0 $1.00/Gs © d
S823711 409608 Harbor Banks Salmon, Wild Keta Skis/Pbo Fillet 4 Oz 10Lb $1.00/ Cs g ana a
S8B72 409612 Harbor Banks  Salmon, Wild Keta SKis/Pbo Fillet 6 Oz 0lb $1.00/Cs For more info Re u te B tt . G d
SEBIM 40%14 Harbor Banks  Salmon, Wild Keta SKis/Pbo Filet 8 0z 0 §1.00/G on ASMI, check ottom: oraon
836629  $3395  BluewaterT  Surimi,Imitation Crabmeat Chunk &Flake Cooked Frozen 4251 $050/Cs out the back! 3
7369846 533404 Bluewater-T Surimi, Imitation Crabmeat Chunk & Flake Cooked Frozen 42516 $1.00/Cs u 0 N A Ll A lASK A N 5. hrescp i = o Food Servlce

Bluewater Surimi, Imitation Crabmeat Chunk & Flake Cooked FznW/ Snow (rab ~ 4/2.5Lb  $1.00/ (s

SEAFOOD ITEMS

UPT05200 EmiT AT

Wild-caught Alaska salmon, whitofish mmln nnd
shellfish mature at @ datural pace, and
in the pristine waters off Alatka's n.”.a 34,000,
mile eoastline.
Superior Flavor
he supericr flavor and texture of Alasks Sealood
it prized oround the world, The color characlerittics
and flavor coma from 1he teofood spedios feoding
on their notural diet of marine organisme, and the
texture comas from annvol migrations in the cold
Nocth Pacific.

J_[ARBOR B ANTY For more information about Harbor Banks® and Bluewater®

products, visit monarch.usfoodservice.com.

S EAFOOD $ Forinternal use only. 02-2011

BLUEWATER

Versatile
Ity sasy o mﬁp&e Seofood wing your faverite
cooking W you liko 16 gril, pm
o sauté, you can have a dokcious meal fo
y minutes.

a5k

LN
W

you ¢ sart with Alaske S'alocd.
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UMass — Longest
Sushi Roll
300 volunteers
330 feet of sushi!

iy SIuve



International Marketing

Program focuses on promotional efforts in key
international markets: Japan, the European Union
and China. The main activities include retail and
foodservice promotions, technical seminars, chef
and retail Alaska Seafood training, trade missions,
advertising and public relations.
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PTABORDQ® ™7™

TR ESPECIALISTAS EN ALUNENTOS CONGELADOS
e —

Wilde gerookte

rode zalm uit Alaska
DELHAIZE =~ Saumon rouge
Producido vy envasado sauvage fumé d'Alaska

para la Hosteleria mas exigente Wilder gerauchter
Rotlachs aus Alaska

Wild, Natural & Sustainable”




Global Food Aid

The Alaska Canned Salmon Global Food Aid program was created in 2005 by the Alaska
salmon fishing industry to foster the use of flavorful, nutritious and easy-to-prepare canned
salmon in world food aid programs.

=
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Seafood Technical

The program works in collaboration with the Alaska
seafood industry and the ASMI marketing staff to
offer information on food safety, quality, nutrition,
food labeling, environmental issues, fisheries
sustainability and seafood purity.

pA3
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The Alaska Seafood logo
affirms your support for

SUSTAINABLE
FISHERIES

i
A

afood.org  Wild, Natural & Sustainable™




Communications

The communications program supports the
marketing staff through media relations,
press interviews, participation in seafood
industry trade shows, and the preparation of
reports and press releases.

\
gan & | h Cre um a Be
g Gl | e ehook

y{ Where to Buy |

(Great .

The Best Bakeries, Seafood
™% Cheese Shops, Butchers,
Ethnic Markets, Chefs’

Favorites, and More
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;Food

»evs

WASHINGTONIIX

Coolqnghght

2 5 Healthy Dishes _. ..
for a Perfect Summer
Ourlight & breezy cookbook:

New twistson
classic favorites

20-MINUTE
gLt
Chowders,
Salads ..

» 276 HEALTHY RECIPES & TIPS
= MARGARITASAND A
TACOPARTY »1ss

» CRUNCHYFISH STICKS
KIDSLOVE r %0

It’s our annual
guide to the top
eateries where
food is fried,
broiled, grilled,
orotherwise

slapped on butcher | o oot Marina

1 Gulf shores

paper for your

LuLu’'s at

finger-licking, crab-, "

cracking, French
fry-munching
pleasure. This
year, our winners
(and finalists)
were chosen by
our readers!

. Tasty Contenders
' wDoc’s Seafood Shack &

LR STEVE MILLBURG

ATOR MATT CASERTA




Alaska Seafood

QUICK & EASY
POACHED
ALASKA
SEAFOOD

RECIPES Little Bites

For Little Tyukes

QUICK & EASY
ALASKA
SEAFOOD

RUBS &
MARINADES

5t
A
W

—

ASK FOR ALASKA’

ALASKA Canned Salmon M@:’N

ASK FOR ALASKA

QUICK & EASY RECIPES
ASK &/s'*x_g,,

APPETIZER RECIPES
FROM
ALASKA SEAFOOD

e

ASMI Material: Recipe Cards & Cookbooks

Wild, Natural & Sustainable”



ALASKRA

SERFO0OD

«GECIN ’l N"‘?«i N

¢

SMIK &

»
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A comprehensive species guide and glossary
for sourcing Alaska seafood.

v lq,..' WELCOME T Get Certified in 3 Easy Steps!

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy

"’ﬁ/ 5\_ hnb ekt A LASM SEA Foop U nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud exerci tation ex ea commodo consequat
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam

Alaska Seafood Species
PUICK REFERENCE GUIDE

ABOUT ALASKA

The ABOUT ALASKA Training Section
distinct topic areas. After

ncludes 3

sompletion of each of these topics.

you'll be qui xd and then guded 1o the

naxt training section

Now Playing:
Fisheries Management

€D

ASMI Training Material

Wild, Natural & Sustainable”
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European Seafood Exposition 2011

May 3-5, 2011
Brussels, Belgium

$50,156,000 in onsite sales
$634,800,000 in 12 month projected sales

This is a gain of roughly $1 million more in onsite sales over
2010 and about a $130 million gain in 12 month projected sales
over 2010.

Wild, Natural & Sustainable”




Comfish, Kodiak, AK

ALASKA SEA
MARKETING INSTITUTE

HALIBUT

I POLFISH, Gdansk, Poland

s"’st‘hn ) .
WY International & Domestic Events
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The FAO Code
is OUR code.

Search

B3 Mary Rehfeld, Nick Orsi
and 7,812 others like this.

Your Guide to the FAO-Based
Responsible Fisheries . ALASKA SATMON PROCESSORS PULL BA(
Management Certification " MSC, FAO-BASED CERTIFICATION GETS Al

for Alaska Fisheries

News Great Alaska Seafood Cook Off!

Newh Sign up for ASMI Weekly Marketing Repo;

Newt The Great Alaska Fish Taco!

¥t
W

Wild, Naturai & Sustainable’
Your Weekly Marketing Update!

Big Miracle Premier Partyand Sustainabk Seafbod

Luncheon ;1 Washington. DC

Retal Director Larry Andrews represented ASM athe Washingion, DC Premerofhe
fim B Miracke on Wednesday, Bnuary 25. ASMI coordinated wih ABska Tourlsm o
nave AEska Sea®od Chef Allance chef Rober Wiedmaler prepae wild ABska sockeye
S3Imon appetizers o Me cowd. There was one downsios 10 Me event 3s Feopk
MEgazing repanad

Search

facebook

Alaska Seafood Marketing Institute

Non-Profit Organization * Juneau, Alaska

Alaska Seafood Marketing Institute

Did you know an Alaska halibut can weigh over 500 pounds and grow up to 9 feet!
How wild is that? http://www.nmfs.noaa.gov/fishwatch/species/
pacific_halibut.htm

Social Media

Like - Comment - Reshare - Monday at 12:42pm -

£ 30 people like this.

L) View all 5 comments 7 7 shares

Write a comment...

The only cownstie ¥ e nignt? Sarymore was 50 busy chatting win quests hat-he
did mothave 3 chance 0 sample Me wild Alsskan sockeye saimonon DC chef Ry
Wisdmaers menu -sekcted 353 nod 0 the fim's Alaskan s2tting. Forunaeey, §
organiers made a peckipiaie Hrhario enjoy afMerwarts. "She rubded her nar
boked c2lighted " sayshe source

] riiettes on 3 baguete and Curd s3imon with Asiag
Wieomailer ofthe menu 'Being a huneranc
natiThd, |have a strong appeCistbn of Mie bes

Wild, Natural & Sustainable” d ezpecially. the purly ofthe fish Hund M ALaEKka




Recent Challenges

Wild, Natural & Sustainable




Significant international and domestic attacks on Alaska
have ensued after major Alaska salmon processors
withdrew from the MSC certification process in

January, 2012.

ghd
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.~ “Alaskans are going to regret the R

"",: path they are trying to go down”
s

:,',.‘: “l think we’re in a transition period

- where we are going to see the

~ demise of hatcheries...”

“...we wrote into that statute that
any fishery that wants to bear a
California sustainable seafood label
has to get certified by the MSC
first.”

Mike Sutton

Monterey Bay Aquarium
MSC Founder

As quoted in Intrafish




Why withdraw? Concerns over:

Maintaining market access

Potential NGO control of the fishery management
process

Long-term devaluation of the Alaska Seafood brand

Ongoing and increasing costs of the MSC
certification and pay-to-play eco-labeling

pA3
DA
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What should be the role of the NGO?

> Processor

Fisherman l

Fishery Seafood

Governance > Fishery Product

A2

Market

Legal mandates (e.g. Magnuson Stevens, Alaska
constitution, CFP, Australian National Legislation

— FAO Guidance

—  Competent Authority

— Stakeholders; Fishermen, Processors, Coastal Communities

— NGOs




Bottom Line

Who should manage the Alaska salmon fishery?

Regardless of what we think of the MSC, and without necessarily criticising the
MSC, the fishing industry simply cannot, as a matter of principle and form, tolerate
a situation where a single private entity, on the basis of a changeable private
standard, has sole authority to decide who can sell seafood to the public and who

cannot.
Common sense tells us that choice drives opportunity. It is about fisheries and their

supply chain partners and their right to decide how to demonstrate best
practice. This cannot happen without the availability of credible options.

Wild, Natural & Sustainable®




Performance Detalls
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1,4000

1,2000

Wild, Natural & Sustainable”

Alaska Ex-vessel Value (millions of dollars), Key Commercial Species

2003 2006 2007 2005 2009 210

Year

Alaska Salmon Value Growth: Ex-Vlessel and First Wholesale (millions
of dollars)

B Ex'essd
B First Whoesale
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5,000,000

4,000,000

3,000,000

2,000,000

1,000,000

U.S. Consumer Advertising and Public Relations Campaign

Illmﬂ

o ;:&5" y
Ld L L4

a2 E
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Fiscal Year

1,800,000
1,600,000
1,400,000
1,200,000
1,000,000
F00,000
£00,000
400,000

200,000

0

Alaska Seafood Exports to ASMI Program Destinations (millions of
dollars)
_ H He

L t t ‘ B dlune(MT)
L I ! \ | l ! \ L
2005 2006 2007 2008 2009 2010

Year




Alaska Seafood Marketing Institute Funding

Federal Market Access Program(MAP) e Seafood Assessment Tax (.5%) e State General Funds

ASMI Funding Allocations by Source

O ASMI+GF match
- AP
& ASMI (ind. mach)

GF mach

£,000,000

5,000,000

4,000,000

3,000,000

2 000,000

1,000,000 | "'"h-..__hfj'
| | | |

2008 2009
Fiscal Year




Ex Vessel vs ASMI Funding

AK Seafood Ex Vessel Value Trend

—

_//

ASMI Funding Trend




Alaska Seafood Marketing Institute
Component Detall

FY2012 FY2013 FY12 Management
Management Plan | Governor Plan vs FY13

Fed Repts (MAP) | 5,000.0 4,500.0 -500.0
Gen Fund 7,770.1 7,770.1 0.0
GF/Prgm (Industry) | 7,054.0 7,612.2 558.2




Alaska Seafood Marketing Institute

FY13 Governor’s Operating Budget

FY12

Management Plan

FY13

Governor

FY12 to FY13

Personal Services

2272

2405.2

133.2

Travel

390.3

390.3

0

Services

16973.3

16898.3

Commodities

180

180

Capital Outlay

8.5

8.5

Grants

19824.1

19882.3

25

A3t
W

=

Wild, Natural & Sustainable”

Changes: FY12 to FY13 budget details:

Salary Adjustment
Increased Industry Receipts

Increased General Fund




Thank You!

Wild, Natural & Sustainable®

311 North Franklin Street
Juneau, AK 99801
Phone: (907) 465-5560
Fax: (907) 465-5572
Website: www.alaskaseafood.org



http://www.alaskaseafood.org/

