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Impact of Alaska Seafood Industry

Alaska seafood directly employs 62,650 Alaska seafood directly employs 62,650 
workers in Alaska, over 28,200 are Alaska 
residents .

Including multiplier effects accounts for

workers in Alaska, over 28,200 are Alaska 
residents .

Including multiplier effects accounts forIncluding multiplier effects, accounts for 
81,000 jobs, $6.7 billion in economic 
output, and $2.1 billion in labor income 
within AK .

Including multiplier effects, accounts for 
81,000 jobs, $6.7 billion in economic 
output, and $2.1 billion in labor income 
within AK .

Accounts for 10 percent of all civilian labor 
income in AK, and 7 percent of all resident 
labor income.

Accounts for 10 percent of all civilian labor 
income in AK, and 7 percent of all resident 
labor income.

Southcentral is home to most participants 
but participation rate highest in western 
Alaska Kodiak and Southeast

Southcentral is home to most participants 
but participation rate highest in western 
Alaska Kodiak and SoutheastAlaska, Kodiak, and Southeast. 

Source: McDowell Group

Alaska, Kodiak, and Southeast. 

Source: McDowell Group



Alaska is Top U.S. Seafood 
Producer By a Wide Margin
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Producer, By a Wide Margin
Alaska produced 5 4 Billion pounds
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)     Alaska produced 5.4 Billion pounds             
of seafood in 2012, accounting for 57 

percent of total U.S.                        
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Alaska Seafood: Composition by Volume
Total 2012 Harvest: 5 4 Billion lbsTotal 2012 Harvest: 5.4 Billion lbs.
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Alaska Seafood: Composition by Ex-Vessel Value
Total 2012 Ex-Vessel Value: $2.1 Billion
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Source: NMFS,ADFG, and ASMI 
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2012
Rank

Country 
(Primary Exporters)

Seafood Exports in 
Billions of $US (2012)

1 Norway $9 51 Norway $9.5 

2 Russia 4.5

3 Vietnam 4.2

4 Chile 3.9

5 Canada 3.7

6 A L A S K A 3 26 A L A S K A 3.2

Source: NMFS and Global Trade Atlas.
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Alaska Salmon by Species - 2013

Species  Ex‐Vessel Value  Pct. Volume (lbs) Pct. 
Chinook $19 208 000 3% 281 000 <1%Chinook  $19,208,000  3% 281,000 <1%
Keta  $74,067,000  11% 143,556,000 14%
Coho  $35,757,000  5% 33,007,000 3%, , , ,
Pink  $277,160,000  40% 691,806,000 66%
Sockeye  $284,951,000  41% 177,720,000 17%
T t l $691 143 000 1 049 705 000

 First time over 1 billion pounds 

Total  $691,143,000  ‐ 1,049,705,000 ‐

 Record pink harvest and near record coho harvest
 Sockeye missed projections in Bristol Bay
 Keta below projections but still large harvest

Note: Data is preliminary and does not include bonuses or retro‐payments.
Source: ADFG



Alaska Salmon Ex-Vessel Price
Ri i V l f Wild Al k S l D it I d S lRising Value for Wild Alaska Salmon Despite Increased Supply
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Successful Salmon Marketing
Alaska Sockeye Generates a Premium to Farmed SalmonEvery Major Alaska Salmon Product Has Outperformed Farmed Salmon Since 2007Alaska Sockeye Generates a Premium to Farmed Salmon

Price in ‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐Price Index‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐‐ Price in
2007 2007 2008 2009 2010 2011 2012 2012

Avg Ex‐Vessel Price of AK Salmon $0 44 100 145 129 169 188 208 $0 91

Every Major Alaska Salmon Product Has Outperformed Farmed Salmon Since 2007

Avg. Ex‐Vessel Price of AK Salmon $0.44 100 145 129 169 188 208 $0.91

First Wholesale Price of AK Salmon $1.75 100 133 123 140 151 149 $2.61

Frozen H/G Sockeye $2.05 100 113 125 146 156 141 $2.89

Canned Sockeye ($/case) $97 29 100 111 122 126 172 198 $192 60Canned Sockeye ($/case) $97.29 100 111 122 126 172 198 $192.60

Frozen H/G Pink $0.77 100 121 120 168 188 166 $1.28

Canned Pink ($/case) $56.48 100 106 134 140 144 177 $99.73

Frozen H/G Keta $0.92 100 122 133 174 198 150 $1.38/ $ $

Keta Roe $7.93 100 194 116 116 165 211 $16.72

Frozen H/G Coho $2.38 100 114 97 113 109 120 $2.85

Fresh H/G Chinook $3.42 100 134 94 103 120 113 $3.86

Farmed Salmon (Norwegian Wholefish) $3.43 100 106 103 112 109 92 $3.15

Alaska salmon prices from Alaska Salmon Price Report and ADFG, farmed salmon price data from Urner Barry Comtell (annual average).



Seafood Economic Information



ASMI’S WEEK AT A GLANCE…FEBRUARY, 2014 

International  Domestic 
• China, Alaska Seafood Festival Ole Retail Chain
• China, Promo w/130 restaurant chain
• Spain, Madrid Fusion booth
• Italy Identita Golose Milan Int’l cooking

• Retail, Kansas City Food Show
• Retail, Canned salmon marketing campaign
• Communications, Symphony of SeafoodItaly, Identita Golose Milan Int l cooking 

convention
• Germany,  exhibitor Fish Int’l Seafood Show
• Japan, Alaska seafood class‐Asahi Culture 

Center

• Communications,  Launch photo contest
• Foodservice, Landry’s Corp Annual Meeting
• Foodservice,  Sodexo school lunch program
• Technical,  Sustainable Fisheries Partnership Center

• UK,  20pg Alaska Seafood feature, trade 
magazine

• EU,  Retail, Foodservice, Online promos
• Last week…presented at WTC Alaska’s

• Food Aid,  Working with USDA programs

Last week…presented at WTC Alaska s 
Alaska‐China Business Conference
“China Business – Seafood Perspective”



ASMI Budget

$22.5 million spend plan

Revenue Sources ‐
• 1/2% industry tax ($8 to 
$12 million) $ )

• State of Alaska General 
Funds ($7.8 million)($ )

• Federal Market Access 
Program ($4.5 million)g ( )



FY14  ASMI Program Budget
Operating Budget spend planned= $ 22,500,000.00Operating Budget spend planned  $ 22,500,000.00

Capital Budget spend planned = $ 141,000.00

Admin & Consolidated
RFM  reserve,  $816,000 

Admin & Consolidated 
Services Costs,  $3,871,000 

Global Food Aid,  $350,000 
PLUS $141,000

Certification,  $880,000 

Seafood 
Technical,  $900,000 

Communications, 
$1,000,000

Inetnational 
Program,  $7,783,000 

International

$1,000,000 

Foodservice‐
Domestic,  $2,200,000 

MAP funds=$ 4,137,000
Match GF=$ 3,646,000

Retail‐
Domestic,  $2,100,000 

( Consumer AD/PR) 
Domestic,  $2,600,000 



LEAD BY INDUSTRY 

A partnership of public and private sectors to foster economic 
development

Guided by Governor‐appointed Board of Directors: five 
processors, two commercial harvesters

Species Committees Operational Committeesp
 Salmon
 Halibut‐Sablefish
 Shellfish

p
 International Marketing
 Seafood Technical 
 Foodservice MarketingShellfish

 Whitefish
Foodservice Marketing

 Retail Marketing



ASMI ORGANIZATION
ASMI Board

Executive Director 4 Operational

Customer Advisory Panel

Executive Director Committees

4 Specie
Committees

Support and Technical
Staff

International
Programs

U.S. Domestic
Programs

U.S. Foodservice Program

U S R t il P

Japan Program

Chi P U.S. Retail ProgramChina Program

European Program

Brazil Program



ASMI Mission: increase the economic value of Alaska 
seafood resource through: 

• Increasing positive awareness of the Alaska Seafood brand

C ll b ti k ti th t li ASMI d i d t k ti ff t f i• Collaborative marketing programs that align ASMI and industry marketing efforts for maximum 

impact within the food industry

• Championing the sustainability of Alaska seafood harvests resulting from existing Alaska fisheries 

management imperatives. (State of Alaska Constitution and Magnuson‐Stevens Fishery 

Management and Conservation Act.)

P i k i l i dd h d l l hil i i fl ibl d• Proactive marketing planning to address short and long‐term goals while remaining flexible and 

responsive to a changing environment and economy

• Quality assurance, technical industry analysis, education, advocacy and research

• Prudent, efficient fiscal management



ASMI BUILDS ‘ALASKA’ BRAND

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

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

Alaska Seafood 
remains the second 

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 

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 

most commonly 
specified brand on 

U S M !
g y, g g p g ,
specified brand name.

 Alaska Constitution ‐Article 8, Section 4
“Sustained Yield –

g y, g g p g ,
specified brand name.

 Alaska Constitution ‐Article 8, Section 4
“Sustained Yield –

U.S. Menus!
Source:   Datassential 2012 – largest menu 

database in the U.S.

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



The Alaska Brand 



ASMI Programs
Through communications, public relations and advertising activities, millions 
of people around the world are exposed to positive message about Alaska 
Seafood.Seafood.

US Retail Marketing 
Communications 

International MarketingInternational Marketing 
US Foodservice Marketing 

Seafood Technical 
Global Food Aid



ASMI International ProgramsASMI International Programs

• Japan• Japan
• China
• Northern EU (Ireland, The Netherlands,
U.K., Sweden, Denmark, Finland ) 
• Western EU (France, Belgium)
• Central EU (Germany, Austria, ( y, ,
Switzerland, Poland, Czech Republic)
• Southern EU (Spain, Italy, Portugal)
• Eastern Europe (Russia Ukraine)• Eastern Europe (Russia, Ukraine)
• Brazil 



International ActivitiesInternational Activities

• Consumer PR/Advertising
• Retail Promotions
• Trade Shows
• Business Development
• Trade PR/Advertising
• Hotel and Restaurant   
Promotions

• Chef Training
• Web and Social Media



J:COM Japan

• Japan’s largest cable channel 

(9.2 million homes) filmed a 

5 part series on Alaska

• Juneau,  Sitka,  Kodiak, Dutch 

Harbor, and Nome

• Each episode aired 3 x 

generating ad value of nearlygenerating ad value of nearly       

$2 million dollars

ASMI ll HD F• ASMI owns all HD Footage 

generated by the trip



ESE 2013: April 23-25ESE 2013: April 23 25
• 22 companies had booth or p

table space in the Alaska 
Seafood Pavilion
S t i bilit b th t• Sustainability booth to 
educate buyers about the 
RFM

• On‐site sales of $35 million 
and projected annual sales 
of $544 millionof $544 million

• 70 trade leads from 24 
countries



U.S. Domestic Retail Merchandising 



Retail Training



Joint Promotions



Jason’s Deli

Sonic Drive‐In



UMass –
Longest Sushi Roll



ASMI Consumer PR Program
• Goal: The Consumer PR program is designed to 

maintain the highest possible value 
perception for Alaska Seafood among p p g
consumers. 

• Objective: Continue to brand and effectivelyObjective: Continue to brand and effectively 
link Alaska’s unique position: wild, natural and
sustainable seafood with superior taste and
texture. 

• Core Principle: ASMI conducts marketing 
activities that provide the largest economicactivities that provide the largest economic 
benefit for its industry members.





Consumer & Trade Events



FAO-Based Responsible Fisheries 
M C ifi iManagement Certification



Alaska Cod



Coordinated Marketing g



Ch llOpportunities Challenges

S i l M di

Opportunities

• Social Media
• Fukushima
IUU

• Emerging Markets
• School Lunch 

• IUU
• Certification 
Pi k !

Program
• Chef Alliance • Pinks!Chef Alliance
• Kikkan Randall



Buyers Mission to Alaska BrazilBuyers Mission to Alaska Brazil

• 3 R t il B (P d• 3 Retail Buyers (Pao de 
Acucar, Zaffari, Cencosud) and one 
importer (Noronha Pescados)

• Company meetings, visits to fishing 
grounds, plant and vessel tours in 
Seattle, Juneau, Excursion Inlet, andSeattle, Juneau, Excursion Inlet, and 
Cordova

• Noronha Pescados is launching an 
Alaska series of products this year



Online Promotion with TMALL.COM  China

• Asia’s leading onlineAsia s leading online 
retailer

• November 11th is the 
equivalent of “Cyberequivalent of  Cyber 
Monday” but 2 x the 
sales!
H l• Homepage pre‐sale 
advertisement from 
October 14 – 20, 2013

• Special Alaska seafood 
webpage selling 12 
species and featuring 2 p g
Alaska seafood videos



Sodexo: K‐12 School ProjectSodexo:  K 12 School Project
• Leading foodservice 

management company.
• Provides K‐12 foodservice in 

500 schools districts500 schools districts 
throughout the U.S.

• Provides 2 ½ million meals per 
day in 3,000 schools.

• In 2012, ASMI and GAPP 
worked on a pilot programworked on a pilot program 
with Alaska pollock.

• The program was a success 
and resulted in a national 
program



Alaska Seafood Chef AllianceAlaska Seafood Chef Alliance
The Alaska Seafood Chef Alliance develops partnerships between Alaska 
seafood and the culinary world.  The chefs make a vital connection in the 

Increased from 18 to 26 chefs in FY13 by adding:

y
media and at events, serving as well‐versed brand ambassadors for 
Alaska Seafood.

• Hugh Acheson, Atlanta
• Anita Lo, New York
• Tony Maws Boston

• Erik Slater, Seward
• Jason Porter, Girdwood
• Rick Moonen Las Vegas

Increased from 18 to 26 chefs in FY13 by adding:

• Tony Maws, Boston
• Giuseppe Tentori, Chicago

• Rick Moonen, Las Vegas
• Roy Yamaguchi, National 



@Kikkanimal@Kikkanimal



ASMI Social Media Campaigns 
Facebook Twitter Pinterest Instagram & YouTubeFacebook, Twitter, Pinterest, Instagram & YouTube

45



Fukushima Radiation

• March 2011 
TsunamiTsunami 

• Increase in 
bombastic 
“ ”“press”

• Social Media 
chatter

• Informing 
constituents

• Testing?



IUU Crab FishingIUU Crab Fishing
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• June Letter to Seafood 
SuppliersSuppliers

• Bentonville Visit in    
SeptemberSeptember

• The Sustainability 
Consortium Discussion

• Walmart Executives VisitWalmart Executives Visit 
Alaska

• Announcement Last• Announcement Last 
week



Pinks!Pinks!
• 216 million fish 

harvestedharvested

C d i k• Canned pink 
salmon 
marketing planmarketing plan

• US Food Aid• US Food Aid



Legislative Visit: Spain, Portugal & France



Thank youy

Mike Cerne
mcerne@alaskaseafood.org @ASMIakseafood
907‐465‐5560 Facebook.com/alaskaseafood

www.alaskaseafood.org


