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What Is ASMI?

ASMI is a public-private partnership directed by a Governor-
appointed Board of Directors: five processors, two
commercial harvesters, and 10 Species and Operational
Committees.

As Alaska'’s official seafood marketing arm, ASMI maximizes
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

: pSry e
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FY22 Budget Authority

S I\/I I Seafood Marketing Assessment
I:u n d i n g « $15,995,300 (0.5% of ex-vessel value)

Federal Funds
« $10,130,800

Market Access Program (MAP)

Agricultural Trade Promotion Program (ATP)
Saltonstall-Kennedy Grant (SK)

Cochran Fellowship

Emerging Markets Program (EMP)

Quality Samples Program (QSP)

Other Federal
« $7,000,000 (American Rescue Plan Act)

$0 General Fund

FY22 Spend Plan: $19,000,000




Core Programs

International Marketing

Domestic Marketing —

Seafood Technical

Communications

Global Food Aid
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Administrative ﬁ‘_’_i_}ﬂh




Japan

China

South America
Northern Europe
Central Europe
Southern Europe
Western Europe
Eastern Europe
Southeast Asia

INTERNATIONAL

MARKETING

. By

. Blue = ASMI Program Area
Red = Non-ASMI Program Area




DOMESTIC MARKETING

United States and Canada Last year the Domestic Program

* Foodservice Conducted Promotions with ...

* Retail (=Y | . 35,000 retail and e-commerce stores
* Distributors Fls“ - 18,000+ foodserwce establlshments

Fvwndurpm.‘dm-dm‘
Alasks’s v vich Lshing wuteds are bourttul with
-uvo&-od-edm The iy, petw """ﬁ‘
dMMmdhmw A

-dmﬂmm%p‘mnlhm L
EwuuZQm-hubed -dm'-lbn ,
hﬂdh—-ﬂ--hbﬂd -

W.o-gs]hn’m

‘__l“

M’F mb‘&r e

MATTEP”




COMMUNICATIONS & PR
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FULL TRANSPAREN-SEA: ALASKA SEAFO0D IS SUSTAINABLE

CATCH OF THE EARTH DAY} roead®

A LESSON IN SUSTAINABLE SEAFOOD FROM ALASKA

S a1 T

ALL SEAFOOD FROM ALASKA IS oAv S roon A A o e o e e e s e e s
WILD CAUGHT & SUSTAINABLE | A oAt YO g ettt s S Aot sy ettty

Full Transparen-Sea




GLOBAL FOOD AID

Seeks wild Alaska Seafood inclusion in domestic
and international food aid programs




TECHNICAL RESEARCH &
RESOURCES

UTILIZATION o/
ALASKA'S a%agaad

FISIIM!AL

QUALITY handling guides and resources for
processors and fishermen
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i HUMAN GRADE FISH OIL

Alaskn's 083000 IAUIIEY poduces

28,000 MY nusnan gracte fish il
w .nll.-nm

BUYERS GUIDES help distributors, chefs,
retailers learn more about Alaska’s seafood.
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RESEARCH AND REPORTS on health,
nutrition, utilization and industry efficiency
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Value of AlaskarSeafood




Economic Impact

62k

The seafood industry directly employs over
62,000 workers, including over 27,000
Alaska residents

Download the Report 1 St $1 5 B

@ Alaskaseafood.org

Tws E
ALA

conomc VaLue oF
SKA'S SEAFOOD INDUSTRY

Seafood directly employs more workers in Alaska seafood created $15 billionin
Alaska than any other private sector economic output and nearly 100,000 jobs
industry nationally in 2019



https://www.alaskaseafood.org/industry/economic-impact/

Alaska Seafood Delivers 2019 Figures

Harvesting Processing
« $5.7 billion in economic output to the Alaska
economy in 2019. \ ® lll g 3
» 37,400 FTE jobs & $2.2 billion of labor income to the Z:;'I-B a—
state’s economy in 20109. m ‘H‘rw\
« 10% of Alaska employment during this period.
6,550 19,808 166 27,100
* Broad economic distribution. From Kotzebue to Resident-owned Resident Shore-based Shoreside
Ketchikan - an estimated 26,400 Alaska residents Fishing Vessels Fishermen Processing Processing
were directly employed in the industry in 20109. Facilities Workers
<7 'S <?
Percent of Ex-Vessel Value & Volume ‘“ o —
Species Value Volume "b ’
Salmon 36% 15%
Pollock 24% 59% $1.99 billion 5.66 billion $4.67 billion 2.78 billion
Crab 1% 1% Harvest Pounds of Wholesale Pounds of
r 0 ° Value Seafood Value Seafood
Pac:ﬁc Cod 10% 8% P d d
Harvested roduce
Halibut & Sablefish 8% 1%

Includes Atka mackerel

Other Species 1% 1% N_’_ i _F_n_nh
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Key Figures Workforce 2019 Coanere)
Skippers & Crew 31300 24,200 Peak Monthly Emp. 20,244 15954
2020 Was Rough
Skippers 8,800 7,700 Avg. Monthly Emp. 9.095 8114
Crew 22500 16500 Total Worker Count 27100 23700
. . Percent Alaska Residents 63% 57% Alaska Resident 6,568 4958
Partial Recovery in 2021
Fishing & Related Vessels 8900 8500 Total Earnings S491 million  S457 million
lask i 2 milli illi
Ex-Vessel Value (Smillions) 51988 S1457 Alaska Residents 5162 million 3140 million
202
Key Challenges Loom Percsv e Alishy Resdenis LR Value Added 2019 2929
o Ex-Vessel Value S199 billion  $1.46 billion
. g Harvest Vol illi ; d
. Supply Cha|n Log|St|CS & Rates arvest Volume (millions pounds) 5658 5056
First Wholesale Value ~ S4.67 billion  S3.67 billion
* |ncreased Labor Costs Value Added by 268 billion S22 billion
Processors
« COVID Mitigation
. - $32 g1 $32 §3.2  $3.2 Bl 32 g,
« Uncertainty g 53.0 $2.8
S $2.6
« Competitive Global Market &
E
s
t
(=]
=
OPTIMISM IN 2022! “
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021p



Volume Vs. Value Circle Size = Relative Volume
I PF RAD NON-ASMI PROGRAM AREAS

About 75% of Alaska seafood
production exported annually to
100 countries

U.S. is largest market: 25-30%

South Korea

s7on A China/South Korea largest
ey trading partners; primarily

reprocessing

- Japan/Europe largest direct
foreign markets

/" Dominican Republic

- $2M

g /'“"‘.:‘;‘.ff) 90% of pollock, pink/keta
/ salmon, and A80 species
exported

. 40TH ANNIVERSARY



Alaska Seafood Export Value by Region

m Other

m Canada

m South Korea

m Southeast Asia
= Europe

w Japan

® China

~ South America

2015 2016 2017 2018 2019

2011 2012 2013

Source: NOAA, compiled by McKinley Research. 15
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Global Consumer Response
to the Pandemic

|1



Key Covid-caused Market
Disruptions To The Alaska
Seafood Industry:

* Widespread closures in the global
foodservice sector

« Shipping disruptions; more difficult and

Ex-vessel| harvest morE expensive to get Alaska seafood to
; market
value declined 27% ndded costs for h t ;
: o I ed costs for harvesters an
in 2020 due to processors ensuring the safety of their
G(OAVAIDENRS workers on fishing vessels and processing

lines, and the Alaska communities where

they operate mq

===
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Shifts in Seafood

* Increase In Retail Sales, Especially In
Ecommerce, Direct To Consumer Sales

. U.|S.: 122% yoy increase in seafood ecommerce
sales

« More people cooking at home more often;
unprecedented opportunity for education

%

* Frozen Seafood Experienced Banner Growth

« U.S.:35% Koy sales growth in frozen seafood;
24% in fres

» Retall sales growth did not make up for sales
losses at foodservice

« Consumers Looking For Immune-boosting,

Sustainable Foods
AN



COVID
TRENDS

RETAIL & E-COMMERCE
HEALTH
SUSTAINABILTIY/ORIGIN
CONVENIENCE

HOME COOKING

19
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Wellness
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71% of
people will
continue to
cook at home
after the
pandemic
ends

*Hunter

Still Cooking at Home...




Trusted Food Influencers

- serlws eats Recipes Howm-Tos Worid Cuisines Ingredisnts  Equipment Festures Roout Us Nevseote

Miso Alaska Sole & Yuzu Soba Noodle Bowl

Soie 2nd sobe noodies are a maich maoe Save 0 2542
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Salmon Recipes

You've got dinver plans, |

war—baked with ol
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#AskforAlaska #sponsored

Crabcake Crusted Halibut
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New Online Presence

Ay

SIMPLE AND
SATISFYING

Aaska seatood is & versatile, sasy te cook
Protein option for every meal

~O0O@veD

BECIOES WEALTM™ & NUTEITION ALASHA SEAFOOD 101 SUSTAINABILITY

Quick Cooking Tips

ounty of Alaska is untivated, Wits

el WILD, NATURAL
[ tefish, and numercus types of crab and shelifly
pestoscston o iyt e & SUSTAINABLE

Delcious and nutrient-rich seafood from the pristine
waters of Alaska

The seatood bounty of Alaska Is unrivaled. With five species of
salmon, several varieties of whitefish, and numaerous types of crab

and shellfish, Alaska offers mouthwatering seafood options for

OVECY TasTe aNd preference




E-commerce

to Account for
20% of

Grocery

Market by
2026

*Mercatus/Incisiv




Calling out “Alaska seafood”

increases shoppers’ willingness

82%

»i’"g/s’!&“in

to purchase?

. 75%

>3- >5 >0l > >Pl- >5l >

7 OUT 10 consumers prefer Alaska salmon vs. Atlantic salmon?

say they're motivated to
buy when it's wild-caught?

of consumers are more likely
to purchase seafood with an

“Alaska Seafood” logo®

26



Retall Partnerships

Walmart

eCommerce
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Digital Partnerships

4

instacart

publix. @GP
Wegmans ~ STATER BRSS. [ suremiu B0 Ahold

G shnuckr [JB CVS towgwier petcof KNGS BO (webes <D 44 R e FCL
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87% of
Consumers
Consider Their
Health and
Well-Being

when Making a
Food Purchase

Health and

Weliness Still

Top of Mind

Al
} 40TH ANNIVERSARY |




Alaska Seafood
Health Food

—

' N A8t
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Choose flavor.
Choose wellness.
Choose wild

/ Alaska salmon.
l/.

® TARGET

&y @/ # Wiy coon: £ |

o]

Seafood at takeout and delivery adds e
health, sustainability, and an
innovative twist to your menu

Srmaras samaare
D zimmmcmresna

Vne rrtmas aces e 00ien Gosed 15t @3¢ © Mrvioe Jmme o De
T, west e geng b aferng wheet i i
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Wellness and Nutrition = -
Facts on Alaska

Seafood

Wa've got your back - check out

our plethora of fact sheets,

whitepapers. and more

The Alaska Seafood Marketing Insttute (ASMI) would like o
neip Retal Dislitians leverage the benelils of wild, natural and
sustainable Alaska seafood fwrough our retad promotionsl
program. Click here 10 leam more www.aliscaseafosd ora/ratall
and please reach out to Emiy Gisler at
#0i5RT S ABLAHEA00C 0N

DELICIOUSLY GOOD
FOR THE BODY,
MIND AND PLANET.

BATEO0R . ¢ -

Alaska Seafood

awd -,
5 2

72% 60%

Are the main grocery  Seek quick and easy
shopper in the HH meal solutions

@ chicory

63%

Are Healthy Living
Enthusiasts

5

-
Alasha Seafood Marketing Institute

?("("
11}

39%

Regularly Purchase
Fish & Seafood

RECIPE FOR:

Whole30

INGREDIENTS:
* 2 tablespoons avocado oil
* 1 pound cod

* 1 large white onion

* 3 garlic cloves minced

* 2 teaspoons chili powder
* 2 red bell peppers

Pumerss iy @ exicory

Fish Fajitas

o

Kale Quinoa
Salad

INGREDIENTS:

* Y cup qunoe

* 5 aups curly kele

* 1 cup cucumber

* 1 cup red bell pepper

* Balsamic dressing

S

Find a store

SEAFOOD

Whole Catch, Wild-Caugh
Fish, Alaskan Sockeye
Salmon Fillets (2 - 60z

-



Choosing the best seafood Satellite Media Tour
- N « 746M Impressions
EEE ER ,

« 1198 Placements
l!~l~.. ( { l.-

2t More Videos il

e - - d NS LS FAIY 5 A

P 51 P o) 004170415

Registered Dietitian Nutritionist Frances Largeman-Roth joined Taylor on Studio 3 to share the scoop on nutritional

benefits of wild seafood from Alaska.

. 40TH ANNIVERSARY



Natural Holistic Wellness

2,513 posts

Gal Shua-Haim MS, RD
registered dietitian

easy, wholesome recipes

_ .
somethingnutritious i '

142k followers

Health & Wellness have
become priority topics in
media coverage.

Third party spokespeople
and experts lend credibility.

» >

.
l‘,

)

VY . .
S SESAME
"“CALASKA CD

USTED .

BITES ™"
QM.

L

OCTOBER 12

somethingnutritious * Following

Paid partnership with alaskaseafood
Original Audio

somethingnutritious sesame crusted Alaska cod bites with spinach
citrus salad made in partnership with @AlaskaSeafood! #ad

I'm always looking for new ways to eat fish, and these sesame
crusted Alaska cod bites did not disappoint &

this loaded salad is filled with nourishing ingredients like protein-
rich Alaska cod, spinach, avocado and oranges @) It's bursting with
flavor and feel-good ingredients, and can even be made with
Alaska salmon!

choosing wild seafood from Alaska means you're supporting
generations of fishermen and their communities, while also
consuming a healthy and sustainable protein! Alaska seafood is also
good source of zing, vitamin B12, and essential omega-3 fatty acids
that are known for their anti-inflammatory properties &

head to the link in my bio to get the full recipe!
https://somethingnutritiousblog.com/sesame-crusted-cod-bites/

#AskForAlaska #AlaskaSeafood #HealthyMealPrep #HealthyDinner
#FishRecipe

\ ©Qv A

‘ Liked by tess.award and 442 others

32
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2 RECIPES HEALTH & NUTRITION ALASKA SEAFOOD 101 SUSTAINABILITY Q

40TH ANNIVERSARY

Home ' Health & Nutrition / Benefits of Seafood

BENEFITS OF SEAFOOD

Nutrition Information Benefits of Seafood

Heart Health

Regularly eating fatty fish reduces the inflammatory substances produced in

the heart’s arteries, improving their function, and Omega'3's from wild Alaska H

RS L B R | PR e | O




/1% of operators
consider global food
“‘premium” and easy
to command a higher
price. Also, 57% of

consumers want
more comfort food.

*Datassential 2021

New Trends...

comfort, global,
holidays and
more.

34
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Alaska Seafood is Global Cu
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Chef Justin Sutherland Prepares Mentaiko Pasta with Tempura Fried Alaska Pollock




63% of operators who have
increased global offerings are
motivated by expanded variety
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Holiday Occas




December Holiday Plans.

49%

32%

18%

Spend MORE than 2020 Spend LESS than 2020 Spend the SAME as 2020



Social Influencers

1 3% of consumers make purchases

after seeing it on social,

619%0 trust subject matter experts as
spokespeople, and

809% will continue to use platforms
they started using in 2020,

Including TikTok.

POPSUGAR.roo00

| Made the Viral Salmon Rice Bowl From TikTok, and |
Have to Say, It Lives Up to the Hype

]

oao







#A3%
W

SHARE YOUR BEST ALASKA
SEAFOOD HACKS BY TAGGING
@ALASKASEAFOOD AND USING

SHOW US YOUR

January 27 — March 4

39 Million Impressions as of Feb. 17

41






ALASKA:

, SHOW IC
- A DEEPER JECTION TO THE QRIGIN OF lmp ALA:
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alaskaseafood + Following
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CATCH OF THE EARTH DAY
A LESSON IN SUSTAINABLE SEAFOOD FROM ALASKA




Communications Suppor

COVID-19 Proactive + Reactive Technical Communication

Full Transparen-Sea: Alaska
Seafood Is Sustainable bty ekl pel i el

By Agarium Seafood Watch In Latest Orak Assessment 4 o I nternal tal ki ng

INTERNAL TALKING POINTS

Shuadon Qvenview: 5 p 0 i n tS

I e, the Mosesrey Biy Aquariu [MBAG) Sedocd Waseh program
reieased a 0ralk e 3222 mens it would Sonmgrads the stavs of
ever boechenarked ARZKS orab fizharas (kieg, 10nor, and nom|
from creun” 10" 1wel” et “pulow,” with the perticoler sticks of con
o Sming Britot Bay ract b craks | The antire bt of ymlomiend

tocks inciude):

S e Consumer and

= Alutian klands Red)

= Southwast (Red)
= Redhing crab
= Bristel Buy (Yaliow)
= Scuthem Tannee Erab
® Casoem Bering 53 [Yetow]
= Southeaz: (Red)
In Sezeambe. the 2021-22 Bristol Bay red King crab fishary was chsed
e 10 urveys InAGIBND ML the nurber of femaies waz beiow the
accopeabli threshald for opaniog a fshary. Bristol Bay rod king cra
i monsged primaciy by the Ausks Depattment of Fiah & Game with
federsl oversighe from the Navsonat Marine Flzheries Senvioe.
In mid-Saptaenibr of 2021, NWFS provided resurs of
vy, GRl e In the Dering 583 have undergene 3 signficant
moraliy cvcen ikely from climate Impaotz andlor dizesse) resuxing
i massive redhactions in s302k from the 1250 suevay in 2019, Tha low
‘atock atatus may place opilo in e ovecfiahed category (duapit
ran-iEing factors being identified x5 the causs of caciine)
iristol Bty red King ora and Dering S3 opilo ceab are both Inde-
Fundantly cartimd by Alzaka RFI for austsinable management.

2020 COVID-19 Impacts Harvester Survey

ks Seatood Mu:

MEs6q Draft Axsesement - Intsenal Talking Poime

Fiah: Dadleatien o Saiman
Zustwmabliity
Wk e o b Sk o b Ak

Surtanasi
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“ﬁstqth FOODSERVICE

RECIPES HEALTH & NUTRITION

Home  Resources

RESOURCES

RETAIL INDUSTRY

Health & Nutrition Materials ' Species Fact Sheets

Collections

Q

;lstq' Alaska ABOUT ASMI
'L’-Is hun n fﬂe:l'fkotét?n g Board of Directors &
= =—2% Institute Committees

i3 All Hands on Deck

Mecting Materials

31 N, Franklin Street Suite 200 Annual Reports
Juneau, AK 99801-1147 Request for Proposal
800.4782903 Global Food Security
9074655560 Photo Contest
info.request@alaskaseafood org Newslettor Signup
Careers
Contact

"
o L TWHEEL WATCH

INTERNATIONAL

Resource Type

MEDIA RFMCERTIFICATION O B Y @ @ @

ALASKA SEAFOOD 101 SUSTAINABILITY Q N eW

Resource
Library

Recipe How-To Videos

Audience

Easy

RESOURCES
—rcoubao g
FAQs

ASMI Media Library

Rescarch Library
Harvesting Updates
Marketing Updates
Board of Directors Login
IMC Secure Portal Login
Suppliers Directory
RFM Cerufication

Access in
the Footer

NEWS EVENTS CONTACT

ASMI| staff are currently working remotely but readily

available to connect with you by phone or email, Find the
ASMI staff directory list here.

Connect With Us

OMYo(@©®
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Market Development

Exports to China down $450M since 2018
« Was #1 Export Market Prior to 2018
* A 20-year investment by Alaska Seafood Industry & ASMI

. . CHINA TARIFFS ON SEAFO0D IMPORTS
Growing Southeast Asia AVERAGE CHINA TARIFFS ON SEAFOOD IMPORTS COMPARED TO COMPETITOR COUNTRIES

Reduced Feb.2020 [ Additional Tariff [} Section 301 [} Applied MFN

° From September 2019, U.S. seafood was
3 8 / subject to 10% additional tariffs. The Phase
° 1 reduction in February 2020 reduced the
additional tariffs from 10% down to 5%.

Expanding South America 40%

30%

Eastern Europe?

20%

Alaska Seafood Needs Global 10%
Market Diversification Now More
Than Ever

0%

us. Canada Norway Russia Chile New Zealand




Global Competition

* Opportunities &
Challenges not unique to
Alaska Seafood

* Norwegian Seafood
Council global budget 3x
larger than ASMI

« Russia investing $7 Billion
Into its fisheries

* Processing, New Vessels,
Cold Storage & Promotion

« “New Alaska”




COVID Challenges Still Exist

* Foodservice Still Hasn't Fully |
Recovered o
* Responsible for 70% of seafood y - |
purchases prior to pandemic ~ 2,

« Supply Chain & Global
Logistics a Mess

* [nflation
« Cost to Execute Fisheries ; -

* Uncertainty
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