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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

Celebrating 40 years!
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ASMI 
Funding

FY22 Budget Authority

• Seafood Marketing Assessment

• $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
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Seafood Technical

International Marketing

Communications

Domestic Marketing

Global Food Aid
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Core Programs

Administrative



INTERNATIONAL

MARKETING
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Nine Program Areas in 42 
Countries:

 Japan

 China

 South America

 Northern Europe

 Central Europe

 Southern Europe

 Western Europe

 Eastern Europe

 Southeast Asia

Blue = ASMI Program Area
Red = Non-ASMI Program Area
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DOMESTIC MARKETING

United States and Canada
• Foodservice
• Retail
• Distributors

Last year the Domestic Program 

Conducted Promotions with …
• 35,000 retail and e-commerce stores
• 18,000+ foodservice establishments
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COMMUNICATIONS & PR
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GLOBAL FOOD AID

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

RESOURCES

QUALITY handling guides and resources for 

processors and fishermen

BUYERS GUIDES  help distributors, chefs, 

retailers learn more about Alaska’s seafood. 

RESEARCH AND REPORTS on health, 

nutrition, utilization and industry efficiency
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Value of Alaska Seafood
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Economic Impact

Download the Report

@ Alaskaseafood.org

https://www.alaskaseafood.org/industry/economic-impact/
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• $5.7 billion in economic output to the Alaska 

economy in 2019.

• 37,400 FTE jobs & $2.2 billion of labor income to the 

state’s economy in 2019.

• 10% of Alaska employment during this period.

• Broad economic distribution. From Kotzebue to 

Ketchikan - an estimated 26,400 Alaska residents 

were directly employed in the industry in 2019.

Alaska Seafood Delivers
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2020 Was Rough

Partial Recovery in 2021

Key Challenges Loom
• Supply Chain Logistics & Rates

• Increased Labor Costs

• COVID Mitigation

• Uncertainty

• Competitive Global Market

OPTIMISM IN 2022!
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About 75% of Alaska seafood 
production exported annually to 
100 countries

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

China/South Korea largest 
trading partners; primarily 
reprocessing

Japan/Europe largest direct 
foreign markets

90% of pollock, pink/keta 
salmon, and A80 species 
exported
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Alaska Seafood Export Value by Region
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Global Consumer Response 
to the Pandemic  



Ex-vessel harvest 
value declined 27% 

in 2020 due to 
COVID-19

Key Covid-caused Market 
Disruptions To The Alaska 
Seafood Industry:
• Widespread closures in the global 

foodservice sector

• Shipping disruptions; more difficult and 
more expensive to get Alaska seafood to 
market

• Added costs for harvesters and 
processors ensuring the safety of their 
workers on fishing vessels and processing 
lines, and the Alaska communities where 
they operate
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27%



• 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% yoy sales growth in frozen seafood; 
24% in fresh

• Retail sales growth did not make up for sales 
losses at foodservice

• Consumers Looking For Immune-boosting, 
Sustainable Foods
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Shifts in Seafood



COVID
TRENDS

• RETAIL & E-COMMERCE

• HEALTH

• SUSTAINABILTIY/ORIGIN

• CONVENIENCE

• HOME COOKING
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Global Strategy
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Connecting with Home Cooks  - E-commerce  - Health & Wellness  

Emerging Trends  - Transparency



71% of 
people will 
continue to 
cook at home 
after the 
pandemic 
ends
*Hunter

Still Cooking at Home…
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Trusted Food Influencers
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New Online Presence



E-commerce 
to Account for 
20% of 
Grocery 
Market by 
2026

*Mercatus/Incisiv
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Retail Partnerships
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Digital Partnerships



87% of 
Consumers 
Consider Their 
Health and 
Well-Being 
when Making a 
Food Purchase

*Datassential 2021

Health and 
Wellness Still 
Top of Mind
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Alaska Seafood is
Health Food
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Satellite Media Tour
• 746M Impressions

• 1198 Placements
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• Health & Wellness have 

become priority topics in 

media coverage.

• Third party spokespeople 

and experts lend credibility.

Natural Holistic Wellness
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New Trends… 

comfort, global, 
holidays and 
more. 
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71% of operators 

consider global food 

“premium” and easy 

to command a higher 

price. Also, 57% of 

consumers want 

more comfort food.

*Datassential 2021
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Alaska Seafood is Global Cuisine
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Holiday Occasions
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73% of consumers make purchases 

after seeing it on social,

61% trust subject matter experts as 

spokespeople, and 

80% will continue to use platforms 

they started using in 2020, 

including TikTok.
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Social Influencers
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• Always on pitching
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January 27 – March 4

39 Million Impressions as of Feb. 17



75% of 
consumers 
want to be 
more 
knowledgeable 
about seafood. 

*FMI Power of seafood
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https://www.instagram.com/p/CPq3qtPrSQL/
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Communications Support

COVID-19 Proactive + Reactive

• Internal talking 
points

• Consumer and 
Trade Q&A

Technical Communication 



Highlights of 
the new site

• One Unified Site
• Cohesive Brand Refresh
• Easier access to:

• Tools
• News
• Events
• Resource

New
Resource
Library

Easy 
Access in 
the Footer
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Challenges



Market Development
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• Exports to China down $450M since 2018

• Was #1 Export Market Prior to 2018

• A 20-year investment by Alaska Seafood Industry & ASMI

• Growing Southeast Asia

• Expanding South America

• Eastern Europe?

Alaska Seafood Needs Global 
Market Diversification Now More 
Than Ever



Global Competition
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• 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
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• Foodservice Still Hasn’t Fully 
Recovered

• Responsible for 70% of seafood 

purchases prior to pandemic

• Supply Chain & Global 
Logistics a Mess

• Inflation

• Cost to Execute Fisheries

• Uncertainty
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Thank You


