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CHAIR STEVE THOWSON called the House Special Committee on
Fisheries neeting to order at 5:07 p.m Represent ati ves
Thonmpson and Mller were present at the call to order.
Represent ati ve Kawasaki arrived as the nmeeting was in progress.

Presentation: Al aska Seafood Marketing Institute (ASM)

5:08: 05 PM

CHAI R THOMPSON announced that the only order of business would
be a presentation from the Al aska Seafood Marketing Institute
(ASM) .

5:08: 49 PM

RAY RI UTTA, Executive Director, Al aska Seafood Marketing
Institute (ASM), stated that the Alaska Seafood Marketing
Institute (ASM) was a partnership between the State of Al aska
and the seafood industry, and had been in existence for nore
than 30 years, wth its primary mssion to market seafood.
Directing attention to slide 2, "The Codfish,” he read the ditty
and exclainmed that "it pays to advertise." Moving on to slide
3, "Alaska's Seafood Industry,"” he declared that the seafood
i ndustry was "big business in Alaska ... for the nobst part, we
pay our own way." He declared that nmany taxes were assessed on
the industry, and that about half the ASM budget was based on a
one half percent tax on the price the processors paid to
fishernmen. He reported that the other half of the budget was
secured in a match wth the industry, declaring that this
| everaged "marketing access program funds" to support the
international marketing efforts. He explained that the three
sources, industry funds, state funds, and federal nmarketing
funds, conprised the ASM budget. He shared that the fishing
i ndustry, in 2009, had generated nore than $4.6 billion in
economc value, was the mjor enployer in Alaska, and had
contributed nore than $1.45 billion in | abor and incone.

5:11:12 PM

MR. RIUTTA stated that Al aska was the donmi nant seafood producer
in the United States, with nore than half the seafood produced
for market. He shared that, in 2010, the Alaska fish harvest
was the 11th hi ghest since statehood.

5:11:55 PM
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VR. RIUTTA addressed slide 4, "US Per Capita Protein
Consunption 2009," and conpared fish consunption with that of
beef, pork and poultry. He noted that only 16 pounds of seafood
was consumed per capita in the US. and he conjectured that
peopl e woul d experience an inprovenent in health if nore fish
products were consuned. He shared that Al aska produced about 90
percent of the salnmon in the U S., but only 12 percent in the
gl obal nmarket. He pointed out that a lot of the gl obal
production was farnmed fish from Chile, Canada, and Norway.
Al aska produced about 2 percent of the global narket for all
seafood. He clarified that this necessitated for ASM to market
itself as an entity, not a comodity, in order to conmand a
better price.

5:13:31 PM

MR. RIUTTA noved on to slide 5, "Alaska Seafood Production By
Type," a graphic indicating the species value versus volunme, and
pointing to black cod, halibut, shellfish, and sal non as higher
val ue-to-vol une products. Each of these stood on their own as a

product, as opposed to being an ingredient. He decl ared that
the fishing industry had a high inpact on the econom es of rural
comunities, slide 6, "Inmpact on Rural Comunities."” Referring

to slide 7, "Wiat is the Al aska Seafood Mrketing Institute?",
he explained that ASM was a partnership between the state and
the industry, and its job was to market Al aska seafood. He
reported that ASM had a Board of Directors, conprised of five
processors and two commercial harvesters, who were appointed by
t he governor.

5:15: 50 PM

MR. RIUTTA indicated slide 8 "ASM Mssion Statenent,” and
declared that ASM was focused on increasing the econom c val ue

of Al aska seafood and nmaintaining market access. He showed
slide 9, "Lead by Industry,”™ which listed the Board of
Di rectors. He noted that ASM also had a Custonmer Advisory

Panel which advised on how best to approach the narketpl ace.
5:17:16 PM

MR. RIUTTA, reflecting on slide 10, "ASM Builds 'Al aska
Brand," said that AS 16.51.110 required that ASM pronote every
Al aska product equally, not by brand or region. He noted that
sustainability, as defined in the Al aska State Constitution, was
a basis for Al aska seafood products.
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5:18:10 PM

MR. RIUTTA shared slide 11, "The Al aska Brand," which listed the
consuner descriptors associated with Al aska seafood. Directing
attention to slide 12, "Al aska Seafood Audience," he said that
al though the Baby Booner GCeneration was the target audience,

CGeneration Y had been recently added as a target group. He
indicated slide 13, "ASM Donestic & International Prograns,"”
and described the six marketing prograns: retail, foodservice

i nternational, consuner public relations, seafood technical, and
gl obal food aid.

5:20: 50 PM

MR. RIUTTA discussed the donestic retail narketing program
slides 14 and 15, which worked to align the Alaska Seafood
Industry with retailers across the US, and support their sales
and narketing prograns through in-store pronotions, consuner
advertising, public relations, and trade advertising. He
described other advertising strategies, including co-branding
with Alaskan Brewing Conpany and partnering wth individual
stores.

5:23: 05 PM

MR. RIUTTA described the ASM work in donestic foodservice
marketing, slides 16 and 17, wth restaurants, universities,
chef networks, and broad line distributors to pronote WId
Al aska Seaf ood products.

5:24: 46 PM

MR. RIUTTA shared sone activities that ASM cooperated in to
pronote Al aska seaf ood on canpuses, slide 18.

5:25:50 PM

MR. RIUTTA said that international narketing was paying off in
key markets, including Japan, the European Union, Brazil, and
China, slides 19 and 20. He declared that this marketing was
only limted by the noney.

5:26:26 PM
MR RIUTTA stated that the Al aska Canned Sal non d obal Food Aid

program created in 2005, had brought canned sal non to areas of
need, slide 21. He shared that many countries which had
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received salnon through food aid prograns were now buyi ng ASM
products.

5:27:17 PM

MR. RIUTTA discussed slide 22, "Seafood Technical,"” which
outlined the technical program for guidance to the seafood
industry in food safety, quality, nutrition, food |abeling,
envi ronnmental issues, and cargo handling. He stated that this
techni cal program focusing on sustainability, offered guidance
from point of harvest to the end user. He noved on to slides 23

and 24, "Comunications," and said that the comunications
program supported the marketing staff in its outreach. He
shared the many materials available, including recipe cards,

cookbooks, and training materials. He shared the devel opnent of
Al aska Seafood University, and its on-line courses, which had
been incorporated into the training for many of the large retai
chai ns.

5:30: 49 PM

MR. RIUTTA noved attention to slides 25, 26, and 27, which
depi cted Seafood shows and Expositions around the world. He
said that a partnership with Rei Mnoz and her artwrk had
hel ped to make the seafood show in Boston a success in 2010. He
described that the largest seafood show in the world was in
Brussels, Belgium which had garnered $634 nmillion in projected
sales for ASM. He discussed sonme of the other international
events including Hong Kong, Pol and, and Ger nany.

5:33:10 PM

MR. RIUTTA briefly nentioned that the social nedia progranms on
You Tube, twitter, tunblr., and Facebook, slide 28, were
inmportant to get the nessage out to the Generation Y audi ence.
5:34: 03 PM

MR. RIUTTA di scussed sone of the "Recent Challenges," slide 29.
He pointed to price resistance, growh in farned salnon
currency fluctuations, and world economcs as challenges to
ASM .

5:34: 50 PM

MR. RIUTTA directed attention to slides 30, 31, and 32, noting
the attacks on Al aska sal non producers when they w thdrew from

HOUSE FSH COW TTEE - 5- February 21, 2012



the MSC certification process in January 2012. He summari zed
that Al aska had been with the MSC (Marine Stewardship Council),
which certified seafood as sustainable, for nore than 10 years.
He reflected that the Al aska sal non producers had asked ASM to
ref ocus its efforts for an alternative to t he M5C
recertification. He explained that the new certification was
defined by the FAO (Food and Agriculture Oganization of the
United Nations) code of conduct for responsible fisheries
managenent, and the |1SO 65 standards, the toughest certification
standards in the world. He declared that this had resulted in
"quite a pushback by both the MSC and a nunber of their sponsors
since we brought that program to narket, claimng it's not
equivalent, it's not worthy, it's a step backward for the
sustainability nmovenent, and a | ot of other things."

5:36:11 PM

MR. RIUTTA provided a quote, slide 31, from Mke Sutton, of the
Monterey Bay Aquarium and a founder of MSC. "Al askans are going
to regret the path they are trying to go down."” He reported

that there was now a concentrated effort to discredit the Al aska
hat chery program which was a nodel for world hatcheries.

5:37:19 PM

MR. RIUTTA explained the issues, slide 32, with MSC and why
Al aska had w t hdrawn. He said that nmarket access had becone
restricted, as WMSC certification was now necessary in sone
states and countries. ASM had viewed this as a long term
problem because MSC was influenced by its funders, which
included the Wrld WIdlife Fund and other non-governnental
organi zati ons (NGO . He noted that ASM had devel oped the
Al aska Seafood brand, and did not want to be swallowed into the
MSC br and. He nentioned other associated cost increases by the
VBC.

5:38:51 PM

MR. RIUTTA provided a flow chart, slide 33, "Wat should be the
role of the NGO?" to define what ASM would like to see as the
role of an NGO He pointed out that the fishery governance
decisions were controlled by |egal nmandates, FAO gui dance, the
conpetent authorities, the stakeholders, and the NGCs. After
t he deci sions for governance were nmade, they were inposed on the
fishery and the fishernmen. The fishernen then had the option of
selling to the processor, or producing and direct nmarketing
their own product. He pointed out that the certification
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prograns had been established for enforcenent prior to the sale
to the market, and these certification products were becom ng
mandat ory. He clarified that this mandatory requirenent gave
NGCs greater i nfluence over fisheries governance. He
acknow edged that in areas of bad governance, this was
effective, but that in Alaska, with strong governance, this kept
the standards in fl ux. He shared that the biggest concern of
the seafood industry was that NGOs could stop fisheries from
sending their product to nmarket, wthout the NG having to

participate in the governance process. He stated that
governnents should have the responsibility for establishing
certifications. He listed sonme of the disagreenents with the

MSC, including its proposed separation of hatchery and non-
hatchery fish, and separation into nultiple geographic regions.
He declared that Alaska could take care of any fisheries
managenent problens, if they arose, as it was the "law of the
| and. " He declared that the current certification program was
"absolutely adequate and it gets the job done.” He agreed that
the MSC had a role, but that it should not interfere, as "a
single private entity who has their own private standard, to
give them the sole authority to decide who can sell seafood to
the public and who cannot, is problematic in the view of the
i ndustry." He declared a need for conpetition in the
mar ket pl ace, slide 34.

5:44: 43 PM
REPRESENTATI VE KAWASAKI asked if there were other states,
countries, or nations that were renoving thenselves fromthe MSC

| abel i ng system

MR. RIUTTA replied that no others were currently |eaving MSC,

al t hough not every country had entered into it. He reported
that Alaska was now using the sane program as |celand
Responsi bl e Fisheries Managenent Certification. He noted that

Canada, and a few other countries, were also contenplating the
Al aska nodel for certification processes as an alternative to
t he MSC.

5:45:39 PM

REPRESENTATI VE KAWASAKI asked, as the Canadian fishery used nore
farmed fish, why it had not left the MSC

MR. RIUTTA explained that this certification was for wld

capture fisheries, and that there was a separate certification
for farmed fish
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MR. RIUTTA, in response to Representative Kawasaki, said that
MSC was the best known certification program for wild capture

fisheries. He shared that Alaska salnon fisheries were
concerned that MSC would becone the sole gate keeper to the
mar ket . He explained that Al aska had returned to the source of

the certification prograns, the FAO code of conduct for
responsi ble fisheries managenent, which had been devel oped by
nmore than 70 nations. He shared that MSC had increased this
standard and its application, but that it was a changing
standard without any return to the agreed upon FAO code.

5:48: 26 PM

MR. RIUTTA, in response to Representative MIller, stated that
M5C were the initials for the Mrine Stewardship Council, and
FAO were the initials for the Food and Agricultural Organization
of the United Nations.

REPRESENTATI VE M LLER asked for an update to the |abeling for
genetically nodified, or farnmed, fish.

MR. RIUTTA offered his belief that although |abeling was not
nationally required, Alaska did require it. He pointed out that
consunmer demand was to know the origin of the product. He said
that this was a current discussion in the U S. Congress.

5:50: 25 PM
MR. RIUITA, in response to Representative Kawasaki, explained

that Germany and the United Kingdom (UK) were strongholds for
the MSC certification, as GCermany especially was "heavily

i nfluenced by green environnental groups,” and retailers were
required to have MSC certification in order to nmarket wld
capture seafood. He acknowl edged that this represented a

probl em for Al aska seafood marketing in Germany, and that Al aska
needed to educate these countries that Alaska was the gold
standard for salnon fisheries managenent. He shared that only a
few retailers in the US. had insisted on MSC certification,

while nost preferred the FAO designation, in lieu of any eco
| abel s, which allowed an inclusion with their corporate socia

responsibility prograns. He explained that the Magnuson -
Stevens Fishery Conservation and Managenent Reauthorization Act
was a requirenment for sustainable seafood, hence any fishery in
the U S. had already been certified by law. He shared a concern
that nore countries would not buy Al aska seafood w thout the MSC
certification, which he described as a "noving bar.”™ He opined
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that the initial MC certification was "a really good bal ance
between industry and the environnmental world to try to ensure
that all the world' s fisheries were sustainable using narket
pressure” but that it had "begun to tilt" so that the seafood
industry felt it had no input to the process.

5:54:49 PM

MR. RIUTTA returned attention to slide 36, which illustrated
that the value of key commercial species had increased from 2004
to 2010, with the exception of 2009. He pointed out that the
value of Alaska salnon had increased every year from 2002 to
2010, and although not on the graph, he shared that "the 2011
nunbers were even better.” He reported that this increase was
directly attributable to investnment incentives and the Joint
Legi sl ative Sal nmon Industry Task Force in 2002. He noted that
aggressive marketing and investnent in changes to the industry
had given rise to the value of the canned and fresh products and
stabilized the salnon narket. He noted that ASM perfornmance
was neasured by the ex-vessel price of fish

5:57:40 PM

MR. RIUTTA noved on to slide 37, a graph depicting consuner
advertising and public relations canpaign expenditures. He
poi nted out that, as funding had di m ni shed, ASM had focused on
consuner public relations canpaigns and, nost recently, socia
medi a. He noted that the | ower graph reflected the consistency
of Al aska seafood exports for value and vol une since 2004.

5:59: 27 PM

MR. RIUTTA discussed slide 38, which reflected the sources of
allocation for ASM funding, including Federal Market Access
Program ( MAP), Seafood Assessnent Tax, and State General funds.
He expressed concern to the future cancellation of the MAP
program and those consequences for ASM .

6: 00: 05 PM

REPRESENTATI VE KAWASAKI asked if the MAP funding was related to
the state general fund match

MR. RIUTTA confirmed that the MAP funding was tied to the state

fundi ng, which was a conbination of industry and general funds.
He repeated the funding sources he had described earlier: t he
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seaf ood industry self-assessnment tax, and state general funds,
whi ch were used to | everage the MAP funds.

6: 01: 25 PM

REPRESENTATI VE KAWASAKI asked if ASM had taken advantage of
every available federal dollar. He asked if MAP funding was
capped.

MR. RIUTTA replied that MAP funding was capped at $200 million
and that ASM was leveraging this funding as heavily as
possi bl e.

6: 02: 29 PM

MR. RIUTTA directed attention to slide 39, which provided the
ex-vessel value trend versus the ASM funding trend, and he
noted the fairly parallel trend lines on the graph. He
concluded that reasonable investnents in advertising increased
the overall value of the seafood harvest.

6: 03: 29 PM

MR. RIUTTA analyzed slide 40, the FY 2012-2012 budget figures
by conponent, and he pointed out that although ASM expected to
receive about $500 mllion less in MAP funding, the seafood
i ndustry and general funds should cover the |oss. He noved on
to slide 41, "FY13 Governor's Operating Budget," which depicted
t he ASM expenses.

6: 05: 26 PM

MR RIUTTA, in response to Chair Thonpson, agreed that,
initially, it would probably be nore costly to market Al aska
seaf ood in Europe wi thout the MSC certification.

CHAIR THOWPSON offered his belief that ASM was a very
successful program and that it was necessary to educate the
mar ket s that Al aska's seafood standards exceeded those of MSC

MR. RIUTTA agreed, stating that both standards acconplished the
sane thing, both were good prograns, and that it was all about
sust ai nabl e seaf ood. He said that the new program in Al aska,
Responsi bl e Fi sheri es Managenent, was based on the FAO code, and
that Alaska had gotten the idea for this alternative from
| cel and.
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6: 08: 54 PM

BRUCE WALLACE, Menber, Al aska Seafood Marketing Institute Board
(ASM ), conmented that the shift from the MSC certification had
been di scussed extensively anong the United Fisherman of Al aska.
It had been generally agreed that it was not acceptable to allow
an NGO to determne the MSC certification. He clarified that
the fishernmen had agreed with the fish processors to make this
change.

6:10: 29 PM
ADJ OQURNNMENT
There being no further business before the commttee, the House

Special Conmttee on Fisheries neeting was adjourned at 6:10
p. m
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