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Finance Committee considered SENATE BILL NO. 282
SB 282 ALASKA SEAFOOD MARKETING INSTITUTE/TAX

"An Act relating to the membership of the board of directors of the Alaska Seafood Marketing Institute; 
extending the termination dates of certain activities and salmon marketing programs of the Alaska Seafood 
Marketing Institute and of the salmon marketing tax; and providing for an effective date."
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STATE OF ALASKA
2002 LEG ISLAT IVE SESS

F I S C A L  N

/>HK‘ " 7. ZOOZ

O T E

ON CS SB 282 (L&C)

Revision Date/Time (Note if correction):_____________
Title Reauthorization of the 1% Salmon Tax

Fiscal Note Number:
Bill Version:
() Publish Date:

Dept. Affected;________________________
BRU Alaska Seafood Marketing Institute (126)
Component Alaska Seafood Marketing Institute

DCED

Sponsor
Requester

Senator Stevens
Senate Finance

Expenditures/Revenues
Component No. 

(Thousands of Dollars)
393

OPERATING EXPENDITURES FY 2003 FY 2004 FY 2005 FY 2006 FY 2007 FY 2008
Personal Services 226.0 226.0 226.0 226.0 226.0 226.0
Travel 74.0 74.0 74.0 74.0 74.0 74.0
Contractual 1,467.0 1,467.0 1,467.0 1,467.0 1.467.0 1,467.0
Supplies 32.0 32.0 32.0 32.0 32.0 32.0
Equipment 1.0 1.0 1.0 1.0 1.0 1.0
Land & Structures
Grants & Claims
Miscellaneous

TOTAL OPERATING 1,800.0 1,800.0 1,800.0 1,800.0 1,800.0 1,800.0

CAPITAL EXPENDITURES | | I I

CHANGE IN REVENUES ( ) I ! !

FUND SOURCE (Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF
1005 GF/Program Receipts
1037 GF/Mental Health
1156 Receipt Supported Services 1.800.0 1,800.0 1,800.0 1,800.0 1,800.0 1.800.0

TOTAL 1,800.0 1,800.0 1,800.0 1,800.0 1,800.0 1,800.0

Estimate of any current year (FY2002) cost: 0.0
Check tills box (X) if funding for this bill is included in the Governor's FY 2003 budget proposal: I X

POSITIONS
Full-time 18 18 18 18 18 18
Part-time
Temporary

ANALYSIS: (Attach a separata page if necessary)

The Receipt Supported Services fund source staled here is derived from (he collection of the 1% Salmon 
Marketing Tax. The 1% Salmon Marketing Tax is calculated on the actual Annual Harvest ex-vessel value 
of all salmon harvested in Alaska in any given year. Because of the varying cyclic nature of the salmon 
harvests from year to year, an average salmon ex vessel harvest value of 5180,000,000 per year of which 
1% Salmon Marketing Tax equals S 1,800,000 has been used as the estimated collectable revenue for 
ASMI.
The estimated expenditures are based on a percentage ratio .

Prepared by: Barbara Belknap. Director_______________________________ Phone 907-465-5570
Division Alaska Seafood Marketing Institute_______________________  Date/Time 3/1/02 3:55 PM
Approved by: Deborah B. Sedwick, Commissioner_________________________ Date 3/1/2002______
Agency Department of Community & Economic Development__________
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SENATE FINANCE
COMMITTEE 

Amendment Number:i ^ i
Bill Number: / o fT T O ?  
Sponsor:f|LOKLr/Yl6^ a t9 :  & f7 .l r &  22-LS1436VJ.3 
Lociaed In Bv: r O > A r L  ~T ^ / Utermohle

/  )-------  3/28/02

A  M  E N D  M  E N T

p  o  n  6 o / l < ^  t x A  
O F F E R E D  IN  T H E  S E N A T E  ^

T O : C S S B  2 8 2 ( L & C )

1 P a g e  1, l ines  1 -  2:

2 D e le te  " e x t e n d i n g  t h e  t e r m i n a t i o n  d a t e s  o f  c e r t a i n  a c t iv i t i e s  a n d  s a lm o n

3 m a r k e t i n g  p r o g r a m s  o f  t h e  A l a s k a  S e a f o o d  M a r k e t i n g  I n s t i t u t e  a n d "

4 In se r t  " d e l a y i n g  th e  r e p e a l "

5

6 P a g e  3 , l ine s  2 6  - 29 :

7 D e le te  all m a te r ia l .

8

9 R e n u m b e r  the  f o l lo w in g  bill  s e c t io n  a c c o rd in g ly .

L -1-
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C S  F O R  S E N A T E  B I L L  N O .  2 8 2 ( F I N )

IN  T H E  L E G I S L A T U R E  O F  T H E  S T A T E  O F  A L A S K A  

T W E N T Y - S E C O N D  L E G I S L A T U R E  - S E C O N D  S E S S IO N

RY TH E SENATE FINANCE COM M ITTEE

Offered: 
j Referred:
; Sponsor(s): SENATOR STEVENS

A  B I L L  

F O R  A N  A C T  E N T I T L E D  

" A n  A c t  d e l a y i n g  Ih e  r e p e a l  o f  th e  s a lm o n  m a r k e t i n g  ta x ;  e x p a n d i n g  t h e  a l l o w a b l e  u se  

o f  t h a t  t a x  f o r  t h e  s a lm o n  m a r k e t i n g  p r o g r a m s  o f  t h e  A l a s k a  S e a f o o d  M a r k e t i n g  

I n s t i t u t e ;  r e l a t i n g  to  t h e  A l a s k a  S e a f o o d  M a r k e t i n g  I n s t i t u t e ' s  s a l m o n  m a r k e t i n g  

c o m m i t t e e ;  a n d  p r o v i d i n g  f o r  a n  e f fe c t iv e  d a t e . "

B E  I T  E N A C T E D  B Y  T I I E  L E G I S L A T U R E  O F  T H E  S T A T E  O F  A L A S K A :

* S e c t io n  1. A S  1 6 .5 1 .10 0  is a m e n d e d  to read :

S e c .  1 6 .5 1 .10 0 .  D u t ie s  o f  h o a r d .  T h e  b o a rd  sh a ll

(1 )  c o n d u c t  p ro g ra m s  o f  e d u c a t io n ,  re s e a rc h ,  a d v e r t i s in g ,  o r  sa le s  

p r o m o t io n  d e s ig n e d  10 a c c o m p l i s h  the  p u rp o s e s  o f  th is  c h a p te r ;

(2) p ro m o te  all sp e c ie s  o f  s e a fo o d  a n d  th e i r  b y -p ro d u c ts  th a t  are  

h a rv e s te d  in the  s ta te  a n d  p ro c e s se d  for sale ;

(3 )  d e v e lo p  m a rk e t -o r ie n te d  q u a l i ty  sp e c i f ic a t io n s  fo r  A la s k a  s e a f o o d  

[ S E A F O O D S ]  to be  used  in d e v e lo p in g  a h ig h  q u a l i ty  im a g e  for A la s k a  s e a fo o d  in 

d o m e s t ic  and  w o r ld  m a rk e ts ,  a n d  a d o p t  a n d  d is t r ib u te  r e c o m m e n d a t io n s  r e g a rd in g  the

f °

Jt l

-1-
Now  Toxt:  U n d a r l i n o d  [DELETED T E X T  BRACKETED]
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h a n d l in g  o f  s e a fo o d  f ro m  ihe  m o m e n t  o f  c a p tu re  to f ina l  d is tr ib u t io n ;

(4) p rep a re  m a rk e t  re sea rch  and  p ro d u c t  d e v e lo p m e n t  p lans  fo r  the 

p ro m o t io n  o f  all sp e c ie s  o f  se a fo o d  and  th e i r  b y -p ro d u c ts  th a t  a re  h a rv e s te d  in the sta te  

a n d  p ro c e s se d  for sa le ;

(5) s u b m it  an  annu a l  rep o r t  to the  g o v e rn o r  d e s c r ib in g  the  ac t iv i t ie s  o f  

the  in s t i tu te  and  n o ti fy  the  leg is la tu re  that the  report  is a v a ilab le ;

(6) d e v e lo p  m a rk e t in g  p ro g ra m s  b a s e d  o n  the  " in sp ec tio n "  and

" p re m iu m  q ua l i ty "  se a ls  d e s ig n e d  u n d e r  A S  17 .20 .066  a n d  u se  th e  sea ls  in a d v e r t is in g  

a n d  p ro m o t io n  e ffo r ts  o f  the  institu te;

(7) c o l lec t ,  o rg an ize ,  d is tr ib u te ,  a n d  m a k e  a v a i la b le  to  the  p u b lic  

in fo rm a t io n  o n  p r ices  p a id  a n d  m a rk e t  c o n d i t io n s  fo r  r a w  s a lm o n  a n d  s a lm o n  p ro d u c ts  

a n d  p r o v id e  th is  in fo rm a t io n  on  a  re g u la r  and  t im e ly  b a s is  to all s a lm o n  f ish e rm en  

w h o  h o ld  p e rm it s  u n d e r  A S  16.43 a n d  to all n o n p ro f i t  s a lm o n  e n h a n c e m e n t

o rg a n iz a t io n s  that h o ld  a  p e rm it  u n d e r  A S  16.10 .400 ;

(8)  c o o p e ra te  w i th  c o m m e rc ia l  s a lm o n  f ish e rm e n ,  f i s h e rm e n 's  !

o rg a n iz a t io n s ,  s e a fo o d  p ro c e sso rs ,  the  A la s k a  F ish e r ie s  D e v e lo p m e n t  F o u n d a t io n ,  the  i 

F ish e r ie s  Ind u str ia l  T e c h n o lo g y  C en te r ,  s ta te  a n d  federal  a g e n c ie s ,  a n d  o th e r  re lev an t
l

p e r s o n s  a n d  e n t i t ie s  to in v e s t ig a te  m a rk e t  r e c e p t io n  to n e w  s a lm o n  p ro d u c t  fo rm s  and  !
i

d e v e lo p  c o m m o d i ty  s ta n d a rd s  and  fu tu re  m a rk e ts  for s a lm o n  p ro d u c ts ;

(9) e s ta b l i sh  a s a lm o n  m a rk e t in g  c o m m i t te e  to a ss is t  a n d  a d v ise  the j 

b o a rd  in a d m in is te r in g  the [D O M E S T IC ]  s a lm o n  m a rk e t in g  p ro g r a m  tha t  is fu nd ed  

th ro u g h  the  tax  c o l lec te d  u n d e r  A S  4 3 .7 6 .1 1 0  - 4 3 .7 6 .1 3 0 ;  the  c o m m it te e  shall  cons is t  

o f  s e v e n  p e rs o n s  se le c ted  by  the b oard ,  a s  fo l lo w s:

(A )  fo u r  p e rso n s  sha ll  be  e n g a g e d  in c o m m e r c ia l  s a lm o n  

f ish ing  and  h o ld  s a lm o n  p e rm its  u n d e r  A S  16.43, o f  w h o m

(i) o n e  p e rs o n  sha ll  be a  m e m b e r  o f  the  b o a rd  o f

d ire c to rs  o f  th e  insti tu te ;  a n d

(ii) th ree  p e rs o n s  sha ll  be  A la s k a  re s id e n ts  from

d if fe ren t  s a lm o n  a d m in is t r a t iv e  a re as  e s ta b l i sh e d  by  the  A la s k a

C o m m e rc ia l  F ish e r ie s  E n try  C o m m is s io n ;  and

(B )  th ree  p e rso n s  shall  b e  e n g a g e d  in p ro c e s s in g  o f  sa lm o n ,  o f

CSS It 2S2(F1N) -2-
N rw  T e x t  U n d e r I i n o d  I DELETED TEXT BRACKETED]
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on  the  b o a rd  o f  d ire c to rs  o f  the  in s t i tu te  a n d  w h o  h as  an  a nn u a l  pay ro l l  

in the  s ta te  o f  m o re  th a n  $ 2 ,5 0 0 ,0 0 0 ;  a n d

(iii)  o n e  p e r s o n  sh a ll  be  a  s a lm o n  p r o c e s s o r  w h o  is not

o n  the  b o a rd  o f  d ire c to rs  o f  the  in s t i tu te  a n d  w h o  has  an  ann u a l  pay ro l l  

in th e  s ta te  o f  $ 5 0 ,0 0 0  - $ 2 ,5 0 0 ,0 0 0 .

* S ec .  2. A S  4 3 .7 6 .1 2 0 (d )  is a m e n d e d  to read:

(d)  T h e  sa lm o n  m a r k e t in g  tax  c o l le c te d  u n d e r  th is  se c t io n  sha ll  b e  d e p o s i te d  in 

th e  g e n e ra l  fund . T h e  leg is la tu re  m a y  a p p ro p r ia te  r e v e n u e  g e n e ra te d  by  the s a lm o n  

m a rk e t in g  tax  to th e  A la s k a  S e a fo o d  M a rk e t in g  In s t i tu te  fo r  the  p u rp o se  o f  su p p o r t in g  

th e  in s t i tu te 's  s a lm o n  m a rk e t in g  p ro g ra m  u n d e r  A S  16.51 [A S  1 6 .5 1 .10 0 (7 )  - (9 )  A N D  

T H E  IN S T I T U T E 'S  D O M E S T I C  S A L M O N  M A R K E T I N G  P R O G R A M ] .  E x c e p t  as 

o th e rw is e  p ro v id e d  in an  a p p ro p r ia t io n  b y  the  leg is la tu re ,  the  a m o u n t  o f  the a l lo ca t io n  

m a d e  to the  in s t i tu te 's  s a lm o n  m a r k e t in g  p r o g ra m  u n d e r  A S  1 6 .51 .10 0 (7 )  a n d  (8) 

s h o u ld  n o t  e x c e e d  10 p e rc e n t  o f  the  to ta l  a m o u n t  o f  s a lm o n  m a rk e t in g  tax r e v e n u e  

a p p ro p r ia te d  fo r  th e  ins ti tu te .

* Sec . 3. T h e  u n c o d i f ie d  law  o f  the  S ta te  o f  A la s k a  e n a c te d  in sec .  9, ch . 5 5 ,  S L A  1993. as  

a m e n d e d  b y  sec . 1, ch . I l l ,  S L A  1998, is a m e n d e d  to read :

S ec .  9. A S  4 3 .7 6 .1 1 0 ,  4 3 .7 6 .1 2 0 ,  a n d  4 3 .7 6 .1 3 0  a re  r e p e a le d  Ju n e  30 . 2 008

[2 0 03 ].

* S ec .  4. T h is  A c t  ta k e s  e ffec t  im m e d ia te ly  u n d e r  A S  0 1 . 10 .070(c) .

-3- CSSB 282(1-IN)
N e w  T e x t : U n d e r l i n e d  [DELETED T E X T  BRACKETED!
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Session: 
State C \rn o i 

jL N E A t, A K  
99S01-11S2 

(907) 465-4993 
Fa\ (907) 465-387

SPONSOR STATEM EN T 

SB 282: Alaska Seafood M arketing Institu te Salmon M arketing  Tax

S e n a te  Bill 2 8 2  e x te n d s  the  te rm in a t io n  date  fo r  the 1% d o m e s t ic  s a lm o n  m a rk e t in g  tax to  the 
y ea r  2 0 0 8 .  In 1993 , the  leg is la tu re  e n a c te d  the 1% tax to ra ise  re v e n u e s  to m a rk e t  A l a s k a ’s 
s a lm o n  in the  U n i te d  S ta tes . T h e  tax is p a id  by  c o m m e rc ia l  sa lm o n  h a rv e s te r s  at the  ra te  o f  \ %  
o f  the  v a lu e  o f  s a lm o n  tha t  is r e m o v e d  f ro m  the sta te  o r  t ra n s fe rre d  to a  b u y e r  in the  s ta te . T h e  
tax m u s t  be  re in s ta te d  e v e ry  five  y ea rs  by  the  s ta te  leg is la tu re ;  th is  w ill  be  the  s e c o n d  e x te n s io n  
s ince  its e n a c tm e n t .  S e n a te  Bill 2 8 2  a lso  p e rm its  the rev e n u e  to be  u sed  in all o f  A S M I ’s c u rre n t  
sa lm o n  m a rk e t in g  p ro g ra m s .

A S M I  re c e iv e s  n o  s ta te  fu n d in g  a n d  is the o n ly  n o n - rc g u la to ry  s ta te  a g e n c y  that is ind u s try  
su p p o r te d .  T h e  m a jo r  c o m p o n e n ts  o f  i ts ’ b u d ge t  a re  the  \%  s a lm o n  m a rk e t in g  tax, a  .3%  se a fo o d  
p ro ce sso rs  tax , a n d  fu n d in g  f ro m  tw o  federal  g ran t  p ro g ram s .  A s  the  g e n e r ic  m a rk e t in g  a g e n c y  
for all o f  A l a s k a ’s s e a fo o d ,  A M S I  u ti l izes  these  funds  to p ro m o te  the  q u a l i ty  a n d  s u p e r io r i ty  o f  
A la s k a  s e a fo o d  p ro d u c ts  and  to inc rease  w o r ld w id e  c o n s u m p t io n .  O v e r  the last six yea rs ,  they  
have  w o r k e d  w ith  3 4  d is t r ib u to r  pa r tn e rs  and  6 0  ho te l and  re s ta u ran t  fo o d se rv ic e  pa r tn e rs .  L as t  
year, A S M I  a r ra n g e d  reta i l  p ro m o t io n s  w ith  m o re  than  56  m a jo r  g ro c e ry  s to re  c h a in s  (ab ou t
7 ,00 0  s to res) .  T h r o u g h  th e i r  m a rk e t in g  e ffo rts ,  m o re  than  tw e n ty - f iv e  m il l io n  p o u n d s  o f  A lask a  
se a fo o d  so ld  d i re c t ly  th ro u g h  th e i r  d o m e s t ic  fo o d serv ice  a n d  retail  p ro m o t io n s  last year.

Senator 
Bon Stevens 

716 West 4th Avenue 
A nchorage, AK 

99501-2133 
(907) 269-0200 

Fan (907) 269-0201

S e n a t e  d i s t r i c t  j f



C S  f o r  S B  2 8 2 ( L & C ) :  A l a s k a  S e a f o o d  M a r k e t i n g  I n s t i t u t e /S a l m o n  M a r k e t i n g  T a x

S e c t io n a l  A n a ly s i s

Section Statute Existing CSSB 282 SB 282
1 16.51.100(9) Establishes u salmon marketing committee 

to assist ASMI in administer'ng die 
DOMESTIC salmon market ng program, 
funded by the 1% salmon marketing tax.

Removes “ DOMESTIC” which will allow 
the salmon marketing committee to assist 
ASMI in administering the salmon 
marketing program in both the DOMESTIC 
and INTERNATIONAL markets.

Same as existing statute.

2 43.76.120 (cl) Allows the legislature to appropriate 
revenue generated by the 1% salmon 
marketing lax for the purpose o f the 
DOMESTIC salmon marketing program 
under ASMI.

Removes “ DOMESTIC" which will allow 
the legislature to appropriate revenue 
generated by the 1% salmon marketing tax 
for the purpose o f botu the DOMESTIC and 
INTERNATIONAL salmon marketing 
programs under ASMI.

Same as existing statute.

3 Uncodificd Law Repeals AS 43.76.110 - .130, establishing 
the 1% salmon marketing lax, on June 30, 
2003.

Extends the termination date for the salmon 
marketing tax to June 30, 2008.

Extends the termination date for the salmon 
marketing tax to the year 2008.

4 Uncodifled Law Repeals AS 16.51.100 (7)-(9), establishing 
the salmon marketing program, to June 30, 
2004.

Extends the termination date for the salmon 
marketing program to June 30, 2009.

Extends the termination date for the salmon 
marketing program to June 30, 2009.

16.51.020 Establishes the ASMI board o f diieetors, 
consisting o f 25 voting members - eight 
seafood processors, eight commercial fish 
harvesters, and 1 layperson.

Same as existing statute. Reduces the ASMI noard o f directors from 
25 to 13 by attrition, while maintaining the 
ratio o f membership representations. Board 
members are phased out as their terms 
expire.



Alaska State Chamber of Commerce

P o s i t io n  2 0 0 2  - 13

A l a s k a  S e a f o o d  M a r k e t i n g  I n s t i t u t e

T h e  A la s k a  S ta te  C h a m b e r  o f  C o m m e r c e  su p p o r ts  the  e x is t in g  m e c h a n is m s  o f  fu n d in g  for the 
A la s k a  S e a fo o d  M a rk e t in g  In s t i tu te  b u d g e t ,  a n d  all o th e r  so u rc e s  o f  s ta te  fu n d in g .

R a t io n a le :
T h e  c o m m e rc ia l  f ish in g  in d u s t ry  is o n e  o f  the  la rges t  p r iv a te  s e c to r  e m p lo y e r s  in the  S ta te  o f  
A la s k a  a n d  is the  s e c o n d  la rges t  re v e n u e  p ro d u c in g  ind u s try  in the  S ta te  o f  A lask a .  T h e  sea fo o d  
in d u s try  in A la s k a  a c c o u n ts  fo r  m o re  than  4 7 %  o f  p r iv a te  s e c to r  e m p lo y m e n t  o p p o r tu n i t ie s  in 
A laska .  F ish  p ro d u c ts  r e p re se n t  a p p ro x im a te ly  4 0 %  o f  A la s k a ’s in te rn a tio n a l  e x p o r ts  a n d  o v e r
7 5 ,0 0 0  p e o p le  rec e iv e  all o r  p ar t  o f  th e i r  in c o m e  f ro m  the  c o m m e rc ia l  f is h in g  a nd  the  s e a fo o d  
p ro c e ss in g  indus try .

S tab le  fu n d in g  p ro v id e s  fo r  a  ra t iona l  d e c is io n -m a k in g  a p p ro a c h  to th e  a l lo ca t io n  o f  f ishery  
re so u rc es  to  bo th  rec rea tio n a l  and  c o m m e rc ia l  f ishers  a like . T h e s e  a l lo c a t io n s  a re  b ased  on 
A la sk a  D e p a r tm e n t  o f  F ish  and  G a m e  f isher ies  m a n a g e m e n t  d a ta  and  inpu t f ro m  all f ish ing  
groups.

A d d it io n a l ly ,  su c ce ss fu l  m a rk e t in g  o f  A la s k a  s e a fo o d  re so u rc es  w ill  h e lp  s ta b i l iz e  f ish e ry  in c o m e  
to the  in d u s try  a n d  S ta te  o f  A laska .  S u c ce ss fu l  m a rk e t in g  will h e lp  the  in d u s try  c o m p e te  in a 
g loba l  e c o n o m y  tha t  is h e a v i ly  su b s id iz e d  by  fore ign  g o v e rn m e n t .

A D O P T E D  

F e b ru ary  12. 2 0 0 2

B Y
P a m e la  L a  B o lle  
P re s id en t

Flelvi S a n d v ik  
C h a i r
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CS SB 282 (L&C) 
Reauthorizing the 1 % salmon marketing tax and salmon marketing 

programs of the Alaska Seafood Marketing Institute (ASMI)

S p o n so re d  b y  S en a to r  B e n  S te v e n s

R e in s ta te s  fo r  a f i v e  y e a r  p e r io d  the 1 %  sa lm on  m arke tin g  ta x  p a id  b y  

A la sk a  sa lm on  fish e rm en , and u se d  to  fu n d  A S M I  sa lm on  m arketing  

p rog ram s. T h e  ta x  su n se ts Ju n e  3 0 , 2 0 0 3 .

A S M I ’s p ro g ram s are fu n d ed  b y  the se a fo o d  in d u s try  w ith  h e lp  f r o m  fed e ra l 

grants. T h e s e  g ran ts are m a tch ed  w ith  in du s try  do lla rs.

U n i te d  F ish e rm en  o f  A la sk a , A la s k a  S ta te  C h a m b e r  o f  C om m e rc e , A la s k a  

F edera tion  o f  N a t iv e s , and B r is to l B a y  E c o n o m ic  D e v e lo p m e n t  C o rp o ra tio n  

are am ong  the o rgan iza tion s that su p p o rt th is in du s try  fund ing  m echan ism .

T h e  reau thoriza tion  th is fisca l y e a r  en ab le s A S M I  to  g o  fo rw a rd  w ith  

m arke tin g  p lan s fo r  A la s k a  sa lm on  in the 2 0 0 3  sea son .

C S  S B  2 8 2  ( L & C )  changes e x is tin g  la w  b y  liftin g  the re stric tion  on  sp end in g  

th e sa lm on  m arke tin g  ta x  e x c lu s iv e ly  on  d om e s tic  m arke tin g , a llow in g  the 

A S M I  b o a rd  the f le x ib ili ty  to  d e te rm in e  the m o s t e f fe c t iv e  w a y  to  sp en d  the 

do lla rs and le v e ra g e  fed e ra l funds. T h e  A S M I  b o a rd  su p p o r ts  th is p ro v is ion .

T h e  original v e rs io n  o f  the bill, S B  2 8 2 ,  p r o v id e d  fo r  redu c in g  th e s iz e  o f  the 

A S M I  boa rd . T h e  S en a te  L a b o r  and C o m m e rc e  C om m itte e , cha ired  b y  the 

b i ll ’s sp on so r, a p p ro v e d  a com m itte e  su b s titu te  that le a v e s  the s iz e  o f  the 

boa rd  as it is. T h e  A S M I  bo a rd  su pp o rts  re ta in ing  a b o a rd  o f  2 5  to  in c rea se  

se a fo o d  in du stry  in v o lv em en t and rep resen ta tion .

Alaska Seafood Marketing Innimte » 311 North Franklin Street. Suite 200 * Juneau, AK 99801-1147
Phone 907/465-5560 800/478-2903 * Fax 907/465-5572 * www.AlaskaSeafood.org * lnfo#Ala»kaSeafo©d.org

http://www.AlaskaSeafood.org


P.O. Box 762 • Kodiak • AK • 99615
Phone: (907) 486-6899 • Fax: (907) 486-7058 • Email: kodiak@unitedsalmon.org

F e b ru a ry  15, 2 0 0 2

S e n a to r  B en  S te v e n s  
S ta te  C ap i to l  
Ju n eau , A K  9 9 8 0 1 -1 1 8 2

D ear  S e n a to r  S tev e n s ,

I am  w ri t in g  to c o n v e y  the  su p p o r t  o f  the U n ited  S a lm o n  A sso c ia t io n  fo r  the  c h a n g e s  to the  A lask a  
S e a fo o d  M a rk e t in g  In s t i tu te  that y ou  are  p ro p o s in g  in SB  282 . U S A  h as  long  su p p o r te d  
re s truc tu r in g  A S M I  to m a k e  it a  m o re  e ffe c t iv e  and  acc ess ib le  o rg an iza tio n .

In p art icu la r ,  I w o u ld  like to c o n v e y  o u r  s u p p o r t  fo r  c h a n g e s  to A la s k a  law  to a l lo w  A S M I  to lob b y  
for the in te re s ts  o f  f ish e rm e n  in the  federa l  arena. In recen t  years , U S A  h as  id e n t i f ie d  severa l  issues 
that requ ire  t re a tm e n t  at the  federa l  level. T h e se  inc lude , b u t  are  not l im ited  to, a cc ess  to U S D A  
price su p p o r t  p ro g ra m s ;  a c c e ss  to U S D A  m a rk e t in g  funds;  p a r t ic ip a tio n  in free t ra d e  n eg o t ia t io n s ;  
and  a ccess  to federal fo o d  a id  p ro g ram s .  M a n y  o f  A S M I ’s c u rre n t  m a rk e t in g  g o a ls  w o u ld  be 
c o m p l im e n te d  by  p ro g re ss  in these  a reas , a n d  w e  w o u ld  like to e m p o w e r  the  a g e n c y  to p u rsu e  these  
issues.

A d d it io n a l ly ,  w e  su p p o r t  a n y  and  all e ffo r ts  to b r ing  con tro l  o f  the m o n e y  g e n e ra te d  b y  the  1%  tax 
on  sa lm o n  h a rv e s te r s  b a c k  in to  the h an d s  o f  A S M I ’s S a lm o n  M a rk e t in g  C o m m it te e .  It is im p o r tan t  
that the h a rv e s t in g  c o m m u n i ty  h ave  d ire c t io n a l  con tro l  o f  those  funds  in o rd e r  to a s su re  su p p o r t  for 
the tax in to  the fu ture .

Lastly , w e  w o u ld  l ik r  to  see  c h a n g e s  to the ru les  g o v e rn in g  the use  o f  the 1 %  tax m o n ie s  so  it 
w o u ld  be p e rm is s ib le  to use th e m  fo r  fo re ign , as well as d o m e s t ic ,  m a rk e t in g .  A g a in ,  w e  b e l ieve  
that o v e rs ig h t  o f  th is  use  m u s t  rest in the h an d s  o f  the S a lm o n  M a rk e t in g  C o m m it te e .

W e arc  e n c o u r a g e d  b y  all o f  the fo rw a rd  m o v e m e n t  in the leg is la tu re  on the  is su e  o f  s a lm o n  this 
year, and  a p p re c ia te  y o u r  e ffo r ts  to  he lp  s t ren g th en  A la s k a ’s s a lm o n  indus try .

P lease  feel free  to c o n ta c t  us w ith  a n y  qu es tio n s .

R esp ec tfu l ly ,
T h o m  VVischer
C h a irm a n
U S A /K o d ia k

mailto:kodiak@unitedsalmon.org


U N I T E D  F I S H E R M E N  O F  A L A S K A

211 Fourth Street. Suite 110 
Juneau. Alaska 99801-1172 

(907) 586-2820
r-. i (907) 463-2545 FaxF e b ru a ry  2 1 ,  2 0 0 2  _  . . '  _  , . . .3  ’  E-Mail: ufa@ufa-fish.org

www.ufa-fish.org

S e n a to r  B e n  S tev e n s  
C h a i r
S e n a te  L a b o r  a n d  C o m m e r c e  C o m m it te e  
A la s k a  S ta te  L e g is la tu re  
S ta te  C ap i to l  ( M S  3 1 0 0 )
J u n e a u ,  A K  9 9 8 0 1 -1 1 8 2

R e: S B  2 8 2  A la s k a  S e a fo o d  M a rk e t in g  In s t i tu te /T a x  

D e a r  S e n a to r  S tev e n s ,

U n i te d  F ish e rm e n  o f  A la s k a  s u p p o r ts  p a s s a g e  o f  e le m e n ts  o f  this bill to  a l l o w  re n e w in g  
th e  h a rv e s te r  s a lm o n  1%  a s s e s s m e n t  fo r  m a rk e t in g ,  a u th o r iz in g  A S M I  to  lo b b y  fo r  
federa l  funds ,  a n d  a l lo w in g  th e  A S M I  b o a rd  to s p e n d  th e  a s s e s s m e n t  fo r  m a rk e t in g  
w o r ld w id e .

A s  y o u  a re  a w are ,  the  A la s k a  s a lm o n  in d u s try  is f a c in g  c h a l le n g e s  d u e  to im p o r ts  o f  
fa rm e d  fish, the  v a lu e  o f  the  J a p a n e s e  y en , th e  lag g in g  J a p a n e s e  e c o n o m y ,  a n d  
in e f f ic ie n c ie s  in the  p re sen t  h a rv e s t in g  s t ruc tu re .  It is im p o r t  to s ign a l  to  A l a s k a ’s f ish e ry  
m a rk e ts  a n d  o u r  c o m p e t i to r s  tha t  w e  a re  se r io u s  a b o u t  m a rk e t in g  o u r  p ro d u c t ;  r e n e w in g  
th e  a s s e s s m e n t  n o w  ra th e r  tha t  w a i t in g  un ti l  the  last  m in u te  in 2 0 0 3  s e n d s  th e  r igh t  
m e ssag e .

T h e  tw e n ty -n in e  m e m b e r  g ro u p s  o f  U F A  w o u ld  a p p re c ia te  y o u r  su p p o r t  in p as s in g  th is  
bill.

I f  y o u  h a v e  a n y  q u e s t io n s  a b o u t  o u r  p o s i t io n  o r  i f  y o u  n e e d  a d d i t io n a l  in fo rm a t io n ,  p le ase  
feel f ree  to c o n ta c t  me.

S in ce re ly ,

T h o m a s  M . G e m m e l l  
E x e c u t iv e  D i re c to r

C o p y :  S e n a to r  A la n  A u s te rm a n

MEMBER ORGANIZATIONS
Alaska Longlinu Fishermen s Association • Alaska Trotters Association • At-sea Processors Association • Bnstot Bay Reserve 

Chigmk Regional Aquaculture Association • Concerned Area M' Fishermen • Cook Imol Aquacullure Association 
Copper River Salmon Producers Association • Cordova District Fishermen United • Douglas Island Pirn and Chum 

Kenai Pon-nsula Fishermen 3 Association • Kodiak Regional Aquacultuie Associatinn • Kcdiak Semets Association • None Pacific Fisheries Association 
Northern Southeast Regional Aquaculture Association • Old HaiDor Fisherman s Association • Petersourg Vessel Owners Association 

Prince William Sound Aquaculture Corporation • Purse Some Vessel Owners Association • Sealood Producers Coooerative 
Southeast Alaska Regional Dive Fisheries Association * Southeast Alaska Somers Association • Southern Southeast Regional Aquacultuie Association
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Find All ^VFind
Title Mrs.

First Name Julie
Middle A

Last Name Decker
Suflix

Address 1 2138
Address 2 Po Box 2138

City Wrangell
State AK
Zip 99929

Goto Constituent 
Database"^  so rt •

Import New POMS Transfer new. POM info to Constituent Database
Telephone Number 874-3110

Affiliation individual
Reg Voter Y

Constituency N
Distribution 5

match X
asceni.dm

email

Date POM Sent 02/21/2002 
Bill Number SB 282 
Response Supports 
Subject

Message 1 My husband Gig and I would like to support SB282 . Gig has been a commercial salmon
fisherman for 30  years and I went with ASMI on its China Trade Mission last October. ASMI 
does an excellent job with the funds it has.

Message 2

issue 

home phone ascension

nameadd DeckerJulie2138 
namelast Decker



Sources of ASMI Revenue FY 02

RSS Carry Forward from FY 01 972 9%
Literature Sales 10 0%
industry Contributions 51 0%
RSA 94 1%
1% Salmon Marketing Tax * 2,001 20%
.3% Processor Assessment Tax * 2,813 27%
MAP Federal Grant 2,737 27%
EDA Grant 1,578 15%

10,256
Note: ' The Fish Revenues are projected

100%
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A l l o c a t i o n  o f  A S M I  R e v e n u e  F Y  0 2

Admin 739 8 %
Seafood Technical 439 4 %
Public Relations 335 3%
Foodservice 1,728 1 8%
Retail 2,266 2 3 %
Export 3,582 3 6 %
Salmon Strategy 753 8 %

9,842 10 0 %

Seafood 
Admin -Technica l

/
I

Retail
23% |
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L a s t  y e a r  m o r e  t h a n  5 0 , 0 0 0 , 0 0 0  p o u n d s  o f  A l a s k a  S e a f o o d  w a s  

s o l d  d i r e c t l y  t h r o u g h  A S M I  f o o d s e r v i c e  a n d  r e t a i l  p r o m o t i o n s

E x p o r t  F o o d s e rv ic e
1,307,061 pounds of Alaska seafood sold through ASMI export foodservice 
prom otions overseas in FY 01
9 ,9 1 2  c h e fs  e x p o s e d  to A la sk a  s e a fo o d  th ro u g h  p ro m o t io n s  and  se m in a rs  o v e rsea s  
2 4 8  p ro m o t io n a l  p a r tn e rs  fo r  e x p o r t  fo o d se rv ic e  p ro g ra m  
2 2  n e w  p ro m o t io n a l  p a r tn e rsh ip s  e s ta b l ish e d  
3 8 .8 %  in c re a se  in p o u n d s  o f  v a lu e -a d d e d  se a fo o d  so ld

E x p o r t  R eta il
23,864,957 pounds of  Alaska seafood sold through ASMI export retail promotions 
overseas in FY 01
8 ,61 7  s to re s  c o n d u c t in g  A S M I  p ro m o t io n s  o v e rsea s  
2 7 2  n e w  p ro m o t io n a l  p a r tn e rs  fo r  e x p o r t  retail p ro g ra m  
38 .8  c h a n g e  in p o u n d s  o f  v a lu e  a d d e d  se a fo o d  so ld  at retail 
+ 7 6 %  v o lu m e  a n d  p e rc e n ta g e  c h a n g e  in sa les  o f  c a n n e d  sa lm o n  (U K )

D o m e s t ic  F o o d s e rv ic e  P ro g ra m
M ore than 11.5 million pounds of Alaska seafood sold through domestic foodservice 
prom otions in FY 01
35 W orking  a c c o u n ts ,  w ith  4 .7 S 6  un its  (excludes those served by broadline foodservice distributors)
15 n e w  p ro m o t io n a l  p a r tn e rs
3 5 ,0 0 0  c h e fs  e x p o s e d  to  A S M I and  A la s k a  s e a fo o d  th ro u g h  p ro m o t io n s  and  e d u c a t io n a l  
s e m in a rs

D o m e s t ic  R eta i l  P ro g ra m
M ore than 13 million pounds of fresh and frozen Alaska seafood sold through 
domestic retail prom otions in FY 01
3 m il l io n  p o u n d s  o f  th is  w a s  v a lu e -a d d ed  p ro d u c t
58  g ro c e r y  c h a in s  w ith  7 ,1 0 3  s to res  in v o lv ed  in A S M I  p ro m o t io n s
A d d e d  six  n e w  re ta i l  c h a in s  (1 ,4 4 3  s to res )  a s  p a r tn e rs  fo r  p ro m o t in g  all s p e c ie s  o f  A laska
se a fo o d
Sales  Figures were up  6 .8%  over last year  for sa les  o f  value-added A laska seafood  items 
through  national hom e delivery  serv ice  p rom otion

U.S. m arke ting  cfTorts a re  enhanced by a strategic salmon initiative funded by 
federal EDA g ran t funds. In FY 01 this initiative achieved 145 million impressions: 
key messages about Alaska Salmon were delivered that many times through radio, 
newspaper, magazine, and TV. An expenditure of $900,000 generated media 
coverage valued at $19.7 million.

Alaska Seafood Marketing Institute • 3 t l  Noun Franklin Stieet, SuHc 200 » Juneau, am 9 9 8 0 1 1 1 4 '
Phono 9 0 7 /4 6 5  556 0  8 00 /47 8-2 90 3  * Fji 907/465-5572 * * * *  AinsMSnafood arg • in(iv4Ains>,iSoatood oijl



D id  you know th a t....

>  In 2000, the Alaska Seafood brand  ranked N um ber 3 among branded  food items 
on menus of the top 500 re s tau ran t chains in the U.S.

>  The M arine S tew ardship  Council (MSC) validated Alaska's salmon fishery 
m anagem ent in Septem ber 2000, certifying Alaska salmon fisheries as 
sustainable. Promotions of MSC-certified Alaska salmon were held in Europe 
and the United States in the sum m er of 2001. Alaska's salmon fishery is the 
largest fishery certified to date  and the only salmon fishery in the world to be 
certified.

> More fresh and  frozen sockeye than ever before entered the U.S. m arke t last 
year.

>  Alaska seafood valued a t  $67.8 million was sold as a direct result of ASMI retail 
promotions in Ja p a n  du rin g  FY 01.

>  A single ASMI event in the Japanese port city of Shiogama drew 9000 
consumers and 170 representatives o f the Japanese seafood trade.

>  New 1 ws in effect in J a p a n  and the European Union require seafood labels a t 
the retail level to state the country  where the product originated and whether it 
is wild or farmed. This aids ASM I's effort to differentiate and reposition Alaska 
products in the m arket.

>  New m arkets are  opening up for fresh and fresh/frozen Alaska salmon. In the 
UK, m ajor retailer Tesco is using frozen Alaska keta salmon to create kabobs 
with two types of sauce that a re  sold at chilled retail service counters.

> At the world 's largest seafood tradeshow, the European Seafood Exposition, 
A SM I’s Alaska pavilion generated $50 million in seafood sales and over 400 
trade  leads.

>  In France, four national foodservice distributors now carry  Alaska keta and 
pink salmon fillets and portions on a year-round basis. Surimi consumption is at 
an all-time high.

> European salmon sm okers a re  beginning to re tu rn  to wild Alaska salmon after  
years of using farmed salmon. In 2001, the biggest salmon sm oker in G erm any, a 
company that has been using coho and king, is considering adding sockeye 
salmon to the range o f  products.



>  A la s k a ’s 4 ,5 8 4 ,2 0 0 ,0 0 0  p o u n d  c o m m e rc ia l  Fish h a rv e s t  in the  y e a r  2 0 0 0  h ad  an e x ­
vesse l  va lue  o f  $ 1 ,0 5 0 ,8 8 4 ,0 0 0 .

>  A b o u t  h a l f  the  U .S . c o m m e rc ia l  s e a fo o d  h arv es t  c o m e s  f ro m  A la s k a .  T h e  n a t io n 's  top  
p o r t  in te rm s  o f  v o lu m e  is D u tc h  H a rb o r /U n a la sk a  w ith  la n d in g s  in 2 0 0 0  o f  699 .8  
m il l io n  p o u n d s  v a lu ed  at $ 1 2 4 .9  m il l ion .  T h e  n u m b e r  tw o  p o r t  in te rm s  o f  va lue  is 
K o d iak ,  w ith  lan d in g s  o f  2 8 9 .6  m il l ion  p o u n d s  v a lu ed  at $ 9 4 .7  m il l io n .

>  A la s k a n s  o w n  a b o u t  7 9 %  o f  the  total n u m b e r  o f  ac t iv e  c o m m e rc ia l  Fishing en try  
p e rm its .  A b o u t  h a l f  o f  these  11 ,118  A la s k a n -o w n e d  p e rm its  a re  h e ld  b y  rural 
res iden ts .

>  A n c h o ra g e  is A la s k a ’s la rges t  f ish in g  v illage , w ith  9 0 3  c o m m e r c ia l  f ish ing  p e rm it  
h o ld e rs  a n d  3 6  fish p ro ce sso rs .  T h e  se a fo o d  ind u s try  d ire c ts  a b o u t  $ 2 5 0  m il lio n  a y e a r  
to the  e c o n o m y  o f  A n c h o ra g e ,  the  s ta te ’s m a jo r  c o m m e rc ia l  hub .

>  S e a fo o d  in d u s try  tax es  a n d  l icense  fees p ro v id e d  m o re  than  $ 5 2  m il l ion  to the  sta te  
t re a su ry  in F Y  01. A d d i t io n a l  re v e n u e  is rec e iv ed  th ro u g h  p ro p e r ty  tax a s se s sm e n ts  o f  
v esse ls  a n d  se a fo o d  p lan ts ,  c o rp o ra te  inc o m e  tax, loca lly  lev ied  fish taxes ,  local sa les  
tax es  and  m a r in e  m o to r  fuel taxes .

>  T h e  se a fo o d  in d u s try  a c c o u n ts  fo r  4 7 %  o f  the p riva te  s e c to r  e m p lo y m e n t  in A laska .  
M o re  than 15 ,000 A la s k a n s  w o r k e d  in se a fo o d  h a rv e s t in g  in 1999, a n d  a b o u t  S .500  
w o rk e d  fo r  se a fo o d  p ro ce sso rs .  E leven  se a fo o d  p ro c e sso rs  r a n k  a m o n g  the s t a te ’s top  
100 e m p lo y e rs .  E a rn in g s  to fish  p ro ce sso rs  w ere  a b o u t  $ 2 .4  b il l io n  in 1999.

>  A la s k a  p ro d u c e s  9 0 -9 5 %  o f  the  U .S . c o m m e rc ia l  s a lm o n  h a rv e s t ,  and  is the  w o r ld ’s 
top  p ro d u c e r  o f  w i ld  sa lm o n .  A la s k a 's  c a re fu l ly  m a n a g e d  s a lm o n  f ish e ry  h as  been 
c e r t i f ie d  as su s ta in a b le  by  the  M a r in e  S te w a rd sh ip  C o u n c i l  (M S C ) .

>  S e a fo o d  is A la s k a ’s n u m b e r  o n e  e x p o r t ,  v a lued  at o v e r  $1 b il l ion  in 2 00 0 . F o r  
c o m p a r iso n ,  oil and  g as  e x p o r ts  a m o u n te d  to $ 5 7 2  m il lion .  J a p a n  im p o r te d  A laska  
s e a fo o d  v a lu ed  at $ 7 1 0  m il l io n .  M u c h  o f  the $ 1 3 3  m il l io n  w o rth  o f  s e a fo o d  e x p o r ted  
to K o rea  is a lso  re -e x p o r te d  to  Ja p an .  In 2 0 0 1 , s e a fo o d  e x p o r ts  a p p e a re d  to be up  2 1 %  
c o m p a re d  to the  p re v io u s  yea r ,  to ta l in g  s l ig h t ly  o v c r $  I b il l io n  th ro u g h  the  third  
q u ar te r .

Alaska Seafood Industry Facts



ASMI Programs

A S M I  has  f o u r  c o re  p ro g ra m s :  E x p o r t ,  D o m e s t ic  (U .S .)  M a rk e t in g ,  S e a fo o d  T e c h n ic a l  
(q u a l i ty  in f o r m a t io n  a n d  e d u c a t io n ) ,  a n d  P u b l ic  R e la t io n s .  A  new  p r o g ra m .  A la s k a  
S a lm o n  S t ra te g ic  M a rk e t in g ,  w as  e s ta b l i sh e d  in S e p te m b e r  2 0 00 , m a d e  p o ss ib le  by  an 
E D A  g ra n t  f o r  s a lm o n  m a rk e t in g  in the  U .S.

E x p o r t
P ro m o t io n a l  a c t iv i t ie s  a re  c o n d u c te d  in m o re  than  a d o z e n  c o u n tr ie s  a ro u n d  the  w o r ld .  
O v e rs e a s  m a r k e t in g  re p re se n ta t iv e s  b a se d  in J a p a n ,  C h in a ,  T a iw a n ,  E u ro p e  a n d  A u s tra l ia  
m a rk e t  “ A la s k a ”  b r a n d  s e a fo o d  p ro d u c ts  th ro u g h  fo o d se rv ic e  a n d  retail  p ro m o t io n s ,  
p u b l ic  re la t io n s ,  t ra d e  a n d  c o n s u m e r  a d v e r t is in g ,  a n d  trade  e d u c a t io n .  A S M I  h as  re c e iv e d  
su p p o r t  fo r  th is  p r o g ra m  s in ce  1988 from  the  U S D A  M a rk e t  n c c e s s  P ro g ra m , a n d  it w as  
o r ig in a l ly  l im i te d  to s a lm o n  p ro m o t io n .  F o u r  y e a rs  a g o  the  federa l  g o v e rn m e n t  o p e n e d  
the d o o r  to m a rk e t in g  the  full ran g e  o f  A la s k a  s e a fo o d  p ro d u c ts .

D o m e s t i c  M a r k e t i n g  
T h e  reta i l  a n d  fo o d s e rv ic e  p ro g ra m s  b o o s t  sa le s  o f  all sp e c ie s  o f  A la s k a  se a fo o d .

T h e  retail p r o g r a m  a r ra n g e s  p ro m o t io n s  in p a r tn e rsh ip  w ith  m a jo r  g ro c e ry  s to re  c h a in s .  
T h e re  a re  a l l - s p e c ie s  p ro m o t io n s  a n d  c a n n e d  s a lm o n  p ro m o t io n s  p laced  in retail s to re s  
each  year ,  s u p p o r te d  w i th  a d v e r t is in g  a n d  p u b lic  re la t ion s .  M o re  than  56  c h a in s  (ab o u t
7 ,0 0 0  s to re s )  p a r t ic ip a te d  in retail p ro m o t io n s  last year .  F o u r  field le p rc s e n ta t iv e s  se rve  
th is  p ro g ra m . A S M I  retail a lso  w o rk s  w ith  the  n a t io n ’s larges t h o m e  d e l iv e ry  se rv ic e ,  
w h ich  s to c k s  s ix  b r a n d e d  A la s k a  se a fo o d  p ro d u c ts .

T h e  fo o d s e rv ic e  p ro g ra m  w o rk s  w ith  nat ion a l  fo o d se rv ic e  d is t r ib u to rs  a n d  
re s ta u ra n t /h o te l  c h a in s ,  c o n d u c t in g  c u s to m iz e d  p r o m o t io n s  to boo s i  A la s k a  se a fo o d  
a w a re n e s s  a n d  sa le s .  O v e r  the  last six  yea rs  A S M I  has  w o rk e d  with  34  d is t r ib u to r  
p a r tn e rs  ( c o m p a n ie s  tha t  m o v e  m il l io n s  o f  p o u n d s  o f  A la s k a  s e a fo o d  e ach  year) ,  a n d  60  
hotel a n d  r e s ta u ra n t  fo o d se rv ic e  p a r tn e rs  (ch a in s  tha t  rep re sen t  from  1 to 1700 
res tau ran ts ) .  T h e  n u m b e r  o f  p ro m o t io n a l  p a r tn e rs  h as  g ro w n  s tead ily .  T h r o u g h  the  
C u l in a ry  In s t i tu te  o f  A m e r ic a ,  A S M I  tra ins  p ro m in e n t  e x e c u t iv e  c h e fs  in A la s k a  s e a fo o d  
use , re s u l t in g  in A la s k a  p ro d u c ts  b e ing  a d d e d  to m e n u s  o f  la rg e  c h a in s  a n d  in s t i tu t io n s  
a c ro ss  the  c o u n t ry .

A S M I  in i t ia te d  a K i d s ’ M a rk e t in g  P ro g ra m  fo r  r e s ta u ra n ts  se rv in g  A la s k a  s e a fo o d ,  a n d  a 
T a k e o u t  p r o g ra m  to  p o s i t io n  A la s k a  se a fo o d  in the  deli s e c t io n  o f  s to re s  tha t sell read y -  
to -ea t  m e a ls ,  a n d  in r e s ta u ra n ts  p ro v id in g  tak eo u t  se rv ice .
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Seafood Technical
S e a f o o d  q u a l i ty  a s su ran c e  is the  fo cu s  o f  th is  p ro g ra m . A S M I  d e v e lo p s  m a rk e t -o r ie n te d  
q u a l i ty  sp e c i f ic a t io n s  that p ro m o te  a h ig h  q u a l i ty  im a g e  fo r  A la s k a  s e a fo o d  in the  
m a rk e tp la c e .  It  a lso  adop ts  a n d  d is s e m in a te s  r e c o m m e n d a t io n s  fo r  the  h a n d l in g  o f  
s e a f o o d  f ro m  the  m o m e n t  o f  c a p tu re  to  final d is t r ib u t io n ,  u s in g  e d u c a t io n  a n d  t ra in in g  as 
its p r im a ry  too ls .  T h is  p ro g ram  o f fe rs  tec h n ica l  a s s is ta n c e  a n d  su p p o r t  to the  in d u s t ry  and  
to  all o th e r  A S M I  p ro g ra m s  in the  a re as  o f  sc ie n t i f ic  a n d  re g u la to ry  is su e s  in c lu d in g  food  
sa fe ty ,  p ro d u c t  labe ling , e n v i ro n m e n ta l  c o n c e rn s ,  a n d  im p o r ta t io n  r e q u i re m e n ts  in 
o v e r s e a s  m a rk e ts .

Public Relations
T h e  p u b l ic  re la t io n s  p ro g ra m  su p p o r ts  the  m a rk e t in g  p ro g ra m s  b y  re s p o n d in g  to  inq u ir ie s  
a n d  in fo rm a t io n  req u e s ts  f ro m  in d u s try  m e m b e rs ,  n e w s  m e d ia ,  b u s in e sse s ,  g o v e rn m e n t  
a g e n c ie s  a n d  the  genera l  pub lic .  It u ses  in d u s t ry  n e w s le t te rs ,  p re s s  re lea se s ,  rec ipe  
;e le a se s ,  t e lev ised  A la sk a  se a fo o d  s e g m e n ts ,  in fo rm a t io n  k its , t rade  s h o w  b o o th s ,  a n d  the 
n e w ly  re s t ru c tu re d  w e b s i te  (w w w .a la s k a s e a fo o d .o rg ) as its p r im a r y  too ls .  It a lso  o v e rsee s  
the  S a lm o n  M a rk e t  In fo rm a t io n  S e rv ic e  (A S M I  h a s  a  s ta tu to ry  o b l ig a t io n  to p ro v id e  
in fo rm a t io n  a b o u t  the  s a lm o n  m a rk e t  to  the  s a lm o n  flee t,)  a n d  is a  m a jo r  s p o n s o r  o f  the 
S y m p h o n y  o f  S e a fo o d  h e ld  e ach  year .

Alaska Salmon Strategic Initiative
T h is  p ro g ra m  w a s  in i t ia ted  in S e p te m b e r  2 0 0 0  to h e lp  the  A la s k a  s a lm o n  in d u s try  by  
d e v e lo p in g  a n d  e x e c u t in g  an A la s k a  s a lm o n  m a rk e t in g  p lan  to b o o s t  sa les .  P u b l ic  
re la t io n s  ac t iv i t ie s  inc lud e :  rad io  a n d  te lev is io n  s e g m e n ts  fea tu r in g  A la s k a  s a lm o n ,  p u b l ic  
se rv ic e  a n n o u n c e m e n ts  fo r  na t ion a l  te lev is io n  b ro ad c as t ,  p re s s  kits  to  n e w s p a p e r s  and  
m a g a z in e s  re su l t in g  in ed ito r ia l  c o v e ra g e ,  rec ip e  re lea se s  to n e w sp a p e rs ,  p ro m o t io n  o f  
v a lu e -a d d e d  p ro d u c ts ,  and  trad e  a n d  c o n s u m e r  a d v e r t i s in g  h ig h l ig h t in g  the a t t r ib u te s  o f  
w i ld  A la s k a  s a lm o n .  It is fu n d ed  b y  a federa l  E D A  g ran t  th ro u g h  the  T r a d e  A d ju s tm e n t  
A ss is ta n c e  Act.

http://www.alaskaseafood.org
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D o m e s t i c  F o o d s e r v ic e

A llian t  F o o d se rv ic e :  b ro ad l in e  fo o d se rv ice  d is t r ib u to r  
Bill K n a p p s  R e s ta u ra n ts :  o v e r  50  un its  b ased  in M ic h ig a n  
B y e r ly s /L u n d s :  19 u p sc a le  retail  s to res  in M id w e s t  
C .A . M u e r:  u p sc a le  s e a fo o d  c ha in  b ased  in D e tro i t ,  M ic h ig a n  
C arro w s :  141-un it  f a m ily -s ty le  res tau ran t  cha in  
C har t  H o u se :  5 8 -u n i t  s te a k h o u se
C u lin a ry  In s t i tu te  o f  A m e r ic a  (C IA ):  C a l i fo rn ia  a n d  N e w  Y o rk  
c a m p u s  sp o n s o rs h ip s
C lu b  C o rp o ra t io n :  120 p r iv a te  c lu b s  ac ro ss  the  U .S .
D en n y s :  m o re  than  1 ,700  re s ta u ran ts  n a t io n w id e
Fresh  F ish  C o m p a n y :  la rges t  s e a fo o d  res ta u ran t  in D e n v e r ,  C o lo ra d o
Food  S e rv ic e s  o f  A m e r ic a :  b ro a d l in e  fo o d serv ice  d is t r ib u to r ,  c o rp o ra te  h e a d q u a r te r s .  S e a t t le .
W a sh in g to n ;  P o r t la n d ,  O re g o n
F u lto n s  C ra b  H o u se :  a nn ua l  S e a fo o d  A la s k a  m o n th ;  O r la n d o ,  F lo r id a
H o l la n d  A m e r ic a  C h e f s  F o ru m : se a fo o d  t ra in in g  at C IA
H ya tt  H o te ls :  135 p ro p e r t ie s
Ivars: P ac if ic  n o r th w e s t  s e a fo o d  cha in
L in d b la d  E x p e d i t io n s :  f ive  7 0 -p a s s c n g e r  c ru ise  sh ip s
L o n g  J o h n  S i lv e rs :  3 3  re s ta u ran ts  b a s e d  in so u th ea s t
M c C o rm ic k  &  S c h m ic k s :  2 5 -u n i t  se a fo o d  ch a in  n a t io n w id e
M alla rd s  R es ta u ran t :  j o i n t  p ro m o t io n  w ith  O ’B r ie n s  S u p e r m a rk e ts ,  M o d e s to ,  C a l i fo rn ia  
M arie  C a l le n d e rs :  155 u n its  a c ro ss  the W e s te rn  U .S .
M arr io t t  H o te ls :  2 1 5 -p ro p e r ty  p ro m o t io n  e x te n d in g  in to  C a n a d a  
M a x  &  E rm as :  b a s e d  in m id w e s t ,  m o re  than 61 un its  
Pappas: 5 2 -u n i t  re s ta u ra n t  ch a in  in H o u s to n ,  T e x a s
P e n n sy lv a n ia  S ta te  U n iv e rs i ty :  t ra in ing  s e m in a r  fo r  m u l t i - s e c to r  d in in g  fac il i ties
R u b io s  B aja  G ri l le :  b a s e d  in S an  D iego , C a l ifo rn ia ,  125 u n its ,  e x p a n d in g  to n e w  m a rk e ts  inc lud in
Portland  a nd  D e n v e r
R ub y s  D iner :  31 u n its  b a s e d  o u t  o f  S o u th e rn  C a l ifo rn ia  
R yans: 3 12-u n it  c h a in  in G re e r ,  S o u th  C aro l in a  
S e rv ic eM a s te r :  s e a fo o d  t ra in in g  at C IA  
S o d e x h o :  n o n -c o m m e rc ia l  s e c to r  w ith  o v e r  4 ,9 0 0  o u t le ts  
S t i l lw a te r  G rill :  in d e p e n d e n t  res tau ran t  in cen tra l  M ic h ig a n
Sysco : b ro a d l in e  fo o d se rv ic e  d is tr ibu to r ,  c o rp o ra te  h e a d q u a r te r s  p lu s  15 reg ion a l  d iv is io n s  
W alt D isn e y  W o r ld :  o n -g o in g  m u l t i -p ro p e r ty  t ra in in g  
W est in  H o te ls :  7 0  p ro p e r t ie s
W y n d h a m  H o te l :  2 0 0 -p ro p c r ty  hotel ch a in  based  o u t  o f  D a l la s ,  T e x a s  

T ra in in g  K e y  C h e fs
A laska  s e a fo o d  s e m in a r s  a re  c o n d u c te d  at the  p re s t ig io u s  C u l in a ry  Inst i tu te  o f  A m e r ic a  (C IA )  in 
C al ifo rn ia .  T h e s e  e v e n ts  lead  to A lask a  s e a fo o d  b e in g  a d d e d  to the m e n u s  o f  nat iona l  ch a in



res tau ran ts .  A la s k a  se a fo o d  e d u c a t io n  w a s  p ro v id e d  at a  sp e c ia l  se s s io n  fo r  c he fs  w o rk in g  in the 
c ru ise  s h ip  industry .

2 001  C IA  S e m in a r  P a r t ic ip an ts :  U .S . A rm y ,  P h o e n ix  R e s ta u ra n t  G ro u p ,  H .E .B .  G ro c e ry ,  S e a  
W o r ld  A d v e n tu re  P ark ,  D a rd e n  R e s ta u ra n t s ,  C a l i fo rn ia  S u sh i  A c a d e m y ,  D isn e y s  W i ld e rn e s s  
L o d g e ,  R o ya l  C a r ib b e a n  C ru is e  L in es ,  P .F . C h a n g s  C h in a  B is tro ,  A m e r i s ta r  C a s in o s

D o m e s t i c  R e ta i l

A la s k a n  B r e w in g  C o m p a n y  (p o s s ib le  s u m m e r  g r i l l in g  p ro m o )
F e tz e r  W in e ry  (p ro m o t io n s  in C a l i fo rn ia )
G e n e ra l  M il ls  (retail &  fo o d se rv ic e )
M c C o r m ic k 's  (A la sk a  S e a fo o d  C o o k b o o k )
M o n d a v i  W in e r y  (L e n t  p r o m o t io n )
R e y n o ld s  (A la sk a  S e a fo o d  C o o k b o o k )
S o u th e rn  W o m e n  S h o w s  (fall sh o w s )
S c h w a n 's  ( c o n s u m e r  s w e e p s ta k e s )
A n d ro n ic o s  (8 s to res)  L e n t  f resh  p o l lo c k  p ro m o  
A. &  J . ’s L en t  fresh c o d  p ro m o  
B ash a 's  L e n t  c a n n e d  sa lm o n  p r o m o
B ig Y  (4 7 )  "N igh t  o f  L ite  L a u g h te r  w ith  Jo a n  R iv e rs"  - c o o k b o o k  p ro m o  k ic k -o ff  
B i-L o  (2 9 0 )
B ru n o 's  (1 5 2 )  (S o u th e rn  W o m e n  S h o w s )
B y c r ly 's /L u n d s  (19) L e n t  f resh  a n d  c a n n e d  sa lm o n  p ro m o s  
C o s tc o  (3 50 )
C u b  F o o d s  - (44)  S e a fo o d  T e s t  S e c t io n  - "L o se  for L en t"  p ro m o  
D & W  (2 6 )  T a i lg a te  p a r ty  c o n te s t  - L e n t  S e a fo o d  C o o k in g  C lin ic s  
F a r m e r  J a c k  (1 0 3 )  In te rn e t  m ic ro s i te  - rec ip e  co n te s t  
F ies ta  M a n  (43)  B an n e rs  &  b i- l in g u a l  rec ip e s  - L en t  C a n n e d  c o u p o n  
F o o d  L io n ,  S a l isb u ry  N o r th  C a ro l in a  (1 .1 3 6 )
F red  M e y e r ,  P o r t lan d , O re g o n  (1 3 5 )  C o o k in g  sc h o o ls  
Furr 's  (69)
G e r la n d 's  (1 6 )
G ian t  C a r l is le  (173)
H .E .B . (2 6 8 )  H o l id a y  - c ra b  p ro m o ,  L en t  - w h ite f ish  p ro m o ,  S u m m e r  - g r i l l in g  p ro m o  
H arris  T e e te r  (149)
H en  H o u se  (28)
IG A  s to res  in G e o rg ia ,  F lo r id a  a n d  S o u th  C aro l in a  (75)
Ing le 's  (20 8 )
K in g  S o o p e r s /C i ty  M k ts  (1 2 2 )  L en t  w h i te f ish  p ro m o
K ro g e r  C o rp o ra te  (3 ,1 3 3 ) ;  A t lan ta ,  G e o rg ia ;  C in c in n a t i ,  O h io  (9 9  s to res ) ;  D e tro i t ,  M ic h ig a n ;  
H o u s to n .  T e x a s ;  In d ia n ap o l is ,  In d ia n a  (141 s to res);  L o u isv i l le ,  T e n n e s s e e ;  N ash v i l le ,  T e n n e s s e e  : 
M e m p h is ,  T e n n e s se e ;  R o a n o k e ,  V irg in ia .
L a rry ’s M a rk e ts  - L en t fresh  s a lm o n  p ro m o



L o w e 's  F o o d s  (86)
M D I  ( G a la x y  F o o d s )  (16 8 )
M e i je r  (2 6 3 )
M id -M o u n ta in  K V A T  (F o o d  C ity )  (8 7 )
M o l l ie  S to n e s  - L e n t  f resh  c o d  p ro m o  
P a v i l io n s  ( S a fe w a y )  (4 3 )  L e n t  c a n n e d  s a lm o n  p r o m o  
P en n  T ra f f ic  (3 66 )  L e n t  rec ipe  c o n te s t  
P ig g ly  W ig g ly  (107 )
P r ice  C h o p p e r  (1 06 )
P u b lix  - A t la n ta ,  G e o rg ia  (637)
Q F C  - B e l le v u e ,  W a s h in g to n  (88)  L e n t  s a lm o n  &  c a n n e d  sa lm o n  d e m o s  
R a in b o w  F o o d s  (46 )  L e n t  c a n n e d  a n d  fresh  s a lm o n  d e m o s  
R a ley 's  (1 4 9 )  L e n t  c a n n e d  s a lm o n  d e m o s  
R a lp h 's  (4 2 6 )  L e n t  s a lm o n  a nd  c a n n e d  s a lm o n  p ro m o  
R a n d a l l 's /T o m  T h u m b  (121)
S a f e w a y  C o r p o ra te  (1 ,67 2 ) ;  E a s te rn  D iv is io n ;  P o r t la n d ,  O re g o n ;  S ea t t le ,  W a s h in g to n
S A M 'S  C lu b  (5 0 0 )  G r a n d  S to re  O p e n in g  d e m o s
S a v e  M a r t  (9 8 )  C o o k  f ro m  f ro zen  p ro m o
S m ith 's  (1 1 6 )  L e n t  W h ite f ish  P r o m o
S ta te r  B ro s .  L e n t  c a n n e d  a n d  f ro zen  sa lm o n  p ro m o
T h e  F re s h  M a rk e t  (25)
T ra d e r  Jo e 's  (1 4 0 )
V ons  - S a f e w a y  (2 85 )
W a lM a r t  (7 6 0 )
W e g m a n 's  (59 )  p o t-c a u g h t  c o d  p ro m o
W h o le  F o o d s ,  S o u th e rn  D iv is io n  29  un its  o p e ra t in g  u n d e r  the n a m e s  F re sh  F ie ld s  and  W h o le  
F o o d s  th r o u g h o u t  W a sh in g to n ,  D .C .,  G e o rg ia .  M a ry la n d ,  V irg in ia ,  N o r th  C a ro l in a ,  N e w  J e r s e y  a n d  
P e n n sy lv a n ia .  (1 4 0 )
W in n - D ix ie  (all d iv is io n s  -1 ,1 8 2 )
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