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Ray Riutta has held the position of ASMI Executive Director since August, 
2002. He has guided the organization through pivotal changes, including 
legislative action to restructure ASMI and increase its revenue stream. He 
has implemented new marketing initiatives and a multi-million dollar 
consumer advertising campaign for Alaska Seafood. 

Prior to joining ASMI he served in the US Coast Guard for 34 years retiring 
at the rank of Vice Admiral. He had numerous tours in Alaska and in 
Washington, D.C. He spent many years at sea sailing in the Bering Sea, 
the Pacific and the Atlantic Ocean in command of Coast Guard Cutters. 
During his tenure as District Commander for Alaska he served as a 
member of the North Pacific Fisheries Management Council and has 
worked closely with the Pacific Region Coast Guards (China, Japan, Korea, 
Canada and Russia) while in command of all Coast Guard forces in the 
Pacific. 

During his service career Ray traveled extensively in Europe, Asia and 
Central America, and lived in London, England for 3 years where he was 
assigned to the US Embassy. 

Ray is from Astoria, Oregon, where many members of his family were 
involved in the fishing industry. Prior to entering the service Ray worked 
part-time commercial fishing on the Columbia River. He is a 1968 graduate 
of the U.S. Coast Guard Academy and a 1990 graduate of he National War 
College. 
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House Committee on Community and Regional Affairs 
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ASMI is .... 
• a partnership of public and 

private sectors to foster 
economic development 

• guided by Governor­
appointed Board of 
Directors: five processors, 
two commercial harvesters 

• Alaska's official seafood 
promotion arm 
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ASMI ROLE 

• Reposition our seafood industry as a 
competitive market-driven food 
production industry 

• Boost value of Alaska's seafood 
product portfolio 

4 
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FUNDING 
12000 .-------------------------------------~~--------------_, 

10000 +-------~~--~~~~~~~~~~~~~~--~~~----, 

8000 ~----~----~--~-I 

6000 +-----~--------~~I 

4000 -1--' 

2000 -1------1 

o 
FY03 FY04 FY05 FY06 FY07 FY08 FY09 

OGF 

• Other Federal Grants 

• Industry Contributions 

o Federal MAP Funds 

YELLOW: State of Alaska GF: FY 2009 $750K (pictured) 
(FY 2010 Governor's proposed Op Bud: $2.7 M) 
DARK BLUE: federal grants that are going away 
RED: Industry contributions: avg. $6M- 7M/yr 
LIGHT BLUE: Federal MAP funds FY 2009 $5.1 M 5 
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$84,000,000 in state and local 
tax revenue 

Revenue to State: 
$55 million in FY 2008 

Revenue to Boroughs and 
Municipalities: 
$14 million in FY 2008 

8 
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Revenue to State: 
$55 million in FY 2008 

• Fisheries Business Tax $ 35 M 
• Fisheries Resources Landing Tax $ 14 M 
• Marine Fuels Tax (half of total) $ 3 M 

• Corporate Income Tax, Fisheries $ 2.7 M 

9 
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Revenue to Boroughs and 
Municipalities: 
$14 million in FY 2008 

• Total Municipal Fish Tax $ 7.4 M 

• Total Borough Fish Tax $ 6.9 M 
• Total does NOT include sales tax or 

municipal or borough property tax 

10 
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Salmon fishing employment 
ONLY 

• 74% active salmon fishers are Alaska 
residents. 

• 600 live in Anchorage and Mat-Su 

• 222 of Alaska communities benefit, 
inc Iud i n g An c h 0 ra g e:·'I!iiJi. 
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Alaska Ex-Vessel Value 
$1 .6 Billion in 2007 

shellfish 
90/0 

other 
groundfi 

h 
130/0 

Pollock 
240/0 

Source: ASMI, ADF&G, SMIS estimates 

salmon 
23 0/0 

halibut & 
sablefish 

P-cod 
130/0 
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Alaska Seafood Accomplishments 
Increases in: 
• Ex-vessel and first wholesale value 

of harvest 
• Export value to ASMI countries 

• Wild Alaska Seafood now 
commands respect in the 
marketplace- --

14 
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• The price paid to fishermen for Alaska's 
seafood harvest, the ex-vessel value, 
reached S 1.6 billion in 2007. 

I 
'E 
!!!. 
~ 
J 

Alaska Ex-vessel Value, 
Key Commercial Species 

$2,000 

$1,600 

$1,200 -

$800 .. 

$400 .. 

$-
2003 2004 2005 2006 2007 

Source: ADF&G, NMFS, SMIS estimates 
Combined value of salmon, pollock, P-cod, 

sablefish & halibut, 
shellfish, other groundfish 
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• The first wholesale value of Alaska salmon 
products reached $900 million, boosting state 
and local economies and the private sector. 

! 
~ 
~ 

Alaska Salmon Value Growth: 
Ex-Vessel and First Wholesale 

• Ex-Vessel _ First WhOlesale Value, selected puducts 

$1,000 

$800 

$600 

$400 

$200 

$0 
2002 2003 2004 2005 2006 2007 

Source: ADF&G, AK Dept. of Revenue 
Fresh & frozen H&G, fresh & frozen fillet, 

salmon roe, canned salmon 
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• Seafood exports to ASMI destination 
countries exceeded $1.7 billion, and had 
a higher rate of growth than non-ASMI 
countries. 

Alaska Seafood Export Value Growth 

ASMI Program 
Countries 

Other Countries 

III 2003 .2007 

$- $200 $400 $600 $800 $1,000 $1,200 $1,400 $1,600 $1,800 

Value ($ millions) 18 
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Brand Value: U.S. restaurant diners 
have a positive impression of the 
Alaska Seafood brand (77%). 

BEER-BATTERED 

_~5t~t 
~Q ......,... 

Alaska Pollock 

SANDWICH SMALL COMBO 

........................ :. 20 
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TACTICS 

Consumer campaigns 

PR and advertising campaigns 

Promotional material 

Expositions and trade shows 

Technical support and training 

Alignment with industry 

Brand management 

Media tours, trade missions 
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- --------------------------------------------------------....., 

Implemented via partnerships with 
• retail grocers 
• foodservice distributors 
• restaurant chains 
• foodservice operators 
• universities 
• culinary schools 
• media 

24 
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u.s. Marketing 2008 
Sample accomplishments 
• Increased value 

of fresh, frozen, 
and shelf stable 
Alaska Seafood 2 , 

Shown: 
ASMI promotion with 

Jack in the Box 
(Alaska Pollock) 
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• Alaska Seafood 
Sustainability Forum 
Held in Anchorage for 100+ 
international and U.S. 
customers, including large 
foodservice and retail 
purveyors 

(Lell to right:) Dr. James Balsiger, Acting Administrator NOAA Fisheries; 
Ray Rlulla, Executive Director ASMI: Denby Lioyd, Commissioner, ADFG; 
Peter Hajlplerls, Birds Eye/lglo; Dr. Bruce Leaman, International Pacific Halibut 
Commission 
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• Innovative 
Promotional 
Activities 

I 
FROZEN! 
www.cookitfrozen.com 

• ~~ t,\ 
• t 
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University of Massachusetts 

... ~ .. 
~~t*~ 

RANDY RICE, Seafood Technical Di­
rector for the Alaska Seafood Marketing 
Institute, will speak on seafood sustairnlbility 
and health. 

WEDNESDAY, OCTOBER 8TH AT 7PM 

IN THE BERKSHIRE ROOM 

~@ 
~ 
&~~ 
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www.uma ••.• du/dlnlng •• ,vlc8. 
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• National ad - =~ 
• campaign: 

241,000,000 individual 
or household 
impressions in FY 08 

• Public Relations 
activities - choice 
editorial placements 

Shown: 

• 0 
• Coastal Living 
• Saveur 
• NW Palate 
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International Marketing 2008 
Sample accomplishments: 

• Increased the value of fresh, frozen, 
and shelf stable (canned and 
pouched) Alaska Seafood in key 
international markets. 

Wild & Natural 
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-Innovative 
promotions with 
retail grocers, 
foodservice 
distributors, 
restaurant 
chains, 
foodservice 
operators, 
universities, and 
culinary schools 

• d .... "'" ''''''""",On. "'"" ...... n - www .. laska>eafooQ'O'B • ~1I. 
A' ........... _ •• In ...... ~~::S,tIb 

lei. 91 S89 85 41, Flx:9J S8910 51.f.maiI: dmtdellan@alu~ _ -.,_ --
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Alaska chefs 
provided education 

and training to 
retail supermarket 
seafood managers 
and chefs in China. 

l~"'----

Anchorage chefs AI 
Levinson (above), 
and Naomi Everett 
of UAA. 36 
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Expositions and trade shows 
Mr. Edward Schafer, then U.S. Secretary of Agriculture, flanked by ASMI 
representative for China, Robin Wang (I) and assistant Roger Zhang at Food 
and Hospitality China in December. 

s:a:~ifi.· 
...... ~ 
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Conducted outreach at trade shows 
and exhibitions in the European Union, 
China, Japan and Russia. u.s. Ambassador to 

Russian Federation John Beyrle (center) discusses Alaska Seafood with ASMI 
at World Food Moscow last fall. 
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• Launched sustainability initiative with 
international customers through 
Sustainability Forum, sustainability 
center at ESE 
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• Global aquaculture -overtakes wild 
production 

• Competing proteins - and nations -­
-- pork, chicken and beef, dairy and 
farmed salmon; NSEC 

• Price resistance -it's here 

42 
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• Funding - for infrastructure and 
marketing 

• Economic turbulence/credit crunch 

• Energy, fuel, transportation costs 
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CONCLUSION 
• ASMI provides a unique and critical 

function 
• sources of non-recurring federal 

funding will need to be replaced 
with funding from other sources 
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Alaska Seafood Marketing 
Institute 

311 N. Franklin St., Ste. 200 
Juneau, Alaska 

907-465-5560 

www.alaskaseafood.org 

Wi/d, Natural & Sustainable® 

45 
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Alaska Seafood Marketing Institute 
2009 Legislative Session Brief 

MISSION The Alaska Seafood Marketing Institute is a marketing organization with the 
mission of increasing the economic value of the Alaska seafood resource through: 

• Increasing the positive awareness of the Alaska Seafood brand 
• Collaborative marketing programs that align ASMI and industry marketing efforts 

for maximum impact within the food industry 
• Long-term proactive marketing planning 
• Quality assurance, technical industry analysis, education, advocacy and research 
• Prudent, efficient fiscal management 

PRIORITY Support the Governor's FY 10 operating budget proposal for ASMI. 
* includes $2,667,500 in state general funds, general funds replace federal dollars; total 
budget is $17,667,400. 
* the state contribution of $2,667,500 is the minimum necessary to support ASMI's 
marketing effort 
* the Alaska seafood industry'S contribution to ASMI in the form of voluntary 
assessments amounts to between $6,000,000 and $8,000,000 per year 

RATIONALE ASMI has met with success in raising the value of Alaska's seafood 
harvest. 
* enhances health of private sector business, raises contribution to state treasury, 
stimulates sustainable state and local economic growth 
* the result includes more than $90,000,000 in seafood industry taxes to the state and 
local governments, stimulating employment, and fostering economic stability 

Alaska must aggressively position Alaska Seafood as a premium offering in a highly 
competitive market to prevent price erosion. Alaska must build on the momentum and 
brand equity Alaska Seafood currently enjoys in the market place, and meet known 
threats with aggressive promotional strategies to head off Alaska Seafood price erosion. 

The State of Alaska and the Alaska seafood industry, through ASMI, have made 
significant strides to improve the value for Alaska Seafood, and we can't afford to 
lose ground. The Alaska State Legislature plays a vital role by investing through 
ASMI in economic development of a renewable resource industry that is the state's 
largest private sector employer and generates widespread economic benefits. 

* * * * 
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AMPLIFICATION of ASMI Talking Points for 2009 Legislative Session 
Funding Request FAQ * Accomplishments * Threats· Performance * Conclusion 

Why support ASMI? 
Support for ASMI is support for sustainable and renewable natural resource development 
and economic growth. Investment in promotion of Alaska Seafood raises the value of 
Alaska seafood products, enhancing the vitality of private sector business, the state 
economy, and local and regional economies. Together, the State of Alaska and the Alaska 
seafood industry have made significant strides to improve the value for Alaska Seafood. 
We need to build on the momentum and position we currently enjoy in the market place. 

Why is a larger state contribution needed? 
Sources of short term federal funding used during the last several years to finance the 
promotion of Alaska Seafood are finished. Excluding the federal funds ASMI receives 
from USDA for international promotions*, federal dollars ASMI received FY 04 through 
FY 08 came to more than $17 million. ASMI spread expenditure of these dollars over a 
period of several years for sustained impact, but now the funds are spent. To sustain the 
momentum of Alaska Seafood in the marketplace and hold onto value gains, a fund 
source shift is needed. 

How is a state contribution routed to ASMI? 
The Governor's FY 10 operating budget proposal for the Dept. of Commerce, 
Community and Economic Development contains a state general fund contribution for 
ASMI in the form of $2,667,500 in unrestricted general funds. The total FY 10 budget for 
ASMI is $17,667,400 (slightly lower than last year, when ASMI received $750,000 as a 
state contribution). This represents a fund source shift that will partially offset the loss of 
non-recurring federal funds. The Alaska seafood industry's contribution to ASMI in the 
form of voluntary assessments amounts to between $6,000,000 and $8,000,000 per year 

What will ASMI do with the state contribution? 
ASMI will apply the funds to position Alaska Seafood as a premium offering in a highly 
competitive international market, and counter a number of emerging threats that are 
exerting pressure on Alaska's seafood industry. ASMI's proven track record building the 
value of the brand for key commercial Alaska seafood species is raising the value of the 
seafood harvest. ASMI uses foodservice and retail promotions, technical education, 
public relations and advertising in its effective campaigns in the U.S. and key overseas 
markets. 

• ASMI applies for U.S.D.A. Foreign Agricultural Service funds from the Market Access Program through 
annual application to the federal government. Increased ASMI contribution or "match" for federal MAP 
funds for the promotional effort in key overseas markets attracts an increased allocation of these federal 
funds. 
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ACCOMPLISHMENTS 
ASMI is a key part ofthe successful effort to reposition Alaska's seafood industry as a 
competitive market-driven food-production industry. ASMI works with retail grocers, 
foodservice distributors, restaurant chains, foodservice operators, universities, culinary 
schools, and the media. It conducts consumer campaigns, public relations and advertising 
activities, and aligns with industry efforts for maximum effectiveness. 

• The overall industry outlook is positive, especially for salmon, which is a 
dramatic turnaround from seven years ago when companies were literally walking 
away from the salmon business. 

• Through the Community Development Quota program, many rural coastal 
communities are participating in Alaska's largest commercial fisheries, including 
the pollock fishery. The increases in commercial seafood value bring millions of 
dollars to participants in the CDQ program. 

• Ex-vessel value of Alaska's seafood harvest has increased, and ex-vessel value of 
salmon doubled in three years to more that $300M. 

• First wholesale value of Alaska salmon products has increased: most active 
salmon fishermen (75%) are Alaska residents and spend earnings all over the 
state. Six hundred active salmon fishermen reside in Anchorage and 
Mat-Su, with the majority spread through Alaska's coastal communities. 222 
Alaska communities involved with Alaska salmon, including Anchorage, benefit 
from improvements in the market. 

• Export value of Alaska Seafood to ASMI destination countries has increased 
markedly over the past several years. 

• ASMI's worldwide promotions of Alaska Seafood also showcase Alaska as a 
destination for visitors. While not the specific goal of ASMI marketing efforts this 
is an added benefit that comes at no additional cost. 

Wild Alaska Seafood now commands respect in the marketplace. Here are 
examples: 
• As a result of ASMI food service promotions and informing the public about wild 

Alaska seafood, a wide majority of U.S. restaurant diners have a positive 
impression of the Alaska Seafood brand (77%). 

• The trade component of the U.S. national advertising campaign for Alaska 
Seafood was circulated to retail and foodservice buyers making purchasing 
decisions for 17,000 retail grocery locations and 903,000 foodservice outlets. 

• Alaska Salmon is preferred 84% to 16% over Atlantic Salmon in restaurants. 
• The Alaska Seafood brand is the second most popular food brand on menus of the 

top 500 U.S. restaurant chains. 
• Cook It Frozen promotions at retail grocery stores in the U.S. support value-added 

frozen product sales. 
• Television ads on the Food Network in February and March of2007 generated 

193,785,000 household impressions, and reached more than 60 million women in 
ASMI's top target demographic. 

• Combined television and consumer magazine ads in FY 08 generated 241 million 
household impressions. 
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• Alaska seafood sales at the ASMI-anchored Alaska Pavilion at Europe's largest 
seafood trade show have grown steadily: in 2008, participating Alaska seafood 
companies made $31 million in on-site sales, and $125 million in projected sales 
for the ensuing year. 

THREAT ANALYSIS 
There are a number of threats ASMI must counter in order to raise the value of the 
seafood harvest. Here is an example of the scope of such threats. In 2008, Greenpeace 
released results of a retail grocery survey it had conducted in the U.S.; the organization is 
demanding that Alaska pollock be pulled from store shelves. Recently they launched a 
media campaign accusing Alaska of mismanaging Alaska pollock, and demanding a 50% 
cut in the harvest quota. Whether the concern is contaminants in seafood, confusion over 
eco-labels, or the global ramping up of aquaculture, ASMI must effectively challenge 
attacks, and educate the consumer, trade customers and the media about the value of 
Alaska's seafood. 

Examples of external threats to increasing brand value: 

• Global aquaculture -relatively constant wild seafood supply overtaken by 
aquaculture, which now produces more seafood than capture fisheries 

• Competing nations, not just competing proteins - pork, chicken and beef, dairy 
and farmed fish are priced lower and have better funded marketing campaigns. 
ASMI competes against nations for market share, and in the case of many 
competing products the governments of the countries (e.g., Norway, Chile, 
Scotland, Australia) are actively involved in providing funding. 

• Price resistance - following periods of increase in value for particular species, 
Alaska producers are encountering price resistance 

• Seasonality, consistency of supply, inelasticity of supply - product availability 
fluctuates within the season and from year to year, and there are upper limits to 
wild seafood production in sustainably managed fisheries 

• International economics - currency fluctuations, softening of domestic orforeign 
economies (e.g., ASMl's U.S. dollars in key overseas markets shrink dramatically 
when converted to Euros, Yen, and Yuan), tariff and trade barriers 

• Increasing fuel and transportation costs 

• Confusion over eco-labels - a proliferation of eco-labels in the marketplace 
(labels denoting sustainably produced seafood), and the issues of traceability and 
country of origin labeling require educating customers at consumer and trade 
levels about Alaska Seafood brand and Alaska as the model of sustainable 
fisheries management 
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• Funding - Dollars available to support infrastructure and marketing, many federal 
sources drying up, promotional costs are rising 

• Worldwide economic turbulence and a credit crunch creating uncertainty for 
Alaska seafood producers and suppliers 

PERFORMANCE 
ASMI is accomplishing its mission of increasing the economic value of Alaska seafood 
resources, however a disruption in funding will challenge our ability to deliver key 
Alaska messages to a critical number of people. 

:.. The first wholesale value of Alaska's seafood harvest (all key commercial 
species) has continued its upward value trend and reached $3.6 billion, 
providing increased revenue to state and local governments and the private 
sector. Value increased 12.5% from 2006-2007. 

:.. The price paid to fishermen for Alaska's seafood harvest, the ex-vessel value, 
reached $1.6 billion in 2007. 

:.. The first wholesale value of Alaska salmon products reached $900 million, 
continuing an upward trend established from 2002-2007, boosting state and 
local economies and the private sector. 

:.. Alaska seafood is among the three most popular food brands on U.S. menus. 
It has ranked third, and second, and has not yet reached the top spot. 
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~ Seafood exports to ASMI destination countries exceeded $1.7 billion, up 34% 
from 2003 to 2007, a higher rate of growth than in non-ASMI countries. 

Alaska Seafood Export Value Growth 

ASMI Program 
Countries 

Other Countries 
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ASMI Performance, including performance targets, strategies to meet the targets, analysis 
and tables are available at http://www.gov.state.ak.us/omb/results/view.php?p=18. on the 
State of Alaska website for Office of Management and Budget, Performance section, for 
Alaska Seafood Marketing Institute within the Dept. of Commerce, Community and 
Economic Development. Some highlights of this information are included below. This 
URL will lead to the Summary page: also review the "Details" sections. 
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REVENUE, EXPENDITURE AND ALASKA SEAFOOD VALUE TRENDS 
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CONCLUSION 
ASMI provides a unique and critical function for the Alaska Seafood industry, one that 
individual companies or direct marketers cannot provide on their own, and provides a 
demonstrable return on investment. That function is building and defending the Alaska 
Seafood Brand, one of the best known seafood brands in the world. Through ASMI 
efforts both in the U.S. and abroad, customers are drawn to Alaska Seafood: this provides 
the traditional "pull" for our products. The industry, which is better aligned with ASMI 
efforts than ever before, can then focus on traditional trade spending with the retailers 
and foodservice operators providing the "push" for Alaska Seafood products. This 
powerful combination of "push and pull" leverages the overall industry spending in the 
most efficient and effective way. 

In order for ASMI to sustain momentum for Alaska Seafood in the U.S., Asia, and 
European Union, the non-MAP federal funding sources it has been utilizing to maximize 
the value of the seafood harvest will need to be replaced with funding from other sources. 

Revenue sources FY03 FY04 FY05 FY06 FY07 
GF 0 0 0 0 1000 
Other Federal 
Grants 772 1900 9609 2000 2991 
Industry 
Contributions 4400 4800 5800 6700 7300 
Federal MAP 
Funds 3000 3700 3900 4100 4355 
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