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Alaska Seafood Marketing Institute

Celebrating 30+ years of successful partnership between the 
State of Alaska and the Alaska seafood industry!



The Codfish

The codfish lays ten thousand eggs, 
The homely hen lays one.
The codfish never cackles 
To tell you what she's done.
A n d  so we scorn the codfish,
While the humble hen we prize, 
Which only goes to show you
That it pays to advertise .



Wild, Natural & Sustainable'

Alaska’s Seafood Industry > Generated about $79 million in 
state taxes and fees, in addition to 
local fish taxes in fiscal year 2009
> Through direct, indirect and 
induced effects, contributed a total of 
$4.6 billion to Alaska’s economic 
output in 2009
> Generated more than 80,800 jobs 
and $1.45 billion to labor and income
>Led all states in terms of both 
volume and ex-vessel value of 
commercial fisheries landings in 
2010, with total of 1.91 million 
metric tons (MT) worth $1.7 billion
>Had one of the best seasons on 
record in 2010 with almost 170 
million fish harvested in Alaska, the 
11th highest number since statehood

Source: Northern Economics, DOR, ADFG



Over 4.2 billion pounds of 
seafood were harvested from 

Alaskan waters in 2010.

TOTAL SEAFOOD VOLUME
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Impact on Rural Communities
seafood industry is a central piece of rural economies, providing:

• Cash infusion to subsistence economies
• Economies of scale that often dramatically reduce the cost of:

Utilities
Shipping
Goods & Services

• Infrastructure essential to non-road communities



What is the

Alaska Seafood Marketing Institute?
• A Partnership of public and private sectors
• A Public corporation that fosters effective alignment with industry 
marketing efforts
•A Governor-appointed Board of Directors: five processors, two 
commercial harvesters
•  Alaska’s official seafood promotion arm, supports Alaska seafood 
industry through promotion of Alaska seafood products, education and 
research



•Prudent, efficient fiscal management.

research,

ASM I Mission Statement
The Alaska Seafood Marketing Institute is a marketing 
organization with the mission o f increasing the 
economic value o f the Alaska seafood resource 
through:

•Increasing positive awareness of the

Alaska Seafood brand,

•Collaborative marketing programs that 

align ASMI and the industry marketing 

efforts for maximum impact within the 

food industry,

•Long-term proactive marketing planning, 

•Quality assurance, technical industry 

analysis, education, advocacy and



Lead by Industry
Board of Directors - 7 members (5 processors, 2 harvesters)

Joe Bundrant, Chair, Trident Seafoods Kevin Adams, Vice Chair, Commercial Harvester 

Bruce Wallace, Commercial Harvester Mark Palmer, Ocean Beauty Seafoods 

Barry Collier, Peter Pan Seafoods, Inc Dennis Guhlke, Icicle Seafoods, Inc.

Jack Schultheis, KwikPak Fisheries

Board of Directors/Customer Advisory Panel 
Cordova, AK -  May 2011



Wild, Natural 6  Sustainable

ASMI Builds ‘Alaska’ Brand

■ ASMI promotes all species of Alaska 
seafood, under the “Alaska” brand.

■ AS 16.51.110 prohibits ASMI 
promoting seafood by geographic 
origin other than from the state 
generally, geographic region of the 
state, or specified brand name.

■ Alaska Constitution -Article 8, Section 
4

“Sustained Yield -  Fish, forests, 
wildlife, grasslands, and all other 
replenishable resources 
belonging to the State shall be 
utilized, developed, and 
maintained on the sustained yield 
principle, subject to preferences 
among beneficial uses. ”



The Alaska Brand
Wild, Natural & Sustainable'

Fresh Seafood

High Quality Natural

Alaska Seafood is the second most commonly 
specified brand on U.S. menus.

Source: TRD Frameworks, 2009

Consumers associate the following 
descriptors with "Alaska".



Alaska Seafood Audience
FY11 marked a shift in target audience to address both the current Boomer target audience

and next generation of best Alaska seafood consumer, Gen Y. 

Boomer
Consumer Research: 610 interviews, ages 45-54, college education, household income o f 
$ 1 0 0 ,0 0 0 +

• Eight in ten Boomers believe it is important to know the source or origin o f the seafood they 
plan to purchase (81% somewhat + very important).
•Seven in ten want to know the seafood is environmentally sustainable (73% somewhat + very 
important) and is naturally caught, o r wild (71% somewhat + very important).
•Boomers feel e ither a certifying or an environmental group would be the most likely types o f 
organizations to give an accurate assessment o f seafood sustainability.

Gen Y
Consumer Research: 759 interviews, ages 25-30, college education, household income o f $50,000+ 

•65% prefer to eat wild fish or seafood vs. 8% who prefer to eat farmed fish or seafood.
•The majority of Gen Y  consumers believe it is important to know the source or origin of 
the seafood they plan to purchase (76%) and that the seafood is environmentally 
sustainable (74%).
•Half of Gen Y  consumers say they would prefer to purchase Alaska Salmon if given a 
choice -  topping Atlantic Salmon by a nearly three to one margin.

Source: TRD Frameworks, November 2010



ASMI Domestic & International Programs

With hands-on guidance from its seafood industry board of 
directors and input from dozen of industry experts serving on 
operational and advisory committees, ASMI applies a range of 
strategies and tactics tailored to fit specific market segments 
in the United States and overseas.

Retail Marketing 

International Marketing 

Consumer Public Relations

Foodservice Marketing 

Seafood Technical 

Global Food Aid

Above: Tom Sunderland, ASMI Salmon & 
Retail Marketing Committees;
Far left: Izetta Chambers, ASMI Salmon 
Committee;
Left: Chip Trinen, ASMI Seafood 
Technical Committee



Domestic Retail Marketing

Program works to align with the Alaska Seafood Industry and retailers across the US to support 
their sales and marketing programs through in-store promotions, consumer advertising, public

relations, and trade advertising.

Wild, Natural & Sustainable'

Left: Constellation Wines; Middle: Winn Dixie; Right: AS Ml Plated Salmon Shot



October Is National 
Seafood Month

Featuring W ild Alaska Seafood:
W ild, N atural & Sustainable™

Alaska Salmon Salad Montery Salad
Ouck ir.’l tny e «l »uw»r mmAKsU i

Alaska Salmon Ciabatta Rolls

C O O K  i t  I  
FROZEN!

lOi/d A/ask* SEAFOOD

The Power of the 
A L A S K A  SEA FO O D  Brand

"82% of consumers surveyed 
say that seeing the Alaska Seafood 
logo would increase their likelihood 
to  purchase.” ....------- ...

I w s1 LUNDS BYERLVS 1
iv rooo a cuts j Ktcimsrwtiont ciajms k cvints f
r t i i f f t i w t w — 1

Above: Website Landing Pages 
Left: Trade Advertising Material

HEB proudly offers wild, sustainable 
Alaska seafood.

•C O O K  IT FROZEN!* •  Alaska Seafood O  Alaska Seafood Species
Sustainability eBook

COOK IT '
F R O Z E N !

RETAIL
SUPPORT

Fresh Wild Alaska 
Sockeye Salmon Fillets

$9.99/lb.
SaveK OS*. tM««en Amen



Health Benefit* o* t iK / '. r

O ur S alm o n  file t c o m e s  w ith  y o u r c h o ic e  of 
G inger T eriyaki, S w e e t Chili o r S cam p i B u tte r  S a u c e  
o v e r a  b e d  o f ric e  a lo n g  w ith  o n e  of o u r  s c ru m p tio u s  

b re a d s  tic k s  a n d  y o u r ch o ic e  o f an y  tw o  s id e s .
Try it w ith  b ro cco li, s id e  s a la d , b a k e d  p o ta to , c o rn  on 
th e  co b  or an y  o f o v e r 1 0  d e lic io u s  h o m e -s ty le  s id e s .

Captain D ’s

Program is designed to help commercial & non-commercial 
operators, including restaurants, chef networks, universities and 

culinary institutions, handle, menu and promote Wild Alaska
Seafood products.

Top: Yale University -  Iron Chef 
Bottom: McCormick & Schmick’s



A-Code P-Code Brand D escription
jSBA
E E S

5667787 362922 Harbor Banks-D Cod, Pacific 8-16 Ox fillet Boneless-Skinless (hem Free 2/15 lb S2i 5/Cs

8257624 541853 Bluevrater-I Rounder, Bcearfed 4 Oz fillei Boneless-Skinless 4CM0z $1.00/0
624569 156549 Bluewater-1 Rounder Breaded 5 Oz fillet Boneless-Skinless 10lb $1.00/0

5779913 400197 Harb« Banks Halibtkldn Steaks 10 Oz. 10lb S150/G

5779848 400190 Harbor Banks Haliburi«n5leaks 6Qz. 10lb $150/G

5779897 400195 Harbor Banks HalibutIdnSteaks SOz. 10lb $150/0
5779384 400138 Harbor Banks Halibut Regular Steaks 10 Oz. 10lb $150/0
5779343 4(0134 Harbor Banks Halibut Regular Steaks 60z. 10lb $1.50/0
5779350 400135 Harbor Banks Halibut Regular Steaks 80i 10lb $1.50/0
5779517 400151 Harbor Banks Halibut S/l Fillet Portion 10 Oz. 10lb $1.50/0
5779442 400144 Harbor Banks Halibut S/l fillet Portion 4 Oz. 10lb $1.50/0
5779475 400147 Haibcr Banks Halibut S/L Fillet Portion 6 Oz. 10 Lb $1.50/ Cs

5779491 400149 Harbor Banks Halibut S/L Fillet Portion 8 Oz. 101b $1.50/0
4717096 2 78462 Harbor Banks-0 Pollock, 2 Oz Fillet Boneless-Skinless (hem free 101b $1.00/0
4722872 279118 Harbor Banks-D Pollock, 4 Ozfaitr Boneless-Skinless (hem free 10lb $1.00/0
4722815 279112 Harbor Banks-D Pollock, 4 0z L«n Boneless-Skinless Chemfree 10lb $1.00/0
4717211 278475 Harbor Banks-D Pollock, 5 Oz fillet Boneless-Skinless (hem free 10lb $1.00/0
4987244 346463 Harbor Banks Salmon, Keta 4 Ozfillet Boneless Skin-On 10lb $1.00/0
49870M 346423 Harbor eanks Salrncn, Keta 4 Oz fillei Boneless-Skinless 10lb $1.00/0
4987277 346467 Harbor Banks Salrncn, Keta 60zfillet BonelessSkin-(n 10lb $1.00/0
4987012 346424 Harbor Banks Salmon, Keta 6Oz fillei Boneless-Skinless 10lb $1.00/0
4987327 346472 Harbor Banks Salmon, Keta 80z Fillet Boneless Skln-On lOLb $1.00/0
4987020 346125 Harbor Banks Salmon, Keta 8Ox Fillet Boneless-Skinless 10lb $1.00/0

51599 17457 Bluewaier Salrncn, Smoked (old Nova l a  1.5 lb  Side Skinless 2/15 Lb $0.50/0
5823869 409623 Harbor Banks Salmon, WildKeta S/0 fillet lOOz. 10 lb $1.00/0
5823810 409618 Harbor 8anks Salmon, Wild Keta S/0 FHIet 4 Oz. 101b $1.00/0
5823828 409619 Harbor Banks Salrncn, WildKeta S/Ofillet 6 Oz. 101b $ 1.00/0
5823836 409620 Harbor Barts Salmon, WBd Keta S/Ofillet 8 Oz. 10lb $1.00/0
5823711 405608 Harbor Banks Salmon, V/Sd Keta Sklr/Pbo fillet 4 Ox. 10lb $1.00/0
5823752 409612 Harbor Banks Salmon, WBd Keta Skls/Pbo fillet 6 Oz. 10 Lb $1.00/0
5822778 409614 Harbor Banks Salmon, WildKeta Skls/Pbo fillet 8 Oz. 10 lb $1.00/0
8366296 533395 Bluewaler-T Surlmi, Imitation CrabmeaKhunk&flake Cooked frozen 4/25 lb $((50/0
7369846 522404 Bluewater-I Surirni, Imitation (rabmeat (hunk & flake Cooked frozen 4/25 lb $1.00/0
6366298 522394 Bluewater Surimi, Imitation (rabmeat (hunk & Flake Cooked FznW/ Snow Crab 4/2.5 lb $1.00/0

What a better way 
to kick off Lent 
than with Alaskan 
wild caught 
seafood!

U.S. Foodservice" 
is proud to provide 
an Alaska Seafood 
Marketing 
Institute (ASMI) 
focused Lent 
promotion.

Products Received 
Dates: March 1 
April 30,2011

For more info 
on ASM I, check 
out the back/

Wild, Natural & Sustainable'

A division based promotion...

L e n t

. H A R B O R .  B A N *
S E A F O O D B ltlW A T IR

f ot  more information aboutHarbor Banks* and Bluewater* 
products, visitmonarch.usloodservice.com.

For Internal use only. 02-2011

A l a s k a  S e a f o o d :
A M ODEL OF SUSTAINAISILITY

C o n s u m e r  At t it u d e s  
t o w a r d s  s e a f o o d

Left: Harbor 
Banks Seafood 
Top:
SyscoToday
Canada
Bottom: Gordon 
Food Service



§

UMass -  Longest 
Sushi Roll

300 volunteers 
330 feet of sushi!



International Marketing

Program focuses on promotional efforts in key 
international markets: Japan, the European Union 
and China. The main activities include retail and 
foodservice promotions, technical seminars, chef 
and retail Alaska Seafood training, trade missions, 
advertising and public relations.



Wild, Natural & Sustainable



Global Food Aid

The Alaska Canned Salmon Global Food A id program was created in 2005 by the Alaska 
salmon fishing industry to foster the use o f flavorful, nutritious and easy-to-prepare canned

salmon in world food aid programs.



Seafood Technical

The program works in collaboration with the Alaska 
seafood industry and the ASMI marketing sta ff to 
offer information on food safety, quality, nutrition, 
food labeling, environmental issues, fisheries 
sustainability and seafood purity



Communications

The communications program supports the 
marketing sta ff through media relations, 
press interviews, participation in seafood  
industry trade shows, and the preparation o f 
reports and press releases.

It's our annual 
guide to the top 
eateries where 
food is fried, 
broiled, grilled, 
or otherwise 
slapped on butcher 
paper for your 
finger-licking, crab- 
cracking, French 
fry-munching 
pleasure. This 
year, our winners 
(and finalists) 
were chosen by 
our readers!

-Alabama
LuLu's at 
Homeport Marina
G ulf Shores

You'll love the aii-ages appeal 
of tfcft und/. uoptcai paradsc 
operated fay Lucy Buffet?

s hter, 7h<? Soufhorn- 

Styk* n>?nu Sndudes faed QH 
and a variety of 

seafood aod n - w . y  
e n  terrotn every day, X I/967 - 
5&M  or hktKtihGm epoa a  
tasty Contenders 
• Doc s Seafood Sh a ck«  
Oyster Bar, O range Beach

flvij r> w h ere  th e  locate yo. 

fieadm *do?e the frtteh oyster 
in.yV.eyour-owft teckW'i 

sauce;

S T E V E  M ILLB O H O
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' ( <tmps pklt*:. 907/766-2800or
"  ■ • m m f m p jo r w  net

~ ~ l k
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U u p o n td re k ' Bathroom  - ^

WASHINGTON
Where to Buy

G reat
#  Food

llu-lkst Bakeries. Seafood. 
Cheese Shops, Butchers, 
Itim ie Markets, Chels* 

Favorites, and Mon

Cookinglight
O ̂  Healthy L
JL m % J for a Per fee

i Healthy Dishes
ect Summer

O u r light 8, breezy cookbook: 
N ew  tw ists on 
classic favorites

20-MINUTE
SUCCESS
Sloppy Joes,
Chowders
Salads .

P L U S :
. 276 HEALTHY RECIPES 8. TIPS



Q U ICK  & EA S Y
POACHED
ALASKA
S E A FO O D
R E C I P E S

QUICK & EASY
ALASKA
S EA FO O D
RUBS &
MARINADES

Kids Rcciptt from Alaska Seajood

F R O M

A S K  F O R  A L A S K A

T he Elements ol

A la s k a  S e a fo o d

ifhl
L ittle  Bites 

For L ittle  Tykes

s t y l e
QUIC JALASKA Canned Salm on

ASK FO R  A L A S K A  —

/vilcfbitesA L A Surimi Seafood
ASK  FOR A L A S K A

VlM M - l  l / l . R  K F O I P F S

QUICK & EASY RECIPESs
A l a s k a  S e a f o o dA lA  i A Sm oked Salm on *&»

A S K  F O R  A L A S K A

AS Ml Material: Recipe Cards & Cookbooks
6  SustainabU

THE A L A S K A *

M



1 0 1

Create A ccoun t Take Quiz Get Certificate

© 0 ®
Now  P lay ing :
F ishe ries Management

ASMI Training Material

welcome to Ge*cer,i,ieci *n 3 Easy steps!
,  .  n  .  -  lo re m  Ipsum  d o lo r s it amet. consecte tuer a<*piseing eM, sod d iam  nonum m y

S t A • C ' C / k  l y  n ibh  e u ism od tlnc idun t u t taoreet d o lo ie  m agna a liquam  e ia t vo tu tpa t U t w tsi
e n im  ad m in im  veniam . quls nostrud  exerci ta to n  e x  ea co fn rn o do co ire oq y .it 
lo re m  ip sum  do lo r s it amet. consectetuer adip lscing  e * t  sod d iam

A comprehensive species guide and glossary 

for sourcing Alaska seafood.

I
Wild. Natural & Sustainable’

Aaaa Saiteca Swci*

'REFERENCE6UIPE

The ABOUT ALASKA Tlaming Section 
includes 3 distinct topic areas Alter 
completion of each ot those topics 
youH be quizzed and than guided to tnn 
n a il training section.

r A LA S K A



International Boston Seafood Show 2010



European Seafood Exposition 2011

May 3-5, 2011 
Brussels, Belgium

$50,156,000 in onsite sales 
$634,800,000 in 12 month projected sales

This is a gain of roughly $1 million more in onsite sales over 
2010 and about a $130 million gain in 12 month projected sales 
over 2010.



Wild, Natural & Sustainable'

POLFISH, Gdansk, Poland

International & Domestic Events

Comfish, Kodiak, AK

ALASKA SEAFOOD 
MARKETING INSTITUTE

Rewe, Hamburg, Germany

|_

—  HOFEX, Hong Kong, China



r The FAO Code 
is OUR code.
Your Guido to tho FAO-Bascd 
Responsible Fisheries 
Management Certification  
to r AJaska Fishorios

Search

Alaska Seafood Marketing Institute
N w -P ro fitO rg an iza S on  • Juneau, Alaska

MSC. FAO-BASED CERTIFICATION' GETS A

new  G reat A laska Seafood Cook Off; 

new  Sign up for ASM! Weekly M arketing RpnoH

n e w  T h e  G re a t .Alaska Fish Taco!

January 31, 2012

W<ld. Natural S Susta’fiahl*
Your  Weekly M arke t ing  Update/

Big Miracle Premier Party and Sustati able Seai>od 
Luncheo n in Washingto n. DC
'fcWCireoorlar. Andrews representedASM 3!ye .vas* - yr.- DC =,renefo#re  
trn B3q w.racfc on Wecnesoay .a*.ay 25 A5k‘ ooo rotated .vt~ ae 5x3 Tomramto 
-avreAfiala Sea^oa O af Aftanoe cneflto&ervi BcmaieroreoaE win Asata wcke e
a M M  appetizers to y e  coafi "Pi ere wasone ocwmsne »  y e  eve~ asPeope  
UBgazsne repo nee

Alaska Seafood Marketing Institute
Did you know an Alaska halibut can weigh over 500 pounds and grow up to 9 feet! 
How wild is that? http://www.nrrfs.noaa.gov/fishwatch/species/ 
pa c’ific_ha libut. htm

Social Media
j ]  Like ■ Comrrent • Reshare * Monday at 12:42pm * 0  

30 people like this.

Q  View all 5 corrments [P  7 shares

Write a comment.

Wild, Natural 6  Sustainable'

rlieSBs oi a baguede an; a  bo &3H»n n r  Adi 
te' MeoTQferof:*e r s i.  5er>ga *• .lie rare 'I 
ft 13: *r: *3;e a strong apoeeiar.C'- o'reoe-
•c esoec a pjrfr o't'e tlsr %j*o - Alaska

Tube
■

http://www.nrrfs.noaa.gov/fishwatch/species/


Recent Challenges

Wild, Natural 6 Sustainable'



Significant international and domestic attacks on Alaska 
have ensued after major Alaska salmon processors 

withdrew from the MSC certification process in
January%2012.



“Alaskans are going to regret the 
path they are trying to go down”

“I think we’re in a transition period 
where we are going to see the 
demise of hatcheries... ”

“...we wrote into that statute that 
any fishery that wants to bear a 
California sustainable seafood label 
has to get certified by the MSC
first.”

Mike Sutton 
Monterey Bay Aquarium 

MSC Founder 
As quoted in Intrafish



Why withdraw? Concerns over:

- Maintaining market access
- Potential NGO control o f the fishery management 

process
- Long-term devaluation of the Alaska Seafood brand
- Ongoing and increasing costs of the MSC 

certification and pay-to-play eco-labeling

e iffS i.
Wild. Natural 6  Sustainable'





Bottom Line

Who should manage the Alaska salmon fishery?

Regardless o f what we think o f the MSC, and w ithout necessarily criticising the 
MSC, the fishing industry simply cannot, as a m atter o f principle and form, tolerate 
a situation where a single private entity; on the basis o f a changeable private 
standard, has sole authority to decide who can sell seafood to the public and who 
cannot.

• Common sense tells us that choice drives opportunity. It is about fisheries and their 
supply chain partners and their right to decide how to demonstrate best

practice. This cannot happen w ithout the availability o f credible options.



Performance Details

Wild, Natural & Sustainable'



Alaska Ex-vessel Value (millions of dollars), Key Commercial Species
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U.S. Consumer Advertising and Public Relations Campaign
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Alaska Seafood Exports to ASMI Program Destinations (millions of
dollars)
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Alaska Seafood Marketing Institute Funding
Federa l M arket A ccess P rogram (M AP)  •  S eafood A ssessm ent Tax (.5%) •  State G enera l Funds



Ex Vessel vs ASMI Funding



Alaska Seafood Marketing Institute
Component Detail

FY2012
M anagem ent Plan

FY2013
Governor

FY12 Management 
Plan vs FY13

Fed Rcpts (MAP) 5,000.0 4,500.0 -500.0

Gen Fund 7,770.1 7,770.1 0 . 0

GF/Prgm  (Industry) 7,054.0 7,612.2 558.2

 J



Alaska Seafood Marketing Institute
FY13 Governor’s Operating Budget

FY12 
Management Plan

FY13
Governor FY12 to FY13

Personal Services 2 2 7 2 2 4 0 5 .2 1 3 3 .2

Travel 3 9 0 .3 3 9 0 .3 0

Services 1 6 9 7 3 .3 1 6 8 9 8 .3 - 7 5

Com m odities 1 8 0 1 8 0 0

Capital Outlay 8 .5 8 .5 0

G rants

Total 19824.1 19882.3 58.2

Changes: F Y 12 to F Y 13 budget details:
Salary Adjustment 
Increased Industry Receipts 
Increased General Fund



Thank You!

Wild, Natural & Sustainable®

311 North Franklin Street 
Juneau, A K  99801 

Phone: (907) 465-5560  
Fax: (907) 465-5572 

Website: www. alaskaseafood. ora


