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Information Concerning H.B.. 196

A Weather and Climate Bill

This informational material is provided for the purpose of accelerating action
on H.B. 196. Many major activities in Alaska are strongly affected by the
weather and climat'., the most notable are the aviation, marine, and public
activities. Numerous other activities are affected, and all activities are

subjected to the greatest extremes of inclement weather in the United States.

This informational material was prepared primarily by Jim Wise, State Clima-
tologist, and Al Comiskey, Associate in Atmospheric Sciences at AEIDC.

Mr* Wise has worked at AEIDC for the last five years and formerly was a
weather officer with the U.S. Air Force for 22 years. His last assignment
before retiring in 1975 was as Chief of Aerospace Sciences in the Eleventh
Weather Squadron at Elmendorf AFB, which included being climatologist for the
Alaskan Air Command and Chief of technical services. Al Comiskey recently
retired from the position of Chief of Environmental Services for the National
Weather Service. He has been in Alaska for 25 years preparing forecasts or

administering to forecast services.

Background Information on Alaska's Climate Program

For approximately 20 years prior to July 1973 the state climatologist of the
NWS, Alaska Region, provided climatological services within the state of
Alaska for use by commerce, industry, the scientific and engineering communi-
ties, the general public, and federal, state, and local government agencies.
NAS abolished its regional/state climatology program in 1973, which meant
either the loss of this service entirely or transfer of responsibility to tho
states. In some cases state agencies assumed this work, while in others,
state universities took on the public service involved. In Alaska the Arctic
Environmental Information and Data Center (AEIDC), University of Alaska, began
supplying many of the services formerly performed by the NAS state climatolo-
gists. Since then AEIDC has absorbed the costs of public climate information
services which have not been properly funded since the federal government

relinquished its responsibility.



By mutual agreement, the National Climatic Center (NCC), the Environmental
Data and Information Service (EDIS), and the NAS provide certain weather
observations and climate data logs, climate publications, and limited services
to AEIDC on a regular basis. AEIDC maintains an Alaska climate center, which
contains climate data on precipitation, temperature, clouds, winds, humidity,
solar i- solation,, evaporation, soil temperatures, and other data sets. The
climate center takas up an area of 576 square feet, and a microfiche reader/
copier, workspace, and assistance are provided to its users. Most of the

following services are provided free or at nominal copying costs.

1. Climate data on request by phone, letter, or personal visit.

2. Sale of climate-related and other pertinent publications available

here.

3. Studies, reports, and periodicals on the application and use of

climate data are aviaiable for use in-house.

N. Analysis, Interpretation, and advice on the application of cLimate

information to a particular project or problem.

5. Loan of selected data and publications.

6. Assistance in fot.iuLating requests for NCC data and service.

7. Expert witness in court cases involving weather and climate.

8. Lectures on aspects of applied climatology at scientific meetings,

seminars, and pubLie forums.

9. Climate-related research, such as interdisciplinary research at
AEIDC, solLar and wind energy use, and environmental impact

statements.



Why the State needs to formalize a weather and climate proTram:

The National Climate Program bill was passed in September 1978. The bill
provides for matching funds to help support a state climate program, provided
that the State has adopted a climate program and that federally funded por-
tions of the state program are consistent with the goals and regulations of
the national program. It also requires that the state integrate its climate
program with the national program and that the State establish an effective
mechanism for consultation and coordination with the users. The latter two
requirements have already been essentially satisfied. The single, and most
glaring, deficiency is the lack of a formal state program. We urge that this

remaining requirement be satisfied as soon as possible.

AEIDC has been keeping track of the number of requests for climate data and
servcies since 1976. F llowing are the number of inquiries for information

involving climate data, advice, or services:

Year 1976 £ 1977 1978 1979 1980
Number of
Contracts 400 460 520 710 960

% increase over

previous year 137, 12% 27% 26%

Frequency per day
(260 work un/yr) 1.5 1.8 2.0 2.7 3.7

Note that the number has more than doubled since 1977. A large portion of the
increase In demand for climate services in Alaska is interest in alternative
energy by Alaskans. Data supplied include wind summaries, temperature data

for heating degree days, and solar radiation data.

In addition to the reasons stated above, a formalized program is needed to
resolve present deficiencies in services. Following are some specific

deficiencies:



Lack of Data. There is a lack of important data in many locations in the
state. This is particularly critical in areas such as Prudhoe Bay and
Dutch Harbor, where massive resource development is in progress. There
are also areas of #he state where wind energy is a viable resource, and
though qualitative determinations have been made for most areai, site
specific data are still needed to quantify this resource for specific
installations. Solar radiation data have been recorded at only five
locations in the state. At present, NAS is maintaining only one such
station at Fairbanks. The University of Alaska is gathering these data
at Fairbanks, Anchorage, and Kodiak in the fourth year of a five-year
U.S. Dept, of Energy program. This program should be continued and
expanded over the next few years either by the federal government or by

the State.

Data Summaries. There are existing data available that have not been
summarized. Seme of these data are in state and federal government
agency files, and few individuals ou»-side the agency know they exist.
Other data have been colLiected over the last 20 years as part of the NAS
operated cooperative climate data network. One-year summaries have been
made for many of these stations, but multi-year summaries were not made.
Our state climate program should obtain :hese data and prepare summaries
of them or at least make the data available locally and maintain an in-
ventory of it. Some of these data are available on magnetic tape from

the NCC and could be obtained from them and processed within the state.

Climate Research. Current climate research ard data gathering should be
monitored. AHIDC's Current Research Profile attempts this, but there is
no way at present to require that people engaging in research in and abi.ut

Alaska respond to AEIDC*s inquiries.

Information. Information should be more generally publicized on the kinds
of climate services available and their uses. This could be done through
newspaper and magazine articles, formal courses in applied climatology at
the communltv college and university levels, and as lectures at scientific,
business, and Industry professional mo ‘lugs. Those engaged in transpor-
tation and construction could make much better use of resources by including

seasonal climate data in their planning process.



Recommendations for legislative action:

1. Eoact House Bill 196 to establish the Alaska State Weather and Climate

Program.

2. Provide funds for automation of the present climate data base. Initially,
the program should start with the existing data tapes available from the
NCC and the computer programs to process these data. As part of the con-
tinuing program, we should acquire these data on a monthly or annual basis

to provide more up to date climate services.

3. Initiate a public information program on available climate and weather
services.
4. Provide funds for performing the additional services generated by

agencies and the public.

5. Provide funds to prepare and implement a state weather and climate
observations program incLuding the following:
a. Purchase observation and communications equipment.
b. Ini iate a state operated weather and climate data gathering and
observations network to improve both realL-time weather services and
the state climate data base.

C. Select and train observers for the state-operated network.

These matters and other agency and pubLic interests could fonn the basis for

committee hearings.



February 18, 1981

The Honorable Jim Duncan
Speaker of the House
Alaska State Legislature
Pouch V

Juneau, AK 99811

Dear Mr. Speaker:

Under the authority of art. 111, sec. 18, of the Alaska

Constitution, I am transmitting a bill relating to the
establishment of a state clitaate and weather program and
a state climate canter. This bDbill was originally

introduced in the Jlast legislature as HB 413. This
version 1is virtually 1identical to the House Resources
Committee®™s CSHB 413.

The program would begin with the preparation of a plan,
updated on a biennial basis, for the acquisition and dis—
semination of climate related data and information. The
plan would include an assessment of the state®"s climate
data and 1information needs, a basis for establishing
priorities among ‘these needs, and a program for
orchestrating activities directed toward meeting these
needs A State Climate Planning Advisory Group, composed
of members from organizations which provide climate
related information and data and from the public sector
and organizations which wuse this 1information, would
participate in preparing and updating the plan.

In order to implement the plan, the bill would provide
that the state climate center oe established within the
University of Alaska. The center would cpe.rate and
maintain a central repository for information and data
relating to the weather and climate of Alaska, provide
weather and climatological information and technical
advisory services to climate information wusers, and
cooperate with other state and federal agencies in order
to satisfy the intergovernmental climate program
participation requirements of the National Climate
Program Act.

In addition, the center would be authorized to
investigate the characteristics of Alaska®"s climate;



research and assess the impact of climate fluctuations on
the availability of solar, wind, and water resources;
make available the results of all research undertaken by
the center; contribute to the general education of the
public on the climate of the state; and enter into
cooperative arrangements with other organizations
engaged in climate-related research.

This bill is consistent with the provisions of the
National Climate Program Act, Public Law 95-367, under
which the state may be eligible to receive up to a
50 percent grant to cover the costs of conducting
climate-related stu.des and providing climate-related
services.

Sincerely,

s/ys//

Jay S. Hammond
Governor



OF ALASKA
TWELFTH LEGISLATURE

FISCAL NOTE

REQUEST
Bill/Resolution No. HOUSE BILL NO. 196 (Page 1 of 3)
Title An Act relating to establishment of the Alaska State veather and Climate

Program and Alaska State Climate Center

Requested by the Rules Committee by Request of the Governor Date:

II. FISCAL DETAIL
Agency Affected University of Alaska
Program Category Affected Public Information Service
BRU, Program, or Subprogram(s) Affected Org. Research, Arctic Environmental Info & Data Cnfr.
(Note: If more than one budget component is affected, separate line-item amounts and funding for each
component in the analysis section.)

EXPENDITURES (Thousands of Dollars)

FYy 81 FY 82 FY 83 FY 84 FY .85 ,FY 86

100 PERSONAL SERVICES 77.7 83.2 89.0 95-2 101.9
27Q TRAVEL 6.8 7.7 8.8 10.0 11.4
20 CONTRACTUAL 16.4__ 18.7 21.3 24.3 27.7
400 COMMODITIES . 4.6. 5.2 5.9 6.7 7.6
150 EQUIPMENT 8.5 2.9 1.6 1.6 1.6
600 LAND & STRUCTURES :
700  GRANTS. CLAIMS. ETC.

TOTAL 114.0 117.7 126.6 137.8 150.2

FUNDING (Thousands of Dollars)

GENFRAI FUND 114.0 117.7 126.6 137.8 150.2
FEDERAL FUNDS
OTHER (Specify Fund Source)

POSITIONS

FULL TiME * 3 3 3 3

PART TIME 1 1 1 . 1 1
TEMPORARY

*0f these, one position is new

I1l. ANALYSIS (See Fiscal Note Preparation Instructions, Section III)

This bill establishes formally a state weather and climate program to
recognize and improve the existing program and develop additional program
elements.

Since July of 1973 the University of Alaska's Arctic Environmental Information
and D-'ta Center has absorbed the costs of public riimate information services
previously furnished by the National Weather Serkies's regional/state climatology
prograu. During FYEx the center dedicated 7 man mo.iths to this effort.

Due to increasing demand for such services Cr jsed by both government and

private interest in alternative energies, resource development and transportation,
etc., the need arises for an increase in the level of effort by 21 man months,

(see attached page 2)

IV. DATE February 4, 1981 PREPARED BY E. Rensenbrink

AGENCY Arctic Environmental Information and Data
Original: Legislative Finance Center, University of Alaska
cc: Budget and Management PHONE: 279-4523

Prime Sponsor (First Legislator Named)

33-001 (Rev. 12/80



HOUSE BILL NO. 196 (P??,e 2 of 3)

making for a total dedicated 28 man months. The above personal service
dollar figure is based on 6 additional man months for a combination of 2
atmospheric scientists, 8 additional man months of a science technician,
and 6 man months for a newposition of data control clerk.

This will also provide forincreased user oriented services through: design

of wind data summariesfor wind power; environmental data information specifically
for solar energy; climatic data information for construction design planning,etc.;
initiation of summaries and the extension of record periods of existing summaries
by computer processing of voluminous raw data.

Years subsequent to FY82 have been estimated by using a IX increment factor in
personal services and a 14% inflationary factor in travel, contractual, and
commodities. These factors will be subject to changes in the actual price
structures.



BUDGETARY BACK-UP FOR

PERSONAL SERVICES:

(incl. Staff Benefits)

FYs8l GF RF
J. Wise, Atmosph.Sci. 4 8
A. Comiskey, Atmosph.Sci. 1 5
R. Becker, Sci. Technician 2

Data Control Clerk Gr. 12

TRAVEL:
In-State Meetings & Conferences
Out-of-StP.te Meetings and Confs.

CONTRACTUAL:

Programming Consultant
Duplicator rental

Microfilm services

Computer charges/time sharing
Communications

Equipment maintenance and misc.

COMMODITIES:

Climate data acquisition
Office and computer supplies
Storage boxes and misc.

EQUIPMENT:

Computer 1/O equipment
Microfiche & tape storage
Calculator

cabs.

TOTAL PROJECTED FY82 EXPENDITURES

- FY82 PROJECTED

MAN MONTHS TOTAL

FY82 GF RF This budget GF  Amount

9 3 5 $ 29,070

3 3 2 10,712

10 2 8 22,504

6 6 6 15,438

Total Personal Services 77,724
2,800
4,000

Total Travel 6,800
5,700
2,050
1,900
2,300
3,250
1,200

Total Contractual Services .16,400
1,220
2,800
580

Total Commodities 4,600
6,800
3.150
550

Total Equipment 8, 500

$114,024






COMMITTEE REPORT

SENATE
FURTHER: Finance
4/22/7/.31
Date
Mr. President:
The Committee on RESOURCES has had CSHB 198(Fin) am

promotion oA the marketing of seafood

under consideration and (a majority of the committee) (the committee)
reports it back with the following recommendations:

[ ] do pass [ ] do not pass

[ ] do pass with attached amendments(s)
[ ] same title

[X] replace with CS for [ 1 new title
and recommends [ o
[ ] AND attaches a "Letter of Intent” [ 1 New Fiscal Note
[ ] reports it back without recommendation
[ ] referred to the Committee
MEMBERS SIGNING MEMBERS HAVING
DO PASS OTHER RECOMMENDATIONS:
/
n 1— ~1
[ ] n'
771-" 1 v A
1/
*oo-e A .
CHAIRMAN 7 ~

S 60 (Rev. 12/78)
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SENATE AMENDMENT

By

SENATE BILL No,

Senate CS for CS for HOUSE BILL No. 198 (Resl

Page: Line:

Page 5, Line 15 Delete "(3) develop standards of quality
for seafood processed in the state;" and

Insert "(3) develop market-oriented quality specifications
for Alaska seafoods to be used in developing a high quality
image for Alaska seafood 1in world markets, and adopt and
distribute recommendations regarding the handling of sea—
food from the moment of capture to final distribution;"”

Page 11, Line 6 Add new section "* Sec. 7. Section 6 of
this Act takes effect July 1, 1931." aid renumber following
sections accordingly.

The purpose for this amendment is to establish that the Kinc

Crab Marketing and Quality Control Act is repealed at the end
of the fiscal year. The Department of Fish and Game 1indic—

ated that this would make things much easier for them.



ALASKA SEAFOOD MARKETING INSTITUTE 130 Seward St., Suite 501

526 MAIN STREET JUNEAU, ALASKA 99801
JUNEAU, ALASKA 99801 (907) 586-2902
Cyftlaslca Jeo/ixx/ Foundation PRESS RELEASE 12/17/80

"Promoting Alaska's Seofood"

The Alaska Seafood Foundation has a new name, and has
approved projects that will result in national advertising
for Alaska seafood by January 1981. The "ALASKA SEAFO0OD
MARKETING INSTITUTE" effectively doubled the budgets of
existing promotional groups by approving $730,000 to the
existing programs: $481,000 to the Canned Salmon Institute;
$215,500 to King and Snow Crab promotion; and $34,000 to the
Halibut Association of North America. This money matches
the $807,000 that the industry devoted to these promotional

groups for this year.

At the December 11, 1>80 meeting in Anchorage, the board
also approved a contract for $52,805 to develop voluntary
quality control standards. The National Food Processors
Association will develop standards that will be adopted as
part of the by-laws for members of the ASMI. These quality
guidelines will provide a base to develop a reputation of

excellent quality for Alaska seafoods.

Long-range planning for the ASMI will be developed by
the larges Iservice advertising agency in America,
Mandabach & Simms. They received a $50,000 contract to

develop long-range marketing plans for the ASMI.

Bottomfish marketing strategy will be developed with
$20,000 approved by the board, with the details to be developed
by a "whitefish and herring committee”™ chaired by John B. Martin

of Alaska Food Company. This money will be used to design a



campaign that can be implemented as Americans begin to
profitably harvest Alaska®s bottomfish resources. In 1979,
foreign fishermen took $1.8 billion worth of bottomfish

resources from within the 200 mile zone surrounding Alaska.

Educating Alaskans about the contribution of the
seafood industry to Alaska will be the focus of another

$20,000 approved by the boara.

"We"re moving as fast as we can to help the 1industry
with the serious problems they are facing this year by
supporting the existing programs"™, said ASMI director
Eric Eckholm, "If we are successful 1in getting legislation
to support the program with a tax credit, the ASMI will make
a big difference to all of the people involved in the fishing
industry, the state"s largest private employer; and we"re

taking the steps to develop a long-range program to meet

that challenge.™

HHH



ONE OF MANY PROPOSALS FOR ALASKA SEAFOOD INSTITUTE BOARD OF DIRECTORS

6 Large Proscessors
3 Small Processors a.nd Cooperatives

6 Fisherman

crabber
troller
gilnettar
seiner
bottomfisher
dragger

PR RPRPRRE R

3 Consumers (Lack of a better word)

Could be restaurant owner, supermarket or supermarket
chain owner, or other avenues that have not been explored

IT the processors are not processing the product
suitable for supermarkets or restaurants then the whole
thing doesn"t make sense.

Ex-Offico members (Same as is)
1 House Member

1 Senate Member

2 Commerce Members (ARRC & CED)

This proposal and the existing board do not have positions for
Seafood Brokers. This may want to be looked also.



Alaska
Seafood

Marketing
Institute

526 Main Street Juneau, Alaska 99801 (907) 586-2902

DRAFT MARKETING PLAN
'Promoting Alaska's Finest Resource"

PROPOSED FY 82 BUDGET
EXECUTIVE OVERVIEW

This executive overview is intended as a synopsis of the
complete marketing plan for Alaska Seafood. Greater detail
of the analysis and rationales used throughout the plan are
included in each of its sections. The research, compilation
of existing data, evalutaions and recommendations by Mandabach
and Simms/ Pacific, Inc. comprise a comprehensive ".nd most
detailed report on Alaska Seafood.

BACKGROUND SECTION

The Background Section which 1s based on through studies
and evaluations of Fovernment Data, Industry Reports, and
Trade Articles from countless sources, 1is briefly recapped
by major species as follows:

Canned Salmon - is directly affected by competition from
tuna and chicken, as well asby price.Following a peak in
consumption during the early 1970%s, consumption has been
trending downward slowly but steadlily.

Salmon Steaks - ;till virtually unexploited, they represent
strong market potential. Improved technology and marketing
techniques will have strong impact in all markets.

King Crab - is, perhaps, the best known Alaska seafood.
With a reputation for quality and taste, it - generally -
commands good market price. Marketing efforts shouldbe
directed toward establishing even further its premium value
and consequent price.

Snow Crab = is still relatively unknown. Due to its avail—

ability, it can easily "ride the coattails™ of Alaskan King Crab.
It fills a definite and easily identified void in the marketplace.

€Y



Halibut - is one of the truly outstanding species, and
should command a leadership position in the seafood marketplace
as supply is available. Clearly, it can challenge beef and
poultry in the marketplace. In order to do this, however,
it must have marketing attention and support.

Whitefisi - is an emerging product line that can fill
many needs in the marketplace. [Its excellent nutritional
qualities and good price/ value relationship presage
strong market demand.

OBJECTIVES AND STRATEGIES

Objectives and strategies were developed based on the
background information along with numerous personal interviews
in the U.S. and Europe with all types of customers, buyers,
executives, and, consumers, in the foodservice and retail
areas of the business. Also four separate outside research
firms were employed to support and confirm Mandabach and Simms
conclusions, and to study separate areas of the total seafood
business. These firms of areas studied are:

-Technomics Consultants Co. - Foodservice operators in
both the commercial and non-commercial markets.

-Elrick and Lavidge - The retail markets including super—
market chains and distributors.

-National Family Opinion Inc. - The american consumer.

-Restaurants and Institutions Magazine - Foodservice
distributors and operators.

This research confirmed our studies that show that with
the exception of Alaska King Crab, which has some recognition,
their is little awareness of seafood products that come from
Alaska. However it is encouraging to find that in all areas
studied, consumers as well as customers perceive Alaska Seafood
products to be of high quality, nutritious, with good taste
and texture. They also share a perception that Alaska Seafood
products are expensive. This enables us to build a plan to
assure a price stable market in future years.

(2)



Our objectives and strategies are best summarized as:

1. To build an image of Alaska Seafood products as
products of superior quality, nutritious, with good
tiste and texture. Based on the icy cold waters and
general "Romance of Alaska".

2. To increase the Consumption of Alaska Seafood,
particularly in the U.S. market.

3. To establish Alaska Seafood products as a premium
product sold at premium prices. And a better value than
other alternative ioods.

4. To encourage foodservice operators to increase the
variety of Alaska Seafood products on their menus and
at the same time feature the words "Alaska Seafood”,
(particular species to be named).

5. To educate retail store and supermarket operators to
the profit potential of properly merchandised Alaskan
Seafood products.

6. To educate the consumer to new an™ easy ways to prepare
Alaskan Seafood at home and stimulate greater home consumption.

As to general strategy statement our sl.ort term objectives
will be directed to the domestic market with major emphasis on
foodservice. Our secondary strategies will be toward the
European and Japanese markets while at the same time directing
our efforts toward the U.S. Retail Market.

RECOMMENDATIONS

Our recommendations for the plan have been divided into
a portion that should be implemented in the first .year w"thin
the advised budget of $3 million.

These plans are designed to create as big an impact as possible,
as fast as we can with little risk. Therefore weare strongly
positioning the Alaska Seafood "umbrella™ program aimed at the
U.S. foodservice market. We believe our recommendations which
are detailed in the plan and include heavy advertising in
terms of pages and supplements in the hey foodservice publications
combined with promotion efforts and publicity campaigns will
result in almost immediate recognition and sales.

(3)



We have budgeted $1,902,841 to the U.S. foodservice
effort,

Foodservice

A.S.M.T Spokesperson 80,000
Home Economist 60,000
Alaska Seafood Handbook 45,000
Recipe Development 40,000
Media Tour 50,000
Speakers Bureau Booklet 25,000
Special Events 30,000
Release Mailings 20,000
Editorial Features 8,000
Special Marketing Supplemer. 261,041
Magazine Advertising 515,800
Market Research 50,000
""Bounce-Back' Post Cards 23,000
Advertising Testing 20,000
Cooperative Advertising Plan 150,000
Audio Visual Training Program 40,000
Merchandising Kit 250,000
Direct Mail Campaign 50,000
Trade Show Booth and Participation 100,000
"800 Number 35,000
Foodservice Contingency 50,000

Total foodservice 1,902,841



Our U.S. Retail Efforts are designed to position the trade
in the First year of the plan to be expecting heavy advertising
support for the future. At the same time we will be conducting
Market Research Studies and Testing of Radio Campaigns for both
the "Umbrella” concept as well as canned salmon, We have $666,642
for the 1st year retail budget*

RETAIL

Spokesperson No charge
Home Economist No charge
Recipe Development 15,000
Publicity Releases 15,000
Trade Publicity Releases 10,000
Press Functions coo
Retail Contingency Fund 35,000
Market Research 65,000
Trade Advertising 78,642
Radio Advertising 423,000
Pre-Post Awareness Studies 10,000

Total Retail 576,642

The balance of the first recommendations deal with some
small market research studies as well as ? small trade
advertising campaign on behalf of the A.S. <l1. in Europe
and Japan. The Alaska plan calls for: 1) A program to promote
to the Alaska people. 2) A new product development plan,

3) A quality assurance program and 4) Administration support.
The total of these is $430,517.

EUROPEAN PLAN
1. Market Research 35,000
2. Trade Advertising 75,000

100,000



JAPANESE PLAN

Market Research 25,000
2. Trade Advertising 40,000
$65,000

ALASKAN PLAN

1. Proi..tion to Alaska people 25,000
2. New products 40,000
3. Quality Assurance 40,000
4. Administration 150,517

255,517

LONG RANGE RECOMMENDAT IONS

The long range recommendations include hard hitting
advertising and promotional programs for each of the
sources. At this point the "Alaska Seafood" will be
meaningful and the image of superior quality from Alaska
will be full development at the foodservice operator
and distributor levels as well aj retail customers.

It is essential that Mandabach and Simms calls attention
to the fact that while it has the utmost confidence in the
recommendations that are part of this report, those recomm-
endations are made iIn light of conditions that exist today
May, 1981. For A.S.M.I. to spend it> dollars most care-
fully and most effectively, we have jroved complete
flexibility :0 enable adaption of th plan to fit changing
conditions of supply and demand in the market place.

In summary, Mandabach and Simms sees and extremely
bright future for Alaska Seafood which can only be
accelerated and, maximized by well-defined and executed
marketing efforts.

(6)



526 Main Street
Junec*, Alaska 99801

THE ALASKA SEAFOOD MARKETING INSTITUTE - A BRIEFING PAPER

What is the Institute?

The Alaska Seafood Marketing Institute (ASMI) is a private non-profit
corporation of seafood processors and fishermen formed last year as a
result of the disastrous market disruptions that hit the Alaska seafood
industry. Legislation and funding for ASMI passed the legislature
in 1980, but the legislation was vetoed due to constitution'll problems.
Despite the veto, the governor supported the concept, and provided $1.2
million to continue to develop the idea through the Alaska Renewable
Resources Corporation (ARRC).

ASMI is directed by a 22-member board; 18 voting members represent
Alaska fishermen and large and small processors, and four non-voting
members represent the legislature, the Administration, and ARRC. Dues-
paying mambers currently account for a large percentage of the seafood
processed in Alaska.

The overall goal of ASMI is to promote consumption and stabilize
market demand for Alaska seafood products through generic promotion and
advertising, directed to national and international consumers. ASMI is
also developing quality assurance guidelines for its members to ensure
Alaska's reputation as a producer of excellent quality seafood products.

Why should thf State of Alaska assist in the funding of ASMI?

Fisheries are the state's lurgest private employer. Fishing has
been and will continue to be the backbone of many communities in the
state. The industry has been supporting a number of species promotion
groups - combined industry contributions equaled $807,000 in 1980. But,
the economic crisis currently affecting the industry makes it impossible
to do even the long-term market development work necessary to support:
the marketing of species with existing promotional efforts - let alone to do
the work needed to devalop markers for the bottomfish resources of Alaska.
A partnership between the state and the industry will allow "or planned
and proven real growth in the fishing industry that will stabilize the
Income for all Alaskans i o v rin or associated with it.

Strong evidence of the need for a partially state-supported marketing

group is the fact that while 1980 saw the 4th largest yeur in history for the
salmon industry, the highest king crab harvest level, and record herring
harvests, the value of Alaska's fisheries products to its fishermen

declined —from an estimated $670 million in 1979 to about $550 million

in 1980. Because of the collapse of Alaska's primary market, Japan, the
price paid for nearly every species harvested in the state's waters

dropped, during a period of high inflation. Estimates of the total
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wholesale value of Alaska's fish reflect the same dismal picture, dropping
nearly $100 million (to just over $1 billion) in 1980 despite an increase
of at least 30 million pounds of production.

Generic marketing is not a new concept. The state currently sup-
ports the $280 million tourism industry vith approximately $3 million
in public monies annually. The Florida Citrus Growers annual budget is
$50 million, California Avocado Growers spend $5 million, Washington
spends about $3 million annually promoting apples, and the California
Dairy Association spends about $14 million in California alone promoting
milk. Many coastal states have developed and supported seafood market-
ing groups.

What has ASMI do with the $1.2 million grant for this fiscal year?

Almost the entire budget is going directly to advertising and
promotional efforts. $730,500 is going to support existing promotional
groups— $481,000 for canned and frozen salmon, $215,500 to king and
snow crab, and $34,000 for halibut. This money is being used to match
sums already committed by the industry. Among the results is a national
radio advertising campaign with supporting recipes and promotional mater-
ials urging people to "Buy Salmon" in 21 major cities acrossthe country,
beginning February 2, 1981.

One of the most important projects is the development of a strategic
marketing plan. A $50,000 contract has been let to the nation's largest
food service advertising firm to develop that plan. It will provide mar-
ket research and stra:egy development regarding consumers, or potential
const lers of Aluska reafood. With a solid base of marketing information

built, ASMI will be able to target promotional e' arts so marketing dollars
can provide the greatest return. The plan will also provide a ttaseline

to measure the success ot failure of ASMI with respect to its goals.

The marketing strategy will include budget levels that should result in

greater returns on promotional investme' ** than costs of the program, to
ensure that the state and theindustry are using their money wiBely.

$20,000 is _<sing used to develop bottomfishstrategy and basic
marketing materials. The goal of ASMI is to help the greatest number
of participants in the industry to the maximum extent possible, which
means that we won't be spending a lot of money promoting bottomfish
until there are a lot of Americans harvesting and processing bottomfish.
Out-side of administrative expenses and appropriations for development o*
quality guidelines, the balance of the 1980 fiscal year budget for ASMI
is currently unallocated.

Why target on high-value species like salmon & crab rather than
bottomfish?

As mentioned above, the goal is to help create a healthy industry -
that means working to Increase the market demand for existing species.
Unless the industry is making money on their primary products there is



no incentive to move into the riskier bottomfish fisheries. Products
like frozen salmon and bla.ckcod (sablefish) represent an area of great
potential for the industry - and marketing efforts will follow the growth
of the products.

Why should the state support a group that includes non-Alaskan companies?

The reality ox the Alaskan fishing industry is that much ol the
ownership is "outside". However, it is a labor intensive industry, and
much of the economy generated from the industry remains in Alaska. The
goal of an industry-wide promotional group is to promote a healthier
market for the entire industry, which means working in close concert with
the strengin of the industry regardless of location of ownership.

Is ASMI organized to help "big guys" or "little guys"? What is ASMI
doing to help the fishermen?

The efforts of ASMI are designed to help everyone. Fishermen, and
large and small processors sit on the board, and all will benefit from
the programs. As "target areas™ are defined, the marketing efforts of
all the companies will be directed to take advantage of the promotion.
Smaller companies will be able to utilize promotional material developed
by ASMI, and also target cheir marketing plans to follow the trail-
breaking efforts of ASMI. The Institute does not provide actual marketing
services for any company - just promotional and advertising efforts for
the industry as a whole. The fishermen, by sitting on the board and
participating in the committees, will gain and maintain a greater under-
standing of all aspects of the marketing ox the products, and be in a
better position to negotiate for their fair share of the results.

Whet about Japanese ownership?

More Important than foreign ownership is the issue of market control.
One of the primary reasons for the creation of ASMI is to broaden the
market base so that a collapse of one market won't throw the entire
industry in o a tailspin as it did late in 1979. The most graphic result
was the waste of at least 100 million pounds of harvestable sockeye salmon
in Bristol Ba/ in 1980, while fishermen struck as prices offered were
about half of 1979 prices paid. The bankruptcy of many involved in the
seafood industry, including one of Alaska's largest processors, is also
attributable to the market collapse in Japan.

Assuming that the state wishes to address the issue of greater
Alaskan ownership of the fisheries industry, an oft-heald cry from many
Alaskans, the efforts of ASMI should be valuable. Clearly a stable and
prosperous industry will attract greater interest in terms of it3
investment potential, and this in itself can be expexted to encourage
more Alaskans to enter into the fisheries business field, by creation
of new companies, purchase of interest in existing companies, or in
Industry support services. Given the historicul background of the industry,



it is highly unrealistic to expect a dramatic turnaround in the basic
ownership character overnight, or even in the 2-3 years since this has
become an issue.

What about quality control?

The industry recognizes that quality is the most important factor
in marketing the product. ASMI is developing quality guidelines for
the members, through s contract with the National Food Processors Associ-
ation. These guidelines will play an important role in the marketing
strategy of ASMI. If the industry can deal effectively with the quality
issue, it should be unnecessary for the state to get involved in quality
control, circumventing the enlargement of the bureaucracy in this connection.

Summary

The Alaska Seafood Marketing Institute is an organization set up to
help identify and solve the problems which have caused an economic crisis
in the Alaska seafood industry. The virtually unprecedented cooperation
of fishing organizations and processing companies in this endeavor, and
the combination of industry and State of Alaska financial contributions
gives a favorable outlook for the achievement of ASMI's stated goals of
increasing the quality, marketability and consumption of Alaska seafood
products. Thin effort is particularly important due to the need of the
State of Alaska to develop stable renewable resource based industries to
provide continued economic growth.



COMMITTEE

ALASKA SEAFOOD MARKETING INSTITUTE

ALASKA SALMON 1982 RECOVERY PROGRAM



EXPECTED RESULTS OF A $5 MILLION PROMOTION OF

ALASKA SALMON

— An aggressive personal contact and direct mail communication
with the U.S. and select export market grocery trade that will
help achieve more product shelf space and positive support by
this critically important group.

— Dollar stretching approaches to reaching out to the consumer
in a way that significantly motivates product purchase: Co-op
advertisina with such prestigious partners as Sunkist Growers,=
Blue Diamond *.inion.Is, California Avocados and others would
keep Alaska canned salmon in popular consumer magazines for
twelve consecutive months.

— Alaska canned salmon would be promoted on television and radio
in a grand scale U.S. sweepstakes promotion that offers trips
to Alaska as first prizes. This promotional approach fully
capitalizes on the significant iInvestment made by the State of
Alaska iIn promoting Uurism.

— Additional dollars allows consumer and foodservice (restaurants,
hospitals, and other public institutions) promotion of Alaska
fresh/frozen salmnn on a national basis. Like canned salmon,
fresh/frozen could join co-op partners in aggressive consumer
magazine advertising.

— With over 60 percent of Alaska canncJ salmon red being pre-
viously sold in Great Britain, a buojet of over $1 million
would allow the significant beginning of a mandatory recovery
effort in European markets.



10.

PROPOSED EMERGENCY BUDGET - CANNED SALMON

Research

TV (Regional and Local Markets -
U. S. Only)

Radio (Regional and Local Markets
U. S. Only)

Newspaper (and Magazines)
Cjnsumer PR

Trade PR/Merchandising
Trade Advertising
Merchandising Materials
Direct Mail

Production/Fees

TOTAL U.S. AND EXPORT:

U.S.

$ 75,000
1,210,000

670.000
520.000
175.000
300.000
375.000
100.000

50,000
275,000

$ 3,750,000

$ 5,000,000

EXPORT

25,000

775.000
. 50,000
100.000
125.000
25.000
25.000
125.000

$ -1,250,000



PHASE ONE:

PHASE TWO:

ALASKA SEArOOD MARKETING INSTITUTE

Alaska Salmon 1982 Recovery Program

The Dilemma

Separate facts from rumor in U.S. and Europe via timely
consumer research and trade contact.

Establish primary source of coordinating reception of
facts and preparation of issue-oriented materials.

Isolate problem area(s).
Work closely with qualified government representatives.

Establish a single 'voice" to act as a clearinghouse
for information. e

Develop and 1 a “position paper' giving informa-

tion on the problem and outlining what positive steps
have been taken to be included in a "fact kit."

The Recovery

Launch aggressive trade and consumer publicity program.

$5 million campaign in U.S. with 25 percent of budget
going to export promotion. Promotion emphasises pro-
duct attributes and sweepstakes contest NOT botulism
issue.

- Launch "J.S. consumer and trade canned salmon sweep-
stakeF promotion.

- Develop aggressive fresh/frozen salmon promotion.

- Public relations program which will include personal
contact with nation"s top national food store chains:
Personally visit leading food editors; select key
canned salmon markets for consumer food store taste
testing; expand marketing publicity on product attri-
butes via TV, radio, newspaper and magazine interviews.



ALASKA SALMON RECOVERY: Research Projects

PROJECTS

The salmon botulism crisis occurred at the same time the Alaska
Seafood Marketing Institute was conducting baseline quantitative
research in five key national canned salmon markets. This quanti-
tative research has assisted in developing a clear focus as to

our existing and potential canned salmon consumer. The demographic
and psychographic information derived from this research effort is
being incorporated into all media and promotional planning for
canned salmon.

It 55 been recommended that $100,000 be earmarked for additional
conjumer attitudinal research relating to the botulism problem
through 1982 in major U.S. and European markets.

Rationale:

A "fast facts'" three-minute telephone questioning approach would
contribute to an ongoing measurement of the consumer awareness
and concern over the problem rs well as the effectiveness of the
campaign.

Recent FDA public announcements on network and local television,
as well as extensive newspaper wireservice and local coverage,
necessitate a measurement of consumer awareness in no less than
thirty of the most important canned salmon consumption markets.
This size sample will provide a 97 percent reliability r “rtor.
These key markets include:

Atlanta Los Angeles
Baltimore Louisvil»)

Bi rmingham Memphis
Boston Mi ami

Buffalo Mi lwaukee
Charlotte Minneapolis
Chicago New Orleans
Cleveland New York

Dal las Oklahoma City
Dayton Philadelphia
Detroit Phoenix

Grand Rapids Raleigh
Greensville, S.C. San Antonio
Hartford San Francisco
Houston Seattle

Indianapolis St. Louis



Our promotional efforts will be subject to a system of total
accountability as- consumer awareness, usage, attitudinal and
buying behavior is determined in the above markets immediately
following the completion of television, radio, newspaper and
magazine advertising.



Target audience information will be obtained from a recant
quantitative research study conducted for the Alaska Seafood

Marketing Institute.

1. To alleviate the negative consumer reaction
caused by recent crisis in the canned salmon
industry.

2. To build maximum awareness of canned salmon
among prime potential customers.

3. To stiumlate product trial.

STRATEGY:

1. Television is recommended as a major media vehicle
in select markets at a frequency that would motivate
purchase. Television expands ou' target audience
of women 25-54 to all members of the household.

2. Radio is recommended to provide additional frequency
against the target audience.

3. Newspaper ads will provide additional coverage and
frequency in key markets where research shows sales
potential and/or consumer awareness of problem is
greatest.

CO-OP ADVERTISING:

Co-op advertising with the six co-op partners allowing full-color
consumer magazine advertising for a twelve-month period would cost
$750,000 but provides multi-million dollar exposure. This budget-
stretching approach would be accomplished by dedicating monies from
our annual ASMI budget. It has not been addressed as part of the
salmon recovery media program.



ALASKA SALMON RECOVERY: Media
Page 2

CONSUMER MEDIA - Six Month Program

1. Twelve weeks of spot television in approximately 15 key markets.
(See market example, Atlanta.)

2. Twelve weeks of spot radio in approximately 21 key markets.
(See market example, Atlanta.)

3. Five newspaper ads in each of the 32 key markets. (See market
example, Atlanta./

DEFINITIONS:

Rating: An estimate of the size of a station®s audience over a
specified period of time expressed as a percent of the total group
sampled.

Gross Rating Points: The total number of rating points delivered
by an advertiser®s television schedule. Example: ten announcements
each with a 10 rating would yield a total of 100 GRP"s.

Target Rating Points: Total number of rating points delivered by an
advertiser™s radio schedule.

Daypart: Specific segments of a broadcast day.

MARKET EXAMPLE - ATLANTA

SPOT TELEVISION:
Phase 1: Introduction

1. 4 weeks
2. 30-second announcements
3. 200 household GRP"s per week
4, Daypart distribution:
- Daytime (7 am - 3 pm) 35% of GRP weight
- Early fringe (3 pm - 5 pm) 35% of GRP weight
- Prime access (7 - 8 pm) 15% of GRP weight
- Late news (10-10:30 pm or 11-11:30 pm) 15% of GRP weight

Phase 2: Post Introduction

4 weeks

30-second announcements

150 household GRP®s per week

Daypart distribution same as Introduction

PN



Phase 3: Sustaining

1. 4 weeks

2. 30-second announcements

3. 100 household GRP"s per week

4. Daypart distribution same as Introduction
- SPOT RADIO:

Phase 1: Introduction

4 weeks
60-second announcements
100 women 25-54 target points per week
Minimum 3 radio stations
12 spots per station per week
Daypart distribution:
- AM Drive - 40%cf target weight
- Midday - 40% of arget weight
- PM Drive - 20% ot target weight

ourENE

Phase 2: Post-Introduction

4 weeks

60-second announcements

100 women 25-54 target points per week
Minimum 3 radio stations

12 spots per station per week

Daypart distribution same as Introduction

OupwNp

Phase 3: Sustaining

4 weeks

60-second announcements

100 women 25-54 target points per week
Minimum of 3 radio stations

12 spots per week

Daypart distribution same as Introduction

oaprwNE

NEWSPAPER:
Phase 1: Introduction
1. Runs once

2. 4 column x 11 inch ad size
3. To run on best food day in food section of paper



PHASE 1:

PHASE 2:

PHASE 3:

Phase 2: Post Introduction

1. Runs twice

2. 4 column x 11 inch ad size
3. To run on best food day in

Phase 3: Sustaining

1. Runs twice

2. 4 column x 11 inch ad size
3. To run on best food day in

ESTIMATED COST FOR 6-MONTH PROGRAM

SPOT
vV
Introduction $ 385000
Post-Introduction 28,380
Sustaining 22,720
$ 89,100

% Allocation
by Media: 53%

food

IN ATLANTA:
SPOT NEWS-
RADIO PAPER
21,600 2,618
21,600 1 5,236
21,600 5,236
64,800 13,090
3% 8%

food section of paper

section of paper.

TOTAL
62,218
55,216
49,556

166,990

100%

PERCENT



ALASKA SALMON RECOVERY: Consumer Publicity

The objectives for the proposed consumer emergency program are:

1.

To reestablish positive consumer awareness of
canned salmon from Alaska.

To restore consumer confidence in canned salmon
from Alaska.

To emphasize to consumers the benefits of Alaska
canned salmon: quality, flavor, nutrition and
convenience.

To increase consumer purchase of Alaska canned
salmon.

To promote consumer confidence, awareness and
use of Alaska fresh/frozen salmon.

To support and supplement direct advertising and
consumer promotion programs.

To target demographic and market areas not covered
by consumer advertising.

The strategies for the proposed consumer emergency program are:

1.

To use a variety of consumer media channels to
reach various consumer segments.

To stimulate consumers to purchase and use canned
and fresh/frozen salmon from Alaska through con-
sumer recipe and nutrition materials.



DIRECT MEDIA CONTACTS

Direct media contacts under trade promotion will be expanded to
include major markets. An Alaska seafood industry spokesperson
will meet the local newspaper, radio and television contacts to
promote both canned and fresh/frozen salmon.

« Rationale:

These media contacts iIn each city will give additional consumer
exposure to both canned and fresh/frozen salmon.

IN-STORE TASTINGS
In-store canned salmon taste tests iIn selected key markets.
Rationale:

To expose the consumer to the excellent quality, goodness and
versatility of canned salmon.

EDUCATIONAL MAILING

Education kit will be sent to the home economics teachers of junior
and senior high schools as well as colleges and universities for
inclusion in their home economics programs targeted to teenagers.
These comprehensive kits would include the new canned and fresh/
frozen fact book, Alaska seafood poster, teacher®s guide with lesson
plans and activities and spirit masters. These can be used with
chain store and extension home economists.

Rationale:

To acquaint market segments with the benefits of canned salmon
throuyh the educational system.



SWEEPSTAKES

Using all-expense paid trips to fishing resorts in Alaska as
an incentive, an aggressive print advertising program would
be conducted in select food chain store publications. This

= promotional effort would be supported by market representative
personal contact work and direct mail. (See Appendix A.)

ASMI and canned salmon industry representatives will personally
visit seafood buyers in many of the nation®s top 50 grocery
chain headquarters.

Rationale:

Reassure the grocery trade that canned salmon is still high

in consumer demand and will soon be even more so as the Alaska
seafood industry launches the most aggressive consumer promo-
tional campaign in the history of this product.



REGIONAL SEMINARS

Regional educational and demonstration seminars for seafood
proprietors, supermarkets and seafood buyers/managers by an
internationally renowned food expert in key markets. Care,
handling and preparation of Alaska salmon will be stressed.
This spokesperson will also meet with electronic and print
media in each city and will focus on both canned and fresh/
frozen salmon.

Rationale:

These educational seminars will result in better understanding
and appreciation of Alaska salmon, thereby increasing sales.
These media contacts in each city will give additional consumer
exposure to both canned.and fresh/frozen salmon.

TRADE ROADSHOW

Representatives for the Alaska seafood industry will make personal
contact with major headquarters. These contacts will launch the
aggressive multi-million dollar consumer sweepstakes promotion to
key buyers nationwide. A further incentive will be an Alaska
Fishing vacation contest for the grocery trade. Both canned salmon
and fresh/froztn salmon from Alaska will be promoted in this pro-
gram element.

Point-of-sale materials for canned and fresh/frozen salmon will
be introduced to the trade at these meetings. Point-of-sale
materials will include tear-off recipe pads, banners and posters.

Chain store buyers not contacted by personal method will be sent
materials and further program exposure will be done through trade
magazine advertising.

Rationale:
To regain the confidence of supermarket trade in canned salmon

and iIncrease purchase and shelf space of canned salmon and expand
the consumer market for fresh/frozen salmon.



ALASKA SALMON RECOVERY: Export Market Promotion

Due to the total embargo of one-half pound American canned
salmon in Great Britain as well as the negative repercussion
in surrounding European markets, our international marketing
effort is one of the most serious and challenging aspects of
the recovery program.

Preliminary research has revealed that the problem in the
United Kingdom can be interpreted as presently being serious,
with a high consumer awareness level. The Alaska seafood
industry to date has gathered a large number of front page
stories which herald the Belgian botulism death and warn
consumers not to eat American canned salmon.

While further investigation is required as to the cost of
research as well as a consumer and trade recovery promotional
effort, it is recommended that 25 percent of the $5 million

be dedicated to an international canned salmon recovery program.



APPENDICES

New Canned Salmon Consumer Brochure

Grocery Trade Sweepstakes 4-Page Brochure Layout

Sample Consumer Publicity Black-and-Whitf Newspaper Releases

Full-Color Run of Press Newspaper Food Pane
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Versatility, Convenience and Great Flavor

Alaska canned salmon®s celicias flaar, varsatilityand
convenience are three good reasons for serving stoften. ltcan
be enjoyed rignt from the can, or quiickly turmed intovarious
entrees, salads, gopetizers, soups and sandwiches.

For the conveniience of the consumer,canned sallmon is
aailable Insaveral can sizes. This doice seafood saaildle in
the faniliar 15"/iraunce dlll can contaiining about two ayes, the
Th-ounce flet.can cotaining one ayp, and the small 3J-ounce
canwhich holdsabout % cupand isperfect foran indivicLel
svirg. There isnowaste incanned salmon as the licuid, skin
and tinybones add flaorand nutrients to the dish being prepared.

Varieties

Though dllare eq el ly rutritias, the fnespecies ofAlaska
salmonwhich are canned vary nolar, texture and aost. Red
N(Itodkeye) salmon has fim-textured fleshand isdeep salmon-
£*n nolor. itSthe preferredvariety foreating right from
~We canand foruse insaladsand gopetizerswhere color is
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inportant. When you combiine salmonwith other ingredients
incassaroles, soup and sandwiches, the lessexpensive Pirk
isyour best buy. The Coho (Silver) isequallygood senved rigt
from the canor cooked navarietyofdishes. King (Chinook)
isthe largest salmon, witha softer flesh thet ranges fromdeep
red toalmostwhite, itSrichinail, especiallygood for salads.
Chum (Keta) hasacoarse textureand the palestoolar. Itis less
expensive then athervarieties, so itSan economical choice for
casseroles and other cooked dishes.

Packed With Nourishment

Canned salmon ispackedwithgood nutriion. itSan
exellent source of high-qality protein, containingal the
essantial amino ecics. Kalsocotains vitamins A and D asvell
as niecinand ritoflavin from the B-complex group. Appreciable
amounts ofcalciunand irm, asvell as zirc, magnesium and
phosphorus are also contained inthis choice seafood from
Alaskenvaters. The fats insalmon are predominantly unsat—
urated. There isevidence to indicate that unsaturated fais
help prevent development of arterial diseese.



Canned Salmon Nutritional Information

Anealysis performed on the total contents, solidsand licuids. Figuresare based on 100grams (about 1/4 pound) total content.

King Red Coho Pink Chum
Calories 188 161 150 130 1383
Protein, grams 2 2 2 2 2
Carbohydrate, grams 0 0 0 0
Fat, grams iV 9 7 6 5

Data Source: NutritiveWlue ofAmerican Foods inCommon Lhits, Agricultural Handbook No. 456, U.S. Government Printirg Office,
Washington, D.C. 19/4.

Chemical Craracteristics of Fish Caught inNortheast PcificOcean, Stanghy, Maurice E., MFR Paper No. 1198, NMFS, NOAA, 19/6.

SMOKY SALMON SPREAD SALMON POCKET SANDWICHES
1 ) sal
i?&%&?@%m softered /4 3%&@ _
1 tebleguon | 2 teblesoosmyomaise
ﬁoﬂatedmlmaﬂprqmredmm 1/2 teaspoon seesoned st
1/4 teaspon Ilqmlsmoke 2 pooeetbreed loaves .
1/8 teaspon st Bottled Thousand Islarddressing
3 drops bottled hot: pepper sauce g‘m
e tiors G ol )
' ' tEekm addedha (ot . %@
dU U HIH ‘ } ,
e
SALMON PLATTER SALAD
1can ) salmn

lcn .)wholle greenbears, drained
1/4 cup botted Helindressing
Lettue
. 2 tomatoes, aut inwedges
2 hard-oooked s, Slicd
Cucumber slies
Lemonwedges
1/2 cupdairysour cream
12 teaqmmieddllweed (optiael)




SALMON SUPPER SANDWICHES

1 can (Maz.)salmn
1/3 cup chopped celery
1/4 cupchopped rieolines
2 hard-cooked eps, diced
2 tablesoospidderelih
1 tablespongrated i
1-1/2 cups shredded Sviss cheese, divicd
1/2 cupmayomaise
1/4 teaspoon seasoned it
1/3 teaspoon pepper
1 lfArenchb. jad, about 5indes lag, ditlegtwiseand
huttered
2 tonatoes, slicd . .
ehin @,

a)

Ay

BASIC SALMON LOAF

1 can (Bhaz.) salmn

2 ays softbread crumbs
1/3 cup LiEgminced anion
/4 cumilk

2 exp

2 d)les;msmlnced farsley

1 teblespon Juie
1/4 mﬁ?&mﬂdﬂmed
. Dahpepper

SALMON CORN CHOWDER

-1 can (Béaz.) salmon
1 medium anian, chopped
2/3 aupchopped celery )
2 tablegoas Or margarine
2 cas (10haz. condensed cream of celerysoup
2-1/2 aysmilk
1 can (l64z.) cream stylecom
len (]écz.)mmle kerrel com

PG

SALMON DIVAN (fori)

1 can (3haz.)salmn

1 tablespoon utter Orargarine

1 teblespon flar
1/2 teaspoonchiden bouillongrarules
12 apmilk

SUMON SALAD PIE

1 can (Phaz.)salmon
1 padae (10az.) frazen brooooli Sears
Unbaked S-inthpieddl
1/3 apdicdcelary
1/4 cupshicadgreenanion
3 hard-oooked s, dicd

i/2 teaspoondillweed
18 Teaspoon pepper
1 cupshredded Svissceese
lag ise ]
%mm; : | Hlck




BUFFET SALMON SUPREME
1 can (Béda.) salmn
1/2 pound freshmushroams, sliced
1/4 cuphutter (margarine, divickd
1/2 cupchopped greenanian
2 medium cloesgaric, minced
Y] ot
1 ap iden brothand helf-arcHelf
1/2 teaspoon st (qotiarel)
]/g teaqm1m cooked and drained
ounces
Grated Parmesan dheese
1 pedee (10az.) frozen broomli, cooked and autinbite sie
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L

PK33I51%

SALMON KEDGEREE
(k@) salmn

1 tesspoon st
1 apnce
3/4 cup chopped onion
2 cloesgric, minced
3 teblespooshutter (//rartarire
1/2 teaspoonaurypoader
1/8 teaspoon crushed red pepper
2 hard-oooked s, Slicd
1 teblespronminced perskey

[

SO

Lithoin USA.  3/82
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laeyo aoiou dxpo quto auoi bxyo. Pxrnxo b;
Bxyo mnstr laeyo aoiou dxpo quto auoi. S
cmbent. Avoi bxno mnstr laeyo aoio dxpo qi
pxrnxo bzny. Quto avoi bxyo mnstr laeyo .
cmbent dtnsti pxrnxo. Dxpo quto laeyo aoi
bxyo mnstr. Bzny laeyo aoiou dxpo quto auoi
laeyo aoio dxpo quto auoi Laeyo aoiou dxp
mnstr. Bxny cmbent dtnsti pxrnxo. Mnstr laey

laeyo aoiou dxpo quto. Cmbent dtnsti pxrnx
bxyo mnstr laeyo aoiou dxpo. Bzny cmbent &
guto avoi bxyo mnstr laeyo aoiou. Pxrnxo b;
Aoiou dxpo quto avoi bxyo mnstr laeyo. Dtns
l.aayo aoiou dxpo quto avoi bxyo mnstr. B;
pxrnxo. Mnstr laeyo aoiou dxpo quto auo; t
cmbnet dtnsti. Bxyo mnstr laeyo aorou dxpc
pxtnxo bzny cmbent. Avoi bxno mnstr laeyc
Dmbent dtnsti pxrnxo bzny. Quto avoi bxyo
dxpo. Bzny cmbent dtnsti pxrnxo. Dxpo quti
guto auoi bxyo mnstr. Bzny laeyo aoiou dxp
mnstr. Bzny laeyo aoio dxpo quto auoi Laoy<
auoi bxyo mnstr. Bxny cmbent dtnsti pxrnxo.
dxpo guto auoi bxgo. Pxrnxo bzny cmbont (
laeyo aoiou dxop quto auoi. Dtnsti pxrnxo t
bxno mnstr laeyo aoiou dxpo quto. Cmbent d

auoi bxgo. Pxrnxo bzny cmbent dtnsti. Bxyo
dxop quto auoi. Dtnsti pxrnxo bzny cmbont
dxpo. Bzny cmbent

laeyo aoiou. Pxrnxo h
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Photo No. WP 9314 SI 1281RE-A city until January 1983

JIFFY SALMON PATTIES ARE EASY SUPPER DISH

Savory Salmon Patties made with delicious canned salmon are an easy
supper idea, one that even the youngsters can prepare. The patties are

served with a delicate creamed pea sauce spooned over them.

The canned salmon is flaked and combined with chopped green onions,
parsley and bread crumbs. Beaten eggs and a portion of the salmon Tiquid
are stirred in, along with prepared mustard and lemon juice, to give perky

flavor to this all-time favorite.

Jiffy Salmon Patties are fried to a golden brown and served piping
hot with the Tarragon Creamed Peas, which is simply a creamy white sauce

with the addition of cooked peas and dried tarragon.

Canned salmon is a convenient, ready-to-use food item that enables you
to prepare delicious meals in a minimum of time. The ways to serve this
popular fish are numerous, ranging from soup or salad menus to hearty sand-

wiches and casseroles.

Five species of Pacific salmon are commercially canned, differing mainly
in color and texture. All are nutritious and flavorful, so choose any of the
five for these special Salmon Patties. Three can sizes are available, too,

for your convenience.

Cutline for Photo No. WP 9314 SI 1281RE-A: Salmon Patties, so simple to make
that youngsters can prepare them, are served with a delicately flavored cream

pea sauce.

—-more-
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1 can (15-1/2 o0z.) salmon
1 cup Fine dry bread crumbs
1/2 cup chopped green onions
1/4 cup chopped parsley
eggs, beaten
tablespoon™ lemon juice

teaspoon prepared mustard

N P NN

tablespoons oil

Tarragon Creamed Peas

Drain and flake salmon; reserve 1/3 cup liquid. Combine salmon with
bread crumbs, green onions and parsley. Add eggs, lemon juice, mustard
and reserved salmon liquid. Shape into patties. Fry salmon patties in
oil over medium heat until lightly browned on both sides. Serve hot with

Tarragon Creamed Peas. Makes 6 servings.
Tarragon Creamed Peas

package (10 oz.) frozen peas
tablespoons butter or margarine

tablespoons flour

R NN R

teaspoon salt
1/4 teaspoon dried tarragon
Dash white pepper
1-1/2 cups milk

Cook peas according to package directions. In another saucepan melt
butter. Blend in flour, salt, tarragon and pepper. Gradually add milk;
cook and stir over low heat until thickened. Add cooked peas; heat

thoroughly. Serve hot over Jiffy Salmon Patties.

Note: Dill weed, chives or parsley may be substituted for tarragon, if

desired.

# if

Pacific Kitchen, 300 Elliott Avenue West, Suite 250, Seattle, WA 98119, (205) 285-5625



1U AUUUMXAIN1
SCS FOR CSHB 198 (FINANCE) AND HB 453

In passing these bills, it is the intention of the
Legislature that during FY "82 and prior to the submission
of ASMI®"s budget request for Fi "83, ASMI develop a method—
ology and program for evaluating the success of their
efforts.

Prior to future funding of ASMI, the Legislature should
have sufficient information on which to judge the cost ef—
fectiveness of the program by having 1information available
*on the results of the various activities undertaken by the
ASMI .

Specifically, the ASMI shall develop ~ baseline and
program for measuring the degree of 1its success at achiev—
ing the development of the seafood industry in Alaska, the
achievement of quality control within the industry and the
expansion of national, state and 1international markets for
each type of seafood dealt with by the Institute.

/s/ Don Bennett

Don Bennett

Co-Chairman

Senate Finance Committee



February 18, 1981

The Honorable Jim Duncan
Speaker of the House
Alaska State Legislature
Pouch V

Oineau, AK 99811

Dear Mr. Speaker:

Under the authority of art. 111, sec. 18, of the Alaska
Constitution, I am transmitting a bill which would
establish the Alaska Seafood Marketing Institute. This
bill would also provide a tax credit to seafood
processors who contribute money to the institute.

The intent of this bill is to establish one policy-making
group with enough authority and financing to promote
seafood harvested in Alaska waters. The Alaska Seafood
Marketing Institute would be charged with the task of
making consumers aware of Alaska seafood products.
Equally important would be the duty of the institute to
recommend quality control programs and product quality
standards for adoption by  fishermen and seafood
processors in the state.

Proposed sec. 16.51.030 would provide, basically, a
statement of intent that the legislature would
appropriate money for the operation of the institute
according to the amount contributed to the institute by
seafood processors. While this section does not prevent
a later legislature from appropriating more or less money
to the institute, my philosophy that those who receive
must also pay is clearly implied. However, seafood
processors are given a substantial financial benefit in
sec. 4 of the bill. This section would provide a tax
credit to a processor who contributes money to the
institute. The intent of this section is to encourage
and reward those processors who are concerned enough to
invest 1in the program and the future of the seafood
industry in the state.

Sincerely,

S'/T0V /1

Jay S. Hammond
Governor



e JUNEAU. ALASKA RESOURCES SUBCOMMITTEE ON FISHERIES

TO: Senator Bettye Fahrenkamp, Chairman
Senate Resources Committee

FROM: Senate Resources Subcommittee on Fisheries

SUBJ: HB 198 "An Act relating to the promotion of the mark-
etin.g of seafood.”

The subcommittee has taken testimony and replaced HB
198 with Senate CS for CS for HB 198 and reports SCS
for CS for HB 198 bock to the committee as a whole with
the following recommendations.

Members Recommendation
Senator Mulcahy & NS (2MM\ L
Senator Eliason N

Senator Gilman_



JUNEAU. ALASKA RESOURCES SUBCOMMITTEE ON FISHERIES
May 8, 1981
Senate Resources Subcommittee on Fisheries Meeting

The meeting was called to order by Chairman Mulcahy
PM. Senator Gilman was present. Senator Eliason wa tied
up In a Senate Finance Committee meeting.

First on the agenda was HB 198 "An Act relating to the pro-
motion of marketing of seafood".

Representative Joe Chickwuk testified first on HB 198. He
said he felt that the concept was good, but that he didn"t
agree with the composition of the board of directors as it
is now organized.

John Martin, Vice President of Alaska Food Company and a
member of the Alaska Seafood Marketing Institute Board of
Directors, testified next on MB 198. He said he supported
the bill.

Hank Ostroskey, a commercial Tfishermen from Naknek, testified
next on HB 198.

Roger Painter, Executive Director of United Fishermen of
Alaska, testified next on HB 198. He expressed support
for the bill. He offered an amendment to the bill deal-
ing with quality control.

Rick Laubtr, representing the Pacific Seafood Processors

Associatio1r testified next on HB 198. He expressed support
for the bill.

Larry Cotter, President of the International Longshoremen
and Warehousemen®s Union, testified next on the bill. He
stated that while the board composition wasn"t precisely

what they wanted, the need for the Institute is so great,
they supported the bill.

Eric Eckholnje, Executive Director of the Alaska Seafood
Marketing Institute, gave a short picture presentation
and spoke briefly on the bill. He also offered an amend-
ment to establish quality control guidelines.

Archie Gottschalk testified next on HB 198. He stated that
he 1is totally opposed to the present composition of the
Board of Directors because of the high percentage of pro-
cessors and the low percentage of fishermen?



Senator Gilman recommended adoption of the proposed comm-

ittee substitute and to take up the amendments in the Res-
ources Committee.

HB 198 and 453 were moved with individual recommendations.

Next on the agenda was SB 523 "An Act amending the fish-
eries business tax; and providing for an effective date".

Rick Lauber testified on SB 523. He briefly explained the
problem the bill was to alleviate.

Hank Ostroskey commented briefly on SB 523.
SB 523 wa.s moved with individual recommendations.

The meeting was adjourned by Chairman Mulcahy at 4:36 PM.



Sectional Analysis
SCS CS HB 198 (Res)

Sectionl: Findings.

This section details the public purpose of the legislation, and
expresses the intent that it be funded jointly by the industry
and the state.

Section 2: Purpose.

The purpose of the A.S.M.l. 1is to provide broader markets for all
Alaska seafood products through generic advertising and promotion,
and to develop quality guidelines for the industry.

Section 3:

16.51.010. This section sets up the institute as a public :orp-
oration of the state. A.S.M_.I. 1is currently a private non-profit,*”
but in order to develop the long range programs needed, and have
the ability to generate an assessment from the industry, it must
become a public corporation.

16.51.020. Board of Directors.

The board of directors is chosen by the Governor from the seafood.
pr-o-e-e-fHfci™ industry. Thirteen members are processors, 5 members,
are Tishermen. It is patterned after other commodity commissions
in America. The b.oard members receive no special benefit from
sitting on the board. Experience has proven that these commis-
sions work only if they have the broad support of the industry.
Processors also pay an assessment based on the value of their
pack, with @large processors paying the most money.

16.51.030-16.51.080. Elaborate board functions.

16. 51.090. Powers

Th., powers of the institute allow it to develop advertising, pub-
licity, and market research projects and to function as a pub-
lic corpora cion.

16.51.100. Duties.

The duties of the iIn titute mandat that it promote all species
of seafood harvested in Alaska, develop quality guidelines, and
prepare market research and product development plans.

16.51.110. Prohibited promotions.

The 1institute is prohibited from promoting anything that would
benefit one particular area of the state or any single processor



16.51.120. Assessment.

The TfTollowing sections provide for a mandatory assessment on the
part of the processing industry, if it is approved by a majority
of value of the industry. The board may choose between several
assessment levels, each level (.1«, .2%, .3%, or A@b) would gen-
erate about #500,0G0 based on 1980 harvest values. The 1industry
or the board may terminate the assessment if 2/3 of the board or
a majority of the industry vote to do so.

16.51.140. Details the procedure for the elections.
16.51.160. Col lection.
The money, whether raised by assessment or added from the gen-
eral fund must pass through the general fund and he appropriated
by the legislature. This provides for constant monitoring of the
efforts of the A.S.M.1. on the part of the state.
16.51.180. Definitions, provided for Kkey phrases.

t

Section 4.

This section puts employees of the institute in exempt class for
employees of the state.

Section b5:
This section subjects the institute to the conflict of interest law.
Section 6:

This section repeals the King Crab Marketing and Quality Control
Act.

Section 7:

This section states that the clause subjecting the institute to the
Executive Budget Act, applies to all fiscal years after June 30,
1982.

Section 8:

This section details the staggering of terms of the board of dir
ectors.
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Original sponsor: Rules/Governor

IN THE HOUSE BY THE RESOURCES COMMITTEE
SENATE CS FOR CS FOR HOUSE BILL NO. 198 (Resources)
IN THE LEGISLATURE OF THE STATE OF ALASKA
TWELFTH LEGISLATURE - FIRST SESSION
A BILL

For an Act entitled: "An Act relating to the promotion of the marketing of

seafood.”
BE IT ENACTED BY THE LEGISLATURE OF THE STATE OF ALASKA:

* Section 1. FINDINGS, The legislature fii.ds that a cooperative effort
by the state and private industry to stabalize and develop the seafood
industry ~f Alaska, promote quality control within the industry, and foster
expansion of the market for Alaska seafoods throughout the state, nation,
and world is in the public interest and is a valid public purpose. The
legislature further finds that such a cooperative effort would inure to the
benefit of the seafood industry in Alaska, and that come of the costs of
maintaining such an effort should be borne by the industry. The legislature
further recognizes that assessments which seafood processors levy upon them-
olves under this Act are levied to reimburse the state for the industry's
rightful share of the seafood marketing effort, while reserving its right
under the state constitution to spend the money so collected for any
purpose. The legislature finds that: publicfinancing of this program in
excess of the amounts realized from the assessment during the development
phases of the program is appropriate.

* Sec. 2. PURPOSE. The purposes of thisAct are to

(1) encourage the seafood industry in the state to make greater
use of the seafood resources in the coastal and freshwater areas of the
state i

(2) expand the range of species of seafood harvested by the

AL seafood industry in the statej

-1- SCS CSHIJ 190(Res)

LA-L 20A



(3) enable the seafood industry to maintain and enhance the

2 quality and purity of seafood harvested and processrd by fishermen and

3 processors in the state;

(4) enable the seafood industry in the state to stimulate consumer

5 identification of Alaska seafood to increase the use and consumption of

6 seafood harvested and processed in the state;

8 proce

(5) stabilize and diversify the distribution of seafood products

ssed and harvested in the sta”“e by encouraging consumers to purchase

o Alaska seafood;

1n ments

(6) provide for the reimbursement to the state, through assess-

made on seafood processors, a par*- of the financial assistance provided

12 by the state to maintain the seafood marketing effort provided for under

13 this

14

Act;

(7) create .an effort which wi .1 be financed jointly by the state

15 and by seafood processors.

]C *
17
18
19
20
2
22
23
2
25

G
27

28
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Sec. 3. AS 16 is amended by adding a new chapter to read:
CHAPTER 51. ALASKA SEAFOOD MARKETING INSTITUTE.

Sec. 16.51.010. ALASKA SEAFOOD MARKETING INSTITUTE ESTABLISHED.
There is established the Alaska Scatood Marketing Institute. The
institute is a public corporation of the state. It is an instrumental-
ity of the state in the Department of Commerce and 1 onomic Development,
but has a legal existence independent of and separate from the state-
Exc- ise by the institute of the powers conferred by this chapter is an
essential governmental function of the ,*tate.

Sec. 16.51.020. BOARD OF DIRECTORS. (a) The governing body of
the institute is a board of directors. The board consists of 18 voting
members appointed by the governor. In making appointments to the board
the governor shall consider, but need not appoint, nominees presents
by persons engaged in fish processing, the financing of fish processing,

-2- SCS CS1IB 108(Res)
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or commercial fishing.

(b) Thirteen members of the board shall be seafood processors:
nine of the seafood processors must have an annual payroll in the ste
of $1,000,000 or more; four oi the seafood processors must have an
annual payroll in the state of 550,000 - $1,000,000. Five members of
the board must be engaged in commercial fishing;

(c) The board shall annually elect a chairman and other necessary
officers from among its members.

Sec. 16.51.030. TERM OF OFFICE. The members of the board ap-
pointed by the governor under AS 16.51.020 serve three-year terms and
may be reappointed. Terms shall be staggered. An appointee to fill a
vacancy shall hold office -for the balance of the term for which his
predecessor on the board was appointed.

Sec. 16.51.040. REMOVAL AND VACANCIES. The members of the board
app”inttil by the governor under AS 16.51.020 serve at his pleasure. A
vatc. . board occurring other than by expiration of term shall
be filled in ™n* same mmner as the original appointment but .or the
unexoired term only.

Sec. 16.51.050. QUORUM. Nine members of the board appointed
under AS 16.51.020 constitute a quorum for the transaction of business
and the exercise of the powers and duties of the board.

Sec. 16.51.060. COMPENSATIOI OF BOARD MEMBERS. Board members
receive no salary, but are entitled to per diem and travel expenses
authorized b> law for o'her state boards and commissions under AS 39.-
20.180.

Sec. 16.51.070. MEETINGS. The board shall meet at least once a
year. A meeting of the board shall occur at the call of the chairman,
or upon the written request of two members of the board.

Sec. 16.51.080. EMPLOYMENT OF PERSONNEL. The board may employ

-3- SCS CslB 198(Res)
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anddetermine the salary of an executive director. Th4 executive
director may, withthe approval of the board, sel”et and employ addi-
tional staff as necessary. The executive®jd-irfector and all employees of
the board are in the exempt?s"TTfice under AS 39.25.

JO90T POWERS. In carrying out the powers of the insti-
tute, the board may

(1) adopt, alter, and use a corporate seal;

(2)' prescribe, adopt, amend, ana repeal bylaws;

>(3) sue and be sued in the name of the institute;

(4) enter into any agreements necessary to the exercise of
its powers and Junctions;

(5) cooperate with a public or private board, organization,
or agency engaged in work or activities similar to the work or activi-
ties of the institute, including entering into contracts for joint
programs of consumer education, sales promotion, quality control,
advertising and research in the production, processing, or dintribut.ion
of seafood; Sf

(6) conduct, or contract for, scientific research to develop
and discover health, dietetic, or other uses of seafood harvested and
processed in tle state;

(7) receive contributions of money from persons;

(8) establish offices in the state and otherwise incur
expenses incidental to the performance of its duties;

(9) appear on behalf of the institute before boards, commis-
sions, departments, or other agencies of municipal, state, or federal
government;

(10) acquire, hold, lease, sell, or otherwise dispose of
property of any kind, real, personal, or mixed, or an interest in it;

(11) establish and maintain one or more bank accounts for the

-4- SCS CSHB 198(Res)
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transaction of the institute's business;... e Lt-A

(12) prepare market research and product development plans
for the promotion of any species of seafood and their by-products which
may be harvested in the state and processed for sale;

(13) do everything necessary or desirable to carry out the
purposes of the institute.

Sec. 16.51.095. EXECUTIVE BUDGET ACT. The operating budget of
the institute shall be prepared and submitted in accordance with the
Executive Budget Act (AS 37.07).

Sec. 16.51.100. DUTIES. The board shall

(1) conduct programs of education,', research, advertising, or
sales promotion designed to accomplish the purposes of this chapter;

(2) promote all species of seafood and their by-products
which are harvested in the state and processed for sale;

(3) develop standards of quality for seafood processed in
the state;

(4) prepare market rec arch and product development plans
for the promotion of all species of seafood and their by-products which
are harvested in the state and processed for sale; and

(5) submit an annual report to the govern'-r and the legisla-
ture describing the activities of the institute.

Sec. 16.5.1.110. PROHIBITED PROMOTIONS. The board may not promote
or make a contact which promotes seafood by

(1) geographic origin other than from the state generally;

(2) geographic region of the state; or

(3) specific brand name.

Sec. 16.51.120. SEAFOOD MARKETING ASSESSMENT. (a) A seafood
marketing assessment shall be levied on seafood products purchased in
Alaska as provided in (b), (c), (d), or (e) of this section jLf an

-5- SCS CSI1B 198(Res)
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electionis held in accordance with AS 16.51.140 in which theassessment
is approved by eligible processors who together purchaseat least 51
percent of the value of seafood purchased in Alaska in the calendar
year.

(b) Eac.iprocessor whc purchases at least $50,000 or more of
seafood products in Alaska shall pay a seafood marketing assessment of
.1 percent of the value paid by the processor.

(c) Eaelprocessor who purchases at least $50,000 or more of
seafood products in Alaska shall pay a seafood marketing assessment of
.2 percent of the value paid by the processor.

(d) Each processor who purchases at least $50,000 or nore of
seafood products in Alaska, shall pay a seafood marketing assessment of
.3 percent of the value paid by the processor.

(e) Each processor who purchases at lerst $50,000 or more of
seafood products ir. Alaska shall pay a seafood marketing assessment of
.4 percent of the value paid by the processor.

(f) An election under (a) of this section shall be held if the
proposed election for the levying of an assessment under AS 16.51.120-
(b), (c), (d), or (e) is approved by.a majority of thewhole membership
of the board at a regularly scheduled meeting.

Sec. 16.51.130. TERMINATION OF THE SEAI'OOP MARKETING ASSESSMENT,
(a) A seafood marketing assessment levied under AS 16.51.120(b), (c),
(d), or (e) shall be terminated by the commissioner if

(1) an election is held in accordance with AS16.31.140 in
which the termination is approved by eligible processors who together
purchase at least 51 percent of the total value of seafood products
purchased in Alaska during the calendar year; or

(2) the board, at a regularly scheduled meeting, adopts a
resolution approved by two-thirds of the voting membership of 'he boan.

-6- SCS CSHB 198(Res)
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requesting the commissioner of revenue to terminate the assessment.
(b) An election under (a)(l) of this section shall be held if

(1) the proposed election for the termination of the assess-
ment is approved by a majority of the whole membership of the board at
a regularly scheduled meeting; or

(2) a petition is presented to the director of the division
of elections requesting termination of the seafood marketing assessment
by eligible processors who together purchase at least 25 percent of the
total value of seafood products purchased in Alaska during the calendar
year.

(c) The institute shall provide notice of an election in accor-
dance with AS 16.51.1A0 within 60 days after receiving notice from the
director, of the division of elections that a valid petition under
(b)(2) of this section has been received.

(d) The seafood marketing assessment is terminated under AS 16.-
51.120 on the effective date stated on the ballot.

Sec. 16.51.1A0. PROCEDURES FOR AH ELECTION TO APPROVE OR TERMINATI
A SEAFOOD MARKETING ASSESSMENT. (a) The institute may conduct an
election under this section after the director of the division of
elections approves

(1) the notice to be published by the institute;

(2) the ballot to be used in the election; and

(3) the registration and voting procedures for the approval
or termination of tie seafood marketing assessment.

(b) In conducting the election under this section, the instit
shall adopt the following procedures:

(1) The proposed levy or termination of the assessm
be adopted at a regularly scheduled meeting of the board held not less
than 60 days before the date on which the ballots must he postmarked to

-7- SCS CSI1B 198(Res)
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be counted unless the election is for termination of the assessment and
has been initiated by a petition under AS 16.51.130(b)(2).

(2) The institute shall hold at least one meeting, not less
than 30 days before the date on which ballots must be postmarked to be
counted, to explain the reason for the proposed seafood marketing
assessment or termination of the assessment and to explain the voting
procedure to be used in the election. The institute shall provide
notice of the meeting by

(A) mailing the notice to each eligible processor; and

(B) publishing the notice in at least one newspaper of
general circulation in each region of the state at least two weeks
before the meeting.

(3) The institute shall mail ballots to each eligible proces-
sor not more than 45 days before the date specified as the date ballots
must be postmarked.

(4) The ballot shall

(A) indicate whether the assessment is to be levied
under AS 16.51.120(b), (c), (d),or (e) andshallstate the per-
centage of the assessment; "e

(B) indicate the effective date of the levy of the
assessment or termination of the assessment;

(C) ask whether the assessment shall be levied or, if
the election in to terminate the assessment, whether the assess-
ment shall lie terminated.

(5) The ballots shall be returned by mail and shall be
counted by thedirector of the division of elections or his representa-
tive .

(c) The director of the division of elections shallcertify the
results of anelection under this section if the directordetermines

-8- SCS CSIIB 198(Res)



1 that the requirements of (a) and (b) of this section have been satis-

2 fied .

3 (d) For the purposes of this section a ballot submitted by
4 corporation is presumed valid if the ballot is signed by an individual

5 who is indicated to be an officer of the corporation and the ballot is

6 imprinted with the corporate seal.

7 Sec. 16.51.150. DETERMINATION OF VALUE. Upon request from the

8 director of the division of elections, the commissioner of revenue

9 shall determine

10 (1) the total value of seafood products purchased in Alaska
n during any calendar year:

12 (2) whether the eligible processors approving the levy or

13 termination of a seafood marketing assessment together purchased at

14 least 51 percent of the total value of seafood products purchased in

15 Alaska during the calendar year; or

16 (3) whether the eligible processors petitioning for an

17 election under AS 16.51.130(b)(2) together purchased at least 25 porcentfi

of the total value of seafood purchased in Alaska during the calendar

19 year.

20 Sec. 16.51.160. COLLECTION OF ASSESSMENTS AND DISPOSITION OF

2 PROCEEDS. (a) Processors shall remit to the Department of Revenue by

29 April 15 of each year the total amount of the assessment owed on the

23 value paid for seafood products by the processor in the previous cal-

2% endar year.

25 (b) The seafood marketing assessment collected under this chapter

% shall be deposited in the general fui.d. The legislature may make

77 appropriations to the Department of Commerce and Economic Development |

28 for the purpose of providing financing to the institute based on collec-

22- tions of the seafood marketing assessment, and may appropriate adl<dl-
-9- 5CS Csl1B 198(Res)
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tional money beyond the assessment collected under AS 16.51.120 as need
is demonstrated by the institute.

Sec. 16.51.170. ENFORCEMENT OF ASSESSMENTS. The provisions of
AS 43.10 apply for the enforcement and collection of the seafood market
ing assessment.

Sec. 16.51.180. DEFINITIONS. In this chapter,

(1) "board"™ means the Board of Directors of the Alaska
Seafood Marketing Institute;

(2) "institute"™ means the Alaska Seafood Marketing Insti-
tute ;

(3; "processor" means a person who engages in processing
seafood for sale by freezing, cooking, salting, or other method and
includes but is not limited to canneries, cold storages, freezer ships,
and processing plants;

(4) "promote or make a contract which promotes seafood"
means to advertise or publicize, or make a contract for advertising or
publicizing, the use, value, attractiveness, or quality rf seafood;

(5) "seafood”™ means fin fish, shellfish, and fish by-
products, including but not limited to salmon, halibut, herring,
flounder, crab, clam, cod, shrimp, and pollock;

(6) "value" means the compensation actually received by a
person taking seafood from an eligible processor or other person pur-
chasing the seafood, including indirect consideration such as fuel,
supplies, or gear, whether paid at the time of purchase of the seafood
cr tendered as a deferred or delayed payment, except that "value" means
the market value of the seafood if the taking of the seafood is under-
taken in company-owned or company-subsidized boats operated by employee!
of the eligible processor-- ..r in boats which are operated under lease
or other arrangement.

-10- SCE CSIIB 198(Res)
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* Sec. 4. AS 39.25.110 is amended by adding a new paragraph to read:
(26) employees of the Alaska Seafood Marketing Institute.

* Sec. 5. AS 39.50.200(b) is amended by adding a new paragraph to read:
(44) Alaska Seafood Marketing Institute (AS 16.51.010).

* Sec. 6. AS 18.90 is repealed.

* Sec. 7. AS 16.51.095 added by sec. 3 of this Act applies to operating
brdgets of the Alaska Seafood Marketing Institute for fiscal years beginning
after June 30, 1982.

* Sec. 8. Initial appointments to the Board of Directors of the Alaska
Seafood Marketing Institute under AS 16.51.020 enacted in sec. 3 of this Act
shall be made for the following terms:

(1) six members shall serve for one year;
(2) six members shall serve for two years;

(3) six members shall serve for three years

1- SCS CSIIB 198(Res)
L 20A
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fiMice OF ihe COMSSIOM

April 20, 1981

The Honorable Betlye Fahrenkoinp
Chairperson

Senate Resources Committee

Room 211 - Capitol Building
Juneau, Alaska

Dear Senator Fahrenkamp:

Re: CS for House Bill Ho. 198 (Finance) am

S. HAMMOND, GOVERNOR

poucH S
JUNEAU. ALASKA 09811
PHONE; (907) -105-2800

CS for House Bill No. 198 (Finance) am, an Act relating to the promotion of
the marketing of seafood, was read for the first time in the Senate cn
April 22, 1981 and was referred to the Senate Resources and Finance

Committees.

For the consideration of the Senate Resources Committer,
copies of Fiscal Notes prepared by Mr. Gary L. Jenkins,

I am enclosing

Director, Audit

Division and Mr. Robert W. Elliott, Research Section of the Department

of Revenue concerning the proposed legislation.

Sincerely,

R. D. Stevenson

Special Assistant

RDS/rdh

cc: The Honorable Dgi. Bennett Gary L. Jenkins, Director
The Honorable M. F. Dankworth Audit Division
Co-Chairmecn Department of Revenue
Senate Finance Committee
Joseph K. Donohue Robert W. El1liotk

Deputy Commissioner Research Section

Department of Revenue Department of Revenue
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Hill/Resolution No. CSHIi 198 ()Mnance) aro
TiltAn Act re;Intl.ng to tliee promotion of Ilie marker,inr; of seafood.
Requested In” Senate Ko.sourcos Committee Date April 33. tg.31

FISCAL DETAIL

Agency Affected DéEnartriicnt of Revcjiup

Program Category Alfected Revenue Colloctjon .-nul Management.

URU, Program, or Subprogram(s) Affected Audit Division

(Note: If more than one budget component isaff vied, separate linc-item amounts and funding for each
component in the analysis section.)

FXPFNDITURFS  (Thousands of Dollars) NONE

FY 01 FY 02 FY 83 FY 04 FY 05 Fvae

PFRSONAI SF.RVICI S
TRAVEL
CONTRACTUAI
COMMODITIES.......

EOIIPMENT
LAND & STRUCTURES

. GRANTS. CLAIMS. FIT

TOTAL

FUNDINO  (Thousands of Dollars) NONE

GENERAL ITLNJ1
FFDLRAI FUNDS—

OTIHL.R (Sneeifv Fund Source)

POSITIONS NONE

FULLTIME
PART LIMP.
TEMPORARY

ANALYSIS (See Fiscal Note Preparation Instructions, Section IlI)

See the Attached memorandum to It. 1), Stcvonaon dated April ?Ji, 1981.

IV. DATE .AucLL-.2A< J.9RI I'RI PAP.Iil)

AGENCY /'"§ ...
Original: Legislative Finance PIIONH Ltd
cc: lluduel and Mananement

Piime Sponsor (I hst |egislator Named)

3.1-001 (Rev. 12/80)



fo R. D. Stevenson DATE: April 2*1, 1981
Legislative Assistant
FILE NO:

TELEPHONE NO:

rnoMm Gary L. iwasijiivs subject: CSHB 198 (Finance) am
Director F}ASYV
Audit Di
T

The amendments which have been made to this bill are very
significant in relation to the source of funds for the operation
of the Seafood Marketing Institute. The provision for a credit
against the Fisheries Business Tax has been removed and replaced
by a separate assessment which the processors will 1levy on
themselves by majority vote. This will result in all processors
being required to report and pay the seafood marketing assessment
on on annual basis. In the proposed AS 16.51.160(a) the due date
for paying the assessment is April 15 of each year. It 1is
recommended that; the date be changed tb April l-to coincide with V
the" Fisheries Budiness Tax return due date in order that we could
"provide tor a‘'processor to report both liabilities on the same
form. Failure to change the date v/ill result 1in higher
administrative costs for the state and for all the processors
because of all the additional paperwork which will have to be

prepared by the processors and handled by our staff. A fiscal
note showing these costs has not been prepared at this time,
since | am assuming the date can and will be changed.

The proposed Af3 16.51.170 on page 10 of the bill provides for
limited collection authority as provided in AS 43.10 to be
applicable to the collection of the assessments. However, that
limited cross reference to Title 43 would not give us the
authority to audit the 1information reported, "assess any interest
or penalties for failure ho file or pay the assessment, bill a
processor for the assessment if ho refuses to file and report the
amount duo, or 1impose any criminal penalties for evasion of the
assessment. IT the legislature intends for us to have that
authority, the section should be rewritten to read as follows:

Sec. 16.51.170. ENFORCEMENT OF ASSESSMENTS. The provisions
of AS 43.05 and AS 43.10 shall apply to the requirement imposed

by this chapter to report and pay the seafood marketing
assessment.

Several places in the proposed bill the term "Eligible Processor"”

is used, yet it is not defined. I think 1| can guess what is
meant, however, it would aid administration of the act greatly if
the term were defined 1in the law. Further, the definition of

02-00J A(llev,HV/0|



R. D. Stevenson, Con"t Page 2

"value”™ on page 11 of the bill includes the tern "eligible
processor™ as part of the definition. Since it appears that
value will be used to determine who 1is an "eligible processor” it
is inconsistent to use the term 1in the definition of value.

There are several places in the bill which include the phrase
"value paid by the processor", fince value will not be
determined 1in all cases on the basis of a purchase, it would
appear to be clearer if the phrase "value of the seafood products
acquired by the processor™ were used in place of the current
phrase. I recommend that the proposed language be substituted on
page G, lines 22, 25 and 28; and on page 10, line 6. Finally, on
page 9, line 22 consideration should be given to substituting the
word "acquired™ in place of "purchased"” to be consistent with the
above language.
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Rill/Rcsolution No... CSlin 1.98 (Finance.) nm
litle ReilaLi.n® t.o the promu’.Lon of flu? mnrketim: of seafood m
Requested by Senate Resources Committee Date 4/27/81

Il. FISCAL DETAIL
Agency Affected Department of Revenue
Program Category Affected
RR1J, Program, or Subprogram”) Affected
(Note: If more than one budget component is affected, separate linc-item amounts and funding for each
component in the analysis section.)

EXPENDITURES (Thousands of Dollars)

FY 81 FY 82 FY 83 FY 84 FY 85 .FY 86
JOO ... PERSONAL. SERVICES
200 TRAVEL
300 . CONTRACTUAL
400 COMMODITIES
>00 EQUIPMENT
600 LAND & STRUCTURES
700.....GRANTS. CLAIMS. ETC.
TOTAL
FUNDING (Thousands of Dol lars) a) 943 1037 1141 1255 1.381
b) 1886 2075 2282 2510 276.".
GENERA) FUND cl 2829 3112 ... 3423 _ 3755 .. 414,2

FEDERAL FUNDS
OTHER (Specify Fi nd Sourer)

POSITIONS

FULL TIME
PART TIME
TEMPORARY

IIl. ANALYSIS (See Fiscal Note Preparation Instructions, Section I1II)

The figures represent the. anticipated revenues collected and
available for legislative appropriation, if eligible processors
elect a seafood market assessment:. The possible assessment rate
scenarios are presented as follow:

a) .2percent of value
b) .4percent of value
c) .6percent of value.

Value was determined by using Department of Ficli and Came catch
and price projections for FY 1902, wi.Lli a 10% inflation rate

adjustment for subsequent years. ‘A fm
ifj. C\MOIK
IV. DATE! htiam - PREPARED n r J&boeL W~KUioTu;--
AGENCY Revenue
Original: Legislative Finance PHONE bir./iDOIL
cc: Budget and Management

Prime Sponsor (E'iisl Legislator Named)

33-01)1 (Rev. .1.2/110)



Institute

5¥26 Main Street Juneau, Alaska 99801 (907) 586-2902

DRAFT MARKETING PLAN

PROPOSED FY 82 BUDGET

EXECUTIVE OVERVIEW

This executive overview is iIntended as a synopsis of the
complete marketing plan for Alaska Seafood. Greater detail
of the analysis ard rationales used throughout the plan are
included in each of its sections. The research, compilation
of existing data, evalutaions and recommendations by Mandabach
and Simms/ Pacific, Inc. comprise a comprehensive and most
detailed report on Alaska Seafood.

UACKGROUND SECTION

The Background Section which is based on through studies
and evaluations of Government Data, Industry Reports, and
Trade Articles from countless sources, is briefly recapped
by major species as follows:

Canned Salmon - is directly affected by competition from
tuna and chicken, as well as by price.Following a peak in
consumption during the early 1970"s, consumption has been
trending downward slowly but steadlily.

Salmon Steaks - still virtually unexploited, they represent
strong market potential. Improved technology and marketing
techniques will have strong impact in all markets.

King Crab - is, perhaps, the best known Alaska seafood.
With a reputation for quality and taste, it - generally -
commands good market price. Marketing efforts should be
directed toward establishingeven further its premium value
and consequent price.

Snow Crab - is still relatively unknown. Due to its avail-

ability, it can easily 'ride the coattails" of Alaskan King Crab.
It fills a definite and easily identified void in the marketplace.

0)



Halibut - is one of the truly outstanding species, and
should command a leadership position in the seafood marketplace
as supply is available. Clearly., it can challenge beef and
poultry in the marketplace. |In order to do this, however,
it must have marketing attention and support.

Whitefish - is an. emerging product line that can fill
many needs in the marketplace. Its excellent nutritional
qualities and good price/ value relationship presage
strong market demand.

OBJECTIVES AND STRATEGIES

Objectives and strategies were developed based on the
background information along with numerous personal interviews
in the U.S. and Europe with all types of customers, buyers,
executives, and, consumers, iIn the foodservice and retail
areas of the business. Also four separate outside research
firms were employed to support and confirm Mandabach and Simms
conclusions, and to study separate areas of the cotai seafood
business. These firms of areas studied are:

-Technomics Consultants Co. - Foodservice operators in
both the commercial and non-commercial markets.

-Elrick and Lavidge - The retail markets including super-
market chains and distributors.

-National Family Opinion Inc. - The american consumer.

-Restaurants and Institutions Magazine - Foodservice
distributors and operators.

This research confirmed our studies that show that with
the exception of Alaska King Crab, which has some recognition,
their is little awareness of seafood products that come from
Alaska. However it is encouraging to find that in all areas
studied, consumers as well as customers perceive Alaska Seafood
products to be of high quality, nutritious, with good taste
and texture. They also share a perception that Alaska Seafood
products are expensive. This enables us to build a plan to
assure a price stable market in future years.

(2)



Cur objectives and strategies are best summarized as:

1. To build an image of Alaska Seafood products as
products of superior quality, nutritious, with good
taste and texture. Based on the icy cold waters and
general ''Romance of Alaska".

2. To increase the Consumption of Alaska Seafood,
particularly in the U.S. market.

3. To establish Alaska Seafood products as a premium
product sold at premium prices. And a better value than
other alternative foods.

4. To encourage Toodservice operators to increase the
variety of Alaska Seafood products on their menus and
at the same time feature the words '"Alaska Seafood®1,
(particular species to be named).

5. To educate retail store and supermarket operators to
the profit potential of properly merchandised Alaskan
Seafood products.

6. To educate the consumer to new and easy ways to prepare
Alaskan Seafood at home arid stimulate greater home consumption.

As to general strategy statement our short term objectives
will be directed to the domestic market with major emphasis on
foodservice. Our secondary strategies will be toward the
European and Japanese markets while at the same time directing
our efforts toward the U.S. Retail Market.

RECOMMENDAT IONS

Our recommendations for the plan have been divided into
a portion that should be implemented in the first year withiri
the advised budget of $3 mi 11 ion.

These plans are designed to create as big an ijjicact as possible,
as fast as we can with finl%e risk."Therefore we are strongly
positioning the Alaska Seafood ‘"uiiibrel 1a' program aimed at. the
U.S. foodservice market. We believe our recommendations which
are detailed in the plan and include heavy advertising in
terms of pages and supplements in the key foodservice publications
combined with promotion efforts and publicity campaigns will
result in almost iImmediate recognition and sales.

(3)



We have budgeted $1,902,841 to the U.S. food" arvice
ffort.

Foodservice

A.S.M.1. Spokesperson 80,000
Home Economist 60,000
Alaska Seafood Handbook 45,000
Recipe Development 40,000
Media Tour 50,000
Speakers Bureau Booklet 25,000
Special Events 30,000
Release Mailings 20,000
Editorial Features 8,000
Special Marketing Supplement 261,041
Magazine Advertising 515,800
Market Research 50 ,GQ0
"Bounce-Back' Post Cards 23 ,GI1Q0
Advertising Testing 20,000
Cooperative Advertising Plan 150,000
Audio Visual Training Program 40,000
Merchandising Kit 250,000
Direct Mail Campaign 50 ,C00
Trade Show Booth and Participation 100,000
"'800" Number 35,000
Foodservice Contingency 50,000

Total foodservice 1,902,341

@



Oijr U.S. Retail Efforts are designed to position the trade
in the first year of the plan to be expecting heavy advertising
support for the future. At the same time we will be conducting
Marker. Research Studies and Testing of Radio Campaigns for both
the "UmDrelld™ concept as well as canned saliron. We have 3666,642
for the 1st year retail budget.

RETAIL

Spokesperson Mo charge
Heme Economist Mo charge
Recipe Development 115,000
Publicity Releases 15,000
Trade Publicity Releases 10,000
Press Functions T5,000
Retail Contingency Fund 35,000
Market Researc i 65,000

Trade Advertising
Radio Advertising
Pre-Post Awareness Studies
Total Retail -847-67 " 2

The balance of the first recommendations deal with some
small market research studies as well as a small trade
advertising campaign on behalf of the A S.M.1. in Europe
and Japan. The Alaska plan calls for: 1) A program® to promote
to the Alaska people. 2) A new product development plan,

3) A quality assurance program and 4) Administration support.
The total of these is $430,517.

EUROPEAN PLAN ~
1. Market Research 25,000
2. Trade Advertising 75,000

ICO,000



JAPANESE PLAN

1. Market Research 25,000
2. Trade Advertising 40,000
$63,000

ALASKAN PLAN

1. Promotion to Alaska people 25,000
2. Hew products 40,000
3. Quality Assurance 40.000
4. Administration 150 .,517

255,517

LONG RANGE RECOMMENDATIONS

The long range recommendations include hard hitting
advertising and promotional programs for each of the
sources. At this prr'nt the "Alaska Seafood" will be
meaningful and the imam, of superior quality from Alaska
will be full development at the foodservice operator
and distributor levels as well as retail customers.

It is essential that Mandabach and Giu-.s calls attention
to the fact that while it has the utmost confidence in the
recommendations that are part of this report, those recomm-
endations are made in light of conditions that exist today
May, 1981. For A.S.M.l. to spend its dollars most care-
fully and most effectively, wo have proved complete
flexibility to enable adaption of the plan to fit changing
conditions of supply and demand in the market place.

In summary, Mandabach and Simms sees and extremely
bright future for Alaska ,,eafood which can only be
acce"crated and, maximized by well-defined and executr *
marketing efforts.

(6)



WHAT HAS THE A.S.M.1. DONE WITH THE $1.2 MILLION FOR FY 817

A most the entire budget is going directly to auvertising
and promotional efforts. $730,5CJ 1is going to support ex-
isting promotional groups-$481 ,000 for canned and frozen
salmon, $215,500 to King and Snow Crab, and $34,000 for
Halibut. This money 1is being used to match what the in-
dustry 1is already devoting. Among the results is a nat-
ional radio advertising campaign with surporting recipes

and promotional materials urging people to "Buy Salmon' i

21 major cities across the country, beginning Feb. 2, 1981~

One of the most important projects is a $50,000 marketing
plan. This plan will provide market research and strategy
development regarding consumers, or potential consumers of
Alaska seafood. With a solid base of marketing information
built, the A.S.M.1. will be able to target our efforts so
tiiat marketing dollars will provide the greatest return.
The plan will also provide a baseline to measire the suc-
cess or fTailure of the A.S_M.I. The marketing strategy
will indicate budget Ilevels that are based on a greater
return on investmer." than the cost of the program, to insure
that the state and the iIndustry are using their money wis-

ely.

$20,000 1is being used to develop bottomfish strategy and
basic marketing materials. The goal of S.S.M.I. 1is to help

the most people iIn the industry to the greatest degree
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promotion of the marketing

appropriation for the

Alaska Seafood Marketing Institute.

Senator Mulcahy

reviewed HB 198 and HB 53 with the Committee.

Senator Mulcahy put forth the motion to move Senate Committee

Substitute for CS HB 198 with

individual recommendations.

Senator Mulcahy put forth the motion to move HB **53 with
Individual recommendations.

The Committee adjourned at 2:05 p.m.



aeda resources subcommittee on fisheries
May 8, 1981
Senate Resources Subcommittee on Fisheries Meeting™n "

The mes ag was called to order by Chairman Mulcahy ay 3:07
PM. Senator Gilman was present. Senator Eliason was”tied
up in a Senate Finance Committee meeting.

First on the agenda was HB 198 "An Act relating to the pro-
motion of marketing of seafood".

Representative Joe Chuckwuk testified Ffirst on HB 198. He
said he felt that the concept was good, but that he didn"t
agree with the composition of the board of directors as it
is now organized.

John Martin, Vice President of Alaska Food Company and a
member of the Alaska Seafood Marketing Institute Board of
Directors, testified next on HB 198. He said he supported
the bill.

Hank Ostroskey, a comtercial Ffishermen from Naknek, testified
next on 1IB 198.

Roger Painter, Executive Director of United Fishermen of
Alaska, testified next on HB 198. He expressed support
for the bill. He offered an amendment to the bill deal-
ing with quality control.

Rick Lauber, representing the Pacific Seafood Processors
Association testified next on HB 198. He expressed support
for the bill.

Larry Cotter, President of the International Longshoremen
and Warehousemen®"s Unicn, testified next on the bill. He
stated that while the board composition wasn"t precisely

what they wanted, the need for the Institute iIs so great,
they supported the bill.

Eric Eckholnje, Executive Director of the Alaska Seafood
Marketing Institute, gave a short picture presentation
and spoke briefly on the bill. He also offered an amend-
ment to establish quality control guidelines.

Archie Gottschalk testified next on HB 198. He stated that
he 1i1s totally opposed to the present composition of the
Board ov Directors because of the high percentage of pro-
cessors and the low percentage of fishermen?



