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Overview 

 Foodservice Outlook & Trends 

 Highlights from FY13 & FY14 

 What’s New – Upcoming projects 



Industry Outlook 

 Foodservice industry is moving beyond the “Great 
Recession”. 

 More than ever, operators and consumers are wanting 
healthy options that include fish/seafood. 

 Corporate initiatives and positioning continue around 
sustainability, the environment and “feel good 
values”. 

 Operator and distributors  are looking for the right 
co-branding partner - Alaska seafood has the “look 
of the leader” and is in a good position. 



 

Chefs Predict the Biggest Trends for 2013 

1. Locally sourced meats and seafood 

2. Locally grown produce 

3. Healthful kids’ meals 

4. Environmental sustainability 

5. Children’s nutrition 

6. New cuts of meat (e.g., Denver steak, pork flat 

iron, teres major) 

7. Hyper-local sourcing (e.g., restaurant gardens) 

8. Gluten-free cuisine 

9. Sustainable seafood 

10. Whole grain items in kids’ meals 

11. Farm/Estate-branded items  

12. Non-wheat noodles/Pasta (e.g., quinoa, rice, 

buckwheat) 

13. Non-traditional fish (e.g., Branzino, Arctic Char, 

Barramundi) 

14. Ethnic-inspired breakfast items (e.g., Asian-

flavored syrups, Chorizo scrambled eggs, coconut 

milk pancakes) 

15. Fruit/Vegetable children’s side items 

16. Health/Nutrition 

17. Half-portions/Smaller portions for a smaller price 

18. House-made/Artisan ice cream 

19. Black/Forbidden rice 

20. Food trucks 

Source: NRA Study of ACF Chefs 
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The Top 20 Food, Cuisine and 
Culinary Theme Trends for 2013 



 

Fast Casual: The Bright Spot in the 

Restaurant Industry 

Source: Technomic top 500 Report 



Foodservice Program Initiatives 

 Understanding the consumer – new research. 

 “Local” – face of the fishermen. 

 Health – capitalize on new dietary guidelines and   

consumer trends.  

 Sustainability and beyond. 

 Incorporating social media into promotions. 

 Menu development that supports consumer trends and 

industry needs. 

 Reaching the “new generation”. 

 Cultivating new foodservice segments and 

opportunities.  



Foodservice Research 

 ASMI conducted two new studies this year. 

 Attitude and behavior insights. 

 Fish sandwich research: 

Gauge consumer perceptions.   

Goal is to expand demand and build volume. 

 Both studies also looked at Alaska brand perceptions. 



The Alaska Brand  



The Influence of Brands on Menus 



Operator & Distributor Promotions 



Operator Promotions 

 Goal:  Focus on segments that represent the greatest growth 

for Alaska seafood on the menu.  

 Significant inroads into QSR and fast casual restaurants over 

the past few years: 

 These segments now demand sustainable seafood. 

  Beyond the LTO and Lenten period. 

 Opportunity for new healthy menu options. 

 Additional focus on casual and upscale restaurant chains  in the 

coming year: 

 Seafood is a larger portion of the menu mix. 

 Ongoing menu development . 

 “New generation” – college & university, K-12. 

 



Partnership Application Process 



Sonic Drive-In 



Captain D’s 



Captain D’s 



Long John Silver’s 



Morton’s Steakhouse 



Oceanaire 



Oceanaire - Facebook  



Rubio’s 



Jason’s Deli  



New York Yankees 



New York Yankees 



New York Yankees 



Operator Promotion Results 

 Operators continue to recognize the value of the 

Alaska seafood brand. 

 Continue to gain access into new accounts and 

segments. 

 FY13 – 32 national account promotions happened 

in over 11,187 units across the U.S. promoting the 

Alaska brand and logo. 

 Significant financial backing from our promotional 

partners.  



Foodservice Operator Match Spend 

Overall Restaurant Chain Value of the Dollar  1:10 
 

For every $1 dollar ASMI puts towards a restaurant chain partnership, 

a chain will spend approximately $10 dollars promoting Alaska 

seafood and the ASMI brand logo. 



Distributor Outlook 

 Shift towards category management at the corporate 

level. 

 Increased emphasis on selling distributor house brands 

to ensure future success. 

 Role of the distributor sales rep is changing – need 

for better education and providing more incentives to 

support distributor brand growth. 



Distributor Promotions 

 ASMI continues to see positive results. 

 ASMI promotions often result in significant sales 

increases over other product categories (10-15% is 

typical distributor promotion goal). 

 Increase sales come from promotional activities, 

however the emphasis is on generating new case sales 

and new customers. 

 In FY13, over 2 million pounds of Alaska seafood was 

sold.   

 

 



FY14 Distributor Promotions 

 Align more with corporate as a result of category 

management. 

 Offers the potential to significantly reach more 

operators and sales associates with Alaska seafood 

promotions and messaging.  

 FY14 promotions: 

 Divisions – 145 

 Sales Associates – 11,943 

 Foodservice Customers – 654,013 

 

 

 



Reinhart Corporate 



Gordon Foodservice 



Del Monte Meat Co. 



Distributor Outreach & Education 



The New Generation 



The New Generation 

 Primary focus is on Gen Y: 

 K-12 schools where appropriate. 

 ASMI Goal: 

Build our base of future seafood eaters. 

Use our sustainable leadership position to partner 

with venues where this generation eats. 



Education is Key 

 Sustainable seafood is top of mind. 

 Activities create a teachable moment. 

 Involves the entire school and surrounding community. 

 ASMI is active with National Association of College & 

University Foodservice (NACUFS). 

 Platinum sponsor of Menu Directions 2013 

Conference. 

 

 



Stanford University 



Stanford University 



Foodservice Director Advertorial 



Grinnell College 



UMass-Amherst Alaska Seafood Week 



UMass-Amherst Alaska Seafood Week 



UMass-Amherst Alaska Seafood Week 



UMass-Amherst  



Sodexo:  K-12 School Project 

 Leading foodservice management company. 

 Provides K-12 foodservice in 500 schools districts 

throughout the U.S. as well as other segments 

including healthcare, B & I, etc. 

 Provides 2 ½ million meals per day in 3,000 schools. 

 In 2012, ASMI and GAPP worked on a pilot program 

with Alaska pollock in the Peninsula school district. 

 The program was a success and resulted in a national 

program with Sodexo that will be launched in 

January. 



Sodexo National Program 



Sodexo Training Videos 



Trade Shows & Conferences 



Les Dames d’Escoffier 



CIA Conferences 



Menus of Change Initiative 



NACUFS National Conference 



Trade Education 



Consumer Research Brochure 



Health Initiatives  

 Capitalize on new dietary guidelines – “My Plate”. 

 Culinary Institute of America (CIA) partnerships. 

 Sodium reduction strategies. 

 “Swap-Meat” protein replacement. 

 Gluten free recipes. 



Menus are Getting Healthier 

Source: NRA Study of ACF Chefs 
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Are you making efforts to adjust dishes/recipes to be more healthful, 
for example, by using more fruit and vegetables or reducing sodium?  



It’s All Good Recipe Book 



Gluten Free Recipes 



Alaska Cod Point-of-Sale 



CIA ProChef 



CIA ProChef Social Media 



Culinary School Education 



Foodservice Public Relations 



Foodservice Public Relations 

 Focus is on the foodservice trade. 

 Activities include: 

 Editorial 

 Product and recipe releases 

 News articles 

 Special Events 

 Increase in web traffic and online features. 

 FY13 results:  

 Total audience reached – 2,190,700 

 Media value - $437,367 



Dutch Harbor Media Tour 

 In cooperation with GAPP 

 Focus on Alaska pollock, snow crab, cod and flats. 

 



Food Arts 



Nations Restaurant News 



QSR 



On-Campus Hospitality  



Flavor & The Menu 



Santé 



International Foodservice Editorial Council 



Trade Advertising 



Foodservice Advertising 

 Target:   Foodservice Trade. 

 FY 13 Message:   Alaska’s commitment to  
sustainability makes it easy for seafood buyers to 
source responsibly.  Incorporates FAO-based RFM 
certification. 

 Includes print and online media components. 

 Ads have scored well in recent readership studies - 
received an advertising excellence award from Plate 
magazine and a score of 90 on Signet AdEffect. 

 Total impressions – 1,371,926 

 

 

 



Sustainability Ad - Print 



Sustainability Ad – Online 



Foodservice Director - Online Homepage 



WildAlaskaFlavor.com 



FY14 Ad Campaign 

 Taste continues to be the primary motivator for 

eating seafood. 

 New campaign will focus on the food and the 

incredible taste.  Position Alaska seafood as a 

craveable menu item.  

 83% of consumers say cravings are the main reason 

they purchase food away from home at least once 

a month.  (source: NRN) 



Thank you! 


