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International Program 
Eight regional programs in 27 
countries, using MAP program:
• Japan
• China
• Brazil
• NEU (UK, The Netherlands, 

Ireland, Denmark, Sweden and 
Finland)

• WEU (France and Belgium)
• SEU (Spain, Portugal and Italy)
• CEU (Germany, Austria, 

Switzerland, Poland and the 
Czech Republic)

• EEU (Russia, Ukraine, Romania, 
Kazakhstan, Georgia, 
Azerbaijan, Moldova, and 
Armenia)   
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Korea mission and outreach 
February 6-10, 2017

Seoul
ATO Meeting and Market Briefing
E-Mart Distribution Center 
Pulmuone ECMD (school lunch vendor)
Noryangjin Fisheries wholesale market
E-Mart Tour and Head Office
B to B meetings and trade press meetings
Trade reception 

Busan
Samjin Fish Cake plant tour
Megamart retail tour 
B to B meetings 
Trade reception
Jagalchi Fish Market



SE Asia 
• February 2016: EMP Program Grant for trade mission to SE Asia, 

Thailand, Indonesia and Vietnam
• September 2017: GBI Grant for USA seafood to Singapore and Thailand-

eleven Alaska seafood participants- $1,960,000 actual sales, $5.5 million 
projected.

• September 2018: Pending funding approval, similar mission to Vietnam 



In-bound missions  
• June 4-6, 2017 EU buyer’s 

mission with WA State Dept. of 
Agriculture

• June 4-14 Cordova- Virtual Reality 
film crew 

• June 18-22 Alaska seafood school 
in Seward. Chefs from China, the 
UK, Germany, Spain, France and 
Japan attended.

• June 22 China women of seafood 
mission with WA State Dept. of 
Agriculture 



Program strategies 
• Consumer
• Consumer advertising, consumer PR, recipe 

development, social media

• Trade
• Trade relations, retail promotions, trade shows, inbound 

missions, e-commerce and websites 

• HRI (Foodservice) 
• Foodservice promotions, trade shows, chef trainings, 

chef ambassador programs 

• Focus on refreshed category for 
salmon

• ALASKA POLLOCK 
• Market to younger generations
• Online shopping & meal kits
• Sharing between programs



Northern Europe: 
• Brexit negotiations taking longer 

than expected with any changes to 
trade tariffs unlikely before 2019. 

• Donald Trump has said that he 
expects a powerful trade deal to be 
in place with the UK “very quickly” 
although no timeframe has been 
attached to this statement. 

• Dollar exchange rate has rebounded 
somewhat against the GBP since 
the last quarter reaching an all year 
high of 1.35 versus its low of 1.22 
although volatility is still anticipated. 

• Price inflation is now the biggest issue for 
food and for seafood in particular driven by 
farmed salmon and cod.



HOT COD

• Hot Cod is a new trade partner 
located in Sweden where they 
go crazy for Hot Dogs! 

• The new product is Alaska 
pollock hot dogs. 

• Recently gained a listing in the 
largest retail chain in Sweden, 
ICA (1,300 stores and a market 
share of around 36%). 

• They are also served in schools 
around the country.

• ASMI is collaborating with them 
to deliver:

• Fun and engaging social media 
video

• Posters for schools in Sweden



Leap Wild Salmon Launch
• Launched on Alaska Day at Hearst 

Magazines in London.
• 25% of UK adults and 30% of women.
• Key titles include Runners World, Men’s 

Health, Good Housekeeping, Red, 
Women’s Heath, Prima, Best and many 
more. 

• Breakfast and lunch served throughout 
the day to editorial staff, digital editors 
and marketing teams. All were 
encouraged to engage on social media. 

• Sales of LEAP launched on Ocado the 
following day with home page banners.



Canned Sockeye 
Promotion

• Cross channel campaign with 
Princes in Sainsbury’s. 

• Three week Easter campaign 
(April 5-26 2017) 

• One full page advert in Sainsburys
Magazine (circ. 189,578) with 
recipe ideas for “occasion food” 

• Trolley media
• Online activity at sainburys.com: 

top homepage banners, shelf top 
banners and search cross-sell 

• In-store: Total units sold: 97,635 
• 506% increase vs pre period, 

$321,150 total

• Online: Total units sold: 6,674
• 514% sales increase vs pre 

period 

• 4,758 customers engaged with the 
campaign



Japan
• One of Alaska’s largest and most stable 

seafood export markets for approximately 50 
years.

• Japan remains one of the world’s largest 
seafood buyers. 6.27 million tons consumed.

• Key consumer: pollock surimi, pollock roe, 
herring, herring roe, sockeye salmon, cod, sole, 
rockfish, king crab and snow crab.

• 2017 saw one of the poorest Hokkaido chum 
harvests on record – chum roe prices are high. 

• Kamaboko consumption is decreasing while 
surimi prices have increased. Innovations: 
“Halloween Kamaboko” and finger food wine 
pairings. 

• Increased interest in sustainability.



Alaska Seafood Gift Products 
Promotion

• Sogo Seibu Department store (7-I 
holding affiliate) created a catalog 
for “oseibo” year-end gifts.  

• ASMI Japan worked with celebrity 
chef Ryuta Kijima to create a 
range of Alaska Seafood gift 
products.

• Rockfish, sockeye salmon, 
herring roe, pollock roe, king 
crab, black cod and salmon roe 
included.

• The Alaska Seafood gift products 
have two pages in the catalog.

• 600,000 copies delivered. 



Surimi Crab Leg Promotion at Costco

• Costco Wholesale Japan has released a surimi 
crab leg product with "100% Alaska Pollock surimi" 
printed on the package including the ASMI logo. 

• Surimi Crab Leg promotion with Costco, June 2017.
• Sales demonstrators at 25 Costco outlets.
• Advertisement in Costco Connection magazine.
• Billboard at new Costco outlet, running until 

February 2018.
• 8,951 packs sold between July and August (1kg 

each) with a total value of $136,476.





China

• ASMI China promotions spread across
15 municipalities and provinces
covering a total of more than 20 cities
in the past three years.

• In 2016, China’s economy grew by 6.7 
percent, and is one of the highest in 
the world. 

• Strong domestic consumption driving 
the economy.

• The most populated country in the 
world

• Burgeoning e-commerce industry
• Macau has finally witnessed a 

rebound in GDP of 10.3% after the 
economic downturn caused by China’s 
anti-corruption campaign.



Pollock Mooncake 
Promotion

Sept. 9-Oct. 10, 2017
• 1st integration of Alaska 

seafood into traditional 
Chinse mooncakes

• Alaska pollock filling
• Promoted in 

LaoDaFang (30 outlets) 
in Shanghai and 
Carrefour (69 outlets) in 
Eastern China.

• 20,000 kgs of Alaska 
pollock was consumed 



TMALL.com
Long term partnership

Detroit: Gateway ‘17, tie in promotion June 21 with a live-stream from 
Gateway ‘17 featuring Alexa Tonkovich 
$1.22 million in sales 

Singles Day: 11/11 
85,000 kgs, $870,000 in sales
Sockeye salmon, Pacific cod,                      , black cod, pollock, king crab, 
snow crab, and sea cucumber

Other e-commerce partners:JD.com, 
chunbo.com, SFbest.com, Yiguo.com and 
benlai. 

yellowfin sole



Eastern Europe
• Ukraine, Romania, Moldova, 

Kazakhstan, Azerbaijan, Georgia, 
Armenia, Lithuania, Latvia, 
Estonia = 105 million consumers 

• Total region’s Alaska salmon 
imports - 2016 - 2,300 tons: $15 
million -53% (2015/16)

• Total region’s Alaska ground 
fish imports - 2016 - 13,000 tons: 
$27 million +80% (2015/16)

• Pollock surimi - 5,300 tons - $12 million 

• H&G - 4,700 tons - 4,800 tons - $9 
million
pollock mince, frozen fillets

• In CY2016, Ukraine’s GDP recovered by 
2.3% as key reforms took hold

• Fish imports recovered by 30% 

Investment fish quotas, a new state supported 
measure, may result in 100 ships and 10 coastal 
plants built in 5-7 yrs in the Far East (Source: 
Russian Federal Agency for Fishery)



Eastern Europe: highlights

Market visits: 15 trips and events

Retail promotions : 
Salmon roe – UFC Ukraine 

Salmon roe, keta - Selida Lux Moldova
Salmon roe – Viocris Impex Moldova

Keta – Seafood Group Georgia
Salmon roe – Ocean Fish Romania 



Brazil
• 210 million people
• GDP Growth est.:  2017: 

0.7%, 2018: 3.0 – 3.5%
• Growing Seafood Imports; 

imports from the U.S. 
projected to be stable 
compared to 2016

• Eighty-eight retailers 
carrying Alaska seafood 
nationwide in 2017.

• Exporters must update 
registered labels through 
DIPOA’s online system.

• Old labels no longer accepted 
after Nov. 27th.



2017 Fish Week 
Sept 1 – 16

• Major retail merchandising 
campaign: Alaska pollock, 
cod, sockeye, keta and 
pink salmon

• 8 States
• 21 Retail Chains
• 3 Importers/Processors
• 92 Outlets
• 360 Store-Days
• 7.4 tons sold @$107K



Social media: 
Over a MILLION likes on Facebook

• Two Facebook pages
• fb.com/peixesdoalasca 788K
• fb.com/bacalhaudoalasca

242K
• Instagram

@peixesdoalascabrasil:
2,720

• Youtube channel
• Alaska Seafood Brasil



SEU: Spain, Portugal and Italy
• Spain: Population 46.4 million Nº4 world 

seafood importer by value ($6.5 billion) 
in 2016-17

• Italy: Population: 60.7 million Nº6 world 
seafood importer by value ($5 billion) in 
2016-17

• Portugal: Population: 10.3 million Nº17 
world seafood importer by value ($2 
billion) in 2016-17

• All registered GDP growth, second year 
in a row

Number of origin-identified Alaska salmon, cod and other 
seafood products sold at retail in SEU (measured as part of 

Local Suppliers List Update Survey along with ongoing 
monitoring of industry press and seafood retailers)

• Product lines are expanding:
• New sections of natural and 

organic and locally-produced 
foods are growing. 

• Prepared meal solutions 
continue to grow, including in-
store sushi kitchens.



CONXEMAR 2017
• Seven US Companies and three 

local distributors worked out of the 
ASMI booth

• $31 million in projected sales
• Industry met with 250 local buyers
• 41 trade leads from 19 different 

countries collected



HRI Trade shows:
• ASMI participates in collaboration with local 

processors and distributors. 

• December: FICOBA in Irun, Spain
• January: Madrid Fusión, in Madrid, Spain
• March: Gustoko in Bilbao, Spain 

Identità Golose in Milan, Italy
• April: Alimentaria in Barcelona, Spain
• May: Salón de Gourmets in Madrid, Spain



• Central Europe: Germany, Austria, Switzerland, Czech 
Republic and Poland: 147.5 million consumers  

• The Central EU region still accounts for one of the 
strongest economic areas within the EU. 

• Led by Germany, combined GDP is over $17 trillion for 
the region. 

• Salmon and pollock
• Growing seafood consumption among younger 

consumers.
• Poland: 262 seafood processing facilities: 500,000 MT, 

$2.4 billion/year 



Origine Project at Prodega
• Launch of Alaska coho under the origine

brand

• Largest Swiss C&C chain: Prodega

• The Origine home brand of Prodega only lists 
selected food origins featuring mainly organic 
foods and artisan manufacturers. 

• The brand also includes an own sustainability 
ranking covering a traceability index, a 
management check and the environmental 
footprint of the producers. 



New Alaska Pollock Materials



Upcoming:
• Doctor’s office promotions
• New brochure in development to be distributed to doctor’s offices 

and clinics in Germany, Poland and France.
• 2,500 waiting rooms in France
• 3,000 waiting rooms in Germany



Western Europe: France and Belgium
• Meet Bruno Corréard, WEU Trade Rep! 
• France is the #1 seafood market of the EU28 

in value (Spain: #1 market in volume). 
• Salmon, cod, pollock, roe, black cod, crab, 

everything!
• France: #1 surimi market in Europe. 13% 

drop from 2013.
• Aging average French seafood consumer 
• 70% of the consumers are over 45 years old 

(all seafood segments)
• French couples over 50 years old are 

responsible for 50% of chilled finfish 
consumption

• 2016 sales of prepacked finfish cuts went up 
by 23.1% compared to the year before 

• Round fish sales dropped 12.1% 

The 2016 per capita seafood consumption 
in France: 74.5 lbs (LWE) (US: 47.2 lbs LWE)



Keta and pink product 
launches/promotions

• Leclerc (retail): Keta steaks and H&G 
Pink (both featured in the 2017 
Christmas catalogue) 2 product 
introductions (November 2017) 

• Metro (cash & carry): Keta skin-on 
fillets, logo on label, product 
introduction (November 2017)

• Cora (retail): Keta steaks product 
introduction (December 2017)

• Le Delas (wholesale): Keta steaks 
product introduction (December 
2017)

Keta steaks:
Leclerc, Cora, 
& Le Delas (wholesale)

Pink fillets
Leclerc 100 MT

• Pink salmon 
Christmas special at 
Flunch



Alaska Pollock Plans
• Position Alaska pollock surimi 

as a fitness food 
• Home service companies are a 

major spur to action for the 
promotion of single frozen US 
Alaska pollock in France: Maximo, 
Argel, Toupargel, Artika.

• They want top quality products 
when the traditional supermarkets 
often sell twice frozen AP from 
China.

• Planning with home service 
companies for the promotion of 
single frozen US Alaska pollock in 
early 2018 and planning a spring 
foodservice promotion.

• Maximo included Alaska pollock
loins in their Christmas catalog, 
with the ASMI logo, for free!



Upcoming
• Female buyers’ mission to Dutch 

Harbor Jan. 29-Feb. 3
• Seafood Expo Global in Brussels, 

Belgium April *booths and tables 
available!*

• Cochran buyers’ mission from 
Ukraine summer 2018

• Culinary Retreat
• China in-bound mission summer 

2018

This could 
be you! 



Thank you!

Hannah Lindoff
Hlindoff@alaskaseafood.org

Monica George
Mgeorge@alaskaseafood.org

Alice Ottoson-McKeen 
Aottoson-McKeen@alaskaseafood.org

311 N. Franklin St. Suite 200
Juneau, AK
(907) 465-5560

mailto:Hlindoff@alaskaseafood.org
mailto:Mgeorge@alaskaseafood.org
mailto:Aottoson-McKeen@alaskaseafood.org
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