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[bookmark: _5wwl3au8mwg4]ASMI Mission
ASMI is a marketing organization with the mission of increasing the economic value of the Alaska seafood resource.
Domestic Program Goals
1. Increase seafood’s share of plate. 
2. Develop an originator and optimizer focused brand and generate awareness.
Domestic Target Consumer Audience
Based on the recent Technomic research, the domestic marketing program can reach over half of current and future seafood consumers by targeting seafood super consumers: originators and optimizers. These same groups are poised for growth in category spend and purchasing power. Domestic’s B2B focus will be reaching these seafood consumers.
The Originator – Always On Trend/Always Socializing
The Originator is always talking to someone, in person or digitally. Originators are adventurous and are tuned into current trends – they make their purchasing decisions deliberately and are the early adopters across consumer categories. This group, responsible for 18% of all consumer seafood spend, is the first to try the new restaurant on the block and isn’t nervous about trying to make the same dish at home. 

This group is interested in eating healthy, wholesome foods and view increased consumption of fish and seafood as a way to continue to improve their diet.
Eating isn’t just about the food itself, however. The social aspects of dining out and cooking for others at-home are equally important as the health content or taste & flavor.

	The Optimizer – Uses Technology to Facilitate Busy Lifestyle
The Optimizer is on-the-run, often using food as fuel to get them through their busy day. For the Optimizer’s busy lifestyle, they need food solutions that they can count on to be convenient and reliable. They cannot risk something that will throw off the flow of their day.  This group is responsible for 24% of all consumer seafood spend.

In terms of foodservice, the Optimizer uses a wider variety of foodservice locations for a wider variety of occasions. On the retail side, they are pioneers of e-commerce leveraging a wide variety of retail channels to meet their needs. 	

[bookmark: _4po3vket7h59]Domestic Program Strategies
In order to raise the value of Alaska seafood, the domestic marketing program will ensure efforts are strategic, targeted, and measurable. The program efforts will be built around the belief that eating healthy, pristine, and delicious seafood from Alaska can have a significant positive impact on a person’s health, attitude, and life experience, as well as the environment. 

1. Encourage people all over the country to eat more seafood: Domestic will simplify the message to bring more consumers into the seafood category. This will elevate the brand conversation from that of farmed vs. wild or confusion in the marketplace regarding certifications. This strategy will align Domestic with other stakeholders in the seafood space, such as Seafood Nutrition Partnership, National Fisheries Institute, and other domestic wild-capture fisheries. 

2. Position Alaska as the world’s most trusted source of premium quality seafood: In the seafood category, ASMI will set Alaska apart for its premium table stakes (quality, flavor, texture) as well as the pristine frontier origin, gold-standard sustainability, way of life, and American jobs. #AskForAlaska

3. Promote the functional nutrition message of Alaska seafood products: On all channels Domestic will craft messaging, communication styles, and vehicles that get the word out about improved mental health, muscle recovery, longevity, etc. 

4. Increase focus on B2B channel promotion with healthcare feeding programs: Domestic will seek out new partnerships with healthcare, adult care, and day care feeding programs. The program will also work with organizations such as: American Cancer Research Institute, American Diabetes Association, and American Heart Association to further develop the health and wellness image of the brand through recipes and outreach. 

5. Increase brand impact with strategic brand partners: Domestic will search for and try out brand partners whose values and target consumers align with the program, inside and outside of the seafood category. Domestic will consider each brand’s national reach, growth strategies, messaging, communication strategies, and target consumer segmentation (alignment with originator and optimizer targets). 

6. Pursue emerging technologies to ensure inclusion in the path-to-purchase on all channels. Align with technologies that B2B partners are using to connect with target shoppers and patrons. Domestic will leverage technology, when possible, to better direct funds to messaging and promotions that keep Alaska seafood top-of-mind.

7. Elevate the perception in the marketplace of frozen seafood. Domestic will further develop the messaging around “frozen fresh” to counter perceptions in both food channels and consumer mindsets.

8. Diversify the brand imaging: ASMI will actively seek out sponsorships and images to that represent the diverse population mix of our super consumer target.  
Domestic Program Tactics
1. Encourage people all over the country to eat more seafood: In order capitalize on the movement of seafood as a health forward and environmentally friendly protein source, ASMI will meet with stakeholders in the category to find ways that they can align around the message, “Eat More Seafood.” This could include working with organizations like Seafood Nutrition Partnership (SNP), National Fisheries Institute (NFI) and explore ways to work in tandem with other domestic wild-capture fisheries.  

2. Position Alaska as the world’s most trusted source of premium quality seafood: Domestic will continue to promote #AskForAlaska and communicate the premium attributes of wild Alaska seafood in taste, texture, and meat quality. In the B2B environment, this will translate into sponsorship messages that highlight the uniqueness of Alaska seafood products, the way of life that is afforded to not only rural Alaskan communities, but Alaska economy at large, and all the way to American jobs that cannot be outsourced. ASMI, through brand imaging and messaging, will also continue to highlight the pristine frontier coastline in the origin brand messaging. 

3. Promote the functional nutritional message of Alaska seafood products: Domestic team, working with the Technical program, will develop best practices around health claims within regulations like FDA. We will develop easily assessable visuals and written collaterals that can be shared with B2B partners and across ASMI programs. Domestic will refresh the FEED YOUR FITNESS campaign with these assets and align the release with the 2018 Food & Nutrition Conference & Expo (FNCE). We will work with organizations like the American Diabetes Association (ADA), American Institute for Cancer Research (AICR), and American Heart Association (AHA) to promote these assets. 

4. Increase brand impact with strategic brand partners: Domestic is partnering with Kona beer part of Craft Brew Alliance with national distribution and will try its first joint promotion in the fall for National Seafood Month. The program will continue to connect with partners who share a desire to grow larger. By partnering with known brands, Alaska seafood can be a simple a choice like other meat options. The program is already hearing partnership possibilities in the Mediterranean diet space that could be exciting. The partnership with Ste. Michelle Wine Estates (SMWE) is stronger than ever and now extends through three (possibly four) of their portfolio brands. Domestic not only shares the values of sustainability with both, but also health and enjoyment of the meal experience at home and away from home.
  
5. Pursue emerging technologies to ensure inclusion in the path-to-purchase on all channels. This means staying on top of innovation in the marketplace and networking with the players as they emerge. Domestic will work with meal kit services both in-store and ecommerce models. The program is talking to a smart speaker developer as the smart kitchens in foodservice and in homes grow exponentially in America. Domestic could possibly partner with appliance companies, or new professional distribution channels as they emerge. In this way, we hope to break ground and establish relationships that can then lend learning or networks with industry.  

6. Elevate the perception in the marketplace of frozen seafood. Domestic will connect with chefs and retail partners to encourage messaging about frozen product from Alaska. We will share videos and develop simple collaterals that can be used to educate the public about the advance technologies and best practices when it comes to frozen fresh. We will continue the COOK IT FROZEN! campaign, adding to it educating home and professional cooks on how to slack out FROZEN FRESH product and get the best possible results from their Alaska seafood products. ASMI will amplify the message of frozen seafood as a means for reducing food waste.

7. Diversify the brand imaging: As seen from the new research, the American public is becoming more and more diverse as the generations come and go in our country. As the program is developing messages, assets, and collaterals. Domestic will look for ways to feature people of color and a variety of ethnicities in the materials. The program is not looking to appropriate various cultures within America, but rather to honor them and find a place within them all. 

8. B2B Partnerships at retail and foodservice: Domestic will continue to work with our existing partners and seek out new partnerships that are especially aligned with our super consumer targets: Optimizer & Originator. 

9. [bookmark: _GoBack]Control cost and increase branding impressions: The program will look for ways to control costs. We are making a concerted effort to optimize our materials printing, storage, and fulfillment. We are looking at the UI with our current contractor as an important way to increase the usage of POP collaterals in store, and online. 
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