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ASMI Domestic Marketing Committee Meeting
Tuesday, October 30, 2018
10:00 AM – 4:30 PM AKST
Captain Cook Hotel – Anchorage, AK
Endeavor Room

I. Call to Order
10:01am Thomas calls the meeting to order.

II. Roll Call 
Present: Thea Thomas, Tom Sunderland, Bob Barnett, Lilani Estacio, Branson Spiers, Mike Cusack, Kendall Whitney, John Daly, John Salle. Ron Jolin joined at 10:07am.

Absent: Fritz Johnson

All committee members, staff, audience members present introduced themselves, and Thomas outlined committee procedures.

III. Approval of Agenda
Sunderland moved to approve the agenda, seconded by Jolin. Thomas changed the order of the agenda, switching items X and XI to move the contractor presentations before the guest speakers. There were no objections to the change.

Agenda approved with one change 10:09am.


IV. Approval of Minutes from the 09.20.18 Committee Meeting
Sunderland moved to approve the minutes, seconded by Jolin . Barnett noted a change that he was not available at the last meeting after 9:30am because he was disconnected. Thomas noted change and approved the minutes.


V. Public Comment
No comments from the public.


VI. Communications/Consumer PR Update – Jeremy Woodrow and Edelman
Communications Director Jeremy Woodrow introduced Edleman staff, Pheniece Jones and Katie Golberg, to present on consumer PR and brand awareness. Goldberg said Edleman provides eight full-time staff to support ASMI’s mission. Goldberg emphasized storytelling as a key way to educate consumers about Alaska seafood. Jones talked about the media partnerships that promote Alaska seafood, such as The New York Times, Martha Stewart and Bon Appetit. Jones referenced how important social media influencers are with sharing content containing Alaska seafood. Goldberg and Jones shared the upcoming program activities calendar in closing, andWoodrow encouraged everyone to share content or story ideas, and to direct those to ASMI staff.

Estacio ask how much lead time is required to respond to meeting action items; Goldberg responded that they are able to shift and adjust upcoming programs as needed due to new trends and media landscapes. April and May are planning months for upcoming fiscal year. Jones says that they will include salmon roe and canned salmon into upcoming NYC events, which was feedback from the day before in the species committee meetings. Salle asked if there are domestic chefs at the FAM trips in addition to media members. Goldeberg mentioned that they do bring domestic chefs on trips with the media but there were not domestic chefs at this year’s FAM trip; they are exploring the idea of just having a FAM trip for chefs. The international team usually brings chefs on their FAM trips rather than media.


VII. FY19 Budget Update

Domestic Director Victoria Parr directed the committee to the budget documents in their binders, and explained the domestic program is on track to be under budget, primarily due to the absence of a national Food Service representative. The spring partnership with Costco did use significant funds, which caused retail to be over budget. 

Higher travel costs due to staff turnover and cross over training for existing staff traveling more often to fill those gaps. 

Parr said that trade promotions now covers more items than previous years. Sunderland asked for clarification about underspent items and category shifts. Parr mentioned retail trade show spending was increased due to Expo East and Expo West and the coding of Seafood Expo North America. 

Thomas asked if Costco caused an overspend in retail trade promotions and if that included frozen. Jones, from the audience, clarified that it was frozen sockeye salmon. 
Parr asked the committee to look at the retail trade advertising budget and suggested ASMI and the committee work together to use those funds which total $88, 000, with $65,000 encumbered. Sunderland questioned the difference in FY18 and FY19 budgets and asked for the minimum these numbers should be. Parr brought up SmartBrief and how ASMI utilized that trade money in the past, but the program should explore other options in the future for trade advertising. 
Thomas asked for clarification on SmartBrief. Parr explained that it is sent to trade industry members such as Culinary Institute of America. Sunderland provided additional clarification. 

VIII. New research update – Will Notini & Angelina Eccher 
Notini and Ecker, from Technomic, presented slides sharing in-depth insights from their consumer research.

Parr emphasized that the super consumers have recipes in mind when shopping and Notini explained ways they can specifically target the consumers from this data in the future.

Thomas asked to clarify if the study is ongoing. Notini explained they ran one study to get the initial data and a second study to get more details from those consumer segments. Parr said that we have a subscription with Technomic, and ASMI can do a deeper dive into the research. 

Audience member Andy Wink asked how rigid the consumer segments are and asked if there attributes that overlap. Notini answered that the segmentation is built to capture what the consumer would do the majority of the time. Certain groups are closer to others and have messaging pairs.

Salle asked if the research shows dining specifics like which restaurants and what are they ordering, which Notini confirmed in original research. Salle mentioned ASMI has historically done a good job breaking down the specific data for industry members.

Goldberg from Edleman mentioned that the super consumer groups are being focused on with PR as well.

Audience member Larry Wink asks the sample size and how was the research survey conducted. Eccher and Notini confirmed this recent data used a sample size of 1,500 consumers, conducted via online panels. Parr mentioned that the original survey last year had 4,000 consumers in the sample size. 

Wink questioned if the low numbers on sustainability are surprising. Notini says that sustainability is relatively high on the priority list considering the top priorities like freshness, value and visual appeal. Sunderland mentioned he’s surprised that sustainability is as high as it is, and is encouraged that the data shows the Alaska Seafood logo has a strong impact on consumer confidence.
Spiers asked about the difference in consumer groups with shopping online. Notini clarified that the data is specific to grocery and seafood online. Parr explained there will be additional info about this topic later in the meeting.


IX. Lunch
Thomas broke the meeting for lunch 11:58am.

X. ASMI Contactors 
Thomas reconvened at 1:05pm; all committee members present except, excluding Jolin.

Distributor Promotions Representative David Wooley presented information on ASMI’s Distributor Promotions, specifically speaking to broadline distributors such as Sysco Corp., Food Services of America and Reinhart Foodservice, and the sales promotions implemented this year. 

Ron Jolin rejoined the group at 1:11pm.

Wooley noted that whitefish is the major species being sold at broadline distributors. 
National Foodservice Accounts Representative Stephen Gerike presented about his role with the domestic marketing team and working with national chains as well as campus & university dining spaces, lodging and resort accounts. Gerike is focused on high volume accounts, calling out wild Alaska pollock, penetrating menus with more species, chasing tilapia off the menu, education and sustainability. 

National Retail Representative Mark Jones presented on retail trade promotions, with7,115 total retail partners this year. Jones stressed the importance of using Alaska seafood logo on packaging. Two Costco promotions took place this year for the first time. Target is revamping their packaging to include the Alaska seafood logo. Upcoming and pending promotions include QFC, Walmart and Whole Foods. 
Matt Heres with Revelry Group presented on reaching seafood trade professionals and foodservice professionals. Revelry has helped create seven million media impressions and 55 media placements this year. Heres said that editors want to feature more of the Alaska seafood industry and put a face to Alaska seafood. Heres asked the committee for participation in providing more content and stories about Alaska seafood to give to editors. 
[bookmark: _GoBack]Executive Director Alexa Tonkavich presented awards of recognition to David Wooley for his 24 years of service to ASMI, and Mark Jones for his 22 years of service to ASMI. 
Thomas called for a 15-minute break at 2:25pm.


XI. Guest Speakers: 
Thomas called the meeting back to order at 2:51pm.

Jalaane Levi-Garza from Fexy Media explained how her team helps to promote Alaska seafood recipes and partnerships via Simply Recipe sand Serious Eats. Levi-Garza presented on how Fexy leverages Alaska seafood across mass distribution channels and Fexy sites. The summer 2018 campaign with shoppable recipes featured multiple Alaska seafood species and partnered SMWE and Kona. The summer campaign garnered high engagement with 12,942,045 impressions. Users spent an average of seven minutes on the recipe sites, 40% longer than site averages. The campaign for National Seafood Month featured more online grocery partners including Instacart and Kroger/ClickList in addition to Amazon Fresh/Prime Now. The current National Seafood Month campaign has users spending six minutes, 50 seconds on Alaska seafood recipes. 
Salle asked where the 12 million impressions come from, and Levi-Garza responded that the impressions incorporate the website, social media posts, newsletters and recipe hub. The group discussed organic social posts and how users find those recipes on their own. Salle asked for the campaign costs, which Levi-Garza explained was $92K for the summer campaign, and $90K for National Seafood Month. The recipes will remain on the Serious Eats and Simply Recipes sites.

Prompted by Cusack, the group discussed searching the Serious Eats and Simply Recipes sites for “salmon” vs “Alaska salmon” and weighing the benefits of each. The group also discussed adding the health benefits to the recipe pages and how to make fish approachable when consumers sometimes find seafood to be intimidating. It was confirmed that ASMI is partnering with the American Heart Association and the American Institute for Cancer Research to certify recipes and help emphasize the health benefits of Alaska seafood. 

Peter Houghton with SMWE presented details about the strong partnership between ASMI and SMWE for the last 22 years, as well as sharing the success from the recent summer and National Seafood Month campaigns

Molly Torres with Kona Brewing presented on the new ASMI/Kona partnership and the appeal to Optimizers and Originators. Goals of the partnership included driving awareness for National Seafood Month, engaging super consumers (Optimizers/Originators) and securing product in seafood departments.

Kevin Ryan with GCIA/ICCA presented on partnership with ASMI, and mentioned that ASMI was the first founding sponsor of GCIA/ICCA. GCIA represents the top 400 chain restaurants in the US and 38% of total restaurants sales in 2017. The group discussed the educational and relational impact the Summer 2018 FAM trip to Alaska had on members. 

XII. Domestic Program Plans and possibilities – Victoria Parr
Thomas requested to push this update to the spring budget meeting. 

XIII. Industry Update
No members had industry updates. 

XIV. Committee Questionnaire 
The committee discussed the species committee questions brought forth to the Domestic committee.

Discussion then moved to the Operational Committee questions that will then be brought to the board of directors. 

XV. Old Business and Good of the Order 
No old business or good of the order business.

XVI. Elections
Thomas indicated her chairmanship was over after two years and that the committee needed to elect a new chair. Thomas nominated Salle for chairman; Cusack nominated Estacio for vice chair. Jolin made a motion to close the election and the motion was seconded by Barnett. Jolin acknowledged and thanks Thomas for her work as chair. 

After a blind vote, Parr announced that Salle received all votes for chair and Estacio received all the votes for vice chair. 

XVII. Schedule Next Meeting, Spring 2019
Thomas proposed the next committee meeting on April 16, 2019 in Seattle at Ocean Beauty. The date was accepted by the committee. 

XVIII. Adjourn
Cusack made a motion to adjourn, seconded by Jolin. Thomas adjourned the meeting at 5:25pm.
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