FY19 Tactics Brainstorm December Notes
General:
• Identify and train chef experts per species to be Alaska seafood ambassadors. We utilize these chefs for all recipe development, video demos, speaking engagements, help with PR, events, etc:
· 3 salmon – Chris Consentino, Seth Raynor, Giuseppe Tentori
· 1 halibut/sablefish
· 1 shellfish
· 2 groundfish (maybe 3 to be equitable with salmon?)

• Redo partnership application form in foodservice with menuing language, make it digital/online. Per Stephen:
I think that we ought to change this to sections that can be completed on line. Each section could be read through by the applicant requiring them to click "next" to continue. 

The sections could be:
1. The story of wild Alaska seafood and the power of the brand
2. Requirements for calling out wild or wild caught Alaska seafood by species
3. Logo use standards
4. Logo use licensing agreement using e signing of some kind
5. Partnerships application with guidelines for partnership

• Transition SWAP Meat to Flip to Fish

• Ad (Media?) Plan – Tricia to develop plan for $100K for foodservice. Creative is about chef developed recipes/flavor of Alaska

[bookmark: _GoBack]• At foodservice – look into “in-store demos” with a chain partner – where the restaurant offers samples of an LTO or menu item

• Frozen education program partnership with Johnson & Wales. Covers – frozen fresh, fresh, handling, preparation. Review Wild Style and Seafood U as starting point.

• Super foods recipe development partnership

• Marine foods recipe development

• Style guide/Creative – resume this project with consideration for France’s Forever Wild look

• ASCA – do we need this still, do we marry it with the expert chef ambassadors idea above, or keep it separate. I would suggest two groups with specialized application.

• Conferences FY2019: SENA, NAMI COP training, WFF, NACUFS, ICCA, GCIA, rethink Food, Plant Forward Culinary Summit

Shellfish Specific:
Ugly Crab – operator promotion focus with hotels/resorts/casinos (Hard Rock Café)
• Find out who has Ugly Crab – talk to a few targets and see if promoting it this way is feasible.
• Find out from Mark what he thinks about this at retail – can we do Whole Foods promo – similar to Ugly produce.

Sustainability –
• Sustainability brochure is being redone/updated this fiscal

Differentiating Bairdi per shellfish committee –
• Need to find out what the challenge is here/goal

Golden King Crab – 
• Producers want ASMI to highlight “brown” to “golden” following name change (revise fact sheets, recipe cards etc.).

Whitefish Specific:
• Leveraging popular species to promote underutilized species – need to ask Mike Cusack
• Protein Conversion rates on pollock – asked GAPP and research not ready
• Pollock – return to cousin to cod language
I think we should work with GAPP and maybe Trident and American to do some research that will help support calling out Pollock as a good thing.

Halibut Specific:
• Partner with Technical and chefs to figure out best methods for preparing chalky halibut
And some language that translates the issue to operators without scaring them. Note that quality handling videos suggested for social media were discussed as better option for the industry-focused FB page rather than the consumer social media sites.

Salmon Specific:
• Recipe development for nose to tail salmon – Partner with Chris Consentino and develop a 3 min how to video
• Recipe development for canned sandwiches with chain focus. Also, keep canned pinks in the hearts and minds of trade while limiting purely sales-driven promotions such as working with RDs and creating new POS material.
Focus more on frozen product as a fresh item year round. 

