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Category Context

Consumers seek seafood that is wild, healthy and
tasty, but crave more inspiration when it comes to
preparation.

#1 Health is the top reason why consumers

choose seafood, followed by Taste

8 2 O/o Prefer wild seafood over farmed

seafood

7 4 O/ Want to eat seafood more than
o they a|reao|y do

(o) Aren’t sure which seafood is sustainable
61%

and which isn’t




Culinary Context

Cooking tips and inspiration would help
consumers cook seafood more often.

Say cooking guidance would he|p
them cook seafood more often at

home, inc|uo|ing:

Recipes (35%)

Knowing easy cooking methods
(29%)

Having more time to cook
(24%)

Knowing what to cook it with
(20%)

Having the right equipment
(17%)

Among those who cook seafood at home, the prep

option used most often is:

STOVE
OVEN

GRILL
AIR FRYER

Material+ for ASMI Consumer Researc h,2023



Trust Context

Building trust and providing inspiration on an
ongoing basis is more important than ever to
drive purchase.

M%

17%

18%

Say it's more important to trust Purchase
the brands they buy/use today.

79% for Gen Z

Of Gen Z (and 73% of Millennials)
consider environmental impact and
sustainability when making a

purchase.

Of consumers say that they uncover

things that attract them to a brand Advocacy

and drive loyalty after the purchase

Edelman Trust Barometer, 2023



Historical Context

Increased reach for Alaska Seafood YOY by leaning
into “wild” and “taste” via omnichannel campaigns.

Make the Wild Choice (FY23) #AlaskaSeafoodHacks (FY22)

Highest-reaching campaign in terms of All-time best campaign records for social

impressions and views. engagement and link clicks.

Experts Share How to Make the Wild
Choice as Consumers Are Hungry for
Seafood Education




Audience Context

Target U.S. consumers span generations and
behaviors.

EXPANDING SEAFOOD CONSUMER CLASSIC SEAFOOD CONSUMER
Millennial and Gen Z, ages 18-40 Gen X an Boomer, ages 41+

Seafood Behaviors \ Seafood Behaviors

* Choose seafood because of
Recipes, Wild and Sustainable

* Maintaining seafood consumption

* Choose seafood because it is
Healthy, Wild and Sustainable

* Increasing seafood consumption . oo g 58 0o oot
* More interested in choosing seafood Ic m|os y with what they know
over other proteins (e-g-, sa mon)

Culinary Attitudes

Culinary Attitudes
* Hungry for flavor and convenience * Enjoy cooking from scratch
g- ’ S * Turn to food for specific nutrients
* Cooking variety influences purchase. . Bu g Lo farri
* 77% say a products environmental .e levez oodis lr'\tegra to tamily
friendliness is important time and connection

Channel Samples

ﬂ @ Ehe New ork Times EatingWeII,
martha stewart CNN @

Channel Samples

@ delish Kueltew
POPSUGAR. mbg EATER

[ Consumer - 50% [ Consumer - 40% |

Mintel, Fish and Shellfish - US - 2023; Edelman Trust Data 2023; Datassential Restaurant Customer Research, 2022; Food Marketing Institute Power of Seafood Report, 2022; Morning Consult, 2022



Audience Context

Target U.S. trade audiences include foodservice
and retail.

DOMESTIC FOODSERVICE DOMESTIC RETAIL

Foodservice (commercial and non-commercial) Retail trade media and partners.
operators, chefs and trade media.

Priorities Priorities

* Foodservice (ingredient and e Data, consumer trends

technique) trends * Retailer examples/sources

* Inspirational content 4+ Opportunities

*  Operator examples .
* Consumers continue to cook more at

Opportunities
* Consumers craving more seafood home, including seafood

on menus * Seafood-savvy consumers have
* Less seafood-savvy consumers

often look to away-f'rom-home

become comfortable with go-to
species like salmon, and are open to
occasions to enjoy seafood branching out to new species

* Seeking connection between in-store

and online shopping experiences
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FY24 Plan

OUR OUR
CHALLENGE: OBJECTIVE:

Consumers are drawn to the Increase awareness and
health benefits, taste and consideration of Alaska
premium experience of seafood as a convenient,
seafood. However, they are easy to prepare and
intimidated when it comes to versatile option, that is
preparation, while also also wild, sustainable

|oo|(ing to understand and nutritious.

sustainability nuances.



OUR FY24 STRATEGY

RESEARCH SHOWS THE #1 BARRIER TO
BUYING AND COOKING MORE SEAFOOD IS
HOW TO PREPARE IT.

REMOVE THE BIGGEST BARRIER TO
PURCHASE WITH TIMELY AND SIMPLE
COOKING INSPIRATION WHILE REINFORCING
THE DEFINITION OF WILD AND
#ASKFORALASKA.
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OUR FY24 CAMPAIGN

COOK WILD.
#ASKFORALASKA.

Cook wild with us! Alaska seafood is the premier wild,
responsibly sourced, flavor-packed ingredient that can.easily
be the star of your p|ate.

As Alaska is the sustainablesource of 60% of our nation s wild
seafood, cooking wild is an attitude and belief that Alaska seafood
experts and fishermen know better than anyone else. With a bounty

of options and easy tips, you can live the Cook Wild ethos too.
l"stllp
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How Cook Wild Comes to Life

Campaign launched on September 26

S— Drive audiences to #CookWild by removing the biggest barrier to seafood purchase with timely and simple cooking

inspiration while reinforcing the definition and benefits of choosing wild and #AskForAlaska.

Omnichannel Cook Wild

Campaign
Fall and National Seafood Month Winter Entertaining and New Year Health Spring/Summer and Sustainability

Stove/Oven Recipes Grilling Recipes

Themes Air Fryer Recipes
(March-June)

(Launch on September 26-November) (January-February)

Launch - Release and Data

Hedley & Bennett Partnership

Social Media Sweepstakes

Cook Wild Sweepstakes (sep 26-0ce 3 Social Media Sweepstakes

Influencer Partnerships and Content Amplification - Five Culinary Creators/Influencer Partners

Activations
NYC Media Experiences

One-Off FAM

ASMI Program Extensions

Industry Toolkit Email

Campaign and Ongoing Storytelling via Earned Media and Owned Social




Cook Wild Initial Campaign Highlights

thegoldenbalance and
2\ alaskaseafood
A

Original audio

ENTER THE . F oL e
2 : i a4 ;8% thegoldenbalance & 2w

« @O K Wn LD 4 \ iz . - .- ¢ == Did you know that all seafood from
\' & y i~ € . V g Alaska is wild and 60% of the seafor
S 4 . e o S harvested in the US comes from Ale

* Follc

#ad

| partnered with @alaskaseafood to
show you how | cook wild with this
incredible wild Alaska sockeye salm
finished in the air fryer for only 8-1°
minutes. Click the link in my bio to
enter Alaska Seafood’s Cook Wild
sweepstakes to win a year's supply
Alaska Seafood, and more. #cookwi
E #askforalaska NO PURCH NEC. Ope
This is how | cook wild with Alaska 50 US/DC 18+. Ends 10/31. Rules:
seafood, show me how you do it! rules.dja.com/cookwild

¥ Qv

fﬁvﬁ 23,051 likes

#AS'(FOI’A’!S'(D —~ ' . = A =~ J »’ g - X 3 —..‘ K @ ‘-h.‘ 2 ‘ Add a comment...

Education and Sweepstakes: Consumer Data: Influencer:
Collateral: Chance to win a limited- Conducted consumer survey 6 posts from 5 influencers

Created industry toolkit, email edition Hedley & Bennett and shared results via a press  resulting in more than 1.4M
blast and Cook Wild landing apron, a year of seafood and release and nearly 300 views
page virtual cooking class, which pitches

garnered more than 400

entries



Cook Wild Culinary Creators

Ellen Marie Bennett

Q‘/ellenmariebennett and
LJ¥ alaskaseafood

Cooking with the best ingredients is ...

Ahmad Alzahabi

thegoldenbalance and
alaskaseafood

Did you know that all seafood from ...

@Y% alaskaseafood and 94 others

Kena Peay

bh Alaska Seafood

5 S { y il

&
(L 290

Lauren Grant

2 zestfulkitchen and alaskaseafood
Paid partnership - zestfulkitchen - Origi..

Alessandra Ciuffo

Miso Alaska King
Salmon and Ginger Soy
Alaska Sablefish

Air Fried Alaska Sockeye

Sa|mon

Bairdi Crab Seafood Boil

Additional Posts February &
May

Alaska Cod Milanese

Additional Posts February &
May

Pistachio Crusted Alaska

Halibut Sticks
Additional Posts February &
May



https://www.instagram.com/p/CtPB5c7Omcn/
https://www.instagram.com/p/CtPB5c7Omcn/




NYC Media Experiences

Media & Influencer Tasting and Demo
* March 14 at The Tin Building by Jean-Georges

* To inspire, educate and build relationships with top-tier
media and influencers, we'll host an engaging culinary
tasting experience in New York to demonstrate how and
why to Cook Wild featuring a chef and harvester.

In addition to the primary event, we’ll
schedule 2-3 personalized meetings and
tastings with select outlets to generate long
and short-lead press coverage.

People

2\

TODAY

martha
stewart

bon appétit




Proactive Media Relations

In addition to amplifying Cook Wild campaign activations, we'll drive earned press coverage throughout the year
by connecting to key calendar moments, highlighting messaging pillars and leveraging ASMI partners,
spokespeople and data.

The #1 Protein to Add to How to Use Your Fave The Most Sustainable Way to
Your Plate for a Healthier Appliance to Bring Out the Eat Seafood? The Answer Is
Best of Seafood Alaska.

Parade Kyelteu martha FLAVOR Forbes  asington
REAL SIMPLE stewart oo ”‘”'
Q) UERvARKET W E L L + GO OD delish bon appétit HousekEering FOOP = FOOD&WINE
Y naviaator.com

OO ® OQ® OQO®
e




Domestic/Trade Integration

Throughout FY24, we'll amplify activities of the ASMI Domestic team to ensure maximum visibility for the team’s
efforts, including conducting additional trade media relations for various programs, providing event support and more.

Alaska Seafood Chefs Ongoing Chef Industry Events Ongoing Retail &
Alliance Press Release and Collaborations Foodservice Media
Promotion Relations

SOUTHERN
" SMOKE FLAVOR
o L7y FOUNDATION .

HOT ALASKA POLLOCK ()
SANDWICH BY CHEF CHRIS international foodservice
COSENT'NO editorial council

% - = v

————— QN SUPERMARKET

;{EWS #) FOODDIVE
ations
‘RestaurantNews  OO€

Members

Lionel Uddipa



Nutrition PR

Health is one of the top reasons consumers choose seafood, so we'll highlight the nutrition and wellness benefits of
Alaska seafood year-round through various tactics with nutrition experts like registered dietitians, as well as

amplifying those messages on our owned channels.

Paid and Earned RD Relationships

X GOOD EVERYDAY®HEALTH
N HOUSEKEEPING Not Eating Enough Fish? 4 Easy

[
Recipes to Solve Any Excuse

3§ J 15 Healthiest Fish to Eat, According to
. . - These easy, tasty recipes will get you (and your family) eating more of this healthy protein.
Registered Dietitians

Load up on seafood in a safe (and delicious) way.




Owned and Paid Social Media

Across Instagram, Facebook, Pinterest and TikTok, we're executing a social media strategy and content cadence that

incorporates key learnings and insights to increase engagement of Alaska seafood content.

WHAT WE LEARNED

Sharing a balance of planned, UGC and agi|e content on a

Variety of formats and content types
monthly basis.

keeps audiences engaged.

Increase content designed for Stories and post via
Instagram and Facebook. Includes UGC content and new

video assets from ASMI (e.g, Channel Films) to build

engagement and connection with followers.

Audience is hungry for content,

specifically story-ready content.

UGC . P Increase UGC content with the ASMI community via
was a top pertormer among hashtags and reminders. Source UGC from consumer, trade

different types of content. and stakeholders with UGC guide.

Continue sharing recipes within editorial calendar, including

Recipes can be optimized across
Cook Wild campaign assets.

channe|s.




Increasing Creativity and Agility

To diversify storytelling on social, we want to increase real-time content and engage in social media trends. These agile, yet pre-
planned moments, will feature more “in the wild” footage showcasing the environment of Alaska, chefs and consumers cooking

with Alaska seafood, ASMI partnerships and events, and more.

Example: Capture Content at Example: ASMI Staff Captures Example: Capture Social-Friendly
Hosted/Sponsored Events Footage of their Life in Alaska Footage of Partnerships/Content Shoots




Measuring Impact

Objective Success Metrics

Quantity: How much are people seeing Alaska seafood content? (Impressions,

Increase positive

Awareness Placements, etc.)

for Alaska seafood by leaning into “wild” Qua|ity: How eﬁcective|y is Alaska seafood being seen overall and/or with |<ey

and other reasons to believe .
messages’ (Message Pull Through, Social Followers, etc.)

Inspire Quantity: How much is Alaska seafood content inspiring people to react and respond?
Ir

ConSider’ation (Engagements, etc.)

by differentiating and elevating Alaska seafood Quality: How strongly are key audiences responding? (Engagement Rate, etc.)
among key audiences

Drive Quantity: How much were we driving purchase intent for and/or direct sales of Alaska

Conve rSion seafood? (Clicks, etc.)

by connecting people with ways to buy or find Quality: How effective were our tactics at driving purchase intent and/or direct sales?
Alaska seafood while they’re feeling inspired (CTR ROAS. et )
, , etc.
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