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Communications Program Highlighted Roles

* Oversee domestic consumer public relations contract (Edelman)
* Including crisis monitoring and messaging
» Consumer-facing social and influencer program
 ASMI media relations lead
* Maintain and improve ASMI’s centralized marketing services
(website, asset library NetX, collateral clearinghouse KP)
* Manage and acquire new photo and video assets
» Stakeholder communications (fleet, industry, government
leadership)

* Promote benefits of ASMI and the seafood industry within Alaska w3k,
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OBJECTIVE

Increase awareness and
consideration of Alaska seafood as

the gold standard - wild-caught,
responsibly sourced, and undeniabl
delicious.




FY25 Consumer PR & Social at a Glance

The Shift to Engaging, Creator Led &
Community Focused Content Fueled
Social Success

Influencer Partnerships Delivered High
Engagement at Scale

Earned Media Coverage Drove the Majority
of Reach

TASTE

This Is TASTE 516: Your
Holiday Salmon Came
From Somewhere with

Alaska Fisherman
Hannah Heimbuch

— . B W Salmon Roe Is the
Lol — v — . e Pertect Ingredient
and the one you don't oftenhearabeut i nink" | = - FOI' ThiS M()Hlent
i == = These eggs are both
- luxurious and

affordable.



https://www.instagram.com/p/DIwL7-mRaWt/?hl=en
https://www.instagram.com/p/DEx42bQph5N/
https://www.instagram.com/p/DIhMOk2pNK6/
https://www.instagram.com/p/DJIbMfSPgEz/
https://www.grubstreet.com/article/salmon-roe-is-the-perfect-ingredient-for-this-moment.html
https://www.grubstreet.com/article/salmon-roe-is-the-perfect-ingredient-for-this-moment.html
https://www.grubstreet.com/article/salmon-roe-is-the-perfect-ingredient-for-this-moment.html




WHAT'S AHEAD

Looking ahead, October’s Alaska Seafood Month is spotlighting
the harvesters and species that make our industry thrive. The
upcoming holiday campaign and Pink Salmon season will keep

Alaska seafood top-of-mind for entertaining. And early in 2026,
our Lent activations will again position pollock and cod as the

affordable, sustainable protein of choice. These initiatives ensure

Alaska seafood remains at the heart of cultural moments year-

round.

Whether it's a holiday table, a school lunch, or a weeknight
dinner, Alaska seafood is there — wild, sustainable, and trusted.
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HARVESTERS & SUSTAINABILITY
KODIAK VIDEOS
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~  If | wanted to just go make My favorite way to prepare my catch
| money I'd have a different job.
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BETH PINGREE YOUNG |

Harvester | Salmon, Halibut Herring

eyes, ears and voices of the ocean.

(© wild Alaska Salmon & Seafood

4% @AlaskaSeafood Z @AlaskaSeafood
Why We Fish: Alaskan Harvesters Share Their Love Alaskan Fishermen Reveal Their Favorite Ways to
for the Sea Cook Alaska Seafood

FAVORITE WAYS TO VOICES OF THE
COOK OCEAN

WHY WE FISH
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HARVESTERS & SUSTAINABILITY

A
sllnﬁﬂgypot is r) rou‘rfd collapsnble pot &N
madé‘;éf ste‘el*anﬂ plastlc mesh -+ A
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Tom Meiners
Southeast Alaska Fisherman
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ASSETS AND CONTENT
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ASSETS AND CONTENT CONT’D
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ALASKA PINK SALMON PACKAGE
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WILD MADE EASY
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ALASKA PINK SALMON PACKAGE

£ HARVESTING ‘Q& . PROCESSING

\‘“ﬁhsﬂﬁhﬁﬂkhg:sﬁﬁp S

MEAL PREP SUSTAINABILITY

Hlaska Pink Saiman

WILD MADE EASY

Hlaska

Pink Safmsen

WILD MADE EASY

VALUE

VERSATILE

CONVENIENT

HEALTHY
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VALUE OF ASMI| & ASMI ROI

ALASKA SEAFOOD MARKETING INSTITUTE:
A’m Delivering Strong
ﬁ.......................... Returns to Alaska

] a
2%, ASMI MISSION:

e MaXimizing Value

The value generated by the Alaska Seafood brand over non-branded
seafood delivered an additional $464 miillion in value in 2023.
=+ ASMI's 2023 budget was $21 million.

THE ALASKA SEAFOOD MARKETING INSTITUTE
is Alaska's official seafood marketing arm

— composed of —
INTERNATIONAL MARKETING,
DOMESTIC MARKETING,
tﬂHHﬂHlﬂi‘HﬁHl. TltHHH:M.

ASMI delivers unmatched value, leveraging investments in marketing the Alaska Seafood
brand into measurable returns for Alaska's businesses, fishing families and communities.

A STRONG PRICE PREMIUM FOR ALASKA SEAFOOD

Major Alaska specles, such as sockeye salmon and Alaska pollock,
averaged a15% price premium cver competing products In 2023,

i ey

Tl The premium for these specles, which accounted for 46% of wholesale
ol ; value, was $318 million In first wholesale value.
ASMI s mission isto
80 | M1 T E the 1R W ALASKA SOCKEYE SALMOM ATLAMTIC SALMON
EEoMaGMIc VALLUE - . i.l RETAIL PRICE RETAIL FRICE
af the Alaska 1.qu|;-.;|.=| p 1 . q& PREMIUM JJ E
: Felouroe By g » - " t‘P »
Py [ [
1 T o« DeEeElag v @il - %“‘lﬂ
| gzpanding rmarkeks 3 F
[
+ lBuilding sred prokeciing ASHI WORKS HARD
| e : tion ; : A POWERFUL RETURN ON INVESTMENT
! I r;ir:;nﬂqﬁ.::‘ﬂr:m campelitize, market driven 5
1 Promating v QUSLry through E‘! .I'IID
vl | ng = mAnEE FOR EVERY
::.;:L";tﬁ-*m g - el S » Retail promotions led to
. ' Rel cevelopm 1d sy s $68 in sales
L 1 e e p n i
7 P PR * Foodservice partners spent
AEM] alio Mmanages the Alaskas Se=afood ' i INVESTED BY ASMI $55 on advertising
. Al i |I . I. -..-. [u]n I"-:- Lr'”:lh'._h_
ol | i *_ ]
Jgls For every $1 ASMI received from the seafood Industry and the State of Alaska,
1R 015 13] an o g AP g It captured an additional $0.82 In federal funding.
ASHI PLAYS A VITAL RGLE 1M This additlonal federal funding totaled over $40 milllon from FY2020 to FY2024. p t
l-\.fl'u'l:lllrll:l'rl'lll:_l Alaika's 'H.l'n'l_rﬂ-l-l.l ||1r.|||-.lrl_|| 5“ AP
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INDUSTRY & FLEET HUB RETAILERS FOODSERVICE INTERNATIONAL MEDIA

RECIPES HEALTH & NUTRITION ALASKA SEAFOOD 101 SUSTAINABILITY I«..»:\

Industry & Fleet

Hub -
ASMIis Hiringt

|
SPECIES HUBS v .
v :
We just updated our site, and we're Join our team

fishing for feedback. Are you finding
what you need?

WATCH

ASMI UPDATE TO THE FLEET
LUME 10 | MAY 2025

"ff-’/&fii"_‘lh ASMI News and Updates

1.7K followers « 78 following

Alaska Seatocd Marketing nstinuts

e PP 29



'ild, Natural & Sustainapjg

SITKA FISHERMAN’S MUG UP

Thursday, September 18th, 5:00 p.m. - 6:30 p.m.
Downstairs at the Mean Queen

THE ALASKA SEAFOOD MARKETING INSTITUTE
*INVITES FISHERMAN_-TO HAVE A DRIR -

-

~ AI.I. MEMBERS OF TH?FLEET ARE WEI.COME.‘“ |

e

- 5 ~ T .
»ﬁ"p EA"-'&_"'Wild - Come for the drinks and the food -
== Sustaieable’ ™ = . stay for the fish talk!

- ‘—a" — — — — M- -




Share Your Story page to help ASMI s re aut

fishermen stories from around the state

Share Your Story




Alaska Seafood Marketing Institute (ASMI)
Reach out to our marketing team to receive a brand- new window cl ng and
focdservice- oriented recipe book, created just for Alaska restaurants.

WVisit www.alaskaseafood.orgf/ foodservice for more information on Alaska’s
seafood species, recipes, marketing materials, a directory of local suppliers,

chet and server training tools and maore!

Alaska diners and visitors crave our legendary seafood,
and Alaska's chefs and restaurants showcase it with style!
Partnerwith the Alaska Seafood Marketing Institute for
resources to elevate your menu with wild Alaska seafood.

Consumaers are up to Alaska Seafood is the

are willing to pay more
For Alaska s=afocd protein brand on menus

to select a seafood menu item if it

is called cut as being from Alaska

Using the Alaska Seafood logo signals that the restaurant cares about serving high-quality, sustainable seafood.

Dixa from Mmook s, Technamic 024 research

-

Soaafood U * Sorartips
An intaractiva, wab-based training *  Madia library
program about Alaska seafood

Chaf Insights videos
Manu Alaska

* Foodservice Recipas
*  Pgoint of sak ordor site

*  Training and Techniquas
Sowrcing guide and glossary

;thuq CONTACT INFORMATION

kbrouilette(@alaskaseafood ong, Alask food Marketing Institut




& https:/www.alaskasnewssource.com
Seafood the Alaskan Way with Chef Joel

Parmesan crusted halibut is a delicious way to take this versatile fish and make a simple
meal for any day of the week.
Oct 10th (120 kB) =
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