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• 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

Communications Program Highlighted Roles



Consumer PR



O B J E C T I V E

Increase awareness and 
consideration of Alaska seafood as 
the gold standard – wild-caught, 

responsibly sourced, and undeniably 
delicious.
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FY25 Consumer PR & Social at a Glance
Influencer Partnerships Delivered High 

Engagement at Scale

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

Social Success

Earned Media Coverage Drove the Majority 
of Reach

Placements

38
Engagements

78K 5.51M
Impressions

3%
Engagement Rate Increase in IG 

Follower Growth 

11%
Engagements
104K 17.7M

Impressions

7%
Engagement Rate Placements

237
Engagements

7.14B
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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


Seward FAM
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Total Social Posts

78 2.9M
Social Reach

19
FAM Placements



W H AT ’ S  A H E A D

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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Communications 
Program 

highlights



Crisis COMMS & 
Messaging
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alaska 
seafood 

storytelling
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Harvesters & Sustainability 
Kodiak Videos

Why we fish Favorite Ways to 

cook

Voices of the 

ocean 11



Harvesters & Sustainability 
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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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Alaska Pink Salmon Package
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Stakeholder
Outreach
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Value of ASMI & ASMI ROI
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Website & other channels
Industry Site

Media Assets Outreach and 
UX

Species Hub
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Fishermen Town Halls
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Targeted Outreach
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In-State efforts
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Fishermen for media
ALaska Retailer Chef Series

Outdoor Channel
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National fisheries institute 
future leaders Visit
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