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DATE:   Nov. 13, 2020  
TO:   ASMI Board of Directors  
FROM:   Hannah Lindoff, Senior Director of Global Marketing & Strategy 
RE:   International Program Report  
 
In response to the complete upheaval of global markets and everyday life created by the pandemic, in April ASMI 
international held its first online IMC meeting, followed by another in June and a third online IMC meeting in September. 
Close cooperation with the committee, in addition to frequent BOD meetings, has been vital in this time of uncertainty 
as we re-build strategies focused on the new realities of the marketplace.  

ASMI international also continues to deal with international trade barriers, most notably in China. After months of close 
cooperation with other seafood trade groups, ASMI submitted extensive comments to the national Seafood Trade Task 
Force on all major trade barriers facing Alaska seafood. ASMI international also worked with FoodExport USA, SUSTA, 
WUSATA, and American Indian Foods, as the MAP cooperators representing the entirety of US fisheries, and submitted 
comments to the task force, and supplied ASMI’s comments to WA State agriculture, at their request, so that they could 
be incorporated in the State of Washington’s priorities. In addition, Lindoff secured a meeting with USDA 
Undersecretary of Agriculture for Trade and Foreign Affairs Ted McKinney and explained Alaska’s trade priorities. Alaska 
was invited by Undersecretary McKinney to send a representative to a trade summit in the UK. However, the trade 
mission was indefinitely postponed due to the pandemic. 

ASMI international received a significant win in the trade barrier battle with the implementation of a pilot project in 
Peru, which will open the market to Alaska seafood exports by solving a previous technical trade barrier. ASMI 
international also cooperated with the technical program to continue to address delays and further issues associated 
with exports to China, including arranging a meeting with the FDA and Foreign Agricultural Service (FAS) Beijing and 
official comments for FAS to carry forward to the WTO. ASMI international also helped NFI with its comments by 
supplying consumer research from China that shows a drop in consumer trust in the US and Alaska. 

ASMI international responded to many press inquiries and opportunities. Lindoff penned an article about overseas 
markets for National Fisherman, gave an interview to Reuters, and responded to several trade and in-state media 
requests. Additionally, European Marketing Specialist Monica George gave an interview to B&L Media, the leading 
gastro magazine in German speaking markets, for their Christmas edition, and Asia Marketing Specialist Alice Ottoson-
McKeen gave an in-depth interview to Seafood Source about the China social media strategy. 

At the Oct. 12 GAPP annual meeting, Lindoff moderated a panel on international markets featuring the ASMI OMRs from 
Japan, Germany, the UK, Eastern Europe and Brazil. Additionally, Lindoff attended the GAPP roe committee meeting and 
Lindoff also presented to the Pet Food Institute about the MAP program at their International Trade Sub-Committee 
meeting. S. America Marketing Specialist and fluent Spanish speaker, Nicole Stangeland, attended ASMI international’s 
first virtual trade show in Columbia and coordinated ASMI’s sponsorship of the 50 Best Restaurants recovery summit, 
which included a chef demo, live Q & A and a how to fillet an Alaska salmon video, which had over 500,000 views.  
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Lindoff worked with Susan Marks and the other ASMI program directors to develop the marketing plan to finalize a 
marketing MOU for the RFM program. Additionally, Lindoff joined the Certified Seafood Collaborative (CSC) board as an 
ex-officio member. The RFM program submitted a proposal for the Seafood Expo Global conference held in Barcelona in 
late April 2020. Stangeland also assisted the RFM program with the initial application for an SK grant, which was 
approved for a full application.  

This fall ASMI international welcomed new staff member, Nanette Solanoy, Asst. Marketing Coordinator, to the team. 
Nanette joins the international program after five years as the Fiscal department intern. She will dedicate her time 75% 
to international and 25% to domestic.  

This fall ASMI international issued an RFP for a stand builder for the 2021 Seafood Expo Global show in Barcelona and 
created an IMC sub-committee to help evaluate stand designs and other aspects related to the show and its new 
location. While we cannot guarantee that the show will take place in 2021, we do know that our international trade 
members are eager to once again meet with the Alaska seafood industry. Demand for Alaska seafood remains strong 
across the globe, with notable gains at retail. Throughout the world, new customers have taken their first bites of Alaska 
seafood. ASMI’s nine regional international marketing programs all seek to give these consumers the best experience 
possible by pushing for more information and recipes included on pack or at the point of sale and innovative recipe 
sharing for those cooking at home. We also seek to continue to support our foodservice partners and to seek new 
partners who have found new platforms to bring high-quality, healthy and delicious food to the eager customer.  

CHINA 
MARKET UPDATE 

• China recently celebrated two holidays, Mid-Autumn Festival and the National Day Holiday at the beginning of 
October. Consumers were eager to get out and businesses were more than happy to oblige. In just eight days, 
there were 637 million tourists, with consumption of 466.5 billion yuan (total retail and 
catering consumptionexceeded 1.6 trillion yuan). Online consumption was similarly good, with platforms 
recording year-on-year increases of more than 80%. People are looking ahead to November 11 for Singles Day.   

 
• Chinese consumers are once again traveling and eating out, all actions showing economic recovery is underway. 

The economy grew 3.2% in the second quarter, bouncing back from a decrease of 6.8% in the first quarter - 
according to the National Bureau of Statistics. The path will not be easy, but China’s economic influence, strength 
and potential for more growth will help. China's exports rose 0.5% in June, and imports increased 2.7% versus the 
same period last year.  After five months of contractions, China is back to buying more goods from around the 
world, and  factories are once again running at normal speed. China will be looking to boost its effect on the global 
economy by expanding its global trade and economic links, thanks to aggressive lockdowns and use of masks early 
in the year. The Belt and Road Initiative and other associated measures are just some of many tools for the 
government to promote  greater globalization and drive the economy. The most recent data from the National 
Bureau of Statistics showed a V-shaped economic performance－a quick fall and a quick recovery－that has 
eluded others. Swift lockdowns and ubiquitous mask-wearing helped limit the economic impact of the virus. Retail 
sales have not recovered as fast as other sectors, but a sign of a lagging recovery due to obstacles with travel, 
dining, leisure and services caused by COVID-19. China is setting itself up to maintain its growth trajectory.  
 

• China continues to take a tough stance against the coronavirus as it pushes ahead to recovery, especially with 
frozen imported foods, and in particular seafood products. In the past months, since the Beijing Xinfadi market 
incident in June, many countries and exporters have found themselves on China’s “suspension list,” including 
Norway, Russia, Brazil, Ecuador, and even more for seafood, and other proteins. Because of these suspensions, 
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continued tightened controls and inspection requirements on meat and seafood imports are expected, especially 
with new cases reported in Qingdao and in central China, as of October. As some members of the consumer public 
grow wary of imported seafood, there may be a growing focus on domestic seafood supplies in the months ahead.   

 
ACTIVITY UPDATE 
CONSUMER PUBLIC RELATIONS 
Press Coverage 
The first round of coverage was completed in September 2020 and involved 100 articles, with 70 from online media and 
30 from print media. The press coverage talked about Alaska seafood as a green and sustainable food, its quality, nutrition, 
as well as different seafood items like pollock roe. The articles were featured on a range of health, news, and lifestyle 
websites, as well as news print sources which covered popular Tier I, II, and III cities.  
 
Advertisements on Print Media and Outdoor Advertising  
Print media adverts are still a traditional yet, effective way to promote Alaska seafood. Therefore, ASMI China will continue 
to place advertisements in major local and national lifestyle, and food and beverage magazines as well as newspapers in 
the upcoming fiscal year to further increase exposure of Alaska seafood and communicate ideas of purity, naturalness, 
and taste.  
 
At the same time, ASMI China will place advertisements outdoors (outdoor media), in various large gathering/high traffic 
areas, which may include all manner of billboards and LED displays. The visual advertisements placed in heavily-trafficked 
areas outdoors will reach a broad spectrum of consumers and feature information about Alaska seafood species, draw 
attention to core values and more.   
 
Media Mission to Alaska  
Trade missions have been an exciting, popular and effective approach to promoting a country’s food products or exports 
to foreign countries. Through the missions, both sides of the Sino-Alaska relationship stand to benefit from meeting face-
to-face. The missions allow Alaska companies to have a more detailed view of the China market and gain a better 
perspective on developments. Similarly, visiting Chinese entities have a wonderful opportunity to understand the diversity 
of Alaska seafood and truly understand the quality.  
 
For the fiscal year, a customized mission to Alaska will be planned involving five media personnel along with two to three 
key buyers. The onsite meetings will be arranged for companies interested in importing Alaska seafood. Also, plant tours 
will provide Chinese members to learn more about seafood processing and some of the technology and equipment being 
used in China. The media personnel will be included to report on the story once back home. ASMI China hopes through 
the close interaction and intimate look at the state and the industry, Chinese buyers will better understand their product, 
leading to increased sales and stronger cooperative relationship.   
 
Media Tasting Event 
Media platforms are key for communicating with the consumer audience. ASMI China will invite key personnel to not only 
witness a live showcase of Alaska seafood preparation, but also sample the freshly made dishes to truly understand what 
Alaska seafood is all about. The purpose of media tastings will be to further boost exposure of the attributes of Alaska 
seafood through media and enhance involvement of journalists and KOLs to pass on this experience to consumers in China. 
Participants will include journalists from key lifestyle magazines and newspapers, and also influential online personalities 
from across the nation.  
 
ASMI China will hold two media tasting events in Tier II cities, which will include one northern destination and one 
southern destination.   
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Alaska Seafood Sports Campaign  
To build on the sports and health craze that has gripped China in the past few years, ASMI China will involve Alaska seafood 
with sports/fitness and a healthier lifestyle to communicate not only nutritional value but also promote Alaska seafood 
through members of fitness centers, KOL-related promotions and sponsorship of a marathon. Healthy lifestyle trends are 
popular, which include both eating healthier and exercising, two concepts the average Chinese consumer is receptive to. 
 
ASMI China will cooperate with partners where Alaska seafood can be featured and involve fitness-related KOLs to 
increase the effects of the promotion. One concept will be “Running Salmon,” sponsorship of a marathon while the other 
will be working with chain fitness centers to reach members with messages of Alaska seafood.  
 
RETAIL MERCHANDISE 
In-store Promotion at U Select in Hong Kong (4 stores), July 1 – August 31, 2020 
The ASMI China team began the fiscal year with a promotion in Hong Kong, partnering with U Select, a retailer known for 
selling premium imported food products. From July 1 - August 31, 2020, four stores participated highlighting Alaska black 
cod, Alaska POP and Alaska coho salmon. Promoters were stationed at each store, and were armed with POS materials 
including fact sheets and recipe books. The demonstrators helped answer questions and encouraged shoppers to make 
purchases. Specialty POS materials including tent cards, buntings, and leaflets were also created for the event. 
Additionally, a small gift magnet was provided to buyers. The ASMI China team was pleased to continue partnering with 
leading retailers and their subsidiaries, for which U Select is a JV from TESCO and CR Vanguard. By working with these key 
players in the retail space, ASMI China can help to ensure plenty of visibility at stores favored by consumers.  
 

                
 
In-store Promotion at Yata in Hong Kong (7 stores), July 18 – 31, 2020 
Throughout the summer, Hong Kong wrestled with COVID-19 and made steady progress containing the virus. With the 
retail landscape improving, a promotion was held with YATA, a Japanese retailer bringing Japanese products to the city. 
Past collaborations with YATA were very successful in terms of sales, and helping to create a brand identity for Alaska 
Seafood. From July 14 to 27, 2020 Alaska salmon steaks, black cod steaks, salmon roe and spot prawns were featured as 
part of an in-store promotion at seven YATA locations. A more mature seafood market like Hong Kong will be receptive to 
products like Alaska spot prawns and roe products, as well as traditional high quality products likes black cod and coho 
salmon. Samples were offered to help shoppers get a better feel for Alaska seafood while assorted POS materials like 
flyers, posters, and tent cards were set up to create an exciting atmosphere. As a yearly promotion, the consistent visibility 
of Alaska seafood to Hong Kong shoppers has helped them become even more familiar with Alaska seafood, providing a 
segue for non-traditional products like salmon roe and spot prawns. The great brand exposure and sales with YATA are a 
great win for Alaska seafood.   
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In-store Promotion at Aeon in Hong Kong (13 stores), July 23 – August 5, 2020 
In July, ASMI China joined hands with Aeon and 13 of its stores for a large-scale retail promotion that featured Alaska coho 
salmon steaks, blackcod steaks, Pacific ocean perch, spot prawns and flounder. Partnering with Aeon has become an 
annual event over the years because it has become a favored retailer by consumers and the offering of quality imported 
product is well suited for Alaska seafood. To help people  become more familiar with the taste of Alaska seafood, samples 
were offered by promoters, who also interacted with shoppers and answered questions. A small station was set up with 
Alaska seafood POS materials such as tent cards and posters to draw attention and raise awareness. With plenty of stores 
participating, ASMI China was very pleased with the sales results.  
 

                      
 
In-store Promotion at Hema Fresh in Xi’an (7-stores), August 1 – 31, 2020 
From August 1 - 31, 2020, ASMI China was busy in central China, in Shaanxi 
province, targeting the leading city of Xi’an. Over the past years, it has seen 
considerable growth and an important location for ASMI promotions 
targeting the trade and HRI sectors. Seven stores participated in the retail 
promotion which featured black cod and yellowfin sole. Promoters were 
arranged at each store and helped with food samples and promoting the 
different Alaska seafood species. For a rapidly-developing city that does not 
traditionally eat much seafood, samplings have been helpful in drawing 
more attention to new foods and lifestyle changes, as well as boosting brand 
awareness.   
 
Despite high local preferences for lamb and other meats, ASMI China believes in the market potential, aided by the trend 
towards healthy eating, and continues to see progress each year.   
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In-store Promotion at City’super in Hong Kong (4 stores), August 21 – 
September 11, 2020 
In August, ASMI China was back in Hong Kong for a promotion with City’super 
from August 21 - September 11, 2020. The promotion was launched with the 
“In Summer, Go Green,” theme, aimed at promoting green eating and healthy 
eating as part of a better lifestyle. Four City’super stores participated and 
highlighted Alaska black cod, coho salmon, and spot prawns. Hired  
promoters helped interact with customers as flags, tent cards and small 
souvenirs, like tote bag were presented to those making purchases. This 
promotion helped to reinforce other attributes for Alaska seafood, namely its 
association as a green food.  
 
TRADE SHOWS 
Guangzhou Fisheries Expo, September 24 - 26, 2020  
With the coronavirus canceling many trade shows, ASMI China received some good news when show organizers 
of the Guangzhou Fisheries Expo extended a free booth space. ASMI China was eager to participate and interact 
with the trade sector. From September 24 - 26, 2020, a small booth was maintained that featured two 
backgrounds, as well as POS materials like buyer guides, recipes books, and fact sheets. ASMI team members 
helped answer questions about Alaska seafood and provide more information in general about Alaska Seafood 
and the wonderful natural environment in Alaska. Additionally, a product cooking demonstration was held 
which featured Alaska pollock, deepfried with Sichuan peppers. Although the show was smaller, team members 
were able to gai  insight on the local seafood market, and heard positive news about the HRI sector slowly 
inching its way back. ASMI China will continue to maintain relationships with the many retailers and restaurants 
that attended, keeping them updated about events and “newer” Alaska seafood species, like rockfish, roe 
products, and geoduck.  
 

                  
 
SIAL 2020, September 28 - 30, 2020 
SIAL 2020 was held in Shanghai from September 28 - 30, 2020, having been delayed in May due to COVID-19. Members 
of ASMI China managed an 18 square meter booth, and answered questions, built connections, and collected trade leads 
through the three days, which saw 4,300 exhibitors and 117,595 professional buyers and visitors last year. Due to the 
coronavirus, attendance figures were certainly lower. The ASMI booth was decorated with classic POS materials to 
promote awareness of different species and Alaska seafood in general. Fact sheets and buyer guides, recipe books, and 
videos provided plenty of resources to those who stopped by. A domed chiller highlighted some key Alaska seafood 
products, like yellowfin sole, and samples of roe products. During the show, samples of surimi products like “snow crab 
legs” and toufu were handed out. Feedback from the samples was largely positive and looks to have a lot of potential. 
ASMI China made important connections with importers, retailers, and restaurants, and will look forward to analyzing the 
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trade lead requests and following up with all the general inquiries - which numbered more than 50 - including ten with 
actual sales requests. 
 

         
 
TRADE PUBLIC RELATIONS 
Trade Gatherings 

• Trade Gathering in Shanghai, August 5, 2020 
A Shanghai trade gathering was held on August 5, 2020 at Pudong’s 
Shangria La Hotel. There were 50 attendees including local traders, 
retailers, as well as a few from the HRI industry. A presentation covering 
ASMI, Alaska, products, and sustainability, was given to reinforce and 
educate these Alaska seafood partners. To boost long-term 
understanding, POS materials including buyer guides, and recipes were 
provided in a tote bag. After the presentation, a tasting dinner was 
hosted. 

 
• Trade Gathering in Guangzhou, August 18, 2020 

The Trade Gathering was held at the Guangzhou Sheraton, with over 50 
in attendance on August 18, 2020. A presentation was given that 
covered ASMI and introduced many Alaska seafood products, while 
topics of sustainability and tariffs, were also covered. Following, a 
tasting lunch was provided that included Teriyaki Cod with Lime, Idiot 
Rockfish With Curry, Yellowfin Sole With Lemon Tartar Sauce, Braised 
Pollock With Tomato Sauce, among others. The dishes were enjoyed by 
attendees and have always been a great way for participants to learn 
more. During the meal, the ASMI China team was able to speak with the 
attendees and share information on both the seafood, and Alaska 
seafood market.  

 
• Trade Gathering in Qingdao, August 20, 2020 

A trade gathering was held in the sea-side city of Qingdao, Shandong 
province on August 20, 2020. The event was held at the Westin, with 56 
participants. Beijing ATO Director, Lashonda McLeod, gave opening 
remarks, praising everyone’s efforts amid the tough times. Then, an 
ASMI presentation was given, which touched on the association, 
different species, and talked about sustainability. Afterward, a tasting 
dinner was held, which featured Pollock Roe Spring Rolls, Wine-
marinated Yellowfin Sole in Basil Pesto,  Snow Crab Soup With 
Vegetables, Typhoon Shelter Black Cod (black cod with crumb coating), and Scallion Fried Rice With Cod. It was 
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very valuable to meet face-to-face with those in the trade community and to touch base with all the disruption 
caused by the coronavirus.  

 
Constitution Day Event in Beijing, September 17, 2020 
On September 17, 2020, ASMI China participated in the U.S. Department of Agriculture’s Foreign Agricultural Service (FAS) 
event held in Beijing. It was great to partner with different agencies to expand awareness of Alaska seafood, and also, it 
was a valuable opportunity as traditional summertime events like July 4th barbecues featuring U.S. products were not 
held. A small booth space was prepared and stocked with materials to distribute to all of the attendees which included: 
Embassy personnel, Chinese government officials, and agricultural trade contacts. The event was a great way to develop 
key connections. During the event, a pollock with dill lemon butter sauce and a yellowfin sole cioppino were served, 
allowing visitors to taste some excellent Alaska seafood. The Constitution Day event was the perfect event to connect with 
businesses around the Beijing area. There was lots of good energy and optimism from visitors and ASMI China remain 
eager to return with more promotions to the capital city. 
 

                                            
 
Newsletter 
The quarterly newsletter has been an effective way for ASMI China to keep members of the trade community up-to-date 
on recent ASMI events. The first edition for the fiscal year has been printed and sent out to clients.    
 
Customized Service for Alaska Seafood Industry Members 
The ASMI China program, in an effort to better serve industry members, has prepared a presentation on the tariff exclusion 
process. This is an opportunity for the program to share information with members as well as connect and improve 
relationships. The presentation explains the background information and provides an overview of the process. The 
presentation will be shared with local key importers beside US industry members. 
 
ONLINE PROMOTION 
Website Maintenance, July – September 2020 
ASMI China’s website was updated each month in July, August, and September of 2020. During the first three quarters of 
the year, 1,703 hits were received, over 800 more hits than in the fourth quarter of the 2020 fiscal year, representing a 
91.3% increase. Much of this increase was driven by increased trade servicing and communication with new traders across 
many Tier II markets, aimed at providing more information to traders in the community.  
 
ASMI China will increase efforts to make its website the main portal for Chinese traders seeking information about Alaska 
seafood moving forward, and in the process of working on an upgrade.  
 
WeChat Update, July – September 2020 
ASMI China made 12 weekly posts during the first quarter of FY 20/21. The posts covered general interest topics such as 
health, tasty recipes, and Chinese culture, appealing to a broad audience.  
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FOODSERVICE PROMOTIONS 
Menu Promotion at W12 Steak in Beijing (12 stores), September 4 - October 7, 2020  
ASMI China joined hands with W12 Steak, a western steakhouse chain for a menu promotion.  
From September 4 – October 7 , 2020, pollock and yellowfin sole were featured at 12 restaurant locations, offering plenty 
of visibility and awareness. An assortment of POS materials were designed for the event, including posters, dining mats 
and menu cards which highlighted the special Alaska seafood items, as well as buntings and counter cards which boosted 
visibility for Alaska seafood in general. To further raise awareness for the event, an online ad was posted through WeChat’s 
Trendy Life feature, targeting 70,000 residents, while diners diners received a small gift.   
 
CHEF SEMINARS 
Chef Training Seminar in Hangzhou, September 10, 2020 
A chef training seminar was held at the Zhejian Naranda Grand Hotel September 10, 2020. Over  66 chefs from local 
restaurants and hotels attended the seminar. Mark Hanzel, deputy director of ATO Shanghai was in attendance to kick 
things off. A presentation was given about Alaska seafood, highlighting the pristine environment, and casting a light on 
product diversity, such as pollock roe and POP. Afterward, the chef proceeded with his demonstration, preparing 5 dishes 
showcasing some knife work on the fish and providing valuable tips to the audience. When the dishes were completed, 
everyone had an opportunity to taste the dishes, along with 2 more. A press coverage campaign was also launched with 
30 articles to complement the event. Feedback from the event and dishes was very positive. The chef was extremely happy 
with the quality of the product, mentioning the color as well as the structural integrity of the meat.The small millet sea 
cucumber (a classic), as well as the pacific ocean perch, and black cod were the favorites.  
 

                                     
 
TRAINING SCHOOL PROGRAM 
Chef Training School Program at New Oriental Chef School in Xi’an, September 21 - 25, 2020 
ASMI China partnered with the well-known New Oriental Chef Training 
School to hold a 5-day chef training program in Xian, Shaanxi province, 
located in the central region of the country. Over 300 aspiring chefs 
enrolled in the course about Alaska seafood. Each student received an 
apron, as well as range of Alaska seafood materials like fact sheets and 
buyer guides to help with understanding. During the program, they 
received classroom lectures about Alaska seafood, arning about 
Alaska’a environment, range of species, product characteristics and 
more. Additionally, students were able to spend time in the kitchen 
and able to work directly with cod, pollock, and yellowfin sole. There, 
they could practice proper storage and handling, as well as knife skills. 
At the end, a mock competition was held for students to put all of their 
skills to work. 



Japan 
 

ASMI International Program Report, Fall 2020 | 10 
 

JAPAN 
MARKET UPDATE 
According to the monthly economic report for September, issued by Cabinet Office, the Japanese economy is still in a 
severe situation due to the COVID-19 outbreak, but has been showing signs of picking up in recent months in the following 
sectors: 
• Private consumption is picking up, while weakness can be seen in some sectors: 
• Business investment has slowed down.  
• Exports are picking up. 
• Industrial production shows early signs of picking up. 
• Corporate profits are decreasing substantially, due to the influence of the infectious disease. Firms' judgments show 

movements of improvement, although some severe aspects remain. 
• The employment sector situation shows steady progress in some areas such as the size of the current active Japanese 

workforce, while weakness remains due to the influence of the infectious disease. 
• Consumer prices are flat. 
 
Seafood Market: 
 
Seafood supply 
Import statistics show decreases both in volume (10% in July, 11% in August YoY) and in amount (20% in July and 16% in 
August YoY). In cumulative total import volume, Alaska-origin frozen pollock surimi and herring showed sharp decreases, 
while pollock roe, black cod, and rockfish showed increases YoY. 
As for domestic fisheries, the catch of Pacific saury has been in a bleak situation since July this year compared to last year 
when it recorded its lowest on record. The harvest of Pacific saury from July to September total was 1,187.9 MT which is 
71% YoY. The unit price was 1,198 JPY/kg (ex-vessel) which is 91% higher than that of last year. Hokkaido chum catch 
started at the end of August and shows an improved rate YoY. The cumulative total harvest of Hokkaido chum was 32,071 
MT by 5th Oct, which is around 20% more than that of 2019. 
 
Seafood consumption 
Seafood sales in Japanese supermarket stores have still been strong. July seafood sales increased by 11.4%, and August 
seafood sales increased by 9.2% YoY, in the monthly sales statistics issued by the National Supermarket Association of 
Japan, which represents 1,250 retail companies and their 10,000 supermarket stores. The total household expenditure 
July survey showed a slight decrease YoY, while the expenditures for retail seafood items increased by 7.5% YoY, including 
the “salted & dried seafood” sector (5.5% increase) and “surimi seafood”(5.6% increase) sector where Alaska Seafood 
items are key ingredients. 
The foodservice situation has picked up in July and August from a severe situation in April-June, with overall revenues at 
87.4% YoY in July and 81.4% in August. An important sector for seafood consumption, the “takeout rice & conveyor-belt 
sushi” sector showed a rapid recovery to 94.7% YoY in July and 91.8% YoY in August.  
 
ACTIVITY UPDATE 
CONSUMER PUBLIC RELATIONS 
Japan Dietitian Association Annual Meeting, August 1 – 31, 2020 
In order to reach nutrition experts, dietitians, ASMI Japan became a supporting member of the Japan Dietitian Association 
(JDA), the nation’s largest organization for dietitians, and participated in their annual meeting held in August. Though it 
was originally expected to be a physical event held over 3 days, due to the COVID-19 outbreak, it was held virtually online 
through their website for the entire month of August. ASMI Japan provided the following elements for the webinar; 1) a 
lecture, 2) a tie-in webpage, and 3) banners on the website.  
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As a result, the association’s website received over 79,000 participants in total and the ASMI lecture received over 1,200 
viewers. 
  
Monthly Out-Of-Pocket Expenses (Q1) 
ASMI Japan has conduction the following activitites related to this item: 

• Media monitoring and clippings 
 Online and print media on a daily basis 

• Press release distribution  
 Sogo Seibu promotional campaign 
 Ito Yokado promotional campaign 
 Social media campaign A 
 Oisix promotional campaign 
 COOP Sapporo promotional campaign 

• Subscription of Seafood News 
 For 1 year from July 2020 through June 2021 

 
Purchase of the literary right of Runner’s Advertorial 
To utilize the tie-in page with a print/online media, Runners, whose target is running fans, from FY19/20, as a promotional 
tool for the trade target, ASMI Japan purchased the second usage right to freely utilize the digital version. It is available 
from the trade website.  https://japanese.alaskaseafood.org/news/20200730/  
 
“How to Enjoy” Herring Roe on Kelp recipe creation 
As ASMI Japan had no recipes for herring roe on kelp, we developed six recipes. We have also summarized “how to enjoy” 
in a report upon a request from a trade member.  
 
CONSUMER PROMOTIONS 
Social Media Campaign A-1, August 1 – 31, 2020 
To raise recognition for Alaska seafood and to educate consumers on the difference between wild and farmed salmon, we 
conducted a social media campaign by utilizing ASMI Japan’s Instagram from August 24 through 31. It is a campaign that 
encourages consumers to follow ASMI Japan Instagram and answer a quiz regarding wild and farmed salmon. As a result, 
we received 1,270 participants with increasing the number of fans by 757 to 1,479. We selected 20 winners for a set of 
sockeye salmon and gained 10 organic posts, which sums up to over 20,000 followers in total. 
 
RETAIL MERCHANDISING 
Sustainable Alaska Seafood Fair at Seven & I Group Retailers, August 2020 
ASMI Japan supported two of their group retail companies to conduct Alaska Seafood Fairs in August 2020. 
Seven & I Holdings Co., Ltd. is a Japanese diversified retail group. Seven & I is currently the fifth largest retailer in the world 
with 54,000 stores in approximately 100 countries. Major subsidiaries and brands include 7-Eleven, CVS stores, Ito-Yokado 
supermarket, York Mart supermarket, York Benimaru supermarket, and Sogo-Seibu department stores. Seven & I Holdings 
has been positioning responsible sourcing as one of the actions to realize their "Green Challenge 2050", their group's 
environmental goals, and encouraging their group companies to increase consumers' recognition of "sustainable seafood" 
by utilizing Alaska seafood. 
 
Ito Yokado: Alaska Seafood Fair was conducted at some 130 outlets and e-commerce platforms from August 22nd to 31st, 
2020. ASMI Japan supported the fair by providing POS materials for stationary outlets, sharing the cost for Alaska seafood 
present campaign (30 winners selected through Alaska seafood quiz) including the production of the landing page & 
campaign office operation, and also sharing the cost for e-banners to lead consumers to the Alaska seafood shopping page 
on their "IY net" (Ito Yokado e-commerce site). 
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Sogo Seibu Department: Alaska Seafood Fair was conducted at nine fishmongers in its department stores from Aug 1 to 
7, 2020. ASMI Japan supported the fair by providing POS materials to the fishmongers and special promotional one-page 
fliers to hand out, and sharing the cost for the Alaska seafood present campaign (30 winners selected from those who 
answered the questionnaires) including the production of the landing page & campaign office operation. 
 
Collaboration with Bio Market Company, August 31 – September 4, 2020 
ASMI Japan worked with Bio Market to promote Alaska seafood, increase awareness of wild, natural, and sustainable 
Alaska seafood towards Bio Marche members, who are considered as ASMI Japan's target demographic.  
'Bio Market Co., Ltd is a retail company, which deals in organic merchandise, founded in Toyonaka-city, Osaka, in August 
1983.  Bio Marche is a brand of Bio Market Co., Ltd., which provides products and services in various places of life, mainly 
home delivery, based on the philosophy of organic agriculture, in order to expand the range of organic products 
considered by Bio Market. Bio Marche runs several stationary stores and also operates home delivery service in catalog 
order & online order systems. The collaborate catalog was released from August 31st to September 4, which includes one 
page of Alaska seafood advertorial containing an introduction of Alaska seafood, a recipe, and a message from ASMI HQ. 
The recipe was referred from ASMI Japan's consumer website, and sockeye salmon (including smoked salmon), black cod, 
Pacific cod, and Alaska pollock roe were featured for the promotion sales. Bio Market will place the advertorial on its e-
commerce platform too. https://netshop.biomarche.jp/shop/default.aspx 
 
TRADE PUBLIC RELATIONS AND ADVERTISING 
ASMI Japan Trade News Letter production/distribution 
ASMI Japan produced a trade e-newsletter and sent it to the major Japanese trade companies, e.g., importers, seafood 
processors, market wholesalers, distributors, retailers, foodservice representatives, and trade media, and posted it on the 
ASMI trade website (https://japanese.alaskaseafood.org/). Contents included updates of ASMI Japan's activities including 
both trade and consumer-facing activities, seasonal news about Alaska, and/or marketing updates of ASMI programs in 
other regions. It is distributed regularly (at least bi-monthly, 6 times per year). The first newsletter was distributed in late 
August 2020. 
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Salmon Ads in Minato Shimbun 
ASMI Japan placed advertisements in one of the major seafood industry publications, 
Minato Shimbun. Minato Shimbun released a special salmon gravure "Global Salmon 
production and market situation" on August 18, 2020 
Contents:  Major countries sourcing salmon and their production volume of each 
species of salmon, import volume data of each species of salmon, import volume data 
of each major importers of salmon, list of Alaska, Norwegian, Canadian, and Chilean 
packers Ad size 112 mm x 125 mm in color. 
 
TRADE SHOWS 
Japan International Seafood Show 2020, September 30 – October 2, 2020 
ASMI Japan participated in the Japan International Seafood Show Tokyo, organized by 
the Japan Fisheries Association, which took place from September 30th to October 
2nd, 2020 at the Tokyo Big Sight Convention Center. Seafood processors, seafood wholesalers, retailers, foodservice 
operators, caterers, prepared meal producers, distributors, and other authorities were the main visitors for the Seafood 
Show. Under the prevalence of COVID-19 in Japan, ASMI Japan decided to minimize the participation and have "one single 
unit" booth at Eco Label Pavilion as the information booth for those who are interested in Alaska Seafood and its 
sustainability, and RFM program. ASMI provided the booth space free of charge. 
 
As this was a trade seafood event where visitors already know general information about Alaska Seafood, ASMI Japan 
encouraged visitors to re-discover the sustainability of Alaska seafood and to deliver RFM messages with CoC standards. 
ASMI Japan printed some informational materials such as the new RFM 101 brochure to handout through this event. Also, 
ASMI Japan placed an advertisement in the special "Seafood Show" issue of Suisan Keizai Shimbun trade newspaper. 
 

 
    
 
WEBSITE DEVELOPMENT AND MAINTENANCE 
Website update and maintenance (Q1), July 1 – September 30, 2020 
To utilize the website as an information hub for consumers, we have frequently updated mainly the News page and Recipe 
page. For this quarter, we have also added an ASMI video on sustainability. 
 
Update for Q1 
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1. News page https://japanese.wildalaskaseafood.com/news/  
• July 7: Media tie-in with Runners 
• July 30: Promotional activity with Sogo Seibu 
• Aug 19: Salmon recipes upload to the Recipe page 
• Aug 22: Promotional activity with Ito Yokado 
• Aug 24: Social Media Campaign on “Wild vs. Farmed” 
• Aug 31: Promotional activity with Bio Marche 
• Sep 1: Participation in Japan Dietitian Association Annual Meeting 
• Sep 11: Repost of ASMI statement on COVID-19 from June 
• Sep 24: Promotional activity with Oisix and Radish Boya 
• Sep 28: Roe on Kelp recipes upload to the Recipe page 
• Sep 29: Promotional activity with COOP Sapporo 

 
2. Recipe page https://japanese.wildalaskaseafood.com/recipes/  

• Salmon recipes 
• Roe on Kelp recipes 

 
3. Sustainable video on the top page https://japanese.wildalaskaseafood.com/ 

WESTERN EU (FRANCE, BELGIUM) 
MARKET UPDATE 
The Covid-19 pandemic still dominates the market situation in the WEU countries, with infection rates increasing again in 
September reaching critical numbers end of the month. The French government has already declared the second closure 
of gastronomies in the evenings and bars at night, negatively affecting the already struggling HRI sector. Retail promotions 
might have new delays and cancellations as ASMI had to postpone several projects from spring, hoping for an improved 
situation in the fall. The next few weeks will reveal if the program needs new adjustments aside from the already taken 
measures to meet the new demands of trade, industry, and consumers. 

For the seafood sector, Covid-19 has been challenging. However, Alaska products for retail are expected to show growth 
in volume and value by the end of the year, benefitting from increasing household consumption and the rise in frozen 
foods purchases. Nevertheless, the industry reports that it is expected that the market will show the impact of the 
pandemic in the long run, and the goal is to get back to pre-virus numbers first. Significant growth is not predicted before 
2022 by most importers and distributors.  

The new buying patterns, however, also offer changes to put underrated products in focus. In France, surimi is a perfect 
fit for a storable and nutritious food item consumers are purchasing. Discussions with Fleury Michon and Goraya have 
started to discuss opportunities to work together to promote the product at retail. 

On the activity side, online and virtual projects and campaigns will remain an essential aspect of the program and play a 
big part in the current marketing year. 

 
ACTIVITY UPDATE 
CONSUMER PUBLIC RELATIONS 
As regular consumer events where people gather have been canceled, ASMI is exploring digital alternatives. As the market 
was hoping to get back to a normal state in fall, it then saw the first signs of a second wave of infections and preparations 
for online replacements after the holidays began. 
 
Continuing education to young consumers, the program with French universities will be renewed and extended. The 
concept of a virtual Chef on Campus campaign was developed and is planned to take place at the end of the year and in 
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spring 2021. The idea is to host online classes to learn from a chef and nutritionist about healthy eating and how to cook 
at home when restaurants are closed. The goal is to overcome young consumers’ reluctance to prepare frozen seafood at 
home and convince them to purchase Alaska products available in French supermarkets. 
 
ASMI is also working with the leading consumer information app and website platform Marmiton to run an information 
program around Christmas. It is not a shopping app directly connected to retail offers of grocery buying lists but a 
recommendation and advice tool heavily used in France to get inspiration and food information. The potential reach of 
such a partnership would be around 10 million customers of all ages. 
 
TRADE PUBLIC RELATIONS AND ADVERTISING 
ASMI continuously cooperates with leading WEU industry media to promote Alaska seafood and Alaska's origin to trade 
and HRI. ASMI placed an advertisement in the new Giault Millau catalog for gastronomy in Belgium. The book is a go-to 
guide for professionals and consumers, giving an overview of the country's restaurant landscape. ASMI will also work with 
PdM on its fall issues on seafood and salmon. It is among the French seafood industry's most-viewed publications. 
 
TRADE SHOWS 
Unfortunately, planned shows for the fall, such as the Chef Belgium or the HoReCa Gent, were canceled. SIRHA, scheduled 
for early 2021, is also postponed for an unknown future date. If and what trade shows will happen within the marketing 
year is, at this point, unpredictable. 
 
RETAIL MECHANDISING 
Large-scale in-store promotions were planned for October in France and Belgium in cooperation with Labeyrie and 
Delpierre and retailers Carrefour, Auchan, and Leclerc. These were originally scheduled for spring and were postponed. 
At this point, preparations are continuing, but with numbers increasing heavily in France, it is uncertain if POS activities 
will take place as planned.  
 
Starting in December, ASMI will run a three-month promotion with the shopping App Bring for the French market. For the 
first four weeks, the advertisement will focus on salmon and smoked salmon for the holidays as a festive ingredient and 
alternative to the traditional meat heavy dishes. For January, the promotion will switch to surimi as the perfect light and 
nutritious ingredient for the “New Year Resolutions Diets” and get back in shape for the upcoming spring. The cooperation 
will be completed in four weeks, promoting Pacific cod, cod roe in the form of Tamaras, and salted cod for the time of 
fasting before Easter. 
 
ASMI is also working with last existing partners and new industry members such as Fleury Michon for possible promotions 
in spring. 
 
WEBSITE DEVELOPMENT AND MAINTENANCE 
ASMI continues its work to increase engagement and traffic, and overall followers on its social media channels. This year, 
we will explore new platforms and work more closely with partners such as Ethic Ocean to improve our reach and impact. 
The website will receive an update to make it more user-friendly and highlight some of the topics that are becoming more 
interesting to users, including sustainability and transparency of Alaska's fishing methods. 
 
FOODSERVICE PROMOTIONS 
In the first quarter, ASMI started talks with Sodexo and Casino Group for new HRI promotions. At the same time, the 
cooperation with Flunch, Metro, and Costco will be renewed. Due to the challenging situation, new concepts are being 
developed, and it can be expected that a majority of the promotions will take place in a virtual form. The collaborations 
are planned for early 2021. 
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HRI TRADE SHOWS 
As mentioned under the tradeshows activity, tradeshows of any kind are canceled for an unknown period. Recently, 
tradeshows planned for the end of the year or early 2021 were postponed, and it is not confirmed that there will be any 
shows taking place this year, and if so, in what form. 
 
A small HoReCa congress was planned with the trade media house LSA, but at this point, it is more likely that the event 
will be canceled for this year and instead happen in the first two quarters of the upcoming year. 
 
CHEF EDUCATION 
After the successful campaign in the past year, ASMI will partner with the food education project Semain du Gout again 
to run information classes at HRI and gastronomy schools for designated chefs, hotel and restaurant managers. The classes 
are currently planned to take place with an in-person visit but depending on how things might be changed into an online 
format. The focus will be on Pacific cod, flatfish and pollock to target HRI and foodservice concepts.  
 
For the anniversary contest of the Olivier Roellinger Competition in Europe, ASMI will act as a lead supporter.  ASMI will 
be featured in media and news features about the competition as one of the key organizations focusing on sustainable 
seafood for the gastronomy sector. Participating in the competition is an ideal way to increase awareness with gastronomy 
professionals of Alaska as an origin for sustainable seafood.  
 
ONLINE CHEF TUTORIALS 
The clips featuring the different Alaska species have been produced and are in the final stages of completion. For each 
species, a recipe was developed and the chef gives a brief introduction of the origin and species highlighted. The videos 
will be available for usage on all ASMI channels and platforms worldwide. 
 

   
 

CENTRAL EU (GERMANY, AUSTRIA, SWITZERLAND, CZECH REPUBLIC, AND POLAND) 
MARKET UPDATE 
Covid-19 led to a general increase in retail sales and e-commerce that is expected to last at least to a certain extend. More 
consumers have started to actively use digital shopping tools and online offers of retailers for grocery purchases.  

The first few months of Covid-19 resulted in a boom for frozen and canned seafood in CEU and WEU. In Germany, we saw 
double-digit growth for the category in the first half of the year. Retail sales totaled 236,665 MT (+14.8%) with a value of 
approx. USD 2.8 billion (+16.5%). On the other hand, sales in the HRI sector dropped significantly, which traditionally plays 
an important role for pollock in the region. Time will tell who increased retail volume will balance out the gap. Based on 
industry feedback, overall growth in the market is not expected before 2022, and the goal is to get back to the pre-
pandemic time (especially for HRI-focused businesses). 
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With the economic pressure resulting from the pandemic, it is expected that processing will move further east to markets 
with lower labor costs, also influencing direct imports.  

Looking at consumers, Covid-19 has fueled the movement to support local products in both the gastronomy and retail 
landscape. Especially in France, this trend plays an important role and affected the seafood market with the public call to 
action to buy locally. Domestic fishermen's organizations have set up regional online platforms to market and sell their 
products. Although there is no competition for Alaska species and volume, ASMI should keep an eye on these platforms 
and counter them with fitting messaging. 

 
ACTIVITY UPDATE 
CONSUMER PUBLIC RELATIONS 
Otto Gourmet Advent Calendar 
With the newly developed wild Alaska seafood seasoning produced in cooperation with the prominent chef Heiko 
Antoniewicz, ASMI will be part of the 2020 Otto Gourmet advent calendar. Otto Gourmet is the leading online B2C trader 
for premium meats and seafood items in German speaking markets. Their calendar is an annual highlight for their key 
customers, and 4,000 of them will be sold to long-term customers featuring the ASMI spices as one of the 24 secret gifts. 
The calendar is also supported and promoted by the leading high-end food magazine Beef! with a readership of more than 
60,000 people. The audience is affluent consumers able and willing to spend more on food. 
 
Student Video Promotion 
The planned student video promotion at universities will start in fall 2021. After the cancellation earlier in the year due to 
Covid-19, it was decided to postpone the project. The clip will be featured in 131 schools and universities for four weeks, 
several times a day. The estimated reach is more than five million viewers. 
 
New Media Influencer Campaign 
In cooperation with the food and lifestyle magazine Effilee, ASMI will run a digital influencer cooking session. The 
magazine’s head chef will invite a small group of selected new media spokespersons to join him for a team cooking event. 
Guests will receive a meal box with all ingredients for the cooking session, featuring Alaska salmon and salmon roe.  
The session will be featured in the magazine and through the influencers' channels, reaching more than 800,000 potential 
customers. Planned date if October 29th. 
 
Hamburg Popop Gastronomy Concept  
To promote the new gastronomy concept FoodLab in Hamburg, 
ASMI sent black cod for a ten-day advertising week to be 
featured in the special opening menu. Invited trade and media 
contacts could experience the unique fish and the new pop up 
restaurant and share information about it with their network. 
In the course of the promotion period, 358 plates of black cod were served. It was also 
an excellent way to be active in the HRI sector that has been heavily hit by the pandemic. 
 
TRADE PUBLIC RELATIONS AND ADVERTISING 
While placing ads in the leading German fish industry magazine Fisch Magazin and the 
Polish gastronomy newspaper Szef Kuchni, ASMI focused on working with trade partners 
to place combined CEU media ads. This saves on costs while increasing impact, and the advertisement features products 
available in the key markets. In the past few months, this strategy was used for media placements with Die Räucherei, 
Youkon and FishTales.  
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Demeter Catalogue 
Supporting Alaska seafood sales in Switzerland, ASMI worked with Die Räucherei for their Demeter information and sales 
flyer. Demeter is a special product category for premium, primarily organic food items with a strong consumer standing, 
especially in the Swiss market and Germany and Austria. 
 
RETAIL MERCHANDISING 
Abramczyk Promo 
ASMI renewed its cooperation with the Polish-based importer, 
processors, and distributor Abramczyk to promote Alaska seafood and, 
in this case, specifically Alaska salmon to Polish consumers. The 
company is strongly involved in their hometown community, 
supporting social and cultural projects, and sponsoring two professional 
sports teams. One racing team and one basketball team playing in the 
official Polish league. ASMI works with the basketball team's well-
known name and the players to promote Alaska salmon as an excellent 
nutritious food for athletes. The message was the perfect match of pure taste and high protein, providing energy for an 
active lifestyle. A video was produced with one of the basketball players visiting a popular chef in their restaurant, showing 
the product's preparation and explaining why he prefers wild Alaska salmon. The video was shared on the official company 
and team channels and photos around the Polish media campaign. It will continue to be used for advertising the new line 
of Alaska salmon in Polish retail.  
 
App Advertising Campaign 
Around Christmas, ASMI will run a shopping app advertisement for salmon promoted as a perfect raw ingredient for festive 
cuisine during the holidays. The campaign will run during December to benefit from the strong pre-Christmas sales season.  
 
WEBSITE DEVELOPMENT AND MAINTENANCE 
For the new marketing year, ASMI will expand its direct work with industry partners' channels to maximize the reach of 
our content. The focus will be on the current key topics for the younger generation: environmental aspects of commercial 
fishing in Alaska, sustainability, culinary versatility, and the general landscape and a positive and “close-to-nature” image 
of the origin Alaska. Partnerships with influencers such as channel takeovers and competitions and seasonal specials will 
remain part of the marketing plan. 
 
ONLINE MARKETING TOOLS 
The new handmade videos for the different Alaska species were finalized 
last month and will be available to use in October. The idea was to 
introduce Alaska's diversity and tell a brief story for each of the key species 
salmon, cod and pollock in a modern and playful way to be used for a 
younger audience.  
 
FOODSERVICE PROMOTIONS 
The promotion in partnership with Nordsee was postponed from spring to fall. With the re-opening of restaurants, 250,000 
Alaska themed tray covers were distributed to all Nordsee affiliates in Germany. An integrated competition was promoted 
on the website and social media channels to generate additional impact and reach. Results are expected at the end of 
October. 
 
CHEF EDUCATION 
In cooperation with Volker Beuchert and Kirberg Catering, ASMI plans two virtual cooking dates for clients from the 
foodservice sector and trade and media representatives. Participants will receive a box with ingredients for a dish that 
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Volker developed and then cook with him in a life Zoom conference. The sessions are planned for the end of October and 
the end of November. 

NORTHERN EU (U.K., IRELAND, THE NETHERLANDS, FINLAND, DENMARK, SWEDEN) 
MARKET UPDATE  
The NEU region has seen a delicate balance between re-opening the economy and containing coronavirus spread in Q3 
2020. In July and August, countries registered some impressive gains as governments pushed ahead with encouraging life 
to return to normal. In the UK, the government urged individuals to 'eat out to help out'  by subsidizing meals in restaurants 
and encouraging individuals to return to work and claim £50 towards a bicycle service. 
 
However, September has seen a resurgence of Covid-19. Students returning for the new academic year and are keen to 
socialize caused authorities a particular challenge in the UK and elsewhere. As a result, economies have retreated, and 
concerns have re-emerged about the economic impact of tighter restrictions. 
 
The approach for dealing with coronavirus has been similar in most European countries. Post-lockdown, we are now in a 
period that limits household mixing, social distancing is required, shops and restaurants can open, albeit with increased 
regulations and limited capacity. A more localized approach is being adopted to tackle upswings in regional cases. Sweden 
is the outlier within the region. It didn't implement a full lockdown and has accepted that this is a virus that we have to 
live with; however, Sweden is still experiencing an economic crisis like the rest of Europe. 
 
Most markets have seen GDP growth shrink by the largest ever falls since records began, the most marked being the UK 
economy, which shrank 19.8%. Despite a more lenient governmental approach to COVID-19, Sweden still experienced a 
drop of 8.3% in GDP Growth. 
 
Brexit trade negotiations continue to make headlines, and, to date, the UK and EU appear unable to reach an agreement.  
 
ACTIVITY UPDATE  
CONSUMER PUBLIC RELATIONS 
Content Generation 
Due to the rising use of social media during the lockdown period, ASMI NEU decided to invest in content generation from 
chefs, influencers and nutritionists to produce 'guest' blogs, recipes development and to host Instagram takeovers. The 
main objectives were to drive traffic to the NEU microsite and increase ASMI's social following by tapping into new 
audiences.  
 
TRADE ADVERTISING/PUBLIC RELATIONS 
Digital Creative Rebrand – Brand Book 
FST created the new ASMI NEU brand guidelines based on extensive research. These initial guidelines were then used to 
shape the look and feel of the remaining digital assets. 
  
Visually, FST used clean, abstract visuals that represented the essence and purpose of Alaska Seafood, developing the 
original color palette to use more earthy, natural tones. There were two versions of the new color palette created to suit 
both consumer and corporate audiences, depending on which are required.   
  
The approach that was created with FST enabled ASMI to tell the story of Alaska. 
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Digital Creative Rebrand – Social Media 
Establishing the correct tone of voice and providing example design assets were 
part of the process behind the new social strategy, both Facebook and 
Instagram. FST specifically emphasized the topics of recipes, health, fitness and 
sustainability throughout this. In Q2, the new creative concepts will be rolled 
out across NEU's social channels. 
 
 
RETAIL MERCHANDISING 
Princes and Sainsbury’s, April – August 2020 
As Sainsbury's is the leading retailer for Princes Red Salmon 213g, ASMI NEU 
agreed to support a retail promotion to promote this product in 37 of their 
stores. The promotion was initially set to run over Easter, but due to the 
impacts of COVID-19, it was postponed until August. The social media 
activation still went live in April. 
 
NESI Activity, July 2020 – January 2021 
ASMI NEU agreed to support a range of marketing proposals with New 
England Seafood to drive salmon fillets' sales, smoked salmon packs, and 
pollock in Waitrose. The pollock promotional activity will support NESI in launching the first chilled pollock product in 
supermarkets in the UK. ASMI has also committed to a promotion with Tesco, which will feature LEAP smoked Alaska 
sockeye salmon at Christmas.  
 
The list of tactics will run until Q3 and includes: 
 
Salmon  
• Full page advertorial in Waitrose Weekend (340,000 circulation)  
• Full page advertorial in Waitrose Food Magazine - New Season Salmon (676,902 circulation)  
• Banners online at Waitrose.com - Alaskan Sockeye Salmon Fillets / LEAP Smoked Keta and Smoked Sockeye  
• Sponsored product online at Waitrose.com  
 
Pollock (NESI also secured funding from GAPP for this promotional activity)  
• Sponsored product on Waitrose.com  
• Banners online at Waitrose.com  
• Full page advertorial in Waitrose Weekend  
• In-store recipe card  
• Recipe sponsor on Waitrose.com  
• Full page advertorial in Waitrose Food Magazine  
• Recipe sponsor in Waitrose Food Magazine  
 
Activity with NESI x Tesco to include: 
• Inclusion of LEAP wild Alaska smoked salmon in the Christmas issue of the Tesco Magazine (1,934,504 circulation) 
 
Shopping Survey, July 2020 – June 2021 
A quarterly review of the Alaska seafood offering in the UK retail market. This includes coverage of all counter, chilled, 
ambient and frozen products attributed to Alaska origin. The review features the major retailers, smaller players such as 
Budgens and Wholefoods, and online retailers and the wholesalers, Costco and Booker. Products highlighted are either 
new to the store, a continued promotion, more expensive than previously or less expensive. 
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Aldi & Thistle Seafood Promotion, May 2020 
Aldi launched three new fish burgers made using wild Alaska pollock.  

• Tempura Battered 
• Buttermilk 
• Southern Fried 

 
To support these products and raise awareness of Alaska seafood's sustainability story, NEU invested in two 
advertisements in Aldi's in-store magazine. The call to action included recipe inspiration and the price of the new products. 
More importantly, Aldi and Thistle Seafoods committed to having the ASMI logo on pack, as well as calling out Wild Alaska 
Pollock.  
 
The leaflet has a reach of 1.65 million in-store shoppers across Aldi's 879 UK stores and 142 Irish stores. 
 
Ocado & NESI, June 2020 
NEU partnered with New England Seafood to run a retail promotion with Ocado – the world's largest dedicated online 
grocery retailer – to drive awareness and encourage sales of Alaska salmon. A series of three banners were displayed on 
the site in June when customers searched for anything related to 'Seafood,' 'Fish Variety' and 'Organic Fish.'  
 
The banners were all barbecue-themed and were supported by BBQ recipes taken from the 'Think BBQ, Think Alaska 
Seafood' recipe book, created by NEU in FY19.  
 
FishTales & Albert Heijn, June 2020 
To support the sale of smoked sockeye and frozen keta salmon in the Netherlands, ASMI partnered with FishTales to run 
a retail promotion with Albert Heijn. The promotion included the following tactics:  
 

• Consumers were targeted with ASMI branded banners when 
searching for salmon recipe inspiration online (FY20 Q4) 

• Approved Alaska copy on the website (FY20 Q4) 
• Social media promotion on Instagram and Facebook (FY21 Q1) 
• Online article/recipe on Culy (https://www.culy.nl/) and 

Food&Friends (https://www.foodandfriends.nl/recepten/index.html) 
written by FishTales's Bart Van Olphen (FY21 Q1) 

 
WEBSITE 
Digital Creative Rebrand – Website Re-Design 
One of the key components in the ASMI NEU rebrand is the new website design. FST took the creative concepts created 
during the initial stages of the rebranding process and applied this to make the below wireframes. During Q2, these 
wireframes designs will be developed to create the official NEU microsite build.  
 
FOODSERVICE ADVERTISING/PUBLIC RELATIONS 
The Caterer 
To support the Food Service industry following the closure of 
thousands of hospitality businesses during the lockdown, ASMI NEU 
created a new funding initiative. This scheme offered marketing 
support to those establishments that list Alaska seafood on their 
menus currently and those interested in doing so in the future. To 
help launch this project, ASMI partnered with Foodservice magazine 
The Caterer.  
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Digital Creative Rebrand – Corporate Brochure & Editable PPT  
ASMI NEU created the corporate brochure to tell the story of Alaska and provide information about seafood from Alaska 
to prospective partners in every sector. The editable PowerPoint deck allows ASMI to streamline all communications and 
ensure that all presentations are delivered with the correct new branding in place. 
 
The Staff Canteen (TSC) Network Lunches  
ASMI NEU committed to the sponsorship of a series of B2B networking lunches throughout FY20 – 12 in total amounting 
to one per month. This series provided NEU with the opportunity to grow the ASMI brand within the foodservice sector 
and develop trade contacts with supplier details and intelligence.  
 
However, with the outbreak of COVID-19 and its implications on the foodservice industry (restaurant closures), The Staff 
Canteen canceled all events.  
 
Instead, NEU worked with The Staff Canteen to produce a series of videos created by chefs for chefs. With experience 
working with Alaska Seafood, three chefs filmed themselves in their own homes, creating dishes using Alaska salmon and 
pollock. Once edited, the videos featured the ASMI logo and have been uploaded to the TSC website and promoted across 
social.  
 
Downtime Development  
Downtime Development is a digital initiative created by Restaurant Magazine to inspire chefs and operators who were 
restricted to staying at home during the lockdown period and encouraging them to continue developing and innovating 
food.  
 
NEU committed to a partnership with Restaurant Magazine, which involves producing recipe videos with three well-
known chefs, combined with editorial and social content.  
 

SOUTHERN EU (SPAIN, PORTUGAL, ITALY)  
MARKET UPDATE  
Retail demand for frozen seafood has been relatively strong during the coronavirus crisis. Still, imports of Alaska keta 
salmon will undoubtedly decline this coming season again due to Alaska’s minimal 2020 keta salmon harvest and current 
low prices of fresh Atlantic salmon. On the other hand, restaurant demand for seafood is down 50% due to covid-related 
restrictions and closures, directly affecting sales of sockeye, king and coho salmon in the region. SEU smokers complain 
of a lack of availability. Italy’s leading king salmon smoker, COAM, has canceled all promotional activities in 2020-21 due 
to their inability to source a sufficient supply of raw material. The supply of smoker-quality sockeye salmon is not much 
better. The situation makes ASMI’s retail promotions of refreshed sockeye salmon fillets during the coming year all the 
more critical to maintaining sales and distribution of wild Alaska salmon in the SEU markets. 
 
SEU Market for Alaska Pollock Surimi: Although Spain’s 2nd quarter 2020 imports of APO surimi from the US were down 
slightly in the second quarter, demand from surimi producers, primarily in Spain, is rising, which we expect will be reflected 
in the 3rd and 4th quarter figures. 
 
SEU Market for Alaska Pollock Fillet: Imports of Chinese processed APO fillet directly from China and Northern Europe 
dominate all four SEU APO fillet markets. Single-frozen genuine APO fillets share grew from 12% to 20% in the 2nd quarter 
of 2020.  
Portuguese Imports of H&G Cod:  
Portugal is the predominant SEU importer of frozen H&G cod, almost all salted and sold in the domestic market or 
exported to Brazil, France, Italy and other markets. Imports from the Netherlands is mostly Norwegian Gadus morhua. 
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Portuguese imports of cod have been steadily declining since the summer of 2018. This year’s 2nd quarter imports were 
the weakest in a decade. Simultaneously, Alaska cod has increased its market share from 6% in 2014 to 12% in 2020. 
 
SEU Market for Pacific Salmon: After record SEU imports of frozen H&G Pacific salmon (90-95% from Alaska) in the 2016-
17 (6,303 MT) and 2017-18 (7,718 MT) seasons, import volume to all four countries has declined 44% in the last two 
years primarily due to limited availability and higher prices of keta salmon which constitutes the around 80% of these 
imports.  
 
ACTIVITY UPDATE 
TRADE SHOWS 
Seafood Expo Global 2021 Preparation 
ASMI contracted hotel rooms and began preparing the RFP for construction of the Alaska Seafood pavilion in SEG 2021. 
 
TRADE ADVERTISING 
ASMI SEU placed a 1-page Alaska Seafood ad in the July-
September 2020 edition of the Spanish HRI trade journal Saber y 
Sabor. 
 
RETAIL MERCHANDISING 
Wild Alaska Salmon Promotion with Gruppo Pam 
From mid-June through mid-October, the Italian supermarket 
chain Gruppo Pam planned to feature fresh wild Alaska salmon 
(king or sockeye depending on the week’s catch) along with 
previously-frozen Alaska sockeye fillets and COAM-brand tartar 
and carpaccio of wild Alaska salmon. Due to widespread flight 
cancellations, it was impossible to import fresh Alaska salmon 
to Italy this season, so Pam conducted the promotion with only 
the sockeye fillets and COAM products in the group’s 133 Pam 
and Panorama supermarkets and hypermarkets in Italy. In-store 
posters called attention to the wild Alaska salmon promotion. 
Alaska grizzly brochure holders were placed in 60 of the largest 
and most active supermarkets. 
 
The promotional campaign culminated in September with a 
“Vivi più green con il Salmone Selvaggio dell’Alaska” (Live 
Greener with Wild Alaska Salmon) prize contest, advertised in-store flyers, on billboards in store windows, on posters in 
the seafood departments, and in banner ads in the www.pampanorama.it website.   
The contest prizes were: 

• 10 e-bikes Coppi 
• 20 backpacks Ferrino 

ASMI contributed money towards prizes and in-store promotional expenses while Fiorital, importer of the sockeye fillets, 
contributed 5000€ toward the prizes. 
 
Alaska Black Cod Promotion in the Makro Cash & Carry Chain in Spain 
During August and September 2020, most of the 37 Makro cash & carry stores in Spain featured Alaska black cod with a 
special 21.90€/kg price, flyer and poster ads, along with the Alaska Seafood bear brochure dispenser with Alaska black 
cod information/recipe brochures. The promotion was an attempt to convince chefs to experiment with black cod for the 
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first time as they ended their summer season and were planning their fall and winter menus. The promotion did boost 
black cod sales by more than 100% during August, sales in September dropped back to more or less normal levels. 
Restaurants in Spain, 18% of which have closed since the pandemic, were too concerned about surviving the current 
situation to consider new dishes with the relatively high-price of seafood. ASMI SEU is taking advantage of the Alaska bear 
brochure holder displays to continue promoting wild Alaska sockeye salmon and light-salted Alaska cod fillet loins through 
the fall months of 2020. 
 

                                 
 
ASMI Newsletters SEU 
Four ASMI Newsletters were sent in Q1 to more than 1,240 contacts in the region. All Newsletters were translated into 
Spanish, Portuguese, and Italian. The Newsletters contained the information on the Alaska salmon harvest updates as well 
as a new RFM brochure.  
 
TRADE PUBLIC RELATIONS 
Donation Campaign ASMI Spain 
ASMI SEU launched a donation campaign in Spain during the COVID-19 crisis to show support 
to various initiatives, charities & organizations with the hashtag #AlaskaSeafoodContigo. In 
July, we were winding down this donation campaign but continued collaborating with 
SocialFooding/Hilton Diagonal Mar.  
ASMI donated: 

• Alaska Cod: 32 kg 
• Sockeye Salmon: 30 kg  

The product was procured from Wild Alaska Salmon to show support ASMI distributors. 
 
Mentions related to the donation campaign initiatives:   
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Collaboration – Team Fisio Monasterio 
Alaska Seafood sponsors a local running team call “Team Fisio Monasterio,” sending product regularly to the team 
members during the training sessions. In return, they promote Alaska Seafood products as a healthy source of protein in 
the runner community. They also have the Alaska Seafood logo on their jerseys and website. 
 
Team members: 29 people.  
 
In July, ASMI provided a 7kg box of 170g portions of sockeye salmon. In September, two boxes of smoked salmon packets 
(20x100g units per box) via Wild Alaska Salmon. 
 
In July, the team started pre-season training, and in September, a few runners participated in the Cursa de la Mercè, which 
took place at the end of September in Barcelona. 
 

             
 
CHEF/TRADE IMMERSION AND E-IMMERSION 
Instagram Live with Joaquin Felipe, July 7, 17, September 29 
30 min Instagram Live with the chef Joaquin Felipe. Each live Joaquin Felipe invites a different chef from Spain. ASMI SEU 
sent out promo gift packages to the guest chefs on Entrevistas Salvajes to get to know the product, including ASMI apron, 
brochures. In July, ASMI sent one coho and four kg of Alaska cod. In September - two filets of sockeye salmon, 2 kg of 
Alaska Cod, and two packets of smoked salmon 2x100g. 
 
Attendees: Followers of Joaquin Felipe @joaquin_felipe_peira_ (3686 followers) as well as followers of 
@alaskaseafoodspain. 
 
Guests and results: 
July 7, 2020 – Ivan Plademunt 
 Post: 27 likes, 4 shares, 2 visits, 522 reach 
 IGTV: 211 views, 21 likes, 587 reach 

July 17, 2020 – Sergio Garrido 
 Post: 24 likes, 1 share, 2 visits, 466 reach 
 IGTV: 170 views, 17 likes, 4 shares, 627 reach 

September 29, 2020 – Jesus Almagro (2500 followers), ex-competitor of Top Chef Spain. Jesus prepared an assortment of 
tapas using Alaska products (pacific cod smoked salmon & sockeye fillets) 
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 Post: 25 likes, 2 comments, 1share, 1save, 4 profile visits, 408 reach 
 IGTV: 229 views, 25 likes, 2 shares, 1 comment, 1 save, 627 reach 

 
Ikura recipe, photo and video production, July 16-17 
Production of ten Ikura recipes, photos and videos, and a “How to Fillet Wild Alaska Salmon” video for the social media 
platforms, website, and online classes. They were produced in a rental kitchen in Pamplona. The chef Nacho Narin created 
ten recipes. All of the recipes/videos will be posted on Instagram, Facebook, YouTube, websites, and online classes. The 
video will be translated into Portuguese and Italian, and the subtitles will be added.  

 
Videos: 

• How to fillet Wild Alaska Salmon. 
• Fresh summer cocktail with Ikura – Introduction of Ikura into a 

drink 
• Crunchy tempura of Ikura – Tempura filled with Ikura 
• Ikura Maceration – Process of 12hours of maceration of ikura  
• Soba pasta with Ikura – Asian inspired recipe using Ikura 
• Baby Potatoes with Ikura – Recipe of stuffed slow-cooked 

potatowith ikura. 
• Poké – Hawaiian inspired recipe using ikura 
• Sandwich – Preparing a recipe using Ikura and brioche.  
• Ikura Shot – Shot with vodka and ikura and lemon.  
• Majii Leaves in Tequilla – Macerated Majii Leave with Ikura. 
• Vegetable Crudité – Vegetable crudités with a dip of yogurt and 

Ikura.  
 
Alaska Black Cod Video Recipes, August 2020 
Videos of black cod recipes for the social media platforms, website and 
online classes. Nacho Marin created nine recipes with Alaska Black Cod and showed how to fillet it. All of the recipes/videos 
will be posted on Instagram, Facebook, YouTube, websites, and online classes. The video will be translated into Portuguese 
and Italian and the subtitles will be added. 
 
Videos: 

• Filleting Black Cod (2 parts). 
• Black cod with teriyaki (2 parts) – baked marinated black cod served with steamed broccoli 
• Black Cod “Fish and Chips” – Black cod in tempura served with aioli & French fries 
• Black Cod Fish balls, three-ways (4 parts) – one video to prepare fish balls, followed by three videos using these 

fish balls in various recipes. 
• Fried black cod fish balls with black mayonnaise 
• Black cod fish balls with ramen soup 
• Fried black cod fish balls with potato purée and gravy 

• Wild mushroom marinated black cod served with almond mousse & black garlic mayonnaise (2 parts) – autumn-
inspired flavors. 

• Black cod with olive tapenade & Hassel back potatoes (2 parts) – Black cod coated with tapenade and bake, served 
with Hassel back style potatoes. 

• Black Cod “Pibil” taco (2 parts) – marinated the black cod with Mexican pibil spices for 24h sous-vide, then steam-
cooked in a banana leaf & served with salsa 

• Black cod sashimi in garlic oil (2 parts) – toast some garlic in oil, so it releases its flavor, then dips the fish into the 
hot oil three times, so it seals the flavor. Let the oil cool and serve the fish with the garlic oil. 
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• Black cod “croquetas” (2 parts)– béchamel black cod filling covered with squid ink bread crumbs 
• Basque-style BBQ black cod – black cod marinated with a garlic-parsley-picked pepper and olive oil paste and 

cooked on the bbq, served with small green peppers. 
 

                      
 
 
Alaska Seafood Virtual “Wild Dinners”  (Cenas Salvaje), July 20 & September 24 
ASMI SEU organized the two virtual online dinner events, consisting of a 
cooking workshop on Zoom, conducted by the chef Joaquín Felipe. 
During the event, the chef and participants discussed how to prepare 
each dish from the menu, which the chef created with Alaska smoked 
salmon & sockeye salmon. Every participant received a kit of the 
products for the cooking workshop and a set of ASMI brochures and 
souvenirs, including an ASMI apron and a bag. 
 
The events lasted 1h30min - 1h40min. The event started with a brief 
introduction to Alaska Seafood and an overview of the menu and materials. The participants were cooking in the ASMI 
aprons.  
 
Attendees of the 1st virtual dinner - 5 Spanish food journalists and influencers: 

• Alexandra Sumasi –  Culinary Journalist, director content Gourmet Magazine 
• Begoña Tormo – Culinary Journalist 
• Maria Luisa del Amo – culinary journalist 
• Mar Romero Peranton – Food&Wine journalist. Director radio show “Mesa&Descanso” Capitol radio 
• Natalio del Almo – Sommelier, wine journalist 

 
Attendees of the 2nd virtual dinner – 6 Spanish journalists and influencers: 

• Laura Sanchez Lara, Guia del Ocio 
• Alberto Granados, Planeta en Conserva 
• Raquel Castillos, El Mundo 
• Javier de La Fuente, RTVE 
• Lourdes Planas, President of the Spanish Academy of Gastronomy and President of Madrid Fusión 
• Rose-Michelle Benson – influencer “La Bonne Franquette” 

 
Menu:  
Starter: Guacamole with green asparagus & smoked Alaska sockeye salmon. 
Main: Seared Alaska sockeye salmon with infused grilled peaches. 
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Alaska Seafood Collaboration: “Alaska Seafood Tasting Menu” at Rest. Atocha, September 25-27 & October 2-4 
Rest. Atocha 107 offered a menu with Alaska seafood for small groups of journalists and other influencers. The chef 
ambassador Joaquin Felipe prepared a menu of 4 dishes using Alaska Products: sockeye salmon (smoked & fillet), ikura & 
Alaska cod: 
• Vegetable tartar with ikura. 
• Marinated smoked sockeye with grilled avocado. 
• Steamed Alaska cod with caramelized tomato sauce. 
• Grilled sockeye on the robata with stewed lentils. 

 
Wild Alaska Salmon sent: 

• 4kg Ikura 
• 8kg sockeye salmon fillets 
• 6kg Pacific cod 
• 4kg smoked salmon 

 
Attendees:  
Special guests for the first dinner: 

• Alejandro Calabuig, Director of the magazine “Corredor” (leaders in running magazines in Spain) 
• Alberto Hernandez, sub-director of the magazine 
• Nerea Ruano, director of the magazine “Corredor Mujer” (ladies running magazine) 
• Rodrigo Moro, Film director and director of audiovisuals contents at Motopress Iberica 
• Miguel Cartagena & Alvaro Rodriguez, ex-professional athletes and current directors at Motopress Sports, the 

sports marketing and management agency for Motopress 
 
There was a good turnout. The first weekend was fully booked. The special guests enjoyed the menu and will publish a 4-
5-page piece in the magazine. One page costs typically approximately 1500 euros per page.  
 
Promotion & social media: 
The event was promoted by Joaquin Felipe & Atocha 107 on social media, and Alaska Seafood Spain shared contents and 
reposting InstaStories and posts from the guests. 
 

EASTERN EUROPE (RUSSIA, UKRAINE, AND CIS) 
MARKET UPDATE 
Russia 
Economic conditions seemed to improve in Q3, although they remained fragile after the GDP contracted in Q2 at the 
sharpest pace in over a decade. In July–August, economic activity declined at a softer pace than Q2’s average, reflecting 
stronger manufacturing activity. That said, the manufacturing PMI slipped into contractionary territory in September, 
pointing to deteriorating private sector conditions at the end of Q3. In addition, the unemployment rate rose to an almost 
nine-year high in August, which, coupled with a depreciating ruble in September, likely capped the recovery in consumer 
spending. Moreover, after diving in July, merchandise exports likely continued to plummet in August–September amid 
depressed oil output and prices. Meanwhile, in mid-September the government approved the 2021–2023 budget, which 
includes cutting military spending in favor of social spending, increasing borrowing and raising taxes on mining companies 
and high earners. 
Ukraine 
Comprehensive GDP data confirmed that the economy shrank at the sharpest annual pace in five years in Q2 as COVID-
19 took its toll. Going forward, available data hints at a faltering recovery. After industrial output picked up strongly in 
June, it eased in July and contracted slightly in August as manufacturing production stalled. Moreover, retail sales growth 
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gained significant traction in July but slowed somewhat in August, and although consumer confidence continued to crawl 
higher in the same month, it remained well below February’s pre-pandemic levels. Meanwhile, virus cases continue to rise 
rapidly, complicating matters. In early September, Fitch Ratings affirmed the country’s credit rating at B with a stable 
outlook, citing its credible macro policy framework. Midway through the month, the government approved the 2021 draft 
budget, which sees a fiscal deficit of 6.0% of GDP. 
 
ACTIVITY UPDATE 
TRADE SERVICING 
Lviv Master Class, Ukraine, July 14 
On July 14, 2020 ASMI organized a culinary master 
class “from simple to complex.” The event was 
coordinated in cooperation with Lviv Culinary 
Kokos School. The event aimed to feature Alaska 
value-added fish samples that were delivered 
from the U.S. including Alaska pollock burgers, 
pollock fillet block, pollock fillet, pollock loins, keta 
salmon fillet, pollock portions redi-cut, and pollock protein 
noodles. The managing director of the Kokos School, Petr 
Spodaryk, was an attendee of the USDA Cochran HRI program 
in 2019 - which contributes to his dedication to U.S. 
foodstuffs. 
 
During the master class, Petr and a group of Lviv/Kyiv chefs 
presented new Alaska products to 50 chefs, restaurateurs and other HRI sector specialists. Chefs cooked over 12 dishes 
with new Alaska seafood products and tastings were done, as well. A representative of Ukrainian fish importer, Universal 
Fish Company, attended the event and presented on Alaska fish availability in the Ukrainian market. 
 
EasyFish Platform Ukraine – Project preparatory phase: PeopleLab research, September 2020 
Goal: During the preparatory phase of the EasyFish project, ASMI coordinated a research of the target audience: including 
the business audience (HRI sector managers, retail personnel, nutritionists, etc) and final consumers (in order to support 
sales of Alaska seafood importers).  
 
The research focused on learning about the perception of frozen fish in Ukraine. The research identified barriers against 
frozen fish consumption, current fish consumption patterns, determination of the most efficient communication channels, 
and influencers that have recognition among the target audience.  
 
Statistical sampling included 200 final consumers and 40 representatives of the b2b sector. Consumer research was 
coordinated among select people that meet the primary criteria (average income – middle and upper middle, enjoying 
cooking, and geographic location).  
 
EasyFish Platform Ukraine – Project preparatory phase: Strategy development, September 2020 
ASMI EEU is working on the development of the digital platform called EasyFish. The platform targets both junior B2B and 
consumer audiences. The platform’s aims is to support Alaska fish sales in Ukraine and position Alaska seafood as a 
nutritious, easy, accessible, affordable ingredient for cooking in foodservice and at home. "Just try cooking it, it's easy" to 
cook Alaska seafood. 
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EasyFish digital platform’s goal is to develop the culture of Alaska fish and roe consumption through the collaboration 
with the diversified list of influencers of different background, including professional and semi-amateur chefs, fish sector 
professionals, and nutritionists.  
 
The project will include tailoring existing ASMI materials and production of new content, mainly in video format as well as 
photography along the video production. The project will include the video in different Ukrainian stores, showing how to 
choose Alaska seafood, basic cooking skills, which species can be purchased in Ukraine, and a set of recipes adapted to 
the Ukrainian market. The necessity to produce Ukrainian materials is due to the fact that the assortment of Alaska 
seafood is different from what’s available in other parts of the world. Additionally,  cooking techniques and taste 
preferences are different in this market. 
 
The trade ASMI partners with, including importers and retailers, are involved in content creation and distribution process. 
The information about where to purchase Alaska fish and roe and information on our key partners also will be provided. 
 
All Alaska seafood species will be promoted, but the main species for the promotions will be: Alaska pollock, salmon roe, 
and primarily pink salmon. 
 
The development strategy of the platform was created based on the market and consumer research. 
 
EasyFish Platform Ukraine – Project preparatory phase: SE0-SERM, Ukraine, September – December, 2020 
In preparation for the EasyFish Platform launch, ASMI coordinated the SEO-SERM preparation process which will increase 
the platform’s visibility on the internet and improve its name and credibility on search engines. The first stage of the SEO-
SERM component was accomplished in September-October, with tasks included such as reputation and keyword research, 
search queries analysis, analysis of niche and competitors in Ukraine.  
 
The final goal of Platform’s SEO-SERM is to make massive promotional campaign and put ASMI’s EasyFish Platform in the 
top positions of fish queries. 
The full task list for SEO-SERM is: 

• Analysis of niche and competitors in Ukraine 
• Collection of semantics for category pages 
• Formation of the structure of site categories 
• Copywriting requirements for categories 
• Formation of a map of relevance of categories 
• Map of redirects from old domains and moving to GSC 
• Technical audit of the site before and after launch and verification of edits 
• Creating a project to track positions 
• Setting up analytics systems (GTM, GA, GSC) 
• Forming a content plan for 1-3 months 
• Writing a TOR on an article according to a content plan (this will be an ongoing process) 

 
ASMI Quarterly Newsletter 
ASMI compiled and distributed a bilingual – Russian/English - quarterly newsletter.  The audience included over 350 
professionals in 11 countries. The newsletter contained information on Alaska’s catch, updates on ASMI events in the 
region, and an invitation for future marketing collaborations. The newsletter was distributed via email. ASMI also sent a 
newsletter to Ukrainian partners with an invitation to participate in the EasyFish Platform development. 
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Ukrainian Importers of Fish and Seafood Association SMM promotion, Ukraine 
The Association of Ukrainian Importers of Fish and Seafood unites fish industry representatives in the country. The 
association has become an important platform for business communication of participants in the fish sector. Since 2019, 
ASMI has used UIFSA social media platforms to post Alaska related information, in order to reach out to the target 
audience in the country. During Q1, one post was published on the UIFSA Facebook page 
https://www.facebook.com/uifsa.ua (more than 2,000 followers) and three articles on the website http://uifsa.ua/en/ in 
the section “Advice from Alaska Seafood.” The topics of the articles covered Alaska seafood catch update and smaller 
sockeye availability. The third article was dedicated to the differences between wild Alaska pollock and hake, which is a 
common question in the market. The post about the differences between wild Alaska pollock and hake was boosted in 
order to reach ASMI’s target audience in Ukraine. The total reach on Facebook was 15,000 people and the total reach of 
the articles was 1,600 people. 
 
The main goal of the promotion was to educate the Ukrainian seafood industry about Alaska Seafood and its distinctive 
features, as well as to increase brand recognition. The social media posts were also read by final consumers. The published 
posts are provided in the table below. 
 
TRADE SHOWS 
Ukrainian Gastro Shows participation, Ukraine, September 29, 2020 
In September, ASMI participated in Ukrainian Gastro Show by the ChefsSummit group. 
The show is among most popular Ukrainian events for chefs and attracted more than 
500 leading chefs from all over Ukraine, in spite of the COVID-19 situation.  
 
ASMI participated in the event and featured Alaska pink salmon roe. The pink salmon 
roe was incorporated in the master class on the main stage of the event, as well as on 
the menu of the welcome buffet. The event place took place in the premium event 
hall, Parkovyi, in Kyiv. ASMI produced a showy caviar photo booth, which attracted the 
audience for selfies. ASMI educational materials were distributed next to the booth.  
 
Results: 500 leading Ukrainian Chefs tasted Alaska pink salmon roe and received 
technical information about Alaska seafood. 
 
RETAIL MERCHANDISING 
Klion SMM, Ukraine 
Klion Group is one of the largest Ukrainian fish and seafood importers and retail suppliers. The company was founded in 
2005 in Zaporizhzhya, in Eastern Ukraine. The company has seven branches that are located across Ukraine including Kyiv, 
Kharkiv, Odessa, Lviv, Rivne, Vinnytsia and Zaporizhzhya. ASMI EEU coordinated a joint SMM promotion with Klion. The 
promotion included social media activities of Alaska cod and pollock roe and Alaska Pollock - all under the Veladis brand. 
In Q1, six posts were made on the Veladis pages on Facebook, https://www.facebook.com/veladisua/ (77,000 followers) 
and Instagram, https://www.instagram.com/veladis.ua/ (3,600 followers). 

 
Total coverage in Q1 was 1,905,000 people. 
 
Activity in process. Earlier planned in-store promotions were cancelled due to COVID-19. 
 
TECHNICAL EDUCATION 
EasyFish Platform Ukraine – Creative Idea Concept, September – October, 2020 
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Following the EasyFish Platform preparatory phase (PeopleLab research, Strategy development, SEO-SERM), ASMI 
developed the Creative Idea Concept - which determined the visuals for the platform including style of videos and other 
materials, tone of voice, and other details. 
 

                               
 
 
EasyFish Platform Ukraine – EasyFish platform development, September – November, 2020 
The prototype of the EasyFish platform was developed. Upon confirmation of the Platform prototype, the actual web-
page will be developed. 

SOUTH AMERICA 
MARKET UPDATE 
• Total U.S. seafood exports to South America reached 804.5 tons valued at $2.9 million in July-September of 2020. 

Compared to the same 3-month period in 2019, both volume and value decreased by 46% and 42% respectively - 
mostly due to the COVID-19 pandemic affecting the usual trade flow.  

• For wild Alaska salmon, fierce competition from farmed Chilean salmon was seen. High inventories in Chile have been 
available since last quarter, with frozen salmon quoted below $3/kg. Effects of the situation were seen during this 
quarter, with Chilean salmon exports increasing 46% compared to the same period in 2019. This also is impacted by 
the the gradual reopening of the foodservice and overall reactivation of the economy, after surpressed demand was 
seen during the previous months. 

• ASMI South America has engaged in virtual trade servicing focused on strenghting relations in the region, as well as 
constant follow-ups with main Peruvian players since the temporary market access granted by the pilot project that 
was approved by the Peruvian government last quarter. The long-term regulation of imported raw material to the 
Peruvian market will be based off the experience from this 12 month pilot project. 

• ASMI South America has dedicated important effors to supporting Alaska seafood exporters with registering plants and 
products under DIPOA/MAPA, as well as assisting with updating registrations and providing general regulatory 
guidance so companies can successfully meet Brazilian government requirements. Five Alaska companies have 
benefited from the support and were able to successfully ship wild Alaska salmon, cod and pollock to the market. 

• In Brazil, ASMI South America’s strategy continued to focus on participation in virtual events and conducting online 
promotions, especially on its social media page and with focused posts during the Father’s Day holiday. During 
September, ASMI South America developed large-scale retail promotions with Grupo Pão de Açúcar (GPA) and importer 
Noronha Pescados, which were held during the Seafood Week promotional campaign. The campaign focused mainly 
on digital promotions and preliminary results point to doubled sales during the promotional period.  Final numbers will 
be shared by the retailer in October. 

• ASMI participated in the largest Nutrition Conference in Latin America, GANEPAO, held online in September. The event 
gathered over 2,000 nutritionists and physicians, many of which are major influencers for prescribing diets and 
influencers in the fitness and sports nutrition demographic. The ASMI Symposium had over 200 live participants. 
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ACTIVITY UPDATE 
RETAIL MERCHANDISING 
Seafood Week Promotional Campaign – Brazil, September 1 – September 20, 2020 
ASMI South America organized digital retail promotions with Grupo Pão de Açúcar 
(GPA), one of the largest retail chains in Brazil. The campaign included promotions 
on the chain’s social media channels (one FB page with over 3 million followers and 
one Instagram with 276K followers), marketing e-mails to their own database, 
inserts in seafood promotional materials, recipes, videos, banners on their website 
and mobile application. The chain  provided a full-campaign during the Seafood 
Week period with the goal of raising the product profile of Alaska cod, Alaska keta 
salmon and Alaska pollock. Moreover, this a long-term campaign and planned to 
take place until March 2021, with special seasonal campaigns during Christmas 
(December) and Lent (March) – which in addition to Seafood Week are the highest 
seafood consumption seasons in Brazil. 

Results are currently being compiled and analyzed by the GPA professional team, and will be available in October 2020. 
Preliminary numbers point to about 100% sales growth during the promotional period. ASMI South America will report 
results in the next quarter report. 

Brazil Trade Outreach, July 1 – September 30, 2020 
ASMI South America contacted 17 Brazilian trade players during the quarter, of which 10 were seafood distributors and 
seven retailers – both large-chains and regional physical/ecommerce hybrids. ASMI has included three new distributors 
in its promotions in Brazil: Minerva Foods, a large protein company, distributing wild Alaska keta salmon; Mediterrâneo 
Pescados (reselling Opergel brand of Alaska keta salmon at São Paulo’s countryside); and Seu Pescador (currently 
reselling Komdelli brand of Alaska cod and keta salmon at Salvador-BA). Miditerraneo and Seu Pescador have extensive 
knowledge on wild and natural seafood. The latter have a larger focus on restaurants, and had extensive meetings with 
ASMI South America about the challenges regarding Alaska keta salmon’s color and ideal heating points. Seu Pescador 
looks forward to gaining traction for their Alaska seafood line, with potential to add Alaska sockeye salmon to their 
portfolio. Furthermore, ASMI South America had a number of meetings with Minerva Foods and provided their sales 
and quality team with a trade training on September 9.    

As for retailers, ASMI South America remained in contact with all major retail partners in an effort to continue 
strengthening relationships. Highlights include: Grupo Pão de Açúcar, with which ASMI has agreed to conduct a seven 
month-long digital promotion. Moreover, ASMI is in contact with Carrefour and Swift with similar digital campaign 
propositions. The former had extensive conversations on shelf communication, as the hypermarket format during the 
pandemic depends on stronger signage to attract customers, as visits are reduced and consumers do not take their time 
in outlets anymore. Several meetings were held with Swift, a JBS brand of retail stores focused on meat, seafood and 
other protein foods. The chain is developing a stronger communication with its seafood line, with one recipe video post 
featuring an Alaska pollock burger with Shrimp highlighted on their Instagram page (the post can be viewed in the 
following link).  

For the next quarter, ASMI South America will keep its focus on digital promotions, aiming to add other large-scale chains. 
The post-quarantine scenario points to a reinvented retail strategy, which will include more advertisement on chains’ 
channels as special magazines, websites, mass mailing to clients, and potential discounts via mobile apps.  

Social Media 4Q, July 1 – September 30, 2020  
ASMI South America continued using social media, mainly two Facebook pages (fb.com/peixesdoalasca and 
fb.com/bacalhaudoalasca), one Instagram profile (@peixesdoalascabrasil) and one YouTube channel (Alaska Seafood 
Brasil) to promote Alaska Seafood industry, species, and Bacalhau do Alasca in Brazil. 
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Continuing the Facebook and Instragram strategies adopted in January 2020, which prioritizes content with high quality 
images and videos that focus on the natural and wild characteristics that differentiate Alaska seafood, the new approach 
considers a series of posts. The posts range in topics from preparation tips, nutritional benefits of the products, meat 
aspects by species, recipes, sustainability and point of sales (retail and foodservice). Both Facebook pages are aimed at 
the public interested in this type of content, such as restaurant owners, foodservice operators, chefs, traders, culinary 
schools, processors, restaurant goers, gastronomy lovers, Japanese restaurants, seafood processors and consumers in 
general. Ads, videos and stories were placed on Facebook and Instagram, some using paid Facebook and Instagram ads.  
 
Currently, the Alaska Seafood Brasil Facebook page has 920,178 likes, 2.4 million reaches, and more than 8.5 million 
impressions. During the quarter, the profile posted 68 new publications and reached 1,792 new followers, 280 comments 
and 972 shares, totaling 22,469 likes on posts.  
 
The Instagram profile has 1,075 posts and more than 18,300 followers, an increase of 26% compared to the previous 
quarter. During the period, 64 posts were published, of which 462 comments and 2.6 million impressions were obtained. 
In addition, the page reached 13,340 new likes in posts and 1,995 total profile clicks, an increase of 29% and 30%, 
respectively. The ever-growing interaction with ASMI social media accounts has demanded important adjustments of 
the channels’ management, ensuring all messages, comments and inquires received are responded in less than 24 
hours. In total, the Instagram profile received 278 messages:  

• 214 messages from consumers looking for point of sales information to source Alaska seafood in various regions 
in Brazil; 

• 29 leads for Trade and 35 leads for Foodservice, which were shared with Alaska seafood distributors in the country. 

WEBSITE  
The recently renovated website provides consumer-directed information 
such as nutritional facts, easy recipes, and where to buy and eat Alaska 
seafood locally. Trade-directed information includes suppliers’ directory, 
a form to request information and POS materials, as well as up-to-date 
information on ASMI’s activities in the market such as trade seminars, 
events and promotions. A customized social media tool facilitates direct 
sharing to Facebook, Twitter and both Facebook and WhatsApp 
messenger apps. ASMI manages its hotsite for genuine Alaska pollock, 
featuring information on the species, differences and competitive 
advantages of the genuine APO vs. other origin pollock, and recipes and outlets where consumers can buy the product in 
Brazil. The website has focused divisions for trade/importers (B2B) and a consumer-oriented (B2C) section.  

GANEPÃO NUTRITION CONFERENCE  – BRAZIL, AUGUST 31 – SEPTEMBER 4, 2020 
Ganepão is the largest nutrition conference in Latin America, attended by renowned health professionals, such as 
nutritionists, physicians, nurses and pharmacists. The event is ideal for presenting relevant scientific content. Due to the 
COVID-19 pandemic, the 2020 edition took place entirely online and included courses, lectures and conferences, as well 
as technical materials available for download and networking tools.  
 
The symposium "Wild Alaska Seafood and its health benefits" was held on 
October 2nd and was presented by nutritionist Andrea Esquível, pediatrician 
Nathalia Gioia and Carolina Nascimento, ASMI South America OMR. The 
discussion included three main subjects: "Alaska seafood: sustainability, health 
and safety standards,” "Nutritional benefits of Wild Seafood and nutrient 
bioavailability" and "Importance of EPA and DHA for pregnant women and the 
development of infants." The symposium video will still be available to conference 
participants until the end of November.  
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One week prior to the beginning of the conference, ASMI raffled three registrations to the event in partnership with 
nutritionist Evie Mandelbaum, a renowned professional among clinical nutritionists. The six hour instagram promotion 
generated about 100 new followers (most nutritionists) to the ASMI Brazil Instagram profile. 
 
TRADE PUBLIC RELATIONS 
ASMI South America is participating in a virtual trade show in Peru and is preparing participation in Chile and Mexico: 

• ExpoAlimentaria Peru Virtual Trade Show from September 30th to November 15th (ongoing). On October 14, 
ASMI South America - in cooperation with Diana García Bonilla from Sociedad Nacional de Industrias Peru (SNI) - 
will give a 30-minute talk on how the Alaska seafood industry can contribute to the economic reactivation hand 
in hand with Peruvian importers. The event also offers a virtual market place where ASMI has a full profile 
promoting wild Alaska seafood species. 

Organizing/Upcoming: 
• Expo Antad & Alimentaria Mexico Virtual Trade Show 2020 from October 14th to October 23rd; focused on the 

retail sector and the entire food and beverage industry from distribution to the foodservice sector. 
• SaborUSA Chile Virtual Trade Event (VTE) scheduled for December 2nd, 2020; focused on food ingredients for 

Chilean Market, in the areas of food processing, foodservice, and the retail sector. 

Complete results for all three will be available in the next quarter report. 
 
Seafood Brasil Magazine – Brazil, July 1 – September 30, 2020 
Seafood Brasil is a quarterly seafood magazine launched in May of 2013 with a circulation of about 4,500 printed copies 
(plus 6k digital copies to South American contacts). The magazine is 
capitalizing on Brazil´s growing seafood market and is the only seafood 
business focused publication in the country. The publication is aimed at the 
seafood supply chain, including trade, retail and foodservice - in line with 
Alaska products available in Brazil.  
 
ASMI South America has placed one bilingual ad on the back cover of its 
34th edition published in July 2020. The ad promotes Alaska pollock and the 
cost-effectiveness of fillet blocks. One ad was also placed on the back cover 
of its 35th edition (special year edition) published in September, promoting 
innovation with Alaska seafood.  
 
Live Nutrition Webinars, July – September 2020 
Since May, ASMI South America has adopted a new online marketing strategy focused on live webinars on its social 
channels, in which the consultant nutritionist Ms. Andrea Esquivel - specialist in gastronomy, gastroenterology and 
marketing - was hired to support efforts for clinic nutrition, sports nutrition, fitness and health & wellness in Brazil. Among 
the tasks, Ms. Esquivel was the host/moderator of live one-hour-webinars. The meetings were broadcasted on Alaska 
Seafood Brazil's YouTube, Facebook and Instagram platforms. Each webinar included the participation of a special guest, 
always a professional in the areas of health, nutrition and/or foodservice. During the quarter, three live events were held 
that discussed topics such as Alaska seafood nutritional attributes, Alaska Salmon preparation techniques, recipes with 
Alaska pollock and the importance of fish consumption. 
 
Every hour-long-webinar had a live audience of 15 to 65 people. At the end of the three virtual events, there were 88 new 
subscribers to the YouTube channel and more than 34,000 accounts reached on Facebook. Below are the results obtained 
from each of the webinars. 
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Podcasts – Brazil, July – September 2020 
ASMI South America is developing podcasts to be showcased during the next quarter. The goal of the podcasts are to 
reach the entire Brazilian seafood chain on audio platforms inclduing Spotify and Sound Cloud. These productions will 
focus on topics such as wild and natural sourcing, Alaska as a model of sustainability; nutritional benefits; the Alaska 
seafood industry and its export numbers; and Responsible Fisheries Management program. ASMI South America seeks to 
interact with different types of listeners to create more interest and increase our activity on social networks. It was 
necessary to delay this activity to the next quarter due to a change of strategy in terms of content and production for the 
Brazilian market.  
 
TRADE SERVICING 
Peru Market Access, August 5, 2020 
After a successful trade mission conducted to the country in March 2020 and months of work, the Alaska seafood industry 
has achieved temporary market access to Peru as of August 15, 2020, with the approval of a pilot project for reprocessing 
imported seafood in the country for the next 12 months. ASMI South America worked closely with SNI (Sociedad Nacional 
de Industrias), the Peruvian seafood industry, SANIPES (Organismo Nacional de Sanidad Pesquera), the Peruvian 
Government, the United States Embassy in Peru, the United States Department of Agriculture, the USDA and Foreign 
Agricultural Service (FAS). 
 
Alaska seafood raw material can now be imported through facilitated procedures, with no analysis or testing upon arrival, 
which will reduce costs and time. ASMI and FAS Lima estimates that Alaska seafood exports to the market can reach USD 
3 million in the next 12 months; general U.S. seafood exports to this market will also benefit from the market access and 
total exports can reach USD 6 million in the same period. ASMI has invested USD 106,277 (USD 97,959 ATP funded; USD 
8,818 of match funds) in the Peruvian market development during FY20; the Return on Investment (ROI), for Alaska 
seafood only, is projected at 2,723% in 12 months. ASMI will continue working with the Peruvian industry to ensure 
continued business and market access in the long term. 
 
This project allows the import of raw seafood material into the Peruvian market for reprocessing and exporting to other 
markets, without the need for sample analysis (nor parasite inspections/counting). The above-mentioned was published 
in Peru's official gazette (Supreme Decree N° 012-2020-PRODUCE). In August and September, ASMI South America 
reached out to 34 Peruvian seafood processing companies, sending individual communications on our progress in Peru 
and how to participate in this Pilot Project while simultaneously offering support and guidance. Fourteen Peruvian 
companies with over 20 processing plants have enrolled in the project, as a first step for developing Peru as a reprocessing 
center. ASMI South America’s 30-minute presentation on October 14th at ExpoAlimentaria Peru Virtual Trade Show will 
be directed at new and already known seafood players with the goal of keeping them well - informed of the project itself, 
ASMI’s achievements, and Alaska Seafood’s presence in the market.   
 
Trade Servicing Meetings – South America  
ASMI South America is looking to strengthen relationship with different players in Chile, Ecuador, Peru, Mexico, and 
Colombia. A consistent database of direct seafood processors was developed, in which 13 new companies (five in Chile, 
four in Peru, four in Colombia) expressed their interest in participating in ASMI activities and getting to know the versatility 
of Alaska seafood products. ASMI’s participation in the upcoming three trade shows in Peru, Mexico and Chile will be a 
great opportunity to keep ongoing efforts towards the organization of an Alaska Seafood South America Trade Webinar 
in early December.  

Additionally, meetings were conducted with over 30 Peruvian companies regarding the recent market access/seafood 
reprocessing pilot project, follow up meetings with Colombia trade members are Comerpes and Pesquera del Mar. 
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FOODSERVICE PROMOTIONS 
Kinoshita – Brazil, August – September 2020 
Kinoshita is a Japanese cuisine restaurant in São Paulo-SP, part of MF 
Gastronomia group, focused on high-end customers and with prior 
experience with Alaska seafood. Marcelo Fernandes, partner of the 
group, participated in the Cochran Mission to Alaska in Summer 2019. The 
partnership built resulted in the re-introduction of two dishes featuring 
Alaska sockeye salmon and sablefish on the restaurant’s menu. 
Moreover, Kinoshita is the first one-star Michelin Guide restaurant to 
offer Alaska seafood on their menu in Brazil. In the next quarter, ASMI 
will provide a landing page for the restaurant on its main website. In 
addition, conversations regarding the Alaska Seafood Delivery Festival 
planned to take place next quarter are underway, with highlights to Kinoshita participating with the new dishes. 
   
Foodservice Meetings – Brazil, July 1 – September 30, 2020 
ASMI Brazil had meetings with 24 Brazilian restaurants throughout the months of July to September 2020.  As a result, 
five restaurants received samples (Gate Group, Futuro Restaurant, Duas Terezas, Sociedade Hípica Paulistana, Hotel Hilton 
São Paulo) and another three are testing menus (La Pergolleta, Bouchon Bistrô and Aguzzo Restaurant). Highlights include 
Gate Group with the possibility of Alaska seafood being included in commercial flight menus, and Hilton São Paulo, which 
is interested in working with Alaska seafood and holding events in three of its hotels in Brazil. 
 
During this first quarter, ASMI South America has been reaching out to foodservice businesses that are interested in 
improving menus and operations by sourcing frozen seafood. Additionally, efforts were made towards improving the ASMI 
South America mailing lists and further increasing the generation of leads. In total, 108 new prospects were generated 
during this quarter, coming from ASMI’s social media pages, Brazilian suppliers, updated client lists, and organic search. 

SOUTHEAST ASIA 
MARKET UPDATE  
COVID-19 continues to negatively impact ASEAN. Most countries in the region have managed the pandemic relatively well, 
although the Philippines, Indonesia, and Myanmar are experiencing worrying outbreaks at the time of this report. 
Economically, the situation is worse. The hardest-hit countries are those most exposed to the global collapse in tourism 
and exports, particularly Thailand, the Philippines, Malaysia, and Singapore. The re-opening of regional economies over 
the past four months and expectations of vaccines being available in early 2021 have improved the economic outlook for 
2021. The table below from the ASEAN+3 Macroeconomic Research Office (AMRO) summarizes this current outlook across 
ASEAN and leading East Asia economies. A recent report from the World Bank paints a similar picture: 
https://www.worldbank.org/en/region/eap/publication/east-asia-pacific-economic-update 
 
Regional seafood importers and distributors continue to report the following trends: 
• Online sales are growing, but this channel is becoming increasingly competitive.  
• Retail trade is recovering well, with more consumers shopping in stores and online.  
• HRI trade is gradually recovering with more local restaurants and foodservice customers (particularly online delivery 

services), but sales are dismal to hotels catering to tourists. 
• The image and awareness of Alaska seafood are growing steadily, but sales are hampered by the pandemic situation 

and lower-priced imports of farm-raised seafood and domestic products.     
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ACTIVITY UPDATE 
TRADE SERVICING/EVENTS  
During Q1, ASMI’s SEA team worked on several regional Trade Service activities: 

• Communicated via meetings, calls, and emails with key trade contacts and FAS officials in Singapore, Malaysia, 
Thailand, the Philippines, Indonesia, and Vietnam. Much of this was focused on preparing HRI, Retail, and other 
activities starting Q2 and later. Details of key meetings are in the country sections below. A list of contacts is 
shown in the Trade Meetings section at the end of this report.   

• Worked closely with our social media contractor in Bangkok to boost the effectiveness of ASMI SEA’s website 
and Facebook pages in English, Thai, and Vietnamese languages. We added new local-language Facebook pages 
for Indonesia and Malaysia (https://www.facebook.com/AlaskaSeafoodIndonesia and 
https://www.facebook.com/AlaskaSeafoodMalaysia). Details are in the Social Media section below.  

• Completed translations and printing of additional Thai and Vietnamese language recipes and publications, 
including Rockfish Fact Sheet, Salmon Buyer’s Guide, Whitefish Buyer’s Guide, Healthy Moms & Babies, RFM 
Certification, and Chain of Custody Process.  

• Shipped more cutting boards to importers-distributors in Thailand and Singapore for leading customers and 
worked on plans to order cooking mitts for promotional items later in the year.   

 
TRADE SHOWS 
Seafood Expo, Singapore & Seafood Export Marketplace Conferece 
Seafood Expo, Singapore and a related Seafood Export Marketplace Conference were planned for November 18-20. Prior 
to its cancellation on August 12 due to COVID-19, ASMI SEA staff worked with Susan Marks, ASMI Sustainability Director, 
to prepare a paper for presentation at the conference titled “Sustainability and Eco-Certification to Meet Consumer Needs 
and Build Market Success for Alaska Seafood in Asia”. Hopefully, the show and conference will be rescheduled for 2021. 
 
Lanna Expo 2020 
Lanna Expo 2020 was held in Chiang Mai, Thailand, September 18-27. The US Consulate in Chiang Mai was provided a free-
of-charge booth to present commercial and cultural information about the U.S. To support the consulate and USDA-FAS 
at the event, ASMI SEA prepared videos and other promotional materials about Alaska’s seafood industry. The videos 
included “ASMI 101” and “Quality Processing, Quality Seafood: The Process of Alaska Seafood”. Both were translated to 
Thai language audio and Thai subtitles were added. The videos were well received at the event.  
 
ThaiFEX-Anuga Asia, September 22 - 26 
ThaiFEX-Anuga Asia, September 22-26, IMPACT Center, 
Bangkok:  Despite the ongoing COVID-19 pandemic, the 
show attracted an impressive turnout of 797 exhibitors 
and over 21,000 local trade visitors. Promotional 
materials featuring Alaska seafood were displayed at the 
USA booth hosted by FAS Bangkok. ASMI SEA’s team 
attended the show and met with several trade contacts, 
including Mr. 'Archie' Atsushi Endo, a longtime member of 
Alaska’s seafood industry. The ASMI team also met with representatives from Ocean Food Co. Ltd., Thailand, a producer 
of FishFit brand salmon sausage and other value-added products using salmon and surimi.  
 
ThaiFex-Anuga Asia, May 25 – 29, 2021 
ThaiFex-Anuga Asia, May 25 – 29, 2021 is planned for the same Bangkok location. ASMI SEA has reserved a large booth 
and currently plans to welcome several ASMI industry members at the event.  
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Food & Hotel Asia, Singapore, March 2 - 5, 2021 
Food & Hotel Asia, Singapore, is rescheduled for 2-5 March 2021 after being postponed from March 2020. ASMI SEA has 
reserved a large booth for the 2021 event, but we expect the event may again be postponed.  
 
RETAIL MERCHANDISING  
Thailand 
During Q1, ASMI Thailand staff developed plans for two retail promotions in Q2&3: 
 
Rimping Supermarket, Chiang Mai, November 1, 2020 - January 31, 2021    
ASMI SEA will partner with Rimping, FAS Thailand, and other cooperators in a 3-month promotion featuring a variety of 
U.S. foods. Alaska salmon, pollock, black cod, sole, crab, and roe, and will be supplied by 3 local importer-distributors: 
Gourmet One, Bangkok Seafood (Alaska King), and Kanefuku. Promotion media will include online platforms (Facebook, 
Line, YouTube videos, and a cooking variety show); in-store signage, videos, tastings, and demos; brochures and 
giveaway items; and a large outdoor billboard at a major Chiang Mai intersection. ASMI SEA staff traveled to Chiang Mai 
September 12-14 to survey 3 Rimping outlets (Nawarat, Meechok, and Nim Daily) and make advance arrangements for 
the promotion. 
 
Tops Supermarket, Bangkok, November 23 - December 8 
Tops is Thailand’s largest supermarket chain with 147 stores, 92 located in Bangkok. ASMI will partner with Tops, FAS 
Thailand, and other cooperators for an American Thanksgiving promotion featuring Alaska salmon, pollock, black cod, 
sole, and possibly other products. Local suppliers currently include Bangkok Seafood (Alaska King) and Thammachart 
Seafood. Others are also expected to join. ASMI will have its own kiosk for product sampling, POS displays, and handouts 
of recipes and promotional items. The promotion will also be featured online through ASMI and local partners’ platforms.  

Singapore 
ASMI SEA continued discussions with The Alaska Guys (TAG) and Thong Siek Pte Ltd., producer of DoDo brand surimi based 
on Alaska pollock, about co-promotion on Redmart-Lazada’s online sales site. Plans are on hold until adequate promotion 
slots open up.   
 
HRI PROMOTIONS 
SEA’s HRI activities are currently focused on Thailand. 
 
Bento Box Promotions 
Bento box promotions for herring roe and other products were planned with ASMI head office, China, and Japan, as well 
as importers-distributors and Japanese restaurant chefs in Thailand and Vietnam. However, in late July, ASMI SEA decided 
to postpone the promotion due to COVID-19-related logistical concerns and the fact that several chefs relocated to Japan 
during the pandemic.   
 
Took Lae Dee’ Restaurant Co. 
Took Lae Dee’ Restaurant Co. (‘cheap & good’ in Thai) is a chain of 23 mid-range, family-style diners located within 
Foodland Supermarket branches (23 stores nationwide). ASMI SEA is collaborating with Natural Alaska Seafood and TLD’s 
Chef Leonardo to test and launch several new menu items featuring Alaska seafood. The launch and promotions have 
been delayed to Q2 due to ongoing testing and internal discussions at Foodland.    
    
Central Eatery  
Central Eatery is a group of restaurants and online food services operated within the Central Food Retail Group 
(https://centraleatery.wordpress.com). Chef Timber Suwannakoot, Head of Retail Food Service and Corporate Chef, is the 
manager in charge. He previously worked in Alaska’s seafood and restaurant industries, so we featured him in the Gourmet 
& Cuisine issue noted above and are discussing promotions for Q3.  
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Gourmet Foodie Festival, October 28 – November 1 
ASMI is collaborating with Gourmet & Cuisine to host this event at Central Festival EastVille, Bangkok, a concept shopping 
mall with 200+ stores and 100+ restaurants catering to Thai middle class and high-end consumers. At least 7,500 Thais 
and expatriates are expected to attend. Four importer-distributors (Meng Kee, Bangkok Seafood, Lucky Union, Kanefuku) 
will display and sell Alaska products at the event, including salmon, pollock, black cod, sole, POP, ikura, and Alaska pollock 
surimi. Selected chefs who are familiar with Alaska Seafood will demonstrate seafood preparation and cooking and offer 
samples during the 5-day promotion.  
Four selected restaurants will also feature Alaska seafood products in their booths during the event and in their individual 
restaurants from November 1 through December 31. At least 22 media partners and influencers are invited to the opening 
ceremony and are expected to cover the 5-day event. These media partners collectively have over 5 million followers. 
https://www.gourmetandcuisine.com/news/detail/3401 
 


