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Operator Promotions
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State of the Industry
▪ Focus on profitability, traffic, price increases
▪ Value meal deals
▪ Technology improves: AI, in-app ordering, Tic Toc-like 

marketing
▪ Corporate Chefs, R&D staff reductions and spending cuts



FY25 Operator Partnership Results
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• -1.6% volume FY25 vs FY24

• 6,055,000 pounds of Alaska 
seafood sold at 30,000 US 
restaurants

• 2.5 billion impressions generated
     by our partners

• $20 million dollars spent by 
partners to promote Alaska 
Seafood to their customers

• For every $1 that ASMI spends on 
Promotion partnerships, partners 
spend $72



2025 Foodservice Promotion Partners
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Distributor Promotions
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State of the Industry
▪ Decentralization leading the growth of smaller regional 

distributors and Protein Suppliers
▪ Employee turnover 
▪ Technology improves: AI, in-app ordering



Distributor Results

• -8.1% volume FY25 vs FY24
• 30,480,000 pounds of Alaska 

seafood sold through 
distributors



ASMI 2024 Distributor Partners
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What’s Ahead for FY26



FY26 Distributor 
Promotions Motivate broad line distributors to 

show more of the Alaska seafood 
logo and to call out “Alaska” and 
utilize ASMI resources.

Continue to add new, smaller 
regional protein distributors and 
buying groups.

New Distributor Partner



New FY26 Partners





Margie Sherman, Foodservice Marketing 
Coordinator
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