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=3 partnership of public and private sectors to foster economic
development

=guided by Governor-appointed Board of Directors: five

processors, two commercial harvesters

=Alaska’s official seafood promotion arm

The Alaska Seafood Marketing Institute is a marketing organization with the
. mission of increasing the economic value of the Alaska seafood resource through:

»Increasing positive awareness of the Alaska Seafood brand,

=Collaborative marketing programs that align ASMI and the industry marketing efforts for
maximum impact within the food industry,

=Long-term proactive marketing planning,

="Quality assurance, technical industry analysis, education, advocacy and research,

*Prudent, efficient fiscal management.



ASMI| BUILDS ‘ALASKA’ BRAND

ASMI promotes all species of Alaska seafood, under
the “Alaska” brand.

= AS16.51.110 prohibits ASMI promoting seafood by
geographic origin other than from the state
generally, geographic region of the state, or specified
brand name.

=  Alaska Constitution -Article 8, Section 4

“Sustained Yield — Fish, forests, wildlife, grasslands,
and all other replenishable resources belonging
to the State shall be utilized, developed, and
maintained on the sustained yield principle,
subject to preferences among beneficial uses.”

Wild, Natural & Sustainable®



ASMI Funding

.05% voluntary tax paid by processors

General Funds S7,772.2
Federal Funds (MAP) S4,500.0
Industry Funds S10,227.8
Total Spend Plan $22,500.0

19 Employees Juneau, Seattle, Kodiak 21 Countries
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RELEASE DATE: FALL 2012
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Board of Directors

7 members (5 processors, 2 harvesters)

- Joe Bundrant, Chair, Trident Seafoods Corp.
Kevin Adams, Vice Chair, commercial harvester
Mark Palmer, Ocean Beauty Seafoods
Bruce Wallace, commercial harvester
Barry Collier, Peter Pan Seafoods, Inc.

Dennis Guhlke, Icicle Seafoods, Inc.
Jack Schultheis, Kwik’Pak Fisheries “»Stqr
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ADVISORY COMMITTEES

Species Committees Operational Committees

= Salmon = International Marketing
= Halibut-Sablefish
= Shellfish = Foodservice Marketing
= Whitefish = Retail Marketing

Seafood Technical




e Alaska Tourism Marketing
e Alaska Grown
 Alaska Film Office

 Alaska Businesses
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Alaska Seafood
Industry

was worth $4.6 billion in first wholesale value in 2011

e accounted for 52 % of the total US harvest in 2011

* employs over 60,000 commercial fishermen and
seafood processing workers each year

* brings in more than $100 million in tax revenue for
local and state governments

McDowell Group

Wild, Natural & Sustainable®



Alaska Seafood: Composition by Volume
Total 2011 Harvest: 5.5 Billion Ibs.

_ Halibut &
SheI:ﬁsh Sablefish
% 1%
Herring Alaska Pollock
2% ——— 51%

Pacific Cod
11%

Other

Salmon Groundfish &
S 14% Flatfish
e 19%

Source: NMFS, ADFG



Alaska Seafood: Composition by Ex-Vessel Value
Total 2011 Ex-Vessel Value: S$2.1 Billion
Total 2011 First Wholesale Value: $4.5 Billion

Other

Groundfish &
Alaska Pollock Flatfish

23% 6%

Halibut &
Sablefish

17%
Salmon

- 31%

Pacific Cod
9%

Shellfish

14%
° Herring

<1%

Source: NMFS,ADFG, and ASMI Estimates.



EXPORTED VALUE OF ALASKA SEAFOOD

ORANGE ARROWS=VALUE OF SEAFOOD EXPORTED GREEN = ESTIMATED RE-EXPORTS TO MAJOR RE-PROCESSORS

- g

SOUTH AFRICA: $1 1088000

ALASKA EXPORTERS TOTAL WHOLESALE EXPORT VOLUME: 1,030,378 METRIC TONS
SEAFOOD WORLD TOTAL WHOLESALE EXPORT VALUE: $3,870,544,000



Historical Alaska Salmon Harvest

250 -

200

o o
5 O
1

—
Yst4 4o suol|iiN

o
N

0TO0C
S00¢
000¢
S66T
0661
G86T
0861
G/6T
0L6T 3
S96T 2.
ommﬁ.m
GG6T m
0S6T ™
Q6T ~
ovel +«
GE6T B
0€6T
GZ6T
0z6T
ST6T
0T6T
S06T

ocC

HW

- 0061



Alaska Salmon Ex-Vessel Price

Rising Value for Wild Alaska Salmon Despite Increased Supply

350
PR Average Ex-vessel price of Alaska salmon
| went from $0.26/Ib in 2002 to $0.83/Ib
in 2011, even though supply increased.
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Source: ADFG, FAO, Groundfish Forum, Salmon of the Americas, and Russian Federal Fisheries Agency.
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Higher Prices Rebuild Fishing Assets

Total Value of Commercial Salmon Fishing Permits
$800 -

Alaska Salmon permits have more than tripled in

$700

value since 2002, and increased by $177M from

$600 2010 to 2012.
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$200 .
Al

$0 -

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Millions of Dollars

Source: CFEC, compiled by McDowell Group.



Recent Market Challenges

*Economic Unrest

*lUU Fishing

*Whitefish Supply — Barents Sea Cod
*Farmed Salmon Supply — Chile,
Norway, GMO

*Competing Proteins — Imported
Seafood, Norwegian Cod Promotions
*Domestic Seafood Consumption
Down

*Proliferation of Eco-labels
eSalmon withdrawl from Marine
Stewardship Council



Sustainability?

Everybody wants it but nobody agrees on
what it means.

Who gets to decide?
People don’t want to pay more for it.

Alaska and the United States fisheries
management is the gold standard worldwide.

Other industries and other highly functioning
fisheries share the same challenges



Vhy withdraw? Concerns

- Maintaining market access

- Potential NGO control of the fishery
management process

- Long-term devaluation of the Alaska Seafood
brand

- Ongoing and increasing costs of the MSC
certification and pay-to-play eco-labeling

- Other fisheries that are “making progress”
towards sustainability put on equal footing as
our own



MSC Insertion in Fisheries

* At the 2005 recertification MSC
sought to divide the Alaska
salmon into 64 units for
certification- going river by river
in Alaska

* Language on packaging in the UK
claims management

* Moving goalposts

e Alaska hatcheries under attack




> Processor

Fisherman *

A
: : v
Fishery - * Seafood
Governance - > Fishery - > Product
4 Market
Legal mandates (e.g. Magnuson Stevens, Alaska

constitution, Australian National Legislation)
FAO Guidance

Competent Authority
Stakeholders; Fishermen, Processors, Coastal Communities
NGOs



Disappearing “Alaska” Brand

* We began to see “MSC” replace “Alaska.”

e We are lumped in with competitors, some of whom
are only “making progress” toward sustainability.

- N

o

; ganen Sie in | - - 2
e PEEoe  Fischgenuss mit gutem Gewissen.
i mm"r.hm Frischtiseh-

1 T d :',9‘\.»? zwaien. i ll Fisch-Woche bei EDEKA.
. e b
@ et prmaYenen Wi Vi
E]&-d forcians g ’::th:rl":’l\uw.ed:\md' | — 4 S B
Rep—

Verliebt, verlobt, -
das Meer gerettet. z TIGH At’ t' S GUTRGUNSTIGA 5!
> / antic 2 R
Wi cind it dem YYsvF Atlanticyiis 1 . A 4
cine nachhaltige Xaape.  WS2e lachsfilets See ddl.ff ilets B,
ration eingegangen. Um fangfrisch ticfyctrarcn PR
einen Partner an der Seite einzein’entnehmbar. 5 «‘m]",ﬁ FﬂEL
20 haben, dor uns bei 1kg Ecutel 4
der Umsctzung unserer
ncuen Fischeinkaufipali-
| tik beriit und unterstitet
Damit wir lhnen such in
2ukunft fongfrischen
Fisch anbicten. Und das
mit gutern Gewissen.
Weitere Infos

VL  desfischerei

{ GUT&GUNSTIG GUT&GUNSTIG ; GUTRGUNSTIG 3|
Feine Sahne Heringsfilets Delikatess : oty Edle Matjes
| ohne Haut, mit Zviehel:, Herings Salat - el Filets )
{ Gurren -und Apfdzti dechen — . el s nach nardiccherart Matjes [
. . | ohne Konservierungsstoffe teringsfilets & weiBer Bete & v ) Fl'k’ts
Trio de poissons Aot Becicr = T LA 7 o s J Filets
- - y Gewirzgurken-und E .
umes | : Teine Soline dichen

» des mers froides

Sauman rouge du Pacifique fumé
Flétan du Pacifique fume - Haddock
LTS - =




What do we do about it?

Responsible Fisheries Management Certification

Support science - based management and the roll of proper
governance

Stock assessments by NOAA and Alaska Department of Fish
and Game

Enforcement

Tell the Alask l"st‘lr
ell the Alaska story "p‘i Q{\ nun

Defend the Alaska brand

Wild, Natural & Sustainable®
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Alaska Seafood remains the second
most commonly specified brand on
U.S. Menus!

Source: Datassential 2012 — largest menu database in the U.S.

NEW RANKINGS!

1. Angus Beef 9. Haagen Dazs

2. ALASKA SEAFOOD 10.
Boursin

3. Oreo 11. Amaretto

4. Tillamook 12. Jack Daniel’s

5. Reese’s 13. Boars Head

6. Garden Burger 14. Kraft

7. Snicker 15. Kahlua

8. Grand Marnier



CELEBRATE

ALASKA
SEAFOOD

MARKETPLACE &
~ SEVEN ON STATE
A

Wid. Natural & Susté
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WILD ALASKA SALMON

LITE SUGAR-SFICE BBEQ SALMON
WITH FRUIT SALSA

7:95 "EACH

32



EXAMPLE OF RECENT US PARTNERSHIPS

Quick Service and Casual Restaurant Chains

Casual restaurant chain:
* Typical ASMI funding: $5,000-$15,000

*  Promotion materials: called out on the menu as Alaska;
Alaska Seafood logo included on the menu, menu inserts .

I N Ew = p—— Most casual restaurant marketing has shifted to online
vehicles, i.e. website and frequent eater clubs, Facebook,

F I S H FI L ET 'f. \ ‘ Twitter; some wait-staff/incentive programs (win a trip to

SANDWICH COMBO Alaska).

in the box’

Fish sandwich promotion has led to a product
improvement and change. JIB moved to a one piece
battered Alaska Pollock with a slightly different build
(lettuce and tomato addition) and improved bun.

Promotion of the Fish Sandwich during Lent continues to

increase in the mix: 1.2% during the promotion period.
Increased sales do not cannibalize sales of other beef,
chicken sandwiches.

Number of franchisees and franchisees with larger number
of units requesting marketing support.

LIMITED TIME ONLY




Celebrate the best
Alaska has to offer!

OCTOBER 17-20TH
ALASKA ROCKFISH, SALMON,
WEATHERVANE SCALLOPS, KING CRAB AND MORE.

———

Emory Umversﬂx — Longest Fish Taco



Merchandising Materials
Consumer Research
Training

WILD ALASKA

ALASKA SEAFOOD

AN L]

HALIBUT o

Menuing Ideas
Education and

MENU ALASKA 201

ALASKA
‘SERFOOD

H“Z

AS BIG AS ALL OUTDOORS 4%

: Why we fish
; “the wild Alaska seas.

REASON #63:
A corner office...
with a view.

REASON #1:

-“

A comprehensive species guide and glossary

h«
for sourcin g Alaska seafood. @
O p—
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SMART, SUSTAINABLE, SIMPLE
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Our goal is to increase direct retail & consumer
awareness of Alaska Seafood by utilizing a three-
tiered messaging platform:

1. Differentiate wild Alaska Seafood from other/
farmed fisheries.

2. Increase consumer preference for Wild Alaska
Seafood.
3. Increase retail merchandising and

= i ol i understanding of the importance of Alaska
| Seafood through training and communication
targeted directly to retailers.



Partnership with Major Retailers

Online banners, customizable landing pages

available at

Recipes >>>

—

Wild, Natural & Sustainable’

Find Alaska Seafood at

L B
LUNDS BYERLY'S

Recipes >>>

yy"«.. COOK IT
e~ FROZEN!

Find Wild Alaska
Seafood now at
~.Fred Meyer _

-~




G R EY  Merchandising/POS Development

ALASKA

-

o

Case Dividers




Hy-Vee Alaska King & Snow Crab Promotion

EXAMPLE OF RECENT US PARTNERSHIPS
- inc

Holiday December 2012 @ Hy-Vee Supermarkets 318 stores HQ in lowa @
Featured in 200 stores with full service seafood counters @ Major
markets: lowa, Nebraska & Kansas e Decision was made as part of its
commitment to Sustainable Fisheries, combined with U.S. Jobs

Told the Alaska story:

Quality
Flavor
Conservation & Sound Fisheries Management

Featured on TV, Radio, Seasons Magazine & Print Ads e Retailer spentin
high six figures to support the effort

ASMI Provided: Staff Training, recipes, photography, video footage, copy
points, in-store ASMI crab point-of-sale materialgs

Record sales!

300,000+ pounds of Alaska King Crab sold

50,000+ pounds of Alaska Snow Crab sold

200% Increase over last year



ABOUT ALASKA

Retail Training

The ABOUT ALASKA Training Section
includes 3 distinct topic areas. After
completion of each of these topics,
you'll be quizzed and then guided to the
next training section

About Alaska Seafood U . A E- ALASKA CONSTITUTION

© About Alaska ' ‘  wAr j e O FISHERIES MANAGEMENT
Species & Catch Methods , ‘ ‘

FROZEN ALASKA SEAFOO!

Preparation Techniques BIISYOL
Bookstore

WELCOME 0 Get Certified in 3 Easy Steps!

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, gad
A LAS“ SEA Foop U nibh euismod tincidunt ut laoreet dolore magna aliquam
enim ad minim veniam, quis nostrud exerci tation ex ea g
Lorem ipsum dolor sit amet, consectetuer adipiscing elit,

@ Create Account @ Take Quiz @ Get Certificate G

ALREADY A MEMBER ¢ HEADLINE

Please enter your user name and password to activate Duis autem vel eum |
your account, edit your account or resume testing vulputate velit esse
ilum dolore eu feugia
eros et accumsan et
blandit praesent luptd
Password O duis dolore te feugait

Member Name

Now Playing:

@ @ @ Fisheries Management

Forget your 1D or Password?

Aboul Alaska / Species & Caich Methods / Prepasation Techaiques / Booksloe
‘ © 2007 Alaska Sealood Marketing Institue ‘
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WILD ALASKA SEAFOOD

FR®ZEN! 22,

www.cookitfrozen.com —g——
Wild, Natural & Sustainable

Fact: Alaska is 100% committed fo sustainability - it's even constitutionally mandated.
And now Alaska seafood™ has been independently certified to the United Nations Food
and Agriculture Organization (FAO) Code of Conduct for Responsible Fisheries. i consu ) on they see t ka Seafood logo.*

Act: For information on sustainability and promotional support,
contact Lorry Andrews at 800-806-2497 or LAndrews@AlaskaSeafood.org




Target Audience

*  Adults aged 45-64, known as ‘Boomers,” earning an annual
household income of greater than $100,000.

*  Adults aged 25-34, known as ‘Generation-Y’ or ‘Millennials,’
earning an annual household income greater than $50,000. This
& &w cohort is made up primarily of young professionals.
L4 o ; e *Both target audiences are food sophisticates who enjoy
‘ cooking, are eco-conscious and prone to considering health
F implications in their dining decisions.




Surprising Sun;m

:
COokin|

LIVING IN THE WEST

Tresh Tacos The Coast:
Delicious fillings, fixin,
&tortillas from s scmuc}fzg Insider’s guide to the best
NEW SPINS ON Seafood shacks Cozy beach cottage Hook some wild Alaska

ERVROBREICUE Gorgeous drives Kayal trip salmon
- 1f we were to pick a single icon of
HOW TO MAKE R - Westem cooking, it would be wild
PERFECT ey salmon. For millennia they ve
FRENCH FRIES for éVery budgen;
jouneyed from ocean to rivers—in
10-Minute Recipes Theultimate Some cases traveling moro than a
Summer i mc “eak g thousand miles—to spawn and die
ol lre where they were bomn. And along the
matoes o s
Tomaty e way, they ve sustained both wildife
NO-FUSS FRUIT - ’m I . and humans. Salmon was once
COBBLERS i plentiful from California all the way to

Naska, but today Alaska is the one

remaining Westem fishery whose
- & salmon populations are relatively
x . o> 7;1 OW THE healthy and abundant
) EXPERTS DI
" 7 FOR MUSSELS
& CLAMS,

Want to try hooking your own salmon
in Alaska? Get started at

Pcrgg(alsohwvmuscup;wild,

 Sablefish (also known as black cod; wild, Alaska or
British Columbia)

 Striped bass (wild or farmed, domestic)

Consumer Media Relatlons

86

Delicious *
Recipes

Healthy salads,
soups, light
dinners & more

GOMEATLESS

Cook's Guide to 2 Y1) j,‘

Watermelon, inn 2

@

Try: Canned Salmon

Instead of: Canned tuna

If tuna salad is one of your lunchtime
staples, this swap is for you. Canned

| salmon delivers at least twice the total
amount of heart-healthy fats per ounce,
along with less mercury, than canned
tuna. These omega-3 fatty acids may
help prevent heart disease and stroke
and ease inflammation associated with
WEIGHT arthritis and other common conditions.

GAIN \ - o/ p @ | ook for canned “wild" or “Alaskan”
48 EASY WAYS salmon (Alaskan salmon is guaranteed

=

CONSUMER PUBLIC RELATIONS




MAKE OR BUY:

HOW TO SUEEP LIKE A BABY
P g Y

W

\E G s
Spice Rubbed Salmon with Herb-
and-Pomegranate Raita

4 ppents G
‘
ixpecting after 19 tatiespoons carmay seeds
nfertility 107 tatimpoors, e swech N
Yealing with your 2 gt anibis e SN
omplex emotions W tempacns gorkc powdier

" osher sal

Theee 3 pound (or four 2 pound) sakmon ‘il

JANDBOOK
ey T e

1. NOTE I possible, opt for wild salmon (all Alaskan salr

w. is wild) instead of the tarmed variety
¥

an make
Sy

g > o e q

lemon juice

-3

Grilled Saimon

Peach Saisa e
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SKIN!
Minute Fies
FASTY
OW-CAL
ZOCKTAILS
HE #1
HEADACHE
“URE
Phus 6 Snesky
%ain Triggers)

86 us |
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paithy salac

wwups Vight

dinners & more
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NO-COOK! CEVICHE HEALTHY FAMILY §
GIVEITATRY MEALS IARS

2 an Eatin

MEATLESS
GTHE GRILL

12 meal AL A tove
X

-

EVER!

WOW YOUR

FAMILY
TONIGHT

YOUR PERFECT
SEAFOOD

1

| SUSTAINABLE FISH:Wild-caught

j | Pacific halibut, US tilapia, black cod,

¥ | Alaskan salmon, Atlantic mahi mahi
SUSTAINABLE SEAFOOD:Scallops,

| US and Canadian shrimp and prawns,

squid and US octopus

ALASKA SEAFOOD
IN THE NEWS

Hands-on time: 25 min. Total time: 40 min.

Light

300-CALORIE
EATREEY—

Mango Kiwi Salsa

large cedar plank

1 cup finely diced peeled ripe mango

/2 cupdiced peeled kiwifruit

2 tablespoons chopped ireshcilantro

1 teaspoon extra-virgin olive oil

1 teaspoon fresh lime juice

1 serrano chile, finely chopped

Y2 teaspoon kosher salt, divided

"2 teaspoon freshly ground black
pepper, di

4 (b-ounce) sustainable skinless salmon

fillets (such as wild Alaskan)




i C -y Y
Rick Bayless John Besh Michael
Frontera Grill Restaurant Cimarusti
August Providence

Hm”

Dan Enos Naomi Everett Thom Fox Brian Malarkey
The Oceanaire The University of Public House

Seafood Room Alaska

John Ash
John Ash & Co

Patrick Hoogerhyde| Michael Cimarust Jesse Ziff Cool
IS N [ = [T

Maria Hines Patrick Christine Keff Mellssa Kelly
Tilth Hoo erhyde The Flying Fish Primo
-\.ier
Brewhouse

Alaska Seafood Culinary Alliance

Ben Pollinger Barton Seaver

Ma . Sue Ryan Nelson
Oceana

Milliken & The Oceanaire
Susan Feniger Seafood Room
Border Grill

Robin Stotter Robert  Jason Wilson
P.F. Chang's Wiedmaier Crush
China Bistro Marcel's

Press & Chef trips

CONSUMER PUBLIC RELATIONS









May 8, 2013

Bill Sheffield

Anchorage
Railroad Depot




Internatlonal Actlvmes GADUS MACROCéPHAws

B

Consumer PR/Advertising
e Retail Promotions
* Trade Shows/Business Development
* Trade PR/Advertising
* Hotel and Restaurant Promotions

Key Aspects of ASMI Promotions

 Wild, Natural, Sustainable
* Promoting Alaska Seafood, Promoting Alaska
* Product Diversity

* New Markets, New Products y“"é"'h.g
* Underutilized Species g K it

Alasca na mesa.

Agua na boca.




Traditional Markets Emerging Markets
= Central EU: Czech

Japan _

Central EU: Austria, Germany, . Eﬁ?nuabhc' Poland
Northern EU: Ireland, The = Eastern Europe: Russia
Netherlands, U.K., Sweden, and Ukraine

Denmark = Brazil

Southern EU: Italy, Portugal and

Spain

Western EU: Belgium and France

2011 Alaska seafood export value increased dramatically, rising
27% to total $3.26 billion.

Exports to many of ASMI’s primary target markets were even more
impressive.

Exports dramatically increased to: China (+53%), U.K. (+41%),
Denmark (116%), Finland (+166%), Germany (+33%), Russia
(+303%) and Spain (+35%).

#3%,

»[&1/"_\_;%

Wild, Natural & Sustainable®




omoting with Key Partners

JOHN WEST WILD ALASKAN SALMON
- FRESH, HEALTHY AND TASTY.
STRAIGHT FROM THE COLD, CLEAR
WATERS OF COASTAL-AlASH#A=

P2 272088 wWL0L T E

COOKIT
FRGBZEN'

RRADODETZEH Y

Recipe Developmen
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Thank you

Tyson Fick I‘»stﬁp
tfick@alaskaseafood.org ‘»ﬁ/ \_nh
907-465-5560 ﬁ W D
—
@ASMlakseafood Wild, Natural & Sustainable®

Facebook.com/alaskaseafood




