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An overview of the 



Impact of Alaska Seafood Industry 

Alaska seafood directly employs 62,650 
workers in Alaska, over 28,200 are Alaska 
residents . 
 
Including multiplier effects, accounts for 
81,000 jobs, $6.7 billion in economic output, 
and $2.1 billion in labor income within AK . 
 
Accounts for 10 percent of all civilian labor 
income in AK, and 7 percent of all resident 
labor income. 
 
Southcentral is home to most participants 
but participation rate highest in western 
Alaska, Kodiak, and Southeast.  
 
Source: McDowell Group 



Total 2012 Alaska 
Seafood Harvest:  

5.5 Billion lbs. 
 
 
 

Total 2012 Alaska 
Seafood Ex Vessel 

Value:  
$1.9 billion  

 
 
 Source: NMFS, ADFG 
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Alaska Seafood Marketing Institute 

• 19 employees 

• $22.5 million budget  

– .5% industry tax, State 
of Alaska General 
Funds, Market Access 
Program 

• 21 program countries 



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 industry marketing efforts for maximum 

impact within the food industry 

• Championing the sustainability of Alaska seafood harvests resulting from existing Alaska fisheries 

management imperatives. (State of Alaska Constitution and Magnuson-Stevens Fishery 

Management and Conservation Act.) 

• Proactive marketing planning to address short and long-term goals while remaining flexible and 

responsive to a changing environment and economy 

• Quality assurance, technical industry analysis, education, advocacy and research 

• Prudent, efficient fiscal management 



LEAD BY INDUSTRY  

A partnership of public and private sectors to foster economic 
development 
 

Guided by Governor-appointed Board of Directors: five 
processors, two commercial harvesters 

 

Species Committees 

 Salmon 

 Halibut-Sablefish 

 Shellfish 

 Whitefish 
 

Operational Committees 

 International Marketing 

 Seafood Technical  

 Foodservice Marketing 

 Retail Marketing 
 



ASMI BUILDS ‘ALASKA’ BRAND 

 ASMI promotes all species of Alaska seafood, 

under the “Alaska” brand. 
 

 AS 16.51.110 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.” 

 

Alaska Seafood 
remains the second 

most commonly 
specified brand on 

U.S. Menus! 
Source:   Datassential 2012 – largest menu 

database in the U.S. 



Through communications, public relations and advertising activities, millions 
of people around the world are exposed to positive message about Alaska 
Seafood. 

ASMI Programs 

US Retail Marketing  
Communications  

International Marketing  
 US Foodservice Marketing  

Seafood Technical  
Global Food Aid 



ASMI International Programs  

•  Japan 

•  China 

•  Northern EU (Ireland, The 

Netherlands, U.K., Sweden, 

Denmark, Finland )  

•  Western EU (France, Belgium) 

•  Central EU (Germany, Austria, 

Switzerland, Poland, Czech Republic) 

•  Southern EU (Spain, Italy, Portugal) 

•  Eastern Europe (Russia, Ukraine) 

•  Brazil  



International By the Numbers 

•  Alaska is the 7th largest seafood 
exporter in the world 
•  Approximately 50-60% of Alaska 
seafood is exported 
•  63% of Alaska groundfish and 
flatfish are exported (2012) 
•  85% of Alaska salmon is exported 
(2012) 
•  2012 export value of $3.2 billion 
•  Top markets are China and Japan 



 



ASMI Brazil 



ASMI Social Media Campaigns  

Facebook, Twitter, Pinterest, Instagram & YouTube 

 
17 



Alaska Seafood Chef Alliance 

• Hugh Acheson, Atlanta 
• Anita Lo, New York 
• Tony Maws, Boston 
• Giuseppe Tentori, Chicago 

 
 

• Erik Slater, Seward 
• Jason Porter, Girdwood 
• Rick Moonen, Las Vegas 
• Roy Yamaguchi, National  

 

Increased from 18 to 26 chefs in FY13 by adding: 
 

The Alaska Seafood Chef Alliance develops partnerships between Alaska 
seafood and the culinary world.  The chefs make a vital connection in the 
media and at events, serving as well-versed brand ambassadors for 
Alaska Seafood. 



Alaska Cod Point-of-Sale 



U.S. Domestic Retail Merchandising  

 



Joint Promotions 



Market Broiler 

 Luby’s 



UMass –  

Longest Sushi Roll 



ASMI Consumer PR Program 
• Goal: The Consumer PR program is designed to 

maintain the highest possible value 
perception for Alaska Seafood among 
consumers.  

 

• Objective: Continue to brand and effectively 
link Alaska’s unique position: wild, natural and 
sustainable seafood with superior taste and 
texture.   

 

• Core Principle: ASMI conducts marketing 
activities that provide the largest economic 
benefit for its industry members. 

 







Consumer & Trade Events 



Retail Training 



Coordinated Marketing  



Thank you 

Tyson Fick 
tfick@alaskaseafood.org 
907-465-5560 
 
 

@ASMIakseafood 
 

Facebook.com/alaskaseafood 
 

www.alaskaseafood.org 

mailto:tfick@alaskaseafood.org

