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A L A S K A  S E A F O O D  M A R K E T I N G  I N S T I T U T E  ( A S M I )
_______________________________________



O U R  M A I N  J O B :
T E L L  T H E  O R I G I N  S T O R Y
_______________________________________



56% of the seafood harvested in 
the U.S. is from Alaska

• Salmon:
King, Sockeye, Coho, Keta, Pink

• Whitefish Varieties:
Halibut, Cod, AK Pollock, Sole/Flounder and 
other “Flats,” Sablefish, Rockfish, Surimi 
Seafood

• Shellfish:
Crab (King, Dungeness, Snow), Scallops, Spot 
Prawns, Oysters

A L A S K A  S E A F O O D  A T  A  G L A N C E  
_______________________________________
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W H A T  C O N S U M E R S  C A R E  
A B O U T
_______________________________________

Now, more than ever, they want to know 
where their food comes from, to be 
able to eat healthy and sustainable 
food, without compromising taste 
and convenience.



New research understanding consumer perceptions of seafood and Alaska 
seafood at restaurants in the U.S. 
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O R I G I N .  W I L D .  I T  M A T T E R S .
_______________________________________

59%
would order more 

seafood at restaurants 
if they knew its origin

5:2
Wild:Farmed

+47%
Menu penetration growth 

of ‘WILD’ since 2009

Wild + 
Alaska

is the magic 
combination

6 out of 10 more likely 
to buy 
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T H E  A L A S K A  O R I G I N  I S  P O W E R F U L  A N D  D R I V E S  S A L E S
I N  T H E  U . S .
_______________________________________

64%
More likely to buy

61%
Believe it = 

Sustainable Sourcing

Great taste/flavor

Fresh
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Mentioning “Alaska seafood” on restaurant menus drives 
home that the restaurant cares about serving the best 
seafood. 

« The addition of the Alaska Seafood logo has the strongest impact on a restaurant being 
associated with sustainable sourcing and care for the environment.  

IMPACT OF ALASKA SEAFOOD ON RESTAURANT PERCEPTIONS

50%

51%

53%

58%

61%

62%

63%

64%

66%

70%

E2: If a restaurant used the word "Alaska" to describe the fish/seafood on its menu, would you believe that.... (n=1000) E3: If a restaurant had the Alaska Seafood logo on its menu, how much would you agree or disagree with the following 
statements about the restaurant? (n=1000)

The restaurant is proud to serve Alaska seafood +4%

The restaurant cares about the quality of food +4%

The restaurant has high quality food +2%

The restaurant is a good place to get seafood +4%

I’d be more likely to order seafood +2%

The restaurant cares about offering healthy choices +4%

I’d be more likely to return to that restaurant +3%

The restaurant believes in sustainable sourcing +8%

The restaurant values buying local/domestic +3%

The restaurant cares about the environment +7%

% CHANGE FROM LOGO 
ADDITION*

*Consumers were asked the extent to which they agree with each statement with and without the Alaska Seafood logo. Data 
in this column represents a percentage point increase (for example, 70% jumps to 74% after the logo is shown).
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Consumers prefer seafood that specifies its origin on 
menus, and “Alaska” or “wild” descriptors are favored.

« Adding “wild” within the menu description of Alaska seafood increases its appeal.
« In most cases, consumers are one and a half to two times more likely to order seafood 

when “Alaska” is present in the name of the dish. 

E1: For each of the following pairs of menu items, please indicate which one you would be more likely to order at a chain restaurant. (n=1000)

Pollock sandwich Alaska pollock sandwich

Atlantic salmon Alaska salmon

King crab legs Alaska king crab legs

Fresh halibut Fresh Alaska halibut

Grilled Alaska salmon salad Grilled wild Alaska salmon salad

Atlantic cod sandwich Alaska cod sandwich

Fish and chips Alaska fish and chips

Whitefish sandwich Alaska pollock sandwich

Grilled cod bowl Fried cod bowl43%

54%

57%

60%

62%

63%

66%

68%

69%

57%

46%

43%

40%

38%

37%

34%

32%

31%

PREFERRED SEAFOOD MENU ITEM NAME AT CHAIN RESTAURANTS

do you prefer…



E A T I N G  H E A L T H I L Y  A N D  S U S T A I N A B L Y  I S  I N C R E A S I N G L Y  I M P O R T A N T
_______________________________________
Previously, consumers chose to be healthy and conscious of their food source because of cultural trends, but with rising obesity rates 
and overfishing concerns, the choice is no longer a “cool thing to do” but is now a must do. 

There is a sense of urgency and civic necessity to make the health-conscious and sustainable decision. 
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Source: World Economic Forum, National Health and Nutrition Examination Survey 
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O R I G I N .  W I L D .  A L A S K A . M A T T E R S  I N  C H I N A .
_______________________________________



12

A L A S K A M A T T E R S  I N  C H I N A .
_______________________________________



• % increase in market value of Alaska seafood 
(“first wholesale value”)

• % increase in grounds price paid per pound to 
fishermen (“ex-vessel value”)

H O W  D O  W E  M E A S U R E ?
_______________________________________



Source: NMFS and ADF&G; compiled by McDowell Group. 

Ex-vessel Volume
5.8 Billion Pounds

Ex-vessel Value
$2.0 Billion

Salmon
14%

Halibut, 
Sablefish, & 

Crab
1%

Flatfish & 
Rockfish

14%

Alaska 
Pollock

59%

Pacific Cod
10%

Other
2%

Salmon
36%

Halibut, 
Sablefish, & 

Crab
20%

Flatfish & 
Rockfish

9%

Alaska Pollock
23%

Pacific Cod
10%

Other
2%

A L A S K A E X - V E S S E L  V O L U M E  A N D  V A L U E  B Y  S P E C I E S  G R O U P
( 2 0 17 / 1 8  A N N U A L  A V E R A G E )
_______________________________________
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R E C E N T  C O N S U M E R  
C O M P A I G N  E X A M P L E S
_______________________________________
One of the key ways ASMI reaches consumers 
is through the retail and foodservice 
promotions and education



S H O P  R I T E  – U . S .  
_______________________________________

• 235 Stores in the Northeast of 
U.S. 

• Promotion dates: July 19-27, 
2019

• Alaska Seafood Festival

• Product form: Alaska pollock, cod, 
salmon, surimi, crab

• Lift: $1.02 million in sales for the 
week. 24% increase in salmon, 
16% increase in cod



P U B L I X  S U P E R M A R K E T S  – U . S .  
_______________________________________

• 1,231 Stores in the Southeast of 
U.S. 

• Promotion dates: October 2018

• Demo’s executed: 3,000 demos in 
1,000 stores

• Product form: Frozen sockeye 
salmon 

• Lift: 25.4% increase in Alaska 
seafood sales from $1.63MM to 
$2.04MM



P U B L I X  S U P E R M A R K E T S  – U . S .
_______________________________________



R U B I O ’ S – U . S .
_______________________________________

• 205 units in the West cost of U.S. 

• Promotion dates: July 2018 – June 2019

• Product form: Alaska pollock and coho salmon 

• Results: 238,590 lbs and 1,064,530 lbs

For every ASMI $1, 
Chains spend $18.28

95% 
of our U.S. partners see 

positive results



R O U S E ’ S  – U . S .  
_______________________________________

• 60 Stores in LA, MS & AL
• Promotion dates: Dec 2018
• Sales contest across entire 

chain
• Product form: Alaska coho

salmon and cod
• Pricing: Salmon $9.99/lb Cod 

$7.99/lb
• Promotion Sales Lift: 

• 2017 $304,350
• 2018 $700,799
• 130% increase



C O O P  S A P P O R O  - J A P A N
_______________________________________

• 108 Stores in Japan
• Promotion dates: August 2019
• Demos at 10 stores
• Product form: Alaska sockeye 

salmon, sujiko sockeye salmon 
roe, pollock roe, pollock surimi, 
pollock fillet

• Promotion Sales Lift: 
• 2018 $3,579,340
• 2019 $4,327,650
• 120% increase



H I L T O N  H O T E L S  A N D  D O U B L E  T R E E  - G U A N Z H O U
_______________________________________

• 6 hotel locations in Guanzhou
• Promotion dates: May 6 – June 

30, 2019
• Demos at 10 stores
• Products: Alaska cod, 

sablefish, pollock, yellowfin 
sole, keta, snow crab

• Promotion Results:    42,220 
kgs + hundreds of thousands 
of diners exposed to Alaska 
seafood branding



F Y 1 9  U . S .  C O N S U M E R  P R  H I G H L I G H T S
_______________________________________
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THANK YOU
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