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Imports  

Alaska Seafood Exports
To Northern Europe 2016/2017

2016 2017
% of 

Change
MT Val. (000) MT Val. (000) Volume Value

Other Shellfish & Miscellaneous
Scallops 70 $              533 0 $                 - -100% -100%
Squid 22 $                35 0 $                 - -100% -100%
Subtotal 91 $              568 0 $                 - -100% -100%

Crab
King Crab (Frozen) 10 $              330 7 $              265 -27% -20%
Snow Crab (Frozen) 2 $                14 1 $                17 -42% 19%
Total Crab 11 $              344 8 $              282 -29% -18%

Salmon
Chinook (Frozen H&G) 128 $              856 113 $              358 -12% -58%
Chum (Frozen H&G) 1,325 $            3,098 952 $            3,315 -28% 7%
Coho (Frozen H&G) 328 $            2,316 429 $            1,895 31% -18%
Pink (Frozen H&G) 263 $              716 558 $            1,206 112% 68%
Sockeye (Frozen H&G) 1,606 $          10,539 2,157 $          15,414 34% 46%
Other/NSPF (Frozen H&G) 30 $              217 14 $              137 -54% -37%
Canned Chum 146 $              444 171 $              610 17% 38%
Canned Pink 4,486 $          15,780 1,482 $            5,964 -67% -62%
Canned Sockeye 3,145 $          21,111 2,989 $          16,858 -5% -20%
Other/NSPF (Canned) 4,170 $          16,138 2,885 $          13,464 -31% -17%
Other/NSPF (Roe) 70 $            1,983 116 $            1,806 66% -9%
All Fresh H&G 6 $                42 2 $                  4 -63% -91%
All Fresh Fillets 4 $                64 35 $              465 849% 625%
All Frozen Fillets 1,656 $          15,041 2,582 $          18,565 56% 23%
All Smoked 15 $              272 1 $                18 -96% -94%
All Other Products 1 $                10 116 $              494 21072% 5036%
Total Salmon 17,376 $          88,626 14,601 $          80,573 -16% -9%
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Groundfish
Pollock (Frozen Fillet) 35,016 $          95,716 54,187 $        142,191 55% 49%
Pollock (Frozen H&G) 1,338 $            3,242 1,039 $            2,373 -22% -27%
Pollock (Surimi) 3,328 $            8,743 5,151 $          12,362 55% 41%
Pollock (Mince) 2,022 $            4,532 646 $            1,319 -68% -71%
Pacific Cod (Frozen H&G) 6,101 $          18,599 3,616 $          11,786 -41% -37%
Pacific Cod (Frozen Fillet) 40 $              101 52 $              143 30% 41%
Sablefish 131 $            2,494 248 $            4,299 89% 72%
Shark/Dogfish 22 $              120 0 $                 - -100% -100%
Other/NSPF (Mince) 463 $              901 465 $              920 0% 2%
Total Groundfish 48,460 $        134,448 66,071 $        182,167 36% 35%

Flatfish
Sole 38 $                91 0 $                 - -100% -100%
Other/NSPF Flatfish 9 $                40 0 $                 - -100% -100%
Total Flatfish 46 $              132 0 $                 - -100% -100%

NSPF and By-Products
Composites (Sticks) 281 $            1,153 33 $              235 -88% -80%
NSPF (Mince) 6,232 $          11,984 7,769 $          12,786 25% 7%
NSPF (Surimi) 99 $              286 0 $                 - -100% -100%
All Other NSPF & By-products 42 $            769.5 42 $            826.5 -1% 7%
Total NSPF & By-Products 6,653 $          14,192 7,844 $          13,847 18% -2%

Total 72,639 $        238,310 88,525 $        276,868 22% 16%
Source: NMFS export data
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Karen Galloway –
ASMI Technical Expert



Demographics 

 The recently published government Family Food report 
shows Brits eat 193g of chicken per person per week 
versus 136g of seafood.

 10% of their seafood consumption is white fish, another 
10% salmon. 

 Ready meals account for over one third of purchases.
 Purchase of salmon is trending. Smoked fish has had sales 

growth of 24%, canned fish 2%. 
 E-commerce and the “click and collect” culture is growing
 Millennial Brits seek validation from social networks 
(on path to purchase, 5x more than consumers over 35)



Trends 

 Women’s movements – Dutch Harbor mission, 
Parabere forum, Intrafish Women in Seafood, 
Caterer Magazine roundtable

 Reducing plastic 
 Social responsibility
 Functional nutrition
 Pop tops versus can openers
 Food waste
 Price inflation
 Brexit remains a threat



Strategy 

 Eating wild Alaska seafood for 
fitness/health

 Retail support for canned salmon 
sales 

 Wild Alaska Pollock. Be Different.
 Encourage the use of frozen Alaska 

seafood to minimize food waste
 Ongoing education around Alaska’s 

sustainable fisheries to chefs and 
consumers



New Retail Partners

 ASMI supported partner LEAP with sampling in Wholefoods and Planet Organic. 
 The customer response from Planet Organic was so overwhelming they have decided to de-list farmed 

smoked salmon. 
 A promotion featuring canned salmon was launched with Direct Seafoods and Amazon Fresh



Princes Retail Promo

 ASMI ran a campaign with canned 
specialist Princes and retailer 
Sainsbury - both still showing growth 
in canned salmon. 

 The 2017 campaign ran online, in 
store with ads on trolleys and on 
shelf, plus print ads in the Sainsbury 
magazine. 

 Featured the key health and 
sustainability benefits of wild Alaska 
salmon with a variety of recipes 
featured on Princes.com. 

 Supported by influencer activity to 
encourage younger shoppers to 
understand the versatility of canned 
salmon.  



Youngs

 With a focus on foodservice, ASMI 
collaborated with Youngs on a series 
of trade events to raise the profile of 
Youngs Alaska pollock and pink 
salmon products. 

 These events included:
 Exhibiting at the Local Authority 

Catering Association annual 
conference

 Attending and exhibiting at The 
University Caterer Organization 
conference

 A product showcase with 30 schools, 
students, and teachers in Derby 

 Attending a foodservice chef 
innovation day 

 All of these events were underpinned 
by a series of cobranded ads and 
editorial in foodservice publications 



Fit Fish 

 Promotion of Alaska seafood as an 
optimum food source for sports men 
and women. 

 Exhibition at the London Marathon

 In collaboration with John West, 
ASMI offered sampling of canned 
red and pink salmon and recipe 
cards as giveaways. 

 A social media wall was created 
where runners created gifs to 
promote on their social media 
pages. 

 The Running Bug Campaign

 Women’s Health Campaign



ASMI Ambassador – Adam Reid

As a guest on ASMI’s 2017 culinary retreat, Adam 
Reid has acted as ASMI ambassador through the year. 

His activity included:-
 Hosting a chef event at The French for 30 peers in 

his restaurant post culinary retreat. The event 
showcased a mix of Alaska product including 
pollock, black cod and halibut. 

 The event was attended by media “The Staff 
Canteen” the leading online chef portal who 
created an event video and hosted all activity on 
their website and social media channels

 Creation of monthly blogs for ASMI website and 
social media 

 Four trade press interviews including four pages 
in Chef Magazine  

 Social media support 
 Representation at events 
 Recipe creation of a Dish Deconstructed video  



Discussion
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