
DATASSENTIAL: As you've traveled around Alaska, what has
been your biggest learning?

G: Sustainable seafood is more than important to Alaska, it’s
been the law since statehood in 1959. Alaska is the only state
with sustainability written into its constitution. Alaska is also one
of the most bountiful fishing regions in the world with over one
million square miles of rich fishing waters. All seafood from
Alaska is sustainably harvested and is wild by law. There is no
finfish farming in Alaska, so you can count on all species from
Alaska being wild caught, natural, and sustainable.

D: What do you think the biggest challenge facing seafood,
and Alaska seafood in particular, will be in the future?

G: Confusion regarding sustainable seafood. Chefs and
consumers alike struggle to know what is and isn’t sustainable
when it comes to seafood. There are various certifications, watch
lists, environmental group lists. It’s hard to know who to trust. For
Alaska, we continue to focus on education of just how long our
fisheries have been sustainable. Globally, Alaska is viewed as the
gold standard in responsible fisheries management.

As a result of the state’s commitment to sustainability, and
rigorous fisheries management, no Alaska seafood species has
been listed as endangered under the Endangered Species Act.

Alaska’s commercial fisheries are certified sustainable by two
independent certification programs – MSC and RFM so you can
feel good knowing you are serving seafood that’s been verified
sustainable.

D: Can you tell us about the ugly crab campaign?

G: Consumers are becoming more educated and definitely more
thoughtful about where their food comes from, whether it's
produce or proteins. And this dovetails right into the same
mindset that it’s ok that your food might look a little different; it’s
all about how it tastes and what it does for you. The ugly crab
campaign focuses on Tanner or Bairdi crab and is modeled after
similar food enhancement programs underway by farmers that
aim to reduce food waste and improve sustainability practices.

ASMI responded to the industry’s call to try and get more value
by promoting this type of crab in a new way – Ugly Crab. It’s
simply educating foodservice operators that once they get inside
the shell, they’ll see it’s no different. Often, ugly crab are older
and have greater meat fill so there is actually better value to
foodservice.
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Stephen Gerike joined the Alaska Seafood 
Marketing Institute this summer, leading 
efforts to partner with foodservice operators 
and raise overall awareness of seafood. 
During his 25-year career in foodservice 
marketing, Gerike has been a guest chef at 
the James Beard House, has cultivated 
relationships with leading and emerging 
chefs across the country, and has worked on 
menu and recipe development for 
independent and chain restaurants. We 
reached out to Gerike to ask him about his 
new role at the ASMI and Alaskan seafood.
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D: What are you most excited about in regard to
seafood trends and flavors?

G: I'm excited about the continued evolution of health and
wellness into personalized functional foods that do
something for the consumer. Basically, it’s about foods
that nourish the mind, body, and the planet. Alaska
seafood is the answer for meeting consumers’ desires for a
healthy life. Seafood from Alaska is loaded with long chain
omega 3 fatty acids EPA and DHA, which are essential for
brain health, digestive health, heart health, etc.

In terms of foods and flavors – the ocean is providing lots
of innovative marine foods like kelp seasonings, jerkies, fish
skins, and high-quality canned fish. Canned salmon is a
great opportunity for restaurants and non-commercial
operations – convenience, flavor, nutrition, affordability.

D: What do you wish more chefs and consumers knew
about Alaskan seafood?

G: How hard Alaskans work to bring them the best wild
and sustainable seafood in world. How important the

purchase is to supporting U.S. families and entire
communities in Alaska. The Alaska seafood industry fuels
the state’s economy, so every purchase is critical to
livelihoods. The many fisheries in Alaska directly employ
over 60,000 workers in Alaska – it's the state’s largest
private sector employer. Many are family fishermen living
in small, remote communities where fishing is virtually the
only occupation. Their livelihoods and entire way of life
depend on protecting healthy wild fish stocks.

They are deeply committed to obeying strict laws, careful
harvesting methods, accurate reporting, and adhering to
scientific data. In order to ensure an abundant food source
and way of life for future generations, Alaska protects its
fish stocks, marine wildlife, and the surrounding
environment. When you serve Alaska seafood, you are
supporting generations of families and entire communities.

Interviews are edited for space and content.
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