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DATE:   April 23, 2019 

TO:   ASMI Board of Directors  

FROM:   Jeremy Woodrow, Interim Executive Director 

RE:   Communications Program & Consumer PR Activity FY19 Highlights 

 

This fiscal year the communication program has fulfilled the goal of providing communications strategy 
and support to all ASMI programs. ASMI’s messaging continues to be placed in media both in-state and 
in trade publications. In FY19 ASMI launched a new website and debuted an industry-targeted Facebook 
page titled “ASMI News & Updates.” Both new platforms will improve ASMI’s ability to report efforts 
back to stakeholders and provide resources necessary for growing the Alaska Seafood brand. Another 
significant undertaking this year has been the migration of ASMI’s digital assets to a new Digital Asset 
Management (DAM) platform. When complete ASMI staff and partners will greatly benefit from 
improved usability, increased assets available to use and improved search functions.  Town Hall 
meetings continue and provide fishermen, industry members and ASMI staff the opportunity to interact 
and build relationships. The communication program continues to be the primary manager of the $1 
million consumer PR contract, which contributes significantly to the overall achievements of the 
program. The still relatively new ASMI Communications Committee continues to grow in its 
effectiveness and direction so that ASMI staff may serve the Alaska seafood industry in an improved 
capacity. 

 

FY19 COMMUNICATION PROGRAM HIGHLIGHTS 

House Fisheries: ASMI and Alaska Seafood Economic Value Overview and Update 
On Feb. 26, ASMI Interim Executive Director Jeremy Woodrow presented an update and overview about 
ASMI and the economic value of the Alaska seafood industry. The hour-long presentation highlighted 
ASMI programs and global marketing efforts, compared harvest volume to ex-vessel value of key Alaska 
seafood species, spoke to international competition, and covered the current impacts created by the 
U.S.-China trade war. The full presentation may be found online. 
 
FY2018 ASMI Annual Report 
The FY2018 ASMI Annual Report was completed in March 2019. The report covers challenges and 
opportunities facing ASMI and the Alaska seafood industry, highlights ASMI marketing activities, and 
provides a year-end review of ASMI finances. The report is available online and print copies are at the 
ASMI Juneau office and can be mailed upon request. 
 
Six New Videos Now Live at the Anchorage Airport 
ASMI debuted six promotional videos at the Anchorage International Airport the week of Feb. 25. The 
videos highlight six different facts about the Alaska seafood industry including sustainability, worldwide 
ranking, size of the fleet, and economic impact across Alaska. The videos rotate every three minutes and 
are shown on monitors stationed throughout the passenger concourses.  
 
 

http://www.akleg.gov/basis/Meeting/Detail?Meeting=HFSH%202019-02-26%2010:00:00#tab4_4
https://www.alaskaseafood.org/about/annual-reports
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ASMI News and Updates Facebook Page 
ASMI a new ASMI News and Updates Facebook page @ASMINewsAndUpdates for relevant news, videos, 
resources, and communication of our work.  
 
ASMI Hosts Domestic Media and International Chefs during Culinary School at Tutka Bay 
ASMI hosted a group of six domestic media and five international chefs for the 2018 Alaska Seafood 
Culinary Tour July 9-13. The group started in Anchorage before departing to Tutka Bay to discover 
Alaska’s various species of whitefish, salmon and shellfish, while learning about the importance of these 
fisheries to Alaska and discussing Alaska’s world-class sustainable fisheries management.  
 
Reel Food with Chadwick Boyd in Theaters Nationwide 
ASMI brought food personality Chadwick Boyd to Alaska July 13, 2018 to film a segment for Reel Food, in 
Homer and Seldovia. The segment aired for four weeks beginning Friday, July 20 in approximately 15,000 
theaters nationwide as part of the preview entertainment. The video preview can also be viewed on 
ASMI’s YouTube channel. 
 
Chef Drew Johnson Competes at Great American Seafood Cook Off 
ASMI supported Chef Drew Johnson of Anchorage’s Kincaid Grill at the Great American Seafood Cook Off 
in New Orleans, LA August 4, 2018. Chef Johnson prepared “Alaska King Salmon with Shitake Mushroom 
Puree, Buckwheat Soba Noodle Salad and Rhubarb Ponzu Foam.” While Chef Johnson did not place in the 
top 3, the judges announced that this year’s competition was the closest they could remember between 
all the contestants. The 2018 winner was Chef Ryan Trahan of Louisiana. 
 
Wild Alaska Salmon Day 
ASMI celebrated the 3rd Wild Alaska Salmon Day August 10, 2018 with an announcement press release, 
recipes, an honorary Snapchat geofilter, and the opening of submissions for this year’s Alaska Commercial 
Fishing Photo Contest. August 10 was officially declared Alaska Wild Salmon Day in 2016 when Alaska 
Governor Bill Walker signed HB 128 into law at the 2016 Juneau Maritime Festival, an annual event that 
pays homage to Juneau’s rich fishing industry. 
 
Photo Contest Winners Announced 
ASMI received nearly 500 photos from the lenses of commercial fishermen in the 2018 Alaska 
Commercial Fishing Photo Contest. The 1st, 2nd, and 3rd place winners were announced on social media, 
and photos will continue to be used for social media, promotions, and presentations to help tell the 
Alaska seafood story.  
 
ASMI Attends International Food Bloggers Conference 
ASMI sponsored the 2018 International Food Bloggers Conference closing reception August 26, 2018 in 
New Orleans. The IFBC closing reception traditionally announces the location for the next year’s 
conference, which happens to be in Juneau, Alaska June 20-23, 2019. Alaska seafood was served to the 
conference’s attendees alongside Alaskan Brewing Co. beer. The IFBC is being brought to Juneau by 
Travel Juneau sponsored in part by ASMI, Alaskan Brewing Co. and other Alaska businesses.  
 
ASMI Participates at Southeast Conference Annual Meeting 
ASMI Communication Director Jeremy Woodrow presented a general overview of ASMI, the value of 
Alaska seafood and consumer trends as part of the seafood track at the Southeast Conference Annual 
Meeting in Ketchikan September 12-14, 2018. The audience included local elected officials, business 
owners and representatives, and a few fishermen from Southeast Alaska. The other speakers for the 

http://fb.me/ASMINewsAndUpdates
https://www.youtube.com/watch?v=TyRh3KZu4Xs
https://www.alaskaseafood.org/celebrate-the-iconic-alaska-salmon-on-alaska-wild-salmon-day/
https://photocontest.alaskaseafood.org/
https://photocontest.alaskaseafood.org/
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seafood track were Steve Reifenstuhl of Northern Southeast Regional Aquaculture Association, Alaska 
Fisheries Development Foundation Director Julie Decker and Mark Scheer, CEO Premium Aquatics.  
 
October National Seafood Month and Alaska Commercial Fishing Day 
Alaska, the nation’s largest provider of wild seafood, commemorated National Seafood Month by 
declaring October Alaska Seafood Month and October 25th Commercial Fishing Day. In celebration, ASMI 
shared several ways consumers, home cooks, fishermen and others could take part in the occasion. ASMI 
shared new healthy and seasonal recipes and offered dozens of promotions and discounts at retailers 
nationwide. 
 
ASMI Attends Alaska Federation of Natives Convention 
ASMI sponsored a booth at the Alaska Federation of Natives Convention Oct. 18-20, 2018. The annual 
convention serves as the principal forum for the Alaska Native community, where thousands of official 
delegates and participants from membership organizations across the state gather. ASMI's booth was 
located in the Alaska State agency row of the expo floor, where staff handed out recipes and 
informational materials to the convention’s 6,000 attendees.  
 
ASMI at Pacific Marine Expo 
ASMI exhibited at the Pacific Marine Expo in Seattle Nov. 18-20, 2018. The expo regularly draws over 
10,000 attendees from the national maritime sectors, including a large number of Alaska fishermen and 
processors. ASMI’s booth was located in the show’s Alaska Hall alongside other Alaska vendors who 
represent a significant portion of the expo’s exhibitors. Additionally, on Nov. 18, ASMI Communications 
Director Jeremy Woodrow co-presented with Garrett Evridge of McDowell Group an Alaska Seafood 
Value and Marketing Update. The Pacific Marine Expo offers ASMI staff a timely opportunity to interact 
with those involved in the Alaska fishing industry to foster future collaborative marketing activities.  
 
Los Angeles Media Event  
In Los Angeles on Feb. 7, ASMI hosted 11LA-based food media and influencers for a dinner featuring an 
array of wild Alaska seafood species and a discussion of their wild, natural and sustainable qualities. 
Guests represented outlets including Brit + Co, Buzzfeed and Parade, as well as a selection of freelancers 
who contribute to outlets such as VICE, Thrillist, Well + Good and Men’s Fitness.  
 
ASMI Presents Seafood Innovation Overview to SWAMC 
Jeremy Woodrow was the luncheon speaker for the Southwest Alaska Municipal Conference Feb. 27 at 
the Hotel Captain Cook in Anchorage. Woodrow presented a brief overview of how the Alaska seafood 
resource can gain value through full utilization and innovation of value-added production. To highlight the 
benefit of value-added Alaska seafood products, ASMI sponsored the luncheon by serving Alaska 
Symphony of Seafood products to the attendees. 
 
*ASMI Attends and Presents at Kodiak Comfish 
ASMI held a booth at the Kodiak Comfish expo March 28-30, distributing recipes and materials to the 
hundreds of attendees. On March 27, ASMI sponsored a taco feed with Alaska Marine Conservation 
Council, which collected proceeds for the Kodiak Jig Association. In addition, on March 29, 
Communications Specialist Arianna Elnes and McDowell Group Economist Garrett Evridge gave a 
presentation on global marketing and economic updates. 
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Consumer Public Relations Results from July 1, 2018 through March 25, 2019 
 
Overview 
With the objective to drive awareness and consideration for Alaska seafood through earned media and 
influencer relations, social media channels and paid content timed to key moments throughout FY’19, 
Edelman has continued to drive increased brand recognition and preference for a wide variety of Alaska 
seafood species via national consumer media relations, ongoing social/digital activations, multiple media 
events, tours and familiarization trips, influencer programs, and foodservice and retail support woven into 
various activations. Upcoming initiatives, including a New York media tour, Alaska salmon season and 
2019 familiarization media trip will further reach targeted audiences through the end of the 2019 fiscal 
year.  
 
Media Relations Highlights 

• 560 million impressions earned in FY’19 (July 1, 2018-March 25, 2019) 
• 100+ secured media placements plus additional social media amplifications positively showcasing 

Alaska seafood to-date in FY’19, including:  
o Bon Appétit: Three It’s Alive episodes, 

Brad and Matty Matheson Make Fish 
Tacos  

o Martha Stewart Living: Easy Skillet-
Poached Salmon  

o MindBodyGreen: Confused by Good & 
Bad Fats? Here Are 6 Rules to Live By 

o Cooking Light: Barbecue-Style 
Bourbon-Glazed Salmon with 
Firecracker Slaw, Simple Steamed Salmon and Corn and Sautéed Salmon With 
Chimichurri and Potatoes  

• 5.7 billion impressions earned since FY’15 (February 1, 2015-March 25, 2019) 
• 25+ reporters, influencers and chefs experienced Alaska seafood in FY’19 events and media 1:1s 

in Los Angeles, Washington D.C. for FNCE and the 2018 Alaska FAM trip 
 
Digital Highlights  

• 31% increase in Twitter click-through rate, and 22% increase in volume of Twitter clicks 
• 26% increase in volume of Instagram engagements 
• 983,266 impressions, 12,209 clicks, 41,626 engagements, 13,486 three-second video views and 

1,924 completed video views resulting from Facebook paid campaigns 
• 446,663 impressions, 2,006 clicks, 21,889 engagements, 13,329 three-second video views and 

3,318 completed video views resulting from Instagram paid campaigns 
• 280,706 impressions, 3,568 clicks, and 540 engagements resulting from Twitter paid campaigns 

(note, the team introduced Twitter paid support in October 2018) 

https://www.marthastewart.com/1536687/easy-skillet-poached-salmon
https://www.marthastewart.com/1536687/easy-skillet-poached-salmon
https://www.mindbodygreen.com/articles/good-versus-bad-fats-rules-to-live-by
https://www.mindbodygreen.com/articles/good-versus-bad-fats-rules-to-live-by
https://www.cookinglight.com/recipes/bourbon-glazed-salmon-with-firecracker-slaw
https://www.cookinglight.com/recipes/bourbon-glazed-salmon-with-firecracker-slaw
https://www.cookinglight.com/recipes/bourbon-glazed-salmon-with-firecracker-slaw
https://www.cookinglight.com/recipes/simply-steamed-salmon-and-corn-with-dill-yogurt
https://www.cookinglight.com/recipes/sauteed-salmon-with-chimichurri-and-potatoes
https://www.cookinglight.com/recipes/sauteed-salmon-with-chimichurri-and-potatoes
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2018 Familiarization Trip – July 2018 
• To drive awareness around Alaska Seafood, the Edelman 

and ASMI teams coordinated a hands-on, in-depth 
Northern Exposure tour of Tutka Bay for top-tier domestic 
media, including Serious Eats, Thrillist, Food52, VICE 
Munchies, Hallmark Home & Family, and Parade/Relish, 
and international chefs from Ukraine, England, Portugal, 
Poland and Japan. Trip highlights include:  

o After a welcome dinner at Kincaid Grill in 
Anchorage, the group of 15 departed Anchorage 
via float planes to Tutka Bay where guests 
experienced daily culinary sessions themed 
around various Alaska Seafood species.  

o While learning about sustainably harvested Alaska 
seafood and spending time on Alaska waters, 
guests also had the opportunity to hone their 
seafood prep and cooking skills, as well as enjoy 
all Alaska has to offer, with foraging and kayaking 
expeditions, yoga sessions and a visit to the scenic 
Halibut Cove.  

o All guests were active across their social media 
channels throughout the trip sharing photos and 
fun facts using #AskForAlaska. The trip resulted in 
feature stories from Food52 (with additional 
pickup from MSN and Slate), VICE Munchies (here 
and here) and Thrillist, with coverage from Serious 
Eats slated to post in the coming months.    

• In addition to the group trip, FAM attendee Chadwick 
Boyd filmed a segment in Seldovia for a piece produced by 
Reel Food. The segment entailed Chadwick going on a 
commercial fishing excursion with Anne Barnett (Salmon 
Annie), getting a lesson in filleting, and making Alaska 
salmon burgers to give viewers a taste of “from sea to 
table.” The segment reached an estimated audience of 5-8 million via a full national cinema 
network run in August 2018, timed with Alaska Wild Salmon Day.  

  

https://food52.com/blog/23662-how-to-cook-fish-like-an-alaskan-fisherman
https://www.msn.com/en-us/foodanddrink/tipsandtricks/how-to-cook-fish-like-an-alaskan-fisherman/ar-BBSf5yx?li=BBnb7Kw&srcref=rss
https://slate.com/culture/2019/01/how-to-cook-salmon-fish-alaska.html
https://munchies.vice.com/en_us/article/3kymk5/alaska-king-crab-rolls-recipe
https://munchies.vice.com/en_us/article/j5n35b/smoked-alaska-salmon-toasts-recipe
https://www.thrillist.com/eat/nation/how-to-store-food-storage-tips
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Alaska Wild Salmon Day – August 2018 

• To celebrate Alaska Wild Salmon Day (August 10), the team coordinated a multi-faceted PR effort 
spanning both earned and social media with additional sponsored activations. Highlights from the 
program include:  

o A national press release announcing the third annual Alaska Wild Salmon Day was 
distributed garnering more than 9.9 million impressions via pick up from more than 240 
outlets. In addition to wire distribution of the press release, the team conducted national 
and regional media outreach resulting in live coverage via KOMO Radio Seattle, CRN 
What’s Cookin’ Today and blogger A Merry Life. 

o A PureWow activation involving custom content and recipes with promotion across the 
outlet’s social media channels, website and email distributions went live in time with the 
holiday. Recipes included a Wild Alaska Salmon and Smashed Cucumber Grain Bowl and 
Wild Alaska Salmon and Summer Squash Kebabs, and garnered nearly 5 million total 
impressions.  

o An Influence Central Campaign with nine bloggers creating Alaska salmon recipes and 
video content on their blogs with additional social amplification took place leading up to 
the holiday. The program resulted in more than 1 million impressions via 18 recipe posts 
and 14 accompanying social posts to-date 

o A Reel Food segment featuring footage from the crew’s July visit to Alaska and an Alaska 
salmon burger recipe began airing in theaters nationwide reaching an estimated 
audience of 5-8 million. 

o A Snapchat geofilter encouraging consumers to celebrate the holiday was activated in 14 
key markets, resulting in more than 5,000 total views and 173 total uses.  

 
Food and Nutrition Conference and Expo – October 2018 

• From October 21 – 23 2018, Edelman supported 
ASMI with an exhibit at The Academy of Nutrition 
and Dietetics’ Food & Nutrition Conference & 
Expo™ (FNCE®) in Washington, D.C. – the world’s 
largest annual meeting of food and nutrition 
experts – attended by more than 11,000 
registered dietitian nutritionists (RDs), dietetics 
students, nutrition science researchers, 
policymakers, healthcare providers and industry 
leaders to experience the latest trends in food 
and beverage and dive into key issues affecting 
the health, nutrition and eating habits of 
Americans.  

o At the ASMI booth, the team distributed Alaska seafood samples featuring Alaska surimi 
and canned Alaska salmon while discussing and sharing educational collateral on Alaska 
seafood nutrition benefits, species varieties, availability/seasonality and recipes/cooking 
techniques with FNCE attendees. 

o Among the nutrition industry leaders the team connected with on the expo floor were 
several influential media registered dietitian who contribute to a wide variety of health, 
nutrition, and lifestyle outlets. The team used this face-to-face time with the media RDs 
to deepen ongoing relationships in support of future coverage, positioning ASMI as a 
resource for wild-seafood information.  

https://amerrylife.com/blackened-caesar-salad-recipe-wild-alaska-salmon-day/
https://www.purewow.com/recipes/wild-alaska-salmon-cucumber-grain-bowls
https://www.purewow.com/recipes/wild-alaska-salmon-summer-squash-kebabs
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Los Angeles Media Event – February 2019 

• To drive awareness around Alaska seafood, the Edelman 
and ASMI teams coordinated an exclusive, multi-course 
dinner at the trendy West Hollywood restaurant, Norah, 
for a select group of Los Angeles food reporters and 
influencers. Event details/highlighted include:  

o 11 media guests attended representing top-tier 
LA-based publications, including Brit + Co, 
Buzzfeed and Parade, as well as a selection of 
freelancers who contribute to outlets such as 
VICE, Thrillist, Well + Good and Men’s Fitness. 
The event resulted in feature stories from Well + 
Good with coverage from Brit + Co and others 
slated to post in the coming months.   

o In partnership with Norah’s Chef Dru, we 
created a custom menu featuring an array of 
wild Alaska seafood species. From Alaska salmon 
skin chips to Alaska halibut gnocchi with black 
truffle, this menu captured Alaska seafood’s 
trusted taste and quality attributes. ASMI 
technical director Michael Kohan served as our spokesperson, educating guests on the 
benefits and wide availability of Alaska seafood and the importance of asking for Alaska. 
Chef Dru also provided commentary throughout to give guests a peek inside his creative 
process of cooking with Alaska seafood.  

 
Influencer Programs – October 2018-Current  

• Blogger program  
o Edelman coordinated partnerships with a group of five 

national culinary bloggers/influencers to promote Alaska 
seafood during four key identified moments throughout the 
year with recipe development paired with social promotion 
via the influencer’s and ASMI channels. The four key moments 
include National Seafood Month, New Year, Lent, and summer 
grilling season, incorporating a variety of Alaska whitefish, 
shellfish and salmon. The objective is to drive awareness and 
consideration for Alaska seafood and elevate #AskForAlaska 
across the channels that our target audiences follow.  

https://www.wellandgood.com/good-advice/omega-3-benefits/
https://www.wellandgood.com/good-advice/omega-3-benefits/
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o The program has garnered 3 million impressions via 16 recipe posts and 69 
accompanying social posts to-date with 15 additional recipe posts tied to Lent and 
summer grilling slated to go live in April, May and June.  

• Registered Dietitian Program  
o To build consumer awareness of the nutrition benefits of 

Alaska seafood via respected, influential leaders in the 
nutrition space, the team partnered with two registered 
dietitians, Keri Glassman of Nutritious Life, and Rachael 
DeVaux of Rachael’s Good Eats. The high-visibility RDs, both of 
whom are active advocates for wild-caught seafood, 
developed simple, approachable Alaska seafood recipes while 
authentically encouraging their follower to always 
#AskforAlaska to ensure their seafood is wild.  

o The recipes, which were shared via the RD’s website, social 
channels and newsletters, have garnered more than 1 million 
impressions to date, via three recipes and 12 accompanying 
social posts that went live in January tied to new year health 
goals and in February tied to American Heart Health Month. 
One additional recipe post tied to Alaska salmon season is 
slated to go live in May.  

 
National Seafood Month – October 2018 

• To encourage consumers to “Ask for Alaska” when making seafood purchases at retailers and 
foodservice throughout National Seafood Month (October) the team coordinated: 

o A national press release was distributed via the wire and in national/regional media 
outreach highlighting Alaska seafood sustainability, nutrition, quality and taste benefits 
while informing consumers of a variety of ASMI retail partnerships nationwide to give 
shoppers access to special offers and promotions for Alaska seafood. The release earned 
7.7 million impressions via pick up from over 180 outlets.  

o ASMI’s blogger program kicked-off timed with National Seafood Month, ensuring ample 
culinary Alaska seafood inspiration was delivered to target audiences highlighting a full 
spectrum of Alaska seafood species.  

 
Harvest Seasons  

• Alaska crab (October 2018): The Edelman team created a new infographic focused on Alaska crab, 
which was included in seasonal outreach to national media targets including top-tier food and 
lifestyle publications and leverages on ASMI social media channels. As a result, Alaska crab was 
featured by publications including The Daily Meal,  The New York Times and VICE Munchies with a 
recipe from culinary influencer Byron Talbott as well.  

• Alaska whitefish (current): A national press release announcing the kick-off of Alaska halibut and 
sablefish harvest season was distributed on March 26. The release earned more than 76 million 
impressions with pick up from more than 130 outlets.  Edelman also secured coverage with 
Foodbeast and is maintaining ongoing conversations with national media outlets to secure 
additional coverage in the coming weeks.  

• Alaska Salmon (May 2018): A national press release announcing the opening of Alaska salmon 
season will be distributed timed with harvest kick-off in mid-May. Outreach targets include top-
tier food and lifestyle publications including Bon Appétit, Saveur, Food & Wine, The Daily Meal, 
Better Homes & Gardens, Good Housekeeping and more. 

https://nutritiouslife.com/
https://www.instagram.com/rachaelsgoodeats/?hl=en
https://www.thedailymeal.com/cook/gooiest-creamiest-most-over-top-macaroni-and-cheese-recipes-slideshow
https://www.nytimes.com/2018/11/09/dining/what-to-cook-this-weekend.html
https://munchies.vice.com/en_us/article/3kymk5/alaska-king-crab-rolls-recipe
https://www.youtube.com/watch?v=lMPUKAyi0Vo
https://www.foodbeast.com/news/heres-what-you-need-to-know-about-halibut/
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Upcoming Initiatives  

• 2019 NYC Media Tour (May 2) 
o To showcase Alaska seafood in a new, trendy meal application, the Edelman and ASMI 

teams will feature wild Alaska seafood as a must-have brunch ingredient at our annual 
spring media and influencer event. The educational tasting experience will provide Alaska 
seafood inspiration for stories/recipes throughout the spring holidays season and 
onward.  

o In addition to beautiful “Instagrammable” visuals, a full variety of Alaska seafood and fun 
gift bags with Alaska-inspired take homes, the event experience will also involve 
commentary and a demo from chef Carlyle Watt of Anchorage’s Fire Island Bake Shop. 
Chef Carlyle will also join the Edelman and ASMI teams for brunch-inspired test kitchen 
visits at top tier media houses, providing an in-person demo with a seafood and baking 
expert.  

• 2019 Familiarization Trip (Week of June 24) 
o The Edelman team is currently conducting outreach to secure six domestic, top-tier 

media contacts to attend the trip (alongside international chefs/guests) and develop 
resulting coverage. This year’s trip will be held at King Salmon Lodge, a rustic and rugged 
retreat located on the bank of the Naknek River in King Salmon, Alaska.  

o Attendees will experience daily culinary programming around specific species, take part 
in cooking demos, visit fisheries and hatcheries, and enjoy tailored excursions to see what 
it takes to bring Alaska seafood to plates across the country.  

o In addition to conducting media outreach, the team is coordinating travel logistics, 
itinerary and programing with ASMI.  

 


