
 
      
 
To:   ASMI Board of Directors 
 
Date:  April 12, 2019 
 
From:  Megan Rider, Domestic Marketing Director, Interim 

Emily Gisler, Retail Marketing Coordinator 
Leah Krafft, Assistant Marketing Coordinator 

 
RE:   FY20 Proposed Retail Program Budget  
  

FY19 FY20   

Retail Budget Proposed Budget Difference 

Program Operations (Staff) $352,000 $337,000 ($15,000) 

Marketing Operations (Reps) $206,000 $221,000 $15,000 

Special Projects/Co-op Promos $301,000 $366,000 $65,000 

Trade Promos $375,000 $375,000 -0- 

Trade Shows & Conferences $135,000 $146,000 $11,000 

Trade Support $300,000 $250,000 ($50,000) 

Trade Relations $81,000 $0 ($81,000) 

Trade Advertising $160,000 $160,000 $0 

Total $1,910,000 $1,850,000 (60,000) 



 

Retail FY20 Budget Breakdown by Percentage: 

 
  

FY19 Budget                           FY20 Budget 
 
Total Retail Budget:   $1,910,000                   $1,850,000                  
    
PROGRAM OPERATIONS:   $352,000                  $332,000                   
 
 Personnel   $312,000                    $297,000                   
    Travel    $40,000                        $35,000             
 
 
 
 
 



↓$20,000 (Salary and benefits funding determined by ASMI Fiscal) 
 
Budget salary levels are decreased as there is one vacant position while travel budgets also decrease. 
 
This category funds 50% of the Domestic Marketing Director, Interim (Megan Rider), 100% of the Retail 
Marketing Coordinator (Emily Gisler) and 50% of the Domestic Marketing Assistant (Leah Krafft), plus all 
travel expenses for staff members.    
 
MARKETING OPERATIONS:  $206,000   $221,000 
↑ $15,000 recommended 
 
Increase reflects evenly splitting TS fees between programs, also the ceiling was raised for National Retail 
Marketing Representative RFP. 
 
100% Marketing Representative (Mark Jones), 33% Marketing Consultant (Tricia Sanguinetti). 
Both Tricia and Mark have been flexible and critical the success of the Domestic program.  
 
SPECIAL PROJECTS /CO-OP PROMOS: $301,000   $366,000 
↑ $65,000 recommended 
 
Increase reflects expanding presence in online shoppable space with partners like Ibotta and Fexy Media. 
 
Alaska Seafood coupons and co-op coupon promotions are funded in this category, as well as ecommerce 
shoppable recipes.  
 
TRADE PROMOTIONS:    $375,000   $375,000 
No change recommended 
 
In-store promotions, demos, merchandising contests, and custom point-of-sale materials. We are 
enjoying increased participation from retailers in the United States and Canada. Domestic is focusing this 
effort on the super-consumer and finding alignment across the space. The program is also seeking 
partnerships with markets that serve diversity. 
 
New partnerships:  

• Puget Consumers Co (PCC) 
• Rosauer’s 
• Raley’s 
• Gordon Food Service Store 
• Superior Foods 

 
TRADE SHOWS and CONFERENCES:  $135,000   $146,000 
↑$11,000 recommended 
 
Slight increase due to the fact ASMI will build a new booth structure at SENA as we have been advised by 
Freeman we are overdue (the paint is showing wear, may not be structurally sound, and is not 
aesthetically pleasing). 
 



Key to building new partnerships, strengthening existing relationships, launching or amplifying new 
marketing campaigns, staying up-to-date with industry, and on top of trade trends. 
 
Yearly: 
Seafood Expo North America (SENA) 
Food and Nutrition Conference and Expo (FNCE) 
Natural Products Expo West 
 
TRADE SUPPORT:   $300,000   $250,000 
↓$50,000 recommended 
 
Decrease by controlling print costs and reducing storage costs, as well as developing digital promo 
packages.  
 
Funding for the digital asset library, nearly one thousand digital assets.  
Also includes recipe development, photography/video production, research, POS development/reprints, 
storage and fulfillment costs, website updates, and seafood product for display and PR events. 
 
TRADE RELATIONS:   $81,000   $0 
↓$81,000 recommended 
 
Decrease due to fact that money is moved to Admin and Communications budget as Edelman will oversee 
Trade PR.  
 
Retail public relations activities target the retail trade press and include editorials, product releases and 
news articles in retail publications.  
 
Revelry agency is our contract partner through the end of the fiscal year and then beginning in the new 
fiscal year, Edelman will oversee the Domestic Trade PR contract.  
 
TRADE ADVERTISING:                               $160,000                  $160,000 
No change recommended 
 
ASMI is currently executing a combination of digital and print ads in reputable magazines such as 
Progressive Grocer, Grocery Business, FMI Daily Lead, Smartbrief, and others. 
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