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THANK YOU!
_______________________________________
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ASMI STAFF 
_______________________________________
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CONTRACTORS

_______________________________________
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MR. CHAIRMAN and MADAME VICE CHAIR

_______________________________________
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DOMESTIC MARKETING COMMITTEE

_______________________________________
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HAPPY BIRTHDAY, MIKE!

_______________________________________
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BOARD LIAISONS
_______________________________________
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Increase positive 

awareness of Alaska 

seafood among 

foodservice and retail 

partners. 

9

PROGRAM OBJECTIVES
_______________________________________



FOODSERVICE HIGHLIGHTS
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OPERATOR PROMOTIONS HIGHLIGHTS

_______________________________________

• Captain D’s

• Rubio’s

• Freddy’s Frozen Custard and Steakburgers
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CAPTAIN D’S

_______________________________________
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RUBIO’S

_______________________________________
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RUBIO’S

_______________________________________
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FREDDY’S FROZEN CUS TARD & S TEAKBURGERS

_______________________________________
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DISTRIBUTOR PROMOTIONS 

HIGHLIGHTS

_______________________________________

• Sysco Corporate

• Gordon Food Service
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SYSCO CORPORATE

_______________________________________
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RESULTS
_______________________________________

• Marketing Associates: 10k

• Operating Companies: 60

• Pounds Sold: 1.8 million
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GORDON FOOD SERVICE

_______________________________________
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RESULTS
_______________________________________

• Sales Associates: 1000

• Operating Divisions: 13

• Pounds Sold: 650k
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RETAIL
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RETAIL TRADE PROMOTIONS HIGHLIGHTS
_______________________________________

• Publix

• Pavilions 
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PUBLIX
_______________________________________
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“Alaska is the leader and early pioneer of 

sustainable fisheries. The unique thing 

about Alaska is the state looked at the 

impacts to the fisheries and kept the people 

and communities in mind when creating its 

sustainability programs.” - Guy Pizzuti, Seafood 

Director Publix and ASMI Customer Advisory Panel 

member
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PAVILIONS
_______________________________________
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31

MORE RETAIL.. .

__________________________________



Flip2Fish for Lent
_______________________________________
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RESULTS
_______________________________________
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• 8 million impressions

• 27k page views

• 7 min 47 seconds average time spent on 

recipe page

• Top performing recipes: Alaska Sole 

Piccata and Wild Alaska Pollock 

Enchiladas



TRADESHOWS, CONFERENCES 
and ADVERTISING
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T R A D E S H O W S  a n d  C O N F E R E N C E S
_______________________________________

• Natural Products Expo West

• Food and Nutrition Expo and Conference 

• Seafood Expo North America

• International Foodservice Editorial Council

• Culinary Institute of America

• International Corporate Chefs Association

• Global Culinary Innovators Association

• Mise

• NACUFS

• Marketing Executive Groups

• Feast
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F O O D  A N D  N U T R I T I O N  C O N F E R E N C E  A N D  E X P O  ( F N C E )

_______________________________________
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INTERNATIONAL CORPORATE CHEFS ASSOCIATION
_______________________________________
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WEST COAST CULINARY CONFERENCE
_______________________________________
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ADVERTISING
_______________________________________

• Progressive Grocer

• Grocery Business

• Supermarket News

• Grocery Dive

• Plate

• Flavor in the Menu

• Chef & Restaurant

• Restaurant Dive

• CIA ProChef
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UPCOMING...
__________________________________



DATASSENTIAL RESEARCH

_______________________________________
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ALASKAN BREWING COMPANY

_______________________________________
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WILD ALASKA POLLOCK RESTAURANT WEEK

_______________________________________
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THANK YOU!
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