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Domestic Marketing Team
May 5, 2020
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Foodservice
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B u d g e t  B r e a k do wn 
_____________________________________ __
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F o o d se r v ic e  P r o g r am O p e r at i o ns
_______________________________________

Program Operations (Staff): $277,000
(↓$24,000) Salary and benefits funding 
determined by ASMI Fiscal

Salary, Benefits and Travel
50% Marketing Director (Megan Rider)  
100% Marketing Coordinator (Sarah Cannard)
50% Assistant Marketing Coordinator (Leah 
Krafft)

Decreased as Domestic gave up one PCN to 
Communications.
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F o o d se r v ic e  M a r ke t i ng  O p e r at i o ns
_______________________________________

Marketing Operations: $215,000
(↓$50,000 recommended)

Contract and Travel Expenses
100% Distributor Promotions/National Accounts
33% Marketing Consultant (Tricia Sanguinetti)

Slight decrease reflects RFP.
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F o o d se r v ic e  O p e r at o r  P r o m o t io ns
_______________________________________

Custom promotions with 
16,000+ units
across the country

Operator Promotions: $275,000
(↓ $42,000 recommended)
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D i s t r i but o r  P r o mo t i o ns
_______________________________________

Distributor Promotions: $250,000 
(↓ $85,000 recommended)

Domestic has been successful partnering 
with broadline and specialty distributors 
selling to chain accounts, foodservice 
management, and independent operators. 
Current estimate 5M pounds moved during 
ASMI promotions this fiscal year.

New partnerships include: 
• US Foods divisions
• Gordon Foodservice Canada
• Harbor Foodservice



8

F o o d s e r v i c e  Tr a d e s h o w s  a n d  C o n f e r e n c e s
_______________________________________

Trade Shows and Conferences: 
$200,000 
(↑$6,000 recommended)

Building relationships throughout the 
trade, developing new contacts, 
strengthening existing trade 
relationships, and learning about new 
trends. 

New tradeshows and conferences ASMI 
is attending: 
• Flavor Forays
• Hot Luck
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Trade Support: $384,500 
(↑$172,500 recommended)

Recipe development, 
photography, website content, 
culinary training programs, 
research, sample seafood 
products, and all print 
collaterals. 

Tr a de  S u p p o r t
_____________________________________ __
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F o o d se r v ic e  Tr a de  A d v e r t i s i ng
_______________________________________

Trade Advertising: $145,000
(no change recommended)

Domestic does a combination of print 
and digital advertising with Plate, 
Flavor in the Menu/Seafood in the 
Menu, CIA Smartbrief and Hotel 
Smartbrief.



Retail 
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B u d g e t  B r e a k do wn 
_____________________________________ __
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Re t a i l  P r o g r am O p e r at i on s
_______________________________________

Program Operations: $277,000 
(↓ $24,000) (Salary & benefits funding 
determined by ASMI fiscal)
Salary, Benefits and Travel
50% Domestic Marketing Director 
(Megan Rider) 
100% Retail Marketing Coordinator 
(Emily Gisler)
50% Assistant Marketing Coordinator 
(Leah Krafft)

Decrease due to loss of fifth PCN.
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M a r ke t i ng  O p e r at i o ns
_______________________________________

Marketing Operations: $221,000 
(No change recommended)

Contract and Travel Expenses
100% Retail Marketing 
Representative (Mark Jones) 
33% Marketing Consultant (Tricia 
Sanguinetti)
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S p e c i a l  P r o j e c t s  a n d  C o - o p  P r o m o t i o n s
_______________________________________

Special Projects and Co-op 
Promotions: $269,000
(↓ $97,000 recommended)

Alaska Seafood coupons and co-op 
coupon promotions are funded in 
this category, as well as ecommerce 
shoppable recipes.

Decrease reflects established 
relationships with platforms such as 
Ibotta and Fexy and able to better 
leverage agreements.
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Re t a i l  Tr a de  P r o m o t io ns
_______________________________________

Retail Trade Promotions: $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. 

New partnerships: 
Fred Meyer
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Re t a i l  Tr a de  S h o w s a n d  C o n f e r e nc e s
_______________________________________

Trade Shows and Conferences: 
$146,000
(no change recommended)
Building relationships throughout 
the trade, developing new contacts, 
strengthening existing trade 
relationships, and learning about 
new trends. 
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Tr a de  S u p p o r t
_______________________________________

Retail Trade Support $321,000
(↑$121,000 recommended)

Funding for the digital asset 
library, recipe development, 
photography/video production, 
research, POS development and 
reprints, storage/fulfillment costs, 
website updates, and product for 
display and PR events.

Increase due to growing demand 
for POS materials from retailers.
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Re t a i l  Tr a de  A d v e r t is i ng  
_______________________________________

Retail Trade Advertising $160,000
(No change recommended)

Domestic will devote funds to both 
digital and print media to include 
Progressive Grocer, FMI Daily Lead, 
Smartbrief, Grocery Business, and 
others.



Thank You!
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