FY21 Revised
Proposed Budget

Alaska Seafood Marketing Institute
Domestic Marketing Team
September 3, 2020
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Budget Breakdown

Trade Support

Tradeshows &
Conferences
$30,000

m Personal Services u Travel m Marketing Operations
m Operator Promotions m Distributor Promotions = Trade Shows and Conferences

Trade Support Trade Advertising 8,
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Foodservice Program Operations

Program Operations (Staff): $259,000
(J$17,500) Salary and benefits funding
determined by fiscal.

Salary, Benefits and Travel

50% Marketing Director (Megan Rider)

100% Marketing Coordinator (Sarah Cannard)
50% Marketing Coordinator (Leah Krafft)

Decreased due to travel funds.

N

= NS

2 B
S\
s .“‘E, S
™ NS
2N )f,-’.’
g2 j
g &

s &

373



Foodservice Marketing Operations

Marketing Operations: $192,500
(1$22,500 recommended)

Contract and Travel Expenses

100% Distributor Promotions/National Accounts
(Jann Dickerson)

33% Marketing Consultant (Tricia Sanguinetti)

Slight decrease due to travel funds.
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Foodservice Operator Promotions

Operator Promotions: $275,000

(no change recommended) SANDWICH

Custom promotions with COMBO s

16,000+ units
across the country
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Distributor Promotions

Distributor Promotions: $250,000
(no change 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.




Foodservice Tradeshows and Conferences

Trade Shows and Conferences:$30,000

MENU SUCCESS

(1 $170,000 recommended) T o

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

Decrease reflects cancellations of
tradeshows and conferences, however,
we plan to attend 1-2 valuable virtual
shows such as MEG and Flavor
Experience.
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Trade Support

Trade Support: $595,000
(1 $210,500 recommended)

Recipe development,
webinars, virtual
opportunities, photography,
website content, Seafood
University, culinary training
programs, research, sample
seafood products, and all print
collaterals.




Foodservice Trade Advertising

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

exploiting the ways in which their favors,
sustsinably produced |t no surpriss

Domestic does a combination of print
and digital advertising with Plate,
Menu, CIA Smartbrief and Hotel s
Smartbrief.

are vaiued, encerprising chefs
are challenging the status quo, inding weys
10 showease the best possible ingredients,
. .
experisnces
Along with dishes that are engaging and
nutritious, chefs and consumers alike are
sesking out foods that are racestie and
seasonally availsble vegerables, slong
with highly nutritious ancient grains and
puises. have become fighly prized

Cref Kevin Davis, recognized for his
suppert of responsibly harvested fish,
‘guides the culinary outow of his Seattle-
based restaurant— Bluescre Seafood. He
prefers dishes that are pure and ciesn
sllowing the naturs! colors. textures, and
fiavors of sesfoods and veg=tabies to stand
N their own merits.

He mentions sessonal cruciferous.
wegetables incuding golden and purple
caulifiowers, broceoli, and radishes. Wich

SEAFOOD AND VEGGIES
Restaurateurs have increasingly
better access to an incredible variety
of wild caught seafood and just harvested vegetables.

INNOVATIVE

COMBINATIONS

SR DELIVER OPTIMUM
FLAVOR

carefUl rozsting and carsmeiizing they
rexain their coler and texcure whik lending
& hint of sweetness to the dishes they
sccompary. He aiso favors locelly grown
tomatoes, transforming them into an
xquisits conserva When used ss 5

s2uce on & bed of pasta, it lends Tavoriul
contrast to simply prepared wid caughy
Alsske King saiman

According to Ryan Pleifrer, Executive Chef
st Chicago's renowned Blackbird "W prefer
o festure ingredients for their inrinsic
tiss, &5 coposed to showcasing the

inciudes the use of contrasting favors-
spparent inthe way he prepares
Sebiefish-marinating the fish —

overnight in the syyle of 3
misoyaki sing white miso,
mirin. and sugar, aciding

2 touch of sweetnes:
Toofterissweemess. |
he serves the fish wich

trevis and grapefrut in

an emusified sauce similar

o8 beurre blanc

Of course. it notjust the crestive
&pproath spplied to sesfoods and vege-
tebles that makes the dining axperience
special. While ingredients may be carefully

dish comes from more
than just the protsin at
/ the center of the plate.
What is abundantly clear is
\\:/// thatthe fisvor and integrity

ise from lef- Poached Alaska king orab
kabocha squazh risotto, Kevin D:

jueacre, Seatle, Wash.: Halibut with plum,
ks, blsck lime., Sieger Bayar, The Pubiican,
icag, IL: Alaska sockeye salmon with green
gEarbanzo baans, roasten best muhsmmara
wec, Chicago, IL; and Golden

in salad with spinach and wited
chartreles and matsutakes, Ryan Pfeiffer,
Biackbird, Chicago, IL

soLrced, prepared and plated the wines
that sccompany these dishes is equally
importar.

Restaurateurs are promoting wines that
are 55 esoteric a5 the foods they sene,
including varisisls such 25 Sengovsse.
Genurzaminer, and Sancerre Tnisis
cersinly the case for Parke Ulrich, Execu-
tive Chef ot Waterbar, & premier sesfood
restaurant siusted on the waters edge
in San Francisco, “We try to educate our
guests. getting them to try both foods
-and wines that are different from their
everydzy” Uinich continues ‘e neve
found some remariable varietsls including
Riesling and Gruner Veltiner that pair
exceptionally well with many of
. ourfishandshelfish dishes”

Al of these chefs recog-
nize thet the success of s

associsted with every ingredi-

&t and the wines served, nesds
1o be exceptionsl, allowing inherent quali-
fies to b fUlly revesied end enjoped

For recipes and more visit www.aloskaseafood. org/foodservice.

WILDLY GOOD!

Give your customers what thoy want — real food that’s healthy, delicious, and sustainablo.
There's no end to what's good about wild-caught seafood from Alaska.
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Carryover Funds - $271,615

Reserve 100% for rainy day fund with
the option of reassessing in January.






Budget Breakdown

Tradeshows &
Conferences
$30,000
m Personal Services u Travel s Marketing Operations
» Spedial Projects/Co-op Promotions m Trade Promaotions n Trade Shows and Conferences
» Trade Support Trade Advertising
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Retall Program Operations

Program Operations: $259,000

(] $17,500) (Salary & benefits funding
determined by fiscal)

Salary, Benefits and Travel

50% Domestic Marketing Director
(Megan Rider)

100% Retail Marketing Coordinator
(Emily Gisler)

50% Marketing Coordinator (Leah
Krafft)

Decrease due to travel funds.
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Marketing Operations

Marketing Operations: $211,000
(] $15,000)

Contract and Travel Expenses
100% Retail Marketing
Representative (Mark Jones)
33% Marketing Consultant (Tricia
Sanguinetti)

Slight decrease is a result of travel
funds.




Special Projects and Co-op Promotions

Special Projects and Co-op
Promotions: $395,000
(1 $126,000 recommended)

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

Increase reflects expansion into
other consumer facing virtual
opportunities such as Serious Eats,
third party grocery delivery (Amazon
Fresh, Shipt), Ibotta, and more.

WILD ALASKA
POLLOCK
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Retail Trade Promotions

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.
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Retall Trade Shows and Conferences

Trade Shows and Conferences:
$30,000
(| $116,000)

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

Decrease reflects cancellations of
tradeshows and conferences, however, we
plan to attend 1-2 valuable virtual shows
such as the RDBA targeting retail dieticians.




Trade Support

Retail Trade Support $316,500
(1$18,000 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 for assets such as QR
codes, Seafood University,
Functional Nutrition recipes.




Retall Trade Advertising

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.

#AskForAlaska
alaskaseafood.org

WILDLY GOOD!

Stop by booth #8005 ACC Level 3 Ballrooms to taste real food that's healthy, delicious, and sustainable.



Carryover Funds - $298,071

Allocate 70% in FY21 - $208,649
Allocate 30% in FY22 - $89,420




roposal for Carryover Funds:

Wild, Natural & Sustainable®
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FULTON FISH

 market ——

FISH

SHELLFISH

OTHER SEAFCOD

SEAFOOD BUNDLES

GIFTS MERCH

SUBSCRIBE RECIPES HOW-TOS

SUMMER GRILLING

CHEF LOGIN

SIGN IN

alaska

HOME > SEARCH RESULTS FOR: 'ALASKA!

CATEGORY

Cod

Shop Seafood
Smoked Fish
Smoked Seafood

SOURCE

Wild

PREPARATION

Fresh
Smoked

PRICE RANGE

@

I~

4 Result(s) found for 'alaska’

v Relevance v

ltems peroegs: |5 W

Smoked Cod

$10.56

- Alaskan Black, Frozen, Wild, USA, 3cz

Salmon - Alaskan King, Coj
USA, 8oz Portion - NO'

pper River, Fresh, Wild,

AILABLE

$37.67

Cutof Stock

Salmon - Alaskan King, Copper River, Fresh, Wild,

US4, Head OFF [14.51b svg) - NOT AVAILASLE

$797.50

Out of Stock

Salmon - Alaskan King, Copper River, Fresh, Wild,

USAFi

$226.03

(3l avgl - NOT AVAILAELE

Out of Stock
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@) SIDECHEF Recipes MealPlans  Collections  Explore More ~ [R5 a2t @ SIGN UP

27 INGREDIENTS - 19 STEPS - 2HR

Saffron Fennel Seafood Stew

5.0

4 Ratings
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Barton Seaver
Chef, Educator, Author

SeafoodLiteracy.com
—— —
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