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Market: (JA) JAPAN 

Commodity Aggregate:  SEAFD – Fish & Seafood 
 
 

I. MARKET ASSESSMENT UPDATE 
 
1. General assessment 
 
a. General economic assessment 
 
From July to December 2020, Japan's economy picked up, although it has remained in a 
severe situation due to the impact of COVID-19, at home and abroad. The economies of 
Japan’s trade partners also picked up, although the impacts of the resurgence of COVID-
19 have been seen in part. Amid the continuing situation, exports and industrial production 
have steadily recovered from the effects of the outbreak. In addition, corporate profits and 
business sentiment deteriorated significantly but have improved gradually. Business fixed 
investment has stopped declining on the whole, though there are variations across 
industries.  
 
The employment and income situation has remained weak due to the impacts of COVID-
19. Private consumption has picked up gradually as a trend, but downward pressure has 
increased recently on consumption of services, such as drinking and eating out as well as 
at accommodation establishments. Housing investment has declined moderately while 
public investment has continued to increase moderately. Financial conditions have been 
accommodative on the whole but those for corporate financing have remained less so, as 
seen from the weakness in firms' financial positions. On the price front, the year-on-year 
rate of change in the Consumer Price Index (CPI, indicating all items besides fresh food, 
hereafter) has been negative, mainly affected by COVID-19, the past decline in crude oil 
prices, and the government’s "Go Travel" initiative (the campaign discount prices are 
reflected to the CPI). Inflation expectations have weakened somewhat. The forecast for 
economic activity in 2021 remains unclear, since it could change depending on the further 
effects of COVID-19 and how severe their impact is on domestic and overseas economies. 
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Sourced from Bank of Japan, “Outlook for Economic Activity and Prices (January 2021)” 

 

 
Sourced from Bank of Japan, “Outlook for Economic Activity and Prices (January 2021)” 

 
Economic Data for Japan (2020-2021) 
 

Basic Economy Data 
 

Latest Data Latest 
Update 

Remarks 

Population 125.57 million 20-Jan-21 11th largest globally 
Nominal GDP (2019, Calendar 
Year) 

561,267 billion 
yen 

8-Dec-20 3rd largest globally 
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Annual Real Growth Rate (2019, 
Calendar Year) 
  

0.30% 8-Dec-20 *Changes from the 
previous year 

Quarterly Real Growth Rate 
(2020 Q3) 
  

5.30% 
(Annual rate 
conversion : 22.9%) 

8-Dec-20 *Changes from the 
previous quarter 
*Seasonally adjusted 

Consumer Price Index (CPI) 
(November 2020) 
  

-0.90% 18-Dec-20 *Compared with the 
same month of the last 
year 

Unemployment Rate  
  

2.80% 29-Jan-21 2020 Average 

 
b. COVID-19 updates 
Current situation as of Jan 20, 2021 

All data sourced from Ministry of Health, Labor and Welfare 
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Although the number of positive cases and deaths are comparably lower than those in the 
countries hit more severely by the spread of COVID-19, the potential to contain the virus 
is still unclear as of January 2021.  
 
A second State of Emergency declaration was announced in January in response to the 
third wave of COVID-19 and was expected to stay in effect until the end of February (for 
11 Prefectures of Tochigi, Saitama, Chiba, Tokyo, Kanagawa, Gifu, Aichi, Kyoto, Osaka, 
Hyogo and Fukuoka). 
 
The outline of the State of Emergency includes below measures: 
• Residents in the affected areas are asked to refrain from all nonessential outings 
• All drinking and dining establishments are asked to close by 8 p.m. with alcoholic 

beverages served only between 11 a.m. and 7 p.m. 
• The declaration limits crowds at spectator events to half the venue capacity, or 5,000, 

whichever is smaller 
• The government asks companies to ensure 70% or more of their staff are working from 

home 
 

The government is not requesting a widespread shutdown of schools as such a decision 
would impact the progress of education, and the mental and physical health of students, 
and is requesting nursing facilities to continue operations. Supermarkets and convenience 
stores are running as usual in principle. 
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2. Seafood supply and demand 
 
a. General Seafood Supply & consumption 

According to the latest White Paper on Fisheries and Seafood (2018 April – 2019 March), 
issued by the Japan Fisheries Agency in June 2020, the total consumption of seafood in 
Japan in 2018 was 7.16 mil MT (on a whole fish basis), which consisted of 5.69 mil MT 
for human consumption and 1.47 mil MT for non-human consumption, such as feed and 
fertilizer. Seafood consumption per capita in 2018 was 23.9kg (net food basis) and 45.0kg 
(gross food basis), which means consumption in Japan was almost double the volume of 
the average worldwide consumption of fish, which was 20.5kg per capita in 2018 (gross 
food basis).  

 
2018 Overview: seafood production, supply & consumption 

The household expenditure for seafood products had been decreasing until the beginning 
of 2020 since 2001, however, the change in lifestyle and eating habits of Japanese 
consumers brought by the spread of COVID-19 boosted seafood consumption volume in 
2020. The latest household expenditure survey (Nov 2020) shows a 6% YoY increase in 
the expenditures on seafood products.  
 
b. Seafood Consumption trends 

The market has been seeing more diversification of seafood consumption forms. The 
volume and value of seafood sold in fresh and frozen forms - whole fish, raw fish, and 
unprepared fish, which all require cooking at home - has been decreasing. However, 
prepared seafood products have been growing sharply. This includes ready-to-eat products, 
microwaveable items, and various innovative seafood products such as snacks and sweet 
items.  
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Alaska origin POP, miso-simmered style (prepared/only to be warmed up to eat) 

The “Fish Deli” category, including grilled fish, which is carefully cooked through and 
packed in a pouch, has been growing sharply. The wide variety of Fish Deli products have 
become an essential category in convenience stores and grocery stores. Additionally, the 
seafood toppings of ready-made onigiri rice balls have been seeing more diversification. 
Not only traditional popular toppings such as salmon flakes, seasoned kelp, mentaiko 
pollock roe, and sujiko and ikura salmon roe, but also tuna, crab leg surimi, black cod, and 
other types of mixed toppings attract consumers.  
 
The sales channel landscape for seafood has also been also changing. According to the 
Ministry of Economy, Trade, and Industry’s market research on e-commerce, announced 
in July 2020, the e-commerce sales share for all product sales in 2019 was 6.76%, which 
means a 0.54% increase YoY. The e-commerce sales share for the “food, beverage and 
alcohol” category, which is the biggest market category and accounts for around 40% of 
total consumer spending in Japan, increased by 7.77% in 2019. The total e-commerce sales 
share in the “food, beverage and alcohol” category was 2.89%, which was not extremely 
high compared to other category markets such as digital equipment, books, music and 
movies, and clothes. However, growth has been stable, and the slow progress can be 
attributed to the large scale of the category, and the notable shift in purchasing behavior of 
consumers in 2020 is expected to be found in 2020 research. Retailers and seafood 
processors have strengthened efforts and enhanced strategies to increase seafood sales 
through new e-commerce platforms, while established retailers have implemented home 
delivery and online store operations.  The growth of e-commerce platforms for consumer 
food purchasing are also noteworthy trends brought amid the spread of COVID-19. These 
include Otoriyose, which employs a shopping style for consumers not through stationary 
stores but as “premium gourmet food for your own consumption at home,” and also 
Sanchoku shopping, where consumers purchase seafood, vegetables and other food items 
from producers and growers directly.  
 
In the food service sector, casual conveyor-belt sushi restaurants have been the one of the 
biggest drivers of seafood consumption, mainly for affordably priced mass production 
seafood products, such as various types of farmed seafood and farmed tuna.  

 

c. Sustainability momentum 
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As the UN’s Sustainable Development Goals (SDGs) receive high recognition and interest 
in Japan, there has been a rapidly growing recognition for the word “sustainability,” not 
only among the seafood industry, but also consumers. 

   

The momentum of sustainable investment is rapidly increasing in Japan. More investors 
are becoming interested in ESG (Environmental, Social and corporate Governance) factors 
and more companies, including major retailers and seafood conglomerate companies, are 
willing to engage in and disclose information on their ESG. Many of these companies have 
finally included a “Sustainable Procurement Policy” in their Corporate Social 
Responsibility initiatives over the past several years. A Japanese regional certification 
program, Marine Eco-Label (MEL) Japan, has been recognized by the Global Sustainable 
Seafood Initiative (GSSI).  With strong support from a national grant, the MEL program is 
rapidly growing its number of certified fisheries and also CoC certified companies, 
including major retailers such as Ito-Yokado stores. 

Japanese fisheries moved from a total allowable effort (TAE) system – in which the number, 
size, and period of operation of fishing boats, and the types of gear allowed, are regulated 
– to a total allowable catch (TAC) system with vessel quotas for most species. Other fishery 
management measures were strengthened as well. 

 
3. Alaska Seafood exports 
  
Alaska Seafood Exports to Japan 
  2019 

 
 2020 

  MT Dollars  MT Dollars 
Other Shellfish & 
Miscellaneous 

         

Clam                           
-  

                                 
-  

                          
-  

                                 
-  

Geoduck                           
-  

                                 
-  

                          
-  

                                 
-  
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Octopus                           
-  

                                 
-  

                          
-  

                                 
-  

Oysters                           
-  

                                 
-  

                          
-  

                                 
-  

Scallops                           
-  

                                 
-  

                          
-  

                                 
-  

Sea Cucumber                           
-  

                                 
-  

                          
-  

                                 
-  

Sea Urchin                           
4  

                        
36,820  

                          
5  

                      
115,503  

Shrimp                           
-  

                                 
-  

                          
-  

                                 
-  

Squid                           
-  

                                 
-  

                          
-  

                                 
-  

Seaweed                           
7  

                        
93,227  

                        
19  

                      
247,734  

Other/NSPF                           
-  

                                 
-  

                          
-  

                                 
-  

Subtotal                        
12  

                    
130,047  

                       
25  

                    
363,237  

           
Crab           
King Crab 
(Frozen) 

                      
346  

                 
10,791,822  

                      
452  

                   
9,628,524  

King Crab 
(Other/Live) 

                          
-  

                                 
-  

                          
-  

                                 
-  

Snow Crab 
(Frozen) 

                      
925  

                 
15,940,567  

                   
1,027  

                 
18,419,271  

Snow Crab 
(Other/Live) 

                        
22  

                      
171,088  

                          
-  

                                 
-  

Dungeness 
Crab 

                          
-  

                                 
-  

                          
-  

                                 
-  

Other/NSPF 
Crab 

                      
159  

                      
634,890  

                          
-  

                                 
-  

Total Crab                  
1,452  

              
27,538,367  

                 
1,479  

              
28,047,795  

           
Salmon           
Chinook 
(Frozen H&G) 

                        
18  

                      
182,920  

                      
294  

                      
869,527  

Chum (Frozen 
H&G) 

                      
881  

                   
2,631,237  

                      
465  

                   
1,156,897  

Coho (Frozen 
H&G) 

                        
11  

                        
46,457  

                      
167  

                      
709,531  

Pink (Frozen 
H&G) 

                      
174  

                      
321,885  

                        
12  

                        
27,307  

Sockeye 
(Frozen H&G) 

                   
6,584  

                 
49,052,344  

                   
3,465  

                 
21,794,481  

Other/NSPF 
(Frozen H&G) 

                          
-  

                                 
-  

                          
-  

                                 
-  
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Canned Chum                           
-  

                                 
-  

                          
-  

                                 
-  

Canned Pink                           
4  

                        
24,000  

                          
4  

                        
24,000  

Canned 
Sockeye 

                          
-  

                                 
-  

                          
-  

                                 
-  

Other/NSPF 
(Canned) 

                        
55  

                      
443,078  

                        
13  

                        
76,650  

Other/NSPF 
(Roe) 

                   
7,121  

                 
75,867,012  

                   
5,220  

                 
77,995,625  

All Fresh 
H&G 

                          
0  

                        
10,000  

                          
1  

                          
5,000  

All Fresh 
Fillets 

                          
-  

                                 
-  

                          
-  

                                 
-  

All Frozen 
Fillets 

                      
304  

                   
1,901,989  

                        
34  

                      
132,778  

All Smoked                           
-  

                                 
-  

                          
5  

                        
50,000  

All Other 
Products 

                          
1  

                          
6,509  

                          
2  

                        
28,152  

Total Salmon                
15,153  

            
130,487,431  

                 
9,680  

            
102,869,948  

           
Herring           
Herring (Roe)                       

236  
                   
1,839,454  

                      
411  

                   
2,543,619  

Herring 
(Frozen) 

                   
9,813  

                 
10,740,339  

                   
3,233  

                   
5,416,325  

Herring (All 
Other) 

                          
6  

                        
27,423  

                        
27  

                      
125,997  

Total Herring                
10,055  

              
12,607,216  

                 
3,671  

                
8,085,941  

           
Groundfish           
Pollock 
(Frozen Fillet) 

                   
2,371  

                   
6,699,286  

                   
2,365  

                   
6,746,793  

Pollock 
(Frozen H&G) 

                      
838  

                   
2,403,396  

                      
509  

                      
934,744  

Pollock (Roe)                  
12,352  

                 
65,361,988  

                 
10,924  

                 
59,625,902  

Pollock 
(Surimi) 

                 
71,112  

               
192,515,178  

                 
48,548  

               
122,194,971  

Pollock 
(Mince) 

                      
183  

                      
501,974  

                      
197  

                      
462,527  

Pacific Cod 
(Frozen H&G) 

                   
6,979  

                 
25,360,289  

                   
5,512  

                 
17,951,337  

Pacific Cod 
(Frozen Fillet) 

                          
-  

                                 
-  

                          
-  

                                 
-  

Pacific Cod 
(Dried/Salted) 

                          
-  

                                 
-  

                          
-  

                                 
-  
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Pacific Cod 
(Mince) 

                      
385  

                   
1,053,513  

                          
-  

                                 
-  

Sablefish                    
4,434  

                 
43,779,739  

                   
5,097  

                 
48,991,703  

Rockfish                    
5,165  

                 
18,037,337  

                   
9,909  

                 
34,259,428  

LingCod                           
-  

                                 
-  

                          
-  

                                 
-  

Atka Mackerel                  
17,565  

                 
48,888,361  

                 
20,125  

                 
55,724,231  

Shark/Dogfish                           
-  

                                 
-  

                          
-  

                                 
-  

Other/NSPF 
(Frozen Fillet) 

                          
-  

                                 
-  

                          
-  

                                 
-  

Other/NSPF 
(Frozen H&G) 

                          
-  

                                 
-  

                          
-  

                                 
-  

Other/NSPF 
(Mince) 

                   
2,892  

                   
7,343,767  

                   
1,928  

                   
5,101,891  

All Other 
Products 

                          
-  

                                 
-  

                          
-  

                                 
-  

Total 
Groundfish 

             
124,276  

            
411,944,828  

             
105,114  

            
351,993,527  

           
Flatfish           
Halibut                           

-  
                                 
-  

                          
-  

                                 
-  

Greenland 
Turbot 

                          
9  

                        
26,510  

                          
-  

                                 
-  

Sole                    
1,022  

                   
2,177,505  

                      
618  

                   
1,462,093  

Plaice                           
3  

                          
2,570  

                          
-  

                                 
-  

Skates                         
43  

                        
74,719  

                        
31  

                        
66,900  

Other/NSPF 
Flatfish 

                   
1,469  

                   
2,942,497  

                   
1,630  

                   
3,114,484  

Total Flatfish                  
2,546  

                
5,223,801  

                 
2,280  

                
4,643,477  

           
NSPF and By-
Products 

          

Composites 
(Sticks) 

                          
1  

                          
7,795  

                          
-  

                                 
-  

NSPF (Frozen 
H&G) 

                   
4,536  

                 
11,608,852  

                   
4,313  

                 
10,742,653  

NSPF 
(Livers/Roe) 

                          
-  

                                 
-  

                          
-  

                                 
-  

NSPF (Mince)                           
-  

                                 
-  

                          
9  

                        
20,441  

NSPF (Surimi)                           
-  

                                 
-  

                      
134  

                      
257,762  
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Fish Meal                  
12,934  

                   
7,336,472  

                 
11,369  

                   
7,119,314  

Fish Oil                       
753  

                      
774,046  

                      
895  

                      
744,026  

All Other NSPF & 
By-products 

                         
-  

                                 
-  

                          
-  

                                 
-  

Total NSPF & 
By-Products 

               
20,674  

              
34,501,566  

               
17,753  

              
23,254,471  

       
Total  174,168MT US$622,433,256      140,002MT US$519,258,396  

 
 The numbers do not include some of the volume of Alaska-sourced seafood that 

is shipped from the U.S. to third countries for secondary processing and then 
sent to Japan for final consumption. 

 
4. Species by Species Assessment 
 
a. Salmon 
General Information  
 The total salmon supply (import & domestic, farmed & wild) has been between 

450,000 MT and 580,000 MT for the past decade (from 2010 to 2019). 
 The total supply of wild salmon has been decreasing, especially due to the sharp 

decrease in the domestic chum salmon harvest.  
 Domestically farmed coho and trout salmon supply increased due to government 

supported domestic salmon farming initiatives. 
 Salmon product forms have been diversified: traditional consumption forms such as 

salted salmon kirimi (cut) portions continue to be popular, as well as higher value 
added products such as pre-cooked salmon portions, breaded products, flakes, dried 
jerky products, and products that can be eaten without heating, such as sashimi/sushi 
toppings.  

 Increased consumption through convenience stores (e.g. rice ball ingredients, bento 
box ingredients, etc.). 

 Salted or seasoned salmon roe products continue to be a popular seafood delicacy for 
Japanese consumers. 

 
According to Japan Custom statistics, Japan’s total imports of salmon and trout were 
262,602 MT in 2020 (vs 253,490 MT in 2019). This figure includes fresh, chilled, frozen 
H&G, frozen fillets, salted, smoked, prepared, and canned products from Alaska and the 
rest of the U.S., Canada, Russia, Norway, Chile, New Zealand, Australia, Great Britain, 
Denmark, Thailand and other countries.  
 
Imported farm-raised salmon and trout 
According to Japan customs statistics, Japan imported 13,117 MT of farm-raised fresh 
Atlantic salmon from Norway in 2020 (vs 16,161 MT in 2019). Japan also imported 1,674 
MT of farm-raised frozen trout from Norway (vs 1,902 MT in 2019) and 108,490 MT of 
frozen coho salmon from Chile (105,625MT in 2019) in 2020. 
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Wild sockeye salmon supply from U.S., Russia 
The quantity of frozen sockeye salmon (wild only) imports increased from 22,104 MT in 
2019, to 25,475 MT in 2020. Supply from Russia was 17,995 MT in 2020 (vs 18,546 MT 
in 2019). Japan imported 7,480 MT of sockeye salmon directly from the U.S. in 2020, 
compared to 3,346 MT in 2019. These figures do not include the volume of “prepared” 
produces that are reprocessed in 3rd party countries and re-exported to Japan as final 
products, which reached to around 12,000 MT. 
 
Domestic wild chum salmon supply 
The Japanese chum salmon harvest in 2020 totaled 53,393 MT as of the end of December, 
around a 3% decrease over 2019. This is the poorest catch volume recorded in 42 years. 
The average fish size in 2020 was 3.15kg/fish in Hokkaido, and 2.97kg/fish in Japan 
mainland. 
 
Salmon roe 
Japan imported a total of 10,574 MT of frozen salmon roe (in-sac), including 1,119 MT of 
frozen “sujiko” salted salmon roe, in 2020, a 14% decrease from 12,172 MT in 2019.  
Also, Japan imported 434 MT of frozen “ikura” (without sac, seasoned) salmon roe in 2020, 
a 40% decrease from 721MT in 2019.  
 
b. Pollock 
General Information  
 Frozen surimi, frozen pollock roe and frozen fillet block have been Japan’s three major 

import products made from pollock.  
 Only four countries are counted as pollock producing countries: U.S. (Alaska), Russia 

(far-east region), South Korea and Japan.  
 The pollock fishery in Alaska is one of the most successful, largest scale sustainable 

commercial fisheries in the world, its harvests have been in the order of 1.5 million 
MT, about 40% of US fisheries.  

 The total harvest volume of the Japanese pollock fishery has been around 120,000 MT 
- 190,000 MT during the last five years  

 Frozen pollock surimi is the key ingredient of surimi seafood products. It is familiar 
to Japanese consumers as “neri products” including kamaboko, chikuwa and kanikama 
crab leg surimi products.  

 Japan has been the highest surimi consumption in the world. The total production of 
surimi seafood products falls between 440,000 MT 470,000 MT.  

 Most of frozen pollock roe is processed into mentaiko and tarako (seasoned fish roe 
products), popular topping items for cooked rice including onigiri rice balls. 

 Frozen fillet blocks are raw base fish material for battered or breaded products such as 
frozen ready-to-cook items for retail stores or ingredients in fish sandwiches. 

 
Surimi 
Japan imported 83,718 MT of frozen Alaska pollock surimi from the US in 2020, down 
22% from 2019 (106,260 MT). As in 2019, there was quite a low supply of frozen pollock 
surimi from other countries of origin (54 MT in 2020). Frozen Itoyori surimi (a major type 
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of surimi made from tropical species) was imported mainly from southern and southeastern 
Asian countries, with a slightly smaller import volume from 17,955 MT in 2020 to 15,226 
MT in 2020.  
 
The annual total frozen surimi global supply has been around 760,000 MT - 800,000 MT 
in the last five years, including frozen pollock surimi and other surimi products. Japan has 
been the biggest surimi consuming country globally with around a 400,000 MT - 500,000 
MT surimi demand, followed by China, South Korea, and the Southeast Asian region. 
  
The total 2020 production volume of “neri products” (final products made with frozen 
surimi) such as kamaboko and crab leg surimi crab leg surimi kanikama, reached to 
447,797 MT. The production volume of the chikuwa category increased remarkably to 
63,322 MT, from 60,108 MT in 2019.  
 
Pollock Roe 
Japan imported 48,776 MT of several pollock roe products in 2020 (vs 49,065 MT in 2019), 
including 42,784 MT of frozen pollock roe (green roe as raw material) from the U.S. and 
Russia, and 1,337 MT of salted pollock roe from China and the U.S. According to 2020 
data, the estimated supply volume of Japanese domestic pollock roe was around 2,000 MT. 
With 73,900 MT of carry-over volume from 2019, total supply in 2020 was estimated to 
be around 124,676 MT. 
 
c. Other groundfish species 
General Information  
 Most of the wild ground fish species caught in Alaska are familiar seafood species for 

Japanese people as they are caught in Japan too. 
 Most of these species are processed in Japan and third party countries as ready-to- 

cook products for retail stores and foodservice industries. 
 
Cod  
Japan imported 10,823 MT of frozen Pacific cod from the U.S. and Russia in 2020 (vs 
8,379 MT in 2019), including 5,408 MT from U.S. The average import price of frozen 
Pacific cod in 2019 was @377 JPY/kg, while that in 2019 was @457JPY/kg. 
 
Rockfish 
Japan imported 22,583 MT of various frozen rockfish species in 2020 (vs 19,498 MT in 
2020), including 11,342 MT from the U.S. The U.S. is the largest supply country, followed 
by Norway and Iceland. The average import price in 2020 was @286JPY/kg, while that in 
2018 was @332JPY/kg. 
 
Black Cod (Sablefish) 
Japan imported 7,636 MT of frozen black cod in 2020 (vs 6,151 MT in 2019), including 
6,809 MT from the U.S. and 6,789 MT from Canada. The average import price in 2020 
was @849 JPY/kg, while that in 2019 was @991JPY/kg. 
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d. Herring 
General Information  
 Two types of herring products are imported to the Japanese market other than value 

added or processed herring products such as fillets: sac roe herring and food herring 
 Sac roe herring is an ingredient used to make kazunoko and processed into various 

herring products for people to eat.  
 Herring roe is the one of the most essential food items consumed in Japan at the end 

of the year to celebrate the New Year.  
 Pacific origin herring roe products are distributed as salted herring at higher prices 

than seasoned herring roe products, which are mostly sourced from Atlantic fishing 
grounds. 

 Most Canada origin herring roe is imported to Japan in “brine herring roe” form, while 
U.S. and Russian origin herring roe is imported in “frozen sac roe herring” form. 

 
Herring and herring roe 
According to Japan customs statistics, Japan imported 10,210 MT of frozen herring in 2020 
(vs 21,831 MT in 2019), including 3,541 MT from the U.S. 
 
Japan imported 1,007 MT of frozen herring roe in 2020 (1,173 MT in 2019), also 3,421 
MT of salted herring roe in 2020 (4,414 MT in 2019), including 529 MT from the U.S. 
 
e. Shellfish 
General Information  
 The total crab supply in the Japanese market has been between 60,000 MT and 90,000 

MT for the past 10 years. 
 The main crab species distributed in the Japanese market are several kinds of king crab, 

snow crab, swimming crab species, and hair crab. 
 Product forms can be frozen sections (legs with shoulder), whole round, or picked 

meat. 
 Crab season is winter to be sold during the Christmas and New Year’s period. It is also 

available whole year round 
 
King Crab 
Japan imported 2,794 MT of frozen king crab in 2020 (vs 2,940 MT in 2019), including 
262 MT from the U.S. The average import price was again marked as one of the highest 
on record. The import price for Alaska origin red king crab (boiled brine) was around 
JPY5,010/kg, while that of Russian king crab was around JPY4,477/kg. 
 
Snow Crab 
Japan imported 13,440 MT of frozen snow crab in 2020 (vs 19,871 MT in 2019), including 
1,516 MT from the U.S. The average import price in 2020 was 2,217 JPY/kg (vs @2,326 
JPY/kg in 2019).  
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II. STRTEGY FOR ALASKA SEAFOOD 
 
1. Marketing Strategy (SWOT) 
 

Strengths Weaknesses 
1. Alaska Seafood’s positive image such as 

“natural,” “pure,” “from pristine waters” 

2. Alaska seafood’s long history of 
sustainability 

3. Alaska seafood’s high reliability as a safe 
and traceable seafood 

4. Alaska seafood offers a variety of species 
suited to both Japanese and western-style 
cooking 

5. Most Alaska seafood products have been 
essential ingredients for daily eating 
habits of Japanese consumers 

6. Relatively positive impression towards 
Alaska as a place with rich untouched 
nature among consumers 

7. Various supply chains established by 
longstanding and strong business 
relationship between Alaska seafood  
industry and Japanese seafood processing 
industry 

8. Easy access (availability) to various 
kinds and grades of Alaska seafood 
items, from well-known seafood items to 
unique sub-products as delicacies, and 
from high grade premium products to 
lower grade raw materials for wide range 
of products 

1. Very wide seafood options in the 
marketplace including domestic and 
other imported seafood items 

2. Consumers’ tendency to place higher 
priority to freshness and taste over the 
origin of seafood 

3. Strong reliability towards domestic 
products among consumers 

4. Less recognition for Alaska as an origin 
of seafood compared to other origins 
such as Norway among consumers 

5. Wide range of customers for various 
species to have a key common marketing 
concept 

6. Most of Alaska species have been too 
familiar as seafood items for Japanese 
style dishes and diet and lack a special 
distinction 

7. Strong seasonality for specific items 

8. Fluctuation of supply volume 

9. Closed Japanese seafood business 
environment where neither new entry nor 
innovation can happen easily 

10. Domestic law allows suppliers to make 
only origin country claim on food 
packages 

Opportunities Threats 
1. Lifestyles have changed due to the spread 

of COVID-19 and people are seeking 
healthy food 

2. More consumer interest in origin of 
seafood and how and where products are 
processed 

3. Strong demand for ‘safe’ products among 
consumers 

4. Increasing consumer interest in the health 
benefits of food  

1. Foodservice market is shrinking due to 
COVID-19 spread 

2. Stronger government initiatives to 
support domestic local seafood sales in 
domestic retail market to cover the 
missing foodservice demand 

3. Stronger visibility of competitors such as 
domestic seafood and other foreign origin 
seafood 
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5. Increasing interest in sports and fitness 
among consumers 

6. Booming trend for ‘sustainability’ among 
consumers 

7. Diversified eating habits 

8. More consumer demand for food that has 
a positive back story 

9. Stronger demand for sustainable seafood 
especially from retail and food-
processing sectors 

10. Stronger demand for higher value added 
seafood products, which always require 
reliable supply chain, such as precooked 
products and seafood meal kit 

11. More demand for Japanese style seafood 
products in Japanese and overseas 
markets 

12. Stronger demand for non-major category 
products such as seafood snack 

4. Less knowledge of the difference 
between natural products and farmed 
products among consumers 

5. More supply of farmed seafood from 
oversea and domestic fishing grounds 

6. Changing consumption trend for 
traditional seasonal seafood items to 
celebrate specific seasonal events 

7. Intensive global competition to secure 
especially wild seafood products due to 
expanding seafood consumption in the 
world 

8. High price sensitivity among strong 
competition in the marketplace due to 
weak economic trends 

9. Expanding marketing investment for 
each Japanese regional seafood 

10. Free trade agreement with other seafood 
resource countries and regions for zero 
import tariffs for seafood product 
competitors 

 
 
2. Species-Targeted Strategies 
 
Overall 
ASMI conducts consumer research annually to understand overall consumer perceptions 
and purchasing habits of Alaska Seafood. However, further research is needed on a species-
specific level to better identify target audiences for Alaska seafood products. ASMI will 
use this research to develop strategic messaging and support market/product development 
for each Alaska seafood species. 
 
Salmon 
The share of farmed salmon products in most of the marketplace is growing. ASMI needs 
to re-establish the “Wild Alaska Salmon” brand, and support market development efforts 
to generate new demand. 
 
• Sockeye Salmon 
Kirimi portions of salted fillets for retail sales is the main stream of Alaska sockeye salmon 
consumption in the Japanese market. Other than that, sockeye flake products keep their 
importance in retail and convenience store markets. Flakes are sold as bottled or pouched 
consumer facing products, as well as bulk products for onigiri rice ball suppliers who 
supply prepared onigiri rice balls to convenience store chains. 
- Encourage manufacturers to make Alaska claims on their product packages, possibly 

by developing marketing materials and tools to identify how the Alaska brand attracts 
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consumers 
- Promotional support for retail promotions for kirimi sockeye products, mainly by POS 

materials and other types of retail merchandising 
- Support trade members to develop new markets to generate demand, other than the 

salted fillet market 
- Educate consumers that Alaska origin sockeye salmon is a premium, sustainable and 

wild salmon, rich with OMEGA-3 fatty acid and astaxanthin 
- Identify effective marketing opportunities to establish the Alaska sockeye salmon 

brand in the onigiri rice ball market, possibly by trade and consumer research.  

 
• Salmon Roe Sujiko & Ikura 
Many varieties of products made from Alaska origin salmon roe are available in the 
Japanese market. Salted salmon roe sujiko and ikura cured in Alaska are available, as well 
as seasoned sujiko and ikura made from Alaska salmon green roe and produced in Japan. 
- Encourage manufacturers to make an Alaska claim on their product packages, possibly 

by developing marketing materials and tools to identify how the Alaska brand attracts 
consumers 

- Promotional support for retail promotions for salmon roe products, mainly by POS 
materials and other types of retail merchandising.  

- Educate consumers that Alaska origin salmon roe products are a premium, sustainable 
and wild seafood, rich with OMEGA-3 fatty acid and astaxanthin 

- PR activities to mitigate the bias that fish roe is bad for health 

 
Alaska Pollock 
Three types of product forms account for most of the Alaska pollock consumption in the 
Japanese market: surimi seafood products, mentaiko or tarako pollock roe, and various 
fillet products. ASMI would like to conduct consumer research specifically on Alaska 
pollock products, to better identify target audiences and develop a more effective marketing 
plan. ASMI Japan may work with Genuine Alaska Pollock Producers (GAPP), or Nippon 
Kamaboko Association within the range where the purposes match. 
 
• Alaska pollock surimi 
- Encourage surimi seafood manufacturers to make an Alaska claim on their product 

packages 
- Educate consumers that Alaska pollock surimi is the essential sustainable seafood 

ingredient of various surimi seafood products 
- Increase recognition of the health benefits of surimi seafood made with Alaska pollock 

surimi through multiple media and platforms, utilizing the growing interest in a protein 
focused diet 

- Target audience is wide but can include athlete-child raising moms, athletes and sports 
fans  

 
• Alaska pollock roe 
- Support trade members to develop new markets to generate demand 
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- Encourage manufacturers of mentaiko and other products made from Alaska pollock 
roe to make Alaska claim on their product packages, by developing marketing 
materials and tools to identify how the Alaska brand attracts consumers 

- Promotion of premium mentaiko products made from higher grade roe in the gift and 
souvenir market through appropriate formats such as online shopping 

- Educate consumers that Alaska pollock roe products are the nutritious sustainable 
seafood items, as well as provide various innovative recipes to generate non-rice 
related demand 

- Promote gift grade mentaiko promotion by utilizing KOLs; increase recognition and 
brand value of Alaska origin pollock roe products 

- PR activities to mitigate the bias that fish roe is bad for health 

 
• Alaska pollock fillet 
- Encourage manufacturers of pollock fillet products made from wild Alaska pollock 

to make the Alaska claim on their product packages 
- Educate consumers that Alaska pollock is a sustainable nutritious seafood, and the base 

of various frozen whitefish products 
- Increase recognition of the health benefits of Alaska pollock surimi through multiple 

media and platforms, utilizing the growing interest in a protein focused diet 
- Target audience is wide but can include athlete-child raising moms, athletes and sports 

fans  
 
 
Pacific Cod 
Salted Pacific cod kirimi makes up the main type of Alaska origin Pacific cod consumption 
in Japan. In 2019, ASMI conducted a consumer survey with 1000 people to redevelop the 
marketing strategy specifically for Pacific cod, rockfish and Atka mackerel. When asked 
about their impression of cod from a list of options, “delicious” was the most common 
response followed by “mild taste,” “family friendly,” “available at any place,” and “easy 
to cook.” Respondents were also asked which cooking methods for cod they were most 
familiar with: “ingredient for nabe (Japanese style hot pot)” topped the list, followed by 
“meuniere” and “simmering.” When participants were asked their reason for not 
purchasing cod, around 20% said they had no ideas for recipes other than nabe.  
 
- Support manufacturers of salted Pacific cod to promote Alaska origin pacific cod 

products, by providing POS materials with Alaska origin claims 
- Encourage manufacturers to make the Alaska claim on their product packages, 

possibly by developing marketing materials and tools to identify how the Alaska brand 
attracts consumers 

- Providing various recipes to develop markets other than the nabe ingredient market in 
winter time 

- Encourage manufacturers of high-value added seafood products to include Alaska 
origin Pacific cod 

- Educate consumers that Alaska origin salted Pacific cod is available all year round, 
easy to cook, and sustainable.  



20 
 

-  
 
 
Atka Mackerel: 
Salted and slightly dried Atka mackerel (butterfly fillet or single fillet) makes up the main 
forms of Alaska origin Atka mackerel consumption. In 2019, ASMI conducted a consumer 
survey with 1000 samples to redevelop the marketing strategy for Pacific cod, rockfish and 
Atka mackerel. The survey asked participants about their impression of Atka Mackerel and 
the most popular answer was “delicious.” The most frequent reason cited for not 
purchasing Atka mackerel was “expensive” followed by “portion size per package is too 
much.”  
 
- Support promotional efforts of the manufacturers of Atka mackerel products by 

providing POS materials with the Alaska origin claim 
- Encourage manufacturers to make the Alaska claim on their product packages, 

possibly by developing marketing materials and tools to identify how the Alaska brand 
attracts consumers  

- Promotions in the retail sector to boost consumption 
- Develop marketing materials and tools for trade members to identify how the Alaska 

brand attracts consumers more than other origins 
- Educate consumers that Alaska origin Atka mackerel products are available year round, 

easy to cook, sustainable and has fewer pin bones, as well as provide various 
innovative recipes to generate new demand 

 
Rockfish 
Marinated H&G or fillet in various pastes, and pin bone out portions make up the main 
forms of Alaska origin rockfish consumption. In 2019, ASMI conducted a consumer survey 
with 1000 samples to redevelop the marketing strategy for Pacific cod, rockfish and Atka 
mackerel. As with Atka mackerel and Pacific cod, “delicious” was the most frequent 
response from participants when asked about their main impression of rockfish. Around 
20% of the survey respondents chose “have no ideas for a recipe” as the response for why 
they chose not to purchase rockfish. 
 
- Support promotional efforts of the manufacturers of various rockfish products by 

providing POS materials with the Alaska origin claim 
- Encourage manufacturers to make the Alaska claim on their product packages, 

possibly by developing marketing materials and tools to identify how the Alaska 
brand attracts consumers  

- Promotions in the retail sector to boost consumption 
- Educate consumers that Alaska origin rockfish products are available year round, easy 

to cook, sustainable and have fewer pin bones, as well as provide various innovative 
recipes to generate new demand 

 
Flatfish 
Various species of flatfish are available as home meal ingredients and also as products for 
the foodservice sector in various product formats including precooked and pre-seasoned. 
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Many frozen flatfish products are imported to Japan after value added processing in other 
countries, as well as imported to Japan directly from U.S. ports.  
- Accurately analyze flatfish consumption to identify optimum marketing opportunities 
- Educate consumers that Alaska origin flatfish products are available all year round, 

easy to cook, and sustainable.  
 
 
Black cod 
Kirimi portions for retail, and also marinated kirimi portions make up the main forms of 
Alaska origin black cod consumption. The consumption of precooked portions is also 
increasing. 
 
- Support retailer promotional efforts by providing POS materials with the Alaska origin 

claim 
- Encourage manufacturers to make an Alaska claim on their product packages, possibly 

by developing marketing materials and tools to identify how the Alaska brand attracts 
consumers  

- Support promotional efforts of “marinated seafood” specialized seafood 
manufacturers  

- Educate consumers that Alaska origin black cod products are available year round, 
easy to cook, sustainable, and nutritious with rich OMEGA-3 fatty acids, as well as 
provide various innovative recipes to generate new demand 

 
Herring & Herring Roe 
Herring roe products are produced from imported frozen sac roe herring caught in Alaska. 
Herring roe products processed in other countries are also imported to Japan. Herring itself 
is processed as value added herring fillet products such as fermented in rice bran paste, 
dried herring, and simmered herring fillet. The supply of sac roe herring decreased sharply 
in 2020, as many of packers did not operate sac roe herring processing due to low 
profitability. 
- Support trade members to develop new markets to generate demand 
- Encourage manufacturers of herring roe products made from Alaska origin sac roe 

herring to make the Alaska claim on their product packages, by developing marketing 
materials and tools to identify how the Alaska brand attracts consumers 

- Promotion of premium herring roe products mostly in gift markets through appropriate 
platforms such as online shopping 

- Educate consumers that Alaska origin herring roe products are nutritious seafood items, 
as well as provide various innovative recipes to generate new demand not related to 
New Year demand 

- Promotional activities as Herring Roe Day (May 5th) events 
- Support year-end salted herring roe promotions in retailers by providing POS materials 

with the Alaska origin claim 
- PR activities to mitigate the bias that fish roe is bad for health 

 
Crab: 
Many products made from Alaska origin crab are available in the Japanese market. Boiled 
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and raw frozen clusters of snow crab species and king crab species are available especially 
in winter. Partially shelled portions of snow crab legs are available year-round. Shredded 
crab meat products are sent to the foodservice sector. 
- Support promotional efforts of retailers by providing POS materials with the Alaska 

origin claim 
- Educate consumers that Alaska origin crab products are a sustainable seafood option 

for life-event celebrations (weddings, births, graduations, etc.), anniversaries and other 
special occasions, as well as provide educational information about lesser recognized 
species such as bairdi snow crab and golden king crab 

- Support year-end sales in retailers by providing POS materials with Alaska origin 
claim 

 
3. Strategies by categories 
 
a. Consumer sector 
ASMI Japan conducts consumer PR and direct marketing campaigns, including online 
media/ social media campaigns and distribution of materials at the point of sale. No seafood 
can compete on price alone, so ASMI Japan will continue to use the selling points of “wild” 
“natural,” “sustainable,” “healthy,” “high-quality,” “safe” and “delicious,”  to solidify 
Alaska seafood’s position as a premium product. 
 
ASMI Japan will also promote a variety of species exported to Japan from Alaska, and the 
message that Alaska’s fisheries have some of the best processing and freezing facilities in 
the world that deliver products tailored for the Japanese market, such as sujiko (salted cured 
salmon roe in skein), Alaska pollock roe and sack roe herring (for kazunoko herring roe). 
In addition, Alaska produces safe and high quality seafood products which meet Japanese 
import standards for freshness, sanitation and traceability as well as various kinds of 
seafood familiar to the Japanese market and meets industry standards. 
 
These selling points can be summed up in two major approaches: 
 
1) The use of photos and videos to show images of the pure, pristine and trusted waters of 
Alaska including bears fishing for salmon, fishing vessels with a backdrop of scenic 
mountains or glaciers, and the local fishing communities. The goal of these assets is to 
promote sustainability, nutritional functionality, “good for the planet, good for you” 
messaging in the Japanese market.  
 
2) Production of online media and SNS contents that describe recipes and the health 
benefits of natural Alaska seafood. Emphasis on Alaska seafood’s compatibility with 
Japanese-style recipes, especially for species that are less often recognized as being from 
Alaska such as Atka mackerel, Pacific cod, black cod, rockfish, and pollock.  
 
ASMI’s most recent Japanese consumer survey results showed that 12% of consumers 
know the difference between wild and farmed seafood and 16% of consumers understand 
sustainability in seafood. 32% of consumers are conscious about purity and safety, which 
is beneficial for Alaska seafood. 
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The Japanese Alaska Seafood tagline, “Wild deliciousness from Alaska/Sustainable 
Seafood” addresses these factors, including sustainability. ASMI Japan will present such 
characteristics through the logo and Japanese tagline on all POS materials, online content, 
and event signage. 
 
In 2019, ASMI started additional consumer outreach to reinforce and bolster ASMI Japan’s 
online presence. Instead of utilizing print advertorials, ASMI Japan aims to engage in 
online media as well as social media, especially Instagram as it is one of the most used 
social media platforms in Japan and has high relevancy for the food category.  ASMI Japan 
also developed a new website where consumers can obtain recipes and health related 
information and also updated news on ASMI Japan’s activities. By utilizing the new 
website as a hub, ASMI Japan can engage in holistic digital activity through online media 
and social media.   
 
Recently, ASMI Japan conducted two Instagram campaigns. One was a quiz campaign to 
educate consumers on the difference  between wild and farmed sockeye salmon. The other 
was a recipe campaign with crab leg sumiri kanikama made from Alaska pollock surimi 
where consumers posted their own recipes. The target audience was moms. For both, we 
utilized a prize, a set of sockeye salmon and of crab leg surimi kanikama products, 
respectively, to motivate users while expecting organic posts from the winners. 
 
For the quiz campaign, ASMI Japan posted three questions related to nutrients and physical 
characteristics of sockeye salmon, with the intention of the participants visiting the ASMI 
Japan website to search the answers. As a result, over 1,200 people participated in the 
campaign and visitors to the website on the day of the campaign announcement was the 
highest in the quarter.   
 
For the crab leg surimi kanikama campaign, ASMI Japan arranged eight Instagram 
influencers to announce the campaign and to deliver the key messages about Alaska 
seafood. As a result, ASMI Japan gained close to 400 participants in a two-week period.  
 
By setting a condition of following the ASMI Japan’s Instagram account to participate in 
those campaigns, ASMI Japan gained approximately 850 followers through the campaigns.  
 
Furthermore, as a part of strategic target setting, ASMI Japan first became a supporting 
member of the Japan Dietitian Association, the nation’s largest organization for nutrition 
professionals with over 50,000 members, aiming to reach dietitians whose occupation is to 
develop menus for meals at schools and other related facilities.  
 
In 2020, ASMI Japan participated in Japan Dietitian Association Annual Meeting held 
online, where ASMI Japan provided a 60-minute lecture. ASMI Japan invited an expert as 
a lecturer to talk about seafood’s sustainability and certification programs by introducing 
Alaska as a successful example of sustainable fisheries. ASMI Japan also briefly 
introduced the organization and Alaska seafood’s characteristics.  
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As result, over 1,200 people watched the lecture and 70% were satisfied with the contents 
according to a follow up survey. 79% answered that they did not know about Alaska 
seafood and 73% said that they wanted to learn more about it. ASMI Japan will continue 
the outreach to this target.  
 
 
In the Consumer Sector, ASMI will: 
• Continue to promote the key messages of Alaska seafood for the Japanese market: wild, 

natural, sustainable, delicious (capitalizing on the new Japanese tagline) as well as safe. 
This will help consumers see the benefits of paying a premium price for Alaska seafood. 

• Educate consumers on Alaska Seafood’s commitment to sustainability and the purity 
of Alaska’s environment, using advertorials, social media platforms, apps, online 
media and more to explain its importance, and that Alaska seafood is certified 
sustainable.  

• ASMI Japan continues managing the ASMI consumer website. The website includes 
more Alaska seafood recipes, information about Alaska seafood and ASMI. 
Furthermore, ASMI Japan continue focusing on effectively using ASMI’s Instagram 
and Facebook to connect users to the Alaska Seafood website by posting the latest news 
and images.   

• Educate consumers about Alaska seafood through third-party websites and SNS 
platforms, including online news, food-related media, nutrition related media, culinary 
experts’ Instagram and YouTube and Instagram Influencers’ Instagram.  

• Educate consumers about lesser-recognized as Alaska origin species and encourage 
new uses for seafood, such as convenience-oriented products that appeal to younger 
consumers. 

• Continue updating strategies for online and social media communication with younger 
consumers (in their 20s-30s) who have limited awareness of Alaska seafood.  

• Create opportunities for consumers to try Alaska seafood through promotions. 
• Continue announcing any consumer related activities as a press release to online media 

and others  
• Collaborate with ATO programs such as the ‘Myfood.jp’ website, the Taste of America 

campaign (an ATO-lead campaign for US co-operators) and chef campaigns.  
• Develop a mixed media project that will connect ASMI Japan’s media promotions with 

in-store retail, restaurant and hotel promotions/fairs in order to strengthen the impact 
of ASMI`s media presence and convert it into sales of Alaska seafood.  

• Conduct more online grocery store promotions, namely Oisix, Radish Boya, Daiichi no 
Kai and Bio Market, as well as powerful consumers cooperatives which have been 
growing huge home delivery networks including ecommerce formats. Encourage them 
to sell more Alaska origin seafood items online. 

• Update consumer-facing POS materials to reflect a more modern, Japanese-style 
aesthetic 

• Develop species-specific marketing strategies 
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b. Trade sector 
 
In the Trade Sector ASMI will: 
• Encourage trade members to work together to promote all species of Alaska seafood 

products in the Japanese market. 
• Provide trade members with proper promotional support, including distribution of 

ASMI POS materials with the Alaska seafood logo and Alaska seafood fair cooperation. 
• Send sustainability messages and introduce Alaska RFM through trade newsletters, 

ASMI Japan B2B website and seafood industry media, to whom ASMI Japan informs 
updates on Alaska seafood industry topics in a timely manner and by direct outreach to 
importers and processors of Alaska seafood species.     

• Encourage origin identification throughout supply chains, not just as “U.S.” or 
“American” (as required by Japanese law) but as “Alaska Seafood.” When possible, 
encourage producers to include the ASMI logo and/or a description or image of Alaska 
directly on the product, not as a separate sticker. 

• Leverage QR code usage on Alaska seafood products to help retail consumers easily 
connect to ASMI B2C website where they can learn more about Alaska seafood wild, 
natural and sustainable attributes and Alaska seafood recipes. 

• Encourage retailers to make Alaska origin claims on the products through year-round 
communication and joint planning for effective in-store retail promotions (Alaska 
seafood fairs), and retail merchandising tool development. 

• Plan effective online retail promotions, considering the rising demand for online food 
shopping amid COVID-19 situation 

• Target new trade members, especially online retailers, to build relationships and pass 
their high level of seafood knowledge within the sector onto the new generation. 

• Participate in the most valuable trade shows (including virtual shows) to introduce the 
key attributes of Alaska seafood industry, and to share “how to add value to the 
products by telling Alaska stories” with retailers, seafood processors and foodservice 
partners. 

• Update trade-oriented educational materials and resources to reflect the most current 
information about Alaska’s sustainability and RFM program. 

• Keep the ASMI Japan trade-oriented website content up-to-date, providing trade 
members with access to Alaska seafood news, POS materials. 

• Keep contact list for Japanese seafood industry people up-to-date to maintain 
relationships more effectively and efficient communications.  

• Provide high definition Alaska seafood photos and iconic photos of Alaska’ pristine 
oceans as promotional materials to the trade and trade media as necessary to maintain 
strong image of Alaska seafood in Japan market.  

• Share ASMI consumer research with trade so that they can fully grasp overall consumer 
perceptions of Alaska seafood. 

• Actively coordinate with the Agricultural Trade Offices (ATO) and United States 
Department of Agriculture (USDA) in Tokyo and Osaka. 

 
c. HRI sector 
ASMI Japan had been placing priority on conducting menu promotions with international 
hotel groups and large-scale restaurant chains that have outlets across Japan, as well as 
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working with secondary target sectors like upscale white tablecloth restaurants, casual 
restaurants of various styles. Although these sectors have been hit due to the spread of 
COVID-19 and it is difficult to find effective menu promotion opportunities right now, 
ASMI Japan will carefully collect market information from these sectors for the future 
recovery.  
 
In the HRI Sector ASMI will: 
• Educate HRI partners that the unique selling points of Alaska seafood are compelling, 

and encourage them to advertise the use of Alaska seafood on their menus, either in the 
form of the ASMI Japan logo or the word “Alaska.” 

• Organize and/or sponsor HRI promotions, such as Alaska Seafood Fairs, as long as 
social situation allows. These will generate publicity that actively builds and maintains 
Alaska Seafood’s reputation among high-end and mainstream demographics by 
promoting Alaska’s unique selling points and wide range of species and products. 

• Recommend HRI establishments utilize Alaska seafood as a safe and reliant ingredient 
(free of additives, wild, etc.) for their dish creations as consumers are more conscious 
of what they are eating.  

• Work to improve current perceptions about the versatility of Alaska seafood through 
chef collaborations that encourage innovation and recipes for Japanese tastes. 

• Experiment with new-to-market products and/or under-utilized species through 
tradeshows and/or seminars/webinars, and HRI activities. 

• Build strong partnerships with chefs through contests and seminars to encourage future 
use of Alaska seafood and provide more exposure to products. 

• Work with the ATO to gain opportunities to attend influential, effective tradeshows for 
the food service industry. 

• As a new target, ASMI Japan is seeking to work with delicatessens operators of “to-
go” style demand, and also foodservice operators for home delivery food opportunities, 
which are increasingly appearing in prime, urban locations in Japanese cities and 
therefore able to expand the food service market into e-commerce market.   

 
 
 
Past Performance and Evaluation Results: 
 
Financial Allocations and Resources 
 
 MAP:     $838,260 
 RSS:     $237,488 
 Total:      $1,075,748 
 
 
MARKET LEVEL IMPACT 
 
Total Alaska Seafood Exported to Japan* 

2020 Goal   2020 Actual 
Volume   200,000 MT                  140,002MT 
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Value    $700,000,000               $519,258,369 
 

- The above data is calculated by McKinley group, from the National Marine Fisheries 
Service, and is based on the annual cumulative export volume to Japan from January 
through December. 

- The numbers do not include some of the volume of Alaska-sourced seafood that is 
shipped from the U.S. to third countries for secondary processing and then sent to 
Japan for final consumption. 

 
 

IV. EVALUATION FINDINGS 
 
Constraint/Opportunity #1 – Consumer Sector 
 
Target Audience:  
Japanese women in their mid-30s-60s, who are college graduates and members of affluent 
urban households (earning more than 7.5 million JPY (US$72,000/year)).  Also, school 
aged children and their parents. 
 

CONSTRAINT - PERFORMANCE MEASURE TABLE 
Sector:  Consumer 

Constraint 
1: Consumers do not pay attention to/are uninterested in seafood origin 

Constraint 
2: Severe competition with domestic seafood products and other imported products 

Constraint 
3: Increasing supply of farmed seafood products 

# PERFORMANCE MEASURES 
FY19 

Baseline 
FY20 
Goal 

FY20 
Actual  

1 Wild vs. Farmed 11% 13% 12% 
2 Sustainability 13% 15% 16% 
3 Comfort and preparation 52% 54%  54% 
4 Purity and Safety 28% 30%  32% 
5 Health 23% 25%  27% 

6 
% of consumers aged 50+ yrs who believe Alaska 
seafood is wild caught 

32% 34%  46% 

7 
% of consumers who state intent to purchase if Alaska 
seafood was available and offered at a reasonable price. 

73% 75%  74% 

8 
% of consumers who purchased Alaska seafood in the 
last six months (based off of those aware of ALASKA) 

39% 41% 32% 

Footnote: Performance measures 1-8 are based on an independent, third-party online 
survey conducted nationwide. 750 online interviews were conducted in Japan in 
September and October, 2020 among 60 females and 40 males 35-64 years of age who 
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are primary grocery shoppers, middle/upper income earners and have purchased 
fish/seafood in the past two months 
 
Opportunities 

• Though clear differentiation between wild and farmed among consumers is still 
low, some of the target consumers, such as those in their 40s and above with high 
disposable income, seem to prioritize quality and other benefits such as origin and 
backstory over price. 

• General preference for “wild” seafood among consumers. Older respondents and 
higher income earners are slightly more aware of the difference between wild and 
farm raised fish/seafood. There is room to further educate younger consumers.   

• There is the opportunity to explore the word “sustainability,” which is not only used 
for seafood but also other categories such as fashion, proving its growing 
popularity. 

• Interest and demand for healthy food is growing under COVID-19.  ASMI Japan 
can further promote the health benefits of wild Alaska seafood. 

 
Result of Evaluations/Impacts on Constraint or Opportunity 
 
Performance Measure 1 (Wild vs. Farmed) 
Result: This performance measure saw a 1% increase, which was lower than the target by 
1%. ASMI Japan reinforced consumer activities in FY19/20, including the launch of 
various digital and social activities to educate consumers about Alaska seafood. The 
promotions targeted a wide range of consumers, including middle and lower income 
shoppers, as these shoppers purchase Alaska seafood at retailers nationwide. Since “100% 
wild and natural” was one of the key messages throughout the activities, ASMI Japan 
undoubtedly educated target consumers to a certain extent which cannot be seen in this 
consumer survey as it only included higher income shoppers. Moreover, promotional 
activities at major retail chains such as AEON and 7&I holdings, where consumers could 
physically see and purchase Alaska seafood, are expected to help solidify understanding of 
the difference between wild and farmed products. This kind of educational program reaches 
target consumers on a wide-scale basis. ASMI Japan will look into altering the research 
going forward to capture middle income shoppers, in addition to those with high income 
levels.   
 
Performance Measure 2 (Sustainability) 
Result: This performance measure saw a 3% increase, which was higher than the target by 
1%. As the Sustainable Development Goals advocated by the United Nations grow in 
popularity in Japan, there has been a rapidly increasing recognition of the word 
“sustainability.” Japanese media also often features “sustainability” related stories, causing 
recognition to be boosted even further. ASMI Japan set this word as one of the key 
messages throughout consumer activities, and it has added relevancy due to the prolonged 
poor catch of the Pacific saury and Hokkaido chum salmon fisheries in Japan. ASMI Japan 
will use the rising recognition and relevancy of sustainable seafood to position Alaska 
seafood as the best quality seafood among consumers. 
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Performance Measure 3  
Result: This performance measure saw a 2% increase, which met the goal. For consumer 
activities, ASMI Japan has been promoting various recipes that can be cooked at home as 
a part of everyday meals. Due to the COVID-19 outbreak, since early March through the 
end of May, many consumers were forced to cook at home including those who had less 
experience cooking for themselves. Though now consumers may dine out, many of them 
are still cooking more than before the start of the COVID-19 outbreak. ASMI Japan will 
capitalize on the opportunity to cultivate this target and educate them about how tasty and 
easy-to-cook Alaska seafood is.  
 
Performance Measure 4  
Result: This performance measure saw a 4% increase and was 2% above the goal. ASMI 
Japan has been engaging in consumer activities that leverage how pristine the ocean around 
Alaska is to convince consumers that Alaska seafood is safe. By sending out messages 
consistently via social media platforms, websites, media tie-ins and other activities, ASMI 
Japan has been imparting a clear and concrete understanding of Alaska seafood to 
consumers. This shall continue in concert with messages on sustainability to position 
Alaska seafood as the best choice for those who are looking for safe and socially 
responsible food. 
 
Performance Measure 5  
Result: This performance measure saw a 4% increase and surpassed the FY20 goal by 2%. 
In response to COVID-19, interest in improving one’s health and boosting one’s immune 
system has been rapidly growing among consumers. This has certainly impacted food 
purchasing trends. Messages about the health benefits of Alaska seafood were well 
received by those who learned them through ASMI activities. ASMI Japan predicts this 
health trend will remain strong due to COVID-19 and the “new normal” era it has caused. 
 
Performance Measure 6  
Result: This performance measure saw a 14% increase, and was 12% above the target. 
Though recognition for “wild caught” Alaska seafood is increasing, there were still over 
50% of respondents who were not aware of the difference between wild and farmed in 
general. One potential target for ASMI Japan is people in their 50s through early 60s. These 
consumer, known as the “bubble generation,” experienced economic prosperity in the 80s 
and 90s and do not hesitate to treat themselves to high quality food products. As their 
interest in health and beauty also remains strong, they could be relatively easy to convince 
with the positive points about “wild caught” compared to other age groups. 
 
Performance Measure 7  
Result: This performance measure saw a 1% increase, which was lower than the target by 
1%. When ASMI Japan has the opportunity to educate consumers about the positive 
characteristics of Alaska seafood during consumer activities, generally the reaction is 
positive enough to convince consumers to try Alaska seafood. If consumers know what 
Alaska seafood is and can find it at a reasonable price at their local supermarkets, they are 
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more likely to purchase it. The key is to ensure items are recognizable as from Alaska and 
that there are places to purchase Alaska seafood in the consumers’ area.  
 
Performance Measure 8  
Result: This performance measure saw a 7% decrease, 9% down from the target. One 
reason for this is that during COVID-19, premium domestic seafood was available at a 
lower price and governmental initiatives to promote domestic seafood took place. Also, the 
import amount of Alaska seafood decreased during this period. ASMI Japan believes those 
factors impacted the purchase frequency of Alaska seafood. When the situation is 
normalized, consumer education should be strengthened so that shoppers ask for Alaska 
seafood at stores.   
 
 
Conclusion/What did you learn? 
 
ASMI will continue utilizing multiple platforms in its consumer activities, both 
conventional and new, including print media, retail POS, and digital and social media. By 
reaching out to the target holistically, ASMI Japan can reach different types of groups, 
including different age groups and preferences. By customizing the messages as “healthy,” 
“tasty,” “easy to cook,” “safe,” “certified” and others, on top of “wild” and “sustainable,” 
according to the type of the segmented target groups, ASMI Japan can build a strong 
position for Alaska seafood among seafood available in Japan. ASMI Japan will also 
classify the consumer target by income level and conduct some activities for those with 
higher income specifically, as there are opportunities among them. The current target 
audience is a high income group and ASMI will expand this target in the future to better 
support the wide-variety of Alaska seafood products available and popular in the market. 
 
 
Constraint/Opportunity #1 – Trade Sector 
 
Target Audience:  
Japanese seafood importers, distributors, wholesalers and retailers 
 

CONSTRAINT - PERFORMANCE MEASURE TABLE 
Sector: Trade 

Constraint 
1: 

Most Japanese seafood trade members, from importer to retailers, operate their 
seafood businesses by sourcing seafood items from multiple sources for stable 
procurement. They recognize the key attributes of Alaska Seafood, but are not 
willing to stop buying from competing countries of origin. 
 

Constraint 
2: 

Some of the traditional types of seafood processing operations are becoming 
unprofitable, as the international seafood prices and processing cost factors have 
been rising, while the mass-markets are price-driven. 
 

Constraint 
3: Industry culture where responsible stable supply is preferred more than innovation 
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# PERFORMANCE MEASURES 
FY19 

Baseline FY20 Goal FY20 
Actual  

1 
% of trade who believes Alaska is a credible 
source of sustainable seafood  

92% 93% 95% 

2 

 % of trade who believes the Alaska Seafood 
logo positively distinguishes wild and 
sustainable Alaska seafood from competitor 
products  

67% 68% 70% 

3 

 % of trade who believe that consumer 
awareness regarding Alaska seafood is 
growing  

63% 64% 59% 

4 

Average price in sales of Alaska seafood 
during ASMI retail promotions over non-
promotional period sales   150%  152% 150% 

5 
# of targeted retailers selling Alaska-origin 
identified products   1,625  1,700  729  

6 

# of trade members carrying and identifying a 
lesser known Alaska seafood species/product 
forms (Atka mackerel, Pacific Ocean perch, 
pollock products)  49/50  50/50  50/50 

Performance Measures 1, 2, 3 are based on Rose Research’s trade survey, sample size 44 
key accounts.  
Performance Measures 4, 5, 6 calculated by ASMI Japan. Performance measure 6 will be 
reevaluated for the next cycle.  
 
Opportunities 

• Leverage the growing popularity of “sustainability” and SDGs in the Japanese 
seafood industry landscape to further promote wild and sustainable Alaska Seafood 
and raise awareness of its unique attributes.   

• Stay at home meals are a recent trend in Japan. Following COVID-19 restrictions, 
consumers are choosing to eat at home. This creates an opportunity for Alaska 
seafood, which is usually sold as frozen in Japan, to be promoted as a sustainable 
ingredient to use in prepared meals at home. ASMI Japan will work with retailers 
and seafood manufacturers to support marketing of their e-commerce efforts to 
meet this demand. ASMI will continue to push retailers and e-commerce purveyors 
to include information such as recipes or links to recipes at the point of sale, 
preferably on-pack.  

• In light of COVID-19 in 2020 and changing consumer trends, retailers have a need 
to reach consumers online. There is potential for ASMI Japan to promote Alaska 
seafood on the growing number of retail e-commerce sites, and capitalize on these 
platforms to educate a wide audience about Alaska seafood. 

 
Result of Evaluations/Impact on Constraint and Opportunity 
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Performance Measure 1: This performance measure saw a 3% increase and surpassed the 
goal by 2%. The anticipated start of the 2020 Olympics in Tokyo resulted in more 
conversations about "sustainability," particularly in the seafood industry. Therefore, in 
light of the current focus on sustainability and SDGs in the seafood market, Alaska seafood 
was able to gain further recognition as a sustainable source among industry professionals.  
 
Performance Measure 2: This performance measure surpassed the FY20 goal by 2%. 
ASMI Japan promotes Alaska Seafood in trade newspapers nationwide using images from 
Alaska and the ASMI Logo. The logo embodies Alaska seafood’s sustainable image and 
ASMI’s “Sustainable Seafood” tagline. It is used as a vehicle to demonstrate the 
sustainability message and increase Alaska seafood’s recognition as a sustainable seafood 
source. Additionally, the logo is used in sticker form as a POS material and placed on 
packages, which is an important communication tool in the Japanese market.  ASMI Japan 
also created stickers with QR codes to put on Alaska seafood products that show Alaska 
seafood recipe ideas and information.    
 
Performance Measure 3: This performance measure fell by 4% and did not meet the 
FY20 goal. In response to the COVID-19 outbreak, the Japanese Government subsidized 
efforts to push “home-grown” products over imported items to strengthen the economy and 
morale of the agriculture industry nationwide. Therefore, there was less enthusiasm and 
media coverage around overseas-sourced products in 2020 than in past years. However, 
some markets were activated by the increased demand for products to eat at home, such as 
the dried and salted seafood market, the marinated seafood market, and the surimi seafood 
market, to which many Alaska origin seafood items belong. ASMI Japan will continue to 
tell the story of Alaska seafood in Japan as market demand still heavily relies on imported 
sources and Alaska seafood.  
 
Performance Measure 4: ASMI Japan did not meet the goal for Performance Measure 4. 
Due to COVID-19, ASMI Japan could not conduct promotions for the first six months of 
2020, therefore Alaska origin-promotional materials did not appear in Japanese retail stores.  
ASMI Japan anticipates the situation changing moving into 2021 and plans to conduct more 
active in-store promotions.   
 
Performance Measure 5: This performance measure did not meet the FY20 goal.  On 
trade PM 5, ASMI Japan considered target retailers selling Alaska origin identified 
products the retailers that conducted Alaska seafood fairs. ASMI Japan was able to reach 
out to fewer, and due to lack of promotional opportunity this year were not able to conduct 
any promotions during Q3 and Q4 which reflects in the lower numbers than forecasted. 
These estimates were made prior to COVID-19 outbreak becoming serious. Despite, the 
situation ASMI Japan was able to conduct fairs at 729 outlets in Q1 and Q2. ASMI Japan 
has been focusing digital efforts on small to large scale Japanese retail stores’ e-commerce 
sites given the current market situation of limited in-store promotion activity. In the future, 
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we will look to measure results fairly on more digital based means for online campaigns 
(PV, click through rate etc.) rather than number of stores as some stores do not yet have 
strong online presence.  
 
Performance Measure 6: ASMI Japan capitalized on on-going communications with 
trade throughout the year including meetings, emails and phone calls to acquire information 
from importers, distributors and retailers. Therefore, ASMI Japan was able to track and 
measure the amount of lesser-known Alaska species carried and identified in the Japanese 
seafood market. ASMI will revise this PM to a more specific measure to “# of permanently 
origin-identified (on packaging) products available at retail.”  
 
 
Conclusion 
In this sector, ASMI will: 

• Continue to communicate to local trade about Alaska seafood as a wild and 
sustainable product to maintain high awareness of Alaska as a credible 
source already in the market. 

• Maintain usage of ASMI logo on stickers with increased engagement 
emphasis like QR codes as well as advertisements for trade purposes to 
further drive awareness of Alaska seafood as a distinguished wild and 
sustainable product than can be easily differentiated from other competing 
markets.  

• Leverage Alaska seafood’s wild and sustainable nature by continuing to 
convey Alaska seafood messaging through promotional material, including 
online measures, to develop increased awareness among Japanese 
consumers. 

• Resume in-store promotional activities at Japanese retail stores as 
restrictions are lifted into 2021. 

• Re-think ways of measuring how retailers sell Alaska-sourced products as 
digital promotions increase 

• Continue to optimize education of trade on lesser known species through 
various awareness raising activities 

 
 
Constraint/Opportunity #3 - HRI Sector 
 

Primary Target Audience:  
Large-scale chain restaurants, casual restaurants, public schools (elementary and junior 
high) 
Secondary Target Audience:  
White tablecloth restaurants, hotel chains, culinary schools, cooking producers, chefs, delis 
and boxed lunch producers 
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CONSTRAINT - PERFORMANCE MEASURE TABLE 
Sector: HRI 

Constraint 
1: 

Most large scale HRI operators are quality and cost centric rather than origin 
centric, as they rarely procure their own seafood raw materials from overseas or 
domestically 

Constraint 
2: 

Although many Alaska seafood items have been essential items for all sectors 
of food service industry, many of the operators of “Japanese cuisine” style 
restaurants are not willing to make clear “Alaska origin” claims on their menus, 
to maintain the genuine Japanese atmosphere 

Constraint 
3: 

As public environmental consciousness increases, more foodservice operators 
have stated engaged in promotions to support local producers and suppliers of 
food ingredients 

# PERFORMANCE MEASURES 
FY19 

Baseline 
FY20 
Goal 

FY20 
Actual  

1 
 HRI belief that frozen Alaska seafood is high-quality 
  89%  90%  95% 

2 
 HRI belief that consumers recognize Alaska as a 
premium source of seafood  86%  87%   95%  

3 
# of restaurants indicating Alaska seafood origin on 
their menu   387/985  390/985  139/977 

4 
HRI awareness of Alaska salmon, cod, black cod and 
salmon roe  21%  22%  14% 

Performance Measures 1,2 and 4 are based on Rose Research’s HRI survey, sample size 37 
key accounts.  
Performance Measure 3 measured by ASMI Japan  
 
Opportunities 

• More restaurants in Tokyo are taking an interest in using sustainable and organic 
ingredients. 

• Finding and collaborating with new Japanese HRI partners pioneering in 
sustainable and SDG focused service to align with the attributes of Alaska 
Seafood.  

• Focus on HRI outlets producing take-out food items that can utilize Alaska 
seafood e.g. seafood filling for rice balls.   

 
Result of Evaluations/Impact on Constraint and Opportunity  
 
Performance Measure 1: This performance measure surpassed the FY20 goal by 5%. 
Even though the majority of premium end restaurants tend to highlight fresh seafood, 
especially locally harvested seafood, due to ASMI’s ongoing work with well respected 
chefs, the Japanese HRI sector still showed an increase in those who believe Alaska 
seafood has a high end image.  
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Performance Measure 2: This performance measure jumped up 9% and was 8% over the 
FY20 goal. In Japan, there is a tendency to associate premium quality seafood and 
sustainability, therefore with ASMI Japan promoting Alaska seafood as sustainable, we 
have seen an increase in those in the HRI sector who believe that consumers will associate 
Alaska seafood with top level status.  
 
Performance Measure 3: This performance measure was well below the goal. Due to 
COVID-19, food service outlets were closed for dine-in for the first half of 2020 but 
available for takeout. Menus were limited and ASMI could not conduct promotions as 
planned. Many consumers think it’s better to avoid dining out at the current point, but 
potential market still lies in take-out meal products such as onigiri rice balls, which can 
include seafood ingredients.  
 

Performance Measure 4 : This performance measure fell 8% and did not meet the goal, 
most likely due to disruptions caused by COVID. Despite being unable to target 
promotions for these particular species, awareness among the HRI sector surveyed remains 
at 14%. ASMI Japan plans to conduct more in-depth promotion and education of these 
species through B2B and B2BC activities to raise awareness further. 

 

 
Conclusion 
In this sector, ASMI will: 
- Maintain Alaska seafood’s premium image. 
- Leverage ASMI’s sustainable image of Alaska seafood to maintain its high quality 

reputation among consumers. 
- Continue to innovate Alaska seafood into alternative dining experiences through take 

out opportunities. 
- Educate HRI partners about lesser-recognized as Alaska origin species to increase 

demand and awareness. 

Overall Japan Market Recommendations 

Market Focus 
• As so many Alaska Seafood items are available nationwide and in various different 

markets, ASMI should try to maintain communications with trade partners from a 
variety of categories within the food industry.  

• Retail markets seem to be more active than foodservice markets for the foreseeable 
future.  

• Dried & salted seafood, marinated seafood, and surimi seafood markets are growing 
amid the new normal lifestyle caused by COVID-19.  
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• Deli and mid-meal are also expanding markets where ASMI should promote various 
Alaska seafood products.  

Product Focus 
• ASMI should capitalize on roe products (salmon roe sujiko, salmon roe ikura, herring 

roe kazunoko, and pollock roe mentaiko) in various markets.  

• Strengthen activities around mentaiko, Atka mackerel and rockfish products, as there 
has been an abundant supply to Japanese market. 

• Continue to increase awareness of Alaska pollock surimi as the essential ingredient of 
crab leg surimi crab leg surimi kanikama crab leg surimi and other surimi products. 

Activity Focus 
• Marketing activities to reach different types of consumer groups, including different 

age groups and preferences.  

• Mix of multiple marketing platforms, both conventional and new, including print 
media, POS materials for stationary retail stores, and digital platforms including social 
media. 

• Continue collaboration with various trade partners including high-end hypermarkets, 
mega scale retail brands, influential consumers’ cooperatives, and e-commerce 
operators.  

• Strengthen the Alaska sustainability message.  

 
Export Data:  

Year Value 
(in whole dollars) 

OR Volume 
(Units) 

AK Market Share 
(%) 

2016 (Actual) $606,184,000 175,204 MT 5.4% 
2017 (Actual) $770,372,000 206,608 MT 6.4% 
2018 (Actual) $783,862,000 198, 969 MT 6.4% 
2019 (Actual) $622,663,000 174,212 MT 5.3% 
2020 (Actual) $519,258,369 140,002 MT  
2021 (Goal)    

 
*Source: Alaska seafood export value extracted from NMFS and ASMI export statistics.  
Alaska Market Share is measured by dividing the Alaska seafood export value by the total 
value of imported seafood, taken from Global Trade Atlas. 
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FY 2020-2021 UNIFIED EXPORT STRATEGY 

Export Strategy Worksheet (Step 2) 

Market:  (JA) JAPAN 

Commodity Aggregate:  SEAFD – Fish & Seafood 

Constraint/Opportunity #1 – Consumer Sector: 

Target Audience: Japanese women in their mid-30s-60s, who are college graduates 
and members of relatively affluent urban households (earning more than 7.5 million 
JPY (US$72,800/year*).  Also, promote to school children through their parents." 
(*1.00JPY=USD103.00) 
 
I. Description: 
Constraints:  

• In general, Japanese consumers have some awareness and generally positive 
associations with Alaska seafood; however, they lack awareness of the wide range 
of products available from Alaska, as their familiarity is often limited to 
traditionally popular items (salmon, crab, and roe).  In addition, Japanese 
consumers lack awareness of all Alaska seafood’s positive attributes (wild, pure, 
safe and sustainable). 

 
Opportunities: 
• Though clear differentiation between wild and farmed among consumers is still low, 

some of the target consumers, such as those in their 40s and above with high disposable 
income, seem to prioritize quality and other benefits such as origin and backstory over 
price. 

• General preference for “wild” seafood among consumers. Older respondents and 
higher income earners are slightly more aware of the difference between wild and farm 
raised fish/seafood. There is room to further educate younger consumers.   

• There is the opportunity to explore the word “sustainability,” which is not only used 
for seafood but also other categories such as fashion, proving its growing popularity. 

• Interest and demand for healthy food is growing under COVID-19.  ASMI Japan can 
further promote the health benefits of wild Alaska seafood.  

 
II. Performance Measures (outcomes): 
 
A. 2019-20 (Actual) 

1 Wild vs. Farmed 12% 

2 Sustainability 16% 
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3 Comfort and preparation 54% 

4 Purity and Safety 32% 

5 Health 27% 

6 % of consumers aged 50+ yrs who believe Alaska seafood is wild caught 46% 

7 % of consumers who state intent to purchase if Alaska seafood was 
available and offered at a reasonable price. 

74% 

8 % of consumers who purchased Alaska seafood in the last six months 32% 

 

B. 2020-21 

1 Wild vs. Farmed 15% 

2 Sustainability 17% 

3 Comfort and preparation 56% 

4 Purity and Safety 33% 

5 Health 28% 

6 % of consumers aged 50+ yrs who believe Alaska seafood is wild caught 47% 

7 % of consumers who state intent to purchase if Alaska seafood was 
available and offered at a reasonable price. 

77% 

8 % of consumers who purchased Alaska seafood in the last six months 34% 

 

C. 2021-22 

1 Wild vs. Farmed 17% 

2 Sustainability 19% 

3 Comfort and preparation 58% 

4 Purity and Safety 34% 

5 Health 29% 

6 % of consumers aged 50+ yrs who believe Alaska seafood is wild caught 48% 

7 % of consumers who state intent to purchase if Alaska seafood was 
available and offered at a reasonable price. 

79% 

8 % of consumers who purchased Alaska seafood in the last six months 35% 

 
D. 2022-23 
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1 Wild vs. Farmed 19% 

2 Sustainability 21% 

3 Comfort and preparation 60% 

4 Purity and Safety 36% 

5 Health 31% 

6 % of consumers aged 50+ yrs who believe Alaska seafood is wild caught 49% 

7 % of consumers who state intent to purchase if Alaska seafood was 
available and offered at a reasonable price. 

81% 

8 % of consumers who purchased Alaska seafood in the last six months 37% 

 

E. 2023-24 

1 Wild vs. Farmed 21% 

2 Sustainability 23% 

3 Comfort and preparation 62% 

4 Purity and Safety 38% 

5 Health 33% 

6 % of consumers aged 50+ yrs who believe Alaska seafood is wild caught 50% 

7 % of consumers who state intent to purchase if Alaska seafood was 
available and offered at a reasonable price. 

83% 

8 % of consumers who purchased Alaska seafood in the last six months 39% 

 

Performance Measures 1-8 are based on an independent, third-party online survey conducted 
nationwide. 750 online interviews were conducted in Japan in September and October, 2020 among 
60% females and 40% males 35-64 years of age who are primary grocery shoppers, middle/upper 
income earners and have purchased fish/seafood in the past two months. 
 

III. Information for Activities Addressing Constraint/Opportunity #1: 

Activity #1:  Consumer Sector 

 

A. Activity Code: (10 characters) M22GXJAXC1 
B. Activity Title: Consumer Public Relations 

C. Request: USDA/FAS MAP: $146,579 
  CO-OP: $85,000 
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D. Activity Description 
ASMI targets consumers through conventional forms of media such as magazines and new 
media including online platforms, with activities that interviews with ASMI Japan staff 
and press releases. ASMI also places advertorials with overviews of Alaska seafood, 
sample recipes, and nutritional benefits. 
Recently, ASMI Japan has focused on delivering key messages about Alaska seafood such 
as “wild” and “sustainable” together with health benefits and recipes. With increasing 
interest in health due to COVID-19, ASMI Japan will utilize health and nutrition 
professionals to endorse the health and nutrition benefits of Alaska seafood. ASMI also 
became a supporting member of the Japan Dietitian Association, the largest organization 
for dietitians, to educate nutrition professionals. 
 

E. Expected Result/Time Frame:  
Timeline: Year-round 

• Results: By implementing various online media and SNS activities, we aim 
to increase the number of followers for the ASMI Japan Instagram by 
300% from that of July 2020.  

• Result: By placing the URL for the new consumer website in various online 
media and SNS activities, we aim to increase the traffic to the website by 
300% from July 2020. 

• Results: Through various consumer facing activities, we aim to increase 
relevancy and desire to purchase Alaska seafood by providing more 
specific recipe information as well as nutrition information by utilizing 
KOLs.  

• Results: Through various consumer facing activities, we aim to educate 
people and generate new demand for Alaska seafood items, many of which 
are already deeply rooted in the Japanese diet.  

 
Activity #2:  Consumer Sector 
 
A. Activity Code: (10 characters) M22GXJAXC2 
B. Activity Title: Consumer Promotions 
C. Request: USDA/FAS: $49,500 
 CO-OP:  $10,000 
 
D. Activity Description: 
To increase Japanese consumers’ knowledge of the selling points of Alaska seafood, 
establish premium positioning and influence purchasing behavior, ASMI Japan also 
conducts outreach activities directly to consumers outside of retail or HRI outlets.  These 
activities often include the chance to try Alaska seafood first-hand, through Alaska seafood 
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cooking classes, chef demonstrations, taste-tests, and events such as food truck promotions. 
ASMI Japan partners with allies including the ATO, local Alaska destination marketing 
organizations and Japanese trade promotion partners whenever possible. 
 
E. Expected Result/Time Frame:  
 
Timeline: Year-round 

• Results: By implementing various PR activities, we aim to achieve an EAV of $26 
million, and increase the EAV by 130% compared to the previous year 

 
 

FY 2020-2021 UNIFIED EXPORT STRATEGY 

Export Strategy Worksheet (Step 2) 

Market:  (JA) JAPAN 

Commodity Aggregate:  SEAFD – Fish & Seafood 
 

Constraint/Opportunity #2 – Trade Sector: 

Target Audience: Japanese seafood importers, distributors, wholesalers and 
retailers 
 
I. Description: 
Constraints:  
1) Most Japanese seafood trade members, from importer to retailers, operate their 

seafood businesses by sourcing seafood items from multiple sources for stable 
procurement. They recognize the key attributes of Alaska Seafood, but are not willing 
to stop buying from competing countries of origin. 

 
2) Some of the traditional types of seafood processing operations are becoming 

unprofitable, as the international seafood prices and processing cost factors have been 
rising, while the mass-markets are price-driven. 

 
3) Industry culture where responsible stable supply is preferred more than innovation. 

 
Opportunities: 
• Leverage the growing popularity of “sustainability” and SDGs in the Japanese seafood 

industry landscape to further promote wild and sustainable Alaska Seafood and raise 
awareness of its unique attributes.   
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• Stay at home meals are a recent trend in Japan. Following COVID-19 restrictions, 
consumers are choosing to eat at home. This creates an opportunity for Alaska seafood, 
which is usually sold as frozen in Japan, to be promoted as a sustainable ingredient to 
use in prepared meals at home. ASMI Japan will work with retailers and seafood 
manufacturers to support marketing of their e-commerce efforts to meet this demand. 
ASMI will continue to push retailers and e-commerce purveyors to include 
information such as recipes or links to recipes at the point of sale, preferably on-pack.  

 
• In light of COVID-19 in 2020 and changing consumer trends, retailers have a need to 

reach consumers online. There is potential for ASMI Japan to promote Alaska seafood 
on the growing number of retail e-commerce sites, and capitalize on these platforms 
to educate a wide audience about Alaska seafood.  

 
 
II. Performance measures (outcomes):  
A. 2019-20 (Actual) 

1 % of trade who believes Alaska is a credible source of sustainable seafood  95% 

2 % of trade who believes the Alaska Seafood logo positively distinguishes 
wild and sustainable Alaska seafood from competitor products   

70% 

3 % of trade who believe that consumer awareness regarding Alaska 
seafood is growing   

59% 

4 Average dollar increase in sales of Alaska seafood during ASMI retail 
promotions over non-promotional period sales  

150% 

5 # of permanently origin-identified (on packaging) products available at 
targeted retailers 

NPM 

 
B. 2020-21 

1 % of trade who believes Alaska is a credible source of sustainable seafood  96% 

2 % of trade who believes the Alaska Seafood logo positively distinguishes 
wild and sustainable Alaska seafood from competitor products   

71% 

3 % of trade who believe that consumer awareness regarding Alaska 
seafood is growing   

60% 

4 Average dollar increase in sales of Alaska seafood during ASMI retail 
promotions over non-promotional period sales  

152% 

5 # of permanently origin-identified (on packaging) products available at 
targeted retailers 

NPM 

 
C. 2021-22 

1 % of trade who believes Alaska is a credible source of sustainable seafood  97% 

2 % of trade who believes the Alaska Seafood logo positively distinguishes 
wild and sustainable Alaska seafood from competitor products   

72% 
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3 % of trade who believe that consumer awareness regarding Alaska 
seafood is growing   

61% 

4 Average dollar increase in sales of Alaska seafood during ASMI retail 
promotions over non-promotional period sales  

154% 

5 # of permanently origin-identified (on packaging) products available at 
targeted retailers 

NPM 

 
D. 2022-23 

1 % of trade who believes Alaska is a credible source of sustainable seafood  98% 

2 % of trade who believes the Alaska Seafood logo positively distinguishes 
wild and sustainable Alaska seafood from competitor products   

73% 

3 % of trade who believe that consumer awareness regarding Alaska 
seafood is growing   

62% 

4 Average dollar increase in sales of Alaska seafood during ASMI retail 
promotions over non-promotional period sales  

156% 

5 # of permanently origin-identified (on packaging) products available at 
targeted retailers 

NPM 

 
E. 2023-24 

1 % of trade who believes Alaska is a credible source of sustainable seafood  99% 

2 % of trade who believes the Alaska Seafood logo positively distinguishes 
wild and sustainable Alaska seafood from competitor products   

74% 

3 % of trade who believe that consumer awareness regarding Alaska 
seafood is growing   

63% 

4 Average dollar increase in sales of Alaska seafood during ASMI retail 
promotions over non-promotional period sales  

158% 

5 # of permanently origin-identified (on packaging) products available at 
targeted retailers 

NPM 

 
Performance Measures 1, 2, 3 are based on Rose Research’s trade survey, sample size 44 
key accounts.  
Performance Measures 4 and 5 calculated by ASMI Japan.  
 
 
III. Information for Activities Addressing Constraint/Opportunity #2: 

Activity #1:  Trade Sector 
 

A. Activity Code: (10 characters) M22GXJAXT1 
B. Activity Title: Retail Merchandising & Middle-meal 

promo (including fees) 
C. $ Request: USDA/FAS:  $660,000 
 CO-OP:  $61,000 
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D. Activity Description: 
ASMI will continue to support the supply chain for Alaska seafood in Japan by 
encouraging origin identification.  The ultimate goal is for vendors to label their Alaska 
sourced products as from Alaska, with Alaska imagery and the ASMI logo and Japanese 
tagline if possible. 
 
ASMI also provides a full array of point-of-sale materials for various species and 
messaging in the form of posters, shelf talkers, stickers and more, and encourages their use 
at in-store Alaska Seafood Fairs, often accompanied by samplings and cooking 
demonstrations. 
 
Buyer’s Education 
In order to maintain and develop ‘sustainable’ trade relationships with existing and younger 
generations in the Japanese seafood industry distribution channels, ASMI will provide 
year-round Alaska seafood information services through sales calls, hands-on forums 
(online or in real), both independently and in cooperation with other partner organization. 
A principal focus will be on sustainability of Alaska Seafood.  ASMI will arrange for 
prominent sustainability experts from various sectors, both public and private, from the 
U.S. and Japan, to speak with and educate Japanese industry members.  ASMI will work 
with U.S. seafood industry organizations to co-sponsor trade seminars and workshops, as 
long as social situation allows. ASMI will also place advertisements in seafood industry 
publications to remind the industry of the benefits of Alaska seafood. 
 

E. Expected Results/Time Frame: 
Timeline: Meet with importers, processors, distributors and retailers regularly. 

• Results: Increase sales of Alaska seafood by an average of 20% during 
promotional periods. 

• Results: ASMI will conduct post-promotion surveys when possible to determine 
the number of retailers who continue to identify products by origin following 
the conclusion of a promotion; however, not all retailers can consistently 
source Alaska seafood products after the promotion.  Therefore, while ASMI 
will make every effort to survey the trade, the consumer surveys will be more 
conclusive in origin identification. 

• Results: ASMI will track ALL retail promotional partners’ increases, by 
volume and value, during and after ASMI’s promotions as a measure of 
activities’ effectiveness and promotional longevity as much as possible. 

 
Activity #2:  Trade Sector  
 

A. Activity Code: (10 characters) M22GXJAXT2 



45 
 

B. Activity Title: Trade PR & Advertisement 
C. Request: USDA/FAS:  $49,500 
 CO-OP:  $3000 

 
D. Activity Description: 
ASMI Japan continues to collaborate with Japanese seafood trade groups, trade press and 
industry associations to facilitate informational exchanges within different trade sectors 
and regions.  Efforts are enhanced by ASMI’s newsletters, press releases, interviews, 
Japanese-language collaterals and ad creative.   
  
E. Expected Results/Time Frame: 
Through regular contact with Japan’s seafood trade media, ASMI Japan aims to achieve 
the following:  

• Results:  Secure approximately 30 pieces of coverage in trade publications, 
valued at $90,000.  

• Results:  Generate 20 trade inquiries as a result of trade public relations 
outreach. 

• ASMI will use trade gatherings as a vehicle to survey attendees to 
determine attitudes, usage trends and level of differentiation during non-
promotional sales periods. 

 

Activity #3:  Trade Sector 
 

A. Activity Code: (10 characters) 
M22GXJAXT3 

B. Activity Title: Trade Shows 
C. $ Request: USDA/FAS: $51,150 
 CO-OP:  $20,000 

 
D. Activity Description: 
Trade shows, including virtual ones, offer an opportunity to improve and build new 
relations with the Japanese seafood trade and educate them about Alaska seafood products 
and attributes. 
To increase Alaska seafood exposure to retail and HRI trade, ASMI will participate in the 
seafood shows in Tokyo, such as Japan International Seafood Show, and regional 
wholesale shows nationwide. 
ASMI will also explore new show opportunities as they become available and based on 
interest from Alaska seafood industry members. 
 
E. Expected Results/Time Frame: 
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• Results: Negotiate a minimum of five retail promotions and deliver ASMI 
POS materials to retailers, as a result of ASMI Japan’s trade show 
participation. 

• Results: Obtain 20 real and useful inquiries for more information during 
and after the show(s) that can lead to new business.  

• Results: Generate US$10,000 in press coverage. 
 

Activity #4:  Trade Sector 
 

A. Activity Code: (10 characters) M22GXJAXT4 
B. Activity Title: Website Development and Maintenance 
C. $ Request: USDA/FAS: $16,500 
 CO-OP:  $0 

 
D. Activity Description: 
ASMI Japan is expanding the website for trade, media and HRI, making it a one-stop shop 
for collateral, photo galleries and other resources, helping them most effectively market, 
promote and report on Alaska seafood. 
 
ASMI Japan collects registrations for access to this data, allowing more proactive, targeted 
promotions in Japan. 
 
ASMI Japan will upload trade newsletters to the website on a regular basis and update POS 
materials for trade reference use (trade must download and fill in an order sheet in order to 
receive POS materials).  
 
E. Expected Results/Time Frame: 

Timeline: Maintain the new ASMI Japan website with current activity and 
informational updates year-round. 

• Results:  Updated content on Japanese website pages as necessary. 
• Results:  Generate 20 requests for more information from Japan trade 

members annually.  
• Results: Generate 20,000 hits on ASMI’s website during this fiscal year. 
• Results:  Establish one new business partnership through the ASMI 

website. 
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FY 2020-2021 UNIFIED EXPORT STRATEGY 

Export Strategy Worksheet (Step 2) 

Market:  (JA) JAPAN 

Commodity Aggregate:  SEAFD – Fish & Seafood 
 

Constraint/Opportunity #3 – HRI Sector: 

Primary Target Audience: Large-scale chain restaurants, casual restaurants, public 
schools (elementary and junior high) 

Secondary Target Audience: White tablecloth restaurants, hotel chains, culinary 
schools, cooking producers, chefs, delis and boxed lunch producers 
 
 
I. Description:   

Constraints: 
1) Most large scale HRI operators are quality and cost centric rather than origin centric, 

as they rarely procure their own seafood raw materials from overseas or 
domestically 

2) Although many Alaska seafood items have been essential items for all sectors of 
food service industry, many of the operators of “Japanese cuisine” style restaurants 
are not willing to make clear “Alaska origin” claims on their menus, to maintain the 
genuine Japanese atmosphere 

3) As public environmental consciousness increases, more foodservice operators have 
stayed engaged in promotions to support local producers and suppliers of food 
ingredients 

Opportunities 

• More foodservice business operators are paying attention to using sustainable and 
organic ingredients. 

• Finding and collaborating with new Japanese HRI partners pioneering in sustainable 
and SDG focused service to align with the attributes of Alaska Seafood. 

• Focus on HRI outlets producing take-out food items that can utilize Alaska seafood 
e.g. seafood filling for rice balls. 

• The trend towards more large hotel and restaurant chains providing ‘responsibly 
sourced’ seafood to consumers may encourage “Alaska” to feature on menus. 

 

II. Performance Measures (outcomes): 
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A. 2019-2020 (Actual) 

1 HRI belief that frozen Alaska seafood is high-quality 95% 
2 HRI belief that consumers recognize Alaska as a premium source of 

seafood 
95% 

3 # of restaurants indicating Alaska seafood origin on their menu 139 out 
of 977 

4 HRI awareness of Alaska salmon, cod, black cod and salmon roe 14% 

B. 2020-21 
1 HRI belief that frozen Alaska seafood is high-quality 96% 
2 HRI belief that consumers recognize Alaska as a premium source of 

seafood 
96% 

3 # of restaurants indicating Alaska seafood origin on their menu 150 out 
of 977 

4 HRI awareness of Alaska salmon, cod, black cod and salmon roe 16% 
 

C. 2021-22 
1 HRI belief that frozen Alaska seafood is high-quality 97% 
2 HRI belief that consumers recognize Alaska as a premium source of 

seafood 
97% 

3 # of restaurants indicating Alaska seafood origin on their menu 165 out 
of 977 

4 HRI awareness of Alaska salmon, cod, black cod and salmon roe 18% 
 
 
D.2022-23 

1 HRI belief that frozen Alaska seafood is high-quality 98% 
2 HRI belief that consumers recognize Alaska as a premium source of 

seafood 
98% 

3 # of restaurants indicating Alaska seafood origin on their menu 180 out 
of 977 

4 HRI awareness of Alaska salmon, cod, black cod and salmon roe 20% 
 
E.2023-24 

1 HRI belief that frozen Alaska seafood is high-quality 99% 
2 HRI belief that consumers recognize Alaska as a premium source of 

seafood 
99% 

3 # of restaurants indicating Alaska seafood origin on their menu 200 out 
of 977 

4 HRI awareness of Alaska salmon, cod, black cod and salmon roe 22% 
 
Performance Measure 1, 2, 4 are based on an HRI industry survey carried out by Rose 
Research; sample size 37 restaurant outlets. 
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Performance Measure 3 calculated by ASMI Japan 
 
Activity #1:  HRI Sector 
 

 
D. Activity Description: 
ASMI Japan regularly conducts Alaska Seafood Fairs and menu promotions at HRI 
establishments (from high-end to fast food), encouraging them to place Alaska origin 
identification on the menus and in-store POS.  ASMI also works with chefs, foodie 
influencers, nutritionists, and recipe developers and related associations to educate them 
about cooking with Alaska seafood, with additional focus on Japanese-style chefs to 
overcome the perception that Japanese-style recipes must use Japanese ingredients. 
In addition to promoting Alaska seafood items already popular among chefs (salmon, crab, 
sablefish and roe) ASMI develops new activities for lesser-known species (such as Atka 
mackerel, rockfish, Pacific Ocean perch) and relatively new-to-market products for 
introduction to and experimentation by HRI users. 

 
E. Expected Results/Time Frame: 

• Results: Negotiate at least one Alaska Seafood Fair with a major national 
restaurant chain and three smaller menu fairs with small-scale hotels and 
restaurants. 

• Results: Negotiate two restaurant menu promotions using well-established 
species like Alaska wild salmon, sablefish, crab and fish roe products. 

• Results: Encourage innovation and convince one existing restaurant partner 
to add a lesser-recognized as Alaska origin species during a menu 
promotion.  

• Results: Increase sales of Alaska seafood by an average of 10% during a 
promotional period. 

• Results: Co-sponsor any of American regional cuisine promotional activities 
in connection with the ATO’s Myfood.jp and “Taste of America” programs. 

A. Activity Code: (10 characters) M22GXJAXH1 
B. Activity Title: Foodservice Promotions 
C. $ Request: USDA/FAS:  $115,500 
 CO-OP:  $10,000 
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