
ASMI Domestic Retail 

Program 

All Hands 2013 



Overview 

Å Consumer Shows, Social Media & Recipe/Video 

Development 

 

Å ASMIôs NEW Multi-Ad/Kwikee Digital Asset Library & 

Online Banner Advertising  

 

Å Co-op Promotions with Chateau Ste. Michelle &  

Retail Headquarter Calls/Training 

 



Consumer Shows FY13 

Å Newport Mansion Food & Wine 

Å Taste of Atlanta 

Å San Diego Bay Food & Wine 

Å New York Wine Expo 

Å Boston Wine Expo 

Å Minnesota Grilling Festival 

Å Blueridge Food & Wine 
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Consumer Shows in Numbers 

Location # of Attendees # of samples Total # of AK Product Retail POS 

distributed 

Newport Mansion 

Food & Wine 

6,000 3,500 200 lbs. 2,000 pieces 

Taste of Atlanta 8,000 5,000 300 lbs. 2,000 pieces 

San Diego Bay Food & 

Wine 

 

11,000 5,000 600 lbs. 2,000 pieces 

New York Wine Expo 

 

8,000 4,000 200 lbs. 1,200 pieces 

Boston Wine Expo 

 

6,000 3,000 200 lbs. 1,000 pieces 

Minnesota Grilling 

Festival 

2,500 1,000 80 lbs. 800 pieces 

Blueridge Food & Wine 

Festival 

2,000 1,000 600 lbs. 1,000 pieces 
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ASMI Social Media Campaigns  

Facebook, Twitter, Pinterest, Instagram & 

YouTube 
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YouTube 

Å Alaska Seafood Channel on YouTube is one easy way that Retailers 

can post our videos  
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http://www.youtube.com/watch?v=MLjB-d_pSgQ&feature=c4-overview&list=UUsuuv6IEY7mgcmtuztayE2A
http://www.youtube.com/watch?v=MLjB-d_pSgQ&feature=c4-overview&list=UUsuuv6IEY7mgcmtuztayE2A


Possibilities with Social Media & Retail 

Å Guest blog posts on WAF  

Å Alaska Seafood to post on Retail or Brand blogs 

Å Pinterest contests  

Å Season specific Instagram contests 

Å Facebook contests on Facebook platforms 

Å Cross posting on different Retail/Brand Facebook pages 
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Recipe & Video Development in FY13 

Å Retail program was asked to develop POS to promote Keta Salmon 

and Alaska Cod. Health benefits and the enjoyment of eating Alaska 

Seafood are the 2 major messages used. 

 

Å SEAFOOD TO CELEBRATE holiday appetizers 

Å Delicious & Healthy 

Å COOK IT FROZEN! poaching and steaming recipes 

Å Keta salmon grilling and roasting recipes (H&G, sides and 

steaks) 

Å Alaska cod cake recipes and instructional video 
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SEAFOOD TO CELEBRATE and Delicious & 

Healthy  Themed Point-of-Sale Materials 
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COOK IT FROZEN! Recipes & Videos 
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Å More flavor profiles 

 

Å Healthy side options 

  

Å Recipes featuring all 

Alaska species 
 

Å Tying in with PR plan to 

challenge food bloggers to 

try COOK IT FROZEN! 

techniques 



Keta Recipes Grilling & Roasting  
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Å Keta light in flavor and firm in 

texture 

 

Å Recipes for H&G Keta or Keta 

steak portions 
 

Å Affordable, healthy & delicious 

meal 

 

Å Versatile roasting & grilling 
recipes 

 

Å High in protein and omega-3 fatty 

acids 



Alaska Cod Cakes Recipes & Instructional 

Video 
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Å Versatile & flavorful 

 

Å From frozen or thawed 

 

Å Low in fat & high in protein 
 

Å Great alternative to other 

protein patties/cakes 



Alaska Cod Instructional Videos 
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How-to make Alaska 

Cod Cakes Video 

http://www.wildalaskaflavor.com/
http://www.wildalaskaflavor.com/
http://www.wildalaskaflavor.com/
http://www.wildalaskaflavor.com/


Hispanic Recipe Development 

Å Chef Jake Rojas (Newport, RI) 
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ASMIôs NEW Multi-Ad/Kwikee Digital Asset 

Library & Online Banner Advertising 
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100% American Theme 
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Reinforces messages: wild, 

sustainable, delicious, 

Alaska fishermen, and the 

importance of the fishing 

industry to Alaska/US 
 

Å Case dividers 

Å In-ice signs 

Å Static cling 

Å Dry-erase poster 

Å Recipe leaflet 

Å Recipe holder 



Promotion Execution 
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At Retail: 

POS materials 
 

Trade ads + eblasts 
 

Tweet deck 
 

Asset disc 
 

 



NEW Multi-Ad Digital Asset Library 

Instant access to logos, 

recipes, photography, 

videos and themed 

graphics 

 
[Multi-Ad Login Site] 
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http://alaskaseafood.creatorselect.com/loginform
http://alaskaseafood.creatorselect.com/loginform
http://alaskaseafood.creatorselect.com/loginform


Promotion Execution 

 

20 

Consumers: 

Website updates:  

recipes and videos 
 

Seasonal recipe section 
 

Online banners ads  

       [AdReady] 

http://www.adready.com/
http://www.adready.com/
http://www.adready.com/


Co-op Promotions with Chateau Ste. 

Michelle & Retail Headquarter 

Calls/Training 
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Online Banner Advertising FY2013  

165+ million impressions 
 

248,737 clicks 

 56% to ASMI websites 

 44% to Retail websites: 

  11 retailers = 2456 

 stores 

CTR = 0.15% 

CPC = 60 cents 

CPM = 90 cents 
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Banner Ad Campaigns with Retail Partners 

Å Targeted to consumers in 

their market areas 

Å Digital ads promoted 

100% American Theme 

Å 75,000,000+ Impressions 

Å 111,000 Click throughs 

Å Sustainability theme 

embraced by Domestic 

Retail partners 
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Co-op Promotion with Ste. Michelle Wines 

Å Albertsons Markets (217 stores) 

Å Associated Wholesale Grocers (1806 stores) 

Å Ahold USA  

Å Giant Food (185 stores) 

Å Bashaôs/AJôs Fine Foods (129 stores) 

Å Bi-LO/Winn-Dixie (690 stores) 

Å Delhaize America 

Å Food Lion (1177 stores) 

Å Sweetbay (106 stores) 

Å Fiesta Mart (61 stores) 

Å Giant Eagle (386 stores) 

Å H.E.B./Central Market (292 stores) 

Å Haggen/TOP Foods (30 stores) 

Å Harris-Teeter (203 stores) 

Å Hy-Vee (318 stores) 

Å Kroger, Corporate (3247 stores) 

Å  Fred Meyer (130 stores) 

Å  QFC (68 stores) 

Å  Tom Thumb (113 stores) 

Å Publix Supermarkets (1051 stores) 

Å Raleyôs Supermarkets (137 stores) 

Å Ralphs Grocery Co. (381 stores) 

Å Rouses Supermarkets  (37 stores) 

Å Safeway, Corporate (1702 stores) 

Å Schnuck Markets (117 stores) 

Å Sprouts Farmers Markets (150 stores) 

Å The Markets (17 stores) 
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Co-op Promotion with St. Michelle Wines 

Å Retail chains across U.S. 

Å 22 Retailers 

Å 12,265 stores 

Å Promotion focused on 

both Keta and Sockeye 

Å Cod Promotion currently 

at 2875 stores across 

U.S. 
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Keta Salmon Promotions  

Å AWG- 300 stores in 

Midwest operating under 

small regional banners 

Å 100 % American Theme 

POS shipped to stores 

Å Keta Salmon price point 

created value proposition 

for consumers 

 

 

26 



Keta Salmon Promotions 

Å Publix Supermarkets 

Å 1051 stores in SE 

Å First Keta promotion in 

several years 

Å Price Point perceived as 

value by customers 

Å 15% of total sales of 

Alaska Salmon 
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Are Your Stores Prepared For This Ad  ?  
Upscale/Upper Mainstream/Mainstream - OPEN AIR/Enclosed 12-ft. 

 
   Fresh Sockeye Salmon Display&Fresh Wild Caught Keta Salmon Display 
 
       Wild Caught  Keta and sockeye Salmon Horizontial Display    AtlanticSalmon-Vertical Display      

   
 

All upscale, upper main stores and mainstream stores will be are required to have horizontal 
displays of both fresh wild caught sockeye and wild caught Keta salmon fillets. Vertical 
displays are required for fresh Atlantic salmon fillets only.  
 

How To Build It 
V 25-35 pound display of wild caught Keta salmon Fillets. 

V 25-35 pound display of wild caught sockeye salmon fillets.  

V 10-15 pound display of Atlantic salmon fillets. (Display Vertical) 

V Be sure to build your ice mound the length of your fillets so they drape over the ice 

Keta Salmon Promotions 

Å King Soopers-Rockies 

Å First Keta promotion in 

several years 

Å Well planned 

communication to stores 

in advance 

Å Volume greatly exceeded 

expectations 
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Keta Salmon Promotions 

Å King Soopers-Rockies 

Å Ketas were proposed by 

ASMI and their Distributor 

Å Resulting in the first Keta 

promotion in years 

Å Sales greatly exceeded 

expectations 
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Whitefish Promotions 
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Å HEB- 300 stores 

Å Harris Teeter-200 stores 

Å Lunds/Byerlyôs- 21 stores 

Å Publix- 1051 stores 

Å Schnucks-117 stores 

Å Tops Markets- 138 stores 

Å Bashaôs/AJôs- 129 stores 

Å Roundyôs- 156 stores 

Å Hy-Vee- 318 stores 

 

 



Whitefish Promotions 
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Å HEB- 300 stores 

Å Harris Teeter-200 stores 

Å Lunds/Byerlyôs- 21 stores 

Å Publix- 1051 stores 

Å Schnucks-117 stores 

Å Tops Markets- 138 stores 

 

 



Whitefish Promotions 
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Å Schnuckôs- 105 Stores 

Å Hy Vee- 225 Stores 

Å AWG-300 Stores 

Å Woodmansô-20 stores 

Å ASMI POS used in stores 

Å Alaska/American Theme 

resonates with consumers in 

Midwest 

Å Many stores focused on 

merchandising Alaska Seafood 

in frozen bunkers 

 

 



Custom Promotions- SweetBay 
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Å 75 Stores 

Å 100% American Theme 

Å Multiple species 

Å Large online presence 

 

 



Custom Promotions- Haggen/Top Foods 
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Å 20 Stores 

Å Utilized ASMI Assets 

Å Multiple species 

Å Told the ñAlaskaò 

story 

 

 

 



Custom Promotions-AJôs   

Å 12 stores 

Å Really wanted to promote 

different areas of Alaska 

Å Targeted E Blasts to 

thousands of VIP customers 

Å Created Alaska section  
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Custom Promotions- AJôs 
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