





EXECUTIVE BRIEF

ccording to recent consumer research, consumers are showing
a strong interest in seafood — with a clear preference for wild, natural
and sustainable Alaska Seafood.

Consumer profiles and demographics are shifting, and there is an
increased awareness of the impacts our food choices have on the
environment and on our own health.

The research shows that “wild” and “natural” are key descriptors
when it comes to seafood.

Consumers are becoming more
concerned about where their
seafood comes from and

the methods in which it

was harvested, and

they’re not only asking

your waitstaff these
important questions

but expecting to see

more seafood variety

on your menu.

Additionally, the
research shows that the
menu is still the most
influential factor in the
decision-making process.



TOPLINE SUMMARY

Consumer Trends and Seafood Preferences

The research outlined in this brochure was conducted by The
Hale Group in 2008. The study included quick service and casual
restaurant customers from around the nation with the purpose of
analyzing consumer perceptions, trends, and seafood preferences.
Findings from the research show that consumers have a strong
interest in seafood, providing many opportunities at foodservice.

KEY FINDINGS:

P The majority of consumers report eating more seafood at chain
restaurants than they did two years ago.

P Consumers would like to see a greater variety of seafood offerings
at foodservice.

P Older consumers prefer healthier offerings such as salads while
younger consumers desire more fried items.

P Consumers are also focusing on sides and sauces as their
consumption of seafood becomes more frequent.

P “Ocean-caught/wild" is still the preferred consumer choice for
seafood; “wild" is preferred over “farm-raised.”

P Consumers indicate a stronger desire than in previous years to
“know the type of fish they're consuming” and that it is “caught
using responsible fishing methods.”

P Other issues that have gained importance with consumers recently

"o

are "origin of seafood,” “high omega-3s content,” “plentiful supply,”

“where it is caught,” and whether the fish is “wild or farm-raised.”




How often do you eat fish/seafood at home
compared to eating it at restaurants?

More at home than

About the same at restaurants

More at restaurants
than at home

Source: The Hale Group 2008

Eat the same

the same fish/seafood vs. two years ago?

At chain restaurants, do you eat more, less, or

Why consumers are eating more fish/seafood at
chain restaurants than they did two years ago.

More chains serve good tasting fish/seafood
Health reasons

There's more variety of fish/seafood offered

Trying to eat less beef, chicken, pork

Fish/seafood tastes better/fresher than it used to
More people in my family eat it now

Other

Source: The Hale Group 2008

Eat more

Eat less

Source: The Hale Group 2008



"Taste” and "health” drive
consumer seafood selections.

| eat fish/seafood because | like the way it tastes

| eat fish/seafood because it's good for me

| wish casual restaurants would offer more fish/seafood variety

| try to eat healthy whenever | can

| often order seafood specials when they are available

| wish fast food restaurants would offer more fish/seafood variety

| eat more fish/seafood than | used to

Source: The Hale Group 2008

The majority of diners prefer to eat wild,
ocean-caught seafood.

Prefer Wild/
Ocean-Caught/
Naturally-Caught

Prefer
Farm-Raised
Seafood

No Preference

Source: The Hale Group 2008

What consumers care about when it comes to
seafood, ranked in order of importance.

Percentage of consumers who agree with the following statements.

The SOURCE or ORIGIN of the fish/seafood

Has high OMEGA-3 fatty acids

Is SUSTAINABLE seafood

There is a plentiful supply (is not in danger of being overfished)

Is fresh (never frozen)

Whether the fish/seafood is fresh or previously frozen

| know where it was caught (the ocean/sea/lake or country of origin)

Whether the fish/seafood is WILD or farm-raised

Is caught locally — close to where | dine

Source: The Hale Group 2008



MENU IDEA

.................. Which of the following would you like to FRESH GRILL OF THE DAY:

see more of on menus? %Me %m COeerre Mm

If casual restaurants offered a choice of sauces for fish/seafood
entrées, 69% of consumers would order it more.
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Consumers want to see more variety, choiceof |
sauces, and choice of side dishes on menus.
Percentage of consumers who agree with the following statements.
°°°°°°°°°°° What types of seafood would you like to see
more of on casual chain restaurant menus? AT FAST FOOD RESTAURANTS: AT CASUAL RESTAURANTS:
| would like to see a greater . .
variety of fish/seafood items If_offered a chguce of side
Halibut Shrim on the menu dishes to go with my
Mahi Mahi 7% 207p fish/seafood, I'd order
8% ° . . fish/seafood more
T Eating salads with
T'Iao}"a fish/seafood would be a 82%
9% good way to eat healthy
Catfish If offered more grilled
9% Lobster |f the menu of\"ered more fish/seafood sandwiches, o
17% fls!\/seafood, I'd eat less 6] cei 26 el e TS 75%
chicken or beef more at lunch time
Smoked A grilled fish sandwich
Scallops S?Icr,n:n should be offered even if it
1% 8% costs me $1.50-$2.00 more If offered a choice of
Crab Salmon . sauces for my fish/seafood,
o I would like to see more I'd order it
13% 23% salads with fish/seafood oraerit more
on the menu
CONSUMER TOP 10 RESPONSES
Source: The Hale Group 2008 Source: The Hale Group 2008



THE ALASKA BRAND

..............................................................................................................................................................................

Wild, Natural & Sustainable

A Il trends are pointing to a growing interest in wild, natural

and sustainable seafood choices. Consumers are requesting more
information and expecting foodservice operators to meet these
new, higher expectations. While it might not be possible to list
origin, harvest method, and sustainability ranking next to all of the
seafood entrées on your menu, a simple way to indicate this

is with the Alaska Seafood logo. “Alaska” says it all for you. And,
the research shows that the Alaska Seafood brand has favorable
impressions on consumers, with positive brand attributes that
motivate sales.

KEY FINDINGS:

» Consumers have become more knowledgeable of
Alaska Seafood species and impressions of Alaska Seafood
are favorable.

b Alaska Seafood has a stronger brand image versus other
brands, especially Alaska Salmon vs. Atlantic Salmon.

P Menu terms using “Alaska” and “wild” are preferred strongly
by consumers.

b “Wild Alaska” is the consumer choice over “organic” in
describing salmon.

b Consumers positively perceive menu merchandising and
promotional materials that use Alaska imagery and Alaska
branding/logo.




------------------ Alaska Seafood is the second most commonly
specified brand on U.S. menus.

Top consumer perceptions of Alaska Seafood.

Percentage of consumers who agree with the following statements.

; P Great source of omega-3 fatty acids: 82%
b, P Comes from clear, pure Alaska waters: 81%
P Is wild: 80%
P Is 100% natural: 79%
P Tastes better because it's caught in icy cold waters: 76%
P Alaska salmon tastes better than other types of salmon: 73%
P Tastes better because it swims in the wild: 72%

Source: Datassential Menu Trends U.S. Chain and
Independent Database 2008, which is the largest B 3
restaurant menu database in the U.S. = st

Consumers associate the following descriptors
with “Alaska”

~ "Tastes Great”

"Fresh Seafood”

Source: The Hale Group 2008

"High Quality" "Natural”

wy Source: The Hale Group 2008




How likely would seeing these brands
on the menu influence your selection
at a chain restaurant?

EXTREMELY LIKELY AND VERY LIKELY
20% 40% 60% 80%

Certified
Angus Beef

Idaho
Potatoes

Haagen-Dazs o,
Ice Cream 5‘ A’

Oreo
Desserts

Source: The Hale Group 2008

Menu items that reference Alaska have much
higher order likelihood.

For each of the following pairs of menu items, please indicate which one
you would be more likely to order in a chain restaurant.

All you can eat Alaska King Crab Legs
All you can eat King Crab Legs

Alaska Salmon
Atlantic Salmon

Fresh Alaska Halibut
Fresh Halibut

Wild Alaska Salmon
Organic Salmon

Alaska Fish and Chips
Fish and Chips

Fried Alaska Pollock Sandwich
Fried Fish Sandwich

Fried Cod Sandwich
Fried Fish Sandwich

Alaska Cod Fillet
Alaska Pollock Fillet

Grilled Wild Alaska Salmon Salad
Grilled Alaska Salmon Salad

Source: The Hale Group 2008

80% 100%
| |




...........................................................................................................

MENU ITEMS THAT REFERENCE

How would seeing the Alaska Seafood logo

HAVE MUCH on a menu affect your likelihood of ordering
HIGHER ORDER LIKELIHOOD. a dish with Alaska fish/seafood?

...........................

A little less or
a lot less likely

1%

A little more likely

44%

................... How would seeing the word "Alaska” on
a menu affect your likelihood of ordering Al el About £h
. . 5 2 ot more likely out the same
a dish with Alaska fish/seafood? 40% 15%

=
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A lot more positive

42%

A little more positive 5 E
42% »gl‘» Ahn Consumer impressions of a restaurant thathas =~ =
p"' %\L/:nn the Alaska Seafood logo on its menu.
—_—

About the same

15%

The restaurant recommends Alaska fish/seafood

. i The restaurant is proud to serve Alaska fish/seafood
A little more negative

A lot more negative

0%

o . . .

1% The restaurant wants to make a good impression on its customers
Source: The Hole Group 2008 The restaurant is a good place to get fish/seafood

The restaurant cares about the quality of the food it serves

The restaurant has high quality food

The restaurant is eco-friendly

Source: The Hale Group 2008



AVAILABLE RESOURCES
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From the Alaska Seafood Marketing Institute
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As the research illustrates, consumers show a strong preference for

P bty o

Alaska Seafood. With consumers showing greater interest in seafood

T
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and looking for more sustainable seafood options, branding Alaska on
your menu and in your promotions will boost sales and demonstrate
your support for wild, natural and sustainable seafood.

The Alaska Seafood Marketing Institute (ASMI) has the tools and
resources to make it easy for you to build successful promotions and
add customer appeal to your menu. With training opportunities and
access to data, you will be equipped to provide your customers with
the information they demand.
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A FEW OF THE WAYS ASMI CAN HELP:

» Menu concept development

P Chef and waitstaff training P Turnkey promotions i
P Educational materials P Photographs and artwork to ;
> Recipes customize your needs 1
> National and regional consumer P Ready access to seafood g
trends data marketing consultants i

» Training in the selection, b Directory of Alaska Seafood
handling and uses of all varieties Suppliers ;
of wild Alaska Seafood P Online marketing assistance |
1
:

For more information, please contact us at

. 4
F 3 A S M 800-806-2497. Or visit www.alaskaseafood.org s
? The Alaska Seafood Marketing Institute (ASMI) is a commodity marketing board funded by the |
,|" Alaska Seafood industry, the State of Alaska and the Federal Government. The Institute works to 5 i
promote Alaska Seafood as an entire industry, not as individual brands. The objective of ASMl is 5“» EA' b
,-fj to increase consumption and awareness of wild Alaska Seafood’s superior quality and taste. »L’ /\ ‘E an _.E
g — ®
'I."J Marketing Office: 150 Nickerson Street, Suite 310, Seattle WA 98109 il E
Il.i Administrative Office: 311 N. Franklin Street, Suite 200, Juneau, AK 99801 Wild, Natural & Sustainable® B
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