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The next time you sit down for some shrimp scampi, beware of a bait-and-switch. umm
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Much of the shrimp sold in grocery stores and restaurants across the U.S. isn't






T




O

STEIp  am

o B

i
i



N

~




SHRINP:

~Laige

AVAILABLE IN
|\ a0 |

HAS




SERRBOD



%%R% WHY DOMESTIC? RECIPES NEWS ECOLOGY WHAT'S IN SEASON

INDUSTRY

JOIN THE

AMERICAN SEAF00D
\\\\\\\\‘”” iy, 2 COAST GUARD
\ 2

RiIC
v"‘ ‘( '\ The American Seafood Coast Guard is everyone who cares
s E AF o o D about where their seafood comes from, because that has
= S COAST GUARD everything to do with how it tastes, its quality and even its
safety. Get the whole story—because when you know better,

%, Sysizna Q you eat better.

AN+ USA -
KN

WHAT WE'RE COOKING:

oty OYSTERS EN BROCHETTE

- - | WHY DOMESTIC?
EAFOOD

RECIPES
Z # COAST GUARD * NEWS

Z

/’/,/ by s £COLOGY

Yty N

N WHAT'S IN SEASON

INDUSTRY

JOIN THE

SEAFO0D
COAST GUARD
The American Sesfood Coest Guard i everyone who cares soout

Whars thew seafood comen rom, Becese thet has evenything 1o
GO Wi how & tastos, & quatty wd even & satety. Got e whoie

0y —~DACHUN Whisn yOu KNOw DU, YOu 03¢ ettt



LOUISIANA SEAFOOD PROMOTION &
MARKETING BOARD
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FROM OUR SHORES TO YOUR DOORS.
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Domestic seafood is always the best choice when it comes to health, sustainability
and freshness—and whenit's from Louisiana, you know the flavor will be unbeatable.
So choose domestic seafood from Louisiana. Because now, you know better.
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FOODS

The Best Way to Eat
Healthfully is to Cook
at Home

And the 22 speedy weeknight
recipes to prove it. @“.m.
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HI-SEAFOODCONSUMER

Roughly 15% of us seafood consumers are considered Hi-Seafood consumers.
/ + eat oysters, shrimp, finfish, crabs at restaurants and at home

+ care deeply about origination

+ see seafood as a healthy alternative to meat

Hi-Seafood Consumer US Seafood Consumer

Households Purchasing:
Trips / Year:
Avg. Trip Spend

DEMO:

HHI 60K+ 133
Female skew 128
61% college graduate 216

35-64 years old
No young children

BEHAVIOR:

Used fresh seafood in the last 7 days
Willing to pay premiums for quality goods
Heavy interest in cooking, dining out
Experimental -- new dishes and recipes
Light cable viewers

Heavy internet users

Heavy commuting within market

MOTIVATORS:

Very active health managers 215
Really enjoy cooking 148
Like to try new recipes 163
Search for the freshest ingredients 163
Enjoy entertaining in home 146
Enjoy dining out often 146
Try to be a gourmet 219
Appreciate fine food 254
Enjoy a variety of foreign foods 181

Informed consumers 215

™ 55M
18.4 Trips 4.6 Trips
$21.80 $11.90

Louisiana Seafood research focussed on those who would “care” where their seafood
was from. Reality is that the majority of seafood consumers only eat shrimp and usually
at restaurants — not in the home.

By building a profile of the HI-SEAFOOD CONSUMER, we established a messaging
and tactic target consisting of those who care about origination, favor premium and are
willing to pay for it. While this represents a small % of grocery shoppers and
restaurant-goers in general, it represents the majority of those in Quality-centered
retailers.

Getting very clear on their motivations, beliefs and purchaser triggers, we were are to
identify DMAs where this profile were concentrated. That generated a list of cities, east
of the Rockies (logistics) where the HI-SEAFOOD CONSUMER was more likely to live.

THEN, we cross referenced that with DMAs that have an affinity for Louisiana and New
Orleans food, music and culture as evidenced by their willingness to travel to or
purchase products from the region.

What that generated was a list of 7 DMAs which had a very high index against the
presence of Hi-Seafood Consumers + an affinity for Louisiana.




HI-SEAFOODCONSUMER

Roughly 15% of us seafood consumers are considered Hi-Seafood consumers.
/ + eat oysters, shrimp, finfish, crabs at restaurants and at home

+ care deeply about origination

+ see seafood as a healthy alternative to meat

Hi-Seafood Consumer US Seafood Consumer

Households P_urchasing: 7™ 55M
Trips / Year: 18.4 Trips 4.6 Trips
Avg. Trip Spend $21.80 $11.90
DEM o: Direct Top 25 BDI BDI
133 Direct Flight LT.com Visits LA N.O.
HHI 60K+ Market Flights Cities (12mos.) INDEX INDEX
Female skew 128
61% college graduate 216 HOUSTON, TX 53 7 3 472 128
35-64 years old DALLAS-FT. WORTH, TX 41 7 5 255 106
. ATLANTA, GA 45 6 6 159 117
NO young Chlldren NEW YORK, NY 9 1 8 75
LOS ANGELES, AR 4 1 10 57
BEHAVIOR: AUSTIN, TX 13 154 144
Used fresh seafood in the last 7 days SAN ANTONIO, TX 14 226
Willing to pay premiums for quality goods (CH'CAGO"L) ! 1 15 103
. . . L WASHINGTON, DC (HAGRSTWN 7 1 16 122
Heavy Interest In cook_lng, dining OLft ORLANDO-DAYTONA BCH-MELBR, FL 4 1 17 86 57
Experimental -- new dishes and recipes MIAMI-FT. LAUDERDALE, FL 5 1 18
Light cable viewers SAN FRANCISCO-OAK-SAN JOS, CA 19 83
Heavy internet users JACKSON, MS 20 820 287
Heavy commuting within market NASHVILLE, TN 21 ’8 143
PHILADELPHIA, PA 2 22 75
MEMPHIS, TN 7 25 100 148
MOTIVATORS: MOBILE-PENSACOLA (FT WAL), AL 320 211
Very active health managers 215 LITTLE ROCK-PINE BLUFF, AR 228
Rea”y enjoy Cooking 148 BIRMINGHAM (ANN AND TUSC), AL 2 1
lee to try new recipes 163 TYLER-LONGVIEW(LFKN&NCGD), TX 873
. . NEW ORLEANS, LA -
Segrch for the_ f_reshest ingredients 163 HATTIESBURG-LAUREL, MS 152
Enjoy entertaining in home 146 MACON, GA
Enjoy dining out often 146 GREENWOOD-GREENVILLE, MS 1015
Appreciate fine food 554 WACO-TEMPLE-BRYAN, TX 226
Enjoy a variety of foreign foods 181

Informed consumers

215
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IN- MARKET ADVERTISING

ERE’S HOW IT WORKS

DIGITAL ADS

r's Louisiana Seafood order will determine th

These co-marketed advertisements—which rimum order amount to qualify for a co-marketin

can include banners on food-centric ual up to 10 percent of an order’s total value and

h

websites, ac own here, as well as video 't

pre-roll, emails and more—-will be targeted ) ) i
rogram will be customized based on input from t

to customers within a radius of the grocery

retailer's designated store locations

-MARKETED LANDING PAGE
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PERFORMANCE METRICS
DASHBOARD

LSPMB will track the performance of bc

interactive ba
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er ads and the landing page

to monitor the
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Program to recognize grocery reta

discerning shoppers

ceted Materials The program is simple: Once a grocery retailer and participating

ation details.

confirm an order for Louisiana Se yod products, LSPMB will cc

00 or more per chain,

(up to 10 percent of orders valued .

Does the buyer's company allow order meets the following criteria

for co-promotion with brands

IN-STORE MATERIALS AND DEMONSTRATIOI

Table Tent
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&' Teardrop Sign
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POINT-OF-SALE MATERIALS

Louisiana Seafood Promotion and Marketing Board has created a collection of branded point-of-sale
materials for use, free of charge, in restaurant or retail opportunities such as grocery displays or in-
store demonstrations. The materials include in-case signage, shelf talkers, Louisiana Seafood Species

Guides, posters, decals and more.

On-case Cling
(411 X 4811)
\

SRR

PLENTY TO CELEBRATE

SRRSO

PLENTY TO CELEBRATE

Table Tent Card Freezer Case Stand
(5" x 7" (12"x 2.5")
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WHAT YOU (AND YOUR CUSTOMERS) [/ 7 p

SHOULD KNOW ABOU

Recipe Card
65" x5 (® LQUISIANA



FinD MoK BECIPES AT
LOUISIANASEAFOOD COM

WHAT YOU (AND YOUR CUSTOMERS) [/i' =

SHOULD KNOW ABOUT)\ |

LQUISIANA

unlike any others in the world
nourish Louisiana seafood and

i give it Lasie and qualiy farm- e ARUNDANCE
raised imports can' malch e :
‘‘‘‘‘ Loulsiana produces mare types
- and quantities of seafood than
A ‘ r any state in the cortiguous
8 4 FLAVOR US. thanks to s healthy

habitat that s Just made
PLENTY TO CELEBRATE

Recipe Card
(3.5" x 8")

to make seafood.

I'oulsiana seafood Is noticeably more
sweet and savory because | ouisiana
has the perfect balance of salt and

fresh water, depths and temperatures to
produce sweeter, more savory sesfood

0F SEASONS e

Certain specizs—such as brown shrimp,
crawhsh and oysters—have peak seasons
when therr favor 1s best They're ahways
betler than imports, bul In-sesson
\ theyre unbeatsble

Floor Cling
(18" x 327)

i LIFESTYLE

Celebrations, family businesses and our very way of

Iife are buift sround Louisiana sesfood. which is why

our fishermen pride therselves on responsible and
sustainable practices

—————

TSNS

PLENTY TO CELEBRATE

SEUR63

- LOUISIANA -

SHRIMP

*10.99"

Back-of-House Poster

(24" x 36")
5.5" In-case Spear Sign

If you are interested in using our free point-of-sale materials to support

UISI
your sale of Louisiana Seafood, visit POS.LouisianaSeafood.com to get %A

details about each item and to place your order.
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