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FISH EYE VIEW E-NEWS (Pages 9-13)

A periodic industry publication of the
Virginia Marine Products Board

INTERNATIONAL BOSTON SEAFOOD SHOW REPORT

The International Boston Seafood Show is the largest seafood show in the world with approxi-
mately 20,000 national and international seafood buyers. Each year, Virginia Marine Products Board has
a two hundred square foot trade show booth that anchors the Virginia Seafood Pavilion. Competitive
states have similar pavilions.

The major objectives for the board are to provide pre-sold customers to Virginia suppliers and har-
vesters, promote Chesapeake Ray, display a variety of Virginia species of finfish and shellfish, answer
buyers questions, distribute promotional and educational materials, and provide an eye-catching venue for
seafood processors and harvesters to sell their products. Thirteen Virginia seafood companies had booths
at the show with many more walking the show and meeting customers. Booth traffic was non-stop with
private meetings being held with buyers as well. To set the pavilion apart, plastic bags with Virginia Sea-
food pictures on them were provided to customers from a stand at each booth.

Because a ray grant was used to pay for part of the exhibit, Chesapeake ray was the focus of this year's
show. The chef and staff provided expert information about ray to hundreds of trade show attendees. In-
terest builds each year in this product. Ray fact and sales sheets were distributed and booth staff had ray
logo shirts. The audience for the sampling demonstrations also enjoyed our mascot—a plush, stuffed
Cow nose ray which was useful in describing the real fish. To promote ray, we mailed flyers and sell
sheets to 836 chefs and distributors on the East Coast inviting them to visit the booth and participate in a
ray tasting and learn more about promoting this new seafood item. Chef John Maxwell helped in showing
various techniques on how ray can be prepared and provided taste samples.

(continued on page 10)
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(continued from page 9)

Staff generated over 90 immediate domestic and international leads to Virginia seafood suppliers from the
trade show exhibit with many more forthcoming. Fifty seven of the trade leads were interested in ray. Ap-
proximately 300 pieces of Virginia seafood literature was distributed covering numerous Virginia seafood
products. Hundreds of logo seafood bags were taken home by participants. Pavilion participants and
other Virginia exhibitors benefited from staff directed buyer meetings.

Visitors to the Virginia Marine Products Board exhibit at the 2008 International Boston Seafood
Show increased from previous years, partly in response to the flyers mailed to East Coast chefs and dis-
tributors.

Because Virginia is number four in the United States in the volume of marine products harvested, it
is important that we are represented at this, the largest seafood show in the United States and our contin-
ued participation is important. The International Boston Seafood Show is effective in reaching buyers and
introducing new products. Trade leads obtained at this event have been distributed to the entire Virginia
seafood industry, i.e., watermen, processors and distributors for follow up.

Pavilions and company booths have become increasingly large and expensive, making it difficult
for Virginia to compete for visibility. Often major pavilions are supported by country or state governments.
Major receptions are also paid for by competitive state governments.

Seafood is a huge, international business with Virginia being a small part. Most major domestic
producers purchase some products from overseas. To compete and provide a visible alternative for
watermen, the board must work to assist companies to export. The seafood world is indeed flat with for-
mer customers becoming suppliers, seafood being shipped to low wage countries for further processing
then returned to US companies to be sold domestically and

around the world, processors dependent on H2B workers from Mexico for domestic labor and Virginia
processors selling to importers.

BUDGET UPDATE

The board’s revenue from license fees last year—FY 2006/2007 was at a historic low because of
dramatically lower sales in crab and oyster licenses and a more gradual decline in overall license fees.
We have lowered our projected revenue and have revised our marketing plan for FY 2007/2008 based on
a $38,000 shortfall. Because we know that license sales fluctuate, we always plan on having a $60,000
carry-over year after year. Aquaculture license revenues year to date are $3,050, so the new license has
not dramatically increased Virginia Marine Products Board’s revenue. Because of this shortfall, the staff
will continue to work very hard on our grants and cooperative programs during the year.
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Chesapeake Ray Report

The board received a grant of $75,000 from Virginia Marine Resources
Commission’s Commercial Fishing Advisory Board to focus on the Mid-
Atlantic States and Korea to promote the Chesapeake ray.

We have completed four sell sheets to be used by ray producers and distributors to introduce ray
to their customers. Please contact the board to receive samples.

Joe Cardwell, along with chef consultant, Chef John Maxwell, have conducted thirty-five training
programs to wholesale distributors and their sales staff to educate them about the ray and furnish a sam-
pling. Fifteen companies have added ray to their seafood lines. Joe usually receives a positive response
from these visits. He has also visited the Jessup, Maryland and the New Fulton Fish Market at Hunt's
Point in New York. As a part of the test market, 390,000 pounds of ray were processed last year for the
food service market and the bait market.




| $& % -.

FISH EYE VIEW E-NEWS (Pages 9-13)

A periodic industry publication of the
Virginia Marine Products Board

Reverse Trade Mission

Through a Southern United States Trade Association (SUSTA) reverse trade mission, eight Korean
buyers met with all Virginia seafood companies who were exhibitors at the Boston Seafood Show. Individ-
ual meetings were also held between ray suppliers and importers. Through SUSTA, meetings were held
with other international buying delegations.

Russian Tour, February 20-22, 2008

The General Director of Elitmarket, Moscow, Russia toured Virginia processors plants. This com-
pany is a very large importer/processor with its own boats. He is interested in squid, scallops, surf clams,
clams and Atlantic mackerel. Due to a cooperation program with the Virginia Department of Agriculture
and Consumer Services, seafood companies received orders from Elitmarket.

European Seafood Exposition

The European Seafood Exposition will be held in Brussels, Belgium, April 22-24, 2008. There will
be one Virginia company attending, Wanchese Fish Co. SUSTA will display and sample scallops,
croaker, Chesapeake ray, eel, Atlantic mackerel, spot, clams and surf clams. All expenses are paid for by
the Southern United States Trade Association for a multi-state pavilion. Trade leads will be distributed to
our industry.
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MARKET REPORT — Joe Cardwell

Bill Board Advertising

Virginia Marine Products Board developed an aggressive trade and consumer advertising campaign from
suggestions from the board.

The billboard ads went up at the end of June and ran through August. The billboards showed a variety of
different seafood dishes. These were to make tourists and consumers visiting Virginia more aware of the availability
of Virginia seafood, in hopes they will select it for dinner, as well as advertise the Virginia seafood industry.

The billboards were located in seven different, high traffic areas of the state. They were in two locations in
Fredericksburg, three locations of the Northern Neck and Tappahannock and one located on 64 in Richmond and
one in Newport News.

We attempted to get the whole state coverage, but because of availability of space and time of booking, we
were not able to secure one on the Eastern Shore of Virginia.

The results from this effort showed up by increasing our website hits. During the period between July and
August, our web site this increased by 96% over the same period the previous year. The number of pages viewed
increased by 38% and the time spent per session increased 150%.

We heard from many people in the industry that they have enjoyed viewing the billboards.

Magazine Advertising

The Virginia Marine Products Board also advertised in three trade and consumer magazines. Three full
page ads ran in Seafood Business featuring striped bass in February, oysters in March and clams in April. These
ads also were tied to the issues that were distributed during the International Boston Seafood Show and the Euro-
pean Seafood Exposition which reached 15,000 buyers who buy $10.9 million dollars in seafood annually.

We also ran four ads in Bay Splash magazine that reaches 40,000. These ads showed beautiful pictures of
oyster, scallops, striped bass and clams for March/April; Soft shell crab, croaker, trout and bluefish for May/June;
Crab cakes, spot, croaker and Taylor Blues for August/September; Flounder, clams, rockfish and mint scallops for
November/December. We tried to time the pictures to match the seasonality of the species. This magazine also
published articles about the seafood industry and their methods of catching Virginia seafood, with emphasis on Vir-
ginia’s seafood heritage. These articles were published for no extra charge.

Hampton Roads magazine was also contacted and they have a circulation of 40,000. They also ran three
ads with striped bass in March/April, crab cakes in May/June, and scallops in September/October.

The Virginia Marine Products Board strategy this past year was to reach tourists, consumers and our indus-
try. We designed these billboards and our ad campaign to include both finfish, and shellfish to draw people to our
web site, and to make people hungry for Virginia seafood.

By doing the creative work ourselves, without using an agency, the board has saved $10,000.




8 $& % -

llll> L
C - 8 > % *
+ .@0= *' + 1@ = (*1)$ A
< C <) - )'1=1(821 .= $ $ &
) $ -
<-) + <$, - 0% $
$& )% A *
< - <$, - 0%$> %
$& )% A *
< C $<) ) - ))'0=1( 358 100/ $ &) $

6 6#'<>l6 L <

<""64" 6 6

<" B ">6 "MA" >



