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Dear Friends:

Looking back at 2019, there are several highlights that are very encouraging. First, we
ended the year with processing volume at some 340 million pounds, in addition to live
fish prices improving throughout the year. Second, the U.S. Farm Raised Catfish industry
witnessed a sharp decline in imports from Vietnam. Third, several processors have
expanded and updated their operations. And lastly, TCI has initiated research into
environmentally sustainable certification opportunities. This program seeks to prove that
our industry’s farming practices can lead to a mark that uniquely distinguishes us from
imports, thus creating increased demand among consumers for domestic catfish.

In addition, TCI continues its demand-driving advertising programs, such as TV, radio,
print, outdoor boards and events. Social and digital media are two additional primary
marketing vehicles with unlimited consumer reach, and we continue to be excited about
opportunities for further growth. Whether using evolving technologies or mainstream
media, TCI remains focused on its goal of knowing our consumers and effectively
reaching them regarding our industry, its farmers and our products.

This Annual Report highlights TCI's marketing and promotional programs conducted
throughout 2019. These are developed, reviewed and approved by its Board of Directors,
along with input from CFA and the state catfish farmer organizations.

As always, our deep appreciation is given to the TCI member Feed Mills for funding these
important programs and efforts.

Honn, Birmrmoma . :PF RSl

Harry Simmons, Jr. Roger E. Barlow
Chairman, The Catfish Institute President, The Catfish Institute
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National Catfish Month

In 2019, TCI continued to push the
industry forward, looking at best
practices and learning from the past
years, and by analyzing future trends.

Each campaign is aimed
at promoting U.S. Farm-Raised Catfish
to increase consumption and purchaser
consideration both in our core footprint
and in key expanded markets outside
our traditional home. We did this
through a variety of mediums like TV
and outdoor boards, but also by
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CELEBRATE
NATIONAL
CATFISH MONTAH!

Find recipes at
uscatfish.com

meeting audiences where they are —
online and on social media. In addition,
we helped to boost attention at the national seafood
show through a new booth, and helped to spread the
messages through calendars, new recipes, table
toppers, and flyers.

Some of the highlights included a National Catfish
Month “31in 31" campaign, Grocery Store Geo-
Fencing technology rollouts, digging deeper into
Emerging Markets, and creating exciting Quick and Easy
recipe content.

August’s National Catfish Month was the perfect way
to celebrate and highlight delicious recipes and food
photography featuring U.S. Farm-Raised Catfish.

We developed a multi-layered campaign aimed at
inspiring people in the Southeast to eat more catfish,
whether at home or at restaurants, educating them
about the importance of choosing U.S. Farm-Raised
Catfish over imported products, and engaging
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August is Catfish Month!

Celebrate National Catfish Month by airing this set of 60-
second catfish recipe cooking videos as part of your
broadcast. Each recipe was created by a 2019 Catfish
Farmer of the Year from Alabama, Mississippi and
Arkansas. These videos are free and ready to air.

Download Videos

audiences through multiple
avenues to continue building
on our high audience
engagement rates.

A media mix of both
traditional and digital tactics
were implemented,
including email marketing to
both existing supporters and
new prospects, outdoor
billboards, social media, and
online marketing elements
such as display, video,
mobile and search engine
marketing.

These efforts all drove
users to a custom-built
landing page that

31 recipes. 31 ways to celebrate.

highlighted 31 catfish
recipes for the 31 days of National Catfish Month. This
exciting project offered a different catfish recipe idea for
every day of National Catfish Month, and the response
was incredibly strong.




Traditional Media

The Catfish Institute’s marketing and
promotional efforts remained robust in the ]
field of traditional media, such as television, y
radio, print and outdoor boards. We believe
these outlets continue to provide good Tv
value for the industry while effectively
impacting a wide swath of our consumers. As with all
of our efforts, TClI's goal is to drive consumption of
U.S. Farm-Raised Catfish.

2019's successful TV advertising campaign utilized a
new set of 30-second ads, one for each of the Catfish
Farmers of the Year. Completely unscripted and honest,
these advertisements aired in key markets across the
nation, continuing to reach the industry's core consumer
groups during local nightly news on market-leading
stations. This year's media plan also strongly aligned
with collegiate and professional sports seasons, once
again ensuring that our messages were heard by this
important consumer base.

Now in its fifth year of successful growth, The
Wrangler Network, the live video broadcast home of
North America’s largest rodeos, continued to expand
its digital streaming footprint, presenting U.S. Farm-
Raised Catfish to tens of millions of rodeo fans
throughout the continent.

In addition, TCI maintained its expansive outdoor
advertising in 2019, with all-new seasonal graphics and a
multitude of messages appearing on both digital and
traditional vinyl billboards across the South. Custom
digital messaging allowed us to target viewers with
special catfish messages during Lent, National Catfish
Month, sports seasons and the throughout the
Thanksgiving and Christmas holidays.

Nation-wide radio advertising campaigns also
continued to play a large and important roll in reaching
our consumers this year. A wide variety of TCl-sponsored
radio ads featured the 2019 Catfish Farmers of the Year,
while some used radio talent, elected officials, and others
to ensure our listeners were educated about why and how
to enjoy U.S. Farm-Raised Catfish.

[
LOYALFARMERS. HONEST WORK.
FRESH FLAVOR.

TUSCATFISH.CON.

or television, or through social
media networks, TC1 is targeting
individuals and areas that

will drive future growth for

our industry.

- DAVID ALLEN
TCI Board of Directors
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CATFISH FARMERS
OF THE YEAR

Get their favorite recipes at
uscatfish.com




Catfish is Life

Now completing its third year of development, TCl's
Catfish is Life project added three new videos to its library.

This incredible series now boasts a total of 36 honest,
heartfelt video stories about our industry’s farming
families and how and why they choose to grow U.S.
Farm-Raised Catfish.

Aside from setting foot directly on a catfish farm,
there is likely no better way for viewers to gain an
understanding of our
industry than by

watching one or two of “Calfishis ‘life"r l

these videos. Our data hits at the | ! Of
and feedback from . ]
industry, and it gives

online use confirms this,
as these videos have vewers a pers
been part of some of our  look into both our
most popular posts on farms and our famdtes oo
our various social media — BUTCH WILSON « Choyyn
platforms. TCI Board of Directors Y
To view any of the N
Catfish is Life videos, Forever
Missed.
simply logon to our website, UScatfish.com. They can @ lerenda
also be found and shared online via our YouTube
channel (youtube.com/usfarmraisedcatfish) which
allows them to be easily shared with friends. As you
watch the videos, we hope you will say of word of
thanks to those farmers who have been involved in
this incredible project.
We're also extremely excited about the next phase of
this project, which will tie in restaurants and chefs from
across catfish country. This new “Catfish Trail” endeavor
will create a digital “road trip” to take viewers from the
pond to the plate in a variety of different locations and
cooking styles. Look for more on this in the coming year!
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Sports Marketing

At TCI, we have long maintained that some of our
strongest supporters, and greatest opportunities for
sales growth, lie within the realm of sports fans.
Particularly southern sports fans.

Throughout 2019, U.S. Farm-Raised Catfish was
a mainline sponsor at nearly a dozen of the South’s
largest and most prestigious professional rodeos. In-
arena graphics, over-air mentions and other special
exposure opportunities successfully drove awareness
among this all-American audience.

In addition, we continued to capitalize on the
nationwide obsession with popular football programs,
expanding our reach beyond the Southeastern
Conference and into a
number of National

Football League franchises. We all know that

A new-for-2019 print sportsfans across the
magazine advertisement south are alSOfanS Of
was prominently placed in  catfish, and TC1 does

Lindy's Sports magazine, a

leader in SEC athletics
coverage for decades, as
well as national editions of

a great job cross-
products to these

unportant consumers.

- BRAD GRAHAM
President,
Catfish Farmers of Arkansas

NASCAR publications.
Our ads appeared in
gameday keepsake
programs for the New
Orleans Saints, Houston
Texans, Dallas Cowboys, Tennessee Titans and
Atlanta Falcons NFL teams.

TClI's success over the years in sports marketing
leaves little doubt that the core beliefs and
patriotism displayed by these fans aligns perfectly
with those of our most devout consumers of U.S.
Farm-Raised Catfish.
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Collateral Branding

Each year, TCl continues its long tradition of producing
some of the most beautiful recipe photography
imaginable, combined with new and innovative recipe
preparations for U.S. Farm-Raised Catfish.

These are transformed into colorful new printed
collateral pieces each year, providing beneficial
information to consumers across the nation.

The annual Catfish Farmers of the Year “Favorite
Recipes” brochure continues to be popular among
our audience as we seek to connect the fish to the
farm. It also serves as a point of pride for those who
are selected each year for this honor by their
respective state organizations from Alabama,
Arkansas and Mississippi.

TClI continued its now traditional Catfish Calendar
project, which offers a dozen all-new seasonal variations
of catfish dishes that are sure to keep consumers
coming back for more.

In addition, two new recipe booklets were produced,
showcasing 4 delicious recipes each, which have been
extremely popular at events across the nation this year.

These newly developed recipes add annually to our
online catalog of more than 200 catfish recipes featured
on our website, UScatfish.com, which was completely
redesigned during 2019. The new site better features
this beautiful photography in a magazine style unlike
any other national promotional organization.
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Eassy Spnibled, Calfishe Punmesan Cousled, Calfishe Cagon Calfish Dip.

BEN PENTECOST E% SERVES 6-8 ROSEMARY BAXTER ﬂ SERVES 4-6 WILLARD POWE @ SERVES 6-8

68US. FarmRased Catfsh 1t

and
ry. COVER with foil(lightly) and grill at 350
UNCOVER and grill 510 more

FOR MORE RECIPES,
VISIT USCATFISH.COM

FARMERS OF THE YEAR

Tavorile

The quality of the recipes and photography

produced by TC1 are second to none and are

always popular with our consumers.

ROSEMARY
BAXTER
2019 Arkansas
Catfish Farmer
of the Year

WILLARD
POWE
2019 Alabama
Catfish Farmer
of the Year

BEN
PENTECOST
2019 Mississippi
Catfish Farmer
of the Year

— ANDREW STAINBACK
TCI Board of Directors




Digital Media
Through the ever-changing landscape of Digital Q,M,Jg W MM{M;{

Media, The Catfish Institute is able to reach more
consumers than ever before. And thanks to carefully
targeted and timed posts throughout the year, our
online following continues to grow at impressive rates
across all of our platforms — Instagram, Facebook,
YouTube, and others as consumer preferences change.
We learned from our 2018 grocery store geo-fencing
campaign and put those learnings into practice in
2019. Knowing that consumers often meal plan and
build their grocery list while in the
grocery store, we targeted ads to
reach users while they were shopping. 0N

ﬁqu« (or evergy oconion.
US Farm-Raised Catfish is the quick and easy wayto impress o
of your friends this season. in addition to the perfectly mild taste,
you can be canfident you're serving a healthy and emvironmensally
friendly product.

Ready to sep up your game?
Check aut our [t of ehel-inspired recipes fis fee aowy exeasien

We developed meal planning idea o ’
messages and delivered them, by Uiesd, o
way of a mobile advertising platform,
directly to the people that had been £05Y BERS B R l D E SUTLER COOKTG
in a grocery store or were presently in

the areas of grocery stores. This
allowed us the best chance of reaching grocery

and meal planning decision makers directly.
We learned last year that, regardless of
region or age, most customers respond |
to traditional messages about catfish. In 2019
we added a new media buy focusing on three ° VOUTUhe
key major metro areas: Atlanta, Austin and New Orleans.
Utilizing similar creative to what we were running in our d
normal footprint, we p O n 0 ro
targeted these areas with
TCil 0]7.3"8 the paid search, social media,
industrya wide display and digital video
i i ads. Some of the key
avenues topromote campaign messages this
year were: tailgating, easy
and quick dinner ideas, and
holiday recipes.
One of the great things
-RIC PERKINS  about U.S. Farm-Raised
TCl Board of Directors  Catfigh s that it cooks
quickly and lends itself to a
variety of great flavors — making it the perfect
foundation for weeknight meals and entertaining
options. Many of the recipes on TCl's website,
UScatfish.com, are impressively easy and take less than
30 mins to prepare.
By helping people understand that cooking Catfish
can make mealtime both tasty and easy, we drive more
people to check out the recipes and cooking ideas —
and to learn more about the industry.




Seafood Expo North America

Held in historic Boston, the annual Seafood Expo
North America is the largest and most important
seafood trade show in the nation. This show boasts an
attendance of well over 20,000 seafood buyers from
across the continent and around the globe, many of
whom visit our booth and taste-test delicious
U.S. Farm-Raised Catfish.

For more than a decade, TCl has taken great pride in
showcasing the annual Catfish Farmers of the Year, and
2019's crew was once again a crowd favorite. We want
to thank our 2019 farmers
for their participation in
cooking and telling the As Arkansas’ 2019

story of the U.S. Catfish Catftsh Farmer ofthe
industry: Willard Powe, of Year 1 P" .

Browns, Ala.; Rosemar?/ to le with TCT on a
Baxter of Watson, Ark.; .

and Ben Pentecost of
Cleveland, Miss. and T was L

Seafood Expo 2019 amaged at the positive
was again a huge success, meactwemadem
and we are so very Boston.

appreciative of the time — ROSEMARY BAXTER
and effort donated by our 2019 Arkansas

farmers who traveled to Catfish Farmer of the Year

Boston to provide first-

hand knowledge of the industry, while continuing a
show of force for the long-term viability and strength of
U.S. Farm-Raised Catfish.

Seafood Expo

NORTH AMERICA




Co-Marketing Programs

TCl's various co-marketing programs seek to
leverage industry funds by working in conjunction with
processors, restaurants, grocery stores and state
organizations to support increased sales and advertising
campaigns for U.S. Farm-Raised Catfish.

The Partnership Program provides reimbursement for
50% of applicable marketing costs, up to a set amount
approved annually by the TCl board of directors,
throughout the calendar year.

These partnership dollars fund billboard, television
and radio advertisements; collateral materials; website
development; and many other special promotions. All
funding requests are reviewed by an independent
committee to ensure validity and sound use of
industry resources.

Another extremely

. successful co-marketing
TCluses . g initiative, the Sales
ograms to strategically

Incentive Program,
market the U.S. Farm- leverages processor

‘Raised Calfish seal to relationships to fund
consumers at both valuable consumer-
restaurants and directed promotions in

restaurant and groce
grocerystores. i d .ry
chains across the nation.
— JOHN WILLIAMSON

Creating these new
partnerships with large
restaurant groups, local catfish houses, grocery store
operators and high-end, white tablecloth
establishments continue to open new doors for our
industry sales teams, as they seek to drive sales and
broaden markets.

TCl's Mail-in Rebate Program is in its fifth year, thanks
to a longstanding partnership with R&V Works’ Cajun
Cookers. This Louisiana-based manufacturer of
premium deep fryers, grills and smokers includes our
rebate offers in every unit sold. In 2019, we also worked
together to promote catfish at a large event held at the
National Food and Beverage Museum, which is located
in New Orleans.

ARM-R
o5 * A’Seo
»*

Cattish -~
—~—

Chare 2=Chely 13, 2009
Moo e porect e o poncte L5 Farms raed
Cattsh, Eirbemanze fadsarice nzarug wh

e reshater poncs, 55 farme-raised catish & good
o cperaton, Ly i e vt e 0
web managed sanatle tameg ractoes Pus e
iy ocrs e ety ok et e 1 et
ey i, i oy o cparkrs s et o
muibpke men optons.

Th vy -, grvmcticn s prces b e
Opsrntrs, OpCion e Ak inchutieg Opatr s
o cash payeata of $76.000 br Al arch $9000 b

THE GREAT

amuns
Thi Clstrtars w1 1 Do ol Pt FeotOeemn
Exwrir, Comtar 21 34, 2013 1w Orirn, Lovsira. g
Ve 51000 4o

/4




MARAN

CATFISH PRODUCERS

A DI¥ISION OF ALABAMA FARMERS § EDERATION

Farm Raised

Amnons
SImnO™ . wvits Breakfast

Catfish and €

Bill Briand

Blackened Catfish Delacata
wath
Creole-Style Gravy

Anson Mills Grits
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Shop Foodtown. That’s Smart!
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Find the freshest,
locally-grown
agricultural crops

y - . . and produce.
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tfish Plates and Drinks N
Cooking Demonstrations
Hands-On Activities
), Kids Activities

Museum Tours

GENUINE SIMMONS

(IR

Cajun RV Fryer presents o SoFAB Fish Fry with “Gnestsrom the pond lo youplalesince 1962”
cotfish plates and drinks, cooking
demonstrations, hands-on activities, kids activities
and museum tours.

R & V WORKS '
CATHEAD

VODKA

L&Aagg Luzianne

The Insider's Guide to Local Eats in the Jackson Metro

sttt | S B s
movea Isnin areas.
_ BILL BATTLE (o g TFISH F“.I.ETS

TCI Board of Directors

§ PERFORMANCE

FOODSERVICE

HAND-BREADED
CATFISH DINNER

Cornmeal breaded Mississippi farm-raised catfish
fillets served with coleslaw and fries, 11.99 (Cal 1720)
Tastes greal with an ice-cold Blue Moon.




Young Farmer Leadership Program

For nearly a decade, the Young Farmer Leadership
Program, which is co-funded by TCl and Catfish
Farmers of America, has brought together the next
generation of catfish industry leaders — many of whom
have already been elevated into key areas of leadership.

This year's meetings were again held in Washington,
D.C., in conjunction with the annual industry fish fry.
Our group of 21
farmers and industry Tm extr l proudof

representatives met
with their elected the ‘Vo&mg Farmer

officials, as well as with ‘Leadership‘Program

the administrations of  and what Ltmeansfor the
the USDA Food Safety future ofthls industry
and Inspection Service, — SHORTY JONES
the USDA Agriculture President,
M arketing Service, the Catfish Farmers of America
USDA Farm Service

Agency, and the U.S. Fish and Wildlife Services.

The connections made through the Young Farmer
Leadership Program will continue to serve these young
farmers well into the future and equip them for roles as
leaders of state catfish organizations, TCI, CFA and
other associations in the catfish industry.
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