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Building Preference for Norwegian Seafood in Korea
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- Brand discovery now happens via Reels & Shorts
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- Purchase touchpoints are expanding across all retail
formats
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- Direct experience creates purchase intent that
advertising cannot
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- Health trends amplify Norway’s natural positioning
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- Origin ranks below price & convenience at point of
decision
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Turning Trust into Choice
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Awareness Experience Trusted Voices
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Scaling Success, Adapting to Change
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Scale What Works
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(Restaurant Collaboration)
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Norwegian Salmon Lover (Salmon
Ambassador)
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Influencer amplification
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Building Preference
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Adapt to What’s changing
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New Creative, New Message
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Lifestyle influencer collaboration
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Media Engagement
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Norwegian Salmon is Always Right sear350
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2026 Norwegian Salmon Week Influencer Collaboration Norwegian Salmon Lover
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Healthy by Nature, Norwegian Mackerel SEAF§§;
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New Creative & Message | Lifestyle-oriented Content Media Engagement
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High foot-traffic area 12 main subway stations Consumer engagement
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Building Stronger Preference in H2
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Delivery Platform Integration Experiential Engagement
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Retail Activation Everyday Digital Storytelling

B = HH M| HA Z3}
Ambassador-Led Advocacy
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See you at ‘Seoul Food 2026°!

June 9% (Tue) - June 12t (Fri)
Kintex Exhibition Hall 1,
International Pavilion

Booth no. 4E501
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