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POST TEST SEPTEMBER - CAMPAIGN ELEMENTS TESTED

TV & DIGITAL 30 SEC. DIGITAL 15 SEC. / OOH / STREETVIEW

DIGITAL BANNERS FOOD DELIVERY 

Logo tested:

Shopping bags tested:
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POST TEST FEBRUARY 2023 - CAMPAIGN ELEMENTS TESTED

DIGITAL 2:40-MIN. DIGITAL 20 SEC.

OOH

Logo tested:

Influencer tested:
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Main KPIs
NORWEGIAN

salmon
Diff

JAPANESE

salmon
Diff

NEW ZEALAND 

salmon
Diff

ALASKA / USA 

salmon
Diff

Aided Awareness

+4 -1 -2 -1

+4 +5 +4 +3

Top of Mind 

Unaided Awareness

+4 -2 0 +2

+3 0 -1 0

Total 

Unaided Awareness

+4 +3 +5 *+15

+5 0 -2 0

Purchase Intent
(Top 2 Box)

+4 +1 -1 0

+3 +6 +3 +4

First choice

+7 -2 0 -2

+3 +1 -2 -1

81

22

51

77

25

82

24

48

76

27

77

24

49

70

26

88

64

72

83

63

84

60

68

79

56

81

57

63

76

54

54

3

12

48

4

56

3

7

49

4

52

3

10

46

6

44

2

16

40

1

45

0

1

40

3

42

0

1

36

4

30 ‒

PRE-POST CAMPAIGN EFFECTS – BEHAVIOUR CHANGE – TOTAL SAMPLE

Aided Awareness: Which of these brands are you aware of, even if only by name? Unaided Awareness: Which origins of salmon are you aware of, even if only by name? Intent: How likely would you be to buy each origins of salmon? 

First Choice: If you were going to choose salmon today, which one would you choose? 

Base: Total Sample, Pre-W1 n=500, Post-W2  n=1200, Post-W3 n=750 | All data in %

= higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

Norwegian salmon continues improving its position and increasing the distance from Japanese salmon. The position of Norwegian

salmon after the Yaya campaign is in significant positive dynamics, while Japanese salmon remains stable and even demonstrates 

signs of a downtrend. Norwegian salmon enjoys a leading position in terms of all KPIs. 

Did the campaign manage to impact the main brand KPIs related to short term choice?

Post – W3               Post – W2               Pre – W1
* changed the coding logic for Alaska/USA, 

added codes for the USA only
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Aided Awareness
+4 +2

+4 +6

Top of Mind Unaided Awareness
+4 +2

+3 +5

Total Unaided Awareness
+4 +6

+5 +3

Purchase Intent (Top 2 Box)
+4 0

+3 +6

First choice
+7 +8

+3 +2

Did the campaign manage to impact the main brand KPIs related to short term choice?

31 ‒

PRE-POST CAMPAIGN EFFECTS – BEHAVIOUR CHANGE – TARGET AUDIENCE 

Aided Awareness: Which of these brands are you aware of, even if only by name? Unaided Awareness: Which origins of salmon are you aware of, even if only by name? Intent: How likely would you be to buy each origins of salmon? 

First Choice: If you were going to choose salmon today, which one would you choose? 

Base: Total Sample, Pre-W1 n=500, Post-W2  n=1200, Post-W3 n=750 | All data in % 

Base: TA, Pre-W1 n=114, Post-W2  n=336, Post-W3 n=259 | All data in %

Main KPIs
NORWEGIAN salmon

Total sample Diff TA: modern mid/high income audience Diff

88

64

72

83

63

84

60

68

79

56

81

57

63

76

54

= higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

90

62

73

87

67

88

60

67

87

59

82

55

64

81

57

Among the target group, Norwegian salmon's level of aided awareness reaches 90%, while first-choice preference is in significant

positive dynamics compared with last year's results

Post – W3               Post – W2               Pre – W1
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Did the campaign manage to impact the logo recognition?

32 ‒

PRE-POST CAMPAIGN EFFECTS – LOGO RECOGNITION

AdhocD2. Can you remember having seen this logo before taking this survey?

Base: Total Sample, Pre-W1 n=500, Post-W2  n=1200, Post-W3 n=750 | All data in % 

Base: TA, Pre-W1 n=114, Post-W2  n=336, Post-W3 n=260 | All data in %

= higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

The Seafood from Norway logo recognition score remains high among salmon buyers after a significant increase last 

year. Among the target group, the level of logo recognition is even higher. 

70
YES

Total sample TA: modern mid/high income audience

89
YES

SEAFOOD FROM NORWAY LOGO RECOGNITION

79
YES

87
YES

Pre – W1 Post – W2 Pre – W1 Post – W2

-2+9

Post – W3 Post – W3

Post – W3               Post – W2               Pre – W1

80
YES

86
YES

+1 -1
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Main KPIs

NORWEGIAN

salmon

Total sample Female Male 20 – 30 y.o. 31 – 40 y.o. 41 – 60 y.o.

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Pre  

W1

Post  

W2
Diff

Post  

W3
Diff

Base 500 1200 750 265 636 398 235 564 353 125 300 188 120 288 180 255 612 382

Aided Awareness 81 84 +4 88 +4 81 87 +6 88 +1 80 81 +1 88 +7 79 82 +3 82 0 77 87 +10 90 +3 83 84 +1 89 +5

Top of Mind Unaided 

Awareness
57 60 +3 64 +4 60 62 +2 60 -2 54 59 +5 68 +9 50 52 +2 56 +4 57 63 +6 63 0 61 64 +3 68 +4

Total Unaided Awareness 63 68 +5 72 +4 63 69 +6 68 -1 63 67 +4 77 +10 54 60 +6 64 +4 62 70 +8 69 -1 68 72 +4 77 +5

Purchase Intent (Top 2 Box) 76 79 +3 83 +4 76 82 +6 83 +1 75 76 +1 83 +7 75 77 +2 80 +3 70 84 +14 84 0 78 78 0 84 +6

First choice 54 56 +3 63 +7 55 59 +4 63 +4 52 53 +1 62 +9 46 47 +1 51 +4 59 58 -1 61 +3 55 60 +5 69 +9

Performance (based on aware) 9.0 9.1 +0.1 9.1 0.0 9.0 9.0 0.0 9.0 0.0 8.9 9.2 +0.3 9.3 +0.1 8.9 9 +0.1 9.1 +0.1 8.6 9.1 +0.5 9 -0.1 9.1 9.1 0.0 9.2 +0.1

Closeness (based on aware) 8.6 8.6 0.0 8.8 +0.2 8.5 8.5 0.0 8.7 +0.2 8.7 8.7 0.0 8.8 +0.1 8.3 8.4 +0.1 8.6 +0.2 8.4 8.8 +0.4 8.6 -0.2 8.8 8.6 -0.2 8.9 +0.3

Did the campaign manage to impact the main brand KPIs related to short term choice? 

33 ‒

PRE-POST CAMPAIGN EFFECTS – BEHAVIOUR CHANGE – GROUPS

Aided Awareness: Which of these brands are you aware of, even if only by name? Unaided Awareness: Which origins of salmon are you aware of, even if only by name? Intent: How likely would you be to buy each origins of salmon? First Choice: If you 

were going to choose salmon today, which one would you choose? Performance: How would you rate each country of origin in terms of what you are looking for when purchasing salmon? Closeness: How close do you feel to <insert brand name>?

= higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

We observe a positive shift after the campaign with Yaya among all subgroups. However, the main contributors to the total uplift of 

Norwegian salmon scores are males.
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Net campaign Digital 2:40-min. Digital 20 sec. OOH

Total sample Total sample TA1 TA2 Total sample TA1 TA2 Total sample TA1 TA2

Recognition 81 81 79 81 78 78

Branded Recognition 
(correct brand attribution)

48 44 47 43 46 42

77

45

41

19

70

36

19

21

9

68

36

19

21

9

Did your campaign cut through and reach your target group?

36 ‒

SHARE OF MIND – VISIBILITY OF CAMPAIGN

Recognition: Have you seen this advertisement recently? Branded Recognition: Who was this ad for (Brand/country of origin)? Be as specific as possible. Include the full name and any featured variety? 

Base: Total Sample n=750

Base: TA1 n=259, TA2 n=524

= higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

The visibility and branding of the campaign are high. 77% of the audience claimed they had seen at least one of the key campaign

elements, and 45% correctly identified the brand. All scores are above both norms. 

Total Sample                  Ipsos APAC norm                NSC norm       TA1 = modern mid/high income audience       TA2 = Yaya followers

65

35

22

n/a
n/an/a

n/a
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Yaya 
Instagram – 12.3 mill.

HEARD OF, but don’t follow

FOLLOW in at least one 

social media feed

Base: Follower n=524

ACTIVE ENGAGEMENT

I ACTIVELY seek / often view the content & 

like, share or comment

I OFTEN VIEW the content when scrolling in 

my feed, and like, share and comment

89

Is the influencer a relevant source of information and engagement among the target audience?

Aware/Follow: Yaya is the main character in this advertising campaign. Thinking of {Yaya}, which of the following statements apply to you? (Follow in at least one social media channel, Heard of but don’t follow, never heard of) 

Engagement: Which of the following best describes your behaviour towards the content and posts of {Yaya}? 

39 ‒

INFLUENCER PERFORMANCE – RELATIONSHIP

39 ‒

27

70

The majority of salmon buyers from Bangkok were aware that Yaya is a half Thai-Norwegian, probably because most of them know and follow 

her. Active engagement with her content is also high. Thus Yaya is the main driver of the strong performance of the campaign.

30

58

Were you aware that Yaya is 

a half Thai-Norwegian? 

80

20
Yes

No
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CONSCIOUS ABOUT NATURE

RELATABLE TO NORWAY

TRUSTWORTHY

LIKEABLE

authentic

relatable to Norwegian Seafood

conscious about the origin of food 

(seafood)

conscious about sustainable food 

production

conscious about what to eat

inspiring

What is the image perception of the influencer, and how well do the influencer and brand fit? 

40 ‒

INFLUENCER PERFORMANCE – IMAGE & BRAND FIT

40 ‒

Image of Influencer: How much do you agree that {Yaya} …is? Brand Fit Influencer: Please rate how much {Yaya} and {Seafood from Norway} fit together.

Base: Aware of influencer n=726

Image of Influencer 

Yaya has a strong fit for Seafood from Norway brand, and the audience has a powerful image perception of her. First of all, they

believe Yaya is conscious about nature, relatable to Norway, trustworthy, and likable.

70

71

72

76

76

76

77

78

80

82

Influencer and brand fit together…

*NSC Brand fit norm – 67

/      = higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

89
(mean)
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Top 2 Box

Liked it very much

Liked it somewhat

Neutral

Disliked it somewhat

Disliked it very much

66

30

4

0

0

Overall, how pleasant did people perceive the creative? 

Likeability: Overall, how did you feel about the ad?

Base: Total Sample n=750

44 ‒

LIKEABILITY

The ad has an exceptional level of likability. There are no respondents who don’t like the ad, and the level of 

likability reaches 96%.

44 ‒ /      = higher/lower than benchmark (sig. testing to norm or reference group @ 95% CL)

DIGITAL 2:40-MIN.

96

88

81

Total Sample                  Ipsos APAC norm                NSC norm

“I like it because I see nature, 

sustainability, being the world’s 

best source of salmon”

“The advertisement made people feel 

the abundance of nature. The quality 

of raw materials and food as well as 

advanced technology make it look 

reliable and fascinated by Norway”

“This ad conveys nature, 

freedom, safety. Farmed fish is a 

good and perfect natural source”

“Made me want to buy salmon 

from Norway even more”









80

93

77

91

53

81

82

81

45

71

56

70

MENTAL MARKET SHARE

81

95
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