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Nearly 70 percent of consumers, in the
most important markets for Norwegian
seafood, say that country of origin is an
important factor in choosing what sl
seafood to buy . B
Source: SCI




INSIGHTS

Information gathered since 1990
THE WORLD’S BEST SEAFOOD DATABASE

Supply chain analysis
Export data

Seafood studies
Country reports
Consumer surveys
Media surveillance
Media analysis
Seafood consumer insight-d
from over 25 countries
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Pillars of Norwegian seafood
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SEAFOOD FROM NORWAY
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CHANGE IN FOOD TRENDS

Healthy and clean food

Authenticity
Storytelling
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CONVENIENCE

What's on the menu?

No need to throw your diet into disarray. These Big or small, old or young, these crowd plez
nutritious and delicious dishes will put a major spring family gatherings.
in your step.




ALWAYS CONNECTED
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SEAFOOD FROM NORWAY

‘Seafood from Norway’ has all the right
attributes to satisfy the consumer trends with
the right execution and product development




SEAFOOD FROM NORWAY



