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Lerøy Seafood Group
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Havfisk and Norway Seafoods
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LSG Distribution Network
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Forsøl

Berlevåg*Kjøllefjord*

Kleppstad
Melbu

Stamsund

Sørvær

Nesseby*

Tromvik

Skårvågen

Båtsfjord*

Procurement/Processing
Whitefish and king crab*

Procurement/Processing

Procurement

Lerøy Sommarøy

Skarsvåg*



2015: 4.014 TONS
- Strong demand and prices

- Strong catch rates

- Good accessibility

2016: 1.433 TONS
- Weaker demand and prices compared to 

2015 

- Variable catch rates

- Lower accessibility

- Stronger focus on other species

2017: est. 1.400 TONS
- Low inventory levels of coldwater prawns

- Harvest dependent on prices and 
availability

Total harvest for Havfisk 

Coldwater prawns



•How to expand the shellfish category 
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Secure sustainable growth through focus       

on top line

«Get more people to buy 

and consume more of our 

products with higher 

frequency and at a higher 

price»  



Norwegian shellfish   

- high expectations  



• H1: Product range

– It is possible to improve value and volume through enlarged product range.

• H2: Visual and facing

– We can increase the value and volume in retail by better product placement and 

branding. 

• H3: Staff training 

– The sales of shellfish to new and existing consumers can be improved by product 

information and sales staff training.

• H4: Educating the consumers

– Communication on health and how to prepare the products may stimulate the demand. 

Hypotheses on how to develop the category  



• H5: Food concept - HORECA

– It is possible to improve value and volume through enlarged product range.

• H6: Sales channels

– Identify and utilize new sales channels (e-commerce, fish mongers, counters)  

• H7: Distribution

– Higher volume will lead to better distribution, higher order frequency and  fulfilment.  

Hypotheses on how to develop the category  



H1 Product range
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• Retail is larger than HORECA, however, 

HORECA is fastest growing segment.

• Discount has introduced fresh products. 

• MAP products at Aldi and Lidl in Germany.

• Consumer focus on price, quality and shelf 

life.

• Quality, shelf life and availability 

• Great potential through category 

development. 

• Demand for new products.

INNSIKT OPPSUMMERT

H2 Visual/Facing
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• 80% point of sales decisions.

• Health, taste, and convenience 

important for consumers attention.

• Campaigns are important.

• Retail have focus on local food.

• Less consumer attention on brandings. 

• Origin is becoming more important.

• Products placement is very important.

• Placement is related to demand and 

profitability. Communication and 

banding is stimulating demand.

• Shelf life and quality is essential for 

obtaining the best placement.  

H3,
4

Education/  
Communication
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• Staff training is stimulating demand. 

• 40% of consumers confirm that product 

knowledge is of essence.

• Retailer are adjusting staff training to 

consumer trends. 

• Food blogs and internet are becoming more 

important for consumer education, 

communication and marketing. 

• Low products knowledge is an obstacle for 

further growth. Retail and consumers need 

to be better educated on seafood in general 

and shellfish in particular.

• Information in seasonality, recipes, etc. 

H5 New concepts -
HORECA
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• Majority of chefs find that shellfish is too 

unstable in supply, quality and price.

• Norwegian shellfish must be made available 

and visual to the HORECA segment. 

Marketing is needed. 

• Food courts and local markets are 

growing and becoming trendy.

• More focus on Norwegian and Nordic 

products.

• Price, quality and local food are 

important for the menu composition.

• Guest focus on price and quality.

• Story telling is trendy.

H6 New sales channels
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• N/A

• Home delivery (in Norway) has 

increased from 3% to 12% within 2 

years. It is especially popular among 

young families.

• The WEB food war is intensifying.

• N/A

H7 Distribution
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• N/A

• N/A

• Some retailers indicate that combined 

distribution of fresh fish and shellfish 

is important for the category. 

• Status is ok, however, there is always 

room for improvement.. 
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Competitive advantages 
- shellfish from Norway 

Quota and 
management

First hand
sales 

Primary 
processing/
sales/export

Catch Import/
«trader» 

Value adding/
PD/branding

Retail/HoReCa Consumer

UUP

UP

P+

P

V+

V

LP

Live

Frozen

Stable supplies  

and quality = 

higher value 

Sales 

strategies

Stable quality

”Super fresh”  

”Re-fresh” 

Regularity

Re-fresh

Market 

oriented 

management 
and catch



NEW PRODUCT!

- Lerøy is first with poke in Norway



• Focus on quality

• Make the products available and easy to find

• Innovation and shelf life

• Convenience, easy to prepare and consume

• Branding an communication:

– Trust brands

– Generic brands

– PL

– A-brands

Mega trends - ready to eat products: POKE by LERØY

Conclusion
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https://youtu.be/UR7J6g-54lY
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