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11t century

Stockfish, our first export
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«Fisheries are, and hopefully will continue to be,
Norway’s most important gold mine»
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The world’s first minister of fisheries
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1989

Fishing in Lofoten had to pause
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Important seafood trends going forward
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New sales Sustainability / Transparency
channels Responsibility
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Health and Convenience The demanding
wellness consumer

NORWEGIAN SEAFOOD COUNCIL



¢ | want to eat food that’s good for me
and my family and that | feel good
about eating

OOOOOOOOOOOOOO Top food trends for 2018, Innova Market Insights



Summary

| I

Consumers will have great power

NORGES SJOMATRAD
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Seafood must have a minimal
environmental footprint

Sustainability is perceived differently



Sustainability for me is related to: Ethical Fishing/Catching methods, processing/production, transport,
quota regulation/control/laws preserving species/do not overfish, medicines/antibiotics, animal welfare

Sustainability for me is related to: Environment /environmentally friendly/gentle on nature, no
pollution/not harmful to the environment
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7%
%
e %
2%
"% =%
%%
1%
- 10% oo o
2 %
Global Brazil China France Germany Italy Japan  Portugal  South Spain Sweden Taiwan Thailand UK us

Korea

SEAFOOD COUNCIL Base: n=14001 Ipses

4% 47%
38%
38%
7%
= 2% 24%
0% 19%
%
1% 5%
1% 2%
Global Brazil China France Germany Italy Japan  Portugal  South Spain Sweden Taiwan Thailand UK us
Korea
SEAFOOD COUNCIL Base: n=14001 Ipsos

Huge difference in the perception of sustainability -

and what it means to the consumer
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HIGH LEVEL PANEL for

A SUSTAINABLE
OCEAN ECONOMY

&£ (...) The ocean could supply over six times more food than it does today. This
represents more than 2/3 of the edible meat that the FAO* estimates will be
needed to feed the future global population.

£€ (... eating more seafood can play a large part of the solution to the world " s
climate challenges.

NORWEGIAN SEAFOOD COUNCIL * The Food and Agriculture Organization of the United Nations



A COLLER IMITIATIVE
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'SUMMARY REPORT
Coller FAIRR
Protein Producer Index

Launch Date: November 2020
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