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Marketing seafood from Norway



151,4
billion NOK

2,9
million tons

40
million meals per day

149
markets

World's second-largest seafood exporter



The common identity



The marketing goals

The customer should want to choose Norwegian 
seafood (mental availability)

The customer should be able to knowingly 
choose Norwegian seafood (physical availability)



The Seafood from Norway brand





The environment you grow up in matters.

The people that raise you matter. 

The history, values and stories that are told. 

The skills and knowledge passed on from one generation to the next. 

You build upon what you learn. 

And that´s how you create a future. 

Origin matters.



Nature
matters.

People
matter.

Sustainability
matters.

The pillars of our storytelling



Food is our core



COMFORT (7%)
Makes me able to relax (13%)
Helps me create my own atmosphere of calm 
and comfort (14%)

CARING TRADITION (15%)
Helps me maintain good food traditions (35%)
Helps me care for my family (20%)

MODERN KNOWLEDGE (9%)
Allows me to show myself as an expert in fish & 

seafood (22%)
Shows that I follow contemporary food trends

(13%)

DISCOVERY (18%)
Gives an exciting taste experience (35%)

When I want to explore new flavors (32%)

INDULGE (19%)

Gives me a sense of enjoyment (34%)
Gives me intense taste experience (37%)

The drivers for eating bacalhau (Brazil)

IMPRESS (10%)
Impress my guests with luxurious fish & seafood 

(19%)
Makes med appear sophisticated (20%)

STRUCTURE (11%)
Helps me create structure in everyday life (11%)
Helps me maintain a healthy diet/eating habits (29%)

SOCIALIZING (11%)
Everybody gets something they enjoy (11%)
Creates a good atmosphere during the meal (29%)

(xx%) = relative size of dimension

Emotional 
motivation 

for choosing 
COD



Building the bridge

Things matter!

When we are creating campaign assets, we try to 
connect the points of differentiation that matters for 
the specific specie in the market, with the specific 
driver that matters for the target audience in the 
market. 



Finding the balance

In markets with a weak position for 
Norwegian seafood
• Growth through increasing the 

preference for Norwegian
Ø Origin more important

In markets with a strong position for 
Norwegian seafood
• Growth through category building 
Ø Origin less important

SFN-logo
Norwegian

Origin Matters

PILLARS
(People, Nature, Sustainability) 

Benefits

Functional 
benefits

Emotional 
benefits
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Brand Assets







Social Media Ads – communicating origin and inspiration



Display ads, origin vs inspirational theme



POS

Stickers

Hanging tags

Ice signs

Header freezer

Roll ups 



The 
picture 
can’t be 
displaye
d.









BACALHAU DA NORUEGA
TRADITION MATTERS



https://www.youtube.com/watch?v=CuKX9MKxTNw



B2B Brazil



Point of sales/booklet
Brazil



Point of sales Portugal



Digital ads Portugal

Digital



Print ads Jamaica



Coming soon! New marketing concept for cured products

Nature and sustainability

People

Product

Food, inspiration, enjoyment

Meals, traditions and care for family



Obrigada!

Kari-Anne Johansen

Marketing manager, cured

kaj@seafood.no
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