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Webinar Klippfisk 
- - Portugal i dag
- - Eksport tall 
- - Hjemme konsum(Kantar)
- - Retail & Cash & Carry(Nielsen)
- - Kontali Vareflytanalyse (2017)
- - Klippfisk studie – Hvorfor spiser portugiserne mindre/mer klippfisk?
- - Markedsplan Klippfisk 2019 - 2021
- - Sjømatrådet Portugal – aktiviteter 2018.

- - Julekampanje klippfisk 2018 :

- - TV -spots
- - Pos –aktiviteter  Retail 
- - Jule program (master chef)fra Ålesund og Portugal. 



Portugal

- 10,3  millioner innbyggere

- Positiv økonomisk utvikling   i 2018 ;

- BNP-vekst på 2,7%

- Privatkonsum økte med 2,3% 

- Arbeidsledighet under 9% og fallende

- Inflasjon 1,6%

- Koalisjonsregjering med Sosialist partiet i spissen

- Støttet av kommunistpartiet og «venstreblokken»

- Antonio Costa er statsminister



Portugal - Sjømat 
- Største fiske elskende befolkning i Europa, 57kg 

per capita

- Et av Norges viktigste marked for torsk

- Dog Nedgang på 5%  i sjømat konsum i 2017

- Torsk og laks stod for 40% av sjømatkonsumet

- Norsk markedsandel 70% for torsk, 90% på laks

- Nedgang i konsum av klippfisk siste 5 år

- 80% av salget foregår i supermarkeder

- Norsk sjømat har  svært godt omdømme og unik  posisjon

- Færre yngre spiser klippfisk

- Viktig utfordring  for klippfisknæringen er å sikre at yngre 

husholdninger handler mer klippfisk. Klippfiskspiserne i Portugal 

blir stadig eldre, og erstattes ikke av den oppvoksende 

generasjon som tidligere.
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Eksport av torsk til Portugal fortsetter å falle, så langt i år ned fra 35 752 tn til 

33 674 tn (-2078 tn) .

Siden toppåret 2014 har eksporten av torsk blitt redusert med 14.000 

tonn(2017) og denne utviklingen ser ut til å fortsette også i 2018.
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Saltfisk øker , tradisjonell klippfisk går ned( september 2018)

2018

Saltfisk    16 598 tn + 1 065 tn +  6,86%

Klippfisk  14 493 tn - 1 218  tn - 7,75%

Sammen «kun» en reduksjon på 153 tn(-0,49)

Negang i mengde først og fremst  Fersk Torsk  ;

Fryst  hel      1 843 tn - 206 tn

Fersk                695 tn - 1 695 tn

Eksport av torsk til Portugal fortsetter å falle, så langt i år ned fra 35 752 tn til 

33 674 tn (-2078 tn)
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Saltfisk øker , tradisjonell klippfisk går ned( september 2018)

2018 Verdi 1.000 NOK

Saltfisk      855 456        +   137 090       +   19,08 %

Klippfisk   1 044 460       + 42 178        +     4,21 %

Sammen  har saltfisk og klippfisk  hatt en  verdi økning  på  179 268 (+9,4%)

Nedgang i verdi, først og fremst  på  Fersk Torsk  ;

Fryst  hel       54 168         - 5 858   9,76%) 

Fersk             21 954       - 45 426 (67,42%)

Verdien av torskeeksporten var på 1 986 896 , opp 134 817 (- 7,28%).



Spiser Portugiserne mindre 

klippfisk hjemme enn tidligere?
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SHOPPERS LOST IS BACK TO COD MARKET

Total Cod Fish | KPI’s (Market Indicators) | Ytd P10 2018 vs  Ytd P10 2017

-1.1pts

AS WELL  A  RISE OF  A  LOWER  PURCHASE  INTENSITY
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2016

2018

3.6 mil husholdninger
Kjøpte MINST en gang klippfisk I løpet av 2016

3.3 mil husholdninger
Kjøpte MINST en gang klippfisk I løpet av 2018

Hjemmekonsum faller……..



18,75€
Verdi pr kjøp

88.2%
Penetrasjon

6.1dias
Hyppighet

2,40kgs
Volum pr kjøp

2016

2018 81.7%
Penetrasjon

5.2dias
Hyppighet

14,07€
Verdi pr kjøp

1,70kgs
Volum pr kjøp



84,6

11,4

82,3

13,4

Cod Nat. Salt/Dried

Cod Frozen Salt/Dried

Ytd P10 2017

Ytd P10 2018

FROZEN TAKE THE ADVANTAGE OF DRIED COD DECLINE

Total Cod Fish | KPI’S Contribution to Segments evolution (%) and Volume Share | Ytd P10 2018  vs  Ytd P10 2017

Total Cod

Penetration % Frequency Volume per Trip Average Price (€/kg) Population

Volume Share (%)

KPI’s Contribution for Growth

Volume Evol. (%)

-11.6%

-13.9%

+3.5%



Total Cod Fish |  Segments KPI’S  | Ytd P10 2018  vs  Ytd P10 2017

Volume Evol. (%)

-11.6%

-13.9%

+3.5%

82,8

66,9

36,0

81,7

64,6

36,6

Total Cod

Cod Nat.Salt/Dried

Cod Frozen Salt/Dried

Ytd P10 2017

Ytd P10 2018

5,3

3,9

2,7

5,2

3,8

2,6

15,17

21,65

8,49

14,07

19,61

8,89

1,881

2,688

0,975

1,739

2,437

1,020

Penetration % Frequency Spend per Trip € Volume per Trip Kgs

-2.3pts

+0.6pts

NOT ALL DRIED COD SHOPPERS MOVED TO FROZEN

-1.1pts



Total Cod Fish |  Segments duplication  | Ytd P10 2018  vs  Ytd P10 2017

BUT WE HAVE A RISE OF EXCLUSIVES FROZEN COD SHOPPERS

64.6%
BUYERS

36.6%
BUYERS81.7%

Household’s buyers in 

Ytd P10 2018

Buyers Duplicators

19.4%

Dried Exclusives

45.1%

Frozen Exclusives

17.1%

FrozenDried

-1.1pts
-2.3pts +0.6pts

-0.7pts +1.3pts-1.6pts

WHEN DRIED AND DUPLICATOR GROUPS ARE REDUCING 



AND RECOVER IT WILL BE TOUGH FOR DRIED COD

Dried cod fish  |  Volume and Penetration Evolution  |  Mat P10 2011 to Mat P10 2018

Volume 000s Kgs Penetration %



NEVERTHELESS FROZEN IS SHOWING A DROP TREND SINCE Q1’18

Frozen cod  |  Volume and Penetration Evolution  |  Mat P10 2011 to Mat P10 2018

Volume 000s Kgs Penetration %



Dried cod fish | Measure Tree | Main market indicators | Ytd P10  2018 vs  Ytd P10  2017

-1.1pts

BESIDE LESS SHOPPERS, DRIED COD LOST VOLUME PER BASKET



Frozen cod fish | Measure Tree | Main market indicators | Ytd P10  2018 vs  Ytd P10  2017

+0.6pts

BIGGER BASKETS SOURCE OF FROZEN COD GROWTH



36,7

53,8

37,3

25,6

8,9
6,8

7,8 5,6
4,8 4,8

2,2 1,9
2,5 1,4

Ytd P10'17 Ytd P10'18

Pacific

Portugal

Iceland

Atlantic

Others Source

Unknown Source

Norway

MORE SHOPPERS ENOUGH TO NORWAY IMPROVEMENT

Dried cod fish  |  Cod Source Volume Share and Evolution  |  Ytd P10 2018 vs Ytd P10 2017

Volume Share (%)

-40.9%

Vol. Evol. (%) vs Ytd’17-13.9%
DriedCod

-22.5%

+26.3%

-51.0%

-37.9%

-13.4%

-33.6%

BUT SHORT TO EXPAND COD MARKET



Oppsumering av hjemmekonsum(10/2018):
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Tørket og saltet; 

- Hjemmekonsum ned 13,9%

- Jevn nedgang i konsum siste 4 år

- Kjøper mindre kvantum og bruker mindre penger

- Gjennomsnittspris: 8,05€(- 0,1%)

Fryst, utvannet;

- Hjemmekonsum opp  3,5%

- Fryst, utvannet også stoppet opp, ned f.om 2018

- Bruker mer penger og kjøper større kvantum

- -Gjennomsnittspris  8,71€(+0,1%)



This artwork was created using Nielsen data.

Copyright © 2018 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Codfish Market
Evolution in C&C and Food Retail market

Lisboa – 25 September  2018



This artwork was created using Nielsen data.

Copyright © 2018 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

What is the performance of Codfish in Modern 
Distribution?

Lisboa – 25 September  2018



Total Dry+Frozen Codfish

In 2018, both value and volume sales decreased, maintaining 

last year’s trend

MAT 

Aug. 

2016

Value Sales (M €) Volume Sales (M Kg)

MAT 

Aug. 

2017

MAT 

Aug. 

2018

% Value Change 

Vs. Year Ago

% Volume Change 

Vs. Year Ago

Source : Nielsen | Markettrack W34 2018

Total Food Stores

 293 659   43 013   

42 532    291 729   

39 481    290 951   

-1%

-7%0%

-7%



Total Food Stores

Dry

Codfish

Frozen

Codfish

Dry Codfish is the reason why the market is falling

MAT Aug. 

2017

Value Sales (M €) Volume Sales (M Kg)

%Value Change

vs Year Ago

%Volume Change

vs Year Ago

Source : Nielsen | Markettrack W34 2018

MAT Aug. 

2018

MAT Aug. 

2017

MAT Aug. 

2018

Meanwhile Frozen Codfish has increased its value sales

  235 349   

  229 334   

    56 380   

    61 617   

 35 890   

 32 856   

6 643  

6 624  9%

-3%

0%

-8%
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Comparing with August 17 average price / kg total Codfish 

increased 7,4%

Source : Nielsen | Markettrack

Aug

18

Aug

17Aug

16

Total Food Stores – Price €/Kg

7,03 €
7,04 €

0,1%

7,56 €

7,4%



This artwork was created using Nielsen data.

Copyright © 2018 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

What is the performance of Codfish on the C&C 
market?

Lisboa – 25 September  2018



47%

Total Dry + Frozen Codfish

In 2018, total Codfish Market continues to increase both in value and volume sales

MAT 

Aug. 

2016

Value Sales (000€) Volume Sales (000Kg)

MAT 

Aug. 

2017

MAT 

Aug. 

2018

% Value Change 

Vs. Year Ago

% Volume Change 

Vs. Year Ago

Total C&C

Source : Nielsen | C&C panel

3 589    

3 889    

    5 595     43 877   

 26 121   

 29 944   15% 8%

44%



Dry

Codfish

Frozen

Codfish

Both Frozen and Dry Codfish had a great performance

MAT Aug. 

2017

5.920

Value Sales (000€) Volume Sales (000Kg)

793

%Value Change

vs Year Ago

%Volume Change

vs Year Ago

21.27

6

MAT Aug. 

2018

MAT Aug. 

2017

MAT Aug. 

2018

Total 
C&C

Dry increased 50% its value sales

Source : Nielsen | C&C panel

   6 314   

    7 614   

 23 630   

  36 263   

21%

53%

821       

938       14%

    3 068   

    4 657   52%



3,00

4,00

5,00

6,00

7,00

8,00

9,00

Set15 Nov15 Jan16 Abr16 Jun16 Ago16 Out16 Dez16 Fev17 Abr17 Jun17 Ago17 Out17 Dez17 Fev18 Abr18 Jun18 Ago18

C&C  MARKET
Set15 Out15

Nov15 Dez15

Jan16 Mar16

Abr16 Mai16

Jun16 Jul16

Ago16 Set16

Out16 Nov16

Dez16 Jan17

Fev17 Mar17

Abr17 Mai17

Jun17 Jul17

Ago17 Set17

Out17 Nov17

Dez17 Jan18

Fev18 Mar18

Abr18 Mai18

Jun18 Jul18

Ago18

Price has increased in July and August, still falling behind the 

value in the period homologous

Aug

18
Aug

17
Aug

16

Total C&C – Price €/Kg

Source : Nielsen | C&C panel

7,41 €
8,07 €
9,0%

7,99 €
-1,0%
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This artwork was created using Nielsen data.

Copyright © 2018 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Do C&C Vs. Food stores have 

the same trend in Codfish 

Market?



Codfish market (dry+ frozen) -Volume Sales MAT - September 2018 

C&Carry very positive in Dry Codfish (decrease prices) and Modern 

Distribution decrease volume sales as Dry Codfish price increases

Food  Stores 

(Hypers + Supers + Groceries Stores)  Cash&Carry

Volume 

Sales 
Volume 

Change %

Ton 

Volume 

Sales 

Ton

Volume 

Change %

Source : Nielsen | C&C panel and MakretTrack Source : Nielsen | RMS panel

M€ M €

    5 595   

  43 877   
47%

44%
   39 481   

 290 951   

-7%

0%



Vareflyt torsk

Estimert konsum i 2017: 

148 100 tonn 

67% norsk opprinnelse 
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Total vareflyt av torsk til Portugal(2017)

Total tilførsel

195 400 tonn

58% norsk fiskAnnen import

73 100 tonn

Egen fangst

9 500 tonn

Norsk fisk via HUB

6 300 tonn

Direkte norsk
eksport

106 500 tonn

Eksport fra Portugal 

47 300 tonn

29% norsk fisk

Totalt konsum

148 100 tonn

67% norsk fisk
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Konsum av torsk i Portugal 

• Totalt ble det konsumert

99 000 tonn norsk torsk i 

Portugal i 2017.

• Norsk andel av konsumert 

er estimert å være 67%.

Konsum 
Torsk

148 100 
tonn

Annen 
opprinnelse 

8 800 tonn
6%

Russisk 
opprinnelse 

21 100 tonn 
14%

Norsk 
opprinnelse 

99 000 tonn 
67%

Islandsk 
opprinnelse 

17 700 tonn 
12%

Amerikansk 
opprinnelse 

1 500 tonn 1%

35



De om lag 99 000 tonn med 

norsk torsk som ble 

konsumert i Portugal i 2017 

utgjorde en estimert verdi 

på 2,2 Mrd NOK, regnet i 

«eksportverdi ekvivalenter».

Dette tilsvarte 24% av 

totalverdien til norsk 

torskeeksport (2017).

36

Verdi på norsk torsk i Portugal 

Direkte eksport 

2,4 Mrd NOK

Konsumert i 

Portugal 2,2 

Mrd NOK

Tilførsel fra hub 

0,14 Mrd NOK

Re-eksport 

0,28 Mrd NOK

0,00

0,50

1,00

1,50

2,00

2,50

3,00

Tilgjengelig norsk torsk Portugal Anvendelse av tilgjengelig norsk

torsk

M
rd

 N
O

K



Tilførsel av norsk torsk til Portugal 

Totalt ble markedet tilført 

112 800 tonn norsk torsk, 

enten som direkte eksport 

(94%) eller via hub

markedene Kina, Tyskland, 

Danmark, Spania og

Nederland & Sverige. 

Totalt ble 47 300 tonn 

torsk (re-)eksportert fra 

Portugal. Det er estimert 

at 29% av denne 

(re-)eksporten var torsk av 

norsk opprinnelse

Total 
norsk 

tilførsel 

112 800 tonn

Direkte 
eksport    

106 500 tonn

Via Hub
marked   
6 300 tonn

(Re-) eksport

13 800 tonn

Total norsk 
konsum 

99 000 tonn
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Codfish Survey  2018  
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Background

The number of households in 

Portugal that purchase 

Bacalhau for their daily 

consumption is reducing. 

There seems to be a negative 

trend among consumer groups 

under 50 year olds. 

The fear is what this will bring 

in terms of challenges for the 

Bacalhau industry in Norway in 

the future if this trend 

continues. 

Bacalhau Survey Portugal 2018



Background : Consumers of bacalhau by Age groups

0

10

20

30

40

50

60

70

80

90

100

-34 35-49 50-64 65+

Percentage share of households in age groups that buys Bacalhau

2012 2013 2014 2015 2016 2017 2018

01/11/201840

Source: Europanel/NSC



Development in Bacalhau consumption

41

28%

56%

14%

2%

23%

66%

11%

0%

25%

61%

12%

1%

I eat less than I used to I eat just as much as I

used to

I eat more than I used

to

I do not know

18-40 year olds

41-65 year olds

Total

While most of the Portuguese say they eat as 

much Bacalhau as they used to, a significant share 

say they now eat less. The fact that more say they 

eat less than more indicates that the consumers 

are aware their consumption has gone down. 

Notably, it is particularly the younger groups that 

say they eat less Bacalhau than before. This is 

according to figures from Europanel/NSC .



Frequency of Bacalhau in Portugal

42

1% 2%
5%

19%

33%

20%

12%

3% 2% 2% 2% 1%

Several times a

day

5-7 times a

week

3-4 times a

week

Twice a week Around once a

week

2-3 times a

month

Around once a

month

Around every

second month

Around every

three months

2-3 times a

year

More seldom Never

60% eat Bacalhau at least

once a week

60% of the Bacalhau eating population eat Bacalhau at least once week. 



How do you usually buy Bacalhau?

43

17%

49%

23%

8%

1% 1%
5%

58%

25%

10%

1% 1%

Grated Whole (and whole pre-cut in

store)

Soaked (fresh/frozen) Pre-cut and packed Other Don’t know/no opinion

A higher share of Younger Portuguese consumers are buying grated Bacalhau, while the elder are significantly more positive toward whole 

Bacalhau

18-40 year olds

41-65 year olds



Summary

1 of 4 of the consumers says they eat less Bacalhau than previously. Notably, it is more the younger, 

rather than older consumers, that say they eat less than they used to. 

In general, younger consumers eat less Bacalhau than the older consumers do. The same trend is seen 

for seafood in general. 

Younger consumers eat somewhat less at home and on weekdays, but the differences are not large

While whole Bacalhau is the type of Bacalhau both the younger and older usually are buying, younger 

consumers say they buy more grated Bacalhau than their older counterparts. 
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Countries of origin for Bacalhau



CoO(Country of Origin) awareness, usage and preference

46

95%

60%

27%

8%

97%

69%

26%

9%

Norway Iceland Portugal Other

country

Produces Bacalhau

87%

27%
34%

22%

9%

85%

39%
34% 35%

9%

Norway Iceland Portugal Other

country

Don’t 

know

Where your Bacalhau originates

73%

6% 8%
0%

14%

76%

10%
5%

0%
9%

Norway Iceland Portugal Other

country

Don’t 

know

Preferred CoO for Bacalhau

There are no significant difference between younger and older Bacalhau consumers in their knowledge, preference and usage of Bacalhau da 

Noruega. But older consumers have more knowledge, preference and usage of Islandic Bacalhau. 

18-40 year olds

41-65 year olds



Quality of Bacalhau from different countries of origin
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Very good: 32%

Good: 51% Very good: 52%

Good: 38%

Very good: 32%

Good: 51%

Norwegian Bacalhau is also the origin that the Portuguese perceive to have the highest quality. Iceland and Portugal are seen as having equally 

good quality. 



Portuguese consumers care where their Bacalhau comes from. Even a high share of younger 

consumers say they care. It is significantly more older consumers than younger who says they care. 

Norway has a unique position as a country of origin in Portugal, with high share of knowledge, 

preference and usage. There is no age difference here. 

Bacalhau produced in Norway is perceived to have higher quality than Bacalhau produced in Iceland 

and Portugal. 

There is a potential to increase the knowledge of Norway as a producer of Bacalhau. 

Summary
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Why the Portuguese buy Bacalhau

49

The most important reasons for buying Bacalhau are good taste, the family liking it, tradition, health benefits and that it is simple to prepare. 

The Portuguese are saying they are choosing seafood mainly because of the health 
advantages and that they like the taste of seafood. This is also the case for salmon 
(SCI 2018)

When answering reasons for choosing Bacalhau, taste is still the most important 
reason, but that the family likes it is more important for Bacalhau than for seafood in 
general, and the health argument is less prevailing. 

Bacalhau seem to have a distinctive position in Portugal, as something many like, but 
also because it is a tradition and something the whole family can share. 

01/11/2018



Why the Portuguese buy Bacalhau: Age differences

50

50%
46%

49%

40%

31%
28%

25% 23%

19% 19%

13%

62%

55%

39%

44%
46%

31%
28% 28%

31%

21%
17%

Tastes good The family likes it Important tradition Health benefits Easy to prepare Value for money Inspiring to prepare Safe to eat Quick to prepare A lean alternative Produced/caught in

an environmentally

friendly way

18-40 Year Olds 41-65 Year Olds

There are many notable differences between the age groups

• 18-40 year olds think Bacalhau is tasty, tradition and a something everybody likes. Easy and quick to prepare is emphasized less. 

▪ 41-65 year olds focus more on taste than the younger groups do. They also, to a larger degree, think that Bacalhau is something the family likes, and think it is safer. 



What the Portuguese look for when buying Bacalhau

51

59%

36% 35%

31%

25%

15% 14% 13%
11% 10%

3%
1%

Value for money Quality level Thickness Colour Country of origin Discount Dryness Size Structure/

consistency

The product is

presoaked

The product is

packed/wrapped

The product is

not presoaked

Value for money is by far what most Portuguese people look for when buying Bacalhau. This is followed by quality, thickness, color and country of origin. 

25% claiming that they look for countries of origin indicate a clear potential advantage if the product has the country of origin on the product. 



What the Portuguese look for when buying Bacalhau: Age differences

52

66%

36% 34%

27%
23%

18%

9%
15%

7%
12%

4%
1%

53%

35% 36% 34%
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13%
19%
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15%

9%
3% 1%
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31%
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18-40 Year Olds 41-65 Year Olds Total

There are not many differences between the different age groups in terms of what they look for when buying Bacalhau, but the most notable are 

that Portuguese 41+ to a lesser degree look for value for money and to a larger degree look for product related attributes like dryness, color, 

structure/consistency. These are elements that often will demand knowledge and experience among the consumers. 
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56%

27%

17% 16%

8%
5% 4% 2% 2%

The value for

money of bacalhau

is worse than it

used to be

There are less

suitable occasions

than there were in

the past

Bacalhau takes

too long time to

prepare

It is not top of

mind when I am at

the store

There are similar

fish products that

taste better than

bacalhau

I do not know how

to prepare it

Do not know I do not like the

new products

available (ready

main meals)

I do not consider

bacalhau as

modern

Most who eat less claim it is because of decreased value for money and that the Bacalhau options are more limited than they used to be. 



17%

49%

23%

8%

1% 1%
5%

58%

25%

10%

1% 1%

11%

54%

24%

9%

1% 1%

Grated Whole (and whole pre-cut

in store)

Soaked (fresh/frozen) Pre-cut and packed Other Don’t know/no opinion

18-40 Year olds 41-65 Year olds Total

How do you usually buy Bacalhau?
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41%

30%
25%

19%

10% 8% 8%

1% 2%

72%

25%

8%
13%

5% 3% 1%
4%

1%

56%

27%

17% 16%

8% 5% 4% 2% 2%

The value for

money of

bacalhau is worse

than it used to be

There are less

suitable occasions

than there were in

the past

Bacalhau takes

too long time to

prepare

It is not top of

mind when I am at

the store

There are similar

fish products that

taste better than

bacalhau

I do not know how

to prepare it

Do not know I do not like the

new products

available (ready

main meals)

I do not consider

bacalhau as

modern

Value for money is the main argument for why they are eating less Bacalhau. This can follow the general increase in prices in the Portuguese 

market. Value for money is most important argument among the older group of consumers. Younger consumers think that it takes to long to 

prepare Bacalahu than older consumers.  



Summary

The consumers buy Bacalhau because of its taste, that the whole family likes it and it’s an important 

tradition to them. Younger consumers  emphasize more the traditional aspect than the elder ones, 

while more of the older consumers consider it to be quick and easy to prepare than the younger 

consumers. 

When buying Bacalhau, older consumers pay more attention to price and quality aspects of the 

Bacalhau than the younger consumers do. 

The younger consumers are eating less Bacalhau because they do not find occasions to serve 

Bacalhau, and because they think it takes to long time to prepare Bacalhau. 

Older consumers buy less because they think they don’t get the same value for money any more. 

Relative to the older consumers, younger consumers emphasize convenient products and knowledge of 

Bacalhau more, in order to increase their consumption. Older consumers emphasize more price and 

quality related issues than the younger consumers. 
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Grated, soaked and pre-cut are bought because they are perceived as quick and easy to prepare. Pre-

cut do also have the right size and grated is purchased because the consumers who buy it know how 

to prepare it.

Consumers who buy dried Bacalhau (whole, grated or pre-cut) consider soaked Bacalhau as too 

expensive, and a challenge since they are not soaking it themselves, and it does not inspire them. 

Consumers who usually are buying soaked Bacalhau emphasize preparation time, costs and habits 

as barriers for not buying a whole dried Bacalhau. 

The main difference in barriers for soaked Bacalhau between younger and older consumers are 

related to  having control over the soaking process. Older consumers do not think they will have 

control over the soaking process. 

Summary
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UTFORDRINGER

1. På tross av høy preferanse for «Bacalhau da Noruega»(70%) korrelerer dette ikke med tilsvarende markedsandel 

eller synlighet i butikk, hvor , med få unntak , SFN opphavmsmerke ikke er tagget på produktet. Det blitt derved 

opptil den enkelte kjede å vurdere om norsk opphav skal framheves eller ikke.

2. Unge konsumenter rekrutteres i mindre grad inn som konsumenter av klippfisk.

3. Sikre saltfisken interesser B2B gjennom stor trykk på identitet «Bacalhau da Noruega» og konsumdrivende POS 

mot tørkede produkter. 
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MÅLSETTINGER

1. Øke synligheten av opphavsmerke i Retail kjedene, så vel som stimulere produsentene til å bruke SFN logo

på sine produkter. Øke kjennskapen til «Seafood from Norway» til 30 %.

3. Øke preferansen for norsk klippfisk fra 70%  til 75 % gjennom målrettet innsats mot unge konsumenter. 
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STRATEGI

Strategien for klippfisk i Portugal;

For norsk klippfisk er det en opprettholdestrategi (konsum) hvor styrking av implementering av merket i Retail vil gi en 

høyere markedsandel for norskprodusert klippfisk. 

Merk: Et viktig kritisk suksessfaktor er at vi også fremover i perioden sikrer gode synergier og tett kontakt mot 

saltfisknæringen. Saltfisknæringen støtter satsingen vi har kjørt i Portugal, og har fått økt oppmerksomhet fra 

sjømatrådet, selv om strategien fremover har ett tydelig trykk på klippfisk. 



Aktiviteter i 2018
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6th Edition of seminar – 05. Februar 2018

160 Professionals from the sector

Seminar – The future of clipfish NB: Semniar 2019: 

7.Februar!



Television Communication



TV Campaign ;

Easter 2018:   12.March – 3. April

Christmas 2018.  19.November – 23. Dezember

Presence in leading 

audience channels

Leading Portuguse TV channel :TVI 

+ Most significant Cable TV

24 kitchen, AXN ,AXN Black,  AXN White ,

Fox, Fox Lifte, and TV Record, 
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TV Spot – Easter 2018



:

COMMUNICATION MATERIALS

Implement materials for generic campaign in shops

TRAINING SESSIONS

Train the staff on origin, quality, sustainability, categories and selling techniques

EXPORTERS ACTIVITIES

Support exporters on implementing communication materials developed in cooperation

Confirm products in shelf

MARKET REPORTS

Present reports regarding the trends in the point of sale (sales, prices, promotions, etc.)

POS activities, training sessions and market reports



COMMUNICATION MATERIALS

Implement materials for generic campaign in shops



TRAINING SESSIONS

Train the staff on origin, quality, sustainability, categories 

and selling techniques
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EXPORTERS ACTIVITIES  

Support exporters on implementing communication 

materials developed in cooperation

Confirm products in shelf



Outdoors

Island decoration

Poster

Fleet decoration

EXPORTERS ACTIVITIES

Support exporters on implementing communication materials 

- Confirming products in shelf
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Generic Pos Activities

Implementing  and communicate generic codfish  

material, about importance of Norwegian origin, how to 

choose and prepare clipfish, and new recepies



MARKET REPORTS And NEWSLETTER

Present reports regarding the trends in the point of sale 

(sales, prices, promotions and more.



Consumers’ Choice 2018



Consumers’ Choice 2018

For the 6th year, Bacalhau da Noruega was 

considered the origin preferred by Portuguese 

consumers. 

The communication will take advantage of the 

award by including the logo in the communication 

and referring it in other Public Relations activities. 

Escolha do Consumidor award has a spontaneous

recall of 87,7% by consumers (study 2017)



Revolta do Bacalhau – 14th Edition

Revolta do Bacalhau is a competition for professional chefs developed in cooperation with Recheio to promote 

Norwegian Clipfish, present in their shops. 

The competition requires Chefs to present recipes with the main protein – “Bacalhau da Noruega.

For this 14th Edition the communication plan includes some special activities. 

LOGO & IMAGE

This year the event suffered a transformation with a new logo and a new image. 

The image created pretended to create an impact in the shops.



Revolta do Bacalhau – 14th Edition

COMPETITION 

.

The final event will happen in December in a location to be confirmed.

The contest has two strands for participation:

- Professional Chefs: individual name participation where an original, innovative and differentiating recipe is 

presented in a 1st application phase. On the final the selected Chefs have to prepare and present live the 

recipe to a jury. 

- Restaurants: applications from restaurants that believe they have an original cod dish. The jury then visits the 

restaurant to taste the cod dish and score. All restaurants are awarded as Gold, Silver or Bronze Diploma 

according to their classification.

PRIZE

Trip to Norway to know and learn more about the best source of Norwegian Salted Cod as well as any process 

that comes out and cures.
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Showcooking in Recheio 
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Best Chefs  of Portugal participates– 14th Edition 



Revolta do Bacalhau – 14th Edition

PRESS TRIP

In 2018 the winner of the competition in 2017, Gerson 

Oliveira l traveled to Norway to learn more of the origin of 

Cod. Fishing 

Fishing Cod, Visiting Norwegian producer /Brødrene Karlsen 

and Workshop with Norwegian Chef, among some of the 

activities  were; fishing Cod, visiting Norwegian producer 

/Brødrene Karlsen and Workshop with Norwegian Chef, 

Portuguese press   accompanied him ,and by this also  

promoted Norwegian Clipfish and its origin. 

Gerson Oliveira – Winner 2017.
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This year the trip went to Brødrene Karlsen, Husøy, Senja.

Revolta do Bacalhau – 14th Edition
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Portuguese press   accompanied him ,and by this also  

promoted Norwegian Clipfish and its origin. Revolta do Bacalhau – 14th Edition 



Chef of the year 2018

Chef Cozinheiro do Ano is the most acknowledge competition for professional 

Chefs in Portugal. 

We have been able to take advantage of the investment by establishing closer 

relations with the winning chefs.

This year we will be able to explore the intermediate phases, providing training 

sessions to the Chefs and a trip to Norway with the finalists to know the origin 

of the best clipfish. 



The Chef Of the year competition is

he biggest gastronomic event in 

Portugal, were “Bacalhau da Noruega” 

has been  proud Sponsor and a part   

since 2013.

(even if the competition is much older, 

since 1990).

More than 3.000  chefs have tried,….

Only 28 have made it to Chef of The year.

Chef of the year 2018



01.11.2018 Presentasjonstittel 86

Chef of the year 2018- Finalists in  Ålesund

6 finalist to «chef of the year» competited about best Clipfish dish in Ålesund, they also had

a Masterclass with Norwegian Chef, and visitied Fjordlaks and Jangaard to learn more about

how to produce a good bacalhau.
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Chef of the year 2018 – Accompanied with Portuguese journalists



In order to have more data regarding the  Retail and Horeca sector in 

Portugal regular reports developed by AC Nielsen will be implemented.

Back Data Report will help you get answers to the following questions:

What is the market evolution?

What is the performance of the several segments and brands?

What are evolution of  both  traditional dried and  soaked, frozen 

clipfish?

AC Nielsen – Complete Retail and Horeca Reptrots
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Julekampanje Klippfisk 2018
(19.November -23.Desember)

19. November begynner julekampanjen for klippfisk med ny 

og forbedret film som skal vises på TV  i beste sendetid.

POS materiale til Retail kjeder er lagt tett opp mot det som 

vises på TV for at forbrukerne skal gjenkjenne i butikk det de 

ser på TV.

Tilbud om POS materiale er sendt ut til samtlige Retail og C & 

C kjeder i Portugal, og vi forventer at er stor interesse for å 

delta  og fremme kjennskap og salg av norsk klippfisk.

Plakater
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Brosjyrer
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Content Marketing on TV

Masterchef - Celebrities

Master Chef Junior -Kids

Two special programs in December, the first 
one on the 15th (or 16th) and the second one 
on the 22nd (or 23rd).

The competitors/participants will be a mix of 
celebrities, children that have already 
successfully participated in previous shows 
and anonymous people.

In the first show we’ll have a challenge 
dedicated to codfish that will be recorded in 
studio, in Portugal. The second show will also 
have a challenge dedicated to codfish but this 
time recorded in Norway.

Weekends

Saturday

Prime

Time

1 Million and 149k

individuals

47,1% Audience

Share
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Takk for idag!

- Om noen ønsker mere info, kan dere ta kontakt med meg 

direkte (mail og telefon). Info finnes på seafood.no under 

medarbeidere. 

- Dette webinaret vil ligge ute på seafood.no under «live fra 

markedene» om noen skulle ønske å se det igjen.



Takk for idag!


