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STOCCAFISSO E ' Dal 9/10 al 22/10/25
BACCALA NORVEG ESI zm acqu.ista STOCCAFISSO [} BACCA-LA NORVEGESI
DIREZIONE GUSTO s

e vai sul sito \\/w.pescenor\r'egesc.|t/promobennct

IN PALIO OGNI GIORNO
2 CARTE REGALO DA €100

ESTRAZIONE FINALE e
IVIAGGIOAOSLO BE - con Salmone Norvegese
PER 2 PERSONE  visit=Norway i S -

CCONSERVA LO SCONTRINO, TI VERRA RICHIE DI VIN

Pasta,
Salmonee...

Scopri tutte le
con il Salmone

Salmone

| Norvegese ? i Stoccafisso
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Great interest in Norwegian Seafood
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982

280

2022

2023

Total articles per year

199

2024

1396

2025

5.4 Million EUR

Ad Value
(similar to 2024)

la Repubblica
ILGUS

Daniel Canzian
ambasciatore dello
stocco norvegese,
" «

anche se in Veneto lo
chiamiamo baccala”

Norwegian Seafood Council

askenews

Materie prime del Mare del Nord nella
Masterclass di MasterChef Italia

Seafood from Norway porta nelle sfide salmone, stoccafissoe
baccala

italiasquisita

il network dellshia cucina itsiana =B nel monda

§—
=

Il salmone norvegese protagonista del poké

1l piatto tipico della cucina hawaiana, & arrivato in Italia solo pochi anni fa, ma in
breve tempo ha conquistato tutti.



SoMe 2025 vs 2024 - More engaging content

Ma come si diventa Ambasciatore dello Stoccafisso Norvegese per I'Ttalia? @« Ecco la storia che lega il
° ° nostro @daniel_canzian a questo prodotto unico e di com’e passato dall'essere una tradizione di famiglia a
E n g q g e m e nt I nte ra Ctl 0 n S o essere uno dei protagonisti di alcuni dei suoi signature dish piti famosi! |
°

#SeafoodFromNorway #Stoccafisso #StoccafissoNorvegese #Norvegia #DanielCanzian

248 951 (+58%)

Traffic: ] (@)

374 307 (+206%)

E voi sapevate che i vichinghi sono stati fra i primi a portare lo stoccafisso norvegese in Italia? Oggi vi
portiamo a bordo della Saga Farmann insieme agli @original_vikings_of_norway per scoprire di pilu sulla
storia e la tradizione di questo prodotto incredibile che ci unisce da secoli! & &

Followers:

Ei90333(+1733) (@10 625 (+1184)
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Salmon Campaign 2025

Increased Norwegian salmon as a first choice
from 59 to 63%

Strongest impact among younger salmon buyers (20-34),
but performed well among 35-65

/0% of campaign-recognizers would have Norwegian Salmon
as a first choice compared to 61% of non-recognizers

Assets with Haaland increases awareness, stop-effect
and improves link to Norway

Learning and improvement points:

More overlap between assets

Incorporate Haaland even more in campaign assets
Prioritize digital channels, e.g. YouTube

Include salmon in even more Italian recipes

Strongest impact where we had a good presence
in point of sale (e.g. North-West of Italy)
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The importance of storytelling

Danig| c:

- and Country of Origin
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9% e .

What do Italians Nature/scenery, - ‘CO.d(zs% 22%

think about
Norway?
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Awareness of logo

60%
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18%

2022

—e—Yes, | have seen it

51% 52%
48% o —0
35%
¢ —e 34%
15% 15% 15%
2023 2024 2025
—e—No, | have not seen it Don't know
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Norway is the preferred origin across all species

Salmon Stockfish Baccala
All Italy Measured in stockfish regions All Italy
Norway Scotland Norway Italy Norway Italy
(1st) (2nd) (1st) (2nd) (1st) (2nd)
ndidec 76 % 25 % 66 % 13% 43% 22 %
wareness
Preference 68 % 33% 60 % 22 % 44 % 29 %
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2026 - Change of media strategy

Beverages; 3%
Qils & Seasonings,

Fish: Share of bite is only 8%

How to change and promote eating habits

Cereals: 25%
in an overcrowded scenario?

Shifting eating habits requires “ongoing efforts”
rather than single, big, bursts!

We need to be more relevant throughout the year Dairy Products;
12%

Fruits &
Vegetables; 20%

Meat & Cured
meats; 15%

NORWEGIAN SEAFOOD COUNCIL

Source: Omni elaboration on ISTATand Euromonitor data



Main objectives

SALMON STOCKFISH AND BACCALA

¢ Main goal: Increase consumption
to 161,500 tonnes in 2030

¢ Increase proportion of consumers

Main Goal: Increase perceived value and willingness to pay
Emphasize convenience to align with modern habits

Reinforce the unique value propositions of the products

® & oo o

eating salmon weekly More inspiration

¢+ Keep awareness and preference
at high levels



Media Plan 2026

AWARENESS CONSIDERATION PURCHASE

Video and Digital Out-of-Home Branded Content, Social, Retail media and Digital Out-of-Home
Search Engine Advertising
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Some Examples
@WORLD CUP HYPE

Y PEAK SEASON

¥ XMAS HOLIDAYS

TIMING: JUNE [ JuLY FIMING: DEC
: TIMING:
PLATFORMS Sky o= NETF”X You(m PLATFORMS Sky e "Em'x oD PLATFORMS S|¢y ?B';"e\rﬂr oxrmmus YUl @
Content Sprerg.; .Summer Baclf to Christmas
versatility light & fast routine table
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Seafood from Norway
in [taly's most famous
kitchen
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Retail activities 2026
(TBD) Salmon

. 2

SFN materials display +
in-store promoters
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Competition + WEB

fomila

SFN materials display ¥

In-store promoters SFN materials display

+ in-store promoters

( 9 Competition,
Giref%r Carrefour WEB + POS

POS + in-store

SFN materials display +
in-store promoters

SFN materials display +
in-store promoters

spazio

*CONAD

promoters

All 2026: SFN video In-Store
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Retail activities 2026
(TBD) Stockfish and baccala

( 9 G a rrefour

Carrefour

Competition:

SFN materials display +
POSM + WEB

in-store promoters

SFN materials display +

in-store promoters

iner. spezio
ﬁ%sano

: : SFN materials display +
SFN Materials Display in-store promoters

spazio

----

SFN materials display +

in-store promoters

SFN materials display + SFN materials display +
in-store promoters in-store promoters
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2026 - Pilot campaigns for 2 new products

| choose cod
from Norway . ammm scarc3p
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Pure taste from the
cold clear fjords of Norway
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Consumers care about origin - in Italy, they care even more
Utilize the SFN-trademark on your products

ESSELUNGA o)
NORITA SALMONE NORVEGESE 86/0
AFFUMICATO

S—— Care about where the
seafood comes from

83%
oo - Believe that origin is an
. important indicator of quality

85%
BACCALA NORVEGESE

MARCA SCD0 GENOVA . : e -+ Expect the origin to be clearly stated
= : — on the product

STOCCO
FACILE

68%

Are willing to pay more for products
with clear origin labelling
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Contatti:

Graziel

Tom-Jgrgen Gangsg
Director ltaly

+47 900 11708 / +39 347 389 7230

Jennifer Mazzilli
Market Advisor ltaly

+39 348 894 0232
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