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Retailers activated

+

2025 SALMON

1084 stores 

2025 STOCKFISH and 
BACCALÀ 

606 stores



HORECA
From 0 to 300 restaurants in 1.5 years 





5.4 Million EUR
Ad Value

(similar to 2024)

Great interest in Norwegian Seafood
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SoMe 2025 vs 2024 – More engaging content

• Engagement (interactions):

248 951 (+58%)

• Traffic: 

374 307 (+206%)

• Followers: 

90 333 (+1733) 10 625 (+1184)



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

• 70% 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 )

TVC & SOME SOME CAROUSEL

SEAFOOD FROM NORWAY LOGO

POS / FRIDGE BANNER & TOTEM PRINT/ BROCHURE & HOLDER



The importance of storytelling

– and Country of Origin



What do Italians 
think about 
Norway? 

22% 
Seafood/food

79% 
Nature/scenery

79% 
Nature/scenery

Fishing (2%)

Cold (26%)

Less/No Pollution (1%)

Nature (7%)

Beautiful Scenery (9%)

Snow (6%)

Viking (2%)

City/State Mentioned (6%)

Skiing (1%)

Friendly (2%)

Clean (1%)

High Level Education (1%)

Good Country (5%)

Aurora (4%)

Fjords (25%)

Want To Go There (1%)

Good Welfare (1%)

Eco Friendly (1%)

Salmon (14%)

Monarchy (1%)

Tourism (1%)

Good Food (2%)

Wealthy (3%)

Norway

Reindeer (2%)

Midnight Sun (2%)

Other Seafood Mentioned (6%)

Surround By Sea (1%)

Northern Country (6%)

Expensive / High Cost Of Living (2%)

Advanced/Technology (1%)

Mountain (1%)

Glacier (1%)

Peaceful (2%)

Data source: IPSOS



35%

43%

48%
51% 52%

45%

39%
37% 35%

34%

21%
18%

15% 15% 15%

0%

10%

20%

30%

40%

50%

60%

2021 2022 2023 2024 2025

Yes, I have seen it No, I have not seen it Don't know

Awareness of logo

Data source: IPSOS



Norway is the preferred origin across all species

Salmon
All Italy

Stockfish 
Measured in stockfish regions

Baccalà
All Italy

Norway 
(1st )

Scotland 
(2nd)

Norway 
(1st )

Italy 
(2nd)

Norway 
(1st )  

Italy 
(2nd)

Unaided 
Awareness

76 % 25 % 66 % 13 % 43 % 22 %

Preference 68 % 33 % 60 % 22 % 44 % 29 %

Data source: IPSOS



2026 
game plan 

13



2026 → Change  of  media strategy

• Fish: Share of bite is only 8%

• How to change and promote eating habits 

in an overcrowded scenario? 

• Shifting eating habits requires “ongoing efforts” 

rather than single, big, bursts!

• We need to be more relevant throughout the year

Cereals ; 25%

Fruits & 
Vegetables ; 20%

Meat & Cured 
meats; 15%

Dairy Products ; 
12%

Fish ; 8%

Sweets & Snacks ; 
8%

Legumes , 
5%

Oils & Seasonings , 
4%

Beverages ; 3%

Source: Omni elaboration on ISTATand Euromonitor data



 Main goal: Increase consumption 

to 161,500 tonnes in 2030

 Increase proportion of consumers 

eating salmon weekly 

 Keep awareness and preference 

at high levels

Main objectives

SALMON

 Main Goal: Increase perceived value and willingness to pay

 Emphasize convenience to align with modern habits

 Reinforce the unique value propositions of the products

 More inspiration

STOCKFISH AND BACCALÀ



Media Plan 2026

Video and Digital Out -of-Home 

AWARENESS CONSIDERATION PURCHASE

Branded Content, Social, 
Search Engine Advertising

Retail media and Digital Out -of-Home



Some Examples

WORLD CUP  HYPE PEAK SEASON XMAS HOLIDAYS

PLATFORMS

TIMING:
TIMING:

OCT NOV DECTIMING:

PLATFORMS

JUNE JULY

Content Spring
versatility

Summer
light & fast

Back to
routine

Christmas
table

Summer & health Back to basics

PLATFORMS



Seafood from Norway 
in Italy's most famous 
kitchen 
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2026

Salmon

March April October November December

Sticker + WEB

Competition, 

WEB + POS

All 2026: SFN video In -Store

May June

SFN materials display +

in-store promoters

POS + in -store 

promoters

SFN materials display +

In-store promoters SFN materials display 

+ in-store promoters

Competition + WEB

SFN materials display + 

in-store promoters

SFN materials display + 

in-store promoters

Competition + WEB

Retail activities 
(TBD) 



2026 

Stockfish and baccalà

January February October November December

SFN materials display + 

in-store promoters

March April

SFN materials display + 

in-store promoters

Retail activities 
(TBD) 

SFN materials display + 

in-store promoters

Competition:

POSM + WEB

SFN materials display + 

in-store promoters

SFN Materials Display

SFN materials display + 

in-store promoters

SFN materials display + 

in-store promoters



HoReCa 
Continued cooperations



2026 – Pilot campaigns  for 2 new  products



86%
Care about where the 
seafood comes from 

83%
Believe that origin is an 
important indicator of quality

85%
Expect the origin to be clearly stated
on the product

68%
Are willing to pay more for products 
with clear origin labelling

Consumers care about origin – in Italy, they care even more
Utilize the SFN -trademark on your products



Contatti:

Tom -Jørgen Gangsø 
Director Italy 
tg@seafood.no
+47 900 11 708 / +39 347 389 7230

Jennifer Mazzilli
Market Advisor Italy
jfm@seafood.no
+39 348 894 0232

Grazie!

mailto:tg@seafood.no
mailto:jfm@seafood.no
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