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KONSUM AV TORRFISK - EN
NEDADGAENDE TREND

Italias import av hel tgrrfisk 1990-2011

Kilde: Eurostat/Norges sjgmatrad
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FAKTORER

Gross domestic product at market price
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«|ITALY IS STRONGER THAN ITS RATINGS»

Italy has well known structural problems and ancient habits but in this recession it
also pays the cost of prejudices and stereotypes which are popular in the
markets, especially among analysts, rating agencies, and international institutions
themselves. Not to mention the fact that Northern Europe Prime Ministers and
populations have a low opinion of us.

Yet, we are not the only country having a high public debt. The crisis blew up the
national debt in many other economies which, moreover, often have neither our
private riches nor a manufacturing industry equal to the Italian one. Seen from
this angle, Greece, Ireland, Portugal, and Spain too, are all in a worse state than

ltaly.”

Marco Fortis (Vice-President Fondazione Edison,
Professor of Industrial Economy and International Trade,
University of Milan), juni-12
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Economic growth of the last 15 years was “doped” by debt,
first of all private debt, except in Germany and Italy

GDP growth
and aggregated debt change, 1995-2010

Source: compiled by Fondazione Edison on data from Eurostat
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Still, today the private debt is very high in many countries:
ltaly and Germany on the contrary has very low levels

Private debt in selected countries: 3rd Q 2011

(% of GDP)

Source: compiled by Fondazione Edison on data from Bank of ltaly,
"Financial Stability Report”, No. 3, April 2012

B Households B Non-financial enterprises
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In the last 2 year the public debts of Italy and Germany are
among those who have grown less

Growth of public debt, 2009-2011

(% of GDP)
Source: compiled by Fondazione Edizon on data from Eurostat and IMF
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ITALIAS EKSPORTINDUSTRI ER MOTOREN |
PGKONOMIEN
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Fonte: elaborazione Fondazione Edison su dati |stat
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Kilde: Fondazione Edison, Istat

I SETTORI

Migliori e peggiori. Variazioni % tendenziali, giugno 2012

Articoli sportivi, giochi,
strumenti musicali, preziosi,
strumenti medici

+17,8

Coke e prodotti
petroliferi raffinati

+16,7

Articoli farmaceutici,
chimico/medicinali
e botanici

+16,1

Articoli in pelle
(escluso abbigliamento)
e simili

della silvicoltura
e della pesca

+1,3

+11,9

Articoli in gomma
e materie plastiche

@ Prodotti dell'agricoltura,

e ottici

Computer,
apparecchi elettronici

Prodotti
tessili

Norwegian Seafood Council
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The impact of the crisis has been stronger in the “bubble” countries

Putting the clocks back

What year is it in economic terms?* Germany and Italy

| have gone
98 2000 02 04 06 08 10 2012 backwards less than
Greece O

“bubble”
Iceland O economies.
United States
Portugal
Latvia
Ireland

Hungary
Britain

Spain
rance
O Source: “The Economist”
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@ BRI *Average using GDP, consumption, stockmarkets, wages, house prices, wealth and unemployment
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CONSUMER CONFIDENCE - LITT OPTIMISME |
3.KVARTAL?

Consumer confidence (clima di fiducia)
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KONSUM AV TORRFISK
1. HALVAR 2012

Hjemmekonsumet gker!




HJEMMEKONSUMET @KER | 1. HALVAR 2012

Volum og prisutvikling tarrfisk totalt
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BADE UTVANNET OG TORR @GKER 1. HALVAR 2012

Volum og prisutvikling utvannet terrfisk
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HVA HAR VART GJORT FOR
NORSK TORRFISK SISTE
PERIODE?

3-arsplan 2010-2012




:CULT ‘ 1] menu 7

Volete fare a meno del Viagra? Mangiate merlyz=
Stimola l'erezione e non fa neppure ingrassare. ;.|

I IEN:
PAROLA DI SPECIALISTA UN’ESPERIENZA

DA GUSTARE
IN COMPAGNIA

STRATEGI 2010-2012

e Strategi for inneveerende 3-
arsperiode.
— Arbeide med & utvikle kriterier for en

kvalitetsstandard for Norsk Tarrfisk
for etablering av kvalitetsstandard.

— Samarbeid med kjeder om

aktiviteter i butikk, kampanjer og
seminar, for & gke synligheten av
Norsk Tarrfisk i butikk.

— PR-arbeid og aktiviteter pa web for
a formidle matglede, vise mer
o e moderne og enklere
’::."L“::"""f - tilberedingsmater, samt fortelle de
; gode historiene som gjar tarrfisk til
et unikt tradisjonsprodukt.

!'|'|
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portale del Gruppo Adnkronos
«B 0 s 8

Speciali > Speciale stoccafisso >
Tra fantasia e tradizione, quando "™

Slocmﬁfcm di Norvegm
€s

INFORMAZONE PUSBLICTARIA

rienza unica del gusto

lo chef ti reinventa lo stoccafisso

MALSETTING 2010-2012

* Hovedmalsetting for perioden

— ke andelen i malgruppen 30-49 ar
som spiser konvensjonelle produkt
hjemme en gang i maneden eller
oftere fra 18 % til 21 %.

* Delmalsettinger:

— Utvikle kvalitetsstandard for Norsk
Tarrfisk.

— ke synligheten til Norsk Tarrfisk i
butikk og tydeliggjere forskjellen til de
saltede produktene. Samarbeide med
minst to viktige kjeder.

— ke kunnskapen og
oppmerksomheten rundt Norsk
Tarrfisk ved omtale i media (trykt
presse, tv, web..).

— Utvikle internettsiden videre som
kommunikasjonskanal med 380 000
besgkende i 2012.

Norwegian Seafood Council  NORGE
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Ceveli | ih?weaﬁarfe se;m‘o
pev stupive ?// omici?

fisso di Norves: i
mmu“sﬂ

Scegli Stoccakisso di Novu
/tg;ewa«za vwica. del WZ

4l o097 - AL
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e’ . RESULTATER 2010-2012

§fowa§/sso di Movvegia

®®: * Viktigste resultater fra inneveerende
3-arsperiode:

— Etablert godt samarbeid med flere

kieder, og gjennomfart arlige
kampanjer og seminatr.

— Jevnt meget hgy ad-value av artikler
og innslag i trykt presse, tv og web
som resultat av pr-arbeid (2011: 4,8
mill. euro).

— Stigende antall besgkende til
websiden (320.000 i 2011 mot
190.000 i perioden 01.11 2008-
2009) og 16.000 abonnenter til
nyhetsbrevet.
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KJENNSKAP TIL NORGE OKER MED BUTIKKPROMOSJONER

80 1 74 Top of Mind — Country of Origin

7
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Respondents who saw the stimuli (demo%or other stimuli) are more aware of
Norway being the country of origin of Stoccafisso.

. . AN
Norwegian Seafood Council .N()‘;G;

Target group n =300, Control Group n = 100 Silizelelils

Saw stimuli n = 223, Bought Stoccafisso n =81 Kilde: TNS Gallup/Norges sjgmatrad



PRIS, PRESENTASJON OG OPPRINNELSE DRIVER
SALGET AV TORRFISK

What is important when you buy Stoccafisso?

The price 480

It looks tempting

---------
-~

It"s from a quality origin ¢

-
-

H = Control group

It"s healthy

-------

15 77, m Test group

-
e

It is on promotion ¢

Is a traditional product Test group n = 300
Control Group n =100

It’s a good alternative to eat in..

| know how to prepare it

0 5 10 15 20 25 30 35 40

It seems like price, temptation and the quality of origin are the parameters
possible to focus on to drive sales in store

Kilde: TNS Gallup/Norges sjgmatrad



BUTIKK-PROMOSJONER KAN PAVIRKE

HOLDNINGER TIL PRODUKTET POSITIVT

Attitudes — average scores (NB: Scale reverted)

5,0 -
4.5 -
4,0 -
3,5 -
3,0 -
m Test group
2,5
2,0 -
15 - = Control group
1,0 -
0,5 - Test group n =300
Control Group n =100
0,0 I T T
is a good choice is easy to prepare New recipes of The product
for dinner on new dishes with Stockafisso is Stockafisso is
weekends and on stockfish as a base  easier to make  Norwegian, but the
special occasions - than more recipes are lItalian
with family and traditional ones
friends

The stimuli in-store seem to have a small effect on the test group for the statements
"Easiness to prepare” and "A good choice for dinner”. These statements are interesting
because they may drive frequency more than other forces (eg. Norwegian origirﬁ

Kilde: TNS Gallup/Norges sjgmatrad



NORGE-MERKET GIR POSITIVE ASSOSIASJONER TIL
NORSK TORRFISK

/—\
25 - NORGE.
2 2 PRODOTTI DAI MARI NORVEGESI
0 2120 % i %
20 T 18
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15 - 3
10 8 8 m Test group
S - 5 3 = Control group
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0 . . , : : : . Control Group n =100
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The logo is associated with Origin (from Norway, typical Norway etc.), Fishing
(the process of fishing, fished in Norway, the boat etc.), The sea (cold, clean,
Nordic) and Fish (fresh, quality, natural etc.)

Norwegian Seafood Council N0 G%.
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HVA ER UTFORDRINGENE
FREMOVER?




DISTRIBUTION OF SEAFOOD IN TOTAL

o 1800
= 1600
1400 -
1200 -
1000 -
m Mat Dec '09
800 - = Mat Dec '10
®m Mat Dec '11
600 -
400 -
200 -
0 -
Supermarkets Hypermarkets Small Moms & Pops Fishmonger's  Discounters All Others
Convenience
Stores
Supermarkets expands their share of the distribution, but
fishmonger’s are still an important channel. _ .
Norwegian Seafood Council N()ﬁG%E.
Seafood.no
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SMA OG MELLOMSTORE UTSALG TAPER
OMSETNING

Omsetningsutvikling detaljhandel - basert pa utsalgsstarrelse
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STOCCAFISSO AND SOCIAL CLASS
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Kilde: Europanel/Norwegian Seafood Council

—4—STOCCAFISSO -
Social Class - High

== STOCCAFISSO -
Social Class -
Medium-High

== STOCCAFISSO -
Social Class -
Medium

=>=STOCCAFISSO -
Social Class -
Medium Low

== STOCCAFISSO -
Social Class - Low

* The share of consumption
drops dramatically within
the medium social class

* The biggest growth in
share of consumption are
within the low and high
social classes.

. . N
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AGE OF PURCHASER = STOCCAFISSO
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Kilde: Europanel/Norwegian Seafood Council

=—STOCCAFISSO - Age of
Main Purchaser - < 34
Year Old

== STOCCAFISSO - Age of
Main Purchaser - 35-44
Year Old

=f—STOCCAFISSO - Age of
Main Purchaser - 45-54
Year Old

=>=STOCCAFISSO - Age of
Main Purchaser - 55-64
Year Old

=#=STOCCAFISSO - Age of
Main Purchaser - > 65
Year Old

* The young consumers eat
less and the old
consumers eat more.

m
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HVA MA GJORES?

Avq|grende faktorer:

Moderne detaljhandel — sikre distribusjon/tilgjengelighet

Yngre forbrukere — oppleering av nye konsumenter
Produktutvikling — enklere produkter

Holdningsendring — modernisering av tradisjonene




SKAL VI SETTE OSS STORE HARETE MAL,
ELLER ER VI FORN@YDE MED «SANN
PASSE»?

YOU} UP "N THAT TREE. RRANGIES NE ) QUITE THE
DEAD AND THEY ¥ I savE T/
MIGHT BREAK . NN _.;

CALYIN, T DONT WANT SOME OF THE Y ) & s BN 1,|
COME Oy DO .




POTENSIALET = FORDOBLING (?)

Italias import av hel tgrrfisk 1990-2011

5000
4500
4000 ‘\\\\\7ZC§§§::f,;\\\ o=
-
3500 -_‘..--\\\. -
-
£ 3000 e
= 2500 - —/
S -
2000
1500
1000
500
0
O 1 N M < IO O 00 OO0 O 4 N OO < IO © I 0 O O
o O O OO OO O O OO OO OO O O O O O O 0O 0O oo o «d -
o OO OO OO OO OO OO OO O OO O O O O 0O O O o o o o o
o e d d N AN N N N N N N N N N

Kilde: Eurostat/Norges sjgmatrad
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VI MA VINNE ITALIENERNE PA NYTT!
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mailto:mnk@seafood.no

Seafood from Norway.
Raised in clear, cold water.




