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ITALIENSK POLITIKK OG ØKONOMI – 

HVOR GÅR DET HERFRA? 



SVEKKELSE I MANGE SENTRALE ØKONOMISKE 

FAKTORER 

Gross domestic product at market price Total unemployment rate 

Retail trade index at current prices Concumer price index for the whole nation 



CONSUMER CONFIDENCE – USIKKERT FORTSATT, 

MEN POSITIV ENDRING 

Kilde: Istat, sept-13 
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FORBRUK AV OG 

HOLDNINGER TIL VÅRE 

PRODUKTER 

Konsumpaneldata - Europanel 

Seafood Consumer Insight (SCI) – TNS/Norges 

sjømatråd 



HJEMMEKONSUM AV TØRRFISK ØKER, 2011-2013 
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Konsum av tørrfisk, hjemme (utvannet + tørr) 

Mengde i tonn - 2011 Mengde i tonn - 2012 Mengde i tonn - 2013

Price EUR - 2011 Price EUR - 2012 Price EUR - 2013



HJEMMEKONSUM AV BACCALÀ ØKER I 2013 
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Konsum av klippfisk/saltfisk, hjemme (utvannet + saltet/tørr) 

Mengde i tonn - 2011 Mengde i tonn - 2012 Mengde i tonn - 2013

Price EUR - 2011 Price EUR - 2012 Price EUR - 2013



FREQUENCY OF STOCKFISH (DRIED COD-FISH) 

CONSUMPTION – ALL MEALS 
HOW OFTEN DO YOU EAT THE FOLLOWING TYPES OF FISH/SEAFOOD? 

WE ARE THINKING OF BREAKFAST, LUNCH, DINNER, OUT AND AT HOME. FISHTYPE: 

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q5 

Filters: 2012, 2013, Country(s): Italy 



FREQUENCY OF STOCKFISH (DRIED COD-FISH) 

CONSUMPTION – WEEKDAYS 
HOW OFTEN DO YOU EAT THE FOLLOWING TYPES OF FISH/SEAFOOD 

FOR A WEEKDAY DINNER? 

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q13 

Filters: 2012, 2013, Country(s): Italy 



FREQUENCY OF BACCALÀ(SALT & DRY) 

CONSUMPTION – WEEKDAYS 
HOW OFTEN DO YOU EAT THE FOLLOWING TYPES OF FISH/SEAFOOD 

FOR A WEEKDAY DINNER? 

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q13 

Filters: 2012, 2013, Country(s): Italy 



RECALL OF NORGE-LOGO 

  
THERE ARE MANY BRANDS OF SEAFOOD THAT YOU MIGHT HAVE NOTICED. 

CAN YOU REMEMBER HAVING SEEN THIS LOGO? 

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q25 

Filters: 2012, 2013, Country(s): Italy 



KNOWLEDGE OF NORWAY AS A STOCKFISH (DRIED COD-

FISH) PRODUCER 
WHICH OF THE FOLLOWING COUNTRIES DO YOU THINK FARM OR CATCH 

  

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q6 

Filters: 2012, 2013, Country(s): Italy 



PREFERRED ORIGIN OF STOCKFISH (DRIED COD-FISH) 

  
WHICH IS YOUR PREFERRED COUNTRY OF ORIGIN WHEN YOU BUY 

  

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q7 

Filters: 2012, 2013, Country(s): Italy 



PREFERRED ORIGIN OF BACALHAU(SALT & DRY) 

  
WHICH IS YOUR PREFERRED COUNTRY OF ORIGIN WHEN YOU BUY 

  

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q7 

Filters: 2012, 2013, Country(s): Italy 



ATTITUDES TOWARD SEAFOOD 

  
WHICH OF THESE WOULD YOU SAY ARE GOOD REASONS 

FOR CHOOSING FISH/SEAFOOD FOR YOURSELF? 

Seafood Consumer Insight (SCI) - Source: TNS Gallup/NSC 2013 - Breakdown: Year - n=2003           Question: Q23 

Filters: 2012, 2013, Country(s): Italy 



HVA HAR VI GJORT SÅ 

LANGT I 2013? 



PRESS TRIPS TO NORWAY 

Ad. Value: 31.636€* 

ROI: 1,8x 
*still to be completed 

Investment: 17.300€ 



GENERATED ARTICLES 

Oggi 11.10.2013 

Adnkronos Salute 

25.03.2013 

Sette 24.03.2013 

Ad. Value: 

521.810 € 

ROI: 28x 
Investment: 18.500 € 

Starbene 08.2013 



REGIONAL TV PROJECT 

Danilo Angè 

Franco Favaretto 

Ad. Value: 

3.588.500 € 

ROI: 179x 
Investment: 20.000 € 

Chiara Maci 



MEETINGS WITH THE RETAILERS 



RETAIL SEMINARS 

Next ones in 

program: 

-Esselunga 

-Carrefour 
 



FESTIVAL MATERIALS - STOCKFISH 

Development of new Stockfish and Baccalà materials, to be employed 

during festivals. 

Baccalà  card + dispenser 

Apron 

Stoccafisso di 

Norvegia/ 

Baccalà di 

Norvegia 



OWNED MEDIA OPTIMIZATION 



NEW SYSTEM OF ORDERING MATERIALS 

http://materiali.fiordisapori.it/ 

Newsletter 

Importers and clients divided in 3 

different clusters; possibility of 

choosing and ordering materials 

online. 

Newsletter  order  selection of materials needed  shipment 

http://materiali.fiordisapori.it/


HVA STÅR PÅ PLANEN 

UTOVER HØSTEN? 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FISHMONGERS AND STREET MARKETS 

Card + dispenser 

Countershield 

Rotair BACCALÀ/ 

STOCCAFISSO 

FISHMONGERS 

MATERIALS 



HAPPY STOCKFISH HOUR CAMPAIGN 

10 years 

project to be 

renewed in 

2013! 

• Focus on stockfish to be proposed with modern and easy recipes 

• Event target: media, industry, consumers 

• Young chef scouting 

• Relation building event 

• Stockfish ambassador program 

• 2 city involved: ambassador’s city and Milan 



MEDIA CAMPAIGN STOCCAFISSO/BACCALA -  

NOV/DEC 

Advertorials 

Regional TV-projects 



SALMON MEDIA CAMPAIGN  

Month October

Week 29-5 6-12 13-19 20-26 27-2 3-9 10-16 17-24 25-1 2-8 9-15 16-22 23-29

Week n° 40 41 42 43 44 45 46 47 48 49 50 51 52

Media

TV 20" 20"

FOOD Plan

Est. Grp's 57 10,08 10,08 10,08 13,58 13,58

10" 10"

EVERYDAY Plan P80 Rai Rai Rai

Est. Grp's 175 82,80 30,69 30,688 30,69

TOTAL TV

Est. Grp's 232 92,88 40,77 40,77 44,27 13,58

Reach 62 % 62 %

Ots 3,75 3,75

Net Contacts 3289000 3 289 000

WEB

Food Web TV

Grp's 17,3

Reach 8,59

Ots 2,01

Branded Content

Grp's 322,46

Reach 27,67

Ots 11,7

PRINT

Est. Grp's 65,7 65,7

Reach 37,53 37,53

Ots 1,75 1,75

Net Contacts 1834000 1 834 000

November Dicember

20" 20"

Opportunities 

also for 

stockfish and 

baccalà! 



REGIONAL JOINT PROMOTIONS 

NSC is open to receive proactive proposals to support local and regional 

promotional campaigns with Italian importers 

 

NSC can deliver its promotional materials and evaluating also the 

possibility to activate ISP days with hostess/promoters  



PROGRAM 

• The global market for Norwegian cured products 
Export from Norway to Italy and total import to Italy – long term and recent developments. By 
Ove Johansen, Branch Manager/Market Analyst Codfish, Norwegian Seafood Council. 

• The Italian market for baccalà 
Market development, potential, competition and products – challenges and opportunities. 
Presented by an Italian producer (Speaker to be decided). 

• Scientifical project regarding Baccalà products 
What is the “real baccalà”? Presented by Frank Jacobsen, Head of Industry/production 
Whitefish, The Norwegian Research Fund (FHF). 

• The Italian Out-of-home consumption 
Developments over time and present situation. Presented by Matteo Figura, Food Service 
Director, NPD Group Italy. 

• The Norwegian Baccalà and stockfish experience 
Products for restaurants. Presented by Chef Nino Rossi, Ristorante Il Gabbiano and 
Calabretto/Azienda Agrituristica Antonino Rossi. 

• Italian consumption of cured products 
Consumer attitudes, development in consumption, distribution channels – challenges and 
opportunities. Presented by Merete N. Kristiansen, Norwegian Seafood Council. 

 

BACCALÀ SEMINAR – 7TH OCTOBER, NAPLES 




