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NSC shall win the world over to Norwegian seafood 

 

VISION 





• Established in 1991 

 

• Formed into a limited company in 2005 

 

• Owned by the Norwegian Ministry of Fisheries 
and Coastal Affairs 
 

• The General Assembly is formed by the Minister 
for Fisheries and Coastal Affairs 

 

• The Board of Directors comprises 
representatives from the seafood industry  

 

• Budget 2012: NOK 414 million, 56 employees 
 

 

NORWEGIAN SEAFOOD COUNCIL 



FINANCING 

 

NSC is financed by the seafood industry through market 

fees levied on all exports of Norwegian seafood: 

 

  

•0.75% for all types of fish 

•0.20% on processed products 
 



SECTOR INVESTMENTS NSC 2012        

Pelagic 
18 % 

White fish 
11 % 

Salmon/trout 
58 % 

Prawns/ 
shellfish 

2 % 

Clip fish, salt 
fish, stock 

fish 
11 % 



Marketing     Market information  Communication 

AREAS OF OPERATIONS 



Marketing efforts are 

aimed at increasing 

demand for and 

awareness of Norwegian 

seafood. 

 

MARKETING 



NSC is the industry’s 
main source of 
statistics, analyses and 
information  about trade 
restrictions and market 
access for Norwegian 
seafood.  
 

MARKET INFORMATION 



NSC shall contribute to 
strengthening the 
reputation of Norwegian 
seafood with active 
information work and 
work targeted at the 
media.  

 

COMMUNICATION 



Boston 

Tromsø 

Tokyo 

Singapore 

Stockholm 

Paris 

Madrid 

Lisbon 

Moscow 

Beijing 

Rio de 

Janeiro 

Hamburg 

Milan 

 

NSC AROUND THE WORLD 



• NSC – joint marketing 
and communication 

• Seafood Company:         
– sale and loyalty 

• Seafood 
Company 

 

• Seafood 
Company 

 

• Seafood 
Company 

Product Price 

Promotion Placing 

JOINT MARKETING = COOPERATION WITH THE INDUSTRY  



TARGET GROUPS 

Opinion Leaders, 

Journalists 

Chefs, Retailers, 

HoReCa 

Consumers 



 

THE SEAFOOD FROM NORWAY BRAND 



The old fishing tradition 

Conditions 

endowed by nature 
The man and the sea Sustainable 

management 

 

THE SEAFOOD FROM NORWAY BRAND 



 

MARKETING ACTIVITIES 



 

DIGITAL MEDIA 







ACTIVITY OVERVIEW OF 2012 

• NORGE Brand Today 

27 

33.6% 

NORGE Logo 

Brand Awareness 

(aided) 

Norwegian Salmon 

94.0% 

Norwegian Mackerel 

72.0% 

[Data Source] 

Original Internet Survey 

June. 29th -30th . 2012 



PREFERRED COUNTRY OF ORIGIN WHEN 

BUYING SALMON 
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(Consumer surveys made for NSEC by TNS Gallup during 2006-2008) 

Source: TNS/NSEC 

Source: TNS Gallup/NSEC 



SALMON CONSUMPTION IS INCREASING 
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Share who eats salmon 1-2 times/week or more often (at home) 
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