














The Iceland Craze




Since 2013 the number of US visitors to Iceland has gone from 119,712 to

576,403 in 2017, representing an increase of over 381%

-

b

__nd has been used over 9.3M times on I..ns}agra;-;:— .




The Icelandic Opportunity

The US imported more seafood last year than
at any point in its history, and the nation’s
trade deficit in the sector is growing, federal

data show.

The US imported over half billion
dollars’ worth of codin 201 7. That #

has grown by more than $1OOM since
2014
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In terms of protein, seafood
tracks alongside pork in terms of
overall frequency of category
consumption, with 50% of US
consumers eating seafood weekly

or more frequently.

the NOrtheast and the

South represent the US

regions with the highest share of

frequent and moderate seafood
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Iceland is very well-positioned to continue growing

exports to the US and even more so, to establish

a direct Icelandic seafood brand.




Pioneers




launched product line in 2005

n New York City

Top performers in the category in

2017 were Icelandic, skyr-style

yogurts; dollar sales up 40.5%

expect to see $200M in Sales

in 2018 and sold in over 25,000

stores nationwide

518818

Icelandic ry strained
style non-fat
skyr yogurt

Milkfat

STRAWBERRY
11g Sugar | 14g Protein | 110 Calories *

Net Wt
5 3oz(150¢
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Attributes that represent PU rity and

clean living ... rueled by

geothermal and hydroelectric power

Water travels directly from the
underground Olfus Spring into the

bottling facility

Naturally alkaline

Named ' Best Overall

III

Concept and Best Labe

at the Bottled Water World Design Awards.
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products and brands; digital Strategy and influencing can impact a

brand’s market appeal with outsized effect.

consumers.




Built US presence through cafes

and 3rd-wave coffee

programs

i g :
3 ' — i <
S *@\.. 3

|

THEomamaL | miomm

s SR

W\

W
N

AR\RE\LRE e
AR ] 2\0
4 EATATATALY

\
%
\

[




e



https://www.masienda.com/films/

SALTVERK

- ISLANDSK -

FLAGESALT

Beeredygtigt salt
jra Vestfjordene i Island,
fremsatiller | hdnden
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VIR SALIVERE COM
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https://www.ferdamalastofa.is/static/files/ferdamalastofa/Frettamyndir/2018/oktober/tourism-in-iceland-2018.pdf
https://uploads.alaskaseafood.org/2018/07/Alaska-Seafood-17581-Seafood-Consumer-of-the-Future-Report-07-2018.pdf
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