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ICELANDIC SEAFOOD ER LEIDANDI
VORUMERKI | SJAVARAFURDUM
SEM BYGGIR A YFIR 75 ARA SOGU

Upprunalega stofnad darid 1942 sem leidandi adili i
framleidslu og sdlu & frosnum sjdvarafurdum.

Icelandic Group hefur & undanférnum darum proast i
sérleyfis- og pjonustufyrirtceki med hofudstdodvar i
Reykjavik undir nafninu Icelandic Trademark Holding (
ITH)

Icelandic Trademark Holding (ITH) er eigandi og
pbjonustuadili vérumerkjanna ,,Icelandic” og ,,lcelandic
Seafood" til samstarfsadila sinna sem einbeita sér ad sélu
ad hagoeda vérum af islenskum uppruna.

{april sl. ofhemu’ Forsvarsmenn Icelandic Group ehf.
forsaetisradherra Islands félagié til eignar fyrir hond islensku
pjodarinnar vorumerkin Icelandic og Icelandic Seafood,

Voérumerkin eru i eigu Icelandic Trademark Holding ehf.
sem heldur utan um skrdningu, vernd og notkun
vérumerkjanna og tryggir ad pau séu nytt i tengslum vid
s6lu og markadssetningu islenskra afurda og pjénustu.

Markmidid er ad vérumerkin nytist sem best i pagu
islensks atvinnulifs & breidum grundvelli til framtidar.
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ICELANDIC ER SKRAD VORUMERKI
MED JAKVAEDA IMYND

HEILBRIGDUR

LIFSSTILL
HETJUR HAFSINS
STORBROTI® LANDSLAG
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* Helstu samstarfsadilar Icelandic eru Icelandic
Ibérica og Highliner Foods sem selja hdgoeda
islenskar sjagvarafurdir undir vorumerkinu Icelandic
Seafood, auk Margildis sem mun selja hdgoeda
fiskoliur undir vérumerki lcelandic inn & N-Ameriku
markad.

+ Icelandic Ibérica & Spdni, er einn helsti s6lu- og
dreifingaradili & 1éttsdltudum porski frd [slandi en > _
lbérica selur sjagvarafurdir fil meira en 4.000 o |
vidskiptavina i fimm Idndum { Sudur-Evrépu. | , :
september 2018 keypti Iceland Seafood ~ ) ICELANDIC

International Icelandic lberica
3
« Kanadiska fyrirtceki® Highliner Foods, sem er eitt 1RERIEA

af stcerstu fyrirtcekjum i N-Ameriku i framleidslu
si@varafurda, er leyfishafi vérumerkisins og selur
frosnar sjavarafurdir undir merki lcelandic
Seafood inn & hotel, veitingastadi og i smdasdlu i
Bandarikjunum og Kanada



INFORMATION, TOOLS
& GUIDELINES

As part of our licensee toolbox, we
provide our partners with the necessary
information, tools and guidelines in order
for them to fully understand the brand
values and how to convey the brand to
their customers. This includes our brand
manual, quality manual and our brand
elements.

LICENSEE TOOLBOX

The licensee toolboxis a “go-to” source
for information, guidelines and
promotional materials that give our

P ROMOTl O NAL licensees and other partners easy
MATER|ALS access to everything they need to

Icelandic Seafood participates in events and o successfully promofe and sell the
creates promotional materials for suppliers in e Icelandic brand and its products. We

order to promote the brand. These are . provide material aimed at restaurants
. . . . . . ICELANDIC sbedelghifdimnoparst .
inspirational materials which aim to breathe new Ol iceon and retailers as well as the end

CORPORATE

life into the fish and seafood market for end consumer. The toolbox contains
consumers. ol g ey brochures, catalogues, POS material
LEFLANEIE 1234567800 1"#CLRAI1 and inspirational content such as

recipes, pictures and videos.



ICELANDIC

UPPRUNI SJAVARAFURDA SKIPTIR MIKLU MAL

OPINION OF FISH AFTER ORIGIN

Q15. If you were at a seafood restaurant, and the menu listed where each fish was from, how much would

your opinion of the fish be affected by your knowledge of where it was from?

| % over neutral (5-7) Origin of fish
Markets

From China From lceland From Norway From Spain
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Samkvcemt
Nielsen Global
Brand-Origin
Survey 2016 pba
sogdu 75%
svarenda ad
uppruni matveela
sem keypt eru
séu mikilveeg
eda miklu
mikilveegari,
heldur en t.d.
verd, eda geedi
vorunnar.
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UPPRUNI SJAVARAFURDA SKIPTIR MIKLU MAL
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Seafood Origin

How much would your opinion be affected by knowing the
origin of the fish? (%, “makes me really want the fish”)

2000 2004 2006 2008 2010 2012 2014 2016 2018

ICELAND NATURALLY REPORT- CONSUMERS RESEARCH IN US 2018
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=s=China

Interest in the fish from ICELAND
has increased from 45% in 2016 to
49% in 2017; it's at the same level
as interests in fish from Canada
and Norway.
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FUTURE BRAND COUNTRY BRAND INDEX 2015

Top 20 countries
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What makes a country brand?

Which countries are
‘country brands’?
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NEW ZEALAND.COM

NYJA SJALAND “FLYING THE FERN" VORUMERKID W

OVER | BILLION PRODUCTS CARRY THE

FERNMARK GLOBALLY

Maore than a bilkon products across
2,0M prodluct types carry the FemiMark
i Gver 30 coun tried, hetlpeng dirive
proference for New Zealand products
and services around the glabe,

+ "The New Zealand Story Group" var seft & laggirnar
arid 2015 ad frumkveedi rikisstjiérnarinnar med pad ad
markmidi ad auka og efla imynd og ordspor Nyja
Sjdlands & alpjédlegum morkudum fil ad auka
Utflutning & peirra véru.

=

Sitn Fernbark Lioeren Progienime Octcber 200,

* Verkefnid er hiuti af ,,Government Business Growth
Agenda* sem hefur pad ad markmidi ad auka SN
Utflutningstekjur um 40% arid 2025. ”

« Til pess ad geta fengid ad nota ,,The Fern" & vorur
sinar purfa Utflytiendur ad uppfylla kréfur

nytjaleyfishafa. Sem dcemi md nefna ad fyrirtoeki : W

verda ad vera med I6gfesti i Nyja Sjdlandi, allt £

s‘rorfsfolg pgrf ad bua par, og afurdir sem seldar eru TH INTHE WORLD FOR OUR

100% Ny-sjalenskar. NATIUN BHANI]
« Auk vidtceks markadsstudnings njéta leyfishafar einnig fime Zamdi 1 ks ot et s

voérumerkisverndar alpjédlega & ,,New Zealand Fern® S e R

govarmance, culture. people. tounsm. and

vorumerkinu. imemécaratinn and Investrent

Sownce: A nholt-Gik Mation Brands inges. 2017



Hagoeda islenskar fiskoliur frad Margildi undir vorumerki Icelandic

ICELANDIC

DAILY
WELLNESS

—— Thegoodnessof —
afull serving of Salmon
inone flavourless teaspoon®

B D e
b Ezsiy Blonds Into Smoothios & Shakss Ta
Brain, Eyo, Hoart, Skin & Immuna Hesf

No FishyTeste Or Fish Burps

ICELANDIC

ICELANDIC
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SMOOTHIE
BOOSTER AX'

The goodness of

 SMOOTHIE
BOOSTER AX'
—— Thegoodnessof ——
afull serving of Salmon
inone flavourless teaspoon’

. Easly Blonds Into Smoothies & Shokss
| Sogert Brain, Eyo, Hoart, Skin & Immune e

Flavorless & Odorless
e FishyTaste Or Fish Burps

inone flavotirless teaspoon’
et

Exslly Blends Into Smoothles & Shakes T
Slpport Endurance and Recovery From Exercst
(e el i L i

Flavorless & Odorless
Ho FishyTaste Or Flsh Burps

250565 (4.202) -

E——

25dloses (4.2 0z.)
T 2

ICELANDIC

www.icelandic.is

ICELANDIC

'SMOOTHIE
BOOSTER AX'

—— Thegoodnessof ——
afull serving of salmon
inone flavorless teaspoon’

iy Blends into Smaoothies & Shakes to Sueat
Buain, Eye, Heart, Skin & Immune Heald

Flavorass & Odorkess
o Fishy Taste or Fish Burps

50 doses (8.4 0z

-_—



ELANDIC

THE OPPORTUNITY — ICELANDIC AX® BOOSTERS

0 DIFFERENTIATED eATTRACTIVE CONSUMER
PROPOSITION GROWING SECIENS TARGET
i

- Natural Icelandic - High Growth - Heavy Users
Astaxanthin (img), Homemade
Omega 3 (950mg) & Smoothie / Shake - Premium-Predisposed
Vitamin D (soow) Category (+15%)

- Smoothie Enthusiasts

- Compelling Claims — - High Retail Pricing
“Goodness of a Full Serving of Salmon is ($19.99-$39.99)
one flavorless teaspoon”

- Desirable Icelandic landic] Year 1 Sales Estimates
Positioning & Branding e

100 - 150K Units
ICELANDIC
Year 1 = first 12 monthsin distribution
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TAKIFARIN FELAST bVi | UPPRUNANUM...OG VORUMERKINU

...SEM SEGIR SOGU OG ER SAMNEFNARI FYRIR ALLT PAD SEM ER ISLENSKT OG SEM {SLAND STENDUR FYRIR
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PAKKA YKKUR FYRIR
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