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SJIOMATTRENDER 1: NYE SALGSKANALER

1. Nye salgs-
kanaler
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SIBMATTRENDER 1: NYE SALGSKANALER i f‘isk og sjgmat

Nyheter i butikken
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SI@MATTRENDER 2: CONVENIENCE

2. Convenience

Bekvemmelighet pa norsk.
Lett & fa tak i.

Lett a tilberede.

Fornuftig pris.
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Koronapandemiens effekt
pa varehandel

* Negativ effekt pa verdensgkonomien.
* Endrede konsumentvaner.

* Endrede globale kjgpemegnster og frafall av turisme
og foodservice.

* Vekst hos lavprisbutikker og convenience.
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SI@MATTRENDER 3: HELSE OG VELV/ARE

3. Helse og
velvaere
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Helsefokuset har vokst

under pandemie



SJOMATTRENDER 4: APENHET

4. Apenhet

SJOMATRAD



SJOMATTRENDER 4: APENHET
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V|kt med synllghet av opphavsland

pa forpakninger.
Baerekra]it._'og mattrygghet er noe forbrukerne
gnsker a vite enda mer om.
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Hva er egentlig baerekraft?




Tre dimensjoner i baerekraft — er forstaelsen like god om alle?
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Samfunn/m
NG

Baerekraftig
utvikling

@konomi

Summen av dimensjonene burde
gi et resultat som er beaerekraftig,
hvis ikke medfgrer det negative
konsekvenser



Nar du tenker pa fisk og sjpmat — hva betyr baerekraft for deg i denne sammenhengen?
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Derfor kan vi konkludere med at mange i Norge tenker

Baerekraft = Lokalt/kortreist
Baerekraft = Miljg

Baerekraft = Naturlig/gkologisk
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Our World
in Data

FOOD / Greenhouse gas emissions across the supply chain

There is a vast difference in greenhouse gases (GHG) that are produced across various food types.
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Aboveground changes in Methane emisslons On farm emissions from Emissions from energy ~ Emisslons fromenergy  Emisslons from energy Emisslons from
blomass from deforestation, from cows, methane crop production and Its use In the process use Inthe transportof  use In refrigeration and the production of
and below ground changes from rice, emissions processing Into feed of converting raw food Items In country other retall processess packaging materials,

In soll carbon from fertilizers, manure, for livestock agricultural products and internationally material transport and
and farm machinery Into final food items end-ofife disposal

GHG emissions per kilogram of food product
(kg CO2-equivalents per kg product)

Beef (beef herd)
Lamb and mutton
Cheese

Beef (dairy herd)
Chocolate
Coffee

Prawns (farmed)
Palm oil

Pig meat

Poultry meat
Olive all

Fish (farmed)
Eggs

Rice

Fish (wild catch)
Milk

Cane sugar
Groundnuts
Wheat and rye
Tomatoes
SJOMATRAD Maize (corn)
Cassava

Soymilk







Very good image building with focus on sustainable — probably
interlinked with natural and fresh
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Sjgmattrend 5: Baerekraft

Baerekraft linket til

* Opphav
* Beerekraftssertifisering
* Smak
* Helse

Baerekraft li

Sunt
Organisk |
Trygt a spise
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Lidl Belgium Introduces 'Eco-Score’ Label

H Va S kj e r r u n d t O SS ? Published on Aug 2 2021 1:58 PM in Retail tagged: Food / Sustainability / Lidl Belgium / Eco-Score
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Lidl Belgium has added the 'Eco-Score’ label to around a hundred food products,
effective 2 August, which will see the discounter share information about the
environmental impact of these items.

ENERGY STAR

Initially, the label will feature on certain private-label products such as dairy, tea or
coffee.
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Det er viktig/sveert viktig at sipmatproduktene som jeg kjgper
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Smaker godt Er trygg a spise Er sunne Er lette dlage Er tilgijengeligder Er hva jeg vanligvis Er kjent Ikke er dyre Er opphavsmerket Er sertifisert Er lokalprodusert
jeg ofte handler spiser baerekr aftig
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Oppsummering

Du ma veefeire
forbrukerén.



