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Abstract

This report covers the position of fresh farmed salmon on Icelandic market.
The market research that is the foundation of this report is made of four
main pillars: data gathering, interviews, focus groups and internet survey.
The data gathering was in wide sequence and gathered information about
farming, processing, market issues, consumption and production values.
Nine interviews were taken with people that are connected with producing
and selling farmed salmon. Two focus groups were formed. An internet

survey was made, were 134 individuals answered 15 questions.

The purpose of this report was to find out if there were bases for firms in

fish farming to start marketing of fresh farmed salmon.

According to existing information it is promising for firms which already

are producing farmed salmon, to start marketing on domestic market. This
would be a good addition to their prior marketing in foreign markets. This
would also increase knowledge of product development and market affairs

within those firms.

Consumers can roughly be divided in two main groups. On one hand there
are the elderly and conservative consumers which like to boil the salmon in
cutlets, and on the other hand there are the younger ones who like the
salmon in fillets and without bones on the barbeque, pan or in courses. It is
promising to pander to the latter group and focus on people which are 30-40
years old. It will take several years to create a secure market position for a
new brand name. Tolerant capital will be essential to cost the impracticality
of a new and a small market as well as it is needed to defend the also has to

defend the market for market followers.
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Utdrattur

bessi skyrsla fjallar um stodu fersks eldislax 4 islenskum neytendamarkadi.
St rannsokn sem liggur til grundvallar pessari skyrslu er fjorpett og byggist
a gagnadflun, vidtélum, rynthépum og netkdnnun. Gagnadflunin var vidtek
og var safnad saman upplysingum um eldi, vinnslu, markadsmal, neyslu og
framleidslutolur. Tekin voru viotol vid niu adila sem tengdust framleidslu
og solu & eldislaxi. Tveir rynihopar med husmadrum voru myndadir, einn i
Reykjavik og annar & Akureyri. Netkonnun var gerd par sem 134 adilar

svorudu 15 spurningum en beidni um patttdku var send 4 229 adila.

Tilgangur skyrslunnar var ad athuga hvort grundvéllur veaeri fyrir adila i
fiskeldi ad hefja markadssetningu 4 ferskum eldislaxi, og pé finna Gt hver

markhopurinn veri og med hvada hatti vaeri best ad na til hans.

Samkvaemt fyrirliggjandi upplysingum er vaenlegt fyrir adila i laxeldi a0 fara
ut i markadssetningu 4 innanlandsmarkadi, ekki sist 1 1j0si pess ad pessir
adilar eru nu pegar i flestum tilvikum ad vinna i markadssetningu erlendis
eda i tengslum vi0 erlenda adila. Aukin framleidsla 4 innanlandsmarkad yrdi
£00 viobot, auk pess sem innan fyrirtekja byggdist upp pekking &

framleidslu og markadsmalum.

Groflega ma skipta neytendum i tvo hdpa. Annarsvegar eru pad hinir eldri
og ithaldsomu sem vilja pverskorinn lax i sodid og hinsvegar hinir yngri sem
vilja laxinn flakadan og beinlausan & grillid, pdnnuna eda i rétti. Hof0a skal
til pess sidarnefnda og afmarka sig vid markhop sem er 30-40 ara
fjolskyldufolk. Proéa parf nliverandi markad og skapa i framhaldinu
vorumerkjavitund adur en farid verdur i markadssetningu 4 laxi i
neytendapakkningum. A9 festa voru i sessi mun taka nokkur ar. borfer 4
polinm6du fjarmagni til ad standa straum af 6hagkvemni nys og litils

markadar og til pess ad verja markadshlutdeild fyrir eftirhermum.
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