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Inherent Limitations

This report has been prepared in accordance with our Statement of Work dated 23 June 2020. The services provided under our Statement of Work (‘Services’) have not been undertaken in accordance with any
auditing, review or assurance standards. The term “audit/review"” used in this report does not relate to an audit/review as defined under professional assurance standards.

The information presented in this report is based on information made available to us in the course of our work/publicly available information/information provided by New Zealand Trade and Enterprise (“NZTE").
We have indicated within this report the sources of the information provided. Unless otherwise stated in this report, we have relied upon the truth, accuracy and completeness of any information provided or
made available to us in connection with the Services without independently verifying it.

No warranty of completeness, accuracy or reliability is given in relation to the statements and representations made by, and the information and documentation provided by NZTE as part of the process.

[In relation to any prospective financial information/forecasts/projections included in the report, we do not make any statement as to whether any forecasts or projections will be achieved, or whether the
assumptions and data underlying any such [prospective financial information/forecasts/projections] are accurate, complete or reasonable. We do not warrant or guarantee the achievement of any such forecasts
or projections. There will usually be differences between forecast or projected and actual results, because events and circumstances frequently do not occur as expected or predicted, and those differences may
be material.]

KPMG is under no obligation in any circumstance to update this report, in either oral or written form, for events occurring after the report has been issued in final form.

[Any redistribution of this report requires the prior written approval of KPMG and in any event is to be a complete and unaltered version of the report and accompanied only by such other materials as KPMG may
agree.]

Third Party Reliance

Our report was prepared solely in accordance with the specific terms of reference set out in the Statement of Work dated 23 June 2020 agreed between ourselves and NZTE and for no other purpose. This
report is solely for NZTE's information only and is not to be used for any other purpose or copied, distributed or quoted whether in whole or in part to any other party without KPMG'’s prior written consent.

Other than our responsibility to NZTE, neither KPMG nor any member or employee of KPMG assumes any responsibility or liability of any kind, to any third party in connection with the provision of this
[deliverable]. Accordingly, any third party choosing to rely on this [deliverable] does so at their own risk and KPMG expressly disclaims any and all liability for any loss or damage of whatever kind to any person
acting on information contained in this report. Any reliance placed is that party's sole responsibility.

The report is based upon qualitative information provided by NZTE. KPMG have considered and relied upon this information. KPMG believe that the information provided was reliable, complete and not
misleading and has no reason to believe that any material facts have been withheld. The information provided has been evaluated through analysis, enquiry and review for the purpose of this report. However,
KPMG does not warrant that these enquiries have identified or verified all of the matters which an audit, extensive examination or due diligence investigation might disclose.

The statements and opinions expressed in this report have been made in good faith and on the basis that all relevant information for the purpose of preparing this report has been provided by NZTE and that all
such information is true and accurate in all material aspects and not misleading by reason of omission or otherwise. Accordingly, neither KPMG nor their partners, directors, employees or agents, accept any
responsibility or liability for any such information being inaccurate, incomplete, unreliable or not soundly based, or for any errors in the analysis, statements and opinions provided in this report resulting directly or
indirectly from any such circumstances or from any assumptions upon which this report is based proving unjustified.

The report dated June 2020 was prepared based on the information available at the time. KPMG has no obligation to update our report or revise the information contained therein due to events and transactions
occurring subsequent to the date of the report.
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with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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We passionately believe that the flow-on
effect from focusing on helping fuel the
prosperity of our clients significantly
contributes to ensuring that our
communities, and ultimately our country
and all New Zealanders, will enjoy a more
prosperous future.
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EXECUTIVE SUMMARY

PLIOSE, outcomes and testing WIth INdustry experts

Background

Undaria has been described as “the gorse of the sea” and while sentiment
remains that this remains an invasive species (as its status in the biosecurity act
implies) there is growing awareness of the economic opportunities with Undaria
exports as an under-developed opportunity.

New Zealand has been harvesting Undaria for several years, mostly for domestic
consumption, but recently commenced exports in 2019.

New Zealand's Government is supportive of these moves recently announcing an
ambitious aquaculture strategy to become a NZD$3bn industry by 2035.

Purpose

The objective of this engagement is to ‘size’ the potential markets available for
Undaria exports to Japan and South Korea on behalf of New Zealand Trade and
Enterprise and the New Zealand industry, including cultivators, harvesters,
processors and exporters.

Specifically, it outlines the total volumes produced locally, imported and exported
in the target markets. The size of each segment by value, volume throughout the
value-chain including high-level categories, anticipated growth and market trends.

The report determines issues effecting supply and demand, perceived drivers of
value within each stage of the value chain and the competitive landscape and
basis of advantages.

Primary subject-matter expert testing

The report includes primary and secondary market research which we have then
validated through primary interviews with industry experts within each market,
namely Japan and South Korea.

Sustainable value benefits

Harvard reported that coastal ecosystems sequester large amounts of carbon,
outlining ‘coastal ecosystems sequester away surprisingly large amounts of
carbon’ indicating a future Undaria market has the ability to contribute significantly
to New Zealand's commitment to becoming a carbon neutral county by 2050.

KPMG!

This report seeks to provide insight into three key areas for the Japan and
South Korea markets for Undaria pinnatifida :

1 Sizing of each market, by volume,
value, segment and trends

2 Breakdown of each market’s value
chain and profit pools

3 Validation and insight through primary
iInterviews with industry experts

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



EXECUTIVE SUMMARY

[NIS IS The TIrSt phase to [dentitying market opportunities, sizing the Japan and
SOUINKOrea markets using a [op-town approach

KPMG uses a three-phase methodology commonly used in industry to size markets, with the initial phase being "top-down’, then ‘bottom-up’, with the final phase being a ‘triangulation’

to reconcile the findings across all phases.

This report is based on phase one, or the ‘top-down’ approach only, to assess the opportunity available to New Zealand for Undaria in Japan and South Korea.

This approach to market sizing ensures a cost effective way of estimating an overall size of a market, ensuring there is value potential before pursuing the next stage. By determining
and assessing the materiality of the market up-front, this helps decision making for a go/no-go pursuit of market/product entry and/or expansion opportunities.

In some cases go/no-go decisions can be reached prior to completing all three phases.

Phase 2:

Top-down market sizing Bottom-up addressable market sizing

The objective of a ‘bottom-up’ approach is to
estimate the net addressable market assessing

The objective of a ‘top-down’ approach is to size
a market and its segmentation using industry

drivers of value, demand profiles, and
assessment of customer, consumer or

primary interviews with industry experts to
assess the potential market available to New

Zealand. consumption profiles.

| |
| |
| |
| |
| |
I and analysts reports, trade publications and I the competitive landscape, key activities and
| |
| |
| |
| |
| |
| |

Focus of this report
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Phase 3:

Triangulation

The objective of ‘triangulating’ is to reconcile the
market sizing estimates of the 'top-down’and
'bottom-up’ approaches in earlier phases, assess
any differences and validate final assumptions
with practitioners or industry experts.
Assessment of capability and resource
requirements to execute on market
opportunities.



EXECUTIVE SUMMARY

KPMG IBveraded a variety of primary and secondary information Sources 1o
COMPIBINSIGNLS on the Undaria markets of Japan and south Korea

KPMG have compiled insights from numerous information
sources across trade associations, research databases,
government, third-party research and primary interviews
with industry experts.

Using a broad range of sources ensures that NZTE have a well-
rounded and validated view of the Undaria market in both Japan
and South Korea.

Primary interviews

Japan

— Kota Ohashi (JOFIEA)

— Oshima Yuichiro (Sojitz Foods)

— Shimizu Sataro (Sojitz Foods)

— Shoichiro Kataoka (Sankou Foods)
— Shintaro Nakamura (NZTE)

— Seishi Gomibuchi (MBIE)

South Korea

— Sang Min Lee (Daesang Corporation)

KPMG!

Desktop research

Trade associations

Third-party research

Monterey Bay Aquarium

Invest Korea

Research databases

Capital I1Q

Euromonitor International

Government sources

FAO

OECD

Ministry of Finance, Japan
Unipass Customs, South Korea

Ministry of Agriculture, Forestry and
Fisheries, Japan

USDA Foreign Agricultural Service
IMF
International Trade Centre

Ministry of Oceans and Fisheries,
South Korea

Ministry of Foreign Affairs and Trade

Ministry of Business, Innovation and
Employment

Korea Agricultural and Fisheries Food
Distribution Corporation

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

Radiant Insights
Allied Market Research
Tansley Insights

Seaweed.ie

International Trade Statistics

Tridge

BIM

Science Direct

CNN

Japan Times

Korea Herald
Monterey Bay Seaweeds
e-Algae; Algae

Food Navigator — Asia
Korea Science

URI EDC

FishSite

Ozy

Live Japan

Japan Today

Thyroid Research Journal
NPR

Forbes

Sora News 24

Semantic Scholar

Japan Experience

Global News Wire SeaFood

Source

Tree Hugger
Korea Times
Business Korea
Korean-Products
aT Center
Bloomberg
Trade Korea

De Gruyter

The Mainichi



EXECUTIVE SUMMARY

Japanappears [0 e a much more attractive market, due (o arangde of factors

ACroOSS IMPOrtS, forecast demand and the competiive environment

The collation of insights across a number of primary and secondary
sources has provided a rounded view of market insights for Japan and
South Korea.

A ranking across key decision factors has shown that Japan is a
preferred market for a number of reasons, as described below:

— Both Japan and South Korea are large markets for Undaria, where it
primarily supplied for human consumption.

— Japan has a large demand for imports, making up ¢.87% of total
supply, while South Korea is largely supplied by locally grown product
with very low imports.

— Japanese imports are served almost exclusively by China (72%) and
South Korea (28%) but there has been a decline in Chinese imports
over recent years due to concerns around food safety and levels of
heavy metals and chemicals observed in testing. South Korean
imports are low volume and low value, typically
$1.00-2.00 USD/kg.

— New Zealand has existing and pending trade agreements with the
New Zealand-Korea FTA established in 2015, and CPTPP (2018). New
Zealand is positioned advantageously to competitors with reductions
in tariffs and duties over a period of time, streamlined access and
overall Government-to-Government relations.

— Both Japan and South Korea have a competitive industry around
processing and packing. Despite Japan being heavily import
dependent, a large amount of processing is done onshore.

— Consumer preferences are highly influenced by provenance and
potential food safety concerns. There is a positive perspective of New
Zealand in both Japan and South Korea with high confidence in food
safety and a perception of clean oceans.

— Primary interviews with industry experts indicated Japan demand is
expected to remain stable, while South Korea is expected to decline.

KPMG!
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End-use market size®

Import market value®

Import volume®@

Trade and regulation

Competitive environment

Fit with New Zealand
brand

USD$1,692m

USD$88m
(~87% supply)

c. 29 kT

CPTPP (2018)

Reduction in Chinese imports
due to food safety concerns

Positive consumer sentiment
towards New Zealand food
safety and clean oceans

Forecast growth Stable

Overall market 4.5

attractiveness outof 6
Note: (a) 2019

USD$1,280m

USD$6.4m
(~8% supply)

c. 4 kT

New Zealand-Korea FTA (2015)

Challenging import market and
high number of domestic
growers

Positive consumer sentiment
towards New Zealand food
safety and clean oceans

Stable to declining

3.0

out of 6

Source(s): Radiant insights, ITC, OECD, FAO, Ministry of Agriculture, Forestry and

Fisheries Japan, Statistics Korea, International Trade Centre, SME interviews



EXECUTIVE SUMMARY

Japan|s heavlly rellant onundaria Imports, while South Korea IS alarge producer
Or Undaria with [ow ciemand for imports

The vast majority of supply in Japan is served by
imports from overseas, making up ¢.87% of supply.

There is limited domestic production of Undaria which
has seen a long-term reducing trend but has been
stable since 2012.

There is a small export market for Japanese seaweed
(c. 1KT) but this is entirely made up of Pyropia
(Nori/Gim) and Sargassum (Hijiki), with no Undaria
exports in recent years.

Primary interviews suggest that cultivation, harvesting
and fishing co-ops take a 25-28% share of overall
value chain profits.

Dried salted is the most common product type
accounting for 54% of Undaria products.

A significant proportion of processing and
packaging is completed in Japan. There is a market
for imported processed product but neither desktop
research nor interviews could confirm the size of
this segment.

Primary interviews suggest that processing and
packaging take a 10-14% share of overall value
chain profit.

Desktop research shows 77% of Undaria being
used as food for human consumption. This includes
Undaria being used as an ingredient in processed
food products. This number was validated by
primary interviews.

Desktop research shows ¢.60% supermarket and
¢.20% restaurant distribution (not shown in this
visualisation) but primary interviews with experts
suggested a more even split between the two.

Primary interviews suggest that storage and
distribution (including wholesalers) account for 13-
18% of overall value chain profit, end-use
distribution 25-40% and transportation (at any part
of the value chain) 8-10%.

25-28%
share of

value chain

profit

10-14%
profit
share

13-18%
profit
share

25-40%
profit
share

8-10%
profit
share

Q) e

2018-19@

Domestic
production®
5 kT

Imports ¢.29 kT

Exports n/a

Dried salted
54%

Dried unsalted
25%

Fresh salted
15%

Fresh unsalted
6%

Food
77%

Cosmetics
13%
Industrial
6%
Other
4%
Transport at any
part in the value
chain

Market for
domestic
use use

Cultivation &
harvesting

Imports &
exports

Processing
&
packaging

Storage &
distribution

Market for
business

End consumer

Note:

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
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2018-19@

Domestic
production®
52 kT

Imports c.4 kT

Exports c.16 kT

Dried salted
46%

Dried unsalted
25%

Fresh salted
19%

Fresh unsalted
9%

Food
45%
Cosmetics
13%
Industrial
38%

Other
4%

Transport at any
part in the value
chain

SOUTH KOREA

28-33%
share of
value chain
profit

12-15%
profit
share

10-15%
profit
share

25-40%
profit
share

8-10%
profit
share

South Korea has a high volume of local production
which has been increasing over time, increasing
from ¢.21kT in 2000 to 52kT in 2018.

There is a market for imports into South Korea but
this is typically lower value product (c.$1.00-$2.00
USD/kg).

Around 30% of all South Korean production is
exported with exports fluctuating between 14-21kT
since 2011.

Primary interviews suggest that cultivation,
harvesting and fishing co-ops take a 28-33% share
of overall value chain profits.

Dried salted is the most common product type
accounting for 46% of Undaria products.

Primary interviews suggest that processing and
packaging take a 12-15% share of overall value
chain profit.

Desktop research suggested 76% usage of Undaria
for human consumption in food but SME interviews
suggested that as much of half of Undaria may be
used by businesses (mainly as feed for sea urchins)
and the final figures have been adjusted to reflect
this.

Primary interviews suggest that end-use channels
take a 25-40% share of overall value chain profits
but it was noted that this is driven by the strength
of the market so can vary.

Primary interviews suggest that storage and

distribution (including wholesalers) account for 10-
15% of overall value chain profit and transportation
(at any part of the value chain) accounts for 8-10%.

(a) Weight in kilotons (kT) (2019) (b) Converted from ‘live weight' to ‘product weight' using FAO guidance (2018)
Source(s): Radiant insights, ITC, OECD, FAO, Ministry of Agriculture, Forestry and Fisheries Japan, Statistics Korea, International Trade Centre, SME interviews
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EXECUTIVE SUMMARY

Imary INterviews WIth INdUSIry experts have provided InSIgnt across the

Value chains of both markets
) e

Health authorities are increasing inspections on Chinese production due to heavy metal and chemical
contamination causing reductions in supply.

The definition of quality begins with good harvest practices (e.g. thinning to optimise productivity).

There is increasing adoption of innovation in cultivation and harvest (e.g. machine for thinning and removal
of foreign materials during harvest).

Seaweeds like Kombu and Undaria are very efficient at removing carbon from the atmosphere (with
research indicating up to 20 times that of trees).

The largest challenge for new entrants was cited to be 'quality’ but comments were that, given the poor
food safety of Chinese product, this should not be a significant obstacle for New Zealand, and best done in
partnership with Japanese partners through knowledge exchange.

One expert recommended analysing the use Undaria as feed to fatten and export sea urchins as a higher
valued product rather than Undaria in raw form.

Product is often imported “raw” — which is defined as salted and frozen for further processing and value-
add in Japan. The most prevalent end product is dried Undaria.

Product differentiation begins with quality harvesting practices and robust, safe and secure food systems.

Processors place value on purity of ocean water quality and distinctly differentiate the grades of Undaria by
growing conditions attributing colour, taste, texture and thickness of the meat to those conditions (e.g. an
emphasis on how Undaria is grown and what processes have been done).

The thickness of the meat can dictate the channel for distribution with both thick and thin meats
maintaining value for different uses.
There is an increase in adoption of automation in processing procedures such as de-ribbing although there

are differing perspectives between experts on the productivity gains from this (e.g. inaccuracy of machines
versus traditional hand-cut method).

Waste from processing and production is channelled into animal feed and fertiliser production.

Japan's domestic production achieves market premiums of ¢. $20.00-$30.00 USD/kg because of a
combination of growing conditions and harvest practices, integrity of food systems and traditional methods
use to produce for historically trusted brands.

Demand for Undaria in Japan was described as ‘huge’ and ‘stable’ with limited changes in volume. It has
high demand for domestic use in cooking as well as business use through restaurants and is a key
ingredient in diet staples such as miso soup and furikake.

Primary interviews illustrated that the use of innovation is not an automatic return on investment, as
traditional production methods can, on occasion create better returns than using technology.

Japanese consumers perceive Undaria as a low-calorie food with positive health benefits which lead to
high consumption, in multiple formats (from condiments, to salads to other staples).

Consumers identify quality as a number of attributes with the primary being food safety followed by others
such as colour, taste, texture and thickness of the meat.

KPMG!

Cultivation &
harvesting

Processing
&
packaging

Storage &
distribution

Market for
business

Market for
domestic
use use

End consumer
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SOUTH KOREA

There is some technological innovation around Undaria cultivation, but South Korean efforts have been
primarily focussed on Pyropia (Gim). However, three new species of Undaria are being test harvested,
with a focus on increasing yields through project ‘Gold Seed’. The project is funded and led by the Korean
Government. Korean Government appoint research institutes to cultivate new species, with successful
species to be distributed to fishermen.

South Korea export Undaria to a number of global markets including Japan, China, USA, Vietnam and
others. Japan (30%) and China (20-30%) are the largest export markets and the USA has a growing
demand for Undaria stems. Recently the Undaria root is growing popularity in Japan due to its health
benefits.

For exported product, there is a mix of processed product and “raw” (typically salted and frozen for
preservation). Processes export formats include: chilled and sliced as a meal (side dish); dried and
seasoned as snacks and; dried and packaged with sauce included to replace snacks such as crisps.

Most manufacturers of Undaria products purchase raw Undaria from fishermen. Processing includes
boiling, salting, de-ribbing, washing and drying. Commonly one company will cover harvesting and
processing. The biggest players in this area are ‘Goyang’, ‘NamHea' and ‘"Myongcheon Fishermen'’s Group'.

Key product attributes are colour and texture. The cleanliness of manufacturing sites is also important,
especially for dried Undaria products.

Given the most common use in human consumption is for making soup, having a texture that does not
break down when fully-boiled is important. ‘Softer’ Undaria is harvested in the southern regions and is best
for soup. Undaria with a stronger, chewy texture where it retains elasticity even after being fully boiled is
harvested in the northern regions.

Competitiveness is strongly linked to how you develop safe, secure processes and systems that build trust
around hygiene and food safety. Over time consumers tie these attributes to brand and ongoing trust.

Undaria with health and safety certification helps with competitive advantage. Manufacturers who salt and
dry the Undaria in the same place have competitive advantage as this is perceived more clean and safe.
The government’s Ministry of Food and Drug Safety approval is valued for food safety accreditation, brand
and perception. Suppliers with established brands conduct their own safety checks and are able to position
their product in the market as safer food to eat.

Large market for seaweed in South Korea but largest consumed variety is Pyropia (Gim). Undaria is
estimated at 10-20% of the overall seaweed demand. Whilst seaweed as a whole is growing, demand for
Undaria is stagnating and beginning to decrease.

The B2B market is highly competitive with low profitability. The B2C market is typically about twice the
profits of B2B. With the business market dominated by use of Undaria as sea-urchin feed, this provides
little opportunity to differentiate and create premium product.

In human consumption, there is a decreasing local demand for Undaria. Undaria is typically used in home
cooking in South Korea and the growing trend towards eating out.

10



EXECUTIVE SUMMARY

[Ne primary market opportunity les inJapan, where there IS demand for quallty
Undariaand an appetite topay for qualty

The ‘top-down’ market sizing has generated insights that provide an initial view of potential market opportunity. This has identified the primary opportunity within Japan and

areas to focus around growing import price.

What have we learnt?

The Japan Undaria market is much more attractive than the South Korean market due to a higher
reliance on imports, greater forecast demand and recent reduction in Chinese imports presenting
opportunities for new importers.

99.98% of all imports of Undaria into Japan are from China and South Korea with a market totalling
USD$88.0m. 72% of this value is attributable to China, with the remaining 28% South Korea.

Recent perceptions of China’s water purity and product quality has led to a CAGR of -6.6% over the
last three years with import value reducing from USD$73.0m to USD$63.0m. The lower quality of
product from China also commands a lower price, typically $1.50-$3.00 USD/kg

Over the same period imports from South Korea have grown from USD$21.0m to USD$25.0m, a
CAGR of +7.1%. Primary interviews indicating Korea's challenges are cultivars intolerance to rising
water temperatures leading to the launch a support programme valued at USD$438.0m by the
Government named the ‘Golden Seed Project (GSP)" which includes seaweeds.

2019 imports of Undaria into Japan

Importer Volume Value Price 3y CAGR
i $1.50-$3.00 o
China 22.1 kT USD$63.6m USD/kg -6.6%
$3.00-$4.00 o
South Korea 7.0 kT USD$24.6m USD/kg +7.1%

Pricing variation for imported and domestic production is significant ranging from $1.50 to $30.00
USD/kg indicating an appetite to pay for quality Undaria. Primary interviews with industry experts
determined the upper end of prices are achieved through an organisations ability to meet a complex
set of requirements throughout the value-chain, not only the needs of a consumer.

Domestically produced Undaria achieves ave. prices of $7.00-$10.00 USD/kg with some areas such as
Sendai achieving prices of up to $30.00 USD/kg. These prices are achieved as a result of the traditional
harvesting approaches, known quality growing locations and brands trusted by consumers.

It is our understanding through primary interviews at the time of writing this report that New Zealand's
exports of Undaria to Japan are achieving approx. $3.00 USD/kg @

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

KPMG!

According to one primary interview, the form and cost structure make the current New Zealand
export model to Japan unsustainable. New Zealand should actively seek ways to improve price
and margins to make Undaria exports economically viable.

The primary enabler to increasing New Zealand import prices is developing ‘trust’ in the systems
in which the Undaria is cultivated, and how it is harvested. The environment in which it is grown
such as water purity, temperature and production density as well as attributes themselves such as
thickness of meat, processing techniques and brand are all drivers of value.

The expectation is that collaboration with industry experts from the local market will be essential.
This will help to guide cultivation and harvesting development and critically facilitate positive
communication around New Zealand product quality in-market.

One factor that may contribute to how New Zealand defines success for this initiative is the
carbon sequestration benefits linked to Undaria, meaning Undaria systems would help to support
wider government goals.

New Zealand's success will not be determined by one factor in isolation. It is the ability to execute
simultaneously on four key initiatives to achieve a premium. New Zealand has the potential to
cultivate high-quality Undaria from integral production systems, develop consumer trust with
assistance from market based industry experts to capitalise on the opportunity.

Initial findings indicate the New Zealand Undaria industry can move well beyond the current price
of $3.00 USD/kg to position itself as a preferred country of import and compete with premium
domestic production ranging from $7.00 USD/kg up to $30.00 USD/kg.

What do we need to know next?

The insight reveals four areas of strategic focus that should be considered as part of the bottom-
up market sizing to identify addressable market:

1. Environment and growing conditions
2. Integrity of production systems
3.  Strategic partnerships

4. Product attributes

Note: (a) Prices are USD/kg CIF Japan Main Port (“JMP") equivalent
Source(s): Radiant insights, International Trade Centre, Primary interviews
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EXECUTIVE SUMMARY

[Ne pursuIt of four pathways will begin to evalate the potential for New /edland

[0 Capture the [dentified opportunity in Japan

Based on the learnings from phase one of the market sizing exercise, it became apparent there are four areas of strategic focus that should be considered as part of the next

phase, of bottom-up analysis to determine the addressable market-size.

Transformational 3. Integrity of

Proximity to core business for

industry

production systems

Adjacent

2. Strategic partnerships

4. Product attributes

Core 1. Environment and growing conditions

Short Medium Long

Time to impact for industry

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated

with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

D 1. Environment and growing conditions

— New Zealand's growing regions have a level of quality disparity

from a market perspective. Otago is considered the ‘best’ based

on temperature, purity and the nutrient levels in the water.

— In-market processors place value on the purity of ocean water
quality and temperature as it determines grades of Undaria.

— A comprehensive assessment of New Zealand's growing areas
would allow the opportunity to prioritise regions for investment
while simultaneously lifting the perception of New Zealand's
Undaria market with consistently high quality exports.

D 2. Strategic partnerships

— Primary interviews highlighted the criticality and an almost non-
negotiable fundamental dependency of forming a strategic
partnership with a market based industry expert to determine

market centric value drivers and guide the most efficient pathway

to value.

D 3. Integrity of production systems

— The perception is that New Zealand has safe and secure food
systems which are critical to building a foundation of trust.

— New Zealand has an opportunity to establish a set of industry
‘best practices’ suited to its growing conditions guided by the
strategic partnership with an in-market industry expert.

D 4. Product attributes

— New Zealand's ability to produce Undaria with high quality
attributes is interdependent on earlier activities of establishing
optimal growing environments, guidance from strategic market
partnerships and integral production systems and practices.

— Capturing attribute value is however determined by the industries

ability to simultaneously execute and communicate product
quality through in-market partnerships, branding and packaging.

12
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GLOBAL SEAWEED MARKET

Glonal Seaweed market S expected [0 witness a steep arowth by 2027
dominated by growthinthe Asia-Paciic marke

Key observations Covid-19 observations

— The global seaweeds market is expected to grow at a CAGR of 9.2% from 2020 to 2027. Positive

— The expected growth of market is driven by increasing demand for organically derived
products and their high nutritional value in food applications. Increasing investments in end-
use segments such as agriculture and animal feed will also drive the demand for seaweed.

— Spike in medical testing for COVID-19 globally has offered market opportunities for new products,
such as high bacto agar from Garcillaria, which serves as laboratory medium for COVID-19 testing.

— In South Korea, the government has provided low interest loans (1.3%) to aquaculture and
fisheries businesses facing cash flow difficulties due to COVID-19.

— Asia-Pacific dominated the global commercial seaweed market in 2019 and is expected to — In Japan, USD$30m has been kept aside for measures such as allocation of funds to market
grow at a sharp rate by 2027 due to increasing production and demand from countries such as diversion initiatives such as purchasing, transporting, and storing of species that are experiencing
China, Japan, Indonesia and South Korea. The demand for commercial seaweed in the food large declines in demand and prices due to COVID-19.

sector is expected to boost the growth of the market in this region.

Negative
— Seaweed is used for various applications within sectors such as food, cosmetics and
pharmaceutical holding the majority of the market share. Rising awareness about the health

. 2 ! > — COVID-19 has adversely effected the seaweed and aquaculture industries with supply chain
benefits of seaweed is increasing demand for seaweed-derived snacks.

disorder and mandatory lockdowns.

— There is an increased use of seaweeds in the pharmaceutical sector due to its nutritional ) . ‘ o N
value, and the food and cosmetics industries as the demand for aquatic plant extracts are used — Due to the pandemic countries such as Japan and South Korea witnessed a rise in trade deficit
as thickening and gelling agents. caused by supply disruptions and halts to production.

-------------------------------------------- — Companies producing carrageenan stopped their production in many parts of Japan and South
Korea causing a fall in demand with only large agar processing companies operational based on
— Edible seaweed account for over 85% of share of the total seaweed market and is widely raw material availability, however, most small enterprises have been forced to cease operations.
used as an ingredient in beverages, nutritional products, and food production.
— Government responses of imposing travel bans, strict border controls, and reduced air traffic in
Japan and South Korea has reduced the demand for food servicing companies, affecting the
demand for Undaria due to lower footfall in restaurants and food serving outlets.

— The Asia-Pacific region accounts for majority of edible seaweed production with China being
the highest producer followed by Indonesia, Philippines, South Korea and Japan, respectively.

— In edible seaweed exports, Indonesia accounted for over 57% of the volume, followed by
South Korea of 18% in 2019. — Sharp drop in the demand for Undaria is also observed from importing countries.

— In terms of imports, China and Japan lead the share with 58% and 13% of the total import
volume respectively, in 2019.

Source(s): Radiant insights gathered through primary interviews and research

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 15
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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EXECUTIVE SUMMARY

niroduction to Undaria pinnatinda

Undaria pinnatifida, otherwise known as wakame or Asian kelp, is an annual kelp native to
northeast Asia and Russia. It is the basis of a large aquaculture industry in Japan, Korea and
China. In the 1970s, Undaria expanded to non-native areas, and is now available in other parts
of the world including Europe, North America, South America and Australasia.

Risk and impact factors

- Invasive plant that has proven invasiveness outside its native range — wakame is listed as
100 worst globally invasive species as of 2018

- Fast-growing and highly mobile (easily spreads/grows in different areas)
- High reproductive potentially and high genetic variability
Uses in cuisines and health benefits

Undaria pinnatifida (wakame), is a species of edible seaweed, a type of marine algae, and a
sea vegetable. It has a subtly sweet, but distinctive and strong flavour and texture. It is most
often used as human food and often can be found in soups and salads. The leaves should be
cut into small pieces as they will expand during cooking.

Based on the research by the Rural Development Administration and the Korean Ministry of
Knowledge Economy, consumption of Undaria has significantly positive impact on growth
performance from increased ADG and feed efficiency and immune status (increased 1gG).
Furthermore, it significantly reduces cholesterol concentration and improves fatty acid profile.
Moreover Fucoidan extracted from Undaria has significantly induced osteoblastic cell
differentiation and has potential in use as a functional food ingredient in bone health
supplements.

Other names

The common name was derived from the Japanese name wakame (751 4, hed, &, #
7). In English, it can be called "sea mustard”; in Chinese, it is called qundai cai (&7 ); in
French, it is called "wakamé" or "fougere des mers" (sea fern); and in Korea, it is known as

miyeok (O] ).

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

The anatomy of Undaria pinnatifida

5. Midrib

4. Leaf or blade

3. Bulb or sporophyll

2. Stipe
1. Holdfast

1. Holdfast: Generally crust like, edible.

2. Stipe: The stipe is the stalk of a seaweed and is edible as a pickle
or relish.

3. Leaf or blade: Used mainly for human consumption in cooking as
well as feed in agriculture e.g. sea urchins

4. Bulb or sporophyll: Used to extract Fucoidan and used as a
functional food ingredient and health supplement.

5. Midrib: Typically removed during processing. Lower value. It can
be pickled and eaten as a bar snack.

Note: The roots and stems are separated during the processing of
seaweed as human food.

17



SEAWEED MARKET SEGMENTATION

Seaweed 0r sea vegelanies are atorm o algae that grow Inthe sea and are
1ound indiiferent colours pased on thelr pigmentations

Seaweed Market by Product(@

Red Green

— Red seaweeds are one of the oldest
groups of eukaryotic algae

Brown
— Green seaweeds can be leafy or tubular in
shape

— Brown seaweeds are usually large, and

range from 20 m to smaller species of 30—
— The Rhodophyta also comprises one of the 60 cm long — Colour is typically dark green to yellow,
with a thick, spongy texture

largest phyla of algae, containing over

) ; — The more useful brown seaweeds grow in
7,000 currently recognized species

cold waters in the Northern and Southern
Hemispheres

Examples

N
-~
Porphyra purpurea Pyropia (Nori/Gim) Undaria pinnatifida Ecklonia cava Sea lettuce Chlorella
THE FOCUS OF
Note(s): (a) Based on pigmentation THIS REPORT

Source(s): FAO; URI EDC

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 18
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



GLOBAL DISTRIBUTION OF MAJOR SPECIES

BIoWN seaweeds are distriputed aiong 2oz of the world s coastines, where
(Ney Tunction as foundation SPecies Incoastal marne ecosystems

Approximate global distribution of major kelp genera (Laminariales), 2019

Source(s): Tansley Insights

kPmc!

J

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

North Pacific

Indian

South Pacific

Undaria specifically only
grows in a small
number of locations
around the world
namely:

— Japan

— South Korea

— China

— Europe (mainly Spain,
UK and France)

— Canada
— Argentina
— Australia

— New Zealand

19



PRODUCTION CYCLE - UNDARIA PINNATIFIDA

[ne production cycie Tor Undaria takes anout an year 1o complete, Nowever the
(IMings 0T these vary greatly among global distributions

In its natural distribution areas (Yellow Sea, East China Sea, Sea of Japan), the sporophyte lifecycle stage generally appears between late October and early November (autumn),
grows rapidly from December to March (winter-early spring), and reproduces in April (spring). However, this well-defined seasonal reproductive cycle is not necessarily consistent
where the species has been introduced into new regions.

Production cost at
each stage

Processing & Packaging
Finished product

— Sporophylls are frozen and remaining parts are bathed in
hot water. The cooked plants are then salted and
pressed overnight to remove the excess salt water.

Harvesting They are then separated from the blades and packed.

— Harvesting starts in February when the sporophyte thalli reach
approximately 1.5-2 m, and ends in late April. Plants are
harvested manually by cutting the plants off the main

>

C

(]

[}

3

®

C

e}

5

2

&

(3; Cultivation & cultivation rope. Sporophylls and thalli are packed and sent to the

2 Maintenance processing facility. _

e Until

o - - - - - April

3 — Growing of Undaria starts at sea by laying the longline horizontally

% and inserting sporeling strings hanging in water usually within 1 m of

£ the surface. 29,0
S — To assure good farm production, there is a need to maintain the farm

K] Hatchery (remove sea rocks, dead corals, etc).

5

E — By June the seawater temperature rises and matured sporophylls are

% cut off from the sporophytes, brought to land and dried. Sporophylls are o/
s then put into filtered seawater and removed after releasing of the spores. 2%
= When there are sufficient spores they are transported in tanks of

1§ Seeding spore filtered seawater for hatchery. Until end

a

Spore

of June
— Parental plants used for yearly sporeling production come from the
mature farmed sporophyte. They are usually reserved on long-lines until 33%
end of June. The plants are cultured under relatively deep water to
elongate the time at sea until seeding process.

Note(s): (a) Addition of 49% share of Transportation and drying and 2% share of packaging; (b) Share for farm management process; (c) Share for planting process; (d) Share for tying seed process
Source(s): FAO; Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 20
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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MARKET SUMMARY

DESKIp research of the market for Undaria pinnatifida in Japan provides
NSOt Into the Scale of the market and key trencs

Market size®@
(2019)

Demand

Production
Imports

Processing
Product variation
Pricing
Distribution

Competition

Summary

KPMG!

MARKET SIZING

USD$1,692m

— Spending per household on Undaria has increased +3.7% p/a versus overall food of

+0.8% indicating growth in Undaria as a product.

— In 2018, domestic production made up 13% of all market supply. Undaria production

levels have been stable over the last five years but overall seaweed production has
been declining (-1.5% CAGR), Undaria share of overall production is currently 12%.

— Imports make up ¢.87% of market supply and are almost exclusively product from China

(72%) and South Korea (28%) with <1% of imports from other territories. Chinese
import share has been decreasing, down from 81% in 2016 with replacement coming
from South Korea.

— Both final product and “raw"” product is imported (typically blanched, salted and frozen).

There is a competitive industry around processing and packaging and a large amount of
this activity occurs onshore.

— The majority of Undaria is produced for human consumption (77%). Of this, almost 80%

is dried product with dried salted the most popular format (54% of all human consumed
Undaria).

— Undaria pricing has increased (+3.4% CAGR) over the last five years. The primary driver

of price variation is provenance. Domestically harvested Undaria charges a ¢.2-10x
premium and Undaria from South Korea has a 10-20% premium over Chinese Undaria.

— An estimated 58-61% of human-consumed Undaria is distributed through supermarkets

or hypermarkets and estimated 13-17% through restaurants.

— Riken Foods is the largest player in the market, one of a number of vertically integrated

competitors.

The value of the Undaria market is increasing driven by increasing
prices. The vast majority of the market is supplied by imports from
China and South Korea.

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

MARKET TRENDS

The government have used import quotas with some countries on other seaweed
products and entered into a Pyropia (Nori) import quota expansion with South Korea
that will increase imports in stages out to 2025.

— Rise in sea temperature, unfavourable government regulations and rise in imports

seem to negatively impact seaweed production in Japan with production decreasing
over the long-term but has been stable over the last five years.

— The Japanese market has strict regulation on food safety, plant protection and

labelling with a number of laws that govern this including the Food Safety Basic Act,
Food Sanitation Act, Health Promotion Law, Plant Protection Law and the Food
Labelling Law.

Due to the recent COVID-19 pandemic Japan has experienced supply chain disruption
causing a trade deficit and causing some seaweed production to halt.

The government’s response to COVID-19, imposing travel bans, banning large
gathering and closing restaurant has caused a large demand reduction in the food
servicing sector.

Government regulations around the clean up of Japan's rivers have led to a decline in
the runoff of agricultural wastes and fertilisers into the ocean. In turn this has stripped
the river waters of essential nutrients that help the seaweed grow having a negative
impact on production levels.

Through cross-breeding, cultivators have bred a new cultivar of Undaria, NW-1, which
delivers higher yield and has a higher sea water temperature tolerance.

Food safety is a strong driver of consumer behaviour with consumers placing a
premium on provenance. The seas of China are perceived to be less clean which
drives a lower price and Chinese imports have been reducing over the last few years.

Japanese consumers have a positive view of New Zealand in terms of environmental
purity and food safety.

Notable recent new importers of seaweed into Japan into Tonga, Canada and Senegal
who imported 85, 36 and 17 tonnes of seaweed in 2019 respectively

Demand for Chinese imports is reducing due to concerns over
food safety, presenting an opportunity for new market entrants.

Note: (a) End-use value 22



EXPERT INTERVIEWS

PIImary INterviews WIth Industry experts have validated deskiop findings across

(e value chain and provided targeted and Speciic Isignt

Cultivation

8-10%" transportation share of profit

30-35%
share of profit

Harvesting

Primary expert interview insights

Health authorities are increasing inspections on
Chinese production due to heavy metal and chemical
contamination causing reductions in supply.

The definition of quality begins with good harvest
practices (e.g. thinning to optimise productivity).

There is increasing adoption of innovation in cultivation
and harvest (e.g. machine for thinning and removal of
foreign materials during harvest).

Seaweeds like Kombu and Undaria are very efficient at
removing carbon from the atmosphere (with research
indicating up to 20 times that of trees).

The largest challenge for new entrants was cited to be
‘quality’ but comments were that, given the poor food
safety of Chinese product, this should not be a
significant obstacle for New Zealand, and best done in
partnership with Japanese partners through
knowledge exchange.

One expert recommended analysing the use Undaria

as feed to fatten and export sea urchins as a higher
valued product rather than Undaria in raw form.

Note(s): (a) represents transportation at any part of the value chain

Source(s): Radiant Insights, validated through primary expert interviews

KPMG!

Fishing

cooperative

10-15%
share of profit

12-15%
share of profit

Storage &

Processing & packaging distribution

salted

Fresh un-
salted

6%

Dried Fresh

salted

15%

Dried un-
salted

25%

54%

Primary expert interview insights

Product is often imported “raw” — which is defined as salted and frozen for
further processing and value-add in Japan. The most prevalent end product is
dried Undaria.

Product differentiation begins with quality harvesting practices and robust, safe
and secure food systems.

Processors place value on purity of ocean water quality and distinctly
differentiate the grades of Undaria by growing conditions attributing colour,
taste, texture and thickness of the meat to those conditions (e.g. an emphasis
on how Undaria is grown and what processes have been done).

The thickness of the meat can dictate the channel for distribution with both
thick and thin meats maintaining value for different uses.

There is an increase in adoption of automation in processing procedures such
as de-ribbing although there are differing perspectives between experts on the
productivity gains from this (e.g. inaccuracy of machines versus traditional
hand-cut method).

Waste from processing and production is channelled into animal feed and
fertiliser production.

Japan's domestic production achieves market premiums of ¢. $20.00-$30.00
USD/kg because of a combination of growing conditions and harvest practices,
integrity of food systems and traditional methods use to produce for historically
trusted brands

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

25-40%
share of profit

Market for domestic

Market for business

use

use

Primary expert interview insights

Demand for Undaria in Japan was described as
‘huge’ and ‘stable’ with limited changes in
volume. It has high demand for domestic use in
cooking as well as business use through
restaurants and is a key ingredient in diet staples
such as miso soup and furikake.

Primary interviews illustrated that the use of
innovation is not an automatic return on
investment, as traditional production methods can,
on occasion create better returns that using
technology.

Japanese consumers perceive Undaria as a low-
calorie food with positive health benefits which
lead to high consumption, in multiple format (from
condiments, to salads to other staples).

Consumers identify quality as a number of
attributes with the primary being food safety
followed by others such as colour, taste, texture
and thickness of the meat.
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SEAWEED MARKET SEGEMENTATION

Seaweed flt 1or uman consumpLion accounts for more than /o7 Of markel

share InJapan

Seaweed Market by Application

!

Human food

— Seaweed that can be eaten raw or

used in the preparation of food fit
human consumption. This
includes Undaria used as an
ingredient in other processed
products.

% estimated volume market share 2019)

® 77%

Types of seaweed V)

t.

Undaria Pyropia
pinnatifida (Nori, Gim,
Laver)

(Wakame, Miyeok)

Note(s): (a) Others include animal feed and wastewater treatment applications ; (b) lllustrative and not exhaustive

Source(s): FAO; Seaweed.ie, Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

I

Industrial

— Seaweed used in industrial
products such as fertiliser,
nutraceuticals, paper coatings,
adhesives, etc. and in processes
such as paper sizing, textile
printing, hydro-mulching and
drilling

6%

Eucheuma Kappaphycus

I

Cosmetic
and medicine

— Seaweed species are used in
traditional Chinese and Japanese
herbal medical purposes and for
treatment of iodine deficiency,
etc. Some active ingredients in
seaweed are used as cosmetics
such as skin creams

13%

Laminaria Ascophyllum
(Oarweed) nodosum

}

Others (@

— Seaweed has many other

applications which includes being
used as animal feeds and
bioremediation among others

4%

Macrocystis Gracilaria
(Kelp)
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DEMAND - PRODUCT FORMATS

N Japan, undaria pinnatitida is consumed In multiple Torms, primartly dried cut, In
SOUPS and as Snacks, soid mostly throughn e-commerce Channeis

: |
. A | Seaweed extract — usually sold in mgs and can
Price (Yen/10091 I be more than 1 million yen per 100g 1
I , |
: |
| S xe
4,000 & : "t ! E l
above I s I
I Yoho I
I |
oo e e e == 1 1 !
| Dried (flakes) — typically | I I
I more than 2,000 yen/100g 1 I Nusa Pure 1
3,000 | ' i 1 —— e e = = = == — 1
= - I |
| Dried / Dried cut seaweed - 1 |
| typically comesin 100g to 200g | | - I
I packages, between 1,000 to I | Helo Sakakun |
I 2,600 yen/100g 1 LSeavveed Co |
- === T T T T T T mEEsEmEEEEEE T
2,000 | Fresh - typically under | I | | Seaweed soups — :
1 1,500 yen/1 099 ! ! I | typically comes in
1 : 1 1 500g packages, under !
b o o o o |
I 1 1 | | 500 yen/100g :
| |
e
! Sanin I I > % ! 1 1
l i Vs 3 l I
Sakiminato ) it |
_-——— == ; 1 a0 B e e e e e " ——
1,000 I L e : '
| I 1 Sanriku I )
: -“ ! I 1
| —_
I Seaweed | T I
1 ! Honpo | ;I@ I
500 : Kuniyasu 1 : Uawb | 3&@ : I
awbe ok ;
1 | hidori H Tohoku : Brown rice |
|_ _______ I |_ L _Foid _______ I Marukomélaruto Chidori Honpo Hiroya Ohmoriya bifun soup |
___________________________ |

Level of processing

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 26
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DEMAND - EXPENDITURE PER HOUSEHOLD

Jrven Dy IES health Denetits, expenditure on undara pinnatiiida seaweed nas
grown faster than that of total food expenditure between 2011013

Japan yearly expenditure per household on Undaria pinnatifida for total households, 2011-2018, JPY Comments

> — Expenditure by Japanese households on Undaria pinnatifida
@ seaweed has been growing steadily at ~3.7% CAGR during the

— 1.282.0 1,319.0 1,299.0 time frame 2011-2018.
11120 1,188.0 1,171.0 . _ o _
1.040.0 e — The growth in expenditure per household for Undaria is driven by

the change in food patterns of Japanese people who are now
leaning towards a more healthier lifestyle.

1,006.0

— The demand for Undaria is high as it is one of the most
commonly consumed seaweed served in salads and soups
in the Japanese cuisine including the miso soup which is
known widely for its health benefits.

— Undaria is one of the seaweeds that is not only popular in
Japan but also worldwide because of how well it
complements all dishes.

2011 2012 2013 2014 2015 2016 2017 2018

Growth of Japan expenditure per household for total households, 2011-2018, JPY — Growth in expenditure of Undaria Pinnatifida outstripped that of
5.7% total food. Growth of total food expenditure was only 0.8%
. (o]

6% - versus 3.7 % for Undaria Pinnatifida over the same period.
51% 5.0%

4.6%

5% - Historical seaweed consumption trends

— Around the 1950s, Japanese transitioned from a traditional to a
Westernized diet leading to decline in consumption of certain
seaweed species along with simultaneous increase in others.

4% A

3.4% 0

3% - 3.9% 3.7%

— While kombu consumption decreased from 844 to 685 g/year per

2% A 11% 1.5% 1.2% household, Undaria consumption rose from 727 to 1,234 g/year
0.9% : 1.0% per household between 1963 and 1973 perhaps, due to relatively

1% A low iodine contents in Undaria regarding kombu.

0% — However, daily seaweed consumption per person in Japan has

(e T T T T T T 1 . . . .
2011 2012 2013 2014 2015 2016 2017 2018 remained relatively gon5|stent over the last 40 years (4.3 g/day in
1955 and 5.3 g/day in 1995).

Undaria  @=— All Food

Source(s): e-Stat, portal site of official statistics of Japan; Live Japan; Japan Today; Thyroid Research Journal

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



DEMAND - PRICING

Jrven Dy IES health Denetits, expenditure on undara pinnatiiida seaweed nas
grown faster than that of total food expenditure between 2011013

Undaria pinnatifida retail market price in Japan, Jul'15 - May’'20, JPY/ 100g(a!(b) Comments

— The prices for Undaria pinnatifida in Japan have
increased over the last five years with a 3.4%

300 -
CAGR over this period. The average price over the
L last five years is 234.4 JPY/ 100g
i (33.4%)
250 ($3.4% 2551 o1 5
243.6 245.8 '
— 234.0 2384
229.8 228.0 :
217.0 219.6
200 J 2155
()]
o
o
150 A
>
o
- Period CAGR®
100 - 15-"16 2.0%
"16-"17 3.9%
"17-'18 3.9%
50 -
'18-"'19 3.8%
"19-"20 21%

0
Jul'’l5  Dec'15 Jun’16 Dec'16 Jun’17 Dec'17 Jun’18 Dec’18 Jun’19 Dec'19 May'20

Note(s): (a) Data till 2000 is available but has been kept from Jun 15 for consistency; (b) Prices have been calculated as the average of monthly retail price of Undaria Pinnatifida in 81 cities defined as ‘Cities with Prefectural Government and Cities
with Population of 150,000 or More’; (c) The CAGR for the "15-"16 period has been calculated using average for 2016 and last 6 months of 2015 and for '19-'20 period, the average of 2019 and first 5 months of 2020

Source(s): e-Stat, portal site of official statistics of Japan

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 28
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DEMAND — CONSUMER BEHAVIOUR AND DEMOGRAPHIC DRIVERS

JSade o Undaria as an ingredient Seems (o grow iong With r1se In
Drelerence of Japanese for healny pre-prepared andready-[o-eat 1ood

Trend / insight Supporting statistics Comments

Use of Undaria pinnatifida (as an ingredient) by food and drink category, 2014-2019, %2

40%

36% — Seaweed is a staple in the Japanese diet and
an essential in meals like miso soup, onigiri,
sushi, salads and nori bento among others.

Strong use of Undaria

pinnatifida and other 12% o o — The mp;t common way to consume Undaria
- ()
types of seaweed in O 0% o 1% 19 19 Pinnatifida is in meals and meal kits,
meals S 9 = — S < = 5 o8 o& =0 follovyed closely by soup _vvhere consumers
S< 2 = 2 S & IS e § &S &o .('/9) % feel like they can best enjoy the taste as well
T « o 5 = %) 8 o ec®E 5 % 3 as extract the nutritional benefits from
] = el .
S E >3 2 o § g L O consuming the product.
By o T o 2
@ c >
IZNG)
L
Frequency of consumption by meal type, at least weekly, 2020, %) .
— The home cooked or baked foods are still
1519 o | o 0% — T the top Category of consumptlon_ of meal_s_by
consumers, which makes Undaria pinnatifida
2029 57% [ 47% [ 34% as an ingredient attractive.
30.39 60% [ 4% [ 27% 19% | 13% — Thereis a rise in demand for pre-prepared
L foods due to health benefits and ease of
Rise in preference for 4049 56% [ 5a% | 20% [0 buying.
pre-prepared foods , )
50-59 62% [ 41% A 12% | 7% — Suppliers such as convenience stores are
boosting sales by including pre-prepared and
0/ ’IO/ 0 0 O/ « e . .
60+ Lkl | 31% [16% [REZER ready-to-eat nutritional meals in their stores
1 Home cooked or baked [ Eat at a restaurant due to rising demand for the same especially
. amongst Japanese in 20-39 age group.
[] Reheat or prepare a ready meal B Order food for home delivery

[ Order food for takeaway or pick up ready-made food

Note(s): (a) Based on a sample of 397 food and beverage products containing Undaria Pinnatifida and 9745 food and beverage products containing algae from Mintel GNPD; (b) The results are based on a survey that captures consumer trends and
their lifestyle habits during 2019 and 2020 for 1,003 respondents

Source(s): Euromonitor International; Data received from client

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 29
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



DEMAND — CONSUMER BEHAVIOUR AND DEMOGRAPHIC DRIVERS

Jespite Shrinking customer Dase due (o faling Dirth rates, Inclination of
Japanese towards heathy liestyle seems [0 INcrease Seaweed demanc

Japan’s demographic forecast, # of people, 2000-2050, million

9] [7] [16] [8] M@ mm —

1121 [101 Fand
Fall in birth rates 101 110] 110
resulting in contraction ss| 84| [82] |77| |74 |7 67| |64] [58] |s3| |50

of the seaweed
customer base I N I e e e B

51 28| [s0] |34| [38] [36] [37| [37] (39| |39] |a7

2000 2005 2010 2015 2020 2025 2030 2035 2040 2045 2050
1014 [] 1564 [ 65+

Frequency of key health-related actions, 2020, %!

24%
21%
16%
Increased focus on
health and wellness, in 8% 7% 9% 9% g9
sync with the 5%
nutritional benefits

offered by seaweed
Almost every day 1-2 times a week 1-2 times a month

[ Take health supplements/vitamins [ Participate in stress-reduction activity
[ Participate in physical exercise

Note(s): (a) The results are based on a survey that captures consumer trends and their lifestyle habits during 2019 and 2020 for 1,003 respondents
Source(s): Euromonitor International; CNN; NPR

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

The number of babies born in Japan fell an
estimated 5.9% in 2019 to fewer than
900,000, the first time since 1899.

The population is decreasing and expectation
that demand would follow this trend, but
current data indicates the opposite.

The traditional Japanese diet (especially
popular among the older generation) is
predominantly seafood i.e. large
consumption of fish and seaweed which
carry a low risk for cancer and
arteriosclerosis.

Seaweed in all its forms — kelp, dulse,
Undaria pinnatifida, algae or nori has been
known to be rich in nutrition and lead to
health benefits, resulting in their increased
popularity in Japan.

Also, there seems to be a lot of availability of
kelp products.

— "“Alot of kelp products are now
available in alternative health food
shops: it's a right of passage for these

foods to be sold there first”
- Damon Gameau, filmmaker, 2040 environmental
documentary
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SUPPLY - SEAWEED PRODUCTION

While Seaweed production In Japan experenced negative growth dunng the
me frame 2015-201/, Undarias 7 share remained aimost Stanie

Seaweed production volume@ and Undaria pinnatifida as % of seaweed production in Japan, 2013-2017, tonne
(000s) and %

12.0%
? Comments
11.3% 0
11.1% 11.2% - .
P — 10.9% - — Seaweed production in Japan has declined at ~1.5%
S CAGR during the time frame 2013-2017.
T — Undaria pinnatifida as a percentage of seaweed
— production remained almost stable within the range of
451 440 10-12% during the same time frame.
430 425
413
2013 2014 2015 2016 2017
=8= Undaria pinnatifida as % of seaweed production [ ] Seaweed Production Volume
Note(s): (a) Seaweed production volume represents the addition of seaweeds production volume under marine fishery and marine aquaculture (seaweeds — Undaria and laver — nori)
(b) The weight here is quoted in live/wet weight. This is roughly 10x that of product weight observed at other points in the value chain.
Source(s): Ministry of Agriculture, Forestry and Fisheries, Japan
m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 32
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



SUPPLY - UNDARIA PINNATIFIDA PRODUCTION

Undaria production inJapan witnessed a sharp fallin 2011 driven by the Impact
0 e Tonoku Tsunami, Tollowed Dy normeal production from 2012 onwards

Undaria pinnatifida production volume in Japan, 2000-2018, tonne (000s)

% D

Comments

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

201

2012 2013 2014 2015 2016 2017 2018

Note(s): The weight here is quoted in live/wet weight. This is roughly 10x that of product weight observed at other points in the value chain.

Source(s): OECD; Fisheries Agency, Ministry of Agriculture, Forestry and Fisheries, Japan

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

— In 2011, the production witnessed
significant drop and reached at a level
of 19,000 tons purely driven by the
impact of the Tohoku Tsunami .

— Reduced supply of Undaria pinnatifida
affected balance of supply and demand
of raw materials across Japan resulting
in a subsequent increase in imports for
2011.

33



SUPPLY - OVERVIEW OF IMPORTS AND EXPORTS

WhilE Imports have surged owing to 1se In domestic [axes a competiion from
eMmerging countries, maxing Japana netimporter of seaweed..

Japan seaweed and other algae import value, 2010- Japan seaweed and other algae export value, 2010- Comments
2019, USD million(© 2019, USD million(®
This analysis uses HS code 1212 (top charts)
500 1 S 500 1 representing “Seaweeds and other algae fit for
@ human consumption”
400 { =— 400 A
316.2 The lower charts represent HS code 121221 which is
307.1 5910 260.6 289.7 302.1 292.1 i
300 A : 2588 ) : 300 A a subset of all edible seaweeds and represents trade
0 2471 . e e .
210.0 of Pyropia (Nori/Gim), Sargassum (Hijiki) and Undaria
200 - 200 - (Wakame).
100 A 100 4
25.0 22.8 21.3 19.7 20.6 29.8 34.3 349 36.2 306 Imports
0 o S e e Y e T e Y A N I
© - o o ¥ v O ~ O O © - o o ¥ L O ~ 0 O — Domestic tax hikes such as increase in sales tax and
2 2 2 8 & £ £ g8 g < g 2 2 8 g £ £ g g < consumption tax in 2019 along with high competition
from emerging markets have increased Japan's
. o . . imports from other countries.
Japan Pyropia, Sargassum and Undaria import Japan Pyropia, Sargassum and Undaria export value,
value, 2012-2020, USD million(@(b) 2012-2020, USD million (@)b) — There is a rise in imports of seaweed (HS 1212) since
2015, as Japan expanded its import quota (to take
place in stages by fiscal 2025) for South Korean
500 1 500 1 Pyropia during this period.
400 A 400 A — Top supplying countries for imported seaweed in
. @ » . 2019 are China and South Korea.

209.1 2207 206.1 214.7

211.4
200 4 178.7 179.1 164.5 200 | Exports
100 | 74.6 100 4 — There has been a rise in exports of seaweed in Japan
193 172 166 147 174 194 186 . 6 since 2012 as the demand for Japanese Pyropia has
0 m ol = = = 0= T £ i been rising globally. This said, exports are very low

and almost negligible for Undaria specifically.

~

2019 ] E $

2012
2013
2014
2015
2016
2017
2018
2019

2020
2012
201
2014
2015
201
201
201

20200 |

— Top markets for seaweed exported by value in Japan
for 2019 are USA and China.

Note(s): (a) The data corresponds for HS product code 1212 (top charts) and 121221 (bottom charts) - Seaweeds And Other Algae Fit For Human Consumption; (b) Values for 2020 till date, and do not include forecast figures
for the complete year and hence CAGR has been calculated only till 2019; (c) The data corresponds for HS product code 1212 - Locust beans, seaweeds and other algae fit for human consumption

Source(s): Trade Statistics - Ministry of Finance Japan; International Trade Statistics

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 34
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



SUPPLY - IMPORTS

Undaria pinnatifida indried form accounts for the majority share Intota
Seaweed Imports In Japan

Japan Pyropia, Sargassum and Undaria import value, 2012-2020, USD million (a)(b)

Customs tariff schedules!®

D Seaweed formed into rectangular papery sheets,
mainly Pyropia

. Porphyra spp. and other seaweeds mixed with
Porphyra spp. + other

B Sargassum fusiforme (hijiki)

Undaria pinnatifida (wakame)

. Undaria pinnatifida (wakame) - Dried

. Undaria pinnatifida (wakame) -
preserved in normal temperature

D Undaria pinnatifida (wakame) - Other

211.4 178.7 179.1 164.5 209.1 220.7 206.1 214.7 74.6
100% -
10.6%
14.7% 14.6%
90% -
28.8% 28.3% 29.1%
80% -
= 70% T -
1
1
I 60% -
1
1
I 50% -
1
1
| 40% -
1
1
o 30% 1
1
| 18.1%
20% -
; 8.5% 7.5% 89%
. () . 0
b |-t — =~ 8% = g = W% - — gyt — T -T-=
10% A
1o 11.2% 9.3% 11.8% 9.3% 8.7% 8.9% 19:9% 129
0%
2012 2013 2014 2015 2016 2017 2018 2019 20200

Note(s): (a) The data corresponds for HS product code 121221 - Seaweeds And Other Algae Fit For Human Consumption; (b) Values for 2020 till date, and do not include forecast figures for the complete year and hence CAGR
has been calculated only till 2019; (c) Customs tariff schedules as provided by Tokyo Customs department

Source(s): Trade Statistics - Ministry of Finance Japan

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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SUPPLY - IMPORTS

While Uncaria pinnatiiida Imparts make up @ large share 0 Seaweed for humean
consumption, therr total volumes appear [0 have fallen In the [ast eignt years

Japan Undaria pinnatifida import value, 2012-2020, USD millions(a(b)

Comments

120,000 - P
1106 —G@1%— ‘
102.4
100,000 1 |21,853 96.8 93.9 94.5
92.3
18,895 88.5
15,131
8834 15,642 82.4 17.379 14,607
80,000 A 6,789 12319 7,123 18,998
6,912 ' 7,033 7,832
5,891 6,344
60,000 A
42.9
40,000 4 (79,924
' : 76,350
74,841 71,438 70,115 69,846 13,519
64,190 63,120
2,785
20,000 A
26,606
0
2012 2013 2014 2015 2016 2017 2018 2019 20200

While imports of seaweeds for human
consumption (HS 121221) have been growing over
the last eight years (4.8% CAGR 2012-2019),
imports of Undaria have been falling slowly
between 2012-2019.

Falling imports from China (see next page) which is
driven by violations of food safety laws.

It is not wholly clear whether reduction is driven by
reducing demand or an under-supply in the market.
Given figures on rising expenditure on Undaria per
household (see earlier slide) a hypothesis could be
made for an under-supply.

This HS code represents seaweed in raw or
product form. It is not currently understood what
volumes of Undaria pinnatifida imports will arrive as
ingredients in processed food products.

|:| Undaria pinnatifida (wakame) - other
[ ] Undaria pinnatifida (wakame) - preserved in normal temperature

[ ] Undaria pinnatifida (wakame) in dried form

Note(s): (a) The data corresponds for HS product code 121221 - Seaweeds And Other Algae Fit For Human Consumption; (b) Values for 2020 till date, and do not include forecast figures for the complete year and hence CAGR
has been calculated only till 2019; (c) Customs tariff schedules as provided by Tokyo Customs department

Source(s): Trade Statistics - Ministry of Finance Japan

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



SUPPLY - IMPORTS

Cnina and South Korea are aimost the exclusive providers of Undaria Imparts
Nt Japan with & Shift o Imports from China 1o South Korea in recent years

Japan Undaria pinnatifida imports by source country, 2015-2019, USD millions

Comments

+1.8% >
95.4 923 885
% - 21.5%
80% ° 22.7%
79% A
78% A 26.6%
77% A 28.0%
75% A
78.2%
74% A 77.2%
73% A
73.4%
s % % % % %
0% T - 2 2 2 2
° 2015 2016 2017 2018 2019

[ ] South Korea

Source(s): Japan Ministry of Agriculture, Forestry and Fisheries and other

KPMG!

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

[ Vietnam [l Hong Kong [l Argentina

The most notable trend is the
decreasing volume of imports
from China over the last four
years, with replacement
imports from South Korea.

The primary industry interviews
have validated this trend and
noted a higher number of food
safety violations and shrinking
demand for Chinese Undaria
given food safety concerns.

Since 2017, imports from China
have decreased from
USD$73m to USD$64m.
Meanwhile South Korea has
increased from USD$21m to
usD$25m.
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SUPPLY - REGULATORY FRAMEWORK - FOOD PROCESSING AND MANUFACTURING

ATopust regulatory framework exiSts for Japan's 100d processing and

Manuiactunng Industry WIth a numper o laws

Major regulations for food and agricultural products in Japan'@

The Food Safety

Basic Act
(6] (2]

The Food Labeling The Food Sanitation
Law Act

Major laws
governing food
and agricultural

products@

©
The Plant Protection
Law and the Act on The Health
Domestic Animal Promotion Law
Infectious Diseases a (Japanese only)
Control

The Law concerning
Standardization,
etc. of Agricultural

and Forestry
Products

Note(s): (a) Including imports
Source(s): USDA Foreign Agricultural Service

KPMG!

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

The Food Safety Basic Act: Sets the principles for developing a food
safety regime and establishes the role of the Food Safety Commission
(FSC), a food-related risk assessment body.

@ The Food Sanitation Act: Under the jurisdiction of the Ministry of
Health, Labour and Welfare (MHLW), the Act sets specifications and
standards for foods and beverages, food apparatus, food containers and
packages, additives, contaminants, and agrochemical residues, and
prohibits the sale and imports of foods and beverages containing harmful
substances.

@ The Health Promotion Law (Japanese only): Under the jurisdiction of
MHLW, aims to improve public health by setting guidelines and
implementing measures to promote people’s improved health.

The Law concerning Standardization etc. of Agricultural and
Forestry Products (JAS Law): Administered by the Ministry of
Agriculture, Forestry and Fisheries (MAFF), is a voluntary quality
assurance system for foods, beverages (excluding alcohols) and forestry
products.

The Plant Protection Law and the Act on Domestic Animal Infectious
Diseases Control: Administered by MAFF as Japan's national plant
protection and animal health authority. Both laws aim to prevent pests
and diseases from spreading and establishing in Japan by requiring
inspections for domestic and imported plants.

The Food Labeling Law: Under the purview of the Consumer Affairs
Agency (CAA), sets food labelling standards (e.g., Countries of Origin
Labeling requirements, allergen labeling, expiration date labeling, foods
with functional claims, etc.) as well as penalties in the event of a
violation.
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VALUE CHAIN

\Volume flows o Unadaria pinnatifida In the Japanese market

Volume mass balance of Undaria pinnatifida in the Japanese market, 2018 (Kilotons)

Total imports

Processing & packaging

< > <

Domestic production
5kT

Japanese
market
34 kT

Total imports
29 kT

Note(s): All volumes shown as processed weight (production volumes adjusted using FAO guidance of 10x from wet/live
weight to product weight)
Source(s): OECD, ITC, FAO, Ministry of Agriculture, Forestry and Fisheries, Japan; Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

Fresh salted product
Fresh BKT

product
7KT e ——————————————— — ——
Fresh unsalted 2kT /
.\

Dried salted product
19kT

Dried
product
27kT

Dried unsalted product
8kT

—
Other, 1kT

Comments

— The Japanese market is primarily supplied from imports — making up around
90% of overall supply.

— The level of “raw” imports (i.e. processing done onshore) versus final
packaged product imports is unknown, but primary interviews indicated that
the majority of product imports are “raw” for processing in Japan.

— Japanese exports of Undaria are minimal (c.1kT) and are not illustrated on the
above graphic.
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VALUE CHAIN

Undariareaches the end consumer througn various channels, most prominently
Super / hyper markets and food Services

Channels for seaweed fit for human consumption - Japan

Comments

—> Super / hypermarket 58%

— Super / hyper markets and food service outlets account for the vast
majority of product volumes (~74% of total volumes).
Retail outlets 5%

!

— Desktop research suggested 76% usage of Undaria for human
consumption in food but primary interviews suggested that as much of
half of Undaria may be used by businesses (mainly as feed for sea
Convenience stores 12% urchins) and the final figures have been adjusted to reflect this.

-

— Primary interviews suggest that end-use channels take a 25-40% share
of overall value chain profits but it was noted that this is driven by the
e-Commerce 8% strength of the market so can vary.

.

== Food service outlets / restauran@¥a/]

Channel definitions

Supermarket/hypermarket: defined as large self-service shops selling

Super / hypermarket 61% food and household goods.

Retail outlets: smaller neighbourhood shops, selling daily essentials

— Convenience stores: stores with extended opening hours, selling limited
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Dried - 79% —> Retail outlets 5% range of products such as goods and groceries. We also have considered
the local wet shops for direct consumer to be included under this
segment.

—> Convenience stores 12% — e-Commerce: selling of the products through online portals or shops are

considered under this segment.

— Food service outlets/restaurants: food outlets and restaurants using
e-commerce 8% Undaria in all forms to serve take away consumers and diners are
considered under this segment. Sales of Undaria from wet market to
restaurants and food service outlets have been considered under this
segment.

.

= g Food service outlets / restauranii k¥

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 41
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



VALUE CHAIN - OVERVIEW

ATopust value chain exISts In Japan seaweed market, amed at delvering value
(0 The end consumer via multiple points of saie

Value chain for seaweed fit for human consumption - Japan

8-10%" transportation share of profit
25-40%
share of profit

13-18%
share of profit

10-14%
share of profit

25-28%
share of profit

. . Fishing . . Storage & Convenience
Cultivation Harvesting cooperative Processing & packaging distribution stores
- - - Super / hyper
— Includes — Primarily — Local entity — Either Market for 'r)narkezsp
methods manual responsible through domestic
such as harvesting for managing Salted Food national or e .
hanging and — Natural the vested regional Discount stores
horizontal harvesting in interests of Dried distributors I
longline case of wild fishermen e-commerce
stocks — Responsible Un-salted Industrial
to hold joint
sale to set
prices
Salted Cosm.et_lcs & Quick Service
medicines Restaurants
1
Fresh Commercial
Market for Restaurants
) (a) business
Un-salted Others use Food & snack
manufacturers
I
— Primarily boiled water processing Wholesalers
— Processed products: dried and fresh, salted and
unsalted, boiled-salted and dried-cut Undaria
[

Note(s): (a) Other applications include usage of Undaria in animal feed and wastewater treatment; (b) Refers to transportation of products at any level of the value chain
Source(s): FAO; USDA Foreign Agricultural Service; BIM; Company websites; Capital IQ as accessed during Jun'20; Japan Times; Sora News 24; Primary Interviews with industry experts, Radiant Insights

KPMG!

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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VALUE CHAIN - PROCESSING AND PACKAGING

ndaria pinnatifida products generally folow a mechanical process Involving
DOling and Salting

Undaria Pinnatifida lifecycle based on Japan’s Eastern Seaboard

March — April

Salting and core
removal

August — October

Underwater
cultivation

November
Nursery

March - April
Boiling and cooling

March - April
Harvesting

July — August
Seeding collection

January
Thinning

Extract spores from Sprouting (germination): Sporeling string is Thinning out some Cutting the plants off Plants are bathed in Salting involves thoroughly

Undaria roots. Apply gametogenesis and young inserted onto the Undaria to control the main cultivation hot water (90°C) and salting and drying and core

spores onto seedling leaves (The plants are main cultivation ropes plant density rope then stored in cooling removal refers to

collectors. cultured under relatively facility (between -5 separating Undaria leaves
deep water to elongate and -15°C) from stems

the time at sea until
hatchery starts)

Undaria Pinnatifida products and their processing in Japan

Undaria Pinnatifida

Steps involved in Processing and Packaging Product Characteristics

Type
Midrib Visual .
> . . — S .
Salted Raw Salted Dehydrated removed selection Packaging _ Brownish green
. Midrib
Raw > Boiled |-#»| Cooled [|—» Salted [—» Dehydrated [~
removed
Boiled and salted : — Fresh green
Packadi ] Visual P
ackaging selection |
Bolled & 1 o Sifted |-»| Washed [»| Dehydrated |-»| ¢ > Washed
salted ifte ashe ehydrate ut ashe —; — Fresh green
Dried cut Dehydrated | — Low in foreign materials
- - . | — Good storage quality
Packaging € Metal g Visual check € Mechanical ¢ | Driedvia g Salt
detection selection rolling dryer removed

Source(s): FAO; Semantic Scholar

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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VALUE CHAIN - HARVESTING AND PROCESSING

[NEre|s INCreasing use of innovative approaches [0 Improve farming and

0cessing efficiency

While there is adoption of innovation and automation there are differing perspectives between experts on the productivity gains from this (e.g. inaccuracy of machines versus
traditional hand-cut method).

Thinning helps to control plant density. The reaping blade attached to the
automatic Undaria thinning machine cuts Undaria attached to the top
surface of seedling ropes increasing efficiency.

Without machine: 160 minutes per 100metres (per worker)
With machine: 69 minutes per 100 metres (per worker)

Tests are ongoing to ensure safety especially for running the machine
offshore in periods of high waves.

Development of Undaria salting processor:

In the salting process Undaria is boiled, massaged in salt, rested
§ (overnight), dried and then desalted.

The high-speed salting processor enables farmers to complete the process
within 40-560 minutes.

Saturated saline is mixed into the water to create a flow. This leads to an
even salting process and reduced operation time.

The use of the machine is considered main-stream for Undaria farmers and
they were widely adopted during the Great East Japan Earthquake.

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

Development of automatic Undaria harvesting machinery

Using dredge nets winder improves health and safety, especially
preventing numbers of back injuries for the workers. The time spent on
on-shore harvesting is improved by the reaping blades attached to all the
surface of reaping rope.

Depending on the farmers, the size and parts of the harvested Undaria are
different.

Development of Undaria core removal machine:

After the boiling and salting process, Undaria leaves are separated from
stems manually (one by one) which requires a large amount of time.

Some core removal machines are already developed and improved
efficiency is estimated. However, there are some issues such as the
method of loading Undaria to the machine and the quality of the end
product.

Machine develop continues to improve although a high number of
processors still rely on manual core removal at present.
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VALUE CHAIN - VALUE STREAMS OF UNDARIA PINNATIFIDA

Jried salted product distributed through food channels (INCluding as an
ngredient) accounts for 40% o all Undaria use in Japan

Volume distribution of Undaria pinnatifida by product format and application in Japan, 2019

(b)
2% 1% 0.4% 0.2% O:hers
o 4%
4% 29 1% 0.4% Industrial
7%
7% 3% 2% 1% Cosmetics and medicine
12%
c
2
E=)
©
L
=
o
< Food
00
42% 19% 11% 5% tha
Dried salted Dried unsalted Fresh salted Fresh unsalted
55% 25% 14% 6%

Product Format
Note(s): (a) lllustrative; (b) Others include animal feed and wastewater treatment applications
Source(s): Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 45
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VALUE CHAIN - AVERAGE PRICE

Undaria pinnatifidas fresh product formats Show alower price per volume
ACI0SS all appication types

Average price by product format and application in Japan, 2019, USD/kg

“The largest driver of pricing variation is
Fresh Fresh Dried Dried product origin and the perception of food
salted unsalted salted unsalted . ..

safety. Chinese Undaria is cheaper as the

$358 $345 $3.971 $3.72 seas are seen as more ‘dirty” whereas South
Korean Undaria is 10-20% more expensive
and Japanese grown around double the price

$2.94 $3.19 $3.13 $3.58 .
of Chinese product”
Cosmetic &
medicines $3.46 HE $3.74 $3.62 — Primary interview with
industry expert
$2.18 $2.44 $2.19 $2.66

Average rice by product type and distribution channel in Japan, 2019, USD/kg

“Aside from product origin there are some
levels of product that command greater price
s m , . 3,61 based on colour, flavour profile, texture and
uper / hypermarket ‘ ’ the thickness of the leaves and there are
me premium pr hat differenti
themselves based on this quality
- Primary interview with
Food Service Outlets / restaurants $3.66 $3.70

Source(s): Radiant Insights
Cheapest product format within an application

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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VALUE CHAIN - END MARKET - DOMESTIC USE (1/2)

Lonvenience stores are forecast [0 grow at +1 GAGR and supermarkets
Shrnk at -17% GAGR due [0 Torecast 1ise In e-commerce

Japan convenience stores market size (sales), 2014-2024, JPY billion

Comments
_@ > CO.Q% Convenience stores
7 995 8,230 8,329 8,413 8,495 8,566 8,626 — Major convenience store brands are closing down a
7163 7,394 7,646 7,683 ' number of unprofitable outlets and re-assessing
: their location strategy for planned new stores, which
slowed down store network expansion.
— There appears to be adoption of digital platforms
such as use of mobile apps instead of traditional
‘brick and mortar’ outlet sales.
Supermarkets
— Being used as an essential ingredient in daily diet of
2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F Japanese, seaweed is a popu|ar item of sale in

supermarkets.

— Nori, Furikake and Gohan Desu Yo paste are
some common seaweed products found at

Japan supermarkets market size (sales), 2014-2024, JPY billion
most of the supermarkets.

@ > @ — — Hijiki and Okinawa Mozuku are also heavily

used seaweed products in Japanese

16,934 households.
' 16778 16202 15952 15743 15577 15450 15352

15,820 16,304 16,773

— However, increasing online sales and labour
shortage seem to negatively impact the seaweed
sales in supermarket by 2024.

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F

Source(s): Euromonitor International; Japan Experience; Fish Site; Live Japan

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 47
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VALUE CHAIN - END MARKET - DOMESTIC USE (2/2)

Jnine Sales 0f food and beverage IS expected o Surde at +/ 1 GAGR [2020-20)
N Japan extending ooserved INcreases In e-commerce

Japan food and beverage e-commerce market size, 2014-2024, JPY billion and %

Comments

11.5% 11.7%

11.3%

— Online sales channel is expected to grow as
consumers are increasingly adopting e-
commerce based platforms.

10.0% 10.1% 10.1%

— Range of e-commerce options seems to be
C— " g

prevalent across the value chain, as
manufacturers tend to increase their D2C
(Direct-to-Consumer) e-commerce sales via
mobile apps.

1,492

— Japanese seaweed companies are also
expanding their cross-border sales to other
countries by developing e-commerce
websites.

814

739

669

Food and beverage as a % of
total e-commerce sales

(] Food and beverage

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F

Source(s): Euromonitor International

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 48
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VALUE CHAIN - END MARKET - BUSINESS USE

Labour Shortage and customer ase contraction due [0 aging popuiation,
Avaliaiity of ready-to-eat meals Seerm o Impact the 100d Service Industry

Japan limited-service restaurants market size (sales), 2014-2024, JPY billion

Comments
m _ +1.2% Limited-service restaurants
N P - . . . .
— Japan is facing a labour shortage which in turn is
7,634 7,707 . ) .
6,745 6,840 7,005 7,067 7,140 7,237 7,355 7,460 7,552 slowing growth in the consumer foodservice

industry.

— However, to counter impact of contracting
customer base, limited-service restaurant
operators are seeking to drive growth by:

— Offering new healthy options

— Cashless payment methods

— Adoption of digital platforms.

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F
Full-service restaurants

— Increase in ageing population and in turn, their
Japan full-service restaurants market size (sales), 2014-2024, JPY billion preference for eating at home.

— Availability of packaged ready-to-eat meals at

@ > @— convenience stores poses unfavorable conditions

for full-service restaurants.

9976 10,162 10,254 10,247 10,259 10,314 10,328 10,339 10,349 10,358 10,366

— However, in order to counter the impact, full-
service restaurant operators are exploring home
delivery options and digital solutions such as
electronic tablet ordering systems and cashless
payments.

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F

Source(s): Euromonitor International

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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MARKET SUMMARY

Nesktop research of the market for Undaria pinnatifida n Souln Korea
NIOVIAES INSIgNT IO the Scale Of the market and key trends

MARKET SIZING MARKET TRENDS

Market size'@ — South Korea is a net exporter of seaweed and the second largest producer behind
(2%793) e USD$1 ,280m China. In 2018, South Korea produced 1,710 kilotons of seaweed out of which 30%
was Undaria.

) o ) ) — Saccharina japonica and Pyropia spp are the larger volume seaweeds produced in
— Consumption of seaweed per capita in South Korea has almost doubled in the last nine

Demand ' South Korea. Each accounted for a third of South Korean seaweed production. Pyropia
years, now at 27.8kg per capita per annum. is a high-value seaweed and actually accounts for 66% of overall export value.
— South Korea is the second largest producer of Undaria in the world behind China. — South Korea is also a large equrter of Abalone and experienqes high demalnd for
Producti Domestic product exceeds the size of domestic demand and has increased at 7.2% seaweed as Abalone feed —typically fulfilled through Saccharina and Undaria.
roduction CAGR over the last eight years. Japan, China and the USA are the top 3 destinations for — The South Korean government established the Seaweed Research Centre and made
South Korean Undaria exports. the development of the industry a priority. In 2012 they introduced a certification and
rating systems, establishing standards around quality, seeking to improve perceptions
Imports — Given the high levels of production in South Korea, demand for imports is low. That said around export quality and differentiate from Chinese seaweed.
P there is a small market for imports representing around 8% of the supply. — The government created a seaweed belt centered on Gyeonggi and Jeolla provinces
which resulted in the restructuring of small-scale producers.
— There is presence of a number of vertically integrated players in the marketas wellasa — The ‘Golden Seed Project’ is a government funded R&D investment for the
Processmg number of specialist food processors. It is unclear to what extent product is processed development of agricultural cultivars. This has led to the development of more
and then exported versus raw product exports. productive strains of key seaweed species using techniques such as selective

breeding, hybridisation, mutation and radiation treatment.
— A large percentage of Undaria is for human consumption (45%) with a similar amount
Product variation (38%) for industrial use. Of this, around 70% is dried product with dried salted the most
popular format (46% of all human consumed Undaria).

— Southern and eastern sea temperatures around the Korean Peninsula surged by 2.9°C
in 2018 due to global warming and typhoons which has on ongoing negative impact
on the seaweed cultivation farms.

— Increasing consumer consciousness around environmental sustainability is forcing the
industry to adjust to the challenges of developing practices in line with demands of
eco-friendly and health-conscious consumers. In 2019, a seaweed company in South
Korea obtained the world's first ASC-MSC (Aquaculture Stewardship Council-Marine
Stewardship Council) certification and more such steps are expected in future.

Pricin — Undaria pricing has reduced in the last two years with prices fluctuating between $9.50
ricing and $11.00 USD/kg. Overall, price has reduced at -2.0% CAGR over the last five years.

Distributi — An estimated 56-58% of human-consumed Undaria is distributed through supermarkets
Istribution or hypermarkets and estimated 12-18% through restaurants. — Food processing companies in South Korea have been focusing on expanding their
businesses to international markets. This is expected to drive the demand for Undaria.

— The expanding South Korean beauty and skincare industry is also expected to boost

Competition — There are a broad range of competitors across the value chain, some vertically the demand for Undaria, as Undaria extract is increasingly used in cosmetic products
integrated such as DYSS Korea and Kyeong Cheon Foods. to improve hydration of the skin.
There is high and growing demand for Undaria in South Korea and The South Korean government is highly invested in the success
Summary but, as the second largest producer of Undaria in the world, the of the seaweed industry making numerous interventions to
market for imports is small. improve export prospects.

51
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EXPERT INTERVIEWS

Primary Interviews With industry experts have validated deskion findings across
Ihe valle chain and provided targeted and speciiic Insigh

8-10%" transportation share of profit

28-33%
share of profit

Fishing

Cultivation “
cooperative

Harvesting

Primary expert interview insights

— There is some technological innovation around Undaria

cultivation but South Korean efforts have been primarily
focussed on Pyropia (Gim). However, three new species of
Undaria are being test harvested, with a focus on
increasing yields through project ‘Gold Seed'. The project is
funded and led by the Korean Government. Korean
government appoint research institutes to cultivate new
species, with successful species to be distributed to
fishermen.

South Korea export Undaria to a number of global markets
including Japan, China, USA, Vietnam and others. Japan
(30%) and China (20-30%) are the largest export markets
and the USA has a growing demand for Undaria stems.
Recently the Undaria root is growing popularity in Japan
due to its health benefits.

For exported product, there is a mix of processed product
and “raw” (typically salted and frozen for preservation).
Processes export formats include: chilled and sliced as a
meal (side dish); dried and seasoned as snacks and; dried
and packaged with sauce included to replace snacks such
as crisps.

10-15%
share of profit

12-15%
share of profit

. . Storage &
Processing & packaging distribution
Dried Dried un- Fresh Fresh un-
salted salted salted salted
46% 25% 19% 9%

Primary expert interview insights

Most manufacturers of Undaria products purchase raw Undaria from
fishermen. Processing includes boiling, salting, de-ribbing, washing and drying.
Commonly one company will cover harvesting and processing. The biggest
players in this area are ‘Goyang’, ‘NamHea' and ‘Myongcheon Fishermen'’s
Group'.

Key product attributes are colour and texture. The cleanliness of manufacturing
sites is also important, especially for dried Undaria products.

Given the most common use in human consumption is for making soup,
having a texture that does not break down when fully-boiled is important.
‘Softer’ Undaria is harvested in the southerly regions and is best for soup.
Undaria with stronger, chewy texture where it retains elasticity even after
being fully boiled is harvested in the northerly regions.

Competitiveness is strongly linked to how you develop safe, secure processes
and systems that build trust around hygiene and food safety. Over time
consumers tie these attributes to brand and ongoing trust.

Undaria with health and safety certification helps with competitive advantage.
Manufacturers who salt and dry the Undaria in the same place have
competitive advantage as this is perceived more clean and safe. The
Government's Ministry of Food and Drug Safety approval is valued for food
safety accreditation, brand and perception. Suppliers with established brands
conduct their own safety checks and are able to position their product in the
market as safer food to eat.

25-40%
share of profit

Market for domestic
use

Market for business
use

Primary expert interview insights

— Large market for seaweed in South Korea but
largest consumed variety is Pyropia (Gim). Undaria
is estimated at 10-20% of the overall seaweed
demand. Whilst seaweed as a whole is growing,
demand for Undaria is stagnating and beginning to
decrease.

— The B2B market is highly competitive with low
profitability. The B2C market is typically about
twice the profits of B2B. With the business
market dominated by use of Undaria as sea-urchin
feed, this provides little opportunity to
differentiate and create premium product.

— In human consumption, there is a decreasing local
demand for Undaria. Undaria is typically used in
home cooking in South Korea and the growing
trend towards eating out.

Note(s): (a) represents transportation at any part of the value chain
Source(s): Radiant Insights, validated through primary expert interviews

KPMG!
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SEAWEED MARKET SEGMENTATION

Seaweed fIt 1or uman consumplion accounts for more than 4o/ of markel
Share N south Korea

Seaweed Market by Application

!

Human food

— Seaweed that can be eaten raw or

used in the preparation of food fit
human consumption. This
includes Undaria used as an
ingredient in other processed

I

Industrial

— Seaweed used in industrial

products such as fertiliser,
nutraceuticals, paper coatings,
adhesives, etc. and in processes
such as paper sizing, textile

I

Cosmetic
and medicine

— Seaweed species are used in

traditional Chinese and Japanese
herbal medical purposes and for
treatment of iodine deficiency,
etc. Some active ingredients in

}

Others (@

— Seaweed has many other

applications which includes being
used as animal feeds and
bioremediation among others.

products. printing, hydro-mulching and seaweed are used as cosmetics
drilling. such as skin creams.

% estimated volume market share (2019)

‘e}  45% 38% 13% 4%

4

Types of seaweed V)

e

Undaria Pyropia Eucheuma Kappaphycus Laminaria Ascophyllum Macrocystis Gracilaria

pinnatifida (Gim, Laver) (Oarweed) nodosum (Kelp)
(Undaria, Miyeok)

Note(s): (a) Others include animal feed and wastewater treatment applications ; (b) lllustrative and not exhaustive
Source(s): FAO; Seaweed.ie, Radiant Insights, primary expert interviews

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated B4
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



DEMAND - PRODUCT FORMATS

Undaria pinnatifida is Soid in various product formats Insouthkorea, primarly
(ried, cried cut and in soups, across multipie point of Saes

Price
(USD/100g)

b5 &
above

40

25

10

KPMG!

Seaweed extract — usually sold in mgs and is
sold at typically more than $50.00 per 100g

Swanson Piping rock

I Seaweed soups - typically between $2.00 - $10.00 !
1 % e per 100g 1
[ - | \ n)g’i'i !
! ' A |
I ‘ o - I ' Miyasaka - = |
| g i nles ot : 1 Jozo Ottogi ) e g = I
I Emerald w | : % ﬂ % @ |
! ] Cove Millet Bada CheongJeog | . = > |
! products Myeongga Won I I Margkc_)me I
| I varieties
I Shirakiku 1 e o o o o e e e e e e e e e e = - — 1
Level of processing
© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 55

with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



DEMAND - PER CAPITA SEAWEED CONSUMPTION

WIth+6.67% GAGR, the annual per capita seaweed consumption nas nearly
doubled over the fast decade

South Korea annual seaweed consumption, 2011-2020, kg/per capita Comments

— The seaweed consumption has risen in the past
9 years by 6.6% CAGR and has nearly doubled
over the last decade.

— Seaweed production has expanded rapidly in
response to increased consumption of dried,
seasoned laver.

— Seaweed is a common ingredient in South
Korean cuisine and processed foods.

18.6

174 16.9

15.7 15.9

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Source(s): USDA Foreign Agricultural Service

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 56
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DEMAND - PRICING

With anaverage price of $10.60 per kg, Undaria pinnatifida price In South Korea
nas been gradualy declining at -2 0% CAGR over the [ast Tive years

Undaria pinnatifida wholesale market price in South Korea, Jul’15 - Jun’20, USD/per kg'a)®) Comments

— Average prices for Undaria pinnatifida

159 in South Korea during 2015-2020 have
been about $10.60 USD/per kg.
— The prices have been fluctuating post
the peak in Apr'18 followed by a sharp
L (2.0%) > dip in Aug'18.
11.4
11.1
106 104 105
9 4
2
&
5 Period CAGRW@
"15-"16 0.3%
"16-"17 6.0%
3 "17-'18 -3.4%
"18-"19 -3.3%
"19-"20 -4.5%

0
Jul"1s Dec'15 Jun'16 Dec'16 Jun'17 Dec'17 Jun'18 Dec'18 Jun'19 Dec'19 Jun’20

Note(s): (a) The figures for Undaria price are from Jul’15 onwards; (b) The figures of retail prices have been calculated using the average price for Daegu (North Gyeongsang), Gwangju, Daejeon and Busan which are densely
populated regions in South Korea; (c) The CAGR for the "15-"16 period has been calculated using average for 2016 and last 6 months of 2015 and for '19-'20 period, the average of 2019 and first 6 months of 2020

Source(s): Tridge

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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DEMAND - CONSUMER BEHAVIOUR AND DEMOGRAPHIC DRIVERS

LUSLOmer food trends Insouth Korea show a Strong preference lowards eating
nealtny and nutntional meals mostly amongst the 30+ age aroup.

Relationship between reason for eating seaweed and subjects by age group, 2015, %@
— High focus on maintaining good health has led

< 100% South Koreans to adopt measures with
0
m m nutritional benefits.
12% . . .
%] ° 3% 3% 42% anc 0ups o one of the factor druing coneumer
Increasingly focus on 36% P 9
A 0 ° demand .
maintaining good health 33%
43% 48% 45% — A cross sectional study in 2019 states that a
24% 31% higher consumption of seaweed maybe
associated with lower prevalence of asthma
10-19 20-29 30-39 40-49 50-59 among South Korean adults due to its nutritional
[ ] Health [ ] Taste [] Beauty [B No reason benefits.

Frequency of consumption by meal type, at least weekly, 2020, %®)
62% — There is a rise in demand for ready meals,
primarily preferred by high number of single
person households.

46%

34% 34% — Seaweed are also becoming popular as packed

Rise in demand of ready snacks and side-dish

meals and nutritional
packaged snacks — "The seasoned dried seaweed has been

promoted as a healthy snack that can

replace potato chips and popcorn, with

Home Reheat or Order food Order food for fewer calories and lots of vitamins“
cooked or prepare a ready for home take away or pick - Lee Jong-eun, Dongwon F&B official
baked meal delivery up ready-made
food

Note(s): (a) The results are based on a study that assesses the consumption of seaweed by Koreans using a questionnaire where 1,218 subjects were surveyed based on different regions of Korea, age, gender, education, job, marital status; (b)
The results are based on a survey that captures consumer trends and their lifestyle habits during 2019 and 2020 for 1,021 respondents

Source(s): Euromonitor International; A Study on Utilization and Consumption of Seaweeds in Some Regional Residents
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DEMAND - CONSUMER BEHAVIOUR AND DEMOGRAPHIC DRIVERS

Whichis evident from the ise In popularity of seaweed among South Koredn
ACUITS driven by the multinie heaith benerts

Relationship between preference of seaweed and subjects by age group, 2015, %@

69% 57% 49% 45% 38%
62%
31% 43% S 55% ’ — There is an increase in both seaweed
10-19 20-29 30-39 40-49 50-59 consumption as well as the intent to purchase
. N o seaweed by people in 30+ age group.
o ulaﬁ:ovc\),flggaweed [ Liking [ Disliking — Consumers in the South Korea have maintained
pop yt. their strong preference for seafood, with the
(éonstl:‘rr(p ton an(}o:;g Relationship between purchase intent of seaweed and subjects by age group, 2015, %) average per capita fish consumption reaching
outh Rorean adults - - - - 58.4 kg from 2013 to 2015.
— ] —8%— —10%— —5 %= 3% == .
—18%_ : 00 3900/0 41% — Seaweed accounts for nearly 30% of this
50% 52% 45% and is expected to increase by 2025.
32% 40% 44% 56% 56%
10-19 20-29 30-39 40-49 50-59

] Increasing [] Similar [ Decreasing

Note(s): (a) The results are based on a study that assesses the consumption of seaweed by Koreans using a questionnaire where 1,218 subjects were surveyed based in different regions of Korea, age, gender, education, job, marital status
Source(s): Statista; Korea Science - A Study on Utilization and Consumption of Seaweeds in Some Regional Residents

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 59
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DEMAND - CONSUMER BEHAVIOUR AND DEMOGRAPHIC DRIVERS

LUSLOMers are also preferning home delvery and take away food options as i
Appears [0 0e mare convenient and suited (o thelr liestyies

Supporting statistics Comments

Frequency of consumption by meal type in South Korea, at least weekly, 2020, %'

15-19 [40% [32 %|32 YoleV 2 1epALs
20-29 55% 59% 45% 46% 47 %

— Most people order food for takeaway or home
30-39 71% 59% 52% 66% 56 % delivery through mobile apps at least weekly

which has further increased during current

Covid-19 pandemic.

Consumers increasingl 40-49 69% 49% | 4% ot e — Preference for home delivery and
prefer home delivery gn:. takeaway options amongst the South

k . ffood Koreans is driven by the ease of
take away option of foo 50-59 68% 42% |30% [SECENCIPRAL convenience of customers.
— People in the age group 20-29 and 30-39 seem
I 17_%. to prefer more of reheat or prepare ready meal
0 /IR O (o)
60+ ﬂ%% B 5% and take away ready-made food among other
age groups.

[ ] Home cooked or baked

1 Reheat or prepare a ready meal

] Order food for takeaway or pick up ready-made food
[ Eat at a restaurant

B Order food for home delivery

Note(s): (a) The results are based on a survey that captures consumer trends and their lifestyle habits during 2019 and 2020 for 1,021 respondents
Source(s): Euromonitor International

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 60
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SUPPLY - SEAWEED PRODUCTION

Undaria nas a 307 share 0f South Korea's seaweed production but only

ACCOUNLS f0r 167 Of [otal value drven Dy Iower than average pricing

Farmed seaweed production volume in South Korea
by species, 2018, tonnes

1,709,825

36,170
18,227 ol \ .
(1%} (2%) Other species

515,666
(30%)

! Sargassum fusiforme
|

|
I Undaria pinnatifida
|
|
|
|

567,162
(33%)

572,600
(33%)

Pyropia spp.

Saccharina japonica

2018

Source(s): Statistics Korea, Fishing Production Trend Survey

KPMG!

Farmed seaweed production value in South Korea

by species, 2018, KRW 000s

22,700,598
(3%)

839,104,707
17,833,024
(2%)
90,283,065
(11%)

\

|
L I Undaria pinnatifida

(16%)

572,364,539
(68%)

Sargassum fusiforme

Other species

Saccharina japonica

Pyropia spp.

2018

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

Farmed seaweed price in South Korea by species,

2018, KRW/tonne

|
|
. |
Pyropia I
Spp. :
I
|
|
|
Sargassum 49|3
fusiforme I
|
|
|
re==—m=m=/==m=™=m= 'I:
I .
Undaria 263.6 :
|

Ipinnatifida
|

Saccharina
japonica

1,009.2

Other
species

1,245.4
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SUPPLY - SEAWEED PRODUCTION

Whie Seaweed production has witnessed nealthy growth post 2012, Undarias
DErcentage share has beenfluctuaing

Seaweed production in South Korea, 2012-2018, tonne (000s) and %

Comments
36% 35%

— Seaweed production in South Korea has
grown at ~9% CAGR during the time
frame 2012-2018.

— “The south coast of South Korea
30% produces about 90 percent of the
country's seaweed crop, [and] since
1970, farmed seaweed production has

increased by ~8% per year.”
- Alex Voiland, NASA science writer

1,205
1.131 1,087
1,022 ‘
2012 2013 2014 2015 2016 2017 2018
=8-= [ndaria Pinnatifida as % [ ] Seaweed production volume

of seaweed production

Note(s): The weight here is quoted in live/wet weight. This is roughly 10x that of product weight observed at other points in the value chain.

Source(s): Statistics Korea, Fishing Production Trend Survey; Treehugger

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



SUPPLY - UNDARIA PINNATIFIDA PRODUCTION

Undaria pnnatinda productionin southkorea nas primartly folowed an upward

rend durng the last two decades

Undaria pinnatifida production volume in South Korea, 2000-2018, tonne (000s)

E 622.6
@__ = 496.3 515.6
381 1 393.6 394.0
339.9
] 327.4 297
3224 309.1 309.2 3
281.9 283.7
261.6
2421 ]
212.4
198.2
175.5
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Note(s): The weight here is quoted in live/wet weight. This is roughly 10x that of product weight observed at other points in the value chain.

Source(s): OECD; Treehugger

KPMG!
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SUPPLY - OVERVIEW OF IMPORTS AND EXPORTS

SOUINKOrea s anet exporter of seaweed and nas seen arse N exports Since

/017, aSItwas the Digaest suppler of dried laver and gminthat year

South Korea seaweed and other algae import value, 2010-

2019, USD million®

400 A
300 A
200 + -
100 A
61.2 659 65.2
28.7 41.0 451 38.8 491 51.6 525

o
2010] ]
2011 |
2012] ¢
2013 |
2014 |
2015| |:
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2012
2013
2014
2015
2016
2017
2018

2019

2020®

This analysis uses HS code 1212 (top
charts) representing “Seaweeds and other
algae fit for human consumption”.

The lower charts represent HS code
121221 which is a subset of all edible
seaweeds and represents trade of Pyropia
(Nori/Gim), Sargassum (Hijiki) and Undaria
(Wakame).

Import

— The strong increasing trend of imports
sees South Korea continues to be a
significant purchaser of agrifood and
seafood products from world markets.

— Top supplying countries for imported
seaweed in 2019 include Japan, Thailand
and China.

Exports

— There was a sharp increase in export value
for HS Code 121221 in 2017 as South
Korea in that year became the world’s
biggest supplier of dried laver and gim
seaweed.

— Top markets for seaweed exported by
value in South Korea for 2019 are Japan,
China and the USA.

Note(s): (a) The data corresponds for HS product code 121221 - Seaweeds And Other Algae Fit For Human Consumption; (b) Values for 2020 till date, and do not include forecast figures for the complete year and hence CAGR has been calculated
only till 2019; (c) The data corresponds for HS product code 121221 - Seaweeds And Other Algae Fit For Human Consumption

Source(s): Unipass customs Korea; International Trade Statistics

KPMG!
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SUPPLY - IMPORTS

While the total volume of Undaria pinnatifida Imports have Tluctuated over the

past years, there IS Stil @ strong growth trajectory

South Korea Undaria pinnatifida import value, 2011-2020, USD millions'a)(b)

Comments

—(74.8%)
9,000 = 8,470
8000 7,386 7,263
7,000 6,408
6,000 5,815 5,716
5,274
4,882
5,000 88 4.834
4,268
4,000
3,000
2,000
1,000
0
2011 2012 2013 2014 2015 2016 2017 2018 2019 20200

While imports of seaweeds for human
consumption have been fluctuating over the years,
there is an overall positive trend (4.8% CAGR 2011-
2019).

The total import value was at its lowest in 2014
(USD$4,834m) and peaked in 2019 where it
reached USD$8,470m. Based on the half year
result in 2020, the strong growth in imports will
continue.

Note(s): (a) The data relates to all imports/exports (depending on page) of Undaria pinnatifida as defined the Korea Agricultural and Fisheries Food Distribution Corporation; (b) Values for 2020 till date, and do not include forecast

figures for the complete year and hence CAGR has been calculated only till 2019;
Source(s): Korea Agricultural and Fisheries Food Distribution Corporation

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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SUPPLY - EXPORTS

ndaria pinnatificda exports have steadly Increased over recent years, folowing
apeakin 201112012 caused by the Tonoku Tsunamiin Japan

South Korea Undaria pinnatifida export value, 2011-2020, USD millions(a)(b)
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28,503

30,801

29,036

32,761

33,483

36,950

39,674

23,194

Comments

2011

2012 2013

2014

2015

2016

2017

2018

2019

2020

There was a spike in South Korean exports of
Undaria to Japan in 2011/2012 driven by the 2011
Tohoku Tsunami which had a large impact on
Japanese production of Undaria.

Since then exports have been gradually increasing
at a CAGR of +8.3% peaking in 2019 with an export
value of USD$39m.

This largely mirrors the increases observed in South
Korean production.

Note(s): (a) The data relates to all imports/exports (depending on page) of Undaria pinnatifida as defined the Korea Agricultural and Fisheries Food Distribution Corporation; (b) Values for 2020 till date, and do not include forecast

figures for the complete year and hence CAGR has been calculated only till 2019;
Source(s): Korea Agricultural and Fisheries Food Distribution Corporation

KPMG!
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SUPPLY - REGULATORY FRAMEWORK - FOOD PROCESSING AND MANUFACTURING

South Korea has a well defined reguiatory framework, comprising of mutipie
Ministries, for S faod processing and manufacturing Industry

Major ministries and agencies for food and agricultural products in South Korea

<]> Ministry of Food & Drug Safety (MFDS):
— The Food Sanitation Act
— Functional Food Act
— Special Act on Children’s Dietary Life Safety Management

o L

. . . , Ministry of Food
Prime Minister’'s & Drug Safety

Office (MFDS) — Labeling Standards for Genetically Modified Food

— Special Act on Imported Food Safety Management
— Food Code

— Food Additive Code

— Labeling Standards for Food

— Functional Food Code
— Inspection Guidelines for Imported Food

— Livestock Product Sanitary Management Act
Major ministries
& agencies
regulating the
food system

— Labeling Standards for Livestock Products
@ Ministry of Agriculture, Food and Rural Affairs:
o — Import Health Requirements for Various Animals
— Plant Protection Act

°

Ministry of Trade, Ministry of
Industry and Agriculture, Food
Energy and Rural Affairs

— Import Plant Inspection Guideline
— Agricultural Products Quality Management Act

— Act on the Management and Support for the Promotion of Eco-Friendly
Agriculture/Fisheries and Organic Foods

— Guideline for Country of Origin (COO) for Agricultural Products
Ministry of Trade, Industry and Energy

— LMO (Labeling of living modified organisms) Act and subordinate
regulations

<4> Prime Minister’s Office

— Framework Act on Food Safety

Source(s): USDA Foreign Agricultural Service

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



SUPPLY - SECTOR TRENDS - FOOD PROCESSING AND MANUFACTURING

SOUINKOrean food manuracturing and processing Industry IS spported by the
government through many polcies that help maintain product qualty..

Trend I Comments I Impact

— Ministry of Food and Drug Safety in 2019, implemented a one-strike-out policy for HACCP - verifying risks in the process of managing raw
materials, manufacturing, processing and distributing food. Companies violating these standards would be canceled immediately without
notification.

— In 2020, South Korean MAFRA® took an initiative, ‘2030 Food industry Vision’, to boost five major food sectors: ready-to-eat/ convenience
foods, environmentally-friendly foods, export oriented food, specialty food and functional foods.

— For ready-to-eat/ convenience foods, MAFRA® aimed at improving the overall system including taxes and quality standards
Regulation and
initiatives by the
government to enhance
growth

— In the export sector, the government reviewed non-tariff barriers and organised cold-chain and logistics centers for local companies
which were facing difficulties in exporting their products

— In the functional food market, ‘aggressive support’ policy was analyzed

“..We will improve the relevant regulations for the use of ingredients manufacturing dietary supplements”-an official
statement from MAFRA®

— To help domestic and foreign food companies in their manufacturing process, the government planned an R&D center South Korea National
Food Cluster or Foodpolis which is a one-stop support system for the entire food manufacturing process.

— "..Technical assistance from experts having illustrative careers at multiple food research institutes and companies will be provided to
firms in Foodpolis” — an official statement from South Korea National Food Cluster agent

— South Korean food processing companies, to a large extent rely on imported intermediate goods for its value chain.
— South Korea's imports of basic and intermediate agricultural products were about USD$13.3bn in 2018.

SU_PP'V t-:hain — America is one of the biggest suppliers for commodities and intermediate products who's products accounted for USD$3.9bn or
disruptions 26.9% of total imports which are used in feed, industrial and food manufacturing process

— COVID-19 pandemic has greatly affected countries such as USA, China and Europe, leading to disruption in the importation of intermediate
products feeding into South Korea's various supply chains.

Note(s): (a) Ministry of Agriculture, Food and Rural Affairs; (b) According to a report of the Korea International Trade Association
Source(s): The Korea Herald; Food Navigator — Asia; Invest Korea- Investment Opportunities in Korea- Food and Beverage

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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SUPPLY - SECTOR TRENDS - FOOD PROCESSING AND MANUFACTURING

However, with the current COVID-18 pandemic, supdly chain disruptions as el
33 & few operational nefficiencies Seem [ be prevaent

Trend Comments Impact

— South Korean manufacturing sector's labour productivity has been falling since 2011 and the average annual labour productivity growth for
2011-2015 was at an all time low of 2.2%.

“A decline in total factor productivity growth was caused by the shortage of innovative companies and inefficient labor and resource
distribution” — official statement from Bank of South Korea

— Government hiked the minimum wage by 10.9% for 2019, with an aim to reach 10,000 KRW/hour by 2020 to tackle the labour productivity

problem which in turn had unintended consequences like hiring cuts, business shutdowns, job losses, income polarisation and rise in
unemployment.

— As aresult, the local manufacturing firms either laid-off their employees or relocated their production plants overseas in order to
achieve high operational efficiencies, in turn leading to rise in unemployment.

Operational Average added value output by a worker, USD/hour, 2016
inefficiencies driving
high unemployment $63.3 $60.0 $59.8
47. 47.
$47.9 $47.9 $41.5
$33.1
us France Germany UK Italy Japan S. Korea

— From 2010-2017, South Korea was behind many advanced economies such as Japan, Germany and France -- which saw labour productivity
in the manufacturing sector increase 10 4.1%, 4.0% and 2.9%, respectively.

— High aging population of South Korea is another factor that has reduced the productivity in the country.

Source(s): Korea Herald; Business Korea; Korea Times

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 70
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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VALUE CHAIN

\Volume flows of Undaria Pnnatifica in the south Korean market

Volume mass of Undaria pinnatifida in the South Korean market, 2018 (kilotons)

Total imports Processing & packaging

< > < >

Fresh salted product

Fresh 8KT
product
11kT

Imports
4KT
e —

Fresh unsalted 4kT ‘

\
Dried salted product \\ —
19KT .

Korean Dried Industrial
product 15kT
market 20kT

5kT
Other, 2kT

Il 10KT

. . —
Domestic prOdUCtlon Dried unsalted product l . . Cosmetics

Exports
16kT

Comments

— The South Korean market is primarily supplied from domestic production —
making up 93% of overall supply.

— There is a large market of exports from South Korea, with 31% of all domestic
production exported (primarily to Japan, China and the USA).

— There are large markets for both human consumption and also industrial use.
Industrial use is dominated by the use of Undaria as feed for aquaculture.

Note(s): All volumes shown as processed weight (production volumes adjusted using FAO guidance of 10x from wet/live weight to product weight)
Source(s): OECD, ITC, FAO, Korea Agricultural and Fisheries Food Distribution Corporation, Statistics Korea, Fishing Production Trend Survey; Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 72
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



VALUE CHAIN

Undariareaches the end consumer througn various channels, most prominently
Super / hyper markets and food Services

Channels for seaweed fit for human consumption - South Korea

Comments

—> Super / hypermarket 56%

— Super / hyper markets and food service outlets account for the vast
majority of product volumes (~72% of total volumes).
Retail outlets 5%

!

Convenience stores 13%

-

e-Commerce 8%

.

F rvi tlets /
ood service outlets 18%
Restaurants

:

Channel definitions

— Supermarket/hypermarket: defined as large self-service shops selling

food and household goods.
Super / hypermarket 59%

Retail outlets: smaller neighbourhood shops, selling daily essentials.

— Convenience stores: stores with extended opening hours, selling limited
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Dried - 78% N Retail outlets 6% range of products such as goods and groceries_. We also have cqnsidered
the local wet shops for direct consumer to be included under this
segment.

Y ConveniencelSiores 15% — e-Commerce: selling of the products through online portals or shops are

considered under this segment.

— Food service outlets/restaurants: food outlets and restaurants using
% Undaria in all forms to serve take away consumers and diners are
considered under this segment. Sales of Undaria from wet market to
restaurants and food service outlets have been considered under this
segment.

.

e-Commerce 9

= g Food service outlets / restauranii P47

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated 73
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VALUE CHAIN - OVERVIEW

Aropust vale chain exists inseaweed south Korea market aimed at celivering
value [0 the end consumer via multipie points of saie

Value chain for seaweed fit for human consumption - South Korea

8-10%" transportation share of profit
25-40%
share of profit

10-15%
share of profit

12-15%
share of profit

28-33%
share of profit

Cultivation Harvesting T Processing & packaging 2 Convenience
cooperative distribution stores
— - Super / hyper
— Includes — Primarily — Local entity — Either Market for fnarketl;p
methods manual responsible through domestic
such as harvesting for managing Salted > Food national or use .
hanging and — Natural the vested regional Discount stores
horizontal harvesting in interests of Dried distributors I
longline case of wild fishermen e-commerce
stocks — Responsible Un-salted [—»| Industrial
to hold joint
sale to set
prices
Salted > Cosm_et.lcs & Quick service
medicines restaurants
1
Fresh Commercial
Market for restaurants
-sal > hers'a business
Un-salted Others use Food & snack
manufacturers
I
— Primarily boiled water processing Wholesalers
— Processed products: dried and fresh, salted and
unsalted, boiled-salted & dried-cut Undaria
|

\ 4

Note(s): (a) Other applications include usage of Undaria in animal feed and wastewater treatment; (b) Refers to transportation of products at any level of the value chain
Source(s): FAO; USDA Foreign Agricultural Service; BIM; Company websites; Capital IQ as accessed during Jun'20; Korean Products; Monterey Bay Aquarium; Primary Interviews with industry experts, Radiant Insights

KPMG!
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VALUE CHAIN - VALUE STREAMS OF UNDARIA PINNATIFIDA

Jried salted product distributed through food channels (ncluding as an
ngredient) accounts for a1% of all Undaria use N South Korea

Volume distribution of Undaria pinnatifida by product format and application in South Korea, 2019/

0 % % 0.3%
2% 1% 1% 0.4%
6% 3% 2% 1%
c
0
-
(1]
L
=
o
<
9 15% 7%
34% 20%
Dried salted Dried unsalted Fresh salted Fresh unsalted
47 % 25% 19% 9%

Product Format
Note(s): (a) lllustrative; (b) Others include animal feed and wastewater treatment applications
Source(s): Radiant Insights

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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Industrial

5%

Cosmetics and medicine
13%

Food
77%
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VALUE CHAIN - AVERAGE PRICE

Undaria pinnatifidas fresh salted product format and dried unsalted Show the
OWeSL Drice In South Korean end markets

Average price by product format and application in South Korea, 2019, USD/kg

Fresh Fresh Dried Dried “The texture of the product is important
salted unsalted salted unsalted . . . _
when it comes to price. Given the majority of

$3.43 $3.57 $3.78 $3.59 human-consumed Undaria is used in soup, it
is important that the Undaria is soft but not
$3.47 $3.43 $3.81 $3.37 so soft that it breaks down when boiled.”
Cosmetic & $3.44 $3.50 $3.68 $3.55 - Primary interview with

medicines

industry expert

$3.92 $2.93 $2.82 $4.04

Average price by product type and distribution channel in South Korea, 2019, USD/kg ] o o
"Food safety is critical in pricing. There are

government certification standards that help

to establish a product as clean and safe. The
Super / hypermarket $3.37 $3.74 larger organisations can do their testing in-
house once they have established trust.”

Retail outlets $3.44 $3.49
- Primary interview with

Convenience stores $3.53 $3.70 industry expert

e-commerce $3.63 $3.87

Food Service Outlets / restaurants $3.73 $3.14

h r format within an lication
Source(s): Radiant Insights Cheapest product format wit an applicatio

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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VALUE CHAIN - END MARKET - DOMESTIC USE (1/2)

Uniike supermarkets, convenience and discount Stores are 1orecasting Strond

growth due to preterence Tor reacy-[o-eat meals and private lapel brands

South Korea convenience stores market size (sales), 2014-2024, KRW billion Comments
> —(33.2%) -
NGt A v N Convenience stores
+14.0%
— 27.145 28,176 29,106 29,979 30,789 — Strong grqwth over the pgst five years, due to
19744 22735 24,766 26,026 changing lifestyle, increasing preference for ready-
12394 19754 ' to-eat food items by single-person households, has
’—‘ attracted competition.
— In order to counter the impact, store operators are
2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F entering into partnerships with 3™ party delivery
platform providers.
South Korea supermarkets market size (sales), 2014-2024, KRW billion Supermarkets
o m -> — Slow food sales growth expected due to escalated
W 4 Pt competition from online retailers and limited space
to build new stores.
26,198 26,931 27.653 27,921 28850 29,460 29,991 30,470 30,897 31,268 31,580
— Being a major retail channel for imported foods,
supermarkets pose threat for local products. In
response, government has imposed certain
regulations on supermarkets, impacting their sales.
2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F Discount stores
— Value sales expected to increase driven by
South Korea discount stores market size (sales), 2017-2024, KRW billion popularity of private label brands and strategic
location of discount stores.
m —> — Location within shopping malls helps increase
+20.5% > — customer footfall.
. 512 543
431 474
332 385
281
220
2017 2018 2019 2020F 2021F 2022F 2023F 2024F

Source(s): Euromonitor International; USDA Foreign Agricultural Service
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VALUE CHAIN - END MARKET - DOMESTIC USE (2/2)

Aprolieraton of oniine piatiorms IS crivind e-commerce growtn 1or food and
Deverage nsouthKorea and is expected to grow further at ~16% CAGR (20-24)

South Korea food and beverage e-commerce market size, 2014-2024, KRW billion and % Comments

25.4% — With ease of convenience provided by
online sales channels driving their
popularity, the e-commerce sales for food
and beverage is expected to grow by 2024.

— Grocery players including hypermarkets,
supermarkets and convenience stores are
venturing into online domain by developing
40,170 . . . .
their own websites and partnering with

17.6% e a0 delivery platforms.
: — For example, SSG.com was created
by Shinsegae Group.
13.4%
8,799
6,677
4,782
2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F
=®— Food and Beverage as a% of total e-commerce sales [ ] Food and Beverage
Source(s): Euromonitor International
m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



VALUE CHAIN - END MARKET - BUSINESS USE (1/2)

Praference for fast meals by Sdle-persan housenolds and Chinese dning
nonuarity crve growth or Imited and fUIFSenvice restaurants respecively

South Korea limited-service restaurants market size (sales), 2014-2024, KRW billion

20,298

18,423

16,627

14,993

13,422

Comments

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F

South Korea full-service restaurants market size (sales), 2014-2024, KRW billion

R W
e (34.0%) "

55,400

47,944 49,085 50,265 52,850

2014 2015 2016 2017 2018 2019 2020F 2021F 2022F 2023F 2024F

Source(s): Euromonitor International

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

Limited-service restaurants

— Consumer preference for simple and fast meals
seems to encourage market growth.

— With development of good quality menus at
reasonable prices by convenience store operators,
the limited-service restaurant sales at convenience
stores are increasing rapidly.

— For example, lunch-box and sandwich options
amongst the single-person households appear
to be popular.

Full-service restaurants

— Increasing popularity of Chinese dining such as the
Chinese spicy sauce ma-la has become one of the
big trends in food in South Korea.

— With the increasing number of single-person
households and emergence of online food delivery,
share of full-service restaurant sales accounted for
by online delivery is expected to continue to grow.
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VALUE CHAIN - END MARKET - BUSINESS USE (2/2)

RISING Nealth CoNSCIoUSness and preference for ready-[o-eat meals Seems [0
dnve growth for the packaded food manuracturing Industry InSouth Korea

South Korea packaged food retail sales, 2012-2021, KRW billion

Comments
@ A’@ — Packaged food retail sales in South Korea
7 564 28163 have grown with ~2% CAGR during the last
27,084 ' i 8 years and is expected to grow by ~2%
25406 26,006 26,605 Yy p g Y
24,208 24,687 24,687 25047 forecasted to 2021.

— Preference for convenient and healthier food
products has been driving growth for read-
to-eat meals sub-category.

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
South Korea packaged health and wellness food retail sales, 2012-2021, KRW billion — Packaged health and wellness food retail
sales appear to follow positive trajectory

> +2.6% with increasing ageing population and health
@ v Q consciousness of South Koreans.
3868 9,108 9,348
go29 8269 8629 -
7.310 7,550 7,550 7,790 !
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Source(s): Euromonitor International; 2018 FI Korea, aT Center, Seoul, Korea

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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COMPETITIVE LANDSCAPE

Undaria pinnatifica is Sold in various product formats, primerily cried and as
naredient N soups by the industry players in Japan and South Korea

Undaria pinnatifida product formats across industry players(a)

N7

Fueru Wakame-Chan Parikko Nama Wakame-chan Salted Naruto
(Riken Vitamin) (Masunaga Shokushin) (Riken Vitamin) (K Seaweed)

Raw salted Used as ingredient in soups and rice

Wakarne nencsoup - GESOE T ageromo(Hagorome,
o . >k
(Otomegusa) (Riken Vitamin) Foods) Foods) Foods)

Note(s): (a) Illustrative and not exhaustive; (b) Includes dried cut
Source(s): Radiant Insight; Capital 1Q as accessed during July 2020; Company websites; Trade Korea; Korean-Products

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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COMPETITIVE LANDSCAPE

MoSt 0f the Japan-nased piavers appear [0 have regional presence and a
Droader product portfolo relative to other piayers In south Korea and Ching

Competitor positioning in the seaweed industry@

Size of the bubble indicates the latest available sales value

Global O ChinaHQ
Qingdao Gather Great
KH
Ocean Algae Industry Group @ ukHa
@ Japan HO
@ South Korea HQ
Wooseong Riken Vitamin
Geographical Aquatic Foods Groug
Presence
Shandong Lidao Oceanic Technology
Sam Hae Commercial
K Seaweed
. Hironoya
Shandong Ha|zh|bao
Marine Technology
Kurakon Hagoromo
Foods . Foods
Masunaga Corporation
Otomegusa Shokushin
Sung Gyung Food
Regional

Narrow Product Portfolio(®

Note(s): (a) Does not include players for which revenue wasn't available; (b) Indicative of only food related products offered by competitors
Source(s): Radiant Insights; Company websites; Capital IQ; Trade Korea; Korean-Products; Bloomberg

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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COMPETITIVE LANDSCAPE

While China based players are vertically Integrated acrass the value chain
Nlayers In Japan and South Korea are only Ito processing and storage

Competitor positioning across value chain(@

Country Company!® Cultivation Harvesting Pg;i?;?'?g& Dsi;:rzal‘)?;(teics)(n
Hagoromo Foods Corporation x x v v
K Seaweed x x v v
Kurakon Foods % x v v
Masunaga Shokushin % x v v
Japan
Matsumoto Corporation x x v v
Otomegusa % x v v
Riken Vitamin x x v v
Yamako x x v v
DYSSKOREA x x v v
Garimi v v v v
Kyeong Cheon Foods % x v v
South Korea
Nam Kwang Food x x v v
Sam Hae Commercial % x v v
Sung Gyung Food x x v v
Fuzhou Lianjiang Tianyuan Aquatic Products 4 v v v
. Qingdao Gather Great Ocean Algae Industry Group 4 v v 4
China Shandong Haizhibao Marine Technology v v v v
Shandong Lidao Oceanic Technology v v v v
UK Aguatic Foods Group x x v v

Note(s): (a) Based on the qualitative information available online; (b) Not exhaustive as players without information on website / no online website and secondary sources have not been included
Source(s): Radiant Insight; Capital IQ as accessed during July 2020; Company websites; Trade Korea; Korean-Products

m © 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.



COMPETITIVE LANDSCAPE

Competitor profies (1/7)

-

s

Qingdao Gather Great Ocean Algae Industry Group

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing

Plant

Geographic
Presence

Key Products

Description

Key

Differentiating

Capabilities

Company
Website

2000 (2012)@

Private

USD 28 Million (2019)
NA

China

— America, Australia, Europe, Japan,

Korea and other South-east Asia
and 80 countries

Compound seaweed protein feed -
Kelp-based compound feed

Edible alginate - Used as
thickeners, emulsifiers, adhesives,
sizing agents

Headquartered in China and
exports products to 50 countries
globally. Its products are largely
used in processed food such as
meat, dairy, and beverages.

— Robust global presence with focus

on technology and research

— http://en.judayang.com/

Note(s): (a) Year when the company started production of Undaria Pinnatifida
Source(s): Radiant Insights; Company websites, Capital |IQ as accessed during July 2020

KPMG!

Aquatic
Foods

Aquatic Foods Group

Year Founded
Ownership
Sales (Value)

Employee #

Cultivation Site

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

2014
Private
USD 143.5 Million (2016)

NA

NA

— China, Japan, South Korea, USA

Processed frozen seafood
Seaweed-based foods

Marine snack foods

Headquartered in St Helier, Jersey,
the company engages in
processing and selling aquatic
products, agricultural, meat
products and pre-packaged food
products

Robust presence in USA and Asia
Pacific

https://www.fis.com/fis/companie
s/details.asp?l=e&company id=16
6282

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

&

Shandong Lidao Oceanic Technology

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

1999
Joint-stock enterprise
USD 29 Million (2019)

500 (2019)

— NA

China, Taiwan, Europe

Dried Kelp

Salted Kelp

Cooked Dried Kelp

Instant food

Headquartered in China company
is involved in processing
agriculture products and offers
other products. It operations
include raising, catching, and

processing of marine food
products

Diversification of portfolio

https://www.bloomberg.com/profil

e/company/0476767D:CH
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Competitor profiies (2/7)

Fuzhou

Fuzhou Lianjiang Tianyuan Aquatic Products

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence!?

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

2000
Private
NA

300 (2019)

NA

Japan

Slated Kelp - Includes kelp flower,
knot, tender seedlings, seaweed
strips, and small Kelp

Dried Kelp - Includes dry kelp
round, dry small kelp knots, and
dry small kelp

Headquartered in Dacheng Village
Fuzhou, China, the company is
involved in kelp breeding,

processing, and scientific research.

It processes kelp products through
quick-drying and salt stained
automated production line

Research and development
capacity

https://www.bloomberg.com/profil

e/company/AATOMZ:CH

o

HLE

Shandong Haizhibao Marine Technology

Year Founded
Ownership
Sales (Value)
Employee #
Cultivation Site

Geographic
Presence(?

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

Note(s): (a) The list is not exhaustive due to limited information; (b) Includes organic fresh little kelp
Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Bloomberg

KPMG!

2008
Private
USD 45,400 (2019)

700

— Produces kelp at Jiaodong

Peninsula

China

Organic fresh kelp®

Stewed fresh

Organic salted fresh kelp head
Organic salted fresh kelp silk
Organic fresh kelp head

Organic fresh whole fresh kelp
Headquartered in Shandong
province, China, the company

engages in the production of kelp
based fertilizer

Caters to domestic end-use
markets

http://www.haizhibao.net/

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

(kurakon)

Kurakon Foods

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence'@

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

1921

Private

USD 0.5 Million (2019)
61 (2019)

Osaka, Miyazaki

Japan

Cut Undaria
Enzo Undaria
Haiboshi Undaria

Headquartered in Osaka, Japan,
the company is involved in
processing and sales of products
including kombu, Undaria, hijiki,
boiled soybeans, sea vegetables,
and quick-cooking products.

Caters to domestic end-use
markets

http://www.kurakonusa.com/
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Competitor profies (3//)

R

Riken

Hiro-
noya

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

Note(s): (a) Year when the company started production of Undaria Pinnatifida; (b) The list is not exhaustive due to limited information; (c) Others include dried, mixed, roller-pressed, fingerling,

1949 (1964)(a)
Public
USD 830 Million (2019)

2,285 (2019)

Soka, Chiba, Tokyo, Kyoto, Osaka

USA, Europe, Singapore, China,
Malaysia, Japan, Germany
Food Emulsifier

Distilled diglyceride ester
Natural Food Colors
Seasonings

Dried and Expanded Undaria

Headquartered in Tokyo, Japan,
the company produces products
through four business segments
including food ingredients, food
applications, healthcare and
chemicals

Wide product portfolio

https://www.rikenvitamin.com/

Year Founded
Ownership
Sales (Value)

Employee #

Cultivation Site

Geographic
Presence!®

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Bloomberg

KPMG!

2010

Private

USD 20,300 (2019)
NA

Coast of Sanriku

USA, Japan

Undaria seaweed

Fresh fish

Sea squirt

Northern purple sea urchin
Shellfish

Headquartered in Iwate, Japan, the
company produces seaweed
products including Undaria, kelp,

funori, mekabu, soki kombu, laver
and others

Caters to domestic markets

https://www.bloomberg.com/profile/co
mpany/7917833Z:JP

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

ol

Masunaga Shokushin

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence®

Key Products

Description

Key
Differentiating
Capabilities

Company
Website

— 1958

— Private

— USD 12,000 (2019)
— 37 (2019)

— Masak

— Japan

— Dried Undaria
— Parikko Undaria (Cup)
— Other food productsi(c)

— Headquartered in Ehime, Japan,
the company produces and offers
many consumer food products
such as dried, mixed, roller-
pressed, fingerlilng, grilled,
kanbaiko, nuts and portioned
products

— Caters to limited niche markets

— http://www.masunaga-

s.com/english/

grilled, Kanbaiko, portioned products and nuts
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Competitar profies (4//)

-_>

b

Year Founded
Ownership
Sales (Value)

Employee #

Cultivation Site

Geographic
Presence!@

Key Products

Description

Key

Differentiating
Capabilities

Website

1960

Private

USD 10,300 (2019)
NA

Island of Shikoku

Japan, USA

Fresh salted Naruto Undaria

Fresh salted Naruto kuki Undaria
Hidaka and Rausu Akaba Konbu
Hijiki

Headquartered in Saitama, Japan,
the company’s Undaria production
is associated with National
Federation of Fisheries Co-

operative Associations and offers
Sanriku sea-based Undaria

Strong regional presence

https://www.kseaweed.com/

Note(s): (a) The list is not exhaustive due to limited information
Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Korean-Products; Trade Korea

KPMG!

Sam Hae Commercial

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Website

r

1968

Private

USD 95.8 Million (2019)
NA

Buan-Gun, Gimpo-si, Los Angeles

South Korea, China, Japan,
Thailand, Taiwan, USA

Seasoned seaweed (Myungga,
Chosari)

Roasted seaweed

Seaweed snacks

Headquartered in Seoul, South
Korea, the company develops and
produces seasoned lavers. It offers
dried laver, small laver, F15-laver
for kim-bap, and brown seaweeds

Caters to domestic markets

http://www.samhae.co.kr/eng/

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presencel@

Key Products

Description

Key
Differentiating
Capabilities

Website

Sung Gyung Food

1981
Private
USD 56.7 Million (2019)

NA

Daejeon

South Korea

Seasoned laver snack
Sheet and fried laver
Rice roll laver
Toasted laver

Rice crust snacks

Headquartered in Daejeon, South
Korea, the company produces
seaweed snacks of kelp and Kim

Caters to domestic markets

https://sunggyung.tradekorea.com/main.do;J

SESSIONID TK=X0CPJIOnGofX49yT Lk-
YKXPHQvKexfsiPkrs-
TlaXaBKV7pUmTt!173797113211422197535
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COMPETITIVE LANDSCAPE

Lompetitor profles (o//)

Hagoromo!

Hagoromo Foods Corporation

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence!?

Key Products

Description

Key
Differentiating
Capabilities

Website

Note(s): (a) The list is not exhaustive due to limited information; (b) Others include Tuna, cooking material, desserts, pasta, sauce, rice, seasonings, pet food, etc.

1931
Public
USD 770 Million (2020)

710 (2020)

Yaizu-shi, Shizuoka-shi, Nagoya-
shi, Kuwana-gun

Japan

Sara an Nozomi Nori series

Seasoned, grilled seaweed and
side dish

Kamikireru
Hand-rolled glued seaweed

Other food products(b)

Headquartered in Shizuoka, Japan,
the company manufactures and
sells various food and seaweed
products

Strong regional presence

https://corp.hagoromofoods.co.jp/j

a/english.html

A

) FSE

/A

Matsumoto Corporation

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence'?

Key Products

Description

Key
Differentiating
Capabilities

Website

Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Korean-Products

KPMG!

1960
Private
NA

NA

Hakodate

Japan

Dessert kelp
Tororo, Shiofuki, Tsukudani kelp

Seaweed snacks, cooking kelp,
kelp rolls

Nori

Various formats of kelp including
shredded, oden, natto, shaving
powder

Headquartered in Sakai, Japan, the

company provides seaweed
processing services and products

Caters to domestic markets

http://www.matsumoto-
trd.co.jp/en/outline/

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.
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Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presencel?

Key Products

Description

Key
Differentiating
Capabilities

Website

1979
Private
USD 14.5 Million (2019)

30

Nishinomiya, Sumoto City

Japan

Dried cut seaweed
Salted raw Undaria
Packed seaweed
Seaweed salad
Hijiki and kelp

Headquartered in Nishinomiya,
Japan, the company produces sea
algal products such as Undaria,
kombu and hijiki

— Caters to domestic markets

— http://www.otomeqgusa.com/
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Competitor profies (6/7)

Woo-

seong

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Website

1987

Private

USD 13.9 Million (2011)
NA

— NA

South Korea, Japan, USA, Europe

Guun-Gim (Roasted laver)
Dol-Gim (Seasoned laver)

Chosun-Gim (Traditional korean
seasoned laver)

Headquartered in Icheon, South
Korea, the company produces
seaweed products and exports its
Gun-Gim products to Japan, USA
and Europe

Global presence

https://www.bloomberg.com/profil
e/company/WSEQZ:KS

Note(s): (a) The list is not exhaustive due to limited information
Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Korean-Products
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A Hpilain

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence!@

Key Products

Description

Key
Differentiating
Capabilities

Website

1974

Private

JPY 18.1 Billion (2019)
599

Yanagawa, Anjo, Saga

Japan

Nori

Headquartered in Anjo shi, Japan,
the company engages in the
production and processing of Nori

Strong reginal presence

https://www.bloomberg.com/profil
e/company/YMKOZ:JP

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand.

L7 NAMKWANGFOOD

Nam Kwang Food

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Website

1981
Private
NA

NA

NA

South Korea, Japan, Russia, China

Stone and Traditional laver
Dried sea tangle
Laver rice roll

Salted and dried seaweed
(includes laver)

— Laver sheets and side dish

— Headquartered in Pusan, South

Korea, the company manufactures
and sells seaweed products. It
buys raw laver and ships out
finished seaweed products

— Global presence

— http://www.namkwangfood.co.kr/s

kin_combil/namkwangfood.php
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Lompetitor profies (///

\_/%’EA Kyeong Cheon Foods

Kyeong Cheon Foods

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence!@

Key Products

Description

Key
Differentiating
Capabilities

Website

NA (&)
Private
NA

NA

NA

South Korea

Laver (seasoned laver and dried
seaweed)

Sea mustard
Sesame oil
Perilla oil

Roasted sesame seeds

Headquartered in Seoul, South
Korea, the company is a
manufacturer of seasoned and
roasted traditional Korean
seaweed products

Strong regional presence

https://kclaver.tradekorea.com/co
mpany.do

—
DYSSKOREA

DYSSKOREA

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Website

1989
Private
NA

NA

NA

South Korea, USA, China, Canada

Seaweed snacks
Fried seaweed (laver)

Roasted nori

Headquartered in
Chungcheongnam-do, South
Korea, the company engages in
manufacturing, distributing and
selling seasoned seaweed (laver)

Robust presence in the domestic
market

http://www.dysskorea.com/en/

Garll’l’ll

KOREAM SEAWEED

Year Founded
Ownership
Sales (Value)

Employee #

Manufacturing
Plant

Geographic
Presence

Key Products

Description

Key
Differentiating
Capabilities

Website

Note(s): (a) The list is not exhaustive due to limited information; (b) Company website not accessible. Multiple sources providing contradictory information and hence, kept NA
Source(s): Radiant Insights; Company websites; Capital |Q as accessed during July 2020; Trade Korea; Korean-Products
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2002
Private
NA

NA

Mokpo, Soan, Gapyeong

South Korea, Europe, Asia, North
and South America

Roasted seaweed (laver, nori)
Seasoned seaweed (laver)

Dried seaweed (laver)

Headquartered in South Korea, the
company is a specialized seaweed
manufacturer. Apart from
harvesting, it is integrated in all the
other value chain processes

Global presence

https://garimi.tradekorea.com/main.do;JSES
SIONID_TK=R3-
PK7 g8WsYQFeknFMXs10OTKCOGA4zjU9x_ki

FaHnyCd4V8LYtj5!-
157445729611277878764

91


https://kclaver.tradekorea.com/company.do
http://www.dysskorea.com/en/
https://garimi.tradekorea.com/main.do;JSESSIONID_TK=R3-PK7_g8WsYQFeknFMXs1OTKCOG4zjU9x_kiFaHnyCd4V8LYtj5!-1574457296!1277878764

Gontact us

Tuhi Isaachsen Andrew Watene David Clay

Director Associate Director Director

Management Consulting Food, Agribusiness and Export Lead Management Consulting
KPMG KPMG KPMG

Auckland Auckland Auckland

T: +64 9 363 3281 T: +64 9 367 5969 T: +64 9 364 0989

E: Tlsaachsen@kpmg.co.nz E: awatene@kpmg.co.nz E: davidclay@kpmg.co.nz

komgcomjnz

© 2020 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent member firms affiliated with °
KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in New Zealand. . In f u
KPMG and the KPMG logo are registered trademarks of KPMG International Cooperative (‘KPMG International”), a Swiss entity.



