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Programme

09.00     Welcome & General Introduction.
09.05 Food Trends in Korea by Dongmin Lee, Assistant Professor of Marketing for Food

Industry Dept. of Marine Bio Food Science, Gangneung-Wonju National University.
09.25 Introduction of South Korea Foodpolis and collaboration programs by Seonyoung 

Park, Assistant Manager of Public Relations Team, Foodpolis. 
09.45 Introduction of Health Functional Kimchi by Jaehwan Kim, Senior researcher of 

World institute of Kimchi.
10.00 International Collaboration opportunities for the sustainable food industry by Ditte

Veise, Executive Director of Innovation Center Denmark, The Embassy of Denmark in 
Korea. 

10.20 Doing business across cultures: Europe and Korea by Marina Aguareles, PhD. 
Intercultural Studies, San Jorge University. 

10.40 Q&A.
10.55 Wrap-up & Closing  
11.00 Opportunity for matchmaking via the Global Foodture Community Platform
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Questions?

Do you have any questions to our speakers? 
Please raise them in the Q&A box in Zoom and we will address them 
during the session. 

Please state the following in the Q&A-box: 
Your name, company name, speaker to address the question to & 
question itself.



2023/06/01

Presenter: Prof. Dongmin Lee, Gangneung-Wonju National University

Co-work with Prof. Junghoon Moon, Seoul National University

Food Industry Trend in Korea
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KOLAS
Korea laboratory 

accreditation scheme

ISTA
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Introduction of Health Claims Kimchi
Collaboration Cases between Foodpolis and Companies

2023.06.08.

Senior Researcher Kim Jae hwan
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As of May 2023, in Korea, Six companies are offering four Health Claims in a total of fourteen Kimchi products
made with 1 types of lactic acid bacteria and 5 functional ingredients. 

We focuses on health claims Kimchi development using domestically produced functional ingredients such as 
garlic from Namhae-gun, plum from Gwangyang-si, red ginseng from Geumsan-gun. 

And Based on a last year survey of female consumers in their 20s-50s in Tokyo, We will also work hard to develop 
Green Pepper(Capsicum annuum L. cv. DangZo) Kimchi for Japanese Kimchi Market.



Ⅰ What is Health Claims Kimchi



Overview of Health Claims Food
What is Health Claims?

Display general enhancing effects on the body
in the product label

Health Claims is possible when food meets 4 requirements in Korea 
from December, 2020.

Ingredients

made from Good Manufacturing Practice(GMP)

Food

made with Hazard Analysis Critical Control Points(HACCP)

Proof

Test Report Within 6 month

Iimitation

29 permitted functional ingredients have limited use
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Name of Ingredients

Heath Claims

Quantitative Requirement of 
Analytical Marker

29 permitted functional ingredients

6

InSam(Ginseng)

HongSam(Red Ginseng)

plum extract

Garlic



New Food in market from 2022

1 Day Quantitative Requirement 
of Analytical Marker

Heath Claims

Name of Ingredients

Caution

Quantitative Content of 
Analytical Marker

7

Dubu Yogurt

Non Alcoholic
drink

Natto



1st Health Claims Kimchi in Korea

1 Day Quantitative Requirement 
of Analytical Marker

Heath Claims

Name of Ingredients

Caution

Quantitative Content of 
Analytical Marker

Gut health Kimchi by fructooligosaccharides In Korea, 2022 8

Original



1st Health Claims Kimchi in Korea

1 Day Quantitative Requirement 
of Analytical Marker

Heath Claims

Name of Ingredients

Caution

Quantitative Content of 
Analytical Marker

Gut health Kimchi by fructooligosaccharides In Korea, 2022
9

Now



1st Health Claims Korean Kimchi in Japan

10
Gut health Kimchi by fructooligosaccharides In Japan, 2023



Ⅱ Status and problems



The History 
of 

2020.12

• Beginning of Health Claim of general food        
in Korea (Ministry of Food and Drug Safety)

2021.01

• First Health Claims general food                       
Pulmuone PGA Calcium Tofu 

2021.11

• First Health Claims Kimchi                          
Trechan fructooligosaccharides Cabbage 
Kimchi

2022.3

• First Korean Health Claims Kimchi in Japan 
Trechan Kimchi King

2022.4
• Collaborate with Kimchi Companies

The History of Health Claims Kimchi

12



The History 
of 

Problems of Kimchi Health Claims Development

13

What is Matters of Health Claims Kimchi?

Difficulties in domestic and export markets due 
to market, technology and institutional problems

Health Claims Regulation of General Food is a unique system that exists 
only in Korea and Japan.

Customer & Market
The irony of Kimchi Health Claims
Barrier to entry, Immature market and limited market size

Technical & Regulation difficulties

False advertisements

Illegal labeling of Kimchi product

Competition

Japanese Health Claims Kimchi

Residual amount of Analytical Marker
Limitation of Labelling



Ⅲ How to Collaborate with 
Kimchi Companies



기능성평가지원센터

ONE-STOP Service for Health Claims Kimchi 
Development and Popularization 

Health Claims Kimchi Collaboration

15South Coast Area Collaboration Group          2022
Jeolla-do Kimchi Export Collaboration Group 2023



The History 
of 

Korean Functional Ingredients 2022

What is the Best Functional Ingredients For 
Health Claims Kimchi for Korean customer?

Choose the Korean traditional ingredients.

South Coast Area Collaboration Group focus on fostering Functional 
Ingredient in Jeollanam-do & Gyeongsangnam-do. This Area is main 
producting area of garlic & plum. It’s Protected Geographical Indication.

Garlic
Jeollanam-do           70,437 ton
Gyeongsangnam-do  97,511 ton

Plum
Jeollanam-do           19,882 ton
Gyeongsangnam-do  10,108 ton

16

Plum Citric acid

Garlic Aliin



The History 
of 

Korean Functional Ingredients 2022

What is the Best Functional Ingredients For 
Health Claims Kimchi for Korean customer?

Choose the Korean traditional ingredients.

South Coast Area Collaboration Group consisted 5 promising small 
and medium-sized Kimchi manufacturers located in Korea.

17

Taebak Hansung Gyeonggi-do 

Dongho Gangwon-do 

Trechan Gwangju Metropolitan City

Daekwang Gyeongsangnam-do



The History 
of 

2022. 3

• Beginning of South Coast Area Collaboration 
Group 

2022. 4

• The Empowerment of Health Claims Kimchi 
Development Ability : Workshop, Seminar…

2022. 5- 9

• 10 Health Claims Kimchi Development, Test 
and Registration in Korea Food Industry 
Association

2022.10

• Promotion & Dealer Meeting in Gwangju Food 
Exhibition

2022.11
• Promotion & Tasting in The Korean Society of 
Food and Nutrition Symposium 

The History of Collaboration 2022

18



The History 
of 

The Promotion of Health Claims Kimchi 2022

Workshop for South Coast 
Area Collaboration Group
(2022.04.28.-29.) 

Promotion in Gwangju Food 
Exhibition(2022.10.13.-16.)

Seminar of Expert in Health 
Claims Food Registration
(2022.06.02.)

Promotion & Tasting in The Korean 
Society of Food and Nutrition 
Symposium(2022.11.11.) 

Meeting with the Dealer 
(2022.10.14.)

19



The History 
of 

Test & Technical Support For Development 

Test of residual amount of Analytical Marker
Aliin 18~100mg/Kimchi 40g (Garlic 0.18~1.0g/Kimchi 40g)
Citric acid 0.3~1.3g/Kimchi 40g

Technical Guidenace
Invitation each companies & 
Teach Manufacturing Guidance of 
Health Claims Kimchi

20

Plum
Citric acid

Garlic
Aliin



The History 
of 

Health Claims Kimchi developed in 2022

Garlic & Plum
Representative Functional 
Ingredients produced in South 
Coast Area 

21



The History 
of 

Health Claims Kimchi developed in 2022

22

Announcement List of Health Claims Kimchi 
In Korea Food Industry Association homepage 2022



The History 
of 

Popularize & Export 2023 

How to Collaborate Kimchi tradition & Health 
Claims?

Popularize & Export Jeolla-do Health Claims 
Kimchi to Domestic & Japanese Kimchi Market.
Jeolla-do Kimchi Export Collaboration Group focus on popularizing 
Jeolla-do Health Claims Kimchi with Consumer Preferred Functionality 
(Strengthen immunity, Metabolic syndrome improvement and or so)

Jeolla-do Kimchi

Korea's most representative traditional 
Kimchi made with various local 
ingredients and seafood from Jeolla-do.

Jeolla-do Kimchi Export Collaboration
Group 
consists of 10 promising small and 
medium-sized kimchi manufacturers 
located in Jeollanam-do, Jeollabuk-do and 
Gwangju Metropolitan City.

박기순김치

23



The History 
of 

2023. 4

• Beginning of Jeolla-do Kimchi Export 
Collaboration Group 

2023. 5

• The Empowerment of Health Claims Kimchi 
Development Ability : Workshop, Catalogue…

2023. 6- 8

• Health Claims Kimchi Development, Test and 
Registration in Korea Food Industry 
Association

2023. 9
• Promotion, Export & Dealer Meeting in Japan

2023.11
• Popularization of Jeolla-do Health Claims 
Kimchi  

The History & Schedule of Colaboration 2023

24



The History 
of 

The Empowerment of Health Claims Kimchi 
Development Ability of Group

Workshop & Seminar for Jeolla-do Kimchi Export Collaboration Group 
(2023.05.18.) 

Technical Support
Korea Food Industry Association Registration Direction
aT Case Study of Japan Health Claim food market
Introduction of related technology and Project

25



The History 
of 

The Promotion of Health Claims Kimchi 2023

Introduction of Regulation 
of Health Claims Food

Health Claims Kimchi
developed in 2022

1st Health Claim Kimchi
In Korea

1st Korean Health 
Claim Kimchi
In Japan

26



The History 
of 

The Promotion of Health Claims Kimchi 2023

Excellence of Korea functional 
Ingredient

Garlic
Plum
Ginseng
Green Pepper
(Capsicum annuum L. cv. DangZo) 

2023 New Health Claims Kimchi 
For Korean & Japanese Market

27



Ⅳ Challenge



Challenge 2023 :
Popularize Korean Health Claim Kimchi Market & Export to Japanese 
Health Claim Kimchi Market

29

Metabolic syndrome 

HongSam
(Red ginseng)

Strengthen immunity

Strengthen immunity

Metabolic syndrome 

Garlic 

Blood cholesterol

Green Pepper
(Capsicum annuum 
L. cv. DangZo)

Blood glucose

Sesame leaves

Eye Health

Allergy

Metabolic syndrome 

Allulose

Obesity, BMI 
Blood glucose



Thank You



sustainable food innovation with 
south korea

06.08.2023 Global Foodture - Ditte Veise, Innovation Centre Denmark



Mission: To elevate Danish science and innovation through 
collaboration with world-leading innovation ecosystems

About Innovation centre denmark

o Established 2013 in Seoul 

o Tap into Korean R&D and 
industry strenghts

o Connect innovation 
ecosystems

o Green transition, digitization
and health



Today’s menu: seaweed

Why and how we collaborate with South Korea in 
the area of seaweed



Tomorrow’s menu: also seaweed

Seaweed is part of a future fit food system globally

• Blue bioeconomy

• Biosolutions

• Plantbased diet

• Ingredients

• Land/ water use

• …

On a global scale, the commercial seaweed market is projected to grow 

from $15.01 billion in 2021 to $24.92 billion in 2028 at a CAGR of 7.51%, 

making it one of the most promising products in the seafood industry.

Picture source: Flickr



Picture source: Dutch Weed BurgerPicture source: Hungry Viki

a staPle food for all?  

Koreans consume 20 lbs/ person year Seaweed gastronomy ”2.0”

Seaweed gastronomy is regional – and generational 

Korea has the highest consumption of seaweed per capita and a rich traditional 

gastronomy using seaweed. The global uptake of seaweed “2.0” is closely 

aligned with plantbased food trend and development, requiring new techniques 

and innovation. 



Recipe for ‘2.0’ Seaweed burger

• Which seaweed species will work?

o Nutrition, safety etc. 

• How to procure it?

o Growing, supply etc.

• How to mix it?

o Seonsoric profile, processing

• How to sell it?

o Consumer preference, price etc. 

Seaweed is an emerging area with broad innovation scope

It is acknowledged that there are big research and innovation gaps to fill to make 

seaweed a staple food that is widely accessible and useful to food industry. Europe 

imports most of its seaweed and Asia produces 97% of seaweed globally.   

Picture source: Dutch Weed Burger



Challenges and interest

- Concerns on mineral levels and food safety

- How to remove unwanted flavor

- Growing systems cost/ quality

- Legal framework and standards 

Picture source: Pure Algae

There is a growing interest in food industry to use seaweed in products (bread, beer, 

meat alternative, snacks etc.) but gaps in supply and know-how. No seaweed ‘killer-

app’ yet.

Picture source: DTU Aqua

The road to commercial innovation 



How can we collaborate?

Korean strength:
• Industrial production
• Evolved gastronomy and market
• Strong R&D 

Korea is a world leading seaweed producer

Interest:
New markets, food innovation, 
sustainability, R&D 
collaboration

As a leading producer of some seaweed species Korea has built industrial know-

how and excellence. The current production is causing environmental concerns due 

to i.e. use of fertilizer and intense growing along some coastal areas, spurring 

interest in sustainable growing. Large food companies like CJ and Daesang are 

explicitly interested in international markets and investing overseas. 

Picture source: Chosun UniversityPicture source: WandoBonga Picture sources: Daesang, CJ



Ongoing collaboration
Danish Korean Blue Bioeconomy Alliance 2021-

• Connecting leading researchers and companies
around themes:

• Seaweed as nutraceutical/ bioactive ingredient

• Seaweed as food innovation and gastronomy

• Seaweed as feed additive/ climate solution 

• Finding the mutual interest and added value of 
partnership

• Facilitate to overcome the challenges of distance 
and difference   

Working with seaweed as an emerging area of collaboration, we have tested the interest and 

compatibility of several themes. “Connecting ecosystems” is a longer term effort where 

network and relations are built at several levels, but with a clear pathway to commercial 

innovation value.    



What’s in korea? 

• Korea is the 10th largest economy in the world and 
R&D powerhouse

• Food import dependency and high density –
impetus for action 

• Urban modern lifestyle with advanced convenience
and uptake of food trends

• Value to food safety and quality

• Emerging sustainability focus

• R&D opportunities – both bilateral and through e.g. 
EU  

Half full

Picture source: Centerforchange

Seeing the opportunity



What’s also korea?

• Far away (…)

• Main food import from USA and Asian countries

• Mainly larger food companies with a brand and who
can invest

• Less evolved sustaianbility awareness and 
framework

• Korea is not ”Asia”  

Half empty

Picture source: Centerforchange

Reality check



Get in contact



DOING BUSINESS ACROSS 
CULTURES:

EUROPE AND SOUTH KOREA

PROFESSOR. M. AGUARELES 

SAN JORGE UNIVERSITY, SPAIN

PROFESSOR M. AGUARELES

SAN JORGE UNIVERSITY, SPAIN



WHAT IS INTERCULTURAL 
COMMUNICATION?

It refers to the effective

communication between people, 

workers and people of different

cultural backgrounds. 

It refers to communication between

people whose cultural perceptions and 

symbol systems are distinct enough to

alter the communication event.









WHAT IS CULTURE?

A group of …

Values, beliefs, behaviors, preferences, 
traditions, ways of learning, communicative

models and their interpretation, art, 
literature …

CREATED, SHARED AND TRANSMITED BY A 
GROUP OF PEOPLE



CULTURE 
ANALOGIES



CULTURE ANALOGIES



CULTURE ANALOGIES

People from peach cultures seem 
friendly on the outside, but 

difficult to know on the inside. 

People from coconut cultures may 
seem cold and unapproachable on 

the outside, but once you get to 
know them, you can build a deep, 
personal relationship with them 

really fast.



CULTURE ANALOGIES



HIGH AND LOW CONTEXT CULTURES
EDWARD T. HALL  

 

Value cultures place on indirect and direct 

communication.



HIGH & LOW CONTEXT 
CULTURES

High Context Culture Low Context Culture

Nonverbal & implicit communication Explicit statements

Nuanced and often indirect 

communication

Straightforward communication, direct

tone

Group over individual Individual over group

Relatively informal, less task-oriented Slightly formal, more task-oriented

https://helpfulprofessor.com/low-context-culture-examples/


High-context cultures 
include cultures such as 
Korea, where people have 
widespread networks with 
family, friends, and 
organizations. 

Low-context cultures 
include the US, Germany, 
and other northern 
European individualistic 
cultures (Hall & Hall 1990; 
Irwin, 1996).





CULTURAL CLUSTERS 
FROM PROJECT GLOBE

1. Anglo

2. Latin Europe

3. Nordic Europe

4. Germanic Europe

5. Eastern Europe

6. Latin America

7. Middle East

8. Sub-Saharan Africa

9. Southern Asia

10. Confucian Asia.



THE 6 DIMENSIONS OF NATIONAL CULTURE
(HOFSTEDE, HOFSTEDE & MINKOW)   

HOW VALUES IN WORKPLACE
ARE INFLUENCED BY CULTURE 

CULTURE: COLLECTIVE
MENTAL PROGRAMMING

6 DIMENSIONS: PREFERENCES
THAT DISTINGUISH COUNTRIES

(NOT INDIVIDUALS) 



1. POWER DISTANCE INDEX

How a society handles inequalities among people

LARGE POWER DISTANCE LOW POWER DISTANCE 

Acceptance of  unequal distribution of  

power

Effort to equalise the distribution of  power

Everybody has a place If  there are inequalities…. WHY? 



2. INDIVIDUALISM VS. COLLECTIVISM 

Self-image: I or We? 

INDIVIDUALISM COLLECTIVISM

Loose-fitting relations Tight-fitting relations

Expected to take care of  yourself  

(and your immediate relatives) 

In-group loyalty 



3. MASCULINITY VS. FEMININITY 

Tough vs. Tender 

MASCULINITY FEMININITY

Preference for 

ACHIEVEMENT, HEROISM, 

ASSERTIVENESS, MATERIAL 

REWARDS FOR SUCCESS

Preference for 

COOPERATION, MODESTY, 

CARING FOR THE WEAK

More consensus-oriented society 



4. UNCERTAINTY AVOIDANCE (UAI)

(Un)Comfortable with uncertainty and ambiguity?

Should we try to control the future or just let it happen?   

STRONG UAI WEAK UAI 

Rigid codes of  belief  and behaviour Relaxed attitude towards uncertainties

Intolerant with `out of  the rules´ 

behaviours and ideas

Practice counts more than principles 



5. LONG TERM ORIENTATION VS SHORT 

TERM ORIENTATION 
Past or Present & Future?    

LONG TERM SHORT TERM 

Save, save and save! Time-honoured traditions and norms

Prepare yourself  for the future! No changes, please! 

PRAGMATIC NORMATIVE



6. IINDULGENCE VS. RESTRAINT 
To Have Fun or Not To Have Fun… That’s the question!  

INDULGENCE RESTRAINT

Free gratification of  basic and 

natural human drives

Suppression of  gratification of  

needs

Enjoy life! Society regulated by strict social 

norms



COUNTRY COMPARISON 
TOOL 

https://www.hofstede-insights.com/product/compare-countries

https://www.hofstede-insights.com/product/compare-countries/




WHY IS THIS IMPORTANT?



USEFUL TIPS TO DO 
BUSINESS IN…

Europe & South Korea



GREETINGS

In South Korea these days it’s more common to
shake hands when you meet someone for the first
time. However, that hasn’t entirely taken the place
of bowing, which might still take place before or
during the handshake.

As a European, you don’t need to worry about
bowing for the most part. However, the gesture is
always appreciated.

It is not unusual for South Korean women to offer
a bow instead of a handshake. For formal and
business situations, the normal custom is for
South Korean women to maintain a certain
distance from men.

European businesswomen have the option of just
bowing instead of shaking hands.



EXCHANGING
BUSINESS CARDS



GIFT-GIVING

In Korea, the importance of a relationship
can be expressed through gift giving.

Gifts should always be wrapped nicely in
bright colours, such as red, yellow or pink.

Gifts are offered and given with both hands.
Wrapped gifts are never opened in the
presence of the giver.

Never sign a card in red ink, nor use green,
white or black wrapping paper.



HIERARCHY

It is important to be aware of how you fit in 
the social hierarchy that South Koreans 
observe.

Discerning who is superior to you based on 
age, position, and family name, and showing 
respect to each person as necessary is crucial 
in business relations. 

If you do not adhere to these expectations and 
fail to give your counterpart the respect, they 
are due, you may lose face in their eyes.



SAVING FACE

As in other Asian societies, maintaining face is central to
the way business and social relationships work.

Through their social etiquette and behavior, South
Koreans aim to preserve a harmonious environment in
which a person’s kibun (their mood or feelings) can
remain balanced.

The best way to handle kibun is not to demand yes or no
answers and to accept the need for slow consensual
decision-making.

Contradicting someone openly, criticizing them in front
of someone else or patronizing them are sure ways to
lose business. It is more advisable to give sincere
compliments, show respect or do something that raises
self-esteem.



CONTRACTS

South Koreans prefer contracts to have some
room for flexibility with room for
adjustments.

From your South Korean’s perspective, the
relationship between the companies is often
viewed as more important than the contract
itself.

Be aware of this and communicate clearly
with whomever you’ll be signing a contract
with respect to your expectations and theirs.



BUILDING
RELATIONSHIPS

As South Korean business culture is very competitive,
the business relationships a South Korean maintains
are very important to them.

An introduction by a third-party is often very effective
in establishing rapport and confidence early on. When
mutual trust is established, South Koreans work hard
to ensure the success of their partner and the
collaboration.

Business relationships often cross into the personal
life; South Koreans appreciate developing relationships
over meals and drinks and like to think of their
business partners as friends .





ANY QUESTIONS?

감사합니다



Global Foodture is co-funded by the Euroepan Union’s COSME Programme. The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of the European Commission 
and/or the European Innovation Council and SMEs Executive Agency (EISMEA) or any other body of the European Union. The European Commission and the Agency do not accept any responsibility for use that may be made of the information it contains.

Next activities

Online Activities

• 15 June
Workshop 9: Fermentation a cutting-
edge technology?

• 6 July
Workshop 10: Packaged food. Food 
waste reduction solutions in food 
packaging for take-away and retail



Global Foodture is co-funded by the Euroepan Union’s COSME Programme. The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of the European Commission 
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Matchmaking Events
• Prepare for the event by improving your profile

• Fill in the Marketplace

• Browse through the Participants and/or Marketplace

• Find relevant meeting partners

• Request meetings – or be booked for meetings

• Wait for acceptance – sometimes also no thank you

• Have the meeting on the day 



Global Foodture is co-funded by the Euroepan Union’s COSME Programme. The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of the European Commission 
and/or the European Innovation Council and SMEs Executive Agency (EISMEA) or any other body of the European Union. The European Commission and the Agency do not accept any responsibility for use that may be made of the information it contains.

Thank you and see you around
For more events, visit the Global 
Foodture community platform
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