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Welcome & General Introduction.

Food Trends in Korea by Dongmin Lee, Assistant Professor of Marketing for Food
Industry Dept. of Marine Bio Food Science, Gangneung-\Wonju National University.
Introduction of South Korea Foodpolis and collaboration programs by Seonyoung
Park, Assistant Manager of Public Relations Team, Foodpolis.

Introduction of Health Functional Kimchi by Jaehwan Kim, Senior researcher of
World institute of Kimchi.

International Collaboration opportunities for the sustainable food industry by Ditte
Veise, Executive Director of Innovation Center Denmark, The Embassy of Denmark in
Korea.

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

Q&A.

Wrap-up & Closing

Opportunity for matchmaking via the Global Foodture Community Platform

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.
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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.

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.
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Presenter: Prof. Dongmin Lee, Gangneung-Wonju National University
Co-work with Prof. Junghoon Moon, Seoul National University
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01 Ready meals

Ready meals marketin Korea

The growth of the ready meals market after the COVID-19 pandemic

- The estimated size of the domestic ready meals market in South Korea was around 3 trillion KRW in '18, and it is projected to
exceed 5 trillion KRW by '22 (Korea Agro-Fisheries & Food Trade Corporation, aT)

- Even amidst the ongoing COVID-19 pandemic (2021), the ready meals sales in Korea demonstrated growth with a 13% increase compared to
2020 (Korea Food and Drug Administration, KFDA)
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01 Ready meals

Keyword1: Frozen Ready meals

+ The expansion and diversification of the frozenready meals
- Market Kurly sales data shows a significantincrease in the sales volume per product of frozen ready meals products since September 2018,

- The sales growth continued after the onset of the COVID-19 pandemic

v" The COVID-19 pandemic has increased the preference for frozen ready meals even among consumers who were not familiar with them =
introduced to and purchased these products online

Sales volume per product of ready meals by temperature _ Temperature preference
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01 Ready meals

Keyword?2: Meal kits

« Meal kits: Demonstrating Potentialin the Post-COVID-19 Era
- Meal kits: Pre-cut packed Fresh & Processed Ingredients and Seasonings with Cooking Instructions for consumers to cook themselves
- In certain channels, a sustained growth of meal kits is observed, as exemplified (e.g. Market Kurly)

- The Transition to Frozen Meal Kits: (1)Decreased Packaging Waste, (2)Streamlined Recipes = Blurring Boundaries between Ready meal and
Meal kits + Tendency to perceive meal kits as a premium form of Ready meal

Sales volume per product of med-kits in Market Kurly Chilled meal kits

The total sales volumein T9was setat T, Emphasizes convenience and ease of cooking Used mostly in catering to family-oriented meal with
and the amual sales volume was corvertad 20 leafy vegetables
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(Source: Sales data of Market Kurdy from Jan 18 to June 22)
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02 Protein

Lower Carb & Higher Protein

« Change in Caloric Intake Sources: Protein as Replacements for Carbohydrates

- Consumption of carbohydrates as a major source of calories per capita has decreased (75% = 50.7%), and the proportion of protein
(11.8%~>14.7%) and fat(13.1% > 34.6%) has increased

- Since the outbreak of COVID-19, there has been an increasing interest in health and weight management = growing interest in protein
- Consumption of animal-based protein has surpassed that of plant-based protein since the 2010s
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02 Protein

525 households [ Purchase amt per houisehold s PuUrchase freq per househdld

Purchase Status of Protein Products in Korea 1040 househokds JJll Purchase amt per housshold e Purchase freq per househald

1250 households Purchase amt per household Purchase freq per househdd

Steady Growthin Protein Product Consumption
- The purchase of animal, fish, and plant-based protein products have been increasing annually (incl. fresh + processing products)

Annual Purchase of Animal Protein Annual Purchase of Seafood Protein Annual Purchase of Plant-based
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02 Protein

525 households [ Purchase amt per houisehold s PuUrchase freq per househdld

(1) Anin]al Protein PrOd[m 1040 househoids [l Purchase amt per household s Purchase freq per househald
1250 households Purchase amt per household Purchase freq per househdd
 Fresh and Processed Meat in Different Categories
- The purchase of fresh and processed meat in all meat categories has shown an increasing trend since 2017.
v" Due to Covid19, especially fresh meat shows a significant increase in purchases in 2020 compared to the previous year
- While processed chicken purchase increases since 2016, fresh chicken decreased in 2017 due to the Al outbreak, and subsequently recovered

Beef Pork Chicken
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02 Protein

525 households [ Purchase amt per houisehold s PuUrchase freq per househdld

(2) Seafood Protein Products 1040 househoids [l Purchase amt per household s Purchase freq per househald
1250 households Purchase amt per household Purchase freq per househdd
 Fresh and Processed Seafood in Different Categories
- Fish: Decreased demand for mackerel, the primary fish for grilling and increasing demand for fish species without off-flavors (e.g,, salmon).
- Shellfish: Steady growth in the popularity of easily prepared shrimp

- Processed Seafood: Declined over years, surged after COVID-19 with increased cooking frequency and demand for affordable, shelf-stable
protein options (e.g, fish cakes, imitation crab)
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02 Protein

(3) Plant-based Protein Products

525 households [ Purchase amt per houisehold s PuUrchase freq per househdld
1040 househoids [l Purchase amt per household s Purchase freq per househald

1250 households

« Growth of Plant-Based Protein through Value-Based Consumption

- Consumer interest in health has increased, and with the spread of value-based consumption trends such as environmental sustainability and
animal welfare there is a increasing trend in the purchase of plant-based protein.

- The purchase amount of plant-based protein has been steadily increasing since 2017
v Among these soy processed products such as tofu and soy milk have a biggest share in the category of plant-based protein products.

BN
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02 Protein

Keyword1: Alternative meat

« Alternative meat marketin Korea

- The plant-based meat market in Korea is currently not very large, but it is gradually showing signs of growth.

- Plant-based meat products available worldwide can be broadly classified into two categories
v" 1) products that emphasize the use of plant-based ingredients with a clean label approach
v' 2) products that focus on creating a taste, texture, and appearance similar to conventional meat

- In the case of South Korea, (1) the majority of plant-based meat products are made with tofu, and (2) they are predominantly released in the
form of meat-based convenience foods and for the foodservice sector rather than as raw ingredients

Plant-Based Meat Market Size

(Unit: billions$) 208 ngh Protein Tofu Bar Tofu Noodle
12000 10331 oy Clean Label + Release Date : Apr 2021  Release Date : Apr 2020
10000 8770.2 _ . b Plant-based meat * Company: Pulmuone * Company: Pulmuone
L  Price: 2, 200KRW (60q) * Price: 2,700 KRW (100q)
SE R - (5 =
~ 226 30
6000 172 20 3
o / 20 ——
16 o Plantable Dumplings s 1 Bulgogi Fried Rice
2000 “:i?AP;L?:: « Release Date : Dec 2021 E8] - Release Date: Jul 2022
0 0 Plant-based Meat * Company: CJ Bibigo : i’!ﬁﬁéﬁc ~ * Company. Pulmuone
2020 2023 2025 * Price: 10480 KRW (910g) #2255« Price: 6,480KRW (424q)

—e—Korea =—e—Global
{Source: Korea Agro-Fsheries & Food Trade Corportation)
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02 Protein

525 households - Purchase amt per household e Purchase freq per househad

KeY\A’OI'dZ: Alternaﬁve mi"( 1040 househokds Il Purchase amt per household s Purchase freq per housenald

1250 households vu,’cha;e amt per household Purchase freq per househdd

Alternative Milk Market in Korea
- Alternative milk has become a popular choice among consumers embracing the vegan trend and those with lactose intolerance
v" Soy milk dominates the alternative milk market in Korea
- While the frequency of soy milk purchases has decreased since 2018, the price has seen a significant increase
v' Longer shelf life, increased bulk purchases with online shopping becoming more common

- While soy milk is consumed as a standalone product, it is also being used as a milk alternative in coffee beverages
v" Some franchise cafés are offering personalized options for consumers to choose their milk preferences

Annual Purchase of Soy Annual Purchase of Nut Bulk Purchases - . .
ilk h hold ilk h hold f Soy Milk(% Ses W Say Bk
milk per househo milk per househo ot Soy Milk(%) substituti Obti
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03 Beverages

Beverages Industry in Korea

« Changesafter COVID-19 in Beverage Industry (excl. Alcohol Beverages)
- Beverage market (excl. alcoholic beverages) represents approximately 14% of the F&B market in Korea and is experiencing steady growth
v Numerous new products were launched in anticipation of a shift in demand from cafe-like dining-out beverages to ready-to-drink (RTD) options
- In the following slides, plans to examine changes in coffee (4th) and soda (6th), which are ranked at the top

Sales revenue of top 20 food category (2021)

(Unit; billion KRW)
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{Source: Korea Food and Drug Administration, 2022)
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03 Beverages

Keyword1: Decaffeinate Coffee

» Roasted coffee & Decaffeinate coffee are growing in Korean coffee market
- Coffee sales revenue has been increasing at a CAGR(Compound Annual Growth Rate) of 6.6% from 18 to '21
v instant coffee and mixed coffee decreased in ‘21 compared to ‘20, while roasted coffee (+50.3%) and liquid coffee (+6.7%) showed an increase.
v" The import value of coffee beans is positively correlated with the import of home coffee machines
- Moreover, the import of decaffeinated coffee beans witnessed a significant surge of 42.3% in '21 compared to '20, reaching an all-time high
v" RTD decaffeinated products are being actively introduced, and major cafes are also launching decaffeinated menus

i Cafes offering
Sales Revenue of Coffee by type Import Value of coffee beans Decaffeinated Roasted BeanImport .
. decaffeinated coffee
Wnit: billion KRW) RRGleoltcemsarRiseeOF 2020 Volume andVilue 2021 Kiriibe
i { L V) um r s
3,500 olo home use +27.6% Brand of stores | Releas
B :‘p? W Cofee mades orhome e ‘ (May 22) e date
300G = e bt (Unit: million USD) 3,712t 4737
s -- 200 1,000 :
B R B . P
: e =8 : =2 ~ 200
2000 8% W6%™ . 8% )5* 7% 150 ! —— $32 $46 Starbucks 1,633 17
——— + . . I Alg'
1500 o i e s — 600 million million
100 +42.2% ATwosome 1218 20
1,000 E— g 400 Place s e
i ~ o=y =0 | As of 21
DCC :: ,-...4. ‘;:—. 7 | o J SC I ZCX'_: 2‘49% Oftotalmninm &' M@ 1'1u Jun‘z‘l
C‘ | | /
i " . ” 0 0 Compared to "20 Based on '21 ® Compose 725 Feb.22
2018 2019 020 21 . ; . ;
MRoasted  Winstant  WMixed  Wliquid 018 2019 2020 2021 S ecwth rofe ConTiiered fo fentier i besins Coffee

. & (Reference : Fair Trace Commission, '22;
- = . \ Ce. rec 0om 144 } - D - WY - A £ \
(Source: Korea Food and Drug Administration 2022) (Source: Korea Customs Sence) (Source: KBS News, 20220131) each cafe websits)
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03 Beverages

Keyword?2: Alternative Sugar

« Growth of the Carbonated Drinks Market with Alternative Sugar

- Carbonated drinks (incl. carbonated soft drinks and sparkling water) are showing rapid growth, increasing by about 14% and 67% in ‘21,
respectively, compared to 20

- More than half of the new productlaunched in Korea since '21 use alternative sugars  Korean carbonated soft drinks market is experiencing
growth with a focus on zero-calorie products

Sales Revenue of Carbonated drinks by type Ratio of New Products Using Alternative Market size of
(Unit: billion KRW) (Unit: 95 Sugar in Carbonated Soft Drinks regular and zero carbonated soft drinks
2,500 : ;
e (Unit: 100 million KRW)
2000 76 *:mpO'tGd 14,000 l e
12,000 ——
60 =g= . ; g 21 23% |
1,500 e / 10,000 4 |
» SO {
8,000
1,000 0 - e 408
30 4,000
3L 20 2,000
10 9
0 2020 2021 2022€
2018 2019 2020 2021 - ¥ Regular Alternative sugar
Sparkling water B Carbonated sof drinks 2017 2018 2019 2020 2021 2022
: - {Source : Nielsen (20), POS data (21-22), POS data is calouated by multiphing
{Source : Ministy of Food and Drug Sakty) (Source : Mintel GNPD) by a factor of 2 to refled market coverage, 2022 is calculaed by reflecting the

change rate of Jan-Ml, ard Aug-Dec. find by summing the estimates)
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03 Beverages

Alcoholic Beverages Industry in Korea

» Decreasein the top three liquor types, accompanied by an increase in fruit liquor and whiskey
- The top-selling alcoholic beverages(Beey; diluted soju, rice wine) have been declining, however fruit based liquor have shown a sharp increase
- While regular distilled spirits have been declining since 2015, distilled soju has been steadily increasing
- The shipment volume of whisky, which has been steadily declining for over a decade, saw an increase in 2021

Alcoholic Beverages Volume by Type (in K k)
5 o "‘—-~\\
L 8 I’, \\ * W 2012
‘:CQ’ f \‘ & {Fruit soju] B 2013
2000 1 g i i _ Released in 2015,
"“‘\ l' v;’ \ then dedlined W 2014
! A = W 2015
1500 | 0
60 W 2016
- 30
1000 o"‘~ 2017
: 40 ‘ 50 W 2018
4 i .
500 4 20 ( | l W 2019
\ ||||I m - “" . || "l TR -
0 : : ! W 2021
- fruit wine clear medicinally © ~rize - ""l o . I
Beer diluted soju  Makgeolli vine whiskey plain spifts  distilled soju brandy liqueur  other alcoholic BEV

{Source : Nationd Tax Senice)
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03 Beverages

KEY\Nord 3: Wim 976 households [l Purchase amt per household s purchase freq per housendld
1282 households Purchase amt per household Purchase freq per househdd

* Increase in wine purchases and willingness-to-pay

- Wine purchases per household have been steadily increasing since “17, and they show a rapid increase through COVID-19

- The proportion of low-priced wines (around 10,000 KRW) decreased, and the proportion of medium-priced wines or more (priced at 20,000
to 30,000 KRW) increased from 12% in "15 to 26% in 21

- Wine purchases at home are the highest in December; and purchases are also high in September, the month of holiday season (Chuseok)

Annual Purchase of Wine per Monthly purchase of Wine Annual trends in purchase and wine by price range per household
: household : per household
(Unit 1,000 KRW) Unitfreq)  wunit 1,000 KRW) 2015
20 16 30 e 2015
e 28‘7 ...... .l
4 ‘ ¥ R
15 12 g/ R 2017 4200
’ ) 2.0 .
10 2018 Wines over KRW 20K
) : which accounted for a
10 08 1.5 low proportion,
2019 : :
06 increased by 8%p in '21
: i o compared to '20
" 2 0 2020 8% PR
2 : -
02 \» _lzﬁ =
5 (KRW Kilo)
0 g 169 0 2 4 6 8 10 12 14 16
2015 2016 2017 2018 2019 2020 2021 12345678 9101112 W\/ine under KRW 10K B KRW 10K range wine BKRW 20K range wine ®Wine over KRW 30K

(Data: Rural Development Administration of Korea Corsumer Panel Puichase Data)
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03 Beverages

Keyword4: Whiskey

Whiskey market regaining growth momentum

- The whiskey market has been experiencing a steady decline, particularly in the case of blended Scotch whiskey, but there was a notable
turnaround in 2021, with a significant 8% increase compared to the previous year

- The recent preference for premium single malt whiskies and the growth of highball culture utilizing affordable whiskies have led to the growth

(100K Whiskey Volume (in 100K Whiskey lmport Vokime by Type Highball Recipe of Johnnie Walker
(Domestic+Imported) 0 g
25 2 )
= Imported whiskey 0 ’
o m B Korean whiskey . /
fe 5
- - =
15
= 4
= 4
0 = B 0 3
> —d]
5 2 s =4 bourbon/other
—e—Dlended Scotch whisky Amencan*whls.laey s
G y—Other Imported Whiskey == 5ingle malt Scotch whisky
o m = un (5o} -~ 92 c: o ¥ 0 0
SEEER288288E% 26 D D8 19 AD AR 26 27 1B B9 D A
(scurce : National Tax Service} (source : Euromonitos
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03 Beverages

Keyword5: Non-Alcohol

» The growth of ‘alcohol-free’ and ‘non-alcoholic’ beers
- Imports of beer with an alcohol content of 1% or less (non-alcoholic) have been rapidly increasing
- Many countries, including Korea, have seen a growing trend in the number of new beer products with an alcohol content of less than 1%

- This product category, classified as carbonated beverages, is experiencing rapid growth in Korean market based on its characteristics such as
being eligible for online sales and having low calorie content

Al NonabRobirieohdr: Number of Newly released Alcohol-free Beer Non-alcoholic Beer Features and

) : i Z Add yeast to the wort Yeast during the Benefits
free beer import value (Korea) i al::oohollc//-:corol free in ¥ermented beer manufactu?'ing i
"lessthan 1% alcchelRighy | (Unit freq) TCCT Produc Manufactured by Products made by - -
—s— 1% or more alcohcl ey (UNIE Billion USD) 80 isolating only alcohol adding synthetic Wide

350,000 0,000 70 (e_g_ vacuum flavors without Y for drivers
300,000 distillation, reverse fermentation rdin or“;:;en?::nt
Y 5000 0 ———f—— g 0SMOsis) (0% ABV)
250,000 4 <  m B
" Compared to '20 ’ 6000 -
200,000 at "21 less than ; ol e rsp— 31 -
conp, 1% alcohol’s Beer  /f CAS 0.0 Cap| fiteZero | NS

ALY 3 2 000 ite Ji !

s imports volume 4,000 . Company:-0B 7E | Company: Hiteinro low in calories

1 AN ANN +159‘1% e 2 26s Ny 4 | ABV"W- as 3|(0h0|

00,000 ABV:Lessthan 1% g S22 has been

2,000 w ice: KRW1,190 : Price: KRW 1,180
= 200U WCE KR\!’ A,~% e ‘ ’ removed
50,000 6 Type Carbonated ' | Type Carbonated
¥ Beve e Beverages
0 c S SN S T O R P S
2017 2018 2019 2020 2021 RS e RS ok e RS
(Source : Korea Customs Service import and Bxport Trade Statisfics) (Source : Mintel GNPD) (Source : Ntoday, 2022; Marketkurly)
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Korea National
Food Cluster



—@) What is a Cluster? QW Foobpous

SN UATAAETSY

& Cluster

Critical masses in one place of linked industries and
institutions—from suppliers to universities to
govemment agencies—that enjoy unusual

Industrial Complex

A concentration of similar competitive success in a particular field
industries in a limited vichael Porter, 2000)
geographical area Other clusters in South Korea

Less connection between ‘tenants’ » Osong * Daegu

Mediical innovation Korea Water Cluster
For reducing cost and company growth Foundation

+ Gumi + Gwangju
Defence, Digital Cluster Photonics cluster
+ Ulsan + Wonju

Shipbuilding software cluster  Medical Technovalley

i .--- " l;.
_ MR L L
| N L o




KoreaNahondFood_Chster ‘ ' o
—&EB Korea National Food Cluster Wy TFOODPOLIS

An advanced form of Food industrial complex
linked with industries and institutions
To bring up the nation’s food industry and value of Korean agriculture

Creating new values by networking, interacting and sharing knowledge



—&ED Overview QW rooppouss

SRAFUASAYLETZ R

Agency established in 2011, Publicized in (2019), New title(2020, cluster support center — Food industry promotional agency)
12 business support facilities, 841 research, manufacturing equipment operating on site for the growth of Korean Food companies
National Food Cluster is established in 2017, under the ‘Food Industry Promotion Act’ Article 12-2

&8, Cluster Plan (232Mrm) (ksan, SK
National Industrial area(1.49M i)
Food Cluster For human food, Drinks, Food packaging,
Logjstics, Research fadiities
Support Faciity area(90k )
Food industry Promotional agency of Korea
Andits 12 support facilies
Main objective ) (_ Initial gov. funds Commercial area(30k i)
Networking between companies, 553,500,000,000KRW Residential area(80k m’)
Universities, and Research Faiities (391,911,124€)
Techndlogy developmert Infrastructure(6M ) }
Food- HR Education Roads, Parks, water facilties, etc, — |

Startup incubation



++++ Maintasks of the National Food Cluster

Integrated Support for Optimal business growth QWp rooprous

National Food Cluster is a ‘Platform’ of Business growth by
ee collaborating with related public organizations b

W&W » We deliver integrated support, catered by the company’s need

éé@&

Financing R&D

Food
Industrial

Relative
Organizations

10
[l

Promotion
Agency




—E@E Foodpolis in Numbers QWpp rooppoLr:

AR 126

Startups in the cluster

| lo 36
110 Partners in the cluster Cluster
occupation
: Rate
\ /
. . ng 72.4%
19 19 Support 7o
Teams for support facilities Equipment on site
841
Support project v
categories for R L 24.6
2023 246 Billion Won -
1 7 19,000 Total profit of partners on 2021 ?\;rsgf;er?spgyggqt

Followers on SNS



—@ED Product from partners/project QWi Fooppols

HRABNAIAAETZY
Exporting products

T c—— A = B F
Pulmuone 02 UNIBEE &SCDD EE My (F)ouoizqnm
- -
e |
- -—_*_q s
imchi — UniqueBiotech Propolis Dain F&C
Puimuene Kimehi -US, Japan - Austraila, Vietnam Seaweed snacks- Thailand Rice Noodles - Bangladesh

*7:%

Tablet form Powder Form Jelly Form Liquid Form
FrombBIO - Joint health Supply Cellonix - Probiotics Chemid — Collagen Jelly Haeodam - Dark Ginseng

“The Future Food”

(7239 BIO MED{PRESSO

LIE

Freshgo- Ready to cook Senlor—Fnendly Food Alternative Protein ~ Personalized Nutrition .
Sauce Packets HyundaiGreenFood— two way Rice snack 239Bio- Amino acid From Crickets Medipresso-— Healthy capsule tea solution
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—&&) Facilities of Food industry promotional agency QWi Fooppos

One-Stop Support system of Food Technology, Manufacturing, Startups, ingredient supply and More

12 support facilities




—E&) The Food industry promotional agency of Korea (Main Building) QWp Fogppotts




—E& The Food industry promotional agency of Korea (Main Building) QWpp Fooppouss

SHRABHATALETZY

Foodpolis Market Business Consulting center

Online & offline
Shopping area specialized on products

from our partners




—&EB Food Packaging Center

© Overvie

Al
e'o‘,‘pa'oﬂ‘( CCRED, ) 7
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- td | TESTING N, KT B2

KOLAS

Korea laboratory
accreditation scheme

Customized package improvements

Product development/consulting for the latest package
trends

Package material/structure design

Evaluation for hazard safety
Biodegrade ability for green packaging

Q“'[, FOODPOLIS

FRAFUUSYLETEY

«  Thefirst “food packaging” specialized lab of Korea

distributing confidence, worldwide.

ISTA

International safe transit association

Transit Environment Simulation lab
For Package Safety and Durability




—E&B) Food Packaging Center - Best Practices QWi ¥ooprous

Package improvement: Crispy rice shacks

Zid-otd @z &3

& Overview @ Result "'“"'*"?I’*z 81&-
Solved product damage-chocolate sanded rice 1. 128% increase on Domestic ( ;{3'
snacks during transit by package renewal rice consume ::.Q. e
— | - >
Z = o ‘=
s=289¢ 1
2. Awarded ‘good practice’ of g 1

21er3 I M=

agri-food business of 2022 L

3. Company profit boost
by export to Taiwan and
domestic sales increase

© HEBHIE oot & Aok A

Hll 5,000s%-=

After __ 4. will use environmently © IS4 A8 U7 At Bt

— friendly material in 2023 2322 145,2000 0 2=
et © LlvF M= S7H i

i\ 4 T TRIECTE - [Yjpes—_s

[Improvement of primary packaging  [Improvement of secondary ng
loading pattem] loading pattem]



—E@P Food Packaging Center - Best Practices

Package improvement:
material improvement of exported ramyun boxes

& Overview

Obstacles

- Ramyun boxes for export gets multiple claims on being destroyed
during transit

[ Examples of damage]

QW FooppoLis

SITNFHATAAETIZ

& Improvements
Result

- Improvement of box structure by material/environment testing
- Expected to save 1.2 billion won saved by 85% improvement of

faulty packaging

ISTA 3E - Shock
(Horizontal Impact) (Edge Drop)

' 28 Mg-E o Ent
ISTA 3E - Comnpression  ISTA 3E - Vibration(Random) (LH-8-8 =eh)

[ Test manufacturing and evaluation]



—&D Food Quality and Safety Center QWg Fooppous

& Overvie
«  Evaluation tests for the safety of ingredients, product

development/improvement
«  Main faciities: Consumer behavior lab, sensory lab, analysis lab,

robicloay lebe

designated experiment & KOLAS
inspection labs by Korea MDFS

Korea laboratory accreditation scheme

-Product planning> development> launching> monitoring .
-Human sensory evaluation L) -
-Machine operated sensory tests A
-Safety analysis lab tests -

Sensory tests Sensory quality examination Food safety

Analyzing



—@ Food Quality and Safety Center - Best Practices QW FooppoLs

Food technology support:
Creating Products based on consumer needs

& Consumer evaluation cases & Texture optimizing cases & Quality evaluation cases
New Low sugar products for people Plant based protein Quality improvement
with higher health awareness texture improvements
- Research on sugar substitutes + taste evaluation > new Chewiness, cohesion, elasticity BectricNose: Fevor anlyzng

->Develop products that consumers prefer

consumer pool(high blood pressure, diabetic)

12

- product development w texture evaluation

[ taste evaluaton] h [ new product]

[ Electric Nose ]

Quality comparing evaluation
for Home meal replacements
- profit increase to 5 bilion won Safety of plant based protein
Nutrients and safety analyzing of altemative proteins
P TCSERT S | - | Do

ASED
aaln?;‘gl glll\l.s

WY {keal) BIOHR () B i () LtE& ig]  EENAEE mg)

[ Nutrition compare chart —Plant based vs Beef patties ]

[ Profit growthl] [ Better texture]



—E Functional Evaluation Center QWip Fooppous

+  One-stop technology support to valorize health functional
ingredients and functional labeling on foods
+  Standardize / validation / safety evaluation

L4 TEABAIY

GLP ' AAALAC-| KELAF
(Good Lab Practice) (International Lab Animal Care) (Excellence of Lab
Animal Facility)

& Main Tasks

Developing Product development support of functional Testifying Safety
new functional ingredients ingredient on new functional ingredients

Discover and register
Domestic functional ingredients
Special functional ingredient
per life cycle/ diseases

Temporary enlistment support
on new ingredients
Safety ensuring on

new technologies and methods

Adapting functional ingredients
to normal food
maximizing functional ingredient content




—E&ED Functional Evaluation Center — Best Practices

New manufacture technologies applied:
Domestic soybeans as functional food

& Overview
[ Company ] Discovered new functional ingredient(sprouted,
fermented soya)with their newest technologies

Platform technology for Bio-conversion

STEP 01 STEP 02 STEP 03 STEP 04

Sprout Ferment Irradiation (LED) Extract

[ MDFS ] Required proof of safety documents for
enlistment due to new applied technologies

[ Foodpolis ] Support on enlistment safety assurance
Toxic evaluation complete

v
Labeled to support ladies health post menopause

QW rooppoLs

SRAFUASAYLETZY

& Improvements
Product development complete & Market release

Benefits local farmers by direct contract

- Cases of enlistment:
Domestic agri-functional ingredients
[Blood pressure control] Black raspberry
[Ladies post menopause] Fermented-sprouted soya
[Anti-aging] Rubus coreanus powder



Qg Fooppouis

STNFUUTAAETZ Y

—&ED) Pilot Plant

+  Provides cutting edge technologies on prototype manufacturing for SMEs

MBS

HACCP
w

LRI

GMP,

ABORIBOIIN

HACCP GMP Organic processing
(Good Manufacturing Practice) facility

Raw material processing

Fermentation/purification
Extract/concentrate
Drying/powdering

Solid type processing

Tableting
Encapsulating
Granulating

High Pressure Processing
Powder sterilizing

Powder Sterilizing




—@2D Pilot Plant — Best Practices QWpp Fooppouis

Support commercialization of
Health Functional food

& Procedures of support system

Find obstacles Set process standard Prototype manufacture Commercialize

& Collaboration cases

Kimchi Probiotics Granulated Propolis probiotics for blood sugar product Probiotics product development
US, JP, CN export Launched in Costco development 30 million won investments by E-mart
24% Annual growth US, AU, VN export With authorized “Lactobacilus P HAC01” 10 million won profit on 2022

enn i o - —
£ =

—



—& Food Venture Center QWpp Fooprois

Rental offices, factories for Startups and Small enterprise
49 total slots, 36 companies joined
Venture Partners: cheaper, easier access to projects

& Main Tasks

Providing Rental office and factories Incubation of partner startups Monitoring of partners

Partner candidates are evaluated by Iltem, technology and
management abilities

Total 49 slots(36 occupied),

3 slots of common area

HACCP, GMP, 1ISO022000 qualified area

Water, gas, electricity, wastewater,

Partners are evaluated each year
feedback and more support provided

storage provided as they grow




—E&) Food Venture Center — Best Practices Qg Fooppouis

StartuplLab Projects:
How its done and best cases

& Procedure

Orientation Education/Finding strengths Prototype evaluation Investor’s networking Result sharing

(& Collaboration cases

2022 StartupLab Participant

High Pressure Tea capsules with loT machine

Tea recommendation solutions Based on DNA health checkup
+ 8 new products launched

* 2 patents and 300 milion won invested

Entered market

40 megamarts, 250 Nobrands 10 department stores

L ATl B LTR=TE
MEGA MART No Brand © @ sy unof =

2019 StartupLab Participant

Honey Drink Base from Mt. Jiri

+ Joined as a partner at Food venture center
+ New products: propolis spray(2022)

« Honey rice pudding in development(2023)




—@@ Sauce Industrialization Center Qg Fooppouts

STHFUABAAETZY

& Main Tasks
Sauce development and
manufacturing support

Recipe and process plan development
Prototype manufacturing

Innovative-traditional sauce support

@ Overview Consulting, manufacturing and marketing support

»  Bringing Korean traditional sauce giobally by development support Support programs specialized on traditional foods
+  Recipe development/ prototype manufacture/commercialize

© Certifications Sha::(g s:ucc;i inforrnam;::i and
WOrKk-eau on conn on

e
[——"1
JizormizioR ( o \
AE

HACCP
v

Sauce info Database website

HACCP . . - -

Ty Seminars and sauce industrialize communities
e On site education for sauce manufacture
HACCP Smart HACCP

(automated management of HACCP)




—E€ED Sauce Industrialization Center — Best Practices Q¥ FooppoLls

Utilizing infrastructures:
commercialization of ‘GreenBio’ Food - GreenBio Food: Biotechnokogy applied to food and agriculture area

. (new term by Ministry of Agriculture and Food Rural Affairs, 2023)
& Collaboration cases & Restilts
Huenic: obstacles of reducing odor on plant based meat

3 MuENIC

Wisemeat

QUOI=0IE

Ama Brg)

We have technologies
For Plant based meat,
But its so hard to get rid of
its odor.

SHlSA O .., o

s— RN ) Plant based chicken with
= el ' BBQ Gochujang sauce
(Korean chili paste)

Online market release

+ Naver, Coupang
+ Currently promoting at food fairs and events

R BB WS A0 IR Loy

it
Recipe design Sensory tests and -
Develop manufacture proced f———
for plant based meat Adding flavors » Y6 procecres
-



—E& HMR Technology Support Center

Commercializing of Home meal replacements
* meal kits, easy cooking products at home

73 types, 171 pcs of equipment on site

Equipment for Plant based meat(Extruder)

QW FooppoLis

FRAFUUSYLETEY

Commercializing Home Meal Replacements

Collaborating with local areas and launching new
products
Technical support and consulting on obstacles

Support on future innovative technologies

Alternative Meat(currently plant based)
Nonthermal sterilization
Smart packaging
(shelf life, environmentally-friendly)

For prototype manufacturing and lab tests

Extruder/ Retort sterilizer/ Roasting/ texture analyzer/
biodegrade evaluator




—@I HMR Technology Support Center — Best Practices QW rooprous

Technical support:
Plant based protein for vegan food

[ ISP, TVP, Vegan Food ]

v/ i .
& Value Chain & Current technologies
Isolated Soy Protein
+ Reduces Carbon footprints ) )
« Future foods . For vegetarians Contains 90% and more protein
+ Value-adding . Healthy food
Texturized Vegetable Protein
. Altemative of rice Processed Vegetable protein, such as ISP which has a similar texture to meat protein
+ Easier togrow + Additional income stream
- Nourishes soil - Better compensation Extrusion Process
Processing vegetable protein in a spiral machine with high heat and pressure to produce a
meat-like texture

& Procedure

e ;

A

__y [
Vo

Plant based meat

ISP Extrusion



—& HMR Technology Support Center — Best Practices QWpp Fooppous

TERAFUUSYLETZ Y

Technical support:
Commercializing HMR for small business

© Overview © Result
Obstacles of small businesses Gwangyang Market special :
+ Hard to keep sanitary and even quality Ready To Cook BBQ roast chicken & beef
» Lack of technology, equipment to make new products * Recipe made with local methods and ingredients
+ OEM Minimal order quantity could be too big « 500 ->1000, 200% sold in 2022~2023

- 1,000
HMR commercializing support 200% 3! H
« Special Local product for Traditional markets /
« Support on Creating recipes, handling logistic claims 50074
« Product planning and test manufacturing

oy

2022 2023



—D Functional Food Styling Center

Qi

FOODPOLIS

SRAEMATYAETIZ

& Main Tasks

ONE-STOP facility

for Functional food styles

+ Developing styles, recipes and commercializing
« Specialized in liquid form manufacturing
+ Networking for commercializing

 Manufacturing/ technology support for Various types of

functional food (Good Manufacturing
Practice)

AR 0jRIEOIMX

ABORIEI]

GMP HACCP



—D Functional Food Styling Center — Main Technologjies QW Fooppours

e

Specialized in “Liquid type” 5G network running on site Auto robot production line

« Various production lines for PET, stick pack, ampoule, jelly form  * 9G speed intemet running to optimize automated production  « A gimpse of future food factories: automated robot ines
» More to customize than traditional solid types: Absorbment, « Current Fastest speed of intemet « Latest equipment such as automated forkdifts, and pallet
design for preference « Live monitoring of faciiity with less lagging stackers




—D Agri-Food Distribution Center QWip Foobpous

2N ~, Main Task

Providing Agri-food ingredient storage

Storage area with multiple temperature control
(freeze, cool, room temp)

Agri-food connection support

Provide information for ingredient sourcing

& Overview
_ _ Sharing valuable information
« Year-round stable ingredient supply for partners by

providing storage areas and Farm-factory
connection

Collects/shares product information
Local source, price info, customer trend, harvesting flow




SRAFUUSYLETEY

—eD Main Service QW Fooppouis

]
a8
B
E
E
=
B

Temperature storage Farm-to-factory connection

«Connect farmers to companies such as contract farming

-Room temperature, cooler, freezer storage in operation and bulk purchases
«Rent out storage space for partners «More income for local farmers, less stock concems for
*Resolve lack of storage space partners

«Creating Farmers/companies info Database




—D Youth Startup Square QWig Fooppous

@ MainT:

Prototype manufacture

e ; : Equipped for Smaller scales(pilot, lab)
' > Scaling up Ideas to a new product

Step-by step business assistance

One stop support for all stages of new business
3 stage education: Pre-beginning-Jump
Mentors from/outside Foodpolis

& Building Pl

& Overvie

« Provides product development, education, office
rentals for people who are preparing their own food
business




—ED Functional Ingredient Bank QWg Fooppous

] acx

Sourcing Agri-food ingredients

Health functional ingredients
Agriculture produce
Foreign alternatives

Supplying ingredients

For university/company research
Product development
Functional labeled food

»  tolabel more normal foods “functional” by

158

Separate functional
ingredient

Standardizing ingredients

Sourcing/searching
Structure analysis
Functional labeled food verify

Production support

Optimizing scaleup
Extracting/drying/powdering

Distribute
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Foodpolis
Future Plan



—E&) Future road plan QW rooprous

SRAFUASHYAETZ R

Sustainable

Innovation
Cluster

Industrial

Cluster cluster

Current Stage

O

A fusion of Building a strong Business- Advanced Building a stronger : :
Business and Culture Food technology industry Ecosystem for HR Scaling up small businesses
R—

Cluster with A Culture . o .
Giobal networking Estabiish “Open R&D Center™ for Create University connected, Create a Growth Cycle from
Create a Dicital Food inf . Senior fnendl Ilig‘é;:m Home- Cluster campus Startups to Bigger companies
Power for “Cluster stage 2” 9 platform

Business, Academic, Govemment connected network

7 : 0, S 5 Research
Companies — [<F Universites — QW  FIPA A) Facilties J]+]]l Government




—E&D Adding Technologies and Culture

Qg FooppoLis

SITNFHATAAETIZY

From an industrial complex, we prepare
ee A Digital, Cultural Transition 99

A Digital Transition

@ Needed to start/become a good model
To bring a Digital change in the Food industry

Related Projects and investments

Cluster with A “Food Culture”

@ Legal obstacles stunting Partner’s diversity - growth
@ Needed to “Lift Regulations” for Cluster Development

STEP1. Search for Obstacles

CEO Meetings ‘ Direct connection with Partners m
*'85 Bilion Won "33 Billon Won
Task Force team ‘ “Prime Minister Talk” sessions
m ngutcs (21) SatHAGCP
' vvyw

(22)4 . New cafes / £ 4§11y
2) 4 companies . e,
Applied Smart HACCP Partners




—EBP Spreading our network Qg Fooppos

SRANEHUTALEDZY

Building a strong Business-Academic network

e® (Creating Synergy For Company Support 99

Bigger Mission : Projects Not only for the Cluster, But nationwide
Growth of Cluster: To be the nation’s main Food Cluster For the Growth of Food Industry

Started at 2021 Joined in 2022. Nov 13th Int. Conference(5.24)
For a sustainable,
green future in the . GL&M . a

Food industry FOODTURE :?L T
q i
Collaborating countries 130 ? =<
Comperty Obstacks INreaAronar W 45 &
o101 e 73 ST T | T
e @B, @
LB Bogum |
.. Foodvelisy” " S

o IETEN "IN

dlrnapalis o Enterprise .
= 28 SIRgRIESre Rewatch Link Here

oo (G I Meanik e wuncrr - Sombanin YR




—ERD Open R&D Center: Plant based, Senior Friendly QW Fooppouis

TR HAUSYLETZ Y

Food tech for alternative meat and senior-friendly food development

« Optimizing Textures of Plant based Meat
- Confirming the ratio of ingredient for a better texture that consumers like

« Product Analyze for Senior Friendly food: easy chewing and swallowing
- Measure hardness and viscosity to match the criteria / support development and certification of senior-friendly food

Physical property analysis technical support use case

[Realization of substitute meat texturel] [Development of senior-friendly food]

Evaluation of texture; hardness, cohesion, elasticity, chewiness Analyzing hardness and viscosity for senior-friendly foods

-

- 3 IEARSSHE

bt < Bl

Texture Rheometer Senior-friendly food

Measuring Certification mark
Instrument



—ER Open R&D Center: Functional ingredients QW Fooppous

Development of future food ‘functional insect food’

[Demonstrate scientific sufficiency of evidence for efficacy]

Diabetics improvement functional material development using paired crickets

1% 1600
o
Control & il

D&D B
120 Lirs=|
2 10 STZ plus DAD O
i
‘B
3@
§§m
3:30 ; y
018 2019 2000 2021

[Valorizing agricultural side streams]

Experiments to identify functionality on agriculture side streams: rice bran, onion peels

B R

Lol e armssdanny ey
NRRBUARIG e 1, LAL,
e W W seum T anaysis. ~SoD

- 6o @

Permns — q
# AN EnG
o o 6. Q

Rice bran Onionpeel e




—E Creating More Jobs and More Food-HR QWig Fooppols

SRAFUASAYLETZ R

New RIS Project, Graduate Programs
ee@ Career growth Cycle throughout the Cluster 99

Regional Career Network collaboration

Needed Stronger Connections for Career Growth oodofis Leads Stronger Connection Training Curriculum
. ) & . ) : . A Matching Company’s
Curriculum shift required for Stronger Job Match with Related Organizations Required Skills
On-Site HR Training Job matching opportunities
@ Program Upgrade for trainees ol S @ Funds for Job stability ~
*Updated Curricuium 17— P Switched to Direct Matching
@ More Career-related Programs @ “Cluster Career network”

* Career classes, Fairs, Exhibitions * Jobs /candidates Sourced Monthly

26 Alumnies Connected to Jobs 17 Companies -70 Candidates matched

Pulmuone, Maeil Dairy, Orion - Exceeded Initial Goal by 40%



—E&RD Startup Programs for Successiul growth

Qg Fooppouis

STHFUABAAETZY

Advanced support system for Food business to
ee Stimulate a Successful Startup growth 99

WHY

Needed support programs for startups to overcome the “Death Valley” in each stages

Step-by-Step Programs

I Curated support systems for each stage of business
Succeed rate 62.5% (23.4% 1 from 2021)

Ronovatedinto3stages
. -> . Jump/
Pre stage Beginner stage Pre Beginner Restart
I More investment attractions
@ Agri-Food Business Investment committee
@ IR Demo events, Connections to Food Funds

IR Roadshows

I Food Mentoring In Cluster Programs
Build a “Startup > Venture P> Partner” Growth System

- S - C©ETD

EX 1) @Aldamsik (Pre stage P> Member of Ventture Center )
EX 2) @®Medipresso (Beginner stage P> Partner contract)

I Sourcing Good Startups
© Organizing Startup Contests

[ 4 Awarded Startup Alumni

EX) SY Solution

@ ’22 Ministry of Agricutture award P> 23 President award




QW rooppouis
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Thank you

For additional inquires/connections, please message on
B2match or email sparky(ofoodpolis.kr
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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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Abstract

A of May 2025, icn Rorea, Scx compances ane offening foar Health laims in a total of fourtecn Kimehi froducte
made with | types of lactic acid bactenia and 5 functional cngredicnts.

We focuses on liealth claims Rimehi development using domestically produced functional ingnedicnts suck as

And Based on a last year sunuey of female consamens in their 200-50 in Fobyo, We will aldo work hand to develop
Green Peppen(Capsicom annuam L. co. DangZo) Kimekié for Yapancse Remeli Manket.
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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)

limitation

29 permitted functional ingredients have limited use

Proof

Test Report Within 6 month
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29 permitted functional ingredients

Name of Ingredients

& | 7154 a8 e 1 ST & | 7154 4AE - s
1% 4z 9 E‘JTE; ARFE 1 RkIET o| ze 2;15// 7154 tg AdHnEe
' :lﬁg ;]c} L ¢ FedoEa 1~13 g U Sl | o s Ao amA 39 g 014
380 my I & 94
o 2lAw Aol = Ryl Bb1S] p L et
425 mg o RAFA) AolaifEA 12~50 g
10

Rgl, Bbl % Hegisl o FriTa] YAeRA W0~ 420 my

= Rgl, Rbl % Rg3el -
248} my A% Q‘"“J a' R

» 100,000,000 CFU

HongSa
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PR A 2580 my

Al B~150 my » & EuE KeA 4~8 mg
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e dFrlue . 5} 4]
24 125~150 mg - Aol AR A 20~60 g e EAL 15 g o1
12| W¥Heldf T |
B o5 A al--T0 me
PA] B~ 150 mg F Aol g2 10~60 g
4 A i) F 21 |, - ;.
N molwa | Wans awe mes = A 0610 g
-2 A 40~150 mg 13 Ho] 45 P o SolpjAlAl el R4 12 g
&) 4§ v U8 Fr—
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% 14 WAl 4§ -
5 T e Aoniaa 36 g . WA Y E S 2 4| e RugdenA] 2~5 g
- 4 (& Aol fEA 16-40 g
15 | melslola 4 = | o wal HojugEA 0~25
T |4 s = H 4 g g |t FLBHEAZEA 19 mg
R . 29 a1 (S ajefn] 2N o -casin) (g p000 2 BA
6 A 120 mg R PR
16 e 741 mg
7 o 24 045~13 myg
. 2] #]al alo] 4§ 7 a
: » EPAS DHAZ| 284 05~2 . 72~20 g
4 | EPA 3 DHA 17
CIE G . . sl EA/AAY S 1 . . .
« EPASHDHAS) 074 06~1 g 64~20 Quantitative Requirement of
i 2455 g o4 Analytical Marker

Heath Claims
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1 Day Quantitative Requirement
of Analytical Marker
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1st Health Claims Kimchi in Korea
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1st Health Claims Kimchi in Korea
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1st Health Claims Korean Kimchi in Japan
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The History of Health Claims Kimchi FOODPOLIS

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

 First Health Claims general food
Pulmuone PGA Calcium Tofu

- First Health Claims Kimchi )
Trechan fructooligosaccharides Cabbage
Kimchi

 First Korean Health Claims Kimchi in Japan
Trechan Kimchi King

- Collaborate with Kimchi Companies }

12
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FOODPOLIS

Problems of Kimchi Health Claims Development

KOREA NATIONAL FOOD CLUSTER

“ 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.

the Valley of Death

Customer & Market

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

Technical & Regulation difficulties

Residual amount of Analytical Marker
Limitation of Labelling

Competition
Japanese Health Claims Kimchi

False advertisements

lllegal labeling of Kimchi product

. /D
bl - ) 13




How to Collaborate with
Kimchi Companies

17Q-7
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Health Claims Kimchi Collaboration o

ol

ONE-STOP Service for Health Clalms KImChI 30

‘ean functional A Tradional .
Ingredients Background | "%\ popularization
el

U[?lezge[?:rrrg:Jtlgé%a{llll:glggltllgln Creating a new market based Collaboration between Coordination Dealer
ingredients on tradition regulation and technology & Export chance
> Garlic from Namhae-gun > Jeolla-do Health Claims Kimchi > GMP & HACCP guideline > Promotion by tasting, Exhibition
> Plum from Gwangyang-si > Consumer-friendly product » Test of residual amount of and symposium
» Sensory Test month * Provide Information

QW FooppoLis WiKim Wazxazs

B AIE MR AEZIZ S World Institute of Kimchi

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

Korean Functional Ingredients 2022

Plum Citric acid

Ol

Qi

FOODPOLIS

KOMEA NATIONAL FOOD CLUSTER

Garlic Aliin

: <
EH S e

16
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Korean Functional Ingredients 2022 F(:S‘Dpo’us

KOREA NATIONAL FOOD CLUSTER

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.

Taebak Hansung Gyeonggi-do

Dongho Gangwon-do

Trechan Gwangju Metropolitan City

Daekwang Gyeongsangnam-do

17
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The History of Collaboration 2022 FOODPOLIS

- Beginning of South Coast Area Collaboration
Group

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

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

Association "giﬂﬁﬂgaﬁl D

Korea Food Industry Association

 Promotion & Dealer Meeting in Gwangju Food
Exhibition

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

)R AETTHY
“arvi¥  The Korean Sociely of Food and Nutriton

18




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.)

Sy

FOODPOLIS

KOREA NATIONAL FOOD CLUSTER

L ————— Seminar of Expert in Health

Claims Food Registration
(2022.06.02.)

Meeting with the Dealer
(2022.10.14.)

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

19




Test & Technical Support For Development

1) &2 allin) ZE T #HEY

iy

FOODPOLIS

KOREA NATIONAL FOOD CLUSTER

{mg/100 g) {mg/100 g)
Garlic g% M 4 3yt oja == Ei E%; Mggiﬁﬂ #hy =gy o§ g2 N Plum
Aliin e ND ND ND ND 2154004 BET 132179 1217:08  1707:45 mgse2  1as2se3  Citric acid
02t MEE 1514022 0262017 5932014 11845014 7692074 ORA  MsE 7810826 5728234 5047456  4892:03 13591201
TET 41332049 3014012 34642018 3690:023 85391107 DEE ZE3341076  8506:B4  10088:72 6094494 11402:209
=3 ND ND ND ND o7 299:86 432420 1576472 321409
YL EHeE ND 2634012 522003 11702085 1588 M=l B188+82 256210  4670:174 3655249
DEE /D018 EBs112  RTTHI2 28056097 TEE 236341190 92644184 10039:403 76742208
Values are mean5D (n=3). ND: limit of detection = 0.1 mg/kg o=r 500400 357:22 13122191 133408
e Hsk BE9.1455 75444110 45164359 22514340
TET 256224302 10362465 12650468 8809465

Values are meanzSD (n=3).

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
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Health Claims Kimchi developed in 2022 ) Lo G I F(;DPg_ls

KOHEA NATIONAL FOOD CLUSTER

L

b T R e b g e
| ' : Arieek CLRTEL 257
. - e
gy e e R i

[ = T W
ol 2t 255 | o 2 24571
L LLEE S i o L]
bt e e,
300 300y
a— i

Garlic & Plum
Representative Functional

Ingredients produced in South
Coast Area
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Health Claims Kimchi developed in 2022
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In Korea Food Industry Association homepage 2022
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Popularize & Export 2023 F(B‘[)Pg_]s

How to Collaborate Kimchi tradition & Health -
C | d | m S? yerS ey 3

i | | Y7he .
Popularize & Export Jeolla-do Health Claims i | N &
Kimchi to Domestic & Japanese Kimchi Market. e L=
Jeolla-do Kimchi Export Collaboration Group focus on popularizing : / & T o i
Jeolla-do Health Claims Kimchi with Consumer Preferred Functionality =5 | e &

(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.

sn el 0 o
Jeolla-do Kimchi Export Collaboration sasd o P aetp 24012 .0 g
Group .. s A Bz |fa% . v @ogn
consists of 10 promising small and g, - b = FAgT=
medium-sized kimchi manufacturers g 3K 1= ez ey
located in Jeollanam-do, Jeollabuk-do and :
Gwangju Metropolitan City. b

23
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The History & Schedule of Colaboration 2023 F(;;)Pg.ls

- Beginning of Jeolla-do Kimchi Export
Collaboration Group

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

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

24




The Empowerment of Health Claims Kimchi \*"'/
Development Ability of Group FOODPOLIS

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
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FOODPOLIS

1st Health Claim Kimchi g
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The Promotion of Health Claims Kimchi 2023

In Korea

Introduction of Regulation L e
of Health Claims Food N
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Excellence of Korea functional

Ingredient

Garlic

Plum

Ginseng
Green Pepper

(Capsicum annuum L. cv. DangZo)
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The Promotion of Health Claims Kimchi 2023

2023 New Health Claims Kimchi
For Korean & Japanese Market
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Challenge




Challenge 2023 :

Popularize Korean Health Claim Kimchi Market & Export to Japanese
Health Claim Kimchi Market

Metabolic syndrome Metabolic syndrome Metabolic syndrome

‘Q°
Garlic @ Green Pepper Allulose
(Capsicum annuum
Blood cholesterol ® L. cv. DangZo) ® Obesity, BMI L

Blood glucose
Blood glucose

Allergy Strengthen immunity

Sesame leaves HongSam
® (Red ginseng)

G
‘e

&

Eye Health

Strengthen immunity
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Thank You

Qg FoODPOLIS /i im MAENARA

SHRAIEMUIYAE RIS World Institute of Kimchi
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ABOUT INNOVATION CENTRE DENMARK

innovation through

To elevate Danish science and
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TODAY’S MENU: SEAWEED

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

INNOVATION
CENTRE
DENMARK



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%,
INNOVATION . . : :
CENTRE making it one of the most promising products in the seafood industry.
DENMARE



A STAPLE FOOD FORALL?

Seaweed gastronomy is regional — and generational

Koreans consume 20 |bs/ person year Seaweed gastronomy “2.0”

Picture source: Hungry Viki

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

INNOVATION and innovation.
CENTRE
DIENMARK



RECIPE FOR ‘2.0’ SEAWEED BURGER

Seaweed is an emerging area with broad innovation scope

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.

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

:Zl‘g:g_\#é'rm“ imports most of its seaweed and Asia produces 97% of seaweed globally.

DENMARK



CHALLENGES AND INTEREST

The road to commercial innovation

Concerns on mineral levels and food safety
How to remove unwanted flavor

Growing systems cost/ quality

Legal framework and standards

Picture source: Pure Algae

Freeze Drying

Fermentation
(40,70 [ (Wild, NT, 522, 5207)

Picture source: DTU Aqua

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-

INNOVATION app’ yet.
CENTRE
DENRMAREK



HOW CAN WE COLLABORATE?

Koreais a world leading seaweed producer

Korean strength: Interest:

* Industrial production New markets, food innovation,
* Evolved gastronomy and market

* Strong R&D

sustainability, R&D
collaboration

g
Pur2o)e]

DRIED SEAWEED (Skoed)
TR VSN2 B0 T A0 BRI

——-

Picture source: WandoBonga

Picture source: Chosun University Picture sources: Daesang, CJ

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
INNOVATION : : . : : :
CENTRE interest in sustainable growing. Large food companies like CJ and Daesang are
DENMARK explicitly interested in international markets and investing overseas.



ONGOING COLLABORATION

Danish Korean Blue Bioeconomy Alliance 2021-

« Connecting leading researchers and companies
around themes: DA-KO BLUE

Seaweed as nutraceutical/ bioactive ingredient BIOCLUSTER
ALLIANCE

Seaweed as food innovation and gastronomy

Seaweed as feed additive/ climate solution

ROUDTABLE I
BIOHEALTH

* Finding the mutual interest and added value of 2PM-6PM(KST)

9AM-TTAM(CEST)

partnership

NNOVATION CENTRE DENMARK, SEOUL

» 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

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

CENTRE _ _
DENMARK iInnovation value.



WHAT'S IN KOREA?

Seeing the opportunity

« 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 i"- —,'-'i
- -
Picture source: Centerforchange
INNOVATION

CENTRE
DENMARK



WHAT’'S ALSO KOREA?

Reality check

« Faraway (...)

* Main food import from USA and Asian countries e —
« Mainly larger food companies with a brand and who i
can invest |
|
. - ang |
Less evolved sustaianbility awareness and g R
framework '
« Korea is not "Asia”
.—J S— - ’

Picture source: Centerforchange

INNOVATION
CENTRE
DENMARK



Get In contact

DITTE RONDE VEISE INIE NOR MADSEN SUNGYOU BAE
Executive Director Science and Innovation Attaché Innovation Officer for Tech and
Energy Sector
+82263634826 +82263634842 ADIESESABAD
ditvei@um.dk inimad@um.dk +

‘ / &Y R 4

MINJUN SUNG NATALI WARDA

Junior Innovation Program Officer Innovation Associate
+8226363 4839 +82263634846

minsun@um.dk natwar@um.dk

sunbae@um.dk

YOONJI CHEONG

Innovation Associate

+82263634826
yooche@um.dk

4d
MIHONG KiM

Science, Technology and
Innovation Officer

+820263634816
mihkim@um.dk



DOING BUSINESS ACROSS
HURV Y
EUROPE AND SOUTH KOREA




WHAT IS INTERCULTURAL

COMMUNICATION?

It refers to the effective
communhnication 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

Religion




External Culture
Explicitly learned
Conscious

Easily changed
Objective knowledge

Behavior
Beliefs Beliefs
Values and Thought | Values and Thought
Patterns = Patterns

internal Gulture' ,’J c U L I U R E
Implicitly learned

Unconscious

Difficult to change I
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CULTURE ANALOGIES

V~



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




Rational: Relationship:

> Individualist > Collectivist
> Universalist > Particularist
> Monochronic > Polychronic

> Compartments > Holistic



HIGH AND LOW CONTEXT CULTURES
DWARD T. HALL

Low context communication. High Context Communication

Val direct

Low-Context Cult h-Context Cultures

Chinese
Japanese

German Swiss



High Context Culture Low Context Culture

Nonverbal & implicit communication Explicit statements
Nuanced and often indirect Straightforward communication, direct
communication tone
Group over individual Individual over group
Relatively informal, less task-oriented Slightly formal, more task-oriented

HIGH & LOW CONTEXT

CULTURES



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

Anglo

Latin Europe
Nordic Europe
Germanic Europe
Eastern Europe
Latin America
Middle East
Sub-Saharan Africa
. Southern Asia

10. Confucian Asia.
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THE 6 DIMENSIONS OF NATIONAL CULTURE

(HOFSTEDE, HOFSTEDE & MINKOW)

HOW VALUES IN WORKPLACE CULTURE: COLLECTIVE 6 DIMENSIONS: PREFERENCES
ARE INFLUENCED BY CULTURE MENTAL PROGRAMMING THAT DISTINGUISH COUNTRIES
(NOT INDIVIDUALS)



Y
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2. INDIVIDUALISM VS. COLLECTIVISM '* WE. l,

Azppagars ;
Self-image: I or We?

INDIVIDUALISM COLLECTIVISM

Loose-fitting relations Tight-fitting relations

Expected to take care of yourself In-group loyalty

U an
‘\. /s

W

(and your immediate relatives)




3. MASCULINITY VS. FEMININITY
Tough vs. Tender

MASCULINITY FEMININITY

Preference for Preference for
ACHIEVEMENT, HEROISM, COOPERATION, MODESTY,
ASSERTIVENESS, MATERIAL CARING FOR THE WEAK
REWARDS FOR SUCCESS

More consensus-oriented society

WE ARE, ///

CARING

HEARTS




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’ Practice counts more than principles
behaviours and ideas



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 yourselt for the future! No changes, pleasel
PRAGMATIC NORMATIVE
N KEEP
e CALM
_,_{;4}\ =< .~ AND

FOLLOW
THE NORMS



6. INDULGENCE VS. RESTRAINT

To Have Fun or Not To Have Fun... That’s the question!

INDULGENCE RESTRAINT

Free gratification of basic and Suppression of gratification of
natural human drives needs
Enjoy life! Society regulated by strict social

norms



COUNTRY COMPARISON

TOOL

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

INDULGENCE INDIVIDUALISM
VS \/S
RESTRAINT COLLECTIVISM

LONG VS
SHORT TERM
ORIENTATION

UNCERTAINTY
AVOIDANCE



https://www.hofstede-insights.com/product/compare-countries/
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Europe & South Korea



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.
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EXCHANGING
BUSINESS CARDS



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

S AV I N G F A C E As in other Asian societies, maintaining face is central to
I N B U S I N E S S the way business and social relationships work.

Through their social etiquette and behavior, South

ixnagiagiGran-Eallurel Jaterastisns 4 Koreans aim to preserve a harmonious environment in
which a person’s kibun (their mood or feelings) can
REBECCA S. MERKIN | 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 ﬁﬂnk of their
business partners as friends .

';-‘ lg



The future for us is the foreseeable future.

The South Asian. however, feels that it is

oerfectly realistic to think of a long time’
in terms of thousands of years.

Edward T. Hall



ANY QUESTIONS?



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
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.




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.




hank you and see you around
or more events, visit the Global
oodture community platform

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.
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