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Seafood consumption trends in Korea
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— Real seafood spending declined after a rebound in '20-'21
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Monthly real seafood spending per household (KRW)
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— '25 processed seafood (gim, dried/fermented seafood, canned fish, fish cakes): 51.9% share
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Spending share by product group (%)
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— Online seafood spending share expanded; traditional markets lost share
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Source: KMl internal data.
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— Packaged or prepared seafood: under-40 share is 1.8x the 60+ share
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Seafood purchase forms by household-head age, 2024 (%)
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Source: Korea Rural Economic Institute (KREI), Food Consumption Behavior Survey.



Section 2.
1150 AH| EH9}

Changes in mackerel consumption



M section 2. 150 AH| B3} changes in mackerel consumption

Topic 4. 15O 0 22} 710 7t Mackerel purchases and purchasing households

- 180 Fofdx71.0% G4, TibE M= 46.9% G2
— Per-household purchase records: mackerel -71.0%; all seafood -46.9%

[ TR AME Y IS0 FHR THRZ) J
Monthly seafood and mackerel purchase records per household
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Topic 4. 15O 0 22} 710 7t Mackerel purchases and purchasing households
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— Real mackerel spending declined after a rebound in '20
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Monthly real mackerel spending per household (KRW)
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Source: KMl internal data.
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Topic 4. 15O 0 22} 710 7t Mackerel purchases and purchasing households
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— Purchasing household share fell sharply, records per buyer fell modestly
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Monthly mackerel-buying household share (%) Monthly purchase records per buyer household
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Topic 4. 15O 0 22} 710 7t Mackerel purchases and purchasing households
- §Zt 50| 04 7| = 370 0|5t 7t HIF, '10'H 44.4% > '25'F 79.1%
— Households buying mackerel in <3 months: 44.4% ('10) = 79.1% ('25)
( 1S Foj7t+t T HZH o 71370 0|51l 717t H| S (%) )

Mackerel-buying households with purchases in <3 months per year (%)
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Source: KMl internal data.
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Topic 5. HALCHSE FO{} 71O} X Purchasing patterns and channels by age

- 25 NS0 HHA 70|77t H| &, 30CH 5.7%-70M| O] & 17.1%
— '25 monthly mackerel buyer share by household-head age: 30s 5.7%, 70+ 17.1%
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Topic 5. HALCHSE FO{} 71O} X Purchasing patterns and channels by age

- 150 2212 Fij=Y H|F, & 7| ZCl = '25'd S5
— Online mackerel spending share fell in '25 after long-term expansion

Mackerel spending share by purchase channel (%)
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Source: KMl internal data.
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Topic 5. HALCHH
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02} L0 X Purchasing patterns and channels by age

e ULE ZFA (3001 62.1% - 70CH O] A 9.0%)
— Online share of mackerel spending decreases with age (62.1% in 30s - 9.0% in 70s and above)
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Online share of mackerel spending by household-head age, 2025 (%)
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Topic 6. .o 29| 0| &t 115 0{ Norwegian mackerel

- ZESO| 180 (42 =71 71F)2] FOH7t+ Ul Eat FOi= Y Hat
— Mackerel with Norwegian origin labels: purchasing households and spending

150 FO{7I7 T = 290|4F FOj7F+ H|2(EEH, %) TOj7ItS Ed 4 Fo=H(H)
Monthly buyer share: Norwegian / all mackerel (%) Monthly real spending per buyer household (KRW)

40.0 20,000
15,558
30.0 15,000
29.4 11,568
20.0 10,000
10.0 5,000
1.1
0.0 0
10 '11 '12 '13 '14 '15 'l6 '17 '18 '19 '20 21 '22 23 24 '25 10 '11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 23 '24 '25

Xt2: KMI LHEXLE.
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150| AH| 7|8t 2t £ 2|eF Nsc @& 1A

NSC cooperation priorities for expanding mackerel consumption

01 oY7L Y SHO| AE.-ZE HEY 4
Product and promotion strategies to expand household reach

02 CHE AN EESFet &2 E XHEH3t
Age-specific distribution and promotion based on shopping channels

03 [S0f LUN7LT ETHLt Y TOH ZX
Expanding the mackerel buyer base and encouraging repeat purchases
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