Opportunity
8t=2: J13/9| AlR




‘ P )b ® »
- L :. /, -
THE HOFSETH GROUP o 5
§EA‘"§ :,.'E‘ “ b Cee
{s N =

MARKET INFO o -
ko % N .
‘\.‘ : l 4

‘,.. .‘\“.@‘ b S
NEXT OPPORTUNITY ‘).‘ ' o 4. ,4
0l C+2 2l 713 XN ' N

HOFSETH



HOFSETH GROUP HISTORY ==AI==1 = Al

Acquisition of Salmon and Post smolt plant, construction Smolt plant in operation in

Iio;setgAS est:lblished Trout farmer Fjordlaks Aqua stage 1 completed in Tafjord Tafjord
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2008 2016 2022

New facilities on all localities

Marged with Seafood Famers ~ The processing factory in . ! 2023 HOFSETH
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FROM ROE TO PREMIUM QUALITY oizrsel z2ioi fziEmix

FARMING WELL BOAT SLAUGHTER PREMIUM
O Al ALE JI2 QUALITY

HOFSETH z=HE& Z20lg Ae2lE
BIOCARE OGOl = e |

TURNING NATURAL RESOURCES X} 049 XIRIO2 2125k
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INTO HEALTH AND VALUE JtXIE etsLt
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THE TRUTH ABOUT “FRESH™ SEAFO0D ‘¢«
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CONSUMERS CHOOSE FRESH BECAUSE: BUT THE TRUTH ABOUT FRESH IS:
@ CONVENIENT

2t

*FRESH IS NOT TRULY FRESH, EVER.
P HS2Z22 28 AMHSSE EFo6H)| O3S

DRIVES UP COSTS IN THE SUPPLY CHAIN

2L ML HIS B0t

@ EASY FOR VISUAL QUALITY CHECK OF PRODUCT

oz SES 0lob| 4 S
CREATES MASSIVE FOOD WASTE
HEel SaS Mg 2

@ PERCEIVED HIGHER NUTRITIONAL VALUE LENGTHY AND OFTEN NON TRANSPARENT
G2 H =le 24 SUPPLY CHAIN FROM FARM TO CUSTOMER
AU AN LefZ el SHOHK F2 B U=

@ SIMPLER FOR MEAL PREPARATION
ZHIoh| O 2t&tst
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OVERALL MORE PLEASANT EXPERIENCE

*Fresh is not consistent in quality or definition across
HENo2 IO A

stores and retail outlets.

oIzl SE2 HE X =S WEEZ dHoHN €2 8= U=

ICEFRESH * CHANGES EVERYTHING.

Refreshed, sashimi-grade seafood. No sanitation, no tricks. CHAl AL BHAHI, AFAIDT S

That’s why we say, fresher than fresh. JelA Rels
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WE HAVE EXPERIENCED ENORMOUS GROWTH
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BEYOND SALMON:

EXPANDING
NORWEGIAN SEAFOOD

OF NORWAY
| ———1
Hofseth is working with leading Norwegian suppliers
of cold water prawns and scallops to bring premium
seafood to Korea. .
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Wild-caught Premium Sustamable Expanding to the
in Arctic Waters | Quality Harvestmg
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HOFSETH

Korean Market

Trusted Seafood.
Building Relations.

COLDWATER PRAWNS®

COLDWATER PRAWNS"
OF NORWAY

Wy

HOSO COOKED AND
RAW PRAWNS

Wild-caught in the pristine
Arctic waters of Norway.

COOKED & PEELED PRAWNS

Convenient, high-quality option
for a wide range of foodservice
and retail needs.

NORWEGIAN SCALLOPS
Sustainably harvested from cold,
clear Norwegian waters. Premium
quality you can trust.

A SEAFOOD PARTNER
YOU CAN TRUST
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KOREA HAS CHANGED

Shifting Trends. Expanding Opportunities.

Salmon Is Everyday Food ¢ciojo g4t aixi2st
Salmon has evolved from a premium dining product into part of

everyday Korean consumption
L0l AN Hi=0lA ot AH AEz =
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Demand Is Diversifying +ga2 tieis
Growth is expanding beyond fresh whole fish into frozen,
smoked, portioned and convenience products

SE HE SHUA Es, &0, o=, M EHA NSz &E

Younger Consumers Drive Growth
e AH150/ 01 1= 4%
Younger consumers continue to drive demand through health

trends, convenience, and westernized eating habits
A, Hold, A3l Alg20| 83 =2= A2

Demand Remains Resilient 218t 4H 2
Despite inflation, exchange rate and heavy promotions, overall
salmon consumption remains strong
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WE HAVE EXPERIENCED ENORMOUS GROWTH z=s=t otst 8= = oloigtaLICH
South Korea Among the World’s Top Salmon Markets B=, A =2 80 MElE Ra

BILLION MARKET VALUE (BILLION NOK)
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Poland China Netherlands France Spain Italy Portugal Germany | South Korea Japan Lithuania Sweden
Denmark e
2023 | 2024 B 2025
South Korea has shown strong and consistent growth, St=AEE 2ERO0|D XXX SZHIE 0101 IHH,
and continues to be one of the most promising salmon markets in the world. & A|H WA JI& SESEHN A& S 6tUZ Ael0f&2 82 /FASLICH
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SALMON SALES BY CHANNEL

Ol 4 S0 EHOH
IN KOREA =

= UlS

2 El
@ 5415} RETAIL STORES
0
25%
HORECA Hypermarkets
-Supermarkets
60% —
o
Restaurants,
Hotels, Buffets
- OIHMH A
E-COMMERCE
(o)
15%
Online

-Quick Commerce
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KOREA IS ONE OF ASIA'S D i

@)

HIGHEST SEAFOOD CONSUMING MARKETS e

different ways

Per Capita Consumption (kg WFE) 121& AH[ & (kg, WFE J| =) 8t3 AHIXts
(kg WFE)
30" =339 :
1.98 South Korea
2.00 0 89 k
#4 in Asia
1.50
1.19
1.00 0.89
0:28 0.51
0.50 0.28
0.13 0.10 0.09 Stir-fried/ o o
0.02 0.01 0.00 Seasoned ' —
0.00
Hong Kong Singapore  Taiwan South Korea Thailand Japan Vietnam China Malaysia Philippines Myanmar Indonesia India
SAR China (Burma)
? QR Diverse cooking methods support one of the highest Ct2F8t Z2| 240 OFAIOF = 1D
seafood consumption levels in Asia. +FQ £AE AHIE FLAE.
@ Stews & Soups ==2¢l
Source: FAO FishStatJ, 2022

HOFSETH | & voeiene D

SEAFOOD




e
@
1>
[

SALMON EXPORTS TO SOUTH KOREA BY PRODUCT »=x e=o=-

YTD JAN-APR BY VOLUME (TONNES, WFE) 142 <2 &£ (£, WFE)

YTD APR 2025 YTD APR 2026

TOTAL 12,961 TONNES (WFE) TOTAL 13,977 TONNES (WFE)
SMOKED SMOKED
0.0% 0.1%
(3611) \ (350 t) o

37.4% VOLUME 59.8%
(4,850't) SHARE (7,756 1)

34.5% VOLUME 62.8%
(4,825 1) SHARE (8,785 1)

I SMOKED (WHOLE + FILLET)
EM (2, E2)

B FRESH WHOLE | FROZEN (WHOLE + FILLET + FISH MEAT)

EX: 20 L=SR RS
Source: Norwegian Seafood Council (NSC) S 2=
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A BROAD PORTFOLIO. MANY OPPORTUNITIES.

UNLOCKING NEW CHotst HIZ2, Ot |3

CONSU M ER From whole fish to value-added products, the opportunity in Korea is significant.
2=2H, DRIMX HSNAX, &= A& 4& Jisd2 ELICL
OPPORTUNITIES ST TS o
5 e By a2 EH ST
AH 2—8 A t” J I Q—I Whole Fillet Portion Smoked V;':‘:&iif:d

HOG dominates the Korean market today.
There is significant room to grow by

introducing more consumer-friendly, e e i
value-added products. 2L - St

HOG dominates the
Korean market today.
It remains the foundation

of our business.

Significant room remains R : ~ o i Dominant today ngh demand Premium experience
; : t lifestyl
to introduce more products - i TaRY and growing meets quality and lifestyle

that meet evolving consumer ; = - & NP b 2 ¢ Limited formats  Core product * Easy to cook * Ready to eat * Ready meals, marinated,

Value-Added
Opportunity

needs. Az — L \ &4 * Low consumer « Strong culinary appeal * Portion control * Premium positioning gravlax, etc.
. \ convenience » Growing penetration * Expanding demand * Growing occasions * Higher value per kg
* Price driven * Future growth engine

=

O

Many product categories are still underdeveloped in Korea. $t=2 0}& & Jts40| X2 Al

JtEI D210t ¥,

The potent|al to brlng m onsumer-friendly, value added seafood to market is vast. 28| X+ &l 2t & Ol
9 El
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CONSUMERS ARE LOOKING FOR

CONVENIENCE ‘ - p—
AHIRE BOlHS /B0 US . SEAFOOD

SHIFT IN CONSUMER PREFERENCE AHIAH A S 2| #HE

From whole fish to convenient,

ready-to-cook and ready-to-eat solutions.

TRADITIONAL | EMERGING (VALUE-ADDED)

PO

Whole fish (&, & 2)

IMPORT
VALUE SHARE
(2024)

M Portion & Fillet A= & Z &l

[ Frozen Solutior W<

I Ready-to-Eat / Meal Kits =Al AIZ 91| E
Smoked Salmor = K| & O
Others | E}

HOFSETH l Trusted Seafood. NORWEGIAN
Building Relations. X 7 SEAFOOD COUNCIL



FROM RESTAURANTS TO EVERYDAY LIFE aAZ20H 212 202

ST 0l2
Ty p— TODAY & THE FUTURE (& M 2} 0l 2H)

Enjoyed in more places, more occasions
Mainly enjoyed at restaurants O Cregst 34, O Ligst Sd0lA 2] -t
FZ dAEEU AL AH

'f'\' |
=—C%
Office/ Lunch Delivery
AN E A HH &

, 58% Making salmon a natural part of everyday life.
%]

OIS L2190 A4 AMEO| XoiAZS AMOZ
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HOFSETH Trusted Seafood. m NORWEGIAN
Building Relations. w SEAFOOD COUNCIL




WHY KOREA IS STILL A MARKET OF OPPORTUNITY

et=0| 6i&ol Jl=2l2] AIZ2l 0l

Trends come and go fast in Korea. But Salmon is here to stay.
et=20llAl= EGIEDEH HatolXIgH A= A0 LICH

SALMON: :

Untapped potential in everyday life

24 AHItAS Jtsd

il

Trend sensitive Market A NEW PROTEIN FOR WELLNESS LIFESTYLES

New trends emerge quickly and fast just as fast — Many people still don’t know the varied and
EUCIHH2H SRet= 02 W2 H 3 2= (ﬂ—[b @ easy ways to enjoy salmon
- N N : E2 AHIAS2 08 A0S g E

D 2= &t

HIGH QUALITY HEALTHY & CLEAN & FITS MODERN

U3

PROTEIN NUTRITIOUS NATURAL LIFESTYLES V/4 :

More ways to ;
cooky More places to More occasions
enjoy to consume

Clekst _ = =
= FSH 22 oFst AlE
o) st 2t Ctakst al=t

Salmon can be more embedded in our
R% daily lives.

010 = 32010 YAk 20 [ 20|
X2l &2 & AHLICH
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¢¢ With its strong wellness fit and untapped variety, salmon has more room to grow in Korea. 99
2% EES, IIsH0| Y= ME OYHS Ned6tH, A= st=20M (&0 8& Jtsd CHE

HOFSETH TRUSTED SEAFOOQD. NORWEGIAN
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