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Fresh Food Retains Offline Preference Despite Online Growth
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Fresh Food Drives Offline Preference and Store Format Innovation
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Japan and Europe Shift Toward Daily-Life Food Infrastructure
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Supermarket Shoppers Favor Nearby, Fresh-Led Frequent Trips
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The key is to expand loyal customers and increase visit frequency based on competitiveness and accessibility in fresh food
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GS THE FRESH Leads Offline Growth for Norwegian Salmon in domestic market -
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Salmon Sales Surge 55.7%, Reaching KRW 10B in 2025
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Launch of Pre-Order Promotion:
“Salmon Gouremet Fair”
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NSC Brand Power Expanded Salmon Consumption in 2025
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Salmon Sales Surge 55.7%, Reaching KRW 10B in 2025
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T— Collaboration System Established Norwegian Salmon Specialized Zone NSRRI Seafood Academy
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In 2025, GS and NSC'’s collaboration helped expand salmon consumption by broadening customer touchpoints.
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2026 NSC X GS THE FRESH Joint Goal: Achieve KRW 13B and Expand Norwegian Seafood Consumption
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