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17 Administrative Areas

1 - COUNTRY OVERVIEW 7 Major Metropolitan Cities

1.1 Basic Facts

POPULATION CAPITAL EI(I)E[IJ("\]I?_E?EJSRING S l
eou
F— — Pop. 10 mil.
e ’ Incheon' ' " ?
Pop. 3 mil. '
51 » Seoul China,
million ' . Japan, ' '
e | | North Korea e pacjeon @
I Pop. 1.5 mil. ==
CURRENCY BUSINESS '
LANGUAGES s Dae u » Ulsan
M lt \ t ' P 0"6 i ' Pop. 1.2 mil.
ulti-par — — ¢ 0
dem Otl?r ac y Korean Won Korean, Gwangju@ Busah'
y (KRW) English > pop 35l
1 EUR = 1,260 KRW
(as of Dec 4, 2018)

BUSINESS Sources: Invest Korea
FINLAND



1 - COUNTRY OVERVIEW

1.2 History, Facts & Figures
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1 - COUNTRY OVERVIEW

1.2 History, Facts & Figures
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1 - COUNTRY OVERVIEW

1.2 History, Facts & Figures

Miracle on the Han River

+ Started in 1961 when the military dictatorship channeled huge
amounts of state aid and government-backed loans to selected
companies

 Fast-tracked the economic growth through state and business
collaboration and successful economic policies

Dominance of Family-owned Conglomerates (aka Chaebols)
« Eg. Samsung, Hyundai, LG, SK, Lotte, Daewoo

« Samsung Group alone accounts for nearly 20% of Korean GDP

* Five biggest Chaebols account for 50% of Korean Stock Index

» The family members also own many other large companies that have
separated from the conglomerates

Corruption Scandals

« While Chaebols helped make Korea s economy a success story, they
are also considered politically too powerful and have been involved in
many government corruption scandals in the recent years

Miracle on the Han River?

The period of rapid economic growth of South Korea after the Korean War,
during which South Korea transformed from one of the world “s poorest
countries to a highly developed economic giant in a short period of time, despite
lacking infrastructure and natural resources.

Miracle on the Han River, 70 Years Later
Gross Mational Income {GNI) Per Capita
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Source: Maddison Hislorical Statistics Project, U5, Global Investors
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2 — CONSUMER BEHAVIOUR

2.1 Current General Trends

Rapid Growth of Mobile Purchasing

Buying groceries via mobile apps with home
delivery has become the standard as people look
for convenience.

Over 60% of internet purchases are done via
mobile devices, while nearly all of the adult
population own a smartphone.

Rise of Single-person Households

Nearly 30% of Korean households are now
single-person households with generally higher
than average disposable income. Share expected
to increase rapidly with aging population and
extremely low birth rate.

Disappearing Personal Interaction

Rapidly spreading technology is eliminating
personal interaction from shopping.

Ordering food or drinks at a restaurant,
grocery shop counters, movie theaters, many
things can now be done with machines or
internet without human interaction.

Demand for Work-Life Balance

Korea has long been infamous as the country
with longest working hours among OECD
countries.

However, achieving better work-life balance
has become one of the biggest trends in
recent years and this led to a government
policy to restrict maximum work hours.

BUSINESS
FINLAND
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2 — CONSUMER BEHAVIOUR

2.2 Characteristics of a Korean Consumer — Products

L/l
Ye)s

)z} 8

-

Importance of Aesthetics

Obsession with beauty and how things look
visually.

First impression and “Instagrammability” is
extremely important. Brand name products
show success and class.

High Reliance on Word-of-Mouth &
Idol Marketing

Korean consumers are highly influenced by
trends and word-of-mouth from friends, as well
as product or restaurant reviews, blogs, social
media, and television.

Service Expectations

Customer service in Korea is world-class level,
and consumers expect customer service to
answer and fix any problems they have without
having to wait.

The Korean after-sales service is a major
advantage over foreign companies, especially
for electronics.

Highly Informed & Tech-savvy

Tech-savvy Korean consumers typically
research products online, especially through
social media, before shopping and enjoy being
well informed when purchasing a product.

Product ingredients and quality are important
Usage of celebrities and influencers in factors.
marketing has strong effect.
BUSINESS Sources: Trend Korea 2019; Yonhap News
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2 — CONSUMER BEHAVIOUR

2.2 Characteristics of a Korean Consumer - Dining

Samsisekki — “3 hot
meals a day”

Most Koreans follow the traditional
Samsisekki way of eating 3 similar
sized meals (breakfast, lunch, dinner) a
day, which is considered to be the
healthiest way to live.

Eating Outside > Home-
cooking

Lately Koreans tend to eat meals
outside more often than home-cooking
due to high food ingredient costs, busy

lifestyles, and convenience. 47% of
food expenditure was spent on dining
outside by Korean households in 2017.

Promised Land of Delivery
Service

As an alternative to eating outside,
ordering restaurant food with home
delivery is extremely popular. Nearly all
food types can be ordered with fast
inexpensive home delivery.

BUSINESS
FINLAND
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2 — CONSUMER BEHAVIOUR =

1,100,000
2.2 Characteristics of a Korean Consumer 1,000,000 7 o
900,000 Bread and Cereals
800,000 Mest
700,000 Fish and Seafood
600,000 Milk, Cheese and Eqgs
500,000 ¥ls and Fats
400,000 Frunt
An average Korean consumer: 300.000 Vegetables
200,000 Sugar and Confectionery
- Works on average 50 hours per week m'mz herfoed
- Buys 10 cups of coffee per week 2017
(bought from a coffee shop)
- Drinks 7 bottles of beer per week, or 14 shots of soju per week
(most hard liquor consumption in the world)
- Eats 74 servings of ramen noodles per year
(most in the world)
- Use more beauty products daily than any other country in the
world
(largest market in the world for men’s cosmetics)
- Uses credit card for transactions most in the world
BUSINESS Sources: Euromonitor International; Job Korea,

Trend Korea 2019; National Tax Service
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3 — DOING BUSINESS IN KOREA

3.1 Characteristics

Confucian Roots

« Even modern Korean society is influenced
by the Confucian philosophy

« Hierarchical society — age, ranks, titles

« Importance of building personal
relationships and network
- No cold-calls, meetings through
3rd party acquiantaces

« Strict manners and etiquette

Dynamic and fast-moving business
culture — keywords:

Straightforward

Proceeding Fast “Balli Balli Culture”
« Prompt responses & follow-up

expected
Details are important

Trust is the Key

Long-term Partnership (Exclusivity)

Price sensitive

BUSINESS
FINLAND

Sources: Enterprise Ireland



3 — DOING BUSINESS IN KOREA

3.2 Business Manners

Basic Manners

« Bowing slightly

 Addressing with proper professional titles when possible
» Know the hierarchical order

« Handshake with men, bow with females

» Giving and receiving with two hands

Business Cards

+ Representation of the person - Must have!

» Exchanged as the first greeting, examine thoroughly
» Use two hands and treat with care

 Placed on table during meeting, not pocket

Business Attire

» More formal than western countries in general

» Males: Dark-colored suits are the norm (tie optional),
juniors dress more formal

« Females: Sleeveless tops, short skirts, and low necklines
should be avoided

+ Business Gifts

* Not a must, but common and considered a good manner

* Modest value (esp. Media, public organizations)
* Especially gifts from Finland recommended

« Given at the end of the meeting to person of highest rank

% Business Meetings
» Make appointments well in advance
 Punctuality

» Don't expect decisions to be made during meetings

 Facts and figures appreciated

+ Language
» English speaking level generally average

+ Often junior employees do the translating for senior executives

 Talk simple, short, and slow to be clear

« Counter-part might not show it if they didn "t understand

% Hospitality

« Offering lunch or dinner with drinks to foreign partners is considered

good manners

« Avoid small-talk about sensitive topics (politics, religion, Japan)

« Don't be surprised by highly personal questions

BUSINESS
FINLAND

Sources: Enterprise Ireland
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4 - FOOD & BEVERAGE MARKET

4.1 Current Food Trends

Convenience Foods

The hottest food trends in 2018 have been
related to so-called convenience foods.

These are inexpensive, but decent quality
products easily available at all convenience
stores, enjoyed as a substitute for expensive
café or restaurant foods.

HMR Foods

Korean home meal replacement product market has
grown extremely fast in the past few years.

Consumers are looking to decrease costs of eating
outside, but maintaining the level of convenience by
not having to cook a full meal from a scratch. HMR
market size is expected to double to 10 billion
dollars by 2023.

Western-style Breakfast

Despite the prevalence of the traditional
way of eating 3 hot meals a day, more and
more younger people are switching to the
"western-style” breakfast, eating cereals
and yoghurts.

Sales of cereals, granola, mueslis,
oatmeals, and yoghurts are expected to
keep increasing with the decreasing of
home-cookina.

Eat & Drink Alone

In the past, eating and drinking outside
alone used to be considered abnormal.

With the increase of 1-person
households, more and more restaurants
& bars cater to singles. This has even led
to coining popular terms called Hon-bab,
Hon-sul.

BUSINESS
FINLAND

Sources: Euromonitor International,; Trend Korea
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4 - FOOD & BEVERAGE MARKET

4.2 F&B Retailing Channels

Retailer Type Recommended Advantages Challenges Import Method
Product Types

Convenience Snacks and beverages,

Stores mild alcohols, coffee
Hypermarkets All product types
Supermarkets Snacks and beverages,

alcohols, HMR, dairy

Department Stores All product types (mainly
premium)

Internet Retail All product types

(except alcohol)

TV Homeshopping  Premium products, eg.
Health foods, functional

foods

 Fast growing channel
 Accessibility

Largest retail channel and
customer base

Large customer base

Boost for product image
Customer purchasing power

Low-cost, easy to start
Fastest growing channel
Many channels to utilize

Boost for product image
Chance to explain product in
detail

 High costs for shelf space (rental system) Importer
+ Customers mainly looking for convenient

and inexpensive products

Hard to stand out Importer (90%) Direct

(10%)

Mainly sells inexpensive domestic Importer (90%) Direct
products (10%)

Supermarket customers usually not

looking for premium import products

Declining sales trend Importer (90%) Direct

(10%)
Marketing required to stand out Importer
Costs for production Importer

BUSINESS
FINLAND

Sources. Euromonitor International



4 - FOOD & BEVERAGE MARKET

4.2 F&B Retailing Channels — Convenience Stores

Market dominated by the established major
franchises, emart24 being the newest and
fastest growing addition

High growth rates, accelerated by increasing
number of single-person households and
young customers looking for convenience

Innovative convenience products, such as
lunchboxes, beverages and desserts, act as
main sales generators

Recent concept reforms to include dine-in
cafés, as well as postal and banking services
increased attractiveness for consumers

Constantly reforming and launching new
innovative products — forecast to keep up
fast growth rate in the future

30000
25000
20000
15000
10000

5000

45000
40000
35000
30000
25000
20000

Convenience Store Value Sales 2013-2018

(KRW bil.)

22735 24874

to7ta 2P
15754 ..p
12394 ....g"
9968 .. I I I
2013 2014 2015 2016 2017 2018

Convenience Store Outlets 2013-2018
43724

39903

25441

2013 2014 2015 2016 2017 2018

= el emart24 =i

e P 4 n
L

Key Players in the Market
(by brand share of convenience stores in 2018)

Gs25

GS25 (GS Holdings Corp)
35.5% 13,709 outlets

CU (BGF Retail)
32.8% 13,591 outlets

Cel

7-Eleven (Seven & I Holdings)
18.6% 9,646 outlets

Ministop (AEON Group)

6.4% 2,525 outlets ?1'&"
Emart24 (Shinsegae Grou,

5.6% 3,580 outlets

BUSINESS
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4 - FOOD & BEVERAGE MARKET

4.2 F&B Retailing Channels — Hypermarkets

Market dominated by 3 large retail giants,
both online and offline

The most popular form of grocery retail
markets with slow, but steady growth

Recent trends are changing hypermarket
concepts; outlets split into “discount”,
"normal”, and “premium” —level hypermarkets

Hypermarkets are trying to innovate with
new shop-in-shop concepts, in-store
restaurants, and enchanced customer
experience

Hypermarket Value Sales 2013-2018
(KRW bil.)

30000

2013 2014 2015 2016 2017 2018

Hypermarket Outlets 2013-2018
500
480
460 . sal 449
440
420
400

453 455

422

2013 2014 2015 2016 2017 2018

Key Players in the Market
(by brand share of hypermarkets in 2018)

Emart (Shinsegae Group)
44%o 157 outlets

mart

Homeplus (Homeplus Stores)

Home plus
25.7% 141 outlets P

Lotte Mart (Lotte Group)

21.3% 127 outlets @ LOTTE Mart

Hanaro Club (Korea Agricultural
Cooperative Marketing)
8.29%b 25 outlets

e Qo=
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4 - FOOD & BEVERAGE MARKET

|||~|||‘II s LR TTT T
4.2 F&B Retailing Channels - Department Stores i .ﬂm m‘m Tr mi“m

LN ] sngcam [
i g"‘-‘-@h"i 1y A Tl _!’!!ir’ “my
Three major C0n9|0mf3rate-0v§/ned Department Store Value Sales 2013-2018 Key Players in the Market
01 department store chains dominate the (KRW bil.) gy s i P et sioss T Z207E)
market 33000 Y
30243
29441 29645 Lotte (Lotte Group)
_ _ I . 28700......28528.......c0m .- 28823 .. 38.7% 39 outlets ‘LOTTE
Decreasing sales due to influence of internet 28000 S
02 retailing, decreased number of inbound
travelers and changing competitive landscape Hyundai (Hyundai Group) HY UTllfl DAI
23000 27.9% 15 outlets
2013 2014 2015 2016 2017 2018
Department stores also operate their own Shi Spi G
03 on_Iir!e stores, as_sales of luxury products is msg%aseoso lgiigtfeis roup) -}‘3 SHINSEGAE
shifting more to internet Department Store Outlets 2013-2018
130
_ _ 122 120 120 119
New department stores incorporated into 120 — O
large-scale shopping complexes, instead of
individual stores 110 104
99
100
90

2013 2014 2015 2016 2017 2018

BUSINESS Sources: Euromonitor International; Korea
FINLAND Statistical Information Service KOSIS



4 - FOOD & BEVERAGE MARKET

4.2 F&B Retailing Channels - Homeshopping

Market share divided almost equally by 5
competing companies, most of which are
large conglomerates

Operators focused on omni-channel
strategies with both online and offline sales

Large conglomerates’ investments in private
label products are boosting the growth of
homeshopping channels

Main sales revenue come from apparel,
beauty, healthcare, and accessories. F&B
sales from certain niche products (eg.
Functional foods)

350
300
250

200

Accessories
Houseware
F&B
Healthcare
Electronics
Beauty
Apparel

F&B Homeshopping Sales 2013-2017

(KRW bil.)
313
297 ...
282 gt
265 ...pme
T I I
2013 2014 2015 2016 2017

Homeshopping Sales by Category
2017 (KR bil.)

I 720

I 569

N 313

I 949
I 525

I 352
I 1251

200 500 800 1100

Key Players in the Market
(by brand share of homeshopping sales in 2017)

GS Homeshopping
(GS Homeshopping)
19.8%

GSSH( P

Hyundai Homeshopping
(Hyundai Dept. Store)

A E 4 I
19.6% '

[=]

HnS Mall
(Home & Shopping)

ﬁ&i‘}_lﬂ
16.8% =

CJ O Shopping
(CJ O Shopping)

c]‘. O SHOPPING
16.4%

Lotte Homeshopping
(Lotte Group)
15.5%

LOTTE

Homeshopping

NS Shopping
(NS Shopping)
8.4%

Il:s\. NS HomeShopping
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4 - FOOD & BEVERAGE MARKET

4.2 F&B Retailing Channels — Internet Retailing

Food and drink internet retailing enjoys rapid
growth as consumers shift to buying all their
needs via internet

Growth led especially by super- and
hypermarkets online stores that can rapidly
deliver orders from closest stores without
extra costs

Besides the traditional conglomerates, many
ecommerce platform operators are also
gaining a market share with differentiated
marketing, services, and products

Purhasing via mobile devices has already
surpassed purchasing with PC or other
devices (60%), and the operators are
focused on improving their mobile platforms
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3000

40000
30000
20000
10000

F&B Internet Value Sales 2013-2018

(KRW bil.)
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7908
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2013 2014 2015 2016 2017 2018
Mobile Internet Retail Value Sales
2013-2017 (KrRW bil.)
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26606,..-+"""
182.7‘9_ ..........
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el 4% 22i7p|
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Key Players in the Market

On/Offline
Retailers

Premium
online-only
markets

Open Market
Ecommerce
Platforms

SSG.COM (oTTE-com
Homeplus Hmall

Kacty.

coupang TMON
Gmarker puCTION.

SR/

I oz
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4 - FOOD & BEVERAGE MARKET

4.3 Distribution Cost Structure

N R - o oreo s 10% for consumer

products
Retail price 800
= Retailer margin depends on the
VAT 77 10%  Final price x 1.1 = Retail price retailer type and company, but
generally:
o : . o
Retailer's margin 260 25~35% of the retail price (without 25% for department stores
VAT) = 25-35% for hypermarkets
= 5-15% for online malls
Logistics cost to each store 25 5~6% of the supply price
Importer's & Distributor's 37 0% added on the COGS. Including
margin ° sales promotion activities
COGS 350 Goods + Freight + Tariff +

Local handling cost

BUSINESS Sources: Euromonitor International; Morning Dew
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FOOD REGULATION

Ministry of Food and Ministry of Agriculture,
Drug Safety Food and Rural Affairs
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5 - FOOD REGULATION

5.1 Livestock and Dairy Products

= Only few categories of Livestock and Dairy
products allowed for import to Korea from
Finland

= Based on bilateral agreements, differs
hugely among EU countries as well

= Opening a new category is a long process
and requires bilateral discussions initiated
by Finnish Food Authority and Ministry of
Agriculture

= When exporting livestock & dairy products,
exporter must request for an official health
certificate from Finnish Food Authority

ALLOWED FOR
IMPORT

Pork, Breeding Pigs

Cheese (Natural &
Processed)

Milk Powders
Whey

BANNED FROM BANNED, BUT UNDER
IMPORT NEGOTIATIONS

All other livestock Poultry & Eggs
products, including beef, (ETA 2019)
elk, reindeer, lamb

All other dairy products, Ice Cream
including infant formulas,  (ETA Unknown)
liquid milk, butter, lactose,

cream

BUSINESS
FINLAND

Sources: Ministry of Food & Drug Safety; Animal &
Plant Quarantine Agency, Finnish Food Authority



PRODUCT CATEGORY

TARIFF

HS CODE (KOREA)

%
ALCOHOL PRODUCTS
under 80% alc. content
5 — F 0 0 D R E G U LAT I 0 N (incl. beer, gin, vodka, whisl?ey, cognac, brandy, regardless 0% 22082082 208
. of used grain)
5 ' 2 T a r] -Ffs BERRY PRODUCTS 2007.99-1000 (jam & marmalade)
(incl. Powders, jams, marmalade, juice) 0% 2106.90-9099 (pow_da.er)
2009.89 - 2009.90 (juice)
BLACK TEA 0% 0902.30 - 0902.40
= Gradual removal of tariffs based on the EU — Korea GREEN TEA 297.3% 0902.10 - 0902.20
FTA BIRCH SAP 0% 1302.19-9099
HONEY 243% 0409.00-0000
= Tariffs gradually decreased every year in January and July 1103.19-2000
. ] . . . OAT FLAKES, MEAL, PELLETS, GROAT 237.7% 1104.12-0000
= Certain product categories still have sky-high tariffs 1104.20-0000
(eg O ats H Oney) NON-PROCESSED OAT SEEDS 0% 1004.10-0000
, : : : : _ CRISPBREAD 2.1% 1905.10-0000
= Importers with quota-recommendations can import with (incl. Rye and oats)
special low tariff, or tariff-free rates RYE FLOUR 0% 1102.90-3000
. ; MUESLI 0% 1904.20-1000
= HS-Codes may differ from those used in EU 1904.20-9000
. CHEESE
[ Exact prod uct Category determ | ned ba Sed on (incl. Processed cheese, natural cheese, cheese spread) 18% 0406.10 - 0406.90
product ingredients, ingredient quantities, and ORK CARCASSES & HALF-CARCASSES oo B
processing methods |
HAM, PORK SHOULDER, OTHER CUT PIECES WITH 0% 0203.12-0000 (fresh)
BONE REMAINING ° 0203.22-0000 (frozen)
6.1% 0203.19-0000 (fresh)
PORK BELLY
6.8% 0203.29-0000 (frozen)
BREEDING PIGS 0% 0103.10-0000
_ SUGAR CONFECTIONERY 0% 1704.10 -1704.90
(incl. chewing gum, pastilles, candies)
CHOCOLATE 0% 1806.10 — 1806.90
BUSINESS Sources: Korea Customs Law Information Portal LLAL LD LT e Vit 2 UL UL 25)
FINLAND MINERAL WATER 0% 2201.10




5 - FOOD REGULATION

5.3 Labeling o7l USDA

(ORGANIC) w

3 Orgamc Labeling

Equvalence agreements for Organlc |abe||ng Wlth the EU Certification Mark of Environment-Friendly Agricultural Products
and US
. . . . Organic
" If prOdUCt IS Certlﬁed Wlth the EU Organlc |ogol the %ncy\nl:ér) - Organic agricultural products, organic livestock products, organic oo (oo is a general name of agricultural products.)
Company may use EU and/or Korean Organic Iogo |n R - Organic cultivation agricultural products, organic cultivation oo or organic livestock CO

product labeling

= Only valid for processed foods with min. 95% organic
contents

= NAQS Import Certificate signed by Finnish Food Authority
is required during import process for organic products,
link to template:

Pesticide-Free

- Pesticide-free agricultural products or pesticide-free OO
- Pesticide-free cultivation agricultural products or pesticide-free cultivation OO

http://www.enviagro.go.kr/portal/content/html/import/download.js aopy]  NoAnibiote
[27|d = 26 -T_'N(;ENT]WI‘IC' - No-antibiotic livestock products, no-antibiotic ©C or no-antibiotic farming ©C
= For non-processed foods, the company must apply for ——
Korean organic certification separately
e a. " Low-Pesticides
" G I Uten free 0 - Lov\rpest?c?des agri.cultlural prc.>ducts or low-pesticides OO N o
= Product Can be ma rked as gluten_free When total gluten ‘: CT\:*I - Low-pesticides cultivation agricultural products or low-pesticides cultivation ©C

content is less than 20mg/kg
= No special logo required

BUSINESS Sources: National Agricultural Products Quality
FINLAND Management Service; EU Commission,; Ministry of
Food & Drug Safety


http://www.enviagro.go.kr/portal/content/html/import/download.jsp?id=26

5 - FOOD REGULATION

5.3 Labeling

<Example of Product Labeling (sticker format)>

- m32|AI 212 SejATHC 175
- - xﬂa%‘ (%Q(! 1 522U57%, []h'a 9%21;,") %“ggg 10(?;%%?5 kcfl
= Product Labeling Requirements NERY | Xt — 19 AN
. . . - 7| EX|0f CHOH Y| E
= Basic Product Information Labeling sormggors| (F)ALEIEREX T.02-856-8700 i
- _ TECHER ygawAl 2237 OXIE230 28, 13078 (F2§, 0r2|2€6e)) || Ues s50mg  28%
= Nutrition Labeling K| |mRE kel 659 20%
= Package Recycling Labeling HZEYA |Lantmannen Cerealia Oy o1 129 1%
= Food Allergen Labeling MEUX | HE 00| SEHY| (=AY ) Xy 239 4%
» (Food Equipment Labeling) FE2B | ME F00| SSHI|YNX] (=Y S 89 2) EMAXY 0g
= (Health Functional Food Labeling) 8 |[1759(620keal) Zolyw 059 3%
KSUPY 57%, UIHR(AUR) 35%, WHS, o
BNEY |Gl G aA S, O AR VT | kil
= choyy g 20%
. . EIXHE X-Fe|m2u X220
= Labeling of imported products may be e e e woms 159 6%
= = = To oG, n_.-‘-'—
done with a sticker — must be in Korean o LY AR % 71 1 28 Ho0 A0 A 201 oAz | 18 FPHE JleT an waco
language % $ 2| SA| BRILICE et 4 geuc,
: : : ® U Ol agkQmiolel U YN
= Functional Foods apply different labeling O N TR D e e U R T A SO aEL (;(}c
rules ® & XIBREO| O FIR10f ALK X2|2| ofQILICt, PP
BUSINESS Sources: Ministry of Food & Drug Safety
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5 - FOOD REGULATION

5.3 Labeling

= Basic Production Information Label
= Basic product information
= Importer details
= Safety, nutrition, health information
= Claims (eg. high in fiber, gluten-free, etc.)
= QOther mandatory consumer warnings

Product Name
Product Category
Importer Details

Country of Origin
Producer

Date of Production
Expiration Date

Total Contents & Energy
Ingredient List

Packaging Materials
Faulty Product Reporting Number

Preservation Instructions

Return & Exchange Instructions
Production Facility Allergen Alert
Serving Suggestion Alert

Recycling Label

<Example of Basic Product Information Label Format>

OS2 AL 242] F2|ATHYC
MBS | (mauwwss, ot 9% 89)
AERY | X
A0|mIpHOIA (F)AZteiE2pX} T.02-856-8700
TESTET MEREA 22 OX|E230Z 28, 13078 (F2§, 0l2|EH])
X | RRE
HZEYA | Lantmannen Cerealia Oy
MEYX |[ME S0 S5 (=2 8.9 &)
FE2I | ME J000) GSH|UNK| (Y=Y QU 2)
LR 175 g ( 620 kcal)
axpae | SSUSY 57%, WIR(AMR) 35%, YX<,
SRS 0km1.9% M4A2, 89 o} nta2)
TEWE |HBEY-8c|E2WA uy-F0|
0 57 - BYAE L= Y 10] 1399
@ EHUY D HAZY U G| T 28 L[510] ARSI MEt 20| 2SR,
JHE §'®e| SAP7| uigLct
O YIS W WS UTORA U FUN

HER XRE Y} T2 MEASOIM XSO BRUWS AUGLICH

@ & NS o FIU A Z2|2] ofLct.

|

m ~ Allergen

BUSINESS
FINLAND

Sources: Ministry of Food & Drug Safety



5 - FOOD REGULATION

5.3 Labeling

= Nutrition Label

= Required for most food products (exceptions
include eg. alcohol, supplements)

= Must include the total amount of contents, Energy,
Sodium, Carbohydrates (which of sugars), Lipid
(which of trans-fat, saturated fat), Cholesterol,
Protein

= Daily values comparison and calculation method

= Can be horizontal, vertical, include graphic
contents, etc. Requirements for font size and label
size depend on product type

<Examples of Nutrition Label Format>

Nutrition
Fact

Nutrition

Total amount Total amount
Sodium 00mg 00% Sodium
Crabo-
hydrate 00g 00%
Sugars 00g
Lipid 00g 00%
Transfat 00g
Saturated
Tt 00g 00%
Cholesterol  00mg 00%
Protein 00g

Percent Daily values are basad on 2,000
keal. Your daily values maybe higher o
lower depend on calonss needs.

Percent Daily values ane based on 2,000 keal.
our daily values mayhe higher of lower depand
on caloreis neads.

Total amount COg00g*Osening) 1 serving (00g)

Nutrition - %Dalyvalue | Total amount % Daily vaue
Sodium 00omg 00% | Lipid 00mg 00%

nc';d"ﬁ;’w 00g 00% | Transfat 00g 00%

Sugars  00g T 00%

Cholesterol 00mg 00% |Protein  0Omg 00%

Percent Daily values are based on 2,000 keal, Your daily values maybe higher or iwer
‘depend on caloress needs.

BUSINESS
FINLAND

Sources: Ministry of Food & Drug Safety
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6 — MARKET ENTRY

6.1 Before Export

1. Origin Declaration
= Required to utilize EU-Korea FTA tariff rates

= Must be included in the invoice, packaging list, or other
trade document

= Anyone can write the origin declaration for exports under
6000 EUR value (must be signed)

= Copies must be stored for min. 5 years

= 2. Authorised Exporter Status (Customs
Authorisation Number)

= Only Authorised Exporter can create origin declaration for
exports exceeding 6000 EUR value

= Status is granted by the Finnish Customs by application
(customs form 295s)

= Finnish Customs link:
https://tulli.fi/en/businesses/export/how-to-provide-proof-of-origin

<Origin Declaration official format>
authorization number to be input in the brackets, and the origin country in ...

The exporter of the products covered by this document (customs
authorization No ...) declares that, except where otherwise clearly indicated,
these products are of ... preferential origin.

Tassa asiakirjassa mainittujen tuotteiden vieja (tullin lupa n:o ...) ilmoittaa,
ettd nama tuotteet ovat, ellei toisin ole selvasti merkitty, etuuskohteluun
oikeutettuja ... alkuperatuotteita.

O MR(MaESH=...)2 HEL 0| &= 52 +=4it=, EE
Feoh BALl= 39S Melotd, ol ¥ 2.2 SHAEMKYZT U=
gt

BUSINESS
FINLAND

Sources: Finnish Customs; Ministry of Food & Drug
Safety



https://tulli.fi/en/businesses/export/how-to-provide-proof-of-origin

6 — MARKET ENTRY

6.1 Before Export

| Application for Registration of Foreign Food Facility

Home > Petition application > Information and Apply > Application for Registration of Foreign Food Fadlity

© Foreign Food Fadility Application for Registration

> Applicant information

Ink o | | -select- | v | name
‘Company name m
= 3. Registering Manufacturing Facilities with S
the Korean Ministry of Food & Drug Safety ottty — |
= Must be done regardless of food category iress® || ]
= Must be done min. 7 days before the first export, otherwise o s sl
products will be forfeit ooy o | (Foodand Drug s arofoycode | |
= Must be renewed every 2 years, min. 7 days before . o pe | |
expiration — =
= (Can be done online by the exporter, or the Korean importer R
= Required details: B v | O st e e Crat, Pt o oca o
Agricuttural produce packaing for export Health functional food manufacturing/processing
» Applicant company basic information Fishery procucs marfachringprocessing(indiudng Vesse and Aquaculure)
= Manufacturing facility information ool [ tonierooer ) vl 0 sopecte cnthe pege )by et © ot ] et o
= Business information (business type, product category, used ms':‘;m A
quality management systems) fobe checled m thy
= Agreement that MFDS may inspect the facility if requested .
= Link to MFDS registration: https://impfood.mfds.go.kr/ AR
= Livestock and dairy products require a separate registration e Corticatonbody
with MAFRA (Ministry of Agriculture, Food, and Rural Ceticaton date Expiaton dte
Affairs) » Altochments
BUSINESS Sources: Ministry of Food & Drug Safety

FINLAND


https://impfood.mfds.go.kr/

6 — MARKET ENTRY

6 . 1 B e-FO re E X p O rt 2. Submission of import declaration from for

KCS Electronic Clearance System
(UNI-PASS)

food. etc. (or dedlaration with electronic)

u 4. CheCkI ist 3. Document Review 4. Field Test 5. Laboratory Test 6. Random Sampling Test
= Ingredient compliance (especially livestock and dairy
prod ucts) 7. Field Test (specimen collection for testing)
= Exact tariffs for the product category

8, Laboratory Test

= Compliance of used additives and pesticides (by MFDS or food sanitation testing agency)
= Required documentation

= 5. Things to be aware of

= During the first import, thorough product testing will be 10. Compliance

executed by MFDS, which can take time and often includes
teStI ng COSts 11. Issuance of the certificate of completion

= MFDS requires the product "recipe” including very thorough otimporfdecarmton forfood €ic
list of ingredients, their amounts, processing methods, and

the pI‘OCGSS Chart 12. Customs Clearance

= Differing allowed safety levels for residues or radiation,
sometimes much stricter than EU (eg. Allowed level of 13. Domestic distribution
radiation in product 6 times lower than EU)

= QOrigin, ingredients, processing method, importer history, 14 Fellow'u manasement
non-compliance history, etc. All affect the speed and testing
requirements

9, Decision on compliance

16. Notification of non-compliance

BUSINESS Sources: Ministry of Food & Drug Safety
FINLAND



6 — MARKET ENTRY

6.2 Product Launch

O

LAPLAND CHAGA

= Localization

= QOriginal product, or modified for the market?

= Complete new localized package, or outer
packaging only?

= |Labels — sticker, or package?

FINLANDIA \)

BUSINESS Sources: Finn International; Sisun International

FINLAND



6 — MARKET ENTRY

6.3 Entry Strategies

= 1. Through Importer
= Most common way to enter the market
= Many retailers prefer having importers between
= Possibility to access to various sales channels
= Commission increases prices

= 2. Direct Import
= Direct import by retailer without 3rd parties between
= Only selected products, usually after market test
= Only for selected sales channel

= 3. Online Direct Purchase
= Requires marketing and product awareness
= High delivery fees

ose|yd.ind SsesasStaAQ 12ali@ auljuQ

|
v

===1

Producer

Domestic Dir.
|

Distributor

\ 4
|

\ 4 !
) 1

e

Retailer <=
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FOOD FROM FINLAND IN KOREA
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WHY KOREA?

PROS

« High disposable income and willingness to spend on quality Potential Product Categories
« Ability to control whole country with 1 partner
« Growing interest for healthy & safe foods amidst safety scandals 1. Healthy Foods & Organic Foods

*  Changing food trends and westernization - Eg. Berry products, cereals, children’s foods &

+ Rise of online purchasing of food & beverage products allows snacks, xylitol products, other nature foods
soft landing to Korean market

« Relatively low number of competitors 2. Functional Foods

» Image of Finland 3. HMR Foods

4. Mild Alcohols
CONS

« Protectionist market

» Trade barriers still exist

» Low awareness of Nordic food culture and brands
» Lack of Finnish experts on Korean market

BUSINESS
FINLAND
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7 — FOOD FROM FINLAND IN KOREA

FmIand Day — April 11-13, 2019
Cross-industry combined B2B, B2C, Media event

» Meet-the-buyer day, exhibit your products, media
exposure, VIP evening party

« B2C sales for companies with importers

« 1000+ visitors expected

T I VR T TER TR S P Y Ty Y Py Y ey e

Nordic Food Event — November 2019

« B2B meet-the-buyer event

« Jointly organized with Sweden, Norway, Denmark
* Includes a market study day

« Media/influencer event (TBC)

Nordic Pop-up store — Q4 / 2019

L : : :
T — — « Pop-up store with Nordic F&B, and Lifestyle products
| el 111111 o = | for B2C sales in a local department store
T S « For companies already selling in Korea
R R e g N
- T
BUSINESS

FINLAND
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AL LY.

Gamsa Habnida.

[gamsa hamnida]

Thank you.

(polite)

H

Jani Toivanen

Advisor / Food & Tourism
Business Finland Korea
+82 10 #265 3164

jani.toivanen@businessfinland.fi
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