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¥ INSULA

Insula is a Nordic Seafood champion built through acquisitions
with 6 bill NOK in revenues

History
Company Main brand Kverva Insula Acquisition
origin established ownership established period
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Young company representing more than 100 years of seafood traditions!
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¥ INSULA

Our brands and companies are well known among Nordic consumers
and the seafood industry
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¥ INSULA

We made ~20 acquisitions with 28 operational locations in four years.
Significant operational restructuring required!

Acquisitions T 28 operational sites  Haveysund Current operations 1 19 operational sites Havoysund
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¥ INSULA

We are covering the full portfolio of seafood products to serve our
customers as a complete seafood partner offering ~7 000 products

Processed seafood Meal solutions ﬁ

Market Trend & Insula Innovation strategy
Increased consumer convenience | Increased producer differentiation | Increased value add | Increased price accept | Increase margin potential  siide 7



Nordic market trends & Value chain implications

Insula in brief

Nordic market overview 4

Nordic market trends & value chain implications
.Wr}ag_‘)/' up & questions

U
Y




Nordic market in brief Q I N S U LA

Nordic food market is approxy 1 000 bill NOK. Seafood estimed to 31
bill NOK, split between Retail (74%) and Foodservice (26%)*

Nordic Foodmarket 1 In total Nordic Foodmarket i Seafood category
Total Seafood
Bill NOK Bill NOK
OTC value Industry value
1000 - 966 35 -
900 - 30 A
-~ 307 o5 Share 26%
300 1 254 B
205 201 10T =2 10
200 + 18 6 Share 74%
- 4
100 - 5
0 - O - - .
Norwegian Sweden Denmark Finland Total Norwegian Sweden  Denmark Finland Total

M Foodservice H|EE WEE
I Retail | | '

Source: Insula i Proxy estimastes i 2019. Combined estimastes based on available sources from Nielsen, Flesland, Various Industry reports Slide 9




¥ INSULA

Nordic retail, and Norwegian in specific, have a high and increasing
share of discount stores

Nordic Retail 1 Discount stores market share development - Norway

Market share development 3 largest discount chains in Norway
2005-2019

Discount stores
25 Rema
1000

20 Kiwi O

15 Extra O
Market share

. in 2020

The level is high in comparison to other
2006 2008 2010 2012 2014 2016 2018 European countries

Source: Nielsen Source: NHO Service & Handel Slide 10



¥ INSULA

The Nordic Market represents 20-25 bill NOK in Norwegian seafood
export value and should be a top priority market for the entire industry!

Nordic Market in brief
Norwegian Seafood Export Value* 146

2020, Bill NOK

114 Global Export 105

~ 100 bill NOK st
2,1 Value add
.l?

8,9 _
(;(l'

7,2 ~ 22 bill NOK

55 54 £,

42
38 38 36 35 33 39 39 Export value

18 16 14 13 19

J) CN IT PT DE SE LT KR FI UA IL TH VN Other Norway**
(240)

PL DK FR US NL GB ES

Source: * SSB: Export of Prodike20 Category f03 Fisho
**Elesland: Norwegian Seafood market Retail + Foodservice. Producer value. Value add-share proxy indication to indicate raw material export value
Slide 11

Notes:  Several import countries have value adding processes and re-export products. Export value does not represent consumption markets
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¥ INSULA

5 trends impacting your seafood business

Key Nordic market trends

e Declining seafood consumption
a Sustainability i The license to operate

° Healthy choices
O
° Price sensitivity

Slide 13



¥ INSULA

Long term: Nordic seafood consumption is declining!

a Trend: Declining seafood consumption

Nordic seafood consumption Observations
KG pr capita per year

— A Negative trend last 10 years Norway & Finland
CAGR I I ABS
60 - 1960-2010 ! l 1910-2018 . . o
' : A Nordic market in total, seafood consumption is slightly
50 - ! ' Norway @ declining
40 1 g @ A Price driven effect
' Finlan
{/ A Red fish - Salmon: 63% price increase
30 A i Sweden @ o o
N A White fish - Cod: 90% price increase
! Denmark@
20 1 i A Price point of alternative proteins
10 ~ i A Seafood prices are defined by global market (supply &
: demand)
0 ' : A Meat prices (Norway) influenced by domestic politics

1960 1970 1980 1990 2000 2010 2020
A Price gap between seafood and meat has increased
Source: FAO, Food Balance 1962-2018. Seafood Total, Food supply Quantity KG/Capita /Year Slide 14



¥ INSULA

Short term: Seafood category is losing market share in Nordic retall
sales

G Trend: Declining seafood consumption

Retail growth rate Observations
Last 52 w period vs previous 52w

A Seafood category have significant lower growth

14 - e
13%
. 0 Bl Grocery Total rate than retail in total last 12 months
0 Grocery Seafood A Consumer trends short term may be influenced
by Covid-19
8 - 7%
0
6 AReason to watch out for the trend ahead!
5% 4y
4 .
2 2%
No info
0 .
"2 - 2%
Norway Sweden Denmark Finland

Source: Nielsen: 52WR per 2021/w36. Nielsen Stratplanner 2021 Slide 15



¥ INSULA

The entire industry should make it a top priority to influence the
seafood consumption in the Nordic market

° Trend: Declining seafood consumption Implications: Foundation for the seafood industry is weakened

AAll parts of the industry should make it a high
priority to positively influence the seafood
consumption in the Nordic Market!

AHigh and increasing seafood consumption
locally is a catalyzer for further development
of the Seafood Industry in the Nordic region

A Consumer loyalty & ownership to the industry

A Public opinion accept for Industry growth &
required regulations

A Recruitment to the industry

Slide 16



¥ INSULA

Seafood companies must take responsibility for sustainability
| mprovements and promote the I ndust

° Trend: Sustainability i The license to operate Implications: Sustainability should be a balanced priority with cost & quality

Sustainability

ATel l ing the ssustaimngbiliovf seaf oo
benefits relative to alternative protein
source

A Set high focus on improvement areas
within the industry & the ¢
of operation

AFollow up, measure and report results of
own sustainability

Cost Quality

Slide 17



¥ INSULA

Nor wegians have fnhealtho as one of
seafood

e Trend: Healthy choices

T p = = Consumers: Reasons for buying seafood
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Source: Sjgmatradet: Seafood Consumer Index 2021 Slide 18



¥ INSULA

More consumer s &aggo sa&d etciheinrg hieal t h
Is clear in Sweden and might influence rest of Nordic

Trend: Healthy choices

Seafood

Read meat
fee
' .

Slide 19



! INSULA

Nordic market trends

Consumers across the entire Nordic region must be made aware of
seafood health benefits T industry players should engage in this!

Trend: Healthy choices Implications: Educating and influencing consumers

ABring clear facts on the table of health
benefits vs alternative food proteins

ACollaborate with stakeholders with similar
interests: Health Authorities, Research
Institutes, Seafood Industry players,
Seafood Industry organization

Alnclude health benefits in seafood product
promo

Slide 20



Q INSULA

Nordic market trends

Consumer want more help in preparing the food.
We are investing heavily in product innovations

Trend: Convenience

Natural seafood Natural seafood Processed seafood Meal solution
Whole Packed . .

—

MIDDAGS-

KLA

PASTAGRATENG MED LAKS
gronnsaker og kremet saus

. .
= 1]

KJOTTDEIG

Trend and Innovation focus
Slide 21




¥ INSULA

|l nnovations must bring value to som

6 Trend: Convenience

BENEFITS (FUNCTIONAL + EMOTIONAL + TASTE)
VALUE =

COST

Source: xXx Slide 22



! INSULA

Nordic market trends

We need to develop relevant products and produce them efficient to
bring down cost

Trend: Convenience Implications: Focus on innovations that brings value to all parties

Innovations must bring value

A Fast preparation
For the Consumer: A Better taste
A Reduced carbon-footprint

A Faster cycle time
For the Customer: A Higher absolute contribution -
A Higher sales volume g

A Lower variable cost

For the Company A Higher sales price o
A Reduced waste

OUR CUSTOMER OUR COMPANY

Slide 23



Nordic market trends

Q INSULA

Seafood is the most price sensitive food category in Nordic retail

e Trend: Price sensitivity

.I- Chocolate & Biscuits

Salty snachs

Fresh meat or poultry

4. P> Fresh fish or seafood
ft Deinks and Bottled Mineral Water

Frull Jukes

Beers Wine and Spirits

Fresh fnuit R vegetables

Laundry Detergents and Househod Cleaners
Coffee/Tea

Shampoo and Hair Conditioner
Sanitary Protection

- Fresh meat or poultry I
.—~> Fresh fish or seafood TR
Chocolate & Biscuits ST
saity snacks L
Fresh fruit & vegetables i
Fruit juices TN
Carbonated Soft Drinks and Bottled... I
Beers, Wine and Spirits IR
Laundry Detergents and Household... IIIIETIN
Coffee/Tea ECEEE
sanitary Protection IEERN
Shampoo and Hair Conditioner I E TN

-‘- o > Frosh fish or seafood

Fresh meat or poultry

Frosh fruit & vogotables

Frult juices
arbonated Soft Drinks and Bottled Mineral Water
Beers, Wine and Spirits

Coffee/Tea

Laundry Detergents and Household Cleaners
Shampoo and Hair Conditioner

Sandtary Protection

-

F e mpet of poultry
Lhoosde & Buuls
Ul Arces

Wetor

Carbonated Scf [rmks and Bottind M n
boom Wno and Spirts

Fresh vt & vogetabies

Cottwe 1o

Laandry Delorgants and Housshok!

rmpoo and b

o

Chocolate & Biscults
Salty snacks

it

Source: Nielsen 2021 i Shoppertrends SE DK NO FI 2021

Category purchases
affected by increasing
food prices (%)

Question:
You mentioned that food prices are increasing in your country. Does
that affect your purchasing for each of the products mentioned below
in any way?

Slide 24



¥ INSULA

Nordic market trends

To win the heart, head and mouth of the Nordic consumer - and still be
$3$% - we must develop supply chains that minimize cost and risk

e Trend: Price sensitivity Implications: Develop cost efficient and low risk supply chain

AP r o v iffdreabléif oo d o

AProducts with relatively higher consumer
value than sales price

AEnsuring stable / predictable price

Slide 25



¥ INsuLA

| nsul a have successfully 1T mpl ement e
manage financial salmon trading on behalf of all Insula companies

e Trend: Price sensitivity

Insula Markets and Financial Salmon Trades to handle weekly spot prices on
raw material and fixed price customer contracts with minimized risk

Raw material FR@YA Actual raw

~ market SUSH GRADE —— ~ material cost

— W
] a2
WLV\ :El External ! INSULA Internal i

trades
trades Insula Markets

] Fish Pool 1

METT FRA MAVET

¥ INsuLA

Insula Produksjon

Operational companies can focus on Sales & operational excellence

Raw materi al ri sk is eliminated or i sol at ed
Slide 26
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¥ INSULA

Thank you for your attention!
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