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VICE
PRESIDENT
GAA

Steve
Hart

Steve joined GAA as VP in 2015. His primary responsibility is
directing GAA’s activities in Asia, focused on growing market
acceptance of the Best Aquaculture Practices certification
program. He is also leading efforts focused on improving
animal welfare protocols and working with GAA constituents
to respond to emerging issues. Steve also serves as vice chair
on the Seafood Nutrition Partnership board. He received a
Ph.D. from Purdue University in 2006.



Bert
Bachmann

Bert is U.S. strategic development director and former

president of Camanchaca, with 31 years of aquaculture
experience. He led the start-up of the company’s U.S. office in
Miami in 2001, growing it to more than $200 million in sales.

US STRATEGIC

He has served on the boards of the British Columbia Salmon

DEVELOPM ENT Farmers Association and Salmon of the Americas. Currentl

DIRECTOR h the boards of the Chil Sal M. keti 4
e serves on the boards of the Chilean Salmon Marketin

CAMANCHACA <

Council and Global Aquaculture Alliance (for the last 12
years).



GLOBAL
SUSTAINABILITY
DIRECTOR
BIOMAR

Vidar
Gundersen

Vidar began working in the fish feed industry after earning an
MSc in marine biotechnology. As a product manager, he
implemented several product concepts and started building
the company's overall sustainability and smart feed concepts.
After receiving an MBA in marketing management and
sustainability communication, he has specialized in
sustainability, with a leading role in marketing, product
strategies and business development with BioMar Group.
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Jill
Kauffman Johnson

Jill is head of global market development for algae ingredients
at Corbion, a Netherlands-based global leader in food and bio-
based ingredients. She leads the sustainability, external affairs
and marketing efforts for Corbion'’s algae ingredients
business. Previously, Jill was a principal and managing
director of California Environmental Associates. She was also
the founding director of the Pacific Coast Regional Office of
the Ocean Conservancy.
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U.S. Seafood Consumer Insights:
A Snapshot
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COCOA, COFFEE & TEA: 13 LBS
ISH & SHELLFISH: 15.5 LB NUTS: 1.2 LBS
¥6GS: 33 LBS SPICES: 3.7 LBS

POULTRY: 75.1 LBS | Chicken: 62.6 Ibs

FATS & OILS: 82.2 LBS

RED MEAT: 98.6 LBS
Beef: 51.4 Ibs
Pork: 46.3 Ibs

AGE AGE:
37.9 years old'

AVERAGE HEIGHT AND WEIGHT
FOR MALE AND FEMALE ADULTS
AGED 20 AND OVER?

DAIRY PRODUCTS:
628 LBS

First: a look

SWEETENERS:

at what

Male: Female:
69.2 inches 63.7 inches
195.7 Ibs 168.5 Ibs

Americans
are eating

AVERAGE LIFE EXPECTANCY
Male: 76.3 yrs | Female: 81.2 yrs

TOTAL POUNDS OF
FOOD PER YEAR:?

1895.36 Ibs

FLOUR & GRAINS: = \
173.91bs |

FRUITS: VEGETABLES: 381.2 Ibs

. 250.8 LBS
0, SEAFOOD

- “9, NUTRITION
NG PARTNERSHIP*

SeafOOdnUtrition.Org Source: 1census.gov * 2 cdcgov « 3 ersusda.gov 2015 data #SeafOOdZXWk




First; a look
at what

Americans
are eating

America’s Top 10 Favorite Foods*

*Data compiled from Healthy You Naturally

1.

2
3
4
S.
6.
7
8
9
1

Hamburgers

Hot Dogs

French Fries
Cookies

Pizza

Soda

Chicken Tenders
Ice Cream

. Donuts

0. Potato Chips



Which, if any, of the following statements about eating
seafood (including fish and shellfish) do you believe

~ aretrue?
Is high in protein | 56%
Americans Is good for your heart |
Reduces your risk of heart.. .
e @ielE Helps with brain development
that seafood . '
X h h in Helps you stay fit | ' 36%
1S I.g Is easy to prepare | 1 35%
prOtel n' and Lowers your blood pressure | 27%
Secondarl ly Helps you live longer ¥ 26%
the benefits Helps you look better | 24%
for heart and Gives you energy 22%
brain health Helps you feel better | ' 21%
Makes you feel full ¥ ' 19%

= Total Respondents




Which, if any, of the following statements about eating
seafood (including fish and shellfish) do you believe are

63%
s S1% true?

Older
demographic

Millennials tend to be
more aware than older

52%

iS awal’e Of 47% consumers ofs.eafood's
the long-term, 40%360/ 289, e o
preventative 2% 9% e et !
and heart A TR
health 3 2 |
benefits, but
millennials
are less e R 0N H B

Is good for Is highin Reduces your Is easyto Helps with Helps you stayHeIps you live Lowers your Helps you Iook Helps you feel  Gives you Makes you
a W a re your heart protein risk of heart prepare brain longer blood better befter energy feel full
. disease development pressure

18t0 34 m35to 54 m55+
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Women are
significantly
more likely
than men to
think that

seafood is
good for their
heart, and
that it helps
them look
better.

Which, if any, of the following statements about eating
seafood (including fish and shellfish) do you believe are

52% true?
40%
40% 390,39%
37%
34°
32 30% 980/
26%26% 5%
0 0 0,
229%22% 22%p0, 21%
II i
Is high in Is good for ‘ Helps with Is easy to Reduces your Helps you stayHelps you look Helps you live Lowers your  Gives you Helps you feel Makes you
protein your heart brain prepare risk of heart better longer blood energy better feel full
development disease pressure

m Men = Women
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About a third
of Americans
say they've
added

seafood to
their diets in
an effort to

eat healthier

In the past year, which, if any, of the following
food groups have you intentionally consumed
more of in an effort to eat more healthily?

Vegetables ﬁ

Fruits and/or berries |

Eggs
Lean meats

Nuts and/or seeds

Dairy 7,

Seafood
Grains

Legumes

Fats/Oils 7

= Total Respondents

- 43%
42%
- 40%

| 36%

34%

34%

25%
21%

61%
57%

Boomers are most likely
to say they've added
more seafood to their
diet (41%) vs. 37% of 35
— 54 year olds and 23%
of 18 — 34 year olds.

ﬁ ﬁ
38% of men added

seafood to their diets
versus 31% of women.
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Which, if any, of the following food groups do you
think have been proven to reduce the risk of dying
from heart disease?

Vegetables - 52%
o {
Men (30 f’) and . Fruits and/or berries  46%
women (32%) say in |
near equal numbers Nuts and/or seeds 39%  Millennials (25%)

that seafood has and those ages 35
been proven to Seafood (includes fish and shellfish) - } - 54 (28%) are less

reduce the risk of

likely than Boomers

dying from heart Grains 30% (40‘?) tﬁ thidnk
disease, though men | seafood reduces
(38%) are more likely Legumes. | 287% their risk of dying
to have added Lean meats ' 26% from heart disease.
seafood to their diet 1
in order to be Fats/Oils 15%
healthier |
E 0,
(vs 31% of women). 99° | 15%
Dairy W 10%

= Total Respondents
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 Consider reinforcing the preventative and long-term
health benefits of seafood, particularly among Millennial
audiences.

Messaging  Explore ways to reinforce seafood as a highly functional

food that should be added to people’s diet at least twice
a week, as consumers tend to underestimate the extent
of seafood’s benefits.

Opportunities

 “Superfoods” tend to come and go in mainstream media, but
“functional foods” may reinforce the proven and lasting health
benefits of eating more seafood.

14




Overview
and

Methodolog
y

Overview

» On behalf of Seafood Nutrition Partnership, Ketchum Global
Research & Analytics (KGRA) conducted an online survey of
1,129 U.S. adults ages 18+ across the country.

Methodology

» KGRA used the field services of YouGov to collect audience
data. Stat testing was done at a 95% confidence level and
the margin of error was +/-3%. The survey was in field
February 15-16, 2017.
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Consumer Survey Insights
Salmon & Omega-3s

Jill Kauffman Johnson, Head of Global Market Development
Corbion Algae Ingredients
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NielsenSurvey Results: consumer purchases are motivated by the
health and sustainability promise of salmon

- L -

“Responsibly “Meets Heart “Highest in
Farmed Salmon” Healthy Claim” Good Fat”

I E==FN[s] o

Source: 2017 Harris Poll commissioned by Corbion., among 2,129 participants in the US, 1,061 participants in the UK, 1,111 participants in France, 1,094 participants in Germany, 1,012
participants in Brazil, and 1,240 participants in Japan. Participants are aged 18 and older. Respondents selected up to 5 out of 20 statements across 6 categories: Sustainability, Health,
Traceability, Non-GMO, and Feed




US Salmon Consumer Study

Source: 2017 Harris Poll commissioned by
Corbion., among 2,129 participants in the U .
1,061 participants in the UK, 1,111 particip a
France, 1,094 participants in Germany, 1,01 .
participants in Brazil, and 1,240 participants
Japan. Participants are aged 18 and older.

m Responsibly Sourced
m Health
Traceability
m Non-GMO
Feed
m None

None of these

Responsibly farmed salmon

Meets American Heart Association ‘Heart Healthy' claim
Highest in good fat

Highest level of Omega-3 per serving

A single portion contains weekly recommended Omega-3 intake
Raised on a non-GMO diet

Responsibly enriched with Omega-3

More Omega-3 than wild salmon

Twice as much Omega-3 than other salmon

Fully traceable source of Omega-3

100% Plant Based Feed

Highest level of DHA per serving

Four times as much Omega-3 than wild salmon

Zero depletion of Omega-3 from our oceans

Meets Monterey Bay Seafood Watch ‘Good Alternative’ claim

Vegetarian Fed Fish |

Algae Fed Fish

Raised with the lowest consumption of wild forage fish per fillet
Raised on a diet that does not use fish oil from the wild

Raised on a vegan diet

2,149 responses from 917 U.S. consumers who purchased fresh salmon in the last 12 months

Detail: % of consumers that selected statement
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What does the U.S. Salmon consumervalue?

“Omega 3“ and “Plant-
based Feed”

“Highest Level of Omega-3”
35-44

“Responsibly Sourced”
“Omega-3" “Heart Healthy”

“Responsibly Farmed” and “Plant-Based”
“Fully Traceable” <45 years old
$75-100k o

A A A

N 9 5

2,149 responses from 917 consumers in the U.S. who purchased fresh salmon in the last 12 months

Source: 2017 Harris Poll commissioned by Corbion., among 2,129 participants in the US, 1,061 participants in the UK, 1,111 participants in France, 1,094 participants in Germany,
1,012 participants in Brazil, and 1,240 participants in Japan. Participants are aged 18 and older.



Ingredient Inclusion Level

Maintaining the omega 3 nutritional promise in

seafood will require alternative ingredients
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mmmm Micro ingredients
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Recent studies and media questioning the benefits of
omega-3s are focused on supplements

BIB|C Fish oil supplements for a healthy heart

MNI=AAAY 'nonsense’

Harvard Health Publishing

&’ HARVARD MEDICAL SCHOOL

MEeDICALNEWS TODAY Trusted advice fOI‘ a healthier [If(’
Fish oil may not be as healthful as you think, study Fish oil: friend or foe?
finds

€he New 1ork imes

ALTERNATIVE MEDICINE

Fish Oil Claims Not Supported by Research



Key message: Get your omega-3s from fish

Eat fish 2x week
Near universal consensus by health professionals and government agencies - eating fish 2x

a week, with at least one being oily fish, is recommended as part of a healthy diet.

It’s not just about heart health, DHA and EPA are an important part of a healthy diet
There are tremendous benefits of eating seafood and omega-3s for brain, eye, heart, and

prenatal health.

Farmed salmon is an important source of omega 3s
With a growing population and demand for seafood, wild fisheries simply can not provide all of
our seafood needs. Sustainably raised seafood is meeting these demands and one of the best

sources of omega 3s.

OPPORTUNITY: Advocating the omega 3 and sustainability

value proposition of farmed salmon




Deliver on the Consumer Promise:
Enhancing Nutrition
Responsibly™

AlgaPrime



