Strategy to penetrate into

Asian Market
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CURRENT STATUS OF THE
ASEAN MARKET
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ASEAN Member Countries
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Understanding ASEAN: Seven things you need to know @

Together, ASEAN’s ten member states form an economic
powerhouse.

ASEAN is not a monolithic market.

Macroeconomic stability has provided a platform for
growth.

ASEAN is a growing hub of consumer demand.

ASEAN is well positioned in global trade flows.
Intraregional trade could significantly deepen with
implementation of the ASEAN Economic Community,
but there are hurdles.

ASEAN is home to many globally competitive companies.

Based on “Understanding ASEAN: Seven things you need to know” by Mckinsey&Company
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ASEAN’s ten member states form an economic powerhouse 6

GDP 2013, Real GDP GDP growth Share of Inflation rate,

current growth, volatility,? debt to GDP, 2013 1

prices 2000-13 2000-13 2013 %, GDP ASEAN 15 ONeE Of the
$ trillion deflator

United . | . | _ . largest economic zones in
the world;
Unted . Uni .. growth has been rapid

Kingdom

and relatively stable since
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ASEAN is home to many globally competitive companies. °

Number of companies! Company revenue Average revenue

$ bilion per company ASEAN is home to 227 of the
United States [/ 2,123 [ A 15,221 7.2
Japan [ 1028 N 7,347 7.1

China — 7 208 92 combined, it would be the

Germany [ ae3 [ 3729 8.1
United Kingelom [N 358 o - seventh-largest host of such

France [ 236 [ s07s 13.0

ASEAN? [ 227 71,068 4.7

world’s largest companies;

companies.

Australia [ 203 M 960 47

Canada [ REE W07 55

Italy W7 | ERLE] 6.4

Russia 165 B o24 56

India | RES L ERE 5.7

South Korea [l 151 B 1,308 9.3

Switzerland  [J] 140 1,308 9.3

Singapore I 64 I 343 5.4

Thailand 51 J 259 5.1

Malaysia |40 I 193 4.8

Indonesia |33 |136 4.1

Vietnam |20 90 4.5

Philippines |19 47 2.5

©ORBITHR, Since 2009




ASEAN Market & Economy

ASEAN MARKET ASEAN ECONOMY

«=ppuf=Ex==0no

;g;:zr?g:;i f hof ul;rt[igg of The combined economies of
s ASEAN make it a major

third largest market with R e T
more than 630M people Sy p

Japan  USA EU nda  China ndia  Japan  China
R $4.939

126995M 323.128M 511497 M 1324171IM 1378665M S2264T 9T S1L199T

Based on World Bank Data, Edited by ASEANUP
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ASEAN Population & GDP

ASEAN POPULATION ASEAN ECONOMIES
E2A"=E =y ==

Brunei
Vietnam e Cambodia

70/
l._l.lu'\ (4]

2.1 ul M @ c:,‘v:. Z 5 ) ij
u-f-‘ FTASE D60 -
/. ‘ Indonesia ot

% 111 M HH B 2002 [’ ).789 ASEAN economies
10.89% L I : make up for 95%+
of overall ASEAN GDP.

i
Philippines a Malaysia

o M Myemar
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Based on World Bank Data, Edited by ASEANUP
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STRATEGY TO PENETRATE
INTO ASIAN MARKET
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Industry-specific production of ASEAN countries

Agricultural Industrial Service Total

BZ4t0]| 0.8 62.2 37 100
TECOr 23.6 34.2 42.2 100
Rl | A[O} 13.1 40.9 460.0 100
gt A 23.8 29.1 40.2 100
22|O|A|OF 9.0 36.8 543 100
O[O} 29.8 29.5 40.7 100
Sofd 9.5 33.5 57.0 100
CHUEE 0 26 73.9 100
Efl= 6.7 36.3 57.1 100

H E 38.6 43.3 100

Based on ASEAN, ASEAN Economic Community Chartbook 2016, 2016
ASEAN Statistical Yearbook 2015, 2016
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Industry sector of ASEAN manufacturing

2L QU Al

of of
(2011) (2014)

Manufacturing 100 100 100 100 100 100
1.Food, Beverage and tobacco 58.3 449 13.2 294 25.6 15.9

OfQFOt
(2014)

HE S

(2014)

Ze|d EC U
(2012) Of (2010)

2 Textiles, leather and fur 11.4 352 15.5 21.3 15.1 26.5

products

3.Wood, paper, printingand |\ 11 | 371 | 178 | 86 | 10.8 . 13.6
reproduction

4 Petroleum, coal and 33 0.3 11.8 12.9 14.5 2.3 8.5

chemicals

5.Non-metallic mineral 0.9 4.0 6.0 6.7 39 2.9 3.7
products

6.Metal products 4.0 6.7 17.7 5.4 9.7 8.0 13.2 14.6
7.General machinery 6.7 0.0 2.2 1.5 2.3 1.5 3.2 18.5
8.Electric Machinery 0.1 0.0 3.5 2.9 5.9 1.0 3.5 6.2

9.Precision instrument 0.0 1.3 2.8 0.4 2.4 0.0 2.3 0.0
10.Transport equipment 3.0 0.1 1.5 2.9 2.9 0.6 2.2 12.3

11.Furnitur¢ and other 1.4 4.3 8.0 8.0 71 8.1 7.5 124
manufacturing

Based on ASEAN, ASEAN Economic Community Chartbook 2016, 2016
ASEAN Statistical Yearbook 2015, 2016
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ASEAN Market Entry Roadmap for SMEs

Based on Strategies for SMEs to enter ASEAN
- Focusing on the selection of key countries and industries(2016. 12, SMBA)

Targeting local demand:
Considering Indonesia and Malaysia.

Indonesia has enough consumption based on 240 million people and
per capita income of $2,500.

Long—term economic growth,

Focus on the production process:

 In the case of high value—added industries, Thailand, Vietnam and
Malaysia are considered.

Excellent quality of labor force with excellent business condition

Since Korean companies have little experience in cooperating with
foreign companies and are likely to suffer from localization due to
their religious influence, solving this problem will be the key to
success.
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ASEAN Market Entry Roadmap for SMEs

Singapore and Brunei

« Excellent hardware, software, business environment, industrial
conditions and long—term growth

However, since the economy is small and is a high—income country,
it is good to have an interest in high—value—added industries.

In fact, most Korean companies that generate high added value are
hardly able to give meaning to the US or Europe.

Vietnam
Excellent in terms of industrial structure, localization possibility and
software
Local hardware and macroeconomics are relatively unstable

Korea—Vietnam Free Trade Agreement has been concluded, but it is
necessary to prepare strategies for the insufficiency of related
infrastructure and macroeconomic uncertainty
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Cambodia, Laos, Myanmar

All of the less developed countries in ASEAN have very poor
industrial conditions and business conditions, and have high
industrial competitiveness based on low wages

Cambodia is already a country where similar industries can advance
into the finishing industry because of the large—scale development of
textile industry,

Myanmar has been pushing for industrialization through its recent
opening, but it has to wait for the right time because the industrial
infrastructure is poor.

Laos is a landlocked country with a low accessibility to the sea and
is a costly country.

All of these countries traditionally have deep diplomatic ties with
China and are politically relevant, so they must have a way to
overcome them in their local business activities and should pay
attention to China's intense competition for investment.
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Insight - Penetration to Asean Market

Long-term approach

« Establish a systematic market entry strategy based on potential
demand by investing in unprofitable industries with high growth
potential.

Local market appropriateness (localization)

« Since the consumption market has a large difference in income level
and consumption tendency, it is necessary to capture the
appropriate demand through preliminary investigation and it is
necessary to develop localized products that can attract them.

Partnership with local companies

« Strategic approaches are needed, such as lowering barriers to entry
and diversifying risks through partnerships with local companies
that are competitive in the local market and are actively interested in
commercialization.
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Exhibition List, 2019

2019. 4. 10~13/HIEE(5H=0])
2019. 12. 4~7/HEH(EX|2)

2019. 5. 28~6. 1/E4=

Viethnam EXPO 2019
THAIFEX

2019. 6/212A

2019. 6/Ei=

b

=S
=

Lao Energy

2019. 6. 5~7/0|2F0}

AZ

iEVTech

2019. 6. 6~8/HLL|0}

4, A X

Food & Hotel Myanmar

2019. 6. 7~-9/ B2 H(HIR)

Y7\ MsAL ICT

Cambodia Architect & Decor EXPO

2019. 9. 7~9/E2|H(CHHR)

(S =1

A 3

2019. 11. 8~11/22/H(0rgah

T 20—

43, 017

PHILCONSTRUCT

2019. 6. 13/

USSR, 2A, SEH|, A2t

Fieldays 2019
ConnecTech Asia 2019

2019. 6. 18~20/A712=2
2019. 6. 18~20/Z|0|A|0}

stt=E, s717EIE, Az

The 17th Asian Qil, Gas & Petrochemical

2019. 7. 15~20/22|0| A0}
2019. 7. 17~20/Q1 A0}

loT, EIPE, MO|B 20t

Engineering Exhibition (OGA) 2019

53, 493kt 12,
Z MBS BUE

Cosmaobeaute Asia 2019
Manufacturing Surabaya

2019. 8. 7~10/HIEE(&X|2I)
2019. 11. 6~9/HIEE(5H=0)
2019. 10/E=

s1EE, 5E

L7 | A

International Exhibition on Food & Beverage

2019. 10/Z[0|AlOF

N

Cebit ASEAN Thailand
International Greentech & Eco Products

2019. 11/84=
2019. 11/A7i22

ICT, &7 X}

Exhibition & Conference 2019

=M=, LEBHZ

METALEX

2019. 11/¢&4ot
2019. 12/Z=C]ot

Singapore FinTech Festival

A7 A, H71HA}

HE2
Sht

Cambodia Construction Industry EXPO

Based on

, 2ASH, B3

Cambodia Import-Export Exhibition(OPOP)

5t
==
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Insight - Item for Expert

Instant ramen

Cosmetics

Medicine

Diaper

CCTV

Animal feed

Automotive lubricants
Construction heavy equipment
Medical Equipment

Arithmetic accumulator

Based on ITC Trade Map(£=&lo & #5
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