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ECONET’s Challenges
to go toward

Its 50th Anniversary
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In 2026, 5 years from now, ECONET will mark its 50t anniversary. Only two out of a thousand companies in Korea survive for
over 50 years. Those companies like ECONET are very rare, but very momentous. Until now since its founding, ECONET has
never deviated from the one road of its mission and founding philosophy “bringing the best of nature to humankind.”
ECONET has done the best to make people more beautiful and healthier. ECONET dreams of its hopeful ECONET in 2026 to
celebrate the 50t anniversary proudly. Each Company of ECONET makes goals for the next 5 years and sets up action plans.
ECONETians also make dreams and Goals. They estimate their present status, imagine their future and suggest a new vision
of their company. That is ECONET's challenges to go toward its 50t Anniversary not too far from now, and strive for 100%".
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ECONET Holdings:

December, 2026 of our Dream
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By Mana Kim Global COO | ECONET Holdings
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In December 2026, ECONET family of companies are working with great fervor,
as it is the time for the company to wrap up the year and plan for the next. This
year was a very special one for ECONET. Five years ago, in 2021, all companies
planned for 2026, ECONET's 50'" anniversary, and followed through with passion,
allowing them to fulfill all the goals that they had set for themselves. With these
goals, ECONETians have never been more motivated. The growth of the com-
pany expanded their paychecks considerably, while the year-end bonuses await
them for the fifth year in a row. The “fatigue of negative growth,” which used to
loom over the company, is nowhere to be found. Now, ECONET is in the position
for its jump from KRW 500 billion sales to the trillions.

Numerous changes have taken place across ECONET Holdings as well.
ECONET Holdings's first goal was to stabilize and ensure the growth of all its
affiliates by 2023, the final year of its first three-year plan. From 2024 onward,
it has worked to expand its investments considerably. As affiliates maintained
their growth and ensured a steady stream of surplus profit, ECONET Holdings
increased its investments and partnerships with up-and-coming companies. Fur-
thermore, discussions of M&A have emerged with companies that are related
to our business. All these show that ECONET is now overcoming its limitations
of organic growth, where it had relied only on its own capabilities for growth.
The Investment Review Committee, which has been in operation since 2021, has
remarkably fulfilled its responsibilities, and ECONET holdings has finally become
the “Investment Company” worth of its name.

In retrospect, 2021 was a tumultuous time filled with great changes for all
companies of ECONET. In particular, Univera Korea suffered significant dam-
age as the COVID-19 pandemic dragged on to its second year, and door-to-
door sales suffered catastrophic setbacks. In response, efforts to overcome this
hindrance were necessary. The same held true for Naturetech. At that time, the
market was undergoing the rapid polarization of dietary supplement producers.
Out of 500 or more companies, the sales figures quickly settled into the top 10
holding the lion's share and all others below. In light of this situation, Naturetech
faced the desperate situation of needing to enter the top 10 at all costs to ensure
its growth. Meanwhile, Unigen Korea and Plant Library Healthcare (PLH) faced
greater challenges. In particular, Unigen planned for an initial public offering (IPO)
in the first half of 2022, but a contingency in an overseas client hindered this plan.
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PLH started out in 2020 to lead the business to business to consumer (B2B2C)
efforts through materials developed by Unigen. However, it had faced difficulties
that had lasted throughout the two years of its operation at that time.

The two three-year-plans (first phase: 2021-2023, second phase: 2024-2026) be-
gan at this time of crisis. In 2021, Univera Korea recorded a turnaround, culminating
in sales exceeding KRW 100 billion in 2022. The 'MMUNE strategy, which called for
the expansion of market sales and support for door-to-door sales, had achieved
great success. The year 2023 further stabilized the management of the company
as it reaped the benefits of the rebuilding efforts, and with the continued growth
in 2024 and 2025, sales exceeded KRW 200 billion in 2026. In particular, Univera
North America successfully settled into its transition toward e-commerce, which
began in 2020, to complete a global structure of synergy with Univera Korea.

Naturetech’s new plant started its operations in 2022, and sales and market-
ing expanded to keep pace with extended production capabilities. The com-
pany's first material recognized by Ministry of Food and Drug safety of Korea as
functional ingredient debuted in 2021, and new materials have been released
each following year. As such, this led to a rapid increase in original design man-
ufacturer (ODM) sales as well. Thanks to these developments, the company was
able to achieve KRW 100 billion in sales by 2023. International sales, which had
remained relatively lackluster than what had been expected, began to pick up
by 2024. Now exceeding KRW 200 billion in sales, Naturetech is now stepping
up its discussion of building a plant in the United States.

Unigen USA, Unigen Korea, and PLH are working as one. Unigen Korea'’s
IPO, which was discontinued in 2021, was realized in 2024, thanks to the results
achieved by Unigen USA. Unigen USA gained two large clients in 2022 and
three in 2023. Furthermore, a string of research and development achievements
brought in new materials with potent effects in the same period. The resolu-
tion of its tasks, such as identifying new healthy clients and diversifying product
materials, has played a decisive role. Funds acquired through the IPO are being
re-invested for the growth of the Unigen. Likewise, PLH is successfully engaging
in private brand (PB), original equipment manufacturing (OEM), and ODM busi-
nesses in Korea and the Asian market.

For the last five years, ECONET Holdings has continued to establish a robust
system of infrastructure to assist its affiliates. It introduced new changes to the
enterprise resource planning (ERP) system and implemented digital transforma-
tions that fit the characteristics of the company. As the development of digital
technology began to accelerate, new innovations for the working environment
were necessary, and overarching changes in management, from strategy setting
to organizational management, work process, communications, and corporate
culture, followed. In particular, the corporate culture saw great changes as well, as
one can no longer dissociate the focus on achievement from the company’s cul-
ture. The company has also engaged successfully in its civic duties and has estab-
lished itself as a model enterprise of environmental, social, and governance (ESG)
management. Through these efforts, the company seems to have truly become “a
community where all can share purpose, dreams and happiness together.”

Today, ECONET celebrates its 50" anniversary. According to the Korean
government, only two out of a thousand companies have been said to make it
past their 50" anniversary. Given this fact, it can be said that the company has
reached a great milestone, and all that awaits in its future is the 100™ anniversary.

21go] B ZlFUth fuAle- 20224 Anb] IPOE A5yt o}
A9k 2021 3fe] IAA} ol Y, o] & FHIGUTE PLHE
YAl m|=to] THE A2 B2B2C ARl o2 o]l %sﬂ
2020 ZRFFUTE 22y 297 olele& A AdsHTE

22} 3703 (12F 21~23, 22k 24~2613) 5%
A ARG fUHlzte 2021 Hojehes
A uZ 1,0009YS ESBFUTE AlalE el el o]
Zh= olE- Hghe] AFgFUc) 2023300 R 2y &)
7HA] AL 738 P SiFUTh 2024~251d A7 FAIE olefito}
202613l = 2,0009 ¥ HlsUTE 53] 20209 oAHAR X%k
g uls FUEEE B, oAl g ekl AURIE s 22
e} 125 25 g5k

vlepele 2022358 M2 345 7HRFUSE sold ALt
Sl Al G wiARe] g3t Fguh 2021 /HEIAE
HEE A5 AEL] H vid A2 AR APl ZAlskaL UFHT
o]E 283t ODM &= m=7] &3 glFUch 1 27} 2023
10009 9 mi&-& 29 5 UAFUTE 7T E} F213d sfjeleZ
HA] 202435E] D715 w7] ARREUTE 20009 9 &S ol
2 dlo]A el oA ml=]] 375 e =& 7IEselal iUk

=3t wl= FUAl, 2|3 PLHE ShaAld $200]aL syt &
= FHALE 20213 FHAL POE 2024130 34 02 vh7e]
FFHTE vl= AL A3 HolFuh vl= fruAlke 2022 2
7N, 20233 37H9] tHE SRS AEA| EREEUTE o] 71Tl
ZEe 750 ANES olmE} s R&D AZs olodFUE %
g A Sy, ﬂ]%— A thFs} 5 AIA s de] 2 g
< 3 AYUTE PO ghdgh A2 Al =2k A4S 21sl A=At
%31 YT PLH 91 | =2 X oMo A4S e
PB, OEM, ODM A1%1-S- <=8ksiA| Zlggatal Slssuc
Ak SAF AL BES 571 S8l sl =zt T
=3 ShFUTh ERPAIARLS: AfEAl BT tiAE EdlA
oA 2} Abe] 540l Bt el kst tiRE 7]so] ma

Al

SR 4787 S Sl Basiich A4 A, =

o=
G o ks

XP7]

SO AL 2
= o—1_

AE, GF Z2AE, ARUACIA, 7I9ESH T 719749 Akl
23 gL Austsud 719Eske Bol Setleyd 4t 5
ol E3h= A4 = g FsUet 7RIS S 2 sl
FUTE ESGZY 27|z ARl Aksunt Be M sk

FEI L7} oA ARl e A Ay

232 oI 504 7Isde] FguTh @=ellM 50d AE7 12
10007} 5= 27 etttk AR SAYYTE fele o e
g dE st

sH oAl Z431= 10039k

2021 M



ECONET Company

Aloecorp:
Plant Completion
and Farm Expansion
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By Kyeong S Yoon President & CEO | Aloecorp
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With the first global pandemic to hit the world after a hundred years,

humanity suffered significantly in 2020. Although the year has already
passed, many people have lost their lives, while even more have not
emerged from economic damages. However, the pandemic has raised
interest in health, resulting in the growth of the American dietary supple-
ment market by 12.1% in 2020. In particular, cold, flu, and immunity prod-
ucts have grown by 52.2% from the previous year, comprising 10% of the
dietary supplement market at USD 5.2 billion. This growth is expected to
slow down slightly in 2021 at about 6% (Nutrition Business Journal [NBJ]).
Aloe's immunity benefits have allowed Aloecorp to achieve a 24.7%
growth in its sales from the previous year, with a 258% increase in operat-
ing profits. Among the top 10 targets for aloe material sales in the Ameri-
can market, 5 companies are multilevel marketing (MLM)-related com-
panies, making MLM a significant portion of the sales channel. Another
noteworthy company in the top 10 is Accupac Products, which produces
aloe toothpaste. In 2020, one of Aloecorp’s major strategies—the devel-

opment of new clients and businesses—has earned significant success
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for the company, with about 70 new customers in the American market.
A notable jump was also seen in the demand for hand sanitizers because
of COVID-19. We released new immunity-boosting-related products and
entered the feed market as well. Meanwhile, our European and Central—
South American markets have resulted in a general shrinkage of demand,
leading to relatively weak results compared to the previous year.

We hope that Aloecorp will continue its growth in 2021 at 5.4%. In par-
ticular, the Campeche plant’s completion will allow us to prepare for its
operation from 2022 onward, and our sales team has stepped up efforts
to acquire new customers aggressively. The addition of Campeche in our
productive capacity will help us recover lost trust from the lack of invento-
ries every growth period, paving the way for rapid growth after 2022.

The Campeche plant’s construction, which began in 2019, suffered
slight setbacks in the first half of 2020 because of the COVID-19 crisis and
fluctuating exchange rates. In the second half, we implemented new tech-
niques that put our plans back on track, achieving the completion date in

October of this year as scheduled. The plant's completion will also help
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Aloecorp Strategy Map

Finance Achieve $50M Revenue

Maximize customer satisfaction
Extend New Business territory

Customer into Supplement, Personal care,
Expand customer Base in EU, Pet Food, Animal supplement,
Latin America Soil enhancement

Increase Business in USA

Efficient Communication/

Deliver on Time Reduce COGS
Cold calls

Maintain High Quality

Maintain and enhance

Sustainability
Maximize Yield of 1X,

Develop Concentrator,
marketing Strategy MCD in Gonzalez

Stabilize operation/
Develop New Brand

Process of SD powder and Liquid
Aloecorp USA Aloecorp de la Peninsula Aloecorp USA/MX
XN oroocrrio [ Eore W vieaancrse | o communaton
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us reorganize our production system from 2022, allowing our Gonzalez
plant to produce Q-matrix powder and the Campeche plant to establish
liquid and spray-dried powder products. Because the Gonzalez plant's
operations were 10 years old in 2020, we checked all of facilities; equip-
ment such as concentrators, high-temperature short-time (HTST) pasteur-
izers, chillers, and window dryers underwent maintenance. In QA/QC, we
prepared for strengthened regulations in hydroxyanthracene derivatives
(HADs) in the European Union and acquired two new high-performance
liquid chromatography (HPLC) units for organic aloe verification work.

Aloecorp is a company whose growth is based on its aloe farming. Our
Gonzalez farm is currently in the process of transitioning the entire 214
ha to a High Bed system, which started in late 2019 and is expected to be
completed by March 2021. The High Bed system facilitates root growth for
aloe and improves moisture retention in the soil, creating an environment
that boosts growth. It is particularly beneficial to the Gonzalez farm, an
entirely organic farm, in managing weeds. Ceiba Farms in Campeche has
127 ha of aloe planted, harvesting 1,445 t of aloe with an average weight
of 550 g or above per leaf in 2020. Once the Campeche plant begins op-
erating in earnest, it is expected to cut the costs significantly and improve
production efficiency with high-quality aloe leaves from Ceiba Farms.

In 2024, when the operations at Campeche stabilizes, we seek expan-
sion toward a different region. So far, our efforts have been based on our
conventional production site in Mexico and focused on the North Ameri-
can continent and Europe. We aim to establish a new production site in
the Mediterranean, boosting our efforts to expand our European market
and develop new footholds in the West Asian and African markets. From
a mid-to-long-term perspective, our growth and expansion will be es-
tablished along 15° north latitude, the aloe production belt, to cover the
globe's entirety.

Aloecorp's growth can attain sustainability by developing new talents,
diversifying aloe's effects, and strengthening our social responsibility for
the community. It also plans to uphold our cooperation with the Gonzalez
and Campeche communities in the service of our corporate social re-
sponsibility.
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ECONET Company

Aloecorp:

Construction of Aloecorp’s Processing Plant

in Campeche, Mexico

d2F A 3G 1A

By Ramiro R. Gallegos Director of Project Management & Scientific and Regulatory Affairs | Aloecorp
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The background to the building of a second processing facility in Mexico
came with the need to expand our processing due to nearing capacity limits
in our Gonzalez facility and increased sales. Since 2014 the idea was raided to
research the expansion of a second processing facility considering what we
have learned over the 30+ years in processing and farming. In 2016, Aloecorp
was given the green light to start sourcing all aspects of the build. By 2018,
the farmland was purchased followed by the site for the processing building
in mid-2019. During this time, we also started all the necessary documenta-
tion and mandated requirements to obtain licenses and permits for the build.
At the end of 2019, architectural and engineering plans had been completed
and sourced contractor bids based on those architectural plans.

It goes without saying that 2020 was a difficult year worldwide for all, pro-
fessionally and personally. This included the construction of Aloecorp'’s second
processing plant in Mexico in the state of Campeche, Mexico. We had many
challenges since the start that included bid and contract negotiations, Co-
vid-19 related delays by federal government, soil improvements conditions to
obtain a quality build and working during the rainy season to name a few.

We officially started construction immediately after the contractor was given
permission by the Mexican federal government to start on the Aloecorp de la
Peninsula project assigned as an essential service build July of 2020. The contrac-
tor started attacking the soil improvements that would delay the project by two
months. To recover lost time, management in the project developed a plan that
included valued engineering without compromising quality, overlapped prog-
ress build and increased manpower after a certain advancement in the project.

This plan quickly allowed the contractor to start foundation works as soon
as a month after we initiated soil improvements. In three months' time, all soil
improvements had been completed and nearly half of the foundation works
had been performed. On the first week of October 2020, the first section of
the building’s structure was uplifted as foundation works were still worked on
applying valued engineering on large sections to recover time. By the end of
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2020, all foundation works had been completed and 100% of the structure was
up with other works continued to be in-process. Between the six months, the
contractor was able to recover one month of the two-month delay.

The year 2021 brings new hope to the build since works would advance
much faster once the building would have a solid floor and roof on it. Achiev-
ing this, the contractor could bring in additional manpower and move more
fluidly. For this reason, the focus in January and February is to complete roofing
of the buildings and start pouring floor slab of the main building by the end of
February. On February 4th, contractor started the first pouring of the floors. As
of mid-February, 50% of the roofing concept is completed and roughly 40% of
the floors have been poured. At this point we are very close to recovering the
two months delay due to the soil improvements and on schedule.

What is to come in the next few months and timeline? By the second week
of March, they will be complete all buildings floors slabs and roofing concepts,
about 25% of the building's perimeter cinder block walls will be completed, sub-
terranean electrical works including grounding system, lightning rod and those
to the main building will be completed. We will also see that 15% of the main
building will have piping to run electrical works throughout the building. During
March is when the contractor can apply the increased manpower to completely
recover lost time and move swiftly through the rest of the build to finish on time.

From March until its completion in August, the contractor will be bringing
in numerous sub-contractors to manage, electrical, interior walls, external sid-
ing, plumbing, floor finishes and mechanical concepts. Aloecorp, will manage
the purchase and installation of all processing equipment and other necessary
projects like the waste waters treatment plant, regulation pond and internal
roads through sub-contractors or current contractor.

Even though it has been a long process with its ups and downs, we are
nearing the conclusion of this journey to start a new chapter in the Aloecorp
storyline that is sure to be a success with the continued support from all the
ECONET companies.
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ECONET Company

Aloecorp China:
Plan for the next 5 years

g2 S 57id AlE

By Jeong Bum Nam president | Aloecorp China
= | HEd goln | d2F E=

Similar to a person becoming independent after a long period of up-
bringing, Aloecorp China grew safely under the wings of its affiliates for the
last 20 years. The hardship and anxieties we had to endure over the same
period allowed us to build our experience, helping us achieve our mission
of supplying raw materials.

As the person now prepares to face the world away from his/her parents’
protection, Aloecorp China now gears to move away from depending on
affiliate sales to independent operations.

Since last year, Aloecorp China has worked to improve its profits through
cost reduction. One of its achievements was improving its unit costs by
46%, a significant step toward this goal. However, moving away from af-
filiate sales, comprising three-fourths of our sales, to local and Southeast
Asian sales still requires much innovation and improvement on our part.

We hope that the next five years will see us progressing toward a stable,
qualitatively better company, and we plan to follow this up with the follow-

ing goals.

1. Cost reduction

Aloecorp China is located in Hainan. The growth of the Chinese economy
and the construction of free trade port in Hainan have offered significant
opportunities. At the same time, however, the company must overcome
the risks of increasing labor and material costs.

1) We are working toward improving our agricultural cultivation meth-
ods specialized for China’s conditions to improve the cost and quality of
aloe leaves, which take up 44% of our production costs. We expect these
measures to acquire two to three times the conventional method's yield
and aim to establish the SOP for 2021 onward.

2) We are geared toward establishing automated processes for the leaf
preprocessing stage. The main goal is to automate the manual process,
which will, in turn, reduce our labor costs, standardize work, and increase
our efficiency.

3) We are working on cutting down costs by decreasing our nonoperat-
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ing assets and, thus, reducing our fixed costs.

2. Sales expansion

1) Product development: The number of materials available for sales
currently stands at one, proving insufficient for the diversity of customer
demands in China. Hence, we will develop products that can fulfill the de-
mands of our customers and the market to acquire additional customers
and expand our sales. We will also accelerate our R&D efforts for new aloe-
based products to become a specialized aloe material company that offers
broad and diverse options.

2) Our sales staff is limited to two, restricting our efforts in developing
new customers. As such, we will add new sales specialists who will lead our
efforts in Western China and the Southeast Asian market.

3) We will establish a suitable rewards system for expanding our sales. By
providing rewards according to our sales staff's accomplishments, we will
help motivate them and enhance their sense of achievement for an even
more proactive sales activity.

4) We will advertise our corporate brand through online channels, which
will then be used as a communications channel to usher in new customers
under COVID-19 Pandemic.

2021 will be a year when we will be preparing for these plans one step at
a time. From the moment when our affiliate sales are relocated, we will be-
gin our product R&D and registration efforts, gather new customers, and
work toward the ultimate goal of becoming financially independent.

Not many people are aware that an aloe firm exists in Hainan. But, we will
work hard so that many people will know and recognize an aloe specialist’s
presence in the area after five years.

Hainan will undergo significant changes within the next five years, with
the dream of dethroning Hong Kong as the world’s premier free trade port.
In line with the area's changes, Aloecorp China will continue to exert its ef-
forts toward the vision and goal of ECONET.
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ECONET Company

Hilltop Gardens:

Complete the History of Aloe

ARLE: dzo] GALE RS

By Joseph Kim CEO | Hilltop Gardens
Z | LA oiE | geDE

The importance of Hilltop Gardens to ECONET cannot be underestimat-
ed. Since the beginning of commercial aloe cultivation locally in 1939, Hilltop
Gardens has been continuously growing aloe across generations. Now, the
aloes are about to say that it is time for us to complete the history of aloe.

We now dream of the complete whole to arrive in the next five years,
formed by the culmination of brilliant knowledge shaped by numerous set-
backs and successes that punctuate ECONET's 50-year history.

First, in 2021-2022: Hilltop Gardens will establish itself as the premier
supplier of aloe materials. Despite the unprecedented COVID-19 crisis, it
continued building our production and processing facilities to operate
its new production plant from the second half of 2020 onward. This has
allowed Hilltop Gardens to start its production of top-quality aloe materi-
als based on scientific and sustainable soil management, natural disaster
response expertise, and a simple and effective semi-automated produc-
tion process. For the next two years, it will continue its advancement by ex-
panding cultivation areas and production facilities, thereby supporting the
aggressive expansion of its affiliate companies. As such, the next two years
will serve as a turning point in our aloe business.

Second, in 2023: 2023 will be the year when Hilltop Gardens will begin its
new role as the foothold of Naturetech’s US business venture. Naturetech
and Hilltop Gardens plan to jointly lead the efforts in establishing the con-
crete learning and practice for the sales of UNIVERA's health functional
foods and original design manufacturer / original brand manufacturer
(ODM/OBM) business. Nobody can deny that the US market is the market
that our company has to penetrate and secure someday. Hilltop Gardens
plans to serve as a vanguard at the forefront of this endeavor. At the same
time, our production plants will achieve economy of scale so that our sup-
ply chain management will become resilient against any fluctuations with
the increase of demand.

Third, in 2024-2025: The establishment and pilot operations of the
manufacturing plant to produce the health functional foods will allow us
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to provide further support toward UNIVERA USA business, while proactive
product development and market outreach will enable us to strengthen our
market position successfully. On the other hand, our further product devel-
opment efforts will allow us to select medical plants for cultivation and grow
them so that we develop new production processes for their materials.

Fourth and last, in 2025: The development of the Hilltop Gardens brand
and e-commerce business will allow us to complete the farm-to-door cycle,
which encompasses the cultivation, processing, manufacturing and sales of
our products, thereby making 2025 a watershed year for our new history
and allowing the rapid increase of our value.

The next five years will be the years when we imagine the furthest reach-
es, that Hilltop Gardens can touch, rather than calculating whether the five-
year investment is valuable or not. We hope that you join us as we dream of

the future to come.
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ECONET Company

Univera-Rus:

Happy Dreams for the next 5 years
on the Achievements

during the past 20 years

FUHEk-FA BAleL 20, BER S FF dez 5d

By Minseok Jang President | Univera-Rus
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First, the most immediate task is to establish a stable basis in our cur-
rent flagship project of the dairy business based on our customers' posi-
tive evaluations. The goal is to encompass not only dairy production and
processing but also product distribution in the market.

Second, we aim to develop, cultivate, and ensure the profitability of
new crops, allowing us to fulfill our initial goal of developing and com-
mercializing special crops. This endeavor will be aided by the setbacks
and missteps encountered in the past 20 years of our business in Russia,
as we strive to combine our knowledge of the region’s soil and weather
conditions with our dedication to tracking the Russian market's demands.

Third, even though our efforts thereto are put on hiatus because of
COVID-19, we will develop the Wisdomplace as a healing place amid un-
tampered nature.

Fourth and last, we will establish our role as a bridge between Korea
and the Eurasian continent. We plan to do so by developing areas for
special crop farming and processing in Eurasia and exporting them to Ko-
rea, as well as supplementing the unavailability of aloe materials in Russia
through imports from Korea. Furthermore, we hope to bring the products
of Univera Korea to the former Commonwealth of Independent States (CIS)
countries to facilitate their access to the health and beauty.

We foresee significant political and economic changes in Kraskino, as
the region finds itself at a great geopolitical crossroad between South
and North Korea, Russia, and China. The next five years must prepare for
these changes as well.

In five years, we dream of seeing the South and North Korea connect-
ed by land route to Russia. We hope to see our customers sitting at the
table furnished in the Wisdomplace and enjoying meals prepared with
UBICOM and KRASKINSKOE products, with a view of the sun that is rising
from the Far East in Russia, staying on the Korean Peninsula, and setting
into the horizon toward China.
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ECONET Company

Unigen:
Continued Growth

FUA 715 A5A9 4

By Regan Miles President & CEO | Unigen
= | 2l OfU= AR | 7L Oj=

Unigen’s §
Leadership -
Team M ¥

Lidia Brownell
VP, Clinical Research &
Regulatory Compliance

Regan Miles Dr. Qi Jia Dr. Wenwen Ma
President & CEO Chief Scientific Officer VP, Operations

Unigen's
Scientific
Leadership
Team

Dr. Mesfin Yimam Dr. Teresa Horm Dr. Sandip Nandy
Pre-Clinical Pre-Clinical Organic Synthesis
Development Development

Mei Hong Dr. Shengxin Cai Dr. Ping Jia Prajakta Bhatkhande
Natural Products Natural Products Natural Products Organic Synthesis
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2020 has been a year of unexpected challenges, which the Uni-
gen team has met with characteristic calm, focused dedication and
looking outside standard protocols to continue business develop-
ment. Because of this unflappable approach during 2020’s fluid
business environment, Unigen has been able to meet our clients’
needs, expand R&D partnerships and realize the most profitable
sales year since 2007.

Iam incredibly proud of the Unigen team. Together, we have spent
the past few years laying the foundation for a multi-year growth pat-
tern, strategizing global sales development and investing in employ-
ee and equipment resources. That growth pattern firmly announced
its start in 2020 with closing revenue of $23.6M, a 281% increase over
2019 sales and over double revenue forecast from original budget.

In March 2020, all Unigen activities went virtual. R&D and Sales
now meet with clients and collaborative partners via Zoom or Mi-
crosoft Teams. Clinical and regulatory projects are accomplished
through virtual meetings and conference calls. Like our sister com-
panies, Unigen employees have consistently moved the business
forward from their home offices, split time in labs and onsite work
spaces. The Operations and Quality Control group have maintained
Unigen'’s high standards of production and shipping processes. Our
Accounting staff has maintained Unigen'’s financial infrastructure,
ensuring we have the physical and financial resources to get things
done.

Unigen'’s 2021 sales revenue is conservatively forecasted to be
at par with 2020. Newly announced regulations in China are neces-
sitating business remodel for Unigen’s key Japanese distributor, CIC.
Results of that business remodel will be better realized mid year
2021, once again creating positive growth trajectory for revenue
stream. R&D activity is already underway for 2021 with collabora-
tions carrying over from prior year and new ones, such as recently
signed NDA with Institute of Materia Medica in China. Unigen proj-
ects continued revenue growth at $5M per year in 2022 and 2023.

International markets played a critical role in the performance
in 2020 and will continue to do so for 2021 and beyond. Japan is
proving to be a viable, buildable revenue stream in the international
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market place, with strong performance in 2020 through Unigen's
distribution partner, CIC. Univestin sales were strong in 2020
through a direct to consumer relationship, with continued interest
in Univestin, as well as Maizinol for 2021. Additional international
growth will come from India beginning 2021. India experienced
country shutdown during 2020 due to the pandemic, but appears
to be opening up again, with consumers anxious for Univestin joint
care product and projected launch of Bakutrol in 2021. Our distribu-
tor is also aggressively seeking registration for Maizinol within India.

2021 will see continued growth in the cosmetic market. In Q3
2020, Estee Lauder did a global relaunch of Unigen’s skin whiten-
ing ingredient Nivitol, increasing the dosage in marketed products
and because of the pandemic, focused predominantly on an online
promotional campaign. Estee Lauder is continuing to work on
the next generation of skin whitening using our novel ingredient
UP274M. We are hoping to see this product launch mid-year 2022.

In 2020, Unigen’s partnership with a major player in the veteri-
narian market, Food Services Corporation, was key in develop-
ment of a joint care product for dogs. It was launched at the VMX
Conference in Florida, with Unigen presenting clinical data on key
ingredients Anivestin and AmLexin. The mutually beneficial part-
nership continues in 2021, with research for a joint care cat product,
with focus on 2022 launch date.

In addition to R&D resource efforts to expand our proprietary
PhytoLogix library, Unigen is investing substantial resources in 2021
to fund multiple clinical trials. Clinical trials begin Q1 for Unigen’s
newly developed product line for immune support and lung health.
A Maizinol sleep study will begin Q1, as well as multiple cosmetic
trials involving novel skin whiteners and anti-aging ingredients.
Supportive data from successful clinical trials will further increase
Unigen'’s product sales and collaborative efforts with such partners
as Coca Cola, Johnson & Johnson, Innophos and Church & Dwight.

Being part of the ECONET family plays a significant role in who
Unigen is and the successes we achieve. I am appreciative to be
part of such a philanthropic community that strives for a healthier
world and finds answers through the inspiration of science.
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ECONET Company

Naturetech:
Blueprint for 2026,
the 50th Anniversary

Ylo]xel: 20264, o4l 5053 g3k JAR

By Young Il Cho Vice President | Naturetech

2 | Y 227 | Yol K

The year 2020 was a year of great changes that have been driven by the CO-
VID-19 pandemic. Changes that had once been thought to be strange, such as
wearing face masks, video conferences, and working at home, have now be-
come a part of our daily life. As our ways of life changed, so did our awareness.

In particular, the trend of self-medication, which puts greater value on
healthy functional foods, has resulted in a worldwide increase in dietary sup-
plement consumption. Countries around the world are now scrambling to lead
research and development, as well as innovations, in the field of biohealthcare.

The dietary supplement market in Korea is not an exception, as a double-
digit rise has resulted in the market's growth to KRW 5 trillion in size. Based on
high product quality, the field of dietary supplement manufacturing has now
established its great potential as an industry of the future.

In line with the fast-paced changes in the market, Naturetech aims to ex-
ceed the KRW 100 billion sales mark by 2022 and establish itself as one of the
big five Korean dietary supplement producers by 2026, with KRW 300 billion
sales and KRW 30 billion in operating profit.

First, we plan to expand our production capacity with the construction of a
new liquid plant.

By 2022, we will establish a new liquid plant with a size of 11,200m2, jump-
starting our transition to a smart manufacturing company with a production
capacity of more than KRW 300 billion which is a trifold increase from the
conventional capacity of KRW 100 billion.

However, the goal goes beyond expanding production capacity, as it also in-
cludes the establishment of a smart factory solution unique to Naturetech. This
will make use of information technology (IT) solutions to optimize the entire
manufacturing management process, from production planning to product re-
lease, coupled with Big data, MC Learning, and automation-based innovations.

Second, we plan to enhance our value added with new materials and prod-
ucts.

Starting with our KRW 10 billion milestone in 2015, our original equipment
manufacturer (OEM) production has exceeded KRW 20 and 30 billion in 2017
and 2020, respectively. In 2021, we will start from the our first certificate of

functional material recognized by government, which will allow us to go be-
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yond our OEM product-focused sales structure toward material-based strat-
egy sales and improve our profitability.

In the end, the direction we need to take is toward the improvement of
the sales of high-value products through competitive material development,
which will strengthen our profitability. By carrying out national research proj-
ects successfully and acquiring certificates of functional material, Naturetech
will acquire its own specialized materials and vitalize its marketing efforts for
the commerecialization thereof.

Third, we plan to expand our international sales through the global partner
business model.

Through our global partner sales model strategy, we plan to expand our
sales not only in Korea but also worldwide by establishing the sales basis of
our products across the world.

In our mid- to long-term strategy, we will expand our business to the larg-
est markets in the world, namely, the United States and China, and develop
an original brand manufacturer (OBM) and joint brands to create the added
value for our products.

Fourth, we plan to establish a high-performance organizational culture.

In my opinion, the period of our easy growth, when we took advantage of
an external factor of the favorable business condition, is over. It is also true
that the conventional approach of using robust capital to make investments
and great products by itself is no longer sufficient to guarantee good results
for the company.

Now, the basis for the company’s competitiveness is the organizational
culture, which must be optimized for the operation of the company's hard-
ware. To achieve this, we plan to seek a result-oriented system and culture
so that we can create good results in a sustainable way and foster a culture
that strives for powerful achievements while retaining a human-centered and
warm company culture.

After the next five years, the year 2026 and the 50t anniversary of ECONET
will mark the moment when we reaffirm our role and responsibilities in the
realization of ECONET's big leap to become a global specialist in dietary sup-
plements.
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ECONET Company

Univera Korea:

Consumer, Brend & Performance

Sl Aula 24wl sy

By Young Joo Park President & CEO | Univera Korea

= | 2T A | UHIE

Our Starting Point is the Consumer

Among many of the companies that compose ECONET, Univera Korea
takes on the role closest to the consumers to bring our values. With our
work’s characteristics and in staying true to our founding principle of “bring-
ing the best of nature to humankind,” we have managed our company to
focus on the consumer as the center. Our efforts have been recognized
through the Consumer Centered Management (CCM) certification, a cer-
tification issued by the Fair Trade Commission since 2008, which we have
received from its introduction. Moreover, in 2019, we were inducted into the
CCM Hall of Fame.

Even though we have said this many times, we must again reaffirm our
dedication to consumers at the start of our journey to 2026. We had focused
on the privilege and claim of the consumer so far, and we must now shift
our attention to the demands and changes of our consumers so that we can
find our strategic directives in these trends.

Growth can only be achieved by facing the new consumer

The strategic definitions of the most recent management buzzwords,
“post-COVID-19” and “digital transformation,” could only be clarified when
they are interpreted in terms of consumer thought and changes in behavior.
Let's imagine the following scene.

#1. In hospitals, a person sometimes meets doctors who expect the pa-
tients to have researched the disorders in depth before their visit. In extreme
cases, the doctor drops the diagnosis “pneumonoultramicroscopicsilicovol-
canoconiosis” with nothing more than a helpful (?) reminder that “you can
find everything about it in Google.”"

#2. An analysis recently claimed that the younger generation prefers data-
based communications over telephone calls, which explains the strength of
delivery apps, like Baemin or Deliveroo. Although it was about the “young
generation,” everyone today seems to prefer talking on the phone over talk-
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ing in person and messaging by using SNS over talking on the phone. This
phenomenon is actually an old one.

The consumer recognition of health functional foods like the main prod-
ucts of Univera has improved remarkably compared to the past, and con-
sumers are now increasingly taking matters of information acquisition into
their hands. The pandemic simply floored the accelerator, so to speak, for
the burgeoning phenomenon of non-contact purchases. In the future, our
basis of growth will be the retired baby boomers, who are adept in search-
ing for information, have no qualms about non-contact purchases, and are
willing to invest heavily for their health. However, this is not to say that we

are entirely comfortable in meeting these new consumers.

Expansion and development of logistics channels

All ECONETians will appreciate and be proud of the successes that Univera
has achieved in door-to-door sales. However, it is also true that our growth
in this field has been stunted. We cannot expect different results when we
stick to the things we do best or the things with which we are familiar.

To ensure that our UPs can lead our growth while guaranteeing a stable
basis of income for them, our authorized distributors transform from a con-
sumption-oriented organization to a sales-oriented organization. The online
UP system will aid those who have the ability and the eagerness to engage in
sales but cannot clock in every day at the distributors. Training and sales con-
tent must also be integrated into the online space. In this case, new non-con-
tact sales channels, like the UP App and Members’ Mall, are required for us
to meet the demands of our new consumers. For consumers who prioritize
efficient consumption, personalized and small-scale sales can serve as an ef-
fective alternative. Our door-to-door rebuilding work, which has begun with
the new year, cannot be expected to complete all the tasks to be fulfilled or
to form a common understanding that all authorized distributors can agree
on. However, if we settle for half-baked solutions in 2021, our vision for 2026
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cannot be realized in its entirety. One can say that we stand at a moment of
dedisive battle, to which the response must be shaped by the proactive par-
ticipation of headquarters staff and authorized distributors.

The growth of the market inevitably brings changes in dimension. Ac-
cording to the Korea Health Supplements Association, the dietary supple-
ment market in 2020 showed a growth of 6.6% from its previous year, culmi-
nating at KRW 4.9 trillion in market size. The market is also said to have seen
greater expansion and diversification in terms of consumer age, patterns,
products, and distribution channels.

Although this is a personal observation, one could even argue that there
is a general shift in the market in the form of “material => company =>
brand.” In the early stages, consumers’ attention has been focused on the
efficacy of the individual materials, such as aloe, red ginseng, or lactobacilli.
Eventually, this gave way to the focus on the companies and their trustwor-
thiness and on brands.

This is a trend that many of the business to consumer (B2C) industries
have gone through, and one can say that it has finally reached our domain.
In a market where brand-based marketing assumes superiority, differentia-
tion in distribution can serve as a means to an end (for instance, in luxury
brands), but in most cases, expansion to diverse distribution channels can
often yield greater results. In particular, for Korea's dietary supplement cat-
egory, which is currently undergoing the explosive growth of popular mar-
keting, the expansion of the distribution channel serves as one of the crucial
standards of judgment for the consumers. BOTANITY and I'MMUNE lead
our efforts in brand marketing, with the former in online shopping malls
and H&B stores and the latter in the home shopping platform. In particular,
I'MMUNE has the important role of bridging the new consumers with our
most precious asset, aloe, by strengthening Univera’s brand value in ex-
panded channels, like online shopping malls and department stores.
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Growth, growth, and only growth

If one does not dream, one cannot share the dream of the others. There-
fore, a person must always have a dream. If we were to work together, the
dream must lead to the growth of the company. There is no happiness with-
out the sweat, and dreaming of luck is not something for which we should
strive.

“A community where all can share purpose, dreams and happiness to-
gether,” is the very reality of a growing company. The Univera of 2026 is a
consumer-centered marketing company that creates synergies through
the harmony of individual, organizational, and company growth. The plan
is to strengthen our market portfolio qualitatively and quantitatively while
strengthening brand marketing for growth. Through this strategy, door-to-
door sales will also be directly and indirectly affected, helping to improve the
consumer perception toward Univera. Moreover, we aim to invest heavily in
the development of new products that meet the demands of the consumers.

Authorized distributors will be reborn as sales organizations that support
active online and off-line UP sales through our rebuilding strategy. New
policies, systems, and training programs that will bring in a constant stream
of new consumers and UPs will be implemented across all the company’s
aspects. Even if a contingency, such as a pandemic, strikes again, all concerns
regarding our future will be overcome through our resilience and stability.

As performance-based organizational culture takes root, the organization
will elevate “personal growth through work” to perceptible levels. Smart
work systems will allow our members to balance high productivity and
good quality of life. Furthermore, contributions to the achievement will be
awarded at the industry’s best levels. We dream that the talents that have
grown in Univera will make their way to various areas, elevating the industry

to a new level through their work.
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ECONET Company

Univera North America:
New Challenge
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By Sang Shin President & COO | Univera North America
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2020 was a watershed for Univera North America. The journey took 22
long years to fight our way and break out of the egg. At the highest level
of ECONET's vertical integration, we started the business 22 years ago
with Multi-Level Marketing to “bring the best of nature to humankind,”
and have wrapped it up. Instead, the new distribution channel chosen by
Univera is E-commerce, an online-based distribution channel, allowed us
to bring the best of nature to a seemingly limitless online market instead
of a Baby Boomer generation market by multilevel distribution system.

In the unprecedented time of COVID-19, some say that “the successes
of an enterprise can be measured by its survival.” 2020 was a challenging
time in which individuals, organizations, and states had to work to survive.
In the face of a significant threat against its endurance, Univera chose to
change. Several multi[-level marketing companies in North America have
sought to transform their business model to respond to management
environment changes throughout the last decade. Some were partially
successful, while others have failed and faded away. Even the most suc-
cessful cases were unable to retain no more than 40% of their clientele
after such change, with some cases ending in courts. Most cases sought
to avoid such legal disputes by invoking governmental regulations or
pushing through the changes as quickly as possible. However, Univera
decided otherwise. Although we considered potential legal problems
that could arise during these times of change, we saw the need to stably
relocate the partners that have accompanied us on our 22-year journey
to a new model and for the new model to provide tangible benefits of
convenience, pricing, and other areas of improvement to our existing
partners as more important reasons for change. Based on these goals,
Univera sought to establish its clientele, undergo the stabilization process,
and achieve its expansion strategies in the boundless spaces of the online
market only thereafter.

While 2020 served as the founding year of Phase I for us to struggle to
transition into an online-based business and transcend the limitations of
the multi-level market, Phase II and III should be envisioned with a mid-
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US Retail Ecommerce Sales,2018-2024
billions, % change, and % of total retail sales Phasel Phasell Phase I
$1,204.77
Initiative|  Stabilization Grow U Market
$1,072.81 P Expansion
$952.76
$843.15
$794.50 Goal Brand Increase Online Jump In Offline
Recognition Market Sales Market
$523.64 Univera Univera Univera
Platform Platform Platform
2019 2020 2021 2022 2023 Market Online Digital Online Digital Online Digital
[l Retail Ecommerce Sales Il % change Il % of total retail sales Place Platform Platform Platform
Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes or Offline Consumer
money transfers, food services and drinking place sales, gambling and other vice goods sales Market
source: eMarketer, Oct 2020

to-long-term perspective, marking our efforts to push toward new limita-
tions in the future.

Our Phase I plans will be judged based on the results to be seen in early
2021, but we see uplifting signs, such as our goal of maintaining 40% of our
clientele exceeding by more than 20%. Furthermore, we will also include
other measures of stabilizing our new business model in the Phase I stage,
which will ensure our competitive edge in the North American online mar-
ket's jungle-like environment through product recognition improvement
and the establishment of internal infrastructure and talent pools.

Our goals of Phase I aim to “bring the best of nature” to more custom-
ers through optimized products, from aloe to other materials, and, ulti-
mately, enlarge our proverbial pie in the North American online market.
With this, the market will remember Univera and recognize the excellence
of its products. We have already confirmed our qualitative advantage
through the products which we have created in the vertical integration
of our farms, R&D institudes, and manufacturing facilities through our
22-year experience with North American customers. All open platforms,
which have led the KRW 800 trillion (in 2020) online retail market, will
serve as our stages for our rise to even greater heights in online spaces.

Additionally, our goals of Phase III are to capitalize upon the growth of
our online market and expand to off-line channels. In this system, online
and off-line markets will maintain a coexisting, mutually strengthening
relationship. Our competitiveness and recognition, acquired through the
online market, will allow us to build our foothold in off-line markets such
as Costco, Whole Foods, and Walmart.

The last 22 years of Univera USA were a time of trial by fire. Despite the
challenges posed by the environment, we sought to introduce the “best
of nature” and built a customer base that regards our products with ap-
preciation. In a period of inevitable change, in some ways, the passion of
both past and present members has set in motion a new change that will
challenge boundaries to meet the demands of the times and bring our
products to the general run of buyers.
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Qur Credo

We passionately pursue

and discover the benefits

that nature offers,

and share these precious gifts
with the world,

promoting health and wellness
that enriches our lives.

As a successful leader

in the wellness industry,

with trust, cooperation and diligence,
we contribute to a healthier world
that will endure.
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Nuestro Credo

Apasionadamente buscar y
descubirir los beneficios que la
naturaleza ofrece

y compartir estos preciosos
dones con el mundo,
promoviendo la salud y el
bienestar para enriquecer
nuestras vidas.

Como lideres exitosos en la
industria del bienestar,

con confianza,

cooperacion y diligencia,
contribuimos a un mundo
mas saludable que perdurara.

Kpepo SKOHET

MbI MLeM 1 Haxooum NonesHble
4yenoBeYveCcTBy Aapbl NPPOAbI.
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C ropaocTbio co3aaem
300p0BOE U KpacnBoe OBLLECTBO,
W Bcerpa ctpemmmcA

CTaTb lyyLMMM B CBOEM [ere.
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HangeHHble HaMn

COKpOBMLLA NPUPOAbI.
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ECONETian

Turn
new Dreams

into Goals

for the next
five years

There have been many large transitions in my life in the last
three years. A few of these transitions were part of achieving my
last set of goals. Some of the big ones were graduating with my
Bachelor of Science degree, getting an internship, and starting
a great job. ECONET was instrumental in accomplishing the last
two. Napoleon Hill said, “Goals are Dreams with deadlines.” It is
time to turn new dreams into goals for the next five years.

The first goal is professional; I will earn my SHRM-CP in 18
months. SHRM is the Society of Human Resource Management.
The first certification you can achieve is to become a Certified
Professional. When I first began to unpack what it would require
for me to achieve this certification, I'll freely admit it was much
larger in scope than I was expecting. I have begun the daily chal-
lenge of mastering the material one bite-sized chunk at a time.

The next set of goals is about family. My immediate family
and I have returned to live closer to extended family with the
intention of spending more time together. The pandemic threw
a monkey wrench in that idea for a time. And while we are meet-
ing together virtually for birthdays and other celebrations my
next goal is to plan a full family reunion — it will be two to three
years out. We've done two in the last ten years, and from experi-
ence, I know that they require a lot of planning and coordination.
However, the time it takes to plan is well worth the memories
and enjoyment that come from making time for your family. The
next is, once it is safe to do so, have both my parents and my
husband's parents over for dinner twice a month. The last family
goal is a continuation of a previous goal that I will stay in weekly

contact with my siblings and parents. If there is one thing that
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By Laura White HR Coordinator | ECONET
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the last year has reminded me of it's that time with loved ones
is precious. It's easier to make time to support my husband and
children because I'm with them on a daily basis. Making time for
my extended family takes more thought and prioritization.

My last goals are more about working on internal peace and
satisfaction. Some hobbies were temporarily put aside in pursuit
of my previous goals. I am happily putting time for music prac-
tice back in my life. I've only had a couple of years of lessons, and
while I know I will never be a famous concert pianist, playing the
piano brings me great joy. Taking time to practice and play mul-
tiple times weekly is thrilling. My goal is to learn and memorize
several new musical numbers per year. This last personal goal is
to journal more over the next five years. It will come together in
two parts. The first is a back and forth journal with each of my
children. We write to each other about every 7-10 days. My goal
was to find a new way to connect with them, share family stories
and hopefully inspire and uplift them. Although thus far I believe
they have inspired me more than I have inspired them. The sec-
ond is a Gratitude-journal. Harvard Health Publishing had stud-
ies that have shown being thankful can help people feel more
positive, savor good experiences, and improve your health. In an
effort to take advantage of those benefits, 'm going to look for
and record daily what I am grateful for.

Dreams are something you create in your mind that can be
diaphanous, and they take any shape or form, while goals re-
quire action and a plan. For me, with goals a lot of focus and
attention is required. I look forward to turning these aspirations

and dreams into finished and realized goals.
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ECONETian

Being
a part of

the UNIGEN

Science has always been of special significance in my life, specifi-

cally biology. I knew early on that I wanted to do something related
to science in my future and it was because of this that I pursued my
bachelor's degree in biology at Pacific Lutheran University. I am now
utilizing my education and knowledge as a team member in the pre-
clinical Research and Development group at UNIGEN, helping to
advance new biological models related to joint health and immune
function. During my time here, I have found a love for pre-clinical
research and exploring the health benefits of natural products — of
which has inspired me to continue my career in this field. As I gain
experience with UNIGEN for the next few years, I hope to strengthen
my understandings of scientific models and pre-clinical procedures
and apply to graduate programs related to my area of interest i.e. im-
munology, molecular pathology, inflammation etc. By working hard
with my team at UNIGEN, I get closer every day to achieving this goal
— learning from my supervisors, participating in biological research,
and providing my personal experience to the R&D team.

Being a part of the UNIGEN family is special, everyone is exception-
ally caring and willing to help with anything. It is heart-warming to
know that there is always someone to help solve a problem and work
together to come up with a solution. This team represents everything
that I want to be in the next 5 years, and I would wish to return with a
decorated PhD and provide my experience as well as my newfound
expertise. But, until then, I am working hard every day as a research
associate to get closer to my goal — soaking up information and pro-
viding my services in the pre-clinical laboratory. I am very grateful for
my opportunity here and am excited to continue being a part of the
R&D family. As I learn and grow here, I wish to help UNIGEN grow as
well, presently and in the future.
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:.. By Jessica Cross Research Associate | Unigen
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ECONETian

Goals are very important to me because they provide a sense
of purpose and added motivation for personal or professional
fulfillment. 2020 was extremely challenging for me due to the
uncertainty surrounding every aspect of life. The chaos of the year
forced me to adjust my goals for the foreseeable future.

Fortunately, the SMART (Specific, Measurable, Attainable,
Relevant, Time-bound) model for goal-setting is a helpful guide
during times when our goals meet unexpected or unfair opposi-
tion. I learned about the SMART model during my time as a Public
Relations student at Utah State University. This model allowed me
to create goals that are both reasonable and worthwhile for my
academic career and propelled me to success. I believe this model
can help anyone who may struggle with goal-setting to get orga-
nized and move in the right direction for personal fulfillment.

Although I haven't been an employee with Univera for very
long, I have enjoyed my time here a tremendous amount. The
challenge of transitioning away from the MLM model to eCom-
merce has been a lot of fun and hard work for the digital market-
ing team. I've learned so much in such a short amount of time
here at Univera and I'm so thrilled to be part of this amazing com-
pany and culture.

As far as current goals are concerned for me, I'm always doing
my best to continue learning everything I can about digital mar-
keting and advertising. I want my time at Univera to be a learning
experience where I can expand my leadership and digital market-
ing skills. I believe we have incredible potential as a marketing
team for the finest aloe vera company in the world!

As we continue to work on strategy and tactics eCommerce
success, we will be able to develop SMART goals that allow us to
measure our ability to grow the brand and become the best eCom-
merce company we can be. I am looking forward to doing every-
thing I can to successfully promote Univera in the eCommerce
world and grow as a leader and digital marketing professional.

By Ben Fordham Digital Marketing Specialist | Univera
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Alo largo de estos 10 afios de trabajo en Aloecorp de México, he visto
como la empresa ha crecido y ha expandido el mercado de aloe vera a
nivel mundial, llevando lo mejor de la naturaleza a la humanidad.

El aloe vera, una planta con incontables beneficios y propiedades, se
ha convertido en un gran ejemplo de como la naturaleza puede propor-
cionarnos un recursos de gran valor para el ser humano. Sus aplicaciones
crecen cada dia, siendo la comunidad cientifica un sector muy intere-
sado en sus componentes activos, los cuales, pueden ayudar a curar
enfermedades, fortalecer el organismo o incluso ser una fuente rica en
nutrientes para productos alimenticios.

El escenario actual, muy afectado por el coronavirus, ha tenido un
gran impacto en el mercado, sin embargo, Aloecorp ha permanecido
fuerte, y proporcionando productos con aplicaciones para el cuidado
personal, ingredientes para articulos desinfectantes, entre otros, con-
tribuyendo a la prevencion de esta enfermedad.

Sé que Aloecorp y el corporativo son, y continuaran siendo en el fu-
turo, quienes encabecen el mercado de aloe vera a nivel mundial. Los
productos que comercializan, no solo cumplen con altos estandares de
Calidad e Inocuidad alimentaria, sino que también, cuentan con un so-
porte cientifico y estudios que avalan todos los beneficios que aporta el
aloe vera.

Asi mismo, veo que el corporativo seguira expandiéndose durante el
2021y afios siguientes, a través de Aloecorp de la Peninsula y de la espe-
cializacién de operaciones en México y en Estados Unidos.

Estoy muy agradecido con el corporativo y con todos sus integrantes,
quienes siempre han sido buenos compafieros, amigos, colegas, guias
y lideres en el emprendimiento de nuevos proyectos y en el logro de las
metas planteadas.

Como lider del area de Control de Calidad, mi suefio a corto plazo es
contar con un laboratorio de analisis acreditado, donde se formen per-
sonas de calidad, en los aspectos analitico y humano, estandarizando las
metodologias de andlisis a los requerimientos actuales y emergentes, y
proporcionando una base cientifica para la toma de decisiones y la me-
jora continua.
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By Aldo René Gonzalez Rodriguez

Gerente de Control de Calidad de Aloecorp México
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Dentro
de los
siguientes

L\// 7 \
By Miguel Angel Ant|mo Mireles

Programador de Produccion y control de Inventarios de Aloecorp México
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Quiero ser un hombre exitoso tanto profesional como personalmente. A= 2ojA o 2} 7lolA o 7 AlFet Algho] F a1 Al
Durante ese tiempo, recopilar mas experiencias y conocimientos que o] 7|17+ E<tk dmsl Algto] Bt E20] Tl e ey %]
me ayuden a ser un hombre sabio y aplicar esa sabiduria a la mejora de -

mi persona dentro y fuera de mi trabajo.

Quiero estar en una posicion laboral en la cual pueda explotar mas mi Aol AR E S el ALl A 3 2 53
potencial y aportarlo a la empresa en actividades diarias y de mejora, al 3Atel] 7148 ZUTE S]AF HollA] Al7F 2R 2|4s wsdte =2
igual aportar a la ayuda del desarrollo de trabajadores mediante la ense- %] 21 E0] A&k 7fdlol] £2-8 = AL ‘Q&} o ZAZ )
fianza de mis conocimientos dentro de la empresa. w3t gk 51 oyl olulel &) 5Ak) 3 = o}=3} 3

Al igual, dentro de los siguientes 5 afios me veo viajando con mi es-
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posa e hijos actualmente un nifio de 3 afios y otro nifio de 5 afios, por
il

. . - ~ . 2] WA S
los lugares mas bonitos de México para conocerlos en compafia de mi SEREAT
familia. Al igual como conoci muchos lugares bonitos en USA quiero ex- SE% il %}"—‘1'5“13—’ AFUTE

plorar México. TR A 1S XS A 2 Qd], Al B 9 5l
Tengo el Proyecto de la construccion de mi casa el cual, mi meta, es que Well o] AS 913k ARl ARFS Al ACTE

dentro los préximos afos esté terminada hasta el mas minimo detalle.

Lo mas importante, mejorar mi salud para cuando mis metas se cum-
plan ya sean dentro de 5 afios o antes, estar completamente saludables & P lsl VS st S Uil e 7kt g

para llevarlas a cabo dentro de la empresa y con mi familia. A BEEE olE F YEE A7 HEHE fR5h= AdUTh
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Vision
Personal
a Futuro

By Walter Miguel Gomez Desilos Gerente de Campo de Aloecorp México
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Soy una persona con ideales, compromisos propios, con aciertos y AP} A B 7R AR
desaciertos, con cualidades y defectos. A= 3|4 7 7e1gt ofR|o| 7] %3k A FE-S Eaf ATkel gk
¢Hacia dénde voy? o g7, AA, SA, AN ATolehe ARE el Lol
Voy hacia la cumbre del éxito, tanto como espiritual, mental, fisica .
. , . . L AFUT
y emocionalmente a través de mis estudios con sacrificio, actitud de
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para lograr mis objetivos, cumplir mis propositos, poder brindarles un
ek BEg Pyehs Alto] K3 Ak

mejor futuro a mis hijos, familia, por medio de mi trabajo y esfuerzo, =

logrando una mejor calidad de vida, con una vida familiar estable, es- HEQ10 24 A o 2w off] 7R njgS 2k gRlelal

posa, hijos, casa, coche. S 74 = AR, TEl3 RE ARARE gle] AES B3 vl
Como profesional seguir siendo una persona competitiva llena de 2.2 Hjgro 2 ARrole] xzo| A)EE 7HE TATRE d4El=

virtudes, honesta, trabajadora, conquistadora de todo reto que se me

presente en mi camino, aprendiendo de cada detalle y experiencia de

vida. 2o mM A sAte] Exs QAskaL ate] 7ol g8k

Como empleado deseo seguir demostrando mis cualidades en Bl 83t g5 oA Zba0 24 o R w JJAlolx] A9 5
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esta empresa, que te apoya perfectamente con las herramientas 7} x}2-8- 91=a] 1}z 4= 9).
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necesarias para lograr nuestros y sus objetivos, que lleven a la em-
presa a cumplir sus expectativas.
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Farmer’s

As I look forward to the next five years, I personally wish to
continue living a simple life alongside my family doing what I
love...farming. My goal is to ensure that Hilltop Gardens be-
comes self- sustaining by establishing a highly productive or-
ganic farm with a focus on soil health.

My hope for society and country is that we allow faith back
into our daily lives which in turn will bring us peace and unity.

While I continue to follow in my father’s footsteps by fol-
lowing traditional “old school” farming practices, I am open to
learning and incorporating new technology into my manage-
ment practices.

Five years from now I would like to be on the brink of retire-
ment at which time my wife, Lynda and I can enjoy more time
with our grandkids. I hope to have developed Hilltop Gardens
farm operations into the standard by which other ECONET farms
can strive to become. My priority has been and will always be
soil health and its enrichment so that we can continue “Bringing
the Best of Nature to Humankind”. I draw inspiration from "A
Farmer’s Prayer” by Ronald L. Knox which hangs in my office that
reminds us to always be good stewards of our land so that we
may pass on to our children our greatest natural resource. The
legacy I'leave behind is simple, my hope is that Hilltop Gardens is
a better place when I leave than it was when I arrived.

By Andres Cruz Farm Manager | Hilltop Gardens
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as a Team

I'would like to see this company grow with the rest of the corpora-
tion, thrive and be known as a pioneer on implementing this unique
task of processing whole purified Leaf. I want to be part of the goals
and success through gathering data, research and developing new
processes, gather and share information, implement past experiences
on the related field to accomplish our goals.

I hope to see changes in the culture of our country, be part of
social, economic and cultural equality, make a difference everyday
through communication and dialogue with one another, and make
the community aware of our differences and willingness to be part
of it.

I believe that communication and be open minded to all different
ways of thinking, culture and social status, realize and understand
other people’s differences and way of thinking, be involved in the
community, support good causes that make a difference. This is my
life philosophy.

I'm looking forward to better myself, get to know more about this
company, their goals and culture therefore be ready and willing to
share ideas, be part of the goals, accomplishments and solutions to
further the success of all as one company that brings the best of their
employees to the world.

That is why I am preparing myself and helping prepare other to be
successful during everyday operations, learning from our experience
(good or bad) and implement measures that will put us on the right
path to reach our expectations, have open communication up and
down the organization, be open and honest, avoid any visible risk and
execute best practices to lead us and help us accomplish our goals
and expectations.

I'am extremely thrilled to achieve the goals as a team.
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By Arturo Rosales Production Manager | Hilltop Gardens
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ECONETian

My Goals
for job and
family "

for the next
five years

oto & 513 Eot
e} siatel 7o) 7

In 2026, 5 years from now, ECONET will celebrate its 50t an-
niversary. This was not an easy milestone for the company. We
have grown much and faced many crises, but in the end, we all
came together as ECONETians to overcome these obstacles to-
gether.

Now, we find the world ravaged by COVID-19. Rather, thank-
fully, Naturetech can turn this crisis into opportunity to grow
even further in our mission to safeguard people’s health. Mak-
ing this opportunity as a basis for our growth 5 or 10 years from
now and partaking as a member of such growth will allow us to
create positive results for the company and us.

As I know that the peace at home is a necessary condition for
my dedication to the company, I want to list the goals I want to

achieve for my family and myself.

1. Achieve sales growth for a solid production line in Production
Part 2.

2. Make and complete a 100-item bucket list.

3. Reduce and eventually abstain from alcohol.

4. Drop my weight below 70 kg.

5. Help the members enhance their skills.

6. Create a unified, fun, family-like atmosphere in Production
Part 2.

7.0wn a house with an area of 130-160 m2.

8. Achieve servant leadership.

I hope these goals would help me, my family, and my work-
place grow and lead to a happy life.

By Sang Ki Yun Production Part Manager | Naturetech
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ECONETian

Turn Crisis into
Opportunity

by Efforts

of the next
five years

59 FH|= $71E 713=

A company’s 50t anniversary is a foothold on which the company
prepares for its 100t anniversary. The average life expectancy of
humanity was only around 20 years in ancient Rome, but now, it is
expected to reach 90 years in 2040. On the other hand, the average
life expectancy of the S&P 500 large companies was 67 years in the
1920s. However, it has dropped to 15 years in the 2020s, a decrease
of 78%. According to Oh Tae-heon, Professor of Japanese Studies at
Kyung Hee Cyber University, in his 2017 research paper, “A Compara-
tive Study of Korean and Japanese Long-lived Companies,” the aver-
age life expectancy of Korean enterprises is about 20 years. Only 16
out of 100 top Korean enterprises in 1965 survived 30 years later. This
occurs because the competition between enterprises has become
stronger at a rapidly increasing rate, while customer demands have
become even more complex. Moreover, in 2020, a global pandemic
caused by COVID-19 has stopped us in our tracks.

I joined Unigen at the 30t anniversary of ECONET and worked for
15 years until I reached my current post at Naturetech. ECONET has
had to face and adapt to a series of crises and opportunities. The
most surefire way to seize the opportunity and grow from a problem
is to respond to management crisis preemptively with a clear vision
and mission. Considering the current state of the world’s economy,
ECONET currently strives to present a preemptive response to the
COVID-19 crisis and other factors and is in an excellent position to
prepare within the next 5 years for its 100th anniversary.

As members of ECONET, what should we do to help manage this
crisis? So far, I have played my part in overcoming situations by doing
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By Bo Soo Lee Laboratory Team member | Naturetech
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my best to fulfill my role in the company’s strategy. Now, I find myself
in a leadership position, where I lead efforts in responding preemp-
tively to crises. For me, the competencies which a good leader must
have are expertise and discipline in oneself.

Crises do not arise out of the empty void. Response to external cri-

o

ses takes the form of routine “prevention,” “response” after an event,
and reverting again to routine “prevention.” An effective response to
issues requires expertise. As such, my first goal, then, is to learn and
acquire more knowledge for the next 100 years.

We manage our activities through a series of regulations, which
help us prevent external and internal crises. When such crises arise,
they come from us not adhering to these regulations. As ranks and
responsibilities mount, good leaders become sterner to themselves,
adhere to regulations, lower themselves, and lead by example for
further prevention. Hence, the second goal is to become a leader that
can lower and be stern to oneself and lead by example.

I have already completed the first half of my life. Currently, I am pre-
paring for the second half, while ECONET is preparing for its 100th an-
niversary. During this time of new challenges and beginnings, I strive
to do good as a member of a natural product company, staying true
to the proud goal to "bring the best of nature to humankind” while re-
maining unshackled to past experiences, challenging with passion, and
responding preemptively to crises as a core leader of the company.

In conclusion, I hope that all our ECONET members can gather our ca-
pabilities to establish the wisdom of a centennial enterprise for the next
5 years to become a global centennial company in the next 50 years.
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ECONETian

My Goals
as a QC Team
Manager
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In December 2015, a freezing winter, I joined Naturetech. It's been
five years since then. I still remember my awkward greetings in a suit
like it was yesterday, but many things have happened in the last five
years as we look back. I entered the company as a member of cos-
metics QC, transferred to functional foods QC, and was promoted to
a team manager.

My plan for the Naturetech QC Team to prepare us for further
growth in the next five years contains two core goals.

The first goal is quality improvement.

As the functional foods and cosmetics industries continue to
boom, we face even greater competition from the sheer number of
new competitors in the market. To survive in this intense competition
period, we have to possess a unique weapon of our own, that is, good
quality. Without good quality as our foundation, we cannot survive
the competition with other companies. Thus, we will continue to stay
true to the basics while always being on the lookout for benchmark-
ing and different ways to improve our quality status.

The second goal is nurturing and strengthening our human re-
source competence.

Naturetech's QC Team comprises 15 members divided into 5 parts
(functional foods, cosmetics, packaging, mechanical analysis, micro-
organisms). Because our specialties tend to be broad, we find it chal-
lenging to find suitable talents for work when there are any absences.
It also takes a long time for trainees to fit into their roles, even after
hiring. Thus, we have a significant need for multiskilled members.
Through internal training and regular task circulation, we aim to train
multiskilled members who can step up in others’ absence.

We pledge to prepare for the next great leap forward, serving as a
strong foundation for ECONET for the next five years. Moreover, we
look forward to your goodwill and encouragement and hope that
your year will be as strong and healthy as this year's zodiac, the white

bull. Thank you.
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By Je Wook Yoo QC Team Manager | Naturetech
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ECONETian

Looking
forward to

the 50th
anniversary

of ECONET, 2026

2026,
oA Z4l 5073 7]l

My first day in the company was on April 1, 2016, ECONET's
40t anniversary. Then, I was fresh out of school, feeling tense
anticipation. Fast forward a decade, I will be celebrating my 10t
anniversary in ECONET, coinciding with ECONET's 50t anniver-
sary on April 1, 2026.

Five years is a long time but not nearly enough for an office
worker; nevertheless, it was a time of rich learning and experi-
ence for me. The past 5 years have done so much for me; how
much more fruitful could ECONET's 40-year history have been?
Moreover, how much further would we grow in the next 50
years?

My wish for ECONET's 50t anniversary has three outcomes.
First, that ECONET's aloe would become world-renowned
materials and products. I long to see the equation of "Aloe =
ECONET" established among Korean customers, with our prod-
ucts' active sales extending worldwide. Second, I want to see
ECONET's on- and off-line authorized distributors become rec-
ognized as communities that offer not only products but also
wellness experiences. Third and finally, [ hope to see a corporate
training facility established so that our fellow ECONETians will
have a place to learn, rest, and experience wellness themselves.

I once read a statistic that said only 0.23% of enterprises
make it past the 50t year. That is, a company surviving and
growing throughout half a century is an achievement in itself, a
source of pride.

Let us wait 5 more years for the 50t anniversary.

I hope these years will become a time for ECONETians to
dream and grow together in "a community where all can share
purpose, dreams & happiness together.”

By Yang Hee Park Material Research Team | Unlvera Korea
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ECONETian

In 2026,
Iam...

2026139 Y=

Ready to head out, I put my coat on and felt something in
my pocket—a face mask. How did it get there? It recalled to
me the year of 2020. Indeed, we wore more face masks that
year than we have ever worn. I joined Univera then as a new
hire, with a face mask on during my interview. Looking back, I
recall two pieces of advice I have heard: first was to learn and
internalize my seniors’ strengths and, second, to continue
communicating throughout the work process. I wasn't a fast
worker to begin with, but such advice has helped me expe-
dite my work process early on in my career and grow in other
areas. If  am now to give advice to others, I would say that
one should build a habit of asking oneself constantly. "Am I a
person who can offer advice to others? Do I have strengths
that others may wish to learn from?” and so on.

A running joke in the company is that every third year of
your career is marked by a crisis, but equally, an enterprise
faces a crisis monthly. After all, it has to create enough profit
to pay its employees and continue its business. However,
Univera Korea has continued to thrive for half a century in the
wellness market. This year marks Univera's 50t anniversary
and the 20t year since it assumed its present name. Such a
long history gives Univera's members a sense of pride. I will
continue to work with that sense of pride to establish the
connection between immunities and aloe, and aloe and Uni-
vera. When that becomes a reality, we will be witnesses to the
moment when the letters U, n, i, v, e, 1, and a will be instantly
recognized.
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ECONETian

Coexistence
I imagine

Coexistence: My first day at ECONET Center was on June 1, 2005,
and my first impression of the space was that it showed “coexis-
tence.” A handsome building amid Seongsu-dong surrounded by
stark contrast, from the noisy and busy Seongsu Station to the quiet
and peaceful Seongsu Park, singing birds and grey, faded factory
walls—such was ECONET Center for me. My black suit embodied
my sense of dedication and mission in beginning anew in a differ-
ent place. My footsteps creaked as I climbed the shiny wooden
staircase. Strange tension overcame me as I sat in the office, hearing
the endless ringing of phones and flurry of my seniors’ voices.

Jeong Eui-seon, a fresh 28-year-old hire, interpreted all of this as
“coexistence” and felt great anticipation from it.

Unfamiliarity: After 16 years, in January 2021, I stand as Team
Leader but still occupy the same corner on the 5t floor of the
ECONET Center, sitting in front of my laptop as usual. I am now a
middle-aged man in his 40s. Today, Seongsu-dong is one of Seoul's
hottest hangouts, and ECONET Center is now amid high-rises.
Univera Korea products are now sold in home shopping channels
and offered in China through Tmall, and the company discusses the
integration of e-commerce and door-to-door sales. Staff members
now refer to each other as Mr. or Ms.

It is unfamiliar, but becomes familiar soon...in 2026. That is five
years later.

Coexistence again: I now imagine what the Univera Korea is
going to be in 50t anniversary. All its business areas will connect
seamlessly and naturally. Door-to-door sales will be clad in digital
form, TV home shopping will expand to e-commerce and H&B
stores, and a stable synergy structure will be built accordingly. Its
global efforts will also utilize selective focus to establish leading
business models. Moreover, staff members will create harmony with
their surroundings.

I dream of our company of romantic “coexistence” five years
hence.

By Eui Seon Jeong Manager | Global Business Team | Univera Korea
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ECONETian

When
ECONET 50th
Anniversary

comes
in 2026
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It has been three months since I entered the company as a part of
the Plant Library R&D Team. Looking back in the COVID-19-racked
2020, I also had several milestones, one of which was landing a new
job, a challenge for many office workers.

During my interview, the President posed a question I remember
particularly well: "Why do you want to join this company?” Out of
multiple questions, that stayed with me the longest. I answered
without much hesitation. “I want to release products that reflect my
thoughts.” Currently, I am taking that vow into my hands as a mem-
ber of R&D team.

I am sure that this year will be a meaningful one for me, as we are
waiting for the release of our company'’s very first product, which
is my first product, the Immune Edition. I hope this marks a strong
beginning for us as we endeavor to showcase various products that
could promote the Plant Library. Moreover, I hope that the day comes
when we fulfill our customers' needs and establish ourselves as or-
ganic product market leaders. Hopefully, in five years, we can export
our excellent products, made with premium materials, to the world.

I can picture an ideal company in my mind—a place where its
competence grows with those of its members. I seek to create
a synergy between the company’'s growth and the individuals’
growth. In particular, I will strive to improve my foreign language
skills to ensure adequate communication amid the global direction
that the Plant Library is taking. I also want to grow as a true expert
who can be entrusted with registering UNIGEN USA's excellent
materials to allow them to enter Korea. When accumulated, these
efforts will hopefully bring me to the position of my team leaders
now, guiding me and caring for my well-being, so that I can do the
same to our members. As long as we continue working together, 1
am confident that our company will grow 10 times its current size.
Ultimately, I hope that the 11 current UNIGEN and Plant Library

members will remain with us when we reach that milestone.
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By Eui Jeong Nam R&D Team | Unigen Korea & Plant library healthcare Inc.
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ECONETian

My Dream

of ECONET

50th Anniversary,
2026 as

an ECONETian
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As an ECONETian, I cannot help but feel the anticipation as I dream
of the next five years.

I became an ECONETian in 2011, and this year marks my 10t as a
part of ECONET. Time sure flies.

When I look back to the things that I have done as an ECONETian
for the last 10 years, I feel shame rather than a sense of achievement.
Ten years is said to be enough to change the landscape, but what
have I done as lived through the world's rapid changes in that time? I
feel nothing but shame because of my failure to innovate.

However, I now want to put these lingering regrets behind me and
think of my dream and the future of ECONET of its 50t anniversary in
2026.

First, I hope that ECONET will continue to prosper for the next 100
years and beyond. I remember that we at ECONET Holdings studied
the world’s old enterprises that have survived for more than 100
years to see what contributed to their longevity. Then, we discovered
that they stayed true to their founding philosophies and worked to
develop such philosophies further. With ECONET, I believe that our
corporate philosophy speaks to universal values that hold true across
the past, present, and future.

Second, in relation to my own work, I hope that ECONET will per-
fect its financial structure so that it can support any new challenges
in a robust manner, and based on this financial strength, I hope that
ECONET will be able to share its prosperity with its members.

Third and last, although I will be in my 50s in 5 years, I hope that I will
not be in my 50s in my mind. (I apologize to my seniors, as I am afraid
that I will no longer have the drive of youth.) Perhaps in contrast to the
above goal, I also hope that the experiences, knowledge, and insights
that I have accumulated over my life will be put to good use so that I do
not disappoint the people I love through my decisions and actions. This
is a challenging task, but I have always lived with this goal in mind.

Ultimately, I hope that the dreams of all our ECONETians will come

true in the next five years.

By Jungkwon Lee CFO | ECONET Holdings
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ECONETian

Might I
become

an old-timer
after 5 years?

Ijoined this company in July 1992. After a short stint in the research
lab as an accountant, I spent my entire career with the secretary team.
I am celebrating my 29t year with the company, just a year short of
my 30t anniversary. Currently, I am one of ECONET's longest-serving
employees, but I do not feel that I excel in any way. Nevertheless, I
may be able to tell our company’s story in more detail than others.
Yes, this is the story that I could share with our juniors on the 50t an-
niversary of ECONET in 2026.

"Back when I first joined the company, I knew almost nothing about
aloe. At that time, most people were ignorant about health supple-
ments. Some people that they were a cure-all, but were eventually
disappointed at poor quality. However, how did that result in a boom
for aloe as a healthy functional food, and how did the company grow
drastically? Back then, everything was in much worse condition, and
we were much poorer and smaller, yet our growth was much faster.
How was that possible? To answer this, I first have to tell the story of
Late Chairman Yunho Lee, who embodied a daring and pioneering
spirit. Even when we were struggling, he made sure to devote at least
3% of our sales to aloe R&D. He also came up with the establishment
of Korea Health Supplement Association and served as its first and
second chairman, developing a regulatory system and policies that
supported it. He then established Aloecorp in the United States, the
most optimal space for aloe cultivation, to guarantee a large supply of
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By Kyungah Oh General Manager | ECONET Holdings Secretary team

2| 0t HIME 27 | ofmsET~

ths 19921 79l Atsto] Aataellr] ] 7Rl dslate S H]
Aol ZFgsuek 181al By oAl 20dAk2 2R 30d0]
o} Al ZMlolM 7SRk sl U F5E3] 2 ok A A 1
i SRS A F-2] BAtell thar] T AlERT a2 e olof
2 o A eFe7H AT 22, 2026 ol =2Hl 5050 &
Wt SElElAl & 4= s ol o7 1S mle] SRS
I A AR U gzl el 2 Extauth ZE AlEEE

olehal shi W2 F4, TSR] AL el st Al

. T1d] of A Lzell7t ol HaL St A AR e
DNS7H? AT B Aol 2 1 Gefgt el FEoAIE o
AL A9 i B wd ¢ gl e AR 09l A S v uRt

o, slol7ke? obRelw AZGHT) olels slge] dle wiss 5
2 &l

N

to wu K
=Dl

32

3
[

1}\].
HZ

o

r
b

1>
s

)

N
~

¢
0.

o)
32
o oy
L
v
[
)

She A 2FUtt dvidE =R NS Fa A3kl A4 Azt
ATl Eelal AFu ofgtE W viEe] 3% olde Lol Aok
7ikel] FrEs] AR AU B AR 24E-S dEl7] el gl

g A =5 gulskiEHch
A7 OAA] ghal e YsE 2 ghasiaal 2o HA A
A, vl SA B skl SRS Al gAg 7=

BIASOIN FENEE A5ste] s AZIRle] 2178 AdA)

Al
R
re
kA
ok
>,
2
T
o
i)
SE

I




high-quality materials. A certification from the International Aloe Sci-
ence Council (IASC) established the basis of our ascent to become the
world's beat aloe supplier, but that is not all. Most importantly, Chair-
man Lee was a man who loved nature and strived to protect it, prac-
ticed love and sharing, and extended politeness and gentleness to all.

I began working under him in my early 20s, and I remember that
he was saddened by a wilting flower that had not been watered when
he went on a business trip. After that, I began to look after the plants
as he did. T also recall him teaching his grandchild to give things to an-
other person (me, at that time) using two hands as a courteous ges-
ture. When his acquaintance in need dropped by at his office without
notice a few times, Chairman Lee gave him an envelope of money,
not disregarding his difficulties. Once in a while, he used to give the
women in the office allowance to go to the movies.”

Upon sharing this, I feel like an old-timer reminiscing about the old
days. However, these memories acted as anchors that bolstered my
strength until today. On the 50t anniversary in 2026, I will continue to
do so. Back when everything was challenging and dreary, a man act-
ed with love and generosity, with eyes always set on the horizon for
the new. Although we find ourselves in great difficulty with the pan-
demic, perhaps we can do the same and look out for our colleagues
and step forward with a bold spirit rather than shift the blame to the

circumstances.
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ECONETian

My Wish
to face
the year
of 2026
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My relationship with ECONET began in 2003, just after graduation.
I was introduced to Namyang Aloe (dba Univera) as one of our clients
and had partaken in the distributor training to monitor. I still remember
the impression I had back then. Working on the project with ECONET
headquarters, I saw ECONET's cadre collaborating to think of new lead-
ership methods, sharing their experience in a workshop in Russia, and
dreaming of the future, and other members of ECONET gathered in a
hall of Jincheon Plant for a training session. “Is there another company
in the world that demanded their cadre think and discuss in that way,
and which company taught its employees such knowledge?” It left an
impression on me, who was fresh out of college at that time. And then,
fast forward to 2008. I was thinking of seeking a different job and found
a posting for HR officer in ECONET HQ. That is more than a decade ago.

I joined the company as a HR officer, but my responsibilities kept ex-
panding to education, the company newsletter, human resources (HR)
evaluation, corporate culture, policy, etc. The past 10 years in ECONET
taught me that as my knowledge expands, the things which I am un-
aware of also multiplys. I overcame some difficulties with my seniors’
strict guidance, while my juniors' support helped me conquer other
setbacks. The moments when I felt proud, shameful of my mistakes, and
remorseful for my hard work culminated in today’s version of myself.

HR is a field for everyone to talk about without reserve, as the things
we do in HR can be immediately felt by the company’s members. The
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By Minsun Kim General Manager | HR Team | ECONET Holdings
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errors are apparent to the observers, and their preferences are clear.
Others do things differently. Despite all these, there are no clear an-
swers for me, which makes me think about the solution many times.
These days, I sometimes find myself struggling or being cautious
toward things I had taken lightly in the past, because I know that my
decisions affect many colleagues, and their effects may be produced
immediately or a few years later at last. I think back to the things I have
heard about ECONET's changes, the exciting experiences that engraved
marks on my mind, and the wishes toward the company’s future in the
things I have done and are doing currently. Hence, I also feel a greater
sense of responsibility.

Despite our shortcomings, I am inclined to think that we have worked
hard to find the answers that speak to our present situation with the
people we work with. Moreover, I know that I will continue this in the
future as well. I understand that we cannot work alone, and the things
we do are not ends in themselves but merely process to another conclu-
sion. Difficulties and setbacks will arrive, and some nights will be spent in
tears. However, I hope that despite all that, we continue to take steps in
a better direction. I hope that we can flourish in 2026 on strong bedrock
built from better decisions and choices. I wish to have confidence that
we will be heading in the right direction and, if possible, share this with
others. Ultimately, what could be better than being respected by my ju-

niors as their role model?
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By Koo Ke-Feng Manufacturing Manager | Manufacturing Department | Aloecorp China
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As a Spearhead
of Innovation
for the next five years

S gale] el A

ERA—BET, RROFNZBZIEMIES R ERATA, BAR
RYHGLE—dl; DU RRIENMI Xt AREE, St
FRAERBE ZEENMTRURNERB TR, hRIRZTHFE
o

EAERE, RENAFNHERRZNESNEEE, BN IR
W ARZNEIFRENER, DI BIINTRE—, BAS, KER
S, HELERBRBEAE], MR2021FUERBKARNHEETH
A, ARANEFEDBERARE, FitIEeEERNE: OBdkE
WETZ, REMEFTWTHKE, FalZE]: THKE, MNMEEs
RLRBIRAE; @A ESHEER, BRRS ™ EMRALAN,
ME R A THAMERLT™ MM ART AWK, Qe T2
miE, REWETRNTRSES; @EWE JERERETRMT
7, FRH; ORE ELEFIRTIN. BT 2 A0SR
BERIFANEE, AERA RERE RRAVER.
RENAFERTHIESHEL, B— M EREL BETEIHNASF, &
AR ETFAAR RERELH, FANSHIMENERRFNTZ
BIRNARRYIT R, T EMRELERERBNNN, BIMEHEF
ERFREVEEGZE R MR RIS, AdISENFENEN, & \c’
LBR|2025F RERTERRARIMC M L, BB AT ATT Lo
M2024FEd I EF IR ERR. RIERR. FERAMEELM,
HREEREFARER RN, BRELZSE,
REEFH, ALTEVE, NEERE/LEE! HEZIMENSEARRE
L BXARREDESE TERARAEMEENESR, MEENE
BTEEMENRE! RRNWAFRE T TR

60 ECONET WAY



For the next five years, my dream is for the company to thrive, grow,
and take first place in the natural products market. I wish that our com-
pany will attain excellent welfare and corporate culture and become the
most admired happy workplace by potential recruits worldwide.

The next five years are a mixture of risk and opportunity for me. The
company is in an unstable situation, but it must certainly endure more
significant challenges to see a brighter future. These include an unstable
market hold, weakened competitiveness due to high costs, and high reli-
ance on affiliates. In particular, if affiliate sales disappear after 2021, our
sales figures are expected to take a huge plunge. Thus, the following
steps must be prioritized in solving these problems.

The first is to reduce unit costs by improving production processes and,
in particular, 1:1 yield.

The second is to use facility automation to reduce labor costs and in-
crease efficiency.

The third is to acquire product competitiveness through the improved
production process and increased product quality.

The fourth is to develop new corporate customers and expand sales in
new markets.

The fifth and last is to strive to reduce expenditure for cost reduction.

We must work hard to establish a stable basis for the company’s future
management and operations. The next five years are filled with opportu-
nities and challenges, serving as our time for innovation and effort. The
company’s survival and development hinge on innovation now. Thus, we
must develop high-value natural products that become more responsive
to the market demands to continue growth. I hope that our R&D efforts
will allow us to release at least 3-5 natural products in the market within
this period, add new life to the company, and achieve a total production
of USD 200 million and a net profit of USD 50 million by the end of 2025.
From 2024 onward, we will start working on specialty medical foods,
health functional foods, and cosmetics R&D, which will drive the com-
pany's future growth and competitiveness.

In China, we say, "Even though the flowers may bloom again, one'’s
youth cannot be returned to; in the same way, one must seize the oppor-
tunity at its right time.” I do not have all the answers to the problems we
face, but I have the courage to face them head-on. This makes me con-

fident that I can seize an opportunity at its right time. The next five years

will be a time of innovation for me.

orom 5 ool Fe Sk MAskaL Fste] AAE A 1
91 71gjo] B Ak SAte] Heleh S5 78] ok A A
AR o] :,l,ueL SRl PRI 2Pgo] H= AT
Aol eko. 2 538 giglol 71SIIe, SR Al 2
510 A2 A 100 P 9 04 ) ek D
AF e W2 AT 293 ok B WA} JEES FRah

& AUk 53] 2021 o] AL vjZo] Glold whEo] F23
stetel Blo.2 AUt ol BAlE SEek] 98 ke AR ¢
A Zgefot stk AYziehgck
Sht ik 7 B 2 A 08 59 1l e wel e
A A,

£ AFES} 012 B Q] 7k 9 S BL
AN A A AFEL P N AEV 8,

oA AR ] ) e,

oh, 97 e Slel A% 9 Slet e

Pt A 2P 5 YEs BE RS s1eo] G WS SI)
A 718kE shlalof vk, shoz sde 7)slsh wo 2 /s
2} 9lom, 1213} 839] sido]
Ae S Slzalok Shiek A1 2] F& A 18P 2
AFS ATlolst SAbt A 02 AT S Gk A7)

2 %3] 5 oluell Ha: 3-57e] A AF-L APl 243k 7]

ol Al oS Roldn 20253 W) 3 A4 A7) 29] B
& Z3eblE A 20495
Bl B4 SJBAE AAE BRAE SE AT ] 248

of sAje] 21479 el geo] Hlo} Sile] AL A

l

F

m'r‘

Tl ofd ol lFyTh 3ol Tl Jl= E AR AR

of ofed APe B B0l & glsel AN E 71817 Q= o 3t

ofol g} (EATFHH, ATRbE AT ), A 2E 8
ol e YAl RAAL, BAE AR 4 Sl 871 72 9]
w2l ol 71812 % 3e 4 Ik ARge] WU 2o 5
2 A} eALE 4 gl Algtel F AT

2021 61



ECONETian

BERFR S
EYTiE (KE)
BIRAEITRIZARF

SFRE

Prospects for the next
five years of Aloecorp China
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By Lai Hai-Feng ZhongShui Farm Manager | Aloecorp China

2 | =EIESMH=E =TH I LEES




v

Because of the fierce competition of an aloe product market in the A Ld2of| AZ AJARS- X3t AR o 2 o] T8A0l =
World, developing a modern and efficient agriculture system is more QS A= Ho] B} ElQsUc) Fnje] 1ES oo ol
Ul ol8al EUES)E AlAEL B A= ERET) HlsHt

3 AR 7]Ee] {53 W QEul Zlse] AGAl e e ¥

important than ever. This task requires platforming, visualization, and
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personalization through the Internet. Furthermore, rapid developments
in information and Internet technology will undoubtedly necessitate con-

vergences in modern agriculture. s Ao 2 53 AdUTh
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economy of scale, concentration, digitalization, and branding. Equally, in- 2™ AZA0 A whz, 333 9sk B BFo 2 At o 7414

sumers to track all process-related information in real time. Modern and
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As a response to these changes, we must develop modern and efficient
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new and rational cultivation methods (such as intensive culture), increased S S22 1Rl A (T2 5), BA] o8-8 S7F 1l
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instead of outdated methods. Scientific irrigation, optimal and preventive o) okl AlH) Be 22 A4 5L 23kt 423} T) Al AE]

soil utilization, cost reductions, and standardized cultivation management 827} %33}

O O 1 & hud
pesticide usage, seeding, soil accumulation, weed removal, and other ad- N _ } 1=
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vanced irrigation methods must also be implemented alongside mecha-
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nized agricultural facilities to reduce labor costs. Moreover, we must = = T 1 = el Als e S7d8) tidsial A s g <
establish pilot farms as testbeds for efficiency and yield, growing diverse = AlslH, GIHZ] & A F2HFE ST A Ut 574 1A
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and high-quality aloe leaves with an increased yield per unit. The farms 2 ok=0]] 7|E 7128 E3)| n|YE 7+ Hfjat EAllste] A=<

themselves must integrate basic aloe processing to control the risk of in- EA9 FAAZIUTE oF2e] dlideo] Adteh 1 ESAR]l e A
fections, thereby enhancing product quality. In addition, we must create a o
unique SOP Speiialized forgHZinan's cqonditi);ns. i SOPE: -3fioF ™,

These developments in modern and efficient agriculture will allow us to Aol 1 BE2Q1 FHE WA Lol A A 2]
realize our goal: “bringing the best of nature to humankind.” £ 3E e Al dES AFA Behe AUTh
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In 2026, ECONET will celebrate its 50t anniversary. Looking back,
there were many challenges, and ups and downs, but we did not lose
our way with our will for a beautiful tomorrow. Now, we find ourselves
at the front of the market, winning the world'’s attention. As an ECON-
ETian, Tam immensely proud and honored to be part of this achieve-
ment. With the 50t anniversary of ECONET in sight, I would like to
share the current status of Aloecorp China and the company’s vision
for the next 5 years.

Since its founding in Hainan in July 2002, Aloecorp China managed
to achieve results beyond all expectations, ascending to the Chinese
aloe market's helm. Our greatest strength was our internal supply
of materials and product manufacturing. However, looking back on
the past 20 years, we find that the market has been constantly chal-
lenged. Our current growth has been hampered by our weakened
drive because of problems such as singular products, old equipment,
lack of research, lack of local sales, lack of personnel, and long-term
issues, including drought in the aloe farm and product quality. With
the changes that took place over the past two decades, Aloecorp
China will take the following strategies in the next five years.
1.1t must upgrade its production process, stabilize product quality,

and create products with low costs to establish a stable basis.

2.0ld equipment must be improved to prepare for efficiency in the
production line.

3.The power of the sales department should be enhanced to sell
products effectively in the local market.

4. Active support toward product R&D must be given, with the view
of product and sales diversification and enhancing its recognition
and competitiveness.

5. Employee welfare, living, and recreation must also be improved to
better support its workers and attract talents.

6. Improvements in agricultural technology will help prevent droughts
or flooding in the farms, thereby allowing us to provide high-quality
materials for our products.

These are steep requirements, but we should never lose heart. Alo-
ecorp China has progressed greatly so far, and it can do so again.

If the grass is to grow, it must weather the winds and rain. Birds
fold their wings in pain so that they can rise higher and further. The
gemstone can brilliantly shine only when polished. In these ways,
our setbacks are necessary, for we cannot see the rainbow without

weathering the storm.
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ECONET
in the Era
of COVID-19

Pandemic

S 2ZLH9 Alde} o 7]

We are entering a new era called the COVID-19 Pandemic. In everyday life as
well as all areas of politics, economy, society, and international relations, the
world will change completely after COVID-19. In response, ECONET has
looked into what is to be done for the health and wellness of humankind, how
the health functional food market will change, and how we will succeed in the
changing market.
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The ongoing COVID-19 pandemic has resulted
in a devastating medical disaster involving an un-
fathomable death toll, but the responses to this
dire situation have also uncovered some hopeful
signs moving forward. For instance, the vaccine was
developed in only a few months, a small fraction
of the usual time taken for conventional vaccines.
In addition, the reduction in the number of cases of
respiratory diseases, including influenza, is another
ray of hope in these trying times.

These experiences require consumers to en-
gage in greater and faster degrees of change as
well. The primary demand for today’s consumer is
0 “learn how to acquire and utilize proper health
information.” Although exchange and access to
information have become much easier through the
development of information technology, this has
been met with an equivalent increase in fake news
and information, which are sometimes paired with
consumerism to be packaged in more attractive
forms. As such, the task is to identify what is proper
and accurate among the deluge of information and
accept them with caution.

Another significant change is the increasing
importance of preventive, holistic health manage-
ment. The COVID-19 pandemic has revealed that
preventive and holistic measures, such as social dis-
tancing, using face masks, and handwashing, are
as crucial as managing serious patients in hospital
care. Moreover, health management is expected
to see more and more issues requiring solutions
beyond a single medical response—one that inte-
grates different approaches and efforts.

Similarly, Univera can take another step closer
to its goal of promoting its customers' health by
responding to these two significant trends. It is vital
to select and provide proper and accurate informa-
tion to customers efficiently and offer a wide range
of easy-to-obtain, holistic measures and products
for health management. Ultimately, being more at-
tentive to marginalized individual sin terms of care
and delivering benefits will allow us to achieve our
health and wellness goals.
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Every day, we see the latest COVID-19-related death tolls in
Korea and abroad and find ourselves gripped by remorse and
fear. These feelings most likely stem from the virus attack, as well
as the uncertainty of the vaccine and treatment against the virus.
However, global mortality rates published by World Health Or-
ganization (WHO) indicate that 70% of deaths come from non-
communicable diseases, namely cancer, heart and cerebrovascu-
lar diseases, diabetes, hypertension, and other chronic disorders.
Moreover, 81% of all deaths in Korea can be attributed to such
diseases.

Unfortunately, we are exposed to these chronic disorders to a
higher degree than before. How many hours do we spend these
days sitting in front of our computers? How much weight have we
gained, cut off from the closest gym? How have we tended to our
muscles in the non-contact era? How many bottles and packs of
junk food have we consumed because of the Corona blues?

We know the answers to these questions—that inactive habits
and an increase in the number of hours spent sitting increase in-
sulin resistance and inflammation factors, which, in turn, raise the
risks of diabetes and circulatory disorders. In addition, we know
that aerobic exercises cannot stop muscle atrophy, and exercising
at least two to three times per week is needed. We are also aware
of the importance of high-intensity workouts to stimulate the
cardiovascular system. More importantly, exercise as the most
potent measure against depression and prevention of Alzheim-
er's disease is old news.

The problem lies with practice. One must move around, reduce
the number of hours spent sitting, and endeavor to find time for
exercise. COVID-19 makes things difficult, but there is still a long
way to go. Who could say for sure that we could never be set on
the defensive with another mutation? I also hope to encourage
people to take part in home training. One can exercise at home
without any specialized equipment using one’s body weight (e.g.,
squats, lunges, crunches, planks, bridge up and downs, push-
ups, etc.). Put on your favorite music, or pick one of many exercise
videos on YouTube, and exercise until you feel the sweat on your
back or brows, with your heart racing and breathing rising. Tools
such as dumbbells, elastic resistance bands, indoor cycles, pull-up
bars, gym balls, and foam rollers can also add variety and detail
to your routine.

It is said that the elderly, in particular, are at risk against CO-
VID-19. For individuals with underlying diseases, the cases are far
more likely to become fatal. Aging cannot be helped, but healthy
habits and proactive exercise can. One can engage proactively
to reduce the risks of underlying diseases, including chronic dis-

eases, and manage their health.

Sele v AReAIE Sl FEUE Qg =, el Akt
BAIE AshiA VR 3 Fele-g 2 Bt gk obnt
T obA] Xz A} wilo] Bghgh Ae ol 3] Rk ulole] Ao
34 W2 Zoltk. Jefv} WHOZ} Ask= ZAAIA 1] AF
o 118 B 709 ool v]7HdAdE S Non-communicable
disease)o|tt. o= F2l7F & Gt Sl o APk HERA
Sy, 1S o] Sk viE Tzlolvk 53] gkl AA|
AP 21¢19] 8197} wHdAgko|c)

SFEWFE- A& FZ2uE (Corona pandemic) A)710l $-2]

L b sle] 9Eo] ARl e Aal w2uo] Qluhs AR
oftt AL F-E P HellA gkl Sl AR et EE

71 Ve A 5 7P SR iﬂ%%a
7P Qe Al el A 2
e E R IC %%@i Q18 WA A

AR ol S5 LR} SEA
Sl oln] 3 Q1 oIk WIBEAL AR, S ARl]
Solhs 2 AP Eaa 9 Al8e e Age] 9912 e
1

d A, deAE W 15}% A& ritaeEie s

ol e 9}

Whe g e )

oA A== A= 0}‘4“/}.

Aot} FHoo Atk b= AREE EolaL, 580l &8
ke gusfol gtk A2y A th7lells oF] B ARt
okt = O E W vl 9EA] w AR FE
(Home training) = 2= Hslal 4tk 54 =+ glo] 2P| A%
< o8-8l ol drieA] 58 5 ATkl 27 E, 97, =

-
= S5 9 & thes 3409 %)

N

0

A, Ze3. 23 vk 19ket
£ 29S BolEal, e AR 7N B & we sk
A ol lu}oﬂ %ol ‘4’% T @%#7} LA ke 8
SR ull) b
EX
g35hd Eﬂ

=
APE
A

2021 7




Vellness Advisory Committee




Before COVID-19, nutritionists used to receive
questions on very diverse topics. Parents with young
children want to know what kinds of food are good for
development of intelligence. When their children get
older, they ask about foods helping children to grow
taller. Young adults don't seem to be interested in nu-
trition in general, but some ask for the types of food
that help with weight loss or skincare. Middle-aged
people ask for food to help prevent cancer, hyperten-
sion, and diabetes. And then, Alzheimer’s disease is
added to the list of disease of interest. However, in the
COVID-19 erq, all these questions fell under the black
hole, that is, “immunity.” “What should I eat to avoid
COVID-19?"

Unfortunately, there is no one short answer to this
question. There are only cliché answers that you will
never be satisfied with. Below are the "Tips for Healthy
Life during COVID-19," developed by several experts,
including myself, and announced by the Ministry of
Health and Welfare.

[Increase nutritional quality, decrease calorie

consumption]

1.In line with reduced activities, lessen the amount of
food consumption accordingly.

2.Consume various vegetables and fruits that help
promote immunity (500g or more per day).

3. Consume various types of high protein foods to
maintain physical strength (fish, egg, legume, low-fat
meat, etc).

4. Drink plenty of water instead of carbonated bever-
ages or sugar-added juices.

Many will ask how these tips are different from gen-
eral dietary guidelines. Some might even criticize their
simplicity. However, there is no doubt that following
these tips will help maintain your health in the COV-
ID-19 era. Please remember that these “simple-looking
tips” that are based on very solid scientific findings;
Overweight or obese people are more susceptible to
COVID-19, fruits and vegetables are rich in vitamins
and minerals essential for immunity, and high-quality
protein is important for maintaining physical strength
and developing immune cells.
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Changes
in Health
Functional

Food Market
in Korea
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By Young-In Park Chairperson and Co-representative of Health Supplements Future Forum,
Emeritus Professor of Korea University, Chairman of the 2nd to 4th CAP Steering Committee
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After the first discovery of a COVID-19 case in Korea in January 2020, a
great deal has changed in the lives we lead. The "New Normal” era, which
has never been seen before, has forced us to adjust to rapid changes in
our ways of life. A report titled “Life After COVID-19" published in March
2020 showed that nearly 70% of the respondents agreed to the item “the
hours I spend with my family have increased,” 60% to “my consumption
has decreased,” and 75% answered positively to “I have made my priorities
clearer in consumption.”

Despite this decline in consumption, however, 40% of the respondents
answered positively to “I have increased the amount of health functional
foods I purchased,” and 80% responded positively to “I will continue the
present patterns of health functional food purchase,” even after the end
of the pandemic. This seems to be the result of realizations following the
wake of the COVID-19 pandemic, such as maintaining one's health to help
prevent diseases or reduce risks in times of crisis. As such, health functional
food consumption has increased to assist in their health management.
That is to say, the importance of health functional food in preventive medi-
cine has been recognized, with its priority given in consumption.

Then, how did the consumers’ concerns in their purchase of health func-
tional food change? The consumers were found to have similar priorities
as the pre-COVID period, such as the immune system, general health, and
fatigue recovery. One interesting point is that 40% of the respondents re-
sponded with eye health as the area they were concerned about currently.
Body fat management and muscle strengthening were also found to have
increased significantly from 2019, which is possibly attributable to the non-
contact lifestyle brought about by COVID-19, worsening eye fatigue by
watching TV and smart phones, and increasing body weight and muscle
atrophy because of the lack of outdoor activities.

Another significant change can be found in purchasing patterns. Pur-
chasing patterns for health functional food follow the pattern changes
seen in standard consumer goods. Online purchase of health functional
food has increased from 59% to 64% from 2019 to 2020, while off-line
sales declined from 59% to 56%. In terms of age groups, individuals in
their 20s—40s maintained a high online purchase level at about 70%, which
remained relatively constant before and after the COVID-19 outbreak. On
the other hand, online purchase among consumers in their 60s showed
a significant increase from 25% to 42%, while off-line purchase declined
from 77% to 70%. The same can be observed among consumers in their
70s. This change in online purchase trends, as seen among consumers in
their 60s and 70s, is expected to continue.

In summary, the COVID-19 pandemic as resulted in consumers recog-
nizing the importance of health management in their daily lives, leading
consumers to choose health functional food as an important item of
consumption for prevention purposes. This trend is expected to persist,
resulting in the steady growth of health functional food in the future as
well. In particular, areas that can result in potential problems under the
New Normal, namely immune (and particularly, immune regulation) sys-
tem, eye health, body fat management, and muscle health, are expected
to show strong sales in the foreseeable future. The non-contact lifestyle is
also anticipated to accelerate the market's transition into online spaces, as
consumer behavior is seen to show rapid changes toward home shopping

and other non-contact purchasing channels.
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How must one live with the unpredicted changes that CO-
VID-19 brought into the world? What strategy must Univera
adopt to preserve its decades-long dedication to health and
wellness? We have met with experts representing their fields
to hear their thoughts. In summary, while COVID-19 has
brought significant changes to our way of life, the concepts
of wellness and health still stand. What is important is to keep
to the basics and find ways to improve the things we have
already been doing well.

Immune System, Meet Aloe

The importance of the immune system cannot be under-
mined. Through its CAP research, Univera has worked to
identify various beneficial effects of aloe vera gel, in particu-
lar, on the NK cell activity (2007) and on immunogenicity for
influenza vaccine and upper respiratory tract infection (2019)
through clinical trials. UNIVERA will continue to engage in
research in the future to build and strengthen scientific trust

toward aloe. “Aloe is the way to go for the immune system.”

Best We Pivot

Univera has focused on not only aloe product for immune
health but also various health functional food products to en-
sure the prevention of chronic, lifestyle diseases. However, the
company cannot afford to sit out of the burgeoning market
of quality-of-life management areas, whose importance has
skyrocketed following the COVID-19 pandemic. Based on the
UNIVERA's decades-long R&D and business expertise, we
need proactive change and innovation in product develop-
ment and consumer communication.

In addition, Univera will continue to expand its R&D in
areas that could improve the quality of life, such as body fat
and muscle management, health during the menopausal pe-
riod, and PM related health concerns, to assist consumers in
achieving healthy wellness lifestyle.

Furthermore, Univera will keep building contact/non-
contact modes of communication with its consumers to
provide products and information conveniently. The goal is to
maximize the strengths of existing face-to-face communica-
tion systems and combine them with more convenient and
robust online communication methods.

In the age of great uncertainty, Agility is as important as
direction. Today’s answer may no longer hold true for to-
morrow's questions. Univera will always remain vigilant with
multiple scenarios and agile PDCA (plan-do-check-action)

process in the real ever-changing world.
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ECONET Family of Companies

The Elderly as our Parents,
All Children as our Own

BE 0j28 2BZ0|, 2E 0108 A4Z0]

O|ZESA ECONET Holdings SL|H 8= Unigen Korea

Mg M-S OFRHALZ 78 of| 2UIMIE ()04782 47| = HEA| 22 CHH 2 660 FATO|A 1 AS 713Z (£)13494

ECONET Center, A-713, Uspace 1, 660, Daeswangpangyo-ro, Bundang-gu, Seongnam 13494, Korea
78 Achasan-ro, Seongdong-gu, Seoul, 04782, Korea Tel: +82-70-4006-5000

Tel: +82-2-463-3100, Fax: +82-2-467-9988 www.unigen.co.kr

www.econetholdings.com

SPLIHI2} Univera Korea

Mg ME OFAtALZ 78 of| ZEIMIE] (£)04782
ECONET Center,

78 Achasan-ro, Seongdong-gu, Seoul, 04782, Korea
Tel: +82-2-463-3100, Fax: +82-2-463-9162
WWW.Univera.com

Li|0| A& Naturetech

S5 AN =HH A2 29-8 (F)27858
29-8 Yongjeong-gil, Chopyeong-myeon,
Jincheon-gun, Chungbuk, 27858, Korea

Tel: +82-43-532-5144, Fax: +82-43-532-5328
www.naturetech.co.kr

LU= F = Aloecorp China

DHIALZA! / Wanning Office / ATHAE o

SRR B ET AT FrEEEM B4 1 571529

Hainan Aloecorp, Jiaxin Village, Liji Town,

Wanning, Hainan 571529, China

Tel: +86-898-6258-5078 FAX: +86-898-6258-5018 SLIH2I-FA Univera-RUS

www.aloecorp.com.cn 17 Novoselov St. Kamyshovoe village, Khasan district,
Primorsky territory 692715, Russia
Tel: +7-42331-30-977
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Gl USA ECONET USA

2121 South State Street, Suite 400,

Tacoma, WA 98405, USA
Tel: +1-253-274-7130
www.econetholdings.com

FLIH 0|= Unigen Inc.

2121 South State Street, Suite 400,

Tacoma, WA 98405, USA
Tel: +1-253-274-7160
www.unigen.net

UZE HA|Z (MAH Aloecorp Mexico (Farm & Operations)

Aloecorp de Mexico

Carretera Tampico-Mante km 89, Gonzalez, Tamaulipas 89700, Mexico

Tel: +52-836-273-2146

Aloecorp de la Peninsula

Carretera Campeche-Hopelchen, Km 23.5, Campeche, Campeche state, Mexico

222 0|= Aloecorp USA (Headquarters)
2121 South State Street, Suite 400,

Tacoma, WA 98405, USA

Tel: +1-253-274-7120

www.aloecorp.com

SFL|H[2} 0|= Univera USA

3005 1< Ave. Seattle, Washington 98121, USA
Tel: +1-360-486-7500

WWw.newunivera.com

EEJHE Hilltop Gardens

100 Lee Lane, Lyford, TX 78569, USA
Tel: +1-956-262-2176
www.hilltopgarden.com
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ECONET Heroes

ECONET

All of ECONETians the Star Bearers did their best to accomplish the ECONET mission last year like every other
year. There were also many ECONETians who displayed exemplary efforts to practice the core values of

ECONET. By commending and remembering those colleagues, ECONET would like to highlight the signifi-

Heroes
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cance of ECONET mission, vision and core values.
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ECONET
West

EOQ Winners

Jose Alicea-Ruiz
Supply Chain Analyst | Univera

Rosalinda Rosalez

\ /
\/

Jose exhibits our core values of trust, sharing, and passion on a daily basis.
Working with him has always been a pleasure, he is always helpful and kind
to everyone. With our recent supply chain and shipping issues Jose has really
stepped up his game. He has gong from excellent co-worker to Univera Rock

Star extraordinaire.

Shayna Rossiter
Research Associate | Unigen

Shayna encompasses all the elements of our company values. She has taken
the initiative to make us hand Sanitizer for 2 of our sites while it was in short
supply, she helped all the companies by making runs to UPS to pick up pack-
ages for all companies, even when working from home. She is the first to
volunteer for any/all duties such as being the chair of the Culture Committee,
helping employees with their jobs, doing a run to the store for someone, even
announcing she’s stopping off for coffee and asking you if you want some.
She is amazing and so fun to work with.

82 ECONET WAY

Assistant Shipping Manager | Aloecorp

\/
Rosalinda was not only nominated for many years of doing an excellent job
as shipping manager, always getting orders out on time, and providing great
service to our customer and to fellow employees but also got coordinating a
big move. Rosalinda helped scout a new warehouse location, helped design
the office, as well as the warehouse. She arranged the move to temporary
warehouse at the last minute. Moved 5 truckloads from Lyford to Weslaco in
2 days and had everything setup to continue shipping, not delaying customer
orders. She has created a great team in Texas. If there are no lights, no inter-
net, the roads are flooded, she and her team will do everything in their power
to get the orders out. Her organizational skills and her passion to do her best
are the reasons our customers are happy with Aloecorp products and service.

Kristel Carpo
Staff Accountant | ECONET

Kristel helped all the new accounting team members for the last three
months. Since several are new Kristel's help was invaluable. Kristel was willing
to sacrifice her time on a regular basis. She graciously and willingly put ad-
ditional effort to ensure the accounting team was consistently accurate. Her
insight and expertise were greatly appreciated. Because of her support her
counterparts could be more comfortable doing their work. Her consistent
ability to exhibit the core values of sharing, passion, and trust are truly appre-
ciated by coworkers and managers alike. Consequently, the accounting team
is stabilizing quickly despite a big member change. Going forward, I expect
that excellent work performance reports will be forthcoming because of our
cooperation and team cohesiveness. She absolutely deserves to be employee
of this quarter.
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Farm Jesus Casanova

Debido a sus habilidades y rendimiento laboral en
el manejo de implementos agricolas reduciendo
tiempo y siendo efectivo (Manejo de composta,
cultivo y mantenimiento preventivo y correctivo a
tractores) y se desarrolla como Tractorista.

Production Miguel Antimo

Ha demostrado un gran esfuerzo al ser una gran pieza del rompe-
cabezas, ayudando a otros departamentos a resolver las necesi-
dades asi como soporte para que las instalaciones funcionen lo me-
jor posible. Ponerse en contacto con NOF, ayudar con la traduccion,
dar ideas, proponer opciones es lo que distingue a los empleados
buenos e innovadores.

QA Aldo Gonzalez

Hizo un muy buen trabajo para veri-
ficar el glifosato y apoyar al equipo
de ventas. Trabajando duro para

hacer el analisis de datos

84 ECONET WAY

Accounting Yaneth Rios

Ha hecho un gran trabajo al presentar declaraciones de impuestos
de IVA con precision y consistencia. Ha tomado la asignacion de
vales de gasolina y la preparacion de estados financieros con buena
actitud mostrandose como una empleada confiable y profesional.

Farm Francisco Garcia

Liderazgo y compromiso en su desempefio
como supervisor, organizando y cumplien-
do con las tareas y rendimientos requeridos

Maintenance Javier Rivera

Realizo el mantenimiento a
la Caldera Myrggo, también
repard las tapas frontales de la
caldera numero 2 asi como la
Instalacion de refractario tenien-
do un ahorro de mas de 77K.



S&R Brenda Dominguez

Farm Abel Garcia

Cubrir temporalmente las actividades gerenciales durante el peri-
odo de embarazo de la titular del departamento, mostrando dis-
ponibilidad a cualquier hora, teniendo también como cualidad ser
una persona amable, delegable y pro-activa, pensado siempre en
mejoras para el departamento sin dejar a un lado el cumplimiento
del trabajo que ya realiza normalmente.

Production Edgar Loredo

Se tiene el mas alto rendimiento del afio, en
hojuela seca con 95%: los valores arrastrados
de la operacion de inicio de afio eran del orden
del 82% 2. Mejora en el volumen obtenido
en las operaciones de secado con volumenes
de secado de concentrado pocas veces visto
excelente actitud propositiva al trabajo y a la
mejora continua. Los costos de produccién se
vieron con reduccion significativa al aumentar
la capacidad de produccion de planta.

Farm Walter Desilos

\/

Walter ha convertido realizado la conversion
de la plantacion en un sistema de cama alta
con éxito.

Actitud y compromiso en instalaciones de riego,
supervisa y desarrolla mejoras en los sistemas de
riego, disminuyendo el desperdicio de agua y me-
jorando los rendimientos del riego

Maintenace Cristian Martinez

Realizacion de mantenimiento y calibracién a basculas, valvulas,
actuadores y posicionadores de secadora e instrumentacion, Insta-
lacién de sistema de control de temperatura de tanques de trata-
miento de Enzimas.

b

QA Galilea Elizalde

Cumplida con sus deberes en buenas practicas de manu-
factura y documental para llevar a cabo en tiempo y forma
la trazabilidad de todos los productos realizados.
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ECONET Heroes

2020 Best Distributor Award Winners of Univera Korea
SFLIHE 2020 = RCH21A

In the midst of every crisis, lies great opportunity

7= 718"

By Sung-ho Bae Namdong Distributor | 2020 Best Distributor (Sales Category)
| &= C2[& | 2020 17t &2+

= | HiMS AtE ti2l (= 72)

We started 2020 with enthusiasm, planning and hosting the
30th-anniversary celebrations named “Rose Festival." However,
the unprecedented crisis of COVID-19 resulted in tremendous
problems for our distributor as well.

Despite this situation, our members at Namdong office came
together to weather this storm, promoting Univera products such
as Max-P and Aloe-Secret to others in need of health manage-
ment. As a result, our members began to overcome the year’s
initial chill. Then, as time went on, it began to save our honor and
won the Best Distributor Award for 2020.
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We now begin 2021 amid the pandemic, but I am confident

that our cadre and the UPs can turn this crisis into an opportunity
to achieve our goal of significant growth for the year.

Moreover, we at Namdong become stronger with each threat.
Likewise, Univera is just more resilient with each crisis. This year, we
will continue working hard under Univera and Namdong’s name
to prove the saying that “in the midst of every crisis, lies great op-
portunity.” This is the opportunity. For all distributors and Univera
family of members globally: You can do it!
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ECONET Heroes

My Business to pass down to my daughter

AAA 2HE T e A

By Kyung Mee Leem Namyang-Cheongju Distributor | 2020 Best Distributor (Growth Category)
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It feels as if the entire year has passed by in the blink of an eye. Look-
ing back to our distributor's 2020, I recall that the year started on a high
note with the "Miss Aloet” project, in concert with Team Manager Heung
Shin of the Central District Department and Consultant Jae-yoon Lee.
February began with recruiting efforts through a walking event, and
March brought on a new wave of members for us. However, as the news
of the COVID-19 started being felt in our region, this high note quickly
dropped to a flat. July and August were traditionally difficult months for
us, and the crisis added to our headaches. Despite this, Univera Korea
gave us a boost with a kind of attendance award and helped us endure
the months.

I think back on how we could have achieved such growth amid a dif-

ficult time, culminating in our Best Distributor Award in Growth for 2020.

\‘»‘.

.
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First, President Byung Hwi Kang focused on capacity building for the
UPs through the morning training sessions, proclaiming that, “If the lead-
er weakens, the organization crumbles.” (I was on the other side, arguing
that this must be taken as a sabbatical because we have worked so hard
for about 30 years.)

Second, we received much support from the directors and the cad-
res, who have worked with us for a good 20-30 years now, establishing
themselves as the center of the organization and maintaining our integ-
rity through their presence.

Third and last, our training programs, which highlighted the impor-
tance of the immune system and aloe among our UPs, and emphasis on
immunity resulted in having more outstanding sales gradually.

I started at age 33 and have been running marathons for nearly 30
years now. My daughter, who was four at the time, is now a director and
participant in the management. I cannot be more thankful. She started
working in the office as a part-timer since she was a student at college.
After graduating, she immediately joined the sales team, helping grow
the organization and overseeing training to build her competence.

Some businesses are not inherited because they decline or are too dif-
ficult to manage, but I welcomed the opportunity to pass down the Uni-
vera name to my daughter. Having this parent-and-daughter team grow
and pass along in the future is an excellent strength for the organization.

I offer a round of applause for our Univera distributor presidents who
have worked together to overcome and grow during this challenging
year. “This shall pass” is the creed that will guide us through this hardship
to reap the rewards in 2021. Ultimately, next year, I hope that both Univera
and distributors can gain prosperity and share happiness and gooduwill.
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ECONET News

0114 0212
Seminar for Distributor Presidents (14~15) Sign a contract with DINSO, Russia
M= CH2|H AFE Alo|Lt 2 A[O} DINSOLH (HEIL|E[) H2H= Azl Alof XA
0116
LDW; Leadership Development Workshop held 0217
in Las Vegas, Nevada (16~17) Open Internet Shopping Mall
2|E 3 FLHELE - (2EILE)2t (S T) HE S8 = At 2E
0100 [ UniveraKorea
Release Aloever Plus 0220
FLHELAHE, (Y20 EHA) EA| CHFA (Canadian Health Food Association) West Show,
Canada (20~23)
FHLCE AZAEES| DAl &7t
I 0224

X Sign a contract to sell Health Functional Food

2o Z2A . . .
gzqaoAERE HE on consignment with Longsight, Hong Kong

e Z 2 tmall Z1& I8l Longsight E2X|AKRF H2H AH|2F XA

© UniveraKorea

0200

Signed R&D agreement with Coca Cola (natural colorants)
F7tEetet MAE RO HE AZ

unifera we s wms oms ap uEsy

eelgl
suE
et

aunomces AL
e g R

0500 0600

Signed a Statement of Work with ViewSolid Beijing Released a new dietary supplement product,
to test UP894-2 at two doses on a transgenic hACE2 Believe Beauty Collagen
mice model against SARS-CoV-2 infection FLHEEARE, (L2 FE| SRl EA|
Hlold RLal=ot S HE AIE
© Unigen

[

Beauty Collagen
wals | S

\ I \ helieue

TR g
S0 ey mzalvg:g;

uniera
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0303 0400
Natural Products EXPO West tradeshow, USA (3~7) Release Botanity Makiol Line
o|= M= EXPO &7t FLH2 CEEHLE| OF [2) 2f2l EA|
[T (unigen {771 univeraKorea
0300 0405
Release GreenCalcium Plus and Alkid Zinc Celebrate ECONET's 44* Anniversary
FLHEEARIE, (ORlZs E22) W(LI|= 2T) EA| e 4454
0300
Signed R&D agreement with Coca Cola
(mining sweet plants) Knigsra ©) umﬂer; M|
= oAl EoF & A & s i T,
F7}Eetel YelAlg Hot 8E A * Eisia Eaga 1 g
e ®o
S | R
e 5
0706 0810
Build more Jelly Line Spirit of Summer (10~13)
a2l Z4 of| 24 O]M F=7H &AL (FELNOZE 40f|M 8= BY)
[T Naturetech [T T EcoNETWest
0800

Release a new product, TIMMUNE
FLHEE ARIE, OFd&) EAl

~ UniveraKorea
0800
Release a new product, Antibacterial Propolis
e . uniera §
FUHEE ARIE, (B Z2ES|A) S4 | ;
I
0800 P-EEEIPN

#  Antibacterial Propolis gl ¥

Signed agreement with Church & Dwight for
in vitro testing of hair growth supplement compositions
HMRIHECLO|Eot AR E A HE

SUH 02

DEEIAREE
AWisAE
N

309 (500mg X 60244)
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ECONET News

0914 1000
Plant Library Healthcare Inc. established Release a new product, ALOEN THE GOLD
EHER0|HE 2[R A0 2 FLHEEARE, (L2A O ZE) EA|

1000

Signed agreement for the Unigen collaboration

with Food Science Corporation and North Carolina State
University for cat safety and efficacy studies

FOAfO|RIA, L AFfER 0L TSkt S HE AE

SUH 02

2021

@715 kg it Zelled BPISAE O 1 00

G Release IMMUNE EDITION™ Organic
(O|R0||C|M @7ty ZA|
0129

Install Automatic Tablet Selector
s FHME7| =2

1|0|R{E)
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11 12

1101

Unigen Korea relocated

FLHE I H 3 e = ol

1118

Sharing Kimchi with Love Event

Aol 2F LIF7))

1100

IACUC approved UP446/UP360 in vivo lung protection
study protocol at St. John's University

SEAHEIL RS, MIEEALIEe| UP446/UP360

o =20
MR 50
EEEE
WORLD
CLASS
PRODUCT
OF KOREA
HAYSAE

New product launch, 'mmune at Univera website
and Amazon
OfORE| MAIF EA|
L2t 01=
0315

Replace Vial Line
ol 2ol wA|

1|0| A&

1200

Successfully Converted Univera Business

from Multi-Level-Marketing to e-Commerce

OIHHA RA=Z Y X Het
1209

ECONET Aloe selected as the World Class Product

for the 18 consecutive years

Tt L2, JALFAESE 184 (& MNT

1210

SKU Univera products launched at Amazon platform

SKU FLIH[2F 0= H|IF OfOHE £A|

1231

Sang Shin is in charge of Univera NA

LA ALY Fel

1200 =2 e e
13 patents granted for joint care/skin care composition 1210
(3 USA and 10 international)

2 /R e] 2 1370 5] (01= 374, silel 107) &=

SUH 02

A BETTER WAY TO LIVE YOUNG

UNIVERA'S ECOMMERCE TRANSITION

0405
Celebrate ECONET's 45t Anniversary
Hgl 455
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