ECONET WAY

el =
==

IE_.I

mlo
uoll
Olr
r|r
r&"

Vol. 006 / February 5, 2005

'.-\-;.n"_i- o ECONET

BF L (H )L zaaabistae] 23 dsido) 24 Ao4s &7
o) &) ¥]o] & M2 & o)z} gt} Be 2 Seutellaria baicalensis B 10,
o8 07 B2} AFgwi) Belo| 35% ol4de] HhH wo)=(Flavonoids) B Es}
| o 13h S =7 Hie] $2(Golden rootieleh B,

Py o . °l= UNIGEN®] 7% UNIVESTING] S22 ABEEd, =R 53, €&
A 2 e 954 Aol g

Baikal skull CAp, a perennial plant belonging to the labiatae family, is also known as Chinese

skulleap, golden root, huang gin or ogon. Its scientific name is scutellaria baicalensis and its peeled root
is the part that is usually used. The plant root has a high flavonoeid content-over 35%- giving it a yellow
hue and its traditional name, golden root.

Baikal skullcap is a key raw material in Univestin®, which is developed by Unigen USA. In China and
Japan, Baikal sckullcap has traditionally been used to treat inflammation.
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some adjustments are required to be named
Unigen Korea and Unigen USA. A consulting
project is currently underway at Namyang Aloe
and Oasis to build an integrated brand. Close
cooperation with a brand manager at Oasis has

also been requested.

The second principle is vertical independence
whereby ECONET affiliates that perform
different functions but are located within the same
region would pursue independent corporate
branding strategies. The advantages of vertical
independence are that it is easy for affiliates to
achieve their vision of having stand-alone
operations, it enables the building of each
company’s core brand capabilities and facilitates
business risk management by isolating risk across
affiliates within the same region. Under the
principle of vertical independence, in order to
strengthen its corporate brand as a professional
Contract Manufacturing entity, Namyang is
considering renaming or developing a brand for a
Contract Manufacturing business division in the

mid-to long-term.

Lastly, the brand of plantations that cultivate
natural raw materials will be managed while
respecting the distinct features of individual
materials. In the case of aloe, its brand
management will be led by Aloecorp, which is
already an established global brand. In the case of
plantations that cultivate natural products based
on new substances, such as Univestin, they will
be developed into a new brand in consideration of
the special properties of each material. Under this
principle, the aloe plantation in China has been
developed under the corporate brand Hainan
Aloecorp or Aloecorp China, and the scutellaria
baicalensis plantation in Russia is developed

under the corporate brand Unigen Russia.

The branding of holding companies that oversee

ECONET in general will be unified in
ECONET. Currently, they are called Strategy

later date. In addition,
Way” has bee CONET Way” as of
this year.

nda item discussed at the workshop

identity®of Nike is “athletic spirit” and the brand
identity of Volvo is “safety.” Then, what is the
brand identity of ECONET? Through lengthy
discussions at the workshop, it was tentatively
decided to be “harmony.” Here, the “harmony”
that ECONET seeks is the benefits we offer one
another by living together. The “harmony” of
ECONET refers to a state of enjoying complete
happiness by sharing supreme goodness between
nature and humans, between people and between
companies. At Namyang Aloe, a consulting
project is currently underway to generate a brand
identity based on “harmony” - the brand identity
of ECONET.

The workshop held in Seoul in November 2004
is valued as a first step in building a brand
strategy and brand identity for ECONET. It will
require much thinking, sharing and discussing
among the ECONET companies. Active
participation by ECONETIANs will be greatly
appreciated.
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ECONET Product Report / AgelessXtra
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Breakthrough Product results in Breakthrough Sales

The ECONET produces a winner!

That breakthrough product is AgelessXtram.
This new product from Oasis LifeSciences™ is
one of the first powerful manifestations of the
ECONET resource base. AgelessXtra is truly a
result of the cooperation among the ECONET
companies, a victory of the “farm to family”
process integral to the ECONET belief; and the
sales results have catapulted Oasis to a record
year of sales, outpacing its previous record by
more than 30%.

AgelessXtra was launched in April 2004. It is
one of the first of many new products which are
the fruit of the co-operative efforts of Oasis,
Unigen, AloeCorp and Namyang manufacturing.
The development process involved in producing
AgelessXtra included the following intricate
relationships and contributions:

& Aloecorp — developed and cultivated the
primary liquid base ingredient, ACTIValoem,
made from aloe grown on Aloecorp’s farms in
Texas

& Unigen — developed key proprietary active
ingredients including Protectin™, Serenix™, Ultrin
TGO, and Maxcellm

& Oasis — created an effective formula,

packaging strategy, (featuring a sample size

“mini”) and method of operation which-changes
people’s lives physically and provides an

opportunity for financial enrichment.

And very soon, Namyang Manufacturing will be
the primary manufacturer of the product while
AloeCorp and Unigen farms are preparing to
cultivate other key ingredients of the product to
ensure the highest level of control over the
quality of the product.

AgelessXtra was designed to address the root
causes of aging by promoting optimal cell
renewal of the 300 billion cells that the human
body miraculously produces every single day of a
person’s life. Unigen’s scientific studies of the
key active ingredients show that this
breakthrough product promotes vital energy,
supports mental clarity and focus, helps manage
stress and promotes joint comfort and flexibility-
all key reasons why people see their doctors as
they enter middle age.

It obviously works, since the product has been
fully embraced by the most scrutinizing of all
audiences---the consumer. Since its launch, only
eight months ago, well over one million mini
samples have been sold and consumed. Over $1
million of the product is sold every month, and its

growth rate continues to be in double digits
virtually every month. AgelessXtra is now the #1
selling product of the Oasis portfolio of twenty-

seven products.

But it's not just the financial success that we're
proud of. Behind every product sold is a person
who is realizing the benefits of AgelessXtra.
These individuals are experiencing an improved
quality of life that makes them “better at every
age.” It is liberating the miracles within the
human body that enable people to look, feel and
perform better longer; to extend the prime of life
well into their 50’s and 60’s. Science has recently
revealed that only about 35% of the aging process
is controlled by our genes. This means that fully
65% of the aging process is within our control.
AgelessXtram™ is designed to ensure that you do
everything in your power to make that 65% work
for you. It fulfills another ECONET dream:
creating natural products for the betterment of

mankind.

So when your mind is clear and able to focus
and you don’t feel as stressed, and you combine
this with the energy and ability to move with
greater comfort and range of motion, you’ve truly
achieved healthy aging. That's why we are proud
of AgelessXtra~ and the feedback we've gotten
from those who have tried this tasty beverage
speaks for itself:

“I'm a 51-year- sales executive in the hospital
industry with a very busy travel schedule-- I
spend about 50% of my time in the air. I'm also a
busy father with five children, ages 7 to 26.
Understandably, I was slowed down with fatigue,
joint discomfort and stress?with AgelessXtram,
these challenges are a thing of the past and my
younger business associates all say that they can’

t keep up with me!” - Rick Cassidy

“Stress seems to be such an integral part of our

lives these days, and so understandably I’ ve been
looking for a product that would alleviate this
stress without sedating me. When I took
AgelessXtram for the first time, the effect was
immediate. I held the liquid in my mouth for a
few seconds and could feel its calming effect
within 15 seconds. I felt very present and aware
and “in the moment.” Perhaps the best analogy I
can come up with is this: taking AgelessXtra™ is
like turning on the windshield wipers on dirty
glass. Suddenly, the glass was clean. I was in the

moment, very aware.” - Bob Wampler

Truly, AgelessXtram exemplifies the ECONET
mission of “bringing the best of nature to
mankind.” It is a wonderful manifestation of the
power of teamwork, harmony and corporate
sharing. It exemplifies co-operation among sister
companies and creates hope and opportunity for
Associates and Customers. AgelessXtra™ is a
breakthrough product that gives us a taste of the
future through the ECONET.

Directions

2/3 oz or 1 oz - twice a day( Morning and afternoon )
( smalll cup is inluded with the bottle and that' s the
one dose ) and recommended to be taken before 2
pm becuase it has a tendency to make people keep
awake.

Vol.006 / February 052005 9
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Namyang Aloe in My View

Jangwoo Lee

Professor at Kyungpook National University
The Korea Culture Industries Forum

Member of the Presidential Committee on Baland

Consumers who encounter Namyang Aloe for
the first time would perhaps get the impression
that the company is wholesome and transparent
and its products are rather potent. Those who
learn more about the company will be startled by
the fact that Namyang is the world’s number one
supplier of raw aloe and be thrilled, although it’s
not even their company, by the fact that it owns
spacious plantations around the world. In short, I
believe Namyang Aloe is a company that has
silently built up its capabilities to challenge the
global market.

Over the past several years, I have had several
chances to personally visit Namyang Aloe
operations in Texas, Mexico, Denver and Russia.
I am also looking forward to a visit to the Hainan
plantation (in China), which is scheduled for this
month, and to the US headquarters located in
Lacey, Washington, which may take place within
this year. In fact, [ don’t think it is often that you
need to visit so many places to truly understand a
company as you do with Namyang Aloe.

Those who have taken the trouble to travel long
distances and have grasped the hard facts about
Namyang Aloe may have greater expectations
and aspirations. Perhaps could it be becoming “a
next-generation leader?” As if to meet such
expectations, Chairman Bill Lee has been already
selected as a Young Asian Leader by the World

Economic Forum.
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The reason for yearning for “a next-generation

leader” is quite clear. It is because the world is
different today. Some good evidence to that effect
is that giant business groups, which were
perceived to be invincible as far as competition is
concerned, and financial institutions, which were
protected by the government, have fallen apart or
been sold off overnight. Industrial leaders who are
able to fill the vacancies are urgently required.
Unlike the leaders of the past, the new leaders
must possess global competitiveness and noble
principles.

Global competitiveness is achieved when a
company can “gather and use resources from all
over the world in its own unique way and produce
and sell products that are desired by everybody in
the world.” In addition, the ethicalness of a
company is ever more crucial as the company’s
influence on society increases. Every staff

T

member at Namyang Aloe can feel proud of that
the company is satisfying these two requirements.
Even from the objective viewpoint of an external
expert, these are the qualities that have brought
Namyang Aloe to where it stands today and that
will serve as a foundation for creating a legend in
the future.

Namyang Aloe is a company that deals with life.
The nature of its business is extracting substances
from a plant, a living creature, and helping
people, another manifestation of life. The know-
how of business management is also inherent in
the essential nature of life. That is, an insight into
the nature of life will be the key to the success or
failure of a company. Namyang Aloe probably
endures, values ecosystems and lets business take
its own course thanks to what it has learned from
the nature of the business.

Namyang Aloe probably endures, values
ecosystems and lets business take its own
course thanks to what it has learned from

the nature of the business.

Companies need to live long. In keeping with
the saying “only the strong survive,” achieving
high performance and securing a definite
influence in the industry are basic requirements
for becoming “a great company.” A great
company should be a role model that is looked
upon by players in other industries and that
enjoys a long life. Over time, more and more
people will support Namyang Aloe in joining the
ranks of “great companies” that Korea has
produced.

Today, the world has already entered the era of
the knowledge society, and the Korean economy
is undergoing the turmoil of transformation. In a
period of transition such as this, the existence of a
future leader like Namyang Aloe is more valuable
than ever.
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‘ All about our team! Go for it!

Let’s Charge Toward Creating a Second Legend!

Instead of repeating routine processes, we seek out new things through “outside-the-box”
thinking. Freed from the current ordinary circumstances, we will sharpen our insight in order to
look at alternate worlds, be the backbone of the company’s growth and create a second legend.

The Marketing Team at Namyang Aloe is one of the most crucial divisions in the company.

16 EcoNeT way

Marketing Team, Namyang Aloe

By Reporter Jeongah Park,
Customer Support Team,
Namyang Aloe / Korea

5 -

i St
Bokhee Cho

Jinyoung Choi

Haejeong Lee Insook Byon

.
From left to righlt - Junho Roh, Insoo Shin & :IJe“onghu.n Kim
The legend-creating efforts go on!
The TV program titled “Secrets Behind the Creation of a Legend,” which was broadcast on November
19, 2004 by KBS 1TV, introduced the ACTIValoe development project. In fact, the subtitle of the
program was “Developing a New Substance, ACTIValoe!” The program introduced the success story of
Namyang Aloe, which has distinguished itself as the number one company in the world’s aloe market
by becoming a leader in aloe production with a market share of over 40% in the world’s raw aloe
industry and by building a research capability that is considered a world standard in aloe. Follow-up
activities are also being meticulously initiated to deliver the message that the creation of legends
continues. Sales agents seem to greatly welcome a series of these processes.

The greatest change in 2004 was the adjustment of products in accordance with the “Act on Functional
Foods.” Product formulas, functions and packaging have been upgraded. The unified design features
helped increase our brand power. Among our most eye-catching marketing activities are advertisements
and public relations. In the field of public relations in particular, we have launched activities more
strategic and structured than ever before and in an unprecedented volume. They are contributing in
delivering directly to consumers Namyang Aloe’s “scale and technology value” and its image as a
global leader in natural product science.

New Changes in the Marketing Team

When the Marketing Planning Team was renamed the Marketing Team in 2004, it underwent some
organizational changes. Ranging from the human resources pool to job descriptions and from efforts to
communicate with sales staff and close cooperation with R&D for the development of quality products,
a number of significant, worthwhile changes have taken place. In an effort to increase Namyang Aloe’s
integrated marketing power, the team has been transformed into a more professional and systematic
organization. The most notable change was the recruitment of General Manager Bokhee Cho. She was
at the center of changes in marketing activities introduced in the second half of 2004. Every member of

the Marketing Team is dedicating his/her capabilities and talents day and night to marketing activities

and product development. The marketing strategy for 2005 can be defined as enhancing brand power,
increasing product power and reinforcing organizational power. The strategy will be implemented by
mobilizing the competence, passion, and extraordinary talents of each member of the Marketing Team.
Their customer-oriented mindset and “100 per person” attitude and efforts will surely prove to be
fruitful; and when they do, they will reap the rewards of satisfaction and joy.

Quotes from Marketing Team Members

Jinyoung Choi, Team Leader
To the creation of a second legend!! Let’s make the Marketing Team a positive and exciting place to
work!

Joonho Lee, Assistant Manager
ECONET-level global products, prestigious brands,--- an endless list of keywords come to mind. I’'m
sure this year will be full of excitement. Am I ready? YES!!!

Insook Byon, Assistant Manager (Taking on new responsibilities)
Like a sponge, I will fully absorb new responsibilities with an open mind. Give me Five!

Jeonghoon Kim, Supervisor (The best, most boisterous laughter)

A “sense” to engage in the most powerful, most sophisticated communication! Let’s get into it!

Insoo Shin (Knows what do first at a mall)
With a customer-driven mindset, [ will strive hard to offer customers the best value through e-business.

Changsung Kang (Will sow just as I have learned)
Listen a lot, read a lot and learn a lot! Go! Go! Go!

Haejeong Lee (Reliable team member)
Always enjoy work with a cheerful smile and a positive attitude.
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He's there---

at Namyang Company---

Such a wonderful guy you wish you could clone him---.

By Reporter Youngsuk Jun,

Production Technology Team / Namyang Company / Korea

Praise for Jae-hyun Lee, Assistant Manager at the Namyang Company R&D Lab

At the Namyang Company R&D Lab, there is a
guy dressed in a white lab coat who always
appears busy, sitting with his back towards a
window with an expansive view. He is currently
in charge of some very challenging tasks,
including food product-related quality control,
ISO and government-related affairs (licensing &

approvals).

It has been already nine years since he came to
work at Namyang Company

Although he’s married, he is still “Mr. Popular”
among the female staff members. With his good
looks and sparkling personality, everybody is
charmed by him even at the first encounter.

If you ask female staff to describe him, they will
all say “wonderful!”

The word “wonderful” has several meanings.

At first, you may get the impression that he’s
especially nice to you in particular---

Actually, however, he is kind to all female staff
and knows how to be considerate of others. No
wonder female staff members are charmed by
him! Of course, if he were popular among the
female staff only, the male staff may be jealous of
him. However, he’s popular among male staff
also. They know that he is faithful and modest
and always does his best to fulfill his

responsibilities.

Believing that company properties are as valuable
as his own, he handles them with care!

Being modest as well as kind, he is a great role
model to junior staff as well as a trustworthy
employee who earns compliments with no
hesitation from senior staff.

Indeed, the above is not enough to fully describe
Jachyun Lee.
There must be many more virtues yet to be

revealed.

Hoping for ever greater things for him in the
future, on behalf of all Namyang people, I'd like
to wish Jachyun Lee everlasting happiness and

joy.

olxe, zEx B&

ST T

Jaehyun Lee & his wife Yongsoon Choi
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Introducing the ECONET Corporate Culture

&1 Unigen Korea

”
By Reporter Jainie Hong, Staff of Unigen Korea

One Person, One Plant™ Culture Code

is a culture code that exemplifies, the commitment and aspiration of every staff

In an effort to define and develop a corporate culture in alignment with the ECONET Philosophy of
bringing the best of nature to mankind” as a member of the ECONET community, Unigen East
selected “One Person, One Plant” as its culture code and has been practicing it since 2004. “One

ECONET 7|g=Zat &2/7|

member to create the world s best natural product company, which is the Vision and goal of Unigen

East. It is a culture code program that practices the spirit of caring for life, which should be the basic
virtue of those who are engaged in the research and development of natural products. The “One Person

Person, One Plant”

One Plant” campaign aims to promote the spirit of caring for life and enrich the involvement of
individuals by personally planting and growing a fruit tree or a medicinal plant. It also has the effect of
bolstering our image as a company specializing in the development of new natural product materials

as well as beautifying the appearance of the company’ s premises

around the company building in the spring and fall of 2004. Each employee is assigned one tree to
look after. To give the staff a sense of ownership and attachment to the planted saplings, the name

of a designated employee has been attached to each tree. The “One Person, One Plant” campaign

=<
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Currently, five species of fruit trees including persimmon trees, big cone pine and chestnut trees
and three species of medicinal plants including schisandra berries and raspberry tea were planted

o

O YAl ECONET3-5A9] dHC 24 ECONETS] Hkel
FolAl 2h= Al Bk 71dwskE AE HAZIaA 200495 191 1
5 7M7) & B3I (Culture Code) 2.2 AAsko] Algfs] @31 ik, 191 1 41& 7
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launched by Unigen East provides the entire Unigen East family with the pleasure of caring for life

and arouses the hope of harvesting fruit in a few years. It is establishing a desirable culture code
program that presents us with a firm belief that our company will grow strongly as do the plants

that are grown and cared for by us
Vol.006 / February 052005 2
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ol71510] Heto] Sfict One of the Most Popular Dishes
b oheat 2 in Mexico

By Joseph Kim, Operation Management Team Leader / Chief of Staff, Aloecorp, USA / Reporter

FHIE M2 ]

+ 30 &St HH| * RF 171 (2f2-3 kg) One of the most popular and indispensable dishes in Mexico s food culture must be a kind of soup
2O LHE of 45 kg - 2 A 17K called menudo. At a glance, menudo will remind you of haejang-guk (a broth to relieve hangovers) or
AR Yo 3% + 2% ol 67t yangjimeori-guk (a soup made of beef brisket). A bowl of menudo in the morning may be enough to
AT M2 AF sz keep you full all day long. Although people with a weak stomach may have a hard time swallowing the
ol 4zl Hat = soup at first because of its greasiness, with a small dish of pickled jalepeno peppers on the side, you 1l
& 24471 &3 ot find yourself emptying the bowl easily. In fact, this is the soup that CEO Bill Lee enjoyed with the staff
Q7he 1 22 AR in the morning after pulling an all-nighter to fix the damage caused by a cold snap. (Please refer to the

* Anchos 1% (Poblano & 2l Z) 2 2 371

= videotape Secrets Behind the Creation of a Legend. )
*Poblano 2% 2 A 7 E= &

- Every culture has great restorative stew of humble origin and ingredients.
c 2718 MAHS FAl ¢ S84 SZ- £ (500 )
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The Hungarians and other Central Europeans have their cabbage soup. The French have their potage St.
Germain. The Greeks have their white bean soup and the Mexicans have their menudo.

Menudo is a wonderfully aromatic soup made of tripe, hominy and chili, and is stewed for hours with
garlic and other spices. The broth is rich, red, papery, and glistens with fat. It stimulates the senses, arms
the insides, and clears the head.

Menudo is served in big open bowls brought to the table steaming and fiery. It is usually eaten in the
wee hours after a night out on the town and widely proclaimed to be an antidote for hangovers.
Mexicans brag about menudo’s goodness, about how the hot broth with its medicinal condiments,
particularly the chili, replenishes vitamins A and C, soothes the stomach, and stimulates the gastric
juices to overcome any loss of appetite.

A hearty tripe soup as it is prepared in the north of Mexico, this is especially recommended as a cure for
hangovers. It is always made on New Year’ s morning. The recipe is as follows:

Things you will need to prepare menudo
A large saucepan (see note below)

1 calf’s foot (about 1 to 1 1/2 pounds)
2 pounds honeycomb tripe

1 large onion

3 cloves garlic, peeled

6 peppercorns

2 teaspoons salt, or to taste

4 quarts of water

A comal or griddle

3 large chiles anchos

A spice grinder

A large chile poblano, peeled or 2 canned, peeled green chiles
The calf’s foot

1/2 cup canned hominy (1 pound) drained (see note below)

Salt as necessary

1 scant teaspoon oregano

24 EConET WAY
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How to cook menudo
Have the butcher cut the calf’s foot into four pieces. Cut the tripe into small squares. Put them into
the pan with the rest of the ingredients. Cover with water and bring to a boil. Lower

the flame and simmer uncovered for about 2 hours, or
until the tripe and foot are just tender but not
too soft. Meanwhile, toast the chilies
well. Slit them open and remove the
seeds and veins from the chile
poblano, cut it into strips, and add
to the meat while it is cooking.
Remove the pieces of calf’s foot
from the pen, and when they are cool
enough to handle, strip off the fleshy parts.

Chop them roughly and return them to the pan.

Continue cooking the menudo slowly, still uncovered, for
another 2 hours.

Add salt as necessary. Sprinkle with oregano and serve (see
note below).

This amount is sufficient for 7 or 8 people. It should be served in
large, deep bowls with hot tortillas and small dishes of chopped
chile serranos, finely chopped onion and wedges of lime for each N
person to help himself, along with Salsa de Tomate Verde Cruda to be :

eaten with tortillas.

Source : Javier Sanchez, head of the Aloecorp processing facilities in Mexico
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Shanghai,

“mm the largest city in China, attracts people at
il home and abroad like a magnet.

By Michael, Hainan Aloecorp / China

People come here for its culture, its history, its
people and all the vigor and vitality it shows in its
rush to international metropolis status. Like a pearl
set in the west coast of the Pacific Ocean, Shanghai
is the showcase of China’s fast growth and a
bonanza of tourist attractions, business opportunities
and cultural activities. Today's Shanghai is designed
with the aim of letting more people all over the
world have a better understanding of Shanghai,
especially of its current developments. The essay
will show you several wonderful places of this city.

Nanjing Road Pedestrian Mall

Nanjing Road of Shanghai, known as “China’s
premier shopping street”, is flanked by hundreds of
huge shopping centers, specialty stores and shops
with unique Chinese characteristics and a long
history. The pedestrian mall starts from Xizang Road
(Middle) in the west and ends at He'nan Road
(Middle) in the east. At the east and west ends of the
pedestrian mall are two dark red marble screens, on
which are former president Jiang Zeming’' s
autograph: Nanjing Road Pedestrian Mall.
Completed at the 50th anniversary of the Peoplé’s
Republic of China, The mall gives a total new look
to the hundred year old Nanjing Road, making it
another beautiful urban scenic spot of Shanghai.
Shanghai No. 1 Department Store (the former Daxin
Company), Hualian Department Store (the former
Yong'an Company), Shanghai Fashion Co., LTD.
(the former ), and Shanghai No. 1 Foodstuff Store
(the former Xinxin Company) are four major
companies that reflect the past and present of
Nanjing Road, making the road a combination of
traditional and modern styles and adding a unique
charm to it. Walking along this road, one will have a
great sense of pleasure. The colorfully glazed floor

tiles, the uniform peddler's stands in the middle of
the road, the fashionable stores flanking the street,
the hustling and bustling crowd, the small, lovely
sightseeing trains, the uniquely-designed city
sculptures---, all these constitute a modern urban
view of Shanghai.

The New Bund

Located at the banks of the Huangpu River between
Waibaidu Bridge and Nanpu Bridge, the New Bund
has a total length of 4 kilometers. It rests against the
Huangpu River on the east and a row of 52 unique
buildings integrating the Oriental and Occidental
architectural styles on the west, generally known as
“buildings in multinational styles of architecture”,
which, for over a century, has remained a symbol of
Shanghai. At night when the floodlights of the
buildings are switched on at the same time, the
buildings look exactly like crystal palaces, which,
set off by the Oriental Pearl Radio and Television
Tower on the east bank of the Huangpu River, are
even more brilliant and dazzling. The New Bund is
reputed to be one of the “Ten Best Scenic Spots of
Shanghai”.

The Jingmao Building / Tower

Standing at 1, Century Boulevard, the Jingmao
Building faces the Bund across the Huangpu river.
With a total height of 420.5 meters, it ranks third in
the world and first in China. The building has a total
floor space of 290 thousand square meters, with 88
floors above ground, 3 floors underground and 6
floors of side buildings. The Jingmao Building,
which combines traditional and modern styles, is
generally regarded as a landmark building of
Shanghai, a city striving for excellence in the 215t

century. The observation deck on the 88th floor at

the height of 340.1 meters covers an area of 1,520
square meters and is the largest observation deck
currently in China. It is luxuriously decorated with
imported marble and the thickness of the marble on
the wall is only 3mm. The glass wall offers a
panorama of views. Standing at the deck, tourists
can have a bird's-eye-view of the urban sceneries of
Shanghai and the magnificent view at the estuary of
the Yangtze River. The two express elevators that
escalate at 9.1 meters per second send tourists to the
top of the building in only 45 seconds.

The Oriental Pearl Radio and Television
Tower

Standing at 1, Renmin Avenue, the Oriental Pearl
Radio and Television Tower is 468 meters in height,
ranking first in Asia and third in the world. It
consists of three gigantic columns 9 meters in
diameter, a spherical penthouse, an upper sphere, a
lower sphere, five smaller spheres, the pedestal and
the square. Together with Nanpu Bridge and Yangpu
Bridge, it looks like two dragons playing with a ball,
turning itself into a symbol of the reform and
opening-up of Shanghai. The designers, inspired by
rich imagination, arranges the 11 spheres of different
sizes from high in the blue sky down to a carpet of
green lawns, while the two huge dazzling ruby-like
spheres are integrated with the two earth-shaped
spheres of Shanghai International Convention
Center, forming a poetic picture of “pearls, big and
small, falling down into a jade plate”, magnificent
and beautiful. Shanghai Urban Historical
Development Gallery at the hall in the first floor is a
museum devoting to an introduction of the
development history of Shanghai in the previous
century. The precious historical relics, documents,
pictures, and the advanced film and television and
stereo facilities vividly reflect the history of
Shanghai urban development in the modern times.
The exhibition in the gallery fully displays the
profound political, economic, cultural, and social
changes of Shanghai. The Oriental Pearl Radio and

Television Tower is a vivid human landscape.

The Leisure Street at Hengshan Road

The Leisure Street at Hengshan Road was first
constructed in 1922. In the 1920s and 1930s there
had been many buildings of European architectural
styles. At present, Hengshan Road is flanked by
luxurious parasol trees and dozens of entertainment
sites, making the road a well-known entertainment

and leisure street in Shanghai.

Shanghai Museum

Located at 201, Renmin Avenue, on the south of the
People’s Square in the center of the city, Shanghai
Museum matches in fame Beijing Museum, Nanjing
Museum, and Xi'an Museum, generally known as
the four major museums in China. It is a traditional
style structure with vault ceiling and square base,
with the implication of “round heaven and square
earth”, a traditional concept of the ancient Chinese.
The museum looks like a bronze ware from the
distance. It has an exhibition area of 12,000 square
meters in four floors, the first floor being the
Ancient Chinese Bronze Gallery and the Ancient
Chinese Sculpture Gallery, the second floor the
Ancient Chinese Ceramics Gallery, the third floor
the Chinese Calligraphy Gallery, Chinese Painting
Gallery, and Chinese Seal Gallery, and the fourth
floor the Ancient Chinese Jade Gallery, Chinese
Coin Gallery, Chinese Ming and Qing Furniture
Gallery, Chinese Minority Nationalities’ Art
Gallery. Currently, the museum has a collection of
120 thousand pieces of precious and rare works of
art.

Shanghai is a modern and fast paced city, rich in
history and culture and with a wealth of areas and
sites just waiting to be explored. Unlike other
Chinese cities such as Beijing, Shanghai havs no
great ancient sites which people flock to. Rather, this
is a city to be walked, wandered, explored and
discovered in your own time and, in your own style.
I hope all above information will be interested by
you, every member of the ECONET family. If you
come to China, do miss it, Shanghai.
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Natural Product Update

The Strength of Univestin®

At Unigen, we see things differently.

Unigen has searched for years and screened over 1,200 plant extracts to
find natural botanical compounds that aid the body in providing
improved flexibility and joint comfort. Such efforts lead to the

development of Univestin®.

Life over 50 seems to be filled with the
challenges and discomfort of aging. Particularly
in the joints. In American alone, over 80 million
currently suffer joint discomfort, with those
numbers expected to grow as baby boomers age.
While there are many prescription and over-the-
counter drugs on the market that deal with joint
discomfort, many of these have shown to have
significant side effects. At Unigen, we offer a
natural, safer alternative through our patent
pending product, Univestin®.

In 1997, Unigen began a plant collection
program to expend the research of the medicinal
aloe vera plant into thousands of other plants
from all around the world. A patent pending
technology platform called PhytoLogix was
developed. The past seven years witnessed the
creation of a proprietary natural product library,
generating hundreds of thousands of plants, plant
extracts and pure natural compounds.

In 1999, the company made a decision to use the
PhytoLogix technology to find a better pain relief
medicine than the blockbuster drugs - Celebrex
and Vioxx. Scientists at Unigen worked very hard
to develop a high-throughput fluorescent based
COX-2 screening method to evaluate all plant
extracts from the PhytoLogix library. Each active
extract was fractionated by a high throughput
purification system to yield hundreds to fractions
and pure compounds for further testing. Within a

year, hundreds of active compounds were isolated
and identified. Unfortunately, none of the active
compounds showed the same level of potency and
COX-2 selectivity against current pharmaceutical
drugs in the market and pipeline. Licensing of
those lead natural products to big pharmaceutical
companies failed

In 2001, key management revised Unigen’s
business model and R&D approach, changing the
focus from finding super potent and selective
pharmaceutical drugs to moderate active,
balanced, multi-pathway inhibitors that may be
yield similar effectiveness with better safety
profile for nutraceutical and cosmetic application.
Scientists reviewed the COX-2 active natural
products discovered in 1999 and introduced a new
test for inhibition of another inflammation
pathways - lipoxyginase 5-LOX. The experiments
quickly narrowed down to two different kinds of
common natural products Free-B-Ring flavonoids
and flavans that showed equal amounts of
efficacy on animals as pharmaceutical drugs. A
proprietary, patent pending formulation called
Univestin® was generated. Upon further testing,
it was found that the two components formulation
yielded a moderate inhibition of three
inflammation related enzymes COX-1, COX-2
and 5-LOX both at protein and gene levels. The
formulation has the highest anti-oxidant
properties, possess good short-time penetration
for quick pain relief and long-term bio-

availability for lasting effect.

The safety profile of Univestin® was evaluated
and the clinical efficacy was demonstrated against
the leading pharmaceutical drugs. The ability of
Univestin® to naturally aid the body in improving
joint comfort was demonstrated in five levels of
testing models that included gene expression,
protein inhibition assays, cell based studies and in
vivo animal models.

In 2003 Univestin® was licensed to doctor-
selected, Primus Pharmaceuticals, for direct mail
and medical food channels in the United States. In
2004, it was licensed to Nuskin for international
multi-level marketing and Weider for mass
market in the U.S. Univestin® is also a key
ingredient in Oasis products:Ageless and
RegeniCARE. In late 2005, Nam Yang will launch
a Korean version of Univestin®, developed by
Unigen-Korea.

Conversely, on September 30th. 2004, super-
potent, COX-2 selective drug Vioxx from Merck
was withdrawn from the market due to increased
heart attack risks after 18 months of continual
usage. Dan Simmons, PhD and professor of
biochemistry, Brigham Young University was the
first to clone and identify COX-2 in 1991. Merck
learned of COX-2 through his literature. Doctor
Simmons was quoted in a recent article in Drug
Discovery & Development as saying, “The
difference between rofecoxib and celecoxib,
besides structure, is their degree of COX-2

selectivity, and celecoxib is not as selective.”
Simmons states that further research will tell if a
higher degree of COX-2 selectivity causes the
negative cardiovascular effects.

In summary, the recent evaluation of
cyclooxygenase isoforms and their functions has
concluded that the lack of appreciable COX-1
inhibitory effects is a plausible explanation for the
observed increasing of cardiovascular side effects
associated with rofecoxib and other highly
selective COS-2 drugs. There is even a
recommendation that the use of highly COX-2
selective NSAIDs, without the use of suitable
COX-1 inhibitors such as low dose aspirin, may
be best avoided.

Univestin® is a natural product derived from two
traditional plants consumed for thousands of
years in India and China. It contains anti-oxidants
and dietary supplement compounds that do not
inhibit specifically to COX-2. Univestin® is 2.25
times more selective against COX-1 versus COX-
2, and also inhibits 5-lipoxygenase (5-LOX),
which blocks the pathway producing multiple
vasodilating and chemotactic leukotrienes.

The multiple effects of Univestin® and the
historic usage of its original plants make it a
viable natural alternative for joint discomfort and

damage.
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On December 10, Senator Paull H. Shin,
Namyang CEO Mr. Kim and Korean
Consulate JacHak Jang joined many other
dignitaries, local and statewide, to rejoice
with Univera Owner and Founder Bill Lee
and CEO Derek Hall in a festive
celebration of the Grand Opening of our

wonderful Lacey Corporate Headquarters.

Local and state media covered the event
which featured the fabulous Morning Star
Dance Troupe, a tremendously talented
group of young dancers performing
traditional Korean dances. Wearing
colorful native dress, these beautiful
dancers are children from Korea who have
been adopted by American families and
personify the fusion of beliefs of our two
countries, making them a perfect fit to
entertain the guests present today.

Chairman Lee and other executives share
the moment in the gathering room
complete with our new wall murals
depicting the ECONET journey of “farm
to family.”

Cheering erupted as CEO Derek Hall,
Chairman Lee and Senator Shin begin the
ribbon cutting ceremony, a tangible
realization of the significant first step of

Chairman Lee’s vision to build a permanent
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Corporate Campus here in the Pacific
Northwest. As Senator Shin stated in his
remarks, the dreams of two years ago
became plans, then blueprints and finally
steel and wood to create our Lacey
Headquarters. Now all of the ECONET
Companies are under one roof and we are
well on our way to becoming what
Chairman Lee calls “a wonderful venture
that will last for hundreds of years.” Take
pride in being a part of this vision!

Washington State Lt. Governor Brad
Owen’s letter
He congratulated Univera’s successful
relocation and gave his personal thanks
about choosing Lacey as Univera’'s new
Corporate Headquarters.
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Resumption of Business in the New Year
Celebrated at Geumgang Mountain
Chairman Bill Lee and 99 Namyang Aloe staff
members embarked on a 4-day trip to Geumgang
Mountain on January 5 where they participated in
various events in celebration of the New Year,
including a seminar, climbing to Guryongyeon, a
hot spring bath, attending an acrobat performance
and team rallies, as well as a ceremony for the
resumption of business in the new year. With the
unique and lively beginning, we hope Namyang
Aloe will continue to grow in 2005, the year of
the rooster.
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Namyang Aloe Chairman Bill Lee Donates
Winter Clothing to North Korean Children
Since the “Let’s Send Rice to North Korea”
campaign in 1998, Namyang Aloe has been
supporting children in North Korea in a number
of ways. In December 2002, the company joined
forces with the Korean Foundation for World Aid
to launch a campaign to help children in North
Korea and sent vitamin supplements (Alkid).
Since then, Namyang Aloe has been providing
continuous support to North Korean children.
The most recent campaign, “ Let’s Send
Clothing,” which helped North Korean children

stay warmer this winter, continued from
December 1 through 31, 2004. A delegation
visited Cheongjin and delivered clothing twice.
The first delivery was made December 6-8 and
the second took place in early January. Namyang
Aloe donated 15 million won to provide a set of
winter clothing including a shirt, a pair of pants,
and a jacket to 1,000 children. Namyang Aloe
and the Korean Foundation for World Aid held a
ceremony at the company’s head office on
January 3 and exchanged the donation and a
plaque of appreciation.

Namyang Aloe, which has been keenly interested
in North Korean issues such as the food shortage,
developed a large-scale plantation in Russia and
continues to participate in projects supporting
North Korea in the spirit of wishing peace and
sending warm-hearted affection to all Koreans.
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3) Progress update on NISC (NAMYANG

Integrated, Speed & Change): An
Integrated Information System Built in

. 2004

A progress update on the development of the ERP
System, one of major achievements of NISC
(NAMYANG Integrated, Speed & Change), was
given in the presence of Chairman Bill Lee on
December 20, 2004. The system is expected to
lay the foundation for an integrated management
system at Namyang Company.
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A Workshop to Share the Namyang
Company Business Strategy for 2005

On January 14, 2005, a ceremony was held to
agree on the targets and strategic initiatives of
each divisions/team from the BSC perspective of

2

‘securing customer-oriented management

. capabilities,” which is a business policy, and
related strategic initiatives. The workshop served
as a valuable opportunity for all staff to
understand the company direction and set
. individual goals.
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NUTRACON-China Meeting

Dr. Seongsik Woo, managing director of general
affairs and head of the R&D Center at Unigen
Korea, attended NUTRACON-China, which was
held in Beijing from December 3-4, 2004, as an
invited speaker and made a presentation titled
“Korea: An Exploding Market with Great
Opportunity.” During his presentation, Dr. Woo
spoke about the adoption of the “Act on
Functional Foods” in Korea and introduced the
recent market trends of the functional food

industry in Korea. NUTRACON is an
international symposium at which various
speakers representing the world’s major health
supplement foods and natural product markets
gather together to discuss industry trends and
regulatory improvements and to exchange
information. It usually takes place before or after
the Natural Product Expo, which is held in the
United States and in Europe each year. Reflecting
international interest in the ever-growing Chinese
market, this year’s NUTRACON took place in
Asia for the first time, and next year’s symposium
is slated for Shanghai. Unigen-USA is an active
sponsor of international conferences like
NUTRACON. At the recent NUTRACON-China,
President Derek Hall personally took part in the
symposium as a sponsor and interacted
extensively with leading figures of the global
food supplement product industry.
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. Unigen-Russia Prepares for the Start of
. 2005

After enjoying the New Year holidays, the staff of
UNIGEN-RUSSIA began preparations for a
large-scale cultivation of Baikal skullcap on
January 11. It heavily snowed in Russia this
winter, which was beneficial for the growth of
Baikal skullcap, and no water shortages are
expected in the upcoming spring. Despite over
four meters of snow and subzero temperatures
around -22 degrees centigrade (-8 degrees
Fahrenheit), the staff is busy at the plantation
inspecting equipment and preparing for the
planting season in April. In 2005, they are also
looking forward to the publication of a Russian-
language version of the ECONET VISION
booklet, which would allow the local Unigen
Russia staff to share in the ECONET VISION &
Sprit.

22 F /Aloecorp

. Chairman Bill Lee Compliments the Staff
of Aloecorp

Construction of a new production facility in
Lyford, Texas was completed on December 8,
2004 and Chairman Bill Lee praised the tireless
efforts of the production staff at Aloecorp. It was
a meaningful occasion that served to reinforce the
significance of the ECONET family.
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& Happy First Birthday!

A. Date: December 14, 2004 / Hong-man Kim
(Production Technology Team) threw a party in
celebration of the first birthday of his second
daughter, Seonjeong.

We all hope Seonjeong will grow to be a beautiful

and healthy girl!
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DougRodenburg (Unigen)/ Yuka Smith (Univera)/

B. Date: January 8, 2005 / Seongsu Park
(Management Support Team) threw a party in
celebration of the first birthday of his son,
Jaewon.

Thank you for coming to the party!

e EAE) 4s Sshych
& Congratulations on the birth of a new baby!
» Date: January 18, 2005 / Congratulations to
Manager Seungwoo Baek (Jungbu Sales
Team) on the birth of his second daughter!
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& Congratulations on your wedding!

« Date: January 9, 2005 / Supervisor Hyunjeong
Hwangbo, Material Production Team, Natural
Product New Material Division (Bridegroom:

Jeongho Yoon)
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Congratulations to all the ECONETIANSs
who have been promoted to new posts in 2005.

(List below includes general managers or higher only)

Namyang Company
» Sichan Lee, Production Headquarters Director
(Head of HQ) = Managing Director
« Junghyun Shin, Management Support
Headquarters General Manager (Head of HQ)
= Acting Director
- Sangjun Han, Management Strategy
Headquarters General Manager =
Acting Director
- Jeongsu Ye, Sales Team Deputy General
Manager (Team Leader) =>
General Manager (Team Leader)
« Youngdeok Kim, Production Technology
Team Deputy General Manager (Team Leader)
= General Manager (Team Leader)

Namyang Aloe
 Seontaek Oh, Life Science Research Institute
Acting Director = Director
« Shinhee Lee, Sales Headquarters General
Manager =) Acting Director
« Kieok Ahn, Gyeongin Sales Team Deputy

General Manager = General Manager

Unigen Korea
« Seongshik Woo, Director of General Affairs
= Managing Director of General Affairs / Head
of R&D Center
» Seongil Do, Associate Researcher (Deputy
General Manager level) = Senior Researcher

(General Manager level)

Oasis

« Ed Clark
Manager, Product Distribution a Director,

Distribution Operations
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Birthday in January & February

* (2/12) 3573 * (9/14) 223 * (2/14) =ES * (2/19) 7 * (2/26) AHE
HyeJeong Hwang BokHee Cho JunHo Nho MinKyoung Choi JeongHun Kim

-

/ ' h - Y

* (2/26) SH& * (2/28) HFA & (2/28) Zulch < (3/01) B35 * (3/16) Alt-4 & (3/25) °]5

ByungYong Yu HyeHyun Won BaDa Kim HongYeop Park GyuSeok Sim DongYoung Lee

‘. S t;

o

& (3/07) o]z& * (3/08) %214 & (3/27) o]-&A * (2/06) Zo4 & (2/22) 0|53

JaeEun Lee InYoung Cho YongJae Lee EuiYoung Kwak ChungHeon Lee

* (2/23) 1123 * (2/27) AYE * (3/10) H5-3] * (3/15) o]g=} * (3/21) AAst & (3/23) BH-8-2-
YeungHee Go WonBok Kim SeungHee Park Moung Ja Lee YounHa Kim YongWoon Park

£ AT A
* (3/26) AR * (3/26) Al & (3/27) A9 & (3/28) B * (2/02) 2=2ky

Yoen Ja Kim BeomSoon Shin YoungDuk Kim SungWan Park ChanYoung Park

42 EconeT wAY
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* (2/04) YIS * (2/05) E$- * (2/09) A=A * (2/19) ¥ * (3/02) 4T

SangDeuk Rim TaeWoo Kim DongSeon Kim ByeongWook Yang  Kyoung—Min Park

* (3/18) s|Y= * (2/03) * (2/06) * (2/07)
YoungMoon Heo ol e} ul-$-E] 2E} HIAIE go]= Ul 22
Anita Bautista Vincente Reyes Daniel Romo

* (2/20) * (2/23) * (3/08) * (3/14) * (3/16)

2| Ao} s = ouk2 Aule} s} gzl shy e} ahu]2 7o
Alicia Perez Omar Guevara Juana Ricardi Juana Mayorga Ramiro Gallegos

* (3/25) * (3/29) * (2/03) * (2/16)

FEYe 7iukE A 2EA= 72 HExE 7} HAk
Antonio Camacho Jose Rodriguez Davenport Kyra Beauchamp Rebecca

l

* (2/19) * (2/25) * (3/05) * (3/17) * (3/18)

Bes Eopa SERER) 2 727 Aol £.= EREE FN
Thomas Bryson McMullen Heather Kalnitsky Rob Wood Jason Hawks Tamara

* (3/23) * (3/26) * (3/15) * (3/25)
HEHES ouz) Yol ol a3t B AlE
Bronson Brooke Willis Emilie Yohan Lee Paqutte Tom

* (3/15) 41817
HeyKyoung Shin

& (2/11)
g2 Rz

Lulu Munoz

* (3/24)
A7) 28 2R
Sigifredo Cruz

* (2/16)
e
Bland Yolanda

* (3/18)
Sk} 4]
Ramsey Anna

=

* (3/27)
EukA Za)gt
Hoolihan Thomas
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Photo contest
()

Mg O BOl BT S84SR 20054 SR ABIZE R Lol ol gls)
Che Wo] FAsHA 18 ASE4E Lol7he 24T XL S0 Tist o2 ARt
ZUITE oF Q3 AR 3, I 1 AJEY] X012 7]018 4 Qs TR YT HEE A}
XP 0] ORIZIR? TAIS] ROl 4 QU= §H AHHO] 6i7] QLT

15(8H), 25(2H Atzlg Hatn #er HE ZAEE oS0 FAUILM), 3S(5H), 7|EH HOFAEE

SDASIS Umicen | W

LEOF BHA ERA] L oo | Shell We Dance
= e Aol Ry AL o) 5 1] I S S — The Namyang family, heated up!
7‘2]07_3 é]‘E]-_.QHH]- ........................................................................................................................... An adorable Santa Claus!
HALA 2l0|EE 5Z10] BJO|E FZAORA .. /| A white Christmas at the plantation in Lyford, Texas

T FEZ QO QIO v N o A vast expanse of aloe
U F UZEF S s [N e Aloecorp plantation - six years ago
e Rt e A Aloecorp plantation - today

44 econeT way

8 Help! Let me out of here!

9 Hey, get up! It’s time to go
to work!

] 0 Isn’t my head small?
] ] A beautiful pond at

Changgyeonggung Palace

Old Memory in a Snapshot!

The year 2005, the year of the rooster, began with a lively crow. Detracting from the saying that one’
s age is merely a number, wrinkles from aging and a yearning for the old days are on the rise as the
years goes by. If there is any medium that can bring back a memory from times gone by, it must be
the photo. Here are some pictures that will refresh your memory.

The first-prize winner (No. 8), The second-prize winner (No. 2 W‘ d xpect such a wonderful poster.
Thanks for going the extra mile. M), The third-prize winner (N 0. r entries
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sender (customer, employee, family)
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Please send to

The Editor of ECONET WAY,

Strategy and Planning Office, Namyang Company
8th floor, Taeshin Building, 277-35,

Seongsu 2-ga 3-dong, Seongdong-gu, Seoul
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1. Thanks to ( ), the sales results have catapulted () to a record year of sales, outpacing
its previous record by more than 30%. By promoting optimal cell renewal of the 300 billion cells that
the human body miraculously produces every single day of a person’s life, the product was designed
to address the root causes of ( ).

2. ( ) has searched for years and screened over 1,200 plant extracts to find ( ) botanical
compounds that aid the body in providing improved flexibility and ( ) comfort. Such efforts led
to the development of ( ).

ECONET WAYe
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e Let's join the ECONET WAY e

ECONET WAY is awaiting your participation. Please contribute articles on any topic, such as your
favorite book, an unforgettable performance, a memorable trip or a personal essay. Your contribution
would be deeply appreciated.

1. Which article did you find most interesting or useful in this month’s issue?

2. What would you like to read in future issues of ECONET WAY?

3. Please submit any comments or suggestions you have for ECONET WAY.

4. Kindly suggest a section to which you’d like to contribute or a colleague you'd like to recommend.

® Answer
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@ / Namyang Company

5 A 27d 84 370-92

® :365-850

370-92 Yongjeong-Ri, chopyong-Myon,
Chinchon-Kun, Chungbuk, 365-850, Korea
Tel : (043)532-5144, Fax :(043)532-5328
www.namyangglobal.com

@A =20]| / Namyang Aloe Inc.

A& BT 4427t 3% 277-35 HlAY 65
& :133-832

Taesin Bldg. 277-35 Sungsu, 2-ga 3-dong,
Sungdong-gu Seoul, 133-832, Korea

Tel : (02)463-3100, Fax :(02)463-9162
www.namyangaloe.com

@RLIH st= / Unigen Korea
QA WA 9] 200194

& :330-863

#200-1, Songjung-Ri, Byeongcheon-Myeon,

Cheonan-Si, Chungnam 330-863, Korea

Tel : (041)529-1510, Fax :(041)529-1599

www.unigen.net

SLId2} / Univera, Inc.

2660 Willamette Drive
Lacey, WA 98516
Tel : (360)486-8300, Fax :(360)413-9185

QOA|A / Oasis Lifesciences

2660 Willamette Drive

Lacey, WA 98516

Tel : (360)486-7500, Fax :(360)413-9150
www.oasislifesciences.com

0= {LIH / Unigen Phmaceuticl inc.

2660 Willamette Drive

Lacey, WA 98516

Tel : (360)486-8200, Fax : (360)413-9135
www.unigenpharma.com

ot2:=(AAR / Aloecorp Inc (Production)

61/2 Miles North of La Villa On FM 491
Lyford, Texas 78569 U.S.A

Tel : (956) 262-2176 Fax : 956-262-8113
www.aloecorp.com

ra3(Fgd) / Aloecorp Inc (Sales)

2660 Willamette Drive

Lacey, WA 98516

Tel : (360)486-7400, Fax :(360)413-5036
www.aloecorp.com

= slo|t ¢2F / Hainan Aloecorp

Room #1108, Haikou International Commercial Centre, No.38,
Datong Road, Haikou, Hainan, China - Zip Code : 570102
Tel : (898)-6674-5400, Fax : (898)6674-3400

SL|M 2{Alo} / Unigen-Russia

3rd Floor, Aleutuskaya 14str.
Bladivostok, Primory, Russia
Tel : 7-4232-30-10-66, Fax : 7-4232-30-10-64



erating the body's miracles.



