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What about franchises?

Q. what about franchises?

A system in which a manufacturer or seller with a business name, patent
trademark, or technology enters into a contract with a retail store based
on mutual benefit.

head office franchisee

(Franchisor) Wi n —Wi n (Franchisee)

have skKills received skKills
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CEO greetings

- corporation gimgane ceo chairman

- incorporated association franchise association honorary chairman
- incorporated association franchise association chairman

- small business honorary new knowledge award

- small business chief executive procedure

ceo chairman

““ With keen judgment toward the goal like a tiger's eyes,
Like the gait of a bull, without hastiness and with dignity

Move forward toward your set goal! ”

Contribute to the development of the Korean franchise industry,
In addition, we will become Kimgane Co., Ltd., which promotes the status of Korean franchise
companies throughout the world.

To build a luxury restaurant brand that customers can trust and that customers return to again

and again. We plan to strive to globalize the Kimgane brand through principled management.
Management that adheres to principles means providing customers with more delicious menus,

This means rewarding with better service and doing our best to manage franchisees to achieve this.
In order to maintain and grow a company in a changing corporate environment,

We believe that brand power is formed through strategies that can be developed within the company.
Based on this, we will strive to promote the excellence of Korean food to the world.
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Corporate identity / Brand identity

C93 M88 Y89 K80 C20 M100 Y100 KO
R4 GO BO R210 GO B27

Sincere food
Gimgane’s ‘Ga’ is a Chinese character meaning ‘home’”.
This means that we will serve our customers with the same motherly, home-cooked taste.

Confidence

Gimgane’s ‘gim’ represents the brand character of a kimbap specialty store. It contains
the comprehensive meaning of making food under the name of the founder,
Chairman Kim Yong-man.

Friendliness

Gimgane’s ‘ga’ is changed from Chinese character to Hangul, so it can be used by people
of all ages and genders. This implies that we will approach the brand as a friendly brand that
can be easily and conveniently used by people of all ages.

Trust in customers
Gimgane’s ‘ne’ is a suffix that adds the meaning of the group to which the person belongs.
It implicitly symbolizes the spirit of trust that franchise stores have toward their customers.
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Introdution 1992~1998 Growing up 1999~2006
1992 ¢—1999
Daehak-ro main branch opened Franchise awards
1996 o— 2000
Start a franchise business Cumulative 150th store opened
1998 o 2004
Branch establishment Office building completed
1998 o— 2006
Cumulative 60th store opened Establishment of a corporation
Cumulative 300th store opened
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Maturity 2007~2012

2007
Management innovation small business
2008

New brand launch

2009

ISO9001 obtain a certificate

2012

Cumulative 400th store opened
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2013
Industry and Energy Minister's Award
Master Franchise Agreement (china)
2012

20th anniversary

2016

Cumulative 500th store opened

2017

25th anniversary

2018

Logistics center completed

2020

HMR launching

2021

Launch of live commerce broadcast
2022

30th anniversary



Quality differntiation

Full of warmth at 36.5°C every day, 365 days a year.
Gimgane’s promisel!

m» [ryth

precious new rice

New rice from the Chungcheong region retains
moisture. It's soft and tasty, and the raw rice
itself is chewy. It tastes delicious. In our land
with mountains and clear water gimgane cooks
rice with the rice we grow.

m» Healthy

high-quality seaweed

The waves in the southern coastal area are calm
and influenced by river water. It is beneficial for
seaweed farming as the water temperature is
suitable. The taste of crispy seaweed cooked with
care is unlike any other food. It matches well and
gives a more savory flavor.

m \/iridity

clean eggs

Clean eggs that do not contain antibiotics such as
elasticizers or coloring agents to prevent the yolk
from loosening. Kimgane, which embodies the honest
taste of nature, supplies only fresh eggs.
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thick sesame oil

Sesame oil made using only 100% sesame seeds
has a stronger aroma and taste through

a low-temperature roasting process. Rich sesame
oil enhances the taste of various types of Kimgane
food. Makes it richer.

m» fresh

special fish cake

Special fish cake made using only high—-quality fish meat
in Busan, the home of fish cake. Because it is caught

in the coastal sea, it is fresher and has a higher fish meat
content than fish cakes from other regions, so it has

a better texture and is more chewy.
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Distribution

Convenient logistics system

In addition to producing our own cooking products, we are also the best in the industry to maintain the freshness of ingredients.
By establishing a logistics system, we have introduced a one-pack system to simplify cooking and provide semi-cooked and finished
products. We supply fresh food ingredients to our franchisees every day through a nationwide logistics distribution system.
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Menu
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Founded procedure

Franchise consultation

Headguarters visit, phone and internet consultation, guidance on opening
procedures and recommendation of commercial area in desired area.
Consultation on inspection precautions when investigating commercial districts
and locations.

Commercial area research, store development

Utilizing nationwide commercial distribution map and scientific data, conducting
local commercial and store location surveys, competitor surveys,

predicting future commercial changes and inspecting store licenses.

Commercial evaluation
Check estimated profit and loss calculation (B.E.P) analyze net profit and investment
feasibility. Location analysis and decision.

Store contract

Thorough preliminary inspection of permits and permits prior to contract. Provision
of legal protection measures when entering into a store contract. Setting of normal
license for each affiliated store

Franchise contract, construction contract
Discussion on opening plan (funding, schedule operation), professional interior
construction (reasonable option type), determination of store type (lay-out)

Training and post-opening support

Implementation of training evaluation system, field—oriented training, store opening
promotion support, sales analysis,supervisors in each field provide regular guidance,
comprehensive guidance and evaluation, and company-wide advertising and public
relations support.
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Differentiation & competitiveness

R&D, Research and Development Center
-Systematic menu management and menu testing through
menu-specific quality control (QC) system
-Development of new menus and menu renewals that meet
customer needs
-Equipped with various test equipment for brand and
new product development
-Quarterly process improvement for quality improvement

CK, Central Kitchen

In-house production of over 40 types of sauces and over 20 types
of semi-cooked products

-Hygienic product management through thorough inspection

-No artificial preservatives used in accordance with the same-day
production and same-day delivery principle

-Set the shortest distribution period (minimum inventory operation)

SIT, Strategy Implementation Team

-Same-day arrival and delivery of fresh foods (vegetables, fish

and shellfish, etc.)

-Separate management of refrigerators and freezers according
to product shape

-Installation of meat refrigerator

-Possibility to purchase large quantities of industrial products with high
quality competitiveness through material warehouse

Supervisor, Menuvisor, Route manager
-Provision of a systematic franchise operation manual
- Affiliates & sales management

-Customer service marketing training

-Complete cooking manual provided
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Sales increase program

Support for improving franch§e>sales

Marketing Support

-Vitalization of franchise sales through event promotions

SV support
-Store support through dispatched work
-Analysis of causes of low sales

Public Relations Support
-Advertising promotion
Brand promotion through newspaper, viral, and PPL advertisements

Menu development support
-Vitalizing sales through new menu development

Promotional support

-L.SM support
-Sales promotion and public relations support tailored to store conditions
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domestic franchise status

Start-up status
851k
e Re

1,170,000 people
founded

’ 850,000 people
& closed down

Franchise Status

4,631

COMPANY =BRAND

6.052 6,353

5741, e 5.175

2017

2018 2019

<Refer to affiliate industry presentation materials>

- The start-up market appears to be somewhat active, with more than 1.1 million people starting
businesses each year. With more than 850,000 people out of business, the startup market is

becoming unstable.

- In the case of franchises, the recent increase has been gradual, but the number of brands and
companies continues to increase steadily. It is increasing, and as of the end of 2019, the number

of franchise brands was calculated to be 6,353.

Current status of GIMGANE

- Distribution of franchises operating for more than

5 years: 65%

- Average operating period of franchises: 9.7 years

less than 3 years

18

16YEARS
21%

11~15YEARS
20%

6~10YEARS
24%

3~5 years m 5~10 years
m]0~15 years m16 years



menubook design
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menu promotion poster
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Event marketing

Host a contest

‘Gimgane Children’s Contest’ is a campaign to thank customers for their support and increase brand awareness.
It has been implemented every year since 2014 to create happy memories for children, who are the leaders of the future.

The winning works are provided in limited edition lunch box packages and viewing services through mobhile exhibition halls.

| contest poster
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promotional posters and promotions

Promotional posters are planned and produced in various ways as a strategic promotional activity that takes
advantage of gimgane's unique brand characteristics. We are continuously introducing products and strengthening
the effect of raising brand awareness through participation in exhibitions every year.
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brand advertising video
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Live commerce broadcast 30th anniversary brand advertising video
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Sns marketing

SNS channel operation
gimgane's official SNS account aims to continuously enhance brand value. We are actively communicating
with consumers in various ways through menu promotions and event promotions.

Instagram @gimgane_official
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Youtube youtube.com/channel/UCSoX0xvdMGNBHTMIRa_lxrg
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Interior

Store_Exterior

n— g+ - 1
s i i
| GlMGANE t

A B : | o




Store_Inside
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Store_Inside
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Store_Self system

TG

SELF ZONE
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Store_Kitchen
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Investment cost

division Support details amount

. Trademark and service license know-how, -
Franchise fee _ _ _ 7 million won
Operational guidance, store opening support fees

education expenses Menu and operation (marketing, hospitality, etc.) 3 million won
training

interior cost 2 million won per 3.3m* 30 million won

sign fee Front signs and other signage 5 million won

POS, topping table, kitchen facilities

facility fee _ _ _ 28 million won
(large refrigerator, etc.), Chairs, tables, all furniture
Contract performance Contract performance deposit o
) L 2 million won
deposit (refunded upon expiration)
Total 75 million won

%:Costs for interior construction (water and sewer city gas, electricity expansion, ducts, heating and
cooling, etc.) are added depending on the characteristics of the store.

:Costs may vary depending on store structure and region. (Individual consultation is required for
details.)
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