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Our challenges

*\We have low production volumes.
*\We have higher costs.

*\We have logistics challenges.

*\We are far away from most markets.
Some markets are closed.

*\We face trade barriers.



Logistics challenges

Vi0 hofum misst bila dtaf veginum, fests i
drullu sem getur seinkad pvi ad vio komum
vorunum okkar a markad.”

,Petta er allt flutt ferskt og ef vio komum
ekki afurdunum af stad pa er pad eina sem
vio getum gert er ao frysta pzer ... par af
leidandi faum vio laegra verd fyrir paer.”

Vikingur Gunnarsson, framkvamdastjori %()é RU\I
Arnarlax O

05.06.2016



Our challenges

*\We have low production volumes.
*\We have higher costs.
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*We face trade barriers.



Not only are we far away
from the markets — we also
have to deal with ...



Our challenges

*\We have low production volumes.
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 tariffs into the
yean Union with 2%
nport tax.



Premium salmon
positioning
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The customers’ requirements

e Seafood sourced only from responsibly managed fish farms.
o-No.antibiotics, no added hormones, no parasiticides.

* No chemicals or.copper on nets

e Raised in carefully monitored cages or tanks with low density
 Marine protein only in the feed — no land-animal ingredients.
* No synthetic pigments allowed in the feed.

 Minimizing the impacts of fish farming on the environment.
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Most stringent checks required

 Minimizing the impacts of fish
farming onthe environment.
e Raised to the highest standards for

qguality, freshness and responsible
farming.

* No genetically modified or cloned
seafood.

 Traceability from egg to store.

e Third party audits.
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That is not enough. ‘ ~
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We also need to 1
correctly position =
our product. Koy
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GLASBERGEN

“Can we swap glasses 2 It helps me see
things from the customer’s point of view!”
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* People buy emotionally. f/ﬁ'ﬁ'ﬁ" = s
e People buy experiences. 2 Bk i
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* Price communicates value. a;,.;.:iq
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e Packaging communicates value. ")
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 Employees create value.

L
* Differentiation, when it serves a set _-
of customers, creates value.

‘He’'s very good at choosiiig
the freshest fisit



{0
sta ¢and Pf dont
e Th
as r
n
 .The sto
[eachlh\‘s Sa\ onin

Our Icelandic Salmon

Arnarlax’'s natural and sustainable concept of salmon farming in the
clear Arctic ocean around Iceland has been established wit
quality standards, which do not allow for the use of 24
chemical treatment for salmon lice.

With six farming locations ig
Arnarlax is able to
its full potegds
months a
farming c

This exceptid
hazards, such
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Putting it all together

* WE HAVE TO DELIVER VALUE AND ALL THE PIECES HAVE TO
FIT — ONLY THEN CAN WE SUCCEED!



ABOUTUS  OUR SALMON  SUSTAINABILITY COMMUNITY CONTACT US

A Naturally Raised Quélity lcelandic

Salmon, farmed according to new
approach in harmony with nature

- No Antibiotics
- No Delousing
- Less density

- High omega 3
- Non GMO

B
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