EUROPEAN UNION

South Korea’s food and beverage sector is undergoing a
quiet revolution. Today’s consumers are curious, quality-
-driven and increasingly conscious about what goes into
their food, and where it comes from. From indulgent yet
balanced dairy products to revamped street food culture,
demand is rising for premium, authentic, and responsibly
sourced offerings.

For B2B players in retail, food service, and distribution,
European Union agri-food products offer a strategic edge
in meeting these expectations. Combining tradition with
innovation, the EU’s food and beverage sector delivers
diversity, reliability and sustainability - values that
resonate deeply with Korean consumer trends.

Story-rich origins mean competitive
shelf appeal

European agri-food products stand out for their deep con-
nection to place. The EU’s quality logos reinforce this distinction:
Protected Designation of Origin (PDO) products have the
strongest links to the place in which they are made and
every part of the production, processing and preparation
process must take place in the specific region, while Protected
Geographical Indication (PGI) products have at least one
stage of production, processing, or preparation occurring in
the region. With an array of EU cheeses, Baltic craft spirits,
and Belgian artisan chocolates, each product represents

a journey through heritage, craftsmanship, and quality.
Moreover, EU traditional flavours and culinary styles can

be reimagined for modern consumers, perfectly fitting the
“Newtro” trend and helping Korean businesses stand out.

EU products offer a fresh spin - premium ingredients that
elevate menus and retail displays alike. These are not just
ingredients; they’re experiences consumers are willing to
seek out and pay more for.

—Inlanderrum PGI, Austria

Built-in trust:
Transparency that delivers

South Korean shoppers are placing growing emphasis

on safety, freshness, and product origin. This demand for
transparency aligns naturally with the EU’s strict regulatory
frameworks. Robust traceability systems, food safety legis-
lation, and authenticity labelling mean that EU products
arrive with built-in consumer trust. For B2B partners, this
translates into confidence in every transaction and stronger
relationships with end consumers.

Queijo Serra da Estrela PDO, Portugal

Sustainability with substance

The EU doesn’t just produce food

- it pioneers sustainable ways to do so.
Guided by its Vision for Agriculture and
Food, the EU is building a resilient, inno-
vative agri-food economy that supports
producers while protecting the planet.
Climate-smart farming, organic production,
reduced environmental impact, and fair
working conditions are more than policy

goals - they’re embedded in how European
food is grown, processed, and delivered.

This vision is especially relevant to Korea’s
environmentally aware market. As consumers
show greater interest in eco-friendly sourcing
and ethical consumption, businesses aligned
with these values gain a competitive
advantage.

|
Innovation that reflects consumer demands

With Korean demand rising for health- meats with reduced salt content, and
oriented dairy, low-sugar snacks, and artisan breads made with heritage grains.
plant-based alternatives, EU producers are This blend of tradition and modernity
stepping up with fresh solutions. Innova- allows B2B buyers to anticipate trends and
tion is also flourishing in Europe’s most respond with agility, using EU products
iconic categories - from aged cheeses with as the cornerstone of their strategy.
enhanced nutritional profiles to cured

Connect with Europe’s best at our trade seminar

To explore these opportunities further, the
EU is hosting a dedicated trade networking
event and a European Christmas market-
place, in Seoul, on 25 November 2025. This
event will give Korean importers, retailers,
distributors and food service operators
direct access to:

EU agri-food merits and opportunities
in the Korean market.

In-person networking.

Engage directly with EU ingredients
through interactive experiences.

Protected Designation
of Origin (PDO)
products have the strongest
links to the place in which
they are made. Every part of
the production, processing
and the and preparation
process must take place in
the specific region

Protected Geographical
Indication (PGl)
products have at least
one stage of production,
processing, or preparation
occurring in the region.

Discover how EU excellence
can help your business
lead the next chapter in
Korea’s food revolution.

Find more details on
our website:

https://enjoy-its-from-europe.
campaign.europa.eu/south-korea/ko

or get in touch with our team
for inquiries about this event:
jkim@hopscotchgroupe.com
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