
 

 

 

 

 
 

 

 

 

 

 

2Q21 Issue 
 



 
2 

Dear Readers, 

 

Thai Union reported another magnificent 2Q 2021 quarterly earnings results.  

This was supported by our full-efforts from the sales push and our cost efficiency 

management, resulting in a robust net profit of THB2.3bn in 2Q 2021.   
 

Thai Union’s 2Q 2021 strong operating profit was thanks to our core business 

(Ambient Seafood, Frozen and Chilled seafood, and PetCare and Value-added), 

together with the turnaround of Red Lobster business.  

 

In this issue, our President and CEO, Thiraphong Chansiri, discusses  

the restructuring of Songkla Canning PCL. (SCC) to i-Tail Corporation PCL. (ITC), 

which will be the official business of Thai Union’s pet related operations.  

 

Thai Union is also proud to present our strong commitment in sustainability which 

has attributed to our Blue Finance portfolio. Thai Union successfully launched the 

first-time ever in Thailand Sustainabilty-Linked Bond with an oversubscription.  

 

 

 

 
Caption: Thai Union’s global PetCare products 

(both branded and private-label). 

The Rising Star, PetCare  

 

Thai Union’s Global PetCare business 

started its journey over 43 years ago. 

Fast forward until today, we are the no. 

1 pet food producer in Thailand, no. 2 

in Asia and no. 15 globally, with a large 

manufacturing capability, strength in 

innovation, and an award-winning 

sustainability program, SeaChange®. 

 

We recently announced the 

restructuring of our subsidiary, Songkla 

Canning PCL. (SCC) to become i-Tail 

Corporation PCL. (ITC), which will 

operate separately as the official 

business of Thai Union’s pet-related 

operations and become the home of 

our pet food production.  

 

The launch of i-Tail is the result of the 

continuing strength of Thai Union’s 

PetCare business. 

 

 

 

 

 

  

 

 

 

 

We have seen solid growth in the 

PetCare and value-added category 

amid the global pandemic, as people 

have adopted more pets and are willing 

to spend more on products that are 

better for their health. The global 

PetCare unit is a major part of the 

PetCare and value-added category, 

which had a revenue of USD 642mn in 

2020.  

 
With our expertise in premium, wet-
based cat and dog food and strength in 
innovation, I believe we are well-
positioned to become the no. 1 
strategic OEM pet food producer for 
leading brands globally and private-
label. 
 
We have invested in a Global PetCare 
Innovation Center (GPCI) and work 
closely with our customers to co-
develop and introduce new,  
innovative products with higher 
margins, thus, developing customer 
loyalty. We have specialists  
focusing on nutrition, life-stage pet 
products, and special ingredients,  
with many in the pipeline to launch 
within 2022-2023. 
 
Thai Union is looking to expand to  
new, emerging markets like China  
with a focus on premium products,  
as well as expanding our factory 
capacity, which will be ready in  
the first half of 2023.  

All of this supports the future growth of  
i-Tail and allows Thai Union to unlock 
the hidden value of its high-potential 
PetCare business, which will be ready 
to spin-off within 2022.
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Thai Union Ingredients (TUI) launched tuna protein 
hydrolysate and collagen peptide plant construction in 
Samut Sakhon, which is ongoing and plans to complete in 
2022. Protein hydrolysates and collagen are fast-growing 
markets with rising health awareness, aging population, and 
applications in F&B, supplements, and cosmetics. TUI 
continues to sell UniQ™DHA crude and refined oil and 
UniQ™BONE tuna calcium powder to B2B channels. 
 
TUI made a strategic investment in Clover Corporation, 
the world’s leading Australian company in encapsulation 
technology for omega 3-6 powders and Thai Union’s long-
term customer, of 10% shares at THB 700mn. The strategic 
partnership well-positions the two companies to serve the 
growing demand of DHA-rich products. 
 
Thai Union Lifescience (TUL) launched ZeaVita brand in 
Sep 2021, and for the first time ever with natural 
supplements from 100% deep sea tuna parts made with 
technology patented in Japan. ZeaVita focuses on collagen, 
calcium, and fish oil, sold through exclusive partnership with 
Watsons and top 100 independent pharmacies in Thailand. 
Two joint ventures with Interpharma and ThaiBev are in 
progress with plans to launch medical foods, supplements, 
and functional drinks by the end of 2021. 
 
Thai Union’s Alternative Protein (AP) OMG Meat brand was 
launched in Thailand in early 2021. We signed an MOU with V-
Foods, Thailand’s no. 1 sweet corn producer, and partner startup 
More Meat in Jun 2021, to co-develop plant-based products in 
Thailand. Thai Union continues to manufacture for OEM to a 
leading FMCG player, plant-based startups, and strategic 
customers in the U.K. We are expanding the next generation of 
products with new ingredients (i.e. pea) and new products (i.e. 
shrimp) this year. 
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Thai Union has strengthened its Blue Finance portfolio 
  
As part of our ongoing commitment to sustainability,  
Thai Union successfully debuted a sustainability-linked 

loan (SLL) of THB 12bn in Feb 2021, the first-ever SLL in 
Thailand and the first time for Thai Union to diversify its 
financing source to Japan. The SLL was oversubscribed by 1.6x 
in Thailand and 3.3x in Japan. This marked an important step 
for Thai Union and the seafood industry as a whole.  

 
To strengthen our Blue Finance strategy, we successfully 
launched a sustainability-linked bond (SLB) of THB 5bn in 

Jul 2021, with an interest rate of 2.47%. It received strong 
demand from institutional investors in Thailand. The KPIs for 
both SLL and SLB are inclusion in Dow Jones Sustainability 
Index, Carbon Intensity, and Electronic Monitoring of tuna 
fishing vessels, and achievement of KPIs each year result in a 
reduction of interest rate. 
 

Thai Union received an A- rating with stable outlook by 
Japan Credit Rating Agency (JCR) in Aug 2021. The 

rating is equivalent to the Sovereign rating of Thailand. We are 
proud to be recognized by JCR, as this supports our direction 
towards more sustainable financing as well as diversifying our 
investor pool. 

 
We continue to support local communities 
 

This year, Thai Union has donated more than 326,000 
food servings – both human and animal – as well as 

medical equipment worth THB 7.2mn to support government 
agencies, hospitals, foundations, and animal shelters in 
Thailand, as part of the global Thai Union Cares program to 
provide humanitarian assistance to local communities impacted 
by COVID-19. 

 

 

Global operations remain mostly uninterrupted from 
COVID-19, despite pressure in Asia  
 
Thai Union continues to manage the risks of COVID-19 in 
our supply chain well.  Despite few temporary closures in 
Asia, we are now ramping up production at Songkla Canning 
(SCC) in Songkla, which was closed for 2 weeks until Jul 5. 
In Vietnam, Yueh Chyang Canned Food (YCC) has been 
closed due to authorities announcement since Jul 12, with plans 
to re-open in Sep. 
 
In Samut Sakhon, our operations continue to be monitored 
closely. We are actively testing employees through Antigen 
Test Kits, doing a Bubble-and-Seal program, and expanded 
our Factory Accomodation  solation  FA   per authorities’ 
announcement. The internal vaccination program is ongoing 
and we have purchased more than 18,000 doses for 
employees. 

Globally, the vaccine roll-out in Seychelles, the U.K., and the 
U.S. are in advanced progress under co-programs with local 
authorities.
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New automation and ready-to-eat production, serving 
customers globally from 2022  
 
We are consolidating three existing factories (Pakfood, Thai 
Union Meal & Bakery, and Chaophraya Cold Storage) into a 
single, new culinary plant with increased capacity of 38% and 
an automatic cold storage (ASRS) to enhance production 
efficiency. The construction is ongoing with plans to launch 
commercially in 3Q 2022, at total CAPEX of THB 1.1bn. 
 
Thai Union acquired remaining 49% shares in Rügen Fisch, 
Germany’s s elf-stable seafood leader 

The acquisition of remaining shares in Rügen Fisch in May 
2021 was at EUR 44.8mn, after Thai Union’s initial acquisition 
of 51% majority stake at EUR 43.5mn in 2016, with a put-and-
call option within 5 years. This move demonstrates Rügen 
Fisch’s  alue to Thai Union’s business and our continued 
commitment to the German market. Thai Union continues to 
consolidate Rügen Fisch in our financial statements and the 
minority portion is now included our bottom line.  

Rügen Fisch generates revenues over EUR 140mn per year,  
supplying ambient & chilled fish products to leading retailers in 
Germany through own brands, Rügen Fisch, Hawesta, Ostsee 
Fisch and Lysell, and private-label.  

Expan e  o r “Healt y Livin ” portfolio: T na  one Cal i m 

Thai Union launched a new, healthy canned tuna product line in Feb 
2021, through our long-term, key strategic customer, Simplot, under 
their John West Australia brand, called Protein+ Calcium Rich Tuna, 
which is enriched with calcium from natural ingredients and is made 
from patented technology. Distribution was further expanded to more 
retail stores in July 2021. Value-added canned tuna products have 
>10% higher price premium than typical cans of tuna. 

Launched “ ry pet foo ” products under Bellotta and Marvo 

Thai Union introduced a new, dry pet food product line in Jul 2021 
through own PetCare brands, Bellotta and Marvo, with four, high-
quality cat and dog food products. It offers up to 30% protein 
content, which is higher than the market average, is specialized in 
life-stage for baby to adult pets, and enriched with DHA, Omega-3, 
Vitamin A, and other essential nutrients. We plan to continue 
growing in the dry pet food segment with premium ranges in the 
future.  

Re  Lo ster’s t rnaro n   ontin e  ami  the pandemic 

Red Lobster appointed CEO and Board Member, Kelli Valade, in 
Aug 2021. Prior to serving as President and CEO of Black Box 
 ntelligence™, she was Brand President for Chili's Grill   Bar and 
was responsible for over 1,600 restaurants. Under her leadership, 
we will continue to drive business recovery and strategic initiatives 
and Red Lobster. 

Growing our guest count continues to be a key focus. We are 
investing in hospitality staff and employee training to sustain a strong 
workforce and so far, we have hired approx. 26,000 employees 
since Jan 2021.  ed  obster’s off-premise remains strong at 2.2x 
pre-COVID, and is in line with casual dining industry in the U.S. (in 
terms of % to sales). All outlets are open for off-premise and dining 
halls in the U.S. and Canada. We target to achieve a THB 200-
300mn share of loss from Red Lobster in 2021 (excluding 
accounting adjustment impact). 
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2Q21:   All-t ime high net  profit ,  up 37% YoY 

Net  prof it  was robust  at  THB 2,343mn, boosted 

by record operating prof it  f rom strong core 

businesses and a turnaround of  Red Lobster  

 
2Q21 sales growth was exceptional at 8.6% YoY to THB 

35,883mn.  This was mainly driven by significant rebound        

of frozen and chilled seafood sales (+28.7% YoY) and strong 

PetCare and value-added business sales (+12.5% YoY).       

The ambient seafood business saw a 6.8% YoY sales drop      

in 2Q21.  

 

Gross profit marked a new record at THB 6,805mn in 2Q21, 

up 12.9% from 2Q20. We delivered a consistent, high gross 

margin at 19.0%, thanks to the recovery of frozen and chilled 

seafood business, continued strong demand in the PetCare 

and value-added business, and  a high margin in the ambient 

seafood business. 

 

2Q21 operating profit was also a record at THB 2,524mn, up 
7.1% YoY, mostly thanks to a solid gross profit. 2Q21 SG&A 
expenses increased 16.6% YoY, from higher logistic costs and 
marketing & administrative expenses, and a one-off goodwill 
impairment of THB 105mn from TMAC booked in 2Q21.  

 

2Q21 net profit was at a new, all-time high of  
THB 2,343mn, up 36.5% YoY. This was thanks to strong 
core three businesses, margin expansion, and a 
turnaround of Red Lobster at much lower loss. 
  
Adjusted net profit marked at THB 2,448mn, up 42.6% 
YoY. The one-off item was a THB 105mn goodwill 
impairment in TMAC. 
 
With robust net profit, net D/E ratio remained healthy at 
0.98x, TU announced 1H21 interim dividend of THB 
0.45/share. Ex-Dividend (XD) Date was on August 23, 
2021. Dividend was paid on September 7, 2021. 
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Ambient seafood 

 
 
 
 
 
 
 
 
 

 

Frozen and chil led seafood PetCare, value-added and 

others

 

Share Price (THB) 
(As of Sep 10, 2021) 

52 Week 
High/Low (THB) 

Market Cap 
(THB bn) 

Free Float 
(%) 

21.7 13.3 – 23.0 103.5 60.6 

     
          
*The company changed the par value from THB 1 to THB 0.25 and registered with the Ministry of Commerce 

on 25 Dec 2014. Hence, dividend per share has been revised retroactively to reflect the par change of THB 
0.25. 
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2021 

September October November December 

S M T W T F Sa S M T W T F Sa S M T W T F Sa S M T W T F Sa 
29 30 31 1 2 3 4 26 27 28 29 30 1 2 31 1 2 3 4 5 6 28 29 30 1 2 3 4 

5 6 7 8 9 10 11 3 4 5 6 7 8 9 7 8 9 10 11 12 13 5 6 7 8 9 10 11 

12 13 14 15 16 17 18 10 11 12 13 14 15 16 14 15 16 17 18 19 20 12 13 14 15 16 17 18 

19 20 21 22 23 24 25 17 18 19 20 21 22 23 21 22 23 24 25 26 27 19 20 21 22 23 24 25 

26 27 28 29 30 1 2 24 25 26 27 28 29 30 28 29 30 1 2 3 4 26 27 28 29 30 31 1 

3 4 5 6 7 8 9 31 1 2 3 4 5 6 5 6 7 8 9 8 9 2 3 4 5 6 7 8 

 

 

 

 

 

 

 

 

 

 
  

 Aug 2021 2Q21 Average 

Tuna  
(USD/ton) 

1,400 USD 1, 323/ton  
(+4.5% YoY, +3.1% QoQ) 

Shrimp  
(THB/kg) 

125 THB 143/kg  
(-1.6% YoY, -3.8% QoQ) 

Salmon 
(NOK/kg) 

58 NOK 63/kg  
(+3.7% YoY, +17.1% QoQ) 
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