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New Year’s Message

NOROO Opens a New Horizon
in Technology Management!

Dear members of NOROO Family, the New Year 2014 has just started with full of
hope. | wish health and happiness is always being with your family.

Looking back in 2013, all the NOROO Group companies including affiliates have
shown their underlying power and realized profitable business results under the
banner of “NOROO Opens a New Horizon in Technology Management.”l wish to
take this opportunity to thank you for your extraordinary services.

Looking at the current global economic situation, the United States is expecting to
make an upturn and Europe is anticipating entering into a new growth trajectory.
However, with voices of concern that we can be trapped in a low growth swamp
as Japan being heard, Korea is standing at the important turning point of its eco-
nomic growth due to low prices, low employment rate, Japanese yen depreciation
and labor-management standoff. This year, over 3% per year growth is expected
in Korea, but except for a few global companies like Samsung Electronics and
Hyundai Mator Company, which lead the Karean economy, it seems not easy that
the major industries including construction, steel, shipbuilding and textiles are to
be dramatically improved.

The Chinese Government under President Xi Jinping is warrying about the side
effects of the United States’ exit strategy, and has announced their will to allow
private organizations more opportunity to enter into monopolistic markets under
the flag of “marketize reform.” This year, China is expecting the mid-7% growth,
which is slightly higher than last year, based on export recovery and expansion of
domestic market.

According to experts, this year's business environment is characterized by L-
shaped long range contest and low growth phase will continue not only in spe-
cific region or industry, but all industries across the world as in the last year. We,
therefore, should overcome the crisis by implementing radical reform, not by the
growth in scale. Hence | suggest that we use the same business slogan as last
year: “NOROO Opens a New Horizon in Technology Management.”

Let us keep chasing the maximization of customer satisfaction, which is our ulti-
mate goal, by establishing a virtuous circle of solidification of the foundation of
driving force and acceleration of innovation and growth based on the foundation
strengthened by the technology management.

Genuine competitiveness is shining more bright in the crisis. Let us not daunted
by the harsh business environment and keep questing to cultivate the NOROO
Way's philosophy and pave “the new way, which does not exist in the world, and
created by NOROO.”

Dear NOROO Families!

There is an idiom “Sang-seo-gyeong-un(i#EsEse=),” which is a New Year's greet-
ing wishing people good affairs as there are auspicious clouds just appearing in
the sky. I have a good feeling especially to NOROO Families this year. Let us remind
the NOROO Way's philosophy and welcome the year 2014 with a resolution to
sublimate outside harsh environment to inner opportunities.

Lastly, | would like to take this opportunity to sincerely thank all of you includ-
ing NOROO Paint’s labor union leader Kim Yong-mok, NOROO Group's labor union
leader and executives, and all union members for the valuable contribution you
have made to overcome many difficulties and create a new culture of constructive
labor-management efforts.

I wish all the NOROO Families a Happy New Year.

January 2, 2014
Chairman Han Young-jae
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Special Theme | Backstory

Black is a subtle yet
impressive color

MANIFESTATION IN DARKNESS

Leonardo da Vinci said that white is the representative color of light, whereas
black symbolizes darkness. His remark describes Westerner's perception of
colors at that time. To the Westerner at that time, black was not simply a
color, but was a state of negation in which there is no light. A dark night is
the perfect setting to contrive secrecy or to hide oneself, so it is also negative.
Black used to have a negative meaning in various situations, and can be seen
in several expressions. For example, “Black Money,” which means, ‘income
earned by illicit means’; “Black Propaganda,” which means, ‘the spreading
of false data’; “Black Friday,” which means, the ‘stock market crash’; “Black
Death,” which means, ‘an outbreak of the plague that was as devastating
as the World Wars to humanity.” The color black was used to describe fear,
terror, or abjection.

Medieval churches effectively used black images. They classified the color
black as demonic, and used it as a means of controlling the public by loading
dark, guilty feelings onto people. This was naturally connected with racist
ideologies. The Western royal powers, which earned the Pope’s authority,
rationalized the conquering of the New World by applying this ideology onto
native people with dark skin.

POWER OF SILENCE AND VOLUNTARY SACRIFICE

In the West, the image of black, which was used in the aspect of religion,
began to be reformed along with religious reformation. Protestants preferred
the color black. According to the book titled Color, Culture, and Imagination
by Shin Hangsik, Roman Catholics viewed the color black to symbolize God's
redemption, whereas Protestants chose black to mean voluntary, active subor-
dination to God. Strict self-discipline, as well as silence and seclusion to listen
to God's words, were expressed in black clothes.

The semiotician, Shin Hangsik, evaluated black as being a color of self-re-
flection and sentiment. The color black is used to symbolize law and order,
and this can be seen in the judges’ court robes or soccer referees’ uniforms.
Gangsters” black sedans, which we often see in movies, are used to effec-
tively express their unique rules and attitudes that demand unquestioning
obedience. However, righteous heroes who fight against gangsters also wear
black. As dark knights wore a black cape riding on a black horse, the charac-
ter of Batman wore a black suit and disappeared into the darkness after he
took care of problems. As the color black symbolizes voluntary sacrifice, it is
revered even more.

UNSHAKABLE BEAUTY

Sociologist Eva Heller once defined black as, “a color of resistance.” In a
cultural context, black was often used as a code of resistance. Steve Jobs'
black T-shirt also can be interpreted in the same vein. He was a representative
figure who created the need for new things that superseded the general pub-
lic, but his management style, which issued unilateral orders and demanded
obedience, coincides with this definition of black being a commanding color.
The semiotician, Shin, stated that the logic of this resistance originates from
the modern technology of reproduction, that is--typography. Human intelli-
gence, which has gotten smarter with the development of the technology for
printing, began to resist God. Printed documents show a stark contrast with
the white paper and black ink that are used to reproduce them. The color black
was used to deliver messages clearly, and then in modern society, the color
black began to be used to emphasize the function of products in the mass-
producing industrial era. Automobiles, cameras, and audio equipment are also
usually black. The fashion industry uses various colors, but black clothing sells
the most. The color black has now entered into the scope of aesthetics beyond
religion and the ideology of history. Even when other colors may be in fashion,
the beauty of the color black will never fade.
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Special Theme | Color & Culture

When we say the word “black,” we often think of a negative connotation, butin our daily life, black is the most
frequently used color. We use black file cabinets, we write with a black pen, wear black shoes, and carry a
black bag. Particularly, during the winter the streets are full of people wearing black coats and sweaters. The
color black clearly defines contours, and at the same time, it hides dirt, so it is a convenient color to wear. We
have reviewed the thankful, useful, and mystical aspects of the color black.
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BLACK MINI DRESS

EBONY & IVORY

“A woman needs just three things: a black dress, a black sweater, and, on her arm,
a man she loves.” This is a quote by Coco Chanel, whose line has been creating
styles for women who are eager to keep up with new trends. Among her creations,
black mini dresses have become today’s woman formal dress. People say that she
started a revolution by introducing the color black to the fashion industry. They
say that she broke people’s stereotypes about black, which was usually used for
funeral dresses, store uniforms, or men's formal wear. She made simple, com-
fortable styles by removing elements that would constrict women's bodies, and
she increased the functionality of clothes by shortening the length of one-piece
clothes. Chanel said that black is a perfect, beautiful color that can embrace all
other colors. The color black, which is an icon of resistance, is perfect for Chanel
who chanted the slogan, “Free women's bodies.” Even now, Chanel stores em-
body the image of their brand with the color black.
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The song “Ebony and Ivory (1982)" sung by Paul McCartney, who was a member
of the Beatles, and Stevie Wonder, was No. 1 on the Billboard chart for 7 weeks.
Ebony refers to the color black, whereas Ivory refers to the color white. The lyrics
of this song are about the black and white keys on a piano, which create a perfect
harmony, but they also talk about integration and racial harmony. As the lyrics of
this song go, “Some people are black, and some are white, but all are humans and
should get along.” The song was especially inspiring as a black and a white singer
sang it. The two singers were actually close to each other, often sharing their
opinions, and worked together to create songs for racial harmony. This song was
written and composed by Paul McCartney, and it ranked No. 1 for the longest time
in music history, since the break-up of the Beatles.

Evony & Ivory
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COAL BRIQUETTES

COCA-COLA

“Do not kick the used coal briquettes rashly. Have you ever been a caring person to
anyone?” —this is from Ahn Do-hyeon’s famous poem, titled Asking You. Coal bri-
quettes have been widely used to warm up homes in Korea since the 1950s. This
has contributed to making Korean mountains green with thick forests by replacing
firewood, which used to be the most commonly used source for heating homes
and food in Korea, with coal briquettes. In his poem titled, One Coal Briquette, Ahn
Do-hyeon wrote, “There can be many words to use, / but our life is / becoming one
coal briquette / for someone / ... / With a fear of turning to one ash after loving
someone with our whole body, / even now | have not even dared to become a
briquette / ... / One early slippery morning after snow / A road where someone
will walk trustfully / | did not even know how to make such a road.”

This winter, we should also be like a coal briquette and warm up the waorld.
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When opening a bottle of Coke, the soda makes that initial distinct popping sound,
and tiny popping bubbles make a fizzing sound as they rise up inside the bottle.
This black sugary liquid, whose foam delivers a piquant taste to the tongue and
throat, seems to be a multisensory beverage that mobilizes auditory, visual, gus-
tatory, and tactile senses. The refreshing taste of Coca Cola doubles when it is
enjoyed while eating greasy food, so it goes well with pizza and fried chicken.
In 1886, the pharmacist, John Pemberton, created the original formula for Coca
Cola. The current Coca Cola Corporation was established after the business rights
to it were sold on two different occasions, and as it expands its business across
the world, it has become a symbol of capitalism. The brand value of Coca Cola
amounts to 80 billion USD at present, and it ranked No.1 in brand value in the
world for a dozen years. The secret formula of Coca Cola, which has produced a
few bizarre rumors about its ingredients, seems to be the brand value itself.

A ARR

TS, lEREMTHRAL ‘B WES, —RIEHT LR BE—
A, SAHtethadTE AR FHR—ERHE. TRXNREREK, P2
BRI M. REFMMERNEERRE . RRBREAN, TTRIERE
B3, FWEFEFIEBANFIE. T RNRET OR/RZE1886F, HA I
25 - AGUASMRK, EERAEVREER, KASKHTOT K. €
TEEEERY K, WRARAEXNRIE. TAOFTFREHE=MEBRIZ A
8001Z£TT, AERHIMZATNTILER, —ENESIKAMNES] . £H
HHAT O AT AR FHFREE 7 SR IE R H Mk ST |

NOROO Quarterly Magazine | Winter 2014

BLACK CAT

BLACK PEPPER

Where did superstitions about black cats come from? According to the Encyclope-
dia of Korean Culture, cats have been associated with witchcraft both in the East
and West, particularly so for black cats. Unlike ancient Egypt, where cats were
worshipped, during the Middle Ages in Europe, black cats were considered to be
in cahoots with witches, and they were even burnt alive. As cats are nocturnal and
can suddenly show up and surprise people in the dark with their luminous eyes,
superstitions about cats came about. It was probably more so with black cats,
which cannot be differentiated from the darkness. Such fears about cats were well
depicted in Edgar Alan Poe’s horror novel The Black Cat. Whereas, cats” peculiar
attractiveness and agility were expressed in DC Comics’ Catwoman. Particularly,
a black and white animation Felix The Cat (1919), which was created in the silent
film era, portrayed a black cat as a cute comical character.
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Black pepper, which has a spicy flavor, is an indispensable spice on the dining table
along with salt. Depending on the production process, black, white, red, and green
peppers are produced. Black peppers, which have a strong and spicy flavor, are the
most common. Did you know that this small black spice brought about the Age of
Exploration in the late 15th century? Writer Kim Jiryong's book The Naked Face of
Things tells a story about Christopher Columbus who took a voyage to India to get
black pepper, and accidentally discovered the American continent. Unfortunately,
he could not get black pepper from the continents, so he captured natives as slaves
and brutally massacred them. The Korean name for black pepper is huchu, which
is from the Chinese name of hujiao, and the first record about this spice can be
found in an old document from the Goryeo.Period. Black pepper was a precious
import at that time.
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Kim Hyoung-ryoul

Song Hwan-ju

NOROO C
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Eom Tae-ho

Sensitive Minds
Creating Colors
for Automobiles

Feel is a very active verh. What is seen because we deliberately
make efforts to see it and what is heard because we intentionally
strive to hear it. There are people who are excellent at actively ac-
cepting and catching colors for automobiles in the fast changing
world, and these people are the Design Team in the R&D Sector of
NOROQ Automotive Coatings Co., Ltd.
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COLOR, DELICATE DIFFERENCE

“NAC is providing automobile paints for five companies - Hyundai, KIA, Reno
Samsung, GM Korea, and Ssangyong. The Design Team in the R&D Sector
develops colors and makes suggestions to their design team,” said Design
Team Leader Kim Hyoung-ryoul. Before supplying paints, it is important to
identify what color customers want and to determine the best color for the
new automobile design. So the Design Team conducts extensive research and
combines various paints together to create new colors.

“Automobile color changes subtly. Especially, its particle and mood keeps
changing,” said senior staff, Jin Seol-hwa, who catches such changes and
tracks key automabile colors in Europe and North America. He went onto add
that, “It is also important to collect information on overall society and culture,
as well as on automobiles. We refer to different reports from various economy
institutes.” The raw materials that are newly developed every year are also
studied. They are combined with each other and upgraded to create the new
colors that will be presented to automobile designers and applied to new cars.

IMAGINATION, ACCEPTANCE, AND CHANGE

NAC's Design Team makes a suggestion first to automakers. The automaker’s
design team requests colors too. “When a new car is developed, we receive
some information. Instead of pictures or specific design, they tell us it has
a streamlined, sedan or strong style. Then we create a suitable color,” said
team leader Kim Hyoung-ryoul. He also added that to do such a job, you have
to be sensitive. “Itis to realize what you have in your mind. You have to share,
express, and upgrade your what you feel.” Collecting information is also im-
portant. All images and information should be combined to be transformed
into colors.

Team Leader Kim Hyoung-ryoul said that it takes at least 7-8 years to develop
such a capability. “You have to think, accept, and change everything exten-
sively and freely.” He has been dealing with colors and materials for 18 years,
ever since the design team was made a part of the technology sector. The As-
sistant Manager Song Hwan-ju said, “I am too far away from Kim.” However,
Kim said that even though Song has only been a member of the design team
for five years, he is very talented.

NOROO’S TOUCH FROM KOREA TO WORLD

When design team members were asked what the popular color is these
days, they said that it is white pearl. “White pearl is hot around the world.
NAC selected it first. Its market share is also the highest. The color trend is
changing every day.” Matching color varies depending on the car design. As
automobiles are currently round in shape, white is the best color for them.
“Automakers’ design teams highly appreciate our team among other com-
petitors. We need to keep and develop our position,” said team leader, Kim
Hyoung-ryoul. Assistant Manager Song Hwan-ju, Senior Staff Jin Seol-wha,
Senior Staff Kim Min-sung, and staff Eom Tae-ho all nodded in agreement
with him when he said this. They will color automabiles in Korea and world
powerfully, strongly and beautifully.
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AUTOMOTIVE COATINGS CO., LTD.
DESIGN TEAM

It starts with one’s feeling.

To share and standardize

each other’s feelings,

the design team focuses on
communication.

They share and combine

their feelings to create one color.




NOROO People | Special Feature

NORODO I NTERNATIONAL COLOR TREND SHOW 2014 BEGINS WITH COLOR
Everyday, we stand at the crossroads, making choices such as, “Which necktie should | wear, blue.or gray?” or “Which
A P R I S M T O W A R D 2 0 1 4 scarf? Red or yellow?” and so on. Businesses usually work on consumers’ daily choices several months to one year ahead
of time. What colors will grab the minds of consumers? Even though the world is overflowing with information about
colors, NORQO has been providing a venue every year to provide an accurate hint as to what this year’s top colors will
be for consumers who are confused in the midst of abundant information The venue for finding out about this year's top
colors is the 2014 NORQO International Color Trend Show.
“Thank you all for coming to our third anniversary color trend show,” was the greeting by the President of NOROO Paint,
Kim Soo-kyong, which was greeted by loud applause and cheers. Right after the opening greeting, Ron Potesky, the Se-
nior VP of Pantone, also delivered his thanks to NOROO, who had invited him to announce the color of the year for 2014 in
Korea, which was the first announcement in Asia regarding the color of the year for 2014. Then, the next announcement
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rﬁ_l 20 1 4&-%*’&%%, was a feast of abundant colors that was held for those who were dying to know the Color of the Year.
NOROO Color Trend Show
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We see numerous images and color information
via various media and websites,
but it is not easy to get useful information.

NEW HOME INTERIOR AND COLOR TREND

The images of rooms decorated with beautiful curtains, decorations, and fur-
niture were projected on the screen of the conference room, and the photos of
the world's famous sceneries, jewelry, and advertising photos were presented
one by one. Leatrice Eiseman, the Executive Director of the Pantone Color In-
stitute, held a microphone and helped the audience to see the colors in those
images. She stated, "We can see the images of the entire world through the
Web. However, we have to be ahead of trends. Through the collection and
research of numerous colors, we can mix and match the traditional with the
contemporary and casual with modern for this coming year.” She emphasized
fashion should also have an interest in sculptures, multi-dimensionality, col-
lages, and layers, which causes us to experience a sense of texture. Following
her statement, Kwak Ho-chun, the Director of the NOROO Paint Color Institute
(NPCI), introduced the color trend for 2014 with the key word “Drifting” and
showed the present time, which crosses the boundaries between virtuality
and reality or time and space. The penetration and scattering of light, the har-
mony of smooth, soft, and old things, the disharmony between rusty feel and
surrealistic images, the obscurity and acuity, and the combination of grave
artificiality and nature were presented with the use of primary red and green,
elegant brown, and yellow colors with the tone of fluorescence and black
mixed with the tone of violet.

what color consumers want.

The 2014 NOROO International Color Trend Show filters out colors
from the flood of information and accurately identifies
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THIS YEAR'S COLOR, RADIANT ORCHID

One of the things that the audience wanted to know was what the Color of the
Year that Pantone announces every year would be. Leatrice Eiseman pointed
to her necklace after presenting the examples of emerald green, which was
the Color of Year for 2013 that was extensively used in various industries, and
she said, “The Color of the Year for 2014 is this--Radiant Orchid.”

The light purple necklace sparkles brightly over her black dress. This color,
which reminds people of a glowing orchid, can be frequently seen in nature,
sunsets, the universe, and plants. It gives a mystical impression, and evokes
creativity and originality. Leatrice Eiseman stated that contemporary society
needs these characteristics. She then suggested various combinations using
fashion, jewelry, interior, and automobiles. Flashes from the smartphones of
the audience who did not want to miss any information kept going off here
and there as they tried to capture the moment.

FEREEE, 2% (Radiant Orchid)
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Lastly, Leatrice Eiseman applauded the role of NOROO in providing great help
in the development of color for industries in Korea, and added that, together
with Pantone, NOROO will lead the world's color industry. The meaningful
venture between NOROO and Pantone is expected in the discovery of beauty
with new colors in 2014 and even in 2015 and several years to come.

The Color of the Year for 2014 is
Radiant Orchid and it can often be seen
in sunsets, the universe, plants, and
nature. It sparks a mystical feeling,
creativity, and originality.

Pantone explains that such properties
of the color are what modern society
needs and wants.
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Show your appeal and attractiveness
with Radiant Orchid

An interview was conducted with Leatrice Eiseman, the Executive Director of the Pantone Color Institute. She is recog-
nized as a world-renowned authority on colors, as well as being one of the world’s most influential people, along with
Steve Jobs. The interview was conducted in order to hear about the background, goal, and influence of the Color of the
Year before the holding of the 2014 NOROO International Color Trend Show. Among the many questions she was asked,
what she straightforwardly answered was about Pantone’s expansive observations and research on colors, as well as
awakening of colors.
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THE COLOR OF THE YEAR THAT SOCIETY WANTS

“As | was traveling around the world, in places such as France, England, Mi-
lano, Italy, and Canada, to discover and research colors, | felt a strong desire
to find creative and innovative colors. In terms of the social and symbolic
meaning of colors, Radiant Orchid is a color that coincides with such desires.
It encourages confidence and self respect, and it induces original thinking
which results in creativity and innovation. This can be seen in the cosmetic
industry as well. The Radiant Orchid base makes a skin tone look healthy, and
health is connected to the environment. This intricate mixture of purple and
pink reflects the image of today’s complex society. All of these elements led
us to choose Radiant Orchid as the color of the year for 2014,” Leatrice Eise-
man explained. She then told a background story about the color. The Color
of the Year, which is selected by Pantone every year, has a strong influence
on almost all industrial fields. Radiant Orchid was first revealed in the US on
December 5, 2013, and it was again presented five days later on December 10
during the 2014 NOROO International Color Trend Show, which was the first
presentation in Asia.
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MAKE THE WORLD COLORFUL

The color of the year, which is announced by Pantone, will serve like a prism
that will illuminate its beauty from various angles. As soon as the uniqueness
of the color is realized, the color, which has always existed, starts to reveal its
unique meaning and features. Leatrice Eiseman says that this is the goal of
Pantone. “Many people say that they are ignorant of colors, but color is part
of humans’ instinct. We all remember that we used to use all kinds of colors
freely when we were children. The color of the year suggested by Pantone will
provide various opportunities for you. You can experience happiness with this
color. | mean, it can awaken your creativity and give you confidence.”

Every color is important, but by selecting the color of the year, Pantone wants
to stimulate people’s sensibility to the chosen color for the year, to heighten
people’s general preference for the color, and as a result, to expand the use
of the color. “I do not mean that everyone needs to follow the color of the
year,” she added. “Pantone’s research and predictions have earned public
confidence, and Pantone’s color of the year has a strong influence on various
industries, but it's up to individual.” However, we are able to enjoy more colors
due to Pantone’s color choices.

COLOR INTERIOR CREATED WITH NOROO

Leatrice Eiseman offered important advice for the interior industry. “People
say we can change the mood of the home by changing curtains or decorations,
but I'd say painting is the most effective method. The color of the paint deter-
mines the mood of the entire house. Painting one side of the wall or painting
inexpensive furniture a new color are other methods of changing the mood in
a home.” Even though, using wallpaper to cover the walls is very common in
Korea, NORQO is challenging this practice.

As the last part of her message, Leatrice Eiseman emphasized the importance
of teaming up with NORQO. “I think that NORQO is leading the future of colors
by changing people’s awareness about colors. Together with NOROO, Pantone
wants to offer information about colors and inform people about the existence
of various colors.”
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DUPONT WAS INVITED TO
NOR0OO'S SEMINAR AND POSTER SHOW

THE LAUNCH OF THE ENVIRONMENTALLY FRIENDLY
DEICING AGENT “SNOW CLEAN"

NORQO Holdings Co., Ltd.

NOROOIZRZ LN BIRAF

DUPONT WAS INVITED TO

NOROO'S SEMINAR AND POSTER SHOW

On November 20, 2013, NRH invited DuPont executives to hold a semi-
nar and poster show as a part of the technology management of NOROO
Group. DuPont Korea's president, Jeong Taik Lim and other staff visited the
technology institute in Anyang and were introduced to various new global
products. Numerous engineers from NRH, NRP, NAC, NRB, NRC, and NCC
were also in attendance. The seminar was held as a part of NOROO's joint
research project through cross-workshop with global material suppliers,
such as Lotte Chemical, LG Chem, BASF, and DuPont.

2617DuPontskiffit & FAPoster Show
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NORQO Paint & Coatings Co., Ltd.
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THE LAUNCH OF THE ENVIRONMENTALLY FRIENDLY

DEICING AGENT “SNOW CLEAN"

As a new business to overcome the lean season, NRP launched its new
environmentally friendly deicing agent, “Snow Clean,” and held a shipping
ceremony on November 12, 2013. The event was held at the Anyang plant
with Chairman & CEO Ahn Kyung-soo, President Kim Soo-kyong, and other
executives. While the conventional calcium chloride deicing agents cause

various problems such as road deterioration, vehicle and bridge corrosion,
soil acidification, and respiratory diseases, Snow Clean does not contain
calcium chloride, is easily bio-degradable, is the least corrosive, and re-
mains effective two or three times longer than calcium chloride deicing
agents.

As it is expected to have heavy snow fall more often due to recent climate
changes and the fact that there are concerns that have been raised about
the side effects of calcium chloride deicing agents, Snow Clean will attract
much attention as an indispensible item for the winter.

HEHIMRIRER “SNOW CLEAN”
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NOROO PAINT & COATINGS CO., LTD., DONATED SNOW CLEAN
TO THE DONGJAK-GU AND GURO-GU OFFICES

As a means of social contribution, NRP donated Snow Clean to the Dongak-
gu Office on November 16, 2013, and then to Guro-gu Office on December
11, 2013. As both offices manage many hilly areas, they need the deicing
agent to make it easy to move around and to prevent people from falling
when it snows. As NRP's Snow Clean is more effective than conventional
deicing agents and is the least corrosive and contaminating, it is expected
to benefit local residents with its environmentally friendly characteristics.
When Snow Clean was donated to the Dongjak-gu Office, the lawmaker,
Jeon Byeong-heon (Floor Leader, Democratic Party) and Councilman Kang
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NOROO PAINT & COATINGS CO., LTD., DONATED SNOW CLEAN POSEUNG PLANT DEPUTY GENERAL MANAGER

TO THE DONGJAK-GU AND GURO-GU OFFICES

HWANG HYOUNG-SIK WAS AWARDED

ON THE 51ST FIRE PREVENTION DAY

Hui-yong (Seoul Council) attended the donation ceremony and donated bri-
quettes. Four tons of Snow Clean (160 bags) were donated to the Guro-gu
Office so that they can be fully prepared for heavy snowfalls. Furthermore,
NRP will continue to carry out various activities as a means of making a
sacial contribution.

NOROOi##IRE1A, ERERFAERXBAFER “SNOW CLEAN”
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POSEUNG PLANT DEPUTY GENERAL MANAGER

HWANG HYOUNG-SIK WAS AWARDED

ON THE 51ST FIRE PREVENTION DAY

On November 9, 2013, which was the 51st anniversary of the fire preven-
tion day, the deputy general manager of Poseung Plant, Hwang Hyoung-sik,
was awarded a citation for fire safety. Hwang’s contribution to the evacua-
tion drill, regular fire safety training, and other fire safety efforts was recog-
nized. Also, his cooperation with other companies in the Poseung Complex
for the regular checkups of fire safety equipment was highly appreciated.
At the same time, Ha Tae-yun, the general manager of NOROOQ Coil Coat-
ings' Pohang Plant, was awarded the Ministry of Security and Public Ad-
ministration Award.
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NOROO PAINT WAS INDUCTED

INTO THE KOREA STANDARD ASSOCIATION'S HALL OF FAME

On November 28, NRP was selected as 2013's quality-competitive company
at the National Quality Management Convention for the 12th consecutive
year. As such, NRP was also awarded a plaque by the Ministry of Trade,
Industry, & Energy and was inducted into its hall of fame. Since NRP was
selected as a quality-competitive company by the Korea Standard Associa-
tion, it is exempted from product evaluation during the KS certificate post
management evaluation and the company receives additional points when
it joins a bid for a Public Procurement Service.

A quality-competitive company is selected by an evaluation group that is
composed of experts from industries, universities, and institutes. The group
visits and evaluates each company based on the quality competitiveness
assessment index and openly reevaluates the company’s self-assessment.
This program is applied to manufacturing, construction, and public service
areas and promotional supports are given to the companies that have been
selected as quality-competitive ones.
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NOROO PAINT WAS INDUCTED
INTO THE KOREA STANDARD ASSOCIATION'S HALL OF FAME

NOROO PAINT PAINTED STREETS IN SINCHON

NRP's installation team applied its stencil spray technique (MMA [Methy!
Meth Acrylate] NOROO WAY B-PT [20KGX230EA]) to streets in Sinchon,
Seodaemun-gu, Seoul. Following special street projects in Uijeongbu and
Bucheon, NRP painted the 3,100m* long streets in Sinchon to improve its
beauty and visibility and to prevent accidents. The MMA paint was devel-
oped and commercialized by NRP for various markets and has been great
success. Currently, other competitors are investing in MMA markets. Due
to the fact that NRP's MMA is highly competitive already, MMA is expect-
ed to rapidly grow in both domestic and global markets.
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CHINCHIN NOROO AWARDED WEB AWARD KOREA

NORQO Paint's official blog, Chinchin NOROO, was awarded the best
award in the area of corporate blogs at the 2013 10th Web Award Korea.
The Web Award Korea event is hosted by the Korea Internet Profession-
als Association, under the Korea Communications Commission, which is
composed of Internet experts from various areas. For a year, over 30,000
online members, 2,000 general evaluators, and 100 professional evalua-
tors select the most innovative and excellent blog from among countless
Korean websites. Chinchin NORQO, which is different from ordinary blogs,
was renewed last May as Korea's first social blog where various stories

from NRP are shared and where visitors can communicate with each other
freely. Also, in 2014, Chinchin NOROO's mabile app will be developed for
smartphone users. This will help NRP get closer to the public. The other
corporate blog winners at the 2013 10th Web Award Korea were Samsung
Life, Canon, and Coca Cola.
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NOROOQ BEE Chemical Co., Ltd.

NOROOBUFHIR /A A

NOROO BEE CHEMICAL CO., LTD., AWARDED

THE USD20 MILLION EXPORT TOWER AWARD

NORQO BEE Chemical Co., Ltd. was awarded the USD20 million export
tower award during the 50th Trade Day on December 5, 2013. Hosted by
the Korea International Trade Association, the Trade Day Awards recog-
nizes companies that made great contributions to developing overseas
markets and increasing exports dramatically. Despite the sluggish global
economy and hardships in the domestic market, excellent quality and hard
work by its employees enabled NRB to win the USD20 million export tower
award within three years of receiving the USD10 million export tower
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NOROO BEE CHEMICAL CO., LTD., AWARDED
THE USD20 MILLION EXPORT TOWER AWARD

NOROO AUTOMOTIVE COATINGS CO., LTD. SELECTED
AS THE 2013 SUBCONTRACTOR OF THE YEAR
BY HYUNDAI/KIA MOTORS

award in 2010.

According to CEO Byeon Jung-kwon, this award is more meaningful since
it recognizes NRB's net direct export rather than local export. He also ex-
pects the exponential growth of NRB's overseas companies to give NRB the
USD30 million export tower within two years and NRB to continue to play
a key role in NOROO's global market development.
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NOROO Automotive Coatings Co., Ltd.
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SELECTED AS THE 2013 SUBCONTRACTOR

OF THE YEAR BY HYUNDAI/KIA MOTORS

On January 10, Hyundai/KIA Motors selected NOROO AUTOMOTIVE COAT-
INGS CO., LTD. (NAC) as the 2013 Subcontractor of the Year. Hyundai/KIA
Motors selected the best subcontractors in 11 categories from out of its
366 subcontractors. NAC was named the best subcontractor in the cat-
egory of subsidiary materials and was awarded at the general meeting
of Hyundai/KIA Motors" subcontractors. As Hyundai/KIA Motors is also
partnered with a global paint company, NAC's award in this category of
subsidiary materials is even that much more meaningful.

“This award has been made possible thanks to all of the employees" hard
work and sweat,” said NAC CEO Yang Jung-mo. “This is the result of our
commitment to improving our quality and competitiveness, conducting con-
tinuous research, and ensuring customer satisfaction.”

With this award, NAC will work hard to position itself as the top automo-
tive paint maker. It will be reborn as such due to change and innovation.
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NOROO Loginet Co., Ltd.
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DAEJEON AUTOMATED WAREHOUSE SELECTED

AS THE BEST FIRE SAFETY COMPANY

NOROO Paint's Daejeon automated warehouse was selected as the best
fire safety company and awarded by the National Emergency Manage-
ment Agency during the 51st Fire Safety Day on November 9, 2013. With
a recommendation from the Dongbu fire station, the Daejeon automated
warehouse was audited by the fire safety company, Dongbu fire station’s
safety manager, and the hazardous substance manager particularly its fire
safety facility and management, and its excellence in management was
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recognized. Assistant Manager Ahn Kwang-duk received the award on
behalf of NORQO.
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IPK PARTICIPATES IN KORMARINE 2013

IPK participated in KORMARINE 2013, which was held for four days from
October 22 to 25 at BEXCO (Busan Exhibition & Convention center). Since
2001, this is IPK's 7th time to participate in KORMARINE, a biannual event
dubbed one of the four international shipbuilding and ocean industry ex-
hibitions.

Following the opening event on October 22, the customer seminar themed
“Delivering Performance through Innovation” was held in Nurimaru on
October 23. Before the seminar, RS Platou Korea President Won-gang Ki
delivered a keynote speech on the theme “General Shipping Market &
Eco-Ship.” Afterward, Michael Hindmarsh, global marketing manager of
International Paint, and Lee Sang-young, manager of IPK's new shipbuild-
ing sales team 3, introduced Intercept® 8000LPP and Intersleek® 1100SR,
the new products launched late February, and discussed the operating re-
cords for the last seven months including Intertrac, which can track the
routes and fouling risks of ships around the world. The patent application
for Intertrac has been filed. SBU Marine Coatings Director Oscar Wezen-
beek also joined the opening ceremony and customer seminar to deliver
his thanks and greetings.

During the four-day exhibition, IPK's booth had over 800 visitors who ap-
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preciated the booth design and staff's response manners. IPK finished
KORMARINE 2013 successfully by reconfirming its leading position in the
M&PC sector.
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