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An Interview with CEQ of IPK Co., Ltd.
IPK Co., Ltd. CEO Kang Oh-soo
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Color Housing Home Shopping Has Found New Possibilities
Lee Jung-min, NOROO Paint Co., Ltd.
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Today, Color is the Competitive Edge!

Exhibition Center for NOROO Color Service
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Beyond the Boundary

Different may be the best word to descrifle “purple.” ﬁ
Red and blue are combined to create purple, which symbolizes the integration and connection
between reason and emation, passion and cold-heartedness, and man and woman. .

As the last color of the rainbow, purple dreams of color beyond the boundary.
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Unfamiliar Encounter
Unique Purple

When the dark night turns into blue dawn, and the red twilight be-
comes black sky, there is purple. Since purple is born from a con-
flict between two extremes, it becomes the solution to the conflict,
symbolizing uniqueness. From purple ocean to sorrow, various ob-
jects and phenomena reveal purple’s true identity.

REMARKABLE PURPLE

A few years ago, a cow shook the marketing industry. In his book “Purple
Cow,” Seth Godin explained how to transform the business by being remark-
able and cited a purple cow as an example, saying that a purple cow will
stand out among hundreds of cows. Note that he mentioned a purple cow
—not a red or a blue one — because P is the first letter in marketing elements
such as product, pricing, promotion, and positioning. Red and blue are com-
mon colors in the advertising sector. If a red or a blue cow was used, people
would think that a cow is used for advertising. On the other hand, a purple
cow makes people think, “Why purple?” According to Godin, the riskiest is the
safest. The uncommon and unstable purple can be the strongest.

Moreover, the purple ocean is different from the most dangerous market, red
ocean. By combining the extremely competitive market — red ocean — with the
unchartered market, blue ocean, the purple ocean is created; it is a market
where new products are created by renovating old ones or new sales strat-
egies are implemented. Examples of the purple ocean are premium coffee
mix, wall-mountable compact drum washer, and substandard-turned-premium
cookie. In his book titled “Do You Know the Purple Monkey?" copywriter Yun
Byeong-ryong introduced the result of an experiment: when imagination was
given free rein, the final result was the purple monkey. This lends credence
to the purple cow's attractiveness. Similarly, when it thinks of things not yet
experienced before, the brain works differently. Similarly, to associate purple
with monkey, the brain should work differently. In the purple ocean, the mar-
keter should have such brain movement.

PURPLE FOR SADNESS AND SORROW

In the past, purple was created from snails. The mucus of purple snails was
boiled and extracted. It was then used for dying things in purple. Since purple
does not fade even with repeated exposure to the sun, it symbolized eternity;
due to its rarity, it was used only by the ruling class. In the Roman Empire,
purple clothes were to be used only by the emperor, empress, and successor
to the throne. High-profile nobles could use purple only for decorations. In
particular, Julius Caesar ordered that purple should be used only by him, and
that the death penalty would be meted out to other people using purple. A few
years ago, this story was employed for a commercial to promote the premium
VIP credit card.

Purple is also used as bridge between heaven and mankind since it is created
by combining blue (sky) and red (blood). Thus, in Christianity, purple means
resurrection as well as repentance. Catholic churches use purple as a symbol
of repentance, sorrow, and patience. During confession, the priest wears the
purple stole. Likewise, during Lent, the priest wears the purple ritual cloth to
preside over the mass. As to the colors mentioned in the Bible, purple appears
the most (13.5%) next to red (20%). In Korea’s modern history, purple was
used as a symbol. On March 1, 1976, the declaration of democracy was made
as a show of Anti-Yushin movement. When participants in this declaration
were tried in court, the families of the accused wore purple clothes and sold
purple shawls. As such, the Korean government banned the selling of purple
yams.

Similarly, purple is used to express something unique and different, a victory
over hardship. The symbolism of purple comes from its rarity and religious and
historical connections. Today, purple is mare freely used thanks to its unique-
ness.
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Special Theme | Color & Culture

Eye-Catching
Good for the Eyes, Purple

In the survey on color preference, purple ranked high: Though eye-catching and
attractive, purple is hardly selected for home appfiances or automobiles. This is
because purple stands out too much, overshddowing practicality. Nonetheless,
purple’s beauty and uniqueness are well chérished in some products.
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PURPLE COW AND MILKA

The purple cow had existed long before Seth Godin made men-
tion of such. In Europe, this purple cow can be seen easily on
the chocolate display in the supermarket. Born in 1901 with a
symbol of pale purple cow, Milka chocolate boasts of 112 years'
history. Made with fresh milk from the Alps, Milka was named
one of the 10 most influential brands in Europe, and its purple
package is protected by a color trademark. It was easily seen
in Korea. Since the domestic chocolate market was launched,
however, Milka could hardly be found. If Milka finds its way to
Korean supermarkets, it will definitely stand out.
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AMETHYST

Everybody thinks of amethyst when it comes to purple jewel. In
the west, since amethyst symbolizes wealth and virtue, and it is
believed to protect people from evil, it is used for various pieces
of jewelry. In Korea, amethyst began to be mined in the Three
Kingdoms Era, and it was used for necklaces and other accesso-
ries. Korea's amethyst is recognized for its quality in the world.
Korea used to have a big amethyst deposit; during the Japanese
colonial rule, however, since it was mined massively to decorate
the Japanese emperor’s palace, high-quality amethysts were
depleted. Mines in Ulju-gun, one of the best amethyst mining
areas, have been renovated as tourist attractions for amethyst
history and cave exploration.
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Special Theme | Color & Culture

ANTHOCYANIN AND BLUEBERRY

Though called blueberry, blueberry is actually purple and is rich
in anthocyanin. Anthocyanin makes flowers or fruits red, blue,
or purple, helps remove oxygen free radicals, fights cancer, and
revitalizes the eyes. Aside from blueberries, eggplants, grapes,
onions, tomatoes, watermelons, and cherries are high in antho-
cyanin. In her book “Color Secrets,” color therapist Mary Lam-
bert said that purple food stimulates the pineal gland under the
brain to provide nutrition to spiritual and creative body parts.
Why not add blueberries to your cereals or black beans to rice
to clear your eyes and stimulate your brain?
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WITCH'S PURPLE

Purple is a sacred color. If used in a dark way, however, it
becomes the color of superstition and witchery. Magicians,
witches, and fairies are often portrayed in purple. This is par-
ticularly true in Disney’s animations. In “Little Mermaid,” the
witch Ursula is purple with a little grey. In “Sleeping Beauty,”
the evil fairy wears a purple and black dress, and the dragon
protecting the castle is colored purple. In “Snow White,” the
queen dressed in purple asks the mirror, “Who's the fairest?”
In “Monsters, Inc.” spooky, evil Randall is colored purple. That's
why the witch costume for Halloween is usually purple.
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MANCHURIAN VIOLET

The Manchurian violet is the messenger of spring. Various poets
including Ahn do-hyun wrote poems about this flower. Its Ko-
rean name is swallow flower since it blossoms when swallows
fly to Korea. Note, however, that it is also called the barbarian
flower since it looks like the barbarian hairstyle, or it blossomed
when the barbarians’ attack became frequent. In the past, Korea
must have been frequently troubled by barbarians” intrusion for
this little flower to be called the barbarian flower. Today, we
no longer experience barbarians’ intrusion, and swallows can
rarely be seen, yet the Manchurian violet still blossoms to let us
know spring is coming.
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MOBIUS SYNDROME

On a certain day, people wear the same color of cloth to show
their opinion and thought. There is also a day for purple clothes.
January 24 is the day for Mobius syndrome patients. Mobius
syndrome is a congenital disorder wherein a person cannot
make facial expressions or move the eyes freely due to facial
paralysis. The ankles are also bent inward. As of 2013, there are
four Mabius syndrome patients in Korea. The Mabius Syndrome
Foundation in the US set the day to raise awareness of the Mo-
bius syndrome. This is to support patients who cannot express
their feelings through the face. Remember January 24 for those
who are smiling on the inside.
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NOROO People | Special Interview

An Interview with CEO of IPK Co., Ltd.
IPK Co., Ltd. CEO Kang Oh-soo

Every one knows that crisis provides opportunity. But only those who are ready can make the best of an opportunity. IPK Co., Ltd. is a perfect
example of just that. They made a daring move in 2008 by moving their headquarters and declared their dedication to emergency manage-
mentin preparation for harder times during a booming economy. Their exports hitthe $200 million mark in 2012 and they won the Export Tower
Award. 2013 will be another great year for IPK. \We were lucky to be able to interview Kang Oh-soo, the CEQ of IPK.

FEiFgRas (#) IPK
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OUR COMPANY AT IPK CO., LTD.

“There was an increase in demand for marine coatings with the establishment of shipyards in the
1970s. International Paint, a United Kingdom-based paint company, began a joint business with
NORQO, one of the first companies to manufacture marine coating in Korea in the 1980s. That is
how IPK came to be. Our company culture comes from International Paint while our management
philosophy was adopted from NOROQ. The early employees gave us a sturdy foundation to build
upon.

CEO Kang referred to his company as “us today” during the interview while he explained the com-
pany history. It hints at his style of management - he keeps his office door open to make it easier to
communicate with his employees. “We have had many competitors that began a joint business to
penetrate the market. IPK has become a model example of joint-venture companies thanks to our
dedicated employees.”

He said that he always dreamed of a fun working environment. Working always accompanies
stress but if work is fun, it eliminates stress. Kang added, “Happy employees are dedicated to their
work and are loyal to their company. That virtual circle is part of GWP, our company vision.” GWP
stands for Great Work Place and it is an important part of IPK's vision that was declared in 2010.
This vision is also created by all IPK staff under their agreement.

There is a long list of group activities organized by the company such as an Innovative Fair, Compli-
ment Relay, volunteer work, end of the year parties with family, and field visits. The results of a
work place satisfaction survey conducted at IPK recorded very high marks, which were even higher
than that of the average top 500 companies around the world. It is a testimony to IPK employees’
love for their company. Their company culture has been the subject of an in-depth report conducted
by the Ministry of Employment and Labor and it won them the Model Company Award (Bareungieop
Sang) in 2009 for transparent, by-the-book management.

IPK'is not just a company with a great working environment. They won the Tower Award for exceed-
ing $200 million US dollars in exports. Such achievement would not have been possible without
excellent teamwork. CEQ Kang says, “Our customers compliment our staff for their professionalism
and devotion. That is because we are a company that strives for perfection.” From company culture
to service and product quality, IPK outperforms most of its competitors.
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TURNING CRISIS INTO OPPORTUNITY

What defines a great company is its readiness in times of crisis, insight, and effort to overcome
difficult obstacles. IPK is exactly that. NOROQ's Founding Chairman Han Jeong-dae predicted the
explosive growth of the marine coating industry and expanded a paint factory located in Gyeong-
sangnam-do that was in close proximity to major shipyards. Then its headquarters moved from
Anyang to Busan for faster client service despite much opposition. IPK began a research center
in Geoje-do to develop more climate-resistant paint. Even when the ship-making business suf-
fered a blow along with the marine plant industry, IPK knew how to turn their disadvantage to an
advantage. IPK declared emergency management during the ship-making heyday as part of their
innovation campaign. When most companies struggled to exist, IPK continued to grow with an
aggressive strategy.

“Preparing for crisis and insight was NOROQ's foundation spirit, and it has always been IPK's core
philosophy. It has been handed down by our predecessors and continues to live in the hearts of
all IPK staff. | only utilized our tradition,” stated CEO Kang, giving his employees credit again. The
company has always put their employees first, as seen in their book on IPK history, which published
to celebrate the company’s 30-year anniversary. The book ends with a page that says, “IPK is my
forever companion and base camp that represents hope and a challenging spirit.”

“I'am always grateful to our trusting clients, shareholders, and hardworking staff. | want my staff
members to come into work whistling in the morning. “IPK will continue to realize its vision of a
‘quality company which puts customers first for their future value’,” CEQ Kang finished his interview
with a statement about his hopes and future goals. But there is no finish to IPK’s growth, only con-
fident strides towards the endless blue sea.
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Color Housing Home Shopping
Has Found New Possibilities
Lee Jung-min, Deputy Chief of the Marketing Strategy Team at NOROO Paint Co., Ltd.

“Are you dreaming of the house you have seen in a magazine? Now your house can also change. Stop using wallpaper! Use Color house
with Pantone!” The passionate voice of the show host echoes through the TV on the wall. At the same time, the hands of Lee Jung-min, who
is the deputy chief, are busy answering questions to all product inquiries on the computer screen. While the consultation calls and interest
from customers are coming in, NOROO Paint Co., Ltd.'s home shopping show is on-air.
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“REFHLAOBTEOHFNESREE FHN—HES? MAXELIEEHST ML FNEBRLEELR T, REAPANTONEZE S i&H
B! 7 B ERTE T EARBEEENFS. SNPNZERREBEEAERRITEN RS ZEME PEIE, ITEARAHFIZ. &

WERIEEME, KAFEFESHK, NEINOROCOR M IEYIR ERER | .

FROM DIY TO DIFM

On the 23rd of June, NOROO Paint Co., Ltd. set two records on the GS Home
Shopping show. First, it was the first company to launch Color Housing with
changes to the interior without using wallpaper. Secondly, even just before
midnight, a disadvantageous time for sales, the show brought in 2,500 consul-
tation calls and they had to close the sales ten minutes earlier than planned
because of the unprecedented number of calls that were coming in. Lee Jung-
min, deputy chief of the marketing strategy team, was the one who found
the consumer’s needs for painting and planned this product to raise new pos-
sibilities.

“When targeting the BtoC market, general consumers usually think of the DIY
market. In reality, DIY counts for a very small part of the interior market. |
thought, to be successful, the paint should appeal to the remaining 90% of
the market by introducing DIFM, which means ‘Do It For Me"." Lee Jung-min
started the conversation by creating the right path for the consumers. After
his second recent show, his eyes were bloodshot from the fatigue caused by
reporting and following his work, but the passion in his voice was still alive.
“We should make consumers say “Do it for me, please.” Korean consumers
are too busy. Instead of doing it themselves, we look through, consult, and
paint their house”.
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NOROO People | Tea Time

Painting walls was an unfamiliar way to do interior decorating for the Korean
consumers who are used to wallpapering. To break the prejudice and change
their thinking, the marketing also had to be different. Lee thought home shop-
ping would be the most suitable channel because “it shows the image and
explains it all for one hour. That is the best way to convince potential consum-
ers.” The idea was realized through discussions with the GS Home Shopping
manager and in-site surveys conducted over a period of six months. Even his
mather-in-law who is in the wallpapering business was involved. “I made ref-
erence to the work flow and the price system of wallpapering. | went to paint
on-site every weekend, so | could design a system consumers could easily
purchase. To find the right wallpaper, | tried painting on all kinds of wallpa-
pers.” He named the product ‘Color Housing' to break the stereotypical names
that painting would be associated with, considering the smell and rough outer
wall construction. The plan for home shopping was rejected over ten times
but he repeated revising and reporting. It brought big doubt and anxiety be-
cause it had never existed before. GS Home Shopping gave them a time slot
at 11:40pm, the midnight time, half in doubt about the success of the provided
opportunity. However, it was the right time to target the young generation
who are awake at that time and curious about new interior methods. Lee
stated that, “If the show did not close the call ten minutes earlier, we would
have received over 3,000 consultation calls. The product and time worked well
for customer's in their 30s and 40s.”

E&SIRNERNBEEREN TN RRENREEREE. ZE8H
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TO MAKE THE PERCEPTION “PAINT=NOROO"

Lee thinks the product was accepted by the market as a result of the first
and second shows. Other than marketing efforts, it was also a big benefit
to have a chance to directly communicate with consumers. Lee noted that,
“Other home shopping channels are also interested in our product. At this
time, it is important to organize a proper system to make profits.” The Color
Hosing product is not only an interior product but also a business system.
It succeeded only when the series of processes including consultation calls,
contracts, construction and the post management was done properly. Now
that the product design and show is done, it is necessary to thoroughly man-
age the process of the contract and consultation. When considering the pro-
cess, Lee said, “Firstly, Customer perception should change to fit BtoC. When
we complete the building of this system, we could freely use home shopping
channels, catalogues, and non-store retailing.” He saw pharmacies as an op- Kitchen |
tion. His aim was to make customers say, “NOROO paint, please,” instead of,
“Paint, please,” similar to how people might say, “Fucidin, please,” instead of,
“Ointment, please.” Lee believes, “We can make a consumer-oriented market
and position NORQO as a representative product.” How longer do we have
left until Lee's destination? The management philosophy ‘NOROQ way' means
NOROO should make a new way that has never before existed. Lee, who is
trying to pioneer the new product, advertisement, and the distribution chan-
nel, reminds us of his philosophy. Even if he is still far away from his destina-
tion, he must be closer than anyone.

“2#1=NOROO’
EfhER, BIEIRME2REN, SROBELTTTHNRE. &
ERRSN, SEBERNEABETERIE. “HbE Ml
W ERFRNN= R BETRE, REEEMENRSELE
#. 7 COLOR HOUSINGELREANKEEFBXERG kB L. JHk
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REMNER, RITREEMNZARNBLY. FREFRIM L EHES
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Bed Room | Before After

Living Room | Before
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NOROO’S COLOR FLAGSHIP STORE

When you turn your eyes from Myeong-dong — the street of fashion and youth
—to Euljiro, you will see various interior material shops that provide the back-
ground for such glamour. In this cramped space is a colorful landmark building:
NOROQ's Euljiro building. This building went through renovation to become a
clean exhibition center with vivid color chip appearance. With this building,
NOROO shows its competence as the best color company. It started color-
centered, total interior service via CMDH (Colormate Design House), engaging
in color R&D and profit creation via NPCI (NOROO & PANTONE Color Institute).
On the ground floor of CMDH are the blue study room, living room with a
red wall, and dining room painted orange and yellow. Even though they are
high chroma colors, they are well harmonized to create a lively atmosphere.
“CMDH pursues color reform and decoration service for unique interior space.
We provide consulting, design, construction, and A/S to customers seeking
professional color service,” said CMDH's team leader Een Am.

The current interior market is dominated by total construction. Since limited
services are offered, however, customers have no choice but to select one of
the various options provided by small vendors. Thus, NOROO decided to pro-
vide direct service as a color specialist. “Euljiro is the hottest battleground for
interior materials. With this exhibition center, CMDH will highlight its color in-
terior and expand franchise stores in Bundang and Nonhyeon-dong,” Een said.
He believes CMDH service would promote painting's benefits. “Whereas the
wallpaper is vulnerable to condensation and molds, our paint represses harm-
ful germs. When the painting is contaminated or damaged, it can be recovered
faster and cheaper than wallpaper. Moreover, various colors can be personal-
ized,” he said. In particular, CMDH provides color sentiment therapy wherein
the colorist visits the customer to find the best color for him/her, including
the PD+ (Personal Designer Plus) program that simulates interior design for
better results. With these services, CMDH is expected to be a must course
for interior planning.

Today, Color is the Competitive Edge!
Exhibition Center for NOROO Color Service

Euljiro CMDH & NPCI

With the technology competition becoming fiercer, and its result likely to wield serious impact, customers are looking for products that not
only perform well but also touch their sentiment. \What catches their attention first is color. Leading the business by realizing PANTONE Pre-
mium Paints, NOROO remodeled its Euljiro building for more professional, segmented color service.

NS BEEHEESR T | NOROOBHIREET

ZF#CMDH & NPCI

RAESBERUZ, EEPERMER/LNSR, HBRERECLN, ENENENEN, FRE5ASBRMEATN~=S. M
BRASHHEES, SEMITIENMIEY. NOROOEIPANTONE  Premium  Paints, At EZSRMRTARL. B
81, NOROOW I FZ X BMAMARETNIE, FEBRESREMEU AN EERS.

NOROO Cuarterly Magazine | Autumn 2013




NOROO People | Focus on NOROO

NOROOR & 7 HEAR [5
SHERAX FRRERESFRNWYIRE, PZZBEAHEEE,
BMENEEMREZESRNIL, ENRERXEXRE—HHEE
2, WEEARHTIE. EXERLEBRIINNZ ZEMHIRA
B, 5ENOROOHZ T M A, WMERIFENOROOKIZE
BEREAFENXGEARITRA—F, FERINSABRERE
+, IMEBEEENET. XEREXELZLEFNO. 14 INOROO
§9ESE, NOROOEIFCOLORMATE  DESIGN  HOUSE (LT
M “CMDH” ) R#EUEFIFOLHEHFNENEERS, AR
INOROO & PANTONE&FEITHIR AT (NOROO & PANTONE
COLOR Institute, UTFEFR “NPCI” ) BIEZR&DAE S M L
7, NOROOHIZF B EIW EXFF BHNEE.
EF—HCMDHIIA O, —RHMEENZENTE. BTLEHN
e, URRABENECHRINLESTNET. TEREHET
EEERRMNeY, BEREREBNSETRME, BRI =EE
ERENBRR. CMDHIARARANSBENALZE, “FH{ICMDH
R REeR, EWMELERATENE LGRS IENE
o NBELUHEKENREBHNMERASA. BINEENEER

%0 ”

HRNERRETHEERDSEREINGEEE, BREtiE
HIRSFRRMZR TRE. —RELT, KREZMIZA N
FriRtR & Ty /AP HITIEE. EXMER T, NOROOEAZLE
ik, RFEEBEANRS. ‘ZXRAUUNRRENREMATF &R
AN, CMDHBY Z XBNRT AT 8XERNEBX—F
HER, ERE. BNFHFIRCOLORMATES &, S ETHRIE
FEENTREE, 7

ENEMBKERHEBYCMDHIR SR EM IR EEIERE. ©
ERRANSRAMEEEASMLBOM; Hk, HINNTERERE
BIHBTE, SLEXSRFRAG RS SERN G EHRE G
Ihak. ZESHIVAR, AR BALRENNIEREIER,
EEBEREMERE . 1S, RBRBRER, FNEHAREHAENE
Z, YA, 7 EEFRAE, CMDHREWERRITHRE L
7, AmEREAEENEY, RFEEFEERTMEERS. BER
SREENNIB S, SaEEIIPD+ (PERSONAL DESIGNER PLUS)
REFHTEIIRAERE, TREmENFRIZRNERE, B
BT —BRSFFIEAEIRAAR . X—HFRINE, ARIECMDHR A BEE
REASETR T Mo

NOROO Cuarterly Magazine | Autumn 2013

INCREASED COLOR VALUE

CMDH's service on the ground floor is closely linked with a SOHO design office
as well as Designer’s Club on the 2nd floor, NOROQ's Seoul branch on the 3rd
floor, and NPCI on the 4th floor.

“The SOHO design office on the 2nd floor is a space for color or interior de-
signers. This helps CMDH and NPCI share color information and create syn-
ergy effects. NPCl will study the color trend to support CMDH's customer ser-
vice and apply its study results to create profits via color consulting, Pantone
collaboration projects, culture projects, and color product development,” said
NPCI team leader Kwak Ho-chun. The color design team is expanded to NPCI
as customers look for sentimental values as well as technology. By combining
NOROQ's technology and Pantone’s premium image, NPCI will differentiate
the color business to create more praofits.

“Beautiful color upgrades the product’s value. Whereas paint manufacturing
and sales are a labor- and technology-intensive hardware industry, color de-
velopment is a sentiment and knowledge creation business. This will boost
NOROQ's profits,” said Kwak. As the industry expands from manufacturing to
service and knowledge industries, CMDH's customer and NPCI's sentiment-
based color business will drive NOROQ's tomorrow.

With NOROQ's Euljiro building as their expedition ship, CMDH and NPCI em-
barked on the new business. Kwak and other team members on this ship have
high hopes for the future, sailing on the beautiful sea of colors.
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68TH FOUNDATION ANNIVERSARY. COMMEMORATIVE EVENT
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COOPERATION CONTRACT WITH SHEENLAC PAINT IN INDIA

NOROO Holdings Co., Ltd.

NOROO#ZRIR I HBR A &

68TH FOUNDATION ANNIVERSARY COMMEMORATIVE EVENT
NOROO Holdings Co., Ltd., which has been leading the domestic paint in-
dustry since the ‘NOROQ' brand was founded in 1945, is celebrating their
68th anniversary in November 2013. To commemorate the anniversary, the
employees of the NOROO subsidiaries gathered at the community centre
near the Anyang factory on October 31st, 2013, where the '68th Foundation
Anniversary Commemorative Event’ was held.

The event began with an opening speech, followed by an awards ceremo-
ny honoring long-term employees, before ending with a commemorative
speech by President Han Young-jae.

The employees were reminded about the importance of the company’s 68-
year long history and, they promised to achieve victory and maintain unity
in the future. President Han Young-jae encouraged employees to turn over
a new leaf during hard times, as stated by the management philosophy
of NOROO Group. After the ceremony, there was a photo shoot and a cel-
ebration for the long-term employees. Instead of celebrating by rewarding
the company’s employees with flowers, the cooperative companies paid
them inrice, which was to be donated to the local senior citizen centre and
to their less-fortunate neighbours, so that the joy of celebrating NOROO
Group’s long history could be shared with the local community.
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NORQO Paint & Coatings Co., Ltd.

NOROOSRHEHR B AR A

COOPERATION CONTRACT WITH SHEENLAC PAINT IN INDIA
NOROO Paint Co., Ltd. made an agreement on cooperating with an Indian
paint company, SHEENLAC PAINT Co., Ltd to expand the car repair paint
business into India. On the 22nd of August, after two years of consultation,
NORQO Paint Co., Ltd. and SHEENLAC PAINT Co., Ltd agreed to establish a
joint company with a 50:50 stake. SHEENLAC PAINT Co., Ltd is a paint com-
pany in Chennai, located in the southern part of India, that produces paint
for buildings, woodwork, and car repairs. The joint company was named
‘NOROO-SHEENLAC Coatings (India) Pvt.".

NORQO Paint Co., Ltd. has set a long-term goal for the new company. They
would like to be one of the top three in the car repair paint industry in India
through sales targets of up to 10 million dollars over the next few years and
also localize production. Moreover, the company is planning to gradually
expand their sales into the industrial and architectural paint fields. In India,
there has been a sudden rise into the top 3 in the autovihicle paint market,
their main global competitors have been entering the market by collaborat-
ing with local companies. Since India has a very high possibility for growth,
NORQO Paint Co., Ltd. will continue to expand their business in India under
a long-term plan by analyzing the market conditions.
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MOBILE CLEAN CENTER COMPLETION

THE 26TH FOUNDATION ANNIVERSARY
COMMEMORATIVE EVENT OF THE LABOR UNION

51 SHEENLAC PAINT &1
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MOBILE CLEAN CENTER COMPLETION

NORQO Paint Co., Ltd. separated its mobile paint-exclusive factory from
other competitors by completing the ‘Mobile Clean Center in the Anyang
factory on the 13th of September. With a total of 700 million KRW invested,
the clean center accomplished two goals. Firstly, the product delivery sys-
tem was planned and prepared for fast changes in the mobile market, and
secondly, an up-to-date clean manufacturing process was ensured.
Mobile exclusive paint for cellphones, tablets, PC's, etc. are getting high
attention ratings in the industrial paint industry because it improves the
products external paint color and the functional features on the surface.
NORQO Paint Co., Ltd. is expecting the mabile clean center will secure loy-
alty in not only the domestic but also the Chinese and Vietnamese markets.
At the completion ceremony, Ahn Kyung-soo, the CEO; Kim Soo-kyong, the
president; Shin June, and Lee Seong-gyu, the executive directors; and other
employees of NOROO Paint Co., Ltd. attended the event and spent time
together celebrating and looking at the facilities.
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THE 26TH FOUNDATION ANNIVERSARY

COMMEMORATIVE EVENT OF THE LABOR UNION

On the 21st of August, the 26th foundation anniversary commemorative
event and the 27th annual representative meeting were held in the NOROO
community centre, which saw many guests attending. The event was divid-
ed into two parts. During the first parts, festive events were held including
a congratulatory message, awards, and lucky draws for the union members.
During the second part, Kim Tae-Young, the head of the Manan-gu office,
attended the event in place of Choi Dae-ho, the Mayor of Anyang, as well
as many labor-related officers from the Ministry of Employment and the
Labor Anyang branch, Federation of Korea Trade Unions Gyeonggi Head-
quarters, SSangyong motors labor union, Gyeonggi Metal Headquarters.
Kim Young-mok, Union Leader of NOROO Paint Co., Ltd. Said, “We have
built this monumental achievement of wage agreements, without ever bar-
gaining for 15 years, by building a co-existing labor culture. NOROO Paint
Co., Ltd. will continue strengthening our competitiveness from the healthy
labor culture we have cultivated and the development of corporations.” In-
stead of celebrating using flowers, rice was received as gifts and donated
to the less-fortunate neighbours in Anyang.
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<DIY & REFORM SHOW 2013> EXHIBITION

PANTONE PREMIUM PAINTS DECORATED SEOUL GRAND PARK

NOROOKBIBRBHIR L A LS 26 EFL&iEEN
NOROOMREHRIN BIR A B F8H21 HAENOROOREAEE I T T2 M
S8 FELRENME BEMRMAKRS, WINRREBHET.
ERSAFEBAHET, F1HSRANOROOKRBH AR A B LM AL
DB BEMFZAMEEER,; $2805, HRXTRKERHNE
ZHMRKERBIZMNE, BAFHBRAS T BEZBREARB.
WHRETIR RS BABELMFTHARATACELEG, SESD
NOROOSRKBIRM AR AR ERBERKTR “NOROOKREHR A AR
REAFHERTGEEENEM EHEHIRAFTERR, SFEBNITHE
AUBRUTESISFEZSHNHLER. SF, REHRSALRE
ERBENGZEXL, AREAARFNEAREMNKRE. " EHNLRR
BRUEIR, RERSMBBXHAK, ARNEEERS T 27X
HEEER.

<DIY & REFORM SHOW 2013> EXHIBITION

NOROO Paint Co., Ltd. participated in the <DIY & REFORM SHOW 2013>
that was held at COEX from the 26th to the 29th of September. At the ex-
hibition, NOROQ Paint Co., Ltd. introduced the color reform service called
‘COLORMATE DESIGN HOUSE' by providing consumers with the chance to
directly use the DIY product and also selling the product on site. Moreover,
‘NOROO PROSUMER', the product monitoring group of the NOROO Paint
Co., Ltd., recruited 200 new members. At the exhibition, NOROQ Paint Co.,
Ltd. has moved one step closer to their customers and they introduced vari-
ous DIY products through the color reform service, 1:1 consulting, actual
painting and product sales.

#1<DIY & REFORM SHOW 2013>
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PANTONE PREMIUM PAINTS DECORATED SEOUL GRAND PARK
On the 5th of October, fifty members of the ‘Damjaengyi Volunteer Group’
(the wall painting association comprised of eighteen universities in Seoul)
completed a wall painting project with the PANTONE Premium Paints
donated by NORQO Paint Co., Ltd. The old camel building with its fading
colors received a new look and a new and sophisticated atmosphere from
using the PANTONE Premium Paints, thanks to a few touches from the
members of the group. The project was carried out on Saturday, attracting
a considerable amount of attention from visitors. NORQO Paint Co., Ltd.
has proceeded with the “Beautiful Zoo Making” project since an MOU was
concluded at the Seoul Grand Park in 2013. The PANTONE Premium Paints
does not have a chemical smell and expresses original and natural colors,
so it is considered as the most appropriate option to be used when dealing
with animals that have sensitive senses, such as sight and smell.
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<2012 NRB SUMMER VACATION PHOTO CONTEST>

EXTENSION OF THE SAFETY WAREHOUSE
FOR INFLAMMABLES AND EXPLOSIVES

NOROO BEE Chemical Co., Ltd.

NOROOZELFHRAH]

<2012 NRB SUMMER VACATION PHOTO CONTEST>

In August, NOROO BEE Chemical Co., Ltd. held the <2012 NRB Summer
Vacation Photo Contest> event for employees under the strategy of creat-
ing team supervision. The event was held to strengthen fellowship and
promote morale, which was done by sharing fabulous and fun photos from
their summer vacation. Around fifty photos were entered into the contest,
and Manager Park Sung-jae was awarded the grand prize after ten days of
exhibitions and voting. As a result of the Summer Vacation Photo Contest
where all employees shared their smiles through exhibitions and rewards,
the contest is expected to be even more competitive and full of fun and
creative photos next year.
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EXTENSION OF THE SAFETY WAREHOUSE

FOR INFLAMMABLES AND EXPLOSIVES

On the 12th of September, NOROO BEE Chemical Co., Ltd. held a signboard-
hanging ceremony showing the newly built safety warehouse for inflam-
mables and explosives with Byeon Jung-kwon, the CEQ, Lee Seibu, the di-

rector of NOROO BEE Chemical Co., Ltd., and other concerned persons from
the construction team (two employees from I-zen, and 1 employee from
Woojung Engineering) in attendance. The new storage room for inflam-
mables and explosives was completed following strict safety standards.
The storing management for inflammables and explosives was carefully
prepared for leakage accidents and fires, which have occurred more often
in the industry, and to also minimize property damage. It was also an impor-
tant decision to increase the storing space following the increase of sales
every year. CEO Byeon Jung-kwon said, “In the paint industry, prevention of
fire and safety accidents are the most important aspects to consider. If the
money spent on prevention is neglected when regarding cost reductions,
the company will always have to consider these highly dangerous factors.
[t would be great to secure the storage space and safety facilities by strictly
implementing various regulations, to prevent fire and safety accidents by
making the safety management process a part of everyday routine, and
to maintain cooperative systems with prevention guidance from related
organizations”.
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) ; NOROO P@lnt Co 1l attended the <D|Y & REFORM SHOW 2013>
T £ 2 and gained popuw with cIose friends, Pororo and Patty.
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<RUNNING AROUND THE WORLD (RATW)> CARRIED OUT
Akzo Nobel carried out the program ‘Running Around the World (RATWY)' in
September, which was planned to vitalize the community and enhance the
health and happiness of employees. In this program, Akzo Nobel employ-
ees from all over the world came together to run, walk, cycle, and swim a
total of 40,076 km, which stretched around the globe, so that all employees
could increase their health and feel unity and achievement by accomplish-
ing the program together. The program was carried out by individuals,
team, and local activities and was successfully completed by accomplish-
ing 267,574 km, which was six times higher than what was projected. Swe-
den took first place, reaching 48,679 km and Korea took 7th place, after
China, having reached 12,592 km. IPK Co, Ltd. contributed a total of 11,603
km. The following areas all contributing to the total: 2,805 km from Ulsan,
2,236 km from Chilseo, 2,202 km from Geoje, 2,161 km from Busan, 1,694
km from Seoul, and 502 km from Mokpo.

By accomplishing much higher results than were expected, this meaning-
ful program for the employees' healthy lifestyle and improving team work
taught us that any difficulties can be overcome and any big goal can be
achieved by having a will to achieve it.

Akzo Novel has set a much larger goal of 380,00 km, which is the distance
it takes to reach the moon, and revealed the ambition to engage with more
people by running and planning more sports activities in the future.
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