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New Year's Adress

NOROO'’s New Horizon of
Technology Management!

Fellow colleagues, 2013, the year of the snake has been dawning.
I hope each of you and your families are healthy and happy in this New Year.

Looking at 2012 in retrospect, we have proven what NOROO could do under a
very tough management environment with our motto, “United as one, ready to
take new challenges.” | want to thank all of you for your hard work and com-
mitment.

It may be wise to assume the existence of economic instability and manage-
ment uncertainty as globalization is accelerating along with the revolutionary
development of IT.

In particular, as slow economic growth is expected in and out of Korea and a
new government will soon commence in Korea, various changes are expected
in this year's management environments.

From the perspective of corporate management, this year is expected to grow in
an L form and low growth will be expanded to all sectors and industries in every
corner of the world. Therefore, we must weather the crisis by strengthening our
competence rather than by increasing our business scale.

True competitiveness will shine brighter in the crisis. In this year, we must up-
hold our management philosophy, the NOROO Way, stay together as one and
open brand new doors created by NOROO.

In last year's ceremonial message on Opening day, | mentioned NOROO was
organizing 3D management, which consists of the X axis of each company’s
business organization, Y axis of global local management and Z axis of technol-
ogy management at the group level.

To enable all colleagues to share and implement the plan more enthusiastically,
this year's management direction of NOROO has been decided as “NOROQ's
New Horizon of Technology Management”.

This management direction expresses NOROO's strong commitment that

NOROO will utilize technology management to provide the strong foundation
for growth, explore the new horizon of the future, and create a virtuous cycle
that accelerates innovative growth, resulting in maximum customer satisfac-
tion.

“Competence building based on technology management” is important not only
for overcoming crises each year, but also for creating the foundation for con-
tinuous growth by fundamentally shifting the technological paradigm.

At the same time, NOROO's technology management plans to be a new man-
agement axis that becomes the foundation of product restructuring in order to
provide customer satisfaction.

“Accelerating innovative growth” is about realizing our management philoso-
phy, the NOROO Way, to open up a newly created way that exists only through
NOROO. We must expand our corporate value by enhancing our competence
and building new milestones in the world by acquiring growth power through
technology innovation.

Fellow colleagues!

A new year has started. \We must greet 2013 by remembering our NOROO Way
and committing to overcome external obstacles with technology management.
It is imperative to collect wisdom, lead change, and open this new chapter of
history with our resilient energy. At the same time, we should communicate,
empower and motivate each other to maintain our warm culture.

Last but not least, | want thank Kim Yong-mok, head of the labor union, union
executives and union members for their hard work in creating the culture of

mutual prosperity between labor and management.

Happy New Year!

January 2, 2013
Chairman & CEO Young Jae Han
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SPECIAL THEME

From Heaven to Earth, White

White symbolizes heaven, innocence and purity and has been ruling the
people’s spiritual world for a long time. The symbols of white are abso-
lute, so it is difficult to find other aspects of white. Like this, white is one-

dimensional, clichéd, sophisticated, passive and direct.




Special Theme | Backstory

From Purity to Nobility
White and More White

Both in the West and the East, white is a symbol of purity, honesty
and innocence. This is associated with natural objects such as
bright light and snow. White also has semiotic meanings physi-
cally and mentally. However, its primary symbolic meaning has
remained from ancient to modern times.
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ABSOLUTE ARCHETYPICAL COLOR

Without the record of God's order, “Let there be light,” people would have
thought the sun is the starting point of the day. So, naturally, white has been
given the meaning of beginning, untainted archetype, purity and innocence.
Since meanings were given to colors, different from red, blue and others, white's
meaning has been kept unchanged.

Aside from white’s symbolism, painters mostly use white to express bright parts.
Impressionists, who were called painters of light, used white more than any oth-
er color. In many languages, white is originated from brightness and light and is
contrasted against black and darkness. Along with independent functions, white
often acts as a medium. To express color or shape precisely, white should be the
background. Passport photos should be taken on a white background, the color
chart has a white background, and almost all prints use a white background. Like
this, white shows the original shape of an object.

White is mostly used in the medical sector. From cleanness to purity, the mean-
ing of white has expanded to complete recovery. Since the Industrial Age, white
has been used widely in the medical sector. In those days when doctors visited
their patients with their bag, there was no correlation between white and medi-
cal service. However, after the Industrial Age and World Wars, there appeared
hospitals where doctors would stay and take care of many patients, and impor-
tance of hygiene became increased. This is because white does not allow any
stains. Doctors and nurses should be cleaner than anybody else. In addition, they
should be mediators for medicine and health, and to be differentiated clearly,
white was selected. This hygienic symbol and function has expanded to uni-
forms of chefs, bakers and clean room garments for the semiconductor industry.
However, since white carries a desolate feeling too, recently, pastels have been
used for the signboard, handrail and door of the hospital.

OBJECT OF WORSHIP

What if white had a shape? In his book, ‘Color, Culture and Imagination,” Profes-
sor Sin Hang-sik said when white has a shape, it becomes spiritual. Something
invisible and existent may be a ghost or spirit. Like this, white's meaning ex-
pands from a physical one to a spiritual one, resulting in semiotic culture. As
many people associated the beginning of the world with white, white is often
used as a symbol of resurrection. Resurrected Christ's cloth is white and lambs
used as a sacrifice to clear someone’s guilt are also white. In Buddhism, a clean
mind is a white mind. Also, building good Karma is called white Karma. Except
for Polar Regions, white animals are regarded as auspicious signs in temperate
and tropical regions. So, white tigers and white horses are seen as mystical
animals.

Today, white is still worshiped. Though tanned skin is loved in summer, the stan-
dard for beauty is based on white skin. The desire for white teeth is getting
stronger even in modern days. Everyone wants their clothes to be clean and
white. However, too much of anything has adverse effects. As an all-white room
makes us uncomfortable, the desire for white skin and teeth can lead to addic-
tion, and overuse of detergent can create new stains. Therefore, the best way to
use white is as a medium for harmony with different colors, while considering
the meaning of white.
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Special Theme | Color & Culture

FANTASTIC WHITE ostome

ANDREKIM %7Ez1 - &

You cannot talk about white without Andre Kim. His trademark is black hair
and oversized white clothes. His unique way of talking has often been used in
comedy shows. As for parodies about him, he said, “It doesn't feel good. But
it's OK.” He explained why he wears only white saying, “l want to show my
passion for design by wearing just one style rather than different styles each

; time.” He also added, “White is the best color.” He even wears white when he
goes to funerals, saying black dress for funerals came from the western culture
— and we wear white in Korean tradition. Kim’s white may be his own weapon of

philosophy and principle.
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WHITE FLOW OF DISCIPLINE AND PASSION iz 5« tmaewm
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Do you remember the early iPod advertisement? A man in black danced with the white iPod against a colorful
background. The white iPod contrasted against the vivid color and white earphone cords dancing along to
music attracted people. To the question, why was white selected for the iPod, Apple’s designer Jonathan Ive
said, “White is not only neutral, but also pure and calm. It is bold, eye-catching and invisible. It's contained
and passionate. This will make the iPod more attractive.” His intention was successful and the iPod brought
immense profits to Apple.

Celebrities Who Love White

Since white is the basic color of all colors, it is especially loved by designers. Let's find
out stories from fashion designers, industrial designers, painters and politicians who
love white.
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Special Theme | Color & Culture

SYMPHONY IN WHITE s
JAMES ABBOTT MCNEILL WHISTLER /87 - F1445 - 52/ - B

It is known that white is not popular. During the 1860s, however, white was widely popular in Europe.
As William Wilkie Collins published the thriller, “The Woman in White” and Whistler presented the
painting, “Symphony in White, No.1: The White Girl,” at the time, white clothes, shoes, bags and
even cosmetics were popular among women. Whistler, from the U.S., created a tension with a perfect
configuration of color and shape in the static canvas. He preferred light white and flake white. Though
light white was the secret of his painting's originality, it contained lead, costing him his health.
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WHITE RICE AND MEAT SOUP xssmein
JU YO-SEOP 5

Glossy white rice is the source of appetite and the mainspring of life for Koreans. White rice was also
highly desired in the past when starvation was common. In his short story, “Dog’s Rice,” Ju Yo-seop,
the author of the famous novella “The Visitor in the Guest Room and Mother,” tells a story of a poor
woman who fought a dog to feed her child with white rice and meat soup. In this story, white rice was
a medicine and mother love that could save a child who was dying of malnutrition. Ju was privileged
as he graduated from Stanford University in the U.S. in the 1920s. However, he focused on shedding
light on the dark side of Korea.
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WHITE WEDDING GOWN =52

QUEEN VICTORIA £ £ F T & £

At the heart of the wedding ceremony, there is a bride. And she is perfected with a white wedding
gown. The white wedding gown began with Queen Victoria's wedding ceremony in the 19th century.
Before her wedding, the silver wedding gown decorated with embroideries and jewels was used in
the royal wedding. However, she wore the white gown, resulting in a huge sensation and leading the
success of British’s lace industry that was competing against France. Then, with the development of
weaving machines and sewing machines, the white wedding gown became popularized. After Queen
Victoria, many women wanted to be a queen in their own wedding ceremony. Then, what kind of wed-
ding gown was used before Queen Victoria? There was no wedding gown. The bride wore her best
dress. Even the black silk dress was used in the wedding ceremony thanks to its practicality.
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WHITE-ROBED ANGEL 75
FLORENCE NIGHTINGALE 7 T 4 /%

The “white-robed angel” is an honorific term for nurses. Florence Nightingale is one of the most well
known nurses. Just as the doctor's Hippocratic Oath, nurses take the Nightingale Oath. However, the
real Nightingale in the 1850s wore dark clothes mostly, and her work was more focused on improving
military medical systems rather than taking care of patients. Thanks to her work, the mortality rate at
British field hospitals dropped by 40%, and funds were raided to open nursing schools and women's
medical schools. She gained the nickname “The Lady with the Lamp” as she made rounds at the
hospital at night.

‘BRRME R LREHGHNRT, RERKENANERBETHERT . REELESR

BRENKREE—H, PEEETRRES. HX, WHE0FRIOBRKERTERE
FRENKR, RHTEESERZHNEPIE, MEBATREENNETHRR, i
EF—MTBR. B2, EBETHRRNENT, REENFRERNIETE TR T 40%L
A WIEMIZTRETRRES, BETHIFRNLEERKE. BB ERRREHR
NEERRERA, FABEANIRA “REBITLAN -

10 | 11



NOROO People | Happy Partner

NOROO and KOLAO,
From Laos to Indochina

In January 2013, NOROO Paint signed an MOU with Laos’ biggest corporation, KOLAO,
to become its exclusive supplier of vehicle paints. With this MOU, NOROO Paint is ex-
pected to export 150 tons per year and has gained a competitive edge in entering Indo-
china as well as Laos.
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CENTER OF GMS, LAOS AND KOLAO

Although the world economy is in sluggish phase, high attention is being paid
to six countries in GMS (Greater Mekong Subregion) due to their recent growth.
Starting from the highlands of Tibet, the Mekang River runs through Yunnan of
China, Myanmar, Thailand, Laos, Cambodia and Vietnam. With China excluded,
the combined population of five countries has reached 320 million, creating a
large market and playing an important role in bridging China with a population
of 1.3 billion and India with a population of 1.1 billion. At the same time, with
investments from Asian Development Bank (ADB), infrastructures such as rail-
ways, canals and dams have been built for the past 10 years, resulting in strong
trade. In addition, inexpensive labor, rich petroleum, natural gas, rubber, wood
and waterpower attracted world investors. This enabled GMS to grow faster
than the world average growth.

With the exception of China, Laos has endured rapid growth. This is where
KOLAQ is located. For past 10 years, Laos" average economic growth rate has
reached 7%. As final approval was granted to Laos" WTO membership last
October, Laos is now busy preparing for development. In the past, Laos was
considered land-locked, but is now land-linked as a logistics hub. KOLAO has
been growing along with Laos. Founded in 1997, KOLAQ is being selected as a
company that Laos" university students want to work for most, and is the No.1
company that accounts for 40% of the automobile market with its own financing
company and strong nationwide sales and A/S networks. In addition, KOLAO
will roll out its own brand trucks beginning this coming April. For this produc-
tion, KOLAO signed an MOU with NOROO Paint, which embodies rich expertise
in automobile painting. Thanks to this MOU, NOROO will become the exclusive
automobile paint supplier and will build a strategic relationship with KOLAQ in
the automobile painting sector. The president of NOROQ Paint, Kim Soo-kyoung,
said, “This MOU will bring about the largest collaboration for both companies.”
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KOLAO TRUCK THAT WILL BE DIFFERENTIATED WITH NOROO PAINTS
At KOLAQ's headquarters located in Vientiane, the capital of Laos where the
MOU was signed, Chairman Oh Sei-young, Senior Manager Lee Chun-seung,
and Senior Manager Han Sung-soo from KOLAQ and President Kim Soo-kyoung,
Auditor Kim Chul-hee, and Manager Lee Joon-young from NOROO met for a
conversation. They exchanged words of appreciation and expectations. It was
an excellent opportunity to listen to Chairman O's success story. KOLAOQ is
waiting to be listed in the KOSPI as the first Korean company based overseas.
Hence, Chairman O's story was very intriguing. KOLAQ produced motorcycles
with reliable quality and an affordable price to quickly conquer Laos’ market,
provided warranties and service to win customers’ hearts, and introduced trucks
to change Laos’ culture. “In 2001, we imported second-hand trucks from Korea.
They were new to Laos. Trucks enabled local farmers to sell their produce, re-
sulting in more jobs, which the Laos government appreciated. We sold 50 to 100
trucks per year. Now, we sell up to 1,000 trucks per month.”

Trucks account for 17% of all automobiles in Laos. Most of the trucks are Ko-
rean, supplied by KOLAQ. However, as affordable Chinese trucks entered Laos,
Chairman O decided to build KOLAQ's own trucks by importing key components
such as engines and transmissions from Korea. Chairman O humbly commented,
“Rather than the best product, the product optimized to the needs of target cus-
tomers is more likely to succeed. Differentiated by NOROO Paint, KOLAQ trucks
will increase its market share. We already have pre-orders for 5,000 trucks.
We are also eyeing to become the factory for Indochina. We are pleased to be
embarking on a partnership with NORQO Paint.”

However, KOLAQ's watertight value chain has grown beyond expectations. Un-
derstanding Laos’ culture, KOLAO prepared automobile sales and finance servic-
es accordingly. Based on this experience, KOLAO is planning to enter Cambodia
and Myanmar. From distribution to manufacturing, NOROO Paint will support
KOLAO's dream of entering Indochina. As NOROO Paint was founded with a
motto of making a contribution to Korea and KOLAO pursues mutual growth
with the country, their beautiful cooperation will lead both Laos and Korea.
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SENIOR GENERAL MANAGER GENERAL MANAGER DEPUTY GENERAL MANAGER
HA WON-S00 HA TAE-YOON HAN JAE-KWON
LB FEARC R EERAC EERRK

NOROO COIL COATINGS CO., LTD.
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Power of NCC Power of Pohang!

Pohang, where the sun rises firstin the Korean Peninsula. Just as the hot sun raises the New Year fromthe
cold sea, Pohang led the industrialization of Korea with dark red molten metal. Now, the power of Pohang
is spreading around the world, and at the heart of Pohang, is NOROO Coil Coatings.

NCCHI/1= BRI S1E!

AT HEF HAFRRFFHENHTT . BEKARNARRRLEAOCHEE, BRFFNER—F,
HIAERNAFEN G ITEABRETIVHEAR. 1145, NOROOEBEHBRARHEH

HEEFRHENEIERE— D NE.

HANDS OF HARMONY, HANDS OF NCC

After seven expeditions, Gosanja Kim Jeong-ho recorded
Homigot, Pohang as the easternmost point of the Korean
Peninsula. In 1999, Pohang City built the Hands of Har-
mony stretching up from land and sea to celebrate the
New Millennium. Though it is the sculpture representing
the harmony of the Korean people, if you understand the
history of POSCO, it can be seen as the hand of workers
who led the industrialization of Korea. NCC is one of the
many wrinkles carved in the hand.

After a 15-minute ride from the Pohang Bus Terminal, you
can get to NCC. As soon as we arrived at the plant, the
main building that was expanded last February greeted us.
A map showing NORQO's global locations and pictures of
NCC products are displayed on every floor to show NCC's
characteristics and strengths.

“Visitors to NCC are surprised by three things. First, it's a
paint plant, but there is no smell of paint. Second, safety
precautions are given. And last, when you work with NCC,
you can feel perfect harmony among the technology, pro-
duction and sales,” said Han Jae-kwon, Deputy General
Manager of the sales team who joined the interview with
Ha Won-soo, Senior General Manager of the technology
team and Ha Tae-yoon, General Manager of the produc-
tion team. His explanation reminded me of the anti-static
pad and exits that they showed us before entering the
plant and office. “For everything, stable development is
only possible when the foundation is strong. Harmony
among technology, production and sales is the strong
foundation for NCC,” added Senior General Manager Ha
Won-soo.
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HARMONY AND DEVELOPMENT

In2012, NCC seta new record for its revenue. This achieve-
ment is even more valuable as the media continuously
reported the crisis of the steel industry. “In 2000, when
we were separated from NOROO Holdings, the number of
employees was only 35. As we were forced to work inde-
pendently in Pohang, which is far from Anyang where our
parent company was located, this strengthened the bond
among our employees. Also, we felt pride that we first in-
troduced PCM paint to Korea in 1971. The quality of NCC's
product leads the growth of all PCM paints,” said Senior
General Manager Ha Won-soo. Today's success was only
possible because of many years of efforts. Researchers
led new technology, the production team worked with the
technology team to control quality thoroughly, and the
sales team responded quickly to the demanding schedule
of the steel company. General Manager Ha Tae-yoon said
the small size of NCC made its employees unite stron-
ger, resulting in today's success. “Two-year development
with Samsung Electronics succeeded and became the
foundation for this year's new revenue. This made other
companies supply the same product. However, the NCC's
production team maintained quality in the production line
to continue the success of the technology team, and the
sales team enhanced customer satisfaction with quick re-
sponse to our customers. This cooperation of three teams
is the biggest asset of small NCC.”

Unlike other companies, NCC has the advantage in coil
coating products including PCM, print steel sheet ink, sur-
face processing, and others. This enables NCC to create
new markets and grow fast. Senior General Manager Ha
Won-soo explained the new target, which will be built
on today’s effort and success. “NCC will reduce costs,
increase its market share, and develop new value-added
products to grow further. Though the Korean market is sat-
urated, if we continue to develop new products, expand
the PCM segment, and explore overseas markets strategi-
cally, we can reach the mid- and long-term goal presented
by Chairman & CEO Ahn Kyung-soo in 2011."

Yukdang Choi Nam-seon described the shape of the Ko-
rean Peninsula as a tiger roaring at the continent. In Choi's
description, Pohang is the tiger's tail. The tail balances the
tiger when it runs. NCC is focused on adding the momen-
tum to NOROO's global strategy and keeping the balance.
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Digital Marketing
that Bridges Hearts

DIT Co., Ltd. & NOROO Paint Co., Ltd.

Communications via SNS (Social Network Service) are widely
used. In the online world of blogs, Facebook, and Twitter, people
easily make connections with firms. DIT Co., Ltd., and Marketing
Strategy Team, NOROQ Paint Co., Ltd. are designing friendlier re-
lationships between NOROO and its customers.
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MAIN COMMUNICATION STREAM - SNS

People meet and communicate with each other through various means. They
talk face-to-face, call each other on the phone, and post about their daily lives
on their blog or Facebook to share what is on their mind. While sitting face-to-
face, people will even make a post on their Facebook. Thus, SNS has become
a common communication tool nowadays. The manner in which companies are
introduced to their customers has changed too. They meet their customers face-
to-face; deliver their messages via TV, advertisements, news articles or events;
or show their inviting and warm-hearted side on the Internet. In the past, a con-
nection through products was the only way that companies could meet their
customers. SNS has created a common space for everything and narrows the
distance between companies and their customers.

The first to initiate digital marketing among paint companies, NOROO Paint
has received much feedback from its customers via its blog (blog.noroo.co.kr),
Facebook page (facebook.com/noroopaint) and Twitter account (twitter.com/
noroo_love). This has been carried out in cooperation with DIT Co., Ltd., which
has supplied solutions for Lotte Card, Daewoong Pharmaceutical Co., Ltd., Ewha
Womans University and other organizations, and has helped NOROO build its
website and operate its blog since last year.

As we entered the conference room of DIT, located at the Techno Park IT center
in Songdo, a wide view of Songdo was unfolded. Contrary to the cold sea out-
side of the conference room, DIT employees and Assistant Manager Lee Taek-
geun and Senior Staff Cho Hyun-jung from NORQO greeted us warmly.
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DIGITAL MARKETING FOR SHARING STORIES

“We built all the websites for every one of NOROQ's subsidiaries. Each subsid-
iary has its own characteristics. Because we have been working with NOROO for
many years, we were able to clearly highlight their identity and quickly under-
stand NORQO's digital marketing,” said Park Hyun-ju, Marketing Team Leader of
DIT. Assistant Manager Lee Taek-geun from NORQO said, “Blog operation needs
the power of an expert group. To activate the blog, we needed various events,
viral marketing, member management and development engineers. DIT knows
very well what NOROO wants, and they take care of everything with extreme
efficiency.”

Just as with any marketing, speed is critical in digital marketing. Content re-
flected with the latest trends and NOROO's identity should be updated every
day to attract users and create new customers via real-time communications.
Assistant Manager Lee Taek-geun said, “Though NOROQ is a B2B company, it
can meet general customers and hear their opinions online. In addition, NOROO
can recreate its corporate image online as a young and fresh company.” To this
end, Ji Gyeong-hwa from DIT added that NOROO's blog was designed to target
housewives in their 30s who are interested in DIY. The blog is not solely about
paint, but also has a space for customers to share their stories and connect with
NORQO. On the Facebook page where customers can talk more freely, Senior
Staff Cho Hyun-jung from NOROO acts as a NOROO girl to promote NOROO with
daily posts. The development team prepares services at the most advantageous
times, even during late hours or weekends.

“Since NOROQ is a family to us, we work as one,” said Jung Suk-woo, Manager
of Web Team. To present the company’s image to the online world, people work
together. Because DIT shares the same idea, it is the best partner for NOROO. To
create this image of NOROO, DIT and the NOROO Marketing Team must choose
every word with the utmost care. They are branding NOROQ's image together as
they work in the digital world.
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2013 NOROO,
The Start of the New Horizon of
Technology Management

After 60 years, another year of the snake has dawned. Following 2012, the year of the black dragon,
hopes are high for this new year of the black snake. As a mystical creature, the snake is a symbol
of productivity, prosperity, immortality and regeneration. Through a kickoff meeting for 2013, NOROO
took its first step for technology management.
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Year after year, winters are getting colder and colder. In the moming of January
2 when a winter weather warning was issued due to freezing temperatures,
NOROO Group's headquarters in Anyang were just getting heated up. Overcom-
ing the economic crisis of 2012, which was harsher than the winter weather,
NORQO employees were ready to take on the new challenge of 2013. Execu-
tives and employees were lined up and exchanged passionate greetings and
encouragement, which were also reflected in the message from Chairman and
CEO Han Young-jae.

Stepping up to the platform for the 2013 kickoff meeting, Han delivered New
Year's greetings, handed over certificates of appointment to new executives, and
wished them luck in their new endeavors. Then, Han presented a new milestone
for 2013 with a message titled “NOROQ’s New Horizon of Technology Manage-
ment.”

Commenting on the current situation of the unstable economy, management un-
certainty, and low growth trends throughout the entire world and industry, Han
stressed the importance of upholding our management philosophy, the NOROO
Way, staying together as one and opening brand new doors created by NOROO.
He also emphasized that we should utilize technology management to provide
the strong foundation for growth, explore the new horizon of the future, and
create a virtuous cycle that accelerates innovative growth. Competence built on
technology management is necessary not only to overcome risks in the global
economy, but also to develop the foundation for continuous growth. Technology
management pursued by NOROO is an essential element to create maximum
customer satisfaction and to position NOROO in the world.

At the same time, Han asked all employees to face external difficulties in 2013
as an opportunity to enhance NOROQ's competence. Taking care of each other
and collecting wisdom through transparent communication, NOROO will wisely
overcome obstacles in 2013. Han closed the kickoff meeting with encourage-
ment and appreciation for the union. The snake shines because it sheds its skin.
Like the shedding of the skin, the intent of the kickoff meeting is to throw away
old things to make room for the new. Anather new year, 2013, has dawned. We
will all strongly march to the new horizon of technology management
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3RD COMMENCEMENT OF
SHANGHAI SCHOOL OF TECHNOLOGY

I Bright Color,SmartWorld §
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NOROO Holdings Co., Ltd.
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3RD COMMENCEMENT OF

SHANGHAI SCHOOL OF TECHNOLOGY

NORQO Holdings started a school of technology to train global engineers
in 2002. From November 20 to December 19, 2012, the school of tech-
nology was open in Shanghai. This school was opened to help Chinese
employees understand painting technology, and it educated 30 senior
staff members from NRT Shanghai Institute, NRS, NFC, NNV, and NHA.
They took nine courses on resins, paints and analysis to learn NOROQ's
advanced technology. After all the courses were completed, a com-
mencement was held on January 10, 2013 to present participants with
certificates and award those with good performance.
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NORQO Paint & Coatings Co., Ltd.

NOROO#®HIIZMNBIR AR

SPECIFICATION FOR REPLACING OLD WATER PIPES

IN GEUMGANG RIVER WATERWORKS

NOROO Paint selected polyurea for its water pipe replacement project in
Geumgang River waterworks. In this project managed by K-Water, and
designed and constructed by Ssangyong Construction, old water pipes
will be replaced to meet increased water demand due to the growth of
Gunsan Industrial Complex and the development of Saemangeum. The
length of the project site is approximately 68.8km covering Buyeo, Non-
san, lksan and Gunsan, and construction will be carried out gradually over
the course of 42 months to replace 54.4km of old water pipes. NOROO
Paint proposed the polyurea, NP-200RS, of which the quality and endur-
ance was proven in the first stage of the metropolitan area’s waterworks
improvement project (Seoul, Bucheon, Hanam), and which ultimately won
the project. With consideration given to easy maintenance, this national
project focuses on improving facilities minimizing the number of control
points. NOROO Paint will deliver the highest quality service with its ac-
cumulated experience and quality products.
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SUPPORT FOR WALL PAINTING OF
SEOUL METROPOLITAN POLICE AGENCY

SUPPORT FOR WALL PAINTING OF

SEQUL METROPOLITAN POLICE AGENCY

In 2012, NOROO Paint provided paints for Seoul Grand Park and various
childcare centers to help beautify our community. On December 26, 2012,
NOROO also provided paints for a wall painting project of the Seoul Met-
ropolitan Police Agency. In this wall painting activity, a volunteer work
group consisting of police officers from the Seoul Metropolitan Police
Agency painted the Vocational School of Jungnang-gu and Sanggye Wel-
fare Center. During this event, which was designed to send a message of
hope to those in need, NOROO Paint provided paints and other materials
and offered its appreciation to the Seoul Metropolitan Police Agency's for
their efforts in the wall painting project. In return, the Seoul Metropolitan
Police Agency awarded an appreciation plaque to NOROO Paint.
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CULTURE CAMPAIGN FOR COMMUNICATION AND PASSION

As a way to spread the culture of appreciation and care, enhance positive
minds, and promote communication, NOROO Paint will conduct a cul-
ture campaign focused on communication and passion. As a part of this
campaign, employees will anonymously communicate with newly posted
executives via Post-It notes, share the CEQ’'s message via NOROO's por-
tal site, anonymously discuss business directions and key issues with
other employees, and will have a lunch meeting with the CEQ to share
NOROQ's vision, leadership and policy directions. Along with these initia-
tives, thank you cards will be given to employees, executives will distrib-
ute pastries and milk to employees when they enter their workplace, and
snacks will be given to internal customers. These events will help make
NOROO Paint a more pleasant and energetic workplace.
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WINS $200 MILLION EXPORT TOWER

IPK Co., Ltd.
PRI A

WINS $200 MILLION EXPORT TOWER

On December 5, 2012, the 49th Day of International Trade, IPK won the
$200 Million Export Tower. Following the $100 Million Export Tower in
2004, IPK doubled its exports within eight years. In spite of the slow glob-
al economy and weak shipbuilding industry, IPK was able to continuously
grow thanks to its management who strategically prepared for the future,
and the hard work of IPK employees who hold the strongest commitment
among the 55,000 employees of Akzo Nobel in 89 countries. IPK's man-
agement started an emergency management system even before the cur-
rent global economic slowdown began, and focused on communicating
with its employees to empower them.

In his award acceptance speech, President Kang Oh-soo said, “Our
growth was possible because of our customers’ trust and support. At the
same time, out 400 employees contributed their full support for our suc-
cess. Taking pride in the propeller badge, we will make every effort to be
a company respected by the local community.”
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They worked like three musketeers in perfect harmony. Thanks to
them, we were able to take perfect pictures of NCC buildings painted
with NOROO products.
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AERE.

Gut

It is the local staffs who are working at the golf course operated by KO-
LAQ as a social contribution. With the understanding that profits gained in
Laos should be returned to the Laotian people, KOLAQ is involved in many
contribution activities. This leads to such a beautiful smile.
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The office of DIT that we visited for a tea time interview was decorated in
white. This reminds us of the special topic for this issue. We thank all the
participants for spending a lot of time with us for our interview.
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