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The Power of Sports

We can safely say that 2014 is a full-on year of sports — a number of top international
sports festivals have been lined up this year including the Winter Olympic Games in
Sochi, the World Cup in Brazil, and the Asian Games in Incheon this coming September.
People are united in cheering on their national team - sometimes in anger, sometimes

in tears. That's just one example of how sports affects the health of individuals or even

makes national unity possible.
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THE AESTHETIC APPEAL OF INSTINCT AND PASSION

Why do people get so enthusiastic about sports? To quote Professor Ellis Cash-
more of Staffordshire University, is it because our life has been “so obvious, too
courteous and safe”? He said that our primitive urges have been suppressed by our
complex industrial society and that bureaucratic rules are let out through sports.
People get bored and yearn for a life based on instinctive and passionate factors
such as uncertainty, risk and crisis, and sports happen to provide such an outlet for
human excessiveness.

Professor Albert Guérard of Stanford University in the U.S. may shudder at such
a comment, and present his argument that “Sport is beautiful in itself!” Without
having to think of just a few of the specific factors that he picked as fascinating,
such as “athlete’s beautifully sculpted bodies, levels of pain amounting to death,
tools and equipment eliciting the full potential of the human body, elegance, per-
formances like there’s no tomorrow, and perfect timing”, we are all aware that
sports has an aesthetic appeal that captivates people. Maybe we can just place
a small bet on the results for fun, but can't help but feel the “beauty based on
Geschmacksurteil (judgment of taste)”, to quote Kant, in the process of an inspired
performance and breathtakingly fierce competition.

SPORTS IS FOR EVERYONE!

Now let's move on from the sports “where we are just spectators” to the sports
“we are a part of”. To quote Understanding Sports Culture by Suwon Lim et al.,
the ideal structure of sports would put popularization first. It posits a structure
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Sports,
Aesthetics Facing Victory

Everybody's hearts were on fire. WWhen Kim Yuna and Lee Sanghwa glided on the rinks
of Sochi, and when the Korean soccer team stepped on to the football field in Brazil, all
Koreans united to shout out their names regardless of age, gender, wealth or political
preference. What about our own professional leagues? Despite heavy rain or scorch-
ing sun, people are enthusiastic about professional football (K-League), baseball and
basketball games.
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where most people participate in a sport in order to get healthier and happier,
or to improve their quality of life, and really good performers are selected from
among them to play the big games. However, the Korean sports system has been
one where popularization hasn't been a priority - only elite athletes have been
selected for a political purpose of promoting the national status of Korea through
sports. One of the biggest obstacles to the popularization of sport must be Korea's
outrageously long working hours compared to those of most other OECD countries.
Elitism in sports to improve records and levels of performance often result in the
sacrifice of human rights by forcing athletes into a destructively dangerous training
process. Physical deformation, frequent injuries and operations after severe train-
ing sessions do not just end up as “injuries of glory” as glamorized by the media.
The after effects last longer into one’s life, and the reaction of such elitism puts a
great distance between the sports of the public and those of the “elite”. One good
example of such a divide would be that of ‘general students who don't play sports’
and ‘student athletes who don't study’.

Without reminding ourselves of the numerous proper functions of sports, including
social integration, entertainment, education, and the many others offered by pro-
fessionals, we are simply attracted by instinct to the competitive side of sport, as
our body also needs it. As much as we enjoy watching a sports game with chicken
and beer, our body craves for fast heartbeat, sweat and fun of playing games our-
selves. | can't wait for the day when a sport is well and truly popularized and all
such needs and fun are fulfilled for everyone.
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Color and Science in Sports

The crowd in “Azure” of Italia, “Oranje” of the Netherlands, and “Red Devils” of Korea... these are
all examples of colors playing a key role in representing uniqueness and belief in the world of sports
where people power manifests itself. Science has extended this power of sport so that we can share
our passion for sporting festivities through the media. Let's see how sports became more “colorful” and
powerful thanks to scientific technologies.
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WIMBLEDON WHITE - TRADITION AND FORMALITY

Along with the French Open, Australian Open, and the U.S. Open,
Wimbledon is one of the four major tennis competitions as well as the
one with the longest tradition. Established in 1877, Wimbledon puts
as much stress on the players' dress code as it does on tradition. Only
white is allowed in everything including clothing and equipment. The
rule has been eased a little to “almost” white since 1995, but people
criticized Roger Federer in 2013 for the orange soles of his shoes.
Wimbledon was also the last tournament to introduce yellow balls in
2013, having previously insisted on white. Yellow is preferred as it is
easily noticeable on the TV screen, gets less soiled, and represents
distance better than white.
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COLORFUL BRAZIL, COLORFUL BRAZUCA

We are still anxious about the direction the ‘Brazuca’ will take during
the 2014 World Cup, which showed how colorful the country can be
as the host of Samba. The colorful Brazuca, as the official ball of this
World Cup, represents the forests and rivers of Brazil with green, blue
and orange. Some say the decoration on the ball is inspired by the
traditional Brazilian bracelet. The ball is known to have been tested
by more than 600 professional football players in thirty teams of ten
countries for two and a half years under diverse conditions including
extreme altitudes and humidity. Leaving aside all the science and top
performance of the ball, let's take a moment to think about the Paki-
stanis who had to sew every stitch on the ball.
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BLACK ARMBAND WORN BY EVERYONE

TO EXPRESS CONDOLENCES

April 16th, the day of the Sewol ferry disaster, will not be forgotten
for a long time to come. However, for a while, when everyone was
mourning, the players had to play on regardless, wearing a yellow
ribbon or a black armband to express their condolences for the victims
of the incident. The players of Bolton Wanderers F.C. in England all
wore a black armband during the match of April 23rd at the request
of Chungyong Lee, one of their teammates. Everyone in Kyoto Sanga
F.C. and Ehime F.C. joined in the expression of condolences, too. Many
black armbands were worn after the disasters of Hillsborough (1989)
and Munich (1972), too. Let's pray that we won't have to see them
anymore.
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THANK YOUR MOTHER WITH A PINK BAT

The second Sunday of May means there will be a lot of pink - on
the ball, the bat, or even the wrist guard. It's called Mother’s Day,
where you obviously appreciate the efforts of your mother. On the day,
the Major League decorates baseball articles with pink and auctions
them after the game to raise funds against breast cancer. Incidentally,
the Korean baseball league has big fans of pink too - Kim Jaehyun of
SK Wyverns and Park Junseo of Lotte Giants. They say they prefer
pink gloves and shin guards because they ‘simply love pink’. Obviously
they couldn't be sorrier that they are not allowed to use pink bats in
the game.
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STADIA WHERE CHEMICAL TECHNOLOGIES COMPETE

A stadium is built with all kinds of scientific technologies designed to
enable athletes to give their best while the audience enjoy the spec-
tacle safely. Dow Chemical, the U.S.-based chemical manufacturer
and official partner at the London Olympics in 2012, applied its top-
notch chemical expertise to roofs, floors, tracks and so on. Examples
of such technologies include green artificial turf made of polyethylene
resin and ice rinks pumped with thermal conduction fluid to maintain
an even surface temperature. The City Soccer Stadium of South Af-
rica, host of the 2010 World Cup, was painted in traditional African
colors, which required copious amounts — some 22,000kg - of oxidized
steel fuel from Lanxess, a German special chemicals company.

HERARBRAZES — KBS
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WORLD RECORD BREAKER — THE FULL-LENGTH BODYSUIT

Some say “beds are science” in an advertisement, and we can say “sport is science” too. As
fun as it sounds, science has made a huge contribution in terms of speed. One good example is
the full bodysuit that lan Thorpe wore at the Sydney Olympics in 2000. Before that, it had been
believed that the skimpier the swimsuit, the faster the swimmer. However, Thorpe dispelled
that notion not just by setting a new world record while wearing a swimsuit that covered his
body from neck to ankles, but also by winning three gold medals. The small bumps on the suit
reduced the resistance of the water and helped improve his speed. The number of new world
records set by swimmers in full bodysuits from 2008 to 2009 is no fewer than 143, which
prompted the International Amateur Swimming Federation to ban the full bodysuit in 2010.
And, notably, only two new records were set in the two years after the ban was implemented.
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RUNNING ON THE LEGS OF A CHEETAH

Ever heard of Oscar Pistorius, the winner of a silver medal in the
1600m relay at the IAAF World Championships Daegu held in August
2011 as a member of the South African team? He is currently on trial
for the terrible charge of murdering his girlfriend, but he eamned his
fame as a sprinter on artificial legs before that. He lost both legs due
to a congenital disease, but it was the artificial legs called 'Flex Food
Cheetah’ that helped him win the silver medal by beating normal
physically able people. The carbon fiber-based legs were developed
by Van Phillips, who also lost his left leg. While other artificial legs
before the Flex Foot Cheetah focused on just looking like real ones,
this one was designed to ‘move’ like a human leg, providing tremen-
dous potential for the sporting performances of the disabled.
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BRINGING THE ACTION TO YOUR LIVING ROOM — BROADCASTING TECHNOLOGY
When you run a search on the internet for video clips of figure skating performances of Kim
Yuna, it quickly becomes clear that some people shoot their own videos from their seat in the
ice stadium. Such videos cannot help having all the usual noises including the nearby cheering
of the crowd. How can official broadcasting precisely separate background music and even
the sound of feet scratching on the ice from such noises? In the case of the broadcasting team
of SBS, which worked on the international signal of the short track races at the Sochi Winter
Olympics for all TV stations and broadcasters around the world, the staff installed more than
forty microphones in the rink to collect the necessary sounds - such as skate blades and sounds
of the audience - and separated them to create a soundtrack and deliver realistic sounds, en-
abling viewers to feel as if they were present at the event. Such technologies enable us to enjoy
great performances from the comfort of our living room.
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NOROO Pays Attention
to Basics of a Country oreanicksan

Early this year, NOROO welcomed its new family, including NOROO Kiban, which was established to take charge of the
company’s agricultural and biology business, while a new venture called Organic Kiban, jointly set up with Heuksalim
Food, which will distribute eco-friendly agricultural products. Both businesses are based on the idea of improving quality
of life for bath farmers and consumers by bringing vigor to the land with eco-friendly farming methods and distributing
products from the land. It can be said that the business is also a reincaration of NOROQ's founding ideology, “For my
motherland,” in sync with the new age.
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ORGANIC KIBAN WITH ROBUST FOUNDATION

On a day with rain, | stepped into the store in Noeun-dong, Dagjon, which was rather small but had essential products on
display, resulting in a brighter and clearer image. The clerk recommended tomatoes and sweet patatoes, which are cur-
rently in seasonal and taste very good, and customers started to fill their baskets, saying, “Hey, these are much cheaper
than in other places.”

“Heuksalim Food was established by its chairman, Lee Tae-geun, who was actively engaged in the peasant movement
in the 1930s. The company has led the Korean organic farming industry ever since, and even the government seeks our
expertise in organic farming. The relationship and network with the suppliers are robust, enabling us to distribute quality
products, explains Kim Joon-bae, head of the business department. “Despite the global economic downturn, the eco-
friendly agricultural food market has been growing steadily to the point where supply is falling behind demand. Many
small companies find opportunities to enter the market, but they obviously don't have the necessary competitiveness due
to the lack of a solid supply network. Large-scale icoop Korea or gatherings of agricultural product consumers force us
to deal with poor quality products. Heuksalim Food inspects as many aspects as possible of incoming products and only
distributes those that are sufficiently competitive. Our fruits and vegetables in particular are very popular.
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HEUKSALIM AND NOROO

“I guess it started in my high school days.” When asked about relationship of Heuksalim Food with NOROO, which is
rather hard to fathom, Kim Joon-bae jokes that he went to Sinseong High School in Anyang, where huge NOROO logos
could be seen everywhere. After majoring in business administration at Seoul National University, he first worked for
KIA Motors. He chose the agricultural life in the early 2000's, and joined the graduates of Seoul University's Agricultural
College who led the Heuksalim movement.

Heuksamlim Food aims to contribute to the development of reliable and sustainable agriculture as well as environmental
protection by researching, developing and providing teaching on Korea's proprietary eco-friendly agricultural technolo-
gies. Qriginally a part of Hansalim, which is now well known as a icoop Korea, the company has become independent
that provides training in agricultural technologies and supplies the related materials and equipment, as well as becoming
the first private certifier of organic farming. NORQO first met Haeuksalim at an organic farming fair while it was planning
to enter the agriculture and agro-biology market. NORQO also contributed 100,000,000 KRW to the Heuksalim Lab at the
time of setting up the joint venture in April, so the two companies are aligned to the ideology of “Environment, Safety,
Ecology, Care”, while contributing to agricultural development by supporting research on Korean native seeds.

GROWTH OF NATIONAL ECONOMY THROUGH DEVELOPMENT OF

PRIVATE SECTOR AND AGRICULTURE

“The profit margin of organic products is not that great as the price has to include the appropriate level of manufacturing
cost for the farmers while being affordable to consumers. But it is certain that this business will help boost growth of our
country and grow in long term by helping farmers to be independent and improving the health of consumers.” Mr. Kim
expects future development as the business aligns with the corporate spirit of NOROO.

It is easier to understand the relationship between NOROQO and eco-friendly agriculture in this age when self-support of
food is lower than 50% while the integrity of our meals is in the hands of supranational agricultural and food suppliers
that have monopolized the food chain, by reminding ourselves that NORQO helped the country by manufacturing goods,
which was the first priority of its establishment. Let’s hope for a future where NOROO helps the country and the people
while developing itself through distribution that shares efforts of suppliers, as well as diverse variations of high-value
agriculture.
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Relish the Freshness of Jeju
Together with NOROO

Where would you pick as the hottest place these days? Places like Itaewon and Gyeongnidan-gil are good choices, butthey can't beat Jeju Island.
Factors such as the fad for the Olle-gil, recent developments under the theme of innovation and English education, the rise of the “back to the
farm movement,” and real estate investments by foreigners have all contributed to the skyrocketing increase of residents in the Jeju Special Self-
Governing Province to more than 600,000 since 2010, while the number of annual travelers to Jeju has exceeded a staggering 10 million. These are
not just passing phenomena, but rather evidence of long-term possibilities. They prove that Jeju is now fancied by everyone as an ideal place to
live or visit.
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PENETRATING THE JEJU MARKET

Two years ago, in late 2012, NORQO also started to focus on entering
the Jeju market with active sales and marketing efforts, following the
ever increasing attention and flow of people to Jeju. Under the inten-
sive management of our marketing team and the Busan branch, the
first bus-wrapping campaign was launched, while its promotion by
special agents helped increase revenue. May 20th this year became
another milestone for NORQO in Jeju, as the Jeju Sales Office was
opened by Mr. Kim Byung-sun, who had worked on marketing in the
Jeju area since the early days, and later played a key role in opening
up a new market in Ulsan.

“So far | have been providing rear support, and now I'm at the front
line.” Mr. Kim revealed with a smile. A war is going on here, only
without bullets flying around, according to him. “It's not just the com-
petition: | also have to overcome regional characteristics.” The diffi-
culty of having to transport everything by ship gets even worse when
there's a typhoon. Due to the frequent rain and wind, the quality of
the paint used to deal with such factors matters more than in other
markets. Jeju people prefer to work with people who went to the
same schools or who have spent years there — another factor which
Kim also has to overcome. His difficult task of opening a sales office
in such an exclusive market cannot be shared with anyone else. He
just shrugs his rugged looking shoulders, saying, “But | will survive
and emerge victoriously here. You'll see.”
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KIM BYUNG-SUN,
HEAD OF THE JEJU SALES OFFICE
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A CONFIDENT MAN OF ACTION

He is confident of his success and has been analyzing the Jeju market
and came up with plans and goals on his own, all of which he has
carried out one by one. “More people will come to Jeju, and the de-
velopment and addition of social living infrastructures will go on for
up to ten years, depending on the needs of each region. It will be one
step away from all Seoul-oriented policies and development, which is
also one of the reasons | chose Jeju, as the place furthest away from
Seoul, to utilize such an “off-Seoul trend”. Needless to say, | will have
to differentiate my services and products to impress my customers.”
He plans to make good use of the advantages of his location, such as
visiting each customer site to provide advice on the painting process
and manage inventory to maintain supply flow.

The processes for submitting construction project documents or
product delivery has accelerated after his return. He also introduced
a computerized inventory management system to some agents to
smooth the supply flow while launching a workers’ community to
share information about products. “The consistent quality of NOROO
is based on their excellent competitiveness in the harsh Jeju climate.
Add my quick responses and actions to such quality, and you will see
the top seller with the biggest market share and an annual turnover of
more than KRW 2.5 billion, which is my goal for 2015.”

GIVE IT ALL YOU'VE GOT!

He might feel in need of little outside help no matter how determined
he is to achieve success, but his confidence doesn't look like dwin-
dling for a long while. “President Kim Soo-kyong of NORQO encour-
aged me to turn Jeju into a market where new products with great
functionality can be introduced. He also expressed great expectations
by promising support such as promotional campaign vehicles as Jeju
is a tourist hotspot.” He is determined that he will rise to expecta-
tions. His plans include attracting more experts in the paint industry to
Jeju to exchange know-how. All in all, bringing NORQO colors to the
greenness of Jeju will be the culmination of his efforts.
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NOROO PARK Attracts
the Most Attention at DIY Fair

The DIY & REFORM SHOW 2014, a major fair for those who enjoy making things themselves,
was held from June 14 to 22, 2014 at COEX, Seoul. Of all the stands in the vast exhibition hall, the
NOROO PARK stand attracted most attention, with festivity atits highest by having many yellow
balloons all over the place. Let's check out NOROO PARK where visitors were entertained by its
clever structures and events.

MR ZEINOROO PARKFHT ~

ENREFTFIHEMERANZEDMRE—DIY & REFORMIEKES, F20145F6714
HE2HAEFH/RCOEXBF. ARMATHAZRMLF, RIZRMNZENOROO
PARK, iXBERIEERESIK, 77 W HFE. NOROO PARKIELFAAIIEFIE
B, AMEENTEERK! LERT—EFINOROO PARKEIHFHIE ~

2014
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FUN-PACKED PAINT THEME PARK

“Hi there, welcome to NOROO PARK~" Having sensed happiness and
fun in the midst of stands and people, | headed to the source of greet-
ings to run into familiar faces of NOROO. NOROO PARK, the official
stand for NOROO during the fair, refused the shape of monatonous
square, and instead had green floors that reminded visitors of flowers,
trees, and even a picnic on grass. The colorful photo zone and product
display zone all contributed vigor throughout NOROO PARK. NOROO
people were wearing active-looking striped clothes, had a fun nick-
name label on the back, and most importantly, all of them beamed
great smiles while greeting visitors. “Here’s your adventure bracelet,
and now you can join the on-site lottery at the event zone if you win
more than three items in the Experience Zone. Keep in mind that you
can get a fresh can of paint over there.” Groups of visitors took pic-
tures, went through the heat-insulating glass paint demo zone, and
enjoyed videos at the NOROQ theater. The hands-on painting event
was held on a reservation basis and all available seats were taken so
early in the day, proving the popularity of the company and its events.

WRHTSRIEE AR
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PRODUCTS WITH AMAZING FUNCTIONALITY

“Wow, this is really paint!” exclaimed every visitor at the heat insulating paint demo zone.

Apply this paint to any transparent glass window and “Voila!” It turns into an opaque window

that even blocks out ultraviolet ray 20 minutes later. To remove it, just spray on some water as

o if taking off a cosmetic facial mask and it'll come off easily.

e 10 THE w@ﬁ?@ 0 s, Summer-specific products like Cooling Spray which makes you feel cool as if facing an air-
J conditioner, feet odor remover, air-conditioner deodorant, as well as essential goods for DIY
including Pantone Premium Paint and oil stain were high on visitors shopping lists. The Cool-
mate House, which used to be a promational container of NOROQ's repainting team, provided
yet more fun. Next to the bathroom, which we decorated jointly with Daelim Bath, was the
eco-friendly NOROO ECO FINE MOSQUITO NET, which featured not just excellent breathability
but also ruggedness that can resists shocks of up to 70kg while effectively keeping out small
bugs and yellow dust.

PAINT IS CULTURE
While enjoying myself at NOROO PARK, something suddenly struck me, that paint is easy and
fun. Ms. Park Ae-ran from the Areumdeuri Namu Workshop commented, “Anyone interested in
DIY comes to this show, and NOROO has managed to set up a highly intriguing stand that stimu-
[ . & . - ’ - TomwTe EE R 2 O 1 4 lates the curiosity of visitors. | believe the whole fair has been made more exciting because of
Y all the diverse events, and not just the booth itself.” Green grass was put on with no threshold
N O R O O rather than stiff looking floor work. The name NOROO was painted on soft cushions with paint,
and cups of vividly-colored paint were provided to visitors so they could feel the “paint-culture”

Y : -'
Pal t LR i 2 PANTONE P A R K and sensibility created by them. In keeping with the phrase “Do It Yourself”, everything was
jointly done by NOROO people.
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NOROO HOLDINGS CO., LTD. HELD
ITS TECHNOLOGY FAIR FOR THE FIRST HALF OF 2014

NOROO HOLDINGS SIGNS AN MOU WITH
THE NATIONAL INSTITUTE OF HORTICULTURAL AND HERBAL SCIENCE

NOROO Holdings Co., Ltd.

NOROO#EZRIR N HBR A~ A

NOROO HOLDINGS HELD

ITS TECHNOLOGY FAIR FOR THE FIRST HALF OF 2014

The Noroo Group held its “New Product & Technology Fair for the First Half
of 2014" in the seminar room of its Smart Center at the company’s Anyang
factory from May 30th (Friday) to June 5th (Thursday). The exhibitors were
companies from the group, including Noroo Holdings, Noroo Paint, and Noroo
Coil Coating, which presented 44 new products and technologies that were
launched in the first half of 2014 or that were in development. The companies
also received feedback on sales and technology parts so that they can work
on more competitive products that cater to the actual needs and preferences
of customers.
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NOROO HOLDINGS SIGNS AN MOU

WITH THE NATIONAL INSTITUTE OF

HORTICULTURAL AND HERBAL SCIENCE

On May 30th, Noroo Holdings entered into an MOU with the National In-
stitute of Horticultural and Herbal Science (NIHHS) in Suwon for business
cooperation. The MOU includes provisions for the joint development of solar

powered technology for controlled horticulture, the exchange of information
for improving the R&D competency of agricultural ICT, shared utilization of
research facilities and equipment, and the joint hosting of seminars, as well
as the academic exchange of expertise. All of which will converge towards
continuous efforts to develop and distribute controlled horticulture and re-
lated technologies.

Mr. Ko Kwan-dal, the Director General of National Institute of Horticultural &
Herbal Science said, “This MOU will be the opportunity to provide maximum
support to the Noroo Group, including expertise in horticulture and special
purpose crops, technological support for on-site difficulties, and the shared
utilization of results from R&D." Han Young-jae, the CEQ of Noroo Group, also
commented, “Signing an MOU with NIHHS, which boasts of having world-
class technologies in controlled horticulture and special purpose crops, has
significant meaning to the group’s agricultural and bio businesses. We also
promise to provide the best support that we can to the development of agri-
cultural technologies based on NIHHS's expertise and the diverse results of
our R&D efforts.”

NOROO#ZRBRMARA T, SEIEZHHERZRZEITTMOU
NOROO#ZER M BR AR N T EMNFKRKEMEZEZHIERZRITE
T4, F5A30H%1TTMOU. MOUE’]EE%W BATEEFEE
MBEZAFAREAR, BURVICTHR hE, BIEERHR. TRFEAX
e HDERETY SRSt Hﬁﬁﬂﬁuﬁu%%%ﬂ%ﬁ&ﬁuﬁlz
RN

EYEEEERSRRKSERRR:  BEARMOUNEIT, RITES
REABHERZ - HHREDRENERIE. WHRAES. WFHARR
FEANHZENOROOLHFEH W &S & 1ETIgIR#FE ). ” NOROO%
HaK#ReEsRnr: ‘SHEIREEZ S HRIEYMAR R RN E R
ZHEERZBREIT L ShE, XNOROOKEHA LI & ms il U EIR AR
X", “NOROO%iE, HEUMNLRNEWRA. FEEEFARKRA
AR RV AL ELZR, REFIRS. 7

GWANGMYEONG CITY CHOOSES PANTONE EXTERIOR PAINT
FOR ITS RESOURCE RECOVERY FACILITY

NOROO PAINT & COATING LAUNCHES HEAT-INSULATION GLASS PAINT

NOROO Paint & Coatings Co., Ltd.

NOROOMRRHR A HIR L F)

GWANGMYEONG CITY CHOOSES PANTONE EXTERIOR PAINT

FOR ITS RESOURCE RECOVERY FACILITY

High chroma colors that are proprietaries of Pantone Exterior Paint, which is
a part of Noroo Paint & Coatings, beautifully decorate the resource recovery
facility in Gwangmyeong-si of Gyeonggi-do. The municipal government chose
Pantone Paint (PANTONE 18-1760 TPX) for super graphic painting work. The
red used in the work promotes unlimited energy, passion, vitality, and dyna-
mism with its powerful vigor, while the white creates a good contrast with the
red and stands for the city's hope.

The facility retrieves heat from incinerating residential wastes to use it for
local heating in the city. Noroo Paint & Coatings was chosen as a supplier for
the “2014 Cultural Recycling Project of the Industrial Complex / Waste Indus-
trial Facility.” It has also been working on the upcycling center that provides
new values to waste resources by applying a completely new design, as well
as on the project for establishing space for purposes such as performance,
exhibitions, and training. The project will be linked with the development of
the Gahak Mine Cave, which is in the vicinity, and will promote the resource
recovery facility into the base of Gwangmyeong Eco Park.

The commencement ceremony was held on June 24th. Yang Gi-dae, Mayor of
Gwangmyeong City; Han Young-jae, CEO of Noroo Holdings; Kim Soo-kyong,
CEO of Noroo Paint & Coatings; and Kim Yong-se, CEO of Inno Design and the
one who is in charge of overall design were all in attendance. The application
of Pantone Exterior Paint, which boasts of high chroma colors, Noroo on such
a landmark facility will lead to excellent promotion of Noroo products and an
increase of revenue for Noroo Paint & Coatings. The company will also work
on various marketing efforts to promote its top quality and services.
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NOROO PAINT & COATING LAUNCHES

HEAT-INSULATION GLASS PAINT

Heat-insulation glass paint blocks incoming solar heat has been made avail-
able. It works simply by applying it onto glass surface. Made with a special
nano inorganic pigment developed by Noroo Paint & Coatings specifically for
DIY works, this paint can be easily applied with a standard roller. Apply this
paint to any transparent glass window - wait for 20 minutes and it turns the
glass into a semi-transparent tinted window. The paint can block high heat
solar ultraviolet rays, which are known to be harmful to the human body. It
protects people’s skin and the interior of a building. It also protects privacy
with its semi-transparent effect. Unlike film-based products that serve similar
purposes, just spraying some water will easily remove the paint.
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TO HAVE THE BEST “KOREA MOBILE MARKETING INDEX"
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MURAL PAINTING CEREMONY ON
AUSTRALIAN PAVILION OF SEOUL Z00 AS TALENT-SHARING
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NOROO PAINT & COATINGS TURNS OUT

TO HAVE THE BEST “KOREA MOBILE MARKETING INDEX"

Noroo Paint & Coatings took top place in the “Korea Mobile Marketing In-
dex.” The Korean Marketing Association (KMA) researched and announced
the results for improving competitiveness through mobile marketing of Korean
companies overall. The research is based on an online survey and industry
experts' review on how much a company’s mobile marketing activities sym-
pathize with the market and customers. Noroo won top scores in Content,
Communication, and Convenience.
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MURAL PAINTING CEREMONY ON AUSTRALIAN PAVILION OF
SEOUL Z0O0 AS TALENT-SHARING

On June 28th, 40 members from the Damjaengi Voluntary Group, which con-
sists of volunteer clubs at 18 universities in Seoul, joined the mural painting
ceremony that was held in the Australian pavilion of the Seoul Zoo to share
their efforts for good faith. The pavilion houses exquisite animals such as kan-
garoos and cassowaries. The murals were painted with Soon & Soo antibiotic
paint that was provided by Noroo Paint & Coating.

This campaign for decorating the exterior of buildings to suit the special pur-
pose and characteristics of each animal pavilion was the first case of there
being a triple combination of sharing the talent of university students, using
the infrastructure of Seoul Zoo, and an enterprise supplying materials. This
project has been ongoing for 3 years and will be a successful case of sharing
efforts.
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EMERGENCY DRILL FOR NOROO PAINT & COATINGS

All employees of Noroo Paint & Coatings, including CEO Kim Soo-kyoung, con-
ducted emergency drills on June 13th and July 4th. The drills were conducted
in accordance with an emergency organization table that was prepared in
advance. They are expected to improve the early suppression of disasters by
activating firefighting vehicles and a disaster prevention team, and to also
minimize human and property damages through the creation of solid coopera-
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EMERGENCY DRILL FOR NOROO PAINT & COATINGS

CONTAINER BOOTH PROMOTION OF COLORMATE DESIGN HOUSE

tion with external parties. After a smoke bomb was ignited, the drill went on
systematically and swiftly including processes such as the speedy delivery
of the news of fire, suppressing and putting out the fire with small and large
extinguishers and the outdoor hydrant, shutting power off, moving flammable
materials, and evacuating. These drills were conducted so that every Noroo
employee becomes familiar with the appropriate steps to take in case of an
emergency.
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Colormate Co., Ltd.

Colormate (#k)

CONTAINER BOOTH PROMOTION OF

COLORMATE DESIGN HOUSE

Colormate Co., Ltd. has built a promotion booth based on container for maxi-
mum mobility so that they can actively engage with potential customers living
in apartment complexes that are scheduled to be repainted soon in Seoul
and the Gyeonggi. The container-booth promotes and provides the company's

Color Simulation Service, where the company’s color professional visits the
customer's apartment to provide consultation. It also promotes the Color Inte-
rior Service and actual work and post-work services.

The booth is a type of showroom that imitates an actual apartment including
the living room, kid's room, bathroom, etc., which have all been painted with
colorful paint products from Noroo Paint & Coatings. Also, many DIY products
such as the Energy Saver, tile joint recovery agent, and fine insect screen are
used so that customers can check them out in the booth. This free consulta-
tion campaign, which is expected to serve to promote Colormate’s Design
House service directly to customers, while spreading a brand new painting
culture in Korea, will be expanded nationwide.

Colormate Design House, (£#EREEE

Colormate (#) HIEBEHENEKESERE, FEE iﬁ%ﬂ%ﬂ?
X EFRENEABX ARRBNERER. EREAR Color-
mate Design Housef Z &AMz B EIMHRHLEN, #ﬁiﬁLfT’é
WD, SEEL. BFEEEZColormate Design HouseI i = Rk
ERS.

EEMARABIEANOROOHZFEANENET. ILERE. AENRIRT
7, Energy Saver. EREEEN. WAL RMENOROORELA & F
DIYF=@, 5| THMEMMLZE. MREEFENRBHEFEE, XA
HiEAmMEELColormate Design HousefiRss, At AT E L%
B TR NOROORKIT R EE SHEANSR, FEY KERD




News
Briefing

26

NOROO QUARTERLY MAGAZINE

IPK Co., Ltd.

IPKEBR A E)

INTERNATIONAL PAINT BECOMES THE 1ST COMPANY IN THE
GLOBAL MARITIME INDUSTRY TO BE AUTHORIZED FOR THE CERTI-
FIED EMISSION REDUCTION (CER) BUSINESS

International Paint, which has 130 years of history, held a press conference in
London at the end of April to announce that it had become the 1st company in
the global maritime industry to be authorized for certified emission reduction
(CER) business.

Many industries have diligently worked on reducing greenhouse gases. The
maritime industry, which takes up about 3% of total emission from the ves-
sels, a major culprit of carbon emission, was not one of them based on the
reason that vessels are not subject to international or regional emission con-
trol as they travel among countries. However, International Paint and Gold
Standard managed to open a new way for vessel operators to benefit from
additional revenue by reducing fuel costs and improving the energy efficiency
of vessels, as well as trading CER.

In order for shipping companies to benefit economically from CER, they have
to apply Intersleek from IPK boasting the best fuel efficiency, instead of cur-
rent paint containing biocide, to bottom of ship. If a comparison of vessel
operation records before and after applying Intersleek confirms improved fuel
efficiency, related records and information can be submitted to international
paint offices around the world, which will then transfer them to the Gold Stan-
dard. Depending on whether the documents prove saved fuel and reduced
carbon emission, Gold Standard will issue CER, and the shipping company
and IPK will take the CER.

IPK Co., Ltd., a Korean member company of International Paint, officially
launched the CER of Internsleek back in May. CEO Kang Oh-soo of IPK had
this to say, “Since 2010, vessels painted with Intersleek provide twofold eco-

nomic benefits from winning CER and cutting operation costs by saving fuel.
[t will also improve the image of the vessel operator as being an eco-friendly
company.”
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filled with freshness that reminds us of the blue sea of Jeju.

The Jeju sales office of Noroo Paint & Coatings is

Mr. Kim Byung-sun, the office Director, is also
h/ determined to “Take the top place in the Jeju market”
with his sales competency as powerful as sea the wind of Jeju.
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Anyone meeting the Little Penguin Pororo will ; '“-l
immediately yearn for adventure and challenge like a chi[a-!
At the "2014 DIY & REFORM SHOW," 2 .'1_
visitors enjoyed the show even more due to Poﬁ;_o and Petty
sharing their happy attitude with the audience.:
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Sea wind of Tongyeong smells delicious,
as if coming from fresh seafood.
== Cheerful and peppy young couples in Tongyeong call out,
~ "You are welcome to Tongyeong.”
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