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The First

The First
Wh O Ma ke The Fi I"St Written by Kim Seon-woo

What does one need to become the best? Speed to stay ahead of others, a progressive spirit to
boldly take on challenges, passion that burns with intensity, and diligence that does not cease
are all crucial to reach the top. Not a single one of these conditions can be overlooked. These
qualities go unnoticed as they form a foundation that is veiled by other qualities they support.
They are like starting blocks for a race, a mounting block for jumping, fuel for fire, and support
that keeps one from growing weary. These are firsts and the basics.
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The First

400,000 PEOPLE SUPPORTING FIRST MAN

Apollo 11 landed on the moon on July 20, 1969. Over 600 million people around the world
watched the live broadcast of this moment on television. The story of the astronaut who took
man’s first step on the surface of the moon was made into numerous films and documentaries,
and the film <First Man> was most recently released in 2018.

The first man in the film is Neil Armstrong. We remember his name. However, he was not the
only man who went to the moon. Buzz Aldrin, the lunar module pilot for the Eagle accompanied
Armstrong along with Michael Collins, pilot of the command module who orbited the moon on
standby to bring the two astronauts safely back to Earth. In addition to the three heroes who
reached the moon were the efforts of 400,000 individuals including scientists, engineers, and
soldiers back on Earth. Preceding Apollo 11 was the Apollo 1 tragedy that took the lives of three
astronauts and Apollo 7 that orbited the earth more than a hundred times before its return.
Scientist Margaret Hamilton developed the automatic navigation software for the Apollo Guid-
ance Computer to help surmount the crisis of an error that occurred just before landing on the
moon, and other female engineers created the memory unit for the software. In 1962, President
Kennedy ran into a janitor in NASA's lobby and asked, “What are you doing?” The janitor replied,
“I'm helping put a man on the moon!"!

Just as the moonlight has a dark, back side, there is reliable support sustaining the outcome on
the forefront. They make the fundamental preparations, performs tests, fail, and take on chal-
lenges once more. They are all first men.

CLEAR VALUES ARE FUNDAMENTAL AND COME FIRST

The success of the Apollo project began with the presentation of a clear vision. In 1961, Presi-
dent John F. Kennedy at the time presented, “We choose to go to the moon in this decade. ..
because they are hard. . .that challenge is one that we are willing to accept, .. .and one which we
intend to win.” This clear goal made the hearts of Americans leap and united 400,000 people as
one, deepening everyone's sense of duty despite the gravity of the job. They kept their eyes on

04

NOROO MAGAZINE

EAE—ABRHAAA
196947 H20H, Bliiz & 11 B1E H kA5 i, it it 612 N8
R A% DUAE 1330 — 7 SEN 1, 75 BRZ T3 HH 25— I i
R R E B A, R — T
20184F LBRAVCEH B — Ao

B HH— NAAHE/R - FTARTRERA, AT AERICAS 2
T, HESE b, BABER M, BB AR S5
7 LR - BRR AR A 05 N 2 22 [ 3t K T <45 1 H BR%
B2 IR AR B R E TR - B BR T IX = A8 H
T, HuBR_ESR A AT S 1940 5 S REER RN BRI
NE, BAERTE B 11580, & %A i K =4 T S fr
2 1S, A AERHIBR B S RIETEE 75 BEESE0R
FRRE DO KU 42 HA B 20 il S 3 SEATLA B B2 SR 1, 5
BRI 2 5 i AR 1 A AT IR AL, E AR S T OISR
PRCIZEEE I L ERAR N RIS o 8 — D ANEBIE N [F— 4
fEANTISS 110 19624, 5 fE 5l R SiENAS A E R 7 58 175 7
TR A TAE?”, B LESE TR TR R A5
A1

HZERY A SEA A ARGy — T, FRE, DEIAER Y BR T
JEAAFERS SRR AT 5 5 o 334 A S B T 1, ST T
HEFS, IRER, BRI RN, ZAE TR, & — D AKR
EE— Ao

PBHNERERERITRER

BT822 TR 2 P AR, S 5 Tl T B YRR, IS8
E G298 F- 5 el T 19614 & & A BIFR EEFHE20 14
60FEREE TR, FFAZSR _ H BR, F 2% 2 [l k., B AT e

the significance of the mission no matter what came at them.

This is applied to business management in the same way. The first question that the global con-
sulting firm McKinsey & Company asks each member, executive member, and clerk upon receiv-
ing consultation is, “What are the three most important things to your business?” Interviewees
of a healthy business will give similar answers while interviewees of a disorderly business will
give differing answers.? When priorities differ among staff members, conflicts will arise and
make communication difficult, resulting in failure of concentration on work. Thoughts will drift
away from work and no one will take responsibility for business results that have left their
hands. If Margaret Hamilton’s goal was to ‘develop automated navigation software that she
was ordered to make" instead of carrying the vision to ‘send man to the moon and safely bring
him home,” her software would never have built a program that dodged errors. If the Apollo 11
astronauts were stuck with an egocentric mindset such as, “Our flight is perfect,” the program in
preparation would not have been operated. Their thinking went beyond “doing what they were
told” or “proving self-ability” as they never forgot their mission to “go to the moon and return
safely.”

To be a top company, there must be clear values. Staff members must understand the reason for
the company’s existence, the company's visions, and methods used for business. When asked
what they do, not a single person of McKinsey's staff answers, “Consulting.” They all respond
with, “We help build the success of businesses and the government.” Like such, when a com-
pany's values are properly shared, staff members will gain pride in their work and show devotion.
Colleagues will become friends, communication will go smoothly, and emotional conflict will be
reduced. These will navigate companies in long-term growth.?

THE FOUNDATION IS COMMUNICATION

Company values in the past were clear. Staff members adapted to a company’s business goals
without showing aversion. However, younger generations who emphasize individual satisfaction
and importance reject small-town values® and are not receptive to one-way instructions. A set
of values must include an affiliated company’s identity, legitimacy that contributes to society,
and persuasive logic that tolerates everyone, and communication that achieves sympathy with
active discussion and debate is an absolutely required fundamental and key value. As the out-
side market environment grows intense with low growth and hypercompetition, the inside must
share information under a single set of values and bond through trust. When fundamental com-
munication is stable, the company will build a sturdy foundation and take off as the first man of
the market.

/

1. 50th Anniversary of Apollo’s Landing on the Moon, Surprising Truth About the History

of the Moon Landing, columnist Lee Jung-mo, Korea's policy weekly <Gonggam>
2,3 Whatis Value-based Management, Jeon Sung-chul and others, Sam & Parkers, 2013
4 Manage with Values, Jung Jin-ho & Ki Min-kyung, I[dea Map, 2019
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4/7 + INTERVIEW
’ The First

The Way of a Leading Company
Opened with Communication

NOROO Way Restart / Business Council

In 2012, NOROO established and presented the future-oriented value system “NOROO Way". In 2016,
ethical management was introduced to internalize the NOROO Way, and the NOROO Way Restart
Project officially began to practice the NOROO Way. The NOROO Way Business Council leads the
way for a leading company based on its foundation of communication and the NOROO Way principle
that “A path is not followed, but made.”
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For my Homeland
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Management Philosophy

Blazing a new trail
into the future

/

Corporate Vision

BRIGHT COLOR,
SMART WORLD

THE NOROO WAY RESTART PROJECT MADE FIRSTHAND

The NORQO Way is the inheritance of NOROO founder, Chairman,
and CEO Han Jeong-dae’s spirit and the value system for expanding
the NOROO Group into a leading global company. The NOROO Way
Restart Project was initiated voluntarily within the company in 2016
to internalize and practice of such values. The first person to suggest
the activity was Manager Lee Dae-hee of the NOROO Holdings Ethi-
cal Management Team.

“My job is to make sure that the ways of working at NOROQ, such
as company rules and procedures, stay on a rational path. | believed
that in order for employees to comply with the NOROO standard, the
mindset and attitude about the company’s vision and values, in other
words understanding and identification with the NOROO Way, need
to precede such compliance.”

In order to fulfill such performance, Manager Lee Dae-hee sought
individuals who had extensive knowledge about NOROO Group, in-
cluding Representative Director Kim Jang-ho of NOROO Loginet Co.,
Ltd., General Manager Kim Ki-do of the IT Support Team, Deputy
General Manager Ji Nam-cheol of the Digital Marketing Team who
had established numerous data for the NOROO Way, and Deputy
General Manager Ko Jae-soo who was in charge of group training.
All of these individuals agreed on the need for activities for the inter-
nalization and understanding of the NOROO Way by employees, and
the internal organization, the 1st NOROO Way Business Council, was
introduced in September of 2016.

“The Council was formed upon decision by a top management team
who believed that an internal organization would prove more effec-
tive than an outside consulting agency. First, in order to recognize
our present state and choose a direction for action, we performed
surveys and interviews with all employees in March of 2017.”

KYUN SUNG-SU
NOROQO Loginet
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KIM JANG-HO
NOROO Loginet

JUNG JIN-HAN
NOROO Automotive Coatings

07

Spring. 2020



4/7 + INTERVIEW
’ The First

SHARING NOROO'S YESTERDAY AND TOMORROW

Even after conducting surveys and interviews, choosing a direction to take was not easy. How-
ever, General Manager Kim Ki-do says that this was absolutely necessary to create the next “100
years of NOROO". He commented, “There is a limit to an enterprise’s growth when values are
only placed on sales and profit. History, the future, culture, and values must be shared amongst
the Chairman and CEQ and all of the employees.” He added that the importance of sharing values
will grow.

Each office selected a minimum of one internal instructor and a change manager who would
fulfill the role of a CA (Change Agent), and training began with new employees. Deputy General
Manager Ji Nam-cheol explained, “According to the survey, employees who have been with us
for less than five years had noticeably lower trust and pride in the company. This results in a drop
in faithful completion of one’s duties and ultimately leads to resignation. It was our judgment
that a proper understanding of the NORQO history and values would raise employee pride in the
company.” The training also bridged the generational gap between employees. Deputy General
Manager Ji Nam-cheol further explained, “There are considerable age differences among em-
ployees because there are many workers who have been with NOROO and its long history for
a long time. The NOROO Way Restart education and the message of change help employees to
communicate and understand one another.” Deputy General Manager Ji Nam-cheol added that
overbearing speech and behavior has in fact been decreasing in the workplace.

A CHANNEL OF COMMUNICATION, A PATH OF INFORMATION, NOROO WAY RESTART
Changes resulting from the NOROO Way Restart Project became noticeable in each employee.
Changes were seen in members of the NOROO Way Business Council as well. Deputy General
Manager Ko Jae-soo, a CA, attended the lectures, studied diligently, and now feels the respon-

KIMKI-DO
NOROQO Paint & Coatings

N NOROO Way
Restart

LEE DAE-HEE
NOROO Holdings
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JINAM-CHEOL
NOROQO Paint & Coatings

sibility to set a good example for others. He commented, “In the Code of Conduct is ‘Keep-
ing Promises’. We hear these words when someone is late to a Business Council meeting. By
now, everyone has become quite accustomed to saying this.” This shows that promises are kept
throughout the company.

The NORQOO Way, which was once considered superficial, is now gradually being embedded
into practical business affairs. General Manager Kyun Sung-su, Head of Distribution at NOROO
Longinet Co., Ltd., stated, “When there are differences in opinion among team members, we re-
share the vision and make mid- and long-term plans, which helps to bridge the gaps.” He again
stressed the importance of the NOROO Way and the necessity for training. Chief General Man-
ager Kim Young-gil of Technology Team 1 at NOROO Coil Coatings Co., Ltd. gave a description
of a detailed, practical strategy, saying, “In order to practice the NOROO Way Code of Conduct,
‘Lead changes and act personally’, we aim to develop at least two new products each year
through the active collection of data by employees.”

The NOROO Way Business Council, established in 2016, organized its third Council this year.
Through education and debates, along with the process of actualizing the NOROO Way, the
NORQO Way Restart Project shares and develops the values, visions, and Code of Conduct of
NORQO. The project is paving the way for a new path for NOROO. Manager Lee Dae-hee said, “|
believe that a channel of communication and a path of information was formed through NOROO
Way Restart. When we stay on this path together, we will grow closer to a more dynamic and
brighter future.”

PARK SEUNG-CHEN
NOROO Paint & Coatings

KIM HAN-JOO
NOROO R&C
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NOROO Paint & Coatings

CHUNG JIN-SUNG
NOROO BEE Chemical
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’ The First

NOROO-ers
who Start the Day

Start the morning with a splash of cold water to the face, get to work by taking the
bus and subway, sit at the desk and turn the computer on. A start to the day be-
gins with the efforts of many people. Subways and buses move on time, offices are
cleaned, and meals are prepared for life to go on. At NOROO are individuals who
work first for today to start. This is how NOROO creates tomorrow.
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FIRST PLACE OF GREETING

CUSTOMER INFORMATION CENTER
MRABERS S, AEH =

This is the first place that visitors of NOROO's Anyang factory encounter. This is the Cus-
tomer Information Center at the main entrance. Team Leader Lee Chul-hwan and Manager
Jung Da-eun of the Customer Information Center guide visitors around NOROO and record
everything and everyone that enters and leaves the factory. “I feel that the Information
Center that visitors are first greeted with is the face of the company. | work with the mission
to protect company assets, protect the people, and guard NOROQ's culture.” Team Leader
Lee Chul-hwan, who has worked with NORQO for fourteen years, guards the Customer In-
formation Center with a higher sense of pride than others. The visitor's room located behind
the Customer Information Center is a small meeting room where results are produced after
negotiations and meetings. As a place of exiting, entering, and meeting, the Customer In-
formation Center is the connecting link between NOROQ's inside and outside as well as
yesterday, today, and tomorrow.
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BREAKING THE DAWN

NOROO LOGINET CO., LTD. DISTRIBUTION TEAM 1
e, NOROOVIERBRAR Mim14d

Assistant Manager Kim Dong-hoon of NOROO Loginet's Distribution
Team 1 arrives at the Anyang factory by 6:40 a.m. and opens the stor-
age doors to help unload supplies that arrive at 7 a.m. “We can help the
drivers save time by preparing ahead. When we unload new products
and load missing products, the drivers who deliver to the Seoul-Incheon
area come pick up the products. When we consider that this is the
final process before items ship to customers, we need to pay special
attention to them.” Assistant Manager Kim Dong-hoon’s day is longer
due to his early commute to work, but he maintains his strength for
the smooth delivery of products. “| feel that the work our distribution
team does is part of the service industry. The start must be good for the
process to arrival go smoothly.” We have a fine start to the day thanks
to Assistant Manager Kim Dong-hoon who believes that the entire dis-
tribution process is a service to customers!
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LET'S EAT FIRST!

CAFETERIA COOKS
AR, IREW! AR REFIT

The simple question, “Did you eat?” is a popular phrase not just be-
cause of a famous actor’s noteworthy performance. “Have you eaten?”
“Let's grab a meal sometime.” These have become greetings, and this
is because Koreans particularly love food. Food is important to NOROO-
ers as well. The place that prepares important food is the cafeteria
kitchen. Cooks Lee Myung-hee, Jeon Youn-soon, and Kim Jung-ok who
came together for the filming agree that “Food is energy!” “Just like
the saying, ‘bap-shim,” [meaning ‘energy from food'] food is energy, a
tonic, and life. We will cook delicious food for you. Keep it up!” The
kitchen is busy cooking three meals a day for NOROO starting at 5 a.m.
We're newly energized by food packed with sincerity.
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SEND YOUR CONCERNS TO ME

NOROO PAINT & COATINGS CQ., LTD. GENERAL AFFAIRS TEAM
FIBFAEIETE, NOROOSREIR A HIRAT A SA

“The role of employee welfare is to support the staff so that they can focus solely on their
duties. | will take care of their concerns.” Manager Kim Hyun-seung of the General Affairs
Team who is in charge of employee welfare is a trustworthy NOROO-er who will undertake
all concerns. The first thing she accomplished after joining NOROO the past year as a new
employee is the company fitness center. “A proposal for a fitness center was made right
after | joined the company. | took on the responsibility with a positive attitude because | like
to work out.” Thanks to Kim, NOROO-ers have opportunities to work out during their free
time and improve their physical strength. She hopes to lead positive changes in employee
welfare through lots of communication and provide opportunities for young NOROO-ers to
demonstrate their abilities. We look forward to her support in paving the way for the future
with the same excitement she had on her first day of work.
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FOCUS ON NOROO1

Water QTechnology
Deliverance through the RTC

NOROO Paint & Coatings Co., Ltd. Poseung factory RTC

NOROO Paint & Coatings Co., Ltd. founded the Refinish Technical Center (hereinafter, ‘RTC’), a learning center for
automotive refinishing paints, at the Poseung factory and opened its doors on November 20th. The RTC of the Poseung
factory, established to keep pace with the reinforced standard for the atmospheric environment by the Ministry of En-
vironment while simultaneously providing consumers with efficient training in a more pleasant environment, will soon
be the center of NOROO's leading technology.

IZ(ERTCIEIBWATER QRYFZARLH

NOROOR#HEF LI RTC

NOROOTREHEAD AR AL T T AL EANEESIZEHE—RTC (Refinish Technical Center), 372019
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NOROO IS DIFFERENT

The RTC building that stands to the right of the Poseung factory entrance greets visitors
with a clean lobby. The left side of the building connects to the on-site training area, and
at the top of the stairs on the right is the second-floor lounge and main theoretical learning
center. One can sit in the lounge to be embraced by the sunlight that shines through the
open windows, reminding visitors of the words ‘bright and pleasant.” The image of the new
learning center built for eco-friendly, water-based paint echoes this very image.

NORQO Paint & Coatings’ Department Head of the Automoative Refinish T/S Team Park Min,
stated, “Our learning center is the most recently built learning center for automotive refinish
paints among all enterprises in the country. We paid close attention to the layout and flow
of the center because we knew this would be an issue for some time. We wanted to show
that "NORQO is different.’

“In accordance with the Clean Air Conservation Act, the entire industrial circle will reduce
VOCs, and starting next year, sales of automotive oil paints will be prohibited, which led
to explosive demand for on-site learning of water-based automotive refinishing paint. Au-
tomotive refinishing paint is a high-price material requiring meticulous technology as the
material is applied to various colors in different work environments. Moreover, water-based
materials differ from oil-based materials in terms of the drying speed, equipment, and in-
stallation. NOROO Paint & Coatings’ automotive refinishing water-based paint, Water Q,
which officially launched sales in 2014, has supplied businesses directly managed by Kia
with refinishing paint as its officially designated supplier for six years, and NOROO ex-
panded its cooperation with general industrial companies and enterprises affiliated with
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Kia to be recognized for its technology. However, the paint can only fully demonstrate its ef-
ficiency when utilized properly by the user on site, and hence, the need to invest in education.
The cruciality of learning gradually intensifies in constructing a brand image and strengthening
customer trust.”

Son Byung-gil, Manager of the Automotive Refinish T/S Team in charge of RTC training with
Department Head Park Min, proudly commented, “The learning center is also the center for pro-
moting sales through publicity of the company’s technology, products, and equipment. Individuals
who visited other centers expressed that our RTC's advanced system and equipment was a great
help to them.”

TAKING THE LEAD WITH ADVANCED EQUIPMENT

Although RTC's facilities, including the lounge, main theoretical learning center, dressing room,
and shower room on the second floor, are impeccable, the first-floor training center certainly
differentiates itself from other facilities. Two spray booths were installed for separate works,
and a function that lowers the temperature was added to the booths for the first time in the in-
dustry. Work efficiency changes with the temperature, and this also provides a pleasant learning
environment during the summer months. Wired glass and flameproof fluorescent lighting were
installed in the spray booths and mixing rooms to completely satisfy the strict regulations for en-
vironmental facilities and flameproof facilities. The facilities are also equipped with solar pow-
ered lighting that can accurately catch color changes that result from differences in light sources.
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A system that catches one’s attention is the newly introduced auto color system. The existing
Water Q system required that the user refer to the manual as he/she mixed paint colors. The Wa-
ter Q auto color system accurately measures the desired combination with a single click to auto-
matically mix colors. The super precise auto color system even offers distant color mixing and an
online warranty service. The auto color mixing allows for multi-tasking during color mixing and
offers convenience for customers as the color mixing history is computerized and managed. The
system is first-class in its color matching ability. Due to the costliness of this equipment, the RTC
is an excellent venue for customers to test the system's effects.

“Last January, we held the RTC opening ceremony that also introduced the Water Q auto color
system. Eighty chain store representatives and personnel from sixty enterprises nationwide at-
tended this event, and contracts for twenty-eight Water Q auto color systems were concluded.
The attendees tested the system here and experienced its performance.” Department Head Park
Min's description confirmed the synergy between the RTC's newest equipment and the Water Q
auto color system’s color-matching function.

HEAD TO THE RTC TO LEARN MORE ABOUT AUTOMOTIVE REFINISHING,
WATER-BASED PAINT!

“The learning center is in fact, the company’s image. Through the RTC, we will display the pio-
neering image of NORQO, and help our trainees in order to verify and certify our products for
greater technological development. The RTC is the very place one must visit for water-based,
automotive refinishing paint.” Manager Son Byung-gil added his anticipation and request to
Department Head Park Min's hopes. “We equipped ourselves with the newest facilities and
equipment, along with an elaborate educational program so that many people can come visit
the center. Our RTC also offers an advanced 3-night, 4-day program and a basic weekend course
to meet the needs of chain stores and on-site locations. The RTC is always open, and anyone
interested can feel free to contact us at any time!”

The RTC is ready to provide the trendiest education to meet the changing times and developing
technology. NORQO Paint & Coatings’ RTC will answer any questions one may have about water-
based, automotive refinishing paint.
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The Water Q auto color system accurately measures the desired combination

with a single click to automatically mix colors. The super precise auto color system
even offers distant color mixing and an online warranty service.

The auto color mixing allows for multi-tasking during color mixing and offers
convenience for customers as the color mixing history is computerized and managed.
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FOCUS ON NOROOII

Stepping Forward
as the Emperor of Tomato Seeds

Tomato seeds of The Kiban, TY item and the emperor

Next to the quietly flowing Geumgang River sits land covered with glistening blue hues. This comes from the sunlight
reflected off the houses that stand on the open ground. Sedo-myeon, Buyeo-gun, Chungcheongnam-do Province is the
chief produce center of cherry tomatoes in the nation. Numerous houses here are home to The Kiban's tomato seeds.

EAAHEmMMFZE

THE KIBANE AT F—TYRIIFFE
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SEDO TOMATO COMPLEX, CHOOSES THE KIBAN

Located in Sedo Tomato Farm Complex with scenic mountains and the beautiful Geumgang
River, the inside of the house is filled with lush green. At the foot of a tomato plant that stands
shoulder-high hangs bright cherry tomatoes while bumblebees diligently search for yellow flow-
ers. A bite of the ripe tomato fills the mouth with sweetness and a sour flavor from the rich fruit.
“They're delicious, aren't they? They have a good basic sugar content.” Farmer Baek Chun-hyun
of the Chungpo Horticulture Union Corporation looked at the tomatoes with a satisfied expres-
sion. Farmer Baek, who is a second-generation farmer cultivating cherry tomatoes in Sedo-
myeon, partook in The Kiban's business project for tomato seeds and recently began tomato
shipments. “There was a quantitative increase cultivating seeds from The Kiban. Product quality
is excellent with no dehiscence, and the harvest was successful. The emperor tomatoes espe-
cially received positive responses when they were recently presented for the first time at Garak
Market.”

It is not easy to take up new seeds on a farm. It takes up to five months to plant, grow, and
harvest the seeded plant, and in the case that problems break out during this process or the
harvest turns out bad, a year's income goes down the drain, and therefore, it is most common to
farm with existing seeds. However, The Kiban's cherry tomato seeds, particularly the TY item,
was acknowledged by the Sedo Tomato District, despite it being a new product that only began
to sell last May, increasing their market share. Furthermore, the start of the new orange jujube-
type emperor tomato shipments have been favorable. What is the secret to this potential? We
asked Farmer Baek, and he immediately stressed the word “trust.”

“Trust was built in the process of making improvements by grasping the needs of consumers and
understanding the farming environment. There were also big differences in seed types. | had
confidence in Branch Manager Kim Lee-goo, and it helped to know that Professor Won Jong-
chan, who is noted for his research of tomatoes, was a part of The Kiban.”
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BUILDING TRUST THROUGH VERIFICATION

AND MORE VERIFICATION

The trust between Farmer Baek Chun-hyun and The Kiban of the Sedo
Tomato Complex grew sound through close business relations with
Branch Manager Kim Lee-goo during the two-and-a-half-year business
project. CEO Lee Hang-gu of Chungdae Pesticide Company, who part-
nered with Branch Manager Kim Lee-goo in seed supply, stated, “Nor-
mally, one major cultivation test is performed, but The Kiban tested
all cultivation types before releasing their seeds. To top it off, around
10-50 candidate plants were selected by the lab and 100-300 plants
were planted and tested at differing points of cultivation in March,
April, May, August, and November to grasp the pros and cons of the
entire cultivation process and ultimately complete a stable seed. It was
through this process that | realized that the company simply did not
cease with promating its products.” Lee gave a high evaluation of The
Kiban's prudence. As an agent president, Lee himself gets impatient
during performance tests, and he felt The Kiban's sincerity and capacity
through the company’s patience with its tests.

The seed released through this sincerity is the TY item. ‘TY" indicates
disease resistance to the tomato yellow leaf curl virus. Branch Man-
ager Kim Lee-goo stated, “There are trends for seeds, and the current
cherry tomato trend is quantitation, firmness, and sugar content. The TY
item is the integration of these qualities. The TY item is the combina-
tion of the sweetness desired by consumers and firmness during the
distribution process as well as quantity, easy cultivation, and disease
resistance, which are prioritized by cultivators. The orange, jujube-type
emperor tomatoes contain cis-lycopene. The antioxidant lycopene in
tomatoes absorbs into the body when heated while cis-lycopene has an
excellent absorption rate when consumed alone. It is a seed with high
added value, and it is pricier than one don of gold of the same weight
worth the same price.”

Because of this distinct factor, the emperor seed name is clearly indi-
cated with the product name on tomato boxes sold at Garak Market.
Branch Manager Kim Lee-goo expressed his anticipation saying, “The
TY item and the emperor are in the vanguard of introducing the superior
quality of The Kiban’s tomato seeds to the world.”
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The Kiban's cherry tomato seeds, particularly the TY item, was acknowledged by the Sedo Tomato District,

despite it being a new product that only began to sell last May, increasing their market share.

TAKING THE LEAD WITH A LEADING KIND

The seed that changes consumers’ palates and health have a heavy in-
fluence on the direction of the development of cultivation areas. Presi-
dent Lee Hang-gu stated, “There is something known as the paradox
of chief produce centers. A chief produce center eventually becomes
quantity-centered cultivation rather than quality-centered. However, if
quality is no longer guaranteed, it ultimately dies out. In the past, the
Sedo Tomato Complex had the tendency to be partial to quantity and
firmness. However, The Kiban continued to study quantitation, storage,
firmness, and high sugar content. As a result, consumers’ understand-
ing of the Sedo Tomato Complex also improved.” President Baek Chun-
hyun also expressed, “I look forward to better seeds from The Kiban in
the future.”

Branch Manager Kim Lee-goo dreamed of tomorrow’s The Kiban and
Sedo Tomato Complex as he pledged, “The present is crucial for build-
ing stable trust. We must firm the way for a leading seed through con-
tinuous research and development through the collection of farmhouse
needs and problems to be studied.” The tomorrow he dreams of is a
nationwide spread of The Kiban's tomatoes and the positioning of the
tomatoes as ‘emperors.’
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SPECIAL STORE

The Green Island of Jeju -
PANTONE Paint Showroom Opens

Jeju Yega Housing Showroom

Yega Co., Ltd., a company that introduces and sells leading materials for construction and interior design both
domestically and overseas, opened the Yega Housing Showroom on Jeju Island and presented a showroom
with the vibrant colors of PANTONE Paint. The colors of the green island of Jeju-do will grow more colorful
with the PANTONE Paint Showroom partnered with NOROO Paint & Coatings Co., Ltd.
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= PANTONE 19-5420 Evergreen
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A SHOWROOM FOR INTERIOR DESIGN

OF THE LARGEST SCALE ON JEJU ISLAND

The Yega Housing Showroom, located within Jeju Science Park, is
Jeju Island's largest showroom exhibiting and selling materials for
construction and interior design from leading domestic and foreign
brands. Three floors of the building cover materials from flooring to
doors, tile, kitchen and bathroom materials, roofing tiles, and all of the
essentials of a home, and the showroom has received great interest
from visitors even before it was given official publicity. The PANTONE
Paint Showroom on the fifth floor is quite popular as visitors can have
a firsthand look at the overwhelming colors of PANTONE Paint. Senior
Staff Lee Go-eun of the Yega Housing Mall, where the Showroom is
operated, commented, “We never advertised the showroom, and yet
we have many visitors come after seeing the showroom on social me-
dia channels and blogs. They come to see the colors of PANTONE Paint
in person, and some consult with us immediately afterward regarding
construction. The showroom is the very place where the energy of col-
ors changes the atmosphere of a space.” Senior Staff Lee Go-eun is
right when she says that the energetic, calm, and vibrant colors of the
PANTONE Paint Showroom heighten anticipation for interior design.
The colors of interior designs displayed at the Yega Housing Showroom
and the PANTONE Paint Showroom broaden one’s perception of interior
design.
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FROM A CAFE TO A CHILD'S ROOM, MADE WITH COLORS

The fifth floor of the Yega Housing Showroom greets visitors with the logo,
“Cover ALL, NOROO", and this is where the showroom begins. The wain-
scoted wall and all other painted areas in the showroom are all from PAN-
TONE Paint. The entrance to the showroom with an array of Classic Blue,
PANTONE's color of the year for 2020, awakens the energy hidden in the
visitor. The Classic Blue, which contains the color of the sky going into night-
fall or just before dawn, transports the looker into a world of deep rest and
peace. However, if you walk even further you will see a complete change
in atmosphere. The first space of the showroom is packed with retro and
modern colors in a café that radiates their animated presences.

The vivid energy created by the mix of vivid colors like green, blue, and coral
make the space appear bigger than it is. Manager Cho Hyun-jung of the
NOROO Paint & Coatings Co., Ltd Digital Marketing Team comments that
the space with a retro and modern concept has “colors just like PANTONE
Paint, as expected!” She further explained, “Such colors can add character
to cafes or guesthouses that need to present a distinct space.” The retro
modern colors will provide a unique background for commercial spaces
where trendy “photo zones” are a must.

Pass one wall beyond the retro modern café, and visitors will see a cozy
living room of completely different colors. The neutral, basic colored wall
and the woody, leathery colors of doors and furniture add warmth to the
space. Assistant Manager Lee Go-eun adds that visitors inquire most about
the living room colors. The calm, elegant, warm colors complete the ideal
living room.

The third space is a child’s room decorated with colors under the concept
of Nordic Joy. Nordic Joy is the application and vibrant matching of pastel
tones that embrace all colors under the philosophy of the simple but practi-
cal northern European design. Here, the soft orange shade of a fresh fruit
and the transparent sky blue of a spring day add life to the space. A child’s
room like this will make both playing and studying more enjoyable.

CONSULTATION, PURCHASES, AND CONSTRUCTION ALL AT ONCE
The PANTONE Paint Showroom of the Yega Housing Showroom showed
three main color concepts for PANTONE Paint. Assistant Manager Lee Go-
eun commented, “Many customers look for paint, but there is a limit to
spaces where they can actually see the paint applied. The Yega Housing
Showroom helps customers to see the paint with their eyes, feel the paint,
and receive answers and assurance about their concerns with interior de-
sign.” She also added that they are open to receiving all kinds of questions
about interior design. The showroom is operated with the Housing Mall,
and consumers can receive consultation, make purchases, and inquire about
construction all in one place. Thanks to the Yega Housing Showroom where
one-stop consultations are open to visitors in addition to the paint displays,
various construction materials, and samples, spaces throughout the green
island of Jeju-do can witness a beautiful change.
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The vivid energy created by the mix of vivid colors like green, blue, and coral make
the space appear bigger than it is.
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NORQO Paint & Coatings Co., Ltd.
MEARRAEIRLT

NOROO PAINT & COATINGS REINFORCES
OFFLINE MARKETING THROUGH OPERATION OF
ONLINE CHANNEL

NORQO Paint & Coatings set out to target the offline
market by enhancing its offline business activities with

the development of an online paint guide website to re-
solve the difficulties experienced by on-site businesses
due to the COVID-19 situation.

The “NORQOO Paint & Coatings Paint Guide” website
(www.noroopaint.com/paintguide), currently under de-
velopment and operation by NOROO Paint & Coatings,
is a website for businesses and general consumers to
easily find paints that are widely used in everyday life.
The website shows a classification of paints according
to their uses on a variety of architectural facilities includ-
ing residential spaces such as apartments and detached
houses, business facilities including buildings, public
buildings such as schools, medical facilities, and sports
facilities, industrial plants, and bridges.

The paint guide website features 3D graphics of all facili-
ties, and a click on the facility of choice shows informa-
tion on the products needed, paints for each application,
and painting specifications. This online service has satis-
fied the needs of clients in need of repainting and has
been utilized for offline business activities.

An official of NOROO Paint & Coatings revealed plans
to increase consumer convenience during the COVID-19
situation and to continuously develop methods to revital-
ize offline business activities in order to take the lead in
the market and increase market share.
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NOROO PAINT & COATINGS ENHANCES
APARTMENT REPAINTING AND COLORING
SIMULATION SERVICE

NORQO Paint & Coatings is enhancing its apartment re-
painting and coloring simulation service. The repainting

of an apartment is generally determined through a meet-
ing of resident representatives. However, face-to-face
business has become unsuitable due to the COVID-19
outbreak. To take measures regarding such a situation,
NORQO has utilized its apartment coloring simulation
service to target the exterior repainting market. NOROO
Paint & Coatings actually revealed that despite the CO-
VID-19 situation, it saw a nationwide 200% increase
in requests for coloring simulation for the repainting of
apartments in March compared to the previous year. The
apartment coloring simulation data organized by region
and complex by the Color Design Center has shown im-
mense progress in creating demand for the repainting of
complexes. The scale of the market for repainting exte-
riors of apartments is calculated at 100 billion KRW, and
such an increase in demand is highly encouraging.
Having established the NOROO Paint Color Institute in
the mid-1980s for the first time in the paint industry,
NORQO Paint & Coatings partnered with the world-fa-
mous color enterprise PANTONE LLC to manage a design
organization comprised of experts in color and interior
design to raise its level of professionalism. NOROQ Paint
& Coatings analyzes the sales data of paint colors over
the past decade to arrange paint and color designs that
are appropriate to the regional trends of apartment ex-
teriors, which are then applied to a simulation for con-
firmation before the actual painting. The combination of
expertise and technology of NOROO Paint & Coatings
offers convenient services for consumers, which has
helped in expanding its areas of business.
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NOROO PAINT & COATINGS PRESENTED WITH AWARD CERTIFICATE ON TAXPAYERS' DAY
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NOROO PAINT & COATINGS PRESENTED WITH
AWARD CERTIFICATE ON TAXPAYERS' DAY

On March 5th, NORQO Paint & Coatings was presented with
an award certificate after being selected as a faithful and
model taxpayer by the NTS Anyang District Office for faithful
payment of local taxes and contribution to the expansion of
the local economy. On this Taxpayers’ Day, only a minimum
number of persons participated in the informal event as a
means of preventing the spread of COVID-19. A “faithful
taxpayer” is an individual or corporation with a place of
business in the city of Anyang that has no record of failure
in payment of local taxes for the past three years and has
paid the entire amount of local taxes more than three times
during the year.

The city of Anyang established the “Ordinance on Support
for Faithful and Model Taxpayers” in 2016 and since
then has annually selected taxpayers who contributed to

the creation of a healthy taxpaying culture, and offered
award certificates and various benefits. NOROO Paint
& Coatings was nominated as a model taxpayer by the
community service center and the district office, and
through deliberation and decision by the Local Tax Advisory
Committee in the areas of local tax payment performance,
matters of failure in the payment of taxes, and contributions
to district government, NOROO was selected as the winner
of the award certificate.

The head of the NTS Anyang District Office commented,
“We thank NOROO Paint & Coatings for being a model
company in the local society with their faithful payment of
taxes, and we will strive for more transparent operation of
finances so that these valuable tax funds can be used where
they are most needed.”

NORQO Paint & Coatings has contributed to the revitalization
of the local economy through its consistent payment of
local taxes and positive business activities, and it actively
participates in the “social contribution by loving neighbors”
for vulnerable groups near places of business.

AR AMHABRER
3ASH, IR A RS AT T BiSan X 55, Ry Fet Ty
WA T AR R, 5 225 T 55 B PP 3 D IR SR B 4

BEN, FAIRFAZ R O T TR AT M 28, i RANBEA H
() — GG AN MTAL, (R BON R DL 2 45, =
T RFFH AL TR F AN NSIEN, Fol
SRR E T BN IC T, AR R = DL T
OELE NS

LR T 2016 “IRSEBIE AN BN SRR B 5, B4
X A A 2 o S A AR B TR R AN B N AT 2%
7, RO LR BOR. MR R I R ORI T8 ]
HEF O BLEANBL N, (i 388 5 iy B o I 22 A R AT IR 3%
o, X T BN SRS, R A AU, X BOOTIREE S 5
TFTEREE RS, REGITENREN R,

LIRSS BB K ER R IRRLE T SR RATAN 55
N Y B DR, B 55 8 B AR B DR R RN, B g5
FALRF T S AE I M BOSE RS IR & 2 H
NBE IRV T T BN SEETRITE B SIS B
TEHDX 5%, H RS 58 B E LA AT D 2 R R 4T
CERRNEM S it DTN

NOROO PAINT & COATINGS TARGETS MARKET
IN FIRST HALF OF YEAR WITH LAUNCH OF

NEW FUNCTIONAL PAINT

NORQOO Paint & Coatings launched a new product in
2020 with enhanced user convenience and functional-
ity to target the market in the first half of this year. The
newly launched product is the “SOON & SO0 Wood
Floor” paint for wood, the finishing material “Cleanpoxy
Lining Mild” for parking lot floors, and the DIY product
“PANTONE Gesso, Varnish”.

The existing “water-based vamish”, an essential varnish
for wood protection, is not compatible with floors due
to its weak durability, and while the “oil-based varnish”
has strong durability, the fumes of the vamish interfere
with safe and pleasant construction, and the smell even
continues after construction, leading to problems with
the living environment. Such faults were improved, and
the “SOON & SO0 Wood Floor”, which satisfies aspects
of both durability and eco-friendliness, was launched
as water-based varnish that protects wood floors and
serves a finishing function. The varnish is appropriate
for spacious indoor gymnasiums and classroom floors,
wooden stairs, and other facilities that require long-last-
ing high durability and adhesiveness. The varnish also
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provides superior penetration power in wood for preser-
vation of existing wooden texture and clean protection
of the surface from physical scratches and decay from
various uses. The water-based varnish has minimal odor,
and it forms a powerful film in humidity to form a fine
appearance. The scale of the wood finishing paint mar-
ket is approximately 25 billion KRW, and NOROO Paint
& Coatings plans to target the market extensively with
the new product.

NORQO Paint & Coatings also launched a new product
that targets the seasonal demand for construction of
new apartments, increases in apartment repairs, interior
and exterior painting of apartments, and floor painting of
underground parking lots in the springtime. Due to poor
ventilation of parking lots, odors can easily create an un-
safe working environment and inconvenient living envi-
ronment. The needs of paint technicians and consumers
were reflected to launch the new 2020 “Cleanpoxy Lining
Mild"—an epoxy floor-coating product that is dustproof
and has minimal odor.

A low-odor raw material was developed to replace the
existing raw material with its strong odor to reduce al-
most all smells from the product. The two-component
epoxy lining paint satisfied the “KS F 4937" quality
standard for parking lot floor finishing material, and has
acquired a certification for eco-friendliness. The product
also satisfied the Enforcement Decree of the Building
Act, the regulations of the local government, and the
legal safety and environmental standards. In contrast to
the existing product, this eco-friendly flooring material
is available for safe use on parking lot floors of multi-
purpose facilities that are especially sensitive to smells
such as hotels, apartments, and shopping centers. The
scale of the domestic market for parking lot flooring ma-
terial is estimated at around 400 billion KRW.

The Gesso and Varnish products that are commonly used
for DIY painting were newly launched after a survey and
analysis of the various demands of consumers. “PAN-
TONE Gesso” was made stronger in functionality with
intensified adhesiveness and the concealing power nec-
essary for painting on various materials. “PANTONE Var-
nish”, an eco-friendly coating material suitable for fin-
ishing wooden areas in homes, was made more durable

“SOON & SO0 WO0OD FLOOR" APPLIED TO INDOOR FLOORING MATERIAL OF SCHOOL

with a stronger surface-protection factor, and improved
for better usability by general consumers.

An official of NOROO Paint & Coatings stated, “As a
company celebrating its 75th anniversary this year, we
continue to develop paint with a wide variety of func-
tions based our longstanding technological expertise.
We plan to follow the trends of the quickly changing
market with the launch of the new products to increase
domestic market share with highly functional, consumer-
oriented products.”
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Would you like to know about more effective application of automotive refinishing
paints? Then visit the NOROO Paint & Coatings Co., Ltd. Refinish Technical Center.
Manager Park Min and Manager Son Byung-gil of the Automotive Refinish T/S Team
will offer a complete guide for the state-of-the-art system and equipment!
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Farmer Beak Chun-hyun of the Chungpo Horticulture Union Corporation increased his
joy for the harvest by cultivating tomato seeds from The Kiban. The Kiban's sweet and
savory tomatoes ripen in greenhouses with Farmer Beak Chun-hyun's dedication and
The Kiban's technology. Find the tomatoes at the market!
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