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The Challenge
that We Face is Not Over

Arnold Toynbee wrote in his book A Study of History “History is a challenge and response.”
Hence, mankind responds fiercely to harsh environments or external challenges while forming
civilizations and leading the development of history. Then, what does this era face? What must
we battle? We contemplated the developments that must be made through this process.
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A SPIRIT OF CHALLENGE THAT ACHIEVED ECONOMIC GROWTH

When the financial crisis that began in the United States in 2008 spread to different parts of the world,
the Chosun Ilbo and the Mainichi Shimbun conducted a public survey in South Korea and Japan.
When asked if they believed that “we can overcome this financial crisis in its early stages,” 48% of
Koreans responded, “Yes,” while only 21% of the Japanese people gave an affirmative response.
In the same survey, the Japanese chose “willpower” and “spirit of challenge” as Koreans' greatest
strengths'. In an interview with the U.S. magazine, /nk in 1996, Peter Drucker chose Korea as the
country with the most spirited entrepreneurship in the world. After liberation, Korea advanced twenty
industries onto a global level and has maintained the highest levels in shipbuilding'. To take from Pro-
fessor Kim Byung-do’s The Power of Challenges, Korea was a country filled with the spirit of chal-
lenge and innovative willpower to achieve economic growth in just fifty years, compared to the same
growth that was accomplished by advanced Western countries over a span of two hundred years.
However, with a stagnation in growth, Korea's appearance is changing. According to numbers provided
by the Korea Economic Research Institute, the dynamics of the economy has declined, and the entre-
preneurship index has fallen. The difference between the rich and poor amid a stable and solid social
class structure has resulted in an educational gap, and difference in occupations has led to self-scorn-
ing expressions like the “dirt spoon” and “gold spoon.” The loss of a spirit of challenge by the younger
generation in the midst of such circumstances has led to the criticism that young people aim only for
stability. This is not wrong. Perhaps this situation is the result of the disappearance of Toynbee's theory
on harsh environments or external challenges. Perhaps it is because living has become more tolerable.
Or, perhaps, there is no need to respond to this era in which there is nathing by which to be challenged.

A CHANGE IN THE DIRECTION OF CHALLENGE

Challenge has not disappeared. However, times have changed. In the Report on Individuals Born in
the 1990s, EDAILY News reported that these individuals “have no sense of challenge but simply enjoy
amusement.” Individuals born in the 1990s, who are criticized by the older generation, participate in
various projects that use technology and are paving the way for the second venture boom through
mobile technology®. The book, The ‘90s Kids are Coming, speaks of individuals born in the 1990s as
a generation that will pioneer a completely different sphere compared to the older generation.

Social media channels are overflowing with challenges, such as the “ice bucket challenge,” the “7-day
book cover challenge,” and the “"Any Song' challenge.” One may scoff at the thought that these can be
considered challenges, but to ‘90s kids who pursue enjoyment and significance with self-realization,
these are ordinary challenges. According to Director Chae Hyun-guk of Hyoam Hagwon, “It is now a
time where experiences are stereotypes, and eventually become mistakes.” The past experience of
challenge may have reached its expiration date. A challenge is no longer something painful or difficult
that must be overcome, but is rather something that is fun, exciting, and morally correct.

TAKING ON CHALLENGES TOGETHER EVEN IF SLOW IN PACE

Enterprises have goals, and challenges are essential for achieving goals. If this is the case, what must
all enterprises, as well as individuals born in the 1990s, do to secure the spirit of challenge? Professor
Kim Byung-do says that the innovative willpower of a group is determined by “freedom, compensation,
and respect.” Freedom is the institutional environment in which innovation can be set in motion, com-
pensation is the drive for innovative sustainability, and respect is a member of an innovative organiza-
tion*. A given opportunity and a center of communication that invites voluntary participation is not a
method that is limited to individuals born in the 1990s. As we accomplish growth in business, we must
repeat challenges and responses for the inner satisfaction of each member. This may take some time,
but this will lead to wide range of growth.

1,2,4 The Power of Challenges, Kim Byeong-do, Hainaim
3 Report on Individuals Born in the 1990s 4. No Spirit of Challenge?
Startups, Leading 1-Person Markets, <E-DAILY>
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A Labor Union for All,
Taking on Challenges Together

Chairman Hong Sun-cheol and Vice Chairman Park Jun-kyu
of the NOROO Paint & Coatings Co., Ltd. Labor Union

The executive elections for the NOROO Labor Union were held at NOROO Paint & Coatings Co., Ltd. on June 12. At
these elections, Chairman Hong Sun-cheol and Vice Chairman Park Jun-kyu were elected and began their activi-
ties for the 13th Labor Union. We met with the two individuals who began taking on challenges for the Labor Union

and NOROO Paint & Coatings where a better tomorrow is created and where all union members stand together.
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THE EXCELLENCE OF LABOR IS ALL THE SAME

“This is a duty that someone must perform to preserve the excellence of labor.” When asked
about his reasons for running in the election, Chairman Hong Sun-cheol stated, “excellence”
and “fate.” After working as an engineer in charge of manufacturing technology, he served
as the vice chairman of the NOROO Paint & Coatings Labor Union for six years. “It was a life-
changing experience to stray from on-site work and dive into labor campaigns. It seemed more
like fate than a challenge as a member of the organization. This election was the result of that
sense of duty | felt. A healthy opposition by the Labor Union within the company will lead to
growth in all areas.” His reply stressed fate rather than challenge, but he is preparing to face a
long-time challenge of his: “Union for all.”

“Because the starting point of a labor union lies in production in the manufacturing indus-
try, regular employees in the production field were continually elected, which resulted in the
tendency for policies to lean in the same direction when the union should have taken note of
everyone in technology, sales, and administration. The Labor Union is not meant to support a
small group, but rather must be a union of all people. As | ran for this election, | prioritized a
balance between these fields.” Chairman Hong Sun-cheol made Manager Park Jun-kyu, who
was in a technical post, a proposal to realize this priority. Believing that a vice chairman must
be acknowledged by union members, he improved the regulations for elections into an elective
office. Vice Chairman Park Jun-kyu, who worked eighteen years in a technical post, commented
that the goal for a “union where all union members stand together” spoke to his heart. Vice
Chairman Park Jun-kyu smiled with hope as he stated, “This will be a new challenge for our
Labor Union.”
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Chairman Hong Sun-cheol

Vice Chairman Park Jun-kyu
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RECOGNITION AND EMPATHY, COMMUNICATION AND UNDERSTANDING

The word “challenge” would not exist if the process of change was an easy one. Chairman Hong Sun-cheol is
resolute in expecting hardships when balancing opinions among union members. “There will be conflict in terms
of business between production and sales, sales and technology, and management and production. However,
without a proper understanding of one another, we cannot create a healthy Labor Union or a healthy company.
We must start by recognizing differences and diversity to realize empathy and communication. When that foun-
dation is set, we can then establish balanced policies, which will lead to happiness for all.”

The discord between generational gaps is also a big problem that must be solved. The two stated, “The values
of the older generation that helped the company grow is important as well as the ideas of the younger genera-
tion. We need education that will help the two groups understand each other.” Vice Chairman Park Jun-kyu
commented, “The hungry spirit worked in the past because everyone worked to eat, but times have changed.
The younger generation has a strong desire to take on challenges. To manifest this, we need to establish rea-
sonable, objective policies and create an environment in which we can face challenges.”

EXISTENCE ITSELF IS PROOF OF CHALLENGES

As members of the Labor Union, the two men believe that the challenge NOROO faces is the recession result-
ing from COVID-19 and changes in the industry founded on artificial intelligence (Al). “The COVID-19 situation
has led to unpredictable circumstances that may be more critical than the IMF crisis. Artificial intelligence is
a huge variable in the labor environment. However, NOROO will overcome this like it has during other times.
NOROQ is a company that was born in the year of Korea's liberation in 1945, and NOROQ's existence itself is
proof of challenges that were overcome. The happy lives of NOROQO's employees are the result of this triumph.
At NOROO are the independence and ownership spirit of workers. Therefore, NOROO was able to grow through
empathy and communication. NOROO will overcome the COVID-19 crisis and take off as a stronger company in
the post-coronavirus era.”

Chairman Hong Sun-cheol and Vice Chairman Park Jun-kyu are confident as they speak of hope. The history
of cooperation between NOROO and the Labor Union have made the company what it is today. Thanks to the
two hopeful men who are not afraid to take on daring challenges, we look forward to the future led by the 13th
Labor Union.
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A Fuller Life
through Challenges

The word “challenge” is not used only in biographies of great individuals. We personally face challenges by
choosing to exercise early in the morning instead of sleeping in, by continually revising business plans, and
by daring to step into a new field of business. The dynamic process that requires change makes life fuller,
no matter the result. We discovered a spirited energy in the NOROO-ese who take on challenges to change
tomorrow.
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Challenge
#1

CHALLENGE IS PROOF OF MY EXISTENCE

General Manager Jeong Jeong-ha
Gwangju NORQO Paint & Coatings Co., Ltd.
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General Manager Jeong Jeong-ha is an artist who operates a chain store
for NOROO Paint & Coatings while residing in Gwangju, Jeollanam-do with
her family. While working with paints, such as oil paint, she operated a
paint chain store and began facing the challenge of changing materials into
paint, which led to openings of several private exhibitions. She works at the
store during the day and works on her art at night, and though she is physi-
cally tired, she is mentally happy. “I have no time to get sick when I'm busy.
Being able to continually produce all this energy is the driving force that
helps me overcome difficulties.” Her challenge is also changing the percep-
tion of paint. “Many still see paint as a chemical product for architectural
purposes. I'm in the process of convincing these people that technology is
developing greatly to save the environment.”
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Challenge
#2

CHALLENGE IS THE FIRST STEP

TOWARDS SELF-REALIZATION
Manager Yosep Shin

NOROO Holdings Co., Ltd. Annex Office
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Manager Yosep Shin majored in agriculture and acquired his doctorate in agriculture
in Japan. He worked in the agricultural field as an examiner at aT Center, in agricul-
tural chemistry, and at a plant factory. He always updated his bucket list and filled
his life with challenges to live up to his life motto and goal of “contributing to the
agricultural industry” and “establishing a comprehensive agricultural company.” He
discovered new businesses through significant research and feels purpose in running
towards his goals. He says that challenges are the virtue of an absolute spirit for self-
realization. He says, “Adversities are unavoidable when realizing one’s goals. The
first step of achieving one’s goals is challenges.” His concern is that 24 hours a day
is not enough. We can feel the speed of his challenge of running towards his goals.
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Challenge
#4

CHALLENGE IS PASSION

Assistant Manager Kim Sun-jung

NOROO Paint & Coatings Co., Ltd. Direct Sales Team 1
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“Challenges change lives.” Assistant Manager Kim Sun-jung expresses surprise at herself in striving to accomplish her
goals. She took on the challenge of getting her license to become a Pilates instructor. After becoming captivated by the
charms of Pilates that improves the body's balance, she acquired her license last year after hours of contemplation and
effort. “It wasn't easy making up my mind to take on the challenge. However, when | realized that | had thought about it
for a year, | knew that | ultimately would not give up, and | took on the challenge.” The value of her challenge cannot be
expressed in numbers. There were hard times, but she found energy within the challenging process. She speaks the truth
when she says, “Knowing you want to achieve something brings great passion into your life!”
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Chaeum Planet
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“As an industrial designer, switching to paint was my greatest chal-
lenge.” Representative Choi Jong-moon of the NOROO Paint & Coat-
ings chain store in Suwon, Chaeum Planet, has a unique background.
After working as an industrial designer in China, he retumned to Korea
and stumbled upon a job painting murals. He became fascinated with
the work of a paint technician and began work as the youngest member
of the paint team at a construction site. He then opened the NOROO
Paint & Coatings chain store last May. “I was physically exhausted
because the job wasn't something | was used to. However, | was deter-
mined, telling myself ‘There is no giving up!” and became more familiar
with the job.” His next goal is professional painting construction. He
says, "Isn'tlife just a series of challenges? I hope that the NOROO fam-
ily enjoys the thrill of challenges. I'm rooting for you!”
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PAINT FOR ART

All Colors are Photos of a Lifetime
When Using PANTONE Paint!

Lotte World Adventure Multiple themes photo zone(Geureolssa-jingwan) + School concept photo zone(Sejel-yegyo)

Photos of everyday life that are stored on smartphones are generally plain. However, once you visit this place, the mood of your photo gallery will surely
change. Photos will become colorful, poses diverse, and expressions more animated. Every single photo will be the photo of a lifetime. We experienced the
power of color that brings expressions and photos to life at the Lotte World Adventure Multiple themes photo zone and School concept photo zone.
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INDEED, IT IS DECENT: MULTIPLE THEMES PHOTO ZONE

“Wow! This place is awesome!” Visitors exclamations can be heard at the en-
trance to the Multiple themes photo zone on the fourth floor of Lotte World Ad-
venture. Then, their hands and feet become busy as they begin taking photos of
the graceful and romantic flower tree, the sophisticated tables and lamps, and
the other 20 booths boasting different concepts. The Multiple themes photo zone
that excites visitors is a selfie studio with booths boasting various concepts and
lighting for everyone to take decent photos. The studio opened in 2018 and has
been visited by an average of 3,500 people a day. It has become the “holy ground
for the photos of one’s lifetime,” and the venue was filled with even more vibrant
colors through a collaboration with PANTONE Paint in 2020.

The first booth of Multiple themes photo zone displays a spring setting packed
with flowers and crimson hues. The clear but rich shade of Conch Shell (PANTONE
15-1624) will have visitors” faces flushed and glowing. PANTONE's color of the
year, Classic Blue (19-4052), finely blends in with the dignified mirror and helps
visitors discover classic beauty. The profound booth with neon lights and vintage
decorations is matched with Colonial Blue (18-4522) to add depth to photos. The
differing colors truly create “different colored” booths where visitors change
poses and expressions to take photos of their lifetime. One of the most popular
venues is NOROQ's “Paint Studio.” In the Paint Studio, visitors can take fun photos
with paint robots and paint cans.

NORQO Paint & Coatings Co., Ltd.'s Manager of Digital Marketing, Cho Hyun-jung,
explained, “We chose colors that would help each booth pop with their distinct
characteristics. PANTONE Paint exhibits colors of high chroma, more than that of
other paints, which helps make photos mare vivid.”
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A SCHOOL YOU'LL WANT TO KEEP ATTENDING,

SCHOOL CONCEPT PHOTO ZONE

You might want to get greedy at Multiple themes photo zone, but be careful to not
completely fill your smart phone photo gallery there. Another photo studio called
School concept phato zone opened directly in front of the Multiple themes photo
zone. This studio opened following Lotte World's “Let's Play School” theme that be-
gan in the first half of the year. The studio is called, “The World's Prettiest School,”
or School concept photo zone. Once again, the PANTONE colors of NOROO Paint are
on full display at this studio.

Is it really this easy and fun to walk into school? The soft yellow and sweet pink
shades of PANTONE Paint that decorate the entrance to School concept photo
zone will make your day sweeter. Past the pink layers of Candy Pink (14-1911)
and Flamingo Pink (15-1821) are the classrooms, science lab, library, art room,
and gym, which are all photo sets of their own. The science lab, which is the
color lab created by NOROO, is painted in Blue Topaz (14-4310) that makes pho-
tos even more refreshing, while the Buttercup (12-0752) and Meadow Mauve
(18-3230) of the library offers a vivid contrast and intensifies the allure. The art
room is packed with free-spirited, artistic sensibility that is also fierce with the
red, white, and black colors.

The combination of mint and pink add life to the gym, and all areas in the studio
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will have visitors feeling like scientists, artists, or an athlete who just completed
a match. The changes in mood will naturally help visitors” expressions change as
they look into the camera, and there will indeed be phatos of people’s lifetime
taken at the studio. The highlight of the studio is the graduation ceremony. The
ceremony guarantees a sweet path of flowers with the Pink Marshmallow (12-
2907) color.

PHOTOS OF A LIFETIME WITH PANTONE PAINT

Visitors who enjoyed taking photos with props at the two photo studios changed
their gestures and facial expressions according to the color and atmosphere of each
area to take serious, fun, and graceful photos. The expressions of looking through
the photos later on were filled with joy and delight. Senior Staff Kim Yun-su of
the Lotte World Adventure Contents Strategy Team commented, “The PANTONE
Paint colors are exceptionally vivid. The chroma is powerful enough to have visitors
exclaim with awe when looking at the photos they took. The paint is also resilient
against pollution.” He praised the colors and functions of PANTONE Paint. The vi-
brant colors of PANTONE Paint that are visible to the naked eye are even more
dynamic in photos. Taking photos of a lifetime is not hard when you have PANTONE
Paint. Come and take the photos of your lifetime at the Lotte World Adventure
Multiple themes photo zone and School concept photo zone.
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Making the World Sweet
with the Technology of THE KIBAN Co., Ltd.

Cucurbitaceae Team of THE KIBAN Co., Ltd.

The one thing that makes scorching hot summers bearable is sweet and fresh fruit. The sound of splitting a watermelon in half is
powerful, and a melon is as soft and sweet as melting ice cream. The crispness of a Korean melon that boasts its distinct yellow and
white lines is indeed something else. With the sweet tastes and fruit from the Cucurbitaceae Team of THE KIBAN Co., Ltd., we met
with the individuals who make sweeter not only Korean summers but also the world.

THE KIBANEY#: AR it57 EINEEH

(%) THE KIBANZEE R4
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T R TSR LR Ty T A R T A R,
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FOR BOTH PRODUCERS AND CONSUMERS

May through July are busy times for the Cucurbitaceae Team of THE KIBAN. The team is busy
with the harvest and inspections of the first cropping season that spans from spring to summer.
At THE KIBAN Co., Ltd., there are six research teams by crop: peppers, cabbages, radishes,
western vegetables, tomatoes, and onions. Among these teams, the Cucurbitaceae Team cul-
tivates Korean melons, melons, pumpkins, summer squash, cucumbers, and watermelons. The
Cucurbitaceae Team undertakes two cropping seasons a year in Korea, and the team has show-
cased melons, Korean melons, and watermelons in one greenhouse to evaluate the fruit of the
first cropping season. This is also known as the day of the compound performance inspection.
“We eat and evaluate the fruits' tastes and textures, and we measure their sugar content with
a machine. We also record the fruits” width, length, colors, and shape.” The melons that sit
before Researcher Eom Ji-yong are the result of 116 combinations. He explains, “We create
a pure line with only dominant traits until we achieve the desired form. This is known as fruit
breeding. The goal of today's evaluation is to select five types from these melons. The five types
will be sent to the actual site where they will be cultivated for a trial cultivation to determine
the fruit's adaptability to the region. The favorable kinds will be cultivated at a larger scale,
and once cultivation stability has been confirmed, the fruit will be produced and sold at the
site.” His eyes are filled with devotion as he explains and meticulously looks over the melons.
“The currently leading variety is the standard for developing new breeds, supplementing weak
points, and adding strong points. We improve harvesting and shipping as well as the taste and
sugar content of the fruit variety to satisfy both the producers and consumers.”
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AIMING FOR OVERSEAS MARKETS

In addition to the Korean melon that hit a high market share in the domestic market, netted melons
have an increasing market share. The melons are continuously being bred with the goal of being
sold in overseas markets.

“The scale of the domestic market is very small. We need bigger markets like those in North
America, North Africa, and Europe to produce profit. Thus, research and development is essential.
Biotechnology, especially, is a great help for discovering functionality and disease tolerance, in
addition to helping save time.” Researcher Eom Ji-yong says that “breeding is a battle with time.”
“To discover a new breed, it takes half a year to collect and evaluate genetic resources, about
three years of research to create a pure line, and about one year to cultivate the fruit at the site.
The key point of this process is to shorten the time. Three cropping seasons a year are possible at
the THE KIBAN Co., Ltd.’s lab in Thailand, and this helps shorten generations.” Through coopera-
tive work for cultivation and the biotechnology teams in Korea and Thailand, THE KIBAN Co., Ltd.
is making solid preparations to launch the melon variety in foreign countries. “Cantaloupes, the
melon with orange flesh, is known as ‘amor’ and cultivated in farmhouses before being sent out to
consumers. Cantaloupe storage was improved as well as shipping to spark the interest of foreign
marketers. We're still in the early stages, but we are experimenting with cultivating melon variet-
ies on different continents and receiving feedback.”

SPREADING THE SWEETNESS TO ALL

In the case of Cucurbitaceae, the Korean melon accounts for about 5 billion in the domestic seed
market, the pumpkin 8-10 billion, and watermelon 10 billion. Since last year, THE KIBAN Co., Ltd.
has been cultivating watermelons in order to become the largest market for watermelon seeds.
Working in greenhouses during the hot summer is arduous, but Researcher Eom Ji-yong says that
he is able to endure the difficulties if he considers himself a working man and not an office worker.
He says that he feels great purpose when sees consumers purchase produce that are cultivated
with THE KIBAN Co., Ltd.'s seeds and sold in markets. Researcher Kang Sun-woo, who is in charge
of overseeing the watermelons, says that plants require constant care and offer no holidays, but
he feels immense satisfaction when they harvest their desired crops.

We tasted honeydew by Research Eom Ji-yong's recommendation during the evaluation process.
Like its name, the melon was sweet like honey, savory, and refreshing like morning dew. We look
forward to the day when people from Korea and all over the globe seek the sweetness of THE
KIBAN Co., Ltd.

20

NOROO MAGAZINE

FissmimighBiR
A 35 [ [ A T 3 A R s i 5 A 2R, RN ST T A SR ABE R
DA e Rl R e U5 T, IEAEAFE T A A A T AR,

e ] [ Y TSRS /o D TR LRI, FR kSR, ARIE, BRINAE R
Wi, SRR LR RIS T, B2 a0y THR FIIREMER1HT
SRR — R SZAT, A AT VB R A IN R, T RIS SPR B R AN TR Y
0 N T AR SRPALLE, SEIR IR PP S D B3 AL R B B AR AR I
A, 2 S B = A Fe A AR AL — A 22 R Y R BE S 46X
—RIIN RN T X8, THE KIBANRYZEERFFLAT AT A — 4 =00, A
BT 45 ST AR IR Th], 7 ] S 2R [E R B AR e L2 2 IR & 1,
IEAENTHE KIBANHYNG S IR E [ RS 1 6358 VR SCHY EAM, “Ia % I 2
R R 2 S I E A 5 1 ] P R R, PR TSR, 1 2
ATLAE 733, Rl f2 i & St IR I Ak, (AR RAF RS
T, MRS | T #AVE A RIVER, BT H B, HHATE 40
SRR AN FIRN SR IG 2 I SR st

B AHESH
FERAFRE )7 T, v [ P VA A T T I RURE T 5012, FE I N80~10012,
PEII 10027 A o o 1 MR i R PE IVRR 711747, THE KIBAN A R 4R
THAREE PN SR 2, TEANZRIERR A AN LA, Heps i A ST
g, BT RIBATRSE BUA N, R CERDA LA AR, A28 YL,
LUSHERY DA LA, SERER SR RIXE, RN R 2R, BEIRZ 1 E
S E THE KIBAN ST (3 R 288 T 7 it Do P & 78 bR 1L
STPNIRTFE R Z BT FOR, M)A (R, 75 22 R AR 3L, 5
FERET R EE BB, s = IF iR 2.

TEAZIIERE TR, Bl T 2E 1 7 RN EE RIS R A I IVAME 44, ELY
G —FESCRI R, HDVRMR TR K —FEE T, i LLERFE E N Ty 2 25,
REABOK B 1) N % L THE KIBANRZ AR, X —RE HEK,

21

Summer. 2020



NEWS
BRIEFING

NOORQOO Holdings Co., Ltd.
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NOR0OO GROUP'S CHAIRMAN & CEO

HAN YOUNG-JAE PARTICIPATES

IN THE “STAY STRONG CAMPAIGN"

FOR OVERCOMING COVID-19

NOROO Group's Chairman & CEO Han Young-jae took
part in the “Stay Strong Campaign” that delivers encour-
agement and support for overcoming the COVID-19 cri-
sis. The Stay Strong Campaign was started by the Minis-
try of Foreign Affairs in early March to deliver messages
of solidarity to the world for overcoming COVID-19. The
campaign is a relay in which the designated individual
posts a photo of themselves holding a message of en-
couragement on their social media account and chooses
three people to continue the relay. The message is an
image of two hands that appear to be a gesture of prayer
and hands being washed with soap. Around the image
are the phrases “Stay Strong” and “Fight against CO-
VID-19.” Chairman & CEO Han Young-jae stated, “I'd like
to thank the medical professionals of Korea as well as
the citizens who are all dedicating themselves together
to overcoming this crisis in the midst of difficult situa-
tions. Through this campaign, | wanted to deliver a mes-
sage of hope that we can overcome this crisis if we stand

COVID-15 38, L 1280 BEgLC,

NOROO GROUP'S CHAIRMAN & CEO HAN YOUNG-JAE PARTICIPATES

IN THE “STAY STRONG CAMPAIGN" FOR OVERCOMING COVID-19

together.”

Chairman & CEO Han Young-jae participated in this
campaign after being nominated by Chairman Son Tae-
seung of Woori Financial Group. Chairman & CEO Han
Young-jae then nominated Conductor Hamh Shin-ik of
Symphony S.0.N.G, Representative Cho Sung-yong of
Seoul Perfumery, and Representative Lee Hong-sun of
TriGem Computer.

NOROO Group has established behavioral guidelines
that include reporting one’s state of health before go-
ing to work, checking temperatures and wearing masks
when going to work, placement of hand sanitizers, op-
eration of a lunch rotation system, rearrangement of
cafeteria tables, enforcement of a semi-telecommuting
system, and cancellations of business trips and external
meetings as part of an effort to prevent the spread of
COVID-19.
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NORQO Paint & Coatings Co., Ltd.
BBARRAEIRLT

NOROO PAINT & COATINGS CO., LTD.

LAUNCHES “COOL ROOF CAMPAIGN”

WITH “HEAT INTERCEPTION PAINT”

THAT ACTS AS SUNSCREEN FOR ROOFTOPS
NORQO Paint & Coatings Co., Ltd. will continue its
“Cool Roof Campaign” this summer to offer cool roof

NOROO PAINT & COATINGS CO., LTD. LAUNCHES “COOL ROOF CAMPAIGN" WITH “HEAT INTERCEPTION PAINT”
THAT ACTS AS SUNSCREEN FOR ROOFTOPS

paints for rooftops to socially vulnerable groups. The
Cool Roof Campaign, which aims to improve residential
environments, will be held with the social cooperative,
Ten Years After, and with the support of NOROO Paint
& Coatings and the Korea District Heating Corporation.
Construction of 11 rooftop households have been com-
pleted so far, and the project aims to complete the con-
struction of 100 households by the end of this year. The
campaign also consisted of the rooftop construction of a
senior citizen center in Haedo-dong, Nam-gu, Pohang-si
with the cooperation of Pohang-si, Climate Change Edu-
cation Center, Council for Sustainable Development, and
the 1st and 2nd groups of the University for Sustainable
Development. The campaign is expected to actively un-
fold with the local government body.

Last year, NORQOO Paint & Coatings completed the con-
struction of cool roofs of 19 senior citizen centers in 8
districts of Busan with the cooperation of Busan City
Hall and the Korea Institute of Registered Architects,
followed by the construction of cool roofs of 15 senior
citizen centers in Siheung-si and 47 childcare centers
and senior citizen centers in Gwanak-gu as part of this
campaign.

The “Energy Saver Cool Roof Water-based Coating,” an
energy-saving waterproof paint for rooftops developed
by NOROO Paint & Coatings, is a product that acquired
the ENERGY STAR certification by the Cool Roof Rating

Council (CRRC), a U.S.-based council that certifies ener-
gy-saving paints. A special white paint is used to reflect
solar heat and quickly release the heat into the atmo-
sphere for highly reflective and heat intercepting effects.
The Energy Saver Cool Roof Water-based Coating is a
highly functional product that reduces the temperature
of concrete surfaces by at least 20 degrees, compared
to the temperature before construction, and can be used
on not only concrete rooftops but also regular rooftops.

NORQOO Paint & Coatings commented, “We plan to
continue our social contribution activities with the coop-
eration of local government bodies this summer to help
vulnerable classes. We also plan to spread awareness
surrounding heat intercepting paints with the Energy
Saver Cool Roof Water-based Coating, which is the op-
timal product for saving energy and having cooler sum-
mers, in addition to expanding into the relevant market.”
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MAINTAINING #1 RANK IN

THE DOMESTIC WATERPROOF COATING

MARKET WITH “ECO-CLEANTHANE"

With the start of the summer monsoon season, the roof-
top waterproof product “Eco-Cleanthane” of NOROO
Paint & Coatings is gaining more and more recognition.
Eco-Cleanthane is an eco-friendly urethane product that
excludes four major heavy metals of hexavalent chromi-
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MAINTAINING #1 RANK IN THE DOMESTIC WATERPROOF COATING MARKET

um compound, lead, cadmium, and mercury, six phthal-
ates, and 4,4'-Methylenebis (2-chloroaniline, hereinafter,
“MOCA”"), which is classified as a toxic substance. The
product has received attention in the waterproof paint
market since its release in 2019. Furthermore, the prod-
uct acquired the Class 1 KS F 3211 Urethane Coating Cer-
tification as a waterproof building block coating, which
surpasses the Korean Industrial Standards (KS) certifica-
tion standard. The product is also an eco-friendly product
that acquired the eco-friendly mark of the Korea Environ-
mental Industry & Technology Institute, a subsidiary of
the Ministry of Environment.

NOROO Paint & Coatings strengthened its marketing
strategies for the Eco-Cleanthane in June, a season of
high demand for rooftop waterproof paints, to prevent
environmental pollution caused by the release of toxic
substances and to prevent damages inflicted on con-
sumers and technicians caused by low-grade products.
Product seminars and shows were continued for paint
sellers to introduce the product’s superior quality. The or-
der and method of rooftop waterproof painting with Eco-
Cleanthane was introduced in detail by a NOROO Paint &
Coatings technology researcher on the YouTube channel,
“Paintitsuda,” to help general consumers understand the
steps to using the paint.

With the approaching end of the grace period for the
“Ministry of Environment MOCA Announcement on

WITH “ECO-CLEANTHANE"

Designated Restricted Substances” in August 2020, the
sales, keeping, storage, and transportation of products
containing MOCA were restricted at general paint stores,
but Eco-Cleanthane did not fall within the purview of the
Ministry of Environment's regulation, and hence, has not
been restricted. NOROO Paint & Coatings took this op-
portunity to actively publicize its product in the market
to fortify sales. An official of NOROO Paint & Coatings
commented, “Since June, when temperatures were high
but humidity low, which made the season appropriate for
rooftop waterproof painting, sales of waterproof paints
rose significantly in preparation for the monsoon season.
With Eco-Cleanthane, we plan to rank highest in terms
of business shares in the domestic paint market, which
is a scale of approximately KRW 250 billion, in addition
to expanding the market with excellent product quality.”
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LAUNCH OF UV RAY-BLOCKING,
HEAT-INTERCEPTING PAINT,

“ENERGY SAVER WINDOW"

NOROO Paint & Coatings recently launched the “En-
ergy Saver Window,” a heat blocking paint for general
consumers that can be easily painted onto windowsills

while blocking UV rays and solar heat that flow indoors
in the summertime.

In severe cases, strong UV rays and solar heat that en-
ter through windows can cause atopy and skin diseases
like rashes. With longer hours spent at home due to CO-
VID-19, careful precautions must be taken within living
environments. The Energy Saver Window, made with
special nanomaterial, is a glass-type paint that creates
a semi-transparent film over the construction surface to
block UV rays and solar heat while directly allowing nat-
ural light to pass through. According to the test results
of the Korea Testing & Research Institute, the Energy
Saver Window blocks over 90% of UV rays from entering
through the surface. Not only does the new Energy Saver
Window protect the skin from UV rays and lower indoor
temperatures, but it also creates a semi-transparent film
to protect people’s privacy as the product can be easily
painted onto fixtures and windows for extensive use in
living environments during summertime.

In order to allow more consumers to conveniently enjoy
the effects of the Energy Saver Window, the product
package comes with a tray, masking tape, and a roller
to lessen the hassle of making separate purchases to
acquire these items. The product package also offers
excellent convenience. After thoroughly wiping a win-
dow surface, the paint is painted on with the roller, and
a semi-transparent film will form after 20-30 minutes. To

LAUNCH OF UV RAY-BLOCKING, HEAT-INTERCEPTING PAINT,
“ENERGY SAVER WINDOW"

remove the paint, water is sprayed onto the surface with
a spray, and the paint will come off after 2-3 minutes.
The product can be painted onto embossed surfaces, al-
lowing for the product to be used in more various ways
than a window sheet.

An official of NOROO Paint & Coatings stated, “The En-
ergy Saver Window was made with the technological
know-how of NOROO Paint & Coatings, and therefore,
is much easier to use than window sheets. The product
can be easily used on homes, stores, restaurants, and
office windows as it offers the environmental values of
protection from the sun and energy saving. NOROO Paint
& Coatings will continue to perform social contribution
activities through products used by groups that are vul-
nerable to the scorching heat.”
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Agricultural corporation, THE KlBAN CO., Ltd

L RWATTEA () THE KIBAN

ENFORCED PERFORMANCE TESTING

FOR THE FIRST HALF OF THE YEAR

AT THE ANSEONG R&D COMPLEX

On June 19, THE KIBAN Co., Ltd. implemented a per-
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formance test for the first half of the year to examine
the harvest and state of crops studied and grown at the
Anseong R&D Complex. Items inspected on that day
were radishes, cabbages, onions, tomatoes, and mel-
ons. Researchers, salespersons, and markets gathered
together to observe whether the crops were being cul-
tivating normally and whether there would be problems
for releasing them into the market, while meticulously
examining future directions for research and cultivation.
They further discussed the state of cultivation in farms
throughout the country to take the time to closely grasp
the changes of the market environment.
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OPENING OF THE AGRICULTURAL FAIR

FOR TOMATOES

In light of the tomato harvesting season from May to
June, THE KIBAN held a fair to present the varieties of

OPENING OF THE AGRICULTURAL FAIR FOR TOMATOES

tomatoes that were cultivated as a trial project at farm-
houses in Gangwon-do Province, Jeollabuk-do Province,
and Jeollanam-do Province. In order to introduce the su-
periority of the tomato varieties and grasp the strengths
and weaknesses of the cultivation processes at these lo-
cations, THE KIBAN continually examined the cultivation
processes in the farmhouses and held teaching projects.
This agricultural fair introduced the fully ripe Redpia to-
matoes, the TY Charmant tomatoes, the Pink Star toma-
toes, and the TY Item cherry tomatoes. The fairs were
held at Sinbuk-eup, Chuncheon-si and Geunnam-myeon,
Cheorwon-gun in Gangwon-do Province, Gyebuk-myeon,
Jangsu-gun in Jeollabuk-do Province, and Hwangnyong-
myeon, Jangseong-gun in Jeollanam-do Province. Re-
searchers specializing in breeding, salespersons, and the
Vice General Manager of marketing at THE KIBAN at-
tended the event to answer questions about the cultiva-
tion processes, soil, and harvesting processes that were
asked by visiting farmers and employees of Agricultural
Technology Centers. Farmers who visited the harvesting
site and tasted the crops gave favorable reviews of the
tomato varieties and responded positively to taking part
in cultivating the tomatoes.
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1. Visitors who were having a good time at the Multiple themes photo zone agreed to model for us on site. The classroom decorated with a chalkboard
and desks became more spirited with the presence of visitors. Multiple themes photo zone is a place that is made complete with visitors.
TEA A FERAHTE O ORI YRR 24778 5 9 BRI I (AR5 FH SR AR5 S 0 o8 B ) IR A A E
e, X2 ARA R,

2. The faces of the Cucurbitaceae Team of THE KIBAN beam with smiles before the ripe, yellow Korean melons. We look forward to the honey-like
sweet Korean melons, which were produced by the farmers” hard work, being successfully be delivered to the tables of consumers.
FEEIETNI LA, (W) THE KIBANE A RHH R THING B0 E 7 2502 6, R M 1955 At IS &, WirsEs R
PR FB R B g RS2 L.
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