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An Era Where Everything Converges Into Safety
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V-Guard to Ensure Safety and Security

Soon & Soo Antibacterial V-Guard of the Architecture &
Technology Team 1, NOROO Paint & Coatings Co., Ltd.
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V-Guard, a Bodyguard that Protects the School
Yongnam Middle School in Gyeryong-si and V-Guard
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Creating a New Market With Sikkens!

Automotive Refinish Paint Team 4 of NOROO Paint &
Coatings Co., Ltd.
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Healing Through Coloring Coloring With NOROO Paint
NORQO Paint X tvN "Joy at Home Coloring Book"
ARERak BPNRERERE

PEIREL X tvN (RRBRIFAER)

Quality Fruit With Better Sweetness
THE KIBAN CQ., LTD.'s Korean melons
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For Everyone’s Safety

Due to COVID-19, the “safety” has become the value to be first considered and the
standard of behavior. Small and big changes took place in our daily life as the safety
became the priority in every field including policy, industry, economy, and education.
We are making efforts together. Citizens are complying with the personal disinfection
rules, such as distancing in daily life and wearing a mask. Companies are developing
the technologies for protecting the hygiene and safety. The power of unity may continue
even if we see the end of the pandemic.
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An EraWhere Everything Converges Into Safety

By Chae Son-ae
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1918, 2015, AND 2021

When people face a great accident that can be regarded as a disaster, they look back to
the past and read through the history books. This is why the Spanish flu, which shook the
world between 1918 and 1920, and MERS (Middle East Respiratory Syndrome), which
spread rampantly in 2015, are mentioned again. According to the survey of Macromill
Embrain in 2015, it is said, “Consumers will solve their social desires at home for the time
being. It will become an era where people indirectly satisfy themselves through TV, etc.”
It was not different from the situation we face today. \When the government announced
an end of MERS at the end of 2015, people began to follow YOLO (You only live once) cul-
ture, venting the stuffiness they felt until then. In compensation for enduring the infernal
uncertainty for about seven months, people sought the “happiness of here and now" by
going on a trip in 2016. Then, how will 2021 be? Could we see the V-shaped rebound as
we did in 20167 First of all, when could we hear the end of COVID-19?

HOME, THE BUNKER OF SAFETY

Unlike MERS, which came to end after producing 186 infected patients over 217 days
in 2015, COVID-19 has produced near 100,000 accumulated patients (as of March 2021)
over longer than a year, with dark outlook. The infections in the local communities are
incessant and the variants of COVID-19 continue to appear, which adds the uncertainty
for the future. The anxiety and confusion over the COVID-19 vaccines, which are safe
and effective but have been tested only for a short period of time, are still there. The
importance of home is growing again as the outdoor activities of citizens are repressed.
The image of home as a “space for relaxation” has been reinforced since 2015; the num-
ber of people who changed the interior of their home drastically increased compared to
2015." The sales of home appliances and furniture surged despite the economic stagna-
tion due to COVID-19 and even during the off-season of summer.? People would have
changed their home interior because it is outdated but more importantly because they
spent more time at home. People probably fixed things that had been unpleasant to their
eyes as they spent more time at home. They have decided to make more sanitary environ-
ment and a space for doing indoor exercise and working from home. Routine activities
also made an important part of being at home. People answered that the indoor activities
that were most increased after COVID-19 were watching YouTube, watching TV, surfing
the Internet, and just lying down.

What is certain is that more people are improving the utility value of their home for a bet-
ter environment while they are staying at home and an actual change for a psychological
well-being. More people are giving feedback that they are having positive experiences
(relaxation and introspection) at home. John S. Allen, an anthropologist of the University
of Auckland, says this is a very important process for human and home is a “necessary
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space” for an overall homeostasis.

Most of all, people are more and more familiar with
the safety of home. More people than expected are
saying that fewer meetings with others due to the
social distancing are good for them.? At this point, it
seems a different situation will be unfolded from the
V-shaped rebound, where people suddenly went out-
doors to radiate their energy that was repressed for
a short period of time as in 2016. It is more likely that
home, as a safe bunker, will gain the authority as the
space where people heal their body and mind against
the difficulties that they face in the external world.

EXPERIENCES OF 2020 BECOME THE NEEDS OF
2021

The needs of consumers form from the experiences
and deficiency in daily life and the market is gener-
ated by responding them. In the market from 2020 to
2021, where the situation of the pandemic has be-
come the “new normal,” “safety” has become the es-
sential consumer goods. Although humans are equal
in front of diseases, their probability of being exposed
to diseases is not the same.* As anxious people real-
ized the difference in the environment can influence
the safety, they wanted products and services that
make not only their home but every space in which
they stay safe by separating it from the outside.

The clothing purifier, dishwasher, and humidifier were
emphasized with or added with the disinfection func-
tion and the sales surged as well. The smartphone
sterilizer, book sterilizer, and elevator sterilizer be-
came the talk of the town and non-face-to-face tech-
nologies, including delivery robots, made headline.
These technologies become the actual disinfection
network for the physical space and things and the
psychological defense network for anxious minds. In
the age where everything is converging into the safe-
ty, we adapt ourselves to the new reality and prepare
for the post-COVID-19 era using the technologies.
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1) A survey related to home interior (August 2020) Macromill Embrain Trend Monitor

2) Let's play at home during COVID-19 pandemic... Surge in sales of home appliances and furniture
of department stores in off-season of summer, The Seoul Shinmun, September 8, 2020

3) A survey related to the changes in living patterns due to COVID-19 (3rd round) (October 2020)
Macromill Embrain Trend Monitor

4) Kim Nan-do, 2021 Consumer Trend Insights, Miraebook Publishing, 2020.

4)4 2=, (KRBRERTHEF2021), KKz H, 2020,

Chae Son-ae A director of Content Business Department of Macromill Embrain, an online research company. Chae was the panel of “MBC Radio, tan-
gible economy” and the host of “TBN Radio Chae Son-ae’s 2017 Trend Korea” and is a co-author of Reading the Consumers’ Mind in the Republic of Korea that

Recommends Anxiety and Trend Monitor (2015-2021).
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V-Guard to Ensure
Safety and Security

Soon & Soo Antibacterial V-Guard of the Architecture & Technology Team 1, NOROO Paint & Coatings Co., Ltd.

Full disinfection cannot be attained through personal efforts such as wearing a mask, frequently washing
hands, and avoiding contact. Disinfection requires cooperation by all and also technology. NOROQO Paint
& Coatings Co., Ltd. released the first antivirus paint of Korea, “V-Guard,” in February, which was tested
onthe COVID-19virus and verified to kill viruses. The V-Guard, which helps with disinfections in everyday
life, will create safer environment while securing consumers.
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POWERFUL DISINFECTION EFFECT WITH V-GUARD V- BEHAphE g EREE”

The Coronavirus is known to spread through respiratory droplets by the infected indi- RFIJE RN, Fet e R F LR IR AR I
vidual. The droplets are known to spread through the air and through contact with sur- B KK, KRRl 22 SRR AL 5, il
faces, and the virus stirs up greater fear as it can survive up to four days on the surfaces R R EEY R RETEERN FRKX4R,
of objects. The virus remains alive up to one day on corrugated cardboard, fabric, and HE— D INE T KRR RE OB, 1F FLRBAR. A R
wood; up to two days on glass; and up to four days on stainless steel and plastic. In order AREM T L, RN AR KR — K B
to disinfect all spaces that might be contaminated, spray-type sanitizers are used, but R MAE A F WK LR EBURZ Ao
according to the Ministry of Environment, spray-type sanitizers can spread the virus in R, T AN B AT B ik 2 S L B AR i B 5
the air and expose the human body to the virus through respiratory organs and therefore, R 22 BEATIH &, BORBZ 1y 7 kB B R
is not recommended. The most certain way to disinfect an area is to wipe surfaces two B, MIRBEER I AHEF IR 1k, RN B350
times with fabric moistened with sanitizer or clean water, but this is a difficult task in ERMIIIHRESRMEZLS A, FE S FEFGER A

areas frequented by people. Destroying Coronavirus from surface areas within a short
period of time is a must-solve problem. == .
The Architecture & Technology Team 1 of NOROO Paint & Coatings, which develops ar- o
chitectural paint and paint for interior walls, quickly took on the task of developing an an-
tibacterial paint early last year to solve such problem. If the virus were to be destroyed to
prevent spreading through surface contact, this would positively help with disinfections.
After one year of research and thorough verification, the Soon & Soo Antivirus V-Guard
was released in February. V-Guard can destroy the virus quickest from among all other
antivirus paints that have recently been released, and it is the only product that has been
verified to directly kill the Coronavirus.

ll

QUICK AND EFFECTIVE ANTIVIRUS EFFECTS

Assistant Manager Kim Cheol-woo and Assistant Manager Seo Won-pyung of Archi-
tecture & Technology Team 1 chose V-Guard's greatest advantage as “shortened time.”
“Similar products in the market require six to twenty-four hours for the virus to be com-
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pletely destroyed. However, 99.4% of the Coronavirus that made contact with V-
Guard lose its viability within thirty minutes. This effect lasts up to five years after
painting.”

Thorough and complete destruction of viruses has been verified, which is a strong
point of V-Guard. "General products have verified antibacterial and antifungal ef-
fects, but our product completed tests in four items, including the Coronavirus and
the Influenza A virus, and received performance results for the tests. Other anti-
virus paints tested viruses similar to COVID-19, but V-Guard was tested with the
Coronavirus and certified by the Glocal Disease Control Lab of the KR Biotech for
guaranteed results.”

V-Guard's strong suit of “reduced time” and “guaranteed results” were crucial fac-
tors of the development process. Team members strived together to quickly release
the product amid the COVID-19 pandemic and completed the process of selecting
raw material and repeated testing for better results. The raw material selected
after numerous tests is “Guardiant®" by the US" Corning Incorporated.
“Guardiant® is a paint additive developed with high-grade technology using glass-
ceramic technology, and copper ion is stably ejected for five years to destroy vi-
ruses in all conditions and of all types such as enveloped/non-enveloped viruses
and wet/dry viruses. This is also a raw material that is officially registered with the
United States Environmental Protection Agency (EPA) with certified safety.”
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PROTECTING SPACE WHILE ADDING SECURITY
When asked about the happiest part of their product
development process, the two answered, “When the
antivirus test performance report for V-Guard was re-
vealed.” “We were very happy to finally see the posi-
tive results on the antivirus test. It was a meaningful
moment to see the product in its exclusive design.”
The two assistant managers explained more about V-
Guard. “V-Guard is water soluble paint, which means
that it has less toxic heavy metals and smells. It is
also an all-purpose paint that can be used on con-
crete, plaster boards, mortar cement, indoor woods,
alkyd/lacquer walls. It can be used by anyone, and
we hope that more consumers will use this product
and stay safe.”

NOROO Paint & Coatings plans to develop antivirus
transparent coatings and industrial paints as well.
It is expected to take some more time for COVID-19
to disappear completely and there are also warnings
that pandemics like the COVID-19 will continue to
break out in the future. In a time when safety comes
first, NOROO Paint & Coatings’ V-Guard and antivirus
paints will protect and add safety to space as one of
the best measures for disinfection.
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V-Guard, a Bodyguard that

Protects the School

Yongnam Middle School in Gyeryong-si and V-Guard

RIPFERBY
ZZ2IDL,V-Bt

Every new product, even though it has outstanding quality and ef-
fects, faces a psychological barrier in the market. To overcome the
barrier, NOROO Paint & Coatings ("NOROQ") pursued application in
an actual environment with the release of V-Guard. Among multi-
purpose facilities, offices and schools, Yongnam Middle School be-
came its first target.

SR HRERFEMV-Bt ST 7 S R AR FERAT,, TSR A TR 2 ST P A D PR 22, 2B VAR R A TR — PR, 1 1E
HEHIV- T, BRI B A 335 P A S 035 SR AL, J0 A SRR, TS T 9 e R AR

THEDNY A,

ik WA A BT &
Xl MR V-1
il RS RE MPED SHaLUEE

Eulii b SAML W AR
S B e

i 1
-1|_=_ SR b SO

4y

BE NOROO, BE V-GUARD

New product settles in the market with a number of cases of applica-
tion and this is especially true for products with a new function. Product
reliability is enhanced as the product is inspected through several cas-
es, whether: no issue is found during the application procedure; how
the results came out; and there were trials and errors. Accordingly, the
Marketing Team of NOROO contacted several clients to introduce V-
Guard before it was fully released. Yoon Yeo-jun, the CEO of Daehan
Construction Co., who was planning to paint Yongnam Middle School
in Gyeryong-si (Chungcheongnam-do Province), took the initiative in us-
ing V-Guard.

“Daehan Construction Co. has been using only NOROQ Paint for more
than 40 years. We know what NOROO aims for and the functions of
their products. That's why we trust them. Just when | was interested
in V-Guard after reading an article on their website, | was personally
introduced about the product, in which | immediately decided to use it.
It would be reliable to use an anti-virus paint for a school that is facing
a new semester.”

Yoon then explained the functions of V-Guard to the faculty of Yongnam
Middle School and helped them understand the product. “The president
of the school, who worried about the safety of students, felt relieved af-
ter verifying the reliability of V-Guard with the certificates, test results,
and outcome report of V-Guard.” Yoon also expressed how relieved he
was with the product. “If V-Guard were released at the initial stage of
the COVID-19 pandemic, | would have been doubtful about it as there
are several products out there which are manufactured hurriedly fol-
lowing the trend. However, | never doubted V-Guard because although
it took time to finally make the product, it was tested for several times
to ensure safety and reliability. NOROO did what they had to do as a
company that puts safety as their top priority.”
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Copper ions in V-Guard destroy the viral envelope of viruses and pen-
etrate into them, until they are finally killed. Copper ions are eluted for at
least five years unless the film of the paint is damaged
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Yoon said not only has V-Guard outstanding functions but also ensures conve-
nience. “It has high hiding power, which made the painting process easy, and it
shows a delicate luster just like one big eggshell. | could feel that the product was
developed after going through much deliberation and considerations.”

STUDENTS, SCHOOLS, AND LOCAL COMMUNITIES

Bang Seok-han, the section chief of NOROO Daejeon Branch, calls Daehan Con-
struction Co. an “early adopter.” “Yoon believes that more functional paints should
be developed in the future. He is fast in adopting new products as an early adopter,
and feels responsible for ensuring the safety of public as he mostly paints schools
and public facilities.”

In this era of where safety at schools is crucial, Bang feels relieved with the
launching of V-Guard. “Although every corner and place require strict disinfection,
we should particularly focus on the safety at schools. | hope using V-Guard with
Daehan Construction Co. will become a safety fence not only for the students but
also the school and local community.”

Yoon predicts that V-Guard will be widely used in the future. “An acquaintance of
mine also painted the walls of his coffee shop with V-Guard after | introduced it
to him. Aside from excellent colors, mold resistant, and pollution control, | believe
NORQQ has added another element to their marketing strategies, which is anti-
virus. As V-Guard has the most required function amid the pandemic, it is expected
that every school, public facility as well as citizen will be interested in V-Guard in
the future.”
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V-GUARD, A BODYGUARD OF YOURS

The COVID-19 pandemic has made us perceive everyday life that
we took for granted in a whole different way, and everyday life
includes “school.” As students were restricted to go to school,
their progress of learning slowed down, which resulted to com-
plaints among students. They couldn’t benefit from social inter-
actions between each other, while for some other students, not
going to school meant no more lunch time and being doomed in a
poor home environment. Thus, we must open the future to let the
students go to school as many days as possible, which makes the
safety at schools more important. This is why we need V-Guard
at school.

Following Yongnam Middle School covered and protected with
V-Guard, the headquarters of Medyssey, a medical device manu-
facturer in Chungcheongbuk-do Province, Lotte World in Jamsil
(Seoul), and Eomji Daycare Center in Yongin were painted with V-
Guard as well. V-Guard, which kills 99.9% of not only COVID-19
virus but colon bacillus and staphylococcus aureus, is playing an
active role as a bodyguard in places where safe environment is
required.

The special function of V-Guard increases resistance
against germs and viruses at every facility including
hospitals, kindergartens, daycare centers, commercial
facilities, and even regular houses.
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Creating a New Market 7
With Sikkens! sikkens

Automotive Refinish Paint Team 4 of NOROO Paint & Coatings Co., Ltd.

Last year, NOROO Paint & Coatings Co., Ltd. concluded an agreement with the global
paint enterprise, AkzoNobel, for exclusive sales rights in Korea and set out to take the
paint market by storm with the premium refinish paints for imported cars in partnership
with the high-end, global automotive refinish paint brand, Sikkens. Members of Automo-
tive Refinish Paint Team 4, who united for a new project involving the import and sales of
Sikkens products and the NOROOQ Technical Training Center (NTTC), officially began its
activities based on individual expertise.

Sikkens¥Ti&
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Joo Hong-Seok 4k #t5%, Lee Sang-In Z5481=, Park Chul-Jin, 888, Park Tae-Soon #hACZ, Kwon Jin-Seon #E24#, Lee Chang-hyup Z=E 1%
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MEETING BETWEEN THE GLOBAL BRAND AND NOROO

“Automotive Refinish Paint Team 4 can be seen as a new business team. It has
been newly formed for the two new projects involving Sikkens and the NTTC,
which was selected as an organization for the Consortium for HRD Ability Magni-
fied Program,” says Deputy General Manager Park Chul-jin. Automotive Refinish
Paint Team 4 is composed of six members: Deputy General Manager Park Chul-jin
and Assistant Manager Park Tae-soon who are in charge of overall marketing as
well as sales and business with Sikkens; Manager Lee Sang-in and Assistant Man-
ager Joo Hong-seok in charge of technical services; and Manager Lee Chang-hyup
and staff member Kwon Jin-seon who operate the NTTC.

“Being one of the top three global brands in the automotive refinish paint market
with a history of over 220 years, the brand Sikkens of AkzoNobel has somehow
struggled to survive in the Korean market. Sales strategy and distribution network
were far from enough compared to its superior quality.” According to Deputy Gen-
eral Manager Park, Sikkens showed a sales rate in the Korean market that was
lower than that of Sri Lanka, which has a much smaller market in scale, before its
partnership with NOROO Paint & Coatings. The partnership between Sikkens and
NOROO Paint & Coatings was inevitable as Sikkens needed a broader distribution
network and NOROO Paint & Coatings aimed to take over the imported car market
with a premium brand.

“The automotive refinish paint of NOROO Paint & Coatings has the leading Korean
market share and is primarily used on domestic cars. Eighty percent of cars on the
road are domestically produced, but the sales of imported cars is also gradually
increasing. The colors of domestic cars cannot compare with the variety of colors
of imported cars. There are hundreds of color combinations, and the brand that pro-
duces all these colors is Sikkens.” For this reason, NOROO Paint & Coatings with
an excellent distribution network, high-quality technical services, and an advanced
training system and the global premium brand decided to work hand in hand.

AUTOMOTIVE REFINISH PAINT MARKET FOR IMPORTED CARS BROADENED
WITH SIKKENS

Sikkens' superiority continues to remain remarkable even in ICT services. Assis-
tant Manager Joo complimented the web color combination service of AkzoNobel,
which is outstanding in terms of accessibility, convenience, and stability compared
to similar services offered by other global enterprises. “A color identification and
search program is offered in Korean on the cloud-based website, MIXIT. The pro-
gram allows accessibility from all devices at anytime and anywhere while the
elaborate algorithm helps accurately execute operations.” The quality of the prod-
ucts is also exquisite. Manager Lee and Assistant Manager Joo explained, “It has
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excellent concealing power and it even dries quickly. There are also specialized
functional products as part of their subdivided product lines. For example, there
is a humidity-setting product that dries paint without the need for heat. This type
of paint is necessary for electric cars, which can explode when heat is inflicted on
the vehicles. The brand is also certified by almost all global vehicle makers, which
allows for supplies to be made to official imported cars service centers in various
markets.”

Sikkens has high-priced products and has many special products, thus requiring
skilled technical services. “Sikkens is used on supercars such as McLaren. There
is even a separate information booklet about painting methods for individual color.
It requires familiarity, training, and practice before the actual painting.” Manager
Lee continued, “The paint colors used by McLaren are flown in from the UK through
real-time orders unlike other paints that are generally imported by ships. Therefore,
the products are sold at very high prices and require outstanding painting tech-
niques.” The place where the services and training for these techniques take place
is Automotive Refinish Paint Team 4 of NOROO Paint & Coatings.

CREATING SYNERGY THROUGH A COLLECTION OF DIVERSITY

Through the partnership with NOROO Paint & Coatings, the market shares of Sik-
kens in the Korean automotive refinish paint market for imported cars is expected
to rise sharply. “Sikkens is sold at 160 NOROQ Paint & Coatings agencies that
specialize in automotive refinish paints around the country to increase consumer
accessibility and awareness. Among them, 50 agencies specialize in Sikkens. We
plan to approach the domestic automotive refinish paint market with WaterQ and
Sikkens.”

Deputy General Manager Park expressed anticipation with his resolution. “The to-
tal number of years of experience by the members of our team is about 70 years.
We're a team made up of diversity and expertise with my sixteen years of experi-
ence, twenty-one years' experience by Manager Lee Chang-hyup, fifteen years’
experience by Manager Lee Sang-in, eleven years' experience by Assistant Man-
ager Joo Hong-seok, six years' experience by Assistant Manager Park Tae-soon,
and our new staff member Kwon Jin-seon. | expect that new projects that address
overseas brands and educational consortium projects will create a great synergy
in the future.”

Just as Sikkens and NOROO Paint & Coatings will create a synergy, Automotive
Refinish Paint Team 4 with talented individuals will surely lead the market. We
look forward to the future of the automotive refinish paint market that will change
through their teamwork.
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I CREATING TOGETHER

sikkens

The market is paying close attention to the launch of Sikkens
products by NOROO Paint & Coatings. Automotive Refinish Paint
Team 4 plans to devote their energy to all areas, including color
chips, brochures, technical support, seminars, and training, to
increase awareness and sales of Sikkens products.
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Healing Through Coloring &
Coloring With NOROO Paint

NOROO Paint X tvN "Joy at Home Coloring Book"

AABRaR
BRENEFEMNER R

MEgREL X tWNCIRREFRIAEE)

NORQO Paint & Coatings Co., Ltd. prepared an event in collaboration with
tvN, the entertainment channel of CJ E&M, to help people spend a joyful
time at home during the COVID-19 pandemic. In this event, NOROQO Paint &
Coatings made the coloring books under the theme “Joy at Home,” distrib-
uted them through Instagram, and selected those who did the coloring well
to give presents. The event was to help people directly feel the beauty of
colors and the joy of coloring.

PREIRENR 3 B IR A A 5-C] E&M IR RIE VNI 4 28 /0 51, gt
WY BLETEIG IR — 0y AR, ANTE B LA R SR O I (7R (0, 3f5d Insta-
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ALL JOY OF HOME

The beginning was “home.” As people spend more time at home due to COVID-19,
they make use of time at home while watching TV, reading books, cooking, and
waorking on DIY interior project. Jamie Jung, a Manager of Digital Marketing Team
of NORQO Paint & Coatings, planned the event of “Joy at Home Coloring Book,”
coming up with an idea that the coloring book will turn the time spent at home into
the healing time and the boredom and lethargy into immersion and concentration.
With the expectation that if the two brands both related to the “joy of being at
home” collaborate, they can provide people with a new experience, Jung planned
the coloring book and suggested the collaboration to tvN. “NORQO Paint & Coat-
ings is the representative brand that first comes to mind of people when they deco-
rate their home; tvN is the channel that | personally enjoyed watching when pass-
ing time at home. | thought it would be a great idea if the two brands work together
to give enjoyment to people who spend time at home under the theme of “home.”
As a result of the collaboration, various cultural activities at home were included
in the coloring book. “We made two versions of 'Joy at Home." The NORQOO Paint
& Coatings version included the space of daily life. As you choose a paint at a
NORQO Paint & Coatings store and paint living room, bathroom, kids room, and
terrace with the colors you have chosen, the same joy can be felt with this coloring
book. People who are exercising at home and companion animals were reflected in
this book as well as the latest interior trend. The tvN version actively used the cute
characters and composed four seasons spent at home. Writing a New Year's card,
home camping and water play in summer, making an astronomical observation on
the Great Full Moon Festival, and decorating Christmas Tree in winter — all these
things in daily life were depicted vividly.”

This year's color by Pantone and major images of the style book were inserted in
between the coloring designs to help users choose colors. The tvN friends, the
channel’s characters, were placed in distinctive postures here and there. The “Joy
at Home Coloring Book” was completed with a quality comparable to that of com-
mercially available coloring books as it used thick paper and made in generous size.
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BEAUTY OF EVERY COLOR

“Joy at Home Coloring Book” was sent to 500 people who applied for
the “Joyful Coloring Event” through Instagram channels of NOROO
Paint & Coatings and tvN. The coloring book design is downloadable
on the website of NOROO Paint & Coatings. In addition, NOROQO Paint
& Coatings planned and operated the “Online Painting Expert Contest”
so that the content can spread while people freely boast their coloring
results. People immediately started to post their colorings with stories.
Every work was beautiful, either it is unskilled or experienced. Various
stories were shared: people spending a joyful time with their children,
realizing daily life they wanted through painting, and immersing them-
selves in painting without worldly thoughts.

“We hope people could feel the joy of freely painting colors. Once they
realize the power of colors, they would be interested in NOROO Paint
& Coatings as well.” The hope of Jamie Jung, who prepared this event,
was realized through various colors.

P

JOY OF COLORING

Even those who haven't read The Adventures of Tom Sawyer, the novel
of Mark Twain, would be familiar with the episode of painting by Tom
Sawyer. Tom Sawyer was punished with the painting of long fence and
he acts as if the painting is not a hard work but a joyful play. Thus, his
friends pay money to do the job. His friends line up, willing to paint.
When you fill the “Joy at Home Coloring Book,” you will think, ‘The
friends of Tom Sawyer would have had fun. They would have felt their
money was well spent even if they were fooled.” In fact, coloring is
known to be effective in lowering stress and anxiety and positive self-
awareness. It is also a recommended treatment for patients of demen-
tia and depression. Because of this, Jung is considering about connect-
ing this event with social contribution activities.

“If we donate the coloring books to facilities or organizations, more
people would feel the beauty and joy of colors. We will meet consum-
ers with various collaborations and events in the future as well.” Look-
ing forward to the next event, we hope everyone who reads this article
try coloring the “Joy at Home Coloring Book.” It is, in short, a real fun!

#EHGNE

COLORING BOOK
by NOROO PAINT
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Quality Fruit
With Better Sweetness

THE KIBAN CO., LTD.’s Korean melons
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B
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Seongju is well known for its local specialty: Korean melons. The round yel-
low Korean melon characters found at the entrances and exits of service
areas and expressways let visitors know that they are nearing Seongju-
gun, a region that produces 70-80% of Korean melons. Producing more
than 400 tonnes of Korean melons from around 4,000 farms, Seongju makes
profits of KRW 5 billion every year from this yellow fruit. Fifty percent of Ko-
rean melon seeds in Seongju belongs to THE KIBAN. Let's meet Seongju’s
Korean melons that are grown from THE KIBAN's seeds.

=
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FINDING THE BEST KOREAN MELONS

Boxes of Korean melons are unloaded from numerous trucks at a joint
market in Seongju-gun. Sample boxes are opened, and auctioneers and
wholesale dealers thread through the boxes to observe the Korean mel-
ons. The spacious joint market is quickly filled with the sweet smell of
Korean melons. Finally, the auction begins. The voice of the auctioneer
continues to resonate through the microphone, and the electric board
changes continuously with unit costs and successful bid numbers. The
successfully bid melons are sent out in trucks while new boxes of Ko-
rean melons continue to flood in. After 30—40 minutes of budding, a
familiar name pops up on the electric board with the highest unit price

In cold weather, water collects on vinyl at the bottom

of the greenhouse. Farmer Ryo Young-soo place small
Styrofoam pieces under the Korean melons to keep the
fruit from rotting. Diligent hands, as well as good seeds,
harvest Korean melons of the best quality.
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of the day. Assistant Manager Park Hyo-min of THE
KIBAN Gyeongbuk Branch Sales Team, who had been
watching the auction, quietly exclaims, “I knew it!"
The Korean melon with the highest unit price is from
Ryu Han-sang's Farm where Korean melons are culti-
vated with THE KIBAN's seeds.

THE KIBAN'S SEEDS TO SUIT CONSUMERS’
PREFERENCE

“Korean melons are carefully, diligently raised in his
farm. There's a reason why the Korean melons that
grew in Ryu Han Sang’s farm are sold at the high-
est prices,” says Assistant Manager Park. The farm is
located just ten minutes from the joint market, and is
run by Ryu Young-soo and his son, Ryu Han-sang. Ryu
Young-soo and his wife, who greeted the reporter in
their work clothes, have twenty-one years of expe-
rience of growing Korean melons and use only THE
KIBAN's seeds to produce 7,000-8,000 boxes a year
from a 5,000-pyong site (approx. 16,529 m2). The Ryu
family have went through trial cultivations with THE
KIBAN, and has produced First Honey Korean melons
that were released last year following the releases of
Bareun Honey and Alchan Honey Korean melons; it is

24

Korean melons blossom and bear fruit from February till September.
Natural bee pollination is used in warm weather,

but artificial pollination takes place before that.

Careful management is required in order to cultivate large and
satisfactory Korean melons such as controlling the number of flowers.
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truly THE KIBAN-dedicated farm. Ryu prefers THE KIBAN's seeds because of “consumers’
preference.”

“The prices of the crops that we grow are ultimately determined by consumers. It goes
without saying that every farmer wants his/her crops to be sold at high prices. In order to
achieve this, we need to farm to suit the preference of consumers. THE KIBAN's Korean
melon seeds have excellent quality, such as superior juiciness and sweetness. The Al-
chan Honey Korean melons are delicious and fine in color, and they are easy to farm. The
First Honey Korean melons are a little trickier when it comes to farming, but its juiciness
and sweetness are unparalleled.”

Farmer Ryu Young-soo said that the boxes of Korean melons shipped on that day con-
tained First Honey Korean melons and affirmed that “Those who taste these melons are
lucky!”

KILLING TWO BIRDS WITH ONE STONE WITH THE FIRST HONEY KOREAN MELONS
What type of variety is First Honey, which has higher juice content and sweetness than
the extremely sweet Alchan Honey? THE KIBAN's Korean Melon Research Team who was
visiting the site in Seongju choose “disease resistance, juiciness, and sweetness” as the
strong points of the First Honey variety.

“The most difficult disease to deal with in Korean melon farm-
ing is powdery mildew. Increasing disease resistance to powdery
mildew can lead to blandness in taste, but the First Honey mel-
ons have all of disease resistance, while improving its texture
and flavor at the same time.” THE KIBAN plans to continually
offer guides on cultivation so that such strengths can be fully
manifested. “There is no such thing as perfect variety. Genetic
problems can be improved through breeding, and we will offer
information regarding climate conditions and cultivation method
that farms must deal with so that we can communicate and coop-
erate with farmers to create more valuable varieties.”

Adding to the Research Team’s explanation, Assistant Manager
Park showed his determination to publicize the Korean melons.
“We could not hold fairs or seminars due to COVID-19, but we
used online channels to constantly introduce our variety. Farmers
personally purchased the First Honey melon seeds at agencies
and gave us feedback on the sweetness and juiciness of the fruit.
About 50% of Korean melon seeds in Seongju are managed by
THE KIBAN. We need to work hard to continually receive positive
feedback about our seeds and introduce more consumers to the
First Honey Korean melons.” Farmer Ryo Young-soo also showed
high expectations for the Korean melons. “We saw an increase
in profit after growing Korean melons with THE KIBAN's seeds.
| hope that THE KIBAN will continue to make new and better
seeds during my farming years.”

Thanks to their hopes and efforts, the Korean melons grew ripe
this year as well. We hope that the Korean melons that sprout
through the research and development of THE KIABN and ripen
under the hands of Seongju farmers sweetly approach both Ko-
rean consumers and overseas markets.
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Temperature control is especially r—
important during times like

this year when there are

big temperature differences
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NOROO HOLDINGS CO., LTD.

CHAIRMAN HAN YOUNG-JAE TAKES PART IN “CHILDREN'S TRAFFIC
SAFETY RELAY CHALLENGE"

Chairman Han Young-jae of NOROO Group recently took part in the “Children’s
Traffic Safety Relay Challenge” to prevent traffic accidents involving children
and to promote a safe traffic environment. Started last December by the Min-
istry of the Interior and Safety and Ministry of Education, participants of this
challenge shares the slogan that aims for a safe children’s traffic culture and
nominates another participant to create national consensus.

Chairman Han participated in the challenge after being nominated by Chief
Executive Officer Kwon Kwang-seok of Woori Bank. After posting the related
photo and message on his social media account, Chairman Han nominated
Chairman & CEO Kim Young-jin of Handok, President Oh Chang-hui of the
Global Tour and the Korea Association of Travel Agents, and Professor Lee
Ji-man of Yonsei University School of Business.

In addition to Chairman Han'’s participation in this challenge, NOROO Group
has continued to promote the “Children’s Traffic Safety Relay Challenge” an-
nually as part of the enterprise’s activities for social contribution. Last year,
NOROO Group held the “Mural Campaign for Improving Awareness of Chil-
dren’s Traffic Safety” with the Korean Transportation Safety Authority and
Korean Red Cross.
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NOROO HOLDINGS CO., LTD. HOSTED THE 75TH ANNUAL
SHAREHOLDER MEETING

The 75th Annual General Meeting of NOROO Holdings Co., Ltd. and the 15th
Annual General Meeting of NOROO Paint & Coatings Co., Ltd. were held on
March 26th at the NOROO Welfare Center at the Anyang Headquarters at-
tended by shareholders and company staff members. At the General Meeting
of Shareholders, the profit and loss report and net income, including the oper-
ating revenue and net income of the 2020 fiscal year, performance results of
subsidiary companies and investees under the equity method, were reported.
The balance sheet and statement of profits and losses regarding the com-
pany’s performances were approved along with the dividend of ordinary share
and preference share of the statement of appropriation of earned surplus (ten-
tative). Safety was prioritized at the General Meeting through full observance
of the disinfection guidelines of COVID-19.
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NOROO PAINT & COATINGS CO., LTD.

NEW PRODUCT AIMING FOR LAYERED HOMES

LAUNCH OF THE “SOON & S00" ALL COVER PAINT

Keeping in pace with the trending “layered home” concept in the post-COV-
ID-19 era, NOROO Paint & Coatings Co., Ltd. launched the “Soon & Soo All
Cover” paint — a highly functional, multipurpose water-based paint that can
be used on various spaces. Living up to its name, the “Soon & Soo All Cover”
paint is a groundbreaking product that can be painted over interior and ex-
terior surfaces of buildings, steel, nonferrous metals, lumber, PVC (plastics),
concrete, cement, sandwich panels without the need for separate primer.

With increased time spent indoors due to COVID-19, layered home decora-
tions that incorporate various functions like at-home offices, at-home gyms,
and at-home camping have grown popular, but the public find remodeling and
interior designing burdensome. As a product born through research of such
consumers’ needs, the “Soon & Soo All Cover” can be used easily on both the
interiors and exteriors of buildings, making the paint suitable for coating inte-
rior surfaces that help create a layered home. The paint is a new highly func-
tional product that can be painted over various spaces and belongings, such
as old exterior walls, steel and wooden furniture, walls of concrete verandas,
plastic chairs or nonferrous goods, wallpapers, and moldings. The paint also
does not require “primary coating” with primer or gesso before application.
Thanks to its excellent color payoff and adhesive power, the paint can help
users decorate spaces according to personal taste or individuality in addition
to creating necessary spaces.

NOROO Paint & Coatings improved safety of spaces from toxic substances
through the addition of antibacterial and antifungal functions to the product.
The product was certified as an eco-friendly material by acquiring the excel-
lent grade of the HB mark, which is a grade given after evaluation of the
release of organic compound from building materials. The paint was verified
to be free of heavy metals that are harmful to the human body and was proven
trustworthy for its non-use of harmful plasticizers and BTX (benzene, toluene,
and xylene isomers).

An official of the NOROO Paint & Coatings marketing team commented, “With
longer hours spent at home, the culture of enjoying space is changing. NOROO
Paint & Coatings focused on such change to introduce a single epochal prod-
uct that can be freely painted anywhere. We hope that consumers will use the
Soon & Soo All Cover paint to realize the lifestyles that they dreamed of by
painting the insides of their homes in styles that the whole family can enjoy.”
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