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the Korean taste.

Milestones
Since its establishment in 1965, Nongshim has
contributed to the better life of all people through
high-quality products and services and is today
writing a new history as a leader of K-Food culture.
Based on the taste of Korea, we will make the global
village even happier as a global food company
responsible for healthy world table.

HISTORY

1965

Establishing business
foundation
1965. 09
Founded the Company

1971. 12
1972. 09
1975. 10
1978. 05

Shrimp Crackers
Honey Twist Snack
Nongshim Ramyun
Banana Kick

1967. 09
Completed Dongrae
Plant in Busan
1976. 01
Completed Busan Plant
1976. 12
Completed Anyang Plant
1978. 03
Changed company name
to Nongshim

1980

Growing as a leader
1981. 08
Established Tokyo
Office in Japan

1980. 07
1980. 11
1982. 11
1983. 09
1983. 10
1984. 03
1986. 10

1982. 04
Completed the instant noodle
powder plant in Anseong

Potato Chip
Potato Stick
Neoguri, Yukejang
Bowl Noodle Soup
Ansungtangmyun
Onion Rings
Chapaghetti
Shin Ramyun

1985. 03
Occupied the largest M/S in the domestic
instant noodle market
Selected as the official instant noodle
supplier for the 1986 Asian Games and the
1988 Summer Olympics held in Seoul

1990

Taking a leap
1991. 09
Completed
Gumi Plant

1992. 03
1992. 07
1995. 12
1998. 09

Shrimp Chips
Champong Ramyun
Udon Noodle Soup
(Cup)
Chochung U-Gua

1996. 09
Completed
Nongshim
1992. 05
Completed Intelligent
Asan Plant Building and
dedicated to Shanghai Plant
snacks

1999. 07
Launched the
Nongshim Shin
Ramyun Cup World
Baduk Championship

1998. 07
Completed
Qingdao
Plant in
China

2001. 03
2008. 05
2010. 06
2011. 04
2012. 12

1999. 09
Operated Gumi
Plant, a state-ofthe-art production
facility for the 21st
century

2000. 11
Completed
Shenyang
Plant
2000. 12
Obtained the
ISO14001
certification for
five plants

2000 Shaping as a global company

Mupamatangmyun
Hooroorook
Sumi Potato Chip
Shin Ramyun Black
Baeksan Artesian Water

2015. 09
Celebrated
Nongshim’s 50th
anniversary
2001. 10
Selected as
a company
that can
deliver
sustainable
growth
by Bain &
Company

2005. 07
Completed
LA Plant

2007. 04
Completed
Noksan
Plant

2008. 09
Completed
Jinshan Plant
in Shanghai
(Relocation
of Shanghai
Plant)

2015. 04
2015. 11
2016. 07
2016. 10
2017. 10
2017. 11

2010.08
Completed
Yanbian Plant
and started
the production
of Baeksan
Artesian Water

2011. 12
Recognized to
be compliant
with HACCP
(all products
at all plants)

Zha Wang
Champong Noodle Soup
Budae Jjigae Noodle Soup
Chocolate Banana Kick
Pretzel
Shin Ramyun Black Bowl
Noodle Soup

2015. 10
Completed a new
plant for Baeksan
Artesian Water
production
2015. 12
Achieved KRW
10 trillion in
cumulative Shin
Ramyun sales

2016. 10
Celebrated
Shin Ramyun’s
30th
anniversary

2019. 02
2019. 07
2019. 08
2019. 12

2017. 06
Became
Korea’s first
food company
to enter all
Walmart stores
in the U.S.

Shin Ramyun Light
Grilled Shrimp Chips
Nongshim Rice
Noodle
Zha Wang Light

2020. 06
Selected as the
world’s best instant
noodle by New York
Times (Shin Ramyun
Black)

2018. 12
Achieved record high
in overseas sales
Ranked 3rd
in Korea’s
representative
global brands (Shin
Ramyun)

2019. 09
Promoted the
construction of
the 2nd plant in
the U.S.

2020. 03
2020. 04
2020. 05
2020. 07
2020. 08

2020. 10
Launched the Baeksan
Artesian Water Cup
Senior World Baduk
Championship

Pawn Snack (Dalgona Flavor)
Angry Chapaguri Big Bowl
Shin Ramyun Lite Bowl
Potato Chips (Egg Toast Flavor)
Shin Ramyun Black Bowl
Tofu Kimchi
2020. 10 Corn Snack
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Message from the CEO

Respected Customers and Shareholders
First of all, I would like to express my deep gratitude
to all of you for taking interest in the growth and
development of Nongshim and giving unwavering
encouragement and support over the last year.
Nongshim achieved KRW 2.6 trillion in sales and KRW
160 billion in operating profit through domestic and
overseas business in 2020. Both sales and profit posted
remarkable growth from the previous year. This year
also, we will strive to create satisfactory results in both
sales and profits by expanding our core business and
overseas businesses.
It is estimated that 2021 will be a year of revolution. A
new trend called untact (non-face-to-face) caused by
COVID-19 pandemic will accelerate changes in business
environment. In addition, worsening real economy and
increasing uncertainty and volatility makes it difficult
to predict the future of global economy. It becomes
important to consider that quantitative easing policy of
each country against the pandemic might bring about
global economic disaster in the future. Despite the
expectation on economic recovery from the supply of
corona vaccine, it is not easy for the domestic economy
to completely get away with the aftermath of the
COVID-19 in 2021. We know through historical lessons
that the world order is reestablished after huge events
such as COVID-19 pandemic. After the war with the
virus is over, we will face a period of revolution.
To overcome these challenges, Nongshim has termed
the management roadmap as “pursuing a general
trading company” for the year 2021. It refers to
the generation of profits by selling good products
effectively and also the meaning of improving the
overall management structure of the company. A
general trading company creates profits by developing
competitive products and services customers want
and selling them after adding values. We will focus on
renovating our management structure in proactive
response to changes from the era of manufacturing
to the era of sales. In particular, in order to ensure

sustainable growth in any changes in business environment, we
will continue to pursue innovation and internalization without
compromising with the current performance. To achieve our
management goal, we will promote the following tasks.

We will strive for systematic management of the brand.
Branding is about creating a desire for customers to buy
products than simply selling products. To pursue this, we intend
to create a good image to customers by actively providing
authentic information and brand value. When this series of
activities comes from all organizations, both front and back, we
will actualize a stronger brand power that can ensure higher
competitiveness in both online and offline stores without being
faltered by any market changes. Moreover, we will take a step
closer to consumers through active promotion of the corporate
slogan “Lovely Life Lovely Food” and the CSR campaign for
children with leukemia.

We will focus on pioneering the global market.
After the Korean movie “Parasite” received the 4th (4 awards
in the 92nd) Academy Awards in early 2020, Chapaghetti and
Neoguri became famous worldwide. Nongshim still have many
outstanding products that will promote Korea and spread the
food culture of Korea. In 2021, we intend to lay a foundation
for another leap forward as a global company by strengthening
our product portfolio in the global market. To achieve this, early
stabilization of our new plant in Qingdao, China, and the second
plant in the United States will be promoted.

We will do our best to secure new growth engines.
Recently, the food industry is facing territorial destruction
and infinite competition. Furthermore, rapid growth of the
online market caused by COVID-19 is likely to drive a major
change in the distribution industry. Companies which are
failure in consistently launching market-leading products and
preoccupying new categories will be weeded out of the market.
We will do our best to actively expand the market based on
Nongshim's accumulated experiences and achievements in food
industry. In order to realize this, we will also review ways to
effectively utilize external resources such as strategic alliances
and startups.

Lastly, we will lay the foundation for sustainable growth
by improving company constitution.
Prices of raw materials including grain and crude oil which had
been stabilized downward showed a sharp rise recently. Some
major media outlets started to say that the “super cycle of raw
materials” has come. This means that for Nongshim with high
proportion of raw and subsidiary materials in product sales,
profitability may not be guaranteed even if sales increase in
the future. Therefore, it is necessary to promote our business
and cost structure optimization for the purpose of ensuring
profitability. We will make every effort to restructure poor-profit
businesses and pursue efficient cost control.
Based on these initiatives, we will respond to changes in
internal and external business environment in a systematic and
flexible manner, thereby attaining our business goal for 2021.
We look forward to continued support and guidance from our
shareholders.
I would like to evaluate the past year as a time of overcoming the
period of chaos through dedication and effort of the members
of Nongshim beyond the limits. All Nongshim people including
production and sales staff who worked day and night to respond to
the explosive demand and orders in early days of the COVID-19
crisis, the logistics staff who struggled with rapidly increasing
volume of the goods, and even other members who silently
supported this process have contributed to the Korean economy
and consumers during COVID-19 crisis. In 2020, the passion
and sweat of the Nongshim people at home and abroad resulted
in highest sales and profit ever. There is no doubt that our lives
will come back to normal. I think that the growth of Nongshim
after recovery of our lives depends entirely on whether each of
us collects and practices wisdom. All the employees of Nongshim
will do their best to make 2021 a meaningful year to overcome
the war-like situation amid the global pandemic and set a
foothold for a leap forward.
Once again, I sincerely thank you for your interest and support,
and wish you good health and lasting prosperity.

CEO of Nongshim

Joon Park
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Financial Highlights

Operating Performance

Sales Breakdown in 2020

(Non-consolidated basis, unit: KRW in billions)

2018

2019

2020

1,858

1,906

2,106

1,199

1,215

1,333

Snacks

324

324

353

Beverages

155

162

157

Import brands

203

215

223

Export

191

212

277

496

497

559

Operating profit

67

49

90

Net profit

76

56

93

Sales*
Instant noodles

Gross profit

(Non-consolidated basis, unit: KRW in billions)

56.9%

11

.8

%

9.5

%

* Sales exclude sales allowances, while sales of each business division are based on gross sales (non-consolidated basis)

.1

15
%

6.7%

Financial Status and Ratio

(Non-consolidated basis, unit: KRW in billions)

Total assets
Total liabilities
Total shareholders’ equity
Debt-to-equity (%)
Price-dividend yield (%)

2018

2019

2020

2,407

2,497

2,494

512

581

512

1,894

1,916

1,983

27.0

30.3

25.8

1.6

1.7

1.3

Sales of Overseas Subsidiaries
China

2017

2018

2019

2020

(Consolidated basis, unit: KRW in billions)

Operating Profit
2018

2,236

2,344

2,640

2019

2020

277

Import brands

223

Beverages

157

Snacks

353
1,333

Instant noodles

U.S.

Japan

Canada

2016

Sales

Export

(Unit: USD in millions)

Australia

253

225

Vietnam

179

40

200

47

12

15

(Consolidated basis, unit: KRW in billions)

89

79

160

2018

260

2019

267

2020

* Sum of each overseas local subsidiary

225

252

314

59

20

65

291

22

7

89

44

26

7
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Brand Portfolio

Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Instant Noodles

Snacks

Beverages

Import Brands

Nongshim’s noodle brands are captivating the heart of

Nongshim snacks satisfying consumer needs, safety and

From Baeksan Artesian Water, the world-class bottled

Nongshim provides domestic consumers with new tastes

global consumers with its special tastes and quality. We

health are Korean best brands loved by people of all

water brand, fruit juice to tea drinks and sodas, our

and experiences by introducing a variety of the world’s

deliver more values through instant noodles.

ages for a long time.

top beverage brands open the world of new tastes to

renowned food brands.

consumers.

Sales proportion of the instant noodle
business in 2020

56.9%

Sales proportion of the snacks
business in 2020

15.1%

Sales proportion of the beverages
business in 2020

6.7%

Sales proportion of the import brands
business in 2020

9.5%
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Brand Portfolio

Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Creating New Standards
of Taste
In 2020, Nongshim has spearheaded K-Food wave across the
globe by capturing consumers from Jungfrau, the roof of Europe,
to Punta Arenas in Chile, the southernmost city of the world.
We achieved overseas sales of more than KRW 1.19 trillion
including “Shin Ramyun” and “Baeksan Artesian Water” in over
100 countries, which proved that Korean taste can be one of the
most cosmopolitan taste.
By focusing on world-class capabilities in R&D, production, and
distribution, Nongshim will further solidify its status as a K-Food
brand representing Korea and impressing the world.

TASTE
Total Overseas Sales
in 2020

KRW

1,188

Sales of the U.S. Subsidiary
in 2020

billion

USD

291

million

Sales Growth of
Overseas Subsidiaries

26

%

13
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Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Becoming a Culture
More than Just Food
The COVID-19 pandemic has brought about critical changes in the
food business also. Rapidly growing demands for convenience foods
amid the global trend of homeconomy and untact have become
another prospect for our instant noodle brands.
Particularly, Shin Ramyun has evolved as a brand representing
K-Food wave by competing global food brands in terms of both taste
and quality, helping Nongshim become 5th instant noodle maker in
the world in 2020.
Shin Ramyun and Shin Ramyun Black was selected as the world’s
best instant noodle by “New York Times”, a global travel website “The
Travel” and a giant YouTube channel “Good Mythical Morning” in the
Unites States. Today, Shin Ramyun is an iconic food loved by people
around the world.

QUALITY
Overseas Sales of Shin
Ramyun in 2020

USD

391

million

Overseas Sales Growth
of Shin Ramyun

29

%

Nongshim's Global
Market Share (E)

5.7

%
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Brand Portfolio

Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Adding Pleasure to
Daily Life
Nongshim snacks have always been an instrument of pleasure
whenever and wherever consumers meet their families, friends,
and lovers. Particularly, “Kkang” series (five snacks brands as the
last letter ends with Kkang in Korean) have been the most popular
snacks since the early 70s.
The popularity of both Shrimp Crackers and Onion Snack, Potato
Snack, Sweet Potato Snack, and the newly launched Corn Snack
has sparked a new wave in the domestic snack market and
contributed to creating a new coinage of Kkang trend.
As a result, annual sales of five “Kkang” series first surpassed KRW
100 billion in 2020.

PLEASURE
Sales of "Kkang"
Series in 2020

108

KRW

Sales Growth of
Shrimp Crackers

billion

19

%

Sales Growth of
Potato Snack

28

%

Sales Growth of
Sweet Potato Snack

47

%

Sales Growth of
Onion Snack

79

%

17

18

Brand Portfolio

ANNUAL REPORT 2020

19

Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Pursuing a Healthy Future
Baeksan Artesian Water is pure natural water which rises from
Naedu Stream, a natural source of water located in protected
virgin forest of Mt. Baekdu.
Being filtered by volcanic bedrock for a long time, the natural
water contains a variety of minerals in a balanced way.
Particularly, it demonstrates rich natural silica mineral.
Moreover, Baeksan Artesian Water ensures safety and high
quality as the entire process ranging from water collection to
production and packaging is fully automatically managed in the
smart factory, helping people have a healthy day.

HEALTH
Reduction of Plastic Consumption
(500ml Baeksan Artesian Water)

13.5

%

Market Share of
Baeksan Artesian Water

8.7

%

20

ANNUAL REPORT 2020

Brand Portfolio

Nongshim’s products that communicate with people all over the world through Korean taste
enhance pleasure in their daily life. Our diverse products, in which our conviction that food is all
about life is contained, contribute to delivering health and happiness to the world.

Shin Ramyun in the world

Mesmerizing the world with
the spicy taste of Shin Ramyun
Shin Ramyun Dreams to Become a Global Superstar.
Shin Ramyun, a representation of the Korean spice, is gaining
enormous popularity all over the world. Its status is unparalleled both

Finland
Norway

in China, the world’s largest instant noodles consumer, and Japan,

Russia
Sweden

the birthplace of instant noodles. Since its launch in 1986, Shin Ramyun

Netherlands
Ireland

Czech

U.K
Germany

Poland
Slovakia

Swiss

Mongolia

Bulgaria

Spain

Jordan

Morocco
Algerie

Libya

Saudi Arabia

Nepal

U.A.E.
Oman

Guinea

India

Kenya

South America as well as Asia, North America, and Europe. By doing so,

Bhutan
Bangladesh

Ethiopia

Nigeria

power of Shin Ramyun and continuously developing new markets in

China
Pakistan

Qatar

Going forward, Nongshim will further focus on enhancing the brand

U.S.A.
Japan

Iran
Kuwait

Egypt

instant noodles maker in the world.

Kyrgyzstan
Uzbekistan

Turkey

Molta

Ghana

countries today, thereby making Nongshim the fifth largest

Kazakhstan

Ukraine

Austria

France

has spearheaded the K-Ramyun wave and it is sold in more than 100

Canada

Laos

Thailand
Myanmar

Taiwan
Hong Kong

Vietnam
Cambodia

Malaysia
Singapore

Dominican Rep.
Guatemala
Nicaragua

Guam
Philippines
Palau

Brunei

we will mark a new milestone to the history of instant noodle business.

Mexico

Micronesia

Marshall Islands

Panama

Kiribati

Suriname

Indonesia
Papua New Guinea

Tuvalu

Angola

Peru

Western Samoa
Fiji
Madagascar

New Caledonia

Cook Islands

Brazil

Tahiti
Bolivia

Paraguay

Australia
South Africa
Chile

Cumulative sales revenue and units of
Shin Ramyun as of the end of 2020

KRW

14.4

trillion,

34

Argentina

New Zealand

billion units

Shin Ramyun, the No.1 instant noodle brand of Korea!
Based on its solid brand power, Shin Ramyun is at the forefront of
boosting global business of Nongshim.

21
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Review of
Operations
Nongshim will further solidify its dominance in the
instant noodle and snack markets while sharpening the
competitiveness of Baeksan Artesian Water as a next
driving force for the purpose of opening a new chapter in
the history of Nongshim as a global company.

With the belief that food is all about life, we have
provided food products that consumers can trust both at home
and abroad. Our footprint represents the history of Korean food
industry and great journey towards becoming
a global food company. Based on the unique taste and
unequaled quality, we will continue to secure stronger
consumer confidence and boost our brand power.

Instant Noodles

24

Snacks

28

Beverages

30

Import Brands

32
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I N S TA N T
NOODLES

Shin Ramyun: Writing a New
History of Korea’s Instant Noodle
Becoming the No.1 noodle manufacturer in 1985, thanks
to tremendous popularity of Ansungtangmyun, Neoguri,

Nongshim has delivered happiness to consumers across the globe by
disseminating Korea’s unique food culture. Particularly, global consumption of
instant noodles skyrocketed in 2020 due to COVID-19 pandemic, which helped
the power of our instant noodle brands be further elevated.

and Chapaghetti, Nongshim has been maintaining an

Our flagship instant noodle brand “Shin Ramyun” spearheaded K-Food wave
by achieving sales of over USD 391 million in the overseas market in 2020.

market leadership.

Heavyweight journals including the New York Times selected Shin Ramyun as the
world’s best instant noodle. Other major brands including Yukejang Bowl Noodle
Soup and Ansungtangmyun also achieved remarkable sales growth due to its
strength of unrivaled brand power. As a result, Nongshim has evolved into world’s
fifth largest instant noodle maker.

annual sales of over KRW 100 billion in 1992, just six years

indisputable leading position in the domestic instant
noodle market. Particularly, Shin Ramyun, as a global
brand demonstrating unique taste, high quality, and
adamant brand loyalty, has been a pivotal role for our

The legacy of Shin Ramyun is second-to-none: the
after its launch in 1986; the first overseas production in
1996; export to 100 countries in 2014; and accumulated
sales of KRW 10 trillion by a single brand for the first time
in the industry in 2015.
Domestic and overseas sales of Shin Ramyun in 2020

We will deliver more values and happiness to global consumers with our diverse
instant noodle products.

grew by 5% and 31% year-on-year, respectively, to KRW
898.4 billion in 2020, which was attributable to continuous
popularity in Korea and active sales channel expansion
in the United States, Canada, South America and in Asia
as well. Shin Ramyun is looking ahead to join the KRW
1 trillion sales club as a single brand. Shin Ramyun is
solidifying its status as a global instant noodle brand that
leads the K-Food wave.

Sales trend of the
instant noodle business
(Unit: KRW in billions)

Market share in the domestic
instant market in 2020

55.7%

1,333
1,199

1,215

Sales proportion of the instant
noodle business in 2020

56.9%

2018

2019

2020

25
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Special Story

Cultivating Global Brands
Beyond Shin Ramyun

Seoul

Gangwon-do

In 2020, instant noodle was appreciated for

Shin Ramyun

9.6

Shin Ramyun

its value as a substitute food around the world

11.1

Chapaghetti

6.9

Chapaghetti

6.7

Jin Ramen
(Spicy)

4.5

Yukejang Bowl
Noodle Soup

5.0

due to growing consumption of convenience
foods caused by COVID-19 pandemic.
We will continue to focus on developing new
global markets in line with this favorable

Gyeonggi-do

change. First of all, we will secure more sales

Shin Ramyun

11.0

Shin Ramyun

12.9

networks embracing both large-scale and

Chapaghetti

7.3

Chapaghetti

7.0

mid-to-small retailers for the purpose of

Jin Ramen
(Spicy)

4.8

Jin Ramen
(Spicy)

4.6

further strengthening the brand power of

Chungcheongbuk-do

Shin Ramyun. At the same time, overseas
expansion of major products demonstrating

Chungcheongnam-do

stable brand power in the domestic market

Shin Ramyun

11.6

Shin Ramyun

such as Chapaghetti and Neoguri will be

9.0

Chapaghetti

6.4

8.5

Yukejang Bowl
Noodle Soup

4.3

Ansungtangmyun
Chapaghetti

promoted in order to cultivate global brands
beyond Shin Ramyun.

Gyeongsangbuk-do

6.6

By doing so, we will provide consumers with
Jeollabuk-do

a much wider choice of high-quality instant
noodles across the globe.

Gyeongsangnam-do

6.6

Ansungtangmyun
Shin Ramyun

7.4

4.5

Chapaghetti

7.1

Launching New Products That Meet
Changing Consumption Trends

Shin Ramyun

11.6

Chapaghetti
Samyang
Ramen

Nongshim has showcased a variety of new high-quality

Jeollanam-do

products that can satisfy consumers’ changing taste and

Shin Ramyun

8.9

Chapaghetti
Jin Ramen
(Spicy)

differentiate themselves from existing steady-selling
products. These include non-frying noodles, Angry Neoguri
RTA, Shin Ramyun Black Bowl (Tofu Kimchi Taste). These

Busan

6.2

Ansungtangmyun
Shin Ramyun

8.1

5.6

Chapaghetti

7.3

products provide consumers a wider range of choices.
We also launched “Angry Chapaguri Big Bowl” with spicy
flavor and “Chapaguri Big Bowl (overseas sales only)” with
original taste, inspired by the much popularity of “Chapaguri”,
a combination of Chapaghetti and Neoguri, because of

Shin Ramyun Maintained Unrivaled No.1 Position in 2020.

the big hit of Korean movie “Parasite”. These two products

Nongshim made the “2020 National Instant Noodle Popularity Map” that shows the

have become the most beloved instant noodles from

popularity ranking of instant noodles by region based on the market survey result of

Modisumers.

Nielson Korea. As of the end of September 2020, Shin Ramyun maintained unrivaled

Nongshim will continue to lead the development of

No.1 position accounting for 9.9% market share just as a single brand in Korea.

instant noodles that provide consumers with new values

Chapaghetti ranked second with 7.1% market share due to the enormous popularity of

by reflecting changes in consumption trend due to

“Chapaguri,” a combination of Chapaghetti and Neoguri.

increasing solo diners and consumption characteristics of
1020 generation.

9.3

8.3
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SNACKS

Corn Snack Created a New
Record in Our Snacks Business

Nongshim’s snack products have been loved by consumers for a long time
due to its excellent taste and quality. Particularly in 2020, five “Kkang” series
(Shrimp Crackers, Onion Snack, Potato Snack, Sweet Potato Snack, and Corn
Snack) realized sales of more than KRW 100 billion, demonstrating its brand
competitiveness.

In 2020, Shrimp Crackers became an object of
meme, a form of cultural phenomenon, after the
launch of a YouTube advertisement where a famous
Korean singer “Rain” was casted as a main model.
The advertisement became a catalyst for the
tremendous popularity of “Kkang” series. As a

Shrimp Crackers, our flagship snack brand loved by consumers of all ages,
maintained strong popularity with stable sales growth, which contributed to
unleashing impressive sales growth of Potato Snack, Sweet Potato Snack, and

result, annual sales of five “Kkang” series exceeded
KRW 100 billion in 2020. Potato Snack realized
28% growth in sales year-on-year. Sweet Potato

Onion Snack. Corn Snack, launched in October 2020, also gained much popularity
from its early stage through word of mouth as its unique sweet and nutty taste
provoked consumers’ curiosity.

Snack and Onion Snack also grew 47% and 79%,
respectively. Corn Snack, launched in October, sold
more than 2 million packs in just 40 days. To meet
the surging demands, we increased production

Nongshim promises to further solidify its status as a leading snack-maker
representing Korea by living up to the changing consumer needs and strengthening
consumer-friendly brand communication activities.

capacity by over 60% by adding a production line
dedicated for Corn Snack.
Demonstrating the original taste of raw materials
without sharp tasting, these products are expected
to ensure brand loyalty. Going forward, Nongshim
will reach out to our consumers with different
snack brands and strive to generate new values.

Sales trend of the
snack business
(Unit: KRW in billions)

Market share in the domestic
snack market in 2020

30.7%

353
324

324

2018

2019

Sales proportion of the
snack business in 2020

15.1%

2020
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BEVER AGES
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Sales trend of the
beverage business
(Unit: KRW in billions)

Nongshim delivers health and pleasure to consumers with a global premium
bottled water brand Baeksan Artesian Water and other globally recognized
beverage products.

155

162

157

2019

2020

Baeksan Artesian Water is produced with the natural water originating from the
Naedu Stream located in the preservation area of the pristine primeval forest
of Mt. Baekdu. It contains well-balanced natural minerals and healthy silica
naturally filtered by the volcanic bedrock of Mt. Baekdu for a long time.
Other beverage brands such as Welch’s Juice with 150 years of tradition, CapriSun, global children’s favorite beverage for over 50 years, and a global tea drink
brand ITO EN, these all deliver different tastes and experiences to domestic
consumers.

2018

Baeksan Artesian Water to Lead the
Future of Nongshim
Nongshim’s Baeksan Artesian Water has been highly appreciated
for its balanced mineral substances and pureness by water
professionals, enhancing its brand power at home and abroad.
Baeksan Artesian Water delivers pureness and health because it
is taken from the Naedu Stream, a natural water source filtered
by the volcanic bedrock of Mt. Baekdu for a long time. Interest in
product safety and hygiene is on a rise globally due to COVID-19
pandemic. We are focusing on expanding marketing activities in
order to target the Chinese bottled water market with a size of over
KRW 17 trillion and pioneering new sales channels in the United
States, Australia as well as Hong Kong, Taiwan, and Japan. The
smart factory dedicated to the production of Baeksan Artesian
Water has been playing a pivotal role as a bridgehead for the global
expansion of our beverage business and sustainable growth.

Enhancing Competitiveness in Beverage
Business by Securing Global Beverage Brands
Sales proportion of the
beverage business in 2020

6.7%

Through license agreements with global beverage makers, Nongshim provides a wide variety of world-class beverage brands to
domestic consumers, including Welch’s juice and soda and natural fruit drink Capri Sun. Particularly, various tastes and packages
of Capri Sun are produced at Asan Plant with state-of-the-art facilities specialized in beverages. Other beverage products
include Power O2, a concentrated oxygen drink of Adelholzener, Oio Tea and Jasmine Tea of ITO EN, a world-class tea maker.
These products deliver different tastes and pleasure to consumers. Nongshim will continue to develop new competitive products
through alliance with global makers and facilitation of its own technologies, thereby leading the domestic beverage market.
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IMPORT BR ANDS

Enjoying Different Food Cultures
Nongshim imports and sells top-notch brands
with worldwide reputations, including Kellogg’s

As consumers across the globe can encounter Korean tastes through Nongshim,
domestic consumers are also experiencing world-class products through
Nongshim. Nongshim’s global brand import and sales business is carried out
based on strategic partnership with global food companies. This also makes a
great contribution to enhancing our global network necessary for promoting
globalization strategy.

cereals of the United States, Tulip of Denmark,
best-selling House Curry of Japan, and world’s
first lollipop Chupa Chups of Spain.
The lineup of our global brands has been
strengthened by introducing Kellogg’s potato
chip brand Pringles in 2012, a global candy brand
Mentos in 2014, retail coffee Folgers, Jam and

Through this business, we provide domestic consumers with a chance to

Jif of Smucker’s in 2017, and over a 170-year-

experience different tastes of globally renowned food brands such as Kellogg’s
cereals, Chupa Chups, Tulip, House Curry, and Vono Soup.

tradition premium chocolate brand Lindt in 2018,
and Villa Blanca Oil of Spain’s No.1 oil maker
ACESUR in 2019 with the aim of providing Korean
consumers with more diversified options of food.
Going forward, Nongshim will strive to expand
consumer-tailored marketing activities, identify
new markets, and introduce new products in
order to seek stable growth of our global brand
import and sales business.

Sales trend of the
import brands business
(Unit: KRW in billions)

223
215
203

Sales proportion of the
import brands business in 2020

9.5%

2018

2019

2020
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Nongshim has promoted global expansion since dominating

Global Business
Nongshim has solidified its status as a global food
company by achieving remarkable overseas sales.

the domestic instant noodle market in 1990s. Based on its
firm position as a global food company, Nongshim will continue
to accelerate overseas sales growth of flagship products by
spearheading the K-Food wave across the globe.
Upon the completion of second plant in the United States in 2021,
we will give impetus to the development of new markets in South
America as well as North America.
For many years to come, Nongshim will deliver exciting dining
experience to people around the world through quality products
including Shin Ramyun and Baeksan Artesian Water.

North America

36

China

40

Japan

44

AustraliaᆞVietnam & Export

46

35
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Becoming a Mainstreamer in the
United States

37

large-scale distributors. Sales from Walmart and Costco stores
soared 39% and 52%, respectively.
Particularly, there was a growing awareness that our instant

NORTH AMERICA
We are paving the way for sustainable
growth as a global player in the United
States, the bridgehead for advancement
into South America.

Shin Ramyun was positioned as a byword for the K-Food

noodles are sufficient for a meal amid the COVID-19 pandemic.

wave by becoming the first Korean food brand to enter more

“The New York Times”, one of the top three daily newspapers

than four thousand Walmart stores across the United States

in the United States recommended Shin Ramyun Black as

in 2017. Since then, the sales channel of Shin Ramyun has

the world’s best instant noodle. A global travel website, “The

been expanded to local superstores such as Costco and

Travel” and a US- based large-scale YouTube channel, “Good

Kroger. Diverse marketing activities for local consumers were

Mythical Morning” also selected Shin Ramyun Black and Shin

also promoted. As a result, sales in the mainstream market

Ramyun as the world’s best instant noodle, respectively. These

surpassed those in the Asian market.

appreciations reflect the value of our instant noodle brands in

Nongshim witnessed remarkable sales growth in the United

the United States.

States in 2020. Our local subsidiary attained USD 335 million
in sales, an increase of 33% compared to the previous year,
which was attributable to active sales strategies through major

2020 Sales in the U.S.

2020 Sales in Canada

USD

USD

291

million

44

million

Major brands

Shin Ramyun

Shin Ramyun
Black

Yukejang Bowl
Noodle Soup

Udon Noodle
Soup

Chapaghetti

Neoguri
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“Consumers with different backgrounds in the

Brief History of Nongshim in the U.S.

U.S., including Asians and Latin Americans,

1984

Established an office in San Francisco

are enjoying the taste of Nongshim products.

1987

Moved the office to Los Angeles

This proves that the taste of our brands can

1994

Established Nongshim America, Inc.

be delivered to all 7.7 billion people around

2002

Launched a branch office in Canada

the world.”

2005

Started a plant operation in Rancho Cucamonga

2019

Determined the construction of the 2nd plant

2020

Established Nongshim Canada, Inc.

Beating Competitors through a Premium
Pricing Strategy

Sales trend
(USD in millions)
U.S.

335

Canada

44

291

225

252

2020

The 2nd Plant in the United States, a
Bridgehead for Another Leap Forward

concentrated on taking our products root in Los Angeles
with growth potential and then expanded sales networks to

Nongshim will take another leap forward in the global market

in the United States by positioning our products as a meal

neighboring cities including San Diego, San Francisco, and

with its completion of the 2nd plant around the local plant

replacement beyond convenience food. Our strategy has

Las Vegas. Distribution channels had also been expanded to

in Los Angeles. The 2nd plant, which will be equipped with

focused on making local consumers aware that instant noodle

large-scale distributors such as Walmart, Costco and Kroger

three fried instant noodle production lines (pack and bowl),

has taste and nutrients equivalent to pasta. Competitors sold

from retailers for Korean immigrants, Asian immigrants, and

is scheduled to start operation in November 2021. It will play

a pack of three or four noodles at USD 1 to target low-income

Hispanics.

a pivotal role not only in stably supplying instant noodles

consumers, while Nongshim promoted a premium pricing

throughout the United States but also in accelerating entry

strategy that sold Shin Ramyun at around USD 1 per one pack.

into South America.

consumers with Korea’s unique spicy flavor.
2019

step. In the early stage of entering the United States, we

We have succeeded in growing the demand for instant noodles

This strategy was effective and well-directed to captivate local
2018

Another strategy was to expand the market step by
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Implanting Our Brands in China the Way It Is

41

instead of localization, succeeding in building a premium
image different from low-priced local products.

The entry to Chinese market started by establishing
Shanghai Plant, a joint venture with a Taiwanese firm, in
1996. We took over entire shares in 1998 for the purpose
of independent business operation from a long-term per-

CHINA

spective. Since then, Qingdao Plant and Shenyang Plant
began its operations in 1998 and 2000, respectively.
With the strategy of “Implanting Our Brands in China the

Nongshim has enjoyed stable growth in China for over two
decades where it was not easy for foreign companies to
ensure business success. We are striving to expand sales
network from eastern coastal cities such as Shanghai and
Qingdao to western inland cities like Chongqing and Xian.
We are also proactive in entering the fast-growing online
market to boost local business.

Way It Is”, we have launched flagship products including
Shin Ramyun, Shin Ramyun Black. and Neoguri. We have
maintained the original taste, quality, design, and brand

From Shin Ramyun to Baeksan Artesian
Water, we are changing the local food
culture and lifestyle in China by supplying
premium quality products.

2020 Sales in China

USD

314

million

Major brands

Shin Ramyun

Shin Ramyun
Black

Kimchi
Ramyun

Shrimp Crackers

Onion Rings

Pawn Snack

Baeksan Artesian
Water

Shin Cup
Noodle Soup

Kimchi Big
Bowl
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“Nongshim is going beyond a simple food

Brief History of Nongshim in China

supplier and evolving into a localized food

1996

Completed Shanghai plant

company that contributes to improving the

1998

Completed Qingdao plant

2000

Completed Shenyang plant

2008

Completed Jinshan plant in Shanghai

quality of life of Chinese consumers.”

43

(relocation of Shanghai plant)

2010

Completed Yanbian plant and started the production of
Baeksan Artesian Water

Changing the Culture of Instant Noodle Market
in China

Sales trend
(USD in millions)

314

260

2018

267

2019

2020

Targeting Online Sales Channels
In line with the rapidly changing local distribution environment

2015

Completed a new plant to produce Baeksan Artesian Water

2017

Expanded the production line of Baeksan Artesian Water

Nongshim Shin Ramyun Cup World Baduk
Championship

The key to our success in China can be summed up in a two-track

in China, Nongshim has strengthened online business

Considering the fact that Baduk is very popular in China,

approach - differentiated products and localized marketing strategy.

strategies by establishing a dedicated organization. Since

we created the Nongshim Shin Ramyun Cup World Baduk

We have stuck to the principle of delivering authentic spicy taste

opening of an official site on Taobao.com at the end of 2013,

Championship, the world’s first international Baduk

of Korean food while implementing advertisement and marketing

for the first time among Korean food companies, we have

tournament in July 1999 jointly organized by the Korean

campaigns thoroughly customized for local consumers. It had been

expanded sales channel to most online shops including JD.com

Baduk Association with an aim of raising consumer awareness

common for Chinese people to enjoy instant noodles by pouring

and Hema Xiansheng (freshhema.com). As a result, our online

about Nongshim and Shin Ramyun. This event has triggered

hot water instead of boiling. However, Nongshim has disseminated

sales hit a new record of USD 36 million in 2020, which was

the consumption of Shin Ramyun. For example, during the

the Korean cooking style of boiling instant noodle. In response, we

more than 17 times in just seven years after achieving USD

9th competition, spotlighted by more than 700 local media

carried out tasting events at large supermarkets to gradually change

2.1 million in 2014. To accelerate online sales, we focus on

outlets as a Chinese professional Baduk player first won the

their instant noodle culture with a slogan of “Instant noodles taste

delivering the excellence of our products to local consumers

title, Nongshim achieved tens of billions Korean Won worth

better when boiled”. It has become so popular in China that a lot of

through diverse advertisement videos and live sales events.

of marketing activities. The Nongshim Shin Ramyun Cup

local instant noodle makers are selling products with similar cooking

A package consisting of Nongshim’s representative eight

World Baduk Championship has contributed to expanding

method. Moreover, our premium brand strategy has worked together

noodles including Shin Ramyun, Ansungtangmyun, and

distribution channels and growing sales across the nation.

with the increase of local people’s income level to boost demand for

Neoguri has been the most popular product and recently

Shin Ramyun.

premium brands such as Shin Ramyun Black and Baeksan
Artesian Water are also enjoying sharp sales growth.

Inaugurating the Era of Premium Bottled Water
In China, natural water business is at its early stage of growth
because pure water purified from tap water still dominates the local
drinking water market. By capitalizing on the popularity of Shin
Ramyun as a premium brand, we have been conducting marketing
activities aimed at positioning Baeksan Artesian Water as a premium
and healthy natural water brand in China. To accomplish this,
Nongshim completed the construction of its third production line
of Baeksan Artesian Water in September 2017, expanding annual
production capacity up to maximum 1.4 million ton.
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No.1 Brand in the Spicy Flavor Instant
Noodle Market
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100 billion due to its strength of actively expanding sales
network across the nation since 2019.
To meet growing consumption of spicy flavor in Japan, Nong-

Exporting instant noodles to large cities such as Tokyo and

shim launched Shin Ramyun Red with spicier flavor than ex-

Osaka, Nongshim established Nongshim Japan, a local sales

isting Shin Ramyun, enhancing the status of Shin brand.

subsidiary, in 2002 for a full-scale advancement into Japan.

JAPAN

Since then, two branches have been launched in Nagoya
and Kyushu to introduce our brands all over the country.

We will continue to expand the lineup of Shin brand including Shin Ramyun Kimchi Noodle and Shin Ramyun Light and
provide impetus to on-/offline marketing activities in order

Nongshim Japan has conducted diverse marketing activities

to activate communication with local consumers and ensure

aimed at raising the awareness about Shin Ramyun brand.

sustainable sales growth.

Those include sampling events at large-scale marts, Shin
Ramyun Day event, and Shin Ramyun Kitchen Car promo-

Nongshim is fascinating local consumers in
Japan with its unique spicy flavor.

tion, which help Japanese consumers who are not familiar

Brief History of Nongshim in Japan

with spicy taste experience Nongshim’s unique taste.
As a result of these efforts, Nongshim Japan created net
profit in 2017. Sales hit a record in 2020 by surpassing KRW

1981

Launched an office in Tokyo

2002

Established Nongshim Japan (Head office in Tokyo)
Launched a branch office in Osaka

2009

Launched a branch office in Kyushu (Jul.)
Launched a branch office in Nagoya (Dec.)

2020 Sales in Japan

USD

89

million

Major brands

Shin Ramyun

Doongji Cold
Noodles

Neoguri

Gomtang Ramyun

Potato
Noodle Soup

Shrimp Crackers

Shin Cup
Noodle Soup

Uma Cup

Shin Ramyun
Red Cup
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AUSTRALIAᆞVIETNAM
& EXPORT
Nongshim is focusing on using Australia
as the bridgehead for capturing Polynesian consumers
and is increasing its market penetration in
South East Asia on the basis of Vietnam, a blue ocean
market for instant noodles. Furthermore, we are
concentrating on developing new consumers in Europe,
Middle East, and Africa.

47

Bridgehead for Capturing Polynesian People

stores in local universities. We focus on promoting Shin Ramyun

Nongshim founded a local subsidiary in Sydney, Australia in

exploring the local retail channels.

brand and core brands through large distribution channels and

January 2014 to expand local distribution network and raise
the awareness about its brands. Even though sales of the
subsidiary are just approximately KRW 30 billion, Australia

Exporting Our Brands to the World

played a bridgehead for targeting Polynesian countries such as
Papua New Guinea and Fiji as well as New Zealand. We have

Nongshim is expanding its market in Europe by continuously

explored retail markets by recruiting local talents and revamped

forming business networks based on major local distribution

the management system and sales organization, thereby

channels such as Tesco, Morrisons in the U.K. and Rewe and

making Shin Ramyun enter stores of two local distribution giants

Edeka in Germany. We are strengthening the sales network

Woolworths and Coles. Marketing activities focused on Shin

in Western Europe and driving market expansion in Southern

Ramyun sampling events at major retail stores to deliver the

Europe to Eastern Europe.

taste of Nongshim to local consumers.

In Southeast Asia, we are focusing on entering major local

Nongshim Vietnam, established in Ho Chi Minh City in

distribution channels and promoting marketing activities to raise

September 2018, began its sales in early January 2019. Having

the awareness about Nongshim brands.

a population of over 100 million and consuming 5.4 billion packs

We have also been aggressive in exploring new markets in Africa,

of instant noodles a year, the 5th largest in the world, Vietnam is
recognized as a blue ocean market for instant noodle business.
We will also use the country as a bridgehead for expanding the
market to entire Southeast Asia. Nongshim Vietnam targets
young local consumers through online marketing activities
utilizing the Neoguri character and the regular operation of

CIS, and the Middle East. As a result, Nongshim became the first
Korean food company to launch a variety of products including
Shin Ramyun at Spar, a large retailer in South Africa. Moreover,
we are gaining reputation as a premium brand by entering Makro
Center and Dostyk Plaza, the top retails in Kazakhstan.

2020 Sales in Australia

2020 Sales in Vietnam

2020 Export Sales

USD

USD

USD

26

million

7

million

234

million

Major brands

Shin Ramyun

Neoguri

Doongji Cold
Noodles

Kimchi Ramyun

Zha Wang

Shrimp Crackers

Baeksan Artesian
Water

Shin Cup
Noodle Soup

Hot & Spicy
Bowl Noodle

Sustainability
Management
Nongshim is preemptively responding to climate change issues
and fulfilling its social responsibility as a corporate citizen through
sustainability management.

With a commitment to providing consumers with reliable
foods, Nongshim has created traditional Korean tastes and
emerged as a global food company representing Korea today.
We will devote ourselves to conducting sustainability
management in order to further put warm-hearted sharing
in action, fulfill our responsibility for stakeholders, and lead
environmental preservation, thereby contributing to the
creation of a better future.

R&D

50

Environment/Safety

51

Shared Growth

52

Compliance

53

Customer-centered Management

54

Social Contribution

55
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R&D

Environment/Safety
Based on independent technical power which
has accumulated since its establishment in 1965,
Nongshim is developing cutting-edge technologies
for food materials, future functional foods, biological
engineering, culinary arts science, packaging as
well as instant noodles, snacks, and beverages.

Nongshim is conducting eco-friendly

ac tivities include establishing an

management in order to minimize

integrated air-conditioning system in all

environmental impac ts on entire

factories, expanding renewable energy

production and management activities.

sources and faithfully implementing the

All of our factories have obtained the

GHG Target Management System and

Green Company certification from

Emissions Trading Scheme driven by the

We have taken a lead in developing foods that can
captivate both domestic and overseas consumers
based on three philosophies of craftsmanship,
leading customer needs, and creation of new
tastes. These have fully been reflected in new
products such as air-dried noodles, cold noodles,
and rice noodles that Nongshim has developed and
launched for the first time in industry. Moreover,
Nongshim became the first Korean food company
to operate a testing institution certified by KOLAS in
1997. All of our factories have also obtained HACCP
certification for all the products to ensure safety
and hygiene in its entire process from materials
control to production.

regional environmental offices under

government.

the Ministry of Environment: Anyang
Factory in 2016 and next five factories
in 2019. The certification ensures that
a worksite contributes to enhancing
environment by reducing emissions of
pollutants and saving resources and
energy consumption.
We h ave o p e r a t e d e c o - f r i e n d l y
management system since the
introduction of ISO14001 certification
to all factories and six sigma quality
management system in 2000. Other

Moreover, our packaging process
considers 3R movement: fundamentally
reducing packing materials consumption
(Reduce); package design with easy
recycling (Recycle); and reducing
environmental impacts in case of landfill
(Reclaim).

and distribution. The company also
implements pesticide residue test
and radiographic inspection on all raw
materials and products by using state-

Food safety is promoted by thoroughly

of-the-art analysis equipment and

controlling the entire process ranging

technologies.

from purchase of raw materials such as
potato, shrimp, and rice to production

Our global R&D network contributes not only to
creating unique tastes that can fascinate global
consumers but also to standardizing the production
and management systems.
Through R&D activities, Nongshim has 167 patents,
2 utility models, 240 registered designs, 2,270
registered trademarks, and over 630 intellectual
property rights from 80 countries including the
United States, Japan, China, and Europe.
Nongshim R&D Center, which boasts a group of
excellent food experts, is devoted to consistently
conducting diverse R&D projects for future foods
and serving as a foundation for Nongshim to grow
as a global food company.

R&D

51

Environment�
Safety
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Shared Growth
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Compliance
Nongshim works on understanding regulations
that should be observed within business
activities and check employees’ compliance
with them, thereby preventing possible
violations and legal risks in advance.
To achieve this, we operate an organization
dedicated to compliance support and conduct
education on Civil Act, Commercial Act, Fair
Trade Act, Subcontract Act, and diverse laws
with regard to overseas contract on a regular
basis. In addition, our employees pledge to

Shared�Growth

With a belief that suppliers'
s table grow th leads to s tronger
competitiveness of Nongshim, we are
committed to shared growth with them.

To ensure transparency and fairness
in transactions with suppliers, we
put forth a multilateral effort. As
an example, we ref lec ted major
four guidelines for fair trade in the
corporate rule and strives to comply
with them. The Subcontract Internal
Deliberation Committee is responsible
for rapid treatment of post inspection
on subcontrac t transac tions and
dispute cases, while a department
dedicated to fair trade provides
e m p l oye e s w i t h e d u c a t i o n s o n
subcontract laws on a regular basis.
Moreover, we are operating a variety
of channels for horizontal cooperative
relationship with supplier s such
as discussion meeting for shared
growth, visiting consultation system,
VOC corner on corporate website, and
seminars on food safety.

comply with the following practices in terms of
business activities.
① We conform to the corporate compliance
guidelines and routinize legal and contract
review.
② We make compliance a part of daily routine,
strive to raise awareness about compliance,
and build an upright character as Nongshim
employee.

Financial Support

Growth Infrastructure Support

We introduced the best payment
s ys te m in t h e in d u s t r y to h e lp
suppliers avoid financial difficulties
and provide financial suppor t at
low interest rate by raising a fund
for shared growth. In addition, the
company donated funds to Korea
Foundation for the Cooperation of
Large & Small Business and Rural
Affairs to support the shared growth
between large and small businesses.

Our innovation partnership project
provides suppliers with consulting
ser vices aimed at strengthening
competitiveness and direct supports
for improving labor environment. We
also expand purchase of domestic raw
materials and donation to the win-win
fund for rural areas in a bid to help
boost local economy and improve
labor condition of rural workers.

Technology Innovation Support
R&D-based per formance sharing
system is promoted with the aim
of reflecting newly co-developed
technologies in produc ts and
supporting suppliers’ technological
innovation. Other programs include
manpower support and on-/offline
trainings for higher hygiene and
q u a l i t y, te c h n o l o gy e s c r ow f e e
support, and patents transfer for free.

③ We strictly adhere to laws and regulations when
offering customer information and services.
④ We fully understand and comply with laws and
regulations with regard to intellectual property,
personal information, food, and environment.
⑤ We do not engage in illegal behaviors in the
name of seeking corporate profits.
⑥ We avoid wrong practices and should report
about illegal practices to the company.
⑦ We do not engage in unfair transactions and
joint unlawful behaviors.
⑧ We do not engage in embezzlement, corruption,
interest conflict, and internal transactions.
⑨ We make security a routine and do not reveal
trade secrets.
⑩ We n e v e r p r o v i d e o r r e c e i v e w r o n g f u l
economic gains such as bribe, valuables and
entertainment to or from public officers and
influential persons.

Nongshim operates a repor ting system
to ensure fair and transparent corporate
management. Reported issues are treated
behind closed doors and whistleblower
information is kept strictly confidential.

Compliance
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Customer-centered Management

55

Social Contribution

Nongshim has been making a concer ted
effort to promote the rights and interests
of consumers with the acquisition of CCM
certification. CCM certification ensures that
all business activities are conducted from
consumers’ perspective and customer-centered
management is continuously enhanced.
The company publishes webtoons and card
news to effec tively deliver the voices of
consumers to employees and runs diverse
programs such as VOC-experiential event
with the aim of making customer-centered
management a daily routine.
M o r e o v e r, w e h a v e b e e n p r o a c t i v e i n
communicating with customers by making full
use of their opinions for product development
and marketing activities. For example, in April
2020, we launched Chapaguri Bowl Noodle
at home and abroad to satisfy increasing
consumer demand for Chapaguri, a combination
of Chapaghet ti and Ne ogur i. Consumer
requests for better separate trash collection
and environmental preservation resulted in the
introduction of “easy open label” to Baeksan
Artesian Water in the first half of 2020.

Nongshim is proactive in conducting social contribution

activities to create a better society. Our social contribution
was regularized with the establishment of Nongshim Social
Service Corps in March 2007. Both the headquarters and
each factory set up annual social contribution plans and

With the strength of active communication

implement product donation and volunteer services for

with consumers, Nongshim has obtained CCM

local welfare facilities, pursuing a company that promotes

certification which had been renewed every

sustainable growth with local communities.

two years for six consecutive times from 2009

Consumer�
Centered
Management

Social�Contribution

to 2019 from the Fair-Trade Commission.

Delivering Baeksan Artesian Water to Children
with Leukemia and Cancer
Nongshim has been sponsoring Baeksan Artesian Water to
300 households with children suffering from leukemia and
cancer through the KACLC (Korean Association for Children
with Leukemia and Cancer) since March 2018. We also send
Baeksan Artesian Water to 12 children’s facilities across the
nation supported by the KACLC every month. So far, around
510 thousand bottles have been delivered. In July 2020, our
employees participated in blood donation campaign and
donated more than 430 their blood donation certificates
to the KACLC. Meanwhile, we provide a kit (books, school

Presidential Citation at the Consumers' Day Event

suppliers, toys, etc.) to children having birthday or bonemarrow transplantation (2nd birthday).

Children’s Day Event
On Children’s Day, we set up a snack park at the square in
front of the headquarters in Sindaebang-dong to distribute
gifts to kids and conduct various games and activities which
can be enjoyed with the family members. Nongshim holds
this event every year to give children unforgettable and
fun memories. A total 32 thousand sets of gifts have been
delivered to participants.
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Love-Sharing Happy Fund

Support to Food Bank

Emergency Relief Activities

Since May 2007, Nongshim has run the “Love-Sharing Happy

We have donated foods to the Food Bank across the nation in

We offer a helping hand to the victims from natural disasters

Fund” raised by voluntary participation of all executives and

order to help underfed children and low-income classes such

and diseases. In 2020, a total of 200 thousand Shin Ramyun

employees. The fund is used not only for helping low-income

as senior citizens who live alone and the disabled. In 2020,

packs and cups with 6 thousand boxes of rice noodle to

households, senior citizens who live alone, and the social

approximately KRW 800 million worth food products were

the underprivileged and medical teams who were fighting

welfare centers, but also for providing relief supplies and

donated. We will continue to donate foods going forward.

against COVID-19 pandemic.

Support for Underfed Children on World Food Day

Shin Ramyun Sharing event

The company delivered “Happiness Sharing Box” consisting of

Nongshim has been donating 3,000 boxes of Shin Ramyun

instant noodles, snacks, and beverages to 2,000 children who are

to low income households through the Dongjak Welfare

raised by single parent or grandparents through the Child Fund

Foundation every year since December 2008. A total of

Korea on World Food Day (October 16, 2020). We also signed an

38,000 boxes have been donated so far. Particularly in 2020,

agreement with the institution for continuous supports.

this event was promoted through “matching grant” program

instant noodles to overseas regions suffering from disasters.
A total of KRW 1.54 billion has been raised and KRW 1.37
billion has been donated so far.

driven by Happy Fund and the company’s donation.

Assisting Farming Villages
Nongshim carries out regular voluntary activities every year in
sisterhood farming villages near its business sites. Particularly,
we provide sumi potato farms with diverse supports aimed at
sharpening cultivation techniques and improving productivity and
income in order to pursue shared growth with local communities.
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Overview
Nongshim is growing into a leading global food
culture creator that contributes to the health
and happiness of mankind beyond just a Korea’s
representative food company. Equipped with worldclass brand power, R&D capabilities, production
facilities, quality, and management competency,
Nongshim engages in manufacturing and selling
instant noodles, snacks, beverages, and import
brands. In addition, by operating factories in two of
the world’s largest instant noodle markets, China
and the U.S., Nongshim has established itself as a
global player, exporting major products to over 100
different countries around the world.

Business Environment and Growth Strategy
Recent changes in demography and lifestyle have
resulted in sluggish quantitative growth in the
domestic instant noodle market while increasing
consumer needs for better convenience, premium
products, and individuality ensure the possibility of
qualitative growth. Meanwhile, demand for instant
noodles has recently soared due to COVID-19
pandemic and social distancing campaign.
With the aim of pursuing sustainable growth,
Nongshim is making a concerted effort for the
development of customer-centric produc ts,
identification of new categories, strict brand
management, cultivation of new technologies,
maximization of production efficiency, advancement
of raw materials supply chain, establishment
of a quality assurance system for food safety,
an d p r e e mptive r e sp onsive ne ss to contr ol
environmental issues.
We are also proactive in overseas business to seek
for more growth opportunities. Our major global
business strategies can be summarized as follows:
cultivating premium brands including the “Shin”
brand; expanding local markets in strategically
targeting countries; entering local retail markets
by hiring local talents; targeting large-scale
distribution channels in Europe; and conducting
tailored promotion activities in emerging markets.
Revamping management system, sale organization,
and raw materials purchasing system will also be
promoted to ensure higher profitability.
Nongshim has coped with this trend by launching
a series of new premium snacks including “Pawn
Snack (Dalgona Flavor),” “Potato Chip (Kimchi Bowl
Noodle Flavor),” and “Potato Chip (Egg Toast Flavor)”
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with its differentiated technologies. We have also
been proactive in refreshing our existing product
line-up on a regular basis and developing new
snack categories, thereby maintaining No.1 position
in the domestic snacks market.
There’s f ierce competition in the domes tic
beverages market due to rapid changes in trend
and low entry barriers despite stable consumption.
We are striving to establish Baeksan Artesian
Water as a globally premium bottled water brand
with a massive expansion of production capacity
in preparation for increasing consumer demand
at home and abroad. We also focus on expanding
market share in the natural water and juice
category markets by capitalizing on nationwide
sales network.

Key Operating Performances
Nongshim’s total sales in 2020 (amount prior to the
exclusion of sales allowance) recorded KRW 2.34
trillion, an increase of 10.1% from the previous year,
which was attributable to remarkable sales growth
of instant noodles, snacks, and import brands. Operating profit skyrocketed by 83.1% year-on-year
to KRW 90.4 billion.
Looking into business categories, sales from instant
noodle business increased by 9.7% from the previous year to KRW 1.33 trillion backed by sales growth
of both pack and cup noodles. Sales from snack
business also rose by 9.2% year-on-year to KRW
353.2 billion due to sales growth of wheat-based
and potato-based snacks. Import brand business
achieved KRW 222.6 billion in sales, 3.4% growth
from the previous year, while beverage business recorded KRW 156.6 billion in sales, a decrease of 3.3%,
due to sluggish sales of Baeksan Artesian Water.
Our global business marked dramatic growth in
2020. Export amounted to KRW 276.6 billion, an
increase of 30.8% from the previous year, by strategically targeting the European and Southeast Asian
countries and proactive marketing activities tailored
to the characteristics of each market. Our overseas
subsidiaries generated sales worth USD 770.9 million, up to 26.0%. On the strength of remarkable
performances, Nongshim ranked 5th on the global
instant noodle maker list launched by a global market survey agency “Euro Monitor” at the end of 2020.
Sales of Chinese subsidiaries rose by 17.9% yearon-year to USD 314.5 million with the expansion
in sales of Shin Ramyun and Kimchi Ramyun.
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Moreover, sales of the U.S. subsidiary soared by
15.4% from the previous year to USD 290.6 million backed by the expansion of product line-up
and active entrance into large distribution channels including Walmart, Costco, and Kroger stores.
Nongshim Japan and Nongshim Australia also saw
increases of 35.8% and 21.4% to USD 88.5 million
and USD 26.2 million in sales, respectively. These
subsidiaries have focused on promoting the Shin
Brand and targeting local distributors, respectively, for the year. Moreover, Nongshim Canada and
Nongshim Vietnam realized sales of USD 44.4 million and USD 6.7 million, respectively.
In 2021, Nongshim will strive to solidify its leading position in the global market by launching new
series of premium products that satisfy consumer
needs while developing new categories, increasing
customer value, and exploring overseas markets in
a proactive manner.

Sales
Our total sales recorded KRW 2.34 trillion in 2020.
Sales by individual division are as follows:
Instant noodle business recorded sales of KRW
1.33 trillion, up to 9.7% from KRW 1.22 trillion
of the previous year. This is mainly attributable
to launching a variety of new products such as

Sales
breakdown
(KRW in billions)

2019

Beverages
Import brands
Export

Sales from snack business increased by 15.1% from
the last year to KRW 353.2 billion, due mainly to
the launch of new premium products such as “Pawn
Snack (Dalgona Flavor),” “Potato Chip (Kimchi Bowl
Noodle Flavor),” and “Potato Chip (Egg Toast Flavor)”
and surging sales of wheat-based and potatobased snacks. Nongshim took up to 30.7% of the
domestic snack market in 2020 and represented
15.1% of the company’s total sales.
The 2020 sales from beverage business decreased
by 3.3% year-on-year to KRW 156.6 billion due
to sluggish sales of tea beverages and Baeksan
Artesian Water despite stable sales growth of
Capri-Sun. Beverage business accounted for 6.7%
of our total sales.
Sales of import brands increased by 3.4% from
the previous year to KRW 222.6 billion thanks to
double-digit sales growth of Kellogg’s’. Exports
amounted to KRW 276.6 billion, an increase of
30.8% from the previous year.
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Profitability
Nongshim’s profitability is influenced by the
fluctuations in the prices of international raw
wheat, palm oil, etc. In 2020, the price of raw wheat
showed a slight decrease in the first half of the year
while turning around in the third quarter.
We purchase palm oil by spot purchasing based
on competitive bidding from major suppliers in
Malaysia. Nongshim strives to ensure that prices
are under control in the face of the changing prices
in raw materials by securing stable suppliers while
undertaking rigorous risk management.
In 2020, our cost of sales rose by 9.7% year-on-year
to KRW 1.55 trillion and gross profit increased by
12.6% from the previous year to KRW 559.3 billion.
The gross profit margin was 26.6%, an increase of
0.5%p. Selling and administrative expenses rose by
4.8% year-on-year to KRW 469.0 billion.

324 (15.2%)
162 (7.6%)
215 (10.1%)
212 (9.9%)

1,333 (56.9%)
353 (15.1%)
157 (6.7%)
223 (9.5%)
277 (11.8%)

Non-current assets

1,792

1,746

Therefore, the company’s operating profit in 2020
surged by 83.1% from the previous year’s KRW 49.3
billion to KRW 90.4 billion. Operating profit margin
was 4.3%, an increase of 1.7%p year-on-year.

Total assets

2,494

2,497

445

517

67
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As a result, net profit before tax amounted to
KRW 122.9 billion, up to 50.3% year-on-year. The
company’s net profit after corporate tax of KRW
30.2 billion stood at KRW 92.8 billion, up KRW 36.5
billion or 64.9% from the previous year.

Total shareholders’ equity

Sales*
Operating profit
Operating profit margin
Net profit

2020

2019

2,106

1,906

90

49

4.3%

2.6%

93

56

4.4%

3.0%

* Excluded sales allowances

(Source: A.C.
Nielsen, based on
4 instant noodle
makers and 5 snack
makers)

Instant noodles

Snacks

30.7%

Current assets

Current liabilities
Non-current liabilities

512

581

1,983

1,916

Total liabilities

Status of Consolidated Subsidiaries
Nongshim has invested in domestic and overseas
subsidiaries to expand global operations and secure
fresh raw materials. As of the end of 2020, the key
consolidated subsidiaries are as follows:

Company name
Nongshim Hong Kong, Ltd.

As of the end of 2020, Nongshim’s total assets
amounted to KRW 2.49 trillion, a decrease of 0.1%
from the previous year’s KRW 2.50 trillion. Current
assets fell by 6.5% over the previous year due to
the decrease of short-term financial instruments,
while non-current assets increased by 2.6% year-

Ownership
(%)
97.8

Nongshim Holdings USA, Inc.

100.0

Nongshim Japan, Inc.

100.0

Yanbian Nongshim Mineral Water

Financial Status

55.7%

(KRW in billions)

751

Net profit margin

Market share
in 2020

As of the end of 2020, paid-in capital remained
unchanged and retained earnings increased KRW
66.9 billion year-on-year. As a result, shareholders’
equity rose by 3.5%, or KRW 66.3 billion, from the
previous year to KRW 1.98 trillion in 2020.

702

(KRW in billions)

1,215 (57.1%)

Total liabilities were KRW 511.5 billion, down to
11.9% over the previous year, which was mainly
attributable to 14.0% decrease in current liabilities
due to the redemption of borrowings. Non-current
liabilities increased by 4.9% to KRW 66.9 billion.

2019

2,342

2,128

on-year due to the expansion of investments in
overseas subsidiaries.

2020

2020

Instant noodles
Snacks

“Angry RTA,” “Chapaguri Big Bowl,” “Shin Ramyun
Light Bowl,” and “Shin Ramyun Black Bowl Tofu
Kimchi” which meet changing needs of customers.
Nongshim dominated 55.7% share in the domestic
instant noodle market while taking up to 56.9% of
total sales.
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Beverage Co., Ltd.
Nongshim Communications Co., Ltd.

95.8
90.0

Nongshim Australia Pty, Ltd.

100.0

Nongshim Vietnam Co., Ltd.

100.0

Nongshim Canada, Inc.

100.0

Nongshim e-Sports Co., Ltd.

88.0
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Consolidated Statements of Financial Position

Consolidated Statements of Income

As of December 31, 2020 and 2019

For the years ended December 31, 2020 and 2019

Nongshim Co., Ltd. and its subsidiaries

Nongshim Co., Ltd. and its subsidiaries
2020

2019

Assets
Current assets
Cash and cash equivalents
Short-term financial instruments
Other financial assets
Trade receivables
Other receivables
Inventories
Other current assets
Income tax assets

1,074,436,085,893
321,541,825,344
237,162,185,828
35,638,900,000
211,492,570,419
17,326,391,197
228,410,803,287
22,044,512,474
818,897,344

1,078,580,682,201
317,796,185,342
273,924,243,662
35,695,661,638
210,608,471,651
13,203,192,456
208,388,985,969
12,581,582,701
6,382,358,782

Non-current assets
Long-term financial instruments
Accounts receivable - other
Other financial assets
Investments in affiliates
Retirement benefit assets
Tangible assets
Right-of-use asset
Intangible assets
Investments in real estate
Other non-current assets
Deferred income tax assets

1,651,092,098,735
8,500,000
10,863,552,344
66,191,941,366
3,228,707,764
6,385,169,801
1,271,413,955,199
47,336,989,710
46,098,249,783
187,260,774,684
122,722,861
12,181,535,223

1,574,469,192,705
8,500,000
12,024,765,086
71,366,426,095
4,906,995,629
6,175,994,972
1,208,287,548,782
14,844,746,394
59,182,232,773
195,635,279,433
171,384,869
1,865,318,672

(Unit: Korean Won)

Total assets

2020

2019

2,639,795,633,339

2,343,942,951,727

Total sales

2,951,756,246,566

2,607,898,880,437

Sales allowances

(311,960,613,227)

(263,955,928,710)

(1,802,599,872,535)

(1,626,034,453,119)

(Unit: Korean Won)

Sales

2,725,528,184,628

2,653,049,874,906

Liabilities
Current liabilities
Accounts payables
Other payables
Contract liabilities
Short-term borrowings
Lease liabilities
Income tax liabilities
Allowance for sales returns
Other current liabilities

522,145,640,326
275,145,189,233
177,682,896,763
9,119,187,918
3,313,086,305
9,073,383,140
22,603,859,025
7,500,474,343
17,707,563,599

584,986,895,655
250,177,883,155
176,914,934,885
24,166,869,521
81,159,565,337
6,380,212,529
12,808,936,962
9,120,814,643
24,257,678,623

Non-current liabilities
Long-term borrowings
Other payables
Lease liabilities
Retirement benefit liabilities
Deferred tax liabilities
Other long-term employee benefit obligations
Other non-current liabilities

154,418,556,333
68,269,577,500
6,413,097,406
13,039,130,970
1,012,814,066
38,589,075,244
26,844,157,544
250,703,603

127,319,582,440
57,683,963,224
212,694,000
8,768,400,875
1,069,187,131
38,882,628,922
20,651,734,511
50,973,777

Total liabilities

676,564,196,659

712,306,478,095

Equity
Total equity attributable to stockholders of the Company
Share capital
Share premium
Other capital
Retained earnings
Non-controlling interest

2,033,928,056,554
30,413,210,000
123,720,854,309
(120,936,369,029)
2,000,730,361,274

1,927,921,150,666
30,413,210,000
123,720,854,309
(104,223,416,173)
1,878,010,502,530

15,035,931,415

12,822,246,145

Total equity
Total liabilities and equity

2,048,963,987,969
2,725,528,184,628

1,940,743,396,811
2,653,049,874,906
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Cost of sales
Gross profit
Selling and Administrative expenses
Operating profit

837,195,760,804

717,908,498,608

(676,898,269,079)

(639,092,449,787)

160,297,491,725

78,816,048,821

Other income

21,513,492,206

20,903,501,127

Other costs

(3,466,196,351)

(4,909,622,761)

Finance income
Finance costs

29,198,923,236

24,136,025,021

(15,313,138,975)

(14,143,364,594)

(1,678,287,865)

(1,310,648,839)

Profit before income tax

190,552,283,976

103,491,938,775

Income tax expense

(41,503,995,572)

(32,422,991,362)

149,048,288,404

71,068,947,413

148,510,963,657

70,995,479,988

537,324,747

73,467,425

Basic

25,682

12,277

Diluted

25,682

12,277

2020

2019

Gains (losses) from equity method

Net profit
Profit (loss) attributable to :
Stockholders of the Company
Non-controlling interest
Earnings (loss) per share

Consolidated Statements of Comprehensive Income
For the years ended December 31, 2020 and 2019
Nongshim Co., Ltd. and its subsidiaries
(Unit: Korean Won)

Net profit

149,048,288,404

71,068,947,413

Other comprehensive income

(19,358,309,220)

(4,857,221,056)

Items that will be reclassified to profit or loss subsequently
Financial assets at fair value through other comprehensive profit or loss
Net change in currency translation differences of overseas sites

(83,597,099)

578,525,641

(16,096,801,580)

6,567,077,407

Items that will not be reclassified to profit or loss subsequently
Financial assets at fair value through other comprehensive profit or loss
Recalibration factors of retirement benefit obligations
Total comprehensive income
Stockholders of the Company
Non-controlling interest

(444,814,333)

280,460,000

(2,733,096,208)

(12,283,284,104)

129,689,979,184

66,211,726,357

129,091,325,720

65,961,148,562

598,653,464

250,577,795

64

ANNUAL REPORT 2020

Consolidated Comprehensive Statements of Changes in Equity

Consolidated Statements of Cash Flows

For the years ended December 31, 2020 and 2019

For the years ended December 31, 2020 and 2019

Nongshim Co., Ltd. and its subsidiaries

Nongshim Co., Ltd. and its subsidiaries
Attributable to stockholders of the Company

(KRW in millions)

Balance as of January 1, 2019
Net profit

Share Capital

Share
Other Capital
Premium

Retained
Earnings

Total

Noncontrolling
Interest

(Unit: Korean Won)

Total Equity

30,413

123,721

(111,497)

1,842,485

1,885,122

12,628

1,897,750

-

-

-

70,995

70,995

73

71,069

Other comprehensive income
Financial assets at fair value through other
comprehensive profit or loss

-

-

859

-

859

-

859

Recalibration factors of retirement benefit
obligations

-

-

-

(12,252)

(12,252)

(32)

(12,283)

Net change in currency translation differences
of overseas sites

-

6,358

6,358

209

6,567

Total comprehensive income for the year

-

-

7,217

58,744

65,961

251

66,212

Changes in accounting policy

-

-

-

(88)

(88)

-

(88)

Changes in non-controlling interest

-

-

56

56

(56)

-

Dividends to stockholders

-

-

-

(23,131)

(23,131)

-

(23,131)

Balance as of December 31, 2019

30,413

123,721

(104,223)

1,878,011

1,927,921

12,822

1,940,743

Balance as of January 1, 2020

30,413

123,721

(104,223)

1,878,011

1,927,921

12,822

1,940,743

-

-

-

148,511

148,511

537

149,048

Other comprehensive income
-

-

(528)

-

(528)

-

(528)

Financial assets disposal at fair value through
other comprehensive profit or loss

-

-

(86)

86

-

-

-

Recalibration factors of retirement benefit
obligations

-

-

-

(2,747)

(2,747)

Net change in currency translation differences
of overseas sites

-

-

(16,144)

-

(16,144)

Total comprehensive income (loss) for the year

-

-

(16,759)

145,850

Changes in accounting policy

-

-
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-

Dividends to stockholders

-

-

-

30,413

123,721

(120,936)

Balance as of December 31, 2020

14

(2,733)
(16,097)

129,091

599

129,690
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1,615

1,661

(23,130)

(23,130)

-

(23,130)

2,000,730

2,033,928

15,036

2,048,964

231,491,673,657

162,459,540,125

149,048,288,404

71,068,947,413

173,059,520,969

158,602,835,636

Adjustment of working capital

(62,644,809,510)

(39,290,196,643)

Interest received

11,104,453,452

14,947,444,122

Interest paid

(3,175,169,326)

(4,609,892,140)

760,040,000

760,040,000

(36,660,650,332)

(39,019,638,263)

(132,012,401,004)

(30,736,184,916)

335,666,202,848

466,131,519,982

274,522,936,469

456,359,826,080

51,120,141,266

6,079,210,446

2,714,181,166

2,638,948,772

Increase of other trade payables

900,219,000

787,784,000

Disposal of tangible assets

614,080,352

229,919,684

57,713,068

35,831,000

5,734,806,910

-

Income tax paid
Cash flows from investing activities
Cash inflows from investing activities
Decrease of long & short-term financial instruments
Disposal of other financial assets
Decrease of other trade receivables

Disposal of intangible assets
Disposal of investment properties
Cash outflows from investing activities
Increase of long & short-term financial instruments

2,124,617

-

(467,678,603,852)

(496,867,704,898)

(237,715,840,000)

(275,932,700,000)

(1,470,054,400)

-

Acquisition of other financial assets

(45,300,227,147)

(57,573,858,565)

Increase of other trade receivables

(1,512,360,755)

(2,158,754,221)

Acquisition of subsidiaries' investment

Decrease of other trade payables
47

2019

Adjustment of non-cash items

Cash flows relating to a business combination

Financial assets at fair value through other
comprehensive profit or loss

2020

Profit for the year

Dividend received

-

Net profit

Cash flows from operating activities
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Acquisition of tangible assets

(486,068,000)

(6,224,966,000)

(176,798,048,805)

(153,713,361,901)

(3,515,440,000)

(219,560,000)

Acquisition of intangible assets

(305,202,505)

(231,446,471)

Acquisition of investment properties

(575,362,240)

(813,057,740)

(94,282,175,620)

17,777,742,608

142,622,112,160

314,643,739,790

142,622,112,160

314,643,739,790

(236,904,287,780)

(296,865,997,182)

(205,382,784,524)

(266,414,321,655)

Disposal of tangible assets

Cash flows from financing activities
Cash inflows from financing activities
Increase of borrowings
Cash outflows from financing activities
Redemption of borrowings
Lease liabilities paid
Dividend paid
Effect of exchange rate fluctuations on cash held
Net increase (decrease) in cash and cash equivalents

(8,392,194,816)

(7,322,627,527)

(23,129,308,440)

(23,129,048,000)

(1,451,457,031)

576,533,474

3,745,640,002

150,077,631,291

Cash and cash equivalents at beginning of the year

317,796,185,342

167,718,554,051

Cash and cash equivalents at end of the year

321,541,825,344

317,796,185,342
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Non-consolidated Statements of Financial Position

Non-consolidated Statements of Income

As of December 31, 2020 and 2019

For the years ended December 31, 2020 and 2019

Nongshim Co., Ltd.

Nongshim Co., Ltd.

(Unit: Korean Won)

2020

2019

701,908,303,950

750,893,973,769

93,937,356,729

111,712,510,859

232,000,000,000

272,000,000,000

Assets
Current assets
Cash and cash equivalents
Short-term financial instruments
Other financial assets
Trade receivables
Other receivables
Inventories
Other current assets
Non-current assets
Long-term financial instruments
Accounts receivable - other
Other financial assets
Investments in subsidiaries and affiliates
Retirement benefit assets
Tangible assets
Right-of-use asset
Intangible assets
Investments in real estate
Other non-current assets
Total assets

2020

2019

2,105,700,159,429

1,905,694,049,103

Total sales

2,341,731,503,494

2,127,569,019,480

Sales allowances

(236,031,344,065)

(221,874,970,377)

(1,546,382,069,537)

(1,409,083,926,164)

(Unit: Korean Won)

Sales

35,638,900,000

35,695,661,638

162,063,629,188

163,835,961,062

14,495,030,406

13,766,905,777

158,402,038,522

148,859,665,370

5,371,349,105

5,023,269,063

1,792,259,359,883

1,746,046,480,387

6,000,000

6,000,000

9,778,846,778

11,501,391,146

66,191,941,366

71,366,426,095

627,626,413,443

585,381,585,028

5,792,900,130

6,175,994,972

866,204,775,670

843,923,578,807

9,652,286,896

12,125,365,671

19,633,104,714

19,777,486,428

187,260,774,684

195,635,279,433

112,316,202

153,372,807

2,494,167,663,833

2,496,940,454,156
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Cost of sales
Gross profit
Selling and Administrative expenses
Operating profit

559,318,089,892

496,610,122,939

(468,952,196,438)

(447,262,863,843)

90,365,893,454

49,347,259,096

Other income

27,548,272,814

27,556,065,603

Other costs

(2,338,477,811)

(4,198,524,072)

Finance income

18,855,600,707

20,153,970,396

Finance costs

(9,810,341,005)

(9,771,404,566)

(1,678,287,865)

(1,310,648,839)

Profit before income tax

122,942,660,294

81,776,717,618

Income tax expense

(30,156,110,261)

(25,505,012,569)

92,786,550,033

56,271,705,049

Basic

16,046

9,731

Diluted

16,046

9,731

Gains (losses) from equity method

Net profit
Earnings per share

Liabilities
Current liabilities

444,662,502,868

516,795,186,467

Accounts payables

250,317,951,426

226,275,237,998

Other payables

141,127,632,316

156,604,841,754

Contract liabilities

2,683,637,508

18,644,818,827

Borrowings

2,176,000,000

78,730,400,000

Lease liabilities

5,702,715,042

5,299,083,241

19,628,564,582

7,874,544,271

6,748,107,784

8,408,818,253

16,277,894,210

14,957,442,123

(Unit: Korean Won)

66,864,787,104

63,760,193,074

Net profit

92,786,550,033

56,271,705,049

4,569,209,832

7,030,446,396

Other comprehensive income

(3,400,754,787)

(11,107,413,427)

Deferred tax liabilities

35,453,952,909

36,233,537,411

Other long-term employee benefit obligations

26,590,920,760

20,445,235,490

250,703,603

50,973,777

(56,009,097)

517,329,148

511,527,289,972

580,555,379,541

Income tax liabilities
Allowances for sales returns
Other current liabilities
Non-current liabilities
Lease liabilities

Other non-current liabilities
Total liabilities
Equity
Share capital
Share premium
Other capital

30,413,210,000

30,413,210,000

123,720,854,309

123,720,854,309

(75,155,516,050)

(74,540,692,608)

Retained earnings

1,903,661,825,602

1,836,791,702,914

Total equity

1,982,640,373,861

1,916,385,074,615

Total liabilities and equity

2,494,167,663,833

2,496,940,454,156

Non-consolidated Statements of Comprehensive Income
For the years ended December 31, 2020 and 2019
Nongshim Co., Ltd.
2020

2019

Items that will be reclassified to profit or loss subsequently
Financial assets at fair value through other comprehensive profit or loss
Items that will not be reclassified to profit or loss subsequently
Financial assets at fair value through other comprehensive profit or loss
Recalibration factors of retirement benefit obligations
Total comprehensive income

(472,402,335)

341,656,493

(2,872,343,355)

(11,966,399,068)

89,385,795,246

45,164,291,622
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Non-consolidated Comprehensive Statements of Changes in Equity

Non-consolidated Statements of Cash Flows

For the years ended December 31, 2020 and 2019

For the years ended December 31, 2020 and 2019

Nongshim Co., Ltd.

Nongshim Co., Ltd.

(KRW in millions)

Balance as of January 1, 2019
Profit for the year

Share Capital

Share Premium

Other Capital

Retained
Earnings

Total Equity

30,413

123,721

(75,400)

1,815,617

1,894,351

-

-

-

56,272

56,272

Other comprehensive income
Financial assets at fair value through other
comprehensive profit or loss

-

Recalibration factors of retirement benefit obligations

-

-

-

(11,966)

(11,966)

-

-

859

44,305

45,164

Total comprehensive income for the year

-

859

-

859

-

-

-

(23,131)

(23,131)

30,413

123,721

(74,541)

1,836,792

1,916,385

Balance as of January 1, 2020

30,413

123,721

(74,541)

1,836,792

1,916,385

-

-

-

92,787

92,787

Profit for the year
Financial assets at fair value through other
comprehensive profit or loss

-

-

(528)

-

(528)

Financial assets disposal at fair value through other
comprehensive profit or loss

-

-

(86)

86

-

Recalibration factors of retirement benefit obligations

-

-

-

(2,872)

(2,872)

-

-

(615)

90,001

89,386

Dividends to stockholders
Balance as of December 31, 2020

-

-

-

(23,130)

(23,130)

30,413

123,721

(75,156)

1,903,662

1,982,640

2020

2019

183,667,170,568

133,040,489,212

92,786,550,033

56,271,705,049

Adjustment of non-cash items

132,548,366,221

120,662,390,589

Adjustment of working capital

(30,303,403,870)

(23,949,768,536)

Profit for the year

Interest paid
Dividend received

7,801,725,974

12,929,582,175

(1,830,162,440)

(2,259,840,492)

760,040,000

760,040,000

(18,095,945,350)

(31,373,619,573)

(95,405,984,945)

(137,673,095,278)

333,015,306,439

461,503,148,965

272,000,000,000

452,000,000,000

51,120,141,266

6,079,210,446

2,645,606,100

2,565,546,700

Increase of other trade payables

900,219,000

787,784,000

Disposal of tangible assets

556,820,095

34,776,819

57,713,068

35,831,000

Income tax paid
Cash flows from investing activities
Cash inflows from investing activities
Decrease of long & short-term financial instruments
Disposal of other financial assets

Other comprehensive income

Total comprehensive income for the year

Cash flows from operating activities

Interest received

Balance as of December 31, 2019

Dividends to stockholders

(Unit: Korean Won)
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Decrease of other trade receivables

Disposal of intangible assets

5,734,806,910

-

(428,421,291,384)

(599,176,244,243)

(232,000,000,000)

(272,000,000,000)

Acquisition of investments in subsidiaries

(43,923,116,280)

(138,843,123,800)

Acquisition of other financial assets

(45,300,227,147)

(57,573,858,565)

Increase of other trade receivables

(847,116,029)

(2,072,625,000)

Decrease of other trade payables

(486,068,000)

(6,224,966,000)

(104,474,181,702)

(121,235,659,580)

Disposal of tangible assets

(515,440,000)

(219,560,000)

Acquisition of intangible assets

(299,779,986)

(193,393,558)

Acquisition of investment properties

(575,362,240)

(813,057,740)

(106,009,876,840)

18,317,881,319

107,150,500,000

302,209,400,000

Disposal of investment properties
Cash outflows from investing activities
Increase of long & short-term financial instruments

Acquisition of tangible assets

Cash flows from financing activities
Cash inflows from financing activities
Increase of borrowings
Cash outflows from financing activities
Redemption of borrowings
Dividend paid
Lease liabilities paid
Effect of exchange rate fluctuations on cash held

107,150,500,000

302,209,400,000

(213,160,376,840)

(283,891,518,681)

(183,478,100,000)

(254,742,200,000)

(23,129,308,440)

(23,129,048,000)

(6,552,968,400)

(6,020,270,681)

(26,462,913)

(23,669,971)

Net increase (decrease) in cash and cash equivalents

(17,775,154,130)

13,661,605,282

Cash and cash equivalents at beginning of the year

111,712,510,859

98,050,905,577

93,937,356,729

111,712,510,859

Cash and cash equivalents at end of the year
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Affiliates

Holding Co.
& Investment
Structure

71

Nongshim completed the holding company system through divestiture in 2003.
It was possible because our corporate governance issue was addressed, and
investors were favorable to our efforts for improving management efficiency
and shareholder-friendly policy. In particular, foreign investors have expressed
high investment attractiveness for the future growth and profitability as the
market leader in the domestic food industry. Nongshim Holdings currently has
2 listed companies (Nongshim, Youlchon Chemical) and 3 non-listed companies
(Taekyung Nongsan, etc.) as subsidiaries.

Nongshim Holdings

Youlchon Chemical

Taekyung Nongsan

Holding company of Nongshim Group

High-tech packaging materials maker

Specialist in creating new tastes

Nongshim Holdings contributes to the
maximization of shareholder value by
improving corporate governance and raising
management efficiency. It helps each
subsidiary focus their capabilities on key
businesses.

Youlchon Chemical produces high quality
packaging materials to help Nongshim
deliver its unique taste to customers in
a safe and hygienic way through diverse
forms of product package.

Taekyung Nongsan creates new tastes by
processing hand-picked finest ingredients
through strict quality control and hygiene
management systems and diverse cuttingedge facilities.

http://www.nongshimholdings.co.kr

http://www.youlchon.com

http://www.itaekyung.com

Nongshim Engineering

NDS (Nongshim Data System)

Mega Mart

Provide professional engineering services

Leading IT solution provider

Deliver better customer satisfaction

Nongshim Engineering provides professional
engineering services in diverse areas
including the construction of cuttingedge food and pharmaceutical production
plants, automated logistics facilities, and
factory automation equipment as well as
construction supervision.

NDS is dedicated to operating IT systems of
Nongshim Group. The company’s business
territory extends not only to developing and
supplying hardware and software systems
but also offering consulting services with
regard to data processing and IT.

Mega Mart pursues delivering better
products to customers more conveniently
and rapidly. It also offers a new-concept
shopping space as well as high-quality fresh
products.

http://www.nongshimeng.com

Youlchon
Chemical
31.94%

Taekyung
Nongsan
100.00%

http://nds.nongshim.co.kr

Nongshim Development

Ensure comfortable rest

Premium golf course

Hotel Nongshim has been loved by domestic
and foreign customers through comfortable
and heimish services for over 40 years. It
demonstrates the largest spa in Asia.

Nongshim Development operates Ildong
Lake Golf Club, a world-class golf course
with 18 holes which was accredited for
international tournaments by the U.S. LPGA.

http://www.ildonglakes.co.kr

Nongshim
Engineering
100.00%

Nongshim
Development
96.92%

Nongshim
Hong Kong
Nongshim
Holdings USA

Nongshim
Australia

Hotel Nongshim

http://www.hotelnongshim.com

Nongshim
Holdings

http://home.megamart.com

Yanbian
Nongshim
Mineral Water
Beverage Co.,
Ltd.

Nongshim
32.72%

Nongshim
Vietnam

Nongshim
Japan

Nongshim
Canada

Nongshim
e-Sports

Nongshim
Communications

Listed company

Unlisted company
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Overseas Plants
SHENYANG NONGSHIM
Shenyang Nongshim was established in November 2000 to help enhance our
dominance in the Chinese market. The company produces and sells a variety
of items in China, such as Shin Ramyun, Pawn Snack, Shrimp Crackers,
Banana Kick, and Onion Rings. Shenyang Nongshim plays a pivotal role in
introducing Korean taste throughout China.

NONGSHIM AMERICA
In June 2005, Nongshim established the U.S. plant in Los Angeles to expand
its business to the American instant noodle market. The plant produces bowl
noodle, pack noodle, and soup powder through fully automated facilities which
facilitate diverse packaging and standardization of high quality. The U.S. plant
serves as a hub for supplying products throughout the Americas.

YANBIAN NONGSHIM
Yanbian Nongshim, the production base of
Baeksan Artesian Water established in 2010,
produces the world’s top-class mineral water.
A new plant with cutting-edge facilities was
completed in October 2015 to pave the way for
cultivating Baeksan Artesian Water as a global
brand, and the third production line was built in
September 2017.

SHANGHAI NONGSHIM
Nongshim first entered the Chinese market in 1996 by establishing an

QINGDAO NONGSHIM

ultramodern plant in Shanghai. Shanghai Nongshim produces various instant

Established in 1998, Qingdao Nongshim supplies fresh ingredients for instant

noodles, including Shin Ramyun and Shanghai Tangmyun, through high-tech

noodles, snacks and semi-finished products to plants in Shanghai, Shenyang,

manufacturing facilities. Shanghai Nongshim plays a key role in pioneering

and Korea. It is capable of producing a variety of food materials through

new overseas markets as well as targeting inland areas.

production facilities for drying, extracts, pellets, and soup powder.
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Global Network

Anyang Plant

Anseong Plant

Asan Plant
Gumi Plant

Busan
Plant
Noksan
Plant

CHINA
Shanghai Nongshim Completed in 1996 / Production of instant noodles
Address: 840HAO, LANGONG ROAD, JINSHANGONGYEK AIFA DISTRICT, SHANGHAI, CHINA / Tel: 86-21-6727-7711

Shenyang Nongshim Completed in 2000 / Production of instant noodles and snacks
Address: 3JIA 1HAO, SHENYANGJINGJIJISHUKAIFAQU 4HAOJIE, SHENYANG, LIANING, CHINA / Tel: 86-24-2536-7480

KOREA

Qingdao Nongshim

Completed in 1998
Production of powder soup, partly processed snacks, dried agricultural product extracts, etc.
Address: GONGYEYUANDI, YINGHAIZHEN, JIAOZHOU, QINGDAO, SANDONG, CHINA / Tel: 86-532-8527-0155

Yanbian Nongshim

Completed in 2010 / Production of Baeksan Artesian Water
Address: 1HAO, EIRENSONG DONGLU, ERDAOBAIHZHEN, ANTU, JILIN, CHINA / Tel: 86�433�593�2626

Anyang Plant Completed in 1976 / Production of instant noodles and snacks
Address: 35, Nongshim-ro, Gunpo-si, Gyeonggi-do, Korea / Tel: 82-31-450-5500

Anseong Plant Completed in 1982 / Production of instant noodles and soup powder
Address: 28, Gongdan-ro, Anseong-si, Gyeonggi-do, Korea / Tel: 82-31-8046-6500

Asan Plant

Completed in 1992 / Production of snacks
Address: 485, Tangjeongmyeon-ro, Tangjeong-myeon, Asan-si, Chungcheongnam-do, Korea / Tel: 82-41-540-4700

Gumi Plant

Completed in 1991 / Production of instant noodles and snacks
Address: 58-11, 1gongdan-ro 7-gil, Gumi-si, Gyeongsangbuk-do, Korea / Tel: 82-54-469-5000

Busan Plant

Completed in 1976 / Production of instant noodles and snacks
Address: 46, Sasang-ro 455beon-gil, Sasang-gu, Busan, Korea / Tel: 82-51-366-5300

Noksan Plant Completed in 2007 / Production of air-dried noodles and extruded noodles
Address: 48, Noksansandan 261-ro 73beongil, Gangseo-gu, Busan, Korea / Tel: 82-51-329-4100

ASIA & PACIFIC
Nongshim Japan

Founded in 2002 / Address: DAIDO SEIMEI KASUMIGASEKI BLDG. 4F, 1-4-2, KASUMIGASEKI,
CHIYODA-KU, TOKYO, JAPAN / Tel: 81-3-3595-0882

Nongshim Australia Founded in 2014 / Address: SUITE 2.8, 56 DELHI ROAD NORTH RYDE NSW 2113, AUSTRALIA /
Tel: 61-2-9870-7178

Nongshim Vietnam Founded in 2018 / Address: 2nd floor, Pax sky building, 13-15-17 Truong Dinh, Ward 6, District 3,
Ho Chi Minh City / Tel: 84-28-7307-4979

NORTH AMERICA
Nongshim America Founded sales subsidiary in 1994 / Completed in 2005 /
Production of instant noodles and soup powder
Address: 12155, 6TH STREET, RANCHO CUCAMONGA, CA 91730, USA
Tel: 1-909-484-1888

Nongshim Canada Founded sales subsidiary in 2020
Address: 6255 Cantay Road Unit 4, Mississauga, ON L5R3Z4, CANADA
Tel: 1-905-501-7176
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112, Yeouidaebang-ro, Dongjak-gu, Seoul
Tel: 82-2-820-7114
www.nongshim.com
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