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nongshim has been leading the globalization of Korean food and 

traditional taste by capitalizing on its 6 production bases in Korea and 5  

in the world.

today, nongshim products can be seen not only in Asia but also in the 

Americas, europe, the Middle east and Africa.

In 2013, the company launched a series of innovative products 

containing Korean traditional taste, entered the coffee market, and 

formed a partnership with nestle, paving the way for strong future 

growth. Based on our business motto, ‘to be ahead, must aim for the 

best’, we will continue to provide increasing value and happiness to our 

customers.

value

A global food company that 
seeks health and happiness for 
humanity

Corporate Profile
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Financial Highlights

2013 2012 2011

Operating 

performance

Sales* 1,870.8 1,958.9 1,970.7

Instant noodle 1,322.8 1,278.8 1,290.3

Snack 290.9 276.5 273.3

Beverage 91.5 258.4 251.1

Others 295.8 282.0 273.3

Gross income 513.4 524.1 506.9

Operating income 92.1 101.8 98.2

Net income 92.6 0.2 86.2

Financial status 

and ratios

Total assets 2,129.9 2,093.4 2,170.4

Total liabilities 622.7 652.4 692.1

Total shareholders’ equity 1,507.2 1,441.0 1,478.3

Debt-to-equity (%) 41.3 45.3 46.8

Dividend yield (%) 1.7 1.5 1.7

(Unit: KRW in billions) 

2013

1,870.81,958.91,970.7

20122011

Sales
(Unit: KRW in billions)

4.5%Down

2013

92.198.2

20122011

Operating income
(Unit: KRW in billions)

Down 9.5 %

101.8
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* Excluding sales allowances (gross sales for each business division)



9.3 %

Sales of overseas subsidiaries 

5-year CAGR

(Unit: USD in millions)

20132012201120102009
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Sales Breakdown in 2013

14.8%

Others

14.5%

Snack

66.1%

Instant noodle

4.6%

Beverage

* Sum of each overseas local subsidiary

288.3
282.1

267.9
239.4

201.7
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We will devote all our strength to secure world-class 

competitiveness and build a foundation for sustainable growth.

Dear shareholders and investors!

Despite the positive changes from the recovery of 

the global economy, the domestic economy is still 

facing an uncertainty from advanced countries’ 

exit plans, serious restructurings, and instability of 

financial markets in emerging countries. Internally, 

domestic consumption is anticipated to underperform 

the economic growth rate due to daunting household 

debt and increasing housing costs.  

In addition, the domestic food industry is consider-

ably affected by keen issues such as the government’s  

price stabilization policy, tightened fair trading 

regulations, shared growth with suppliers, increasing 

demands for food safety from Japan’s radioactivity 

contamination and food additives problems, and 

business ethics.

In 2013, we posted KRW 1.87 trillion in sales, a 

decrease of 4.5% over the previous year, due mainly 

to discontinuing sales of ‘Jeju Samdasoo’. Net income 

was KRW 92.6 billion. I sincerely apologize to our 

shareholders for not being able to report competent 

performances. However, our world-class quality 

water brand ‘Baeksan Mountain Water’ is gradually 

settling down in the market. We will give our best 

effort to recover sales in the water business as soon 

as possible.

In order to wisely respond to market changes and 

achieve sustainable growth, we will engage our 

businesses in 2014 with keen insight and ceaseless 

efforts. 

Only the companies with competitive edge can 

survive in the world market. Therefore, we will not 

be swayed by the complicated external environment 

and concentrate on building competitive products, 

facilities and human resources to secure world-class 

competitiveness.

With that in mind, Nongshim will promote the 

following tasks for this year.
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Message from the CeO



First, we aim to achieve remarkable performance 

growth in overseas business.

To this end, our overseas local subsidiaries will 

focus on expanding markets, securing local clients, 

and developing new markets such as Oceania. In 

addition, to make ‘Shin’ brand and ‘Baeksan Mountain 

Water’ settle in the global market, we will raise 

their image value and awareness and consolidate 

infrastructures.

Second, we will double the sales of ‘Shin Ramyun 

Black’ and potato chips and strengthen the foundation  

of ‘Baeksan Mountain Water’ and coffee businesses.

We will do more to foster these products as premium 

brands in each category by continuously upgrading 

product quality and conducting differentiated 

marketing and communication activities.

third, we will improve our competence in product 

design, technology, quality, food safety, cost control, 

and the organization to the world-class level.

Last, we will establish a new mid-to-long term 

strategy for sustainable growth and make it work 

systematically.

With the accurate analysis of domestic and foreign 

business environment, future market outlook, and 

predictable scenario, we will define our capabilities 

and standards needed for sustainable growth and 

establish a new mid-to-long term strategy.

We are setting precise goals and careful plans to 

ensure that tasks mentioned above are successfully 

carried out. In the process, we will devote ourselves 

to making Nongshim a major player in the global 

food market. 

At the same time, we will faithfully adhere to the 

basis and evolve so that our willingness to take on 

all challenges pays off with greater returns in the 

coming year. 

In closing, let me sincerely thank you again for your 

interest and support. I hope you and your families 

enjoy the best of health and good fortune in the days 

ahead.

Thank you

CeO   Joon Park
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EvEry CornEr  
of thE World

Delivering greater values in



With the brand power of ‘Shin Ramyun’, nongshim has been expanding its reach beyond Korea, 

Japan, and China to europe, the Middle east, Africa, and even in world’s southernmost place, punta 

Arenas, Chile.

In China, we opened an exclusive food section on a large online shopping mall ‘taobao Mall’, paving 

the way for targeting the entire country. Also, in the uS, our production capacity increased 25% by 

completing the facility expansion project.

Meanwhile, to accelerate european market entry, we’ve signed a distributorship agreement 

with uK’s major distribution companies such as tesco and Morrisons and a sponsorship with 

AFC Wimbledon, a football club of the uK. In Kenya, Africa, we started sales through local home 

shopping channels. In oceania, we are planning to establish a local subsidiary for full-fledged 

market development.

nongshim will expand its export area from current 80 countries to over 100 in order to deliver 

values and pleasant experiences to more customers in the world.

Delivering greater values of nongshim to the world



Cultural 
flavors

Delivering greater values through



taking the initiative in developing and providing products 

with healthy ingredients and Korean traditional flavors

With unrivaled technological prowess and differentiated brand power, nongshim has kept its position 

as Korean leading food processing company for a long time. Based on our strength, we are taking 

the initiative in commercializing Korean traditional foods, which is gaining new growth engines.

the followings are popularized brands of traditional Korean foods through our profound 

understanding of traditional Korean food culture and advanced technologies: ‘Shin Ramyun Black’ 

which was created by combining ‘Shin Ramyun’ and full-bodied taste of ‘Seolleongtang’ through high 

temperature cooker method; ‘Hooroorook noodle’, an easy-to-make product that helps customers 

easily taste the traditional noodle; and ‘Doongji Cold noodle’ that contains the juice of ‘Dongchimi’ 

and a paste sauce made by traditional method. In november 2013, we launched ‘tteokguk noodle’, 

a major traditional food for the lunar new Year, to let customers enjoy ‘tteokguk’ anywhere and 

anytime. It has been receiving great response since its launch. 

nongshim will continue to develop innovative products that deliver traditional Korean food culture 

and provide unique value to customers.



CrEating 
nEWnEss

Delivering greater values by



Providing special values to consumers with trend-

leading products beyond expectation

nongshim is committed to creating new values through change and challenge.

‘Chapagetti’ and ‘neoguri’, which has continuously received love from consumers for 

more than 30 years, were in the middle of the ‘Modisumer’ fever in 2013. With the nick 

name ‘Chapaguri’, a mixture of the two products, they have led to consumers’ enormous 

interest and participations and brought a huge change in food marketing method.

In addition, ‘Baeksan Mountain Water’, a low temperature volcanic bedrock water 

from the tributary of Mt. Baekdu, and well-being noodle products, made from cutting-

edge automated facilities and eco-friendly production systems, show the company’

s philosophy to contribute to the consumer’s health. our new product ‘Ganglio Coffee’, 

an instant mix coffee made with 100% Arabica coffee beans and deer antler extract 

‘Gangliocide’, has been also receiving lots of love from customers.

We will continue to develop better products with new value in order to provide 

consumers with satisfaction and great impression beyond their expectations.



Instant noodle    16

Snack    20

rEviEW of 
opErations



Due to forced closure policy on large supermarkets, discontinuing sales of ‘Samdasoo’, 

and intensified competition in instant noodle market, business conditions have been 

tough for 2013. As a result, in 2013, our total sales and operating income recorded 

KRW 2.00 trillion and KRW 92.1 billion, decreases of 4.5% and 9.5% from the previous 

year, respectively. 

But, despite the hardship, nongshim has continued to launch new well-being foods, 

strengthen competitiveness of the existing products, and improve profit structure. 

In 2014, we will focus on strengthening our brand power, developing new concept 

products, and fostering global operations by capitalizing on our innovative technologies 

and marketing prowess.

Others    24

Beverage    22

nongshim in the World    26

We will continue to make new markets and 

generate higher value through changes, 

innovation, and endless challenge.
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‘Ansungtangmyun’, the driving force behind our success, 

and ‘Shin Ramyun’, Korean masterpiece instant noodle

Nongshim has established many precedents in the Korean food 

industry by introducing innovative noodle products exceeding 

customers’ expectations. 

Since its launch in 1983, ‘Ansungtangmyun’ has received love for its 

distinctive soup taste and became one of the oldest and top selling 

products. For past 30 years, over 14.0 billion packs have been sold 

and even now, it is generating sales of KRW 120 billion annually, 

maintaining 2nd place in the domestic market behind ‘Shin Ramyun’. 

‘Neoguri’ and ‘Bowl Noodle Soup’ launched after ‘Ansung-tangmyun’ 

have also been in the top 10 noodle products in the domestic 

market for over 30 years, still recording over KRW 100 billion  

in monthly sales, respectively.

‘Shin Ramyun’, launched in October 1986, showed steep increase in 

sales right after its launch and became the No.1 seller within a very 

short period of time. ‘Shin Ramyun’, with nearly 30 years of history, 

is dominating the domestic instant noodle market by taking 25% of 

market share and evolving into a global brand that consumers from 

80 different countries enjoy. Thanks to these results, Nongshim 

won the 1st place in instant noodle section from NCSI survey and 

selected as best food processing company from DJSI evaluation for 5 

consecutive years for the first time in the industry.

16

through best technology and  

quality competitiveness,  

nongshim is capturing the taste of  

people all around the world.

instant 
noodlE
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66.1%

Sales proportion of instant noodle 

business in 2013

Satisfying consumer needs by delivering newness 

Nongshim is concentrating on developing new instant noodles to meet customers’ 

changing taste and daily habit. To respond to the recent ‘well-being’ trend and various 

consumers’ needs, we launched two non-frying noodle products. These products are low 

on calories and healthy because they are not fried.

In March, we launched ‘Vegetable Ramyun’, an instant noodle only made with 6 

vegetables, and have received great response from consumers who want healthy diet. 

Also, ‘Tteokguk Noodle’, a reinterpreted version of traditional Korean holiday food made 

from 80% rice, was launched in October. ‘Vegetable Ramyun’ and ‘Tteokguk Noodle’ are 

produced at our exclusive well-being noodle factory in Noksan which was completed in 

2007. Some of the other products that are produced at the factory include ‘Hooroorook 

Noodle’, ‘Rice Champong’, and ‘Doongji Cold Noodle’. 

We are planning to expand the lineup of non-frying noodles in new products and reduce 

fat and sodium to meet customers’ demand for well-being products.

the driving force behind nongshim’s over-

whelming market share comes from having 

mega-hit brands such as ‘Shin Ramyun’ and 

other diverse lineup to seize various customers. 

In 2013, nongshim has received great response  

from consumers by launching new concept 

products reflecting their needs such as ‘Vege-

table Ramyun’ and ‘Harmony’.
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Based on our corporate philosophy of ‘pursuing health and happiness with 

customer’, we are committed to providing differentiated products and services.

Power brands that lead the market  

The biggest highlight of the domestic instant noodle market in 2013 was a multi-product 

mixing menu such as ‘Chapaguri’.

After the introduction of ‘Chapaguri’ recipe, a mixture of ‘Chapagetti’ and ‘Neoguri’, on 

a TV show, ‘Chapagetti’ became a hit brand, achieving sales of over KRW 10 billion per 

month. This made ‘Chpagetti’ a second bestselling instant noodle behind ‘Shin Ramyun’ in 

the domestic market in 2013.

Even in the annual sales, ‘Chapagetti’ recorded a 21.6% growth from the previous year 

and greatly contributed to the Nongshim’s market share. The Modisumer fever starting 

from ‘Chapaguri’ has accelerated the launch of soup-less noodle products. Particularly, 

the soup-less mixing type bowl noodle market gained a steep 20% growth thanks to 

great responses of the young generation. To meet this trend, we launched a new concept 

soup-less mixing type bowl noodle ‘Harmony’ to continue the fame of ‘Chapaguri’.

Meanwhile, Nongshim achieved comparably stable sales growth in cold noodle market. 

Sales of ‘Doongji Cold Noodle’ and ‘Buckwheat Soba’ grew by 17.7% year-on-year thanks 

to the improvement of brand awareness.

AnnuAl RepoRt 2013 18
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Creating new demand through innovating the value of noodle

The domestic instant noodle market has been experiencing sluggish growth since 2011, while 

growth of bowl noodle market has outperformed pack noodle market.

Currently most consumer groups have strong needs for innovative concept product that shows 

diversity, health, safety, and convenience. This has led to the launch of ‘Shin Ramyun Black’ in 

2012 and the great popularity of ‘Chapaguri’ with the birth of a new word ‘Modisumer’ in 2013.

In 2013, Nongshim achieved sales of KRW 1.32 trillion, an increase of 3.4% year-on-year, in 

instant noodle business. This was mainly led by stable sales growth of ‘Shin Ramyun’ and ‘Shin 

Ramyun Black’ and sharp increases in sales of ‘Chapagetti’ and ‘Neoguri’. ‘Bowl Noodle Soup’ and 

other bowl noodle soup products also enjoyed sales increase for the year.

We aim to post KRW 1.45 trillion in instant noodle sales in 2014. To achieve this goal, we are 

planning to launch new products with new value, focus more on fostering strategic brands such as 

‘Shin Ramyun Black’, strengthen consumer marketing to create new demands, and promote non-

frying noodle products.

nongshim’s ‘Shin Ramyun Cup’ has 

been selected as the in-flight meal by 

the world biggest airline, American 

Airline. With this, ‘Shin Ramyun’ became  

a global food that people all around the 

world can enjoy at over 30 thousand 

feet in the air and secured its place as 

the global food brand that represents 

Korea.

In 2013, the domestic instant noodle 

market grew by 1.9% year-on-year 

to KRW 1.97 trillion in sales (as of 

converted figures of 4 major instant 

noodle makers by A.C. nielsen). 

especially, bowl noodle’s growth has 

stood out since 2011. In the domestic 

instant noodle market, nongshim 

achieved 66.5% market share.

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

1,322.8

1,290.3

1,278.8

2011 29.3%70.7%

2012 31.8%68.2%

2013 31.8%68.2%

66.5%

Market share in the domestic instant 

noodle market in 2013
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nongshim snacks including ‘Shrimp Cracker’ 

with 40 years of history are tasty and 

nutritious products that can be enjoyed 

anytime and anywhere.

nongshim snack that receives love from all people

Based on strong awareness of snack products such as ‘Shrimp 

Cracker’ and ‘Onion Ring’, Nongshim has maintained the 1st place in 

the domestic snack market. In particular, our representative long-

running snack brand ‘Shrimp Cracker’ has sold over 7.5 billion bags 

for 43 years since the launch in 1971. 

Nongshim snacks have received love from all people for a long time. 

Our five snack products - ‘Shrimp Cracker’, ‘Potato Snack’, ‘Sweet 

Potato Snack’, ‘Onion Rings’, and ‘Honey Twist Snack’ - are over 

40 years old. We also have six snack brands with over 30 years of 

history and 4 brands with over 20 years of history. The key reason 

our snack products could achieve long run and receive continuous 

love from all people was probably our commitment to continuously 

improving taste and design of our products to meet changing 

customer needs. By doing so, our snack products have brought back 

memories to our customers.

Meanwhile, ‘Sumi Chip’ is recognized as the next-generation snack 

brand following ‘Shrimp Cracker’. ‘Sumi Chip’ is made from Korean-

grown Sumi potato and produced through the continuous vacuum 

frying method. To continuously expand sales and secure stable 

supply, we have built the world’s largest storage facility, which 

allowed us to become the only domestic company to commercialize 

Sumi Chip and gain confidence in our product quality.



Since the launch in June 2010, ‘Sumi Chip’ has been steadily gaining sales and, in 2013, 

sales increased about 45.2% compared to prior year. Nongshim is planning to reclaim the 

1st place in the domestic potato chip market with ‘Sumi Chip’ and make it a global brand 

that can capture the taste of consumers worldwide.

In 2013, the domestic snack market grew by 1.9% over the previous year and Nongshim 

posted KRW 290.9 billion, a 5.2% growth, in sales. This result came from favorable turn 

of sales of our flagship and new snack products despite business hour regulation on large 

supermarkets and a slump of rice snack market.

Nongshim is aiming for sales of KRW 320 billion in snack business in 2014. To achieve 

this, we will focus on improving the quality and image of our long-running flagship brands, 

fostering more corn and potato products, and conducting marketing activities to meet 

various consumption trend.

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

2013

2012

2011 273.3

276.5

290.9

14.5%

Sales proportion of snack

business in 2013

31.7%

Market share in the domestic snack 

market in 2013

nongshim’s next generation snack brand ‘Sumi 

Chip’ has brought domestic consumers’ taste 

to another level. With this innovative product 

together with ‘Shrimp Cracker’, we will continue 

to lead the domestic snack market.

21
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nongshim provides various high-quality 

beverage products such as ‘Baeksan Mountain 

Water’ which is produced by cutting-edge 

technology and facility and a world’s famous 

brand ‘Welch’s’ with over 140 years of history.

Diversifying the beverage product portfolio

Nongshim’s self-developed ‘Baeksan Mountain Water’ is growing its 

brand power in the domestic bottled water market with great taste 

and strong business network. ‘Baeksan Mountain Water’ is recognized 

that the quality is every bit as good as that of world-class bottled 

water products because of containing healthy nutrition and having 

smooth flavor. 

Also, ‘Baeksan Mountain Water’ was selected as sponsor drink for the 

women’s pro basketball league for 2013 and 2014 season, gaining an 

opportunity to get closer to consumers. We doubled the production 

capacity of ‘Baeksan Mountain Water’ to meet the demand on the peak 

season and launched half liter bottles with upgraded package design.

In addition, to target the domestic market through diversifying 

beverage product lineup, we launched two kinds of high-quality tea 

products - ‘Tea’s Tea Classic’ and ‘Tea’s Tea Latte’ - in March 2013. It 

was conducted by committing a technical partnership with a world-

class tea specialty company ‘Itoen’.

Two 250ml small package ‘Welch’s’ soda brands with white grape and 

strawberry flavors were also launched, which was encouraged by a 

big hit of the small package ‘Welch’s’ soda with grape flavor since the 

BEvEragE



23

launch in 2011. As a result, we have a total of three kinds of small package ‘Welch’s’ soda 

brands.

Sales in beverage business decreased 64.6% year-on-year to KRW 91.5 billion in 2013, 

which was mainly led by discontinuing sales of ‘Samdasoo’ since the end of December 

2012 and drop in sales of juice brands. Meanwhile, ‘Power O2’ has been growing 

substantially and strengthening Nongshim’s position in sports drink market.

The company plans to achieve sales of KRW 115 billion in beverage business in 2014. To 

do so, we are preparing to strengthen the brand power of ‘Baeksan Mountain Water’, ‘Welch’

s’ soda and juice, and Power O2’, build stable sales network, and expand product lineup. 

Furthermore, we will continue to solidify our market position with the goal of entering the 

top 3 beverage majors by 2018.

Sales trend of beverage business  (Unit: KRW in billions)

2013

2012

2011 251.1

258.4

91.5

4.6%

Sales proportion of beverage

business in 2013

nongshim is currently selling world-class 

beverage brands including ‘Welch’s’, the epitome 

of grape juice drink, ‘Campbell’, a healthy 

beverage made with vegetable and fruits, 

‘Capri sun’ a juice drink loved by children for 

more than 40 years, ‘tea’s tea’, a new product 

containing classic black tea’s flavor and class, 

and ‘power o2’, a Alps mineral water containing 

6 times more oxygen than regular water.
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By partnering with global food majors,  

we are delivering diverse flavors of  

world-class foods to domestic consumers 

and building solid global networks.

Sharpening the competitiveness by strategic partnerships

Nongshim has been introducing foreign-made brands by capitalizing 

on business relationship with world’s famous food companies and 

strengthening marketing activities for each brand on the basis of their 

strong brand awareness. As a result, sales of foreign-made brands 

have been growing continuously.

Following the acquisition of an exclusive sales right for potato 

chip ‘Pringles’ at the end of 2012, we signed a strategic business 

partnership with Nestle Korea in August 2013. With this partnership, 

Nongshim is now able to supply Nestle’s five products - two ‘KitKat’ 

brands, ‘Nesquik Chocolate Wafer’, ‘Crunch’, ‘Polo’, and ‘Frutips’ - to 

large supermarkets and CVSs, which helps us reinforce our foreign-

made brand lineup. Also, we have introduced various products 

meeting consumers’ taste and lifestyle such as world’s renowned 

cereal brand Kellogg’s low calorie ‘Special K Lite Chip’.

Meanwhile, under the goal of solidifying the position as a 

comprehensive food company, Nongshim has launched new products 

in 2013. Since the launch of ‘Ganglio Coffee’, an instant coffee mix 

made from 100% Arabica coffee beans and extracted with espresso 

method, in January 2013, it has brought new trend in the domestic 

coffee market. In November, our coffee brand lineup was extended 

by launching ‘Ganglio Honey Apple Coffee’ made from handpicked 4 

ingredients for health and taste. Also, our new pre-mix ‘Korean Rice 

othErs

´

´



Frying Powder’ was recognized for creating new value in the domestic pre-mix market by 

making powder from 100% rice instead of using flour like other products.

In 2013, Nongshim’s merchandise business recorded sales of KRW 164.1 billion, a 

9.3% increase from the previous year, thanks to sharp sales growth of ‘Pringles’, new 

sales creation by ‘Ganglio Coffee’, and stable sales increase from curry restaurant 

‘Cocoichibangya’. Particularly, ‘Pringles’ posted 3rd highest sales behind ‘Kellogg’s’ and 

‘Chupachups’. Meanwhile, our export in 2013 decreased 0.1% year-on-year to KRW 131.7 

billion due to sales drop in Japan despite taking a favorable turn in Southeast Asia and 

Americas.

In 2014, as for merchandise business, we will concentrate on implementing strategic 

marketing activities to enhance the brand power of flagship products and expanding our 

distribution network in order to develop new demands. Export will be accelerated through 

exploring new markets such as Oceania and Africa.

Sales trend of other businesses  (Unit: KRW in billions) Merchandise & Others Export

2013

2012

2011

164.1 131.7

150.1 131.8

143.2 135.5

14.8%

Sales proportion of other  

businesses in 2013

nongshim is building strategic partnerships with 

world’s no. 1 food majors in each category, 

through which it introduce high-quality foreign-

made brands such as uS’ ‘Kellogg’s’ cereals, 

Spain’s ‘Chupachups’ and europe’s biggest meat 

processing company, Denmark tulip’s ‘Denmark 

Ham’. these global brands are delivered to 

customers in a fast and fresh way through our 

cutting-edge automated distribution center in 

poseung. 

25
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nongshim 
in thE World

Sales from global business  (USD in millions)
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the scope of our global operation is getting 

wider. today, you can enjoy our brands not 

only in the US, China, and Japan,  

but also in europe, the Middle east,  

Africa, and South America.

※ Sum of each overseas local subsidiary (excluding export)

288.3
282.1

267.9



Successful business expansion in the global market

Based on strong brand power built up throughout the world for 

more than 30 years, Nongshim has prepared a foundation for a 

new leap in the world.

Nongshim’s US subsidiary ‘Nongshim America’ has signed a direct 

supplying contract with the world’s biggest distribution company 

‘Walmart’ for the first time in Korean food industry. Starting in 

January of 2013, we started supplying instant noodles to the 

entire 3,600 ‘Walmart’ stores in the US. Because supply right to 

the ‘Walmart’ is only given to the world class food companies, it 

showed the world our world-class credibility, product quality, and 

awareness.

Our Chinese subsidiaries have achieved 20% annual growth for 

past 3 years and surpassed USD 1 billion in accumulated sales. 

Considering sluggish instant noodle market in China, Nongshim’

s growth is evaluated as unparalleled progress. Furthermore, our 

sales network was extended to online market by signing sales 

contract with the world’s biggest e-commerce company ‘Alibaba 

Group’ which is operating an online shopping mall ‘TaoBao Mall’ in 

China.

We have also made substantial performance in Africa. Since the 

first import to the South Africa in late 1980s, we entered the 

Kenyan market in April 2013 and started selling 15 products in 

local large supermarkets. Since November 2013, our products 

such as ‘Shin Ramyun’, ‘Shin Ramyun Cup’, and ‘Japanese Style 

Udon Cup’ have been selling through Kenyan home shopping 

channels.

Exports to the Islamic region have also grown exponentially. After 

acquiring the Korea Muslim Federation’s ‘Halal’ certification, we 

arranged a separate production line in Busan factory and started 

exporting certified ‘Shin Ramyun’ to Indonesia, Saudi Arabia, 

Qatar, and 6 other Islamic countries. Exports to these countries 

have increased up to USD 2 million in 2013.

27
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Connecting world with ‘Shin Ramyun’ Road

‘Shin Ramyun’, as a global brand representing Korea, is spearheading the delivery of 

taste and culture of traditional Korean foods in Japan, China, Europe, the Middle East 

and Islamic countries, and South America.

Especially, at the summit of Jungfrau in Alps, over 1,000 units of ‘Shin Ramyun Cup’ 

are sold to the visitors from worldwide during the peak season. And in June 2013, 

‘Shin Ramyun Black Cup’ started the sales.

Meanwhile, in Nepal where the country is surrounded by Himalayan Mountains, 

purchasing ‘Shin Ramyun Cup’ before tracking has become a culture among the 

trackers from all over the world.

In Punta Arenas, Chile, the southernmost city in the world with 120,000 populations, 

there is a Ramyun store named ‘Shin’ and it has become an attraction to the tourists 

visiting Chile and the Antarctic.

Like this, ‘Shin Ramyun’ became a Korean food product that consumers can find 

anywhere in the world and has been exporting to more than 80 countries worldwide. 

We are planning to establish more overseas branches and enhancing local sales 

organizations in order to extend our reach up to 100 countries by the end of 2014.
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Preparing a bridgehead for entering europe

Since the early 2013, Nongshim has accomplished sales contracts 

with European distribution majors, through which the company 

has begun making full-fledged efforts to enter European market.

In January, ‘Shin Ramyun Cup’ was successfully entered the 

entire 7 ‘Grab and Fly’ stores in Amsterdam airport. This is the 

first and only airport in Europe that sells Korean instant noodles. 

In March, we signed a contract to supply our instant noodle 

products including ‘Shin Ramyun’ with ‘Morrisons’, one of the 

top 4 major British distributors, and ‘Migros’, the biggest Swiss 

distributor. In particular, British company ‘Morrisons’ is recognized 

as the top 4 large distributing company along with ‘Tesco’, ‘ASDA’ 

and ‘Sainsbury’. These companies demonstrate absolute market 

dominance in Europe by representing over 70% market share.

Also, Nongshim became an official sponsor of UK’s Soccer 

club, ‘AFC Wimbledon’, and started targeting the soccer fans. 

This sponsorship allows us to advertise our corporate logo and 

brand image of ‘Shin Ramyun’ at the home ground. We will take 

European market as a strategic point for our future growth in the 

world.

Operating performance in global business in 2013

Gross sales from global business in 2013 amounted to USD 421.9 

million (excluding export), a 3% increase from the previous year. 

By region, sales in the US and Japan decreased 2% and 29% 

year-on-year, respectively. 

These unfavorable results mainly came from low-pricing strategies 

of competitors led by shrinking instant noodle market in the US 

and sales drop by socially anti-Korea issues in Japan. However, 

in China, we saw a dramatic growth of 21% propelled by sales of 

snack products and ‘Baeksan Mountain Water’. Sales in Europe, 

Oceania and Pacific island decreased due to sluggish consumption 

brought by recession.

Business target and strategy for 2014

In 2014, Nongshim is targeting sales of USD 559 million in global 

business. To this end, we will continue to focus on developing 

new markets and enhancing the value of ‘Shin’ brand in strategic 

regions such as the US, China, and Japan. Furthermore, we will 

establish Australian subsidiary and penetrate new markets in 

Eastern Europe, the Middle East, South America and West China. 

Efficient promotion activities suitable for characteristics of each 

country will be also conducted.
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Social Contribution   36 

nongshim is committed to contributing to the improvement of customer health and 

happiness by producing safe and nutritious foods. We are also striving to make a 

return for the love and support from customers through helping neighbors in need and 

protecting the environment for the next generation.

We are fulfilling our role and obligations as 

a corporate citizen in the pursuit of a better 

tomorrow for all.
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Acquired the HACCP certification for all factories and 

all products

Nongshim has remained the leader in HACCP (Hazard Analysis & 

Critical Control Points) certification acquisition in Korea. In 1999, 

the frozen noodle line at the Anyang factory was the nation’s first 

facility to be HACCP qualified. The high-speed line at Gumi and 

the instant steamed rice production line and wet noodle production 

line at Anyang followed suit in 2004, and then the powdered soup 

production line at Ansung in 2006.

All production lines at Noksan, to include those for ‘Doongji Cold 

Noodle’ and ‘Hooroorook Noodle’ were HACCP certified in July 

2009, and so was the potato vacuum chip line at the Asan factory 

by the end of the year. The HACCP Promotion Task Force was 

established in 2010 to work on simultaneous HACCP certification 

for all the lines at all four domestic factories. That same year, the 

certification was granted for all noodle and beverage production 

lines. Qualification of the snack production lines in 2011 meant all 

factories and products were covered.

Efficient operation of HACCP-certified systems goes beyond quality 

control. It enables Nongshim to provide top quality products and 

services that are always safe for customers.

food safety
Flawless systems are in place from production to 

packaging and distribution in order to provide safe 

and trustworthy food products.
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Delivering health by using natural ingredients

Nongshim stopped using MSG in all products, ranging from instant noodles to snacks, 

made in Korea since February 2007. Instead, all natural ingredients such as mushrooms 

are used to provide flavor.

In addition, naturally refined oils without trans-fats are used exclusively and no artificial 

preservatives are in any Nongshim product. To naturally preserve the products for 

an extended period, Nongshim uses natural tocopherol as antioxidants and green tea 

catechin. Moreover, the salt content in all instant noodle products is kept to a minimum. 

Instead, we are making best effort to develop non-frying instant noodles, low-calorie 

instant noodles, and calcium-fortified instant noodles and snacks for health-conscious 

consumers.

Global Quality Assurance

The consistent goal at Nongshim is to provide top quality products that consumers can 

select with confidence. To this end, all processes are carefully managed through our 

quality control system, from product processing, distribution, and communication with 

customers.

Some KRW 40 billion was invested between 2008 and 2010 to build a ‘global quality 

assurance system’ and carry out the ‘consumer confidence project’. Now, product 

safety is ensured in every stage of the supply chain, from the sourcing of ingredients 

from around the world to the time it is served. Also, we built the ‘Nongshim China Food 

Safety Research Center’ in Qingdao, China, to reinforce global quality assurance efforts. 

The center ensures the safety of our products by analyzing microorganisms, additives, 

pesticide residue and irradiation. 
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3G Campaign for environmental management

The 3G (Green Product, Green Processes and Green Partnership) Campaign has been 

underway since 2009 as a way to achieve environmental management goals. The ‘Green 

Product’ works to reduce the carbon emissions from our products by acquiring the 

certification for carbon emissions. ‘Green Processes’ refer to an ongoing effort to lower 

energy consumption and preserve the environment, while ‘Green Partnership’ pursues the 

balance between the environment and our businesses.
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green management
We are committed to supporting the health and 

wellbeing of customers by continuously and proactively 

conducting environmental management activities.



First snacks to obtain the ‘Low Carbon Product’ label

To reduce carbon emissions at Nongshim, the Carbon Management Task Force was 

formed in 2010 and the Energy Task Force, consisting of specialists from inside and 

outside the company, was inaugurated in 2011. These task forces have been engaging in 

measuring carbon emission levels for all products and all factories and devising plans for 

reducing those levels.

As a result, our instant noodles and snacks such as ‘Chip Potato’ and ‘Doongji Cold Noodle’ 

were certified for their carbon emission levels. Furthermore, ‘Chip Potato’ obtained the ‘Low 

Carbon Product’ label in April 2012 for the first time among Korean-made snacks thanks 

to consistent efforts for reducing carbon emissions, elevating our eco-friendly corporate 

image as a result. In addition, four kinds of ‘Sumi Chip’ have been certified for carbon 

emission levels between 2012 and 2013.

Making factories green and implementing eco-friendly activities

A concerted effort is underway to make all of Nongshim’s main factories green. Our 

Noksan factory in Busan was designed to let in natural sunlight, significantly lowering 

electricity consumption. Asan factory has first installed wind and solar power generation 

systems and geothermal cooling and heating systems, reducing electricity expenditure by 

around KRW 57 million and CO2 emissions by 132 tons per year.

In addition, the employees at each factory regularly organize clean-up drives at major 

mountains and parks in their vicinities. These activities have received a positive response 

from local residents and government agencies.
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nongshim’s Social Service Corps (SSC)

Our social contribution activities have been conducting more systematically earnestly 

since the inauguration of the Nongshim Social Service Corps in March 2007. Under 

the motto ‘a global food company growing together with local communities’, we are 

committed to implementing customized community services that reflect the feature of 

our businesses and satisfy needs of local communities. Each business site also establishes 

annual community service plans, through which they donate products to local social 

welfare facilities and engage in volunteering activities.

Operating a snack mobile for charity

Since 2008, Nongshim has been operating the ‘snack mobile for charity’ befitting its 

business as a food company. The snack mobile for charity and our employees regularly 

visit local childcare centers that assist low-income families and deliver instant noodles, 

snacks and beverages to the children. They also work with the children, making balloon 

figures, building art objects and playing quiz games.  
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nongshim’s Social Service Corps Structure

Ansung 

plant SSC

noksan 

plant SSC

Anyang 

plant SSC

Asan 

plant SSC

Busan 

plant SSC

Gumi 

plant SSC
HQ SSC

social Contribution
Based on corporate philosophy ‘sharing and pursuing happiness 

together with the community’, we at Nongshim voluntarily 

participate in social contribution activities.



Holding events on Children’s Day

May fifth is Children’s Day in Korea to encourage 

the precious dreams of the nation’s youngsters. On 

this day, we hold a special event at the Head Office 

for children and their family members. In 2013, the 

company formed a small-sized theme park on the 

square in front of the Head Office and provided visitors 

with snacks and beverages. Other commemorative 

programs such as various games, nail-art sticker 

services, and photographs were also carried out.

Cultivating talent for the future through the 

Youl-Chon Foundation

The Youl-Chon Foundation provides a more systematic 

approach to CSR programs at the group level. 

Activities include a scholarships program and supports 

for various academic and cultural research projects. 

The foundation seeks out traditional cultural forms 

and sponsors performances, and helps to build and 

operate camp facilities for teenagers. After ten years 

of research, it also disseminated textbooks written 

in mixed script (Sino-Korean with the native Korean 

alphabet) and used in primary and secondary school.

Visiting senior centers

Each business division at Nongshim regularly visits 

a designated senior center. Our employees donate 

Nongshim products and treat the elders to lunch, also 

communicate with them, shine their shoes, clean their 

eyeglasses and perform other acts of kindness to help 

make them feel comfortable. 

Members of employee families are also invited 

to participate in this program, providing them an 

opportunity to learn how to respect and be courteous 

to their elders.

‘Love-sharing Happy Fund’ raised by 

employee donations

The ‘Love-sharing Happy Fund’ has made more than 

KRW 730 million since the launch in 2007. The money 

is used to provide products such as instant noodles to 

welfare centers as well as to fund various projects such 

as welfare facility repairs and free lunch programs. 

Recently the scope of the assistance is being extended 

overseas, providing relief supplies and instant noodles 

to the regions damaged by disasters.

Helping adolescents learn about economics

We offer classes to help adolescents learn about our 

businesses and economics in general including the 

market economy, the role of corporations, food hygiene 

and food safety. Employees from various business 

divisions volunteer to be instructors and are dispatched 

to local primary schools to give talent donations.

environmental cleanups and sisterhood 

relationship with local communities

Our employees at each worksite regularly visit the 

local rivers, streams, seaside or mountains to pick up 

litter and other trash. Each factory site also establishes 

a sisterhood relationship with a rural community in the 

region. Employees at each factory visit the community 

to help farming works, conduct cleanups, and purchase 

the farmers’ products. Local residents are also invited 

to tour Nongshim production facilities. 
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Introduction

As a leading company in the Korean food industry, Nongshim has 

been committed to providing food and beverage products that 

are continuously enjoyed throughout many generations. We are 

mainly engaged in the manufacturing and sales of instant noodles, 

snacks, beverages, and foreign-brand products, and demonstrate 

competitive edge in brand power, R&D capability, product quality, 

sales network, and cost control. Our products are also sold in not 

only Korea but also around 80 different countries and we have 

been expanding global business by operating local production 

lines in China, the world’s largest noodle market, and the US, the 

center of the global economy.

Business environment and Growth Strategy

In 2013, the global economy turned around in the first half, while 

the pace has been slight due to advanced countries’ exit plans 

and sluggish economic recovery of some developed countries. 

The domestic economy has also shown signs of recovery since 

the second half of the year backed by the increase of exports. 

However, consumer spending has slowly increased due to 

obstacles such as daunting household debt.

In addition, the domestic food industry is considerably affected by 

keen issues such as the government’s price stabilization policy, 

tightened fair trading regulations, shared growth with suppliers, 

increasing demands for food safety from Japan’s radioactivity 

contamination and food additives problems, and business ethics.

In order to overcome such tough business environments and 

secure a foundation for sustainable growth, Nongshim has focused 

on not only solidifying market dominance of flagship products but 

also creating new demands through launching new products such 

as ‘Shin Ramyun Black’, ‘Vegetable Ramyun’, ‘Tteokguk Myun’, 

‘Sumi Chip’, and ‘Gammi Sweet Potato’ to satisfy customer needs. 

We also strive to deliver the value of health and happiness to 

customers by making best effort for food safety and develop new 

categories such as non-frying noodles and potato chip products in 

order to secure future growth engines.

In the global market, our businesses have been driven by building 

a premium image of the ‘Shin’ brand, expanding the scope of 

local markets, signing distributorship agreements with major 

distribution companies in Europe, and promoting marketing 

activities suitable for the characteristics of emerging countries.

In 2014, our focuses are on achieving remarkable operating 

performances in global business, growing sales of ‘Shin Ramyun 

Black’ and ‘Sumi Chip’, and solidifying the foundation for ‘Baeksan 

Mountain Water’ and coffee businesses. To this end, we will strive 

to make inroads into new markets and improve our competence 

in product design, technology, quality, food safety, cost control, 

and the organization to the world-class level. These plans and 

goals will be carried out systematically on the basis of our new 

mid-to-long term strategies to be established for the year.

 

Key Operating Performances

Our total sales in 2013 recorded KRW 2.00 trillion, down 4.5% 

over the previous year, mainly due to discontinued sales of 

‘Samdasoo’ since December 2012. Except for beverage business, 

we achieved 3.7% growth year-on-year. Operating income 

decreased 9.5% over the previous year to KRW 92.1 billion due 

to a drop in sales despite proactive efforts to improve the cost of 

sales ratio and efficient cost control.

Instant noodle business, our key segment, realized KRW 1.32 

trillion, an increase of 3.4% year-on-year, in sales thanks to 

stable growth of ‘Shin Ramyun’ and steep sales climb of ‘Chapagetti’ 

and ‘Neoguri’ triggered by sensationally popular ‘Chapaguri’ recipe. 

Sales of snack business and foreign-brand products and others 

grew by 5.2% and 4.9% to KRW 290.9 billion and KRW 295.8 

billion, respectively. Meanwhile, beverage business recorded KRW 

91.5 billion, a decrease of 64.6%, in sales.

The global business also maintained the growth trend, buttressed 

by sales generated from overseas subsidiaries that expanded by 

6.1% year-on-year to USD 312.4 million, despite a slight fall in 

exports by 0.1% year-on-year to KRW 131.7 billion. A significant 

driver was the sales growth of subsidiaries in China that posted a 

solid 18.7% to USD 130.1 million.

Management’s Discussion & Analysis
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■ Sales

In 2013, Nongshim accomplished total sales of KRW 2.00 trillion. 

The following is a sales analysis of each business:

Instant noodle business recorded sales of KRW 1.32 trillion, a 

3.4% increase from KRW 1.28 trillion in the previous year. Sales 

of pack noodles and bowl noodles grew by 3.5% and 3.4%, 

respectively. ‘Chapagetti’ showed the highest sales growth with 

27.1% year-on-year among our noodle brands and went straight 

to the second place on the domestic noodle sales list behind ‘Shin 

Ramyun’. Nongshim’s share in the instant noodle market rose by 

1.1%p over the previous year to 66.5% in 2013.

Our snack business posted sales of KRW 290.9 billion, up 5.2% 

year-on-year, led by a rise in sales of potato snacks including ‘Sumi 

Chip’. In 2013, the domestic snack market has been mainly driven 

by potato snacks and corn snacks and trend in the global snack 

market showed same pattern. We targeted the subdivided potato 

snack market by efficiently promoting ‘Sumi Chip’ and launching 

more products to meet retail marketing changes, which resulted in 

stable sales growth. Our share in the domestic snack market rose 

by 0.9%p to 31.7% in 2013. 

Sales from beverage business decreased 64.6% over the previous 

year to KRW 91.5 billion mainly due to the discontinuance of 

‘Samdasoo’ sales since the end of 2012. Meanwhile, ‘Power O2’ 

showed a meaningful growth by posting KRW 11.0 billion, up 

35.8% year-on-year, in sales and its CAGR has reached 77% 

since the launch in 2008.

Sales from foreign-brand products and others recorded a 4.9% 

increase to KRW 295.8 billion. This was led by the launch of 

‘Ganglio Coffee’ and increase in instant steamed rice sales as well 

as KRW 14.0 billion worth sales growth of ‘Pringles’, although sales 

of Kellogg’s products declined by 19.4% from the year before. 

Especially, ‘Pringles’ ranked the third in sales among our foreign-

brand products behind ‘Kellogg’s’ and ‘Chupa Chups’ products. 

Exports recorded KRW 131.7 billion, down 0.1% year-on-year, 

due to sales decrease in Japan.
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Market Share (Unit: %)

Sales Breakdown (Unit: KRW in billions)
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FY 2012

2,095.7

1,278.8(61.0%) 

276.5 (13.2%) 

282.0 (13.5%) 

258.4 (12.3%) 

FY 2013

2,001.0

1,322.8(66.1%) 

290.9 (14.5%) 

295.8 (14.8%) 

91.5 (4.6%) 



■ Profitability

The profitability of Nongshim’s businesses is dependent on 

fluctuations in international raw wheat and palm oil prices. Except 

for a slight increase of flour price by the domestic providers 

in early 2013, other raw materials prices have been flat in 

general. Still, we have been controlling the cost of sales ratio 

through securing stable suppliers and conducting rigorous risk 

management to respond to changes in raw materials prices. 

In 2013, cost of sales fell by 4.5% year-on-year to KRW 1.36 

trillion. Accordingly, we achieved gross income of KRW 513.4 

billion, down 2.1% year-on-year, and experienced a 0.6%p 

improvement in gross income margin, reaching 27.4%.

Selling and administrative expenses decreased 0.3% from the 

year before to KRW 421.2 billion. In terms of key items, logistics 

expenses reached KRW 71.1 billion, up 2.4%, and service contract 

expenses amounted to KRW 55.0 billion, up 11.7%, year-on-

year. In contrast, advertisement expenses fell by 12.5% to KRW 

58.1 billion. As a result, the company’s operating income in 2013 

recorded KRW 92.1 billion, a decrease of 9.5% over the previous 

year, and operating income margin fell by 0.3%p to 4.9%.

Net non-operating income turned into gains of KRW 16.7 billion 

from losses of KRW 89.9 billion in the previous year, which was 

mainly due to the penalty of KRW 108.1 billion imposed by the Fair 

Trade Commission in 2012. Net finance income was KRW 14.2 

billion, a decrease of KRW 8.0 billion from the year before, due to a 

decline of interest income led by continued low-interest rate.

In consequence, net income before corporate tax expenses 

reached KRW 122.8 billion, a sharp increase of 260.8% or KRW 

88.8 billion from the year before. The company’s net income after 

paying corporate tax expenses of KRW 30.2 billion was KRW 92.6 

billion and net income margin recorded 5.0%.

(Unit: KRW in billions) 2013 2012

Sales* 1,870.8 1,958.9

Operating income 　92.1 101.8

Operating income margin 　4.9% 5.2%

Net income 　92.6 0.0

Net income margin 　5.0% 0.0%

* Excluded sales allowances

Financial Status

As of the end of 2013, total assets of Nongshim amounted to 

KRW 2.13 trillion, up 2.6% year-on-year from KRW 2.08 trillion. 

Current assets increased 4.8% over the previous year to KRW 

789.1 billion due to the rise in short-term financial instruments 

and cash and cash equivalents. Non-current assets stood at KRW 

1.34 trillion, up 1.4% year-on-year backed by the increases of 

equity method investments and facilities. 

Total liabilities were KRW 622.7 billion, reduced by KRW 11.7 

billion or 1.8% over the previous year. The main cause was 

the 9.8% drop in non-current liabilities due to a decrease of 

retirement benefit obligations.

Capital stock remained stagnant in 2013. Total shareholder’s 

equity reached KRW 1.51 trillion, up KRW 66.2 billion or 4.6% 

year-on-year mainly thanks to the increase of 4.9% or KRW 66.4 

billion in retained earnings.

(Unit: KRW in billions) 2013 2012

Current assets 789.1 753.3

Non-current assets 1,340.8 1,322.2

Total assets 2,129.9 2,075.4

Current liabilities 523.0 523.8

Non-current liabilities 99.7 110.6

Total liabilities 622.7 634.4

Total shareholders’ equity 1,507.2 1,441.0

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 2013, the key consolidated subsidiaries are as follows:

Classification Company name Ownership (%)

Subsidiary Nongshim (HongKong), Ltd. 96.74

Nongshim Holdings USA, Inc. 100.00

Nongshim Japan, Inc. 100.00

Sangsun Waters Co., Ltd. 80.43

Nongshim Communications Co., Ltd. 100.00

Affiliate Ttukbaegi Co., Ltd. 40.00

Management’s Discussion & Analysis
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Consolidated Statements of Financial Position
As of December 31, 2013 and 2012

Nongshim Co., Ltd. and its subsidiaries (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

Assets

Current assets 918,340,108,406 843,337,750,562 

Cash and cash equivalents 111,567,191,946 63,851,009,649 

Short-term financial instruments 410,300,000,000 385,000,000,000 

Other financial assets 58,780,000 15,006,290,000 

Trade receivables 203,377,288,734 195,460,169,298 

Other receivables 18,002,318,672 17,372,592,704 

Inventories 157,192,299,835 149,764,368,189 

Other current assets 16,679,311,921 16,002,717,823 

Income tax assets 1,162,917,298 880,602,899 

non-current assets 1,297,050,908,746 1,307,973,127,746 

Long-term financial instruments 10,000,000 7,500,000 

Accounts receivable - other 13,593,827,747 11,305,195,107 

Other financial assets 6,740,076,900 7,053,468,100 

Investments in subsidiaries and affiliates - 281,168,586 

Tangible assets 1,058,964,902,587 1,072,200,050,511 

Intangible assets 35,473,399,920 31,178,158,956 

Investments in real estate 181,824,052,435 185,516,863,659 

Other non-current assets 303,542,883 209,815,989 

Deferred income tax assets 141,106,274 220,906,838 

total assets 2,215,391,017,152 2,151,310,878,308 

Liabilities

Current liabilities 587,440,729,602 576,155,378,696 

Accounts payables 300,158,999,724 272,908,819,305 

Other payables 151,554,827,963 150,467,283,842 

Borrowings 89,281,259,125 102,542,103,840 

Income tax liabilities 11,392,182,070 17,303,399,425 

Provisions 8,121,388,371 8,580,793,450 

Other current liabilities 26,932,072,349 24,352,978,834 

non-current liabilities 111,277,131,624 115,816,207,113 

Borrowings 6,028,500,628 61,905,703 

Retirement benefit obligations 20,477,083,831 27,451,191,526 

Deferred tax liabilities 70,766,895,228 65,591,231,749 

Other long-term employee benefit obligations 13,917,063,219 22,513,607,527 

Other non-current liabilities 87,588,718 198,270,608 

total liabilities 698,717,861,226 691,971,585,809 

equity

total equity attributable to stockholders of the Company 1,499,131,370,601 1,440,845,102,765 

Share capital 30,413,210,000 30,413,210,000 

Share premium 123,720,854,309 123,720,854,309 

other reserves (84,916,238,553) (80,865,918,715)

Retained earnings 1,429,913,544,845 1,367,576,957,171 

non-controlling interest 17,541,785,325 18,494,189,734 

total equity 1,516,673,155,926 1,459,339,292,499 

total liabilities and equity 2,215,391,017,152 2,151,310,878,308 
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Consolidated Statements of Income

Consolidated Statements of 
Comprehensive Income

For the years ended December 31, 2013 and 2012

For the years ended December 31, 2013 and 2012

Nongshim Co., Ltd. and its subsidiaries (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

Sales 2,086,651,379,293 2,175,710,560,328 

Cost of sales (1,500,535,418,294) (1,577,645,689,287)

Gross profit 586,115,960,999 598,064,871,041 

Selling and Administrative expenses (493,513,244,356) (501,172,920,509)

operating profit 92,602,716,643 96,891,950,532 

Other income 18,359,466,297 19,582,890,804 

Other costs (5,742,299,933) (112,988,481,359)

Finance income 20,142,286,229 31,145,771,118 

Finance costs (7,283,511,247) (9,002,625,053)

Share of gain (loss) of equity method accounted investees (18,469,741) (41,444,031)

profit before income tax 118,060,188,248 25,588,062,011 

Income tax expense (31,163,649,204) (34,754,479,233)

net profit (loss) 86,896,539,044 (9,166,417,222)

profit (loss) attributable to :

Stockholders of the Company 88,395,966,709 (6,784,426,796)

Non-controlling interest (1,499,427,665) (2,381,990,426)

earnings (loss) per share

Basic 15,286 (1,173)

Diluted 15,286 (1,173)

Nongshim Co., Ltd. and its subsidiaries (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

net profit (loss) 86,896,539,044 (9,166,417,222)

other comprehensive income after tax (3,454,001,617) (27,609,884,439)

Gain on evaluation of available-for-sale financial instruments (259,202,800) (376,610,936)

Net change in currency translation differences of overseas sites (268,392,265) (13,218,197,821)

Recalibration factors of retirement benefit obligations (2,926,406,552) (14,015,075,682)

total comprehensive income 83,442,537,427 (36,776,301,661)

Stockholders of the Company 84,782,697,897 (33,268,761,962)

Non-controlling interest (1,340,160,470) (3,507,539,699)
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Consolidated Statements of 
Changes in equity

For the years ended December 31, 2013 and 2012

Nongshim Co., Ltd. and its subsidiaries 
(Unit: KRW in miilions)

Attributable to stockholders of the Company
non-

controlling 

Interest

total 

equity

Share 

Capital

Share 

Premium

Other 

Reserves

Retained 

earnings total

Balance as of January 1, 2012 30,413 123,721 (68,395) 1,411,505 1,497,244 22,002 1,519,246 

Net loss - - - (6,784) (6,784) (2,382) (9,166)

Other comprehensive income

Gain on evaluation of available-for-sale 

financial instruments - - (377) - (377) - (377)

Net change in currency translation 

differences of overseas sites - - (12,094) - (12,094) (1,124) (13,218)

Recalibration factors of retirement 

benefit obligations - - - (14,014) (14,014) (1) (14,015)

Total comprehensive income (loss)

for the year - - (12,471) (20,798) (33,269) (3,508) (36,776)

Dividends to stockholders - - - (23,131) (23,131) - (23,131)

Balance as of December 31, 2012 30,413 123,721 (80,866) 1,367,577 1,440,845 18,494 1,459,339 

Balance as of January 1, 2013 30,413 123,721 (80,866) 1,367,577 1,440,845 18,494 1,459,339 

Profit (loss) for the year - - - 88,396 88,396 (1,499) 86,897 

Total other comprehensive income (loss)

Gain on evaluation of available-for-sale 

financial instruments - - (259) - (259) - (259)

Net change in currency translation 

differences of overseas sites - - (425) - (425) 157 (268)

Recalibration factors of retirement 

benefit obligations - - - (2,929) (2,929) 2 (2,926)

Total comprehensive income (loss) 

for the year - - (684) 85,467 84,783 (1,340) 83,443 

Changes in non-controlling interest - - (3,366) - (3,366) 388 (2,978)

Dividends to stockholders - - - (23,131) (23,131) - (23,131)

Balance as of December 31, 2013 30,413 123,721 (84,916) 1,429,914 1,499,131 17,542 1,516,673 
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Consolidated Statements of Cash Flows
For the years ended December 31, 2013 and 2012

Nongshim Co., Ltd. and its subsidiaries (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

Cash flows from operating activities 162,221,442,047 29,026,874,176 

Profit (loss) for the year 86,896,539,044 (9,166,417,222)

Adjustment of non-cash items 116,435,235,089 120,213,755,530 

Adjustment of working capital (24,662,468,069) (79,327,732,150)

Interest received 16,862,428,887 20,569,775,166 

Interest paid (2,581,671,393) (3,081,838,122)

Dividend received 190,010,000 380,050,900 

Income tax paid (30,918,631,511) (20,560,719,926)

Cash flows from investing activities (83,709,220,441) (12,734,700,129)

Cash inflows from investing activities 403,347,202,800 472,455,067,496 

Decrease of long & short-term financial instruments 385,000,000,000 450,005,000,000 

Disposal of equity invested in affiliates 262,698,846 -

Decrease of other financial assets 15,000,000,000 18,222,894,855 

Decrease of other trade receivables 2,222,158,667 3,683,544,234 

Disposal of tangible assets 641,069,761 325,889,937 

Disposal of intangible assets 3,537,066 -

Disposal of real estate invested 217,738,460 217,738,470 

Cash outflows from investing activities (487,056,423,241) (485,189,767,625)

Increase of short-term financial instruments (407,300,000,000) (395,000,000,000)

Increase of cash from net change in consolidation scope (9,393,283,760) -

Increase of other financial assets (20,345,000) (15,006,290,000)

Increase of other trade receivables (4,318,561,369) (5,961,719,801)

Increase of other non-current assets (56,171) (141,314)

Acquisition of tangible assets (63,533,580,071) (68,507,369,859)

Acquisition of intangible assets (2,422,714,870) (516,894,241)

Acquisition of real estate (67,882,000) (197,352,410)

Cash flows from financing activities (30,693,502,443) (33,690,547,944)

Cash inflows from financing activities 152,555,040,696 63,553,409,960 

Increase of borrowings 152,555,040,696 63,553,409,960 

Cash outflows from financing activities (183,248,543,139) (97,243,957,904)

Redemption of borrowings (157,140,236,449) (74,115,616,634)

Acquisition of equity of non-controlling interest (2,978,170,000) -

Dividend paid (23,130,136,690) (23,128,341,270)

effect of exchange rate fluctuations on cash held (102,536,866) (31,375,156)

net increase (decrease) in cash and cash equivalents 47,716,182,297 (17,429,749,053)

Cash and cash equivalents at beginning of the year 63,851,009,649 81,280,758,702 

Cash and cash equivalents at end of the year 111,567,191,946 63,851,009,649 
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non-consolidated Statements of Financial Position

Nongshim Co., Ltd. (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

Assets

Current assets 789,068,202,325 753,262,215,724 

Cash and cash equivalents 73,884,933,059 50,361,215,809 

Short-term financial instruments 407,000,000,000 385,000,000,000 

Other financial assets 26,635,000 15,006,290,000 

Trade receivables 155,637,018,824 157,846,897,293 

Other receivables 17,159,888,415 17,159,511,968 

Inventories 129,420,831,695 120,837,214,726 

Other current assets 5,938,895,332 7,051,085,928 

non-current assets 1,340,851,828,889 1,322,157,428,666 

Long-term financial instruments 7,500,000 7,500,000 

Accounts receivable - other 12,700,478,835 10,685,466,453 

Other financial assets 6,711,511,900 7,053,468,100 

Investments in subsidiaries and affiliates 237,452,699,804 178,325,052,184 

Tangible assets 885,614,933,761 923,242,026,921 

Intangible assets 16,240,766,233 17,121,289,735 

Investments in real estate 181,824,052,435 185,516,863,659 

Other non-current assets 299,885,921 205,761,614 

total assets 2,129,920,031,214 2,075,419,644,390 

Liabilities

Current liabilities 522,988,397,302 523,839,846,225 

Accounts payables 280,169,855,083 259,178,204,439 

Other payables 129,910,537,376 134,433,196,584 

Borrowings 73,871,000,000 85,688,000,000 

Income tax liabilities 9,973,859,192 17,168,149,555 

Provisions 7,480,524,942 8,123,737,223 

Other current liabilities 21,582,620,709 19,248,558,424 

non-current liabilities 99,741,209,726 110,565,587,806 

Retirement benefit obligations 19,954,042,087 27,122,392,741 

Deferred tax liabilities 65,875,709,104 60,731,316,930 

Other long-term employee benefit obligations 13,823,869,817 22,513,607,527 

Other non-current liabilities 87,588,718 198,270,608 

total liabilities 622,729,607,028 634,405,434,031 

equity

Share capital 30,413,210,000 30,413,210,000 

Share premium 123,720,854,309 123,720,854,309 

other reserves (76,567,269,713) (76,308,066,913)

Retained earnings 1,429,623,629,590 1,363,188,212,963 

total equity 1,507,190,424,186 1,441,014,210,359 

total liabilities and equity 2,129,920,031,214 2,075,419,644,390 

As of December 31, 2013 and 2012
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non-consolidated Statements of Income

non-consolidated Statements of 
Comprehensive Income

For the years ended December 31, 2013 and 2012

Nongshim Co., Ltd. (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

Sales 1,870,807,164,570 1,958,917,739,670 

Cost of sales (1,357,455,691,568) (1,434,791,842,386)

Gross profit 513,351,473,002 524,125,897,284 

Selling and Administrative expenses (421,248,623,824) (422,371,401,531)

operating profit 92,102,849,178 101,754,495,753 

Other income 20,942,946,066 21,797,419,057 

Other costs (4,404,783,643) (111,662,732,381)

Finance income 19,546,076,660 29,981,875,466 

Finance costs (5,395,138,332) (7,835,335,142)

profit before income tax 122,791,949,929 34,035,722,753 

Income tax expense (30,179,709,427) (33,828,267,524)

net profit 92,612,240,502 207,455,229 

earnings per share

Basic 16,016 36 

Diluted 16,016 36 

Nongshim Co., Ltd. (Unit: Korean Won) Dec. 31, 2013 Dec. 31, 2012

net profit 92,612,240,502 207,455,229 

other comprehensive income (loss) after tax (3,305,522,675) (14,388,373,209)

Gain on evaluation of available-for-sale financial instruments (259,202,800) (376,610,936)

Recalibration factors of retirement benefit obligations (3,046,319,875) (14,011,762,273)

total comprehensive income (loss) 89,306,717,827 (14,180,917,980)

For the years ended December 31, 2013 and 2012
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non-consolidated Statements of 
Changes in equity

Nongshim Co., Ltd. (Unit: KRW in millions) Share Capital Share Premium Other Reserves Retained earnings total

Balance as of January 1, 2012 30,413 123,721 (75,931) 1,400,123 1,478,326 

Profit for the year - - - 207 207 

Other comprehensive income

Gain on evaluation of available-for-sale 

financial instruments - - (377) - (377)

Recalibration factors of retirement 

benefit obligations - - - (14,012) (14,012)

Total comprehensive income (loss) 

for the year - - (377) (13,804) (14,181)

Dividends to stockholders - - - (23,131) (23,131)

Balance as of December 31, 2012 30,413 123,721 (76,308) 1,363,188 1,441,014 

Balance as of January 1, 2013 30,413 123,721 (76,308) 1,363,188 1,441,014 

Profit for the year - - - 92,612 92,612 

Other comprehensive income

Gain on evaluation of available-for-sale 

financial instruments - - (259) - (259)

Recalibration factors of retirement 

benefit obligations - - - (3,046) (3,046)

Total comprehensive income (loss) 

for the year - - (259) 89,566 89,307 

Dividends to stockholders - - - (23,131) (23,131)

Balance as of December 31, 2013 30,413 123,721 (76,567) 1,429,624 1,507,190 

For the years ended December 31, 2013 and 2012
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non-consolidated Statements of 
Cash Flows

Nongshim Co., Ltd. (Unit: KRW in millions) Dec. 31, 2013 Dec. 31, 2012

Cash flows from operating activities 151,175,205,831 27,987,327,985 

Profit for the year 92,612,240,502 207,455,229 

Adjustment of non-cash items 99,731,547,001 104,740,249,699 

Adjustment of working capital (24,685,358,031) (75,933,319,278)

Interest received 16,517,662,701 20,238,961,278 

Interest paid (2,016,613,907) (2,524,091,649)

Dividend received 190,010,000 380,050,900 

Income tax paid (31,174,282,435) (19,121,978,194)

Cash flows from investing activities (94,661,245,961) 2,197,551,877 

Cash inflows from investing activities 403,164,390,150 472,131,226,401 

Decrease of long & short-term financial instruments 385,000,000,000 450,005,000,000 

Disposal of equity invested in affiliates 262,698,846 -

Decrease of other financial assets 15,000,000,000 18,222,894,855 

Decrease of other trade receivables 2,200,184,680 3,440,478,077 

Disposal of tangible assets 483,768,164 245,114,999 

Disposal of real estate invested 217,738,460 217,738,470 

Cash outflows from investing activities (497,825,636,111) (469,933,674,524)

Increase of short-term financial instruments (407,000,000,000) (395,000,000,000)

Increase of cash from net change in consolidation scope (59,527,647,620)                     -

Increase of other financial assets (20,345,000) (15,006,290,000)

Increase of other trade receivables (4,318,561,369) (5,955,139,812)

Acquisition of tangible assets (24,676,348,923) (53,275,856,061)

Acquisition of intangible assets (2,214,851,199) (499,036,241)

Acquisition of real estate (67,882,000) (197,352,410)

Cash flows from financing activities (32,990,236,690) (32,816,841,270)

Cash inflows from financing activities 134,281,200,000 58,004,400,000 

Increase of borrowings 134,281,200,000 58,004,400,000 

Cash outflows from financing activities (167,271,436,690) (90,821,241,270)

Redemption of borrowings (144,141,300,000) (67,692,900,000)

Dividend paid (23,130,136,690) (23,128,341,270)

effect of exchange rate fluctuations on cash held (5,930) 850,943 

net increase (decrease) in cash and cash equivalents 23,523,717,250 (2,631,110,465)

Cash and cash equivalents at beginning of the year 50,361,215,809 52,992,326,274 

Cash and cash equivalents at end of the year 73,884,933,059 50,361,215,809 

For the years ended December 31, 2013 and 2012
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Affiliates

nongshim Holdings 

pure holding company of nongshim Group

Nongshim Holdings contributes to the maximization of shareholder 

value by improving corporate governance and raising management 

efficiency. It holds 5 subsidiaries: Nongshim, Youlchon Chemical, 

Taekyung Nongsan, Nongshim Engineering, and Nongshim Development. 

http://www.nongshimholdings.co.kr

nongshim engineering 

Comprehensive engineering Company

From planning to engineering advice, architecture, engineering, 

automation, environmental facilities and services, Nongshim 

Engineering is a specialized engineering company that offers 

comprehensive solutions. The company competes with global 

companies with its own technologies and know-how.

http://www.nongshimeng.com

taekyung nongsan 

Specialist in creating new tastes

Established in 1979, Taekyung Nongsan is Korean representative food 

ingredient company which is committed to developing new tastes with 

the finest ingredients. The company has GMP-standard manufacturing 

facilities to produce the best quality products with the selected ingredients. 

It is also responsible for maintaining Nongshim’s taste and quality.

http://www.itaekyung.com

Mega Mart 

Discount store for a new shopping experience

Based on expertise and cumulated experiences for more than 30 

years, Mega Mart, Korean best merchandising company, offers new 

concept shopping spaces to customers. It also tries to provide fresh 

and good products to customers with unique corporate philosophy of 

“better products, faster and happier.”

http://www.mega-mart.co.kr

Hotel nongshim

World-class resort hotel with spa

Hotel Nongshim, with more than 40 years of tradition, is being loved 

by customers at home and abroad by providing convenient and 

friendly services. Together with Heosimcheong, Asia’s largest spa, it 

is emerging as a world-class spa resort offering relaxation, health, 

beauty and fun at all times.

http://www.hotelnongshim.com

Youlchon Chemical

High-tech packaging material manufacturer

Youlchon Chemical, with large-scale high-tech manufacturing facilities 

in Ansan, Gyeongi-do, and Yangsan, Gyeongsangnam-do, is Korean 

leading packaging material manufacturing company. By producing 

high quality packaging materials, the company helps to bring the 

tastes of Nongshim to the customers safely and clean.

http://www.youlchon.com

nDS 

leading It-solution provider

NDS, as a top-class company specialized in SI industry, contributes 

to the management innovation of Nongshim Group by providing 

and maintaining IT solutions. Based on cumulated expertise and 

experiences, it offers information system development and IT-

solution consultation services to various industries.

http://nds.nongshim.co.kr

nongshim Development 

World-class Ildong lake Golf Club

Located in Pocheon-si, Gyeonggido, Ildong Lake Golf Club is a private 

membership 18 hole (par 72) course that is accredited by the US LPGA. 

It is a premier world-class golf course that has been highly praised for 

its ability to host a variety of tournaments and business events. 

http://www.ildonglakes.co.kr
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Holding Co. & Investment Structure

Nongshim had introduced a holding company system through the spin-off in 2003, which contributed to the establishment of 

transparent corporate governance system and improvement of investors’ trust in our management efficiency and shareholder-

centered management. Nongshim have been recognized, especially by the foreign investors, to be an attractive investment 

opportunity considering its high growth and profitability potentials as a market leader in the food & beverage industry. As of end 

of 2013, Nongshim Holdings had two listed companies (Nongshim and Youlchon Chemical) and 3 non-listed companies including 

Taekyung Nongsan as its subsidiaries.

nOnGSHIM HOLDInGS 
(Pure Holding Company)

tAeKYunG nonGSAn 
(100.00%)

nonGSHIM 

DeVelopMent  
(96.92%)

nonGSHIM 

enGIneeRInG 
(100.00%)

YOULCHOn CHeMICAL 
(40.32%)

 Listed Company      Unlisted Company

nOnGSHIM (32.72%)

nongshim (HonG KonG)

nongshim Holdings(uSA)

nongshim Japan

nonGSHIM CoMunICAtIonS

Sangsun Waters
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nOnGSHIM HOLDInGS USA, InC

Nongshim established the US factory in Los Angeles 

in June 2005 in order to expand its business into the 

American instant noodle market. The factory is fully 

automated, consisting of cutting-edge facilities that 

facilitate advanced packaging and standardization of high 

quality. The US factory has 3 bowl noodle lines, 2 pack 

noodle lines, and soup production facilities. Nongshim 

will use the US factory as a supply hub in the Americas 

by expanding sales in the US and Canada markets.

SHenYAnG nOnGSHIM FOODS  
CO., LtD.

Shenyang Nongshim was established in November 2000 

to buttress Nongshim’s position in the Chinese market. 

The company produces and sells a variety of items in 

China, such as ‘Shin Ramyun’, ‘Jjolbyung Snack’, ‘Shrimp 

Cracker’, 'Banana Kick' and ‘Onion Ring’. Shenyang 

Nongshim, along with Shanghai Nongshim and Qingdao 

Nongshim, are steadily building up their presence and 

reputation for high quality products in this region, while 

adapting to the localized tastes of the fast growing 

Chinese market.

Overseas Plants
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SHAnGHAI nOnGSHIM FOODS  
CO., LtD.

Nongshim first entered the Chinese market in 1996 

through the establishment of an ultra-modern overseas 

factory in Shanghai. Shanghai Nongshim produces 

various instant noodles including ‘Shin Ramyun’ 

and ‘Shanghai Tangmyun’, having own high-tech 

manufacturing facilities. Shanghai Nongshim is central 

to Nongshim’s campaign to open up new overseas 

markets.

YAnBIAn nOnGSHIM

To build a mineral water brand that can be highly 

recognized not only in Korea but also in the global 

markets, Yanbian Nongshim was established in 2007 

and currently produces ‘Baeksan Mountain Water’.

QInGDAO nOnGSHIM FOODS  
CO., LtD.

Established in 1998, Qingdao Nongshim supplies fresh 

ingredients for instant noodles, snacks and semi-finished 

products to factories in Shanghai, Shenyang and Korea. 

It is capable to produce a variety of food materials 

through production facilities for drying, extracts, pellets 

and soup powder.
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Global network 
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Shanghai

Shenyang

Qingdao

Yanbian

 Japan

nOnGSHIM JAPAn

˙Established in 2002

˙Address:   DAIDO SEIMEI KASUMIGASEKI BLDG. 4F, 1-4-2,  

KASUMIGASEKI, CHIYODA-KU, TOKYO, JAPAN

˙Tel: 81-3-3595-0882

QInGDAO nOnGSHIM

˙Initiated the production in 1998

˙Production facilities for drying, extracts, pellets and soup powder

˙Address:   GONGYEYUANDI, YINGHAIZHEN, JIAOZHOU, QINGDAO,  

SANDONG, CHINA

˙Tel: 86-532-8527-0155

YAnBIAn nOnGSHIM

˙Initiated the production in 2010

˙Production facilities for Baeksan Mountain Water

˙Address:   NO.2,TONGCHANG EAST ROAD,BAILIN DONGQU, ERDAO TOWN, 

ANTU COUNTY,JILIN,CHINA

˙Tel: 86-433-541-8002

SHAnGHAI nOnGSHIM

 ̇Initiated the production in 1996

˙5 production lines for instant noodles

˙Address:   840HAO, LANGONG ROAD, JINSHANGONGYEKAIFA DISTRICT, 

SHANGHAI, CHINA

˙Tel: 86-21-6727-7711

nOnGSHIM HOLDInGS USA

˙Established a subsidiary for local sales in 1994

˙Initiated production in 2005

˙5 production lines for instant noodles & production facilities for soup 

˙Address: 12155, 6TH STREET, RANCHO CUCAMONGA, CA91730, USA

˙Tel: 1-909-481-3690

nOnGSHIM AUStRALIA

˙Plan to establish in 2014

˙Address:   SUITE 701A, 3 HORWOOD PLACE, PARRAMATTA NSW 2150,  

AUSTRALIA

˙Tel: 61-296-333-011

SHenYAnG nOnGSHIM

˙Initiated the production in 2000

˙4 production lines for instant noodles & production facilities for snacks

˙Address:   3JIA 1HAO, SHENYANGJINGJIJISHUKAIFAQU 4HAOJIE,  

SHENYANG, LIAONING, CHINA

˙Tel: 86-24-2536-7480

Australia
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AnSUnG PLAnt

˙Initiated the production in 1982

˙7 production lines for instant noodles & production facilities for soup

˙2 production lines for beverages

˙Address: 28, GONGDAN-RO, ANSEONG-SI, GYEONGGI-DO, KOREA

˙Tel: 82-31-8046-6500

ASAn PLAnt

˙Initiated the production in 1991

˙Production facilities for snacks

 ̇Address:   485, TANGJEONGMYEON-RO, TANGJEONG-MYEON,  

ASAN-SI, CHUNGCHEONGNAM-DO, KOREA

˙Tel: 82-41-540-4700

GUMI PLAnt

˙Initiated the production in 1991

˙12 production lines for instant noodles & production facilities for snacks

 ̇ Address:   58-11, 1GONGDAN-RO 7-GIL, GUMI-SI,  

GYEONGSANGBUK-DO, KOREA

˙Tel: 82-54-462-1801

BUSAn PLAnt

˙Initiated the production in 1976 

˙12production lines for instant noodles & production facilities for snacks

 ̇Address:   46, SASANG-RO 455BEON-GIL, SASANG-GU,  

BUSAN, KOREA 

˙Tel: 82-51-366-1500

nOKSAn PLAnt

˙Initiated the production in 2007

 ̇ 2 production lines for drying instant noodles and 4 lines for extruding  

instant noodles

 ̇Address:   48, NOKSANSANDAN 261-RO 73BEON-GIL, GANGSEO-GU,  

BUSAN, KOREA   

˙Tel: 051-329-4100

AnYAnG PLAnt

˙Initiated the production in 1976

˙11 production lines for instant noodles & production facilities for snacks

˙2 production lines for instant steamed rice

˙Address: 35, NONGSHIM-RO, GUNPO-SI, GYEONGGI-DO, KOREA

˙Tel: 82-31-450-5000

AnYAnG plAnt

AnSunG plAnt

ASAn plAnt
GuMI plAnt

u.S.A

noKSAn plAnt

BuSAn plAnt



C
o

p
yrig

h
t  ©

 2013 b
y N

o
n

g
sh

im
  Pro

d
u

ced
 b

y IR-Plu
s

112, Yeouidaebang-ro, Dongjak-gu, Seoul

Tel: 82-2-820-7114

www.nongshim.com


