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Corporate Profile

Do Dream World Best
Nongshim puts top priority on improving the health and happiness of customers as a global food
company. Our cutting-edge technology, differentiated brand power and advanced management
system enables us to compete as an equal with global leading food companies. Based on these
strengths, we are promoting the taste of Nongshim, the taste of Korea around the world.
‘Shin Ramyun’, our flagship instant noodle brand, celebrates the 25th anniversary of its birth this year,
currently enjoys worldwide recognition and boasts the largest sales as a single product in the global
market. The Korean-style rice noodles developed with our proprietary technologies has been leading
the paradigm of well-being noodles and grown to become an exemplary case of a long-lasting food
brand not only loved in Korea but also exported to around 30 countries including the US, China and
Japan.
Nongshim will continuously focus on developing innovative products by tapping into our creativity
and competitiveness. Meanwhile, we will proactively globalize the SHIN (Spicy Hot Instant Noodles)
brand, growing into a world-class food company.

Financial Highlights
In 2011, Nongshim posted KRW 1.97 trillion in sales, up 4.0% year on year, backed by stable growth in the instant
noodle business and snack business despite the weakness in domestic demand caused by the overall recession.
Operating income stood at KRW 110.1 billion, down 29.1%, in spite of the proactive efforts to improve the cost of
sales ratio and efficiency in cost management due to high raw material prices.

(KRW in billions)

Operating Results

Sales*

1,290.3

1,257.2

277.3

244.1

Beverage

251.1

230.1

Others

278.7

277.2

Operating income

110.1

155.3

Net income before tax

127.9

178.2

Net income

86.2

138.1

Total assets

2,170.4

2,113.6

692.1

675.3

Total liabilities

1,478.3

1,438.3

Net income margin

4.4%

7.3%

Return on assets

4.0%

6.5%

Total shareholders' equity

Ratios

2010
1,895.2

Snack

Instant Noodle

Financial Position

2011
1,970.7

5.8%

9.6%

Debt to equity

46.8%

47.0%

Dividend yield

1.7%

2.0%

Return on equity

* Excluding sales allowances

Breakdown of sales in 2011

Instant Noodle

61.6%
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Instant noodle sales that slightly declined in 2010 amounted to KRW 1.29 trillion in 2011, up 2.6% over the previous
year, successfully achieving a turnaround within a year. Snack sales grew by 12.0% year on year, reaching KRW 273.3
billion, thanks to the double-digit sales growth for the key brands of both wheat and potato chip products. Exports
also continued to grow sharply, attaining KRW 135.5 billion, up 14.4%.

Sales

Operating income

Net income

(KRW in billions)

(KRW in billions)

(KRW in billions)

1,970.7

1,895.2

155.3
138.1
110.1
86.2

2010

Snack

13.1%

2011

2010

2011

Beverage

2010

2011

Others

12.0%
5

13.3%

CEO Message
Nongshim will achieve consistent growth to transform into a
global food company by maximizing core competencies and by
proactively pioneering overseas markets.

We have been fulfilling our mission of contributing to
Korean food culture and lifestyle as the primary food
company in Korea for the past half century.‘Shin Ramyun’,
‘Ansungtangmyun’ and ‘Shrimp Cracker’, representing
the taste of Nongshim, have been loved by numerous
generations and are available not only in Korea but also
around the world today. The company is currently under
transformation from a leader in the Korean food industry
into that in the global stage. We are currently embarking
on a new chapter that will mark the next 50 years in the
annals of Nongshim. It is imperative that we hone specialized
capabilities and core competencies.

to opt for financial tightening to curb inflation propelled
by excessive liquidity stemming from measures taken to
overcome the crisis. These factors are predicted to cripple
global growth, which will in turn have a negative impact on
the Korean economy. Moreover, the food industry will not be
exempt from the pressure of rising costs as volatility expands
for international grain prices due to the unusually-strong,
worldwide cold wave of last winter and the drought in the
main farmlands of South America.

In 2011, the Korean economy suffered from volatile exchange
rate caused by the European fiscal crisis, rising international
raw material prices and strengthened food-related
regulations. Nevertheless, Nongshim achieved KRW 1.97
trillion in sales, up 4% over the previous year, and KRW 86.2
billion in net income.

Product capability is an internal term describing the ability
to supply products superior in taste, quality and design by
effectively organizing the business structure and developing
manpower resources. We should be dedicated to sharpening
our core competencies and strengthening product
competitiveness especially in times of uncertainties, which
will allow us to establish a foothold for sustainable growth.
It will also accelerate our advance to nurture global food
brands that are well-accepted not only in Korea but also in
overseas markets.

Meanwhile, the European fiscal crisis will be still key issue for
the global economy in 2012. Major advanced countries are
expected to implement tightening fiscal policies to enhance
their fiscal soundness, and emerging countries are projected

In response, Nongshim determined the ‘product capability’ as
its management guideline and key word in 2012.
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Finally, we will adopt an advanced material supply
system regarding product capability, securing cost
competitiveness and stabilizing raw material quality.
Moreover, we will spare no efforts in establishing a quality
assurance system to manage risk in product safety.

To realize our management guideline, we will proactively
carry out the following action plans this year.
First of all, Nongshim will reinforce technological
competitiveness.
Through the development of differentiated new
technologies for products and safety, we will create new
market demands and improve our product value.

Nongshim will be reborn as a global food company driven by
maximized core competencies and newly-created markets.
We are committed to boosting operating performance and
shareholder value. With renewed resolutions, our employees
will redouble efforts to pursue proactive investor relations
activities. I ask for staunch support and guidance from our
shareholders.

Second, we will fortify manufacturing competency.
Facility operation will be optimized as we set up an
appropriate size specification for each type of facility.
Nongshim will efficiently manage human resources and
foster specialists to lay the foundation for a highly-efficient
production system.

Thank you.

Third, we will strengthen our brand power.
CEO
Escalated marketing capability will culminate in stronger
competitive edge of our key existing brands and swift
recognition and growth of our newly-launched brands. Also,
the company will proactively enter into overseas markets by
enhancing our products into premium brands.
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Joon Park

Product
Portfolio
Instant Noodle
Snack
Beverage
Other Products
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Nourishing People. Enriching Lives. Every Day.
Nongshim has received everlasting love from customers through continuously
introducing new taste and supreme products developed with quality ingredients,
advanced facilities and proprietary technologies.
Our product portfolio encompasses instant noodles, snacks and beverages that enjoy
global recognition as well as world’s famous foreign brands. With such nutritious and
wholesome products, Nongshim has been contributing to the improvement of health
and quality of life, growing along with our customers.
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Instant Noodle
Package Ramyun·Bowl Ramyun·Fresh Noodle·Premium Noodle

Snack
Wheat Snack·Corn Snack·Potato Chip·Rice Snack

Beverage
Natural Juice·Mineral Water·Soda·Others

Oth

Kellogg’s·C
Steamed Ric

her Products

Chupa Chups·Vono Soup·Tulip Ham·Barilla·House Curry·McCormick·Other Brands·
ce·Frozen Food

Overseas Products
US

Japan

China
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Technology
Technology builds the future.

Nongshim’s state-of-the-art
technologies and facilities are core
competencies that enable us to lead
the future of food culture.

Technology
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Nongshim is the leader in developing new genres of noodles, providing safer and healthier products to not
only Koreans but also overseas customers. We are equipped with the insight to read the market trend ahead of
competitors, and research and development (R&D) capability.
Our R&D prowess is second-to-none in the industry, buttressed by the R&BD Center and the Food Safety Research
Center. In particular, our seasonings for instant noodles that provide natural fragrance and flavors are produced
with advanced manufacturing facilities such as the low-temperature concentrator, high-temperature cooker and
Z-CVD. Containing 80% rice thanks to our propriety technology, Nongshim’s innovative rice noodle continues to
gain popularity as a healthy meal for the busy modern people.
Furthermore, the Noksan plant furnished with environment-friendly facilities that produce healthy products such
as rice noodles, cold noodles and dry noodles is being positioned as the future cradle of the food industry.

17

brand power

Brand
NongShim 2011 Annual Report

“What is the most Korean-like is the most globalized.” Nongshim is committed to delivering the same taste that is
sold in Korea to customers in the global market. The prime example is ‘Shin Ramyun’ that boasts cumulative sales
of 21 billion to date since its launch in 1986. Its brand power is formidable enough to say that the Korean instant
noodle history is divided into two periods – one before its introduction in 1986, and the other after that. Even
in Japan, the birthplace of instant noodles, ‘Shin Ramyun’ has been chosen as a global premium brand. In China,
the largest global consumer of instant noodle, it symbolizes Korean products with high quality. As such, the SHIN
brand is loved all around the world, transcending the borders of Korea.

Every product is an embodiment of
Nongshim’s philosophy.
Nongshim contributes to the enrichment of
customer lives with better products and services.

19

management
system

We continue to strengthen our
global business capabilities.
Nongshim will live up to our
commitment of becoming a global
food company that puts top priority on
promoting the health and happiness of
customers.
NongShim 2011 Annual Report

Management
System

Nongshim has been investing substantial efforts in establishing an advanced and organized management system
to compete as an equal with top-tier companies in the global stage. We established the Food Safety Research
Center in 2009 that currently holds the strongest capability in analyzing harmful materials in Korea. In 2011, our
snacks produced from the factories in Anyang, Asan, Gumi and Busan, as well as seasonings of the Busan factory
received HACCP (Hazard Analysis Critical Control Point) certification from the Korea Food and Drug Administration
(KFDA). As a result, every factory and product is HACCP-certified under Nongshim’s food safety system. In May
2011, we received the Authorized Economic Operator certification from the Korea Customs Service regarding
export and import, laying the foundation in reinforcing comparative advantage in global trade. We are also the
only Korean food company that has been chosen as the leader in the Korean food industry by the Dow Jones
Sustainability Korea Index (DJSI Korea) for three consecutive years. The feat upgraded our capability as a global
food company by a notch.
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Review
of
Operations
In 2011, the business environment was unfavorable due to the continuous rise in international grain prices
from the previous year and global economic recession led by the fiscal crisis of European nations. However,
Nongshim recorded sales of KRW 1.97 trillion, up 4.0% year on year. Despite adversities, we achieved a
turnaround in sales within a year in the instant noodle business supported by increased sales volume of
key brands. Also, the surge in sales growth of the snack, beverage and other products businesses has been
sustained in 2011.

Instant Noodle
Snack
Beverage
Others

Instant Noodle
Nongshim produces and supplies top quality instant noodles with unrivaled
taste and nutrition through harnessing world-class competitiveness in
technology and quality.
Sales trend of instant noodle business (KRW in billions)

1,290.3
1,285.8

1,257.2
29.3%

25.5%
Bowl
Noodle
Packaged
Noodle

74.5%
2009

28.0%
70.7%
72.0%
2010
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"Healthy and Happy"

Sales proportion of
instant noodle business in 2011

61.6%
Nongshim, the trailblazer in the instant noodle business
Health and happiness are the most essential values for Nongshim to provide to
customers. To this end, we continue to listen sincerely to customers and strive to
develop better products and services.
We have launched a variety of instant noodles from the spicy ‘Shin Ramyun’ and the
deep-flavored ‘Ansungtangmyun’ to ‘Rice Noodle Champong’, an innovative product
that contains 80% rice and exemplifies the commercialization of longevity food and
to ‘Mi-in Guksu 275’, the first diet noodle. In terms of creating a new paradigm in the
realm of instant noodles, Nongshim stands legendary in the food industry.
Especially, ‘Shin Ramyun’ has recorded the largest sales as an individual product
in the global market in the past 25 years. Its chewy noodles and spicy soup has
drawn attention from customers in Korea and around the world. It has transcended
the borders of Korea to grow into a global brand loved and trusted by worldwide
customers. The product is also recognized as an icon that Koreans take pride
in. Moreover, the brand value of ‘Shin Ramyun’ is continuously strengthened,
corroborated by the number one position on the top 100 food brands list of Korea in
2011.
‘Shin Ramyun’, the flagship brand of Nongshim,
has been enjoying tremendous popularity from
customers not only in Korea but also overseas,
achieving sales of more than 21 billion units since
its introduction to the market in 1986. When
lined up, the ‘Shin Ramyun’ packets sold until now
would circle the Earth for 96 times and climb up
and down Mount Everest for 217,564 times. (As of
2011)

Meanwhile, Nongshim, as a pioneer in the instant noodle business that develops
products in new categories ahead of competitors, has been introducing diverse rice
noodle products since 2009. We generated a new paradigm of premium instant
noodles based on the commitment to revolutionize the food industry, directing
Koreans toward rice noodles from their staple, cooked rice. We will consistently
improve the quality and brand value of our rice noodle products that are exported to
around 30 countries, positioning them as a new growth engine of Nongshim.
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Nongshim’s rice noodle products are different.
Although the noodles are made with rice, they maintain
softness and chewiness unlike other brittle rice noodles. Our
rice noodle products are touted as innovation that reflects the
healthiness of traditional Korean food that is redesigned to
satisfy the modern needs.

Platform for the second take-off of key brands built
In 2011, the focus of our instant noodle business was qualitative growth rather than
quantitative growth. Subsequent strategies were reinforcing market dominance,
enhancing consumer recognition and realigning the profit structure based on value.
Therefore, we renewed the four major brands of ‘Shin Ramyun’, ‘Ansungtangmyun’,

Market share (as of the end of 2011)

68.1%

‘Chapagetti’ and ‘Neoguri’ to secure growth momentum. We put priority on
promoting the status of our instant noodles and on nurturing heavy users of the
future. To this end, the Instant Noodle Satisfaction Index was developed and product
placement strategies targeted at the youth were implemented. The company also
strived to increase profitability by reestablishing the price system and enhancing
efficiency in the management of selling, general and administrative expenses.
As a result, the sales of the four major brands rose in 2011 including the sales growth
of ‘Shin Ramyun’ by 5.4% year on year. Among seasonal products that targets niche
market, ‘Buckwheat Soba’ and cup-type ‘Saeng-saeng Udon’ recorded double-digit
growth.
Meanwhile, the sales of products in the new category that are produced at the
Noksan factory were somewhat weak in 2011 due to the coexistence of similar
products. In response, Nongshim streamlined the brand portfolio, establishing a
system under which the focus is on the key products of each category including cold
noodles, rice noodles and conventional noodles.
In consequence, the instant noodle business achieved sales of KRW 1.29 trillion, up
2.6% year on year and a turnaround from the slight drop in sales in 2010 within a year.
Market share stands at 68.1%, indicating that dominance is firmly maintained.
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In 2011, the size of the domestic instant noodle
market reached around KRW 1.8 trillion despite
the economic downturn. As in 2010, sales growth
in 2011 has been outstanding for bowl noodles
compared to pack noodles. This trend is expected
to continue in the future since it is emanated
from the change in lifestyle and eating habits of
the busy modern people. The other noteworthy
change was that hidden needs of customers who
pursued new taste and change originated a new
product category.

Meeting hidden customer needs to stimulate demand
Recently, bowl noodles have been driving the growth of the instant noodle market
in Korea, resulting in the creation of a new consumer market. Also, a rising number
of consumers use social media to actively express their needs toward products of
different concepts. Meanwhile, the business environment faces adverse factors such
as sluggish economy and high price of raw materials.
Nongshim set ‘meeting hidden needs to stimulate demand’ as the goal in 2012
for the instant noodle business. We plan to facilitate the growth of bowl noodles,
develop trend-setter products, enhance brand value and establish a strategic profit
structure.
We will increase the pace of launching new products in 2012 to secure an early
foothold in the market and to create new consumer markets. The company is
currently preparing to introduce differentiated products including premium instant
noodles of diverse flavors and bowl noodles to increase customer convenience. Our
focus will also be on utilizing social media to facilitate mutual communication with
customers to strengthen marketing competitiveness.

One of Nongshim’s core competencies is
differentiated product capability. We choose only
the best ingredients under a rigorous process for
consumers. Moreover, by providing delicious and
high-quality products developed with cuttingedge technology and generated from advanced
facilities, Nongshim has been able to stay at the
top of the industry. We will lead the development
of future-oriented products that reflect customer
needs through consistent innovation, laying the
foundation for a new leap forward in the instant
noodle business.

In addition, we aim to achieve sales exceeding KRW 1 trillion only through the four
key products in 2012. To this end, exclusive strategies to fortify their brand powers will
be proactively promoted. We will also build a platform to grow ‘Bowl Noodle Soup’
launched three decades ago and ‘Champong Noodle Soup’ into power brands with
more than KRW 100 billion in annual sales, respectively. In this regard, the company
will aggressively market the renewed brand of ‘Bowl Noodle Soup’ and position
‘Champong Noodle Soup’ as the product that represents champong instant noodles
in the market. Various campaigns including marketing activities under the theme of
natural ingredient usage, minimization of sodium in products, and a cooking show
for instant noodles to foster heavy users will be implemented to solidify our brand
value.
Through such efforts, Nongshim plans to accomplish KRW 1.43 trillion in sales in the
instant noodle business in 2012.
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SNACK
From Shrimp Cracker beloved by all generations to nutritious premium snacks,
Nongshim’s tasty and nutritious snacks make your everyday life happier.

Sales trend of snack business (KRW in billions)

273.3

244.1
2011

227.3
2010

2009
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"Delicious and Pleasant"

Sales proportion of
snack business in 2011

13.1%
Accelerating growth by reinforcing premium products
Nongshim is a producer and seller of around 40 kinds of snacks including ‘Shrimp
Cracker’, the most-valued brand in the snack market, ‘Onion Ring’, ‘Chip Potato’ and
‘Honey Twist’. We have been taking the initiative in creating customer value by
continuously launching premium products that satisfy changing customer needs.
In particular, ‘Sumi Chip’, a premium potato chip product introduced in 2010, has been
enjoying huge popularity, which was reaped from the combination of the ingredient,
Korean Sumi potatoes famous for great taste, and the vacuum, low temperature
frying technology. Encouraged by the achievement, we redoubled efforts to expand
the share in the premium potato chips market, even seeking to outperform a market
leader. We adopted a new vacuum production line, launched products based on
diverse ingredients and strengthened online and offline marketing activities to
expand share in the premium potato chips market.
In 2011, Nongshim recorded sales of KRW 273.3 billion, up 12.0% year on year. The
result was attributable to sales growth of not only existing key brands such as ‘Shrimp
Cracker’, ‘Chip Potato’ and ‘Honey Twist’, but also new products including ‘Sumi Chip’.

Korea’s first snack ‘Shrimp Cracker’ which was
launched in 1971 has been beloved by all
generations in Korea as the best snack product.
The number of ‘Shrimp Cracker’ sold until now
reaches approximately 7 billion bags, which
can circle the Earth 40 times when lined up.
Cumulative sales since its introduction to the
market stand at around KRW 1.5 trillion. (As of
December 2011)

Nongshim’s goal in the snack business in 2012 is surpassing KRW 300.0 billion in sales.
We will strengthen market competitiveness by repositioning ‘Shrimp Cracker’ as a
premium brand, and expanding the production base for ‘Sumi Chip’.‘Honey Twist’ and
‘Potato Stick’ that are currently among the 20 top-selling snacks in Korea will enter
the top-ten list through our efforts to enhance their brand power.
Moreover, value-added products including the quality rice snack, corn-based snack
with a unique concept, all-natural cracker chip and premium bread chip will be
released to the market without interruption. As such, Nongshim will preemptively
identify and nurture products that will lead the market in the future.
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BEVERAGE
Nongshim provides new customer value through high-quality beverage products
including ‘Jeju Samdasoo’, the unrivaled bottled water in Korea that extracted
from volcanic bedrock, ‘Welch’s’, a globally-recognized grape juice with 140
years of tradition, and ‘Capri Sun’, a fresh natural fruit drink.

Sales proportion of beverage business in 2011 (KRW in billions)

251.1

230.1
2011

198.0
2010

2009
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"Fresh and Cool"

Sales proportion of
beverage business in 2011

12.0%

Nurturing brands and developing new products for
sustained growth
The Korean beverage market is undergoing various changes in the environment
lately. The number of one-person households is increasing, fertility rate is falling, and
the influence of social media and the internet is expanding. In addition, trade barrier
has been eased due to the Free Trade Agreement (FTA) with the European Union (EU)
and the US that entered into effect.
Under the circumstances, we plan to become one of the top three players in the
beverage market in the mid- to long-term period. To achieve the goal, Nongshim
will upgrade the brand power of key products including ‘Jeju Samdasoo’, ‘Welch’s’
and ‘Capri Sun’. Furthermore, business capability will be fortified through improved
product portfolio, newly-identified multinational brands and reinforced operational
capacity.
Sales in the beverage business in 2011 amounted to KRW 251.1 billion, up 9.2% year
on year, continuing with the recent sharp growth.
‘Jeju Samdasoo’ recorded sales of KRW 190.4 billion, up 7.5% year on year, thanks to
efforts to induce new demand by implementing PR activities at big events such as
the IAFF World Championships Daegu 2011. Flagship beverage products including
‘Welch’s Soda’ and ‘Welch’s Juice’ also posted sales of KRW 60.7 billion, up 14.6% over
the previous year, supported by diverse marketing activities and the launch of new
products targeted at various distribution channels.

Before ‘Jeju Samdasoo’ was launched in 1998,
around 100 companies were engaged in cutthroat
competition in the domestic bottled natural water
market. With the image as natural water extracted
from an unpolluted area that can be trusted and
drunk safely, ‘Jeju Samdasoo’ outsold competing
products immediately after being released to the
market. It has maintained dominance with a market
share reaching around 50% until now. In 2011, it
ranked 26th among Korea’s top 100 brands, which
was the highest position among beverages, indicating
the significant growth of its brand recognition.

Our sales goal for the water business in 2012 is to achieve KRW 200.0 billion. To this
end, we will raise production efficiency by expanding the output of ‘Jeju Samdasoo’
and carry out activities focused on improving brand image.
For other key beverage products, we have set a sales target of KRW 73.0 billion for
2012, up 20% over the previous year. The subsequent plan is to implement a range
of PR activities to reinforce the brand power of ‘Welch’s’ and ‘Capri Sun’. Other plans
include launching new products such as ready-to-drink coffee that currently shows
remarkable growth and beverages focused on specific functions, and develop
products that respond to diverse distribution channels.
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OTHERS
Nongshim provides Korean customers with a variety of world-class products
with the highest quality and delicious taste imported through the partnership
with global food companies. We are also actively globalizing our ‘SHIN’ brand.

Sales proportion of other products business in 2011 (KRW in billions)

277.2

278.7

243.0
118.5
Exports

Other Products

135.5

99.1
143.9
2009

158.7
2010
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143.2
2011

"Plentiful and Various"

Sales proportion of
other products business in 2011

13.3%

Booming sales of imported brands and exports
Our business for importation and sales of overseas products is based on the strategic
partnership with world-renowned food companies built on trust. It substantially
contributes to expanding the global network of Nongshim that pursues globalization.
Sales of imported brands stood at KRW 143.2 billion, down 9.8% year on year, which was
caused by the withdrawal of the fisheries product business implemented in line with
the strategic reorganization of the business portfolio. However, key imported brands
continued to indicate solid sales growth. Sales of ‘Kellogg’s’ and ‘Chupa Chups’ products
increased 13.5% and 10.3%, respectively, and new sources of demand were identified
for ‘Vono’ and ‘Barilla’. New products were introduced to expand the portfolio of each
brand, reinforcing brand recognition. Moreover, profit margin has been gradually
improved thanks to price rearrangement and efficient marketing cost control.
In 2012, Nongshim will continuously expand customer-oriented marketing activities
to strengthen the brand power of major products in the sales of imported products.
We will also improve the special features of contracted agents, secure display shelves
dedicated to our products in each distribution channel and explore new sources of
demand. Also, new products will be continuously developed and fostered including
the ‘Tulip Cup Ham’, disposable cup soup of Ajinomoto and new food ingredients.
Supported by these specific strategies, we plan to achieve the sales goal of KRW 184.0
billion in 2012.

Nongshim aims for only the best in taste and
quality. We import and sell globally-recognized
products, receiving positive feedback from
Korean customers. They include ‘Tulip Ham’ from
Tulip Food Company of Denmark, the largest
meat processor in Europe, ‘Kellogg’s’, ‘Chupa
Chups’, and ‘Vono’ soup and ‘Hon Dashi’ from
Ajinomoto. We also import products from ‘Barilla’,
the largest Italian pasta manufacturer with 120
years of tradition, and ‘House Curry’, the topselling curry in Japan.

Recent fluctuation in exchange rates, and lowered tariff rates under the FTAs with the
EU and the US are expected to have influences on our imported brands business.
Nongshim will run meticulous simulation in advance to come up with preemptive
countermeasures including price adjustment reflecting exchange rates and tariffs, and
appropriate inventory management.
Our export sales in 2011 topped KRW 135.5 billion, up 14.4% year on year. Figures for the
US and Canada remained at the level of the previous year, but exports to other regions
including Japan, China and Southeast Asia recorded double-digit growth, driving the
overall increase.
In 2012, we plan to expand export sales up to KRW 150.0 billion by adding new large
distribution channels in each region and facilitating the sales of new and strategic
products.
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Globalization
of
Nongshim
Making challenges relentlessly to become a top-tier food company in the global stage.
Nongshim accomplished remarkable growth thanks to proactive global business management in 2011.
Overseas subsidiaries including the US, China and Japan recorded solid growth, continuously posting record
sales in the global business. We will consistently expand into the global market by providing differentiated
products and services to customers.

Nongshim in the Globe
Nongshim in the US
Nongshim in China

Nongshim in the Globe
Nongshim is accelerating efforts to globalize the ‘SHIN’ brand
under the goal of achieving KRW 1 trillion of sales in the
global business by 2015. To this end, we plan to expand global
production and sales network.
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Sales of global business

(Unit: USD in million, excluding exports)

267.9

239.3
202.2

2009

2010

2011

Nongshim promotes Korea’s outstanding food culture and taste around the world
through products such as ‘Doongji Cold Noodle’, ‘Rice Noodle’ and ‘Hooroorook Noodle’,
and especially ‘Shin Ramyun’, our globally-recognized brand. The products also
contribute to enhancing Nongshim’s standing in the global market.
Targeting the global instant noodle
market with the ‘SHIN’ brand
In 2011, Nongshim took an aggressive stance
in globalizing the company and products by
strengthening PR efforts aimed at increasing
overseas recognition of the ‘SHIN’ brand. ‘Shin
Ramyun’ currently boasts formidable brand
power in every corner of the world. In addition,
the globalization of our premium brands
including ‘Doongji Cold Noodle’, ‘Rice Noodle’
and ‘Hooroorook Noodle’ is gradually paced up.
Nongshim is focused on strengthening global
competitiveness to attain KRW 1 trillion among
the enterprise-wide sales target of KRW 4 trillion
by 2015 in the global business. To this end, we
are establishing production and sales network
in the four key regions of the world. Strategic
investments are also being made to expand the
number of overseas production bases to nine
from the current four.
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. Our globalization strategy is more
aggressive than ever.

Performance in the globe in 2011
In 2011, our global business recorded sales of
USD 267.9 million, up 11.6% year on year. By
region, growth in China, the US and Japan was
9%, 5% and 40%, respectively.
Exports to only North America remained at
the level of the previous year. In most regions
including Japan, China, Southeast Asia, Europe,
Russia, Latin America and the Middle East, it
achieved double-digit growth, reaching USD
122.1 million in sales, up 19% over the previous
year.
This was attributable to the addition of local
distribution channels in Europe, Australia
and Southeast Asia, introduction of strategic
products focused on each region and efforts to
facilitate sales.
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Targets and strategies in 2012
Our overseas subsidiaries will continuously
focus on pioneering new markets, expanding
share in the premium product market as well
as implementing PR activities to strengthen
the recognition of the ‘SHIN’ brand. By doing so,
the company intends to grow sales. In addition,
they will fortify competitiveness by effectively
implementing localization strategies including
the development of localized brands and
employment of local market specialists.
In terms of exports, Nongshim plans to enter
into more major distribution channels in Europe
and execute PR activities customized to each
country.
Such efforts will help Nongshim to attain the
sales goal of USD 378.1 million, up 41% over the
previous year, in the global business and USD
142.9 million, up 17%, in exports in 2012.

Nongshim in the US
Nongshim’s voyage into the global market is accelerated
by a tailwind, the construction of the Los Angeles (LA)
factory in California, US in 2005.
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Sales trend in the US

(Unit: USD in million, excluding exports)

125.6

119.7
103.0

2009

2010

2011

The US factory is playing the critical role as a beachhead based on which we can expand
operations to include all states of the US, South America and Europe.
Competing in the largest market in
the world
Nongshim has been exporting instant noodles
to LA, US since 1971, and established Nongshim
America, our first overseas subsidiary, in 1994.
In 2005, we opened a new opportunity for
business expansion in the US and for entry into
South America and Europe in the mid- to longterm period by building a factory in California.
Two production lines each dedicated to pack
noodles and bowl noodles are under full
operation for 24 hours a day in the US factory
with the floor space of 51,570m². It churns out
and sells around 300 million product units
annually.
The factory boasts meticulous ingredient
control, rigorous production process and
strict product management system, which
contributes to delivering safe food products for
American consumers.
We successfully entered the mainstream market
in the US and have been receiving positive
feedback from local customers up until now.
Our products are supplied to Wal-Mart, the

largest discount store in the world, Costco and
Sam’s Club. The stores even have display shelves
particularly dedicated to Nongshim’s products.
In addition, ‘Shin Ramyun’ currently enjoys the
greatest popularity among Asian food products
available on Amazon.com, the largest US online
shopping mall.

Performance in the US in 2011
Our US subsidiary posted sales of USD 125.6
million, up 4.9% year on year, in 2011.
We have promoted Nongshim’s brands to
around 20 million Costco members through
the Multi Vender Mailer campaign carried out in
every Costco location in the US. In addition, the
agreement with Wal-Mart to directly supply our
products gave a new opportunity to expand
our business in the region.
Our products also gained access to 150
additional locations of Sam’s Club in 2011.
Nongshim hired local employees to
continuously expand the distribution network
and reinforce operational capability in the
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US. Moreover, we strived to build customer
confidence through the commitment to
minimizing sodium content in bowl noodles
and eliminating the use of Monosodium
Glutamate (MSG) in all products.

Targets and strateg-ies in 2012
Our plan for 2012 is to consistently expand
the distribution network. To this end, we
will take the two-pronged approach of
increasing direct transaction with large
distributors and wholesalers, and securing
access to retailers in each region.
Moreover, we will develop new products
including ‘Shin Ramyun Black’,‘Black Shin Cup’
and strengthen competitiveness of existing
products, uncooked noodles and frozen
noodles by improving design and packaging.
Various PR activities will be carried out to
enhance the recognition of the ‘SHIN’ brand
as well.
Our goal for the US subsidiary in 2012 is
achieving sales of USD 183.6 million, up 46%
compared to the previous year.

Nongshim in China
We have been offering the taste of Korea, taste of
Nongshim as it is to Chinese customers, bolstering the
premium image of our products through differentiated
flavor in spite of the highest price in the local market.
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Sales trend in China

(Unit: USD in million, excluding exports)

● Shenyang
● Qingdao
● Shanghai

92.6
84.8
30.5

70.7
29.8

24.7

25.6

21.6

17.3
28.7

33.4
2009

36.4

2010

2011

In China, ‘Shin Ramyun’ not only represents Korean instant noodles but also symbolizes the
image of Korean products known for unique features and high quality.
Positioning as the food company that
offers the highest quality
China accounts for half the global consumption
of instant noodles. To secure competitive
advantage and an early foothold in this
important market, Nongshim established
factories in Shanghai in September 1996,
Qingdao in July 1998 and Shenyang in
November 2000. These factories have played a
key role in delivering spicy taste of Korean food
to 130 million Chinese.
The company also built a platform for strong
future growth through the construction of
a second factory in Qingdao in November
2002 and the relocation and expansion of the
Shanghai factory in 2008.
In China, competitors have been focused
on launching low- to mid-priced products
with low quality, while Nongshim has been
supplying quality premium products under the
philosophy of ‘delivering the taste of Korea to
China as it is’. As a result, we were able to solidify
our image as the best food company greatly
trusted by Chinese consumers.
Nongshim continues to strengthen
the dominant position in the Chinese

market. Before, our sales network has been
concentrated on developed coastal cities. Now,
it is being extended to include the newlydeveloped cities of Guangzhou and Xian as well
as underdeveloped inland regions.

Performance in China in 2011
In 2011, the China subsidiary recorded sales of
USD 92.6 million, up 9% year on year.
This was due to constant efforts to reposition
existing products to premium products, swiftly
raise the recognition of ‘Shin Ramyun Black’,
expand sales of ‘Doongji Cold Noodle’, and
facilitate sales of natural drinking water from
the Baekdu Mountain area. It is especially
noteworthy that ‘Doongji Cold Noodle’ achieved
51% growth in sales.
We also made efforts to expand the local
distribution network and reinforce the
organization for newly-growing, secondgrade cities of Anshan and Fushun. This is
in line with our endeavor to foray into new
markets within China. Moreover, the company
established a strong business platform by
starting the production of new products
including ‘Shin Ramyun Black’ and snacks at the
Qingdao factory to support stable supply. The
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development of new ingredients utilizing the
low temperature concentrator was contributed
as well.
Furthermore, the replacement of outdated
facilities improved the yield rate and the
realigned management system and sales force
greatly enhanced business efficiency.

Targets and strategies in 2012
In 2012, we plan to expand the sales of
strategic products and ‘Shin Ramyun Black’ by
entering into second- and third-grade cities
and by implementing aggressive marketing
activities.
Product competitiveness will be secured
through the strategic procurement of raw
materials and product renewal. In addition,
we will strive to improve profitability by
controlling inventory at an appropriate level
and strictly managing productivity to meet
our target.
The sales goal for the China subsidiary in
2012 is USD 136.0 million, up 47% year on
year.

Sustainable
Management
Nongshim honors its commitment of contributing to the improvement of
customer health and happiness by producing safe and nutritious food. 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.

Food Safety
Green Management
Social Contribution

Food Safety
Nongshim lives up to the trust from customers by establishing
rigorous food safety system that encompasses processes
regarding raw materials, manufacturing and distribution.
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Nongshim is devoted to achieving the principle of supplying safe
products that everybody can trust and enjoy.

proficiency in inspecting parameters such as pesticide residue,
antibiotic substance, acryl amide, GMOs and pathogenic bacteria.

Since 1989, we have been adopting the latest analysis
equipments and investing in technological development
for food safety assessment and control. In February 2009,
we established the Food Safety Research Center within the
R&BD Center where around 20 experts including doctors and
technicians are engaged in numerous studies to enhance food
safety. The research includes the development of technology
used to preemptively detect and minimize hazardous materials,
and technology applicable to production sites.

Meanwhile, the company has been executing concrete measures
to receive HACCP certification, the KFDA-led food safety system
of the Korean government, for every Nongshim factory.

In 1997, the Korea Laboratory Accreditation Scheme approved
the Food Safety Research Center as a certified inspection
organization under KS Q ISO/ IEC 17025 of the Framework Act
on National Standards established by the Korean Agency for
Technology and Standards. As of January 2012, the Center is
authorized to issue official certification of inspection on a total
of 61 parameters including irradiation, acryl amide, genetically
modified organism (GMO), pathogenic bacteria, pesticide
residue, MCPD and cholesterol.
We comply with the global standard in terms of the inspection
capability, based on which nutrition- and safety-related
substances in our ingredients and food are controlled. To keep up
with the global change in analytical technology and capability,
we apply the international proficiency tests of the Food
Analysis Performance Assessment Scheme, Food Examination
Performance Assessment Scheme and Genetically Modified
Material Analysis Scheme. Nongshim assesses and manages our
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The frozen noodle production line of the Anyang factory was
HACCP-certified for the first time in the instant noodle industry in
1999. The certification was expanded to include the high-speed
production line of the Gumi factory and instant steamed rice
and uncooked noodles production line in the Anyang factory
in 2004. The production line for seasoning for instant noodles in
the Anseong factory was certified as well in 2006, strengthening
customer trust.
In July 2009, every product turned out in the Noksan factory
including ‘Doongji Cold Noodle’, ‘Hooroorook Noodle’, ‘Mi-in
Guksu 275’ and ‘Hearty Rice Noodle’ were HACCP-certified. At
the end of 2009, the vacuum production line for potato chips
including ‘Sumi Chip’ made the list, positioning Nongshim as the
leader in food safety management.
Especially, every production line for instant noodles in every
Nongshim factory was HACCP-certified as of 2010 along with
that for ‘Capri Sun’. In 2011, our snack products were certified as
well, reassuring customers that Nongshim produces all products
under the HACCP system. We will continue to improve the
quality of our products and services to build stronger customer
trust by efficiently operating the HACCP system.

Green Management
Nongshim is the leader in implementing proactive green
management to increase customer value by providing
food products that are not only tasty and healthy, but also
environment-friendly
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Since 2009, Nongshim has been carrying out the 3G campaign
under the goal of achieving environment-friendly business
management.
The 3G stands for Green Product, Green Process and Green
Partnership. Under Green Product, we acquire the Carbon
Footprint Label certification by reducing the amount of carbon
used in products. Green Process represents our efforts in energy
saving and environment preservation, and Green Partnership
means the coexistence of the environment and business attained
by pursuing new businesses that are eco-friendly. Nongshim
plans to grow into an environment-friendly global food company
by putting priority on implementing the 3G campaign.
In this regard, we acquired the Carbon Footprint Label
certification for a total of seven products including instant
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noodles and snacks to quantify the amount of carbon emitted
during production. More products will be subjected to the
measurement, and our efforts to mitigate the amount of carbon
will be continued.
Moreover, a taskforce for energy saving comprised of external
and internal experts was launched in January 2011. We are
measuring the amount of greenhouse gas emission from
all production sites and voluntarily researching customized
solutions to save energy in each factory.
In addition, the ISO 14001 certification was acquired for
every factory in order to prevent any potential environment
degradation. We are proactively executing green management
through rigorous and continuous control.

Social Contribution
Nongshim is dedicated to returning the trust and love we
received to the society by engaging in diverse volunteering
activities under the principle of shared growth.
Nongshim implements a range of activities for social contribution.
We aim to provide practical support to low-income families,
the elderly who live alone and the disabled to fulfill our social
responsibility and role. In order to achieve consistency in our
activities, we set up the ‘Nongshim Social Contribution Corps’, a
non-profit organization that enables us to systematically establish

yearly volunteering plans for each factory. Thanks to voluntary
participation, a total of 2,955 employees carried out 19,434 hours
of volunteering activities in 2011. In addition, our ‘Love-Sharing
Family Social Contribution Corps’ induced the participation of
not only our employees but also their family members to involve
themselves in activities sharing warmth with the underprivileged.
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‘Happy Fund’, a social contribution fund by Nongshim’s
employees
The employees of Nongshim have voluntarily raised the ‘Happy
Fund’ since 2007, achieving around KRW 508 million. Around KRW
445 million of the fund has been donated to orphanages, nursing
homes and facilities for the disabled and spent in purchasing
necessities delivered to the Dongjak Welfare Foundation and
welfare centers for the elderly. Various activities are implemented
to help those in need including the donation of the proceeds
from the Love-Sharing Bazaar organized by the Nongshim Female
Workers’ Association and coins collected by our employees.
‘Love-Sharing Truck’ that supports regional children’s centers
Among our social contribution activities, ‘Love-Sharing Truck’
represents Nongshim, a food company, the best. We provide
our products to children of low-income families. Employees
visit regional children’s centers, childcare facilities and afterschool tutoring centers to share recreational activities including
balloon crafts and quiz games. We also join events held by the
Food Bank of Love and Children’s Day celebrations, and sponsor
the Children’s Newspaper of the Gangwon Province. As such,
Nongshim provides proactive support to promote the health and
build good character of children, the leaders of our future.
Lunch donation to welfare centers for the elderly in link with
local communities
With keen interest in issues of the local community, Nongshim has
been striving to resolve the problems caused by the growth in
the number of the elderly. Each volunteering group donates our
products and provides free lunch twice annually to one welfare
center for the elderly.
‘Love-Sharing Concert’ that raises awareness on the meaning of sharing
The ‘Love-Sharing Concert’ was organized to enhance the youth’s
awareness on the meaning of sharing. The audience donates
two packets of instant noodles instead of paying an entrance

fee. Thus, they are able to contribute to the society and enjoy the
concert at the same time through this new type of event. For
the past 12 years, the number of instant noodles delivered to the
underprivileged through the Korean Red Cross reached around
471,300 packets including the donation from Nongshim.
One Factory - One Farm campaign
As a company mainly engaged in processing agricultural produce,
we are fully aware of the significance of providing support to
farms. Therefore, we have been proactively implementing our
One Factory – One Farm campaign. One production site is
affiliated with one agricultural community to carry out programs
including volunteering activities, purchasing crops, hands-on
farmland experience and field trips to Nongshim factories. We
share close friendship with the farmers, pursing the co-prosperity
of urban and rural dwellers.
Economics class for children
Nongshim has been joining the free-of-charge economics class
held by JA KOREA for the prosperous future of the youth since
2003. Nongshim donates KRW 10 million every year and dispatches
40 employees who volunteer as teachers. Classes on social and
economic activities and food safety are held twice a year.
Youlchon Foundation Scholarship Fund
The Youlchon Foundation was established for social contribution
activities of Nongshim at the group level. It supports research on
food for the development of our food culture, efforts to identify
traditional culture and hold relevant events, and the construction
and operation of youth training facilities. We spare no efforts in
supporting the provision of true education, a national goal upheld
for generations. The amount spent in projects including the
sponsorship for UNICEF in 2011 stood at around KRW 940 million.
Nongshim will continue to promote the happiness of our
customers and neighbors by consistently implementing social
contribution activities.
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Management’s Discussion and Analysis

Overview
Nongshim, Korea’s leading food manufacturer that pursues
longevity foods, is operating instant noodle, snack, beverage and
sale of foreign brands businesses.
The company is expanding its global reach by exporting major
products to more than 80 countries and operating local plants
in China, the largest noodle market, and the US, the center of the
world economy.
Currently, the domestic food and beverage industry entered a
period of low growth due to demographic changes caused by low
fertility and population aging, tightened regulations and expansion
of well-being lifestyle. Market conditions are also uncertain mainly
due to strong raw materials prices and the structural changes in
product distribution channels that were focused on mega discount
stores and super supermarkets.
To cope with these market changes, Nongshim has focused on
developing new products such as ‘Hearty Rice Noodle’, ‘Hooroorook
Noodle’ and ‘Sumi Chip’ that can meet customer needs, and
strengthening its brand image as a reliable food company by
strict and preemptive food safety management. By doing so,
Nongshim is consolidating its market dominance and pioneering
new potential markets at home and abroad in order to gain growth
momentum.
Amid such market environments, Nongshim achieved KRW2.09
trillion in sales (including sale allowances), a 4.2% increase over the
previous year, and KRW110.1 billion in operating income in 2011.
Sales from instant noodle business increased 2.6% year on year
to KRW1.29 trillion, making a turnaround just in a year. Sales from
snack and beverage businesses also maintained stable growth
by realizing increases of 12.0% and 9.2% over the previous year,
respectively.
Our global business also achieved remarkable growth. Exports
soared 14.4% year on year to KRW135.5 billion thanks to sales
growth in Japan, China and Southeast Asia. Sales of local
subsidiaries increased 11.9% over the previous year to USD267.9
million in 2011, of which subsidiaries in China and the US realized
sales growth of 9.2% and 4.9%, respectively.
In 2012, Nongshim will focus on launching more new products,
strengthening brand values of major 4 products, further
expanding the premium product market for our strategic brands
and practicing systematic promotion activities to create new
power brands in the instant noodle business. Key strategies in
snack business is to expand market share by reinforcing product

competitiveness of ‘Sumi Chip’ which is emerging as the top
brand in the potato chip market and launching new valueadded premium snacks. We will continue to consolidate our
market dominance through developing new products to meet
the structural changes in product distribution channels for the
beverage business.
With these business plans, Nongshim aims to achieve KRW2.35
trillion in sales in 2012, a 12.3% increase over the previous year, and
more than 10% in pre-tax income margin through innovative cost
reduction and efficient cost control.

Operating Performances
Our businesses are broken down to instant noodle, snack, beverage
and others (including exports). Sales from each business accounted
for 61.6%, 13.1%, 12.0%, and 13.3% in 2011, respectively.

●Sales Breakdown (Unit: KRW in billions, %)
Instant Noodle

Snack
(61.6)

2011

2010

2009

1,290.3

Beverage

Others

(13.1)

(12.0)

(13.3)

277.3

251.1

278.7

(62.6)

(12.2)

(11.4)

(13.8)

1,257.2

244.1

230.1

277.2

(65.8) (11.6) (10.1)

(12.5)

1,285.8 227.3 198.0

243.0

2,093.4

2,008.6

1,954.1

●Market Share (Unit: %)

2010

70.7

2011

68.1

Instant Noodle

33.1
32.5

Snack
* Source: AC Nielsen RI
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Management’s Discussion and Analysis

■ Sales

■ Profitability

Nongshim’s total sales were KRW2.09 trillion in 2011. Analysis of
each business is as follows:
Our instant noodle business generated KRW1.29 trillion in sales in
2011, an increase of 2.6% over the previous year's KRW1.26 trillion.
The domestic market volume increased about 7% year on year, of
which growth rate of bowl noodle market was superior to that of
packaged noodle market. The proportion of bowl noodle sales at
Nongshim also expanded to 29.3% in 2011 from 28.0% in 2010. Our
market share slightly decreased to 68.1% in 2011.
Sales in snack business increased 12.0% year on year to KRW273.3
billion in 2011 thanks to balanced sales growth of most products
such as ‘Shrimp Cracker’ and ‘Honey Twist’ as well as soaring sales
of new promising brand ‘Sumi Chip.’ The domestic snack market
volume increased about 14% over the previous year and ‘Shrimp
Cracker’ maintained the No.1 in respect to individual sales.
We achieved KRW251.1 billion in beverage sales in 2011, an increase
of 9.2% from KRW230.1 billion last year. Sales of ‘Samdasoo’, the
best brand in the domestic drinking water market, increased 7.5%,
and sales of ‘Welch’s' and ‘Capri Sun’ also performed increases of
14.4% and 7.4% year on year, respectively. The CAGR of the sales in
our beverage business marked 14% for recent five years. We have
a goal of becoming one of big 3 players in the domestic market
in the near future. To this end, we will concentrate on nurturing
strategic key brands and continuously developing new products.
Sales in other products business decreased 9.8% compared to
the previous year to KRW143.2 billion in 2011. Our flagship brands
‘Kellogg's’ cereal, ‘Chupa Chups’ recorded 13.5% and 10.3%
increases in sales. Meanwhile exports soared 19.1% year on year
to USD122.1 billion in 2011. By region, exports to Japan and China
sharply increased 29.8% to USD38.5 million and those to Southeast
Asia and Europe also grew 14.9% and 8.7% to USD22.6 million and
USD11.5 million, respectively. Exports to the US and Canada were
USD21.5 million, similar to the results of last year.

Cost of sales increased 8.1% year on year to KRW1.46 trillion in
2011 due to strong international raw material prices. Accordingly,
our gross income was KRW506.9 billion in 2011, down 6.3% from
the previous year and gross income margin also decreased by
2.8%points to 25.7%.
Selling and administrative expenses were KRW408.6 billion, an
increase of 2.2% over the previous year, due to the increase of
expenses for salaries, advertisement and logistics. Depreciation
costs were KRW22.4 billion, down 4.2% from KRW23.3 billion of last
year, and advertisement and logistics costs increased 4.2% and 7.9%
year on year to KRW67.4 billion and KRW67.6 billion, respectively.
Personnel expenses including salaries also increased 4.7% to
KRW106.0 billion in 2011.
Accordingly, our operating income in 2011 stood at KRW110.1
billion, a 29.1% decrease compared to the previous year, and
operating income margin was 5.6%, down 2.6%p. Net nonoperating income marked KRW17.8 billion in 2011, representing a
22.3% decrease over the previous year, due to the increase of loss
on foreign currency translation.
As a result, our net income before tax fell about 28.2%, or KRW50.3
billion, down to KRW127.9 billion in 2011. Income tax was KRW41.8
billion, and our net income recorded KRW86.2 billion, a decrease
of 37.6% or KRW51.9 billion compared to the previous year. Net
income margin was 4.4%, a decrease of 2.9%p year on year,
whereas earnings per share were KRW14,902.
(KRW in billions))

2011

2010

1,970.7

1,895.2

Operating income

110.1

155.3

Operating income margin

5.6%

8.2%

Net income

86.2

138.1

Net income margin

4.4%

7.3%

Sales*

* Excluding sales allowances / based on K-IFRS
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Management’s Discussion and Analysis

Financial Status

Status of Equity-method Investments

At the end of 2011, total assets of Nongshim stood at KRW2.17
trillion, an increase of 2.7% from KRW2.11 trillion in the prior year.
Current assets were KRW817.9 billion, up 3.7% year on year, due to
the increases of trade receivables and inventories. Non-current
assets also rose 2.1% to KRW1.35 trillion mainly due to the increases
of investments in equity method securities and real estate.
Nongshim's total liabilities at the end of 2011 increased 2.5%, or
KRW16.8 billion, year on year to KRW692.1 billion, mainly due to the
increases of short-term borrowings in foreign currency and trade
payables.
Meanwhile, there was no change in the company’s capital stock
throughout 2011. Reserves increased KRW101.0 billion over the
previous year, which mainly contributed to the increase of total
shareholders’ equity by 2.8%, or KRW40.0 billion, to KRW1.48 trillion.

Nongshim invested in domestic and overseas corporations as part
of its globalization strategies and to secure natural raw ingredients.
At the end of 2011, the equity-method has been applied to four
different corporations.
(KRW in millions)

Company

Ownership (%)

Amount

Nongshim
(HongKong), Ltd.

96.74

78,321.9

Nongshim
Holdings USA, Inc.

100.00

70,343.9

100.00

501.4

55.04

28,757.8

Nongshim Japan, Inc.
Sangsun Waters
Co., Ltd.

Total

177,925.0

(KRW in billions)

Non-current assets
Current assets
Total assets
Non-current liabilities

2011

2010

1,352.6

1,324.8

817.8

788.8

2,170.4

2,113.6

92.8

99.5

Current liabilities

599.3

575.8

Total liabilities

692.1

675.3

1,478.3

1,438.3

Total shareholders' equity

Key Financial Ratios
Return on equity and return on assets were 5.8% and 4.0%,
respectively, which decreased by 3.8% points and 2.6% points over
the previous year.
Debt to equity ratio dropped to 46.8%, a 0.2% point decrease,
whereas the equity ratio was 68.1% , a 0.1% point increase
compared to last year’s 68.0%.
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Statements of Financial Position

As of December 31, 2011 and 2010, and January 1, 2010

(KRW in millions)

Nongshim Co., Ltd.
Dec. 31, 2011

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
Tangible assets
Intangible assets
Investments in real estate
Other non-current assets

Total assets

788,814
97,876
400,000
20,984
146,831
16,119
103,465
3,539
1,324,749
13
25,554
5,546
163,768
933,912
22,982
172,702
273
2,113,563

725,742
84,164
355,000
16,434
129,935
14,356
120,376
5,478
1,253,336
13
23,507
4,862
139,937
884,812
23,016
176,939
249
1,979,078

599,312
313,949
152,352
101,019
7,157
7,434
17,401
92,760
12,786
60,630
18,892
452
692,072

575,762
307,338
122,797
95,926
23,506
6,029
20,167
99,524
31,636
52,715
14,232
941
675,286

551,345
290,090
131,169
95,449
9,545
5,528
19,564
87,170
24,683
51,054
10,590
843
638,515

30,413,210,000
123,720,854,309
(75,931,455,977)
1,400,123,024,007
1,478,325,632,339
2,170,397,252,701

30,413
123,721
(75,935)
1,360,078
1,438,277
2,113,563

30,413
123,721
(76,468)
1,262,897
1,340,563
1,979,078

Accounts payables
Other payables
Borrowings
Income tax liabilities
Provisions
Other current liabilities

Non-current liabilities
Retirement benefit obligations
Deferred tax liabilities
Other long-term employee benefit obligations
Other non-current liabilities

Total liabilities

Total equity
Total liabilities and equity

Jan. 1, 2010

817,852
52,992
440,000
17,958
157,983
15,909
128,537
4,472
1,352,545
13
26,129
7,550
178,325
930,392
20,183
189,721
232
2,170,397

LIABILITIES
Current liabilities

EQUITY
Share capital
Share premium
Other reserves
Retained earnings

Dec. 31, 2010

NongShim 2011 Annual Report

Statements of Income

For the years ended December 31, 2011 and 2010

(KRW in millions)

Nongshim Co., Ltd.
Dec. 31, 2011

Sales
Cost of sales
Gross profit
Selling and Administrative expenses
Other operating income
Other operating costs
Operating profit
Finance income

Finance costs
Profit before income tax

Income tax expense
Net profit

Dec. 31, 2010

1,970,686
1,463,827
506,859
408,644
21,746
9,838
110,124
28,921
11,116
127,928
41,755
86,174

1,895,168
1,354,290
540,878
399,947
19,665
5,324
155,273
31,326
8,401
178,197
40,145
138,052

14,902
14,902

23,874
23,874

Earnings per share (Korean Won)
- Basic

- Diluted

Statements of Comprehensive Income

For the years ended December 31, 2011 and 2010

(KRW in millions)

Nongshim Co., Ltd.

Net profit
Other comprehensive income after tax
Gain on evaluation of available-for-sale financial instruments
Actual gains and losses
Total comprehensive income
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Dec. 31, 2011

Dec. 31, 2010

86,174
(22,995)
3
(22,998)
63,179

138,052
(17,205)
533
(17,739)
120,847

Statements of Changes in Equity

(KRW in millions)

Nongshim Co., Ltd.
Share Capital

Balance as of January 1, 2010

Share Premium

Retained
Earnings

Other Euity
Items

Total Equity

30,413

123,721

1,262,897

(76,468)

1,340,563

30,413
30,413

123,721
123,721

138,052
(17,739)
(23,131)
(2)
1,360,078
1,360,078

533
(75,935)
(75,935)

138,052
533
(17,739)
(23,131)
(2)
1,438,277
1,438,277

30,413

123,721

86,174
(22,998)
(23,131)
1,400,123

3
(75,931)

86,174
3
(22,998)
(23,131)
1,478,326

Total comprehensive income for the year
Net profit
Evaluation on available-for-sale financial instruments
Actual gains and losses
Dividend
Others

Balance as of December 31, 2010
Balance as of January 1, 2011
Total comprehensive income for the year

Net profit
Evaluation on available-for-sale financial instruments
Actual gains and losses
Dividend

Balance as of December 31, 2011
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Statements of Cash Flows

For the years ended December 31, 2011 and 2010

(KRW in millions)

Nongshim Co., Ltd.

Cash flows from operating activities
Cash generated from operating activities
Interest received
Interest paid
Dividend received
Income tax paid
Cash flows from investing activities
Cash inflows from investing activities

Decrease of short-term financial instruments
Decrease of other financial assets

Decrease of other trade receivables
Disposal of tangible assets
Disposal of intangible assets
Disposal of real estate invested
Cash outflows from investing activities
Increase of short-term financial instruments
Acquisition of shares of subsidiaries and affiliates
Increase of other financial assets
Increase of other trade receivables
Acquisition of tangible assets
Acquisition of intangible assets

Acquisition of real estate
Cash flows from financing activities
Cash inflows from financing activities

Increase of borrowings
Cash outflows from financing activities

Redemption of borrowings
Dividend paid
Effect of exchange rate fluctuations on cash held
Net increase (decrease) in cash and cash equivalents
Cash and cash equivalents at beginning of the year
Cash and cash equivalents at end of the year
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Dec. 31, 2011

Dec. 31, 2010

112,394
136,373
20,806
(2,413)
475
(42,847)
(135,649)
421,873
400,000
18,719
2,338
598
218
(557,522)
440,000
20,900
18,141
2,871
72,998
766
1,847
(21,687)
72,626
72,626
(94,314)
71,181
23,132
59
(44,883)
97,876
52,992

213,101
216,569
18,429
(2,700)
475
(19,673)
(181,380)
364,533
355,000
4,262
3,704
1,295
55
218
(545,913)
400,000
23,830
9,586
5,417
103,522
3,504
55
(18,009)
206,847
206,847
(224,856)
201,713
23,143
13,711
84,164
97,876

Affiliates

Nongshim Holdings

Mega Mart

Pure holding company of Nongshim
Group

Discount store for a new shopping
experience

Nongshim Holdings contributes to the
maximization of shareholder value by improving
corporate governance and raising management
efficiency. It holds 6 subsidiaries: Nongshim,
Youlchon Chemical, Taekyung Nongsan,
Nongshim Communications, Nongshim
Engineering and Nongshim Development.
http://www.nongshimholdings.co.kr

Based on expertise and cumulated experiences
for more than 30 years, Mega Mart, Korea’s 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

Nongshim Communications is a comprehensive
marketing communications company whose
strategy is based on accurate market research,
consumer studies and marketing analysis. A
group of brand-marketing experts work on all
communications areas, including advertisement,
publicity, public relations, promotion and events,
playing a major role in the development of the
advertising industry in the 21st century.
http://www.nscom.co.kr

Nongshim Engineering

Nongshim Development

Youlchon Chemical

Comprehensive engineering company

World-class Ildong Lake Golf Club

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

Located in Pocheon-si, Gyeonggi-do, 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

Leading high-tech packaging material
manufacturer in Korea

Taekyung Nongsan

Hotel Nongshim

NDS

Food manufacturer that specializes
in creating new tastes

World-class resort hotel with spa

Leading strategic system & IT-solution
provider

Established in 1979, Taekyung Nongsan is Korea’s
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

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

Nongshim Communications
Energetic advertisement agency

Youlchon Chemical, with large-scale high-tech
manufacturing facilities in Ansan, Gyeongi-do
and Yangsan, Gyeongsangnam-do, is Korea’s
leading packaging material manufacturing
company. By producing high quality packaging
materials, the company helps to bring the tastes
of Nongshim to the customers more safely and
cleanly.
http://www.youlchon.com

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
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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. Foreign investors, especially, have indicated Nongshim, as a market leader in the food & beverage industry, to be an
attractive investment opportunity considering its high growth and profitability potentials. As of end of 2011, Nongshim Holdings had
two listed companies (Nongshim and Youlchon Chemical) and 4 non-listed companies including Taekyung Nongsan as its affiliates.

NONGSHIM
(32.72%)

Nongshim
HONG KONG

Nongshim
Holdings USA

Nongshim
Japan

TAEKYUNG
NONGSAN

NONGSHIM
COMMUNICATIONS

(100.00%)

(50.00%)

NONGSHIM HOLDINGS
(Pure Holding Company)

NONGSHIM
DEVELOPMENT

NONGSHIM
ENGINEERING

(96.92%)

(100.00%)

YOULCHON
CHEMICAL
(40.32%)
[Listed Company]
[Unlisted Company]
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Overseas Plants

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 an annual production capacity of
approximately 300 million ramyuns, including 2 lines of bowl noodles, 2 lines of pack
noodles, 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.
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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 more
than 10 kinds of instant noodles including Shin Ramyun
and Shanghai Tangmyun. It also has own high-tech
manufacturing facilities with an annual production capacity
of 200 million packs. Shanghai Nongshim is central to
Nongshim’s campaign to open up new overseas markets.

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.

SHENYANG NONGSHIM FOODS CO., LTD.
Shenyang Nongshim was established in November 2000 to
buttress Nongshim’s position in the Chinese market. With an
annual production capacity of 300 million instant noodles and
100 million snack products, the company produces and sells a
variety of items in China, such as Shin Ramyun, JJolbyung Snack,
Shrimp Cracker, Onion Ring and Banana Kick. 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.
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Global Network

ANYANG PLANT
●
●

●
●

●

Initiated the production in 1976
11 production lines for instant noodle &
production facilities for snack
2 production lines for instant steamed rice
Address: 2
 03-1, Dangjeong-dong, Gunpo-si,
Gyeonggi-do, Korea
Tel: 82-31-450-5000

ANSUNG PLANT
●
●

●
●

●

Initiated the production in 1982
7 production lines for instant noodle &
production facilities for soup
2 production lines for beverage
Address: 153, Sinsohyeon-dong, Ansung-si,
Gyeonggi-do, Korea
Tel: 82-31-8046-6500

ASAN PLANT
●
●
●

●

Initiated the production in 1991
Production facilities for snack
Address: 1
 77-1, Dongsan-ri, Tangjeong-myeon,
Asan-si, Chungcheongnam-do, Korea
Tel: 82-41-540-4700

BUSAN PLANT
Initiated the production in 1976
12 production lines for instant noodle
& production facilities for snack
● Address: 695-1, Mora-dong, Sasang-gu,
Busan, Korea
● Tel: 82-51-366-1500
●
●

NOKSAN PLANT
●
●

●

●

Initiated the production in 2007
 drying instant noodle lines and
2
4 extruding instant noodle lines
Address: 1
 542-2 Songjeong-dong,
Gangseo-gu, Busan, Korea
Tel: 82-51-329-4100

SHENYANG NONGSHIM
●

GUMI PLANT
●

Initiated the production in 1991

●

12 production lines for instant noodle &

production facilities for snack
Address: 195, Gongdan-dong, Gumi-si,
Gyeongsangbuk-do, Korea
● Tel: 82-54-462-1801

●

●

●
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●

Initiated the production in 2000
4 production lines for instant noodle &
production facilities for snack
ADDRESS: 3jia 1hao,
SHENYANGJINGJIJISHUKAIFAQU 4HAOJIE,
SHENYANG, LIAONING, CHINA
Tel: 86-24-2536-7480

Shenyang

U.S.A

Qingdao

Shanghai

Japan

NONGSHIM HOLDINGS USA
●
●
●

●

●

SHANGHAI NONGSHIM
●
●
●

●

Initiated the production in 1996
4 production lines for instant noodle
ADDRESS: 840HAO, LANGONG ROAD,
JINSHANGONGYEKAIFA DISTRICT,
SHANGHAI, CHINA
Tel: 86-21-6727-7711

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
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Established subsidiary for local sales in 1994
Initiated production in 2005
4 production lines for instant noodle &
production facilities for soup
ADDRESS: 12155, 6Th street, rancho
Cucamonga, ca91730, usa
Tel: 1-909-481-3690

NONGSHIM JAPAN
●
●

●

Established in 2002
ADDRESS: DAIDO SEIMEI KASUMIGASEKI
BLDG. 4F, 1-4-2, KASUMIGASEKI, CHIYODAKU, TOKYO, JAPAN
Tel: 81-3-3595-0882

370-1 Sindaebang-dong Dongjak-gu, Seoul, Korea 156-709
Tel: 82-2-820-7114

www.nongshim.com
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