Nong Shim is a global food company that
makes its customers' health and happiness
a priority.

●

For over forty years, Nong Shim has grown by providing quality foods and good services

to its customers. Amid a rapidly changing business environment, Nong Shim has announced a
new initiative to become 'a corporation pursuing foods for longevity' and has adopted a futureoriented management strategy. Foods for longevity means food products made with nutritious
ingredients through conscious processing technologies that can contribute to customers' healthy
lives. In order to achieve this goal, Nong Shim has made ongoing investments in research and
development. Particularly, we are focusing on developing new food products for longevity in the
instant noodle and snack businesses to meet our customers' pursuit of health and well-being.
●

Nong Shim will continue to expand the portion of food products for longevity in order

to secure future growth engines while striving to introduce traditional Korean flavors throughout
the world.
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The success of each of its businesses has enabled Nong Shim
to achieve KRW1.85 trillion in sales for 2009, an increase of
10.1% over the previous year. Net income for this fiscal year
reached KRW127.5 billion, an increase of 62.4%.

(KRW in billions)

Operating Results

2009

2008

2007

1,845.6

1,675.8

1,510.1

1,285.8

1,196.7

1,061.2

Snack

227.3

204.5

216.6

Beverage

198.0

161.8

135.7

Sales*
Instant Noodle

Others

Financial Position

243.0

213.4

186.7

Operating income

105.1

101.2

113.8

Net income before tax

156.4

106.6

142.3

Net income

127.5

78.5

103.4

Total assets

1,812.7

1,725.3

1,558.9

Total liabilities
Total shareholders' equity
Ratios
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615.5

533.8

1,109.8

1,025.1

Net income margin

6.9%

4.7%

6.5%

Return on assets

7.0%

4.5%

6.6%

Return on equity

11.0%

7.4%

10.4%

Debt to equity

50.1%

55.5%

52.1%

Dividend yield

1.6%

1.6%

2.0%

* The figures are not included the allowance for sales return.
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605.0
1,207.7

Our instant noodle business achieved KRW1.29 trillion in sales, an increase of 7.4% year on year, propelled by sales of our
five flagship brands including ‘Shin Ramyun’ and strategic brands like ‘Doongji Naengmyun’, ‘Hururuk Guksu’, and ‘Doongji
Rice Noodle Ttukbaegi’. Our snack business reached KRW227.3 billion, an increase of 11.2%, on the strength of the rapid
recovery of ‘Shrimp Cracker’ sales that underperformed in the previous year, and increased sales of our flagship brands. In
addition, our beverage business and other products including exports presented a well-rounded growth rate, achieving a
sales increase of 22.4% and 13.9%, respectively.

up

3.9%

Operating income in 2009
: KRW105.1 billion
Operating income in 2008
: KRW101.2 billion

up

10.1%
Sales in 2009 : KRW1.85 trillion
Sales in 2008 : KRW1.68 trillion

Net income in 2009 : KRW127.5 billion
Net income in 2008 : KRW785.0 billion

up

62.4%
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식품산업화와
통해 for longevity
Nong Shim strives핵심역량
to grow as a강화를
food company
글로벌
경쟁력을
갖춘 based on food industrialization
with global
competitiveness
and strengthening
our core
competencies.
장수식품
기업으로
성장해
나아가겠습니다.
Dear our valued customers, shareholders and investors,
Nong Shim's forty-plus year history includes the birth of masterpieces like ‘Shin Ramyun’, ‘Ansung Tang
Myun’ and ‘Shrimp Cracker’, which have enabled the Company to reach the top of the Korean food
industry. With these achievements and our unique potential, we are at a turning point in which we must
prepare for another forty years.
We experienced a difficult time last year as the exchange rate fluctuated, import unit prices and raw
material prices skyrocketed, and domestic demand decreased. Sluggish economic recovery and the
economic uncertainty caused by the financial crisis are also unfavorable factors to our future business.
Moreover, diversified food products, substitutional goods and tightened food regulations have intensified
a sense of crisis in our company.
Although we face a range of issues, we are still putting every effort into enhancing our competitiveness
through aggressive sales activities, launching new products, and improving our internal processes. As a
result, we achieved KRW1.85 trillion in sales in 2009, an increase of 10% compared to the previous year,
and our net income reached KRW127.5 billion.
Even though the Korean economy is expected to enter into a period of recovery in 2010, we predict that
the economic hardships of the previous year will continue as the global economic recovery slows and
the government's economic stimulus package loses steam. These unfavorable factors will lead to another
economic downturn in the second half of the year and domestic demand will not likely recover enough
to cause economic growth.
Thankfully though, the food industry is a continuously growing business that is not as heavily impacted
by economic factors, and still occupies 4.2% of the Korean national GDP. Globally, the food industry
generates 1.4 times more sales than the IT industry. Moreover, the higher end value-added food market
is being expanded backed by increasing income levels, low fertility rates, and an aging population, which
diversifies our customers' needs and increases the demands for healthy foods.
In order to prosper as a company that produces food products for longevity through research and
development, Nong Shim will implement the following two projects.
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First, we will industrialize traditional Korean cuisine.
Korean food is tasty and healthy, yet it has not been easy to procure since it is typically domestically
produced in small quantities. However, we will take the lead in industrializing and globalizing traditional
Korean foods such as Guksu (noodles) and Naengmyun (cold noodles) by realizing mass production
through automated hygienic processes. These food products will provide customers with differentiated
safety, convenience and economic feasibility.
Furthermore, we will lead the growth of the domestic noodle market by expanding our noodle product
lineup made with rice, the staple food of the Koreans. To this end, last year, we developed and launched
a traditional noodle product that contains 90% rice for the first time in the world. We will encourage
spending by diversifying our food products as well as enhancing their quality this year.
Secondly, we will strengthen our core competencies.
Nong Shim will continue to invest and build a system to produce safe products in a way that values
health and the environment. We will also enhance customer satisfaction and cost competitiveness by
maximizing our efficiency through reviewing our business processes. Toward this end, we are focusing
on enhancing competitiveness of flagship products, repositioning non-flagship businesses, improving
profitability, expanding global sales channels, producing top-notch soup base, and strengthening our
food safety management systems. Furthermore, we will build a foundation to sustain our growth by
continuously creating corporate value through environment-friendly management and innovative
products as well as completely implementing Six Sigma.
Developing a corporation requires continual preparation and progress. We will make every possible effort
to build a globally competitive company through achieving our goals in 2010 and fostering a challenging
and progressive corporate culture.
In closing, all of the executives and staff at Nong Shim pledge to our shareholders that we will promote
investor relations aggressively in order to achieve better business performances and enhance shareholder
value with a full sense of responsibility. This will require new determination and a redoubling of efforts
from our side. We would like to share our deepest gratitude for your unwaveringly generous support and
encouragement.
Thank you.
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Vision
A Global Food Company Pursuing Health and Happiness with Customers

Slogan
Do Dream World Best

Core Value
• Creating new value through continuous innovation and challenging spirit
• Pursuing customer satisfaction by meeting their needs
• Cherishing craftsmanship with the best technology and excellence
• Bearing the spirit of ownership with passion and responsibility
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KRW4 trillion
in sales

Vision
2015
KRW500
billion in
profit

Powerful
10 brands

Nong Shim announced its corporate vision for 2015 in January 2008, as well as its newly established corporate philosophy, core values
and long-term goals. Nong Shim set its performance goals at KRW4 trillion in sales and KRW500 billion in pre-tax income by 2015,
when it celebrates its 50th anniversary. Towards this end, we will actively branch out to secure new and overseas businesses.
Nong Shim has an ambitious vision to be a global food company that pursues health and happiness together with its customers and is
guided by the slogan ‘Do Dream World Best'. As our slogan states, Nong Shim will build and maintain brand power for food products
for longevity through creative technology and marketing. Finally, we will realize our 2015 Vision by pursuing health and happiness
based on traditional Korean food that values life and culture.
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We are creating
a food culture for the future.
The rice has been considered to be the source of strengths for
Korean people. As any Korean will tell you, rice is believed to be
a lifeline. However, rice consumption has decreased recently
due to the influence of westernized eating habits. Many ways of
encouraging rice consumption have been discussed, as rice has
more nutritional value than other grains. Now more attention is
being paid to how rice products are processed.

Despite the fact that the domestic market for rice-based products
was formed when the rice cracker was released in 1987, followed
by Sikhye (sweet rice drink), instant rice and other rice beverages,
the industrialization of rice-based products progressed very
slowly because of rice's unique characteristics. In Japan, about
13% of rice output is used for processed products, and the size
of the market is also rapidly expanding in North America and
Europe because rice has been recently recognized as low-fat and

low-calorie diet food.
As the frontrunner in the creation of future food culture, Nong
Shim has focused its research and development capability on
processed rice products that contribute to human well-being
and believes that processed rice products have incredible growth
potential. The amount of rice invested in the development of a
new processed rice product has exceeded more than 840 tons
just in a year.

amount of rice invested in
the development of rice
noodles for one year

840

tons

We are one step closer to the dream of
good health and longevity through
rice noodles.
Processed rice products that have growth potential include rice
noodles, rice flour, instant rice and rice crackers. Expansion of the
market for processed rice products is essential to encourage rice
consumption in Korea.
However, the expansion of processed rice products has been
limited because the rice consumed in Korea becomes sticky
when cooked. Even though rice has excellent nutritional value
and absorption qualities compared to other grains, its processing

potential is lower than that of wheat flour, which makes it
difficult to produce noodles that contain more than 30% rice
until now.
However, tireless research by the Nong Shim technical team
for almost a year has finally produced ‘Doongji Rice Noodle
Ttukbaegi’, which contains 90% rice. This is now possible because
Nong Shim has developed advanced equipments that combine
Italian pasta press techniques with the company’s unique instant

noodle processing techniques, which resulted in the world's first
Korean style rice noodle in the form of pressed dry noodle.
What is particularly significant is that this development was
achieved by overcoming processing and distribution limitations,
while increasing the amount of rice up to 90% and automating
the processing procedure. It is also easy to cook as instant
noodles, which makes it possible to provide safe and healthy
products for both domestic and international customers.

rice content

90

%

We will make a new legend
in the global food market.
Going forward, Nong Shim plans to expand the portion of food
products for longevity up to 30%. We are preparing to make
this new leap forward with strategic products like ‘Doongji Rice
Noodle Ttukbaegi’, the quick noodle meal ‘Hururuk Guksu’,
and the world's first cold noodle in dry noodle form, ‘Doongji
Naengmyun’. Nong Shim believes that obesity, the biggest
dilemma facing humankind, could be eradicated when it
develops rice-based flagship brands for longevity.

This belief led us to build the Noksan Factory, which required an
investment of more than KRW100 billion and is solely dedicated
to producing food products for longevity. This factory also
received Hazard Analysis & Critical Control Points (HACCP) for
safety in July 2009. Going forward, Nong Shim will promote
domestic rice consumption by developing more processed rice
products and expanding its production line, which will increase
production capacity up to 30,000 tons.

As processed rice products are developed and propelled
by Nong Shim's 45 years of enriched noodle manufacturing
technology, we expect to see a new food culture emerge that
consumes noodles not as a snack or a specialty dish, but as
a main meal. As was the case with ‘Shin Ramyun’, we hope
that ‘Doongji Rice Noodle Ttukbaegi’ will be renowned as a
worldwide brand that stands at the forefront of an exceptional
Korean food culture and tradition.

Investment in the
production facilities for
rice noodle

100

KRW

billion

Instant Noodle

Snack

Beverage

Other Products

The well-rounded success of each of our businesses has enabled Nong Shim to achieve KRW1.85 trillion
in sales in 2009, an increase of 10.1% compared to the previous year. This was partially due to the
expansion of the domestic food and beverage market caused by the gradual recovery of the economy.
However, the primary reason for our success was that our five flagship brands maintained steady
growth, strategic brands like well-being noodle products rapidly penetrated the market, and last year's
underperforming snack products rebounded. Nong Shim will build a framework for sustainable growth
by creating new noodle food culture through ongoing release of new products as well as aggressively
expanding our rice-based health-oriented philosophy to our premium snack group.

Instant Noodle
Nong Shim is contributing to better health and creating new growth engines through
developing food products for longevity that will lead to a new paradigm in the noodle
business.

Transition to a Company that Makes Food Products for Longevity
In October 2009, guided by a management philosophy that we are a global food
company that pursues health and happiness for humankind, Nong Shim launched an
innovative rice noodle product called ‘Doongji Rice Noodle Ttukbaegi’. As Nong Shim
explored new market possibilities while introducing top-notch products based on Korean
culinary traditions, we anticipate that ‘Doongji Rice Noodle Ttukbaegi’ - our flagship
longevity product - will contribute to pioneering and expanding the Korean rice noodle
market. In addition, Nong Shim's food products for longevity, such as a quick noodle meal
with authentic traditional Korean flavors, ‘Hururuk Guksu’, and cold noodles made by the
world's first nesting method, ‘Doongji Naengmyun’, will join ‘Shin Ramyun’ at the forefront
of the globalization of the Korean noodle.

Nong Shim, a pioneer in developing a new
genre of noodle products, is one step ahead
in developing future-oriented food products
that meet demands for products that promote
well-being. We are creating a stepping stone
for making another leap forward in the noodle
industry through value-added products
like Korean traditional rice noodles and
international noodle dishes like pasta.
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Sustainable Growth through
Differentiated Strategies
The hottest topic in 2009 for the instant noodle
business was the improvement of value and
profitability, as well as the sales expansion of
existing flagship brands backed by newly released
food products for longevity. While focusing on
exploring new flavors and developing products
that promote well-being such as ‘Doongji
Naengmyun’, ‘Hururuk Guksu’ and ‘Doongji Rice
Noodle Ttukbaegi’, we have also strived to expand
sales of existing brands such as ‘Shin Ramyun’,
‘Neoguri’ and ‘Ansung Tang Myun’ in order to
penetrate into younger generations through new,
targeted communication strategies and product
renewal. As a result, sales of the five flagship
brands increased by 7.9% from the previous year,
while ‘Doongji Naengmyun’ leaped into first
place in the cold noodle market and ‘Hururuk
Guksu’ exceeded 30% of the guksu (plain noodles)
market share. These achievements enabled Nong
Shim to achieve sales of KRW1.29 trillion in its
instant noodle business in 2009. The performance
goal for 2010 is to achieve KRW1.41 trillion in

sales through strengthening differentiated
strategies for longevity foods, developing new
products such as soba (thin Japanese noodle) and
spaghetti, expanding the market share of existing
brands, and restructuring our product portfolio
to achieve balancing growth. As for our strategic
brands – ‘Doongji Rice Noodle Ttukbaegi’,
‘Doongji Naengmyun’ and ‘Hururuk Guksu’the performance goal is set at KRW100 billion, a
twofold increase over the previous year's sales.

Sales Trend of Instant Noodle
(unit : KRW in billions, %)

(74.1)

2009

1,285.8
(25.9)
(72.9)

2008

1,196.7
(27.1)
(70.5)

2007

1,061.2
(29.5)

Pack Ramyun

In 2009, the domestic noodle market grew 6.9%
over the previous year. On top of the excellent
performance of the five flagship brands, which
increased 7.9% in sales, the sales of our strategic
brands - ‘Doongji Naengmyun’, ‘Hururuk Guksu’
and ‘Doongji Rice Noodle Ttukbaegi’ - achieved
KRW50 billion, which contributed greatly to our
overall sales of KRW 1.29 trillion, an increase of
7.4% from the previous year.

Cup Ramyun

Sales Portion of Instant Noodle in 2009

65.8%
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Instant Noodle
Nong Shim is contributing to better health and creating new growth engines through
developing food products for longevity that will lead to a new paradigm in the noodle
business.
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Creating New Food Culture with
45 years of Accumulated Noodle
Manufacturing Technologies
By spearheading the development of healthoriented premium products, Nong Shim has
always been at the forefront of researching and
developing better products that promote the
health and happiness of our customers. As more
customers adopt an eco-friendly lifestyle and
consumption patterns that promote well-being,
Nong Shim decided to construct the Noksan
Factory in 2007, which is dedicated to non-fried
food products that meet these customers' needs.
Since then, Nong Shim launched ‘Gunmyun
Sedae’ (dry noodle) as the first product from
Noksan Factory, followed by other innovative
premium products like ‘Doongji Naengmyun’ and
‘Hururuk Guksu’ in 2008.
In 2009, the famous ‘Doongji Rice Noodles
Ttukbaegi’ was launched, a spicy-flavored Korean
style rice noodle containing 90% of rice based on
Nong Shim's 45 years of accumulated experience
in noodle manufacturing technology. In order
to preserve the authentic taste and flavor of
the original ingredients, ‘Doongji Rice Noodle

Ttukbaegi’ incorporated Nong Shim's own
technology called 'Z-cvd,' an Italian pasta pressing
technique and nesting method that integrates
Nong Shim's core instant noodle manufacturing
techniques. Moreover, to fulfill our responsibility
as a company that pursues food products for
longevity, Nong Shim invested over KRW100
billion into building a factory solely dedicated to
producing them.
All of products produced in this factory received
the Hazard Analysis & Critical Control Points
(HACCP) for safety. We will continue to develop
new rice products and expand their production
capacity up to 30 thousand tons by 2010 from
current 12 thousand tons, which will also
contribute to the promotion of rice consumption
in the nation. Furthermore, we will export
authentic Korean rice noodles along with Nong
Shim's most well-known product - ‘Shin Ramyun’ throughout the U.S., Japan, China, Southeast Asia
and the EU, which will lead to the popularization
of authentic Korean rice noodles.

Nong Shim continuously develops new
products with unique yet refreshing
flavors based on its innovative technology.
From nutritious rice noodles to fresh and
dry noodles with lower calories, Guksu
(plain noodles) and Naengmyun (cold
noodles), Nong Shim is one step ahead of
its competitors in introducing products
with innovative concepts that will promote
the industrialization of traditional Korean
noodles.
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Snack
Nong Shim's snacks offer exceptional taste backed by quality ingredients and
unparalleled technology as well as the promotion of customers' health and safety.

Creating Customer Value through Developing Premium Products
Nong Shim has led the domestic food market while at the same time meeting customers'
needs. Nong Shim has launched numerous hit products like ‘Shrimp Cracker’, which
have kept us in the number one position in the domestic snack market since their
release more than thirty years ago, followed by ‘Onion Rings’, ‘Chip Potato’, and ‘Banana
Kick’. Additionally, Nong Shim has received praise from its customers for opting not to
add inflating agents, preservatives or monosodium glutamate (MSG) to its entire food
product lines, as well as zero trans fat before this was commonplace. We will continue
to strive to develop natural snacks and rice crackers with an authentic taste and flavor
which differentiate our products and position them as flagship products for longevity.
In particular, we will focus on creating customer value and consolidating our market
leadership through increasing customer recognition of existing rice snack brands
including ‘Byul Tta Muk Ja’, ‘Dal Tta Muk Ja’, and ‘Rice Shrimp Cracker’, while at the same
time launching additional new premium rice snack brands.
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Setting the Foundation for New
Growth
The domestic snack market recently witnessed
a slight decline in heavy demands of customers,
while a new market trend that values safety,
health, diversity and emotional consumption
also developed. To respond to these changes,
major snack manufacturers including Nong Shim
are focusing on expanding existing flagship
brands as well as developing variations. Food
safety has also been also discussed and has
improved steadily from a long-term point of view.
Additionally, we have worked aggressively to
identify new demands through various customer
communication strategies.
We have continued to increase sales and
profitability of our flagship brands, including
‘Shrimp Crackers’ which underperformed in 2009,
as well as ‘Onion Rings’, ‘Postick’, and ‘Honey Twist
Snack’. We have also made efforts to explore
new product categories and strengthen our
communication efforts to reach out to customers.
As a result, sales of our flagship snack brands have
exceeded the average increase in snack market
sales. Nong Shim has also finalized a concrete road

map to develop and launch new products. The
total sales for our snack business were KRW227.3
billion, an increase of 11.2% over the previous
year. As for 2010, Nong Shim is determined to
explore new value-added business opportunities.
To achieve this goal, the company will consolidate
its market dominance through launching new
natural-concept snacks and developing additional
premium snacks.
Particularly, we will also place more emphasis
on developing rice snack products that have
higher growth potential. As rice is a safe and
familiar ingredient that is suitable for Koreans, it
has been in the spotlight when there are public
concerns about food safety. And the share of rice
snacks remains below 10% in the Korean snack
market, even though it makes up about 45% in
the Japanese snack market. Therefore, rice snack
products are expected to have incredible growth
potential. Accordingly, Nong Shim will continue
to launch premium rice snacks and invest in new
facilities to produce them, and expects to achieve
sales of KRW40 billion from rice snack lineups by
2011.

In 2009, the domestic snack market grew
9.5% from the previous year to KRW656
billion. Backed by the sales recovery of
‘Shrimp Crackers’, as well as ongoing
upswing in sales of flagship brands, we
achieved KRW227.3 billion in sales, an
increase of 11.2% from last year.

SalesTrend of Snack
(unit : KRW in billions)

227.3

2009

2008

204.5

2007

216.6

Sales Portion of Snack in 2009

11.6%
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Beverage
Nong Shim's differentiated beverage products including Jeju Samdasoo, Welch's Soda,
Welch's Juice and Capri Sun provide additional value to customers' varied lifestyles and
well-being.

Consolidating Partnerships and Business Opportunities
Nong Shim is always committed to providing the best quality products in its beverage
business.
‘Jeju Samdasoo’, which is made from groundwater obtained from volcanic aquifers
located 420m deep in the Mt. Halla, National Park in Jeju Island, is recognized not only
for its refreshing taste but also for its uniform quality. It is renowned as the leading
premium bottled spring water brand in Korea and is now being exported to major
markets worldwide. Additionally, Nong Shim produces and distributes 100% natural juice
made from high quality Concord grapes in Korea through joining forces with ‘Welch's’,
the world's largest grape juice maker. The company has also introduced other worldclass beverages including ‘Campbell's Juice’ of the U.S. and ‘Capri Sun’ and ‘Power O2’ of
Germany by strategic alliances. Nong Shim will continue to create customer value through
introducing renowned global brands into the domestic market as well as developing its
own health-oriented beverage products with distinctive concepts.
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Making Great Progress
Amid the ongoing focus on well-being in the
domestic beverage market in 2009, the spring
water, coffee drinks and natural fruit juice business
exhibits distinctive growth, whereas soft drinks,
sports drinks and tea beverages have shown signs
of stagnation and decline. Specifically, bottled
spring water showed a sharp increase in sales, and
coffee beverages also marked the highest growth
rate backed by launching a variety of new takeout packaging products during the period.
In response to this market trend, Nong Shim has
concentrated on expanding sales area as well
as launching premium products with distinctive
volumes, bottles and designs to increase sales of
‘Samdasoo’, our flagship brand of bottled spring
water. These efforts resulted in achieving sales
of KRW147.1 billion, up 23.9% from the previous
year. We will develop even stronger brand power
through creating new demand, marketing,
customer relations and long-term integrated
strategies.
‘Welch's Juice’ and ‘Welch's Soda’ grew sharply,
achieving double-digit growth, and ‘Capri Sun’
also saw significant growth. ‘Welch's Soda’ is

particularly expected to increase in sales and
profitability as our domestic production facility
was completed and went into full operation in
October 2009.
Consequently, Nong Shim achieved an increase of
22.4% compared to the previous year to KRW198
billion in beverage sales on the strength of
remarkable growth of each product, and ranked
fourth in the domestic beverage industry.
Health-oriented food products for longevity
are the motto of our direction in new product
development in 2010, and the concept of nonGMO, natural and organic ingredients will be
emphasized. Specifically, we will develop unique
ingredients for beverages that are good for health
and beauty in order to promote them as big
brands to be our future growth engines.
The sales goal for our beverage business in 2010
is set at KRW255 billion, an increase of 28.8%
from the previous year. We will achieve this
goal through sustainable growth of ‘Samdasoo’,
launching new products with unique ingredients
and increasing sales of ‘Welch's Soda’.

Sales Trend of Beverage
(unit : KRW in billions)

1,478

2009

1,188

2008

161.8
430
979

2007

135.7
378

Samdasoo

Nong Shim achieved KRW198 billion in
beverage sales, an increase of 22.4% year
on year, backed mainly by the tremendous
sales increase of ‘Samdasoo’ by 23.9% as
well as evenly distributed successes of the
flagship brands such as ‘Welch's Juice’,
‘Welch's Soda’ and ‘Capri Sun’.

198.0
502

Other Beverages

Sales Portion of Beverage in 2009

10.1%
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Others
From instant steamed rice to well known overseas food brands, Nong Shim introduces
products of exceptional quality that contribute to the health and convenience of its
customers.

Market Penetration through Integrating Brands
Nong Shim has been selling various instant rice brands, including ‘Haepssal Steamed Rice’,
made from carefully selected certified homegrown rice, and ‘Koshihikari Steamed Rice’,
made from the best quality rice species. Intense competition, non-distinctive brands and
relatively insignificant sales promotions led our limited sales of these products to increase
only slightly to KRW6.5 billion in 2009. In 2010, Nong Shim will integrate instant rice brands
to strategically approach and expand sales venues by targeting niche markets. In addition
to improving product competitiveness through enhancing rice varieties and processing
methods, Nong Shim will focus on targeting customers such as single households and
double-income couples through exclusive packaging aimed at these customers as well
as developing nutritionally enriched and fiber fortified rice products. These efforts are
expected to generate a twofold increase in sales to KRW13 billion in 2010.
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Intense promotion of flagship brands
Nong Shim has imported various worldwide
brands, such as ‘Denmark Ham’, made from the
highest quality raw meat, ‘Kellogg's cereal’, ‘Chupa
Chups’, ‘House Curry’, ‘Hon Dashi’, ‘Vono’ and the
authentic Italian pasta, ‘Barilla’. We are building
a foundation for a global network, while at the
same time providing domestic customers with
a variety of flavors. In 2009, Nong Shim achieved
KRW143.9 billion in sales, an increase of 7.1% over
the previous year, in this business. This record was
achievable because Nong Shim carefully managed
each brand and launched new products, in
addition to offering gift sets, which was initiated
as a new project.
Nong Shim will intensify its marketing efforts to
increase sales of overseas flagship brands such as
‘Chupa Chups’, ‘Denmark Ham’, ‘Vono’ and ‘House
Curry’. We will also expand our product lineup in
order to attract new customers. Moreover, we will
continue to launch new products like the natural
grain snack ‘Morning Meal’ and ‘Ajinomoto's
Seasonings’, while at the same time enhancing our
profit structure by preparing countermeasures to

exchange rate fluctuations. Through these efforts,
we expect to achieve KRW178 billion in sales this
year, an increase of 24% over the previous year.
Meanwhile, with the globalization of the ‘SHIN’
(Spicy Hot Instant Noodles) brand, Nong Shim is
exploring new overseas markets.
We have increased exports sharply every year
by identifying strategic regions and developing
strategic products, as well as performing a
wide range of promotional activities for local
distribution. In 2009, Nong Shim achieved sales
of KRW99.1 billion, a 25.3% increase over the
previous year, due to increased exports of valueadded products to Japan, Southeast Asia and
Europe.

Exports & Sales of Other Products
(unit : KRW in billions, %)

1,439

2009

243.0
991
1,343

2008

213.4
791
1,292

2007

186.7
575

Other Products

Nong Shim achieved sales of KRW143.9 billion
in its Other Products Category, an increase of
7.1% over the previous year, backed by the sales
performance of ‘Chupa Chups’, ‘Denmark Ham’
and ‘House Curry’. Nong Shim achieved KRW99.1
billion in exports, an increase of 25.3% year on
year, propelled by an increase of exports of
value-added products to Japan, Southeast Asia
and Europe.

Exports

Portion of Exports & Other Products in 2009

12.5%
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Nong Shim in the Global Market

Nong Shim in the US

Nong Shim in China

Nong Shim's dream to become the world's best manufacturer of longevity food products is unfolding all around
the world. For the first time in the industry, Nong Shim built production facilities in the U.S. and has aggressively
explored new business opportunities in overseas markets. We are growing as a global food company in the
truest sense, while at the same time embracing our unique flavor and brand in 80 different countries around the
world.
We will continue to expand our overseas production bases and investments to strengthen local sales, with which
we are hoping to promote the 'SHIN' brand widely and stand together with world's leading food companies.

As part of its globalization efforts, Nong Shim is tapping into overseas markets
with a three-tiered approach. It includes the expor d business alliances with
premier food companies to create more opportunities.

Nong Shim is rewriting the history of food
culture in the global market and will transform
Korean flavor into a worldly flavor.
We have set an objective to generate a quarter of our goal of KRW4 trillion in sales from
overseas business in 2015. Towards this end, Nong Shim is establishing a production
and sales network in Northeast Asia, North America, Southeast Asia and Europe, and also
expanding its overseas production bases from four to nine. As part of this plan, Nong
Shim has established local offices in Ho Chi Minh, Vietnam and Vladivostok, Russia. We
have designed multi-faceted marketing strategies to penetrate into the Chinese market
which makes up half of the global instant noodle market. In order to ensure global quality
assurance, Nong Shim founded a dedicated Food Safety Research Institute in Qingdao,
which investigates food safety issues including microorganisms, additives, pesticide residue
and radiation. Nong Shim is implementing these global strategies more actively than ever.
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2009 Overseas Business Performance
Nong Shim recorded US$201.73 million in overseas sales, an increase of 10.7% over the
previous year. By region, the growth rate was 4.3% in China, 12.4% in the U.S. and 22.1% in
Japan. Pre-tax income marked US$5.71 million, up 103.3% from the previous year. Despite
a slight decrease in exports to North America and Oceania region, we achieved sales
of US$78.19 million, an 8.4% increase, propelled by positive sales performance in most
regions including an increase in exports of more than 10% to Southeast Asia and Japan.

2010 Business Goals and Strategies
Nong Shim will implement various strategies to enhance the competitiveness of existing
products through increasing its sales capacity in its local distribution network as well as
exploring independent sales venues. Meanwhile, we will also design strategies suitable
to local markets to stimulate the globalization of the 'SHIN' brand as well as sales of other
rice noodles including ‘Hururuk Guksu’. We hope that these strategies will enable us to
continually grow our overseas business. We will also ensure that all of our overseas plants
are able to assure a HACCP level of quality, while at the same time increasing profits
through cost innovation and efficient marketing activities. In 2010, these efforts are
expected to generate US$264 million in overseas business, an increase of 30.9% over the
previous year, and US$100 million in export business, an increase of 27.9%.
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Nong Shim has exported instant noodles to the LA area in the US since 1971 and
finally established a foreign branch, Nong Shim America, in 1994. By completing
a local plant, Nong Shim Foods, in California in 2005, Nong Shim has successfully
positioned itself to pursue further businesses around the US and South America.

Nong Shim in the US
Nong Shim Foods has a large plant measuring 15,600 pyong (approximately 555,134 square
feet) which runs 24 hours a day and operates one production line for package noodles
and two production lines for bowl noodles. This plant produces and distributes 200 million
products annually. To satisfy US consumers, Nong Shim strives to supply fresh products
by meticulously managing their ingredients, manufacturing process and final products.
Meanwhile, our persistent search for new distribution venues resulted in successfully
providing products to stores like Wal-Mart, the world's largest discount store, Costco and
Sam's Club. This success provides an opportunity not only for Americans but also for other
global citizens to experience Nong Shim's uniquely Korean flavors. Accordingly, Nong Shim
has reinforced its sales capacity in markets with potential for growth such as mainstream
markets in the eastern US and South America, including Mexico and Brazil.
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Operating Performance in the US
Nong Shim has successfully tapped into the US market by putting emphasis on down-toearth marketing and merchandising. Meanwhile, our strategic products - ‘Hururuk Guksu’
and ‘Doongji Naengmyun’ – were successfully launched in May and August (respectively)
with extensive promotion. Brand renewal of existing products like bowl noodles was
implemented along with a market segmentation strategy. These efforts have generated
US$102.24 million in sales, a 12.4% increase year on year, and US$3.47 million in pretax income in 2009. Nong Shim has made stable growth in the US consumer markets as
well as Korean American and Chinese American consumer markets. Sales of 'SHIN' brand
recorded US$32 million in the same period, which indicate an accelerated globalization of
the brand.

Business Goals and Strategies for 2010
The economic recession prohibited Hispanic consumers with low incomes from spending
in the US market. Increasing attention to health has driven customers towards a lowsodium diet and non-MSG products. In terms of distribution, large retail companies
tended to increase and the number of Korean-American retail stores also grew. However,
competition has intensified due to the entry of Nissin's low priced bowl noodles into the
market.
In response to these market changes, Nong Shim will endeavor to steadily increase
the number of stores located in the large retailers like Wal-Mart and Costco, along with
actively offering promotions such as special events and free samples. Nong Shim is also
planning to form a Rice Guksu (noodle) Development Project Team in order to execute
more comprehensive market and consumer research, product development, investments
and marketing strategies. This plan is designed to attract customers to rice noodles in the
US and acquire early and concrete brand power. In 2010, these strategies are expected to
generate US$133 million in sales, a 30.1% increase over the previous year.
Sales Trend in the US ( US$, in millions)

102.2

2009

90.9

2008

2007

81.9
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Nong Shim is also strategically positioning itself as a premium brand in the
Chinese market by delivering Nong Shim's authentic Korean flavor at higher prices.
Nong Shim is now recognized not only as an instant noodles and snacks company,
but also as a food company co-existing with Chinese economic development and
lifestyles.

Nong Shim in CHINA
With the first cutting-edge instant noodle factory built in Shanghai, China, in 1996, Nong
Shim has been attracting the world's largest instant noodle market. As a result, it has
generated a remarkable increase in sales, which led Nong Shim to build other factories in
Qingdao and Shenyang in 1998 and 2001, respectively. The factory in Qingdao processes
agro-fishery ingredients and produces soup base, whereas the factory in Shenyang
produces instant noodles and snacks. As such, Nong Shim has implemented systematic
business expansion throughout China. Despite offering products at a higher price point
than other local instant noodle brands, Nong Shim has successfully penetrated the
Chinese market with high quality premium products that have established a strong brand
power, whereas other competitors produce low price products. Nong Shim will continue
its endeavors to strengthen its market power in the Chinese instant noodle market
through expanding its production line and ensuring cost competitiveness.
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Operating Performance in China
The Chinese market in 2009 has experienced a challenging period caused by the global
financial crisis, which resulted in a rapid decrease in consumption. Nevertheless, Nong
Shim has expanded its distribution network in Shanghai, Huadong and three Northeastern
provinces and striven to raise the rate of supply to large nationwide retailers up to 95%.
Promotional activities, including global advertisements, were implemented in order to
strengthen the brand power of ‘Shin Ramyun’. In the second half of the year, Nong Shim
launched two kinds of new products as part of efforts to improve competitiveness. Despite the
fact that Nong Shim underperformed from May through June, marking its lowest sales period,
sales rebounded to previous levels from the second half of the year, which led Nong Shim to
achieve US$70.73 million in sales overall, a 4.3% increase from the previous year. Sales of the
‘SHIN’ brands reached US$21.1 million in 2009.

2010 Business Goals and strategies
The current Chinese market is experiencing an increase in consumption in mid-tier cities
and sales fluctuations depending on quality, nutritional value and even product design. An
oligopoly among competitors further contracts the instant noodle market with low priced
products. To compete with market trends, Nong Shim will grow its local human capital,
implement aggressive promotional activities, and expand its sales network to target mid-tier
cities.
Nong Shim will also employ a variety of strategies to enhance its competitiveness and reduce
costs, in addition to unveiling a new product category and developing a low to mid-price
tier of products for the Chinese market. Based on these efforts, Nong Shim has set a goal
to achieve US$95 million in sales, a 34.3% increase over the previous year, along with US$4
million in ordinary income.

Sales Trend in China ( US$, in millions)

70.7

2009
28.7
24.7
17.3

68.0

2008
25.8
26.7
15.5

52.1

2007
19.3
18.2
14.6
Shanghai

Shenyang

Qingdao
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Food Safety

Green Management

Social Contribution

Nong Shim is a global food company that pursues health and happiness with its customers. We are committed
to producing safe and high quality food products, while at the same time remaining at the forefront of
corporate social responsibility efforts and protecting the environment for the next generation.

Food
Safety
Nong Shim strives to perfect a food safety system in order to
produce safe and reliable products for its customers.

In addition to initiating the Customer Reassurance Project in 2008 to transform all of our manufacturing process for the realization of zero
complaints by 2012, we are also in discussions to pursue HACCP certification for all of our factories. Nong Shim obtained its first HACCP
certification in 1999 for frozen noodles manufactured in its Anyang Factory, followed by 7 others in a total of 5 factories. Products that obtained
the certification and the names of the factories that produce them are as follows: ‘Shin Ramyun’ in Gumi Factory (2004), ‘Haepssal Steamed Rice’
and ‘Saeng-Saeng Myun’ in Anyang Factory (2004), soup base in Ansung Factory (2006), Dry Noodles and Cold Noodles in Noksan Factory (2009),
and three different snack brands in Asan Factory (2009).
In order for every factory to obtain the HACCP certification, Nong Shim has recently instituted a HACCP Promotion Office and has developed
detailed plans for phased implementation by the end of 2010. The HACCP certification is inevitably required when exporting to advanced
countries. Large domestic distributors are also tightening regulations. This HACCP achievement is expected to generate increased sales in the
future. It will also be an opportunity to respond proactively to the government's food safety policies and revamp aged equipment and facilities.
According to the Korea Institute for Health and Social Affairs, the HACCP certification is known to increase sales by 14.2%, reduce the return rate
by 39.6%, and reduce food safety related incidents by 24.5%. Nong Shim will obtain the HACCP certification for every factory in the near future in
order to ensure a safe and healthy product supply for its customers by thoroughly planning and executing this policy.
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Green
Management
As a global food company, Nong Shim is committed to practicing environmentallyfriendly management including voluntarily reducing its greenhouse gas emissions and
developing eco-friendly products.

Nong Shim has been leading the 3G Initiatives to promote environmental conservation movement since the second half of 2009. The 3G is a
strategic direction in environmental management aimed at practicing Green Business, Green Processes and Green Partnership.
Green Business entails manufacturing products in an environment-friendly manner. In practice, Nong Shim is promoting the development of
products using ingredients that are grown on homeland, GAP and organic agricultural products. We are also planning to enter the environmentfriendly business by developing green packaging materials and green farming.
In order to minimize carbon dioxide emissions during the manufacturing process, we are pursuing Certification of Carbon Footprints and EcoLabels. We have obtained a certification for five different flavors of Chip Potato in 2009, which will be followed by instant noodles, snacks and
Haepssal Steamed Rice in 2010.
Green Process indicates a series of activities that includes establishing a yearly carbon dioxide reduction plan that adheres to Certification of
Carbon Footprints and Eco-Labels. Concrete measures will be put into practice to minimize carbon dioxide emissions in every production facility.
We will ensure that all of Nong Shim products are manufactured in an environment-friendly way, which will require us to use new and renewable
energy, improve the efficiency of our facilities, promote these efforts to other companies, and build purchasing systems for green ingredients.
As for Green Partnership, Nong Shim intends to establish a partnership network with other companies as well as organizations in need of help
through the sharing and transfer of the company’s accumulated green technologies. Internally generated funds from reducing energy will be
returned to society. 3G Initiatives will not only satisfy our customers' needs but also establish a platform for sustainable growth by preserving
the environment. Nong Shim will be renowned as an environment-friendly food company that is willing to lead the way in protecting the global
ecosystem.
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Social
Contribution
Nong Shim, a company that values corporate social responsibility, seeks to return its
customers' trust and affection through various social contributions.

In order to provide ongoing social contributions, Nong Shim Social Responsibility Corps was founded as a non-profit organization with regular
activities every year. Each place of business has established plans for activities that mainly help charities and social welfare facilities in local
communities. In 2009, we reached out to 110 social welfare facilities across the nation. Our primary activities include the voluntary Happy Fund
raising by both executives and staff. Through these efforts, we have raised KRW270 million in funds, which were distributed to orphanages,
senior centers and handicapped youth. We also donated instant noodles to Dongjak Cultural Welfare Center and other social welfare facilities.
Nong Shim's unique identity was well represented by "Mr. Hong's Happy Tea Truck," which traveled to orphanages and local children's centers
more than three times a week to reach out to underprivileged neighborhoods and overlooked social classes with Nong Shim products and social
services.
The Doongji Bank, a new social contribution project developed in 2009, received 4 out of every 1,000 products sold as a donation, which they
delivered to the National Food Bank for local children's centers and multicultural households. A Love Sharing Concert was also a part of our
contribution to social welfare, where attendees could provide two instant noodles instead of an entrance fee, which Nong Shim matched. Over
the past 10 years, Nong Shim has raised a total of 435,000 instant noodles this way.
The Youlchon Foundation also enables us to provide even more social contributions. The Foundation supports a scholarship fund to foster
talented persons as well as academic, cultural and research activities. It also emphasizes well-rounded education as a far-sighted national policy
to instill energy and passion in youth. At the end of 2009, this fund exceeded KRW10.7 billion. Nong Shim will never cease to develop ways to
support its customers and neighbors.
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Management's Discussion & Analysis l Financial Position l Income statements l
Statements of Appropriation of Retained Earnings l Statements of CashFlows
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Management's Discussion & Analysis

Overview of Operating Performances
Nong Shim, a leader in the domestic food industry, is also renowned as a global company that exports to 80 different countries in the world,
specializing in instant noodles, snacks, beverages and introducing foreign brands. The recent domestic instant noodle market showed a
decrease in heavy users, but increased attention to safe and healthy foods, which have turned customers' needs towards traditional and
natural food. Also, various marketing strategies are being implemented in order to respond to changes in distribution channels.
This phenomenon can also be seen in the beverage market, where spring water and natural fruit juice businesses achieved distinctive
growth, whereas soft drinks, sports drinks and tea beverages showed signs of stagnation and decline.
Meanwhile, every corporation strives to secure competitiveness through making efforts to obtain HACCP certification, which signifies a
comprehensive management system as well as environmentally sensitive business practices.
Amid such market changes, Nong Shim has successfully achieved KRW1.85 trillion in sales, a 10.1% increase over the previous year, and
KRW105.1 billion in operating profit.
This achievement was propelled by a 7.4% sales increase in our flagship instant noodle business, along with sales increases for snacks,
beverages and other products by 11.2%, 22.4% and 13.9%, respectively. As for our overseas business, export sales increased 10.7% over the
previous year, backed by local production in the U.S. and China which contributed to expanded sales.
In 2010, Nong Shim will develop strategic products for longevity in the instant noodle business, while at the same focusing on developing
new products, reinforcing the market power of existing brands and structuring a product portfolio that ensures well-rounded growth.
For the beverage business, market power will be consolidated by increasing sales of ‘Samdasoo’ and launching new rice drinks. Taking these
activities into account, performance goals for 2010 are set at KRW2.21 trillion in sales, a 13.1% increase over 2009, and at more than 10% in
pre-tax income margin through innovative cost reduction and cost management measures.

Management Performance
Nong Shim's business practices are broken down to Instant Noodle, Snack, Beverage and Other Products Divisions. Each division constitutes
sales shares of 65.8%, 11.6%, 10.2%, and 12.5%, respectively.

■ Sales
Nong Shim’s total sales were KRW1.95 trillion in 2009. Analysis of each division is as follows:
The Instant Noodle Division generated KRW1.29 trillion in sales, an increase of 7.4% over the previous year's KRW1.20 trillion. Overall the
domestic instant noodle market was favorable, which led major packaged noodles to achieve a 9.4% increase in sales and bowl noodles to
generate a 3.1% increase. Nong Shim maintained its market share of 69.7%, which was equal to the previous year.
●Sales Breakdown (KRW in billions, %)

●Changes in market share
69.2%

69.7%

34.6%

35.5%

2008

2009

2008

2009

Instant Noodle

Snack
* Source: AC Nielsen RI
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Our five flagship brands, including ‘Shin Ramyun’, increased 7.1% over the previous year to KRW 951.7 billion in sales. Strategic brands also
generated sharp sales increases to about KRW50 billion, which was bolstered by the excellent performance of ‘Doongji Naengmyun’, ‘Hururuk
Guksu’ and ‘Doongji Rice Noodle Ttukbaegi’.
The domestic snack market grew by 9.5% as a whole over the previous year, whereas Nong Shim achieved an 11.2% increase to KRW227.3
billion in 2009, driven by a favorable sales performance of its flagship brands.
As for the Beverage Division, sales marked KRW198 billion, a 22.4% increase from KRW161.8 billion last year. The sales in this division continue
to rise as sales of ‘Samdasoo’ remain strong at 74%. The flagship brand ‘Samdasoo’ brought in KRW147 billion in sales, a 23.8% increase
compared to 2008 sales of KRW118.7 billion. This represents rapid growth that is higher than the overall spring water market growth rate.
Sales of ‘Welch's Juice’ and Soda and ‘Capri Sun’ also performed fairly well, representing increases of 27% and 0.7% in sales, respectively.
The growth of Samdasoo will be bolstered through growing production capacity and the number of SKUs, as well as strengthening our
distribution infrastructure.
In the meantime, other foreign brands marked KRW143.9 billion in sales, a 7.1% increase from the previous year, which was backed by a
strong performance by flagship brands such as ‘Kellogg's cereal’, ‘Chupa Chups’ and ‘Denmark Ham’. Export sales recorded KRW99.1 billion, a
25.3% increase over the previous year, driven by an increase in exports to Southeast Asia, Japan and Europe.

■ Profitability
The cost of sales increased 12% year on year, reaching

(KRW in billions, %)

KRW1.34 trillion due mainly to strong overall sales in 2009.

2009

2008

2007

1,845.6

1,675.9

1,600.2

Operation income

105.1

101.2

113.8

was 27.2%, representing a 1.2% point decrease over the

Operation income margin

5.7%

6.0%

7.1%

previous year.

Net income

127.5

78.5

103.4

Selling and administrative expenses were KRW396.6

Net income margin

6.9%

4.7%

6.5%

Accordingly, our gross profit was KRW501.7 billion in 2009,

Sales

up 5.3% from the previous year. Our gross profit margin

billion, an increase of 5.7% over the previous year, due
to the increase of depreciation and advertising costs.
The costs associated with depreciation increased 17% from KRW29.2 billion in 2008 to KRW34.2 billion in 2009. Payment commissions and
sampling costs marked KRW15.7 billion, a 33.5% increase, and KRW 24.1 billion, a 34.9 % increase, respectively. Accordingly, our operating
income in 2009 was KRW105.1 billion, a 3.9% increase compared to last year, and our operating margin was 5.7%, a 0.3% point decrease from
last year’s 6%.
Net non-operating income marked KRW51.3 billion in 2009, up from KRW45.8 billion in 2008, due to gains on foreign currency transactions
generated from fluctuation in the exchange rate. As a result, our net income before taxes increased 46.7%, or KRW49.8 billion, to KRW156.4
billion in 2009.
Income tax was KRW28.9 billion, and our net income reached KRW127.5 billion, an increase of 62.4% or KRW49 billion year on year. Our net
income margin was 6.9%, a 2.2% points increase over the previous year, whereas earnings per share were KRW22,041.
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Financial Statement
(KRW in billions)

As of the end of 2009, the total assets of Nong Shim were
KRW1.81 trillion, an increase of 5.1%, as compared to KRW 1.73
trillion last year. Cash and cash equivalents and short-term
financial instruments account for KRW84.2 billion, an increase
of 230.6% over the previous year, and KRW355 billion, an
increase of 12.7%, respectively.
Nong Shim's total liabilities decreased 1.7%, or KRW10.5
billion, year on year to KRW605 billion in 2009. Meanwhile

2009

2008

2007

725.9

623.1

555.7

Non-current assets

1,086.8

1,102.2

1,003.2

Total assets

1,812.3

1,725.3

1,558.9

544.9

508.2

464.8

60.1

107.3

69.1

Current assets

Current liabilities
Long-term liabilities
Total liabilities
Total shareholders' equity

605.0

615.5

533.9

1,207.8

1,109.8

1,025.0

capital remained steady throughout 2009. Retained earnings
of KRW104.2 billion were appropriated, which increased
total shareholders’ equity by 8.8%, or KRW97.9 billion over
the previous year to KRW1.2077 trillion. Accordingly, the
company’s equity ratio was 66.6% in 2009, up 2.3% points from
last year.

Statement of Equity-Method Investments
Nong Shim invested in domestic and overseas corporations as part of its globalization strategies and to secure natural raw ingredients. By the
end of 2009, the equity-method has been applied to four different corporations, which are subjects of investments, while garnering profits of
KRW2.6 billion in 2009.
(KRW in millions)

Corporate

No. of Shares

Nong Shim (HONG KONG) Ltd.

44,383,156

95.69

54,892

Nong Shim Holdings USA, Inc.

596,000

100.00

70,344

Sangsun Waters Co., Ltd.

300,800

32.03

14,200

1,000

100.00

501

Nong Shim Japan Inc.

Total

Ownership (%)

Acquisition Cost

139,937

Key Financial Ratios
Return on equity and return on assets were 11.0% and 7.0%, respectively, which improved by 3.6% points and 2.5% points over the previous
year. Debt to equity ratio dropped to 50.1%, a 5.4% point decrease, whereas the equity ratio was 66.6%, a 2.3% point improvement over last
year’s 64.3%.
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Financial Position
As of December 31, 2009 and 2008
(Korean Won)

2009

2008

ASSETS
CURRENT ASSETS:
Cash and cash equivalents
Short-term financial instruments
Short-term investment assets
Trade receivables
Accounts receivable - other
Accrued income

84,164,210,553

25,457,163,850

355,000,000,000

315,000,000,000

16,434,310,271

16,217,030,000

127,336,741,949

114,965,183,193

2,620,331,474

1,799,407,063

11,654,056,927

13,153,663,082

Advance payments

1,233,332,400

518,878,590

Prepaid expenses

3,883,940,210

4,087,936,688

Short-term loans to shareholders, executives and employees

2,675,637,386

2,322,801,312

512,782,204

620,616,933

-

1,307,840,054

Deferred income tax assets
Derivative financial instruments
Inventories
Total current assets

120,375,560,342

127,627,057,817

725,890,903,716

623,077,578,582

NON-CURRENT ASSETS:
Long-term financial instruments

12,500,000

12,500,000

Long-term investment securities

2,164,306,700

2,163,766,712

125,346,420,334

119,658,016,141

10,513,193,394

10,390,987,744

914,783,632,161

937,981,978,911

Intangible assets

12,532,554,557

10,989,117,710

Other non-current assets

21,492,900,121

21,049,580,629

Total non-current assets

1,086,845,507,267

1,102,245,947,847

Total assets

1,812,736,410,983

1,725,323,526,429

Equity method securities
Other investment assets
Property, plant and equipment, net of accumulated depreciation of ￦581,071
million in 2009 and ￦520,948 million in 2008
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Financial Position
As of December 31, 2009 and 2008
(Korean Won)

2009

2008

4,975,000,000

3,427,000,000

49,928,861,609

65,397,084,148

290,090,373,106

274,352,621,722

24,472,830,418

22,396,042,569

LIABILITIES AND SHAREHOLDERS’ EQUITY
CURRENT LIABILITIES:
Short-term borrowings
Short-term borrowings in foreign currency
Accounts payable - trade
Non-trade payables
Advance receipts

1,035,110,573

787,943,442

Withholdings

4,449,853,633

3,650,674,809

79,678,080,743

79,715,565,990

9,545,166,997

16,097,400,241

Accrued expenses
Income taxes payable
Dividends payable

31,041,080

27,448,650

Value added tax withheld

13,991,296,861

13,019,490,633

Current portion of long-term debts

37,947,000,000

-

Deposits received

23,218,769,000

22,595,636,000

5,527,709,525

6,723,715,258

544,891,093,545

508,190,623,462

-

40,868,750,000

56,366,034,855

66,226,812,685

3,729,751,153

252,343,414

Total long-term liabilities

60,095,785,808

107,347,906,099

Total liabilities

604,986,879,353

615,538,529,561

Common share

30,413,210,000

30,413,210,000

Capital surplus

375,444,438,971

374,534,839,805

Capital adjustments

(80,773,829,080)

(80,773,829,080)

11,652,813,153

18,924,032,559

Sales return estimate
Total current liabilities
NON-CURRENT LIABILITIES:
Long-term borrowings in foreign currency
Accrued severance indemnities - net of transfers to the National Pension Fund of
￦2,930 million in 2009 and ￦3,270 million in 2008 and deposits for severance
indemnities of ￦133,240 million in 2009 and ￦121,417 million in 2008
Deferred income tax liabilities

SHAREHOLDERS’ EQUITY:

Accumulated other comprehensive income
Retained earnings

871,012,898,586

766,686,743,584

Total shareholders’ equity

1,207,749,531,630

1,109,784,996,868

Total liabilities and shareholders’ equity

1,812,736,410,983

1,725,323,526,429
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Income statements
For the end of December 31, 2009 and 2008
(Korean Won)

2009
Sales
Cost of sales
Gross profit
Selling, general and administrative expenses
Operating profit
Non-operating income:
Interest revenues

1,845,571,543,312

1,675,847,551,677

1,343,908,056,492

1,199,556,390,759

501,663,486,820

476,291,160,918

396,576,201,853

375,129,097,414

105,087,284,967

101,162,063,504

74,318,679,735

60,216,152,096

28,397,638,696

29,519,804,889

Dividends revenues

1,812,019,961

190,059,500

Rental revenues

7,881,969,066

7,617,773,751

Fees revenues

2,429,715,401

2,125,945,630

Gain on foreign currency transaction

12,831,604,940

3,014,051,676

Gain on foreign currency translation

4,201,644,122

3,236,677,396

Gain on valuation of applied equity method

4,641,542,657

1,901,106,890

Gain on disposal of investment assets

216,190,468

232,000

Gain on disposal of property, plant, and equipment

441,612,930

201,627,293

-

24,900,000

Gain on valuation of short-term investment assets
Gain on valuation of derivatives
Miscellaneous revenues
Non-operating expense:
Interest expenses
Loss on disposal of inventories

-

1,307,840,054

11,464,741,494

11,076,133,017

23,048,867,323

54,748,404,734

4,503,985,716

6,410,985,465

1,490,189,341

2,631,426,977

Loss on foreign currency transaction

10,969,185,708

17,364,235,557

Loss on foreign currency translation

413,160,319

23,763,081,978

Donations

1,103,361,648

1,102,238,371

Loss on valuation of applied equity method

2,077,108,402

1,773,076,962

Loss on disposal of investment assets
Loss on disposal of property, plant, and equipment
Loss on valuation of short-term investment assets
Miscellaneous losses
Net income before income tax
Income taxes expense
Net income
Earnings per share (KRW)
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11,891,907

36,000

839,108,973

357,834,933

622,312,780

-

1,018,562,529

1,345,488,491

156,357,097,379

106,629,810,866

28,900,430,377

28,164,369,183

127,456,667,002

78,465,441,683

22,041

13,569

Statements of Appropriation of Retained Earnings
For the end of December 31, 2009 and 2008
(Korean Won)

2009
Unappropriated retained earnings:

2008

137,790,984,656

89,131,496,324

10,334,317,654

10,666,054,641

127,456,667,002

78,465,441,683

7,333,333,330

10,333,333,330

7,333,333,330

10,333,333,330

Research and human resource development reserve

15,000,000,000

-

Cash dividends

23,130,512,000

23,130,512,000

Discretionary reserve

95,000,000,000

66,000,000,000

11,993,805,986

10,334,317,654

Beginning of year
Net income
Transfers from discretionaly reserves
Research and human resource development reserve
Appropriations:

Unappropriated retained earnings, end of year
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Statements of CashFlows
For the end of December 31, 2009 and 2008
(Korean Won)

2009
Cash flows from operating activities
Net income
Expenses without cash outflows:
Bad Debt expenses
Loss on foreign currency translation
Loss on disposal of inventories
Loss on valuation of applied equity method
Depreciation
Loss on disposal of property, plant, and equipment
Amortization of intangible assets
Severance and retirement benefits
Loss on valuation of short-term investments
Loss on disposal of investments

127,456,667,002
107,058,401,702
174,622,235
408,183,194
1,490,189,341
2,077,108,402
74,713,210,728
839,108,973
2,808,928,909
23,912,845,233
622,312,780
11,891,907

78,465,441,683
136,140,074,949
23,503,332,911
2,631,426,977
1,773,076,962
75,724,647,261
357,834,933
874,903,362
31,274,816,543
36,000

Revenues without cash inflows:
Gain on foreign currency translation
Gain on valuation of short-term investment assets
Gain on valuation of derivatives
Gain on disposal of investment assets
Gain on disposal of tangible assets
Gain on applied equity method

(9,495,094,140)
4,195,748,085
216,190,468
441,612,930
4,641,542,657

(3,861,708,662)
426,002,425
24,900,000
1,307,840,054
232,000
201,627,293
1,901,106,890

(25,872,306,532)
(12,627,478,154)
(820,924,411)
1,382,987,057
(714,453,810)
203,996,478
107,834,729
5,761,308,134
15,761,752,188
247,167,131
799,178,824
(37,485,247)
(6,552,233,244)
971,806,228
623,133,000
(22,294,311,887)
(11,822,877,176)
343,565,800
3,990,733,561
(1,196,005,733)

(52,171,122,785)
(7,638,121,221)
(191,013,091)
(1,337,568,233)
(221,128,190)
(603,604,830)
(620,616,933)
(53,729,754,860)
33,261,983,658
231,861,413
163,088,926
12,831,896,076
(3,770,591,567)
1,752,775,582
4,626,552,000
(2,014,098,212)
(31,142,190,663)
1,253,676,554
457,406,400
(4,986,649,536)
(495,026,058)

199,147,668,032

158,572,685,185

Changes in operating assets and liabilities:
Increase in trade receivable
Increase in accounts receivable
Decrease (increase) in accrued income
Increase in advance payment
Decrease (increase) in prepaid expenses
Decrease (increase) in deferred income tax assets
Decrease (increase) in inventories
Increase in accounts payable - trade
Increase in advance receipts
Increase in withholdings
Increase (decrease) in accrued expenses
Decrease in value added tax withheld
Increase in income taxes payable
Increase in deposits
Decrease in current deferred income tax liabilities
Decrease in appropriation of severance indemnities
Decrease (increase) in deposits for severance indemnities
Decrease in transfers to National Pension Fund
Increase (decrease) in long-term deferred income tax liabilities
Decrease in sales return estimate liabilities
Net cash provided by operating activities
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Statements of CashFlows
For the end of December 31, 2009 and 2008
(Korean Won)

2009

2008

Cash flows from investing activities
Cash inflows from investing activities:
Disposal of short-term investment assets
Decrease in short-term financial instruments
Decrease in short-term loans to shareholders, executives and emplyoees
Disposal of long-term investment securities
Disposal of property, plant, and equipment
Disposal of other tangible assets
Decrease in derivative instruments assets
Disposal of other investment assets
Decrease in guaranteedeposits

325,932,396,470
315,000,000,000
5,902,990,000
1,920,465,314
1,270,170
785,239,850
28,498,909
1,307,840,054
509,090,910
477,001,263

535,414,898,363
532,971,668,200
141,010,000
1,453,967,715
246,326,695
113,696,783
488,228,970

Cash outflows from investing activities:
Increase in short-term investment assets
Acquisition of short-term financial instruments
Increase in short-term loans to shareholders, executives and emplyoees
Acquisition of equity method securities
Acquisition of other investment assets
Acquisition of property, plant, and equipment
Acquisition of other tangible assets
Increase in construction in progress
Increase in development expenses
Acquisition of patents-industrial
Acquisition of other intangible assets
Increase in guarantee deposits

(432,442,393,887)
355,000,000,000
6,742,583,051
2,273,301,388
9,999,997,500
416,694,950
13,180,074,815
3,594,245,024
35,951,778,941
3,875,458,953
251,906,803
225,000,000
931,352,462

(705,739,487,779)
542,971,668,200
15,088,435,000
1,101,785,285
31,578,830,000
1,632,324,444
3,901,034,405
2,368,474,571
81,244,426,959
10,511,442,537
297,499,716
15,043,566,662

(106,509,997,417)

(170,324,589,416)

569,857,251,234
179,475,000,000
156,544,302,128
233,837,949,106
-

687,663,678,572
331,043,000,000
89,341,795,163
235,006,383,409
32,272,500,000

(603,787,875,146)
177,927,000,000
170,972,794,319
231,761,161,257
23,126,919,570

(696,022,101,907)
328,496,000,000
64,520,830,709
11,727,500,000
268,152,243,198
23,125,528,000

(33,930,623,912)

(8,358,423,335)

58,707,046,703
25,457,163,850
84,164,210,553

(20,110,327,566)
45,567,491,416
25,457,163,850

Net cash used in investing activities
Cash flows from financing activities
Cash inflows from financing activities:
Increase in short-term borrowings
Increase in short-term borrowings in foreign currency
Increase in payables
Increase in long-term borrowings in foreign currency
Cash outflows from financing activities:
Repayment of short-term borrowings
Repayment of short-term borrowings in foreign currency
Repayment of current portion of long-term borrowings
Decrease in payables
Payment of dividends
Net cash provided (used in) by financing activities
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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Affiliates

Nong Shim Holdings
Pure holding company of Nong Shim Group
Nong Shim Holdings contributes to maximize shareholder value
by improving corporate governance and raising managerial
efficiency. It holds 7 subsidiaries: Nong Shim, Youlchon Chem,
Taekyung Nongsan, Nong Shim Communications, Nong Shim
ENG, Nong Shim Development and Nong Shim Flour Mills.
http://www.nongshimholdings.co.kr

Mega Mart

Youlchon Chemical
Leading high-tech packaging material manufacturer
in Korea

Discount store for a new shopping experience
Based on its 25-tear expertise in merchandising and the most
advanced system and product management skills in the industry,
Mega Mart, Korea’s best merchandising company, offers the lowest
prices around. By providing “better products faster” and offering
“more happiness” to its customers, Mega Mart is creating a whole
new shopping experience.
http://www.mega-mart.co.kr

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 Nong Shim to the customers safely and more cleanly.
http://www.youlchon.com

Nong Shim Communications

Taekyung Nongsan

Energetic advertisement agency

Food manufacturer that specializes in creating new
tastes

Nong Shim 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.adleague.co.kr

Established in 1979, Taekyung Nongsan is Korea’s food
ingredient company, 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 responsible for Nong Shim’s taste, as
it manufactures soup powders for Nong Shim’s ramyun.
http://http://www.itaekyung.com

Nong Shim Engineering

Hotel Nong Shim

Comprehensive engineering company

World-class resort hotel with spa

From planning to engineering advice, architecture, engineering,
automation, environmental facilities and services, Nong Shim
Engineering is a specialized engineering company that offers
comprehensive solutions. The company competes with global
companies with its own technologies and know-how by
combining the widespread technologies within the Nong Shim
Group and specializing them to meet different needs.
http://www.nong shimeng.com

Nong Shim Development
World-class Ildong Lake Golf Club
Located in Pocheon-gun, 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

54

Nong Shim
2009 Annual Report

Hotel Nong Shim, with 40 years of tradition, provides unique
services and clean, comfortable rooms. Together with
Heosimcheong, Asia’s largest spa resort, it is a world-class spa
resort hotel offering relaxation, health, beauty and fun all at
the same time.
http://www.hotelnongshim.com

NDS
Leading strategic system & IT-solution Company
This company supports management innovation in each
sector of the Nong Shim Group, where we strive to become
the world’s leading business entity through information
technologies. Based on its expertise accumulated over the
scores of years in areas such as manufacturing, merchandising,
and logistics, NDS offers information system development and
IT-solution consulting services to various industries.
http://nds.nongshim.co.kr

Holding Co. & Investment Structure

The demerging of Nong Shim was possible due to the positive outlook by investors on the Company’s shareholder focused
management strategy and the fact that it has aided in clearing away negative factors in Nong Shim’s corporate governance
structure. Foreign investors, especially, have indicated Nong Shim, 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 2008, Nong Shim
Holdings had two listed companies (Nong Shim and Youlchon Chemical) and 5 non-listed companies (Taekyung Nongsan,
etc.) as its affiliates.

Nong Shim Holdings (Pure Holding Company)

Nong Shim
(32.72%)

Youlchon Chemical
(40.32%)

Nong Shim
(HONG KONG)

Taekyung Nongsan
(100.00%)

Nong Shim
Holdings(USA)

Nong Shim
Communications
(50.00%)

Nong Shim Japan

Nong Shim
Engineering
(100.00%)
Nong Shim
Development
(96.92%)
Nong Shim
Flour Mills
(40.00%)
Listed Company
Unlisted Company
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Overseas Plants

Nong Shim Holdings USA, Inc
Nong Shim established the U.S. 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 U.S. factory has an annual production capacity of approximately 200 million ramyuns, including 2 lines of bowl
noodles, 1 line of pack noodles, and soup production facilities. Nong Shim will use the U.S. factory as a supply hub in the Americas
and intends aggressively pursue sales in Mexico and Canada as well as the U.S. market.
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Shanghai Nong Shim Foods Co., Ltd.
Nong Shim first entered the Chinese market
in 1996 through the establishment of an
ultra-modern overseas factory in Shanghai.
The Shanghai plant now runs its own hightech manufacturing facilities with an annual
production capacity of 300 million packs and
with 10 different product lines, including Shin
Ramyun and Shanghai Tangmyun. Shanghai
Nong Shim is central to Nong Shim’s campaign
to open up new overseas markets.

Qingdao Nong Shim Foods Co., Ltd.
Established in 1998, Qingdao Nong Shim Foods Co.,
Ltd. supplies fresh ingredients for ramyun, snacks
and semi-finished products to factories in Shanghai,
Shenyang and Korea. The company now owns
production facilities for drying, extracts, pellets and
soup products. This factory will make further capital
expenditures to produce a variety of food materials
in the future.

Shenyang Nong Shim Foods Co., Ltd.
Shenyang Nong Shim was established in
November 2000 to buttress Nong Shim’s position
in the Chinese market. With an annual production
capacity of 250 million ramyun and 250 million
snack products, the company produces and sells
a variety of items in China, such as Shin Ramyun,
Jolbyung Snack, Shrimp Cracker, Onion Rings
and Bananakick. Shenyang Nong Shim, along
with Shanghai Nong Shim and Qingdao Nong
Shim, are steadily building up their presence and
reputation for high quality products in this region,
while adapting to the localized tastes of the fastgrowing Chinese market.
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Global Network

Shenyang Nong Shim
- Initiated the production in 2000
- 3 production lines for instant noodle & production
facilities for snack
-A
 ddress: 3jia 1hao,
SHENYANGJINGJIJISHUKAIFAQU
4HAOJIE, SHENYANG, LIAONING, CHINA
- tel: 86-24-2536-7480

Shenyang
Qingdao

Japan

Shanghai

Qingdao Nong Shim
- Initiated the production in 1998
- P roduction facilities for drying, extracts, pellets
and soup products
-A
 ddress: GONGYEYUANDI, YINGHAIZHEN,
JIAOZHOU, QINGDAO, SANDONG, CHINA
- tel: 86-532-8527-0155

Shanghai Nong Shim

Nong Shim Japan

- Initiated the production in 1998

- Established in 2002

- 4 production lines for instant noodle

- Address: TORANOMON JITSUGYO KAIKAN BLDG

- Address: 840HAO, LANGONG ROAD,

8F. 1-1-21, TORANOMON MINATO-KU, TOKYO,

JINSHANGONGYEKAIFA DISTRICT, SHANGHAI,
CHINA
- tel: 86-21-6727-7711
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JAPAN
- tel: 81-3-3595-0882

U.S.A

Nong Shim America
(Subsidiary for local sales)
- Address: 12155, 6Th street, rancho
Cucamonga, ca91730, usa
- tel: 1-909-481-3690

Nong Shim Foods
- Initiated the production in 2005
- 3 production lines for instant noodle & production
facilities for soup
- Address: 12155, 6Th street, rancho
Cucamonga, ca91730, usa
- tel: 1-909-484-1888

❶ ANYANG PLANT

❹ GUMI PLANT

- Initiated the production in 1976
- 11 production lines for instant
noodle & production facilities for
snack
- Address: 203-1, Dangjeong-dong,
Gunpo City, Gyeonggi-do, Korea
- Tel: 82-31-450-5000

- Initiated the production in 2001
- 12 production lines for instant
noodle & production facilities for
snack
- Address:195, Gongdan-dong,
Gumi City, Gyeongsangbuk-do,
Korea
- Tel: 82-54-462-1801

❷ ANSUNG PLANT
- Initiated the production in 1982
- 7 production lines for instant
noodle & production facilities for
soup
- Address : 153, Sinsohyeongdong,
Ansung City, Gyeonggi-do, Korea
- Tel: 82-31-670-5500

❺ BUSAN PLANT

❸ ASAN PLANT

❻ NOKSAN PLANT

- Initiated the production in 1991
- Production facilities for snack
- Address: 177-1, Dongsan-ri,
Tangjeong-myeon, Asan City,
Chungcheongnam-do, Korea
- Tel: 82-41-530-9500

- Initiated the production in 2007
- 7 production lines for only nonfrying instant noodle
- Address: 1542-2 Songjeong-dong,
Gangseo-gu, Busan, Korea
- Tel: 82-51-970-2500

- Initiated the production in 1976
- 12 production lines for instant
noodle & production facilities for
snack
- Address: 695-1, Mora-dong,
Sasanggu, Busan, Korea
- Tel: 82-51-330-1500
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370-1 Sindaebang-dong Dongjak-gu, Seoul, Korea 156-709
Tel: 82-2-820-7114

www.nongshim.com
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