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Over the past 50 years, Nongshim has been at the forefront 

of introducing Korean foods and culture to the world, with 

an enduring dedication to delivering quality products and 

undertaking wise investments.

Nongshim, which captivated the tastes of people around 

the world when it launched Shin Ramyun, has expanded 

its global presence into over 100 countries, earning a 

reputation as a global top food company. One of Nongshim’s 

most loved instant noodle brands Shin Ramyun is enjoyed 

from Jungfraujoch, the crown of Europe, to Punta Arenas, 

the southernmost city on the planet. 

Having emerged as the No. 1 global food brand, Nongshim 

is now entering the bottled water market by identifying 

a new growth engine for the next century. Nongshim 

promises to set yet another milestone as it opens a new 

chapter in its noodle history with Baeksan Mountain Water, 

which is produced with the freshest mineral water of Mt. 

Baekdu.

Nongshim will rise as a globally recognized food brand to 

spread healthy food culture under the vision of contributing 

to the happiness of humanity.

Towards another milestone 
for the global No. 1
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Message From The CEO

Dear valued customers and shareholders,

Thank you for your kind support and interests towards Nongshim 

throughout 2015. In 2015, Nongshim saw its sales rise of 4.3 percent 

year-on-year to KRW 1.88 trillion and a net income increase of 69.1 

percent to KRW 115.2 billion, mainly fueled by the growth of noodle 

products and Baeksan Mountain Water, two of its mainstay businesses. 

We take great pride in presenting to you our improved management 

performance over the last year.

Nongshim promises to sustain a steady growth in sales throughout this 

year, both in its mainstay and overseas business.

However, there are many management challenges both at home and 

abroad. The US economy is anticipated to slow down, while the sluggish 

Chinese market and the sharp drop in energy prices are adding to the 

feelings of uncertainty in the international economic environment.

First and foremost, aging population and prolonged low growth are 

sapping the households’ residual income and market, which make 

companies struggle with low profit. These trends are likely to aggravate 

the prolonged conditions in 2016.

In addition to that, risks, such as regulations on the retail market, 

food safety issues, or business ethics, will most likely become critical 

management concerns for the coming year.

In the face of challenging management conditions, Nongshim has set 

forth the 2016 management vision “Reach the Goal” to achieve sustainable 

growth amid the slowing economy. To this end, Nongshim pledges to 

undertake the tasks aimed at increasing sales and securing reasonable 

profits as follows:

First, we will strive to secure an exclusive competitive edge

for flagship brands.

To do so, we will establish key products including the 辛 (Shin) and Shrimp 

Crackers as premium brands while securing exclusive competitiveness and 

enhanced differentiation.

Second, Nongshim pledges to establish Baeksan Mountain Water

as the No. 1 brand.

Last year, Nongshim invested a total of KRW 200 billion to build the 

new Baeksan Mountain Water factory. With the dramatically increased 

production capability and the on and offline sales channel expansion, we 

expect Baeksan Mountain Water to rise as a premium bottled water brand 

in both Korea and China.

Third, we will overhaul Noksan factory and the vacuum chip line.

We will concentrate on company-wide resources for strengthening 

marketing strategies and R&D to enhance the non-fried noodle line at 

Noksan factory and the vacuum chip line at Asan factory.

Fourth, we will create a global production system.

This year, we aim to turn facilities in Korea and China into one of the 

world’s top factories by undertaking an extensive upgrade.

Fifth, Nongshim will diversify distribution channel to increase 

sales. 

By proactively responding to the fast-changing distribution environment 

and implementing channel-specific strategies, we will improve sales, 

profit, and market share.

Sixth, we will establish responsibility management system.

The company will enact a clear set of standards and goals to realize the 

responsibility management for task implementation. Moreover, to ensure 

that responsibility management takes a firm root in our increasingly 

expanding overseas business, we will take production facilities, quality, 

and information systems to the global level.

Nongshim pledges to stay committed to completing those tasks as 

we strive to deliver higher values to our shareholders in 2016. Your 

unwavering support and encouragement would be deeply appreciated.

Last year, we celebrated our 50th anniversary of the foundation. We 

are feeling great pride for our past 50 years and also a grave sense of 

responsibility for the upcoming 50 years, Nongshim has set forth its Vision 

2025. We pledge to spare no effort to emerge as the top food company in 

Korea and beyond.

Once again, I express my deepest gratitude for your interest and support 

and wish you lasting prosperity and good luck.

CEO   Joon Park
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Financial Highlights

2013 2014 2015

Sales*  1,870.8  1,801.3  1,878.7 

Instant noodles  1,322.8  1,230.5  1,260.5 

Snacks  290.9  307.6  311.7 

Beverages  91.5  89.0  103.5 

Others  295.8  307.0  340.8 

Gross profit  513.4  496.7  547.7 

Operating profit  92.1  70.9  105.3 

Net income  92.6  68.1  115.2 

2013 2014 2015

Total assets  2,129.9  2,116.8  2,257.5 

Total liabilities  622.7  575.2  628.0 

Total shareholders’ equity  1,507.2  1,541.6  1,629.5 

Debt-to-equity (%) 41.3 37.3 38.5

Price-dividend yield (%) 1.7 1.6 0.9

Operating Performance  (Unit: KRW in billions) Sales Breakdown in 2015  (Unit: KRW in billions, %)

Financial Status and Ratio  (Unit: KRW in billions)

Sales  (KRW in billions) Operating Profit  (KRW in billions) Sales of Overseas Subsidiaries  (Unit: USD in millions)

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

* Sum of each overseas local subsidiary

 105.3 

 92.1 

Instant noodles

1,260.5 
62.5%

Snacks

311.7
15.5%

Beverages

103.5
5.1%

Others

340.8 
16.9%

 70.9 

20152013 2014

280.2

2011

295.9

2012

303.5

2013

356.8

2014

409.5

2015

1,878.71,870.8
1,801.3

20152013 2014
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VISION 2025
Delivering Happiness to 

Humanity through

Healthy Foods

Pre-tax income margin:10% Percentage of global business: 40%Sales: KRW7trillion

Vision 2025 Nongshim Way
In celebration of the 50th anniversary of foundation in 2015, Nongshim has announced VISION 2025, which aims 

to overcome current difficulties and embrace the next 50 years. Highlighting enhanced customer values, and 

health and happiness for humanity, VISION 2025 prepares for the future and dreams of Nongshim that is shared 

among its employees as we aspire to create a new food culture while delivering healthy products to the global 

market.

Nongshim has re-established the Nongshim Way, the guiding principle to carry on the company’s 50-year-

old success recipe and draw on our employee’s creativity and ideas. Based on the three pillars of Nongshim's 

philosophy, the Nongshim Way will serve as the standard for Nongshim employees to follow.

Core Values

Find and achieve valuable 

matters through relentless 

research and new thinking

[Creativity &

Professionalism]

[Honesty, Faithfulness,

& Cooperation]

[Challenge &

Passion]

Appreciate the results of 

working hard according 

to the provision of nature 

and share those with 

communities

Go toward a better future 

through continuous 

challenges and growth

Code of Conduct

Customer Value

(Lead)

Strengthen market dominance

Create new demands

Innovate business model

Choice & Concentration

(Grow)

Focus on China/America Belt

Enhance global brand power

Operate global network

Core Competency 

Enhancement (Connection)

Secure future core technologies

Build distribution infrastructure

Fortify customer relations

Lead & Grow with Connection

5.   Learn knowledge and technologies to 

become an expert in one's field

6.   Continuously improve oneself without 

being complacent

7.   Proactively communicate and cooperate 

based on mutual respect

1.   Provide products and services that 

customers can trust

2.   Create new jobs with open thinking 

and creative ideas

3.   Be not afraid to fail, build and achieve 

proactive targets 

4.   Actively perform the works assigned 

with responsibility
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From Shin Ramyun to Shrimp Crackers,

Nongshim has been the pioneer of a 

food culture with creative products  

and differentiated technology.  

The 50 years of Nongshim’s history itself represents Korea’s 

ramyun history. Nongshim always refuses to remain a latecomer. 

Instead, we chose to develop new products with industry-leading 

technology while strengthening our foothold in the food production 

business. This pioneering spirit is at the very foundation of our 

technological competitiveness.

From Bowl Noodle Soup, which ushered the cup noodle culture 

in Korea, to Ansungtangmyun, produced in soup-specializing 

facilities, to Shin Ramyun, which captivates the taste buds of 

consumers worldwide with its spicy flavor, to Korea's best snack 

Shrimp Crackers, Nongshim has always striven to explore new 

markets.

Even today, Nongshim continues to sharpen its competitive edge 

by investing in creative product development and proprietary 

technology, opening a new opportunity in the food industry.

創
造
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革
新 Leading a paradigm shift 

in the noodle industry to 

generate new demand and 

solidify market dominance 

Nongshim launched Shin Ramyun BLACK in April 2011 to mark the

25th anniversary of Shin Ramyun, opening the premium ramyun age,

and at the same time, establishing itself as a global well-being noodle producer.

In 2015, when Nongshim celebrated the 50th anniversary of its foundation,

we launched Beef Flavored Noodle Soup, Zha Wang, and Champong Noodle Soup,

bringing about a paradigm shift in the instant noodle industry

from soup differentiation to noodle development. 

Those new products, the culmination of Nongshim’s noodle making expertise spanning

over 50 years, are generating a new demand from consumers for instant noodles

in the domestic market that has been slightly stagnant.

 Going forward, Nongshim will continue to develop differentiated products to

exceed its consumers’ expectations and increase its market share.
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Nongshim has selected the bottled water business as its

new growth engine for the next millennium.

With Baeksan Mountain Water produced with the

crystal-clear mineral water of Mt. Baekdu, Nongshim is

poised to write a new history for the water business.

The new Baeksan Mountain Water factory, which went into operation 

in October 2015, will constitute the company’s next growth engine, 

meeting the rising demand for premium bottled water.

In addition, Nongshim promises to establish itself as a globally 

recognized food brand by gradually growing its overseas business.

To this end, we will expand the Shanghai factory and Qingdao factory in 

2016, respectively, to upgrade a global production system and secure 

the level of world’s top production capability.

未
來

Creating a brand-new success story of a 

millennium Nongshim with new businesses 

and global management



In 2015, Nongshim changed the instant noodle market paradigm with noodle 

development, raising the company’s international profile while increasing its presence 

in the global market. Moreover, completion of the new Baeksan Mountain Water 

factory, the largest-ever project since its establishment, has equipped us with a new 

growth engine. Nongshim is committed to making progress toward its goals and 

proactively implementing its business strategies.

Making another leap forward

with a new growth engine

Review of Operations

26 Others

24 Beverages

22 Snacks

18 Instant Noodles
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Nongshim explores new markets with quality products 

and competitive technology, delivering greater quality of 

noodles to customers. 

Instant Noodles

Changing the instant noodle market 

trends with noodle development

To mark the 50th anniversary of its 

establishment in 2015, Nongshim launched 

Beef Flavored Noodle Soup, Zha Wang, and 

Champong Noodle Soup, ushering in the thick 

noodle era of the ramyun industry. Twice 

as thick as existing instant noodles, those 

new products have a chewy texture that the 

previous products did not deliver, creating a 

sensation among consumers.

Zha Wang, in particular, has recorded over 

KRW 10 billion in sales one month after its 

launch, gaining widespread popularity and 

a brand power strong enough to represent 

the entire instant noodle industry in 2015. 

As a result, Zha Wang caused the brand 

ranks to exceed the KRW 100 billion mark 

in annual sales as a single product following 

Shin Ramyun, Chapaghetti Ansungtangmyun, 

and Neoguri. Furthermore, we have begun 

exporting Zha Wang to countries like the US, 

Australia, Japan, and more. With discussions 

underway regarding supply contracts with 

major retail chains in the US such as Costco, 

Sam’s Club, and Wallmart, we expect our 

overseas sales to grow exponentially in the 

coming years.

The thick noodle products manufactured with 

Nongshim’s superior noodle-making technology 

have not only brought a new paradigm to the 

existing ramyun industry but also spearheaded 

the global trends to put an emphasis on noodle 

texture.

61.5%

Market share in the domestic instant 

noodle market in 2015

Yukejang Bowl 
Noodle Soup

Shrimp Big Bowl 
Noodle Soup

Shin Ramyun Zha WangChapaghettiAnsungtangmyun Neoguri Beef Flavored 
Noodle Soup

Champong 
Noodle Soup

Shin Ramyun 
Black Bowl
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Non-fried noodles, healthier choices from

Noksan production lines

Going into the 21st century, we concluded that 

non-frying noodle products would set new 

trends in the noodle industry, which resulted 

in us opening new production lines in the 

Noksan Industrial Complex of Busan in 2006. 

Our outstanding drying process Z-CVD (which 

helps maintain the taste of natural ingredients) 

and a new noodle production technology called 

Nesting (inspired by Italian pasta production 

methods) have enabled us to introduce 

healthier products. These include Doongji Cold 

Noodles, Hooroorook Noodles, Hooroorook 

Kalguksoo, and Rice Champong.

Two of the latest renewed wellness products 

Doongji Noodles and Tteokguk Noodles are 

enthusiastically received by loyal customers 

as Nongshim’s next big thing. In particular, 

our Rice Tube noodle production technology 

(making noodles empty inside) is evaluated as 

a technology that will bring a brighter future to 

Nongshim.

Now, the Noksan factory is laying the 

foundation for us to emerge as a global player 

with wellness noodle products.

Striving to strengthen our presence in the noodle market 

The domestic instant noodle market has 

been growing slowly in terms of size due to 

recent changes in demographics and lifestyle. 

However, qualitative growth is deemed 

feasible considering the sustained propensity of 

consumers to look for convenience and high-

quality products.

Against this backdrop, Nongshim, equipped 

with nuanced technological capabilities, has 

been steadily introducing new products such as 

Beef Flavored Noodle Soup and Zha Wang that 

accommodate customer needs. We have also 

ensured food safety to offer healthier and more 

satisfying choices to our customers. All of these 

efforts have enabled us to remain a leading 

food processor in the noodle industry. On top 

of that, we have focused on developing new 

category products such as non-fried noodles to 

secure future growth engines, while dedicating 

ourselves to establishing 辛 (Shin) as a major 

global brand, making our distribution network 

more efficient, and upgrading our production 

facilities.

We will continue to leverage insight, cutting-

edge technology and know-how accumulated 

over the last half a century to differentiate 

ourselves from the competition and to further 

strengthen market leadership.

62.5%

Sales proportion of instant noodle 

business in 2015

Sales trend of instant noodle business   

(Unit: KRW in billions)

1,260.5

1,322.8

1,230.5

20152013 2014
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We maintain the status as the country’s top-tier snack 

manufacturer by introducing a steady stream of new 

premium items that accommodate changing customer 

needs.

Snacks

Establishing new standards for premium snacks 

In 2015, Nongshim continued to present 

a stream of new premium items with our 

extraordinary technical expertise. These include 

Mini Churro Snack, Sumi Chip Honey Mustard, 

Waffle Snack, and Cheese Flavored Rice Snack. 

We also focused on refreshing our long-running 

snack brands. We maintain our position as the 

country’s top snack producer by responding to 

changing customer needs and providing them 

with new kinds of value. 

Importantly, Sumi Chip Honey Mustard, 

which was launched in December 2014, set 

a new trend in the snack industry. Some 

360,000 units were sold within a month 

after its launch, reaching a record high in 

sales for the first time in our snack business 

history. It also remained as a top-selling 

snack for three consecutive months. As part 

of our efforts to accommodate the product’s  

great popularity with consumers, we signed a 

new contract with twenty potato farms across 

the country and a potato farmers’ cooperative 

in February 2015 to secure a total of 26,000 

tons of domestic Sumi potatoes, additional 

6,000 tons compared with an existing contract. 

Sumi Chip is the only snack brand made 

from Korean-grown Sumi potatoes, and our 

increasing demand in this potato helps boost 

the incomes of potato farmers.

Recently, competition in the snack market 

is being intensified as snack producers are 

striving to meet customer needs and increase 

their market share through new products, 

enhanced quality, refreshing existing brands, 

and aggressive promotion and services. Since 

consumers today pursue quality and diversity 

in food, the domestic snack manufacturers 

are even facing competition with foreign snack 

producers and food service companies.

In this context, we will continue to work hard 

on bolstering the brand power of our flagship 

products as well as introducing new premium 

snacks for consumers who value good quality. 

These efforts will make it possible for us to 

elevate our market share in the snack industry 

and improve the quality of our products.

28.9%

Market share in the domestic snack 

market in 2015

15.5%

Sales proportion of snack business  

in 2015

Sales trend of snack business

(Unit: KRW in billions)

311.7

290.9
307.6

20152013 2014

Shrimp
Crackers

Honey Twist 
Snack

Potato Stick Onion Rings Cuttlefish 
Snack

Bananakick 
Snack

Potato Chips Tako ChipsSumi Potato
Chips
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Nongshim gears up for a new leap forward led by Baeksan 

Mountain Water which will range with world's top mineral 

water brands and other various beverage products 

Beverages

Laying the groundwork for a major surge in the beverage business 

World-class facilities for world-class drinking water

The domestic beverage market has been 

dominated by three categories: bottled water, 

coffee, and soft drink. Importantly, the bottled 

water business is showing continuous growth, 

even attracting demands from other beverage 

categories.

We now aim to take advantage of our strong 

nationwide business network to increase the 

market share of Baeksan Mountain Water, Welch’

s, Capri-Sun, Campbell, Power O2 and other 

beverage items. Launching RTD (Ready To Drink) 

beverages, as well as new functional drinks and 

other products meeting the retail marketing 

changes, is our other plan to boost sales. 

Furthermore, we began to operate new bottled 

water production lines to distribute Baeksan 

Mountain Water across China. We believe that the 

bottled water brand will set a new milestone in the 

history of our beverage business.

Nongshim’s new water production facilities in 

China began operation in October 2015. Boasting 

one of the most cutting-edge production 

processes in bottle production, water filtration 

and water filling, this factory will produce 

Baeksan Mountain Water, a new growth engine 

for us. With the capacity of producing 1,650 

bottled waters per minute in two designated 

production lines, the new facilities are now 

making Nongshim the largest bottled water 

producer in Korea in terms of possible production 

capacity. The new facilities in China are expected 

to set the stage for us to realize our aim to 

develop Baeksan Mountain Water into a world-

class brand. Following the approval from FDA in 

terms of quality standards, the water brand was 

recognized as a brand using one of the world’

s best drinking water sources by the Chinese 

government. When we fully operate the Baeksan 

Mountain Water production lines and gain enough 

popularity from both China and the overseas 

markets, we believe that Baeksan Mountain 

Water will grow as the second global brand to 

follow in the footsteps of our highly successful 

Shin Ramyun.

5.1%

Sales proportion of beverage 

business in 2015

Sales trend of beverage business 

(Unit: KRW in billions)

103.5

91.5
89.0

20152013 2014

Baeksan Mountain 
Water

Power O2 Oio Green TeaWelch’s Soda Capri-Sun V8 JuiceWelch’s Juice
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We provide domestic customers with popular foreign 

brands including Kellogg’s, Chupa Chups, Mentos, Kitkat, 

Vono Soup, etc.

Others

Stable growth from a wider variety of products 

We have formed strategic partnerships with 

many of the world’s best known names in the 

food business. Our license agreements with the 

global food makers enable us to build a global 

network, which will eventually help us become 

a major global player. 

As part of our efforts to provide domestic 

consumers with new tastes and flavors, we 

have been introducing popular foreign brands. 

Following our partnership with Kellogg's 

to bring Pringles to the domestic market, 

we partnered with Nestle Korea in 2013 to 

introduce KitKat, Crunch, Frutips and other 

Nestle products. In 2014, we expanded our 

foreign brand category by acquiring exclusive 

rights to sell Mentos, one of the world’s most 

popular candies.

The domestic sales of these foreign brands 

are steadily rising thanks to a wide variety 

of choices, customized marketing activities 

and our solid distribution channels. Our cost-

effective marketing management is also 

playing a role in raising profitability.

Continuous efforts to pioneer new markets

Nongshim has been working hard to expand 

overseas businesses through the Shin 

brand. We have not only focused on our key 

markets in Southeast Asia, but also have been 

developing new markets in Europe and Africa. 

Particularly, our premium noodle products Zha 

Wang and Champong Noodle Soup, which 

made a big hit in 2015, were exported to the 

US just a few months after the launch. They 

are now waiting to be exported to Japan, 

China, Australia, Taiwan, and the Philippines 

no later than the first half of 2016. We will 

continue to pioneer new markets by using 

our strong global distribution networks and to 

carry out effective marketing activities with the 

aim of growing Nongshim products into global 

brands.

16.9%

Sales proportion of other 

businesses in 2015

Kellogg's 
Corn Frost

Chupa Chups KitKat Tulip Ham McCormickPringles Vono Soup Hondashi

Sales trend of other businesses   

(Unit: KRW in billions)

2015

340.8

2013

295.8

164.1

131.7

166.5

140.5

182.1

158.7

2014

307.0

Export

Other 
products

Mentos
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Nongshim has exceptional R&D expertise, allowing to remain as a leading processed 

food manufacturer, with an efficient raw material supply system for the stable 

purchase of raw materials, high-tech production facilities and an advanced logistics 

system. This competitiveness enables us to build a reputation as a safe and 

high-quality food producer on the global stage.

Nongshim continues to proactively innovate to 

secure a competitive edge on the global stage.  

Nongshim’s Competitiveness
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Our R&D sector has been in service since the establishment of 

Nongshim in 1965. Our research experiences and skills, which 

have accumulated over the past five decades, have enabled 

us to lead in industry trends, delivering innovative products to 

consumers around the world.

We developed various snack technologies, including the 

parching process for Shrimp Crackers, the best snack in 

Korea, and we continue the low-temperature vacuum drying 

for the process of domestically grown Sumi potatoes year 

round. We also offer the distinguished taste of Nongshim 

noodles, employing the Zeodration Continuous Vacuum 

Dryer, a technique applied for producing the excellent taste of 

powder soup. Our R&D prowess is the fruit of our unwavering 

effort and pioneering spirit. 

On top of that, we declared “No MSG in all noodle lineups” 

in 2007, the first of its kind in the industry, and led the 

campaign of “Cut on Sodium” that resulted in the reduction of 

salt content in Shin Ramyun from 2,100 mg per bag to 1,800 

mg and lower. Led by years of expertise, we are currently 

fully charged with the mission of creating healthy foods that 

can appear on the menu for those suffering from high blood 

pressure and diabetes. 

Nongshim Food Safety Research Center received a 

certification from the Korea Laboratory Accreditation Scheme 

in 1997, the first recognition in the industry. Now the facility 

boasts its capability of providing technological support for 

the solution of diverse domestic and international food safety 

issues. All systemic procedures in the lab are under the 

proper control of ISO/IEC 17025. In addition, an international 

proficiency test is annually performed on relevant fields and 

items, so that Nongshim researchers remain updated on 

advanced systems and can carry out food analysis in line with 

those mandates. 

The R&D sector is home to more than 150 talented food 

experts, including over 110 master’s and doctoral degree 

holders. Leveraged by the latest R&D equipment, they are 

committed to exerting continuous effort in the five cores 

(taste, nutrition, functions, environment and safety), planning 

to fortify an R&D capability to help Nongshim stand strong for 

many years to come.

Excellent R&D Capability
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Supplying quality materials at competitive prices in a stable 

and just-in-time manner is a critical factor for the bottom 

line of food companies, as raw material costs take up 

bigger portions of manufacturing costs compared with other 

industries. 

Keeping that in mind, Nongshim tries to maximize efficiency 

in purchases. For example, we diversified supply chains, 

set up purchasing strategies tailored to products and 

closely manage producers through cost control and quality 

management.

Our suppliers in the US and Australia provide raw wheat, our 

strategic material. For stable supply, we made agreements 

with six local flour vendors. And 500 ingredients for the 

powder soup are provided by the 60 flavored food businesses 

which passed through the criteria of importance and vendor 

evaluation. Annual supply contracts with leading players in 

Malaysia and Thailand allow us to import rice bran oil for 

frying snacks and palm oil for fried products, respectively. 

Sumi Chip, released to the market in 2010, uses Sumi 

potatoes grown by domestic farmers. We purchase annually 

needed quantity of Sumi potatoes during crop seasons (from 

June to September) in large scales and store them at private 

cold storages of our factories and local areas to keep them 

fresh, which ensures the best product quality. The sensational 

market demand for Sumi Chip Honey Mustard in 2015 

increased the potato purchase volume to 26,000 tons, giving 

domestic Sumi potato growers a chance to generate greater 

incomes. 

Efficient Purchase
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Cutting-edge production facilities and the strict quality 

management systems of Nongshim allow it to offer reliable 

products to consumers in global markets.

The Ansung factory, a specialized production line for powder 

soup, is equipped with Computer Integrated Manufacturing 

(CIM) to manage the incoming, transportation, production, 

storage and outgoing of raw materials at uncompromising 

levels of quality. The factory is also in full automation, 

helped by the raw material silo system, CVD and Z-CVD, 

unmanned transport vehicles, and an automated raw material 

warehouse. 

The Asan factory can produce 9.8 million boxes of potato 

chips and 3.8 million boxes of rice snacks. The vacuum fryer 

equipment installed at the site, not found anywhere else in 

the world, ensures the natural taste of potato chips. 

The Gumi factory, which realized a high-speed noodle 

production system for the first time in the world, is operated 

by a fully computerized process, from A to Z. Thanks to this 

scheme, it produces 180 thousand boxes of noodle products 

every day. 

The Noksan factory, taking the lead in inventing new types of 

noodles, achieved an innovation in extruded instant noodle 

products. Specifically, it derived its own nesting technology 

from Italian pasta production expertise to offer Doongji 

Cold Noodle and Rice Tube, porous noodles of which the 

rice content is 80 percent. Two non-fried and four extruded 

noodle lines of the factory manufacture 1.5 million healthy 

and fresh products every day. 

All the production lines of Nongshim received HACCP 

certification, acquiring the credibility of its commitment to 

food safety. In addition, 11 products are carbon-emission 

certified, demonstrating Nongshim’s leadership in and 

dedication to green activities.

Cutting-edge Production System
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Entering the 2000s, we have seen lifestyle changes driven by 

the rise in income levels, and more and more consumers seek 

diversity, quality, freshness and convenience. In response to 

this, businesses have made efforts to arm themselves with a 

better logistics system. 

Constructed in 2008, Nongshim’s distribution center in 

Poseung automated 90 percent of its operation to make it 

possible to deliver products conveniently and quickly, and 

with the specifications requested by customers. Its loading 

automation system that automatically assembles and 

disassembles palettes is the first of its kind in Korea. The 

facility’s world-leading, advanced system that deals with 

storage, classification and delivery, as well as processing, 

packaging and loading within the premises, can process more 

than 10 thousand boxes per hour. 

Particularly, its geological location in vicinity of the Pyeongtaek 

Port gives it a competitive edge in terms of overseas logistics. 

Imported products usually go through four distribution phases 

before hitting the market, including a bonded warehouse, 

commercial warehouse and distributor center. Nongshim, 

however, has a one-stop logistics capability that allows it to 

transport stored goods in bonded sites directly to its business 

partners.  

In the vicinity of Gumi factory which possesses the high-

speed production line of Shin Ramyun, Gumi Logistic Center 

is capable of storing 700 thousand boxes of Shin Ramyun. 

This automated warehouse increased its operation efficiency 

by four times, by way of innovative systems built on flow 

racks and mobile racks. 

The railroad logistics system, available only at the newly built 

Nongshim factory, transports Baeksan Mountain Water, a 

drive for Nongshim’s future business, to Dalian Port in China. 

Shipped products are sailed to Busan Port and Pyeongtaek 

Port in Korea with the lead-time of less than a week to 

consumers.

Advanced Logistics System 
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46 Australia & Other Regions

44 Japan

42 China

40 United States

With a firm belief that products that appeal to Korean customers will also attract global 

consumers, Nongshim has actively cultivated overseas markets. The idea succeeded 

in winning the hearts of people around the world and raising the brand awareness of 

Nongshim among them. Nongshim currently wages a two-track overseas marketing 

strategy: Strengthening brand recognition and maximizing sales in potential markets. 

Proactively embracing the future of Global 

Nongshim, competing in world markets  

Global Business
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We enhance our brand power in North American markets by 

taking up greater portions through the strategy of selection 

and focus. 

40

United States

Sales in 2015

USD 156.0 million

41

Shin Ramyun, a must-buy! 

Recently, Nongshim has seen a sharp rise in sales in 

the US market. This is largely due to that we made 

ceaseless endeavors to expand our market presence 

after setting up a local production facility. It is also 

because we struck the direct entrance into the world’s  

largest discount store, Wal-Mart, the first of its kind 

among Korean food firms. As a result, our instant noodle 

sales in the mainstream market of the country rose up to 

51 percent recently. 

Nongshim plans to create a market buzz in the US by 

leveraging upon the Zha Wang and Champong Noodle 

Soup which experienced a large demand from domestic 

consumers. This will be another shot of Nongshim in the 

country where Shin Ramyun and Neoguri are already on 

the shelves of big box stores. 

We exported Zha Wang in September 2015 and 

Champong Noodle Soup in February 2016 to the US, 

in order to sell them in the West Coast. Currently, 

these products are targeted to retailers but will soon be 

supplied to discount stores.  

Lately, Nongshim has been marketing, “Ramyun, the 

World Enjoys.” In the US, we have channeled diversified 

efforts to increase market share. For example, we made 

an advertisement of Shin Ramyun BLACK that carries the 

message “Ramyun is also a kind of dish.” In addition, we 

have used social network services and sports marketing 

to enhance recognition of the Shin brand among the 

young generations who could be loyal to our products in 

the future.
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We strive to expand contact with local consumers via 

differentiated marketing activities, while elevating the brand 

power of Shin Ramyun and Baeksan Mountain Water.

USD 210.3 million

Sales in 2015

China

* Sum of each Chinese subsidiary

43

China, Nongshim’s global outpost 

China is the world’s biggest ramyun market. Nongshim 

plans to increase its portion in China and wants to set it 

up as a global outpost that will control our markets in the 

Southeast and Southwest of Asia, and Oceania. 

Led by Shin Ramyun, which has taken root as a 

high-end product since its launch two decades ago, 

Nongshim’s Chinese business is putting forth effort 

to clinch the western Chinese market. Particularly in 

2015, we promoted our brands and products to Chinese 

consumers via online distribution channels and posted 

the catchphrase “To the West, Following the Sun.” Those 

activities penetrated the inland regions, including Wuhan, 

Chengdu and Jinan, resulting in a doubled year-on-year 

sales report.  

In 2016, we will bolster our sales organization in the 

western Huadong region, such as Suzhou, Hangzhou 

and Nanjing, while expanding our sales network in 

the Southwest region, which includes the provinces of 

Sichuan, Guizhou, Hubei and Hunan. 

Nongshim also plans to accelerate the sale of Baeksan 

Mountain Water, bottled at its new production facility. 

For that to happen, Nongshim is directing marketing 

activities to the economically developed eastern region, 

including Shanghai and Beijing, where Shin Ramyun 

enjoys strong demand, and to the three Northeast 

provinces, home to our bottled water brand. We will 

establish a separate marketing department for Baeksan 

Mountain Water under China headquarters and make it 

become another driving force in the Chinese business, 

by employing large-scale supply channels and wholesale 

organizations developed for the Shin Ramyun business.
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Nongshim’s Shin Ramyun is leading the Japanese 

spicy noodle market with a firm brand recognition and 

differentiated taste. 

The Shin brand takes root in the birthplace of ramyun.

Nongshim made forays into the Japanese market in 

earnest with the establishment of Nongshim Japan in 

2002. Since then, Branches in Nagoya, Kyushu and 

Osaka have opened according to the plan to raise the 

awareness on the Shin brand throughout the country.

We have recently made diverse marketing efforts, 

including tasting events on a kitchen car, online 

advertisement and cart advertisement in Haneda 

Airport. Adding to that, we carried out sports marketing, 

including consumer campaigns and events, in connection 

with Nippon Professional Baseball team SoftBank Hawks. 

We also actively use SNS to communicate with young 

generations. Now, Japanese people started to call Shin 

Ramyun “Umakara,” meaning spicy yet tasty, recognizing 

it as a leading product in the market.

USD 30.7 million

Sales in 2015

Japan
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Australia & Other Regions
We are making every effort to make greater exposure in Oceania 

through Nongshim Australia, while focusing on the development 

of new customers in Europe and Africa, as well as Asia, a critical 

region in the world ramyun industry.

Tailored market-specific strategy

In consideration of different logistics infrastructures by 

country in the Southeast Asia, Nongshim has laid out 

tailored strategies to break into each market in the 

region. 

Taiwan, Hong Kong and Singapore see Nongshim take 

advantage of their advanced distribution markets so that 

it can maximize sales and revisiting customers through 

large-scale product promotions, including Korean-style 

tasting events mostly at leading discount stores. 

In countries where distribution is not fully developed, 

including Thailand and the Philippines, we put our 

marketing capability to small local superstores and mom-

and-pop shops, as well as current large-scale business 

partners. We also plan to enter traditional local markets, 

touting that Shin Ramyun is an easy sell to international 

tourists. 

For markets in Muslim countries, including Malaysia, 

Nongshim will expend efforts to develop new customers 

through Halal Shin Ramyun.   

Nongshim Australia, which will be a bridgehead for the 

entrance into Oceania, will launch activities in earnest 

to attract the palate of Australians mostly in Sydney, 

Brisbane and Melbourne in 2016.  

We have been working on supplying more products 

under the Shin brand to European distributors, while 

concentrating resources to identify new clients in 

countries including India, Nepal, Mongolia and African 

nations.

46
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Overview

Nongshim aspires to rise as a global food company of creative technology 

and marketing capabilities to contribute to people’s happiness in Korea and 

beyond. Equipped with world-class R&D capabilities, production facilities, and 

state-of-the-art logistic system, Nongshim’s sharp competitive edge lies in its 

flagship products including noodles, snacks, beverages, and imported brands. 

In addition, operating factories in two of the world’s largest instant noodle 

market, China and the US, Nongshim has established itself as a global business 

exporting to over 100 different countries around the world.

Management Environment and Growth Strategy

Recent changes in demography and life pattern have resulted in domestic 

noodle market seeing focus shifting from quantitative growth onto qualitative 

one. Competition therefore is getting increasingly fiercer among businesses to 

take the lead by offering new quality products and implementing differentiated 

marketing programs. It is trends today that business rivalry, which used to be 

limited among brands of the same category, transcends the bounds of industry 

to include replacement products or even other industry.

To stay abreast of the evolving consumer needs, Nongshim has launched new 

products including Beef Flavored Noodle Soup, Zha Wang, and Champong 

Noodle Soup developed with its proprietary technology. Nongshim is at the 

forefront of the paradigm change in the domestic noodle industry as it delivers 

healthy products which passed the rigorous food safety tests. The company 

is also aggressively exploring new instant noodle category such as non-fried 

noodles for the purpose of securing a new growth engine.

Globally, Nongshim strives to establish the 辛 (Shin) as a premium food brand. 

For this purpose, we implement tailored marketing and promotional activities in 

hub countries, expanding local consumer bases. 

Furthermore, we have signed direct supply contracts with major retail chains 

in the US and Europe while generating a stable sales increase by upgrading 

management system, sales network, and raw material procurement system.

While several companies compete in the local snack market, top five of them 

in terms of marketing and technology capabilities take up the majority of the 

market share. Nongshim has distinct competitiveness in the brand power of 

flagship products, excellent R&D, quality, distribution network, and state-

of-the-art production facilities. The company retains the top position in the 

domestic snack market by launching a series of new products including Mini 

Churro Snack, Sumi Chip Honey Mustard, Waffle Snack, and Cheese Flavored 

Rice Snack while refreshing existing line-up on a regular basis. Going forward, 

Nongshim promises to introduce quality rice snack and other products in new 

category to grow its business and ultimately to expand the local snack market.

Beverage market has enjoyed a steady growth in general. While the sales of 

juice and sports drink fell, bottled water, coffee, and soft drinks have led the 

general market growth. Bottled water market, in particular, shows a continued 

growth as it takes up demands from other categories. Nongshim strives to 

establish Baeksan Mountain Water as a global premium bottled water brand and 

it has expanded its production capacity by building a new factory to meet the 

growing demand at home and abroad. Nongshim expects to boost its market 

share in bottled water category and plans to increase sales by launching the 

high growth category RTD (ready to drink) and new functional drinks.

Key Operating Performances

Nongshim’s total sales in 2015 (amount prior to the exclusion of sales 

allowance) recorded KRW 2.02 trillion, up 4.3 percent from the previous year. 

Amid to the stable sales increase in noodle and snack business, our exports and 

beverage business showed two-digit growths compared to the last year. Fueled 

by our aggressive costs and inventory control and effective spending of selling 

and administrative expenses, the company’s operating income reached KRW 

105.3 billion, an increase of 48.5 percent over the previous year.

Looking into business categories, sales of instant noodle business rose by 2.4 

percent to KRW 1.26 trillion as thick-noodle mega-hit brands Beef Flavored 

Noodle Soup, Zha Wang, and Champong Noodle Soup brought about the 

paradigm shift in the local instant noodle market. Sales of snack business, 

driven by the remarkable sales increase of potato based snacks, posted a 1.3 

percent growth at KRW 311.7 billion over the previous year. Beverage business 

rose by 16.3 percent to KRW 103.5 billion thanks to the widespread popularity 

of Baeksan Mountain Water while other foreign brands and others grew by 9.4 

percent to KRW 182.1 billion.

The global business also achieved outstanding results. Export was KRW 158.7 

billion, a 13 percent increase year-on-year. Our overseas subsidiaries generated 

sales worth USD 409.5 million, up 14.8 percent. Sales of Chinese subsidiaries, 

in particular, climbed 17.0 percent from the previous year to USD 210.3 million, 

led by the strong sales in Chongqing, Xian, Chengdu, and Shanghai. Fueled 

by strengthened marketing activities which targeted mainstream markets, 

subsidiaries in the US also recorded USD 156.0 million in sales, up 14.5 percent. 

Those in Japan and Australia also saw remarkable sales boost in large retail 

chains.

Nongshim promises to further solidify its market presence by launching new 

series of products that best satisfy consumers’ taste while refreshing existing 

line-up on a regular basis. Also, we will double the efforts to establish Baeksan 

Mountain Water as a premium brand to ensure that all business divisions in the 

company secure a stable foundation for growth as they make inroads into the 

global market.

Management's Discussion and Analysis
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Sales

Our total sales was KRW 2.02 trillion in 2015. Sales by individual divisions are as 

follows:

Instant noodle division recorded sales of KRW 1.26 trillion, up 2.4 percent from 

KRW 1.23 trillion of the previous year. This increase is attributable to the sales 

of premium pack noodles which grew by 3.8 percent from the last year although 

the sales of bowl noodles stayed largely the same year-on-year. The hit 

brands of 2015 Beef Flavored Noodle Soup, Zha Wang, and Champong Noodle 

Soup, in particular, drove the sales increase of noodle products as their sales 

skyrocketed. Nongshim’s instant noodle products accounted for 61.5 percent of 

domestic instant noodle market while taking up 62.5 percent of the company’s 

total sales.

Snack division grew by 1.3 percent from the last year to reach KRW 311.7 

billion in sales, led by 36.7 percent sales increase of Sumi Chip Honey Mustard 

and other potato snack products year-on-year. While wheat and rice snacks 

slightly stagnated, corn snack saw a two-digit growth. Nongshim took up 28.9 

percent of domestic snack market in 2015 while represented 15.5 percent of the 

total sales.

The 2015 sales of beverage division climbed 16.3 percent year-on-year to KRW 

103.5 billion thanks to a balanced growth across categories. Especially, Baeksan 

Mountain Water showed a remarkable sales growth of 39.5 percent from the 

previous year, establishing itself as a key growth engine. Sales of tea drinks 

and Capri-Sun jumped 64.4 percent and 14.3 percent, respectively, from the 

previous year.

Sales of other foreign brands and others recorded a 9.4 percent increase at 

KRW 182.1 billion. Kellogg’s, our largest sales generator in others category, saw 

its sales rise by 7.7 percent while Mentos posted a sales growth. Meantime, 

exports have also grown by 13.0 percent to KRW 158.7 billion, led by export 

increase to Europe and East Asian countries.

Profitability

Nongshim’s profitability is influenced by the fluctuations in the price of 

international raw wheat, palm oil, etc. Amid the sluggish global economy in 

2015, the prices of most raw materials weakened including raw wheat and palm 

oil. Nongshim strives to ensure that prices are under control in the face of the 

changing prices in raw materials by securing stable suppliers while undertaking 

rigorous risk management. 

In 2015, our cost of sales grew by 2.0 percent year-on-year to KRW 1.33 

trillion. As a result, we recorded gross profit of KRW 547.7 billion, up 10.3 

percent year-on-year with gross profit margin recording 29.2 percent, up 1.6%p.

Selling and administrative expenses climbed 3.9 percent from the year before 

to KRW 442.4 billion. In terms of key items, personnel expenditure including 

payroll and benefit package rose by 6.2 percent, while advertisement and 

logistics & storage expenses increased 6.9 percent and 8.2 percent, respectively. 

Therefore, the company’s operating profit in 2015 recorded KRW 105.3 billion, 

an increase of 48.5 percent from the previous year’s KRW 70.9 billion. Operating 

profit margin was also up 1.7%p to 5.6 percent. Despite the drop in interest 

earnings, non-operating gain rose by 46.2 percent to KRW 43.0 billion thanks to 

the disposal of tangible assets.

As a result, net income before tax reached KRW 148.3 billion, an increase of 

47.8 percent or KRW 48.0 billion from the year before. The company’s net 

income after corporate tax of KRW 33.1 billion was KRW 115.2 billion, up KRW 

47.1 billion or 69.2 percent from the year before.

(KRW in billions)

2015 2014

Sales* 1,878.7 1,801.3

Operating profit 105.3 70.9

Operating profit margin 5.6% 3.9%

Net income 115.2 68.1

Net income margin 6.1% 3.8%

* Excluded sales allowances

Financial Status

As of the end of 2015, Nongshim’s total assets amounted to KRW 2.26 trillion, 

an increase of 6.6 percent from the previous year’s KRW 2.12 trillion. Current 

assets increased by 14.6 percent over the previous year to KRW 839.1 billion 

due to the rise in cash and cash equivalents and financial instruments. 

Non-current assets reached KRW 1.42 trillion, up 2.4 percent year-on-year 

backed by the expanded investment on related businesses.

Total liabilities were KRW 628.0 billion, up 9.2 percent over the previous year. 

The main cause was the 11.8 percent expansion in current liabilities due to the 

increase in short-term borrowings in foreign currency and current tax liabilities. 

Meanwhile, the company’s non-current liabilities fell by 4.9 percent to KRW 86.9 

billion.

Capital remained unchanged in 2015. The increase in net income has resulted in 

earned surplus growing by 5.9 percent or KRW 87.0 billion from the year before. 

Equity rose by 5.7 percent or KRW 87.9 billion to KRW 1.63 trillion.

(KRW in billions)

2015 2014

Current assets 839.1 732.2

Non-current assets 1,418.4 1,384.5

Total assets 2,257.5 2,116.8

Current liabilities 541.1 483.9

Non-current liabilities 86.9 91.3

Total liabilities 628.0 575.2

Total shareholders’ equity 1,629.5 1,541.6

Status of Consolidated Subsidiaries

Nongshim has invested in domestic and overseas subsidiaries to expand global 

operations and secure fresh raw materials. As of the end of 2015, the key 

consolidated subsidiaries are as follows:

Classification Company name Ownership (%)

Subsidiaries Nongshim (HongKong), Ltd. 96.74

Nongshim Holdings USA, Inc. 100.00

Nongshim Japan, Inc. 100.00

Yanbian Nongshim Mineral Water  

Beverage Co., Ltd. 95.42

Nongshim Communications Co., Ltd. 100.00

Nongshim Australia Pty, Ltd. 100.00

Market share in 2015

Instant noodles

61.5%

Snacks

28.9%

Sales breakdown  (KRW in billions, %)

Beverages OthersInstant noodles Snacks

2014

1,934.2

2015

2,016.5

89.0 (4.6%)

307.6 (15.9%)

1,230.5 (63.6%)

307.0 (15.9%)

(5.1%)

(15.5%)

(62.5%)

(16.9%)

103.5

311.7

1,260.5

340.8
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Consolidated Statements of Financial Position Consolidated Statements of Income  

Consolidated Statements of Comprehensive Income

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Assets

Current assets 997,823,091,034 899,644,488,907 

Cash and cash equivalents 168,848,965,150 115,370,644,844 

Short-term financial instruments 399,736,503,279 381,338,471,144 

Other financial assets 5,116,695,000 38,335,000 

Trade receivables 210,204,844,440 195,884,821,247 

Other receivables 16,777,829,422 16,972,666,398 

Inventories 172,989,712,761 173,038,908,569 

Other current assets 22,202,391,585 16,099,109,292 

Income tax assets 1,946,149,397 901,532,413 

Non-current assets 1,420,884,507,449 1,324,487,586,152 

Long-term financial instruments 11,812,947,592 10,000,000 

Accounts receivable - other 12,606,208,724 13,571,233,577 

Other financial assets 28,176,797,842 6,967,388,500 

Tangible assets 1,132,997,955,988 1,088,115,862,298 

Intangible assets 56,794,281,043 34,497,060,749 

Investments in real estate 178,128,177,577 180,956,745,284 

Other non-current assets 244,321,440 268,802,379 

Deferred income tax assets 123,817,243 100,493,365 

Total assets 2,418,707,598,483 2,224,132,075,059 

Liabilities

Current liabilities 634,365,756,004 553,719,335,607 

Accounts payables 284,687,443,447 271,860,471,767 

Other payables 186,906,512,068 154,375,727,457 

Short-term borrowings 96,664,597,725 75,566,487,429 

Income tax liabilities 29,374,452,437 17,261,781,534 

Provisions 8,514,222,475 7,988,063,082 

Other current liabilities 28,218,527,852 26,666,804,338 

Non-current liabilities 137,869,918,263 116,939,830,973 

Long-term borrowings 55,412,234,962 19,834,885,505 

Retirement benefit obligations 12,537,583,288 18,450,705,609 

Deferred tax liabilities 57,230,639,801 64,540,118,425 

Other long-term employee benefit obligations 12,650,785,664 13,600,638,416 

Other non-current liabilities 38,674,548 513,483,018 

Total liabilities 772,235,674,267 670,659,166,580 

Equity

Total equity attributable to stockholders of the Company 1,635,003,499,022 1,534,663,081,874 

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

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

Other capital (72,760,552,174) (80,199,837,847)

Retained earnings 1,553,629,986,887 1,460,728,855,412 

Non-controlling interest 11,468,425,194 18,809,826,605 

Total equity 1,646,471,924,216 1,553,472,908,479 

Total liabilities and equity 2,418,707,598,483 2,224,132,075,059 

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Sales 2,181,623,581,013 2,041,702,670,000 

Cost of sales (1,509,622,908,285) (1,456,355,028,555)

Gross profit 672,000,672,728 585,347,641,445 

Selling and Administrative expenses (553,712,739,885) (511,804,528,069)

Operating profit 118,287,932,843 73,543,113,376 

Other income 40,213,184,838 23,356,499,404 

Other costs (8,177,396,360) (6,831,435,438)

Finance income 15,744,572,699 16,993,372,147 

Finance costs (12,543,350,336) (9,731,749,304)

Profit before income tax 153,524,943,684 97,329,800,185 

Income tax expense (36,112,827,838) (32,874,827,973)

Net profit 117,412,115,846 64,454,972,212 

Profit (loss) attributable to :

Stockholders of the Company 117,337,766,806 65,003,436,542 

Non-controlling interest 74,349,040 (548,464,330)

Earnings (loss) per share

Basic 20,291 11,241 

Diluted 20,291 11,241 

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Net profit 117,412,115,846 64,454,972,212 

Other comprehensive income 7,329,687,044 (4,524,715,659)

Items that will be reclassified to profit or loss subsequently

Gain on evaluation of available-for-sale financial instruments 943,002,098 172,302,193 

Net change in currency translation differences of overseas sites 7,692,820,277 6,359,918,489 

Items that will not be reclassified to profit or loss subsequently

Recalibration factors of retirement benefit obligations (1,306,135,331) (11,056,936,341)

Total comprehensive income 124,741,802,890 59,930,256,553 

Stockholders of the Company 124,430,846,173 60,265,244,800 

Non-controlling interest 310,956,717 (334,988,247)

As of December 31, 2015 and 2014 For the years ended December 31, 2015 and 2014 

For the years ended December 31, 2015 and 2014
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Consolidated Comprehensive Statements of Changes in Equity Consolidated Statements of Cash Flows

(KRW in millions)

Attributable to stockholders of the Company

Non-controlling 

Interest Total EquityShare Capital Share Premium Other Capital

Retained 

Earnings Total

Balance as of January 1, 2014 30,413 123,721 (84,916) 1,429,914 1,499,131 17,542 1,516,673 

Net profit (loss) - - - 65,003 65,003 (548) 64,455 

Other comprehensive income

Gain on evaluation of available-for-sale 

financial instruments - - 172 - 172 - 172 

Net change in currency translation differences 

of overseas sites - - 6,147 - 6,147 213 6,360 

Recalibration factors of retirement benefit 

obligations - - - (11,058) (11,058) 1 (11,057)

Total comprehensive income (loss) for the year - - 6,319 53,946 60,265 (335) 59,930 

Changes in non-controlling interest - - (1,603) - (1,603) 1,603 -

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

Balance as of December 31, 2014 30,413 123,721 (80,200) 1,460,729 1,534,663 18,810 1,553,473 

Balance as of January 1, 2015 30,413 123,721 (80,200) 1,460,729 1,534,663 18,810 1,553,473 

Profit for the year - - - 117,338 117,338 74 117,412 

Other comprehensive income (loss)

Gain on evaluation of available-for-sale 

financial instruments - - 943 - 943 - 943 

Net change in currency translation differences 

of overseas sites - - 7,456 - 7,456 237 7,693 

Recalibration factors of retirement benefit 

obligations - - - (1,306) (1,306) - (1,306)

Total comprehensive income (loss) for the year - - 8,399 116,032 124,431 311 124,742 

Changes in non-controlling interest - - (960) - (960) (7,652) (8,612)

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

Balance as of December 31, 2015 30,413 123,721 (72,761) 1,553,630 1,635,003 11,468 1,646,472 

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Cash flows from operating activities 201,851,914,364 98,665,546,097 

Profit for the year 117,412,115,846 64,454,972,212 

Adjustment of non-cash items 120,188,876,710 126,412,291,022 

Adjustment of working capital (13,203,986,614) (74,808,581,010)

Interest received 11,448,644,645 13,678,845,924 

Interest paid (1,520,241,452) (1,542,908,893)

Dividend received 95,025,600 95,025,600 

Income tax paid (32,568,520,371) (29,624,098,758)

Cash flows from investing activities (167,657,609,000) (68,242,161,778)

Cash inflows from investing activities 415,894,835,855 421,994,039,288 

Decrease of long & short-term financial instruments 381,300,000,000 410,300,000,000 

Decrease of other financial assets 0 32,145,000 

Decrease of other trade receivables 2,517,080,806 2,426,691,562 

Disposal of tangible assets 32,077,755,049 8,967,464,256 

Disposal of intangible assets 0 50,000,000 

Disposal of real estate invested 0 217,738,470 

Cash outflows from investing activities (583,552,444,855) (490,236,201,066)

Increase of long & short-term financial instruments (411,502,947,592) (381,340,620,434)

Increase of other financial assets (25,060,718,249) (11,700,000)

Increase of other trade receivables (1,919,263,255) (2,396,171,413)

Acquisition of tangible assets (121,547,245,986) (105,908,777,076)

Acquisition of intangible assets (22,843,272,063) (352,822,363)

Acquisition of real estate (678,997,710) (226,109,780)

Cash flows from financing activities 18,251,697,536 (26,583,680,632)

Cash inflows from financing activities 176,510,125,625 158,154,913,066 

Increase of borrowings 176,510,125,625 158,154,913,066 

Cash outflows from financing activities (158,258,428,089) (184,738,593,698)

Redemption of borrowings (126,517,312,086) (161,610,233,608)

Acquisition of equity of non-controlling interest (8,533,328,060) -

Dividend paid (23,128,828,850) (23,128,360,090)

Liquidated dividend paid to non-controlling interest (78,959,093) -

Effect of exchange rate fluctuations on cash held 1,032,317,406 (36,250,789)

Net increase (decrease) in cash and cash equivalents 53,478,320,306 3,803,452,898 

Cash and cash equivalents at beginning of the year 115,370,644,844 111,567,191,946 

Cash and cash equivalents at end of the year 168,848,965,150 115,370,644,844 

For the years ended December 31, 2015 and 2014 For the years ended December 31, 2015 and 2014
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Non-consolidated Statements of Financial Position Non-consolidated Statements of Income

Non-consolidated Statements of Comprehensive Income

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Assets

Current assets 839,094,137,809 732,235,907,570 

Cash and cash equivalents 125,384,246,752 41,457,186,698 

Short-term financial instruments 397,000,000,000 377,000,000,000 

Other financial assets 5,116,695,000 38,335,000 

Trade receivables 157,388,438,160 153,021,334,310 

Other receivables 14,234,269,837 13,700,405,598 

Inventories 133,903,923,903 139,018,681,021 

Other current assets 6,066,564,157 7,999,964,943 

Non-current assets 1,418,376,950,573 1,384,538,485,981 

Long-term financial instruments 11,810,447,592 7,500,000 

Accounts receivable - other 12,241,392,422 12,785,828,305 

Other financial assets 28,148,232,842 6,938,823,500 

Investments in subsidiaries and affiliates 352,033,333,399 310,260,519,234 

Tangible assets 820,530,613,155 857,993,284,436 

Intangible assets 15,243,960,543 15,328,105,414 

Investments in real estate 178,128,177,577 180,956,745,284 

Other non-current assets 240,793,043 267,679,808 

Total assets 2,257,471,088,382 2,116,774,393,551 

Liabilities

Current liabilities 541,129,186,786 483,876,312,214 

Accounts payables 264,153,822,270 252,060,637,720 

Other payables 143,279,833,595 126,643,472,044 

Short-term borrowings 78,524,000,000 61,555,200,000 

Income tax liabilities 27,046,598,605 17,166,801,895 

Provisions 7,759,889,369 7,098,363,170 

Other current liabilities 20,365,042,947 19,351,837,385 

Non-current liabilities 86,875,714,537 91,337,730,168 

Long-term borrowings 11,720,000,000                   -

Retirement benefit obligations 11,885,418,857 17,720,912,267 

Deferred tax liabilities 50,673,390,506 59,635,893,711 

Other long-term employee benefit obligations 12,558,360,622 13,467,568,778 

Other non-current liabilities 38,544,552 513,355,412 

Total liabilities 628,004,901,323 575,214,042,382 

Equity

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

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

Other capital (75,451,965,422) (76,394,967,520)

Retained earnings 1,550,784,088,172 1,463,821,254,380 

Total equity 1,629,466,187,059 1,541,560,351,169 

Total liabilities and equity 2,257,471,088,382 2,116,774,393,551 

(Korean Won)  

Dec. 31, 2015 Dec. 31, 2014

Sales 1,878,665,374,535 1,801,320,197,190 

Cost of sales (1,330,951,610,335) (1,304,620,979,512)

Gross profit 547,713,764,200 496,699,217,678 

Selling and Administrative expenses (442,413,701,124) (425,766,421,899)

Operating profit 105,300,063,076 70,932,795,779 

Other income 44,114,974,650 26,690,354,571 

Other costs (5,625,758,345) (5,095,162,683)

Finance income 13,601,552,425 15,526,459,586 

Finance costs (9,065,282,060) (7,700,581,000)

Profit before income tax 148,325,549,746 100,353,866,253 

Income tax expense (33,142,317,171) (32,292,190,409)

Net profit 115,183,232,575 68,061,675,844 

Earnings per share

Basic 19,919 11,770 

Diluted 19,919 11,770 

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Net profit 115,183,232,575 68,061,675,844 

Other comprehensive income (269,377,456) (10,561,244,861)

Items that will be reclassified to profit or loss subsequently

Gain on evaluation of available-for-sale financial instruments 943,002,098   172,302,193

Items that will not be reclassified to profit or loss subsequently

Recalibration factors of retirement benefit obligations (1,212,379,554) (10,733,547,054)

Total comprehensive income 114,913,855,119 57,500,430,983 

As of December 31, 2015 and 2014 For the years ended December 31, 2015 and 2014

For the years ended December 31, 2015 and 2014
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Non-consolidated Comprehensive Statements of Changes in Equity Non-consolidated Statements of Cash Flows  

(KRW in millions)

Share Capital Share Premium Other Capital

Retained 

Earnings Total

Balance as of January 1, 2014 30,413 123,721 (76,567) 1,429,624 1,507,190 

Profit for the year - - - 68,062 68,062 

Other comprehensive income

Gain on evaluation of available-for-sale financial instruments - - 172 - 172 

Recalibration factors of retirement benefit obligations - - - (10,734) (10,734)

Total comprehensive income for the year - - 172 57,328 57,500 

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

Balance as of December 31, 2014 30,413 123,721 (76,395) 1,463,821 1,541,560 

Balance as of January 1, 2015 30,413 123,721 (76,395) 1,463,821 1,541,560 

Profit for the year - - - 115,183 115,183 

Other comprehensive income

Gain on evaluation of available-for-sale financial instruments - - 943 - 943 

Recalibration factors of retirement benefit obligations - - - (1,212) (1,212)

Total comprehensive income for the year - - 943 113,971 114,914 

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

Gain (loss) on liquidation of subsidiaries - - - (3,878) (3,878)

Balance as of December 31, 2015 30,413 123,721 (75,452) 1,550,784 1,629,466 

(Korean Won)

Dec. 31, 2015 Dec. 31, 2014

Cash flows from operating activities 186,426,506,803 81,314,619,304 

Profit for the year 115,183,232,575 68,061,675,844 

Adjustment of non-cash items 98,633,808,628 111,303,208,921 

Adjustment of working capital (6,340,088,302) (82,055,291,156)

Interest received 10,758,397,536 12,957,290,645 

Interest paid (1,002,788,835) (1,080,023,304)

Dividend received 95,025,600 95,025,600 

Income tax paid (30,901,080,399) (27,967,267,246)

Cash flows from investing activities (103,622,958,021) (75,829,939,255)

Cash inflows from investing activities 413,075,191,837 418,416,383,178 

Decrease of long & short-term financial instruments 377,000,000,000 407,000,000,000 

Liquidation of affiliates 1,645,038,571                    -

Decrease of other trade receivables 2,472,505,903 2,322,487,698 

Disposal of tangible assets 31,957,647,363 8,826,157,010 

Disposal of intangible assets - 50,000,000 

Disposal of real estate invested - 217,738,470 

Cash outflows from investing activities (516,698,149,858) (494,246,322,433)

Increase of long & short-term financial instruments (408,802,947,592) (377,000,000,000)

Acquisition of investments in subsidiaries (48,533,313,460) (72,807,819,430)

Increase of other financial assets (25,060,718,249) (11,700,000)

Increase of other trade receivables (1,919,263,255) (2,374,261,055)

Acquisition of tangible assets (31,365,854,792) (41,553,394,461)

Acquisition of intangible assets (337,054,800) (273,037,707)

Acquisition of real estate (678,997,710) (226,109,780)

Cash flows from financing activities 1,123,371,150 (37,900,160,090)

Cash inflows from financing activities 143,409,200,000 141,786,100,000 

Increase of borrowings 143,409,200,000 141,786,100,000 

Cash outflows from financing activities (142,285,828,850) (179,686,260,090)

Redemption of borrowings (119,157,000,000) (156,557,900,000)

Dividend paid (23,128,828,850) (23,128,360,090)

Effect of exchange rate fluctuations on cash held 140,122 (12,266,320)

Net increase (decrease) in cash and cash equivalents 83,927,060,054 (32,427,746,361)

Cash and cash equivalents at beginning of the year 41,457,186,698 73,884,933,059 

Cash and cash equivalents at end of the year 125,384,246,752 41,457,186,698 

For the years ended December 31, 2015 and 2014 For the years ended December 31, 2015 and 2014
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Affiliates Holding Co. & Investment Structure

Nongshim Holdings

Pure holding company of Nongshim Group

Nongshim Holdings contributes to the maximization of shareholder 

value by improving corporate governance and raising management 

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

Taekyung Nongsan, Nongshim Engineering, and Nongshim 

Development.

 http://www.nongshimholdings.co.kr

Youlchon Chemical

High-tech packaging material manufacturer

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

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

leading packaging material manufacturing company. By producing 

high quality packaging materials, the company helps to bring the 

tastes of Nongshim to the customers safely and clean.

 http://www.youlchon.com

Taekyung Nongsan

Specialist in creating new tastes

Established in 1979, Taekyung Nongsan is Korean representative food 

ingredient company which is committed to developing new tastes with 

the finest ingredients. The company has GMP-standard manufacturing 

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

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

 http://www.itaekyung.com

Nongshim Engineering

Comprehensive engineering company

From planning to engineering advice, architecture, engineering, 

automation, environmental facilities and services, Nongshim 

Engineering is a specialized engineering company that offers 

comprehensive solutions. The company competes with global 

companies with its own technologies and know-how.

 http://www.nongshimeng.com

NDS (Nongshim Data System)

Leading IT-solution provider

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

to the management innovation of Nongshim Group by providing 

and maintaining IT solutions. Based on cumulated expertise and 

experiences, it offers information system development and ITsolution 

consultation services to various industries.

 http://nds.nongshim.co.kr 

Mega Mart

Discount store for a new shopping experience

Based on expertise and cumulated experiences for more than 30 years, 

Mega Mart, Korean best merchandising company, offers new concept 

shopping spaces to customers. It also tries to provide fresh and good 

products to customers with unique corporate philosophy of better 

products, faster and happier.

 http://home.megamart.com

Hotel Nongshim

World-class resort hotel with spa

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

customers at home and abroad by providing convenient and friendly 

services. Together with Heosimcheong, Asia’s largest spa, it is emerging as a 

world-class spa resort offering relaxation, health, beauty and fun at all times.

 http://www.hotelnongshim.com

Nongshim Development

World-class Ildong Lake Golf Club

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

membership 18 hole (par 72) course that is accredited by the U.S. 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

In 2003, Nongshim has completed the holding company structure through divestiture. This was possible because negative factors such as issues 

of Nongshim's corporate governance structure were eliminated, and because it received positive evaluation from the investors concerning future 

management efficiency and management that can maximize shareholder value. In particular, foreign investors have expressed high investment 

attractiveness for the future growth and profitability as the market leader in the domestic food industry. Nongshim Holdings currently has 2 listed 

companies (Nongshim, Youlchon Chemical) and 3 non-listed companies (Taekyung Nongsan, etc.) as subsidiaries.

 listed company      unlisted company
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Taekyung 

Nongsan 

100.00%

Nongshim 

Development 

96.92%

Nongshim 

Engineering 

100.00%

Youlchon 

Chemical 

40.32%

Nongshim 

Holdings (USA)

Nongshim Japan Nongshim 

Communications

Yanbian  

Nongshim  

Mineral Water 

Beverage Co., Ltd.

Nongshim

Australia

Nongshim

(HONG KONG)

Nongshim Holdings

Nongshim 
32.72%
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Overseas Plants

NONGSHIM AMERICA SHENYANG NONGSHIM FOODS CO., LTD. YANBIAN NONGSHIM MINERAL 

WATER BEVERAGE CO,. LTD. 

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. 

Nongshim will use the US factory as a supply hub 

in the Americas by expanding sales in the US and 

Canada 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.

SHANGHAI NONGSHIM FOODS CO., LTD.

Nongshim first entered the Chinese market in 

1996 through the establishment of an ultra-

modern overseas factory in Shanghai. Shanghai 

Nongshim produces various instant noodles 

including Shin Ramyun and Shanghai Tangmyun, 

having own high-tech manufacturing facilities. 

Shanghai Nongshim is central to Nongshim’s 

campaign to open up new overseas markets.

Shenyang Nongshim was established in 

November 2000 to buttress Nongshim’s position 

in the Chinese market. The company produces 

and sells a variety of items in China, such as Shin 

Ramyun, Jjolbyung Snack, Shrimp Crackers, 

Banana Kick Snack and Onion Rings. 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.

To build a mineral water brand that can be highly 

recognized not only in Korea but also in the global 

markets, Yanbian Nongshim was established in 

2007 and has been producing Baeksan Mountain 

Water in earnest since 2010. A new factory with 

cutting-edge facilities was completed in October 

2015, which will play a key role for Baeksan 

Mountain Water's advance into a global leading 

mineral water brand.

1

3 4 5

2
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Nongshim Australia

Anyang Plant

ㆍBegan production in 1976

ㆍProduction of instant and snacks

ㆍAddress: 35, Nongshim-ro, Gunpo-si, Gyeonggi-do, Korea

ㆍTel: 82-31-450-5500

Anseong Plant

ㆍBegan production in 1982

ㆍProduction of instant noodles, powder soup, and beverages

ㆍAddress: 28, Gongdan-ro, Anseong-si, Gyeonggi-do, Korea

ㆍTel: 82-31-8046-6500

Asan Plant

ㆍBegan production in 1991

ㆍProduction of powder soup

ㆍ  Address: 485, Tangjeongmyeon-ro, Tangjeong-myeon, Asan-si, 

Chungcheongnam-do, Korea

ㆍTel: 82-41-540-4700

Gumi Plant

ㆍBegan production in 1991

ㆍProduction of instant noodles and snacks 

ㆍAddress: 58-11, 1gongdan-ro 7-gil, Gumi-si, Gyeongsangbuk-do, Korea

ㆍTel: 82-54-462-1801

Noksan Plant

ㆍBegan production in 2007

ㆍProduction of non-fried noodles and extruded noodles 

ㆍ Address: 48, Noksansandan 261-ro 73beon-gil, Gangseo-gu, Busan, Korea

ㆍTel: 82-51-329-4100

Busan Plant

ㆍBegan production in 1976

ㆍProduction of instant noodles and snacks

ㆍAddress: 46, Sasang-ro 455beon-gil, Sasang-gu, Busan, Korea

ㆍTel: 82-51-366-1500

Yanbian Nongshim

ㆍBegan production in 2010

ㆍProduction of Baeksan Mountain Water

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

ANTU COUNTY, JILIN, CHINA

ㆍTel: 86-433-541-8002

Qingdao Nongshim

ㆍBegan production in 1998

ㆍ Production of powder soup, snacks, partly processed goods, dried agricultural 

and marine product extracts, etc.

ㆍ  Address: GONGYEYUANDI, YINGHAIZHEN, JIAOZHOU, QINGDAO, SANDONG, CHINA

ㆍTel: 86-532-8527-0155

Shanghai Nongshim

ㆍBegan production in 1996

ㆍProduction of instant noodles

ㆍ Address: 840HAO, LANGONG ROAD, JINSHANGONGYEK AIFA DISTRICT, 

SHANGHAI, CHINA

ㆍTel: 86-21-6727-7711

Shenyang Nongshim

ㆍBegan production in 2000

ㆍProduction of instant noodles and snacks

ㆍ Address: 3JIA 1HAO, SHENYANGJINGJIJISHUKAIFAQU 4HAOJIE, SHENYANG, 

LIANING, CHINA

ㆍTel: 86-24-2536-7480

Nongshim Japan

ㆍFounded in 2002

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

CHIYODA-KU, TOKYO, JAPAN

ㆍTel: 81-3-3595-0882

Nongshim America

ㆍFounded sales subsidiary in 1994

ㆍBegan production in 2005

ㆍProduction of instant noodles and power soup

ㆍAddress: 12155, 6TH STREET, RANCHO CUCAMONGA, CA 91730, USA

ㆍTel: 1-909-484-1888

Nongshim Australia

ㆍ Founded in 2014

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

AUSTRALIA

ㆍTel: 61-2-9633-3500

Yanbian 
Nongshim

Shenyang 
Nongshim

Qingdao 
Nongshim

Shanghai 
Nongshim

Nongshim 
Japan

Nongshim Holdings USA

Anyang Plant

Anseong Plant

Asan Plant
Gumi Plant

Busan Plant

Noksan Plant

Global Network
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