
Established in 1954 and celebrating its 51
stanniversary, FnC

 K
olon is a prom

inent fashion

com
pany representing K

orea’s fashion industry. Starting w
ith the launch of its first outdoor

brand 「
K

olon Sports」
in 1973, FnC

 K
olon currently operates a total of 13 high-profile brands in

sports, casual, golf, and prem
ium

 fashion. 

Furtherm
ore in 2005, FnC

 K
olon established the m

ost stable and optim
um

 m
arket portfolio and

greatly reduced cost through the integrated m
anagem

ent system
 w

ith K
olon Fashion,

specialized in m
en’s and w

om
en’s fashion. Thereby, it laid a solid foundation to becom

e an

unparalleled w
orld-class fashion enterprise in term

s of profitability and grow
th potential. 

A
lw

ays standing by its custom
ers and grow

ing w
ith them

 w
hile leading innovative lifestyles,

FnC
 K

olon w
ill never stop its grand steps tow

ard a w
orld-class ‘

G
reat C

om
pany’

specialized

in sports &
 fashion. In 2006, our m

anagem
ent w

ill focus on the M
anagem

ent Principle of

‘
Establishing Foundation for Leaping Forw

ard through Innovative M
anagem

ent’
based on

four m
ajor strategies; ‘

Enhancing Business Portfolio’, ‘
R

einforcing C
ore Business C

apabilities’,

‘
Innovating C

ost’, and ‘
Initiating Store-oriented M

anagem
ent’
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K
olon G

roup, ‘
Innovating lifestyle’

by providing products and services that enhance the quality of life.

O
perates businesses providing products and services related to custom

ers’
quality of lives.

D
evelop

s H
igh

-tech
 M

aterials (E
lectron

ics, A
u

to, N
an

o), C
h

em
ical &

 B
io (Fin

e C
h

em
icals,

P
harm

aceu
ticals, B

io &
 B

u
lk M

ed
icine), C

onstru
ction &

 Services (C
onstru

ction/
E

nvironm
ent,

Fashion/D
istribution, Telecom

m
unications) into high value-added businesses. 

A
chieves the G

roup’s 2010 m
anagem

ent goal through 4 strategic business lines by further securing

new
 businesses as future grow

th m
om

entum
.

S
h
ared

V
a
lu
e

K
OL

O
N

 G
roup V

ision 

Leading K
orea’s textile industry for the past half a century, K

olon G
roup currently operates a

total of 23 affiliated com
panies w

ith K
R

W
 4.3 trillion assets including 6 listed com

panies m
ainly

in high-tech m
aterials, construction &

 services, and chem
ical &

 bio businesses. Furtherm
ore, in

2006 K
olon G

roup announced a new
 corporate vision ‘

Lifestyle Innovator’
in order to provide

custom
ers w

ith products and services that enhance the quality of their lives. K
olon G

roup w
ill

fu
rther strengthen strategic bu

sinesses su
ch as high-tech m

aterials, chem
ical &

 bio and

construction &
 services into m

ore value-added businesses w
hile focusing on securing new

business areas to take future grow
th m

om
entum

. Based firm
ly on the grand vision, K

olon

G
roup sets a clear target of entering top 10 groups in K

orea by 2010 w
ith K

R
W

 20 trillion in

sales and K
R

W
 1.5 trillion in net incom

e. 

A
s the pivot of fashion &

 distribution sector in K
olon G

roup’s construction &
 services

business, FnC
 K

olon and K
olon Fashion have established the m

ost optim
um

 brand

portfolio in the fashion industry com
prising all types of fashion from

 sports, casual,

golf, prem
ium

 fashion, to m
en’s and w

om
en’s fashion. 

K
OL

O
N

 G
roup O

verview

H
appy custom

ers by using Kolon
products

Custom
ers forever with KOLON once

experienced Kolon products

Trustw
orthy com

pany under ethical 
and transparent m

anagem
ent

The com
pany people w

ant to
in

vest in
 for its su

stain
ed

grow
th and high profits

Em
ployees rew

arded w
ith top-

notch com
pensations for their

outstanding perform
ance 

Em
ployees socially adm

ired as
the com

pany grow
s and prospers.
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F
inancial H

ighlights
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O
perating R

esults

2005
2004

2003

O
perating R

esults

Sales
335,655 

321,624 
290,778 

O
perating Incom

e
26,334 

9,611 
29,914 

O
perating Profit M

argin
7.8%

3.0%
10.3%

O
rdinary Incom

e
19,665 

(11,123)
16,864 

O
rdinary Incom

e M
argin

5.9%
-3.5%

5.8%

N
et Incom

e
13,487 

(13,951)
9,718 

N
et Incom

e M
argin

4.0%
-4.3%

3.3%

Financial Condition &
 Key Ratios

Total Assets
267,867 

276,656 
296,568 

Total Liabilities
188,062 

216,318 
207,230 

Total Shareholers' Equity
79,805 

60,337 
89,338 

Liabilities-to-equity R
atio

235.7%
358.5%

232.0%

R
etention R

atio
67.3%

-
65.1%

R
O

A
5.0%

-4.9%
3.4%

R
O

E
19.3%

-18.6%
11.3%

EB
ITD

A
39,573

7,630 
33,785 

Per Share D
ata (In K

R
W

)

EPS
1,216 

-1,373 
913 

B
PS

5,138
4,454 

7,066 

C
PS

2,128
238

2,271 

D
ividend per Share

Com
m

on : 250, Preferred:300
N

one
Share Dividend 5%

 + Cash 50

(In M
illions of KRW

, %
)

(In M
illions of KRW

)
D

ebt Status
(In M

illions of KRW
)

Profitability R
atios

Stock Inform
ation

- Listed in 1988 (C
ode N

o: 001370)

2005
2004

N
o. of Shares Issued

12,728,217
12,728,217

(com
m

on shares 12,003,600)
(com

m
on shares 12,003,600)

Total M
arket C

ap. (In billion of K
R

W
)

131.4
50.5

Share Price (H
igh) (In K

R
W

)
15,450

10,500

(Low
) (In K

R
W

)
4,240

4,160

PER
 (H

/L) (x)
12.7/3.5

-9.6/-3.8

EPS (In K
R

W
)

1,216
-1,373 

FnC K
olon Share Price

D
ividend Inform

ation

2005
2004

2003
2002

Dividend/Face Value (%
)

C
om

m
on

5%
 

-
5%

 Com
m

on share div. +1%
 Cash Div.

15%

Preferred
6%

5%
 Com

m
on share div/ +2%

 Cash Div.
16%

Dividend Yeild (%
, In KRW

)
C

om
m

on
2.1%

-
5.8%

Preferred
5.2%

10.6%

Cash Dividend Per Share (In KRW
)

C
om

m
on

250
-

0.5 Com
m

on share + 50
750

Preferred
300

0.5 Com
m

on share + 100
800

Total Dividend Paid (In Billions of KRW
)

3.0
-

3.16 (Incl. share div.)
8.0

Dividend Payout Ratio (%
)

22.2%
-

32.5%
35.7%

Net Incom
e (In Billions of KRW

)
13.49

-13.95
9.72

22.39 

M
ajor Shareholders 

2003
2005

2003
2004

2005
2003

2004
2005

2004
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Second, R
einforcing C

ore Business C
apabilities shall be driven forw

ard through

su
ch tasks as 

E
stablishing p

erform
ance-oriented

 cu
ltu

re &
 fostering core

m
anpow

er 
Enhancing design com

petitiveness 
Innovating M

D
 process and 

Im
proving distribution com

petitiveness.  

Third, for Initiating Store-oriented M
anagem

ent, w
e w

ill introduce 
Store STO

P

system
 

Expanding evaluation perform
ance by store and 

Ensuring service

qualities such as custom
er service status evaluation.

Last, Innovating C
ost w

ill be concretely realized through 
Low

ering cost 

Increasing prod
uctivity per person 

C
utting cost through change in cost

recognition. 

W
e w

ill also ensure that w
e exceed our target sales and profits by establishing a Plan-

D
o-See m

anagem
ent process in w

hich the specific tasks for each m
anagem

ent strategy

are exam
ined through routine follow

-ups so the problem
s are prom

ptly discovered and

rectified. W
e are confident that by follow

ing our m
anagem

ent plans, FnC
 K

olon together

w
ith K

olon Fashion w
ill grow

 into a top-class fashion com
pany that aw

ards its custom
ers

w
ith an innovative lifestyle and a com

petitive profit generating com
pany that creates new

values for all stakeholders. 

A
s a C

EO
 of FnC

 K
olon and K

olon Fashion, I w
ill m

ake every endeavor to achieve 2006

m
anagem

ent targets and to attain our vision of ‘
G

reat C
om

pany.’
A

ll m
em

bers of FnC

K
olon and K

olon Fashion are exerting our w
hole-hearted efforts to overcom

e adverse

m
anagem

ent conditions and to serve the best interest of our shareholders. Furtherm
ore,

w
e FnC

 K
olon and K

olon Fashion observe our ow
n rule to practice ethical m

anagem
ent in

order to attain trust and confidence from
 our custom

ers. 

Thank you very m
uch for your continuous encouragem

ent and applause. 

M
arch 2006

H
w

an Seok Jae 

O
ver the last year, the m

anagem
ent and the em

ployees of FnC
 K

olon and K
olon Fashion channeled

all our energy into overcom
ing difficulties and, as a result, successfully turned around from

 deep

slum
p. D

espite a variety of adverse situations in and around the country w
hich include sluggish

dom
estic econom

y, continuously rising international oil prices and unstable housing prices, FnC

K
olon and K

olon Fashion succeeded to achieve exceptional m
anagem

ent perform
ances.     

2005 operating results show
ed that our operating incom

e am
ounted to K

R
W

 26.3 billion, up by 174%

com
pared w

ith that of 2004 w
hile recording K

R
W

 335.7 billion in sales, up by 4.4%
 from

 2004. N
et

incom
e also increased by K

R
W

 27.4 billion to reach K
R

W
 13.5 billion. Such favorable results m

ostly

stem
m

ed from
 the sales efficiency and cost innovation efforts m

ade throughout the year. Backed by

innovated cost reduction program
s and efficient m

arketing activities, the operating incom
e m

argin

also greatly im
proved to 7.8%

 in 2005 from
 3.0%

 in 2004.

M
ore m

eaningful than the increase in our total sales is the accom
plishm

ent of m
ore efficient sales

structure. By increasing norm
al sales volum

e w
hile reducing discounted sales, focusing on core

stores through reshuffling of our sales netw
ork, and im

proving the cost ratio, w
e im

proved our

gross m
argin to 56.3%

. It is especially encouraging that the sales increase in the 4
th

quarter of 2005

recorded 12%
, further increasing our expectation on 2006 operating results. 

Pow
ered by the successful 2005 turnaround, FnC

 K
olon and K

olon Fashion w
ill further strengthen

our business and m
anagem

ent capabilities in year 2006. Based on a thorough study on the optim
um

financial schem
e for our business capabilities, w

e have set our financial target for 2006 at K
R

W
 359.3

billion in total sales, up by 7%
, and w

ith K
R

W
 36.1 billion in operating incom

e.

T
o achieve this target, FnC

 K
olon and

 K
olon Fashion w

ill aggressively p
u

rsu
e the follow

ing

m
anagem

ent strategies: 1. Enhancing Business Portfolio 2. R
einforcing C

ore Business C
apabilities 3.

Initiating Store-oriented M
anagem

ent 4. Innovating C
ost.

First, Enhancing Business Portfolio w
ill be achieved through 3 m

ajor tasks of 
Fostering m

ega

brands 
Enhancing Q

P (Q
uality Price) m

arket dom
inance and 

Establishing the basis for future

grow
th. M

essage from the M
anagement
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FnC
 K

olon w
ill continu

e p
u

rsu
ing ou

r strategic p
rincip

les of [N
o. 1 B

rand
 in Segm

entation],

[Enhancing Business C
apabilities], [2

ndFnC
 K

olon in C
hina] to attain N

o. 1 position in sports/fashion

ind
ustry as a ‘G

reat C
om

pany’. In 2005, w
e have restructured

 inefficient brand
s based

 on the

m
anagem

ent principle of ‘Innovation for Survival’. Through our vigorous efforts, w
e established

com
p

etitive bu
siness m

od
el and

 innovated
 cost and

 cash flow
s by establishing em

ergency

m
anagem

ent system
. In addition, FnC

 K
olon has firm

ly rooted a perform
ance-oriented corporate

culture that fosters individual’s aw
areness for innovation and established a system

 that operates

w
ithin the team

w
ork of sm

all selected groups. A
s a result of our culture that encourages innovation,

w
e w

ere able to im
prove cost com

petitiveness and im
prove productivity of each individual, and

therefore, achieved a great am
ount of net incom

e in contrast w
ith the slight increase in sales volum

e.

A
m

id expected trends in 2006 such as low
 econom

ic grow
th, high com

petition, m
ega brands, trading

up &
 dow

ns, w
e w

ill channel our m
anagem

ent capabilities on strategic brands, scrap inefficient

brands to m
axim

ize the efficiency w
ithin our investm

ent sources. W
e w

ill also m
ake efforts to secure

com
petitive edge in cost and expense structures by m

aintaining our com
petitive advantage and

profit-generating capacity in fierce-com
petition m

arket. In addition, w
e w

ill drive our store-oriented

m
anagem

ent to identify custom
ers’ changing trend and create core value custom

ers. C
entering on

the M
anagem

ent P
rinciple of ‘E

stablishing Fu
tu

re L
eaping Fou

nd
ation throu

gh M
anagem

ent

Innovation’, w
e w

ill strongly pursue our core strategies including ‘Enhancing Business Portfolio’,

‘R
ein

forcin
g C

ore B
u

sin
ess C

ap
abilities’, ‘In

n
ovatin

g C
ost’, an

d
 ‘In

itiatin
g Store-orien

ted

M
anagem

ent’.

F
nC

 K
OL

O
N

 V
ision & M

ission

Enhancing B
usiness Portfolio

Fostering M
ega B

rands
R

einforcing Q
P M

arket D
om

inance Pow
er 

Establishing Future G
row

th B
ase

Enhancing Core B
usiness Capabilities

Establishing Perform
ance-based C

ulture 
and Fostering C

ore M
anpow

er
Innovating M

D
 Process

Enhancing D
esign C

apabilities
Im

proving Distribution Com
petitiveness

Initiating Store-oriented M
anagem

ent
Store STO

P System
Expanding Evaluation Perform

ance by Store
Ensuring Q

uality of Service through 
C

ustom
er Service M

onitoring

Innovating Cost
R

educing C
ost

Enhancing Productivity per Person
R

educing C
ost through 

C
hange in C

ost R
ecognition

Industry-leading

com
pany creating new

value for custom
ers’

lifestyle

The C
om

pany

generating needed

profits under any

m
anagem

ent

circum
stances

The C
om

pany

achieving astonishing

perform
ances through

em
ployees’

passion

and dedication 

V
isio

n

Establishing Brand
Asset Value

(Volum
e h

Value)

M
ega B

rand Strategy

D
istribution C

hannel 
D

iversification

Fashion-related 
B

usiness D
evelopm

ent

C
om

pany-w
ide B

rand 
M

anagem
ent System

Enhancing Com
petitive

Business Capabilities

Establishm
ent of 

B
est-in-Industry 

B
usiness Infrastructure

K
now

ledge M
anagem

ent

Perform
ance-based 

C
ulture

2
ndFnC + Fashion

in China

Localization Strategy

Localized Planning, 
Production, D

istribution 
System

Advanced G
lobalization 

B
ase

Establishing Future

Leaping Foundation

through M
anagem

ent

Innovation



Im
proving D

istribution Com
petitiveness

W
e w

ill further strengthen our distribution com
petitiveness by expanding low

-cost 
distribution netw

ork such as street shops and discount stores. 

In
itiatin

g
S
to
re-o

rien
ted

M
an
ag
em

en
t

Store STO
P System

W
e w

ill have stores set their targets and m
anage their perform

ances w
hile introducing 

store STO
P system

 that enables the process to solve problem
s on the spot. 

Expanding Perform
ance Evaluation to Store Level

W
e w

ill introduce incentive system
 to infuse m

otives to sales people 
and expand the perform

ance evaluation rew
ard to store level. 

Im
proving Q

uality of Service through Custom
er Service M

onitoring 
W

e w
ill im

prove our custom
er service quality by m

onitoring quality of service in each store. 

In
n
o
v
atin

g
C
o
st

R
educing Cost 

W
e w

ill cut cost by increasing low
-cost overseas labor production w

hile integrating 
com

panies w
ith business relations. 

Increasing Productivity per Person
W

e w
ill increase productivity per person by im

proving efficiency through 
enhancing m

anpow
er capabilities.

R
educing Cost through Change in Cost R

ecognition
W

e w
ill continue to cut cost by reducing fixed cost and turning it into variable cost 

as w
ell as by outsourcing to/or integrating our business partners.

F
n

C
 K

O
L

O
N

 V
is

io
n

 &
 M

is
s
io

n13
12

M
ajo

r
S
trateg
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M
an
ag
em

en
t
P
rin

cip
le

E
n
h
an
cin

g
B
u
sin

ess
P
o
rtfo

lio

Fostering M
ega B

rand 
In the highly com

petitive m
arket, w

e w
ill develop our representative products in line w

ith the m
ega

brand trend, refurbish strategic brand B
.I. and foster m

ega brands equipped w
ith the highest

com
petitiveness by executing IM

C
 (Integrated M

arketing C
om

m
unication) strategies. 

R
einforcing Q

P M
arket D

om
inance

W
e w

ill further reinforce Q
P

 (quality price) m
arket dom

inance through aggressive distribution
netw

ork expansion strategy to achieve our sales target by securing diverse types of stores including
discount stores. 

Establishing Future G
row

th B
ase

W
e w

ill robustly establish future grow
th foundation by expanding our existing overseas m

arket such
as C

hina and by laying grounds for our business base in unexplored overseas m
arkets such as India

w
hile further expanding our dom

estic sales netw
ork such as sports-specialized stores and hybrid

stores. 

E
n
h
an
cin

g
C
o
re
B
u
sin

ess
C
ap
ab
ilities

Establishing Perform
ance-based Culture and Fostering Core M

anpow
er

Perform
ance-based culture shall be further stim

ulated by increasing evaluation-based rew
ards and

by exercising disciplinary m
easure on non-perform

ing em
ployees. W

e w
ill also m

ake efforts to foster
core m

anpow
er by recruiting outstanding professionals in the industry and help them

 settle dow
n in

the com
pany. 

Enhancing D
esign Capabilities

W
e w

ill enhance our in-house design capabilities by providing specialized design training, creating
m

eaningful evaluation system
s, and reinforcing design ties w

ith external institutions. 

Innovating M
D

 Process
W

e w
ill innovate M

D
 process through speedy custom

ization and close relationships w
ith affiliated

com
panies.
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B
acked by explosive grow

th of dom
estic outdoor m

arket, ̂
K

olon Sports_
m

ade vigorous efforts to
attain the position as N

o.1 outdoor brand in K
orea. ̂

K
olon S

ports_
upheld distribution

com
petitiveness by establishing K

O
P, a large-sized outdoor concept store, and renew

ing the existing
stores. ̂

K
olon Sports_

also tried to differentiate its products as w
orld-class functional products

through close strategic ties w
ith various research institutions at hom

e and abroad. In 2006, w
e w

ill
continue expanding distribution channels in the areas w

e are behind our com
petitors and further

reinforce our brand pow
er by expanding product lines such as casuals and developing specialized

products tailored for each distribution channel. At the sam
e tim

e, w
e w

ill lay a foothold overseas for
further entrenchm

ent in unexplored m
arkets such as C

hina. W
e w

ill also im
prove the utilization of e-

K
olon cards, enhance P

P
L, and enrich com

m
unications w

ith custom
ers through diverse activities

including charity fund, spirit m
arketing and m

any others. W
ith this various efforts, w

e w
ill continue to

increase our sales ratio of loyal custom
ers by further securing their brand loyalty.

Launched in M
arch 2004 as ‘Prem

ium
 O

utdoor C
asual B

rand’, ̂
Tim

berland_
is a w

orld fam
ous brand

w
ith a total K

R
W

 2 trillion in sales w
orldw

ide. F
nC

 K
olon both directly im

ports and sells
^

Tim
berland_

by license. ̂
Tim

berland_
possesses high grow

th potential as can be seen from
 such

factors as strong brand recognition, current favorable conditions in outdoor m
arket and the

m
anagem

ent capabilities of outdoor fashion as proven through ̂
K

olon Sports_. W
hile our m

ajor cash
cow

 ̂
K

olon Sports_
pursues traditional outdoor fashion m

ainly targeted to the custom
ers in the 30’s,

^
Tim

berland_
pursues m

ore young and casual style. B
y linking production and distribution system

s
w

ith the existing ̂
K

olon S
ports_, ̂

Tim
berland_

secures stable early-stage production and
distribution base and expands the proportion of clothes backed by stable grow

th of the shoes.
^

Tim
berland_drives its grow

th strategy tow
ards Total Fashion O

utdoor B
rand, and in line w

ith this,
w

e w
ill expand w

om
en’s lines up to 50%

 going forw
ard. 

Last year ̂
Activ_

executed various strategies such as establishing production base in C
hina and

N
orth K

orea, thereby securing cost com
petitiveness. ̂

Activ_
also strove to secure new

 distribution
channels including hom

e shopping, Internet shopping, and street m
ulti shops. G

oing forw
ard in 2006,

w
e plan to foster ̂

Activ_
as N

o. 1 hom
e shopping sports brand by differentiating our products using

special functional m
aterials in our product design. 
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FnC
 K

olon’s Sports Business is m
ainly led by outdoor brands including the leading outdoor brand

^
K

olon Sport_
and

 ̂
T

im
berland_, launched

 in M
arch 2004. O

ur Sports B
usiness also includ

es

^
A

ctive_, w
hich is m

ainly sold through new
 sales channel, hom

e shopping and group supplies to

com
panies. A

ll in all, the C
om

pany’s Sports Business accounted for 40.3%
 of total brand sales on the

back of high brand recognition in the m
arket. W

e are also w
ell equipped w

ith system
atic brand

m
anagem

ent and efficient sales netw
ork operation know

-how
. In 2005, w

ith the rapid grow
th of

outd
oor m

arket, ̂
K

olon Sport_show
ed

 favorable results and
 the prod

uction efficiency greatly

im
proved w

ith the expansion of C
hinese production facility and the m

anagem
ent integration of

outsourcing com
panies. In 2006, FnC

 K
olon’s Sports Business w

ill exert our utm
ost to achieve the

best results centered on m
ajor tasks including ‘

Enhancing Product Pow
er of Each Brand’, ‘

Securing

D
istribu

tion N
etw

ork C
om

p
etitiveness’, ‘

E
nriching C

om
m

u
nications w

ith C
u

stom
ers’, and

‘
Establishing Store-oriented M

anagem
ent’. S

ports
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^
H

ead_
strives to restore the profit structure through efficiency-oriented brand operation rather than

expansion in external size. W
e shut dow

n non-efficient stores, increased efficiency by unit store,
renew

ed stores using new
 SI and laid foundation for sales increase by im

proving the com
petitiveness

of ̂
H

ead_street stores. C
urrently, ̂

H
ead_is m

ainly investing in the activities related w
ith tennis and

ski in line w
ith our m

arketing activities to reinforce ̂
H

ead_
sports im

age. Furtherm
ore, ̂

H
ead_

w
ill increase our sales as a cash cow

 by enhancing our product pow
er through planned

launch of new
 ̂

H
ead_

underw
ear lines and developm

ent of leading products. W
e w

ill
also im

prove the distribution com
petitiveness through securing efficient stores and

renew
ing existing stores.

^
H

enry C
otton’s_, a traditional brand w

hose style naturally com
bines the B

ritish
traditional restraint and the Italian m

odern refinem
ent, enhanced the profitability

by cutting cost through the production m
ove to C

hina and by increasing the
distribution efficiency of the existing stores. In addition, w

e strove to im
prove the

efficiency of the directly im
ported goods by em

phasizing the original concept and
thereby reducing the level gap betw

een existing direct im
ports and dom

estically
developed special products. In 2006, ̂

H
enry C

otton’s_
w

ill expand product range by
further segm

enting the lines and open new
 stores, expanding our sales volum

e. In
addition, w

e w
ill im

prove our brand recognition and preference level by sending out
periodic D

M
s using e-K

olon card custom
ers and departm

ent store database.

K
orea’s m

ost recognized national casual brand, ̂
1492M

ILES_
endeavored to im

prove
the profit structure based on efficient m

arketing investm
ent and distribution structure

m
anagem

ent. ̂
1492M

ILES_
focused on core stores w

hile expanding C
hinese production

and shutting dow
n inefficient stores. W

e also changed our planning system
 to SPA-type

brand and thereby securing price com
petitiveness and m

axim
izing sales efficiency. W

e
have also expanded our m

arketing activities through reinvigorating on-line m
arketing. All

in all, ̂
1492M

ILES_
m

ade various activities in its first year as a long-run brand w
hile

enhancing the brand substance rather than appearance. G
oing forw

ard in 2006,
^

1492M
ILE

S_
plans to successfully renew

 the brand im
age. W

e w
ill pursue young

traditional-m
odern brand im

age and establish ourselves as profit-generating brand m
odel

as w
e stably enter the m

arket w
ith integrated B

.I. and S
.I. In addition, w

e w
ill also

differentiate ourselves from
 other com

petitor brands by enhancing our m
en’s lines. 

Launched in F/W
 season in 2004, a ‘M

etro O
utdoor C

oncept’ casual brand, ̂
Andw

elt_
has

executed m
arketing activities w

ith high-functional product differentiation strategy
targeted to specialized career individuals. B

ased on differentiated products such as FX
series products, ̂

Andw
elt_

tried to stably enter the m
arket; and, currently plans to refurbish

the brand. 
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A
ccounting for 28.0%

 of our total sales as one of our m
ajor business lines, FnC

 K
olon’s C

asual

Business includes the brands such as ̂
H

ead_, ̂
H

enry C
otton’s_, ̂

1492M
ILES_

and ̂
A

ndw
elt_.

D
uring the last year, C

asual B
usiness focused

 m
ore on recovering profit-generating structure

through operating efficiency-oriented brands rather than expanding its size. In line w
ith this, w

e

executed store efficiency policy through w
hich w

e shut dow
n inefficient stores and focused on

m
arketing activities and product support for the core stores. A

s a result, despite the slight decrease in

total sales, the gross profit m
argin im

proved greatly. In 2006, w
e w

ill continue to renew
 our stores

and brands, enhance our product pow
er by subdividing the lines and put forw

ard w
ith efficient

store m
anagem

ent program
s w

hile bold
ly scraping the brand

s failing to achieve stable profit

structure. A
s such, w

e w
ill prom

ote both sales grow
th and the restoration of profit generating

structure through efficient brand m
anagem

ent. In addition, w
e w

ill im
prove our brand recognition

by m
axim

izing ou
r brand

 exp
osu

re throu
gh variou

s activities su
ch as cu

ltu
ral events, star

m
arketing, low

-cost PPL and on-line m
arketing.

C
aual
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O
u

r P
rem

iu
m

 Fash
ion

 B
u

sin
ess in

clu
d

es ̂
M

arc Jacobs_, ̂
M

arc by M
arc Jacobs_,

^
C

hristian Lacroix_
and ̂

Jim
m

y C
hoo_. The sales in this business greatly increased in

term
s of absolute sales am

ount w
ith expanded sales netw

ork and by each store. W
e have

been expanding stable brand sourcing through strategic alliance w
ith LV

M
H

 and focused
on exp

and
ing sales netw

ork based
 on secu

red
 p

rofit stru
ctu

re and
 im

p
roving the

efficiency of the existing stores. W
e w

ill continue to create synergies w
ith the existing

business lines by introducing the global standard of the w
orld-class fashion com

pany such
as LV

M
H

 in FnC
 K

olon’s other business lines as w
ell. In 2006, w

e w
ill set and achieve the

target by store in order to establish profit-generating base for im
ported products. W

e w
ill

also try to reduce discount rate, im
prove sales ratio and expand our business based on

efficient sales distribution netw
ork. To establish prem

ium
 custom

er m
anagem

ent system
,

w
e plan to provide 1:1 sales prom

otion and co-m
arketing w

hile setting and achieving
targets by V

IP custom
er. In addition, w

e w
ill continue our efforts to secure future grow

th
engine by introducing global fashion brands and the brands w

ith the potential to be a
m

ega brand.

P
remium F

ashion

R
e

vie
w

 o
f O

p
e

ra
tio

n
s2
1

2
0

FnC
 K

olon’s G
olf Business includes ̂

Jack N
icklaus_

and ̂
Elord_, accounting for 26.2%

 of the total

brand sales. The early year of 2005 show
ed a slight decrease in sales caused by retracted golf m

arket

in the early part of the year and prolonged econom
ic recession. H

ow
ever, entering the latter half,

backed by im
proved sales structure centered on norm

al sales, G
olf Business sales grew

 by 7.5%

w
hile im

proving 11.3%
 in gross profit after Septem

ber 2005. In 2006, w
e w

ill pursue the N
o. 1 brand

in the sector and greatly increase sales through im
proving profitability and operating custom

er-

centered m
anagem

ent. In addition, w
e w

ill upgrade our sales pow
er by securing talented sales force

an
d

 establish
in

g
 store-v

isitin
g

 cu
stom

er m
easu

rem
en

t sy
stem

. W
e w

ill im
p

rov
e ou

r

production/planning efficiency by further cutting cost as w
e im

prove productivity per person

throu
gh the p

rocess reestablishm
ent and

 stand
ard

ization. D
esign cap

abilities shall also be

reevaluated and enhanced through various efforts.

G
olf
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^
Jack N

icklaus_
has firm

ly established its position as K
orea’s top leading brand in the adult casual

m
arket since it first explored dom

estic golf w
ear m

arket, alm
ost a barren area in the fashion industry

at the tim
e. In 2005, ̂

Jack N
icklaus_

continued expanding m
arketing activities em

phasizing on the
new

 brand im
age as adult casual beyond the lim

itation as a golf w
ear. W

e focused on store-oriented
sales prom

otions, shut dow
n inefficient stores and renew

ed the store VM
D

. W
e also expanded our

product range and sales through differentiated planning tailored to the characteristics of stores such
as departm

ent stores and agencies. In 2006, w
ith a clear target of becom

ing N
o. 1 brand in

segm
entation, w

e w
ill launch and stabilize the casual lines, thereby im

proving the agencies’
profitability and firm

ly positioning ourselves as N
o. 1 brand in departm

ent stores. Furtherm
ore, w

e
w

ill expand our business in C
hina and give our utm

ost to becom
e the best brand in K

orea and abroad.

Pursuing the best prem
ium

 golf brand, ̂
Elord_

proceeded w
ith various strategies to secure profit

structure of the business based on w
ell accum

ulated brand recognition and preference advantages
through successful sport m

arketing activities including PG
A, LPG

A golf pros, N
a Sang W

ook and Ahn,
Shi H

yun. Apart from
 the Seoul M

etropolitan C
ity, ̂

Elord_
continues to expand geographically by

increasing its volum
e, pursuing m

ore efficient local departm
ent store strategy and expanding street

stores. In 2006, ̂
E

lord_
w

ill continue to enhance the prem
ium

 im
age beyond the products’

functionality and im
ported brand im

age w
hile expanding our custom

er base w
ith a w

ide product
range. In term

s of clothes, w
e w

ill offer custom
er-oriented m

anagem
ent by satisfying custom

ers
w

ith perfectionism
 and for club custom

ers, w
e w

ill establish sales &
 custom

er m
anagem

ent system
to m

ake our custom
ers to becom

e lifetim
e partners through specific custom

er database
m

anagem
ent program

. 
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C
o
rp
o
ra
te
P
ro
file

Spun off in 2000 from
 K

olon International C
orp., K

olon Fashion is a leading

fashion com
pany w

ith 7 high-profile brand portfolios in m
en’s/w

om
en’s

/casual m
arkets. W

hile having started w
ith a brand specialized in m

en’s
suit in d

epartm
ent stores, K

olon Fashion tried
 to d

iversify its sales

channels and
 exp

and
ed

 to casu
al m

arkets by bold
ly changing its

bu
siness m

od
el. C

u
rrently, K

olon Fashion op
erates m

en’s fashion

brand
 ̂

M
anstar_, ̂

M
anstar C

asu
al_, ̂

C
hristian L

acroix H
om

m
e_,

^
A

rp
p

egio_, and
 ̂

G
G

IO
 II_, w

hich have p
roven K

olon fashion’s
success in sales channel diversification, and a fam

ily brand ̂
J. Polack_, at

w
hose early stage explosive sales grow

th is expected
, and

 a w
om

en’s

brand ̂
Q

U
A
_. Since D

ecem
ber 2004 w

ith the m
anagem

ent integration w
ith

FnC
 K

olon, K
olon Fashion is poised to leap forw

ard as a specialized fashion

com
pany. C

urrently, K
olon Fashion hires a total of 190 em

ployees w
ith 315

distribution netw
orks.

K
OL

O
N

 F
ashion
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^
M

anstar_,̂
M

anstar C
asual_, and ̂

C
hristian Lacroix H

om
m

e_
w

ill reshuffle brand im
age w

ith new
B

I and SI, renovate the interior designs and start the m
arketing activities in earnest starting 2006. To

im
prove our sales pow

er, w
e w

ill increase custom
er’s purchasing pow

er by expanding the
subscription of e-K

olon cards. ̂
M

anstar_
w

ill expand young m
ind products such as ̂

M
anstar blue

line_
and ̂

M
anstar C

asual purple line_. In addition, w
e w

ill im
prove our target product selection

ability by im
proving planning process and executing store-responsible order taking system

.
Furtherm

ore, through strategic alliance w
ith Italian com

panies, w
e w

ill cut cost further w
hile

proceeding w
ith overall renew

als and relocating stores for better results. 

A neo-traditional business suit, ̂
Arpeggio_

and ̂
G

G
IO

 II_
target young business m

en in their 20~30’s,
w

ho pursue practical and com
fortable lifestyle. W

ith a success in channel diversification, these
brands recorded N

o.1 m
arket share in discount stores (E-M

art and H
om

eplus). In 2006, w
e w

ill
further diversify our sales channels, secure cost com

petitiveness by increasing volum
es, and

enhance the brand capabilities through new
 B

I renew
al. 

Fam
ily casual brand ̂

J. Polack_
is a new

ly launched brand in 2004. Since 2005, w
e have been striving

to diversify sales channels, and as a fruitful result, recently saw
 explosive sales grow

th. G
oing

forw
ard, w

e w
ill secure cost com

petitiveness through larger volum
e and reinforce our brand

capabilities by increasing re-buying rate through m
arketing using star m

odels and securing loyal
custom

ers.

Launched in 2001, ̂
Q

U
A_

is K
orea’s first SPA-type w

om
en’s young casual brand. U

nbound by a fixed
concept, ̂

Q
U

A_
is a lifestyle-leading brand that suggests one-tim

e/off-tim
e w

ear and accessories,
and other fashion item

s by introducing various products every tw
o w

eeks, tailored to the seasonal
fashion trend. In 2005, ̂

Q
U

A_
secured 40 sales channels and achieved K

R
W

 25 billion in sales, rapidly
grow

ing to rank the 2
ndm

ost favored brand in the segm
ent. In 2006, w

e w
ill put our enduring efforts

to im
prove brand recognition and preference by further reinforcing various m

arketing activities
including cultural events, star m

arketing, low
-cost PPL, and on-line m

arketing. 



F.I.K
(F
a
sh
io
n
In
stitu

te
o
f
K
o
lo
n
)

F.I.K
 w

as established in 1989 to foster fashion specialists so that K
orea can leap forw

ard as fashion-

advanced country. H
aving narrow

ed the gap betw
een university education and on-site operations

and retrained staff in charge, F.I.K
 strove to offer on-site oriented job training to raise specialists to

the requirem
ent of fashion industry. The closely-related industry-academ

y project lectures w
ith

K
orea’s fashion pow

erhouse, FnC
 K

olon and active curricula prepared by practice-based professors

consisting of actual staff in the site of fashion industry are just som
e exam

ples of F.I.K
 m

erits that are

differentiated from
 other institutions w

here sim
ple cram

m
ing lectures are given. 

Starting w
ith its recent m

ove to K
olon H

eadquarters at Tongui-dong, F.I.K
 is poised to take another

grand leap forw
ard w

ith new
 vision and resolution to becom

e a w
orld-class fashion education

institution w
hile upgrad

ing K
orea’s fashion specialists. F.I.K

 provid
es practical-based

 training

services focused on sales and m
arket to foster genuine specialists com

panies need. F.I.K
 w

ill also

m
ake d

iversified
 efforts su

ch as to invest abu
nd

antly in facilities to foster p
eop

le need
ed

 by

com
p

anies and
 global fashion bu

siness ind
u

stry in an international era, d
iverse cu

rricu
lu

m
,

upgraded industry-academ
ic related program

s, detailed school affairs m
anagem

ent, em
ploym

ent of

graduates and m
any others.  

The regular course operated as M
aster courses is com

posed of curriculum
s w

ith industry-academ
ic

program
s to foster fashion business leaders for them

 to forecast new
 m

arket changes and trend. The

students are bestow
ed w

ith F.I.K
 M

aster certificates, accredited in the industry, after passing a strict

graduation exam
 supervised by staff in the industry. In case of on-site training course, F.I.K

 w
ill

introduce differentiated curriculum
s tailored to com

pany on-site operations so that the staff on-site

can have broader view
 and provide up-to-date fashion inform

ation suitable for fashion business

d
evelop

m
ent. Fu

rtherm
ore, F.I.K

 w
ill be reborn as an innovative lead

ing fashion sp
ecialized

education institution strictly on-site oriented and best suited for fostering global fashion specialists.

F.I.K
(F
a
sh
io
n
In
stitu

te
o
f
K
o
lo
n
)
H
isto

ry

F.I.K
 w

as opened on M
arch 20, 1989 in order to foster m

arketing-oriented fashion specialists by FnC
 K

olon. F.I.K
aim

s to foster people in various areas into fashion specialists equipped w
ith w

orld-class practical know
ledge,

future-oriented and international capabilities. 

F.I.K
 regular courses w

ill be w
idened from

 2006 as the qualifications gets w
ider from

 college graduates to include
high school graduates, providing students w

ith various education opportunities. In addition, F.I.K
 w

ill prepare
night staff courses so that on-site specialists get specialized know

ledge and retraining of functions, thereby
prom

oting further developm
ent of fashion industry. As such, F.I.K

 has grow
n up till now

 as a gatew
ay to the

fashion industry. F.I.K
 has also established its position as a fashion industry education leader since Jan. 1993

w
hen F.I.K

 started inform
ation business after m

erging K
olon Fashion System

 (K
FS) under K

olon C
o., Ltd. 

F.I.K
L
in
k
a
g
e
P
ro
g
ra
m
s
w
ith

F
a
m
o
u
s
F
o
re
ig
n
F
a
sh
io
n
S
c
h
o
o
ls

(1) Italian D
om

us A
cadem

y Education Linkage
In 2004, F.I.K

 started to provide European-style curriculum
s through linked education system

 w
ith fam

ous Italian
fashion school D

om
us Academ

y. In accordance w
ith strategic alliances betw

een F.I.K
 and D

om
us Academ

y, F.I.K
graduates w

ill be provided w
ith various benefits if they enter D

om
us Academ

y. To the request of F.I.K
, both

parties com
e together to discuss on such m

atters as curriculum
 developm

ent and education system
 operations.

In addition, instructors in F.I.K
 and D

om
us Academ

y m
ake lecture exchanges 2~3 tim

es a year, w
hile both parties

holding various kinds of sem
inars. Located in M

ilano, Italia, D
om

us Academ
y w

as established as International
D

esign G
raduate School and fam

ous for graduate-school level institution fostering specialists targeted on
experienced staff.

(2) Creates R
egular Fashion R

elated Courses at Zhongshan U
niversity in 2007

F.I.K
 w

ill m
ake inroads to C

hina as the first K
orean fashion education institute in 2007. F.I.K

 m
ade agreem

ent w
ith

H
w

ashin G
roup for the establishm

ent of ‘C
hina C

ulture Education Investm
ent D

evelopm
ent C

o., Ltd. (interim
)’, a

K
orea-C

hina education venture com
pany to foster international specialists through collaboration w

ith C
hinese

fashion education sector. In accordance w
ith the agreem

ent, F.I.K
 w

ill operate 3 fashion-related departm
ents

w
ith 300 students including ‘Fashion D

esign’, ‘Fashion M
anagem

ent’, ‘VM
’ from

 early 2007. The cultural
program

s and sophom
ore classes w

ill be operated in C
hina, w

hile junior and senior classes w
ill be operated in

K
orea to graduate genuine fashion specialists to the requirem

ent international era.    
Located in G

uangzhou, Zhongshan U
niversity is the best national university in G

uangdongsheng. The university
w

as first established by C
hinese reform

ist Son, M
oon. W

ith 4 cam
puses, 50,000 undergraduate and 15,000

graduate students, Zhongshan U
niversity is one of the m

ost fam
ous universities in C

hina.

F.I
.K
 
(F
ashion I

nstitute of K
olon)

F
IK

F
IK2
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「
K

olon Sports」
is a 32-year old traditional outdoor brand that

realizes the gist of outdoor w
ear and supplies by being faithful to

nature and hum
anity and has firm

ly established itself as K
orea’s N

o. 1
outdoor brand. 「

K
olon Sports」

has alw
ays pioneered to develop advanced

products through actual tests and has been engaged in various activities to
spread outdoor culture beyond providing products. 

In 2005, through our TV-C
F ‘B

orn to be Extrem
e’, 「

K
olon Sports」

further
strengthened the specialized outdoor im

age of overcom
ing the extrem

ity. In
addition, to spread m

ore specialized m
ountain-clim

bing culture, w
e m

ade 〈
K

olon
Sports C

hallenge Team
〉, consisting of alpine and clim

bing sectors, and actively
sponsors pro clim

bers, Son, Sang W
on and K

o, M
i Yeong. 「

K
olon Sports」

also holds
various kinds of m

ountain-clim
bing com

petitions to help people polish their skills, w
hich

includes 〈
M

ountain-clim
bing C

om
petition〉, 〈

N
ational Athletic M

eeting “
M

ountain”〉
(K

olon
Sports Ice-clim

bing C
om

petition) am
ong others. 「

K
olon Sports」

supports 20-year-old (K
olon

C
lim

bing School) as a pioneer spreading specialized m
ountain-clim

bing culture. B
y operating

(Local Specialist) system
, 「

K
olon Sports」

provides substantial and useful inform
ation about

K
orea’s fam

ous m
ountains on our hom

epage. At the sam
e tim

e, 「
K

olon Sports」
delivered to the

children cancer patients the total profits from
 the sales of specially planned 〈

N
ew

 Life to C
hildren〉

T-
shirts w

hile providing various social contribution activities including rescue activities for P
akistani

people. 
In R

&
D

, 「
K

olon Sports」
successfully developed ‘8851 Expedition Series’,in w

hich overseas expedition team
can stand in the extrem

e w
eather conditions by using new

 technology coupled w
ith their challenge and w

ill. W
e

w
ill continue to exert our efforts in R

&
D

 of technical w
ear going forw

ard.  
In 2006, 「

K
olon Sports」

w
ill accelerate ourselves to secure N

o. 1 outdoor m
arket position by developing better

com
m

ercial blocks through com
petition strategy m

ap and by opening global stores.

Fashion sports leading brand「
H

ead」
is a future-

oriented sports w
ear that com

bines sports technology
w

ith fashion life in line w
ith ‘H

ybrid Life Sports’ concept.
W

ith the brand nam
e stem

m
ing from

 H
ow

ard H
ead, the

originator of m
etal ski, 「

H
ead」

started as a total sports brand
since H

ead G
roup w

as established in 1993 w
hen Austrian N

ational
C

orporation Austria Tabak A.G
. m

erged Tyrolia, M
ares. 「

H
ead」

has
been reborn as a representative sports casual brand by launching new
lines on trend and exerting R

&
D

 activities on high-functioning m
aterials. 

In 2005, 「
H

ead」
tried to deliver the brand im

age of alw
ays being w

ith sports by
holing or sponsoring K

orea’s various fam
ous tournam

ents or events in various
sports such as Tennis, M

arathon, Volleyball including ‘H
i-Seoul C

heonggechun-H
an

R
iver M

arathon’.
In line w

ith w
ell-being trend, 「

H
ead」

produced a pilates D
VD

 w
ith D

ong Ah TV and generated
profits from

 D
VD

 sales w
hile m

aking PR
s for the brand. Leveraging on our successful turnaround

through incom
e rise, 「

H
ead」

is poised to take another leap as specialized sports w
ear. 

In 2006 going forw
ard, w

ith our clear target as a cash-cow
, w

e w
ill develop various products, strengthen

sales netw
ork, create m

ore profits through sales boost for the C
om

pany, and be m
ore preferred 「

H
ead」

to
custom

ers through various sports m
arketing and prom

otion activities.

K
orea’s representative brand w

ith 22-year history, 「
Activ」

has alw
ays been there

w
ith sports history as an official partner for international gam

es including ’86
A

sian G
am

es, ’88 Seoul O
lym

pics, 2000 Sydney O
lym

pics. A
s 「

A
ctiv」

has
focused on order-taking business, w

e produce various item
s from

 sports
w

ear, casual and uniform
 to fill the orders from

 public institutions and
com

panies. 「
Activ」

also focuses on developing new
 item

s ranging from
outdoor leisure products and golf-related products. In addition, in
line w

ith custom
ers’ practical purchasing pattern change, 「

Activ」
explored on-line and TV hom

e shopping areas and continued its
expansion in this area such as m

aking strategic alliance w
ith

K
orea’s representative hom

e shopping channel. In the
future, 「

A
ctiv」

w
ill m

ake our firm
 position as national

sports brand by taking steps tow
ard custom

ers first
th

rou
gh

 tailorin
g to reason

able an
d practical

custom
ers’ fashion needs in various areas such as

design, color, functional details, and m
aterials. 

C
asual-style outdoor 「

Tim
berland」, a w

orld-fam
ous lifestyle brand established in 1973, has been

expanding its custom
er base since its first K

orea launch in M
arch 2004 through FnC

 K
olon. To

overcom
e w

idely-held perception of 「
Tim

berland」as casual brand as it pursues the bridge
zone betw

een outdoor and traditional, w
e w

ill further strengthen the outdoor functionality
going forw

ard. In this respect, w
e w

ill present young and interesting factors by adding
casual sentim

ent for details and design w
hile still possessing high function as

outdoor w
ear. In addition, by focusing on m

ulti-looks enabling both tow
n w

ear
and outdoor in such occasions as tracking, hiking and travels, w

e w
ill

differentiate the brand by suggesting w
earable and natural outdoor look.

In 2005, 「
Tim

berland」
expanded the custom

er base through co-
prom

otion w
ith K

ia M
otors and aggressively executed brand P

R
activities through co-m

arketing w
ith C

hrysler’s Jeep at Seoul
M

otor Show
. In addition, 「

Tim
berland」

also spreads our love
an

d th
ou

gh
ts for n

atu
re an

d en
viron

m
en

t th
rou

gh
environm

ent production cam
paign such as 〈

E
arth

D
ay〉. W

e w
ill focus on securing m

ania custom
ers

by form
ing brand culture through volunteer

activities, cultural events and support for
environm

ent clubs as w
ell as adding eco-

friendly relationship.



「
1492M

ILE
S」

is a national
casual brand pursuing the N

o. 1
brand pow

er based on neat style
and high-quality products. 「

1492M
ILES」

is a com
bin

ation
 of C

olu
m

bu
s’ great

voyage in 1492 and a unit of distance ‘M
ILES’,

‘1492’ stands for freedom
 and ‘M

ILES’ stands for
youth. 「

1492M
ILES」

suggests youngsters challenging
spirit seeking energy, passion and new

 future dream
and hope of the 21

stcentury and the lifestyle young
generation can feel the freedom

 through fashion style and
culture.
In the latter 2005, 「

1492M
ILE

S」
renew

ed itself as trendy ‘post
traditional casual’, draw

ing big response from
 young custom

ers. B
y

changing the existing ship-shape sym
bol to a seagull, 「

1492M
ILES」

w
ill

deliver Jonathan Livingston’s im
ages such as challenge, dream

, idea and sky,
fam

ous for ‘A bird flying the highest looks farthest’. As a youngsters’ culture
spreader, 「

1492M
ILES」

has done its crucial role by continuously sponsoring various
cultural events such as university D

aedongjae, festivals, PIPAN
 and m

any others w
here

youngsters breathe. G
oing forw

ard in 2006, w
e w

ill totally renew
 the brand and strive to

spread trendy young fashion w
hile strengthening the brand substance. B

y setting 2006 as the
first year as long-run brand, 「

1492M
ILES」

w
ill be reborn as m

ore loved brand by custom
ers. To

deliver our free and delicate brand im
age, w

e w
ill enhance V.M

.D
 of stores, the m

eeting point w
ith

custom
ers. In latter 2006, w

e w
ill expedite ourselves to becom

e the N
o. 1 post traditional casual brand. 

B
oth tapped w

ith the style and traditionalism
 of golf w

ear, 「
Jack N

icklaus」
is a high-prem

ium
 golf w

ear, introduced in
K

orea through licensing contract w
ith G

olden B
ear C

o., Ltd., w
hich is directly operated by Jack N

icklaus, the best
golfer in the 20

thcentury. Since its launch in 1985, 「
Jack N

icklaus」
has m

aintained m
arket leading position in the

golf w
ear m

arket, creating trend and delivering prestige and dynam
ic im

age as golf w
ear one step ahead of

others. 「
Jack N

icklaus」
also brings pride to custom

ers as prem
ium

 brand that satisfies them
 both as

high-quality D
o G

olf w
ear and everyday w

ear fashions. B
y creating ‘G

olf Field Fund’ based on
charity golf com

petition created by Jack N
icklaus, 「

Jack N
icklaus」raises funds to help

incurable children and w
ill continue to be actively involved in various social contribution

activities in the future. O
ur bold inroad to C

hinese m
arket as part of our global

business reaped tangible results as 「
Jack N

icklaus」
entered high-level golf

brand sales in C
hina in just 3 years after launch, thereby laying grounds

for diversified overseas inroads. Along w
ith our various activities,

「
Jack N

icklaus」
succeeded to secure young custom

ers by
launching trendy ‘Jack C

ollection’ line w
hich reinterprets

Jack N
icklaus’ originality from

 m
odern point of view

s.
In 2006, w

e w
ill expand our custom

er base as w
e

plan to launch casual lines. 「
Jack N

icklaus」
w

ill firm
ly secure our fam

e as a global
brand keeping high-prem

ium
 golf

in
 m

in
d as tradition

al golf
w

ear an
d spirit of th

e
best golfer, Jack

N
icklaus. 

P
u

rsu
in

g 
th

e 
best

prem
ium

 golf brand, 「
Elord」

has been cherished by dom
estic

golf 
fan

s 
th

rou
gh

 
a 

delicate
h

arm
on

y 
betw

een
 

fash
ion

 
an

d
functionality after its launch in Sept. 1989.

U
sing high-quality m

aterials and highly-
sensitive design, 「

E
lord」has form

ed m
ania

custom
ers as being evaluated as a specialized golf

brand for fashionable and high-class golfers. 
In 2005, w

ith successful advance of pro golfers, N
a Sang

W
ook and Ahn, Shi H

yun into the U
.S, 「

Elord」
strengthened the

im
age as ‘D

o-G
olf’ brand in the dom

estic m
arket, draw

ing broad
interest overseas. Furtherm

ore, w
ith successful C

R
M

, w
e upheld our

custom
er loyalty and succeeded to boost our m

arket share am
id serious

sales decrease am
ong com

petitors. In addition, by operating 〈
Elord G

olf
Team

〉
w

ith 80 golfers, 「
Elord」

greatly contributes to the developm
ent of golf.

Especially, through active R
&

D
 and investm

ent in functionality, 「
Elord」

successfully
positioned itself as high-functional w

ell-being golf w
ear w

ith ‘W
ellness’. 

In 2006, through line segm
entation, 「

Elord」
w

ill be actively engaged in securing broad
custom

er base by launching life-related products. In addition, w
hile firm

ly establishing our
base overseas, w

e w
ill strengthen our positioning as N

o. 1 golf brand through prem
ium

 fashion-
oriented brand strategy. 

W
om

en’s young casual brand 「
Q

U
A」

is a representative w
om

en’s brand, creating SPA-type brand
boom

 in K
orea since its launch in 2001 as SPA(Special store retailer of Private lavel Apparel)-

type brand. R
ecording 50~60%

 grow
th rate every year for the five years after 2001, 「

Q
U

A 」
has

firm
ly established its position as unique SPA-type brand. W

ith a slogan ‘I am
 the Trend’,

「
Q

U
A」

plans to present products reflecting the trend 100%
 and w

e also seek various
strategies for our custom

ers to easily buy up-to-date products at a reasonable price
range. 
W

e also m
ade diversified advertising, m

arketing and rationalized the overseas
outsourcing and m

aterial purchasing as w
ell. W

e also executed strategic brand
m

anagem
ent by increasing product turnover through w

eekly new
 product

display and repeated purchasing of the products. Through inform
ation share

w
ith w

orld-fam
ous French fashion inform

ation com
pany ‘N

elilodi’, 「
Q

U
A」

sw
iftly reflects the w

orld trend, thereby establishing its fam
e as SPA-type

brand.
In 2002, w

e opened ‘Q
U

A M
all’ on the Internet and the site gets very

popular as ranked unquenchable N
o. 1 in R

anking.com
’s fashion

sector site. The m
all fast updates various fashion-related new

s
and trendy products and operates custom

ers’ corner. 「
Q

U
A」

opened a large-scale flagship store at G
angnam

 upon launch
and in 2005, w

e opened various antenna shops at Apgujeong
R

edeo Street and M
yung-dong, spreading leading trend

as the shops feel and accept the trend. Apgujeong store
got popular as it used fashion graphic VM

D
 as N

elilodi
suggested. O

n the second floor of tw
o-story M

yung-
dong shop, there locates a sw

eet cafe, w
hich sells

cheese cakes and beverages, offering young
w

om
an custom

ers a unique place for rest and
shopping. In 2006, 「

Q
U

A」
w

ill m
aintain its

prestige as K
orea’s representative SP

A-
type brand.  



A signature brand of M
arc Jacobs, Louis Vitton’s head designer, 「

M
arc

Jacobs」
is leading the latest trend, spotlighted as the best designer brand.

Especially, his handbags w
ith w

orld-fam
ous celebrities’ signatures has long

been fam
ous as a prerequisite item

 am
ong trendsetters.

「
M

arc by M
arc Jacobs」

is a diffusion line of 「
M

arc Jacobs」, pursuing free and stylish m
ix &

m
atch and presenting hippy, pop art-style color sense, targeted at younger custom

ers. W
ith

reasonable price and practical design, 「
M

arc by M
arc Jacobs」

is a fam
ous global brand in

im
ported bridge line. 

A
 bran

d for fresh
 an

d en
ergetic

bu
sin

essm
an

 in
 th

eir 30’s an
d 40’s,

「
M

anstar」
has established itself as the best

m
en’s brand since its first launch in 1983 based

on tradition, design and technology. B
ased on a

slogan ‘Even Thinking about C
ustom

ers’ H
ealth’, in line

w
ith health m

arketing, 「
M

anstar」
has developed function-

oriented suits by applying various technologies. 「
M

anstar」
has

been form
ing its fam

e as K
orea’s best w

ell-being brand as it
introduced ‘silver plus suit’ that applies the characteristics of silver
for health, ‘vitam

in suit’ that contains vitam
in in the clothes good for

skins, ‘air-conditioning suit’ that circulates air by recognizing the body
status, to nam

e a few
. The tailor-m

ade suit, fam
ous for zero errors by

m
easuring the body on over 20 spots, is one of our popular products as high-

quality tailor-m
ade style suit. Along w

ith these lines, w
e launched a high-quality, non-

adhesive prem
ium

 line ‘black line’, and held a w
edding prom

otion w
here w

e offers a
different benefits for custom

ers before their w
edding. In 2005, w

e launched ‘blue line’ for
leading trendsetters and lead developing no-pad suit-tailoring technique and patterns for
K

orean body shape. In addition, w
e opened 「

M
anstar W

ebzine」(w
w

w
.m

anstarzine.co.kr), an online
m

agazine for m
en in their 30-40’s, creating sound and interesting cultural spaces w

here m
en can

enjoy their lifestyle. 
In latter 2006, w

e w
ill further solidify our standing as young and trendy m

en’s representative brand by driving
extensive brand renew

al upon the strategy, ‘C
hange everything but nam

e’.

「
Christian Lacroix H

om
m

e」
is w

orld-fam
ous French designer m

en’s brand, w
hich w

as first introduced by
Kolon Group through strategic alliance w

ith LVM
H

 Group. 
Am

id M
asstige m

arket expansion as im
port goods expansion in m

en’s w
ear m

arket and increasing
introduction of foreign brand into Korea, 「Christian Lacroix H

om
m

e」has firm
ly secured its N

o. 1 position
as trendy character m

en’s w
ear creating ‘m

etro sexual’ fever since its launch in 2004. 
D

raw
ing attentions by fashion m

odels and popular celebrities for trend-leading design, 「
Christian

Lacroix H
om

m
e」has secured the trend-leading brand recognition through successful PPL of fam

ous
m

an stars such as Cho, In Sung in dram
a ‘Spring Day’. 

Along w
ith this popularity, 「

Christian Lacroix H
om

m
e」

has show
n high sales perform

ance
com

pared w
ith 2004 by opening stores in m

ajor departm
ent stores at Gangnam

 such as Galleria
Apgujeong, Shinsegae Gangnam

 and H
yundai Trading Center. In 2005, our color m

arketing w
as

evaluated as very successful to show
 brand color effectively as w

e presented an event ‘Free
Orasom

a (Color therapy for soul)’, through w
hich w

e can understand the status of body,
em

otion, ego and soul by its color energy that reflects ow
n soul’s color and genuine shape, get

rid of im
balance, and heal the soul. In Decem

ber 2005, 「Christian Lacroix H
om

m
e」also held

‘Before Christm
as Party’ for custom

ers at a club garden in Apgujeong, com
m

em
orating the

2
ndanniversary of Korean launch. 

In 2006, 「Christian Lacroix H
om

m
e」w

ill further strengthen its position as a trend-leading
brand through securing sales netw

ork of m
ajor prem

ium
-brand stores and executing

differentiated design strategy.

「
C

hristian Lacroix」
is French designer C

hristian Lacriox’s representative brand, w
ho is applauded

w
orldw

ide broadcasting as ‘G
enius in Fashion, A

lchem
ist of C

reativity’. A
 fam

ous P
aris

designer, C
hristian Lacroix presents unique color and characteristic prints by caring

about color and m
agnificence and m

axim
izing the expression of ‘abundance’, a

character of 1980’s. 「
C

hristian Lacroix」
suggests high-quality lifestyle to

trendsetters through splendid and creative w
ork, m

aintaining its
prestige as prem

ium
 brand.

In 1996,「
Jim

m
y C

hoo」
w

as launched as a luxury shoes &
 handbag brand by M

r. Jim
m

y C
hoo,

queen consort D
iana’s shoe m

aker, and Tam
ar M

ellon, accessory editor of English Vogue.
D

ream
 shoes of m

any H
ollyw

ood stars and w
om

en w
orldw

ide, 「
Jim

m
y C

hoo」
presents a set

of collection that perfectly and luxuriously m
atches in any situations w

ith extrem
ely high and

narrow
 heels and com

fortable fits. 「
Jim

m
y C

hoo」
is w

orld fam
ous as fascinating accessory

brand loved by w
orld celebrities and w

om
en and grow

s into a total accessory brand w
ith its

representative shoes, handbag of ‘Itbag’ and other sm
all leader goods.



A m
en’s brand pursuing m

odernism
 of city em

otion, G
G

IO
 II has been greatly loved by m

any custom
ers for its elegant

design and reasonable prices after its launch in 1992. B
rand nam

e G
G

IO
 II stem

m
ed from

 ‘G
iotto C

lub’, a club
form

ed around young Italian noblem
an D

uke G
iotto in the m

id 14
th

century. ‘G
iotto C

lub’ is a representative
noble club that leads advance culture through activated discussion, sponsor for arts coupled w

ith changed
vision w

ith the advent of the R
enaissance culture that notified the creation of new

 w
orld. 「

G
G

IO
 II」

spreads its brand value by taking their lifestyle, w
hich is represented by advance m

ind, excellent
cultural thoughts, an open lifestyle w

ithout any boundaries. 「
G

G
IO

 II」’s m
odern and em

otional
brand ideology advocates leading young m

en and thereby solidifies its position as trendy m
en’s

w
ear. Furtherm

ore, 「
G

G
IO

 II」
is perceived by custom

ers as 365-day honest brand through
reasonable price, high-quality design and m

aterials. In 2005, 「
G

G
IO

 II」
drew

 big
attention as prom

ising brand as it grew
 by 168%

 in sales com
pared w

ith 2004. Suit
line ‘M

2FLY’ continues to be popular am
ong custom

ers by suggesting the
patterns that greatly enhance the active style and silhouette. Furtherm

ore,
「

G
G

IO
 II」

solidifies its standing as a brand presenting abundant cultural
experience and delivering value through brand m

arketing using brand
m

odel actor Lee, Seo Jin, various seasonal events and prom
otions. 

In 2006, 「
G

G
IO

 II」
w

ill further strengthen its standing as
reasonably-priced flagship m

en’s brand by putting spurs on
expansion of recognition and store as w

ell as sales
increase.

C
lean and w

hite color-based 「
J. Polack」

is a flagship ‘w
hite traditional casual’ brand.

Since its launch in 2004 based on the concept
‘D

elight in B
right W

arm
 B

eauty’, 「
J. P

olack」
pursues new

 lifestyle that interprets the existing
traditional im

age as m
odern. S

uggesting new
-sense

casual through a harm
ony of diverse cultures, 「

J. P
olack」

contains a brand philosophy of respecting various culture and
spirit as it represents Join+ Polychrom

e + C
ulture B

lock Especially
5 basic colors delivers differentiated brand em

otions as follow
s: red

(Life and w
arm

th), orange (W
ill of change, good nature), blue (C

ulture and
youth of high education, festival), beige (Trust and sincerity w

ith harm
ony of

w
hite and brow

n), navy (Treatm
ent and rest, good heart and w

it). The 5 brand
colors reflect positive philosophy of brand and bring bright and delightful im

ages to
custom

ers. In addition,「
J. Polack」

suggests a fam
ily fashion style by putting its m

ain
targets at m

en and w
om

en in their 25~35 w
ho know

 how
 to enjoy their leisure tim

e and
create new

 em
otion-style. The year 2005 w

as a turning point to be stabilized after the brand
launch through product pow

er strengthening and focused investm
ent based on custom

er
analysis. In 2006, 「

J. P
olack」

w
ill m

ake efforts to enhance the brand recognition through m
odel

contracts w
ith top w

om
an talent Lee, D

a H
ae, w

ho w
on fam

e through dram
a ‘M

y G
irl’ and, top m

an
talent, C

ho, Yeon W
oo, fam

ous in dram
a ‘O

h, Please G
od’.

「
H

enry C
otton’s」

is a decent traditional brand w
hose style naturally com

bines the
B

ritish traditional restraint and the Italian m
odern refinem

ent. 「
H

enry C
otton’s」

stem
s

from
 B

ritish golfer Thom
as H

enry C
otton w

hen he first started selling golf w
ear and

products w
ith his nam

e on them
. 「

H
enry C

otton’s」
gathers very deep m

ania layer
custom

ers by suggesting com
fort and functionality w

hile presenting designs
com

bining both sporty style and classical elegance.   
In 2005 celebrating 10

th
anniversary, 「

H
enry C

otton’s」
focused on expanding

custom
er base through diversified and high-quality goods and received favorable

response by suggesting refined design both w
ith prestige and fashion through

prem
ium

 line of ‘C
ollezione Prem

io’ using top-quality details and cloth. Also by
offering denim

-m
ade ‘bluefee’l line, 「

H
enry C

otton’s」
firm

ly set its standing
as trendy traditional brand for those in their 20~30’s. Entering 2006, 「

H
enry

C
otton’s」

w
ill m

ake further efforts to enhance brand recognition and
preference using aggressive PPL, m

arketing using popular m
ovie director

and periodic D
M

 sending utilizing e-K
olon cardholders and departm

ent
store database. In addition, w

e w
ill expand our sales and change profit-

generating structure through concept differentiation and store-
oriented product developm

ent. B
y cutting cost through C

hinese
production and efficiently operating products in accordance w

ith
degrees of stores, 「

H
enry C

otton’s」
w

ill be able to reborn as
K

orea’s traditional brand. 

Launched upon the birth of reasonable and practical m
en’s w

ear
m

arket, m
en’s total brand 「

Arpeggio」
has established its position as

the best m
en’s w

ear brand in discount stores. Targeting consum
ers in

their 20~30’s pursuing reasonableness, 「
A

rpeggio」
gets popular by

providing reasonable K
orean m

en w
ith best quality products at reasonable

prices. Soft m
odern &

 natural style concept 「
Arpeggio」

suggests form
al &

casual w
ear through practical design for both business and everyday life. In

addition, 「
Arpeggio」

w
ill pursue elegant m

en’s style by continuously developing
solid-pattern that em

phasizes slim
y m

en’s silhouette. R
anking N

o. 1 in m
en’s w

ear
in E-m

art stores and continuously m
aintaining its fam

e, 「
Arpeggio」

w
ill take m

ega
brand strategy through active sales netw

ork expansion and highest custom
er

satisfaction.



M
a
rk
e
tin
g

11
FnC Kolon and Kolon Fashion Held 

『
One』

Heart Athletic M
eeting

700 people including Kolon em
ployees and w

orkers throughout
our sales netw

ork gathered together for the one-hearted occasion.  

12
FnC Kolonㆍ

Kolon Fashion Held 『
Brand Day』

Brand day held m
onthly at Gw

acheon Headquarters, prom
oting

public exposures through various events and occasions.

13
Participated in helping poorly-fed people in 
‘Rice Ball Concert’ of M

BC 『
Sunday Sunday N

ight』
M

ade contribution by sponsoring ‘Rice Ball Concert’ to help
undernourished population. 

14
Held 「

Kolon Sports」‘
N

ew
 Life to Children’ Cam

paign 
Helped children w

ith cancers by cam
paign through ‘N

ew
 Life to

Children’ T-shirts.

15「
Head」Launched Pilates Headline DVD

「
H

ead」
launched a pilates DVD w

ith Sun M
i Song, a m

odel &
actress w

ho is renow
n for the athletic life style. (12,000 copies sold)

16「
Andw

elt」
Prom

oted M
ovie M

arketing in ‘April Snow
’

Sponsored clothes for m
ain actor Yong Joon Bae and other supporting

actors in the m
ovie ‘April Snow’.

17『
Head』- PPL on SBS 'Hard Tack Teacher and Star Candy'

Prom
oted brand exposure by providing ̂

H
ead_

clothes to
popular SB

S dram
a 'H

ard Tack Teacher and Star Candy,'
starring Korea’s top class actor and actress, Yoo Gong and Hyo
Jin Gong.

18「
1492 M

ILES」&「
Qua」

Sponsored PIPAN
 

Sponsored the 9th PIPAN
 (Puchon International Fantastic Film

Festival), one of Korea’s 3 international film
 festivals.

19「
M

anstar」
Held ‘BolShoi on Ice’ Prom

otion Event
Sponsored clothes for BolShoi Ice Show

 and held the prom
otional

events for custom
ers.

C
o
-M

a
rk
e
tin
g

20
FnC Kolon &

 Kia M
otors Co-M

arketing 
Held a sweepstake prom

otion for custom
ers together with Kia M

otors.

21
Carried Out ̂

Elord_
&

 Janssen Korea Co-M
arketing

Held̂
Elord_

fashion show
 w

ith Janssen Korea, a pharm
aceutical

com
pany renow

ned for Tylenol. 

22
Held ̂

Tim
berland」

&
 JEEP Co-M

arketing
Conducted co-m

arketing at 2005 Seoul M
otor Show

 w
ith

Chrysler Jeep and held a sum
m

er cam
p.

23̂
Head」

&
 63 Sea W

orld (63 Bldg.) 
Co-hosted Aqua Fashion Show
Held a cool bathing suit fashion show

 in 63 building in the m
idst

of hot sum
m

er.

S
p
o
rts

M
a
rk
e
tin
g

G
olf

01
Held the 48t hKolonㆍ

Hana Bank Korea Open Golf
Successfully held the com

petition through co-m
arketing w

ith
Hana Bank. Choi, Gw

ang Soo Pro ranked the 1st.

02
PGA Sang W

ook N
a Pro, LPGA Shi Hyun Ahn Pro 

By sponsoring clothes and golf-related products to w
orld-class

players, K
olon m

axim
ized the broadcasting and press

exposures.

03
Operates ̂

Elord_
Golf Team

Com
posed of 80 players and contracted pros, dedicated to

developing Korea’s golf sector .

04
Opened DLGA (David Leadbetter Golf Academ

y)
Fosters pro golf players through DLGA by the w

orld fam
ous golf

coach, David Leadbetter.

Sports
05

Held Hi Seoul! Cheonggyechun-Han River M
arathon

Sponsored 
M

asters 
M

arathon 
C

om
petition 

held 
to

com
m

em
orate the restoration of C

hunggyechun (11,000
participants).

06
Hosted the 21

stKolon High School M
arathon  

The largest-scale high school m
arathon com

petition expanded
to m

iddle school students from
 year 2006.

07
Held the 14

th^
Head_

Cup 
N

ational Tennis Club Tournam
ent 

Korea’s largest club tennis tournam
ent (Participants up to: 7

parts, total of about 2,500 players)

08
Supported N

ational Volleyball Team
 

and Sponsored Pro Volleyball All Star Com
petition

M
axim

ized public exposure by providing N
ational Volleyball

Team
 and pro volleyball tournam

ent w
ith various clothes and

sports products.

09
Operates ̂

Kolon Sports_
Challenge Team

Com
posed of players M

i Young Ko and Sang W
on Son, the Team

infuses ̂
Kolon Sports_

challenge spirit and sophisticated &
functional products

10
Held the 4

thN
ational Kolon Sports 

Ice-clim
bing Com

petition
Enhanced ̂

Kolon Sports_
brand im

age by sponsoring w
inter

m
ountain-clim

bing sports. 

S
n
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p
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h
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K
orea’s 2005 econom

ic grow
th rate recorded 4.0%

, slightly higher than early expected 3.9%
.

H
ow

ever, the disposable incom
e increase w

as less than 1%
 due to rising raw

 m
aterial prices and

aggravated trading conditions m
ainly caused by appreciated W

on. Especially, last year’s econom
ic

grow
th w

as able to increase m
ainly backed by the private consum

ption grow
th of 3.2%

, getting out of
decreasing trend prolonged tw

o-year in a low
. Exports also increased by 9.7%

, slightly low
er than

21%
 in 2004, and the grow

th of capital expenditure also greatly increased by 5.1%
, higher than 3.8%

of 2004. W
ith the slow

 recovery of dom
estic econom

y, the fashion industry can overcom
e the lagged

recession and continued its grow
ing trend since the latter half of 2005. Against this backdrop, FnC

K
olon w

as able to m
aintain strong grow

th position by initiating m
ore efficient sales through selection

and focus and recovering the profitability through cost innovation rather than pursuing external
grow

th in size. Am
idst earnest dom

estic econom
ic recovery expected in 2006, K

orea’s fashion
industry is expected to show

 high grow
th at 4.6%

, Especially since 4
th

quarter 2005, the fashion
industry has entered a serious recovery phase spurred by explosive grow

th. Therefore, leveraging
these favorable conditions, FnC

 K
olon w

ill continue to grow
 based on our 4 core strategies of

‘
Enhancing B

usiness P
ortfolio,’‘

R
einforcing C

ore B
usiness C

apabilities,’‘
Innovating C

ost’
and

‘
Initiating Store-oriented M

anagem
ent.’

O
p
e
ra
tin
g
R
e
su
lts

Sales
W

ith strategies of achieving efficient sales through selection and focus and im
proving profitability

through cost innovation, FnC
 K

olon recorded K
R

W
 335.7 billion sales in 2005. D

espite the scraps of
som

e brands, the C
om

pany m
aintained a robust grow

th of 4.4%
 and the grow

th becam
e m

ore
evident after the 4

thquarter 2005, w
hich saw

 12%
 rise. N

ew
ly launched brands grew

 explosively over
100%

 w
hile other sectors show

ed ups and dow
ns respectively: Sports 11.6%

, P
rem

ium
 Fashion

43.1%
, C

asual -1.9%
 and G

olf -0.3%
. Specifically, 「

K
olon Sport」

grew
 by 18%

, 「
H

enry C
otton’s」

by
10%

 and 「
Elord」

by 9%
, each show

ing considerable grow
th in each business sector. 

The gross incom
e cam

e in at K
R

W
 188.9 billion, up by 8.8%

 from
 2004 w

ith an im
proved gross incom

e
m

argin of 56.3%
, up by 2.3%

p. This im
proved gross m

argin w
as m

ainly achieved through im
proved

norm
al sales (excluding discount sales) ratio by 1.6%

 (67.8%
 in 2005), efficient sales structure w

ith
inefficient shut-dow

n stores, im
proved profitability by securing cost com

petitiveness through
expanded overseas production and integrated production outsourcers.

Sales, O
perating Incom

e, O
rdinary Incom

e, N
et Incom

e

M
D

&
A4
1

4
0

F
n
C
K
o
lo
n
M
D
&
A

O
v
erv

ie
w

Established in 1954 and celebrating its 51
stanniversary, FnC

 K
olon (‘

the C
om

pany’) is a prom
inent

fashion and sportsw
ear com

pany in K
orea w

ith an extensive brand portfolio com
prising

sports/casual/golf/prem
ium

 fashion brands. O
riginally started as the apparel division of the form

er
K

olon International C
orp., the C

om
pany w

as reborn as FnC
 K

olon on D
ecem

ber 1, 2000, w
hen K

olon
International w

as divided into three separate entities. Am
ong a total of 13 brands including 9 licensed

brands and 4 directly im
ported prem

ium
 fashion brands, ̂

K
olon Sports_, ̂

Jack N
icklaus_

and
^

H
ead_

are highly recognized in the m
arket. The C

om
pany possesses excellent brand m

anagem
ent

capabilities and efficient sales netw
ork operation know

-how
 as w

ell. Am
id rapid ̂

K
olon Sports_’

sales grow
th spurred by explosive surge in the outdoor m

arket, the C
om

pany’s productivity
efficiency has greatly im

proved through expanded C
hinese production and integrated outsourcing

m
anagem

ent system
 w

ith K
olon Fashion and the productivity also show

ed great im
provem

ent w
ith

the increased norm
al sales proportion. 

For the years ended D
ec. 31, 2005, FnC

 K
olon’s sales am

ounted to K
R

W
 335.7 billion, up by 4.4%

from
 the previous year. Sportsw

ear B
usiness show

ed steady and progressive grow
th backed by

^
K

olon Sports_
and C

asual/G
olf B

usinesses also show
ed m

ore efficient sales grow
th trend. Since

D
ec. 2004, FnC

 K
olon has established the m

ost stable and optim
um

 m
arket portfolio through

m
anagem

ent integration w
ith K

olon Fashion, thereby laying a solid foundation tow
ard becom

ing a
w

orld’s great sports/fashion com
pany. In addition, the C

om
pany has established cash flow

-oriented
m

anagem
ent system

 on the back of positive effects from
 strategies initiated for efficient brand sales

structure and cost innovation from
 late 2004. The C

om
pany’s strategies to pursue both sales grow

th
and efficiency since the latter 2005 m

ade a big success and a large-scale sales increase and
profitability im

provem
ent has been expected since the 4

thquarter 2005. 

M
a
jo
r
F
in
a
n
c
ia
l
R
a
tio
s

M
anagement’s D

iscussion & A
nalysis

M
D

&
A

(In Billions of KRW
)

2004
2005

2006 (E)

Sales 
321.6

335.7
359.3

G
ross Incom

e 
173.7

188.9
210.3

O
perating Incom

e
9.6

26.3
36.1

O
rdinary Incom

e
△

11.1
19.7

22.8

N
et Incom

e
△

14.0
13.5

15.9

Asset Turnover
Operating M

argin
Interest Coverage Ratio

Liabilities-to-equity Ratio



O
perating Incom

e &
 O

rdinary Incom
e

D
espite K

R
W

 7.4 billion increase in com
m

issions paid linked w
ith sales am

ount and K
R

W
 4.8 billion

in profit sharing paid for exceeding 2005 targets, the C
om

pany’s operating incom
e explosively

increased by 174%
 (224%

 excluding PS) to K
R

W
 26.3 billion. A benchm

ark of efficient m
anagem

ent
and cost savings, the selling adm

inistrative expenses ratio to total sales decreased by 3.6%
p to 19.1%

from
 22.7%

 in 2004. The increase in operating incom
e w

as achieved by saving K
R

W
 10.9 billion in

m
arketing expenses through efficient activities. and K

R
W

 3.0 billion savings for controllable
expenses. O

rdinary incom
e w

as K
R

W
 19.7 billion, im

proved by K
R

W
 30.8 billion from

 2004. This
im

provem
ent w

as m
ainly caused from

 K
R

W
 8.6 billion in asset disposal incom

e and im
proved equity-

m
ethod valuation of K

R
W

 0.9 billion in incom
e from

 the deep losses of K
R

W
 15.7 billion in 2004. As

invested com
panies show

ed a sign of im
proving profitability in 2005, FnC

 K
olon has laid future grow

th
foundation as the first year of earnest recovery of our investm

ent from
 the investee com

panies.

F
in
an
cial

P
o
sitio

n

Im
proved Profitability and Financial Structure Stability

FnC
 K

olon has initiated a variety of efforts to im
prove the C

om
pany’s profitability and secure

financial position stability since 2002. In line w
ith our efforts, in 2005 FnC

 K
olon sold or dissolved non-

fashion related businesses w
orth a total of K

R
W

 14.3 billion interest w
hich include 2,040,000 shares

of K
olon C

onstruction, 1,630,000 shares of W
orld W

ide N
et, 430,000 shares of YTN

 M
edia. K

olon
M

art’s asset w
as delivered to G

S Logistics at K
R

W
 43.5 billion in M

arch 2005 and other non-related
businesses such as a subsidiary in LA, N

exfree, M
errys W

edding C
onsulting, etc. w

ere all asset
transferred or dissolved. In the m

eantim
e, in order to focus m

ore on fashion business, FnC
 K

olon
established a subsidiary in Shanghai, C

hina as part of our 2
ndFnC

 K
O

LO
N

 in C
hina strategy and m

ade
a dram

atic turnaround by focusing the investm
ent in K

olon Fashion. Furtherm
ore, the C

om
pany

created synergies such as im
proved profitability by integrated m

anagem
ent. In addition, FnC

 K
olon

introduced advanced system
 such as ER

P
 and sales inform

ation system
s w

hile actively learning
advanced system

 and technique through strategic alliance w
ith LVM

H
. 

FnC
 K

olon continued our restructuring efforts in brand, personnel, cost, financial position to secure
stable financial structure. The C

om
pany sold out ̂

Lucas_
for brand restructuring in line w

ith the
C

om
pany’s brand portfolio restructuring program

 of scraping unprofitable brands. Executives and
em

ployees w
ere also restructured and currently 561 em

ployees are w
orking for the C

om
pany. At the

sam
e tim

e, the C
om

pany saved 19%
 of controllable expenses through cost innovation and saved

K
R

W
 14.0 billion m

arketing expenses through efficient m
anagem

ent. The A
sset restructuring

process has now
 finished as the C

om
pany sold a total of K

R
W

 72.5 billion tangible and intangible
assets including real estates and equity securities.

M
D

&
A4
3

4
2

D
espite aggravated dom

estic econom
ic conditions, Sports B

usiness show
ed a robust 11.6%

 sales
grow

th leveraged by FnC
 K

olon’s representative outdoor brand ̂
K

olon Sports_. The dom
estic

outdoor m
arket is rapidly grow

ing based on favorable m
arket conditions such as the expansion of

five-day-w
ork-w

eek system
, recovered consum

ption sentim
ent and heightened aw

areness on
health. In addition, group delivery and sales increase through hom

e shopping channels also helped
the sales increase in Sports B

usiness. H
ow

ever, the C
asual B

usiness reacted sensitively to the
recessed dom

estic econom
y. C

asual B
usiness also show

ed w
eak trend as the overall fashion m

ega
trend has m

oved from
 casual to sports sector. In the m

eantim
e, w

ith heightened com
petition, G

olf
B

usiness m
aintained sim

ilar sales level to the past year.

Profitability Im
provem

ent
Since 2005, FnC

 K
olon has been im

proving the profitability by putting focus on the follow
ing m

atters.
First, the C

om
pany im

proved production efficiency. FnC
 K

olon recently expanded large portion of its
outsourcing production to C

hina, w
hich m

ainly depended on dom
estic production in the past as FnC

K
olon depends 100%

 of production on outsourcing system
s. F

urtherm
ore, the integrated

m
anagem

ent of dom
estic outsourcers w

ith K
olon Fashion greatly contributes to im

proving
production efficiency. Second, FnC

 K
olon reduced selling and adm

inistrative expenses by a large
portion. Through personnel restructuring and innovative savings of controllable cost, the selling and
adm

inistrative expenses has been greatly reduced. Especially, the C
om

pany m
aintains its m

arketing
expenses at 5%

 of its total sales through m
ore efficient m

arketing activities.

M
D

&
A

B
y business sector, w

ith ̂
K

olon Sports_, ̂
Activ_, ̂

Tim
berland_, sales of Sports B

usiness rose by
11.6%

 to record K
R

W
 132.1 billion, w

hile C
asual B

usiness com
prising ̂

1492M
ILES], ̂

H
enry C

otton’s]
and ̂

Andw
elt_

slightly declined by 1.9%
 to K

R
W

 91.7 billion. M
ainly led by ̂

Jack N
icklaus_, ̂

Elord_,
G

olf B
usiness m

aintained alm
ost the sam

e sales level as 2004 at K
R

W
 85.9 billion. W

ith alm
ost

sim
ilar sales portion am

ong the three business lines, Sports B
usiness accounted for the largest at

36.8%
 m

ainly backed by ̂
K

olon Sports_, w
hile C

asual B
usiness and G

olf B
usiness slightly contracted

to 29.1%
 and 26.8%

, respectively.

Sales by B
usiness

(In Billions of KRW
)

B
usiness

2003
2004

2005
(%

)

Sports
85.5

118.4
132.1

36.8

C
asual

104.7
93.5

91.7
29.1

G
olf

86.6
86.2

85.9
26.8

O
thers

14.0
23.6

25.9
7.3

Total
290.8

321.6
335.7

100.0



K
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Spun off in D
ecem

ber 2000 from
 K

olon International C
orp., K

olon Fashion is a specialized fashion
com

pany w
ith 7 highly-recognized brand portfolios in m

en’s/w
om

en’s/casual fashion m
arkets. As of

the end of D
ec. 2005, K

olon Fashion’s assets stood at K
R

W
 85.0 billion and the C

om
pany successfully

turned around from
 net loss to K

R
W

 0.6 billion in net incom
e w

ith K
R

W
 10.6 billion in operating

incom
e and K

R
W

 132.0 billion in sales. 

This turnaround w
as m

ade possible through various com
pany efforts during the year that include

cost reduction using low
-cost overseas production lines, developm

ent and expansion of various sales
netw

ork such as street stores, profit m
axim

ization by focusing on rapidly grow
ing brands such as

^
G

nA_, ̂
J. P

olack_, ̂
Q

U
A_, enhancing profitability and m

anagem
ent efficiency through rigorous

restructuring, securing financial transparency and stability through capital injection. Especially in
D

ecem
ber 2004, K

olon Fashion laid a firm
 foundation to be born as integrated fashion com

pany w
ith

im
proved profitability through created synergies w

ith integrated m
anagem

ent w
ith FnC

 K
olon.

In addition, K
olon Fashion further saved 25%

 cost by increasing overseas production rate in C
hina to

34%
 level. The C

om
pany uplifted operating incom

e through savings of controllable expenses,
personnel restructuring and effective use of m

arketing expenses. FnC
 K

olon’s financial structures
could be further stabilized by reducing borrow

ings and capital enhancem
ent, thereby considerably

reducing interest expenses. G
oing forw

ard, K
olon Fashion w

ill continue to increase sales level by
cutting cost, saving controllable expenses, w

hile im
proving profitability. Furtherm

ore, K
olon Fashion

w
ill assure its com

pany im
age w

ith sound and stable financial structure.

O
perating R

esults
B

y focusing on profitability im
provem

ent by cost cut in 2005, K
olon Fashion’s sales increased by

11.4%
 to reach K

R
W

 132.0 billion. W
ith increasing norm

al sales portion and further cost cut, gross
incom

e also im
proved by 34.4%

 to K
R

W
 82.4 billion, w

hile gross m
argin greatly im

proved to 62.5%
,

up by 10.8%
p from

 51.7%
 in 2004. W

ith greatly reduced selling and adm
inistrative expenses after

rigorous restructuring and savings in m
arketing expenses, operating incom

e am
ounted to K

R
W

 10.6
billion, greatly im

proved from
 K

R
W

 -4.1 billion in 2004. N
et incom

e turned around to black ink w
ith

reduced interest expenses of K
R

W
 2.2 billion despite the reflection of K

R
W

 8.3 billion of goodw
ill

im
pairm

ent losses.

Financial Position
Total borrow

ings of K
olon Fashion decreased to K

R
W

 17.5 billion from
 K

R
W

 35.0 billion at the end of
2004. The liabilities-to-equity ratio fell to 100%

 level, dram
atically dow

n from
 239%

 in 2004, w
hile

interest coverage ratio reached 6.38 tim
es. The C

om
pany’s future grow

th based has been firm
ly

established w
ith sound and stable financial structure. 

A
ssets &

 Liabilities
FnC

 K
olon’s assets stood at K

R
W

 268.5 billion w
hile liabilities at K

R
W

 183.3 billion. Total net
borrow

ings w
ere recorded at K

R
W

 117.0 billion, decreased by K
R

W
 44.6 billion from

 K
R

W
 161.6

billion as the C
om

pany redeem
ed K

R
W

 20.0 corporate bonds due and K
R

W
 30.0 com

m
ercial papers

(C
P). The repaym

ent m
ade possible w

ith operating cash flow
s of K

R
W

 23.4 billion and cash from
 the

asset disposition. The C
om

pany’s liabilities-to-equity ratio fell greatly to 236%
 in 2005 from

 359%
 in

2004. The interest coverage ratio, a benchm
ark for stability from

 operating cash, largely im
proved to

2.32 tim
es from

 0.94 tim
es in 2004. 

B
ased on the abundant retained cash in the C

om
pany, FnC

 K
olon w

ill continue putting the priority on
the sound and stable financial structure to leap further tow

ard K
orea’s N

o. 1 sports/fashion
com

pany.

2
0
0
6
F
o
recast

an
d
S
trateg

y

K
orea’s 2006 econom

ic grow
th rate is expected to record approxim

ately 5%
 backed by stabilized

w
orld econom

y and increasing trend of dom
estic capital expenditure and exports. K

orea
D

evelopm
ent Institute (K

D
I) forecasts that in 2006, exports continue to expand and dom

estic
econom

y enters its recovery stage in earnest, recording 5%
 level grow

th, considerably higher than
3%

 of 2005. 

Am
id expected full recovery of dom

estic econom
y, K

orea’s fashion m
arket is forecast to grow

 by
4.6%

 during 2006. Especially, the fashion m
arket has entered a full recovery phase since the 4

th

quarter 2005 on the back of explosive grow
th in the m

arket. H
ow

ever, FnC
 K

olon w
ill focus m

ore on
efficiency rather than sales expansion centered on the m

anagem
ent strategies of ‘

Enhancing
B

usiness Portfolio,’‘
R

einforcing C
ore B

usiness C
apabilities,’‘

Innovating C
ost,’‘

Initiating Store-
oriented M

anagem
ent.’

All things considered, FnC
 K

olon’s 2006 sales are expected to reach K
R

W
359.3 billion, up by 7%

 from
 2005. Especially, the sluggish C

asual B
usiness is forecast to recover in a

rapid phase. W
ithout launching new

 brands, FnC
 K

olon w
ill focus on m

axim
izing the sales efficiency

of the existing brands.

In 2006, the C
om

pany’s gross incom
e is expected to grow

 by 11.3%
 to K

R
W

 210.3 billion. The gross
m

argin w
ill also rise by 2.2%

 to 58.5%
 com

pared w
ith 2005 as the C

om
pany’s cost innovation efforts

such as overseas production and production outsourcing integration show
 tangible results and profit

structure has becom
e efficient w

ith low
ered inventory level and shut dow

n of non-core stores.
Leveraged by continued cost innovation efforts since 2005, FnC

 K
olon’s operating incom

e is expected
to grow

 by 37.3%
 to K

R
W

 36.1 billion in 2006 w
hile operating m

argin enters 10%
 level, up by 2.2p%

.
W

ith the financial condition restructuring finished, the C
om

pany has no further plan to sell assets.
R

epaying K
R

W
 25.0 billion debt using continuously generating operating cash flow

s, FnC
 K

olon’s
total borrow

ings are expected to fall to K
R

W
 98.0 billion at the end of 2006. In addition, long-term

borrow
ings w

ill com
pose over 50%

 so that the C
om

pany secures financial stability and the liabilities-
to-equity ratio w

ill decrease to 193%
, im

proving by 43%
p, further stabilizing sound financial

structure.

M
D

&
A4
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FnC
 K

olon C
O

R
P

.
2005

2004

B
alance S

heets
N

O
N

-C
O

N
SO

LID
A

TED
 B

A
LA

N
C

E SH
EETS

A
s of D

ecem
ber 31, 2005, 2004

(In K
R

W
)

140,167,818,270
116,530,560,910

70,572,294,023
41,492,265,321

5,749,135,684
29,452,233

203,748,592
309,690,891

40,823,068,929
29,700,464,348

(-)4,477,041,989
36,346,026,940

(-)4,251,844,371
25,448,619,977

3,426,638,045
694,900,457

(-)224,282,493
3,202,355,552

-
694,900,457

173,696,465
385,741,412

(-)17,673,876
156,022,589

-
385,741,412

250,715,509
114,095,560

734,236,899
1,135,242,868

116,500,187
94,342,052

23,745,426,100
13,130,051,790

68,125,971
150,128,081

69,595,524,247
75,038,295,589

19,163,500
835,573,855

65,607,410,426
68,918,073,802

(-)2,631,553,625
62,975,856,801

(-)1,033,432,877
67,884,640,925

637,892,191
337,059,671

153,375,425
155,123,877

700,815,301
494,402,223

5,038,213,016
5,202,004,405

70,208,013
129,490,633

127,698,767,043
160,125,088,402

90,236,645,239
84,466,569,528

15,500,000
215,500,000

4,842,918,570
10,907,360,562

56,220,784,290
31,240,185,558

2,843,189
12,903,249

1,220,829,556
1,147,231,341

(-)1,002,945,015
217,884,541

(-)1,002,945,015
144,286,326

Assets
Ⅰ

.Current Assets

(1) Q
uick Assets

C
ash and C

ash Equivalents

Short-term
 Financial Instrum

ents

Account R
eceivables

Allow
ance for D

outful Accounts

N
on-trade R

ecievables

Allow
ance for D

outful Accounts

Accrued R
evenues

Allow
ance for D

outful Accounts

Advance Paym
ents

Prepaid Expenses

Shor-term
 D

eposit

D
eferred Incom

e Tax Assets

O
ther C

urrent Assets

(2) Inventories

M
erchandises

Processed G
oods

Allowance for Valuation of Inventories

Finished G
oods

Finished G
oods O

utsourced

W
ork-in-process

R
aw

 &
 Sub M

aterials

G
oods in Transit

Ⅱ
. Fixed Assets

(1) Investm
ent Assets

Long-term
 Financial Instrum

ents

Available-for-sale Securities

Equity-m
ethod Investm

ent Securities

Long-term
 Loans

Long-term
 Trade R

eceivables

Alloance for D
outful Accounts

FnC
 K

olon C
O

R
P

.
2005

2004

(In K
R

W
)

1,025,067,306
1,025,067,306

(-)940,285,475
84,781,831

(-)940,285,475
84,781,831

12,041,439,643
8,033,046,623

9,921,005,877
26,940,731,718

6,889,487,298
6,887,773,661 

35,941,643,448
72,017,101,463

10,859,224,724
27,328,729,939

5,847,969,787
32,147,730,420

(-)743,155,609
5,104,814,178

(-)4,631,924,696
27,515,805,724

12,080,992,857
8,275,090,174

(-)3,548,591,124
8,532,401,733

(-)3,481,546,681
4,793,543,493

169,726,085
747,909,283

(-)163,418,025
6,308,060

(-)736,379,446
11,529,837

888,787,533
1,160,809,876

(-)694,935,882
193,851,651

(-)903,496,423
257,313,453

30,653,680,530
28,591,612,845

(-)20,008,658,978
10,645,021,552

(-)16,772,358,828
11,819,254,017

600,021,550
290,925,000

1,520,478,356
3,641,417,411

1,174,197,173
3,278,093,840

254,321,681
263,377,427

2,000
2,000

91,957,502
99,944,144

267,866,585,313
276,655,649,312

162,117,256,353
131,737,578,380

21,375,975,887
17,632,753,000

23,000,000,000
41,715,560,911

20,899,674,794
12,090,373,122

477,317,073
456,745,250

10,416,787,244
14,639,145,340

5,703,009,533
4,906,248,844

80,000,000,000
40,000,000,000

(-)36,873,461
79,963,126,539

(-)33,261,164
39,966,738,836

281,365,283
330,013,077

Lont-term
 N

on-trade Receivables

Alloance for D
outful Accounts

G
uarantee D

eposits

D
eferred Incom

e Tax Assets

O
ther Investm

ent Assets 

(2) Property, Plant and Equipm
ent

Land

B
uilding

Accum
ulated D

epreciation

Structures

Accum
ulated D

epreciation

M
achinery

Accum
ulated D

epreciation

Vehicles

Accum
ulated D

epreciation

O
ther Tangible Assets

Accum
ulated D

epreciation

C
onstruction-in-progress 

(3) Intangible Assets

G
oodw

ill

Industrial Property R
ight

Telecom
m

unications

Facilities Service Fees

Total Assets

Liabilities
Ⅰ

. Current Liabilities

Trade Payables

Short-term
 B

orrow
ings

N
on-trade Payables

Advances from
 C

ustom
ers

D
eposits R

eceived

W
ithholdings

Current Portion of Long-term
 Debt

D
iscounts on B

onds Payable

O
ther C

urrent Assets



4
9

4
8

In
c
o

m
e

 S
ta
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m

e
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ts
B

a
la

n
c
e

 S
h

e
e

ts

FnC
 K

olon C
O

R
P

.
2005

2004

(In K
R

W
)

25,944,570,793
84,580,735,348

20,000,000,000
80,000,000,000

(-)276,682,641
19,723,317,359

(-)107,824,100
79,892,175,900

11,334,427,425
10,143,261,594

(-)213,567,466
(-)250,921,266

(-)4,899,606,525
6,221,253,434

(-)5,203,780,880
4,688,559,448 

188,061,827,146
216,318,313,728

63,641,085,000
63,641,085,000

60,018,000,000
60,018,000,000

3,623,085,000
3,623,085,000 

29,312,774,369
35,651,629,207

11,921,729,773
11,921,729,773

16,976,518,219
22,000,000,000

414,526,377
1,729,899,434

13,487,455,332
(-)6,753,381,215

-
1,300,000,000

13,487,455,332
(-)8,053,381,215

(-)26,636,556,534
(-)32,201,997,408

(-)9,608,758,814
(-)15,302,695,898

203,914,751
(-)1,655,002,819

-
714,986,265

(-)17,231,712,471
(-)15,959,284,956 

79,804,758,167
60,337,335,584 

267,866,585,313
276,655,649,312

Ⅱ
. Lont-term

 Liabilities

B
onds Payable

D
iscounts on B

onds Payable

Provisions for Severance Benefits

Contribution to National Pension Plan

Deposits for Severance Benefits 

Total Liabilities

Shareholders' Equity
Ⅰ

. Capital Stock

C
om

m
on Stock

Preferred Stock 

Ⅱ
. Capital Surplus

Additional Paid-in C
apital

G
ains on R

evaluation

O
ther Additional C

apital

Ⅲ
. R

etained Earnings
(Accum

ulated D
eficit)

Legal Appropriated R
etained Earnings

R
etained Earnings (or Accum

ulated D
eficit)

before D
esposition

(N
et Incom

e (Loss)

of K
R

W
 13,487,455,332

and K
R

W
  (-)13,951,192,457)

Ⅳ
. Capital Adjustm

ents

Treasury Stock

G
ains (Losses) on Valuation of 

Available-for-sale Securities

Equity in C
apital Adjustm

ents 
of Affiliates

N
egative Equity in C

apital 
Adjustm

ents of Affiliates 

Total Shareholders' Equity 

Total Liabilities and Shareholders' Equity

FnC
 K

olon C
O

R
P

.
2005

2004

I
ncome S

tatements
N

O
N

-C
O

N
SO

LID
A

TED
 STA

TEM
EN

TS O
F IN

C
O

M
E

For the years ended D
ecem

ber 31, 2005 and 2004

(In K
R

W
)

335,654,712,207 
321,623,526,939

1,026,140,922 
3,596,609,071 

328,020,965,073 
310,811,758,092 

6,607,606,212 
7,215,159,776 

146,712,397,336 
147,886,661,063 

713,650,460 
3,387,459,937 

145,998,746,876 
144,499,201,126 

188,942,314,871 
173,736,865,876 

162,608,740,876 
164,125,587,930 

25,023,455,284 
21,185,757,692 

2,518,345,243 
2,401,793,232 

2,514,290,370 
2,697,615,662 

466,993,102 
526,502,484 

47,740,200 
- 

1,748,676,903 
2,532,044,344 

461,826,450 
494,955,884 

292,400,238 
318,209,215 

1,530,232,540 
1,573,419,285 

4,251,826,678 
2,889,602,894 

8,002,353,809 
7,789,923,360 

571,778,441 
771,089,409 

939,215,968 
1,021,421,365 

608,096,430 
268,802,052 

528,698,067 
616,900,183 

1,281,974,649 
1,874,259,199 

10,627,930,403 
21,279,632,119 

523,361,563 
871,568,487 

509,270,490 
554,494,846 

45,667 
187,440 

Ⅰ
. Sales

Sales-Exports

Sales-D
om

estic

O
ther Sales

Ⅱ
. Cost of G

oods Sold 

C
ost of Sales-Exports

C
ost of Sales-D

om
estic

Ⅲ
. G

ross Incom
e 

Ⅳ
. Selling, G

eneral and 
Adm

inistrative Expenses 

Salaries

Sevenrance B
enefits

Em
ployee B

enefits

Training Expenses

Com
pensation Expenses Associated

w
ith Stock O

ption

Travel Expenses

C
om

m
unications Expenses

U
nility Expenses

Taxes and D
ues

R
ent

D
epreciation

Am
ortization

R
epairs

Insurance Prem
ium

Entertainm
ent

Supplies

Advertising

Sam
ples

Packaging

C
ustody C

harges 
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1

5
0
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ta
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ta
in
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ta

te
m
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n

ts

FnC
 K

olon C
O

R
P

.
2005

2004

(In K
R

W
)

1,942,899,486 
2,103,088,433 

89,849,000,827 
82,463,330,467 

361,122,973 
419,917,377 

651,935,166 
734,827,242 

236,746,525 
231,081,878 

6,612,493,478 
6,929,136,320 

31,558,800 
50,473,520 

249,273,508 
1,057,224,937 

225,197,618 
468,328,604

26,333,573,995 
9,611,277,946 

19,125,563,144 
9,841,975,943 

653,242,002 
942,297,589 

13,950 
120,235,200 

348,181,644 
355,711,918 

14,881,478 
9,978,200 

2,979,086,810 
2,134,539,831 

6,706,152,935 
4,195,250,894 

628,576,903
-

6,222,370,502 
428,817,172 

1,573,056,920 
1,655,145,139 

25,793,754,662 
30,575,916,103 

11,334,436,383 
10,191,963,711 

372,966,132 
454,222,943 

95,084,625 
114,299,716 

-
47,885,964 

994,289,068 
5,882,545 

5,310,399,332 
16,099,072,913 

718,399,020 
372,399,955 

2,345,449,130 
33,187,390 

292,140,935 
251,289,259 

241,956,369 
601,158,153 

1,624,566,667 
-

2,464,067,001 
2,404,553,554 

19,665,382,477 
(11,122,662,214)

19,665,382,477 
(11,122,662,214)

6,177,927,145
2,828,530,243 

13,487,455,332 
(13,951,192,457)

Freight Expenses

Service Fees

Publication

Vehicle M
aintenance

Sub-m
aterials

Sales Prom
otion

M
eetings

O
rdinary R

&
D

B
ad-debt Expenses

Ⅴ
. O

perating Incom
e 

Ⅵ
. N

on-operating Incom
e

Interest R
evenues

D
ividend Incom

e

Gains on Foreign Currency Transaction

Gains on Foreign Currency Translation

Gains on Sale of Investm
ent Securities

Gains on Sale of Property, Plant, and Equipment

G
ains on Sale of Intangible Assets

Equity-m
ethod Incom

e on Investm
ent

M
iscellaneous Incom

e 

Ⅶ
. N

on-operating Expenses 

Interest Expenses

Losses on Foreign Currency Transaction

Losses on Foreign Currency Translation

Losses on Desposition of Trade Receivables

Losses on Sale of Investm
ents

Equity Losses on Investm
ents

Losses on D
isposition of Property, 

Plant and Equipm
ent

Additional Paym
ent of Incom

e Taxes

D
onations

O
ther B

ad-debt Expenses

Im
pairm

ent Losses on Intangible Assets

M
iscellaneous Losses

Ⅷ
. O

rdinary Incom
e (Loss)

Ⅸ
. Incom

e (Loss) before Incom
e Tax Expenses

X. Incom
e Tax Expenses

XI. N
et Incom

e(Loss)
(Ordinary Earnings (Losses) per  Share and 
Earnings (Losses) per Share of
K

R
W

 1,216 in 2005 and
K

R
W

 (1,373) in 2004)

FnC
 K

olon C
O

R
P

.
2005

2004

S
tatements of R

etained E
arnings

N
O

N
-C

O
N

SO
LID

TED
 STA

TEM
EN

TS O
F A

P
P

R
O

P
R

IA
TIO

N
S O

F R
ETA

IN
ED

 EA
R

N
IN

G
S

For the years ended D
ecem

ber 31, 2005 and 2004
D

ates of A
ppropriation : M

arch 24, 2006 for 2005 and M
arch 25, 2005 for 2004

(In K
R

W
)

13,487,455,332
(-)8,053,381,215

-
5,918,213,839

-
(-)20,402,597

13,487,455,332
(-)13,951,192,457

-
8,053,381,215 

-
1,300,000,000

-
1,729,899,434

-
5,023,481,781

3,299,939,225
- 

299,994,475
-

2,999,944,750
-

2,999,944,750

10,187,516,107
- 

Ⅰ
.

R
etained Earnings 

(or Accum
ulated D

eficit)
before Appropriation

U
nappropriated R

etained Earnings
(or Accum

ulated D
eficit) 

C
arried over from

 Prior Years

C
um

ulative Effect of Equity M
ethod

N
et Incom

e (Loss)

Ⅱ
.

D
esposition of 

Accum
ulated D

eficit (in 2004)

Transfer from
 D

iscretionary 
Appropriated R

etained Earnings

Transfer from
 O

ther Legal 
Appropriated R

etained Earnings

Transfer from
 Appropriated 

R
evaluation G

ains

Ⅲ
.

Appropriations of 
R

etained Earnings (In 2005) 

Legal Appropriated Retained Earnings

D
ividends

A.Cash Dividends

(Dividend per Share(Rate) :

Com
m

on : KRW
 250 ( 5%

) in 2005

None ( 0%
) in 2004

Preferred : KRW
 300 ( 6%

) in 2005

None ( 0%
) in 2004)

Ⅳ
. U

nappropriated R
etained Earnings

(or Accum
ulated D

eficit) to be 
Carried forw

ard to Follow
ing Year
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FnC
 K

olon C
O

R
P

.
2005

2004

C
ash F

low S
tatements

N
O

N
-C

O
N

SO
LID

A
TED

 STA
TEM

EN
TS O

F C
A

SH
 FLO

W
S

For the years ended D
ecem

ber 31, 2005 and 2004

(In K
R

W
)

23,436,551,560
2,414,289,907

13,487,455,332
(-)13,951,192,457

20,173,923,485
28,435,607,058

8,002,353,809
7,789,923,360

571,778,441
771,089,409

1,624,566,667
-

2,641,811,483
2,401,793,232

215,241,040
279,987,775

718,399,020
372,399,955

994,289,068
5,882,545

95,084,625
114,299,716

5,310,399,332
16,099,072,913

-
601,158,153

(-)16,551,068,628
(-)7,317,905,566

14,881,478
9,978,200

6,706,152,935
4,195,250,894

628,576,903
-

2,979,086,810
2,134,539,831

6,222,370,502
428,817,172

-
549,319,469

6,326,241,371
(-)4,752,219,128

(-)10,984,842,934
2,569,928,437

(-)2,512,637,880
12,536,683,197

229,718,823
(-)178,929,115

(-)136,619,949
1,766,446,497

401,005,969
94,485,484

(-)10,615,374,310
-

82,002,110
(-)18,447,750

5,442,771,342
(-)22,226,226,468

(-)73,598,215
188,801,400

16,793,301,455
2,828,530,243

3,757,525,915
(-)687,597,148

8,809,715,575
608,671,866

20,571,823
(-)982,103,760

(-)4,222,119,396
(-)12,995,296

796,760,689
1,529,296,870

(-)48,647,794
(-)206,508,747

59,719,203
68,597,449

(-)1,510,364,855
(-)2,720,666,187

37,353,800
89,813,900

Ⅰ
.Cash Flow

s from
 Operating Actitivities

1.Net Incom
e (Loss) 

2.Addition of Expenses not Involving Cash Outflows
Depreciation
Arm

otization of Intangible Assets
Im

pairm
ent Losses on Intangible Assets

Severance Benefits
Am

ortization of Discounts on Bonds Payable
Loss on Disposition of Property, Plant and Equipm

ent
Loss on Disposition of Investm

ent Assets
Loss on Foreign Currency Translation
Loss on Equity-m

ethod Valuation
Other Bad-debt Expenses

3. Deduction of Revenues not Involving Cash Inflows
Gain on Foreign Currency Translation
Gain on Disposition of Property, Plant and Equipm

ent
Gain on Disposition of Intangible Assets
Gain on Disposition of Investm

ent Assets
Equity M

ethod Incom
e

Am
ortization of Present Value Discount

4. Changes in Assets and Liabilities Resulting from Operating Activities
Decrease (Increase) in Trade Receivables
Decrease (Increase) in Non-trade Receivables
Decrease (Increase) in Accrued Revenues
Decrease (Increase) in Advance Paym

ents
Decrease in Prepaid Expenses
Increase in Current Deferred Incom

e Tax Assets
Decrease (Increase) in Other Current Assets
Decrease (Increase) in Inventories
Decrease (Increase) in Long-term

 Trade Receivables
Decrease in Long-term

 Deferred Incom
e Tax Assets

Increase (Decrease) in Trade Payables
Increase in Non-trade Payables
Increase (Decrease) in Adances from

 Custom
ers

Decrease in Deposits Received
Increase in W

ithholdings
Decrease in Other Current Liabilities
Transfer of Provision for Severence Benefits
Severance Benefits Paid
Decrease in Contribution to National Pension Plan

FnC
 K

olon C
O

R
P

.
2005

2004

(In K
R

W
)

15,120,707,076
(-)8,850,004,360

152,884,077,514
55,523,087,713

90,706,062,916
24,783,115,129

16,209,791,270
17,185,041

4,030,270,975
5,191,359,579

10,060,060
25,440,678

297,752,210
1,359,754,659

304,174,355
1,015,697,536

22,078,033,986
20,881,405,391

16,838,189,653
1,350,546,283

1,543,776,361
776,975,326

-
950,000

96,009,303
50,818,180

119,956,425
69,839,911

650,000,000
-

(-)137,763,370,438
(-)64,373,092,073

90,400,120,617
-

16,234,489,427
-

-
200,000,000

-
4,241,941,762

4,306,145,230
2,890,803,360

20,108,964,770
35,000,000,000

1,713,637
6,102,110,801

-
2,970,347,556

11,900,000
1,324,768,888

-
16,280,000

157,369,410
76,950,072

5,625,284,772
9,914,184,526

820,553,425
304,188,000

96,829,150
1,331,517,108

(-)32,837,575,185
6,432,511,730

198,162,424,815
265,726,544,400

172,284,439,089
265,713,845,420

19,612,288,122
-

6,265,697,604
12,698,980

(-)231,000,000,000
(-)259,294,032,670

191,000,000,000
238,000,000,000

40,000,000,000
20,000,000,000

-
16,737,723

-
720,072,397

-
557,222,550

5,719,683,451
(-)3,202,723

29,452,233
32,654,956

5,749,135,684
29,452,233

Ⅱ
. Cash Flows from

 Investing Activities
1. Cash Inflows from

 Investing Activities
Decrease in Short-term

 Financial Instrum
ents

Decrease in Short-term
 Guarantee Deposits

Decrease in Investm
ent Securities

Decrease in Long-term
 Loans

Decrease in Guarantee Deposits
Decrease in Deposits for Severance Benefits
Disposal of Land
Disposal of Buildings
Disposal of Structures
Disposal of M

achinery
Disposal of Vehicles
Disposal of Other Tangible Assets
Disposal of Industrial Property Rights

2.Cash Outflows from
 Investing Activities

Increase in Short-term
 Financial Instrum

ents
Increase in Shor-term

 Guarantee Deposits
Increase in Long-term

 Financial Instrum
ents

Increase in Available-for-sale Securities
Increase in Guarantee Deposits
Increase in Equity Investm

ents
Increase in Other Investm

ents
Acquisition of Buildings
Acquisition of Structures
Acquisition of M

achinery
Acquisition of Vehicles
Acquisition of Property, Plant and Equipm

en
Increase in Construction-in-progress
Increase in Intangible Assets

Ⅲ
. Cash Flows from

 Financing Activities
1.Cash Inflows from

 Financing Activities
Increase in Short-term

 Borrowings
Increase in Bonds
Disposal of Treasury Stock

2. Cash Outflows from
 Financing Activities

Decrease in Short-term
 Borrowings

Decrease in Current Portion of Long-term
 Debt

Stock Floating Cost
Acquisition of Treasury Stork
Paym

ent of Dividends

Ⅳ
. Net Increase (Decrease) in Cash (Ⅰ

+Ⅱ
+Ⅲ

)

Ⅴ
. Cash and Cash Equivalents at the Beginning of the Year

Ⅵ
. Cash and Cash Equivalents at the End of the Year
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1954
12.17

Established as Gyem
yung Trading Co. Ltd.

1964
12

Renam
ed to Sam

kyeong Corp.

1973
Launched 「Kolon Sports」

1979
07

Renam
ed to Kolon International Corp.

1981
Launched 「Head」

1982
04

Held the First National High School M
arathon 

1984
Launched 「Activ」

1985
Launched 「Jack Nicklaus」

1986
09

Official sponsor of 1986 Asian Gam
e Seoul

1988
05.25

Listed on the Korea Stock Exchange (Public offering)

09
Official sponsor of 1988 Seoul Olym

pic Gam
es

1989
03

Opened Fashion Institute of Kolon (FIK)

1990
Launched 「Elord」

09
Held Elord Cup Korean Open Golf Tournam

ent

1996
Launched 「Henry Cotton」

1999
Launched 「1492M

ILES」
10

Kolon M
art and Kolon M

otors spun off 

H
istory

1900s

2000s
2000

12
Kolon Fashion spun off

2001
12.01 

Divided Kolon International into 3 com
panies

Renam
ed to FnC Kolon

2002
05

Held ‘FnC KOLON In The W
orld’ 

(a festival in support of the W
orld Cup)

09
Established Chinese subsidiary for 2

ndFnC Kolon in China

10
Held the first IR session since the spin-off

Made a strategic alliance with LVMH, a world-class fashion group

11
Held the first overseas road show since the spin-off

2003
Launched 「M

arc Jacobs」
02

Changed FnC Kolon’s corporate identity (CI)

03 
Im

plem
ented ERP(Enterprise Resource M

anagem
ent) system

06 
Included in KOSPI 200

08    
Launched 「M

arc by M
arc Jacobs」

09  
CEO Je Hwan Suk inaugurated

10
Ahn Shi Hyun, m

em
ber of the Elord Team

,

wins CJ Nine Bridges Classic  

Com
petition of the LPGA Tour

2004
Launched 「Tim

berland」
Launched 「Christian Lacroix」
Launched 「Jim

m
y Choo」

Launched 「Andwelt」
12

Integrate operation m
anagem

ent with Kolon Fashion

2005
09

Held the 48th Kolon-Hana Bank Korea Open Golf Com
petition

Exceed KRW
 100.0 billion in sales of 「Kolon Sports」

O
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Young Casual B
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M
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Planning PU

M
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ent 
Support PU

CoporateB
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D
evelopm

ent PU

Channel 
Strategy PU

Production
Planning PU

D
esign PU


