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Health, harmony and success starts, 

when home becomes 

where you want to go and stay.

As we refresh ourselves by listening to good music in our daily life, 

a house with customized interior helps us to revitalize when we go 

back home from work and give us new energy to work tomorrow. 

This is the new role of interior in our modern life.         

In today’s fast-paced and competitive society, we are stressed out 

all day. We need time to rest and recharge ourselves—to do this, 

we might go to a gym after work, play golf on the weekends or go 

shopping for brand-name products and cars. However, as these 

patterns repeat, we cannot satisfy ourselves enough, and begin to 

feel empty. Also, in a house with monolithic interior design, we are 

not able to refresh ourselves. Worse, if a family has issues or lack 

of, home is not a place for enjoyment anymore.

What can fill the emptiness? 

Hanssem’s answer is a home. When we come back from work and 

enter to a stylish and beautiful house, we can refresh ourselves 

like listening to a good music. After dinner, we get rest and energy 

from ‘quality time’ with our families, and it makes us happier 

and more relaxed. Especially, when sitting in a dining room with 

pleasant conversation and good wine. And the next day, we will be 

energetic to start a new day at ‘a place where you want to go and 

stay.’ Finally, home becomes where you want to go and stay, where 

health, harmony and success starts. 

Hanssem will make your home unique and beautiful. 

Hanssem will contribute to make your home more harmonious 

with beautiful living spaces. 
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FINANCIALHIGHLIGHT

2011 2010

Sales 709,337 623,897

Gross Profit 210,584 164,127

Operating Profit 51,560 37,320

Income before Income Taxes 52,581 39,932

Net Income 39,312 29,326

Total Assets 394,730 317,179

Total Liabilities 192,302 139,688

Total Shareholders’ Equity 202,427 177,491

ROA (%) 10.0% 9.2%

ROE (%) 19.4% 16.5%

Total liability ratio 95.0% 78.7%

Total borrowings and bonds 
payable to total assets  (%)

6.9% 6.8%

Earnings per share (KRW)  2,086 1,512 

Dividends per share (KRW) 600 500

Financial Highlights 

for the Past Two Years

(All monetary units are expressed in million KRW)

Income before income taxes 
(All monetary units are expressed in million KRW)

2010 2011

39,932

52,581

Operating profit 
(All monetary units are expressed in million KRW)

2010 2011

37,320

51,560

(All monetary units are expressed in million KRW)

Sales

2010 2011

623,897
709,337
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In 2011, Hanssem made the highest profit thanks to a 

dramatic growth in consumer retail, increasing its company-

wide sales by more than 13.7% over the year.  Sales by the 

Interior Retail Business Division and the Kitchen Furniture 

Business Division surged by 28.9%and 35.4%, respectively, 

while sales by the Construction Project Sales Business 

Division dropped by 22.8%. 
●

Total sales amounted to KRW 709.3 billion, up 13.7% from 

the year before. Operating profit rose by 38.2% to KRW 51.6 

billion, while income before income taxes and net income 

climbed by 31.7% and 34.1% to KRW 52.6 billion and KRW 39.3 

billion, respectively. The cost of goods sold (COGS) dropped 

by3.4%p due to high growth in customer sales, and selling 

and general administrative (S&GA) expenses improved by 

2.7%p, thanks to additional company-run store launching and 

aggressive marketing, the growth rate of consumer retail 

increased more than 30%.Return on assets (ROA) and return 

on equity (ROE) increased by0.8%p and2.9%p, respectively. 

Earnings per share (EPS) grew by 38.0%.
●

Hanssem’s record success in terms of asset efficiency: trade 

receivables rose only by 1.1% to KRW 63.9 billion from KRW 

63.2 billion the preceding year. Inventories went up by 33.2%, 

to KRW 35.3 billion from KRW 26.5 billion, but maintained 60% 

compare to monthly sales thanks to efficient management. 
●

Our financial structure also remained sound. The current 

ratio and total liability ratio, two key indices of financial 

stability, stood at 118.8% and 95.0%,and total borrowings and 

bonds payable to total asset is 6.9% better than the overall 

industry average by 19.6%p. 
●

In 2012, we will achieve world class customer satisfaction. 

We will do our best to have succeeded in Chinese markets 

by being highly competitive in a diverse and keen market. 
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Dear shareholders 
and customers: 

CEO’SMESSAGE

Chairman & CEO  Yang-Ha Choi 
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Hanssem put ‘Customer Satisfaction Management’ 
as a top management policy last year, and employees 
in sales, construction and after-sales service division 
provided customers with upgraded service. Hanssem’
s three major divisions: ‘ik’ (interior kitchen), online 
shopping malls and showrooms, core growth engines 
have grew continuously and achieved remarkable 
results against adverse business environments. 
●

We recorded KRW 709.3 billion in sales, up 13.7% from 
the preceding year, reaching a new record. Operating 
profit and net income grew by more than 30% to 
KRW 51.6 billion and KRW 39.3 billion, respectively. In 
addition, sales for the online shopping mall division 
rose by 80% and sales of company-run stores and ‘ik’ 
division rose by 28% and 42%, respectively, which are 
the growth engines for Hanssem to become a world 
class company. Last November in its first month the 
new showroom in Centum City in Busan recorded 50,000 
visits and signed off KRW 4.2 billion contracts, showing 
great promise to be successful in the global market. 
●

Last year, a global interior retailer company sought ways 
to enter Korean market by establishing a corporation 
and securing land for buildings. It is expected that the 
global player will open its store in years. Even though 
Hanssem has been the unchallenged leader in the home 
markets, we still need to grow in size and capacity to 
compete with global companies. 
●

Hanssem will leap forward as a global interior retailer 
by realizing the business policy “world-class customer 
satisfaction management”. First, Hanssem will secure 
regular customers by creating quality service groups in 
headquarters and nurturing field workers with intensive 
education. We will guarantee qualified products with 
competitiveness, and establish an excellent service 
system with regular research. Next, we will define our 
company culture and CI(Corporate Identity) accordance 
with the company’s core values, and implement a 
brand marketing strategy for products for newlyweds 
and KITCHENBACH. Lastly, we will provide customized 
service by establishing customer information system 
so that Hanssem guarantees a competitive edge in 
realizing customer satisfaction management. 

The following are the strategic goals of each division: 
●

The Interior Retail Business Division made a huge 
success in sales of KRW 290.7 billion. A new showroom 
in Centum City in Busan established a bridgehead for 
entryway into China. Moreover, we are strengthening 
the overall competitiveness of our online mall, which 
will continue its fast growth, by providing various 
products with high quality service and convenience.
●

The Kitchen Furniture Business Division marked sales 
of KRW 228.2 billion, exceeded sales of KRW 200 billion 
for the first time since the foundation. The Division 
will enlarge its portion on the market by operating 
“KITCHENBACH” with showrooms larger than 300 
square meters in size, and entering the home shopping 
business with new distribution channels. Moreover, 
‘ik’ division, which is showing steep growth, with more 
contracts from interior companies, and improve its 
purchase process to secure more profit. 
●

The Construction Project Sales Business Division 
witnessed a decrease in sales, but the profitability 
has improved. The division will achieve both growth 
and profitability by winning contracts with large 
construction companies and laying a foundation for 
management focused on customer satisfaction and 
competitiveness. We will enlarge our market share by 
supplying differentiated products such as decorations 
of interior innovation and bathroom products to 
commercial and public facilities.
●

The Global economy is still facing major risk from the 
European debt crisis, and Korean construction and 
financial market is also in a recession. Furthermore, 
the world’s best interior company is waiting to enter 
the Korean market.
●

However, we do not consider these difficulties as a crisis, 
but as an opportunity to innovate and train ourselves 
to compete with world class players. To achieve this, 
we will try to meet the global demand for products and 
design, and price competitiveness. Year 2012 will be a 
year to lay a foundation to enter Chinese market. 
●

In 2012, we will not be content with last year’s 
performance, and everyone at Hanssem will try their 
best to become a global interior market leader. 
●

I look forward to your continuing trust and encouragement. 
●

Thank you. 

March 2012, 
Chairman & CEO Yang-Ha Choi 

Thank you very much for all 
your trust and support.
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Hanssem will 
become a world’s 
top 500 company by 
2020 through global 
competitiveness 
in the residential 
environment sector.

To achieve this goal, we must be reborn as a 
company that prioritizes its customers above all else. 
We will do this by augmenting the level of customer 
satisfaction at all our contact points so that we can 
secure an overall ratio of 50% repeat customers. 
This means that everyone at Hanssem must see 
things from the viewpoint of our customers.
●

Another goal is to exceed KRW 1.0 trillion in sales in 
the domestic market. To this end, we will enhance our 
competitiveness through continuous innovations that 
focus on the need of the market and our customers.
●

In addition, our business division heads and team 
leaders must develop their own capabilities to meet 
the global level. Our competitors are not just domestic 
players anymore—they are some of the most 

advanced companies in the world. In order to compete 
both at home and abroad, all our competencies must 
be taken to the highest global level.
●

Next, we will continue expanding aggressively into 
other markets-especially in the US, Japan, and 
China. These steps will be based on the overseas 
successes we have had so far.
●

Lastly, we will advance into a brand-new business: 
the interior renovation market. Many domestic 
and foreign companies, including construction 
and materials enterprises, are entering this sector. 
This means that we must develop optimal business 
models that truly reflect the needs and wants of 
Korean customers, and achieve a success in interior 
renovation business.

VISION&STRATEGY

LONG TERM GOAL

To Become a 
World's top 500 
Company By 2020

2012 
MANAGEMENT 
POLICIES

●

Achieve a world 
class customer 
satisfaction

VISION

To become the world's leading 
company in the residential 
environment sector
●

A company with designs beyond 
the East and the West
●

A company that fosters the 
development of globally-oriented, 
top-level managers
●

A company that specializes 
in online distribution in the 
Northeastern Asian market

MID TERM GOAL

●

Secure a ratio of 50% repeat 
customers to total customers 

●

Achieve sales of more than 
KRW 1 trillion in the domestic market 

●

Strengthen global capabilities 
of division heads and team leaders

●

Expand overseas markets

●

Advance into interior renovation market
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Interior Retail Business Division

Launched in 1997, the Interior Retail Business Division 
became the leader in the Korean interior industry in 
2002, and has maintained that position ever since. 
●

In 2011, we achieved our best-ever results, recording 
sales of KRW 290.7 billion. Our company-run store, 
showroom, had annual sales of KRW 100 billion, and 
opened a new era of KRW 100 billion. In November, 
we opened a new Hanssem flag-ship store in Centum 
City in Busan, which is the largest and foremost 
total home interior store in Northeastern Asia. 
The showroom recorded sales of KRW 3.28 billion 
(excluding Kitchen sales) in the first month, and is 
at the top not only in terms of size, but also in every 
aspect with upgraded Package display model, Model 
house and Entertainment space(the third generation 
store). The first generation showroom (Bangbae, 
1997) and the second generation showroom (Jamsil, 
2009) launch in Seoul, but is now expanding company-
run stores to local areas. Having the third generation 
showroom is a meaningful gesture for Hanssem, since 
know-how and competitiveness of the showroom can 
promote the entrance to the global market. 

●

Our online shopping mall business is boosting its 
growth by securing the competitiveness of Hanssem 
Mall, where over 1.2 million visits every month, and 
‘SAM’, online-only product recording 30 thousand 
sets of furniture sales per month. Online business 
is the fastest growing division in our company: it 
surged by almost 80% from the previous year and 
recorded sales of KRW 72.3 billion in 2011, and it 
seems to be the most promising business in the 
future. Our dealers also did extremely well, securing 
the highest level of store competitiveness in their 
business districts by upgrading to the top class level. 
●

Our number one priority for 2012 is to make five 
showrooms, including Busan f lagship store, 
outdistance world class companies’, such as IKEA, 
in sales per unit area. This move is to complete 
‘success manual’ for urban area distribution stores 
and future China market. Furthermore, Hanssem mall 
will boost monthly sales to KRW 20 billion by the end 
of this year by selling 50,000 sets of ‘SAM’ bookshelf 
a month and developing a hot seller for each space 
as a differentiated interior on-line mall. In addition, 
we will enlarge and expand dealer shops by adding 
household items, and secure the highest level of 
store competitiveness in Korea by developing strong 
marketing differentiation by region.
●

The Interior Retail Business Division is committed to 
strengthening its foundation for becoming a global 
home interior player by enhancing the competitiveness 
of its products, services, and distribution channels. 

BUSINESSREVIEW

2,907
(41.0%)

2,255
(36.1%)

2010 2011

Securing the foundations 
for becoming a global home 
interior distribution company 
with competitive products 
and the finest showrooms 
and services 

(ratio of the division)

2011 Sales
(All monetary units are expressed in hundred million KRW)
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Kitchen Furniture Business Division 

Becoming a new growth 
engine for the company by 
constantly innovating for 
increased competitiveness

As Hanssem’s representative business division, 
the Kitchen Furniture Business Division has held 
the number one position in the Korean kitchen 
market since 1986. In addition to its competitiveness 
(including products with award-winning designs), 
the division boasts the industry’s highest-level of 
sales representatives, stores, online order systems, 
and installation contractors. It is currently focusing 
on realizing the ultimate in customer satisfaction by 
adding to its customer service capabilities—such as 
after-sales services that are available 24 hours a day 
and within 24 hours after a call has been received. 
●

Year 2011 was a year that the division reinforced 
the competitiveness of the ‘ik’, and upgraded 
existing dealer shop to large-scale standardized 
‘KITCHENBACH’ store. Furthermore, we succeeded 
in establishing a new route of distribution, home 
shopping companies.
●

The ‘Hanssem ik’ business, which provides built-
in furniture and other interior furnishings (including 

flooring and baths) to interior contractors, grew 
by more than 40%. This meaningful success was 
due to the expansion of its network, including high-
quality outlets and a mentoring system. Dealer sales 
division, selling kitchen and built-in furniture, grew 
by more than 30%, break away from several years of 
stagnation through expansion of standardized flag 
ship store and differentiated displays and services. 
In specific terms, the division recorded sales of KRW 
228.2 billion, a rise of 35% from KRW 168.5 billion a 
year ago, despite of sluggish market. 
●

In 2012, the division will concentrate on contributing 
to Hanssem’s take-off into ‘a premier interior 
furnishings and renovation distributor.’
●

To do so, we will increase our brand value through 
high-end kitchen furniture KITCHENBACH, which will 
open a new possibility of premium kitchen furniture 
line, and expand our market share through ‘ik’ with 
unrivalled price competitiveness. Our focus will be 
on stores that are larger than 300 square meters 
in size, to help them become a main distribution 
channel for our KITCHENBACH line. In addition, we 
will continue to broaden our product range, including 
wallpaper, windows and doors, and lighting. This will 
enable customers to purchase reliable and brand-
name goods in one place at one time, while also 
allowing interior contractors to provide sophisticated 
products to customers at the same time. 
●

We will achieve both goals—enhancing the brand 
value through the KITCHENBACH line and expanding 
the market share with ‘Hanssem ik’—and become a 
more reliable company. 

2,282
(32.1%)

1,685
(27.0%)

2010 2011

(ratio of the division)

2011 Sales
(All monetary units are expressed in hundred million KRW)

BUSINESSREVIEW

K
ITC

H
EN

B
A

C
H

 600 P
U

R
E W

H
ITE



The Construction Project Sales Business Division 
supplies kitchen furniture, cabinetry, and related 
products and equipment to high-quality construction 
and installation companies in the large-scale 
apartment house construction, reconstruction, 
and remodeling sectors. It leads the construction 
project sales market by maintaining competitiveness 
based on Hanssem’s unparalleled technologies and 
designs. It also leverages its logistics and installation 
service capabilities to guarantee the seamless 
completion of large-scale orders. 
●

In 2011, the division concentrated on strengthening 
its profitability-centered management system, 
securing the competitiveness of its product and price, 
and achieving safer distribution and construction 

channel. The division laid the foundations for 
continuing stable growth. This was achieved by 
securing major customers in preparation of the 
economic contraction and housing market downturn. 
●

As a result, while sales dropped compared to the 
previous year, profit increased, and we established a 
foundation for future market share expansion. 
●

In 2012, the division will focus on sustainable 
management based on customer satisfaction. In 
order to maximize the sales of apartments, we 
will keep both clients and customers satisfied 
by providing a differentiated design and perfect 
distribution and construction. 
●

For the long-term, the division will diversify to 
include other housing items, such as decorations of 
construction and bathroom materials. We will also 
transition to a business model that provides total interior 
solutions. This will be done by diversifying our housing-
related product line to baths and interior renovation 
items, and by expanding our business domains into 
furniture for commercial and public facilities.
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869
(12.3%)

1,126
(18.0%)

2010 2011
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BUSINESSREVIEW

Construction Project Sales Business Division 

Growing into a total interior 
solutions provider for 
apartment buildings through 
a customer satisfaction- 
and profitability-centered 
management system 

(ratio of the division)

2011 Sales
(All monetary units are expressed in hundred million KRW)
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Hanssem has led Korea’s residential environment industry for 
the past 41 years. A total solutions home interior company, we 
provide furniture, household equipment, accessories, lighting, 
fabrics, and interior renovation products for all housing spaces, 
including the kitchen, bedroom, living room, and the bath. 

Since its inception as a kitchen furniture company in 1970, Hanssem 
has consistently positioned itself in the vanguard of the domestic 
market by introducing modern-style kitchens to Korean homes. 

We have particularly opened a new chapter in the area of 
kitchen culture. For example, we have suggested that kitchens 
should be turned into convenient, efficient, and beautiful spaces 
that function as second living rooms for the entire family. We 
did this by advancing the concepts of “system kitchen” and 
“Intelligent kitchen” to the kitchen furniture market-something 
that had never been done before in Korea. 

In 1997, we introduced a wide range of differentiated business 
models while expanding our business domains into more spaces 
inside the house, including bedrooms, living rooms, studies, 
children’s rooms, and bathrooms. 

We are also adding to our overseas markets through our 
subsidiaries in the US, China, and Japan. 

One of our main strategies is to offer a new concept in family 
living environments for today’s information-oriented society. 
This includes the development of environmentally friendly new 
materials and children’s rooms for two-income families, as well 
as revamping our renovations business. 

Hanssem is the number one company in both kitchen furniture 
and the comprehensive furniture(interior sectors). Moving 
forward, we will continue to pursue our vision of becoming “the 
world’s leading company in the residential environment sector” 
by further strengthening our competitiveness through a wide 
array of management innovation activities. 

COMPANYOVERVIEW
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Contributing to human 
development through 
improvements to the 
residential environment 
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HANSSEM’S OPERATING PHILOSOPHY 

Established in 1970 with a mission to “contribute to 

human development through improvements to the 

residential environment,” Hanssem has grown into 

a leading company in the home interior industry. 

Going forward, our goal is to become a global leader 

that creates unparalleled values in the residential 

environment sector. Hanssem is committed to helping 

families lead healthier and happier lives by providing 

beautiful and stylish living spaces. 

Design Beyond East and West
All of Hanssem’s designs prioritize the needs of people and the environment. We also strive 
to create designs for the Northeastern Asian era and today’s digital information-oriented 
society. Led by the Hanssem DBEW (Design Beyond East and West) Design Center, we will 
serve as “a cradle for design development that incorporates the best of the East and the 
West,” including sponsoring exchanges among top designers both at home and abroad.
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ENVIRONMENTALLY FRIENDLY DESIGNS 

The process of industrialization in the West has resulted in resources depletion and environmental 

destruction, and accelerating development in Asia will only add to these problems. As a result, we must 

work to create new models that will enable us to develop while minimizing its negative aspects. Hanssem is 

committed to creating designs that can help build a healthier society in harmony with nature. 

DESIGNS FOR AN INFORMATION-ORIENTED SOCIETY 

The activity areas of families are rapidly expanding in line with the development of an information-oriented 

society. This means that we need a new-concept residential environment that will answer the demands of 

each family member and enable smoother and more cooperative communications. Hanssem is working to 

develop an efficient and effective digital residential culture for families in this information-oriented society. 

DESIGNS FOR THE NORTHEASTERN ASIAN ERA 

We need new-concept designs if we want to dominate the Northeastern Asian market, which is rapidly 

emerging as the largest single consumption area in the 21stcentury. The answer, of course, is to develop 

designs that incorporate the very best features of the East and the West. Led by its DBEW Design Center, 

Hanssem will create new designs to celebrate this exciting new age. 
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2012
2012. 01 Proceed a Hanssem-clean-up project in 

 large-scale apartment in China 

2011. 11 Appoint KoHyung-jung as a honorary ambassador

2011. 11 Opened fifth showroom (in Busan centum) 

2011. 10 Launched‘Comport-I’, 7 Zone custom power spring mattress

2011. 08 Built a real-time mobile system for construction distribution 

2011. 04 Opened first large-sized ‘KITCHENBACH’ showroom 

 (in Dalseo and Suseong, Daegu)

2010. 10 Launched Win-win cooperation between large enterprises 

 and smaller companies project 

2010. 01  Developed “on-floor piping” technology for bathrooms 

2009.11 Annual sales exceeded KRW 500.0 billion 

2009.10 Opened fourth showroom (in Jamsil, Seoul) 

2009. 05  Launched “Sam,” an exclusive online brand

2008. 09  Launched Hanssem Gift Certificate program 

2008. 07  Introduced open-concept counters for small- and 

 medium-sized apartments 

2008. 04  Launched MAISTRI, an Italian luxury kitchen brand 

2008. 03  Launched HOWIZ, an exclusive online brand 

2008. 03  Launched “integrated mileage service” 

2008. 02  Opened portal site, Hanssem.com 

2007.10 Launched distribution of ‘ik’ (Interior Kitchen) 

2006. 01  Launched KITCHENBACH, a premium kitchen brand 

2004. 06  Opened DBEW Design Center

2004. 01  Completed plant in China

2002. 07  Listed on Korea Stock Exchange

 (currently Korea Exchange, or KRX) 

2001. 01  Opened third showroom (in Bundang) 

2000. 02  Opened second showroom (in Nonhyeon-dong, Seoul) 

1999. 12  Initiated ERP project 

1997. 01  Launched Interior Retail Business 

1996. 03  Established subsidiary in China

1992. 09  Announced new Corporate Identity 

1992. 03  Completed Plant 3 (Awarded grand prize at 

 Korean Architectural Cultural Awards)

1991. 04  Established subsidiary in Japan

1990. 07  Established Hanssem Design Research Institute 

1989. 12  Developed HANCAD to computerize distribution net work 

1986. 11  Established subsidiary in US 

1983. 12  Exports exceeded USD 10.0 million 

1979. 12  Exports exceeded USD 1.0 million 

1977. 07  Exported kitchen furniture (a first for Korea) 

1970. 09  Established company 

1970
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2012. 03 Ranked first in Korea Brand Star (in kitchen furniture category)

2012. 03 Ranked first in NBCI (in home furniture category, for 4thconsecutive year)

2012. 03 Ranked first in Korea Brand Power Index (K-BPI) 

 (in kitchen furniture category, for 14th consecutive year) 

 Ranked first in Korea Brand Power Index (K-BPI) 

 (in house furniture category, for 3rdconsecutive year)

2012. 01 Won Best 100 company in job creation in 2011

2012. 01 Won 2012 Customer satisfaction management awards

2011. 12 Ranked first in KNPS for 5thconsecutive year

2010. 07 Won Eco-friendly Management Awards (The Korea Economic Daily)

2010. 02  Received 2009 PIN UP Design Awards 

 -Kitchen: KITCHENBACH Frame Oak 

 -Interior: ID 6000 

 -KITCHENBACH Frame Oak won gold prize in living and home office 

2009. 12  Goods design category Selected as 2009 Good Design (GD) products 

 -Interior: Tivoli bedroom set, Modern Grace bedroom set, Kid’s room ID 6000

 -KITCHENBACH Frame Oak won Minister of Knowledge Economy Awards

 -Design Team head received Good Designer Awards

2009. 12  “SAM” selected as best marketing brand by Dong-a Business Review 

2009. 11  Selected as “Super Brand” (in kitchen furniture category, for 5th consecutive year) 

2009. 09  Managing Director Jeong Jae Yong of Hanssem Service One awarded 

 presidential citation as “Man of merit” for vocational education and training 

2007.07 Listed in Korean Standard-Quality Excellence Index (KS-QEI) 

 (in kitchen furniture category, for 2nd consecutive year) 

2006.12 KITCHENBACH Oriental received Korea Design Awards (in living category) 

2006.11 Received presidential citation at 32nd National Quality Management Competition 

 (in “Man of merit” category) 

2006.09 Certified as company with exemplary labor-management culture 

2006.06 Received National Environmental Management Awards 

 (Minister of Commerce, Industry and Energy Awards) 

2005.01 Acquired Korea Laboratory Accreditation Scheme (KOLAS) Certification 

 (No. 245), a first for Korea’s furniture industry 

2004.07 Won Accounting Transparency Awards

2000.08 Won Good Design (GD) Awards (Minister of Commerce, Industry and Energy Awards) 

2000.03 Won Exemplary Business Awards on Commerce and Industry Day 

1999. 08  Acquired Japanese GD Mark at Japanese Good Design 

1999. 07  Won Good Design Awards (Prime Minister’s Awards) 

1992. 03  Won Korean Architectural Culture Awards (for Plant 3) 

1984. 11  Awarded BronzeTower Order of Industrial Medal on Export Day 

1983. 12  Exports exceeded USD 10.0 million 

1982. 02  Won Export Awards (1st in kitchen furniture exports, 2nd in furniture exports in 1981) 

1981. 01  Acquired Korea Standard (KS) Mark 
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Ranked first in furniture category 

Ranked first in 
manufacturalfurniture category

Ranked first in home furniture 
category for 4thconsecutive year

Ranked first in house furniture 
category for 3rdconsecutive year

Ranked first in kitchen furniture 
category for 14thconsecutive year
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06
WARDROBE

07
BATHROOM

08
FLOORING

05
KITCHEN

01
BEDROOM

02
CHILDREN’S ROOM

03
DRESSING ROOM

04
LIVING ROOM

(  HANSSEM’S BUSINESS SCOPE  )

BUSINESSMODEL

Hanssem was founded in 1970 as a kitchen furniture 
company, and began to supply interior furnishings in 
1997. In 2009, we branched into interior renovation 
products, such as flooring, wallpaper, wooden 
windows and doors, and sashes. Today, we sell 
a wide range of residential space-related items 
through such traditional distribution networks as 

large company-run stores, construction project 
sales, and dealers, and have also developed new 
channels, including online shopping malls and 
interior contractors. Through this, we will continue 
to pursue our vision of becoming “The world’
s leading company specializing in the residential 
environment sector.”

Hanssem provides coordinated package 
designs for all interior items, ranging from 
furniture to lighting, fabrics, and accessories, 
to complement each and every living space—
including bedrooms, living rooms, children’s 
rooms, kitchens, studies, and bathrooms. Our 
world-class design capabilities and insistence 
on high quality guarantee beautiful residential 
spaces accented with style and personality. 

We don’t just “sell furniture”: 

we provide package designs
INTERIOR RENOVATIONSINTERIOR FURNISHINGS

01

02

03

04

05

06

07

08

Hanssem doesn’t sell beds: 

we sell bedroom concepts. 

We don’t just sell sofas either: 

we sell living room furnishings. 

And we do not simply sell furniture: 

we provide space accoutrements. 
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DISTRIBUTION CHANNELS

PRODUCTS

Interior furnishings

beds | dressing tables | wardrobes | dressers | couches | bookcases | desks | tables | chairs | accessories | fabrics | etc.

kitchen furniture and equipment | built-in | storage | baths | flooring | wallpaper | wooden windows and doors | sashes | lighting

Interior renovations

Wedding  |  Moving  |  Children's Rooms  |  New Homes  |  Remodeling  |  Replacements  |  Gifts

TARGET MARKETS

The world’s leading company specializing in the residential environment sector.
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A home interior distribution company 

to lead the Northeastern Asian era 

Large Company-Run Stores

Interior Furnishings 

Kitchen Furnishings Dealers

Interior Contractors

Construction Project Sales

Online Shopping Malls
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Customers can peruse Hanssem’s products at 
large, full-range showrooms, at interior contractors’ 
outlets in their own neighborhoods, and at online 
shopping malls. 

BUSINESSMODEL
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Customers can shop for Hanssem 
products through a multitude of 
distribution channels 

2011 Sales
(All monetary units are expressed in hundred million KRW)

LARGE COMPANY-RUN STORES 

INTERIOR FURNISHINGS DEALERS 

KITCHEN FURNISHINGS DEALERS 

INTERIOR CONTRACTORS

ONLINE SHOPPING MALLS

CONSTRUCTION PROJECT SALES

RAW MATERIALS&COMPONENTS

2010

970

2009 2011

1,025

2010

933

2009 2011

1,043

2009

583

2010

809

2011

1038

1,146

1,346

2009

391

2010

403

2009

279

2009 2011

1,126

2010

1,015

2009 2010 2011

506

636

2010

661

936

2011

2011

723

869

437
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Hanssem launched its Interior Retail Business and 
opened the first company-run store in Bangbae-
dong in 1996, and expanded with the Nonhyeon 
Showroom (1999) and the Bundang Showroom (2000). 
Since then, Hanssem has made an endeavor to set 
company-run stores as a profitable model, and finally 
opened its fourth showroom in Jamsil in October, 
2009 and fifth in Centum city, Busan in 2011.
●

Sales of the Jamsil and Busan showroom reached 
the break-even point in first month with KRW 3 
billion, while the three existing showrooms took 12 
years, and settled as a major company-run store 
by earning KRW 38.9 billion in 2011, 36% increase 
from previous year. The Busan showroom is 20% 
larger than the Jamsil showroom, and designed as 
distribution store, which straddle adjacent markets 
including Ulsan and Changwon. We are planned 
to complement distribution structure of online and 
offline shops, and build additional showrooms in 
each regional central city. 
●

In 2012, company-run stores set a goal to have 
sales of KRW 150 billion. To achieve this goal, we 
will make ten thousand sets of hit products and 
improve displays in our showrooms, and implement 
strong marketing to promote the growth of existing 
company-run stores.

The new brand ‘Hanssem ik’ (interior kitchen) of the 
Kitchen Furniture Business Division, launched on 
November 2007, has its own distribution channel 
with interior contractors, separate from existing 
dealers. The target of ‘ik’ is the domestic low-price 
kitchen furniture market, which account for 85% of 
the whole kitchen furniture market. 
●

The interior kitchen (ik) reached monthly sales of 
KRW 8 billion within four years of its launch, which 
amounts to sales of KRW 39.1 billion, KRW 66.1 
billion and KRW 93.6 billion, in 2009, 2010 and 2011, 
respectively. The basic strategy and goal is to secure 
and nurture more high-level sales representatives 
and establish alliances with the top three thousand 
interior contractors among the 15 thousand nation-
wide to retain 30% of market share. Furthermore, 
we plan to advance into larger markets, including 
bathroom, floor, lighting and window market.
●

In 2012, ‘ik’ is aiming to continue high growth by 
marketing reinforcement, fostering salesperson, 
product renovation and market share enhancement. 
We will attract ‘ik’ partners up to 3,000 to enlarge 
market share, and accelerate to enter interior 
renovation market. 

The online shopping malls launched in February 2008, 
and amount to sales of KRW 17.3 billion, and grew 
four fold in four years by recording sales of KRW 
72.3 billion in 2011. At present, online distribution is 
through two different channels: one is Hanssem’s 
own online shopping mall, and the other is Korea’s 
leading online shopping malls, and we have a long-
term goal to integrate these two into Hanssem mall. 
●

Online business witnessed rapid growth of 50% for 
last 3 years, which stood at a mere KRW 1 billion in 
2008, and reached monthly sales of KRW 6 billion 
2011, up 80% from last year. In the beginning, 
sales of Hanssem online shopping mall made slow 
progress, but now have more sales than that of 
others’. Hanssem online shopping mall plays the role 
of locomotive of whole online division. 
●

In 2012, the online business established a goal to 
have monthly sales of KRW 10 billion. We expect 
to have even faster growth when we optimize 
all the products and systems including price, 
display, construction and distribution for the online 
shopping environment. 

BUSINESSMODEL

Hanssem has many divisions 
including the Interior Retail 
Business Division, Kitchen 
Furniture Business Division 
and Construction Project Sales 
Business Division, and the 
Consumer sales parts, including 
Interior Retail Business Division 
and of Kitchen Furniture Business 
Division, are the ‘core’ divisions.

The Consumer sales part, which 
witnessed 20% growth every 
year, is divided into five different 
distributors: large-scale company-
run stores, interior contractors, 
online shopping malls, kitchen 
furnishing dealers and interior 
furnishing dealers. The first three 
distributors worked as the growth 
engine of Hanssem.
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LARGE COMPANY-RUN STORES INTERIOR CONTRACTORS ONLINE SHOPPING MALLS

Korea’s largest 
home interior 
distribution company
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01	

Hanssem occupies the number one position in the 
Korean kitchen and interior furnishing sector. We 
have held the largest share of the kitchen furnishing 
market since 1986, and have dominated the interior 
furnishing sector since 2001. 

02

Hanssem have ranked first in KMAC’s Korea brand 
power index (K-BPI) in the kitchen furniture category 
for fourteen straight years in 2012, and were selected 
as the best brand in the home furnishing category 
in the Korea Productivity Center’s National Brand 
Competitiveness Index (NBCI). Most housewives in 
Korea choose the Hanssem brand.

● 2012.03 

 Ranked first in NBCI in home furnishing category by 
 Korea Productivity Center (for three consecutive years) 

● 2012.03 
 Ranked first in Korea-Brand Power Index (K-BPI)
 by KMAC in kitchen furnishing category 
 (for fourteen consecutive years) 

03

Boasting five flagship stores (large-scale showrooms), 
over 310 dealers, and 1.2 million visitors to our 
homepage (www.hanssem.com) each month 
Hanssem operates five large showrooms in Jamsil, 
Nonhyeon, Bangbae, Bundang and Busan, the 
largest one with the size of around 8300 square 
meters, where consumers can shop every related 
product at once. Our sales network includes more 
than 87 interior dealers and over 220 kitchen dealers 
across the nation. In addition, our portal site, “www.
hanssem.com,” which specializes in interior designs, 
provides information on customized, full-package 
products for newlyweds, new homes, and children’s 
rooms. It has 1.2 million visitors on a monthly basis. 

THEPRIDEOFHANSSEM

No. 1 in Market Share 

No. 1 in Brand Power 

Korea’s largest home interior 
distribution company
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05

Design competitiveness of the DBEW Design center 
Because design management is one of its core values, Hanssem is taking 
the lead in design innovations in Northeastern Asia. As part of this strategy, 
the company is fostering an increasing number of new designers at its 
DBEW (Design Beyond East & West) Design Center, the first private design 
promotion institution in Korea. After strengthening our competitiveness 
through exchanges with prestigious designers both at home and abroad, 
the aesthetics of our designs have been recognized in many consumer 
surveys and through a wide variety of domestic and overseas design awards, 
including Japan’s GD Awards. 

One-Stop logistics/installation System 
We are able to provide 3-day delivery and 1-day installation by linking our 
production and logistics processes at the very moment a contract is signed. 
This is made possible through an Internet-based, nation-wide distribution 
network and our innovative CRM-ERP-SCM information system, which 
enables the computerized and fully-integrated management of our head office, 
plants, dealers, business partners, and installation workers across the nation. 
In addition, our “installation reservation” program, which is based on the ERP 
system, allows customers to choose their installation work at a desired date 
and time, taking our installation ratio to the “World’s best” level. 

The largest production infrastructure in Asia
We boast the largest production facility in Asia. Capable of manufacturing 
150,000 sets of products annually, it is equipped with competitive structures for 
all production processes, from molding, cutting, and processing to logistics. 
We have raised the efficiency of our production processes even further by 
devoting one plant to one line—logistics in plant 1, custom-built marble tops in 
plant 2, lamination in plant 3, and painting and membranes in plant 4. 

Customer satisfaction service 
We have reinforced our core capabilities for customer satisfaction by 
customer contact points, including products, advertising and promotions, 
exhibitions, designs, installations, and after-sales service. As a result, we 
have been able to realize our goal of 100% after-sales service within 24 hours. 
In 2011, we created customer satisfaction indicators for sales, installations, 
and after-sales service, allowing us to record more than KRW 148.8 billion in 
referring sales and about 64,000 references. 

Expanding into overseas markets
the US, Japan, and China 
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THEPRIDEOFHANSSEM

04

In order to expand overseas, Hanssem is tapping 
into world markets with its independent brand, 
centering on its subsidiaries in the US, Japan, and 
China. With a cabinet production line in New Jersey 
and showrooms in Manhattan and Boston, our US 
subsidiary has been recording earnings ratios of 
10% per year, along with a rational margin structure. 
In Japan, a country in which many large foreign-
based corporations have experienced failure, 
Hanssem has instead been a dramatic success story, 
supplying products to high-rise, mixed-use condos 
in Shiodome, Tokyo. In China, we mainly provide 
kitchen furniture to newly-built apartments, from a 
production facility in Beijing. 

Hanssem products installed in a customer’
s home in Boston, USA 

250 dealers in New York and New Jersey 

USA  (1986) JAPAN  (1991) CHINA  (1996)

CHINA
Beijing Office
Shanghai Buying Office

JAPAN
Tokyo Branch Office
Osaka Head Office

KOREA U.S.A.
New Jersey Head Office
New Jersey Plant 1
New Jersey Plant 2
Boston Showroom
Manhattan Showroom

Japan-Milan, winner of the Japan Good 
Design Award in 2004 

Hanssem products installed in high-rise 
apartment house in Beijing 

Tokyo, Osaka Beijing, Shanghai

Boasting the industry's 
highest level of 
competitiveness 
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01 GROWTH INDICES_SALES BY 
 BUSINESS DIVISION (Table 1)
● Sales of the Interior Retail Business Division 
increased by 28.9% over the year to reach KRW 
290.7billion at the end of 2011 (KRW 225.5 billion 
in 2010). This was largely led by 80% growth of 
online shopping mall business and 30% growth of 
existing company-run stores. While the number of 
interior dealers decreased to 87, our dealers' sales 
competitiveness strengthened with their annual sales 
increasing by 45.4% over the year to KRW 1.41 billion.
● In 2012, the Interior Retail Business Division 
will spur on to sales growth to meet rapidly changing 
future business environments. We will come up with 
customized products for each distribution stage 
and develop a marketing strategy to discover new 
growth engine. Furthermore, we plan to rearrange 
product display and Hanssem brand to intensify 
competitiveness of existing distributors, and make 
better use of on-line shopping mall as a part of 
expansion of new distribution sectors. We attempt 
to have additional showrooms in central cities to 
complement on- and off-line shopping channels and 
create synergy between each distribution sectors. 
● Sales of the Kitchen Furniture Business 
Division amounted to KRW 228.2 billion at year-end, 
a rise of 35.4% from KRW 168.5 billion a year earlier. 
Dealer shop surged by 30% thanks to home shopping 
and outlets and contributed to the whole division’
s high growth. Sales of ‘ik’ also increased by 40% 
which shown steady growth, and sales per ‘ik’ sales 
person grow by 14.2% to KRW 410 million from KRW 
360 million a year before. Furthermore, the number of 
dealers increased over the year and sales per dealers 
rose by 44.1% to KRW 520 million from a year before.
● In 2012, the Kitchen Furniture Business 
Division plans to keep high growth by intensifying 
business district, nurturing salespersons and product 
innovation. We will secure 3,000 distribution channels 
and earnestly advance into interior renovation market. 
The distribution dealer division will make an effort to 
implement a standard business model on the strength 
of success in year 2011, and make good use of home 
shopping channels to have sustainable growth. 

● Sales of the Construction Project Sales 
Business Division went down by 22.8% to KRW 86.9 
billion, compared to KRW 112.6 billion in 2010. Though 
sales of the division decreased due to minimizing risk 
and improving sales, curtailed non performing loan 
by 100% and profitability improved by 4.2%. 
● I n  2 0 1 2 ,  t h e  D i v i s i o n  w i l l  s e c u r e 
competitiveness to overcome minimum bid system, 
and achieve profit improvement via customer satisfied 
field management. We will provide a differentiated 
product with eco-friendly goods and package plan, 
and secure competitiveness in the market by enlarging 
networks with major domestic construction firms. 
● Sales of the Raw Materials and Components 
Sales Business Division decreased by 13.6% to 
KRW 43.7 billion from KRW 50.6 billion a year earlier. 
Exports and new business sales dropped to KRW 9.6 
billion and KRW 13.6 billion from KRW 14.4 billion and 
KRW 21.5 billion in 2010, respectively. 

02 PROFITABILITY INDICES (Table 2)
 Operating profit increased by 38.2% over 
the year to reach KRW 51.6 billion at the end of 2011. 
Income before income taxes and net income grew 
by 31.7% and 34.1% to KRW 52.6 billion and KRW 39.3 
billion, respectively. Return on assets (ROA) increased 
by 0.8%p, and return on equity (ROE) edged up by 2.9%p. 
● In 2011, Hanssem accrued sales of KRW 
709.3 billion, the largest ever since its founding. 
Growth of the major divisions of Hanssem, including 
online shopping mall, ‘ik’ and company-run stores 
improved significantly, and Kitchen furniture dealers, 
which had shown weak record, made a high growth 
thanks to outlets and home shopping. In addition, 
operating profit rose by 1.3%p from the year before, 
thanks to the increased share of customer product 
distribution to 77% in domestic sales. In 2012, the 
Division will focus on securing high growth and profit 
through product competitiveness in each market.

03 STABILITY- AND ACTIVITY-RELATED
 INDICES (Table 3)
● In 2011, we posted satisfactory results 
in terms of financial stability and activity, and 
improved our profitability. Although the current ratio 
diminished to 118.8% from the previous year, and the 
total liability ratio grew to 95.0%, and was better than 
the industry average by 41.3%p.

FINANCIALREVIEW
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(All monetary units are expressed in million KRW) 

04	 2-YEAR FINACIAL 
 SUMMARY

2011 2010

Sales 709,337 623,897

COGS 498,754 459,771

Gross profit 210,584 164,127

SG&A expenses 165,033 128,439

Operating profit 51,560 37,320

Income before income taxes 52,581 39,932

Income taxes 13,269 10,768

Net income 39,312 29,326

EPS 2,086 1,512

Total assets 394,730 317,179

Total liabilities 192,302 139,688

Total shareholders' equity 202,427 177,491

Table 1

G
RO

W
TH
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D

ICES

Business Division
2011 2010

Growth
Amount Ratio Amount Ratio

Domestic Interior Retail 2,907 41.0% 2,255 36.1% 28.9%

Kitchen Furniture 2,282 32.2% 1,685 27.0% 35.4%

Construction 
Project Sales

869 12.3% 1,126 18.0% -22.8%

Raw Materials & 
Components

437 6.2% 506 8.1% -13.6%

Exports  96 1.4% 144 2.3% -33.3%

Other 136 1.9% 215 3.4% -36.7%

Sum 6,727 94.8% 5,931 95.1% 13.4%

Abroad China Co. 158 2.2% 78 1.3% 102.6%

US Co. 208 2.9% 230 3.7% -9.6%

Sum 366 5.2% 308 4.9% 18.8%

Total Sales 7,093 100.0% 6,239 100.0% 13.7%

Table 2

PRO
FITA

B
ILITY IN

D
ICES

2011 2010 Industry Average(*)

Gross margins 29.7% 26.3% 15.8%

SG&A ratio 23.3% 20.6% 12.3%

Operating profit to net sales 7.3% 6.0% 3.6%

Net income to net sales 5.5% 4.7% 2.5%

(ROA) 10.0% 9.2% 5.2%

(ROE) 19.4% 16.5% 12.2%

(*) Industry averages were derived 
using base data from "Corporate 
M a n a g e m e n t  A n a l y s i s  2 0 1 0 , " 
published by the Bank of Korea. 
T h e  w h o l e s a l e  a n d  p r o d u c t 
intermediaries’ industry average has 
been applied because Hanssem is 
listed as a "wholesale and product 
intermediaries" business.

( * 1 )  I n d u s t r y  a v e r a g e s  w e r e 
d e r i v e d  u s i n g  b a s e  d a t a  f r o m 
"Corporate Management Analysis 
2010,"  published by the Bank of 
Korea. The wholesale and product 
intermediaries’ industry average has 
been applied because Hanssem is 
listed as a "wholesale and product 
intermediaries" business.

2011 2010 Industry Average(*1)

Current ratio 118.8% 152.8% 144.7%

Total liability ratio 95.0% 78.7% 136.3%

Total borrowings and bonds 
payable to total assets

6.9% 6.8% 26.5%

Turnover ratio of assets 1.8 2.0 2.1

Table 3
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2011 2010

Current assets  Cash and cash equivalents 59,115 39,470

Trade and other receivables 67,326 65,898

Other current financial assets 37,562 58,768

Other current assets 15,556 13,624

Income Tax Asset 303 90

Inventories 35,346 26,510

Total current assets 215,208 204,361

Non-current assets Equity method investment subsidiaries 
and Equity method investment affiliates

893 838

Tangible assets 108,904 67,301

Investment in real properties 1,771 2,627

Intangible assets 4,942 4,608

Other non-current financial assets 51,384 27,183

Other non-current assets 9,581 9,326

Deferred income taxes asset 2,047 935

Total non-current assets 179,522 112,818

Total assets 394,730 317,179
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FINANCIALSTATEMENTS

Asset Shareholders’ equity 

and liabilities

01	 CONSOLIDATED STATEMENT OF FINANCIAL POSITION
(All monetary units are expressed in million KRW) 
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2011 2010

Current liabilities Trade accounts and notes payables, 
and other current liabilities

140,796 99,510

Short-term borrowings 22,654 21,526

Current portion of long-term 
borrowings

143 0

Income Tax Liability 9,745 4,899

Financial derivatives liabilities 3 8

Other 6,385 6,587

Construction Warranty Provision 1,432 1,220

Total current liabilities 181,158 133,749

Non-current liabilities Long term borrowing 4,391 0

Other non-current financial liabilities 1,509 1,627

Other non-current liabilities 2 45

Retirement allowance liabilities 5,243 4,266

Total non-current liabilities 11,144 5,938

Total liabilities 192,302 139,688

Capital stock 23,534 23,534

Capital surplus 36,919 36,919

Capital adjustments -39,149 -35,791

Accumulated other 
comprehensive income

1,145 1,059

Retained earnings 179,977 151,770

Total shareholders' equity 202,427 177,491

Total shareholders’ equity and liabilities 394,730 317,179

(All monetary units are expressed in million KRW) 
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03	 CONSOLIDATED STATEMENT OF CHANGES IN EQUITY02	 CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME

FINANCIALSTATEMENTS
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(All monetary units are expressed in million KRW) (All monetary units are expressed in million KRW) 

2011 2010

Sales 709,337 623,897

COGS 498,754 459,771

Gross profit 210,584 164,127

Other Operating revenues 
(expenses)

SG&A expenses 165,033 128,439

Other Operating revenues 9,513 7,166

Other Operating expenses 3,503 5,534

Operating Profit 51,560 37,320 

Non-operating income 
(expenses)

Financial revenues 2,621 3,279

Financial Cost 1,654 835

Valuation gain of related 
company using equity 
method

55 168

Earnings before income taxes 52,581 39,932

Net income 39,312 29,326

Other Comprehensive 
Income

Translation of Operation 
in Overseas_Gains on 
Translation of Operation in 
Overseas

87 -426

Actuarial Gains -2,115 -1,547

Gross Comprehensive Gains 37,795 27,727

 Capital 
stock 

Capital 
surplus

Capital 
adjustments 

Accumulated 
other 

comprehensive
 income 

Retained 
earnings or 

accumulated 
deficit

Controlling 
interest

Non-
controlling 

interest

Total 
equity

Balance as of 
January 1, 2010

23,534 36,919 -29,888 905 128,639 160,110 -12,554 147,556

Consolidated Net Income - - - - 29,116 29,116 - 29,116

Actuarial Gains and Losses - - - - -1,173 -1,173 - -1,173

Translation of Operation 
in Overseas Gains and 
Losses on Translation 
of Operation in Overseas

- - - -426 - -426 - -426

Total Gross 
Comprehensive Income

- - - -426 27,943 27,517 - 27,517

Changes in Scope 
of Consolidation

- - 918 579 2,907 4,405 12,554 16,959

Dividend per Annum - - - - -7,870 -7,870 - -7,870

Purchase of treasury stocks - - -8,052 - - -8,052 - -8,052

Sale of Subsidiaries - - 1,231 - 150 1,382 - 1,382

Balance as of 
December 31, 2010

23,534 36,919 -35,791 1,059 151,770 177,491 - 177,491

Balance as of 
January 1, 2011

23,534 36,919 -35,791 1,059 151,770 177,491 - 177,491

Consolidated Net Income - - - - 39,312 39,312 - 39,312

Actuarial Gains and Losses - - - - -1,604 -1,604 - -1,604

Translation of Operation 
in Overseas_Gains and 
Losses on Translation of 
Operation in Overseas

- - - 87 - 87 - 87

Total Gross 
Comprehensive Income

- - - 87 37,708 37,795 - 37,795

Dividend per Annum - - - - -9,501 -9,501 - -9,501

Purchase of 
treasury stocks

- - -3,358 - - -3,358 0 -3,358

Balance as of 
December 31, 2011

23,534 36,919 -39,149 1,145 179,977 202,427 - 202,427
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05	 CONSOLIDATED STATEMENT OF CASH FLOW

REPORTOFINDEPENDENTAUDITORS

3rd-8th floors, Taeyoung Bldg., 10-2 Yeouido-dong, 
Yeongdeungpo-gu, Seoul, Korea (150-777)
Tel 82-2-3787-6600  |  Fax 82-2-783-5890
www.ey.com/kr

Ernst &Young Korea

Report of Independent Auditors

To the Board of Directors and 
Shareholders of Hanssem Co., Ltd. Corporation

●

We have audited the accompanying consolidated statement of financial position of Hanssem Co., 
Ltd. Corporation (the Company) as of December 31, 2011, and the related consolidated statements 
of comprehensive income, changes in equity and cash flows for the year then ended, expressed in 
Korean won. These financial statements are the responsibility of the Company's management. Our 
responsibility is to express an opinion on these financial statements based on our audit.

●

The financial statements of the Company as of and for the year ended December 31, 2010, were 
audited by us as per our audit report dated April, 12, 2011, where we expressed an unqualified opinion 
on those statements. The financial statements on which we expressed an unqualified opinion do not 
reflect the adjustments as described in Note 29 as required by the International Financial Reporting 
Standards adopted by the Republic of Korea (“Korean IFRS”).  However, the financial statements 
presented herein for comparative purposes reflect such adjustments in accordance with Korean IFRS.

●

We conducted our audit in accordance with auditing standards generally accepted in the Republic of 
Korea. Those standards require that we plan and perform the audit to obtain reasonable assurance 
about whether the financial statements are free of material misstatement. An audit includes 
examining, on a test basis, evidence supporting the amounts and disclosures in the financial 
statements. An audit also includes assessing the accounting principles used and significant estimates 
made by management, as well as evaluating the overall financial statement presentation. We believe 
that our audit provides a reasonable basis for our opinion.

●

In our opinion, the consolidated financial statements, referred to above, present fairly, in all material 
respects, the financial position of Hanssem Co., Ltd. as of December 31, 2011, and their financial 
performance and cash flows for the year then ended in accordance with Korean IFRS.

●

Auditing standards and their application in practice vary among countries. The procedures and 
practices used in the Republic of Korea to audit such financial statements may differ from those 
generally accepted and applied in other countries. Accordingly, this report is for use by those who are 
informed about Korean auditing standards and their application in practice.
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(All monetary units are expressed in million KRW) 

2011 2010

1. Cash flow from operating activities 76,856 33,177

Net income 39,312 29,326

Total Noncash Adjustment Item 22,304 22,802

Retirement allowance 4,078 4,154

Contribution to Construction Warranty Provision 212 1,220

Depreciation Cost 6,322 5,850

Cost of allowances for doubtful accounts 41 2,281

Interest revenues -3,998 -4,504

Interest expenses 2,407 2,321

Income tax expense 13,269 10,820

Other -27 660

Total Working Capital Adjustment 24,476 -9,555

Trade and other receivables -569 26,987

Inventories -9,153 -1,267

Account payables and other payables 41,283 -20,208

Other -7,084 -15,066

Income tax payment -9,236 -9,396

2. Cash flow from investment activities -47,833 -4,452

Decrease (Increase) in tangible assets -47,002 -4,181

Disposition of real-estate investment 1,338 0

Other -2,168 -272

3. Cash flow from financing activities -8,913 -17,027

Treasury stock purchased -3,358 -8,052

Dividend payments -9,501 -7,870

Other 3,945 -1,104

4. Increase in Cash and Cashable Assets 20,110 11,699

5. Effect of exchange fluctuations in Cash and Cashable Assets -3 0

6. Effect of exchange fluctuations -463 -451

7. Changes in Scope of Consolidation - -653

8. Beginning  Cash and Cashable Assets 39,470 28,877

9. Ending Cash and Cashable Assets 59,115 39,470

Seoul, Korea
March 15, 2012

President & CEO  Seung-Hwa Kwon
Ernst &Young Korea
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BOARDOFDIRECTORS

● Chairman, Board of Directors
● Founded Company in 1970
● Graduated from Seoul National University with major in Architectural Engineering

● CEO, Development of management strategies
● Entered in 1979
● Formerly worked for Daewoo Heavy Industries & Machinery 
● Graduated from Seoul National University with major in Metal Engineering

● Entered in 1994
● Formerly worked for Korea Exchange Bank
● Graduated from Seoul National University with major in Business Administration

● Entered in 1995
● Formerly worked for Korean Air
● Graduated from Seoul National University with major in Law

● Entered in 1996
● Formerly worked for Sedong Accounting Firm
● Graduated from Seoul National University with major in Economics

● Appointed Outside Director in 2011
● Former Vice President of Ernst & Young 
● Former Director of the Korean Institute of Certified Public Accountants
● Current member of Tax development committee of Ministry of Strategy and Finance
● Current member of Tax payer protection committee of Seoul Regional National Tax service
● Current CEO of Barun Accounting Co.
● Graduated from Seoul National University with a MA degree in Accounting

● Appointed Outside Director in 2009
● Former Vice President of Personal Banking, Kookmin Bank, 
 President of KB Business Investments
● Current advisory member of INNO-BIZ Association, member of Seoul Business 
 Start-up Promotion Committee, Small & Medium Business Administration
● Graduated from Yeonsei University Graduate School of Business

● Appointed Auditor in 2009
● Formerly worked for Ernst &Young Korea
● Graduated from Busan National University with major in Business Administration

● Appointed Auditor in 2010
● Formerly worked for Ernst &Young Korea
● Graduated from Kyunghee University with major in Business Administration

Honorary Chairman 

Chang-Gul Cho

ORGANIZATIONCHART

Outside Director
Yoon-Teac Oh

Auditor
Young-Bong Lee

Auditor
Cheol-Jin Choi

Outside Director
Nam-Sik Yang

Executive Director
Young-sik Lee

Vice President
Seung-Soo Gang

Vice President
Suk-Jun Park

Chairman
Yang-Ha Choi 
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Kitchen Business Department

I-Kitchen Retail Department 1

I-Kitchen Retail Department 2

I-Kitchen Retail Department 3

IK Support Department

Dept. of Sales Support

Dept. of Interior Showroom Business

Dept. of Interior Retail Business

Dept. of On-line Business

Dept. of Interior Sales

Dept. of Interior Merchandise Planning 1

Dept. of Interior Merchandise Planning 2

Dept. of Interior Logistics

Dept. of Management Support

Total Interior Business Div.

Dept. of Product Management

Dept. of Kitchen & Furniture Production

Dept. of Procurement & Sourcing

Dept. of Total Quality Management 

Kitchen & Furniture Product  Div.

Dept. of Project Sales 

Dept. of Project Management

Project Sales Div.

Kitchen Sales Div.

HANSSEM Central R&D Division

Hanssem Corporation (USA)

Dept. of Real Estate Development

Hassem Inc. (Japan)

Beijing Hanssem Interior Co., LTD (China)

Dept. of Corporate Auditing 

Dept. of Cooperative Planning

Dept. of Business Support

Development Div.

Dept. of Customer Service Center

Hanssem System Bath& Remodeling Div.

Honorary Chairman Chairman
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DOMESTIC&OVERSEASNETWORK

01	 OVERSEAS

BEIJING HANSSEM INTERIOR CO., LTD. (CHINA)
BEIJING OFFICE
N0.5, Yunshan-lu, Tongzhou Industrial Zone, Tongzhou-qu, Beijing, P.R. China
Tel 86-010-6957-4320  |  Fax 86-010-6957-4302

SHANGHAI BRANCH
4G, Panshi BLDG 1, N0.16, Lane 1420 Zhongshan Rd, Shanghai, China
Tel 86-021-6113-5351  |  Fax 86-021-6113-5350

HANSSEM CORPORATION (USA)
NEW JERSEY OFFICE / HEADQUARTER OFFICE
200 Helen Street, South Plainfield, NJ 07080
Tel 1-908-754-4949  |  Fax 1-908-754-6969

NEW JERSEY PLANT 1
155 Helen Street, South Plainfield, NJ, 07080
Tel 1-908-226-3470  |  Fax 1-908-226-3474

NEW JERSEY PLANT 2
157 Helen Street, South Plainfield, NJ, 07080
Tel 1-908-753-1143  |  Fax 1-908-753-1179

BOSTON SHOWROOM
335 Bear Hill Road, Waltham, MA, 02451
Tel 1-781-487-0101  |  Fax 1-781-487-0110

NEW JERSEY NEW PLANT 
20 Kilmer Road, Edison, NJ, 08817

BOSTON NEW SHOWROOM
575-591Worcester Rd, Natick, MA,01760

HANSSEM INC. (JAPAN) 
OSAKA MAIN OFFICE
544-0043 
Touei Bldg., 1st Floor, 2-2-7 KouraiBashi, Chuou-ku, Osaka, Japan 542-0081
Tel 81-6-6223-5051-4  |  Fax 81-6-6223-5066

TOKYO BRANCH OFFICE
Raberudi Shinjuku Bldg., 11thFloor, 6-28-8 Shinjuku, Shinjuku-ku, Tokyo, 
Japan, 160-0022
Tel 81-3-5155-2155  |  Fax 81-3-5155-2669

OSAKA DISTRIBUTION CENTER
160-0022
Osaka, Sumnoe-ku, Nankouhigashi 7-1-106
Tel 81-6-4703-1150  |  Fax 81-6-4703-1151

TOKYO DISTRIBUTION CENTER
359-0011
Saitama-ken, Tokorozawa-si, Minaminaga
Tel 81-4-2951-5001  |  Fax 81-4-2951-5002

02	 DOMESTIC

SEOUL OFFICE
Hanssem Building, 757-1 Bangbae-dong, Seocho-gu, Seoul, Korea 137-060
Tel 82-2-6908-3114  |  Fax 82-2-595-1114

DBEW DESIGN CENTER
9-4 Wonseo-dong, Jongno-gu, Seoul, Korea 110-280
Tel 82-2-740-1100  |  Fax 82-2-742-2111

PLANTS
PLANT 1 (HANSSEM INTERIOR LOGISTICS CENTER)
594-1 Jonam-dong, Siheung, Gyeonggi-do, Korea 429-870
Tel 82-31-412-2401  |  Fax 82-31-482-8188

PLANT 2
742-3 Wonsi-dong, Danwon-gu, Ansan, Gyeonggi-do, Korea 425-851
Tel 82-31-489-0611  |  Fax 82-31-493-4891

PLANT 3
665 Seongkok-dong, Danwon-gu, Ansan, Gyeonggi-do, Korea 425-836
Tel 82-31-496-1101  |  Fax 82-31-498-8078

PLANT 4
664-4 Seongkok-dong, Danwon-gu, Ansan, Gyeonggi-do, Korea 425-835
Tel 82-31-496-2566  |  Fax 82-31-499-2563

GUNPO LOGISTICS CENTER
Bldg. E, Korea Logistics Complex, 451 Bugok-dong, Gunpo, 
Gyeonggi-do, Korea
Tel 82-31-460-2569  |  Fax 82-31-460-2262

YONGIN LOGISTICS CENTER
478-2 Sangha-dong, Giheung-gu, Yongin, Gyeonggi-do, Korea
Tel 82-31-283-8644  |  Fax 82-31-283-8649

REGIONAL OFFICES
BUSAN OFFICE
Suite 602, Jonggundang Bldg., 17-1 Geoje 1-dong, Yeonje-gu, 
Busan, Korea 611-80
Tel Kitchen Furniture Business Division 82-51-867-7231
 Interior Retail Business Division 82-51-865-3973
 Construction Project Sales Business Division 82-51 -867-3205
Fax Kitchen Furniture Business Division 82-51-866-1962
 Interior Retail Business Division 82-51-865-3983
 Construction Project Sales Business Division 82-51-865-7219

DAEGU OFFICE
7th Floor, Gwangdeok Bldg., 168-4 Suseong-dong, Suseong 2-ga,
Suseong-gu, Daegu, Korea 706-736
Tel Kitchen Furniture Business Division 82-53-741-6943
 Interior Retail Business Division 82-53-745-3430
 Construction Project Sales Business Division 82-53-742-3390
Fax Kitchen Furniture & Interior Retail Business Divisions 82-53-741-8252
 Construction Project Sales Business Division 82-53-745-3432

HONAM OFFICE
2nd Floor, Jiu Bldg., 167-78 Mareuk-dong, Seo-gu, Gwangju, Korea
Tel Kitchen Furniture Business Division 82-62-383-1601
 Interior Retail Business Division 82-62-383-1607
 Construction Project Sales Business Division 82-62-383-1607
Fax 82-62-383-1604

CHUNGCHEONG OFFICE
405, Korea Teachers Pension Bldg., 188-1 5 Oryu-dong, 
Jung-gu, Daejeon, Korea 301-737
Tel Kitchen Furniture Business Division 82-42-524-6481
 lnterior Retail Business Division 82-42-524-6487
Fax 82-42-524-9405

GANGWON OFFICE
3F Gwangdeok Bldg., 1515-12 Dangu-dong, Wonju, 
Gangwon-do, Korea 220-944
Tel 82-33-763-3542  |  Fax 82-33-763-6677

SHOWROOMS
BANGBAE SHOWROOM
756-1 Bangbae-dong, Seocho-gu, Seoul Korea 137-060
Tel 82-2-591-2300

NONHYEON SHOWROOM
126 Nonhyeon-dong, Gangnam-gu, Seoul Korea 405-847
Tel 82-2-542-8558

BUNDANG SHOWROOM
2nd Floor, Panteon Bldg., 21-2 Sunae-dong, Bundang-gu, Seongnam, 
Gyeonggi-do, Korea, 463-825
Tel 82-31-719-3100

JAMSIL SHOWROOM
9-2 Samjeon-dong, Songpa-gu, Seoul, Korea
Tel 82-2-3430-6900

BUSAN CENTUM
1515 U-dong, Haeundae-gu, Busan, Korea
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CORPORATE INFORMATION
(As of December 31, 2011)

HANSSEM
Hanssem Building, 757-1 Bangbae-dong, Seocho-gu, 
Seoul Korea 137-060
Tel  |  82-2-6908-3114
Website  |  www.HANSSEM.com
Honorary Chairman  |  Chang-Gul Cho
Chairman  |  Yang-Ha Choi
No. of Employees  |  1,411
Capital Stock  |  KRW 23.5 billion
Sales  |  KRW 709.3 billion
No. of Outstanding Shares  |  23,533,928 (Face value: KRW 1,000, 
listed in KRX in 2002)

BUSINESS OF DOMAINS AND KEY ITEMS
- Furniture (including kitchen furniture, beds, built-in cabinetry,  
 couches, home office furniture, and children’s rooms)
- Equipment (including dishwashers, ovens, and hoods)
- Lighting, fabrics, and accessories

DOMESTIC SALES/DISTRIBUTION NETWORK
- 5 large-scale company-run showrooms
- 220 kitchen furniture dealers
- 87 interior dealers

OVERSEAS SUBSIDIARIES
- Beijing Hanssem Interior Co., Ltd. (China)
- Hanssem Corporation (USA)
- Hanssem Inc. (Japan)

INVESTOR RELATIONS
Hanssem Building, 757-1 Bangbae-dong, Seocho-gu, Seoul, 
Korea 137-060
Tel  |  82-2-6908-3247
Fax  |  82-2-595-1674
Email  |  soo7110@hanssem.com
 



Hanssem Building, 757-1 Bangbae-dong, Seocho-gu, Seoul, Korea 137-060

Tel: 82-2-6908-3114  |  Fax: 82-2-595-1114

www.HANSSEM.com


