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(Table 1) Launch and Growth of Shin Ramyun
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(Figure 1) Evolution of Shin RamyunPackaging Demonstrating the Consistency of Brand Identity
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Favorite Instant Noodle Brands in Korea (2024) and the Instant

Noodle Popularity Map (2022)
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(Figure 3) Market Size Trends in the Mature Korean Instant Noodle Market
(2011-201b)
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(Table 2) Shin Ramyun's Sustained Leadership in the Korean Instant Noodle Market by Decade

Period Competitive Landscape in the Korean Shin Ramyun's Market
Instant Noodle Market Position
1986 Launch of Shin Ramyun -
Maintai 1
1990s Introduction of various spicy instant noodles aintain NO
market position
. . . Maintain No.1
2000s Expansion of the premium instant noodle segment antamn .0.
market position
. . Maintai 1
2010s Intensified competition in the premium segment aintain NO
market position
. . Maintain No.1
2020s Launch of diverse product varia antamn .0.
market position

Source: Adapted fr

om Nongshim (2025)
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Source: Adapted from Nongshim (2025)

(Figure 4) Shin Ramyun’s Standardization Strategy in the Chinese Market
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(Figure 5) Shin Ramyun Advertisement Emphasizing “Korean-Style Spiciness” in the Chinese Market
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(Figure 6) Global Export Destinations of Shin Ramyun (as of 2025)

gem, ol ATdS Bed AZRHE AFe] ok b SEUA AeE K-Foodd Widhs A%
Ug o 4232 ggsts vacsz oAAsE  7ked shue Aemretdnt, o= E%Eﬂ .
dl 713ttt &o A|ES Yol B4 2rle a2 ARets o

(38 )4 # & g5l AEe ohlok 39 UIE A5AEE HAF F=Y H%H
A 48 20702, mZE 19702, Aol 16 ME o|d3 Ead AAAe
A=, okZE gt 12705 5 A AlA 100e] 78 =7k v AAS FElele $R83 24w 70}}_%‘:}

2 AugS skt ol 27 A AS 5 (Steenkamp, 2019).
Aoz Az e HEol 54 A Hd vREEA] E2E8 dEe g A SHAAME 9n e

21 ook e oR SEdles HoFe 4 29E JHAstT s = ehasiAl vk vt

Folnf, FAldl FLE AFH BHA=E vwter A 2 oAy FES FASALH, de A
<

w

22 A gdE & D 8 dge] A 19 22Y f89s 7P A&EAQ FE25
HE HofFe Al & 5 it stfstlet. oleldt Aae EEsh HEo] whedl
ol9} A e FE2HE AFoA g AE 7] A RSjel A Aol axA ¢,
k2 difshe A4 AEFLE A FA HAvh 2R BAEES FEste AFAME 8T AT
K-pop, K-drama S} 37 xH K-culture < FYPU S HojFr
T g o2 dg S FHIFeH, A ey ol g A A MRS Az 3
AE ARG 27 22Y AFddM e T4 Al

& oleld 58 SolM F=E dEshE 4F 2 = i
=2 Qs Addn. 59 A NS oF 2dsE ol gad Ask aades
217 z  AFeAR, 22Y AR dEss b



194 KBR HI302 HI3S 20264 82

S5 AR @) Aozt AAk AX 7] A
o o 23k aRAE des A

-1

Aekrrozt @A Ued shsie] Eobon,
ol ol Aghwle] 2rA Aoz AR o
t 799 W7ol 93t

o
iR

229 24X} AT BES Hef| oA

2
O
o %

ox
fu rlo
[at

N
rZ of
o
o |
o2
ol
o, m
=2
=
)
N
i
ML
A0
-
X,
2
ol
o,
=

7P Eel A = W] A1k 27]9f
o W3 opAJop FAfl| ojsgk 4aH|zL
oI QAR o] F Hu|e} ¥ & v
7FR Aol GiEEA An|Ake] AE3te Vs
QA B O k. L AlFole strize
=7k 3t wet Ad ohE WAo g tolEd
A 7kse] AR Aot (Yoo & Kim, 2016).
B I v LA i L] A S P
S A7 9 FF o FAksite 7Pl 7w
gt} Levitt(1983) € 71& 2z 229 1t
o] ko AHzp Aol HAF FAsE 1
o, old wet 7] FLE AEFH vHAE
= ThEFE Al A g5k Aol z=)
I FASIAT gy o]F AFES FE
o] Aoe ded £E8 o771 ofde} Al
o A= ke A (fit)oll <fs) A€t
9 tH(Zou & Cavusgil, 2002).
Algpd Al ofgfgt Wsle] AHa}e]
T @] vleatolgte AdskE AlF

fo o

[¢

il

o
HoAN s

O L ¥

o

ke
=0
=

g

o ME ¥
2>

i
Lol o L1 o

=
N

o 271

o] A

tH(Steenkamp, 2019).

olglgh d4& 3H4 A (cultural distance)
o Mderr Aud & g =344 ALt 2
TE 2] ZRX#H AGHE, AlF dE 7]

[e5

7 e 598 AFA U@ B} @A) g
& slth B4 AED o] Baly me] 2
s s A FAAE o8 Aol7} HE T
o, @EAANE Ol4d TUgwen dAgE 4

0% Wolgdld & ke de 0¥ £
4 3|2 A el

A6 AR ZRAAE Wasl gehit,
TR olAlol Ao o143 AuAE

w2 APEe 48T ¢ doin a3y 2=d
Aol FiE A Bla 4 A S B e
A3, B9 AFVoRE RE 204 87F
FTE7] ofEE A%l Uehr] AlReisin. =,
2719 A5d A 2 A2 AA g o]
e FAlCl asfol ske vl E dgd Aon

ol Wishe EES} deo] AW 724

=S uls
M
b
3
8

g nojzn dgre nAE A4T £
AT fAE ol TIACIAT, LA
JECRIEEEE L IR TR



AE 7Y, A Aol 2
& AR Fstte
7FestA dd gy 22 A
o] Azl wopx|7] AAgthe

-
X,
2

ol
2L
fr o®
e e

M
o

N

et L rE oo
oX,
ol

o, B ok,

>~

-

o,
%
o,

_

o
—

ot X2
>

A

¥
=

Nﬁ@ﬁ

A7

)
=
>

fr

R ooy e

=
[
=
>

=
-

(

.

o
o
=
1o,
fl
o
N
b
i

o
v
ok
[
=
R}
i
ox
lo,

o)

)
e
=
i
x
T
<
)

o]
=

AAES g3stgon o
2 A He

b MIZE7 Ex[e] RSl

= 22Y HESH MM 222 d5e=29 M3 195

S X
HAE AE AE A 994 A A4 A%
I ds T nHste Bl e AL

2 Hu¥EtH(Kraft & Goodell, 1993). ©]&lgt
Wsls 54 37kl wetyA ¢gu 2248 A A
Hto g by A g Ao 2 A4 3t

AS B8

ol e MR P A ARAE B 0]
A7) A, el A7) A BEAME
nelol A% ol sl AF AA PEL B
glom, ZEAEe] urt AYF ke B
itk Aol A&H0E M=) gt 53 el
ve e, A JEE AE, 4715 2o 4F
5 ARE AFT] FAHAN, 712 AF FAY
Ay 7xE A4 ARHD U ole@ 5L
wedl AE A Dgag guiss ol oh

Ae& HolEr
(T Dol & F hxol A2 vz Al
g2 AT AE, "= AR AGE T Aok,
el AF T ude AFTE SAEAT ol
g Wste 712 Z2Ed AFE frAsaME 7t
d ana ga7e A 5SS AH R st
7] AAREE BoAEd

(Figure 7) Expansion of the Shin Ramyun Product Portfolio
(e.g., Vegan, Halal-Certified, Tom Yum, and Stir-Fried Noodles)



196  KBR HI302 HI3S 20264 82

e Make W AR HE Fasl A deEe ¥R she gl AU ¥
Uebith, SRR A%l e A 1E AN ARYS Bl A4 AEA B %ﬂg:aam
A Q0] B B ohis $RALRY 7 4 428§ FUE AAE LAY T3
A TFE ekt o So} 9% A E r

A UEF Al g #alo] £31, bd& A3

A @RI} W Q0] 398 o) AFe] B 3 8dle] Helek
0. ooleld BAANE 9 AF FH EFS 2o Aol AvwA 22 o A9 7
ARUoR BT N4 LTE BT 555

] A TEE B2 B Adadn (18 8)
o3t oq woFm gl el 2ol 5 A1 W of
dibdo A7 @) Edm doe BER Ui W ABINEE B9 A A =
2 EES] W} ohel, AHA} A|E ol
Adste 7 AAE AEAE AZL 99T A A
aEAE H ool wele AFWES dak Ao dE %
ohleh ABEL dAee AAe ARl 4 AL

7] A4S ol

et AE s a7t = 71&9 & AR Ak BHA HW o]= 23} <ksH(differ-
3 o] fAlEl & WA FEAEveRE entiation erosion)e] FFo=Z ols|&d 4 gl
A& AAFAE RV oJHtbe A= 9 Porter(1980)= 2hdst deghs Sl SE 44
ngty, Ax Al 71E A ANS 1A FHNE AR 2k A Wt A&EE A
SPHME AR E eFE Widete WIOR AF A g3k F dnta Asigih Ao g
TEEOE gfelol she A= M ZA|df T wjEstolgks A4 AE 4 AL fAL
AHstA =ik g AES EAHEA Fgage] gasion, &
| 7195S A9 &HAY gutd) A3k vk
5.3 Bt piafet xfHs} ofs} g AFE Y A= AA-AE Frap] Al
2stitt,

zst 71 Wgkek o], Alet T ARAE B4 @42 wead Wskels

fetglg. 271 228 A & A O Aol SReEA aH|Ae

(Figure 8) Intensifying Competition in the Global Instant Noodle Market



T3 gAE ZEY FRY 5P e
S ds JkEgsieit. geket w7t Hils
7b el i fEAds ol HA AR
A wEHHA, 54 HAEst f%5 98 Hge
Z A AA] o @70 =AY, 24
HHoz AL AF 1t AN Ba= Ay
AE TEZ QS FH0R 3 Ao g5y
k==

Az Algpdo] AHg B4 YA S7RIG

£ A ARRG A4 AZe] Askdnks Aol
ot 7] 224 AWOﬂHb @ ol eole)
= AALIE N %
QAR Aol @%sm AAe] ABEEA 2
o RERIEE
bol Waall A elel@ Wae o% g

28 ol 224 Aoz A

5.4 AREiTholl m2 R 2EA B2}

THo o

R R
#F 72, 204 54E
FA nefdhol s 3gel Uehdth 7ok
el AF okl BAE Ao
Al Ted F dAAR, Al FrjBrg =
M 978 FU9 P o Beleb] o Agn

& 32Y BES

HANN B2 HoRO| e 197

dg o] 9% AFdAME & A3l I
i, BE Al v Al }
877F T8 FAHAG. B =7be
TE} 2 W] g2 AF FHY vHY
LY ez 2Ish] AHAHY. o

-,
=
o
o
i do i
oft ofm T 2

A

=]

g, AN 28, E%E 74%»17410141% B} A
E3lste] #Efsfof glon, oe 71E EF3 A
G EeAS A ofst

g}, Ea] HE719
sl 0@ g BAA F0A -
nelelo o] wEe], 2= A
Az BRAE §% AL i

"
E
o
=
i}
F
I

Qv g A
3 g AF £9% BA BAE AR
49 4TS P 10

_>|“(_'4
2
2
rO
Al
W, fo ol Hn M1 2 =

ol th-g-aflof
ot}

dx 228 AF gde AdkdA @
Ao Frh7E ozl g Ade e ¥
AAE AdAGoF st FAE AAFAT. <]
g Wskes 7129 #EE dEteze 253
& A7l odte A& HoFilen,
&3 H%Efﬂ A4 AL v7\l OPFJ 1 E

H

}L *Hi% el AL 5T

o W

Oiﬂ}.



+H Leonard-

732X (core rigidity) 74

Barton, 1992).

=22 Al

1
T

_CH

(e}

5

2006 8%
34

1

I3
o

o2

2

HE ulg} o] Aghde oaxdelE,

AT
o}l FlE|El 9

KBR HI30& HI3
Ak

T e,

o} }\1

3T
=

5.5 7|& ZHYPelel Ad: ZHO| Mol ==
=

198

_CH

BOE S Ol R P ook o o 1
L TRy gl o mﬂ%ié% We A M WS Wi go
ldlﬂNoWQAmAﬂmM = B T ol Mo = - ey T
s B oF I o B g 98 gy E JEEED
o =2 o = T o B oo xR o B oo moRe B
Xnﬁﬂoﬂuﬂ%o_eﬂm zl ) ﬂw\hﬂmxoo MWJm,.‘_NLﬂL -
oF X o m o 9 T B mEﬂrqmaé_ﬂW . m o
TR L s ol R wm S s R LR
IR MH ul %memm drmﬂﬁztow%oﬁru
of ® B = mPa ! 0| u <A of X R B o oo 5l
I I | e bt I o M M U Wy N
TR w ml o X MN R oo W oy oo
oL e o = <l = X B i ol 2o o 2
',I__/IOE‘M,O| ﬂﬁﬂ_OI — ‘mﬂﬂ.ﬂ e ‘mﬂ‘m—dg;o _:T‘Mﬂ
ﬂW,oln_Ad‘MoEuNu. . = £ ﬂﬂﬂwﬂn_.uo%&mﬂ%mmuméaorou_ﬂl
= T K 4r m/oop 2 © o X ® Eoli~d NORoR =
TREZEF LR S i R T TR L Ry o X%
o SR e R o R R G-
ST A T o M o o ol 5o Mo R ™ e
ﬂAﬂﬂLii WEMﬂ “E _1__._._ ﬂoﬂoﬁo&.@llaﬂrﬂEﬂi‘aﬂLfﬂuﬂ
p® AWl d e I g TEEIERL ETITE
_Awbt,ﬂummmﬂio“ﬁ_. rn o wmﬂﬂlwﬂvmﬁwa%u@a]ﬁqma
~ R D oA = ic_;oaﬂ]_ﬁ1ﬂp|ze7éoﬂ%
Moo oEmMLtUr.h%Aﬂﬁ = — :eﬂ,_doﬂuu&ﬂﬁvu%ﬁ 1] E.uot o =
© o = o R o = oo) o) B W m
O TN T BT o T -
= ey —
A R R N TR W RgWeodam mampw w
" PN g . TG N DR ® BER® X e
B " AE ﬂﬁ%xs@l %ﬂuiﬂmuwol = 5 uh
Mﬂ%_s : < Woor op o Moumﬂ%ﬂ7uﬂt mmw__worﬂo,% .
anngdmzagﬂi@wﬂﬂ%.@%ﬁriztdu.uum TE M
z%ﬂmuw__:wim_%ﬂ%@ﬂr%%ﬂmﬂ% T
; —_— —_ — .

- R T R
%Mmoﬂ%%ﬁﬂﬁ%wﬁéﬂuw%wLﬁbm&ﬂaﬂﬂﬂ%wwmﬂwﬁﬁ
—_— = —_ o . = X = ol B TE O TR I

o N W _ % = otdw.bﬂmd]ﬁ N TE Do
SlpTaizIEESEIIEcEiicEpironny
MWH&%Hmo%%ﬂr%xﬂmj,%%ﬂ%kwﬂﬂa%%ww#3

f o . ~ = — —
ﬂLA,._Hﬁ.AW:iAL_Lw}M\WMOaﬁﬂA!WMO@M‘HL,ﬂ.DI.HﬂLEE‘MEdﬂMT.zTuOWH_/IAMﬂQE%H
_ Jo of 2 B Ha R~ <@ F o sl = ol oo TN
ﬂwﬂrﬁwmﬂﬂi%i%ﬂwm%ﬂ%%hmwmﬁimﬁa%mm7
m%ﬂA%Wmﬁmﬂ%?EijovHﬁW%iWWwoW@iou_mm
w&@ﬁ%.%%m%ﬂmwﬁo%%%oﬂLwﬁszﬂliﬂﬂﬂooM%%EWQ

M e g X e o a1 oo~ o TGS BN
o EI L ITTEd o gEftaziinezEoTzil
o = T ol = - . ® ol .m ke plo 7 < o = i
R - I R T

71 el 24 ol 2ol WAstEel Azg @&



Ui

tlapet g9 telREo Y

(Figure 9) Nongshim's Portfolio of Market-Specific New Products

o
2
2
1o,

w7} g 13}. ou and Cavusg11(2002)°]
g F2E AGAA Y] ZAAE S EES
7HEE studE AEeke Alo] ofdel
gto] T dEkE Ads Agste
Tl AlgtHe] AF XEEZTL g
= P22 AgS M A BT A
7hed eheta @

o3
BN
=

o
-
jg>i

Xl

>,
J'O‘E
o
mﬂoﬁ

é

=
I8
O

©
ol

P

6.2 el A|IREZe 22 5
e S2E BE=EZ2 TSt

Algde 7}

P
Ak

A7l A

mto mu
fil
e

O_>C. ('}\l
o

.
o,
fd
ok
4
o>

of
ol
= o_|>:‘,
N
O.

HJ
o2

=2
I o
2
H‘F
=5
ey
o

=

3

ox,
i_,‘
rO b me &z o

N
o rlo 4
r

Y

>
2
|

Q‘L
o & °
= e
r-l
i,
2
i
_O‘L
e
1% o
o>
fo P

B
o,
rr

2
uj
il
e
>
o
9,
>
>,
D
rg
o
=
=51
2

C 22Y HFES MM 22Z o209 ME 199
% Tu'n!.nlsn
t fa_;-\
| A2y I EHeine
Sk 2E BHAER At she 7|Rte] o
ATH Levitt, 1983).
aeiyg 2R Aol SiEuA w4 Bl
& Adgshe WA ¥gE AlEsnh. AE A
Ae s4g FALLE A, 3718 &HArt
_‘3_7131-125:‘]— _/[: 01% %ﬂﬁ uﬂa— ioﬂ}q Haﬂta 73-64
=S AfUACl A& Bl Aot A E

Zlo] FAlolQleh, o] Foll=
K-pop, K-drama, K-food¥} $14% & K-Spicy<
w34 on|A1 & AF5H o2 &8y AlAeith
At e o ol e JAHE o] opzt
= F3kE 7 gshke dEAQ
U= 2E7] A1 D}
Bele 7.151,] tﬂ§]-__

B NEe HoFe T3 W
gkl
£ el &9 22y AAEAY EHE]
FAe o WekE U Essar. 24
& Fksh WAl B K-food 471 7o)
dn 29 4 U H9er, B4 94 27ha
fre 743 aHA A4S g B fAd Al
4 AT AU ARG ol ved WAL
s sls 7o) o} Bt Ad A A 4|



200 KBR X303 HMI3= 2026 8

A7l B FssiA desly] 913 w oz ofsf
& 4 9tk(Day, 1994; Dyer & Singh, 1998).
Ax w4le 224 dAge AFT dxge A
o] ofyet HAE AFgUAld Al HE W
7HA] Al RSkAIZ] kol oA el 4lepd
A BAE FAGS FASIHAE LHA}

M Ho [T rlo
)

ET T

ju ™

fu
i)
(
=
[
i
3
fo X
_o|L
L
s
32,
=
o
QO
=
o
+
+
@

%ol s}

=24 A1 g9 A FAL B £ F
" 7

A FzeA Blojy A it Y 29e A
gtete W@om FRY &9 AAE TR,
iAo 3 @A AT v LA 34
SRE AR dS dFE gole T8 7GR
A Aau((ad 10) Fa). ole dws] A
AE 9z ofdg Aol oz, A 7k
FollA AEE Aot FEFoEA Hdshe &
HlAb goh Al Sl Hu AlEetA thSst]

to

A3 A=A deolaid,
53 229 ARdAME S7hE A 4 7]
T, EF 4, 5 T AR gE7] wiel |
SR
o=

P v9 seds g1

=
98& @} (Ghoshal & Nohria,

=d =53 H "= ArEE

iy,
_OL
rlr
Ho

o

o>
v
>
=
to
[
L)
[
o

vi. 224 5

7.1

rok

27) = AP AlgkEE Ao
golgle 1 WAAE B8 2
2pdstd HA= oA g T3

=4 o2

HE FHFLA0IMY] Zst

oFollA ‘K-Spicy E==z9| T}

A% ¥ 2ne A 94 BdE Aoz

) T4 = AMEd

TH = 99

(Figure 10) Nongshim’s Overseas Manufacturing Facilities




.H:|.
(]
=
N
o
i
uy
H
e
FH
[
fon
Pl
I
2
x
ny
Hu
Y
>
I
10
HU
Lo
P
ro

Al Jgkon, oz AL A WE o
Tz IR FAHUAH(Keller, 1993). %71
FEE AN E S @A 2HAt A g5
AES WAII7IETE @] weut A E
Agehe o 23S w33, ol EF3 A%
o] oA Levitt, 1983).

a2y K-pop, K-drama & K-Culture® Al
AR gtah 4 Ao BEHE ARy AlA

= A wstetr] AlFsklt. deel @4 vl
e ke FEE o], et AAE I
w32 tiste dPor ddete WIder H
A= ofu7t ghe Zloltt. o]2fg W} &ojA
K-Spicy® e AlF S4o] ohde} = 4+
stob golzxgtd e AAdke BIls Jfdem
LAY 5, Age o o ded J2"HE
ghedo] ozt = IS ZAdske tEAH
K-Food B&l= 7}&d vz Aelmjzistr] A%

3} th(Steenkamp, 2019).

olg]3t HAl= gl= AA £27 WMz &
A & k. FAL 1986WFH oF 407 A
3 & Aol gle AlE'S sk, iAol
Me S &gl 42k (Bring Spice to Your
Life), 229 AlgdA e gid 231 g 3
E(Spicy Happiness in Noodle)olgtes XZ&

BAe wAAE =it ole 4 AEs B

201

e FAFE FABIAMRE, LB dgsts
Bi=o] ofujel Hde Algf WSl BrEeo] &7

7.2 X ojCjojet 22Y 2K HH =)

22y vdel 9749 Wae dgue] A=
ARUAIE PAelE Fod WsE AT,
Bl TV Fust exoldl $5& FHow B
A=E et o] Yok, AL 7%
B Qs8ad, D5 (TikTok) 5 HAd EUE

o] 2= 2v|ge] P2 FHO

Z
Ape] okt
539 2ol FHEL =7 1 AR A SEE
A FolH, a9 AH|AEC] g AEIE Bt
AA Hota 28T & de S AT
e AA] olejgh Wste] 3 & skt
(Mukbang), K-pop, K-drama, Z18]x T}ekeh

1)

(Figure 11) Shin Ramyun’s Global Brand Communication Integrated with K-Culture



202  KBR X302 Hi3= 20264 83

ohle} @5
el s
e oA

=
5 GR, AF R, g9 iEﬂz‘i—t— i
@)

ol gt Wgle] ul-gste] FA AAl 22¥ SNS
93 OAE 2= npAE S Agely AH| Ao}
o HAZ gustad. Adxdoz Algde &
H 2de AJYAAL 7Ige] dE oz A
A8 Adstes A avArt BElE AEs
s e Faag)e Waow Zglels] o
ol K-Cultures} 23d 222 Hil= A=k
H& 7kalele 7]vto] H Qi)

7.3 28 EMEZMO| Al2tH

2lgae] ofule AAF AlF F4
Bl =(cultural brand)®

7] AFERIEE. 27l e ule a}qi‘o]a}

AF Aol Bz a4 7T, 2

= g AEste glo|ZAEY S A Adshks

#49 K-Food H==Z 71 9fn|7} Fojs|x glch.
ol Wl hF Telze] AAA ity &

A 8% 7158 EdT. F2Y ANRES 3 &

gote} g3}, o ZEal, aglu g 28
o ZH=E B S AAxGA He
om, ole AF W A543 3714E =9
= AZI7F H0. Avbd e @ed] He e
ofyzt, &= F3& Aok shtel YA Hal

=2 Q487 A% Rolg,
01316} tﬂi]: el

eller( 93)9] =9
= Odéiaﬂ}. To 224 ﬁ\_H]x]w——Q AE AA R
o I Aol AAete w3let go|ZzxEd s I &
Hloke Z3e Hola glor(Steenkamp, 2019), A1
S5 FA thEHQ] K-Food &

A" 12) Fa).
H%t AAEE 1 o]
= AEA] e

a9

2% g 22
W Solehs AF 54

—
IR 2 AT 1
[y ——

(Figure 12) Shln Ramyun’s Cultural Marketing Initiatives for Enhancing Brand Experience



F2IB 401 22Y BES MU|N 222 WLORO| ME 203

ugs) Bk OF vk 0 29 el Y, ZE: HeHe) ol S2Y mAs
2 Avrpele] £3514 Aol MR BA% 9| &g}
2 Agem glonl, ol Aokl F2U AE 1

AEdA #3F HAER Agetu Jlas HoFr

Algiiel 409 date @ed FeHdico 4
7.4 324 BA= FRU7olMe| M22 2 T ARIE o], 22Y Aol dEko] ofg|
AR BT di3Aed AHE & 4 4
R AN Ao BAlEE AFS dol v 59 £ Abe £F8 A F 22 A
g 7318 tiEshe K-Food EARER AAet Aol AFHoZ AYe 7Isjol, 374 ®siel 724
Ak olgfdt gL MZR AFYAld BAE 21U AY &N 22 Ao A A
A HAST. 22 Aol g goksld . 2 03E BASe S HoFre HdA
TE Y A= wAAE F7ke B wek F89 ofn|E
M=z g2A @49 sl ﬂxﬂouﬂ ol Bl WA dEdgke] A, Algtie] Akl 7
= ZART A AFZE Abole] #E S US T2 E A ded ? o] oz}, AT xﬂsﬂ
3HA BHEATH(de Mooij & Hofstede, 2010). A3t A4 Boz odd Favt g 27
53] gAY mto] @A s BAE owxr  ZFEY e %‘mf—i} s 7IHo R o] Fojzlo
el 9s] dwboz YAEy|HG ARAEe] 9, oy A&AY HIiE dAHS wgow wE
Zelz A 289 FRE A A wEoxl A G sl skl ey 22 4|
1 Fabse Aol A glth ol HAE A ojFAe I, 17 FAY kA W, AA
it ERE ol FA, VY] Has AdE At agln 29 574 b 2 84 ws)
d#A #Hs] off@A BlEe A2 =Hol7] & 71E Ao AAlstn W 7 oFstAlgH
T st 22 BHAHsdSE A HdE FAAY Ay 3 ] RAJAAE TN e sQeR
= FAHAE F7PE 2Bzt Ao R A% AESith
& de ARdAA o] B FadiA ojgfg oA o] Fof F2A Hgo Rl A
AtHAaker & Keller, 1990). g2 deg @At oy, A4S fAsHEA
olgg ¥ge Ao A= Ak FE FHE WA AFH AFHoE oEE
< AZIgT. doE® G wgutelgte A gk &, Algde Bills AT A dE
Bile FANS fAste Aol 22Y ZAAYY ge 94 245 AN R, AlF EEZYL
Axlo]l & ZQ7L, of W A W AvAeke] I3 %, 2Ela AFUAClA A fids &
< =7l g3 ARdAlA W% Bls Y gFeEA, bgd A 87 dgstaat sk
= OF frdshl Wi Ak & 219071 w42 o] Tk ole 2RY o] ¢ o} FFshet A
Al e AFS Wolske 719 dol, 224 &M F s AEste 2471 oidE, F AEE o
Ao} A HAES] onE whEe] Jhe Hils #E YA ZFE Q] #AIR Agsta jEe B
A2A A2 A AWsta dck(Bartlett & - AFTH

Ghoshal, 1989). w3 BoAlgle 22 2o 3 #Ad o



204 KBR X303 HMI3= 2026 8

& A S AlTET Al
giolgte AF s B

F@R4 e e

- ok
ko

18 | oil%i%r;éi:mz
an 8 = =
o Arlrﬁal Eo gy
o . o
SO
tC 0o oX

o fols
rit
oﬂl—‘l;‘%r
=2 Q9
2N A
o 5
[

S
[
=
oty

ox met
o [T (&

o,
o [ o

4 B2
o,
rlr
(z

o {r
=
>,
N
i
4
ofo
_0|L
rir
=
o
o,
o
i)
0

i

X

w T

b
fr = jo =

£
N

Mook e
L
o

A S22 HAso ddds o9 /g
AR E dorr &Aoo HEdop & a4l

< ATAd A gk Ao, der FA

References

Nongshim (2025). 60 Years of Nongshim, Seoul,
South Korea: Nongshim.

Aaker, D. A., & Keller, K. L. (1990). Consumer
evaluations of brand extensions. Journal of
Marketing, 54(1), 27-41.
https://doi.org/10.1177/002224299005400102

Barney, J. (1991). Firm resources and sustained
competitive advantage. Journal of Mana-
gement, 17(1), 99 - 120.
https://doi.org/10.1177/014920639101700108

Bartlett, C. A., & Ghoshal, S. (1989). Managing
across borders: The transnational solution.
Harvard Business School Press.

Day, G. S. (1994). The capabilities of market-
driven organizations. Journal of Marketing,
58(4), 37-52.
https://doi.org/10.1177/002224299405800404

de Mooij, M., & Hofstede, G. (2010). The Hofstede
model: Applications to global branding and
advertising strategy and research. Inter-
national Journal of Advertising, 29(1),
85-110.
https://doi.org/10.2501/3026504870920104X

Dyer, J. H., & Singh, H. (1998). The relational
view: Cooperative strategy and sources of
interorganizational competitive advantage.
Academy of Management Review, 23(4),
660-679.
https://doi.org/10.5465/amr.1998.1255632

Erdem, T., & Swait, J. (1998). Brand equity as a



FohH 40

signaling phenomenon. Journal of Consumer
Psychology, 7(2), 131-157.
https://doi.org/10.1207/s15327663jcp0702_02

Ghoshal, S., & Nohria, N. (1993). Horses for courses:
Organizational forms for multinational
corporations. Sloan Management Review,
34(2), 23-35.

Hoyer, W. D. (1984). An examination of consumer
decision making for a common repeat
purchase product. Journal of Consumer
Research, 11(3), 822-829.
https://doi.org/10.1086/209017

Huh, M. (2018). Enhancing the Competitiveness
of Korean Firms: Dynamic Capabilities
Perspective, Korea Business Review, 22(2),
155-175.
https://dx.doi.krg/10.17287/kbr.2018.22.2.155

Johanson, J., & Vahlne, J.-E. (1977). The inter-
nationalization process of the firm: A
model of knowledge development and
increasing foreign market commitments.
Journal of International Business Studies,
8(1), 23-32.
https://doi.org/10.1057/palgrave.jibs.8490676

Keller, K. L. (1993). Conceptualizing, measuring,
and managing customer-based brand equity.
Journal of Marketing, 57(1), 1-22.
https://doi.org/10.1177/002224299305700101

Klemperer, P. (1995). Competition when consumers
have switching costs: An overview with
applications to industrial organization,
macroeconomics, and international trade.
The Review of Economic Studies, 62(4),
515-539.
https://doi.org/10.2307/2298075

Kraft, F. B., & Goodell, P. W. (1993). Identifying
the health conscious consumer. Journal of
Health Care Marketing, 13(3), 18-25.

Leonard-Barton, D. (1992). Core capabilities and

& =2 =g dEiN =222 Moz Mat

205

core rigidities: A paradox in managing new
product development. Strategic Management
Journal, 13(S1), 111-125.
https://doi.org/10.1002/sm;j.4250131009
Levitt, T. (1965). Exploit the product life cycle.
Harvard Business Review, 43(6), 81 -94.
Levitt, T. (1983). The globalization of markets.
Harvard Business Review, 61(3), 92 -102.
Park, Y. & Rhee, D. (2012). UNIQLO! The Philosophy
of Globalization Moves in Clothes, Korea
Business Review, 16(4), 55-84.
Porter, M. E. (1980). Competitive strategy: Techniques
for analyzing industries and competitors.
Free Press.
Rogers, E. M. (2003). Diffusion of innovations
(5th ed.). Free Press.
Samuelson, W., & Zeckhauser, R. (1988). Status
quo bias in decision making. Journal of
Risk and Uncertainty, 1(1), 7-59.
https://doi.org/10.1007/BF00055564
Sharp, B. (2010). How brands grow: What marketers
don't know. Oxford University Press.
Steenkamp, J.-B. E. M. (2019). Global versus
local consumer culture: Theory, measurement,
and future research directions. Journal of
International Marketing, 27(1), 1-19.
https://doi.org/10.1177/1069031X18811289
D. J., Pisano, G., & Shuen, A. (1997).
Dynamic capabilities and strategic mana-

Teece,

gement. Strategic Management Journal,
18(7), 509-533.
https://doi.org/10.1002/(SICI)1097-0266(1
99708)18:7¢(509:: AID-SMJ882)3.0.CO; 2-Z
Wood, W., & Neal, D. T. (2009). The habitual
consumer. Journal of Consumer Psychology,
19(4), 579-592.
https://doi.org/10.1016/j.jcps.2009.08.003
Yoo, C. & Kim, J. (2016). Case Study: BiBigo
Marketing Strategy to Be Global No.l



206 KBR X303 HMI3= 2026 8F

K-Food Brand, Korea Business Review,
20(4), 183-204.
http://dx.doi.org/10.17287/kbr.2016.20.4.183
Zou, S., & Cavusgil, S. T. (2002). The GMS: A
broad conceptualization of global marketing
strategy and its effect on firm performance.
Journal of Marketing, 66(4), 40-56.
https://doi.org/10.1509/jmkg.66.4.40.18518



FoiH 408 =28 HEs MM 222 M=z M3 207

From Standardization to Glocalization:
The Global Strategy Evolution of Nongshim's Shin Ramyun

Ho-Taek Yi* « Yeonsung Jung**

Abstract

This case study examines the strategic evolution of Nongshim's Shin Ramyun in its global
expansion. Shin Ramyun established a strong competitive advantage in the domestic market
based on its differentiated spicy flavor and consistent brand identity. Leveraging these
strengths, the company successfully entered global markets by adopting a standardization
strategy in the early stage of internationalization, enabling efficient transfer of firm-specific
advantages and rapid brand recognition. However, as global markets expanded and envir-
onmental changes emerged—including increasing consumer heterogeneity, rising health
concerns, and intensified competition—the limitations of the standardization strategy became
evident. In response, Nongshim shifted toward a glocal strategy, maintaining its core brand
identity while adapting to local market needs. This strategic transition facilitated product
portfolio expansion and strengthened digital engagement, thereby enhancing the brand’s global
presence. This case highlights the dynamic balance between standardization and localization in
global marketing and underscores the importance of aligning core brand identity with local

responsiveness to sustain competitive advantage.

Key Words: Shin Ramyun, global strategy, standardization, glocal strategy, brand identity,

competitive advantage
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