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VISION
makro, partner for your business...

makro, partner for your business providing 

the best solution to food professional customerS 

through complete range, quality, 

price and serviceS.
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The efforts of the Government to provide positive support 
and measures to stimulate the economy over the past  

two years have contributed to the rapid recovery of the Thai  
economy after the devastating floods in 2011. At the beginning 
of 2013, it was expected that the Thai economy would continue 
to grow steadfastly, however, unfortunately, the economy has 
not developed to the extent that was anticipated. The economic 
slowdown in 2013 has been caused by the lack of economic 
drive in all of the main economic drivers as seen in slight  
contraction in export sector, limited growth in domestic  
spending, negative private investment growth and government 
unable to carry out budget spending as planned. Even though 
inflation rate in Thailand remained relatively low at 2.2%,  
the uncertain economic environment combined with political  
situation led to a growth of Thai economy in 2013 at just 2.9%, 
and signs of speedy recovery are still unlikely.

For Makro, the year 2013 has marked another important  
milestone with CP All Public Company Limited replacing the 
SHV Nederland B.V. as the Company’s major shareholder in 
late June. However, Makro continued to be committed to our 
“Customer Centric” strategy and retain the mission “To be the 
1st Choice Supplier to our Registered Food Professionals”, and 
the Company will continue to focus on existing development 
projects that best contribute to strengthening the organisation 
over the long term.  

Since 2012, the Company has introduced a new store format, 
Makro foodservice Store, to provide comprehensive solution      
to food service professionals, which is in line with Company’s 
strategy. The first Makro foodservice Store in Hua Hin has  
since been well accepted by the targeted customers and it has  

performed in accordance to Company’s expectation. It also 
created great pride in the Company that its design was awarded 
first place in the Warehouse Club category of Retail Store of 
the Year design competition from Chain Store Age magazine. 
In addition to this, the Company continued to develop more 
Makro Foodservice Stores on a smaller scale, and these later 
became Makro Foodservice Stores in the Patong and Rawai 
areas of Phuket. This makes it easier to open Makro Foodservice 
Stores nearer to targeted HoReCa customers, as well as, 
in areas of limited land space near high-potential tourist  
destinations. At this initial stage, the two new smaller stores  
in Phuket have successfully managed to achieve Company’s 
targets. 

In terms of business expansion, Makro managed to open 7 new 
Makro Stores in 2013 – 1 store in the East (Trat); 3 stores in 
the Northeast (Mukdahan, Chum Phae and Nakhon Phanom); 
and 3 stores in the South (Satun, Patong and Rawai). Therefore, 
at the end of 2013, the Company operates with a total of 64 
Makro stores and 5 Siam Frozen shops nationwide. 

Driven by our mission, Makro today serves an ever increasing 
customer base of more than 2.5 million. Throughout 2013,  
a wide variety of customer relations and marketing activities 
was organised. The “Lovemark” project was launched to  
the public to demonstrate the willingness of Makro to go  
the extra mile to understand the needs of small retailers and 
foodservice professionals. Also, the “Makro Retailer Alliance 
(MRA)” project continued to help enhance the capability of small 
retailers. Other interesting events which took place in 2013 
included the “Retail Expo”, the “Food Retailer Day” events and  
the “Makro HoReCa” event. 

A key element of the success of Makro has been its commitment 
to continuous people development according to its HR Roadmap. 
Makro will continue to train and provide career advancement 
opportunities for our staff and encourage them to improve 
themselves to fulfill the human resources needs of the  
Company and help lay down a solid foundation to take on future  
challenges.
 
In order to achieve sustainable business growth, Makro needs 
an effective retail merchandising system that is ready to  
cope with the business challenges of today and tomorrow.  
The Company has purchased a new and better system to help 
Makro optimise its overall operations and it is currently under 
development. When fully operational, the system is anticipated 
to assist Makro to effectively manage important data in all  
departments and improve efficiency. 

Message from the Chairman and Chief Executive Officer

Mr. Arsa Sarasin
Chairman

Mrs. Suchada Ithijarukul
Chief Executive Officer
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To cater to the Company’s future growth and also to serve as 
a Business Continuity Management (BCM) measure, Makro 
has decided to establish a second Dry Food and Non Food 
Distribution Center (DC), to add distribution capability and also 
to support future business expansion. The new DC is scheduled 
to open in the third quarter of 2014. Once fully operational, this 
new DC, together with the existing DC will have a combined 
capability doubling that of existing capacity. 

Despite the various challenges, 2013 was another remarkable 
year for Makro as we were able to achieve our financial targets. 
This was due to the fact that many of the development projects 
of the Company have been effective and that our staff have 
done their utmost to contribute to the success of the Company. 
At the year’s end, the total revenue for Makro was Baht  
129,781 million, a 12.9% growth over that of the previous year. 
Net profit closed at Baht 4,299 million, a 21.6% over last year. 

Makro has always adhered to the principle of conducting  
business with responsibility for society and the environment,  
in order to achieve environmental and energy sustainability. 
The Makro Store in Trat was the first store to lead the way in  
energy and environment conservation, with targets in energy 
saving and reduction of carbon dioxide emissions. Meanwhile, 
the Makro Store in Sathorn brought great pride to the Company 
when it was awarded the top mark as the Excellent Energy 
Saving Building (Hypermarket Category) in 2013 by the  
Metropolitan Electricity Authority (MEA). In addition, the  
Company also continuously drives improvement in quality  
assurance and quality standard of regional suppliers. Therefore, 
Makro supported some suppliers to establish “Regional Hubs” 
to improve safety standard of agricultural products from their 
supply source with each having laboratory to ensure that the 
produce sold to Makro comply with food safety standards  
required by the government. Right now, 7 Regional Hubs have 
been set up in major cities throughout Thailand. 

The Company’s management, staff members and business 
alliance share the same voluntary spirit and worked together to 
create a range of CSR activities during the year 2013. Such 
activities included the “Unleaded Thai Noodle Pot, Thai Strong, 

Thailand Strong” campaign; the donation of respirators to 10 
hospitals nationwide; the donation of aid kits to flood victims in 
the South of Thailand; the donation of a new school building; 
and the provision of both education scholarships and learning 
equipment to schools in need. Makro also helped to distribute 
agricultural produce from Royal Projects, co-operatives and 
Small and Micro Community Enterprises (SMCEs), as well as, 
local farmers in areas where Makro operate. This represents 
Makro’s firm commitment to contribute to the sustainable  
income-generating ability of Thai farmers.

The economic growth of 2014 is forecasted at approximately 
3-4% from limited growth in local demand and the political 
uncertainly during beginning of the year. Thus it will be another 
challenging year for Makro to steer the organisation to achieve 
its aggressive goals. The Company, however, remains committed 
to proceed with all of its successful development projects with 
the “Customer Centric” approach, and it will continue to be 
driven by our mission.  2014 will also be the year we celebrate 
our 25th anniversary with planned activities, events and  
promotions to show our appreciation to our customers,  
suppliers, public and our staff. Other important projects will be 
the effort to accelerate the implementation of the new retail 
merchandising system and the preparation to open a new DC 
for Dry Food and Non Food. Additionally, with Makro becoming 
a part of C.P. Group, we will capitalise on their leadership in 
food business and experience in overseas market to help 
strengthen our competitive edge that will drive Makro to achieve 
sustainable business growth in the future.

Lastly, Makro would like to thank its valued customers for their 
constant loyalty and patronage. Our gratitude extends to all  
our Business Partners, Shareholders and Directors for their 
unwavering trust, cooperation and ongoing invaluable support. 
We also wish to express our sincere appreciation to those 
management and staff at all levels for their determination to 
keep improving themselves to offer superior levels of service 
for our valued customers. Over the past 24 years, Makro has 
regarded human resources development as a most essential 
foundation of success, and it is this factor upon which we will 
build a sustainable and successful business in years to come. 

Mr. Arsa Sarasin
Chairman

Mrs. Suchada Ithijarukul
Chief Executive Officer
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The “Customer Centric” strategy is the main driver that makes 
Makro continuously strived to operate its business so that  
it is able to satisfy the varying needs of its key customers  
which comprise Food Retail and Food Service Professionals. 
To provide satisfaction for these key customers, Makro has  
managed to achieve improvements in several facets of its 
business such as the development of new store formats,  
constant product and service development, as well as, the  
introduction of a wide variety of marketing and promotional 
activities. These strategies have not only contributed to the 
greater success of Makro, but have also significantly increased 
the level of our customer satisfaction and strengthened  
relationship with them. 

Throughout its 24 years in Thailand, the Cash & Carry business 
of Makro has evolved and developed into a business platform 
that satisfies the demands of its over 2.5 million member  
customers. Key Makro customers consist of the following:

Small Retailers: Located throughout Thailand, these small 
traditional retailers sell basic consumer goods and include 
general grocery stores, as well as, community mom & pop stores 
(or “Sho Huay” in Thai), minimarts, stationery shops and other 
outlets.

Makro

HoReCa: These comprise Hotels, Restaurants and Catering 
businesses, as well as, small food stalls or street vendors, 
majority of which are small-to-medium food service operators 
serving a wide variety of prepared food. This group of customers 
is being served by not only Makro stores, but also Siam Frozen 
Shops and Siam Food Services (SFS).

Services: Consisting of service businesses and government 
organisations, including both corporate and government offices, 
as well as, schools, hair salons, laundries, tour operators and 
general service providers.  

Small Retailers have always been a main customer group on 
which Makro has placed great importance. These customers 
expect Makro to maintain a comprehensive range of merchandise 
at highly competitive prices so that they can make profit from 
re-selling them. Such value-for-money is what customers have 
come to expect of Makro. Moreover, Makro organises a range 
of customer relations activities and sales promotions on  
a consistent basis and also to help improve both the knowledge 
and the competitiveness of its customers through the Makro 
Retailer Alliance project.

Thailand’s food service industry has achieved steady increase 
in recent years. This was driven by continuous growth in the 
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country’s tourism industry as well as, a change in consumer 
behavior where modern urban families tend to eat out more 
regularly than they did in the past. All these have prompted 
Makro to establish a dedicated food service business team to 
focus on gaining deep understanding of the requirement of 
HoReCa operators. The team is also responsible for development 
of new products, services, and contribute to the development 
of new store formats to satisfy customers in this group even 
further to build a foundation to ensure that the food service 
business will continue to contribute to the sustainable business 
growth of the Company in the long term. These efforts are to 
ensure we achieve our Vision, “Makro, partner for your business 
providing the best solution to Food Professional Customers 
through complete range, quality, price and services”. 

In 2013, seven new Makro Stores were established in regional 
areas to increase Makro’s ability to serve its member customers 
even further. Such areas include Patong and Rawai in Phuket, 
also Mukdahan, Satun, Trat, Nakhon Phanom and Chum  
Phae in Khon Kaen. At the end of 2013, Makro operated with  
a nationwide network of 64 Makro Stores and 5 Siam Frozen 
Shops, amounting to a total selling area of approximately 
481,000 sq.m. Each Makro store has average selling space 
ranging from 1,000 to 12,000 sq.m. with each has been  
carefully planned and designed with the ability to respond to 
the demands of member customers in their respective area. 

Product Assortment and Price 
Competitiveness 
Maintaining a wide range of product offering and price  
competitiveness are crucial factors to attract and retain the 
Company’s target customer groups, each of which has a  
different set of demands and requirements. However, attention 
to detail is paramount and considerable efforts have been put 
into understanding the purchasing behaviour of each customer 
group which has enabled Makro to respond effectively to what 
its various customers need. Such an insight has helped Makro 
to be able to select the right products to sell at each of its new 
stores thus resulted in greater customer satisfaction when 
shopping at Makro. 

The food service business of Makro has demonstrated a strong 
growth potential therefore the Company’s assortment  
development plan will place an emphasis on products for HoReCa 
opeartors. They value food products offering that has quality, 
hygiene and freshness, as well as, having sufficient stock of 

products. Moreover, customers in this group demand  
dependable food safety standards on products that they buy. 
All in all, Makro today offers a wide range of food products that 
provide convenience and solution including instant ingredient, 
ready-cut fresh meat that are ready-to-cook or for resale, and 
raw materials for food preparation of cuisines such as Thai, 
Chinese, Japanese, Western and Italian. In addition to this, the 
Customer Development team of Makro conducts customer 
satisfaction and requirement surveys on a regular basis. This 
helps the Company understand HoReCa customer needs  
better in order to develop better product for them in the future.   

Makro has also worked with a number of reputable manufacturers 
to create a wide range of high-quality with value for money 
consumer products under the Company’s house brands such 
as “ARO” and “Savepak”. These products were created to offer 
alternatives for customers to choose from and are available 
only at Makro stores. Makro house-brand products have  
a market positioning that is different from regular branded 
products in various aspects as they have been designed with 
consideration such as purpose of use, package sizes and 
competitive prices which can help customers to either increase 
their profit margins or lower costs. Example of such products 
include special-recipe ready-to-use condiments which can be 
used instantly that are suitable for modern restaurants which 
demand product of dependable food safety standards and good 
taste. They are also available in sizes that are suitable for use 
in business. These house-brand products continue to gain more 
and more popularity among customers and sales have been 
constantly increasing.





From Strength 
to Sustainability
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In line with Thailand development strategy in tourism industry, 
Makro has branch expansion plan with a clear store format 
strategy and will continue to offer a wide range of products 
and services catering to the requirements of Food Service 
Professionals in high-potential tourist areas. The new Makro 
foodservice store has a unique store format. Each store offers 
a wide variety of quality products that satisfy the demands  
of HoReCa operators. Such products include fresh food  
and frozen food items, dry food, kitchen equipment, food 
preparation equipment and the necessary items for restaurant 
and hotel business. The store layout is also designed to  
provide convenience to customers while they shop. Launched 
in 2012, the first Makro foodservice store in Hua Hin has  
a total 5,900 sq.m. selling space and has been successful  
in expanding its customer base and this resulted in the  
achievement of its targets. In 2013, the Makro foodservice 
store in Hua Hin was also awarded first place in the Warehouse 
Club category of the 2012 Retail Store of the Year design 
competition from “Chain Store Age” magazine, a leading  
publication covering retail businesses.

From Strength to Sustainability through … 
Format Development - Makro Foodservice Store
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Such success provided Makro with confidence and prompted 
the Company to develop more Makro foodservice stores, yet 
on a smaller scale. The smaller size makes it much easier  
to open a Makro foodservice store in locations nearer to        
targeted customers. They can be located in area that has 
limited space near to high-potential tourist destinations to 
provide solution in response to the needs of Food Service 
Professionals in its vicinity thus allowing them to operate their 
food businesses in a sustainable manner. In 2013, Makro 
foodservice Stores were opened in the Rawai and Patong 
areas of Phuket with selling space of approximately 1,000 and 

2,000 sq.m. in size respectively. Although the selling area  
is smaller but the convenient new way of displaying products 
on shelves, combined with a thoughtful selection of products 
that are required daily by targeted customers, still allow  
smaller format stores to continue to provide solution to targeted 
customers. These factors combine to steer the two new smaller 
stores in Phuket to successfully achieve their respective  
performance targets. More small Makro foodservice stores 
are scheduled to be open soon. In February 2014, one such 
new store was opened on Ko Pha-ngan, Surat Thani, with 
total selling space of 2,000 sq.m. 
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One key element of Makro’s success over the past 24 years 
has been our commitment to continuous people development 
according to our HR Roadmap, which comprises various  
initiatives relating to people development and human resources 
management activities, talent management programs for key 
individuals and to sound succession plans for many of our 
senior management positions.

The primary objective of our HR Roadmap is to constructively and 
effectively enhance Company’s efforts in people development 
and equip the staff with the knowledge and skills that are  
required to prepare for the Company’s future business 
expansion plans. 

The Human Resources department in 2013 placed emphasis 
on further strengthening of its organisation and allowed  
decentralisation of some HR authorities to the stores. In addition, 
Makro also placed great importance on Functional Competency 
enhancement. Various training courses have been conducted 
including management development, talent management and 
specific skills training. The aims were to help improve knowledge 
and skills of store staff, as well as, personnel stationed at  
the Head Office, so that they can work together even more 
efficiently.  

Various personnel training programs were also organised to 
develop high-potential personnel to be ready for promotion to 
management positions in the future. The Leadership Skills 
Development Program was undertaken to develop and prepare 

Store General Managers and Senior Managers to take  
on high-level responsibilities. Additionally, the Star Program,  
an in-house management development program, continued  
to be conducted to prepare store management staff for future  
promotions as Store General Managers. Additionally, the  
Makro food Service Academy Program was conducted featuring 
experienced food service professionals and award-winning 
chefs who were invited to share their hands-on experiences  
in the food service industry and to raise the awareness with 
Makro’s food service staff and management. 

Apart from internal people development programs, Makro also 
has a project to collaborate with C.P. Group of Companies  
to create a new generation of capable professionals to  
accommodate the future business growth of Makro. This project 
will be conducted by supporting scholarships for students at  
the Panyapiwat Institute of Management (PIM) and providing 
them with internship or even career opportunities. Interested 
students will also be offered the opportunity to work with  
Makro after their graduation. Moreover, Makro will also support 
existing staff members should they seek to further their  
education and develop their potential in order to progress in 
their career 

The theme for the year 2014 will be people development.  
Makro will focus on developing more leadership skills for its 
people and instilling in them the willingness to keep improving 
themselves to further strengthen of the Company and to lay 
down a solid foundation for future sustainable growth. 

People Development
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Timely response to market demand and efficiency have  
been the main emphasis of Makro’s Distribution and Logistics 
system. We have been able to achieve such a target  
through the implementation of our large scale Distribution  
Center (“DC”) located in Wang Noi District, Phra Nakhon  
Si Ayutthaya Province, which has the capability to handle  
Cross Dock operation for Dry Food and Non Food product  
as well as temperature controlled chilled and frozen product.  
We also operate a smaller DC in Nakhon Ratchasima  
to handle frozen food product to enhance our distribution  
capability in the northeast region. In response to the evolving 
competitive landscape, Makro’s Distribution and Logistics  
system will continuously pursue improvement to achieve  
a higher level of efficiency, improve operational costs and  
energy cost management as well as minimize impact on society 
and the environment.

Makro’s DC has been one of the core elements to support the 
Company’s growth in the past few years. However, the volume 
going through the Dry Food and Non Food DC has been  
growing faster than our expectation and it is rapidly reaching 
its operational capacity. For the Company to continuously  
improve operational efficiency, we have decided to establish  
a second DC for Dry Food and Non Food to increase distribution 
capability and also to support future business expansion.  
This new DC will have a total area of approximately 24,000 
sq.m. with handling capability up to 320,000 cases per day, and 
is scheduled to open in the third quarter of 2014. Once fully 

operational, this new DC, together with our existing DC,  
will have a combined capability to efficiently serve up to 120 
branches. At the same time, this will serve as part of our  
Business Continuity Management (BCM) measures.  

In 2013, the Company has planned DC expansion cautiously 
by establishing a temporary “bridge DC” next to the existing DC 
in Wang Noi to handle the increased volume, in parallel with 
the construction of our new DC in Bang Sao Thong District, 
Samut Prakan.  

In addition to the drive for efficiency, Makro is also pursuing 
projects that are environmental friendly in nature. One such 
project has been the implementation of a fleet of 300 units of 
45-foot trailers to deliver product in order to boost distribution 
efficiency. Such trailers are capable of transporting more goods 
per trip than conventional trailers, thus resulting in fewer delivery 
trips which helped to reduce fuel consumption by up to 15%. 
This is in line with the Company’s policy to lower its carbon 
footprint and greenhouse gas emission to the environment.  

Additionally, energy efficient projects have also been implemented 
in the DC. Some of the initiatives include switching to energy- 
saving LED lighting as well as using solar power to heat water 
for cleaning equipment and rain water storage is used for  
various purposes such as floor cleaning. All these practices  
are implemented to demonstrate the Company’s genuine  
commitment to sustainable energy saving.

Distribution and Logistics
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At the heart of Makro’s business strategy lies our “Customer 
Centric” approach. Driven by our primary mission to continue 
“To be the 1st Choice Supplier to our Registered Food  
Professionals”, Makro is always willing to go the extra mile to 
understand our customers, and place a particular focus on both 
Food Retail and Food Service Professionals. We conduct  
customer development activities on an ongoing basis in order 
to ensure that we truly understand what our professional  
customers need so that we can develop products and services 
that will best respond to their varying requirements. 

Makro aspires to maintain and improve the level of satisfaction 
of more than 2.5 million registered customers, as well as,  
to expand our clientele even further. We implemented a variety 
of programs and marketing tools under the “Lovemark” project 
ranging from employing over 600 Customer Development  
personnel stationed in all Makro stores across the country whom 
are tasked to acquire valuable insight into targeted customers’ 
requirements and understand the factors influencing their  
purchasing decisions. In addition, we have also developed  
a computer program to systematically collect and analyse  
in-depth customer information, which helps us to develop and 
improve our product and service to better meet customer  
expectations. As well, we employ a very reliable third-party 
agency to conduct a customer satisfaction survey twice a year, 
covering most customer groups. 

The “Lovemark” project was launched to the public in February 
2013 under the campaign titled “You Are Our VIP”. In supporting 
this campaign, Makro joined with the following six business 

partners including the Government Savings Bank, Kasikornbank, 
AIS, Muang Thai Life Assurance, Muang Thai Insurance,  
as well as, A.C.T. AutoCare & Tire Centers. Together we offered 
the privileges to Makro’s registered customers including Small 
Retailer Loans, SME Loans, special mobile phone packages, 
Life and Accident Insurance programs and discounts on vehicle 
check-ups. 

The “Lovemark” campaign was well received by our customers 
in 2013. This prompted us to continue to improve our Customer 
Development program in 2014 under the new campaign,  
“Makro, Your Trusted Partner”. Through this campaign,  
we aim to further emphasise our intention “To be 1st Choice  
Supplier to our Registered Food Professionals”, as well as,  
to support the strong business growth of our registered  
professional customers.

Customer Development
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High food safety standards continue to be a priority for Makro’s 
Customer Centric approach. This is why the Company is  
determined to create optimum satisfaction for its Food Service 
Professional customers, who emphasise on quality control and 
dependable food safety. Makro strives to improve its quality 
assurance and quality control procedures, from production 
sources to point of sale, to be in compliance with applicable 
domestic and international quality standards. In addition,  
Makro is currently the only operator of its kind to receive  
the Shield of Honour from the Consumer Protection Division,  
Royal Thai Police, for its responsible business practice that 
cares for the wellbeing of the consumers. 

Makro’s “Quality Pro” initiative has been designed to encourage 
the Thai farmers to continue to improve the quality and standard, 
as well as, the traceability of their agricultural produce. In 2013, 
there were a number of new items added to the Quality Pro 
range such as Kinnaree watermelon, Japanese melon, banana 
and fragrant coconut. 

Another important project in 2013 was the development initiative 
to improve the standard of regional suppliers by supporting 
them to establish the “Regional Hub”, with objective to ensure 
that agricultural items sold by farmers to Makro are fresh, clean 
and safe right from their source. Each Regional Hubs is equipped 
with a laboratory to check the quality and safety standards  
of agricultural produce to be in compliance with Good  
Manufacturing Practice (GMP), Good Laboratory Practice 
(GLP), Q Mark and Food Safety standards. Currently there are 
agricultural products such as fruit and vegetables, as well as, 

fresh meat being sourced through Regional Hubs that  
are located in major cities throughout Thailand including  
Chiang Mai, Ubon Ratchathani, Chon Buri, Ratchaburi, Pathum 
Thani, Nakhon Pathom and Samut Prakarn. More locations are 
planned to be developed to accommodate the expected growth 
of the Company. 

Moreover, the Company placed great emphasis on creating  
a pleasant and safe shopping environment in all of its  
Makro stores. The safety initiatives such as Store Safety  
Scorecard, Natural Disaster Preparedness, Business Continuity 
Management (BCM), etc. were implemented to increase the 
safety standards for both customers and Makro staff members 
and they are aimed at raising safety awareness to be one of 
staff’s top-of-mind priorities. Health & Safety courses and  
workshops were also held for Makro staff members on  
a regular basis, to equip them with the knowledge required to 
conduct their duties in a safe and secure manner. Such safety 
issues include how forklift training, firefighting, first-aid, and 
various store’s safety program. Through this project, Makro 
aims to reduce the number of work-related accidents with a set 
of clearly defined Key Performance Indicators (KPIs) to assist 
safety performance evaluation. 

Food Safety and Health & Safety
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The Makro Retailer Alliance (MRA) project, now in its 6th  

consecutive year, has the primary objective of enhancing the 
capability of small retailers through providing consultancy and 
knowledge on effective retail shop management, as well as, 
recommending commercial tools for sales and profit generation. 
These are to assist small retailers increase their competitive 
edge to respond better to the fast-changing demands of  
modern consumers. Many MRA members have improved their  
businesses, resulting in increased profitability and they are able 
to sustainably thrive despite increasing competition.  

In 2013, the MRA activities focused on enhancing the capability 
of small retailers in a comprehensive manner right from business 
start-up through to improving sales in their respective shops. 
Throughout the year, training on professional management  
of small retail shops was conducted for our members in our 
MRA Centre in Bangkok and upcountry regions, providing a 
great platform for MRA staff, our successful members and the 
attendees to exchange their business experiences. The year 
2013 also marked the 5th year in which Makro continued  
to operate the University Project, which provides retail  
management knowledge to university students from 57  
universities nationwide. The year’s program attracted over 3,000 
students and these students later participated in the shop  
improvement activities of almost 600 small retail shops in their 
respective neighbourhoods. 

In order to expand on the customer base and to add value for 
its membership, in 2013, we created “New Retailer’s Handbook” 
for new members who aim to open a minimart or a small retail 
shop. The handbook presents comprehensive knowledge  
on shop management comprising preparation before shop 
opening, basic legal knowledge, ideas on shop layouts,  
merchandising by key product category, and lists of best-selling 
items nationwide to help operators in determining products  
to feature in their shops. The handbook also included other  
helpful information such as lists of essential equipment, for 
example, refrigerators, shelving, electrical equipment together 
with investment budget estimates and payback period guide. 
Additionally, MRA collaborated with business partners to offer 
special discounts and privileges to help minimise start-up costs 
for new operators as well. 

The success of the full-scale Retail Expo held at IMPACT Muang 
Thong Thani has prompted a large number of small retailers in 
upcountry to express their wish to experience a similar event, 
which is beneficial to their businesses. To meet their requests, 
we organised “Food Retailer Day” events, which featured selected 
activities from Retail Expo, in all Makro stores nationwide. 

Looking forward to 2014, the MRA team is determined to continue 
to help small retailers that have potential improve to the next 
level, and we also planned to launch a “Shop Improvement 
Handbook” as a guide for our members who wish to improve 
their shops to become successful in the future.

Makro Retailer Alliance (MRA)
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As a good corporate citizen, Makro has always regarded “giving 
back to society” as one of its core operating policies, along  
with other equally important business development strategies. 
Throughout the year 2013, the management and voluntary staff 
members of the Company actively participated in ongoing local 
social and economic development, as well as, the fostering of 
good relationships with local communities in which Makro stores 
are located. This included activities such as blood donation of 
stores’ staff by some stores on their respective anniversary, 
providing scholarship to students in the local communities where 
we opened a new stores, etc.

An activity which has been organised continuously over the 
past years is the “Unleaded Thai Noodle Pot, Thai Strong, 
Thailand Strong” campaign. Under this project, Makro together 
with its business partner, encourages participating noodle shop 
vendors, both in Bangkok and upcountry, to trade-in their  
existing noodle cooking pots for brand new lead free pots,  
to ensure the well-being of Thai people and promote better 
health standards. 

Many people in communities throughout Thailand frequently 
suffer from natural disasters, and Makro has combined funds 
received from donations of its members and customers to 
purchase respirators and donated them to 10 hospitals in need 
under the “Post-Flood Hospital Rehabilitation” project. In addition 
to this, Makro has collaborated with the Rajaprajanugroh  
Foundation Under the Royal Patronage and the Royal Thai Red 
Cross to donate aid kits to flood victims. Donations were also 
made to underprivileged people in various places such as the 
School of the Blind in Surat Thani. 

In relation to youth development and the promotion of Thai 
education during 2013, Makro has continued to provide  
scholarships and learning equipment for schools and students 
in need. In 2013, Makro joined forces with the Puen Silapin 
Foundation and other business partners to construct a new 
school building which was handed over to Jarusorn Bumrung 
Elementary School in Pathum Thani. Moreover, Makro provided 
support for the Ministry of Education’s elementary school lunch 
project titled “Full Stomach, Smart Brain”. The project was aimed 
at raising awareness of the importance of a sufficient and  
nutritional school lunch for all Thai students.

Makro collaborated with the Ministry of Commerce by buying 
and then distributing agricultural produce at all Makro stores 
nationwide. This also helped with the problem of excessive 
supply of agricultural produce in the market which caused 
selling prices to drop significantly. In addition, Makro has  
continued to proactively support Thai farmers by sharing with 
them helpful knowledge and know-how relating to such topics 
as professional packaging, marketing and distribution. Makro 
also distributes products from Royal Projects such as fresh 
vegetables, fruit and rice which are produced by the Royal 
Projects Foundation and Model Farms initiated by the Royal 
Ideas of Her Majesty the Queen. Moreover, Makro stores also 
distribute products from both co-operatives and Small and 
Micro Community Enterprises (SMCEs), as well as, OTOP 
products. These include rambutan, mangosteen, long kong and 
Zalacca from Khao Saming and Mueang Khlung agricultural 
co-operatives. This represents Makro’s firm commitment to 
contribute to the sustainable income-generating ability of Thai 
farmers.

Corporate Social Responsibility

Makro donated respirators to 10 hospitals Makro donated desks and chairs to Jarusorn Bumrung Elementary School
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The Retail Expo is an important event under the Makro Retailer 
Alliance (MRA) project, which is organised for small retailers or 
“Sho Huay”. This event features activities that are beneficial, 
providing knowledge as well as entertainment. The 5th Retail 
Expo was organized from March 21st to 24th, 2013 under  
the theme of “2013… Sho Huay Khrong Mueang”, and this was 
participated by over 200 business alliances. This event aimed 
to help small retailers or Sho Huay to step up and strengthen 
their development and competitiveness to survive in the  
increasingly more competitive environment.   

The 5th Retail Expo was presented in the theme of a miniature 
city with various types of small retailer shops. Visitors benefitted 
from knowledge on retail shop management for different locations 
such as Tha Phra Chan, Silom and Yaowaraj. The event also 
featured consultation corner for shop management and new 
ideas for shop refreshment. There was also ‘the Charms of 
Small Retailers’ contest which promoted exciting renovation 
and decoration ideas to enhance old, run-down shops with  
interesting new looks. Other highlights include seminars  
featuring experts on retail business, workshops to increase 
income, as well as, the introduction of an innovative online  
game that promoted knowledge on retail shop management. 
This interesting and fun-filled event was aimed at providing  
new ideas to the visitors, which numbered over 50,000, so that 
they can apply the inspiration and knowledge they received  
to improve their retail businesses and thrive in Thai society, in 
accordance with the theme “2013… Sho Huay Khrong Mueang”. 

5th Retail Expo
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5th Retail Expo

“The Charms of Small Retailers” Prototype Shop

Consultation Corner

The miniature city atmosphere featuring small retail shops

“The Charms of Small Retailers”

The Retro Market Zone
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One of the important events for Makro is the Makro HoReCa 
event which is organised to re-affirm the Makro mission, “To be 
the 1st Choice Supplier to our Registered Food Professionals”. 
This yearly event aims to encourage Makro members and  
operators of Hotel, Restaurant and Catering businesses  
to use the knowledge and inspiration acquired from the event 
to increase their competitiveness and operational efficiency  
to achieve sustainable business growth.

Now in its 8th year, the Makro HoReCa 2013 event was held 
at the IMPACT Muang Thong Thani, from 31st October to 3rd 

November 2013. Organised under the theme of “Furthering the 
Business to Welcome ASEAN Alliance”, Makro HoReCa 2013 
aspired to help its Food Service Professional Customers  
prepare themselves better for the challenges and opportunities 
to be brought about by the imminent formation of the ASEAN  
Economic Community (AEC) in 2015. Highlights of the event 
included cooking demonstrations by professional chefs,  
talks with celebrities who had been successful in their food  
businesses and wanted to share their invaluable experiences 
and business ideas, interesting seminars and workshops, and 
the Makro HoReCa Challenge 2013 – a cooking competition to 
win a trophy graciously awarded by HRH Princess Soamsavali. 
The winner of this contest will represent Thailand at the Food 
& Hotel Asia 2014 (FHA) – the regional cooking competition to 
be organised in Singapore. The 4-day event attracted over 
40,000 visitors and was enthusiastically welcomed by Food 
Service Professionals and the general public alike.

8th Makro HoReCa 8th Makro HoReCa 
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8th Makro HoReCa 

Atmosphere of the event

Children Cooking Competition

Cooking Competition
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Makro has always realised that the benefits of sustainability 
initiatives contribute to the operation excellence and long-term 
growth. Therefore, Makro places emphasis on engaging all 
level of staff so that they can understand Makro’s way of  
conducting the business with responsibility. As a good Thai 
corporate citizen, Makro remains committed to contribute to  
the creation of a better society and the conservation of the 
environment for all. 

3-R Program for Optimum Use of 
Resources
In 2012, Makro initiated the “3-R Program” to promote the 
“reduce, reuse, recycle” of all types of wastes, and the initiative 
has improved waste management and energy usage within 
Makro operations. Such an approach is specified as a part of 
our daily operating procedure and the performance of which is 
to be regularly assessed based on clearly identified Key  
Performance Indicators (KPIs) by the “3-R committee” within 
each department. 

In 2013, the success of the 3-R program enabled Makro to 
reduce the use of electricity by 5.5 million kilowatt hour and 
save over 624,000 litres of diesel fuel consumption. In addition, 
over 16,000 tons of used paper boxes and 39 tons of used foam 
boxes were put into a recycle process. Also, a reduction of 
greenhouse gas emissions of over 20,000 tons was achieved. 

The success of the 3-R program so far has prompted Makro to 
set even higher goals for the year 2014. The Company now 
aspires to establish comprehensive sustainable business  
operations that engage its suppliers within the supply chain to 
implement a greater sense of environmental responsibility,  
to help conserve the environment and minimise any hazardous 
emissions. 

Promoting Know-how in Producing 
EM Products in Local Communities 
The production of Effective Microorganisms known as EM 
products, which is organically blended liquid, was an activity 
that Makro has achieved tangible success. By using fruit left 
over from sale in the process, the Company has been able to 
produce more than 300,000 litres of EM liquid per year. The EM 
liquid was mostly used for cleaning purposes, while some of 
them are given away to member customers. The success of 
this project has prompted Makro to consider passing on this 
production know-how to interested people, and EM production 
workshops have been organised for both member customers 
and the general public, all of which have received a warm  
reception from target participants. 

Sustainability and Environmental Management 
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Makro Green Stores 
Under the sustainable business operation plan, Makro  
restructured many internal operations within Makro Stores with 
an aim to achieve energy and resources optimisation in 2013. 
The Company has set goals in energy efficiency for each store 
to achieve and has invested in an effective energy management 
system. 

The Makro Store in Trat province was a new generation store 
to lead the way in energy and environment conservation.  
The store pioneered the use of energy-saving technology such 
as thicker heat-insulating material on the roof to reduce heat 
transfer into the building which assists in saving electricity 
consumption for air conditioners, using recycled water in  
the air-conditioning system, switching from conventional to  
energy-saving LED light bulbs, and using solar panels. 

Additionally, the Company also received VA Award 2556  
(Voluntary Agreement Award) with regard to energy conservation 
in building from Ministry of Energy. The assessment criteria 
consider the conservation in the entire supply chain from  
production process right through to point of sales. To qualify for 
such award, Makro has to obtain various certifications including 
Green Meetings certification and Eco Certification which  
consists of Green Label for Aro dish washing liquid and Carbon 
Reduction Building for Makro Trat.

Also in 2013, Makro Stores in Chaengwattana, Srinakarin and 
Sathorn were selected by the Metropolitan Electricity Authority 
(MEA) as Energy Saving Building, and were awarded with the 
MEA symbol of “Energy Saving Building” which was a part of 
the “MEA Energy Saving Building” project. These three stores 
passed the stringent energy efficiency tests and assessments 
of the MEA Index, and more importantly, the Makro Store  
in Sathorn was subsequently awarded the top mark as the 
Excellent Energy Saving Building (Hypermarket Category)  
in 2013. 
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Siam Food Services

Siam Food Services Limited (SFS), a subsidiary of Makro, is  
a leading importer and distributor of premium food product, 
related services as well as various solutions to Food Service 
Professionals, and also, entrepreneurs in related industries 
such as hotels and tourism, and HoReCa (Hotel, Restaurant 
and Catering). Its clientele also includes Quick Service  
Restaurants (QSR) and Full Service Restaurants (FSR), as well 
as, various 4-star and 5-star hotels in Bangkok and major  
tourist destinations such as Pattaya, Ko Samui and Phuket. 
Siam Food Services currently has a branch office located in all 
of these destinations to cater to the demands of local Food 
Service Professionals in a most efficient manner. 

In 2013, Thailand welcomed a total of more than 26.7 million 
international tourists, a notable 19.6% increase from the year 
before. In fact, an even more impressive growth of 22% was 
recorded if we looked at the first three quarters of the year alone. 
Although Thailand experienced political situation in the last 
quarter of 2013, Siam Food Services continued to operate 
according to its strategy to improve customer satisfaction and 
business operating results. During 2013, Siam Food Services 
placed emphasis on the various areas including new assortment 
development, enhancing customer service excellence, increasing 
the sales of products that provide higher profitability per unit, 
improving internal management efficiency, and expanding the 

customer base. All of these efforts contributed to SFS achieved 
year-on-year sales and net profit growth of 17.5% and 69.8% 
respectively. 

Siam Food Services has always been committed to continuous 
development of personnel and so the company encourages  
all of its staff members to develop a genuine understanding of 
what its food service and HoReCa customers need so that  
the company can continue to serve customers with utmost  
satisfaction. In this regard, various training programs were  
organised for its staff members in 2013 including product  

Food Service Companies
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knowledge training by Chef and selling skill training. Moreover, 
Siam Food Services also participated in many activities that 
contributed to increasing brand awareness of its business 
profile and improve relationship with HoReCa community by 
sponsoring various food service events such as the Food & 
Hotel Thailand 2013, the Pattaya Food & Hotelier Expo’ 13,  
the Culinary schools’ US Food Products Cooking Competition 
and the 1st Food & Beverages Association of Thailand (FBAT) 
Dinner of 2013. Additionally, the company took part in the 
THAIFEX-World of Food Asia 2013 and the annual Makro 
HoReCa Event. All these activities helped Siam Food Services 
to further enhance its overall business results for sustainable 
business growth. 

Vina Siam Food
Established in Ho Chi Minh City, Vietnam, in October 2012,  
Vina Siam Food Co., Ltd. (VSF) is a new subsidiary of Makro. 
Its main business activities include import/export as well as 
trading and distribution of premium food products to foodservice  
operators like Quick Service Restaurants (QSR), Full Service 
Restaurants (FSR) and hotels. The establishment of VSF 
marked Makro’s first overseas food service business venture 
in a neighbouring country with a fast-growing economy,  
especially in the tourism sector, including hotel and restaurant 
businesses. 

Throughout the year 2013, Vina Siam Food placed importance 
market penetration, customer base expansion, and the presentation 
of the diversified range of its high-quality food products to target 
customers in Ho Chi Minh City – all of which contributed to 
enabling the company to meet its operating targets for the year. 
In order to improve market perception of its professionalism in 
the food service business and also to accommodate future 
business growth, Vina Siam Food opened a new office fully 
equipped with necessary facilities in early 2014. The new office 
will also feature a multitemperature storage rooms for chilled 
and frozen food, as well as, a demonstration kitchen area which 
can be used to hold special activities with customers, to conduct 
staff training on new product development, and to improve 
selling skills for staff. Moreover, Vina Siam Food also plans  
to study for a possibility to expand its operation to other cities 
that have business potential as well. 

Food Service Companies
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