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MULTI  
PRODUCTS

MULTI 
CHANELS

MULTI  
BRANDS
Meets the needs of various
target groups.

Cover all customer needs
with different price levels
to meet purchasing power
and lifestyle.

Expanded to cover all distribution
channels and reach wider target groups. 
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	 Formerly known as Monapolitan Company Limited, 
Beauty Community Public Company Limited (“Company” 
or “Beauty”) was established on October 19, 2000 by 
Dr. Suwin Kraibhubes and Mrs. Tanyapon Kraibhubes with 
the registered capital of 1 million baht. The “Company” 
conducts the business of retail sales of cosmetics and 
skincare products that aims to offer consumers alternative 
beauty products of premium quality from carefully selected 
raw materials to excellent product image. At present, The 
“Company” sells products in 9 groups including Make-up 
product, Facial care product, Body Hygiene product, Body 
Care product, Hair Care product, Perfume, Beauty Drink 
&Food Supplement product, Beauty Accessories and 
Men’s Care product. They are distributed under the concept 
of 5 forms including BEAUTY BUFFET, BEAUTY COTTAGE, 
BEAUTY MARKET, MADE IN NATURE, BEAUTY PLAZA 
This is to match the demands of each target group and 
building large scale customer base that covers all beauty-
product customer levels as follows:

“ Creating the modern
high quality beauty products 
to meet the needs of modern 

lifestyle. ”
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A cosmetic and make-up accessories brand with stylishly modern 
and colorful design that best suits teenage group or make-up 
amateurs.  

A cosmetic and make-up
accessories brand offering 
vivid colors, unique packaging, 
and suitable price for career 
group to professional make-up 
artist.  

A Personal Care product 
brand that offers a wide 
selection of natural extract 
skincare products for deep 
nourishing effect including 
shower cream, shampoo, 
conditioner, facial cream, 
body lotion, body scrub 
as well as hand and foot 
cream.

A beauty product brand for 
Functional Skin Care that enhances 
good points and diminishes weak 
points such as facial care product, 
body firming product, dark spot 
corrector, and anti-wrinkle product. 

	  “Beauty Buffet” integrates between the concept of 
breakfast buffet and cosmetic retail sales in order to create 
an outstanding uniqueness. Similar to buffet style of breakfast 
where a wide selection of fascinating dishes is waiting for you to 
taste, Beauty Buffet offers a wide range of cosmetic products so 
that customers can try different kinds of beauty product before 
confidently selecting the best choices. Designed in a buffet style of 
restaurant and decorated in vividly attracting colors, Beauty Buffet 
offers warmly and friendly service. Customers are free to test 
different kinds of product before selecting the ones that best suit 
them. In front of each Beauty Buffet shop will be a chef mascot, 
which is the symbol of the shop designed to attract customers as 
well as to match its buffet concept and the slogan of “The Most 
Delicious Beauty Shop in Town.” Beauty Buffet presents itself 
through Multi-brands. Each brand has been developed and 
registered its trademark under the name of the “Company”. Not 
only was each brand carefully selected, its image, pricing level, 
and market positioning were determined differently as follows 
in order to cover a large scale of target groups of dissimilar demands. 

	 The price of Beauty Buffet products are relatively cheaper 
compared to other cosmetic brands sold in overall retail stores and 
even at counters of department store. There is a wide range of color 
selection to meet the demands of each target group from early teenage 
to career group that are looking for beauty and personal care products 
to better enhance their personality in modern style. Beauty Buffet 
products are distributed through its retail branches nationwide. 
The “Company” runs its business under the policy of continuous 
branching in order to cover every consumer group by focusing on 
opening its Beauty Buffet branches in different leading department 
stores and trade areas such as department stores and large 
supermarkets. On 31 December 2018, Beauty Buffet had 265 retail 
branches nationwide and branches of overseas distributors in 9 countries 
157 point of sales in oversea, such as Vietnam, Myanmar, Laos, Philippines, 
Hong Kong, Taiwan, Indonesia and Malaysia.
	 In the near future, the “Company” is expected to develop 
or import new beauty product brands to meet the dynamic trend of 
customer demands and increase its level of competitiveness in the 
market.  
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BEAUTY COTTAGE
	 “Beauty Cottage” is a blend between naturally extracted 
products and Vintage style whether in terms of shop interior design 
and packaging. It is the perfect combination of arts & crafts that 
matches between nature and elegant charms of Victorian women from 
the western world under the slogan of “Natural Crafted Beauty”. 
These beauty products sold in retail shops under a single brand of 
“Beauty Cottage”. Under this brand, selection of natural raw materials 
is highly essential. Some of the natural ingredients include flower 
extracts, fruit and vegetables extracts, herbal extracts, and many 
other plants that possess outstanding qualities in terms of skin 
nourishment, moisture protection, skin firming, anti-wrinkles, and 
skin brightening. “Beauty Cottage” is made especially for those 
who are looking for a natural way to care for their health and well-being. 

The target group for this brand is mainly university students and career 
group who prefers deep skincare effect and at the same time values 
simple yet elegant beauty. “Beauty Cottage” was launched in August 
2001.  Its product distribution channel includes retail shops nationwide, 
which is part of its policy in expanding its branches among leading 
shopping centers both in Bangkok and other provincial areas. 
On 31 December 2018, Beauty Cottage had 76 retail branches 
	 Nevertheless, the market positioning of “Beauty Cottage” 
products aims at premium level, which is higher than “Beauty Buffet” 
products as it mainly focuses on selling natural beauty products for 
deep skin nourishment whereas “Beauty Buffet” is commonly known 
for its wide selection of cosmetic products of vibrant colors and stylish 
trend. 
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	 The concept of “Beauty Market” is to mix between 
the idea of supermarket and cosmetic shop. This unique 
concept highlights the wide selection of products as seen 
in convenient stores and combines it with the excitement 
of cosmetic shopping. “Beauty Market” is a Beauty Special 
Store, meaning that it mainly focuses on selling beauty 
products in particular. Covering a total space of 100 square 
meters, this special beauty shop is a Multi-brand cosmetic 
shop that offers all kinds of famous domestic make-up 
brands including Inter Brands from USA, Europe, Korea, Japan, 
etc. Amongst some 300 brands sold from 4,000 – 9,000 
SKUs, “Beauty Market” also offers an alternative brand that 
is available only at its branches. This Multi-brand aims at 
selling various kinds of beauty brands of different functions 
in order to enlarge its customer base. The main target group 
consists of both male and female customers who prefer 
make-ups and skincare products in order to enhance their 
stylish and modern personality by focus to open of branches 
by shopping centers and trade areas, department stores and 
large community. The first branch is Seacon Square Srinakarin
on July 2013. On 31 December2018, Beauty Market had 7 
retail branches nationwide. “Beauty Market” aims at expanding 
its business by launching new branches in major shopping 
centers and trade areas such as department stores and 
large community.

BEAUTY
MARKET
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        “Made in Nature” presents the concept of natural products under a slogan of “Live 
Natural Life”. By using product packaging of natural colors, “Made in Nature” offers Premium 
Mass products through major retail stores or modern trade stores. During the second quarter 
of 2012, the “Company” managed to launch its shower cream and body lotion, which are part 
of daily personal care products. The target groups include both male and female consumers 
who give importance to personal care and regular customers of that particular supermarket. 
Base on the Company’s policy, continuous launching of new product under the concept of 
“Made in Nature” on December 31,2018 a total of 10 SKUs, the products were launched 
under the concept of Collagen & Q10 that uses active ingredients from Korea. This is to answer 
the needs of large scale consumer demands and cover to Modern Trade and leading 
Supermarket total of 29 places, 1,003 point of sales such as Big C Supercenter 136 branches, 
Tesco Lotus 172 branches Tops Supermarket 161 branches and Boots 280 branches.
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BEAUTY
P AZA
     Beautyplazaonline.com was founded in Q3/2015 
with intention and minuteness for opening new 
experience in online shopping of various leading 
branded cosmetics including Gino McCRAY, The Bakery, 
Scentio, Lansley, Beauty Cottage, Made in Nature. 
Sells products in 9 groups, including Make-up product, 
Facial care product, Body Hygiene product, Body Care 
product, Hair Care product, Perfume product, Beauty 
Drink & Food Supplement product, Beauty Accessories, 
and Men’s Care product, are distributed.  
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Summary of Overall Operation and Financial 
Status 
	  Products of Beauty Buffet, Beauty Cottage and Beauty 
Market are distributed through retail shops, the company expanded 
retail shops for distribution in Bangkok, vicinity and many provinces all 
over the country and it also increased distribution channel for Made in 
Nature product through modern trade and traditional trade. 
This resulted in overall income of the company that continually to 
3,501.24 million baht in 2018 from 3,735.37 million Baht in 2017or it’s 
accounted for 6.27% decreasing growth. 
	 Revenue from main sales of the company was derived from 
distributing products through retail shop for 64.24%of total income. 
Retail shop under brand “Beauty Buffet” had turnover in 2018 and 
2017 for 1,902.59 million baht and 2,092.81 million Baht accounted for 
56.03%and 56.03% of total income respectively. Its decreasing growth 
was 9.09% which resulted from branch expansion in every region of 
Thailand. At the end of 2018, total amount of branches in Thailand and 
branches of overseas distributors was 275 branches divided into 265 
domestic branches (including 2 franchises) and 10 branches of 
overseas distributors decreasing for 2 branches from year 2017 that 
had only 277 branches (261 domestic branches and 16 international 
branches). However, skincare products, makeup, food supplement and 
beauty accessories had average ratio of distribution for approximately 
81.36%,16.78%, 1.77% and 0.09% respectively.
	 For retail shop under the brand “Beauty Cottage”, as of 
the end of year2018, there were total 76 branches (76 domestic 
branches) increasing for a branch from 2017 with only 75 branches (75 
domestic branches and 3 international branches). In 2018 and 2017, 
total income was 293.05 million Baht and 393.57 million Baht 
respectively accounted for 25.54%decreasing growth. Beauty Cottage 
Brand was focused on presenting products with natural extracts that 
have outstanding properties for skin nourishing. The average ratio of 
skin care product sales was at 54.98% while average ratio of cosmetic 
and beauty accessories was at 42.78% and 2.24% respectively. 
	 Retail shop under the brand “Beauty Market”, as of the end 
of 2018 and 2017, there were 7 branches (all domestic branches) and 
in 2018 and 2017, total income was 53.46 million Baht and 64.38 
million Baht respectively accounted for the decreasing growth at 
16.97%. However, ratio of sales of each product was as follows, 
cosmetics at 39.29%, facial care product at 30.16%, body care product 

Financial Status Summary

	 As of 31 December 2018 and 2017, the company had total assets of 1,776.14 and 2,335.49 million baht respectively. In 2018, current assets 
was 1,368.62 million Baht accounted for 77.06% of total assets such as cash and cash equivalent in amount of 232.82 million baht accounted for 
13.11% of total assets and temporary investment of 460.00 million Baht accounted for 25.90%, inventories at 592.84 million Baht accounted for 
33.38%of total assets with inventory day 116 days. Account receivable and others were 82.96 million Baht which was very low because almost products 
were distributed with cash and there were no trade and other receivables that made overdue payment more than 1 year. The company had non-current 
assets of 407.52 million baht accounted for 22.94%of total assets such as property, plant and equipment which contained net value of 269.55 million 
Baht accounted for 15.18% of total assets.
	 Total liability as of 31 December 2018 was 419.92 million Baht and the company relied on liquidity from cash and credit term from trade 
payables. Therefore, almost liability of the company was in format of current liability in amount of 392.61 million Baht. The majority was trade and 
other payables in amount of 279.23 million baht and the company had shareholder’s equity as of 31 December 2018 in amount of 1,356.22 million 
baht accounted for debt to equity at 0.31 times. It’s obvious that the company used fund source for operating business mostly from shareholder’s 
equity leading to low financial risk with liquidity in business operation.

at 19.97%, perfume at 0.68%, beauty accessories at 2.91% 4.39%, hair 
product at 2.70%, food supplement at 4.21%, shower product at 
0.08%. Beauty Market shops had ratio of sales of its own brands at 
12.69% and 3rd party brands at 87.31%.
	 Distribution through franchise in 2018 and 2017 had total 
income of 11.43 million Baht and 24.43 million Baht respectively and it 
was accounted for the decreasing growth at 53.21%. Distribution 
through domestic and international wholesale channel in 2018 and 
2017  had total income of 708.06 million Baht and 661.64 million Baht 
respectively or accounted for the growth at 7.02%.Distribution through 
consumer products channel in 2018  and 2017 had total income of 
480.58 million baht and 459.71 million baht accounted for the growth 
of 4.54% and distribution through E-commerce in 2018 and 2017 had 
total income of 9.32 million Baht and 6.97 million Baht accounted for 
the growth at 41.91%. 
	 Cost of goods sold (COGS) in 2018 and 2017 was1,201.65 
million Baht and 1,197.96 million Baht respectively accounted for the 
gross profit at 65.34% and 67.74% respectively. Gross profit margin in 
2018 is lower than 2017. Price reduction products result in lower sales 
resulting in lower sales. Making promotions to reduce sales and the 
proportion of foreign channel sales and lower interest rates in 
international gaps and in the fourth quarter of 2018, the company 
ordered products to support sales in the first quarter of 2019, with an 
average inventory life of no more than 1 year. inventory day at 116 days 
in 2018 and 89 day in 2017
	 The company had net profit in 2018 and 2017 for 991.59 
million Baht and 1,229.32 million baht respectively accounted for net 
profit of 28.32%and 32.91% respectively.
	 The company’s performance has decreased in the year 
2018 due to the impact of the FDA on the suppression of illegal health 
products of other companies. Causing consumers to be more cautious 
in spending on cosmetics. In addition, the current news of the FDA has 
resulted in products that are exported to China that are more stringent 
in checking products. Resulting in the length of time to import 
wholesale products for customers longer as well as being affected by 
the decline in the number of Chinese tourists. In addition, the company 
has made advertising and sales promotion in order to boost sales. As 
a result, the company’s performance has decreased in 2018. 
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	 In 2018, admittedly speaking, beauty businesses in general encountered some setbacks relative to 2017, the first of 
which is a confined number of tourists – especially Chinese. Chinese tourists are particularly fond of Thai beauty products. 
Second, the backlash of Thai FDA discovery of substandard beauty-related products abruptly lowered the confidence of 
consumers in their purchase and presented options. Nonetheless, in the long term, the eradication of subpar manufacturers and 
distributors will positively help beauty businesses as a whole because eventually both will disappear from the market. 
On the bright side, the propensity of beauty businesses will bounce back and progress forward as a result of consumers 
increasing concern of their appearances and overall well-being. The overwhelming demand offers Beauty opportunities to 
introduce our top-quality products to both domestic and international markets. 
	 The following situations disturb Beauty income slightly by 6.3% relative to 2017 and 2018; however, we are perceiving 
these impediments to be an opportune moment to revamp our business strategies. Beauty marketing plan has been fundamentally 
relayed to various international markets, Consumer Products, and E-Commerce channels to prepare for the expansion in 2019. 
We ambitiously aim for above 20% revenue while Net Profit Margin is also no less than 25%. More importantly, 85 million Baht 
investment is allocated to retail store opening, business supporting system and E-Commerce platform improvement. 
	 In 2019, Beauty Community is cosmetics and skincare products vendor operating within the realm of “International 
Beauty & Health Business” with a vision to meticulously upgrade our brands to stay competitive and obtain international 
recognition in order to effectively penetrate international markets. Currently, we are working with our distributors from 10 countries 
and should be a total of 15 countries by the end of 2019. Again, Beauty has foreseen that health and beauty products has been 
gaining noticeable popularity. We are more than certain to grow – not haphazardly – but rather progressively and sustainably. 
	 Lastly, the Board of Directors cordially appreciate the support from shareholders, valued customers, business alliance, 
and staff members. Executive committee ensures that we will lead the company to a sustainable and stronger future while committing 
to the transparency, rigid business ethics, and contribution to societal betterment.  

    
Executive Committee 

 Beauty Community PCL.

Report of the Board of Directors
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	 In 2018, Beauty performance was slightly stagnated due to a short term effect derived from the conflict between Thai 
FDA and substandard beauty products causing consumers to be more cautious with their spending. In the long term, however, 
the tension will yield a positive outcome to Beauty as all of our merchandises are legitimately certified. Moreover, a contracted 
number of Chinese tourists directed the sales into the same direction. 2018 Beauty’s total revenues was 3,501.2 million Baht – shrank 
by 6.3% – relative to the same period last year 3,735.4 million Baht. Net Profit Margin was 991.6 million Baht – declined
by 19.3% – in comparison to 1,229.3 million Baht previous year. More importantly, Beauty have retained our profit at 
the satisfactory rate of 28.3% Net Profit Margin and 65.3% Gross Profit thanks to our ability to effectively control the cost as 
well as efficient marketing and selling channels that permeate both domestic and overseas consumers. 
	 Beauty Community is cosmetics and skincare products vendor under the concept of “Live a Beautiful Life” with 
a vision to meticulously upgrade our brands to stay competitive and obtain international recognition – achievable via six (6) 
strategies: 
	 1. Proactive Marketing Strategies – expanding into total of fifteen (15) countries. As of 2018, our qualified distributors 
were from different ten (10) countries – concentrating on co-marketing and increase a number of SKUs. By the end of 2019, 
five (5) additional countries: India, Russia, United Arab Emirates (UAE), Brunei, and Canada will be expanded primarily in forms 
of Product Distributor, Shop License, Shop in Shop, or Counter Sales. In addition to five (5) countries, we will continue to 
penetrate Chinese market because of its size and immense business opportunities. Merchandises will be distributed via Cross 
Border E-Commerce (CBEC) as it is a brand new premise for selling online that is legally sanctioned by the Chinese 
government.  Online cosmetics vendors are especially granted special tax deduction. Aside from the CBEC channel, Beauty 
merchandises will also be delivered to the mainstream networks known as General Trade, which consists of offline and online. 
Offline channels are Tradition Trade, Convenience Stores, and Modern Trade whereas online channels are countless E-Commerce 
platforms existing in China. 
	 2. Strengthen Retail Business Models – our expertise and experience from managing 347 retail branches across the 
country can tremendously and extensively bolster the retail channel. Within 2019, Beauty will, first, open new 15 branches, 
second, enable each store to implement its own marketing method(s) (Local Store Marketing), third, build “Multi Brand” sales 
model applying to Beauty Buffet, and, fourth, prototyping new store concepts to better reflect what consumers truly need. 
	 3. Consumer Product – Beauty will improve the competency current sales channels by adding a number of SKUs and 
collaboratively working with partners. Beauty will not neglect to explore new sales routes that hold high potential. For Traditional 
Trade, both selling spots and SKUs quantity will be increased in the unreached territories.  
	 4. E-Commerce channels – Introduced to swiftly adapt to the rapid changes in consumers’ demand – possible through 
structural development and proper management of E-Commerce platforms together with the Online to Offline synchronization (O2O) 
strategy, business alliance, and infrastructure adjustment necessary to detect mobile shopping behavior. These investments are 
anticipated to boost the company income exceptionally and lay important groundwork for the future. 
	 5. Product Driven is another highly feasible approach. Initiating new, fashionable, and innovative merchandises is to 
entice existing and prospective customers. These new “Product Heroes” can generate greater revenue and probably expand 
the list of Best Sellers.     
	 6. O2O strategy: connecting every available online platforms for domestic and international influencers as well as all 
levels of staff to create conversion with broader customers coupled with the simultaneous development of regional and 
international markets leading to positive return for offline and online channels. 
With Beauty firmest confidence, these 6 strategies will be the most essential key drivers to propel the company forward – 2019 
revenue targets above 20% and Net Profit Margin above 25%.
  	 All in all, on behalf of the executive committee and staff members – rest assured – I will ambitiously drive the company 
to the target goals with stability and sustainability. Most importantly, Beauty Community and I cordially appreciate shareholders, 
customers, business alliance, and staff members for your genuine and warmest support of our company. 

 

							       Dr. Suwin Kraibhubes
	 Chief Executive Officer
	 Beauty Community PCL

Letter from Chief Executive Officer
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PADET
CHARUCHINDA
  Lt.Gen.

Lt.Gen. PADET CHARUCHINDA
Position		  Independent Director and Chairman of Board Director
Age (year)	 79 years old
Educational Qualification				  
- Bachelor of Science, Chulachomklao Royal Military Academy
- Certificate of Director Accreditation Program (DAP), Thai Institute of Directors
Works experiences last five years	
2012 – Present	 Chairman of the Board and Independent Director,
		  Beauty Community PCL
2000 – Present	 Advisor of Royal Thai Army, Director of the Provost
		  Marshal General
% of Shareholding		  - None–

Board of Directors
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VICHIT
  ASSOC.PROF.DR.

Mr. VIBOON POJANALAI
Position		  Independent Director and Audit Committee
Age (year)	 43 years old
Educational Qualifications	
- Bachelor of Accounting, Thammasart University
- Master of Science in Risk Management and Financial Derivatives,   	    
	 Georgia State University
- Certificate Public Accountant (CPA)
- Certificate of Director Accreditation Program (DAP), Thai Institute of   
  Directors
Work Experiences
2016 – Present	 Director of Thai Enger Holding PCL.
2015 – Present	 Audit Committee and Independent Director of
			   Dental Corporation PCL.
2011 – Present 	 Audit Committee and Independent Director of
			   Beauty Community PCL.
2008 – Present	 Director of Asia Mineral Processing Co., Ltd.
2004 – 2013	 Senior Account Audit Manager of AST Master Co., Ltd.
% of Shareholding		  - None -

POJANALAI
VIBOON

Assoc.Prof.Dr. Vichit U-on
Position	  	 Independent Director and Chairman of Audit Committee.
Age (year)	 52 years old
Educational Qualifications
- Bachelor of Science  (Agribusiness), Kasetsart Univesity 
- Master of Arts Program in Agribusiness, Kasetsart Univesity 
- Doctor of DBA.(Marketing), The University of Sarasota< USA
- Doctor of D.I.B.A – Nova Southeastern University, Frorida, USA
- Certificate of Director Accreditation Program (DAP), Thai Institute of Directors
Work Experiences	
2017 – Present	 Chairman of Audit Committee and Independent 		
		  Director of Beauty Community PCL 
2013 – Present	 Dean of Graduate College of Management, Sripatum University
2009 – 2012	 Board of Directors and the working group, WPORT
2007 – 2012	 Former Director of Center Research Consumer 		
		  Behavior, Sripatum University
2012 – 2013	 Marketing Consultant of Chokdee International 		
		  Franchise Co., Ltd.
2010 – 2011	 Marketing Consultant of Bathroom Design Co., Ltd.
2010 – 2011	 Marketing Consultant of A.S. ASSOCIATED
		  ENGINEERING (1964) CO., LTD.
2010 – 2011	 Marketing Consultant of Princessbra Co., Ltd.
2009 – 2010	 Marketing Consultant of Triads Networks Co., Ltd.
2009 - 2010	 Marketing Consultant of B. J. BROTHERS & SON Co., Ltd.
2009 – 2010	 Marketing Consultant of T.G.B International Trading Co., Ltd.
% of Shareholding		  - None–

U-ON
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KRAIBHUBES
  Dr. SUWIN

Col. ATTAPON SRISANGWARN	
Position		  Independent Director and Audit Committee
Age (year)	 52 years old
Educational Qualifications		
- Bachelor of Laws , Ramkhamhaeng University
- Student of Royal Thai Army War College, 58th class
- Lawyer Government of Office of the Council of State.
- Certificate of Director Accreditation Program (DAP), Thai Institute of Directors
Work Experiences	
2017 – Present	 Special Operations of staff officer, the Provost
			   Marshal General
2017 – 2018	 Head of legal department, Army United F.C.
2016 – Present	 Assistant Attached to the Member of the
			   National Legislative Assembly                         
2015 – 2017	 Executive Committee of the ruling army.
2011 – Present	 Audit Committee and Independent Director of
			   Beauty Community PCL
2011 – 2012	 Chief of Staff Officer to the Royal Thai Army Commander 	
			   Division, the Provost Marshal General
2006 – 2011	 Chief of Investigation Department, the Provost
			   Marshal General
% of Shareholding		  - None –

SRISANGWARN
ATTAPON Col.

Dr. SUWIN KRAIBHUBES
Position		  Director / Chief Executive Officer
Age (year)	 51 years old
Educational Qualifications	
- Bachelor of Science, Faculty of Medicine, Chiang Mai University
- Certificate of Director Accreditation Program (DAP),
	 Thai Institute of Directors
- Executives Capital Market Academy Program (CMA.18)
- Global Business Leaders Program (GBL) from LEAD Business
	 and Cornell University
Work Experiences
2018 – Present	 CEO / Director, Beauty Community PCL
2017 – 2018	 CEO / Director / Deputy Director of Product
			   Development & Purchasing Division, 
			   Beauty Community PCL	
2000 – 2016	 CEO / Director / Deputy Director of Marketing Division 	
			   and Deputy Director of Product Development &
			   Purchasing Division, Beauty Community PCL
% of Shareholding		  15.10%
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KRAIBHUBES
TANYAPON

Ms. MONSOOTHATIP MALAUKCARANUN
Position		  Director 
Age (year)	 42 years old
Educational Qualifications	
- Bachelor of Science,  Associated  Medical Sciences,
	 Chiang Mai University
- Certificate of Director Accreditation Program (DAP),
	 Thai Institute of Directors
Work Experiences
2012 – Present	 Director Beauty Community PCL
2012 –2013	 Executive Director and Director of Business
			   Development and Corporate Communications Division, 	
			   Beauty Community PCL
2010 – 2011	 Assistant Manager of Products Division,
			   Beauty Community PCL
2009 – 2010	 Assistant Manager of Sales Division,
			   Beauty Community PCL	
2005 – 2009	 Sales Department Manager, Beauty Community PCL	
% of Shareholding		  0.33 %

MALAUKCARANUN
MONSOOTHATIP

Mrs. TANYAPON KRAIBHUBES	
Position		  Director	
Age (year)	 50 years old
Educational Qualifications	
- Certificate in Nursing, Baromarajonani College of Nursing, Pha Yao
- Certificate of Director Accreditation Program (DAP), Thai Institute of 	
	 Directors
- Academy of Business Creativity (ABC), Institutional development of 	
	 creative business, Sripatum University 
Work Experiences
2000 –Present 	 Director of Beauty Community PCL	
2000 – 2014	 Deputy Chief Executive Officer and Director of 	
			   Beauty Community PCL
% of Shareholding		  6.12%
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KITIVESHPOKAWAT
  Dr. PEERAPONG

PHETKLUENG
SURAPON

Mr. SURAPON PHETKLUENG
Position		  Executive Director / Chief Financial Officer
Age (year)	 54 years old
Educational Qualifications	
- Bachelor of Accountancy (Accounting), Chiangmai University
- Master of Business Administration , Kasetsart University
- Strategic CFO in Capital Markets Program, The Stock Exchange 	
	 of Thailand
Work Experiences
2018 – Present	 Executive Director / Chief Financial Officer,
			   Beauty Community PCL
2017 – 2018	 Executive Director / Finance Director,
			   Beauty Community PCL
2011 – 2016	 Executive Director / Director of Account &
			   Finance Division, Beauty Community PCL
2005 – 2011	 Account & Finance Division Manager,
			   Thai-Scandic Steel Co., Ltd.
% of Shareholding		  0.03 %

Dr. PEERAPONG KITIVESHPOKAWAT
Position		  Director/Deputy CEO/ Chief Supply Chain Officer/ 
		  Chief Marketing Officer
Age (year)	 56 years old
Educational Qualifications
-  Bachelor, Chiangmai University
-  Master of Business Administration Program in Marketing, Thammasat University  
    And Gothenberg University, Sweden
-  Master of Business Administration Program in Retail Business,
   University of Sterling United Kingdom
-  Doctor of  Management, Sripatum University
-  Mini MBA in Franchise Nova Southeastern University, USA.
-  CFE (Certified Franchise Executive) International Franchise Association (IFA)
-  Certificate of Director Accreditation Program (DAP), Thai Institute of Directors
Work Experiences	
2018 – Present	 Deputy chief executive officer/ Director/
		  Chief Supply Chain Officer/ Chief Marketing Officer
2011 – 2017	 Chairman of Audit Committee and Independent
		  Director of Beauty Community PCL 
2007 – 2017	 Director of Business Coach & Consulting Co., Ltd. 
1995 – 2017	 Director of B.T.C. Parts Center Co., Ltd.
% of Shareholding		   0.003 %
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PHATTIVERANON

THANOMKITCHAI

SIRIKAN

PATTRAPORN

Ms. SIRIKAN PHATTIVERANON
Position		  Executive Director / Chief Operating Officer
Age (year)		 53 years old
Educational Qualifications	
- Bachelor of Business Administration (Second Class Honours), Faculty of     
  Commerce and Accountancy Chulalongkorn University
- DIGITAL MARKETING CERTIFICATE PROGRAM – DMP, Thammasat University
- Strategies and Innovation Creation, Thammasat University
Work Experiences	
2018 – Present	 Executive Director / Chief Operating Officer,
			   Beauty Community PCL
2017 – 2018	 Executive Director / Director of Operations Department / 	
		                Deputy Director of Marketing Division,
			   Beauty Community PCL
2012 – 2016	 Executive Director / Director of Operations Department, 		
			   Beauty Community PCL
2010 – 2011 	 Sales Division Manager, Areeya Property PCL
2009 – 2010	 Operation Division Manager, K D N Co., Ltd.
			   (Krispy Kreme Thailand)
2004 – 2009	 Franchise Operation Division Manager,
			   Swensen’s (Thai) Co., Ltd.
% of Shareholding		  0.01 %

Ms. PATTRAPORN   THANOMKITCHAI
Position		  Chief Commercial Officer
Age (year)	 43 years old
Educational Qualifications	
- Bachelor of Business Administration (BBA), Major Finance & Banking, 		
	 Assumption University  
- Master of Business Administration (MBA), Major Marketing, University 		
of Technology Sydney, Australia 
- Master of International Business (MIB), University of Wollongong, Australia
Work Experiences	
2019 – Present	 Chief Commercial Officer, Beauty Community PCL
2017 – 2018	 Chief Commercial Officer, True GS Co., Ltd.
2015 – 2017	 VP E – Commerce &Omni –Channel Power Buy Co., Ltd. 	
			   (Central Group)
2014 – 2015	 Head of E – Commerce, Ek-Chai Distribution
			   System Co., Ltd. (Tesco Lotus)
2012 – 2014 	 Head of Marketing, Ek-Chai Distribution System Co., Ltd. 	
			   (Tesco Lotus)
2007 – 2012	 Marketing Manager, Berli Jucker PCL.
% of Shareholding		  0.01 %
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KHUENPHAN

KEETANON
NORARIT

Mr. NATTAPONG KHUEANPHAN
Position		  Executive Director/ Business Productivity Development Unit 

Age (year)		  44 years old

Educational Qualifications

-  Bachelor of Science, Faculty of Food Science and Technology, Chiangmai University

Work Experiences	

2017 – Present	 Executive Director/ Business Productivity Development Unit / 

			   Deputy Director of Inventory & Office Management Division,

			   Beauty Community PCL

2012 – 2016	 Executive Director / Director of Inventory & Office Management 	

			   Division, Beauty Community PCL

2006 – 2012	 Inventory and Delivery Division Manager, and Advisor of Human 	

			   Resources and Administration Division

% of Shareholding		  0.02 %

NATTAPONG

Mr.NORARIT  KEETANON
Position		  Executive Director/ Director of Information Technology		
Age (year)		 48 years old
Educational Qualifications
- Bachelor of Engineering (B.E.), ASSUMPTION UNIVERSITY Major: Electronics
- Master of MBA, OKLAHOMA CITY UNIVERSITY Major: Management
	 Information System                              
- Professional Certification Program NORTHWESTERN UNIVERSITY Major:
  E-Commerce
Work Experiences	
2017 – Present	 Executive Director/ Director of Information Technology, 		
			   Beauty Community PCL
2011 – 2016	 Executive Director, Manager of Information Technology and 	
			   Executive Director of Business Continuity Plan,
			   Reed Tradex Co.,Ltd
2002 – 2016	 Manager of Information Technology, U City CPL
% of Shareholding		  0.004%
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1. Assoc.Prof.Dr.Vichit U-on	 Independent Director
	  			   and Chairman of Audit Committee

2. Col. Attapon Srisangwarn	 Independent Director and Member of
				    Audit Committee

3. Mr. Viboon Pojanalai 	 Independent Director and Member of
				    Audit Committee

Audit Committee

1.	Col.Attapon     Srisangwarn	 Chairman of Risk Management
				    Committee

2.	Mr. Viboon      Pojanalai 	 Risk Management Committee

3.	Dr. Suwin        Kraibhubes 	 Risk Management Committee

4.	Dr. Peerapong  Kittiveshpokawat Risk Management Committee

5.	Mr. Surapon    Phetklueng	 Risk Management Committee

6. Ms. Sirikan       Phattiveranon	 Risk Management Committee

7. 	Mr. Nattapong  Khueanphan	 Risk Management Committee

8.	Mr. Norarit       Keetanon	 Risk Management Committee

9.	Mr. Thitiphat     Wongsriphuak	 Risk Management Committee

Risk Management Committee

Nomination and
Remuneration Committee 
1	 Assoc.Prof.Dr.Vichit  U-on 	 Chairman of Nomination and 
				    Remuneration Committee

2. Mr. Viboon  Pojanalai 	 Member of Nomination and 
				    Remuneration Committee

3.	Dr. Suwin Kraibhubes 	 Member of Nomination and 
				    Remuneration Committee 
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1	 Dr. Suwin Kraibhubes 	
Chief Executive Officer
 
2. Dr. Peerapong  Kittiveshpokawat    	
Deputy Chief Executive Officer 

3.	Mr. Surapon Phetklueng			 
Chief Financial Officer

4.	Ms. Sirikan Phattiveranon			 
Chief Operation Officer

5.	Mr. Nattapong Khueanphan			 
Director of Business Productivity Development Unit 

6.	Mr. Norarit Keetanon			 
Director of Information Technology

BEAUTY TEAM

Executive Committee

1 2

3
5

4

6

Management Team of Beauty Community PCL.
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Corporate’s Philosophy
“Creative Dynamic Sustainable “

Vision
“International Beauty and Health Business“

Mission
1. Creating the modern high quality beauty products for support the demands of modern life style.
2. Presenting the products to the targeted customers by expanding distribution channels to be more famous and thoroughly the 	
   overall regions and country.
3. Developing competitive abilities of the organization to support the great change for the steadily growing.
4. Operating the business under the good governance considering the benefits and the effects that will affect to the shareholders,    
   staffs and the society.

VISION
& MISSION
Beauty Community Public Company Limited
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General Information of the Company
Company Name:		  BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

Initial Name:			   The Company has been listed for trading in Stock Exchange of Thailand ( SET)
				    under the name of “BEAUTY” in the Commerce group
Type of Business:		  Cosmetics and Skin Care Products under the followings concepts 
				    - BEAUTY BUFFET
				    - BEAUTY COTTAGE
				    - MADE IN NATURE
				    - BEAUTY MARKET
				    - BEAUTY PLAZA
Management Policy:	 MULTI BRANDS, MULTI PRODUCT , MULTI CHANNELS

Headquarter Address: 	 10/915 Nuan Chan 34 Alley, Nuan Chan Sub-district, Bungkum District, Bangkok Metropolis 10230   	
				    Telephone: 02 946 0700 – 6  Facsimile: 02 946 1571
Registration No.:		  0107555000244

Home Page			   Web Page for General information of the Company, including with the information related to Investor 	
				    Relations (IR).
				    www.beautycommunity.co.th, Email : contact@beautycommunity.co.th
				    Web Page for Beauty Buffet
				    www.beautybuffetshop.com
				    www.facebook.com/beautybuffetfanpage
				    Web Page for Beauty Cottage
				    www.beautycottageshop.com
				    www.facebook.com/beautycottageshop
				    Web Page Made in Nature
				    www.made-in-nature.com
				    www.facebook.com/madeinnaturefanpage
				    Web Page Beauty Market
				    www.beautymarket-shop.com
				    www.facebook.com/beautymarketfanpage
				    Web Page E-Commerce
				    www.beautyplazaonline.com
				    www.facebook.com/Beautyplazaonline
References:			   • The Certified Public Accountant Auditor from DIA International Auditing Company Limited 
		     		     Telephone: 02 2595300 – 2, 02 3325126 - 9
				    • Thailand Securities Depository Company Limited (TSD) 
				       SET Center: 02 009 9999
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Risk Factors

1. Risk of Business Management

• Risk from the dependence of Beauty Buffet
	 In the past, the main income of the Company was from the 
distribution of the goods under Beauty Buffet concept. In 2018 and 2017, 
the Company had the income from the distribution of Beauty Buffet’s 
goods in total amount of 2,092.81 million Baht and 1,771.68 million Baht, 
equal to 54.34 percent and 56.03 percent of total income, accordingly. 
Almost of the income was the income earned from the distribution of retail 
goods to consumers all over the country under the mark, Beauty Buffet. 
Cosmetic and skin care products are specific product sensitive to the 
consumption, especially, the facial products.  Customers would rather be 
sensitive to information perceived in both positive and negative. Therefore, 
if any event with a negative effect is arising to the image of Beauty Buffet 
such as a consumer is allergic to cosmetic or skin care, etc., it may 
substantially affect to the sales and performance of the Company.
	 Beauty Buffet is a concept of a development of cosmetic product 
store which have its own unique (shop brand). This is only deemed it has 
opened a channel for distribution. The Company can develop the concept 
of shop brand to replace of it all the time along with the nature of fashion 
products such as Beauty Cottage which is a kind of the shop brand and 
aims for distributing products under its trademark. Furthermore, under the 
Beauty Buffet shop brand, there are several brands allotted for selling and 
each brand has its own clear marketing position according to a customer 
target group. The Company can develop newly replacing brand all the time 
along with the nature of fashion products. Also, in 2013, the Company has 
opened the Beauty Market in the form of retail store of big multi-brands 
which is a beauty specialty store. This store has combined the concept of 
selling several products in a supermarket, convenient store, and excitement 
of shopping cosmetics, aiming for selling beauty products in particular. 
There are almost 300 brands of the beauty products since 4,000 - 9,000 
SKU and also the Company has opened new products under the name of 
Made In Nature brand which is the premium mass in the group of skin 
care, aiming for raw materials derived from nature and can be usable by all 
genders and ages. The design of containers is lovely, modern, attractive, 
and accessible by consumers and such brand is sold in convenient stores, 
modern trades, and online channels. 
	 In 2017, the Company has developed distributing channels in 
the full form of e-commerce such as Facebook: Beautyplazaonline, 
website: Beautyplazaonline.com, and Line@ Furthermore, there are 
additionally distributing channels in overseas: CLMV, AEC and Asia region 
such as China, Hong Kong, Taiwan, Vietnam, Philippines, Laos, Myanmar, 
Indonesia, Malaysia, Singapore, and India.
 	 Therefore, the Company is confident that the dependence of 
distributing the products under Beauty Buffet concept will be accordingly 
reduced upon the products under other shop brands: Beauty Cottage, 
Beauty Market or Made In Nature are more growing and there will be 
a development of additionally new product in future according to 
the strategy and marketing target. 
	 In addition, the Company firmly believes that the risk from image 
of the negative impact will less occur. The said occurrence has never 
happened from the past because the Company has prioritized the 
product’s quality. All ordered lots of products has to be really tested and 
the Company has the policy of the customer satisfaction guarantee in order 
to make the customers confident with the quality and safety thereof. If any 
customer has not satisfied with a purchased product, he/she can return it 
within 14 days (Customer Satisfaction Guarantee Project has begun 2008 

onwards). In the past, the returned products value was least or 
approximately 0.01 percent of total sales. Furthermore, the Company 
has continuously communicated with consumers through online 
and advertising media in any types and if any event has a negative 
effect to the Company’s image, the executive expects that it will 
be a short-term impact because the Company can communicate and 
explain the consumers of such fact rapidly through many channels. 

• Risk from copying the goods
	 The Company has no policy to do the self-manufacture, but the 
Company uses the method of ordering expertise manufacturers to produce 
the goods and the manufacturers shall supply all raw materials for the 
manufacture and control the formula of the manufacture in details. 
Furthermore, some manufacturers has produced both product and its 
container from the origin until finished product, this causes the risk from 
copying the goods and may affect to the operation of the Company. 
	 The Company is aware of the said risk Therefore, the Company 
therefore has entered into contracts with all manufacturers controlling the 
formula of the Company’s products with the subject matter that the 
manufacturer shall not disclose or disseminate other persons the formula 
or ingredients of the goods and the manufacturing procedure and shall not 
manufacture the dais goods to sell by itself. The said condition shall be 
effective at the time the manufacturer remains produce the products for the 
Company and shall continue effective for another 1 – 3 years after the 
Company has terminated the order with the said manufacturer.   
	 The Company’s products are various. Currently, there are more 
than 3,000 items and new products are always released to the market and, 
in the aforementioned number of such items, there are more than 30 
manufacturers producing different products. Therefore, this has made any 
of such manufacturers cannot know the formula or copy the products in 
whole. Furthermore, the Company strongly believes in the creation of 
concepts to products and building the service quality to be equivalent to 
the cosmetics for customers in high level in order to make the customer 
having the loyalty in the brand of the Company. This can be uncopied. 

• Risk from the dependence of goods 
manufacturers
	 For a new product development, even the Company has 
designed active ingredients and properties of the products preliminarily 
and will collaborate with a factory to design details and develop the 
formula and procedure of the manufacturing in some step. In general, the 
factory will procure all raw materials. If the factory suspends to produce the 
product for the Company, it will affect the Company unable to provide 
similar products which if the said product is popular and has high sales, it 
may result the Company’s performance.
	 The suspension of production by a manufacturer has never 
occurred from the past. However, the Company has the policy to manage 
the said risk by ordering such products from many manufacturers, avoiding 
to depend on any of them. The proportion of the orders from the biggest 
manufacturer in 2018 and 2017 were at 20.66 percent and 24.00 percent 
of total sales, accordingly. If it is a popular product, the Company will 
procure 2 manufacturers. Furthermore, for the development of such 
product, the Company has known the formula and raw materials 
preliminarily. If there is any manufacturer’s cancellation of manufacturing, 
the Company can improve the formula and release a new product which 
is equivalent to or better than the previous one in order for responding the 
consumers’ need. 
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	 Furthermore, at the present, the Company has a high volume of 
orders, this has given the Company an economy of scales and has made 
the Company be able to negotiate with the manufacturer and control the 
cost of such product well. 

• Risk from the impairment of inventories
	 Cosmetics and skin care products are classified into fashion 
goods which usually change based on the popularity in the products and 
containers all the time. However, for the business operation, the Company 
needs to order for manufacturing in the sufficient amount and to keep 
sufficient inventory for distributing to branches all over the country. During 
2018 to 2017, the Company kept the inventories approximately 33 and 18 
percent of total asset at average, accordingly, and there was the term for 
selling the finished products for 116 and 89 days, accordingly (calculated 
from the finished products and the term for selling all inventories including 
the containers were approximately 150 and 118 days). Therefore, the Company 
had the risk from the impairment of inventories in the event where the trend 
was changed and has affected the inventories unsellable or impaired. 
	 The Company expects that the impact of this risk would rather 
be slight because the Company has continuously surveyed the market and 
the consumers’ behave and there is the IT system to store the selling 
information all items so it can analyze the statics of the sales such as the 
speed rate of selling each product, life cycle, etc. This has resulted to be 
able to plan the order for manufacturing goods to be in correspondence 
with the demand of the market. The Company has the term for selling 
goods for long time averagely because the stock of goods is required to 
be sufficient for distributing to lots of branches and the stock for 
emergency such as flood, fire, etc. Also, it must have stocks for releasing 
new products and solving the shortage problem. However, the Company 
has the policy to check the shelf life of the products regularly and has the 
inventory management appropriate thereto, for example: In the event where 
the product’s shelf life is approximately 15 months, it will be watched by 
the marketing division and sale operation division to communicate the staff 
at the store to encourage the said goods to be bought and in the event 
where the product’s shelf life is approximately 8 - 12 months, it shall have 
the sale promotion for making an acceleration, etc.

•  Risk from operating the business in high 
competitive industry
	 The cosmetic and skin care retail business is a high competitive 
business as its starting investment is not in the big amount and the 
business structure is not complicated at the beginning. This has easily led 
new competitive entrepreneurs and there are entrepreneurs in the country 
and international companies coming to open their branches or franchises 
in Thailand, especially, cosmetics from countries in Asia such as Korea and 
Japan which have target customers similar to the Company’s. This has 
affected the Company encountering highly competitive situation and it may 
affected the performance of the Company. Furthermore, the Company 
remains having the risk from copied goods and illegal imported cosmetics 
from small entrepreneurs and this mat affected the Company’s sales. 
	 However, even new competitors can come to this business 
easily, building an unforgettable brand, increasing sales, and maintaining 
the customer base in the long run are not easy because it has to have 
higher working capital for public relations and expansion of branches. 
Almost of new competitors are lack of the power of negotiation for a good 
location so their competitive potential is not comparable to the previous 
ones. Therefore, the Company expects that the risk of the decreasing of 
the sales caused by the new competitors is at low level. Furthermore, the 
Company has not aimed for selling only products, but has given 
an importance on the presentation of the concept of the products, 
benefits, directions for using the products to be proficient, the interestedness 

of the containers, decoration style of the store, good service, development 
of the brand to be well-known and popularized as well as to be in 
correspondence with the popularity of the customer target and to maintain 
the customer base continuously in order for confidence and brand 
loyalty. These concepts are things that cannot find from those who sell 
copied and illegal imported goods. Therefore, the groups of customers 
buying the said goods and the Company’s goods are different and it has 
not affected to the Company’s sales. 
	 Furthermore, some of the Company’s products have been 
produced by a factory in Korea such as the products under the brands of 
Beauty Buffet, GINO McCray: Heritage series, etc. Some of the Company’s 
products have been produced by a factory having Japanese nationality 
which its factory is located in Thailand. The Company therefore is confident 
in the products’ quality that they are comparable and competitive with 
those products imported from Korea and Japan which are more popular in 
the cosmetic market, currently.

• Risk from the termination of lease agreements
	 The Company has opened a lot of retail stores for selling 
cosmetics under the concepts of Beauty Buffet, Beauty Cottage, and 
Beauty Market. As of December 2018, there are 348 branches all over the 
country (including 2 branches of the franchise). Almost of the branches 
have entered into the short-term lease agreement which are 1 – 3 years 
(except for MBK 1, it is a long-term lease). Therefore, if any of the landlords 
has terminated the lease agreement, it may affect the Company unable to 
sell the goods and it may affect to the Company’s performance. 
	 Almost of the landlords the Company has leased the premise 
are malls and big supermarket such as Tesco Lotus, Big C, Central Plaza, 
The Mall, Robinson, etc. The Company is classified in the key account of 
the said landlords. In the past, the landlords have renewed the lease 
agreement continuously if it is requested by the Company and have 
presented the Company new areas before retail customers in order that the 
Company can lease the areas for opening branches before the malls and 
super markets, as the owners, will open their new branches. Therefore, the 
Company firmly believes that the impact from this risk is at low level.

• Risk from the dependence of the computer 
system in the business operation 
	 The Company has depended on the computer system for 
managing the Point of Sales (POS) at all branches of Beauty Buffet Beauty 
Cottage and Beauty Market retail stores and they are connecting with the 
inventory management system of the Company and the information of 
inventories, customers, and others are stored therein. Therefore, if the said 
computer system is failed, it may affect the business.     
	 The Point of Sales (POS) management of each store is separately 
processed by connecting with the inventory database of the Company at 
the end of the day. If any failure in any store, other stores shall not be 
affected. Furthermore, the Company has the supporting standard in the 
event where any failure by training staff to be able to sell the products and 
issue bills without passing the computer system. In the past, there were 
some failure of the POS system, but the Company could solve the problem 
in short time and it did not affect to the sale. In the head office, the inventory 
management system has been using the C-Smile system and the information 
are always backed up as well as there is an alternating server for recovering 
the information in the event of the failure of the main system. Also, at the 
present, the Company has developed a new ERP system that is the Microsoft 
Dynamic AX system which can support the information management and 
issue reports. Currently, it is in process of Run Parallel together with the 
previous C-Smile system. The Company will use the Microsoft Dynamic AX 
system in the full form within quarter 1 of year 2018. 
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2. Risk from shareholding of the major shareholder 
of the Company more than 50 percent
	 As of 15 August 2012, Mr. Suwin Kraibhubes’s group held the shares in the 
number of 212,499,800 shares, equal to 97.90 percent of total amount of paid shares of 
the Company at the present. After IPO, the proportion of Mr. Suwin Kraibhubes’s group 
was reduced to 64.06 percent of total amount of paid shares of the Company (Source: 
Thailand Securities Depository Company Limited as of 12 March 2014). As of 30 December 
2014, the proportion of Mr. Suwin Kraibhubes’s group was reduced to 47.19 percent of 
total amount of paid shares of the Company. As of 30 December 2016, the proportion of 
Mr. Suwin Kraibhubes’s group was reduced to 26.61 percent of total amount of paid shares 
of the Company, as of 30 December 2017, the proportion of Mr. Suwin Kraibhubes’s group 
was reduced to 26.55 percent of total amount of paid shares of the Company and, the 
latest, as of 30 December 2018, the proportion of Mr. Suwin Kraibhubes’s group was 
reduced to 21.56 percent, it therefore has affected the Company having the risk from the 
shareholding of the major shareholder of the Company more than 50 percent.
	 However, the Company has become aware of the said risk, committees from 
third persons, were established as follows: 4 of independent committees which are in 
charge of the president including an audit committee for 3 persons from total members of 
8 to be in charge of check-and-balance of the performance of the board and executives 
of the Company. In addition, the board has the working policy regarding to the highest 
interest of the shareholders. The scope of power and duty of the board, the executive 
board, and the audit committee were clearly specified and if the Company requires to make 
a transaction with a person who may have conflict of interest, the Company shall comply 
with the approval procedure of the transaction and the rules of the Stock Exchange of 
Thailand strictly and the person who may have the conflict of interest shall not have the 
voting right on the said transaction. 
	 In 2017, the company realized the importance of risk management under 
changes from internal and external factors that may affect the business. Therefore, the Risk 
Management Committee, which consists of 9 members, has been established to cover the 
entire organization’s risk management policy. Including supervising to have a risk 
management system and process to reduce the impact on the business appropriately.
	 The Risk Management Committee has supported the operations of the 
company under the principles of good corporate governance. To ensure that risk 
management is efficient and effective in achieving business goals in line with the vision and 
direction of the company under industrial conditions, economics, politics, etc. that are volatile 
and can create confidence for shareholders and stakeholders that the company has risk 
management in all dimensions.

• Risk from exchange rate
 	 The Company ordered some of goods manufacture from manufacturers in 
overseas such as Korea, China, Taiwan, Indonesia, and Austria, etc. and has paid the goods 
price in US Dollar. While the Company sells all goods in Baht, this has caused the risk from 
loss from the exchange rate in the event where the Baht depreciated. However, all value of 
order is in foreign currency. In the past 2017 and 2016, there was approximately 6-9 million 
Baht per year, calculating into the proportion not exceed 2 percent comparing with the 
total cost and the tendency has no increase. It is deemed that the Company has the risk 
from the exchange rate at low level, the Company therefore does not need to specify the 
policy on the risk management from the exchange rate at the present. However, if the 
value of the goods order from overseas is more increasing in future, the Company shall 
consider to do forward contracts as appropriate on a case-by-case basis.

Operating the business with
transparency and good governance, and 

aware of social responsibility,
with the best interest of all.
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Nature of Business
	 Beauty Community Public Company Limited (“Company” or “BEAUTY”), or formerly Monapolitant Co., Ltd. established on 
19th October 2000 with its paid-up registered capital of 1,000,000 Baht, by the founders Dr.Suwin Kraibhubes and Mrs.Tanyapon 
Kraibhubes, is formed with purpose of performing retail selling and distributing cosmetics and skincare products. The aim is to propose 
selective and diverse beauty products with quality materials and good image and provide more beauty choices for consumers. 

Important changes and developments 

1998 – 1999		  We open the first imported cosmetics and skincare retail store under the name “NEO” in Siam Square  
			   Center  and then expanded another retail store named “MONA” in MBK center 

19 October 2000		  We formed Monapolitant Co., Ltd. (Company’s former name) with registered capital of 1,000,000 baht  
			   to perform a retail selling of cosmetics and skincare products of Thailand and other countries under the 
			   name “MONA” in 7 branches located in several commercial centers 

2004			   We renovated the shop and changed the store name to “COSMEDA” with different strategy; importing 
			   goods according to customers’ demand, manufacturing products in Thailand and some products in Korea.

3 March 2005		  We increased the registered capital to 5,000,000 Baht divided into 50,000 shares, the value per share 
			   was 100 baht, the capital was used for investment and cash flows. From the year 2004 to 2006, 20 
			   branches (approx..) of “COSMEDA” have been open.

2006 – 2007		  In December 2006, we developed the design of the store and changed its name to “BEAUTY BUFFET”. 
			   Under the concept of “Beauty Buffet”, we focused on making an easy access for customers, and in
			   vited the customer to test the product, sold the comprehensive range of products with reasonable price,
			    just like when the customer enters into buffet restaurant. With the slogan “The most delicious beauty
			    shop in town”. The first branch was open in Central department stores, Wongsawang branch. 

2011			   We open new style of retail stores under the name “Beauty Cottage” providing natural and organic 
			   products with the shop decoration in vintage style. The first branch was open in Central Plaza (Ladprao) 
			   under its slogan “Natural Crafted Beauty” which means the beauty created by the nature. 

23 December 2011		 The company increased the register capital to 55,000,000 baht divided into 550,000 shares, the value per 
			   share was 100 baht, to buy a land for building company headquarter and increased the resources of 
			   cash flow for business operation.

2012			    In January 2012, the company made the distributorship contract of Beauty Buffet with a distributor who 
			   had the right to sell products of beauty buffet in Cambodia in accordance with company standard.
			   The first beauty buffet was open in Cambodia in February 2012. 

			   In April 2012, the company launched new product “MADE IN NATURE” -- an organic skincare product 	
			   brand under the slogan “Live a Natural Life” sold in large retail stores or modern trade.
31 July 2012		  The company changed its juristic type to be public limited company and changed the name to be 
			   Beauty community Public Company Limited, lowered the value per the share from 100 baht to 1 baht 
			   and increased the registered capital to 300,000,000 baht. With regular shares, the company was listed
			    in stock exchange of Thailand.  

12 December 2012		 First day trade in SET

July 2013		  The company opened Beauty Market in Large Multi-brands with the mixed concept of buying many 
			   products in supermarket in convenient store and the excitement of buying cosmetics products. We are  
			   beauty specialty store aiming to provide beauty product exclusively under the slogan “The Super Market of 
			   Beauty”. The first branch was open in Seacon square Srinakarin branch. 

November 2013		  We launched the new products under the brand named Girly Girl which was the “fighting brand” in the 
			   market of skincare and cosmetics products for teenagers. With the concept “White & Baby”, the pack
			   aging design was more modern and the size of product was smaller, also the price was lower. 
			   The products were placed in convenient stores, catalogues and available in traditional trade. 
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News and Events of the Company 2018 

May 2014		  Groundbreaking ceremony of warehouse and training center at Soi Nuanchan 34 on the land size 3-0-
			   15 rai to support the growth of the business in the future. The construction is expected to be complete 
			   within the quarter 1/2016. 

14 May 2015		  The company changed the share value (stock split) from 1 baht to 0.10 baht per share. The total number 
			   of shares was 3,000,000,000.

Quarter 3/2558		  We launched the website Beautyplazaonline.com with our sophisticated development and intention to 
			   broaden the experience in cosmetics product shopping. We have products from leading brands such 
			   as Gino McCRAY, the bakery, Scentio, Lansley, Beauty Cottage, Made in Nature and Girly Girl. We sold 
			   products in 9 categories; Make-up, Facial care, Body Hygiene, Body care, Hair Care, Perfume, Beauty 
			   Drink & Food supplement, Beauty Accessories and Men’s care. 

March 2016		  The company has access to the company’s new offices, warehouses and training centers. (Beauty 2)

May 2017		  Won the award of the Best Brand Performance 2017 on Instagram, and the second runner-up award of 
			   the Best Brand Performance 2017 in the cosmetic business group in Thailand Zocial Awards 2017.

November 2017 		  SET Awards 2017 Won the Outstanding CEO Award and the Outstanding Company Performance Award in 
			   “SET Awards 2017” arranged by the Stock Exchange of Thailand with Money & Banking Magazine.

October 2018		  Won the award of “Asia’s 200 Best Under a Billion” or Top Asian Companies that earn less than 1,000 
			   billion dollars organized by Forbes Asia Magazine, and was recruited for the second consecutive year.

	 1. Presenting to the public at fairs
	    In 2018, the Company joined domestic and international fairs totaling 5 as follows: 
	    1.1   TOP THAI BRANDS 2018, Phnom Penh, Cambodia at KOH PICH EXHIBITION CENTER, during  1-4 February 2018;
	    1.2   Asean Beauty 2018 during 3-5 May 2018 at Bitec Bangna;
	    1.3   Beauty World Middle East 2018 at Dubai International Convention and Exhibition Centre, 
	           Dubai, UAE during 8-10 May 2018;
	    1.4    CHINA INTERNATIONAL BEAUTY EXPO Summer 2018 at National Exhibition & Convention Center Shanghai Hongqia
	           during 22-24 May 2018;
	    1.5   BEAUTY & SPA EXPO INDIA 2018 at Pragati Maidan Convention Center, New Delhi during 28-29 May 2018.
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2.	 Executives of the Company traveled to do Road Shows in both Thailand and overseas 
	 In 2018, the executives of the Company traveled to do Road Shows in both Thailand and overseas in order to provide 
	 information and confidence to funds and investors for 5 times with the following details: 
	 2.1 “Thailand Corporate Day” in Bangkok on 9 January 2018 at Conrad Hotel with Bualuang Securities Plc. by
	       Dr.Peerapong Kitiveshpokawat, Deputy Chief Executive Officer, and Mr.Surapon Phetklueng, Chief Financial Officer;
	 2.2  “CEO Day” on 17 January 2018 at Anantra Siam Bangkok with Phatra Capital by Dr.Suwin Kraibhubes, Chief Executive 	
	       Officer, and Mr.Surapon Phetklueng, Chief Financial Officer;
	 2.3 “Opportunity Day” on 14 March  2018, Performance Report 2017 at the Stock Exchange of Thailand building’by 
	       Dr.Suwin Kraibhubes, Chief Executive Officer, Dr.Peerapong Kitiveshpokawat, Deputy Chief Executive Officer,
	       Mr.Surapon Phetklueng, Chief Financial Officer, and Miss Sirikan Phattiveranon, Chief Operational Officer;
	 2.4  Road show: Thailand Corporate Day at Daiwa Capital Markets Office, Singapore during 15 – 16 March 2018 with
	      Thanachart Securities Plc. And Daiwa Capital by Miss Sirikan Phattiveranon, Chief Operational Officer;
	 2.5  “Thailand Focus 2018” of the Stock Exchange of Thailand on 29 August 2018 at Grand Hyatt Erawan Hotel by 		
	      Dr.Peerapong Kitiveshpokawat, Deputy Chief Executive Officer, and Mr.Surapon Phetklueng, Chief Financial Officer.

3.	 News of BEAUTY 2018
	 3.1 Dr. Suwin Kraibhubes – Chief Executive Officer, Dr. Peerapong Kitiveshpokawat – Deputy Chief Executive Officer including 
	     the Board of Directors of Beauty Community PLC wholeheartedly welcomed the press to BEAUTY Thank Press 2018 to 
	     share five (5) years business strategies and 2018 operational plan. 
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	 3.3  Dr. Peerapong Kitiveshpokawat – Deputy Chief Executive Officer and the Beauty Cottage Board of Directors launched the newest 
	       collection “Beauty Cottage LUXURY Series” – Make up till you Drop at Central World on 5th July 2018 targeting teenagers to 
	       working age – enjoyable at 75 Beauty Cottage across Thailand.

	 3.4 BEAUTY invited analysts on a lecture regarding “ 2018 mid-year performance trends and the rest of the year growth 
	       strategies” delivered by Dr. Suwin Kraibhubes – Chief Executive Officer, Dr. Peerapong Kitiveshpokawat – Deputy Chief 
	     Executive Officer, Mr. Surapon Phetkueng – Chief Financial Officer, and Mrs. Tanyapon Kraibhubes – Director of the 
	      Board on Wednesday 4th July 2018 starting at 10:00 – 12:00 hours at Beauty Community (BEAUTY 2) Nuanchan 34.

	 3.2 Lt.Gen. Padet Charuchinda – Chairman of the Board of Directors, Dr. Suwin Kraibhubes – Chief Executive Officer, 
	      Dr.Peerapong Kitiveshpokawat – Deputy Chief Executive Officer, and Mrs. Tanyapon Kraibhubes – Director of the Board as 
	      well as the Board of Directors of Beauty Community PLC held a 2018 Annual General Meeting of Shareholders to seek 
	      the approval for the dividend payment from 2017 operational results at the rate of 0.408 Baht per share with an
	      approximate total of 1,225.66 million Baht or 99.70% of the net profit. The list of entitled shareholders was posted on
	      4th May 2018 and paid out on 18th May 2018. The meeting was convened at Crystal Ballroom 1 and 2, Building E
	      2nd floor, Crystal Design Center (CDC), Bangkok.  
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	 3.6 Beauty Annual Meeting 2018 by Dr. Suwin Kraibhubes – Chief Executive Officer, Dr. Peerapong Kitiveshpokawat – 	
	      Deputy Chief Executive Officer including the Board of Directors of Beauty Community was a great opportunity 
    	      to meet distributors from 11 countries discussing 2018 strategies and marketing activities including 2019 business 
	      direction to promote various brands under the management of Beauty Buffet and Beauty Cottage to gain 
	      broader recognition and introduction of a new collection under each brand. Invited Exclusive Distributors were 
	      from Laos, Vietnam, Cambodia, Myanmar, Indonesia, Philippines, Malaysia, Singapore, India, Taiwan, and Middle 	
	      East countries were  Dubai, Saudi Arabia, Kuwait, and Bahrain with a number of activities in welcoming atmosphere 	
    	      on 19 th September 2018 at Pullman King Power hotel, Bangkok.

	 3.5 BEAUTY Thank You Party 2018 on behalf of Dr. Suwin Kraibhubes – Chief Executive Officer, Dr. Peerapong 	
	      Kitiveshpokawat – Deputy Chief Executive Officer, Mr. Surapon Phetkueng – Chief Financial Officer, and Mrs. Tanyapon 
                 Kraibhubes – Director of the Board was arranged to express appreciation to Key Wholesalers who have been supported 
	      and trusted BEAUTY products. In the event, introduction of new products marketing was provided alongside with fun-filled 
	      activities surrounded warm and friendly atmosphere at The House on Sathorn – W Bangkok Hotel.

	 3.7   1st GMS Thailand E-Commerce Economic Corridor (GTEC) by Dr. Peerapong Kitiveshpokawat – Deputy Chief Executive Officer 
	        was one of the keynote speaker discussing “Beauty Buffet Experience in Cross-Border Export” as a successful business 
	        through Cross Border E-Commerce channel. The 1st international seminar GMS – Thailand E-Commerce Economic Corridor 
   	        (GTEC) was at Grand Mercure Fortune hotel.  
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Business Goals

	 The company believes in sustainable growth without relying on only one product brand or distribution channel. Therefore, 
regarding operation of the company in the past, we focused on creating a concept or a new brand along with the launching of new 
products and increase distribution channels continuously. This is to achieve the business goals as follows. 
	 •    Be a leader in cosmetics market by developing the business to cover all demand of consumers in the market of all 	
	       cosmetic product types and by creating new brand, packaging design and distribution channels Multi products,
	      Multi brands and Multi channels,
	 •    Create beauty products in more categories not only in cosmetics and skincare to cover all demand of customers and 
	      maintain the quality standard as same as the international organization. We focus on the products made from natural 	
	       extracts and good design of packaging. This is to enhance the competitiveness in domestic and international sales 
	      to cover the different demands of customers. 
	 •    Expanding distribution channels throughout the country as well as other country. This is to reach more targeted
	       customer group. 
	 The business goals are created to ensure a smooth and efficient business expansion, and to gain a competitive advantage 
in the market, what leads to a highest interest for company shareholders. 

	 3.8   Dr. Peerapong Kitiveshpokawat (middle) – Deputy Chief Executive Officer of Beauty Community PLC was a recipient of Forbes  
	       Asia’s 200 Best Under a Billion, the best 200 Asia Pacific companies that have sales proportion under billion dollars but with 
	       growth in sales, profit, and dividend yield orgnized by Forbes Asia magazine in Forbes Asia “Best Under A Billion” Forum and 
	       Awards event at The Palace Hotel Tokyo, Japan
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Business Operations
of the Company
by product line

LIVE A
LIFE
BEAUTIFUL

Products and Services

	 The Company operates its retail business on 
cosmetics and skin care products that compose of natural 
extracts under the concepts of Beauty Buffet, Beauty 
Cottage, Beauty Market, Made In Nature. The concepts of 
Beauty Buffet and Beauty Cottage are presented in retail 
shops with different products, packaging, and shop design. 
Their products are also placed in different market position, 
pricing, and target group and building large scale customer 
base that covers all beauty-product customer levels as follows:
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Beauty Buffet’s Products

	  “Beauty Buffet” came from the idea to integrate buffet restaurant 
with cosmetics retail business. It differentiate and create outstanding by 
adapting buffet food serving which provide variety kinds of food for 
tasting and having with beautiful and attractive decoration. After sufficient 
tasting, consumers will be able to select the most wanted things confidently. 
As a result, Beauty Buffet apply the same concept by providing many 
products for selection and decorating its shops to be attractive, including 
provide friendly service. The shops allow customer testing products 
before buying to receive the one  which match their requirement. Beauty 
Buffet put chef’s statue, designed pursuant to the shop’s slogan of 
“The Most Delicious Beauty Shop in Town”, in front of shops to attract 
customers. Key concepts of Beauty Buffet are;

	       Easy Access
             Variety
             All in One
             Reasonable Price
             Fun and Excitement

	 To be consistent with Beauty Buffet’s concept, the shops 
include several products in multi-brands which were selected and 
determined by different identity, pricing, and market positioning  to 
meet various needs of prospects. This will bring wider group of customers 
to Beauty Buffet.
	 Now the products in Beauty Buffet’s shops can be categorized 
as make-up, skin care, and accessories. All of them will be sold under 
the four brands with private labels as follows.
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A brand of make-up items and accessories 
in the same category as GINO McCray. 
To match with teenagers or new users 
need,  It comes with trendy pattern and 
brilliant colors with lower price than GINO 
McCray.

A brand of make-up and accessories with pattern, color, 
packaging identity, and pricing that are designed to be 
suitable for working-age customers, including professional 
make-up artist. The products sold under GINO McCray can 
be categorized into 4 series of Pro Make-Up, Pink Passion, 
Heritage, and The Artist. Each of them has different tone, 
identity, and product positioning available for customer’s 
selection. 

A brand of functional skin care, e.g. facial whitening, body 
fit, flawless, stretch mark products and food  supplement, 
which enhance your appearance and reduce defects.

A brand of personal care products, e.g. body 
bath, shampoo, conditioner, face and body 
cream, skin scrubbing cream, hand and foot 
cream, which are composed of natural 
extracts and provide deep nourishing for whole 
body. 
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Product Hero
Beauty Buffet

BEAUTY IDOL SERIE/ 
SCENTIO MILK PLUS SERIE/ 
GINO McCRAY THE PROFESSIONAL MAKE UP SERIE
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Product
Recommend 
Beauty Buffet

LANSLEY CINDERELLA AURA BRIGHT SERIE/ 
GINO McCRAY THE PROFESSIONAL MAKE UP SERIE/ 
GINO McCRAY PRESTIGE PERFECTION POWDER 
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Product
Recommend 
Beauty Buffet

BEAUTY BUFFET BERRY TRIPLE COLLAGEN
LANSLEY DIET COFFEE PLUS
LANSLEY COCOA PLUS
SCENTIO MILK PLUS MILK FLAVORED MILK TABLET
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New Product
Beauty Buffet

2018
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New Product
Beauty Buffet

2018

ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

55



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

56

New Product
Beauty Buffet

2018
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Beauty Cottage’s Products
	 “Beauty Cottage” is a concept to present products 
which composed of natural extracts in vintage shop and package by 
focusing on balancing between art & craft. Beauty Cottage’s shops 
and products are designed in natural art style mix with gentle of 
western lady in Victorian age under the slogan of “Natural Crafted 
Beauty” which cause classy and luxury style.
	 All products under Beauty Cottage’s concept are sold in 
the single brand of “Beauty Cottage” and categorized into 3 types 
of make-up, skin care, and accessories. The key focus is on raw 
materials selection i.e. extracts of flower, fruit, vegetable, herbal, and 
other plants, which have good properties of skin nourishing, skin 
moisturizing, skin firming, stretch mark reducing, including skin 
brightening.
	 Beauty Cottage is outstanding in selling of skin care 
products by grouping them based on extracts compositions. 
One sample group is the product with milk protein and wall nut 
extracts, i.e. body bath, body scrub, body care, and body spray, 
which help in body firming and whitening. Another example is the 
group of products with olive extracts, i.e. facial cream, face and eye 
serum, and facial massage cream, which help in skin nourishing, 
skin moisturizing, stretch mark reducing. The product grouping can 
help customer to select the products that completely match with 
their requirement.
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BEAUTY 
C O T T A G E
	 Beauty Cottage focuses on selling the cosmetics with 
color from natural extracts according to the concept of natural 
beauty, e.g. eye shadow and brush-on with color extracted from 
berry fruits, including skin nourishing by mix ingredients of 
Vitamin E, Collagen, Aloe Vera, etc. Moreover, there is facial 
treatment in some Beauty Cottage’s shops for service integration.  
	 In addition, products of Beauty Cottage stay in more 
premium market position than Beauty Buffet with higher price 
and focus on the target group who are mainly concern in deep 
nourishing by natural products. On the other hand, Beauty Buffet’s 
products focus on the target group who love in colorful, trendy, 
and variety of products.
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Product Hero
Beauty Cottage
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VICTORIAN ROMANCE SERIE/
FOREVER BEAUTY SERIE (SEMI - MATTE LIPSTICK)/ 
TOTAL EXCELLENCE SERIE/ LUXURY SERIE
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Product
Recommend 
Beauty Cottage
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LUXURY SERIE/ SODA SERIE/ CALENDULA SERIE/ 
VICTORIAN ROMANCE SERIE



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

62

BEAUTY COTTAGE DIETARY SUPPLEMENT PRODUCT 	
(STRAWBERRY SC PLUS BRAND)
BEAUTY COTTAGE DIETARY SUPPLEMENT PRODUCT       	
(ROSE COLLA BRAND)
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Product
Recommend 
Beauty Cottage
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New Product
Beauty Cottage

2018
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2018
New Product
Beauty Cottage
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2018
BEAUTY
MARKET
Beauty Market’s Products
 	 Beauty Market concept was launched in the 3rd quarter 
of 2013 by representing in large multi-brands stores. This concept 
combined idea of shopping for various products in supermarkets and 
convenience stores with feeling excited from cosmetics shopping 
in beauty specialty store where focuses specifically on beauty 
products sale. Its stores have almost 300 famous brands, both 
local brands and inter brands e.g. America, Europe, Korea, Japan, 
etc.,, containing around  4,000 - 9,000 SKUs of beauty products. 
In addition, there are products of a selective brand, Beauty Cuisine, 
sold only in Beauty Market’s stores. 
	 The products sold in Beauty Market’s stores comprised 
of make-up, face care, body hygiene, body care , perfume, hair 
care, deodorant, beauty drink&food supplement, accessories and 
men’s care.. The samples of brands in Beauty Market’s stores are 
as follows;

ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

65



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

66

SERIE
BEAUTY CUISINE

ของ บิวตี้ มาร์เก็ต

ผลิตภัณฑ์ขายดี
และได้รับความนิยมสูงสุด
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Made In Nature’s Products
Made In Nature
       “Made in Nature” concept of natural products, under the slogan of “Live a Natural life”.  with natural color containing premium 
mass products which are sold in large retail shops or modern trade stores. Made in Nature’s product under the concept of 
“Collagen & Q10”.  The product’s package comes The active ingredients of these series were imported from Korea to 
completely fulfil customer need. Made in Nature Product consists of 10 SKUs as follows

1. MADE IN NATURE GOAT MILK BATH

2. MADE IN NATURE GOAT MILK UV BODY LOTION 

3. MADE IN NATURE GOAT MILK WHITE & FIRM SLEEPING MASK

4. MADE IN NATURE GOAT MILK WHITE & FIRM FOAM CLEANSER

5. MADE IN NATURE COLLAGEN & Q10 FOAM CLEANSER

6. Made in Nature Collagen & Q10 White Booster Body Serum

7. Made in nature Collagen & Q10 Smooth & Bright Mineral Water Spray

8. Made In Nature Hokkaido Milk Moisture Rich Shower Cream

9. Made In Nature Hokkaido Milk Moisture Rich Body Lotion

10. Made In Nature Hokkaido Milk Moisture Rich Whipping Foam
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Product Hero
Made In Nature
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Key Operation Policy
	 As the Company has its major revenue from product sale 
via retail shops, the key policy focus on efficient shop management. 
The Company also has other supplementary policies, i.e. location 
decision policy, pricing policy, and inventory management policy, to 
smooth its business expansion and achieve customer’s satisfaction as 
per the following details. 

1. Shop Management Policy
	 The Company use the home model for business management 
as per details shown in the following figure;

	
	
	 The Company’s policy for shop management has key principal 
that all compositions in a shop should be matched and support one 
another. This implied foundation, pole, beam, and roof of a house. 
Each part must be connected unitedly to build a secure, beautiful, and 
comfortable house.
	 A retail shop can be compared with a house. All compositions; 
pattern, products, management, including sale; must be combined in 
perfect ratio to boost sale and achieve customer’s satisfaction.
	 The compositions of home model imply meaning and importance 
as follows;

	 Roof means customers who imply a roof of house or the 
top of sale that make all compositions stable. The Company focuses on 
building good relationship with customers, studying customer’s taste 
and needs, presenting suitable products and promotion for each 
customer, provide good treatment to customer, and also respect customer.

	 Beam means sale volume which implies sale boosting to 
support a roof which means customer. The Company has set both 
company’s target and individual shop’s target, then follow up all 
progress periodically so that strategy modification can be done 
promptly if required. Performance evaluation is made by counting of 
people entry, number of bills, sale volume per bill, and number of 
memberships. This can also evaluate employees’ performance and 
successfulness of promotion campaign. In addition, the Company 
provides training for its employees regarding sale technique, e.g. how 
to sell during low and peak numbers of customers, how to persuade 
customers to entry the shop.

	 4 Poles means the parts to support and interface with 
customer and create sale, which are

	 Shop : Decoration can also make better sale environment. 
Beauty Buffet and Beauty Cottage decorate their shops in different 
style, although, each shop is based on same standard to make 
customers accustom and comfort in buying in any shops.
	 Product: In addition to product quality and attractive package, 
the Company also concerns in product presentation e.g. product 
arrangement, product display, tester, price label ordering, which can 
attract customer.
	 Sale Force: It means salesman performance. The Company 
has its policy to provide training about product knowledge and service 
standard to employees. In addition, salesman are assigned in suitable 
numbers matching with shop’s size and number of customers in each 
area to maximize sales efficiency. 
	 Marketing tools: They are different activities of sales 
promotion which are continuously held by the Company to retain 
existing customers and attract new customers. The Company has its 
policy to arrange new marketing activities to match with customers’ 
lifestyle and meet their requirements. Thus, the activities are designed for 
both member and non-member groups for continue joining of customers. 
In addition, the Company has satisfaction guarantee campaign by allowing 
customers returning products within 14 days after the date of receipt. 
Customer can request for refund or changing of products at buying 
point. Such policy is developed to creating confidence in product quality. 
However, there were only a few customers returned the products. 

	 Foundation means management which can support 
and enhance the poles to be strong and stay in good condition. 
The management of the Company is responsible for managing of 
products, personnel, documentation to smooth shops’ operation and 
maximize their efficiency.
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• Location Decision Policy
	 As growth of company’s business depends on retail shop 
expansion, thus shop location is a key factor for its achievement. Now 
the Company has its policy to locate most shops in department stores; 
e.g. Central Plaza, Robinson, The Mall, Major; including big 
supermarkets, e.g. Lotus, Big C. The Company has location advantage 
because our shops is interesting and is acceptable for many department 
stores, then they treat us as their key account. When any department 
stores will have new subsidiaries, they will send the Company their 
layouts for selecting shop location. The Company has criteria to select 
shop location as follows;
	 Overview consideration, e.g. the province of such subsidiaries, 
are they near community or university?, income per capita of population 
in the area.
	 Location consideration, e.g. how many of people should pass 
such location? Is it near a theatre, supermarket, or escalators?
	 After considering suitable location, the Company will run sale 
forecast compared to sale volume of other shops in the same province 
or nearby. The consideration includes rental fee per sale because it is the 
most significant in administration expenses. If the ratio is acceptable, the 
Company will start rental process. However, the Company may consider 
opening its shop in the subsidiaries with high rental fee, if such location 
can enhance Company’s image or support public relation, e.g. shop in 
BTS station or department stores at the central of Bangkok. In addition, 
the Company will analyze turnover of each shop periodically and may 
consider closing down some unachieved shops where cannot increase 
their sale. However, business development team and interior design 
team of the Company have the plan to find replacement place for those  
closed shops to cover customers’ needs.

• BEAUTY’s Overseas investment policy 
	 BEAUTY’s products receive very good response from 
international customers, to continuously expanding and opening up our 
products to overseas markets, in 2015, the company set up overseas 
department to drive and facilitate international market growth.  
The company has a policy to stretch out the distribution of its  products 
through distributors who specialize in local retail markets. After 
an approval process, distributorships will be granted to potential distributors. 
All transactions will be on outright sales basis and distributors are 
responsible for freight, insurance and all handling costs. The company 
give distributors the right to sales the products under the company’s 
trademarks and the retail store construction must follow the guidelines 
established by BEAUTY. The distributors are allowed to set the retail 
prices, but these must be agreed by BEAUTY.

• Pricing Policy 
	 Management of the Company engages in launching new 
products continuously to response trendy consumers. R&D and 
purchasing team will coordinate with sales and marketing team to 
design basic concept and formula of the products to meet market 
requirement. The price will be set in the suitable range for market 
situation of both direct and indirect competitors, including 
correspond with current price range. After that the team will coordinate 
with manufacturer for production plan by controlling raw materials’ 
price and operating expenses in the limit level.
	 The Company’s pricing policy starts by setting the 
product’s price, then create production plan to be corresponding 
with the set price. This approach receive the benefit in controlling 
price range of all products in competitive level, including gain 
reasonable gross profit margin.
	 Regarding outsourcing products, that are mainly sold in 
Beauty Market, R&D and purchasing team will coordinate with sales 
and marketing team of Beauty Market will select supplier by studying 
market opportunity, purchasing terms and conditions, making price 
comparison with competitors. After that, they will set the reasonable 
price by major concerning in gross profit margin.

• Inventory Management Policy
	 In addition to attractive and efficient shops management, 
inventory management is another key factor which is important to 
business operation. As the Company has variety kinds of products 
with plenty of SKUs and all of them have certain expiry date that are 
around 2.5-5 years after manufacturing date, thus the Company has 
to develop the inventory management policy for consistency among 
central warehouse and all shops’ warehouse. The policy focus on 
reducing risks of obsolete products and avoid selling expired products 

to customers, which can discredit the Company’s image. 

	 Moreover, the policy is set to avoid product loss which 
mainly affect the Company’s cost.

- Warehouse Management Policy
	 The Company implement C-Smile program for inventory 
management of central warehouse and link it with POS (Point of 
Sales) that used for sale and inventory management of each shop. 
Inventory summary of each shop will be linked to update the 
inventory of central warehouse so that overall inventory can be 
checked at the central warehouse. In addition, the physical stock 
check will be done in monthly basis.
	 For good inventory management, order of outsourcing 
products will be minimize as less as good purchasing conditions 
can be maintained. The Company will manage inventory turnover 
efficiently by keeping sufficient stock and avoid loosing of sales 
opportunity from stock shortage.
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Nevertheless, the company uses First in – First out policy by giving 
precedence to designing product display to be corresponding to 
policy of ABC Product analysis, Inventory Day management and 
Product  Aging Management so that products are properly circulated. 
Moreover, the large storage will inspect remaining life of all products 
regularly and has a policy to manage products by categorizing 
with remaining life of products as follows.
	 • The products with remaining life of 15 months will be 
grouped as the monitored products. The Company will calculate 
covered date by considering inventory per sale. If the result shows 
that there is a risk of uncovered sale, the Company will notice staff 
of each shop to boost sale of such products. R&D and purchasing 
team, including sales team will follow up for inventory of this 
product group for further plan and purchase.
	 • If there are any products with remaining life of 8 - 12 
months, warehouse team will inform R&D and purchasing team, 
marketing and sales team to establish some promotion campaign 
for boosting sale so that such products can be quick distributed 
and avoid obsoleting.
	 • For the products with remaining life of 5 - 7 months, 
higher level of promotion such as clearance sales will be arranged 
to stimulate their turnover. 
	 • For the products with remaining life less than 4 months, 
the central warehouse will not deliver them for sale at any shops. 
However, there was no record of any inventory with remaining life less 
than 4 months.
	 For Consignment, the company agrees with the consignor 
to switch or return products in case they are found damaged or 
nearly expired or its sales do not reach expectation.
	 In addition to inventory management, the C-Smile and 
POS program also have key function in recording of customers’ 
information and sales history. Both systems will record general 
information of customers, date of purchase, including all purchased 
products which will be useful for CRM (Customer Relationship 
Management).

- Stock obsolescence allowance policy
	 The Company has its policy to set the allowance of stock 
obsolescence by considering products’ life. The products are categorized 
into 2 types which are finished goods and packages. Regarding 
finished goods, there are several kinds of them, e.g. make-up, facial 
care, body care, hair care, gift set. The policy will be set differently 
based on product’s life of each type. The highest allowance of 100 will 
be set for the products with longer life than 3 years. However, as of 
December 31, 2018 and 2017 , there were the finished goods that had 

been stored for longer than 1 year at 24.79  and  24.41million baht 
respectively (exclude defected inventory). In 2018 , there were the 
finished goods that had been stored for longer than 2 years at 3.56 
million baht. Regarding packages, which have longer life than finished 
goods, as of December 31, 2018  and 2017  there were the packages 
that been stored for longer than 2 years at 8.78 and 7.43 million baht 
respectively.
	 Regarding damaged products, expired products, or 
packages of obsolete products that unable to reuse; the Company 
has its policy to separate them in defect inventory. All defect 
inventories will be set the obsolescence allowance at 100 and stored 
separately for deposit in accordance with the rule of Revenue Department. 
However, there were not any expired item identified as defect inventory.

- Loss Protection Policy
	 Although the Company set up monthly physical stock 
take at each shop, the loss can be taken because of small piece 
and large quantity of products. Thus, the Company established the 
policy to set up a monthly budget to be intensive for shops’ staff. 
If any shop operates its business without product loss, all staff of 
such shop will receive full amount of such intensive. On the other 
hand, if there is product loss in any shop, the staff of such shop 
must compensate for the lost product in reasonable amount. 
This policy focuses on team work. However, there were a few lost 
products in the part, equal to 0.1 % of total sale.

 Bringing products 
to reach customers
nationwide and 
expanding into
regional level.
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Marketing and Competition
   1. Distribution Channel
The company has two main distribution channels:

	 (1) Retail Shop
	 The products main channel distribution are conducted through the branches of the retail shop, which focuses on direct selling 
to consumers through these local branches. The company has the proportion of the branch revenue distribution for 2018 and 2017 
were total at 64.88 and 68.69 percent respectively.

	 (1.1) Local Branch Sales 
	 The products main channel distribution, under the concept of beauty buffet, beauty cottages and beauty markets, are spread throughout 
the country and expanded continuously with the number of branches at the end of 2018 and 2017, as indicated in the figure. 

Shops Classified by Region

Shops Classified by Department Stores
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	 (2) Non-retail Shop
	 Non-retail shop is a channel to help distribute the company’s products to covering all areas of Thailand, as well as other parts 
of the world such as China, Vietnam, Myanmar, Laos, Malaysia, Philippines, Indonesia, Hong Kong, Taiwan, Asia, Middle East, and in other 
regions in the future.  It will be conducted through various agents, such as franchise, distribution through overseas representatives, modern 
trade, ecommerce, and other distribution channels to enhance sales capacities of nonretail shop for the year 2018 and 2017, from 35.12 

percent and 31.31 percent, respectively. 

	 (2.1) Franchise
	  In the past, the company had plan to expand the Beauty Buffet retail shop, by selling franchise to interested parties. Today, the company plans 
to expand its branches and has no plan to open any national franchise. Currently, there are only 2 franchises. However, the company continues to provide 
ongoing distribution rights for the former franchisees, by making a written franchise agreement in order to have management clarity. The company has the 
proportion of the franchise revenue were total at 0.33 percent and 0.65 percent, respectively.

	 (2.2) Overseas Distribution 
	 The company al distribution of products in the overseas market. The company has a plan to recruit distributors who has regional expertise 
to distribute our products.  Furthermore, the company lacks expertise in the region, including procedures and rules for setting up overseas branches. 
In 2012, the company started to distributed products through representatives in Cambodia, for the first year. This was conduct through as a retail 
store. The company has controlled the design and quality of the shop’s service in order to have the same standard, as in Thailand.  Now, it has a 
total number of 10 overseas distributors: 6 branches in Vietnam, and 4 branches in the Philippines. The company has the proportion of the overseas 
revenue distribution for 2018 and 2017, at of 20.22 and 17.70 percent, respectively.  In addition, the company has set up an additional distributor in 
the ASEAN region, located in Indonesia. It is in the form of shop in shop, with the total number of 21 branches in 2018 and established agencies in 
Hong Kong and Taiwan. In 2018, there are 95 branches in Hong Kong and 12 branches in Taiwan. and has been selling through the cosmetic brand 
counter through a dealer in Myanmar 8 point of Sale, Laos 5 point of Sale and Malaysia 3 point of Sale

	 (2.3) Modern Trade
	 Large retail stores or modern trade is the channels that the company starts the distribution of made in nature products, in the mid of 
2012. It focuses on the distribution in big superstores, such as Big C, Lotus, Villa Market, Top Supermarket, Foodland, Gourmet Market 
(The Mall), Golden Place, Fuji supermarket, 7 catalog, etc. The products are positioned as premium mass, namely, quality products that suited 
much wider market at competitive price. In 2018, The company has consumer product distribution channel as of the end of 2018, as below: 	

		  (2.3.1) Modern Trade
		  As of the end of 2018, the company’s products are distributed in modern trade, and leading supermarket total 38 locations, 
1,003 points of Sales. They include 280 branches of Boots, 157 branches of Big C supercenters, 172 branches of Tesco-Lotus, 193 branches of Top 
Supermarket, and 22 branches of King Power. As of the December 31, B.E. 2561 (2018) King Power distributed beauty buffet and beauty cottage, total 
56 SKUs and 25 SKUs, respectively.

		  (2.3.2) Traditional Trade  
		  The company has signed a buy-sell agreement for distribution of goods with CP consumer products, and these products 
were well received by the customers. As of the December 31, B.E. 2561 (2018), there were 448 shops, and delivered products total 28 SKUs. 

		  (2.3.3) Convenience Store and Catalog   
		  There are 2 catalog and convenient store: Friday catalog and 24 shopping Co., Ltd, as well as in the form of catalog on 
shelf store, at 7-11, the total of 650 branches, and 15 SKUs. It received good response from both Thai and international customers. It has 
expanded to Chinese Premium store together with the 2 branches of 7-11, in Lido (Siam) and Gaysorn Plaza.
	 In 2018 and 2017, The company has the proportion of the modern trade revenue distribution were total at 13.73 and 12.31 percent respectively.

	 (3) E-Commerce 
	 The company is distributed through e-commerce in response to the customer’s lifestyle.  This distribution channel has an increasing demand 
in order to   provide more convenience to customers. They can place orders at anytime and anywhere.  The main e-commerce’s channel incudes 
Beauty Plaza (www.beautyplazaonline.com) and in the form of S-commerce, such as Facebook, Instagram, Line @ and WeChat. These channels offer 
a wide range of products available on the website, that offers a full selection of products like Beauty Buffet, Beauty Cottages and Beauty Markets, which   
the customers can make their purchase. Moreover, there’re 13 popular third party websites available to provide customers with the convenience. It made 
up of 11 local E-commerce such as Lazada, Shopee, Konvy, Shopat24, Craze, We love Shopping, Beauticool, ABC Point, Buzzebees, Orami, Krungsri 
First Choice. Also, there are foreign E-commerce such as Ailbaba and Amazon to increase the distribution channel for all customers
	 In 2018, and 2017, the company has the proportion of e-commerce revenue distribution were total at 0.27 and 0.18 percent respectively. 

	 (4) Others
	 Others distribution channels includes selling products at employee discount prices. Also, it includes beauty open house, which 
it offers special events discount prices such as end of year sales, etc.
	 In 2018, and 2017, the company has the proportion of other revenue distribution were total at 0.23 and 0.28 percent respectively.
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Marketing Strategy
	 The Company plans its marketing strategy that mainly emphasizes the current customer’s buying behavior. This is because, 
currently, the consumer’s behavior tends to favor the consumption of online media and a more comfortable lifestyle. The consumers tend to 
buy products via online channel directly, and thus, many online merchants and stores emerge. The Company hence focuses on the O2O Strategy 
to reach the target customers as much as possible by using public relation activities and promotion via the online channels, in order to draw 

the target customers from the online channel to its offline stores, as well as, to draw the customers from its offline stores to its online stores.

	 • Branding Strategy
	 At present, the Company makes a successful progress with the creation of the underlying concept or the branding of Beauty Buffet, 
Beauty Cottage, and Beauty Market, to become widely known and recognizable by the target consumers; and generate the revenue mainly from 
selling these products through the Company’s stores. The Company also has the products under the concept of Made in Nature for a total of 
10 SKUs that the Company promotes to the consumers via the modern trade, convenient store, and catalogue, such as 7-eleven, 7-eleven 

Catalogue, Friday Catalogue, as well as the traditional trade. The Company’s branding strategy is based on the following ideas.

		  • Creating a Unique Identity 
		  The main components that the Company uses for making its brands recognizable to the consumers is creating a unique identity 
for each brand, for example, Beauty Buffet has a unique identity of presenting several, buffet-style options; Beauty Cottage has a unique identity of being 
simple yet elegant; Beauty Market has a unique identity of being a supermarket of beauty and a beauty specialty store; and Made in Nature has a 
unique identity that represents the nature. For those reasons, the Company has designed the products, the packaging, and the stores to represent 
the unique identities of each individual brand. Also, the Company has the policy to keep developing the new and novel concept or brand, in order 
to acquire new target customers that are not overlapping with the existing ones. This strategy will help to spread the risk of relying on one brand. 

The Company expects that the policy will sustain the grown of the Company’s business in the future. 

		  • Service Differentiation
		  Beauty Buffet, Beauty Cottage, and Beauty Market are not only focusing on selling the products, but also offering complete 
beauty services to the customers. Customers who visit our stores will receive a friendly, warm-welcome and excellence service from our employees 
who have passed the standard training of the Company. Our employees can recommend the most appropriate style of makeup and cosmetics for 
each individual customer, and the products that are suitable for the customer’s skin. The underlying objectives of this strategy are to make our 
customers feel more comfortable to choose and to buy our products, to make them more confidence in, and access more of our products. The 

services provided to our customers will be totally different from the services provided in other beauty stores at the same price range.	 	
		  • Branding Strategy for Capturing the Market via Other Distribution Channels 
		  Building a new brand for creating the new market and the new distribution channel is one of the Company’s marketing 
strategies. In 2012, the Company started the development of products in the Made in Nature line. Today, there are over 12 SKUs of in the 
products line that are being sold through the modern trade, convenient stores, and catalogues, for example, 7-eleven and 7-eleven Catalogue, 
Friday Catalogue, as well as, via the traditional trade, in order to expand the Company’s customer base. In the future, the Company has the 
policy to create additional brands that distribute beauty products to continuously capture other distribution channels in the market. 

	 • Customer Base Retention Strategy
	 Besides the idea to develop the new concept or the new brand for penetrating various levels of the market and the targeted customers, 
retaining the existing customer base or inviting repeat customer is an important factor for a business’s survivability and the revenue security. Therefore, 

the Company emphasizes the customer base retention strategy, as follow. 

		  • Increasing the Available Channels for Accessing our Products	

		  The Company has the policy on continuously expanding our branches, starting from opening branches in Bangkok and the vicinity 
area, to create the brand awareness among the customers and then, expand the business to other regions. Today, there are Beauty Buffet stores in 
every region of the country, while Beauty Cottage stores are expanding into major cities in every region. The new branch opening will facilitate our customers 
to conveniently access and buy our products and make our brands recognizable to the customers as well. For Beauty Market, the Company plans to 
expand the brand awareness by focusing on Bangkok and vicinity area, and major cities, while, the Made in Nature line will be distributed via modern 
trade, convenient store, and catalogue, such as 7-eleven and 7-eleven Catalogue, Friday Catalogue, and the traditional trade. Moreover, the Company also 
distributes its products via electronic commerce (E-commerce) and social media (S-Commerce), to make customers feel more convenient and increase 
channels for accessing the products to its customers. 

		  • Simultaneous Products’ Quality Maintaining and New Product Development 
		  Products’ quality is an important factor for inviting repeat customers. If the products are of good quality with a good price, 
customers will be satisfied with and have a good attitude toward the Company’s brands. Therefore, the Company emphasizes on developing 
and maintaining the quality of products that are suitable to the skin and skin tone of Thai people, whereas the Company tests every batch of 
products manufactured, in order to ensure the products’ quality and suitability for the users. Moreover, the Company prioritizes continuously 
creating the new product, in order to answer the customers’ trend and preference. This is because the cosmetics market is an ever-changing 
market, where foreign – new brands of cosmetics from other countries, especially from Korea and Japan, are flowing into the market and competing
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with the Company’s as they have similar targeted customers and potential customers. Therefore, the Company has the policy to develop its 
new product by surveying the current preference of both domestic and foreign markets continuously, in order to develop its product to be a 
better match to the customers’ preference. The Company also has an open-policy for seeking for manufacturers, high potential domestic 
manufacturer or foreign manufacturer, such as a Japanese business that setups its factory in Thailand. The Company also orders the manufacturing 
of its products from a foreign manufacturer, for example, Korean, etc., in order to improve the quality of its products to match up with the 

competition and the customers’ demands quickly and completely. 

		  • Customer Relationship Management  
		  The Company develops a specific information technology system for storing its customer database, which is used for the purpose 
of Customer Relationship Management (CRM). This allows the Company to answer the customer’s demands more specific. The CRM System starts from 
encouraging the customer to apply for the membership with the Company, attracting theme by giving discount to members, and giving a promotion of 
free membership fee for applying via the newly opened branches and after the customer buys products for a specific – not to high – amount, to encourage 
the customers to use their right to apply for the membership. Once the customers become the members of the Company, the Company will collect their 
personal information, such as, the address, age, gender, education, etc, as well as the product purchase data of each individual customer, such as, type 
of purchase, frequency, most frequently bought products, the opinion toward the product, specific demand, etc. 
	 From this data, the Company will be able to tailor its marketing activities and sales promotion activities that are conforming to the 
demands of the targeted customer. For example, in 2015, the Company launched:
	 1.  A point accumulation project for Beauty Buffet and Beauty Cottage (which was initiated in March 2014) for the brands’ members, 
	     where the members can use the accumulated point as a discount for buying or redeemed the products they want. 
	 2.  Special for Privilege Member. A program for the privileged member that allows the member to try new products before the general 
	     customers and to enjoy a special discount.
	 3.  Surprise Gift. A program that provides the new products to the most loyal customer to the brand who has been buying products 
	     from the brand for an extended period of time, in order to create the feeling of engagement and participation in the brand. 
	 4.  Birthday Promotions, a special discount given for the month of the member’s birthday
	      - Beauty Buffet: a maximum discount of 50 percents (after buying 6 products) and as a birthday gift.
	      - Beauty Cottage: a discount of 25 percents for products sold at normal price but the total amount must not be more than 6,000 
	        Baht and a birthday gift.
	      - Beauty Market: 10-times accumulated point for buying products in the month of the birthday and a birthday gift. 
	 5.  Promotion for group-based customers, such as, frequent customer, frequent buyer, top-spender, etc. These customers can enjoy 
	     special discount where they may check their privilege at the store. 
	 6.  Privilege for Member. The Company collaborates with other businesses that implement the value added program for the holders 	
	     of the member card of Beauty Buffet and Beauty Cottage, where they will enjoy special products, discounts, and services from 	
	     many affiliated businesses, including, hotels, spas, restaurants, hospitals, beauty clinics, service providers, etc. 
	 7.  O2O: a program that aims to increase the traffic from the online channel to the offline channel, or vice versa. 
	      Online to Offline involves implementing online activities that attract customers from the online channel to the stores, such as giving 
	      our E-coupon and asking the customers to use the coupon at the store. 
	      Offline to Online involves implementing storefront’s activities to attract customers to the Company’s online channel, such as, 
	      asking a customer who buys the products at the store to check in or add Line@. 
	 8.  Beauty service activity for the customers who visit the store; this activity aims to promote the members and the target groups to 
	     participate in the store’s activities, and to have more experience with our products, in order to deepen their relationship with our 
	     brand; and to give them the opportunity to test our products which will make the decision making to buy easier for them, and will 
	     allow the Company to present products that are better matched to their demands. 

	 9.  Engaging in the Co-Workshop with universities and organization as another method for expanding the Company’s customer base. 

	 10. After-sales services, including, providing detail information about the Company’s products and special privileges, as well as solving

	      the customers’ problem, via various channels, including, the public relation hotline at 02-075-5111 and Facebook page of each brand. 

Customer Relationship Management (CRM) 
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Privilege For Member

	 o Creating “ Beauty Community ”
	 Nowadays, online media has played more and more roles in communicating between one another. The company has seen the marketing 
opportunities to reach the target group of the company through various kinds of the internet, which enable them to respond to the customers 
conveniently and quickly, as well as understand needs of each person and the problems of products and services. Moreover, the company has 
designed the Content Marketing to be attractive and appealing, including public relations of the online trendy platform.  The company has created 
the online media as follows:	  

	 Creating the above media does not only conveying the message to advertise the products and making promotion, but also 
present various lifestyles in line with the brand concept to create attraction and let the customers participate in presenting new concepts, 
such as, methods of trendy make-up, wearing clothes suitable for modern personality, trendy information, popular restaurants and favorite 
travelling places among the target group, etc. Moreover, there are events, such as make-up photo contest, doing jigsaws of product 
photos, and contest of feeling description towards the product so that the customers follow the online beauty community, in which the 
company acts as a host and the customers as guests with the aim of creating two-way communications and good relationships with 
customer in the long-term.
	 The company has consistently attended the exhibitions and organized the workshop activities with external organizations to 
publicize every brand of the company and provide knowledge on skin nourishment and a variety of make-up to organization’s staff to 
apply with their daily life and let the target group have experience in using the brand’s products to increase the member base and 
brand’s sales volume. It is considered another channel in creating “Beauty Community” which receives well responses.     

Beauty Buffet
         Website : www.beautybuffetshop.com
         Facebook : www.facebook.com/beautybuffetfanpage
         Youtube channel : Beautybuffet live  
         Instagram : BEAUTYBUFFETSHOP
         Twitter : beautybuffet_bb
         Line@ : @beautybuffetshop

Beauty Cottage 
         Website : www.beautycottageshop.com
         Facebook : www.facebook.com/beautycottageshop
         Youtube channel : Beautybuffetcottageshop
         Instagram : BEAUTYCOTTAGESHOP
         Line@ : @beautycottage

Beauty Market
         Website : www.beautymarket-shop.com
         Facebook : www.facebook.com/beautymarketfanpage
         Instagram : BEAUTYMARKETSHOP
         Line@ : @beautymarket
         Twitter : beautymarketTh

Made in Nature
         Website : www.made-in-nature.com
         Facebook : www.facebook.com/madeinnaturefanpage
         Instagram : Madeinnature_official
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Promotion

Traditional PR & TIE IN

	 • Continuous Sales Promotion
	 The company has sales promotions in every distribution channel of the company to receive the product information and reach a 
larger group of consumers through various kinds of traditional media and digital media so that the consumers recognize company’s brand at 
most. Besides, the company has organized internal promotion activities of each brand every festival and publicized new products by advertising 
in various media which can reach the company’s target group as follows: 

	 -  Free TV advertising media - VTR –Pakpong – Kik-Duu Songkram Pleng,  Tang Khon Tang Kid, Tub Toh Khao – Amarin Morning news 	
	    which is very popular in watching news 
	 -  Magazine Media focusing the target magazines and the accepted magazines in Thailand: CLEO, In Style, Praew, TV Pool, OK, In Flight 	
	     Madam Figaro
	 -  Publicizing in magazines and various channels, such as, www.facebook.com/ejan2016/?ref=br_rs, www.pantip.com, www.jeban.com, 	
	    www.sanook.com, Lisa, CLEO, Marie Claire, Instyle , Ray’s, S Cawaii , Lips, etc. 
	 -  Receiving awards from accepted magazines with well-known and accepted beauty editor, beauty bloggers, and makeup artist from CLEO, 	
	    In Style, and Lips magazines
	 -  Advertising through digital media for quickness and repeating brands and products to be recognized the bloggers who are accepted 	
	    and actual product users, including Micro Agencies which are actual product users and hand on other consumers through other 	
	    digital media.
	
	 At present, the company has created the brand to be recognized through traditional media and digital media for every brand of
the company so that the consumers can reach the media easily which makes advertising effective. 
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Viral Marketing : Bloggers &  Micro Agencies

Target Group
	 Company’s products are consumer products and with the concept of business conduct based on retail distribution, the company’s target 
group is the end-user consumer group, especially women who have tendencies and characteristics of using cosmetic skin nourishment products 
more than men. The products distributed through Beauty Buffet, Beauty Cottage, Beauty Market, modern trade channels, convenience stores, catalogs, 
and traditional trade have different marketing positions. Therefore they have targeted the different customer groups as follows:  

	 • Beauty Buffet’s Target Groups
	 The products distributed in Beauty Buffet have diversity, bright colors, reasonable price compared to the cosmetics distributed through the 
retail shops in the marketplace. Therefore, the target groups are the adolescents from junior high school to working age which requires using
the cosmetics to nourish themselves and enhance modern personality. 

	 • Beauty Cottage’s Target Group 
	 The products distributed in Beauty Cottage focus on skin nourishing products from natural extracts and present in beautiful and
attractive packaging. Therefore, the target groups are university students and working age people who require more skin nourishment together 
with creating elegant personality.

	 • Beauty Market’s Target Group 
	 The products distributed in Beauty Market are multi-brands cosmetics consisting of make-up, facial care, body hygiene, body care, 
hair Care, perfume, beauty drink & food supplement, beauty accessories, men’s care and other beauty products. Therefore, the target 
groups are all ages of male and female who require cosmetics and skin nourishing products  to take care of themselves and creating 
modern personality. 

	 • Made In Nature’s Target Group 
	 Made In Nature products distributed through modern trade are daily products creating differentiation by using good quality and 
natural raw materials. Therefore, the target groups are male and female who gives importance to take care of themselves and are general
customers of supermarkets. 
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The conditions and competition of industry   
	 1. Industry condition

	 • Opportunity in Thailand
	 Cosmetic and beauty business is the business that have consistent growth rate and expansion every year. Nowadays, cosmetic 
consumption has been expanding continuously from the past, for every man and woman from all ages pays more attention to their health, 
beauty, skin, and self-care because of the need of better looks. Accordingly, the reason of industry’s growth is cosmetic and skincare products 
are one of popular consumable products for everyday life. The behaviors of consumers are also showed that they are interested in their 
appearances, particularly, women desire to develop their personalities and keep their skin looking good. The range of woman consumers is 
between pre-teenagers to elders. The consumptions of cosmetic and skincare products are also widely spread in men. Moreover, it can be seen 
that the import products tend to increase in low and mid-level marketing. The high popularity of using advertisement and public relations through 
social media makes consumers access and perceive information about the products easily. Besides, there are more minor manufacturers in this 
business as seen in advertising through different medias because of the high profit rate and low production cost. As a result, cosmetic and 
skincare product marketing have more opportunity to grow as much as the consumer’s needs. 
		  From the cosmetic marketing trends above, the marketing in Thailand still tend to grow 
continuously and effectively. However, producers and distributors have to adapt their strategies according to the consumers’ trends which can 
be changed rapidly as described below:
	 -	 There should be development in manufacturing technology and modern innovation to meet the consumers’ needs
	 -	 To create unique features for the outstanding and various products to raise products’ value
	 -	 There should be an adaptation in marketing strategy in different ways, the sales promotion, public relations through different me	
		  dias, and the product trademark which made to be accepted by consumers to handle with risky factors about economic conditions. 
	 -	 If there are the cosmetics sold by retail stores and expanding by increasing the number of branches, there should be good sales 
		  management to support the business growth. 
	 -	 There must be extensive and comprehensive distribution channels to widely access consumers. Trends of the expanding of 
		  cosmetic industry and important factors above must accompany with the business’s belief that they can grow and expand continuously. 

	 • Opportunity in foreign countries
	 The opening of ASEAN Economic Community (AEC) in 31st December 2015 caused cosmetic marketing gain more new manufacturers, 
on the other hand, the import and export in ASEAN countries are more independent. ASEAN is the huge production base market with very high 
competitiveness and it is the area with equal economic development. Accordingly, Thailand, the country with good skilled workers and suitable 
locations comparing to other countries, is now the center of the region that gains more benefits in many fields such as effective ground and air 
transportation. In addition, AEC and FTA (Free Trade Area) reduce taxes in cosmetic import and export to zero per hundred since early 2010th, 
so it increases the price of cosmetic import and export consistently every year. 
		  Thailand is said to be the cosmetic business hub by comparing to other ASEAN countries because Thailand is the center country 
having cosmetic production for domestic sales and export sales. There are both Thai and foreign cosmetic manufacturing companies in Thailand. 
Thailand also gains benefit of cosmetic production knowledge because of being long-term production base which produce world-class cosmetics 
for many countries. AEC countries have good attitude toward Thai products in terms of good quality, beautiful designs, and reasonable prices. 
However, the opening of AEC will force entrepreneurs to adapt their competitive ability limit due to having more competitors. 
		  Although the trends of cosmetic marketing in the future will be more competitive, the marketing is still growing consistently. 
Therefore, in 2016 our company has prepared ourselves for many readiness’s. First, we established international operation sales department to 
support the growth of the company. We prepared documents concerning cosmetic import and export that are different in each country such as 
MOF and CFS. Furthermore, we have studied each country’s behaviors of using products and services to monitor and develop our products to 
meet their needs. We still continue our policy with good quality, beautiful designs, and reasonable prices, so it makes our products acceptable 
by foreign consumers. Our company still develops the products for our business partners regarding life culture, skin types, and skin colors. 
We also prepare ourselves for English communication which plays important roles in business. Moreover, we need to study and understand the 
process in official organization contact, rules, and regulations that some countries especially in CLMV (Cambodia, Laos, Myanmar and Vietnam) 
still rely on interpretation which is the obstacle in expanding business. As a result, we prepare the solutions by seeking expert businesses who 
have good correlation with official system and understand local official culture. Finally, the company will expand rapidly by the distributors, and 
it will also reduce the risks in investment of the company.
		  At the end of 2017, there are 16 branches, 12 in Vietnam, and 4 in the Philippines., and at the end of 2018, the total branches are 
10 which are 6 in Vietnam and 4 in the Philippines. We plan to expand various distributions through different potential countries in the future. 
Our company believe that the unique of our brand, the quality and standard of our products, the understanding of foreign countries’ skin colors 
and marketing culture will provide us the opportunities and advantages for competition in foreign market well.
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	 Because the income, the director then realize that potentiality in competition and advantages in the company comes from:
	 • The company has various brands such “Beauty Buffet” , “Beauty Cottage” and “Beauty Market”, as well as selling brand products with 
the “Made in Nature” brand (Made in Nature) which is sold through Department store supermarket Convenience stores, catalogs, e-commerce and 
various wholesale stores, each of which is different in product design Distribution channel And market position To meet the needs of different target 
customers And creating a customer base to cover all levels of the use of such beauty products, including other brands whose concept are having 
their own shop brands’ uniqueness that make their products and identity more interesting. 
	 • Monitoring marketing trends both in Thailand and foreign countries continuously to use them as product development approaches for 
consumers’ needs.
	 • Products quality is equivalent to foreign products and has been developed for Thai people because of the unique nesses of skin types 
and colors
	 • Remarkable designs and packaging make consumers more interested.
	 • Ordering products from various manufacturing company who are expert in different productions cause more flexibility in producing and 
releasing new products.
	 • There are management system by using sales control and warehouse management program and customer data storage system to 
develop customer relationship management and to access customers’ needs.
	 • The status of being a key account for many shopping centers provides bargaining power for branches expanding, so the opening branch 
offers are approved faster.
	 In the past few years, online social media has grown rapidly and continuously that makes cosmetic and skincare product has higher 
competition. It is because the changing of consumers’ behaviors that they often buy products online. To respond to the consumers’ needs, the 
company has started to sell products from various brands through Facebook and other websites which we receive good feedback. We also fully 
develop online sales approaches by developing programs and websites for our customers to choose, order, and buy products effectively through 
Facebook: beautyplazaonline and www.beautyplazaonline.com.

Note:
(1) Karmarts Public Company Limited established in 1994, but it started the cosmetic distribution business in 2011.
(2) Million-baht unit according to financial statements ended on 31st December 2017

	 2. The condition of competitions
	 Cosmetic and skincare sale business is the high competitive marketing both in cosmetic import marketing that get the trademark 
right from abroad and trademark cosmetic in Thailand. It is the business with high value marketing and it tends to grow continuously. 
Moreover, minor entrepreneurs can start the business easily by opening a few branches or distribution centers because there is no need 
in investments and revolving funds much. As a result, it causes many new entrepreneurs access and invest in this competitive business. 
E-commerce is a frequent way that they access because it can access consumers easily and fast with low investment. However, the 
long-term survival in this business is such a challenging thing for new entrepreneurs that they have to compete against old entrepreneurs. 
The beneficial factors in competitions are locations and remarkable brands that old entrepreneurs have already owned good locations and 
created unique products for their customers. Hence, it makes many minor entrepreneurs in cosmetic and skincare sale industry own only 
small businesses with limited distribution areas. 
The direct competitors of our company are entrepreneurs who have cosmetic and skincare sales through common retail stores. These 
entrepreneurs are both foreigners and Thai. The competitors that we pay attention to are those who distribute similar products and price 
level, aim at similar target groups that are teenagers to workers, own remarkable brands, and has wide distribution that access customers 
easily which are:
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Product Procuring
	 1. Process of Product Procuring  
	 The company has no self-producing policy, all of the products will be manufactured by many manufacturers which are specializing 
in different types of products. The product procuring process is show in the following flow diagram.

	 In summarize, although there are high competitions in cosmetic and skincare product marketing from domestic and international 
competitors that are increasing from the opening of AEC and FTA, we believe that the potentiality in competition together with long term 
experience in operating business will help us adapt for any advantages in domestic and international industry and grow consistently and 
effectively in the future. 
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	 New product development will be performed by department of product development. It will cooperate with marketing department and 
sales department in the purchasing. The process start with (1) market trend exploring in local and foreign countries, then (2) build a preliminary 
product concept which means the defining of product structure corresponded to market demand, such as color, smell, viscosity, and specific 
properties (i.e. anti-oxidation ability and anti-wrinkle ability), including define active ingredient which is providing specific requiring property. (3) Design 
package for the above product.
	 In the manufacturing, the company mostly using other manufacturers to manufacture product materials which are did not identical to 
package producing manufacturer. (4) The package designed by the company will be sent to package manufacturer in local and foreign country to 
produce prototype package. Then the prototype package will be sent to the product material manufacturer in order to test the compatibility between 
material and package, leakage, and other defects. (5) The whole packages will be produced and sent to product material manufacturer. 
(6) Department of product development will order the local and foreign country manufacturers which are specialized in different types of product to 
manufacture product material with preliminary concept. These manufacturers will procure the ingredients themselves, while some of them would 
manufacture product package depends on its expertise. (7) Product materials will be tested their chemical and physical properties by the 
manufacturers. Some of them will be tested their specific chemical properties by external laboratory in order to ensure the required properties. 
In addition, the company always test product performance itself before (8) distributing finished product to the consumers.
	 Price of manufacturing, the company pay to the manufacturer, usually a bit fluctuates. If the manufacturer need to increase the price the 
negotiation will be done in advance. The order of product manufacturing and new product issuing are annually, thus, the company can estimate 
product price flexibly.	

	 2. Product Purchasing Process
	 The company has launched Beauty Market in the 3rd quarter of 2013 under the concept of “large-scale Multi-Brands retail store”. 
It is a beauty specialty store, which focuses on beauty products with about 300 well-known brands ranged from 4,000-9,000 SKUs. 
The beauty products are house brands and inter brands, i.e. USA, Europe, Korea, Japan, etc. It also has alternative brand only available in 
itself, which is the product of Beauty Cuisine brand. Purchasing process is important to the operation of the company, it has the processes as 
followed.

Customer Satisfaction Guarantee	
	 Since 2008, if the customers did not satisfy with product they can return within 14 days in order to assure the customer satisfaction 
and safety. In addition, the company also received recommendations which will benefit new products. The number of returning products is 
below 0.01% of total sales. Moreover, the company never got the complaint about product quality neither customers nor government office 
(i.e. FDA) in the return of those products.
	 Cosmetic and skincare products (exclude beauty accessories) are the product that must got an approval to manufacture from 
Food and Drug Administration (FDA) corresponded to Notification of the Ministry of Public Health, which are categorized into 2 classifications:
	 •	 Controlled cosmetics; Ministry of Public Health set all kinds of cosmetic as controlled cosmetics, effective since 26 September, 2008. The 
cosmetics must apply for the permission and registration certificate number then printed on their packages (label). Most of cosmetic products are under 
this classification. 
	 Product labels must contain registration certificate number and FDA number. The manufacturers or importers of specially controlled cosmetics 
required to register the product to FDA while the company participate in checking the product label that contain necessary words to make legitimate. 
In addition, all of the company products are approved by FDA.

The product purchasing will be operated by department of product development. 
It will cooperate with marketing department and sales department in the 
purchasing. The process start with (1) market trend exploring in local and foreign 
countries, then (2) selecting product that will be purchased which means the 
defining of product structure corresponded to market demand. (3) Selecting 
source of product purchasing, which is owned by brand owner or standard 
source. After product selecting and source selecting, (4) the ordering quantity 
will be planned because Beauty Market has a lot of products ranged from 
4,000-9,000 SKUs to maintain the safety stock. The company will order at the 
minimum items which keep the appropriate conditions and manage working 
stock effectively while adequate for the selling quantity to avoid losing selling 
opportunity. The product purchasing policy of Beauty Market focus on small 
amount of orders in order to encourage the product rotation. (5) Negotiation of 
price and ordering conditions will be effectively executed in order to keep the 
minimum benefit as the company have set. (6) The issuing of purchases order 
will be issued corresponding to price and ordering conditions (7) In the process 
of product delivery, vendor will deliver products to the company warehouse. 
The company concern about delivering date. Because of a small amount of 
inventory, the delivery must on time in order to manage inventory effectively.
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Criterions for Manufacturer Selecting  
	 The company prioritize the quality of manufacturer and distributor. All of them must be legally authorized by Food and Drug 
Administration (FDA). Criterions for the evaluation of manufacturer and distributor were firstly focused on the quality. The criterions were divided 
into the following. 
	 Product quality					     Priority/Score 		  Percent 50
	 Price						      Priority/Score 		  Percent 20
	 Deliver on time					     Priority/Score 		  Percent 10
	 Service						      Priority/Score 		  Percent 10
	 The duration of crediting				    Priority/Score 		  Percent 10
     	 Almost all of the company major manufacturers had been certified their standards by Good Manufacturing Practice (GMP) (some of 
them are under the operation). The company evaluates manufacturers and vendors annually to ensure that all of them still in the appropriate 
quality and standard. In addition, the company have made the orders for product material manufacturing form about 36 manufacturers at present. 
These manufacturers manufacture different types of products which they are specialized in. The company do not solely significant rely on anyone. 
Moreover, the popular products will be manufactured concurrently by 2 manufacturers.

Impact on Environment ---No---

Relationship:	 Mr. Pratya Leyvan was a director and the management officer of the company since the 2nd quarter of the year 2012 and he 
		  resigned from the position since 10 November 2017. Another contractual party, S and V Ordinary Partnership, does not have 
		  any relationship with the Company or its directors or management.  
Contractual term:	 The term of Franchise Agreement is 5 years from the execution date and the agreement can be renewed if the franchisee does 
		  not violate the terms and conditions and fully comply with the agreement.
Agreement substance:	• The Franchisee has the right to operate the business as a franchise of Beauty Buffet at the specific branch.
		  • The Franchisee must adopt “Beauty Buffet Franchise System” determined by the Company which includes shop decoration, 
		     price setting, employees training, quality control of products and services, computer system for sale monitoring, etc. in order 
		     to standardize the franchise branches, which operates by the franchisee, and the store branches, which operates by the Company.
		  • Operational Expenses such as decoration, employees’ wages, space rental, etc. shall be borne by the Franchisee.
		  • The Company shall arrange the assessment inspection from time to time maintain the brand standard of the Company.
		  • The Franchisee is not able to transfer its right in the franchise to other person, unless it has received the consent from the Company. 
		    Furthermore, the change in shareholder proportion or investment in any juristic entity of the Franchisee must receive prior
		    approval from the Company.
		  • Throughout the term of the agreement and within 5 years after the agreement has terminated, the Franchisee shall not disclose 	
		    any confidential information and shall not operate any competitive business against the Company.

		  • Terms of payment shall be as specified by the Company.

Significant Agreement in Business Operation

	 • Beauty Buffet Franchise Agreement	
At present, the Company has 2 franchise branches which are separately operate by two distributors, but we have no further policy to open more 
franchise branches. However, the franchisee can relocate the franchise stores, if its existing store is closed. For an accurate and concise 
management, the Company has made franchise agreement in written. The summary of the agreement substance are as follows:

      Contractual parties (“Franchisee”)  
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Franchisee’s expenses   A joining fee shall be paid at one time at the agreement execution date. The Franchisee can buy products at discount rate 
		     as agreed in the Agreement. If it is required by the Franchisee, the Franchisor may provide necessary tools or equipment for 
		     business operation as well as employees to work at the Franchisee’s branch. Provided that the Franchisee must pay the fee 
		     for such provision to the Franchisor at the actual amount occurred plus operation expenses. The Franchisee shall be responsible 
		     for transportation and other processing fees on monthly basis at the rate mutually agreed between the parties.	
	 All franchisees must abide with the same terms and conditions of the Franchise Agreements which considered and determined by 
the Company. 

	 • Beauty Buffet& Beauty Cottage Distribution Agreement)
	 In 2012, the Company has initiated the business expansion and products distribution to overseas with a policy to distribute the products 
through the local professional distributors. Cambodia is the first country where the Company expanded its business to as the Company has foreseen 
the potential of the market and distributors. The Distribution Agreement with oversea distributors are as follows: 

	 • Products Distribution via Online Platforms	
	 In 2018, the Company started expanding its products distribution via online platform channels in overseas, with a policy to appoint 
an online channel distributor as follows:
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	 • Sale and Purchase of Products for Distribution Agreement
	 In 2015, the Company expanded its regional product distribution through retail channels. The Company has a policy to distribute the 
products through the distributor who is local retailing expert, as the Company foresees the potential of the market and the distributor. For this reason, 
the Company has entered into Distribution Agreement with the following substances:
	 Contractual party	 C. P. Consumer Products Co., Ltd. (“the Distributor”) 
	 Relationship	 The Distributor has no relationship with the Company 
	 Contractual terms	 The term of the agreement is 3 years. When the term is due, and the contractual parties do not present any intention 
				    to terminate the Agreement within 90 days before the expiry date, the agreement shall be automatically renew for
				    1 year at a time, until either party terminate the Agreement. 
	 Substance:	 • The Distributor has the right to distribute products under “Made in Nature”, “Girly Girl” and “Scentio” trademarks  
				       which are the products of the Company. The Distributor shall distribute to the beauty retail stores in each region 
				       except the stores which is already engaging in selling products of the Company. The Distributor shall not sell or 
				       act as a distributor of other products in the same type as the products of the Company.
				    • The Company shall sell the products to the Distributor in the retail price with discount at the rate as agreed in the 
				       Agreement and the Distributor must set the selling price as mutually agreed. If the Distributor wishes to amend 
				       the selling price, it must seek for approval from the Company.
				    • The Distributor shall be responsible for transportation and insurance expenses, and it shall arrange the transportation 	
				       to its territory by itself.
				    • The payment for the products shall be paid in Thai Baht currency and in full amount within 60 days from
				       the delivery date. After deducting expenses which the Distributor has paid in advance on behalf of the Company, 
				       the Distributor shall prepare summary of expenses for advertisement activities and sale promotion to 
				       the Company on the monthly basis.
				    • Any claim of damages, the Distributor shall not claim the damages exceeding than the agreed price and shall 
				      notify the Company within 30 days from the date that the damage appeared.

	 • Cosmetic Manufacturing Agreement (Production Formula Non-Disclosure Agreement)
	 In general, the Company orders the products from the professional manufacturers that are specialized in producing products of the Company. 
The Company has entered into agreement with all manufacturers who have duty to control production formulas. The substance of the agreement is the 
manufacturer shall not disclose or reveal the production formula or ingredients of the product and production process to other person, including the 
manufacturer shall not produce such products for sale by themselves. This condition will comply with the manufacturer who is producing products for the 
Company or manufacturer who the services has terminated. The condition under this clause will be continue in full force and effect for the period of 1-3 
years (each manufacturer has different effective period but in all cases are cover the period between 1-3 years) after the termination of the manufacturing 
agreement.

Work that has not been delivered
As the Company’s business is not made to order business, therefore, no 
work has not been delivered to mention.
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	 Beauty Community Public Company limited was established in 2000 and registered in Stock Exchange of Thailand in December 2012 
with total authorized capital of 300,000,000 Baht. It operates the business of retailing cosmetic and skin care products under 5 concepts including 
BEAUTY BUFFET, BEAUTY COTTAGE, BEAUTY MARKET, and MADE IN NATURE. Previously, the company had good turnover and grew 
continually and it was stick to business operations based on following approaches 

Corporate Philosophy 
	 “ Creative Dynamic Sustainable ”

Vision
	 “International Beauty & Health Business”

Mission
	 1.	 Creating beauty products with good quality and modernity to respond needs of modern lifestyle 
	 2.	 Providing access for products to target group by expanding distribution channels  to cover every area of Thailand and expand to 	
		  regional level 
	 3.	 Developing organization’s competitiveness to support changes leading to sustainable growth 
	 4.	 Operating business with principles of corporate governance by recognizing returns and impacts on shareholders, employees and
		  the society. 

B E A U T Y  Core Values 
	 B	Beyond customer’s Expectation		  Service beyond customer’s expectation 

	 E	Endless Creativity				    Endless creativity 

	 A Accountability				    Responsible for works for themselves and others 

	 U	Undertake 100 % result 			   100% work guarantee focused on achievement  

	 T	Trustworthy Teamwork			   Trustworthy and good teamwork 

	 Y	Young lifestyle				    Young and trendy lifestyle 

Meanings of color of Company’s emblem 

Corporate Social Responsibility: CSR

	 According to organization’s philosophy, vision, mission, value and color meaning of the company’s emblem, we could see that the 
Company realized roles, duties and responsibilities for shareholders, trade partners, employees, customers, community, society and environment. It’s 
also determined to show corporate social responsibility by exercising corporate governance principles as the policy of company’s management 
to be effective, transparent and auditable. In addition, the Company also implemented 8 principles of practices as guideline for business 
operation for sustainable development and growth as follows 
	 1.	 Fire business operation 
	 2.	 Anti-corruption 
	 3.	Human right respect 
	 4.	 Fair labor treatment 

5. Consumer responsibility 
6. Environmental maintenance 
7. Community or social development 
8. Innovation from business operation and its propagation 
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	 	1.Fair business operation 
	 The Company gives precedence to rights of all stakeholder groups and has a policy to treat each group as follows 

	  Shareholder	 :	  The Company is determined to operate business with full management knowledge and skill in every case with integrity 
			   and fairness to major shareholders and minor shareholders and for ultimate benefit of shareholders in general. It includes 
			   disclosing complete and true data regularly. 
	 Employee 	 :	 The Company will provide fair returns to employees, maintain work environment to be safe for lives and properties, 
			   emphasize on developing potentials of employees thoroughly and regularly, strictly comply with rules, laws and regulations 
			   related to employees and avoid any unfair actions that may affect work stability of employees as well as treating 
			   employees politely, listening to opinions and suggestions of employees at every level equally. 
	 Customer 	 :	 The Company is determined to bring satisfaction and confidence to customers, take care of them and be responsible 
			   for them. The customers will receive quality and safe products with good service and reasonable price meeting specified 
			   standard. It includes complying with terms and conditions along with agreements with customers and developing and 
			   upgrading product and service standard continually. 
			   Trade partner and creditor: The Company will not take any corrupting actions in transactions with trade partners and 
			   creditors and will strictly comply with terms and conditions with creditors including objective of money use, reimbursement, 
			   collateral quality maintenance and others as agreed with creditors to achieve mutual benefit. 
	Trading opponen	t   : 	 The Company will practice under rules of good competition without seeking confidential information of the opponents in 
			   dishonest and improper way and it will not defame the opponent by alleging it without facts.
	 Society 	 :	 The Company will not take any actions that prejudice society, natural resources and environment and it will seek for a 
			   chance to support creative activities in the society, to implant conscience about social responsibility among employees 
			   at every level continually and seriously. It includes executing and controlling strict compliance according to intention of 
			   laws and regulations issued by supervisory institute.+

	 2. Anti-corruption 	
	 The Company defines in code of conduct leading to honest and legal operation with right respect with each other and external 
and internal environmental maintenance. Emphasizing on virtue of operation will result in trustworthy operation and effective internal control 
leading to confidence about capital market and reliability for investors. Furthermore, the Company also determines it as a policy about 
conflict of interest covering 2 matters including (1) transaction: the company will consider suitability of every transaction cautiously and 
set the prices and conditions of transactions as if they are doing with third party (Arm’s Length Basis). There will be audit committee to 
consider necessity and rationale of that transaction and (2) other circumstances that may cause conflict of interest. That is not claiming, 
accepting or paying any dishonest benefits from those who are related to business. In 2015, the Company showed its intention by 
participating in Collective Action Coalition of Thai private sector for anti-corruption operations. 

	 3. Human Right Respect 
	 The Company focuses on and realizes human right respect and support equality in the society. The company will appoint 
welfare committee from direct election of employees to represent them in claiming and talking to executives about welfares and rights 
of the employees in many aspects. 
Welfare committee in the establishment contains 5 committees with objectives to represent employees in consulting, monitoring, 
supervising and proposing opinions about welfares so that they are provided for employees. The committee has following duties 
	 1.	Discussing with employer to provide welfare for employees 
	 2.	Consulting and suggesting opinions for employer to provide welfares for the employees ๙
	 3.	Monitoring, controlling and supervising welfare provided for employer 
	 4.	Suggesting and proposing guidelines of providing welfares for employees to labor welfare commission.

	 4. Fair Labor Treatment 	
	 The Company defines in good corporate governance principle in section : roles of stakeholders that the company will provide 
fair remuneration to employees, maintain work environment to be safe to lives and properties, emphasize on developing potentials of 
employees thoroughly and regularly, strictly comply with rules, laws and regulations about employees and avoid any unfair actions 
that may affect work stability of employees as well as treating employees politely, and accepting opinions and suggestions from 
employees at every level equally and fairly.  
	 The company pays monetary return to employees fairly by considering qualification, experience with wage adjustment every 
year. it also considers paying bonus from turnover of the company and other remunerations such as OT wage, allowance, commission, 
branch management allowance, and product maintenance cost etc. it also provide special prizes for employees based on their ability and 
performance regularly. In addition, the Company holds labor provisions as minimum requirement that every employee will receive to 
show human right respect and to be fair for them.
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Activity for in-house relationship

	 The company sets up provident fund named “Sin Sataporn Registered Provident Fund” administrated by BBL Asset 
management Co., Ltd. The Company and employees will pay contribution to the fund in month basis for 3-5% of salary. Such fund 
is aimed to build up morale for employees and to motivate them to work with the Company for long time.
	 The Company also has a policy to develop human resource continually with main objectives to develop and encourage 
human resource to have knowledge and understanding about duties that they should perform effectively. It’s the way to develop 
personnel to have progress in career path and it is focused on strengthening the organization to be able to compete with other 
opponents with business advantages.  

Fire Support rehearsal year 2018

Leader training 

New Year Party year 2018

Songkran year 2018
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	 5. Consumer Responsibility
	 The Company operates the business of retailing cosmetics and skincare products to respond needs of consumers comprehensively 
and thoroughly. The Company is determined to bring highest satisfaction to customers, care about them and be responsible for them. 
The customers must receive products with good quality and safety along with good service at reasonable price meeting specified standard. It 
also complies with conditions and agreements made with customers strictly and develop and upgrade product and service standard 
continually.
	 •	Cosmetic and skincare product (excluding beauty equipment) are permitted production by Thai Food and Drug Administration 
(FDA) in accordance with notice of Ministry of Public Health. It is categorized as 2 types including controlled cosmetic which requires 
registration request and display of number of registration certificate on the product’s label of every list and specially controlled cosmetic 
which contains specially controlled ingredients. On the label, there must be number of registration certificate along with FDA number. 
	 •	Products contain instructions in detail for ultimate benefit of consumers 
	 •	Products are defined a policy of return or retrieval in case of problems to be guideline of practices. In other words, if the 
customer is not satisfied with the purchased product, he/she can return it within 14 days (Customer Satisfaction Guarantee Program 
starting from 2008). Previously, the value of product return was little accounted for 0.01% of total sales. 
	 •	 It accepts opinions on products from sale representatives and customers through online channels such as Website, Web board, 
Call Center, Social Media regularly for product improvement. 
	 •	There are various channels to give product information to consumers such as Website, Web board, Call Center, Social Media.
	 •	The Company gibes precedence to quality of product manufacturer and seller so that the customers gain highest benefit. 
The company defines regulations of assessing manufacturers and sellers by prioritizing quality followed by price, punctuality of 
product delivery, service and credit term respectively. 
	 •	The Company does not have a policy to manufacture products by itself thus, it emphasizes on manufacturer selection. Products 
of the company shall be produced by many companies that specialize in different kinds of products in order to obtain highest quality 
products from proficient and standard manufacturers.  
	 •	The company focuses on customers and members that it arranges marketing activities and sale promotion event regularly such as. 
    	  	 -  The program of point collection of Beauty Buffet and Beauty Cottage (started from March 2014) for member customers 
that they can use the collected points as a discount in next buying and to exchange with products they like.    
		  -  Special for Privilege Member only new members to use special discount before anybody 
		  - Surprise gift: presenting new products for customers who have brand loyalty that they purchase products for 
 	 long time in order to make customer feel attached to the brand and feel like they are a part of the brand.
Birthday: Enjoy shopping on birthday, the birthday owner will receive 25% discount for normal products with price not over 5,000 
Baht ( 20% discount for Beauty Cottage Birthday Promotion.
		  -  Privilege for Member: Coordinate with other organizations to have Value Added for members who bear Beauty Buffet and 
Beauty Cottage member card to get product, discount and services in many places such as hotel, spa, restaurant, hospital, beauty 
center, entertainment venue etc. Besides, on-shop sale representatives can take a look at purchase record of customers who are 
members immediately in order to stimulate sales from products list they regularly purchase or to suggest or invite members to test 
similar products to broaden experience with product use. 
		  -  Activity to forward beauty to customers on shop that members and target group can participate in on-shop business 
and have experience with products to be bound with the brand and to test products to make it easy for purchasing. 
		  - Present products to meet the needs or to solve problems of the customers promptly through  Customer Service 
Tel. 02 946 0700 - 6 and on  Facebook of each brand 

Workshop with education about how to nourish skin and make up correctly in interesting organizations or shops
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	 6. Environmental Care
	 Due to rapid growth of the Company, the lines and number of personnel have been increased, resulting in the trend of 
higher accident occurrences and public utility consumptions. The Safety, Occupational Health and Working Environment Committee, 
the site work safety officer, and Administration Division therefore have organized the projects that include safety promotion and 
expense saving activities as campaign together with organizing S2S ( SAFETY & SAVE COST ) Projects under the objective of S2S 
Project as follows. 
	 1. To provide the employee the knowledge on guideline of practice and prevention of occupational accident occurrence.
	 2. To reduce expenses and saving of energy consumption.
	 3. To promote good organizational image.

	 7. 	Collaborative Community and Social Contribution 
Beauty Community has collaboratively organized numerous activities to contribute to community and society as follows: 
	 •	Donating cosmetics to needed foundations.
	 •	Monetary donation for 2018 Chinese New Year and Vietnamese New Year  in Udonthani. 
	 •	Monetary donation on Children’s Day 2018 at Wat Nuanchaan school.  
	 •	Monetary donation for “White Elephant” athlete against drugs use program at Borklur school, Nan.
	 •	Monetary donation for “ 2018 Chunsukkee Tee Seewanalai” Candle parade in Ubon Ratchathani.
	 •	Monetary donation to bowling charity: “1st Bowling for kids, Suan Non.” 
	 •	Monetary donation for “2018 Doi-Suthep Trekking,” Suan Dok Hospital Foundation.
	 •	Fulfill the Dream with Solar Clean Energy” project at Koh Panyee School, Phang Nga.
	 •	Donation supporting “Walking-Running” club Uttaradit Hospital for “2018 Uttaradit Hospital’s Mini Marathon.”
	 •	Donation supporting Mother’s Day activities at FM 90.5 radio station.
	 •	Patronizing Kathin festival for a senior club at Veterans General Hospital. 
	 •	Patronizing the event “2018 Retirement Day at Police General Hospital.”
	 •	Kanchanaburi Charity Run For Hospital 2018 ครั้งที่ 1” Supporting “the 1st Kanchanaburi Charity Run For Hospital 2018.”
	 •	Funding education for “Ku Lab Bor Klur fund” in Nan.
	 •	Supporting a charity golf tournament of the Parent-Teacher Association of Satit University, Chiang Mai.
	 •	Supporting stage play(s) for Economics Major, Chulalongkorn University.
	 •	Monetary donation to support the handicraft competition among Suankularb students.  
	 •	Support racing competition under “REV UP Project 2 Art of Drag Racing.”
	 •	Monetary donation for educational caravan under the “Following Father’s Footsteps, Embracing the Concepts, Compassing 	
		  Thai Education” project.   
	 •	Monetary donation to the 1st rally among Thai-Laos Business Council. 
	 •	Monetary support to purchase 5 stretcher trolleys for Hang-Dong Hospital.

Supported Donation of Year 2018
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	 8. Innovation from Business Operation and Propagation 
	 The company propagates knowledge about business operation for third parties such as knowledge about cosmetics, principle 
of make-up by place and occasion through Website, Call Center, and Social Media regularly 
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Research and Development

&
RESEARCH

Development
Beauty Community Public Company LimitedBeauty Community Public Company Limited

	 •	 Increase the volume of the existing products: in which 
the existing products have high sale volume; this group of products 
will be continuously launched or may change the appearance to meet 
the need of the customers. 
	 •	 Develop new products in accordance with the market 
trend, in order to meet the trend and keep customer attraction. 
	 •	 Develop new products to replace the existing products; 
this is done when the sales volume started decrease and the products 
did not meet the market trend. The research team will develop the 
replacement products, which creates more opportunities to attract 
the customers. 
	 •	 Design and develop new products that compliment and 
support company’s new distribution channels

	 The Product Development Section and 
Purchase Department, together with the Marketing 
Section and Sales Operation Section are responsible 
for introducing new ideas in producing new products 
and exploring the market trends and market direction. 
They observed the opinion of sale persons and 
conducted the meeting to find the best knowledge, 
technology, innovation and active ingredients, in 
order to develop the products that meet the needs 
of the markets. The Product Development Section 
will gather sales information of each product, 
which representing the demand of the customer, 
and use the said information as the guidelines to 
decide whether which product should be developed 
further. After that, they observed the market trends, 
both domestically and internationally, to follow up 
the popularity of the products among the customers, 
including new popular active ingredient, which has 
been launched by the Company. The information 
were analyzed and used as a plan to develop new 
product, which can be summarized as follows:
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Main Fixed Assets
The assets used by the Company in business as at December 31, 2018 consist of the following. 

	 • Property 
	 The company owns a plot of land, Title Deed No. 1699 in the area of 1 rai 1 ngan and 20 square wah, located at Nuanchan 
Sub-district, Bueng Kum District, Bangkok Metropolis. At present, such land is located at the head office of the Company at net book 
value as at December 31, 2018 and 2017 for 19.24 million Baht and free from obligation. 

	 • Leasehold Rights
	 The Company has leasehold rights of the building for business operation of Beauty Buffet retail shop, MBK 1 Branch, which is presented in 
cost price deducted with accumulated amortization. Straight-Line Method is applied in amortization based on lease contract term. The Company has had 
no obligation of additional lease fee payment in part of leasehold right since it is the type of payment in single entering into the contract. The remaining 
leasehold right is from the leasehold right of other branch. Total obligation of additional lease fee payment is presented in notes to financial statements, 
note 11. As at December 31, 2018 and 2017, the net book value of leasehold rights was 4.93 million Baht and 6.11 million Baht, respectively. 

The leasehold rights of other areas where are located nearby the head office have the objective of rent for parking area and general office 
equipment storage as per the following details.

Assets Used in Business Operation
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	 • Other Fixed Assets

	 • Intangible Assets
 	 The Company has invested in Dynamic AX, Point of Sales (POS) and invested in development of new computer system such as 
Microsoft Dynamic AX 2012 for good internal management and they can be commenced for application within this 2018. Cost price of total 
intangible assets has been 35.35 million Baht and net book value as at December 31, 2018 and 2017 were 22.17 and 20.96 million Baht,        
respectively.

Other fixed assets in graph are owned by the Company and free from any obligation.

	 • Operating Lease Contract 	
	 The Company enters into short-term operating lease contract for 1 – 3 years to operate retail business by opening the Company’s branches 
to reduce burden of investment in purchase of asset and for flexibility in expansion and change in retail shop areas. As at December 31, 2018, the        
Company has entered into short-term area lease contracts with the non-related parties as follows.
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	 The Company has registered its trademark, including the products with Department of 
Intellectual Property, in order to prevent the infringement. Each trademark will last for 10 years, in 
which the Company have used for selling products, can be summarized included to                  
BEAUTY BUFFET, BEAUTY COTTAGE ,BEAUTY MARKET, MADE IN NATURE, GINO MCCRAY, 
SCENTIO, LANSLEY, THE BAKERY and BEAUTY PLAZA. There are 8  registered trademarks and 
2  trademark under consideration of the registrar.

	 Despite the above trademark, the Company has owned more than 181  trademarks, 
which were used in the past products, including some trademarks that will be used as future 
brand of the Company. 

	 In year 2013, the Company has filled the application to register the international trade-
mark of the Company and the Company’s products: to  BEAUTY BUFFET, BEAUTY COTTAGE, 
BEAUTY MARKET, MADE IN NATURE, GINO MCCRAY, SCENTIO, LANSLEY, THE BAKERY and 
T BEAUTY to avoid the infringement. The application will be handle to 21  countries, including 
Vietnam, Cambodia, Laos PDR, Myanmar, China, Indonesia, Malaysia, Hong Kong, Singapore, 
Taiwan, Korea, Norway, United Arab Emirates, Oman, Bahrain, Kuwait, Philippines, and India, 
There are 89  registered and trademark are in the process of being considered and there are 
registered trademarks in the target countries to protect against copyright infringement.
	
	 In year 2018, the Company has registered copyright with Department of Intellectual 
Property, in order to have the sole right to do any act on the work, that the creator initiated 
by using intelligence, knowledge, ability and self-perseverance in creating without copy from the 
others, by the work must be based on type of copyright law to protecting, which the creator will 
receive instant protection without registration. Now, received coverage of 7 works and is in the 
process of considering 3 works.

	 Company has investment policy in subsidiaries 
or associated companies in the purpose to support  the 
company’s business which increasing productivity 
or advantage business (Synergy) to the company 
by supporting core company’s business to more 
comprehensive.  As that purpose, the investment 
into subsidiaries or affiliated companies is under 
control and inspection of the Audit Committee. 
Accordance in corporation of subsidiaries and   
affiliated companies will commit to company’s   
director or electing managements who have      
appropriated qualification and experience to    
corporate to business, also to conduct the         
important company’s policy and controlling    
business operation both of subsidiaries and       
affiliated companies. As of December 31, 2018, 
the company has no investment in subsidiaries 
and / or affiliated companies.

Investment in subsidiaries 
and / or affiliated companies  

Trademark
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Future Projects
	
	 In order to meet the business goal, which focuses on 
creation of innovative concepts along with the development of new 
products, including the increasing of distribution channel, the Company 
has been conducting the following projects during during the past 
1-3 years :

	 (1) The development of products based on new concepts
	 The Company has conducted the project to develop the new 
products based on new concepts that are related to beauty, health and 
lifestyles, which are the main expertise of the Company. This project is 
done to serve the needs of the consumers and distribute the products 
to different target group of customer.

	 (2) Increasing of product distribution channel
	 • The Company always seeks for new product distribution 
channel, despite the existing channel, by developing own the        
E-Commerce channel in order of facilitate those customers who 
are not in the range of Beauty’s Stores.  Moreover we have also 
expanded the modern trade and convenience store channels so 
that the products can approach to customers more.
	 • Proactive Marketing Strategies: Beauty Community 
plans to continuously expand into international markets primarily in 
forms of Product Distributor, Shop License, Shop in Shop, or Counter 
Sales. Chinese – non-negligible country – is a very large market 
that holds immense business opportunities. Commodities will    
consistently distributed via Cross Border E-Commerce (CBEC) and 
the mainstream, General Trade, channels (Offline and Online). Offline 
channels are Traditional Trade, Convenience Stores, and more while 
online channels are websites and available E-Commerce platforms 
in China  

	 (3) Continuously expanding new branches
	 The distribution through retailer shop is the main income 
and the most important distribution channel of the Company in the 
present days. Therefore, the Company always keeps on increasing the 
number of branches of Beauty Buffet, Beauty Cottage, and Beauty 
Market throughout the Country, in order to distribute more products. 
The Company plan to open 283 more branches for Beauty Buffet, 87 
more branches for Beauty Cottage and 87 more branches for Beauty 
Market in the end of year 2018, with the estimate cost of 80 Million 
Baht.

	 (4) The investment aiming to improve the operation system 
for business expansion
	 The investment aiming to improve the operation system for 
business expansion rapidly and continuously makes the company 
need to invest more to support branches and distribution expansion 
in the future. In 2018, there are investments to improve information 
technology system, point of sales system, enterprise resource planning 
system, and warehouse management system. In addition, it will be 
used to improve the basic structure and business intelligence for 40 
million baht.

Legal Disputes
To the present, December 31, 2018, the Company has no legal dispute 
and any other dispute that may cause the damage and impact to more 
than 5 percent of the shareholder’s equity and to business operations, 
significantly. 
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	 Company’s Securities
	 As at December 28, 2018 the registered capital of the Company was 302,261,000.00 Baht, with 3,022,610,000.00 ordinary shares par value of 
0.10 Baht per share. The issued and paid up ordinary shares are 300,621,495.50 Baht, with 3,006,214,955 ordinary shares par value of 0.10 Baht per share.

	 • Shareholders 
	 List of 10 major shareholders, at January 2, 2019, are as follows :

Capital Structure

	 • Dividend Payment Policy  
	 The Company’s dividend payment is made to the shareholder with not less than 50 percent of the profit, after deducting the income 
tax payment. The dividend payment is based on Company’s operational performance, Company’s financial position, Company’s liquidity, 
business expansion, and other factors that relate to the administration of the Company. However, the Company may pay the dividend less 
than the percentage mentioned above, if the profit is needed to be used for expanding the business.

Source : Thailand Securities Deposite Company Limited  at  January 2, 2019
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Management Structure

	 As of 31 December  2018, The management structure has constituted 5 sets of boards/committees including Board of Directors, 
Executive Board, Audit Committee, Nomination and Remuneration Committee, and Risk Management Committee as per below details.
	
	 1. Board of Directors
	 The  Board of Directors of the Company constitutes 8 directors as follows. 
           		  1. Lt. Gen. Padet  	         	 Charuchinda	 Independent Director and Chairman of the Board 
		  2.	 ASSOC.PROF.DR.Vichit   	 U-on 	     	 Independent Director and Chairman of Audit Committee
		  3.	 Col.Attapon	         	 Srisangwarn	 Independent Director and Audit Committee
		  4.	 Mr. Viboon 	        	 Pojanalai	     	 Independent Director and Audit Committee
		  5.	 Dr. Suwin	        		  Kraibhubes	 Director
		  6.	 Mrs. Tanyapon	         	 Kraibhubes	 Director 
		  7. Ms. Monsoothatip	         	 Malaukcaranun       Director	
		  8.	 Dr. Peerapong             	 Kittiveshpokawat      Director

		  Mrs. Daranee Pathetang has acted as Company Secretary.   

	 The authorized directors acting and binding on behalf of the Company are “Mrs. Tanyapon Kraibhubes and Mr. Suwin Kraibhubes 
co-sign with affixation of the Company’s seal;  or  Mrs. Tanyapon Kraibhubes or Mr. Suwin Kraibhubes mutually co-sign with Ms. Monsoothatip 
Malaukcaranun or Dr. Peerapong Kittiveshpokawat, two persons in total with affixation of the Company’s seal; or in any document submission 
to Revenue Department, Ministry of Labour and Social Welfare, Immigration Bureau, Customs Department, Department of Lands, and Office of 
Area Land,  the submission of request for entry in the immovable property right register and legal act to Department of Land or Office of Area 
Land, and the request submission for registration, financial statements and list of shareholders to Department of Business Development, Ministry of 
Commerce, Mrs. Tanyapon Kraibhubes or Mr. Suwin Kraibhubes or Ms. Monsoothatip Malaukcaranun or Dr. Peerapong Kittiveshpokawat, two 
of four persons co-sign with affixation of the Company’s seal.”
	
	 • Term for Holding the Post of Director
	 In every Annual General Meeting, the directors must be retired for at least one-third by ratio. If the number of the directors left the post 
cannot be equally divided into exact three parts, that number of directors retired will be the nearest figure of one-third. The directors required for 
retirement in the first year and the second year after the Company registration, the casting shall be conducted for which directors will be retired. In 
next following year, the director holding the post for longest time shall be the retired director and that director left the post may be re-elected to 
assume the position again.

	 • Scope of Duties and Responsibilities of Board of Directors 
	 The Board of Directors has authority and responsibility with honesty and care to protect Company’s interest in Company management 
according to law, objective, and articles of associations as well as legal resolution of the shareholders’ meeting. The scope of duties and 
responsibilities of Board of Directors shall be summarized as follows. 
	 1. Legally supervise and manage the Company according to law, objective and articles of association as well as legal resolution of the 	
	 Shareholders’ Meeting. 
	 2. Hold the Shareholders’ Meeting to be Annual General Meeting of Shareholders within 4 months from the ending date of the Company’s 	
	 accounting period. 
	 3. Hold the Board of Directors’ Meeting at least once within 3 months. 
	 4. Prepare Statement of Financial Position, Statement of Comprehensive Income as of the ending date of accounting period. They should 	
	 be approved by the auditor and proposed to the Shareholders’ Meeting for consideration and approval.
	 5. The Board of Directors may authorize a director or several directors or other persons to perform whatsoever on behalf of the Board of	
	 Directors under the Board of Directors’ control; or may authorize power to such person as the Board of Directors deems appropriate 	
	 within the period of time as the Board of Directors deems appropriate. The Board of Directors may cancel, annul, change or alter the 	
	 authorized person or that power when viewing as proper.
	 In addition, the Board of Directors may authorize the Executive Board to have the authority in actions with details of authorization according 	
	 to the scope of authority of the Executive Board for the purpose that such authorization should not be in the way that the Executive Board 	
	 or the attorney can consider and approve the transaction that the Executive Board or the attorney is the person who is concerned or 	
	 has interest or other conflict of interests with the Company or its subsidiary, unless it is the approval of the transaction according to 	
	 policy and criteria already considered and approved  by the Board and also as required by law.
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	 6.	 Determine target, guideline, policy, program and budget of the Company; control and govern the administration and management of  	
	 the Executive Board in accordance with the assigned policy unless in the following matters, the Board of Directors must gain the ap 	
	 proval resolution from the Shareholders’ Meeting before any actions including the matter required by law for approval resolution from 	
	 the Shareholders’ Meeting such as increase in stock capital, decrease in stock capital, debenture issuance, selling or transfer of the entire 	
	 or some important parts of business to other persons or buying or accepting of business transfers of other Company to belong to the 	
	 Company, and amendment of Memorandum of Association or Articles of Association, etc. 
	 Moreover, the scope of duties of the Board also includes the governance of the Company according to the Securities and Exchange 	
	 Law, the regulations of the Stock Exchange such as connected transaction execution, and buying or selling the important assets pursuant 	
	 to the rule of the Stock Exchange of Thailand or laws relevant to the Company’s business. 
	 7. Consider management structure, appoint Executive Board, Chief Executive Officer and other Committees as appropriate. 
	 8. Continuously follow the operating performance according to the program and budget.
	 9. The directors must not engage in the same nature of business being competitive with the Company’s business or involved as the 	
	 partner in ordinary partnership or the general partner in limited partnership or the director of private Company or other companies engaged 	
	 in the same nature of business being competitive to the Company’s businesses either for self interest or for other people’s interests unless 	
	 notified to the Shareholders’ Meeting for acknowledgement before any appointment resolutions.
	 10. The director shall notify the Company for acknowledgement without delay if any direct or indirect interests are available in the contract 	
	 made by the Company or on increase or decrease in holding of shares or other securities in the Company or associate Company.

	 2.	Audit Committee
	 The Audit Committee of the Company constitutes 3 persons as follows. 
	 1. ASSOC.PROF.DR.Vichit 	 U-on 		  Independent Director and Chairman of Audit Committee
	 2. Col. Attapon 		  Srisangwarn	 Independent Director and Member of Audit Committee
	 3. Mr. Viboon 		  Pojanalai 		  Independent Director and Member of Audit Committee 

	 Who is adequately intellectual and experienced to perform the review of reliability of financial statements. 
	 Ms. Supicha Sadsara has acted as the Secretary of Audit Committee
 

	 • Term for Holding the Post of Audit Committee
	 The member of Audit Committee shall have the term for holding of the post for 3 years in each time unless the case of retirement 
by rotation according to the Article of Associations that the re-election for holding the post again can be done.

	 •	 Scope of Duties and Responsibilities of Audit Committee   
	 The scope of duties and responsibilities of Audit Committee is summarized as follows.
	 1. Review the accuracy and adequacy of the Company’s financial statements; 
	 2. Review the appropriateness and efficiency of internal control and  internal audit system; and consider the independence of internal 
audit unit as well as confirm the consideration on appointment, removal and dismissal of Chief of Internal Audit or other units responsible for internal 
audit. 
	 3. Review the Company’s compliance with Securities and Exchange Law, the Stock Exchange’s regulation or any laws relevant to Com-
pany’s business. 
	 4. Consider, select and nominate for appointment of independent person to act as the Company’s business auditor and propose the 
remuneration of such person as well as attend the meeting with auditor without the meeting attendance of the management for at least once a year.  
	 5.	 Consider connected transaction or transaction that may have conflict of interest in accordance with law and regulation of the Stock 
Exchange so as to assure that such transaction is reasonable and extremely beneficial to the Company.
	 6.	 Prepare Audit Committee’s report for disclosure in the Company’s Annual Report. Such report must be signed by the Chairman of 
Audit Committee and must at least comprise of following data. 
				    (a) Opinion on accuracy, completeness and reliability of the Company’s financial reports 
				    (b) Opinion on adequacy of the Company’s internal control system
				    (c) Opinion on compliance with the Securities and Exchange Law
				    (d) Requirement of Stock Exchange of Thailand or laws relevant to the Company’s business
 				    (e) Opinion on appropriateness of the auditor
				    (f) Opinion on transaction that may have conflict of interest

(g) Number of meetings of Audit Committee and meeting attendance of each member of Audit Committee 
	(h) Overall opinion or observation acquired from function according to the charter 
	(i) Other transactions deemed to be recognized by shareholders and general investors under scope of duties   and responsibilities 
gained from the Board of Directors 
(j) Perform any actions according to the assignment of the Board of Directors with consent from Audit Committee.
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	 3.	Nomination and Remuneration Committee
	 The Company’s Nomination and Remuneration Committee has constituted 3 persons as follows.
	 1. ASSOC.PROF.DR.Vichit 	 U-on 		  Chairman of Nomination and Remuneration Committee
	 2. Mr. Viboon 		  Pojanalai		  Member of Nomination and Remuneration Committee
	 3. Dr. Suwin		  Kraibhubes 	 Member of Nomination and Remuneration Committee

	 • Scope of Duties and Responsibilities of Nomination and Remuneration Committee
	 1. Advise the Board of Directors relating to remuneration rates of the Chairman of the Board, the Company’s director, the Chair 
man of Audit Committee, the member of Audit Committee and Subcommittees (if any) (by request for consent from the Shareholder’s      		
Meeting later).	
	 2. Proceed the recruitment and nominate the list of proper and qualified person for induction as the director for the first time; and 
consider the achievement, qualification and aptitude of the director retired by rotation who should be re-elected and then nominate to the Board of 
Directors for consideration on approval, and propose to the Shareholders’ Meeting for appointment as the Company’s director henceforth.
	 3.. Consider and advise the Board of Directors, and monitor and supervise the operation relating to the Company’s human resource vision and 
strategy as well as Company’s executive development program.
	 4. Evaluate the Company’s operating performance in order to determine bonus granting and annual pay rise of the entire Company using 
proper industrial standard criteria to support the consideration.
	 5. Suggest the Company’s salary structure including other benefits and rewards.

	 4.	Risk Management Committee
	 The Risk Management Committee of the Company constitutes 9 persons as follows
	 1.	 Col.Attapon	 Srisangwarn	 Chairman of Risk Management Committee
	 2.	 Mr. Viboon 	 Pojanalai 		  Risk Management Committee
	 3.	 Dr. Suwin	 Kraibhubes 	 Risk Management Committee
	 4.	 Dr. Peerapong  	 Kittiveshpokawat     	Risk Management Committee
	 5.	 Mr. Surapon	 Phetklueng	 Risk Management Committee
	 6.   Ms. Sirikan 	 Phattiveranon	 Risk Management Committee
	 7. 	 Mr. Nattapong  	 Khueanphan	 Risk Management Committee
	 8.	 Mr. Norarit  	 Keetanon		  Risk Management Committee
	 9.	 Mr. Thitiphat  	 Wongsriphuak	 Risk Management Committee

	 • Term for Holding the Post of the Risk Management Committee
	 1. The term of Risk Management Committee shall be 3 years per term. 
	 2. The risk management committee member who retires by rotation may be appointed from the Board of Directors to resume the post 
of the risk management committee member again. 
	 3. In case of the vacancy of the post of risk management committee member due to other reason apart from retirement by rotation, the 
Board of Directors shall appoint the complete qualified person to be risk management committee for complete number members of the Risk 
Management Committee as prescribed in this regulation. The person who is entered to be the risk management committee member shall be in the 
office for just remaining term of the risk management committee replaced by him/her.  
	 4. The risk management committee member who intends to resign his/her post before expiration of term shall notify and submit 
resignation letter to the Chairman of the Board at least 30 days in advance. 
	 5. The risk management committee member shall retire from the post upon: 
		  • Expiration of term 
		  • Death 
		  • Resignation 
		  • Resolution of the Board of Directors to retire from the post 
		  • Being punished for imprisonment according to final judgment or lawful order for imprisonment unless in the offence committed by 
negligence or minor offence 
		  • Being a incapacitated person or person under disability 
		  • Being a bankrupt
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	 • Scope of Powers, Duties and Responsibilities of the Risk Management Committee
	 1. Determine, review, and give consent on risk management policy, master plan of risk management, as well as facilitate and manage to   	
	 systemize risk management system of the Company, and consider and review risk management plan to be effectively in line, consistent and 	
	 proper for situation. 
	 2. Assess, monitor and control risk level of the Company to be in proper level. 
	 3. Govern, supervise, as well as monitor all internal work units to continuously comply with the risk management policy. 
	 4. Consider and approve operating budgets and expenses for risk management as well as supervise the adequacy of resources utilized in 	
	 risk management.  
	 5. Monitor and report risk status of the Company to the Board of Directors and the Audit Committee.
	 6. Appoint the working group as deemed appropriate.  
	 7. Perform any other acts related to risk management as entrusted by the Board of Directors.
 

	 5.	Executive Board 
	 The Company’s Executive Board constitutes 6 persons as follows.
	 1. Dr. Suwin	 Kraibhubes 	 Chief Executive Officer 
	 2. Dr. Peerapong  	 Kittiveshpokawat    	 Deputy Chief Executive Officer 
	 3. Mr. Surapon	 Phetklueng	 Chief Financial Officer 
	 4. Ms. Sirikan  	 Phattiveranon	 Chief Operation Officer
	 5. Mr. Nattapong	 Khueanphan	 Director of Business Productivity Development Unit
	 6. Mr. Norarit        	 Keetanon		  Director of Information Technology

	 • Scope, Duty and Responsibility of Executive Board
	 The Executive Board has authority, duty and responsibility for management in regards to the operation in Company’s usual tasks and 
administrative works;  determine policy, business plan, budget, organization chart and Company’s administrative power and rule of business operation 
conforming to economic situations in order to propose to the Board of Directors’ Meeting to consider and approve and/or consent as well as check 
and monitor the Company’s operating  performance according to the determined policy. The followings are the summary of the important authority, 
duties and responsibilities.
	 1. Run the business and manage the Company’s affairs according to objective, regulation, policy, rule, requirement, instruction, and 
resolution of the Board of Director’s Meeting and/or resolution of the Company Shareholders’ Meeting in all aspects.
	 2. Consider to determine policy, direction and strategy for Company’s business operation; determine financial plan and budget, human 
resource management, investment, work expansion, publication according to the framework considered for approval by the Board of Directors; 
and control and govern the operation of the appointed working group to attain on target.
	 3. Consider annual budget allocation as proposed by the management before proposing to the Board of Directors for consideration 
and approval, as well as consider and approve any change and addition in annual expenditure budget during no meeting held by the Board of 
Directors, and propose the Board of Directors for approval or ratification in next meeting.
	 4. Stipulate organizational structure, organizational administrative power including appointment, employment, removal, determination 
of pay, remuneration and bonus of executive level officer, and dismissal. 
	 5. Empower the authorization power to a director or several directors or other persons to perform any actions subject to the control 
of the Executive Board; or may authorize such person the power as the Executive Board deems appropriate and within the period of time the 
Executive Board deems proper. The Executive Board may cancel, annul, change or alter the attorney or that power as deemed proper. The 
authorization should not be granted to any persons who may have conflict of interests in operation.
	 6. Authorize for financial operation approval as follows.
		  6.1	 Approve the disbursement of usual operating expenses and procurement of assets and services for Company’s benefit in the limit for 
not over than 10 million Baht per time and the approval limit for not over than 30 million Baht per quarter. If the determined limit is exceeded, the approval 
from the Board of Directors should be requested.
		  6.2	 Approve the selling, buying or service provision according to usual Company’s business such as approval of product selling, approval of 
product buying or product ordering, etc. in the limit for not over than 20 million Baht per transaction and not over than 500 million Baht per quarter. If the determined 
limit is exceeded, the approval from the Board of Directors should be requested.
		  6.3	 Approve the borrowing or application for Company’s credits as well as request to the bank for issuance of letter of guarantee for 
Company’s business operation benefit in usual business condition, and the money spending for investment such as purchase and sale of investment or 
immovable property in the limit for not over than 25 million Baht per time and not over than 50 million Baht per quarter. If the determined limit is exceeded, the 
approval from the Board of Directors should be requested.
		  6.4	 Approve the use of Company’s assets for mortgage and pledge as the security of all types of existing Company’s debts or those will 
be occurred in the future in the limit for not over than 25 million Baht per transaction and not over than 50 million Baht per quarter. If the determined limit is 
exceeded, the approval from the Board of Directors should be requested.
		  6.5	 Approve the opening/closing of all types of deposit accounts with the banks or financial institutions and simultaneously determine the 
condition for money withdrawal or legal transaction of such deposit account. 
		  6.6	 Approve the opening/closing of all types of deposit accounts with the banks or financial institutions and simultaneously determine the 
condition for money withdrawal or legal transaction of such deposit account.	
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	 The Executive Board shall not consider and approve the transaction with interest of the Executive Board or other conflict of interests with 
the Company or its subsidiary unless it is the approval of transaction according to the policy and criteria the Executive Board or the Shareholders’ 
Meeting has ever considered and approved and as required by law. The Board of Directors may cancel, annul, change or alter the power of the 
Executive Board with the resolution of the Executive Board.

	 • Executives 
	 As of 1 January 2019, the Company’s executives have constituted 7 persons as follows.
		  1. Dr. Suwin		  Kraibhubes 	 Chief Executive Officer
		  2. Dr. Peerapong  	 Kittiveshpokawat   	 Deputy Chief Executive Officer 	
		  3. Mr. Surapon		  Phetklueng 	 Chief Financial Officer
		  4. Ms. Sirikan		  Phattiveranon 	 Chief Operation Officer 
		  5. Mr. Nattapong	 Khueanphan 	 Director of Business Productivity Development Unit
		  6. Mr. Norarit  		  Keetanon		  Director of Information Technology
		  7. Mr. Thitiphat  		 Wongsriphuak	 Director of Finance and Accounting

	 •	 Scope of Duties and Responsibilities of Executives
	 1. Have operating power as the executive, and control and supervise the usual Company’s business operation. 
	 2. Have operating power as assigned by the Board of Directors and/or Executive Board as well as have power to assign other persons 	
	 deemed proper by the Chief Executive Officer to representatively manage. Anyhow, the sub-authorization should not be granted to other 	
	 persons who may have conflict of interests in operation. 
	 3. Have power to issue the instruction, rule, announcement and memo for operation according to the Company’s policy and benefit 	
	 and  for maintaining the working discipline within the organization. 
	 4. Have power to act on behalf and represent thyself as the representative of the Company to outsider in the business relevant to the 	
	 Company and beneficial to the Company. 
	 5. Consider and scrutinize the investments for proposal to Board of Directors and/or Executive Board.
	 6. Consider to appoint the consultants who are necessary for Company’s business operation for proposal to  Board of Directors and/or 	
	 Executive Board.
	 7. Have the power to approve the following financial operation. 
		  7.1	 Approve the disbursement of usual operating expenses and procurement of assets and services for Company’s benefit in the 
limit for not over than 5 million Baht per time and not over than 15 million Baht per quarter but excluding the transaction for loan approval or Company’s 
credit application. The Executive Board and/or Board of Directors should be requested for approval for the entry to execute such transaction.
		  7.2	 Approve selling, buying or service provision as Company’s usual business such as product selling approval, product buying 
approval or product production ordering, etc. in the limit for not over than 10 million Baht per transaction and not over than 300 Baht million per 
quarter. If the determined limit is exceeded, the approval from the Executive Board and/or the Board of Directors should be requested.
	 8. Perform other duties as occasionally assigned from the Board of Directors  and/or Executive Board.

	 The Chief Executive Officer shall not consider and approve the transaction with interest of the Chief Executive Officer or other conflict 
of interests with the Company or its subsidiary unless it is the transaction according to policy and criteria which has ever been considered and 
approved by the Board of Directors or the Shareholders’ Meeting and as required by law. The Board of Directors may cancel, annul, change or 
alter the power of the Chief Executive Officer with the resolution of the Executive Board.

	 Company Secretary
	 In Board of Directors’ Meeting No. 4/2012 on 13th July, 2012, the Board of Directors resolved to appoint Mrs. Daranee Pathetang to 
take a position of Company Secretary according to Section 89/15 of the Securities and Exchange Act B.E. 2535 (A.D. 1992) amended by the 
Securities and Exchange Act (Issue No. 4) B.E. 2551 (A.D. 2008) with following duties and responsibilities of Company Secretary.
	 1. Supervise and advise the Company’s directors and executives about the compliance with laws, regulations, rules and articles of 	
	 associations as well as rules of the Stock of Exchange of Thailand and the Office of the Securities and Exchange Commission; and 	
	 monitor and supervise correct and regular practices.
	 2. Supervise the disclosure of information and information report according to rule and regulation of the Stock Exchange of Thailand 	
	 and the Office of the Securities and Exchange Commission.. 
	 3.	 Prepare and keep the following documents. 
			   a)	 Director Register 
			   b)	 Appointment Notice of Board of Directors’ Meeting and Meeting Minutes of Board of Directors’ Meeting
			   c)	 Appointment Notice of Shareholders’ Meeting and Meeting Minutes of Shareholders’ Meeting
			   d)	 Company Annual Report
			   e)	 Report on Interests of Directors and Executives
			   f )	 Perform any other actions in accordance with the rules prescribed by the Securities and Exchange.
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Nomination of Directors and Executives 
	 •	Criteria for Selection and Appointment of Boards and Executives
	 The Nomination and Remuneration Committee will perform to select the persons appointed as Company’s director or Company’s 
executive and propose to the Board of Directors. The person with skill and experience essential for Company’s business operation will be 
emphasized in consideration. The consideration criteria shall be summarized as follows. 
	 1.	 Possess the qualification corresponding to Public Limited Company Act, Securities and Exchange Act, rule of Stock of Exchange 
of Thailand and Office of Securities and Exchange Commission including the principle of good corporate governance of the Company. 
	 2.	 Possess knowledge, competence and experience in different professional fields proper for the lines that will be useful and create 
value addition to the Company.
	 3.	 Possess the characteristic supporting and promoting the corporate governance operation in order to build value to the Company; 
perform duty with accountability, care and loyalty; and enable to fully dedicate time.
	 The selection and appointment of the Company’s director will follow the criteria specified above. In addition,  the directors for not 
less than half of total number of directors must have the residences in the Kingdom. The Shareholder’s Meeting will be the appointer of the 
directors using majority vote according to following criteria and method. 
	 1.  A shareholder has the vote equal to 1 share per 1  vote according to the number of his holding shares.
	 2.  In election of Company’s directors, the voting method may be used to vote the nominated person one by one or   several persons 
in one time, depending on what will be viewed as proper by the Shareholders’ Meeting. However, every shareholder shall exercise their rights 
according to total existing votes in Item 1 in voting or resolving but more or less votes must not be shared to other people anymore. 
	 3.  The voting for director election should be in accordance with the majority vote. If there are equal votes, the  Chairman of the 
Meeting shall have one vote added as the casting vote. 
	 In every Annual General Meeting, the directors must be retired for at least one-third by ratio. If the number of the directors left the 
post cannot be equally divided into exact three parts, that number of directors retired will be the nearest figure of one-third. The directors required 
for retirement in the first year and the second year after the Company registration, the casting shall be conducted for which directors will be 
retired. In next following year, the director holding the post for longest time shall be the retired director and that director left the post may be 
re-elected to assume the position again. 

	 •	 Criteria for Selection and Appointment of Independent Director
	 The Nomination and Remuneration Committee will primarily consider the qualifications of the person  who  will hold the post of independent 
director and then propose to the Board of Directors by considering from the qualifications according to Public Limited Company Act, Securities and 
Exchange Law, Notification of the Securities and Exchange Commission, Notification of Capital Market Supervisory Board including other relevant 
notifications, regulations and/or other rules in ac Companying with the consideration on other qualifications such as working experience and wisdom, 
and then propose to the Shareholders’ Meeting for consideration on appointment of such person to be the Company’s director. At least one-third of 
total number of directors and not less than 3 persons shall be appointed according to the Company’s independent committee appointment policy.

	 •	Qualification of Independent Director
	 1.  Hold the shares not exceeding 1% of total number of voting stocks of the Company, holding Company, its subsidiary, corporation,  
major shareholders, and Company’s regulator by counting in the shareholdings of the people concerned as well. 
	 2.  Not be or ever be the director involved in the employee management; consultant officer who gained regular salary; the regulator 
of the Company, its subsidiary, holding Company, same level of subsidiary; the major shareholder or Company’s regulator unless free from 
aforesaid characteristic for at least 2 years ago before holding the post. Such prohibited characteristic shall exclude the case that the independent 
director used to be the government officer or consultant of the government office and has been the major shareholders or the Company’s  
regulator. 
	 3.  Not be the person with consanguinity or legal registration in type of parents, spouse, relatives, and children as well as spouse of 
the children of major shareholder, regulator or person who is going to be nominated as the executive or the regulator of the Company or its 
subsidiary.
	 4.  Not be or ever have business relationship with the Company, holding Company, subsidiary, corporation, major shareholder or 
Company’s regulator in type that may hinder the use of his own independent discretion; never be or ever be the tacit shareholder or the regulator of 
the person who has the relationship with the business of the Company, holding Company, subsidiary, corporation, major shareholders, or 
Company’s regulator unless free from such characteristics for at least less than 2 years before holding the post. 
Anyhow, the above business relationships include commercial transaction normally performed for business engagement, rent or letting of 
immovable property, service or asset-related item, or offering or obtaining the financial aid by receipt or lending, guarantee, giving asset for debt 
collateral including other similar actions, affecting the debt existent and obliged by the Company or the party and payable to the other party 
from 3 percent of  net tangible assets of the Company or from 20 million Baht and over depending upon which amount will be lower. Such debt 
shall be calculated according to the calculation method for value of connected transaction according to the notification of Capital Market 
Supervisory Committee on the criteria of connected transaction execution with deference. However in considering such debts, total debts 
occurred during one year before the date of having business relationship with the same person should be counted in.
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	 5.  Not be or ever be the  auditor of the Company, holding Company, its subsidiary and corporation; the major shareholders or 
Company’s regulator; and never be the tacit shareholder, regulator or partner of auditing office that the auditors of the Company, holding Company, 
its subsidiary, corporation, major shareholders or Company’s regulator are the members, unless free from such characteristics for not less than 
2 years before assuming the position.
	 6.	 Not be or ever be any professional service provider including the service provision as legal consultant or financial consultant with 
receipt of service fee for over than 2 million Baht per year from the Company, holding Company, its subsidiary and corporation; the major 
shareholder or Company’s regulator; and never be the tacit shareholder, regulator or partner of that professional service provider unless free 
from such characteristics for not less than 2 years before assuming the position. 
	 7.	 Not be the director getting appointed as the representative of the director of the major shareholder’s Company or the 
shareholder who is the person related to the major shareholder such as agreement made in Shareholders Agreement on director appointment 
to be the representative and oversee the benefit of any groups of shareholders. 
	 8.	 Not engage in the business  with the same nature and tacitly competitive with the business of the Company, its subsidiary; or 
not be the tacit partner in partnership or the director who is involved in management, customer, employee and consultant with regular salary 
receipt; or hold the shares exceeding 1 percent of total number of voting stocks of other Company which engages in the same nature of business 
and is tacitly competitive to the business of the Company or its subsidiary. 
	 9.	 Does not possess any other characteristics incapable for independent opinion expression on Company operation. Generally, the 
independent opinion expression means opinion expression or reporting according to the assigned mission irrespective of any interests relating 
to properties or positions and not fall under the influence of the individual or any group of individuals as well as not be under any situations that 
may coerce for inability to straightforwardly express the opinion.

	
	 •	 Criteria for Selection and Appointment of Audit Committee
	 The Nomination and Remuneration Committee will consider appointing the Audit Committee that consists of at least 3 Auditors 
and then propose to the Board of Directors. The Auditors will be selected from the Company Independent Directors. The Independent 
Directors who are Auditors must have the additional qualifications as follows;
	 1.	 Is not the Director who is authorized by the Board of Directors to make decision in business operation of the Company, its parent 
Company, subsidiaries, associates, same-level subsidiaries, major shareholders, or controlling parties.
	 2.	 Is not the Director of the parent Company, subsidiaries, associates, same-level subsidiaries that is the listed Company.
	 3.	 Has enough knowledge and experience to responsible for assigned mission as an auditor. The Auditor must delicate himself/herself 
sufficiently in working for the Audit Committee’s responsibilities.
	 4.	 The Auditor should not be a director in more than 5 listed companies because it may cause him/her unable to make full effort in 
working for each Company, except in the case that such auditor is a key person in providing the Company’s guidelines and can make suitable time 
allocation.
	 5.	 At least one of Auditors must have enough knowledge or experience in accounting or financial to responsible for reviewing financial 
statement’s reliability. 
 

	 •	 Criteria for Selection and Appointment of the Risk Management Committee
	 The Board of Directors shall appoint the Risk Management Committee to formulate risk management policy for companywide extension, 
and govern to have system or process of risk management for appropriate abatement of business impact of the Company. The elements and scope 
of powers, duties and responsibilities are determined so that the Risk Management Committee can efficiently function as entrusted by the Board of 
Directors under the summary of the consideration criteria as follows.
	 1. The Risk Management Committee consists of the committee member who is appointed from the 
	 Board of Directors and consists of at least 2 committee members.  
	 2. The Board of Directors shall select the Chairman of the Risk Management Committee.  
	 3. The Chairman of the Risk Management Committee shall be an independent director.  
	 4. The qualification of the risk management committee member 
	 5. Have knowledge, expert and understanding related to business risk.  
	 6. Able to devote sufficient time in function and comment in working on behalf of the Risk 
	 Management Committee. 
	 7.Have knowledge, expert and understanding related to business risks.  
	 8. Able to devote sufficient time in function and comments in working on behalf of the Risk Management Committee.
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Directors and Management Remuneration
	 (1) Financial Compensation 
		  • Total remuneration of Directors 
	 The Board of Directors, Audit Committee, and Nomination and Remuneration Committee will receive remuneration in term of meeting fees. 
The Company shall start paying meeting fees when the Audit Committee is nominated pursuant to the resolution of 2018 Shareholders’ Meeting 
dated April 25, 2018. The details of meeting fees payable for Directors and Audit Committee are as follows;

	 In addition, the Directors who are management will not receive meeting fees because they already receive the management remuneration. 
Currently, the Directors who do not receive meeting fees are (1) Dr. Suwin Kraibhubes; (2) Dr. Peerapong  Kittiveshpokawat  . Thus, there are only 6 
Directors who receive meeting fees.
	 Summary of remuneration payment to the Board of Directors in 2018 (until December 31, 2018) are shown in the below table.

		    	  
	
	 Summary of remuneration payment to the Audit Committee in 2017 and 2018 (until December 31, 2018) are shown in the below table.
	

			   *Dr. Peerapong Kittiveshpokawat, retired from the post on 10 November 2017 and appointed Assoc. Prof. Vichit U-on to assume 	
			   the post in replacement on 11 November 2017.
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	 Company paid remuneration for Nomination and Remuneration Committee and the remuneration for 2017 and 2018 (until 31 
December 2018) can be summarized in below table.

	

	 *Dr. Peerapong Kittiveshpokawat, retired from the post on 10 November 2017 and appointed Assoc. Prof. Vichit U-on to 
assume the post in replacement on 11 November 2017.

	
	 •	Management Remuneration
	 The Company paid management remuneration in term of salary, bonus, and contribution of provident fund as summarize below;
	 (1) Management Remuneration

	 (2) 	Other Remuneration 
	 The Company also provided other remuneration in term of Company car for the management in some positions.

Corporate Governance 
	 The Company is aware of the importance to perform in accordance with Corporate Governance Principle. Thus the Board of Directors has 
developed the policy to comply with Code of Best Practices for Directors of Listed Company according to the Stock Exchange of Thailand (SET) 
guidelines, which are determined to be practical. Moreover, the Company follows Good Corporate Governance as a guideline in development of the 
policy to cover rights and equitable treatment of shareholders, stakeholders, structures, roles and responsibility and independency of directors, disclosure 
and transparency, risk control and management, including code of conduct; to make business management and business operation efficient and 
transparent. The Good Corporate Governance includes 5 sections as follows;

	 Section 1 The Rights of Shareholders
	 The Company realizes and respects to the rights of the shareholders by not proceeding in any action that violates the right of shareholders. 
Moreover, it will support the shareholders to exercise their fundamental rights, e.g. sale or transfer of shares, sharing of the Company’s profits, receiving 
adequate information regarding the Company, attending shareholders’ meetings to exercise the right to vote in the removal of directors, selecting auditors 
and making decisions on matters that affect the Company such as the allocation of the dividend, the provision or amendment of regulations and 
memorandum of association, the reduction or increase of capital, and the approval of special items.
	
	 In addition to the fundamental rights as stated above, the Company will support any matter that encourages and facilitates the exercise 
of rights of the shareholders as follows:
	 •	 The Company will encourage the Board of Directors, the management, and relevant organizations, including the auditor to participate 
shareholders’ meetings simultaneously.
	 •	 The Company will assign the Board of Directors to provide a written appointment for a shareholders’ meeting with adequate information for 
the shareholders to be notified about 7 days prior to the date of the Meeting or to follow the prescription of the Securities and Exchange Commission 
and the Stock Exchange of Thailand.
	 •	 In each shareholders’ meeting, the chairman will clarify the rules for the meeting including voting procedures and allocate time 
sufficiently for the meeting.
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	 •	 The shareholders will be given extreme opportunities to raise questions and give comments and suggestions in any meeting with the 
presence of the board members and directors. After the Meeting is adjourned, the Company will produce the meeting minutes by showing accurate 
and complete information for the scrutiny of the shareholders.
	 •	 The Company will arrange vote submission and record in the resolution of Shareholders’ Meeting clearly in the Minute of Meeting. The 
number of votes received; agreed, not agreed, and no vote; will be recorded for each agenda of the Shareholders’ Meeting which required voting.
	 •	 In the case that any shareholder cannot attend the meeting by him- or herself, the Company grants an opportunity to these shareholders 
the privilege of authorizing any independent director or person to attend the meeting in his or her name.

	 Section 2 The Equitable Treatment of Shareholders
	 The Company will treat all shareholders equally and fairly including shareholders who are director, non-director, foreign shareholders as 
well as minor shareholders with the following principles:
	 •	 The Board of Directors will not raise an additional agenda without informing the Shareholders in advance if it is not necessary, especially 
an important agenda that requires the Shareholders time to study before making any decision.
	 •	 The Company has set up a policy to prevent any unauthorized use of information by prohibiting agencies that were exposed to the 
information from revealing it to other agencies or non-related personals. In the event that any employee or director reveals the information or use it to 
benefit themselves or their accomplices, it will be considered a serious offense and will receive a disciplinary punishment.
	 •	 In a shareholders’ meeting, the Board members and Chief Executive Officer will share information about their interests in each agenda in 
order for the Board of Directors to consider any transaction that may be in conflict with the interests. This will allow them to make decisions for the 
benefit of the Company as a whole. The Board members and the Board of Directors whose interests are in conflict with the Company’s will be revoked 
the right to vote in that agenda.	

	 Section 3 The Role of Stakeholders
	 The Company respects the rights of every group of stakeholders and has created a policy which is important in treating all stakeholders 
as follows.
Shareholders :		 The Company is committed to dealing businesses with the knowledge and management skills as best as possible in all cases 	
			   with the honesty and fairness to both major and minor shareholders for the best interest of shareholders as a whole. This in	
			   cludes disclosure of information on a regular basis with completeness and accuracy.
Employees :		  The Company will provide fair compensation to employees, maintain the working environment that is safe for life and property 	
		  and give an emphasis on the development of employees’ potential thoroughly and consistently. It will also strictly comply with 	
		  laws and regulations that are employee-related and avoid any action that is deemed unfair which may affect the career integrity 	
		  of the employees as well as treat the employees with courtesy and listen to opinions and suggestions from all employee levels 	
		  equally and fairly.
Clients : 		  The Company is committed to create customers’ satisfaction and confidence, including take care and responsible for customers. 	
		  Our customers will receive products and services with quality and standards at a reasonable price and comply with applicable 	
		  standard. The Company will also comply with terms and condition of the agreement entered into by the Company and customer, 	
		  along with developing higher standard of products and services continuously.
Partners and 
creditors :		  The Company will not practice corruption in dealing businesses with its partners and creditors and is committed to comply with 	
		  conditions strictly prescribed with creditors, e.g. the purposes of payment, reimbursement, the regulations of 	
		  the quality of collateral and any other agreements with creditors to achieve mutual benefits.		
Competitors :		  The Company will conduct operations under the rules of good competition, will not seek competitors’ confidential information by 	
		  dishonest or improper means, and will not damage the reputation of its alleged competitors without unfounded grounds.
Society :		  The Company will not take any action that may result in damage to society, natural resources, and environment. Instead, it 		
		  seeks opportunities to support creative social activities and social responsibility among employees at all levels continuously and 	
		  seriously as well as to control the practice strictly in accordance with the spirit of the law and regulations issued by regulatory 	
		  agencies.
		

	 Section 4 Disclosure and Transparency
	 The Company recognizes the importance of disclosure of accurate, complete and timely information and meets the standards of the 
Stock Exchange of Thailand in terms of financial reports and general information as well as other important information affecting stock prices 
and the decision-making process of investors and stakeholders of the Company. Moreover, to provide all the relevant information equally, the 
Company releases the public information through the Stock Exchange of Thailand and the website at www.beautycommunity.co.th.
	 The Board of Directors is responsibly aware of the significance of the accurate and reasonable financial report. The statement of the 
Company was prepared in accordance with the well-accepted accounting standard by the selection of appropriate accounting policies and
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accounting records which have enough accuracy to maintain the property. This is to identify the weaknesses in order to prevent fraud or 
irregularities of the material which is consistently implemented and to make sure that the key information is adequately disclosed in the notes to 
financial statements. Furthermore, the Board has appointed the Audit Committee to review financial reports, transactions and internal control 
system. The Audit Committee will report the audit results to the Board in every meeting. The Board of Directors, the Audit Committee and the 
Auditor’ reports are detailed in the annual report. As for the investor relations, the Company has no plan to establish an investor relation section 
in nearly future. However, the Company has assigned Dr. Suwin Kraibhubes, Chief Executive Officer; Mr. Surapon Phetkleung, Chief Financial 
Officer; and Ms. Sirikan Phattiveranon, Chief Operating Officer; to be responsible for communicating with shareholders, analysts and those 
involved.

		  Section 5 Responsibilities of the Board of Directors
		  (1)  The Board of Directors’ structure
		  The Board of Directors consists of the directors who have knowledge, competency and experience in doing business which is beneficial 
for the Company. The Company’s Board of Directors is appointed by the General Meeting of Shareholders. It consists of 8 Directors, including 4 Independent 
Directors: one Chairman of the Audit Committee and two Audit Committees. At least one Audit Committee must have enough accounting knowledge to 
be able to audit and ensure the reliability of financial statements. The Company also regulates that at least one-third of the Board, but not fewer than 3 
persons, is to be Independent Directors representing the minority of shareholders. They have to check and balance the Company’s administration of the 
affairs to provide the best, fairest and most accurate interests to the shareholders.
The Chairman of the Board must be the Independent Director and must not be the same person as the Managing Director and Chief Executive Officer to 
achieve the balance and the review of the management. To achieve this, the Company has clearly set the scopes of power, duties and responsibilities of 
the Board of Directors, Executive Committee and the Managing Director to prevent them from having unlimited managing and financial power.

		  (2)  Sub-Committee
		  The Board of Directors has appointed the following sub-committee to assist in the Company’s operations :
		  •	 7 Executive Committees who help facilitate operations with the powers and duties assigned by the Board of Directors.
		  •	 The Audit Committee has at least 3 persons to monitor and assist in overseeing the operations of the Company’s scope of duties 	
		  as assigned by the Board of Directors. All members have qualifications stated in the Securities and Exchange Act or in the rules and 	
		  regulations of the Securities and Exchange Commission or the Securities and Exchange Commission or the Stock Exchange of Thailand.
		  •	 3 Nomination and Remuneration Committees who provide suggestion about remuneration of the Directors, appointment of the 	
		  Board of Directors and sub-committee, nominate and propose the person whose qualification is suitable for being the Director; including 	
		  follow up and operate human resource activities, e.g. evaluation for bonus and salary increment, etc.
		  However, the Company may recruit other sub-committees to perform their assigned tasks to alleviate the administrative burden of the 
Board of Directors in the future.

		  (3)  Roles, Duties, and Responsibilities of the Board of Directors
		  The Board of Directors is responsible for determining the policy, vision, strategy, goal, business plan and budget as well as oversees 
the effective and efficient administration and management to ensure compliance with agreed policies and strategies within the framework of the law, 
the Company’s objectives, regulations and resolutions of the shareholders’ meeting. The Board will perform its duties with full competency to create 
value-added for long-term business, and manage the Company’s business carefully and prudentially to avoid conflict of interests. The Board will 
manage operation according to the following guidelines.

  		  Business Code of Conduct
		  The Company has written a procedure on the business code of conduct for the Board, the Audit Committee, and the working 
parties to use as a guideline. Its key issues are the discretion of the Company’s confidentiality, honest and law-abiding operations, respect of 
the legitimate rights of each other and caution of the resources, both internal and external environment. This important focus of ethics in 
business will bring integrity in performances and the efficiency of an internal control, resulting in faith in capital markets and confidence to 
establish credibility with investors.

  		  The Policy on Conflicts of Interest
		  The Company’s policy on conflict of interest is based on a principle that all employees are required to act only in the best interest 
of the Company. Any actions or decisions must be free from influences of the needs of themselves, their family, relatives, siblings or other 
parties of their own acquaintances. The policy covers two following issues :
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		  • Transactions :
The Company will consider the appropriateness before carefully making any transaction item or determining the price and condition of any 
transaction, as if the Company is making a transaction with a third party (Arm’s Length Basis). Also, the Audit Committee will consider and 
verify the necessity and reasonability of the transaction. The Company will make any transaction by following regulations, conditions, and 
procedures prescribed in the announcement of the Stock Exchange of Thailand and the announcement of Securities and Exchange Commission 
Thailand. In addition, the Company will reveal the said item in its annual report and registration statement (Type 56-1). This is done for the 
transparency of any transaction and to eliminate the problems of conflict of interest and other related situations.
	 •	 Other situations that can lead to conflicts of interest can be categorized as follows:
	 1. General investment: The Company will not allow its employees who are also shareholders, or those who benefit from its 
competitors, or vendors/suppliers who are in business contact with the Company to take part in any decision making regarding business 
relationship, unless approved by the Board of Directors.
	 2. Receiving gifts: Personnel of all levels should not receive gifts, transportation tickets, sport tickets, travel offers, accommodation 
or personal offers, etc., if such action can lead the Company to any binding conditions or make the Company lose profit.
	 3. Accepting work in academia or public service, a lecturer post, or any position: Personnel of all levels can ask the head of their 
department to approve the acceptance of work in academic institutions or public service, or a lecturer post or any position such as 
Company director or adviser that will help broaden their vision and offer them experience. However, all personnel are not allowed to involve 
the Company or their positions in the Company with any external activity, unless approved by the Board of Directors.

  		  Internal Control
		  The Company has an internal control system to give the investors’ confidence that the Company operates efficiently and increase 
the financial budget credibility. From the end of 2010 until now, the Company has hired Well Planning Solution Co., Ltd, who has its professional in 
internal control with experiences of internal audit for many listed companies., to be an internal auditor of the Company.
Moreover, Miss Hassaya Jaibuchasak, an internal inspector of Well Planning Solution Co., Ltd, has been appointed to report the result of the 
internal inspection to the Audit Committee at least once every three months.

		  (4) The Board of Directors’ Meeting
		  The Board of Directors has set to held at least one meeting every three months as well as other special meetings if necessary. A 
monthly report is also expected to be compiled and distributed among the Board of the Directors to help them direct, control and supervise the 
operation of the management section promptly and continuously. A meeting invitation has to be sent to the Board of Directors for consideration at 
least seven days before a meeting is held, except in urgent cases to protect the Company’s rights or profits. The Board of Directors can ask for any 
extra information from the secretary if needed.
		  The Chairman and Chief Executive Officer will consider the agenda, and each member of the Board can also propose an agenda. 
The Chief Executive may join the Meeting in order to give extra information in certain occasions.

		  (5) Remuneration
		  The Company has its policy to provide the remuneration of the Board of Directors and Audit members at the level which can motivate 
them to maintain the desired qualities. The remuneration will be at the same level as that of other groups in the same industry, and is linked to the 
Company’s performance. The remuneration of the Board of Directors must be approved in the Shareholders’ Meeting.
The remuneration of the Managing Director and Chief Executive is set to match their responsibilities and authorities according to the rules and  
policies determined by the Board of Directors for the highest benefits of the Company. The level of remuneration, including salary, bonus and       
long-term incentive, is set in accordance with the performance of the Company and each Director.

		  (6) The Board of Directors and Executives’ Development
		  The Board of Directors supports and provides training and workshops to all employees who are involved in the Corporate Governance 
system, such as the Directors, Audit Committees, and Executives, in order to continuously help improve their performance. Training and workshops 
may be arranged in the office or at other external institutes.
		  If there is any change in the Board of Directors, the Company’s secretary will provide useful documents to the new members, as well 
as arrange for advice on the business type and model to be given to the new Boards of Directors.
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Insider Trading Policy
	 The Company has its policy and procedure which cover monitoring the Directors and senior management about their usage of inside 
information for their interests as follows;
	 1.	 To provide knowledge for the Directors and other managements about their responsibilities to report  changes in securities holding of 
them, their spouse, and minor children to The Securities and Exchange Commission and Stock Exchange of Thailand. This complies with Section 59 
and the announcement of The Securities and Exchange Commission No. SorChor. 12/2552 prescribed “Preparation and Disclosure of Report on 
Securities Holding of Director, Executive and Auditor”, and the penalty stated in Section 275 of the Securities and Exchange Act B.E. 2535.
	 2.	 The Company assigns the Executives to report changes in securities holding of them, their spouse, and minor children to The Securities 
and Exchange Commission and Stock Exchange of Thailand. This complies with Section 59 and the announcement of The Securities and Exchange 
Commission No. SorChor. 12/2552 prescribed “Preparation and Disclosure of Report on Securities Holding of Director, Executive and Auditor”. Thus, 
the Company is able to monitor shares selling/buying of all Executives.
	 3.	 The Executives who are informed any material inside information, which has some impact on securities’ price change, must stop their 
securities buying/selling for 1 month before publishing such financial statement or inside information. They must not exploit such material information 
to others. If any person in the Board of Directors or Executive Committee uses the inside information to cause some damages to the Company or 
the Shareholders, The Board of Directors will consider the penalty appropriately. If the person in other level exploited the inside information, the 
penalty will be considered by the Executive Committee.

Auditor’s Renumeration
	 1.	Audit Fee 
In 2018 The company paid audit fees to DIA International Co.,Ltd  in the amount of 1,400,000 Bath. And the member of auditor team consist of	
	 1. Mrs. Suwimol 	 Krittayakean 	 Permit no. 2982
	 2. Mr. Nopphayak 	 Phitsanuwong	 Permit no. 7764
	 3. Ms. Supaporn 	 Mangchit 		 Permit no. 8115

	 2.	Non-audit Service
In 2018 the company and affiliate company didn’t get the services form DIA International Co., Ltd.

Personnel
	 1.	Number of employees and remuneration 
	 Number of the Company’s employees (exclude Executives) categorized by business line are shown below; 

Remarks: In 2018 the company has modified the new structure of organization effective on March 1, 2019.
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	 The company has paid monetary allowance to employees  (executives excluded) in forms of salary, bonus, ESOP and others such as OT,
allowance, commission, Branch management fee, product maintenance fee etc. in the beginning of 2017 and 2016, there were 1,257 employees and 
1,095 employees  were paid in monetary form for 388.66million Baht and 308.08million Baht respectively.

	 2.	Provident Fund
	 The Company has organized the provident fund named “Sinsathaporn Registered Provident Fund” which is managed by BBL Asset 
Management Co., Ltd. Both the Company and employees will make monthly deposit of their part at 3% - 5% of salary. Establishment of the provident 
fund has the objectives to create employees’ moral and to attract them to work with the Company in long term.
	
	 3. Employees Training and Development Policy 
	 The Company has a policy to make continuous improvement for its employees. The key objective of the policy is to develop employees’ 
knowledge and understanding in performing their duties efficiently. This is the way to develop career path of employees and to focus on increasing 
competitive advantage. In addition, the Company also has the policy to enhance good practice culture for employees so that they can work              
simultaneously in the same direction and focus on identity of organizational culture. As a result, the Company has developed “BEAUTY CORE 
VALUE” campaign to support such policy. 
	 All shops’ staff will be trained about all products’ details and specification, including make-up method, personality development, service, 
sales technique, communication with customers, making suggestion to customer, sales promotion, products arrangement, including using of POS 
which is linked with the Company’s program. Total training periods are 14 days to completely cover key contents. In addition, all staff will be tested 
before working to ensure that all shops are efficient in the same standard.	
	 However, the staff in other departments will receive both internal and external training according to their function to improve the skill on 
their responsible jobs.

	 4. Safety, Hygiene and Working Environment
	 The company has set the policy as follows: Will develop a management system for safety, occupational health and work environment in 
accordance with other laws and regulations, holding work safety is the duty and responsibility of every employees and allowing all employees to 
participate in the project, having the right to propose opinions to improve working conditions and work methods to be more secure, developing and 
encouraging employees to have knowledge, creating awareness for employees at all levels to realize the importance and will provide support for 
resources, budgets, time, personnel and relevant resources appropriately in the implementation of the safety, occupational health and work environment 
management system.

Internal Control
	 The Company focuses on implementing an efficient internal control system that contributes to the goals achievement, thus, the Company 
is emphasizing on the internal control system that sufficiently and appropriately covers every business activity in order to improves the efficiency and 
the effectiveness of the Company’s business operation as well as the use of resources and assets management. The Company also implements the 
credible accounting and financial report system, in accordance with the related laws, rules, and regulations of the Company’s business operation. 
The Company ensures that its internal control system operates independently while evaluating its performance, and sufficient to govern various 
internal operations. The Company’s Board of Director assigns the Audit Committee with the tasks to validate the performance of the Company’s 
internal control system and to provide a suggestion for further improvement of the internal control system regularly. 
	 At the Board of Directors Meeting no. 1/2561 on 22nd February 2018, the Audit Committee has attended this meeting. The Board of 
Director has evaluated the internal control system by inquiring the Audit Committee on the sufficiency of the Company’s internal control system on 
5 elements namely :
	 (1) Organization and Environment 
	 (2) Risk Management 
	 (3) Supervision of the management’s operation
	 (4) Information and data communication system
	 (5) Monitoring System
	 After the evaluation, the Board concluded that the Company had sufficient internal control that governs the transaction with its major 
shareholders, directors, executives, or related parties; and 5 internal control elements were appropriate and sufficient to protect the Company’s assets 
against any misuse or unauthorized use of such assets by the executives; and that the Company’s internal control system is independent in the 
monitoring and evaluating the result of the internal control. Moreover, the Company had an important document archival system that allows the 
directors, the auditor, and a person with legal authority to access and review them within an appropriate period.

	 Remark from the auditor on the Company’s internal control system 
	 -None-
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The Internal Audit Policy
	 The Company prioritizes on having a good and sufficient internal control system that is able to control the related risks of its business at 
an acceptable level. For this reason, the Company determined the policy, regulation, and working manual in written that covers all important working 
process; and the Company has clearly divided the authority base on check and balance principle. However, in order to ensure the integrity of the 
Company’s internal control and the continuous improvement in the long run, in 2017, the Company appointed a knowledgeable entity, namely, IA 
Signature Company Limited, who has an extensive experience on serving as an internal auditor for many incorporated companies, to serve as the 
Company’s internal auditor and to present the result of the internal auditing to the Audit Committee, at least every 3 months. 

Remark from the internal auditor
	 In 2017, IA Signature Company Limited has evaluated the risk of the business operation of the Company and presented the result 
to the Audit Committee, including set an internal audit plan for 2018 by prioritizing the auditing process with the level of influence of any 
individual operation on the Company’s operation and this plan has been approved by the Audit Committee. Subject to the plan, the Internal 
Auditor has audited, firstly, the major processes that had significant effects toward the Company’s operation. In 2018, the Internal Audit has 
evaluated the sufficiency of the Company’s internal control system and checked the 3 main processes of the Company’s internal control 
system, namely:
	 (1) Auditing the IT General Control in March 2018.
	 (2) Auditing the storefront sales process in June 2018.
	 (3) Auditing the warehouse management and delivery process in October 2018.
	 Whereas the Internal Auditor believes that the Company set the guideline for its internal control that allows its operation to be done 
efficiently and effectively. 
	 However, the Internal Auditor also found some aspects that have not been managed appropriately, and therefore, presented 
recommendation for further improvement to the Company. The Company recognized and prioritized on implementing the recommend improvement, 
whereas the Internal Auditor has presented its internal auditing report, as well as the progress report on such as improvement, to the Company’s 
Audit Committee continuously, as follow.
	 1. The result of auditing the IT General Control
	 1.1 Organizing the information system department
The Company specifies the authority to manage the computer system properly, in accordance with the position of the IT personnel. 
	 1.2 Accessing the program and data
The Company has configured the password standard to access the computer system and setups the password expiration. 
1.3 Data backup and restoring the backup data
The Company requires the test for restoring the backup data whereas the owner of that data must participate, sign and acknowledge every test 
result.
	 1.3 Data backup and restoring the backup data
The Company requires the test for restoring the backup data whereas the owner of that data must participate, sign and acknowledge every test 
result.

	 2. The result of auditing the storefront sales process 
	 2.1 The efficiency of the storefront sales and service providing 
The Company instructs its sales operation department to gather the unsolved problems from the storefront performance evaluation and analyze 
them in detail.
	 2.2 The efficiency and the effectiveness of the sales promotion 
The Company instructs the IT Department and the Sales Operation Department to find and implement a guideline for promotion management 
that presents more complexity and variety and is easy to use.

	 3. The result of auditing the warehouse management and delivery process 
	 3.1 Warehouse management
		  3.1.1 Inventory database management
The Company instructs the Product Development Department, the Procurement Department, and the IT Department to manage the inventory 
database, especially the production formula that is no longer used. 
		  3.1.2 Inspecting the delivered products 
The Company instructs its employees to strictly follow the operation procedure.
		  3.1.3 Inventory control and storage
The Company instructs the key responsible person for each section to prepare and present the summary report on inventory receiving of each 
branch for the last 3 months, in order to summarize the statistical data on delayed delivery. 
	 3.2 Products preparation and delivery 
The Company instructs its employees to always sign the inventory requisition/return form, especially for the case where there is any editing made 
to the document.
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	 Measure or procedure of approval for related party transaction
	 The Company has the policy in performing the related party transaction with transparency under concern on fairness and maximum benefit of the 
Company. In entering to perform transaction with the party who may have conflict of interests, such issue shall be proposed to  the Audit Committee for      
consideration and approval on performing such related party transaction for maximum benefit of the Company and for protection of the investors and the    
related parties of the Company. Such related party transaction shall comply with rules, regulations, announcements, orders, or requirements of SEC, Stock 
Exchange of Thailand, or relevant laws. The party who may have conflict of interests or gain and loss in performing the related party transaction has no right to 
participate in approving such transaction. 
	 In case of the related party transactions in ordinary trade such as purchase of product and sale of product, etc., the Company has the policy to 
define the conditions according to the nature of normal trade operation in market price which is comparable with price sold to the third party. The Audit         
Committee of the Company shall consider and remark opinions to the Board of Directors every quarter. The reasonability of the transactions shall be considered 
from market price including condition and necessity that affect the operation mainly for maximum benefit of the Company.
  
	 Tendency of related party transactions in the future
	 In the contingent related party transaction in the future, the conditions shall be in line with the nature of general trade by referring to 
the appropriate market price and conditions. The Company and/or Group of Companies shall allow the Audit Committee and/or independent 
director to remark their opinions about the commission rate as well as necessity and appropriateness of such transaction. If any transaction 
occurs with the party that may have conflict of interests in the future, the Company shall comply with rules, announcements and/or regulations 
of the Office of Securities and Exchange Commission and/or Stock Exchange of Thailand. The Company may assign the independent expert 
or the auditor of the Company to remark the opinions on such related party transaction for use as decision making support of the Board of 
Directors or the shareholders as the case may be. The Company shall disclose the related party transaction in notes to financial statements 
audited by the auditor and in Annual Registration Statement of the Company.

ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

117



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

118

 
 

Report of the Committee Responsibilities
to the Financial Statement

	 The Board of Directors is responsible for the financial position of Beauty Community Public Company Limited, including all financial 
information appearing in the annual report, which is prepared under the general accepted Thai Accounting Policy, and enclose with important 
information for the benefits of shareholders and general investors. 
	 In this regard, the Board of Directors has assigned Audit Committee to audit and report the performance in the financial statement 
to the Board of Directors. The Opinion of Audit Committee will be presented in the report of the Board of Directors as appeared in this annual 
report. 
          The Board of Directors believes that, the internal control system of the Company is conducted with transparency and can create the 
confidence that the financial statement of Beauty Community Public Company Limited for the year ended December 31, 2018 is reliable and 
presented according to the general accepted Thai Accounting Policy.

 

			              (Lt.Gen.Padet Charuchinda)			   (Dr. Suwin Kraibhubes)
                  	             Chairman of Board Director		              Chief Executive Officer
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	 The Independent Audit Committee of Beauty Community Public Company Limited on January 15, 2019 is consisted of 3 persons as 
follows : 
	 1.	 ASSOC.PROF.DR.Vichit	 U-on		  Chairman of Audit Committee
	 2.	 Col. Attapon 		  Srisangwarn	 Audit Committee
	 3.	 Mr. Viboon 		  Pojanalai		  Audit Committee
	 The Audit Committee mentioned above are qualified auditors according to the announcement of Stock Exchange of Thailand 
on Qualification and Scope of Audit Committee (Edition 2) B.E. 2552 (2009).
	 In year 2018, the Audit Committee had conducted 4 meetings and the Audit Committee had performed their duty with 
prudence, and used their knowledge and capabilities according to the scopes, duties, and responsibilities to perform the given mission 
independently. The Audit Committee had performed their duties such as, being the co-manager, internal auditor, and auditor for the 
benefits of all stakeholders, which can be summarized as follows:
	 1. Verify the accuracy and the adequacy of disclosure of the quarterly and annual financial statement year 2018 of the 
Company, in order to ensure that the accounting system and report of financial statement is prepared under the general accepted Thai 
Accounting Policy with adequacy, completeness and confidence.
	 2. Verify the internal audit and internal control system, in order to ensure that the Company has an appropriate and effective 
internal audit and internal control system.
	 3. Ensure that the operations of the Company is compliance with the guidelines set forth by the Securities and Exchange 
Commission, Regulations of the Exchange Commission, and other laws related to business of the Company.
	 4. Ensure the adequacy and effectiveness of risk management.
	 5. Advise and Supervise the Company to conduct the business with Good Corporate Governance, in order to ensure the 
transparency of operation, including the disclosure of related records or records that might contain conflicts of interests.
	 6. Propose the appointment and remuneration of the auditors of the Company, in order to grant the approval from the 
shareholders’ meeting.
	 According to the internal control system, the opinion of the Audit Committee suggested that the internal control system of 
the Company is overall in good position, in which the report is prepared under the general accepted Thai Accounting Policy with 
adequacy, completeness and confidence. Moreover, the Company has an adequate risk management system, with Good Corporate 
Governance, including with the steadily improved operational quality.
 

										                   (ASSOC.PROF.DR.Vichit U-on)
	           								                Chairman of Audit Committee

Report of Audit Committee 
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Financial Position and Overall Operation 
Report of the Auditor

	 Financial Statement for the year ended December 31, 2018
	 The opinion of Miss Suvimol Krittayakiern, Certified Public Accountant No.2982 from DIA International Audit Co., Ltd., presented that 
financial statement present fairy, in all material respects, the financial position of the Company as at December 31, 2018, the financial              
performance and cash flows for the year then ended in accordance with The Financial Reporting Standards.

	 Financial Statement for the year ended December 31, 2017
	 The opinion of Miss Suvimol Krittayakiern, Certified Public Accountant No.2982 from DIA International Audit Co., Ltd., presented that 
financial statement present fairy, in all material respects, the financial position of the Company as at December 31, 2017, the financial              
performance and cash flows for the year then ended in accordance with The Financial Reporting Standards.
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Summarized of financial statement of Beauty Community Public Company Limited

Statement of Financial Position
For the year ended December 31, 2018, 2017 and 2016
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	 * Percentage rate of gross profit is calculated from dividing gross profit value with main sales revenue (other revenues excluded) which is in accord-

ance with gross profit rate that is disclosed in significant financial ratio.

Statement of Comprehensive Income 
For the year ended December 31, 2018, 2017 and 2016

Statement of Cash Flow
For the year ended December 31, 2018, 2017 and 2016
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Significant Financial Ratio
For the year ended December 31, 2018, 2017 and 2016

Note: * EPS In 2018Calculated from authorized capital for 3,006 million shares, its value is 0.10 Baht/share.In 2017 Calculated from authorized capital for 3,002  million 

shares, its value is 0.10 Baht/share. In 2016 Calculated from authorized capital for 3,000 million shares, its value is 0.10 Baht/share.
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Explanation and analysis of financial position and overall operation
	 • Previous Overall operation
	 Beauty Community Public Company Limited was established on 19 October 2000 (originally known as Monapolitan Company 
Limited) operating retail business of beauty products such as Make-up, skin care, food supplement and accessories. In present day, these 
products are distributed in retail shops such as Beauty Buffet, Beauty Cottage and Beauty Market. Moreover, the Made in Nature brand is 
a product brand. our products are bring distributed through Modern Trade, Supermarket, Convenience Store, Catalog, E-Commerce and 
Traditional Trade.
	 Beauty Buffet, Beauty Cottage and Beauty Market distributed their products through retail shops. In which, the Beauty Buffet is 
best in distributing both skin care and make-up products, while Beauty Cottage, Focuses on distributing natural products for skin care. 
Made in Nature being distributed by Modern Trade and Traditional Trade, Supermarket, Convenience Store, Catalog, E-Commerce channel, 
in order to reach the target groups of customers in wider range.
	 Most products for Beauty Market are naturally made daily used products such as shower cream and skin lotion by having the 
concept of presenting mixture of Super Market and Beauty Shop concept. Beauty Market is beauty specialty store that mainly sell beauty 
products. Hence, creates the difference and novelty in beauty shop industry. 
	 The Company has continuously expanded the branches of retail shops both Bangkok and its vicinity, including other provinces 
all over Thailand. In 2018, the company had total revenue of 3,501.24 million baht from 2017 with total revenue of 3,735.37 million baht, 
which is decrease about 6.27% of growth rate. The net profit of the Company in 2018 and 2017was 991.59 million Baht and 1,229.32 million 
Baht or 28.32% and 32.91% to total revenue respectively. Hence, the company’s performance has decreased in the year 2018 due to the 
impact of Suppression of illegal products of other company (FDA) makes customer more cautious in buying cosmetics. In addition, the 
current news of the FDA has effected the export of products to China. It has been more stringent inspection products. Therefore, it take a 
longer time for wholesaler to import products. Including being affected by Chinese tourists decreased. In addition, various promotion were 
initiates to boost sales. 
	 The Company has assigned the projects to develop new concepts of products that are related to beauty, health and lifestyle, 
which are the Company’s specialist, in order to  meet various needs of consumers. Moreover, the Company continue to expand the 
branches and increase the distribution through E-commerce so that consumers can access products easily.
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	 • Operation Analysis for year 2018 and 2017
	 Company’s operation analysis in 2018 and 2017 are as follows:

	 Revenues

	 Total revenue of the Company in 2018 and 2017 was 3,501.24  Million Baht and 3,735.37  million Baht respectively, which is decrease about 
6.27% of growth rate. The income from sales of the Company was mainly came from distribution through cosmetic retail shop by having average distribution 
proportion around 2,249.10 million Baht or 64.24% to total revenue, franchises around 11.43 million Baht or 0.33% to total revenue, oversea channel around 
708.06 million Baht or 20.22% to total revenue, consumer product channel around 480.58 million Baht or 13.73% to total revenue, E-Commerce channel 
around 9.32 million Baht or 0.27% to total revenue, other channel around 8.12 million Baht or 0.23% to total revenue, and other revenue around 34.63 
million Baht or 0.99% to total revenue, 
	 Therefore, the company’s performance has decreased in this period due to many factors : the impact of Suppression of illegal products of 
other company (FDA) makes customer more cautious in buying cosmetics. In addition, the current news of the FDA has effected the export of products 
to China. It has been more stringent inspection products. Therefore, it take a longer time for wholesaler to import products. Including being affected by 
Chinese tourists decreased as mentioned above. But the company will continue to develop and offer new products to customers continuously. To make 
the brand recognized by customers both in the country and abroad. Including to support the direction of Chinese tourists that are expected to be better 
in 2019 and support the policy to expand the market to foreign countries in 2019 
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	 The income of the Company was mainly came from expansion of retail shops like Beauty Buffet and Beauty Cottage and also Beauty 
Market and product brand that providing distribution channels to modern trade and traditional trade, Supermarket, Convenience Store, 
Catalog, E-Commerce, Retail shop and wholesalers (Traditional trade) as follows.

	 (1) Revenue from Beauty Buffet
	 In 2018 and 2017 , the income was 1,902.59  million Baht and 2,092.81 million Baht or 54.34%  and 56.03%  of total income respectively. The 
growth rate decreased 9.09%  which resulted from branch expansion in every region of Thailand. At the end of 2018, there were 265 (including 
2 franchises), increasing 4 shops from 261 shops at the end of 2017 . Shops in CLMV was 10  shops in year 2018  decreasing 6  shops from 
16  shops at the end of 2017 . Total revenue by product of Beauty Buffet for Skin Care, make-up, accessories and food Supplement, the average 
distribution proportions were 81.36%, 16.78% , 1.77%  and 0.09%  respectively.  
	 Apart from distribution through retail shops operated by the Company, Beauty Buffet products are also distributed through other channels 
such as franchises appointed by the Company, Beauty Market shop, consumer product, E-commerce and wholesalers who sell the products in area 
where none of the company branches are existent including wholesale to foreign customers as the Company has had a policy of abroad distribution 
through agent in term of wholesale, and  distributed through consumer product channel. The average turnover via such channels were about 0.36%  
(franchises) and the rest was 38.30% of total turnover respectively.

	 (2) Revenue from Beauty Cottage
	 Beauty Cottage by the end of 2018 , the Company has already opened 76  branches of Beauty Cottage increasing 1  shop from the end 
of 2017 with 75 branches. In 2018 and 2017 , the income was 293.05 million Baht and 393.57  million Baht. The growth rate decreased 25.54% . 
Beauty Cottage has focused on presenting products produced from diverse types of natural extracts with outstanding skin care property. Therefore, 
the average proportion of skin care turnover was 42.78% compared to total turnover of Beauty Cottage while the average proportions of Make-Up 
and Accessories were 54.98%  and 2.24% respectively. Beauty Cottage products have also distributed to Beauty Market, consumer product, 
E-commerce and wholesalers same as Beauty Buffet with the proportion of distribution about 6.07%  of turnover without any distribution through 
franchise. 

	 (3) Revenue from Beauty Market
	 The concept of Beauty Market were introduced during the third quarter of 2013 which is the supermarket of beauty, in 2018  and 2017 , 
the revenues were 53.46 million Baht and 64.38  million Baht in respective order, which is decrease about 16.97%  of growth rate. This is due to the 
Company’s branching expansion in order to access larger customer scale. By the end of 2018 , there are a total of 7  branches established nationwide 
which same as. Meanwhile, the total sales of make-up products, facial care, body care, food supplements, beauty accessories, hair care, perfume 
and body hygiene were approximately 39.29%, 30.16%, 19.97%, 4.21%, 2.91%, 2.70%, 0.68% and 0.08%  in respective order. By the way, Beauty 
Market had revenue from the own brands were 12.69% and 3rd party brands were 87.31% .

	 (4) Revenue from Franchises
	 The total revenues of products under the franchise channel by 2018  and 2017  were 11.43 million Baht and 24.43  million Baht in respective 
order, which is decrease about 53.21% of growth rate. In present there are 2  branches and the Company has not had any policy of additional franchising.  

	 (5) Revenue from Oversea
	 Oversea, by 2018 and 2017  were 708.06  million Baht and 661.31  million Baht in respective order, or approximately 7.07%  of growth 
rate. The distribution through overseas wholesalers. due to the company has a policy to sell abroad through agents in wholesale term. Including the 
assignment of distributors in that country to sell products under the company’s brands.

	 (6) Revenue from Consumer Product 
	 Consumer product. by 2018  and 2017  were 480.58  million Baht and 459.71  million Baht in respective order, or approximately 4.54% 
of growth rate. The Company debuted products through the channel of big-sized super stores or modern trade such as Big C Supercenter, Tesco 
Lotus, and Tops Supermarket, including distributed through convenient stores, catalogs, traditional trade and duty free shop such as king power as 
well.

	 (7) Revenue from E-commerce 
	 E-commerce. by 2018 and 2017  were 9.32  million Baht and 6.90  million Baht in respective order, or approximately 35.12%  of growth 
rate. The distribution through (www.beautyplazaonline.com), which is our own website and distribution through 3rd party website such as Lazada, 
Shopee, Konvy, addition we are selling through social media such as Facebook, Instagram, Line@, Wechat, and Amazon.
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	 (8) Revenue from other channel, 
	 mainly came from sales for staff in welfare condition but the proportion was low compared to total revernue 2018  and 2017  
was 8.12  million Baht and 10.29 million Baht.

	 (9) Other incomes
	 Other incomes in 2018  and 2017  were 34.63  million Baht and 21.97  million Baht, respectively. Other incomes mainly came from interest received.

Cost of Goods Sold and Gross Profit
	 The cost of sales in 2018 and 2017  were 1,201.65  million Baht and 1,197.96 million Baht in respective order, or approximately 65.34% 
and 67.74%  of gross profit margin, respectively. Gross Profit Margin within 2018 was stagnated primarily due to a lateral consumer response on 
Beauty Cottage (BC) popular products in comparison to 2017 as Beauty Cottage typically holds high Gross Profit Margin yield. In addition, various 
promotions were initiated to boost domestic sales and increase the sales proportion of both overseas channels and Consumer Products (overseas 
channels and Consumer Products retain lower Gross Profit Margin).
	 As the Company has had no policy of goods production by itself, the main component of cost of sales is cost of goods production order 
for Beauty buffet, Beauty Cottage and Beauty Market or its proportion has been more than 99% of total cost. Such proportion has been quite stable 
in each year due to quite low rate of fluctuation in production order price. The Company will yearly plan the production order and launch of new 
products, resulting the Company’s flexibility in update of sales price determination conforming to production order cost. Other costs of sales were 
included goods transportation cost, tax and other expenses for import and their average proportion was approximately 0.15% of total cost of sales.   
	 In part of Made in Nature products, their cost structure has been different from other types of products due to the distribution of the 
Company through modern trade and traditional trade. This distribution is the term of outright sale that the owner will charge 2 portions of expense 
including the first portion for entrance fee of around 5,000-1,500,000  Baht by item (book keeping as sales expense) and  profit share from sales for 
around 25-40% (book keeping as deduction amount from turnover). Such expense has been different depending on the terms of each department 
store. 
	 Anyhow, the terms of product distribution for both outright sales and consignment have affected the cost of sales of Made in Nature 
products to be in higher level than Beauty Buffet and Beauty Cottage. However, this kind of distribution will help reduce selling expense of the 
Company such as salesperson expense, rental fee, training cost, commission, etc., causing net profit ratio of distribution of Made in Nature products 
to be in similar level with other products of the Company. 
	 Moreover, in 2018  and 2017 BEAUTY distributed product in the term of consignment with both catalog and online channels such as King 
Power, 24Shopping, Friday Catalog and web Lazada, Konvy, etc. The product price is in same rate with sales through consumer product channel. 
These revenue was approximately 9.68%  to total revenue.

Selling and Administrative Expense
	 Selling expense in 2018 and 2017  was 800.23  million Baht and 723.90  million Baht respectively or its proportion of 22.87%  and 19.38% of 
total revenue respectively. The selling expense mainly was rental fee for branch operation of retail shops, in 2018 and 2017 , rental expense was 8.13%  
and 7.26%  of total revenue respectively. Other important selling expenses included employee expenses included commission of salespersons, in 2018  
and 2017  estimated for the average proportion of 6.98%  and 6.32%  of total income respectively. In addition, in 2018 and 2017 advertising and sales 
promotion expenses, average of 6.16% and 3.40% of total income respectively. The proportion of selling expense to total income in 2018 increased  from 
2017  due to advertisements at the airports and billboards.  Including sales promotion to promote new products and existing products to boost sales 
volume while the economic is recessions. 
	 Administrative expenses in 2018  and 2017 were 265.95 million Baht and 280.09 million Baht respectively or its proportion was 7.60% and 
7.50% of total revenue respectively. The administrative expense mainly was employee expenses. In 2018and 2017, this expense proportion is 5.14% and 
5.49% of total income. Other administrative expenses included travelling cost, training cost, bank charge, office expense, and other expenses.  
Anyhow, in 2018, such proportion increased due to total income decreased while some administrative expenses was close to last year. Except, 
depreciation expense in 2018  and 2017  was 25.53 million Baht and 22.43  million Baht. Increased 3.10  million Baht or 13.82% . Due to the 
Company invested in new system (MICROSOFT DYNAMICS AX 2012)and various servers in order to improve and support accounting information system, 
which the Company started using in the 2nd quarter Y2018, causing the depreciation to increase. The cost saving program has been applied in order to 
control the controllable expenses for optimum efficiency. 
	 Gross Profit Margin within 2018 was stagnated primarily due to a lateral consumer response on Beauty Cottage (BC) popular products in 
comparison to 2017 as Beauty Cottage typically holds high Gross Profit Margin yield. In addition, various promotions were initiated to boost domestic sales 
and increase the sales proportion of both overseas channels and Consumer Products (overseas channels  and Consumer Products retain lower Gross 
Profit Margin)

Net profitิ       
	 The Company’s net profits in 2018 and 2017  were 991.59 million Baht and 1,229.32 million Baht respectively or the proportion was 
28.32% and 32.91% respectively. Net profit decreased mainly came from sales and gross profit decreased and cost of sales increased but the 
company has the ability to control costs quite well.



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

130

	 (4)	 Inventories at the end of 2018 and 2017 were 592.84  million Baht and 409.74  million Baht respectively or it was 33.38%  and 17.54%  of 
total assets respectively. The Company’s inventories could be separated into finished goods, packages and supplies as shown in following table.

	 The Company has had no policy to produce products by itself but applied the production order by allowing the manufacturers to supply all materials 

used in production. Therefore, almost inventories of the Company have been in form of finished goods and packages with average value of 98.95%  of total 

inventories. However, finished goods will have policy for setting allowances of product devaluation and deteriorated products by considering from product aging 

day. For example, the allowance of skin care product has been set in faster rate than make-up and accessories due to their shorter sales life. If any products have 

been found damaged, expired or discontinued, the allowances will be 100% set for reserve. For packages, the allowance setting policy of the Company has been 

in the slower rate than finished goods since most packages can be used with many kinds of products and some parts can be reprinted for new labels in case of 

cancellation for product manufacturing. For supplies, most of them included employee uniform and other equipment and their devaluation and deterioration have 

already been set.

	 Financial Position Analysis for 2017 and 2016
	 Asset
	 Total assets of the Company at the end of year 2018  and 2017 was 1,776.14 million Baht and 2,335.49 million Baht respectively, 
which is decrease about 23.95% of growth rate.The main reason from Cash and cash equivalents, temporary  investment and long-term investments 
decreased from year end 2017 dividend payment and interim 2018 dividend payment and treasury stock. In addition, inventories and intangible 
asset increased. Which intangible assets from increasing efficiency of information systems and supporting sales and expanding sales to 
international markets. 
Current assets at the end of year 2018  and 2017  was 1,368.62 million Baht and 1,861.24 million Baht respectively or its proportion was 77.06%  
and 79.69%  of total assets respectively. The company’s current assets consisted of following main assets;
	 (1)	Cash and cash equivalent at the end of year 2018  and 2017 was 232.82  million Baht and 505.86  million Baht    respectively 
or its proportion was 13.11%  and 21.66%  of total asset respectively. 
	 (2)	 At the end of 2018  and 2017 , the Company had temporary investments for 460  million Baht and 800  million Baht respectively or 
25.90%  and 34.25%  of total assets respectively. It was short-term deposit with many domestic financial      institutions (Temporary investments 
consist of short-term deposit with financial institution due over 3 months but not over       1 year and without withdrawal restrictions).
	 (3)	Net account receivables at the end of year 2018  and 2017 were 61.71  million Baht and 91.34  million Baht    respectively or its 
proportion was 3.47%  and 3.91% of total asset respectively. The Company had account receivables in low proportion compared to total assets 
as the Company sell almost of its products in cash and the account receivable day was 8 days. The Company has granted trade credit to 
consumer product receivable, franchise receivable, oversea wholesale receivable, and company employees. However, the collection period still 
remained at the level of 8 days. Moreover, over than 1 year overdue account receivables were unavailable for the Company.
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	 Inventories that have been set for devaluation and deterioration allowance reserves were mostly bottle, box, and stickers. The products with 

discontinued product as well as damaged finished goods will be separated as damaged warehouse. In 2018  and 2017 , the Company set the allowance reserve 

in part of damaged product warehouse for 0.68 million Baht and 0.80 million Baht respectively. These amount was not so much due to the Company’s good stock 

management and destruction of damaged product. Such destruction has complied with all criteria of Revenue Department.     

	 At the end of 2018 and 2017, the Company had average inventory days for 150 days and 118 days respectively, However, if calculating inventory days 

only for finished goods by the end of 2018  and 2017, it will be 116  days and 89 days respectively and that has been reasonable for great amount of products 

reserved for retail shop sales. The Company needed to stock a large number of products for newly opened branches, stock for new product launching and solve 

the shortage problem. However, the Company has regularly checked aging day of inventories and managed them according to the remaining aging day for each 

type of product, resulting in 93.77% of inventories in normal warehouse of the Company has been the product with not over than one year aging day and this has 

been regarded as the availability of low deteriorated product risk. 

	 (5)	 Non-current asset by the end of 2018 and 2017 was 407.52 million Baht and 474.25 million Baht respectively or its proportion was 22.94% and 

20.31% of total asset respectively. Major non-current asset of the Company included property, plant and equipment, by the end of 2018 and 2017 were 269.55 

million baht and 288.57 million baht respectively 

	 Other significant non-current assets included long-term leasehold of retail shops at Mahboonkrong Department Store 1 with amortization for 7 years 

according to straight-line method and the contract expired in 2013. Anyhow, the Company has renewed such contract for 10 years more and this new contract 

will expire in 2023. In addition, other non-current assets included rental deposit that has continually increased from branch expansion and intangible asset 

included computer programs used for the Company’s operation.

	 However, in fundraising from the public in December 2012, the Company will utilize some money to invest for expansion of product distribution 

branches as well as invest for internal operation system improvement such as computer program system, new warehouse expansion, and new training center, etc. 

in order to support the business expansion in the future, resulting in increase in total asset of the Company after registration in the Stock Exchange. Currently, the 

new warehouse and new training center has been completed at 1st quarter Y2016. For computer system, the Company invested in new system development for 

improvement of information technology system: Enterprise Resource Planning (ERP) (accounting program) by already signing contract of programs MICROSOFT 

DYNAMICS AX 2012. The Company started using in the 2nd quarter Y2018

	 Liquidity
	 (1) Cash Flow Liquidity
	 Cash flow from operating activity of the Company in 2018 and 2017  was 719.07 million Baht and 1,336.53 million Baht respectively. Cash flow from 

investment activity in 2018 and 2017  was used in 350.23 million baht and 196.77 million baht respectively due to the temporary investments decreased for 340 

million and fixed assets investment such as building construction, purchase of equipment and office furnishings and investment for purchase of computer programs 

used for management. For cash flow from funding activity in 2018  and 2017, it was used in 1,342.33 million Baht and 850.77 million Baht respectively, which 

payment of dividend and treasury stock.

	 (2) Liquidity Ratio
	 In 2018  and 2017, the Company had liquidity ratio for 3.49 times and 3.04 times respectively which was in good level since the Company had quite 

high cash requirement from operation. However, when considering from cash cycle, it was seen that the Company’s cash cycle was better, in 2018  and 2017, 

the Company had cash cycle for 109 days and 78days respectively with main cause from increase in average inventory days and increase in account payable 

days. However, the Company still had adequate liquidity for such long-term cash cycle management, resulting independence for short-term loan from financial 

institutions.

	 Source of fund
	 Total liability of the Company by the end of 2018 and 2017 was 419.92  million Baht and 630.33  million Baht respectively. The important current liability 

has been as follows.

	 (1)	 Trade Account payable by the end of 2018 and 2017  was 137.67 million baht and 191.03 million baht respectively or its proportion was 7.75% and 

8.18% of total assets respectively. The account payable days was 49  days and 46  days respectively. Account payable decreased in 2018  due to product were ordered 

to support potential sales in 1st quarter 2018 and to support the policy to expanding to international markets in 2019.

	 (2)	 Other Account payable consisted of accrued expense, Revenue Department payable, assets payable etc. By the end of 2018 and 2017 , it was 141.56 

million baht and 242.89  million Baht respectively or its proportion for 7.97%  and 10.40%  of total assets respectively.  

	 (3)	 Shareholder’s equity by the end of 2018  and 2017  was 1,356.22 million baht and 1,705.16 million Baht respectively. In 2018, shareholder’s equity 

decreased from year end 2017 dividend payment and interim 2018 dividend payment and treasury stock. 

	 (4)	 Authorized share capital On April 25, 2016 the General Meeting shareholders of the Company, passed a resolution to approve the issuance and 

offering 22,610,000 units of warrants to purchase ordinary shares to the directors and management/employees of the Company (ESOP Warrant-1). On January 16, 

2017, the ESOP Warrant-1 No.1 were exercised to be ordinary shares 0.97 million shares and the Company has registered these shares with the Ministry of Commerce 

on January 25, 2017. The total of the ordinary shares is 3,000.97 million shares.

	 On July 17, 2017 the ESOP Warrant-1 No.2 were exercised to be ordinary shares 1.77 million shares and the Company has registered these shares with 

the Ministry of Commerce on July 26, 2017. The total of the ordinary shares is 3,002.73 million shares.
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	 On January 16, 2018 the ESOP Warrant-1 No.3 were exercised to be ordinary shares 2.11 million shares and the Company has registered these shares 

with the Ministry of Commerce on January 26, 2018. The total of the ordinary shares is 3,004.84 million shares.

	 On 22 February 2018, the Board of Directors Meeting approved the 2017 dividend payment be paid rate of THB 0.408 per share, amount of Baht 1,225.66 

million or 99.70% of net profit, for which the interim dividend was paid on 9 September 2017 at Baht 0.15 per share, amount of Baht 450.41 million, the remaining 

dividend to be paid at Baht 0.258 per share which will be paid on 18 May 2018. 

	 On July16, 2018 the ESOP Warrant-1 (2/2018) were exercised to be ordinary shares 1.37 million shares and the Company has registered these shares with 

the Ministry of Commerce on July 24, 2018. The total of the ordinary shares is 3,006.21 million shares.

	 On 10 August 2018, the Board of Directors Meeting approved the 2018 interim dividend payment at the rate of THB 0.162 share, totally THB 484.95 million 

or 90.01% to net profit, which be paid on 7 September 2018

	 On 9 July2018, the Board of Directors Meeting approved of Share Repurchase Program for Financial Management The maximum amount to be used for 

share repurchase is not more than 950 million baht. The number of shares to be repurchased is not over 64 million shares with a par value of 0.10 baht. The treasury 

shares will be 2.13% of the total shares sold. All have a 6 month project period from 24 July 2018 to 23 January 2019.

	 On July - August 2018, the Company repurchased totally 12.68 million shares at average price of Baht 7.84 per share, totally Baht 99.43 million.

	 On January 16, 2019 the ESOP Warrant-1 (1/2019) were exercised to be ordinary shares 0.65 million shares and the Company has registered these shares 

with the Ministry of Commerce on January 24, 2019. The total of the ordinary shares is 3,006.87 million shares.

	 Therefore, on 25 February 2019, the Board of Directors Meeting approved the 2018 dividend payment be paid to the shareholders of 3,006.87 million shares 

at the rate of THB 0.300 per share, amount of Baht 898.15 million or 90.58% of NPAT, for which the interim dividend was paid on 7 September 2018 at Baht 0.162 per 

share, amount of Baht 484.95 million, the remaining dividend to be paid at Baht 0.138 per share, amount of Baht 413.20 million which will be paid on 21 May 2019.

	 (5)	  Debt to Equity Ratio at the end of 2018  and 2017  was 0.31 times and 0.37  times respectively. It trivially decreased  due to more decrease  in total 

debts than decrease  in shareholder’s equity. It was seen that the Company used most of investment fund source from shareholder’s equity to run the business, 

causing low financial risk and availability of liquidity in business operation.

	 Audit fee
	 The financial statement of the Company was audited by Miss Suvimol Krittayakiern the Certified Public Account with license no. 2982 from D.I.A 

International Auditing Co., Ltd. with total expense in 2018  and 2017 for 1.40  million Baht and 1.30  million Baht respectively.

	 Factors Affecting Future Operation or Financial Position of the Company
	 Effect from Change of Distribution Channel
	 Made in Nature brand distributed through supermarket, modern trade and traditional trade. The cost of sales for such channel was higher than the 

distribution through retail shop channel that has currently been the major channel of the Company. If the Company had more sales proportion through this 

channel, it might likely cause decrease in gross profit margin of the Company. However, product distribution of both type of sales and consignment will reduce 

selling expense of the Company such as salesperson expense, rental fee, training cost and commission, etc., resulting in net profit margin of distribution through 

consumer product in similar level to other products of the Company. However, the Company has expected that the product distribution through this channel can 

access to consumers in wider range and it has expected that total income and net profit of the Company will increasingly in the future.

	 Moreover, For Beauty Market is the supermarket of beauty, The cost of sales for Beauty Market was lower  than the distribution through Beauty 

Buffet and Beauty Cottage retail shop due to this shop also sell the 3rd party brands that have lower gross profit margin than the own brand. However, the 

Company has expected that the product distribution through Beauty Market shop can access to consumers in wider range and it has expected that total income 

and net profit of the Company will increasingly in the future.



ANNUAL REPORT 2018
BEAUTY COMMUNITY PUBLIC COMPANY LIMITED

133

INDEPENDENT AUDITOR’S REPORT

To the Shareholders of BEAUTY COMMUNITY PUBLIC COMPANY LIMITED
Opinion

	 I have audited the accompanying financial statements of BEAUTY COMMUNITY PUBLIC COMPANY LIMITED (the Company), 
which comprise the statement of financial position as at December 31, 2018, and the statement of comprehensive income, statement of 
changes in shareholder’s equity and statement of cash flows for the year then ended, and notes to the financial statements, including a 
summary of significant accounting policies.

	 In my opinion, the accompanying financial statements present fairly, in all material respects, the financial position of BEAUTY 
COMMUNITY PUBLIC COMPANY LIMITED as at December 31, 2018, its financial performance and cash flows for the year then ended in 
accordance with Thai Financial Reporting Standards.

Basis for Opinion
	 I conducted my audit in accordance with Thai Standards on Auditing. My responsibilities under those standards are further 
described in the Auditor’s Responsibilities for the Audit of the Financial Statements section of my report. I am independent of the Company in 
accordance with the Federation of Accounting Professions’ Code of Ethics for Professional Accountants together with the ethical requirements 
that are relevant to my audit of the financial statements, and I have fulfilled my other ethical responsibilities in accordance with these 
requirements. I believe that the audit evidence I have obtained is sufficient and appropriate to provide a basis for my opinion.

Key Audit Matters
	 Key audit matters are those matters that, in my professional judgment, were of most significance in my audit of the financial 
statements of the current period. These matters were addressed in the context of my audit of the financial statements as a whole, and in 
forming my opinion thereon, and I do not provide a separate opinion on these matters.

Presentation of valuation of inventories 

	 As stated in notes 4.5 and 8 to financial statements, the Company has material amount of inventories in the financial statements 
as at December 31, 2018 for the amount of Baht 592.84 million presented at the lower of cost or net realizable value. The Company’s 
products are classified as goods in fashion and popularity in products and packaging has been rapidly changed with high competition. 
As a result, the inventories presented at the lower of cost or net realizable value must be made the significant substantive judgment 
and estimation by the Management in measurement. The significant judgment of the Management comprise the consideration of inventories 
aging analysis report, determination of selling price, discount or sale promotion estimates in order to stimulate sales volume in the future.  
The assumption for such matter used by the Management may affect to the presentation of inventories and expenses arose from providing 
allowance for devaluation of inventories in statement of comprehensive income (if applicable). 

I have obtained an assurance in respect of presentation of valuation of inventories, by included; 
	 • Obtained an understanding of the sale plan and selling price determination policy of the Management and sale promotion 
policy in order to stimulate sale volume to meet a target as expected by the Management.
	 • Assessed the significant judgment of the Management related to the expected selling price in the future. 
	 • Sample tested the preparation of inventories aging analysis report whether the preparation are conformed to the policy and 
corresponded with inventories aging, the calculation is corrected and allowance for devaluation is provided appropriately or not.
	 • Sample tested calculation of cost of goods to ensure that the cost is correctly recorded.
	 • Observed physical count of goods at branches and major warehouse in the defection of goods including checked such goods 
and report of goods for destruction and taken into appropriate consideration for providing allowance for devaluation.
	 • Compared cost of goods and net realizable value which calculated from selling goods after the end of year whether the cost 
of goods is lower than net realizable value or not.
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Revenue recognition from consignment
	 As stated in notes 4.1 to financial statements, the Company disposed its goods to the distributor by consignor channel in 
2018 amount of baht 338.94 million which such business had been recorded and recognized income in accordance with the accounting 
standard for revenue recognition from consignment since such transaction had material amount in the financial statements. In the 
consignment, the ownership will not be transferred by the consignors when delivered and consignors have a right to return of goods 
in various way and revenue from consignment will not be recognized until ownership is transferred to the third person. The consignor 
will not hold ownership or make payment until goods is sold to third person according to condition in the consignment agreement.
	 I have assessed and tested the effectiveness of internal control in order to ensure the accuracy and completeness of recording 
revenue recognition from consignment by.
	 • Obtained an understanding of operation procedure and internal control related to consignment.
	 • Checked by random supporting document of recording revenue recognition incurred during the year and at the end of the 
year for considering the possibility of unusual sale transaction.
	 • Checked the selling report and comparing with detail of inventories in the computer system at ending of the year and cut-off 
sale report that revenues is correctly recorded.
	 • Check by random by making reconcile monthly revenue in computer system with summary of sales from consignors.

Other Information
	 Management is responsible for the other information. The other information comprises the annual report but does not include 
the financial statements and my auditor’s report thereon. The annual report is expected to be made available to me after that date of 
this auditor’s report.
	 My opinion on the financial statements does not cover the other information and I do not and will not express any form of 
assurance conclusion thereon.
	 In connection with my audit of the financial statements, my responsibility is to read the other information identified above 
and, in doing so, consider whether the other information is materially inconsistent with the financial statements or my knowledge 
obtained in the audit, or otherwise appears to be materially misstated.
	 When I read the annual report, if I conclude that there is a material misstatement therein, I am required to communicate the 
matter to those charged with governance for correction of the misstatement.
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Responsibilities of Management and Those Charged with Governance for the Financial 
Statements

	 Management is responsible for the preparation and fair presentation of the financial statements in accordance with Thai Financial 
Reporting Standards, and for such internal control as management determines is necessary to enable the preparation of financial statements 
that are free from material misstatement, whether due to fraud or error.

	 In preparing the financial statements, management is responsible for assessing the Company’s ability to continue as a going 
concern, disclosing, as applicable, matters related to going concern and using the going concern basis of accounting unless management 
either intends to liquidate the Company or to cease operations, or has no realistic alternative but to do so.

	 Those charged with governance are responsible for overseeing the Company’s financial reporting process.

Auditor’s Responsibilities for the Audit of the Financial Statements

	 My objectives are to obtain reasonable assurance about whether the financial statements as a whole are free from material misstatement, 
whether due to fraud or error, and to issue an auditor’s report that includes my opinion. Reasonable assurance is a high level of assurance, but 
is not a guarantee that an audit conducted in accordance with Thai Standards on Auditing will always detect a material misstatement when it 
exists. Misstatements can arise from fraud or error and are considered material if, individually or in the aggregate, they could reasonably be 
expected to influence the economic decisions of users taken on the basis of these financial statements.

	 As part of an audit in accordance with Thai Standards on Auditing, I exercise professional judgment and maintain professional 
skepticism throughout the audit. I also:
	 • Identify and assess the risks of material misstatement of the financial statements, whether due to fraud or error, design and perform 
audit procedures responsive to those risks, and obtain audit evidence that is sufficient and appropriate to provide a basis for my opinion. The 
risk of not detecting a material misstatement resulting from fraud is higher than for one resulting from error, as fraud may involve collusion, 
forgery, intentional omissions, misrepresentations, or the override of internal control.
	 • Obtain an understanding of internal control relevant to the audit in order to design audit procedures that are appropriate in the 
circumstances, but not for the purpose of expressing an opinion on the effectiveness of the Company’s internal control.

	 • Evaluate the appropriateness of accounting policies used and the reasonableness of accounting estimates and related disclosures 
made by management.
	 • Conclude on the appropriateness of management’s use of the going concern basis of accounting and, based on the audit 	
evidence obtained, whether a material uncertainty exists related to events or conditions that may cast significant doubt on the Company’s ability 
to continue as a going concern. If I conclude that a material uncertainty exists, I am required to draw attention in my auditor’s report to the 
related disclosures in the financial statements or, if such disclosures are inadequate, to modify my opinion. My conclusions are based on the 
audit evidence obtained up to the date of my auditor’s report. However, future events or conditions may cause the Company to cease to            
continue as a going concern.
	 • Evaluate the overall presentation, structure and content of the financial statements, including the disclosures, and whether the    
financial statements represent the underlying transactions and events in a manner that achieves fair presentation.

	 I communicate with those charged with governance regarding, among other matters, the planned scope and timing of the audit and 
significant audit findings, including any significant deficiencies in internal control that I identify during my audit.

	 I also provide those charged with governance with a statement that I have complied with relevant ethical requirements regarding 
independence, and to communicate with them all relationships and other matters that may reasonably be thought to bear on my independence, 
and where applicable, related safeguards.

	 From the matters communicated with those charged with governance, I determine those matters that were of most significance in the 
audit of the financial statements of the current period and are therefore the key audit matters. I describe these matters in my auditor’s report 
unless law or regulation precludes public disclosure about the matter or when, in extremely rare circumstances, I determine that a matter should 
not be communicated in my report because the adverse consequences of doing so would reasonably be expected to outweigh the public interest 
benefits of such communication.
 
									         D I A International Audit Co., Ltd.

									         (Mrs. Suvimol   Chrityakierne)
									         C.P.A. (Thailand)  
									         Registration No. 2982
									         February 22, 2018
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APPENDIX 1
Detail of Executive and Regulator of the Company

on December 31, 2018
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APPENDIX 2

Details of board, Executive, and Controlling  person’s tenure
Of the company in related companies

Details of executive and controlling person’ s tenure of the company in 
related companies.

Date: December 31, 2018

A= Chairman,  B= Director, C= Executive Board, D= Executive
E= Advisor/Board of Advisors

X= Chairman of the Audit Committee,  Y= Audit Committee, Z= Independent Director
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APPENDIX 3

Assessment of Sufficiency of Internal Control System
Beauty Community Public Company Limited

  
Date: December 31, 2018
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APPENDIX 4

Beauty Community Public Company Limited
Statement of Financial Position as at December 31, 2018
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