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OISHI Together, Moving Forward Stronger

Over the past year, the OISHI Group has successfully maintained
stability and resilience despite the challenges brought on by
the COVID-19 pandemic crisis. Moreover, the group has remained

a leading brand in the food and beverage sector both domestically
and regionally, thanks to strong teamwork, collaborative efforts,
and unwavering determination from every staff member including
management, manufacturing, and distribution teams as well as
service personnel.

We will continue to strive for innovation and offer services and
products that meet and exceed customers’ ever-changing needs.
This commitment is proof as to why OISHI products have continuously
won the hearts and minds of consumers throughout the years
even during these challenging times.

With a great emphasis being put on procurement management
in a professional, efficient, transparent, and ethical manner, we
are certain that we have the power to maintain happiness of our
shareholders, customers, business partners and all stakeholders
who trust and support the Company.
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Message from The Chairman

Dear Shareholders

2021 was a very challenging year due to the situation of Covid-19 pandemic in Thailand
which has significant impacts to the economy. However, the Company was able to
demonstrate strengths amid challenging business environments by adapting business
strategy to overcome fast changing market conditions and able to generate consistent
net income.

The Company continues to maintain strong financial positions and solid business
fundamentals despite challenging Covid-19 pandemic situations. According to TRIS
Rating reviews, the Company received affirmed rating at A+. The strong financial
position and well-known brand which reflects leading market position and robust
financial capability are solid foundations to serve future business expansions of the
Company in order to maintain status as stable and sustainable food and beverage
leader in ASEAN region.

The Company emphasizes brands building in order to strengthen market leading position
by executing innovative marketing campaigns and creating brand awareness through
several channels including on-line and social media channels. Regarding market share,
the Company continues to secure top ranking market share in RTD tea market. Moreover,
the Company also received “Thailand’'s Most Admired Brand Award 2021" as the most

trusted and admired brand in RTD tea category for tenth consecutive years.

The Company continues business expansion in countries with high growth potentials
especially in ASEAN region including market activities of Oishi Green tea in Cambodia,
Laos and Malaysia. The Company’s products are also exported to many countries
around the world. With strong brand equity, there are great potentials for further
international market expansion.

Regarding food business, despite very challenging situation of COVID-19, the Company
has adapted business strategies in accordance with fast-changing business
environments and consumer behaviors by driving brand penetration and accessibility
with more off-premise channels including Oishi Food Truck and Qishi To-Go for better
conveniences as well as expansion of delivery channel through partnerships with food
aggregators and E-market place. In addition, packaged food business has continued to
drive growth by growing export markets, develop new product variants and new
categories such as Oishi bottled sauces (e.g., Sukiyaki sauce and Teriyaki sauce) to
better serve consumer behaviors of cooking at home. With prudent and efficient
management, the Company believes that food business will continue to grow strongly
and sustainably.



Due to the situations of Covid-19, the Company has continued to participate in corporate
social responsibilities program including Project “Give to Fight Covid-19” by giving Oishi
food and Oishi beverage products to seven hospitals namely, King Chulalongkorn
Memorial Hospital, Phramongkutklao Hospital, Siriraj Hospital, Ramathibodi Hospital,
Thammasat University Hospital, Rajavithi Hospital, and Bamrasnaradura Infectious
Diseases Institute during May - September 2021. The project has continued from
previous year. Moreover, as the Company is always fully aware of the importance of all
employees, many supports have been continuously provided to the staffs including
proactive rapid Covid-19 test, masks, alcohol and vaccine supports. These have been
given to the employees in order to perform duties and serve customers with safety

and confidences.

The Company’s policies are to conduct business with responsibility and integrity
in order to deliver safe and quality products with health benefits to consumers.
The Company is also committed to creating shareholders’ value and emphasizing
on social responsibilities especially when considering the use of environmental
resources with efficiency to preserve the natural resources and environments for
our children in the future.

On behalf of the Board of Directors, | would like to assure that management team and
all employees are strongly determined and dedicated to perform duties at best and
sustainably grow food and beverage business while maintaining market leading
position in both Japanese food and green tea beverage businesses as a strategic part of
Thai Beverage Group. | would like to express gratitude to shareholders for putting your
kind trusts and supports to the Company continuously.

) A
.

Mr. Prasit Kovilaikool
Chairman



8 OISHI Group Public Company Limited

Message from President and CEO

Dear Shareholders

The situation of the COVID-19 epidemic in 2021
continues to affect people around the world. OISHI

has adjusted its business strategy in line with the
current situation in order to accelerate revenue and
profits as quickly as possible in the midst of today's
extremely challenging situation. The Company has
proven to be a strong organization that continues to
produce profitable performance and can pay dividends
to shareholders.

OISHI has prepared a plan to deal with the situation

by adjusting, learning and understanding new consumer
behavior, and empowering personnel to be flexible and
ready to cope with every change. However, despite the
crisis resulting in a decline in operating results, OISHI's
food and beverage businesses support each other.

The Company has also adjusted its strategic plans to
keep up with the situation. This allows OISHI to continue
to overcome the crisis with stability and strength,

and is ready to return to grow strongly in the near

future for sure.

As for the overall business outlook in 2021, OISHI has
total revenue of 9,818 million baht and a net profit of
545 million baht. Compared to the previous year, it is
considered a decrease in revenue and overall profit.

The beverage business had revenue of 6,250 million baht,
an increase of 4.1% from the previous year, with a profit
of 902 million baht, a decrease of 24.5% from the
previous year. The increase in revenue was mainly driven
by the growth in sales of OISHI green tea products in the
retail channel and the availability of products suitable for
the channel, such as 350 ml. size for the retail channel,
together with the creation of innovative products that
respond to health trends, such as OISHI Gold Wakoucha,
a premium grade Japanese tea with high fiber. The Company
has launched marketing promotion activities that
resonate with the target group of the new generation,

as well as continually pushing export channels

through marketing activities that resonate with local
consumers and neighboring countries, especially in
Cambodia, which is the main market for OISHI Green Tea.
These are all positive and profitable contributions to

the beverage business over the past year. As for the food
business, revenue was 3,568 million baht, a 28.7% drop
from the previous year, which was directly affected by
measures to control the spread of COVID-19 such as
lockdown measures and controlling the seating area

in the restaurant. For this reason, OISHI has adjusted

its business model to meet the changing situation and
consumer behavior, such as focusing more on sales
channels through Take Away & Delivery, the use of food
trucks and a new ready-to-eat food shop, OISHI to go,
responds to convenience, speed and access to a lot of
customers, as well as developing our own delivery
platform, promoting sales, and expanding sales channels
by collaborating with partners - Food Aggregator and
eMarket Place, and establishing OISHI Kitchen (Cloud
Kitchen) to increase delivery opportunities for various
brands. In addition, Digital & Technology is also used to
deliver services that are convenient, fast, and secure.
Currently, OISHI has a total of 255 restaurant branches
(as of September 30, 2021).

In the business of ready-to-cook and ready-to-eat food
products, OISHI sees the behavior of consumers
increasingly turning to cooking at home, which is a
business opportunity. We therefore expand new

product groups - OISHI's unique Japanese-style seasoning
sauces, bottled for sale such as sukiyaki sauce, teriyaki
sauce, as well as adding new product groups from
increasing product volume such as ramen and kimchi at
multipack sizes selling through modern trade channels.
In addition, the company is also expanding distribution
channels and driving sales through e-Commerce
channels, as well as expanding into the European market
more by selling OISHI Gyoza products.



In the past year, OISHI operates its business by focusing
on reaching as many customers as possible through
strategic planning as follows: (1) New Product - Create
healthy, innovative and quality products. (2) Channel/
Distribution - Expand modern, comprehensive, efficient
distribution channels and reach more consumers. (3)
Promotion - Create a variety of promotional campaigns
that appeal to consumers. Through all these business
strategies, OISHI continues to operate under the concept
of sustainability with social and environmental
responsibility in tandem to enable sustainable business
growth.

In addition, OISHI attaches great importance to taking
care of employees, society and the environment. That is
to say, employees are the key gears of an organization.
During the COVID-19 crisis, OISHI takes full care of all
employees, both distributing protective equipment,
masks and alcohol to provide vaccines and insured
against COVID-19, and caring for employees who are sick
with COVID-19. For social assistance, OISHI organizes
the "Give to battle against COVID-19” project, which is a
continuation of the project from last year. By cooperating
with Thai Beverage Public Company Limited, the Company
has sent encouragement and support to medical
personnel, doctors and nurses who work hard during the
COVID-19 epidemic, through giving food-beverage
products from ThaiBev and OISHI Group to

7 hospitals for a period of 5 months (May - Sep 2021).
The company also has other social projects such as

the “Clean Drinking Water” project by improving clean
drinking water for schools located in the area near the
OISHI plant, and the “Food Conservation” project by
delivering food left over from use but it is still food that
can be eaten or cooked, to send to the SOS Thailand
Foundation, which is a center for delivering food to

communities in need. For the environment, OISHI

manages food waste effectively, reduces the use of
plastic for packaging and chooses more environmentally
friendly materials, as well as improves production
processes to reduce greenhouse gas emissions, energy
consumption and water use.

From working with determination, consequently in

the past year, TRIS Rating Company Limited (“TRIS Rating”)
continuously affirmed the company rating of OISHI

at A+ with a “stable” outlook. This is because

the company is able to maintain a strong financial
position and liquidity. As for the award, the beverage
business received Thailand's Most Admired Brand 2021
award for the 10" consecutive year for holding a leading
position in the ready-to-drink tea market in Thailand,
and in terms of quality assurance and standards, SGS
(Thailand) provides quality assurance for OISHI
products, covering environment, safety and consumer,
such as GHP, HACCP, and BRC food safety standards,
ISO 9001 quality management system standards, and
ISO 14001 environmental management system stan-
dards. All prizes are like encouragement to drive OISHI
to be ready to develop better products and services.

On behalf of OISHI Group Public Company Limited,

| would like to thank the shareholders, the Board of
Directors, the management team, customers, partners,
and all stakeholders for your trust and confidence in the
potential of the company, as well as all employees who
are dedicated to overcome obstacles and difficult times
in the past year together, and being an important force
in business development to grow. Please be assured that
the company will strive to operate its business with good
governance, transparency, taking into account the impact
on society, community and environment. This is to
develop our organization to grow and move forward
steadily and sustainably.

RS-

—————

Mrs. Nongnuch Buranasetkul
President and CEO
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Financial Highlights

Proportion of Sales and Services Revenue by Business Unit

2021

64

Beverage

36%

Food

Sales and Services Earnings before Interest, Normalized Net Profit
Revenue (Baht Million) Tax, Depreciation and (Baht Million) and Margin

Amortization (EBITDA)

(Baht Million) and Margin
13,631 16.1% 16.7% 14.9% 9.1% 6.3% 5.5%

1,007
9,818
2,195
1841 4465 1,251
718 545

2019 2020 2021 2019 2020 2021 2019 2020 2021



Dividend (Baht/Share)*
and Dividend Payout
Ratio
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* According to the change in the company's par value
during 2020, the total number of shares increased
from 187.5 million shares to 375 million shares. For
easier comparison, dividend per shares in 2019 were
adjusted to reflect the new number of shares.

Book Value
(Baht/Share)*

* According to the change in the company's par value
during 2020, the total number of shares increased from
187.5 million shares to 375 million shares. For easier
comparison, book value per shares in 2019 were adjusted
to reflect the new number of shares.

Interest-Bearning Debt

to Equities Ratio (times)

Return on
Equities (%)

Summary of Financial
Status, Company’s
Performance and Key
Financial Ratios

(Unit : Baht'000)

60.8% 53.6% 54.9%
2.00
— o
2019 2020 2021
19.0
18.4
e
2019 2020 2021
0.0
2019 2020 2021
19.5%
14.9%
7.8%
2019 2020 2021

As of Sep 30, 2019

Summary of Financial Status and
Company’s Performance

Total assets

Total liabilities

Interest-bearing debt

Total equities

Sales and services revenue
Total revenue

EBITDA

Net profit

Net profit attributable to equity
owners of the company
Normalized net profit

Financial Ratios

Gross margin (%)

EBITDA margin (%)

Net profit margin (%)
Normalized net profit margin (%)
Return on equity (%)

Return on total assets (%)
Interest-bearing debt to equities
(times)

Basic earnings per share* (Baht)
Book value per share* (Baht)
Dividend per share* (Baht)

Consolidated
2020

2019 2021

As of Sep 30,2020

(Revised) As of Sep 30, 2021

8,407,270 8,562,128 9,109,140
1,767,707 1,655,893 1,977,237
0 0 298,876
6,639,563 6,906,235 7,131,903
13,630,882 11,007,148 9,818,308
13,756,629 11,365,545 9,896,460
2,194,501 1,841,427 1,464,970
1,228,899 1,011,008 544,800
1,234,452 1,014,701 546,690
1,250,669 718,264 544,800
353% 32.9% 29.9%
16.1% 16.7% 14.9%
8.9% 8.9% 55%

91% 6.3% 55%

19.5% 14.9% 7.8%
13.6% 1.9% 6.2%

0.0 0.0 0.0

33 2.7 15

17.7 18.4 19.0

200 145 0.80

* According to the change in the company's par value during 2020, the total number of shares increased from
187.5 million shares to 375 million shares. For easier comparison, Basic earnings per share, book value per shares,
dividend per share in 2019 were adjusted to reflect the new number of shares.
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The Board of Directors

Mr. Prasit Kovilaikool Mr. Ueychai Tantha-Obhas Mr. Vikrom Koompirochana
+ Chairman of the Board of Directors « Vice Chairman « independent Director
« Independent Director « Chairman of the Executive Committee - Chairman of the Audit Committee
+ Nomination Committee Member « Nomination Committee Member + Chairman of the Nomination Committee
+ Remuneration Committee Member « Remuneration Committee Member + Remuneration Committee Member
+ Good Corporate Governance Committee Member - Good Corporate Governance Committee Member

Ms. Potjanee Thanavaranit Mr. Chai Jroongtanapibarn Mr. Sithichai Chaikriangkrai
+ Independent Director « Independent Director « Director
+ Audit Committee Member « Audit Committee Member « Vice Chairman of the Executive Committee
+ Chairman of the Remuneration Committee « Chairman of the « Remuneration Committee Member
+ Chairman of the Good Corporate Governance - Sustainability and Risk Management Committee
Committee « Good Corporate Governance Committee Member

s+

Mr. Pisanu Vichiensanth Mrs. Nongnuch Buranasetkul
« Director « Director
+ Executive Committee Member « President & CEO
+ Vice Chairman of Sustainability « Executive Committee Member
and Risk Management Committee - Sustainability and Risk Management

Committee Member
« Good Corporate Governance Committee Member
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The Executive Committee

Mr. Ueychai Tantha-Obhas Mr. Sithichai Chaikriangkrai Mr. Lee Meng Tat

Chairman of the Executive Committee 1t Vice Chairman of the Executive Committee 2™ Vice Chairman of the Executive Committee

Mr. Pisanu Vichiensanth Mrs. Nongnuch Buranasetkul Mr. Paisarn Aowsathaporn*
Executive Committee Member Executive Committee Member Executive Committee Member

* Mr. Paisarn Aowsathaporn ceased to be
Executive Committee Member on 1 October 2021,

Mr. Kritsada Wattanapakin

Executive Committee Member
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The Executives

Mrs. Nongnuch Buranasetkul Mr. Paisarn Aowsathaporn* Mrs. Jesdakorn Ghosh
President & CEO and acting of Executive Executive Vice President - Restaurant Business Senior Vice President - Beverage Business

Vice President - Restaurant Business * Mr. Paisarn Aowsathaporn ceased to be

Executive on 1 October 2021.

Ms. Mekhala Nethipo Mr. Kritsada Wattanapakin

Senior Vice President - Packaged Food Business Senior Vice President - Finance & Accounting
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Part 1 Business Operation and Performance

11

Structure and Business Operations

Business Policy and Overview

The Board of Directors has set the vision and mission of the Company based on
suitability and consistency with the business. They also keep reviewing the vision
and mission to be in alignment with changes in economic and business conditions.
These are disclosed on the Company’s website, www.oishigroup.com, as details
below;

1.1.1 Vision, Mission and Company’s Business Strategy

Vision

“To be the leader and innovator of the Japanese food and beverage business for

the quality of life and wellness of consumers and create sustainable business
growth.”

Mission

1. Maintain quality of production and service of the restaurant, bakery and
health beverage businesses as well as maintain the popularity of ‘Oishi’
products among the customers, and give priority to the standards of the
product manufacturing and operation.

2. Select quality and safe raw materials that bring highest customer’s satisfactory,
in order to be well recognized in both domestic and international markets.

3. Continuously improve production process by applying modern technology on
production and research and developments.

4. Increase production efficiency and the Company’s competitiveness, in terms
of pricings and quality in both domestic and international market while
comparing to competitors. This will help contribute to Thai economic growth.

5. Conduct business in accordance with good corporate governance principles
while considering all stakeholders’ value in order to create sustainable
business growth.

Group Level Strategies and Visions

VISION 2025

The Company unveiled “Vision 2020" strategic roadmap which is of ThaiBev Group
and the Company (“The Group”) to become a strong and sustainable leading
beverage company in ASEAN region executed during 2018-2020. The “Vision 2020”
represents 5 key strategic imperatives i.e., Growth, Diversity, Brands, Reach and
Professionalism.

In order to prosper from exising acheivements from “Vision 2020” as a truly strong
and sustainable leading food and beverage company in ASEAN region, the Compay
aimes to deliver “Passion 2025", which encapsulates the ambition covering 3 key
domains; Build - create new capabilities and business opportunities, Streghten - re-
inforce the core business and for market leasdership positions, and Unlock -
realease the potential for value creation. The Company has strategy to align vision
and strategy within the Group as follows;



1)

2)

Business operation strategies
The Company’s business operation strategies which aligned with the Group’s
strategic imperatives are as follow;

Build
Creating new capabilities and buisnes opportunities as an exstension to the exisiting
business fundamentals, and adopt technology to generate sustainable growth.

Strengthen

Strengtheining a core business to secure leading integrated beverage and food
business position in the ASEAN market through significant criteria e. g., product
value chain, development of ditigal innovation potential including the management
process and stregething of relationship across brands in all aspects.

Unlock
Release potentials to create value e.g., human resources, including expand
business alliance on domestic and international scale

Customer analysis and effective marketing strategy

The target customers of Oishi products cover consumers of all ages and genders
who are health conscious and have modern lifestyles, with preference in healthy
foods and beverages. Japanese foods and green tea beverages can directly satisfy
the need of this group of customers. During the past period of time, the Company
has continuously implemented marketing and PR strategy of Oishi products
among these customers through several media, including TV, radio, and printings.
Currently the Company focuses on the new online digital media and alternative
media, and gives priority to follow-up the customers’ feedbacks to improve our
products and services in order to consistently maintain our standard.

Efficient cost management strategy

The Company focuses on efficient raw material cost management and collaborations
with suppliers in order to maintain production costs and business performances.

In addition, with efficient production management system and delivery through
the Central Kitchen, which is food production unit, the Company is able to manage
purchases and production costs efficiently, resulting in savings from economy of scale.

Marketing strategy for the Beverage business

Products quality and services

Green tea production focuses on the production quality from the cleanliness and
the hygienic water filtered by reverse osmosis (RO) and the selection of high-
quality tea leaves. Additionally, we now gear our products towards more health
focused ingredients to serve the recent health trends. Products now shift to the
use of saturated fat/trans fat, less sugar and sodium. The Company also places
the importance on customer care service and after-sales service which should be
fast and convenient for the sake of all customers’ benefit.

Variety of products

Oishi Group has variety of products suiting the difference of consumer’s needs.
The Company continues to create new flavors and unique packaging design for
customer’s choices and suitable for target customers. Throughout 2020 into 2021,
the Company still focuses on new product innovations to enhance new
experiences for healthy trend consumers while maintaining the originality of the
flavor, however, standing out among other Ready to Drink tea in the market. Our
latest addition to our RTD Tea beverage range is Oishi Nata De Coco Plus High
Vitamin C 200% with double nutritional benefits from both the green tea leaves
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itself and vitamin C. As for our premium range, Oishi Gold launched Oishi Gold
Wakoucha - brewed from imported seasonal tea leaves that are naturally
fermented to ensure its natural aroma with natural theaflavins known to increase
the fat burning process. It also contains 6,000 mg of fiber per serving to help the
digestive system.

Furthermore, in order to widen our consumer group to teens and expand drinking
occasions, Oishi Chakulza launched a new flavor - Kyoho Grape that offers a fresh
tasting sparkling green tea with less sugar guaranteed with the Healthier Choice
Award.

Price strategy to expand customer base

Qishi Group continues to focus on product development and innovation varying in
size and price such as 180 ml. 350 ml. 380 ml. 500 ml. and 800 ml. in order to
continuously expand a new consumer base in response to consumer’s purchasing
power.

Distribution channel strategy

To effectively reach the target customers, Oishi Group aims to distribute through
various channels such as 1) Through main distributors, Thai Beverage PCL. Group
of Company and Sermsuk PCL., 2) All restaurants under Oishi Group 3) Export to
overseas. To add on, the Company is also focusing more towards online purchase
platforms to adapt to the New Normal lifestyle to reach consumers directly. This is
to combine all resources in the group of Company for the best of Company’s
benefits.

Promotion and Media strategy

The Company has advertised its products under the Company plan and marketing
strategy to promote their sales growth. Apart from the usual media, TV, radio and
out of home media i.e., signboard, billboard, bus, sky train as well as various media
in schools, universities and theaters, newspaper and magazines. The Company
also focuses on online digital communication as to extensively reach to more
consumers especially in this time when growth of online as touchpoint for
consumers continue to increase due to the pandemic, including sales promotion
all year round with the Company’s trade partners.

Marketing Strategies for Food Business

Restaurant Business

Quality and value of products and services

The Company has been devoted to providing fresh, clean, safe and value food to
consumers both in quantity and price, in order to deliver maximum satisfaction
evidently in the Company’s buffet style restaurant where various kinds of food
with unlimited amount are served at a reasonable price, plus with, a-la-carte style
which also considerably entertains consumer’s request

A variety of products and services

The Company has divided the customers into 3 main groups based on characteristic

of food, service and trademark as follows;

1) Oishi Grand, Oishi Eaterium, Oishi Buffet and Nikuya focuson target groups
ranging from middle to high income levels

2) Shabushi focuses on groups with middle income levels.

3) Oishi Ramen and Kakashi focus on young working teenagers and those who
prefer quick and easy meal.
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4) Hou Yuu focuses on workers with middle income levels and above.

5) Oishi delivery, which presently continues to grow its popularity and considered
as a quick and easy channel to enjoy meal at home. Orders can be placed
through call center 1773 or online order through www.oishidelivery.com, as well
as an application of Food Aggregator. In this connection, an increasing number
of delivery channels enable to provide more convenience to customers, which
receives positive feedback and contributes to continuous growth ratio.

6) Sakae Shabu Shabu and Japanese Suki deliver new sevice targeting consumers
who favors premium beef.

7) Qishi TO GO offers abundance of Japanese ready to eat meals, ideally made
for the new generation which time is of the essence but is still looking to enjoy
delicious, healthy and high-quality Japanese food whether at home or on the
go i.e. Japanese rice bowls, salad, sushi and Onikiri. Oishi TO GO is also the
center of hand-picked quality Japanese ingredients for the home cooking
experience, delivering the most convenient lifestyle to the modern consumers.

8) Oishi Food Truck, the mobile food center that merges various brands under
Oishi Group for the most convenient and flexible food experience as a
response to the shift in ever-changing situations. Oishi Food Trucks are
extremely mobile and can be parked anywhere such as gas stations in
Bangkok and other major cities in Thailand. It offers a wide range of menus
from main dishes such as Bento, Donburi (Japanese rice bowls) to appetizers
and snacks with the starting price of 69 THB.

Food Presentation & New Menu Strategy

Various strategic food presentations are one of the key elements to attract
customers and encourage those whose preference of food is not specific. Such
strategy not only provides satisfaction to customers, but also help controlling raw
materials cost. Moreover, the menu of Oishi restaurants will be changed every 2-3
months, however, is subject to suitability, demand of customers and availability of
all related functions.

Outlet Expansion Strategy

Qishi Group of companies opens, operates and expands its branches to cover all
area around Bangkok and other provinces especially in major department stores
as to enable to provide more convenience and accessible branch to target
customers.

Promotions, Communications and Media Strategy

The Company has continuously organized special promotional event for
restaurant business in order to increase the sales volume in response to the
demands and good impression of the consumers. The Company has effectively
done marketing and market communication activities through various channels to
match the target group. The food business has to adapt to the need of customers,
especially new generation whose lifestyle changes rapidly. It is challenging for the
Company to keep up with the trends of the customers effectively.

Pricing Strategy

The Company has variety food products, services and brands which can effectively
respond to the needs of consumers with purchasing power such as teenagers,
students, working, family and health-conscious group.

Strategy of home delivery services
Food delivery business engages pararell synergy between restaurant business and
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food delivery for consumers within service area of each business. Due to the fact
that advanced communication tools and transportation in conjunction with
consumers’ past-paced, time-constrainted and comfort-oriented, crowd-free,
contactless lifestyle, the demand of food delivery is subsequently increasing,
enabling delivery business to expand its areas of service for all exsing brands of
restaurant.

« Qishi Delivery serves as a platform of menu collection of 10 Japanese-styled
restaurants under Oishi Group: (1) Oishi Grand (2) Oishi Eaterium (3) Qishi
Buffet (4) Nikuya (5) Shabushi (6) Hou Yuu (7) Ramen (8) Kakashi (9) Sakae
and (10) Oyoki

- Continueing the expansion of Cloud Kitchen under service named is "Oishi
Kitchen" starting with the first branch in Rama 4 operated on August 3, 2020,
and now expanding to more than 100 branches to facilitate customers in
ordering food delivery from various brands with over 100 menus via Own
Platform and Food Aggregator.

+  Expanding food and beverages ordering channels through ThaiBev Platform
under the service named is www.shopteenee.com to enhance accessibility for
both delivery and self-pickup in addition to the platform that previously
provided through domain named is www.oishidelivery.com, Call center 1773
and BevFood App.

+ Expanding online sales channels through food delivery applications to respond
to consumer behavior and lifestyles such as GrabFood, LINE MAN, Food Panda,
Robinhood and through e-Market place including Shopee, Lazada, etc., where
customers can use food ordering services and/or purchase e-vouchers from
online to use in store.

+ Adoption of digital payment systems to make transactions more convenient
and less costly.

- Resort to exciting service by promotion and point collection via Bevfood App
on every purchase of 25 Baht will reward 1point, equivalent to 1 Baht for both
dine-in, takeaway and Home delivery service, including exercise personalize
marketing by sending Push Notification to increase consumption frequency

Ready to Cook and Ready to Eat business

Quality and value of the products

The Company has put importance on the selection of products and packaging in
order to employ the best quality, clean and safe measures on the Ready to Cook
and Ready to Eat products. With the consistency in product development and
quality control, the consumers, therefore, are able to truly count on the
Company's products.

Variety of products and services
Apart from the quality and value of the products, the Company has also launched
a variety of products and initiated research and a development plan for the new
products. At the moment, the Ready to Cook and Ready to Eat business is
categorized into three main segments as follows.
1) Chilled Ready to Eat products;

1.1 Chilled Bread and Sandwich Products in various flavors;

1.2 Chilled Healthy Sandwich with whey protein for high protein;
1.3 Chilled Gyoza Products;
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1.4 Chilled ready-to-eat main dishes include ramen noodles stir-fried with
various flavors of sauces.

Food products in this group target at urban populations with fast-paced lifestyles
such as working-age consumers and students, as well as having distribution
channels mainly through convenience stores.

2) Frozen Ready to Eat Products
2.1 Frozen in-between meal and snack products such as gyoza, takoyaki, crab
stick, tamagoyaki, chukka wakame, and kimchi

2.2 Frozen Ready to Eat main meals such as variety of Ramen and side dishes
such as frozen kimchi.

2.3 Frozen Ready to Cook such as salmon and saba

The main target group of the above products is those who have limited time for
cooking, such as working age consumers and housewives. The main distribution
channels are supermarkets and hypermarkets.

In addition, the market has also been expanded further into the condiments market
to meet the changing needs of consumers in the changing situation of COVID-19,
resulting in more consumers cooking at home. This market is growing well. At
present, there are additional products for sauces and seasonings as follows:

3) Dipping and seasoning sauce products such as Sukiyaki Sauce, Teriyaki Sauce,
Shoyu Sauce. This group of products target consumers who like to eat at home
and want authentic Japanese taste, but easy to cook and delicious. The
products are available at convenience stores, supermarkets, hypermarkets and
traditional trade market.

Development of product strategy

The Company uses the research conducted on consumer behavior of the target
group as a guideline for developing products, tastes, and a variety of products.
Taken into consideration that the needs of consumers change constantly, the
Company needs to develop a variety of products, tastes, labeling, and packaging in
dynamic ways, including the speed in order to respond to the consumer’s needs.

Expansion of distribution channel strategy

In addition to distribution through current distribution channels, including
convenience stores, supermarkets, hypermarkets, The Company has expanded new
distribution channels to promote sauces and seasonings, such as traditional trade
channels. There is also a policy to increase sales in food service channels by setting
up a team to take care of specific responsibilities for the hotel business and
potential businesses such as the Food Chain business. For the international market
this year, the Company focuses on maintaining the existing customer base for the
distribution channels of frozen gyoza products in foreign countries such as Europe,
Burma, and France, and will begin to expand distribution channels to new countries
again in 2021. In addition, the Company has also set a plan to develop and begin
expanding distribution channels in online and delivery, which has grown
exponentially, including supermarkets’ and the Company'’s, In order to access
consumer behavior that has changed due to the COVID-19 situation.

Promotion and Media Strategy
The Company has continuously organized marketing online and offline activities
as a means to promote brand recognition and increase the sales growth.
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1.1.2 History and significant developments
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history and significant developments are set forth below:

1999

- Started Japanese restaurant
operation under the brand “Oishi”
on 9 September 1999

2001
- Started Japanese noodle restaurant
under the name “Oishi Ramen”

2002

- Started Japanese buffet shabu/
kaiten style under the brand
“Shabushi”

2003

» Operated new Central Kitchen at
Navanakorn factory producing
food and beverage products to
support sales at Oishi restaurants

» “Qishi Green Tea” was launched

2004

- Started trading new ordinary shares
in SET under the name “OISHI" on
25 August 2004

» “Oishi Grand” was opened at Siam
Discovery

2006
- Amata Nakorn plant started its
operation.

2007
« Qishi Black Tea with Lemon was
launched

2008
» Thai Beverage PCL became
Oishi’s major shareholder

2010
- Additional lands were acquired,
now the Company owns 61.5 rais

» The Company received two
additional BOI privileges, the Cold
Aseptic Filling project and the UHT
project.

20mM
-+ Launched first ever sparkling
green tea in can “Oishi Chakulza”

» Opened new restaurant brand
“Nikuya”, Japanese-style yakiniku
buffet.

2012

- Started new restaurant brand
“Kakashi” under QSR format
(Quick Service Restaurant), serving
Japanese rice with various toppings

» The Company received an
additional BOI privilege for the
Cold Aseptic Filling project 2™ line

- Launched green tea in returnable
bottle glass.

+ Set up Oishi International Holdings
Limited in Hong Kong to promote
international business opportunity

2013

+ The Cold Aseptic Filling project 2™
line at Wang Muang district,
Saraburi province was commercial
run in March

» Opened new central kitchen at
Ban Bueng district, Chonburi
province

« Received BOI privileges for 4
projects at Navanakorn Industrial
Estate and Wuang Muang district,
Saraburi province.

2014

- Established domestic and
international subsidiaries to support
expansion plans as follows; Oishi
Snack Co., Ltd. (Currently, changed
the Company’s name to Oishi Food
Service Co., Ltd. in Thailand, Oishi
F&B (Singapore) Pte. Ltd. (“OSPL")
in Singapore, Oishi Myanmar
Limited ("OML") in the Republic of
the Union of Myanmar (“Myanmar”)
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Launched new style sandwich,
OISHI Trendy Sandwich which
includes Chicken Ham & Cheese,
Tuna Caesar Salad and Alaska
Crabsticks & Ebiko flavors for
distribution through Lotus Express
outlets.

The Cold Aseptic Filling project 3
line at Navanakorn Industrial Estate
started commercial run in December
2014.

2015

Established Oishi Group Limited
Liability Company in the Socialist
Republic of Vietnam (“Vietnam”)
to support future international
expansion opportunities

Launched “Oishi Water melon”
flavor in 380 ml. as limited-edition
during summer period, March - June,
only

Added new RTD tea SKU size “Oishi
Green Tea in 800 ml.” in 3 flavors

Honey Lemon, Genmai and Lychee
and Upgraded size and package of
“Oishi Fruito” from 350 ml. to 380 ml.

Invited special guest, “Hiroyuki
Sakai”, the famous Iron Chef from
Japan to create special menus for
customers at “Oishi Buffet”
throughout the year

Launched new flavors of “Oishi
Gyoza” including Spicy Seafood,
Pork & Basil and Yakiniku Pork

Improved packaging of Qishi
Green Tea Kabusecha to be more
joyful and modern, while maintained
its authentic premium Japanese,
and changed packaging of Qishi
Black Tea, Chakulza to a sleek can

Expanded distribution of new
products to new countries including
the Federal Republic of Germany,
the Republic of Finland, the United
Kingdom of Great Britain and
Northern Ireland

2016

Increased capital of international
subsidiaries, Oishi International

Holdings Limited and Oishi F&B
(Singapore) Pte. Ltd., with main
objectives to invest in newly issued
shares in Oishi Myanmar Limited
("OML"), a subsidiary in Myanmar.
The proceeds will strengthen
OML's working capital and serve
as a solid platform for any future
business opportunities

« Organized a special food festival
“Phuket Lobster Festival 2016"by
Oishi Grand restaurant during the
National Mother Day’s festival

+ Organized special food festivals
throughout the year by Oishi
Buffet restaurants. For instance,
“Maki Festival”

+ Implemented “Shabushi and So
Much More” idea, the new service
concept in Shabushi restaurants
which focuses more on the quality
of products, varieties of menus and
impressive services.

» Launched the new menu “Nabe”
or the Japanese hot pot by Oishi
Ramen with the rotation of the
dish’s flavors and topping every 2
months to create diverse
customer experiences

» Launched “Oishi Gyoza Assorted
Flavors”, the innovative sell of
gyoza consisting of 5 flavors in
one package distributed via
7-Eleven shops

- Expanded product line of frozen
food i.e. ramen products to
distribute via hypermarket and
supermarket channels

» Launched “Oishi Green Tea Kyoho
Grape Flavor”, the innovative
chewable green tea Expanded
distribution coverages to include
new countries i.e. France and the
United Arab Emirates

2017

« All restaurants of the Company
were granted certificates for
achieving all requirements of GMP,
HACCP and ISO 9001:2015 in the
catering and operation services of
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Japanese restaurant segment.
The Company is the first restaurant
operator in Thailand and Asia who
passed all above 3 assessments in
every operating stores

» Launched new store concept
“OISHI EATERIUM” with unique
concept “EAT - EXPLORE - PREMIUM”
offering various premium Japanese
menus produced from high quality
ingredients. Combining authentic
Japanese eating culture with
creativities and new experience

+ OISHI RAMEN has presented new
menus such as Yakisoba Tokyo
Cheese and other items to
enhance varieties of consumer
experiences

« NIKUYA, Japanese style Yakiniku
restaurant initiated new marketing
strategy by introducing more than
70 a la carte menus in addition to
existing buffet menu

- Developed and launched healthy
sandwich “Oishi Sandwich Plus” in
2 flavors: Tuna with Egg Salad
Sandwich and Chicken Breast Salad
Sandwich to engage with consumer
trends and lifestyles which are
more health conscious

« Launched 2 new flavors of frozen
ramen: Frozen Stir-fried Ramen
with Pork and Basil and Frozen
Stir-fried Ramen with Chili Chicken
and Sweet Basil

- Expanded distribution coverage
into new countries including Italian
Republic (“Italy”), Kingdom of
Sweden (“Sweden”) and Republic
of India (“India”)

2018

+ Enhanced business structure of
Subsidiaries by transferring assets
related to food production and
supplies of food materials from
Oishi Trading Co., Ltd. to Oishi Food
Service Co., Ltd. which helps
improve management efficiency
and supports sustainable business
growth
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« Launched new pack size of Qishi
Green tea in 350ml.

« Introduced new Qishi Green tea
flavor “Oishi Honey Double Lemon”

+ Launched new UHT pack size of
Qishi Green tea in 180ml.

» Introduced new Premium Green
tea “Oishi Gold” as healthier drink
choices to consumers

2019

» Launched Ready to Cook and
Ready to Eat products under the
trademark “Oishi EATO" to create
impactful brand awareness, which
promotes effective marketing
communication across the entire
products portfolio

« Set up QOishi Delivery Co., Ltd. to
strengthen liquidity of business
operation for delivery and online
service to satisfy demand of
consumers in current life style.

+ Launched premium RTD tea,
“Qishi Gold Sencha Matcha”

« Launched RTD tea with new flavor,
“Oishi Apple Honey"

2020

- Completed registration of the
change in par value of shares with
the Department of Business
Development, Ministry of Commerce
in order to enhance liquidity of
Company’s shares resulted in the
change of par value from 2 Baht
per share to 1 Baht per share
and change in number of shares
from 187,500,000 shares to
375,000,000 shares

» Launched "Sakae", premium
Sukiyaki and Shabu in A-La-Carte
Format

« Launched Qishi Green Tea "Oishi
Plus C" with Nata de Coco and
200% Vitamin C
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Important events in 2021

The Company continues to be recognized as leading company in food and beverage
industry with the reception of “Thailand's Most Admired Brand Award 2021" as the most
trusted and admired brand in RTD tea category for 10th consecutive years.

On credit rating, Tris Rating Co., Ltd. affirms the Company rating at “A+” which reflects
the Company’s leading position in RTD tea segment in Thailand with well-recognized
brand, established nationwide distribution network, strong product innovation and
healthy finances. The outlook is rated as “stable” based on the expectation that the
Company will remain a strategically important subsidiary of ThaiBev, maintains market
position in the RTD tea market and restaurant business while deliver solid operating
results going forward.

In additions, the Company also had important developments in each business segment
as follow;

Beverage Business

Throughout 2020 to 2021, the Beverage Business continues to leverage on health
trends by launching new innovations and products focusing on health & wellness that
answer to consumers’ needs in the new era. As the market-leading brand for authentic
Japanese-style green tea, in the past year there were major product events as follows;

1. Qishi Green Tea Plus C Japanese Style Green Tea Drink launched in two flavors;
Orange Flavour with Nata De Coco and Vitamin C and Kyoho Grape with Nata De
Coco and Vitamin C. The product highlights the innovative mixture between
benefits from green tea leaves and Vitamin C 200%.

2. In May 2021, Oishi Gold launched Oishi Gold Wakoucha as their latest addition
to the premium tea range which is packed with quality ingredients and
premiumization trends with functional benefits. The highlight of this product
circles around the natural theaflavins which are antioxidant polyphenols
formed naturally during the fermentation process that is proven to increase
the fat burning process. In addition, Oishi Gold Wakoucha also contains 6,000
mg of fiber - another important dietary substance to help the digestive
system resulting in an overall healthy well-being. The tea leaves are not only
available seasonally, but are also carefully selected to ensure its natural aroma
and intense, rich flavor. The product is available in two flavors, both with low
sugar and calorie content; Lemon Delight with a zesty flavor, rich tea aroma,
and low sugar and calories and No Sugar without sugar and low calories for
a full tea flavor

3. Oishi Chakulza Kyoho Grape was launched to further expand consumer target
to teens and branch out to new drinking occasions. This product which comes in
Kyoho grape flavor, is fragrant and also comes packed with the benefits of natural
green tea to proactively address to the increasing needs and trends for healthier
products which are all endorsed with the ‘healthier choice’ emblem. Consumers
can now enjoy our sparkling green tea with healthier benefits.

Food Business

1.  Restaurant Business
In 2021, the Company has developed and elevated its products and services of the
restaurant brands operated by Oishi Group Company as follows;
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1) OISHI EATERIUM has launched new store concept
under “EAT - EXPLORE - PREMIUM” presenting
various delicious Japanese foods producing
from high quality ingredients and creative
merging of Japanese eating culture through
sound touch, taste and smell. In the year of 2021
under the situation of COVID-19 the contactless
service by QR order for ordering the dish and
payment have been using in the restaurants. In
the case of clients who cannot go abroad, Oishi

Eaterium brings and serves here the KING CRAB.

2) SHABUSHI continued to operate under

the concept “Shabushi and So Much More

“focusing on value and varieties of menu while
introducing new menu variety every 3 months
in order to penetrate the market. In this way
Shabushi adding more price value in Gold and
Premium level in some branches for high
spending. So that this is the new choice for the
groups who wish to reach for the specialties and
varieties.

3) OISHI RAMEN aimed at the novelty menu
innovation to meet the consumers’ needs in
fast pace by keeping up being the expertise
in noodle with soup, stir fried noodle and cold
ramen (reimen). Recently, Tsukemen has been
created as a new menu as cold ramen dipping
with dried fish soup providing freshness which
received positive feedback as well. Moreover,
our company has developed the new service by
collaboration the new concept of Oishi Ramen
and Kakashi in the name of “Ramen x Kakashi”

4) KAKASHI, a new brand concept, promoting
Quick Serve Restaurant or QSR, stressing
quality, convenience and value for money,
serving Japanese rice bowl which fully filled
with topping, offering twice quantity of topping,
introducing Rice with Spicy Pork Egg Onsen,
Miso Donburi and new menus as Ton Toro Shio
Togarashi Don and Soft Shell Crab Kani Tama
Don together with Isakaya style snacks which
meet the quick-served platform in current life
style.
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5) Hou Yuu, the authentic Japanese cuisines with
favorite dishes as Sashimi (raw fish), Sushi,
Shabu Shabu, Sukiyaki, Tempura and Udon.
Each of the cuisines is authentically Japanese,
and its preparation is elaborated from its
inception to completion using only selected
high quality raw materials.

6) Sakae, the authentic Japanese cuisine with
premium Shabu-Shabu and Japanese Suki
surrounded by contemporary ambience
decorated, offering fast and convenient with
cordial perception.

7) Oishi Food Truck, the mobile food center
that merges various brands under Oishi Group
for the most convenient and flexible food
experience as a response to the shift in
ever-changing situations. Oishi Food Trucks are
extremely mobile and can be parked anywhere
such as gas stations in Bangkok and other
major cities in Thailand. It offers a wide range
of menus from main dishes such as Bento,
Donburi (Japanese rice bowls) to appetizers
and snacks with the starting price of 69 THB.

8) Oishi TO GO, offers abundance of Japanese
ready to eat meals, ideally made for the new
generation which time is of the essence but is
still looking to enjoy delicious, healthy and
high-quality Japanese food whether at home
or on the goi.e. Japanese rice bowls, salad, sushi
and Onikiri. Oishi TO GO is also the center of
hand-picked quality Japanese ingredients for
the home cooking experience, delivering the
most convenient lifestyle to the modern
consumers

Ready to Cook and Ready to Eat Business

Since Oishi Group Company is deemed as one of
the leaders in Japanese food and development of
product innovation in Thailand, the Company has
thus developed and offered new quality products in
various types, tastes, and packaging to continuously
satisfy consumer needs. At the same time, the
Company has also expanded its market base and
organized marketing activities to boost up the sale
as well as build up the brand awareness. For the past
2020, significant events related to products and
activities are as follows.
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1) Created brand awareness and brand recognition
under “Oishi Eato” reflected from the image of a
strong leader in food and beverage market of
Oishi for over 20 years. Oishi Eato has aimed to
be the leader of Japanese Ready to Eat Business
by driving the best seller items as Gyoza and
Sandwich via strategic media plans through teen
target i.e. online media, social media and
point-of-sale activities to highlight its delectable
and quality.

2) Highlighted on the new product research and
development in all product categories e.g.
Stir-Fried Ramen in 2 flavors: Yakisoba and
Stir-Fired Ramen with Sukiyaki sauce; Pork Gyoza
with Shoyu Spicy Sauce, and new platform of
Kimchi which received positive feedback from
consumers.

3) Continued to develop and launch healthy
sandwich “Oishi Eato Sandwich with Whole
Grains” to satisfy the needs of the new consumers
with healthy-concerned lifestyle e.g., Spicy

1.2 Nature of Business
1.2.1 Revenue Structure

2021
(as of September
30, 2021)

Income by
business type

Operated by

Tuna with Chuka Wakame, Chicken Salad with
Boiled Egg. Other than that, the Company
continued to develop a new product category

of healthy sandwich rich in quality whey protein.
Furthermore, in order to satisfy need of
health-concerned consumers of new generation,
Oishi Eato has taken selection of raw materials,
as well as product formulas into consideration,
which provide the best benefits to consumers
e.g., a protein-rich Sandwich Category, and
using super food likes Quinoa as one of main
ingredient.

4) Launch new business Oishi Sauce for consumers
who increasing cook at home behaviour e.g.,
Shoyu Sauce, Teriyaki Sauce, and Sukiyaki Sauce

5) Maintained customer base for frozen Qishi
Gyoza in new flavors distributed in overseas
and continued to seek new distribution channel
in preparation for expansion to Asia-Pacific in
2022

Consolidated Financial Statements

2020
(as of September
30, 2020)

2019
(as of 30 September
2019)

Million % Million % Million
Baht . Baht - Baht

Beverage The Company and Oishi Trading
. 6,303

business Co., Ltd

Food and The Company and

restaurant Oishi Ramen Co., Ltd.,

business Oishi Food Services Co., Ltd., 3,594
Oishi Delivery Co., Ltd. and
Oishi Myanmar Limited
Total 9,897

64% 6,340 56% 6,602 48%
36% 5,026 44% 7,155 52%
100% 11,366 100% 13,757 100%
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1.2.2 Nature of products

1) Products, service and business innovation

Beverage Business
The Company and its subsidiaries produce and distribute the following beverage products with various flavors and packaging:

produc I S 1 [ =
500 m. mmmmmm

Qishi Green
Tea

Oishi Gold

Oishi Black
Tea

Qishi
Chakulza

Jubjai

Honey Lemon
Genmai
Original
Kyoho Grape

Kyoho Grape with
nata Plus Vitamin C

Yuzu Orange with
nata Plus Vitamin C

Watermelon

Honey Lemon No
sugar

Original No sugar

Genmaicha
No sugar

Genmaicha Delight
Kabusecha No sugar

Sencha matcha
No sugar

Sencha matcha
Delight

Gyokuro Delight
Wakoucha Delight
Wakoucha No sugar

Black Tea Lemon

Honey Lemon
Kyoho Grape

Jubliang
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Food Business

1.

Restaurant Business
Restaurant Business has 12 Japanese restaurant
brands:

1)

2)

3)

4)

5)

6)

Oishi Grand (1 store)

A distinctive and luxurious atmosphere of
all-day dining buffet at 4th Floor, Siam Paragon,
serving various and delicate food with a limited
time of 2 hours and 30 minutes at the price per
head of Baht 995 including VAT.

Oishi Eaterium (9 Stores)

A unique style Japanese Buffet under 3 concepts,
EAT - EXPLORE - PREMIUM presenting Japanese
food with premium quality ingredients with
new innovation along with Japanese culture.
The customers can experience the looks, tastes,
smells and sound all at the same time. The time
is limited to 1 hour and 45 minutes at the price
of Baht 659 per person excluding VAT and
Baht 759 per person excluding VAT in
provincial areas.

Oishi Buffet (9 stores)

The all-day dining Japanese food buffet style
with a limited time of 1 hour and 45 minutes at
the price per head of Baht 599 including VAT.

Shabushi (158 stores)

The all-day dining Shabu buffet style with the
moderate price. The ingredients are served
along a conveyor (kaiten). Shabushi offers 2
kinds of Asian favorite foods i.e. Shabu-Shabu
and Sushi. Shabushi is open for service
according to the opening and closing hours
of the establishment where each branch is
located. The Price per head is Baht 399
including VAT in Bangkok areas and Baht 419
or 429 included VAT in touristic areas with

a limited time of 1 hour and 15 minutes.

Oishi Ramen (51 stores)

A unique style of ramen and soup localized
to suit local taste, offering both Japanese and
spicy Thai menus.

Nikuya (4 Stores)

Specialized in Yakiniku buffet style under the
slogan "NIKUYA the yakiniku in Osaka style"
with high quality products at 2 buffet prices
tier: Premium Buffet at Baht 515 with 40
variety selections and Super Premium Buffet
at Baht 680 and also an a la carte service of
menu set and a la carte menu.

7)

8)

9)

10)

1)

Kakashi (18 Stores)

A quick service restaurant serves Japanese rice
bowl which will make the customer enjoy various
topping fresh and warm offering twice quantity
of topping (x2) at an economical price.

Hou Yuu (3 stores)

The premium Japanese restaurant serves a la
carte menu focusing on the premium quality
materials and rare items available only in
seasonal period which prepared by Chef from
Japan.

Sakae (1store)

The authentic Japanese cuisine with premium
Shabu-Shabu and Japanese Suki in contemporary
and cordial ambience with fast and convenient
service.

Oishi Delivery

Home delivery service with call number 1773
or via www.oishidelivery.com and brand-new
service as Click & Collect likewise pre-order
food which enhances more rapid and
convenient to customers to grab food once
arriving the stores in Bangkok and its vicinity
and over 28 provinces nationwide (71 stores
supporting OISHI Delivery included) from
10.00 a.m. till 10.00 p.m. with Baht 40 delivery
fee per an order. Credit card is acceptable for
customer’s convenience. In addition to that,
the Company has been also expanding the
delivery service through Food Aggregator

to create fast food style recognition of Food
Online through new-age consumers. As from
the expansion of these new channels covering
both Bangkok and other provinces, resulting
restaurants in Oishi Group such as Qishi
Ramen and Kakashi have also increased sales.

Oishi TO GO (3 stores)

Oishi TO GO offers abundance of Japanese
ready to eat meals, ideally made for the new
generation which time is of the essence but
is still looking to enjoy delicious, healthy and
high-quality Japanese food whether at home
or on the go i.e. Japanese rice bowls, salad,
sushi and Onikiri. Oishi TO GO is also the center
of hand-picked quality Japanese ingredients
for the home cooking experience, delivering
the most convenient lifestyle to the modern
consumers.
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12) Oishi Food Truck (1 store)
Oishi Food Truck, the mobile food center that
merges various brands under Oishi Group
for the most convenient and flexible food
experience as a response to the shift in
ever-changing situations. Oishi Food Trucks
are extremely mobile and can be parked
anywhere such as gas stations in Bangkok and
other major cities in Thailand. It offers a wide
range of menus from main dishes such as
Bento, Donburi (Japanese rice bowls) to
appetizers and snacks with the starting price
of 69 THB.

As of September 30, 2021, the Company and
its subsidiaries operate total restaurants of up
to 252 stores are operating in Bangkok and
key provinces. In addition, another 2 stores are
operating in form of franchise restaurantsi.e.
Shabushi MM Mega Market, Aranyaprathet,
Sa Kaeo province, and Nikuya Buriram Castle,
Buriram province.

Ready to Cook and Ready to Eat Business

The business of ready-to-cook and ready-to-eat
food named “Oishi Eato,” which is Oishi’s packaged
food business in the focus of Japanese-style,
high-quality chilled and frozen products, mainly
developed with the intention to deliver a delicacy
selection of excellent quality raw and cooked
materials providing a typical authentic Japanese
food taste with diverse categories as follow:

1)  Sandwich
Soft-baked bread with Oishi Eato’s unique
recipe filling a variety of tasty flavors, i.e., Oishi
Eato Sandwich Alaska Crabstick & Wakame
Salad, Oishi Eato Sandwich Ham Cheese, Oishi
Eato Sandwich Tuna Caesar Salad and etc.

2) Whole Grains Sandwich
Bread with 5 healthy whole grains filling with
a variety of tasty flavors, i.e., Oishi Eato
Sandwich Salmon Salad with Teriyaki, Oishi
Eato Sandwich California Alaska Crabstick &
Ebiko Avocado Spread and etc.

3) Healthy Benefit Sandwich
Sandwiches that offer a variety of nutritional
benefits in larger quantities include the Whole
Grain Bread Sandwich and Chicken Breast and
Whey Protein Salad and the Green Tea Bread
Sandwich with Chicken Breast Quinoa Salad.

4)

5)

6)

7)

8)

39

Gyoza

Soft and firm Gyoza wrappers served together
with Oishi’s recipe deliciousness sauce with
various flavors as Pork Gyoza, Chicken Gyoza,
and Shrimp Gyoza. Oishi Eato Gyoza simply
heats up in the microwave, steam, fry, or
teppanyaki.

Gyoza in Soup

Oishi's authentic gyoza in rich taste in
Japanese-style broth ready to eat by heating
up in the microwave includes Gyoza in
Sukiyaki Soup (Black Soup) and Gyoza in
Miso Soup.

Stir-Fried Ramen

Perfect soft and firm ramen with no
preservatives and MSG recipe, stir fried with
Japanese-style sauce, i.e., Stir-Fried Ramen
with Clams and Roasted Chill Paste, Stir-Fried
Ramen Chicken Teriyaki with Nabe Sauce,
Yakisoba and etc.

Oishi Eato Kani Kamaboko and Oishi Kani
Alaska

Qishi’s recipe chewy and firm crab stick, Oishi
only selects high-quality ingredients to create
the original taste and it suites for either having
as a snack or cooking for various dishes as well.

Kimchi

Oishi's specialty kimchi contains white
cabbage, carrots, and scallions, marinated with
seasonings to create a uniquely delicious
flavor. It suits for either having with a main
dish or cooking for various dishes as well.

In the past year, the Company has focused on
product development for new business
segments to meet the needs of consumers
who are increasingly cooking at home, namely
sauces and seasonings such as Sukiyaki Sauce,
Teriyaki Sauce, Shoyu Sauce, etc. In 2022,

the Company continues to focus on new
ready-to-cook and ready-to-eat products that
respond to the needs of consumers, including
various sauces and seasonings, and to create
a brand recognition for its Japanese taste that
is new and delicious in the future.
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Investment Promotion Certificate

Oishi Trading Company Ltd. (Oishi Trading), a subsidiary,
has been granted Board of Investment promotion
certificate with details as follows;

1

On August 1, 2012, Oishi Trading was granted the
investment promotion certificate for fruit and
vegetable juice production in sealed bottle for the
new factory operated in Saraburi province.
Promotion Certificate No. 2569(2)/2012

Key privileges are summarized as follows;

Allowed to recruit foreign technician to the country
according to the approved number and period.
However, they have to work in specified tasks as the
BOI board’s agreement.

Tariff exemption for machinery according the BOI
board’s agreement.

Corporate income tax exemption is allowed for 8 years
since the first day with income flow from business.
In the case that there is some loss during the
exemption period, Oishi Trading is allowed to choose
to deduct for only one year or many years after the
allowance period ends within the limit of five years.
The said promotional privilege on corporate income
tax exemption expired on 27 March 2021.

Exemption for dividend tax during eight years of
allowance.

Important conditions are summarized as follows;

To expedite training or supporting Thais to operate
in place of foreign technicians or experts within
designated period.

Machinery used for the promoted activities must be
new machinery.

Has production capacity of sealed bottle of fruit and
vegetable juice at 116 million liter (20 hrs./day: 300
days per year).

A Thai nationality residents must own at least 51%
of total registered capital.

Has to operate to get ISO 9000, or ISO 14000, or
equivalent within two years.

The factory must be constructed in Saraburi province.

On December 18, 2012 the Board of Investment has
issued a certificate No. 5039 (2)/2013 to Oishi Trading
as a measure to revive investment from the flood of
year 2011 by issuing a new certificate to replace the
two old certificates (the two old certificates No. 1214
(2)/2010 and 1954 (2)/2010. Board of Investment has
announced the cancellation on September 24, 2014)

OISHI Group Public Company Limited

Key privileges are summarized as follows;

Allowed to recruit foreign technician to the country
according to the approved number and period.
However, they have to work in specified tasks as the
BOI board’s agreement.

Tariff exemption for machinery according the BOI
board’s agreement.

Corporate income tax exemption is allowed for

8 years since the first day with income flow from
business. In the case that there is some loss during
the exemption period, Oishi Trading is allowed to
choose to deduct for only one year or many years
after the allowance period ends within the limit

of five years. The said promotional privilege on
corporate income tax exemption expired on

1 January 2021.

Exemption for dividend tax during eight years of
allowance.

Important conditions are summarized as follows;

3)

To expedite training or supporting Thais to operate
in place of foreign technicians or experts within
designated period.

Machinery used for the promoted activities must be
new machinery.

Has production capacity of fruit and vegetable juice
separated into;

The sealed Bottle (PET) category around 108 million
liters per year

The sealed Box (UHT) category around 150 million
liters per year

(20 hrs./day: 300 days per year).

A Thai nationality residents must own at least 51%
of total registered capital

Has to operate to get ISO 9000, or ISO 14000, or
equivalent within two years.

The factory must be constructed within the premises
of Navanakorn industrial zone in Pathumthani
province.

On August 6, 2013, Oishi Trading was granted the
investment promotion certificate for fruit and
vegetable juice production in sealed box for the new
factory operated in Saraburi province. Promotion
Certificate No. 1158(2)/2014



Key privileges are summarized as follows;

Allowed to recruit foreign technician to the country
according to the approved number and period.
However, they have to work in specified tasks as the
BOIl board’s agreement.

Tariff exemption for machinery according the BOI
board’s agreement.

Corporate income tax exemption is allowed for

8 years since the first day with income flow from
business. In the case that there is some loss during
the exemption period, Oishi Trading is allowed to
choose to deduct for only one year or many years
after the allowance period ends within the limit of
five years.

Exemption for dividend tax during eight years of
allowance.

Important conditions are summarized as follows;

To expedite training or supporting Thais to operate
in place of foreign technicians or experts within
designated period

Machinery used for the promoted activities must be
new machinery.

Has production capacity of sealed box of fruit and
vegetable juice at 150 million liter (20 hrs./day: 300
days per year).

A Thai nationality residents must own at least 51%
of total registered capital

Has to operate to get ISO 9000, or ISO 14000, or
equivalent within two years.

The factory must be constructed in Saraburi
province.

On August 6, 2013, Oishi Trading Company Limited
was granted the investment promotion certificate
for fruit and vegetable juice production in sealed
box for the factory operated in Navanakorn
industrial Zone, Pathum Thani province. Promotion
Certificate No. 1159(2)/2014

Key privileges are summarized as follows;

Allowed to recruit foreign technician to the country
according to the approved number and period.
However, they have to work in specified tasks as the
BOI board’s agreement.

Tariff exemption for machinery according the BOI
board’s agreement.

Corporate income tax exemption is allowed for

8 years since the first day with income flow from
business. In the case that there is some loss during
the exemption period, Oishi Trading is allowed to
choose to deduct for only one year or many years
after the allowance period ends within the limit of
five years.

Exemption for dividend tax during eight years of
allowance.

Important conditions are summarized as follows;

To expedite training or supporting Thais to operate
in place of foreign technicians or experts within
designated period

Machinery used for the promoted activities must be
new machinery.

Has production capacity of sealed box of fruit and
vegetable juice at 150 million liter (20 hrs./day: 300
days per year).

A Thai nationality residents must own at least 51%
of total registered capital

Has to operate to get ISO 9000, or ISO 14000, or
equivalent within two years.

The factory must be constructed within the premises
of Navanakorn industrial zone in Pathumthani
province.



Business Innovation

Beverage Business

The recent pandemic situation has resulted in a change
in dimensions of consumer behavior and needs following
the health trends, consumer’s needs are becoming more
complex. In addition, consumers need re-assurance with
brand authority in knowing that the product they are
buying is value-based, affordable price, and must meet
their needs. In response to this call, the Company thrives
to deliver innovative products responding to consumer’s
needs in order to differentiate and stand out from other
brands in the market. We see this as an opportunity to
capture new touchpoints and virtually impact all aspects
of consumer’s lives by tapping into health-related
benefits.

Food Business

Over two years, COVID-19 pandemic has been plaguing
the world, posing a great deal of impact on small and
large enterprises, forcing them to pivot and quickly
adapt to a “New Normal” way of operation. The pandemic
is pressing changes upon way of work, daily living
behavior, working, consuming, spending, and travel. It is,
therefore, inevitable for the business to adjust its
operation and adapt the services according to changing
consumer behaviors to restore business performance.

The pandemic is also pushing a digital engagement
upon Thai consumers of all ages who have flooded onto
e-commerce platforms. Therefore, the expansion of
marketing channels to accommodate trending online
food ordering will help increasing the opportunity to
generate more sales and reach more customers. Oishi
Group is continuing with the strategy to adopt digital
technology in response to changing consumer behavior
by carrying out the following key actions:

1. Expanding food and beverages ordering channels
through ThaiBev Platform under the service named
is www.shopteenee.com to enhance accessibility for
both delivery and self-pickup in addition to the
platform that previously provided through domain
named is www.oishidelivery.com, Call center 1773
and BevFood App.

2. Expanding online sales channels through food
delivery applications to respond to consumer
behavior and lifestyles such as GrabFood, LINE
MAN, Food Panda, Robinhood and through
e-market place including Shopee, Lazada, etc.,

where customers can use food ordering services
and/or purchase e-Vouchers from online to use in
store.

3. Continue the expansion of Cloud Kitchen under
service named is "Oishi Kitchen" starting with the
first branch in Rama 4, now expanding to more than
100 branches to facilitate customers in ordering
food delivery from various brands with over 100
menus.

4.  Adoption of digital payment systems to make
transactions more convenient and less costly.

Ready to Cook and Ready to Eat Business

The ready-to-cook and ready-to-eat food business focus

on developing innovations in the following areas:

1. Product innovation: The Company focuses on two
areas of development. The first part is to strengthen
the main products such as gyoza and sandwiches,
with an emphasis on creating novelty for the market,
both new flavors and good benefit. The second
part is the development of new products that are
in demand in the market, such as ready-to-eat
main dishes and appetizers, as well as expanding
into new markets, such as sauces and seasonings,
which are growing a lot due to the current situation
where consumers are increasingly cooking at home.

2. Packaging innovation: The Company aims to use
biodegradable plastics and films or paper materials
that can also be heated up in a microwave and still
safe for consumers. It also keeps food’s good taste
and nutrition.

3. Distribution channel innovation: Currently,
ready-to-cook and ready-to-eat food products are
available at convenience stores, supermarkets, and
hypermarkets. But due to the current situation,
online and delivery channels are growing a lot,
causing the Company to accelerate its growth,
including collaborating with online sales of
convenience stores, supermarkets, hypermarkets,
and the Company’s own online channels. The
Company is also seeking opportunities from other
online applications to increase sales for more
products. In addition, sauces and seasonings can
also expand distribution channels to the traditional
trade market.
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2) Industry and competition

Market Condition on Beverage Business

The recent pandemic situation has resulted in a change in dimensions of consumer
behavior and needs following the health trends, consumer’s needs are becoming more
complex. In addition, consumers need re-assurance with brand authority in knowing
that the product they are buying is value-based, affordable price, and must meet their
needs. In response to this call, the Company thrives to deliver innovative products
responding to consumer’s needs in order to differentiate and stand out from other
brands in the market. We see this as an opportunity to capture new touchpoints and
virtually impact all aspects of consumer’s lives by tapping into health-related benefits.

Others
20%
TN Oishi
48.3%

Major
Competitor
31.2%

H Oishi B Major Competitor Others

Remark
The details is provided from Nielsen Company (Thailand) Limited as of fiscal year to August 2021.

According to the increasingly intense competition in the Green Tea industry as well as
external market challenges such as the Covid-19 pandemic situation, the Company
places the importance on research and development of new products in order to meet
with the needs of consumers. The company is continuously working to address evolving
customer needs with a more holistic approach by creating product differentiation,
further expand consumer base and increase its capacities and competitiveness, including
identifying and exploring new channels to reach our consumers through the use of
digital tools to create an innovative way to connect to consumers.

Market condition on Food Business

1.  Restaurant Business
Japanese restaurant business has been growing and expanding continuously. As a
result, the nature of this business tends to be highly competitive over the selection
of ingredients, price from the market mechanism, promotional activities and
quality of service. Oishi Group not only centered on our strategies to develop a
novelty menu and raise the service quality. We also constantly react to the rapid
movement of consumers' needs. As a leader, we continually adapt to the aggressive
market competition in the present.

“Customer Voice Receipt” has become a vital hearing tool in our business. Oishi
Group developed and operated the tool from April 2018. The function of the
hearing tool includes collecting feedbacks, recommendations, and complaints
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to consumer experience of Oishi restaurants through open channels: Call Center,
Social Media, Survey linked to QR code at the end of receipts. From those 3 main
channels, we have accumulated over 140,000 transactions. The information will be
used for evaluating the overall operation that assures high consumer satisfaction
and experience in visiting our restaurants. Importantly, the insights translated
into actionable items under 4 principles of service namely

1) Ambience of atmosphere and facilities (Ambience)

2) Customer Service (Service)

3) Quality of food (Food)

4) Delivery service (Delivery)

We commit to enhance and evolve our operational processes to maintain and
strengthen relationships with consumers in more efficient ways. Data collected from
October 2020 to September 2021 uncovered 90 percent of the Overall Satisfaction
Score from consumers of Qishi restaurant. Surprisingly, the Delivery service received
the highest score for those 4 principles. It has grown in popularity as consumer order
delivery by Call Center and websites. In addition to that, Oishi has also expanded
the delivery service through food aggregators such as Grab Food. We selected Oishi
Ramen and Kakashi as the primary brands in cooperating with Grab. Importantly,
the feedback from Customer Voice Receipt was positive. In return, restaurants in
Oishi Group improved the Overall Satisfaction Score from 91in 2021.

Customers Satisfaction Score
(% Satisfied Customer - Highly Satisfied customer)

92 92
89
I I 87 I
Ambience Service Quality Delivery
B 2021

Customer satisfaction in services and products survey from the restaurants under
Oishi Group in the previous years. There are 4 key measurements describing
customer’s satisfaction which are detailed as follows: Ambient 92%, Service 92%,
Food 87% and Delivery 89% respectively.

Ready to Cook and Ready to Eat Business

In 2021, the Covid-19 crisis resulted in the growth of the ready-to-eat and frozen
food market as consumers began to buy products from convenience stores,
supermarkets, and hypermarkets in order to ensure that they are clean and safe.
The need for consumers to work at home has led to more purchases of food for
cooking at home, or people in inhospitable places can still buy ready-to-eat food
and reheat it in a microwave. Therefore, it is an opportunity for the Company to
develop new products to the market, increasing both ready-to-cook and ready-to-eat
food, including sauces and seasonings. However, various channels still focus on
reducing product prices, especially its own branded products, which are considered
a risk to the Company to develop products with quality and competitive prices in
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the market. In addition, the Company also aims to develop products in online and
delivery channels, both of partners and own channels that have been growing in
order to reach more consumers in line with changing market conditions. In addition,
the marketing plan continues to focus on communicating with the target audience
through online media and online communities, as well as public relations through
various public relations media.

Target Consumers

Beverage Business
The Company still has a plan to expand the branches to the other countries in ASEAN
in 2021.

Food Business

1.  Restaurant Business
The Company operated various styles of Japanese restaurants including Japanese
buffet style, Shabu style, Yakiniku style, Japanese QSR and home delivery covering
nearly all target groups of customers. The Company is continuously expanding
restaurant outlets in order to further increase areas and consumers coverage.

2. Ready to Cook and Ready to Eat Business
In general, consumer target of ready to cook and ready to eat products are those
preferring convenience due to their time limitation, in the same time they still
concern about quality and value for money. Based on product type, they could be
classified into 3 groups: (1) The chilled products which target young generations
such as working age consumers, students and housewives who have quick
lifestyles. Thus, ready to eat products are the suitable choice for this group of
consumers. (2) As for the frozen products, the target consumers are working age
consumers and families living in big cities. (3) Sauce product, target on increasing
behavior of cook at home consumers.

However, the Company is aware of new generation consumers, especially health
lovers. Under this consideration, the Company takes it as an opportunity to
initiatively innovative product development to deliver best consumers’ needs.

Distribution Channels and Distributor

Beverage Business

The Company distributes its products through various distribution channels both
domestically and internationally. In order to achieve more areas of distribution, 80% of
the products distribution has been carried out through Thai Beverage Public Company
Limited group of companies and Sermsuk Public Company Limited as considered as
efficient channels of distribution covering Modern Trade and Tradition Trade in both
domestic and international market.

Food Business

1.  Restaurant Business
The Company is a leading Japanese restaurant operator in Thailand with diverse styles
of restaurants located nationwide. Currently, the Company is operating over 252
domestic stores covering Bangkok and provincial areas. (As of September 30, 2021)

2. Ready to Cook and Ready to Eat Business
In 2021, the main distribution channels of chilled and frozen Ready to Cook and
Ready to Eat products are the convenience stores, especially 7-Eleven, and
supermarkets. At the same time, the Company has expanded its distribution channels
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into supermarket in provincial area such as stores and supermarkets, launching
Sauce products lead to additional opportunity channel in Traditional Trade Market.
as well as the Food Service Market in order to expand in parallel of market base
and products. As for the international market, the Company highlighted to
maintain original customer base for frozen Gyoza category in oversea e. g., Myanmar
and France due to the fact that COVID-19 pandemic significantly impacted distribution
in overseas.

Business Target

Beverage Business

Evidently, the rapidly evolving public health crisis has virtually impacted all aspects
of life and created fundamental shifts in consumer behaviors. Thus, the Company will
maintain its leading position in Ready to Drink Green Tea Market by capturing new
opportunities and creating new innovations that are “adaptive” to all dimensional
changes of consumer needs.

Food Business

1.  Restaurant Business
The Company and its subsidiaries aim to open approximately 19 new stores in 2021
focusing on popular brands such as Shabushi to cover areas in Bangkok and
upcountry provinces with potentials and high purchasing powers. In the past year,
the Company and its subsidiaries can open 5 stores: Shabushi 2 stores, Oishi
Ramen 1 stores, Hou Yuu 1 store, and permanent closing 20 stores due to its poor
performance.

2. Ready to Cook and Ready to Eat Business
In 2021, the has operated through the following 5 strategies, (1) Strengthening
brand image under the concept One Brand under “Oishi Eato” (2) New product
innovation in the Japanese style Ready to Eat products to be recognized as the
leader and new product development in accordance with the sustainable business
growth policy, including tastes, packaging and style (3) Expansion of the
distribution channels domestically and international (4) Efficiency in cost control
and cost reduction to improve the profit for the business (5) Expansion to new
Packaged Food Business in addition to frozen and chilled Ready to Cook and Ready
to Eat products. This could be deemed as another successful milestone resulting
the export performance as achieving the anticipation which is Saucing business.

Exporting

Beverage Business

Oishi Green Tea products have been contributing to the export revenue portion by 20%
from the previous year and tend to increase continuously in many countries i.e. Cambodia,
Laos, Myanmar, Malaysia, Brunei, Singapore, Taiwan, China, Korea, Kingdom of Bahrain,
United Arab Emirates, Australia, New Zealand, Russia, Germany, Netherlands, Belgium,
Luxembourg, Austria, Poland, France, Great Britain, Norway, Switzerland, Italy, Ireland,
Hungary, Croatia, Greece, Sweden, Finland, Denmark and Iceland.

In 2021, the Company aims to continuously expand its export business across ASEAN
markets to drive more sales performance in Cambodia, Laos and Myanmar.

Food Business

Ready to Cook and Ready to Eat Business
The Company is well-prepared to obtain relevant certifications and standards to
enhance products images and creditability for overseas customers. The Company
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received standard accreditations for food industry including BRC, HACCP and GMP.

The Company has also done researches on consumer behavior and distribution channels
in various countries in order to deliver products that match consumers’ preferences.
This well-prepared helps strengthening the Company's positions to manufacture its
products, focusing on frozen food, for overseas distribution. The Company has also
started to export Oishi Gyoza in AEC countries e.g., Cambodia and Myanmar since 2016.

In 2020, the Company encountered the COVID-19 pandemic which negatively affected
the distribution plan in new countries as production capability has been diminished.

As aresult, the Company was only able to maintain its sales volume not to be less than
previous year’s. Therefore, in the year 2021, the Company shifted its direction to
continue to increase sales volume in frozen Ready to Eat Gyoza available originally

in Asia i.e., Myanmar and Cambodia and in European countries i.e. France, United
Kingdom and Germany, including expand its market base to other countries in
Asia-Pacific region i.e. Australia and Laos.

3)  Product and Service Procurement

Raw Material Procurement

The Company is committed to offering the highest quality Japanese food and beverage
products to customers. The Company, therefore, highly focuses on high quality raw
materials from the sources within the country or overseas, though most of raw
materials are obtained from sources in Thailand.

Procurement and production

Oishi Group of companies (“Oishi Group”) manufacturing goods consisting of

2 companies: First, Oishi Food Service Company Limited or Oishi Food Service acts

as Central Kitchen for the Oishi Group and is responsible for sourcing, purchasing,
distributing of raw materials, as well as processing the raw materials, of which quality
and standard must be maintained. The Central Kitchen also produces the Company’s
bakeries and sushi in order to deliver to all the restaurants within Oishi Group. Second,
Qishi Trading Company Limited is responsible for producing all the beverage products
under the brand “Oishi” for Oishi Group.

As at September 30, 2021 Oishi Group has 5 manufacturing plants and 1 Central Kitchen
as below;

1) Oishi Trading 60/1120 Moo 19 Navanakorn Industrial Estate, Klongluang,
Pathumthani 12120 (Cold-aseptic filling in PET)

2)  Oishi Trading 60/68 Moo 19 Navanakorn Industrial Estate, Klongluang,
Pathumthani 12120 (Hot filling and drinking water in PET)

3)  Oishi Trading 60/68 Moo 19 Navanakorn Industrial Estate, Klongluang,
Pathumthani 12120 (Cold-aseptic filling in paper brick)

4)  Qishi Trading 700/635 Moo 3 Amata Nakorn Industrial Estate Bankoa Phan Thong,
Chonburi (Hot filling and drinking water in PET)

5)  Qishi Trading 333 Moo 1 Salangphan Wang Muang, Saraburi (Cold-aseptic filling in
PET)

6) Qishi Food Service 283/2 Moo 3 Nongchark Banbueng Chonburi (Central Kitchen)
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Production Capacity

The Company and Oishi Trading have total production capacity of PET of 1,370 million
bottles per year as the factory in Navanakorn Industrial Estate and Amata Nakorn
Industrial Estate have capacity to produce drinking water of 70 million bottles per year,
and presently are contracted to produce drinking water (OEM) under the brands
“Chang” and “Crystal” for the related companies. For the capacity in UHT paper brick is
560 million bricks per year. The UHT filling in paper brick is also able to suffice the OEM
for dairies products.

For food Business, the Central Kitchen has total capacity for catering of 6,000 tons per
year, Chilled Gyoza is 3,500 tons per year and sandwich is 25 million pieces per year.

With the above-mentioned capacity, in the year 2021, the Company is in good position
to serve both in domestic and international demands.

Raw Material Procurement

As for the selection of suppliers, the Company has implemented a strict procedure in
selection raw materials for suppliers. This includes pre-order quality assurance and supplier
recruitment process. The Company will consider the potential suppliers who complies with
the international standard; Codex Alimentarius (Codex), Good manufacturing Practice
(GMP), Hazard Analysis Critical Control Point (HACCP), Thai Industrial Standards (TIS), and
other specific product assurance standards. Then, the Company will conduct a site visit to
assess and verify their manufacturing procedures and certifications. The successful
candidates will be invited for bidding and purchasing system under the policy, rules, and
regulations of the Company to ensure that all biddings are fair and transparent. Finally,

the selected suppliers will be examined thoroughly from related department to ensure

that the raw materials are in good quality and in accordance with international standard.
The punctuality of their delivery time is also another important factor in selecting potential
suppliers in order to ensure that the Company will not be in shortage of raw materials for
production and distribution. Moreover, the suppliers should show the strong potentials to
develop their capacities and products to cope with the Company growing and changing
business accordingly.

As for products handling the Company has implemented an inspection process to
ensure the quality of raw materials handling according to the arrangements, as well as
the international production standards and a timely product handling to prevent any raw
materials shortage used in production and distribution.

As for raw materials the Company is committed to sourcing raw materials with the
highest quality for consumers, taking into account key imperatives e.g., shrimps are
meticulously sourced from local producers with globally-recognized standards granted
on each seasonal shrimps farming cycle; Salmons are also sourced from salmon farms
with internationally-recognized standards and certified for sustainability fairly assessed
by neutral international institutions. For main potential raw materials for beverage such as
tea leaves, the Company carefully selects the finest one from qualified cultivated areas
visualizing a promising development opportunity and to ensure that sufficiency of

the supply. This includes an intense selection of the highest-quality tea leaves from
Japanese source of production to used in premium tea products for health-conscious
consumers.



As for the cost management, the Company also
underlines the pricing of the raw materials since it
directly influences on the cost of the business. Therefore,
the procurement process requires verifications, pricing
comparison and sourcing of new suppliers in order to
create competition among suppliers and increase
bargaining power of the Companuy. Price reviews are also
conducted on an on-going basis to make sure that the
price of the raw materials and suppliers are reasonable
and align with the market conditions.

For quality assurance and standardization purposes,
several products are produced and processed at the
Company's central kitchen. This also helps the Company
to ensure efficient inventory control and management.

As for social responsibility, the Company also takes
social responsibility by selecting the raw materials from
local suppliers and producers so as to support and
improve their skills both directly and indirectly at the
same time, for instance, the Company sources high
quality tea leaves from domestic farms, and government
supported farms. The Company also gives informative
supports and jointly develop with the domestic farmers
to improve their manufacturing procedure. The Company
also executes long-term contracts with the farmers to
control risks from raw materials shortage and generate
sustainable income to local farmers.

As for risk management in order to exercise risk
management on products and raw materials
procurement, the Company has determined the policy
to nominate new producers and distributors on a
continual basis. It also clearly disagrees to commercially
engage with producers and distributors with records

of corruption, violation of intellectual property, human
Trafficking and violation of human rights on all counts
and annually inspect the producers and distributions

of the Company to reassure that the guideline has been
concretely put into practice.

Environmental impact from manufacturing process and
waste management, Oishi Group realizes the importance
of environmental conservation, thus the environmental
care procedures have been executed legally and
systematically, for instance, production wastes, disposed
materials from the process or any work-in-process, in
order to ensure that the efficient treatment system for
any wastes are reliable and should not affect the social
and environment.

In the production line, Oishi Group chooses the best
practices for environmental impacts by applying clean
technology from the very first production process,
using energy saving technology and reducing the
packaging materials usage. Oishi Group has set up the
risk management system to control risk factors which
could affect the environment, reduce resources usage
by saving energy and comply with 1SO 14001 (ISO 14001
Environmental Management Standard) in which all of
Oishi Group’s beverage plants have already been
accredited.

Moreover, to be sustainable in environmental management,
Oishi Group has provided the environmental personnel
who are well trained in the applicable legal required
programs and locate in factory as follows;
. Environmental Manager
. Water Pollution Supervisor
. Air Pollution Supervisor

Industrial Waste Management Supervisor

Water Pollution Operator

Air Pollution Operator

Industrial Waste Management Operator
Apart from the certificated in environmental management
system and provided the environmental personnel as
mentioned, Oishi Group ensures that the environment
management is reliable and complies with the international
standard. In the past year, Oishi Group complied with the
environmental rules and regulations as well as standard
of ISO 14001. Hence, Oishi Group has never come across
any disputes on any environmental issues and there is
no pending litigation related to environmental dispute.



50 OISHI Group Public Company Limited

In addition, Oishi Group has attended many projects and .
has been certified in many environmental projects;

. Oishi Group has attended in the Carbon Footprint
for Organization (CFO) project, the project conducted
by Thailand Greenhouse Gas Management
Organization (Public Organization), to have full
understanding on the concept and Carbon footprint
for organization assessment in order to exactly
calculate the amount of carbon footprint that is
produced through the organizational operation.
This will lead to the management approach for more
suitable and high efficiency of greenhouse gas
reduction. In addition, environmental effects in
which the factories in Navanakorn Industrial Estate,
Amata Nakorn Industrial Estate, Wang Muang
District Saraburi Province and Central Kitchen at
Banbueng have omitted greenhouse gas around
25,848 tonCO,-eg, 1,329 tonCO,-eg, 19,699 tonCO,-eg
and 9,140 tonCO,-eg respectively. Importantly,
Oishi Group has received certification from the
Ministry of Natural Resources and Environment.

56,016 ton CO?%-eq

Oishi Group has participated in the Green Industry
pilot project and has been awarded for Green
Industry Level 3 from the Ministry of Industrial,
which indicated that Oishi Group has minimized
the usage of resources to the fullest and
implementation of the environment friendly

a3

Green Industry

NE:NS00AENSSY

Regarding the factory safety, Oishi Group has
professional third-party inspectors engaged yearly
to assure safety and inspect production areas i.e.,
building structure, electrical system, and steam
boilers.

In 2021 Oishi Group has also conducted a seminar
on environmental and standard system by inner
house and outside sources to raise awareness to all
personnel.

« Energy Conservation Awareness in total of
1 course amount to 4 hours per person

- Energy Management in total of 1 course amount
to 14 hours per person

« I1SO 50001 Version: 2018 in total of 1 course
amount to 7 hours per person

+ Internal Audit ISO 50001 in total of 1 course
amount to 7 hours per person
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Training Course and Accumulates

438 438
410 422
323
203
148 I

2015 2016 2017 2018

2019 2020 2021

It comes to 28 hours per person for the training course and accumulates 438 hours in 2021, which is equivalent to 2020.

Practice on Efficient use of Resource

In 2021, Oishi Group executed several projects in order to
enhance energy usage efficiency including raw materials
and chemicals in production process as to reduce resources
usage and impact it may have caused on the environment

For the Hot Filling in PET bottle located in
Navanakorn Industrial Estate located in Pathum
Thani has improved the cleaning process
without parts being dismantled (Cleaning in
Place), helps saving up save up electricity usage

as follows: by 80,000 per year and natural gas by 2,000
1. Energy cubic meters per year.
In order to increase energy usage efficiency in plant « For the UHT production has improved to extend

in Navanakorn Industrial Estate, the Company has
put in place ISO50001, 2018 version as follows;

to continuous production by reducing cleaning
process without parts being dismantled

For the Cold Aseptic Filling in PET bottle in
Navanakorn Industrial Estate located in Pathum
Thani. The process in power system has been
improved by installing a high-efficiency motor
in cold water system, able to save up electricity
usage by 60,000 units per year.

For the Cold Aseptic Filling in PET bottle in
Navanakorn Industrial Estate located in Pathum
Thani. The process in power system has been
improved by installing reverse osmosis (RO),
helps saving up electricity usage by 100,000
units per year.

For the Hot Filling in PET bottle in Navanakorn
Industrial Estate located in Pathum Thai has
installed split type air control system in place
of water-cooled chiller system, helps saving up
electricity by 700,000 units per year

(Cleaning in Place), helps saving up electricity
usage by 500,000 units per year.

For the Cold PET bottle for green tea production
line in Wang Muang plant located in Saraburi
has used recycled air from bottle inflation in
power system, helps saving up electricity usage
by 240,000 units per year.

For Oishi Food Services Plant, Solar rooftop has
been installed to promote

the utilization of renewable energy, saving up
the electricity usage by

Baht 260,000 per year.

For Oishi Food Services plant, the machine
efficiency has been enhanced by introducing
high-efficiency motor used in cooling system,
helps to save up to 30,000 units per year.
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2. Water Management

The Company has put in place the efficient use of water resources including the

reduction of waste water discharged outside the organization by assessing the use

of water (Water Foot Print) to determine the goal to reduce water usage with the
improvement projects as follows;

+  For the Cold PET bottle for green tea production line in Wang Muang plant
located in Saraburi has improved valve control program in the production
process, helps reducing tea residues in the system, which saves up raw water
usage by 28,000 cubic meters per year.

+ For the PET beverage production in the Amata Nakhon Industrial Estate plant
located in Chonburi has improved to extend to continuous production by
reducing cleaning process without parts being dismantled (Cleaning in Place),
helps saving raw water usage by 100,000 units per year.

3. Raw Materials Management
Oishi Food Services Plant has improved the efficiency of Saba production
process by selecting Saba size customized according to each product processing.

This helps reducing the raw materials usage by 584 kilograms per year.

4. Waste Management
« Oishi Food Services Plant has recycled by 10,180 kilograms of processed oil per
year as assessed by certified company for hygienic management in accordance

with legal requirements.

«  The Company has been continuing to innovate in packaging design and
development of PET bottle as reducing the weight of PET bottle 500 ml. used in
the plant in Navanakorn, Pathum Thani and Wang Muang Plant in Saraburi.
This reduces the use of plastic equivalent to 64 tons per year.

+  The Company has developed from PVC to PET packaging label to promote
environment-friendly production process as it can be reused and has been
successfully tested on green tea beverage products - Japanese rice flavor
500 ml. and will continue to develop to use with other products.

In addition, in order to achieve the goal of reducing the amount of waste or waste from
the production process at least 1% per year through the 3R principles (Reduce, Reuse,
Recycle), Oishi Trading Company has discontinued the usage of purple bottles in

Oishi Kyoho 350 ml. and 380 ml. so that Oishi Kyoho bottles can be used through
recycling with other clear PET bottles. This helps increasing 55 million recyclable

PET bottles per year.

Furthermore, Oishi Group is committed to continuing to focus on education and
improve the management of various resources for its maximum efficiency in order to
reduce and save energy usage causing less impact but positive contribution to overall
environment in a sustainable manner, reflecting the core intention of Qishi GROUP.
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4) Business Assets

Business operation assets of the Company and its subsidiaries are consisting of both tangible and intangible assets.
As of September 30, 2021, the detailed net book values are as follows:

Land and land improvements
The Qishi group of companies owns certain pieces of land and land improvements which it uses in its business
operation. As of September 30, 2021, the book value of which are as follows:

Net book value Collateral for
(million baht) Loans

Land and Land improvements Type of possession

Land with 61-2-70.5 rais with improvements
at Navanakorn Industrial Zone 2, Klong Luang, Owner 504.52 None
Pathumthani province

Land with 182-2-19 rais with improvements at
Tumbon Nong Chak, Ampor Banbueng (Muang), Owner 329.64 None
Chonburi province

Total 834.16

Buildings and building improvements
The Oishi group of companies owns certain buildings and building improvements which it uses in its business operation.
As of September 30, 2021, the book value of which are as follows:

Net book value Collateral for
(million baht) Loans

Buildings and Building improvements Type of possession

Building and structure at Navanakorn Industrial

0] 694.55 N
Zone 2, Klong Luang, Pathumthani province wner one
Building and structure at Amata Nakorn
Industrial Estate, Bankao, Panthong, Chonburi Leased 47.94 None

province.

Building Improvements No.333 Moo 1 Highway
2089 (Muak Lek-Wang Muang) Tumbon Salaeng Leased 107.99 None
Phan, Ampor Wang Muang, Saraburi province

Central Kitchen at Tumbon Nong Chak, Ampor

280.7 N
Banbueng, Chonburi province Owner 80.76 one
Other building improvements Leased 2.52 None
Total 1,133.76

Rental Agreement

As of September 30, 2021, the Company has 260 rental agreements with retailers for Japanese food restaurant businesses.
Most of which are short-term rental agreements with a period of three years and the option to extend the term for
another three years. Most of the agreements will expire in 2021 - 2024.

In addition, the Company has entered into short-term property lease agreements for operation of the Cold Aseptic
Filling Line 2 and Line 4 at Saraburi Province which are the most suitable locations for logistic and risk management
purposes. The leasing term of such agreements are less than 3 years and the lessor commits to provide a right of first
refusal to the Company if it decides to sell the land.
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Leasehold rights

The majority of locations for Oishi restaurant businesses are under the short-term lease agreement of 3 years term
with the option to extend the term for another three years. This is to lessen the risk of engagement and fluctuation
from economic change. Only some of the locations in department stores are under long-term lease agreements.
Net book value of which, as of September 30, 2021 are as follows;

Net book val Collateral f

Area/ Location Rental period/ Expiration (ﬁ‘i":; b\;ah:)e o I?o::las o
1st floor, Seacon Square, No. 1053-1054 21 years and 10 months 341 None
in 292.58 sq.m area 25 Days/ Expire 2024 ’
T: g(.{)v(\)a;I Bnina?'zzznijn:ongF(?g;:iiASZ sg.m 20 years and 9 months 1.62 None

o ' a 4 Days/ Expire 2022 '
area
!:uture Park Rangsit, Unit no. B 56 15 years a!'\d 6 months/ 039 None
in 134 sq.m area Expire 2021
!Esplanade Ratchada, Unit no. B 41 24 years and 2 months/ 1278 None
in 288 sq.m area 4 days/ Expire 2031
Food Mall at Chulalongkorn Hospital, )
Unit no. A10 3 years/ Expire 2022 0.02 None
Total 18.22

Tools and Machinery for Manufacturing
As of September 30, 2021, tools and machinery for manufacturing which the Company uses in its operation and
production consist of the following;

Net book value

Type of tools and machinery for manufacturing (million baht) Collateral for Loans
Machinery-Beverage 2,002.95 None
Machinery-Food 161.22 None

Total 2,164.17

Decoration and internal systems
As of September 30, 2021, decoration and internal systems which the Company uses in its business operation consist
of the following;

Net book value

Type of decoration and internal systems (million baht) Collateral for Loans
Decoration 121.09 None
Internal systems 486.32 None

Total 607.41
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Construction in progress and installation
Net book value of construction in progress and installation of the Oishi group of companies, as of September 30, 2021
consist of the following;

Rt
Internal systems under construction 3.52 None
Others 7.22 None

Total 10.74

Other assets
Other assets were included office equipment, furniture and fixtures, restaurant utensils and vehicles. Net book value
as of September 30, 2021 is 106.14 million Baht.

Intellectual Property
Since the operations have started, the Company has submitted applications for registration of many trademarks and
service marks domestically and internationally for many brands and logos covering a variety of products and services.

“Oishi” is key trademark and service mark of the Company. The Company has also submitted other trademarks and
service marks, both together with and separate from “Oishi” mark such as “Shabushi”, “Ramen”, “Nikuya”, “Kakashi”,
“Green tea”,"Gold", “Chakulza”, “Fruito”, “"Amino OK", “Nekko” , “Fruitza”, “Oyoshi”, “Eato”, “Oyoki” and “Hou Yuu".

The Company also registered copyright for animation character “Oishi Neko” and other characters used with Chakulza
products.

Moreover, the Company was awarded “Superbrands Thailand 2017” from Superbrands Thailand, an independent
authority and arbiter of branding excellence based on the most trusted brands of consumers from all over the country.
The Company was also awarded “The Most Powerful Brands of Thailand 2018” from Faculty of Commerce and Accountancy,
Chulalongkorn University. The award emphazises the Oishi brand'’s position as the leading brand in the mind of
consumer in ready to drink green tea market. In addition, the Company was awarded “2019 Thailand’s Most Social
Power Brand” from BrandAge. The award emphazises the Oishi brand’s position as the leading brand on online media
in the mind of consumer in Japanese restaurant and ready to drink green tea. In all aspects, it ensures that the
Company’s trademarks are well recognized and stay in the consumers’ heart for a long time. Consequently, the
Company has no policy to breach other trademarks as well as the intellectual property.

Investments in subsidiaries and affiliates
The Company considers investments in subsidiaries and affiliates (if any) for the purpose of expanding and/or
supporting the business of the Oishi Group. or recruiting new business opportunities as appropriate
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1.3 Shareholding Structure
1.3.1 Shareholding structure of the Company

As of November 18, 2021

Oishi Group

Public Company Limited
Register and Paid-up Capital

Baht 3 75 million

99.99%

Oishi Ramen Co., Ltd.
Registered and paid-up
capital Baht 158 million

- Japanese restaurants

99.99%

Oishi Trading Co., Ltd.
Registered and paid-up
capital Baht 420 million

- Beverage manufacturer
and distributor

99.99%

Oishi Food Service Co., Ltd.

Registered and paid-up
capital Baht 1,000 million

- Food manufacturer
and distributer

100%

OISHI F&B (SINGAPORE)
PTE.LTD.

Registered and paid-up
capital SGD 2,260,291

- To support international
business expansion

99.98%

Oishi Delivery Co., Ltd.
Registered and paid-up
capital Baht 1 million

- To support online business
and distribution

OISHI INTERNATIONAL
HOLDINGS LIMITED
Registered and paid-up
capital HKD 13,790,500

- To support international
business expansion

0.0038%

SHABUSHI LAOS
COMPANY LIMITED
Registered Capital
LAK 5,200,000,000
Paid-up Capital

LAK 1,750,408,121

- To support international
business expansion

100%

OISHI F&B (CAMBODIA)
COMPANY LIMITED
Registered Capital

UsD 10,000

Paid-up Capital

UsD 10,000

- To support international
business expansion

100%

OISHI GROUP LIABILITY
LIMITED COMPANY
Registered Capital

USD 50,000

Paid-up capital

USD 50,000

- To support international
business expansion

OISHI MYANMAR
LIMITED
Registered Capital
USD 4.5 million
Paid-up capital
USD 3 million

- To support international
business expansion
in Myanmar
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Person who may have conflict of interest holds more than 10% in subsidiaries or associates

Relationship with the business group of major shareholder

The Company is one of the group companies of Thai Beverage Public Company Limited, which is

the Company's major shareholder. As part of the Company's investment or business policies, there is an
effort to ensure that the business covers the cycle or the value chain of that business as much as possible.
Therefore, the business operations of many affiliated companies may be of a nature that is related to or
promotes the continuity of the business of the affiliated companies. In addition, the Group also attaches
great importance to considering investments in other companies that will promote the Group's benefits
or maximum added value.

1.3.4 Shareholders

As of October 2, 2020, top ten shareholders and stock holding proportion based on paid-up capital are as
follows:

10
n

Thai Beverage Public Company Limited 298,720,398 79.66
UOB KAY HIAN PRIVATE LIMITED 18,000,000 4.80
DBS BANK LTD. 17,910,200 478
Mr. Thaweechat Jurangkool 15,789,400 4.21

BANK OF SINGAPORE LIMITED-THB SEG AC 9,357,400 250
Mr. Ayuth Charnsethikul 2,000,000 0.53
Ms. Jintana Kanjanakumnerd 1,380,600 0.34
Mrs. Hatairat Jurangkool 1,378,300 0.34
Thai NVDR Company Limited 1,058,560 0.29
Mr. Nattapon Jurangkool 620,600 0.17
Free Float shareholders 8,784,542 2.38
Total 375,000,000 100

Details of the major shareholders who held shares via their holding companies and have a significant influence
towards management policies of the Company and its subsidiaries are:

)

2)

Thai Beverage Public Company Limited which operates via its subsidiaries regarding to production

and distribution of alcoholic and non-alcoholic beverages and Japanese restaurants.

As of December 9, 2020 the companies that are related to Mr. Charoen Sirivadhanabhakdi and Khunying
Wanna Sirivadhanabhakdi held shares in Thai Beverage Public Company Limited totally 65.89% of

the paid-up capital.
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Top ten shareholders of Thai Beverage Public Company Limited are as follows;

The Central Depository (Pte) Limited 12,306,589,027 48.99

2 Siriwana Company Limited 11,368,060,000 45.26

3 Mr. Natthavat Tejapaibul 129,827,500 0.52

4 Mr. Thanapa Sirivadhanabhakdi 107,000,000 043

5 Mrs. Thapanee Techajareonvikul 107,000,000 0.43

6 Mr. Panote Sirivadhanabhakdi 107,000,000 0.43

7 Mrs. Wallapa Traisorat 107,000,000 043

8 Mrs. Atinant Bijananda 88,660,756 0.35

9 Mrs. Chompoonuch Tejapaibul 70,000,000 0.28

10 Mrs. Varang Chaiyawan 65,650,500 0.26

1.4 Registered and Paid-up Capital 1.6 Dividend Payment Policy

1.4.1 Ordinary Shares The Company and its subsidiaries have policy to
As of September 30, 2021 the Company has Baht pay dividend of not less than 40% of net profit after
375 million of registered and paid-up capital. It can deduction of tax and legal reserves if such dividend
be categorized into 375 million common stocks, payment does not have an adverse effect on
with the par value of Baht 1 per share. All shares are corporate operations significantly. Factors that are
registered in the Stock Exchange of Thailand. considered include the Company’s operation

results, the Company’s cash flows, liquidity, and
business expansion plans. The dividend payment
must be approved by the shareholders.

1.4.2 Debentures
-None-

1.5 Other Securities
-None-

Dividend payment information

Financial Ratio “ 2020 2021@

Dividend per share 4.00 0.80

Total of shares 187.5 Million Shares 375 Million Shares 375 Million Shares

Total amount Baht 750 Million Baht 543.75 Million Baht 300 Million

% of dividend payment 60.80 50.80 54.90
Remarks

(1) On January 30, 2020, the 2020 Annual General Meeting of Shareholders passed a resolution to approve the change in the par value of 2 baht per
share to 1baht per share and registered the change in the share value on January 31, 2020.
(2) The dividend payment rate for the year 2021 is subjected to the shareholders’ approval in the 2022 Annual General Shareholder Meeting.

The dividend payment historical are conform to the dividend policy, where the Company intend to pay out not less
than 40% of net profit after deduction of tax and legal reserves.
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2.1

2.2

Risk Management

Risk Management Policy

The Company has the rick management policy which was approved by the Board
of Director meeting on August 10, 2018 and published on the Company's website.
www.oishigroup.com under topic Good Corporate Governance.

Risk Factors for the Company's Business Operations
2.2.1 Group of Companies’ Risk

1) Beverage Business

Risks in Ready-to-Drink Green Tea in Overseas Market

Green Tea in overseas market has shown rapid growth, while competition is
becoming increasingly intense. In addition, several local laws and regulations

as well as consumer behavior in overseas may become a matter of restriction to
the business. The Company, therefore, gives priority to thoroughly understanding
business regulations and establishing relationship with experienced partners

in each country. At the same time, we directly penetrate each market and conduct
on ground activities to connect with the local consumers and focus on strengthening
the brand image as to create demand. While maintaining and establishing
favorable relationship with our agents is also vital to give us a strong foundation
once there is a business opportunity to enter and invest in a specific country.

Risks in New Product Development

Although it is a common practice that all new beverage products must pass
various processes of quality testing during production, including manufacturing,
packaging designs, tasting, advertising and promotions, which cost a substantial
amount of money, some new products were unable to penetrate the market due
to the intense competition in beverage market. As a result, the Company has
highlighted consumer’s health by intensifying the preparation of new product
launching in terms of the customer demand, product quality control, as well as
cost price, selling price, and the marketing activities in order to ensure that

new products are able to successfully penetrate the beverage market.

Limitation in Raw Material Sourcing

Due to the Company’s commitment to produce only quality products made from
premium materials, the Company has no policy to purchase raw materials from
only one supplier which might cause the risks of material shortage or disadvantage
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in price negotiation. Therefore, the Company’s R&D and Purchasing Departments
has been looking for more qualified suppliers to reduce the possible risks and
maximize the Company’s ability in raw material sourcing.

Fluctuation in Raw Material Costs

Certain factors have caused the rise in production cost e.g. the rise in fuel cost,
transportation, paper pulp, and petroleum packaging, which are fluctuated
according to the demand and supply of the market. Thus, the Company secured
medium to long term contracts with some suppliers to avoid possible difficulties.
Moreover, there are bulk purchases for the whole business group to increase the
negotiating power and upstream material purchasing is also considered to avoid
risks.

Competition Risks

Competition in beverage business is quite intense and there have always been
new high-potential entrepreneurs with aggressive marketing activities to
penetrate the market. However, the Company has strengthened its competitiveness
through its brand and product image by means of effective advertising, marketing,
and promotional activities. The Company believes that the competition offers
advantages to consumers and beverage industry as the growth of the market will
help improving the Company’s performance in the business.

Tax Risks

According to the beverage excise tax on the cost and amount of sugar which were
effective since September, 2017, Ready to Drink tea is considered one of the
beverage products with excise tax. This affects the production cost of Ready to
Drink tea, and as a result, the business operators must adjust the selling price of
the products. This factor mainly contributes to the decline of Ready to Drink tea
market in the past year. However, the Company has strategized possible tax risks
in advance by setting distribution plan and packaging that align with the selling
price as to maintain the appropriate selling price for specific distribution channels.
R&D for new healthy products are also conducted according to the intention of
the Company to produce healthy products that meet the market and customer
demand as well as effectively manage manufacturing costs and other expenses.
These strategic plans help mitigate the impacts of tax risks to some extent.

COVID-19 Risks

The COVID-19 outbreak has impacted every business and industry, especially food
and drink business that is essential for human survival. During the lockdown
period, there was an increase of bulk purchasing on drinks for family consumption.
Nevertheless, the Company has adapted to online business by opening online
channel such as e-commerce and mobile application with delivery service provided,
which escalated the access to products for consumers. Consumers’ consumption
and purchase behavior have also changed as they have been more attentive on
health, safety and proper packaging that can preserve food and is convenient

for transportation, safe, and trustworthy for consumers. The Company has also
developed healthier products such as low-sugar, no-sugar green tea, and Oishi Plus
Vitamin C 200% as additional options for consumers.
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2) Food Business
Restaurant Business

. Demographic Structure and Changing Consumer Behavior
The world is rapidly changing. Without any doubt, it affects every life and business.
The COVID-19 pandemic will become an accelerator that drives trends that once
were believed would take years to rise.

Internet will become basic infrastructure accessible at any time and any place,
creating more convenience in life, for example working and studying online

as well as other basic things like purchasing and selling goods on a daily

basis. COVID-19 will change consumption behavior to be more internet-based.
Nowadays, e-commerce platforms such as e-market place or online delivery

have taken an important role that is rapidly growing because the pandemic forced
consumers to stay at home to avoid risks. Online purchasing behavior will become
a new normal way of life. The convenience that consumers nowadays are intensely
focusing on will drive entrepreneurs to shift to online market to increase business
opportunities by reaching out to their potential customers who tend to stay

at home more themselves by utilizing online platforms at its best capacity

that can be run even without having a physical place to sell or to stock goods or
products. Moreover, not only sales growth that they will achieve, but also the
consumer database that allows businesses to know and understand their consumers
better, create marketing plans that suit consumption behavior, and use big data
more effectively. Consumers will be more and more familiar with the using of big
data by businesses to analyze their behavior and will start to look for reliable ones,
so entrepreneurs will need to adjust their marketing plans to gain trust for their
businesses and also make it more outstanding than their competitors.

COVID-19 has also sped up the emergence of cashless society as consumers were
afraid of getting infected from touching money. People are changing to use online
transaction such as mobile banking, e-payment or credit card, etc. Furthermore,
the pandemic accelerated the coming of Internet of Things and new virtual
experiences.

People are paying more attention to health and sanitation. The post-COVID trends
will become a new normalized social responsibility standard as well as medical and
public health system which are more accessible for everyone. Many businesses
will have to adjust their strategies to show consumers that they understand and
are well-prepared to be trustworthy in terms of cleanliness and sanitation.

Location for Outlet Expansion and Current Location Retention

Before the coming of the COVID-19 pandemic, location is one of the crucial
factors that can potentially indicate the success of each restaurant. However,
since the pandemic situation has been getting worse, the infection prevention
measures were put in place, forcing cities to go under lock-down. Restaurants,
especially ones in malls, were severely affected. The Company had to work on
every aspect to get to the customers, such as food trucks, Grab & Go, or kiosks.
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Surprisingly, gas stations at many locations are becoming interesting
opportunities for food trucks to go to. Moreover, the Company is planning to find
new locations outside of malls, which require less space, while maintaining some
locations near office areas and communities where the purchasing power of
people in the areas is still high. The Company can still maintain good relationships
with its renters, such as malls or community complexes, and could even get
discounts on rents during the situation. Additionally, we adapted our restaurants
to the situation by reducing the space used or changing the restaurants that
people usually dine in to sell our a la carte or ready-to-eat products to make the
most out of what we have.

Raw Materials and Products Obsolescence

Good quality and freshness of raw materials and products are the key success
factors for restaurant business. Over 50% of raw materials and products such as
meat, seafood, vegetables, fruits and bread are perishable. For this reason,
effective raw material management greatly affects production cost. In order

to avoid such risk, the Company has adopted policies to only purchase from
suppliers who have production methods that get certified by international
standards to ensure freshness and trackable sources. Also, the inventory system
management has always been kept track of and has a clear method to properly
manage the inventory to control the number of products to appropriately meet
the demand. Each type of raw materials is stored in suitable condition and
temperature to meet the standard that has been set by the Quality Assurance
department. In addition, the First-In-First-Out (FIFO) inventory control scheme
is also being used.

Limitation in Raw Material Sourcing

Due to the Company’s commitment to produce only quality products made

from premium materials. The Company always keeps in mind that our main raw
materials must be in the best quality without neglecting any risk about material
shortage. We support competitiveness between our suppliers to encourage them
to improve their product quality, therefore we purchase raw materials from suppliers
in accordance with our risk categories on product qualities and conditions

as well as seeking new potential suppliers to ensure that the Company will

not face the problem of raw material shortage and avoid a lack of bargaining
power in terms of product pricing and quality.

Fluctuation in Raw Material Costs and Production Costs

Some materials are highly popular among the consumers. Unexpected situations
such as epidemics in plants and animals cause material shortage and price
fluctuation. However, the Company has entered into medium to long contracts
with some suppliers of the highly demanded materials to avoid such difficulties
from the fluctuations.

Competition Risks

Many new Japanese restaurants operators emerge constantly due to the increasing
popularity of Japanese food in Thailand. Certain competitors open their stores
with the same menu and at nearby locations. However, the Company has policies
to compete in terms of product quality, advertising, and promotional activities
without cutting the price. This is to say, the Company takes food quality as well as
consumer healthiness into consideration and believes that business competition
offers advantages to food industry as the growth of the market will help improving
the Company’s performance in the business.
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. Economic Risks
Economic risks may affect consumption level and consumer confidence.
Business operations may face with the rise of raw material costs, labor costs, and
other expenses due to the fluctuation and uncertainty of the economic status.
This results in the rise of household expenses and the reduction of consumer’s
consumption. These factors have an influence on the overall benefits of food
business. Despite the effect from the abovementioned risks, the Company
continues to monitor the situations carefully and set appropriate strategic and
marketing plans which, therefore, cause no significant impact to the Company’s
business.

. COVID-19 Risks

“Eat hot food, use your personal spoon, wash your hands, wear a mask, and socially
distance yourself from others” is a sentence that has been spreading throughout
the society during the COVID-19 period. People are choosing to stay at home more
to reduce the infection rate of the pandemic, and that severely affects many
businesses. Restaurants had faced a new hard challenge and have to adjust
themselves to the “new normal” in the era of COVID-19. The number of foreigner
and Thai tourists have sharply declined due to the prohibition on traveling across
certain provinces was placed, and the economic slowdown resulted from temporary
shutdown of many business sectors. This continued to result in a decrease in
consumer confidence over employment opportunity and purchasing power,
causing business sectors and consumers to be more cautious about their spending.
Restaurant business must deal with a huge difficulty even though the intense
pandemic period has passed, because the situation is still not likely to end soon
and it is possible that new infection waves can happen as well as the infection
prevention and monitoring measures such as travelling prohibition in some areas
that were put in place during recent pandemic period.

Consumers are more careful and aware of their spending than ever which results
in the decrease of customers at the restaurant as well as the amount of money
spent on each service each time. This decreases the earnings of business while
entrepreneurs have to pay more on their business adjustment to make it suit
the changed situation, such as new business plans, adaptation to new prevention
measures from the government, especially in the most seriously controlled and
monitored areas, or cleaning tools or equipment. This will be likely to happen

to almost all kinds of restaurant business. However, businesses will be damaged
unequally depending on the kind of services offered. Restaurants located

in a shopping mall or touristic destinations with only dine-in feature are more
vulnerable to the challenges. These restaurants will continuously face the
decrease of income as a result of a smaller number of customers as they tend to
avoid outside activities. Moreover, there will be loss from opportunity cost and
raw material price fluctuation as well.

Behavioral change of Consumers in order to stay away from being infected

a huge negative impact on business as it will create a chain reaction to wellbeing
job insecurity of employees as wel