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MESSAGE FROM THE CHAIRMAN
AND GROUP CHIEF EXECUTIVE OFFICER

sho

Mr. Arsa Sarasin

Chairman

We are delighted to present Siam Makro’s first Sustainability
Report. This is a key milestone on our sustainability journey,
as part of our vision to be the number one food solution
provider for professional customers. Makro is dedicated to
providing customers with a selection of safe, high quality
food and food-related products at a competitive price. We
are “your trusted partners”, committed to “enhancing
people’s lives” so that together we achieve sustainable

growth for ourselves, the local community and for Thailand.

Our vision is exemplified in the Makro 4.0 Goals: “Enhancing
People’s Life”. In order to be truly sustainable, We have
six areas of focus which drive our sustainability decisions,

steering us towards continuous improvement towards;

Becoming the point of reference on food safety
Strengthening sustainable and ethical sourcing

Reducing negative environmental impacts
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. Local love to support communities

o

Making our customers prosper

Becoming the employer of choice for all generations

This report has been compiled in alignment with the

Makro 4.0 Goals, guided by the United Nations’ Sustainable
Development Goals. Each chapter will present some of the
year’s highlights, as well as Makro’s commitments and plans
to continue our sustainability journey in 2018 and beyond,
Furthermore, we would like to emphasize that we see the
Goals as complementary, where we can only achieve our
vision by maintaining progress for each one.

Makro have a roadmap in place to help us set targets and
assess our sustainability performance to 2020. This will be a
vital reference for us over the next few years, and over the
coming months we will be able to share our strategies for a
range of areas. We are excited to witness the hard work being
overseen by our Sustainability Committee, and involving

dedicated staff members from across the company. | am
also realistic about the challenges ahead, and the need
to embed sustainability ideas throughout Makro and with
our partners. In order to achieve this sustainability culture,
we will launch an intemal sustainability training program in
2018 and roll this out so that by 2020 all of our employees
receive the training.

2017 was a good year for Makro and we achieved a
satisfactory performance, as evidenced by our total
revenues of Baht 186,754 million, a 8.1% increase, from
the previous year, and a net profit of Baht 6,178 million,
a 14.1% increase from 2016. This was achieved through
the company’s ability to adapt promptly to rapid socio
economic changes, and always being aware of the

challenges, risks and opportunities for our business.

On behalf of Makro and our Board of Directors, we would
like to extend our sincere gratitude to our customers and
suppliers for choosing Makro as your trusted partner for the
past twenty eight years. We extend this gratitude to the
many other business partners, shareholders, government
agencies and financial institutions for their continued
support. Finally, we would like to thank our management
and staff for the relentless hard work and contribution to
achieving the company’s objectives. Makro will continue
our pursuit towards securing sustainable economic growth,
leading to long-term economic, social and environmental

value creation
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Mr. Arsa Sarasin Mrs. Suchada Ithijarukul

Chairman Chief Executive Officer

your trusted partner

Mrs. Suchada Ithijarukul

Group Chief Executive Officer - Siam Makro



ABOUT MAKRO

GRI102-1t08

VISION MISSION

“To be number one food solution provider for Siam-Makro’s mission is to be the trusted business
professional customers” partner, by providing a diverse selection of high quality
products at the most competitive price, allowing
customers to manage cash flow effectively to achieve
sustainable growth. Makro’s mission is guided by the

MAKRO principles:
« Multi-formats expansion
« Award: team achievement and investment in people

» Know the difference: Know and respect local
differences

« Responsible: for society and the world

« Offer the best: value and solutions to customers
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Full-Time 1,381
Part-Time 8
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Full-Time 5,564
Part-Time 41
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SOUTH

Full-Time 2,116
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ABOUT THE COMPANY

Siam-Makro Public Company Limited (“Makro”) was
established in 1988, to operate as a member-based
wholesale center, under the trading name of “Makro”.
Since then, Makro has continuously expanded its
operations to provide a wide array of products to
customers nationwide including: retailers; restaurants;
service and catering business operators; government
agencies; and educational institutions. Today, Makro
remains committed to be “Your Trusted Partner” in
business, by sourcing and providing a wide range of
high quality products at a competitive price, allowing
customers to make a profit. Makro offers three primary

makro
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NORTH EAST

Full-Time 2,740
Part-Time 4

> o
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5
H\‘ Grand Total 1,931

3 Male 6,181 30
# Female 7,551 24
Grand Total 13,732 54

product categories: fresh food products; dry-food
products; and non-food products, incorporated  into
the three primary brand categories of; own brands
developed and distributed by Makro, including the
“ARO” and “Savepak” brands, commonly purchased
by Makro's target customers within the HoReCa (Hotel,
Restaurant, and Cafe) and professional groups; Executive
brands directly imported by Makro, such as “M&K” and
“Protech”; and branded products by Makro’s suppliers,
which include both high quality premium products and
everyday low price products.




MAKRO GROUP BUSINESS STRUCTURE &
ITS VALUE CHAIN
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2017 HIGHLIGHTS
AND AWARDS

haitand Labou

Minister of Agriculture visited Makro. Organic Fair

heaith and the 2017

‘Secretary General from Bureau of Agricultural
Commodity and Food Standard at Makro Booth

ABOUT THIS REPORT

GRI 102-40t0 102-54

Siam-Makro Public Company Limited (“Makro”) is proud

to publish its FIRST annual Sustainability Report. This
report has been prepared in accordance with the GR
Standard: Core options of the Global Reporting Initiative,
and the company has reported on as many standards
as possible. The aim of this report is to communicate
our recognition and commitment towards economic,
environmental and social responsibility and transparency.
Unless stated, this report covers our performance and
commitments toward sustainability from 1 January 2017
to 31 December 2017, of the operation of Makro and

its Thailand subsidiaries, referred to as “The Company”.

The primary purpose of this report is to communicate
key sustainability issues material to Makro’s operations.
The report is intended to demonstrate Makro’s
commitment towards achieving sustainable business
growth, while simultaneously achieving our corporate
vision to be number one food solution provider for
professional customers in ASEAN, through the provision
of our high quality and safe products, enhancing the

quality of people’s lives nationwide

SCOPE OF THE REPORT

As the first sustainability report Makro has published,
this report only covers sustainability issues within
Makro’s Thailand operations, and therefore excludes all
issues arising from international operations. Makro has
prepared both Thai and English versions of this report,
and has published them on the company’s website:
www.siammakro.co.th. Our Financial Statements can
be found in our Annual Report from page 140. If you
have any suggestions, concerns or seek additional
information, you may contact us at our headquarters at:

1468 Phatthanakan Road, Phatthanakan Subdistrict,
Suan Luang District, Bangkok 10250

Telephone: 0-2067-8999 Ext. 8992

Call Center: 02-335-5300

Email: sustain@siammakro.co.th



SUSTAINABILITY AT MAKRO

SUSTAINABILITY DEVELOPMENT VISION

To be the number one trusted partner for customers, offering safe and high quality products
at the most reasonable price, allowing customers to remain competitive while making
profit. To enhance the lives of today’s customers without sacrificing the future generation’s
opportunity and access to the same resources we enjoy today.

Become the point of reference
on food safety in each country
in which we operate

Strengthen sustainable &
ethical sourcing in each
country in which we operate

Reduce Environmental
Impact

Environmental
Impact

AREAS OF FOCUS

Makro’s first company-wide sustainability initiative,
consisting of six areas of focus, covering all aspects
of Makro’s operations and beyond to customers and
surrounding communities. These six areas allow Makro
to efficiently integrate sustainability into day-to-day
business operations, to better enhance people’s lives.

1: Become the point of reference on food safety in each
country in which we operate.

- This area aims to ensure that all of Makro’s food
products are safe for consumers.

Food Safety

AREAS OF
FOCUS

Become employer of choice
for all generations
(in all markets)

Employer
of Choice

Make our
customers prosper

Customers
Prosper

Local love & match

- Initiative examples: QA process, traceability system,
external certifications (e.g. GMP, HACCP).

2: Strengthen sustainable & ethical sourcing in each
country in which we operate.

- Makro sustainability standards on responsible sourcing
will be communicated and deployed to all tier 1
suppliers.

- Initiative examples: Certifications, Suppliers” Code of
Conduct.

3: Reduce environmental impact.

- Reduce the environmental impact from the company’s
day to day operations.

- Initiative examples: Certifications and product
development, GHG emissions, waste management,
water stewardship, fuel reduction, energy saving.

4: Local love & match.

- CSR Activities aiming to support local communities in
which Makro operates.

- Initiative examples: “100 stores, 100 communities”,
scholarships, HoReCa and Shohuay programs.

STAKEHOLDER ENGAGEMENT

Makro operates under the principle of sustainable
growth. To ensure that this principle is effectively
implemented, and in order to safeguard the company
against risks or impacts from the business operations,
the company has developed and implemented
a corporate code of conduct for all employees,

MAKRO’S STAKEHOLDERS

Company

Personnel
or Staff

(Employees)

Customers/ Local
Clients Communities awhole

makro
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5: Make our customers prosper.

- Makro’s commitment to provide the best service and
maximum benefits to our customers.

- Initiative examples: Makro Retailer Alliance (MRA),
Makro Shohuay, Makro click.

6: Become employer of choice for all generations (in all
markets).

- Makro wants to be the best employer in the industry.
- Initiative examples: Retention and training programs,
“young talent” programs.

The initiatives mentioned are explored in further detail
in the chapters which follow.

suppliers and business partners. Makro engages with
each stakeholder differently, depending on our mutual
needs. Stakeholder engagement is essential to assist
in Makro’s planning, strategy, and as a guide for the
company’s sustainability development.

. Trade or
Society as Business
Competitors

- Business -
Regulators

Officers

Shareholders




Stakeholder Engagement Channels
« Annual employee
satisfaction assessment
i« Grievance and complaint
Company

channels
Personnel or Staff :

Issues of Stakeholder
Interest and Concern

Long-term work, salary and
benefits

Career development
opportunities

Main Areas of Focus

« Enhancing Employees

- Human capital
development

- Talent Attraction &

Stakeholder Engagement Channels
i+ Annual shareholder .
i Meetings
'+ Annual sustainability
Shareholders/  : survey

Investors i+ Annual investors

3 roadshows

» Communication channels
including websites,
telephone, email, letters
Site visits

Analysis Meetings

makro
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Issues of Stakeholder
Interest and Concern

Main Areas of Focus

Transparency in information « Enhancing Local
Love & Match
:- Social Impacts

disclosure

i+ Communication channels  «
3 including; websites, .
: telephone, social media,
Local Communities | | yyars
and Environment

Environmental impacts i Enhancing

Social impacts Environmental Well-being

Waste Management

Energy Management
- GHG emissions

Enhancing Local
Love & Match

Social Impacts

t« Internal Intranet system  :+ Occupational health and Retention
(Employees) to communicate relevant safety policy to manage - Labor Practice
ionews safety and minimize stress (Incl. Human Rights)
i« Risk assessment meetings : + Good workplace - Occupational Health
environment & Safety
i« Meeting with suppliers « Supply chain sustainability i« Enhancing Ethical Sourcing
i+ Annual sustainability e.g. human rights - Supply Chain Management
; surveys « Ability to deliver products | - Raw Material Sourcing
Suppliers « Collaboration projects to i+ Transparent and fair
:  drive innovation negotiation process
= Support for small-scale
producers
i« Listening to grievances « Product quality and safety i« Enhancing
¢ and complaints + Consumer health and safety :  Customer Values
i Proactively seeking » Accurate product labelling - Customer Relationship
Customers opinions and interviewing Management

: customers
i+ Makro Retailer Alliance
« Makro store employees i+ Product quality and safety i« Enhancing Food Safety
N Communication channels : « Consumer health and safety : - Food Safety & Quality

including; websites, » Accurate product labelling - Product Labelling &

Consumers .

telephone, social media,
i letters
« Annual events

Good service & product
presentation
Transparency in business

operations

Marketing
- Product Packaging
- Health & Nutrition

Collaborations

Annual Sustainability

Tax transparency
Food safety ;- Food Safety & Quality

Enhancing Food Safety

Surveys + Human rights « Enhancing Employees
Regulators « Workers” safety - Labor Practice

i (incl. Human Rights)

- Occupational Health &
Safety

« Annual Sustainability « Consumer health and Safety « Enhancing Food Safety
E Surveys « Legal business operations "~ Food Safety & quality -

+ Social responsibility  Product Labelling &

NGOs Marketing

f, Product Packaging
- Health & Nutrition




Stakeholder

gagement Channels

Relationship building
« Grievance and complaint
channels .
Business Partners . peetings, seminars and

and/or Officers collaborations .

Corporate policy
announcements

Issues of Stakeholder Main Areas of Focus

Interest and Concern

« Acting in accordance with i Enhancing

good corporate governance Customer Values
Supporting competitive and - Customer Relationship
business growth Management
Business relationship

assurance

GHG emissions  Product
(from refrigeration) packaging Health&8
nutrition:

External Stakeholder Impacts

cial impacts.

7.0
Internal Stakeholder |

abor practices (incl. humanfights) ~ Food Safety
Energy management (in retail &
distribution, fleet fuel consump

Waste management

Corporate governance  Productlabelling & marketing

Occupational health and safef

B Low Material Topics

& quality B viedium Material Topics
: [ High Material Topics
Supply chain

management

(incl. food waste)

Gustomer Relationship
Mahagement
Ral material sourcing

Economic
Human capital © '
development ® Environmental
Talent attraction ® Social

& retention
80

mpacts

In order to identify the materiality issues in Makro’s
operations, a two day workshop was held in December
2017, which was attended by a range of staff members,
including the CEO and functional heads, to better
understand which topics are material for the company.
The assessment identified 16 material topics, of which
eight were of high materiality:

1. Food Safety & quality

2. Supply chain Management

3. Raw Material Sourcing

4. Waste Management

5. Energy Management

6. Customer Relationship Management
7. Human Capital Development
8. Labor Practices (incl. Human Rights)

In order to ensure that Makro’s materiality issues are fully
understood, external engagements were conducted,
to validate the issues. The three stakeholders were;
customers, suppliers and opinion leaders, all of whom
conduct close business with Makro. This allowed Makro
to confirm that three of the most important sustainability
issues it faces are; food safety & quality; Supply Chain
Management; and labor practices.

CORPORATE GOVERNANGE

Makro places great importance on conducting business in a transparent, efficient, and impartial manner. This is
achieved through strict compliance to the established company-wide “Corporate Governance and Code of
Conduct Manual” that lays out Makro’s business objectives, as well as clear guidelines, corporate structure, and
monitoring plan to achieve its goals.

Good corporate governance fosters integrity and transparency, which increases trust amongst shareholders and

stakeholders, and also promotes sustainable growth.

GOVERNANCE STRUCTURE HIGHLIGHT 2017

8 Executive
directors
(who are authorized signatories)

of which are
independent
directors
(equivalent to 1/3
of total directors)
7 Non - Excecutive
directors

Remark: the Board of Directors is comprised of 15 directors.

2/15

board members are female



MAKRO’S APPROACH TO GOOD CORPORATE
GOVERNANCE

Makro firmly believes that conducting business in a fair
and transparent manner will lead the company towards
reliable business growth and increased confidence from
communities. For this reason, the company not only
ensures that it abides by local laws and regulations, but
strives towards a high standard of business professionalism,
through its company-wide “Corporate Governance
and Code of Conduct Manual”. This manual is
available in Thai, English and Cambodian and provides
a tangible and realistic assurance to enhance confidence
amongst investors, shareholders, staff, customers and
all stakeholders about Makro’s commitment to good
corporate governance. Every Makro employee at every
level of the organization signs and has the obligation to
adhere to the manual; to drive the company towards
achieving its objectives, vision and missions, while
endorsing the highest level of ethical standards

Makro’s corporate governance policy is detailed in its
2017 Annual Report and is available on its website,
www.siammakro.co.th, including descriptions of relevant
governance processes and information disclosure
structures. Also included are Makro’s 2017 operating
results and guidelines for developing sustainable
organizational relations between Board members,
executives, and shareholders. Beyond that, Makro also
regularly coordinates organizational training on relevant
regulations and legal issues, in accordance to the fifteen
principles of good corporate governance set out by the
Stock Exchange of Thailand (SET) and the Securities and
Exchange Commission, Thailand (SEC) in its “Compass
for Good Corporate Governance” principles. Adhering to
these principles not only aligns Makro’s practices with
SET, but also with international standards. In addition,
Makro implements training from the Institute of Directors
(I0D) to ensure that its employees do not violate any
of its principles. This is further ensured by the internal
Corporate Governance Committee, which held two
meetings in 2017.

BOARD OF DIRECTORS

The Board of Directors is responsible for the selection
and appointment of the chairman and vice chairman.
In addition, the Board is responsible for steering Makro
towards its corporate vision and missions, and for
ensuring that the company acts in accordance with the
established good corporate governance. In 2017 (as at
31 December 2017), the Makro Board consisted of 15
directors (eight executive directors; seven non-executive)
including two female directors and five independent
directors. In the endeavor to foster transparent and
impartial business operations, each director will serve as
a director for no more than five listed companies.

In order to organize meetings, the chairman is required
to send the notice at least seven days ahead to allow
the directors appropriate time to prepare. The chairman
is also responsible for overseeing the meetings, unless
a clear conflict of interest occurs. This rule is also
applicable to all independent directors.

makro
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SIAM MAKRO PUBLIC COMPANY LIMITED

Organization Structure As at 31 December 2017

Board of Directors

Corporate Governance

Audit Committee

Group
Head of Internal Chief Executive
Audit Officer

v v
Group Chief Chief Executive ||| Group Chief
Information Officer - Food Financial
Service and Shared Services
Officer

Committee

Chief Commercial
Officer

\\\ -
W[ Chief Operating

Nomination and
Remuneration Committee

Chief Marketing

Officer - Sales & Officer

Operations,
Customer
Development
and Construction &
Facilities



SUSTAINABILITY COMMITTEE

In 2017, as part of Makro®s deive towards promoting long-term growth, the company established an internal
Sustainability Committee. The committee s respansible for the development, mmplementation and review of
the company's performance affecting matters relating to the emvironment, communities, customers and other
stakeholders, The committee consists of execiitive and senlor manag level of empl. g all parts
of the organization,

The of the y Committee i evid of Makra's o tovards a path of sustanable
gromthe In 2017, the committee developed the “Sustainability objectves”, an inifiative to integrate sustainability
into its operations and drive future sustainability efforts, As a result, the company has developed a sustainability
roadmap to be achieved by the year 2020, In order to effectively moniter the company's performance towards
sustainability, the committee shall meet monthly In order to discuss potential development opportunities for new
strategic sustainabidlty actions,

CORPORATE GOVERNANCE POLICIES
AND PRACTICES

In order to ensure that the organization adberes to implement good corporate governance in all of its business
operations, Makro has developed and implemented an antreenuption policy, and eodes of conduet far supplierns
ard business partners

@ ANTI-CORRUPTION POLICY

Under the foundations of justice, ethics and compliance to good corporate govemance, Makra's Anti-Comuption
Policy provides general standards, and specific quidance retating to: political donations; charitable contributions and
sponsorship; and gifts and hospitality, The chairman and CEC are responsible for the implementation and monitoing
aof an effactve anti-coruption culture, reporting to the Board. Makro's Audit Committee, which also reports to the
Board, is responsible for ensuring that all of Makro's activities are in compliance with the Anti-Comuption Policy.
Makro's Internal Audit Department assists the: Audit Committee by ensuring that an appropriate system of intemal
cantiols is in place, in order to prevent any potential acts of comuption.

Should ary stakeholder witness any form of comuption, there are established channeds of commumication by which
to report complaints and informatian (whistle-blowingh. These include mail, emall, telephane and fax. informants are
protected and if they wish may remain anonymaous.

The Anti-corruption policy is published on the company website, avallable at www.sliammakioco.th

SUPPLIERS CODE OF CONDUCT

Makro"s published “Suppliers Code of Conduct”
provides all of Makra®s suppliers with realistic and
targible guidelines to achieve Makro's expectations.
It includes requiremnents related to: ethics, including
anti-cotruption and conflicts of mterest; food safety
and quality; traceability; business innovation; risk
management; labor practices, including human rights
and non-discrimination; and health & safiety.

The Suppliers code of conduct is published on the
company website, svailable at www sammakro.coth

EXTERNAL RECOGNITION

These implemented practices and polices have proved
to be a successful driver of Makro's good corporate
governance cufture. This i evident from the company”s
achievement of s intemal corporate govemance goal
in 2017, achiewing a “Viery Good" rating from the CGR

nt, imy by 100, an it from
“Goad” in 2016, Moreover, Makro also achieved a full
score of 100 an the AGM checklist, an improvernent from
2016 score of 98,75,

makvro

w BUSINESS PARTNER CODE OF

—=—  CONDUCT

Beyond the commitment to eonduct business in an
ethical manner, the company faces the challenge of
ensuring that its business partners conduct business
ethically. For this reasan, the company established the
“Business Partner Code of Conduct™ which outlines the
values, prnciples and expectations of the company to
Its business partners. This code of conduct & used to
align expectations and assist the company in selecting
Its business partners, while promoting good corporate
governance and sustainability for all relevant parties.

The Busivess partner code of conduct 5 publshed on
the company website, avadable at www.sammakocoth

GRIEVANCE CHANNELS

The company recognizes that achieving good corporate
governance & an incremental process, which imvolves
posithve changes to operational practices. For this reason
the company has established a grievance mechanism
to understand and effectively address stakeholders'
concerns, In addition to continuously improving
operations to match with stakeholder demands. Beyond
this, the company hopes to encourage employees to
report violations of the company's code of conduct,

_ o

——



ENHANCING
FOOD SAFETY

Food Safety & Quality

Product Labelling & Marketing
Product Packaging

Health & Nutrition
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PROVIDING HIGH QUALITY SAFE MEE oD SATETYARD CUEHTY
& HEALTHY FOODS _

GRI103-1, 103-2, 103-3, 416-1, 416-2

wudnynydnuni
“Quality Pro™

As the progress of globalization continues, today’s
consumers are exposed to an increased array of
international food products and superior local
ingredients, shifting consumer’s food experiences and
expectations dramatically. This is evident in consumers
demanding a wider array of foods, and food related
products from diverse sources, of higher quality,
and safe & nutritious to consume. There are many
challenges and opportunities for Makro to provide both
its professional and non-professional customers with
products matching their demands at a fair price, and
also to provide them with accurate and reliable product
information. Makro recognizes its responsibility and is
devoted to providing customers with products which
are of high quality, safe to consume, and provided in
packaging with accurate labelling of nutritional values.

Present day consumers’ needs are increasingly complex,
and products must be of high quality, safe and cost-
competitive. This is the consequence of the continuous
trend of globalization, granting consumers with increased
access to new experiences and product selection. There
has been a shift in expectations, and we are committed
to satisfy and exceed customers’ requirements for safe
and high quality food products from Makro stores. Safe
and high quality food products are the building blocks
to promoting good health and well-being. This allows
consumers to live a happy, healthy and fulfilling life,
with a positive frame of mind and additional energy
levels

Makro’s commitment to “enhancing people’s lives”
is apparent through first area of its Makro 4.0 initiative:
to become the point of reference of food safety
in each country in which it operates. To achieve this,
Makro needs to meet the specific demands of its many
stakeholders.

Safe and high quality food
products are the building blocks
to promoting good health

As a cash and carry retailer of food and food related
products, Makro has long prioritized food safety and
quality as its top concern. For this reason, the company
has developed and implemented many programs,
initiatives and internal management systems to
carefully monitor its products at every stage throughout
its supply chain. This thorough inspection process
includes careful and rigorous screening and selection
of its suppliers to ensure that products are sourced
from the best suppliers possible at a competitive
price, whilst complying with internationally accepted
standards and operational guidelines. Continuous
contamination-testing and product data collection takes
place throughout the supply chain, from farm to fork, by
professionals in international-standard labs. Makro also
implements customer complaint channels for product
recalls in the unlikely event that customers encounter
problems with Makro’s products.

Siam Makro Public Company Limited
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FRESH SUPPLY CHAIN FLOW
—— Ery Foodl and Mk Food Supply Chain Flon

The strong Internal management systems is Implemented by the Quality Assurance (QA)
department, which consists of highly tralned professionals, utilizing werld-clais lab equipment to
accurately and effectively inspect products from suppliers, In order to assure customers that all

products at Makro are safe, and of high guality.
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SELECTING FROM THE BEST SUPPLIERS

Number of suppliens screened  Number of new comgiied pebey
I 2017 by anxinbng suppliers

using tha BTDF guidslineg

Total b of noa-comglisnce
cincerning the health and safaty
inpsacts of products and services

Percantage of product and services categones far which
Heasalbh il sadety IMpats are Assessad Ior Improvaments

High quality products start with a high quality supplier
This is especially true for Makro, which forms long-
lasting business relationships with its suppliers, achleved
through mutual business understanding and capability
development. This s evident in the many high-quality
suppliers Makro has dealings with, many of whom
started off as a small-scale suppliers, and over the
years have developed nto successful and. sustanable
bustiness partness to the company.

As Makro continues its expansion, the company |5 open

to farrm new
to cooperate with, while continuously developing the
capabilities of existing suppliers. The company utilizes s

siness relationships, to find new suppliers

*Pre-supplier audit questionnalre”, which evaluates
ardt ensures that potential new suppliers are operating
at the same high standards set by Makro, even before
they are selected as a supplier. Besides the conventional
aspects of operational data - such as suppliers’

T —

production capacity, delvery, and product quality -
the guestionnaire also seeks to ensure that potential
suppliers are operating in compliance with laws and
regulatary requirements, conforming to international
standards. This includes Good Manufacturing Practices
(GMF); the Codex standards, which Makro has long been
n compliance with, and the Hazard Analyses and Critical
Control Point (HACCF), first implemented in all critical
tier 1 suppliers. This assurance s especially applicable
for raw agricuiture products, which seeks certifications
such as GAP. Furthermore, Makro has also adopted
the training program from the Standards and Trade
Development Facility (STDF), to enhance food safety
capabilities within Its producers. In 2017, Makro has
tested 20% of its supplisrs with the STDF quideling,
which enables Makro to maintain and gradually improve
its high product and food safety standards, and minimize
risks from potential nesw suppliers.

Makie regularly contacts and encourages its existing
suppliers to update ther compliance with relevant

nternationally accepted regulations, policies and

practices through its “self-assessment questionnaire”

This ensures that Makso is sourc

g from suppliers who
comply with the night pelicies and practices, while
allowing Makro to maintain its relationships with trusted

business partmers to achieve sustainable growth, If the
assessment identifies ESG high-risk suppliers, Makeo will
implament its Sustalnable Sourcing Polley to pramptly
improve the supplier’s level of compliance, and commit
to perform audits of the suppler on @ regular basis, 1o
aligr: them with Makro”s safety standards, The policy first
entifies crtical tier 1 suppliers, based on the top ten
highest spending for each product category, In addition

to risk assessment under the E5G criteria
complance Makro sends a Code of Conduct to suppliers
to be sgned and acknowledged, and consenting to
complete the self-assessment questionnaire and site
audis, Makmo will stop business dealings vath existing
suppliers in non-compliance, and request that they

To ensure

comply with a committed action to be completed
n a limited time, and Makro will perform re-audits
before business dealings are re-engaged. Mabro will not
establish business with noncompliance new suppliers
¥ they are unable to align compliance in a short time

=

TESTING AT EVERY POINT

Once Makro receives products from its mary suppliers,

they are

jected to a thorough inspection process,
in compliance ta the guality control (OC) testing
guideling, caried aut at the fowr distribution centers
(D) across Thailand, The QC quideline complies with an
Inde-pendent third-party international guideline = Global
GAPT, which outlines eertification requirements, in
addition 1o providing Makro with knowledge training to
fulfitl these certification requirements. The QC tests for
contaminants and product distortions such as physical
distortions, chemical residues and micrablological
contarrvnants, any of whach can arise at any point during
the supply chain, These food safety tests and processes
reduce the risk of contam

ated products ending up

af Makra's shelves, pratecting customers from harmful

foodborme dseases, and enswring that all products sold

are safe and of high quality.

Beyand that, products at Makro DCs undergo additional
food safety tests, with a focus on residual pesticide
This ensises that no Makio products are contaminated
with residual chemicals, promoting food safety amongst
Makro customers. The clearly outlined *QC lab testing”
guideline is used as a procedure checkist. to test both
dry and fresh food products visually. Dey and non
food products are checked with a sampling method, to
randomly sample products at stores for contaminants.
B is estimated that sach year, Makio conducts around
30,000 tests at its DCs, enswing consumer bealth and

safety.

YOUF trusted partner

Sample of testing at every point

: ENSURING SAFETY PRODUCTS
AT MAKRO STORES

Products at Malkeo stores undergo a similar festing process
to that at its distribution centers. Makro collaborates
with an exterral third party to conduct an average of
thees randoen product checks per year, in addition 1o
the dafly mternal checks. In 2017, Malyo performed over
4,300 random checks throughout its 123 stores. If test
results signal any contamunations in products, Makro
will implement a rigorous testing process at the store
to identify the root cause of the problem, and then
manage the problem accordingly.

—  Binm Makro Pubic Company Limind
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All food safety processes implemented by the QA department are subjected to audits, by an external thid

party, to establish transparency in Makra's operatic

5. Ensuring food safety and quality & a primary concem
at Makzo, & s therefore fitting that the QA process, to ensur

q product safety, starts from the bagnning of the

supply chain, during its new product development (NP stage.

COMPLAINT CHANNELS

Makro realizes that due to the highly unpredictable

presence of foodbame

aminants, confarminatons

AN GCeu at any paint throus

ut the supply chain. Ever
though Makro has a degree of contral, contaminations
can still artse due to reasens outside of Makro”s control
I order to further minimize this sk, Makea has put ie
chi

place complain
thelr concerns and - f need b= - retum products to
Makro under the *Customer complalint handiing and
"

nnels, allowing customers to voke

product recall procedure”, en customers volce
their complaints, Makro follows its intemnal policy to

promptly acknowiedge the problem with the customer,

identify what the problem is and where it orginates
within the supply chain, before mplementing a solution
to fester change. In 2017 there are a total of 225

complaint cases, 37 fewer than in 2016

FUTURE OF FOOD SAFETY AT MAKRO

I its ¢

aUs pursLit towards achieving the pledged

Makra 4.0 focusing area | on food safety, Makio s

committed to advance its

gress through the use

Makio has

of technological advancements. Today,

developed
“Makio FTrace™
brand prod;

3 Intemal traceability system, known as

systern, allowing the company's own

such as ARO products to be acc

traced back through the supply chain,
¢ any problems should they occur
accurate and timely problem iden

arder w

his allows

lom at the
source, for an effective and appropriate solution to
be mplemented, The system allows Makro to trace its

produ back to the source. Customers.are also able

1

w this system, providing them with an assurance

that they are consuming products sourced from a

supplier which complies wi e best international

food safety standards, tests products with the use
af intemational certified labs, and re-tests products

at stores on a requiar basis. This devation (s further

solidified by Makro's projection to be 100% traceable
in all its prodiscts by the end of 2018, an increase from
its current 80% traceability
currentlyl. At present the system only allows customers

(equivalent to 1467 ftems

to trace products back to the lot number and country

af orgin, but further in-degth imformation will soon be
available through QR codes, which will be labelled on

product packaging by 2018,

PRODUCT LABELLING & MARKETING

-




In its endeavor to be the number one food solution provider for ASEAN, Makro sources a diverse range of products

from around the world. This results in a variety of product selection options. Makro strives to ensure customers can

shop in a timely manner, with access to full information. They ensure this through an effective product labeling and

marketing strategy, to promptly assist customers to locate the right products.

PRODUCT LABELLING & MARKETING
HIGHLIGHTS 2017

100%

of Makro products provide
accurate information

AIDING PRODUCT SELECTIONS

Makro stores are home to an extensive collection of
products. Makro recognizes the importance of accurate
product labeling, and strives to ensure that all of its
products are labelled accurately.

The devotion to provide accurate product labelling
information is applied to all of Makro’s three focused
brands categories: 1) own brands, which are products
developed and distributed by Makro, including the
“ARO” brand and “Savepak”, products which are
commonly utilized by Makro’s target HoReCa customers;
2) Exclusive brand, which are products directly imported
by Makro, such as “M&K”, and “Protech”; and 3)
branded products, which includes products imported
by Makro’s suppliers, which includes premium products
and everyday low price products. Although Makro has
a higher degree of control of product labelling and
marketing with its own brand products, Makro aims

to continue its transparent labelling commitment to
the other brand categories, ensuring consistency in
customer experience at Makro stores.

Customers have learned to rely on product packaging,
with a focus on labeling to aid their decision-making,
to gain accurate and relevant product information
This serves as a consumption guideline and warning
for individuals with specific food allergies. In addition,
packaging allows customers to fully utilize the products,
in accordance with its intended design and specifications.

As a result of Makro’s transparent product labeling and
marketing initiatives, Makro’s customers are able to
shop in its stores with ease and efficiency. This shopping
experience is further enhanced by the policy to ensure
that all Makro stores have a standard layout, ensuring
consistency for shoppers. Beyond this, since 2016 Makro

has collaborated with the Central Bureau of Weights and
Measures (CBWM) to develop the “Thailand Estimated
Mark”. The mark is an initiative to assure customers
that the product labeling - with a particular focus on
products’ net weight - are accurate. This increases
customer trust in Makro’s products, enhancing their
loyalty towards the company. All types of products
are eligible to be certified with the mark, and Makro
currently has 106 “Thailand Estimated Mark” products in
its stores. The mark is commonly used in products such
as vegetable oil, rice, seasoning sauces, salad dressing,
detergent, and dishwashing, shampoos & conditioner,
and fabric softeners.

106 rrobucts

makro

‘your trusted partner

PRODUCT LABELLING REQUIREMENTS

» The name of the food

« List of ingredients

« The quantity of certain ingredients (QUID)
« Instruction for use

« “use by” or “best before” dates

« Special storage instructions

» Name and address of the manufacturer
« Packer or seller

« Place of origin or provenance
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HEALTH & NUTRITION PRODUCTS
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Healthy and nutritious products grant consumers with a multitude of essential vitamins, minerals, and nutrients.
Makro observed that end consumers are showing increasing demand for healthy products, looking for ways to

increase consumption in their everyday lives. This indicates a development and expansion of the niche market into
a high potential mass market. For this reason, Makro places great importance on ensuring that it sources a diverse
range of healthy and nutritious products, making them available in stores for the increasing number of health-
conscious customers,

HEALTH & NUTRITION AT MAKRO

With over 28 years of experience working with high quality business partners including professional customers and
suppliers, Makro remains driven to assist the food service industry to achieve the highest standards of professionalism.
This goal is implemented with an initial focus on high quality products, and an expansion towards healthier and more
nutritious options to consumers, at every Makro store.

In 2017, Makro has collaborated with external
governmental agency, the National Bureau of
Agricultural Commodity and Food Standards (ACFS)
to design shelves in Makro stores, especially for high
quality organic products. This collaboration caters to
the increasingly health-conscious customer groups, who
are highly selective in their product selection criteria.
Furthermore, this allows for the promotion of high
quality products from local producers, enhancing the
lives of both customers and local farmers. This provided
up to 40 local farmers from the organic project with an
estimated 10 times increase in sales.

In addition to the dedicated shelving for organic health
and nutritious products, Makro also has in place
initiatives to easily identify premium products. This is
done through its “Makro Quality Pro Mark” (MQP), an
internal certification developed in 2016, which ensures
customers that products with the MQP have been
tested and graded by the internal quality assurance
department, in compliance to international standards,
concluding that the product is of the premium grade.
The MQP provides customers with a product quality
assurance for both food professionals who cater to
health-conscious consumers and to niche customers
such as schools, hospitals, and nutritionists, who are
often highly selective of food products served to their
customers. Furthermore, Makro only sources its raw
materials from producers who comply with international
policies, which do not violate forest encroachments,
cause environment damage or employ illegal labor:
products with the MQP are of high quality and ethical
to consume.

makro
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In 2017, Makro has committed itself to increase the
number of health and nutrition products in its stores
for customers to choose from, contributing to area
of focus! of becoming the point of reference of food
safety, providing customers with the means to an
enhanced quality of life. At Makro, health and nutrition
products are defined by the production methods utilized
in its production. Health and nutrition products give
importance to production and hygiene, products are
of high quality, evident by its compliance to local and
international safety regulations. Products will clearly

provide energy and nutritional values, in addition to
recommended serving portion.

Siam Makro Public Company Limited



ENHANCING
ETHICAL SOURCING

Supply Chain Management

Raw Material Sourcing




makro

YOUF trusted parther

1 = SUPPLY CHAIN MANAGEMENT AT MAKRO
SUPPLY GHAIN MANAGEMENT EEE With 28 years of experience In the retail sector, Makro has formed business relationshi ith a diverse range of
3 R 083, GRIA0S-1, BRI 40 partrers, including highly capable local s and intemational suppliers of p n products, These relationshaps

have enabled Makro to provide customers with a vast varlety of products at a competithve price, ensuring that all

ould lead

customer demands are met in a timely manner. Inadequate supply chain management (5CM) processe

to shortage (or excess surplus) of products; it could lead to products not matching customers' specifications. Poor

W could increase opera

ional costs and damage business a customes relationships. For this reason.

regards 5CM as essential to its sucoess, and takes great pride to nurture relation s with suppliers, many of

d to the compary”s ab sion o e the

ity to achieve s c

imber ane

porate

trusted partrer”

o, while maintaining its paositio

as "you

GATEGORIES OF SUPPLIERS AT MAKRO

gement, and in order to reduce ts supply chain risks,

Categor

g suppliers into akro, allowing the company to identify and priaritize

supplier

ce maintal

4 operational stand
who are those suppliers which the comp

v risks. Makro identifies “contical ter 17 supgpliers,

Ty CAnNot operate W

hoit, They supply Makro with the most essental

products and are categorized based

al tier 1 suppliers are the top ten highest sending for sach product categary

xply chain management (50 shapes a company's ability to operate efficiently, and its abd

provide products and services to its cust

ra suf

mers, Good 5CH enables a company to procu products and ® They are high risk suppliers, dentified by Makro's risk matrix

prudently manage relevant risks throughout the supply chain. Good 5CM b necessary to ensure that customers are
consistently provided with high quality pr

we price, and also to minimize social, environmental

and economic impa

from a company's operations

SUPPLY CHAIN MANAGEMENT AT MAKRO CRITICAL TIER 1 SUPPLIER GRITIGAL TIER 1 SUPPLIER GRITERIA
HIGHLIGHTS 2017 H

» Indlimpensibik supplion

1 W = Higgh burying vislumes
00 ; B af all new suppliers * Risk product group

are screened using the social 2

I 201

emnvironmental

critera.

. 40.2% ..

suppliers have been screened using the criteria

Rical tiey' 1 One of 3 key ways Makio minimizes its supply chain risks s through standardization. This s done through avoiding

major product varkatkans inthe s

chain, and mplementing a consistent approach to & fior all stores, This not

anly result:

n decreased operational expenses, but also increases efficiency allowng the company to reduce lead

time, and maximize customer satisfaction,




DC 1 Wang Nod District, Ayutthaya —
Diry facds and non-foed products

DC 3 Bang Sa0 Thong District,
Samiit Prakan - Dry foods and
nen-food products

DC 2: Wang Noi, dyutthaya —
Fresh food, chilled and frozen products

DC 4; Musang District, Samut Sakhorn =
Fresh food, chilled and frozen products

Makro's SCM approach has resulted in the establishment
af a robust supply chain network throughout Thalland,
allowing Makro to conduct its business in a timely
marnner, ensuring that customer demands at all of
the company’s 123 stores are met. Key to Makio's
operations are Makio's four distibution centers (DCs),
where products are checked for safety and quality
before they hit the shelves of Makro stores.

# Makro have a due diligence process in place to monitor
the whole supply chain. The company evaluates risks
with suppliers throughout the supply chain before 1t signs
ageements. in addition Makro has a “Product Monitoring
Program” in place to sample products at stores.

» Distribution Centers (DCs) are responsible for pradhict
quality assurance 1o foster food safety and quality for all
cxstomens, This b achieved through lab certifications at
Fresh DCs by the Department of Medical Science (DMSC)

* Makro stores provide Makro with a channel to
communicate with its suppliers. To enswe food safety,
Maloo stores are certified under the GMP Codex and
HACCP, in addition to conducting chemical residue testing,
similar to that at DCs.

makro
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ENHANCING RISK MANAGEMENT IN SUPPLY CHAIN

I left unmanaged, supply chain nsks can devastate a
compary’s ability to operate efficently. In the case of
Malkro, supply chain risk i mitigated through its selaction
of suppliers: Makro assess all suppliers according to their
ability to comply with the code of conduct and sood
govermance principles, and also thair abdity to maintain
ther product quality, yield and delivery timas.

To safeguard Makro from violating the company's
internal principles and external laws and requlations,
Makro utilizes a rigorous screening criteria to the
company's suppliers. This screening process starts
even before suppliers are selected by Makro, through
the “Pre-Audit Questionnaire for site vetting”. The
guestionnaire i divided into three sections, cowvering
all aspects of a supplier's operatians, to ensure good
practice and compliance to Makro's good corporate
govermance, Section one covers all general detalls about
the suppliers, while section two seeks to understand the
suppler's intermnal operations and scope of coverage,
extending to include the supplier's own supply chain.
Section two also seeks to identify if suppliers can
dentify GMO products In its supply chain, emphasizing
agriculture products and chemical uses, In 2017, 100%
of mew supplers were screened using environmental
criteria. Section two also asks if companies are already
in compliance with international standards for quality
management, food safety and manufacturing practices,
and that they are nat wiolating human nghts. Firally,
Section three seeks supporting documents to confirm
suppliers’ claims.

———
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RAW MATERIAL SOURCING

GR 101 10 GF 1033

safe and high

ectations and standards

RAW MATERIAL SOURCING HIGHLIGHTS IN 2017

« Safety orangs from 66 farmers,
a total of 3,200 hectares (20,000 raf)

= Orange traceability by work collaborate with
Kasetsart Uinlversity, Maejo University, GISDA and
Ministry of agricultural.




Sustainability Report 2017

RAW MATERIAL SOURCING AT MAKRO

Makro is a committed leader of food solutions in the
ASEAN region, and this includes ensuring that all of
its products’ raw materials are sourced safely and
are of the highest quality. With reference to Makro’s
internal compliance to laws and regulations - as well
as international food safety standards - the company
is devoted to maintaining high food safety and product
quality standards, ensuring customer safety and
satisfaction.

As part of Makro’s “Pre-Audit Questionnaire for site
vetting”, there is an evaluation checklist of current
production practices, allowing Makro to identify
improvement gaps. The questionnaire identifies when
sub-contractors are used, enabling Makro to gain a
full insight of the supplier’s supply chain, allowing for
informed decision making, and the minimization of risks
from across the supply chain. As noted in the “Supply
Chain Management” section, there is special emphasis in
the questionnaire on suppliers’ utilization of Genetically
Modified Organism (GMO) products and compliance
to Good Agricultural Practice (GAP) and international
chemical policies, such as the Hazardous Substance
Act. Makro is committed to expanding the current raw
material policy as it continues towards more sustainable
operations. This includes expanding the scope of the
questionnaire to be more comprehensive, and ensuring
that Makro are able to procure more products with
Marine Stewardship Council (MSC) and Aquaculture
Stewardship Council (ASC) certifications.

In addition to the vigilant supplier screening criteria,
Makro also conducts a “Factory Audits Report”, to
assess suppliers’ factories, in order to ensure that high
food safety standards are implemented. The report
assesses factories based on: quality management
systems in-place; current environmental standards; and
process control & HACCP systems. Suppliers’ factories
are graded based on the performance and level of
compliance. Factories which fail to score above 60%
are not accepted, and all critical and illegal violations
will result in the immediate halt of business dealings
where Makro will request that they undergo corrective

and preventive actions, in order to align compliance
standard to that of Makro’s. The audit is a key driver
to continuously improve suppliers’ compliance and
performance, towards more sustainable operations.

Makro recognizes the importance of a long-term
relationship with its suppliers. This beliefis demonstrated
by the company’s agreement with suppliers to
maintain purchase of products at the same quantity,
no matter the economic conditions. In addition, Makro
is committed to increase product demand annually,
fostering growth for both parties. This belief in fostering
a long-term relationship goes beyond a simple business
partnership. During the flooding in 2011, Makro had
to relocate both the company’s headquarters and
Distribution Centers to Chon Buri overnight. Despite
this, the company’s suppliers were able to promptly
accommodate these changes and maintain supplies to
the company, reducing supply chain risk.

SCREENING CRITERIA FOR SUPPLIERS OF
AGRICULTURE PRODUCTS

In order to ensure that all agriculture products sold
at Makro stores are safe and of the highest quality, all
suppliers are subjected to undergo the six part “Makro-
Agri Raw Material Questionnaire”, which encourages
suppliers to disclose information regarding their
production processes and product quality, enabling
Makro to assess if the supplier’s products meet the
requirements set internally by Makro. Section two
of the questionnaire identifies the location and size
of the supplier’s farm, in order to identify the risk of
environmental impacts. Section three assesses the
internal control mechanisms suppliers have in place.
Section four seeks to assess suppliers’ compliance with
relevant international standards, while Sections five and
six seek the supplier’s point of contact and supporting
documents to confirm their claims. Makro aims to
screen 100% of its suppliers with the questionnaire by
2020. By assessing suppliers’ current compliance level
to international standards, Makro is able to prioritize
frequency of engagements with suppliers, and align
their performance to Makro’s standards.

makro
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RAW MATERIAL SOURCING TRAINING

In order to continuously enhance the capabilities of
the company’s suppliers (while reducing environmental
impacts from production), since 2012 Makro has
encouraged suppliers to reduce environmental impacts,
in accordance to the “Think Green Initiative” (TGI)
training procedures. The training assesses facilities based
on the following areas: Environmental Legal Compliance
Overview; Environment Management Systems (EMS);
Water; Energy; Air Emissions; Noise Emissions; Hazardous
Materials, Equipment and Waste; and Sustainable
Production

The training develops the capabilities and knowledge
of environmental criteria for high impact suppliers, with
a focus on suppliers of Makro’s own brand products.
The key driver of the initiative is Makro’s devotion to
incorporate and share knowledge of green practices to
the company’s suppliers, with an end goal to reduce
environmental impacts from its extended supply chain.
Beyond that, Makro’s suppliers will improve operational
efficiency and enjoy cost savings. Furthermore, customers
will benefit from safe and high quality products.

Makro implemented the training with a focus on the
requirements of TGI. In addition, on-site training is
conducted at Makro stores, to share best practice and
trouble shooting. The success of the training will be
measured through the establishment of an effective
environmental management system and certification
to the TGl standards by suppliers. This efforts have
proven successful for Makro, evident from one of its
facilities receiving a TGl “Achievement Award”, which
was assessed by an independent third-party, Intertek.
The award is the result of the training course and site
visits, including consultation of 11 suppliers who joined
the campaign.

NOTABLE RAW MATERIAL SOURCING INITIATIVES

In 2014, Makro established the company’s safety
orange farm initiative. The initiative is a collaboration
between Makro, Kasetsart University in Bangkok, and
Maejo University in Chiang Mai. The aim is to assess
the Good Agricultural Practice (GAP) and align with
international standards regarding food safety and
production capability. Makro is working with local
organic orange farmers at “Saitong Orange Orchard”
in Chiang Mai, Thailand, under the project “Safe Thai
smile orange”, covering over 3,200 hectares. The project
aims to educate local orange farmers and ensure good
production practices and product safety, with a special
focus on minimizing residual chemicals. Additionally,
through the provision of safe and high quality products,
farmers will be able to penetrate new customer markets.
The program is well-received by local farmers, with over
60 farmers participating annually. In addition, Makro has
applied the “Makro i-Trace” program on these oranges,

allowing customers to trace products back to the farm,
further ensuring operational transparency.

RAW MATERIAL SOURCING IMPROVEMENTS

Makro is committed to improving every aspect of its raw
material sourcing. In 2018, we will update our policy
and set out clear KPIs. Our policy will include clear
definitions of GMO, organic and “certified” products,
and will also include Makro’s position on GMO and
animal welfare issues. Our expectation is that the new
guidelines will be applied for all critical and high-risk
suppliers, including traceability. We will monitor progress
against our KPI targets.




ENHANCING
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Waste Management
Energy Management
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SOURCES OF FOOD WASTE IN MAKRO'S WASTE TO COMPOST INITIATIVE
SUPPLY CHAIN
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MAKRO ENERGY SOURCES AND SUPPLY CHAIN

ENERGY MANAGEMENT (IN RETAIL &
DISTRIBUTION, FLEET FUEL CONSUMPTION)

On-sito Witor Heating

ENHANCING ENERGY OPERATIONAL
EGO-EFFICIENCY

ENERGY MANAGEMENT HIGHLIGHTS
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EFFICIENT LIGHTING AT ALL STORES

The installation of LED bulbs

=== 33.532 million THB

irwested in the installstion

oo 2,112,280 KWh e
7,815,436 million THB .......

On average, one Makio store consumes up to 7.000 -
B000 kwh of energy per day. This equates to amund
2,555,000 ~ 2,920,000 KWh per year, costing Makro
around 10 million THE apnually. Today, Makeo has 123
stores nationwide, representing an estimate fotal energy
consumption of up to 350 millon KWh or 1.3 billion
THE per yeas fram its stores alone. Lighting repeesents
a simple opportunity which can greatly contribute
towards sustainable opemtions. One of the many ways
1o reduce embsons from Ughting is to wtilize LED Ught
bulbs, which consume considerably less energy, In
comparson to convertional compact fluorescent lights
bulbs [CFLs). Furthermoee, LED Light bulbs have a utility
lifespan 2 1o 4 times greater than CFL.

Makra has initiated its LED lightirg program, which aims
e irstall and replace LED lighting, including LED Tube
and LED high bay lights at its stores and distribution

centers (DC), such as the Wangnad fresh food DC in May
2013, and the Mahachal fresh food DC in December
2016 in oeder 1o reduce ks long term electricity expense.
The company invested 33,532 million THE into this
nstallation projects, including 8,024 sets of 20 wart LED
tube lights, and 1,417 sets of 160 watt LED high bay
lights and has committed that all of &S new stares will
operate under 100% LED Ighting systems. Presently,
snce the program was first launched in 2016, 10% of
existing stores had been retrofitted with the LED bulbs,
Makra alms to continue retrofit 3% of existing stares
with LED bulbs by 2020,

As a result of this project, Makro achieved a savings
of 7.815,436 THB from the reduction of electricity
conswmption or 538,348 kWh per year for LED Tube and
1,263,931 kiWh per ymar for LED high bay lights in 2017,

GREEN ENERGY PROGRAM

In ceder for Makio to effectively and efficently achieve
the goals committed, to reduce energy consumgtion
fram s operations, the company has committed itself
to improve energy efficiency and increase wtilzation of
alterrative and tenewalle energy sources, such as solar
powesr. This is evidenced by the development and launch
of its renewable energy progam. As an initlal program,
Makro mstalled 63 Kip Solar cell panels on s bultdegs
at the Salaya in 2014, with a capacty of 10,000 KWh of
electricity per year, This is an energy saving of around
16870 kWh per year (9,820 kg of CO2) and the solar
panels peer street lights around the premises and heat
wates for equipments cleaning in the distribution centers.
Makro aims to expand solar cell initiatives to two mone
stores in 2018

ENERGY MANAGEMENT BEYOND 2047

Makro s comemiited to continue ta improve its performance
towards sustainability. This commitment s expressed
thraugh Makro's “Zero Discharge: Store” initlative, aiming o
discharge 7o all of its stores, dstriby centers
and headouarter. As of 2017, Makro has 31 2em discharge
stores, and plans to implement water recycling to 47 stores
in 2018 Furthermore, Makro plans to launch additional

L

16,870 kWh

peneraled from renewabls sources

Makro has also rvested an estimated 240 million THE
into its frozen food storage technologies, utilized at its
fresh food Mahachai detribution center (DC), The OC
s equipped with the “Autormated Storage/Retrieval
Systern®” (ASRS), housed i its 30-metes-high refrigeration
bullding. The ASRS system helps Makro to automatically
place and retrieve loads and recluces Makro's energy
comsumption by up to 30% per pallet location, achieved
through the elimination of the need for employees 1o
manually store and retrieve products. In additon, the
D shelf spacing are reduced, further maamizing energy
efficiency. Beyord this, Makro has inftiated s “Ar trap
doors” storage system, 10 support temperature contral,
This contribautes to an additional energy saving of 30%
jper sguare meter during the product transferming prooess.

Energy marsgement programs in 2018, ncluding, LED tube
replacement, and Solar rooftop to continuausly promaote
energy efficency throughout its operations. Mako plans to
develop and award stores which achieve the highest energy
savings with its own awards, as recognition of good behawior
in order 1o promate employees” behavior change as part of
the mave towards more sustainable operations

———
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ENHANGING SOCIETY SUSTAINABLY
SOGIAL IMPACTS AEaE
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“100 STORES, 100 COMMUNITIES"
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MAKRD RETAILER EXPO MAKRO AND THE "PRACHARATH MARKET" ADDITIONAL INITIATIVES:
& MAKRO HORECA EVENTS ‘ ‘ POLICY
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ENHANCING
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Customer Relationship

Management
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BUILDING RELATIONSHIP WITH
OUR CUSTOMERS

CUSTOMER
RELATIONSHIP MANAGEMENT

CUSTOMER RELATIONSHIP
MANAGEMENT 2017 HIGHLIGHTS:
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Food retailers use the “Jadhal™ program, a campalgn which supports them, Makro and suppliers: 1. Food retaders,
to sustain and develop the capabilities of food refadler businesses, such as traditional grocery stores (she huay), and
minimarts, To be used as a promotional tool in order to compete wath today's modem businesses. 2. Makro. The
program is a key strategic program, allowing the business to pravide solutions to customers, through sustaining and
developing food refailers, while maintaining a high level of sales, resulting in a long-term customer loyalty. And 3
Suppliers, the program allows for an expansion of traditicnal grocery stores distribution centers, Increasing suppliers'
brared wisibdlity and awareness, and Increasing market share.

Makio Click was started in 2015 to solve professional custoemers with online channel convenience. A piot free
delivery service far six manths was implmented in 2007, This program was reasonably well-recefed by customers,
and mone than half of order. k advantage of the free delivery option, There is an oppoerunity for Mako Click to
improve ke serace i the future

CUSTOMER SURVEYS COMPLAINT CHANNELS

Makra takes great pride in its customer-centric approach
and uses "Customer Surveys” to conduct interviews
{with both existing and new custamers) in all new Makro
stoees through Grand apening / Post opening surey,

hits
helps Makre to understand the needs of the customers
and identify gaps the company can serve, In 2017
Malkro found that, acconding to custamers, the quality
of Makro's products (especially fresh food) performs

highest in terms of customer satisfaction followed by
price and services offered. There & an oppartunity for
improvemeant in terms of product stock availability.

m Y Fapertion

Malro accepts that by implementing new strategies and
initiatives, in its path towards enhancing relationships
with customers, it cannot satesfy all customers and that
the changes may be of concern to some. For this reasan,
Makro has grevance channels in place, for customers
with concems or seeking additional infoermation and
charification. Channels include: at stores: through social
media, including Facebook and the Makro App; and
by telephone or mail, Apgprocma

ly half of current
complaints relate to setvice

andards, availability and
product quality.

makro
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ONLINE CRM

Makra has long observed the emergence and rapid advancement of technologies. In 2015 Makro developed the

company”s first mobile application, the “Makro App”. acting as a direct anline communication channel between

Makro anel ts custorners, enabling Makro to: promicte Its products and senvices, along with product detads; aler

istomers about Makro mews and activities; provide customers assistance to find the nearest store; and help
customers make purchases products at a touch of their fingertips, The Makro App includes the Makro Trace system,
allowing customers to trace praducts back 1o the lot number and country of origin, ensuring good manufacturing
practices and food safety & quality, while fastering transparency In the campany. Makro i committed to enproving
the Makmo App, while alwo developing other online communication channels

e ———
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Human Capital Development
Talent Attraction & Retention

Enhancing People’s
Management,
Ensuring Human Rights

Occupational Health & Safety
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HUMAN
CAPITAL DEVELOPMENT
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TALENT ATTRACTION
& RETENTION

HIRING

Makro hired

2017 A

Hiring by age

@

%

<=20 542 9.9%

@ 21-30 3278 59.7%

31-40 1483 27.0%

' @ @ 41-50 183 3.3%
= 50+ a 0.1%

<20 21-30 31-40 41-50 >50

your trusted partrner

48% @

d O

West
4%

North East
17%

Hiring by gender Hiring by region
Female 2881 52% North 551 10%
Male 2609 48% South 650 12%
Central 2610 48%
West 245 4%
East 516 9%
North East 918 17%

Turnover rate

2017 D

Turnover by age

<=20 222 4.9%
21-30 2474 54.1%
31-40 1577 34.5%
41-50 262 5.7%
50+ 38 0.8%

<20 21-30 31-40 41-50 >50

Siam Makro Public Company Limited



TURN OVER

Turnover by gender

Turnover by region

Female 2326 51% North 495 11%
Male 2247 49% South 622 14%
Central 1928 42%

West 232 5%

East 469 10%

North East 827 18%

EMPLOYEE ATTRACTION AND RETENTION

With the variety and increased complexity of jobs
available in the market, attracting the right person for the
jobiis not always an easy task. For this reason, companies
need to develop an effective attraction and retention
program. The Young Talent Program serves as both
an attraction and retention tool to attract prospective
leaders, by offering exceptional entrepreneurial skill
sets through the intensive cross functional training and
individual projects supported by the CEO throughout
the process. The distinctive program opportunities,
combined with a clear career development path, has so
far resulted in 100% retention of program’s participants.
Furthermore, the Capabilities Development Programs
are administered in order to maintain Makro’s existing
experienced and capable force that has been incessantly
steering Makro to a sustainable growth.

Companies with an ineffective attraction and retention
strategy often have a high staff turnover rate, resulting
in a loss of valuable knowledge, which will not be
passed down to the next generation of employees.
A consequence of this is increased training costs for
new employees, plus time and resources spent for
employee development. In 2017, Makro has an overall
employee turnover rate of 30%, an increase from 27%
in 2016. However, when compared to the retail industry,
Makro is amongst the firms with the lowest turnover
rates in the market. Nevertheless, we are continually
attempting to counteract this phenomenon by setting
an internal retention target of 5% aimed to be achieved
by 2018

makro
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In order for Makro to improve its retention strategy and
gain a better insight as to why employees leave the
company, the human resources department carries out
and analyses results from exit interviews, allowing the
company to identify the root causes of why employees
quit, in order to rectify the problem and effectively
retain its talents. The peculiar resignation cases are
tackled on a case by case basis to reach an appropriate
remedial solution, with findings reviewed by the Human
Resource Director and integrated into the company
strategy, allowing for an improved retention strategy.




ENHANCING PEOPLE’'S MANAGEMENT,

ENSURING HUMAN RIGHTS

GRI412-1, GRI 412-2

Labor practices are the policies a company has in place which governs how it selects, treats and rewards its

employees. Companies with good labor practice policies often possess a diverse talent pool, giving the company

superior problem solving skills and insights, leading to advanced solutions and innovations. Makro values all of its
employees, and is committed to treat all individuals with dignity and respect.

LABOR PRACTICES

Good labor practice is a key foundation to achieving
sustainable growth. Labor practices govern the
company’s corporate culture and set behavior
norms about how the company treats its employees
It plays a key role in a company’s ability to attract
and retain its talent, through fostering an inclusive
culture. Consequences of ineffective labor practices
can include: decreased productivity, as employees
are marginalized and excluded from improvement
dialogues; a lack of personal accountability, leading
to an unmotivated workforce dissatisfied with their
working conditions; increased operating costs, through
additional investments to meet minimum and new

labor standards; and increased turnover rate, as
employees join companies with better labor practices.
Makro recognizes the need to continuously improve its
labor practice policies, and is committed to doing so,
guided by its sustainability roadmap to 2020 and Makro
4.0 Goal 6, to become the employer of choice.

Good labor practice is a foundation
to achieving sustainable growth

The firm respects its employees’ right to freedom
of association and collective bargaining, within the
limits of the law and be able to achieve good labor
practices through its compliance with the company-
wide “Corporate Governance and Code of Conduct
Manual” (“the manual”), providing the company with
a transparent guide to treat all its employees in a
respectful and in an impartial manner, in accordance
with local laws and regulations. This initiative safeguards
Makro from all forms of potential human rights
violations, including abusive treatments or restriction
of individual freedom. In addition, the manual ensures
that Makro does not segregate employees based on
their individual characteristics (such as age, gender,
religion, nationality, disabilities), but instead encourages
treatment based on the individual’s competencies and
job fit. Furthermore, the manual promotes equality and
ensures that all individuals receive equitable and rightful
remuneration, in accordance to the law.

RATIO OF FEMALE MANAGEMENT

makro
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To ensure that the document is successfully integrated
into Makro’s operations, the company has aligned training
programs to the Manual and Code of Conduct, to foster
equal understanding and compliance in all employees.
All the newcomers mandatorily undergo these trainings
through the orientation program administered on the
very first day of their employment. While, 75% of the
existing employees have currently participated in these
trainings and the rate will continue to accelerate until
the overall training participation is achieved. This ensures
that the company does not violate these policies, and
maintains high operation standards.

5%%
7% 47% 46% MM 44% 5088 51% 53% |
53% 53% 54% 56% 58% 56% 56% 59%
2014 2015 2016 2017 2014 2015 2016 2017

@ Female @ Male
Female & Male Management Level

@® Ho @ st
Female Management Level
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Makio also conducted an "Employes Engagernent Survey™ in 2017, supervised by a third-party, The sunwey was
completed by 100% of Head Office staff and Store Section Managers (and above], and 509% of store supervtiors
and other staff. This lower participation rate s attributed to staff turnover (the survey only includes staff members

who hive at least six months’ servic

The Survey found an overall employee engagement rate of 61% in 2017,

providing the company with a tangible measure of its current performance, and an opportunity to dentify gaps for
future improvements. Makro has commiited to create a governance stracture to apply findings from the employee
surveys, and to develop a robust action plans both corporate and for each function m order to improve employes
engagement. Specific actions will include competitive rewards and recognition to perfarmance, carsst progression,
and training tailored to individual employee needs. Action plan results will then be mondtored and continuously

improyed

ENGAGEMENT SCORE
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HUMAN RIGHTS

Hurman Rights are universal leqal quarantees protecting
ndividuals and groups agalnst actions which interfere

. Makro ‘ ‘
Is devaoted to ensunng that all stakeholders are treated
with respect and in an unblased manner. Makro ams to
achieve this throwgh full complance with the manual

with fundamental freedoms and human dign

In 2017, Makro has completed a
part of Human Rights Due Diliganca
process by performing Human

Rights Aisk Assassment of its main
business partrers to avert all forms of potential hurnan business.
nights violations. As & continues its growth, Makro will be , ,

and Cede of Conduct, which guides Makro and its

renewing its Human Rights policies, and s committed
to improving its standards in line with international
standards

makro
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In 2017, Makro has completed a part of the Human Rights Due Diligence (HRDC) process as part of the CF Group by
perfarming a rigorous hurman rights itk assessmaent subject to an ovendew manner by nominating representatives
from all divisions taking into account the stores and distribution centers (DCs) The assessment covered all
stakeholder groups mcluding children; vulnerable groups such a3 indigenous people, migrant labors and disabled
individuals: external sub-contractors; and local communities. The assessment aimed to identify potential human
rights vialations in Makro's operations and its supply chain, ranking them in order of impontance to stakeholders and
the company, Ensuing, the qualitative action plars are generated to mimimize or completely eradicate the asessed
tisks. Thas process B customarily perdomed annually. ooce the term is completed the nest round of human rights
risk assessment will be conducted to ensure that hurman rights ane respected and to avoid any impending risks of
vialations

OCCUPATIONAL HEALTH & SAFETY

arot o

Although implementation of good labor practices leads companies towards an Inclusive workplace, this alone is not
sufficient to foster employes productivity. An Increasing number of employees, especially those working In harmiful
and hazardous emvironments, are actively looking at companies’ Occupational Health & Safety policies, to safequard
and ensure their health and well-being Makro acknowledges the impartance of a safe workplace, and attempts to

achieve a truly Inclusive warking environment which protect its employees from all injuries.
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5.H.E 2017 HIGHLIGHTS

SAFETY CULTURE AT MAKRO: 5.H.E POLICY

SAFETY

Malkro provide and maintain a work environment that
is safe for all the workforce. The company engages
the leadership and has accountability to all store
management taking the role of safety ownership. Makro
has established the "SMART™ safety committee to
implement the maragement of the occupational health
& safery and work environment which leads to rduced
njury cases for the workforce and customers in the
company's aea. The safety key performance indicator
s Lost Time Injury Frequency Rate (LTIFR), montored
to ensure that safe conditions are maintained, Makro
conduct verification of conditions to align with the
miinimum requirernent of Thal law by third party undes
safety audit program and implement the CP-5.H.E
miclel,

HEALTH

Makro realize the health of workdorce s 3 key function
to business success, and have established the health
promotion program to contribute to good heaith and
well-being. Specific activites include: establishing the
facility for exsrcising, sport day; and annual checkup
health checkup program to ensure
the program aligns with employes nesds

Including a spec

In term of working conditions, Malro engage specialists
1o conduct health assessments in terms of occupational
health, ncluding an evaluation to ensure the related
risk factors are assessed and controtled

-5 'WORKPLACE ENVIRONMENT

YOUF trusted partner

Makro realize that a safie workplace environment contributes 1o the safety and well-being of workforce. The company

has establi

ved & proper safe work envirenment, with risk fackors monitored such as llumination, sound and

temperature. This helps to ensure the worldrg canditions are within standasds and maintained in a proper condition

far our workforce,

Occupational Health & Safety (DHS) s essential for
companies striving bo achieve a sustainable business
OHS allows companies like Makro to protect the well
being of its employees, through the provision and
promotion of a safe working enviionment. A culture
af safety throughout the company fosters employees'

serse of security, leading to a more productive working

environment, In contrast, neglecting OHS policies
might bead the company towards countless problems,
including accidents, and demotivated employess who

feel unsafe in thei

jabs. Makra cares aboaut and accepts
provide all employees (including sub-
1@ safe working environment, ensuting

its responsibiit
confractors) wit
that their personal well-being and health is protected
at all times. In 2017, this dedication is i
theough the company’s *Safety Culture® annual theme,
with a particular emphasis on the orgarization of safety

iplemented

within stores.

Makra has an mtemal corporate-wide OHS policy, knovwn
as the "Safety, Health & Envirommental policy™ (*5.H.E
policy™). The policy ensures compliance with all basic
laws and reguiations, and proades the waorkforce with
all of the basic

Implemant safety KP| to includa
employae, contractor and
customer index

kplace safety rules.

The Makro workforce s encouraged to have a safety-
st mentality, and apply the "Think incident Free (TIF)"
practice, which trairs and urges worlforces to: plan
thew work safely; effectively manage any potentsal
sue; have action plans in mind to resolve any [ssues
when they occur; and possess the relevant Inovwdedge
to utilize the proper tools accordingly. This policy b
fostered from the first day of employment at Makro,
where all workers are provided with training sessions, to
understand and comply with the corporate safety policy,

1o ensure safety and successful integration of the *TiE*

mertality. Furthermore, compliance with the policy i
ensured through specifically assigned human resource
tusiness partrers (HRBP), to oversee all human resource

processes at each store, HREP's responsibilities include
overseeing the capability development department,
which are accountable for employee training, such as:
the 5.HE policy training focd safety training leadership
competency; and employee capability and nowledge
training about emerging trends which could be of
benefit to the company, including e-commerce. This
allevrs Makio to actively identify performance safety
gaps, and convert them into potential cpporunities for
the: company and its employees.

m Y Fapertion
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In 2017, Makro established a *Safety Index”, which applies to all employees and contractors at () Mead Off

Stores, and i) Distribution Centers (mcluding DHL). The index ncludes KPEs from absentee rates, injury rates, lost time Salaoty ®

njury frequency rates, as well as compliance and audit rates. Makro plans to expand the index"s coverage in 2018, ’ ) . % 1 00 %
to ensure alignment with CF Group and international standards. '

Furthermare, Makro is in the process of developag the company” dent Investigation Report (IIR) from a paper- of Mo stores
based process, into an onbine application, to be utilized from 2018, This will allow Makro to better monitor its safety

pesformance in a more efficent and consistent manner. Where customers have any complaints about health and In 2017, 100% of Makro stores completed safety

ee meetings under Thai law regquirement

t in the first

safety, this is deal stance by store managers. The majority of complaints are dealt with in-store, but
1t to the Head Office wathin 24 hours. The S.HE policy pravides all of Makno's All committees conduct 3 monthly meeting for

ementing the safety management system, reviswing

le, an IR is

where this

ot poss

employess with a clear action quidance ¢ en accidents ocour on the premises of Makro, At head office employees

promptly repo e unsafe acts, unsafe condition and injury incidents

to alert relevant parties to provide appropriate protection and prevention. All
committess conducted the safety committes survey

T M 5 n are of the incred :

Though Makro has long i e of the incre 1o ensure that unsafe acts, unsafe conditions and near

occupational risk cornplesdt emented SHE po

ed and under control.

misses are recog

wer sufficent to effectively prom ard ensure a safe

ClLses nplaints, is

predominantly f

Makra, For ths reason, Makro s ¢

mimitted te Improve, as eviderced by its 2018 5.H.E

“the year of 5} 1 safiety culture” throughout Makeo. Key actions which have already begun and

which will contin to establish a 2018 OHS plan; development of an e-leaming module

to improve Makro”s safety culture; camying out a safety audit a1 all stores: and the establishment of a Health Safety MAKRO EMPLOYEE 2017 INJURY RATE

Commite iddentify main impacts and implement a plan for img 5. Makra is working to atign its kP ' ’

5.HE wath Intematioral standards and with CP Grouy Types of Injurk Occupational Lost doy raln Work-Related o Gender

Inijury rate (IR) o Rate (ODR) | (LORA) Fatalities

tions. Thus Makro & open to adapt 213 0 ad6 0.91 0 Thalland  MalesFems

complesty OV Crpe

safety rules, which promotes OHS from its business partners, as evident from its utilization of the DHL safety paolicy 34 0 537 0.36 o Thailand Male

far its distribution centers 107 o 09 0.55 1] Thailard Farmale

MAKRO WORKERS (EXCLUDING EMPLOYEES) 2017 INJURY RATE

~107.. I

Thaitand MalesFermale
General Managers (SGM) i
39 o Thaitand Male
2.3 0 Thaitand Female
In 2017, 59% (&7 stores) of Makmo stores achieved Lost In 2017, Makro implemented its section satety talk with
time injury frequency rate (LTIFR) target. Other store stil over 107 Store General Managers (SGMpwho assigned to
have safety indicator over the target. All stores will put safety committes chaiman, this section to contribute

mare effort to prevent the injury incident n onder for safety culture of organization and cascade expectation

the compary o achieve the safety indcator target of company direct 1o all workforce level
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GRI CONTENT INDEX

UNIVERSAL STANDARDS

Global GRI Standard Titles Page Remark/ External | SDG Mapping
Reporting Omission | Assurance
Initiative
Standards
aq

GRI 102-1  Name of the organization About Makro

GRI 102-2  Activities, brands, products, ~ About Makro a4
and services
GRI 102-3  Location of headquarters About Makro 4
GRI 102-4  Location of operations About Makro a4
GRI 102-5 - Ownership and legal form About Makro a4
GRI 102-6  Markets served About Makro 4
APPENDIX GRI 102-7  Scale of the organization About Makro 4
GRI 102-8  Information on employees - About Makro a4
and other workers
GRI 1029 - Supply Chain About Makro a4
Supply Chain 38
Management
GRI 102-10 ~ Significant changes to the About Makro 4
organization and its supply
chain
GRI 102-11  Precautionary principles or ~ Supply Chain 38
approach Management
GRI 102-12  External initiatives Product Labelling 29
& Marketing
Raw Material 43
Sourcing
GRI 102-13 - Membership of associations = Please refer
to company
website at www.
siammakro.co.th
GRI 102-14  Statement from senior Message from the 2
decision-maker Chairman & Group
Chief Executives
Officer
GRI 102-16 - Values, principles, Corporate 15 16,17
standards and norms of Governance
behavior




Global GRI Standard Titles Chapters Page Remark/ External | SDG Mapping Global GRI Standard Titles Chapters Page Remark/ External | SDG Mapping

Reporting Omission | Assurance Reporting Omission | Assurance
Initiative Initiative
Standards Standards
GRI 102-18 = Governance Structure Corporate 15 16, 17 GRI 302-4  Reduction of energy Energy 52
Governance consumption Management
GRI 102-40  Lists of stakeholder groups = About this Report 9 GRI 302-5  Reductions in energy Energy 52
GRI 102-41  Collective bargaining About this Report 9 requirements of products Management
agreements and services
GRI 10242  Identifying and selecting About this Report 9 GRI305-1  Direct (Scope 1) Energy 52 v o T81L12
stakeholders GHG emissions Management 13
GRI 102-43 - Approach to stakeholder About this Report 9 GRI 3052  Energy indirect (Scope 2) Energy 52 v 7,811,12,
engagement GHG emissions Management 13
GRI 102-44  Key topics and concerns About this Report 9 GRI305-4  GHG emissions intensity Energy 52 v 7,811,12,
raised Management 13
GRI 10245 Entities included in the About this Report 9 GRI306-2  Waste by type and Waste 48 v 61214
consolidated financial disposal methods Management
statements GRI 308-1 New suppliers that Supply Chain 38 12,13, 14,
GRI 102-6  Defining report content About this Report 9 were screened using Management 15
and topic boundaries environmental criteria
GRI 102-47  List of material topics About this Report 9 GRI 401-1 New employee hires and Human Capital T4 4,5,8,10
employee turnover Development
GRI 102-48  Restatements of About this Report 9
frfsiEiem GRI 401-2 Benefits provided to full- Human Capital 74 4,5,8, 10
3 B B time employees that are Development
GRI 102-49 ~ Changes in reporting About this Report 9 not provided to temporary
GRI 102-50  Reporting period About this Report 9 or part-time employees
GRI 102-51  Date of most recent report - About this Report 9 GRI 401-3  Parental leave Human Capital 4 4,5,8,10
GRI 102-52  Reporting cycle About this Report 9 Development
GRI 102-53  Contact point for questions  About this Report 9 GRI403-1  Workers representationin  Occupational 85 v

formal joint management- . Health & Safety

regarding the report
S g P! worker health and safety

GRI 102-54  Claims of reporting in About this Report 9 committee

accordance with the GRI

Standards GRI403-2  Types of injury and rate Occupational 85 7

= of injury, occupational Health & Safety

GRI 102-55  GRI content index GRI content Index 91 eliszzec, st ks, and
GRI 102-56  External assurance External Assurance = 100-101 absenteeism, and number
GRI 302-1  Energy consumption within ~ Energy 52 v 7,8,11, 12, of work-related fatalities

the organization Management 13 GRI 404-1  Average hours of training Human Capital 74 4, 5,8, 10
GRI 302-2  Energy consumption Energy 52 7,8, 11,12, per year per employee Development

outside the organization Management 13 GRI 404-2  Programs for upgrading Human Capital T4 4,5,8,10
GRI302-3  Energy intensity Energy 52 NV 7,8,11, 12, employee skills and Development

Management 13 transition assistance
programs




PERFORMANCE SUMMARY 2017

SUSTAINABILITY PERFORMANCE: ENVIRONMENT

Global GRI Standard Titles Chapters Page Remark/ External | SDG Mapping
Reporting Omission | Assurance
Initiative
Standards
GRI 404-3  Percentage of employees Human Capital 74 4,5, 8,10
receiving regular Development
performance and career
development reviews
GRI 412-1  Operations that have Labor Practice 82 1,5, 8, 10
been subject to human
rights review or impact
assessments
GRI 412-2  Employee training on Labor Practice 82 1,5,8,10
human rights policies or
procedures
GRI 412-3 Significant investment Labor Practice 82 1,5,8, 10
agreements and contracts
that include human rights
clauses or that underwent
human right screening
GRI 414-1 New suppliers that were Supply Chain 38 12,13, 14,
screened using social Management 15
criteria
GRI 416-1  Assessment of the health Food Safety & 22 1,2,3,12

and safety impacts of
product and service
categories

Quality

Required Data

Energy Intensity

302-1
Stationary Combustion ]
Fossil fuels
(Coal, oil, natural gas, etc)
purchased and consumed
(for energy purposes)
- Bunker ol 4] - - - -
Liter - - - -
- Diesel 4] 2,465.66 3,047.38 350621 359101
Liter 67,700.81 83,673.19 96,271.67 98,599.85
-LpPG ] - - - 204.90
Ke - - - 4,080.00
- Natural Gas ]
MMBTU
Total non-renewable Gl 86491391 1,003,927.85  1,184,76385 & 1,250,896.92
energy purchased
Mwh 240,253.86 289,979.96 329,101.07 34747137
tcoe 139,852.00 168,797.00 191,570.00 202,263.00
Total renewable energy 4] 0 0 68.50 6073
consumption
Mwh 0 0 19.04 16.87
- Solar Energy 4] - - 68.50 6073
Mwh - - 19.04 16.87
GRI  Energy Intensity KWh - - 1.889 1895
3023
Energy Intensity KWh
GRI Reduction of energy Kih

3024 consumption

Water Consumption

Total water consumption

1,342,755.00

1,591,100.00

1,816,229.00

2,040,724.00

Total volume of fresh
water consumption

1,342,755.00

1,591,100.00

1,816,229.00

2,040,724.00

Sustainability Report 2017
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GRI Required Data Remark PERFORMANCE SUMMARY 2017

GRI GHG Emissions

SUSTAINABILITY PERFORMANCE: SOCIAL

Direct (Scope 1) 0
GHG emissions 2014 2015 2016 2017
Operational Emissions tCoe R | Total Employees
GRI Energy indirect (Scope 2) 102-7
305-2  GHG emissions Permanent Employees Person 10,534 12212 13,29 13,732
GHG Emission from Grid tCoe
Electricity : Total Employees Person 10,633 12,277 13,365 13,786
GRI Other indirect (Scope 3) tcoe Board of Directors/Super-
3053 GHG emissions GRI visory Board
102-8
GRI - Male Person 4 4 a a
306-1
Wastewater discharge by m - Female Person 2 2 2 3
|
quality and destination GRI Total number of 10,627 12271 13,359 13,779
Volume of wastewater m’ 1,074,204.19 127288010 145298321 163257907 102-8  employees by level
discharged Top Executives Level 5 5 5 4
GRI  Waste by type and dis-
3062 posal method - Male Person 2 2 2 2
Non-hazardous Waste “femate Person 3 3 3 2
Disposal Method Management Level 913 1,054 1,168 1222
Composting (Fresh Food) Me()t:c - 27.30 46.75 45.60 e oerson 101 a 16 530
Quantify to Landfill Meotrr]\c - 7,155.00 14,595.15 18,254.06 e berson o0 . o5 o
Non-Management Level 9,709 11,212 12,186 12,553
- Male Person 4,365 5,101 5,546 5675
- Female Person 5,344 6,111 6,640 63878
GRI New employee hires and
4011 - employee tumover
Total new hires Person 4,837 5524 5,633 5,701
- Over 50 year Person 8 7 6 9
- Age 30-50 year Person 1,886 2,253 2,072 2,019
- Under 30 year Person 2943 3,264 3,555 3673
Total turnover Person 3,089 4,097 4,587 5,281
- Over 50 year Person 17 23 15 38
- Age 30-50 year Person 1,270 1,737 2,024 2344
- Under 30 year Person 1,802 2,337 2,548 2,899

Siam Makro Public Company Limited
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GRI  Absentee Rates GRI  Occupational lllness | Case/million
4032 4032 Frequency Rate (OIFR) = work hours
- Employees
- Male % 0.54% 0.73% 0.83% 0.36%
- Male Case/million 0 0 0 0
- Female % 0.72% 0.97% 106% 0.55% work hours
Absentee Rates % 126% 1.70% 189% 091% - Female Case/million 0 0 0 0
work hours
Lost Days Rates
Occupational llness | Case/million
- Male % 70.7% 93.5% 73% 63.5% Frequency Rate (OIFR) | work hours
- Contract
- Female % 29.1% 65% 27% 36.5% S
- Mal Case/mill 0 0 0 0
Lost Days Rates % 86% 9.4% 9.7% 84% e ey
Fatalities (Employees) - Female Case/million 0 0 0 0
- Male Person 0 0 0 0 work hours
- GRI  Training & Develop-
Female Person 0 0 0 0 PR
Fatalities (Contractors) By Level
- Male Person o 0 o o - Bxecutive Level Hour/person
- Female Person o 0 o o - Officer Level Hour/person
Injuries Frequency Case/million 183 303 279 213
Rate (IR) - Employees ~ work hours -stafflevel Hour/person
e o o e oo o GRI  Total Employee by Person 10633 12277 12,365 13,786
4051 age
work hours
S o o e T Lo <30 years Person 4,086 4567 5,029 5217
work hours - Male Person 1,889 2,148 2,378 2,458
Injuries Frequency Case/million 364 520 580 3.16 S rerson 2107 o D651 750
Rate (IR) - Contractors - work hours > ) 8 3
. 7
e — o o - s 3050 years Person 6,363 483 8,044 8,235
work hours - Male Person 2,801 3330 3554 3,609
- Female Case/million 193 321 341 230 - Female Person 3,562 4,153 4,490 4,626
work hours
50 years Person 180 227 292 33
Lost-Time Injuries Case/million 3073 2884 2591 2472
Frequency Rate (LTIFR) . work hours - Male Person 82 101 136 144
- Employees
- Female Person 102 126 156 190
- Male Case/million 5082 5930 aL67 3088
work hours
- Female Case/million 1837 340 1281 1641
work hours
Lost-Time Injuries Case/million 183 303 279 213
Frequency Rate (LTIFR) - work hours
- Contractors
- Male Case/million 21 5.16 450 343
work hours
- Female Case/million 110 126 136 107
work hours

m Sustainability Report 2017 Siam Makro Public Company Limited m



ASSURANCE STATEMENT

SGS (THAILAND) LIMITED’S REPORT ON SUSTAINABILITY ACTIVITIES IN
THE SIAM MAKRO PUBLIC COMPANY LIMITED’S SUSTAINABILITY REPORT
FOR 2017

NATURE AND SCOPE OF THE ASSURANCE/VERIFICATION

SGS (Thailand) Limited was commissioned by SIAM MAKRO Public Company Limited (hereinafter referred to
as SIAM MAKRO) to conduct an of the inability Report for 2017 (hereinafter
referred to as Sustainability Report). The scope of the assurance, based on the SGS Sustainability Report
Assurance methodology, included the text, and data in accompanying tables, contained in this report.

The information in the Sustainability Report of SIAM MAKRO and its presentation are the responsibility of the
directors or governing body and the management of SIAM MAKRO. SGS (Thailand) Limited has not been
involved in the preparation of any of the material included in the Sustainability Report.

Our responsibility is to express an opinion on the text, data, graphs and statements within the scope of
verification with the intention to inform all SIAM MAKRO's stakeholders.

The SGS protocols are based upon internationally recognized guidance, including the Principles contained
within the Global Reporting Initiative (GRI) Sustainability Reporting Standards (2016) for accuracy and reliability
and the guidance on levels of assurance contained within the AA1000 series of standards and guidance for
Assurance Providers.

This report has been assured at a moderate level of scrutiny using our protocols for:
* evaluation of content veracity;
«  Type 2 evaluation of the report content and supporting management systems against the AA1000
Accountability Principles (2008); and
evaluation of the report against the Global Reporting Initiative (GRI) Sustainability Reporting
Standards (2016).

The i a ination of pr research; interviews with relevant employees at
SIAM MAKRO in Thailand; ion and record review and validation with external bodies
and/or stakeholders where relevant.

STATEMENT OF INDEPENDENCE AND COMPETENCE

The SGS Group of companies is the world leader in inspection, testing and verification, operating in more than
140 countries and providing services including management systems and service certiication; quality,
environmental, social and ethical auditing and training; envi social and inabilty report
assurance. SGS (Thailand) Limited affirm our independence from SIAM MAKRO, being free from bias and
conflicts of interest with the isation, its idi and

The assurance team was assembled based on their and ificati for this

i and ( auditors in one or more of the following standards; AA1000, GRI,
QMS, EMS, SMS, EnMS, Carbon Footprint, Water Footprint, GHG Validation - GHG Verification Lead Auditors
and on the SRA service isi

GP5008 Issue 5

makro

your trusted partrner

VERIFICATION: ASSURANCE OPINION

On Ihe bass ol the methasology described and the verification work performed, we are satisfied that the
infoemiaton and data coralned within Sustainability Report verified is accurate, reliable and provides a fair and
balanced tion of SlaM MAKRO inability activities from 1% January 2017 to 31*' December 2017.

The assurarca team & ol the opinion that the Report can be used by the Reporting Organisation’s
Stakeholders, Wae beleve that tbe organisation has chosen an appropriate level of assurance for this stage in
their reporting. Ir aur epanicn, the content of the report meet the requirement of GRI Standard (2016) and
AA1000 Assurance Standard (2008) Type2, Moderate level assurance.

AATO00 ACCOUNTABILITY PRINCIPLES (2008) CONCLUSIONS, FINDINGS AND RECOMMENDATIONS
Inclusivity

SIAM MAKRO nas damonstrated a good i o inclusivity and A
wariely ol engagement elfarl such as survey and ication to investors, suppliers,
CSR experts, and oiber sisksholders are implemented to underpin the organization’s understanding of
stakeholder comcoms. For future reporting, SIAM MAKRO may consider having more direct involvement of
stakeholdens. during Rilure engagement.

Materiality

SIAM MAKRO has bl wifective for ining issues that are material to the business.
Formal review has indentified stakeholders and those issues that are material to each group and the report
addresses ihese 81 &n appropeiate level to reflect their importance and priority to these stakeholders.
Responsiveness

The raport includes coverage given to stakeholder engagement, as well as the response to the material issues
concerned by the stakeholders.

GLOBAL REPORTING INITIATIVE REPORTING GUIDELINES CONCLUSIONS, FINDINGS AND
RECOMMENDATIONS

The SIAM MAKRO's Sustairatilily Report of 2017 is presented in accordance with the core option for GRI
Standard (2016) and s all tha required content and quality criteria for the identified aspects listed below:

GRI 302 - Energy 2016; (302-1 Energy consumption within the organization, 302-3 Energy intensity)

GRI 303 - Water 2016; (303-1 Water withdrawal by source)

GRI 305 - Emission 2016, (305-1 Direct (Scope 1) GHG emissions, 3052 Energy indirect (Scope 2) GHG
emissions, 305-4 GHG emission intensity)

GRI 306 - Effusrts and Wasse 2016; (306-2 Waste by type and disposal method)

GRI 403 - Seeumstoral Health and Safety 2016; (403-1 Workers ion in formal joint k
healih s salely commitiees, 403-2 Type of injury and rates of injury occupational disease, lost days,
and absaniealm and number of work-related fatalities)

The material aspects il fhwir boundaries within and outside of the organization are properly defined in
accordance with Az Haparmg Principles for Defining Report Content. Disclosures of identified material
aspects. boundanes, are correctly located in context index and report. It is recommended to have more
iderditicabons and disciosure of their subsidiary's material aspects in the next report. Disclosure on
Manageman: Approach componants, such as goals and targets, specific actions taken to achieve the expected
result. may be furher anhanced. It is encouraged to emphasize on the specific management practices
undertaken far each dentified material aspect next year.

Signed:
For and on behalf of GG (Thailand) Limited

TR

Sompong Klatiporn, Genaral Manager
Bangkok, THAILAND
17 May, 2018 WWW.SGE.COM
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Siam Makro Public Company Limited
1468 Phatthanakan Road, Phatthanakan Subdistrict,
Suan Luang District, Bangkok 10250
Tel: 0 2067 8999 Fax: 0 2067 9888
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