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About Central Group

Learn More

At a Glance



Central Group consists of a variety of diverse investments in various corporations domestically and internationally, each of
which has become a leader in the retail, property development, brand management, hospitality, and food and beverage
sectors, and in digital lifestyle.



One Family’s Vision

With our eyes cast firmly to the future, the Central Group
continues along the path of our founder’s dream.

The group’s early history can be traced back to Tiang Chirathivat, a determined
and persevering entrepreneur who was committed to building a strong foundation
for his family’s future.

Mr. Chirathivat first opened a small family-run shop in the city of Bangkok during
the early 1950s. Then in 1956 his son, Samrit Chirathivat, expanded his father’s
general merchandise business with the establishment of the first Central
Department Store in Bangkok’s Wangburapha district. Both father and son, the
group’s founders, were fully engaged in running the business, and were also
helped by other members of the family.



The era was one of bustling trade and growth, and the young entrepreneurs
quickly established businesses that were characterized by many “firsts” in
Thailand: the first to import international cosmetic brands; the first to focus on
impeccable customer services; and the first to implement innovative marketing
communications.

Samrit Chirathivat believed that success would come from honesty and hard work,
as well as from the provision of the best possible services and products for
Central’s customers.

Central Grou o) still "Our success grew out of our determination to bring Thailand
: 100% into the modern world. We are committed to contributing to its
remains 0 prosperity and enhancing the quality of life of its people.”

committed to our
founder’s vision - Samrit Chirathivat, Founder of Central Group -



"Vision & Mission - Central Group will
lead the retail and service business of
Thailand onto the world stage, while
bringing development to localities and
provinces in the countries expanded
to, as well as driving the economy
forward together.”
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Central Group

The Central Family - the Central brand
of retail, services and products has
become synonymous with trusted
quality and excellence in Thailand, and
continues to remain at the top of the
marketplace.

Central Group consists of a variety of
diverse investments in various
corporations, each of which has
become the leader in the retail,
property development, brand
management, hospitality, and food and



Central Group - 'The Central of Life'

Central Group aims at being in the center of peoples’ lives, where our customers really can live their own lives according to
their own needs and lifestyle. We connect every gender, age and lifestyle together by designing products and services to fulfil
the wishes of today’s society as well as creating new concepts to support future developments.
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People and
Employees

Central Group’s people offer an ideal
combination of Asian experience and
international expertise. What was
originally a small family-run company
has evolved into a group of highly-
experienced professionals, with senior
managers regularly receiving training
aboard in modern merchandising,
marketing and operational techniques.

However, being a family-run business
also has many pluses, and our many
employees are treated not just as
employees but as family members.
Indeed, it is apparent that many of our
employees have had life long careers
with the company.




Systems

Modern information technology systems help
Central Group to deliver superior value to our
customers. For example, our advanced customer
relationship management system provides specific
offers to each individual customer, and enhances
customer shopping and membership experiences.

Our modern distribution centers are integrated
into an overall state of the art supply chain
management system. In 2013 Central Group was
the first in Thailand’s retail industry in using voice
picking devices in our Distribution Center to
increase efficiency and accuracy. Moreover, we are
continuously enhancing our information
technology systems to support our customers.

Brand Building

It is important to focus on core businesses and
core brands by extending on past successes, and
by being committed to the building of our brands
to be number one in the perception of consumers
and customers in each segment, creating
differentiation in brand experience through
"quality" that is excellent in every aspect in both
the goods and the services of Central Group, and
by focusing on stable growth through world class
quality.
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CENTRAL Group CENTRAL GROUP MILESTONES

CENTRAL 1.0 First Steps to Create Tomorrow (1947-1973)
Tiang Chirathivat and his son Samrit evolved a new style of business
when they progressed from their small family-owned general store to
a shophouse selling international books, magazines and imported
goods and then to the first department store in Thailand.

CENTRAL 2.0 Leading the Modern Era (1974-1993)
During a period of rapid change the group opened the Central
Chidlom flagship store in Bangkok, took the department store
concept to other parts of the country, and diversified into the chain
restaurant business and hotels.

CENTRAL 3.0 Borderless World (1994-2014)
Central Group became an international company, opening hotels in
overseas markets, moving decisively into the European luxury retail
sector, and becoming the largest foreign retailer in Vietnam.

2006 2011

Topiwests Toroa! Dolre
CENTRAL 4.0 The Digital Transformation (2015 - present) Bl - =" ™ (TRAL Grou
Through increased use of technology and by entering into strategic Py
ventures with world-class partners the group is moving towards an .
omnichannel platform that will fully embrace the digital lifestyle. ;
2015 2017 2018 2018
Moupen Kien anct AR com, Dant AD Certraf Gl Thodano
Lomety Mot Honprong Ceooba A0 Fiatech

Lot KEA
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CENTRAL Group

. Central Group

Fes e TR v R The Central Family — the Central brand of
A ‘ Our success grew out of our determination tp bring R Sanviias andamiucts Hos barsis
Thailand into the modern world. We are committed to - synonymous with trusted quality and

excellence in Thailand, and continues to
remain at the top of the marketplace

contributing to its prosperity and enhancing the quality
of life of its people. 99

Samrit Chirathivat Central Group consists of a vanety of diverse
Founder of Central Group ‘ investments in various corporations, each

s 2 of which has become the leader in the retail,
My grandfather and father grew our business with two property develapment, bidnd mandgener.

simple ideas in mind: deal honestly with people; and work hospitality, food, beverage industries.
hard to provide customers with exceptional products and
services. These ideas remain at the heart of our success These complementary businesses continue

today, even as we have grown |arger and more successful to strengthen our position in the marketplace,
over the years. both domestically and internationally.

Tos Chirathivat
Executive Chairmon and CEQ Central Group

“Vision & Mission - Central Group will lead the retail and service business of Thailand onto the world stage, while bringing
development to localities and provinces in the countries expanded to, as well as driving the economy forward together.”
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Retail and Brands
A leader of multi-farmat, multi-category
retailing in Thoiland, Southeost Asia, and

Europe
Malls & Commerciol Properties Thailand's
premier shopping center and retail developer

Hospitality
Leoding International hospitality ond restaurant
chains originated in Thailand

Thel
EMNDLESS VALUE EVERY DAY

New Economy
Our digitol lifestyle platform embroces
innovation to enhance customer experience

Financial Services & FinTech

A full suite of financial products ond service
to complete the retail ecosystem from
Central Group

Central Group consists of a variety of diverse investments in various corporations domestically and internationally, each
of which has become a leader in the retail, property development, brand management, hospitality, and food and beverage
sectors, and in digital lifestyle.
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CENTRALRETAIL

We are part of Central Group

13 supermarkets in Central department stores
1994 acquired 10 Robinson department stores

1996 Joint venture with Royal Ahold — Tops
Supermarket

2004 Central Retail Corporation bought out Ahold -
46 stores

Central Food Retail.,Co.Ltd became a listed company
NOW in Thailand stock market with 639 stores nationwide
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#EveryDayDISCOVERY ’

The new ‘Tops’ brand comes with an updated logo which is more
modern and unique. To make it more unique and outstanding, a new
typeface is used to create a new character for Tops, in line with
consumer behavior today. The logo reflects the brand’s modern and
approachable character, accessible for all generations. The Tops brand
DNA has four key aspects:

T - Trusted Companion: As a trusted companion, it is always ready to
listen to every comment and places its customers at the core of the
business. The excellence is further strengthened by the data from the
loyalty platform to offer personalized products

and services that fulfill every need.

*O - Original Curator: It is an authentic expert when it comes to
curating the best products from around the country and the world. It
strives to always do better and seek the best experiences from around
the world for its customers, presented in a room concept to make
shopping more fun.

*P - Pioneering Leader: As an ever-evolving food retail leader that
constantly introduces new innovative formats to the market, Tops
always seeks new products and innovation from around the world to
offer a seamless shopping experience to its customers through the
most complete omni-channel platforms and real-time Personal
Shopper service

that facilitates shopping just like coming to the store to shop.

*S - Sustainability Enthusiast: As a brand that values people,
community, and the environment, Tops strives to bridge the gap in
our society by offering opportunities

to farmers and SMEs nationwide and selling eco-friendly products so
that our customers can have access to sustainable and organic
products. Tops also cares about food sustainability and donates
surplus food to those in need in various parts of the country. The goal
is to achieve net zero for food waste, in line with Central Retail’s
purpose to become the first Green & Sustainable Retail organization in
Thailand.




CENTRALRETAIL's Brand Umbrella

We designh new concepts of our brands to meet customers’ ever changing needs
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TOPS FOOD HALL

TOopS§

Food Hall

Truly World Class

Tops Food Hall, offers our most exquisite and exclusive selections of
exceptional and the most exciting products from around the

world, Tops Food Hall has been distinguished with numerous retail
awards over the years. With an abundance of premium food products
including fresh meats, seafood, a wide selection of cheeses, fruits and
vegetables, ready-to-eat foods as well as many other consumer
products from top local and international producers.

Thailand’s No.1 top-end supermarket brands

Tops is the international supermarket with choices for every lifestyle.
From premium and exclusive local and imported products, to a wide
selection of deli and baked goods, it is a place to find every daily
need. Tops serves both local and international tastes at 90 locations,
from Bangkok’s main streets to the major tourist cities in Thailand.



TOPS FINE FOOD

Shopping center for food lovers. Findimported artisan

food and the finest ingredients. From the best production
sources around the world

Tops Fine Food, a destination for culinary lovers to find new
inspiration. With the intention of selecting and delivering
products from the best production sources from every region,
every continent around the world. Both raw materials and
artisan food are of premium quality. which is a rare product
They are traditional and famous in each locality, such as cheese
and cold cuts in the original European style. Excellent wines
from leading regions Specially selected fresh meat and artisan
bakery from expert bakers All this to expand your experience of
the world of food. Allowing you to enjoy creating new favorite

dishes in your own style. and experience world-class
deliciousness with the best food from around the world.



TOPS DAILY

Tops Daily

Tops Daily has all the conveniences you'll come to love. We are
stocked with a wide array of snacks, beverages, health & beauty
products, and various other grocery items. Also offered is o counter
service for bill payments that accepts both cash and credit card.
Stop by one of our conveniently located branches and experience it
for yourself

TOPS ONLINE

Merit making
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Tops #1 Food & Grocery

We are the largest supermarket chain in operation since 1996. Only
the freshest products are offered to you. We source the best from
all over the World and in Thailand.

* Discover 15,000 fresh groceries and various products available.*
Quolity and Freshness Guarantes.

* Get promotional price, special discounts & exclusive offers! *
Maintain up to 5 Home Delivery Service Addresses.

* Multi Payment options: cash on delivery, credit card on delivery
and credit card in-app.



MATSUMOTO KIYOSHI

Phamacy Matsumoto Kiyoshi, A variety of Phamacy, ContactlLens,Functional food and Cosmetics are sold.

WE HAVE EXPANDED THE MEANING OF “YOU” OF THE MANAGEMENT PHILOSOPHY.

“TTFOR YOU"

IN THIS CASE, “YOU MEANS ALL STAKEHOLDERS WHO ARE DIRECTLY OR INDIRECTLY INVOLVED IN OUR BUSINESS”

We are proud to bring satisfaction to customers by supporting their pursuit of good health and beauty
We want our employees to find satisfaction in their work, and to achieve personal growth as contributing member of society

We are promoting the development of the company together with client enterprises and all peopl and organizations
we have business relations with.

Through our activities as a cotporate entity we contribute to the well-being of local communities.

We share profits with shareholders. These are the ways we work for our many stakeholders.
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