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Various Shopping Scenes  Portrait #1

The Smart Shopper
I have a daughter who recently gave birth to a baby boy. Not being able to stay

away, I invited my wife along for a visit on my holiday. I definitely wanted to see
my grandson but, to tell the truth, T wanted to see my daughter, who had just
become a mother, even more. Together with her healthy baby, our daughter
welcomed us with a big smile. Maybe it’s typical of father-daughter relation-
ships, but I'm never quite sure what to say to her, so I usually just sit quietly
sipping my tea. Being a woman herself, my wife doesn’t have this problem and
the two start chatting up a storm right away.

During our visit their conversation turned to online shopping. My daughter
said it was really convenient to shop online while taking care of a baby and have
the purchases delivered. She also mentioned how it was more eco-friendly since
she didn’t have to drive or take a train and offered good value as well. Mothers
are smart shoppers these days. My daughter didn’t even wash the dishes when
she lived with us, but now she’s looking up recipes online and a really good cook.
It’s an impressive transformation. Raising children today is a lot different from
my generation, but it makes me happy to see my daughter making smart choices

and enjoying her life as a mother at the same time.
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lllustrator based in New York. Depicting next-generation living in
Japan, China and ASEAN for this special feature.
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SPECIAL FEATURE #i

Living Smartly, Together
with the Community

Local community infrastructure is now undergoing large changes, including
infrastructure related to the environment, energy, information networks and
transportation systems. As the social environment that surrounds us changes,
Aeon is starting a variety of initiatives in order to support comfortable living as

well as smart community development.
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Encouraging lifestyle shift to realize a sustainable society

The 20th century civilization of large environmental load through mass production
and mass consumption has reached its end, and shifting from a high-carbon to a low-
carbon lifestyle has begun to earn recognition as a global-level policy issue. Initially,
environmental problems were seen as separate issues, with inevitable trade-offs
between environmental protection and economic growth. However, both environ-
mental and economic measures need to be achieved in order to realize a sustainable
society. In addition to the environment and economy, incorporating the viewpoints of
citizens and society is also key. This idea is now broadly recognized.

Striving to achieve a sustainable society while seeking true affluence through simul-
taneous pursuit of reduced environmental load and improved environmental quality
- as the triple bottom line of the environment, economy and society - is the framework
for the national strategic projects Eco-Model Cities and the Future City Initiative. First,
we are attempting to create cases that can serve as symbols of success, and 20 cities and
11 cities, respectively, have been chosen for these projects, which are being imple-

mented through cooperative efforts in the public and private sectors.

Interview

JERS
AT

KBTS AR HX— X FRE A FR BT 20 A
WL TR Sk o AR L 1 I VR A P I A e i
SR EBCR RS ENREATT o die ), AT RSN —
IS, AR PRSEBCRRILE T & ik it R R
Fo SRMIAAy , AMTTE LR b A B B RS BT R A Jpe A v
AT HE LR BE S EE TG R, IR, ESAS T
iR 2R3 ESE ) o

AR 5 P S B w1 PR BN I 7 BRAsE Rk
i PR R TERBL L 4205 | #h iX" = HRER”, 1ML
Spefi I FRBER E, S 7EISRPUE R SRR R R 9
TSR AL 2 ELRR o 76 R M A, &k T 201
114N, BURFRIT RGO, o QIR E A% 55 1) «

JEArE 2

Striving for Environmental,
Social and Economic Value Creation

With the key words of “smart” and “slim,” we are beginning to transition to a new stage in
environmental endeavors. We are striving to realize a sustainable society by reducing environmental
load at the same time as improving environmental quality. To achieve this, shifting our lifestyle is
essential. Here to provide insight about policies and practices toward a sustainable society is

Mr. Murakami Shuzo, president of the Institute for Building Environment and Energy Conservation.
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Underpinning this framework are the concepts of “smart” and “slim.”

The 21st century is the age of the networked society, and its IT-based technologi-
cal foundation has unlimited potential for use in our daily lives. It can integrate and
process all kinds of information needed to live in a community or city, including
crime prevention, safety, nursing care, healthcare and education. Networking based
on this information processing is the essence of “smart.” This “smart” concept will
encourage the development of online services and make living in the cities of the
future more convenient.

One more concept is “slim.” Moving away from our bloated lifestyle of mass
production and mass consumption, “slimming” aims to improve environmental
efficiency toward realization of lifestyles with low environmental load. “Slimming” is
crucial not just in material terms, but also in non-material ways including citizens’
awareness and values. For example, hybrid cars not only have the material effect of
improving fuel efficiency, they have also changed the awareness of people who up
to now have valued a car by its size. The popularity of hybrid cars can be called a
successful case of “slimming.” By continuing and expanding these initiatives in the

future, T hope that our everyday lifestyle will shift to one that is “smart” and “slim.”
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“RREAL” . WAL H RS KA

PROFILE
Shuzo Murakami

Important for local governments, corporations and

citizens to share goals and work together

To achieve the Future City Initiative, goal sharing and cooperation among local gov-
ernments, corporations and citizens is particularly important. Sharing future aspira-
tions for a community and working together to achieve them will lead to fostering a
To this end, the key is
changing society — part of the triple bottom line, which is to say changing citizen per-

sense of unity in and revitalization of the local

ceptions and shifting to a “smart” and “slim” lifestyle.

In addition, the Eco Model Cities and Future City Initiative projects are opportunities
to create new value, which is where corporations are expected to play a role. Consumer
awareness of environmental issues is definitely growing, and a stronger trend will emerge
of more support going to the corporations that provide things of economic or social
value to help realize a sustainable society. Of these corporations, Aeon is in the retail
industry, which is most closely linked to consumers, and I have followed it as a corpora-
tion with strong environmental awareness. Going forward, I hope to see Aeon contribute
to shifting people’s awareness and values as well as creating a new lifestyle by providing
new products and services that excite consumer creativity while offering an environmen-

tal perspective.
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The “smart” and “slim” Future City is a new value proposition
able to broaden our lifestyle possibilities

Photo by YOSHIKAZU YAMASAKI
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The smart concept involving community development

According to Emi Nakabo, Aeon Co., Ltd.’s Corporate Citizenship Department
General Manager, for Aeon, the word smart embodies the desire to realize commu-
nity development together with Aeon’s many stakeholders including customers in
the community.

Aiming to realize a sustainable society, to date Aeon has diligently addressed
environmental and social issues in its business activities and has developed environ-
mental and social contribution activities primarily through its stores. Aeon proposes
an intelligent and comfortable smart life that further evolves these activities with the
addition of a new community development perspective. The Aeon Group is collec-
tively rolling out a variety of initiatives to enable all of its stakeholders, including
customers and public authorities, to see that living together with Aeon leads to a
more eco lifestyle.

Introduction
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Smart Practices toward Creation of

Intelligent, Comfortable Living

As a word and concept that we hear every day now in phrases such as smart grids and smartphones,
smart is becoming an indispensible keyword in our lives today and in the next generation'’s.

This feature provides a closer look into the next generation’s smart lifestyle through a variety of initiatives
that Aeon is putting into practice to grow with communities and be an integral part of people’s daily lives.
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The launch of Smart Aeon through community-based cooperation
Smart Aeon is an initiative launched this year as Aeon’s concept of community devel-
opment in cooperation with local communities. Smart Aeon evolves environmentally
friendly Aeon Eco Stores that began opening in 2005 and sets multifaceted targets,
including contributions to more efficient use of energy, disaster preparedness, and
transportation system improvements, toward the realization of smart living based on

cooperation with local communities.

Proposing a smart life to customers
‘While undertaking community development that encomp the entire ity,

Aeon is also developing products and tailored services from the point of view of indi-
vidual customers to realize smart living. Take shopping for example, which can be a
burden for parents with small children. They do not have the time to carefully com-
pare products, and minding their child or children and getting through the checkout
line is a chore. Carrying heavy bags is another problem. Meanwhile, many single
people who work until late at night often do not have time to go shopping during the
day. To eliminate these daily inconveniences as much as possible, Aeon is offering a
range of new services aligned with individual lifestyles, such as home delivery of pur-
chases as well as urban-style stores with longer hours of operation, toward realization

of a next-generation smart life.

JE B B X 2 TR B REKIE 72l

1 ST HOIK R 2 DR ATV, KUE A6 s T
AN U o B0 H 3t — 5L T KIE M 2005 ST %
HPEFER BRI KIE ecoltH ", Wit THEEHEIRIFIAEE |
Wi SERHE % % T T b, S5 HBIX 42— [l szl
BRI BN 5«

ol B3 0 R A 0 VA

IKHELEFF g T 16 b X 48 s DX 15 ™ 5 Sl 4 1 i)
TR, BN THEHERF O 5 — (5 R AR iR 21 A
55, ik ERE VR FUE AL . Bl o AREER R
AN EETTHE I 7R 2 A0 o G e iR st
IR FAREEARE, R i T a0 98 2), Iz i
SR HE EAIHE o 53 ML T BRI A B B, (IR
BRI IEE AREIN « 9 T AT REHb R H 8 G (e b
SRANE, KRS T HEERC AR 55 ) F A & T it ]
BEAI A TR B o A ik JX— AR IR, ARHEVER P i — {000
FRGIREIN, RORIEIE RIS, Al R —K
RIS TR

e LR 2 R R



SPECIAL FEATURE Living Smartly, Together with the Community #1455 HulX#E 2 SRR o

Smart store P
Cooperation with Local Communities £ _
Centered around Stores

Shopping centers (SC) serve the role of infrastructure supporting local communities. Here are Aeon's .
initiatives developed in collaboration with local communities that aim to create comfortable living.
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1. Children learning about recycling in the Aeon Cheers Club
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2. Disaster preparedness drill held in cooperation with the community

From disaster preparedness and
transportation infrastructure to product
proposals and environmental education
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Smart Aeon, in addition to aiming for the highest level of the Comprehensive Assess-
ment System for Built Environment Efficiency (CASBEE) as the standard for building
infrastructure in store creation, was launched with the goal of concretely realizing com-
munity development in collaboration with local communities. Aeon is developing
wide-ranging initiatives that incorporate local community characteristics and needs in
order to contribute to community development, including realizing smart energy that
efficiently supplies, distributes and uses energy within the local community, providing
eco-friendly shopping and services through WAON e-money cards or integrated with
the Internet, building disaster-preparedness and local infrastructure, and preserving
biodiversity and landscapes.

Aeon Mall Yahata Higashi, the first Smart Aeon store that opened this March, is a
model communit; store partici in the Kitakyushu Smart Com-
munity Project promoted by the Ministry of Economy, Trade and Industry and Kita-

kyushu City. By efficiently generating energy and using it smartly in the community

based on a C ity Energy M nent System (CEMS), the project aims to
reduce CO: emissions by 50 percent compared to ordinary cities. Reducing peak-time
electricity use is one area that holds particular promise. Aeon uses a smart Building
Energy Management System (BEMS) within the SC in cooperation with specialty
store tenants to control electricity consumption for the entire facility. Meanwhile, Aeon
is attempting to reduce residential electricity use by encouraging customers to visit
stores with offers of discount coupons and eco points. Aeon is uniquely positioned to

use its SC as community hubs in order to promote efficient energy use.
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Generating power efficiently and using it mhﬁ

smartly to cut peak-time electricity use!
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Smart Aeon stores opening in 2013
2013 4EJFALY B HERIE”

Aeon Town Shin-Funabashi
Open in April

Aeon Town Hifii#i
4B

Aeon Mall

Ongoing initiatives based on community and store collaborations

Aeon has entered into disaster prevention cooperation agreements with local govern-
ments around Japan. A total of 1,232 stores and offices now have agreements with 697
local governments(as of the end of February 2013). Aeon began concluding compre-
hensive cooperation agreements not limited to disaster preparedness in 2010. These
include a diverse variety of community collaborations such as promotion of local
products, environmental preservation and promotion of local tourism.

Concerning transportation systems, Aeon also contributes to alleviating traffic
congestion in communities such as by introducing electric buses running on loop
routes. Other ongoing efforts toward realizing more comfortable community living
and revitalization include installing car battery recharge stations for electric vehicles
(EV) on SC grounds.

Initiatives with customers through products, services and stores

In addition, with the aim of realizing a sustainable society, Aeon is inviting customers
to participate in activities and is undertaking initiatives together with customers that
utilize its products, services and stores. For example, Aeon’s brand Topvalu Kyokan
Sengen offers products developed with the concept of the 4 Rs: reduce, reuse, recycle,
and returnable. Choosing and using Topvalu Kyokan Sengen products can lead to
reducing environmental load. Meanwhile, Aeon actively provides venues for children
who will lead the next generation to learn about the environment. In addition to food
education activities at stores, Aeon runs the Aeon Cheers Club for children in store
neighborhoods with the goals of cultivating interest in and the ability to consider local
environmental issues as well as learning social rules and manners through group-based
activities. Rooted in local communities and with stores that serve as direct contact
points with customers, these initiatives can be called Aeon’s original activities focused

on the next generation.
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I hope to see the projects in Kitakyushu spread nationwide

Aeon Mall Makuhari-Shintoshin

1. Digital signage inside Aeon Mall Voice

Yahata Higashi that visualizes Osaka Dome City Scheduled to open in December o BAC LN T R R Rz 1 4
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Future City Promotion Bureau,

stores . nationwide through its network of stores. I hope that
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Smart life

The Smart Life Aeon Strives for

Aeon is developing a variety of businesses with a core focus in retail and is making suggestions
through its range of channels toward the realization of smart and comfortable living for each individual.
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. Providing advice on selecting a bicycle that can be used for a long time
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2. Caring for beloved products with alternations and repairs

Having fun online while slimming energy and time consumption

Online shopping is gradually gaining in popularity as a means of saving time as well
as the energy used in travel. Aeon has launched shopping websites including Ouchi
de Aeon: Aeon Shop (Aeon at home: Aeon shop). The online shopping websites offer
perks such as points for purchases and smart payments using WAON e-money. Aeon
intends to improve and expand its online services to offer even higher levels of
convenience.

Of the online services, one that has been well received for its rarity is kerosene
home-delivery service, which is offered by the Group company Mega Petro Co., Ltd.
Petras gasoline stations operated by the company allow delivery orders for kerosene
to be easily placed from personal computers and mobile phones as well as paid for
with Aeon cards. Mega Petro has developed this service in order to improve cus-
tomer convenience.

Meanwhile, Aeon is also actively developing services to enable smarter product
selection. The Group company Laura Ashley Japan Co., Ltd. offers a service that
allows customers to use a 3D simulator to see how furniture will look arranged in
their home before purchase. This gives customers greater peace of mind when
making purchases and increases satisfaction after purchases as well.

Along with upgrading these kinds of infrastructure for IT and financial services
such as credit cards, by combining this infrastructure with tailored services that meet
customers’ diverse needs, Aeon strives to save customers time and energy without

waste and enable a fun and comfortable smart life.

Caring for products to lengthen their life

while protecting limited resources

As we move from a mass-production, mass-consumption society to a society that
coexists with and protects the environment, Aeon is actively providing a range of
services that allow customers to lengthen the life of their belongings without throw-
ing them away.

The Group company Reform Studio Co., Ltd. provides repair and alterations of
clothing, shoes and bags so that they may be used and enjoyed even longer. The
store has received positive feedback from customers who, for example, were
delighted to be able to turn an old kimono into a dress or to have a special bag
repaired and given new life. Through its services, the company aspires to communi-

cate to customers the importance of valuing resources and the warmth of spirit that
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a slimmer lifestyle
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Save time and energy without waste to realize

Home-delivery service is a reliable partner for the G.G (Grand Generation)

Supporting an eco smart life with services
to care for goods and products
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comes from taking customers’ treasured belongings and breathing new life into them
in ways they only dreamed were possible.

Bicycles are finding renewed popularity with people concerned about their health
and the environment. Aeonbike Co., Ltd., which operates specialty bicycle stores,
carries an extensive line-up of bicycles and related products and is striving to expand
its after-sales service menu to enable customers to use their bicycles safely for a long
time. Among other activities, it holds ¢ycle checkups on days of the month that end in
nine to facilitate customers’ comfortable bicycle life.

Through a variety of supporting activities that allow people to care for and con-
tinue using their possessions, Aeon is promoting eco and smart living aiming to

realize a sustainable society together with customers.

Sharing information online to get more out of an eco and
economical lifestyle
The key to leading an eco and economic life in the long run is to have fun while
doing it. Aeon Link Co., Ltd. has launched the Kurashi no sogo kenkyujo (general living
research institute) website within Aeon’s portal website Aeon Square where people can
collectively consider a range of questions and concerns about daily living. The web-
site asks customers for ideas on how to live more ecologically and economically, for
example recipes to use up leftover seasonings, and posts their responses. The website
connects Aeon and customers as well as customers with each other online. By offer-
ing the website as a place for information exchange, Aeon is supporting customers to
lead smarter and more enriched lives.

Through various services that support customers’ daily life, Aeon endeavors to
continue working together with customers toward realization of a smart life and a

sustainable society.

WITEEE YN E IS

W4y, YSRERESEMR T — S AT E AR RN BAEE
17261 Acon Bike ket 7E AT FITZEAIRE R Skl
R, RIS 5SS, WD RS T4 &R
HeFEHIZ A o AR TE O T H T, A AR TFIR FIAT /R Ry
FHEE), SRS SZ AT R TR R .

AKIFE SR 2% 15 55 T S S A H - A M B
iy, JESTERRERER LG, SIE— A ST R R
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L, AR TIPS A

URFFER (R 51T A AR AE T B RAE L " Aeon
Link ¥t £ +E 75 KIS TP [905* Aeon Square” EH# T
KRR P H 3 206 o 5 R REME IR SR 5 ——
AT o VI £ 0 S48 175 (4 P 5 e
TR S FERR LT, FINHE 2 FIAKII LS
SRS G , KIERIE | A e R 7 — k. it il
RN R X SR & KIS B Gl
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Wik iX— FG SR 5 SRS | KIES JRiF ke
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shopping portal website Aeon Square
SKEESRE] I35 “ Aeon Square” ERIMEAEFE A« TR AR

1. Enriching customer's lifestyle through connection with Aeon online

S Sharing eco and economical ideas online
TEM_E BRI 4 i

@5

2. The content website Kurashi no sogo kenkyujo (general living research institute) within Aeon’s



Unique
Point

=== Thailand FE

A popular souvenir

Folding fans have come to be widely
used around Asia including in
Thailand. Fans adorned with unique
patterns or designs associated with
tourist destinations have become a
popular souvenir.

EZRUHLER

ENREHEOTHEE, BT H
B E A, BRI SRR E
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Intricate designs carved
in precious sandalwood

)
v
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The fan’s handle is
slightly larger and easy to hold

RHEBABK, HFEFH

EEEAM B LR RIS ER

Lifestyle Elegance kifz X

Decorate —fans
P80 —wr

Small items that bring us pleasure in daily life are imbued with
culture and traditions worth preserving for the next generation.
Japan, China and the countries of the ASEAN are home to
many fascinating items. ..

This issue features the decorative accent of folding fans,
which originated in Japan.

e

AT O RN A H BRI SE RS, S BRI e 5 3L

Fik ] JRTALIKI 2 RIS,
LRI -

AIHERI MR A A A 3 SRR
ST R BT

E Japan B

Communication tool to write a waka poem from the heart

Taking cues from the round fans that were introduced from China, the
folding fan seen today got its traditional shape in Japan during the Heian
Period (794-1185).

The folding fan also became a symbol of cultural enrichment and was
used by aristocrats as a communication tool in the waka poems they
exchanged.

HEHNK, FRLFHIR

ERFHFRHR, BRAAMGPREANABTRIRE, tis TRIEE
SHBT. REME BT EN—MOATR, $ARSE BT LTHM
#, RREXUREGEET SEEUNER.
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China hE

Item to enjoy a scented breeze

The Chinese round fan became the
folding fan in Japan, which journeyed
back to China and then to Europe.

Chinese tan shansen sandalwood
folding fans combining fragrant
sandalwood with intricately crafted
floral and geometric patterns are highly
prized as a luxury item.

BEHEZN

FEMEAREERLRAN BT, X
ZRTECERN, ERREAEFOEE
LR ELALTRR, E A EE
B NS RMEHT ALR,

Gluing paper on one side of
wooden ribs is how the folding
fan got its start
“RYHERE—
BEEEHERK

AEON SUSTAINABLE ACTIVITIES:

Striving for a sustainable society, Aeon continues environmental preservation and social contribution activities with local communities.
HERAHER RIS, SHERREFEE, THAEFRFERIPAHETRED.

Environmental Preservation #f 55 i #

In 2013, the number of trees planted with
customers reaches a cumulative 10 million!

The tree-planting activities first started with customers in 1991
reachs the milestone of 10 million trees in 2013. A total of 1
million people have participated in tree-planting activities
through the Aeon Hometown Forests Program (a project to
plant trees on store premises) and the tree-planting initiatives
implemented by the Aeon Environmental Foundation. Under
the theme of 10 million trees together with customers, Aeon is
developing a variety of activities in Japan and around the world
in appreciation of everyone's efforts to date. On March 3, Aeon
planted approximately 15,000 saplings at Aeon Mall Tsukuba
together with about 2,500 local residents.

Social Contributions #: 2 i ik

High School Students from Cambodia, Laos
and Japan Hold Exchanges Abroad

The Aeon 1% Club has been conducting the Teenage Ambas-
sador Program since 1990 with the goal of having high school
students mutually deepen international understanding. In
January 2013, 32 high school students from Cambodia and
Laos visited Japan, and in March 32 high school students from
Japan visited both countries. They paid a courtesy visit to the
Japanese Embassy in each country and deepened interna-
tional friendship through homestays and cultural exchanges.

R, 2, BANERE
BRABERTR

HINAS R AREFEEIER | KL% RAREM 1990 FEskHE T
“EOEAEREL, 2013F1 8, RERMEALNHI2 B/ DEE
THA, 38, AAN2EBHEXET BARE, BEARARE
HZIFIAIR) . FERER . USTREE , FENIORT HUtEN &R,

Japanese calligraphy workshop at
Sapporo Kiyota High School

Ve AR RS

SMERFRFOBA
2013 5FX21 FHE

JKEEM 1991 Fi2 SEEHETF A RAGERES, E2013FHitH
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RS RRERAN IS, KEERAREREERF T N 5ME
—ERM LT AR A EMOEMIMRES, 3A3E, £ KELFR
FURIE" 592,500 & B R AR T £915,00048#,

Aeon Gangaw School Opens as First School

in Myanmar through Aeon’s Support Campaign

The Aeon 1% Club has been supporting the construction of
schools in Asian countries with underdeveloped educational
infrastructure since 2000. The Myanmar School Construction
Support Campaign began in 2012. Based on a partnership with
the Japan Committee for UNICEF, Aeon Gangaw School opened
on March 29 as the first school constructed through donations
from customers and contributions from the Aeon 1% Club.

ARFRBRZIENEHE AR
“FKEEH B S8 EiE R

JKEE1 % RRERM 2000 F T B B R e 078 IR AT i 45 E AT
FRERETIRER, FEM2012F A 64  AELRRIEZRIE "5
H#&, 3A29H, ESALKAEIEESHROARS AT, @M
FHRRRAKEE 1 % RAAEPERERNE—PTEIFR— KEHEZ
BIFIERR,

Children happily attending the new
school

FEFRERNBRIIE T

""""""""""" § Making Wishes for Recovery from 3.11 Come €311 HERYT RN

Aeon is ing a variety of initiatives in

ip with

KEEASEIR X ERHCIET

Kuji Fisheries Cooperative and Sanriku Railway Collahoration
Launches Honetori Saba (deboned mackerel) Fast Fish

In cooperation with the Kuji Fisheries Coopera-
tive and Sanriku Railway Company, Honetori
Saba (deboned mackerel) went on sale at the
end of February. Aeon has been selling Fast Fish
products using ingredients from the Tohoku
region since August 2012, and the sales have
now reached more than 1 million packs. Aeon
endeavors to support the revitalization of the
regional economy through such initiatives.

Honetori Saba (deboned mackerel)
Fast Fish using ingredients from the
Tohoku region

BER R A IR A Fast
Fish * TR &EZ&"

SR gl A% (JFRED) REMHREE1E

$HEFast Fish* R BHEE”

KESIFART R MAMAANE, F2RKRLT “LBHEa", KE
201248 B TR B AR bR R Fast Fish #5IRiq, BAT#EEE
RERHI00AE, SEKEEHET LN SENRTHREFIRIURE,

to realize recovery and a bright future in the disaster-afflicted areas.
RR, SHERFRRT FESHNED,

I Aeon Happy Yellow Receipt Campaign
Held at Approximately 1,600 Stores across Japan

Aeon held the Aeon Happy Yellow Receipt Cam-
paign exceptionally for three days from March
9. By May, Aeon contributed 94,546,382 yen,
equivalent to 1% of the total amount of receipts
collected, together with donations through the
WAON for Tohoku Restoration initiative to funds ~ Aeon Happy Yellow Receipt
that support children in Iwate, Miyagi and Fuku- Campaign supporting Tohoku
restoration
shima Prefectures.

FHR kAR R ERIRE
ELEH1 00 FERTFR R R
“ KEEE R B RREE"

OKAEERNECBIREES " MNIA9 AR, A=K, KEEHR
ERENKREAITEHMI%M4,546,3828 TiER “FiILERZIE
WAON" MBS T5BRAI—RIBRA T HEF . 5. BB ENJLER
HEPHESS,




Record Highs for Operating Revenue,
Ordinary and Net Incomes

B £EFE AT
HEH ERHIEF

/EON GROUP

FINANCIAL
RESULTS

For the Fiscal Year ended February 28, 2013

201342 A YK RAREHRE

In the fiscal year ended February 29, 2012, despite rising stock prices
and other positive signs of economic improvement, the recovery
remained moderate due to such factors as personal consumption
remaining weak. Amid this business environment, Aeon made steady
progress executing a Group-wide strategy to second year of the Aeon
Group Medium-term Management Plan (FY2011-FY2013), the shift to
Asian markets, urban markets, senior-oriented markets and digital
markets. Aeon achieved record highs in operating revenue, ordinary
income and net income on a consolidated basis for the second con-
secutive year by mobilizing collective Group strengths and responding
to changing customer needs.

AEE, REBAEANRED S ENTISHOASHBER , BINER

- . RABEE IR BREFRATLT RGNS, TXMOEERIS K
heon el meesht LSRR ETH (2011 R E2013 5 BT MELE | 24T
KIS RIRARHE SEB AR y B XASE, B RIRER

MERERSN  BREMENREAMNTR  KOEXFHEEH 7 REGIFE WG
ZEFE, AEFANREITR,

Consolidated Financial Results &34t

Operating Revenue Operating Income Ordinary Income Net Income
Edvras EWFE ZFE FHFFIE
(100 millions of yen) [1ZA5E) (100 millions of yen) [1ZA5T) (100 millions of yen) [1ZA5T) (100 millions of yen) (1ZE5T)
56,853 1986 1,909 2122 2,129 746
50,721 51,146 52233 1753 1820 667
8 596
1,334 1301
311
Feb. 2010 Feb. 2011 Feb. 2012 Feb. 2013 Feb. 2010 Feb. 2011 Feb. 2012 Feb. 2013 Feb. 2010 Feb. 2011 Feb. 2012 Feb. 2013 Feb. 2010 Feb. 2011 Feb. 2012 Feb. 2013

10%F2AM 2011527 201292 20135278 10%2AM 2011527 201292 20135278 10%2AM 2011527M 201292RM 20195278 010%2AM 2011%527M 201292 2019278

Effective as from the year ended February 28,2013 the Company has changed certain accounting policies.
Accordingly,operating revenues and operating income presented for business years prior to the year ended February 28,2013, have been adjusted to reflect the changes.
EFARRUAHEREEE, 201052 AME201242 A E VKSR E Y FERE T A RIEERTIlGT

Financial Results by Business Segment &% B
(100 millions of yen) ({ZE7T)

Business i Operating Revenue(YOY) 1/l (#iitt)  Operating Income(YOY) 178 (#iiitL)
General Merchandise Store (GMS) Business GMS (&€ ) Fir 26,643 (101.9%) 464  (83.4%)
Supermarket Business SM (& &i#) 14,807 (121.1%) 218 (100.1%)
Strategic Small-size Store Business it/ i EzE 2,418 (113.4%) 40  (62.2%)
Financial Services Business Z&4gi% 1,942 (115.9%) 338 (153.6%)
Shopping Center Development Business = 77 % #l 2,032 (118.5%) 429 (105.1%)
Service Business —#E&H 3,436 (109.9%) 197 (102.8%)
Specialty Store Business #szEHil 3,502 (110.0%) 61 (102.3%)
ASEAN Business %z 1,032 (118.6%) 66 (95.9%)
China Business $E% 1,129 (110.0%) -18 (—)
Other Operations 1t 2,746 (106.7%) 8 (228.3%)
Consolidated Total Zi—4& a1t 56,853 (108.8%) 1,909 (96.2%)

13 /£ONMagazine 2013 June Vol 41

Topics

» Three-Head! ter Structure Established to

Accelerate Overseas Business Development

With headquarters for China and ASEAN in full operation, the three-
headquarter structure of Japan, China and ASEAN has been estab-
lished. Aeon has thus built a business foundation to forcefully pursue
its growth strategy in each region. In Malaysia, Aeon acquired all
outstanding in shares the company operated by Carrefour S.A. in the
country, which has made Aeon the second-largest retailer in Malay-
sia trailing the nation’s top retailer by a small margin in terms with
operating revenue. Aeon is accelerating overseas business develop-
ment through such moves in Malaysia.

WI=KBATGEH, MRERBIHEL

[iiEsy REBASFEERE, AA fE RE=KSASHKE
ERHST, BT KBS A BRI KT REROEARE
i, EDRAL, KR T EZEFRLSHRFABADA SIS IHBR
R, HARATEUMEARIE, BWRSESMEE—NATZEEN, B
ULt AnE T ISR A e AL SRR,

» Structural Reform of Aeon’s Financial Services Business
Aimed at Providing More C ient Fi ial Services

Aeon Credit Service Co., Ltd. and Aeon Bank Ltd. have executed
their management integration. In April 2013, the bank holding com-
pany, Aeon Financial Service Co., Ltd. was established with New
Aeon Credit Service Co., Ltd. and Aeon Bank Ltd. as subsidiaries.
Aiming to maximize customer satisfaction, Aeon Financial Service
has transitioned to a comprehensive financial group seeking to maxi-
mize customer satisfaction by leveraging its position as part of a
retail-oriented financial services business focused on providing
credit cards, banking, insurance and e-money services.

DREESEHSRRSHERE, B SREWEHNE

AEONERMES MRS SHRSALKERITRIT 8BS S, 20134
48 . HEAEONERY SHRSH KRS KERTH T A SRS
F§#%/28 ——AEON Financial Service kR RALIER AL, HSLIMEHR
BRAML, FRINGESRMEFABUEE RIT RE . BFERHFL DK
i, REERERNSHE D — OIS SRIRS.

E=]

» Pr ing Store Specialization and Refurbishing in the
GMS Business

Aeon continues to promote store the specialization existing stores.
As part of efforts to enhance specialization and meet diversifying
customer needs, Aeon Liquor Co., Ltd. has been sprit off from
Aeon Retail Co., Ltd. With regard to existing stores, Aeon promoted
the refurbishment to improve profitability tailored to the distinctive
marketing characteristics.

FEGMS B P {TERBI TSR
FoiEEft

HFRETRETR, KT

S E L EREROEE, MNREH

KEFERK ST EE Acon Bike

: = #R it FAeon LiquortkX&it, It

Acon Bike Funabashi store Sh, OB AL KAEBH F TR

Acon Bike RS HRFEBOEENL, BNABREHE
MR

» TOPVALU’s Sales Increase 30% to 681.6 Billion Yen

The first to the seventh of each month is designated as Topvalu
Week in an effort to raise awareness of Aeon’s private brand
Topvalu and expand the range of products meeting varied cus-
tomer needs, such as Topvalu Ready Meal of pre-prepared foods.
Topvalu brand sales have risen substantially as a result.

“TOPVALU$H 8014 30%,
i%%16,8161ZH T
AIRFHE @A TOPVALU” %1 &
E.KIEEEA1SE7SEN TOPVALU
A", F3H T “TOPVALU Ready Meal”
SHRRS BITUY AR, MHZ -
MEEFT RO, HETHHILIES  TOPVALU Ready Meal
KIEET TOPVALU Ready Meal

Outlook for the Fiscal Year Ending February 28, 2014 THEERZ

Targeting Operating Revenue of 6 Trillion Yen
Aiming for Record Highs in All Income C: ies

Consolidated Operating Results Forecast &3 ssaimm

(100 millions of yen) ({ZH7T)

To build a solid management foundation for further growth in
the fiscal year ending February 28, 2014, Aeon continues to

Fiscal Year Ending Fiscal Year Ended
February 28, 2014 February 28, 2013
(actual)

promote shifts to the four growth areas of Asian markets, 02 iR ’szé:;izrﬂ
urban markets, senior-oriented markets and digital markets. "

Additionally, Aeon is targeting operating revenuge of 6 trillion gﬁgﬁtmg Revenue 60,000 56,853
yen, which would mark a first in the Japanese retail industry, General Merchandise Store (GMS) Business i) El 27,460 26,643
as well as record highs in all income categories through Supermarket Business s (i) Fi 14,830 14,807
efforts including strengthened overseas business develop- Strategic Small-size Store Business &gt /5%l 2,930 2,418
ment and imprqved efficiencies by e>.<pandmg sales of Financial Services Business. & S 2,200 1942
Topvalu products in the GMS and SM businesses, enhancing - - - -

product line-ups and sales department development meeting Shopping Center Development Business &t 77 % % 2,210 2,032
customer needs and each region’s competitive environment, Service Business ~BBSTL 3,740 3436
offering total financial services, and integrating functions in Specialty Store Business %3Z% 3,520 3,502
the Shopping Center Development Business. ASEAN Business 7T % 1,800 1,032
HETIEWRSEFHIZET. oChmaIBusmess FEEY 1,430 1129
Pk BB RS perating Income 2,000-2,100 1,909

TE201ATHEE | BRSOk SR A T |« RITh “# Ordinary Income

BERATHS B A SRR, A AE 58T 2150-2.250 2129
FHBEGMSHEL  SMEL Y A TOPVALU RIS &, 22T gzﬂggﬁgme 750 746

EFRMEXOTERE, HERMRAMRSWETE, H5

Net income per share(yen)

LLMFURRUEFRFUBINERERINE 5B smsmnonman 94.80 95.73

BN HTHENE, AREEAARNTELPRNELKBECT ROE(%)
ROE (MBS KATE) (%)

2B, PSR B BB LB REBRM ARSI,

7.0over 7.6




Launch of Financial Services in New Areas of India and the Philippines

Aeon Credit Service Co., Ltd. (currently Aeon Financial Service Co., Ltd.) is accelerating
development of new areas in order to further expand its overseas business. Two local
companies, established in India on February 18 and in the Philippines on March 28,

. . Group Efforts to Accel Busi Devel
Aeon Liquor Co., Ltd. Launches as Second Spin-

in Asia

off to Enhance Specialization

On March 1, the new company Aeon Liquor Co., Ltd. was
established as a spin-off of Aeon Retail’s liquor business. The
company not only sells alcoholic beverages, but also offers
services such as a tie-up with more than 220 restaurants,
which allows customers to bring in wine purchased at Aeon
Liquor stores. The company also plans to enhance specialist

have both begun installment payment business.

BEEENE , FRERSFR R SRBL

AEONfERM &=t (B: AEON Financial Service#k it ) bt — 54 Kigsh
TS R MR A RS, F2A18BM3A28H , SRIENEMIEREN
Lk A AT BEH T SRR,

services by assigning dedicated sales experts who are certified
sommeliers and accelerate specialty store openings with

On sale February 11

strong community ties.

EIEHLS IS THE-RF AT Aeon LiquorkX &4t "L
3A1H, WKEZFEKRASHD B HIEXELAHAF Acon
Liquortkst it  EXAL, IZA T RNRMEBLHEE | BIEBIE220
REFTPRETHHTEAcon Liquor RETHEBENENRS, %2
SEBATFRMAE RERSHENE L HEARNEERS, B
HARTHROEVESUAMIEL R,

GROUP

=rontiouoR

Aeon Liquor
jaya store

Aeon Liquor=H%EE

NEWS

>

Japan TCGF in which Aeon Participates
Concludes Agreement with Tokyo
Metropolitan Government to Procure
Emergency Supplies during Disasters

Aeon participates in Japan TCGF, which was launched
primarily by companies in the consumer goods retail
industry. On March 11, Japan TCGF concluded an agree-
ment with the Tokyo Metropolitan Government related to
support for goods procurement in case of disaster. Among
other matters, the parties agreed to build a framework to

Topvalu Fair Trade Chocolate
¥118 each (inc. tax)

2R 11 BFHHE
“TOPVALUAF B SIATEISE "
118E 7T (&H)/P

Peacock Store Becomes Subsidiary and

Marks New Start as Aeon Market Co., Ltd.
On March 4, Aeon announced that it had acquired
all shares of Peacock Store, which became a
wholly owned subsidiary on April 1. On May 9,

procure supplies that are a lifeline for disaster victims in
the event of major disasters such as earthquakes.

FKEES 54 %80 B ATCGF SR REPE T RMEY FIEED

SKEER DUH RS b 5 E RIS By B ARTCGF
#H—R, 3A11R ZARSEREBET T (FARELEN
YIFHRRCE B A R, A AEDRFRIARR ERS
WRERBRRASRENOMABBEHEETART IR,

Aeon Wedding

Tsukuba store
Aeon Wedding SRS

First Independent Aeon Wedding Store Opens in Aeon Mall Tsukuba

On March 15, the first independent store of Aeon Wedding, the wedding business oper-
ated by Zwei Co., Ltd. opened in Aeon Mall Tsukuba. The company also plans to open a
wedding school to train wedding planners. The company aims to further raise customer

satisfaction by developing a series of wedding-related services.

“Aeon Wedding "1 1 SIEF * KEESRMAMF L

3A158, A¥REHZWEILE LW 7 KSR HE " FHE T “Aeon Wedding”
TR 1SE, SRXETEFE--BALFER" MIERELOELRIA, FEFLSEE

WRESETERENRS #—SREMNENHRE,

Peacock Store marked a new start as Aeon Market
Co., Ltd. Going forward, Aeon intends to reinforce
supermarket business development in urban
areas by utilizing Aeon Market's strengths, includ-
ing an extensive product line-up of imported foods
and high value-added products.

##r\ 44t Peacock Stores F AT,
LAAeon Markettk X &G H L1k
3848 XEELKRT SthR&itPeacock Stores
FITRM AR F4 818 Peacock Stores ER
W mMHFAS), 5A9R%, Peacock Stores|d “Aeon
Marketth &t B X ERBHHHSK, S5, %
B RBERIZASER O R SHMMERRT
ENRSE E—SRUEETETELNRRE,

On January 18, the first MINISTOP convenience store opened
in the Republic of Kazakhstan, marking the first Japanese
convenience store in Central Asia. Meanwhile, Maxvalu Tokai
Co., Ltd. opened its first store in China in Guangzhou City on
January 19. On March 8, Aeon announced plans for the first
Aeon Mall in Indonesia, scheduled to open in Banten prov-
ince in 2014. The Group will continue collective efforts to
accelerate development in Japan, China and the ASEAN.

SEMEELMNE BB LR RHE

1A18R, BAERETLEFTHRAOERER—
MINISTOP1 SEZEMFFRATBA MEREF L, XA, Maxvalu
FEMASUNPEE—RIVEE MNIAKTFE, Lo, KkE
F3A8AAHKT 2014 FAENE RFEL T/ (Banten ) i 7Hi&
KEFFHLSE. 5, REBAFMEEAAR HE Rl
R KRR

MINISTOP Kabanbai
batyra-Dostyk store
(Kazakhstan)

MINISTOP Kabanbai batyra-
Dostyk & (R&HESEHTE )

Maxvalu Happy Valley store (China)
Maxvalu AP Rt/ (FE)

Peacock Store Asagaya store
Peacock Stores {475

Aeon History Museum Opens to Pass Down Aeon's Philosophy to

Commencement of Tender Offer for Stock of Daiei,
Inc. to Make It a Consolidated Subsidiary
On March 27, Aeon announced that it would carry out a takeover
bid (TOB) of Daiei, Inc. to make it a consolidated subsidiary. On the
same day, Aeon concluded an agreement with Marubeni Corpora-
tion to build a strategic partnership between the two companies
with the aim of coordinating and mobilizing Marubeni's global
sourcing network and Aeon'’s retail network for future improvement
of each company’s corporate value.
BIHHEX SR XRREEFNATNE, BRAHDEETF AT
3A27R  KEERR T MRS AREETOB (BREAFHG) H45
HYhEEFATNRE, BE, ATHREHERFRAAIHRRNE
BRRMATKEREERN | WIHAFIREE T HRMI SRR
HIE, S EPREEEHE—F HRFHUNERTEHE N,

store
RFHARIE
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Daiei Shin-Urayasu

Issued as of March 1
Ishigaki Island's Yuimaru WAON

3R1B%fT
F1E8 Yuimaru WAON+

Future Generations

On March 22, the Aeon History Museum opened within Aeon headquarters in Chiba
City. The museum conveys the meaning of Aeon’s philosophy that has been refined
and passed down through Aeon’s history from the developments leading up to the
birth of Jusco, Aeon’s forerunner, to Aeon today.

&K &0 KEE 5218 " E AL
3B228 , ArFFHAKEERA SN SRR LR EAENK, HREDAERT MET
5JUSCOMIEARA B KB A LAUAE, MR T HIEFAHERESNELIES,

Museum hours: 10:00 a.m. to 5:00 p.m., Monday to Friday. The museum is open to guests accom-
panied by Group company employees and reservations are accepted in advance.
Inquiries: (+81)43-212-6614

SHEE): A—ZRAELFI0RETHER, RAKEALT
RTFERISIRATTRL,
AHEIE: (+81)43-212-6614
Aeon History Museum |
KEREE

Launch of Smartphone-based Services in
Collahoration with Softhank Group

Aeon has begun a collaboration based on ICT (informa-
tion and communication technology) with Softbank Tele-
com Corp. and Yahoo Japan Corp. From March 15, a new
service allows customers to download barcodes on a
personal computer or smartphone and then receive spe-
cial privilege coupons by holding the barcodes up to
HappyGate readers installed in stores. The new service
aims to improve shopping convenience and make shop-
ping more fun for customers.

EHRHRITERASHE, BahEREREESNRS
SKEE#EFSoftBank Telecom RIABRAT ST EHASH
BHICT FRBERA)HXNEIE. M3A15HE, REER
HRIRE B TARIZE Happy GATE" L1341k d il 0
FHTHOERG, NTZZEDNRREESSLHRS. X—
HERAEH—SHERE  ILREREE MBI Z R FiB,

I =5 SofiBan

HappyGate reader that issues
special privilege coupons

EEh&ATIHEH#IHappy GATE
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6.<China> (3 >#E> 3y >+t >%— Aeon Huang dao Shopping Center
7.<Vietnam> I=Z b7 Nguyen Dinh Chieu 5& & Ministop 225 Nguyen Dinh Chieu , District 3
8.<China> A4 > BEEILZE Aeon Marina City Store

9.<Malaysia> 1 #>Bukit Tinggi >3 vE> 4> %— Aeon Bukit Tinggi Shopping Center

Listed Companies are shown in bold print

G ROU P COM PAN I ES % ﬁﬂ_ﬁ OEquity-method Affiliates  @Affiliated Companies

(Pure Holding Company)
AEON CO.,LTD.
{General Merchandise Store Business)
AEON Retail Co., Ltd.
AEON Hokkaido Corporation
SUNDAY CO., LTD.
AEON KYUSHU CO., LTD.
O The Daiei, Inc.
AEONBIKE CO.,LTD,
AEON Bakery Co., Ltd.
AEON LIQUOR CO.,LTD:
AEON-RYUKYU CO.,LTD.
JOY/Co., Ltd.
TOPVALU COLLECTION CO., LTD.
Bon Belta Co., Ltd.
{Supermarket Business)
Maxvalu Chubu Co., Ltd.
Maxvalu Nishinihon Co., Ltd.
Maxvalu Tohoku Co., Ltd.
Maxvalu Tokai Co., Ltd.
Maxvalu Hokkaido Co., Ltd.
Maxvalu Kyushu Co., Ltd.
O The Maruetsu,Inc.
O KASUMI CO.,LTD.
O Belc CO.,LTD.
@ Inageya Co.,Ltd.
AEON KIMISAWA CO., LTD.
KOHYO CO., LTD.
SANYO MARUNAKA CO.,LTD.
MAXVALU KANTO-CO., LTD.
MAXVALU KITA TOHOKU.CO., LTD.
MAXVALU CHUKYO CO., LTD.
MAXVALU NAGANO CO., LTD.
MAXVALU HOKURIKU CO., LTD:
MAXVALU MINAMI TOHOKU CO., LTD.
marunaka CO.,LTD.
Aeon Maxvalu (Guangzhou) Co., Ltd.
Aeon Maxvalu (Qingdao) Co.,Ltd.
O Aeon Every Co.,Ltd.
{Discount Store Business)
AEON SUPERCENTER Co., Ltd.
AEON BIG CO., LTD.
(Strategic Small Size Store Business)
MINISTOP CO., LTD.
ORIGIN TOSHU CO., LTD.
Network Service Co., Ltd.
My Basket CO.,LTD
RECODS. Co., Ltd.
MINISTOP KOREA CO., LTD.
QINGDAO MINISTOP CO.,LTD.
{Drugstore & Pharmacy Business)
CFS Corporation
O WELCIA HOLDINGS CO., LTD.
O Medical Ikkou Co., Ltd.
@ TSURUHA HOLDINGS Inc.
@ KUSURI NO AOKI CO., LTD.
Kizuna Sogo-kaihatsu Co., Ltd.
SHIMIZU YAKUHIN CO.,LTD.
TAKIYA Co., Ltd.
Yan-Yan Co., Ltd.
O Welpark Co., Ltd.
O ZAG ZAG Co., Ltd.
(Financial Services Business)
AEON CREDIT SERVICE CO., LTD.
AEON CREDIT SERVICE (ASIA) CO., LTD.
AEON THANA SINSAP (THAILAND) PLC.
AEON CREDIT SERVICE (M) BERHAD
AEON BANK, LTD.
AEON S.S.Insurance CO., LTD.
AEON HOUSING LOAN SERVICE CO.,LTD.
AEON INSURANCE SERVICE CO., LTD.
AEON REIT Investment Corporation
AEON Reit Management Co.,Ltd.
ACS Credit Management Co.,Ltd.
ACS CAPITAL CORPORATION. LTD.
ACS INSURANCE BROKER (THAILAND) CO.,LTD.
ACS LIFE INSURANCE BROKER (THAILAND) CO.,LTD.
ACS SERVICING (THAILAND) CO.,LTD.
ACS TRADING VIETNAM CO.,LTD.
AEON CREDIT SERVICE INDIA PRIVATE LIMITED
AEON CREDIT SERVICE (PHILIPPINES) INC.
AEON CREDIT SERVICE SYSTEMS (PHILIPPINES) INC.
AEON Leasing Service (Lao) Company Limited
AEON MICROFINANCE (CAMBODIA) PRIVATE COMPANY LIMITED
AEON Microfinance (Myanmar) Co.,Ltd.
PT.AEON CREDIT SERVICE INDONESIA
AEON MICROFINANCE (SHENYANG) CO., LTD.
AEON CREDIT SERVICE (TAIWAN) CO., LTD.
AEON CREDIT CARD (TAIWAN) CO., LTD.
AEON MICRO FINANCE (TIANJIN) CO., LTD.
AEON INSURANCE BROKERS (HK) LIMITED
AEON CREDIT GUARANTEE (CHINA) CO.,LTD.
AEON CREDIT HOLDINGS (HONG KONG) CO.,LTD.
AEON INFORMATION SERVICE (SHENZHEN) CO.,LTD.
{Shopping Center D Business)
AEON Mall Co., Ltd.
AEON TOWN Co.,Ltd.
Shimoda Town Co., Ltd.
HIWADA SHOPPING MALL Co., Ltd.
AEON MALL (CAMBODIA) CO., LTD.
AEON MALL (GUANGDONG) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (HUBEI) BUSINESS MANAGEMENT CO., LTD.
AEON MALL VIETNAM CO., LTD.
PT. AEON MALL INDONESIA
AEON MALL (JIANGSU) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (CHINA) BUSINESS MANAGEMENT CO., LTD.

(Service Business)
AEON DELIGHT CO., LTD.
AEON Fantasy Co., Ltd.
ZWEI CO., LTD.
AEON Eaheart Co., LTD.
AEON COMPASS CO.,LTD.
AEON CINEMAS CO., LTD.
AEON DELIGHT ACADEMY CO., LTD.
AEON DELIGHT SECURITY CO., LTD.
AEON DELIGHT SERES CO., LTD.
Ato'Z Service Co., Ltd.
KAJITAKU Co., Ltd.
Kankyouseibi CO., LTD.
Kantouengineering CO., LTD.
General Services, Inc.
DO SERVICE CO., LTD.
Reform Studio Co., Ltd.
Warner Mycal Corporation
A-LIFE SUPPORT Co.,Ltd.
FMSSolution Co.,Ltd.
AEON DELIGHT (MALAYSIA) SDN.BHD.
AEON Fantasy Holdings (Thailand) Co.,LTD.
AEON FANTASY (MALAYSIA) SDN.BHD.
AEON Fantasy (Thailand) Co.,LTD.
ZWEI (THAILAND) CO.,LTD.
Dalian Neusoft Information Services Co., Ltd.
SUZHOU Anijie Elevator Engineering Co.,Ltd.
SUZHOU SHANGPIN Washing Service Co.,Ltd.
SUZHOU ALLIANCE PROPERTY MANAGEMENT CO.,LTD.
AEON Fantasy (Beijing) Co., LTD.
AEON EAHEART RESTAURANT (QINGDAO) CO., LTD
AEON DELIGHT (Hangzhou) SERVICE OUTSOURCING CO.,LTD.
Aeon Delight Sufang (Suzhou) Comprehensive Facility Management Service Co. Ltd.
Aeon Delight Teda (Tianjin) Comprehensive Facility Management Service Co. Ltd.
AEON DELIGHT (CHINA) CO.,LTD.
(Specialty Store Business)
GFOOT CO., LTD.
Cox co., LTD.
O Taka:Q Co., Ltd.
Abilities JUSCO Co., Ltd.
AEON FOREST CO., LTD.
AEON PET CO.,LTD
AEON BODY Co., Ltd.
Claire’s Nippon Co., Ltd.
Cosmeme CO., LTD.
Talbots Japan Co., Ltd.
Branshes Co. Ltd
MIRAIYA SHOTEN CO., LTD.
Mega Sports Co., Ltd.
MEGA PETRO Co., Ltd.
LAURA ASHLEY JAPAN CO., LTD.
AT Japan Co., Ltd.
BLUE GRASS (SHANGHAI) CO., LTD.
LAURA ASHLEY ASIA CO., LIMITED
Mega Sports China Co., Ltd.
NUSTEP (BENING) TRADE CO., LTD.
TAIWAN LAURA ASHLEY CO., LTD.
Talbots China CO., Ltd
PET CITY (BEIJING) CO., LTD.
(E-commerce Business)
AEON Link Co., Ltd.
Digital Direct Corporation
(ASEAN Business)
AEON ASIA SDN. BHD.
AEON Co. (M) Bhd.
AEON BIG (M) SDN. BHD.
AEON (CAMBODIA) Co.,Ltd.
AEON (Thailand) CO., LTD.
AEON VIETNAM Co., LTD
PT.AEON INDONESIA
{China Business)
AEON (CHINA) CO., LTD.
AEON Stores (Hong Kong) Co., Ltd.
Guangdong JUSCO Teem Stores Co., Ltd
Qingdao AEON Dongtai Co., Ltd.
AEON South China Co., Ltd
Beijing AEON Co., Ltd.
(Shared Function Companies and Other)
(O YAMAYA CORPORATION
AIC Inc.
AEON Integrated Business Service Co., Ltd.
AEON AGRI CREATE Co., Ltd.
AEON GLOBAL SCM CO., LTD.
AEON GLOBAL MERCHANDISING CO., LTD.
AEON TOPVALU CO., LTD.
AEON FOOD SUPPLY Co., Ltd.
AEON MARKETING CO., LTD.
Cordon Vert CO., LTD.
Research Institute For Quality Living Co., Ltd.
Amicus Funding Corporation,LLC.
AEON GLOBAL SCM SDN.BHD.
AEON TOPVALU MALAYSIA SDN.BHD.
AIC MERCHANDISING (JAPAN) LTD.
Tasmania Feedlot Pty. Ltd.
AIC CHINA INC.
O AEON Demonstration Service Inc.

®AEON 1%Club

®mAEON Environmental Foundation

mThe Cultural Foundation of Okada

®AEON EDUCATION AND ENVIRONMENT FUND LIMITED

As of February 2013



