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Various Shopping Scenes Portrait #9

Donation Box by the Checkout Counter

There was something I noticed at the supermarket recently. As I stood in
the checkout line with the items that I came to buy, I found a donation box
by the counter. I took a closer look to find a picture of children in overseas
countries smiling innocently. The donation would support school con-
struction for children living in an environment where they are not able to
receive sufficient education. I was grateful for making me aware of such
children and made a donation straightaway.

It’s true that an environment that we take for granted is not always the
norm when we turn our attention to the outside world. We tend to forget this
when our lives are so peaceful. That is especially why I appreciate having
the opportunity in everyday life to be able to contribute toward resolving
this situation. Each and every person’s small consideration can extend
beyond borders and become a great force to realize the dreams of the chil-
dren who will lead the next generation. I headed home, imagining the
happy faces of the children.
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Artist characterized by a warm touch that combines
embroidery and hand painting. For this special feature,
depicting the “connection” between Aeon's Basic Principles
that have been inherited over the years and its intiatives with
a cat's cradle bridge ol
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g People’s scope of activities has expanded beyond countries and regions,
% and it is no longer uncommon to find companies developing business globally.
Aiming to become the global retailer connecting countries in Asia,
Aeon is also operating business in 13 countries.
The number of employees in the Group has exceeded 440,000.
As its business area expands, Aeon bears an increasingly greater share of social responsibility.
Against this backdrop, this issue takes another look at what Aeon has fostered and the unchanging o )
principles inherited over the years, which form the basis of its business activities. 9*""
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“Empathy” Required Toward

Resolving Social Issues

Environmental destruction on a global scale has progressed to the extent that it has become a threat to the existence of mankind.
While international issues that must be resolved such as poverty and refugees become more serious, here to provide insight on

the current movements in the international community to resolve these issues and on corporate responsibilities and roles is

Takejiro Sueyoshi, Special Advisor to the United Nations Environment Programme (UNEP) Finance Initiative and Independent Outside

Director of Aeon Co., Ltd., supervising the management.
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The international community is changing to resolve global issues

A common perception of the international community is that various problems occurring
on a global scale such as global warming and loss of biodiversity have reached a critical
level and that action must be taken quickly toward their resolution. For example, the cli-
mate of the entire planet has changed dramatically due to the global warming caused by
increased CO: emissions, and some say the situation may have exceeded the threshold
level or a point of no return. Many natural calamities such as droughts and floods due to
abnormal weather have occurred in various parts of the world, which are linked to prob-
lems such as shortage of water and food, and even poverty and refugees. Compared with
countries connected by land such as in Europe, awareness of these problems may not be
as high in the isolated island country of Japan. However, the present situation has reached
a stage that requires global efforts to immediately put an end to this vicious cycle. I hope
that everyone accepts these international issues as their own, empathizes with the move-
ment to resolve them, and becomes proactively involved.

More active discussions on global warming prevention are taking place at international
conferences, and a new framework on CO: reduction from 2020 onward is expected to
be decided at the 21st Conference of Parties to the United Nations Framework Conven-
tion on Climate Change (COP21) to be held in December this year. Hopefully this will
quickly increase the international momentum for global warming prevention. Meanwhile,
the role of the nation or community is being reconsidered in the discussions to solve the
problems. In other words, the enormous importance of initiatives to “protect local com-
munities, which are the basic units of a nation” and to “revitalize the community” is being
reaffirmed. Vital communities can offer quality living environments, have people full of
life, create excellent businesses, and achieve further development. Also requiring the vital-
ity of communities are companies that have achieved growth by pursuing efficiency and
economy of scale in the economic modernization process. The time has come for compa-
nies to change their behavior by realizing that their business is not feasible unless they are
committed to contribute to the revitalization of local communities.

Taking action with greater empathy is

imperative for corporate business continuity

‘Would you want a product that has caused environmental destruction or was made
with child labor in developing countries? The answer must be “no,” even if the prod-
uct were cheap and good quality. The same applies to investors and banks. A new
evaluation criterion is being considered when making investments and financing to
companies in addition to environmental conservation and social contribution activi-
ties: whether the business itself is sustainable while fulfilling social responsibilities.
Companies that are not able to respond to this trend would not be able to continue
their business. Companies need to empathize more with society and build new busi-
ness models that lead to resolving the issues faced by society, or at least prevent them
from getting worse.

Aeon embraces the Basic Principles of “Pursuing peace, respecting humanity, and
contributing to local communities, always with the customer’s point of view as its
core.” These are fundamental rules or values that are timeless. Not many companies
include the values of pursuing peace in their principles. As long as Aeon continues
its business activities based on these principles, the meaning of its existence will
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remain unchanged in society or for those who work there.

There are many people who are connected to Aeon, including customers, share-
holders, and business partners. Hence, it is no exaggeration to say that Aeon is doing
business with the entire society. This makes Aeon all the more responsible to society.
That is why I encourage Aeon to first aim for the world’s highest standards in its
main retail business. I believe that is none other than Aeon’s obligation to society
and the greatest contribution it can make. Achieving the highest standards means
taking necessary actions in order to empathize more toward resolving the issues. I
hope that Aeon will fulfill its role as a global company to build a better future
together with the international society and communities.
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For Realizing a Peaceful Society stttz e

The
Customer

Community ‘
X

( The Aeon Basic Principles include “pursuing peace,” which may seem strange at a glance. This comes from the view
that the retail business is a “peace-oriented industry” because it can only be managed in a peaceful society. This issue
features Aeon's initiatives toward developing a peaceful society where the retail business can prosper.
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Principles inherited over the years

Aeon embraces the Aeon Basic Principles of “Pursuing peace, respecting humanity, and
contributing to local communities, always with the customer’s point of view as its core” as
common Group principles. No matter how the times may change or how the Group may
transform itself, these underlying principles remain unchanged, and Aeon has enjoyed
growth to date by continuing constant innovation with these principles in mind.

What prompted to reflect the wish for “peace” in the Principles was an incident in the
postwar era when Okadaya, one of the predecessors of Aeon, resumed business from the
burnt-out ruins. On the day of the first major sale event after the war that distributed sale leaf-
lets, many people lined up in front of the store from early in the morning, waiting for its
opening. There was even a customer with tears in the eyes saying, “Peaceful times have finally
arrived.” It’s because retailers were not able to freely sell products and customers were not able
to freely purchase what they wanted under the controlled economy at that time. This incident
convinced then President Takuya Okada (present Honorary Chairman and Advisor, Aeon Co.,
Ltd.) that “The retail business is a symbol of peace.” Since then, Aeon has pursued corporate
activities based on the belief that the retail business is a “peace-oriented industry.” The wish for

“peace” has been inherited over the years and lives on in many of Aeon’s activities today.

International exchange programs serving as the foundation of peace
One of the activities that wishes and lays the foundation of peace is the Teenage Ambassador
Program, promoting international cultural and interpersonal exchange among high school

Customers affected by the Great East Japan Earthquake enjoying shopping (when Aeon Supercenter
Rikuzentakata Store opened)
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students who will lead the next generation. It was launched by Aeon 1% Club Foundation*
as the Small Ambassadors Program in 1990. High school students from around the world
including those from Japan, China and ASEAN visit each other’s country to experience the
culture and history of their partner country and learn about diversity in values through vari-
ous programs such as attending class at a high school and homestay. As the “Ambassador”
name suggests, students make courtesy visits to embassies and other locations, where they
interact with government representatives to play a role as an envoy of the private sector. A
total of 1,852 high school students from Japan and 17 countries have taken part in the
exchange as of the end of March 2015. The program is deepening the bonds of friendship.
Meanwhile, Aeon Cup Worldwide Rhythmic Gymnastics Club Championships (Aeon
Cup) began in 1994 with the wish to promote exchange beyond national and ethnic borders
and deepen mutual understanding through sports. At the second Aeon Cup, athletes from
Bosnia and Herzegovina, and Serbia even in the midst of conflict were able to participate. This
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* Established in 1989. Promotes social contribution activities by having major Aeon Group companies contribute 1% of their pre-tax income.
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. Experiencing tea ceremony wearing a yukata (Cambodia, Laos)
FEAARERIN CUHR. 2H)

. Courtesy visit to the Mayor of The People’s Government of Beijing Municipality &
(China)
WAL R T ARBUFTK ()

. Trying traditional dancing wearing a longyi during a homestay (Myanmar) | s
ELHHARTHELRIE ()

4. Experiencing how to prepare offerings to a Hindu god (Indonesia)
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(1-4 Teenage Ambassador Program)
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led to a very moving moment when the athletes from the two nations shook each other’s
hands. It was a moment that proved to the world the power of sports and also when Aeon’s

wish for peace was realized. The Aeon Cup is now held every year as one of the world’s three

major championships in rhythmic gymnastics. Based on a consensus of the athletes, a part of
the proceeds of the Aeon Cup admission fee is presented to refugee children around the world
through the Office of the United Nations High Commissioner for Refugees (UNHCR).

Aeon believes that “peace” does not simply describe a state without war. The wish for
peace also drove each one of the employees in a situation when life could not be carried on
“as usual” due to incidents such as a disaster. At the event of the Great East Japan Earth-
quake, the entire Group including employees who themselves had been affected by the
disaster made an all-out effort for early resumption of business and recovery support. Aeon
will continue its business activities in order to create and protect a familiar environment

where customers can freely enjoy shopping as usual.

Aeon Cup 2014 Worldwide Rhythmic Gymnastics
4 Club Championships held for the 20th time
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The retail business is also an “industry of humanity” that comes in contact with many customers on a daily basis and thus
hased on interpersonal connections. Respecting human rights and valuing human connections are the basic elements of
relationships with all people starting with the customer. This section introduces Aeon's initiatives based on this principle.
FEUVBAFTEEFTSNME  BRMASANAERF AN ALF " E5MERAMBAAANZES,
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Children studying at the new classroom (Mynamar)
BFNLEFLZEFS (FE)

The School Construction Support Project is
implemented in Cambodia, Nepal, Laos, Vietnam
and Myanmar. Pictured in the photo are happy
children at Aeon Gangaw School's new school
building, the first school built in Myanmar
ERBRE AR, EH B AEFR FRIE
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Children enjoying rhythmic gymnastics at
the school inauguration ceremony (Left:

Visit to a factory crushing large-sized waste, as part of
the Aeon Cheers Club program

Fresh Fish Master Skills Contest aiming to improve
employee skills

“KAES R BRRE AR ESUAREIRMFE L . L e M , Right: Vietnam) higE R R P80 Ao S
Aeon and UNICEF Safe Water Campaign is constructing water supply systems AR K Gangaw FH" R ﬁ@?g;ﬂémﬁi;;zﬁ%ﬁ HiRiE A THARPR RS & AR LR
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For the children’s prosperous future FEN LR QG 5 LAk spirit has been passed down to the present Acon Business School, where many employees Tl VRIS, Hf JF i & Flsg 980, Ml i 51 1o+
In order for children who will lead the next generation to grow healthily and live a JURE S AR A, T L LR AR G, have completed courses. In addition, Aeon is working to improve employee skills and moti- RHEBIE o

vation by enhancing programs such as a unique certification system for specific jobs and
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about the community’s environmental issues and fosters the ability to think, while L FR PR Y S, TR T IS AES), IR i ments. Aeon’s private brand Topvalu’s contracted manufacturers were asked to comply o F20134, AIE S A E Tl % & 4141 (UNIDO) .
learning about social rules and manners through group initiatives. This program that TEERE AT SR T E 2 RUNRIL TS o X sehs T H ARG with the Code of Conduct. In 2013, Aeon launched a supplier education program in oK PB4 8 1 6 2 2K PG I B 7 1 1 50
A i T 7 3 POE R p e Malaysia together with the United Nations Industrial Development Organization o Sk ey For, @it I T HA KT

BN, N TR KB E R LB E NS, A (UNIDO) and the Malaysian Government. Aeon has received feedback from participat- R TR, EE0 T A S HLE « KIEF il 55
ing countries, Aeon 1% Club Foundation is delivering donations from customers in A AKIE 1 % PR S8 24 M (1% AR RIS 238 5
Japan, added with the same amount as contributions from the Foundation, together SR, IS 5 . T 2000
with people’s wishes to these countries. The School Construction Support Project

better future, Aeon is providing support for their growth from various angles such as LERAAHE EFUFAIATE , KT « I %A 7y i
education and health. Hf R,

The program named Aeon Cheers Club launched in 2005 offers environmental
conservation activities and hands-on learning experiences to elementary and junior

high school students living near Aeon stores. This raises the children’s awareness was formulated, aiming to ensure appropriate working conditions and working environ-

began in Japan has now spread to Malaysia and China.

Meanwhile, in order to enhance educational opportunities for children in develop-
ing companies such as, “This initiative has improved skills and raised employee aware- SHERBEREE TR, oSO B R i Wi T
ness,” and “This has led to the expansion of business opportunities.” Aeon will work 5.

I SRR ANEFIE T 378 . i toward realizing a higher level of customer satisfaction by improving people’s working
launched in 2000 has supported the construction of 378 schools* in five countries. The B &%EE‘“ S TR T e n environments and raising job satisfaction.
Aeon and UNICEF Safe Water Campaign launched in 2010, has constructed water T2010%:1KIEB A B LS & & e ok s Rk
storage/supply systems in Cambodia and Laos through partnership with Japan Com- MESHR I UL S 2 AR 2O G FOH , ClEK
mittee for UNICEF. Approximately 132,000 people* now have access to safe water as FERNE BB T #OKRIPOK B, PER2132,000 A*FI
a result of the Campaign. Construction will also begin in Myanmar this year. Through H, A R 7 4 ) fed s At 33 o SKE LE 7R RIH B, W iR 2

the Campaign, Aeon is working to create an environment where children spend less S UK UARBE LT, 4T 81T % 0 L TC s 2o
L

From school inauguration ceremonies in Myanmar
ESEE Rk EN DV

P Aeon Padauk School sk fEPadauk 4

time fetching water from remote locations so that they can go to school, while securing BOKAT 20 |- P Aeon Gangaw School kit Gangaw 4

safe water to protect their health.

Offering learning opportunities to working people

beyond national and corporate boundaries

Aeon has also focused its efforts on employee education based on the principle that the retail
business is an “industry of humanity.” In 1964, Okadaya, one of the predecessors of Aeon,
founded Okadaya Management College as the first in-house college in the retail industry in
Japan. Enhancing the level of each and every employee through education leads to achiev-
ing customer satisfaction. This is backed by the belief that having the employees grow both
as a professional and as a person will generate a driving force for the Group’s growth. The

* Figures as of the end of March 2015
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1t’s fun studying at the new school. I want to study to be a
doctor and take care of sick people. (4th grader)

HERT ) o IR 2 2L, BOARA
OISR

The children are the future of the country. Supporting the
children leads to supporting the future of the country.
(Principal)

JLR

AR o S ) Lt 5 SEFIR R AR R « (Relk)

T'm happy we can study even during the rainy season. I want
to be a teacher at this school in the future. (3rd grader)

TERHERR A7), SR BT ST 2
C#3ERE)

The completion of the new school building will not only raise
the children’s but also the citizen’s awareness of education.
(Principal)

MR AR , AR %, RO T . (Kek)
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For Sustainable Development of the Community = reepe

Aeon's mission is to contribute to local communities through its business activities, and the Aeon Basic
Principles reflect the idea that the retail business is a “community-based industry.” This comes from the
view that the retail business can only be managed if it is rooted in the lives of the community and supported
by the local customers. This section introduces Aeon'’s initiatives to walk hand-in-hand with the community.
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Utilizing Regional WAON to revitalize local economies
The role as a “community-based industry” is to provide necessary products and ser-
vices for the customer’s daily lives, while promoting employment and contributing to
the revitalization of local economies. To fulfill this role, Aeon is conducting various
initiatives as a member of the community, in addition to its main business.
Particularly unique among them is the initiative with Aeon’s E-money, Regional
‘WAON. With the system, by using the WAON card at any participating store through-
out Japan, a fixed rate of the proceeds from WAON sales is contributed to organiza-
tions such as those promoting regional development. More than 100 different types of
cards have been issued, with which customers can easily contribute to the community
through daily shopping. The cards can be used to make payments with the E-money
WAON, with some of the cards also integrating the function to use a point service of
other cards offered by local shopping districts and other participating stores. One such
card is Megurin WAON issued in Shikoku region, which can be used at participating
stores to accumulate and pay with “Megurin miles,” the local point service. Points can
also be accumulated by participating in volunteer activities, healthcare events orga-
nized by administrations and other events. In this way, the card has become a more
familiar part of the lives of the people in the community. Through using it as a local
currency and by connecting local shopping districts and Aeon with enhanced point
accrual programs that attract more customers for both parties, the Regional WAON

card has become a tool that allows both parties to pursue development and growth.

Enhancing the value of local products as a ber of the ity
Aeon has been promoting the Food Artisan Project to succeed ingredients and traditional
techniques that support traditional food cultures and to cultivate them together with the local
producers. The project launched in 2001, in response to the customer’s wish to preserve the

food cultures and foods in various parts of Japan, has extended to 30 items from 21

Wanting to liven up the community together with Aeon
A TR X R R

Megurin, the community point service project launched in January ~ “Megurin "4t 20094 1 HPX B RS 1155 -
2009, introduced Megurin WAON card in June 2009 through col-  Jfyiff— 5 i (ERIME, 5071746 14T AIFRY
laboration with Aeon’s E-money “WAON” with an aim to provide 4y - ¢ i wAON " it T Megurin WAON .
HEHHT, Megurin WAON-F Al e84 )1 B LR
ping districts in Takamatsu City, and the number of cards issued is AL BT RO SO0 R T , KT8k
more than 150,000. The use of the card is expanding, not only for LU 157775 . Megurin WAON {1 i
daily shopping but also for occasions such as supporting local  sgihe| b7 FIHAETION, 30T T 255 M HE )
sports teams, volunteer activities, and healthcare events organized B SR B b5 . S,

enhanced convenience. Currently, the card can be used at approxi-
mately 500 stores throughout Kagawa Prefecture, mainly at shop-

by administrations. We hope to further contribute to local revital-
ization by strengthening collaboration with Aeon and the adminis-
tration that is working to create vibrant regions.

B KRS T T E 2 R b 93, RN ARSI X R ER R ROFEES, )
W'
iy

FATTHE 5 B0 HTT A SEBORFART | K AR Sk
AF, BhFH R HE X L T o Megurin$45/<

B X WAON | "Jii s X £835%

SKIEAMSUR B & H 06 A A R R 55, 080y
SRUGHERE, WML AR EE 5T o o T RAFT AR R He
BXP PR, BRAHRTAESR, SKIERATE R HX I — B
JE & FIE ) o

Forh— IR R KR HLF 52T HIX WAON R
A . WAONF I 75 42 HAE T, AHE 2 $% — % b 4
“ WAON - "3 8 S RiAmk L X 1 1 6 3 . WAON
TR AT R CLREE 100%D, mTlisk Bk H R IRk
Hu PR e TR o WAON - "AMT B S TR, /1
NIRRT 2 M R IR S5 R B
ik PULEY“ Megurin WAON " e ehifg s | T LU
W BRI X B0 Megurin Mile ™. SR &
Y FIBCRE 2 90 1 BE G 2 ¥ L RERLS), T LA Megurin
WAON "EL 51X AR LG # AT 7 WAON-R{F Jyily
DXHET, ik i — 2 FE SRR L, (IS s Ml £ Rk
WERRRRE Sy, INTTIRR 9 0075 TSR A2 i T AL

TEJBRIXE —BY, 3505 FHOIX ™ Shi i1
KIEST i 7F & Food Artisan (€017 A) ifi2, M
HR A S LR 5 S HAG EC CS AL Ob R
R o il 7 7 HLRAP FAS Mo P €8 SRR €ORFIf R
7, KIET 200146 EDZIGED, FI N TR B RF20 5
119 30Fh OB (1120154 3 F1E) o ARERE AP 1]

Kenji Zensho

Director of Megurin
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- =
Points can also easily be donated

f? ? P at the Megurin Station
= - e 1R “Megurin Station” iF4E
M8 Regional - FAMERIR
B WAON cards  |ygkett
=" 7100 types issued =
(As of Apr. 28, 2015)
#HXWAON+
& KRf71007%
o (IIE2015%4A28)

Iwami Ginzan WAON,

the first Regional WAON card
#15 HXWAONFK"
“ARRLWAON"

prefectural governments as of the end of March 2015. By making the most of the Group’s
sales network, Aeon is promoting to offer products extensively to customers through Aeon
stores and the online store. Based on a strong partnership with producers as well as the local
people, Aeon is also supporting efforts to improve efficiency in the work process, develop
products through cooperation with research institutes such as universities, and establish a
foundation to ensure stable supply. Take for example “hatahata shottsuru (sandfish-based fish
sauce),” a typical condiment of Akita Prefecture. Processed products made with the fish sauce
were developed and marketed together with Oga Hatahata Shottsuru Food Artisan Council.
Recipes are also being developed to convey its appeal to a greater number of customers.
From discovering local products that can revitalize the community, producing, market-
ing, to proposing new cooking methods for them, Aeon is working hand-in-hand to

enhance the appeal and value of the community.

SPECIAL FEATURE Fostering the Future  1#% Z#Fj K4

Megurin WAON card linked to shopping districts in
Takamatsu City, Kagawa Prefecture

5&) IS @A LB EhE) “Megurin WAON”

IR B 15 4, 300k S A R R G R 1 KT A R
BE o AKIE S 277 8 DA R M DR LR 5 BRIk, bR T
FERGIEALRCRON, 15 KW & 1 B i
it TF AR BRI SR AL 8 A, KIE 5 53 A
R SHIE AL G, SR B R i
R B8 T () AN TR 8 o BESh, IR
TERER RN, LARELESE B W% T I Lk e 1) o

AKIERIR & #7718t A7 | B S B Ty
TEVETT R, AW O DX Dy, 53 ) X
MRS SR o

Business activities to embody the principles

and challenges in innovation

As a retailer, Acon’s meaning of existence lies above all in supporting and
enriching the customer’s lives and living on a day-to-day basis. Acon will
continue to embody its Basic Principles of “Pursuing peace, respecting
humanity and contributing to local communities, always with the customer’s
point of view as its core” through its various businesses and continue its chal-

lenge to this end

PRI AR 255
PALE Ut ah

(F Sttt o, SRR SCTT T8 5 B
Ht AL L, FET TSR, ST,
KIFFH S b LT s, 8K (\

s

T, HERAK, sl R, ik S
putlfieztn 6

1. Brewing site of sandfish-based
fish sauce (Akita Prefecture)
“HREET RIS (KB E)

2. Sandfish-based fish sauce,
“Junen-Jukusen”
BREEHERL

3, 4. Products made with frozen acerola (Okinawa Prefecture)
FERRFER ORBR) MTAE S

5. Workers sorting acerola at Motobu Town Acerola Fruit Sales

Workshop AT ERIRH MRS (0 TIEARLHA R
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Red lanterns reflect
the wish for prosperity

Since long ago, red lanterns have been an
essential part of happy events. Hanging
the lanterns reflects the wish for fertility
and family prosperity. The round shape
symbolizes harmony, while the crimson
color represents vitality and happiness.
Many red lanterns animate the streets on

Unique
Point

The round shape
represents harmony

SREHZBHER

The vivid silk fabric shines
even in the daytime

BXtIFEFARBS
AL

Lifestyle Elegance ki X
Lighting—t.anterns

holidays such as the Chinese New Year to
boost the celebratory mood.

SHEERNEN IR

B R RRE R TR AT
HRIZSHTIRRONE, BRAE
KAEREENER, EHETER ity

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 lanterns that illuminate the darkness of
the night and create an atmosphere.

R T IRER I E S

E Japan B&

Edo lanterns decorated with designs and
characters on Japanese paper

Edo lanterns, featuring a collapsible structure and
Japanese paper covering a bamboo frame, became a
popular item to illuminate the streets at night in 17th-
century Edo (Tokyo) when more people started going out
at night. They are often calligraphed with an original
style of characters called “Edomoji.” Today, the lanterns
are mainly used as ornaments for festivals and as
signage at storefronts.

R LT EEHXFH TR

BE TR AR AR RN ST
AT RML7BLHSLA (RR) BRASME A TR T
AMEE, RESEMEBEN TAXT RS, WELEAR
ERRR RIS TRTRS.

11 /EONMagazine 2015 May Vol.49

Aum e

T R ORI O RANTE A H BRI LR Sk, BLE TR
T’zﬂ’v}f’jif:’;)’(ib

LK) R, AEFRAT Ol -
S BEAT

Vietnam #@

Hoi An lanterns light
the ancient city listed as
a World Heritage Site

The ancient city of Hoi An, listed as a
World Heritage Site, is located in the
central region of Vietnam. Hoi An lanterns
with a history of four centuries are made
of silk fabrics, the region’s traditional
craft. At the Lantern Festival held once a
month, lanterns of different colors create
a fantastic atmosphere to the streets.

REHREH R S RIRIT”

B HEER - SRATF BT, £
Eir“k‘ﬁﬁﬁAOOﬁriﬁ‘J I»zXT fiﬁ‘*%

X’tﬁiﬁﬁ’ﬂzﬂﬁwhﬁ “ﬁ%']”@# .

The lateral frame structure,
collapsible into
a compact package

RERBHEEEN

Striving for a sustainahble society, Aeon continues environmental preservation and social contribution activities with local communities.
AERAFHERRIUE, SHEERETFEE, THAEFRFERIFPANHETRER.
(January — March 2015)

Environmental Preservation
b7 S

Energy Advisor Program
Receives Energy Conservation Grand Prize

On January 28, Aeon received the Director General Prize of the
Agency of Natural Resources and Energy at the Energy Conser-
vation Grand Prize 2014 for excellent energy conservation
equipment, held by The Energy Conservation Center. Aeon was
recognized for its efforts to establish the Energy Advisor Pro-
gram to promote the efficient use of energy and to foster advi-
sors, while promoting energy conservation at about 340 stores
across Japan.

I REIRPRE " HIRE , RIGT THEXR

15288, KEEAE—MRIMEEA BATRER ORI FRR26
BREAR HREFGIRIRR T FRERKER", R TERERE
AR RERBRIE B EFFR T RIS HEAFLEL340
RIEHFRT RSN, 2T N,

Aeon’s Initiatives Are
Approved as UNDB-J Partnership Project

Based on the Aeon Biodiversity Principle and the Aeon Sustain-
able Procurement Principle, Aeon has been promoting initiatives
such as product planning with consideration to the environment
and ecosystem conservation and store construction using FSC
certified lumber, in addition to tree planting. These initiatives
were approved as a partnership project by the Japan Committee
for the United Nations Decade on Biodiversity (UNDB-J), as they
can expect positive results in both conservation and sustainable
use of biodiversity.

FKEEFF RO BN IATE ) UNDB-) & {EE AL B {1

BT OKEE EMZHMTTE A K LG RN e T 4
BEESD, HFR T BUSHSEAESREREM R RIRIT . EAFSCIME
AHEERIRE S, XL RNENEEN S MRS R THLE
FIRERAETHEERR, MUBIANED KEEEYMZHMEI0FER
AERL(UNDB-))" &b ST,

g Wishes for Recovery from 3.11 Come

Soc1al (_',“ontrlbutlons

t i}

Employees Who Are “Supporters for People
with Dementia,” Reached Cumulative
Total of 50,000, the Largest Number in Japan

The number of Aeon employees who are Supporters for People
with Dementia reached a cumulative total of 50,000 in March.
These employees have taken a training course that includes
learning through role-playing. This is implemented by the Minis-
try of Health, Labour and Welfare and the NPO, Community-Care
Policy Network, with an aim to create a safe community for
people with dementia, and Aeon has been taking part in this ini-
tiative since 2007.

“NORRZEE" RT AR ERRAABRITSAE
BRAEABHES IR IRBIIRE oy IR RE"
HKEER T, BE3ARARTRIDAZIS AR, 1%

BER DL 5B AR BT R A S RO T 0 B ey

5., BAEFEESNPOEACommunity-Care Policy o

Network £ EIFTRAER) , KEEM2007 FEFHHASS 3
cOrgyg®

Supporting Children in Myanmar
Through School Construction and Scholarships

A new elementary school has opened using the sum of coop-
eration from customers for the Myanmar School Construction
Support Donation and the same amount as contribution from
Aeon 1% Club Foundation*. The school opening ceremony
was held on March 27. In Myanmar, the Aeon Scholarship
Program also began this year to support the young who will
lead the next generation.

BT FRBERES, XIRABDHETN

RED I AR SRR FI— AR E A A K1 % RARER*
IR AR, By TR, 3A27R, BTTARMR, MSE

-'! FHf, ERERY T RFESHE KE
RES" EBHT—RAFEA,

Children studying at the new school
EFRE BT

e k3.1 1THAYIENITE)

Aeon is conducting a variety of initiatives in partnership with customers to realize recovery and a bright future in the disaster-afflicted areas.
KEAZAREERHUEEHFSBAR, SHERTFHFRT THESHNED.

I Supporting Children’s Dream Program Held

On January 10, Aeon 1% Club Foundation* held the “Harbor a Dream
through Music” event as part of the Supporting Children’s Dream Program to
convey the greatness of music and the importance of having a dream. A total
of 1,400 people including children from Miyagi Prefecture and those affected
by the Great East Japan Earthquake were invited to a concert by a profes-
sional orchestra performing around the world.

N BFNHEE - IR

1A108, —RMEEAKE]L%BEBEL BT NNEE - it
o BENT A RNE SIS RNEEEN EERERERE
, #N T MEREENTWERRANRRS BT ERENETOM
ERERKMBZROERALEL400%,

B Fund-raising Held to Support the Construction of a Roadside Station

Since last year, Aeon Mall Co., Ltd. has been conducting activities to sup-
port the production of “Onokun,” a stuffed monkey made out of socks. It
was created at the emergency temporary housing near Ono Station in
Higashi Matsushima City, Miyagi Prefecture. In March, a fund-raising was
held to build a roadside station named “Sora no Eki” to serve as the center
for the activities, and a contribution of 2,411,956 yen from customers was
presented as a donation.

SEHEY R TR BRER
SKEES R R SA MR EFHAFR T & B R RS T NI R
R IR T XA A% 7 HRETE “Onokun” MIBI1ESIR &SN, 3RH, Sk
—AER BRI HRRZIEREED, BETREMEN241T
1,956 ATTSHE T 1R,

*Aeon 1% Club Foundation became a public interest incorporated foundation on April 1, 2015.
H—IRMEEAKE L% RFEBM201554 B 1 BFFHE, ERHABMELEA.
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First Retailer in Japan to

FINANCIAL
RESULTS

For the Fiscal Year Ended February 28, 2015

201552 A HAKEEEH TR

1. Opened Aeon Mall Phnom Penh, the first Aeon Mall in Cambodia
SRR SE KES RSN Tl

2. Established United Super Markets Holdings Inc.
i3z United Super Markets Holdings Inc.

3. Converted Welcia Holdings Co., Ltd. into a consolidated subsidiary
WELCIA HOLDINGS CO., LTD. i A& HEHEF AT

Consolidated Financial Results” &¥&HLEE"

Exceed 7 Trillion Yen in Operating Revenue
BV STERANTE W PRERE7 HICAT

In this fiscal year, as the first year of the Aeon Group Medium-term
Management Plan (FY 2014 — 2016) for the second phase in Aeon’s
efforts to achieve a major leap in growth toward 2020, Aeon promoted
the common Group strategy of shifting to the four growth areas of Asian
markets, urban markets, senior-oriented markets, and digital markets,
while implementing product-oriented reforms. Additionally, Aeon
implemented Group-wide structural reforms to build a new manage-
ment foundation supporting its growth strategy. Sales activities included
enhancing product appeal and sales expansion of Aeon’s private brand
Topvalu, and the launch of Jimono-no-hi, Local Product Day through
collaboration with local producers to spread the appeal of local prod-
ucts. Other initiatives included joint sales promotions held in conjunc-
tion with the conversion of The Daiei, Inc. into a wholly owned
subsidiary, and strengthening of services for foreign tourists to Japan.

As a result of these initiatives, all business segments posted higher
revenues, and the operating revenue set a record high for three con-
secutive fiscal years. Aeon became the first retailer in Japan to exceed
the seven trillion yen mark in operating revenue.

20144 KB R AR 20204 WRERNE MR — KERFATHL
BRI (2014 ~ 20165 )" fE MY, SKEESREIE A i T 2 Wil
ERT R BRI GURA BUX — SRS RN | FHHEED T IR
REBE, BESh, HMRIHAAREREMOSHEELR | R T RELEN
. HE, KRR T M3EKEER BH RAETOPVALU"#9/= @k 13
SHHEY SN, BE M EAEARE RN~ RBH M L= B " E,
B ERTERISN, FHESEThe Daiei, Inc. (AL T FASDZHFARTHKEREE
;1032 7 BN B AN EINEER S SIS,

BEFR R T, KEERFNATH L SRR T RS, Bk
ESEINFRLHEHS , ERANTETILPRERETAIZAT,

(100 millions of yen) ({ZE7T)/(YOY) (BT#tL)

Operating Revenue E L4z Operating Income Z L7

Ordinary Income &% #iF Net Income #5:%7E

70,785 (110.7%) 1,413 (82.5%)

1,525 (86.2%) 420 (92.3%)

* Past fiscal years' performance is revised in accordance with this fiscal year's accounting policy and indicators. 3 Z#FA&EaitEMitEAEL, il B TTHIE.

Financial Results by Business Segment” &&iivgi

(100 millions of yen) ({ZHT)

Operating Revenue YOY Operating Income Yoy

Business Flk# N ed BiHALL EWFGE BIAALE

General Merchandise Store (GMS) Business GMS (¥ 77) %t 33,555 109.9% -16 —
Supermarket, Discount Store & Small Size Store Business SM. DS /NiEZ L 21,612 109.8% 84 47.7%
Financial Services Business &4 &RE 3,297 115.4% 530 129.8%
Shopping Center Development Business 7= 7 £ %l 2,496 113.6% 432 99.7%
Service & Specialty Store Business —#/#% . %35 7,049 102.0% 245 105.3%
ASEAN Business % 1 %k 2,092 115.2% 61 93.5%
China Business #E 1,684 115.8% -8 —
Consolidated Total” &3 #it"* 70,785 110.7% 1,413 82.5%

*1 Past fiscal years' performance is revised in accordance with this fiscal year's accounting policy and indicators. 1 £F A% E&itlEinit

*2 Consolidated total includes total for each business as well as other business and adjustments.
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g in China and ASEAN

In ASEAN, Aeon opened Aeon Mall Phnom Penh as the first Aeon Mall
and one of the largest mall-type commercial facilities in Cambodia, and
Aeon Mall Binh Duong Canary as the second Aeon Mall in Vietnam. In
China, Aeon Mall Suzhou Wuzhong was opened as the first mall-type
facility as well as one of the largest commercial facilities in Jiangsu Prov-
ince, followed by Aeon Mall Wuhan Jinyintan as Aeon’s first shopping
mall in Hubei Province. In the Asian market where population increase
and sharp economic growth are expected, Group companies cooperated
to accelerate the development of a multi-format retail business.
HEPENFRBELERHLSFR

BT, KEARBEFRT 1 SE KEFRESD"  ZERRE
FIRBRAMNEY P ORB IR, INEZERE TR T 2 555 KRR
#Binh Duong Canary”, e E , KEEFETIFHEFR T HFEHA MK
BN OENRE KR RN R AL AR T KR R
HOKESRARN SR ZEAOTNIEK SFREZROT N TS
FRANTBENEGHE, USTHEERSMEFRLS,

» Establishment of U.S.M Holdings Aiming to Develop
the No.1 SM Chain in the Tokyo Metropolitan Area
In order to establish the No. 1 supermarket chain in the Tokyo metro-
politan area with potential for growth, Aeon Co., Ltd. signed an agree-
ment with three supermarket operators, The Maruetsu, Inc., Kasumi
Co., Ltd., and Maxvalu Kanto Co., Ltd., along with Marubeni Corp. to
establish a joint stockholding company, United Super Markets Hold-
ings Inc. (U.S.M Holdings). It will strive to develop a business structure
to achieve one trillion yen in sales with 1,000 stores in 2020.

NREEEERIINo. 1 BIEBSMEIIU.S.M Holdings

HTERBRRE NI EEREER N 1 A9ESHBT | JKAESThe Maruetsu,
Inc. . KASUMI CO.,LTD. . MAXVALU KANTO CO., LTD.iX3RSM{ MK
AL MRS B £ B2 T United Super Markets Holdings Inc.
(U.S.M Holdings) ikt , #/AS)iH#E 20204 S T BTty E R,
FHEEST 1,000 R R B HAS),

Outlook for the Fiscal Year Ending February 29, 2016

Group-wide Effort to
Aim for Growth in Revenue and Earnings

E=:

» Aeon’s Private Brand Topvalu
Restructured on its 40th Anniversary
To mark the 40th anniversary since its creation, Aeon’s private
brand Topvalu was restructured into four sub-brands to promote
product development that meets the customer’s current needs.
The Organic Food Series was introduced to Topvalu Gurinai, the
brand that ensures safety and security in Aeon’s food products. It
offers 120 food items at approximately 4,000 stores, the most
extensive organic food lineup for a private brand offered by a
retailer in Japan. Sales of Topvalu brand products totaled 779.9
billion yen in the fiscal year (up 5.2% year on year).
{440 AFZH, SERTOPVALU REEEIEFIRK

SKEEfETOPVALU @REISRIEA 40 EF Z A T 1% RARHIM AR R

FIREMF LI OFRRENFRAR, AR RO RAIIM
“TOPVALU Gurinai" 77T , XEEFF R —RIBN =M@, BNZamests
120707 &, EXRAN4,000REHPHE ARATELARRMZE,
TOPVALUZE2014 4R E W &0 7, 79912 B T (8 E—THE#K5.2%)

» Drugstore and Pharmacy Business Aiming to Be

the Group’s New Pillar

Aeon Co., Ltd. concluded a basic agreement for business merger with
Welcia Holdings Co., Ltd. and CFS Corporation, with an aim of creating
Japan’s No. 1 drugstore chain. Aeon Co., Ltd. also converted Welcia
Holdings Co., Ltd. into a consolidated subsidiary in order to solidify the
alliance that maximizes synergies. Aeon will establish the Drugstore
and Pharmacy Business as its new pillar, which will play a central role
in the shifts to senior-oriented markets and urban markets.

BREHHERHREFRL S ZH

AR AAE—HEYEME KEKR S WELCIA HOLDINGS
CO., LTD. . CFS Corporation 8477 " SEEERABYH", sk, AT F
RERAMRER BN AIRE &1 KEHKSAPEWELCIA HOLDINGS
CO., LTD. WA BHERT A, Bt L KiBnem & 8
RERN T RES | EMAKERASHL S,

| 201642 A#iRE

Consolidated Operating Results Forecast &3 miaiiam

(100 millions of yen) (IZAE)

In order to promptly respond to changes in the environment sur-
rounding the retail business, including diversifying customer needs

Fiscal Year Ending
February 29, 2016 Yoy
20165234 BIRALL™

and intensifying competition across business categories, Aeon will
operate on the principles of autonomous management by operating

Operating Revenue i

80,000 113.0%

companies, deeper community-rooted management, and the pro-

motion of priority Group challenges, under the new Group structure

centered around operating companies. In particular, Aeon has

emphasized several key challenges including general merchandise

store business reforms, supermarket business reforms, the shift to

Asian markets, the shift to digital markets, and product-oriented

reforms, and has appointed executive officers to these areas. At the

same time, the product, marketing, and other functions managed by

Aeon Co., Ltd. have been delegated to the Group’s core company
Aeon Retail Co., Ltd. and its regional companies in order to strengthen

management execution in each function. The Group will work
together and aim to shift toward a high profit corporate structure and

General Merchandise Store (GMS) Business GIS(E #5151/ 26,885 103.3%
Supermarket & Discount Store Business sii. DSFll 31,080 119.1%
Small Size Store Business /EEZ 3,679 118.7%
Drugstore & Pharmacy Business # 25 # &% 5,827 227.9%
Financial Services Business & & mEl 3,828 116.1%
Shopping Center Development Business i %%/ 2,756 112.6%
Service & Specialty Store Business —#fi% EREH Y 7,340 106.5%
International Business EliF% 4,520 119.7%
(Reference) ASEAN Business T #l 2,402 114.8%
($%)  China Business #E%\ 2,118 125.7%
Operating Income &/l 1,750 123.8%

improved business performance as early as possible.

Ordinary Income %%/

1,650 108.2%

REALTHAZE— D, HRSEREBE 6 B o5
W& RERROZHUMBTU TR, TELADOISED

Net Income #5715 425 101.0%

ERWTA, AT RERX—IUR, KERBRIET ML ELEH
POREHEARSE, FHEZEF TRV S ATFRATELE HBX

Net income per share(yen) #i#%7i3(5 ) 50.87 101.0%

RELEFNHRANE LR, HHIZE GMSHE" SMEE"

ROE(%) ROE(A#H IR 1K 3E) (%)

3.5 —

CTMEEER | HIDRE B ARAERRM, HOSRERTES,

S RAEE e BRI R T T A A *The results of FY2014 were calculated based the new business segments to be applied for FY2015.
B, BRI RS B R HEHE B A EARE 20155 A L SRS TN

RUHKESERR UM BAIMEBX AT, BREENEERT
B0, KEERERELE D, BHRSKEES  FRURRAOEEII
Wt — S ERR S,



Agr on Capital/Busi Tie-up with
Two Supermarket Companies in Vietnam

Aeon Co., Ltd. announced it has reached an agreement on a capital/
business tie-up with First Vietnam Joint Stock Company Ltd (FIVI-
MART) and Dong Hung Co., Ltd (CITIMART), both developing the
supermarket business in Vietnam. Aiming to achieve speedy business
development in Vietnam showing remarkable economic growth, Aeon,
as an entire Group, will work together to contribute to the enrichment

Kumamoto Prefecture Banpeiyu Fair Held
at Aeon Stores in Hong Kong

Aeon Stores (Hong Kong) Co., Limited held the Kumamoto
Prefecture Banpeiyu Fair at 13 stores in Hong Kong as a joint
campaign with the Promotion Council for Kumamoto Prefec-
ture’s Yatsushiro Banpeiyu Brand. Aeon is supporting the
revitalization of Japanese local economies by utilizing its store
network across China and ASEAN to actively hold events such
as fairs for local specialties and tourism promotion of locations

around Japan.

Banpeiyu, one of the world’s largest

EEBNKEERED AR E LS citrus fruits
TEIE (B B AR A SRR AR/ R RS

FERIRERRE TR
“BRE"

of the customers’ lives.

Sif2 R@HEWAR RS RS E Y

KEHR A EHE STERBLERTHOFIVIMARTASIFCITIMART - EARHRI LSS Fivimart"
AFERS RIS EE DEMIER, KEEFELF LR BEOERERTT
i, REETHS—E, ARBME IS EMFEBTRAOEEML TR,

WRMIHERKT, AR SRR LT EFH13RERE,
SKEEFIFASERTE  FETNEYMS, PR3N BASbE

Fivimart operating supermarkets Citimart operating supermarkets mainly

in Hanoi City in Ho Chi Minh City FHRES FARRNEER, DRCbREFE RS,
LA 0 PR 5 4
“Citimart”

GROUP

NEWS
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ROB=CO" -
Aeon Selected as S G 308
Aeon’s e-money “WAON" a Company with Excellent S bility

SKEERYE8 T4 “WAON" + Aeon Co., Ltd. was selected as the only Japanese
company for the Bronze Class in the Food & Sta-
ples Retailing Category of the RobecoSAM Sus-
tainability Award 2015 presented by RobecoSAM,
an international SRI* survey and rating agency
based in Switzerland.
*Socially Responsible Investment: Investments on a com-
pany including initiatives such as environmental conservation
activities, humanitarian protection and compliance in addi-
tion to s financial conditions.
NETTHRRE R F B

RobecoSAM 2+ —REFRSRI* HE TR
/A F), 75 H1¥ % f9“RobecoSAM Sustainability
Award 2015" & BAGETEXD KEKRAS
AR BARE— N EER R,
Left: R.O.U Aeon Mall Socially Responsible Investment: AR AR
tami-Koya Store. _ ZELUMBEIRR, FHHFRED  BTARFOHE
Right: A Colle Nishi-Kasai FATE TR
Store ;

Spin Off of R.0.U and A - Colle
Aeon Retail Co., Ltd. spun off R.0.U, specialty stores offering fancy goods and
A Colle, small-sized discount store chain in order to enhance the level of specialty
and mobility, while responding to a wide range of customer needs. R.0.U Co., Ltd.
and A- Colle Co., Ltd. were established.

#“R.O.U” R“A- Colle” A5 &It

MR T BN RIS ZRR, KEFERASH BRI LS,
BRI ERER.0.U Co., Lid. F/NEUHTHIBHA - Colle Co., Ld. XARHAF),

Issued on January 24
Karatsu Karawan WAON

1R24B %47 3A5BA%AT 3A258%fT

Issued on March b
Asahikawa WAON

Issued on March 25
Music City Koriyama WAON

“KaratsuEWANWAON"+ “Asahikawa WAON"+ “REBEBLLUWAON” +

Launch of Apple Authorized Reseller NEWCOM Stores

7 / R.O.UKHES ARG R RIS

Ll %A ColemBER

Aeon Retail Co., Ltd. has announced the launch of Apple Premium Reseller
NEWCOM, an authorized reseller of Apple Inc. The full-time staff with a
wealth of expert knowledge will attend to the customers, and the shop will
provide a one-stop service from purchase to repair of Apple products.

EXFRFEREMKIEE“NEWCOM”

KESEHRESHEHRS BRI Apple Inc. HIEMRIZE —Apple
Premium Reseller “NEWCOM" B9k %5, 125 & W ARFENETIRAT
BIE  BRENHEE RN — RS,

NEWCOM Laketown kaze Store
NEWCOM Laketown kazef&

Recognized as Advanced Initiatives Leading to

a Strong,

Aeon Mall Co., Ltd. received the Prize for Excellence for the Japan Resilience
Award 2015 from the Association for Resilience Japan. It was recognized for
its combined efforts such as securing an emergency power source and
drinking water, reinforcing earthquake resistance at its facilities, as well as

concluding

FHFEIIRKREH ER R X B 53 T 253 P

KA Rtk RS IRE— M B % AResilience JapanifE#ihils
(Association for Resilience Japan)#fi&#3“Japan Resilience Award 2015"
RFER, RERBRBYPOAEREREIRAK IGEREN . SihiEE
FTHAHNEN SRS,

Flexible Country and Community Building

comprehensive agreements with local municipalities.

15 /EONMagazine 2015 May Vol.49

On March 24, Topvalu Select Fat-Free
Greek Yogurt was launched as the first
private brand Greek yogurt in Japan. The
product sold more than one million units in
about two weeks after the launch.

BAEERIEE KA — TOPVALUTE

HFAERAEY B3 A24 BEEMRA2EN
HERERHI00H4.

Proposing Full-scale Gardening Solutions

Aeon Retail Co., Ltd. has launched the sale of Gardening Pack in
the area of the Kanto Region, proposing total solutions from design
to maintenance. Various plans are available to choose from,
according to each customer’s preference and budget for gardens
of detached houses and condominium balconies. Aeon is taking
on the challenge to establish a new business model in the increas-
ingly popular field of gardening.

RH{EUNEEHR

An example of a balcony garden
KEREHRRRMIOEXA TR EERE", AMFRE  FaEZ%s

MEEEIRFOSETR, ZRERFER R ABEMRE , RIEM
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Initiatives to Promote Diversity

Received High Recognition

Recognized for its Group-wide initiatives to promote
diversity, Aeon Co., Ltd. was awarded as the first retailer
for the Basic Achievement Prize of the J-Win Diversity
Award 2015, organized by NPO, J-Win*. Also in March,
Aeon was selected for the Ministry of Economy, Trade
and Industry’s “2014 Diversity Management Selection
100."

*Specified Non-Profit Organization, Japan Women's Innovative Network

SHER ARG E RN

FKEESEE 2 Nt SRR RIS GEE
$HF, ZENPOEAJ-Win* E73492015 J-Win DIVERSITY
AWARD" % | SKEERL A E R4k Basic Achievement
REWBEM, FA , KEERNEET 20144
EERMEEERAY,
R EIREFIERNE A Japan Women 's Innovative Network

. DIVERSI
MANAGEM
SELECTION

J-Win
Diversity
Award
2015




GROUP COMPANIES HH &

(Pure holding company)
AEON CO., LTD.

{General Merchandise Store Business)
AEON Retail Co., Ltd.

AEON Hokkaido Corporation
SUNDAY CO., LTD.

AEON KYUSHU CO., LTD.
ATHINE, Inc.

ALTY FOODS Co.,Ltd.

AEONBIKE CO.,LTD.

AEON Bakery Co., Ltd.

AEON LIQUOR CO.,LTD.

AEON RYUKYU CO.,LTD.
OrangeFoodCourt, Inc

The Kagoshima Sunrise Farm Inc.
Gourmetcity Kanto Co., Ltd. *
Gourmetcity Kinki Co., Ltd. *

JOY Co., Ltd.

The Consumer Economics Research Institute, Inc
The Daiei, Inc. *

Daiei SpaceCreate Co., Ltd
TOPVALU COLLECTION CO., LTD.
NAKAGO Co., Ltd.

JAPAN DISTRIBUTION LEASING CORPORATION
BIG-A CO.,LTD.

BIG-A KANSAI JAPAN CO.,LTD.
Fun Field Co., Ltd.

Bonte, Inc.

Bon Belta Co., Ltd.

LOGIONE Co., Ltd.

THE LOBELIA, Inc.

OPA CO.,LTD.

O TENDAI CO., LTD.

(Supermarket, Discount Store and Small Size Store Business)
The Maruetsu,lInc.

MINISTOP CO., LTD.
Maxvalu Nishinihon Co., Ltd.
Maxvalu Tohoku Co., Ltd.
Maxvalu Tokai Co., Ltd.
Maxvalu Chubu Co., Ltd.
Maxvalu Hokkaido Co., Ltd.
Maxvalu Kyushu Co., Ltd.

O Inageya Co.,Ltd.

O KASUMI CO.,LTD.

O Belc CO.,LTD.

AEON SUPERCENTER Co., Ltd.
AEON BIG CO., LTD.

AEON MARKET CO., LTD.

ORIGIN TOSHU CO., LTD.

CREATE Co., Ltd.

KOHYO CO., LTD.

SANYO MARUNAKA CO.,LTD.

Food Quality Control Center, Co., Ltd.
Network Service Co., Ltd.

My Basket CO.,LTD

MAXVALU KANTO CO., LTD.
MAXVALU NAGANO CO., LTD.
MAXVALU HOKURIKU CO., LTD.
MAXVALU MINAMI TOHOKU CO., LTD.
Maruetsu-Development Co., Ltd.
Maruetsu Fresh Foods Co., Ltd.
marunaka CO.,LTD.

Marno Co., Ltd.

Marno Center Support Co., Ltd.

Red Cabbage Co., Ltd.

MINISTOP KOREA CO., LTD.
QINGDAO MINISTOP CO.,LTD.

The Maruetsu (Hong Kong), Co., Ltd.
Maruetsu (Wuxi) Co., Ltd.

Aeon Maxvalu (Guangzhou) Co., Ltd.
Aeon Maxvalu (Jiangsu) Co., Ltd.
Aeon Maxvalu (Qingdao) Co.,Ltd.

O ichimaru Co., Ltd.

O Japan Education Center for Future Retailing, Inc.

(O ROBINSONS CONVENIENCE STORES, INC.

(Drugstore and Pharmacy Business)
CFS Corporation
WELCIA HOLDINGS CO., LTD.

O Medical lkkou Co., Ltd.

@ TSURUHA HOLDINGS Inc.

@ KUSURI NO AOKI CO., LTD.
WELCIA KAIGO SERVICE Co., Ltd.
WELCIA YAKKYOKU Co., Ltd.
SHIMIZU YAKUHIN CO.,LTD.
TAKIYA Co., Ltd.

Lianhua merrylin business (Shanghai) limited company

O Welpark Co., Ltd.

O ZAG ZAG Co., Ltd.

—¥

(Financial Services Business)
AEON Financial Service Co., Ltd.
AEON CREDIT SERVICE(ASIA)CO., LTD.
AEON THANA SINSAP (THAILAND) PLC.
AEON CREDIT SERVICE(M)BERHAD
O AEON REIT Investment Corporation
AEON BANK, LTD.
AEON CREDIT SERVICE CO., LTD.
AEON S.S.Insurance CO., LTD.
AEON HOUSING LOAN SERVICE CO.,LTD.
AEON Product Finance Co.,Ltd.
AEON INSURANCE SERVICE CO., LTD.
AEON Reit Management Co.,Ltd.
ACS Credit Management Co.,Ltd.
FeliCa Pocket Marketing Inc.
ACS CAPITAL CORPORATION LTD.
AEON Insurance Service (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.
AEON MICRO FINANCE (SHENZHEN) 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 Financial Service (Hong Kong) Co., Ltd.
AEON CREDIT GUARANTEE(CHINA)CO.,LTD.
AEON INFORMATION SERVICE(SHENZHEN)CO.,LTD.
( ing Center D iness)
AEON Mall Co., Ltd.
AEON TOWN Co.,Ltd.
AEON MALL HIMLAM CO., LTD.
AEON MALL VIETNAM CO., LTD.
AEON MALL (CAMBODIA) CO., LTD.
PT. AEON MALL INDONESIA
PT. AMSL DELTA MAS
PT. AMSL INDONESIA

AEON MALL EDZ (WUHAN) BUSINESS MANAGEMENT CO., LTD.
AEON MALL SUNAN (SUZHOU) BUSINESS MANAGENMENT CO., LTD.
AEON MALL YOUYA (BEIJING) BUSINESS MANAGEMENT CO., LTD.
AEON MALL YOUYA (TIANJIN) BUSINESS MANAGEMENT CO., LTD.

AEON MALL (GUANGDONG) BUSINESS MANAGEMENT CO., LTD.

AEON MALL (GUANGZHOUBAIYUN) BUSINESS MANAGEMENT CO., LTD.

AEON MALL (HUBEI) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (JIANGSU) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (SUZHOU) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (TIANJIN) BUSINESS CO., LTD.
AEON MALL (CHINA) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (CHINA) CO.,LTD.
AEON MALL (ZHEJIANG) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (WUHAN) BUSINESS MANAGEMENT CO., LTD.
O L.AStyle Inc.
{Service and Specialty Store Business)
AEON DELIGHT CO., LTD.
AEON Fantasy Co., Ltd.
ZWEI CO., LTD.
GFOOT CO., LTD.
cox co., LTD.
O Taka:Q Co., Ltd.
Abilities JUSCO Co., Ltd.
AEON Eaheart Co., LTD.
AEON ENTERTAINMENT CO.,LTD.
AEON CULTURE CO.,LTD.
AEON COMPASS CO., LTD.
AEON DELIGHT ACADEMY CO., LTD.
AEON DELIGHT SECURITY CO., LTD.
AEON DELIGHT SERES CO., LTD.
AEON FOREST CO., LTD.
AEON PET CO.,LTD
AEON BODY Co., Ltd.
AEON LIFE CO.,LTD.
Ato Z Service Co., Ltd.
KAJITAKU Co., Ltd.
Kankyouseibi Co., Ltd.
Kantouengineering CO., LTD.
Claire's Nippon Co., Ltd.
Cosmeme CO., LTD.
General Services, Inc.
Talbots Japan Co., Ltd.
DO SERVICE CO., LTD.
Branshes Co. Ltd

*The marked companies merged on March 1st, 2015 with The Daiei, Inc. remaining as the surviving company.
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Listed Companies are shown in bold print  OEquity-method Affiliates  @Affiliated Companies

MIRAIYA SHOTEN CO., LTD.
Mega Sports Co., Ltd.
MEGA PETRO Co., Ltd.
Reform Studio Co., Ltd.
LAURA ASHLEY JAPAN CO., LTD.
A-LIFE SUPPORT Co.,Ltd.
AT Japan Co., Ltd.
FMS Solution Co.,Ltd.
AEON DELIGHT (MALAYSIA) SDN.BHD.
AEON DELIGHT (VIETNAM) CO., LTD.
AEON Fantasy Group Philippines,INC.
AEON Fantasy Holdings (Thailand) Co.,Ltd.
AEON FANTASY (MALAYSIA) SDN.BHD.
AEON Fantasy (Thailand) Co.,Ltd.
PT AEON FANTASY INDONESIA
Dalian Neusoft Information Services Co., Ltd.
BLUE GRASS(SHANGHAICO., LTD.
LAURA ASHLEY ASIA CO., LIMITED
Mega Sports China Co., Ltd.
NUSTEP (BEIJING) TRADE CO., LTD.
Suzhou Rifu Elevator Engineering Equipment Co.,Ltd.
SUZHOU SHANGPIN Washing Service Co.,Ltd.
SUZHOU ALLIANCE PROPERTY MANAGEMENT CO.,LTD.
TAIWAN LAURA ASHLEY CO., LTD.
Talbots China CO., Ltd
PET CITY (BEIING) CO., LTD.
AEON Fantasy(China)Co., Ltd.
AEON EAHEART RESTAURANT (QINGDAO) CO., LTD
AEON DELIGHT(Hangzhou)SERVICE OUTSOURCING CO.,LTD.
AEON DELIGHT(CHINA)CO.,LTD.
AEON DELIGHT Sufang (Suzhou) CO., LTD.
Aeon Delight Teda(Tianjin) Comprehensive Facility Management Service Co.,Ltd.
Wuhan Xiaozhu Comprehensive Facility Management Service Co.,Ltd.
(E-commerce Business)
AEON Direct Co.,Ltd.
AEON Link Co., Ltd.
(ASEAN Business)
AEON ASIA SDN. BHD.
AEON CO. (M) BHD.
AEON BIG (M) SDN. BHD.
AEON INDEX LIVING SDN. BHD.
AEON VIETNAM Co., LTD
AEON (CAMBODIA) Co.,Ltd.
AEON(Thailand) CO., LTD.
DONG HUNG INVESTMENT DEVELOPMENT CONSULTANCY JOINT STOCK COMPANY LIMITED
PT.AEON INDONESIA
O FIRST VIETNAM INVESTMENT JOINT STOCK COMPANY
{China Business)
AEON (CHINA) CO., LTD.
AEON Stores (Hong Kong) Co., Limited
GUANGDONG AEON TEEM CO., LTD.
QINGDAO AEON DONGTAI CO., LTD.
AEON South China Co., Limited
AEON EAST CHINA (SUZHOU) CO., LTD.
AEON (HUBED CO., LTD.
BEIJING AEON CO., LTD.
(Shared Function Companies and Other)
(O YAMAYA CORPORATION
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.
AEON GLOBAL SCM SDN.BHD.
AEON TOPVALU MALAYSIA SDN.BHD.
AEON TOPVALU (HONG KONG) CO., LIMITED
AEON TOPVALU (THAILAND) CO.,LTD.
AEON Integrated Business Service CHINA Co.,Ltd.
Tasmania Feedlot Pty. Ltd.
AEON Global SCM(Beijing)Co.,Ltd.
AEON TOPVALU (CHINA) CO., LTD
O AEON Demonstration Service Inc.

BAEON 1% Club Foundation

®AEON Environmental Foundation
®The Cultural Foundation of Okada

As of the end of February 2015

+J& Aeon Bukit Mertajam Store
4. {China) 14> R ZE&RZE Aeon Wuhan Jinyintan Store



