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The Power of

Local Specialties
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Deep Red Fruit Rich in Vitamin C ERBERCHELIKR
Acerola SRE

(Motobu Town, Okinawa Prefecture) (hE8 RATRET)

Motobu Town is an ideal location for growing fruit AN ELA g WL B TR 2%
owing to the temperature difference between day and ~ EeMERISSHIE LIREHLEE A, +0iE G
night, which is unusual in Okinawa, and to the mixture KRR o 27 #RLCAE 9T H R R,
of acidic and weak alkaline soil. Grown under plenty of ~ 7&7 Vkift T FHYE MY G2 15 JE @V 4L
sunlight thanks to the meticulous pruning by the pro- TSR o 2 RAE KR T A RC &
ducers, acerola ripens to a red color and has a mild sour B, BT 8 I B A
taste. It is a fruit with a particularly high vitamin C BRI AT R AL R TG

The Motobu Town Acerola Fruit Marketing Society
was established as part of Aeon’s Food Artisan
project, which strives to inherit traditional skills
through partnerships with producers who are
working to preserve local specialties.

content, and can be enjoyed fresh picked from spring to AL .
autumn, with the peak season in July and August. It is
also available frozen or processed all year round.

KEEE"Food Artisan (REEA)" &% 7 AT &
RRARUETRR" . SHIF S LRRGEFENBTE
1. B RRZRER,

ttp:/fwww foodartisan.jo/
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An arlist with a style imbued with originaliy, aiming to create
mobiles that blend in with the day-to-day lives of people.

For this special feature, swaying mobiles of various foods depict
a breath of fresh air being blown into the delicious meals enjoyed in
daily e
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SPECIA LR -

Enjoyable Meals for Eveﬁéh

In response to the changes in customers’ values regarding food, Aeon has
evolved its products and services related to food with aspirations to balance
both tastiness and health besides ensuring “safety and security.”

In 2016, in an effort aimed to create new values for food, Aeon opened
supermarkets specializing in frozen foods and organic products, and launched
Topvalu products for people with food allergies.

This issue features Aeon’s challenges in realizing “enjoyable meals for everyone.”
The interview with Remi Hirano, a popular figure as a cooking enthusiast, provides
insight on the importance of everyday meals and meals that enrich our lives.
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Interview

Remi Hirano

P8 Remi

Delicious Meals Make Life Happier

As people’s lifestyles and values toward food are diversifying, here to provide insight on the importance of food in our daily lives and
meals that enrich our lives is Remi Hirano, a popular figure as a cooking enthusiast.

BRFEARIETRATI A A FE =1
AR AR R RS,
A, ERRERTHRem AR TN AR RN ER UL BN EEEROES,

Cooking is something that can delight and connect people

I believe that choosing delicious food ingredients and enjoying homemade cooking
made from the heart lie at the core of how people live. We can work and laugh at
something funny all because we are healthy. And what is essential in maintaining our
health is what we eat. I think, “cooking is wonderful” because you can cook something
yourself, and you can enjoy the process with all five senses through taste, texture,
appearance, aroma, and sound. That is why when I'm with my family and as well as
when I'm alone, I always cook something even if it's a simple dish. It all started with my
husband’s words back when we were getting married, “How many times in my life will
I be able to enjoy Remi’s cooking?” At that time, I thought there would be countless
opportunities, like tens of thousands of times. However, I realized that the number of
meals in a lifetime is surprisingly limited. From that moment on, I have wanted “to cook
delicious meals” from the bottom of my heart.

‘When people taste something good, it naturally brings a smile to their faces. This is
because the moment that you swallow delicious food as it passes through your throat is
truly a moment of happiness. If someone says something tastes good, then I'm happy to
cook it for him or her. And if someone else says that it’s also good, then that will motivates
me to cook even more. Eating delicious food is like a chain reaction of feelings of fun and
joy that leads to communication. I feel the same even if I don’t share a meal with someone.
‘When people cook a recipe that I had introduced, for example on Twitter, they would
send me comments with photos saying, “It was delicious.” I don’t know their faces or
names, but it feels like that our palates are connected, and I feel something very precious
there. The wish to want to enjoy delicious food is a feeling we all share. That is why I hope
that everyone will try to eat delicious food, and by sharing that delicious experience with
someone, have it lead to joy and happiness in life.

Finding your own style of “deliciousness” even with simple dishes

T am inherently lazy and short-tempered, and I don’t enjoy doing difficult tasks. With the
wish to make simple home cooking without spending too much money or time, I am
working as a cooking enthusiast by making the most of my experience as a housewife. The
reason someone like me, who didn’t study at a culinary school, can continue working for
such a long time is because there are probably many others like me who want to make
delicious dishes quickly and simply.

It’s not difficult to make delicious meals. In cooking, the taste of an ingredient can
change depending on how you cook it, so cooking is like a fun experiment. You should
believe your taste buds, without worrying too much about manuals or steps. Even if it
doesn’t turn out well, almost everything is edible (laugh). Recently, I think it’s great that
more men are cooking. I hope that everyone will enjoy cooking and find his or her own
style of “delicious tastes.”
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‘When I go shopping at supermarkets, I can feel the rising interest in food safety and
security as well as in health through food. That is why easy-to-understand labeling about
product information is helpful for the buying side, such as reassuring products with infor-
mation about the producer. Meanwhile, it would be a pity if you had a wish to carefully
select your ingredients, but had to give that up because the ingredients were too expen-
sive. For example, there are probably many people who would like to buy organic vege-
tables every day if they were less expensive. In fact, if more people actually bought them,
then there would be more stores and producers of organic vegetables, and the prices
would be more affordable. Hopefully one day this will become reality, and T am looking
forward to the initiatives taken by Aeon and other retailers. If Aeon can handle more
ingredients that are good for the body at its stores across the country and launch new
businesses related to food, I am all for it! Everyone is able to easily select ingredients that
he or she wants, and can enjoy eating them. If there are more meals like this, then it will

surely make everyone happier.
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The Future of “Food” that Re

Japan is a mature society where one can find a variety of “food” from around the world.
What is the value that consumers today find in “food” which is essential to life? To provide
the answer to this question, this feature looks at the future of “food” proposed by Aeon.

Looking beyond the tastiness to fill people’s hearts with happiness

‘With more health conscious consumers who “want to be healthy and beautiful,” they say the
size of the global health and wellness food market is expected to reach 100 trillion yen in
2020. In particular, due to rising awareness about “eating natural food that is good for the
body” and “selecting environmentally-friendly products grown free of agrochemicals,” the
organic food markets mainly in the United States, Germany and France are showing rapid
growths. The markets are expanding at an annual double-digit growth rate*.

Although the market size in Japan is smaller compared to that of Europe and the Unites
States, the consumption of organic food is expanding. Meanwhile, diversification of con-
sumption has progressed in Japan. One consumer may have diverse values that are applied
‘according to different situations. In the context of “food,” consumers are unconsciously

Market Size of Organic Foods
FNRRNTHIR :

Approx. ¥3.2 trillion Approx. ¥3.1 trillion
=5 =P

#3251LB% ?~J3.17‘Ffl 7T

Approx. ¥130 billion
11,3001ZB%T

US.A Europe Japan
*xE B BE

Source: Ministry of Agriculture, Forestry and Fisherics.“Toward
the Expansion of Organic and Ecological Agricultufe® Feb. 2016
Hihh: RAKPE EHI AT, FRRY 2016528
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according to “situations” such as when, where, and with whom. Products and services related
to “food” have improved in response to these behaviors. However, consumers are starting to

realize that they are not fully satisfied with just the “convenience” “environmental friendli-
ness” and “becoming healthy.” They are seeking a rich and sound mind through the “enjoy-
ment” and “joy” they feel through delicious meals.

In an era that requires the “food” providers’ side to evolve, Aeon has launched new prod-
ucts and services that look ahead at the future of “food.” In 2016, Aeon formed alliances with
two French companies and opened the first stores in Tokyo for Picard, a specialty supermar-
ket for frozen food that handles authentic French home cooked meals and ingredients, and
Bio ¢’ Bon, a specialty supermarket for organic products, ranging from food items to cosmet-
ics and clothing. Aeon’s private brand Topvalu also launched the “Yasashigohan (Gentle
Meals)” series for people with food allergies.

Aeon is striving to create a society where all kinds of people can feel happy about “deli-
cious meals for everyone” in day-to-day life.

* Source: FiBL (Research Institute of Organic Agriculture)
#14b: FiBL(Research Institute of Organic Agriculture) \

(Photo) Ex of dishes prepared with products from
i Picard " BISHIFERH]

alizes a Rich and Sound Mind
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1. Frozen food cases lining the store
EHLFRRIER

2. Opening of Aoyama Kottodori
Store, the first store in Japan. A
long line of customers waited for
the opening
1575 BWHEERE FLR, SRFL
HIMEHE T KA

Delicious Meals 36

5 Days a Year

picard Without the Extra Effort

ENLP N8 ST RIRPR ANV 4

In November 2016, Aeon opened the first “Picard” store in Japan in Minato-ku, Tokyo. Picard is a
specialty frozen food supermarket chain and the No. 1 favorite food brand among French consum-
ers for seven consecutive years. Following the first store, two more stores in Tokyo have opened.

20165 11 A, TETEIE AR S0 €t SR 2 b e s
TAEALIE E D0 v P il e Y Picard " LA L S5 TE
IRAHRELCHR I, JLJG H PRI (AR AN L o

Deliciousness and beauty with superb freshness
only achieved in frozen food
The most attractive feature of Picard is its dedication to offer delicious meals with beautiful
presentation. Aeon is rolling out the Picard brand in Japan because it wishes for the Japa-
nese customers to enjoy frozen food more often, and to realize a nice “effortless” lifestyle
without having to try too hard. The lineup offers aperitifs and main dishes that can be pre-
pared with an easy one last step in the oven or frying pan, desserts at the end of a meal, as
well as semi-cooked items such as pre-cut vegetables and sauces that can be arranged to suit
your dish. In other words, whether it be morning, day or night, everyday meals or meals for
a special day such as an anniversary or party, a menu is available for everyone 365 days a
year. That is why the products are convenient for those who cannot take time to cook and
those who are not so good at cooking, as well as those who
want to enjoy cooking with an extra touch. Also, the
advantage of frozen food is how it can be stored at home
for consumption at a later date, so nothing is wasted. The
products are highly convenient for double-income and
senior households that cannot go shopping for food fre-
quently, and single persons who are not able to consume
large amounts of foodstuff they buy.

Picard has gone beyond the conventional concept of
“easy to prepare and convenient” frozen foods in Japan and
responds to a range of customer expectations. There are

growing needs to “use selected ingredients and tastes,”

“more easily consume vegetables,” and “more easily enjoy

dishes made with authentic French ingredients.” Customers

An array of products such as
“Salmon Pie” who had not used frozen food because they had wanted to
RN TR FHREES

stick to homemade dishes are also supporting Picard for
reasons such as being able to “create colorful meals” and
“share cooking photos on SNS” owing to the beautiful

presentation.
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The development of these products is
made possible because Picard possesses tech-
nologies and knowhow to maximize the fea-
tures of frozen food. Foods in season are
instantly frozen, and temperature control is
ensured from the production plant to the store
to retain the freshness without spoiling the
flavor of the ingredient. By having a policy
not to use preservatives, synthetic coloring,
additives such as flavor enhancers, or geneti
cally modified foods, Picard has established a
strict quality control system to deliver the
delicious taste of the ingredients.

An encounter with Picard has the potential
to create new food styles for customers. For
example, those who had eaten out may enjoy
eating and drinking at home, or may invite
friends to their home. Aeon is aiming for
frozen foods to become a more familiar part

of people’s lives and to create delicious meals.
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Tessage from Ambassader of France to Jopan

Wishing for further development in the food
culture through Franco-Japanese exchange
i S AT, R RIS

H.E. Mr. Thierry Dana

Ambassador of France to Japan

Rrozild

Thierry Dana was assigned to the French Embassy in
Algeria in 1984. After returning to France, he handled
important projects at the Ministry of Foreign Affairs. In
1995, he served as the secretary general of the G7/G8
Summit (Lyon Summit). He was appointed to the current
position in 2014. He has been awarded the rank of Chevalier
of the National Order of Merit from the French government.

1984 S NSRBI R R RFIT A IR THE, EIR/GESNED.
BEERRS, 1995 FHELLEAR RSN ERHR)ES
B, 2014 FHAFHIR. #15 .

In France, “food” is an important element in our cultural identity. The traditions
and cultures in each region formed by a wide variety of ingredients and cooking
methods have continually evolved to create the gastronomic meal. The gastro-
nomic meal of the French and traditional Japanese cuisine have both been reg-
istered as an intangible cultural heritage by UNESCO, and | think what lies
behind this is the similarity in their approach to food culture. Eating is essentially
a social custom. But in addition to this, both the French and Japanese have
valued “the joy of delicate tastes” and “the harmony between people and
nature’s bounty” through food.

In Japan where | see this similarity, it is a great pleasure to know that Aeon
began rolling out products from Picard and Bio ¢’ Bon to usher in innovation in
food. Picard offers delicious, high quality frozen food, while Bio ¢’ Bon offers high
quality organic products ranging from food items to daily necessities. Both com-
panies that Aeon has introduced to Japan are companies that represent France,
and | am confident that they will be accepted by consumers in Japan. Aeon also
regularly holds the France Fair by utilizing its store network throughout Japan,
and the French Embassy has supported the event. | look forward to Aeon con-
tinuing to deliver the food culture of France to more consumers in Japan.

French cuisine tends to be associated with a high-class image, but there are
many fine quality items at reasonable prices, so | encourage everyone to be
curious and try them out. | hope that it will lead to everyone sharing enjoyable
meals will friends, colleagues and families.
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In Japan, organic foods are generally expensive with a small product lineup, and stores handling
them are limited. With aspirations to make organic foods an enjoyable part of everyday life for
more consumers, Aeon formed an alliance with Bio ¢’ Bon in France and established Bio ¢’ Bon
Japon in 2016. In December 2016, Aeon opened the first Bio ¢’ Bon store in Tokyo, a specialty
supermarket for organic products with a completely new concept.

EEA, Ltk Fikmest, mMsae
S AR R D TR AL S e & I
FAE, ANET 2016454 Bio ¢ Bon /A HIBE & B T
Bio ¢’ Bon Japon, JF RIS 12 FTE/R BN T 4087
BN S E R Bio ¢” Bon " HA 1 5% .

Having more people discover the deliciousness of organic foods

In response to customer requests of “wanting to purchase organic foods,” Aeon began handling
organic foods in 1993. When the JAS organic labeling system was introduced in 2000, Aeon
was the first to offer organic certified products in Japan. In 2014, Aeon became a certified
importer of JAS organic plants and organic processed foods, and began procuring organic
certified foods from the United States and Europe and developing products made with them.
As part of the initiatives to actively expand the market together with governmental bodies and
producers, Aeon began developing Bio ¢’ Bon supermarkets in Japan.

The first store in Azabujuban in Tokyo offers a broad selection of domestic and imported
organic certified products, ranging from agricultural products, wines and processed foods such
as cheese, along with luxury items, cosmetics, and clothing. As a specialty store for organic
products, it is able to meet needs such as “I want to make a salad with organic vegetables as
well as an organic dressing.” The concept of Bio ¢’ Bon is to have organic products become a
part of daily life, not to be thought of as something “special.”

Bio ¢’ Bon, as the name suggests, offers selected products that are “bon” meaning “deli-
cious” in French, and “bio” meaning “organic”. In particular, it emphasizes a wide assortment
of vegetables and fruits. In the winter, the store offers an array of produce such as potatoes, root
crops, and tangerines, but items such as eggplant and cucumber in season during the summer
are not available. Only the most delicious products in season line the store shelves. The prod-
ucts are brought directly to the store from farms, so they are offered with a superb level of
freshness. Nevertheless, customers who are not familiar with organic foods may still find the
hurdles high to purchase these food items. Therefore, the Azabujuban Store has designed a
circular ready-made food section at the center of the store, where customers are welcomed to
see examples of prepared dishes and sample the taste of the ingredients. The store also has an
eat-in area to enjoy ready-made foods and lunch boxes that have been purchased. This is an
initiative unique to Japan. It is based on the wish to allow the Japanese customers “to casually
try the naturally distinctive flavor of food ingredients and concentrated taste of produce in

season, carefully grown without relying on agrichemicals or chemical fertilizers.”
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Developing a business model offering
benefits to both producers and customers
Bio ¢’ Bon Japon endeavors to offer opportunities to more consumers to experience the deli-
ciousness of organic foods, and is actively securing business partners to prepare for more store
openings in the future. With the cooperation of local municipalities with which Aeon has
concluded a comprehensive agreement, it is cultivating producers and processing companies
that share the same goals, through business talks and other means. The producers begin taking
steps to acquire organic certification for their farm, a process that takes a few years. Even while
the cultivated land is being converted into organic farming, Bio ¢’ Bon Japon buys the agricul-
tural products from the producers and sells them to customers with appropriate in-store label-
ing. In addition, the company buys up all agricultural products grown in a field. These would
include items that are too big or too small, which are not generally distributed in the market,
but buying all of them realizes an affordable price. In the store, these products are sold by
weight rather than by quantity or packaged units to meet customers’ needs such as “I want to
buy only what I need,” “buy a little of many items” and “buy the sizes that I like.”

By making strides forward together with the producers with an aim to spread and make
organic foods a popular part of daily meals, Aeon strives to develop a system that will lead to

customer satisfaction and attain growth as a sustainable business.
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Message from an Organic Vegetable Farmer for Bio ¢’ Bon “Bio ¢ Bon" &#l#ska&~E LA

AR AR LT @ SR I LI T 5 A AR

Moy Silselle channel and have more people buy organic vegetables at specialty
Yuya Shibakai grows Western veg- o A
e e e stores. Together with Bio ¢’ Bon, | would like to promote organic veg-
Nouen (Chiba Prefecture). His farm etable to become a familiar part of our lives.

e pacs wasciey TSEFLE . *Bo o’ Bon’ WEARRMNAENES. RANSAXBIRFER
e HER. RERGBADBEBAE—F, MRRRAGRBITFR, OIEETERA
Levig it RE . B ﬁ.TWE%Hﬂﬁ@EﬁEﬁM% fEHEFELRBEY A e
SERE (FIHE) IEPLLE S . BRRES, B45°Bio ¢’ Bon'BFEN
ﬂﬁiﬂﬁ/}ﬁﬁﬁﬂif LA RE MM A R

Just like people, vegetables grow more healthfully without relying on chemicals

Our farm began delivering vegetables to Bio ¢’ Bon when the first store opened. | believe that just like how living a
healthy daily life leads to healthy people who do not have to rely on medicine, farmers developing the cultivation
environment leads to growing delicious and healthy vegetables without using agrichemicals and chemical fertiliz-
ers. As a producer, it is wonderful to be able to expand the sales

#id ANREREER
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TOPVALU

v7ua

Having the Entire Family Enjoy
the “Same” Meal More Easily and with ~ Security

SR 25O IR IR

In November 2016, Aeon launched the Topvalu Yasashigohan (Gentle Meals) series of
allergy-friendly products that pursue deliciousness without using the seven specified

ingredients*".

BB Pt IR, KIET 20164 1118 T
TEASBEF T RIREITRPER B RERE 1385k vk TOPVALU
Yasashigohan " 57 i «

Creating the joy of enjoying delicious meals

even for those with food allergies

According to a survey by the Ministry of Education, Culture, Sports, Science and Technol-
ogy, the number of elementary, junior high and high school students with food allergies
exceeds approximately 450,000 people*”. This number is on the rise every year, and it
would be even greater if the number of adults and those with potential allergies were
included, and therefore the demand for allergy-friendly products is also increasing. How-
ever, the variety of allergy-safe products and stores handing them remains limited.

Since allergy labeling became mandatory in 2001, through cooperation with manufactur-
ers and related organizations, Aeon has evolved the labeling for ingredients used in Topvalu
products to make them more comprehensible. In 2016, Aeon launched the Topvalu Yasash-
igohan series free of the seven specified ingredients, in response to customer requests such
as “T want to see more allergy-friendly products.”

The concept of Topvalu Yasashigohan is “Meals that are gentle on the body and can be
enjoyed by the entire family.” The products will be sold in family sizes as well as individual

ik et B R BR SE BA

SSRGS R, W R A/ s eh
EHASTTAZ S, T XA BOREEEE R, AR
FEL R AR R R, BRI A, e
R RR h 5 R oK B - A ik, EEU et
211 R 245 LA R B 24 2R 8 1) I A % L

KIE IO S5 ALII 200 1 4E TR A, (55w RIAR
REBEEE, K TOPVALU (L) "RIRIFA b
TERHRESRR T 551 . 201647, T ki3 8 A i %
I BRI RR SRR TR, AHEHEH T ASBE 7R I
FHEHT TOPVALU Yasashigohan " #5115 il

“TOPVALU Yasashigohan ()8l & &¢" 4% A #fig
I RERECE " B T AN, KHEIEHE TR R,
LA 75 {58 1 dok G B ) 5 JEE s 4 K — o T LY

The same meal for everyone )

Eggsie®E  MilksHp

Wheat/J\%  Peanuts#4 Buckwheat %

Shrimp#F  Crab

are not used. AEH

A F=2

Scene from the TV commercial of Topvalu Yasashigohan. Customers with members with food allergies have said,
“I'was moved to find the Yasashigohan series. My older son with allergies can eat this. | didn't think that we'd all
be able to enjoy spaghetti carbonara together.”
“TOPVALU Yasashigohan™ 3™ & shi— A, KA RYISHMARIAREN: * K3 Yasashigohan K51 & K2
R, ZRE—R, MRYEHAAIL T T SRETIN—REHREET! "
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packs, so that everyone in the family can enjoy the same dish, even if there is a member with
food allergies. Not only are the products free of the specified ingredients, they were devel-
oped with tastes that appeals to both children and adults. For example, the curry roux and
white sauce are made with vegetable paste or rice puree to produce a satisfying, rich flavor.
In addition, the lineup includes sauces that can easily be arranged for use in various dishes
such as gratin and cream croquettes, as well as pasta and sauce sets that can be made by
adding a favorite ingredient. The products respond to the request to “enjoy dishes that you
can add a personal touch to.” Recipes using Yasashigohan products are being distributed at
stores and on the website to propose a wider range of menus.

Quality is also strictly controlled. “Safety and security” of the products are guaranteed by
having the products go through pre-shipment inspections, besides raw material inspection
and production using exclusive tools in a designated remote area to prevent contamination
by the specified ingredients during the production process.

The product development strengths of Aeon as a retailer lie in having a structure to listen
directly to customer voice and reflect them in the product development, and having own
stores nationwide to sell the developed product. The Yasashigohan series makes most use of
these strengths to sell the products at 1,100 Aeon Group stores across Japan so that custom-
ers can purchase them easily.

To bring smiles to more meals, Aeon will continue to listen to customer voice and to

pursue deliciousness backed by “safety and security.”
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“1 Seven ingredients for which labeling is made mandatory by the govern-
ment: shrimp, crab, wheat, buckwheat, eggs, milk, and peanuts. Of
the foods known to cause food allergy symptoms, these ingredients are
specified considering the number and seriousness of cases among
other factors.
oF % K FESE A LR THERALES Y X SIRERRME,

3 b MBHESIR L

ik

“2 Source: Ministry of Education, Culture, Sports, Science and Technol-
ogy “Survey on Health Management in School Life” 2013
thid: SEBRISEE R A R RIEEE 20135

“Topvalu Gurinai” Now Offered in Three Series “TOPVALU Gurinai” Iil =4 #%1% k&

In November 2016, Topvalu Gurinai, the brand that ensures safety and security by delivering products that are healthy and friendly to the environment,
reviewed the concept for its product lineup and restructured its brand. The brand has newly launched three series: Organic, Natural and Free From.

KEEF2016%11 AXSESEMRMARRNER L R0OMM TOPVALU Gurinai® {7~ SIR&i#1T T 0%, ER/EMAME EH HOrganic (F41) . Natural (R#R) . Free From (%

BRMAS AR,

Gurinai Organic
-2 74 Organically grown products that have
v E acquired official organic-certification
“ﬁw IS, FORFAUAENTS FRRRRDAR,
“Free From"
Gurinai Natural line: o
Livestock and marine products that have ents, while maintai
S been produced without using chemically
Y-7.
=224 synthesized drugs in principle

natural g cemsaprna ke piE
& ATEEE
Gurinai Free From 3 Offering 22 items* mainly products
& Products that give consideration to with high purchase frequency such
-2 P4 additives, ingredients and components as bread and potato chips (*As of
wee {~mome  thatcustomers are concerned about Feb. 2017)
IEHRENEERIN, TR RABHE UE . S S TR S AR S
Fri ! :

P22 S (* LE2017 452 B)

Giving consideration to “things that concem us”
while keeping the deliciousness and quality

Ll

has been launched as the new Gurinai series. The product
Son b Se use of 109 ypes of additives and ingredi-
ning the “deliciousness” and “quality.” The products
are being sold in stores across Japan from November 2016.

“Free From" 25KHEA *Gurinai” B E3TRF. 1R/ St 6 1095l
RERINE R AR R A QR LIRS, F20164 11 AE2ES
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Epicurean Delights

Food is what sustains a healthy life and is also culture portraying the

natural features and values of each country.

Where there is delicious food, there are people full of smiles.

nourishment to the body.

RO STAL o 3 FLUH K (AT, e AT 50 o
AT R A G AT K I H A v
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Silky Fowl Soup =#mm

[ Medicinal chicken permitted only among the royalty and dignitary
ERAFES EREZEMNHANS

Under the pure white feathers of a silky fowl, the skin, meat, internal organs, and
bones are all black. Highly valued as a medicinal chicken serving as a source of long
life, it was only used in court cuisine until the Ming dynasty. Today, the richly flavored
soup is also popular as food for beauty because it contains much collagen

SEBEEEPETHRKIA . Al BABRRE, FHKEFZIRHZLMILZE
RE ZHAHRARATEEMNL. S84 MAEAE. RS
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This issue features epicurean delights that bring smiles to the people of
Japan, China and ASEAN (Cambodia), food providing excellent

R U AT Il B2 0 2 BRI, 0 T LA N £ % [ X

Bamboo Shoot Rice m##i

Savoring the vitality of shoots ]
REERHRBHEN

Bamboo shoots have long been a favorite food ingredient in Japan, and they even
appear in the country’s oldest chronicle, “Kojiki (Records of Ancient Matters).” They are
characterized by a firm texture and aroma, and are rich in dietary fiber and nutrients to
help recover from fatigue. The Bamboo Shoot Rice, made by cooking bamboo shoots
and rice with seasoning, is a seasonal dish to announce the coming of spring.

BARSEH LB SFT RENTERMEESUEZNEM . FRHOBNER
AEBE, SHFRNRBARNERTRERSZOMS, HFRRARE—REM LA
TRE, R MFRIR RENERWS HETHIE,

TUARAN

AmOk Amok

Highly nourishing dish for receiving guests ]
ESRS R

Amok is a type of curry that has been passed down since more than 500 years ago. It is an essential

dish for celebrations and family gatherings. Curry made with white-meat fish and coconut milk is

mixed with eggs, steamed and served in a banana leaf. Snake-headed fish, which is low in fat and

high in protein, is generally used for the white-meat fish.
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AEON SUSTAINABLE ACTIVITIES { == g
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Striving for a sustainable society, Aeon continues environmental preservation and social contribution activities with local communi?ies.
HARTHERRS, SHXEREFEE, FHRSSEARAGRIPFALSTIRETN,

e — Social Contributions # £ &k

Aeon Presents Relief Funds to Iwate Prefecture and Hokkaido Affected

by Typhoon in Hopes of Recovery and Reconstruction

In light of the damage caused by heavy rain and strong winds in Typhoon Lionrock that hit in August
2016, Aeon collected donations at Group stores and other business locations, including approximately
300 locations in the Tohoku area and 174 locations in Hokkaido. On October 18, the donations from
the Tohoku area totaling 4,098,096 yen, together with a contribution of 10 million yen from Aeon 1%
Club Foundation, were presented to Iwate Prefecture and the Iwate Prefectural Council of Social Wel-
fare. On November 8, the donations from Hokkaido totaling 3,796,599 yen, together with a contribution
of five million yen from the Foundation, were presented to seven municipalities in Hokkaido that suf-
fered serious damage.

Aeon Presents Relief Funds for Those Affected in the “Central Italy Earthquake”
On November 7, Aeon presented a total amount of 13,460,672 yen to the Italian Embassy in Japan,
which combined donations from customers totaling 8,822,751 yen collected at approximately 670
Group stores and business locations in Japan together with 4,637,921 yen, an amount equivalent to
1% of the sales of approximately 500 items offered in the “Italy Fair.”

“Myanmar School Construction Support Fund”

On November 27, Aeon 1% Club Foundation presented a total of 58 million
yen to ADRA Japan, a specified non-profit organization. The amount is the
sum of customer donations of 6,892,752 yen plus contributions from the
Foundation. In fiscal year 2016, the fund will be utilized for the construction
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of seven schools planned in Yangon City and its vicinities in Myanmar. SR

SRR 7 A ) ceremony of the “Myanmar

School Construction Support Fund”
LR veaie b

Three-year Tree Planting Program Launched in Watari

Town, Miyagi Prefecture, and Taketa City, Oita Prefecture

On October 1, AEON Environmental Foundation conducted the “Watari Town, Miyagi Prefecture, Tree Plant-
ing” to plant 13,000 saplings including those whose seeds were produced and nurtured in Watari Town after
the earthquake in 2011. On November 12, the Foundation also planted 7,400 saplings in Taketa City, Oita
Prefecture. These are both a part of a three-year program conducted together with volunteers, aimed at
helping to pass on the abundant nature and to restore forests.

Individuals Awarded “The Fourth Midori Prize for Biodiversity”

for Efforts in Environmental Activities

AEON Environmental Foundation and the Secretariat of the Convention on Biological Diversity
(Canada) have selected three winners for “The Fourth Midori Prize for Biodiversity.” The winners were
Dr. Alfonso Aguirre-Mufioz (Mexico), Dr. Yury Darman (Russia), and Dr. Vandana Shiva (India). The
award recognizes individuals working on activities to promote preservation and sustainable utilization
of biodiversity. The award ceremony was held on December 2 in Mexico, followed by the winner’s
forum held in Tokyo on the 7th of the same month.
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ds and Foster the Power of Hometown “Nigiwai Tohoku”
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Aeon is conducting a variety of initiatives in partnership with people across Japan and around the world,
from the Tohoku region as the starting point, to work toward a future filled with smiles.

FKEERT BIBFHRRIARR, MFIHR RS, SAASH, HREENARRTART SFEH)

Sales Launch of Oysters and Pole-and-line-caught Bonito with Global Certifications
Aeon has launched the sales of oysters from Minamisanriku Town of Miyagi Prefecture with ASC certifica-
tion for seafood farmed with reduced environmental load and a sustainable method, at 65 stores in the
Tohoku and Kanto areas starting on October 12. Aeon also launched the sales of bonito with the first MSC
certification in Tohoku for having established a sustainable fishing method and a traceability system, at
approximately 1,000 Group stores starting on November 4.
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Aeon Receives the “University of Tokyo Shokumon
Award” Recognizing its Support and Achievements
in the Clinical Plant Science Field

Aeon Co., Ltd. and Aeon 1% Club Foundation received the Uni-
versity of Tokyo Shokumon Award 2016. Aeon was recognized for
its long-term support and efforts such as the contribution for the
first time by a retailer of a total of 90 million yen to the Clinical
Plant Science Course of the Graduate School of Agriculture and
Life Sciences of the Umverswty of Tokyo Aeon will continue to aim
dis 3, and improve

P

productivity and quality ¢ I agricu
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Award ceremony held at the University of Tokyo

Aeon Fantasy (China) Co., Ltd.
Receives the “Innovation Award”

Aeon Fantasy (China) Co., Ltd. received the Innovation Award
for Customer Experience Innovation at the award ceremony
hosted by the China Chain Store & Franchise Association held in
Suzhou, China. The company has introduced a membership
app system linked to a prepaid card at all stores in China, and
the number of members has reached 540,000. The award rec-
how sales via the app excesded 100 million yuan
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Membership app system introduced in China
ZERESI#T APPR ARG
-

Implementing Initiatives in “Community Ecosystem”
Toward the Devel of the C ity

p

As part of the “Health & Wellness: Build richer physical and
emotional lifestyles” of the Community Ecosystem initiative
promoted by Aeon, the operation of a “mobile sales van” began
in the Kotehashidai district of Hanamigawa-ku, Chiba City, Chiba
Prefecture. At the same time, Aeon Retail Co., Ltd. and the
Chiba Kita Police Station slgned the “Agreement on Securing

ARMERHSRM FRT RESHFESE MR
<EE M HRE 4 “EY R L il AR
AETFHEFHBIER) I Kkotehashi &R FAT “Bah
HEF"MIE4T, 5. AEON Retail Co., Ltd. FIFH it ERBRLE
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Signing ceremony of “Agreement on

Securing the Safety of the Community”
A FHREEWER

Eﬁ§f']1rﬁ A B A RAE RS

Eﬁtﬂ! ﬂJ'l;'-Mi!z‘ﬂ

Selling food and daily necessities in the “mobile sales van”

“Aeon Black Friday”
Promoting an American Annual Event

Aeon held the Aeon Black Friday promotion from November 25 to 27 at
140 shopping malls and 20,500 stores throughout Japan. The fourth
Friday of November is an annual event in the U.S. called “Black Friday,”
as it is the day with the highest sales in the year. Aeon was the first
retailer to roll out a large-scale “Black Friday” promotion in Japan. The
mall interiors were decorated in “black” associated with the promot\on
and Group cormpanias offered products ang =

ﬁ“lﬂﬂﬁ"ﬁﬂ MIM{BMM i!ﬂ

WEMT . BN REEMT(Black Friday)” 555
SR, KA ARSI R R TRS .

Interior decoration in “black” associated with the promotion
EERREL RE" SR

Agon's e-money
“WAON" (Newly issued cards)
FERBTRT WAON"F (REF)

Cumulative number of cards issued ~ Rit&THE

Approx.6:2 . 8miltion

(As of end Dec_ 2016)
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Doctor car for rescuing pets in an emergency
ZERIEEBYNAKE

Industry’s First Joint Development of a Doctor Car to
Provide Support for Pets Affected hy Disaster

Aeon Pet Co.,Ltd. together with Renault Japon Co., Ltd. has
developed a doctor car to conduct medical treatment and
rescue activities for pets affected by disaster. The car was
unveiled at Aeon Mall Makuhari New City in Chiba Prefec-
ture. In time of disaster, veterinarians, veterinary nurses, and
fhe car to check the
and administer first

nous drip

WHHR, HTMRR B TR T R

MEGH RET CO. LTO BRENAULT JAPON CO. LTD. X T 2R
FIGEST - BAERMRRE, K RRRIGRER O (TR 15
=2 G At AEBHRA L, A RREO BV
RBRR AT, FTRBERRIEN

15 /EONMagazine 2017 March Vol 56

Volunteer Malaysia Awards 2016 award ceremony
“VOLUNTEER MALAYSIA AWARDS 2016" FE93 XX

Aeon Malaysia’s Tree Planting Receives Award for
Excell in a Vol Ci i System

Aeon Co. (M) Bhd. received the award for excellence in the pri-
vate sector category in the Volunteer Malaysia Awards, the first
volunteer commendation system in Malaysia founded with the
support of Prime Minister Najib Razak. The company was recog-
nized for its contr\but\on to raise environmental awareness
among the people of a [hrough the Aeon Hometown
Forests Program, th: anting activity that has continued
since 1991. Aeon h < 5 cumulative total of more than
510,000 trees in Melz
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Award ceremony for the Medal with Dark Blue Ribbon held at the Mie
Prefectural Office. From left: Shunji Mochizuki, Managing Executive Officer
of Maxvalu Chubu Co., Ltd.; Eikei Suzuki, Governor of Mie Prefecture;
Yoshiki Mori, Deputy President and COO of Aeon Co., Ltd.; Haruyoshi Tsuii,
Senior Managing Executive Officer of Aeon Retail Co., Ltd.

FE= WAL HSRL TR, % Maxalu Chubu Co, Ltd
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‘ From left:
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Aeon Recognized for Public Interest Activities and
Receives the Medal with Dark Blue Ribbon
in Mie Prefecture

Eight Aeon Group companies* operating business in Mie Prefec-
ture donated a total of 50 million yen to support the Mie Citizens
Council for the Ise-Shima Summit. This support to ensure the
success of the Ise-Shima Summit was highly evaluated and led to
receiving the Medal with Dark Blue Ribbon. In addition to the

ZEARKW BT H#it50007 BT, ARFEE F§W§AEXUJ$7}F)F
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* Aeon Co., Lid., Aeon Bank, Ltd., Aeon Credit Service Co., Ltd., Aeon Delight Co., Ltd.,
Aeon Mall Co., Ltd. Aeon Retail Co., Ltd., Maxvalu Chubu Co., Ltd., Ministop Co., Ltd.

Issued on October 16, Tokuyama Zoo WAON

Issued on October 20, Saitama City Everybody Healthy WAON
Issued on November 1, Kahoku Nyaon WAON

Issued on November 3, Sakurajima Kinkowan Geopark WAON
Issued on November 30, Nishinomiya WAON

Issued on December 16, Meguro WAON

Issued on December 16, Nagareyama Nagapon WAON
Issued on December 27, Higashiosaka Hanazono WAON

a0
O

“ELEHYEWAON" +

“Kahoku nyaon WAON" &

11A308%4 “BEEWAON"F
12A168%47 “HRWAON"F
12A16H%%7 “¥WNagapon WAON" &

Tenth “Aeon Yumemirai '
(Dreams for the Future) Nursery School” @
Opens in Japan

Aeon Yumemirai (Dreams for the Future) Nursery Schools are
employer-provided daycare facilities at Aeon, which aim to
ensure a smooth return to work after employees give birth and
to support the active work of employees raising children. The
10th nurserv schoo\ opened at Aeon Mall Mitouchihara in

Ibara [eop\e in
the £r m Aeonis
WCH! a daycare
faciity
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[Pure holding company]
AEON CO., LTD.

[General Merchandise Store Business]
AEON Retail Co., Ltd.

AEON Hokkaido Corporation
SUNDAY CO., LTD.

AEON KYUSHU CO., LTD.
AEON SUPERCENTER Co., Ltd.
AEONBIKE CO.,LTD.

AEON Bakery Co., Ltd.

AEON LIQUOR CO.,LTD.

AEON RYUKYU CO.,LTD.

MS Seika Center CO., LTD
Shimizu Shoji Co., Ltd.
SHIMIZU STAFF CO., LTD.
SHIMIZU HAISO CO., LTD.
TOPVALU COLLECTION CO., LTD.
Bon Belta Co., Ltd.

O U-any CO., LTD.

[Supermarket & Discount Store Business]
United Super Markets Holdings Inc.
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 Belc CO.,LTD.

O WonderCorporation Co.,Ltd.
A - Colle CO., LTD.
ALTY FOODS Co.,Ltd.
AEON BIG CO., LTD.
AEON MARKET CO., LTD.
OrangeFoodCourt, Inc
The Kagoshima Sunrise Farm Inc.
KASUMI CO.,LTD.
KASUMI GREEN CO.,LTD.
KYOEI AUTOMALL AND INSURANCE CO.,LTD.
KOHYO CO., LTD.
SANYO MARUNAKA CO.,LTD.
Food Quality Control Center, Co., Ltd.
The Daiei, Inc.
Daiei SpaceCreate Co., Ltd
NAKAGO Co., Ltd.
BIG-A CO.,LTD.
Bonte, Inc.
MAXVALU KANTO CO., LTD.
MAXVALU NAGANO CO., LTD.
MAXVALU HOKURIKU CO., LTD.
MAXVALU MINAMI TOHOKU CO., LTD.
The Maruetsu,Inc.
Maruetsu-Development Co., Ltd.
Maruetsu Fresh Foods Co., Ltd.
marunaka CO.,LTD.
Marno Co., Ltd.
Red Cabbage Co., Ltd.
THE LOBELIA, Inc.
ROSE CORPORATION 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 Seibu Co.,Ltd.

O TENDAI CO., LTD.

O Japan Education Center for Future Retailing, Inc.

[Small-sized Store Business]
MINISTOP CO., LTD.
AEON SAVEUR Co., Ltd.
ORIGIN TOSHU CO., LTD.
Network Service Co., Ltd.
My Basket CO.,LTD
MINISTOP KOREA CO., LTD.
MINISTOP VIETNAM COMPANY LIMITED
QINGDAO MINISTOP CO.,LTD.
(O ROBINSONS CONVENIENCE STORES, INC.
[Drugstore & Pharmacy Business]
WELCIA HOLDINGS CO., LTD.
O Medical Ikkou Co., Ltd.
@ TSURUHA HOLDINGS Inc.
@ KUSURI NO AOKI CO., LTD.
WELCIA KAIGO SERVICE Co., Ltd.
WELCIA YAKKYOKU Co., Ltd.
SHIMIZU YAKUHIN CO.,LTD.
B.B.ON 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 Leasing Co.,Ltd.
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 SPECIALIZED BANK (CAMBODIA) PUBLIC LIMITED COMPANY

AEON MICROFINANCE (MYANMAR) CO.,LTD.

ATS Rabbit Special Purpose Vehicle Company Limited

PT.AEON CREDIT SERVICE INDONESIA

AEON MICROFINANCE (SHENYANG) CO., LTD.

AEON MICRO FINANCE (SHENZHEN) 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.
[Shopping Center Development Business]

AEON Mall Co., Ltd.

AEON TOWN Co.,Ltd.

AEON MALL KIDSDREAM INC.

AEON REAL ESTATE INFORMATION Co.Ltd.

OPA CO.,LTD.

AEON MALL HIMLAM CO., LTD.

AEON MALL VIETNAM CO., LTD.

AEON MALL (CAMBODIA) CO., LTD.

AEON MALL (NANTONG) BUSINESS MANAGEMENT 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 MANAGEMENT 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 (SANHE) BUSINESS MANAGEMENT CO.,LTD.
AEON MALL (SUZHOU) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (TIANJIN) BUSINESS CO., LTD.
AEON MALL (YANTAI) BUSINESS MANAGEMENT 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.
[Services & Specialty Store Business]
{Service Business)
AEON DELIGHT CO., LTD.
AEON Fantasy Co., Ltd.
ZWEI 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 LIFE CO.,LTD.
Ato Z Service Co., Ltd.
KAJITAKU Co., Ltd.
Kankyouseibi Co., Ltd.
Kantouengineering CO., LTD.
General Services, Inc.
DO SERVICE CO., LTD.
Hakuseisha CO.,LTD.
Reform Studio Co., Ltd.
A-LIFE SUPPORT Co.,Ltd.
FMS Solution Co.,Ltd.
AEON DELIGHT (MALAYSIA) SDN.BHD.
AEON DELIGHT (VIETNAM) CO., LTD.
AEON Fantasy Group Philippines,INC.

£l —1
G RO U P CO M PAN I ES % -IL !lk — Listed Companies are shown in bold print OFEquity-method Affiliates  @Affiliated Companies

AEON Fantasy Holdings (Thailand) Co.,Ltd.
AEON FANTASY (MALAYSIA) SDN.BHD.
AEON Fantasy (Thailand) Co.,Ltd.
J-Horizons Travel (M) Services Sdn. Bhd.
PT AEON FANTASY INDONESIA
Suzhou City Gaoyong Comprehensive Facility Management Service Co., Ltd.
Suzhou Rifu Elevator Engineering Equipment Co.,Ltd.
SUZHOU SHANGPIN Washing Service Co.,Ltd.
SUZHOU ALLIANCE PROPERTY MANAGEMENT CO.,LTD.
AEON Fantasy(China)Co., Ltd.
AEON EAHEART RESTAURANT (QINGDAO) CO., LTD
AEON DELIGHT (Jiangsu) Comprehensive Facility Management Service Co., Ltd
AEON DELIGHT(CHINA)CO.,LTD.
Aeon Delight Teda(Tianjin) Comprehensive Facility Management Service Co.,Ltd.
Wuhan Xiaozhu Comprehensive Facility Management Service 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.
R.0.U CO., LTD.
BLUE GRASS(SHANGHAI)CO., LTD.
LAURA ASHLEY ASIA CO., LIMITED
NUSTEP (BEIJING) TRADE CO., LTD.
TAIWAN LAURA ASHLEY CO., LTD.
Talbots China CO., Ltd
PET CITY (BEIJING) CO., LTD.
[Digital Business]
AEON.com Co., Ltd.
[International Business]
{Chinay
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 (HUBEI CO., LTD.
BEIJING AEON CO., LTD.
(ASEAN)
AEON ASIA SDN. BHD.
AEON CO. (M) BHD.
AEON BIG (M) SDN. BHD.
AEON INDEX LIVING SDN. BHD.
AEON ORANGE COMPANY LIMITED
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
[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 TOPVALU CO., LTD.
AEON FOOD SUPPLY Co., Ltd.
AEON MARKETING CO., LTD.
Cordon Vert CO., LTD.
Research Institute For Quality Living Co., Ltd.
Bio ¢’ Bon Japon
AEON GLOBAL SCM SDN.BHD.
AEON TOPVALU MALAYSIA SDN.BHD.
AEON TOPVALU (HONG KONG) CO., LIMITED
AEON TOPVALU (THAILAND) CO.,LTD.
AEON TOPVALU VIETNAM COMPANY LIMITED
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 November 2016



