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Various Shopping Scenes  Portrait #4 EyE R s

Lucky Shopping Experience FEE PRI LR48%R
Since I hadn’t been getting enough exercise lately, I decided to take up golfing N T RBRIBENANRE , TR TG L AR HITH R R
for the first time in a long while. The golf club that I used when I was younger no Koo (SRR IR BRFTAS I8, PR Hi &SRBk
longer felt right, so I decided to go buy a new one. I was surprised to find a mall FF o WE TR AR 0 B B % 20, kTR
specializing in sports at the newly built shopping mall. ZH o
As T was comparing a few clubs and was ready to call a sales assistant, a B TIUAERFT, S0 GYmFi, (b AR
stranger came up to me and said, “That club will help you improve your drive.” FEATHOE, L3 - XA BRFF Al AT By 7 . el
The man with a happy smile on his face turned out to be another customer at the AR ERT — RE LRI o ST ERET, 21 %
store. He told me how he tried the club before deciding to buy it. According to MV BB 0% 7 SR o
him, a store staff with expert knowledge is available to offer support and advice. Feil 7 FTER, nEt R BE A EC, S
In fact, I was able to feel whether the club was right for me by hitting with it TRFEECIERE . FURRITOLT , AanT LR 004 o
and to buy one that I really liked. Just to have a chance to try the clubs was a F XA SATHFAI & 2Rl RS, PR,
refreshing experience for me. A R EATER? " B PIREET DARAT SO T
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1 thanked the man for giving me the tips and found the courage to ask him if (T MR TR, R0 A R RE o B8 F R
he wanted to join me sometime at the driving range. I had found a new .
golfing friend in addition to being able to try golf clubs at the store, and I il l

left there feeling quite lucky.

Creating Markets
with “Live” Features

While people’s values are diversifying along with the changes of the times,
the product and service options are becoming infinitely greater.

In this environment, the key to business success is how much companies
can offer consumers new value. Aeon defines one means to do this as

Tllustration by SACHIKO IKOMA
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contents

offering “live” experiences, in other words real, in-person experiences.
Aeon opened its flagship Aeon Mall Makuhari New City (Chiba
Prefecture, Japan) on December 20, 2013. This issue looks at the many
facets of Aeon's new initiatives with the potential to create markets that
did not exist before.

“BLIR” R 2#T i . '

B AR A, AATTAC) 11 00 52 B0 2 AR B, o et T 55 1 T o 2t 7
TERRA A e o EIXFEM I PR SE L, QA Ay v 2 5 Bk 42 R LB Do T i i
HUE A9 5 B o KICESS S 2056 B ™ (A A BI04 5600102 57 f SR
Zz—, F2013412H20 EIT'J‘;EI7!:*“I‘%%%ﬁﬁl‘{_&\ﬁi’in’F?\J‘.-Bﬁﬁﬂfﬁﬂ@ﬂ!@%q:
o AIERIX — G HT AR AT O 45 Q11 il 7 ACE T AR T 21 T Bt T A o ARSI, FATTIE

01 | Various Shopping Scenes
W E R

02 Special Feature 14
Creating Markets with “Live” Features
BRI TR T .
mterview  Creating New Values Through Exchange
Junzo Ishii President of University of Marketing and Distribution Sciences

8 i 4t ik % 7 A £ The illustrator’s signature style uses vivid colors and flowing,

GHTM REREAERK unconstrained lines. Depicting images of a next-generation

. shopping mall bustling with activity in multi-layered expression.
Introduction  New Proposals to Meet the Needs YA ENER N AR AR EEDRTO R
AISRAR, AEERARAT F— I

]

of Diversifying Values and Lifestyles

#
LA AU 2 5 75 50 % R L0 4 97 013 s

Live Shifting Shopping Malls from Consumption to Experience Published on February 28, 2014 LR K IER PR Z 1 .
Experience  ;pyp " WS 28 5 2 g 0575 by the Corporate Communications Dept. of Aeon Co., Ltd.
It AP & A 1:6-1, Nakase, Minama-ku, Chiba-shi, Chiba, 261-8515, Japan
Creation Creation from New Networks and Communities Tel (+81)43-212-6061
AL 22 19 44 R 0 HE 3 4 97 6 50 Viebsite: o acon.nfol
L. . RETEM: 201442528 F
Future Aiming to Be a Shopping Mall BB KERARH OV ERS
. . . BBE261-8515 FHHRTFHHEER i#f1-5-1
Befitting an International City I (+81)43.212-6061
5 6 R F 6 [ B 8 11 T % i W Py oo AAEIRALL: hitp:fiwww aeon. infol
12 Lifestyle Elegance Acon magazine is published by Aeon Co., Lid

Aeon is also the name of a corporate group. Opinions expressed
in Aeon magazine are not necessarily those of the publisher.
i HKEE Aeon (3K Eit

3 HA—EREALINE

A 2 e

13 Over 10 Million Trees Planted

Tree Planting Together with Customers Now and in the Future
550 135 T RO R 1,000 75 R

4 J5 4K B0 TR R 4 BT

14 Aeon Sustainable Activities

PR 5tk 2 sk 3

15 Group News

Q
Eeibi] P.::)'(m

17 i responalble sources VEGETABLE
Gro/u e Cgmpa.mes m(;, FSC® C022794 ©IL INK
A Gl —

1 /EON Magazine 2014 February Vol.44



Interview

Creating New Values Through Exchange

While the modern times are overflowing with goods and information and what we need is readily
available, it is also an era in which sustained corporate growth becomes difficult if companies

are not able to offer what consumers truly seek.
What should companies do in order to survive these times?

Here to provide insight is Junzo Ishii, President of University of Marketing and Distribution
Sciences, an academic in the marketing field known for practical research on businesses.
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What We Need Now Is

Exchange Between Companies and Consumers

The transition in the distribution industry can be divided into three periods. The first
is the mass distribution period. As represented by general merchandise stores, the
retailers secured land to build multiple outlets and generated profit by reducing cost
through advantage of scale. In other words, growth in this period was achieved by
owning and leveraging a considerable amount of resources. The second period is
characterized by multi-frequency and small-lot delivery with high accuracy. Market
research with trial sales of a wide variety of products in small quantities was conducted
to identify customer trends and needs, and then a system was built to supply the
market with only products that would sell in necessary quantities. At the time, I
believed there couldn’t be a better business model than this. However, we are now in
the third period when that model alone is becoming insufficient. These modern times
with a mature economy and abundance of products and information make it hard to
identify consumer needs, and it is a period of “sociality” in which relationships with
others built through exchange, communication and empathy become important.

What companies need to do in order to survive is to put latent needs or “what
does not yet exist” into tangible form by using originality and ingenuity, and to
provide new values.

This is where our approach toward communication becomes important. Let us look
at this through a conversation between a mother and daughter. The mother is coming
down with a cold and asks her daughter, “Could you go buy me some cold medicine?”
Would the daughter just go and buy the medicine and hand it to her? She would
probably ask, “Are you all right? Do you want to see a doctor?” The mother may have
just wanted some medicine, but the communication between the two may result in
actually going to the hospital. Communication is not about simple mutual understand-
ing by conveying what you think to the other person and getting the response that you
expect. It’s about showing consideration for the other person and changing your
remarks or behavior according to the feedback, which leads to creating a new reality.

When we share information with each other in communication and change accord-
ing to the situation, a new reality is created, and both sides continue to change accord-
ing to this new reality. In marketing, this is called “Creative Adaptation.” This “Creative
Adaptation” is also required in relationships between companies and consumers. This
so-called unexpected reality created by communication is what inspires us to create
“what does not yet exist.”

Empathy Connecting Local Community and Companies

I feel that good communication is being created at the retail stores recently. This is
because a barrier due to difference of positions, which used to exist between store
employees and consumers, is starting to disappear. The local housewives working at the

store can no doubt reflect the customer’s sense in product development and selection,

which develops empathy, and they gradually iate th Ives in the cc
This is how I see the retail business based on sociality should be.
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The unexpected reality created by communication is

what inspires us to overcome the “present”
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I have the impression that Aeon is a company that excels in community building
and creating stores that empathize with the local community. Aeon does not simply
build a store and sell products. When developing business in a new country, Aeon is
highly conscious about respecting the local culture and becoming a part of the com-
munity. This stance is also reflected in initiatives such as tree planting and educational
support. The ability to always stay close to the community and consumers is Aeon’s
greatest strength.

This stance may appear to be an indirect path in business. However, I believe it is

what is required of companies to survive the times.
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To be a place where each customer can find new fascinations

In December 2013, Aeon’s flagship Aeon Mall Makuhari New City opened in
Chiba City, Chiba Prefecture. It comprises four “lifestyle malls,” namely the Grand,
Family, Active, and Pet Malls, which all share the concept of “A place where you
find new fascinations.” As the first effort by Aeon to promote omni-channel retail-
ing, this next-generation shopping mall focuses on in-person experiences and uti-
lizes events and the Internet. Its key words are “experiences, products and the
Internet—Aeon omni-channel retailing.”

The shopping mall is home to many new types of shops and facilities opened by
various companies offering experiences as well as those from overseas that are the
first to open in Japan. The Aeon Makuhari New City general merchandise store, an
anchor store of the shopping mall, is also developing several new initiatives includ-
ing omni-channel retailing, by proposing an Aeon Style Store on all floors for food,
clothing and the home.

How did this type of shopping mall come to be? The main target generation
when Aeon was actively pursuing shopping mall development around 2000 has
reached its 40s and 50s, the peak of child-rearing is almost behind them and they

Introduction
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New Proposals to Meet the Needs
of Diversifying Values and Lifestyles

Aeon has operated its shopping mall business for about 40 years. During this time, people’s lifestyles
and views on consumption have undergone large changes. People now spend more time and
money than before to satisfy their interests and preferences instead of simply purchasing essential

commodities. In this era, what values do people seek in their shopping mall?
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are looking ahead to having more leisure time. Moreover, their parents’ generation
is called the “G.G,”™ who lead active and diverse lifestyles that do not fit with the
conventional image of senior citizens.

As this mature generation ages and transitions to a new life stage, its values and
needs are also changing. The Grand Mall was created to meet the needs of these
adults. Meanwhile, the Family Mall is packed with options to entertain children as
well as adults. The Pet Mall covers all pet needs from product sales to medical care,
while the Active Mall was created for sports and exercise enthusiasts. In this way,
Aeon Mall Makuhari New City was created to fully satisfy the needs of customers

o

with di interests and pr

Aiming to offer a one-and-only shopping mall experience

Aeon Mall Co., Ltd., a developer specialized in shopping malls, has played a central
role in development and operation of Aeon Mall Makuhari New City. In developing
this flagship Aeon mall, the company’s outlet marketing staff were involved from the
shopping mall’s design stage in efforts to create appealing shopping mall spaces. Each
of the malls has been created with next-generation entertainment zones and adult
hobby zones. Aeon Mall Co., Ltd. and mall tenants have worked together and tenants
have also actively collaborated among themselves to create enriched spaces. For
example, Tsutaya Book Store, JTB Travelgate, Shimamura Music and Starbucks
Coffee are among the tenants that cooperated to offer a space to satisfy the needs of
customers who like to travel. This is an attempt to create a new market by attracting
people who have a specific purpose in mind.

In addition, the Makuhari Messe c plex and QVC Marine Field
baseball stadium are located in the Makuhari New City area, and the area has the
potential to attract people from Japan as well as overseas. The shopping mall will
cooperate with these nearby facilities aiming to contribute to community revitaliza-
tion by improving the appeal of both the shopping mall and the surrounding area as
well as enhancing their ease of getting around the area.

Through these numerous endeavors, Aeon is developing shopping malls that are
one step ahead of the times.

“G.G (Grand Generation): “Grand” has the meaning of “topmost,” so the Grand Generation concept views the senior
generation as belonging to the topmost generation in life.
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Live Experience

Shifting Shopping Malls from

Consumption to Experience

Nowadays people do not just go to shopping malls for the purpose of shopping.

They want to spend an enjoyable time and discover something new. To meet these expectations,
Aeon Mall Makuhari New City offers real, “live” experiences only available at the mall.
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A “live” feel that can only be experienced then and there

Among the 360 specialty stores at Aeon Mall Makuhari New City, approximately
one-third of them are experiential based. They offer experiences with a “live” feel
that can only be found then and there.

Live Kitchen, the food court targeting adults in the Grand Mall, is one such
place. Many restaurants are spread out with a glass-walled kitchen, some like
islands, in an area with a seating capacity of 1,500. Customers can watch their food
being prepared up close, with the flames, steam and aromas wafting from the
kitchen turning the wait for a meal into fun and excitement. The food court also
serves alcoholic beverages, and customers can enjoy a meal and a drink in a relax-
ing and fun atmosphere.

One attraction popular with children is the kids’ zone “Miraiya-no-Mori” pro-
duced by the Group’s operator of bookstore specialty stores, Miraiya Shoten Co.,
Ltd. Miraiya Shoten has created a
space inside the bookstore where chil-
dren can play with educational toys

and draw and color while parents and

ents can enjoy hing their
little ones absorbed in play. The
Family Mall features plenty of options
for families with children to have fun.
Operated by Kandu Japan Inc., the
first Kandu to open in Japan is a theme
park that allows children to try out

various jobs. It also has a restaurant
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o D |
Children's play kitchen at “Miraiya-no-Mori”

“RREZM ) LER R “Sports Authority” FIERFTFIRFTX.

located inside and gives the adults accompanying children opportunities to have
fun. Children can grill their own rice crackers at Bakauke Circus by Kuriyama
Beika Co., Ltd., and make their own pizza at Pizzaland Tokyo. The interactive
entertainment museum Toei Hero World features beloved costumes and props used
in Toei Co., Ltd. productions and attractions that let visitors become special effects
heroes. These facilities are sure to play a part in making family memories on special
days.

The Active Mall is one of Japan’s largest interactive sports malls. Customers can
take bicycles on test rides and try swinging baseball bats and golf clubs while getting
advice from the highly knowledgeable sales staff and former professional athletes
who are always available on site, leading to increased shopping satisfaction. The
mall also features sports facilities such as a futsal court, an all-weather indoor tennis
court and a bouldering studio. A “runners’ station”(with lockers and showers) has
also been installed for people who use the running course set up around the perim-
eter of the mall. The Active Mall allows customers who come here to try out and

buy products as well as have fun playing an actual sport.

Rest and relaxation while shopping
Aeon Mall Makuhari New City also has a focus on offering rest and relaxation.

The Green Walk promenade set up next to the Grand Mall allows visitors to take
leisurely strolls and enjoy the greenery and views of the ocean from the Makuhari
New City area. Meanwhile, children can have fun at Sky Park, a rooftop park on top
of the Family Mall. The mall is developing an environment that can attract visitors to
stores and allow them to spend time there in a number of ways even if the purpose of

their visit is not shopping.

Golf club try out corner at Sports Authority

Kids' ring at Sky Park
“Sky Park” /Nl
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The dynamic sight of food being prepared at the Live
Kitchen stimulates all five senses
“Live Kitchen" & 71 SO LA AR B RENA T

Voice Feedback from Aeon Mall Makuhari R T B RE AT 40
New City customers % 2 &

* The bookstore with lots of places to play was fun. (Child) o HERARSEHULIHTT, L. CIIR)
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here without getting bored. HT
* The mall is spacious but all the stores I want to go to are here so it’s really easy N .
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Getting a recipe with the Aeon shopping app Snap! Info Shopping comfortably with the Touch & Get service
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Creation

Creation from New Networks

and Communities

Aeon Mall Makuhari New City is advancing omni-channel retailing mainly through the Aeon Makuhari New City
general merchandise store. Aeon aims to create new communities and networks among the people visiting this area

by increasing integration between brick-and-mortar stores and online media.
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Aeon omni-channel retailing through integration of
experience, products and the Internet

While further enhancing the level of service at brick-and-mortar stores where cus-
tomers and staff interact face-to-face, Aeon is mobilizing information and commu-
nications technology (ICT). Aeon is taking steps to realize omni-channel retailing,
including beginning to offer new shopping experiences and services through link-
ages between stores and online media. The Aeon Makuhari New City store, an
anchor of the shopping mall offers people visiting the store new discoveries and
delights through integration of experiences, products and the Internet around the
theme of “A place to enjoy all that Aeon has to offer.”

Aeon’s vision of omni-channel retailing is the seamless connection of brick-and-
mortar stores and online media to increase the opportunities (channels) for many cus-
tomers to have contact with Aeon’s various products and services.

For example, the “Touch & Get” service available on tablet devices placed in the store
allows customers to order products not stocked on store shelves. The products can be
delivered to the store or the customer’s address. Customers are able to enjoy shopping

Tudi ted

based on information obtained from the Internet, i

popular and
items that display on the tablet devices, while also receiving advice directly from shop
sales staff. This service is currently available in the Housing and Recreational, Baby, and
Liquor departments with plans to expand it to approximately 500 Aeon general merchan-
dise stores while increasing the available offerings. In addition, Aeon also expects to make
products available for pickup from the Group’s Maxvalu food supermarkets, My Basket
small-scale urban supermarkets and Ministop convenience stores.

The Snap! Info Service in the Aeon shopping app displays handy recipes when
shopping just by users placing their smartphones over POP and other items. By

adding services in the future such as a message service for special deals connected
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Providing venues for real experiences and interaction among people
coming to the mall

DR ATHRGHAE 5 25/

SPECIAL FEATURE  Creating Markets with “Live” Features

to the online supermarket and a parking lot search service, this app will offer even

more value and convenience.

Aeon’s omni-channel retailing through integration of experiences, products and the
Internet will continue to evolve while leveraging the unique strengths that Aeon pos-
sesses with its brick-and-mortar stores.

New networks created by people getting together

to revitalize the community

Aeon Mall Makuhari New City offers a full range of entertainment options. In addi-
tion to movies, Aeon Entertainment Co., Ltd., the operator of Aeon Cinema, also
actively holds events such as live viewings of sports events and concerts that allow
audiences to share in the excitement as it unfolds. The Yoshimoto Makuhari Aeon
Mall Theater by Yoshimoto Kogyo Co., Ltd. holds comedy shows, music concerts
and events related to TV programs. In conjunction with the shopping mall’s con-
cept of offering experiences not available anywhere else, the mall also runs culture
school where celebrities, comedians and actors become the course teachers on a
regular basis.

In addition to the people who gather together for these experiential events, run-
ners who use the nearby Makuhari Inage Seaside Running Course as well as members
of the sports club located within the shopping mall also have opportunities to connect
in real time and space, enabling the formation of new communities and networks.

Moreover, ongoing connections among people who come to the area are pro-
duced by creating exciting events such as outdoor festivals and fireworks shows in
cooperation with nearby facilities including Makuhari Messe. While meeting the
needs of these people, the shopping mall will continue to evolve and grow with

the community.
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Voice Revitalization of the Makuhari New City il

area through partnerships

e
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The City of Chiba opened the Makuhari New City . N R .
Affairs Office in April 2013 and is actively revitaliz- #, SRR IR L

ing the area. With the opening of the Aeon Mall 1 o LA SKIE R R AR KT A " Tl

Mizuho Matsuyama
Director of the Comprehensive Policy
Department, Comprehensive Policy
Bureau, City of Chiba

Makuhari New City and cooperation from Aeon, we B, Tl T3R5 T KIERIA 12EE, SA
have introduced the “Macle” community bicycle-
sharing program and constructed a running course.

We look forward to receiving continued cooperation B I o oA RSO L T LN

T+ BT ARG Macle "8 T

FALLIEE and proposals from Aeon in the future to make this HBRAEHAPITE FIBRIX , FRAT 17 B Rk

FHiGAERBE AR

area more enjoyable for not only the citizens of our PRI KR A ) SRR 2RSS
city, but also visitors coming to the area.
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The curved divider is based on the motif of the Taiji
figure symbolizing the positive and the negative

FRPAMIAREDFOBAE |
Aiming to Be a Shopping Mall R
Befitting an International City cina #

More tourists from overseas are expected to visit the Makuhari New City area. Aeon Mall Makuhari New City Yin-yang pots for cooking .hotpal
has been designed to meet the various needs of visitors from overseas who have differing cultures and customs. have long been a popular |tt.am
The shopping mall is also promoting various efforts that will encourage sending Japanese information and culture overseas. Besides standard round pols, the yin-yang pot with a

divider is often used to cook hot pot.
B O G IR AR TR R P b

Future

The shape that allows you to enjoy two types of
broth at the same time reflects the thought that all
things are either the positive or the negative.
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From the international city of Makuhari New City to

countries overseas

Makuhari New City is ideally situated within 40 to 50 minutes of both Haneda and
Narita international airports by car. The number of visitors from overseas including
tour groups is expected to increase in the future. Accommodations in the area have
begun plans to increase their number of rooms, and the area as a whole is laying the
groundwork to offer enhanced services and accessibility for tourists. Aeon Mall
Makuhari New City offers a fully furnished prayer room for customers who need a
space to pray. Going forward, it will continue to enhance its services of diverse cul-
tures and religions.

Meanwhile, Aeon is also undertaking a new initiative with an eye to expansion
not only in the Japanese market but also in the growing Asian market by companies
with stores in the shopping mall. Namely, this is the “Japan Pop Jungle,” an area
within the Grand Mall that features a group of stores with the theme of “Cool
Japan.” Japanese pop culture including anime and video games receives a lot of
attention overseas. After establishing their business style here, some of these com-
panies are destined to open stores in shopping malls in China and ASEAN countries
in the near future. This initiative by Aeon is an attempt to send Japan’s unique cul-

ture and businesses overseas in a form that offers more appeal.

Evolving experiential-style shopping malls
in harmony with the local characteristics
Aeon Mall Makuhari New City is a next-generation shopping mall bringing together
these new initiatives, but its development is still a work in progress. The shopping
mall is creating new markets by capturing customer needs arising from real in-person
experiences and will continue to evolve with the local community.

Beginning with Aeon Mall Okayama scheduled to open this autumn, more evolved
versions of Aeon shopping malls harmonized with the local characteristics of the com-

munity will be born.
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The slow heating process with
high heat accumulation brings
out the flavor of the ingredients
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Lifestyle Elegance :i%2/Vik
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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 pots used in different countries.
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El Japan B&

Earthen pots that come in
different sizes

Earthen pots first appeared on the table in the mid-Edo
period, around the mid-17th to mid-18th centuries.
The mass production of durable Banko pottery led
to the wide use of these pots after entering the Showa
period, in the 20th century.
They come in a variety of sizes and types, even
earthenware pots to cook rice for one person.
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E Thailand Z&E
Malaysia D3RI
Singapore itk
Steamboat pots popular in

ASEAN countries

The name “steamboat” comes from
its shape like a steamboat funnel. The
pot also resembles the Japanese
shabu-shabu pot, and the origin of
both pots is said to trace back to the
similarly shaped Chinese hot pot.

ERBLEEZ WD FAME

(Steamboat)”

7R (Steamboat)" MR B R T A
R BRI, hERT
By KEF .

The funnel in the center
increases surface area
for improved heat efficiency
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21\1 China
. 54,167,317

Vietnam
45,000

225,500

Malaysia
2365539,

Over 10 Million Trees Planted

Japan
8,252,871

Australia 200

The cumulative number of trees planted
(As of November 20, 2013)

FIHERHRS (U F2013411520H)

Tree Planting Together with Customers Now and in the Future

The Berlin Wall was torn down in 1989. As the 21st century social divide moved from East-West to North-South,

Aeon viewed the environment as a key to resolving this divide.

What can Aeon do as a retailer? The answer was tree-planting activities together with customers.

L5 it 495 PR A 2 1,000 T3 R
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Together with customers now and in the future

Each time a new store is opened, Aeon conducts tree-planting activities as part of
the Aeon Hometown Forests program. Leveraging its ability to have direct contact
with customers as a retailer, Aeon approaches customers in the local communities
and plants trees together with them. Aeon has been conducting these activities for
more than 20 years, and combined with the tree planting by the Aeon Environmen-
tal Foundation, the cumulative number of tress planted topped 10 million in 2013.
A total of one million customers have participated in these activities. The milestone
of 10 million trees, however, is not the finish line. Aeon will continue to plant trees
together with customers to create forests bustling with life for future generations in
Japan and around the world.

Aeon's tree-planting activities

The first Aeon Hometown Forests program was conducted in 1991 by Malaysia Jusco
Malacca (currently, Aeon Malacca Shopping Center). Since then, Aeon has conducted
tree planting when new stores as well as logistics centers and other facilities are opened.
Tree planting is conducted under the direction of Professor Emeritus of Yokohama
National University and international authority on ecology, Akira Miyawaki, to maintain the

area’s original natural vegetation and its diversity. The Aeon Environmental Foundation
was established with the objective of resolving environmental problems. In addition to
providing support and grants to groups engaging in environmental preservation activities,
it conducts tree-planting activities with volunteers from around the world, including the
Great Wall Reforestation Project in China.
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10 million trees &3
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10 million trees is merely one milestone, not
the finish line. Aeon will continue planting
trees together with customers

1,000 73 BUAUE ERBE BRIl R 8 i 2 o
A I K HE 55 05t 498 F R o 0 5k
Takuya Okada X] FH 434k

Chairman, AEON Environmental Foundation NI EEAK AR E B
Honorary Chairman and Adviser, AEON CO., LTD. KEE#RaiZ B EAKH
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Aeon will also continue to hold “Tree-
Raising Festivals" to care for the trees that
have been planted

ERFRAY ERMERAN R

AEON SUSTAINABLE ACTIVITIES

Striving for a sustainahble society, Aeon continues environmental preservation and social contribution activities with local communities.

D)
L

HUREHERRMS, SHEERETENE, THAZFRIPRRPOLLRRES.,

(October - December 2013)

Environmental Preservation % 1 {3 §*

Launch of “Aya Town and AEON Partnership
Forest," a 3-Year Tree Planting Plan

On November 23, the Aeon Environmental Foundation planted
approximately 20 types of saplings for 5,000 trees in Aya Town,
Miyazaki Prefecture, together with the local residents of the
town. The Foundation concluded the “Aya Town and AEON
Partnership Forest” Maintenance and Conservation Agreement
with Miyazaki Prefecture, Aya Town and Miyazaki Central For-
estry Cooperative. The plan calls for planting of approximately
15,000 trees in three years to preserve the area of Aya Town
where one of Japan’s largest evergreen broadleaf forests
remains, which is also registered as a UNESCO Eco Park.
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Social Contributions # 2 ¥ it

Emergency Aid and Donations Extended for
Restoration from the Philippines Typhoon Damage

In light of the serious damage caused by Typhoon Haiyan in the
Philippines, on November 11, Aeon donated 10-million yen as
emergency aid to the Embassy of the Republic of the Philippines
in Japan. Furthermore, disaster support fundraising activities
were held at about 8,000 locations including Group stores and
offices from November 13 to 24. Combined with a contribution
from Aeon 1% Club, a total of 100-million yen, including a contri-
bution of 48,003,806 yen from our customers, was donated to
the Philippine Embassy to help the recovery and restoration in
the disaster-stricken area.
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High School Students from Japan and
Myanmar Interchange Through Local School
Visits and Homestays

The Aeon 1% Club has been conducting the Teenage Ambas-
sador Program since 1990, and the program was extended to
Myanmar this time. In August, 20 Japanese high school stu-
dents visited Myanmar, which was followed by the same number
of Myanmar high school students visiting Japan in October. In
Tokyo, the students visited the Prime Minister’s official resi-
dence and attended a reception hosted by the Embassy of
Myanmar in Japan. They deepened their understanding on
each other through cultural programs such as a tour of the
Shuri Castle in Okinawa, local school visits, and homestays. The
total number of high school students who have taken part in this
program has reached 1,256 from 16 countries.
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Aeon Scholarship Program Launches
in Cambodia

The Aeon 1% Club has newly launched Aeon Scholarship Program
in Cambodia, a program that awards scholarships to excellent
university students in Asian countries who lead the next genera-
tion. The scholarship awarding ceremony was held on November
13. Since the program began in 2006, the total number of scholar-
ship students has reached 2,802 students from 32 universities in
6 countries, including those from Cambodia.
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Cambodian students being awarded the scholarship
ARBRFEMERESUES

""""""""""""""" Making Wishes for Recovery from

Aeon is ing a variety of initiatives in p. ip with to realize recovery and a bright future in the disaster-afflicted areas.

KEASAREERHQEXHFLBNRRK, SMERFART FESHNET,

Sapling Foster Parents Campaign of the Tohoku Reconstruction Hometown ERKESREERNBOEN RILELHSH
Forest Program Held at Aeon Mall Makuhari New City WEBEED

FKAESEHE LA KR BAXIR PR R =FORE

Aeon has been promoting a campaign to have customers throughout Japan grow saplings to
be planted in forests along the Sanriku coastline, which were heavily damaged in the Great BEAEAS BASENRERTEE &, &A1
East Japan Earthquake. On November 27, the campaign was held for the fifth time in conjunc- B 27 B KR Rk ER O AERDES) | LT 55
tion with the tree-planting festival at Aeon Mall Makuhari New City, where approximately 3,000 REVTER | BIRESIR T 3 00018 E, SHMNEIATEE
saplings were distributed. The saplings grown with heartfelt wishes for recovery from the BHORE BT EE—E L EREE =R,

disaster will be planted a year and a half later along the Sanriku coastline.




‘ Aeon Launches AEON SPECIAL 10 WEEKS!

Aeonliquor Jiyugaoka Store Opens, Offering Delivering Weekly Surprises for 10 Consecutive Weeks

Zwei Co., Ltd. Celebrating its 30th Selection of Approximately 1,100 Types of Wines During the 10 weeks from November 1. 2013 to J

. . ~ . . ) . uring the weeks from November 1, 0 January = |
Anqwersary Opens flr;t Stand-Alone Store ‘ ¢e;m L|quofr‘ Ca.r,] Ltd. has Tnlfened Aefcf:nhqn:worh{jugaok‘a store in 13, 2014, Acon launched AEON SPECIAL 10 WEEKS,
Zwei Co., Ltd. opened its first stand-alone shop Zwei JO Voasfa agship Sﬁrei 10% store 0 fefé the wi 9_;* Sezcﬁ'ont‘)” one of the largest-ever campaigns in the Group. To pro-
Yaesu in Tokyo with enhanced capabilities to transmit aDaln of aD‘Dlelg‘la ely 1, IWPSSFOh wine, P:JVI Tsda V'C;l Y mote omni-channel retailing by connecting real stores
|nforrnat|on.. In November, the company markeq its 30th emp oyees Including sommei \e.rs wit expert. nowledge about with the Internet, a special site was set up in Aeon’s
year in business and is looking to develop marriage sup- wine, ‘anfd USeSAagg?VﬂgedW?ﬁgal lngn_f‘Ogles 1? convey the portal site, AEON SQUARE, and LINE* was also used.
port services from a strong customer perspective. appeal of wine. e » @ website specializing in wine Proposals on new products, services and lifestyles were
; "N X sales, also opened at the same time to promote omni-channel made on a weekly basis
I 30 B EHHRR 24 Zwei & REGEEF L retailing by linking real stores and E-commerce sales. E i ing

sttt Zweiik 3 T ERBEE Zwel NEHNE (R ) Free calling and messaging app by LINE Corporation
) BT BRREIME, 11 AAH0EeINI0RE &1, 100RAWHTN " KELiquor B2 T 15" F 4k EE108. FRSADAERHBHEL
AT, T AT IR S RIS N RS AL iquorfRib s 7 "L iquor A2 LY (RRAR). “AEON SPECIAL 10 WEEKS!”
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Listing of Aeon Reit Investment Corporation _

Aeon Reit Investment Corporation was listed on the Tokyo

Stock Exchange. The corporation is the first Real Estate Invest- Mollyfantasy, Celebrating its Opening of Over 400 Outlets,
ment Trust (J-REIT) in the retail business to invest primarily in Holds a ngram for Children to Experience Jobs

large-scale retail properties operated by Aeon. Together with

the asset manager, Aeon Reit Management Co., Ltd., the cor- The number of Mollyfantasy indoor theme parks operated by Aeon Fantasy Co.,

poration aims to maximize unitholder value by leveraging the Ltd., exceeded 400 outlets. To commemorate this, a program to experience dif-
Group's integrated capability. Aeon will make an all-out effort ferent jobs was conducted for elementary school children. A total of 603 partici-
to further improve profitability of shopping centers and other pants at outlets in Japan, China, Malaysia and Thailand experienced different
retail properties. jobs including serving customers and making in-store announcements.
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Launch of FT as New Type of Fashion and
Household Goods Specialty Store -
A new type of specialty store FT was launched as the anchor store for

_ Aeontown Yoshikawa-Minami. FT offers fashion, interior and house-

hold items that add color to your life on one floor arranged by different
Aeon Culture Co., Ltd. Begins opera“uns styles, and adjacent to the sales floor are a café and Kids' Lounge,
where children are free to play and enjoy reading picture books. Aeon
proposes a comfortable space where families can enjoy the trend
while having a relaxing time.

Aeon is the world's leading seller of
Beaujolais Nouveau with
approximately 1.35 million bottles
JKEEESREE (Beaujolais Nouveau)#9
HEBBATHREARNA135 T,

First Maxvalu Opens in Suzhou, China

Aeon Maxvalu (Jiangsu) Co., Ltd. opened Maxvalu Leyuan store,
the first Maxvalu store in Suzhou City, Jiangsu Province in China.
The supermarket will hold Aeon Day on the 11th of each month
and promote initiatives such as the Bring Your Own Shopping
Bag Campaign. It aims to serve customers in the greater Suzhou

Aeon Culture Co., Ltd. began operations by succeeding the
culture classes and other school operations from the Group
companies. With the rising needs for intangible consumption

area and contribute to the livelihood of the local customers. related to hobbies and leisure, the company aims to establish RILT DRRR A B R B EREAREHFLEFT”
P - N (ERER) 1 SERAFL a new type of culture school that is unique to Aeon. A&L;(j;s‘l‘rmﬁl g{l\;ij;z:igzwﬁé’t]ﬁ;T;ﬁﬁézigFTn E;
KEEEBIERCTH) B AR (ERERTHSE 2R KECulture B S H EXIEE M AFENBRAL AR TNRG, HEESETR 7

ERNEEEBBEEATRN)EREE", AMEREAWTTRTR
#, FERA—RIRH, FEFINEE.
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Maxvalu Leyuan store

FT, a new type of specialty store
WAAERE FT

Aeon Culture Club Kasai store
SKEEXCALRR AR S F S
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G RO U P COM PAN I ES ; J/L\!I-k — &l—’f‘ Listed Companies are shown in bold print OEquity-method Affiliates @ Affiliated Companies

(Pure holding company)
AEON CO., LTD.

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

The Daiei, Inc.

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
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.

Marche. Co., Ltd.

LOGIONE Co., Ltd.

THE LOBELIA, Inc.

OPA CO.,LTD.

O TENDAI CO., LTD.

{Supermarket Business)

Maxvalu Chubu Co., Ltd.
Maxvalu Nishinihon Co., Ltd.
Maxvalu Tohoku Co., Ltd.
Maxvalu Tokai Co., Ltd.
Maxvalu Hokkaido Co., Ltd.
Maxvalu Kyushu Co., Ltd.

O The Maruetsu,Inc.

O Inageya Co.,Ltd.

O KASUMI CO.,LTD.

O Belc CO.,LTD.

AEON MARKET CO.,LTD.

CREATE Co., Ltd.

KOHYO CO., LTD.

SANYO MARUNAKA CO.,LTD.
MAXVALU KANTO CO., LTD.
MAXVALU KITA TOHOKU CO., LTD.
MAXVALU NAGANO CO., LTD.
MAXVALU HOKURIKU CO., LTD.
MAXVALU MINAMI TOHOKU CO., LTD.
marunaka CO.,LTD.

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

O Aeon Every Co.,Ltd.

{Discount Store Business)

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

(Strategic Small Size Store Business)
MINISTOP CO., LTD.

ORIGIN TOSHU CO., LTD.
Network Service Co., Ltd.

My Basket CO.,LTD

RECODS. Co., Ltd.

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

{Drugstore & Pharmacy Business)
CFS Corporation

(O WELCIA HOLDINGS CO., LTD.

O Medical Ikkou Co., Ltd.

@ TSURUHA HOLDINGS Inc.

@ KUSURI NO AOKI CO., LTD.
SHIMIZU YAKUHIN CO.,LTD.
TAKIYA Co., Ltd.

O Welpark Co., Ltd.

O ZAG ZAG Co,, Ltd.
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(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.
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 pment Business)
AEON Mall Co., Ltd.
AEON TOWN Co.,Ltd.
AEON MALL (CAMBODIA) CO., LTD.
AEON MALL (GUANGDONG) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (HUBEI) BUSINESS MANAGEMENT CO., LTD.
AEON MALL VIETNAM CO., LTD.
PT. AEON MALL INDONESIA
PT.AMSL INDONESIA
AEON MALL (JIANGSU) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (CHINA) BUSINESS MANAGEMENT CO., LTD.
AEON MALL (CHINA) CO.,LTD.
AEON MALL (ZHEJIANG) BUSINESS MANAGEMENT CO.,LTD.
(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.
Ato Z Service Co., Ltd.
KAJITAKU Co., Ltd.
Kankyouseibi Co., Ltd.
Kantouengineering CO., LTD.
General Services, Inc.
DO SERVICE CO., LTD.
Reform Studio Co., Ltd.
A-LIFE SUPPORT Co.,Ltd.
FMS Solution Co.,Ltd.
AEON DELIGHT (MALAYSIA) SDN.BHD.
AEON DELIGHT (VIETNAM) CO., LTD.
AEON Fantasy Holdings(Thailand)Co.,LTD.
AEON FANTASY (MALAYSIA) SDN.BHD.
AEON Fantasy (Thailand) Co.,LTD.
ZWEI(THAILAND)CO.,LTD.
Dalian Neusoft Information Services Co., Ltd.
SUZHOU SHANGPIN Washing Service Co.,Ltd.
SUZHOU ALLIANCE PROPERTY MANAGEMENT CO.,LTD.
AEON Fantasy(China)Co., Ltd.
AEON EAHEART RESTAURANT (QINGDAO) CO., LTD
AEON DELIGHT(Hangzhou)SERVICE OUTSOURCING CO.,LTD.
Aeon Delight Sufang(Suzhou) Comprehensive Facility Management Service Co.,Ltd.
Aeon Delight Teda(Tianjin) Comprehensive Facility Management Service Co.,Ltd.
AEON DELIGHT(CHINA)CO.,LTD.
Wuhan Xiaozhu Comprehensive Facility Management Service Co.,Ltd.
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(Specialty Store Business)
GFOOT CO., LTD.
Cox co., LTD.
O Taka:Q Co., Ltd.
Abilities JUSCO Co., Ltd.
AEON FOREST CO., LTD.
AEON PET CO.,LTD
AEON BODY Co., Ltd.
Claire’s Nippon Co., Ltd.
Cosmeme CO., LTD.
Talbots Japan Co., Ltd.
Branshes Co. Ltd
MIRAIYA SHOTEN CO., LTD.
Mega Sports Co., Ltd.
MEGA PETRO Co., Ltd.
LAURA ASHLEY JAPAN CO., LTD.
AT Japan Co., Ltd.
BLUE GRASS(SHANGHAICO., LTD.
LAURA ASHLEY ASIA CO., LIMITED
Mega Sports China Co., Ltd.
NUSTEP (BEIJING) TRADE CO., LTD.
TAIWAN LAURA ASHLEY CO., LTD.
Talbots China CO., Ltd
PET CITY (BEIJING) 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 (CAMBODIA) Co.,Ltd.
AEON(Thailand) CO., LTD.
AEON VIETNAM Co., LTD
PT.AEON INDONESIA
{China Business)
AEON (CHINA) CO., LTD.
AEON Stores (Hong Kong) Co., Limited.
Guangdong Aeon Teem Co., Ltd.
Qingdao AEON Dongtai Co., Ltd.
AEON South China Co., Ltd
AEON EAST CHINA (SUZHOU) CO., LTD.
AEON (HUBEI 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.
Amicus Funding Corporation,LLC.
AEON GLOBAL SCM SDN.BHD.
AEON TOPVALU MALAYSIA SDN.BHD.
AEON TOPVALU (HONG KONG) CO., LIMITED
AEON TOPVALU (THAILAND) 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

®AEON Environmental Foundation

®The Cultural Foundation of Okada

BAEON EDUCATION AND ENVIRONMENT FUND LIMITED

As of November 2013
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