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Various Shopping Scenes Portrait 47

Local Vegetables

I went shopping with my wife on my day off and came across a lively Iwate
Prefecture Fair taking place. Iwate Prefecture is where I was born and raised. It
somehow made me feel proud to see so many people enjoying shopping at the
fair. When I saw products before me that were usually only sold locally, I felt
somewhat nostalgic as if I were back in my childhood days. I put items into the
shopping basket while explaining this and that to my wife. She seemed to be
lenient with me about buying some items on the impulse today. There were even
some local vegetables that I have never had before. We asked the store staff how
to cook them and bought some to take home.

Almost 30 years have passed since I move away from my hometown. My
parents are still engaged in farming at home, where they live with my younger
brother and his wife. When I returned home for the New Year, my brother said
that he wanted to try growing traditional vegetables that brought out the local
color. He hoped to generate new consumption, while preserving the unique food
culture of the area. I wonder if he has carried out his plans. For the upcoming
New Year, I'll have a chat about vegetables grown in my hometown with my
parents, my brother and the family.
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Working Together to Make the Community

Interview Making the Community Areas More Attractive
Hiroya Masuda Visiting Professor, Graduate School of Public Policy,
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Illustrator with a warm artistic style.

Depicting scenery and customs in Japan, full of regional
characteristics in each season for this special feature.
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SPECIAL FEATURE #§t

Working Together to Make the Community
More Attractive

Japan is faced with a rapidly declining population and a super-aging society. Creation of vibrant regions
has become a pressing challenge in an effort to resolve these issues, and unique initiatives that bring out
the local characteristics of that region are being promoted across Japan.

Furthermore in September this year, the Japanese government established the Headquarters for
Vitalizing Towns, People and Jobs to boost these efforts.

Moving forward together with the community, Aeon is also launching new initiatives to play a role in
building vibrant local communities.
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Interview

Making the Community Areas More Attractive

The population in the regional areas of Japan is declining rapidly. In addition, the gravitation of population from
the regional areas to the urban areas has been increasing, and some municipalities will not be able to function if the trend continues.
Regional revitalization will be the key to stop this trend and to stem the decline in population for the entire country of Japan.

Here to provide insight is Hiroya Masuda, Chairman of Japan Policy Council and
Visiting Professor of Graduate School of Public Policy, the University of Tokyo.
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Listening to the voices of the younger generation

and capturing their hearts

In order to address the issue of population decline, it is important to start by putting the
serious situation into proper perspective, especially the current status of the regional areas.
For this purpose, Japan Policy Council compiled the recommendation entitled “Strategy to
Stop the Declining Birthrate and Revitalize Regional Areas” and a list of municipalities
that are “in danger of vanishing” based on estimated population in 2040. The people
involved in regional administration were consciously aware of the seriousness of the
decline in population, but did not know how to cope with the situation. We have received
comments from some municipal mayors that the concrete figures in this list have clarified
what needs to be discussed. What are the concrete steps to take once we know these objec-
tive facts? There are two points.

The first is to sincerely listen to the voices of the young people and make it possible for
them to feel assured to marry, give birth and raise children. In the regional areas, the consoli-
dation and closure of elementary schools is progressing due to the decline in the number of
children. This has led to the outflow of the younger generation with children seeking better
environments to raise children. The future outlook shows that jobs such as nursing care and
service-related jobs will also decline in line with the decrease in the number of the elderly.
This will further advance the decline in population due to the outflow of the young labor
force to urban areas. A friendly environment for raising children must be created to break
this vicious circle, and the priority should be on developing a friendly environment for work-
ing women with children. The situation where women must choose between marriage and
having a baby or work must change. In fact, some statistics show a rise in the birthrate due
to improvements in the working environment in Northern Europe.

Furthermore, the population pyramid is very unbalanced in the regional areas, with many
elderlies. Under this situation, we should realize that the voices of the minority young people are
not easily heard. By gathering these voices, we should realize their needs.

The second point is to effectively disseminate the attractive features that already exist in
the regional areas. For example, the cost of living is lower compared to large cities such as
Tokyo, or the commute time is shorter without any uncomfortable crowded trains. Although
affluence is perceived differently, these points alone can mean an advantage in money or
time for some people. Furthermore, a climate and culture unique to that area along with the
identity of local industries, products and other things not only support the lives of the local
people, but these features can also be an attractive ones to live in that area.

Regional areas are essentially diverse. Hopefully each region will disseminate their
unique attractive features so that the younger generation can feel assured about choosing
to “live in that community.”

The community and company should make mutual concessions

In order to revitalize the community, it is necessary to reaffirm the value of the resources
that exist there, industrialize what can only be done and found in the area, and have them
take root. This will create new jobs and attract people, which will serve as the driving force
for revitalization. What the municipalities and the government can do alone is limited, but
private companies can take on the important role of finding the value from an objective
point of view and creating a fresh breeze to blow in the community. There may be an
uncomfortable feeling at first due to differences in thinking and positions, but it is impor-

tant for both sides, the municipalities along with the people in the community and the
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companies, to make mutual concessions. The community side should take an approach to
actively appeal its unique products, technology, human resources, and other features.
Meanwhile, for the company side, an increase in population and revitalization of the com-
munity are indispensible in order to sustain its business. Even if headquarters are based in
Tokyo, efforts such as delegating greater authority to regional offices so that decision-
making can reflect the actual conditions in the community, and increasing the number of
locally hired people are required. It is also important to build interpersonal connections
that reach beyond the boundaries of business, such as livening up events in the community
together with the local people. If such a mutually complementary relationship can be
formed between the community and the company, the mood in the community will
change dramatically and become more vibrant.

In the case of Aeon, it has great social responsibility because being connected to con-
sumers all around Japan can make the company be close to an entity with a public charac-
ter. Aeon is also able to collect consumer feedbacks and relay them to producers and other
parties on behalf of consumers. Therefore, the producers and businesses in the community
should capitalize on their relationship with Aeon and strive to improve their ability to
respond to the needs of consumers and ultimately grasp opportunities. Aeon should also
strengthen its connection with the community to build a relationship that allows all parties

to develop together.
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L 4 Regional areas are diverse.
Having regional advantages take root as
an industry leads to community revitalization
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Hiroya Masuda

Visiting Professor, Graduate School of Public
Policy, the University of Tokyo; Advisor to Nomura
Research Institute. Appointed to his current posts
in 2009 after serving as Governor of Iwate Prefec-
ture, Minister of Internal Affairs and Communica-
tions, Special Advisor to the Cabinet and other
posts. Has served as the Chairman of Japan
Policy Council since 2011.
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Aeon has laid down “contribution to local communities” as one of its principles,

ontinue to Advance Together with the Community

based on the concept that “the retail business is a business rooted in the local community.”

In light of increasing momentum to create vibrant regions in various parts of Japan,

this issue introduces Aeon's unique initiatives toward community revitalization and its underlying thoughts.
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Contributing to resolving issues by sensing changes in the community

Aeon is conducting various initiatives tailored to the characteristics of the community, based
on its unchanging principles of “pursuing peace, respecting humanity, and contributing to
local communities, always with the customer’s point of view as its core.” Stores including
shopping malls, general merchandise stores and super markets serve as the bases for these
initiatives. They assume the role as the life infrastructure for the community by not only
offering products of daily necessities but also serving as windows for administrative, medical
and other services, as venues for local people to interact through coming-of-age ceremonies
and events, or as bases for information dissemination and disaster prevention. Besides, the
majority of people working at the stores as well as customers visiting there are the local
people. In other words, the stores also strive to be rooted in the community as a place offer-
ing employment.

Aeon promotes the conclusion of “comprehensive cooperation agreements” with munici-
palities in order to effectively utilize the resources of both the community and Aeon. These
agreements cover a wide range of topics including disaster prevention and social welfare,
environmental conservation, preservation and succession of traditional culture passed down

in the community such as festivals, organization of local specialty fairs and tourism
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promotion at stores, and joint development of products made with local goods. In addition,
Aeon’s e-money “WAON?” card is rolling out an initiative for customers to freely participate
in community contribution through a type of card called Regional WAON*. Aeon has con-
cluded such agreements with as many as 44 prefectural governments and 27 cities (as of the
end of October 2014).

Aeon is also actively promoting initiatives through cooperation with other companies, uni-
versities and research institutions. In October this year, Aeon formed a cooperative framework
with Aomori Prefecture and Hirosaki University aimed to extend healthy life expectancy in the
prefecture. The relative parties are working together to resolve medical issues in the prefecture
through events such as “Mall Walking” for enjoying walking at shopping malls that are not
affected by the weather to improve the health of prefectural residents.

Aeon always stays close to the community and the customer. It continues to take on
challenges to contribute to resolving issues through business by responding to the needs of

the local community and to the changes taking place there.

*Regional WAON card: Aeon’s e-money with a scheme in which Aeon donates an amount equivalent to a fixed percentage of
the money paid with the card to predetermined organizations for community development and other parties. (88 different types of
cards issued as of the end of October 2014)

T R AHSGE S, AL AR 2 15 By b X i
SUHRIATSITh o BRTE, MY TRBI1E2 T 41 527
i (kA 10 HIE)

BESh, AKIEERWR S5 HAb Gl KA U & 1
TFIEEN « S4E10H, KIS TR S RIE LR AL
B ASE R ENL T B B R AR R AT ity B 4
il i 1k RARTEAS 2 KSR RIS Yy LR
TETE R R IR R i (R (e 24, It
RV TR 75 AR L B T DL

5 b DX RT3 ) A LE AR A Wl Bk
A Xt 2 R MIA 1], 3t A Je Il 55 o i ok
Hb X B TR o

*HXWAONF: B F 5K, HYHIRKER A HAWAON F S TZ—ELLHlRRLE
FRFEMBRIRXARS (FILSF10 ARIERTT88H)

s PETREFHX



SPECIAL FEATURE Working Together to Make the Community More Attractive %% T 7HEIX .

Enhancing the Value of Local Products . P

Discovering the Finest of Local Products and
Delivering Them to the Customer

Local products are fostered through the unique climate and culture of the area.

Quite a number of these products are becoming more difficult to obtain due to changing diets and
a decreasing number of producers. However, there is an increasing momentum to take a fresh look at

the appeal and value of unique local food cultures and products these days.
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Delivering attractive local products to customers across Japan

Aeon stores have a corner offering an array of exceptional products unique to local
areas realized through a project called Food Artisan. This project was launched in
2001, in response to the customer’s wish to preserve the food cultures and foods in
various parts of Japan. Together with local producers, the project aims to preserve and
pass down the foods that support traditional food cultures along with their traditional
techniques. Aeon representatives travel to various parts of Japan to discover tradi-
tional foods. New products are being developed through equal partnerships with the
local people including producers in the region. The product line up has extended to
29 items from 21 prefectural governments as of the end of October 2014, and products
are being delivered to customers across Japan through sales at Aeon stores and on the
Internet shopping site.

Aeon has also been promoting initiatives in collaboration with local manufacturers
wishing to secure and expand sales channels. In order to spread the finest of as-yet-un-
known local products to all parts of Japan, Trade Fairs are held in seven areas. They pro-
vide opportunities for manufacturers to publicize products that they take pride in. The
Trade Fair for the Tohoku area was held in Fukushima Prefecture in October this year,
gathering Aeon sales staff and buyers from around Japan. They exchanged information on
promoting sales and held discussions on new product development using local products,
while hearing producers’ comments and checking the taste and quality with their own
tongue. Aeon is striving to revitalize the local industry through these initiatives.

With growing keenness for the community,
now is the time to strengthen local power
Expectations for fresh local food products with “safety and security” along with consumer

needs to want to contribute to the local community by purchasing these products are rising
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The 3rd Tohoku Trade Fair (Fukushima Prefecture)
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Akadori Tomatoes (Oita Prefecture) promoted through the website  Local Product Day corner launched in October 2014 for the promotion of Jimono-no-hi (Aeon Kisarazu Store)

and the commercial, Tales of Delicious Kyushu Foods in Season S 103 /8307 * 1457 H" 1730 GKEEARE#/E)
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by the year. Each group company has begun its own initiatives reflecting local characteristics
in order to further advance local production for local consumption or local production for
regional consumption, and to bring out the local power. One such initiative is the Local
Aeon Project launched by Aeon Kyushu Co., Ltd. and Maxvalu Kyshu Co., Ltd. in Septem-
ber 2014, under the motto of “Presenting the Power of Kyushu.” The seven prefectures in
Kyushu each have strong characteristics while showing a strong unity as the Kyushu region.
Therefore, the project focused on appealing unique local products through a campaign
called Tales of Delicious Kyushu Foods in Season to link producers with consumers and to
stimulate the entire Kyushu region. It ultimately aims to improve awareness.

Meanwhile, a newly launched initiative utilizing Aeon’s Group strength is the promotion
of Jimono-no-hi, Local Product Day held at 2,000 stores across Japan on the 15th of each
month. For example, Chiba Prefecture has fostered different food cultures on the Tokyo Bay
side and on the Pacific Ocean side of Boso Peninsula, and customers also have different
preferences. Aeon carefully tailors to these differences. In addition, the product line-ups are
being strengthened by each store through collaboration with local business partners. At the
same time, it aims to enhance the value of local products by having Local Product Day serve
as an opportunity to shed fresh light on items such as fine local products and seasonal foods
that have long been familiar in the area, and processed items made with local foods.

Aeon will continue to respect the diversity in local food cultures and contribute to
community revitalization by deepening cooperation with local producers.

More Confident as a Producer Thanks to
Akadori Tomatoes
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tomatoes was realized with Akadori Tomatoes. Because fully-rip-
ened tomatoes spoil quickly, many innovative ideas such as the
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strengthen the local production area.
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Promoting Local Industries

Rooted in the Area,

Together with the People in the Community

The key to revitalizing a community lies in how well the resources there are utilized.
Agriculture utilizing the land resources also plays an important role in community revitalization.

Aeon Agri Create Co., Ltd., while making efforts to industrialize agriculture, is taking a new step forward,

backed with cooperation from the people in the community.
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Aeon’s initiatives for agriculture as a “retail group assuming

the responsibility of production”

In 2009, Aeon Agri Create Co., Ltd. entered into the agriculture business in pursuit of
customer satisfaction and to offer fresher agricultural products with “safety and secu-
rity.” It has been working to develop a unique business model by positioning itself as a
company assuming the responsibility of production in the retail group, covering from
production to sales. The company hopes to contribute to the development of agricul-
ture for Japan as a whole by promoting efforts to industrialize agriculture, while utiliz-
ing management knowhow that is only possible as a corporation, as well as by resolving
issues in collaboration with other companies, universities and research institutions.

In an effort to realize this goal, the company’s initiatives have greatly evolved in
the five years since its foundation. Its farms have obtained Global G.A.P.*, the certi-
fication for international standard. The farms are operated based on appropriate
management criteria on agricultural chemicals, equipment, working conditions and
other areas. Agriculture Cloud, developed together with Fujitsu Limited, utilizes
information technology to visualize data on harvest condition and on income and
expenditure. The decision criteria for developing agricultural products gathered
from experienced producers are quantified and compiled into a manual that is com-
prehensible even by beginners, and the information is shared. After accumulating
knowhow in “managing” agriculture through collaboration with partners, the com-
pany then hopes to pass it on to local producers.

Developing human resources to lead agri-
culture in the next generation

The valuable farmland passed down to producers
over many generations has become difficult to main-

tain due to the aging of farmers and the lack of succes-

sors. Meanwhile, it is not easy to enter the agriculture
Visualizing data on harvest condition
and on income and expenditure
B Rz SREL T R RS
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*1 Global G.A.P.: International “good agricultural practices” to improve safety management in production of agricultural products.
RHGAP: BERSBRTREFREEENERM REFRWIE,

Agriculture is Shifting
from Product Oriented
to Market Oriented

Masayoshi Honma

and Life Sciences, the University of Tokyo

ANME] 1E while engaging in new agricultural approaches by capi- DAL S, R, T
FRAEMALER R F LGRS 505 talizing on its organizational capabilities as a corporate

entity in order to open up the possibilities of agriculture.

The industry size of agriculture in Japan is 8-trillion yen, — FIARA A A8 T L, MR BFEB
and the size of related industries including fertilizers, x5 I IEFI90 FH {2 7t o Bi(E, Fefi]
farm machinery and processed foods is 90-trillion yen.
Nowadays, research and development in agriculture are
= o i i i HEBAHEN AT « HATH R
) T P . 'advancmg thr.ough t'he use of bllotechn‘ology agd big dat'a ‘ : - L
in collaboration with other industries. Agriculture is % [4AER A SRR, TTBL AL AT E
attracting the interest of many young people and has ..\ 4. e 1 TR
potential for growth as an industry. We hope that Aeon i ﬂﬁﬁﬁqﬁ_*{ﬁj{ ’ ﬁzm{%‘iﬂ( e
Professor, Graduate School of Agricultural together with the local producers will continue to pro- TR DX A 7 R O 7 >R

duce agricultural products reflecting customer needs, =7 i [EIRE, R IEE N

IS LA 1, S A AR IR R

WA QT ALk i (E T RE
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SPECIAL FEATURE  Working Together to Make the Community More Attractive
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1. Vegetables grown at Aeon Agri Create Co., Ltd.’s farms are sold at Group stores (Aeon Morioka-Minami Store)
TEKEEER NEHHEAEON AGRI CREATE Co., Ltd. RIp4E M3 GREEEN #E)

2. Developing human resources to lead agriculture in the next generation
BHRRBEFAHRUHINT

3. Saitama Prefecture’s brand name rice “Sai no Kagayaki”
BEEMNRREREK FZIHE"

business. This is because the business is not viable unless one acquires management
knowhow on earning a living on agriculture, in addition to securing funds to acquire
farmland and learning agricultural skills.

Aeon Agri Create Co., Ltd. has relationships of trust and agricultural knowhow
developed through localizing and engaging in agriculture together with the pro-
ducers in the community. In addition, the company’s unique stance is to share the
knowhow with the employees and to pass them on as “management” techniques.
That is why the company attracts many students who wish to develop agriculture.
The employees also attend sales training at Group stores. They themselves arrange
the vegetables they grow on shelves, sell them, and receive feedback directly from
customers. These activities are only possible because the company assumes the
responsibility of production in the retail group, and also reflect the company’s
approach in developing human resources. This approach that comprises a sense of
“management” covering from farm operation to sales will be an essential process

in industrializing agriculture.

Starting rice production by utilizing Farmland Bank

In 2015, Aeon Agri Create Co., Ltd. will be taking another new step forward. It will
begin rice growing in Hanyu City, Saitama Prefecture. This initiative was made possible
by utilizing the scheme of Farmland Intermediary Management Institutions (Farmland
Bank)*’. The reason the company is able to begin rice production, which requires
greater cooperation from the neighboring producers than dry-field farming in areas
such as water management, is because it has fostered relationships of trust with the
local people through farm operations. The company will produce Saitama Prefecture’s
brand name rice “Sai no Kagayaki.” Its challenge continues as it strives to establish a
rice-producing model in Hanyu City, raise the awareness of the local brand, and revi-

talize the community through rice production.

*2 Farmland Intermediary Management Institutions (Farmland Bank): The scheme consolidates and aggregates
farmland by leasing the farmland from the owners. An institution is set up in each prefecture as an organization to
develop and prepare the land for farm use and conduct other tasks as necessary, and to take on an intermediary
function to lease the land to entities such as large-scale farms and corporations.

FIBAE BRI (RILERET): R ENENALIN RETEEHENE, TRV SFRMAARGR, xRt TERNES,
RERERTRIGEMBEEEED , FEAMRRS FAFHAERY,

Aeon Agri Create Co., Ltd.’s Hokuto Farm (Yamanashi Prefecture)
AEON AGRI CREATE Co., Ltd. f9itAt# 4% (LLELE)
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Takao Tachibana

Manager of Agricultural Policy Section,
Economic Environment Department
and Secretary General of the Agricul-
tural Committee, Hanyu City

SEAE FR

BT LTI RBURK
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Protecting Agriculture and
the Community Together

Hanyu City is Saitama Prefecture’s rice-producing
area with farmland accounting for 45% of the city’s
area. However in recent years, the city had felt a strong
sense of crisis regarding the future of agriculture due to
factors such as the aging of farmers, the shortage of
successors, and the drop in rice prices. Amid this situ-
ation, the newly introduced scheme of Farmland
Intermediary Management Institutions served as an
opportunity for Aeon Agri Create Co., Ltd. to decide
to produce rice. Other factors in realizing this initiative
included the good relationships that the company has
built with the local producers and how the intentions
of the people in the community coincided. All parties
are dedicated to working together to spread the great
taste of “Sai no Kagayaki” (Saitama Prefecture’s brand
name rice) produced in Hanyu to many people, with
an aim to revitalizing agriculture.

554 DXL [R] S Rl
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Contributing to Measures Against Population Decline

Collaborating with Municipalities
for the Future of Young People

Population decline is an issue affecting the future existence of municipalities. In order to improve the tendency to delay
marriage or stay unmarried, which has an impact on birth rate, the number of municipalities that are engaged in developing
a better environment for marriage, pregnancy, childbirth, and child rearing are increasing. Zwei Co., Ltd., one of the Group
companies, is collaborating with these municipalities through capitalizing on the company’s strengths and knowhow.

The pose with the right paw beckoning money
GRS and the left paw customers 1
Point \

BEFREMIET, BEEFRE

E Japan B&

The beckoning cat with an adorable gesture

The beckoning cat s displayed to wish for good luck, including prosperous business.

ATHERANRR, 5aGHRIFRA

ABBLRAREMTTEARFENER R, AREFMEERMRIEC U RGELNES  BRESNEREFEBN THEER THE.
W2 E£EF BILNRFHE, £AXSNZWE Co., Lid. ESEXHNERGEEE FRAHLBETNERAREXLS,

Collaborating with communities

to provide opportunities to think about life planning

Zwei Co., Ltd., providing services to introduce marriage partners, began collaborating
with municipalities in 2008. It contracts marriage support projects and has created
“opportunities to meet people” through organizing events and seminars. Furthermore,
the company has launched a new initiative to mark the 30th anniversary since its estab-
lishment. It is the Life Design Support Seminar conducted as part of Saitama Prefecture’s
Project to Promote Measures Against the Declining Birth Rate*'. The seminar targets
unmarried men and women in their 20s to 30s residing in the prefecture and organizes
lectures and workshops to think about major life events such as marriage, pregnancy,
childbirth, and child rearing. It provides support to raise awareness about getting mar-
ried and having their own family, so that they are able to think positively about life
planning. Starting with the initiative with Saitama Prefecture, the company plans to
enhance the seminar with the advice of experts in child rearing and other fields and
then roll out the seminar nationwide. Meanwhile, the Relocation and Settlement Sup-
port Program has also been launched for women living in the Tokyo metropolitan area,
to support them in getting married and having their own family in the provinces. The
men on the receiving side present the attractive features of the provinces, while the local
people also interact with the participating women. This allows the women to develop a
better image of living in that area and encourages them to relocate. The program is also
playing a part in revitalizing towns. The company actively conducts initiatives in col-
laboration with municipalities to create happy meetings for people. In addition, it is
expanding the scope of activities through these initiatives to contribute to measures
against declining birth rate and to community revitalization.

As a member of the local community
In addition to these initiatives, Aeon plans to support the effort to balance child
rearing with work through measures such as setting up childcare centers at stores.
This will lead to resolving the issues of municipalities with a waiting list for childcare.
In November this year, Aeon Retail Co., Ltd. signed an agreement with Koto Ward
in Tokyo to promote a satellite childcare center*. In April 2015, it will be the first
commercial facility to open a satellite childcare center at Aeon Shinonome Store.
Aeon strives to vitalizing the region and stimulating Japan by deepening coop-
eration with municipalities and the residents there and through initiatives rooted in

the community.

N RIS AR 3 "W 27 G AR o

P> It was a good opportunity to think about my life again. (Female, Age 36)

Saitama Prefecture Life Design Support ture of my life planning. (Female, Age 35)

AL YAvente) =S, P> I got to think positively about marriage and having children now.
The seminar will be held until February (Male Age 34)

2015.

S EE AR (AL ) I It was a valuable experience for me because there weren’t any opportu-

W HHRZE 201528 A1k, nities to learn seriously about private matters until now. (Male, Age 27)

Comments from participants in Life Design Support Seminar

}> Exchanging views with people my age allowed me to get a clearer pic-
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*1 Saitama Prefecture’s Project to Promote Measures Against the Declining Birth
Rate: Selected as a project eligible for the state’s “Grant to Strengthen Local
Measures Against the Declining Birth Rate.” Zwei Co., Ltd. has been entrusted
with the operations in Saitama Prefecture.

BESDFANFHA I BARBAF X D F UM FERAAN S X RFEL, ZWEI Co., Lid.
ukcalia=yes g 2 AN

*2 Satellite Childcare Center: A conveniently located satellite center for a childcare
center. Childcare service is provided by having the children dropped off at the
satellite center and transported to the main center by bus.

LEF)LPT: AT ER S AR E RYULE B REE BE S E" ZEEER
RERALHE,

P cR— ML, TR T T A . (&b 36%)

P> st S5 e AR, BRI T E T AR (b 35%)

P TSR T, AR LARTRRE T o (A% 34%)

P U AT A AL, XK ST 5 i —
B  (F34% 27%7)

11 /EONMagazine 2014 December Vol.47

There are different stories about its origin, such as receiving good fortune instead of
misfortune when stepping closer to a cat whose gesture of grooming itself looked like
it was beckoning. It has been widely accepted as a lucky charm since the Edo period.

NIRRT E Y R IE”
SR FERERERIGR B, B HE BTN ABRNTH BHES
EHETEE, SRETI R EENR, HEBERARGE, WIPHRFAER A ERE

MEAEE.
Lifestyle Elegance “:ifz XU
W IShlﬂg — lucky charms
Pl — et
UPIi)li(}llie 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
The gold coloring is similar to many fascinating items. ..
that of sacred statues This issue features lucky charms displayed to pray for good

luck, which have been rooted in people’s lives since long ago.
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Zee Quet, the hird of wisdom
and happiness

In Myanmar, Zee Quet, or the owl, is the symbol

of wisdom and is also believed to be a bird that

brings good fortune and success.Figurinesof ~—eanl

a pair of male and female owls are displayed in e S

homes, stores and other places, and are

popular as souvenir items of Myanmar. Unique

RIEEBNEREZ L JELE" Point
SESKE EEARAERE  AMIREETMNER

FEFMY, BEERTRES DS BRI E—

MBI EIES R RDE R RN IS, The creative figure comes from

a legend of a turtle transforming
into a dragon

KB &ET AR ERMSRAR

China &

Long Gui, the legendary
guardian beast

Long Gui, or dragon-turtle, is an imaginary
animal that appears in a myth. The rulers of
the times have worshipped it as a guardian
of the country with protective power brought
by the turtle and almighty power brought by
the dragon. A large statue is also displayed
in the OId Palace built in the 15th century.
In modern times, it is popular in feng shui
as a symbol to improve economic fortune.

R TFmRE kR

‘e REIAEREPHENY. B oRe”
FHANEDRNMENTENE, EHEEAT
WEEREROPBEFTZERE, 152N
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Striving for a sustainable society, Aeon continues environmental preservation and social contribution activities with local communities.

HEUBTAHERRILES, SHEREREFEE, THEAZFRIMERIPIOLSTIED.
(July — September 2014)

Environmental Preservation
E7NE TR I T

Reducing CO2 Emissions with
Efficient Use of Railway Containers

On September 4, Aeon Global SCM Co., Ltd., responsible for the
distribution of the Group, began round-trip use of railway contain-
ers jointly with the logistics division of Kao Corporation. Between
Tokyo and Fukuoka, Kao products are transported on the out-
bound route and Aeon’s private brand Topvalu products on the
inbound route, through cooperation with Japan Freight Railway
Company. The efficient use of railway containers reduces CO2
emissions for the round trip by approximately 2.8 tons compared
with truck transportation.

BRF FASIBERE, BIACO HEME

9A4H , BHEAYRAMAEON GLOBAL SCM CO., LTD.5Kao
Corporation 8 EBI 1HEIFF 4R T ERESREBAREF A, EEALK
HEMRASHNEET, ERE BNEZERAOE, KERRHT
FHR R, EEREHCKAE R TOPVALU & &, B SR EANEFI A
EbRZiERE | COHEBEIR T BIm£92.8M

Social Contributions
& 5ok

Bringing Safe Water to Children

in Cambodia, Laos and Myanmar
This year marks the fifth year of the AEON UNICEF Safe Water
Campaign. On July 4, Aeon donated a total of 69,779,072 yen to
the Japan Committee for UNICEF, the sum of customer dona-

Aeon Scholarship Program 2014
Held Certificate Awarding Ceremony

On July 5, Aeon 1% Club Foundation held the certificate awarding
ceremony for the Aeon Scholarship Program 2014, which offers
scholarships to privately funded students coming to study in
Japan from Asian countries. Since the program began in 2006,
scholarships have been awarded to 3,365 students from 32 uni-
versities in Japan, China, Vietham, Thailand, Indonesia and
Cambodia. Furthermore, the program will begin in Myanmar start-
ing this year.

i KERFE20147EBRFUR

7R58 , —RWHEEAKEL%BRAEEDT KB LM & EE
HAABZENABRELE AR KERFE2014EBE THR,
M2006 FEFHATHREENZHIE , £ thERA, PE . e RE EE
JEFYL  RIFFEMI2PTAF3 35X BFEMT T R¥E S, BNSF
THARTEEASIERTRE S,

Donations and Support Initiatives Conducted
Toward the Recovery from the Hiroshima Landslide

In August, torrential rain left serious damage in Hiroshima City.
Aeon provided various support toward the recovery of the
disaster-afflicted area such as supplying relief goods based on
an agreement with the City, and taking care of pets belonging to
those afflicted by the disaster. Aeon also conducted the Disaster
Relief Donation Campaign at about 2,300 Group stores through-
out Japan. This donation together with the contribution through
the Yellow Receipt Campaign to Support the Disaster-afflicted

tions and the same amount as Aeon 1% Club Foundation contri-
bution, plus 5-yen donations for each bottle of Topvalu Natural
Mineral Water purchased during the campaign period. Water
facilities will be installed to support children who are unable to
attend school due to household work such as collecting water.

LR, Zi AR T IRAZSEK

SERKE - KEE) L EES ReMKEREN SEMNESER,
Sk B R AR — R BE AKEE ] % R RSB REA R TR S . )
RAEEHEFTHER “TOPVALU RAT RK"HEM5HITHEMR,
HIBR B84 %16,97779,072H7T, 7848 | KEHEX—HBKiEES
TABEMEEABARSEIERSS, BREHBEREMKRE
BIIEN T BKRERS TN LZHBFA.

Area in Hiroshima Landslide held at stores in Hiroshima City,
donations from employees, and contribution from Aeon 1%
Club Foundation came to a total of 102,572,292 yen. On Sep-
tember 17, Aeon donated this total amount to Hiroshima City.

ATE BT RERHEN, LT HR, XIEEN

8RN, I BTHEERRMFMRE T EANRE, KN T FHKI
RRIBHEN, RIFESEHHEODERE T EYR. REZRBE R
HEMEEMIRS, L, ERAEENEEAL2, 3005 EHK 7 &
HERBEEEY, EX—BERSN EBLE BHANEHIEN T S
TRE FRZIE BRI AR RERTAYER . —RUE
FEAKEE]L % BREBRB L MR, 5L BEAE) 112257 752,292H
T HTIRITH , KEEX—EFIRA T 8T,

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

I Delivering Tohoku's Taste of Autumn Throughout Japan

Aeon began taking orders for the “Seasonal Foods from Tohoku 2014”
(Autumn catalogue) delivering seasonal tastes of Tohoku, at about 1,300
Aeon, Maxvalu and other stores throughout Japan and on the online shop.
Aeon is joining hands with producers and business partners to support the
recovery in Tohoku by making full use of the Group’s network.

EFRItBEHOREXREREIBFLE

KR “Maxvalu” FHAZEMNL] 300K EHE M LEHTRTER
JEHb X A K RO RIX EIE T 219 2014 R X S X0k & (RKERE
F)FL, SEFT R, BNEET , ARKRANGENENERFIUIRNERE,
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I 7,500 Trees Planted in Ooshima, Kesennuma City

On September 23, the 2nd Aeon Tohoku Reconstruction Hometown Forest
Program was held together with the Kesennuma Ooshima Tourism and Conven-
tion Bureau in Ooshima, Kesennuma City, Miyagi Prefecture. About 7,500 torch
azalea trees were planted with the local people, aiming to restore the lush green
nature of Ooshima and to stimulate the local economy by revitalizing tourism.

AESLBHXBFMET 7,5004F 5

9R 238, AEWESBTARES , KESSIATAGUA ISR
M7 2K FILEXR S MRS, AT RERSHNRERANAR
A, BEYAEXNMTIXMETOEN L, SHBNEEE—RMMET Y
7,5004R L4188,

/EON GROUP

FINANCIAL
RESULTS

For the Six Months Ended Aug. 31, 2014

2015F2 AR 2FE

In the consolidated results for the six months of the fiscal year ending February
28, 2015, Aeon executed its common Group strategies to accelerate the four
shifts to Asian markets, urban markets, senior-oriented markets, and digital
markets, as well as product-oriented reforms as set forth in the “Aeon Group
Medium-term Management Plan (FY 2014 — 2016),” with an aim to achieve a
major leap in growth toward 2020. Particularly in regard to the shift to Asian
markets, Aeon opened Aeon Mall Suzhou Wuzhong in Suzhou City, China, as
one of the largest commercial facilities in the area, and opened Aeon Mall
Phnom Penh as its first shopping mall in Cambodia in ASEAN. Regarding
product-oriented reforms, Aeon’s private brand Topvalu endeavored to improve
Group earnings by enhancing products for Topvalu Select, the brand offering
the highest quality of products, and Topvalu Best Price, the brand offering the
budget prices with product quality customers expect from Aeon, while develop-
ing products tailored to the characteristics of store formats such as convenience
stores and small-size supermarkets. In July, Aeon launched the “Yasui Ne!”
sales promotion offering overwhelmingly low prices for frequently purchased
products. As the consumption environment became severe with sluggish growth
of real disposable income, reflecting the consumption tax hike and rising goods
prices due to the impact of yen depreciation and market factors, the entire
Group promoted measures to respond to budget-minded customers.

To achieve the full year performance targets, Aeon will promote fundamental
reforms in the retail business mainly in the General Merchandise Store (GMS)
Business, in addition to further accelerating the four shifts. Aeon will also deepen
its operational and capital alliance with Welcia Holdings Co., Ltd. and advance
initiatives to establish the “Supermarket Alliance in the Metropolitan Area.” Fur-
thermore, Aeon will make steady improvements in business performance through
measures such as major sale events held jointly by The Daiei, Inc., slated to
become a wholly owned subsidiary of Aeon Co., Ltd., and Aeon Retail Co., Ltd.

For the Six Months Ended August 31, 2014 (Cumulative)

Financial Results by Business Segment™
201542 ARASE2FE (Rit) BB kG

Posted Record High in Operating
Revenue, Aiming to Further
Demonstrate Group Strength

EliaEtlh RS,
NRA—DREEANE

Aeon Mall Phnom Penh, Aeon’s
first shopping mall in Cambodia
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(100 millions of yen) ({ZE7T)/(YOY) (ATHALL)

Consolidated Operating
Results Forecast

EHEHE ST
(100 millions of yen) ({ZE7T)/(YOY) (ATHALL)

Operating Revenue Operating Income

Bl

EFE

Operating Revenue Z i

General Merchandise Store (GMS) Business GMS (& %#21) $1 16,838 (127.0%)

-131 (=)

70,000 (109.5%)

Supermarket, Discount Store and Small-size Store

(o)
Business SM. DS /NEJES L 10,293 (105.7%)

12 (18.6%)

Operating Income =71

Financial Services Business 44 4at% 1,530 (115.3%) 210 (142.3%)

Shopping Center Development Business 7 /=7 % % 1,200 (112.7%) 186 (93.6%) 2,000 ~ 2,100 (116.7 ~122.5%)
Service and Specialty Store Business —f&% . EEE 3,601 (101.6%) 145 (96.0%)

ASEAN Business %Il 971 (111.9%) 22 (72.5%) Ordinary Income Z&7|i
China Business #E% 805 (116.3%) -9 (=)

Consolidated Total® 43 it 34,315 (115.1%)

433 (58.8%)

2,000 ~ 2,100 (113.1 ~118.7%)

*1 Effective from the beginning of the fiscal year ending February 28, 2015, the business segments have been reorganized as follows:

“Supermarket,” “Strategic Small-size Store,” and “Discount Store,” which was previously included in “Other,” are unified to “Supermarket,

Discount Store and Small-size Store” business. “Service” and “Specialty Store” are unified to “Service and Specialty Store” business.

*2 Consolidated total includes total for each business as well as other business and adjustments.

K1 201552 A M S ER R SURAIX 2 77kt K SM (R&iBiin)” | “SERIENEUE " RIS A B AT Hith" P9 DS (HNE)" &H T

EHSM DS BRI B —RERS M ERE AFEEN —RBRS . EEH,
K2 BRI PREBLUEIH, RORRMELRIRESH,

Net Income Z #7571

480(105.3%)
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clobal Initiatives T

Payment for Taxis Now Accepted with Aeon's E-money “WAON”

Aeon Co., Ltd. and Aeon Credit Service Co., Ltd. in collaboration with Daiwa Motor
Transportation Co.,Ltd., and Hitachi Solutions Service, Ltd. began offering a pay-
ment service with Aeon’s e-money “WAON” for the entire fleet of about 2,500 taxis
of Daiwa Motor Transportation Co.,Ltd. The number of WAON cards issued is about
44.2 million and the locations accepting the use of the card has expanded to about
192,000 as of the end of September.

TEHFAF T L AKEERI R F 5T WAON " REE
skEEa &4t AEON CREDIT SERVICE CO., LTD.5DAIWA Motor Transportation  Payment completed quickly

Co.,Ltd. A% Hitachi Solutions Service, Ltd. #tFE&1E, ZEDAIWA Motor Transportation with “WAO't‘” e‘?/en for"tax\|s~

Co, Ltd. 22,500 A A%, T THURMARNST KT WAON FEHE  mgy 0 WHONTRTR

BR%, BEIRK, “WAON" R RITRITHEIAE4,420 53K . STNFIBHSEEY B

EE DRI 4 =& FF 4T CSRitHEI E1219732,000/M7R,

KEESUNIDO(BREE T K RELR) FE LKA L
BFAN3IET  EEIZENESEFRT CSRITH,
12201346 B FHASHEM SIS B A Rt
B | ST & A TOPVALU  FFR Y
SKFETOPVALU 3% PE I (AEON TOPVALU MALAYSIA
SDN.BHD.) Ay, NEREZEE = H MR

;

Indoor Theme Park Opened in TOKYO SKYTREE TOWN®

Aeon Fantasy Co., Ltd. opened an indoor theme park
Tokyo Kodomo-ku, Kodomo-no-Yu at Tokyo Skytree
Town in Tokyo. It aims to raise awareness by opening
an outlet at the facility attracting many tourists from
Japan as well as from abroad. The company plans to
expand its business foundation for growth by develop-
ing outlets at urban-type department stores, commer-
cial facilities within a train station and other locations.

- RRAESER R T ZRERS

CSR Program Launched for Local
Producers in Malaysia

Aeon Co., Ltd. and the United Nations Industrial Devel-
opment Organization (UNIDO) have launched a CSR
program for local producers in Malaysia, backed by
support from the Malaysian government. As the second
phase of the Sustainable Supplier Development Pro-
gram implemented since June 2013, it aims to improve
the capability of the producers in Malaysia to work on
environmental and social issues, with the central role
played by Aeon Topvalu Malaysia Sdn.Bhd. responsible
for the development of local Topvalu products.

Tokyo Kodomo-ku, Kodomo-no-Yu
is based on a concept of a public

BB RS (R R T bath locaed n “Shtamachi”
TR FRBFIIRN BF R, B diona downoin oo
AARRNERE, SEREEMBETRBEEE by gatam . B
FRES NRAENEE, S5 FADBIESD
ESEAEEAELEAIRES . M AR,

Aeon Kyushu Co., Ltd. Obtained the Highest

HSRBAIRREES Ranking in the DBJ Environmental Ranking for

GROUP

L

New Funeral Business Company Aeon Life Co.,Ltd. Begins Operations

Aeon Life Co.,Ltd. has begun operations after spinning off the funeral business from Aeon
Retail Co., Ltd. It will offer comprehensive support to prepare for the end of life by holding
the End of Life Planning Fair about 100 times a year to provide consultations on funerals
and graves, inheritance and other matters, in addition to offering Aeon Funeral services
through collaboration with about 500 funeral homes throughout Japan.

FALEWEYFT A S] AEON LIFE CO.,LTD. FriaE L iESD
Bl

Two Consecutive Years

Aeon Kyushu Co., Ltd. obtained the highest ranking in the
DBJ Environmental Ranking conducted by the Development
Bank of Japan Inc. (DBJ) for two consecutive years. The
areas receiving high evaluation included the contributions to
the Kyushu Masterpiece Vegetables and Fruits project of
companies and producers striving to revitalize agriculture in
Kyushu, and the effective use of resources by reducing the
consumption of plastic shopping bags through cooperation
with consumer groups and local governments.

‘ \-‘ I i WS 7£“DBJ IR HE#E "R AEON KYUSHU CO., LTD.
EZ2ERBTREER
AEON KYUSHU CO., LTD. 7 Development Bank of
> Japan Inc.(DBJ) #7189 “DBJ IR EHHE " FEL2ERE T &S
FR AT ATAAMBKARLEENL, Sl E=FEE
B9 MBS KR ITRIME TR | B 5ERE RGN
BRI EER RIS RS SH S 3E 28 T S BN,

KEFEMRSHL 7 EALF | ERAZ TAEON LIFE COLLTD.  FFAT ENSE
. SEAEEMNLS00REN AT AR KIEMZEIL SN, BEDT 1FLH100KH “LE&F
RES" BT HEL QEMEETMRESSNAENENE, BEHEEMENLE,

products, was launched from Topvalu Select, Aeon's private brand 30th Annlver_sary of Aeon I\{Ialaysm
offering the highest quality of products. It is the first private brand in Commemorative Tree Plantmg for
Japan to offer a choice of products by skin concerns.

P P Y 8,000 Trees Held

?GH L/IxGMEAfléjliﬁ ﬁ%ﬁggﬁf BARE Ef»ﬁ QEQ@@??&%@%& On September 14, 8,000 trees were planted in Bidor,
SRR M REIFRRR A, Perak State in northern Malaysia to commemorate the
30th anniversary of the establishment of Aeon Co. (M)
Bhd. (“Aeon Malaysia”). The company began business
in 1984, in response to the request by then Prime
Minister of Malaysia Mahathir. Since then, it has been
striving to enrich customer lifestyles by capitalizing on
the know-how cultivated in Japan while pursuing prod-
uct selection and services tailored to the local culture
and customs.

SR KEE SR P IR 637 30 A 4,
3ChE8,0004R L SHEREEN

Toward Building One of Japan's Largest Composting Recycle Loops

Aeon Agri Create Co., Ltd. (Aeon Agri) managing directly-operated farms has concluded the
“Agreement Concerning the Promotion of the Food Recycle Loop” with Daiei Kankyo Co.,
Ltd. engaged in the recycling business. The two companies will build a recycle loop in which
Daiei Kankyo Co., Ltd. will compost the food residue generated at Aeon stores. Then, Aeon
Agri will use them to grow and harvest vegetables for sale at Aeon stores.

B AEMNRXIENEERTRENARS
SEEXEEERIHHOALON AGRI CREATE Co., Lid. SEHARBAE LMDl Kanko [~ WA

Co.,Ltd. B4 T “ X TR GBI B RGHEHAMN |, IKEHA LN RY5EIXE|Daiei Kankyo

Co. Ltd HARML, BHERIFLX AR I AR RS NEREHARS,

Aeon’s e-money “WAON”
SKEER9ER F 52 “WAON"

Ministop Co., Ltd. Creates New Store Format “cisca”

Corporate Initiatives

The Daiei, Inc. To Become a Wholly Owned Subsidiary of
Aeon Co., Ltd. Toward Attaining New Growth

Aeon Co., Ltd. (Aeon) has agreed with The Daiei, Inc. to make the company a wholly
owned subsidiary of Aeon. This will promote the optimization of business fields that are
overlapping or similar within the Group. In the Tokyo metropolitan area and the Kyoto-
Osaka-Kobe area in Japan, The Daiei, Inc. will concentrate management resources on
its strong area of food products while creating a new store format that will serve as the
future growth engine. It aims to become Japan’s No. 1 “General Food Retailer.”

3L The Daiei, Inc. BIFIEIR R , REFZLF AL
KEEMH A5 The Daiei, Inc. #IZ/ASISEE TASMGARMINY, BF AR, 1§

AN ESR | KUNEL UL TEIENEL, The Daiei, Inc BEEEE . &P
KB P EGE NN R RTUEETFELERR, RN ERNERA RAILES,
KEMBAN. 1" GERAFEL HBFMEN,
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Ministop Co., Ltd. has opened the first “cisca” store,
a new store format mainly targeting women from the
20s to the 40s, in Nihonbashi, Tokyo. The store
format is rolling out with a name that is short for “city
small café,” and the company will develop this
format centering on cafés, light meals and grocery
under the concept of “freshly made,” “healthy feel-
ing” and “connection.”

cisca Nihonbashi Honcho store

MINISTOP CO., LTD. 8I#Miika “ cisca” R

MINISTOP CO., LTD.®E @20 ~40% £ A&
BEAFL, BIBT HkAs cisca”, 1 SIEHAERTED
BAFEAF, FRET “city small café” 893K340=
B DURISE | R AEE RS IR
HRER BRRARIPOFRLS,

9A14H, AiWHEAEON Co. (M)Bhd.(FKEEDK A
W) BIsz30E4F , DRI WALARHY B IS (Bidor)
AT 8, 000484, 1%/ S)RAE 1984 F R IR EAR( Y
i) FOIETAF R T Hlk, bk, RIBEMAERAR
RIEAR , BT RIZBX SRR R A
MRS, AL HPESAEFESHEENS N,

-

A total of 1,000 people including local volunteers and
employees participated in the commemorative tree planting

WXEEERLE. ERALHE 000 ASMT LERE
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G RO U P CO M PAN I ES ; m ﬁ .!I.k — ﬁ 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.

LOGIONE Co., Ltd.

THE LOBELIA, Inc.

OPA CO.,LTD.

(O TENDAI CO., LTD.

(Supermarket, Discount Store and Small Size Store Business)
MINISTOP CO., LTD.

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

O The Maruetsu,Inc.

O Inageya Co.,Ltd.

O KASUMI CO.,LTD.

OBelc CO.,LTD.

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

AEON MARKET CO., LTD.

ORIGIN TOSHU CO., LTD.

CREATE Co., Ltd.

KOHYO CO., LTD.

SANYO MARUNAKA CO.,LTD.
Network Service Co., Ltd.

My Basket CO.,LTD

MAXVALU KANTO CO., LTD.
MAXVALU NAGANO CO., LTD.
MAXVALU HOKURIKU CO., LTD.
MAXVALU MINAMI TOHOKU CO., LTD.
marunaka CO.,LTD.

RECODS. Co., Ltd.

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

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

Oichimaru Co., Ltd.

{Drugstore and 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.

(Financial Services Business)
AEON Financial Service Co., Ltd.
AEON CREDIT SERVICE(ASIA)CO., LTD.
AEON THANA SINSAP (THAILAND) PLC.
AEON CREDIT SERVICE(M)BERHAD
(O AEON REIT Investment Corporation
AEON BANK, LTD.
AEON CREDIT SERVICE CO., LTD.
AEON S.S.Insurance CO., LTD.
AEON HOUSING LOAN SERVICE CO.,LTD.
AEON Product Finance Co.,Ltd.
AEON INSURANCE SERVICE CO., LTD.
AEON Reit Management Co.,Ltd.
ACS Credit Management Co.,Ltd.
FeliCa Pocket Marketing Inc.
ACS CAPITAL CORPORATION LTD.
AEON Insurance Service (Thailand) Co., Ltd.
ACS SERVICING(THAILAND)CO.,LTD.
ACS TRADING VIETNAM CO.,LTD.
AEON CREDIT SERVICE INDIA PRIVATE LIMITED
AEON CREDIT SERVICE (PHILIPPINES) INC.
AEON CREDIT SERVICE SYSTEMS (PHILIPPINES) INC.
AEON Leasing Service (Lao) Company Limited
AEON MICROFINANCE(CAMBODIA)PRIVATE COMPANY LIMITED
AEON MICROFINANCE (MYANMAR) CO.,LTD.
AEON MICRO FINANCE (SHENZHEN) CO.,LTD.
PT.AEON CREDIT SERVICE INDONESIA
AEON MICROFINANCE (SHENYANG) CO., LTD.
AEON CREDIT SERVICE(TAIWAN)CO., LTD.
AEON CREDIT CARD(TAIWAN)CO., LTD.
AEON MICRO FINANCE (TIANJIN) CO., LTD.
AEON INSURANCE BROKERS(HK)LIMITED
AEON Financial Service (Hong Kong) Co., Ltd.
AEON CREDIT GUARANTEE(CHINA)CO.,LTD.
AEON INFORMATION SERVICE(SHENZHEN)CO.,LTD.
{Shopping Center Development Business)
AEON Mall Co., Ltd.
AEON TOWN Co.,Ltd.
AEON MALL VIETNAM CO., LTD.
AEON MALL (CAMBODIA) CO., LTD.
PT. AEON MALL INDONESIA
PT.AMSL INDONESIA

AEON MALL YOUYA (BEIJING) BUSINESS MANAGEMENT CO.,LTD.

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

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

AEON MALL (HUBEI) 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.
OLAStyle Inc.
{Service and Specialty Store Business)
AEON DELIGHT CO., LTD.
AEON Fantasy Co., Ltd.
ZWEI CO., LTD.
GFOOT CO., LTD.
cox co., LTD.
O Taka:Q Co., Ltd.
Abilities JUSCO Co., Ltd.
AEON Eaheart Co., LTD.
AEON ENTERTAINMENT CO.,LTD.
AEON CULTURE CO.,LTD.
AEON COMPASS CO., LTD.
AEON DELIGHT ACADEMY CO., LTD.
AEON DELIGHT SECURITY CO., LTD.
AEON DELIGHT SERES CO., LTD.
AEON FOREST CO., LTD.
AEON PET CO.,LTD
AEON BODY Co., Ltd.
A to Z Service Co., Ltd.
KAJITAKU Co., Ltd.
Kankyouseibi Co., Ltd.
Kantouengineering CO., LTD.
Claire's Nippon Co., Ltd.
Cosmeme CO., LTD.
General Services, Inc.
Talbots Japan Co., Ltd.
DO SERVICE CO., LTD.
Branshes Co. Ltd
MIRAIYA SHOTEN CO., LTD.
Mega Sports Co., Ltd.

s‘éﬂﬁ $1e85
JEON MI

MEGA PETRO Co., Ltd.
Reform Studio Co., Ltd.
LAURA ASHLEY JAPAN CO., LTD.
A-LIFE SUPPORT Co.,Ltd.
AT Japan Co., Ltd.
FMS Solution Co.,Ltd.
AEON DELIGHT (MALAYSIA) SDN.BHD.
AEON DELIGHT (VIETNAM) CO., LTD.
AEON Fantasy Group Philippines,INC.
AEON Fantasy Holdings (Thailand) Co.,Ltd.
AEON FANTASY (MALAYSIA) SDN.BHD.
AEON Fantasy (Thailand) Co.,Ltd.
ZWEI(THAILAND)CO. LTD.
Dalian Neusoft Information Services Co., Ltd.
BLUE GRASS(SHANGHAICO., LTD.
LAURA ASHLEY ASIA CO., LIMITED
Mega Sports China Co., Ltd.
NUSTEP (BEIJING) TRADE CO., LTD.
Suzhou Rifu Elevator Engineering Equipment Co.,Ltd.
SUZHOU SHANGPIN Washing Service Co.,Ltd.
SUZHOU ALLIANCE PROPERTY MANAGEMENT CO.,LTD.
TAIWAN LAURA ASHLEY CO., LTD.
Talbots China CO., Ltd
PET CITY (BEIJING) CO., LTD.
AEON Fantasy(China)Co., Ltd.
AEON EAHEART RESTAURANT (QINGDAO) CO., LTD
AEON DELIGHT(Hangzhou)SERVICE OUTSOURCING CO.,LTD.
AEON DELIGHT(CHINA)CO.,LTD.
AEON DELIGHT Sufang (Suzhou) CO., LTD.
Aeon Delight Teda(Tianjin) Comprehensive Facility Management Service Co.,Ltd.
Wuhan Xiaozhu Comprehensive Facility Management Service Co.,Ltd.
(E-commerce Business)
AEON Direct Co.,Ltd.
AEON Link Co., Ltd.
(ASEAN Business)
AEON ASIA SDN. BHD.
AEON Co. (M)Bhd.
AEON BIG (M) SDN. BHD.
AEON INDEX LIVING SDN. BHD.
AEON VIETNAM Co., LTD
AEON (CAMBODIA) Co.,Ltd.
AEON(Thailand) CO., LTD.
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., Limited
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.
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
BAEON Environmental Foundation
®The Cultural Foundation of Okada
®AEON EDUCATION AND ENVIRONMENT FUND LIMITED
As of the end of August 2014

ﬁgngé’si‘a (
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1. {Malaysia) 1F>E—IL 7%k X)L v L Aeon Mall Bukit Mertajam 2. (Vietnam) 17 >%>7—+Z K& Aeon Tan Phu Celadon Store

3. {Cambodia) 14 ><1207 7472 Aeon Microfinance (Cambodia)

4. {China) 1> &M 2 JE Aeon Suzhou Wuzhong Store





