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ABOUT THIS REPORT

Oishi Group Public Company Limited 
(“Company”) has prepared the Report  
on Sustainable Development for the first 
fiscal year of 2019. Its essence is to 
present the outcome of its management 
of sustainability to stakeholders 
concerning the economic, social, and 
environmental dimensions from the 
period of October 1, 2018, to September 
30, 2019, which has been prepared in 
accordance with the core criteria of the 
international GRI Standard Framework of 
the Global Reporting Initiative (GRI)
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The purpose of the report is to provide relevant business 
information and sustainable development of the 
organization for concerned stakeholders. The agenda 
and contents of the report cover three dimensions: 
economy, society, and the environment. Moreover,  
our goal settings are consistent with the 17 goals of  
the UN Sustainable Development Goals: SDGs.

This 2019 Report was to keep all concerned stakeholders 
appraised for the Oishi Group’s performance in regards 
to the Sustainable Development objectives. This Report 
and the Company operating performance of the fiscal 
year of 2019 were audited by the Certified Public 
Accountants (CPAs) of KPMG Phoomchai Audit Co., Ltd., 
or KPMG.

SCOPE OF THE REPORT

The report presents the Oishi Group information efficiency 
in managing the environment for a period of 12 months 
starting October 1, 2018, to September 30, 2019.

The report dose only applies to Oishi Group within Thailand. 
Moreover, data collection concerning the environment 
came from one food factory: a food production factory 
(Central Kitchen) in Chonburi, and four beverage 
factories: a beverage production factory at Navanakorn 
in Pathumthani, at Wang Muang in Saraburi, and at 
Amata Nakorn in Chonburi. 

The Company has prepared the Sustainability Report 
both in Thai and English. It is also available at  
www.oishigroup.com. 
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“Business Management  
Based on Transparency  

and Sustainability”
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MESSAGE FROM CHAIRMAN OF THE SUSTAINABILITY  
AND RISK MANAGEMENT COMMITTEE

2019 is the 20th Anniversary and a milestone of Oishi 
Group PCL. (“Company”). Throughout the years, we have 
committed to rolling out quality food and beverages, 
meeting high standards, and ensuring maximum safety 
for consumers. Our commitment is consistent with the 
vision of the Company: “To be the leader and innovator 
of the Japanese food and beverage businesses for the 
quality of life and wellness of consumers and create 
sustainable business growth.” Our production process is 
efficient and meets international standards. Our success 
is evident by numerous awards certifying the quality of 
our products. Among the awards is the “F&D Quality 
Award 2019” from the Ministry of Public Health-Good 
Manufacturing Practice Category for the 3rd consecutive 
year. Another award for Oishi Green Tea is “Thailand’s 
Most Admired Brand 2019” as the number 1 from 
BrandAge Magazine.

Besides, Oishi Group continues to maintain respect for 
the rights and fair treatments of all stakeholders concerned. 
We have set up guidelines on appropriate levels for all 
departments and staffs. We have come up with risk 
management measures to help minimize potential adverse 
impacts on business and stakeholders concerned with 
our business undertakings. Our commitment to fair 
treatments encompasses our constructive interactions 
with the stakeholders via activities, social media, 
communication, and suggestion engagement. These 
endeavors shall allow us to integrate all relevant input 
and formulate a business strategy to achieve security 
and sustainability.

The development of the sustainability of the Oishi Groups’ 
sustainability incorporates three dimensions: economy 
dimension, society dimension, and environmental 
dimensions. We are committed to generating economic 
growth in our country. We are also committed to serving 
society as a socially responsible corporate citizen via 
community project support, and preserving the 
environment. Our production process of food and 
beverages is environment-friendly. Yet our machines 
are modern and energy-efficient, and less reliant  
on labor. During the past years, we have successfully 
managed to reduce the use of electricity, fuel, water, 
plastic packaging, and waste.

I am confident that the business management of the 
Company based on transparency and sustainability will 
result in value creation for all stakeholders in the long 
run. Not only that it will drive Oishi Group forward and 
upward, but will also strengthen the Thai economy.  
On behalf of the Sustainability and Risk Management 
Committee, I am thankful to all stakeholders for their 
support. I am convinced that our collective efforts will 
bring about a positive outcome that will be key to the 
fulfillment of organizational sustainability.

Mr. Chai Jroongtanapibarn
Chairman of the Sustainability  

and Risk Management Committee
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MESSAGE FROM THE PRESIDENT AND CEO

Thai Beverage (PLC.) is a member of the Dow Jones 
Sustainability Indices: DJSI, and has enjoyed the highest 
score in the global beverage industry category for two 
consecutive years (2018-2019). Oishi Group (PLC.) is  
an affiliated company within the ThaiBev Group. As such, 
Oishi has also embarked on sustainability management 
both economically, socially, and environmentally together 
with the necessity to grow business continuingly.

Oishi Group has been in business for over twenty years and 
experienced continuous growth throughout. This achievement 
is not only concrete, but it is also sustainable driven by 
the most powerful force our people. During the recent  
20th Anniversary Celebration (9/9/19), we were proud to 
honor our employees who had been with us for over 20 
years. We’re thankful for their dedication, commitment, 
and confidence in our organization. Moreover, our employees 
are our most precious assets and enabling us to drive the 
business forward and upward. Furthermore, we are 
committed to embrace honesty, transparency, ethics, 
morality, and Good Corporate Governance in all business 
engagements. We’re grateful for the confidence in Oishi 
Group from customers, shareholders, and all stakeholders 
concerned. We will continue to adhere to the principle of 
sustainability in all dimensions.

Economic Dimension Oishi Group has consistently been 
the market leader in the Japanese-styled food and beverages 
for many years. To maintain our leadership status, we must 

remain dynamic. Our favorable operating performance is 
the reflection of our success. In 2019, the company recorded 
total revenues of Baht 13,631 million and profits Baht 1,229 
million respectively attributing primarily to data collection 
and analysis of needs and changing lifestyles of consumers. 
Innovation and technology are our priorities in support of 
the development of products and services for consumers 
in the digital world. For example, we improved our online 
food ordering from calling 1773 by adding a new online 
ordering platform via BevFood application. Moreover, we 
partnered with well-known Food Aggregators such as Grab 
food, FoodPanda, and Lineman. Also, we are receptive to the 
rising health-conscious trend by focusing on the high-nutrition 
food category as an alternative for consumers. OISHI EATO 
sandwich, for example, served in whole-wheat bread fits 
into this category. It also includes items that are 100% 
trans-fat free and providing Nutrition Facts via QR code. 
This rising trend is further reinforced by our engagement 
with external organizations to conduct research studies 
that will result in the reduction of sodium use while flavor 
remains intact.

Regarding beverages, we have upgraded Oishi Gold green 
tea to the premium level using roasted Japanese rice 
green tea imported from the best plantation area in 
Japan. It comes as no-sugar and light-sugar, meets the 
need of health-conscious people, and has the potential to 
achieve sustainable growth.
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Social Dimension Oishi Group is a socially responsible 
corporate citizen and fully committed to serving the 
community and society it operates. Starting from the Oishi 
family, our employees are the main driving force of business 
and on the top of the priority list. We have in place a benefits 
scheme meant to embrace them under one umbrella. It 
incorporates, among others, a safe working environment, 
competitive salary, benefits, and career development plans. 
The scheme also extends to their families. For example, 
we have awarded annual scholarships to children of our 
employees for the past twelve years to lighten their financial 
burden and heighten their morale. Moreover, our community 
engagement is intended to improve the quality of living 
conditions of the people concerned. Lately, “Project Clean 
Drinking Water” allows Oishi to transfer the know-how of 
production and maintenance to the communities, and 
enables them to drink water that is clean and hygienic. 
Lastly, two other community-related projects are “Giving” 
and “Im Jung.” And we are proud to have supported 
them. Their essence is to extend special assistance to the 
underprivileged group of people.

Environmental Dimension The protection of the environment, 
driven by climate change, has become an increasingly 
pressing challenge throughout the world. It requires a 
collective effort to tackle this global challenge. No one 
can succeed in isolation. And Oishi Group is prepared to 
do our part to keep the environment sustainable. We 
believe that business growth, direct or indirect, and a 
clean environment are mutually inclusive, and their 
sustainability is imperative. As such, we have implemented 
an action plan known as 3Rs: Reduce-Reuse-Recycle. In 
essence, the plan calls for a gradual phasing out packaging 
made from plastic. As a matter of policy, group manufacturing 
facilities are expected to comply fully with our environment 
protection directive. Among the action plans already in 
force include recycling used products into the production 
process and turning them into new value-added items for 
reuse, carbon footprint reduction, and water management. 
Also, we feel honored to have received the Certificate of 
Carbon Footprint Reduction Level in recognition of our 

global warming reduction endeavors from the Federation 
of Thai Industries.

We’re grateful for the awards Oishi Group has received 
and appreciative of the consumer confidence given to us 
for quality products during the past 20 years. Among the 
awards include:

• “Thailand’s Most Social Power Brand 2019” in the 
Japanese Restaurant and Ready-to-Drink Tea Category 
from BrandAge Magazine and Wisesight Co.,Ltd. 
(Leader of data analysis on Social Media.) 

• “Thailand’s Most Admired Brand 2019” for the 8th 
consecutive year from BrandAge Magazine. 

• “FDA Quality Award 2019” for the 3rd consecutive year 
as a Corporate whose food products are of international 
standards, high quality, respect for the ethical 
production process.

These awards will not only further strengthen our commitment 
to meeting and exceeding customer satisfaction, but also 
keeping our market leadership status intact in the Japanese-
styled food and beverages, and adding value to our brand.

I am grateful to all stakeholders for their continued strong 
support. I am proud of our staff for their determination to 
meet and beat challenges at hand. They’re instrumental 
in growing our business and will remain so in the years to 
come. I am thankful to the Board of Directors and all 
executives for their valuable insights and professionalism. 
I am committed to strengthening our company as a socially 
responsible corporate citizen, growing our business while 
keeping sustainability within sight. Again, Thailand is our 
home and our future, and we intend to make our country 
a prosperous one. 

Mrs. Nongnuch Buranasetkul     
President & CEO

“We are committed to strengthening our company  
as a socially responsible dimension, economic dimension  

and environmental dimension, growing our business  
while keeping sustainability within sight.”
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Green Tea

ABOUT OISHI

Oishi was incorporated in 1999 and became a listed 
company on the Stock Exchange of Thailand (SET) in 
2004 under the name of Oishi Group Public Company 
Limited. Our symbol on SET is “OISHI.” The company is 
engaged in the food and beverages business. Currently, 
it is a driver in the non-alcohol business under the food 
business group of Thai Beverage Public Company.

VISION

To be the leader and innovator of the Japanese food 
and beverage business for the quality of life and 
wellness of consumers and create sustainable business 
growth.

MISSION 

1. Maintain the quality of production and service of the 
restaurants, bakery, and healthy beverages, the 

popularity of ‘Oishi’ products among customers 
continuously, and give priority to the process that 
meets production standards and hygienic 
requirements.

2. Select quality raw materials that will generate the 
highest level of customer satisfaction, and translate into 
their preference both in local and overseas markets.

3. Continuously improve the production process through 
the application of modern technology and support 
product researches and development. 

4. Enhance production efficiency and competitiveness in 
terms of pricing and quality against competitors-
domestically and internationally. Our increased 
strength will help power the economic growth of 
Thailand.

5. Conduct business based on Good Corporate Governance. 
Also, taking into consideration the interests of all 
stakeholders concerned will make it possible for 
growth and sustainability to go hand in hand. 
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Green Tea

OISHI COMMITMENTS 

Currently, Oishi is a leading brand in the Japanese-styled 
food and beverage business. The Oishi brand enjoys a 
widespread acceptance from consumers whose number 
one preferred choice is apparent by the awards it has 
received over the years. We’ll uphold our commitments 
to valued consumers to merit their continued patronage.

Premiumization. The commitment to strengthening 
premium Japanese-styled food and beverage starts from 
our production process. We utilize world-class technology, 
procure quality raw materials from quality sources, and 
deliver products that encompass the combination of 
delightful delicacy, impressive experience, and utmost 
satisfaction. This Oishi uniqueness has created a great 
sense of customer satisfaction.

Attention. A secret of success is our undivided attention 
in the preparation of Oishi food and beverages. Our 
process is meticulous. We exercise great care in every 
step of the way. We want to deliver our finished 
products in a home-made style.

Innovation. Innovation, brought about by R&D, will 
remain a cornerstone in the Oishi Group organization.  
It allows us to roll out new products that meet 
 and exceed customer changing  
needs in the digital world.  

Innovation and technology are the keys to drive our business. 
They make it possible for us to reach out to customers. 
They allow us to become receptive to customers’ diverse 
preferences and responsive to fulfilling their requirements. 
This commitment explains why Oishi has won the hearts 
and minds of consumers throughout the years.   

Responsibility. Oishi Group has embraced ethics and 
Good Corporate Governance in the conduct of business. 
Our commitment to the efficient production process 
efficiency, transparency, uncompromising product quality 
is unshaken. Our commitment to being a socially responsible 
corporate citizen and protecting the environment is 
unwavering. We have engaged in many community-
related projects targeting energy conservation, environment 
protection, scholarships, relief for natural disaster affected 
group of people, assistance for the underprivileged. We 
believe that business growth and vibrant society can go 
hand in hand in their quest for sustainability. 
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Sustainability and
Risk Management Committee

Sustainability
and Risk Management

Sub-Committee 

Board of Directors

STRUCTURE OF SUSTAINABILITY DEVELOPMENT

The philosophy behind the development of the sustainability of Oishi Group is to conduct business based on 
ethics and Good Corporate Governance. Also, it is to demonstrate accountability for stakeholders concerned, 
pursue business growth while protecting the environment, and to engage in the development of society and 
enjoy shared benefits. The result is that our organization will become strong and sustainable. 

OISHI’S CORPORATE
SUSTAINABILITY STRUCTURE

Sustainability and Risk Management Committee
Structure 
The Sustainability and Risk Management Committee of Oishi 
Group PLC. is composed of 11 members chosen from directors and 
high-level executives and appointed by the Board of Directors. 
An independent director will chair the committee to ensure 
comprehensive coverage of relevant issues connected with the 
sustainability and risk management of Oishi Group.

Scope of Works, Duties, and Responsibilities
- Formulate sustainability and risk management policy for Oishi 

Group and submit it to the Board of Directors for approval.  
- Set a framework for the management of sustainability and 

risk, strategy, and resources needed for implementation under 
the sustainability and risk management policy for Oishi Group. 
The strategy and framework must effectively address such 
relevant issues as analysis, assessment, responsiveness, and 
follow up of the sustainability and risk management policy  
for Oishi Group. 

- Determine the level of risk tolerance and level of risk appetite 
in all conceivable dimensions that could produce significant 
material implications for the Company and its business units, 
and submit them to the Board of Directors for approval.

- Manage and design execution, implementation, and follow-up 
steps on the sustainability and risk management process to 
ensure that the process becomes efficiently and effectively 
operational. 

- Appoint a working group comprising people in the workplace 
and assign roles and responsibilities for them to carry out 
their assigned tasks. 

- Report work progress to the Board of Directors on a quarterly 
basis. 

- Prepare information on activities and strategy of the 
sustainability and risk management policy of Oishi Group for 
disclosure in the Annual Report under the Sustainability Report 
Section as appropriate. 

12   O I S H I  G R O U P  P U B L I C  C O M PA N Y  L I M I T E D



Customers/
Consumers

Shareholders

Trade Partners

Employees

Business
Competitors

Regulatory
Agencies

Society/
Community

STAKEHOLDER
ENGAGEMENT

Sustainability and Risk Management Sub-Committee 
The sub-committee structure is composed of the CEO as Chairperson and representatives from various departments-
including Executive Vice Presidents, Senior Vice Presidents, and Vice Presidents. 

Roles, Duties, and Responsibilities 
- Work out the structure and assign people to take charge of risk management functions. 
- Manage, control, supervise, support, and follow up on the execution of sustainability and risk management of 

each department. 
- Submit a progress report to the Sustainability and Risk Management Committee. 

STAKEHOLDERS ENGAGEMENT

Oishi Group has identified seven stakeholder groups whom the company need to address their concerns: society/
community, customers/consumers, shareholders, trade partners, employees, business competitors, and regulatory 
agencies. Oishi Group’s mission is not only to create positive operating performance and profitability but to respect their 
rights and accord them fair treatment. The Company must remain mindful of the interests of all stakeholders concerned.

The effectiveness in dealing with the stakeholder will enable the company to fulfill its mission and determination of 
driving forward our society, community, and country. As such, the company is receptive to managing the expectations 
of stakeholders and responsive to satisfying their expectations. 
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Society/Community Customers/Consumers Shareholders Trade Partners Employees Business Competitors Regulatory Agencies

Engagement Channels

• Organize activities for communities 
in the surrounding vicinity

• Conduct joint meetings with 
community leaders

• Develop a knowledge-based 
community for them to grow and 
become sustainable in the long run

• Channels for whistleblower and 
complaint filing

Issues of Stakeholder Interest  
and Concern

• Economic assistance and creation 
of job opportunities

• Support for uplifting quality of life 
and hygienic community 
environment

• Support for education
• Conservation of natural resources 

and environment

Actions Taken

• Job creation, career support, and 
community economic development

• Community relations via projects  
• Projects relating to the development 

of hygienic communities such as 
clean drinking water

• Support for education for the 
communities 

Engagement Channels

• Marketing campaign and sales 
promotion activities  

• Communication channels via 
social media such as Facebook 
Fanpage, Website, Instagram, 
Mobile Application

• Complaint filing via call center  
• Comments and complaints of 

customers at restaurants via 
questionnaire and QR Code 
scanning of receipts

Issues of Stakeholder Interest  
and Concern

• Quality of products and services 
• Safety of products
• Proper pricing quotation
• Accountability to consumers

Actions Taken

• Research and development of 
products and services undertaken 
to satisfy customer requirements 
both in terms of quality, health 
safety, uniqueness, convenience, 
and environment-friendly

Engagement Channels

• Annual Shareholders Meeting 
• Analyst Meeting on a quarterly 

basis
• Submission of Operating 

Performance Report to Stock 
Exchange of Thailand (SET) on  
a quarterly basis

• Annual Opportunity Day

Issues of Stakeholder Interest  
and Concern

• Favorable return on investment. 
• Generate business growth and 

sharpen business competitiveness
• Business transparency 
• Accountable to society, 

community, and environment
• Transparency in information 

disclosure

Actions Taken

• Professional management and 
continued favorable operating 
results

• Favorable dividend payout

Engagement Channels

• Organize periodic 
joint-meetings for 
trade partners

• Provide support, share 
knowledge, and 
develop their potential

Issues of Stakeholder 
Interest and Concern

• Transparent 
procurement process

Actions Taken

• Organize training for 
their potential 
development

Engagement Channels

• Quarterly OISHI Town 
Hall Meeting

• Conduct internal 
communications regularly  

• Set up Executive-Employee 
Communications via such 
mechanism as e-mail, 
Intranet, etc.

Issues of Stakeholder 
Interest and Concern

• Competitive 
compensation and welfare

• Support learning access 
and develop the 
potential for employees 

• Safety and hygiene in 
workplace

• Loyalty for organization 
• Respect for human rights

Actions Taken

• Increased number of 
potential development 
courses for employees 

• Designed incentive and 
retention schemes for 
high potential and 
talented employees

• Safety and hygiene in the 
workplace

Engagement Channels

• Initiate sales promotion 
campaigns

• Engage in regular 
communications and 
public relations 
campaigns

Issues of Stakeholder 
Interest and Concern

• Conduct business based 
on the internationally 
accepted framework

• Adhere to ethical 
business conduct

Actions Taken

• Treat competitors fairly. 
Refrain from using 
dishonest means in 
business or to destroy 
their reputation

Engagement Channels

• Conduct business in 
compliance with 
regulatory requirements 
in all essential areas

• Attend meetings, 
seminar and exchange 
ideas with officials in 
regulatory agencies

Issues of Stakeholder 
Interest and Concern

• Transparent tax planning
• Comply with 

environmental 
protection laws

• Advertisement and sales 
practices are ethical

• Comply with labor laws
• Respect basic human 

rights

Actions Taken

• Conduct business 
ethically

• Become a socially and 
environmentally 
responsible corporate 
citizen
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Society/Community Customers/Consumers Shareholders Trade Partners Employees Business Competitors Regulatory Agencies

Engagement Channels

• Organize activities for communities 
in the surrounding vicinity

• Conduct joint meetings with 
community leaders

• Develop a knowledge-based 
community for them to grow and 
become sustainable in the long run

• Channels for whistleblower and 
complaint filing

Issues of Stakeholder Interest  
and Concern

• Economic assistance and creation 
of job opportunities

• Support for uplifting quality of life 
and hygienic community 
environment

• Support for education
• Conservation of natural resources 

and environment

Actions Taken

• Job creation, career support, and 
community economic development

• Community relations via projects  
• Projects relating to the development 

of hygienic communities such as 
clean drinking water

• Support for education for the 
communities 

Engagement Channels

• Marketing campaign and sales 
promotion activities  

• Communication channels via 
social media such as Facebook 
Fanpage, Website, Instagram, 
Mobile Application

• Complaint filing via call center  
• Comments and complaints of 

customers at restaurants via 
questionnaire and QR Code 
scanning of receipts

Issues of Stakeholder Interest  
and Concern

• Quality of products and services 
• Safety of products
• Proper pricing quotation
• Accountability to consumers

Actions Taken

• Research and development of 
products and services undertaken 
to satisfy customer requirements 
both in terms of quality, health 
safety, uniqueness, convenience, 
and environment-friendly

Engagement Channels

• Annual Shareholders Meeting 
• Analyst Meeting on a quarterly 

basis
• Submission of Operating 

Performance Report to Stock 
Exchange of Thailand (SET) on  
a quarterly basis

• Annual Opportunity Day

Issues of Stakeholder Interest  
and Concern

• Favorable return on investment. 
• Generate business growth and 

sharpen business competitiveness
• Business transparency 
• Accountable to society, 

community, and environment
• Transparency in information 

disclosure

Actions Taken

• Professional management and 
continued favorable operating 
results

• Favorable dividend payout

Engagement Channels

• Organize periodic 
joint-meetings for 
trade partners

• Provide support, share 
knowledge, and 
develop their potential

Issues of Stakeholder 
Interest and Concern

• Transparent 
procurement process

Actions Taken

• Organize training for 
their potential 
development

Engagement Channels

• Quarterly OISHI Town 
Hall Meeting

• Conduct internal 
communications regularly  

• Set up Executive-Employee 
Communications via such 
mechanism as e-mail, 
Intranet, etc.

Issues of Stakeholder 
Interest and Concern

• Competitive 
compensation and welfare

• Support learning access 
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Interest and Concern

• Conduct business based 
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Actions Taken

• Treat competitors fairly. 
Refrain from using 
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business or to destroy 
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• Conduct business in 
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S U S TA I N A B I L I T Y  R E P O R T  2 0 1 9   15



Innovation 

Packaging Management

Supply Chain Management

Sustainable Sourcing 

Consumer Relationship 
Management

Economic Sustainability

Social Sustainability Human Resource Management 

Human Rights

Corporate Citizenship 
and Philanthropy

Health and Nutrition Products / 
Consumer Health and Safety 

Environmental 
Sustainability 

Energy Efficiency 

Water Stewardship

Waste Management 

Eco-Friendly Packaging 

SUMMARY OF KEY ISSUES

Chapter

Governance, Risk 
and Compliance

Corporate Governance and 
Code of Business Conducts

Key Issue 

Inside the Company

Company Employees Business 
Partners

Customer/ 
Consumers

Shareholders Community Regulators

Impact Boundary

Outside of the Company
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Global Values

Caring
for

Stakeholders

Collaboration

Creating
Values

GLOBAL VALUES

SUSTAINABILITY STRATEGY AND SUSTAINABLE 
DEVELOPMENT GOALS

Value Creation for Sustainability Organization
The world is undergoing rapid changes-digital 
consumerism and environmental crisis-creating impacts 
on all entities, and the Company is no exception either. 
It is, therefore, imperative for Oishi Group to grow the 
business and accommodate the expectations of 
stakeholders while serving the society and protecting the 
environment. We need to keep the management of 
sustainability well balanced in 3 areas. They comprise 
resilient and sustainable economic growth (economic), 
business management and community engagement 
(social), and conservation of natural resources and 
environment (environment) The Company is committed 
to upholding the Good Corporate Governance, which 
will enable Oishi to become a strong and sustainable 
company in the long run.

Furthermore, the Company is an affiliated entity and 
remains committed to the ThaiBev Global Values, which 
are the shared v alues of the ThaiBev Group. These 
values aim to create a sense of oneness and push 
ThaiBev forward to become Asia’s leading food and 
Beverage Company. The Global Values, expressed in 
“3C” terms, are:

Collaboration: We leverage the power of inherent 
strengths and diversity to create inclusive synergies and 
commit to team goals.

Creating Values: We empower our people with passion 
to apply new ideas and grasp opportunities to create 
positive impacts. 

Caring for Stakeholders: We embrace our stakeholders’ 
perspectives with good intentions and the right mindset 
to bring them into long term sustainability together. 
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SUSTAINABLE DEVELOPMENT GOALS
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In the process of management deliberation at Oishi Group, not only that we take into consideration global trends, 
including business trends, we also incorporate the UN Sustainable Development Goals as part of our business policy 
formulation. In 2019, we elected to implement four UN-initiated sustainable development goals.

GOAL 3: GOOD HEALTH AND WELL-BEING 
TARGETS
• “Project Clean Drinking Water” is Oishi’s on-going 

community engagement undertaking and intended 
to improve the quality of drinking water in the schools 
where our manufacturing facilities are operational. 
Through the transfer of the know-how of production 
and maintenance from Oishi to the communities, 
the project will result in clean and hygienic 
drinking water and sustainable living conditions. 

GOAL 7: AFFORDABLE AND CLEAN ENERGY 
TARGETS
• Energy Conservation and Greenhouse Effect 

Emission 
• Bring about innovation concerning energy 

consumption management in the factory, and 
waste management on an on-going basis. 

GOAL 8: DECENT WORK AND  
ECONOMIC GROWTH
TARGETS
• Economic growth management 
• Distribution of employment nationwide via 

restaurants and existing factories. 
• Protection of labor rights and the creation of an 

environment conducive to security and safety for 
employees. 

GOAL 12: RESPONSIBLE CONSUMPTION AND 
PRODUCTION
TARGETS
• Efficient utilization of natural resources. 
• Environment-friendly waste management 
• Waste minimization via reducing, recycle, and 

re-use. 
• All departments to execute sustainable measures. 
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GOOD CORPORATE GOVERNANCE

GOOD CORPORATE GOVERNANCE (GCG)

Oishi Group’s business commitment is to uphold 
transparency, fairness, honesty, responsibility for society, 
and ethical business conduct. These factors are components 
under the framework of Good Corporate Governance 
(GCG). As part of a corporate improvement effort, GCG 
is indispensable in creating proper structures among the 
management team, board of directors, corporate executives, 
employees, and stakeholders. GCG induces a structural 
change that will result in defining our business directions, 
assessing undertakings, and creating confidence for all 
stakeholders concerned.  

Good Corporate Governance for Values Creation 
of Sustainability
Good Corporate Governance (GCG) has guided Oishi 
Group well over the years. GCG is a reflection of a 
management system that displays efficiency, fairness, 
and accountability. The Company Board of Directors is 
in favor of raising the GCG to the level of the Securities 
Exchange Commission (SEC) and the Stock Exchange of 

Thailand (SET). The GCG of SEC and SET enjoy the same 
international standards as the Organization for Economic 
Cooperation and Development (OECD). The OECD 
comprises five sections: rights of shareholders, equal 
treatment for shareholders, roles of stakeholders, information 
disclosure and transparency, and responsibilities of the 
Board of Directors. In addition, Oishi Group has made its 
Code of Conduct available to all—including company 
executives, employees, and staff. It goes to group 
companies as well. For the GCG to become effective, 
there has to be communication, understanding, and 
follow up. The existence of GCG will enable the Company 
to move forward, be mindful of interests of, and impact 
on, all stakeholders concerned, and create confidence 
among all stakeholders.

Our commitment to GCG resulted in the Company being 
awarded A+ for the third consecutive year from Tris Rating 
Co., Ltd.-a credit rating agency-due mainly to favorable 
operating performance and outstanding product brands. 
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Furthermore, the Corporate Governance Report of Thai 
Listed Companies 2019 (CGR) rated Oishi Group 
“EXCELLENT” for the second consecutive year. The Thai 
Institute of Directors (IOD) carried out the assessment. 
We’re proud of these achievements. 

Code of Business Ethics
Oishi Group fully embraces the Code of Business Ethics 
(CBE) as an integral part of our organization. Our CBE is 
both transparent and accountable for the interests and 
impacts of all stakeholders concerned. Also, it is fair and 
indiscriminately from shareholders to employees, business 
partners, business competitors, community, society, 
environment, and government agencies. Moreover, we 
are committed to information disclosure and public 
hearing equitably, appropriately and timely. Also, we’re 
mindful of the need to avoid conflict of interest in any 
undertakings. Our focus is to manage stakeholder relations 
and turn them into a collective force that will result in 
sustainable business growth. 

Anti-Corruption
Oishi Group has put in place a clear policy to support 
actions against frauds, bribery, or corruption of any sort. 
The Company will continue to cooperate with various 
agencies to work against corruption as deemed appropriate. 
Moreover, the Company prohibits directors, executives, 
and all employees to not engage in any corruption 
practices. Bribing or taking bribes either directly or indirectly 
from public and private officials to obtain business or 
maintain competitive advantages are prohibited. Using 
donations and charity works as a disguise for improper 
payment is prohibited. Moreover, the Company has opened 
a channel for whistleblowers to red-flag any wrongdoings. 
And there will be a reward for the action once substantiated. 
We expect our employees to adhere to integrity, honesty 
and to be mindful not to be negligent in carrying out their 
duties. Any deviation from this policy will potentially not 
only be damaging but will be tantamount to the violation 
of the zero-tolerance policy on anti-corruption of the 
Company.

The Company’s commitment to anti-corruption is firm, 
and its policy is zero tolerance. The Audit Committee is 
responsible for the review and the formulation of corrective 
actions by the Sustainability and Risk Management 
Committee. Significant risks, if found, shall be reported 
to the Board of Directors every quarter.

Furthermore, Oishi Group has instituted mechanisms 
relating to its Anti-Corruption campaign as follows: 

1. To set up a course on Anti-Corruption for all 
executives and staff at all levels whose attendance  
is mandatory.

2. To communicate the complete adherence to the 
Code of Business Ethics and Anti-Corruption Policy  
of the Company to employees and executives at  
all levels.  

3. The company will take unequivocally strong actions 
against people found to have violated the Anti-
Corruption Policy.  

4. To set up an internal Anti-Corruption monitoring 
process that works in concert with the existing 
Internal Audit Department.

5. To communicate unequivocally the Company’s 
Anti-Corruption Policy to trade partners.   

Whistleblowers and Compliant Filing
The Company has put in effect measures for oversight 
and channels where all stakeholders, including employees, 
to report any leads or file complaints. The report and 
filing could be of any actions suspected as a violation 
or failure to comply with laws, regulations, articles, 
ethics, and corporate governance policies. They also 
apply to any incorrect financial reports or flaws in the 
internal control systems. The Internal Audit Department 
is responsible. And the report and filing could be 
forwarded to the department via various channels, 
including the website of the Company under the 
“Investor Relations” section. 
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Channels for Compliant Filing
Website : www.oishigroup.com
Email : AuditCommittee@Oishigroup.com
Mail : Audit Committee, Internal Audit Department,  

Oishi Group PLC. 
90 CW Tower, Floor 36, B3601 
Ratchadapisek Road, Kwaeng Huay Kwang,  
Khet Huay Kwang Bangkok 10310 

The Company has a set of guidelines for the protection 
of informer or complaint filing parties whose identities 
will be confidential unless required by law and/or any 
oversight agencies. The Company also has instituted 
guidelines on the receiving of complaint and whistleblower 
as well as the protection of such person per the good 
corporate governance policy of the Company and its 
subsidiaries (“Compliant Filing Guidelines”), effective 
February 25, 2015. The goal of the guidelines of the 
Company is to ensure that they are appropriate, effective, 
flexible, and on par with other leading companies. Also, 
another goal is to create confidence among all stakeholders, 
including the employees. They’ll receive protection from 
persecution, penalization, and mistreatment as a result 
of informing or whistle-blowing to the Oishi group. There 
will be no protection is such action was carried out to 
harm the Company or other persons, which was illegal 
or a violation regulation of the Company.

In the meantime, the Board of Directors has assigned 
the Audit Committee, consisting of Independent Directors, 
to monitor and modify, when necessary, the guideline for 
the management of complaints or leads received from any 
given channels. The Audit Committee will then forward 
any given case to the Internal Audit Department, an 
independent entity that reports directly to the Audit 
Committee, to screen, manage, and investigate the validity 
of these leads and complaints. The results of the findings 
will be forwarded to the Audit Committee or presented 
to the Board of Directors. Following their deliberation, 
the Company will decide and notify the people related 
to the given whistleblower and complaint filing cases 
accordingly.

In the event that a given whistleblower and complaint 
filing case from a person is proven to be legitimate, with 
no ill intent for any other persons or with a court verdict, 
in recognition of his/her innocence, he/she will be 
entitled to proper compensation from the Company 
under the law.
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RISK MANAGEMENT CRITERIA 
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20 years
of economic growth
promotion

Grow together 
Oishi gives great care 
to sustainable production and consumption. 
Vendors and stakeholders 
have supported each other 
based on quality with common goal: 
health of the consumers.

-
The group has been assigned credit rating of A+ for three 
consecutive years from good performance and 
well-known brand from TRIS Rating Company Limited.

Oishi Group is the first company in Southeast Asia 
having all restaurants certified by all 3 systems 
from SGS (Thailand): GMP (Good Manufacturing Practice), 
standard for hygienic production or service management 
system, HACCP (Hazard Analysis Critical Control Point), 
standard for control of production for highest safety of 
goods and services and ISO 9001:2015, characteristics 
and qualifications of goods or services 
which are satisfactory to consumers.

-
It has been scored Corporate Governance Report 
of Thai Listed Companies (CGR) of the year 2019 
in “Excellence” level for two consecutive years 
by Thai Institute of Directors.
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by Thai Institute of Directors.

Business Growth

Meeting Present Challenges…Reshaping Future Growth
The realization of our Missions and Vision dictates Oishi Group to formulate an effective strategy, utilize budget 
efficiently, and bring about value creation through technology and innovation. During the past 20 years,  
Oishi Group (PLC) has become the market leader in Japanese Food and Beverages. In aggregate terms, we have 
become involved in Thailand’s economic growth, income distribution, employment creation, supporting Thai farmers, 
and generating foreign exchange earnings from exports to overseas markets.

Restaurant Business
The Year 2019 continued to be another growing and profitable year for the 
Company. Factors attributing to our success were as follows: (1) Continuing 
Branch Expansion. The idea is to reach out to customers with an emphasis on 
peripheral cities in the country. We opened a total of 26 new branches in 2019. 
(2) Product Development. Our endeavor in this area is the key to creating 
change and electrifying excitement for customers. It is a reaffirmation of our 
leadership status in food innovation. (3) Creation of Value for Consumers. 
The quality delivery of our products and services for consumers is one of our 
highest priorities. (4) Platform Expansion. We are receptive to new ideas of 
servicing consumers, and the implementation of on-line services compliment 
their demands for modernity and convenience.

Packaged Food and Ready-to-Eat Food
The Year 2019 was a year of rebranding for our Packaged Food and Ready-to-
Eat Food. We have rebranded all group products into one brand name: “OISHI 
EATO” since February 2019. The philosophy behind this move was to create 
customer awareness and acceptance and made our marketing communications 
campaign effective and powerful. We’ll continue to roll out new products into 
the market, including Fried Ramen and French Toast Sandwich. Furthermore, 
we’ll continue to expand export markets, especially European countries,  
via new product introduction such as Gyoza in multiple flavors. Our initiatives 
resulted in a 67% growth in the previous year, an increased customer base 
such as Other Modern Trade (OMT) in provincial areas and eventually 
nationwide, a penetration into the Food Service Market through Horeca and 
Cafe, that we intend to eventually turn it into the Food Supply Market in 
Thailand in future.
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Oishi Innovation Development consists of 3 approaches

Product
Innovation

Open
Innovation

Process
Innovation

OISHI Delivery
Oishi Delivery Co., Ltd. was incorporated to engage in food delivery, including 
online business. It’s necessitated by the need for food-delivery flexibility and 
rapid response to fast-changing consumer behaviors in the digital world. 
Change and adaptability are the order of business we need to embrace in the 
coming years.

Beverage Business
 The Beverage Business continues to roll out new products, new flavors, and 
creative packaging to accommodate the demand of New-Gen consumers. 
Moreover, opening and expanding overseas markets also becomes an essential 
factor attributed to our growth. In 2019 we took several initiatives aimed at 
growing the business.

1. “Oishi Green Tea Honey Lemon” flavor contains the premium Hyakka Mitsu 
Honey from Hokkaido. This fragrance-liked smell is available only in Japan. 
Another new green tea marched into the market: Oishi Green Tea Double 
Honey Lemon. Its taste is sour and yet flavorful.

2. “Oishi Gold” is the premium green tea in our portfolio. The main ingredient 
is the 100% tea leaves from Matsuda Plantation, Omaesaki, Japan. The 
plantation received The Emperor’s Cup Award for three consecutive years. 
Its bamboo-shaped packaging is innovative, and its wide-opened top 
allows people to enjoy the smell of its premium green tea. Oishi Gold will 
add a unique experience for health-conscious consumers. It was rolled out 
into the market in November 2018 to activate the green tea market.

3. Our beverages now come in a 180-ml UTH packaging in 4 flavors: Original, 
Lemon Honey, Genmai, and Kyoho Grape. Leaf-shaped packaging is an 
innovation that is beautiful and cost-saving.

4. Overseas market penetration is one of our top priorities. Our endeavors 
have been successful in Taiwan and Norway. 
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Oishi Innovation Development consists of 3 approaches

Product
Innovation

Open
Innovation

Process
Innovation

INNOVATION

OISHI Groups’ business growth strategy gets driven by 
research, development, and innovation. They are the 
primary forces that lead us to prosperity and sustainability. 
And they also create values to all stakeholders.  

SUSTAINABLE INNOVATION
Research & Development (R&D) ultimately results in 
innovation for Oishi Group. Our innovation is primarily 

production-process focused and service-oriented.  
It is intended to add a variety of products, accommodate 
contemporary trends, meet changing lifestyles of 
new-gen consumers, create customer satisfaction to 
the maximum extent possible, bring about brand loyalty, 
and grow the business based on operating performance 
and sustainability. 

1) Open Innovation 
Open Innovation comes in exchange for information 
in-between the Company, institutions and organizations. 
It is a participatory sharing of knowledge, know-how, 
experiences, and creative ideas. The idea is to increase 
efficiency, lower cost, develop human capital, and 
strengthen safety. Among the open innovation-related 
projects undertaken in 2019 were:

• Oishi’s Food Group and Mahidol University jointly 
analyzed nutrition contents of 60 items from the Oishi 
Delivery menu. The project is in progress. We will disclose 
the analytical conclusion of the nutrition and their 
respective contents to consumers upon completion. 
Besides, we will continue to improve and develop our 
products based on nutrition contribution. Our goal is 
to attain “Healthier Choice Logo” from Mahidol 
University shortly.

• Oishi Packaged Food and Ready-to-Eat Food 
participated in the “Voluntary Salt or Sodium 
Reduction Usage in the Food,” organized by the Food 
and Drug Administration. Our involvement as a 
member of a private sector network was to raise 
awareness for the need to reduce salt or sodium 
consumption, and campaign for proper nutritious 
consumption.

• Our Beverage Business Group and King Mongkut 
Institute of Technology jointly researched a “Study on 
Factors of Production and Impacts on Phytochemistry 
in Ready-to-Drink Tea.” Upon completion, we 
published the research that concluded that, among 
others, revealed the catechin chemical properties had 
beneficial properties for human health.
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2) Product Innovation 
Again, innovation will result in new products that are 
contemporary and unique. They’ll accommodate the 
different demands of consumers, create excitement 
for customers, and generate revenues for the Company. 

Restaurant Business
• We have initiated a new set of the creative menu 

that we aim will result in increased customer 
consumption.  

- Tsukemen: Cold Ramen noodles and exquisite fish 
soup served at OISHI RAMEN Restaurant. The long 
and soft noodles and fish soup with sliced pork 
come separately. Side dishes are boiled eggs in 
soy sauce, seaweed, and tender pork meat. This is 
a top-hit menu. 

- Fried Soft-Shell Crab Served with Rice at KAKASHI 
Restaurant. 

- Sakura Mizu Mochi is a seasonal delightful delicate 
sweet at OISHI GRAND Restaurant, that import 
some ingredients from Japan. Served with kuromitsu 
(brown sugar syrup) and roasted kinako (soybean 
powder).

- Grilled Salmon Toscana served at OISHI BUFFET 
Restaurant. It’s a mixture of Japanese and Mexican 
cuisines that comes in fried tortillas and jalapeno 
sauce. 
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- A special menu is available only during festive 
seasons at OISHI EATERIUM. Sushi for children’s 
day, that comes in various forms such as Panda 
Shushi served with cheddar cheese and cooked 
salmon, Shogun Shushi served with salmon slide 
and rice, Dolphin Shushi served with shrimp with 
rice. In addition, there is the special menu for 
Mother’s Day, which is Halibut steamed in 
Japanese soy sauce. 

• Expansion of Distribution Channels. We have 
engaged in the digital channel through such Key 
Food Aggregators as Grab Food, FoodPanda, and 
Lineman. It is an effective way to support the 
expanding food delivery market, expand the 
target group, and get ready for the increasingly 
competitive online service business. As a result, 
the Oishi Food Delivery business recorded a 
satisfactory growth in 2019 compared with the 
preceding year.

• Introduction of the BevFood Application. The 
application has become inseparable from digital 
lifestyles. It is a powerful tool in building 
connectivity with consumers, transmitting 
information, initiating promotion campaigns, and 
making it more-friendly to accumulate points for 
discounts based on set conditions. Following the 
introduction of the BevFood App in mid-2019, the 
feedback has been positive and accompanied by 
higher sales volume, increased Customer 
Satisfaction Score, and expanded the client base. 

• Development of Customer Service Channels. We 
have added more channels to obtain customers’ 
comments, suggestions, and complaints through, 
for example, call center, social media, and QR 
Code scanning from the receipt.  
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Packaged Food and Ready-to-Eat Food
This product group is a response to new lifestyles that come with new food 
products. It’s also a response to the contemporary fast-paced daily life that 
demands speed and convenience. 

- Oishi EATO French Toast Sandwich comes in Oishi exceptionally soft bread, 
gets dipped fully into a mixture of egg, milk, and butter, together with 
bacon and cheese. It is microwavable.  

- All items of Ramen have become preservative-free, including Stir Fried 
Ramen with Clams and Roasted Chill Paste, Stir Fried Yakisoba with 
Pork and Vegetable and Stir Fried Ramen with chicken teriyaki and 
nabe sauce. It’s a response to the call for healthy food.  

Beverage Business
One of the keys to achieving growth is to bring about product innovation 
continuously. In 2019, the Beverage Business rolled out new products into 
the marketplace for consumers in all segments. 

- Oishi Gold, 4 Flavors. These are ready to drink green tea premium 
products for health-conscious consumers. They come in no sugar or less 
sugar contents. The packaging is a unique bamboo shape and a wide 
top that will allow consumers to appreciate the smell of this premium 
green tea. It is a unique experience for health-conscious consumers.
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- Oishi Honey Lemon and Oishi Honey Double Lemon. The honey 
is Hyakka Mitsu Honey, Hokkaido, Japan. Their target group 
is young-gen consumers.  

3) Process Innovation
The application of process innovation creates added-value for 
products and services and measures efficiency in the form of 
operating performance. 

Food Business. Improve fillet fish method and organize training 
for chefs and kitchen personnel to reduce loss from filleting fish, 
minimize the utilization of limited world food supply, and save 
cost-savvy within its production process. 

Beverage Business. Resize the green tea packaging and its 
label of UHT 180 ml of all four flavors- Original, Honey Lemon, 
Genmai (Japanese Rice), and Kyoho Grape. Use Leaf-shaped 
milk boxes, innovation, that are appealing and cost-saving. 

S U S TA I N A B I L I T Y  R E P O R T  2 0 1 9   31



SUPPLY CHAIN MANAGEMENT

The Oishi Groups’ supply chain management policy emphasizes 
on an efficient utilization of natural resources, environment-
friendly production processes, and products high in quality 
and nutrition. Through regular communications, we will 
showcase social responsibility both in the economy, society, 
and environmental dimensions. That also applies to our trade 
partners who are part of our supply chain. We’ll make 
procurement transparent, fair, and environment-friendly 
focused for our trade partners. This collaboration makes it 
possible, as the market leader in food and beverages in 
Thailand, to create shared values that will be beneficial to 
consumers and society.

Trade Partner Management
Trade partners are our business allies from inception to 
completion. Therefore, it is critical that our procurement 
system incorporates the entire supply chain and is 
comprehensive. Our trade partners must demonstrate their 
potential, law-abiding commitment, acceptance of ethical 
procurement principles, and willingness to apply UN Supplier 
Code of Conduct and Dow Jones Sustainability Indices in 
their commercial undertakings. Furthermore, we’ll also take 
into consideration their production capability, food safety, 
traceability, commitment to sustainability as well as  
we have an in-house system that connects us directly with 
the trade partners and enables us to assess their potential 
and performance. We aim for a long-term and sustainable 
relationships with them.

Raw Material Sourcing
The scarcity of raw materials is a risk for the Company. 
Working closely with our trade partners and formulating raw 
material sourcing are our priorities. Replacement of raw 
materials in time of crisis is what must become incorporated 
in our planning for business continuity. Meeting regularly 
with our main trade partners is necessary. Moreover, we 
have also capitalized on the synergy within the ThaiBev 
Group in matters relating to raw material sourcing, 
strengthening our bargaining power, and securing quality 
raw materials.
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Sustainable Business Relationship
Oishi Group is committed to strengthening the potential of 
the trade partners, creating a mutually beneficial partnership, 
and improving the quality of life for all stakeholders concerned. 
We are hopeful that together we are moving toward the 
fulfillment of our goals based on sustainable development.

SUSTAINABLE SOURCING

Procurement is the beginning of the product life cycle, and 
sustainable procurement will serve as a basis for a sustainable 
supply chain. As such, Oishi Group is committed to setting 
up a procurement process relating to raw materials, products, 
services, and business partners bearing in mind the potential 
impacts on the society and the environment both at present 
and future. Moreover, it is committed to managing the process 
in an efficient, transparent, and ethical manner. Furthermore, 
commercial undertaking with business partners is also a priority 
issue for the Company. We have chosen to apply product and 
service risk management mechanisms on business partner risk 
management from inception to completion. It starts from raw 
material procurement to business partner selection taking into 
consideration their operating performance based on generally-
accepted standards and proper management process. Of equal 
importance is their receptiveness to the environment, society, 
and Good Corporate Governance. The idea is to ensure that 
the delivery of products and services to consumers is of quality 
and safety.

Our procurement policy is clear. Oishi Group will neither 
support nor conduct transactions with business operators 
known for corruption, violation of intellectual property, 
human trafficking, and violation of human rights.

Oishi Group is also mindful of our corporate social responsibility 
and will continue to make a demand for high-quality materials 
from domestic operators and farmers. We shall support their 
potential development both directly and indirectly. We shall 
continue to help improve their production know-how, including 
how to select high-quality tea leaves that will result in generating 
more income and growth for people in the communities. We 
shall also explore the possibility of a long-term contract as a 
way to mitigate risk relating to raw materials while creating 
a trust for them to earn an uninterrupted flow of income.
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Sustainable Supplier Management
Our priority is to engage in transactions with business 
partners who share our vision of Good Corporate 
Governance, comply with the high standard production 
process, and adhere to the laws and other internationally-
accepted business requirements. They are also expected 
to promote sustainable development both in the industry 
sector and society as a whole. As such, we shall assess 
all business partners against our policy framework 
regarding sustainable development and transparency. 
We shall continue to insist on getting only raw materials 
that are nutritious and safe for consumers. And Oishi will 
continue to require information disclosure from them in 
such areas as GMO, nutrition contents, and Trans Fat.
 
Other than the quality consideration, competitive pricing 
quotation on raw materials is of equal importance. Its 
direct correlation with our business costs can never be 
understated. Besides, our business partner selection 
process will take into consideration other related factors 
to ensure our long-term sustainability. Those factors 
include price comparison, the addition of potential new 
business partners, new sources of raw materials, and the 
volume of supplies. Our ability to create competition 
will strengthen our bargaining power in quality, pricing, 
and quantity that satisfies our requirements. Also, we 
shall undertake a periodic review on pricing and raw 
materials against prevailing market conditions. Our 
business partner selection process comprises the 
following criteria:

• Policy, procedures and qualifications meet the 
requirements of Oishi Group, including Good 
Corporate Governance;

• Certification of products from accredited agencies 
and site inspection about their set of standards, raw 
material sourcing, production process, and quality 
control, warehousing, delivery, and waste 
management;

• Demonstration of competitiveness, stable raw 
material sourcing, and reliability; and

• Demonstration of creativity and innovation. 
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CUSTOMER RELATIONSHIP MANAGEMENT 

Customer Relationship Management is key to establishing positive 
relations between the Company and customers and business 
partners who are both our important stakeholders. It is essential 
to manage customer relations systematically. For example, 
listening to customers’ comments via social media channels, 
getting customer complaints, and assessing customer satisfaction 
all enable the Company to obtain useful information. The next 
step is to conduct data analysis, develop products and services 
that correspond to customer requirements. The result is to 
strengthen the brand and make it sustainable.

Customers/Consumers
Oishi Group is attentive to our customers and consumers, first, 
through careful sourcing of quality raw materials for the 
production of food and beverages. Moreover, we are content 
in improving and controlling the production process to meet 
standards and command respectability. Furthermore, we are 
rendering strong support for R&D and innovation to roll out 
new products and services that meet the changing expectations 
of customers/consumers. Also, we are fully receptive to 
upgrading our tracking-capable delivery system, strengthening 
communication channels that allow us to get comments, 
suggestions, and complaints from them. The channels include 
Call Center, Social Media, and questionnaire via QR Code 
from receipt (in the restaurant business only.) Customer 
feedback is an essential part of making a timely improvement, 
meeting fierce business competition, responding to the 
fast-changing dynamics in society.

When receiving a customer complaint, we’ll forward it to an 
entity concerned for correction. Also, a complaint coming via 
QR Code Scanning is a matter of urgency. It requires immediate 
attention within seven days after the service date.

Business Partners
Business partners bring Oishi products to consumers through 
such channels as Traditional Trade and Modern Trade. They 
serve as the intermediary and assess customer satisfaction in 
Oishi products. As a result, extending support and collaboration 
with our business partners are mutually beneficial. It will not 
only allow them to grow but will also strengthen Oishi’s 
partnership base.
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20 years 
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creation

Filling up… for society
Oishi believes that quality society 
results from the condition 
that consumers can consume clean, 
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Moreover, they must be mentally filled 
with quality of mind, knowledge, thoughts 
and value in community.

Oishi Green Tea is certified “Healthier Logo Choice” 
from Nutrition Promotion Foundation, Mahidol University./ 
Food Business Group, Oishi joined 
Food and Drug Administration (FDA)’s 
“Voluntary Reduction of Salt or Sodium Content 
in Food Product Program”.
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HUMAN RESOURCES MANAGEMENT

Human capital is instrumental in driving the Company 
forward. Thai Beverage (PLC) is our parent company 
whose VISION 2020 is to bring about professionalism 
into the organization. Potential development is the answer 
going forward. Oishi Group is prepared to meet challenges 
such as disruptive technology, new forms of business, 
and new ways of doing business.  Against this changing 

business environment, our human capital must keep 
abreast of new developments. It is essential to apply 
digital technology in the Human Capital Management 
(BEVEREST System) in the areas of recruitment, 
performance evaluation, and employee data collection 
system. Only when our people are efficient, can we be 
able to grow the business sustainably.
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Human Capital Development
Oishi Group is committed to developing the potential 
and enhancing the capabilities of our employees, 
currently more than 10,000. Also, the Company is 
prepared to provide career growth opportunities for the 
employees and allow them to engage in borderless 
businesses using specific skills.

Human capital development applies to our people at all 
levels. The idea is to sharpen their skills, management 
capability, and leadership potential. Also provided are 
the individual development plans based on specific 
requirements of each department. The plans can be 
tailored-made for executives, management, supervisor, 
and operations. We have coordinated with group 
companies to organize the Supervisory Development 

Program (SDP) and strategic planning for high-level 
executives using instructors from leading universities in 
the country. English courses are both important and 
useful, especially for those who want to improve their 
fluency and are interested in overseas assignments.

Occupational Safety, Health, and Environment
The Occupational Safety, Health, and Environment Policy 
of the Company is in full force. It meets all standards 
and legal requirements. We expect all employees to 
strictly comply with the policy.

The Company has established the Occupational Safety 
and Health Department (OHS.) Its mission is to secure 
the health, safety, and welfare of employees and other 
people at work; protect the public from the health and 
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safety risks of business activities; and eliminate workplace 
risks at the source. Also, we have applied the Total 
Productive Management (TPM) to further strengthen the 
safety consideration within the organization.

Moreover, factory managers took the initiative of keeping 
our people abreast of the safety issues. For example, 
highway police and provincial police updated our people 
on traffic laws, and the municipal fire department 
organized a fire drill for our people.

Furthermore, the works relating to Occupational Safety, 
and Health (OHS) are: 

• To comply with the laws and regulations, and 
municipal laws.

• To establish objectives and prepare a 5-year master 
plan with follow up actions and evaluation 
continuously.

• To comply with the requirements relating to TIS/
OHSAS 18001 (ISO 45001)

• To comply with the requirements of customers.

Safety is not the only priority, but good health and the 
environment are also important. Our workplace is clean 
and hygienic. We also provide s shuttle service for  
the employees and create a hospitable environment.  
We are hopeful that all these positive aspects shell 
inspire enthusiasm for our people to work toward our 
corporate goals
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. Collaboration .
1

“We leverage
the power of

inherent strengths
and diversity

to create inclusive
synergies and

commit to
team goals.”

. Creating Values .
2

“We empower
our people

with passion to
apply new ideas

and grasp
opportunities

to create
positive impacts.”

. Caring for Stakeholders .
3

“We embrace
our stakeholders’
perspectives with
good intentions 

and the right mindset
to bring them into 

long term sustainability
together.”

Building employee engagement and commitment
• Establish corporate values – a strong foundation that 

unites employees and encourages them to possess 
positive attitude, decent morale, and work behavior 
towards the same goal

• Determine appropriate compensation and benefits 
for employees as well as treating them equally as 
part of the company

• Foster good quality of life for employees such as 
providing annual health check-up, scholarships for 
employees’ children in order to build morale and 
retain valuable personnel with the company
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GLOBAL VALUES

The Company is an affiliated entity and remains committed to the ThaiBev Global Values, which are  
the shared values of the ThaiBev Group. These values aim to create a sense of oneness and push 
ThaiBev forward to become Asia’s leading food and Beverage Company. The Global Values consist of 
three key elements that company expects employees to embrace and implement consistency.

HUMAN RIGHTS

Respect for human rights is a policy of Oishi Group and 
consistent with internationally-accepted human rights 
convention framework. It encompasses respect for human 
dignity, rights, freedom, and equality. Our employees at 
all levels are expected to embrace codes of conduct on 
human rights, ethics and business. They are expected to 
show respect for human rights in all business undertakings 
wherever they are. Our Human Resources Management 
Policy on to Human Rights comprises:

1. All employees are entitled to fair treatment and respect 
for human dignity as members of the Company;

2. Recruitment, promotion, and the transfer will be carried 
out based on fairness and job requirements, and 
non-discrimination;

3. All employees are entitled to career advancement 
opportunities within the Company based on capability, 
caliber, and job requirements;

4. All employees are entitled to the continuous development 
of their potential;

5. All employees are entitled to remuneration schemes 
based on fairness, nature of job responsibilities, 
performance assessment, the operating performance 
of the Company;

6. All employees are entitled to information regularly 
and as appropriate; and

7. All employees are encouraged to embrace the Core 
Values of the Company. They are instrumental in driving 
and fulfilling corporate objectives. 
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DEVELOPING COMMUNITIES AND SOCIETY

Oishi Group’s commitment to take our society to the next 
level is unwavering. And our top priority is to work toward 
the attainment of a sustainable quality of life for all 
stakeholders concerned, from employees to society, and 
eventually our country. Throughout our 20-year business 
existence, Oishi Group has faithfully embraced the business 
conduct principles based on honesty, responsibility, 
transparency, integrity, and ethics. We have honored 
Good Corporate Governance. And we have incorporated 
ThaiBev’s Global Values and Oishi Group’s Core Values 
to become “SUKOI” or “ULTIMATE.” The “SUKOI” is what 
we expect all employees from top-down to uphold. It 
implicitly connotes collectiveness that will drive us forward. 
Another corporate culture that Oishi Group cherishes is 
“sharing” for customers and society.

Community Projects
The Company takes pride in being a socially responsible 
corporate citizen. As part of our sustainability building 
endeavors, we have initiated and implemented projects 
that are beneficial from communities to the country. The 
nature of the projects is on-going. They are: “Clean Drinking 
Water Project,” “Giving Project,” and “Im Jung Project.”

1. “Clean Drinking Water Project” is a project that 
allows the Oishi Group to improve a clean drinking  
water system around our manufacturing facilities.  
It brings about a better quality of living conditions in 
the community.

In 2019 the Clean Drinking Water Project got 
extended to Puech Nimit School, Klong Luang District, 
Pathumthani Province, the area where the children of 
our Oishi Group employees resided. The Company 
sent a team of engineers who went into the area to 
assess the drinking water situation. They subsequently 

made a drinking-water improvement recommendation: 
installation of RO water filter system, water pump, 
water tank, and six units of the water cooler. Moreover, 
part of the recommendation was to arrange training 
for personnel on the ground of how to use it, keep it 
hygienic, and maintain the system. The Company 
continues to monitor the project and dispatches 
engineers to keep the standards intact. The goal is to 
give clean and hygienic drinking water to the students. 
We are proud to have supported this quality of life 
improvement initiative.

In the meantime, we have lined up four more schools 
for the implementation of the Clean Drinking Water 
Project. They are in communities where our factories 
are. They are in Wang Muang District, Saraburi Province, 
the Central Kitchen in Ban Bueng District, Cholburi 
Province, and Amata Nakorn, Cholburi Province.
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 CLEAN DRINKING WATER PROJECT

Year Area School Beneficiary (Person)

2018 Oishi beverage factory  
in Wang Muang District, 

Saraburi Province

Baan Maneechote 
Samakee School

400

2019 Oishi beverage factory  
in Nava Nakorn,  

Klong Luang District, 
Pathumthani Province

Wat Puech Nimit School 450

Total Number of 
Beneficiary

850
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• Wat Puech Nimit School: The Company made a 
donation of books in English to the students in 
elementary school in support of their quest for 
learning. The school is in the same community where 
our Oishi beverage factory operates in Nava Nakorn, 
Klong Luang, Pathumthani Province.

2. “Giving Project” is a social contribution and assistance 
to the underprivileged, including victims affected by 
natural disasters and in need of education support.

2.1 Oishi “Giving” Education. Knowledge-based education 
is the foundation for the development of a 
sustainable society. The Company has fulfilled its 
social responsibility through support for education.

• “Give” project to give employees’ child funds: Oishi 
continues the “Oishi Gives Education” project, 
organized the 12th Educational Scholarship Ceremony 
for employees’ children by providing scholarships to 
effective employees’ children with the amount of 
118 scholarships in order to promote education for Thai 
youth. Ready to be a morale for employees.
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• Huachiew University: The Company donated Oishi 
Green Tea beverages to the students who were 
present at the “Open House” preparation for 
undergraduate study.

• Baan Klong Chani School, Baan Khao Wong School, 
and Pong Sam Sip School: The Company donated 
blankets to the students who suffered cold at Lansak 
District, Uthai Thani Province. Also, the Company 
provided the students with a variety of supplies of 
videos, Oishi Sandwich EATO, and Oishi beverages.
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2.2 Oishi “Giving” Quality of Life
• The Rainbow Fun Run 2019: The Company donated 

Oishi Green Tea and Oishi Sandwich EATO in support 
of “The Rainbow Fun Run 2019.” All donations from 
this charitable run will go to The Rainbow Room 
Foundation to further support needy children.

• Sathit Prasarnmit Charitable Rally: Oishi Group fully 
supports a safe driving spirit based on traffic laws. 
Recently, the Company got involved in the 20th 
Sathit Prasarnmit Charitable Rally by providing Oishi 
Green Tea to all participants throughout the 
Bangkok-Pattaya route.
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2.3 Oishi “Giving” Victims of Natural Disasters
• Giving assistance to fellow countrymen affected by 

floods in the Northeast Region, Ubol Province. Among 
the victims of the natural disaster were Oishi employees. 
The Company set up a donation box and the money 
received will be distributed to our fellow employees.
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2016 1  Anekdhittharam School, Pathum Thani Province   150
 2 Ban Bang Khae Social Welfare Development Center for Older Persons 300

2017 3 Ruechakorn Kindergarten School, Bangkok 140
 4 Wat Sirijuntharam School, Pathum Thani 250
 5 Baan Klong Somboon School, Samutsongkram 150
 6 Thanthip School under support of the Thanthip Foundation, Chiangrai 160
 7 Baan Ton Samrong School, Nakornpathom 150
 8 Ban Khun Samut Thai School, Samutprakarn 160

2018 9 Duang Prateep Foundation (Songkran for elders) 400
 10 Duang Prateep Foundation (Scholarship Ceremony) 450
 11 Ban Dek Rae Ron, Bangkok 30
 12 Banmaneechot Samukkee School, Wang Muang, Saraburi Province 500
 13 Central Thailand Mission (Christmas Charity Carnival) 100
 14 Zigma Camp, Faculty of Commerce and Accountancy, Chulalongkorn 175
 15 The Champ, Faculty of Commerce and Accountancy, Chulalongkorn University 100
 
2019 16 The Foundation for Slum Child Care under the royal patronage of Her Royal Highness,
  Princess Galyani Vadhana Krom Luang Naradhiwas Rajanagarindra 100
 17 Thai Red Cross Children Home 30

  Total 3,345

YEAR NUMBER VENUE NUMBER OF
   STUDENTS /  
   PARTICIPANTS

INFORMATION ON “IM-JUNG’ PROJECT 2016 - 2019

3. “Im-Jung Project” As the manufacturer of Japanese-
style food and beverages, the Company is pleased  
to host a special meal for our youth and the 
underprivileged by a full set of meals and beverages 
under the Oishi brand names. 

• The Foundation for Slum Child Care: The children from 
the Foundation for Slum Child Care under the royal 
patronage of Her Royal Highness, Princess Galyani 
Vadhana Krom Luang Naradhiwas Rajanagarindra, 
were taken to enjoy Japanese cuisines. That special 
Japanese meal took place at Oishi Ramen restaurant. 
The children enjoyed Ramen and other Japanese 
dishes. It was a memorable experience.
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• Thai Red Cross Children Home:  Our executives and 
volunteers brought a variety of Japanese food for young 
children to enjoy at the Thai Red Cross Children Home. 
Smile and warmth followed.
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To further strengthen the implementation of the promotion 
of HEALTH & NUTRITION-BASED products policy, 
we have elected to pursue the following strategies:

1
Development

of Health
& Nutrition Strategy

2
Health

& Nutrition
Reformulation

CONSUMERS HEALTH, SAFETY & WELLBEING

The promotion and development of HEALTH & NUTRITION-
BASED products is a top priority policy of the Company. 
We will not fail to honor it. Neither will we compromise 
for quality.

Our goal is to continue to roll out new health & nutrition-
based food products and beverages into the marketplace, 
and simultaneously fulfill our sustainability commitment. 
In the past year, we entered into a research engagement 
with Mahidol University with an emphasis on nutrition 
contents, innovative ways to elevate quality and maintain 
the safety of the food products and beverages, and 
enhancement of the production process.

 

In 2019, Oishi Group continues to strengthen the 
promotion and development of HEALTH & NUTRITION-
BASED products policy. We’ll thrive toward health-based 
products by lowering, for example, salt and sweetness in 
our food and beverage products while keeping the flavor 
intact. Also, it encompasses utilizing 100%-trans-fat free 
raw materials and keeping consumers informed of the 
properties of the food and beverage products on the 
labels. The idea is to win the confidence of consumers in 
our product quality. We’ll do what we must to make 
“Oishi” their preferred choice.
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1. Development of Health & Nutrition Strategy
 The Company’s Research & Development Department 

is responsible for employing resources on testing to 
develop new products to maintain their relevance 
and leadership in their chosen market. In 2019, we 
took the initiative of entering into joint nutrition 
research engagements with leading academic 
institutions in the country.

• Oishi Packaged Food and Ready-to-Eat Food 
participated in the “Voluntary Salt or Sodium 
Reduction Usage in the Food,” organized by the Food 
and Drug Administration. As a member of a private 
sector network, our involvement was to raise awareness 
for the need to reduce salt or sodium consumption 
and campaign for proper nutritious food.

• Open Innovation comes in exchange for information 
between the Company and institutions and organizations. 
It is a participatory sharing of knowledge, know-how, 
experiences, and creative ideas. The idea is to increase 
efficiency, lower cost, develop human capital, and 
strengthen safety. Among the open innovation-related 
projects undertaken in 2019 were: Oishi’s Food Group 
and Mahidol University jointly analyzed nutrition 
contents of 60 items of the Oishi Delivery menu. The 
project is in progress. We’ll disclose the analytical 
conclusion of the nutrition and their respective contents 
to consumers upon completion. Besides, we will continue 
to improve and develop our products based on nutrition 
contribution. Our goal is to attain “Healthier Choice 
Logo” from Mahidol University shortly.

• Our Beverage Business Group and King Mongkut Institute 
of Technology jointly researched a “Study on Factors 
of Production and Impacts on Phytochemistry in Ready-
to-Drink Tea.” Upon completion, we published the 
research that concluded that, among others, revealed 
the catechin chemical properties had beneficial 
properties for human health. We elected to communicate 
the findings on the label of Oishi Gold bottles. 
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2. Health & Nutrition Reformulation
Our R & D is proud to present its achievements 
comprising new items that are health-friendly to 
consumers.

• Trans Fat Free Products
Trans fats are a form of unsaturated fat, naturally and 
artificially. They’re harmful to health and could cause 
atherosclerosis and heart disease. At Oishi Group, our 
products are 100% trans fat free.

• No MSG & No Preservative
Food Business Group has formularized the Ramen 
noodles to become No MSG & No Preservative in all 
Oishi restaurant network such as Oishi Ramen, Oishi 
Eaterium. Moreover, the Ready-to-Eat food OISHI 
EATO Ramen have become preservative-free, including 
Stir Fried Ramen with Clams and Roasted Chill Paste, 
Stir Fried Yakisoba with Pork and Vegetable and Stir 
Fried Ramen with chicken teriyaki and nabe sauce. 
It’s a response to the call for quality and healthy food 
while their tastes remain unchanged. 
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• Reduction of Sugar Level
Oishi green tea products have gone through a sugar 
reduction process as a response to the demand from 
health-conscious consumers.

1. Oishi has developed a new formula green tea called 
“Oishi Gold.” Its distinctive characteristic is flavorful 
and low sugar. As a recognition of its value, the 
Nutrition Foundation, Mahidol University, awarded 
Oishi Gold a certificate on “Healthier Logo Choice.”

Oishi Gold Matsuda Tea Plantation is a quality tea 
plantation in Japan. The location is on the highland 
called Makinohara when its quality is the best in 
Japan. The land is fertile with all year round sunlight 
at temperature best suited for tea plantation. Water 
flows from Japan Alps, and its cleanliness and purity 
have made the tea leaves perfect. The tea leaves are 
the best possible in Japan. Their top-quality has won 
them the prestigious “Emperor’s Cup” Award. Tea 
planting is delicate, tea leaves handpicking is the way 
for only the top three leaves at a time. The tea leaves 
will get steamed to keep quality intact and massaged 
to cause chemical reactions. This method will bring 
out a beautiful fragrance from the tea leaves. This 
whole process must get completed within four hours. 
Oishi Group uses these top-quality tea leaves and 
turns them to become a premium beverage for good 
health. Oishi Gold comprises two flavors:

Oishi Gold Genmaicha
The mixture of traditional Japanese baked rice since 1930 
and premium 3-leave green tea has made Genmaicha a 
highly popular tea for Japanese people. It is scrumptious 
and easy to drink. Oishi Gold Genmaicha comes in two 
formulas-sugar free and delight.

Oishi Gold Kabusecha
Kabusecha is a premium green tea. Its production 
process differs from other types of green tea. One week 
before the tea leaf harvest, they’ll use the black net to 
cover the tea leaves to prevent them from sunlight. This 
method will bring out the great smell and scrumptious 
taste of the green tea. Without exposure to sunlight for 
one week, the tea leaves produce Theanine that helps 
reduce astringent and strong flavor of the tea. Oishi 
Gold Kabusecha comes in two formulas-sugar free and 
delight.

2. Oishi Reduces Sugar Level in the Ready-to-Drink 
Oishi Green Tea

• Reduce sugar no more than 6 g. per 100 ml in Oishi 
Green Tea Genmai Flavor.

• Reduce sugar no more than 10 g. per 100 ml in Oishi 
Green Tea Honey Lemon Flavor in PET bottles and 
glass bottles, Oishi Green Tea Kyoho Grape Flavor, 
Oishi Green Tea Watermelon Flavor, Oishi Black Tea 
Lemon, and Oishi Chakulza Honey Lemon Sparkling 
Green Tea 
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SAFETY STANDARDS AND QUALITY OF OISHI

1. Oishi Trading Co., Ltd. has received the standard of 
food safety management, quality management and 
environment management certification (GMP, 
ISO9001:2015 and ISO14001:2015) for all processing 
of Oishi beverages.

2. Oishi Trading Co., Ltd. has received the standard of 
FSSC22000 Version 4.1 (Food Safety System Certification) 
certification for manufacturing of Oishi beverage in 
paper brick aseptic filling and PET cold aseptic filling 
that encompassing management responsibility, 
management of resources, planning, and safe 
production process, verification, evaluation. Including 
other requirement to improvement of the food safety 
management such as service management,  
food defense, food fraud, and product labels which 
additional from ISO22000:2005 management system.

3. The whole beverages of Oishi meet the HALAL standards 
and certified by the Central Islamic Council of 
Thailand (CICOT).

4. Calibration laboratory of Oishi Trading Co., Ltd. meets 
the standards of ISO/IEC 17025:2005 according to 
the condition of certification from Thai Industrial 
Standards Institute (TISI).

5. Analytical laboratory of Oishi Trading Co., Ltd. meets 
the standards of ISO/IEC 17025:2017 according to 
the condition of certification from Department of 
Science Service (DSS) and Department of Medical 
Sciences (DMSC).

6. All Japanese restaurants under the Oishi Group meet 
all standards of GMP - HACCP - ISO 9001:2015 from 
SGS (Thailand).

7. Oishi Food Service Co., Ltd. has received the standard 
of GMP, HACCP and BRC (British Retail Consortium) 
Issue 8 certification for manufacturing of all Gyoza 
products.

8. Oishi Food Service Co., Ltd. has received the standard 
of GMP and HACCP certification for manufacturing of 
export Gyoza products from Department of Livestock 
Development (DLD), Department of Fisheries (DOF) 
and Department of Agricultural (DOA).

9. Oishi Food Service Co., Ltd. has received the standard 
of GMP and HACCP certification for manufacturing of 
all food products.
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10. Oishi Food Service Co., Ltd. has received the 
environmental management certification (Green 
Industry and ISO14001:2015) for manufacturing of 
all food products.

11. Analytical laboratory of Oishi Food Service Co., Ltd. 
meets the standards of ISO/IEC 17025:2017 
according to the condition of certification from 
Department of Medical Sciences (DMSC).

12. Oishi Trading Co., Ltd., Nava Nakorn factory and 
Wang Muang factory meet the standard of TIS/
OHSAS 18001 (Management of Safety, Occupational 
Health, and Work Environment).

13. Oishi Trading Co., Ltd. received the “FDA Quality 
Award” for 3 consecutive years (2017, 2018, 2019) 
from Food and Drug Administration (FDA).
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Recycle
of Used Oil

+52%

2019
171,000 - 178,230 liters

Reduction
of Energy

Consumption

+27%

2018
586,000 kWh/year

2019
742,071.16kWh/year

2018
117,126 liters

Reduction
of Water

Consumption

+18%

2018
66,540 M3/year

2019
78,329 M3/year

Oishi has participated in Green Industry pilot project 
assessed and certified “Green Industry Level 3” 
from Ministry of Industry./ Oishi received certificate 
from “product water footprint certification standard assessment” 
for Oishi Japanese Green Tea, honey-lemon flavored, 380 ml. 
from Institute of Industry Water Resource and Supply, 
the Federation of Thai Industries./ Oishi joined 
Carbon Footprint for Organization (CFO) 
from Thailand Greenhouse Gas Management Organization 
(Public Organization).

20 years
of social
responsibility

For our world 
Oishi is ready to adapt 
and change raw materials, processes or behaviors 
in order that our work disturbs the environment 
as least as possible. We believe that 
we can reduce macro impacts on other creatures 
sharing our world as much as possible.



ENVIRONMENT

Recycle
of Used Oil

+52%

2019
171,000 - 178,230 liters

Reduction
of Energy

Consumption

+27%

2018
586,000 kWh/year

2019
742,071.16kWh/year

2018
117,126 liters

Reduction
of Water

Consumption

+18%

2018
66,540 M3/year

2019
78,329 M3/year

ENVIRONMENTAL ACHIEVEMENT IN 2019

Environment protection is a challenge we all are facing, 
not only in Thailand but throughout the world. It’s a 
challenge that needs of a solution whose attainment is 
by no means easy. As our society grows, our environment 
deteriorates. It takes a collective effort from all walks of 
life to attain a sustainable environment. Oishi Group is 

ready and willing to do our part to protect the environment. 
We have embarked on a corporate strategy to bring 
about sustainability and instructed all departments to 
engage in the protection of the environment to the 
maximum extent possible.
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Energy Management

Climate Change caused by the greenhouse effect is a 
serious issue leading to global warming. It cannot be 
allowed to go on indefinitely. Our Group wants to be a 
part of the solution. As such, all factories in the Oishi 
Group are committed to adhering to environmental 
protection laws and implementing measures based on 
ISO 14001.

In 2018/2019, the company has continued to expand 
and being certified “Carbon Footprint” (CPF)* for Oishi 
Green Tea Honey Lemon size 380 ml from Oishi Wang 
Muang Factory.

Additionally, the company received Carbon Footprint 
Reduction (CFR)** for Oishi Green Tea Oiginal size 380 
ml. (at Oishi Navanakorn Factory, Oishi Wang Muang 
Factory) by reducing greenhouse gas by 3.51% compared 
to its base year's Carbon Footprint and its greenhouse 
gas emissions contributing less than another ready to 
drink green tea brands.

Moreover, the company received Carbon Footprint for 
Organization (CFO) certificate sponsored by Thailand 
Greenhouse Gas Management Organization (Public 
Organization: TGO.) Therefore, the company can learn 
an overview of carbon footprint, principles of the 
carbon footprint evaluation, which will enable the 
organization to set up measures and engage in climate 
change mitigation management.

In addition, the company received Carbon Reduction 
Certification from the Ministry of Natural Resources and 
Environment in recognition of all four Oishi food and 
beverage factories managed the greenhouse effect at 
an appropriate level of approximately 57,238 tonCO2-
eq. The factory assessed and certified Green Industry 
Level 3 from the Ministry of Industry. Level 3 indicates 
that the Company has achieved a sustainable resource 
use and developed its environment-friendly production 
process.   

Remark:
* CFP stands for the amount of greenhouse gas emitted from each product. Throughout its product life cycle.
** CFR stands for Global Warming Reduction Label (Gold Label) which shows that the product can reduce the greenhouse gas emission  

according to the specified criteria.

272 g.
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Energy Management in Food and Oishi Beverage Factories
Based on 3R Reuse - Reduce – Recycle

Process

Total Reduction in Electricity Use 742,071

Reduction in Electricity 
Consumption (kWh/year)

Installation of Variable Speed Drive : VSD1 8,646

Replacement of Light Bulbs from High Bay to LED in Factories and Warehouses2 360,379

Loading of Transformers3 270,687

Conveyer Improvement from Cap Seal to Single Line4 19,775

The central kitchen food factory has open-close measures. Automatic aeration system 
controlled by an oxygen sensor in the wastewater treatment system

5 18,627

Installation of Air Conditioning Control in Employees’ Dining Room and Living Room6 14,825

Replacement of High Efficiency Motors (IE3)7 49,132

No.
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WATER MANAGEMENT

Climate change is a global crisis that could adversely 
impact the scarcity of water resources in the future. 
Oishi Group shares that insight. The scarcity of water 
resources is a real challenge whose impacts are far more 
serious than previously anticipated. It impacts our 
business growth directly. As such, we have initiated a water 
management plan that calls for a collection of accurate 
information on water utilization, assessment of solutions 
that yield efficiency and cost-saving, and innovation-
based decisions. The idea is to get ready for potential 
risks and uncertainty that could arise.

Water Management Approach
• Water Footprint

The Water Footprint is a collection of the volume of 
water consumed for the Production of products and 
services throughout the entire supply chain. We 
implemented a water footprint project within our group. 
In recognition of our success, Oishi Group received a 
“Certificate: Assessment of Carbon and Water Footprints 
of Products” from the Water and Environment Institute 
for Sustainability, Federation of Thai Industries. Oishi 
Japanese Green Tea products of Honey Lemon, 380 ml, 
went through water footprint assessment in the food 
chain production process. The result was highly 
positive. 

• Water Management Efficiency 
Our Water Management Initiative made it possible 
for us to “Reduce” the utilization of water resources 
and “Reuse” the precious resources again.  

- The application of the ultra-filtration process at the 
beverage factory in Nava Nakorn resulted in the 
reduction of water usage volume by 12,794 sq. meter 
per annum. 

- The application of the RO-Reject process at the 
beverage factory at Nava Nakorn enabled us to 
re-use the water resources in floor cleansing, 
machinery cleansing, and plant watering by 33,336 sq. 
meter per annum. 

- The application of the RO-Reject process at the central 
kitchen factory enabled us to re-use the water resources 
in floor cleansing, machinery cleansing cooling tower, 
and water line by 4,432 sq. meter per annum. 

- The central kitchen factory re-used water from 
treatment for plant watering, cleaning floors, and 
cooling tower by 27,767 sq. meter per annum. 

• Regulatory Compliance  
We are committed to regulatory compliance. We’ve set 
up internationally-accepted mechanisms to ensure our 
utilization of water resources, including water treatment, 
is efficient and conducive to making the environment 
and the community vibrant.

60   O I S H I  G R O U P  P U B L I C  C O M PA N Y  L I M I T E D



Waste Management

Oishi Group is committed to the principle of Circular Economy and 
applying it to waste management and value chain analysis. The idea is 
to minimize and protect potential impacts on the environment, society, 
and community. The pressing issues are food waste and plastic waste. 
Our goal is to achieve a reduction of at least 1 % in the production 
process in 2020. Also, we’ll comply strictly with regulatory requirements 
for waste management based on internationally-accepted protocols. 

Waste Management Approach
• Reduction of Plastic Waste. The company reduce plastic usage for 

the food and beverage packaging such as  Oishi Green Tea Bottles 
wrapped Shrink Film for pack of 6 drinks, Ready-to-Eat “Oishi EATO 
Stir Fried Ramen with Clams and Roasted Chill Paste” packaging, 
and food delivery plastic cutlery.

• Reduction of Food Waste. All restaurants in the Oishi Group has 
improved the fillet fish method and organize training for chefs and 
kitchen personnel. The idea is to reduce loss from filleting fish, minimize 
the utilization of limited world food supply, and save costs in the 
production process.

• Waste Management through External Channels. Beverage factories 
and Central Kitchen outsource waste disposal to other accredited waste 
management companies. As a result, the waste volume declined by 
1,087.27 tons that comprised general waste 112.8 tons, waste from the 
production process 863.99 tons, and sellable waste 110.48 tons.

• Recycle of Used Cooking Oil. Following their completion, our 
restaurants and food production factories at Ban Bung have a total of 
used cooking oil of approximately 171,000 – 178,230 liters/year. As 
part of the recycling process, we elect to sell the used cooking oil to 
other accredited companies. The accredited companies shall reuse 
the cooking oil in a non-consumption or food-related business, but 
only in the production process of, for example, animal food, soap, 
cleaning liquid, or bio-diesel. The used cooking oil will be utilized 
hygienically and in compliance with the laws and the agreement 
made with the Company.

• Waste Management via Training for Employees. It is essential to get 
buy-in from our employees. They need to become informed of the 
essence of waste management issues. As such, we have arranged 
courses for them such as Total Quality Management: TQM and Total 
Productive Maintenance: TPM.
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ECO-FRIENDLY PACKAGING

The packaging is an essential part of the food and beverage 
industry. And green packaging is becoming increasingly 
indispensable as a contributor to environmental protection 
and the fulfillment of our corporate objective: to create  
a sustainable environment and society.

As a result, Oishi Group has embarked on a green packaging 
strategy that is intended to achieve a reduction of plastic use 
and minimize the potential adverse impacts on the environment 
and society in the long run. We have made progress to date: 
a reduction of plastic use of 16.59 tons in 2019. We’ll continue 
to “go green.”

SUSTAINABLE  PACKAGING  MANAGEMENT 
• Development / Sustainable Packaging Redesigning
- Oishi Green Tea has reduced plastic usage of Bottles 

wrapped Shrink Film for pack of 6 drinks. It lessened the 
thickness of shrink film from 65 microns to 55 microns, 
resulting in a net reduction of 1.38 tons per year. 

- Food Delivery plastic cutlery: Bento lunchbox and 
transparent cup lessened their plastic thickness resulting in 
a net reduction of 15.15 tons. 

- Packaged Food and Ready-to-Eat Food Packaging: 
Lessening Thickness. Oishi EATO lessened the thickness of 
LLDPE film from 65 microns (10 grams weight contents) to 
50 microns (7 grams weight contents) resulting in a net 
reduction of 15,582 grams per usage in 2019 (July – 
September 2019: 5,194 PC), or 62,328 grams per annum 
(0.06 tons.)
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• Post-Consumption Packaging Management
The employees continue to engage in the “Reduce-
Reuse-Recycle” Project- a waste segregation project 
of Thai Beverage Recycle Co., Ltd.  The company aim 
to reinforce their conscience on waste segregation and 
make it become a habitual action in their daily life 
and a corporate culture for the company. The waste 
segregation project involves packaging post consumption. 
And it focuses on three groups: plastic bottles, 
aluminum cans, and glass bottles. Once properly 
segregated, we’ll put them into our recycle process.  

S U S TA I N A B I L I T Y  R E P O R T  2 0 1 9   63



AWARDS AND ACHIEVEMENTS

Oishi Group (PLC) in 2019 
Received 4 Awards and 2 Certificates

4 Awards

1. Thailand’s Most Admired Brand 2019   
 From: BrandAge Magazine  

Oishi Green Tea: The most admired brand in the  
Ready-to-Drink Green Tea Category for 8 consecutive years. 

2. Thailand’s Most Social Power Brand 2019 
 (Category: Ready-to-drink Green Tea)  
 From: BrandAge Magazine and WiseSite Co.,Ltd.  
 (Leader of data analysis on Social Media) 

Oishi Green Tea: The most powerful and number one brand 
on social media in the ready-to-drink Green Tea from four 
platforms- Facebook / Youtube / Twitter, and Instagram

3. Thailand’s Most Social Power Brand 2019  
 (Category : Japanses Food Restaurant)

Oishi Restaurant: The most powerful and number one brand 
on social media in the Japanese Food Restaurant Category.

4. FDA Quality Award 2019  
 From: Food and Drug Administration (FDA) 

Awarded for the 3rd consecutive year as a Corporate whose 
food products are of international standards, high quality, 
respect for the ethical production process.
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2 Certificates

1. Certificate: Assessment of Carbon and Water Footprints  
of Products 

 From: Water and Environment Institute for Sustainability,  
Federation of Thai Industries. 
Oishi Japanese Green Tea products of Honey Lemon Flavor, 
380 ml, went through water usage assessment in the food 
chain production process based on water management 
efficiency and sustainability. The result was highly positive. 

2. Certificate: Voluntary Salt or Sodium Reduction  
Usage in the Food 

 From: Food and Drug Administration (FDA)
Involvement in the project was in support of a public 
movement to reduce the usage of salt or sodium in food  
in Thailand. 
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GRI 102: GENERAL DISCLOSURES

Universal Standards

GRI STANDARDS CONTENT INDEX

Organizational Profile

GRI 102-1 Name of the organization Refer to Oishi Annual Report - General Information: 
    Oishi Group Public Company Limited

GRI 102-2 Activities, brands, products, Refer to Oishi Annual Report - Oishi Products
 and services

GRI 102-3 Location of headquarters Refer to Oishi Annual Report - General Information:  Unit B3601 36th Floor, 
    CW TOWER, 90 Ratchadaphisek Rd., Huai Khwang, 
    Bangkok 10310, Thailand”

GRI 102-4 Location of operations Refer to Oishi Annual Report - General Information
   - Notes to Financial Statements

GRI 102-5 Ownership and legal form Refer to Oishi Annual Report - Business Asset
   - Capital Structure

GRI 102-6 Markets served Refer to Oishi Annual Report - Overall Business Operations of the Company
    and its Subsidiaries

GRI 102-7 Scale of the organization Refer to Oishi Annual Report - Oishi Group Structure

GRI 102-8 Information on employees Refer to Oishi Annual Report - Human Capital and Human Capital Training 
 and other workers   and Development Policy
   - Corporate Governance

GRI 102-9 Supply chain Refer to Oishi Annual Report - Product and Service Procurement
   - Corporate Governance Report

  Refer to Corporate Social Responsibility - Economic 
  and Sustainability Report

GRI 102-10 Significant changes to Refer to Oishi Annual Report - Business Assets 
the organization and its supply chain  - Management Structure
   - Corporate Governance Report
  
  Refer to Corporate Social Responsibility  - Economic
  and Sustainability Report

GRI 102-1 Precautionary Principle  Refer to Oishi Annual Report - Risk Factors
 or approach  - Corporate Governance Report

  Refer to Corporate Social Responsibility - Corporate Goverance
  and Sustainability Report

GRI 102-12 External initiatives Refer to Oishi Annual Report - Corporate Governance Report

  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy 
  and Sustainability Report  and Sustainable Development Goals

GRI 102-13 Membership of associations The Company is a member of
  Thai Chamber of Commerce and 
  various other organizations.

Profile Reference Topics Profile Reference Topics

Ethics and Integrity

GRI 102-16 Values, principles, standards, Refer to Oishi Annual Report - Corporate Governance Report
 and norms of behavior 
  
  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy 
  and Sustainability Report  and Sustainable Development Goals

GRI 102-17 Mechanisms for advice and Refer to Oishi Annual Report - Corporate Governance Report
 concerns about ethics    
  
  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy
  and Sustainability Report  and Sustainable Development Goals

Strategy

GRI 102-14 Statement from Refer to Oishi Annual Report - Message from the President and CEO
 senior decision-maker

GRI 102-15 Key impacts, risks, Refer to Oishi Annual Report - Risk Factors
 and opportunities  - Corporate Governance Report

  Refer to Corporate Social  - Corporate Governance: Risk Management Criteria 
  Responsibility and Sustainability Report

Governance

GRI 102-18 Governance structure Refer to Oishi Annual Report - Board of Directors and the Executives
   - Management Structure

GRI 102-25 Conflicts of interest Refer to Oishi Annual Report - Related Party Transaction
   - Corporate Governance Report

GRI 102-28 Evaluating the Refer to Oishi Annual Report - Corporate Governance Report
 highest governance
 body’s performance

GRI 102-30 Effectiveness of risk Refer to Oishi Annual Report - Corporate Governance Report
 management process

GRI 102-32 Highest governance Refer to Corporate Social Responsibility  - Organization: About This Report
 body’s role in sustainability and Sustainability Report
 reporting
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GRI 102: GENERAL DISCLOSURES

Universal Standards

GRI STANDARDS CONTENT INDEX

Organizational Profile

GRI 102-1 Name of the organization Refer to Oishi Annual Report - General Information: 
    Oishi Group Public Company Limited

GRI 102-2 Activities, brands, products, Refer to Oishi Annual Report - Oishi Products
 and services

GRI 102-3 Location of headquarters Refer to Oishi Annual Report - General Information:  Unit B3601 36th Floor, 
    CW TOWER, 90 Ratchadaphisek Rd., Huai Khwang, 
    Bangkok 10310, Thailand”

GRI 102-4 Location of operations Refer to Oishi Annual Report - General Information
   - Notes to Financial Statements

GRI 102-5 Ownership and legal form Refer to Oishi Annual Report - Business Asset
   - Capital Structure

GRI 102-6 Markets served Refer to Oishi Annual Report - Overall Business Operations of the Company
    and its Subsidiaries

GRI 102-7 Scale of the organization Refer to Oishi Annual Report - Oishi Group Structure

GRI 102-8 Information on employees Refer to Oishi Annual Report - Human Capital and Human Capital Training 
 and other workers   and Development Policy
   - Corporate Governance

GRI 102-9 Supply chain Refer to Oishi Annual Report - Product and Service Procurement
   - Corporate Governance Report

  Refer to Corporate Social Responsibility - Economic 
  and Sustainability Report

GRI 102-10 Significant changes to Refer to Oishi Annual Report - Business Assets 
the organization and its supply chain  - Management Structure
   - Corporate Governance Report
  
  Refer to Corporate Social Responsibility  - Economic
  and Sustainability Report

GRI 102-1 Precautionary Principle  Refer to Oishi Annual Report - Risk Factors
 or approach  - Corporate Governance Report

  Refer to Corporate Social Responsibility - Corporate Goverance
  and Sustainability Report

GRI 102-12 External initiatives Refer to Oishi Annual Report - Corporate Governance Report

  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy 
  and Sustainability Report  and Sustainable Development Goals

GRI 102-13 Membership of associations The Company is a member of
  Thai Chamber of Commerce and 
  various other organizations.

Profile Reference Topics Profile Reference Topics

Ethics and Integrity

GRI 102-16 Values, principles, standards, Refer to Oishi Annual Report - Corporate Governance Report
 and norms of behavior 
  
  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy 
  and Sustainability Report  and Sustainable Development Goals

GRI 102-17 Mechanisms for advice and Refer to Oishi Annual Report - Corporate Governance Report
 concerns about ethics    
  
  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy
  and Sustainability Report  and Sustainable Development Goals

Strategy

GRI 102-14 Statement from Refer to Oishi Annual Report - Message from the President and CEO
 senior decision-maker

GRI 102-15 Key impacts, risks, Refer to Oishi Annual Report - Risk Factors
 and opportunities  - Corporate Governance Report

  Refer to Corporate Social  - Corporate Governance: Risk Management Criteria 
  Responsibility and Sustainability Report

Governance

GRI 102-18 Governance structure Refer to Oishi Annual Report - Board of Directors and the Executives
   - Management Structure

GRI 102-25 Conflicts of interest Refer to Oishi Annual Report - Related Party Transaction
   - Corporate Governance Report

GRI 102-28 Evaluating the Refer to Oishi Annual Report - Corporate Governance Report
 highest governance
 body’s performance

GRI 102-30 Effectiveness of risk Refer to Oishi Annual Report - Corporate Governance Report
 management process

GRI 102-32 Highest governance Refer to Corporate Social Responsibility  - Organization: About This Report
 body’s role in sustainability and Sustainability Report
 reporting
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Profile Reference Topics Profile Reference Topics

Stakeholder Engagement

GRI 102-40 List of stakeholder groups Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-41 Collective bargaining Refer to Oishi Annual Report - Corporate Governance Report
 agreements

  Refer to Corporate Social Responsibility - Social: Human Resources Management
  and Sustainability Report

GRI 102-42 Identifying and Refer to Oishi Annual Report - Corporate Governance Report
 selecting stakeholders

GRI 102-43 Approach to stakeholder Refer to Oishi Annual Report - Corporate Governance Report
 engagement 
  
  Refer to Corporate Social Responsibility - Social: Developing Communities and Society
  and Sustainability Report

GRI 102-44 Key topics and concerns raised Refer to Oishi Annual Report - Corporate Governance Report

Reporting Practice

GRI 102-45 Entities included in Refer to Oishi Annual Report - Financial Statements
 the consolidated financial
 statements

GRI 102-46 Defining report content Refer to Oishi Annual Report - Corporate Governance Report
 and topic Boundaries 
  
  Refer to Corporate Social Responsibility - Organization: About This Report
  and Sustainability Report

GRI 102-47 List of material topics Refer to Oishi Annual Report - Corporate Governance Report
  
  Refer to Corporate Social Responsibility - Economic
  and Sustainability Report - Environment
   - Social

GRI 102-48 Restatements of information Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-49 Changes in reporting Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-50 Reporting period   1 October 2018 to 30 September 2019.

GRI 102-51 Date of most recent report   1 October 2018 to 30 September 2019.

GRI 102-52 Reporting cycle   Annual

GRI 102-53 Contact point for questions Refer to Oishi Annual Report - General Information
 regarding the report

GRI 102-54 Claims of reporting Refer to Corporate Social Responsibility - Organization: About This Report
 in accordance with the and Sustainability Report
 GRI Standards

GRI 102-55 GRI content index Refer to Corporate Social Responsibility - GRI Standards Content Index
  and Sustainability Report

GRI 102-56 External assurance   N/A
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Profile Reference Topics Profile Reference Topics

Stakeholder Engagement

GRI 102-40 List of stakeholder groups Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-41 Collective bargaining Refer to Oishi Annual Report - Corporate Governance Report
 agreements

  Refer to Corporate Social Responsibility - Social: Human Resources Management
  and Sustainability Report

GRI 102-42 Identifying and Refer to Oishi Annual Report - Corporate Governance Report
 selecting stakeholders

GRI 102-43 Approach to stakeholder Refer to Oishi Annual Report - Corporate Governance Report
 engagement 
  
  Refer to Corporate Social Responsibility - Social: Developing Communities and Society
  and Sustainability Report

GRI 102-44 Key topics and concerns raised Refer to Oishi Annual Report - Corporate Governance Report

Reporting Practice

GRI 102-45 Entities included in Refer to Oishi Annual Report - Financial Statements
 the consolidated financial
 statements

GRI 102-46 Defining report content Refer to Oishi Annual Report - Corporate Governance Report
 and topic Boundaries 
  
  Refer to Corporate Social Responsibility - Organization: About This Report
  and Sustainability Report

GRI 102-47 List of material topics Refer to Oishi Annual Report - Corporate Governance Report
  
  Refer to Corporate Social Responsibility - Economic
  and Sustainability Report - Environment
   - Social

GRI 102-48 Restatements of information Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-49 Changes in reporting Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-50 Reporting period   1 October 2018 to 30 September 2019.

GRI 102-51 Date of most recent report   1 October 2018 to 30 September 2019.

GRI 102-52 Reporting cycle   Annual

GRI 102-53 Contact point for questions Refer to Oishi Annual Report - General Information
 regarding the report

GRI 102-54 Claims of reporting Refer to Corporate Social Responsibility - Organization: About This Report
 in accordance with the and Sustainability Report
 GRI Standards

GRI 102-55 GRI content index Refer to Corporate Social Responsibility - GRI Standards Content Index
  and Sustainability Report

GRI 102-56 External assurance   N/A
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Profile Reference Topics Profile Reference Topics

GRI 103: MANAGEMENT APPROACH

GRI 103-1 Explanation of the material Refer to Oishi Annual Report  - Corporate Governance Report
 topic and its boundary  - Product and Service Procurement

  Refer to Corporate Social Responsibility - Organization: About This Report
  and Sustainability Report

GRI 103-2 The management approach Refer to Oishi Annual Report - Corporate Governance Report
 and its components  

  Refer to Corporate Social Responsibility - Organization: About This Report
  and Sustainability Report

GRI 103-3 Evaluation of the Refer to Oishi Annual Report - Corporate Governance Report
 management approach 
  
  Refer to Corporate Social Responsibility - Organization: Structure of
  and Sustainability Report  Sustainability Development

GRI 204: PROCUREMENT PRACTICES

GRI  204-1 Proportion of spending Refer to Oishi Annual Report - Product and Service Procurement
 on local suppliers

GRI 205: ANTI-CORRUPTION

GRI  205-2 Communication and training Refer to Oishi Annual Report - Human Capital and Human Resources 
 about anti-corruption policies   Development Policy
 and procedures  - Corporate Governance Report

  Refer to Corporate Social Responsibility - Organization: Sustainability Strategy
  and Sustainability Report  and Sustainable Development Goals

GRI  205-3 Confirmed incidents of Refer to Oishi Annual Report - Corporate Governance Report
 corruption and actions taken 
  
  Refer to Corporate Social Responsibility - Corporate Governance: 
  and Sustainability Report  Good Corporate Governance

GRI 302: ENERGY

GRI 302-1 Energy consumption within Refer to Corporate Social Responsibility - Corporate Social Responsibility 
 the organization and Sustainability Report  and Sustainability Report

GRI 302-4 Reduction of energy consumption Refer to Oishi Annual Report - Product and Service Procurement

  Refer to Corporate Social Responsibility - Environment
  and Sustainability Report

GRI 303: WATER

GRI 303-1 Water withdrawal by source Refer to Oishi Annual Report - Product and Service Procurement
  
  Refer to Corporate Social Responsibility - Environment
  and Sustainability Report

GRI 303-3 Water recycled and reused Refer to Corporate Social Responsibility - Environment
  and Sustainability Report

GRI 305: EMISSION

GRI 305-5 Reduction of GHG emissions Refer to Oishi Annual Report - Business Policy Overview

  Refer to Corporate Social Responsibility - Environment
  and Sustainability Report

GRI 306: EFFLUENT AND WASTE

GRI 306-2 Waste disposal by Refer to Corporate Social Responsibility - Environment
 type and method and Sustainability Report

GRI 308-1 New suppliers that Refer to Oishi Annual Report - Corporate Policy Overview
 were screened using
 environmental criteria

GRI 403: OCCUPATIONAL HEALTH AND SAFETY

GRI 403-2 Types of injury and rates of Refer to Oishi Annual Report - Corporate Governance Report
 injury, occupational diseases,
 lost days, and absenteeism,
 and number of work-related
 fatalities

GRI 404: TRAINING AND EDUCATION

GRI 404-1 Average hours of training Refer to Oishi Annual Report - Human Capital and Human Resources 
 per year per employee   Development Policy

GRI 404-2 Program for upgrading Refer to Oishi Annual Report - Human Capital and Human Resources 
 employee skills and transition   Development Policy
 assistance programs

GRI 406: NON-DISCRIMINATION

GRI 406-1 Incidents of discrimination Refer to Oishi Annual Report - Corporate Governance Report
 and corrective actions taken
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Profile Reference Topics Profile Reference Topics
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  Refer to Corporate Social Responsibility - Environment
  and Sustainability Report

GRI 306: EFFLUENT AND WASTE

GRI 306-2 Waste disposal by Refer to Corporate Social Responsibility - Environment
 type and method and Sustainability Report

GRI 308-1 New suppliers that Refer to Oishi Annual Report - Corporate Policy Overview
 were screened using
 environmental criteria

GRI 403: OCCUPATIONAL HEALTH AND SAFETY

GRI 403-2 Types of injury and rates of Refer to Oishi Annual Report - Corporate Governance Report
 injury, occupational diseases,
 lost days, and absenteeism,
 and number of work-related
 fatalities

GRI 404: TRAINING AND EDUCATION

GRI 404-1 Average hours of training Refer to Oishi Annual Report - Human Capital and Human Resources 
 per year per employee   Development Policy

GRI 404-2 Program for upgrading Refer to Oishi Annual Report - Human Capital and Human Resources 
 employee skills and transition   Development Policy
 assistance programs

GRI 406: NON-DISCRIMINATION

GRI 406-1 Incidents of discrimination Refer to Oishi Annual Report - Corporate Governance Report
 and corrective actions taken
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GRI 407: FREEDOM OF ASSOCIATION AND COLLECTIVE BARGAINING

GRI 407-1 Operations and suppliers in Refer to Oishi Annual Report - Risk Factors
 which the right to freedom   - Corporate Governance Report
 of association and collective
 bargaining may be at risk

GRI 409: FORCED OR COMPULSORY LABOR

GRI 409-1 Operations and suppliers  Refer to Oishi Annual Report - Product and Service Procurement
  at significant risk for incidents of - Corporate Governance Report
  forced or compulsory labor

GRI 413: LOCAL COMMUNITIES

GRI 413-1 Operations with local Refer to Corporate Social Responsibility  - Social
 community engagement, and Sustainability Report
 impact assessments, and 
 development programs

GRI 414: SUPPLIER SOCIAL ASSESSMENT

GRI 413-1 Operations with local Refer to Corporate Social Responsibility  - Social
 community engagement, and Sustainability Report
 impact assessments, and 
 development programs

GRI 416: CUSTOMER HEALTH AND SAFETY

GRI 416-1 Assessment of the health and Refer to Oishi Annual Report - Business Nature
 safety impacts of product
 and service categories 
 
  Refer to Corporate Social Responsibility - Corporate Governance:
  and Sustainability Report  Risk Management Criteria

GRI 417: MARKETING AND LABELING

GRI 417-1 Requirements for product Refer to Corporate Social Responsibility - Social
 and service information and Sustainability Report
 and labeling
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SUSTAINABILITY REPORT FEEDBACK FORM

Thank you for your interest in the Oishi’s Sustainability Report 2019. Your feedback is important to us as it helps us 
to improve our overall sustainability performance and future report.

*Mandatory fields
Please complete the feedback form and send us your views. Email your comments to : apisara.j@oishigroup.com ; 
siyaporn.s@oishigroup.com
Alternatively, mail your comments to :
Oishi Group (PLC.) Headquarters 
Depaertment : Legal & Compliance
90 CW Tower, Floor 43
Ratchadapisek, Kwaeng Huay Kwang, Khet Huay Kwang,
Bangkok 10310
  
1. Which of the following best describes your affiliation? * (You may tick P more than one box)

 o Communities  o Consumers     o Customers o Employees  
 o Investors   o Non-Governmental Organizations (NGOs)   o Regulators o Suppliers
 o Other Please state: …………………………………………………………………………….

2. How effectively does the Sustainability report communicate Oishi’s sustainability performance? *   
 (Please rate by tick P the following topic, where 5 is Excellent and 1 is poor)

 Topic         1 2 3 4 5
2.1 Our Sustainability Approach      o o o o o 
2.2 Economic Performance                             o o o o o 
2.3 Environmental Performance       o o o o o
2.4 Social Performance                    o o o o o 
2.5 Other, Please state: …………………………………………………………………………………………………………………………………………….…………………….

3. Please rate the content and quality of Oishi’s Sustainability Report  2019 by the following criteria,
 where 5 is Excellent and 1 is poor*.

 Topic       1 2 3 4 5
3.1 Balance       o o o o o
3.2 Clarity       o o o o o 
3.3 Comparability      o o o o o 
3.4 Materiality / Relevance     o o o o o
3.5 Completeness       o o o o o 
3.6 Accuracy       o o o o o 
3.7 Transparency       o o o o o 
3.8 Structure       o o o o o 
3.9 Design and Layout      o o o o o 

4. Please provide any other comments on our sustainability performance and reporting ………………………………………………………..

………………………………………………………………………………………………………………………………………………………………………………………………………………





Note



Note



This report is printed on environmentally-friendly paper 
made from wood that have been sourced in an environmentally-friendly 

manner according to the sustainable forestry worldwide 
in order to achieve our sustainability policy.






