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Sky is the limit
The quality of the society must be maintained
despite new surroundings, changing variables, and
unpredictable fluctuations. The environment continues to 
release its natural forces and the economy remains
a driving gear for the nation and its people.

Change and development may prove insufficient to take us
through the crisis, therefore, we must put in the effort to
strengthen the society as a whole.

Oishi Group Public Company Limited 
devotes our capability, expertise, and everything in our power
to steer the Thai society through tough and stressful times
… with confidence and stability.
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“ OISHI builds confidence for Stakeholders to 
become confident that we stand firmly with 
them, even in times of crisis. It is a part of our 
commitment to moving the organization 
toward sustainability.”

Message from the Chairman  
of the Sustainability  
and Risk Management Committee
OISHI Group Public Company Limited
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Mr. Chai Jroongtanapibarn

Chairman of the Sustainability 

and Risk Management Committee

The Year of 2020 was the year of the Covid-19 pandemic crisis creating a Tsunami-type of 
economic and financial adverse impacts never before seen nationally, regionally, and globally.  
Its relative severity can never be overstated.

In an attempt to contain the spread of Covid-19, the Government took corrective and necessary 
measures- including country lockdown, curfew imposition, and closure of department stores. 
The measures were painful and causing damages to businesses of colossal proportion, including 
airlines, tourism, hospitality, and restaurants. Oishi Group (PLC), “The Company”, is no exception.  

The Sustainability and Risk Management Committee, which is responsible at the policy level, 
continues to work closely with the Sustainability and Risk Management Working Group.  
Our policy directive is to ensure that the working group and all company executives uphold  
the framework of sustainable and risk management, strategy and utilize available resources 
productively in the face of the Covid-19 pandemic crisis. I am proud to announce that our 
organization has withstood the test of time, survived, and thrived. We have won the confidence 
of all stakeholders concerned. 

Furthermore, Oishi Group remains committed to respecting the rights and fair treatment of all 
stakeholders. All departments and employees are to follow established work protocols. Risk 
mitigation and potential impacts on business will undergo rigorous analysis taking into 
consideration the consequences on the business operations of our stakeholders. We shall 
continue to extend fair treatment to the stakeholders, strengthen our business relations, and 
remain receptive to their input, comments, and suggestions. We believe that their insights are 
useful in the formulation of our strategy, direction, action plan, and business operations, all of 
which shall enable the Company to remain sustainable in the coming years.

There are three dimensions associated with the sustainability of Oishi Group (PLC):  
the environment, society, and economy. We are committed to driving our national economic 
growth, being supportive of our society and community through many qualities of life improvement 
projects, especially during the spread of Covid-19. Equally important is our commitment  
to the protection of the environment. Our production process relating to food and beverages 
is environmentally-friendly and comprises types of machinery that are efficient, less labor-intensive,  
and energy-efficient. In 2020, we were able to reduce the consumption of energy, fuel, water, 
and plastic packaging. Our waste management was similarly successful.  

I am confident that our transparency in business conduct and commitment to corporate 
sustainability will create long-term value for the stakeholders. Not only will it vitalize the drive 
for sustainability for Oishi as an organization, but it will be conducive to the economic development 
of our country in the long run. On behalf of the Sustainability and Risk Management Committee, I 
extend my best wishes to you to overcome this challenging Covid-19 crisis. May all of you be 
blessed with good health and mental strength. I am grateful for the support of the stakeholders 
throughout the years.
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Message  
from the President and CEO
OISHI Group Public Company Limited

8OISHI Group Publ ic Company Limited



Mrs. Nongnuch Buranasetkul     

President and CEO

Oishi Group Public Company Limited (“OISHI”) has valiantly overcome the challenges of COVID-19 
and intense competition in price and quality from both domestic and international competitors 
in 2020. Throughout the year, Oishi has stood strong against all odds and efficiently managed 
its business by adopting new technologies and innovations to develop new products and expand 
its customer base. Oishi has ensured its business is conducted with honesty, transparency, 
morality and good governance, and thanks to those beliefs, it has also reaped good profit.  
This year, the company won an A+ corporate credit rating with “stable” outlook from Thailand’s 
top rating agency, TRIS Rating Company Limited, marking yet another milestone of success 
and pride. 

Oishi is a non-alcoholic beverage and food business group under Thai Beverage Public Company 
Limited (ThaiBev), which was recruited as a world leader in the beverage industry in the Dow Jones 
Sustainability Indices (DJSI) for the third consecutive year and has also been part of the DJSI 
global family of sustainable businesses for four consecutive years. In line with this, Oishi has 
employed ThaiBev’s guidelines for sustainability management to ensure stable growth and 
serve diverse consumer and lifestyle segments, as well as retain its No 1 ranking in Thailand’s 
Japanese-style food and beverage market. Such business practices have also helped Oishi 
expand its reach both locally and overseas. 

The “new normal” after COVID-19 has changed consumer behaviour and lifestyle, ushering  
in not just a digital era, but also a greater focus on health and comfort. In order to meet these 
new needs, Oishi has improved its goods and services by expanding its online ordering and 
delivery facilities, as well as upgrading the quality of ingredients to ensure its food products 
are 100% free of trans fat, and low in sugar and sodium. 

Oishi is moving ahead by keeping intact its vision of becoming a leader as the creator of 
good-quality Japanese-style food and beverages as well as focusing on its policy to maintain 
social and environmental responsibility. In order to achieve this, the company has adopted  
the United Nation’s 17 sustainability goals on the environment, society and economy. Over the 
years, Oishi has initiated activities and strategies, like the “Clean Drinking Water” project in 
communities around Oishi factories. The company also places great importance on the protection 
of the environment by focusing on effective use of resources and energy to reduce its carbon 
footprint. And in order to achieve this, Oishi is working on reducing greenhouse gas emissions, 
developing and using eco-friendly packaging as well as cutting down on food wastage. 

On behalf of the Oishi Group Public Company Limited, I would like to thank our shareholders, 
customers, business partners and all stakeholders who trust and support the company. I would 
also like to thank the board of directors, management team and every staff member who has 
joined the fight with dedication and hard work over the past year, helping the company stand 
firm and maintain its stability and sustainability. We are geared up to reach the top in food and 
beverage business in ASEAN soon, which is in line with our business goals. 
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Oishi Group (PLC) has produced  
the Sustainability Report since 2019. 
We are pleased to present the 2020 
report to stakeholders concerning  
the management of corporate 
sustainability from October 1, 2019,  
to September 30, 2020. This 2020 
sustainability report followed the GRI 
Standards set by the Global Reporting 
Initiative (GRI)

About This Report
OISHI Group Public Company Limited
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Oishi Group (PLC) has produced the Sustainability Report 

since 2019. We are pleased to present the 2020 report to 

stakeholders concerning the management of corporate 

sustainability from October 1, 2019, to September 30, 

2020. This 2020 sustainability report followed the GRI 

Standards set by the Global Reporting Initiative (GRI).

The purpose of this Report is to demonstrate relevant 

business factors and organization sustainability of the 

stakeholders. The outline and contents of the Report 

comprise three essential areas: environment, society, and 

economy.  We believe that only when our environment is 

vibrant will society become strong and become conducive 

to sustainable economic growth. The goals that the Company 

has set are in line with the 17 goals of the UN Sustainable 

Development Goals: SDGs. 

Scope of the Report

The Report represents the data applicable to the fiscal 

year of 2020. This Oishi Report on the management of 

sustainable development covered a 12-month timeframe 

starting from October 2019 to September 2020.

The scope of the Report applies only to Oishi in Thailand. 

And the data on the sustainability of the environment and 

society came from the Company’s four production groups. 

The groups comprise three beverage factories located in 

Nava Nakorn Industrial Estate, Amata Nakorn, Wang Muang-

Saraburi, one food factory in Baan Bueng Chonburi 

Province, and 270 restaurants under Oishi Group (PLC).

The Report is in Thai and English and also available on our 

website at www.oishigroup.com. We welcome your 

suggestions and comments using the attached forms at 

the end of the Report.
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About Oishi
OISHI Group Public Company Limited

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 Limited.

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 production process by 
applying modern technology on production and 
research 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. 

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 will 
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.

12OISHI Group Publ ic Company Limited



 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. 

Products and Services

The business of the Company and affiliated 
companies comprises two main groups: beverage 
and food. For Beverage Business, the Company is 
the manufacturer and distributor of various groups 
of Oishi green tea products: Oishi Green Tea 
category, Oishi Gold category, Oishi Black Tea 
category, and Oishi Chakulza category. For Food 
Business, it comprises Restaurant Business and 
Ready-to-Cook and Ready-to-Eat Business.  
For Restaurant Business it consists Japanese Buffet 
Restaurants : Oishi Grand, Oishi Eaterium, Oishi 
Buffet, Nikuya, and Shabushi. Japanese A La Carte 
Restaurants: Sakae, Hou Yuu, Oishi Ramen, and 
Kakashi. Japanese Dessert: Oyoki that includes 
home delivery services: Oishi Delivery and Oishi 
Kitchen. As of September 30, 2020, there are 270 
Oishi restaurants throughout the Country. The 
Ready-to-Cook and Ready-to-Eat Business are all 
under the brand of OISHI EATO, and It comes in  
the forms of Japanese-style cold storage and frozen 
storage of such names as Oishi Eato Gyoza, Oishi 
Eato Kani, Oishi Eato Sandwich, and Oishi Eato 

Ready Meal.
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It becomes imperative for Oishi Group (PLC) to 

engage in balancing the need for business growth, 

stakeholder interests, and sustainability management 

in the face of on-going challenges. Three relevant 

dimensions are our primary focus. The environment 

dimension demands our commitment to utilizing 

natural resources and protecting the environment 

efficiently. We believe that a quality environment is  

a foundation that makes our community and society 

strong. The social dimension calls upon us to conduct 

business while concurrently becomes responsive  

to the well-being of our community and society. 

Together we all become strong. The economic 

dimension is the driving force to grow the business. 

We are committed to abiding by the United Nations 

Sustainable Development Goals (UN SDGs),  

to establish its sustainable development strategy.

Sustainable Development 
Strategy and Sustainable 
Development Goals

The Company is an affiliated entity and remains 

committed to the ThaiBev Global Values. The aim is to 

advance ThaiBev Group’s corporate culture uniformity 

and business success as a market leader in ASEAN. 

The Global Values, expressed in “3C” terms, are:

Collaboration: Capitalizing on collective 

strengths and diversity of individuals, and moving 

toward common goals;

Creating Values: Daring to take new initiatives 

and reach out for opportunities to add value to 

organization and society; and 

Caring for Stakeholders: Attentive to diverse 

perspectives and move forward with confidence 

and sustainability.

Sustainable Development Goals

In the process of management deliberation of 

direction and strategy at Oishi Group, not only  

do we take into consideration global trends, but  

we also incorporate the United Nations Sustainable 

Development Goals as part of our business policy 

formulation. In 2020, OISHI’s social contribution 

activities are in line with the United Nations 

Sustainable Development Goals (SDGs), and also 

reflect the essence of OISHI’s sustainable materiality 

are as follow;

Oishi Sustainability Approach
OISHI Group Public Company Limited
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SDGs Sustainable Development Goals

Good Health & Well-Being

Project: Clean-Drinking Water
“Clean-Drinking Water” is the Company’s on-going community engagement 

undertaking for schools where our manufacturing facilities are operational. 

The project will result in clean and hygienic drinking water for the schools and 

community.  

Quality Education

Project 1 : Scholarship Program
Provision of continuous learning opportunity via Project Scholarship for 

Children of Our Employees from primary to university levels. This project  

has been in existence for thirteen years. 

Project 2 : Work Integrated Learning
It is a collaboration between Oishi Trading Co., Ltd. and Prince of Songkla 

University to design course work on Agro-Industrial Technology Management. 

AITM is an integrated course that incorporates not only academic relevance 

but also actual on-the-job training. The idea is to get the students prepared 

for future job opportunities. 

Affordable and Clean Energy

 Management of energy conservation and greenhouse effect emission that 

meets standards or below.

 Bring about innovation concerning energy consumption management  

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

Decent Work and Economic Growth

 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.

Responsible Consumption and Production

 Efficient utilization of natural resources.

 Environment-friendly waste management.

 Waste minimization via reducing, recycling, and re-using.

 All departments to implement sustainable measures.
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Oishi’s Corporate
Sustainability Structure

Stakeholder
Engagement

Board

of Directors

Sustainability

and Risk Management

Committee

Sustainability

and Risk Management

Sub-Committee 

CONSUMERS

REGULATORS

EMPLOYEES

SOCIAL/COMMUNITIES

INVESTORS

CUSTOMERS

SUPPLIERS

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. 

Sustainability and Risk Management 
Committee

Structure 
The Sustainability and Risk Management Committee 

of Oishi Group PLC. is composed of 13 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.

Oishi’s Corporate  
Sustainability Structure
OISHI Group Public Company Limited
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- 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.

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. 
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Stakeholder 
Groups

Engagement  
Channels

Issues of Stakeholder 
Interest and Concern

Operation 
Plans

Employees

 Quarterly Town Hall 
Meeting

 Conduct internal 
communications regularly  

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

 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 

 Increase number of 
potential development 
courses for employees 

 Design incentive and 
retention schemes for 
high potential and talented 
employees

 Safety and hygiene in the 
workplace

Suppliers

 Organize periodic 
joint-meetings for trade 
partners

 Provide support, share 
knowledge, and develop 
their potential 

 Transparent procurement 
process 

 Organize training for their 
potential development 

Customers

 Annual Seminar and 
Exhibition

 Annual Customer Meeting
 Customer Training and 

Development Workshops
 Customer Factory Visit 
 Annual Sustainability 

Survey
 Customer Engagement 

survey

 Consumer health and 
safety

 Clear business policies
 Transparency in business 

operations
 Consumers responsibility 
 Flexibility in trade to 

meet market demands

 Customer Relationship 
Management

 Innovation Development 
for products and services 

 Transparency in business 
operations

Stakeholder Engagement   
OISHI Group Public Company Limited

Oishi Group has established guidelines for 

appropriate stakeholder engagement, with an 

emphasis on continuously promoting creative 

engagement with all stakeholders through various 

activities and communication channels; various 

demands, opinions, concerns, and suggestions 

may be voiced. For each group of stakeholders, 

the frequency of communication varies according 

to operation plans. Therefore, the information 

received is useful in helping to determine the 

strategy, direction, planning, and guidelines for 

business sustainability development and for 

prevention of risks or impacts from business 

operations.

18OISHI Group Publ ic Company Limited



Stakeholder 
Groups

Engagement  
Channels

Issues of Stakeholder 
Interest and Concern

Operation 
Plans

Consumers

 Public events and 
marketing promotion 
activities via sales 
channels and online 
channels

 Social media channels 
such as Facebook 
fanpage, website, 
Instagram,  mobile 
application

 Customer feedback via 
Call Center

 Customer satisfaction 
surveys via QR Code Scan 
of restaurant receipt. 

 Quality of products and 
services

 Product safety 
 Competitive pricing of 

products
 Accountability for 

consumers 

 Research & Development 
for products and services

 Innovation development 
especially home delivery 
services via online 
channels and also expand 
distribution channels for 
food products via online 
platforms

 Developing contactless 
technology in restaurants 
for raise safety standards 
in line with the new normal 

Investors

 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 

 Business Performance
 OISHI’s business 

information
 Company goals and 

visions
 Transparency in business 

operations
 Conduct business with 

social and environment 
responsibility

 Transparency in 
information disclosure 

 Professional management 
and continued favorable 
operating results

 Favorable dividend payout

Social/
Communities

 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

 Creating jobs or 
promoting occupations 
in communities

 Local economic 
development

 Promoting health and 
wellbeing in communities

 Educational promotion in 
communities

 Promoting the 
environment and caring 
for it in communities

 Creating jobs or 
promoting occupations in 
communities and 
developing Communities 
and Society

 Community relations via 
many projects  

 Supporting for uplifting 
quality of life for 
community 

 Education development

Regulators

 Conduct business in 
compliance with 
regulatory requirements 
in all essential areas

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

 Transparent tax planning
 Comply with 

environmental 
protection laws

 Legal advertising and 
sales

 Labor welfare and safety
 Human rights and legal 

labor practices

 Good corporate 
governance

 Appropriate management 
of society and the 
environment
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 Oishi’s Key Sustainable Issues 

Impact Boundary

Inside the Company Outside of the Company

Chapter Key Issue Company Employees

Business 

Partners

Customer/ 

Consumers Shareholders Community Regulators

Governance, Risk  

and Compliance

Corporate Governance and 

Code of Business Conducts • • • • • • •

Economic 

Sustainability

Innovation • • • •

Packaging Management • • • •

Supply Chain Management • • •

Sustainable Sourcing • • • •
Consumer Relationship 

Management • • • •

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 • • • • •
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Risk Management
OISHI Group Public Company Limited

Oishi Group (PLC) has set up the Sustainability 

and Risk Management Committee. The Committee 

comprises appointed executive directors and 

high-level executives. They are responsible for 

managing risks, following up, assessing, and 

managing uncertainties based on the Enterprise 

Risk Management Framework of Oishi Group 

(PLC). It is an integral component of Good 

Corporate Governance that helps identify risks 

and new opportunities, makes it possible for the 

Company to achieve continuous and sustainable 

growth, meets challenges, and minimize potential 

adverse impacts. Of equal importance is to capitalize 

on what the situation offers to reach the goal of 

being the leader in Japanese-style food business, 

elevate the quality of life to consumers, and grow 

the business. 

Sharing of Value

The Company is committed to embracing 

sustainability as the path doing of business based 

on our responsibility for the environment, society, 

and economy. Our strategy on the development 

of sustainability encompasses Good Corporate 

Governance and Risk Management, particularly 

risks that have a direct correlation with the 

Company’s sustainability. As such, the Company 

has elected to have in place the COSO: Enterprise 

Risk Management. Key elements are the following. 

1. Governance Structure: covers the level of the 

Board of Directors, Executive Committee, Audit 

Committee, Sustainability and Risk Management 

Committee, Corporate Governance Committee 

and Corporate Sustainability and Risk 

Management Working Team.

2. Understanding the context and strategies in 

conducting business with a focus on 

sustainable development: in which all functions 

work closely together to understand, analyze, 

monitor, and communicate risk factors and 

significant future trends that may affect 

business operations or corporate strategy.

3. An integrated risk management process: is set 

at the corporate level, product group or business 

unit level down to the operational level. Assessing 

key risks and establishing strategies for managing 

risks, within the framework of sustainability. Risk 

identification, evaluation, and new business 

opportunity must be consistent with corporate 

strategy and sustainability objectives. 

4. Continuous Monitoring, Reporting and 

Evaluating: of the results of the sustainability 

and risk management at all levels, from 

departments and subsidiary entities, product 

groups or business units, to the corporate level.

5. Creating a culture of sustainability and risk 

management: by providing knowledge and 

understanding about sustainable development 

and risk management to the directors, 

executives and employees at all levels in the 

organization. The employees are encouraged to 

discuss or comment on sustainability and risk 

management in spaces, such as the annual 

conference workshop.
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Oishi Group 
Risk Management 
Process

Define objectives

1

2
Identify risks/

Business opportunities

3
Analyze and assess risks

4
Plan risks management

actions

5
Following-up, reporting

and evaluating

Probability / Likelihood

Severity (S)

P
ro

b
a

b
ili

ty
 (P

)

Action Required by Risk Exposure

Action Required

Immediate Action Required

Senior Management Attention Needed

Management Responsibility Must Be
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Commitment and Success

The Company makes an annual assessment on 

the Corporate Sustainability Risk against three 

parameters: environment, society, and economy. 

The degree of severity of risk relating to 

corporate sustainability and business opportunity 

falls into four groups: Extremely High E, High (H), 

Medium (M), and Low (L). As a result, risk 

management is a challenge for the Sustainability 

and Risk Management Committee, the 

Sustainability and Risk Management Working 

Group, and executives concerned to ensure that it 

is effective.

Furthermore, the Company has engaged in the 

Internal Sustainability Assessment in collaboration 

with the ThaiBev Group to ensure that the 

integrity of our respective shared visions and 

values is mutually consistent. 

Sustainability and Risk Culture

For sustainability and risk management to be 

efficient and productive, making it a corporate 

culture is imperative. To achieve that objective, 

the Company has made risk management an 
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integral part of the business decision-making 

process. Business-related topics include, for 

example, strategy formulation, implementation 

plan, budget planning, and daily operation plan. 

Our challenge is to balance risk, business growth 

opportunities, and stakeholder interests. Any 

identified risks, should they arise and could 

produce adverse business impacts, will be 

forwarded to the Risk Management Working 

Group, and ultimately the Sustainability and Risk 

Management Committee. Moreover, internal audit 

managers are to attend training courses and 

seminars regularly and transmit what they have 

learned to their people.  
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The spread of the Covid-19 pandemic in 2020 

was a challenge for Oishi Group (PLC). We took 

immediate corrective actions to deal with  

the challenge to ensure the business continuity 

and minimize the adverse impacts, 

Employees 

Our commitment to all the employee’s well-being 

is unwavering. They are our Oishi family members. 

We distributed personal protective tools to the 

employees-including 20,000 pieces of masks and 

22,000 liters of 72% alcohol at all premises. 

Other preventive measures included temperature 

check, provision of hand sanitizer gels and 

disinfectant sprays, 1.8-meter social distancing. 

Our employees were to undertake continuing risk 

assessment via application to ensure their safety 

and instill confidence for customers. 

Furthermore, we elected to reclassify employees 

into three groups in line with the nature of their 

works and how they fit under the Covid-19 

circumstances. (1) Those who must remain at  

the site. (2)Those who must work together but at 

a new worksite. (3) Those who could work from 

home. The idea was to mitigate the risk of group 

infection. Moreover, we arranged an accident and 

Covid-19 insurance policies of Baht 100,000 

value to a total of 8,163 employees. Also,  

we announced a no-layoff policy and provided 

support to affected 3,842 employees seeking 

social security compensation, handed “ThaiBev 

Thung Nam Jai” to 776 employees who suffered 

income disruption, and arranged sales of products 

at a special discount for employees nationwide. 
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Customers

Servicing our customers comprises three phases. 

(1) The pre-lockdown measures. Oishi came up 

with several well-planned initiatives on food 

servicing. We changed food servicing from buffet 

to taking order and at-table serving. Cutlery was 

no longer on the table but brought to the table 

upon food serving. All machinery and cookware 

got to replace every hour. Sanitation was of 

utmost importance, and all kitchenware must go 

through our strictest cleansing procedures, and 

Suma Bac by an additional 10 minutes. We’re 

intent on keeping our customers safe and 

reinforcing their confidence in our services.  

(2) Measures during the lockdown. Convenience 

and easy accessibility were central in reaching out 

to customers. We reinforced our delivery service 

capability, designed special food menus 

specifically for home consumption. We also rolled 

out promotion campaigns to win customers-

including free delivery, competitive pricing, and 

free products. Our Shabushi restaurants, for 

example, gave a Shabu pot for free for every 

purchase above Baht 990. Our employees 

working in the delivery service function were 

required to wear masks, keep alcohol spray at all 

times, wash their hands at least once every half an 

hour, spray hands before delivering food to 

customers. Cleansing of personal items was 

mandatory. (3) Measures after re-opening. We 

have elevated our safety measures to win the 

confidence of customers. Among the measures 

are hand sanitizer gel, 2-meter social distancing, 

100 % made-to-order purchase with individual 

cover, serving drinks at the table, no food on 

conveyors, cleaning table after use with 

disinfectant and antiseptic cleaning supplies, floor 

and counter cleansing with antiseptic cleaning 

supplies at least once a day, constant mask-

wearing, and hand wash every 30 minutes.  

Moreover, our cashiers will apply anti-infection 

spray following every payment and put changes in 

a plastic bag. Furthermore, we encourage QR 

Code payment and QR Code scanning when 

placing purchase orders.
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Businesses

Synchronization is our business management 

approach capitalizing on the cross-function 

mechanism and ThaiBev collaboration network. 

We have put in place Business Continuity 

Planning (BCP) to ensure our preparedness and 

our continuity remains intact. Moreover, Plant BCP 

Management is another key mechanism that 

enables us to meet the potential crisis in every 

factory, control personnel and labor expenses, 

reduce unnecessary costs, manage procurement, 

and run projects relating to branch expansion and 

improvement. 

Our Food Business has elevated to the next level. 

The application of digital technology has opened 

up new sales distribution channels capable of 

satisfying fast-changing consumer lifestyles, 

including quality services and health safety. 

Currently, we give sales distribution priority to 

delivery service, Oishi digital platform via www.

oishidelivery.com, 1773 call center, and Food 

Aggregator channels, for example, Grab Food, 

LINEMAN, and Food Panda. Other sales distribution 

initiatives involve delivery by own rider, cash van, 

door-to-door, and kiosk. Also, the recent 

introduction of Oishi Kitchen in the form of Cloud 

Kitchen allows customers to place an order for 

different food items from any of the Oishi Group 

of companies simultaneously. 

Our Beverage Business has engaged in the 

formulation of an online sales delivery service 

strategy. We have entered into business 

partnerships to keep our business running and 

provide accessibility to consumers during the 

Covid lockdown. Our marketing plans also involve 

the Street Fighter scheme, or outside-premises 

sales, suspended summer lucky draw campaigns, 

and re-allocated the marketing promotion budget 

totaling Baht 24 million to support seven hospitals 

via the Thai Red Cross in their fight against 

Covid-19. 

“Create confidence for customers for their 
safety when they are in Oishi restaurants.” 

“Good health and safety of customers are our primary concerns, 

especially in times of crisis. It becomes our mission to give 

customers confidence in the cleanliness and safety while utilizing 

services at any Oishi restaurant.  The Covid-19 pandemic is an 

acid test for us to become alert, make necessary adjustments, and 

implement safety standards to the maximum, especially in the New 

Normal era.  We need to embrace internationally accepted public 

health protocols to safeguard customers and protect employees. 

All measures must go through rigorous tests by departments 

concerned, including quality assurance, marketing, product 

development, and front-line operations. We are committed to 

building safety confidence for our customers and employees.” 

Suvit Sirichu

Vice President - Operations

Creating Values  
for Society
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Suppliers

The on-going changes in food business dynamics 

necessitate the need to work more closely with 

our suppliers in the management of raw material 

procurement. We have segmented raw materials 

into groups, rearranged their risk rankings, and 

prepared contingency plans. Also, raw material 

procurement must go hand in hand with cost/

effective consideration. The idea is to secure 

mutually beneficial trading conditions. 
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Society

Oishi Group (PLC) is a socially responsible 

corporate citizen. Through our Give Project, the 

Company provided support amounting to Baht 24 

million to seven hospitals via the Thai Red Cross in 

their fight against Covid-19. The seven hospitals are 

Chulalongkorn Hospital, Phramongkutklao Hospital, 

Siriraj Hospital, Ramathibodi Hospital, Thammasat 

University Hospital, Rajavithi Hospital, and 

Bamrasnaradura Infectious Diseases Institute. Of the 

total amount of support, each hospital received Baht 

2 million in cash, and the remaining Baht 10 million 

being in-kind support of Oishi food products and 

beverages. The supplies were available for infectious 

patients for three months, starting from March 27 to 

June 30, 2020. The product supplies comprised 

Oishi Gold green tea of premium grade and 

sugar-free from Japan and Oishi EATO sandwiches. 

Furthermore, the Company sent medical supply 

support to the neighboring countries for 

humanitarian reasons. We donated to the Ministry of 

Cambodia Public Health 3,600 liters of alcohol, and 

the Ministry of Laos Public Health 2,100 liters. The 

alcohol supplies were to supplement medical needs 

in their respective countries.

The spread of the Covid-19 pandemic is an acid test 

of the strengths of the Oishi Group in many 

dimensions. Our people in all segments have 

demonstrated their mental strength, willingness, and 

cooperation to meet and beat challenges. They are 

the driving force that will take the Company to  

the next level. 
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When worldwide change reached out to us,
it emphasized the contemplation of the environment,
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Environmental Sustainability
OISHI Group Public Company Limited

Environmental protection is a challenge that Oishi 

Group (PLC) will take up and overcome. Our 

environment protection process is sophisticated, 

meets rigorous standards, and complies with the 

laws. Our commitment is to carry out waste 

disposal that produces no adverse impacts on the 

community and the environment.

Energy Management

The production process of Oishi Group (PLC) 

applies technology that is environmentally-

friendly, energy-saving, and resource-efficient. 

Also, it strictly adheres to the environment 

protection operating procedures encompassing 

ISO 14001 (ISO 14001 Environmental Management 

Standard.) All factories within our Group have 

obtained the ISO 14001.

In 2020, Oishi Group (PLC) elected to install an 

energy management system called ISO50001 

version 2018 for increased efficient energy 

utilization. We also received certificates relating to 

energy management friendly to the environment. 

The certificates we received during the year were 

the following.   

 Our beverage factories received Certificates 
of Carbon Footprint for Organization: CFO 
from Thailand Greenhouse Gas Management 
Organization (Public Organization). They are 

at Navanakorn Industrial Estate in Pathumthani, 

Amata Nakorn Industrial Estate in Cholburi, and 

Wang Muang in Saraburi together with our 

central kitchen in Cholburi. The certificates are 

recognition of their proficiency in the principles 

and methodology involved in CFO assessment 

hence making it possible for them to determine 

proper greenhouse gas emission management.

 Certificates of Carbon Footprint of Products 
(CFP) from Thailand Greenhouse Gas 
Management Organization (Public 
Organization) for Oishi Green Tea Original 

Flavor, Oishi Green Tea Honey Lemon Flavor, 

Oishi Green Tea Kyoho Grape Flavor size 380 ml. 

 Certificates of Carbon Footprint Reduction 
(CFR) from Thailand Greenhouse Gas 
Management Organization (Public 
Organization) for Oishi Green Tea Honey 

Lemon Flavor, Oishi Green Tea Kyoho Grape 

Flavor size 380 ml. 

 Certificates of Water Footprint of Products 
(WFP) from The Federation of THAI Industries 

for Oishi Green Tea Honey Lemon Flavor size 

380 ml.  and certified Water Scarcity Footprint.

31 Susta inabi l i t y  Repor t  2020



 Certificates of Greenhouse Gas Emission 
from the Ministry of Natural Resource and 
Environment in recognition of proper 

greenhouse gas emission management.  

The emission levels achieved by our factories: 

18,205 tonCO2-eq (Navanakorn), 2,333  

tonCO2-eq (Amata Nakorn), 23,334 tonCO2-eq 

(Wang Muang), and 9,688 tonCO2-eq (Central 

Kitchen). Our factories also received Green 

Industry Level 3 Certificates from the Ministry  

of Industry in recognition of their efficient 

utilization of resources and environment-friendly 

production processes.   

 Certificate of Participation in Thailand 
Voluntary Emission Trading Scheme: Thailand 
V-ETS from Thailand Greenhouse Gas 
Management Organization (Public 
Organization: TGO.)

 Efficient Utilization of Energy Resource in 2020 

No. Factory Management Approach Results 

1 Beverage manufacturer in 

Navanakorn Industrial Estate, 

Pathumthani Province

Application of ISO50001 version 2018 to increase energy 

efficiency for PET-based beverages through Cleaning In Place 

(CIP) when there is a change of product line.  

Electricity-saving  

of 12,000 units p.a. 

2 Beverage manufacturer in 

Navanakorn Industrial Estate, 

Pathumthani Province

Balancing the pumping and packaging process in the 

production line of UHT-based beverages, AUTH, and 

pasteurizer. 

Electricity-saving  

of 220,000 units p.a. 

3 Beverage manufacturer in 

Thamuang, Saraburi Province

Improvement of PET-based production line through reduced 

steam pressure of power engine system. 

Fuel oil-saving  

of 70,000 liters p.a. 

4 Oishi Food Service,  

Baan Bueng, Chonburi 

Improvement of the power engine system through the 

installation of a high-quality motor in the refrigeration system.

Electricity-saving  

of 800,000 units p.a. 

5 Oishi Food Service,  

Baan Bueng, Chonburi

Improvement of the Gyoza production line by increasing the 

efficiency of the Tunnel Freezer process.  

Nitrogen-saving  

of 700 tons p.a. 
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Water Management and Conservation

Oishi’s policy on water management and 

conservation is clear: we’ll utilize water resources 

efficiently, comply with laws and regulations, 

embrace international supervision standards to 

ensure proper water utilization and treatment, and 

ensure that the quality of treated water is above 

standards and environmentally friendly before its 

release into the natural waterways. As a result of 

our efforts, The Water and Environment Institute 

for Sustainability, a unit within The Federation of 

Thai Industries, awarded us a Certificate of 

Assessment of Product Water Footprintfor Oishi 

Green Tea Honey with Lemon, 380 millimeters. 

The certificate is a recognition of our proper 

water utilization in the food chain process.

Water is a precious natural resource. It is a critical driving force in the process 

and economic and social development. Water is also fundamentally essential  

for the maintenance of our ecological system.

Our water management policy is to rebalance the need for water conservation 

and the rising water consumption demand together with the issue of climate 

change. The idea is to optimize the use of available resources and to recycle 

them through innovation. This on-going endeavor shall allow business operations 

to continue ensuring environment-friendliness and communal sustainability.

Amnaj Eaktrakool

Utility & Facility Manager Engineering

Creating Values  
for Society

 Efficient Water Utilization Management of 2020 

No. Factory Water Management Approach Results

1 Beverage manufacturer in 

Navanakorn Industrial Estate, 

Pathumthani Province

Improvement of production line for UHT-based beverages 

through Cleaning In Place (CIP) resulting in reduced  

water usage in the final rinse.

Water-saving  

of 37,000 m³ p.a.

2 Beverage manufacturer in 

Navanakorn Industrial Estate, 

Pathumthani Province

Improvement of production line for PET-based beverages 

through Cleaning In Place (CIP) when there is a change of 

product line. 

Reduced water usage 

of 250 m³ p.a.

3 Beverage manufacturer in 

Thamuang, Saraburi Province

Improvement of the CIP system through the usage of  

soft water replacing reversed osmosis (RO) system

Reduced RO water 

usage of 36,000 m³ p.a.
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Eco-Friendly Packaging and Waste

Oishi Group values highly quality packaging 

development as part of its business. It must 

satisfy customer requirements, maintain product 

life and quality, and be transportation-friendly 

before we deliver our products to consumers. 

Meanwhile, the issues of environmental change 

and environmental protection have necessitated 

the need for redesigning packaging and its utility. 

New packaging must become environment-

friendly, biodegradable, and reusable.  

Moreover, our goal is to reduce waste in the 

production process by 1% per year, starting 2015 

to 2020. We are committed to protecting the 

environment and making the food business a 

sustainable undertaking.  

Mission / Packaging Management

1. Beverage Business
1.1 Research on Preform Weight Reduction 

The Preform is an essential raw material in 

the production process relating to 

extrusion blow molding. Oishi Trading  

Co., Ltd. makes use of the Preform of 

more than 567 million pieces per year. 

Currently, there is no raw material 

available for plastic-recycle-use 

replacement. As such, preform weight 

reduction in the extrusion blow molding 

process is essential in our plastic-

reduction undertaking. Our goal is to 

reduce the preform weight of 350 ml and 

380 ml bottles from 17 grams to 15.58 

grams, and 500 ml bottle from 18.50 

grams to 18.16 grams. Our study and 

laboratory works were completed in 2020.   

1.2 Development of Label Made from PET  
As a PVC Replacement 
Currently, PVC-made labels are on all 

Oishi beverage bottles, and they are not 

recyclable. To fulfill our environmental 

protection commitment, the Company has 

engaged in research work with a leading 

label manufacturer on developing PET-

made film of recyclable property. Over 

time we shall use PET to replace PVC  

in our production process.  
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1.3 Oishi Green Tea Kyoho Grape Flavor  
in Purple Bottle – A Change 
Colored PET bottles in Thailand are not 

recyclable. As a result, effective February 

2020, the Company elected to 

discontinue the use of the PET purple 

bottles for all Oishi Green Tea Kyoho 

Grape Flavor and applied only for the 

bottle size of 350 ml and 380 ml. They 

would get replaced in clear-color bottles. 

This change will allow us to recycle the 

bottles. 

2. Restaurant Business
Our focus is to make the use of packaging 

consistent with environmental sustainability  

in three different ways. 

2.1 To use packaging made from plastic  
that is 100% recyclable. 

2.2 To use packaging made from 
biodegradable plastic.  

2.3 To lower the use of plastic via design 
while keeping food quality intact. 
These initiatives have resulted in the 

reduction of plastic use of 8.7 tons  

per year. Details are the following.

- To change plastic bags into recyclable, 

and lessen the thickness of single-use 

plastic packaging.  

- To change plastic bags for utensils made 

from nylon to polypropylene – PP, which is 

recyclable. 

- To change single-use packaging from 

plastic to paper.

- To change the Gyoza tray-set from 

Polypropylene – PP to coated paper.  

- To get all plastic-made items to come 

from the same recyclable materials. 

- To change plastic bags made from the 

combined High-Density Polyethylene 

(HDPE) and BIO to 100% High-Density 

Polyethylene (HDPE) and make them 

recyclable. 

- To use innovative packaging made from 

biodegradable Polylactic Acid – PLA 

starting with OYOKI brand for ice cream 

cups, water cups, cup lids, straws, and 

spoons.  
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3. Ready-to-Cook and Ready-to-Eat Food 
Business 
3.1 Lessening the thickness of bags  

in the single-use production process. 
Lessening the thickness of bags made from 

Linear Low-Density Polyethylene (LLDPE) 

and High-Density Polyethylene (HDPE) of 

single-use property. The thickness 

modification resulted in a reduction of 5.8 

tons per year. Details are the following, 

- Plastic bags made from LLDPE in the 

production process is in a total of 

100,000 pieces per year. The Company 

lessened the thickness of LLDPE from 

240 microns (average weight of 85 grams 

per bag) to 180 microns (average weight 

of 21 grams per bag) or a total plastic 

reduction of 2.1 tons per year. 

- Plastic table mats made from HDPE within 

the production process comprising a total of 

87,000 pieces per year. The Company 

lessened the thickness from 40 microns 

(average weight of 86 grams per one bag) to 

20 microns (average weight of 43 grams per 

one bag). The average reduction of plastic 

per piece is 43 grams or 3.7 tons per year. 

3.2  Modification of Ready-to-Cook Oishi 
EATO bag materials from chilled to 
mono-materials.  
Based on the recycling process, plastics 

made from different materials need to get 

separated from one another before going 

into the recycling process. Thailand does 

not have that process. In 2020, the 

Company modified the packaging to the 

laminated film of mono materials. The 

products under this modification scheme 

included Oishi EATO, Gyoza, seasoned 

pork with hot chili, sandwiches, and salad. 

Gyoza packaging and seasoned pork with 

hot chili reduced the unrecyclable portion 

of 500 kilograms. Sandwiches and salads 

reduced the unrecyclable volume by 

1,000 kilograms.  
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Creating Values  
for Society

3.3 Reduction of Box Size for Frozen Meat 
Products  
The Company made a reduction of box 

size for frozen meat products into the 

proper size and quality. This change made 

room for convenience, efficiency in the 

production process, cost reduction. It also 

resulted in the reduced use of the paper 

volume by 2,000 kilograms per year. 

3.4 Lessening the thickness of frozen Ramen 
packaging.  
To keep the momentum of plastic-use 

reduction going for the Oishi EATO group, 

the Company elected in 2020 to lessen 

the thickness of film packaging for frozen 

Ramen products. It resulted in a plastic 

reduction of 180 kilograms per year.

“The expansion of distribution 

channels to include delivery service 

will make single-use packaging on 

the rise. As such, the idea of going 

green packaging is consistent with 

our commitment to environmental 

sustainability. The guiding principle 

is to maintain high standards and 

quality on our products until they 

get to the consumers. It also helps 

reduce the use of plastic using 

biodegradable materials, some of 

which are recyclable. They are our 

way of moving forward.” 

Noppalak Subying

Senior R&D Manager – 

Restaurant & Packed Foods
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Waste Management

 Recycle used cooking oil 
– The company bring used cooking oil from 

Oishi restaurants and Oishi Factory 

recycled a total of 192,322 kilogram per 

year (192.33 tons), which are sold to 

contract company that have certified the 

standard for efficient management of 

used oil. It will lead to recycling into 

biodiesel or animal feed and so on, all of 

which will be used properly for its 

intended purpose. This is to comply with 

legal requirements and corporate 

objectives.

 Food Waste Management  
- Fried salmon fish skin mixed with salted 

egg. Initiated by Oishi Buffet and Oishi 

Eaterium, fried salmon fish skin mixed with 

salted egg has become a nutritious snack, 

which is hygienic and safe. It is available at 

all Oishi restaurants and Oishi Delivery.  

In 2020, the Company managed to make 

use of the salmon skin excess of 4.5 tons 

and generated an income of Baht 

1,500,000 per year.  

- Salmon Chili Paste Nam Yoi is a product 

from Oishi Central Kitchen. Salmon is a 

raw material that gets reprocessed into a 

variety of products, whose volume is very 

sizable. Excess salmon gets processed 

into Salmon Chili Paste Nam Yoi and 

available for sales at a competitive price. 
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- Soil Improvement Organic Materials. Oishi 

Central Kitchen brings all vegetable waste into 

the process of natural fermentation that ultimately 

turns into soil improvement organic materials, 

which are useful for nourishing plants and 

trees within our factory. We also donated  

the materials to Ban Nongchak School, near 

our central kitchen, to make the land fertile 

and allow vegetables to grow. In 2020,  

a total of 3,215 kilograms of vegetables got 

processed into soil improvement of organic 

materials. This initiative makes use of and adds 

value to the waste materials. It is an effective 

waste management initiative. We are hopeful 

that we could turn the materials into  

a commercial undertaking.  

“Revive Excess Food and 
Raise Its Level to Food 
Sustainability”

“Food waste in Thailand accounts for 

300 – 500 tons per day and accounts 

for one half of the total waste-a 

staggering statistic. Of the total volume 

of food waste, a significant portion  

is a consumable food. The food will 

immediately become garbage once 

thrown away.  

Oishi Group (PLC) is a company in the 

private sector that produces food and 

provides in-restaurant service. We are 

committed to resolving Food Waste 

utilizing our know-how to bring about  

a reduction in food waste resources.  

A starting point is to make use of excess 

food left from cutting but remains 

consumable and nutritious. For example, 

salmon skin that we have turned into 

Fried salmon fish skin mixed with salted 

egg whose quality and standards remain 

intact. Not only are we making use of 

our food management capability,  

but our product also generates income 

for the Company.”

Supamongkol Mongkolsamai

Operations Director - Restaurant
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Caring, Sharing,  
and Creating Values for Society.

Sustainability of Society
OISHI Group Public Company Limited

Business successes and positive corporate brand 

images are desirable, and yet some other 

parameters that are of value. Oishi Group (PLC) is 

committed to community and society 

development-growing with quality and 

sustainability. Also, the Company is committed to 

contributing to our society via several social 

engagement activities from the community to 

national levels. For example, Project “Oishi Give” 

gives us a channel to care for the underprivileged 

in society on an on-going basis. We are proud 

that our social engagement is consistent with the 

United Nations Sustainable Development Goals, 

particularly the goals of Good Health and Well-

Being, and Quality Education.  
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Good Health and Well-Being

“Oishi Gives to Fight Against 
Covid-19” Project

Oishi Group Public Company Limited, under Thai 

Beverage Public Company Limited, and in 

partnership with The Thai Chamber of Commerce 

and the Board of Trade of Thailand in a mission to 

boost the morale of hospital staff who are working 

hard to fight the contagion by launching the 

“Oishi Gives to Fight against Covid-19” campaign. 

Under the campaign, the company has donated 

cash as well as food and beverages worth a total 

of Bt24 million through the Thai Red Cross 

Society. Under the campaign, Bt2 million will be 

given to each of the seven hospitals, which 

include King Chulalongkorn Memorial Hospital, 

Phramongkutklao Hospital, Siriraj Hospital, 

Ramathibodi Hospital, Thammasat University 

Hospital, Rajavithi Hospital, and Bamrasnaradura 

Infectious Diseases Institute. The donation also 

includes Oishi’s food and beverages worth Bt10 

million, comprising Oishi Gold premium green tea 

no sugar from Japan and Oishi Eato sandwiches. 

The Oishi food and beverages will be delivered on 

a daily basis for three months, with the aim to 

support medical staff, such as doctors, nurses, 

public health officers and related persons, who 

are taking care of infected patients as well as 

those in the “frontline” of the battle. 

“Oishi Care for Cambodia and Laos” 
Project

“OISHI Cares for Cambodia and Laos” project, 

donates 3,600 liters of medical alcohol to 

hospitals through Ministry of Cambodia Public 

health and 2,100 liters for the Ministry of Laos 

Public Health to fight with COVID-19 pandemic.
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“Clean-Drinking Water” Project

Project “Clean-Drinking Water” is a response to 

the call for a clean and hygienic environment for 

the community. It is a community engagement 

undertaking where our manufacturing facilities are 

operational and have been in existence for three 

years. The project keeps our relations with the 

community in the right setting. In 2020, Oishi took 

the initiative to improve the drinking water system 

making it clean and sanitary for Ban Nongchak 

School, Amphur Baan Bueng, Chonburi Province. 

Located near Oishi Central Kitchen, the school 

was on the priority list. Other than improving the 

drinking water system, we also made a landscape 

improvement-repairing, painting, and cleaning.  

A total of more than 500 students and school 

personnel have benefitted from our project,  

some of which are children of Oishi’s employees. 

The project has improved the quality of life of 

people in the community. 

“Im Jung” Project Summary

Year 2016 450 persons

Year 2017 1,010 persons

Year 2018 1,755 persons

Year 2019 3,640 persons

Year 2020 2,145 persons

Total 9,000 persons

“Clean-Drinking Water” Project Summarized

Schools Participating 
in Project: 3 

Baan Maneechoke Samaki School,
Amphur Wang Muang,
Saraburi Province

Wat Puech Nimit School
Amphur Klong Luang
Pathumthani Province

Ban Nongchak School,
Amphur Baan Bueng,
Chonburi Province

Number of Students 
and School Personnel 

Benefitting from Project: 1,350 

450
persons

400
persons

500
persons
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“ThaiBev Unites to Fight the Cold” 
Project

As a supporter of “ThaiBev Unites to Fight the 

Cold” Project, Oishi took part in the distribution of 

green blankets for people in Maejam District, 

Chiangmai Province, where is an area affected by 

cold temperatures in the north. It’s a part of our 

community engagement. We provided Japanese 

Gyoza Oishi EATO and Oishi Green Tea to the 

children and people in the district.  

“Fit Fun Run&Walk” Project

“Fit Fun Run&Walk” project is a charitable activity 

and organized by Oishi’s volunteers. The purpose 

was to raise funds in support of “Clean-Drinking 

Water” project for the third year for Ban Nongchak 

School, Amphur Baan Bueng, Chonburi Province. 

We were able to raise Baht 16,000 and we spent 

the money to buy bottom loading machines for 

the school. The project was beneficial for our 

health-conscious staff and. A total of 200 people 

took part in this employee engagement activity. 
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“Im Jung” Project Summary

Year 2016 450 persons

Year 2017 1,010 persons

Year 2018 1,755 persons

Year 2019 3,640 persons

Year 2020 2,145 persons

Total 9,000 persons

“Clean-Drinking Water” Project Summarized

Schools Participating 
in Project: 3 

Baan Maneechoke Samaki School,
Amphur Wang Muang,
Saraburi Province

Wat Puech Nimit School
Amphur Klong Luang
Pathumthani Province

Ban Nongchak School,
Amphur Baan Bueng,
Chonburi Province

Number of Students 
and School Personnel 

Benefitting from Project: 1,350 

450
persons

400
persons

500
persons

“Im Jung” Project

Under “Im Jung” Project, Oishi Group promotes a 

good life by distributing Japanese meals to 

children and the underprivileged. This project has 

been in existence since 2016 and has provided 

fullness to more than 9,000 children. And in 2020 

alone, “Im Jung” Project accommodated more 

than 2,145 children with Oishi meals and 

beverages. 
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“The Magical Makeover” Project

“The Magical Makeover” Project is our vehicle to 

advance the living conditions of underprivileged 

women. Oishi provided Oishi meals and Oishi 

Green Tea as a demonstration of support for the 

Haven Foundation. The foundation organized a 

fashion show with the participation of underprivileged 

women at Emergency Home in Don Muang.

Children Day Activities for Orphans 
in Three Southern Provinces

On Children Day 2020, Oishi provided meals, 

beverages, and desserts through The Amir 

Al-Mu’minin Foundation for the Orphans of 

Southern Thailand for orphans in three southern 

provinces. A total of 7,000 orphans were under 

the care of the foundation.
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Team Korat

Thai people leave no one behind. The recent 

massacre in Nakorn Ratchasima was tragic, and 

many lives lost as a result. Through the “Oishi Give” 

Project, we provided Oishi Green Tea in support 

of TEAM KORAT, which was organized by the 

Department of Mental Health, Ministry of Public 

Health at Terminal21 Korat. Our participation was an 

expression of shared grief for the tragic loss of lives.

“Walk and run for breath” Project 

Physical fitness requires regular workout, and 

Oishi Group supported “Walk and run for breath” 

Project by provided Japanese food for people 

taking part in the project whose aim was to raise 

funds for the Chulalongkorn Foundation Fund 

under the Patronage of Her Royal Highness 

Princess Maha Chakri Sirindhorn.
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Quality Education 

“Scholarship for Employee’s 
children” Project 

Oishi is committed to looking after the well-being 

of our employees and their children. We have 

instituted the provision of continuous learning 

opportunities via Project Scholarship for Children 

of Our Employees from primary to university 

levels.  The idea is to lessen the financial burden 

of our employees. We have given scholarships 

since 2008, 13 years up until now. In 2020, we 

gave 117 scholarships to the children of our 

employees in the total amount of Baht 700,000.

“Work Integrated Learning” Project

“Work Integrated Learning” project began in 2013. 

It is a collaboration between Oishi Trading Co., 

Ltd. and Prince of Songkla University to design 

course work on Agro-Industrial Technology 

Management. AITM is an integrated course that 

incorporates not only academic relevance but 

also actual on-the-job training. Other relevant 

course works include project management, 

leadership and counseling, and knowledge 

management. From 2013 to 2019, the course 

works put emphasis on Co-operative Education. 

In 2020, we designed a Joint Industry-University 

Course incorporating Experience and Problem 

Based Case Study and Cooperative Study Project. 

To assess the relevance of this new course 

initiative, we recruited five students to undertake 

this pilot project. Their mission is to study 

subjects concerning food safety management 

systems, assurance and quality control, industrial 

machinery and equipment, and maintenance 

system. This work-and-study course takes place 

at the Oishi beverage manufacturing at 

Navanakorn factory and Oishi food manufacturing 

the Central Kitchen factory at Amphur Baan Bueng. 

From the Oishi perspective, this initiative 

represents a transmission of knowledge and 

experience from our seasoned professionals to 

our future young professionals and a step toward 

strengthening the sustainability of society. Oishi is 

confident that all 41 participating students shall 

benefit from this project and become better 

prepared for future job opportunities.  
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“Research and Advertising 
Planning” Project

We have extended support for “Research 

and Advertising Planning” project of the 

Faculty of Journalism and Mass 

Communication, Thammasat University. 

This scheme offers an opportunity for the 

senior-year students to undertake a study 

on Research and Advertising Planning, 

Case Study: Japanese Ready-to-Cook 

Oishi EATO. There are 50 students taking 

part in this project. The project is another 

initiative that Oishi experienced 

executives are willing to transmit their 

insights that will broaden the students’ 

out-of-classroom perspective. 

Oishi Group (PLC) is a socially responsible 

corporate citizen and committed to making 

contributions to society and the community.  

Our social engagement is through “Give Project”. 

The spread of the Covid-19 pandemic in 2020 is 

tragic, and its adverse impacts are global.  

The food and beverage businesses of Oishi are 

also adversely affected by this crisis. Still,  

our commitment to society remains intact. As such, 

our current social engagement will be more for  

the provision of medical supplies and extension  

of moral support for our front-line medical 

professionals in the fight against Covid-19. 

Therefore, Oishi Group Public Company Limited, 

under Thai Beverage Public Company Limited,  

and in partnership with The Thai Chamber  

of Commerce and the Board of Trade of Thailand  

in a mission to boost the morale of hospital staff 

who are working hard to fight the contagion by 

launching the “Oishi Gives to Fight against 

Covid-19” campaign. Under the campaign,  

the company has donated cash as well as food and 

beverages worth a total of Bt24 million through  

the Thai Red Cross Society.

We all at Oishi take pride in being able to “Give.”  

It is a part of our business philosophy based on 

morality, ethics, and social conscience that we have 

upheld throughout the years. 

Creating Values  
for Society

Monrudee Akkaraj

Corporate Communications Director
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by stable systematic growth. We are committed 
to createthe best products to generate employment, 
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and seek new ways to access the real demand 
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Economic Sustainability
OISHI Group Public Company Limited

To enhance the acceleration of fulfilling the vision and  

mission of the Company, we stand prepared to set strategy  

and directives and make policy adjustments to keep pace  

with the fast-changing global dynamics. We make it our priority  

to capitalize on digital technology and innovation, add value,  

and enhance efficiency, bring discipline into budget planning. 

We are open to improved work-flow process initiative as the 

resultant efficiency will improve return on investment, sharpen 

HR skills and talents, and set a platform to accommodate  

speed and flexibility. Cross function and collaboration with our 

partners in the ThaiBev Group is a powerful synergy that will 

help drive the business forward. We stand ready and take pride 

in our collective commitment to revitalizing our economy, 

creating employment, distributing income, supporting Thai 

agricultural products, and generating export income. 

Healthy Products, Safety  
and Well-Being for Consumers

Contemporary consumers are health-conscious, quality-life, 

and safety centric. Against these trends, Oishi Group (PLC)  

is committed to balancing the needs for healthy consumption, 

sustainability, and rolling our Oishi products that are in line 

 with the prevailing dynamics in the marketplace. 

Our product development policy focuses on nutrition  

and food safety and encompasses two essential parts.  

1. Development of Health  
& Nutrition Strategy 

Oishi Group (PLC) has an in-house Research & Development 

Department (R&D and entered into joint nutrition research 

agreements with leading institutes.  
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1.1 OISHI EATO Ready-to-Eat Product Group 

participated in the “Project on Voluntary 

Reduction of Usage of Salt or Sodium in the 

Food Production Process,” organized by the 

Food and Drug Administration. As a member 

of a private-sector network, our project 

involvement was to raise awareness for the 

need to reduce salt or sodium consumption 

and campaign for proper nutritious food. 

1.2 Oishi Food Business Group and Mahidol 

University jointly researched with an 

emphasis on nutrition contents of 42 Oishi 

food items. We intend to disclose the 

nutrition facts to consumers soon. We will 

continue to stay on the course of nutrition-

based innovation and development. Our 

goals are to attain the Healthier Choice 

Logo from Nutritional Promotion 

Foundation, The Institute of Nutrition, 

Mahidol University, and to reduce the 

sodium content by 30% in 2025. 

1.3 Oishi Food Business Group commissioned 

Keeen Co., Ltd., a specialist in industrial 

ecology management, to develop a 

cleansing and disinfection process via the 

application of environmentally-friendly 

biotechnology. The cleansing and 

disinfection process is comprehensive and 

encompassing every aspect in, say, 

restaurant business, and ensuring its 

complete sanitary conditions. Initially, we 

shall implement the process at 26 Oishi 

Ramen Restaurants in Bangkok and 

Metropolitan Areas. We shall continue to 

keep our consumer confidence in Oishi’s 

commitment to an environmentally-friendly 

atmosphere and food safety centric 

promise. 

2. Health & Nutrition Reformulation

As the market leader of Japanese food and 

beverages, Oishi Group (PLC) is committed to 

continually rising above and beyond the 

ordinary in the health and nutrition food/

beverage category. For example, we have 

started utilizing 100%-trans-fat free raw 

materials of more than 135 items and reducing 

the sodium and sugar levels. And our quest 

for improvement will continue. Our 

outstanding healthy food and beverage 

portfolio is the following.  
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2.1 Beverage Business
The Company is committed to initiating and 

developing products that are healthy for 

consumers and in line with the contemporary 

health-centric lifestyle. We have taken actions 

as follows.  

2.1.1 Our raw material procurement process 

places a high priority on the assessment 

of GMOs. Our essential raw materials are 

tea leaves, fructose sugar group, and 

concentrate group. We insist that all the 

groups must have attained Non-GMOs 

Certificates from our manufacturers. 

2.1.2 Reduction of the sugar level of existing 

products, and low or non-existent for new 

products. Our goal is to attain the Healthier 

Choice Logo from the Foundation of 

Nutrition, Mahidol University. 

- Oishi Gold Gyokuro is the ultimate 

premium green tea using only the top 

three leaves of the first flush. The leaves 

get covered under a black net for three 

weeks and are hand massaged delicately. 

The smell coming out is Umami, which is 

unique as it is full of catechin and 

antioxidant and theanine properties. This 

green tea comes in 2 formulas: sugar-

free and delight (mild sweet).  

- Oishi Green Tea Light of Original 
Sugar-Free and Honey-Lemon Flavors 

are for customers who are conscious of 

sugar and calories.  

- Oishi Green Tea Genmai Flavor  
is another product of 12% reduced sugar 

level, while its refreshing flavor remains 

intact. 
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2.2 Restaurant Business Group
Our R&D Team is constantly on the move in 

rolling out healthy food products using only 

quality raw materials. Delivery service is the 

channel to roll out quality products from our 

Oishi Kitchen. Salmon Tataki Salad with Yuzu 

Soy Dressing is a product in high demand full 

of protein and nutrition, including Omega-3 

fatty acid, Vitamin A, Vitamin B 12, Vitamin D, 

Selenium, and Iodine. Garlic Brown Rice with 

Himalayan Sea Salt Grilled Salmon is another 

quality meal using 100% olive oil served with 

salmon, Japanese pumpkin, broccoli, carrot, 

and minerals. Mentiko Spinach Spaghetti with 

Grilled Salmon is unique with the spaghetti 

made from durum wheat and spinach mixed 

with quinoa, mushroom, mentaiko, and served 

with salmon cooked in 100% olive oil. 

Moreover, during the Jay Festival, Oishi 

Ramen Restaurants and Kakashi Restaurants 

shall roll out Japanese fast-food meals for 

customers using Plant Based-Protein from 

OMNIMEAT, including soybean (Non-GMO), 

mushroom, and high protein rice.   
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2.3 Read-to-Cook and Ready-to-Eat 
2.3.1 Ramen Product Group comprises Frozen 

Stir Fried Yakisoba with Pork and 

Vegetable and Frozen Stir Fried Ramen 

with Pork and Basil with reduced sodium. 

2.3.2 Ready-to-Eat Product Group modified 

its formula for existing and new products 

to contain sodium at no more than 1,400 

milligram/pack. This product group 

comprises Stir Fried Ramen with Teriyaki 

Chicken and Nabe Sauce, and Stir Fried 

Ramen with Ham and Mala 

2.3.3 Premium Sandwich Product Group has 

initiated a quality formula. This product 

group consists of OISHI EATO Chicken 

Breast and Egg Salad Mixed Whey with 

Whole Wheat Sandwich in which the bread 

is made from wheat, barley rice, and 

soybeans mixed with chicken breast, egg 

salad, and whey protein. All are high in 

nutrition and protein.  

2.3.4 Healthy Gyoza Product Group comprises 

Pork Chicken and Wakame Seaweed 

Gyoza with Seafood Wasabi Sauce 

whose main components are chicken 

breast and seaweed. High-quality raw 

material and health-benefit contents. 

2.3.5 In 2020, there are products that have been 

developed and launched with no MSG 

added and no preservative added like 

Stir Fried Ramen with Pork and Tom Yum 

Sauce. Also for others like Stir Fried Ramen 

Arabiki Sausage and Dried Chili, Pork 

Gyoza with Salted Egg, and Spicy Pork 

Gyoza with Yakiniku Sauce, with no added 

preservative.
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Safety and Quality Standards of Oishi

1. Oishi Trading Co., Ltd. meets risk management 

and food safety standards of GMP and 

HACCP, quality standards of ISO 9001, and 

management of the environment of ISO 14001 

relating to Oishi’s entire beverage production 

process. 

2. Oishi Trading Co., Ltd. meets food safety 

standards of FSSC 22000 Version 5 (Food 

Safety System Certification) relating to Oishi’s 

beverage production process for UHT 

packaging and bottle packaging. 

3. The process encompasses management 

responsibility, resource management, 

production planning, production safety, 

service management, food defense, food 

fraud, and label display beyond the required 

ISO 22000. 

4. The whole beverage products of Oishi meet 

the HALAL standards and are certified by the 

Office of the Islamic Committee of Thailand. 

5. Oishi Trading Co., Ltd. meets all of the 

standards of ISO/IEC 17025, rules, regulations, 

and conditions of the laboratory room from 

the Thai Industrial Standards Institute. 

6. Oishi Trading Co., Ltd. meets all of the 

standards of ISO/IEC 17025, rules, regulations, 

and conditions of the laboratory room from 

the Department of Science Service and 

Department of Medical Sciences. 

7. All Japanese restaurants under the Oishi 

Group (PLC) meets all standards of GMP 

– HACCP – ISO 9001:2015 from SGS 

(Thailand).

8. Oishi Food Service Co., Ltd. meets all food 

safety and risk management standards of 

GMP and HACCP in all food categories from 

SCG (Thailand). 

9. And Gyoza Product Group for export also 

meets all standards set by the Department  

of Livestock Development, Department of 

Fishery, and Department of Agriculture. 

10. Oishi Food Service Co., Ltd. meets all of the 

food safety standards of BRC (British Retail 

Consortium) Issue 8 of the United Kingdom 

Retailers Association for the Gyoza Product 

Group. 

11. Oishi Food Service Co., Ltd. meets all of the 

standards of the Green Industry System and 

Environmental Management System  

ISO 14001:2015 relating to the entire food 

production process of all food categories. 

12. Oishi Trading Co., Ltd. meets all of the 

standards of ISO/IEC 17025, rules, regulations, 

and conditions of the laboratory room from 

the Department of Medical Sciences.

13. Oishi Trading Co., Ltd. and Nava Nakorn 

Industrial Estate Factory meet all standards of 

ISO 45001. The Wang Muang Factory meets 

standards of TIS/OHSAS 18001 (Management 

of Safety, Occupational Health, and Work 

Environment.) 

14. Oishi Trading Co., Ltd. received FDA Quality 

Award for the third consecutive year  

(2017, 2018, and 2019) from FDA Thailand. 
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We are committed to organization development, 

customer satisfaction, quality service, and food 

safety. Our holistic approach encompasses 

several essential selection criteria. Firstly, quality 

trading partners are meet the requirements of the 

Codex Alimentarius Commission (CAC) to ensure 

product safety as specified by FAO/WHO. 

Secondly, the raw material quality control system 

is to comply with the standards of GMP set by the 

Thai FDA. Thirdly, management of raw material 

delivery system based on cold chain logistics, 

GMP, HACCP, and Codex Alimentarius 

Commission – CAC. Fourthly, the internal 

improvement process is to be in line with GMP, 

HACCP, and SGS-certified. Traceability and 

Critical Control Point (CCP) review are also 

essential to ensure every menu is safe. Training, 

sharing of personal hygiene, and cleaning 

programs for employees are a priority. Cleansing 

in all restaurants will be carried out using  

a bio-hygienic system to ensure consumer and 

employee safety and environmental sustainability. 

It started being used in the OISHI Ramen 

restaurants in Bangkok and metropolitan areas. 

The spread of the Covid-19 pandemic makes it 

critical for our quality assurance to formulate a 

protection strategy for employees and customers 

alike. The Company has come up with Food Safety 

and Food Hygiene Policy for all restaurants to 

strictly follow. Policy implementation plans include 

full spray during the business lockdown, on-going 

cleansing when the business reopened, and 

provision of table shield, face shield, alcohol gel, 

thermo scan, and employee compliance.  

Creating Values  
for Society

Chatchai Juthakorn 

Quality Assurance Director
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Human Resource Development and Employee Wellbeing:

Human resources are the driving force in the 

Company. Our company is committed to 

developing their competencies, sharpening their 

potential, and enhancing their effectiveness. The 

current disruption of technology is a great 

challenge that results in new businesses and a 

new landscape within our organization. Our 

employees must keep pace with contemporary 

global dynamics. We must embrace digital 

application as a means to enhance efficiency, 

which will ultimately result in a sustainable 

business future. 

Human Resources Development:

Individual career growth and corporate business 

growth are mutually reinforcing. And this 

opportunity is available to everyone in the 

Company. So is human resource development 

(HRD) that has been made available for our 

people at all levels-entry, middle, and 

management levels, with a primary focus on skill 

development, business management, and 

leadership. Also, in place is tailored-made 

individual development plans to assume specific 

group functions: executives, managers, 

supervisors, and support staff. Our HRD initiatives 

get carried out in collaboration with our group 

companies and leading universities in the country. 

Their tasks are to design the HRD course 

curriculum, for example, Supervisory Development 

Program (SDP), carry out high-level training 

courses on strategy formulation, and facilitate 

corporate know-how retention and transmission 

mechanisms. In 2020, we further strengthened 

our commitment to make our organization a 

sustainable knowledge-based company whose 

key element was the development of internal 

quality instructors.

Safety, Occupational Hygiene, and 
Work Environment: 

Oishi policy on safety, occupational hygiene, and 

working environment is clear: we will maintain high 

standards and comply with regulatory 

requirements. This corporate policy is enforceable 

both in all Company premises, including offices, 
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factories, and restaurants. Strict policy compliance 

is mandatory for all employees from top-down. 

Covid-19 pandemic is a crisis for every 

organization, and Oishi’s commitment to the 

safety of the employees is unwavering. We 

distributed personal protective tools to the 

employees- including masks and 72% alcohol at 

all premises. Other preventive measures included 

temperature check, provision of hand sanitizer 

gels and disinfectant sprays, 1.8-meter social 

distancing. Our employees were to undertake 

continuing risk assessment via application to 

ensure their safety. Furthermore, we elected to 

reclassify employees into groups in line with the 

nature of their works as a way to mitigate the risk 

of group infection. Moreover, we arranged an 

accident and Covid-19 insurance policies of Baht 

100,000 value to all employees. Also, we 

announced a no-layoff policy and provided 

support to affected employees seeking social 

security compensation, handed ThaiBev Thung 

Nam Jai to employees who suffered income 

disruption.  

In terms of factory work safety, the Company has 

fully embraced internationally-accepted standard 

protocols and complied with legal requirements. 

We have established the Department of 

Occupational Health and Safety (OH&S) under 

the oversight of the Safety Committee, whose 

primary responsibilities are to ensure that our 

safety protocols are current. In recognition of our 

efforts, we received TIS/OHSAS 18001 ISO 45001. 

Our on-going efforts also extend to organizing 

workshops on ISO 45001, FMEA risk identification 

assessment in the production process and 

recommendation for a preventive action plan, and 

engaging in actual fire drill exercises in 

collaboration with municipal fire departments. 

Furthermore, we have also created a hygienic and 

healthy environment for our employees- including 

the cafeteria, fitness centers, and transportation 

service. Also, we have designed a friendly 

workplace environment conducive to instigating 

inspiration that we hope will result in increased 

performance effectiveness over time.
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The management of Safety, Occupational Hygiene, 

and Work Environment comprises four parts: 

 Compliance to the law and regulatory 

requirements involved, including practices at 

the municipal level; 

 Establishment of goals and 5-Year Master Plan 

to constitute a framework for subsequent 

follow-up and evaluation; 

 Compliance to the administration of safety 

requirements based on ISO 45001; and 

 Fulfillment of customer specifications. 

Creation of Organization Loyalty:

 Establish corporate values to serve as the 

basis for the integration of employees. The 

idea is to move forward in the same direction, 

appreciate shared values, and encourage the 

employees to become capable and effective. 

 Provide competitive remuneration and welfare 

schemes for employees, treat them with 

respect, and accord human dignity they 

deserve as employees. 

 Optimize the quality of life of employees 

where possible through such mechanisms as 

annual health checkups, scholarships for 

children of the employees. These 

undertakings reflect our efforts to uplift the 

morale of the employees and retain our 

human capital with the Company over time.  

In 2020, Oishi Trading Co., Ltd. received many 

outstanding awards as a socially responsible 

corporate citizen. For example, our beverage 

production factory in Wang Muang received the 

Outstanding Factory for Safety Award and Zero 

Accident Award. Moreover, our green tea 

production factory in Nava Nakorn received a 

world-class TPM Excellence Award from JIPM, 

Japan. The award was in recognition of our 

efficient production process- thanks to our 

employee collaboration, reduced production 

costs, and increased competitiveness. 

Creating Values  
for Society

“Attentive to Employees will 
Strengthen Organization and 
Achieve Sustainable Growth.” 

The food business is dependent on human 

resources as the driving force. They are 

our valued employees, whom our 

commitment to their health and safety is 

unwavering, especially during the spread of 

the Covid-19 pandemic. We will continue to 

provide support for their well-being. For 

example, we arranged an accident and 

Covid-19 insurance policies of Baht 

100,000 value to all employees. We 

distributed personal protective tools to 

them and strictly carried out a 1.8-meter 

social distancing. Our employees traveling 

into vulnerable areas were subject to 

rigorous tests once every seven days 

together with their locations should they 

be recalled on an emergency basis.  Also, 

as a preventive measure, we elected to 

utilize communication technology for 

meeting and interfacing. 

Chalita Isarankura Na Ayudhaya

Human Capital Director
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We leverage the power
of inherent strengths

and diversity to create
inclusive synergies and
commit to team goals.

We empower our people
with passion to apply
new ideas and grasp

opportunities to
create positive impacts.

We embrace our stakeholders’
perspectives with good

intentions and the right mindset
to bring them into long term

sustainability together.

1
Collaboration

2
Creationg Values

3
Caring For

Stakeholders

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

Oishi Group (PLC) has committed to upholding 

respect for human rights and formulating policy in 

line with the internationally-accepted human rights 

convention framework. It encompasses respect for 

human dignity, rights, freedom, and equality. Our 

employees at all levels are to endorse codes of 

conduct on human rights, ethics, and business. 

They are to show respect for human rights in all 

business undertakings wherever they are. 

Goals:

 To reinforce confidence to shareholders, 

trading partners, and stakeholders concerned 

that the Company will uphold the respect for 

human rights within the organization.

 To create awareness of our employees of their 

human rights. To urge them to help prevent 

the violation of human rights within their 

organization. 

The Human Rights Management Plan:

 To create an effective communication channel 

concerning company human rights policy for 

the staff and the general public. 

 To undertake an on-going Human Rights Due 

Diligence. 

 To assess the risks of failure to respect and 

their potential impacts on human rights, 

current or future likelihood, and to present 

findings to the management. 

 To set up a process that encompasses relief 

mechanisms for a human rights violation. 

 To put in place a process of whistleblowing 

and managing issues involved.

 To undertake a continuing review of policy 

commitment. 
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Three Approaches to Innovation

Open
Innovation

Product
Innovation

Process
Innovation

Innovation for Sustainability  
of Economy

Innovation for sustainability is a part of the strategy of 

Oishi Group (PLC) owing to the fast-changing 

consumer behaviors. We cannot afford to sit still and 

must keep pace with the prevailing dynamics. 

Innovation for sustainability is essential and takes off 

the ground in all dimensions: research & development, 

application of digital technology, product 

development, service improvement, and management 

that corresponds to the fast-changing market 

dynamics.

1. Open Innovation

To engage in exchanging knowledge between 

companies, institutes, and organizations is a step 

to carry out regularly. We also have to reinforce 

the need for sharing experiences, insights, and 

know-how. These interactions are likely to 

increase production efficiency, reduce costs, 

enhance Human resources skills, and strengthen 

safety. The Projects have related to Open 

Innovation in 2020 are the following.

 Oishi Food Business Group and Mahidol 

University jointly researched with an emphasis 

on nutrition contents of 42 Oishi food items. 

We intend to disclose the nutrition facts to 

consumers soon.

 OISHI EATO Ready-to-Eat Product Group 

participated in the “Project on Voluntary 

Reduction of Usage of Salt or Sodium in the 

Food Production Process, organized by the 

Food and Drug Administration. As a member 

of a private-sector network, our project 

involvement was to raise awareness for the 

need to reduce salt or sodium consumption 

and campaign for proper nutritious food. We 

have successfully reduced sodium on two 

items under the frozen Remen Product Group: 

Stir Fried Yakisoba with pork and vegetable 

and Stir Fried Ramen with Pork and Basil.
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 Oishi Food Business in collaboration with 

Keeen Co., Ltd., a specialist in industrial 

ecology management, to develop a cleansing 

and disinfection process via the application  

of environmentally-friendly biotechnology.  

The cleansing and disinfection process is 

comprehensive and encompassing every 

aspect in, say, restaurant business, and 

ensuring its complete sanitary conditions. 

Initially, we shall implement the action at 26 

Oishi Ramen Restaurants in Bangkok and 

Metropolitan Areas. We shall continue to keep 

our consumer confidence in Oishi’s 

commitment to an environmentally-friendly 

atmosphere and food safety centric promise.

 Oishi Group (PLC) and King Mongkut Institute 

of Technology (Ladkrabang Campus) initiated 

a process of making use of excess salmon. 

The purpose is to optimize the use of raw 

material, reduce food waste, add value to  

the product identity, and distinguish our 

product from the rest in the market. Oishi 

Food Service Co., Ltd. has excess salmon  

of 14,000 kilograms per month or 168,000 

kilograms per year.

 Oishi Group (PLC) and Nisshin STC Flour 

Milling Co. Ltd. Entered into Business 

Transaction. As the market leader in the wheat 

flour milling industry, Nisshin STC Flour Milling 

engages in improving the quality of the wheat 

grain, modifying the production process, and 

recommending wheat grain that is most 

appropriate as raw material. The essence of 

this transaction will improve our production 

technics and make the texture of bread softer 

and more appealing. We will use the newly 

modified bread with our sandwiches on every 

item of the Oishi EATO. 

 Oishi Group (PLC), King Mongkut Institute of 

Technology (Ladkrabang Campus), and 

professors from Carnegie Mellon University 

are in the process of software development 

capable of analyzing consumer behaviors. For 

example, it will collect data concerning  

the frequency of them using services and  

the range of time to formulate strategy and 

modify marketing campaigns for individual 

customers whose factors affecting their 

buying decisions differ from one another.
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2. Product Innovation

Oishi Group intends to accomplish is to bring 

about products that are stylish, unique, 

responsive to consumer demands, and 

sensational for our target groups. Also, our 

product innovation will allow the Company to 

grow and generate increased income. Among 

our outstanding product innovation in  

the areas of beverages, food, ready-to-cook, 

and ready-to-eat are the following.

2.1 Beverage Business
2.1.1 New Products

1. Oishi Apple Honey is the green tea 

that combines the uniqueness of 

Japanese Aomori Apple and Hyakka 

Mitsu Honey from Hokkaido, Japan. 

Another choice for health-conscious 

consumers is Oishi Apple Honey 

Light-sugar-free and 0 calories.

2. Oishi Gold Gyokuro is the ultimate 

premium tea that the Japanese say is 

rarest. The production of Gyokuro tea 

is delicate from the start. Only 

three-top leaves get chosen in the 

harvest season and kept under a 

black net for more than three weeks. 

They’ll then be hand massaged until 

the tea leaves release the unique 

Umami flavor filled with Catechin of 

antioxidant property and L-Theanine 

of stress-relief property.

3. Oishi Green Tea Light is sugar-free 

green tea original and honey lemon. 

They come in 2 flavors: Original and 

Honey Lemon. They are tasty, 

refreshing, and sugar and calorie-free. 
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2.1.2 Marketing Campaign Innovation
1. Campaign #OishiGoldChallenge is an 

out-of-the-box advertising tuning 

ordinary into extraordinary green tea and 

redesigning the food menu to correspond 

to the consumer dynamics during the 

Covid-19 lockdown. Campaign 

#OishiGoldChallenge went viral from the 

newly-created menu of Oishi Gold that 

became an item in the food category. The 

campaign focused on KOL or Online 

Influencers taking part in Food Creation. It 

also highlighted Oishi Gold, a premium 

green tea, as an integral part of food 

creation hence influencing people to do 

likewise. For example, we turned Oishi 

Gold Gyokuro into Japanese-style Ramen 

soup with a taste of Umami sensational 

tea smell. Another menu also used Oishi 

Gold Gyokuro as material for fruit tea 

creation-tasty and healthy. Moreover, we 

ran the campaign through Twitter to keep 

the momentum going and customer 

participation strong. Driven by award-

winning incentive, the campaign was 

overwhelmingly successful. Participating 

customers had created food and beverage 

menus totaling more than 1,500 items. 

This campaign succeeded in reaching out 

to customers in the New Normal era, 

heightening brand awareness, and creating 

consumption propensity.

2. The Campaign “Oishi X ROV” was 

phenomenal. Oishi Green Tea and ROV 

Games MOBA, the market leaders in their 

respective businesses, teamed up to 

reinforce an identity of Gen-M young 

people who are centric on technology, 

fun, and modernity. All Oishi fans and 

young gamers were eligible to compete 

for the big prize of Oishi X ROV and win 

over 50,000 prize items daily.

2.1.3 Application Oishi Club
Oishi introduced a point-accumulation 

application earmarked for the Young-Gen 

people in the green tea market. Our Young-

Gen may accumulate Oishi Points from the 

code under the beverage caps.

They may use point redemption for exclusive 

items throughout the year. The prize items, 

for example, include Samurai Shields of Peck 

Palitchoke that he wore in the Oishi 

Gold Gyokuro advertising.
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2.2 Restaurant Business 
Initiate the creative food menu under the 

contemporary innovation framework and 

deliver quality food to consumers.  

2.2.1 Restaurant menu 
1. Chirashi Soba Salted Egg Sauce Menu. 

Sticky Soba noodles come with tasty 

soup and salted egg sauce that truly 

makes a difference at Oishi Buffet 

Restaurant. 

2. New Beverage Menu is a response to a 

new trend in favor of milk-tea 

beverages such as Red Bean Milk Tea 

and Brown Sugar Fresh Milk at Kakashi 

Restaurants and Calpis Soda with Jelly 

at Oishi Ramen Restaurants. 

3. Ice Cream Soft Serve services through 

automatic vending machines at 

Shabushi Restaurant, Siam Center 

Branch. 

4. New Menu Creation Using Existing 

In-House Raw Materials at Kakashi 

Restaurants. Salmon Porridge. Teriyaki 

Salmon Onigiri.

5. Special Menu for Vegetarian Festival. 

We used plant-based protein instead 

of meat. Fried Basil and Sauce Ramen. 

Fried Crispy Basil on Rice. 

6. Ice Cream Soft Serve at OYOKI - the 

first dessert shop in Oishi Group. Made 

from genuine milk from Hokkaido, the 

ice cream texture is soft, creamer, and 

delicious. OYOKI has a wide variety of 

menus such as Crème Brulee, Parfait, 

and Ice Cream Floats.

7. Shabu Dipping Sauces. There are five 

more dipping sauces for our 

customers: Shabu Saucesu, Spicy 

Saucesu, Suki Goma Dare, Ponzu 

Goma Dare, and Spicy Goma Dare. 

They all are all-you-can-eat and 

available at Shabushi Restaurant, Siam 

Center Branch. 
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8. DIY Cooking Kit Set. Covid-19 has 

necessitated the preference to eat at 

home. Oishi has introduced the DIY 

Cooking Kit to accommodate the 

preference that comprises popular 

meals of different brands. The brands 

are Shabushi, Kakashi, Oishi Ramen 

combined in DIY Cooking Kit Set. With 

raw materials and seasonings, the 

customers may do the cooking at 

home. Detailed steps of how to cook 

are available via QR Code. Purchase is 

via the delivery food channel 

(Aggregator).

9. Fried Salmon Skin and Salted Egg 

Product. The product comes from the 

quality skin of excess salmon. It is a 

tasty snack, clean, and hygienically 

packaged. Not only are we able to 

reduce food waste, but generate 

income for the Company.

2.2.2 New Products from the Central Kitchen. 
1. Ready-to-Cook Products for Oishi 

Restaurants and delivery, our central 

kitchen has come up with more 

products to make this delivery channel 

appealing. Packaged Suki Dipping 

Sauce and Packaged Pork-Corn are 

our new products in response to 

Covid-19. It is clean and hygienically 

packaged. The Central Kitchen has 

also made improvements for Group 

Restaurants on such items as soups, 

sauces, meat cutting, and other raw 

materials. We remain committed to 

making restaurant services operation-

friendly, maintaining flavor, and quality 

control. Our customers deserve 

uniform food quality at any Restaurant 

within our Group. Keeping customer 

confidence is what we will not 

compromise. 
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2. Chilled Oishi Sauce in Bottle

Chilled Oishi Sauce in Bottle is another 

innovative product from our Central 

Kitchen and available at all Restaurants 

in the Oishi Group. We will continue to 

be responsive to consumer demands 

during the Covid-19 crisis.  

2.3 Ready-to-Cook and Ready-to-Eat 
We continue to roll out product innovation for 

Ready-to-Cook and Ready-to-Eat Products, 

Oishi EATO, and keep our commitment to quality 

nutrition content and product differentiation 

intact. Our outstanding product portfolio is  

the following.  

2.3.1 Chilled Ramen Product Group
Stir Fried Ramen with Arabiki Sausage 

and Dried Chili and Stir Fried Ramen 

with Pork and Tom Yum Sauce are the 

perfect combination of the tender flavor 

of Japanese food and Thai spicy flavor. 

Moreover, Stir Fried Ramen with Pork 

and Tom Yum Sauce has improved its 

packaging by adding a transparent 

cover. Seeing what is in the package will 

make buying decisions forthcoming. 

2.3.2 Gyoza Product Group 
1. New Appearance of Ready-to-Eat Gyoza 

(Gyoza mixed in spicy sauce) is never 

before seen in the market. Supreme 

Pork Gyoza with Hot Chilli Suace is an 

appealing new product, microwavable 

and ready to eat. The package is top 

sealed, easy to carry, keep, and fresh 

from production to your home. 

2. New 5-piece Gyoza is Spicy Pork 

Gyoza with Yakiniku Sauce, Pork 

Chicken and  Wakame Seaweed Gyoza 

with Seafood Wasabi Sauce, and Pork 

Gyoza with Salted Egg. It is a window 

on the back-side package design for 

an easy view of sauce packing and 

folk. It is a reminder to remove them 

before the package gets microwaved.

3. New Frozen Gyoza Delicacy for 

wholesales. This ready-to-eat Gyoza 

makes it possible for consumers to 

turn it into food the way they wish. 

Once fried or steamed, its shape 

remains intact and inviting. Its 

packaging is to accommodate the 

Modern Trade and Retail Business 

channels. It is an addition of 

distribution channels and sales 

expansion opportunities. The new 

Gyoza products are Chicken Gyoza 

with Teriyaki Sauce of 50 pieces, 

Chicken Gyoza of 30 pieces, Pork 

Gyoza, and Pork Gyoza with Supreme 

Sauce of 30 and 50 respectively.  
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2.3.3 Sandwich Product Group
1. Sandwich Plus is a nutritious food item 

made from natural commodities and 

comes in different forms such as 

Chicken Breast with Cucumber Salad 

Whole Wheat Sandwich, Tuna Bonito 

with Egg Salad Whole Wheat Sandwich, 

Chicken Breast with Mixed Grain Salad 

Whole Wheat Sandwich, Chicken Breast 

with Spinach Mayonnaise Whole Wheat 

Sandwich, Salmon Mayonnaise with 

Seaweed Whole Wheat Sandwich, and 

Salmon Teriyaki Whole Wheat Sandwich. 

2. Premium Sandwich - Chicken Breast 

and Egg Salad Mixed Whey with Whole 

Wheat Sandwich Whey protein provides 

substantial amounts of nutrition and 

useful for body functioning.  

The sandwich comes in square-shaped 

pieces, gets packaged in a paper box, 

and wrapped in a premium-grade 

envelope. 

3. French Toast Sandwich comes in 

different types of tastes and flavors. 

Corn and Cheese French Toast 

Sandwich. Caramel and Almond French 

Toast Sandwich. 

4. Cold Sandwiches. Ham with Japanese 

Potato Salad Sandwich. Chicken Breast 

with Salted Egg Spread Sandwich. Crab 

Stick with Wasabi Mayonnaise Sandwich.

5. Hot Sandwiches expand our sales and 

distribution channels. Shredded Pork 

with Salad Cream Sandwich. Ham 

Cheese Sandwich.

2.3.4 Product Group for Food Service 
Business
To expand our market presence in Product 

Group for Food Service Business, the 

Company is proud to introduce Chili 

Sauce and Ketchup for KFC. The flavor 

and quality meet the world-class 

standards of YUM Restaurant International. 

2.3.5 Food Products Made from Excess Food 
In our production process, salmon is a raw 

material in use in substantial amounts. And 

there is an excess that we make use of it 

to the fullest extent. We have rolled out 

new products made from salmon excess, 

for example, Salmon Namprik Namyoi, as 

part of our productive and sustainable raw 

material utilization. The products also 

benefit our employees as they get sold at 

concessionary prices. 
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3. Process Innovation

The primary objective of Process Innovation  

is to increase revenues and reduce costs.  

It implies that the process is to enhance work 

efficiency and add value to products and 

services.

3.1 Beverage Business
1. We have made progress in turning the 

production process into multiple-

functions capable. For example, the 

instant green tea we serve customers 

at the Oishi Group Restaurants is for 

both iced and hot tea - a replacement 

for green tea concentrate. It is 

operation-friendly and minimizing the 

use of space and storeroom.

2. We have expanded delivery channels, 

the most widely used being Oishi 

Delivery (www.oishidelivery.com). 

Moreover, We have teamed up with 

several Modern Trade business 

partners for online services such as 

Big C Shopping Online, Tesco Lotus 

Shop Online, and Tops Online.

3.2 Restaurant Business
The application of digital technology has 

become an inseparable part of our daily life. 

Online shopping and online transactions are 

New Normal for consumers nowadays.  

In keeping pace with the current dynamics, 

Oishi has formulated a strategy of applying 

digital technology in our digital marketing 

innovation. We aim at strengthening home 

delivery service capability via various online 

channels, capturing the fast-changing lifestyles 

of consumers, creating favorable experiences  

in doing business with us, reinforcing Oishi 

brand awareness, and solidifying Oishi market 

leadership in the Japanese-style restaurant 

business. Our measures are the following.

1. To expand our online shopping platform 

via www.oishidelivery.com (other than the 

Tel 1773 channel.) We will analyze customer 

data and translate it into new product and 

service initiatives, creative responses to 

customer demands, developing new ways to 

make the Oishi Delivery Service a preferred 

choice for customers.
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2. To strengthen the online shopping 

cooperation with our business partners via 

such food delivery applications as 

foodpanda, GrabFood, LINEMAN, and 

E-market place at Shopee. Our customers 

may use our online shopping channel for 

food delivery and e-voucher at all Oishi 

Group restaurants.

3. To introduce Cloud Kitchen under the name 

of Oishi Kitchen (the first branch is on Rama 

4), which makes it possible for customers to 

order different brands of Oishi products 

only once via such applications as 

foodpanda, GrabFood, LINEMAN. Our 

customers have got more than 100 menus 

to choose from, including Japanese-style 

healthy meals for health-conscious people.  

4. To maintain our website to be easily 

accessible to all communication devices, 

including smartphones, tablets, and 

computers. Also, to make our payment 

gateway comprehensive and encompass 

cash payment, credit cards, and QR Code.  

5. To strengthen our supporting system for 

delivery and collection points such that our 

customers may choose either home 

delivery option or at any Oishi restaurant of 

their choice (Click & Collect). Our 

customers may place delivery orders via 

www.oishidelivery.com and BevFood 

Application. (Click & Collect) 

6. To strengthen customer relations via 

BevFood Application and provide them 

such privileges as promotion discount and 

point accumulation. 

7. Our Oishi EATO Ready-to-Cook and 

Ready-to-Eat products and Oishi Greem 

Tea Beverages are now available for online 

shopping and delivery service via www.

oishidelivery.com, BevFood Application, and 

Tel 1773

8. Oishi Buffet and Oishi Eaterium introduced 

Fried Salmon Skin and Salted Egg. It is an 

excess salmon made to become a snack. 

Turning excess salmon skin into a snack is 

equivalent to reducing food waste. Also, it is 

generating an annual income in 2020 of 

Baht 1,500,000 for the Company.
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9. To establish a mechanism that is 

conducive to ensuring safety for 

customers. 

 QR Order via QR Code Scanning  

by the customer using his/her 

smartphone. We have started this 

system at Oishi Grand, Oishi Buffet, 

Oishi Eaterium, Shabushi, and many 

more. The aim is to facilitate a touch-

free approach, which is a New Normal.  

 Cashless Payment via QR Code 

Scanning is to provide touch-free and 

facilitate convenience for customers. 

 Reservation via BevFood Application 

allows a customer to choose a brand, 

branch, date, time, and number of 

people. The customer will receive  

a confirmation later. The idea is  

to minimize traffic in front of the 

restaurant and gaining in popularity.  

3.3 Ready-to-Cook and Ready-to-Eat 
Business
Shipping management is an indispensable 

part of our business. Setting shipping 

standards by applying Cargo Optimizer 

Network Program rather than calculation 

will reduce the amount of time for loading 

patterns and pallet patterns. It will also 

allow us to keep customers posted with 

accurate information, systematic, and 

efficient; everything gets documented. 
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In present, consumers are becoming increasingly 

health-conscious centric and selective when it 

comes to buying decisions. Thus, when consumers 

will buy some food and beverage, they are not only 

concerned with flavor, energy, fullness, and thirst 

but also nutrition content and organic raw materials,

The Company is a socially responsible corporate 

citizen. As a result, our product development and 

innovation initiatives give high priority to consumers, 

society, and the environment. For consumers 

responsibility, the company dictates the need to 

engage in R&D, develop technology, set a new trend, 

and initiate products that meet the demand of 

customers, especially during this Covid-19 crisis. 

When a strong consumption trend at the moment 

is healthy food, so The R&D Department has set a 

healthy-food product development strategy based 

on two concepts. Firstly, we develop products for 

less sweet, salty, oily, monosodium glutamate, and 

preservative-free. Therefore our products that have 

received the Healthier Choices LOGO, which are 

Oishi Green Tea Original flavor, Oishi Green Tea 

Genmai flavor, Oishi Gold-all flavors, and Oishi EATO, 

Gyoza, Chilled and frozen ready-to-eat Ramen. 

Secondly, we increase nutrients and nutritional 

values such as Vitamin-C that help strengthen  

the immune system. In addition, we properly arrange 

the ingredients for the food followed by World Health 

Organization and Public Health Department such as 

Oishi EATO whole wheat sandwich. Moreover, we give 

importance to display complete and accurate 

nutrition information on labels to keep consumers 

aware and make healthier nutrition choices. In addition, 

for social responsibility, we have worked with suppliers 

and business partners for initiated innovation together. 

Our priority is to roll out products that are safe and 

healthy. Lastly, for environmental responsibility,  

the company is committed to utilizing resources 

productively and cost/effective. We are also committed 

to managing waste, reducing the use of plastic, 

adding value to new products made from excess 

materials, and reducing the carbon footprint. We 

aim to turn into a Circular Economy, which will bring 

about the sustainability of the economic system. 

Furthermore, to make our development data credible 

and accurate, the company elected to work with 

academic institutes researching and developing 

healthy products, utilizing technology to bring about 

innovation. We are hopeful that our endeavors shall 

result in making use of resources to the fullest 

extent, adding values to the products, customers, 

and manufacturers. We also expect that the efforts 

shall bring about sustainability to the economy, 

business growth for the company in the food 

market, and market leadership in the green tea 

markets both in Thailand and the ASEAN Region. 

Creating Values  
for Society

Kornwika Suksriwong

R&D Director
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Customer Relationship Management:

The Company is committed to strengthening 

long-term customer relations, creating new 

clientele bases, fulfilling customer satisfaction, 

and embracing trends of the fast-changing 

consumer behaviors. To meet such challenges, 

the application of digital technology is the answer 

for Oishi Group (PLC). It serves as a tool to help 

manage customer relations, innovate new 

products and services, satisfy customer needs, 

and offer new business opportunities.  

Beverage Business: 

 Initiates the “Oishi Club” Application allowing 

point accumulation for customers from the 

green tea beverage products and code 

underneath drink caps for prize redemption.  

Food Business  

 The “BevFood” Application is an integrated 

membership system. The system makes it 

possible for point accumulation, point 

redemption, promotion information sharing, 

online reservation, and food delivery service, 

all of which are available at every restaurant 

within the Oishi Group. 

- Develops an information system that 

encompasses collecting, searching, 

managing customer relations, and dealing 

with issues deemed essential for business 

operations. 

- Sets up a classification of customers 

based on the frequency of and pay per 

visit for any brand in the Oishi Group. 

- Sets up a classification of members based 

on their brand loyalty.   

- Conducts analysis of targeted consumer 

buying behaviors. The idea is to come up 

with a promotion message for each 

selected customer group, design 

personalized marketing plans, and 

formulate marketing strategies to capture 

the hearts and minds of customers. 
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- Conducts QR surveys via receipt to solicit 

comments and suggestions of customers. 

If customer feedback is below par,  

we shall immediately email the said 

restaurant to make corrections and report 

implemented actions taken within a given 

timeline. Every comment is essential 

information, and we shall analyze and 

scrutinize it to ensure that the Company 

remains responsive to customer feedback 

and stands ready to keep customers 

satisfied. 

- Develops a payment application that 

satisfies a cashless requirement in our 

society and strengthens safety in the New 

Normal environment. 

- Searches for new customers and 

reconnects inactive ones through 

appealing menus and promotion 

campaigns via social media channels; 

promotes downloading of the BevFood 

Application and offers privileges for new 

members. 

- Manages Centralized Database to comply 

with the Personal Data Protection Act 

(PDPA); ensures a complete confidentiality 

of customer database; safeguards the 

integrity of customer database from 

potential misuse.
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“The development of digital 
technology has created 
sustainability for customer relations 
and business growth.”

“The Year 2020 posed the greatest challenge for 

the restaurant business being brought about by the 

spread of Covid-19 pandemic, intense competition 

in every market segment, and digital disruption.

We have formulated a strategy that allows 

sustainability for business growth to take place: the 

development of digital technology. The idea is to 

become responsive to fast-changing trends and 

consumer demands in a timely manner. During the 

past few years, customers have elected to eat at 

home, online food delivery service becomes a 

common practice. The online food delivery 

business has enjoyed exponential growth, and this 

trend is likely to continue. It provides a solution to 

the complexity of modern lifestyles. 

Consequently, the food delivery service has 

become indispensable for food business growth, 

including the food business line of Oishi. The 

on-demand service and food delivery platform are 

compatible with the current urban lifestyles. They 

are making progress and enjoying a 2-digit growth 

rate. There are several factors that contribute to 

Oishi’s business success. For example, the online-

own platform makes it possible for customers to 

enjoy home delivery service. They can even get 

food delivery at any chosen Oishi branch through 

our website home delivery platform via www.

oishidelivery.com and BevFood Application. Also, 

we have established a business partnership that 

allows us to expand online distribution channels via 

Delivery Application, Food Aggregators, and 

e-Marketplace-including GrabFood, LINE MAN, 

foodpanda, and Shopee. 

Sustainable customer relations management is 

another key factor contributing to our business 

success. Our tool is the BevFood Application, an 

integrated one-stop application, encompassing a 

membership system, point accumulation, prize 

redemption, discount, reservation, and online food 

delivery service. The application also incorporates 

cashless payment, provides safety in the New 

Normal environment, and collects customer data 

for formulating innovative marketing campaigns to 

satisfy the individual requirements of each 

customer group.  

 We highly value comments from customers. 

Through our QR Survey, we solicit comments and 

suggestions that will enable us to improve services 

and respond to customer requirements timely and 

efficiently.” 

Creating Values  
for Society

Jiralak Na Chiengtung

Marketing Excellence Director
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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.

Business Supplier Management

Suppliers 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 business 

supplier must demonstrate their potential, law-

abiding commitment, acceptance of ethical 

procurement principles, and willingness to apply 

UN Global Goals 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. Moreover, 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.
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Raw Material Sourcing

The scarcity of raw materials is a risk for the 

Company. Working closely with our suppliers 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.

Sustainable Supplier Development 

Oishi Group is committed to strengthening the 

potential of the business suppliers, 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 sustainability” is the basis for supply 

chain sustainability. This is because procurement is 

the starting point of product life cycle that will lead 

to the specification of quality criteria, assessment 

of impact from raw material selection, and sources 

of raw materials. Oishi places high importance on 

sustainable sourcing while maintaining both 

environmental and social responsibility.

Moreover, Oishi places great importance on 

procurement management in a professional, 

efficient, transparent, and ethical manner. 

Furthermore, the company places great importance 

on suppliers. All suppliers must together find ways 

to mitigate risks in order to increase transparency 

and effectiveness in all the processes in the supply 

chain. The company particularly in regards to the 

selection of suppliers and raw materials used in the 

production process for achieving sustainable 

management in term of environmental, social 

responsibility and good governance. 
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Also, the company has strengthened the policy in 

managing both current and potential pandemic to 

ensure that our products and services for 

consumers are of high quality and safe. In 2020, the 

adverse impacts of Covid-19 are global, and 

Thailand is no exception. Oishi Group has formulated 

a Covid-19 management plan relating to our supplier 

partners and comprising the following steps.

 To assess the preparedness of suppliers, 

identify other suppliers as an alternative source, 

and prioritize product-group risks associated 

with raw materials, high-demand products, and 

imported products.

 To maintain replaceable raw materials in the 

event of core raw material shortage.

 To work more closely with suppliers to resolve 

their potential complications and provide 

support as necessary.

Oishi Group’s procurement policy is transparency. 

The company will neither support nor conduct 

transactions with business operators known for 

corruption, violation of intellectual property, human 

trafficking, and violation of human rights. Our 

Company 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 insist on the following.

 High-quality tea leaves raw materials from 

farmers in the country originated from the 

farming areas that have been certified by the 

Organic Agriculture Standard issued by Ministry 

of Agriculture and Cooperatives, Thailand.

 Utilization of product contents for food and 

beverages from business operators who 

participate in the Pracharath Project and 

indigenous people of reliable management 

record. 

Moreover, Oishi is committed to suppliers’ capability 

development through various activities in order to 

increase effectiveness that will result in generating 

more income for them and the growth for 

communities economic. In addition, it will enhance 

opportunity to consider the long-term agreement in 

procurement together. These activities are in place 

to ensure that suppliers are able to do business with 

Oishi conveniently, quickly, and transparently, as well 

as enabling suppliers to grow together with Oishi 

sustainably.
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Sustainable Supplier Management

Oishi selects the potential suppliers by taking into 

account the environmental, social, and 

governance dimension as well as the supplier’s 

capability. The new suppliers have to assess our 

policy framework regarding sustainable 

development, transparency, and nutrition content. 

And Oishi will continue to require information 

disclosure from them, such as GMO and Trans Fat 

contents.

Moreover, our procurement takes into 

consideration competitive pricing via quality 

because of its direct correlation with our business 

costs. Besides, the company also finds new 

suppliers, new sources of raw materials, and 

gather the volume of supplies to generate 

interests to suppliers, and strengthen bargaining 

power.  Therefore, we must instill confidence in 

our high-quality raw materials, set competitive 

pricing, and maintain adequate supplies, 

undertake a periodic review on pricing and raw 

materials against prevailing market conditions. 

Supplier Selection 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.  

 Demonstration of creativity and innovation 

that able to add value to business. 
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Corporate Governance and Compliance

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+ from Tris Rating Co., Ltd.-a 

credit rating agency-due mainly to favorable 

operating performance and outstanding product 

brands. Furthermore, the Corporate Governance 

Report of Thai Listed Companies 2020 (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. 
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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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In 2020, Oishi Group PLC. received the awards  
and certificates as follows. 

Awards:

1. Thailand’s Most Admired Brand 2020 
From; BrandAge Magazine 
Oishi Green Tea as the strongest and most powerful 

brand in the ready-to-drink green tea category for the 

ninth consecutive year. 

2. Thailand Zocial Awards 2020 
From; Wisesight (Thailand) Company Limited Best 
Brand Performance on Social Media
First year as a brand of non-alcoholic beverages with a 

great track record on social media. 

3. Zero Accident Campaign 2020 Award
From; Thailand Institute of Occupational Safety and 
Health (Public Organization) 
Oishi Trading Co., Ltd. (Wang Muang) received plaque 

and certificate, bronze category, for the third 

consecutive year for its zero accidental campaign  

in 2020.  

4. Award for TPM Excellence Category A - 2019
From; JIPM (Japan Institute of Plant Maintenance)
Oishi Trading Co., Ltd. received this world-class award 

for  TPM Excellence, Category A-2019 for its production 

efficiency that resulted in reduced production costs  

and enhanced competitiveness.

Awards and Achievements
OISHI Group Public Company Limited
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Certificates:

1. Certificate of Participation in Thailand Voluntary 
Emission Trading Scheme: Thailand V-ETS 
From; Thailand Greenhouse Gas Management 
Organization (Public Organization: TGO.)
Our Oishi beverage manufacturing facility in 

Navanakorn received the certificate as an industrial-

category Company committed to learning, developing, 

following up, and reporting greenhouse gas emission.                  

2. Certificate of Carbon Footprint Reduction; (CFR) 
From; Thailand Greenhouse Gas Management 
Organization (Public Organization: TGO.)
Oishi Trading Co., Ltd. received the certificate for its 

Japanese-styled green tea of Kyoho grape flavor mixed 

with coconut jelly that had gone through the 

greenhouse reduction process.  

3. Certificate of Carbon Footprint for Organization (CFO)
From; Thailand Greenhouse Gas Management 
Organization (Public Organization: TGO.)
There are three of Oishi beverage manufacturing 

factories received the Certificate of Carbon Footprint 

for Organization (CFO) in 2020, which are located in 

Navanakorn Industrial Zone in Pathumthani Province, 

Amata Nakorn Industrial Estate Chonburi Province, 

Amphur Wang Muang Saraburi Province and one of food 

factory, Oishi Kitchen is located in Chonburi Province.
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Universal Standards

Profile Reference Topics

GRI 102 : 
General Disclosures

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, and 

services 

Refer to Oishi Annual Report - Oishi Products

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 and 

other workers 

Refer to Oishi Annual Report - Human Capital and Human Capital 

Training 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 and Sustainability 

Report

- Economic

GRI Standards
OISHI Group Public Company Limited
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Profile Reference Topics

GRI 102-10 Significant changes to the 

organization and its supply chain 

Refer to Oishi Annual Report - Business Assets 

- Management Structure

- Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Economic

GRI 102-11 Precautionary Principle or 

approach 

Refer to Oishi Annual Report - Risk Factors

- Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Corporate Goverance

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

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: Sustainability Strategy 

and Sustainable Development Goals

GRI 102-13 Membership of associations The Company is a member of Thai 

Chamber of Commerce and various 

other organizations.

Strategy

GRI 102-14 Statement from senior 

decision-maker 

Refer to Oishi Annual Report - Message from the President and CEO 

GRI 102-15 Key impacts, risks, and 

opportunities 

Refer to Oishi Annual Report - Risk Factors

- Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Corporate Governance: Risk 

Management Criteria

Ethics and Integrity

GRI 102-16 Values, principles, standards, 

and norms of behavior 

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: Sustainability Strategy 

and Sustainable Development Goals
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Profile Reference Topics

GRI 102-17 Mechanisms for advice and 

concerns about ethics 

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: Sustainability Strategy 

and Sustainable Development Goals

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 highest 

governance body’s performance 

Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-30 Effectiveness of risk 

management process 

Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-32 Highest governance body’s 

role in sustainability reporting

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: About This Report

Stakeholder Engagement

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

GRI 102-41 Collective bargaining 

agreements

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Social: Human Resources 

Management

GRI 102-42 Identifying and selecting 

stakeholders

Refer to Oishi Annual Report - Corporate Governance Report

GRI 102-43 Approach to stakeholder 

engagement

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Social: Developing Communities and 

Society

GRI 102-44 Key topics and concerns 

raised

Refer to Oishi Annual Report - Corporate Governance Report

Reporting Practice

GRI 102-45 Entities included in the 

consolidated financial statements 

Refer to Oishi Annual Report - Financial Statements
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Profile Reference Topics

GRI 102-46 Defining report content and 

topic Boundaries

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: About This Report

GRI 102-47 List of material topics Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Economic 

- 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 2019 to 30 September 2020.

GRI 102-51 Date of most recent report 1 October 2019 to 30 September 2020.

GRI 102-52 Reporting cycle Annual

GRI 102-53 Contact point for questions 

regarding the report 

Refer to Oishi Annual Report - General Information

GRI 102-54 Claims of reporting in 

accordance with the GRI Standards

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: About This Report

GRI 102-55 GRI content index Refer to Corporate Social 

Responsibility and Sustainability 

Report

- GRI Standards Content Index

GRI 102-56 External assurance N/A

GRI 103 :  
Management Approach

GRI 103-1 Explanation of the material topic 

and its boundary 

Refer to Oishi Annual Report - Corporate Governance Report

- Product and Service Procurement

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: About This Report

GRI 103-2 The management approach and 

its components 

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: About This Report
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Profile Reference Topics

GRI 103-3 Evaluation of the management 

approach 

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: Structure of 

Sustainability Development

GRI 204 :  
Procurement Practices

GRI 204-1 Proportion of spending on local 

suppliers

Refer to Oishi Annual Report - Product and Service Procurement

GRI 205 :  
Anti-Corruption 

GRI 205-2 Communication and training 

about anti-corruption policies and 

procedures

Refer to Oishi Annual Report - Human Capital and Human Resources 

Development Policy

- Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Organization: Sustainability Strategy 

and Sustainable Development Goals

GRI 205-3 Confirmed incidents of 

corruption and actions taken 

Refer to Oishi Annual Report - Corporate Governance Report

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Corporate Governance: Good 

Corporate Governance

GRI 302 : Energy

GRI 302-1 Energy consumption within the 

organization 

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Corporate Social Responsibility and 

Sustainability Report

GRI 302-4 Reduction of energy 

consumption

Refer to Oishi Annual Report - Product and Service Procurement

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Environment

GRI 303 : Water

GRI 303-1 Water withdrawal by source Refer to Oishi Annual Report - Product and Service Procurement

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Environment
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Profile Reference Topics

GRI 303-3 Water recycled and reused Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Environment

GRI 305 : Emission

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

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Environment

GRI 306 :  
Effluent and Waste

GRI 306-2 Waste disposal by type and 

method

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Environment

GRI 308-1 New suppliers that were 

screened using environmental criteria

Refer to Oishi Annual Report - Corporate Policy Overview

GRI 403 :  
Occupational Health and Safety

GRI 403-2 Types of injury and rates of 

injury, occupational diseases, lost days, and 

absenteeism, and number of work-related 

fatalities

Refer to Oishi Annual Report - Human Capital and Human Resources 

Development Policy

GRI 404 :  
Traning and Education

GRI 404-1 Average hours of training per 

year per employee

Refer to Oishi Annual Report - Human Capital and Human Resources 

Development Policy

GRI 404-2 Program for upgrading 

employee skills and transition assistance 

programs

Refer to Oishi Annual Report - Human Capital and Human Resources 

Development Policy

GRI 406 :  
Non-Discrmination 

GRI 406-1 Incidents of discrimination and 

corrective actions taken 

Refer to Oishi Annual Report - Corporate Governance Report
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Profile Reference Topics

GRI 407 :  
Freedom of Association and Collective Bargaining

GRI 407-1 Operations and suppliers in 

which the right to freedom of association 

and collective bargaining may be at risk 

Refer to Oishi Annual Report - Risk Factors

- Corporate Governance Report

GRI 409:  
Forced or Compulsory Labor 

GRI 409-1 Operations and suppliers at 

significant risk for incidents of forced or 

compulsory labor

Refer to Oishi Annual Report - Product and Service Procurement

- Corporate Governance Report

GRI 413 :  
Local Communities 

 

GRI 413-1 Operations with local community 

engagement, impact assessments,  

 and development programs

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Social

GRI 414 :  
Supplier Social Assessment

GRI 414-1 New suppliers that were 

screened using social criteria

Refer to Oishi Annual Report - Corporate Policy Overview

GRI 416 :  
Customer Health and Safety

GRI 416-1 Assessment of the health and 

safety impacts of product and service 

categories

Refer to Oishi Annual Report - Business Nature

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Corporate Governance: Risk 

Management Criteria

GRI 417 :  
Marketing and Labeling

GRI 417-1 Requirements for product and 

service information and labeling

Refer to Corporate Social 

Responsibility and Sustainability 

Report

- Social
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Oishi Sustainability Report 2020 Feedback Form

Thank you for your interest in the Oishi’s Sustainability Report 2020. 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 

Alternatively, mail your comments to:

Oishi Group (PLC.) Headquarters 

Department: 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 2020 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 

......................................................................................................................................................................................................................................................

......................................................................................................................................................................................................................................................

......................................................................................................................................................................................................................................................

..................................................................................................................................................................................................................................................
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