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The PATH of
DETERMINATION
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During this time, the Thai consumer was still looking for fresh alternatives in alcoholic drinks and beers, but imported
beers were too expensive. With this in mind, a joint venture to produce and distribute Heineken® in Thailand between
Thai entrepreneurs and Asia Pacific Breweries Singapore, an operating company of HEINEKEN in Asia Pacific, started
life. The “Thai Asia Pacific Brewery” was established in Thailand in 1993 and began operation in 1995. Through the
pioneer team’s strong determination and hard work, good attitudes and smart strategies, TAP successfully introduced
Heineken® beers to the Thai market and has been a favorite new premium beer for local drinkers ever since.

e =" - oy

Aiesianluuy ,G7 dvL



AtUD1EN ansau

U3e51UNTIUNNT

AfUDIEN ansdu US:saunNssunIsSNauusSuniniow
UnssAvWinUs:auMsad ABUNUINIUMSWaNAUIRIAQAIIUSIUTONIVSSAD
Avidisuaudunsn rmuduyiiuavmsiaulanasaduayusu Heineken®
Aadulurunfunduideswsideuldgisolunaiausiaisd




aISUAUAIUSIVTDIIA:UNITINUSUC Heineken®

“Tumoutuuieneiilvesdnlusdulugguagsiades Heineken® lumaiiuo@ewddiin desnsvensgsianarauls
Pavamuludszmelng Uszneuduaaniy lverssa Alesulueyginnmsndnuazdmhadeslulssmalveimdwsam
i

' =

{swamu Fudulenadilasududuuienedd Jsnandvfianuainaunduasivnund a15du ueded 96
By wuusen Ineinfing e wasaseuaiasdudnunsivawusiglaglitenuusyann 10%
msTwawuluuiEnfivgndauwardmiiedes Heineken® isziiulomaniegsia warraindeslulszanelvedianinse

s a Y a

dulalulddn fuslnadesdalidesdnriades Heineken® Wwdesnduniindudlunaiasisuseme wanluinfouves

o ¢

dndudesitlan sedeideiaiiionlnavesnunndy lverssu Aldidonamuludes Heineken® Fsvnwiiuides
Tundifleudnuuddafiguistulos Touanionfuiifouvemarndesluussmealnesioluls Saufiinsuuas Tausssy
Tunmshuvesthusdudndugjaziuian fuilnafifudesdrduasindesiiiuoanesadaeutiegs us Heineken® fiflu
yadenluntnfiunes Fshudre uazuoanesedlias nuAntudumnumedidiuuimsusdvlutasiy Sndsdmoaii

fnannveausEnazilusuinneie”

yuuavlugAnKvNsIUaguIUay

“WJesidugshanfianuimeegnaunn mszdinsudsduseninaiugs dulusvssauanudisaluedn uazezduindou

)

gsnalnAulagululsnfienudnduiazdedinagnsnnsssiafigenadosivanimnisiUasundaswesnann waziindnaund

UszanSnnlunsuiifndi imszazilunalandniifianwddgBaiivinligshainudhselumed

anaednfindie 9 lugadaglu nusewweinislavanuasdenguuneifelfiuiasesnudnningsuazidesgndnia
ag19un Usgneuiuludiadlmiumginssuvesiuslaalaiudeuudadli nauduilaaiumnaubiniiuaniu dwguilaa
sulnifdeunuasmididesuazinioshufonmaiuunniy Tundvesussnmidesasisrnuuansisuazauudantndliiu
Y a ' | . 2 & -:4' A o Ao ' Yy a P ¢ . g
HUSlnA 081919U Heineken® 0.0 AluinIasnuuinnssuindaydieliguilaafinfauusud Heineken® naonaun1snend
Tupnudnsauazanuduiiinves Heineken® lasewuri”

Mr. Arsa Sarasin was invited to join TAP Group as Chairman by Mr. Vanich Chaiyawan at the time of establishment
and he shares the story of 25 years of success. At the time, Mr. Vanich had just received a brewing and distribution
license in Thailand and decided to join hands with Asia Pacific Breweries Singapore (APB Singapore) who also
wanted to invest in the Thai market. Mr. Vanich saw untapped potential for premium beer like Heineken® in the
Thai market, so he decided to invest in Heineken® which was under APB. Mr. Vanich invited Mr. Pong Sarasin, the
owner of Thainamthip Co., Ltd. and the Sarasin family to join him as co-investors and invited Mr. Arsa to be Chairman.

Mr. Arsa says that today’s fast evolving landscape requires TAP to adjust and innovate to serve the needs of
consumers. The Heineken® 0.0 is an innovative example of what the company can offer to the modern marketplace
and reminds people that the brand is a pioneer. The beer industry is a challenging business and TAP has never
stopped continuing to develop agile business strategies and human resources to maintain its success and drive to

achieve future goals.

MR. ARSA SARASIN

Chairman
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The BEGINNING
of the DREAM
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The quarter-century of TAP achievements started with the vision of Mr. Chai Chaiyawan who had a passion for the
beer drinking culture of the Western world and dreamed to be a part of the thriving alcoholic beverages industry in
Thailand. The Thai Asia Pacific Brewery (TAP Group) was established in Thailand on 16 September 1993 after joining
hands with HEINEKEN, the world’s leading premium beer company, and with that the brewing and marketing of
Heineken® beer began in the country in 1995.
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Mr. Chai Chaiyawan recounts the birth of TAP’s partnership with
Heineken®. Prior to the 1990s, the beer market in Thailand was
still small and lacked competition, there were only a few brands
in the market such as Singha, Chang and Kloster Beer. But in the
90s, the government began granting brewing licenses to more
companies. The Chaiyawan family saw this as an opportunity,
especially the low-percentage beer sector that did not have many
competitors. After obtaining the brewing license, they tried to
find partners and chose to join hands with Heineken® because it
was a world class premium beer, and the premium beer market
in Thailand was still very young and small so they saw this as a
window of opportunity.

“We decided not to follow others to gain market share but
created a new segment for premium beer which had a lack of
competitors. TAP introduced a new premium beer with low
alcohol content for those who preferred premium drinks or easy-
drinking beers. Every detail was conceived to be unique, even the
design and packaging were different from the other brands. Part of
the company’s success is derived from daring to break the rules
and offering something creative and different. Recently, there are
more competitors who have begun tapping into the premium
segment following Heineken®’s success, but TAP goes beyond
just selling alcoholic drinks to offering consumers the ability to
explore exciting lifestyles and experiences.

Modern sensibilities put greater emphasis on health concerns
and drinking more responsibly. TAP forged ahead with this new
lifestyle choice by providing more alternative drinks that are
good for health and society, like Heineken® 0.0, a non-alcoholic
beverage. TAP also developed new selections like Tiger and
CHEERS to serve the varied tastes and lifestyles of its consumers.

When talking about work, Mr. Chai says he prefers to mix the
western and eastern styles together - taking the best from both
worlds. Regarding the standard of beer brewing, they follow
the Heineken® guidelines, but when managing people, he still
cherishes human values, respect, and takes care of everyone who
works with the company. He believes that human resources are
the most important sources of work, ensuring employees are
happy and that values are reflected in their work. The successful
convergence of management styles is reflected in the results and
benefits everyone from customers to shareholders and ultimately
spreads out into society at large.

MR. CHAI CHAIYAWAN

Director & Secretary
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After Heineken® became a leader in the Thai premium beer sector, TAP’s next step was to increase market share
in local beer sectors. The company launched several new products to meet the varied needs of the consumer.

This strategy was designed to attract tap a new market whose decision making might be affected by varied tastes or
financial factors.
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Heineken®
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The story of Heineken® began in Amsterdam, Holland, in 1873, when Gerard
Adriaan Heineken started his small family brewery business. With a dedication
to quality, Mr. Heineken never stopped developing the brewing methods and
seeking the finest ingredients for his beer since the day he started. The result
was the famous A-Yeast, which gave Heineken® its special pure character -
shaking up the industry and propelling Heineken® into becoming a worldwide
favorite beer, served in more than 192 countries. Since 1995, TAP Group has
been authorized to brew and market Heineken® in Thailand under the same
standard with Heineken® breweries worldwide. Heineken® was first brewed in
Thailand on April 12, 1995 and since then it has been far and away Thailand’s
most popular premium beer.




AMSTEL

MNnMsUszaUANLAISIUR Heineken® filsFuntsneuiuetisiva
nndadlulsemalng wagausenugshiludimnefiasvensdiuus
nsnaiavedeslulsemelnglasiamzlungundiflondnuud  nquuien
Monlasindulandy Amstel [esnguaunuaisnainusasuaud lnenisag
tideflmiddndusnmadenitensedatinslunana susislunduaunuansna
wazuamsudnuualulszmalnglild us Amstel Tulidelu Uananalu
UszmAlngldlmuifomenadly ilesmnasmenisaivesmanaiilidesune
wazBntanuamsninaniliuszaumnudga widenldi Amstel foilu
SnuiliuniFousunssquan MhlinguuidnitedldFouslunuianain
wiougaiulumsuesmandusidu q wedumadenlunisdrgrarmdes
wuansusiely

To increase market share in the mainstream beer sector, TAP started
importing another Dutch-brewed beer called “Amstel” to compete in the
mainstream beer market. However, Amstel’s products and marketing strategy
did not match with the local interest, so not long after being introduced Amstel
distribution in Thailand ceased. This taught TAP an important lesson for how
to deal with the mainstream beer market and helped them to improve.

TIGER
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With this example of Heineken®’s success TAP looked to expand its
portfolio by introducing Tiger Beer, Asia’s most award-winning beer with over
40 international awards, to Thai consumers. Tiger originated in Singapore in
1932 and TAP has been authorized to produce the beer since 2004. In 2009,
Tiger Crystal Light, a lower-alcohol (4.2%) variant was launched to the Thai
market, followed by Tiger Light in 2018.
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CHEERS
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TAP Group introduced CHEERS beer in 2004. CHEERS beer is promoted
as a Thai-brewed beer that meets international standards and offered
at an affordable price. CHEERS aims to reach out to consumers in the
mainstream beer segment. Under the manufacturing expertise of world
class professionals, CHEERS beer is brewed under the same techniques,
using premium imported ingredients that world leading brands like
Heineken® trust.

In December 2008, TAP launched CHEERS X-TRA with 6.0% alcohol
for the Thai market which was then exported to many countries. In 2014,
TAP re-designed CHEERS beer, while its packaging was innovated to create
an eye-catching yet modern look that effectively attracts its target group.




CHEERS SELECTION

wanlatiFuflismenisiUns CHEERS Selection Tul 2016 Menmanyel
iuadonevausslaialndvesfuilannguidmneidesnisivasuussenia
Mnmsaudossandiin o desnismaassaudesmadenlniguaings
wungudmuneuslaanguiuuansuseauuy (Upper Mainstream)
TnsAndudessavdlminarnnansvdaiieadisanuduiiliindy Ins
T ngAuvesnuasnsineundudiunalunisuandes iosamdudiunils
Tunsademnudadulsifunianisinumsveding o1 msthdnlsdiuess
Afdduduendnuniazsananvesinesidudiunalundnfas CHEERS
Selection Riceberry sefngaviiugiininunngmaiuaulnniay
neidlugnadesifnduinuduulnd vlildiosalndelsududy
wisarAyuazyuLazennaudlveaisendnualitlimiloulasldedis
gendey S CHEERS Selection Shogun Orange Wag Northern Strawberry
Afnslddulunu ansefwesianaamienndudiudseneulundndnsi
lnlsidesannesiinaunaliiaiaendnuaiuazauandennidesannes
hlvegslansiunaziamzin

TAP introduced CHEERS Selection in 2016 as an alternative for upper
mainstream consumers that wanted to try something new and premium.
CHEERS Selection doesn’t just offer a wide range of flavors, but also utilizes a
special selection of local ingredients to support sustainable agriculture, such as
using Thai Riceberry, Shogun Oranges and Strawberries from Northern Thailand.
The results are a lager beer with distinctive fruity flavors and a refreshing taste.
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GUINNESS
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In 2010, TAP Group added Guinness, the King of Dark Beer, to their porfolio.
The beer originated in the brewery of Arthur Guinness in Dublin, Ireland, in 1759.
It is one of the most successful alcohol brands worldwide, and the world’s
best-selling premium dark beer.

KILKENNY

Kilkenny (esannanad@niinunfigadnuususnisveslosuaus Aunduiy
mnuwdiflealliiu portfolio vesnguuTmitted Huilosiumieumeseiu
munjuazyy  SadumulitnAvesinfuses warsanAsuiiondnyainm
LuUaty Irish Cream Ale SurAmndausd 1710 Wudesuszan Pale Ale
PuudazlinduvenaingnsdureaoadiazaengaUdienf HiunszuILNS
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Kilkenny is a nitrogenated cream ale from Kilkenny, Ireland, with a rich
auburn color and a thick, creamy content which has also been imported by
TAP from Ireland since 2010.




STRONGBOW
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Strongbow is the UK’s most popular apple cider and has been served
around the world for more than 125 years. TAP Group foresaw the opportunity
of cider drinks in Thailand and imported the world’s favorite cider to
Thailand in 2017.

Heineken® 0.0

- . Yy & & = a v a 4
L1 Heineken® 1@LaﬂLVUﬂQWi‘]mﬂiiﬂﬁ‘\]‘U'ﬁiﬂﬂLLangiu@sU@QQGUﬂ']W

JednfuuinnssuaTessuueadilifiueanssed Heineken® 0.0 Lilamey
aussnFaInIsveIngumnefissdeinisanudisalunsindes ud
Lifaanisuansenuatnueanased nauusEnileiidsliingy Heineken® 0.0
unienoulanglulaiialadvesfuslnatindu s Heineken® 0.0 finssu3dnns
wamndoudeimnusznis udnhurhusunouiidndufiavadineuoanosed
9onlU Heineken® 0.0 Juduuimnssuiaiesduuudslvaiiiounananla
dosmnannsaneuaussmmelavesuilaaldlunannvaneloniadeiy

Heineken® 0.0 is the latest innovative non-alcoholic malt beverage
produced by Heineken®, catering to those who are looking for a balanced
and healthier lifestyle. It is a refreshing non-alcoholic lager, brewed from a
unique recipe for a distinct balanced taste, which now allows you to enjoy
the Heineken® taste at any time of day.
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The MARKETING
CREATIVITY DRIVE
to SUCCESS
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TAP Group implemented a variety of creative marketing plans that would offer some new and different ideas to
society. The most significant strategy was music marketing which drove Heineken®’s growth in the premium beer
market, which strengthens the brand. They supported and helped to create famous music festivals, such as Heineken®
Fat Festival, Hua Hin Jazz Festival, Bangkok Jazz Festival, Big Mountain Music Festival and more. When the marketing
industry rapidly shifted from predominantly offline channels into digital marketing, they also adapted to the changing
world and opened a new opportunity for the local market with ‘Experiential Marketing.” The aim is to offer consumers
some innovative and unique experiences using modern technology and multimedia. In terms of product initiatives,

Heineken® became the talk of the town once again when it offered consumers a new non-alcoholic malt beverage,
Heineken® 0.0.
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For 25 years, TAP Group has opened many doors of opportunity to the beer
market in Thailand which has resulted in consistent business growth both in the
brewery’s brewing capacity and investment. However, many challenges were
encountered along the way and the company needed to learn and adapt to
the changing environment to continue driving forward on the road of success.

These are the four main challenges:
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Investment Adjustment: TAP has an agile strategy to enable the company operations and investment to align with and

support the changing market, either growing or declining.

The effect of ABCA, B.E. 2551: The biggest challenge came in 2008 when the Alcohol Beverages Control Act, B.E. 2551
(ABCA, B.E. 2551) was issued and greatly impacted TAP’s marketing strategy, especially constraining advertising. TAP had to
reconstruct most of their marketing plan to be able to align and follow the new regulations properly while never ceasing

to innovate marketing activities.
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Social Responsibility: Responsible consumption and sustainability are always TAP’s focus areas. They are committed
to “Brew a Better World” and aim to embed sustainability across the entire value chain. They also encourage responsible
drinking by actively informing and encouraging people not to drive if they are under the influence of alcohol as well as
discouraging underage drinking.

Health is New a Wealth: Since consumer consumption behavior and trends have shifted towards living a healthier
lifestyle, TAP also had to find and offer alternative choices for their consumers. Additions to the portfolio of healthy
beverages included Strongbow, an apple cider, and the non-alcoholic malt beverage, Heineken 0.0.
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Since October 2019 when | arrived in Thailand, | was amazed at how small the premium segment was, 5% is
too small and too unnatural. When | arrived in Vietnam premium was 5% and now it is 30%, In Taiwan it is 15%
and Singapore is also high. My belief is that the Thai premium segment will explode and flourish, TAP has to be
ready to catch that. We are not ready yet but in the next year or two we can be ready.

There are many strategies that we will use to make us successful and we will stick to the premium and modern
and staying on trend. Now it is about how we can transform our company to have a laser focus, we have done it
before in the 1990s and the early 2000s, we were very successful at it then and we have lost our way in recent
years but | have full confidence that we can get our mojo back. Our environment is not a level playing field,
we don’t have a soda water as a surrogate branding, so we cannot advertise. This is the only market in
the world where we tie our hands behind our back like this and our competitors advertise and we do not, because
we refuse to have a Heineken water or CHEERS water. That is why it is important to have the highest level of
fighting spirit, this is the single biggest challenge for TAP that is not easy to solve. But it doesn’t stop us from being
number one in premium.

The second part is how to grow the premium segment in general. If you look at the last three years, there has
been a huge influx of premium brands into Thailand, the sheer amount of activity and our own activity on the
ground will excite the market and grow the premium segment. | fundamentally believe the Thai market will grow,
it has to grow because it is so small, the mainstream segment will not grow it can only lose. Once the premium
segment starts to grow, TAP will be in the best situation to take advantage of that.

People’s drinking behaviour has changed over the years and the taste profile of the world has changed, Heineken
did a huge study on the taste profile for beer and alcohol drinkers across the world. We discovered three things,
the major one was that citizens of the world no longer go for traditional, full bodied European beer, they want
more accessible tastes and aromas, that’s why all the flavoured beers exploded in popularity. Yet at the same
time craft beers came in with a strong, harsh, bitter flavour, which appeals to a small group of people but was very
popular within that group. Today, in the Heineken group, the fastest growing category is the non-beer category. We
have energy drinks and mock drinks. In ten years from now the portfolio mix for Heineken around the world will
be quite different.

When we launched 0.0 we were shocked with how successful it was. Thailand is the poster boy for 0.0 in Asia
Pacific, it has been incredible but to me any successful initiative that can anchor TAP and strengthen premium will

help to excite the premium sector.



My message on the
25" anniversary is | saw
the fighting ‘'naksu’ spirit of
the team and felt the TAP team
were strong and united.
| saw the success of TAP in the 1990s
and | believe that we can help
the company succeed again.

It is not just being capable
and putting in the time, it is about
the heart and being ready
to fully commit ourselves.

MR. MICHAEL LIM

Managing Director
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A LEGACY oineken®
Of AWARDS Sales and Distribution Award
and Most Improved Brewery Award

2005

Mo ﬂ_d e T ger

Selection Award .

« CHEERS received Monde Selection Award 2007 and 2013 BreVV-I ng

 CHEERS and CHEERS X-TRA received the Monde Selection Qua I Ity Awa rd
Award 2009, 2014 and 2015

« CHEERS X-TRA and CHEERS Selection Riceberry 2005, 2006, 2011

received Monde Selection Award 2017
« CHEERS Selection Siam Weizen received Gold Quality Award

Heineken® Helneken®
Brewery Award Quality Award

2001, 2005, 2007, 2010, 2000, 2001, 2005, 2011,
2011, 2014 2014, 2017

\ING HEINEKEN
JALITY AWARD 2017

Throughout the last 25 years, TAP Group has committed to quality and never ceased in maintaining its
international standard of production and sourcing of the finest ingredients. TAP Group is the first brewery
in Asia to receive the Heineken Quality Award on 3 separate occasions. The first time they won the award
was only 6 years after establishing the brewery, TAP then received the award on two consecutive years
in 2000 and 2001. During all this time, they continued developing by introducing new products with the
same high standard to the local market. The company has been awarded several prizes as a brewery,
producing beer of the best quality worldwide which was regarded as an honorary award for Heineken®.
This reflects TAP people’s quality mindset and determination to produce the finest products since the

beginning of this journey.
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PREMIUM BEER
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ﬁnassinqﬁu&tULﬁﬁ/ Using the best natural ingredients

MALT HOPS YEAST WATER
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BREWING
the BEST

unniohing
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Mash Vessel (Mashing Process)
NIEUIUMIANNDRA ﬂmaaéﬁguuﬁqmum
wazdufuiiedsuutaduiaa

Water is added to grinded malt and then heated;
allowing the barley starch to be converted into
fermentable sugar due to enzymes from the
malt itself. This malt sugar will dissolve into
the water.
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Mash Filter

AITVIUNITHENNIN 11 L‘U’]Lﬂiaﬂll’]ﬂiaﬂLW’eJLLEJﬂﬂ’]ﬂ“lJ’YJﬂJE]aﬂ

auldiasn wort) udrsuhdeiesinide
The mixture of malt and water is carefully filtered to separate spent grain.

The remaining liquid is now called “Wort”.

HH




Wort Copper i}

AsEUIUMIAIIAEA thisnnd
wEwntuingeUdinsneatty Wslildsanisuduendnvel
finduvon wagwoade sy

The hop is added to wort and heated again

to enhance taste and aroma and also to allow

a foam head to develop.
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Whirlpool i} i} .

nszvauNsuenazney tiidrlumisaiteusnazneu aldideilaldinnsgudadeaa

The mixture of virgin hops, proteins and wort is whirling to remove hop sediment thereby
clarifying the wort. The wort is then cooled and air is added, preparing for fermentation process.




Two Tank Fermentmg Process

nsTuruMsEmsnuIueuLard s thidseilaudauminlhdu
dusioludadawiin 1 Heineken A-Yeast gasdulamz m'mmLLmuau’LEummUmswmmuwm
Lwaaﬂl,l,iaﬂmmummm’lum fmmﬂmamummawmulm dudmsinuuelddmsy
msvmﬂsuwaaqLW@mwumaimamwnmmysumL’memmuam WieliAnnauuaysanf

E]'LIL‘UULE]ﬂam?}msUEN Heineken®

At the proper low temperature, yeast is added to the wort so that the sugar is
metabolized by the yeast cells, producing alcohol and carbon dioxide and thus changing
the wort to mature beer. The company places vital interest on temperature and time
use because these factors influence the taste and smoothness of the beer.
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Filtration

ﬂs:mumsgsamﬁal,wﬂﬁaﬁ nyosdaduaznznoulUsiuesn
aunagladndesanedeansyang

The mature beer is then filtered to remove remaining
traces of yeast and protein to create a bright colored beer
which is ready to be bottled.




Test )
duindeslunpaaudnnii 250 dumneu
Quality check after the brewing process.
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PACKING
the HAPPINESS

LUUNUSSA

NS-UJUNISU a




Wonndoununwudd dndesdnestgndiciallussa udsussaseurtdu 3 suuuu Taun
After the quality checking process, the beer is ready to be bottled.
There are 3 types of packaging:

Bottle
ussaieinaLuuTInLarnseleifasdratntazlfsunisnsiEeuNnegR

izjﬁ?;al,maﬂﬂaam%ayu rouazlugnszuaunsussgdesuaslarwiuil
wWeshwaanmvesindes uiFwmsaaouaunmdnass neutilusiige
MEIBNT Pasteurization UnaanuarUsIRaNGDs

All bottles must be washed and cleaned thoroughly with hi-tech
machinery to eliminate any dirt and other contaminates before filling.
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Can
‘Uiiﬂﬂm‘l’m&LL‘U‘U?J’JG]LLauﬂiuﬂm(ﬂa&ﬁua’lﬂLLa~1ﬂ3Uﬂ73mi’Jﬁ)ﬁaU
1108199 luuaaLLiJamJaamﬁ]aiJu ﬂau%~1ﬂﬁﬂi~u’;uﬂﬁu55ﬁ]
L‘UEJiLLauiJGth‘ﬂuVI LWEJinH’]ﬂﬂJﬂ’lW“IJENU'ILUE’Ji ud3mTI9dou
ﬂmﬂ’lWiJﬂﬂiﬁ ﬂauuﬂﬂmwuammﬁmi Pasteurization Unaain
UALUITIAINGDS

(L bottles and cans will be pasteurized to kill bacteria and
to stabilize the quality so that they can be kept for a long
period before opening.
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“Each stage

of the process Is
meticutousty monitored,

ensuring the

finest quality brews.”

e

Keg

dwsunisussawuudadesanazriiunismareslsduuy Flash Pasteurization
Fawnnsneanussiaueiou tngldgnmgingsniudsseznandunii
diesnwsavdanlnivendesanll

They will use Flash Pasteurization or high-temperature/short-time
processing to preserve the taste of the beer and extend the shelf life.

Wi
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Heineken®

\nSndufivauiivily Heineken® uandinafy Heineken® A-Yeast Baswiafiauiifianzlubeslaiudumiady
T8 Heineken® A-Yeast azgniwizyuagsfilssndmdesudnluduanoidy udrTsdedeludilssundnes
794 Heineken® hlaniiteld i dunildluingavdrdnlunisnandesdely deilifletestunisnaneiug yolsades
flA5U Heineken® A-Yeast agl#ldifing 1 Weuvindu ndsandudesiaisfisudavinisineidosdading
fifognaduiivinlsl Heineken® A-Yeast fiongfsfusniuulasliivdsunvasguninlunnansius dafnvos

Mr. Gerard Adriaan Heineken VTﬂﬁsa*’maLLaszmWﬂJm Heineken® magjmﬂ'nmuuazmﬁamﬁummaaﬂ 146 U

Heineken® A-Yeast is ‘the secret of beer’, responsible for the rich balanced taste and special pure character
that has distinguished every single Heineken® for 146 years. All Heineken® A-Yeast is cultivated in Amsterdam’s
breweries for use in Heineken®’s other breweries around the world. A-Yeast can be kept and used within one

month for the best quality.
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COMMITMENT TO QUALITY
AND REFUSING TO COMPROMIS
IN OUR QUALITY CONTROL

:usuNMsuanfuvinsyius=aul




GUARANTEED BY INTERNATIONALLY
RECOGNIZED AWARDS.



Heineken®
Brewery Award

v A oA a A ga 029 N 6
suianinsufaunmvessnandesnueulifiulsules
ninmsgunsnanulasuAzLuUgEa

Thai Asia Pacific Brewery

Tiger Quality Award
sviatueuliniulsadesiingn Tiger
TnglAsuAzUULTINAUAMAINGIER

54

Heineken®
Quality Award

sevafiddvaianussnaiTuaus
fim3udnanmlusnsgiunsnan
wazAYEnlvlsmdsnaInnuaNanta
TAP lasnetatian 6 ase Tud

2000, 2001, 2005,2011, 2014 gy 2017

Tiger Quality Award 2011

Tiger Quality
Award 2011 -
In Market Quality




Heineken®
Most Improved
Operation Award

s danlifulsulesnndn Heineken®
waglisuavuuuintugean Tnedinisdndu
AndenaInAnENIINNg

Heineken®
Brewery Award 2001

v & oA S v o ¢
suiafinufaunmuesnsnandesiveuliiulsades
nfimsgiunsndnaulasunzuuugee

Monde
Selection Award

31978v09a010UUIUITIH Monde Selection
PMNUsTAUAE YL ’Lumiﬁ’mﬁaﬂﬁuﬁwﬁﬁ@mmw
Pnedevgamzdiu Tunsvadeunas
Ainszviauigulnauilaaaniimnyslan

Heineken

Asia Pacific -

Best Brewery 1997
Best Beer 1998
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ADUIDU ADSIUDAd WU 109S alqu

Usgs1u Uszdnginiaedeuudiln

aNdUWUSKISS:AUgOUDY Heineken®
1dQVAUTUATUINS:ASUSOU 25 U yovnauusiniiow
AcITULIUGIEANULOTUALRIANISSNEINASTIU
Ia:nuNIWURLWaAARUrDUIdSUNSHoUSUTUS:AuaNNa




TutnkonsasvAuIguIgvdounAa

Junsn1sasuseu 25 ‘T‘Jﬁﬂ&jmﬁﬂamuﬁﬁuﬁaﬁua%ﬁﬂﬂLﬁ'a%ﬁuqu% \endnuazsmite Heineken® Tuusewelng
wazidunstienudaveanguuivm Inewede widiia 131783 310 (Thai Asia Pacific Brewery) LLaﬂum&!mifﬂﬁﬁ’lﬁ@gﬁ
Wil nuvedielenaszdnduaruaninnuBuiiunaenssunsums ANZEUIINT LLazLﬁauéammnﬂﬁ’mSﬂﬂ%ﬂ

waziflonunesdoulvlulseiRemanivesgsfia nmaladndndneiluisng 9 sengnain sawldanisainssda
Heineken® Quality Awards 11 6 ads Im&Jﬁqﬂmmé”]SaﬁimLfﬂ'uﬁau’flummmﬂgﬁslﬁmamﬂﬂusluﬂfjm%@’w uaz
slumauﬁﬂfjuu%ﬁwﬁl@ﬁ laadugsfaniasuseu 25 Y wanduthanandildsunsansrinduifiianisssuiaves COVID-19
¢ae uarluvhunansinganiseiveslanituil wastiolemadisandingauasamundenvesiiuny uastieiuasiaiiuny

T PN I a o o = A a 2
V]L‘UNLWQE}QW—J’]L@Nﬁ’]WﬁUau’]ﬂmiuaﬂ 25 ‘UVILi’I%LﬂU%H’]G\@IU

This year marks the 25" Anniversary that a group of entrepreneurs came together to build a brewery in
Nonthaburi to make and sell Heineken® in Thailand and Thai Asia Pacific Brewery was born. | would like to take
this opportunity to recognise and congratulate all our Colleagues, the Management Team and the Board of TAP
for reaching this momentous milestone.

When | look back at the history of the business, the brands you have launched and the 6 Heineken® Quality
Awards you have won, there are many highlights to bring you all pride. This 25" anniversary year, will be remembered
as the year of the COVID-19 Pandemic. We should take this opportunity presented by this global crisis, to navigate

the crisis as a team and to build it stronger for the next 25 years to come.

MR. JAN CORNELIS VAN DER LINDEN

President, APAC
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12 Ivvgu

nayuidaiduangwiu
NNSWAQASLIISA
IGouavKIAU
1Jadd Heineken®

JuAu
ygngmavniswaaiu
1 ausnlaaas
(100 auaas)
waunAY
Tasu 1s0 9001: 2000
Certification

_ wSauIsSumN1saana AISIVIA
, :16_”PU?UU . ag0idun1ons Heineken®
noavusun Ingiolsy fuus:inAlne Quality Award ASHA 1
WA US2129S 91Na . : ; : ;
5 - Official first brew in Thailand Expansion of brewery capacity
asgnuvan:1ugu on 12 Apr Grand Opening to 100M liters in Mar
1,000 auun and Launch of Heineken® ISO 9001: 2000
TAPB was established in Thailand in Aug Certification in May
on Sep 16 Heineken® Quiality Award #1
58
AI1SIVIA
. Best Brewery Award
| laeuoinay - 9N APBS Us:inAgvalus
ﬂOaS'l\)TS\)\)'lUWE\CIIUEJS TUU 1997
. - .
= HEI:’]GKEIT’] \ l1a:s1via Best Beer Award
 FUiminRlinE Rt 9N APBS Us:inAgvalus
YoKOaQuuNUs T 01998
TurawuRs U U &
144 1< 33 ans1vN Best Brewery Award from
) APBS, Singapore in 1997
Stone l?})/“"g of new prewery Best Beer Award from APBS,
in Nonthaburi Singapore in 1998

MILESTONES



A3ISIvIA
Heineken® Quality Award
ASvN 2 ~
lla: Heineken® CVﬁ'ﬂElEg;qw 2007
QsUsSIVIa
M?Jr;‘éviﬂr:rﬁg?r:g : Monde Selection Award
: 2007
Heineken® __nsnniAy U 2007
Fat Festival ASON 1 TOSUSW\?Da Tiger Brewery
Heineken® Quiality Award #2 o Quality Award 2006
Heineken® Brewery Award #1 . Ay <Y U 2008
e et Iwunlsavnuiia: Tdsusvda Heineken
X 2 Umakma\)mswama Brewery Award 2007
Heineken® Fat Festival #1 2 awulgnfgz‘ms FeonE
(ZOL'S) nal;q%?]OS) Cheers Monde
Uadsilsud Tiger Selection Award 2007
9 in May
Expansion of Tiger Brewery Quality
brewery capacity to Award 2006
200M liters Heineken® Brewery
Tiger Beer Launch Award #3
in Jun
Hua Hin Jazz Festival QanAu 2005
Tut) 2002 [daddnusua CHEERS
. VYU 2006 AINSIVIA
BanngoI<UJazlzonI;estlval Heineken® Quality Award
W 2005 ASOA 3
Hua Hin Jazz Festival 2002 Heineken® Brewery Award
Bangkok Jazz Festival 2003 . 2095 Ason 2
WS2UQ2¥ Sales and

Distribution Award and Host
Improved Brewery Award
lla: 1ISO 14001: 2004
Accreditation

CHEERS Beer Launch in Oct
Heineken®
Quality Award #3
Heineken®
Brewery Award # 2
Sales and Distribution Award
and Host Improved
Brewery Award
ISO 14001: 2004 Accreditation

& eng

feSTiVaL
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1Jadoiusud Guinness
la: Kilkenny
Music Marketing :
Big Mountain
Music Festival 2010
avrkiAu ialasvms
nuthfoRiowW
UauUNUNISANUYY
SuoAu IWaddlAsvs
stusvAIIIUIU
Launch of Guinness
and Kilkenny
Music Marketing :
Big Mountain
Music Festival 2010
Namjai Thai Asia
Scholarship in Aug
Drink Responsibly
Campaign in Dec

:

waunau U 2013
CHEERS [asusivia
Monde Selection
Award 2013
waunAu U 2014
CHEERS X-TRA [asus1via
Monde Selection
Award 2014
CHEERS Monde Selection
Award 2013 in May 2013
CHEERS X-TRA Monde
Selection Award 2014

in May 2014
60
NUNWUS unugu
1Jad CHEERS X-TRA Tasusoda

waunAY Heineken®

C‘HEERS lla: CHEERS X-TRA Quality Awgrd 2014

Tasusivda Monde Selection ASLA 5

Award 2009 _ -

nsNNIAU Jaulgu U 2011

1UQaD Tiger Crystal Light
AuggU SUlASHMS
Water for Life [dSu

Tasusvda Heineken®
Brewery Award 2010
ASVN 4 l1a: Tiger Quality

ISO 22000 Certification Award 2011
gnuigu U 2012
CHEERS X-TRA Tasusvya Heineken®
Launch in Feb Quiality Award 2011 ASLN 4

CHEERS & CHEERS X-TRA

lla: Heineken® Brewery
Monde Selection Award 2009

Award 2011 ASYN 5

in May Heineken® Brewery
Tiger Crystal Light Launch in Jul

Water for Life Campaign in Sep
ISO 22000 Certification

Award # 4 and Tiger Quality
Award 2011 in Jun 2011
Heineken® Quality
Award # 4 and Heineken®
Brewery Award # 5 in Jun 2012

lla: CHEERS X-TRA
fasusvia
Monde Selection Award
2015

Heineken® Quality Award #5
and CHEERS X-TRA Monde
Selection Award 2015 in Jun



IBgu
1JadD CHEERS Selection
Riceberry
Auggu
Un1gjia:acd Strongbow
1nSoVAU Apple Cider
BUAUKULIIN
Us:inFAavnnu
CHEERS Selection
Riceberry Launch in Apr

NUAWUS
1Jaa> CHEERS Selection
Northern Strawberry
Douneu Idsusva
Heineken® Brewery
Quality Award 2017
ASLA 6
Auggu 1I0ac
Tiger Radler Lemon
CHEERS Selection
Northern Strawberry Launch
in Feb
Heineken® Brewery Quality
Award #6 in Jun
Tiger Radler Lemon Launch

“Chesrd

i

Gold Dually Awasd 2020

eTile Monde Seecton
i

HNJNIE};:&.“E@

g
Sam e Dudeiiiuden
& wlenfuumiinme
T sk
whousmnibufisodds-fule

TAP:,

waounAY
1dacd Tiger Big Can
IWNINDdVSUaTIGadABU
uuns:Uav
Unungu CHEERS Selection
Siam Weizen Idsus1vda
Monde Selection Gold
Quality Award 2020
Launch Tiger Big Can
in May
CHEERS Selection
Siam Weizen Monde Selection
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Strongbow Launch in Sep in Sep Gold Quality Award 2020
1
L T
oo
. _Buau NUNWUS
IUOODD'IIIWQF?IZ Light 1Jadd Heineken® 0.0
Uach CHEERS Selection '{‘.iamuuaacf
Shogun Orange UU'Laaﬂoaaa
gunAy
1Jaad CHEERS

Selection Siam Weizen
wSauUsudann CHEERS
Selection Riceberry
CHEERS Selection
Siam Wizen
Launch in Mar
Launch of Heineken® 0.0

CHEERS X-TRA 11a: CHEERS
Selection Riceberry
Tasusvda Monde

Selection Award
Tiger Light Launch in Mar

CHEERS Selection Shogun
Orange Launch in Mar
CHEERS X-TRA & CHEERS
Selection Riceberry Monde
Selection Award

ANNIVERSARY
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The Good

Days




TH

gAUNLUN

- PION

(1993-2000)




THE
JOURNEY BEGINS

—. " S lll . ~ —

RaISududUbD Heineken® lusuds:aulan

Slerudafiwudlumsazfadndgsiaedostudesosaiui wautugpmesmesingsiadusaiufianis
vasnnudululdlusunnvesnaianioulontanisgsiafiarunsaversdild asiesanseninenguingsia
funnuszaunisaiveslnefuuisnusdiianuazdsoonides Heineken® iisesuaudiafntu Tudonnasmissuadng
ganufosndidenuuuddiuludedng uanitafunmsinenfosifaunmivinasgumssdnsedulanidn
Humadenlmilsiiuduslaesmlneiiudausiin

aailve lwenssa fuinsgaynidn yaraddyvesgaiEudunudsngvedunusudifofdynadnd oens
Heineken ® fiut3msgausnlumstuindeunarainuusudilfiAniu fmswsogsiauasmsiumsluasmnudyan
samulunmsrefnguuisniied u Ussmausesiaud 1wl 1993 dulunisBusuresmaiunisdusmuuni
25 Yveanguusenilefilunislanuaueglugsiadesvessewmalne

nssmnguvesieRulazauzUIIITIINNUszaunsallugsiaiedosiunasgsiauseudin Aiflszuunisgua
wiinnumiouauluaseuadilunuuvesnulve WesumdsiuTausssnmsianisuuuioonInlummduinnsgiu
sefuanaves HEINEKEN muanfunagndnisuisvesviaiieendnuasiiunisnainssfuiingiindiynazaemnann
Tuwuuiiuanee shldnguussmiefiiulasoioslingadslugng 10 Yusn

After Thailand’s leading beverage company and life insurance company decided to partner and invest in the
beer brewing business, a team was set up to negotiate the business deal with Heineken® at their headquarters in
The Netherlands. Led by Mr. Chai Chaiyawan, the joint venture with Heineken® led to the successful formation of
TAP Group and the world’s most premium brand of beer was imported to Thailand in 1993 which marked the
beginning point of the most successful beer beverage business in the country.

The gathering of experienced, talented shareholders and a management team that combined the east-meets-
west management styles with the international standard production of Heineken® with leading marketing and sales
strategies supercharged TAP Group growth, making it unstoppable in the first decade.
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The BEER INDUSTRY
at the TIME of
ESTABLISHMENT

aaaknssuidusiugnisn : A

nanaideslugaiusifidundnlainniin 917 Kloster, Carlsberg wavawi umauﬁamqwa‘La]asmmuLmqmsmam
’Luﬂam{]mmwammaa ”memLﬂaaulmﬂwumimmmmmmmmaﬂuﬂ dudusihadadussnaideudmen
11995 wiauriu Heineken® dstfuiilo Heineken® LﬂmmmmammmwaﬂlmmumnwLLazmmmmIquwma
vanssluludidendni Fafusnssulifednedu 4 andumimanaaussdutududusuuBanifiaeiin

sennsmaiadididanguidmane wsamuuuummmﬂmN‘lumina'wnmLLUan“luuWﬂvuﬂﬂmnlmm
NauHEuAUIASDlensaAviaBegsitha s iustsayseiiiEdunnnsnsannanmia mauiwawuﬂmiu
aa1adesnsidenetaunase vinlisenvieves Heineken® ’LuﬂaumwwLawemu,srnmuimamqmansvimmmwu
LﬂurﬂuﬂumamLUﬂiW'ﬁmwléi’lunmauimLimumawmammmsmamﬂu 1 mmaﬂimami (100 §1udns) uay
2 druenlndng (200 dnudns) Tud 2004 :

Before 1993, there were not many players in the Thai beer market, only a few brands; such as Kloster; Car'tsberg
and Singha, and each brand seemed to be happy with its market share. In 1995, when Helneken®,was‘launched and
introduced exciting marketing activities and campaigns to the Thai ! L
premium beer market, this stimulated the other brands to improve
their marketing and sales strategies as well.

With the creative marketing strategies and tools that helped
Heineken® reach the target groups and receive a good response
from the consumers, the premium beer market rapidly expanded
and Heineken® increased their productivity to 200 million liters
in 2004 and stepped up to be a leader in the Thai premium beer
market in a short amount of time.




EXPANSION of
PRODUCTION
CAPACITY
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AUDIANTIUINDS JaIF8U a1dINos

§Inn1sEnendnauusn

UNFUNMUNIDGARUSKISE290NHUNUISILUSKISOIUAU
nauusunfiowlugaisnisu WRidudoukdolunisduindau
lla:ugnWvIcuUSSSUUoL Passion for Quality




“Uszindalngluninndwmiununeuty wafidulomafuinluiiaiinulasu Neimusssuuazdosinmanividu
auvmeduiauls widudulenandslugvemuduiionty muunanlesiaudn@ujuiugeaUszadnsamnisinu
waznaansududuusn widmsuninalazeuddn anuduiudilusedudunia wasnuioudimadnsvosnuduius

' [

yoatulaztutundunanadusisialunsyianuniinuawuiu

q
A a

adausniinaldluiBeusniinuitaradrilsaded duduiiviuiavdiiinsneduiu warlugusaioudusu
\W1v935377 wae Brewery Manager Auwsn wulasun1smanisegiegeliiiuinsgiunisndndesues HEINEKEN 31
aayarlviiudiionu warueulszaumsainisiudes Heineken® Tfuguslanyalne

AuAaniwesiioviuie msthienszuumsufsinsiidudeu nieusonsimaluladiviuasionnld wazdeainla
uvuunumumnasguseaulanyas HEINEKEN Gadfasinisdnassuaylifoyaang@enmamesuisesuaud sin1seanuuy
sanilnenssy nsieaine uazdavmniangunsalfivanzay

Tomafihaulasndnessluneutiufie msidenauinnuiifinimg fnveanuann desnesaudiiuszaumsalas
wazaulval 9 A ‘an’ auifidnonmlunisGeudgs fenumzwenzen isndenauiiFouaulvsinvihnuiuiavey
Tuanensdnns wazidengsmnudnuazene 9 Tntietuaiisenauunndne didunagnsnisidonauiauiivime
diedipansliiAnnsdeusiinng fisnsilfaiunmrmangesnsduanlifunisnienuiy

dsdpunndnogrmilsdonisaiuanudeluGes ‘quam Tdlveglulavesauinududausn 9 Bosmuniwmis
wAmiuazgnitiugegianoindunquaddalunmsinandeslulssmalnglfussavenudida ndeshliommuam
Juitlawasiduiausssumesesding seuumsiinssuiunsaniifaaunmiuiwiuddodlild anuniwvesdudiing
ponuFaaABuNeg MeulTINM vielEosdu 1 tave

msgludumanmsanaiansssuBemesgunm sldnailumsBeudanasiianas siliynlenalunisiaiuaiis
Anunszntindes ismeneuvhanudtlansiauesdnslumsfignuasrunsiithlugduuan Ssnsaduanusuieo
wazanuidesiulufuuasfuilisaisiudindouazlugidmnedetuiuun

Thailand was completely new to me when | arrived but now holds its place as an opportunity in my life
offering so much. As such, culture shock and the language gap were an interesting challenge but also a great new
opportunity. | was coming from Ireland where focus on performance and results were paramount. | soon learned
that relationships were number one in Thailand. An interesting learning curve to quickly overcome, which delivered
its rewards.

When visiting the Brewery site for the first time there was nothing to be seen but a wonderful expanse of
empty land. As the owner’s representative and the first Brewery Manager | was filled with high expectations in
terms of delivering a Heineken® Brewery to create and add shareholder value as well as offering consumers a
great Heineken® experience. The expectations of the shareholders was to have a highly sophisticated, high tech
operation designed and finished to global Heineken® standards, as a minimum. This required a high level of
input from the specialists back in Holland and the appropriate selection of architects, construction engineers and
excellent equipment suppliers.

It was important to prioritize a Passion for Quality at all levels in the team. This was emphasized as key to
making progress in the Thai beer market. It was reassuring to see how this was embraced and embedded within
TAP’s culture. By following the Heineken® brewing process diligently, the team ensured it was not compromised.
Without quality, we all bought into the concept that quantity and efficiency were not our primary target. This
proved to be a winner.

MR. ALEX LOWTHER

The First Brewery Manager
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In the beginning, the Heineken® brewery was an empty plot of land and required specialists in Holland and Singapore
to help establish the brewery. One of the most important steps before building the brewery was a location survey and
checking the availability of a sustainable supply of water by HEINEKEN International. Because water is a key raw ingredient,
and it was necessary to check the water quality to make sure it met the Heineken® standard.

After all the beer production equipment and system was fully installed, the brewery started brewing the first 3 lots of beer.
These beers were sent for a quality test in the Netherlands before the brewery was allowed to commence the full production
process. All the beer produced by Heineken® Thailand passed the test and then the real engine was ready to roar.



GRAND OPENING
Thai Asia Pacific Brewery

AUGUST 19th, 1995




FIRST
BREW
11

Tuuriapugiila Tuuvienisisusu Tuil 12 wwiey 1995 Aunly Tweassas naduda
aren1sudndes Heineken® luuseimelnaiduassn Taonisisundnassiusenia
First Brew #efioidutudrdgdnuiisiuvesnguuidniied Juwialseifmansvediinis

a A s Ao = v wa sl o4 A yva v X
WSRIRULEANagRavRIUsEWmAlng AW luntUseifmansdnunniladelasuduiy
dwmsuinusnegradumemslututu sudunsidunawiinsSeudnlififuduan

12 April, 1995 marked an important day for TAP Group as it was the first day that

Heineken® Thailand officially began beer production. The opening ceremony was
presided by Mr. Vanich Chaiyawan.
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Setting up a brewery for Heineken® was not only about constructing the
buildings and facilities, but also about forming the local team. Therefore, while
working on the construction, TAP Group also worked on recruiting local talent.
Seven new university graduates were recruited and attended training opportunities
at Heineken® headquarters in the Netherlands for 6 months and then returned
for first line management responsibilities. Prior to commencing operations, the
Heineken® International standard was implemented in the production training
and the motto of “Quality Cannot Compromise” which prioritizes the quality of

products was embedded in the mindset of all the staff and has remained
fundamental to their working culture until now.
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Heineken® products were mainly distributed via local beverage dealers. Several successful dealers were selected
to partner with Heineken®, some of them were experts in distributing Thai spirits and liquors, some were experts in
distributing imported alcoholic drinks. Both had pros and cons in their own way, so the Heineken® sales team saw
that mixing these two could help fill the gap and strengthen sales and distribution. There were some partners that
did not have experience in distributing beer products, but were very enthusiastic to learn and improved themselves
quickly to become a force to be reckoned with which boosted the Heineken® brand to success.
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Mr. Panya Pongtanya talked about the challenges and how they brought success when Heineken® was launched
in Thailand. The challenge at that time was that this world-famous beer was unknown among Thai consumers,
so they needed to create awareness and trust in Heineken® and its product as the first step. TAP’s success was a
result of many factors, from promoting the brand through media on various platforms, holding innovative sales and
marketing activities, both small and big consecutively, and the collaborative approach to work of TAP teams and
partners. The local dealers played a very important role in representing and distributing Heineken® products, their
dedication helped Heineken® grow significantly. TAP also made sure to offer proper support as well as activities all
year round to tighten their relationship with these local dealers, including providing incentive trips to Germany and
the Netherlands, not only as a reward but as an opportunity to learn more about beer drinking culture in Europe

and Heineken® strategy.

MR. PANYA PONGTANYA

Director
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When Heineken® Thailand started doing regular nightlife marketing activities in the 1990s, consumer behavior
was different to today. Beer was not a popular choice for pub, bar or club goers, but the Heineken® team saw this
as a good opportunity to promote their products. However, the promotional budget in the early stages was quite
limited, so the marketing team had to be more creative and innovative. Heineken® Thailand was the first brand to
use a ‘Brand Ambassador’ strategy by employing promotional models to introduce new beer to customers. In the
first phase of this period, one of the problems was Thai consumers had no information about Heineken®, even the
brand was world famous, but it was unknown to the locals and they called the beer ‘red star beer’, due to its logo,
rather than Heineken®. However, the promo models helped to fill this gap by providing information and making the
products more appealing to consumers. As brand ambassadors, they played an important role in helping Heineken®
successfully reach targeted groups and inspiring other brands to follow this promotional strategy through to today.
Another promotional idea was producing tableware (tissue boxes, menu holders or ashtrays) with the Heineken®
name and logo embossed onto the product to use at clubs or bars, so customers could see and remember the
brand. These below the line marketing plans successfully created brand awareness among Thai consumers.
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During Heineken®’s pioneer era there were not many nightlife spots, it was at this time that the Royal City Avenue
(RCA) kickstarted one of Bangkok’s largest entertainment and clubbing areas. Heineken® was the first brand to host
the Beer Park in RCA in 1995 offering an exciting nightlife marketing campaign that was different to its competitor’s
beer gardens. At Heineken® Beers Park, guests enjoyed their beer with shows on a 360° stage and an area decorated
with real trees and bushes to create the real ‘park’ atmosphere in the heart of RCA.

During this early period, the budget was limited, but the team’s creativity was not. The Heineken® marketing team
foresaw music as an effective tool to reach more consumers, so they started working on music marketing activities
by sponsoring some small music festivals and holding music events at clubs or nightlife spots. With a small budget

but the right selection of performance time and location, charismatic and professional singers and bands helped to
shape an exceptional image and good reputation for Heineken® among Thai drinkers.
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One of the strategies to introduce Heineken® to Thai consumers was producing a local television commercial
(TVQ). The first slogan Heineken® Thailand used was “Pride of the Discerning Beer Drinker” to show the high-quality
product of the world-class brand that would make anyone proud to drink. Over the years Heineken® Thailand has
created many TVCs which have been praised for their creative, witty and stylish production. Some of the TVCs were
used for advertising campaigns in other countries as well
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“Water Drop” was the first Heineken® TVC produced and aired in Thailand, the story was simple and aimed to
present the product profile as well as indirectly inform consumers why the price of Heineken® was higher than other
brands. The TVC used a water drop on the beer bottle to explain how Heineken® was made from the beginning to

the end and awards that guaranteed its quality.
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At the beginning, the objective of the TVCs was to introduce products to the local market, but when Heineken®
became increasingly more well known, the marketing strategies and TVCs changed to focus more on the brand
identity and shape the personality of the product and Heineken® drinkers — innovative, sophisticated, classy and
witty. From 1995, Heineken® Thailand produced many TVCs until the announcement and implementation of the
Alcoholic Beverages Control Act (ABCA) in 2008 which required the marketing team to adjust and find other marketing
tools that harmonized with the changing situation and society.
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Mr. Prin Malakul reveals the secrets of the marketing strategy behind Heineken®’s success in Thailand. Heineken®
International lays out Rules and Guidelines for marketing Heineken® products responsibly. Their Responsible
Marketing Code is not extremely strict, but it does provide clear guidelines and standards for ethical behavior and
corporate responsibility which marry up nicely with our vision and policy. The TAP team has potential not only in
producing high quality products to meet the Heineken® standard but is also good at marketing strategies. All of
the local marketing plans were aligned with the parent company’s Marketing Code, and the team could implement
the plans into action and make them successful. Thailand was one of a few countries that Heineken® allowed to
create commercial videos domestically at that time.

However, the landscape has changed over the years, new laws and evolving consumer behavior means TAP has
to accept and adjust to the changes and challenges, and to keep up with the clients’ taste to ensure they stay
satisfied. Mr. Prin notes that to be a leader in the business, staying creative is key. This is also a core TAP value, and

the company has to encourage and empower their staff to be more creative along with working smart and effectively.

MR. PRIN MALAKUL

Senior Director — Human Resources, Legal & Corporate Affairs
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Aammnananuss Wlduansdnluiduadeumesaivayusuyszanaluiuuiiu
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Aunael 019 Hua Hin, Jazz Festival Wway Bangkok Jazz Festival auiinl
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During the period that Heineken® gained increasing popularity with satisfying
sales growth, the brand launched a music marketing strategy by supporting big-
scale annual music festival projects such as Hua Hin Jazz Festival and Bangkok
Jazz Festival. This did not just give a memorable experience to consumers
but emphasized the strong image of Heineken® as a premium beer as well.
The success of the music events bound Heineken®’s brand image in the
Thai market to jazz music and helped music festivals in Thailand to grow.
At that time Heineken® took music marketing seriously, not only did the brand
sponsor music events, but it became involved as a co-creator with the event
organizers which made Heineken® stand out amongst its contemporaries.
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The Heineken Fat Festival #1 in 2001 was the first music project where
Heineken® took the role of co-creator. The event was held at the old Thailand
Tobacco Monopoly in Bangkok. At the event, attendees got to enjoy live
performances from various indie bands alongside other activities from shopping
for musical goods, handmade books, to watching short films.

At the time, the Fat Festival was considered a highlight of the calendar
and became legendary amongst music festivals in Thailand. Heineken®
succeeded in approaching and engaging with new targets in the young generation
via Fat Festival.
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Heineken® supported Hua Hin Jazz Festival in 2002 aiming to make it famous
at the international level and became a national event which attracted tourists
from around the world in the long run.

The original plan for the live shows had only 2 stages, one by the train station
and one in the street not far from the station. However, Heineken® offered a
useful idea to add another live stage on the beach, but due to a limited budget

this beachside stage could be held on only one day. However, it was the most
successful and popular among the 3 stages so future festivals have been held

mainly on the beach ever since.
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Mr. Yutthana Boonaom recalled the time when the Fat Festival was initiated as it would not have existed without
Heineken®’s support and the Fat Radio Station would have ended within the very first year without that same
support. Fat Radio had a big impact on indie music in the 2000s and was a turning point of the music industry that
is still felt today. Fat Radio was founded mainly to introduce and promote indie music and advertising agencies
did not believe it would be successful, so they had no sponsors. However, they still forged ahead with the idea
of organizing a music event to prove what they believed and directly presented the plan to Heineken® and
the brand agreed to join. Because Heineken® saw beyond sales figures and instead focused more on ideas and
the content of the project which might have a great impact on the public in the future and Fat Festival proved

them right.

MR. YUTTHANA BOONAOM

Founder and Creator of Fat Festival
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In 2003, Heineken® started supporting the Bangkok Jazz Festival held at Suea
Pa Court. During the planning stages for the event, there were many problems to
the point that the original promoter wanted to cancel it but with the help and
support of Heineken®, the event successfully went ahead. Everyone involved was
determined to push this music event to meet the international standard and to
be a regional Jazz festival, so two stages were set up so the bands could perform
without stopping. This was one of the biggest and most exciting Jazz festivals ever
held in Thailand at that time. The success of the Bangkok Jazz Festival has bonded
Heineken®’s image to Jazz music right through to today.
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The Jazz Guitar Mania Concert, held at the TAP Brewery (Heineken®) in
Nonthaburi, was like none other. Not only did it offer exciting shows from
various leading Thai Jazz guitarists, but also the creativity behind the concert was
impressive. The challenge was to choose the place and set up a thrilling concert
that represented the Heineken® brand image perfectly whilst being cost-effective.
So the team decided to go back to its origins where the beer was brewed, at the
TAP brewery in Nonthaburi. The venue was spacious and the atmosphere was

great at nighttime and the audience enjoyed the jazz music while drinking tasty
beer with a chilled vibe - one of those incredible memories that is hard to forget.

UL
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Mr. Anant Lerpradit spoke about how Heineken® wanted to increase awareness or jazz culture in Thai society
and make it a part of popular culture. Heineken® wanted to be much more than just a beer producer and looked
to take a multifaceted approach to many aspects of entering the Thai market and pioneering jazz music was one
of them. At the beginning the events were not held consecutively, but later Heineken® started to promote Jazz
events in tandem with the brand image which led to Heineken® starting to support more Jazz events so that they
started to blend with each other. This also increased awareness of Jazz among Thai people and helped them to
embrace this type of music.

During that period of time Heineken® came up with many new and creative ideas by thinking outside of the
box and responding to the shifting sands of consumer tastes. They were very good at creating new experiences for
consumers when it came to jazz music. Jazz music is not mainstream in Thailand, but Heineken® stepped in and
supported it because of the unique and artistic nature of the music, it was not surprising to see Jazz and Heineken®

be a perfect combination.

MR. ANANT LERPRADIT

Writer, music critics
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The sports marketing strategy is part of global Heineken®’s main focus as HEINEKEN’s headquarters is the main
sponsor of football activities around the world. For Heineken® Thailand, the focus on sport became stronger when
there was cooperation with the Nation Group to organize the Champions League Campaign. The lucky fans got an
opportunity to travel around Europe to see football matches, while sports journalists got a chance to cover news
and stories about football and the local cultures, by reporting on them via several platforms at the Nation, like radio
and television. They also supported and sponsored other sports such as tennis and golf tournaments. This sports
marketing campaign was the start of the TAP strategy to offer new experiences for drinkers in that moment, to create
a strong bond with the brand.
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Mr. Nantakwang Sirasoontorn shared his story about the kind of experience Heineken® had to offer.
In 2010 when Heineken® wanted to create a football phenomenon in the Thai market, they teamed up with
the Nation Group to launch a football campaign during the UEFA Champions League. There were several
matches allocated all over Europe from Spain, Italy, France, Germany, England, and Holland. Heineken®
offered a once-in-a-life-time experience for a few lucky winners and journalists to travel and attend the
tournaments around Europe. Heineken® did not see football just as a game on the field, but a culture that was

different in each country. It was an experience that is hard to get anywhere else.

MR. NANTAKWANG SIRASOONTORN

Former Nation Group Reporter
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In 2004, TAP Group was thriving with Heineken® and expanded their production capacity to
2 million hectoliters. During this hot streak, TAP decided to launch 2 new brands, Tiger and CHEERS,
to fill the market gap, expand their consumer base and use the brewery’s production to its maximum capacity.
TAP planned to reach wider target groups with these two brands with different positions in the marketHeineken®
as a global Brand, Tiger as a regional brand and CHEERS as a local brand.
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Heineken® succeeded in becoming a leader in Thailand’s premium beer market in a short space of time. The rapid business growth
was a result of many factors, such as sales and marketing strategies that understood target consumers who have the sophistication to know
and crave for a high-quality product. Also, Heineken® Thailand team leared and earmned the beer production knowledge that led to the

brand success.
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Tiger

Tiger quail,mmmmﬂLamwmammﬁumdan llﬁ](ﬂﬂ’lLuﬂMﬁQﬂIUiLLauLUGW]’]EIG\a’mIaﬂlI’]GNLLG]U 1932 thiauenWanualvowuTUA
oEgluauRauennsay azveuendnuaimimiusnuiisieweanuarlnmuresnsliian ﬂmvmwmemaLLawmuuammmm
TuFULUUTD LD

nauusEniieiilandauaziUnuusud Tiger lufounsngiaul 2004 IG]EJL‘U’uﬂ’]iu’m’]Lm.lLG]J.I?JEN’JN‘UENM@’W]I’LJIE]ﬂ’]?l‘UE]\‘iﬁiﬂﬁ]‘m.l
nmﬂaauuﬂaamamununauL{]mmwLLmﬂmqmmmﬁuwanamq Heineken® ity Portfolio HiAuudaundannieduiiody
vmLaan“lunuunﬂﬂuﬂﬁvmﬂlwa Tnelany ﬂauLﬂmmaﬂuiulwwm’mmmaas" flanuiulalusaausudaou fnlafidaning
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Tiger is a world-famous brand of beer from Singapore launched in 1932. Tiger identifies its brand with people who think
outside of the box and as a companion for young people who know how to live a smart life and seize the moment of happiness.
In 2004, TAP added Tiger Beer to their portfolio to fill the market gap and serve the different target group from Heineken®.
Tiger aims to connect with younger generations who have free spirits, are full of confidence in their identities and are open to
cultural diversity and new challenges which is reflected in TAP’s inspiring marketing strategy.




iUadndognvnssuNMsaatanelado Tiger Translate

Tiger Wahguszmelnelud 2004 shemnuvmedesmsudaialunanmdesinefinisudeugs Sanmdouiuuey
nsmaneiifitondnual tterirfangutimaneauiulmiiiidnuasnouazmlaliiy Tiger sounuey “Tiger Translate”
Alfinagms Art & Music Marketing Gauusud Tiger yhldognslamsusudavialan

Tiger Translate (fulassnsnuniuazAatzszdulaniidumansonisauniaulssdmuundsiuia (Danui
Thanussmatildiinfiiauennuannse feuwafn “Bring Asian Passion to the World” Ruuniwasfiusedu
Tl Tnensnusafivusdensilonaluuandyinanulufuion u Ussmadnge mutaduuandunumenianues
wazAaly Tiger Translate 2008’s Global Showcase Tnenisutedululnelidelaseinisin “Tiger Translate Thailand”
naoakANLUg Tiger Translate Thailand s“J’qﬁﬂ']sé’m'lmJ'ﬁ‘ﬁgﬂLLUUTwﬂﬁLﬂﬂLLamﬂ"ansmﬂ Junuwmeanianun3
sUuuUlmifinaunauAauzuasauniduthdumaulaandalugfairsoufazvarnnansuvuaiily Tiger Sqadums
nsnanidaau warannsaveeamaaiesnmanslulavesuslaavnlnglildeasudmluyai

“Tiger Translate” is a global platform created to celebrate the blend
of global creativity of music and arts through varied exposure to different
cultures and experiences. In Thailand, TAP launched the campaign under
the name “Tiger Translate Thailand” and held an ongoing series of art
and music events showcasing a new wave of bands and artists around
the country. The campaign concept was fresh and exciting when it was
first introduced to Thailand, bringing together musicians and artists from
different genres and this created a powerful image which connected with
its young adult target market in Thailand.

Tiger AUIUQUASIUAUNUS:AUUSIINA
Big Mountain Music Festival

wda il dasegradunenislulsenelneg Tiger Wudnuiawususiivh Music Marketing aensudausaun
Fauddy Tnedluatuayusuauniandslgesns Big Mountain Music Festival 2010 dvdndundusniilutiue
ussenmAvesy 2 fu 2 Aulumsududeilanamiunassaumivien asstuaradu Tiger Afdaangnguitiming
miu‘lmiﬁ%ummﬁwma VaAsen Tiger waviuAaly Tiger Landmark Aauvznisininsaanatainides Tiger
Buunuiivsswealng anudsiuiidaonuafn “Goudelitaiud” adrsussoinmaaynautu Sifuifiesdmsul
Finsmamnueuinuuulifaaliane 14dedn “wdudideusuin shlidunsthswnuiwlanuansslimioulns
%uﬂu%nmmﬁwﬁﬂuqﬂLﬂaqvjmm Music Marketing 7ibusus Tiger maandmﬁ@’wﬁLaﬁlﬁﬁmﬁ‘ﬁua&méﬂmgwlﬁ%’u
nsnanvigyEnfielagdu

Tiger supported the first Big Mountain Music Festival 2010 held at
Bonanza, Khao Yai. The two-day two-night event offered not only a variety
of interesting musical bands, but also other fun activities like art workshops,
art installations and a free special campsite available for guests. The event
was so successful and became one of the biggest music festivals in Thailand
until today. With an idea and creativity like no others, Big Mountain Music
Festival was more proof of success for TAP Group during the peak of the
music marketing era.

—
>
O
N
Ll
>
>
=3
<
®
=
(%]
Q
=

(e




CHEERS

¥ 2005 nguusEnied ladaduusundesuuansudyyiine Tunesgiunsdaseaulan ImawmuwumLwamauiﬁmaﬂamﬂmma
ﬂulmvmaqmsmumsasmmemmwiusﬂmmumaﬁﬂ FBINATFIUNINAAREINU Heineken® Wiaumwﬂmﬂiwummslﬂmmm
1ummgmmiwamLU&%‘LuLLmumvmumﬂa yilAdes CHEERS Lﬂumﬂﬂmawuia%ﬂmuummlmaakﬂ LLauLﬂuLUﬂﬂ%ﬂ%ﬂﬂuﬂuuﬁi’]ﬂaiiﬂ
Aunmlvieglulanulne enseduliiniendudesunsgiussdvana

In 2005, TAP launched CHEERS Beer. CHEERS is a high quality beer with a full flavor and smooth taste which is pitched as
a Thai-brewed beer that meets global standards but offered at an affordable price as it wanted to tap into the mainstream
beer segment. CHEERS is brewed under the same process, using premium ingredients and under the manufacturing expertise
of world-class professionals, just like Heineken®.
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2008 1Jaad CHEERS X-TRA
essaduusy
TudSinaueanegedadd 6%

2008 Launching CHEERS X-TRA
Beer with strong, solid and
smooth taste. 6.0% alcohol

2009 1daao

Tiger Crystal Light
\Desilenuanduldvnionia
2009 Launching

Tiger Crystal Light

Beer with intense flavor and an
unexpected light and crisp finish.

2010 1UQAD Guinness T

~lla: Kilkenny —
Wesmuaunanaaniidamnssanntosuaun r A2 ~
. ) GUINNESS
2010 Launching Guinness

and Kilkenny
Two classic black beers from Ireland.
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ez nudanunsadiuazyrnaiifegluaumssdiane visnsfaalansuluzesnisadisiinauiiduuds
s erlsdefunatsedng uarlutisiunduuivniiefiesildsusstaduamaimunnineainaudslavesiiuey
vilvuusgiulalum sy wienumssdidniinlineduasie nsldwutuaalee wagaundy Tveassa
dufiodumemuiuiifimsnnluanuasmuasidestuiiflituuasiu warlulona 25 Jvesnduuisnitedil muesnuen

NNAUTININS I BUEABN WINIIlABNASY”

Already 25 years, time is flying! No doubt that my years in Thailand with the TAP team was the best experience
for myself but also for my family. Looking back when | was a General Manager for Thai Asia Pacific Brewery -
fortunately, myself and the team had a luxury challenge: how to keep our winning spirit when the company was
doing fantastic and winning every day.

My initial impression of the Thai working culture was dedication, passion and respect. We were proud to build
a great team culture. During my stay, there were so many memorable moments from outstanding team building
activities, temple and market visits, winning the quality award, and so on, but my personel memorable moment
will always be my first meeting with Khun Chai and Khun Vanich where something special happened - respect and
trust.

On the occasion of TAP’s 25" anniversary what | want to say to everyone at TAP is “We have won, we can win again.”

MR. ROLAND PIRMEZ

General Manager for TAP Group during the Prime Time
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The CHANGING

FACE of the
INDUSTRY
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In 2010 and beyond new players began to enter the market and the competition amongst Thai premium beer
producers started to heat up, this new era also heralded a change in consumer behavior. To maintain its place on top
of the leader board, TAP Group adapted its strategies to match these new challenges. However, the implementation
of the Alcohol Beverage Control Act 2008 disrupted the work of the marketing team, requiring them to be agile and
develop new strategies to deal with both the new regulations and the changing consumer landscape. During this
period, the TAP marketing team needed to reduce above-the-line media and activities and use more below-the-line
strategies, such as holding a variety of small and niche art and music events around the country and creating unique
experiences to impress target groups.
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TRENDSETTER
N MUSIC
MARKETING

Junusauas EDM rnons:ianoutsliundguausuliki

Tuganuiyeil Heineken® énsliigausvasaunu Global Brand wuanfUUszAUMIAIMENUALATIN
Music Marketing agheseifieslunuuiiunnsmauutlimsleulas melduufn “Live Your Music” shemsatiuayunu
wananunsimdadunszuglulan Tnslameaususzian EDM fimdsldsuanudenlunguausulmidusgisnn
a$9UsngnsaiTiBdunjuesrsigmuniifendt “White Phenomenon” a$1sansfudusumdmsugusinadu
og19unn dnunisidaiandausnves Sensation Thailand Presented by Heineken® nonginmndugin
masuUszaumsainuausiseiuanayes Heineken® fivuadiouazliluusudlnuyinandeu auuuiaua3 EDM
#suamaulaanvanvansuusuduazgniianyh Music Marketing ausitiusn

shemnudugin Heineken® Fea¥raRanssunisaanmsiumAnianuss EDM Sananenfiegnareroailents
flaga$rs Brand image uagmongnsuivesiuilnaiiveuianauniuilel lidesdu Heineken® GREENROOM,
Heineken® Presents SPACEJAM onléindudnvilsnmanasassdvanusiii Heineken® I¥asrsdelugasmet

Heineken®’s music marketing went from strength to strength, following up with the global campaign “Live Your
Music” which created premium music experiences for consumers. Heineken® teamed up with big players in the
music industry to tune in with current music trends, especially electronic dance music (EDM) and launched the EDM
music campaign “Sensation Thailand Presented by Heineken®” and “White Phenomenon Party” offering inspiring and
exceptional music experiences that became the talk of the town. To strengthen the brand image as a music marketing
leader, the brand also supported other EDM music festivals including Heineken® GREENROOM and Heineken® Presents
SPACEJAM.
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MARKETING
EXPERIENCES

gAUnJ Experiential Marketing sutium
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1uqﬂ§ Heineken® 1aAN1UN1YIA1SAANALUY Experiential Marketing
TngarnuannvansAanssumanmsaaaiifidudsunmssilazueulsyaunisel
Wifuduslan Wuslaaldfdiusunazlduszaunisalresniadundu
drunilvosuusudainfanssunisnainiiviitu Tneldnaiuiniesiionn
nsnaagalmifiendemeluladuazaudnaiisassdidiun iednsuuuy
nMsnaaRUUANTaeian $nwianudufiiduniseanifannundit
iusnuAnlmigdenn ufsaiisuszaunsaiidanduaiudesnisves
Fuslan wavademmuduiusiinssrinauusustuguslag waradsuszaunsal
fuusgilalituguslnalutimemsrended

Heineken® knew the potential for experiences to create relevant marketing.
It invested more in experiential activities to bring its tagline to life and to get
consumers engaging on a physical level with its brand message. The brand

offered exciting activities and campaigns across several platforms which amazed
fans and proved to be a successful brand marketing initiative.
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Shape

aﬂwjﬁl,mmﬂiyﬁmuumﬁﬂ Experiential Marketing 989 Heineken®
ausiolodeluiu Global Campaign Tnglddeuauayin “Shape Your City”
ielayuuonieafy “wlos” waratvayuliaulnglagianzauiulmiin
penuANNTeUMSITInRUULAY o Tiaulvgladumussiumalaludioswemules
Tﬁﬁwaaﬂi@ﬁu Tagldwesms Digital Marketing Walenalvuvslowdieayn o Aoy
Preufdymiidodvg 9 wu ngaunwe e wasdednl wfauledinsedes
adauaufusunsslmindusnludledlneligfienuiuadie wdsauimssgedu
niinfleBetu Wunsfleviufining Ju “CITY EDITION” #ifide 10 Wedlugjvedlan
Fsludszmalveuszneuluse 5 Wemdn loud ngamwe Wedlml sinen gifn
wazunsTvdL dulusnaussmadseneulume 5 e loun suawmesaun goeng
weEn 15y wazdnild fuliunsinsmaafinnundiausasfsligdenumies
ahaUszaunsaifiiuiuanudonisvesuilnadnie

Heineken® launched a new global campaign “Shape Your City” in 2016 and
when the campaign was unveiled in Thailand, Heineken® used the digital platform
to connect and invite the young generation to contribute their ideas for how to
refresh and bring changes to some major cities such as Bangkok, Pattaya and
Chiang Mai. The launch included new packaging, the first sleek can in the Thai beer
market which was modernized and more environmentally friendly. Heineken®

also produced 10 limited-edition city cans featuring Bangkok, Chiang Mai, Pattaya,
Korat and Phuket in Thailand as well as the major international cities Amsterdam,

Hong Kong, Madrid, Rome, and Sydney.

Heineken
open your world

SHAPE YOUR CITY



Behind the Star Experience

TugavimeiinguaugaluinsemeiFossniadiaussduaialalinanian
Heineken® 1611 Content Marketing wanufu Experiential Marketing tigus
AMUBFATITLMIlaNUBINIsUNLTES Heineken® nelduauiley Behind the Star
Experience lnganenanoenuiluguiuu Multisensorial Exhibition sheimalulad
QULmaiLLaﬂﬂwaqﬁﬁJﬁlﬂﬁﬁLLﬁﬂSLULE]lfUEJLLa“Ui”LV]ﬂI‘WU LW@I‘Vi‘Iﬂﬂﬂu1®L§EJu5WUﬂ’]LU®
SUENLLUiu@i”ﬂUIﬁﬂﬂqﬁlmaﬁUaﬂwﬂj “ANLLAe” "?NLﬂiﬁUlﬂﬂUﬁanﬂUmLLWﬁﬂmﬂ']W
Wﬂﬂiu‘Ufl‘Hﬂ'ﬁNamLLauﬂ'Mlla‘ULW]Qﬂ'ﬁﬁi'Nﬁiiﬂiﬁ‘lﬂm"U@ﬂL‘U‘Eﬁﬂm‘ﬂquuﬂ‘UIaﬂ‘Vl
‘V]ﬂﬂu”lju"ljaU i'lllﬂﬂﬂ'lqll?ﬂLi"ﬂIUﬂqiﬂqﬁﬂLLUiu@Lﬂﬁaﬁﬂll‘lfuuqﬂ/lNﬂu‘lﬂ'ﬂaﬂi‘lﬁﬂ']ﬁ
EJEJ@JiULLau'J'N"\]']WuWIu 192 Useine IWJE‘ULL‘U‘ULLauLuaWWJENLLmJLiJﬁU‘LJENmmVL‘LJ
Iﬁiﬂumumsﬁgmwﬂmama Heineken® Presents Behind the Star Experience
a augudnsidunsaian lulidesiu 8ndae

Building on its drive for game changing marketing concepts, a new integrated
global marketing campaign was conceived in Amsterdam and then unveiled at
the “Behind the Star Experience” Multisensory Exhibition in Bangkok in 2017.

Visitors could learn about the history of this most iconic beer brand and the amazing
world of brewing whilst enjoying a spectacular multimedia presentation.
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2017

dleuultiugsiia Delivery mdndunszuavesnugainusudiuiegg
Heineken® Liunthenszaulszaunisallutiaunaniavesnisinfuaaedieingy
Feguuuumsliusnislusidngn “Star Delivery Service” U3nsddaufininaunsi
Heineken® L8 faniidmsamionemsaaniidonainiusiinsegns Greyhound
uazgUnsainnuasUSHama Tunisasnnuguuazeuaynassisfifunsdaunga
wuvdudmdenfauiieutuuie 9 waghijune Bondndulusudiaiesdiy

aa v

Winsnludsznelngfidneuwifauazuinisineulandiidingaddviaun

o

BIYINNITHANA LAZATINITINIMUTUARIUY SZAUNISAUIUTATUNUIEIUGD Un3R
nladlinsesnluassananianiuaaiuiisneg Tusuwuuiiuimesiiun

In 2017 the delivery space saw rapid change, with the delivery service business
thriving TAP Group was the first to respond to this trend by creating fresh experiences
for clients. The “Star Delivery Service” project was held in 2017 in collaboration
with the leading fashion powerhouse, Greyhound, offering a new festive experience
for party lovers during the holiday season. By delivering a curated menu, draught
beer and creative party accessories to your doorstep, you can have hassle-free
parties at home.



Heineken® Star Hive

Snuilauaugnisaanalugavine fiaisassduszaunisalgaiitauilsiing
Futannnantanusslaandeu neulandnguinfuasuisianninidenis
UanvUaeswdslumanianuaunifuainsiudlianniss lag Heineken®
JatvayuUNANIaAUAT S20 Songkran Music Festival 2018 wiou
as1auszaunsaifivnansimeulandarundiflouwuuiialed anelduaudey
“Heineken® Star Hive @520” 81l fiwnsedundiflon deruneanudsain
fiwdlosydu Uszaumsainisiy sudvauseanudsbulunisiuinteusedany
#e Can Recycle Sonindu Experiential Marketing fiuansnauuufinialidadu
\Wuihenduaguslan

In 2018, Heineken® further emphasized its leadership in global music festivals
under the “Heineken® Star Hive” campaign and took partygoers to an exciting
“S20 Songkran Music Festival 2018.” Offering exclusive music experiences for

millennials such as premium facilities, a phenomenal drinking experience, and
prioritizing sustainability and social responsibility with its can recycle booth.

A STAR MIVET. B

.
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The INITIATIVE of
EXPERIENTIAL
MARKETING

Heineken® Presents Star Venture

Snuilshanssunisnaiatuiitaulugaiinisvesusemalng fiiqgasanunslunisin Global Campaign
99 Heineken® fifasnsyjainiausi3o9mveauusus wazUseIfenansves HEINEKEN Aiflinennuiunin 145 9
umjauelsipuilaniud weairsmnudesiuluauamveadesifusy FReansdusnouiu Tasfiunsnataves
nguusEMiitedl Isihuniauesituuangiifidedn “Heineken® Presents Star Venture” lngaanuuudliug
SULUU Immersive Theatre afausnlutssmelng onsudszaunissimsifumetunianaigefinfunisiany
wuuANTRmien Multimedia uwaw & (@esitviliguslaalddudilufiuFessniaudisaves Heineken® waus
gausnaufedlagiu TneFendndumehianssunmsnarsiinensanuduiiirvedlefsuazuinnssuainuusus
Jeindldengnisandnvesiuslaaliegangaain

Continuing the trend of adapting Heineken®’s global approach to local marketing, “Heineken® Presents
Star Venture,” was an immersive theatrical performance that allowed visitors to dive into unique stories behind
Heineken®’s timeless success and countless milestones from the iconic year of 1873. It was the first show in Thailand,
held at the Grand Postal Office in Bangrak, where visitors could watch and participate in a spectacular 360-degree
production with realistic scenarios that showcased a new yet distinct superior brand experience.
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iJalansusus:aumsailkulUau Heinekene®

“frpaudu Global Brand nihilsAedesdenuauilafimvinzauiiazitiauenin Heineken® iy wusudsysulan
wazisdesinlviaenadestunguidnangvemiidonuusud sldEesnmsdsinudsraunisaliiunnss Wiuada Open Your
World weneuazilingasesdaUszaumsnilval 4 1ne Heineken® Wudenatsiiazwluidelanlvl thy

BNAI0E197INTIU Heineken® Behind the Star Experience 1w ustnanesnudy Heineken® finsueiilan
wushFesaunin Susienuenidssssliisadsingfunguidmnsfinoutuduamesdu ¢ fuilangaddve
nniFessndesvenianiulssaunisallv isiasiaBesiudunesudniin dadudvssanisudidu Multisensory
Exhibition UanFessingfuddny 1w A-Yeast w‘%aﬂizi’ammLLUiuﬁﬁé’ﬂLﬂumaﬂmwgalal.uﬁumumL‘LAEJLﬁ%"ﬁAGiN 9 %30
157 Heineken® ansnsadluluusemesng 4 16

#oLT190 Heineken® Presents Star Venture Uani3ess1aues Heineken® (unuudumesudniin Snnuiluswdld
nanan 1EBeuuis 9 azasiindvuannsatiluivssaunisalsluussfRmansues HEINEKEN auanunsaduf
mudslng/ves HEINEKEN ’uussamdudans 5 dodudnsedunilaas fsiauedslnl 9 gruslam uenNiies
nsmeviuludesidvtananed mafiauadoiidndmansusildiudomnaniva siuilefuinsdensi Heineken®
Star Delivery Tughamaniatduaass Snuuwinniduiiunfiszindesisa uiisdnin fudunguaudiulnafiesnly
\AvasourAnanuAanLkuUNYTasRdei witdusiiududeaudesmsiesdnuszaunsalln Tnsannsn
dudosanlianosiuiiiow q Teuurianti viefloeniiafly wisuflofunsdonsifumsmueifuneunliui
Fo30Wn3 ¥ Festive Set ommiuaniatosiudwmsistiuguilon dwuwoundindu meutiunsinidDeslennaies
elaiflassi iniszaunisallml 9 WK wiasanadesaniedds siwesiuiiieuls 1Wunsufuusud Heineken®
fiannsnndneduszaunisallvd q lunshiuAvludiaasunaniald

sdounnuesndapiuAdvaunanledy uaynueanIsiniuiy Heineken® AeuAslnynsnainves Heineken®
fvansunanvledu inilaihAnunanledy avesaunanrlosu fulaiwunasiosy edsiadnsiduauthmanianuss
EDM wnndleslneauusn 4 wdunanianun3 Sensation wWhududusnlunsdialandiminisilanaslugduuulg
Jusnavsuwesinania S20 dudihiFesdninnaen sgaliousn 4 mstmanasusiudadiunyii sy
At wesUgiavssliauaroisual SEnaynnogna exlsiilieefunieu wmenetuh Swmeuinsldasnsavingldin
fuilaa wiedeazmeuiumnualvy azdilaviewan uddeisndifiegieslsiiuvanin widsasnnduinuuas
§lu Positioning Munisveausudlild Aansildsunismousuanduslnaauesn”
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Ms. Pattapanee Ekahitanond disclosed the marketing strategy during this fast-changing time for the industry and
society. In the last decade global marketing also changed its direction to offer new and unprecedented experiences
to consumers which we implemented to the local market and unveiled some enticing activities including:

Heineken® Behind the Star Experience, a Multisensory Exhibition where visitors could learn about the history
of Heineken® and the brand’s commitment to quality.

Heineken® Presents Star Venture, an immersive theatrical performance highlighting the history of HEINEKEN and
its successes. Visitors were treated to a spectacular world-class production with interactive and engaging scenarios.

Star Delivery 2017, an online order-service incorporated with Greyhound, was created to cater to the urban
lifestyle and surf the trend of digital delivery services.

Heineken® has launched many marketing activities and campaigns on various platforms from music, sports to
festive celebrations, all campaigns were also connected to digital platforms. Some of these initiatives might not
be able to predict the outcome or guarantee success, but Heineken® looks beyond that and see these ideas as

the best way to reflect the brand’s identity and positioning as a creative leader in the market.

MS. PATTAPANEE EKAHITANOND

Ex-Marketing Manager - Premium Brand



11
o:lsAluingdnfou IsTweneuri I3luS3waaousuvzduogvls
iJoisinano:dniudAa uunusuAWIduddauia: Positioning
voviusud RaaisAlasunsaousunaoNWUsSInAlEUoIN
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TAKING
BEER PARK
{0 NEXT LEVEL

Heineken® Star Celebration

TuthsUaned 2019 wusust Heineken® léifinsunisdeansnismannlutiamaniaurianisiaduaass (Festive
season) e lidndsduslaanguithunefiunntu Snisdadunisnendiuummns Experiential Marketing #ilsimitorlas
fuufifanudesuvuidliduiuidassdanan melduuan “Wmididenuouyuuesivil 97 (Wondering what to
buy? Some gifts are always right) sen151Uas2 Heineken® Star Celebration Experiential Flagship Store gy
Pop-Up Store Tudn 12 dmin nszaevhusemaiionazairsussaunisaliilimiioulasdmiunmamanipiives
nsdassAlutiananiauisnisiaduaass wieaninenlewiu Merchandise anfiAufidnsananngaduaneiiu
Tramnuusudlanudulddeunuulifeslulnaiesemausesuaus uasfasiunsueuuszaunisaiidungy
augulvaise Tewuaeanivundu Limited Edition Asmaniulneflewesulmi Heineken® X Q Design and
Play nmelfineuidus “Star Celebration” iedemsiunguiinanedsmuduuusud Heineken® Aifimmiiile
FFmvesausulniifouantoaniinnuiiusinuanussaunsalfiuusudueuli

At the end of 2019, Heineken® rolled out another experimental marketing activity for the holiday season aiming to
reach more consumers. Under the concept “Wondering what to buy? Some gifts are always right” they launched the
Heineken® Star Celebration Experiential Flagship and Pop-Up Stores in 12 provinces nationwide which revolutionized
the common beer garden into a fun-filled celebratory space. The stores offered exclusive Heineken® merchandise
items from Amsterdam to Thai fans and the brand also released a special collaboration collection of “Heineken® X
Q Design and Play” fashion items designed by Thai designers. This partnership helped Heineken® connect with their
target group - the younger generation which were more self-expressive in their lifestyle.
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CHALLENGING
CONVENTIONAL WISDOM
by UNLEASHING

the TIGER WITHIN

KUNIUUNa:3NNSoUIaU AUITgSsas1a kL

8nuile Regional Brand Tugavinmesasll 2009 nauusemiltedilainga Tiger Light ieanunaulandlaalagd

yosnguauiulvil 3e ngu Youngster ivaunnuaunvmsLaziiuiiduianssu Outdoor SavRAiuIanTueeniuY
snifielifudeituadauaynldnndinam lnsemenanansiuluindeanmsimsiies uasnuadedodll
mszna Tiger Tul 2018 finshosnuelatiniufiveudesualdiu Tiger Radler Lemon 1Desannesnauaveu
Tungundnsasiusaaes (Radler) Widudnuilmadendmiutingy feueanesedifios 2% wanuumLanTuves
nautauouIWiAlH Tiger Radler Lemon naneunifuidessamiluifignlatnfumansaulugasiy

In 2009, Tiger Crystal Light was launched in Thailand. The beer had a reduced alcohol content and was aimed
at younger people who were passionate about outdoor activities and wanted an easy-drinking beer that could keep
them refreshed at any time day and could be consumed whilst doing any activity. In 2018, Tiger offered a new variant
to the market, Tiger Radler Lemon, a product innovation that mixed Tiger Beer with natural lemon juice, offering
double refreshment for all occasions.
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JaaUasy “A21unar”

U 2015 wusud Tiger 910 25 Useineaieileid1siunauis) UNCAGE
Tiger @4 Tiger TuUszwndlnadanaugnisnainiidslngdefanssuemis
aeléfde “UNCAGE FOOD wirnasavifiuennseu” lumAnmae wnsanainsassa
AlaiuilddnfuldJanUaesnuiesannamssasimiy 9 nd1auasses
wazinSesfuulanivifivnduldennunning axvieuendnualluuuiAnvesuusud
floenazthiaueFosmenisuanudesnnund uagaruuennseululuud o

siidumsudlauladuilnauaznguiimmneveuususdemaiussam Food
Truck flenvuiuiniinnuetsduds dalenmaiuusus Tieer AldTUn Uncage
Pop Up Bar unsguuuvalndves Tiger fieonwuuinegrswdantndlesual
wazaudAnlunisiuiidaszied ldfinseudsdy shlidnauisrounansdeiu
Tvaussmnguiusinaves Tiger 9siududanFlusiveansudesiuu UNCAGE

In 2015, 25 countries in Asia joined the “Tiger Uncaged” campaign and
Thailand’s marketing team initiated “Tiger Uncaged Food,” a creative food festival
where guests found a wide choice of unconventional food and beverages that were
not easy to find elsewhere. Many food trucks joined this event and Tiger opened
Uncage Pop Up Bar to offer unique and unconventional beer drinking experiences.




doansanuucaututuuadu Tiger

Snuilurdesiievesnsnainluusus Tiger fonmminauaifomuwimiufnsg
wudessulatiuazeenlatiievenidazviouimuresusus lusingutmane
04 Tiger HuamuiulmifidauAnituveswines Inglull 2016 Tiger lésmdn
fnssenmsaurinnddenuludodn “Tiger.. BLOOD SWEAT & BEERS” duidu
Inssensiifauasieudsasins Sesoaninites nyuuesnisheinuddy
widn 9 284 7 Aaludeds

Snvidludeludoaiifovoauusus Tiger SsinauaiomiliAeatudaTiuulvsl
VaNANNANINTIABY 6 Manuieiuusstunnalilunisadassdnanuve
siedlufavzrannvaieguuuy anelesuves Content Marketing % UNCAGE
Monthly Artist wenaniudsiisnnannnansuauilgesulafinuunludnds
9l N Tiger Light Alduhuunfndidn “urndreenlufldwmilowdn” unld
dnfanssy TnswumaiinaisnIwuifay Outdoor Culture fENISENBAIN
W Street Photography lilduusesfu q fuvaniv wazafranszuadae
wewuiin #urndeenluflimiowdy minssuiidaduien

Content Marketing JUuuuindrauniineulandnginssunislideledeatife
vosrugulvsiidunguidanendnueuusud Tiger Svduagviourdlon was
annsafousauvesauiy Tiger Tilnunalumaiiadsasseldnaau

Tiger Beer used unconventional marketing content both online and offline to
connect and attract target consumers who were independent and saw themselves
as beyond the curve. The brand initiated some remarkable offline events like a
2016-art exhibition called “Tiger... BLOOD SWEAT & BEERS” which showcased the
work of 7 artists to highlight how Thai people valued alcoholic drinks. Followed
by several online campaigns like “UNCAGE Monthly Artist” which featured
6 photographers explaining what inspired their works, a street photography
campaign to encourage people to enjoy outdoor culture and more.
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LUININIsaa1an (aaJd) wanad

Tiger fududnuusuaiaduayuianssununsuasaowdsnsng 4 agsiaiies
Tualnaniendnualvad LWUSUREBALNSN LAEIUIBUSYNTNIANINTTUAURS

'
=

Faduayurnamasduiedns “ddla” denuysiuiideanislidaduuen
nszuaituludean Tngldsmfudamanianuaiafisuuuuuandng end Tiger
Presents “flsla Lab” AU 3 “unewdsnseios leWauszaunisainisils
wasluuuamasivanvats ueuanuaynaneussliGeusviouremnaans

£ v
a a a o

Weeans uazdudany 3 wwamaduiannquiatudunianami

waglud 2017 AufanssuAURS Tiger Beer Presents “ifindm 5 AauLdsH
Tavilsla” fu 5 Aallu 5 sa9 A Fudaurag Armchair Néuﬁ%é’fﬁumﬂﬁ]
yosnmamadlng udavhesenismeusulmiluduiaiuuiein “y wadavs
Mis Gsdeifunouddaifianumainvaisveauanus’ ulanlmilaulangy
Auilsrn Tiger Bonldimnianssumienundf Tiger feusaudu dumdudri
“usetfunale” wldlunisdeansliidnislonguidvuneausulmifisosnis
usstumalalumaneneusjsfuiumuauiiu Usenoufuuuvesauniuuudui
fdenlunsirdanssumensamaiuiiendnvallimievlas shlfiAnaam
upnAnefiTinsasousiauva LS Tiger Faauiusieduiy

Tiger is another brand that supported and sponsored music events and
concerts, in particular independent music and bands who performed outside the
mainstream. The brand cooperated with a concert promoter called Fungjai to hold
various indie music festivals such as Tiger Presents “Fungjai Lab” with 3 concerts
held consecutively, Tiger Beer Presents “Hed Sot 5 concerts by Fungjai” from 5

artists 5 styles, and “Indie Inspiration 2016” which showcased indie music artists
from around the world.




MafAaduuanns:=ud

PNPNUFRTBILUTUS Tiger TiasviouruuIRnvesn1sdoansnmsaanaiide
Taawiulushnu wazidlowwafn Risk Today vae “wswiuiitudaduiien” intu
msmemenuazinngnlilunmsiauAsnssumsnanaiieassmuansna T 2016
fanssu Tiger JAMS ﬂ%’aLLsﬂ?NLﬁm‘ﬁmﬁaanﬂiaugmwu Music Marketing WuuLAy
PINIUTENMINNAUASAUNN Undiscovered Artist Aaludonlmiunnaanuasnge
Wieunuuandiuasdiideides o1 Polycat, Jelly Rocket waz Somkiat

dledunuradentvil Undiscovered Artists wéafinisdnaewdsndng ndefiu
wanensalude Tiger JAMS Showcase sitelaslvallduansliio udrauienauey
mensianssuiulunilvg Tiger JAMS Centerstage Tinnaslaunsiuwanuuai
ey shdslduay 3 Aatluany Visual Art doswasiiedlng Note Dudesweet,
Eyedropper Fill waz Tuna Dunn snsauviilvrewdsnasiininuniuazials
wamagseiu luuuamees Art & Music Marketing titeidumsasisanuunnsig
38359 Music Marketing 7ilslmilouuvsuslmuauinfatunilnsiuundus
Pnlsdndil

wiedl Ul 2017 Tiger Jams 2 Sednogradaiiauay Ticer Jams 3 lull 2019
firemsnuesusingmaeu Music Streaming 8819 JOOX Thailand 111
wsuvindulonulauszaunisal UNCAGE ﬂ%gaéwﬁzyﬁ’uumﬁmﬁ%ﬂszma Music
Marketing TUshuszna Tnesate Tiger Jams afadt 3 i Tiger Jams3 X JOOX
meow “dofiu”

Tiger JAMS is a global music campaign initiative by Tiger Beer which seeks out
Undiscovered Artists to ‘jam’ with Key Opinion Leaders (KOLs) and Visual Artists
and perform with the international act on their Center Stage. The first Tiger JAMS
was initiated in 2016, and it was very successful that they created Tiger Jams 2 in
2017 and Tiger Jams 3 X JOOX in 2019.
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CHEERS - Never
STOP LOOKING
BEYOND

Seasonal Beers Ns:(JuQanQ

gauInuIsfiLusudlngvesnguuisniiefiegns CHEERS Idumnlateonuusudegoseagna CHEERS
Selection Litea$13AuuANA1 AovausIngAnssuvesuilnaidesnisnindenini q wignaiangy
Upper Mainstream lagldfaanuasneassasiuuianssuvesdudils Innovative Product 1fusduindou
abueuiudusazuanlmilsitunan fnsAnfunamamaihingiunsandideuvesiosiululssmalne wiady
19U Lager Beer uwuuiu 1 Tflsamavanuansiiunauladetu Inefinsfinwmainssumesuslnagulmififesnis
auudanivil sauidldRamunszuadeifinnaelusazuenuseme nssua Craft Beers fifdanuse way
Fruit Beers fildsuauionluuszinailoglsy Srudunsstunalaliuusud CHEERS af1sassdsawd Limited
Edition ﬁLTJmé‘mnamuqﬂmmmﬁy’u 9 Wit 817 CHEERS Selection Riceberry ( Tud 2016), CHEERS Selection
Shogun Orange (Iud 2017) wag CHEERS Selection Northern Strawberry (Iud 2018) Sonleindusnnis
wusudinsuazanugilaveanguuigvied indaidesauamuitisaieddulinaindeddiusiluga
vosnuTmeanguslaaiisaeg

CHEERS SELECTION: This CHEERS’ sub-brand was created to offer more choices for Upper Mainstream consumers
who look for something fresh and different. CHEERS Selection adds some excitement to the local market by introducing
a variety of choice of innovative products, all made from a special selection of the finest ingredients. CHEERS created
a limited edition run of seasonal beers, only making them available within a limited timeframe and using the finest
local ingredients like fruits from around Thailand to produce the fruit beers series such as CHEERS Selection Riceberry
(2016), CHEERS Selection Shogun Orange (2017) and CHEERS Selection Northern Strawberry (2018).
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JuBgges @s1duwusniw
StIIUUsSUanuUUNOUU

TugevmefifimalulaBuasludeaiifodunddvina Usgneuiunindnuol
YosUuTUA CHEERS Mifunusudaulnefifeansliidnfiaine azviouyadnvasngu
Whmnedueuauns 9 aynaun uaslionsunidualadaulne CHEERS Feldashs
Funuvssuusudiftelunsneefunduitvene asenduaoninffuandey

= a

599517 ursfeyatniansin q lneldoanuuumusawmes “Boles” NupdnuuUn
MeauainguuznEesIayn 9 Inasanuditgatunsaudesuuuiladg
% 4 ] ) = 8 A @ | &
wiouneiauaynauuuiuesuudeladuaifevesiatetatne Facebook L
nagnsn1seaanltiiveasis Content Marketing H1ude Digital Media Tunisasa

analnddniuguslaagalninig

The CHEERS brand image is a local brand that is friendly, approachable, easy
going and has a good sense of humor just like Thai drinkers, so CHEERS created a
brand mascot called “Hia CHEERS (Brother CHEERS).” Hia CHEERS personality is like
a boisterous and funny big brother who likes to recommend and share good stories
and knowledge about beer, he has his own Facebook fanpage to communicate
with CHEERS fans. Another example of using good content marketing to connect
with consumers in the digital generation.




Jsulau Usunagnstias
08UYDILUSUQ

CHEERS Selection tUa@2 CHEERS Selection RiceberryiugULLUU‘Uaﬂ Limited

Edition &algsuusstuanalananmsvindesmuuuglsy sunssuiunisudndes
a Y] . Yo  a v s e & v v o Y a
WINIFIURALITU Heineken® Tingaudnilsdiuess Faldnanauiuainguilan
2 A ° ° ey o A o

awnsailuiiandn wagvihmanalanluszauiuilseyivla

qudal 2019 CHEERS Rslawdsusiunimnanisnainvesdusl Junay
Upper Mainstream mmﬁmﬁﬂumjm Mainstream Iﬂﬂiﬁﬂaqwﬁ‘mi Redesign
Packaging 88nWUUUTITauaibnidli CHEERS Selection Riceberry Usulaulvaidl
Anudulneiunndnvallmivesdum wnseudendn Storytelling vesrulneg
Tngldlaihweraeundudydnvel iosanladmeraeduuniugiiuinilsdiues
& aa o ~ ' v 9 va a o B v a o ¢
S8uemns uiiveiauan Deslai lnednlilinsUamesnundouiundnsie
Tumioeing CHEERS Selection Siam Weizen Iniusalndlneuuuisossiuiuaunanu
nduaeuuulng dndunsumilveiianiurauiunduinuisuinude gawanual
Jesdaywnlnenndidlondu menseenwuudydnvaluuussgiueing 2 sliadlli
doansaudulveesnunlinguiuslnaviuegadnay

CHEERS Selection introduced a limited edition run called “CHEERS Selection
Riceberry.” Brewing under the same standards of Heineken® and using the finest
local ingredients, the result is an intense, European style beer with a finely balanced
smooth taste for the Thai beer lover. This became another success of the CHEERS

Selection.

In 2019, CHEERS redesigned the packaging for CHEERS Selection Riceberry
following the new marketing plan. The fresh design added more Thai elements
and storytelling to the overall image. At the same time they also introduced a
new product called “CHEERS Selection Siam Weizen” brewed in the style of
German wheat beer with Thai lime aroma. Both beer packages are created in the
contemporary Thai style to emphasize the Thainess.
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AN:(nyuanatonu

Tt 2019 CHEERS ihiunthuauey Music Marketing fiunisldnagmauuulv
dnfwanasinadnin semasaladgnijaiiennzidrfngudimnesilngay
Fdaviuiosing o winddanguileuuuinasiaynauu mudladausnines
voauusud Ingldtinsdnhinanimemasiiiterdeuususidnlunanegegns inas
“a¥flonmiBesa” Jodlay nded Aiquwa tnFosgnijsanndessainde Grammy
Gold Tnewialiinisdeansnisnismatagnenisld music wieufuussuiin #uigla
wnidesa #desa widiAnnsandlunfeutuideanasgnijsimeaynaui
fiffeafioin oadsmsiuiuusudifesagussmmiluini /iuwasgnyjed
aulnendouazdurouaguds Snsdudunanondiiumisvosmaudiagng
Faruin CHEERS iudosaulneionlne

CHEERS started their music marketing campaign in 2019 to approach consumers
outside Bangkok. Using Look-thung or Thai country music to connect with the
target drinkers who loved upbeat music. The brand also worked with Ying-Lee Sri
Joomphol, a famous Look-thung singer, to create a song and music video called
“Kwan Jai Maha CHEERS” with a few hashtags to boost awareness about the brand
to a wider group of consumers.




QaoJNu

angatul 2020 fumud59ves CHEERS Selection Siam Weizen Tunns
AsTamssgesszaulan (Gold Quality Award 2020) aannsAatdentu
nauKansuenIesRNAuINUsTIandes U1u wavtAsesnutdnauaniilan
ATIN 59 InVUlavan1du Monde Selection M MUUTEUAMAINEUANI
A o o & a
yodaslassslumlanvesUssmelualde

519¥ansaBelng URgauliiiudn CHEERS Selection Siam Weizen 18wiles
ndudnnssulunisudnsiiganufnasieassalun1siddununisinuessuees
Uszinannaunaulunisudsdesaliunsgivaina tngldingRuamunimgsy
HIunszuIuNSHARTIRATY wazllussyinsinlannu audesayfduiivensu
Tusgiulan duilumsmendrnmanualvesuusud wanludnuilsnnuniagile
vosrulnglunisudauaznmdndusiiioaulneiilnagsedulan

CHEERS has received numerous international awards that acknowledge their
status as a world-class quality beer. The latest award they received is the Gold
Quality Award 2020 for CHEERS Selection Siam Weizen by the Jury of the 59th
World Selection of Beers, Waters and Soft Drinks, certified by Monde Selection.
This award displayed that CHEERS Selection Siam Weizen is an innovative beer,
with meticulous selection of quality raw materials, excellent production process,

outstanding packaging, and a taste that is enjoyed around the globe. Another

testament to Thai pride in producing quality beer to international standards. 141
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Jsinnnmisald

Tud 2019 Audnusingmsaliilssuidesneuiunaznisyadsluranineiy
n5ilnd Heineken® 0.0 LA3eshuueadlifiueanssed Miingnainyszimelne
ognadiunants Snssuameusuilunaneyuuosfiunnsaiy LULDIEIUNINNAD
uazgousyU Heineken® 0.0 Tduirlasfuiinovaussienginssuguilnagalysl
Jiideansanegelimnuiuinvey wu Aululenaidestusn aufiennduus
Lisenlssusinaanusanesed wazdumnzdmiuivsleguamiidesin
Tunshiaiesiuueanesed Snvduuniesduiinovausuuilifunisfuls
YouAdoshu 0% woanosodiinidweisdufingsdu Wumadennevland
Tisunquindufidesnisislulenafivainvaisluiddinuindu Fonldn
Heineken® 0.0 Luuinnssuedosiuiinig Heineken® mamaaﬂmﬁmmmﬁa

Fumsudnshinuuunasngwenis seulandlaaladvesduilaalugatagiu

TAP officially introduced Heineken® 0.0 in Thailand in 2019 and it soon became
the talk of the town with mixed feedback. However, most of reviews were positive,
remarking that Heineken® 0.0 gave consumers a new choice and spoke to the
growing cultural trend focused on moderate alcohol consumption. It is suitable
for those who can’t drink alcohol at certain times during the day such as when
they need to drive, or who enjoy the taste of beer, but not necessarily the effects
of alcohol as well as health-conscious beer lovers.
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of BUILDING, LEARNING
and ADAPTING



PASSION

funnfuiiGudunedaisnietiesuusudsedulandwnlanaalulsanalng nuuisnitefisudy
nnnsBouiuasdsauyszaunisaliysiuviliuusudifosdedononanglsdunduiiiinvesaulng uagidily
ogflulavesfuilnadennnmuessarifiunaneuiifdulunnduneunsude

fusumniedesdnwidouinntuneuresmanandeslunnsgiussdulan smdnisadouuamismsisuay
nsmananngUuuuIInuusus Tasdndiuliluviunvesdsemalneiiezdrdamginssuvesduilaawilve
sfsmsinnginanaissinueansseduedlneiifiguissoiiminUssaunisainsesmainuiog9e1uy
1ileNei UM IN1IN1SAAINTEY Heineken® WaguususwasnguuiTnilledl Iasiamnzanaulszauanudisa
weduil

Nun1sassiinassgnunegalynlyy wanynnagnsnisnainadianauLgyma e funnA19E319n159097
unfefuilulangeiinianmginssuvesiuslaaldoiniu ngldanmindonmsgsfiafiudsuulasegiesng:
sufmginssuvesuilaaiasunladunuan misauitndeulmiuuusedisliinengais nguuisviiefioon
unFeuinninenaeana 25 9 weiuiidiiemtanuasduiiusrauanudise Wethuiaufsnussianssuau
mMeeu ahumsusuivesesdnsiiieliidenndesiuiuamisnsigsietisjsairsmarilsegafulnuas Ssdu

Over the course of the last 25 years, TAP Group has had both good and bad experiences, learning lessons from
both. Learning world-class beer production protocols, planning and initiating marketing strategies and activities, as
well as adapting to meet the fast-changing consumer trends and behaviors which have led the company to be the
frontrunner in the premium market today. However, TAP Group has never stopped and always tries to improve itself
by learning from these lessons and achieving best practices for the sustainable growth of the business.
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nquusEnieRlimnuddyiussuunisiouiifivssdnsam fensBouideianainainadsiou q was
ihdounnsestumimudeluntsitauliiivssansamuassanigitedu daduludesnisdearsiviiurey
iiodesfuaruidsanazarvquanuianainiionsasiintu druludiunisvisiaznismaiaiiuaiuded
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To improve the quality of their work, the lesson learned concept is applied across all departments. The knowledge
gained by experience helps us to work more efficiently and be agile to the changing narratives. On the production
line, the focus is on improving communication and teamwork for quality and risk control. Sales and marketing
requires agility and flexibility to adapt to the fast shifting marketing or working with the production team to initiate
new products or projects as well as managing capacity to respond to market trends promptly.
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QUALITY
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“Passion for Quality” is an important mindset for everyone working at TAP. This mentality is passed on from
HEINEKEN in the Netherlands and has become one of TAP’s core values. Before the internet era, all HEINEKEN
staff had to learn and remember all guidelines from working processes, rules and regulations to quality standards
from a ‘Green Book.” TAP’s staff have to learn the same standards and guidelines even now the brewery uses
an automated system in the production, but staff still have to know the systems so they have the ability to
fix problems when they arise.
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DEVELOPMENT
LEARNING
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One outstanding example is when the TAP brewery found a way to reduce oxidation which has been shown to
have detrimental effects on beer. Reducing chances of oxygen exposure can keep the beer quality and taste at its
best for a longer period. The Thai brewery could improve the method of reducing the percentage of oxygen and
other gases in beer to a lower level than the Heineken® standard, this made HEINEKEN decide to set a new global
level of oxygen amount in beer following the good practices from Thailand.

One of HEINEKEN’s strong points is that each brewery does not need to do research or invent anything from
scratch all the time but can instead access and acquire this knowledge from a learning center shared by Heineken®
worldwide which they can apply and utilize.
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Mr. Kawee Meksongreuk shared the concept behind CHEERS’ inventions. Due to the economic situation at the
time, the company had to adjust their management plan. One strategy was to reduce production costs, however,
they still wanted to utilize the brewery’s facilities to the maximum capacity so the idea of having a local brand
was initiated. After carrying out market research, they decided to launched CHEERS Beer. It took 7-8 months for the
brewery team to develop a satisfied formula for CHEERS and the first brew successfully passed the quality test.
Ten years later, CHEERS Selection was launched as a sub-brand and targeted niche markets with a higher price
than CHEERS. The beer’s character was more like craft beer and the brand offered variations of ingredients and
flavors. TAP Group has talented brew masters that can create innovative products to serve the needs of market
trends, following consumer behavior of the young generation that prefers to try something new and different.

This is a part of the success which put our brand ahead of its competitors.

MR. KAWEE MEKSONGRUEK

Supply Chain Director
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MARKETING
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TAP’s marketing team must learn today’s essential marketing skills and never stop acquiring new marketing tools
and tricks to be able to create remarkable customer experiences and deliver great results for the brand. They also
have to capture and regularly update the lessons learned, both success and failures, from the previous projects and
use the extracted knowledge to avoid repeating the same mistakes and improve future marketing projects.
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TAP Group always conducts its business as a good corporate citizen and promotes integrity, transparency, and
good practices in all that they do, including fair business practices, respect for human and labor rights, and strict
compliance with all relevant laws. They are fully aware of their roles and responsibilities to the society and country
and aim to embed sustainability across the entire value chain from the beginning until today.

TAP adheres strictly to local regulations and supports various activities and projects that benefit the public.
Responsibility is at the heart of their alcohol policy and they ensure none of their marketing materials inadvertently
encourage alcohol abuse or misuse especially to underage people. For example, TAP withdrew a Heineken® commercial
that showed in some children’s cinemas, even though this required additional payment, the company chose social
responsibility over profit.
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WORLDWIDE
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The working opportunities at TAP Group and HEINEKEN are limitless. As a global and multi-cultural company,
HEINEKEN embraces diversity and gains value from the differences in knowledge and experience. The company offers
equal and inclusive opportunities for all employees, inspiring them to join the HEINEKEN global workforce in any
market and make the most of their careers.

Employees are TAP’s greatest asset, and TAP tries to empower everyone to be their best. Using positive reinforcement
methods, creating a joyful and meaningful work environment, motivating employees with career opportunities to
thrive as well as inspiring them to take on risks and challenges — all of these will catalyze and encourage employees
to improve and adjust themselves to flourish in the ever-changing business world. This is an organizational culture
that TAP have created and embraced.
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HAPPY YEARS
of WORKING TOGETHER
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Three of the first group of Thai employees who were recruited
to work with TAP 25 years ago had a training opportunity with
HEINEKEN in the Netherlands. Here are their stories working with TAP.
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Mr. Pakorn Samritpol shares his experience working here as ‘25 years of great fun.” He was 1 of 7 employees
who were recruited to undergo training in the Netherlands over a period of 9 months before he returned to work
at the brewery. 12 months prior to operations beginning, the global and Singapore support teams came to help
set up the brewery and systems, with the mission to have the ‘first brewed’ to pass the quality test. After training
the local team to operate the brewery, the support team left with only a few foreign executives staying on to work
here. During his 25 years of working, he never got bored, but felt there were many things he has learned, both
failures and successes. However, failure can be a good teacher to stop you repeating the same mistakes. Also,

other people can improve their work by learning from these experiences.

MR. PAKORN SUMRITPOL

Chief Engineer - 1 of the 7 first-generation trainees in the Netherlands
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Ms. Sirinart Jantawong was previously a Supply Chain Director at Laos’ Heineken® brewery and has recently
moved back to Thailand. From her experience, the most impressive aspect of working with TAP and HEINEKEN was
the fact that there were so many opportunities to learn and thrive. There were many challenges while working
in Laos, but she gained more knowledge, problem-solving skills, and learned to adapt and adjust to working in a
multi-cultural environment. Also, it opened her mind to the culture of diversity, human rights, and gender equality,
everyone should have equal opportunities to make the most of their potential and this viewpoint encouraged her

to challenge and elevate herself to this international standard as well.

MS. SIRINART JANTAWONG

Production Manager - 1 of the 7 first-generation trainees in the Netherlands
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Mr. Paiboon Areepongsa tells his story of working with TAP. What amazed him most was the open-minded work
culture that allowed and encouraged everyone to share their opinions with the joint purpose of finding the best
solutions together, not simply listening or following the orders of the team leaders. Also, working in a medium sized
brewery like Thailand gave him many opportunities to learn and gain new skills and experiences. He could move
around to work in related departments from engineering, production to logistics. For 25 years, he has seen many
new developments and in his opinion being agile and flexible are key factors for efficiently working and staying

ahead of the trend.

MR. PAIBOON AREEPONGSA

Logistics Manager - 1 of the 7 first-generation trainees in the Netherlands
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Sustainability is one TAP’s main focus areas. Operations contribute to “Brew a Better World” in their own unique
way that is aligned with Heineken®’s global sustainability strategy. TAP supports various activities and projects that
benefit the public and lead to sustainable development.
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TAP’s approach to sustainability covers the entire value chain “from Barley to Bar”. The journey begins with
the sourcing of the best natural ingredients, followed by a quality and environmental-friendly brewing process and
continues through to the point at which the consumer has enjoyed their beverage in moderation. TAP carefully
considers their impact and how to improve sustainability every step of the way.
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Our “Brew a Better World” strategy focuses on
the areas where we can make the biggest difference.




PROTECTING
WATER
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Water is the ultimate shared resource. As one of the world’s biggest brewers, TAP Group aims to use water
wisely and reduce water consumption in their breweries. They also focus on wastewater treatment before it is

discharged back to the environment.
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REDUCING CO.
EMISSIONS
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TAP Groups aims to significantly and systematically reduce emissions across their businesses. Their approach
focuses on high impact areas:
» Pre-planning the bottle manufacturing process wisely to minimize wasted energy.
» Utilize methane gas from wastewater treatment process to produce energy.

 Using advanced technology for conveyor control systems to improve brewing productivity
« Improve the wastewater treatment system to be more efficient and energy saving.
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SOURCING
SUSTAINABLY
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Sustainable sourcing is fundamental to TAP’s long-term success. The focus is on securing a long-term, sustainable
supply of raw materials, improving the livelihoods of farmers and local communities, and raising standards throughout
the supply chain. TAP aims to be sourcing at least 50% of their raw materials sustainably and support high quality,
locally available raw materials. In 2016, TAP Group began to use Thai jasmine rice as one of the ingredients in Tiger
and CHEERS beers, they are the first to use Thai Riceberry in CHEERS Selection as well.

Aiesianluuy ,G7 dvL



192

RESPONSIBLE
CONSUMPTION
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Beer is a natural fermented drink that, when enjoyed in moderation, can be part of a balanced lifestyle. TAP
Group commits to responsible consumption and uses the power of the Heineken® brand to promote responsible
drinking. TAP runs Drinking Responsibly campaigns through various activities aiming to reduce harmful drinking and
accidents, as well as preventing underage drinking. They also partner with government agencies and related
organizations to promote the “Don’t Drink and Drive” campaign during holiday season to reduce the numbers of
drunk driving accidents.
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GROWING with
COMMUNITIES
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TAP Groups seeks to make a positive contribution to the communities where they source, live, work and sell their
products - through both the core business; the jobs they create, the local initiatives and CSR activities they support.
TAP also sees the importance of education for young children and opportunity to improve their quality of life, so the
TAP Scholarship was initiated in 2011 offering educational support for students from primary schools to bachelor’s

degrees.
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PROMOTING
HEALTH & SAFETY
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TAP peoples’ safety is everything and securing it requires constant effort. TAP’s goal is simple: zero fatalities and
“Safety First” is the company’s number one priority. All TAP’s operating companies must assess their performance
against the “HEINEKEN 12 Life Saving Rules” and implement action plans to close the gaps. To maintain the highest
standards for safety, health and positive working environment, TAP does not only create and implement principles

and practices, but also initiates and adopts advanced technology and management systems to improve the quality
of health and safety standard for all staff.
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TIGER
TIGER
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In 2018, Tiger Beer partnered with WWF Thailand to raise awareness of the need to protect and double the
population of wild tigers in Thailand. Tiger co-created with designers a limited edition fashion collection to raise
funds for WWF and support local rangers in protecting tigers and stopping wildlife crime. Tiger Beer also introduced
a collection of tiger-print scarves, inspired by three Thai-based tigers, produced exclusively for the Thai market.
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Heineken® Can
RECYCLED for a
BETTER FUTURE

U3ANSSUINOAUEVEU

anudidunazanuiuiaveudednudunagnsi Heineken® lfnudifglunsduiugsin aelduunda
Brew a Better World vionssaniiiesunandiindy fimsazviounrufnaivassAriuuianssy “Star Hive Sound
Recycle” Tusmumananund nelilasinis “Heineken® Can Recycled” dshvnsmludniifintuiinumania
AusS Heineken® Presents Sensation Rise 2018 Amanuaisziulanadsdslnafiisntuluuszmnelne
Heineken® Can Recycled léihuuAndasninuddunaiudnivianssunianiseain lnedennunoudsa
fiflaudnsussdundnniu Welineulddandunlunuaunadsilaglivhaevioasmansenudedundey
nnfeyanuitvimamsziifndulunudulngaziaandidwanuuniigasn 65-70% vy
avaavezdnUszana 30% Fededdsaifiuvezannils 5 dusenulumsiansifuuesdeniaianssy
NAaNTIUing Heineken® 40y nsztonedosiutuiudulngvoses Sonnudesiisly wiafdalsign
Baznmeidunaniigld Heineken® Faldasrsassduauiguiaseylifiyartun nssdesilliudrannsnily
iuszlesdsold (Reuse) wiothdlUlunszuiunisndanszldoseaiiion (Recycle) Winaneunduussysdnailu
Tnenauannsasmdudumilildine q Weninssleavdumdeulugaiunszdeduiiui Recycle figniannsey
Uinamainu ielifuilnalfinszdeuaiesiuamnmgou Tnoynaiiu Heineken® lédainiondmihiidmsu
unszllaamdsnu Wemurunszleaudlilduniian neudsionssloaanimmngnszuaumsiluda
uenanissmendrarudufiuusuduisninngs ngldagioudessnnsiludcoonuiduuians Star
Hive Sound Recycle Faemsynemduainidesaunilunuiusnuardundsnuliih lneaduannszdes
Heineken® 7l4iudn 1hnszdesiliudunZesiofuileliAndssnnmsduaziiiouinnandesauss ududasndy

nasulniiansaliusslenilunsursalnsdnidedeliiumangfiunsinauntuau



> k!
S i
.

CAN

create happiness

Heineken

As a company that is committed to Brew a Better World, we aim to embed sustainability within every Heineken®
strategy and activity. The Heineken® Can Recycled campaign was the first project where we integrated recycling ideas
into our music marketing. An average festival produced a lot of waste that took at least 5 garbage trucks to collect
with more than 60% of waste coming from festival visitors. So, the Heineken® wanted to create more awareness
about shared environmental responsibility among festival visitors, whilst still allowing them to party guilt free. In this
case, using innovative technology was a key to balance and “Star Hive Sound Recycle” was implemented at the
Heineken® Presents Sensation Rise 2018 music festival. It was made from recycled Heineken® cans and used sound
waves within the music festival to produce electricity that was mostly used for mobile charging at the event. Festival
visitors were encouraged to drop their empty Heineken® cans at the Star Hive Sound Recycle booth and could enjoy

this initiative.
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