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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.
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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.

Aiesianluuy ,G7 dvL



12

neulse lsgossou

NITUNIUALLAVIUNTT

T o

unssivRDddenAdAina
WunIonaanaideswsidouvovlingosuls:aunuasy
demswauwaiunisriouaswassalualada:suan
la:UsKIsAUREIT PATUATUILUAIUDDN




A ludov Heineken®

“ugrdudeufierBunonnguuisniied dsaumesinduatodunsimdesdlalfduiifenuasunsvarountn
vuzdudeslunanifidesdnidreior ndmnduifidestradun neursfifesdneifinaeanas (Koster) dadudes
fuoanesedligunniin lnsaufifisusureunasawedidesaie q Aeaufiveuduileififuoanesadreutiein inszasiu
iiudilemanazidmyimaiaifesdmivauiidesnsiudoiiueanssedligunntn dufefiuivesnisiisly
Fnums Heineken® s Partner fuisilunisadlsadestun

939 9 ud § 23 wusudiweseguasiy aulngluateiudloindesiafanfeunaineesuil Mindset adnwal

v =

voadesiwosiiuduuvasindavendes Wesfiafigaivrazananwesuil dyefeseiimansides 1Wesidiusn
TudszimelnefsuTamsssunsudnmainieesuil mszasiuisan Fnswdndelduummensesiudeiody
dusdavendes luafoduilifefdnvansde Jeilssrudesdndvenildunouty neunduudeuwnuaneiraoanes
uaralaunuiimeuiiuruassiiuléde auguiinadiuld Tasrseamesidesyatuinsmannferliindounasya 70
fiifodoaniounas Ssyatunuitongtosey SelildEudnuvhgsiades

nEndutszanad 1987 wiega 90 sunadudalonaliilueyyndalsadefifiviy wmereufadedes
naredlusrsuszimanszislifinnuisesnsuandes gavinounden Heineken® wsnziduifoiniidon
poutunandosndideslulnesadunaafideudradn WusaniisAaininasshnmsnaald wsesiifuerssdudn
madenlifuinfudes ddnganiefifumneznanomouousginsemaifianuiuroululavanues Heineken®

DALY

A1S Reinvent Business Model 1A SuUdusufivIud

¥
S a

“Sufi3usin Heineken® i’uﬁ?umamLﬁai‘"l,m'lﬁﬁmum'mq':uqﬂﬁm%aL‘%ﬂLuuﬁmmw'ﬁ’uu AafiisSusinTutiy
slildasluudedutudoitlunatn et adnmustuunlnl Aednuuddesmiidlon dmdutiniuiidesnisdeindidon
fifoAafisno1aunlsi Reinvent Business Model FusidieliAnaudgalugshai

Maﬁmp}'ﬁuiuﬁﬂﬁﬁmﬁa%ﬁﬁamavﬁuﬁu ﬁLLaaﬂaaaéﬁﬁawﬁwqm’hﬂﬂa swerndsduedesiumadonluiuiiv
snandudeswdideasilaseonindesanaiiun dundt Snvufinnadeafiiiudiden Tuvasivusudduduin
naviaalndludnaudlnifadudsiisddiduasiunaen weyaidiiesireld neududunnausenseiies
Madeneguds NnAudwaeiuileisayinin wors1naueidesiilsav ity Quéﬁu Judafiausensy audsa
yousluiutiudafntunastuRntuannnsasanusng

13

Aiesianluuy ,G7 dvL



14

warfetuiififefrmwssmmdnndudeimadeonduientu Heineken® flsamilndidss Heineken® fuandu «
Aisundndessavalu 9 senun Liﬁﬂu@diﬂgﬂ%ﬂugﬂLLUUMﬁJﬁGiNEJEJﬂlU wlbileussuanisvindesudn umdunsiiaue
auuanene madentafaladnsindiinaulalval q Wisusan ldlduasavilvl vdeuusudln

fuflanmgsiaifn Disruption ussnsuifteniiAnainduilnauardsan Fessauiuiruslnauswmiaiesiumiadon
Faufuesinnishuueanesedmsaneguiianuiviavey dsinguuitvilefiindujsiglfe sidmaiesiy
madenlifiudsen indeshudiviliiiuidninldsuinveudedsan indesiufifiuerifuudfquamiiity adalddu
fowiviuiliseglugsianeanssedegiafendnud:

AsitfuiisnidadhAenininaue Heineken® 0.0 duedosiumiaden fAvannsaldsarfuoaddosulid
woanosed Wuiesesiniigiuldquaguaininies vauzfrtuduaieduiidudiuniefiasSuinvoudedinn nandiedn
autatuaLstulvwseswan fasililduavilionfowela wivinlfinnddnindudrunisiiogdaelvdanuity
Heineken® 0.0 FaduaTesiudmiuaugalml uenandioundsinusud Tiger 7y Regional Brand uaz CHEERS i
iy Local Brand ileifunmsifisymadenlumsiy nsizndniasiesesiudedinumainvaiglubessamiuasuusud
e’

WaIUNISUSKISLIUIUUQ:DUOANIIA::DUDDN

Saa °

“nadieiinisuimsnuiiafeanunsntinisuimsnuia 2 uwwuandszendldsudu lnenslanazfunndiald
3oaNAIFIUNTHANANS 9 Fedosenlinig HEINEKEN ugfquasuiinvey usluBesnisuimsaunudeluiFos
nsuimseuuuauAlulanaz fuseninnnd mudeshiluesauAivesnnudusned wuldusgilunisinulh
wuiilmdoy Ainnudesiuluguimanuduywdmneai dshdyie muhaw fétdudaym wieninny
Tussdnsdpaiuguavesites Weflwiazlsifiuguevesnuduse widsaiuauailunisadisanuguliiuiles
wdsazadnnuguliiugdu deienueivesnueslUligdu mundeindsddgiigaiiazvinliesdnsegldegadedu
fo esAnsfilieuddfuguaesauduuyed msgardusasliaruddyfuaududoduusn ndsani
waglianuddgivand waslinnudAgyiugtenu waglvanuddgivdny

Tianuddgfuauluesdnse dusvilvauluesdnsianuge aulussdnsfanmsadsesduudadsnuguiu
Wikfugndld lurusnidoafuidegndndanuguivsdurevluosdnstu Furoulundnfasidu gadefasdmali
daevuldsumnuguludsansesu wadils Guiluneiiindy wesndeoimnisluddsivesialuffedeniiildy
AUNSUgIALIY”



“AandAgyande
_wdenhnuiugy
Auiieusanau dusuiuaue
vauiousnau daulinga daudwela
Tdlaruifiousiueu dvinuuniae
agyhauduin sdeadioinswinunudeildls
15198A LN IEAUAYIN LAY U957
WA UNTATIUAYUAINNBUT I

14 Heart 14 Head wagld Hand
Tilalunisvieu Tdlaluynauinsuiingey
14 Head Ttaussassassadslmie)
TAnTulunisvine Tolasadu
Tlgeuwiiuguasse uwdnaslerh
Weliinaudse
Hueaudusaes
nauusEneilulagiu”

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.



A DIVERSE
PORTFOLIO

UUY S dvl



18

DRINKING
your

duaAuANUEY
lunaaneurivovnauUSTNRIOW

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
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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
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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

ponsUdsnmesnadufilusaadesniidlen ludoudmend 2010
nguuTEniedilasuanslunisiduazindmiedesquaiwszdulan
Guinness (esnSidondoswomnleTuldsunmsvuuuaindy ‘s
Jedin’ dewmsennlsadeslungiuiu assasglosuaudinlvaulneladuda
savfidesnnnaiiusuuudadu Guinness WvewuuSesdfiazng
tnduialanlinaslvalunudiaiisavdsuyuuaniesuiunit 250 ¥
Feennsaasuudaznatindurilneldeddlisniu

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 1Jsgnmatadninunigadnuusuavilsvoslosuaud Auniuiu
a A o . ' Av a A & A ea 9 a
AUty portfolio vaanquusswmiled Wudesnumeunasnsy
nunjuazyu  Baduvlidnauesinduaes uagsaviasuliendnualniy
wuuatiu Irish Cream Ale Bunanuaast 1710 Wwdesusenn Pale Ale
AN INAUNDUIINGRTAUVDINRARLALABNEOUANIAT HIUNTEUIUNTT
Uundndnedadiugfulaitesmiaseslagalanuniiuuiy

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

nguuTEniliedlavemiaseshuisvuinauenadentiiuguilan

TusvaumsalsavAfinnnnine3esdiuweanssed fen1stid Strongbow
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Ieneaiulenmalunanniosiudszianlaned (Cider) Mdulaintuln
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Strongbow LHuLAZasRNTInTaNLBUANART UM e TATIRIINA TN
waU Al INAUNEUAUAIUHALINSTINYA KanANkeUUadinguvainiaiy
aeitugigniuluammndon gungl uasgieansiiBen shunssudsg
Adnduiauuielildsavinaundeunazanuvemduiendnyaifiau
Walansstureu

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® 191meuqumﬂiimqﬂuﬂﬂﬂLLasLM'ﬁumﬁJaaqmmW

Jednfuuinnssuniesiuueadilifiueanssed Heineken® 0.0 Lilamey
aussnFaInIsveInguimnefissdeinisanudisalunsindes ud
Lifaanisuansenuatnueanased nauuIEneiideliingy Heineken® 0.0
wienoulandlulaiialadvesfuslnatindu s Heineken® 0.0 finssu3dnns
wamndoudeimnusznis udnhurhusunouiidndufiavadineuoanosed
9onlU Heineken® 0.0 Juduuimnssuiaiesduuudsivaiiounananla
dosmnannsaneuaussmmelavesuilaaldluannvateloniadeiu

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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The

WINDOW of
and CHALLENGES
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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 12% and now it is 30%, In Taiwan it is 30%
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

Monde Tiger

Selection Award X
« CHEERS received Monde Selection Award 2007 and 2013 Brevvol ng
Quality Award

« CHEERS and CHEERS X-TRA received the Monde Selection

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

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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In PURSUIT
of the PERFECT
PREMIUM BEER
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ﬁnassinqﬁu&tULﬁﬁ/ Using the best natural ingredients
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BREWING
the BEST
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Mash Vessel (Mashing Process)
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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
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The mixture of malt and water is carefully filtered to separate spent grain.
The remaining liquid is now called “Wort”.




Wort Copper )
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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} ) .
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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
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aamalﬂamwm G Helneken A-Yeast ama‘umwwu mmmLLmuauPummumswuﬂwwm
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suduondnuniues 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

ﬂixmumigsauﬁal,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 )
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Quality check after the brewing process.
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PACKING
the HAPPINESS
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Wonndoununwudd drudesdnestignasdeluussa wisussisiturtdu 3 suuvu Taun
After the quality checking process, the beer is ready to be bottled.
There are 3 types of packaging:

Bottle
ussaieinaLuuTInLarnseleifasdratntazlfsunisnsiEeuNnegR

lzjﬁ?;umaﬂﬂaamﬁayu riouazlugnszuaunsussgdesuaslarwiuil
wWeshwaanmvesindes uiFwmsaaouaunmdnass neutilusiige
MEIBNT Pasteurization UnaanuarUsIRadNGod

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
‘Uiiﬂnm%mLLU‘U‘mLLauﬂiaﬂaﬂmadaumﬂLLaﬂmumimmaaU
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LUEJsLLauUﬂm‘wuw LW@iﬂ‘lﬂ’]ﬂmﬂ’]W%mu’]LUEﬁ e ENCE LR L]
ﬂmﬂ’l‘waﬂﬂi\‘i ﬂauuﬂﬂmmjammﬁmi Pasteurization Unaan
WALUIIIAINGBY

All 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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dwSumsussquuuiadesanazriumsmaeslsduuu Flash Pasteurization
Faumnsrsannussyinsiou Tneldgumgiifigenitusiszosandundn
Wiosnunsananlmiveafesanly

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

inanduRLAuTiv 1 Heineken® uansnafu Heineken® A-Yeast Badudafivawiiianzluifoslomdumindy
T8 Heineken® A-Yeast azgniwizuuagsilssndmdosudnlusuamneidy udrdsdadoludalsanundnies
194 Heineken® hlanuiteld i SunildluingAvddnlunisndndesdely deilifetestunisnaneiug yolsades
50 Heineken® A-Yeast azldldifios 1 ieuwindu wdsandudesiarefiaudviinisimgidedadln
fifognaduiivinlsl Heineken® A-Yeast fiongfsfusniuulasliivdsunvasguninlunnaisiusfafnvos
Mr. Gerard Adriaan Heineken ﬁﬂﬁsm’lauazﬂmmwﬁuaﬂ Heineken® ma&“J'ma’nmuuazmﬁamaummaaﬂ 146 ¥

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
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BREWED WITH A PASSION FOR QUALITY,
A TESTAMENT TO SUCCESS WHICH IS
GUARANTEED BY INTERNATIONALLY

RECOGNIZED AWARDS.
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Heineken®
Brewery Award

v A oA a A ga 029 N 6
suianinsufaunmvessnandesnueulifiulsules
ninmsgunsnanulasuAzLuugeEa

Tiger Quality Award
s1anneuliiulsalesindn Tiger
TnglAsuAzUULTINAUAMAINGIER

A

Heineken®
Quality Award

o oa ' a o 4
siangdvganuszmaiaFuaud
N1SuAAMANIUIATEIUNTHER

wazALARLAITINTIAMNNYD NGNS
TAP lisneTatlan 6 Asa Tud
2000, 2001, 2005,2011, 2014 waz 2017

Tiger Quality
Award 2011 -
In Market Quality



Heineken® »
Brewery Award 2001
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TutnkonsasvAuIguIgvdounAa

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

waziflonunesoulUlulseiRemanivesgsfia nmaladndndneilussng q sengnain sauldanisaiiseda
Heineken® Quality Awards 11 6 ads Im&Jﬁqﬂmmé”]SaﬁimLfﬂ'uﬁau’flummmﬂgﬁslﬁmamﬂﬂusluﬂfjm%@’w uaz
slumauﬁﬂfjuu%ﬁwﬁl@ﬁ laadugsfaniasuseu 25 Y wanduthanandildsunsansrinduifiianisssuiaves COVID-19
¢ae uarluvhunansinganiselveslanituil wastiolenmadisaningauasamundenvesiiuny uastieiuasieiiuny

Ay & a I a o o = A a v
V]L‘UNLWQE}QW—J’]L@Nﬁ’]ﬁﬁUau’]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 Iveu
nayuidaiduangwiu
NNSWAQASLIISA
IGouavKIAU
1Jadd Heineken®

JuAu
vgngmavniswaaidu
1 ausnlaaas
(100 auaas)
waunAY
Tasu 1S0 9001: 2000
Certification

_ wSauIsSumNIsaana AISIVIA
, :16_”}‘?9“ . ag0idunons Heineken®
noavusun Ingiolsy fuus:inflne 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
ﬂaaS'\\)TS\)\)'lUWElC]IUEJS ?UU 1997
. - .
. HE'{‘Q'@? . lIla:sv3a Best Beer Award
 FUiminRlinE Rt 9N APBS Us:inAgvalus
YoKOaQuuNUs ? 01998
TurawuRsuU U &
144 1< 33 a9 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
ASLN 2
lla: Heineken®
Brewery Award
Music Marketing :

Heineken®
Fat Festival ASbn 1
Heineken® Quiality Award #2
Heineken® Brewery Award #1

Music Marketing :
Heineken® Fat Festival #1

. DuAu
IWUnISavnuia:
YgNgYrAavMSWaag
2 auisnlaaas
(200 @auaas)
goungu
igacaonusua Tiger
Expansion of
brewery capacity to
200M liters
Tiger Beer Launch
in Jun

waunau U 2007
CHEERS ldsusivda
Monde Selection Award
2007
nsnN1AU U 2007
Tasusnvda Tiger Brewery
Quiality Award 2006
gnuigu U 2008
Tasusivda Heineken
Brewery Award 2007
ASLN3

Cheers Monde
Selection Award 2007
in May
Tiger Brewery Quality
Award 2006
Heineken® Brewery
Award #3

Hua Hin Jazz Festival
ut 2002
Bangkok Jazz Festival
ut 2003
Hua Hin Jazz Festival 2002
Bangkok Jazz Festival 2003

QanAu 2005
[Jaadnusud CHEERS
IUYIgU 2006 AINISIVIA
Heineken® Quality Award
2005 ASYA 3
Heineken® Brewery Award
2005 ASYN 2
WSDUAD¥ Sales and
Distribution Award and Host
Improved Brewery Award
la: ISO 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
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gy
1UQAD CHEERS Selection
Riceberry
EREL
Un1gjia:iacd Strongbow
1nSoVAU Apple Cider
DUAUKULIIN
Us:inAavnnu
CHEERS Selection
Riceberry Launch in Apr
Strongbow Launch in Sep

NUAWUS
1Jaa> CHEERS Selection
Northern Strawberry
Touisu [asustvda
Heineken® Brewery
Quality Award 2017
ASLA 6
Auggu 1IUadd
Tiger Radler Lemon
CHEERS Selection
Northern Strawberry Launch
in Feb
Heineken® Brewery Quality
Award #6 in Jun
Tiger Radler Lemon Launch
in Sep

waunAY
1Jaad Tiger Big Can
IIWNINDIVLSUATIEQDATU
uuns:Uav
Unungu CHEERS Selection
Siam Weizen [asus1via
Monde Selection Gold
Quality Award 2020
Launch Tiger Big Can
in May
CHEERS Selection

Siam Weizen Monde Selection
Gold Quality Award 2020

gunAy
1Uaad Tiger Light
gunAy
Uadd CHEERS Selection
Shogun Orange

CHEERS X-TRA lla: CHEERS
Selection Riceberry
{asusvda Monde

Selection Award

Tiger Light Launch in Mar

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

NUNIWUS
1Jadd Heineken® 0.0
InSovauuaad
Tuioanoood
gunAy
1Jad> CHEERS
Selection Siam Weizen
wSauUsudann CHEERS
Selection Riceberry
CHEERS Selection
Siam Wizen
Launch in Mar
Launch of Heineken® 0.0

ANNIVERSARY
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