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Taiwan FamilyMart Co., Ltd. (Stock Code: 5903,

hereinafter called this Company, FamilyMart, or we)
was founded in 1988. Over the years we have been
dedicating to running a convenience store chain
to conveniently provide people with all kinds of
daily necessities. In 2022, we published the Taiwan
FamilyMart Co., Ltd. Sustainability Report (hereinafter
called “the/this Report”) again and uploaded it to
the Market Observation Post System (MOPS) and our
corporate website. By publishing this Report, we hope
to provide a channel and platform for communication
with our stakeholders and disclose our efforts and
actual performance in terms of economic, social, and

food safety aspects.

This report has been prepared in accordance with
the Global Reporting Initiative (GRI) Sustainability
Reporting Standards 2021 version. It is also based
on the disclosure requirements of the Taiwan
Sustainability Disclosure Guidelines (applicable to
industries with food manufacturing and catering
revenue accounting for over 50% of their operations)
and the framework provided by the Task Force
on Climate-Related Financial Disclosures (TCFD).
Additionally, some disclosures are aligned with the
industry-specific guidelines of the Sustainability
Accounting Standards Board (SASB) for the food
retail and distribution industry. All financial figures are
expressed in New Taiwan Dollar (NTD/NT$), and the
related statistics have been produced in accordance

with the internationally universal indicators.

Quantitative indicators disclosed in this report with

special meanings will be footnoted.

Report Publication Time and Cycle

This report discloses the sustainability performance
and responses to the issues of stakeholders for the
year 2022 (covering the period from January 1,
2022, to December 31, 2022). In order to ensure
the completeness and comparability of information,
some data may be traced back to 2018 or extended
to 2023. In the future, we will continue to publish the

sustainability report every year.

Current issue: Published in June 2023

Previous issue: Published in June 2022

Boundary and Scope

Geographically, the report boundary covers all Taiwan
FamilyMart Co., Ltd. and FamilyMart convenience
stores across Taiwan. Except for financial information
and part of the sustainability information certified by
accountants, investees reported in the consolidated

financial statements are excluded.

Report Contents

Internal Audit: The information in this report is
sourced from various departments and has been
reviewed by department managers. It is also reviewed
and approved for release by the Sustainability

Development Committee.

External Certification: This Report has been verified
by PwC Taiwan in accordance with the Statements No.
3000 of Assurance Engagements Standards (SAES)
No. 1: Assurance Engagements Other than Audits
or Reviews of Historical Financial Information against
the selected indicators for limited assurance. The
Assurance Report is appended to this Report.

Contact Information

Contact: I-Chun Pan, Assistant Vice President,
Corporate Governance & Planning Team,
Taiwan FamilyMart Co., Ltd.

Address: 7F, No. 61, Section 2, Zhongshan
North Road, Taipei City.

Telephone: (02)2523-9588
Company Website: www.family.com.tw

FamilyMart Corporate Sustainability Website:

www.family.com.tw/NewEnterprise/CSR/
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Time flies, and the COVID-19 pandemic has already affected the world for several years. In 2022, just as countries
around the world were gradually bidding farewell to the shadow of the pandemic, the Russo-Ukrainian war triggered
an energy crisis and inflation, posing a great challenge to the global economy. Along with these challenges,
consumer lifestyles have also undergone transformations. At the time of publishing this report, Taiwan continues to
face challenges from internal and external changes such as unstable electricity supply, shortages of raw materials,
and rising wages. However, FamilyMart convenience stores have always upheld the spirit of "embracing change and

innovation," accelerating their digital transformation and moving towards a sustainable vision. With the best service

and highest quality products, FamilyMart leads stakeholders forward.

2022 marks the 34th anniversary of FamilyMart's establishment, and in 2023, it will turn 35. Looking back at
ourselves in our 30s, it was a time of youthful vigor and soaring aspirations. It was a time to establish life goals and
directions, filled with sunshine and hope. Just like athletes sweating on the sports field, once they cross the starting

line, they steadily sprint towards their goals.

Convenience for Sustainability, You +1
Inviting Stakeholders to Practice Sustainable Living Simply

Facing rapidly changing external environments, FamilyMart understands that the greater the influence of a company,
the heavier the responsibility it bears. As the retail format closest to consumers, convenience stores have become
the key players with the greatest opportunity to influence consumers using channel resources. Since 2022, we have
made "Convenience for Sustainability, You +1" the focus of our sustainable development, hoping to leverage the
power of our channels to respond to the United Nations' Sustainable Development Goals (SDGs) while promoting

industry, economic, social, and environmental growth.

FamilyMart, with sales at its core, builds a sustainable action that all upstream and downstream partners can
participate in along the industry value chain. We continue to integrate ESG awareness into our corporate culture
and business activities through the four major value chains: "Sustainable Food," "Kind Sharing," "Environmentally

Friendly," and "Corporate Commitment," embracing and benefiting stakeholders.

FamilyMart supports vulnerable groups to live and work securely in the community

through initiatives such as spare change donations, using loyalty points for charity,

and operating convenience stores staffed by people with disabilities. In addition,
we have jointly launched the "FamilyMart Together We See Taiwan"

five-year environmental care public welfare project with the
Visionary Land Foundation. By establishing bases in
various neighborhoods, we gather donations from

the public and continue the spirit of Director Chi

Po-lin, using the power of visuals to promote

environmental education and awareness.

2022 ESG Report
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Convenience Store Pioneer of Carbon-Negative Stores
Supporting Social Enterprises with Annual Purchases
Exceeding NT$180 Million

In terms of environmental protection, FamilyMart is the first convenience store to introduce the concept of carbon
rights. Through collaboration with National Taipei University, it has established carbon-negative stores. By setting up
a dedicated area for carbon-negative products, it guides consumers to embrace low-carbon living in their daily lives.
FamilyMart has also obtained carbon footprint label certifications for its self-branded tea drink series, contributing

7

to sustainable environmental efforts.

At the same time, FamilyMart continues to cultivate and

support social enterprises. With an annual purchasing

power of over NT$180 million, it has won the first prize

in the "Buying Power Social Innovation Product and

Service Procurement Incentive" for six consecutive
years. This allows consumers the opportunity to
use socially friendly and environmentally friendly
products and services. The main social enterprises
that FamilyMart collaborates with include Fresh Milk

Farm, Fonton Garden, Liren, Linxiang Liangshi, Huanhai FamilyMart has long supported social enterprises, procured fair
trade fresh milk, promoted clean label food with fewer additives, and

Plastic-Free, and Pei Ke Jia.
! advocated for sustainable eating habits.

Quick Action, Lazy Entrepreneurship, Green Living
FamilyMart's Business Opportunities in the Post-pandemic Era

Entering the post-pandemic era, people's lifestyles and consumption patterns have changed, driving the
consumption trends of "quick action" and "lazy commerce." With the advantages of a dense network of stores and
community engagement, FamilyMart quickly connects with consumers' community-oriented consumption habits,
where they can conveniently access both virtual and physical shopping options. By leveraging both digital channels
and physical stores, FamilyMart has launched the "FamilyMart+1 Mall" on its member’s app and the e-commerce
platform "FamilyMart Mobile Shopping." These initiatives are complemented by store managers' community-driven
group purchases, allowing consumers to place orders online and quickly pick up their purchases nearby, satisfying

their diverse shopping needs through multiple channels.

Taiwan FamilyMart Co., Ltd.
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In addition, FamilyMart has identified the trend of people cooking simple meals at home and launched a new
store format called "FamiSuper" Select Supermarket. Combining the four strategies of speed, quality, health, and
meeting family needs, it provides consumers with diverse purchasing choices. FamilyMart has also introduced the
innovative "FamiCooking Kits," the first of its kind in convenience store channels, offering a variety of dishes to

satisfy consumers’ busy needs for time-saving and home cooking.

We have also implemented the integrated concept of "Quick Action, Lazy Entrepreneurship, Green Living" at our
4,000th store, the Guangrong Store in Bangiao. It is not only the first store to provide a cup borrowing service
for reusable cups but also incorporates innovative features such as the "Order Lunch" app and self-service meal
pick-up lockers to provide zero-contact services. Through the layout of FamiSuper Select Supermarket, European-
style bakery "Harken Bakery," and other specialized areas, it fully meets the personalized and household needs for
specialty meals, fresh vegetables, and baked goods. By actively introducing dual-temperature EC pick-up lockers
and EC self-pickup sliding cabinets, it becomes the most convenient ally for small retailers and online shoppers,

offering diverse and fast parcel pick-up options.

Looking Ahead
Actively Building a "Cross-Industry Service Platform"

While the global economic outlook remains challenging, FamilyMart does not stick to the status quo and is always
adjusting its steps with the times. We actively strive towards the goal of becoming a ubiquitous cross-industry
convenience lifestyle service platform with consumers at the core. By utilizing data to drive business decision-
making and execution, maintain agile thinking, and promote transformation, we actively engage in cross-sector

collaborations, working hand in hand to explore the best customer experiences.

In the future, FamilyMart convenience stores will continue to uphold the business philosophy of "customer
satisfaction and mutual growth." We aim to provide consumers with high-quality convenient products and services,
seek stable profitability for franchisees, create a fair and friendly workplace for employees, and generate higher
value for shareholders. We will also implement sustainability principles in areas such as the environment, society,
and corporate governance to achieve long-term business sustainability. Our goal is to become the best partner in

customers' lives and on this land.

2022 ESG Report
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More Than Just Waste Reduction, It's about Circularity!
Familymart Creates a "Sustainable Circular Living Ecosystem"

The environmental protection issue is gaining increasing attention, and plastic pollution has become an important
environmental issues alongside climate change in recent years. Although the durable and low-cost characteristics of

plastics have made life more convenient, it also damages marine ecology and terrestrial ecology.

Sustainability and environmental consciousness have become universal values in recent years. As the consumer field
closest to people, FamilyMart actively utilizes its retail power to demonstrate social value. In response to public
environmental awareness and in line with the United Nations Sustainable Development Goal #12 on responsible
production and consumption, FamilyMart has set "more than just waste reduction, it's about circularity" as the
core objective for plastic reduction. We actively identify and implement innovative and replicable action plans from
various aspects of daily operations to reduce plastic and carbon emissions. Our aim is to move towards becoming a

sustainable lifestyle service platform in the retail industry.

To invite consumers to become participants in the "sustainable circular living ecosystem," FamilyMart focuses on
consumers' most common purchasing behaviors, such as coffee, meal boxes, and the shopping process. We have
introduced innovative circular solutions, including reusable cups, reusable meal boxes, reusable packaging for online
shopping, and refill stations for unpackaged daily necessities such as laundry detergent. These initiatives aim to lead

consumers in achieving substantial waste reduction results.

Plastic Reduction Roadmap

The plastic reduction eco-friendly business model established in a top-down manner begins with the corporate vision
and own brands. By integrating with operating strategies in all aspects: goods, services, logistics, and e-commerce,
we established the plastic reduction policy and schedule and maintain constant internal and external communication

to demonstrate our determination in sustainable development.

Forming the Plastic Reduction Task Force

In October 2020, the ESG Committee formed the Plastic Reduction Task Force to establish strategies, medium- and long-
term targets, and action plans and hold a routine monthly meeting to follow up the progress of various action plans.

Promotion of Reusable Containers

Since 2021, we have conducted a reusable cup pilot program in
local business districts in Taoyuan and Taichung. Observing a high
acceptance rate among the public, we officially established "Let's
Café Sustainable Cup Recycling Stations" from 2022. We have also
introduced reusable cups at the "Bangiao Guangrong Store," and by

the end of 2022, they were implemented in 400 stores across Taiwan,

accounting for approximately 10% of the total number of stores. This
achievement is far ahead of the regulatory requirement of reaching
5% of stores by 2023.

Taiwan FamilyMart Co., Ltd.



Recognizing the significant role of online
shopping as a consumer channel and the growing
waste issue associated with packaging materials,
FamilyMart partnered with "PickJia" to collect
circular packaging from 3,750 stores nationwide.
In the initial launch in the third quarter of 2022,
approximately 100 pieces of circular packaging

In response to the most environmentally friendly
concept of zero packaging waste, FamilyMart
collaborated with TPC Life Care to introduce
"Laundry Detergent Refill Stations." We invited
consumers to bring their own containers to
purchase laundry detergent, and by 2022,
this initiative had been implemented in 10

were collected per month, which increased to demonstration stores.

over 600 pieces by December.

Promoting Plastic Reduction for Packaging Materials
Fresh Food Packaging: Plastic Reduction and Lightweighting

We aim to provide safe and convenient products while incorporating the concept of loving the Earth and
environmental protection into our offerings. To ensure information transparency, FamilyMart discloses the plastic
usage in our private label products, FamilyMart Collection, and fresh food packaging. We focus on three aspects:
plastic reduction, lightweighting, and zero plastic. This includes expanding the use of paper containers, replacing
plastic lids with flat film seals, and making bread bags lighter and thinner. We aim to go beyond slogans and

implement environmental sustainability in our business operations, harnessing the power of the community.

Fresh food packaging accounts for a significant portion of FamilyMart's plastic usage. In 2022, through the use of flat
film seals, lightweighting, and material changes, we reduced plastic usage by 171.39 metric tons. We will continue to
promote plastic reduction in packaging and encourage consumers to minimize the use of disposable containers and
tableware. In comparison to 2020, the use of plastic packaging for fresh food products decreased by approximately
7.27% in 2022. We have set a target to further reduce plastic usage by 10% by 2025.

Furthermore, FamilyMart observed that many consumers enjoy shaking their tea beverages to evenly mix the
ingredients. To provide a better drinking experience while responding to the plastic reduction trend, we have
replaced cup lids with film seals. This change not only prevents drink spillage during shaking but also reduces plastic

usage. Switching from plastic cup lids to film seals allows for an 85% reduction in plastic usage per cold beverage.

2022 ESG Report
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Statistics of Package and Packaging Materials Consumption

Plastics consumption of packages for self-branded products (FMC) and fresh food products (unit: MT)

Fresh food Proportion of plastic packaging
Year Cup cover Total revenues materials of fresh food
(million NTD) (MT/million NTD revenue)

2020 1,823.3 587.9 2,411.2 14,620 0.165
2021 1,874.5 584.4 2,458.9 15,288 0.161
2022 2,019.0 605.8 2,624.8 17,105 0.153

In 2022, the plastic packaging material consumption per million NTD revenue was 0.012 MT less than 2020,
packaging material consumption was 7.27% less.

Specific Measures to Reduce Plastic Usage

o Expansion of Paper Packaging Usage o Direct provision of reusable cup services to
Bento boxes are now using paper containers, consumers in FamilyMart stores, allowing
resulting in a total plastic reduction of beverage cups to be easily reused. In 2022,
32.97 metric tons in 2022. there was a large-scale implementation of

this service across regions, with a total of

Double-hand rolls are using paper liners,
400 stores offering reusable cups by the end

resulting in a total plastic reduction of

30.96 metric tons in 2022. of the year, accounting for 1% of the total
number of stores. This resulted in a plastic
@) Increased use of flat film seals for packaging, reduction of 15.18 kilograms.

resulting in a total plastic reduction of

42.18 metric tons in 2022. 9 Starting from July 2022, cup sealing
machines were introduced for bottled

beverages, replacing cup lids with film seals.
By the end of the year, 722 stores had
implemented this change, resulting in a total
plastic reduction of 0.23 metric tons.

9 Reduction of plastic packaging thickness,
such as for cold noodle containers and
hamburger films, resulting in a total plastic
reduction of 2 metric tons in 2022.

Future Plans

Increase the use of reusable containers in stores and \ /

Circular the number of items using reusable containers.

Light Plastics Reducing package weight

In 2023, FamilyMart is
partnering with the social
enterprise "Ocean Cleanup"
and inviting other industry
partners to establish the first
cross-channel, cross-industry
"Reusable Cup Alliance" in
Taiwan. This initiative aims to
reduce the use of single-use
beverage cups at the source

and promote a sustainable
circular lifestyle. Paper packaging materials extension

AN J

Thinner:
Reducing container thickness

Shape change:
Simplifying package structure (increase the
number of items using flat wrapping)

- J

Plastic Reduction Materials alternatives

Taiwan FamilyMart Co., Ltd.



Familymart Is Promoting the "Cherish Food" Mechanism to
Reduce Food Waste

In 2015, the United Nations announced the "2030 Sustainable Development Goals" (SDGs), which include 17 core
goals. SDG #12.3 specifically aims to reduce food waste by "halving per capita global food waste at the retail and
consumer levels and reducing food losses along production and supply chains by 2030."

According to the UN report, up to 1.3 billion MT of unused food was abandoned. Besides causing a huge economic
loss and environmental cost, this also aggravated climate change. In Taiwan, on average, each person consumes
from convenience stores at least 130 times a year. Convenience stores are the most convenient channel for
consumers to purchase food, but this also leads to an average monthly food waste of 500 metric tons. The value of
discarded food reaches over NT$7 billion annually. Among the food waste, fresh food with a short shelf life of only

24 hours accounts for the largest portion, reaching 80-90%.

To address food waste and respond to the UN Sustainable
Development Goal of reducing food waste, FamilyMart

has implemented a mechanism for fresh food called the Reducing
. . . food waste

"30% discount within 7 hours before the expiration date."

This mechanism utilizes the "time-limited barcode" and

"time-based pricing" technologies. The time-limited

barcode prevents consumers from accidentally purchasing

n

expired products, and time-based pricing adjusts the price ‘
automatically as the expiration date approaches. Based on @

these two technological advancements, a cross-departmental Q‘-’q ‘ IIIIIII

research group consisting of Information Technology, Time-based Intelligent
Product, Operations, Logistics, and Fresh Food departments pricing Time-limited
Barcode

was established through internal innovation proposals. It
took nearly a year to research, test, and continuously refine
the mechanism, which was officially launched at the end of
May 2019 as the “Cherish Food" mechanism.

When consumers select fresh food items at FamilyMart stores and identify the "Cherish Food" label, the system
automatically determines during checkout whether the purchase falls within the designated time period to receive
a 30% discount as a friendly incentive. We continued to introduce the “fresh food dynamic stock system” to
precisely catch the expiry of individual fresh food products and use technology to replace the labor-consuming
process of selecting products nearing expiration. Furthermore, inspired by the "Mask Map" initiative, FamilyMart
has developed the "Friendly Map" feature within the FamilyMart member app, taking into account both consumer
usage and store operations. Leveraging Al technology and integrating the dynamic inventory system of fresh food,
the "Friendly Map" offers three main functions: real-time store location, store bookmarking, and product search.
For example, the real-time store location feature helps consumers find nearby stores that offer Cherish Food items.
Members can also bookmark their favorite or frequently visited stores. Additionally, the product search function

enables users to quickly find specific items or bentos they desire, fulfilling their Cherish Food needs efficiently.

In March 2022, FamilyMart partnered with the "Seeing * CyberLink Foundation" to launch the "Dining Together,
Planting Together: FamilyMart Tree Planting" campaign. By purchasing fresh food items labeled with the "Cherish
Food" sticker, members can earn a stamp in the app. When the total accumulated points from all members reach 2
million, 1,000 trees will be planted in Taiwan. Subsequently, the second and third waves of the stamp collection tree

planting campaign were launched in April and September respectively.

2022 ESG Report
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As od 2022, the Cherish Food membership has reached a total of 2.684 million people. Since the implementation of
the campaign, an average of 370 metric tons of food waste has been reduced per month, resulting in a reduction of

over 120,000 kilograms of carbon emissions for the planet.

Achievements of Cherish Food

98% of fresh food products Decreasing food waste by Reducing carbon emissions by
in all stores have joined the approximately 370 metric 120,000 kilograms per month
initiative tons per month

@ (&

<_

Y%

Sustainable Value Procurement: Implementation of Local
Sustainable Development Procurement Commitment of Small-
Farmers and Small-Business-Owners

We agree with the environmental sustainability concept and care about the land and future generations of Taiwan.
Many ingredients used in our fresh food products are diligently grown by frontline farmers. We hope to ensure the
income of farmers and quality of crops through our retailing power. Hence, in fresh ingredient supply, through contract
farming, pesticide use, and procurement regulations, we established local sustainable agriculture and organic farms.

In 2022 we continued to provide consumers with the safest fruit and vegetable sources. Besides starting a
partnership with the leading brand Yumei Farm, we also maintained cooperation with “By Nearby Social Enterprise”
to run the brand Little Green Farm together to sell organic vegetables grown by local youth farmers, stabilize
vegetable supply and quality, and show our support for Taiwan's agriculture. Additionally, over 90% of the fruit
sold in our stores is grown in Taiwan, with bananas and guavas being the bestsellers. They are all selected from the
quality farms in Taiwan. Papayas grown in Yanchao, Kaohsiung, benefit from the unique soil characteristics of the
mud volcano. Through field management practices such as grass cultivation, seasonal adjustment, efficient fertilizer
application, and grading packaging, every papaya that reaches the stores is ensured to be a safe and delicious top-
grade product. Bananas, on the other hand, are ripened using low-temperature maturation technology and undergo
specification grading and packaging. They are then delivered to the stores while maintaining their sweet and
flavorful taste, ensuring that customers can enjoy them at any time within 24 hours.

In 2022, FamilyMart continued its collaboration with social enterprises, particularly in cooperation with Neighbor
Farmers, a social enterprise. They introduced local agricultural products from young farmers, achieving a cumulative
transaction amount of 3.42 million NT dollars. FamilyMart will continue to support social enterprises in the future,
contributing to local revitalization efforts.

The popular "Pop Sweet Potato," with annual sales exceeding ten
million units, are the result of dedicated efforts and rigorous quality
control. The "Pop Sweet Potato," with an annual sales exceeding
10 million pieces, is made from the meticulously selected ING 57
sweet potatoes grown at K.K. Orchard. It undergoes a painstaking
process involving 16 meticulous steps that take almost a year to
complete. From nurturing healthy seedlings to field cultivation,
harvesting, grading and sorting, storage, and shipping, these
are a series of intricately intertwined and indispensable complex
procedures and quality control inspections. When consumers are
tasting the “Pop Sweet Potato”, besides the sweet, tasty, and

safe health, there is the warmth of dedication of nearly 1,000
contract farmers and workers.

Taiwan FamilyMart Co., Ltd.



Quantity 506.7MT 2,105.9MT 260.9MT 2,873.5MT N
Amount NT$15,554,986 NT$71,761,850 NT$8,617,955 NT$95,934,791 §
Amount Percentage 16% 75% 9% 100% g
:
Quantity 2,810.4MT 63.0MT 2,873.4MT
Amount NT$94,194,721 NT$1,740,070 NT$95,934,791
Amount Percentage 98% 2% 100%
Quantity 1,578.2MT 224.2MT 1,802.4MT
Amount NT$209,336,425 NT$49,813,639 NT$259,150,064
Amount Percentage 81% 19% 100%
Quantity 4,562 MT 4,562 MT
Amount NT$365,925,526 - NT$365,925,526
Amount Percentage 100% - 100%

2022 ESG Report 11



Organization and Strategy for Sustainable Development

As FamilyMart continues to grow its business performance, we recognize the increasing responsibility that
companies have in sustainable development. The issues valued by stakeholders are essential for the sustainable
development of our business. In order to implement the concept of sustainable management, we have established
a dedicated "Sustainable Development Committee" led by the General Manager. The committee is divided into
four working groups according to different issues. It consists of selected managers and employees from various
departments. Quarterly meetings are held to integrate cross-departmental resources, promote action plans for
corporate sustainable development, and report the implementation results to the Board of Directors annually.
In the future, we will continue to improve our governance mechanism with the goal of elevating the level of the
Sustainable Development Committee to a functional committee under the jurisdiction of the Board of Directors.
The ESG Committee plans, manage, and implement FamilyMart's ESG policies and activities and take charge of the
preparation and publication of the annual sustainability report.

(S
©9

ESG Committee

Team leaders

O O
[ Y]

Lo 0 o)
[snTanlan
Sustainable Development
Working Team

Integration by the Corporate
Governance & Planning TEAM

|
C | | )
g2 |[ = |[ & |[ &

Corporate Emr?loyee .and Green Environment Product Trust Team
Governance Team Community Caring Team Team
Take charge of the operation, Take charge of matters Review and plan the Take charge of matters
governance, and financial relating to employee rights environmental management relating to employee rights
matters, such as corporate and interests, consumer policy and approach and and interests, consumer
governance, ethical corporate rights and interests, and event team of FamilyMart. rights and interests, and
management, and legal community welfare. community welfare.
compliance.
® President’s Office ® HR department ® Logistics Department ® Product HQ
® Department of ® Office of Public Relations © Equipment Engineering ® QA Department
Finance and Accounting ® Business Training Department ® Fresh Food OMO
@ Audit Office Department ® Business Planning Department
Department e Fresh Food MTO
® General Affairs Department Department

12 Taiwan FamilyMart Co., Ltd.



Our Sustainable Development Vision

Established over 30 years ago, we continue to uphold our business philosophy of “customer satisfaction and mutual
growth” with a sustainable development attitude and innovation spirit. We firmly believe that CSR is not just a
slogan, all business activities are implemented to create value for customers, and the fruit of growth shall be shared

with employees and partners.

In 2022, we constantly integrate the ESG awareness in the corporate culture and business activities through four
major value chains: food sustainability, goodwill sharing, environmental protection, and corporate commitment
to realize the vision and goal of a “fair and common good production-sale ecosystem”. By implementing robust
management mechanisms, clear and concise objectives, and responsive strategies, we aim to concretely realize our
vision. Through continuous monitoring of our performance in various aspects and refining our action plans, we strive
to enhance our competitive edge in sustainability. By forming the ESG Committee, establishing and implementing
the sustainability visions and goals, and integrating with the implementation and management of the business
strategies, we unfold sustainable management in a top-down and inside-out manners within FamilyMart.

/  Food Sustainable Value Chain /

Convenience stores have become the most convenient channel for buying food. As a retailer focusing on
food sales, we control quality from farm to table, hoping to promote the “food sustainable value chain”.
Since FamilyMart was established, we have been solving pain points in food and retailing channels through
breakthroughs and innovation. From production, the supply chain to sales “sustainable value procurement
+ safe food control + no waste of food leftovers”, we keep out commitment for society and consumers to
address the value of sustainable development.

DAY

No waste of food leftover

Sustainable value procurement

We purchase from smallholders and
social enterprises and maintain fresh
fruit and vegetable supply from

organic farms run by young farmers

Food safety control

Not simply a revolution - Clean Label
for fewer additives.

"“Cherish Food” flips the food leftover
issue with technology and drives

one aspect of food awareness across
Taiwan.

to keep our commitment on local
sustainable development.

/ Goodwill Sharing Value Chain /

As a chained retailer, we have a host of over 4,138 stores in communities across Taiwan, making us part
of each community. We integrate the supply chain and logistics system in the community charity, hoping
that the goodwill of each individual can penetrate O20 in order to turn FamilyMart into a goodwill value

sharing platform for a better society together.

Walking in a FamilyMart store, consumers can easily donate small change or buy an emergency assistance
food pack at any time to contribute to charity. Walking out of the FamilyMart store, consumers can also
donate money to the groups in need of help or convert the reward points into supplies for donation to the

vulnerable groups over the FamilyMart app to extend charity beyond the store.

2022 ESG Report
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/  Environment-Friendly Value Chain /

/ Corporate Commitment Value Chain /

Besides being the convenience store that fulfills the demands of each family, FamilyMart also bring about
the beautiful value between people and links the needs of charities to consumers’ reward points by

building a charity reward point platform.

Build an inclusive employment environment,
Through the FamilyMart app, establish accessible convenience stores for
,

the public and can donate \:/ persons with disabilities, and extend and

reward points to charities. duplicate the success to other charities to
benefit more people.

Given the increasingly apparent impacts of climate change on Earth, environment protection has become
an undeniable, environmental issue in sustainable development of all countries in the world. As the
frontline retailer that contacts with consumers, we understand that buying power is the key factor affecting
the environment and also concern ourselves with climate-related issues. To promote the eco-friendly and
low-emissions lifestyle, besides strengthening supply chain management (SCM) and introducing products
and service processes of low environmental burden to consumers, we have proposed countermeasures
relating to energy conservation and waste reduction in addition to our environmental commitment.

FamilyMart takes the lead in guiding the public towards a sustainable lifestyle, embracing the concept
of environmental sustainability and caring for Taiwan's land and future generations. We aspire to share
the benefits of environmental resources with all stakeholders and collaborate in addressing the potential

impacts of the environment.
© @
.
(-]
Wiaste Reduction and Carbon Reduction

Energy Conservation

Introduce the smart We advocate for Clean Label, reducing

electricity consumption unnecessary additives and carbon

management system for footprint. By expanding the use of local

automated management of ingredients, we aim to reduce carbon

store electricity consumption emissions from logistics. We have

to control peak consumption pioneered the only carbon-negative
store in Taiwan, promoting the concepts

and thereby achieve energy
conservation. of carbon credits and carbon trading.

@

=)

Waste Reduction and
Plastic Reduction
Through the improvement of
fresh food packaging design,

we aim to reduce plastic
waste. We promote regional
store-based container
programs to minimize plastic
usage at the source.

x

Waste Reduction_Food

Leftover Reduction
Promote “Cherish
Food” to address the
food leftover issue in
order to reduce the
waste of food.

We are committed to maintaining the steady growth operating performance, optimizing the corporate
governance system, and building a healthy and safe happy workplace, becoming the partner of employees
and stores, and a trusted business brand of franchisees and the public. In the pursuit of growth, we
increasingly value the communication with stakeholders and commitment to sustainable operations. Hence,
we constantly enhance the transparency and completeness of information disclosure and enforce business
ethics and integrity in operations to build a sustainable business for the common good of society.

Establish the Ethical
QKQQ Corporate Management
Y

Committee; periodically

0 Abide by labor laws and
gﬁ regulations and protect
m the rights and interests
of workers; and enforce

onsite guidance and assessment of
workplaces to build a healthy and

Enhancing the
Y‘ 7 transparency of
information disclosure

includes participating in

|
|
|
i
|
|
|
. ' arrange education,
the quarterly open investor conference .
i
|
|
i
|
|
i
|
|

) K training, and awareness education
and disclosing the results of Board self- 9

assessment and external evaluation on
the corporate website, at the AGM,
and in the annual report.

on ethical corporate management
for all employees; and report the safe workplace environment with zero

performance to the Board every year.

occupational accidents.

Taiwan FamilyMart Co., Ltd.
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_______________________________________________________________________

Friendly Maps received the "Best Product Innovation - Gold Award"

at the 2022 Business Next Innovative Business Awards. Its creative and
groundbreaking nature was a key factor in winning the award for product
innovation.

_______________________________________________________________________

"Order and Reserve" received the "Best Business Model - Silver Award"

at the 2022 Business Next Innovative Business Awards. It is an upgraded
version derived from the coffee cup delivery service, addressing the needs of
customers who want to enjoy discounts on bulk purchases but have limited
space at home for storage.

"Cherish Food + Friendly Maps" won the first prize in the Social Innovation
category at the 18th Global Views Monthly Corporate Social Responsibility
Awards in 2022, making FamilyMart the first retail channel company to receive
the social innovation champion award. It is also the only company to receive the
Common Wealth CSR Award for Social Innovation for two consecutive years.

Awarded the gold medal in the Convenience Stores at The Best Service in
Taiwan by Commercial Times.

The company also received three awards at the Harvard Business Review
Digital Transformation Awards. The "FamilyMart Member App - Cross-
Store Subscription-Based Purchase and Pickup" won the "Business Model
Transformation Award Model." New retail technologies such as the Al
Ordering System, Cherish Food, and Friendly Maps won the "Operational
Transformation Excellence Award Model" and the "ESG Special Award."

2022 ESG Report
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FamilyMart received three awards at the Taiwan Corporate Sustainability
Awards (TCSA) "Sustainable Supply Chain Leader Award" for initiatives
such as the Clean Label Alliance, support for social enterprises, sustainable
dining support, and food safety education; the "Taiwan Top 100 Sustainable
Model Enterprise Award" for outstanding ESG performance; and the
"Silver Award for Sustainable Reporting" for its sustainability report.

purchasing, as well as creating a sustainable production and distribution
ecosystem, were recognized with the "Industry Service Innovation - Three-

! The company's efforts in promoting Clean Label and food safety in
Star Award" at the Food Innovation Awards.

"FamilyMart 0800 Storytelling" transformed real customer praise into
heartfelt brand story videos to inspire frontline staff and boost morale. It
won the "Social Media Marketing Innovation - Two-Star Award" at the
Food Innovation Awards. Won the "Food Innovation Award - Social Media
Marketing Innovation - Two-Star Award."

FamilyMart supports local social enterprise innovation and won the first prize
in the "Buying Power Social Innovation Product and Service Procurement

Award." It demonstrates responsible production and consumption practices
aligned with the United Nations Sustainable Development Goal SDG12. This
is the sixth consecutive year the company has received this award, making it

the most frequently awarded and consistently recognized company.

ICSA ."'l'(‘S\ % TCSA N TCSA

LT -

TUVNORD 4 ERRmEs

i 4
eloitte. . B
IRERE pwe T S T
prums g

9 EYer
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Sustainable Performance Management ‘

Financial Performance Highlights

i\ 2022 consolidated revenues f 2022 net income after tax
SE nts 907 .43 bittion @ nTs 18.96 wittion

Non-Financial Performance Highlights

i} Awarded the Gold Medal at the <Best Service in Taiwan> by

Commercial Times

uoday Ds3 zz0z

@ Self-owned fresh food factory, FCM factory audit rate 100%, audit
& passing rate 100%

fresh food items, and 127 self-branded products (FMC) passed the

Clean Label certification.

Q By December 2022, a total of 1,099 ingredients and materials, 849

‘9 Raised up to NT$130 million a year through the store small change
donation and FP small-amount donation platforms.

Hired up to 87 persons with disabilities, higher than the 771% regulatory
[hir|

requirement.

2022 ESG Report 17



Plans and achievements corresponding top SDGs Corresponding Section

g ¢ In 2022, the audit rate of self-owned and commissioned fresh 2.1 "Safe, Worry-free,
food factories was 100%, and the passing rate was also 100%. Healthy” Foods

(4 ¢ In 2022, we invested up to NT$11.544 million in food safety 2.2 Sustainable Supply
management. Chain Management

¢ We have established and implemented the FamilyMart
"TOSHMS Occupational Safety and Health Management
System" based on CNS 45001 Occupational Safety and Health
Management System to ensure effective implementation of
occupational safety and health management operations and

gagmﬁggm continuous improvement. The management system covers all 5,2 Human Rights and
employees of our company. Ul amd See
(") ¢ We hire occupational health nurses, constantly promote Workplace

maternity health protection, workplace bullying prevention,
health classroom e-learning courses, and arrange employee
health checkups regularly. In 2022, we subsidized NT$6.59
million for employee health checkups.

¢ We set up the employee health consultation hotline to provide
mental health and healthcare-related consultation services.

¢ In 2022 the education and training expenses were NT$39.91
million, and store workers received a total of 169,252 hours of

education and training.
¢ We have also established the enterprise university to cultivate

I talents for the management. A total of 726 employees

3.1 Goodwill Sharing
Value Chain
5.4 Talent Development

graduated from the training.
ml ¢ We have established the workforce e-learning courses. In 2022
there were 880,000 visits in total.
¢ Throughout 2022 year, 680 seed instructors were trained,
visiting 58 primary schools to conduct traffic safety campaigns
and delivering a total of 3,227 traffic safety lessons, benefitting
86,001 individuals.

¢ With the Internet of Things (IoT) monitoring system as the core,
we enhanced electricity efficiency and demand control.

¢ By using energy-saving LED lights in signs, stores, and arcades,
the effectiveness of energy conservation in 2022 was estimated
at 699,511kWh, equivalent to 356 tCO,e.

¢ By introducing R32 air conditioning systems with the greatest
reduction in carbon dioxide emissions, as of 2022, a total of
1,742 stores have implemented this system, amounting to 3,778
units. This accounts for 49.1% of the overall air conditioning
proportion, representing an increase of approximately 11.3%
compared to 2021.

4.1 Environmental
Management Policy

4.2 Climate Change
Response

¢ In 2022, the consolidated revenue was NT$90.743 billion; net
income after tax was NT$1.896 billion; and the cash dividend
JECENT HORKAND was NT$6.5 per s.hare. . . .
¢ Protected labor rights and interests through diversity and

1.1 About FamilyMart
Taiwan

5.2 Human Rights and
Healthy and Safe

o

equality in the employment policy.
" quality ployment policy ) Workplace
¢ Developed a well-established remuneration and welfare system .
. " : " 5.5 Remuneration and
and built an “employee benefits platform” for employees to Benefits

purchase daily necessities with discounts.

18 Taiwan FamilyMart Co., Ltd.



Plans and achievements corresponding top SDGs Corresponding Section

¢ Promoted “Cherish Food"” to address the food leftover issue to
reduce the waste of food.
¢ Promoted the Clean Label to reduce unnecessary additives and

carbon footprint (CFP).
¢ Enforced local sustainable development, increased purchase 2.4 Innovative Products
Py and collaboration with small-farmers and social enterprises, and Clean Label
ANDPRODUCTION and recognized as with the Buying Power: Social Enterprise 4.1 Environmental
m Procurement Award from MOEA for 6 consecutive years. Management Policy
¢ In 2022 FamilyMart was the first convenience store in Taiwan to 4.4 Waste Reduction
introduce the concept of carbon credits. We collaborated with from Love for Earth

National Taipei University to establish 6 carbon-negative stores.
¢ Promoted the Environment-Friendly Project (exchange waste

resources with purchase discounts and paperless uniform invoice

and reward point collection) to encourage public participation.

¢ The environment team under the ESG Committee establishes
the environmental management policy, identifies climate-related

([ R risks and opportunities, and proposes related countermeasures
to mitigate the climate-related impacts on business operations. 4.2 Climate Change
¢ Environmental risks (including climate change) are one of the 7 Response

major risk categories, as established by the risk management
policy, and related procedures and implementation results are
recorded and reported to the Board at least once a year.

¢ Established the Ethical Corporate Management Committee
which reports the performance of ethical corporate management
to the Board every year.

¢ We include the ethical corporate management clause in the

16 Cammasnec supplier contracts and request tier-1 suppliers to sign the ethical
corporate management agreement. The accomplishment rate is 1.2 Corporate
100%. Governance

¢ Established the “Regulations for Handling Reports on lllegal and
Unethical or Dishonest Acts”, set up internal report channels,
defined the handling SOPs, and ensured the protection of the
legal rights and interests of whistleblowers and the relevant
parties.

In 2015 the UN planned 17 Sustainable Development Goals (SDGs) based on the human need for sustainable
development and the environmental, social, and economic problems that all countries in the world are facing as
the agenda for sustainable development in 2030. In response to the SDGs, we voluntarily inventoried and disclosed
our contributions to the SDGs for stakeholders to understand our positive attitude to connect with the world and
determination to promote global sustainable development.

(Source: UN Sustainable Development Knowledge Platform Website)

2022 ESG Report 19
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Besides assigning the ESG Committee
and its working groups as the platform
to identify stakeholders and material
topics, we also hired external independent
consulting companies to provide to make
recommendations that meet the sustainability
context of the Company. After the discussion
of various professional teams, the consensus
and questionnaire methods were used to
identify our stakeholders and sustainable

topics.

Based on the Company’s sustainability
context, industry characteristics, and practical
experience, and with reference to the five
attributes: dependency, responsibility, tension,
influence, and diverse perspective as stated
in the AA1000 Stakeholder Engagement
Standard (AAT000SES), all ESG working teams
and external consulting companies identified
our stakeholders for sustainable development:
shareholders and investors, government
agencies, employees, local communities,
suppliers and contractors, customers and
consumers, banks, the media, franchisees, and

charity groups.

Besides communicating with stakeholders
through comprehensive channels, we set up
the stakeholder section on the corporate
website (https://www.family.com.tw/Web_
EnterPrise/page/contact_us.aspx) and
a mailbox to understand the needs and
expectations on FamilyMart of stakeholders
and made real-time responses. From 2021
onward, have requested a periodic report to
the Board on the status of communication
with stakeholders once a year. The report
contents include the concerned issues,
communication methods, and communication

performance.

Taiwan FamilyMart Co., Ltd.

List of Channels for Stakeholder Communication

Stakeholder

0O o
M

Stakeholders/Investors
[Corporate Governance &
Planning TEAM]

Significance of FamilyMart

FamilyMart values the opinions
of its shareholders and
investors. It has established a
spokesperson system and an
investor relations contact point
to enhance communication.

It regularly holds corporate
briefings and shareholder
meetings to strengthen the
timeliness and transparency of
information disclosure, ensuring
the rights of shareholders and
investors.

I

—

Government agencies
[Legal Compliance Office]

FamilyMart continuously
monitors government

policies and regulatory
compliance. It maintains
effective communication
channels to ensure regulatory
compliance and support policy
implementation.

S

Employees
[HR department]

FamilyMart's momentum
comes from the efforts and
innovative spirit of its partners.
It provides comprehensive
compensation and benefits,

as well as training systems,
and is committed to providing
employees with a pleasant and
healthy working environment.

Local communities
[Office of Public Relations/
Business Advancement
Department]

As a good partner in the
community neighborhood,
FamilyMart actively engages in
local community development
and promotes community
services, implementing
sustainable community
development and care.




Concerned Topic

Communication Channel
and Frequency

. Annual general meeting of

shareholders.

. Quarterly announcements of financial

statements/ Annual publication of
annual reports.

. Annual publication of sustainability

reports in both Chinese and English.

Communication Achievements or
Responses in 2022

. Annual shareholders’ meeting.
. Publication of 68 major announcements in

both Chinese and English.

. Conducting 24 conference calls with

¢ Legal compliance e . domestic and international corporations
. . Invitations or self-organized corporate
¢ Risk Management - . and analysts.
. briefings on a quarterly basis. A
¢ Operating performance . . . Participation in 4 quarterly corporate
O CEETES . Irregular disclosures through the Public briefinas by invitation
Information Observation Platform. 95 0y ’ o
. Reeulkr vprkics of ifommeion . Company annual report, sustainability
disclosure in the "Investor Relations" ot Muenielel fesotits, anel ternilily
section on the official website revenue updates are promptly updated on
) R the company's official website.
. Timely response to inquiries and needs
through the investor mailbox and
hotline.
¢ Social Charity . Monthly regulatory identification and
¢ Legal compliance information dissemination. . . .
. R . . 1. Annual convening of 5 compliance meetings
¢ Product labeling . Irregular participation in policy seminars . .
A 5 ) to grasp the latest policies and internal
and marketing or public hearings. . . . -
S information dissemination.
communication . Irregular cooperation with P— f
. - . . Annual organization of 6 compliance
¢ Food hygiene and safety regulatory authorities for audits and . - . .
. o education and training sessions, totaling 10
¢ Labor Human Rights communication on relevant matters Ao
f . AT ! hours of training.
¢ Occupational health and understanding and assisting in
safety promoting regulatory issues.
. Annual convening of 1 labor-management
. Regular convening of labor- meeting. .
¢ Occupational health and management meetings. . Annual convening of 3 Employee Welfare
- Committee meetings.
safety . . Real-time response to the stakeholder : "9
¢ Labor Human Rights e en i ek walsdie . Accumulated 86 cases of employee
¢ Talent Development and . . feedback and consultation in the
. . Immediate response through dedicated . - .
Cultivation Pt e eflaes ey CrylEes stakeholder section of the official website.
¢ Employee diversity and T . The employee feedback hotline and email
equality. Quarterly convening of the Emplovee inbox have received a total of 0 feedback
¢ Talent attraction and ’ Walf é itt 9 ploy and inquiries from employees.
retention. erare Lommitiee. ) 5. Employee satisfaction survey with a total
. Annual employee satisfaction surveys. - .
of 1,438 participants, with an average
satisfaction score of 4.65.
¢ Social Charity
¢ Waste management

¢ Customer rights and . Real-time response to the consumer Headquarters organized 152 "Little Store

interests service hotline 0800-221-363 Manager" events, with approximately 3,000
¢ Products and Services 2. Community care activities/irregularly participants.
Innovation

¢ Food hygiene and safety

2022 ESG Report



Stakeholder

O
=

Suppliers and Contractors
[QA Department/
Product HQ]

Significance of FamilyMart

Suppliers and contractors are important partners in
FamilyMart's operations. Through close collaboration
and supplier management systems, they work together
to create growth and establish a sustainable value chain.

Concerned Topic

SCM

Products and Services
Innovation

Sustainable procurement
Packaging materials
management

Customers and consumers
[Customer Service
Department]

FamilyMart adheres to the principle of placing customer
needs at its core and strives to meet various shopping
needs and provide a positive consumer experience. It
actively works towards creating the most convenient
lifestyle service platform.

Food hygiene and safety
Customer rights and
interests

Products and Services
Innovation

Product labeling and
marketing communication

Banks
[Department of Finance and
Accounting]

FamilyMart maintains close communication and
interaction with banks to secure stable and competitive
sources of operating funds.

<>

Legal compliance
Governance
Operating performance

The media serves as an important bridge for ¢ Legal compliance
FamilyMart's external communication. It has a ¢ Governance
spokesperson system and a public affairs and brand ¢ Food hygiene and safety
communication unit to ensure consistent delivery of ¢ Customer rights and
. company information and brand image through various interests
. Med.la . communication channels to the public and stakeholders. ¢ SCM
[Office of Public Relations]
Utilizing Japanese expertise in business operations and
combining it with years of local experience, FamilyMart ¢ Talent Development and

Franchisees
[Business Operations
Department]

has developed a comprehensive franchise system,
logistics support system, and professional management
guidance. FamilyMart regards franchisees as business
partners and works together to achieve business
success. It promotes various cooperative projects and
integrates various resources to enhance the brand's
market competitiveness, making franchisees the most
reliable allies.

Cultivation

Products and Services
Innovation
Occupational health and
safety

Customer rights and
interests

\,

Charity groups
[Office of Public Relations]

FamilyMart continues to pay attention to the activities
and initiatives of charitable organizations, engaging in
mutual communication and leveraging influence, with a
commitment to practicing sustainable development.

* o o o

<>

Social Charity

Labor Human Rights
Climate change
Customer rights and
interests

Food waste management
Occupational health and
safety

22 Taiwan FamilyMart Co., Ltd.




Communication Channel

and Frequency

Communication Achievements or
Responses in 2022

Annual vendor meeting are held.

1. Annual supplier meetings are held. 2. The stakeholder section of the official website has received
2. Annual vendor social events are organized. 0 feedback or inquiries from suppliers.
3. Annual supplier audits are conducted. 3. 100% completion of audits for fresh food suppliers and in-
4. Real-time response to the stakeholder section on house brand suppliers.
corporate website 4. Completion of annual audits for 64 key raw material
suppliers.
1. Real-time response to the consumer service hotline

. Real-time response to the stakeholder section on the

0800-221-363

official website

. Conduct periodic customer satisfaction surveys.

Customer feedback received through the customer service
hotline and the stakeholder section of the official website
totaled 20,092 cases.

1. Conduct periodic business visits and meetings. 1. Hold 3 annual financial report audit meetings.
2. Quarterly financial auditing by PwC Taiwan. 2. Conduct 4 annual bank business visits and meetings.
1. Organize periodic interview activities and press
f . . .
conterences . . . 1. Organize 10 media events.
2. lIssue news releases and interviews on an irregular . . . .
basis 2. Participate in 11 media interviews.
y . G . 3.1 120 [ .
3. Dedicated hotline and email for immediate response ssue over news releases
to inquiries and needs.
1. Conduct annual policy briefings.
2. Organize franchisee forums and training courses on an 1. Organize 4 policy presentation events.
irregular basis. 2. Organize 8 franchisee education and training sessions.
3. Regularly update the franchise briefing session 3. Plan weekly store visits 1.5 times per store.
information on the official website. 4. Information from 509 franchise briefing sessions posted on

Real-time response to the stakeholder section on
corporate website

the official website.

. Respond to charitable activities on an irregular basis.

Regularly set up platforms for loose change and small
donations.

Participate in forums and seminars on an irregular
basis.

Dedicated hotline and email for immediate response
to inquiries and needs.

Raised up to NT$130 million a year through the store small
change donation and FP small-amount donation platforms.

2022 ESG Report

23



uoday Ds3 2202

marketing communication Franchisee rights

Process for Determining Material Topics of Sustainable Development

Referring to the guidelines of the GRI Sustainability Reporting Standards 2021 and the AA1000 Stakeholder
Engagement Standard (AA1000 SES), FamilyMart identifies significant issues based on the principles of inclusivity,
materiality, responsiveness, and impact. These significant issues are assessed for their impact on the economy,
environment, and human rights, serving as the basis for sustainable development strategy planning and disclosure of

information in this report.
Process of Identifying Significant Topics

Collect sustainability > Assess impact D Confirm issue prioritization
issues significance and disclosure content

Assessment of Impact Significance

Through internal questionnaires distributed to the Sustainability Development Committee working group, the
impact of 21 significant issues on the economy, environment, society, and products is evaluated. Actual and potential
positive and negative impacts are identified, and the assessment factors for impact severity are categorized into
likelihood of occurrence and scale of impact for comprehensive evaluation. The preliminary results are compiled,
and feedback is provided based on the survey results of significant topics. The 11 prioritized sustainable topics for
2022 are confirmed, including franchisee rights, biodiversity, boundaries of significant topics, and their management

policies, as well as food waste management and packaging materials management.

10 15 20 25 30 35

Food waste management

Food hygiene and safety
Occupational health and safety
Operating performance
Packaging materials management
Customer rights and interests
Risk Management

Talent Development and Cultivation
SCM

Legal compliance

Products and Services Innovation
Waste management

Labor Human Rights

Sustainable procurement

Product labeling and

Employee diversity and equality
Climate change

Talent attraction and retention

Social Charity

Positive Score
Governance

. Negative Score

Biodiversity

Taiwan FamilyMart Co., Ltd.



Boundaries of Significant Topics

Within Organization Outside of Organization

FamilyMart s Customers
Sl : Stakeholders/| communities :
(including | Franchisees : Suppliers and
Investors and Charity
Employees) consumers
groups

Material Topics

uodey Ds3 2202

E Food waste v v v v v

management

E Packaging materials v v v v v

management

Occupational health
S P v v v

and safety

S Talent Development v v v

and Cultivation

G Operating v v v v v

performance

P Products and Services v v v v v v

Innovation

P Food hygiene and v NG N4 v v v

safety

P Customer rights and v v v v

interests
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Explanation and Management Policies of Significant Topics

Material Topics: Food waste management,

packaging materials management

Corresponding GRI
Standards

Importance Description
and Corporate
Commitment

Policy

2023 Goals

Medium- & Long-Term
Goals

Action Plans
(Positive/ Negative
Impact of Response

Measures)

Assessment Mechanism

Grievance Mechanism

2022 performance
highlights

Taiwan FamilyMart Co., Ltd.

Food waste management: Custom Topics
packaging materials management: Custom Topics

As climate change intensifies, demands for energy conservation, carbon reduction,
and environmental protection have become key points for sustainable business
development. While pursuing growth, it is necessary to choose environmentally
friendly action plans. FamilyMart also researches and develops alternative solutions
and evaluates the adoption of new technologies in food waste management and
product packaging to fulfill its commitment to sustainability.

For the issue of the "Fair and Good Ecosystem of Production and Sales, "
the company sets development goals and tracks implementation plans and
effectiveness.

1. Compared to 2018, the fresh food scrap rate has decreased by 30%
2. The "Cherish Food Program" has accumulated a total of 2.79 million members.

1. By 2025, reduce the fresh food waste ratio compared to 2018 by 30%.

2. By 2025, reduce the proportion of plastic packaging materials used for fresh food
products by 10% compared to 2020.

3. The "Cherish Food Program" has accumulated a total of 2.91 million members.

1. Promote various food waste management policies, including precise ordering
reform on the production and ordering sides and the Friendly Shiguang
mechanism.

2. Plan and implement plastic reduction actions, including the promotion of
reusable containers and lightweight packaging materials.

Establish a dedicated project team for plastic reduction and food waste
management, hold regular meetings to track the implementation of action plans
and progress toward interim targets.

¢ Consumer service hotline 0800-221-363
¢ Stakeholder section on corporate website

¢ Chapter on Sustainable Food Ecosystem
¢ Special Chapter on Plastic Reduction
¢ Part 4 Love Earth with FamilyMart



Material Topics: Occupational Health and Safety,

Talent Development and Cultivation

Corresponding GRI
Standards

Importance Description
and Corporate
Commitment

Policy

2023 Goals

Medium- & Long-Term
Goals

Action Plans
(Positive/ Negative

Impact of Response
Measures)

Assessment Mechanism

Grievance Mechanism

2022 performance
highlights

Occupational Health and Safety: GRI 403 Occupational Health and Safety
Talent Development and Cultivation: GRI 404 Training and Education

A sound workforce is closely related to national development, and effective
occupational health and safety management plays a crucial role in ensuring the
safety and health of workers and the supply of labor. It is also a key factor in the
sustainable operation of businesses. FamilyMart is committed to implementing
robust occupational health and safety management, working together with
colleagues and stakeholders to maintain a safe working environment. At the
same time, FamilyMart believes that employees are the most important asset of
the company. It establishes a comprehensive training system and individualized
employee development plans to enable colleagues to pursue diverse career
development paths and enhance their competitiveness. At the same time,
FamilyMart believes that employees are the most important asset of the company.
It establishes a comprehensive training system and individualized employee
development plans to enable colleagues to pursue diverse career development
paths and enhance their competitiveness.

¢ Occupational Health and Safety Management Policy
¢ Human Rights Policy

1. Obtained external verification for ISO 45001"

2. The frequency severity indicator (FSI) was lower than the average in Taiwan's
retailing industry in the last 3 years.

3. Number of high-consequence work-related accidents each year: 0

1. Continuously maintain the effectiveness of external verification for ISO 45001

2. Number of high-consequence work-related accidents each year: 0

1. Adhere to occupational health and safety management policies and enhance
store promotion and implementation of relevant education and training.

2. Optimize various training programs and implement employee development plans
(IDPs).

1. Hold regular occupational health and safety committee meetings to discuss labor
rights, welfare, and environmental health and safety matters.

2. Annually update job functions based on business development strategies and
enhance training quality and personalized training resources through mechanisms
such as online job competency assessments.

¢ Consumer service hotline 0800-221-363
¢ Stakeholder section on corporate website

¢ Employee feedback hotline and email/real-time

¢ Part 5 FamilyMart, A Happy Enterprise

2022 ESG Report
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Material Topics: Business performance, regulatory

compliance, risk management

Corresponding GRI
Standards

Importance Description
and Corporate
Commitment

Policy

2023 Goals

Medium- & Long-Term
Goals

Action Plans
(Positive/ Negative
Impact of Response

Measures)

Assessment Mechanism

Grievance Mechanism

2022 performance
highlights

28 Taiwan FamilyMart Co., Ltd.

Economic Performance: GRI 201: Economic Performance
Legal compliance: GRI 2-27 Legal compliance

Risk Management: Custom Topics

We are committed to maintaining the steady operating performance and

growth, optimizing the corporate governance system, and building a healthy,

safe and happy workplace, becoming the partner of employees and stores, and

a trusted business brand of franchisees and the public. In the pursuit of growth,

we increasingly value the communication with stakeholders and commitment

to sustainable operations. Hence, we constantly enhance the transparency and
completeness of information disclosure and enforce business ethics and integrity in
operations to build a sustainable business for the common good of society.

¢ Sustainable development practices guidelines.

¢ Corporate governance practices guidelines.

¢ Integrity in business practices guidelines.

¢ Integrity in business operations procedures and code of conduct.
¢ Risk management policy

1. Positive profit growth in 2023.
2. Invitation or self-organized corporate briefing sessions are held once every
quarter.

3. Introduce the external assessment system for Board performance assessment.

Continuously provide consumers with high-quality and convenient products and
services, strengthen risk management mechanisms and regulatory compliance,
seek stable profitability for franchisees, create higher value for shareholders,
implement sustainability principles such as environmental, social, and corporate
governance, achieve sustainable business operations, and become the best partner
for customers in their lives and on this land.

1. Plan budgets recognized by the Board, review operating performance each
month, and make dynamic adjustment based on the market.

2. Establish and implement the group'’s legal compliance system and shape the
legal compliance awareness in group members.

3. Establish the risk management & crisis handling promotion mechanism, draw up
the risk assessment and business continuity plan (BCP).

1. Distribute cash dividends steadily.

2. Gather the information on the Group's compliance performance and report to
the senior officers meeting quarterly.

3. Perform self-assessment of legal compliance periodically, review implementation
status, and assist with the improvement.

4. Report the status of risk management implementation to the Board once a year.

¢ Consumer service hotline 0800-221-363
4 Investor service hotline: 02-25239588 #6240

¢ Stakeholder section on corporate website

¢ Part 1 FamilyMart Convenience Store



Material Topics: Products and Services, Food hygiene and safety, SCM,

Customer rights and interests

Corresponding GRI
Standards

Importance Description
and Corporate
Commitment

Policy

2023 Goals

Medium- & Long-Term
Goals

Action Plans
(Positive/ Negative
Impact of Response

Measures)

Assessment Mechanism

Grievance Mechanism

2022 performance
highlights

Product and Service Innovation: Custom Topics

Food hygiene and safety: GRI 416 Customer Health and Safety

SCM: GRI 308 Supplier Environmental Assessment, GRI 414 Supplier Social
Assessment

Customer rights and interests: GRI 418: Customer Privacy

In the face of rapidly changing internal and external environments, aging
population, and the rapid penetration of digital technology, consumer preferences
and demands are constantly evolving. FamilyMart collaborates with supply chain
partners to continuously research and develop innovative products and services.
We are committed to providing consumers with safe, reliable, and healthy products,
ensuring their safety and peace of mind. Our goal is to offer high-quality and
convenient goods and services.

1. Both the fresh food suppliers and the suppliers of self-branded products have
achieved a 100% compliance rate in audits.

2. The passing rate of ISO 22000 certification of both self-owned and fresh food
factories: 100%

3. The 2023 passing rate of Clean Label certification of fresh food (excluding cut
food, including nitrate-containing products, products of limited quality and for
short expiration): 100%

4. The target response efficiency of customer complaints is 98%

Operating our business based on the philosophy of "Customer Satisfaction,

Mutual Growth," we focus on studying consumer needs and habits, continuously

introducing innovative business models, enhancing convenience in consumers'

lives, and developing opportunities beyond the convenience store domain. We also
maintain quality control through raw material management and quality assurance
operations to ensure customer health and safety.

1. Implement the long-term ISO promotion plan, store management SOPs, and
internal certification.

2. Maintain food safety through spot check by self-owned fresh food factories,
FamilyMart Laboratory, and third-party verification.

3. Establish the Supplier Management Regulations to implement various management
audits on suppliers.

4. Include Ethical Corporate Management and ESG clauses into the supplier
contracts.

5. Introduce the Taiwan Personal Information Protection and Administration System
(TPIPAS) and renewal certification every two years.

1. Pass the ISO 22000 renewal certification every 3 years.

2. The product chapter in the sustainability report has been verified by PwC
accountants with a assurance report.

3. Renew TPIPAS certification every two years.

4 Consumer service hotline 0800-221-363

¢ Stakeholder section on corporate website

¢ Part 2 FamilyMart, Your Trusted Store
¢ Part 3 Care from FamilyMart

2022 ESG Report
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FamilyMart

H 8 Eeohmcmeon: et
Convenience v
Store

158 stores
more than
2021

= 2% FamilyMart

In 2022, we continued store expansion to 4 ’ 1 38 stores across Taiwan

2022 consolidated revenues: : 2022 net income after tax:

N1$90.743 billion NTS 1.89 6 billion



Stakeholders/Investors,
Government agencies, Banks,
Media

Business performance,
regulatory compliance, risk

management

&

Invitation or self-organized
corporate briefing sessions are
held once every quarter

Positive profit growth in 2023

= 2% FamilyMart
Introduce the external assessment — >

system for Board performance
assessment



ﬂ 1.1 About FamilyMart Taiwan
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Taiwan FamilyMart Co., Ltd. was invested in Taiwan by the FamilyMart Group of Japan. With service as the core, we
vertically integrate various functions, including logistics, information system, and fresh food to provide various retail
services for the general public, including daily necessities, fresh food, collection, store pick-up of mobile shopping

and online shopping.

Entering the post-pandemic era, people's lifestyles and consumption patterns have changed, driving the
consumption trends of "quick action" and "lazy commerce." With the advantages of a dense network of stores and
community engagement, FamilyMart quickly connects with consumers' community-oriented consumption habits,
where they can conveniently access both virtual and physical shopping options. By leveraging both digital channels
and physical stores, FamilyMart has launched the "FamilyMart+1 Mall" on its member app and the e-commerce
platform "FamilyMart Mobile Shopping." These initiatives are complemented by store managers' community-driven
group purchases, allowing consumers to place orders online and quickly pick up their purchases nearby, satisfying
their diverse shopping needs through multiple channels.

FamilyMart is actively moving towards the goal of "putting FamilyMart in everyone's hands" by focusing on the
consumer and becoming an omnipresent cross-industry convenience and lifestyle service platform. Through digital
transformation, it aims to enhance the consumer experience through the integration of virtual and physical elements.
FamilyMart strives to provide consumers with high-quality and convenient products and services, secure stable
profits for franchisees, create a fair and friendly workplace for employees, generate higher value for shareholders,
and implement sustainability principles in terms of the environment, society, and corporate governance, ultimately
achieving sustainable business operations.

Organizational Profile

Time of establishment 1988

Jung-Ting Yeh

Tung-Tou Hsueh :

FamilyMart Co., Ltd. of Japan: 45.00%

NT$2.232 billion

FamilyMart

NT$90.743 billion

5,112 persons = £ FamilyMart
4,138 stores in Taiwan

7F, No. 61, Section 2, Zhongshan
North Road, Taipei City.

Headquarters address

(date updated by December 31, 2022)

Taiwan FamilyMart Co., Ltd.



Investees

FamilyNet
Co.,Ltd

100%

Re-Yi
Distribution
Service Co.,Ltd

100%

FAMILY
INTERNATIONAL
GOURMET CO.,
LTD

100%

Taiwan
Distribution
Center Co.,Ltd

51.7%

Jin Shin Food
Corp.

100%

FOPi Bakery
Co., Ltd.

93.5%

FamilyMart

CHIEN KANG
INTERNATIONAL

FamilyMart
China Holding

FOODS CO., LTD.

30.0%

Co., Ltd

45.4%

Financial Performance (consolidated)

[[] Hundred million NTD

7 Number of stores

EVERFAMILY
INTERNATIONAL
FOODS CORP.

45.0%

All Win Fintech
Company
Limited

67.1%

ACCUDATA
RESEARCH
INSTITUTE INC.

70%

PING ROUN
FOOD CO.,
LTD

38.2%

000 4,138 000
1000 5,
. S e 3,770 3,980
800 %/%:/_ﬁj —————————— 4,000
o R
600 - % —————————————————————————————————————— 3,000
400 - f— ) b b 2,000
717 777 854 837 907
200 - |- b b b 1,000
0 O QO o0
2018 2019 2020 2021 2022

2022 ESG Report

h h h h h R uew}(llwej ’

33



9101G 92USIUBAUOY) Le|AAjiwe

(unit: thousand NTD) 2020 2021 2022

Operating revenues 85,365,675 83,659,512 90,742,893
Gross profit 31,067,010 30,209,985 32,911,994
Operating income (loss) 2,821,616 1,666,521 1,682,326
g;p”;sp:raﬁng income and 77,155 114,693 491,778
Net profits before tax 2,744,461 1,781,214 2,174,104
g:(’)’}lt;”o‘?:se°y‘;‘j:’ti°”s Net 2,240,930 1,409,749 1,896,019
Net profit of the year 2,240,930 1,409,749 1,896,019

Direct Economic Value Generated and Distributed within the Organization

Direct economic value
generated in 2022

Income

86,419,354

External Participation

By participating in the activities of industry associations, we exchange and communicate experience and information

with other businesses in the same industries.

unit: thousand NTD

Direct economic value distributed in 2022

Operating costs 57,692,645
Employee wages and benefits 3,610,936
Payment to financiers 1,292,297
Payment to government expenses

by country 166,856
Investments in community 10,232

4 ) ) N N
Taiwan Chain Stores and Taiwan Food Technologists Total Quality Food
Franchise Association (TCFA) Association (TFTA) Association (TQFA)
Status of participation Status of participation Status of participation
Consultant and Managing director Director Group member
o 2N 2N
4 N [
Chinese Non-Store Retailer Taiwan Internet and
Association (CNRA) E-Commerce Association (TIiEA)
Status of participation Status of participation
Premium member Member
o 2N
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1.2 Corporate Governance

Corporate governance is the cornerstone of corporate sustainable development. We are committed to shaping a
corporate governance culture, build well-established and stringent standards to practice corporate governance,

protect the rights and interests of investors and stakeholders.

1.2.1 Framework of Corporate Governance

As a public company traded at Taipei Exchange (TPEx), our corporate governance regulations and acts comply with
the regulations announced by TPEx. The Board of Directors is the top decision-making body, with its Chairperson as

its elected representative who appoints a President to manage business affairs within the Company.

Shareholders’ Meeting

R

Chairperson

a u h h “ R uew,(”me:l

Integrity Management Committee
Audit Office

Audit Committee
Remuneration Committee

Deputy Chairman

President

ESG Committee ittt TTTTTTmtommmmmmmmes Executive Vice General Manager

President’s Office R Deputy Chief Operating Officer
F hise Merchants Office /il [ '
Public Affairs and Brand :
Communication Office

Logistics

Product E-R.etail Quality CBtlls.lne.ss Busin?ss Businfass Management Information zgfane] Digital .
HO Business Assurance ultivation  Operations Planning Ho HO Sales Transformation
L HQ
Division Department Department Department Department Office
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Board Framework and Operation

Being the Company’s top decision-making body, the Board supervises the overall operations and management of
the Company. At least one Board meeting is held quarterly. In 2022, a total of 6 Board meetings were held. The
Board exercised its power in exact accordance with the Company’s Articles of Incorporation and Procedure for the
Meetings of the Board of Directors, as well as the relevant laws and regulations. To assist the Board in performing
its supervision duty, two functional committees, the Audit Committee and Remuneration Committee, have been
established under the Board to review important proposals. Additionally, directors are requested to avoid conflicts
of interest related to themselves or the company to ensure the maximum interest of stakeholders.

Board Independency and Diversity

Directors of this Company are 13 in total (including 3 independent directors), and are elected according to the
candidate nomination system. Candidates are nominated by the Board or shareholders meeting. The nomination
and qualification review of candidates are implemented according to the Regulations Governing the Election of
Directors and Independent Directors and the legal procedures before election by the Meeting of Shareholders.
Members with backgrounds including law, industry, finance and accounting, and marketing. Additionally, in different
professional backgrounds, each has operational management, leadership, decision-making, operational judgment,
crisis handling, accounting, and financial analysis capabilities, industry knowledge and internal market view
expertise to demonstrate diversity and complementary effectiveness. For the basic information, education and work
experience, expertise, and remuneration of the board members (.. 1), please refer to pages 7-18 of the 2022 Annual
Report of the Shareholders' Meeting o 2.

In addition, all members of the FamilyMart Board of Directors possess the necessary knowledge, skills, and
qualifications required for their executive duties. We arrange diverse training courses for directors every year to
enhance their decision-making quality and supervisory capabilities, thereby strengthening the functions of the
board. For the training status of Directors for the year 2022, please refer to page 29 of the 2022 Annual Report of
the Shareholders' Meeting (o 2.

The company has established the "Board Performance Evaluation Method" and conducts internal board

performance evaluations annually based on the evaluation procedures and indicators specified in the method. In

January 2023, the internal performance self-assessment of the board, directors, and functional committees for 2022

was completed, with all results rated as "excellent." The self-assessment results were reported to the board in March

2023. For related information, please refer to page 20 of the 2022 Annual Report of the Shareholders' Meeting o 2.

Note 1: Directors’ remuneration includes director remuneration, retirement pensions, director remuneration and fees (such as travel expenses);
the remuneration of the general manager and deputy general manager includes salary, retirement pensions, bonuses, and employee
compensation.

Note 2: The 2022 Annual Report of the Shareholders' Meeting of the company can be downloaded from the Taiwan Stock Exchange or the company's
Investor Relations section at: https://www.family.com.tw/Web_EnterPrise/page/invest.aspx.

1.2.2 Maintenance of Shareholder Rights

We value communication with shareholders. Hence, we

have set up the Investors section on the corporate website Spokesperson:
to disclose the Company's real-time financial, sales, and Executive Vice General Manager,
Wu Sheng Fu

corporate governance information. We have also hired SinoPac i
" . fu@family.com.tw
Securities as our stock agent to handle the questions and

recommendations of shareholders. Additionally, we hold Acting Spokesperson:
investor conferences periodically and handle the relevant Manager of Administration
Department, Li Jian xing

investor questions at any time to ensure that investors )
sofm@family.com.tw

are entitled to be informed and understand our financial

information. In 2022 we held four investor conferences Investor Service Hotline:
02-25239588 #6240

investor.relations@family.com.tw

and established communication channels, including the

spokesperson system and investor communication hotline for

shareholders to express their opinions at any time.

Taiwan FamilyMart Co., Ltd.



1.2.3 Enforcement of Ethical Corporate Management

We believe that running a business through ethical management and impartiality is the backbone of corporate
sustainable development. We formed the Ethical Corporate Management Committee under the Board and established
the Procedures for Ethical Management and Guidelines for Conduct, Ethical Corporate Management Best Practice
Principles, and Employee Code of Ethical Conduct to define the ethical behavior for ethical corporate management of
employees. We also report the specific achievements and status of implementation of ethical corporate management
to the Board every year. We require our colleagues to adhere to internal regulations and prohibit dishonest behavior in
the execution of their duties. They must participate in public affairs in a legal manner and ensure that relevant actions
are disclosed in accordance with the law. Furthermore, they are required to report annually to the Board of Directors

on the specific achievements and progress of the company's integrity management.

Through irregular internal training courses, franchisee education and training, and supplier conferences, we promote
the relevant laws and regulations and our own disciplinary regulations. We arrange periodic education, training, and
awareness education activities for employees. In 2022 we already arranged compulsory education, training, and
awareness education on insider trading for all employees, with a training completion rate of 100%. For suppliers
having business with us, to ensure the non-corruption and integrity of the business activities between both parties,
in 2020 we began to include the ethical corporate management clause in all supplier contracts and requested tier-1
suppliers to sign the Ethical Corporate Management Agreement, with a completion rate of 100%, to ensure mutual

compliance with business ethics and integrity.

We have the “Regulations for Handling Reports on lllegal and Unethical or Dishonest Acts”, set up internal report
channels, defined the handling SOPs, and ensured the protection of the legal rights and interests of whistleblowers
and the relevant parties. We also keep confidential whistleblowers and investigators and protect them against
unfair treatment or retaliation. In 2022 no non-compliance with insider trading, anti-competitive practices, market
monopolization or speculation, and unethical or dishonest behavior was reported.

1.2.4 Open and Transparent Information

As a TPEx-listed company, we disclose on and upload

to MOPS by law the “"CPA-certified (annually) or CPA- /Our official company website provides \
reviewed (quarterly) financial statements”, “AGM annual methods and information for public
report”, “monthly business report”, “shareholding contact. We welcome any stakeholders

and consumers who are concerned about
FamilyMart's operations to directly
contact us and communicate through the
following link:

changes in directors, supervisors, officers, and
shareholders holding over 10% of the total issued shares”,
and “AGM minutes”. In 2015, we began to publish the
sustainability report every year and set up the ESG section

on the corporate website as the important channels and http://www.family.com.tw/Web_En-

terPrise/page/contact_us.aspx

platforms for communication with stakeholders.

2022 ESG Report

37

91015 82UdIUBAUOY) HEeAAjiwe




ﬂ 1.3 Risk Management

Facing various risks coming in within and outside of the Company and capturing and addressing them in real time
are our key to maintaining growth and steady operations. To improve the company's risk management mechanisms
and effectively assess and understand the company's risk tolerance, FamilyMart has established a risk management
policy. This policy covers various risks that may arise during operations and business processes. It also conducts risk
assessments on significant issues related to operations, environment, society, and corporate governance. Seven

major risk categories have been identified, including food safety risk, public safety risk, labor safety risk, personal

91015 92USIUBAUOY) LeAAjiwe

data risk, information security risk, environmental risk, and financial risk. In addition, a risk management and crisis
management framework has been established to ensure effective response and control of risks. To address systemic
risks within the group, plans are made to establish and integrate group-level risk management mechanisms, thereby
enhancing overall risk response capabilities. This ensures that the company can effectively maintain and control
various potential risks while pursuing corporate growth, thus achieving the strategic planning and objectives of the
company. To supervise the implementation of risk management, every year we periodically report to the Board the
status of implementation of risk management in the year.

° 7 Risk Categories

Risk responsible
unit

Risk Aspect | Risk | Risk description Countermeasures

¢ Periodically inventory climate-
related risks and opportunities,
identify the frequency of severe

Uncertain incidents L
weather events and their impact

. disrupti | ] L Busi
Environmental o'i:;gil?: S or stores on business continuity, and output o u:::::;is
risk P . countermeasures through the P
) due to climate change or working aroun meetin Department
Environmental natural disasters. ng group g
) ¢ Remind the featured operations for
preventing water outages/typhoons/
epidemic.
Risk incidents f T .
a‘:irik;r:;::ade:osthoer(rliarior;sn ¢ Perform firefighting drills at all malls
. pany according to the Fire Services Act .
Public safety  that cause property every vear Business
risk damage or opportunity yyear Cultivation HQ
¢ Enhance mall insurance renewal
loss to stores/HQ and non- every vear
specific individuals. y year.
¢ Organize health promotion
:ll% e-learning courses for education
® and training and occupational safety
Q (D Uncertain incidents ::ﬁ;zs:z:nd training for new
e cusrsieTOm |+ Al mlamenatonct
perm CNS45001 occupational health and
Labor safety injuries to workers due to safety management system (risk Management
risk failure to follow the labor Y 9 Y HQ

assessment, regulatory identification,
internal audits)

¢ Implementation of automatic
inspections for FamilyMart Labor
Safety Day in stores, as well as
conducting labor inspections and
counseling.

management laws and
regulations or other non-
specific reasons.
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Risk Aspect

Risk description

Countermeasures

Risk responsible
unit

Personal data

Uncertain incidents
damaging the rights and
interests of non-specific

Complete the advanced course on
the Personal Data Protection Act
according to TPIPAS

Qutsource audits and supervision on

units hiring contractors to collect,

Management HQ

risk S
individuals due to personal process, and use personal data.
data breaches. Analyze personal data risks and
produce improvement reports every
year.
Impacts on business Complete the annual information
fr\\ operations of business security report
- disruption or data theft Hold information governance
000 Cybersecurity ~ due to information system, meetings quarterly. Information HQ
NN risk system crash, system Obtain ISO 27001 certification for
failure, data damage, the electronic invoicing system and
Governance system intrusion, and so maintain its effectiveness.
(G) on. Obtain annual APP MAS certification
. . arterly hold receivable revie
Changes in the economic quarterly vaple review
. o meetings and run analysis and issue
and financial conditions
- the related follow-up reports.
at home and abroad will . :
Compile financial reports quarterly,
affect corporate revenues, . :
Financial Risk  operating costs, exchange which are approved by the Audit Management HQ
. ' Committee and the Board of
rates, and interest rates .
. . Directors.
to further influence gains/
Apply for Board approval for
losses and cash flow N .
proposals on significant capital
volume. .
expenditures.
Strengthen quality assurance audits
- d li tters.
Uncertain incidents and complance matters
. Monitor food safety news and
in the process of :
. . developments daily and respond - .
food/ingredients/ ; Logistics Quality
Food safety . accordingly.
) materials procurement, . Assurance
risk . Hold monthly food safety meetings
manufacturing, and sales Department
. to stay updated on the latest
Product (P) that may cause negative

impact to the Company.

regulations.
Organize food safety crisis drills
every year.

2022 ESG Report
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ﬂ Q Implement a risk management and crisis handling framework
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Media risk alerts (quarterly)
Legal newsletter (monthly)

Customer service feedback

Routine Risk Detection:
Risk Secretaries for each risk category

Assigning secretary units for corresponding
meetings based on the seven major risk
categories

Food safety crisis meetings

Different secretaries assigned based on levels
(divided into three levels)

Occupational safety Personal data

Information security Environment

Labor safety Finance

Identification of crisis
response issues

Enhancement of risk
management
seminars

Enterprise Union

Discussion on

» Convene crisis management meetings (divided
into three levels)

' handling gaps
Corresponding policy

modifications

Enterprise Union

Review / Corresponding discussions

/ |dentification of issues Level 1 Level 2 Level3 | | -mmmmmmmmmmmmm---e-
Information sharing/ communication Department Unit Executive Vice Functional Transformation

. Convene Planning Manager General Meetinas
Secretary: Business Management Director 9 Manager 9
Department Identification of major
Members: Planning departments, Department |/ Business Department event review issues
Public Relations/Legal Compliance Secretary  Planning Dae?):?f::n:t Manager (reported based on
the situation)

Information and Communication Security Risk Management

With the widespread use of the internet and continuous advancements in information technology, while developing
emerging businesses, Family Mart does not overlook the protection of corporate and member data. In order
to ensure the implementation of information security in business operations, the company has established an
"Information Governance Committee" and designated a dedicated unit for information security, responsible for

planning, promoting, and implementing information security management and supervision.

Information and Communication Security Risk Management Framework

Executive Vice
General Manager

e 2
J Information Security
EU Planning

Information Security
Planning

Audit Office Chlef(l)nf;%r::atlon

Enformation Governance)

Information Security
Management
Representative

Information Security
Management

Information Security
Response

Information Station

Committee

Representatives from
various departments

Taiwan FamilyMart Co., Ltd

SHA

Representatives
from various group
companies

Security Operation

Information Security
Audit




@ Information and Communication Security Policy

1. Establish information security management regulations to provide appropriate protection measures for the
company's information assets, ensuring their security, confidentiality, integrity, and reliability.

2, Regularly assess the impact of risks on the company's information assets and develop contingency measures
and disaster recovery plans for critical business operations to ensure business continuity.

91015 82UdIUBAUOY) HEeAAjiwe

3_ Continuously educate all employees of the company to promote the concept of "information security is
everyone's responsibility” and enhance their awareness of information security.

4. Require all employees of the company and relevant suppliers in the supply chain to comply with the company's
information security regulations when connecting to information systems or providing services. Violators will be
disciplined according to the company's regulations, and severe cases may face legal consequences.

@ Specific management plans and resource allocation

1. Comply with relevant laws, regulations, and contractual requirements to maintain the confidentiality, integrity,
and availability of business activities.

2. Follow internal control and internal audit management practices, refer to the information security control
guidelines for listed and OTC companies, and regularly conduct information security audits to implement
security protection.

Protect physical information assets through security monitoring operations to prevent theft or malicious
damage to equipment.

policy, and refer to technical publications to develop information security protection mechanisms and plans.

5. Annually monitor changes in the information environment in accordance with the company's information security

Conduct security testing, information and communication security assessments, and information security

incident drills annually to enhance employees' awareness of information security crises and the response

capabilities of information security personnel, in order to prevent, detect, and contain incidents in a timely and
effective manner.

7. Strengthen the reporting and response to information security incidents to minimize business impact and ensure
the continuity of company operations. Establish information and communication security incident reporting and
response management procedures. In the event of an information and communication security incident, internal
and external reporting will be conducted based on the severity level, an incident response team will be
established, and the impact of the incident will be evaluated for risk control and subsequent investigation.

8_ Conduct information security education and training applicable to all employees, social engineering exercises,

and regular information security promotion to enhance employees' awareness of information security and

prevent potential risks.

9. In accordance with the requirements of the electronic invoice implementation guidelines, FamilyMart complet-
ed the ISO 27001 Information Security Management System verification and recommendation certification by
the British Standards Institution (BSI) in December 2022 and obtained certification in January 2023 (certificate
valid from January 11, 2023, to October 31, 2025).
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ﬂ 1.4 Legal Compliance

We are committed to creating a legal compliance culture with the Office Legal Compliance as the responsible unit to
constantly deepen legal compliance promotion within the group for the full control and support of all departments

91015 92USIUBAUOY) LEeAAjIwe

and subsidiaries to maintain legal compliance in all services.

Q Policy and Commitment

Maintain integrity and impartial management,
comply with the government and regional laws and

regulations.

FamilyMart

Constantly optimize the group’s legal compliance
system and shape the FamilyMart legal compliance

culture.

Q Six Management Approaches

Management approaches

1.

Outreach and communicate
laws and regulations

Implementation contents

4 Regularly convene compliance meetings within the group to communicate

information on legal compliance, reduce legal risks within the group, and
form a consensus on legal compliance.

Consolidate the latest legal information monthly and issue an electronic
newsletter on legal compliance within the group to keep employees
informed of relevant legal information and promote legal compliance
awareness among group members.

2.

Inventory the laws and regulations
by industry of group's various
services and identify risks

FamilyMart Group operates in diverse industries, including convenience
stores, logistics, food and beverage, tickets, information technology,
virtual finance, fresh food, and bakery. The industries involved are diverse
and subject to extensive regulations. It is necessary to assess the legal
risks and identify the risks specific to each industry, and plan appropriate
operational mechanisms for legal compliance risk control.
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Management approaches Implementation contents

¢ Establishment and updating of Compliance Manuals and Self-Assessment
Operations for Related Laws and Regulations: Develop compliance
manuals for related companies under the group, manage legal risks,
and regularly conduct self-assessments of compliance to check the

91015 82UdIUBAUOY) HEeAAjiwe

3 compliance status and assist in improvements.
¢ ¢ Establish a FamilyMart Compliance Manual, covering nine major areas,
Produce the legal compliance including @ Employee Management, @ E-commerce, @ Marketing,
handbook and promote legal @ Personal Data, ® Gift Certificates, ® Tickets, @ Food Safety,
compliance self-assessment Franchising, and (@ Corporate Governance, to formulate laws and

regulations, manage legal risks, and serve as the basis for self-assessment
of compliance. This ensures that the company's management and
business activities consistently adhere to legal regulations, promoting
sound business operations.

¢ Regularly track, control, analyze, and consolidate changes in laws and
4 . regulations, provide key information on legal changes to relevant units
within the group, and track and control the measures and timelines for

Group legal compliance control . . .
legal compliance in each unit.

¢ Consolidate the overall compliance status and effectiveness of the entire
5 . group on a quarterly basis, and report regularly at senior management
meetings to ensure that senior executives fully understand the

legal li t . ) . .
D [Eerl campliEnss rEper implementation status of group-wide compliance matters.

¢ The legal areas involved in the group's businesses include, but are not

limited to, Act Governing Food Safety and Sanitation, Fair Trade Act,

Personal Data Protection Act, Intellectual Property Rights Act, Consumer
6 . Protection Act, Labor Standards Act, Company Act, and environmental
regulations. Each year we organize the e-learning courses on Personal
Data Protection Act and Intellectual Property Management System for all
employees. We also offer legal education and training courses for new
employees.

Plan legal training courses

o Non-compliance in 2022

FamilyMart strictly complies with environmental protection regulations announced by government agencies, as
well as laws and regulations such as the Act Governing Food Safety and Sanitation. In 2022, a total of 3 violations
of the Food Safety and Sanitation Management Act occurred in FamilyMart's headquarters and stores, resulting
in penalties totaling NT$210,000 imposed by regulatory authorities. However, there were no incidents requiring
product removal notified by the regulatory authorities. Additionally, one significant incident involving a violation of
the Labor Standards Act resulted in a penalty of NT$320,000 imposed by regulatory authorities (.. In response
to such penalties, we immediately conduct reviews and improvements, strengthen education, training, and legal
compliance promotion, and increase inspection frequency to ensure compliance with legal regulations and prevent

the recurrence of similar incidents.

Note: Significant violations of regulations refer to incidents where the amount of the fine exceeds NT$100,000.
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FamilyMart,

Yovur Trusted

Store

2022 Sustainable Q

Key Performance

N

ISO 22000

8 Number of stores passing
stores ISO 22000 certification
Accumulative internal

10,192 sanitation promotions at
stores ISO 22000-certified stores
1 Number of self-owned fresh

00% food factories passing ISO
pass 22000 certification (4 factories)

ZERO 1 RESPONSIBLE
HUNGER

CONSUMPTION
ANDPRODUCTION

(s
w § CO

Material Topics: Products and Services, Food
hygiene and safety, SCM

Stakeholder: Government agencies, Local
communities, Suppliers and Contractors,
Customers and consumers, Media, Franchisees

Passing rate
100%

== FamilyMart

Supplier
Management

Fresh food (self-owned factories) suppliers
second-party audit (4 factories, 8 times) Audit
completion rate 100%

Passing rate
100%

Fresh food (outsourced factories) suppliers
second-party audit (53 factories, 75 times)
Audit completion rate 100%

Passing rate
100%

FMC suppliers second-party audit (26 factories,
44 times) Audit completion rate 100%

Passing rate
100%

Coffee bag suppliers second-party audit (4
factories, 4 times) Audit completion rate 100%

Passing rate
100%

Raw material suppliers second-party audit (64
factories, 55 times) Audit completion rate 84.4%

Passing rate
99.5%

Fresh food (self-owned factories) periodic
inspection (621 times)

100%
pass

Packaging material inspection (20 pieces)




/ Top 3 Targets for 2023 j

O Both the fresh food suppliers and the suppliers of own-brand products have achieved a

100% compliance rate in audits.
O Passing rate of ISO 22000 certificate of both self-owned fresh food factories: 100%

O Passing rate of Clean Label certification of fresh food (excluding cut food, including

nitrate-containing products, products of limited quality and for short expiration): 100%

O

=
Store Own Food
Management Laboratory
Certified Accredited microorganism laboratory by the
Passing rate Store spot check (12,000 times by two Taiwan Fogcﬂ and Drug Administration
97.6% in total, failure 290 times) . ) (TFDA), Ministry of Health and Welfare, and
’ ! organizations  the Taiwan Accreditation Foundation (TAD)
Store spot checks on fresh food Taiwan Accreditation Foundation (TAF)-
. PFOdUCFS or PVOF'UCt labeling certified inspection items: total plate count,
Passing rate Inspection (173 items) by health 9 items Coliform, Escherichia coli, Staphylococcus
100% authorities, and s_ynchro.nous aureus, Salmonella, Listeria monocyto-
spot checksband mslpectlons genes, Enterobacteriaceae, preservatives,
(173 times) by FamilyMart propanoic acid
Three events Taiwan Food and Drug Administration
were held with ) o 3t (TFDA), MOHW, accredited inspection
T QA education and training rems items: total plate count, Escherichia coli,
a pqucégqhon (classroom course) and Coliform
o
individuals
9.096 Related expenses (including instruments and
illi apparatus, inspection, salary, and miscellaneous
miilion purchases) of laboratory in 2022
Inspection
Expenses As of the end of 2022, the food laboratory has
) complied with the regulations and standards
14 items set by CNS (Chinese National Standards) or
= 11.544 million relevant authorities such as the Taiwan Food
: and Drug Administration
External inspection laboratories:
Inspectlon. expenses on foqu The non-standard self-inspection items
\ and containers and packaging established in a manner not mentioned above
materials having contacts with 5 items include pesticide rapid screening, antibiotic

food. rapid screening, clenbuterol rapid screening,

cleanliness rapid testing, and caffeine testing

J
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2.1 "Safe, Worry-free, Healthy” Foods

As a retailer in the food supply chain, we uphold the principle to provide consumers with “safe, worry-free, and
healthy) products. Hence, we impose stringent quality control and quality assurance on materials suppliers, product
manufacturers, fresh food factories, logistics, and retailing stores to ensure the absolute safety in all parts of the

product supply chain of food products that consumers purchase.

Value Chain
s
o o
FamilyMart Vi
== i
Indirect Direct FamilyMart Consumers/
Suppliers Suppliers Convenience Store Community

Indirect Suppliers: The top tier of our supply chain consists of indirect suppliers, including farmers, fishermen, ranchers,
and overseas manufacturers, with whom we establish business relationships through direct suppliers.

Direct Suppliers: These are the main suppliers with whom we conduct transactions in our supply chain. They can be
manufacturers, traders, or service providers. Some of our cooperative suppliers who provide fresh food products to
FamilyMart have their factories and equipment financed and built by FamilyMart to ensure that their quality meets our
requirements. These facilities are then leased to the cooperative fresh food suppliers to manufacture the fresh food
products requested by FamilyMart.

2.1.1 From Farm to Table: Stringent Quality Control of Foods
at All Levels

FamilyMart has established a food safety management platform that tracks and inspects the entire supply chain
from raw material sources, suppliers, fresh food factories, to distribution through 15 logistics centers (covering an
area of 65,285.68 ping) and delivers to 4,138 stores across Taiwan (covering an area of 190,916.22 ping). Following
the concept of "from farm to table," we regularly monitor, inspect, and trace the origin of products, ensuring the
strictest quality control and providing consumers with safe, high-quality, and delicious goods they can trust.

Starting from food ingredients to fresh food factory production and then to release, stringent screenings and
inspections are implemented at all levels to ensure 100% conformity to our quality requirements for sales. After
product launch, store personnel follow the QA instructions to perform machine temperature control, cleaning, and

production expiration management every day.

~ 4,138 stores

traceability traceability traceability
— Blal = &4 = B
—ll & Sma [

traceability Fresh Food traceability Logistics traceability Stores traceability Consumer
factories

Raw Material

Taiwan FamilyMart Co., Ltd.



In 2022, local health authorities from various regions conducted a total of 173 (Note) inspections on fresh food-
related products and checked the origin labeling at FamilyMart stores nationwide. FamilyMart also arranged for
certified inspection companies or units to conduct simultaneous inspections on the same batch of products at the
same store or in the same region. The inspection results were all in compliance with the food hygiene regulations
established by the health authorities.

Note: On 2020/9/17, TFDA of MOHW formulated and promulgated the Labeling Regulations on Country of Origin Packaged Products that Contain

Pork and Other Edible Parts of Pig and amended the Standards for Veterinary Drug Residue Limits in Foods, enabling local health authorities to
enhance post-market spot checks and audits on the labeling of pork products on all retail channels.

( )

Production Pre-release re quality
quality control quality control control

Irregular quality and sanitation In addition to the test-qualified examination After delivery to stores and being
audits on fresh food factories. reports before release, third-party sampling put on shelves, products nearing
checks are performed periodically on expiration are inventoried 5 times a
products after release according to the day (09:30, 16:00, 23:00, and 24:00)
health laws and regulations.
& J

2.1.2 Certification for ISO 22000 Food Safety Management Systems

Food safety problems have been gaining increasingly extensive Two Certification for Food Safety :
attention in recent years. Consumers have also raised their food ISO 22000 and HACCP

quality demand to force the food supply chain to face more
stringent controls and requirements. To enhance food safety of the
food chain in the production process and stores, we implemented
the ISO 22000 Food Safety Management System (FSMS) in 2010
ahead of others and become the first convenience store chain
in Taiwan to pass both ISO 22000 and HACCP certification. By
December 31, 2022, 8 stores obtained the ISO 22000 certificate,
while other stores also followed the ISO 22000 inspection model
and obtained FamilyMart's promotion certification after passing

the evaluation.

Contas TWIOGDIG)

To enforce consistent, ISO-compliant food safety management

across all stores in Taiwan, we have drawn a long-term ISO

promotion plan to progressively promote ISO FSMS management
procedures to all stores each year and perform internal
certification. Every year, in the first half, selected stores undergo
education and training, and in the second half, certification

companies conduct compliance checks on store operations to

ensure adherence to the management systems established by the

company. This serves as an internal promotion and performance

certification. As of December 31, 2022, FamilyMart has completed
the internal promotion of ISO 22000 in 10,192 store instances,
year by year.
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2.2 Sustainable Supply Chain Management

In recent years, due to factors such as the pandemic, global climate change, and rising sea levels, governments
around the world have begun considering how to coexist with the natural environment. At the same time, businesses
are exploring ways to protect the planet and achieve sustainable operations while maintaining revenue growth. As
a benchmark enterprise, FamilyMart continues to focus on ESG issues and collaborates with suppliers to enhance

sustainability in the supply chain management.

We establish specifications for product inspection, onsite checks, audits, and evaluations for supplier management.
For three types of suppliers: fresh food factories (self-owned or outsourced), own-branded factories (FamilyMart

Collection, FMC), and ingredient/material suppliers, we have even set up stringent control mechanisms.

Based on the “triple management and triple traceability” principles, to ensure the quality of released products,
we have established the “Supplier Management Regulations” for suppliers having business with us. The approach
involves categorizing existing suppliers and establishing management focus areas based on different levels of
risk. First, basic supplier data is verified to ensure they are legally registered companies or factories, and suppliers
passing relevant international certification (e.g., CAS, TQF, ISO 22000, HACCP, or FamilyMart-recognized quality
labels) will be considered a higher priority. The QA department plans the evaluation regulations and audit measures
for different categories of suppliers. In response to the pandemic and the need for quality assurance control,
FamilyMart has implemented remote monitoring and audits to ensure the proper management of key supplied

products. This measure allows for enhanced monitoring and control even during periods of restricted access.

2.2.1 Supplier Code of Conduct

Emphasizing the belief in “customer satisfaction and mutual growth”, besides constantly strengthen corporate
governance indicators, we also improve CSR in collaboration with partner suppliers. We include the ethical corporate
management and CSR clauses in the ethical corporate management agreement and product transaction contracts

and request all suppliers having business with us to sign those documents.

@ vJvlv]

The Labor Rights and
Interests and Human Rights

9

The Ethical Corporate
Management Agreement

The Environmental Protection
Commitment includes

includes Commitment includes
Compliance with the relevant laws and Compliance with the laws and Compliance with the Labor Standards
regulations and Ethical Corporate regulations related to environmental Act and other relevant laws and
Management Best Practice Principles; protection and actively reducing regulations, ban on forced labor and
no acceptance of commissions, impacts or hazards on nature with any form of discrimination, and
kickbacks other undue advantages; green environmental protection, compliance with the laws and
and abidance by IP rights and Personal energy conservation, and carbon regulations related to labor health and
Data Protection Act reduction. OH&S.

Before entering into formal trading partnerships with new suppliers, FamilyMart assesses the risk level and requires
the procurement unit or the supplier to conduct a self-assessment to determine compliance with FamilyMart's
quality assurance standards. Alternatively, FamilyMart may commission inspection companies to conduct audits.
These audits include evaluations of relevant legal requirements, environmental hygiene, personnel management,
and quality management, with an emphasis on environmental protection and occupational health and safety. This

ensures that suppliers meet the required quality standards and exhibit a commitment to social responsibility.

Taiwan FamilyMart Co., Ltd.



2.2.2 Supplier Audit and Evaluation

Based on the categories of suppliers, there are 10 types .« of audit and evaluation of fresh food factories, including
outsourced and self-owned. The audit items also vary by nature, including environmental sanitation management/
factory hardware, production facilities and equipment, quality management, production processes, foreign matter
management, warehouse temperature, personnel management, spot check, emergency handling, major defects,
communication of laws and regulations and important regulations. The passing mark is a weighted average over 80
points. In 2022, FamilyMart introduced the "Corporate Social Responsibility Actions" category, which includes audits
on waste management, labor and ethical standards, and occupational health and safety. This addition strengthens
the focus on ESG management by suppliers.

FamilyMart conducts inspections of supplier products by randomly sampling and sending them to certified
inspection companies or units. In case of special circumstances, FamilyMart reserves the right to conduct inspections
at any time. Products that do not meet the quality standards are immediately removed from shelves and not sold.
In product labeling inspection, the supplier of first-time-released products should send the products to a third-
party certification body to verify if information is clearly labeled by law before products are allowed to be released.
Products must pass the said inspections 7 days before introduction and allowing for release

Note: For the audit evaluation items and allocation of commissioned fresh food factories and private label factories, please refer to the appendix
"Supplier Audit Management Evaluation Items and Allocation Overview".

2.2.3 Triple Management and Triple Traceability

Enforcing FamilyMart food safety value chain: Quality control is implemented from farm to table, and the “triple

management and triple traceability” measures are applied to suppliers.

= Strengthen supplier management, enforce the QC of finished products,
manufacturing processes, and materials/ingredients.

" Based on the triple management spirit, suppliers must trace back to the
material/ingredient suppliers.

Triple Management

Purpose: Enforce the Good Hygiene Practice for Food (GHP)

7. Adequate education for workers, good hygiene 3 Pest control and cleanliness of buildings and
practice facilities
2, Clean and well-controlled workplaces 4. Process control and quality control
Primary Management Secondary Management Triple Management
Self-imposed management Outsourced Testing FamilyMart On-site Audit
of suppliers by FamilyMart

& &) #

m Periodic inspections of . m Onsite factory spot checks of . m FamilyMart personnel factory
materials/ingredients, } materials/ingredients and } audit on GHP compliance.
semi-finished products, and ; finished products by third-party Second-party factory onsite
finished products. ' laboratories. ] audit.

" SO 22000, CAS, and TQF ; ™ Onsite store spot checks of ; " Second-party material /
certification and follow-up : finished products by third-party ingredient supplier onsite
Self-imposed management of laboratories. ; audit.

m workplaces and documents ' m Onsite spot checks of materi- ' om
according to the GHP : al/ingredient suppliers by :

standards third-party laboratories.
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From farm to table, seamless management 1
of food safety

= Promote the origin traceability concept
= Based on the triple traceability spirit, suppliers must trace back to the
material/ingredient suppliers.

Triple traceability

Purpose: Ensure no quality problem at the source, and immediately suspend manufacturing, processing,
and sales

When potential hazards are detected and

° proceed with a recall.

Primary Traceability
Written Management

2 Reporting to Municipal and County (City)

Competent Authorities

Secondary Traceability
Manufacturing Process

Triple traceability
Origin of Raw

of Finished Products of Ingredients Materials

o

u Ingredient suppliers/traders m Sources and place of origins of
B Manufacturing process and various materials/ingredients
control points B Management of the place of
origin traceability system

® Finished product suppliers
and locations

= Nutrient labeling and
specification of finished
products

2.2.4 Management of Self-Owned Fresh Food Factories

By December 31, 2022, we had four self-owned fresh food factories (o) (Ping Roun Food Daxi Plant, Ping Roun
Food Xinfeng Plant, Jin Shin Food, and FOPi Bakery). All have passed the ISO 22000 certification. The related details

are tabulated below:

Supplier e - Certificate
Certification Activity Validity

1. Production of 18°C delicatessen food (Rice balls/Sushi)
2. Production of 4°C ready-to-eat meals (Rice-based meals,Noodle-based meals)

3. Production of chilled desserts and sweet soups & salt soups 2021/7/1~
. ) : . 2022/8/16
g Raui Food category: Clll Processing of perishable animal and plant products (mixed
Food products)
Daxi Plant . o . . .
1. Production of 18°C delicatessen food (Rice balls/Sushi)
2. Production of chilled nice-based meals and noodle-based meals 2022/8/16~
3. Production of chilled ready-to-eat noodles 2025/8/16
4. Production of chilled desserts
Ping Roun Production of delicatessen food (4°C ) including sandwiches, salads, and rice-
Fgood based meals 2021/7/23~
Food sector: Clll Processing of perishable animal and plant products (mixed 2024/7/23

Xinfeng Plant products)

Taiwan FamilyMart Co., Ltd.



Certificate
Validity

Supplier
Name

Certification Activity

1. Production of 4° C ready-to-eat meals
2. Production of 18° C ready-to-eat meals

Jin Shin Food 3. Production of frozen cooked dishes ;8;;;;;2~
Food category: Clll Processing of perishable animal and plant products (mixed
products)
Scope: Production of bread and cake
FOPi Bakery Production of Bread and Cakes 2021/3/26~
Food Chain (Sub) Category: CIV 2024/3/26

Food Chain Industry Category: CIV

Note: The self-owned fresh food factories are FamilyMart investees (FOPi Bakery, Jin Shin Food, Ping Roun Food Daxi Plant, and Ping Roun Food
Xinfeng Plant) that manufacture fresh food for the chain and sell FamilyMart products accounting. Fresh food outsourced factories provide
A. FMC fresh food, B. self-service area products (e.g., oden and hot dog), and C. high-risk products (e.g., fruit and sweet potatoes) based on
internal assessment. They are not suppliers for complete retailing.

For the products produced by our in-house fresh food factories, "FamilyMart" commissions certified inspection
companies or units to conduct regular inspections on product specifications, appearance labeling, and
microbiological testing wow. In 2022, a total of 621 samples of fresh food products produced by our in-house
factories were randomly tested. The results showed that 3 items did not meet the specified criteria, resulting in
a pass rate of 99.5%. Additionally, for factory internal sanitation and management, one second-party audit by
external certification bodies was conducted each in H1 and H2 on a total of five factories (Ping Roun Food Daxi
Plant, Ping Roun Food Xinfeng Plant, Jin Shin Food, Fast Food, and FOPi Bakery). The audit accomplishment rate
was 100%. Eight audits were conducted in 2022, all passing, with a rate of 100%. In 2022, FamilyMart introduced
the "Corporate Social Responsibility Actions" category, which includes audits on waste management, labor and
ethical standards, and occupational health and safety. This addition strengthens the focus on ESG management by
suppliers.

Note: For the audit evaluation items and allocation of commissioned fresh food factories and private label factories, please refer to the appendix
"Supplier Audit Management Evaluation Items and Allocation Overview".

2.2.5 Fresh Food Supplier Management

Management Mechanism for Fresh Food Suppliers

In 2010, we set higher standards on outsourced fresh food suppliers to implement stringent control in terms of 3
aspects: basic requirements review before contracting, quality control after contracting, and management after

contracting.

New Inclusion in Fresh Food
System Management

Quality Control
after Collaboration

Pre-Audit Process for

New Suppliers

(Basic Conditions)

-
—

1. Certification Aspect: Annual
verification of the certification mark's
validity.

. Manufacturer's Registration Docu-
ments/Product Liability Insurance

. The Quiality Assurance Department may
conduct pre-audit assessments of food
factories before their introduction, based

2. Personnel Hygiene and Operational
on the risk level of the supplier.

Environment

N

. Audit Aspect: Audit frequency is
determined based on the results of
both audits and the stability of
product quality.

2. Prior to listing, the Quality Assurance

w

Disinfection Equipment
Department or a third-party certification

unit will conduct the initial inspection. The

o

. Metal Detection Control

(]

. Third-party Certification Unit Verification

(such as CAS or TQF or ISO 22000/
HACCP or FamilyMart recognized
quality certification standards)

factory must meet the assessment criteria
for in-house brand commissioned
manufacturers. Only factories with a score
of 80 or above will be allowed to sell
products at FamilyMart.

w

. Management Aspect: Product
sampling, source management, and
food traceability registration.
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Management Mechanism

Both new and existing suppliers must comply with the following standards:

1. [Both Audits] Audit Performance Requirement: In-house fresh food factories, commissioned fresh food factories, and
FMC factories must all achieve at least an A grade.

2. [Third-party Certification] New suppliers should obtain ISO 22000/HACCP/CAS/TQF or other recognized quality
certifications by FamilyMart.

3. [Quality Assurance Inspection] The Quality Assurance Department conducts factory visits, product sampling, and
document reviews based on risk levels to confirm legality and authenticity.

4. [Supplier Quality Agreement] The content of the agreement is revised and approved annually. If suppliers violate the
agreement, penalties, suspension of sales, or other measures will be implemented.

5. [Product Inspection and Labeling Review] Prior to listing, the supplier must complete the factory visit, meet
FamilyMart's adoption criteria, pass product inspections, and sign the quality agreement. Failure to complete the
above procedures within the specified timeframe will result in the inability to introduce the product. For urgently
introduced new products, the purchasing personnel should submit relevant information to the Quality Assurance
Department for filing and storage prior to listing.

To ensure the quality of fresh food, we constantly implement onsite routine check on fresh food outsourced factories.
We also hire third-party certification units to assist with the annual second-party audit. Factories that receive a B or
C grade (ot ) must make improvements within the specified timeframe and undergo reevaluation. Outsourced fresh
food factories failing to make improvement by the deadline and with low cooperativeness, in consideration of the

quality stability of fresh food products, we will terminate the transaction with these outsourced fresh food factories.

In 2022 there were 53 outsourced fresh food factories (including OEM factories and egg suppliers) having business
with us, with an audit accomplishment rate of 100%. A total of 75 second-party audits w2 were implemented on
these 53 outsourced fresh food factories, and all passed the audit.

Note 1: For the audit evaluation items and allocation of commissioned fresh food factories and private label factories, please refer to the appendix

"Supplier Audit Management Evaluation Items and Allocation Overview".
Note 2: 75 audits included super A (61 times) and A (14 times).

Management Mechanism for Egg Suppliers

To strengthen source management of egg farms, we began to enhance the audit of different types of
suppliers: egg washing factories, egg farms, and egg farms with washing factories in collaboration with
National Animal Industry Foundation. In 2022 we performed the breading management and quality
management audit of 15 egg farms et 1), our egg product suppliers (ot 2. The audit accomplishment

rate was 100%.

Note 1: 15 times including Grade A (15 times).

Note 2: For the audit evaluation items and allocation of egg processing plants and chicken
egg farms, please refer to the appendix "Supplier Audit Management Evaluation
Items and Allocation Overview".

Taiwan FamilyMart Co., Ltd.



2.2.6 FMC Supplier Management

FamilyMart's own brand, "FamilyMart Collection," was launched in December 2013 on the occasion of FamilyMart's
25th anniversary. In response to the changing external environment and market demands, it aimed to provide
customers with products that are perceived as safer and more trustworthy, meeting their expectations. Since
the introduction of Clean Label certification in 2018, 97% of domestically produced items under the FamilyMart
Collection brand have passed the Clean Label evaluation in the past five years.

As of the end of December 2022, the product

categories of "FamilyMart Collection" have 1 :

expanded to include desserts, beverages, —

snacks, biscuits, alcoholic beverages, ice : B . b = Famiiet
. L. . . e D+ xEuui > R R ¢ xani

cream, daily necessities, textiles, gift sets, i :

and more, with a total of 219 items. Among

IESEAE  1BEME  EheH SADNH  BuR ST
| )

«@mn
- _ ) . 3

them, 119 items are food products, accounting
for 54% of the total. This year, FamilyMart
has continued to collaborate with social

enterprises. In partnership with a local dairy brand, "Fresh Milk Shop," they have jointly
developed a new category of "yogurt," using high-quality Taiwanese milk sources to

offer consumers a better choice. Additionally, in response to the changing consumer

demands during the pandemic, FamilyMart collaborated with Microbio to introduce six =

health supplements, ensuring the well-being of the entire family. ' ""r E E '
e Tﬁ 4

To control product quality, we began second-party audit management on FMC food ".’4130

product suppliers o 1. Besides performing basic certification review and factory &t ®

visit before contracting according to the “Supplier Management Regulations”, these

suppliers are requested to accept the second-party audit each year implemented by

the third-party certification bodies hired by us.

In 2022, there were a total of 26 food-related suppliers in collaboration with FamilyMart's own brand products. The
audit completion rate for these suppliers was 100%. A total of 44 audits were conducted for these 26 suppliers, and
all audits resulted in a qualified rating note 2.

Note 1: FamilyMart Collection refers to the products labeled under its own brand category. For the audit frequency and rating criteria of suppliers

related to FamilyMart's own brand products, please refer to the appendix "Supplier Audit Management Evaluation Items and Distribution
List."

Note 2: 44 audits included super A (27 times) and A (17 times).

2.2.7 Self-Imposed Management of Raw Materials Suppliers

Upholding the provision of worry-free and safe fresh food products, we implement controls at the source from raw
materials. We began to implement the second-party audit on focused raw materials suppliers, covering commodities
including meat, aquatic products, eggs, bakery, and sauces. Starting from audit enhancement, we ensure shipping
quality management to keep our food safety commitment for consumers. We have established the FamilyMart
Quality Management System for the reference of auditing raw materials suppliers. From the decision-making body
of management to food factory workers, no part of work management should be overlooked. We conduct periodic
onsite inspection of food factories to supervise their quality management, operating procedures, and the degree of
implementation, in order to judge if their quality management system meets our requirements.

In 2022, FamilyMart had a total of 64 collaborating raw material suppliers. Among these suppliers, 54 were
subjected to a dual audit. The completion rate of the audits was 84.4%, with a total of 55 dual audits conducted.
The audit results for all 55 audits were qualified. In raw materials supplier audit, we value sustainable environment
issues and thus include them in audit management to implement strict control over the management of waste,

WCO, wastewater, air pollution, and emissions, in order to contribute to the ecology and environment.
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b

@ Number of suppliers =) Number of audits

Food factories Egg and livestock Factors of rice, flour, Supplier Type:
product factories and their products Raw Material Traders

Note: For the audit evaluation items and weighing, audit frequency, and grading standards of raw material and packaging suppliers, please refer to
the appendix "Supplier Audit Management Evaluation Items and Weighting Summary" for details.

2.2.8 Management of Food Containers and Packaging Materials

We will assume control of all food containers and packaging materials having direct contact with food. Before
product release, suppliers must submit the inspection report from third-party certification bodies. After release, the

QA or fresh food unit arranges irregular spot checks based on the risk of the finished products or materials.

Based on the risk level, each month the fresh food materials section performs a spot check on the packaging
materials in the manufacturing process. In the spot check, packaging materials are divided into three categories
(pressure forming, injection molding, paper/bamboo chopsticks, plastic film) for cyclic spot checks. New products in

the quarter will be prioritized for spot check.

In 2022, the materials inspection, dissolution test, and heat resistance test were conducted on 20 packaging
materials used in the store. The results show that all tested materials comply with the Sanitation Standard for Food
Utensils, Containers and Packages of the MOHW. We planned that food container suppliers must submit a new

inspection report every April to control the safety quality of packaging materials.

Inspection items for new packaging

Category . Annual risk inspection items
materials/spare parts
Plastic products such as cups, Dissolution test, plasticizers, heat . .
. Dissolution test
covers, and straws. resistance test.
Plastic gloves Plasticizers, heavy metals Plasticizers
Bamboo/wooden products S0O2, H202, C12H10 S02, H202
Paper products Fluorescent brightener, dissolution test Fluorescent brightener

In 2022, FamilyMart had a total of 4 cooperating packaging material suppliers wot. 1. The completion rate of audits
for these 4 suppliers was 100%. Four dual audits (.. 2 were conducted for these packaging material suppliers, and

the audit results were all qualified.

Note 1: The audited packaging material suppliers supply coffee paper cups to FamilyMart.
Note 2: All 4 audits were classified as Super Grade A (4 times).

Taiwan FamilyMart Co., Ltd.



2.2.9 Product Safety Test

To ensure the food safety of fresh food factories, all self-owned fresh food factories will perform self-imposed
inspections through the in-house laboratory to test the raw materials, semi-finished products, and finished products.
We also hire third-party certification bodies (Intertek Testing Services Taiwan Ltd. of UK and Tentamus Analytics
Taiwan Inc. of Germany) to perform spot checks to control product inspection. Testing items are adjusted according
to the product category. The current testing items are as follows:

To protect food safety for consumers, we invest large amounts of labor and funds in product quality control to
perform irregular tests at all levels of our products from raw materials to store sales to ensure product quality.
Though external, independent testing units and professional instructions, we hope to control product quality more
stringently and objectively. We have also established a division of management system and specification for product
quality assurance. In 2022, the fees for the inspection of food and container and packaging materials having contacts
with food was NT$11.544 million.

2.3 Food Safety System
e 2

FamilyMart Convenience Store
= =

= 2% FamilyMart

Product Traceability Source Control

Safety and Security | Inspection Mechanism Management
Implementing Quality Enhancing Vertical Implementing Traceability
Assurance by All Staff Management through a Track Record System

Ensuring the Implementation of Supply Emphasizing Quality Management .

Chain Quality Assurance Operations of Raw Materials Incorporating Track Record System

© Promotion of ISO 22000 certification © Optimizing central procurement of o Establishment of the traceability

® Shop QA enforcement raw materials database management functions

© Establishment through collaboration ¢ Triple QA planning of raw materials ¢ Including new products in the

with external experts © Account management of focused traceability system

© Establishment of penalties for raw materials

audited defects in fresh food © WCO recovery and management of
factories fresh food factories
Introduction of On-site factory inspections

dedicated teams

Dedicated Organization for Food Enhanced management of
Safety Risk Management raw material suppliers

© Food safety management and ® Plant visit mechanism and graded @

planning section management

© Deepening management at the
source of outsourced factories

(& J

Besides constantly enhancing food safety control, capturing the trends of food safety regulations, and detecting

and gathering food safety information to maintain food safety, we have been promoting “food education” in recent
years and introducing food ingredients and studying trends benefiting consumer health. Simultaneously, a negative
database is established for products that fail official external agency inspections and arrive from non-compliant
suppliers. This serves as a reference for food safety risk management. The company conducts regular food safety
crisis drills every year to enhance the risk awareness of all staff and familiarize them with standard operating
procedures, thereby reducing the risks and hazards associated with food safety crises.
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. Food safety

implementation

Control the quality of food, raw
materials, and ingredients with
specifications better than the
government standards.

RaNZ

K.. Y.

Food education
implementation

Propose specifications or
suggestions for food ingredients,
raw materials, and additives.

NG j

Hold monthly and make resolution and

Targe'ted counteractions for announced laws and
Sne=Hi regulations or drafts.
Share information for compliance through QA
QA report reports of the laws and regulations and

counteractions in the targeted meeting.

Food safety drills

Annual food safety crisis drills

Food safety
negative database

QA report

Gather the spot check results announced by the
health authorities, establish a database on
nonconforming items and unqualified suppliers.

Enhance QA awareness in employees through
units such as law outreach, food education
classroom, food safety truth, food safety tests.

Food education
detection

Food education detection: Propose
health-benefiting food ingredients and
recommend product development, and
promote product usability

The Quality Assurance Department holds regular "Food Safety Project Management Meetings" on a monthly basis

to discuss the alignment of group quality assurance policies and regulations. In 2022 a total of 12 “Food Safety

Targeted Management Meetings” were held.

Q Members of the Food Safety Meeting

Lo

Legal Compliance, PR,
Customer Service, Business
Operations Promotion

Professional Support

Department, and Business

Planning departments

Affiliates

Taiwan Distribution
Center, Re-Yi
Distribution Service,
Family International
Gourmet

Taiwan FamilyMart Co., Ltd.

= 2% FamilyMart

Logistics
Department

>

Supplier Management Team
Product OMO Integration
Department, Fresh Food OMO
Integration Department,
Member & E-Commerce
Promotion Department, QA
Department, and self-owned
fresh food factories

)
=

Raw Material
Division

Fresh Food OMO
Integration Department
and Freshly Made
Cooking Department

a®



To enhance the group’s QA awareness, we began to hold the group QA exchange meeting to share topics
with external experts from the industry, government, and academia in order to capture the domestic, foreign,
and international trends of food safety and food education development. In 2022, we invited the "Food and
Farming Education Foundation" to share insights on "Food and Farming Education and Dining Trends," and "Fat
& Prosperous Corporation" to discuss "Developments in Delivery Platforms and Food Safety Control." These

discussions provided practical insights for our development.

2.3.1 Shop QA Optimization

Through the QA management mechanism and education and training, every year we arrange education and training
for HQ and sales supervisors and recurrent or e-learning courses over the “FamilyMart e-Learning Network” for
store workers to strengthen the QA concept and awareness in all personnel.

o QA education/ training

4 )

1. Headquarters, regional operational executives, and related enterprises (fresh food

factories):
Quality assurance-related courses, store hygiene management and cleanliness, food
labeling instructions, etc.

2. Store frontline staff (store managers, store clerks, part-time workers):
Food hygiene management, basic quality assurance and hygiene, external agency
inspections, etc.
In 2022, a total of 3 training sessions were conducted for internal audits, cleanliness of
production facilities and equipment, with a participation of 90 individuals.

- J

Education and Training Departments and Course Titles

2022/2/10 Internal audit practices 2 2 persons
| . £ hvai . ideli
2022/5/13 ntr??luc.tlon of hygiene design guidelines and 17 persons
positioning cleaning methods
2022/8/26 Practical evaluation of factory and equipment cleanliness 51 persons
effects
Total 3 sessions 90 persons
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2.3.2 Enforcement and Enhancement of Store QA Specifications

Since 2015, we have hired external organizations to perform store checks. Each month, external organizations audit
each of the following five categories: QA log and document management, cleaning agent management, focused
machine management, facility/equipment management, product management and observation items. The mark
deduction system is adopted for scoring. The audit includes 37 items in six categories. Except for expired items
that are serious defects with a single-item score of 100, the score for each of the other items is 1-5 marks, and
the passing score is 80 or more points. In 2022 a total of 12,000 stores were spot-checked, with a failure count of
290 and a passing rate 97.6%. Repeat inspections will continue in the next month for stores that failed, until they

become qualified. The sampling status of stores in the past three years is as follows:
Q Store Spot Check Pass Rate in Last 3 Years

2020 2021 2022
oo 10,200 otmoes 11,820 simores 12,000
mimores 100 Minores 223 minee 290

Pass Rate 99% Pass Rate 98,1 % Pass Rate 97.6%

Pass rate Pass rate Pass rate

in repeat 1 OO% in repeat 1 OO% in repeat 1 OO%
check check check

We have established the “Customer Complaint Handling SOP” to actively respond to customer complaints, and
complaints on expired products are recognized as serious customer complaints. Besides sending the improvement
notice to stores receiving customer complaints, HQ will also punish store personnel according to the defined
Punishment Regulations to manage product quality. Before the high season in summer, a QA Dirill is arranged for
stores to simulate the store spot check models of local health authorities and summarize second-party spot checks

to enhance the QA awareness and sanitation management of store personnel.

2.3.3 Food Safety Traceability

"FamilyMart" has been gradually establishing the "Food Traceability Management System" since 2012. It has set
up a cloud-based center for food traceability and undergone verification by a third-party notary. In 2014, it passed
the review by the Ministry of Economic Affairs, becoming the first "CVS Channel Food Traceability Service Model"
demonstration operator in the country. Simultaneously, the "Food with Confidence in Shopping" platform was
developed, allowing consumers to choose allergen-free products, products without certain meats (e.g., beef), or

products suitable for specific calorie intake. This provides peace of mind for consumers regarding their food choices.

Taiwan FamilyMart Co., Ltd.
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Instructions
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Supplier History Food Safety

Traceability B2B 5 1Al History Traceability
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platform platform
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Traceability integrated to Enhancing product

new product release
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Basic data production

and analysis anomaly blocking function

® Establishment of the food
safety blocking mechanism
Abnormal product real-time
inquiry and notification for
real-time blocking

® Real-time inquiry of basic data
Keyword search for analysis

® Linking new product release and
traceability
Integrate the B2B supplier
collaboration system for
crosscheck with food traceability
review before release.

® Enhance risk control mechanism
Implement product management
by integrating information with
the system to clearly record
product traceability change and
anomaly monitoring.

® Establishing the existing product
change review mechanism
Adding the new food product
post-market traceability change
review function to ensure
database accuracy.

Food Safety On the FamilyMart On the FamilyMart
Assurance @% app, click on Food website, click on Food

Inquiry Method Safety Assurance Safety Assurance

2.3.4 FamilyMart Food Laboratory Basic Information

Besides increasing the frequency of outsourced inspection by external inspection companies, we established the
“FamilyMart Food Laboratory” to start with microorganism inspection. We passed the certification for accredited
microorganism laboratory by TFDA and TAF respectively. At the beginning, we applied for accreditation of 3 items
only: food hygiene indicators including Escherichia coli, E. Coliform, and total plate count. In response to the
diversity of products sold in stores and testing items, preparations have been made to expand the chemical testing
items. The procurement of relevant instruments and hardware construction has been gradually completed. The
laboratory has also started conducting tests using biochemical rapid screening methods for antibiotics, pesticides,
and lean meat additives, as well as tests for preservatives and propionic acid using official methods, to enhance the

testing capacity and services of the food laboratory.
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The "FamilyMart Food Laboratory" actively pursues additional certifications and has gradually obtained accreditation
from the Foundation for Accreditation of National Certification (TAF) for six testing items: Enterobacteriaceae,
Staphylococcus aureus, Salmonella, Listeria monocytogenes, preservatives, and propionic acid, in order to meet
the requirements of general food testing. The laboratory has also successfully completed certification renewal
(once every three years). In 2022, new rapid tests for cleanliness were added, including tests for fat, starch, residual
cleanliness, and caffeine content. The total investment in the food laboratory in 2022 amounted to NT$9.096 million

note), @accounting for 0.01059% of individual operating income.

Note: The food laboratory expenses included instrument and apparatus, examinations, remuneration, and miscellaneous purchases.

o . . . Total number of Validity of
Accreditation unit Accredited items . . .y .
accredited items accreditation

- . ) . 2018.10.30~

TFDA, MOHW Escherichia coli, Coliform, total plate count. 3 items 2024.10.29
Escherichia coli, Coliform, total plate

TAF count, Enterobacterlgcea?, Staphylococcus Q items 2018.11.21~

aureus, Salmonella, Listeria monocytogenes, 2024.11.20

Enterobacteriaceae, preservatives, propanoic acid

As of the end of 2022, the following non-standard self-inspection items were added, not following the certified
methods: quick tests for cleanliness, including tests for fat, starch, residual cleanliness, and caffeine content.

2.4 Innovative Products and Clean Label

2.4.1 Food Safety Control: Not A Simple Revolution, Clean
Label for Fewer Additives

In 2018, FamilyMart collaborated with over a hundred well-known

food-related manufacturers to form the Clean Label Less Additive ‘.??ﬁg 2022 %336t
Food Industry Alliance, leading the trend of clean label food with o R8N LT 1Y
fewer additives. FamilyMart took the lead in integrating the supply T 4% L7 R A G 0l
chain team and meticulously planned and overcame difficulties to e

launch the "Food Safety Assurance" service through the Clean Label
certification. Consumers can clearly see the nutritional information
and labeling to eat with peace of mind, thereby increasing their

willingness to consume with sustainability in mind.

In 2022, FamilyMart was honored with the "Triple Star Award" in the 2
Industry Service Innovation category - Industry Group at the 4th Food

Innovation Awards for its efforts in "Creating a Win-Win Production
and Sales Ecological Circle! FamilyMart's Clean Label and Food Safety
Assurance for Sustainable Dining." This recognition marks the second
consecutive year that FamilyMart, as a retail channel enterprise, has
received acknowledgement for its social innovation.

Taiwan FamilyMart Co., Ltd.



Eating Clean Label with Fewer Food Additives, Health and Peace of Mind

FamilyMart places great importance on food safety and has launched the "Clean Label" initiative. The company
focuses on certification acquisition, process improvement, and driving the evolution of employees and suppliers.
Currently, they have obtained Clean Label certification for 800 products and 1,000 raw materials o 1, providing
consumers with peace of mind in their purchases and consumption.

Note 1: Promoted the certification of the most own-brand FMC and fresh food products. As of the end of December 2022, a total of 1,099 raw
materials, 849 fresh food items (o2, and 127 private brand products have obtained Clean Label certification.

Note 2: Included 228 released items and 621 unreleased items.

2.4.2 Innovative Products

In recent years, with the rise of health consciousness, animal protection, and environmental sustainability, plant-
based diets have become a trend. Since 2021, FamilyMart has collaborated with the vegetarian brand "DeliSoys" to
introduce Chinese-style plant-based options. In 2022, in order to expand the selection of Western-style plant-based
options, they partnered with the Vegan Amore brand and developed their own Western-style products, such as
plant-based burgers, sandwiches, and pasta. These diverse Western-style meals have attracted a younger generation

who respond to the sustainable advocacy of loving the Earth.

In addition to continuously developing and expanding the range of plant-based products, FamilyMart has launched
the "Vegetarian Map" feature on the FamilyMart app to promote healthy plant-based eating. With this feature,
users can quickly search for vegetarian, ovo-vegetarian, lacto-vegetarian, ovo-lacto-vegetarian, plant-based spicy,
and fruit-based meal options available at nearby FamilyMart stores.

In addition, in response to the modern fitness and sports trend, FamilyMart has launched the "Health-oriented"
meal box series in collaboration with nutritionists. These products are designed to provide protein support before
and after workouts. In 2022, as part of the "Health-oriented" concept and in response to the plant-based diet trend,
FamilyMart introduced the "Plant-based Spicy Vegan Meal Box," which emphasizes high protein content and meets
half of the daily recommended vegetable intake. This product aims to fulfill the nutritional needs of the vegetarian

community who are engaged in sports and fitness activities.

Furthermore, FamilyMart is actively promoting plastic reduction in packaging materials. The plant-based products
from "DeliSoys" and various health-oriented products use flat paper boxes as packaging materials. As of 2022, they

have achieved a cumulative plastic reduction of 105.9 metric tons.
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the 2022 response efficiency of customer the Convenience Stores at
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Cultivating Taiwan for over 30 years, based on the brand characteristics and business strategy as a retailer, we
demonstrated the advantage of extensive store distribution with 4,138 stores across Taiwan and linked the supply
chain and logistics system to escalate through various charitable networks, hoping that the goodwill of people can
penetrate O20 to build the goodwill value sharing chain.

By promoting community service, small change donation, member app donation, FamiPort small-amount donation,
reward points for charity, public in-kind donation, and enterprise food adoption and donation, we enable goodwill
to break through the limits of time and space to share resources to the vulnerable groups in need at any time to
flip local communities through sustainable power. In 2022, despite facing the ongoing pandemic, witnessed a
remarkable growth of over 10% in public donations, indicating that the enthusiasm for philanthropy among the

public remains strong. This further confirms that "FamilyMart" is a trusted platform for charitable endeavors.

"FamilyMart" is not just a convenience store that meets the needs of families, but also fosters sustainable and
positive values among community groups. It not only serves the needs of community residents but also extends its
care to vulnerable groups and stray animals. This ensures that all community members receive the most thoughtful
care and service, embodying the company's vision of a shared value chain for benevolence and contributing to the

betterment of society.

Corresponded to SDGs “#1 No Poverty”, “#2 Zero Hunger”, "#3 Good Health and Well-Being”, “#4 Quality
Education”, "#8 Decent Work and Economic Growth”, and “#10 Reduce Inequalities” to raise the public awareness
of vulnerable groups and enforce the charity goal of long-term social development.

As a community value sharing platform and taking the supervision responsibility for people making donation at our
stores, we request charities must be legally registered, open financial information, and comply with the law. We also
publish the donation performance and service achievements periodically to earn public trust. Additionally, we have
set up a social welfare hotline on the corporate website to provide a friendly communication channel for charity

partners.

It no surprise to shop and get reward points with apps. Yet, it is a new trend for charity with apps. In today's
increasingly advanced technological landscape, smartphones and tablets have become ubiquitous daily devices.
With the value of the charity platform, we hope to merge online and offline (OMO). By combining with technology,
the convenience of retailing, and the influence of charity, we combined all online and offline donation platforms.
Besides making charity more efficient and breaking through the confine of the traditional charity framework, we

increased the possibilities of goodwill value sharing!

Walking in a FamilyMart store, consumers can easily donate small change or buy the emergency assistance food
pack at any time to contribute to charity. Walking out of the FamilyMart store, consumers can also donate money to
the groups in need of help or convert the reward points into supplies for donation to the vulnerable groups over the

FamilyMart app to extend charity beyond the store.

Taiwan FamilyMart Co., Ltd.



Making Reward Points More Charitable: Online Zero Contact Charity

Getting a head start on all convenience store chains in 2016, we combined the power of tens of thousands

of members and their points to build the “Love More_Reward Point Charity Platform” in 2018 for charity

groups to apply for the required supplies and combine our procurement and logistics capabilities to help

recruit suppliers through “point, line, and plane”, becoming Taiwan’s first convenience store chain to

combine the needs of charity groups and the reward points of consumers.

The “Love More_Reward Point Charity
Platform” enabled many groups
with supply shortages to receive

resources. Through a different way

HeAjiweq wouy aied)

of participation, such as reward point
donations and discount for additional
purchases with reward points, we used
technology to diversify the channels
for charity contribution for consumers,
24/7 Donations, Boundless Acts of
Love. Meanwhile, FamilyMart has also
established the "My Philanthropy"
section on its app, integrating online
actions such as point donations, item
donations, and monetary donations,

enabling people to engage in

(Caption for the image) FamilyMart collaborates with the Andrew Food Bank
to help underprivileged children avoid hunger through point-based purchases
of essential food items.

philanthropy with just a tap.

Through the app, users can participate
in points-based purchases to donate
essential food items such as rice,
noodles, and milk. Each month,

these contributions help ensure that
vulnerable children from disadvantaged
families do not go hungry.

From March 2022 to January 2023, we
have collected over 15,000 portions of
essential food, which were provided to
the Andrew Food Bank, supporting 3,500
underprivileged children with regular
meals.

[tem Donations

Through the app, users can easily

In 2022 | of 1.15 billi i
donate their loyalty points, with each n 2022, a total o > billion points

green int bei di ol were collected, assisting children's
Point pomt' eing conver'Fe '|nto essentia organizations, elderly care organizations,
supplies that benefit disadvantaged o o Lt
. organizations for persons with disabilities,
Poi groups and animal welfare . . .
oint izati idina th ith and animal welfare groups in accessing
Donations organizations, providing them wi necessary resources.
increased resources.
In 2022, we supported a total of
With just a tap on the FamilyMart 11 organizations, encompassing
app, people can make monetary environmental protection, child and
donations, allowing them to contribute  youth welfare, animal welfare, disabilities,
to charitable causes anytime, anywhere,  care for the elderly, and rare diseases.
Money . . C oy .
: and according to their hearts' desires. Throughout the year, we helped raise
Donations

over NT$3.5 million in donations.
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FamilyMart: A Charity Platform for Gather Donations to Help the Vulnerable

As a convenience store chain, we have nearly 4,138 stores for consumers to donate small change or even
make donations through the FamiPort machine, making FamilyMart a platform for charity. In 2022, the total
amount of small change donations and FamiPort small-amount donations together was over NT$132 million.

"~ Small change donations for charity

Through simple small change donations, we hope to use the charity and resources of consumers in the
best interest of society. Despite the ongoing diversification of payment options, our small change donation
maintained an annual growth by 9% in 2022. Every penny for charity will be used to help the vulnerable,
children, and youth access better education and training. We support Taiwan’s environmental education
with the donation in order to maximize the worth of every penny create significant changes with it.

2018 2019 2020 2021 2022
Raised Raised Raised Raised Raised
NT$ NTS$ NT$ NTS$ NT$

54,798,801 56,984,792 64,351,269 72,381,977 79,521,214

FamiPort charity donation platform

Every year we allow 25 groups to raise charity funds over the FamiPort machine free of service charge. In
2022 we collaborated with a total of 25 groups to raise over NT$53 million. The scope of donation covered
8 major areas: child and youth welfare, adolescent and elderly welfare, general public, vulnerable families,
physical and mental disabilities, special diseases, children’s baseball education, animal protection, and

environmental education. Consumers can donate to the charity groups that interest them.

Raised Raised Raised Raised Raised
NT$ NT$ NT$ NT$ NT$
45,111,000 ' 45,276,000 ' 64,508,000 ' 51,165,000 ' 52,966,000

Taiwan FamilyMart Co., Ltd.



Family Village Safe Box, Assisting Families In Times Of Crisis

In the corners of our society, there are many
marginalized households living on the edge
of the poverty line, unable to qualify for
government subsidies (falling below the
criteria for low to middle-income household
assistance). FamilyMart Convenience Stores
aims to unite the public's compassion through
the "Village Safe Box" initiative. With the Care
Supplies Packages, we provide assistance to
those in urgent need, offering a helping hand
to those on the edge without perpetuating
dependency. To provide assistance to these
vulnerable families, they can visit our stores
and use the FamiPort kiosk to print and fill out
application forms.

<

Mutual Aid
for All

FamilyMart's
Local
Distribution

Assisting
Marginalized
Households

Utilizing our procurement advantages, FamilyMart offers the "Village Safe Box" through a charitable

subscription of NT$350 per box. Every two subscriptions amount to a total of NT$700 for a Village Safe

Box (with a market value of NT$790). Each box contains rice, noodles, rice noodles, canned goods, oil, and

other food items, ensuring that marginalized households can access ample food supplies (both vegetarian

and non-vegetarian options available). Furthermore, leveraging our extensive retail network, all 4,138

FamilyMart stores across Taiwan become compassionate platforms within local neighborhoods. This allows

marginalized households to conveniently apply for the Village Safe Box at nearby FamilyMart stores and

enables the public to contribute to charity by subscribing at their local FamilyMart, bridging the gap

between the community's enthusiasm and the needs of marginalized households.

Moreover, to enhance the transparency of
charitable contributions, we have collaborated
with the social enterprise partner "Cherish
Technologies" to develop the Love Footprint
Tracking System. By inputting the invoice
number of the Village Safe Box subscription,
individuals can track where their charitable
contributions have been distributed. This
initiative leverages technology to bring
transparency to the realm of charity.

From 2019 to 2022, a total of over 117,000
boxes were raised, providing food and
essential supplies to assist 27,936 households

in need.
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3.1.2 Commitment for Sustainable Development: Empowering
Future Generations

To demonstrate our support for future generations, through the assistance and empowerment for children,

adolescents, and elderly people, we enforce local commitment and the wish for sustainable development.

l

FamilyMart and the Jing Chuan Foundation: Safeguarding
Children's Traffic Safety Together

In Taiwan, over 1,000 children encountered traffic accidents when they were walking on the road. Traffic
safety improvement is never a one-sided responsibility. Instead, it needs the collaboration of all people.
Besides drivers, caregivers, and parents who need to take the responsibility to protect children, children
also need to learn how to avoid accidents and the correct response to different traffic situations.

: FamilyMart x Jing Chuan for zero traffic accident on children!

Through collaboration with Jing Chuan Child Safety Foundation in the “Little Yellow Cap Traffic Safety
Plan”, we invested the charity donation to child traffic safety education to ingrain traffic safety in children.
In 2022, a total of NT$19.7 million was raised through small change donations. These funds were used to
develop traffic safety teaching materials, train volunteer instructors for in-class teaching, create traffic safety
educational kits for primary schools and kindergartens, and organize experiential courses and lectures. Our
aim is to establish a solid foundation for traffic safety education. Throughout the year, 680 seed instructors
were trained, visiting 58 primary schools to conduct traffic safety campaigns and delivering a total of 3,227
traffic safety lessons, benefitting 86,001 individuals.

Additionally, we integrated traffic safety education with our signature event, "Little Store Manager,"
enabling children to enhance their traffic safety knowledge while having fun. Over 150 stores participated,
reaching over 3,000 children. On the eve of the National Children's Safety Day (May 15th), we invited 22
mayors from various counties and cities to join forces, donning yellow hats as the "Traffic Safety Special
Forces," in support of the "Yellow Hat Traffic Safety Education Program." Through practical actions, we
demonstrated that all 22 counties and cities are committed to children's traffic safety and will not be absent
in their efforts.

To raise awareness of children's traffic safety issues,
FamilyMart, in collaboration with the Jing Chuan
Foundation, invited Uni-President Enterprises Corp.

to support the "Yellow Hat Traffic Safety Education

Program." Together, we launched the "Baokaka - ~ ERNEESERSHE
Yellow Hat Charity Pack," featuring four-panel traffic ‘ - LRAE S RRuNL R O RANSE RS

safety comics and delightful illustrations. During the
campaign, for every pack of "Baokaka Yellow Hat

2 RAPPF IR

Charity Pack" sold, Uni-President Enterprises Corp.
donated NT$5 to the Jing Chuan Foundation. In
total, we sold 72,000 packs, resulting in a donation
of NT$360,000 from Uni-President Enterprises
Corp.

fiEE BiFE : GEAFFLI607130
FamilyMart collaborates with the Jing Chuan Foundation in

the Yellow Hat Traffic Safety Program, caring for children's
traffic safety together.

Taiwan FamilyMart Co., Ltd.



FamilyMart x Adolescents

We have many adolescent partners and many adolescent consumers. This meticulous connection thus urges us to

care about the growth and development of adolescents over time. Through small change donation, the help dreams

scholarship and grant program, career exploration/empowerment plan, enterprise volunteer/store manager campus

sharing, we empowered the future youth generations.

Support for vulnerable adolescents: Find the calling of life and dare to dream

FamilyMart and the Taiwan Alliance for Children's Rights and Welfare
Promotion (referred to as "Taiwan Alliance") have been collaborating
since 2009 on the "Youth Striding Against the Wind - Youth Employability
Training and Educational Assistance Program." Over the past 13 years,
we have raised more than NT$200 million in charitable funds, benefiting
over 60,000 Taiwanese youth in improving their employability and
learning abilities, establishing stable career plans, and fostering career
development. Furthermore, nearly 60% of the funds raised were allocated
to support the development of employment counseling programs in local
youth service organizations.

In 2022, through small change donations, we successfully raised a total
of NT$13.1 million, which was entirely dedicated to the "Youth Striding
Against the Wind" program. The funds were utilized to provide employment
counseling and training, facilitate workplace internships, and serve a total of
approximately 3,874 students throughout the year.
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The program aims to enhance employability and learning abilities, stabilize career plans, and support youth service

organizations in providing employment guidance. Thus, the "Youth Striding Against the Wind" program not only acts as

a philanthropic platform but also holds significant societal influence in terms of "human resources enhancement, platform

synergy, educational equality, unemployment prevention, and sustainable social development.”

'/ "FamilyMart Cuisine King" Witnesses the Birth of Green Chefs, Creating a

Dream Platform for Food Education for Young Students

To fulfill our corporate social responsibility in the realms of "agricultural
education” and "food education," FamilyMart has been organizing the
"FamilyMart Cuisine King" event since 2018. It is the first competition in
Taiwan that combines culinary skills among high school students and the

Sustainable Development Goals (SDGs).

In 2022, the "FamilyMart Cuisine King" competition centered around the
core values of sustainable development, with a focus on "youth dreams,"
"food and agriculture education," and "promoting local Taiwanese
ingredients." The championship was awarded to the team from Nan
Ying Commercial and Industrial Vocational School for their creation of
"Lemon-Lime Chicken Breast with Quinoa Noodles and Coconut Sauce."
Participating students not only received competition prizes and the
opportunity to have their dishes sold in convenience stores but they also
embarked on educational trips to outlying islands after the competition.
These journeys allowed young chefs to learn about the production stories
of local Taiwanese ingredients, expand their imagination and skills in
using ingredients, and acquire comprehensive food education through
teamwork and creative thinking. By fostering the development of the
next generation of environmentally conscious green chefs, we aim to
cultivate individuals who are committed to solving social problems and are
attentive to environmental issues.
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Since 2018, FamilyMart has been organizing the
"Family Cooking King" event, which is the first
competition in Taiwan that combines high school
students' cooking skills and the Sustainable
Development Goals (SDGs).
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In 2022, the "2022 Family Cooking King - Finding
Tomorrow's Green Chefs" event was held, and
the team from Nanying Commercial and Industrial
Vocational High School in Tainan City received the
gold medal award. The three young chefs received a
prize of NT$100,000 and the opportunity to have their
creations sold in FamilyMart stores.
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FamilyMart x Elderly People Food Education

Elderly health: An inevitable eminent, Imminent social issue of Taiwan. Although the Health Promotion
Administration and related units have many projects on elderly health and frailty reduction, insufficient
or unbalanced nutrition intake is often found in elderly people. However, it is often misconceived as the
result of dental and taste degeneration, low activity level, digestion and absorbency reduction, or the

misconception that a light or bland diet is necessary.

Improving elderly food education for better elderly health

In response to the aging society, since 2020, FamilyMart has been collaborating with the John Tung
Foundation (JTF) on the "Enhancing Silver Hair Food Education" public project. By accumulating donations
from spare change, a total of NT$9.53 million has been raised in 2022. This project aims to help the elderly
and caregivers develop proper dietary habits, prevent disability and death in old age, improve the quality
and dignity of life for the elderly, and reduce the physical and mental stress on caregivers as well as the

socio-economic burden.

Aiming to “improve elderly health through "
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dietary habits”, besides providing healthy
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caregivers to change their misconceptions,
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achieve the goals of to be able to eat, eat

. E (EEy . TR SR RS, 118 S RERRM L2 RYE
enough, eat correctly, eat happily, and

exercise enough. The program also included

various accompaniment and care methods.
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As a convenience store chain, we have 4,138 stores in different communities across Taiwan. As a community
member, with community residents as the service recipients, we promote various store activities to connect with
local communities and maintain care about three major vulnerable community groups: children, the disabled, and
stray animals in the community. We hope that each group can access the most thoughtful services, helping to
promote neighborhood relations, and build strong bonds, thereby promoting community sustainable development.

Through the “Little Store Manager Camp” community activity, we develop
better relationships with local communities and enhance parent-child

interaction. We also organized community care activities, such as donations,

to help the vulnerable families in the community. Due to the dedicated and
passionate involvement of our store managers, neighborhood relationships
have improved. The dedicated and enthusiastic store managers have
fostered better neighborhood relationships. FamilyMart organizes the
"Little Store Manager" workplace experience activities every month,

aiming to cultivate empathy in children through service and improve their
attention to detail and focus through merchandise organization. Through
these carefully planned activities, children learn to respect various professions and industries.

It has been 15 years now since the first “Little Store Manager Camp"” was held, and over 10,000 sessions

were organized to foster nearly 150,000 little FamilyMart store managers.

To inculcate cherishing food education in the daily life, the “Little Store Manager Camp”, the “Cherish Food
SE” to match environmental education with cherishing food education for children to learn the importance
of cherishing food while experiencing the little store manager role. In 2022, the headquarters held 152

"Little Store Manager" events, with approximately 3,000 participants, helping children learn through play!

= FamilyMart

"The Dog Sanctuary Founded by Dr. Lee Zhen-yi in Taitung" was
established by Dr. Lee Zhen-yi, a physician at the Taipei Veterans General
Hospital Taitung Branch. When the doctor arrived in Taitung years ago,
he discovered a serious problem of abandoned stray dogs in the area.

Along with the presence of traps and snares in many places, this often

led to injuries and even loss of life for many cats and dogs. As a result, IQRAFRORISE  IQHHA00ETR + K24
@ans479x @as599x

BRI 1 9/21-11/30
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for injured and abandoned dogs. To date, more than 200 dogs have B : §1008

\EBER EE2ZRE ’

a dog sanctuary was established to provide medical treatment and care

been rescued and cared for. When the store manager of FamilyMart
Taitung Jingua Store saw a post shared by a local community online, he
personally visited the dog sanctuary to understand its needs. He took
the initiative to launch a charitable event in the store, inviting the people
of Taitung to participate and personally delivering the collected food
and supplies to the dog sanctuary, ensuring the furry friends are well-fed

during the winter.

2022 ESG Report

71



In 2020, FamilyMart and the "Seeing Berlin Foundation" jointly launched the "FamilyMart Together Seeing Taiwan"
five-year environmental care charity project. In addition to utilizing our retail advantages to gather public donations,
we are continuing the spirit of director Berlin, hoping to cultivate environmental education through the power
of visual media and enable the next generation to continue seeing Taiwan. In 2022, we rallied forty corporate
volunteers to participate in the "l Clean the River, | am Proud" FamilyMart x Berlin Foundation River Cleanup
Volunteer Activity, where we showed our genuine care for the environment through practical actions. Within a short

period, we collected 241 kilograms of marine waste.

In addition to the river cleanup, the event also arranged for the volunteers to visit the "River Reflection Exhibition"
at the Berlin Space, hoping to raise awareness among corporate volunteers about the importance of environmental
protection through Berlin's documentary showcasing Taiwan's beauty and challenges. In addition to the river
cleanup, the event also arranged for the volunteers to visit the "River Reflection Exhibition" at the Berlin Space,
hoping to raise awareness among corporate volunteers about the importance of environmental protection through

Berlin's documentary showcasing Taiwan's beauty and challenges.

After the event, we hope that everyone can carry the inspiration from that day and become small seeds in the
"FamilyMart x Seeing Berlin Foundation" five-year plan, implementing environmental actions in their daily lives and

making our living environment better!
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Believing that complete service training is the only way to provide services with stable quality, training and education
are the first thing first for the frontline service providers of FamilyMart. In management, through the weekly internal
self-inspection mechanism of store managers and staff, we examine the service (S), quality (Q), and cleanliness (C)
of the store, reach a consensus, and correct defects. Additionally, we also hire external rating agencies to observe
stores from the consumer’s point of view to prevent the blind spots of internal inspectors in order to keep services

closer to the need of consumers.

Protection of Consumer Rights and Interests

Listening to the voice of consumers is one of the important channels for us to communicate with them. In response
to the 24-hour operation of stores and to provide consumers with a channel for immediate feedback, we created
the 24-hour consumer service hotline ahead of competitors to provide round-the-clock inquiry service and accept
real-time complaints. We also set the deadline for closing a customer complaint within 3 days to facilitate real-time,

effective improvement of service quality.

In 2022 we expanded the service workforce in

response to the consumer service needs. The

consumer service hotline provided services for

108% more consumers, with a monthly average of 747 774 825 736
19,072 customers. We also earned praise from a

total of 222,868 consumers. Every valuable voice 647

contributes to the improvement and progress of

FamilyMart. We regularly gather feedback and

communicate with various departments to provide

suggestions from the perspective of customer

experience and adjust our direction accordingly.

In 2022, we received 736 instances of praise and

compliments from customers regarding our store @ P
personnel. In addition to providing appropriate 2018 2019 2020 2021 2022
rewards based on the level of service, we

commend outstanding store employees and share examples of excellent service with them to facilitate learning and
sharing among our staff. Through continuous learning and growth, we aim to provide customers with an even better

shopping experience.

Customer Data Protection

In addition to the hotline and mailbox for receiving consumer opinions, how to protect the rights and interest of
consumers is also our core business. We introduced the Taiwan Personal Information Protection and Administration
System (TPIPAS) ahead of competitors in the industry. The aim of TPIPAS is to link personal data protection with
business operations for systematic management to enhance the efficiency of legal compliance through the Plan-Do-
Check-Act (PCDA) methodology.

After passing TPIPAS certification and obtaining the dp.mark (data protection mark) from MOEA in 2012, we
continue with certification renewal every 2 years.
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The dedicated unit responsible for promoting the personal data protection and management system within
FamilyMart is the Legal Compliance Office - Intellectual Property and Innovation Department. Its objectives include
strengthening internal control and auditing capabilities for organizational management processes, enhancing
personal data education and training, and achieving compliance through midterm assessments. In the future,
we will continue to strive for the rights and interests of consumers, maintaining and operating the personal data
protection and management system. We aim to create a robust environment for protecting personal data in the
digital economy, establish a comprehensive network for safeguarding member data, and consistently update our
verification processes.

In 2022, no sanction for noncompliance with the consumer rights and interests was reported (Consumer Protection
Act, Personal Data Protection Act, Fair Trade Act), and no complaint about damage of customer privacy or customer
data loss was received.

Customer Relationship Management

FamilyMart is committed to leveraging the power of digital technology to connect online and offline channels,
creating an integrated consumer experience that fulfills the various needs of our customers. As of 2022, the
FamilyMart membership has exceeded 15 million members, spanning different age groups, professions, and
lifestyles. To fully meet the diverse needs of our members, FamilyMart adheres to the brand proposition of
innovation, connectivity, and experience. We continuously optimize our service experience, placing consumers at the

core, and aim to become an omnipresent, cross-industry convenience and lifestyle service platform.

Membership Management Strategy

Through consumer market research and in-depth understanding of consumer
app usage habits, the app usage experience is upgraded with the consumer
at the core, ensuring that both tech-savvy users and first-time users can
quickly adapt.

The FamilyMart app integrates the most frequently used online shopping and
service features by consumers, such as "Cross-Store Pickup," "Reservation
Pickup," "Point Redemption Fun," "Map Fun," etc. It also incorporates a
members-only e-commerce platform called "FamilyMart Plus One Mall,"

allowing consumers to fulfill various needs within a single app.

Based on the FamilyMart member database, member attributes, consumption
patterns, and service preferences are analyzed, and personalized recommendations
are provided on the app, achieving a personalized experience for each individual.
By leveraging big data operations, the aim is to continuously improve membership
management, expand the number of FamilyMart members, and strengthen
member connections and loyalty.
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We keep optimizing our frontline service power and set “put oneself in someone's shoes: finding inconvenient
pain points from the consumer’s point of view and proposing solutions with technology” as the direction for
improvement. Combining technology with the goal of reducing store labor and freeing up time, employees can
focus on providing warm customer service, which is a key strategy for FamilyMart to continuously enhance its service
capabilities. We believe that only good training and education and encouragement for frontline service personnel
can provide consumers with good services from the heart. In 2022, frontline employees also earned the recognition

of consumers and various evaluations.

Outstanding Store Management Selection

In 2022, we participated in the [TCFA National Outstanding Store Manager Selection], known as the Oscar’s of the
chain store and franchise industry. 7 outstanding store managers were selected from the daily necessity retailer
category, and 4 of them were from FamilyMart, accounting for 57%. We also won 4 individual prizes. The TCFA
National Outstanding Store Manager Selection is held during July-November every year. Contesting items include
interviews, mystery guest visits, and innovative operational ideas. FamilyMart selects outstanding store managers
from each business department, and after the initial selection, secondary selection, and final selection by the
headquarters, the selected managers are recognized as the top-performing store managers nationwide for that year

and represent the company in the selection of outstanding store managers.

Despite the impact of the pandemic over
the past three years, our frontline partners
have remained resilient and committed
to providing customers with passionate
and friendly service. The glory behind this
achievement also represents the collective
effort and collaboration of all FamilyMart
group partners to deliver the best products
and services to customers. We firmly believe
that enhancing service capabilities and store

manager competitiveness is a necessary and

long-term investment for the FamilyMart

headquarters.
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Gold Medal in Convenience Stores at The Best Service in Taiwan Evaluation

It was the 10th annual Best Service in Taiwan evaluation organized by the Commercial Times. In the evaluation,
Conan International conducted the anonymous rating by its SGS-certified mystery guest team to select enterprises
offering quality service and outstanding employees. In 2022, we won the gold medal in the “Convenience Stores”
for 4 consecutive years. Additionally, we were awarded the gold medal 7 times over the last decade, with a winning

ratio of over 50% in conquering Taiwan’s convenience store industry with service power.

In 2022, the selection scope covered 30 industries and nearly 500 stores, making it the largest domestic evaluation
of its kind. In addition to selecting outstanding gold medal operators as industry benchmarks, the evaluation also
strives to innovate and align with the overall environment and industry development trends, helping businesses gain
advantages by staying ahead of the trends. This year, advanced deployment of epidemic control measures, process

simplification with technology and innovation, respect for the choice of customers, and how to find the key to

success as the highlight to demonstrate enterprise service power for co-existence with COVID-19 were the focus.
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4.1 Environmental Management Policy

As a leading brand in Taiwan's service industry, FamilyMart is committed to innovation and aims to become the
"cornerstone of life" for people in various aspects of their lives. At the same time, we deeply understand our
responsibility as a company to protect the environment and are dedicated to creating spaces that are not only
convenient and comfortable but also eco-friendly. Besides establishing continual improvement plans for energy
conservation, products, equipment, logistics, and HQ operations, to realize green operations, we keep considering

the potential negative environmental impacts from operations to ensure a harmonious co-existence with the Earth.

The major environmental management strategy and policy for equipment and logistics are as follows:

1. Through the use of IoT devices and edge computing mechanisms, we
implement micro-internet connectivity in our stores to control the electricity
consumption of specific devices, ensuring that the demand does not
exceed the target value.

2. Use of low global warming potential (GWP) eco-friendly coolant to reduce
GHG and pollution emissions to mitigate damage on the environment.

HenAjlwey yum yrieg anoT

3. Promotion of LED for all store lighting fixtures to effectively reduce store

X electricity consumption.

Equipment Y P o

4. We test and plan the application of energy storage systems for energy
consumption, mainly focusing on peak load shifting to achieve power

balance.

» 1. We are developing green logistics with the goal of achieving net-zero
| h carbon emissions.

2. We promote energy-saving practices to enhance environmental awareness.

3. We contribute to the economic development by providing employment

Logistics (ote) g . . o
opportunities for socially disadvantaged individuals.

Note: Please refer to 4.3 Green logistics for the related information of logistics.

The Only Carbon Negative Convenience Store in Taiwan

Accumulate personal carbon credits while shopping and receive cashback.

Beginning in 2019, FamilyMart was the first convenience store in
Taiwan to introduce the concept of carbon credits. We collaborated
with National Taipei University to establish six carbon-negative stores.
Starting with the "Sanxia Beiyuan Store" and "Sanxia Xinhu Store"
on campus, we expanded in 2022 to include nearby communities
with carbon-negative consumption areas such as "Sanxia University
Store," "Sanxia Guanning Store," "Sanxia Guancheng Store,"
and "Sanxia Xuesheng Store," gradually realizing the spirit of

FamilyMart's "sustainable innovation." Through the setup of "Carbon

Negative Product Zones" within these stores, we guide consumers
to recognize their carbon footprint and accumulate carbon assets

through daily consumption, promoting a low-carbon lifestyle.
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Products (goods) released in the “carbon negative section” must first be approved using the Carbon Footprint Label or
CarbonLabel or Carbon Emission Label issued by the Environmental Protection Administration (EPA). Then, to offset the
carbon emissions of a product, a professional service must be used to convert the carbon footprint into an internationally
recognized carbon credit. Next, an exclusive carbon negative barcode sticker is attached to the product for consumers
to accumulate the carbon asset points by scanning the product after the purchase. Since the opening of FamilyMart's
carbon-negative stores in 2019, through continuous communication with consumers regarding the concept of carbon-
negative consumption, the total accumulated carbon assets of FamilyMart members reached 1.23 tons by the end of
2022 (Note). FamilyMart actively expands the promotion areas and has also obtained carbon footprint label certifications
for various private brand tea and carbonated water series. When entering FamilyMart, consumers only need to find
carbon-negative products, join the "Low Carbon Lifestyle Network" and become a "FamilyMart member" to establish a
personal carbon asset account and accumulate carbon credits, which can be exchanged for cash vouchers.

Note: Total accumulative carbon assets refer to the total quantity of valid carbon assets accumulated, including total quantity of carbon

assets registered in the member’s “carbon asset” account and the system “carbon neutrality” account.

Creating a 24-hour "Charging Lifestyle Circle"

In response to International Day for the Preservation of the Ozone Layer and to reduce the impact of air pollution on
the environment, FamilyMart actively promotes green transportation and the sharing economy through the deployment
of the "Charging Lifestyle Circle." According to internal data, FamilyMart's motorcycle battery exchange stations have
assisted 13.39 million riders in energy-saving and carbon reduction efforts by the end of 2022. The cumulative carbon
emissions reduction is equivalent to the carbon sequestration capacity of 149.4 Daan Forest Parks. As of the end of
2022, FamilyMart has installed motorcycle battery exchange stations in 188 stores, making it the leading convenience

store chain in terms of accessibility.

Additionally, FamilyMart has launched the first fast-charging stations for various major brands of CCS electric vehicles
in Taiwan. The first station will be implemented at the Tianliao Store in Miaoli Tongfen, and there are plans to expand
to 20 stores by 2023. Considering the indispensability of mobile phones in modern life, FamilyMart has set up 24-
hour shared mobile power rental stations. As of the end of 2022, these stations have been deployed in 1,566 stores,
alleviating concerns about insufficient phone battery life while on the go. In the fourth quarter of 2022, FamilyMart will
also be the first in the industry to launch a test store for electric bicycle rentals in Tianwei, Changhua, providing a low-
carbon mobility option. Furthermore, the commercial complex managed by FamilyMart, the "Hsinchu Science Park
Technology Living Hall," is the first existing building in Taiwan to obtain a Diamond-level green building certification.
With an investment of up to NT$15.4 million in energy-saving improvements, including lighting upgrades, energy-
efficient systems, and air-conditioning
system updates, it is estimated to save
320,000 kWh of electricity annually.
Based on Taiwan Power Company's
average monthly household electricity
consumption of 352 kWh in 2021,
this can provide electricity for nearly
a thousand households for a whole
month. In addition to the existing Tesla
Supercharger station, the Hsinchu

Science Park Technology Living Hall

will collaborate with Zhongxing

Dianzong to set up large outdoor ; ’
2XETES MTREHAEER) EARITHBRTE!

universal charging stations.
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4.2 Climate Change Response

Climate Change Mitigation and Adaptation

Climate change is one of the most important challenges facing humanity in the 21st century, and it is equally urgent
for businesses to address climate change mitigation and adaptation. As a responsible global citizen, FamilyMart
continues to prepare and plan climate change response strategies with a proactive attitude. We assess the risks and
opportunities brought by climate change and develop corresponding measures to strengthen the overall climate
resilience of the company. This includes mitigating the transition towards a low-carbon economy and addressing

potential operational impacts of physical disasters.

1. Climate Governance o
The Board of Directors is the highest governing D)

body for FamilyMart's climate change governance

and is responsible for overseeing the control

measures developed by the Sustainable

Development Committee. Under the purview of ° %
the Sustainable Development Committee, the

"Green Environment Task Force" is established

to effectively manage climate-related risks and

opportunities. The task force holds regular climate

change meetings related to its business operations,

reporting the results of risk and opportunity o)
identification to senior management. Subsequently,

the Sustainable Development Committee

formulates control measures to ensure the effective

implementation of risk management strategies.

Furthermore, in 2022, the company specially arranged climate change-related topics in its corporate governance
executive training program, including "Net Zero Emissions, Carbon Neutrality, and Compliance with Corporate
Regulations" and "Conceptual Analysis of ISSB S1 Criteria on Disclosure of Sustainability-Related Financial
Information.” These initiatives aim to deepen the awareness of environmental sustainability governance within the

organization.

0 FamilyMart Climate Governance Framework
QR0 7 D
= =] =5

Board of Directors ESG Committee Green I_?_:\;lr:‘onment

Monitoring trends, implementing Developing control measures Identifying climate risks and
policies opportunities
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2. Climate Risk and Opportunity Management and Assessment Process

-

Screening of
Potential Climate
Risks and
Opportunities

Company
Training and
Inventory

Identification of
Major Risks and
Opportunities

Confirmation
by Senior
Management

-

~

Based on industry characteristics, identify climate risks and opportunities
relevant to the retail industry, including a list of six risks and four
opportunities.

Convene relevant business units within the company to discuss
climate-related issues, understand the definitions of various climate
risks and opportunities, and analyze domestic and international
regulations, market trends, and technological trends.

Conduct comprehensive analysis of each issue, understanding the
impact and influence of climate issues on FamilyMart through factors
such as the possibility of impact, degree of influence, and timing of
occurrence.

Evaluate risk values based on the analysis, considering impact likelihood
(L) and impact magnitude (M), and summarize major climate risks and
opportunities for the company, including three risks and two
opportunities.

Inventory of Information and Management Strategies for Climate-related
Risks and Opportunities

Finally, the results identified through the review by senior management
are confirmed, and relevant climate risks and opportunities are
integrated into the overall risk management of the company for control,
enabling FamilyMart to reduce harm and seize opportunities when
facing the impact of climate change.

J

3. Climate Risk and Opportunity Matrix and Identification of Significance

FamilyMart creates assessment questionnaires based

on potential climate risks and opportunities, conducting (@)

research on domestic and international peers and

engaging external consultants to provide objective

opinions. By distributing the questionnaires to department

@

managers for completion and conducting interviews,
relevant quantitative data and departmental perspectives ‘ |_ O

are integrated to further generate the climate risk and
opportunity matrix and related insights for identification of \«\ /

significance.

According to the analysis of the significance matrix,
there are five significant risks and opportunities that
have a notable impact on FamilyMart. Among them, the

three climate risks are "Cost of Low-carbon Technology

Transformation,'

"Tightening Greenhouse Gas \_ /

Regulations," and "Rising Average Temperature." The two

climate opportunities are "Use of Low-carbon Energy" and

"Shift in Consumer Preferences."
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0 FamilyMart Climate Risk Matrix

6
5 B
4 — Increase in Raw
Material Prices
3 - Demands and
monitoring of current
products and services ()
2 - O O
Transition to more O Use of higher-efficiency Changes in Rainfall
Efficient Buildings transportation (Water) Patterns and
1 - Extreme Climate
Events
I I I I I
0 1 2 3 4 5 6

Impact Likelihood

Significance
(Impact Likelihood *
Impact Magnitude)

Impact
Likelihood

Climate-related Risks and Opportunities

h u lJew,{“we:I Lll!M qlJea e,\o-l g h u h

Cost of Low-carbon Technology

Technology risk Transformation 5 4.5 22.5

P.°||Cy and Legal Tightening GHG controls 4.5 4 18

Risks

Energy Sources Use of Low-carbon Energy 5 3.5 17.5

Chronic Risk Rising Average Temperature 4.5 3.5 15.75

Prod.ucts and Consumer preference changes 5 3 15

Services

Market risk Increase in Raw Material Prices 3.5 3.5 12.25
Changes in Rainfall (Water)

Acute Risk Patterns and Extreme Climate 4.5 2 9
Events

Pf)llcy and Legal Demands and monltorlng'of 25 25 6.25

Risks current products and services

Resource Use of higher-efficiency 3 5 6

efficiency transportation.

Resource Transition to more Efficient

— . 2 1.5 3
efficiency Buildings
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4. Impact Analysis and Response Measures

FamilyMart will conduct further analysis based on the results of the significance matrix. This analysis will involve
gathering insights from department managers, market dynamics, international trends, external research reports,
etc., to formulate scenario assumptions for each climate risk and opportunity. By examining the potential impacts of
climate risks and opportunities through scenario assumptions, FamilyMart will evaluate its own resources and future
business development and propose relevant response strategies.

o Scenario Assumptions and Impact Timeline for Climate Potential Risks and Opportunities

Climate Risks and Opportunities Relevant Scenario Assumptions Impact Timeline

Cost of Low-
carbon Technology
Transformation

Government implements regulations on Medium term
greenhouse gas emissions, requiring both (3-5 years)
domestic and industrial sectors to implement

. i reduction measures. Excessive emissions may .
Tightening GHG . o Medium term
incur additional carbon fees.

Climate controls (3-5 years)
Risks

HeNAjiwey yum yeg ano Q

Under the SSP5-8.5 scenario, the duration of
summer in Taiwan is projected to increase from

Rising Average the current approximately 130 days to 155-210 Long-term
Temperature . . . . (5-10 years)
days, with an increase in the number of days with
temperatures above 36°C in various regions ot
Use of Low-carbon Renewable energy-related technologies gradually Medium term
Energy mature and costs significantly decrease. (3-5 years)
Climate
Opportunit '
52 Y Consumer preference _Consumers prfeference fc?r.gre.en prod.ucts Short-term
increases, leading to participation in climate
changes (0-3 years)

change actions through green consumption.

Note: Data source referenced from the "Taiwan Climate Change Projection and Information Platform (TCCIP)" report.

Q Impact and Response Strategies for Climate Potential Risks and Opportunities

Climate Risks and Impact on FamilyMart

Opportunities

(including potential
financial impacts)

Relevant response strategies

1. Difficulties or increased
capital investment required
for the implementation
of low-carbon or smart
energy regulation-related

1. Collaborate with other companies on low-
carbon technology implementation, such
as solar panel installation, energy storage

Cost of Low- technologies. .
. . . system establishment, and automated
Climate carbon 2. Replacing high-energy or
. . S . power control.
Risks Technology high-emission equipment - . .
; ; . . 2. Seek government subsidies, tax incentives,
Transformation will lead to increased capital

and low-interest loans.
3. Communicate with franchisees and
provide partial subsidies.

expenditure.

3. Franchisees are unwilling to
participate in low-carbon
transformation due to higher
associated costs.
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Climate Risks and
Opportunities

Impact on FamilyMart
(including potential
financial impacts)

Relevant response strategies

1. Conduct carbon audits and confirm
carbon footprints at logistics centers, with
assistance from third-party certification
organizations.

2. Introduction of low global warming

1. Failure to reduce energy potential (GWP) coolants to reduce GHG
consumption and emissions.
greenhouse gas emissions 3. Replace outdated refrigeration equipment
may result in additional fees and implement energy-saving equipment
Tightening or fines imposed by the testing and implementation plans.
GHG controls government. 4. Continuously promote high-efficiency LED
2. Replacing high-energy or lighting and automate control through loT
high-emission equipment systems.
Climate will lead to increased capital 5. Replace old vehicles from the third and
Risks expenditure. fourth phases with environmentally friendly
fifth and sixth-phase vehicles, while
also encouraging delivery personnel to
practice engine shut-off during unloading
to reduce fuel consumption and carbon
emissions.
1. Increased electricity costs . .
. . 1. Install windbreak rooms to prevent air
during the summer leading e
. . conditioning leakage.
. to higher operating costs.
Rising Average e ) e 2. Install a roof on the back area after
2. Additional cooling facilities .
Temperature . . erecting a metal roof.
need to be installed in . .
L 3. Purchase more energy-efficient air
stores, resulting in increased e .
. X conditioning equipment.
capital expenditure.
1. Reduce greenhouse
gas emissions to avoid
restrictions or fines imposed
. 1. Install solar panels.
by government regulations. . . . L
- 2. Set up electric vehicle charging stations in
2. Reduce electricity expenses.
Use of Low- external spaces.
3. Increase revenue from green . . .
carbon Energy 3. Test microgrid systems in select stores,
energy sources. . .
- .\ allowing remote locations to generate and
4. Gain a positive corporate - ..
. - . use their own electricity.
image, indirectly leading
to increased demand for
products/services.
1. Extend the shelf life of fresh food products
Ci through food refrigeration and freezing
5 imate techniques and utilize professional
pportunity manufacturing technologies. Sell these
products through various sales platforms
to reduce the risk of waste.
Consumers are more willing 2. Increase lower-emission products, such as
Consumer to purchase environmentally vegetarian food and plant meat to meet
preference friendly products, leading to the health and low-carbon dietary trends
changes an increased demand for green of consumers.
products and services. 3. Promotion of the use of reusable
tableware and reusable coffee cups.

4. Reduction of the packaging size for fresh
food and replacement with paper for
some packages.

5. Promotion of package optimization to

reduce unnecessary packaging space.
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5. Metrics and Targets

The Environmental Team conducts regular annual inventory of quantitative indicators related to climate and the
environment, including total electricity consumption, electricity intensity, total greenhouse gas emissions for
Scope 1, 2, and 3, greenhouse gas emission intensity, food waste ratio, plastic packaging usage, headquarters'
paper consumption, logistics' oil and water intensity, installation of energy management systems and equipment
management systems, renewable energy usage, and refrigerant usage. These quantitative indicators are crucial for
assessing environmental performance. Please refer to the respective sections in this chapter for the annual quantified
performance of each indicator. For the key indicators relevant to climate-related risks and opportunities, we also
set medium-long term reduction targets as tabulated below to effectively implement risk control and ensure target
accomplishment.

Key indicators Goals Project year of Base year 2022 Specific planning for target
accomplishment Progress accomplishment
SCOp? 2 4 Building an intelligent
ProporFlon of . . energy management system
ret.iu.ctlf)n of . Reduction 2025 2015 Reduction ¢ Promoting store loT
electricity intensity by 30% by 1.81% o
(KWh/NT$1 million mo.n.ltormg a.nd energy-
efficient equipment
revenue)
Scope 3 Building an intelligent
Proportion of energy management system
reduction of GHG Reduction 2025 2020 Reduction New matching system
intensity by 15% by 8.4% platform for logistics to
(tCO2e/million NTD enhance loading and
revenue) delivery efficiency
Develop an intelligent
supply system to quickly
address the leftover
food reduction system to
Fresh food scrap rate Reduction Reduction effectively red'uce food
(scrap quantity/ 2025 2018 leftover quantity.
. by 30% by 29.63%
purchased quantity) Implement a recommended
ordering system to
accurately predict
demand and reduce waste
generation.
Promote the use of friendly
packaging materials
through the packaging
Proportion of material reduction and
reduction of plastic recycling business model
packaging materials  Reduction 2025 2020 Reduction Promote the source plastics
for fresh food by 10% by 7.27% reduction policy for private-
(MT/million NTD brand (PB) product design.
revenue) The design path should

involve substitution,
reduction, and design
adjustments.
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Energy Conservation and Carbon Reduction Management Measures

Stores across Taiwan are our major source of energy consumption. We deeply realize that besides revenue growth, it
is necessary for enterprises to take corporate responsibility for environmental protection, sustainable development,
and reduction of environmental impacts on Earth. Therefore, as early as 2005, FamilyMart collaborated with the
Industrial Technology Research Institute's Environmental and Energy Research Center, combining Taiwanese
academia, industry, and research teams, to develop the "Networked Distributed Energy Management System Design
Technology." This system enables dynamic adjustment of various devices within convenience stores, reducing energy
consumption through computer system-controlled operations. In recent years, our energy-saving strategies have
focused on three aspects: operational energy-saving measures, equipment improvements, and system controls. We
have implemented energy-saving policies from stores to headquarters, ensuring a continuous and gradual reduction
in electricity usage. Ultimately, this approach leads to significant cost savings and contributes to carbon reduction
and environmental conservation. In recent years we have progressively introduced the [Energy Management System]
featuring electricity demand inhibition and energy conservation failure prediction. Recognizing that loT is the
world’ s mainstream technology, to further effectively manage store electricity efficiency and equipment availability,
we progressively introduced the [Equipment loT Monitoring and Management System] in 2019 to reduce the
workload of store employees, achieve automated equipment control, and provide a better call for repair model with

loT to achieve scientific store operations. This is also the our target of smart store development.

By the end of 2022 we implemented the [Energy Management System] in 2,395 stores and the [Equipment loT
Monitoring and Management System] in 1,501 stores. Estimates show that the Equipment loT Monitoring and
Management System can help save electricity by about 760,093 kWh, i.e., about 386.89 tCO,e in 2022. A total of
3,896 stores already installed the [Energy Management System] and [Equipment loT Monitoring and Management
System], with an installation rate of up to 94.2%. In the future, we will constantly promote the [Equipment loT
Monitoring and Management System] to FamilyMart stores to expand the management of store electricity-using

equipment to enhance the efficiency of energy conservation and carbon reduction.

0 The Number of Stores and Rate of Installation of the Store Energy Management System
and Equipment lot Monitoring and Management System

Energy Management System.

Number of Stores Installed 2,858 2,610 2,395
loT Monitoring and Management

System Number of Stores Installed 530 1.024 1,501
Total quantity of installation 3,388 3,634 3,896
Combined rate of installation 90.0% 91.2% 94.2%

Besides the [Energy Management System] and [Equipment loT Monitoring and Management System], we also
actively guide stores across Taiwan to use energy-efficient LED for signs and store and arcade lighting. The estimated
energy conservation effectiveness for 2022 was 699,511kWh, equivalent to reducing carbon by 356.05 tCO,e.
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Q Store Energy Conservation Action Plans and Effectiveness in 2022

. . Energy saved in 2022 GHG emissions reduced\
Store energy conservation action plans
kWh GJ (ote 1) (tCO€) ote 2)

Energy <':onservat|on with equipment loT 760,093 2736 386.89
monitoring
Use of LED for signs 594,601 2,141 302.65
Use of LED lighting for new stores 87,425 315 44.5
Use of LED arcade lighting for new stores 17,485 63 8.9

Note 1: This conversion factor is based on 3.6MJ/kWh.

\Note 2: The electricity emission conversion factors of 2022 at 0.509 kgCO,e/kWh was applied because the 2021 factors have not been announﬁ

GHG Emissions

According to statistics, the Scope 1 greenhouse gas .. .
A 9 ) " S pe 9 A 9 Trends of Electricity Consumption and
emissions in 2022, which include emissions from .. . o
Do ) Electricity Consumption Intensity in Last 3 Years
headquarters' official vehicles, emergency generators at

shopping malls, and refrigerants from air conditioning Electricity Electricity intensity
. . . . consumption (kWh/NT$1 million revenue)
and refrigeration equipment, amounted to 25,043 metric (MWh)

tons of CO2e. This represents a significant decrease
of 37.5% compared to the previous year's emissions — —
of 40,053 metric tons of CO,e. The main reason for
this substantial reduction is the extensive replacement

of environmentally friendly refrigerants. The total
electricity consumption in 2022 was 594,978,288 kWh,
equivalent to 2,141,922 gigajoules (GJ) wow 1. As all the

electricity used was purchased externally, the converted
Scope 2 greenhouse gas emissions amounted to

501,697.45 547,897.89 594,97T.29
302,844 metric tons of CO,e (.t 2. Regarding electricity ® o

intensity, the electricity intensity in 2022 was 6,557 kWh 2020 2021 2022

per million New Taiwan Dollars of revenue. It showed a

slight increase of less than 0.1% compared to the electricity intensity in 2021. Although FamilyMart added 45 soft-
serve ice cream machines and 399 coffee machines in 2022, the company also improved energy efficiency through
loT monitoring systems. As a result, the electricity intensity remained relatively stable. The combined GHG (Scopes 1
and 2) emissions in 2022 were 327,887 tCO,e.

Q 2022 Coolant GHG Emissions

Coolant Type (note 3) Filling volume (kg) GHG Emissions (tCO€) (note 4)

R32 2,132.66 1,644.28
””””””” RI4A 1800 o754
”””””””” RO 168 0o
””””””” R4O4A 4500 220512
””””””” R4tOA 600 13
””””””””””””””””” Tt 2374148

Note 1: This conversion factor is based on 3.6MJ/kWh.
Note 2: The electricity emission conversion factors of 2022 at 0.509 kgCO,e/kWh was applied because the 2021 factors have not been announced.
Note 3: The proportion of refrigerants that deplete the ozone layer is 100%, and it is not included in the calculations.

Note 4: The value of the IPCC AR6 (2001) was applied to calculate the global warming potential (GWP) of coolant GHG emissions. All values were
rounded to one decimal.
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As global climate change becomes increasingly severe, countries around the world are taking measures to reduce
carbon and greenhouse gas emissions. The retail industry, which involves product transportation and logistics, plays
a significant role in these efforts as the emissions generated from transportation and logistics have a substantial
impact on the environment. Therefore, reducing transportation emissions in the retail industry has become an urgent
issue that needs to be addressed. FamilyMart has been optimizing delivery frequency, routes, and transportation
methods to reduce carbon emissions from logistics. In 2022, the total diesel fuel consumption for logistics across
Taiwan was 1,430,013 liters (approximately 50,295 GJ), resulting in approximately 3,786 metric tons of CO.e in
Scope 3 greenhouse gas emissions (Note). Although the emissions decreased by only 1.6% compared to 2021, the
fuel intensity was 15.76, indicating a significant decrease of approximately 9.1% in fuel intensity compared to 2021.

This demonstrates FamilyMart's initial achievements in reducing transportation carbon emissions.

Note: Diesel carbon emissions are calculated with the version 6.04 emission factors announced by Taiwan EPA, and the GWP of GHG emissions was
assessed with the values in the IPCC AR6 (2021).

In addition to actively implementing energy

. GHG Emissions in Last 3 Years
management systems and other environmental

conservation measures, we also recognize the potential |:| Emissions Fuel consumption intensity

of developing green energy. By installing renewable (tCOze) (L/NT$1 million revenue)

HenAjlwey yum yrieg anoT

energy generation systems on the rooftops of our
logistics facilities, we contribute to the development
of renewable energy in Taiwan. In recent years,
through collaborations with companies such as AUO

Corporation and PlusPV, FamilyMart has completed

the installation of solar photovoltaic systems on the
rooftops of four logistics centers (Yunlin, Kaohsiung,
Taoyuan Daxi, and Taichung Dadu logistics centers)
since 2016. The total area covered is equivalent to 3,734 3,851 3,786
approximately 3.5 football fields. In 2022, a total of
approximately 4,495,655 kWh of solar power was () )

generated, which is equivalent to providing electricity 2020 2021 2022

for 1,227 households for the entire year (w1 and
helping to reduce CO, emissions by 2,288 metric tons (ot 2.

Note 1: Household electricity consumption was estimated at 300kWH/month and 3,600kWh/year with reference to the feed-in tariff knowledge
section on the TPC corporate website.

Note 2: The electricity emission conversion factors of 2021 at 0.509 kgCO,e/kWh was applied because the 2022 factors have not yet been announced.

Daxi Logistics Center Dadu Logistics Center
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Water Resources Protection

In terms of resource conservation, water resources have always been a crucial aspect, especially as Taiwan has been
greatly affected by climate change in recent years, frequently facing water shortages or extreme rainfall, leading to
limited available water resources. While our business is closely linked with the use of water resources, optimizing
water resources management and preventing unnecessary waste have become issues that concern us. To address
water resource issues, FamilyMart has implemented the following two methods: (1) installing water-saving and
sensor-activated faucets for water usage hotspots, and (2) providing education and training on water conservation
to store personnel to promote a culture of water-saving. Based on data statistics and estimates for individual
stores, the total water consumption for all stores in Taiwan is approximately 3,587.65 kilocubic meters (ot 1), with
a water intensity of 0.04 kilocubic meters per million NTD in revenue. The relationship between individual store
water consumption and Per Store Per Day (PSD) o 2 revenue intensity is 1.54% (o 3. In addition to focusing on
store water consumption data, FamilyMart also pays great attention to its own water consumption. To gain a better
understanding of the main sources of water consumption, FamilyMart began tracking water consumption data for
ready-to-drink beverages (coffee and tea) in 2022. The estimated total water consumption for these beverages is
44.14 kilocubic meters (equivalent to 44,140 "degrees" o 5). In the future, we will continue to trace the correlation

between water consumption and PSD for the reference of water management and target setting.

In addition to stores, facing the severe pandemic, to protect the health and safety of employees and customers and
save environmental resources, besides advocating washing hands frequency, headquarters also outreached the water
conservation concept to employees. The total water consumption at headquarters in 2022 was 5.63 kilocubic meters
(equivalent to 5,629 "degrees" ot 5), with an average water consumption of 0.00642 kilocubic meters per person
(Note 4, representing a 7.9% increase compared to 2021. This increase is mainly due to the implementation of work-
from-home measures during the Level 3 alert period in 2021 and continued enhancements in office environment
disinfection and cleaning measures in 2022, leading to increased average water consumption. We will continue to
promote various actions to protect water resources.

Note 1: In 2022, the actual water consumption data was collected from 917 stores, with a total water usage of 796.018 kilocubic meters (equivalent

to 796,018 "degrees” o« 5). Using the average water consumption per store, the estimated water consumption for 4,138 stores is 3,587.65
kilocubic meters (equivalent to 3,587,646 "degrees" ot 3).

Note 2: PSD = Store sales income/utilization days (operation days)
Note 3: Strength of correlation is water consumption/PSD.
Note 4: In 2022, the total number of employees at headquarters was 877.

Note 5: 1 thousand cubic meter of water = 1,000 water units

Green Procurement

Green procurement has gained increasing attention in today's economic system. Traditional procurement methods
often focus solely on factors such as price, quality, and delivery time, while overlooking the environmental impact
of products. With the growing awareness of environmental protection, green procurement has become a trend,
and more and more companies are paying attention to this issue. Guided by the principles of serving customers
and giving back to society, FamilyMart continuously pays attention to social and environmental issues while
providing convenient living solutions. Internally, FamilyMart conducts employee training on green procurement
to raise awareness of its importance and methods. This ensures that environmental factors are prioritized during
procurement, and actual procurement expenses are used to support the development of industries related to
green products. When executing procurement, priority is given to products with environmental certifications,
energy efficiency labels, and water-saving features. On the other hand, FamilyMart collaborates with external
suppliers to request products or services that meet environmental requirements and supervise their production and

manufacturing processes to ensure compliance with environmental standards.

In 2022, the total amount of environmentally friendly and energy-saving products purchased by FamilyMart
amounted to approximately 77 million NT dollars. Among them, the expenditure on energy-saving equipment and

environmentally friendly refrigerant air conditioning for stores accounted for approximately 75 million NT dollars,

Taiwan FamilyMart Co., Ltd.



representing about 97.4% of the total. This is mainly due to the higher global warming potential (GWP) of older
refrigerants, which have a greater impact on the environment, and other older equipment also leads to energy
waste due to higher energy consumption. For headquarters renovation and procurement, the expenditure on items
with environmental certifications (such as FSC, green building materials, and recyclable materials) was 2 million NT
dollars, accounting for approximately 2.6% of the total. This helps reduce the environmental impact after disposal in
the future.

In addition to promoting green procurement, FamilyMart also promotes the effective reuse of idle equipment,
which helps reduce the generation of large waste items. In comparison to purchasing new equipment, in 2022,
approximately 53 million NT dollars in procurement costs were saved through the reuse of idle equipment. In the
future, FamilyMart will continue to expand green procurement projects. It is not only a manifestation of corporate
social responsibility but also an important means of promoting sustainable development.

4.3 Green Logistics

With stores across all townships in Taiwan, our trucks deliver room-temperature, frozen, and refrigerated products
across Taiwan every day. However, the fuel used by these trucks and the GHG produced will cause environmental
impacts. Hence, we are committed to reducing the number of delivery missions by adopting the multi-temperature
joint distribution to reduce energy consumption by delivery missions and enable earlier delivery of products for
customers to access fresher products. In 2018, we began to optimize the transport management system (TMS).
Besides enhancing transport efficiency, TMS can effectively reduce transportation distance to further reduce energy

consumption, fuel consumption, and carbon emissions.

In response to the government's promotion of energy-efficient and carbon-reducing vehicles, FamilyMart's logistics
companies, "Taiwan Distribution Center Co.,Ltd." and "RE-YI Distribution Service Co.,Ltd" have carried out the
following vehicle replacement operations.

2023 Goals

Taiwan Distribution
Center Co.,Ltd

According to statistics, 83
self-owned vehicles of Phase 5 or
below were replaced, and a total
of 22 eco-friendly vehicles of
Phase 6 were introduced.
Eco-friendly vehicles now account
for 20% of the current fleet.

FamilyMart plans to replace 25
logistics vehicles of Phase 5 or below
and collaborate with outsourced
delivery providers to implement
green logistics concepts in order to
achieve environmental awareness.

N
>

RE-YI Distribution
Service Co.,Ltd

Due to increased cargo volume,
the total number of vehicles in
the region increased from 418 to
447, with 29 additional vehicles
to help clear any backlog.

) s

)

To improve vehicle load capacity,
vehicle adjustment operations will be
carried out in two phases.

The first phase will reduce 29 vehicles in
January 2023.

The second phase, scheduled for March
2023, will reduce an additional 20
vehicles, bringing the total number of
vehicles from 447 to 398.

N
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Q Logistics efficiency management history

O

Directly combined TMS with the truck dispatch system to increase truck loading rate and thereby
reduce truck missions to reduce carbon emissions.

Taiwan Distribution Center
Promoted truck loading rate enhancement and control truck management. Controlled loading rate
below 85% based on the existing data to effectively control fuel consumption and CO2 emissions. Set
loading rate at over 80% to effectively reduce unnecessary dispatch to cause unnecessary fuel
consumption due to delivery.

RE-YI Distribution Service
In 2021 the online shopping goods collection rate increased by 115% over the previous year. RE-YI
provided home pick-up service. Besides reducing labor and fuel consumption of sellers, integrating

store pick-up service also reduced energy consumption from additional truck dispatch.

Through big data analysis, we optimize the number of delivery trips and routes to reduce empty vehi-
cle rates. We also replace single-temperature refrigerated vehicles with dual-temperature vehicles for

cold chain transportation to increase transportation efficiency.

v

In 2022, the total electricity consumption of Taiwan Logistics Co., Ltd. et 1) was 22,085,492 kWh, equivalent to
79,507 gigajoules (GJ) (Note 2), an increase of 7,365,187 kWh or 26,514 GJ (o 2 compared to the previous year.
The water consumption was approximately 46,386 units, an increase of 6,727 units compared to 2021. The increase
in water and electricity consumption is primarily due to the operation of the newly added Ruifang Logistics Center
this year. Additionally, adjustments in the refrigeration section and increased usage of cold chain facilities due to
e-commerce activities have also contributed to the increase in consumption.

In 2022, the electricity consumption of RE-YI Distribution Service Co.,Ltd was approximately 2,563,840 kWh,
equivalent to 9,229 GJ ot 2, a decrease of 6.8% compared to the previous year. The water consumption was
approximately 9,158 units, an increase of 4,212 units compared to 2021. This increase was mainly due to the
enhanced cleanliness and disinfection frequency in response to the pandemic (changed from weekly to daily),
resulting in increased water usage.

Note 1: Logsitics centers included Ruifang, Linkou, Daxi/Bade, Taichung, Yunlin, Kaohsiung, and Hualien centers.
Note 2: This conversion factor is based on 3.6MJ/kWh.

Taiwan FamilyMart Co., Ltd.



Total Electricity Consumption of Logistics Total Electricity Consumption of

Centers and RE-YI Distribution Service in Last 3 Years Logistics Centers and RE-YI Distribution
Taiwan Distribution Center Taiwan Distribution Center
RE-YI Distribution Service RE-YI Distribution Service
12,510 14,720 22,085 35,130 39,659 46,386
2020 2021 2022 2020 2021 2022

4.4 Waste Reduction from Love for Earth

Besides providing thoughtful services, our innovation DNA also ingrained in each part of business operations.
We introduced many innovative waste reduction programs to make environmental protection more a slogan and
to actually enforce it in business operations, such as scrapping resources for sales discounts and related plastics
reduction actions, allowing FamilyMart to combine the power of citizens to promote sustainability through green
consumption. These initiatives allow FamilyMart to harness the power of the public and promote sustainability

through green consumption.

Scrap Resources for Sales Discounts

Realizing the depletion of resources, we made lots of efforts, hoping to reduce the waste of resources and the

ecological footprint (EFP) of human activities on Earth together with citizens.

In 2009, FamilyMart collaborated with Catalytic Environmental Co., Ltd. to launch the "Recycling Batteries for
Snacks" campaign, leading the way in encouraging the public to bring their used batteries to any FamilyMart store
across Taiwan for recycling. This initiative aimed to prevent the improper disposal of waste batteries, which could
potentially harm and pollute the environment. In 2010 we expanded the recovery platform and added the paid
recovery items, including scrap discs, scrap mobiles, and scrap laptops. Recycled waste resources are transformed
into grass bricks, pathway bricks, drainage covers, etc., giving discarded electronic products a new lease of life and
maximizing the efficient utilization of resources.

In 2022, in collaboration with the Environmental Protection Administration, a bonus recycling campaign for used batteries
was launched. The redemption of recycled waste resources was adjusted to be exchangeable for consumer discounts,
aiming to enhance consumers' willingness to participate in waste resource recycling. In October of the same year, in
response to the Environmental Protection Administration's initiative, each recycled mobile phone could be redeemed for

double the discount amount. A total of 18,238 mobile phones were collected during the campaign period.

As of 2022, through the discount-for-recycling program, FamilyMart has collected approximately 2,755 metric tons
of used batteries, 571 metric tons of discarded CDs, 331,787 discarded mobile phones, 32,303 discarded laptops,
42,655 discarded tablets, and 71,861 discarded power banks. The scrap resource recovery plan has gained positive
benefits and created a win-win situation to consumers, suppliers, and FamilyMart.
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Waste Management

We enforce waste management and actively advocate refuse reduction and recycling. Store personnel implement

waste sorting before hiring qualified contractors for proper disposal to reduce the environmental impact of waste.

In 2022, it is estimated that the outsourced waste disposal volume for all stores in Taiwan was 24,112 metric tons wote).

Despite an increase in the number of stores compared to 2021, the waste generation per store remained relatively

constant due to the implementation of waste classification measures.

Note: According to statistics, the actual number of waste-producing stores in 2022 was 1,942 stores, with a total weight for outsourced disposal of
11,316MT. Based on the single-store weight for outsourced disposal, the total weight of waste for outsourced disposal of 4,138 stores was

24,112MT.

Paperless Measures

In 2022, FamilyMart's headquarters consumed a
total of 88,407 kilograms of paper, with an average
paper consumption per person of 100.8 kilograms
(Note 1- This represents a decrease of 15,919 kilograms
in total paper usage compared to 2021, with a
reduction of 19.5% in per capita paper consumption.
These figures demonstrate the significant impact
of proactive efforts in reducing paper consumption
and achieving paper-saving goals. In the future,
FamilyMart will continue to promote paperless
initiatives such as digital marketing, aiming to
gradually reduce paper usage and achieve energy
conservation and waste reduction in line with
environmental sustainability objectives.

Note 1: Paper consumption per person was calculated based on

the total number (877 persons) of office employees at HQ.

Note 2: Data errors in the 2020 and 2021 CSR report has been
revised in this year.

Taiwan FamilyMart Co., Ltd.

Statistics of Paper Consumption
at FamilyMart HQ (note 2

Paper consumption (kg)

Paper consumption per person (kg)

117,739 104,326 88,407

2020 2021 2022
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In 2022 we hired 87 persons with
disabilities, higher than the statutory

quota by 71 %

o

In 2022 the total amount of subsidies

for employee health checkups was

NT$ 659 million

O
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In 2022 the total hours of
education and training for

store employees was

1 69,252 hours
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Material Topics Stakeholder

Occupational Health and Government agencies, Employees,
Safety, Talent Development Franchisees, Charity groups
and Cultivation

- -

2023 Top 4 Targets

Lo

The frequency severity indicator (FSI)
Obtained external verification for

ISO 4500" was lower than the average at 0.37

in Taiwan’s retailing industry in the last
3 years (2020-2022)

)

—— J
Number of high-consequence Education and training expenses
work-related accidents each (including franchisee stores):

year: 0 NT$ 39 . 9 1 million




5.1 A Great Partner with FamilyMart

Through the dedicated efforts of every FamilyMart partner, who serve consumers with care, attention, and warmth,
we have been able to continuously gain consumer recognition. Therefore, we are committed to creating a happy
working environment for all FamilyMart partners. At FamilyMart, we establish human resource policies based on our
corporate culture and translate them into concrete action plans to take care of our partners.

In 2022, the total number of employees at FamilyMart was 5,112 (... 1, and the total number of personnel in
franchise stores was approximately 15,000 ... . Among our personnel, there are 2,547 male employees (Note 3)
and 2,565 female employees (... 5, resulting in a roughly 1:1 gender ratio. Additionally, all FamilyMart supervisors
and higher-level executives are Taiwanese.

In terms of recruitment, FamilyMart emphasizes diversity and implements a fair, just, and transparent selection
process that does not discriminate based on employees' nationality, religion, race, gender, or any other criteria.
We strictly adhere to the regulations of the Labor Standards Act and ensure that salaries are never lower than the
legally required minimum wage. We do not employ individuals under the age of 15. We also uphold the core spirit
of supportive employment by providing job opportunities for middle-aged and older individuals, those seeking
secondary employment, vocational high school students engaged in cooperative education programs, and part-
time workers who are still studying. We also employ indigenous people and foreign workers and exceed the
legally required number of employees with disabilities, aiming to create a diverse, inclusive, friendly, and lively
work environment. In 2022, the headquarters and directly operated stores employed a total of 87 employees with
disabilities, accounting for 1.70% of the total workforce, surpassing the legally required minimum of 71%. We also
employed 38 indigenous employees and 42 foreign workers. In response to declining birth rates and an aging
population in Taiwan, the directly operated stores employed a total of 200 individuals aged 45 to 54, accounting for
3.91% of the total workforce, including 166 full-time and 34 part-time employees. We also employed 49 individuals
aged 54 and above, accounting for 0.96% of the total workforce, including 43 full-time and 6 part-time employees.

In the future, we will continue to expand the recruitment of middle-aged and older individuals, as well as foreign
talents, and optimize our training mechanisms, create appropriate welfare systems, provide a friendly working
environment, and enhance the willingness of middle-aged and older individuals and foreign workers to contribute to
store workplaces.

Note 1: Includes headquarters support staff and directly operated store personnel (including part-time and cooperative education students).

Note 2: The total number of personnel in franchise stores is calculated based on the number of accident insurance policyholders from January 1 to
December 31, 2022.
Note 3: The statistical data in this section and the following sections do not include personnel in franchise stores.

Q Numbers of Employees in 2022

(statistics by 2022/12/31)

Full-time Temporary, Contract-based
(Irregular contract) (Fixed-term contract)
Gender
Northern Central Southern Northern Central Southern
Taiwan Taiwan Taiwan Taiwan Taiwan Taiwan

Male 1,593 366 588 - -—- -—- 2,547
Female 1,605 379 581 - - - 2,565
Subtotal 3,198 745 1,169 ——- - - 5,112
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(statistics by 2022/12/31)

Full-time Part-time
Taiwan Taiwan Taiwan Taiwan Taiwan Taiwan
Male 1,082 2,547
Female 1,057 210 362 548 169 219 2,565
Subtotal 2,139 464 769 1,059 281 400 5,112

(statistics by 2022/12/31)

HQ administrative personnel Store Personnel

Supervisor Supervisor
Non-supervisor Non-supervisor
(Note) (Note)

Male 1,571 2,547
Female 22 770 160 1,613 2,565
Subtotal 110 1,516 302 3,184 5,112

Note: HQ supervisors are assistant managers and higher, while store supervisors are store managers.

In 2022, there were a total of 1,364 newly hired employees, an increase of 202 compared to the previous year.
There were 1,099 employees who left the company, an increase of 160 compared to the previous year. The increase

a aS!JdJelue Addeq § ’1JQWA|!LUE:| Q g a a ’

in newly hired employees is primarily due to the effectiveness of our diversified recruitment strategies. However,
because there is a higher proportion of middle-aged and older employees seeking secondary employment, the
turnover rate has also increased. We will continue to optimize relevant systems to reduce the number of employees

leaving the company.

Q New and Resigned Personnel in 2022
(statistics by 2022/12/31)

New employee training
Gender
e Central Taiwan Som{thern Total
Taiwan Taiwan
92 108 385

Under 30
Male 30-50 163 41 59 263
Over 50 20 5 3 28
Under 30 184 61 90 335
Female 30-50 190 43 41 274
Over 50 53 15 11 79
Subtotal 795 257 312 1,364
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(statistics by 2022/12/31)

Resigned employee
Gender Age Northern
IERVED
153

Taiwan
83 72 308

Under 30
Male 30-50 173 44 37 254
Over 50 33 1 4 38
Under 30 139 36 63 238
Female 30-50 155 33 34 222
Over 50 26 7 6 39
Subtotal 679 204 216 1,099

"FamilyMart x Victory: Overcoming Barriers, Creating an
Inclusive DEI Workplace"

The "FamilyMart x Victory: Overcoming Barriers, Creating an Inclusive DEI Workplace" project is a collaboration
between FamilyMart, Victory Foundation, and Victory Development Center for Persons with Disabilities. It aims to
create the first 24-hour convenience store in Taiwan operated by individuals with mixed disabilities. The project was
initiated in 2011, starting with the Taidaer Store inside National Taiwan University as the first location and gradually
expanding to reach seven stores in the Taipei and New Taipei City areas by 2022. These stores include the Taidaer
Store, Song's Medical Store, Dunzhong Store, Xizhi Fuquan Store, Xindian Baihe Store, Linkou Public Housing Store,
and Xiaowan Public Housing Store, with the Xiaowan Public Housing Store being newly opened in June 2022.

Most of the partners working in these stores are individuals with disabilities, including those with hearing and
speech impairments, autism, intellectual disabilities, mental health conditions, and physical impairments. By
utilizing the expertise of both FamilyMart and Victory, the project has redesigned the standardized operations of
the convenience store chain to create work processes suitable for different team members, promoting diversity,
equality, and inclusion in the workplace with a DEI (Diversity, Equity, and Inclusion) spirit. This is achieved through
the replication of store operations SOPs, the integration of diverse work abilities, and the provision of training and
guidance from professionals such as social workers who serve as store managers.

Additionally, FamilyMart has transformed the store signage, utilized KOL (Key Opinion Leader) video marketing, and
allocated media promotion resources to invite public support for partners with disabilities, breaking stereotypes and
biases regarding the work capabilities of individuals with disabilities.

Since the introduction of Victory stores, over 300 individuals with disabilities have been employed and trained,
and a new model of "community employment" has been developed. This model helps individuals with disabilities
transition from these working in these convenience stores into mainstream workplaces, aligning with two of the
United Nations Sustainable Development Goals (SDGs), specifically #10, reducing inequalities and #8, promoting
decent work and economic growth.

Distinctive Features of Victory Stores

!

Mixed disabilities working team: Allow persons with different disabilities to support one another to demonstrate the
power of teamwork.

l

SOP reproduction and transformation: Further split the SOP of convenience stores to lower the learning and adaptation
thresholds for persons with disabilities allowing them to pick up work through a proper training system.

l

Assigning a mentor and also manager for each store: Mentors with mentoring training transform and reproduce standard
workflows suitable for use by persons with disabilities, accompany them, and give them a good support system.

2022 ESG Report
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There are over one million individuals with disabilities in Taiwan, and they face numerous challenges
throughout their lives. Regarding employment, the labor force participation rate among individuals with
disabilities is significantly lower than that of the general population. Even if they have jobs, many are
employed on temporary or contract terms, and the unemployment rate for individuals with disabilities is

three times higher than that of the general population.

Quantifying the Impact

Since the collaboration between FamilyMart and Victory began in 2011, over the course of 10 years, a total
of seven FamilyMart x Victory convenience stores have been opened. The project has also developed a
new model of "community employment," continuously assisting individuals with disabilities in transitioning

from these convenience stores back to their communities, aligning with SDG #10, reducing inequalities.

This project model also helps social enterprise organizations achieve self-sustainability by establishing
viable business models and effective operational mechanisms. The estimated annual revenue from the
seven stores reaches 150 million New Taiwan Dollars, corresponding to SDG #8, promoting decent work

and economic growth.

Qualitative and Long-Term Impact

By transforming the signage of convenience stores managed by teams of individuals with disabilities to
"FamilyMart ¥ Victory Foundation" and highlighting the distinctive features of their operation, negative
labels are reversed, and positive recognition from customers is sought. At the same time, various designs
such as identification armbands and name tags are used in the store to let customers know about the
differences of our partners, breaking the stereotypical impressions of employment for people with
disabilities. With estimated monthly foot traffic of 20,000 customers per store, the seven stores have a total
of 1.7 million customer interactions in a year, which can greatly contribute to publicity and communication,

aligning with SDG #10, reduce inequality.

|-_FamilyMart & m# % 2
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At FamilyMart, no employee will be discriminated based on nationality, religion, ethnicity, and gender. We strictly
follow the Labor Standards Act and do not hire child labor aged under 15 years or force employees to work in any

form.

At FamilyMart, employees are entitled to the freedom of association, and we also encourage employees to form
and participate in different types of employee clubs. We have Employee Welfare Committee (EWC) established the
"Employee Club Organization and Management Regulations” and subsidize employee clubs. The headquarters
provides an annual subsidy of NT$20,000 to each club, and for clubs with more than ten members, an additional
NT$500 per person, with a maximum subsidy of NT$30,000. In addition, we encourage FamilyMart convenience
stores in various regions to establish clubs that offer various activities. Business units at the headquarters level can
apply for subsidies, with a maximum subsidy of NT$60,000. As of the end of 2022, FamilyMart has eight clubs, with
subsidies totaling NT$300,000, providing a platform for employee gatherings and activities. Additionally, employees
are entitled to form a labor union. However, no labor union has been formed so far. In 2022, no noncompliance with

human rights was reported.

We also comply with Article 16 of the Labor Standards Act, providing advance notice periods for terminating labor

contracts in accordance with Article 11 or the proviso of Article 13 of the Labor Standards Act.

For employees working for more than three months but less than one year, notice is
given at least 10 days in advance.

For employees working for more than one year but less than three years, notice is
given at least 20 days in advance.

For employees working for more than three years, notice is given at least 30 days in
advance.

Hiking Club TRX Suspension Training Club
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FamilyMart adheres to the concept of providing employees

with a "safe and secure" working environment and has

established the "Occupational Safety and Health Work ”i” ﬁ

Guidelines." The guidelines mainly cover labor safety

and health management and division of responsibilities, 1000000000 Ioooooo

maintenance and inspection of equipment, work safety OO

—]
preparation, maintenance, and use of protective facilities. N\ (D)

and health standards, education and training, health

guidance and management, first aid and rescue, and

These guidelines have been approved for inspection

by the Taipei City Labor Inspection Office. We have

established labor-management meetings and occupational

safety and health committees in accordance with the
Labor Standards Act and the Occupational Safety and

Health Act. The labor-management meetings consist of

elected representatives from the labor and management

sides, with 8 representatives each. The occupational safety and health committee consists of the general manager
as the chairman, 4 members from the management side, and 8 worker representatives, and regular meetings
are held to discuss labor rights, welfare, occupational safety and health management system review operations,
environmental safety, and health matters. Decisions made during the meetings are implemented accordingly. The
president is the top responsible officer of OH&S matters. We have also formed the Occupational Safety and Health
Committee to establish HSE policies and approaches for the OH&S team to promote and implement.

Management of Labor Safety and Health

Occupational Safety and Health Management System

We have established and implemented the FamilyMart "TOSHMS Occupational Safety and Health Management
System" based on CNS 45001 Occupational Safety and Health Management System to ensure effective
implementation of occupational safety and health management operations and continuous improvement. The
management system covers all employees of our company. Our management system covers all employees of our

company.

Hazard identification, risk assessment, and incident investigation

To ensure effective operation of hazard identification and risk assessment related to occupational safety and health,
we follow the "TOSHMS Occupational Safety and Health Management System." The management process includes
identification and recording of safety and health hazards arising from company activities, facilities, and services
(including contractors), recorded in the "Hazard Identification and Risk Assessment Form." Each operational process,
including machinery, equipment, causes of risk, and relevant activities originating from the vicinity of the workplace
or external sources that may pose risks to the health and safety of personnel within the workplace, is explained.
Hazard identification considers the occupational safety risks faced by workers in their daily operations and the safety
risks arising from changes. When assessed as high-risk items, they are established as occupational safety and health
objectives. The responsible units are required to implement them based on the approved plan by the Occupational
Safety and Health Committee. The outcomes of implementation will be tracked and monitored by the committee
on a quarterly basis. For the process of occupational hazard identification and risk assessment, please refer to the

diagram below:

Taiwan FamilyMart Co., Ltd.
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In addition, we have established the "Nonconformity, Corrective and Preventive Measures Management Procedure”
and the "Occupational Accident Handling, Investigation, and Statistics Method" to ensure the investigation and
management of accidents, including recording and policies for near-miss incidents and allowing workers to leave

work conditions they believe may cause harm or illness.

When any work-related accident occurs, the occupational safety and health team should report to the labor

inspection authority under the jurisdiction of each region for the following disasters:

(1) Accident reporting: When any of the following disasters occur in the workplace (stores or headquarters)
involving all employees, supervisors, and contractors of our company, the Occupational Safety and Health

Committee should report to the labor inspection authority of each jurisdiction within 8 hours:

a. Fatal accidents

b. Accidents with three or more injured persons

c. Accidents with one or more injured persons requiring hospitalization (hospitalization for more than 24 hours)

d. Other disasters specified in the announcements designated by the central competent authority
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(2) Regarding the handling of unexpected incidents, the person who discovers the incident must report it to their
department supervisor and immediately notify the occupational safety and health team. If personnel are injured,
the department supervisor should take emergency response measures according to the relevant procedures and

immediately send the injured person for medical treatment.

The follow-up occupational safety and health team will conduct an investigation and analysis of the causes of the

accident or incident and take corresponding corrective and preventive measures.

Worker participation, consultation, and communication on occupational health and safety

If supervisors, employees, external personnel, or relevant groups have any matters they wish to communicate
or discuss regarding the establishment, implementation, and evaluation of the occupational safety and health
management system, the occupational safety and health team will gather and notify the relevant departments to
provide feedback. Meetings may be held for discussions if necessary. The occupational safety and health team also
promotes relevant policies, objectives, targets, management plans, and related legal provisions through education
and training, meetings, posters, or company website announcements to ensure that all employees and external
stakeholders understand them. Monthly summaries of internal and external communication messages are compiled
to facilitate real-time adjustments of the occupational safety and health management system in response to changes

in internal and external environments.

Occupational health and safety management system

In addition to establishing a comprehensive occupational safety and health management system, to ensure the
quality of this management process and internalize employees' occupational safety awareness and reduce the
potential impacts of related occupational safety risks, FamilyMart requires relevant staff to complete education
and training on ISO 45001 standards, hazard identification and risk assessment, and internal audits. Furthermore,
coordination meetings with contractors and safety and health hazard notifications are held before construction by
contractors or equipment procurement. Relevant commitment documents are also signed to reduce risks associated

with contracting activities.

Occupational Safety Training provided by FamilyMart in 2022

Digitization of

occupational safety
courses

Workplace prevention
education and
training against illegal
infringements

Digital course education
training on health topics.

Fire drill

Category C Safety
and Health Business
Supervisors

Taiwan FamilyMart Co., Ltd.

New employee training

Business Supervisors

All Employees

seed members

Designated company-owned
store employees and franchise
store employees are required

to sign up individually

Remote training for new employees

Reinforced awareness of prevention against illegal
infringements in safety and health management
training courses, in collaboration with the Police
Administration's reporting app initiative.

Conducted 12 digital courses with a total of 4,932
readers and a reading rate of 95.6%.

Conducted one fire drill with assistance and
guidance from the local fire department to instruct
on fire scenarios and earthquake-related safety
measures.

Conducted a total of 7 training courses (4 of which
were remote courses) for Category C Safety and
Health Business Supervisors, with a total of 228
participants. 114 individuals obtained certification
upon passing the examination.



e e 2 e Conducted a total of 150 training sessions, with a

total of 6,664 participants. The cumulative number
of individuals who obtained certification was 6,507.

. . store employees and franchise
First Aid Personnel proy .
store employees are required

to sign up individually

In-service education Designated company-owned  Conducted 6 training sessions for first aid personnel,
and training for Safety store employees and franchise  with a total of 194 participants. The cumulative

and Health Business store employees are required  number of training sessions conducted was 60, with
Supervisors: to sign up individually a total of 2,240 trained individuals.

Conducted 19 training sessions for Safety and
Health Business Supervisors (9 of which were remote
courses), with a total of 519 participants. The
cumulative number of training sessions conducted
was 199, with a total of 3,322 individuals trained.

Designated company-owned
store employees and franchise
store employees are required
to sign up individually

In-service education
and training for first aid
personnel

In response to the recent incidents of violence in convenience stores and common occupational injuries at

FamilyMart, we have established the following assistance program for store employees:

Since 2021, the company has added regulations for the
management of safety in the back areas of stores. Additionally,
the job agreement has been modified to strengthen related

promotion, reminding company employees and franchise
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partners to prioritize their own safety and emphasizing walk & FREM - b20nERE |

REZA
e o]

SERKE  [walk in®EERFRE - 205 @R E

™ walk inPI LRI - e 32 P HE o 3% s i

the concept that they have the right to retreat without WS i S (B T N )
. . . L [S3EAER |3  BEARRLEA
compensation for store losses in the event of a violent incident, T S o

enabling employees to have a safe and secure working

environment.
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Updated Warning Stickers for Refrigerators in 2022. We
have added warning stickers to store refrigerators to provide
employees with self-rescue measures in case they become

trapped inside the freezer. We also require stores to conduct

safety education regarding this issue.

Traffic Safety Promotion Program: Based on the recent cases of traffic accidents, we have developed a traffic

safety promotion program to enhance employees' awareness of traffic safety.

Statistics of Work-Related Injuries in 2022

Total number of days worked Total number of hours worked

Types of disability injury (number of persons)

. Permanent Permanent Temporary
Fatality
disability partial disability total disability
Disabling injury frequency Disabling injury severity Frequency severity
rate (FR) note 1) rate (SR) mote 2) indicator (FSI) ote 3)

Note 1: FR (rate of recordable work-related injuries) = The total number of recordable work-related injuries x 10¢/total number of hours worked
Note 2: (Lost workday rate) = Total number of lost workdays x 10¢/total number of hours worked
Note 3: FSI = [(FR x SR) +1000]
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® Statistics of Absenteeism in 2022

Sick leave 2,748.50 2,891 5,639.50
Menstrual leave - 319 319
Job-related sick leave 650.25 619 1,269.25
Total (A) 3,398.75 3,829 7,227.75
Total number of workdays (B) 634,203 638,685 1,272,888
Absentee rate (=A/B*100%) 0.536% 0.600% 0.568%

According to the statistics of the 2022 data reported to “Occupational Accident Statistics Online Report System
Data” of the Occupational Safety and Health Administration, MOL, there were 7 work-related injuries in 2022, with
FR=0.75 and FSI=0.1. Every year we identify hazards and assess risks to proactively discover workplace hazards and
risks and make improvement and reduce risks through the occupational safety management system. Traffic accidents
are the most commonly occurring type of major accident. Besides reporting accidents and providing awareness
education every month, to strengthen the traffic safety awareness of employees, besides providing periodic
education on traffic safety for new and in-service employees and arranging training with various e-learning courses,

videos, and case study.

asliduayue Addey e ‘LiepAjiwey Q g a a ’

Healthy Workplace

Employees are the most valuable assets of our company. To promote the physical and mental well-being of
FamilyMart partners, we have implemented relevant management practices in accordance with the four major labor

health protection programs introduced by the Ministry of Labor. These programs are as follows:

Target audience for

service provision

Management practices

Performance in 2022

Prevention of
human-induced
hazards program

All Employees

Applies to female

Maternal Worker employees from the

Health Protection  first day of pregnancy
Program until one year after
childbirth.

106 Taiwan FamilyMart Co., Ltd.

Employees Health Management

Refers to measures taken for
female employees engaged in
work with potential maternal
health hazards, and includes hazard
assessment and control, physician
counseling and guidance, risk
classification management, suitable
work arrangements, and other
related measures.

¢ Musculoskeletal Injury and Hazard
Investigation: Occupational health
personnel analyze the health
examination data, attendance records,
injury and illness cases, suspected
cases, and medical records of
employees to conduct a preliminary
analysis and prioritize improvement
measures.

¢ Musculoskeletal Symptoms
Questionnaire Survey: Employees fill
out the "Musculoskeletal Symptoms
Questionnaire Survey" form, and the
data is analyzed and recorded.

4 A total of 38 pregnant employees
were monitored, with on-site
assessments conducted by doctors or
nurses to manage individual cases and
evaluate the suitability of job duties.



Prevention of
diseases caused

by excessive All Employees
workloads

program

Prevention

of workplace All Employees

violence program

Employees Health Management

Prevention - Reporting and
prevention testing of workplace
violence (in collaboration with
the Ministry of Labor's intelligent
monitoring technology)

Reconstruction - Promoting

Employee Assistance Programs and

Counseling Resources

Health check-ups: In addition to the legally required

occupational health examination items, FamilyMart

provides additional items such as ultrasound, autonomic

nervous system stress tests, cancer screening blood

tests, cervical spine X-ray examinations, and metabolic

syndrome-related tests. By combining physiological and

psychological examinations with self-perceived stress

scales, muscle and joint pain surveys, and comprehensive

cardiovascular risk assessments, employees can understand

their current physical and mental health status.

¢ On-site medical services: Diagnosis
and necessary referrals to outpatient
services

¢ Case follow-up: Nursing consultation
and ongoing monitoring

¢ EAP (Employee Assistance Program):
Psychological counseling services
provided by psychologists

¢ On-site medical services: Individual
overload assessment and health
guidance, job suitability evaluation

¢ Health lectures: Providing stress relief
workshops

Psychological counseling: One-on-one counseling services provided by psychologists on-site or through video

calls, offering psychological counseling, stress adjustment, relaxation techniques, self-awareness, parent-child

relationship management, and interpersonal relationship management. Referral services are available when

necessary.

On-site medical and nursing services: Provide services for the rehabilitation, work suitability assessment,

work-related injury and illness prevention, and health counseling of injured and ill employees. To understand

the health status of employees, functional assessments, job redesign, or adjustment recommendations are

conducted when necessary. Additionally, in order to ensure the care of employees' physical and mental health

and to implement employee health management, nurses visit stores to provide health guidance.

In 2022, the health checkup
rate of employees was up

to 86.3%

Q

100% intervention for the
management of exceptionally
high-risk employees found in
health checkups.

297

In 2022 the total amount of
subsidies for employee health

checkups was NT$6.59 million.
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To maintain good and smooth communication with

partners, we have established the "Employee Proposal and T e et i

Grievance SOP” to provide employees with unfettered o] aretl
channels for making proposals and filing grievances. 02-25239588 ext. 6885
According to that SOP, we have set up a confidential complain@family.com.tw

employee feedback hotline and email:
https://www.family.com.tw/web_enter-

In 2022 we received a total of 86 feedback and inquiry .
prise/page/contact_us.aspx

cases from the employee feedback hotline and email.
For each case, we assigned HR staff to confidentially
communicate and coordinate with the complainants and
take proper action. report hotline and email

In additional to the proposal and grievance channels, we D 02-25239588 ext. 6885

have also established the sexual harassment prevention, equal@family.com.tw
grievance, and discipline regulations and report hotline

and email:

In 2022, FamilyMart received a total of 1 complaint regarding sexual harassment. The complaint involved an
employee who experienced harassment from a staff member at a franchise store during their assignment. Upon
receiving the report, we immediately conducted an investigation and referred the case to the Sexual Harassment
Complaint Handling Committee. In addition to terminating the franchise agreement with the party involved, we

actively assisted the employee in pursuing legal action and provided counseling support.

Since 2021, FamilyMart has collaborated with professors from National Taiwan Normal University to conduct an

annual employee satisfaction survey. In 2022, a total of 1,438 questionnaires were collected.

The survey covered five dimensions: employee satisfaction, awareness of performance evaluation system, employee
dedication, perception of corporate social responsibility, and readiness for digital transformation. In addition to
employee satisfaction, we also aim to evaluate and improve the awareness of the performance evaluation system,
corporate social responsibility, and organizational change. This helps ensure that employees' perceptions align with

the goals of FamilyMart.
Overall, the survey score was 4 out of 6 marks in all aspects, reaching the cognitive compliance.
Employees were generally satisfied with overall work environment.

It was found that the
understanding of the system's ability to effectively differentiate individual performance among employees was
relatively low. Therefore, FamilyMart will promote changes to the performance evaluation system, including
the implementation of Individual Development Plans (IDPs). This will allow employees to have a better
understanding of their individual performance through discussions and identify their developmental direction,

thereby making the performance evaluation system fairer and more differentiating.

Taiwan FamilyMart Co., Ltd.



The score for bringing work home is lower.
Considering the workplace limits of some work, we introduced the e-document policy for employees to work

anywhere and enhance work efficiency.

This suggests that employees generally agree with the CSR-
related activities promoted by the Company.

This suggests that employees

generally agree with the digital transformation promoted by the Company.

2021 2022

4.73 4.83 °.06 476 4.83
4.58 416 435 426 4.28

Employee Awareness of Employee Perception of Readiness for
satisfaction performance dedication and corporate social digital
survey evaluation system contribution responsibility transformation

In 2022, FamilyMart received a total of 1 complaint regarding sexual harassment. The complaint involved an
employee who experienced harassment from a staff member at a franchise store during their assignment. Upon
receiving the report, we immediately conducted an investigation and referred the case to the Sexual Harassment
Complaint Handling Committee. In addition to terminating the franchise agreement with the party involved, we

actively assisted the employee in pursuing legal action and provided counseling support.

“People” is the key competitiveness of enterprises. Insisting on developing talents of and on our own, through the
Franchise College, the only enterprise university in the logistics sector, and the relevant training for store workers, we
arrange solid fundamental training in all aspects for employees, franchisees, and store workers to develop excellent
talents. The scores for each dimension of employee satisfaction in 2022 showed significant improvement compared
to 2021. Moving forward, FamilyMart will continue to conduct annual employee satisfaction surveys and analyze
the questionnaire results to identify any other influencing factors. This will enable us to address and improve areas
of concern, enhancing satisfaction and employees' awareness of the performance evaluation system, organizational
change, and corporate social responsibility. In recent years we have developed the expert training physical course to
stringently develop interdisciplinary key talents in areas including fresh food development, e-commerce, Industry 4.0,

and data analysis to encourage employees to improve their expertise and optimize our key talent pool.
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FamilyMart provides on-the-job training (OJT) and off-the-job training (OFFJT) for various positions, offering diverse
learning channels to help employees at all levels enhance their required skills. To develop the competencies of
colleagues in various departments to meet their job requirements, a total of 137 training maps have been completed
for all positions from 2018 to 2022. These training maps enable new hires, rotated employees, and current
employees to systematically learn job-related knowledge and applications within the framework of their respective
positions. Additionally, competency assessments are conducted to assist supervisors in understanding the overall
competency status of colleagues in their units. This allows colleagues to identify gaps in their own competencies
and focus on strengthening their corresponding abilities. The overall training plan evaluates whether the majority
of colleagues lack certain competencies and adjusts the educational training methods accordingly to maximize the
utilization of the training budget. In 2022, performance evaluations were conducted for 156 probationary employees
and 190 employees in the adjustment period after rotation.

Each year, we will revise the competencies based on the company's development strategy to improve training quality
and provide personalized training resources. We will integrate full position competencies, as well as physical and
online training resources, to develop learning guides for each unit. Through the PDCA management cycle, we aim
to continuously improve training quality and enhance employee capabilities. Online competency assessments are
conducted to evaluate employees' abilities and behavioral performance as a reference for performance evaluations. We
also review job descriptions and the organizational context of each unit to ensure alignment. Furthermore, the talent
pool system is utilized to identify employees' competency gaps and career development paths, helping employees

better understand their positions within the organization and promoting their self-growth motivation.

In the future, the training blueprints in the digital learning platform will reveal job positions and professional skills
as two major categories. This will enable colleagues to understand recommended training for their positions and
cross-domain aspects. Additionally, in response to the recruitment policies for middle-aged and elderly individuals
and foreign nationals, adjustments will be made to education and training methods, including segmented learning,
adaptive modifications, and streamlined approaches. In addition to promoting awareness among executives, we
have implemented store development courses, demonstration stores for elderly training, and regular exclusive

forums to create more efficient and effective education and training programs.

1. Employee Basic Training

Besides the competencies required for store operations, we have also planned the required hours of training and
education courses that new employees must complete to ensure that employees understand their entitlements at

FamilyMart and how to protect the rights and interests of customers. The relevant courses and training hours are as

follows:
Course on employee labor Course related to sexual Course on the Personal
regulations, grievances, and harassment prevention Data Protection Act
benefit
0.5 hours 1 hour
1 hour
Labor safety course Promotion of Ethical Human Rights Policy
Integrity and Prevention of Advocacy
3 hours - :
Insider Tradin
. 0.1 hours
0.1 hours
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In the future, we plan to extend the breadth of human rights policy advocacy courses to enhance employees'
understanding of the company's commitment to employee rights and related regulations. This will enable them to
adhere to these guidelines in their business operations, strengthen good corporate governance, and establish a

solid foundation for the company's sustainable development.

2. Store Worker Training

Due to the impact of the pandemic, distance learning has been added as a new course delivery method, and the
course content has been adjusted accordingly. However, there has been a decline in the number of registrations,
resulting in a decrease in training hours. To address this issue, we have implemented pre-course notifications
and reminders through communication software such as Teams, Line, and email to increase attendance rates.
During the courses, we continuously reinforce participants' identification with FamilyMart and convey the vision of
digital transformation and effective execution. In the future, we hope to cultivate store personnel as trainers and
adjust introductory courses to be conducted on-site at store locations. We will transform training personnel into
instructors who provide teaching materials, allowing new employees to learn effectively and quickly. Intermediate
and advanced courses will be adjusted according to different roles and their corresponding teaching materials. The
teaching methods will also transition from static visuals to dynamic audiovisual formats to capture the attention of
today's generation, who are accustomed to mobile devices. This will enable the integration of digital transformation
into training. The training mode will shift to a combination of on-site instruction, physical classrooms, and digital

audiovisual materials, all running in parallel.

In 2022, the total training hours for FamilyMart store employees (excluding headquarters logistics personnel) amounted
to 169,252 hours. This included 52,680 hours for regular employees, 42,446 hours for part-time employees, and
74,126 hours for franchisees. The training covered 5,617 regular employees, 18,116 part-time employees, and 3,689
franchisees, with an average training duration per participant of 9.38 hours, 2.34 hours, and 20.09 hours, respectively.

The total expenditure on education and training amounted to approximately NT$15.85 million.

Permanent employees (RC staff)

New Employees-Probationary

37 40 188 7,520
Courses
New Employees-Classroom 37 40 189 7,560
Courses
New Employees-Hands-on 37 o4 188 4,512
Courses
Sto.re. Education - New Employee 59 40 290 11,600
Training Courses
Store Education - T Courses 18 8 206 1,648
Store Education - L Courses 6 24 275 6,600
Store Education - Supervisor Prep 6 o4 118 2,832
Courses
Sales Assistant Routine Training 291 25 4,163 10,408
Total 484 200 5,617 52,680
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Q Temporary Employees (part-time)

Total number of | Number of hours | Total number of Total hours of
Course title courses in 2022 each course trainees in 2022 training in 2022

(1) () (2)*(3)
Worker Education - Elementary 13,666 1 13,666 13,666
Worker Education - Intermediate 716 4 2,459 9,836
Worker Education - Advanced 512 4 1,076 4,304
Worker Education - PT training 915 16 915 14,640
Total 15,809 25 18,116 42,446

Q Franchisees (FC personnel)

Total number of | Number of hours | Total number of Total hours of

Course title courses in 2022 each course trainees in 2022 training in 2022

M ) 3) (2)%(3)

New Franchisees-Probationary

37 40 388 15,520
Courses
New Franchisees-Classroom 37 40 399 15,960
Courses
New Franchisees-Hands-on 37 48 388 18,624
Courses
New Franchisees-Operational 21 40 173 6,920
Courses
New Franchlsees-Storage and 87 2 604 14,496
Transportation Courses
FC College 8 1.5 1,737 2,606
Total 227 194 3,689 74,126

3. FC College

Franchisees are the best partners in building an excellent chain business. To meet the epidemic prevention standards
and maintain a competitive advantage, we have conducted online live streaming courses for two consecutive
years. These courses combine external digital transformation information with successful store cases to guide
store managers' business thinking. Through feedback data analysis from learners, we can adjust the courses and
understand details such as the on-site atmosphere to make them more aligned with the main policy direction. We
hope to transmit the company's transformation strategy from top to bottom, enhance brand identity, and accelerate

the grasp of digital transformation opportunities.

To better meet the different needs of the market and consumers, we will collect information from online sources
such as social media marketing and mobile tools. We will refine and incorporate higher-quality information into the
courses, allowing frontline partners to apply what they have learned in practice and provide service value beyond
expectations. Through advanced operation training planning and guiding operators towards new thinking and
knowledge, we aim to strengthen store management capabilities and fulfill individuals' career blueprints.
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4. Employee Personal Development and Career Planning

To implement performance management and enhance employee capabilities, FamilyMart launched the Individual
Development Plan (IDP) in 2022. Before implementation, we held four briefing sessions for supervisors at the level
of department managers and above to fully understand the connection and importance of IDP to performance
evaluation. In its first year of implementation in 2022, we targeted 586 colleagues at the headquarters. After setting
the key performance indicators (KPls), supervisors and employees conducted biannual interviews to discuss work
goals. We utilized internal and external learning channels and resources and provided regular advice and feedback

to employees to assist in strengthening their abilities and improving performance.

In the future, we will continue to enhance the Employee Development Plan with a focus on the following directions:

Based on the previous year's implementation Through talent inventory meetings, we aim to
status, we will optimize and adjust the system. We understand employees' capabilities and uncover
will present employee performance data through their potential, allowing them to be placed in
visualized dashboards to help supervisors better suitable positions and improve the company's
understand their employees and conduct more productivity and efficiency. Furthermore, through
precise interviews. We will also optimize and adjust the inventory, we identify talents with leadership
relevant operational forms. In addition to existing or professional abilities and include them in the
work goals, we will use the job descriptions and company's talent pool. We discuss their promotion
required competencies at each level as standards and career planning to realize the concept of

for supervisors and employees to develop training continuous talent growth and development.

plans for areas of improvement.

In addition to the above, in 2022, we established internal community channels to disclose internal and external training
resources and promote interaction among members. This allows us to respond promptly to development needs,
recommend and track IDP competency levels on the learning platform, and directly apply employees' actual needs
to their work. In the future, we plan to conduct live streaming in the community to collect immediate feedback from
colleagues. We will then summarize key knowledge and share it on various platforms to achieve knowledge dissemination.

Additionally, we will extend the course design based on interactive questions raised during the live streaming.

1. Developing Key Talents Through the Enterprise University

To develop talents that could take on more responsibility, we became the
first in the industry to establish an enterprise university, hoping to cultivate
management level talent. The FamilyMart Corporate University offers
a 2-3 year program primarily focused on cultivating managerial talents.
It includes management courses, case discussions, and action-based
learning, where learning is integrated into practice and practice informs
learning. The benchmarking academy within the Corporate University
invites managers from different industries and experts in various fields

to share their experiences and success stories. Participants learn from

benchmarking corporate professionals and apply what they have learned

to enhance their job skills, bringing new perspectives.

From 2003 to 2022, FamilyMart Corporate University has held
20 sessions, with a total of 726 graduates. Over 90% of internal
supervisors and assistants have participated in the program.
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2. Key Technical Staff Training

In response to the group development trends of FamilyMart, we develop key talents in areas including fresh food

development, e-commerce and membership management, data analysis, and construction.

To enrich the knowledge in different aspects required for product develop-
ment, through practical courses we enable trainees to learn by doing to
become professional fresh food developers.

Through effective membership management, we can understand consumer behavior and propose
targeted marketing methods to enhance the customer stickiness to FamilyMart.

The courses include statistical analysis and data mining supported with
project practice for trainees to combine theory to practice, hoping that they
can find new business value through the trends show in data analysis.

Learn how to quickly address market demands through effective design
and engineering planning to build a shopping environment that satisfies
consumers.

To cultivate key talents from foundational to specialized skills and support their career development, we have
implemented a talent development system that encourages employees to enhance their expertise. This system aims

to optimize the key talent pool at FamilyMart while motivating employees to elevate their professionalism.

We offer competitive pay and comprehensive benefits to thank the efforts and encourage employees. Our pay and
benefits include 8 categories: salary, bonuses, insurance, leave, leisure, subsidy, facility, and education resources.
Due to the pandemic situation, employee massages were not organized in 2022. However, with the easing of the
situation, it is expected to resume in 2023. We have established the EWC to take charge of various employee benefit
affairs. In 2022 we contributed NT$57 million to EWC, and the total amount of contribution increases every year,
showing our intention to provide employees with a pleasant and healthy workplace environment. An "Employee
Welfare Platform" has also been established internally, providing employees with information on various benefits
and discounts.
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Welfare Programs

Salary The remuneration agreed upon in employees' employment contracts.
Bonuses Year-end bonus, performance bonus, certification allowance, long-term service bonus,
referral bonus, research and development patent bonus, employee profit-sharing.
Insurance Labor insurance, health insurance, employee group insurance, dependent group insurance.
Paid leave, birthday leave, paternity leave, family care leave, maternity leave, prenatal
Leave and postnatal care leave, menstrual leave, personal leave, sick leave, bereavement leave,
marriage leave, birthday leave.
Massage days, annual gatherings, departmental trips, club activities, year-end party raffles,
Leisure Family Day parent-child activities, discounted movie tickets, holiday vouchers, Labor Day
vouchers, birthday vouchers, personal travel subsidies.
Subsidies Domestic and international travel, wedding and funeral subsidies, childbirth subsidies, child
education subsidies, emergency rescue assistance.
FamilyMart Enterprise University - CVS College, Food and Beverage College, Employee
Educational Development College, Benchmark College, FamilyMart Digital Learning Platform, Employee
Resources Career Rotation Program, External Training Subsidies, Overseas Study Opportunities,

Domestic Study Grants.

FamilyMart aims to establish a work environment that provides real-time feedback and fairness to our colleagues.
According to the performance evaluation policy, we conduct performance assessments every six months, with
mechanisms for initial and final evaluations to ensure fairness. The assessment results are linked to the distribution of
performance bonuses and promotion opportunities. The performance evaluation policy applies to regular FamilyMart
employees who meet the seniority requirements during the assessment period.

o Information of the Salary of Non-Management Full-Time Employees

Average salary of full-
time employees of non-
management full-time

Median Wage of full-
time employees of non-
management full-time

Numbers of full-time
employees of non-

management full-time

employees employees (NT$ thousands) | employees (NT$ thousands)
2022 2,922 797 745
2021 2,860 770 716
Difference +62 +27 +29

Note: Non-management full-time employees are not managers as defined in Letter Tai-Cai-Cheng-San-Zi No. 920001301.

0 Annual Total Compensation Ratio

4.57 0.56

2022 &

2021 & 4.65 0.06

Note: Compensation Change Rate Multiplier = A/B
A: (Current year's highest compensation - Previous year's highest compensation) / Previous year's highest compensation
B: (Current year's median compensation* - Previous year's median compensation®) / Previous year's median compensation*

*Median compensation does not include the highest compensation

2022 ESG Report
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Q Proportion of Salary and Base Salary in 2022

Officers above assistant managers

Personnel below assistant managers 2.00 1.88 1.78

Note: The scope of statistics covers the permanent employees of the sales department and branches in the HQ region.

Parental Leave of Absence

We abide by the Labor Standards Act and allow employees to apply for the parental leave of absence. No improper
treatment or discrimination will be imposed on employees applying for parental leave of absence In 2022, the
return to work and retention rates after the parental leave were 69.06% and 58.06% respectively. After interviewing
employees who did not return to work after parental leave, none of them resigned due to discrimination or unfair
treatment but because of personal career planning.
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[Current reporting period] Employees entitled to

1,762 1,671 3,433

parental leave
[Current reporting period] Employees actually

. 19 71 90
applied for parental leave
[Current reporting period] employees planned to

. 11 44 55

return to work in after parental leave ended.
[Current reporting period] employees that took 8 30 38
parental leave.
[Prior reporting period] employees that returned to 7 24 31

work after parental leave ended.

[Prior reporting period] employees retained 12
months after returning to work following a period of 8 10 18
parental leave

Return to work rate ;... 69.09%

Retention rate (.- ) 58.06%

Note 1: Return to work rate: Total number of employees that did return to work after parental leave/Total number of employees due to return to work
after taking parental leave

Note 2: Retention rate: [prior reporting period] Total number of employees retained 12 months after returning to work following a period of parental
leave/ [prior reporting period] Total number of employees returning from parental leave
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Franchisees are the strongest support and partners of the FamilyMart family. Through the franchise relationship, we are

able to bring the culture and spirit of FamilyMart to every corner of Taiwan. The success rate of FamilyMart franchises

is 90%, making it a relatively stable choice compared to many other business formats. In addition to being personable,

successful franchisees also need to possess execution skills and be able to fully implement the management methods

and marketing strategies of the headquarters. This can help increase the likelihood of success.

We have established a "360-degree Personal Strengths Exploration System." This system categorizes each franchise

applicant into five different behavioral patterns: leadership and management, creative thinking, responsibility and

caution, interpersonal affinity, and maturity and professionalism. These five behavioral patterns not only serve

as reference criteria for FamilyMart to determine suitability as a franchisee but also provide guidance for future

coaching of franchisees in store operations.

In addition to the system evaluation, we highly value feedback from franchisees. We have communication

mechanisms in place on a monthly, semi-annual, and annual basis:

1. Monthly Area Management Meetings

Every month, we invite area managers to hold meetings with store managers in their respective
regions. These meetings, organized by the area manager responsible for approximately 8-10 stores,

allows direct communication with store managers regarding local feedback and policies.

2. Monthly Store Manager Meetings

We hold monthly meetings for store managers to discuss
marketing strategies for the next two weeks, review
special cases, introduce new features and services,
brainstorm operational ideas, and recognize outstanding
stores.

3, Biannual Spring/Summer and Fall/Winter Exhibitions

FamilyMart organizes spring/summer and fall/winter
exhibitions each year in the northern and cen-
tral-southern regions respectively. Due to the
COVID-19 pandemic, the physical exhibitions were
canceled and replaced with online events from 2021 to
2022. As the situation gradually improves, we will
resume physical exhibitions starting from 2023. In
addition to promoting future new products and
services, the exhibition content will also be integrated
into the internal digital learning platform for business
executives and store managers to access and enhance
the implementation of store and headquarters policies.
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4. Annual Store Review Meetings

Chaired by the Sales Department Director and attended by business executives and store managers,
the annual store review meeting evaluates the performance of stores over the year and provides an
opportunity to express the support needs from the headquarters to improve store operational
performance. It serves as a primary communication channel for enhancing store operations.

5. Annual Policy Briefing Meetings

Held at the end of each year or the beginning of the
following year, the policy briefing meetings feature
speeches by top-level executives, including the Chairman

and General Manager of FamilyMart. The meetings are : 112?
conducted in a presentation and banquet format, allowing EEWRERE

the executives to share the company's business
performance for the year and the plans for policy
implementation in the upcoming year with store managers.
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GRI Standards Index

General Disclosure: 2021

GRI

Standards

Disclosure Item

Corresponding Section and Special Description

About This Report

xipuaddy

2-1 Organizational Details 1~32~33 Part 1 FamilyMart Convenience Store
1.1 About FamilyMart Taiwan
2. Entltl'es |n.c'|uded in jche organization's 1 AT Regert
sustainability reporting
2.3 Reporting Period, Frequency, and Contact 1 About This Report
Person
Part 4 Love Earth with FamilyMart
2 Restatements of information 04 4.4 Waste R.eductlon from Love for Earth
Data errors in the 2020 and 2021 CSR report has
been revised in this year
1 About This Report
2-5 External assurance 141 ~'1 43 Appendix 6 Limited Assurance Report Issued by the
Accountant
Part 1 FamilyMart Convenience Store
32~33 1.1 About FamilyMart Taiwan
246 Activities, Value Chain, and Other Business 26 ! Part 2 FamilyMart, Your Trusted Store
Relationships 117~:l18 2.1 "Safe, Worry-free, Healthy” Foods
Part 5 FamilyMart, A Happy Enterprise
5.6 Franchise Partners Support FamilyMart
Part 5 FamilyMart, A Happy Enterprise
2-7 Empl 97~98
mployees 5.1 A Great Partner with FamilyMart
Part 5 FamilyMart, A Happy Enterprise
28 Workers who are not employees 7 5.1 A Great Partner with FamilyMart
Corporate Sustainable Governance
2-9 Governance Structure and Composition 12,35 Part 1 FamilyMart Convenience Store
1.2 Corporate governance
Nomination and Selection of the Highest Part 1 FamilyMart Convenience Store
2-10 35~36
Governance Body 1.2 Corporate Governance
Part 1 FamilyMart C i St
2-11 Chair of the Highest Governance Body 35~36 @ amulylvart Lonvenience store
1.2 Corporate Governance
) . Corporate Sustainable Governance
2-12 R o J.Ehe SIS !oody " 12,38~39 Part 1 FamilyMart Convenience Store
overseeing the management of impacts .
1.3 Risk Management
2-13 F)elegatlon of responsibility for managing 12 Corporate Sustainable Governance
impacts
214 Role of the Highest Governance Body in 1412 About This Report

Sustainability Reporting

Corporate Sustainable Governance
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xipuaddy

GRI

Standards Disclosure Item Page Corresponding Section and Special Description
Part 1 FamilyMart C i St
2-15 Conlflicts of Interest 35 art ' ramilynart Lonvenience store
1.2 Corporate Governance
2-16 Communication of critical concerns 12 Corporate Sustainable Governance
Collective knowledge of the highest Part 1 FamilyMart Convenience Store
2-17 35~36
governance body 1.2 Corporate Governance
Evaluation of the performance of the Part 1 FamilyMart Convenience Store
2-18 . 36
highest governance body 1.2 Corporate Governance
Part 1 FamilyMart i t
2-19 Remuneration policies 36 ar amilyMart Convenience Store
1.2 Corporate Governance
Part 1 FamilyMart C i St
2-20 Process to determine remuneration 36 @ amtlylart onvenience Store
1.2 Corporate Governance
2-21 Annual Total Compensation Ratio 116 Part 5 Fam||yM.art, A Happy Enterprise
5.5 Remuneration and Benefits
2.99 Statement on sustainable development 3-5 Mieesese o e Eheiimen
strategy
Part 1 FamilyMart Convenience Store
1.2 Corporate Governance
2-23 Policy C itment 37,48 )
olcy Lommrtmen Part 2 FamilyMart, Your Trusted Store
2.2 Sustainable Supply Chain Management
Part 1 FamilyMart Convenience Store
1.2 Corporate Governance
2-24 Embeddi li itment 37,48 .
moedding poficy commitments Part 2 FamilyMart, Your Trusted Store
2.2 Sustainable Supply Chain Management
2-25 Processes to remediate negative impacts 26~29 Stakeholder Communication and Material Topics
Part 1 FamilyMart Convenience Store
Mechanisms for Seeking Advice and 1.2 Corporate Governance
2-26 - 36, 108 ) .
Raising Concerns Part 5 FamilyMart, A happy Enterprise
5.3 Employee Communication and Grievance
Part 1 FamilyMart C i St
2-27 Compliance with laws and regulations 42~43 a amily ar. envemence store
1.4 Legal Compliance
. L Part 1 FamilyMart Convenience Store
2-28 Membership associations 34 1.1 About FamilyMart Taiwan
2-29 Approach to stakeholder engagement 20~23 Stakeholder Communication and Material Topics
Part 5 FamilyMart, A H Enterpri
2-30 Collective bargaining agreements 101 @ amiyviar appy Enterprise

5.2 Human Rights and Healthy and Safe Workplace
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Topic-Specific Disclosures — Material Topics

C ding Secti d
Topics Disclosure Item Page orrespo.n ing e. |'on =
Special Description

Food waste management

GRI 3
Material Topics 2021

Stakeholder Communication and

3-1 Process to determine material topics 24 Material Topics

3-2 List of material topics 25 Stakeholder _Commun|cat|on and
Material Topics

3-3 Management of material topics 26 Stakeholder Communication and

Material Topics

Packaging materials management

GRI 3
Material Topics 2021

Stakeholder Communication and

3-1 Process to determine material topics 24 Material Topics

3-2 List of material topics 25 Stakeholder .Commun|cat|on and
Material Topics

3-3 Management of material topics 26 Stakeholder Communication and

Material Topics

xipuaddy

Occupational health and safety

GRI 3
Material Topics 2021

Stakeholder Communication and

3-1 Process to determine material topics 24 Material Topics

3-2 List of material topics 25 Stakeholder ;ommunlcatlon and
Material Topics

3-3 Management of material topics 27 Stakeholder Communication and

Material Topics

GRI 403 Occupational
Health and Safety 2018

403-1 Occupational health and safety

Part 5 FamilyMart, A Happy Enterprise

management system 102 5.2 Human Rights and Healthy and
4 Safe Workplace
P FamilyMart, A H E i
403-2 Hazard identification, risk art 5 Fami y. ot appy Enterprise
L . L 102~104 5.2 Human Rights and Healthy and
assessment, and incident investigation
Safe Workplace
Part 5 FamilyMart, A Happy Enterprise
403-3 Occupational health services 106~107 5.2 Human Rights and Healthy and
Safe Workplace
403-4 Worker participation, consultation, Part 5 FamilyMart, A Happy Enterprise
and communication on occupational health 104 5.2 Human Rights and Healthy and
and safety Safe Workplace
L i Part 5 FamilyMart, A Happy Enterprise
403-5 Worker training on occupational 104~105 5.2 Human Rights and Healthy and
health and safety
Safe Workplace
Part 5 FamilyMart, A Happy Enterprise
403-6 Promotion of worker health 106~107 5.2 Human Rights and Healthy and
Safe Workplace
403-7 Prevention and mitigation of Part 5 FamilyMart, A Happy Enterprise
occupational health and safety impacts 102~105 5.2 Human Rights and Healthy and
directly linked by business relationships Safe Workplace
Part 5 FamilyMart, A Happy Enterprise
403-9 Work-related injuries 105 5.2 Human Rights and Healthy and

Safe Workplace
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122

Topics Disclosure Item Page

Talent Development and Cultivation

Corresponding Section and

Special Description

Stakeholder Communication and

3-1 Process to determine material topics 24 Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics 2 Material Topics

3-3 Management of material topics 27 Stakeholder Communication and

Material Topics

404-1 Average hours of training per year

Part 5 FamilyMart, A Happy Enterprise

110~111
GRI 404: per employee 5.4 Talent Development
Training and Education
2016 404-2 Programs for upgrading employee 109~114 Part 5 FamilyMart, A Happy Enterprise
skills and transition assistance programs 5.4 Talent Development
Risk Management
3-1 Process to determine material topics 24 Stakeholder .Communlcatlon and
Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics 2 Material Topics
3-3 Management of material topics 28 Stakeholder §ommun|cat|on and
Material Topics
Legal compliance
3-1 Process to determine material topics 24 Stakeholder .Commumca‘non and
Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 32 List of material topics 25 Material Topics
3-3 Management of material topics 28 Stakeholder .Communlcatlon and
Material Topics
Part 1 FamilyMart C i St
GRI 2 General 2-27 Compliance with laws and regulations 42~43 ar amulytviart Lonvenience store

Disclosures 2021

1.4 Legal Compliance

Operating performance

Stakeholder Communication and

3-1 Process to determine material topics 24 Material Topics
GRI 3 . ) . Stakeholder Communication and
Material Topics 2021 32 List of material topics 25 Material Topics

3-3 Management of material topics 28 Stakeholder Communication and

Material Topics

201-1 Direct economic value generated

Part 1 FamilyMart Convenience Store

B 34
GRI 201: and distributed 1.1 About FamilyMart Taiwan
Economic Performance
2016 201-2 Financial implications and other risks Part 4 Love Earth with FamilyMart
" . 83~85 .
and opportunities due to climate change 4.2 Climate Change Response
Food hygiene and safety
3-1 Process to determine material topics 24 Stakeholder .Communlcatlon and
Material Topics

GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics 25 Material Topics

3-3 Management of material topics 29 Stakeholder Communication and

Material Topics
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Corresponding Section and

Topi Discl | B
opics isclosure Item age Gl Pl
GRI 416: 416-2 InFidents of non-compliancg Part 1 FamilyMart Convenience Store
Customer Health and concerning the health and safety impacts 43 1.4 Leaal C i
Safety 2016 of products and services -+ Legal Lompliance
Products and Services Innovation
3-1 Process to determine material topics 24 Stakeholder .Communlcatlon and
Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics % Material Topics
3-3 Management of material topics 29 Stakeholder 'Commun|cat|on and
Material Topics
SCM
3-1 Process to determine material topics 24 Stakeholder §ommun|cat|on and
Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics % Material Topics
3-3 Management of material topics 29 Stakeholder Communication and

xipuaddy

Material Topics

GRI 308:

308-2 Negative environmental impacts in

Part 2 FamilyMart, Your Trusted Store

Supplier Environmental . . 48 2.2 Sustainable Supply Chain
th ly ch d actions tak
Assessment 2016 © SUPPly chain and actions faken Management
GRI 414 . Lo . Part 2 FamilyMart, Your Trusted Store
. . 414-2 Negative social impacts in the supply . .
Supplier Environmental . . 48 2.2 Sustainable Supply Chain
chain and actions taken
Assessment 2016 Management
Customer rights and interests
3-1 Process to determine material topics 24 Stakeholder ;ommunlcatlon and
Material Topics
GRI 3 . . . Stakeholder Communication and
Material Topics 2021 3-2 List of material topics 2 Material Topics
3-3 Management of material topics 29 Stakeholder ;ommunlcatlon and
Material Topics
418-1 Substantiated complaints concerning .
RI 418 Part 3 f FamilyMart
G breaches of customer privacy and losses of 73~74 art 3 Care from FamilyMar

Customer Privacy 2016

customer data

3.2 Trusted Stores for Customer
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Topic-Specific Disclosures — General Topics

Disclosure Item

Corresponding Section and

302-1 Energy consumption within the

Special Description

Part 4 Love Earth with FamilyMart

N 88~89
organization. 4.2 Climate Change Response
302-2 Energy consumption outside of the 9192 Part 4 Love Earth with FamilyMart
organization 4.3. Green Logistics
GRI 302 Part 4 Love Earth with FamilyMart
23E intensi ~89
Energy 2016 302-3 Energy intensity 88-8 4.2 Climate Change Response
Part 4 L Earth with FamilyMart
302-4 Reduction of energy consumption 87~88 ar . ove Barth with Familyhviar
4.2 Climate Change Response
302-5 Reductions in energy requirements of Part 4 Love Earth with FamilyMart
. 87~88 .
products and services 4.2 Climate Change Response
Part 4 Love Earth with FamilyMart
305-1 Direct (Scope 1) GHG emissions 88 ar . ove Farth wi amilyiar
4.2 Climate Change Response
305-2 Energy indirect (Scope 2) GHG 88 Part 4 Love Earth with FamilyMart
emissions 4.2 Climate Change Response
Part 4 L Earth with FamilyM
GRI 305 305-3 Other indirect (Scope 3) GHG emissions 89 art & Love Barth with FamilyMart
Emissions 2016 4.2 Climate Change Response
issi
Part 4 L Earth with FamilyM
B 4 EHE amlssions iy gg-gy  art®LoveEarthwith FamilyMart
4.2 Climate Change Response
8830 Part 4 Love Earth with FamilyMart
305-5 Reduction of GHG emissions 92~~93 4.2 Climate Change Response
4.3. Green Logistics
GRI 306 Part 4 Love Earth with FamilyMart
306-3 Wast ted 94
Waste 2020 aste generate 4.4 Waste Reduction from Love for Earth
401-1 New employee hires and employee 98~99 Part 5 FamilyMart, A Happy Enterprise
turnover 5.1 A Great Partner with FamilyMart
GRI 401 401-2 Benefits provided to fgll-time Part 5 FamilyMart, A Happy Enterprise
employees that are not provided to 116 .
Employment 2016 & . 5.5 Remuneration and Benefits
emporary or part-time employees
B FamilyMart, A H E i
401-3 Parental leave 117 art 5 Family .art, cleley . nterprise
5.5 Remuneration and Benefits
GRI 402 Labor/ . . . . Part 5 FamilyMart, A Happy Enterprise
402-1 M
Management ooeratiol:;rlncuhrznnfslce periods regarding 101 5.2 Human Rights and Healthy and Safe
Relations 2016 P 9 Workplace
GRI 405 Part 1 FamilyMart Convenience Store
N 405-1 Diversity of governance bodies and 1.2 Corporate Governance
Diversity and Equal | 36, 97 . .
Opportunity 2016 employees Part 5 FamilyMart, A Happy Enterprise
5.1 A Great Partner with FamilyMart
GRI 406 . L Part 5 FamilyMart, A Happy Enterprise
406-1 | f
Non-Discrimination 06 puden.ts of discrimination and 101 5.2 Human Rights and Healthy and Safe
corrective actions taken
2016 Workplace
GRI 407
Freedom of 407-1 Operations and suppliers in which the Part 5 FamilyMart, A Happy Enterprise
Association and right to freedom of association and collective 101 5.2 Human Rights and Healthy and Safe

Collective Bargaining
2016

bargaining may be at risk

Workplace
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Corresponding Section and

Topics Disclosure Item Page e
Part 5 FamilyMart, A H Ent i
GRI 408 408-1 Operations and suppliers at significant 101 5a2r H aml;/. :r ! d ;pp?/h : er;)rslsi
Child Labor 2016 risk for incidents of child labor Work:gsg ights and Healthy and Sate
GRI 409 409-1 Operations and suppliers at significant Part 5 FamilyMart, A Happy Enterprise
Forced or Compulsory  risk for incidents of forced or compulsory 101 5.2 Human Rights and Healthy and Safe
Labor 2016 labor Workplace
Part 2 FamilyMart, Your Trusted Store
2.1 "Safe, Worry-free, Healthy” Foods
417-1 Requirements for product and service 4661 2.2 Sustainable Supply Chain
information and labeling Management
GRI 417 2.3 Food Safety System
Marketing and 2.4 Innovative Products and Clean Label
Labeling 2016 . .
° 417-2 Incidents of non-compliance concerning 43 Part 1 FamilyMart Convenience Store
product and service information and labeling 1.4 Legal Compliance
417-3 Incidents of non-compliance concerning 43 Part 1 FamilyMart Convenience Store

marketing communications

1.4 Legal Compliance

xipuaddy
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Table of enhanced disclosure items* and Sustainability Accounting
Standards Board (SASB) Indicator

*according to Article 4, Paragraph 1 of Taipei Exchange Rules Governing the Preparation and Filing of Sustainability

Reports by TPEx Listed Companies

Governing Rules Disclosure ltem Page Correspo.ndlng Se.ctl'on e
Special Description

Item 1

To improve food hygiene, safety, and
quality, evaluations and improvements
were conducted on the following aspects:
employees, operational premises, facility
hygiene management, and quality
assurance systems. The assessment and
improvements had an impact on the main
product and service categories and their
respective percentages.

Iltem 2

The incidents of non-compliance with
health and safety regulations related

to products and services, as well as
violations of information and labeling
regulations, were categorized by type,
frequency, number of product recalls, and
total weight of recalled products.

Item 3

The percentage of procurement that
met internationally recognized product
responsibility standards was calculated
and categorized according to the
standards.

Item 4

The percentage of products produced in
facilities that were independently verified
to comply with internationally recognized
food safety management system
standards was determined.

Subparagraph
1

Item 5

The number and percentage of suppliers
audited, along with the audit items and
results, were recorded.

Item 6

The percentage of products subject
to product traceability and tracking
management, either as required by
regulations or voluntary practices, was
determined in relation to the total
product range.

Item 7

The presence of a food safety laboratory,
as required by regulations or voluntarily
established, was assessed based on
testing items, results, related expenses,
and the percentage of such expenses in
net operating income.

Item 8

Total energy consumption, percentage of
purchased electricity, and the utilization
rate of renewable energy were calculated

Iltem 9

Total water intake and total water
consumption.

Item
10

The weight of products sold and the
number of production facility premises
were recorded.

Please refer to
Appendix 4: List
of the particulars
required for
enhanced
disclosure in
accordance

with Article 4,
paragraph 1,
Taipei Exchange
Rules Governing
the Preparation
and Filing of
Sustainability
Reports by TPEx
Listed Companies
(hereinafter called
the "Governing
Rules” and
verification items

Part 2 FamilyMart, Your Trusted Store
2.3 Food Safety System

Part 1 FamilyMart Convenience Store
1.4 Legal Compliance

Not applicable. Private brand
(FMC) products do not include
the procurement of internationally
recognized items

Not applicable, as the company does
not have self-operated factories

Part 2 FamilyMart, Your Trusted Store
2.2 Sustainable Supply Chain
Management

Appendix - Supplier Audit
Management Evaluation Iltems and
Weighting Table

Not applicable. No traceability
system has been required to be
established by law

Part 2 FamilyMart, Your Trusted Store
2.3 Food Safety System

Part 4 Love Earth with FamilyMart
4.2 Climate Change Response

Part 4 Love Earth with FamilyMart
4.2 Climate Change Response

Part 2 FamilyMart, your trusted store
2.1 "Safe, Worry-free, Healthy” Foods

Taiwan FamilyMart Co., Ltd.
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Disclosure Indicator . . Corresponding Section and
. Nature Disclosure Indicators Page . o
Topics Code Special Description
Fleet Fuel Fleet fuel consumption (GJ) and Part 4 Love Earth with
FB-FR-110a.1 qualitative  the percentage of renewable 89 FamilyMart
Management o .
energy usage (%). 4.2 Climate Change Response
. Part 4 Love Earth with
FB-FR-110b1  qualitative o100 Scope 1 Refrigerant 88  FamilyMart
Emissions (t-CO,-e) .
4.2 Climate Change Response
Refrigerant P ¢ ¢ Part 4 Love Earth with
Gas Emissions  FB-FR-110b.2  qualitative o oo o0¢ 0L hon-ezone” - 88  FamilyMart
depleting refrigerants used (%) .
4.2 Climate Change Response
FB-FR-110b.3 qualitative @/)erage [Sllicelaitel S onElas - No data available for 2022
(e}
(1) Operational energy
. o conemeton f(GIJ) it Part 4 Love Earth with
nergy FB-FR-130a.1  qualitative ereentage of slectricrty 88 FamilyMart
Management sourced from the grid (%) .
4.2 Climate Change Response
(3) Percentage of renewable
energy usage (%)
Food waste Amount of food waste generated
FB-FR-150a.1 qualitative  and the percentage of food waste - No data available for 2022
management diverted for alternative use
(1) Number of information leaks
(2) Percentage of leaked
_— information containing No data breach incidents
FB-FR-230a.1 qualitative personally identifiable - occurred in 2022
Information information
Security (3) Number of affected customers
- . Part 1 FamilyMart
FB-FR-230a.2 qualitative Identlflca?tlon and 'Resc?lutlon of 40-41 Convenience Store
Information Security Risks .
1.3 Risk Management
FB-FR-250a.1 el VlolatlorT Rate of Significant Food 43
Safety Risks
In 2022, there were no
e (1) Number of recalls vi?:lations olf s.igniﬁcagt food
e (2) Number of recalled products >a ?ty regu’ations and no
FB-FR-250a.2 qualitative - incidents of product recalls.
(3) Percentage of recalled products
that are self-manufactured
FB-FR-260a.1 qualitative Revenue from products Iél.oeled to No data available for 2022
promote health and nutrition
Product o Part 2 FamilyMart, Your
:eal.th and Metho<.:is for |dent|fy|2|g andOI Trusted Store
utrition ER. . managing consumer demands 5
FB-FR-260a.2 qualitative for nutrition and health-oriented 55~61 2.3 Food Se'mfety System
products 2.4 Innovative Products and
Clean Label
FBFR270a1  qualitative oo Of violations of product 43
aoeling or marketing regutatio No violations of product
Financial losses resulting from |abe|||ntg or marketlr::lgh 2022
Product FB-FR-270a.2 qualitative  legal disputes related to marketing - regulations occurredtin ’
labeling and or labeling
Marketing
(1) Revenue from products labeled
ticall dified
FB-FR-270a.3 qualitative as genetically mocine - No data available for 2022

(2) Revenue from products labeled
as non-genetically modified
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Indicator

Disclosure

Corresponding Section and

ot Code Nature Disclosure Indicators Page Gkl Becarton
For Store and Distribution Center
Employees by Region
FB-FR-310a.1 qualitative (1) Average hourly wage - No data available for 2022
(2) Percentage of employees
receiving minimum wage
Percentage of in-service
FB-FR-310a.2 qualitative ~ employees covered by labor - No data available for 2022
Labor agreements
Practices
(1) Number of work stoppages .
FB-FR-310a.3 qualitative  (2) Number of idle days due to - No str|ke§ or work stoppages
occurred in 2022.
work stoppages
anlzar;.cial |o?slei>reslu|ting from Part 1 FamilyMart
FB-FR-310a.4 qualitative 1o a-ons of labor faws or 43 Convenience Store
discrimination-related legal 1.4 Leqal C i
incidents involving employees -4 -egal L.ompliance
Revenue from products certified
FB-FR-430a.1  Quantitative by third parties for sustainable - No data available for 2022
procurement
(1) Percentage of revenue from
Our company does not sell
eggs produced by non-cage-
raised chickens eggs produced by non-cage-
Management ~ FB-FR-430a.2  Quantitative - raised chickens and does not
(2) Percentage of revenue from . . .
of . sell pork from pigs raised in
. pork produced without the use .
Environmental ) gestation crates.
. of gestation crates
and Social
Impacts in t_he . . Part 2 FamilyMart, Your
Supply Chain Managing environmental and
— I Trusted Store
FB-FR-430a.3 qualitative  social risks related to the supply 48~55 . .
. . . 2.2 Sustainable Supply Chain
chain, including animal welfare
Management
Strategies to reduce the . .
FB-FR-430a.4 qualitative environmental impact of 6~8 SpeuaI.Chapter el IHEEHE
. . Reduction
packaging materials
o . FB-FR-000.A Quantitative ~ Number of stores 46 4,138
perational
Indicators FB-FR-000.B  Quantitative Total store floor area 46 190,916.22 Ping

Taiwan FamilyMart Co., Ltd.



Task Force on Climate-related Financial Disclosures (TCFD) and
Climate-related Information Index for Listed and OTC Companies

TCFD Suggested Disclosure Items

Climate-related Information for
Listed and OTC Companies

Corresponding
Section (Pages)

Supplementary
Explanation

Governance

Describe the oversight by the
Board of Directors regarding

TCFD () climate-related risks and learl h dof Part 4 Love Earth
opportunities. 1. C.ear y state the !39ar ° with FamilyMart
Directors' supervision and .
. 4.2 Climate Change -
be the role of governance of climate-related Response
Describe the roleor risks and opportunities. P
management in assessing and (81)
TCFD 1(b) . . .
managing climate-related risks
and opportunities.
Strategy
Describe the short-term, 2 Eﬁzla;n :ol\(N t:czldentn‘rlteci‘iti Part 4 Love Earth
medium-term, and long- (a:ffe:t :hech:‘n ar?p'so UnHes - with FamilyMart
TCFD 2(a)  term climate-related risks and . pany 4.2 Climate Change -
o o operations, strategies, and
opportunities identified by the . . Response
organization finances (short-term, medium-
9 : term, and long-term). (84~85)
Describe the i £ cli Part 4 Love Earth
TCFD 2(b) . plp . implications of extreme climate 4.2 Climate Change -
on the organization's business, " :
) . A events and transition actions. Response
strategy, and financial planning.
(84~85)
Describ.e thej .organization's 5. If resilience to clim.ate changg Part 4 Love Earth
strat'e&cpc rgaher}tﬁ;nd I’ISkT is assesTe'd u;mg scenario \vith FamilyMart
TCFD 2() O eration of different analysis, explain the scenarios, 5 Change B
climate-related scenarios parameters, assumptions,
R L N . R Response
(including a 2° C or more analysis factors, and major
stringent scenario). financial impacts employed. (84)
Risk Management
Describe the organization's
TCFD 3(a)  process for identifying and
assessing climate-related risks.
Describe the organization's 4. Explain how the process of Part 4 Love Earth
TCFD 3(b)  process for managing climate- identifying, assessing, and with FamilyMart
related risks. managing climate risks is 4.2 Climate Change -
integrated into the overall risk Response
Describe how the process of management system. (82~83)
identifying, assessing, and
TCFD 3(c)  managing climate-related risks is
integrated into the organization's
overall risk management system.
Indicators and Targets
. - 6. If there are transformation plans
Elstclizszrthaen!n:tl,?:(::au::e(:s to manage climate-related Part 4 Love Earth
cl)i/mate-rglatézd rlisks and risks, explain the contents of with FamilyMart
TCFD 4(a) such plans and the indicators 4.2 Climate Change -

opportunities in accordance with
its strategy and risk management
processes.

and objectives used to identify
and manage physical risks and
transition risks.

Response
(86)
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Climate-related Information for
Listed and OTC Companies

TCFD Suggested Disclosure Items

Disclosure Scope 1, Scope 2,
and Scope 3 (if applicable)

9. Inventory of greenhouse gas

Corresponding
Section (Pages)

Supplementary
Explanation

0 Please refer to
the attached
table: Inventory

TCFD 4(b . o . --
¢ (o) greenhouse gas emissions and emissions and certainty of greenhouse
related risks. gas emissions
and certainty.
B The company
plans to
complete the
inventory and
verification of
greenhouse
. as emissions
8. If climate-related targets ?1 2024 and
are set, provide information . !
the activiti d climate-related
Describe the targets used by (s):o eejfc ':é;;;ﬁ::rea; targets will
the organization in managing peorg ouse gas be developed
. i . emissions, planning timeline, based h
climate-related risks and ased on the
TCFD 4(c) " annual progress, etc. If carbon -- ,
opportunities, as well as the offsets or Renewable Ener company's
performance in achieving those . 9y greenhouse gas
Certificates (RECs) are used to emissions

targets.

achieve the targets, explain the
source and quantity of carbon
offsets or the number of RECs.

M Carbon offsets
or RECs have
not been used
in the current
year. Internal
discussions and
evaluations are
ongoing within
the company.

7. If internal carbon pricing is used
as a planning tool, explain the -
basis for price determination.

B Internal carbon
pricing has not
been used as a
planning tool
in the current
year. Internal
discussions and
evaluations are
ongoing within
the company.

attached table: Inventory of greenhouse gas emissions and certainty

Company Information

According to the requirements of the Sustainable
Development Roadmap for Listed and OTC Companies, at
least the following should be disclosed

[ ] Companies with a capital of over NT$10 billion, steel
industry, cement industry

[ ] Companies with a capital of over NT$5 billion but less than
NT$10 billion

[l Companies with a capital of less than NT$5 billion

[ Individual inventory of the parent company

[ ] Inventory of subsidiaries in consolidated financial
statements

[ ] Individual inventory of the parent company

[ ] Inventory of subsidiaries in consolidated financial
statements

Taiwan FamilyMart Co., Ltd.



Scope 1

Parent
Company

Scope 2

Parent
Company

Scope 3
(Voluntary
Disclosure)

Parent
Company

Total
Emissions

(metric tons
CO.e)

25,043

Total
Emissions
(metric tons
CO.e)

302,844

Total
Emissions
(metric tons
CO.e)

3,786

Intensity
(metric tons CO,e/
thousand NTD)

Verification
Institution

2.76e-3 NA

Intensity
(metric tons CO,e/
thousand NTD)

Verification
Institution

3.34e-3 NA

Intensity
(metric tons CO,e/
thousand NTD)

Verification
Institution

4.17e-5 NA

Description of Verification Status

The company plans to complete the individual
inventory and certification of the parent company
in the year 2024. The verification process is
currently being planned. Please refer to the
Sustainability Report and the company's official
website for subsequent verification statements.

Description of Verification Status

The company plans to complete the individual
inventory and certification of the parent company
in the year 2024. The verification process is
currently being planned. Please refer to the
Sustainability Report and the company's official
website for subsequent verification statements.

Description of Verification Status

The company plans to complete the individual
inventory and certification of the parent company
in the year 2024. The verification process is
currently being planned. Please refer to the
Sustainability Report and the company's official
website for subsequent verification statements.
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Table of enhanced disclosure items and assurance items
according to Article 4, Paragraph 1 of Taipei Exchange Rules
Governing the Preparation and Filing of Sustainability Reports
by TPEx Listed Companies (hereinafter referred to as “the
Governing Rules”)

Target Information for Verification

We have hired external organizations to perform store
checks. Each month, external organizations audit

each of the following five categories: QA log and
document management, cleaning agent management,
focused machine management, facility/equipment
management, product management and observation

Reporting Standard

Number and percentage of
store checks implemented by

Governing
Rules

item.s. The mark .de.duction systcem is.adc.>pted for . 58 the third-party certification body Su.bparagraph
scoring. The audit includes 37 items in six categories. . d ith the OA | 1, item 1
%> Except for expired items that are serious defects " acFo; ance V.wt ° °9
_8 with a single-item score of 100, the score for each of required items in 2022.
2 the other items is 1-5 marks, and the passing score
X is 80 or more points. In 2022 a total of 12,000 stores
were spot-checked, with a failure count of 290 and a
passing rate 97.6%.
FamilyMart strictly complies with environmental
protection regulations announced by government Penalties, Frequency, Amount,
agencies, as well as laws and regulations such as Number of Product Withdrawals,
the Act Governing Food Safety and Sanitation. In and Total Weight of Withdrawn
2022, a total of 3 violations of the Food Safety and 43 Products in 2022 due to Subparagraph
Sanitation Management Act occurred in FamilyMart's Violations of the "Act Governing 1, item 2
headquarters and stores, resulting in penalties totaling Food Safety and Sanitation" and
NT$210,000 imposed by regulatory authorities. its Relevant Enforcement Rules,
However, there were no incidents requiring product Measures, and Guidelines.
removal notified by the regulatory authorities.
Not applicable. Private brand (FMC) products do not include the procurement of internationally Subparagraph
recognized items. 1, item 3
. . Subparagraph
Not applicable. We do not have self-operated factories. .
1, item 4
Additionally, for factory internal sanitation and Number and percentage of
management, one second-party audit by external self-owned fresh food factories
certification bodies was conducted each in H1 and H2 audited and the number and
on a total of five factories (Ping Roun Food Daxi Plant, 51 results of onsite audits with Subparagraph
Ping Roun Food Xinfeng Plant, Jin Shin Food, Fast reference to the check and 1,item 5
Food, and FOPi Bakery). The audit accomplishment inspection items in the Sanitation
rate was 100%. Eight audits were conducted in 2022, Standard for Microorganisms in
all passing, with a rate of 100%. Foods.
In 2022 there were 53 outsourced fresh food factories Number and percentage of
(including OEM factories and egg suppliers) having outsourced fresh food factories
business with us, with an audit accomplishment rate audited and the number and Subparaaranh
of 100%. A total of 75 second-party audits (. 3 were 52 results of onsite audits with 1 itzm 59 P
implemented on these 53 outsourced fresh food reference to audit items of !
factories, and all passed the audit. the Sanitation Standard for
Note 3:75 audits included super A (61 times) and A (14 times). Microorganisms in Foods.
In 2022, there were a total of 26 food-related Number and percentage of
suppliers in collaboration with FamilyMart's own suppliers related to private-
brand products. The audit completion rate for brand (FMC) foods audited and Subparaaranh
these suppliers was 100%. A total of 44 audits were 53 the number and results of onsite ] ith 59 P

conducted for these 26 suppliers, and all audits
resulted in a qualified rating note2.
Note 2:44 audits included super A (27 times) and A (17 times).

audits with reference to the audit
items in the Sanitation Standard
for Microorganisms in Foods.

Taiwan FamilyMart Co., Ltd.



Governing

No. Target Information for Verification Page Reporting Standard Rules
In 2022, FamilyMart had a total of 64 collaborating Number and percentage of raw
raw material suppliers. Among these suppliers, 54 materials suppliers audited and
8 were subjected to a dual audit. The completion rate 53 the number and results of onsite Subparagraph
of the audits was 84.4%, with a total of 55 dual audits audits with reference to the audit 1, item 5
conducted. The audit results for all 55 audits were items in the Sanitation Standard
qualified. for Microorganisms in Foods.
. . . . Subparagraph
9 Not applicable. No traceability system has been required to be established by law. 1 item 6
Accredited laboratory by
e . . the Tai Food and D
We passed the certification for accredited ¢ ‘awan Food and Lrug
10 microorganism laboratory by TFDA and TAF 59 Administration (TFDA), Ministry Subparagraph
respectivel of Health and Welfare, and the 1, item 7
P Y- Taiwan Accreditation Foundation
(TAD).
At the beginning, we applied for accreditation of
3 items only: food hygiene indicators including
Escherichia coli, E. Coliform, and total plate count.
The. .FamllyMa.r.t F(?od Laboratory" actively pursues Accredited laboratory by
additional certifications and has gradually obtained .
o > o the Taiwan Food and Drug
accreditation from the Foundation for Accreditation L . -
. . . . T Administration (TFDA), Ministry Subparagraph
11 of National Certification (TAF) for six testing items: 59~60 .
A of Health and Welfare, and the 1, item 7
Enterobacteriaceae, Staphylococcus aureus, . o )
N . Taiwan Accreditation Foundation
Salmonella, Listeria monocytogenes, preservatives, (TAD)
and propionic acid, in order to meet the requirements '
of general food testing. The laboratory has also
successfully completed certification renewal (once
every three years).
The totalénvesNt_rF\??nt ;n thgllfood laboratory in 2(;22 The related expenditure of the
12 amounti t?. cl'$'o.lo I6m| Bl (il accountingjion 60 laboratory and its percentage Subparagraph
0.01059% of individual operating income. in the net income in the parent 1, item 7
Note: The food laboratory expenses included instrument and apparatus, .
S - ) company only financial statement.
examinations, remuneration, and miscellaneous purchases.
The total electricity consumption in 2022 was . .
. - The total electricity consumption
594,978,288 kWh, equivalent to 2,141,922 gigajoules Y P
s (kWh) based on Taiwan Power Subparagraph
13 (GJ) wote 1. As all the electricity used was purchased 88 \ . . .
Company's electricity bills for the 1, item 8
externally.
) ) ) year 2022.
Note 1: This conversion factor is based on 3.6MJ/kWh.
The total water consumption at headquarters in The total water consumption (in
14 2022 was 5.63 kilocubic meters (equivalent to 5,629 90 water units) based on the water Subparagraph
"degrees" (ot ). bills from the local water supply 1, item 9
Note 5: 1 thousand cubic meter of water = 1,000 water units company for the year 2022.
Based on data statistics and estimates for individual
stores, the total water consumption for all stores in
Taiwan is approximately 3,587.65 kilocubic meters (ot 1.
FamilyMart began tracking water consumption data for The total water consumption
ready-to-drink beverages (coffee and tea) in 2022. The (in water units) based on the
estimated total water consumption for these beverages water bills from the local water
15 s 44.14 kilocubic meters (equivalent to 44,140 90 supply company for the year Subparagraph
"degrees” (o). 2022, as well as the total water 1, item 9
Note 1:In 2022, the actual water consumption data was collected from consumption (in water units)
917 stores, with a total water usage of 796.018 kilocubic meters for ready-to-drink beverages in
(equivalent to 796,018 "degrees" (Note 5)). Using the average stores
water consumption per store, the estimated water consumption ’
for 4,138 stores is 3,587.65 kilocubic meters (equivalent to
3,587,646 "degrees" (Note 5)).
Note 5: 1 thousand cubic meter of water = 1,000 water units
As of December 31, 2022, there were a total of 4,138 As of December 31, 2022, the Subparaaranh
16 stores in Taiwan with a total floor area of 190,916.22 46 number of stores and their total 1 ith 190 P

ping.

floor area in ping.
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No.

Target Information for Verification

As of December 31, 2022, there were a total of 15

Page

Reporting Standard

As of December 31, 2022, the

Governing
Rules

Subparagraph

17 logistics centers in Taiwan with a total floor area of 46 number of logistics centers and 1 item 10
65,285.68 ping. their total floor area in ping. '
By December 31, 2022, we had four self-owned fresh
food factories (Ping Roun Food Daxi Plant, Ping Roun Number of ISO 22000 certificates Voluntar
18 Food Xinfeng Plant, Jin Shin Food, and FOPi Bakery). 50 and the percentage of self-owned asst:ranc);
All have passed the ISO 22000 certification. The fresh food factories certified with items
detailed summary can be found on pages 52-53 of the ISO 22000 for the year 2022.
ISO 22000 International Certification Summary.
In 2022, the fees for the inspection of food and Fees for food safety inspection by ~ Voluntary
19 container and packaging materials having contacts 55 third-party certification bodies in assurance
with food was NT$11.544 million. 2022. items
Number and results of onsite
In 2022, a total of 621 samples of fresh food products inspection of the fresh food
. . Voluntary
20 produced by our in-house factories were randomly 51 produced by self-owned fresh assurance
tested. The results showed that 3 items did not meet food factories with reference items
the specified criteria, resulting in a pass rate of 99.5%. to the items in the Sanitation
Standards for General Foods.
Number of stores passing ISO Voluntar
By December 31, 2022, 8 stores obtained the ISO 22000 certification and obtaining Y
21 o 47 . . assurance
22000 certificate. the certificate from a third-party items
certification body.
As of December 31, 2022, FamilyMart has completed Z:Jtrpek;i::: ;n:jrir:]asl s:crjcli?:sovr:/ith Voluntary
22 the internal promotion of ISO 22000 in 10,192 store 47 P ) assurance
instances, year by year. reference to the methods in ISO items
! ’ 22000.
In 2022, the materials inspection, dissolution test, and In 2022, number of |n§pect|ons_
. . and results of packaging materials
heat resistance test were conducted on 20 packaging . . .
. . inspections by third-party Voluntary
materials used in the store. The results show that all e . .
23 . . o 54 certification bodies according to assurance
tested materials comply with the Sanitation Standard . . )
. . the regulations governing food items
for Food Utensils, Containers and Packages of the . .
utensils and food containers or
MOHW. .
package labeling.
In 2022, local health authorities from various regions
conducted a total of 173 inspections on fresh food-
related products and checked the origin labeling In 2022, number and results of
at FamilyMart stores nationwide. FamilyMart also onsite inspection of products
o . . . . . Voluntary
arranged for certified inspection companies or units to sold in stores by third-party
24 . . . 47 e . . assurance
conduct simultaneous inspections on the same batch certification bodies with reference items
of products at the same store or in the same region. to the items in the Sanitation
The inspection results were all in compliance with the Standards for General Foods.
food hygiene regulations established by the health
authorities.
Number of sessions and total
In 2022, a total of 3 training sessions were conducted number of participants of QA Voluntary
25 for internal audits, cleanliness of production facilities 57 training organized in compliance assurance
and equipment, with a participation of 90 individuals. with the internal education and items
training regulations in 2022.
Number of Food Safety Targeted Voluntar
In 2022 a total of 12 “Food Safety Targeted Management Meetings held by y
26 K " 58 i assurance
Management Meetings” were held. food safety management section items
in 2022.
As of the end of December 2022, a total of 1,099 Nur'r:ber of passed e\{aluatlons of
- . the “Tse-Yue International Clean
raw materials, 849 fresh food items (o2, and 127 L, Voluntary
27 vate brand ducts h btained Cl Label 61 Label Accreditation” conducted by assurance
private brand products have obtained Lean Labe China Grain Products Research & .
certification. items

Note2: Included 228 released items and 621 unreleased items.

Development Institute and Tse-Yue
International Co., Ltd. by 2022.

Taiwan FamilyMart Co., Ltd.



Supplier Audit Management Evaluation ltems and Weighting Table

Audit and Evaluation Items and Allocations for Fresh Food Commissioned Factories
and Self-Owned Factories

1

General Food Factories

(1)

Environmental and Sanitation

2) Distillery

2)
Audit ltems

Environmental and Sanitation

Management/Facility Hardware 19.1% ! Management/Facility Hardware 19.1%
2 Production Facilities and Equipment 6.4% 2 Production Facilities and Equipment 6.4%
3 Quality Management 35.5% 3 Quality Management 35.5%
4 Production Processes 8.2% 4 Production Processes 8.2%
5 Foreign Object Management 7.3% 5 Foreign Object Management 7.3%
6 Storage Temperature 3.6% 6 Storage Temperature 3.6%
7 Personnel Management 9.1% 7 Personnel Management 9.1% 2:5
8 Sampling Inspection 5.5% 8 Sampling Inspection 5.5% %_.
9 Emergency Event Handling 2.7% 9 Emergency Event Handling 2.7% g
o CopomeSeddtepenibiiy  ypy jo  Covomeseddfewonbily 5y
" Major Deficiencies Note 1 11 Major Deficiencies Note 1
12 Legal Announcements Note 2 12 Legal Announcements Note 2
13 Key Articles Note 3 13 Key Articles Note 3

(3) Meat Processing Factory (4) F n Food Factory

Environmental and Sanitation

Environmental and Sanitation

! Management/Facility Hardware 19.1% ! Management/Facility Hardware 19.1%
2 Production Facilities and Equipment 6.4% 2 Production Facilities and Equipment 6.4%
3 Quality Management 35.5% 3 Quality Management 37.3%
4 Production Processes 8.2% 4 Production Processes 8.2%
5 Foreign Object Management 7.3% 5 Foreign Object Management 7.3%
6 Storage Temperature 3.6% 6 Storage Temperature 3.6%
7 Personnel Management 9.1% 7 Personnel Management 9.1%
8 Sampling Inspection 5.5% 8 Sampling Inspection 3.6%
9 Emergency Event Handling 2.7% 9 Emergency Event Handling 2.7%
o Copomesoddfeonbily 5y jo  Covousoddtegmeiiy 5oy
" Major Deficiencies Note 1 11 Major Deficiencies Note 1
12 Legal Announcements Note 2 12 Legal Announcements Note 2
13 Key Articles Note 3 13 Key Articles Note 3
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(5) Refrigerated Prepared Food Factory

(6) Fresh Vegetable+ Frozen Food Factory

xipuaddy

Environmental and Sanitation

(o)
Management/Facility Hardware 19.1%

Environmental and Sanitation
Management/Facility Hardware

18.8%

Production Facilities and Equipment 6.4%

Production Facilities and Equipment

6.3%

Quality Management 37.3%

Quality Management

36.6%

Production Processes 8.2%

Production Processes

8.0%

Foreign Object Management 7.3%

Foreign Object Management

7.1%

Storage Temperature 3.6%

Storage Temperature

3.6%

Personnel Management 9.1%

Personnel Management

8.9%

Sampling Inspection 3.6%

Sampling Inspection

5.4%

Emergency Event Handling 2.7%

Emergency Event Handling

2.7%

Corporate Social Responsibility
Behavior Management

1
2
3
4
5
6
7
8
9
10

2.7%

Corporate Social Responsibility
Behavior Management

1
2
3
4
5
6
7
8
9
10

2.7%

I Major Deficiencies Note 1 11 Major Deficiencies Note 1
12 Legal Announcements Note 2 12 Legal Announcements Note 2
13 Key Articles Note 3 13 Key Articles Note 3

1

(7) Fresh Vegetable Factory

Environmental and Sanitation

(8) Fresh Cut Fruit and Vegetable Factory

Environmental and Sanitation

Audit ltems Allocations Audit ltems Allocations

Management/Facility Hardware 19.1% ! Management/Facility Hardware 19.5%
2 Production Facilities and Equipment 6.4% 2 Production Facilities and Equipment 6.2%
3 Quality Management 35.5% 3 Quality Management 35.4%
4 Production Processes 8.2% 4 Production Processes 8.8%
5 Foreign Object Management 7.3% 5 Foreign Object Management 7.1%
6 Storage Temperature 3.6% 6 Storage Temperature 3.5%
7 Personnel Management 9.1% 7 Personnel Management 8.8%
8 Sampling Inspection 5.5% 8 Sampling Inspection 5.3%
9 Emergency Event Handling 2.7% 9 Emergency Event Handling 2.7%
o Sopemeseddtewmklly gy g CopomeSoddfamonbily
11 Major Deficiencies Note 1 1" Major Deficiencies Note 1
12 Legal Announcements Note 2 12 Legal Announcements Note 2
13 Key Articles Note 3 13 Key Articles Note 3

Taiwan FamilyMart Co., Ltd.



(9) Packaging Material Factory (10) Packaging Material and Utensil Cleaning Factory

Item Audit ltems Allocations Iltem Audit ltems Allocations

Environmental and Sanitation Environmental and Sanitation

(o) [o)
! Management/Facility Hardware 19.6% ! Management/Facility Hardware 18.9%
2 Production Facilities and Equipment 4.9% 2 Production Facilities and Equipment 4.7%
3 Quality Management 41.2% 3 Quality Management 35.8%
4 Production Processes 9.8% 4 Production Processes 9.4%
5 Foreign Object Management 7.8% 5 Foreign Object Management 7.5%
6 Personnel Management 10.8% 6 Personnel Management 10.4%
7 Emergency Event Handling 2.9% 7 Emergency Event Handling 2.8%
Corporate Social Responsibility o 8 Utensil Cleaning Operations 10.4%
8 ; 2.9%
Behavior Management
9 Major Deficiencies Note 1
9 Major Deficiencies Note 1
10 Key Articles Note 2
10 Legal Announcements Note 2
1 Key Articles Note 3

xipuaddy

Note 1: The allocation for major deficiencies is 100. If any future products are found, the score for that evaluation will be calculated as zero,
and additional penalties will be executed according to the affidavit.

Note 2: According to the latest legal announcements, failure to comply with legal requirements will result in a direct deduction of 3 points
after the score proportion is calculated.

Note 3: According to FamilyMart's quality assurance definition, key items that are not achieved will result in a direct deduction of 3 points
after the score proportion is calculated.

Audit and Evaluation Items and Allocations, Audit Frequency, and Grading
Standards for Self-Owned Fresh Food Factories and Bakery Factories

1. Audit Items and Allocation Table

(1) Fresh Food from Own Facilities (2) Bread Factory

Item Audit Items Allocations Item Audit Items Allocations

Environmental and Sanitation
Management/Facility Hardware

Environmental and Sanitation

(o)
Management/Facility Hardware 14.5%

14.0%

Production Facilities and Equipment 8.7% Production Facilities and Equipment 9.0%

Quality Management 28.0% Quality Management 28.3%

Production Processes 17.3% Production Processes 15.2%

Foreign Object Management 8.7% Foreign Object Management 9.0%

Storage Temperature 2.7% Storage Temperature 2.8%

Personnel Management 8.0% Personnel Management 8.3%

Label Management 2.7% Label Management 2.8%

Inspection 2.0% Inspection 2.1%
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Emergency Event Handling 2.0% Emergency Event Handling 2.1%

Corporate Social Responsibility Corporate Social Responsibility

! Behavior Management 2:0% R Behavior Management 2.1%
12 Major Deficiencies Note 12 Major Deficiencies Note
13 Legal Announcements 2.0% 13 Legal Announcements 2.1%
14 Key Articles 2.0% 14 Key Articles 2.1%

Note: The allocation for major deficiencies is 100. If any future products are found, the score for that evaluation will be calculated as zero, and
additional penalties will be executed according to the affidavit.
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2. Grading Standards and Audit Frequency for Self-Owned Fresh Food Factories and Bakery Factories

Grading Grade A+ Grade A Grade B Grade C

Score Range 90 and above 80-89 70-79 Below 70

Audit Frequency Once every six months Once every quarter Once every month Once every month

3. Categories of Fresh Food Products Manufactured by Own Facilities and Contracted Facilities

Fresh Food from Own Facilities
Fresh

FamilyMart's Fresh Food Products PING ROUN PINFGOg%UN JIN SHIN and FOPi Bakery ResERic
FOOD Daxi Xinfeng other f?od Factory C:;gl?t(i::d
Factory Factory factories
1. Cup Drinks (including coffee) ]
2. Ice Cream |
3. Steamed Food L]
%> 4 Grilled Food (including sweet -
g potatoes)
o
X 5. Oden ]
6. Rice Balls L] L]
7. Sushi, Hand Rolls u u
8. Bento Boxes u u
9. Microwavable Main Dishes | | | u
10. Sandwiches u
11. Prepared Noodles u | | |
12. Vegetables and Fruits | |
13. Salad | u
14. Side Dishes, Microwavable u u | [ ]
15. Fresh Desserts u
16. Bread [ ] [
17. Toast Cakes [ ] u
18. Egg Products [ ]
19. Frozen Food | [ ] | |
20. Chilled Desserts L

Grading Standards and Audit Frequency for Self-Owned Fresh Food Factories and
Bakery Factories

Grading Grade A+ Grade A Grade B Grade C

Score Range 90 and above 80-89 70-79 Below 70

Results Pass Pass Fail Fail

Once every six months Once every quarter Once every month Once every month

138 Taiwan FamilyMart Co., Ltd.



Audit and Evaluation Items and Allocations, Audit Frequency, and Grading
Standards for Egg Processing Plant and Chicken Egg Farm

1. Audit Items and Allocation Table

1) Processing Plant 2) Egg Products Ranch

Audit ltems Allocations Quality Management Audit Items Allocations

Facility Environment 1.0% Vehicle disinfection 15.0%
2 Factory Facilities 37.0% 2 Egg storage area 41.0%
3 Equipment and Packaging Material 5.0% 3 Internal record sheets 44.0%
4 Process Management 9.0% Livestock management evaluation items
5 Quality Management 32.0% 1 Equipment disinfection for livestock 6.0%
management e
6 Hygiene Management 10.0%
2 Pest control measures 10.0%
7 Transportation Management 3.0%
3 Site Environment 13.0%
8 Product Inspection Results 3.0%

4 Access Control of Egg Chicken Farms 18.0%
9 Major Deficiencies Note

Management of poultry houses in

Oy
egg chicken farms 30.0%

6 Feed and Water Quality Management 23.0%

3) Attached egg sorting facility at the farm

Livestock farm management Evaluation items for egg
Item Allocations Item Allocations
evaluation items sorting facility

Equipment disinfection 3.0% Facility Environment 1.0%

2 Pest control 10.0% 2 Factory Facilities 38.0%
3 Site Environment 13.0% 3 Equipment and Packaging Material 7.0%
4 Access Control of Egg Chicken Farms 18.0% 4 Process Management 10.0%
5 Feed and Water Quality Management 27.0% 5 Quality Management 30.0%
6 Document management 21.0% 6 Hygiene Management 11.0%
7 Transportation Management 8.0% 7 Transportation Management 3.0%
8 Major Deficiencies Note

Note: The allocation for major deficiencies is 100. If any future products are found, the score for that evaluation will be calculated as zero, and
additional penalties will be executed according to the affidavit.

2. Grading standards and audit frequency for chicken egg farms

Grading Grade A Grade B Grade C Grade D

Less than 59 points
Score Range 85~100 70~84 60~69 or consecutive scores
below 70 points.

Results Pass Pass Fail Fail

Audit Frequency Once every six months ~ Once every six months Once every quarter Once every month
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Audit frequency and grading standards for self-owned suppliers

Grade A+ Grade A Grade B Grade C
Score Range 90 and above 80-89 70-79 DI Pomts
(excluding)
Audit Frequency Once every six months Once every quarter Once every month Once every month

Audit items, scoring distribution, audit frequency, and grading standards for raw
material and packaging material suppliers

1. Grading standards for raw material suppliers

Grading Grade A+ Grade A Grade B Grade C

Score Range 95 and above 85 and above 84~75 Below 74

Results Pass Pass Pass Fail

2. Grading standards for packaging material suppliers

Grading Grade A Grade B Grade C

Score Range 85 and above 84~70 Below 69

Results Pass Pass Fail

3. Key focus areas for auditing raw material suppliers in 2022

1 Quality and management systems 3%
2 Product quality 15%
3 Traceability management and recalls 10%
4 Process control 35%
5 Pest Prevention 5%
6 Hygiene control 30%
7 Inspection and measurement equipment 2%
8 Improvement capabilities Itemized Deduction

4. Key focus areas for auditing packaging material suppliers in 2022

ltem Audit Items Allocations

_‘I

Environmental and Sanitation Management/Facility Hardware 20%
2 Production Facilities and Equipment 6%
3 Quality Management 38%
4 Production Processes 7%
5 Foreign Object Management 12%
6 Personnel Management 17%
7 Major Deficiencies Note

Note: The allocation for major deficiencies is 100. If unreleased products, expired raw materials, or the use of illegal or harmful substances affecting
human health are discovered, the score for that audit will be zero.
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Limited Assurance Report Issued by the Accountant
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7F, No. é1, Section 2, Zhongshan North Road, Taipei City.
2523-9588

ESGHBUL:http://www.family.com.tw/neweterprise/csr/Csrreportindex






