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Central Group At A Glance
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Central Group | One Ecosystem Across Retail, Food, Hospitality, and Service

CENTRAL

CENTRAL GROUP CENTEL
Rypoias CENTRALRETAIL CENTRALPATTANA Covmans @

A WORLD-CLASS LEADER IN RETAIL, SERVICE BUSINESSES AND THE DIGITAL LIFESTYLE

DEPARTMENT SPECIALTY &

- DIGITAL LIFESTYLE & LOYALTY PLATFORMS




Central Group | Loyalty Program

Over 34 Million Loyalty Members Worldwide

Central Group presents a comprehensive shopping experience with an offer of personalized products
and services based on an analysis of extremely large customer data from our most
dynamic loyalty program entertaining over 34 million members worldwide

THAILAND EUROPE VIETNAM

23M+ | 7M+ @ 4M+

MEMBERS MEMBERS MEMBERS




The

2006

The 1launched Tops Spot

as Central
Retail’s loyalty
program

(The 1 Card
issued
separately

by each
business unit
(BU)

2010

Reward
Program
(food)
merged
with The 1

2014

Started
collaboration
with external
partners

e.g. F&B,

gas stations

2016

Thel
members
can earn
points from
purchases
at European
department
stores under
Central
Group

20 Years of Brand Journey

— B

2017

2018

- Transitioned  The 1spun
from Physical off as

Card to separate
Digital Card business

- Initiated entity under
point transfer  Central
partnerships Group

with leading
banks and gas
station networks

2019

- Launched

The 1 APP:
Digital
Lifestyle &
Loyalty
Platform

- Rebrand
The 1 Card
to “The 1”

2020

Introduced

The 1
Exclusive:

Member tier

program to

engage top

customers
with
exclusive
privileges
and offers

2023

Expanded
Thel
ecosystem
covering
restaurants

under Central

Restaurant
Groups &

tenants under

Central
Pattana

shopping malls

Continuing
our journey
to deliver
more
meaningful,
personalized

2026

o—0—O—O—O0—O0—0—0—0—0—>

and
-Thel rewarding
Rebranding experiences
(onjg0|ng for every The
project) I member

- The 1 Exclusive
(Top customers)
5th Anniversary



Theo Ecosystem and Data Across 23 Million Members

23M+

TOTAL

MEMBERS

3K+

LOYALTY
PARTNERS
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32K+

TOUCH

POINTS

CUSTOMER
DATA

20

HELPING CONSUMERS & BRANDS CONNECT IN NEW

== FOR CONSUMERS ==

BETTER INFORMED
BETTER VALUE
BETTER RELEVANCY
BETTER SHOPPING
EXPERIENCES

& MEANINGFUL WAYS

= FOR BRANDS e

 BETTER CUSTOMER
INSIGHTS

* BETTER REACH &
RELEVANCY

* BETTER ENGAGEMENT

* BETTER ROI

Bl Business

B2B



Theo From Ecosystem Toward ‘Everyday Lifestyle Digital Platform’

The 1 Level

Hi, Emily ™1 L

CENTRAL B

RETAIL

CENTRAL
PATTANA

CENTRAL
EMBASSY

The 1 Exclusive The 1 Family

80000 -

The 1 Exclusive Offers >
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L] Q & @

G _J

The 1 Expat

a

I The 1 Family Benefits

The 1 Family

< Momber Benefits.

The 1 Family Club

View Kis rofile

The 1 Expat Benefits

The 1 Expar
T ——

BEAUTRIUM

CENTARA

Dining & Hospitality

The 1 Passport : Single Sign-On

August 20:
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_____ Mg 09
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Theo Redefine Loyalty to Enduring Relationships

Money Cannot Buy Experiences Phenomenon Member-Only Experiences

JANICE WONG

FIRST-EVER CHOCOLATE EDIBLE ART GAL
WITH MASTERCARD

ThegEXCLUSIVE € opriceless

QDAY
ONE DAY
PPKRIT



Theo Redefine Loyalty to Enduring Relationships

The 1 Levels - 360 Lifestyle Benefits
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Digital Clubs
Targeted Benefits by Interest/Lifestyle

JOIN THE CLUB TO UNLOCK THE BEST EXPERIENCES

N
I MEMBER - EXCLUSIVE

DISCOUNT EXPERIENCES
Member-only benefits curated to make Invitations to exclusive expat
your life in Thailand feel even more special experiences and festive events

m
I BIRTHDAY | % | COMPLIMENTARY

CELEBRATION SERVICES
Celebrate your special day Enjoy free home delivery & interpreter
with special rewards when shopping at Central and Robinson

s

Explore more on The 1 App

YOUR PRIVILEGES ALL YEAR ROUND

Enjoy special offers throughout the year from Central Retail stores and participating partners

CENTRAL To S
PORTS
ROBINSON p

10% Discount 5% Bim

TREAT YOURSELF TO EXCLI

CENTRALRETAIL




Theo Unlocking Our Deep Ecosystem Data

r < \
CAPTURE TARGET CONVERT I \ GROW
D

- L - </

Capture data & turn Profile & segment most Tailor offers & test Nurture relationships with
them into insights valuable customers response rates customers to grow loyalty



Theo Single View of Customer (SVOC)

H
Food & Dining Home
Needs & Love

Mom & Kid Electronics & Gadgets Psychographics
u 3 6 0 Product Cycle
Beauty Affordability

Contact Channel

@ Personalized SMS
@ Personalized E-mail
LINE

Mobile App
Facebook

Travel

Customer Health & Wellness

® L V& Fashion
= View
Online Channel

Omni Channel
— Preferred Branch

Living Standard Psychographics

'?; Spending Power é Spending Power Ny Luxury Lifestyle 0 Brand Loyalty @ New Arrival Lover

[ ]

Foundation Layer T General Profile ﬂﬂi‘ Family Members ﬁg Home Ownership e Car Ownership

11



Theo Single View of Customer (SVOC)

Unlocking the true potential of Central Group’s Customer Data

CENTRAL

* Cenfinity customer

* High beauty & skincare spending
* Never bought mom/kids products

o Tops
A 1« Visits TOPS Supermarket once a month
* Buys diapers and milk powder

CENTRALPATTANA

« Buys fashion brands with low spending

Mom with a
toddler boy

(1year Old)

Truly beauty lover

« Anti-aging concern
« Missing eye cream, foundation

» Time to replenish cleanser
& moisturizer

Low spending

in Cenftral Group for fashion




Theo Uncover a Single View of ‘Customer Insights’

~

A 44-year-old male
in wealthy family life stage
with junior

Wealth Segment /
CRC Ranking 2023

TIX Status
Visit/Member
Spend/Member
Spend/Visit

Maost Visit Province

Most Visit Location
Maost Visit Branch

% Sales Channel

TiCC

THE BLACK

ELITE
TOP 2-10%

YES

139
132,068

950

BANGEOK
Chidlom
CFR TMS Manglynchee_055

Offline 100%

Most Freq CC

m Tl

CENTRAL THE | BLACK

opping Category =

Having shopped in 11 out of 16 categories, this member enjoys a wide range of categories

Top Spending Category (THE)

HOME ELECTRONICS FASHION

63K 18K

A8% 4%
SPORT
TH
%

FOOD GROCERY

32K

25%

Category Relevance L

Faverite category is GROCERY

¥

e
ACC LUXURY
ACC LUXURY

Fashion
Food Grocery
Home Grocery

HEA

Sport

Beauty LUXURY

Home
Electronics

Gadget
Censfruction

o 1 2 3 e
Lover

0 = Not Interested; | = Inferested; 2 - Purchased; 3 - Relevant; 4 - Lover

Top Visiting Category (day)
FOOD GROCERY FASHION
129 9
93% 6%
HBA
5
4%

Lifestyle Flag C-)G?‘."u
B

s B ©

Huahfvifecd Active Sport Travel Interest
—
b3} A
No Signal in d
Liguor Drinker
Coffes Skincare
Enthusiast Lover
et Wiy ¥ s
Mo Signal in I
Pet Lover
Premium
Luxury Hotel
s Dining
&
Heanvy
online Affiniry Have Car Home Owner

Shopping List :
Top Category and Brand

HOME
FOOD GROCERY FASHION SPORT
ELECTRONICS
63K 32K 18K TK
NONE 20%
CLUB MONACO | 36%
M CHOICE [ WILSON 66%
BEKD MELI 3 EON
E2% KITSUNE =
PEPFERIDGE
FARM &
MU 16%
FAREEDA 3%
VONEX 20%
HERR'S 2%
SPORTY & RICH  15%
MUl %
. ANGELING
TOSHIBA 18%  MALTESERS P oo
THAMMACHART | 2% SCOTCHESCDA  14%
TOPS o%
POKKA 2%

*Mumbers display % sales contribution by category

Shopping Location

Top Location and Catgory
Torsl = FOOD T e ELECTRONIC HOME NON-
=" GROCERY S GADGET ELECTRONMI..
Chidlom 51 50 1 I
CFR TMS Nanglynchee_055 43 42 1 4 1
CPN Central World 43 36 5 2
MJT Emquartier 9 7 I
B25 Nang Linchi 5 2
CFW Srinakarin 1 1
TOPS Sukhumyit 49 1 I
Mega Bangna 1

CFM Central Chaengwattana
Store

*Numbers display days of visits; *Each memiber can purchass mors than one category in & location




Theo INSIGHT Transforming Customer Data into Industry Intelligence

Establish in 2019 to transform real customer behavior into trusted market intelligence that can help business
make smarter decision, create better customer experience, and shape the future of retail

Real Behqwor
Power by Unique Data Advanced Analytics & Al The 1 Insight Impact That Matters

o0e Millions of real transaction 360° Single View of Transform Insights into Industry ~ FOR BUSINESSES
23 M + 6 .«,f—"P every day Customer + Al & Advanced Intelligence \ II ' Smarter strategies, better
Members : ' 8 Analytics . '~/ customer experiences,
(e90) s sustainable growth
l‘\
Across Central Group Demograp »~ . FORBRANDS

/E hic '

Purchase Lifestyle &
Behaviot The 0 Interests

Retail, Lifestyle & Services  #®e® | Understand customers

|
"‘ deeper, market more

—  effectively
) O OB
iy 0 * /@ FORCONSUMERS
Depsqnmem Supermarket Fashion Pri?;::is Engan%eme "‘ ‘ More relevant offers,
tore A \ .
AV . ®¥® / products and services
m T‘ {,\% that truly meet needs
Al R —
Travel Dining And More ’// FO R THAI LAN D
Deep lnSightS Wlth Identify Forecast Actionable Data-driven ‘:, EEl / Strengthen retCI” industry
Accuracy You Can Trust frends  Futre  Stotegies - Decisions \ "/ and drive the economy

forward

Real Behavior Scale & Coverage : Al-Powered Local Relevance Trusted & Actionable
A 0 From actual purchases Across 23M+ members 6% Advanced analysis for Insights tailored to Thai Accurate, reliable and ready
What Makes The 1 |n5|ght leferent not survey opinions and Central Group’s g deeper, faster and future- consumers and cultural to use by businesses

ecosystem ready insights context




INSIGHT Journey

The Beginning

Building Credibility

2020-2023
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( o @) insicHr
Theo INSIGHT - o
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Tnuinggn 2 du Accessible Luxury auianisuuia:nsdlusmidifold

Active Lifestyle
agwidusUuuy
Tul 2026

Accessible Luxury

A0UNSU s

Baby Boomer

and
side

The Insightful
Experience Award

The 1SuUs1vIa Brand Inside

The Insightful Experience Award AWO rds 2026

gumsld Data a$ous:aunmisai CRM nlo




Theo INSIGHT Hi Light Works

The Consumer Trends That Captured Thailand's Attention

/ Most Covered by Media \

Driving national conversations on consumer and economic trends

71 News Coverages | 6MB PR Value

Mindful Consumption
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/ Most Engaging on Social Media

Creating strong emotional connections across generations

60 News Coverages | 8MB PR Value
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Theo 6 Al-Enhanced Data Use Cases Driving Business Impact

Use case Ol ‘

Personalization

FOR THE CUSTOMER

Shows each person only what's relevant —
not the full catalog

Use case 04 ‘

Al Voice Call Analysis

FOR CUSTOMER SERVICE

Converts voice call files to text format, read 100% of 12K
monthly calls — surfaces sentiment + complaint trends

Use case 02 .

Targeting Al & Lookalike

FOR THE MARKETER

Finds potential customers or new customers who
behave like the best ones — in 30 min, not 3 days

Use case 05 ‘

Al Insight

FOR THE EXECUTIVE

Turns 250 pages of dashboards into insight
summary that matter

Use case 03 ‘

Promotion Guru Chatbot

FOR THE FRONT-LINER

Chatbot that answers "what promo applies?" across
500+ live campaigns

Use case 06 ‘

Chat with Data

FOR EVERYONE

Ask a business question in plain Language —
get the data information and chart back instantly



Theo Lessons From The 1

Key 4
Lessons

From points to people
From programs to platforms
From retention to relationships

1.

Customer Intelligence & Customer Engagement

Go beyond # of members, points, rewards and discounts

The Next Loyalty = Customer Infrastructure x
Data-Driven Ecosystem Platform

Understand customers better than competitors and continuously

learn x Platform as operating system connecting insights, relevancy,
customer experience and business capabilities on retail decisions

Loyalty x Al = Intelligence Retail

Al amplifies loyalty & customer understanding + speed is winning

Loyalty = Relationships

No longer about keeping customers but being chosen by them
again and again



THANK YOU | KHOB KHUN KA
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