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INntroduction

Thai cuisine is famous for its savoury flavours and
exoticaromas.Itis simplisticatitsorigins, obtaining
flavours from raw ingredients and spices, coupled
with Asian favourite staples to fulfil sophisticated
taste buds and growling stomachs. Thai food is
a meaningful representation of Thai people and
its diversity in culture, simple as it seems and
flavourful as it tastes.

ThaiExpress is a modern casual dining that serves
Thai cuisine in a contemporary setting at very
reasonable prices. It serves an array of Thai
specialties, ranging from appetizers to main

courses, beverages and desserts. It aims to
create pleasant dining experience for diners while

satisfying their cravings for Thai food.

Understanding customers’ sophisticated taste
palette, ThaiExpressaimstosatisfy theirrequestfor
both high standards in food quality and also service
experience. The approach has been well recognized
by several local and Thai standards systems, such
as ‘Thai Select Awards’, ‘Excellent Service Award..
This has in turn boosted ThaiExpress as a brand
greatly, and was awarded ‘Singapore Promising
Brand Award. Meanwhile ThaiExpress seeks for
a global venture for greater heights, becoming a
global provider for fine Thai food and amiable
service

experience through duplicating our

business model in Singapore.
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Brand Concept

ThaiExpress’ concept is inspired by the needs of
customers who want to dine amidst a relaxed yet
contemporary ambience and still able to enjoy
traditional Thai dishes at reasonable pricings.
With its’ unique individual portion servings,
ThaiExpress breaks away from the traditional style
of communal dining whilst providing customers

more choices when dining alone.

' ACCOLADES

®

“Thai Select” Brand awarded by the
Royal Thai Government certifying
authenticity in our brand and food.

®

Singapore Promising Brand Award

®

Excellent Service Award (Singapore)

®

ISO 9001 certification for
conformance to food preparation
and food serving processes.

®

Our Thai Chefs have been awarded
multiple prestigious awards for
their culinary creations.




AR AR AR SRR R R R R AR AR I R X I R I R E IR NI NIRRT -
I EA T SRR AR ER SRR R Y L) PR TTEEET R N (T ERFEL ST R RN RN RN RS RR TR L LY
[ P A EFrFrI Y E1T R F R R AR EREIA Y N Y B [ W | [ P IR FITELTEEFR R D N [ F Y R R A E I FEFYRRRRRR SRR I E Y | [ ]
AEA SRR AP A A AN RN SR AP AR AR AR A A AP AN RN R AR AR R A
I I N I T e T T T Y T I e L L T T T T I I I I e E T Y Y b e
[T I I T R EFFRER N ER AR NI RRANEFE R ER B R R RN R AN BRI FEN FR R RN R R R IR R AL R ERNEERRERNN 2 [ 3 4k &
[T EEJ T L F I R R RN R RS RN R RN A F I RR R R R R R R R RENIYIFFIRRER R R R RRE YRR YL R ENRRERNRERER,]
X N L T T N T T T Y I L R T S XY Y
[ EAIEXT EFEENEFNRERN SR REAR R RS Y RS RN RE R R R RN A TSR R R R R R AN RN R IR R I A EF RS 4 ik
[ PR R I T E I N F AR AR RRRTER Y FEF L DR R AR R R RN DR R YT E RN R R R R R R RN R TR T F IO § [N ] [ B N
ARA PR PR R AR AR RN PR PR P AR R AR AR R ER PR AR R PRER Ty
[ E X EY T EFANRRER AR R TRR RS Y PR FRNRERN N RN Y] L EEX T AR R RRETRR Y] [ X ¥ FEhAES E X F FQJ
[ EX R T T ET A FAREN RN R TN RY P YT R FR RN NN RN N X F N RN N RN R YRR YRR Y NI [ F RN ] L 3 [ X N N X ]
(L E E R 22 R N R AN R RN ERNRERRRAERLLT R R RERNERENJI] T L AN R R RRERRE A RENES S F | N N | EEEEFRE
(E E NI FREFEFRE T RS ERSE R TRE ERFEFE E R R E RN NN ¥ IR T N A E RN E NS NN ENZY) [ N | aEdFEEEE
[ E IR T T F E R R E A AR N R NENEYTRER IR R ER RN NENENRNN,] L L E YR REERERITENRYSNEST) adEd S
[P AR I AT R I N R R R R ERRERERSS } [ R E R 2B T [ X ] L X ]
LB AR I A2 R L AR RN RN JRE SRR S} FEEAEd FEE L N |
[ ] (A T F R R F R A ER N (S EETETTY] [y |
(AR R T T ET AN AR E D NN ] [ A R 2 F T
(R X 2 T A E LT R LB RN N NN FEdFEFEBEE
I F TR Y TR T ER T RIEND N A ¥ Ed FEE [ ]
LA R R T X L F L NN NN NENNNS.,]
LA AR LA R B L R LR NENERNENS.J)
A FEEFEFSEFEE AR FESEENEEEEEERD L
it nbrber bk r A kRN e
[ 22 J R A R A BN NRNRNERJ) FATFTEEEEBEBEN
FTEFREBREFRFIREFES (A N & 2 L K& LN
T Y T I Y IIT T
#4 Abbbwibmadad T T IIIITEY
BEEFRERS SRR LR N LR L E N L}
Abrhbhapda by LTIy, e
T Y Y YL ) YT
R o e o o o e Y LR R b L X B J
IR E R R ERN N L EE X K |
Y ITl YT
T Py
FEAEEEEER L E N ¥ |
E R R R R [ X ] FY FEYT N N
YL a3 P
[ K E N L 3 4 4 e de
[ NN | [ ] ok
*a pa *
'YEY
[ N ] [ N |
[ N ]

i
EFERIERN
sEFENFE

-w
LN
L]

Brand Presence

°nd Expansi

ThaiExpress was first established in 2001 with the
flagship store at Holland Village. Ever since then,
the brand has grown aggressively throughout the
years. Currently with more than 20 restaurants
covering strategic locations around Singapore,
ThaiExpress is the biggest Thai chain restaurants
in Singapore.

on Plans

Dining in ThaiExpress is easier than ever as the
outlets are situated mostly in populous areas,
i.e. in heartland malls and shopping districts.
ThaiExpress has a prominent presence, clearly a
distinctive indication of its recognition by the local
population. ThaiExpress is now a name come alive,
a brand in sync with people’s heart.
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Vietnam

Global Expansion

Out of Singapore, there are more than 20
ThaiExpress outlets in countries like Vietnam,
Malaysia, China, Thailand, Myanmar and Maldives.
The brand is expected to achieve exponential

growth in these markets in the coming years

sl

while simultaneously develop new markets in
the Asia Pacific region. ThaiExpress brand strives
towards its’ vision “to become the world’'s most
preferred chain of modern Thai restaurants”.

Smgapore




SINGAPORE - PLAZA SINGAPURA SINGAPORE - RAFFLES CITY

SINGAPORE - JURONG POINT SINGAPORE - NEX

SINGAPORE - VIVO CITY MALAYSIA - KOMTAR



CHINA - FINANCIAL STREET CHINA - SHINEHILL

VIETNAM - VINCOM CENTRE VIETNAM - SAIGON CENTRE

VIETNAM - AEON MALL THAILAND - RIVERSIDE PLAZA



Introducing Minor Food

Formerly known as ThaiExpress Concepts, Minor Food has been around in Singapore food industry for
more than a decade since 2000. Wholly-owned by Minor International, Minor Food has a great presence
across Southeast Asia as a giant food operator. Our main goal is to be A Global Operator of Multiple
Food Brands with the objective of providing 100% satisfaction to all stakeholders.

Currently, Minor Food houses a total of 7 brands in Singapore. Namely the below:

MINOR

FOOD

MThaiExpf@§§®

HONG KONG CAFE

amazing french roast chicken

Sdaar Ooulet

Buffet  Tihimma|- SE

TOWll RIVERSIDE GRILLED FISH Japanese Buffet Restaurant

International Seafood, Mixed Grill and Teppan Yaki




PARENT COMPANY: MINOR INTERNATIONAL

PUBLIC COMPANY LIMITED

VISION

To be a leading hospitality and leisure operator, restaurant operator and lifestyle brand retailer through
the delivery of branded products and services that provide 100% SATISFACTION to all stakeholders.

Core values
+ Customer focus -

Result oriented + People development + Innovative *

Partnership

Company Structure

MINOR INTERNATIONAL PCL.

The Minor Food Pcl.

MINOR

FOOD

Operation of MINT's restaurant
business

MINOR HOTEL GROUP

MINT is a hotel owner, operator and investor with
a portfolio of over 10,000 rooms across more
than 80 hotels, resorts and serviced suites under
the Anantara, Marriott, Four Seasons, Elewana,
Oaks and Minor International brands. Today MINT
operates in 12 countries, including Thailand, the
Maldives, Indonesia, the United Arab Emirates,
China,
Sri Lanka, Australia and New Zealand. In addition,

Vietnam, Malaysia, Tanzania, Kenya,
its mixed-use business operates spas, shopping
plazas & entertainment outlets, residential

properties, and a points-based vacation club.

Minor Hotel Group

MINOR

HOTELS

Operation of MINT’s hotel
and mixed use business

Minor Corporation Pcl.

MINOR

LIFESTYLE

Operation of MINT's retail
trading and contract
manufacturing business

MINOR CORPORATION PCL.

MINT is one of Thailand’s largest distributors of
lifestyle brands with over 200 points of sale focusing
primarily on fashion, cosmetics and contract
manufacturing. Its brands include Gap, Esprit,
Bossini, Charles & Keith, Pedro, Thaisale, Tumi,
Zwilling J.A.Henckels, Red Earthand ETL Learning.

THE MINOR FOOD PCL.

Through Minor Food Pcl, MINT is one of Asia’s
largest quick-service restaurant companies,
operating over 1,300 outlets in 17 countries under
The Pizza Company, Swensen’s, Sizzler, Dairy
Queen, Burger King, ThaiExpress, The Coffee Club

brands, Ribs and Rumps and Riverside brands.



THE MINOR FOOD PCL.

Quick Service Restaurant Portfolio

The

1PIZZA?

quickly recognized as a one of the pioneers in the

The Pizza Company
When it opened in 2001,

The Pizza Company was

Asian food service industry. It introduced a fresh
and innovative approach to pizza by offering
customers over 20 different delicious toppings
that are richer and zestier than the competitor’s,
together with a selection of great-tasting cheese
blends and inviting appetizers to enhance the
total pizza experience. From the first day that it
opened, The Pizza Company has been the market
leader in the dine-in, delivery and take-away
businesses, with its delicious food and attentive
service consistently being recognized by diners
as the very best in the market. Not one to rest
on its laurels, The Pizza Company has continued
its commitment to customer satisfaction by
introducing new innovations, and in 2004 began
to expand its franchise internationally. Today it
is well on its way to becoming one of Asia’s best

known pizza brands.

Swensen's
In 1986, the Minor Food
the franchise

took on
for Swensen’s, the beloved ice cream parlor
established 1948,
developed it into Thailand’s largest premium ice

in San Francisco in and
cream brand. Under Minor Food’s direction, the
Swensen'’s brand has evolved from simple scoops
to a variety of sundaes, and today it provides
consumers all over Asia with an ice cream
experience no other brand can provide. The Minor
Food acquired the master franchise rights to 32
countries across the Middle East and Asia, with
the first launch of the international franchise

in 2004.

The Coffee Club
From a single store, which opened

THE

_COFFEE

CLUB.

Where will | meet you?

in November 1989 at Brisbane's
Eagle Street Pier, to more than
280 outlets across Australia, New Zealand,
Thailand and New Caledonia, The Coffee Club
has established itself as an iconic household
name and preferred venue for millions of coffee
drinkers throughout the Asia Pacific region.
The idea was to create more than just a place
where people could meet for coffee; it aimed to
provide a relaxed meeting place that is casual
but sophisticated, stylish yet affordable. With
over 6,000 employees serving more than 40
million cups of coffees annually, The Coffee Club
is Australia’'s largest home-grown café group,
and is widely known for its good food, great
service, and excellent coffee. In June of 2008,
Minor Food bought a 50% stake in the company,
fuelling its international growth.

ThaiExpress
Establishedin2001in Singapore,
ThaiEXpress, ThaiExpressisone of the world’s

largest modern Thai restaurant chains. The

concept is inspired by the needs of customers
who want to enjoy authentic Thai cuisine at
reasonable prices in arelaxed yet contemporary
environment with no strict rules on decorum.
At present, the Minor Food holds 100% stake in
ThaiExpress, which has since expanded to seven
other countries in Asia. In addition to its leading
ThaiExpress brand, ThaiExpress also operates
Hong Kong concept restaurant Xin Wang Hong
Kong Café and French concept restaurant Poulet
in Singapore.



Beijing Riverside
Established in 2005,
Beijing Riverside &

STt

RIVERSIDE GRILLED FISH

Courtyard (“Riverside”) is a distinctive chain
of casual-concept restaurants in China, specializing
in Sichuan barbecue fish. It has built up strong
brand equity and customer loyalty for traditional
sizzling fish dishes, combining countryside cooking
with well-groomed service and contemporary
decoration. With its popularity, it has expanded its

restaurants rapidly across Beijing and Shanghai.

Dairy Queen
The Minor

first Dairy Queen in Thailand in

Food opened the

1996. Dairy Queen is famous for their soft-serve
ice cream distributed through kiosks in shopping
malls and modern trade outlets throughout
Thailand. The Minor Food started to franchise the

Dairy Queen brand in Thailand in 2011.

Sizzler

First opened in Thailand in
1992, Sizzler offers a self-
service salad bar that few can copy, and a wide

Sizzler

STEAK « SEAFOOD « SALAD

range of grilled dishes including steak, seafood,
chicken, ribs, combination meals and burgers.
In addition to Thailand, the Minor Food has
a 50:50 joint venture with Sizzler's parent
company to license the concept on a long-term
basis in China.

Ribs & Rumps

Ribs & Rumps in Australia fills
in the

offering

a particular

segment

riBs anb rumprs

steak house market,
contemporary casual steakhouse dining with
premium quality ingredients at affordable
prices. At present, Ribs and Rumps owns and
operates six restaurants across Australia and
two franchised outlets in UAE and Africa.

Burger King
The Minor the Thai
franchisee of global burger brand

Food is

Burger King.

//) SSP

SSPTha/'/and The Minor Food has

The Food Travel Experts a joint venture with
SSP International, the Food Travel Experts with
over 60 years of experience, to operate restaurants
in airports in Thailand under the Minor Food,
as well as various other external brands.

DAIRY PRODUCT MANUFACTURING

To ensure the availability and reliability of its
key raw materials, the Minor Food has two
high
quality, specialized cheeses and ice cream for

manufacturing plants which produce

Thai and international markets. Minor Dairy
Limited
founded in 1991 with manufacturing facilities in

and Minor Cheese Limited were

Nakornratchasima province.

Minor Dairy Limited

MDL produces a variety of premium ice cream
products and toppings for food brands under
the Minor

Queen and Burger King, as well as supplying the

Food such as Swensen’s, Dairy
same quality ingredients to leading customers
outside the group.

Minor Cheese Limited

MCL produces a wide range of cheeses and
cheese blends including (Mozzarella, Cheddar,
String Cheese, Parmesan, Mascarpone, Cream
Cheese and Sour Cream). MCL is not only a key
supplier to various restaurant operations of
its parent, the Minor Food, but is also a major
supplier to companies in the Thai and regional
food services sector.



MSC

Thai Cuisine

Academy

MSC Thai Cuisine Co. Ltd was established in
collaboration with Minor International PCL
(‘MINT’), S&P Syndicate PCL (‘'S&P’) together with
Chef Chumpol Jangprai. All partners are renowned
food operators with many years of experience in

the food service industry.

A
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THAI CUISINE
ACADEMY

Acting as ThaiExpress’ key restaurant consultant,
MSC is dedicated to create the highest standards
of Thai cuisine from delivering new and innovative
Thai

operations flow in an ideal Thai kitchen settings.

dishes through to designing optimal
Furthermore, MSC has been heavily involved with
ThaiExpress in other professional consulting and
training services such as, new restaurant concept
development, Standard Operating Procedure (SOP)
and Operations manual development in order to
ensure all restaurants are able to deliver consistent
quality control, as well as kitchen staff recruitment,

training and certification.






Franchising
with ThaiExpress

Through years of franchising, ThaiExpress has formulated a turnkey system where it’'s proven to be

successfulwithcountriesoutofSingapore. Theaimofthefranchisesystemnotonly providesourfranchisees

with the ease in setting up and operating the business, it also aims to make the business a profitable onel

6 Key elements have been identified to ensure that we achieve this together with our franchisees:

OPERATION EXCELLENCE

In order to achieve a seamless operation flow, proper
systems have to be imposed and training has to
be conducted simultaneously. This is especially
essential in overseas context where people, culture
and dynamics are diverse and different.

In view of this, ThaiExpress is a ready-to-replicate
portable business model with the help of operation
manuals and training systems. This will form
the skeleton of business, and franchisees can
subsequently build standards more easily. It does
not matter where it is operated, but the emphasis is
always unchanged, ThaiExpress standards will not

be compromised.

HUMAN RESOURCE SUPPORT

Culinary talents are hard to come by, they are the
ones who skilfully combine the best of the finest
ingredients to come out with taste so hard to forget,
an experience so special that once would never be
enough. They are also the ones who would impart
cooking knowledge to the kitchen team, making
them more valuable assets at the end of the day.
Thai chefs may not be easy to source outside
of Thailand. With that in view, we do have Thai
chefs who have knowledge of ThaiExpress dishes
to be stationed in franchisee’s territory to lead the
kitchen team.



SUPPLY OF KEY INGREDIENTS

Creating the identity taste of ThaiExpress can be a
challenge to franchisees as key ingredients may not
be available in the particular territory. It is crucial
for every ThaiExpress to replicate the similar taste
and experience as a form of brand alignment.

ThaiExpress, as a franchisor, has the most
important tastes ready-packed. This attains both
sides of the scale by bringing convenience to the
franchisees and achieving the similar taste across

all ThaiExpress outlets.

CRISIS MANAGEMENT -
MANAGEMENT SUPPORT

Management  Support serves as  backup
support for all franchisees. ThaiExpress has a
readily available professional team of experts
in management and training in Singapore to
the event of
be able to

franchisees in its

tackle all strategic issues. In
underperformance, our team will
identify and support our
lacking areas.

Based on their valuable experience of operating
ThaiExpress in Singapore, franchisees can be

assured of helpful assistance whenever needed.

RETURN OF INVESTMENT
Under ideal business environment, our current
franchises yield an average return on investment

in 24 months.

SUSTAINING GROWTH

Our on-going support service is readily available
toall of our franchisees all year round. From analyzing
financial systems to implementing of promotions,
we want to ensure that all business functions of
the franchised outlets are well attended to.

QOur aim is to make sure our franchisees enjoy
lowered business risk and a strong support

structure with continual growth.



Franchise Package

Upon signing the franchise agreement, Master
franchisee will receive a comprehensive package
comprising the “know-how” knowledge and written
guidance of setting up and operating a ThaiExpress
outlet effectively. The package entails information
of the entire system of the brand and should equip
the user with sufficient knowledge of dealing with
the possible challenges faced during and after the

initial development of a new store.

Duringthe contract term, both Franchisorand Master
Franchisee teams are expected to maintain effective
communication to reach a common alignment of
ideas. Franchisor will render ample assistance to
the Master Franchisee team as required.

FRANCHISE KIT

Upon signing of Franchise Agreement and payment of Initial Fees, a Franchise Kit consisting a series

of Manuals and Documents will be handed to Franchisee. Upon receiving the package, Master Franchisee

is strongly encouraged to share the contents in the franchise package with their management team.

General information of what the franchise package contains and how it can be fully utilized are

stated below.

S/N  DOCUMENT / MANUAL

RESPONSIBLE DEPT/PERSONNEL

01 Site Package

Master Franchisee / Leasing Department

02 Franchisee Operating Manual

Master Franchisee Team

03 Recipe Manual

Operations Team (Outlet Manager / Kitchen Team)

04 Brand Operations Manual

Operations Team / Area Coach

05 Product Specifications Manual

Purchasing Department

06 Brand Book

Master Franchisee

LONG TERM SUPPORT CYCLE

This section lists our on-going support services
for Franchisees. Most of our services are intended
to be routine, planned as a cycle to promote
continual growth in the business. Both Franchisor
and Master Franchisee Teams will work together
during the implementation of the below activities

to maximize performance.

S/N DESCRIPTION OF ASSISTANCE/SERVICE
01 P&L Analysis
02 Store audits

03 Introduction of new dishes

04 Provision of marketing artworks

05 Adaptation of new menu and collaterals
06 Site visits for new stores

07 Assistance in new store set-up

08 Training support (if necessary)

09 Outlet Management Support (if necessary)

10 Year-end Store Performance Review




Process Flow

PRIOR SIGNING OF FRANCHISE AGREEMENT

: 2 3 4 5
Franchise > Reviewing Submission of Term S.ht?et Signinq of
e stage company profile (negotiation Franchise
quiry
& show of process) Agreement
capital
AFTER SIGNING FRANCHISE AGREEMENT
1 2 3
Arranging of payments > Issuance of franchise > Master Franchisee to begin
(i.e. Initial Franchise Fee) materials sourcing for location
v
6 5 4
Franchisor o submit < Franchisor to conduct a site < Master Franchisee to submit
store design visit on the location site package to Franchisor
for approval
v
7 8 9
Franchisor to meet up with > Commencement of store > Commencement of Training
appointed Contractor for renovation Program
Master Franchisee
v
12 1 10
Official opening of store £ Store passes pre-opening £ Commencement of store
audit. Conduct soft audit for operations team

opening of outlet






