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Company overview

Who are we?

'AIS is the leading telecommunications service provider in Thailand with a total of 9,766 employees, including
contractual staff. Currently our primary focus is the domestic market, and our nationwide cellular network
covers 97% of the country’s population, serving more than 36 million subscribers out of a total population
of 68 million.

The Company operates cellular service on two frequencies - 900MHz and 1800MHz - utilizing 2G (for ‘second-
generation’) GSM technology. Recently, a subsidiary was awarded a license to operate at 2.1GHz in which
they will develop and launch 3G services.

AIS has been listed on the Stock Exchange of Thailand (SET) since 5 November 1991 with the stock symbol
ADVANC. On 28 December 2012, its market capitalization was 621 billion baht.

2010 2011 2012
Number of subscribers 31 million 34 million 36 million
Subscriber market share 44% 44% 44%
Revenue market share 54% 54% 54%

Our business
Vision"

AlS has a vision to lead and shape the multi-media communications market in Thailand through innovation,

customer experience, technology and people and culture.
Mission

 We commit to deliver superior and innovative services that can add value and enhance people’ daily lives.
* We commit to provide our customers with the best customer experience at competitive prices.

* We commit to drive intrapreneurship and a professional work culture for all our employees.

* We commit to enhance value for our stakeholders through sustainable development.

Products and services"
AlS provides prepaid and postpaid mobile telecommunications services. Prepaid customers account for 90%
of our subscribers and 68% of the Company’s revenues, while postpaid customers account for the remaining

10% of our subscribers and 25% of revenues. In 2012, AIS had a total of 35.7 million subscribers.
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Our Economic Performance [EC1]iV

Million Baht
2010 2011 2012
Direct economic value generated
- Total assets 97,348 86,672 100,968
- Total revenues 111,339 126,437 141,568
Economic value distributed
- Operating cost 51,957 56,917 62,114
- Employee wages and benefits 4,953 5,815 6,093
- Payment to providers of capital
- Dividend 51,351 24,102 30,241
- Finance cost 1,753 1,666 1,093
- Payment to government* 31,772 39,773 39,411
- Community investment 140 137 141
Economic value retained
- Retained earnings 15,073 13,246 17,344
- Net profit 20,514 22,218 34,883
- EBITDA 51,720 56,623 61,436

*Payment to government includes corporate tax and other payments to the NBTC, TOT and CAT.
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About this Report...What’s in it, what’s not’

This is AIS’ first stand-alone sustainability report, which addresses a broader range of sustainability issues
than previous publications, and covers the period from January 1, 2012 to December 31, 2012, our annual
reporting cycle. Throughout this report, ‘AlS’ and ‘the Company’ refer to Advanced Info Service Public Company
Limited (AIS) and its subsidiaries.

Content

For this report, we first identified stakeholders we perceived to be of strategic significance to us, and then
conducted interviews with relevant internal stakeholders to more deeply understand the key players in AIS’
value chain.

Our sustainability strategy, presented in this report, is based on five focus areas, or sustainability issues, that

we identified to be of the greatest significance to AIS and our strategic stakeholders. For each area, we set

broad goals based on where we stand today on these issues, and where we would like to be.
Boundary"
In identifying the boundary of this report, we considered all entities over which AIS has control or influence, in

addition to any entities to which we are indirectly related. However, we would like to highlight that, as this is

the first year of reporting, data was not always available or complete, and we have noted this where relevant.
GRI guidelines

This report follows the Global Reporting Initiative (GRI)’s reporting guidelines, version 3.1. We self-declare
that this report complies with a B level report. Where possible, we have also provided data in accordance with
the pilot version of GRI’s Telecommunications Sector Supplement. For more information on GRI guidelines,

please visit www.globalreporting.org.

Contact: Investor Relations, email: investor@ais.co.th, phone: +662 299 5014
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Our sustainability approach

Message from the Chief Executive Officer"”
The rapid development of information and communication technologies (ICT) in recent years has profoundly redefined

the way we live and work — bringing as it has unprecedented efficiency, convenience and enjoyment to our lives. As a

communications provider, we are proud to have been, and continue to be, a part of this continuing technological revolution.

At AIS, valuing our people, the environment and society is an integral part of the way we have done business over the
last 20 years or so — and we have strived to take account of them in our decision-making. However, we have always
desired to go beyond simply responding to issues as they arise: through our capabilities as a network provider, our
deepest wish is to be able to truly inspire people, from all walks of life — and empower them to improve their lives and
businesses in meaningful ways. We now recognize that the time has come for us to take our aspirations for sustainability
to an even higher level — and are wholeheartedly committed to achieve this larger goal.

Certainly, this year, we believe we have been living our brand vision, always seeking to provide our customers with the
‘best customer experience’ by developing quality and innovative products that are personalized to meet their needs.
As we move into 2013, we look forward to introducing our customers to even more cutting-edge products and services

crafted to help them meet their true potential.

Over the course of 12 years, we have continued to focus our efforts on the four core values of responsibility to the
environment, responsibility to consumers, responsibility to employees, and social contribution and community
development. However, in recognition of the fact that our long-term success is becoming more intimately connected to
our relationships with our key stakeholders as well as the environment, we decided this year to further develop our formal
sustainability strategy, and publish our very first sustainability report. The process involved expanding our sustainability

strategy beyond our original four core values to cover the five focus areas included in this report.
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Our sustainability strategy is based around our key stakeholders who, apart from our customers, are the community
(both the communities in which we operate, as well as society at large), our partners (contractors, dealers and other

business partners), our people, and the environment.

We are aware of how important it is to understand the needs of the communities in which we operate, in a strategic,
integrated and systematic manner, and to develop appropriate responses to meet those needs. While this is something
we do on an ongoing basis, we are working on developing tools and methods to improve our performance in this area -
particularly with our 3G roll-out activities. We are also committed to leveraging our communications strengths to respond

to the larger societal issue of education in Thailand, and plan to launch our exciting flagship program later this year.

At the same time, we are working on preparing our organization for the future, both by building visionary leaders
and creating opportunities for our people to continually learn and develop in order to spearhead AIS’ sustainability
initiatives — and potentially help to shape Thailand’s sustainability agenda in the future.

We also understand the importance of our partners to our business throughout our operations. Very often, our partners
indirectly represent us among our customers, the communities in which we operate, and broader stakeholders. For this
reason, we believe that it is important for us to share in the responsibility for their behavior and performance as they
work with us, and are currently looking for ways to formalize this. The importance of building sustainable partnerships
with our contractors is heightened with the current expansion of our 3G network, whereby contractors are beginning
to enter into new communities to build the necessary infrastructure. Recognizing that our partners also need to grow
as we grow, we will continue to deepen and expand the technical, soft, and practical skill-sharing that we have already

successfully implemented with Telewiz, our exclusive channel for products and services provision.

Last, but not least, our sustainability vision captures our wish to contribute to greening our future. We are committed to
doing what we can to minimize our impact on the environment in our operations, while also enabling our customers to
do the same. This will be accomplished through continuously innovating and developing environmentally-conscious
products and services, as well as further developing our well-known “Green Network”, which focuses on energy-saving

and renewable energy at base stations.

In this report, we set out our sustainability vision and strategy — what we have done to date and how we are continuing
to work toward achieving them. We know that there is still a very long way to go, but want to share this next step in our
journey toward sustainability with you, our stakeholder, and look forward to continuing on this road together, so that
we can, to the best of our ability, connect your world to our common future.

Lthhin, SR =

Mr. Wichian Mektrakarn
Chief Executive Officer
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Understanding your world

Sustainability has always been an integral part of our culture and operations, and this year, AlS has taken
further steps forward to enhance and systematize our sustainability practices, to bring greater value to not
only ourselves, but also to our stakeholders.

viii

The Sustainable Development Committee
The Company’s Sustainable Development Committee encompasses every function of AlS and is responsible
for the implementation of our economic, environmental and social policies, with the aim of guiding us toward
our goal of attaining a global standard of sustainability.

The Sustainable Development Committee comprises 13 key executives including all top managements and
operational unit heads from Operations, Marketing, Customer Management, Human Resources, and other
departments. The committee is responsible for setting the direction of our sustainability strategy and ensuring
that the initiatives implemented are managed efficiently and effectively.

The committee meets regularly to assess our performance and determine the way forward.

Engaging our stakeholders”

AlS engages with its relevant stakeholders on aregular basis. We interact with them through different channels

of communication, with the ultimate objective of understanding their concerns and expectations.

We have filtered the key expectations that have arisen through the process of stakeholder engagement and

summarized them in the following table.
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Stakeholder™ Communication Channel/Engagement Method Key Expectations

Employees

Regular performance reviews and employee

perception surveys
Direct communication
Newsletters

Intranet

Reports

Weekly radio talk

Town hall meetings

Financial stability

Personal and professional
development

Compensation and benefits
for self and family

Work-life balance

A culture of learning

Shareholders

Direct communication
Annual reports

Annual general meetings

Regular print and electronic communications

Financial growth
Stable dividends

Reputable company

Website
Partners/ Dealers/ Meetings Financial support
Contractors
Reports Workplace safety
Training Support to improve skills and
knowledge
Win-win partnerships
Customers Commercials/advertisements Quality service that meets the
demands of different lifestyles
Telewiz
Being able to stay connected
Customer voices anywhere, anytime
Social media (Twitter/Facebook) Excellent service at affordable
prices
Customer satisfaction survey
Website
Community Direct communication Safety
Newsletters/print materials Community support
Community consultation An undisrupted, if not
improved, lifestyle
Support through local community
leaders Improved access and quality
of education (society level)
Government Direct communication Transparent disclosure

Newsletters

Reports

Compliance with regulations

Partnerships to improve the
well-being of all citizens
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Materiality™

This year, for a more focused and structured approach to sustainability, we conducted several workshops to

develop AIS’ own materiality assessment with the following process.

Identifying our sustainability issues

We identified the key social and environmental risks and opportunities associated with our business strategy,
both current and future, across our value chain. In addition to reviewing the key megatrends impacting the
telecommunications sector and performing a media and competitive scan of the key issues highlighted by our peers
in this sector and beyond, 20 AIS senior executives from various operational units also helped to validate these
issues. Overall, we identified several issues, which formed the basis for our understanding of what is important
to our stakeholders and what is important to our business, leading to the final selection of material issues.

Understanding what’s most important to our key stakeholders
In the process, we identified our key stakeholders across the AIS value chain, and discussed their strategic
importance to our business, considering both their impact and dependence on us. Based on this assessment,

we identified those issues of the greatest significance and concern to these stakeholders.

As this is our first year formalizing our materiality assessment procurement, in light of our efforts to further
enhance our long-standing sustainability strategy, we agreed that the initial assessment of stakeholder concerns
would be performed internally, and based our appraisal of stakeholder perceptions on the experienced views

of those AIS people closest to them.

For each of the issues selected, we assessed both our stakeholders’ perceived level of concern and its

importance to our business.

Understanding what’s most important to our business

In terms of importance to our business, each issue was assessed in terms of its level of actual or potential
impact on our business values, for example, revenue, cost and reputation. Those issues that were identified
as being both of significant concern to stakeholders and of high importance to our business were selected

as our material issues.

Xiii

Sustainability challenges & opportunities

The key sustainability challenges and opportunities that AIS must face in the coming years are likely to revolve
around those issues identified from our materiality assessment — namely those concerning community, partners,
people, customers and the environment. These challenges and opportunities will arise not only from the impact
we have on these issues and stakeholders, but also from the risks these emerging sustainability trends pose

to our business performance - and even our business survival.
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Community The community is an especially important stakeholder this year as the Company commences the
expansion of its 3G infrastructure. The communities directly surrounding AIS’ base stations play a key role
in our operations, and we are committed to ensuring that we do our best not only to conduct our business in
a way that accounts for their views, needs and concerns — but that reveals new points of collaboration and

innovation with them through which we can create shared value between us.

We also believe that the impact we can make as a telecommunications service provider should extend to
society as a whole, and address an issue that truly matters to Thailand. In this connection, we have chosen
the critical issue of education, with a focus on leveraging our network and technology expertise to raise the
profile of the nation’s most inspiring teachers, young people and other role models — and share their knowledge
and wisdom with society at large.

Partners The success of our company relies considerably on our partners — from the beginning of the value
chain through our contractors, to the end of the value chain through our dealers. Working side-by-side with
us throughout our operations also means that our partners indirectly represent our values — brand, prestige
and identity — to our customers, the communities in which we operate, and our broader stakeholders. As such,
we believe that it is important for us to share in the responsibility for their behavior and performance during
the course of their work with us. The importance of building sustainable partnerships with our contractors is
heightened by the current expansion of our 3G network, whereby contractors are starting to enter into new

communities to build the necessary infrastructure.

People As the world continues to face increasing social and environmental challenges, today’s leaders are
facing a much broader set of challenges than ever. To ensure that our success to date carries on into this
uncertain future, it is critical that we build “visionary” leaders. Furthermore, as a network provider, we want
our people to have opportunities to receive constant, relevant training and development so they will be able to

keep up in arapidly changing world. It is also important to us that they feel engaged and happy while doing so.

Customers Our customers continue to be one of our most important stakeholders. With telecommunications
such an essential part of our customers’ lives and society moving toward a digital lifestyle, we see AIS on the
front lines of a mission to empower people to make their lives and businesses more meaningful. At the same
time, changes in customer behavior and preferences present a continual challenge to AIS as we strive to
anticipate ever-changing demands, meet — and exceed - customers’ expectations, and strengthen customer

engagement with our brand through our service quality.

Environment With the climate change crisis becoming more acute, AlS is committed to contributing to green
growth and aims to manage its environmental impact, both internally and externally. Our products and services
have the potential to not only mitigate our environmental impact, but also to create value and empower green
consumption. At the same time, our green network initiatives and electronic services development projects

respond to the growing pressure for business to become more environmentally aware.
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Our sustainability strategy™”

The emerging challenges and opportunities trigger us, as a leading company in Thailand, to take action. Our
sustainability strategy is framed around five focus areas, which are, in turn, related to five key stakeholders.
Considering all of our stakeholder needs and expectations, we strive to find a balance between enhancing
our business performance while remaining focused on the social and environmental risks and opportunities
involved. Our sustainability strategy is one that is founded on AIS’ position in the market as a developer of
innovative user-friendly products and services that empower people to improve their lives and businesses in

meaningful ways, and AIS’ hope to connect “Your World” to our common future.

Community: Bringing our society together

¢ To thoroughly understand and take account of the needs of the direct community, and develop the
appropriate strategic, integrated and systematic responses to ensure our social license to operate.

+ To leverage our strengths as a network provider to meet the needs of the larger society and be viewed as
an industry leader in a socially responsible business.

Partners: Building sustainable partnerships
¢ To share the responsibility for our partners’ behaviors and actions.
¢ To build win-win partnerships through mutual growth.

People: Growing our people with their strengths

¢ To develop visionary leaders with our brand character.

e To create opportunities for people to learn and develop so that they can guide AIS toward its goal within
the framework of sustainability.

Customers: Providing the best customer experience

+ To provide the best customer experience while tapping into new markets through deep insight into people’s
needs, personalized products and services that meet those needs, and unparalleled service that says we
will do our best to assure you live in “Your World. Your Way”.

Environment: Greening our future

¢ To develop innovative, yet easy-to-understand and environmentally-friendly, products and services that
will empower people today and meet the needs of future generations.
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Public policy position

The National Broadcasting and Telecommunications Commission (NBTC)*

Under the Act on Organization to Assign Radio Frequency and to Regulate the Broadcasting and
Telecommunications Services B.E. 2553 (2010), the National Broadcasting and Telecommunications
Commission (NBTC) promulgates guidelines to assure that all network providers perform effectively, operate
fairly, respect the public interest, and ensure that our customers receive a high standard of service. As such,

AlS is positioned to report to the NBTC to ensure regulatory compliance in the following areas:

« Cell phone service: technical standards, voice quality, ease of access to products and services.

e Cell phone numbers: monthly reporting of all network numbers.

e Complaint remediation: final report on complaints, remedies and outcomes.

¢ Electronic filing system: reducing paper consumption to save energy and become more efficient for the
benefit of both service providers and their customers.

The International Commission on Non-lonizing Radiation Protection (ICNIRP)*"

AlS is in compliance with ICNIRP guidelines on exposure to radiofrequency (RF) emissions from base stations,

which includes the safe construction of towers, evaluating electromagnetic field emissions from base stations,

displaying warning signs and providing information and public awareness materials on electromagnetic field

emissions from base stations, operating a complaint center to find solutions to any problems, and always

using world-class devices and equipment.
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Bringing our society
together




Five paths toward a better world

Bringing our society together"

VISION

¢ To thoroughly understand and take account of the needs of the direct community, and develop the
appropriate strategic, integrated and systematic responses to ensure our social license to operate.

+ To leverage our strengths as a network provider to meet the needs of the larger society and be viewed as
an industry leader in a socially responsible business.

RATIONALE

The community is an especially important stakeholder this year as we commence the expansion of our 3G
infrastructure. The communities directly surrounding AIS base stations play a key role in our operations, and
we are committed to ensuring that we do our best not only to conduct our business in a way that accounts for
their needs, views and concerns - but also to discover new points of collaboration and innovation with them
through which we can create shared value.

We also believe that the impact we can make as a network provider should extend to society as a whole.
In addition to the extensive role we play in making our society a better place, this year we have made additional
efforts to address an issue that truly matters to Thailand. In this connection, we have chosen the critical issue
of education, with a focus on leveraging our network and technology to raise the profile of the country’s
most inspiring teachers, young people, and other role models — and share their knowledge and wisdom with

society at large.

The road ahead

Beyond compliance, we strive to be accepted by all the direct communities in which we operate through a
strategic understanding of, and response to, their concerns. Further developing our comprehensive index of the
needs of our communities is the first step toward our goal of being a leader in a socially responsible business.

In the years ahead, we will move forward with leveraging our strengths as a network provider to meet the
needs of the larger society through our flagship program, which is in development. Although we are currently
involved in Sarnrak, and other social development programs, we will be ready to more actively focus on society
as a whole once the 3G infrastructure is firmly established. By using our network, innovation, and name in the
marketplace, AIS aims to paint a clear picture for the community of our dedication to helping to transform the

accessibility and quality of Thai education — and, ultimately, Thai lives.
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FRAMEWORK

Bringing our Society Together

Focus area

¢ To thoroughly understand and take account of the needs of the direct community,
and develop the appropriate strategic, integrated and systematic responses to ensure
our social license to operate.

¢ To leverage our strengths as a network provider to meet the needs of the larger society
and be viewed as an industry leader in a socially responsible business.
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Understanding the needs of the direct Leveraging our strengths as a network
community provider to meet the needs of the larger
society

* Engaging with the direct community * Adopting socially responsible behavior
through community profiling, and contributing to society’s betterment
community relations, and landlord
management « Sharing knowledge and wisdom with

students
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Understanding the needs of, and engaging with, the direct community

Our direct community includes those that surround our operations and/or are affected by our company’s
operations. AIS must actively seek to understand the needs of those in the direct community and engage
with them to best respond to their requirements, as they are among our most critical stakeholders. Engaging
with the community allows us to address the community’s concerns while also ensuring that we understand
and respect the local culture and norms. We believe that fostering deep, long-term relationships with the
communities in which we operate in this way will not only enhance the social value of our activities, but also
minimize any unnecessary misunderstandings and conflicts — and create new opportunities, such as new
pools of local talent, and associated cost reductions. To date, AlS has taken steps to secure our social license

to operate through intensive community profiling, community relations, and landlord management efforts.

Engaging with the direct community through community profiling, community
relations, and landlord management

Community profiling™

This year, we established 300 pilot sites to study and understand the communities surrounding our base
stations using the Community Relations Index (CRI). The CRI helps us to identify, mitigate and mediate potential
issues in communities that are liable to have complaints. In the future, we plan to further develop and refine
this tool to make it even more accurate in identifying risks so that we may more accurately study the profile,
demographics and characteristics of each community, and implement activities that respond to the needs of

the community while not compromising our business direction.

Community relations™

We continue to engage with the direct community to ensure common understanding of our operations
through public hearings and the distribution of leaflets and other relevant information. Public hearings are a
compulsory activity that we undertake to secure the trust of our surrounding direct community. Through these
events, we are able to educate the community on what changes, impacts and opportunities will arise from the
establishment of our infrastructure. Moreover, in the course of our engagement, we ask a series of questions
to gauge the community’s perception of AIS, thereby gaining a better understanding their views, needs and

concerns. We then develop initiatives to best respond to them.
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XXi

Landlord management
Since landlords are one of the most important stakeholders in our base station acquisition and maintenance
activities, it is important for us to focus on forming strategic win-win relationships with them. From the acquisition
phase, we believe it is imperative to engage in a dialogue with landlords. Once a common understanding and
approach has been agreed to, we then work to maintain good relationships with them in an open and constructive
manner. All of our infrastructure development and siting of masts and transmission sites are approved by our
landlords and signed off on by the local government and regulatory stakeholders. We also actively position
ourselves to respond to any complaints, questions or demands from our landlords, and monitor them through

our information database. Essentially, our objective is to come up with proactive win-win solutions for mutual

benefit and growth with our landlords, as well as other key stakeholders.

Leveraging our strengths as a network provider to meet the needs of society

We are aware of our vast potential as a network provider to make a significant and lasting contribution to the betterment
of Thai society. Our vision is to be able to employ our strengths to meet the critical needs of today’s society — and,
one day, be seen as the industry leader in a socially responsible business. In this connection, we have chosen the
theme of education as the first social issue that we would like to address. In particular, we feel that more needs to
be done to raise the profile of the nation’s most inspiring teachers, young people and other role models — and share
their knowledge and wisdom with society at large —and that our network is the ideal vehicle through which to do this.

Adopting socially responsible behavior and contributing to society’s betterment™
Our social development programs reflect our dedication to society at large and are based on four guiding
pillars: supporting family values, praising social role models, creating opportunities & helping society, and

encouraging employee involvement in volunteerism.

Supporting family values

Our renowned Sarnrak program started out with the aim of supporting and promoting family values. With
the belief that the family is the foundation for a better society, AIS launched the program in 1999, and has
continued to support the growth of quality individuals in Thailand with a focus on family values. We have seen
the importance of the family unit in the Thai context since ancient times, and witnessed the deterioration of
the family bond, which has led to numerous problems. AlS wishes to re-build the family bond and has hosted

family rally activities, launched commercials, and published journals in support of Sarnrak.

Praising social role models
Under the social role model pillar, we have established the “Sarnrak KonGeng Huajai Grang” program, which

features and praises positive role models. We believe that society at large can be changed in a positive way
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through passionate and focused social role models who can help shape our future in a constructive and

inspiring way. Through our network, we aim to profile those role models who strive for a better future.

Our documentary, entitled “Sarnrak KonGeng, Huadai Grang” (Strong Heart, Great Person) has been airing
every week since 2001 and continues to this day on Channel 5 as part of the Thai TV Global Network (TGN)
and Voice TV. The program features true stories of Thai youths who face family problems and lack educational
funding, but nevertheless make the effort to excel in their studies. Through it, we aim to create role models for
Thai youngsters by commending those who do good work, are loyal, helpful and grateful to their families, and
strive for a better future through education. The Company gives cash support in the amount of 10,000 baht at
the onset of each youth’s selection into the program, and supports the annual tuition fee for them through the
completion of their bachelor’s degrees. Today there are 540 youths in the project, 74 have graduated with a
bachelor’s degree, and AlS has donated approximately 25 million baht’s worth of scholarships in this program
since its creation in 2001, 3.2 million of which in 2012.

The program also gives young people the opportunity to see the world beyond the classroom through the
sharing of experience and various activities like traveling to see Thailand’s landmarks first-hand and receiving
coaching to encourage self-promotion, self-knowledge, recognition of our own and others’ values, and practical
problem-solving, in the hope that these life skills will improve their future.

Creating opportunities and helping society

To develop Thai society and give back to our beloved land, we feel that it is our responsibility to create
opportunities and help everyone in our society. Whether it is students who lack opportunity, disabled persons,
or those affected by natural disasters, AlS is always ready to jump in and use its strength as a network provider
to lend a hand.

AIS’ flagship call center career-building program for the disabled is one of our most distinguished projects,
creating opportunities for the blind and the deaf. Working with the Foundation for the Blind in Thailand under
Royal Patronage since 2007, we have set up a call center for the blind at which we provide operational tools,
job training, and compensation and benefits of a standard comparable to our general staff. We have now
expanded our reach beyond the blind and currently employ 31 blind, eight deaf, and eight amputees. Seeing
the physically disabled as no different from the physically fit, we wish to create equal opportunities for the
disabled to have a job with a steady income to support themselves and their families, while feeling pride and
confidence in who they are.

ICT Free Wifi is another one of our renowned projects. Working in collaboration with the Ministry of Information
and Communication Technology (ICT), the aim of this project is to make free hi-speed internet access available
to Thai people nationwide. The project is aligned with the Smart Thailand Policy, the ultimate objective of which

is to create opportunities for people to connect wirelessly to various sources of knowledge.
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Encouraging employee involvement in volunteerism

Our people are our representatives, and it is important that they see their role in adopting socially responsible
behavior and contributing to the betterment of society. We wish to cultivate social consciousness and encourage
employee participation in our community contribution programs. This is accomplished through our encouragement of staff
participation in the Sarnrak project, merit-making, blood/organ donation, and in designing and implementing their own
projects. Itis our wish that our employees live our brand value and be actively involved in making society a better place.

These four pillars form the basis of our social contribution programs, and we wish to scale up on these existing
projects toward our strategic goal of education. Once the 3G infrastructure is firmly established, we can focus
our strengths on our existing Sarnrak program, role model appraisal program, opportunity creation program,
and employee encouragement programs, as well as develop innovative new programs that will enhance the
lives of the Thai population through improved accessibility, quality, education, knowledge and development.

Sharing knowledge and wisdom with students

With a focused theme of education this year, it is our priority to share knowledge and wisdom with society at
large by scaling up many of our existing projects and through whatever other means possible. From classroom
learning to general knowledge exchange, we aim to support education in all forms. More than just donations,
we have worked hard to develop initiatives that use our key capabilities to promote education to society as
a whole. We have scoped our focus this year on providing opportunities for students, but look forward to
engaging and sharing knowledge with teachers and parents in the years ahead, in order to strengthen the
educational system for the entire Thai population.

Partnering with universities
With an eye on our future talent pool, we work with several universities to design “knowledge sessions” on a
variety of practical subjects. We also aim to impart knowledge to university students, and provide them with

the opportunity to understand what the working life is like, by offering internships at AlS.

Seminars
Last year, we held our fifth seminar for university seniors throughout the country to prepare grads for jobs
and the job interview process.

The first seminar was held in 2007, when it was limited to Bangkok. A year later, we covered not only the
capital, but Chiang Mai, Khon Kaen and Surat Thani, and we have been extending the geographic reach of

the seminar year by year ever since. By 2012, we had reached eight provinces and 4,170 students.

Provincial Seminars in 2012 and Number of Student Attendance

¢ Bangkok 517 students e Korat 219 students
e Chiang Mai 548 students e Petchaburi 380 students
e Pitsanulok 615 students e Nakorn Pathom 973 students
¢« Khon Kaen 402 students e Songkla 516 students
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Student field trips

Our telecom field trips for Matayom 3 (middle school) students give us an opportunity to share some fundamental
knowledge about telecommunications technology and treat the youngsters to a presentation by an expert
speaker. The objective is to encourage the students to seek a deeper understanding of technology, so they

can not only effectively apply it in their daily lives but perhaps even pursue it later as a career.

Company tours
On company visits, students and employees from both the private and public sectors are welcomed to AlS and
receive briefings on company operations in the hope that this information will be helpful in further developing

their own organizations.

Tutoring (online admissions tutoring and O-NET tutoring)
Under the “Click for U by One-2-Call! Season 2 Gateway to Universities” project, AIS helped to arrange
online admission examination tutoring and “Click for Clever” materials offers helpful documents that can be

downloaded for free from the AlS bookstore.
One-2-Call! has worked in collaboration with Thaicom to produce an educational program called “Tutoring 2

Kids: O-NET for Primary School Students” in which all subjects in the Thai curriculum are broadcast through

DTV satellite. Previous O-NET test materials were also provided to enhance the program.
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Building sustainable partnerships

VISION

¢ To share the responsibility for our partners’ behaviors and actions.
e To build win-win partnerships through mutual growth.

RATIONALE

The success of our Company relies considerably on our partners — from the beginning of the value chain through
our contractors, to the end of the value chain through our dealers. Working side-by-side with us throughout our
operations also means that our partners indirectly represent our values, namely brand, prestige, and identity,
to our customers, the communities in which we operate, and our broader stakeholders. As such, we believe
that it is important for us to share the responsibility for our partners’ actions and behavior.

Our partners can be broadly categorized into two groups:
e Upstream (implementation and maintenance contractors)
+ Downstream (authorized dealers and retailers, content and application developers and others)

The importance of building sustainable partnerships with our contractors is heightened by the current expansion
of our 3G network, which requires that they enter into new communities to build the necessary infrastructure.
It is important that our partners feel safe at work, and can thus perform with quality and care. At the same
time, we strive to build long-term relationships with dealers and other downstream partners to increase the
level of our partners’ capabilities while also creating opportunities that ensure complete market penetration
of every customer segment. Approximately 97 % of all our transactions are conducted through dealers and
electronic channels.

Our “ecosystem strategy” allows us to work closely and productively with our partners in all aspects, which

is essential if we are to ensure the delivery of high-quality services to our customers.

The road ahead

AIS plans to continue to develop its partners and lead the way in encouraging sustainability as a shared strategy.
As a first step, we will ensure our contractors’ compliance with the social and environmental responsibility
guidelines and standards we are currently developing. To achieve this, the training and development offered
to partners must include our values and sustainability vision, in addition to technical, social and environmental
standards. We will also work on ways to leverage the customer insights received from our downstream partners,
and share them with our contractors. These steps are essential to achieving win-win partnerships in the future,
and will ensure our position as a leader in delivering the “best customer experience” in a way that also helps
us achieve our sustainability goals.

AIS SUSTAINABILITY REPORT 2012 | 21



FRAMEWORK

Building Sustainable Partnerships

Focus area

* To share the responsibility for our partners’ behaviors and actions.

¢ To build win-win partnerships through mutual growth.
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Sharing responsibility for our partners Building win-win partnerships through
behavior and actions mutual growth

* Committing to responsible * Training and development courses
procurement practices and policies to raise our partners’ standards;
differentiating AIS from other service
 Communicating and embedding the providers through partnerships that give
AIS Way into our partners AlS a competitive advantage

Initiatives
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Sharing responsibility for our partners’ behavior and actions

As our partners can sometimes be indistinguishable from us, and play a vital role in the success of our business,
we are well aware of the interdependencies between AIS and our supply chain. We are committed to sharing
responsibility with our upstream and downstream partners, through responsible practices and policies, as well
as ingraining the AIS way - our characteristics and values - into our partners. Toward this end, we undertook
a number of initiatives to highlight the importance of sustainability practices along the entire supply chain for
all our key partners.

Commiitting to responsible procurement practices and policies

Upstream

AlS’ partners are carefully selected to help us provide our customers with the best quality products and services
that match our values. As a first step, we have implemented a sustainable procurement policy that defines
safety standards for our suppliers and contractors. AlS’ tender process follows internationally recognized
procurement standards, and our partners’ workplace must meet certain safety and health regulations. We
are committed to upholding health and safety standards in our suppliers’ production processes, as well as in

our contractors’ implementation and maintenance standards.

By the same token, our sustainable procurement policy highlights the importance of fair practice and human
rights. Our vendors must not use child or forced labor nor have a history of using child labor. In our hiring

policy, we ensure that our hires meet the minimum working age.

We recently enhanced our sustainable procurement policy to incorporate environmental considerations. When
selecting our partners, we now conduct a comprehensive evaluation that includes assessing our suppliers’

measures to reduce their environmental impact.

The trigger for our sustainable procurement policy was our international vendors, who have encouraged us to
adopt global best practice policies. We have integrated what we learned from our international vendors with
the appropriate local requirements, as well as our own sustainability goals, to form the basis of our sustainable

procurement policy.

Downstream

Similarly, customized dealers, retailers, content providers and software and technology vendors must adhere
to the same standards that we place upon ourselves. We are selective in partnering with those who share our
values and standards. To minimize inappropriate content communicated to our customers, we set a clear
standard regarding what is and what is not acceptable to AlS and our customers. We select our partners based

on those standards, and continually monitor their activities to ensure that the guidelines are met.

Going forward, we wish to enhance the requirements that we currently set out for our partners by incorporating

additional dimensions to ensure a truly sustainable supply chain. In our new tender process, we will encourage
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our partners to continually improve their performance, with the aim of achieving win-win growth. Moreover,

AlS wishes to develop these standards into a formal code of conduct. This may eventually require a vendor
audit plan to ensure our partners’ compliance.

Communicating and embedding the AIS way into our partners

AlS has taken initial steps toward sustainable actions and behaviors with our partners, particularly focusing on
Telewiz. Telewiz is our exclusive partner which has the rights to sell our products and services and to provide
registration and payment services for GSM Advanced customers. Telewiz is one of the key channels that
contribute to our business growth. We have taken various steps to strengthen our partnership with Telewiz,
earning their commitment and dedication to us. The AIS Way for Telewiz program emphasizes the important
role of service in the success of any organization and provides training on those “unexpected services”
that can be requested by customers. In addition, through the training we provide to Telewiz employees on
“The AIS Way”, our dealers can now successfully deliver our company’s message in a way that is responsible
and meets our standards. As a result of these efforts, we are able to maintain confidence in our partners’
actions. Not only do our partners benefit from the increased technical and professional knowledge, but our

customers can also take comfort in the service they receive from AIS’ partners.

Our Telewiz partners are identified and monitored using similar standards as our upstream and vendor partners.
We have a strict rewards and penalty system in place to control the quality of these dealers, as well as a team
that regularly visits them to ensure quality of service. Our future plan for Telewiz is to bring further improvement
in service provision by investing in the people that currently work, or in the future will work, as Telewiz agents.
One methodology to achieve this is to recruit personnel from AIS’ head office to work at Telewiz and foster in
them the AIS way in order to ensure that our Telewiz agents truly understand and become a part of the AIS
culture, sharing our endeavor to attain sustainable actions and behavior.

Building win-win partnerships through mutual growth

We work hard to train and develop our partners both personally and professionally, knowing that our success

depends on theirs. We aim to develop new partners as well as strengthen our existing ones.
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Training and development courses to raise our partners’ standards: differentiating
AIS from other service providers through partnerships that give AlS a competitive
advantage

Developing new partners

AtAIS, we believe in building ecosystems in which to grow together with our business partners. With people’s changing
demands for a digital lifestyle, we envisage a future in which our business incorporates more products and services.
These products and services cannot be developed by AlS alone, but rather require the cooperation of content and
application developers as well. Our “AlS the StartUp” project reflects our need to grow together with our partners.

By acting as a business incubator, we lend a helping hand to young idea-generators to develop and market
their products commercially. AIS the StartUp is aimed at building and expanding a community of content
developers — a key element in the telecommunications ecosystem — who will become our long-term business
partners. Targeted toward young, energetic, hungry-to-succeed, entrepreneurial-spirited individuals who
are eager to develop mobile digital content and applications, this program provides participants with access
to business and technical consultancy, market intelligence, networking, and facilities to develop their own
business ideas from concept to commercialization. It also provides access to “gurus” and well-known experts
from whom they can solicit advice on various fronts essential to making a business successful. Depending
on the potential of the project, participants with innovative ideas may be granted financial support from
potential investors or venture capitalists. Moreover, the network that AIS has established with the private
sector, technology partners, and the regional market, makes it possible for participants to expand their idea
to a much larger scale, and potentially serve the needs of not only AIS’ customers, but also other international

customers outside of Thailand.

Strengthening existing partners
We are committed to our partners’ success in many ways, and this is most evident at Telewiz, where a number
of our initiatives aim to enhance our partners’ technical capabilities, teach lifelong problem-solving and

customer service skills, and provide financial support.

The AIS Channel Business Forum increases the capabilities of our wholesale agents across the country.

¢ Fundamental Knowledge Courses fully equip our nationwide distribution channels with 3G, MNP and
new application readiness.

* Soft Skills Courses allow Telewiz to develop essential sales skills among its employees.

¢ Device-Setting Courses allow Telewiz shop employees to strengthen their device-setting skills like
connecting to internet servers and setting up accounts for email and other strategic products.

e SFF Courses improve Telewiz employees’ registration skills, for example, taking orders for Application SFF.

+ Internet Protocol Courses equip salespersons with fundamental knowledge of technology and internet

protocol, ensuring that they are able to respond to changes in the operating environment.
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Growing our people with their strengths

VISION

¢ To develop visionary leaders who personify our brand character.

e To create opportunities for people to learn and develop so that they can guide AIS toward its goal within
the framework of sustainability.

RATIONALE

As the world continues to face increasing social and environmental challenges, today’s leaders are confronted
with a far broader set of challenges than ever before. To ensure that our success carries on into this uncertain
future, it is critical that we build “visionary” leaders — integrated thinkers and deft collaborators who are highly
adaptive to people and situations. These leaders should also embody our brand character — and inspire others
to do the same.

As a service provider, our employees are our most important asset in delivering quality service to customers,
as well as meeting the sustainability goals driven by our leaders. We want our people to have opportunities
to receive constant, relevant training and development, in order to keep up in a rapidly changing world, while
at the same time reaching continually higher levels of career — and personal — satisfaction. It is also important

to us that they feel engaged and happy while doing so.

The road ahead

Employees need to be continually nurtured and offered learning and developmental opportunities. At AlS,
we are committed to continually providing best-in-class human resource development that takes care of our
people — from the selection of talented recruits, to engaging with employees and developing them personally
and professionally, to rewarding and recognizing talent and creating leaders.
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Initiatives

Growing our People with Their Strengths

* To develop visionary leaders who personify our brand character.

» To create opportunities for people to learn and develop so that they can guide AIS
toward its goal within the framework of sustainability

Building a top-tier team

Growing our employees -
from selecting the right
people and nurturing
them, right through to
evaluation and
remuneration

Nurturing talent

Creating opportunities to
learn and develop

Developing visionary
leaders and an
organizational culture

Engaging with our
employees

e Engaging with our
employees to create
innovation
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Building a top-tier team

A top-tier team is the result of attracting, developing and retaining people effectively. We cannot achieve
success without strong and dedicated human capital. Human resources have always been our most valuable
asset, and their role in the organization is even more vital now in our drive toward sustainable development.
The Company has promised its employees that “AlS is ready to grow together with you” — a promise of
advancement opportunities and a good standard of living that is realized by the way we manage work and
the considerable lengths we go to in our desire to establish a family culture. This co-creation creates a caring
bond between the employee and the Company and makes AIS a “yes” organization for everyone.

The AIS workforce™

Total employees

2010 2011 2012

Breakdown by employment type

32% 35%
68% 65%

2010 2011 2012

@ rPermanent @ Contract

Breakdown by gender

40% 40%
60% 60%

2010 2011 2012

@® Mmake @ remale
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Growing our employees - from selecting the right people and nurturing them,
right through to evaluation and remuneration

Selecting the right people

Knowledge, ability, creativity and talent are the forces that drive the success of our business, and the competition
for people with these attributes grows more intense by the day, making employee recruitment and selection a
vital part of our operations. For this reason, we have upgraded our human resources methods and tools, both
technically, for example utilizing psychology and statistics, and by raising our standards to a top-tier level
with an aim to recruiting qualified personnel with the ability and potential to be a major driving force within

the Company who can scale-up and build on our successes quickly.

Toward this end, the Company has organized a range of activities that promote the development of knowledge
and skills before people even enter the workforce to prepare them for the road ahead. These include our “Moving
Toward a Brighter Working Life” projects that advise fourth-year university students on the job application
process and impart the knowledge that will allow them to prepare and better adapt to working life; a university
road show; and our “Growing with AIS” summer internship program. AlS also provides scholarships to mid-
career professionals in the telecommunications and information technology industries.

Performance and remuneration
Our Performance Management System begins by setting targets that are determined together by employees
and their supervisors, and includes systems consulting and coaching, performance appraisal and feedback.

Xxiv

100% of our employees receive regular performance and career development reviews.
For executive compensation, the Company utilizes the “3P Management Principles”:

Pay for Position: At AIS, compensation is determined by the value of the job function and position, following

a survey of prevailing market rates to ensure that our salary structure remains competitive in the job market.

Pay for Performance: Compensation is determined through a process of appraising the key performance
indicators of both individuals and teams. Following this annual review, employees receive a salary increase,

bonus commission, or other incentive.

Pay for Person: Compensation is determined following an assessment of the level of skill, knowledge and
competency that is reflected in the potential difficulty of finding a replacement for the position, in other words,
supply and demand.

In formulating the 3P System, we research and benchmark with other leading companies, assuring that we

can compete effectively with our peers in the industry and attract both seasoned professionals and promising

young recruits.
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Promoting well-being and work-life balance

Our policies on health, family and society are designed to help our employees operate happily within the AIS family
culture. As a family, we want to create a happy workplace where our employees’ well-being is as important as
our business goals. The Flexi Health Insurance plan, mothers’ milking room, Health Club and Chill Out Zone with
karaoke to relax and Ignite Room to innovate and learn are all intended to foster a balanced and secure life. We
also encourage the establishment of clubs in any area of interest among our people, whether badminton, tennis,
golf, soccer, photography, ethics, diving, basketball or soccer. In the case of natural disasters such as flood or
fire, or during disease outbreaks, we provide support that includes educational campaigns and vaccinations as
benefits for our employees™ . Just as important, we encourage people to spend time with their families, particularly

at important times, and business, birthday, meditation and family medical leaves are readily available.

Benefits provided to permanent and contract employees [LA3]xxv

. Contractual employees

Hospital room with on-call
doctor and nurse v v

Scholarships for
employees’ children

Health insurance v v
Physical therapy v v
Annual health check 7 v
Accident and life insurance v v
Contributions to special events v v
(e.g., wedding or funeral)
Staff promotions on AIS’ v v
products and services
Provident fund* 7 X
AIS Cooperative v v
Health Club v v
v X

XXV

*AlS’ provident fund obligation to our employees [EC3]
In order to help prepare our employees for retirement, the Company has set up a provident fund managed by an external
fund management company that is certified by the Securities and Exchange Commission. The fund is provided under
a voluntary scheme to all permanent staff. Under the scheme, both the Company and its employees are required
to contribute equally to the fund at a fixed rate of 3%-7% of their salary, based on the employee number of service

years at AIS. Employees who stay with us for more than 8 years are entitled to receive a maximum contribution at 7%.
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These various retention programs and benefits have resulted in reductions in the turnover rate in recent years.

Average turnover rate

2010 2011 2012

XXViii

Keeping people safe

To reduce the rates of injury, occupational diseases, absenteeism and work-related fatalities, AIS works in
partnership with our employees and contractors to operate a safe workplace and develop new approaches to
issues related to health and safety, for example, medical check-up programs based on health statistics such
as Body Mass Index, disease rates and seasonal diseases.

We never compromise when it comes to the health and safety of our people. A Hygiene and Safety at Work

Committee, comprised of representatives from management and staff, works in accordance with the law

(the Standard for Administration and Management of Occupational Safety, Health, and Environment B.E.

2549 (2006)). We also set up a Hygiene and Safety at Work Committee to supervise each office building and

warehouse. The committee is responsible for planning and monitoring safety, hygiene and the environment

in the workplace, in coordination with other units, to promote and improve the health of our people.

Their activities include:

¢ Auditing safety policy.

¢ Planning and monitoring safety operations.

* Conducting a monthly safety audit and monitoring improvements on issues obtained through research.

e Increasing and streamlining the channels used by the Company’s safety contacts to expedite reports by
employees to the committee.

e Supporting fire prevention and organizing annual fire drills.
Hygiene and Safety at Work Committee members, as well as safety officers, receive ongoing training, as does

their chief supervisor, as a routine part of our preventative strategy for managing the health and safety of our
workforce.
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XXiX

Rate of injuries and accidents during working hours [LA7]

Year Number of incidents Gender
2010 1 Male
2011 2 Male
2012 0 -

Fatality rate during working hours
No employees have died in the past three years (2010-2012).

Absentee rate (LA7)™

2010 2011 2012
Promoting diversity

AIS offers equal opportunity to all and fosters a work environment characterized by tolerance and inclusion for people
from very diverse backgrounds both in hiring and HR management. Our open, merit-based applicant-evaluation
protocol is based on job-related skills, qualifications, abilities and aptitudes, and the selection process focuses
on equality and fairness with comprehension tests and interviews by highly experienced committee members to
ensure maximum transparency. Employment decisions based on attributes other than a person’s qualification to

perform a job — for example, race, gender, religion, sexual orientation or political beliefs — are strictly prohibited.

We also offer equal opportunity to the socially vulnerable, and recognize the unique talents and abilities of people
with disabilities, particularly the deaf and the blind, and 29 are currently working as customer relations personnel
at AIS Call Centers.

AIS strictly abides by Thai labor law, adheres to the principles of gender equality and equal pay for equal work,
and strives to build a harmonious corporate culture with fair, just, effective and flexible labor policies that improve
the efficiency of human resource management and enhance the sustainability of our business. To date, there have

been no incidents of discrimination reported at AIS. **
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Nurturing talent

Continuous learning and development has been identified as an important factor in attracting and retaining
talent. AIS develops its talent pool through education-based development, relationship-based development,
and experience-based development. Education-based development includes local and international training,
workshops, readings and videos that develop new skills and sharpen the intellect so people can perform their
jobs better and take on special assignments. Relationship-based development is a 360-degree feedback
process, combined with coaching and mentor programs from direct supervisors and top management,
aimed at modifying any behavioral traits that could prevent someone from performing at their peak. Lastly,
experience-based developmentincludes project assignments, job rotations and other programs that emphasize
practical experience. The combination of these three development methods allows us to nurture our talent in

a sustainable manner.
Creating opportunities to learn and develop
AlS has a broad range of training initiatives designed to expand the knowledge base of our employees, allow

them to realize their full potential, enhance their interpersonal skills, brighten their career paths, and make
them successful and proud.

XXXii

Employee development by job level [LA10]

Average training hours by job level

500
450
400
350
300

@ Operation Staff

250
@ Management Staff/

Professional Staff

200
@ Excutive

100

50

2010 2011 2012
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XXXiii

Self-development
AlS has created a Competency Development System in several formats - classroom training, workshops,
knowledge-sharing, e-Learning and knowledge management, to name a few - all of which have been
developed to match the knowledge and expertise of our new recruits and imbue in our people from the outset

the importance of taking responsibility for their own self-development.

Knowledge Management Our electronic knowledge base system collects all the content that will be essential

to performing a new employee’s assignments for seven years. The objective is to impart knowledge-sharing,

experience and best practices to support people in working faster, saving costs, minimizing error and leveraging

our success. It also encourages self-development since the database contains content on every aspect of the

Company. In 2012, the 3,500 categories contained 100,000 items, unique users averaged to 4,461 (out of a

total of 9,463 employees), and 12,646 documents were accessed in the last year.

The e-Learning System In 2012, we offered 1,840 self-learning courses in every professional and management

area that were taken by 6,809 unique users - 71.44% of our personnel.

» Customer Service and Customer Care: customer care; handsets and other devices; our customer service
system; billing; promotion consulting; customer service support.

e Customer Care and Device Usage: DNAS (Device, Network, Application, Service), for example, device
usage, the AIS network, applications and services, IP competency and service management skills.

» Management Development and Management Psychology: external content (online distance learning);
content for new personnel and executives; management content, for example, quality decision-making;
AIS corporate sales support.

e Engineering & IT Knowledge: content on telecommunications technology, data & IT.
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Developing visionary leaders and an organizational culture™"

As the world continues to face increasing social and environmental challenges, we recognize that more and
more stakeholders are looking to business to bring value to society. We also understand that in this changing
business, social and environmental landscape, a new sort of leadership — one that is quick to adapt to
customers’ digital lifestyles for example - is required. Toward this end, this year we engaged more than 20
senior executives in a series of sustainability knowledge-sharing sessions and workshops to formalize our

sustainability strategy and develop this report.

We also have a range of general management programs in place designed to groom trainees and sharpen
seasoned executives, because we want to assure that our outstanding high-potential employees — our future
leaders - are preparing for the challenges that lie ahead, while also allowing their true strengths to shine.

We have a range of programs that help us groom our senior management, middle management, staff, and
even our young talent.

Our management training and study program is targeted at senior executives with the objective of enhancing
and broadening management’s perspective of the changing business and social landscape. Management-level
personnel participate in two- to three-month courses domestically and internationally with specified topics
and themes. These programs also allow management to build relationships with other business leaders in
Thailand and abroad.

Executive coaching is a program aimed at developing leadership skills for next-generation leaders among our
mid to senior management through personalized professional coaching in a six-month development plan.

Our regional job rotation and executive trainee programs are for staff to mid management level personnel.
The rotation of job assignments allows our people to learn different methodologies, share knowledge and

experience with key experts in each area, and receive advice and insight from senior management.

The talent program involves training, workshops, role modeling and development, coaching, and sometimes
a complete job change, with the objective of attracting and retaining high-potential young staff and building
fast-track career paths for them. The program also aims to enhance employee engagement with the Company
in the long term, while responding to our need to develop successors. Over the years, we have selected four
talent groups with a pool of 167 people from all business units.

Instilling the AIS culture in our people

Our leaders and staff set the direction of the Company, and embody the essence of who we are as an
organization. This is why it is so important to us that our leaders today, and in the future, develop world-class
standards while demonstrating our vision and culture.
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Living our brand values
The AIS Way@FASTMOVING brings us closer to the goal of ingraining our brand personality with its Triple |

culture and work ethic in everyone at the Company, and helps us pass on our service objective of responding
to every customer’s needs as a single ‘people brand’.

The Brand Personality “iHIP” makes our company’s philosophy come to life. We focus on offering our
stakeholders insightful products and services, informed and helpful staff, innovative ideas, and a professional
demeanor.

The Brand Agent System and Brand Champion in every division have also proven to be significant forces

in supporting the implementation of our brand character throughout the Company.

The AIS culture

AIS is insightful. We wish to understand our stakeholders, predict their needs and desires, and develop
customized services that respond to them.

AIS is helpful. We provide care and attention to our stakeholders by analyzing and forecasting their needs,
giving helpful advice, and ensuring that all of their problems are solved expediently.

AIS is innovative. We are determined to bring creativity and new technology to our products and services
that allow our customers to have new experiences first.

AIS is professional. We aim to deliver our goods and services in a reliable, sincere, transparent, and easy-

to-understand manner, with a sense of ethics that creates trust among our stakeholders.

AlIS SUSTAINABILITY REPORT 2012 | 37



Engaging with our employees to create innovation

Another way we grow our people is by engaging with them. A highly engaged workforce is critical, and to have
a highly engaged workforce we need to place great value on our people and their contribution to our success.
Because we believe that engaged employees are happier at work and more motivated to perform at a higher
standard, AIS places a strong emphasis on employee engagement and has incorporated it into our corporate

balance scorecard since 2007.

AlS has always been devoted to understanding and engaging our employees. Since 2002, we have conducted
an annual employee survey based on such satisfaction drivers as management style, communication, personal
development and recognition. However, from 2008 onward, we decided to expand the dimensions we consider
to better understand our employees and shift from satisfaction to engagement. This shift to the employee
engagement framework has allowed us to measure staff engagement based on six factors that are more
relevant to our employees: people, work, total rewards, opportunities, company practices and quality of life.

Our employee engagement score has been conducted through Aon Hewitt, which has one of the largest
employee research databases for global benchmarking. The results of the survey have been outstanding:

for the past two years, we have been categorized as a high-performance organization (HPO).

With our employee promise to grow “side by side, bringing well-being to everyone”, and valuing our employee
input, we wish to respond to any concerns that are raised and develop initiatives that truly respond to our
people’s demands.

Eureka - recognizing innovation

Eurekais AlS’ initiative to encourage the development of innovative ideas and promote collaborative teamwork
among our staff. Through this challenging opportunity, employees are encouraged to use their entrepreneurial
mindset and propose to management practical project ideas that meet the Company’s strategic objectives.
The ideas that are raised and selected will effectively become actual business solutions.

Since its creation in 2005, the number of people who sign up for this project has increased significantly.
In 2012, more than 270 project proposals were submitted, a 24% increase over 2011. This year, the Eureka Best
Award was presented to a team of engineers who proposed the ‘Cloud SCP Resurrection Project’, a solution
to improve the stability of the pre-paid charging system that was successfully implemented to enhance our
service connectivity with our customers and reduce the chances of revenue loss.

Eureka projects do more than encourage employee innovation — we believe that they give our people a sense

of belonging and achievement that is recognized company-wide. Today, the success and benefits derived

from this project have encouraged us to further develop it into a full-fledged program.
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Providing the best customer experience

VISION

¢ To provide the best customer experience while tapping into new markets, through deep insight into people’s
needs, personalized products and services that meet those needs, and unparalleled service that says we
will do our best to assure you live in “Your World. Your Way”.

RATIONALE

Our customers continue to be one of our most important stakeholders. With telecommunications being such
an essential part of our customers’ lives and the society moving toward a digital lifestyle, we see AIS on the
front lines of a mission to empower people to make their lives and businesses more meaningful. At the same
time, changes in customer behavior and preferences present a continual challenge to AIS as we strive to
anticipate ever-changing demands, meet — and exceed — customers’ expectations, and strengthen customer
engagement with our brand through our service quality.

The road ahead

To create a new benchmark in the telecommunications industry, we aim to empower and inspire people to
achieve more through the use of our service. In order to service the demands of our customers and expand our
customer base, we intend to empower our customers with ever more reliable networks, innovative applications,
personalized products and service offerings, and unparalleled service. In short, we are dedicated to ensuring

customer engagement, customer privacy, and the best customer experience.
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FRAMEWORK

Providing the Best Customer Experience

Focus area

* To provide the best customer experience while tapping into new markets, through deep
insight into people’s needs, personalized products and services that meet those needs,
and unparalleled service that says we will do our best to assure you live in “Your World.
Your Way”.

T
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o
O

Ensuring quality service Providing the best Leveraging customer
for all customers customer experience insights

Establishing the highest Engaging with our Utilizing customer

quality network customers and relationship
responding to their management for a

Providing a variety of needs total solution

services that meet the

needs of our different

segments

Initiatives
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XXXV

Ensuring quality service for all customers

AlS is the leading cellular service provider in Thailand with a
reliable nationwide network of more than 18,000 base stations in
all 77 provinces covering 97 % of population, the largest coverage
in Thailand. Despite our limited spectrum bandwidth, we took a
step further to enable higher data transmission speed and capacity
to serve the increasing demand for mobile data connectivity as

Thailand’s fixed line and broadband infrastructure, and overall

industry growth, are making impressive strides, though still in
their early stages. We utilized the existing limited bandwidth and installed more than 3,600 3G base stations
in Bangkok and 18 other strategic cities. By partnering with other service providers, we were able to extend
our services beyond our mobile network to include Wifi and roaming. We have always been committed to providing
the highest-quality and most extensive mobile network service deep in the country’s remote rural areas.
Our service extends beyond conventional consumer segments to provide accessibility to a wide range of people

with a wide range of needs from the young, the rural and the disabled, to low-income and minority groups.

AlS subscriber market share

Other network provider subscribers

56% AIS subscribers

Establishing best quality network

Enhancing Network Quality™"

As a leading telecommunications service provider, AlS has strongly driven our network quality to meet the
Quality of Service (QOS) standard required by the National Broadcasting and Telecommunications Commission
(NBTC). We have regularly conducted the quarterly QOS benchmarking test on both voice and data services in
four categories: successful calls, dropped calls, bill shock, and response time for accessing a customer-service
call center. The results of the test confirm that AIS has achieved all targets of QOS. The report on quality of

mobile service can be found at http://www.ais.co.th/corporateinfo/th/regulatory.html.

Additionally, AIS has taken various steps to enhance network quality to provide our customers with the best
possible experience. In 2006, we established the “NRI” (Network Reliability Index), an engineering corporate
KPI to monitor and improve the quality and reliability of our network. NRI is applied to both voice and data
services by measuring successful rates of calls and connections, successful results compared to connection
attempts, and percentage of dropped calls. This year, we achieved an NRI result that was above both our
target and last year’s result.
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This year, we innovated and improved our engineering process with the Internal PPI (Process Performance
Index) of Network Failure, achieving 93% and discovering a total of 43,763 network problems, of which 40,850
were solved within the Service Level Agreement (SLA). We summarized that the 2,913 cases from SLAs came
from external factors such as power failure by the Provincial Electricity Authority (PEA) and the Metropolitan

Electricity Authority (MEA), landlord unavailability at night and other causes.

In terms of building our people to be ready to provide reliable service for our customers, in 2011, we launched
an IP competency program to strengthen our IP network staff competency for the future 3G/LTE network
installation. We established a three-year plan for the IP competency corporate KPI and the results were very
successful, exceeding our target KPI.

We have taken various other steps to enhance network quality. Since 2009, we have been continuously improving
our Centralized Fault Management System (CFMS), Network Management System (NMS) and Trouble Ticket
System (TTS) by integrating auto job assignments with field maintenance engineers to better handle network
failures. Now problems are more efficiently solved within our SLA. We have also strengthened the NOC
(Network Operation Center) by centralizing the command center and decentralizing the Maintenance Center
(MC) in six sub-regions to handle any network failures. In the sub-regions, we have base station mobile-cars
for temporary capacity and coverage on standby to service any network problems that may arise from special
events or disasters. We have also distributed mobile generators to all maintenance centers to as serve base
stations in situations where there are power outages from the PEA or MEA of longer than an hour.
Securing business continuity """

We have always placed particular emphasis on providing a high-quality network for maximum coverage and
efficiency, and advanced services and innovations are continually introduced to meet emerging subscriber
needs. Our commitment to quality and reliability — even in times of crisis — was demonstrated throughout the
2011 floods in central Thailand, during which AIS executives and employees all pulled together to ensure
that our base stations remained functional. Throughout the flood, the Company had a business continuity
plan in place to protect both exchanges and base stations and prepared 140 employees to assume a state of
readiness and monitor the crisis 24/7.

In 2012, we revised our business continuity management structure by upgrading the Business Continuity
Planning Committee (BCPC) to the Business Continuity Management Committee (BCMC) which is chaired
by the CEO and 11 key executives from various departments. We adhere to international standards such
as ISO 22301 as a guideline in designing and implementing our BCM system. Our new BCM program also
integrates safety, health and environmental activities in compliance with the pertinent laws and regulations, and
incorporates the company-wide crisis management guideline for all business units under the critical business
processes. An exercise for company-wide BCP and an emergency response plan for central office buildings
are deployed once a year. The current BCM program also encompasses related issues such as ongoing
operations (both network and service), and contingency arrangements for staff and all key stakeholders as
well as concerned government and emergency relief agencies so that we can continue to serve our country

well with a quality network and services during any potential nationwide crisis or disaster scenario..
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Providing a variety of services that meet the needs of our different customer markets

In addition to operating our own Wifi hotspots, we partner with Jasmine International (JAS) to provide 60,000
AlIS-3BB hotspots in the high-traffic areas of all of the country’s 77 provinces. We continually innovate to
bring Wifi to the next level with developments like “Wifi Auto Login” on both the AIS and 3BB networks that

allow single registration for immediate recurring access.

We also provide international roaming services in 214 countries with 698 operators — 96% of the world’s
countries. When the Manx Telecom Maritime Services1 (SHIPS) went out of business in 2012, however, we

lost coverage in four countries as well as 60 operators.

Accessibilities for different needs

XXXIX

International customers

According to the United Nations Thailand 2011migration report, there were more than 3.5 million foreign
residents in Thailand. To accommodate our growing number of international customers, both individuals
and organizations, we operate service and support call centers in five foreign languages including English,
Japanese, Chinese, Burmese and Korean. Our call center also supports four distinct dialects of Thai — central,
northern, southern and northeastern (closely related to Lao).

We strive to create experiences that consider the needs of our foreign customers by familiarizing employees
with other languages and cultures. This will be particularly important if they are to capably respond to the

challenges of the ASEAN Economic Community.

After an analysis of the segmentation of our international customer base, we determine the particular capabili-
ties that will be required of employees for each language and recruit from sources such as language institutes.
Call center personnel are continuously trained and assessed, and we collaborate with these language institutes,
which send instructors each month to upgrade and monitor these personnel. Customer feedback is also used

to determine specific areas in need of improvement.
The youth market *

“AlS One-2-Call! Pre-Paid” is one integral reason we are the market leader
in Thailand: with 30 million subscribers, it is the most popular and successful
brand in the country. Designed for teens, the brand focuses on creating a
brand image of “freedom” with innovative goods and services that reflect the
Company'’s in-depth insight into the need of our customers to have a quality
experience and to meet the needs of the youth market, which is growing rapidly.
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Marketing activities for AIS One-2-Call! focus on market segmentation, with an aim to continuing to expand
our customer base. Among the youth group, promotions are designed to reflect the unique demands of three
groups — middle/high school students, vocational school students, and university students — each of which is

offered a special SIM to meet their specific demands.

These SIMs allow students aged 12-18 to call one another within the AIS network at special rates, and whenever
their SIM is topped-up, the student gets an additional 60 days. Additionally there are customized privileges
that come with being a school club member.

Students aged 19-23 are offered low rates in addition to numerous benefits when they register as a “U Plus”
member, including smart solutions, school activities and news, class schedules, and test schedules and
results in real time via SMS.

The rural

AlS is pleased to comply with the Universal Service Obligation that is imposed upon a country’s dominant
telecom operator to ensure national coverage of telecom services, including in remote rural areas where

provision of these services may not be profitable.

In a project with the National Broadcasting and Telecommunications Commission, we are providing basic
telecommunications services in the most remote areas of the country through public telephones in rural
communities and internet access for schools in remote areas. The aim is to enhance educational opportunities
and narrow the digital and class divides.

AlS has installed 140 public telephones in the local communities, 30 internet connections for schools, 48
internet connections for the community, and six internet connections for the public.

The hearing-impaired *"

To assist the hearing-impaired in communicating cost-effectively, we work with the National Association of
the Deaf in Thailand to provide association members with a pre-paid discount rate for mobile data connection
of 25 satang per minute, SMS services at a monthly fee of 99 baht for 3,000 SMSs within the AIS network and
an additional one baht outside the network, and 1,500 MMSs to any network. Currently, approximately 5,800
hearing-impaired customers are communicating through this program. AIS also provides customer assistance
for the hearing-impaired through “iSign” via webcam.

Low-income groups """ *"

In response to first-time-user demands in the low- and no-income segments, we offer a special SIM to

both children and adults who make few phone calls but primarily receive calls. AIS also offers this SIM as an

alternative for low-income users.
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The SIM is designed with an emphasis on receiving calls and whenever it is topped-up, customers receive an
additional 60 days, with a top-up limit of 3,000 baht and a usage limit of 365 days. Currently approximately
2,000,000 people are using the service.

xlvi

Foreign expats and labors

Thailand has been attracting a number of foreign expats and labors from the three neighboring countries of
Myanmar, Laos and Cambodia that is estimated to be approximately one million, not including dependents and other
non-registered expats. To meet the needs of these customers and their dependents from these countries who are
living and working in Thailand, we focus on their need to communicate within the group with a special SIM called
“Meng Kala Ba” that is designed for the large numbers of Burmese and Laotians living in provinces like Samut Sakhon,
Ratchaburi and Tak. Users are able to call within the group at special discount rates, and top-ups cost as little as
50 baht for up to 30 days. There are currently approximately 12,000 foreign expats and laborers using the service.

We also offer Burmese and Cambodian laborers a One-2-Call SIM that allows them access to information in
their local language to keep them up-to-date on company public relations activities and services like Burmese
music downloads. Our call center service is also provided in Burmese.

Providing the best customer experience

In order to provide the best customer experience, AlS places particular emphasis on engaging with our
customers and responding to their needs. Engaging with our customers allows us to listen to their compliments

and complaints, provide fair practice, and deliver various benefits that respond to our customers’ true demands.
Engaging with our customers and responding to their needs

Since our customers are the heart of our business, we have formed a dedicated customer experience team to
manage and drive our activities. By monitoring the end-to-end customer experience, we are able to respond

to our customers’ needs and provide innovative solutions and services that cater to their various lifestyles.

Customer complaints and compliments are a good indication of the customer experience. AlS has provided more
channels including voice (AIS shops and call centers, Serenade Call Centers and Corporate Call Centers) and
non-voice (email, chat, SMS, webcam, Facebook, postal service and fax). Every channel is capable of receiving
any and all customer complaints and compliments. In order to manage customer dissatisfaction, the Company
has a voice policy of resolving all complaints during the course of the call (one-call resolution). In cases where
complaints are handed over to another department, there must be follow-up to ensure that the problem is resolved.
All complaint cases are recorded so that the customer and the representative can consider other methods of
resolution, and a process is in place to reduce the number of complaints as a KPI for each customer service team.
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In cases of emergency, the call will be prioritized and the issue will receive urgent resolution. A process is in
place to determine empowerment and recovery, allowing the resolution of cases in accordance with customer
profile and the impact of the problem. In cases of complaints from government agencies, a solution and
memorandum must be provided to the concerned agency.

Customer engagement *""

As customers are a key stakeholder for us, we have incorporated the customer engagement score into our
corporate balanced scorecard. The customer engagement score is evaluated on a quarterly basis by Gallup
and compared to a global benchmark. We are proud to have achieved a “world class standard” on this
benchmark. Prior to 2008, we used the Customer Satisfaction Index (CSl), the international scientific standard
of customer satisfaction, as part of the corporate balanced scorecard. However, in 2008 we upgraded the CSI
to the Customer Engagement Score.

Because of the importance we place on customers, we measure customer engagement every quarter, and
datais collected on a weekly basis via telephone and face-to-face interviews, as well as automated messages
through our telephone network. Moreover, the mechanisms in place for our customers to provide feedback

include voice of customer, social media (Facebook, Twitter), third party research, and outbound calls.

We still use the CSl as a tool to evaluate customer satisfaction, however. The data received from our various
channels of two-way communication are input into the CSI, and it is also utilized by our exclusive dealer,
Telewiz, as their annual KPI, highlighting the importance we place on customer engagement.

In completing the CSI, we set up a random customer satisfaction survey, which revealed the following top five
customer complaints: receipt of promotional messages, lost money from applying for packages or content partner
services, network problems, problems using smartphone applications, and numbers not being usable. As our
customers are our priority, we aim to respond to their problems in the shortest time possible. In the past year,
on average, we were able to respond to customer complaints within the acceptable time frame 97% of the time.

Leveraging customer insights

Understanding our customers will allow AlS to develop cutting-edge products and services and an end-to-end
customer experience that meets future customer demands. Among our many innovative channels of customer
engagement is “Voice of Customer”, which allows us to keep up-to-date on their ever-changing lifestyles and
develop consumer insights. In decoding these insights, we can ensure that our customers are satisfied with

our newly developed personalized technology and speedy response times.

Utilizing customer relationship management for a total solution

It is our aim to differentiate AIS with the best customer experience, particularly as society is moving toward a
digital lifestyle. To enhance our customers’ lifestyles, this year we have taken our long-established customer
relationship management (CRM) program initiative to a new level with the development of a new interactive

CRM tool. This tool performs a thorough and integrated analysis of important customer data such as device
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and usage behavior, thus allowing us to provide our customers with targeted consultation and better solutions.
With an increased capability to know our customers, we are better able to satisfy them with our newly gained
insights. This newly developed customized tool has proven to be highly effective, with a 15% increase in
response rate for our deployed CRM campaigns.

Several new initiatives have been deployed in 2012 as our customers consumed more mobile data services.
One of these is to enhance staff knowledge and competency to become “device gurus” and provide a greater
level expertise to our customers to suit changing lifestyles and demands. We have also invested in such service
innovations as the launch of payment kiosks to reduce customer transaction time at our shops and hence provide
more time for staff to interact and help our customers understand our value-added services. “Knowing our
customers” has gone beyond taking care of them when using our service domestically. Our international roaming
service team is very active in providing assistance to roaming smartphone users, particularly in building a better
experience with services like tackling unintentionally high bills, a common problem for many smartphone users.

Beyond the services we provide to our customers, we aim to build customer engagement through our renowned
AIS privileges program, which we provide to our customers in the areas of shopping, dining, entertainment
and transportation. The number of customers participating in the privilege program increased by 20% over
2011, reflecting our dedication to understanding their demands and our commitment to leveraging customer
insights to build a world-class customer experience.

More details on the AIS CRM programs can be found in our Annual Report.
Protecting customer privacy

Protecting customer privacy is a basic requirement and one that our customers expect from us. AIS stores
necessary personal information as required by law and agreed to by customers. Post-paid customers must
apply for service by providing their name and address, while pre-paid customers must be present to identify
themselves as the customer.

We have implemented a number of practical measures to protect our customers’ privacy. Our customer
database is protected against misuse by third-party vendors, and various processes are in place to ensure
that only employees with specific job functions are allowed to retrieve customer information. We currently
have a data access authorization process in place that restricts access to confidential data to the business unit
that handles customer data. For highly confidential data, a stricter process is applied whereby authorization
from the legal department may be required. Staff whose job function requires access to customer data are
required to sign a data confidentiality document that prohibits misuse, dissemination, and unauthorized access.
Protecting our customers’ information is a serious matter at AlS, and any employee who fails to comply with

our policies will face significant consequences.

This year, we are reviewing our data security issues and developing a renewed corporate-wide authorization
process for data security. The new authorization process will enhance the log of authorized users, systemize the

authorization/unauthorization process, and more accurately detail the level of authorization and data access.
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Greening our future

VISION

¢ To develop innovative, yet easy-to-understand and environmentally-friendly, products and services that
will empower people today and meet the needs of future generations.

RATIONALE

With the climate change crisis becoming more acute, AlS is committed to contributing to green growth and
aims to manage our environmental footprint, both internally and externally. Our products and services have
the potential to not only mitigate our environmental impact, but also to create value and empower green
consumption. At the same time, our green network initiatives, internal energy management schemes, and
electronic services development projects respond to the growing pressure for business to become more
environmentally aware.

The road ahead

We are in the process of developing a line of green products and services through which we will continually
develop our internal green network initiative and measure its impact. To respond to climate change and reduce
our greenhouse gas emissions, we will continue to innovate and establish an eco-friendly culture that extends
from AIS through our entire supply chain. Our green products and services will seek to both empower our

customers and promote awareness of environmental impact.
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FRAMEWORK

Greening our Future

Focus area

+ To develop innovative, yet easy-to-understand and environmentally-friendly, products
and services that will empower people today and meet the needs of future generations.
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Mitigating our environmental impact Managing the environmental impact of
through innovative products and services our operations

e Reducing the environmental impact Managing energy consumption
through billing and payment to through the green network and within
support green consumption the office

Managing waste

Initiatives
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Mitigating environmental impact through innovative products and services

AlS has undertaken a wide range of initiatives to help lessen the environmental impact, particularly in the billing
and payment stage of the customer lifecycle. With the aim of promoting environmental consciousness and
empowering our customers, we believe the most powerful and evident impact we can make is through the
billing and payment process. Primarily, AIS has focused on adapting to changing customer lifestyle choices,
leveraging the advent of the internet and AIS’ own network to minimize the impact of customer transportation

and cut down on paper usage.

Reducing our environmental impact through billing and payment to support green
consumption

Postpaid customers

xIviii

eStatements™" We reduce paper consumption and mailing costs by sending invoices via email that look
just like traditional invoices. Whereas we formerly sent invoices in the form of attachments, we now provide
customers with a link to AIS eService, thereby reducing email bandwidth usage as well.

xlix

Sealed Statements™ For our customers who still choose to receive paper invoices, we have modified the
thick envelope containing the invoice and other materials into a tri-fold piece of paper that contains the basic
information. Should customers desire additional details of their phone usage, for example, on calls made

abroad, the invoice is printed on an A4 sheet of paper and sealed in an envelope for that particular billing cycle.

PDF Statements on CD-Rom In addition to eStatements and sealed statements, we also provide statements

to our customers on CD-Rom.

The total reduction in paper from eStatements, sealed statements, and PDF statements on CD-Rom are as

follows:
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Paper reduction through eServices (EN26)

Unit: Tons

250 @ PDF statements on CD-Rom
200 @ Sealed statements
150 @ -eStatements
100
50
0

2010 2011 2012

Prepaid customers

'Electronic Top-Up.

From the original and immensely popular top-up card that customers purchased from our shops, we have
progressed to several electronic top-up channels such as automatic top-up machines, ATMs, phone banking,
the internet and mPAY. AIS already has more than 400,000 electronic top-up channels but is constantly looking
to add more in a bid to increase the 80% of top-up payments currently made through electronic channels.
To encourage our customers to use electronic top-up, we have lowered the top-up amount via electronic
channels to as little as 10 baht per transaction compared to a minimum of 50 baht via the traditional scratch
card. The electronic top-up will not only mitigate the energy requirement, but will also reduce the cost of
production and logistics from 700 million baht per year to 72 million baht.

Number of eService users (EN26)

Unit: Tons

900,000
800,000
700,000
600,000 @ Actual
500,000 @ Target
400,000
300,000
200,000

100,000

365,510 365,000 588,045 585,000 775,048 762,000

0

2010 2011 2012
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These environmental impact initiatives have allowed AlS to:

Reduce paper consumption from letters, envelopes, brochures and cards. The combined paper
reduction in 2012 resulting from eTop-up, eStatement, eService and recycled paper Refill Cards

amounts to approximately 203 tons.

Reduce customer and employee time and cost by providing new channels for self-transactions on mobile
phones and computers. Total costs saved by AIS in 2012 were approximately 35.7 million baht from
switching to eService payments, eService call detail requests, and paper and envelope reductions. These
cost savings have greatly increased over the previous two years, as we have strongly encouraged our

users to switch to eServices.

Resources saved (EN26)

Unit: Million Baht

40
35
30 @ Paper reduction
25 @ Call detail request
(including postal)
20 reduction
15 @ AIS/Telewiz
counter bill
10 payment
reduction
5
0

2010 2011 2012

Reduce the human interaction required for basic issues, which allows employees to spend more time su
pervising and introducing services that assist customers with more problematic issues and provide
one-call/one-visit resolution.

Reduce long-distance calls for our international customers as they are able to find the services they need

on the web from anywhere in the world without the need of contacting an AIS Call Center.

Managing the environmental impact of our operations
Ensuring that we have sustainable operations includes complying with all applicable environmental regulations

and, where possible, adopting best practices in our operations. Both at our base stations and within AIS’

own buildings, it is our priority to manage efficient energy consumption and take care of waste responsibly.
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Managing energy consumption through the green network and energy-saving
policies at AlIS

The Green Network"

To bring convenience, efficiency and undisrupted connectivity to our subscribers everywhere anytime, we
continue to expand our network coverage nationwide. But alongside considerations of the environmental
impact of our base stations and construction work is our overall goal to be a “green network” - one that is,
and stays, friendly to the environment.

In addition to using renewable energy, such as biodiesel, to generate electricity for our base stations, we
insulate our switching centers to save energy and stabilize temperature, allowing us to replace the industrial-

scale air-conditioners previously used at our base stations with high-quality fans.

High-quality fans Currently, more than 10,000 base stations have been switched over to fans, equivalent to
70% of our total base stations. This has not only reduced the fuel consumption at each base station by 30%

but also lessened the amount of chlorofluorocarbons (CFC) released into the atmosphere. "

Wind turbine power We introduced wind turbine energy generation to reduce carbon dioxide (COQ) emissions
—the primary greenhouse gas emitted through human activities and the chief cause of global warming — and
now the plant in Hat Ban Amphur in Chonburi not only powers our base transceiver stations, but also highway

lights, and is a tourist landmark. "

Solar cells Similarly, solar cells help us to reduce our CO2 emissions while providing a new source of energy
particularly viable in remote areas that are off the power grid. AlS currently has 22 solar cell sites throughout
the country, with a more effective cooling chamber that will reduce energy consumption by 10-20%, and
modified ventilation that will replace air-conditioners with fans and insulation to reduce cooling requirements."

Energy-saving policies at AIS We’ve made it our business to save energy at AlS, because using energy more
efficiently lowers costs, conserves the supplies we have, and reduces carbon dioxide emissions. Company-

wide energy-saving measures include:

¢ Regulating the hours when air-conditioning is used: Mondays from 7:30am to 5:15pm and Tuesdays
through Fridays from 7:45am to 5:15pm

¢ Turning off the lights from noon to 1:00pm every day everywhere.

* Automating power-saver features on computer monitors after 15 minutes when idle.

* Promoting an awareness of turning off electrical appliances when not in use.

¢ Holding competitions among floors to see who can save the most energy.

e Prioritizing energy-efficiency when evaluating suppliers, whether for bases, equipment or IT.

The result of these policies was 3% less electricity consumption annually. "
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Energy Used [EN 3] " [EN 4] “*

2012 Total Energy used (Fuel)
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Energy used (Electricity)
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Average energy used (electricity)

Average electricity usage Number of base
(GY) station/cell sites
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Iviii

Greenhouse gas emissions [EN 16]

Greenhouse gas emision (Fuel)

Unit: Kg co, (Millions)

w ~ O O
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Greenhouse gas emissions (Electricity)

Unit: Kg co, (Millions)
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Managing waste

l lix

Battery disposa

AIS has a range of policies and procedures in place to mitigate
the environmental impact of our products including the UPS
batteries used in the network equipment at our switching centers and base

stations, and the batteries used in cell phones.

These processes are closely monitored at least twice a year, including
following up on the vendors we retain to dispose of cell phone batteries
which, in accordance with the law, must be housed in cement containers
and buried in a landfill.”

UPS Batteries ™ The batteries for network equipment are sold via tender to suppliers with the appropriate

certifications and licenses to be shredded and recycled. A committee appointed by management oversees

the entire process, and periodically visits and inspects these recycling plants to ensure that all toxic scraps

resulting from our business activities are disposed of in a manner that will not be harmful to the environment.

Disposal of UPS batteries for main switching/base stations (units) (EN26)

5.207

2010 2011 2012

Ixii

Cell Phone Batteries

We are in the second year of a project to recycle cell phone batteries. We selected an

internationally certified company to manage the recycling process, which is aimed at minimizing our impact

on the environment as well as reducing manufacturing waste.

Disposal of Cell Phone Batterise (units) (EN26)

2010 2011 2012

Note: Battery disposal numbers may deviate from year to year as the useful life of batteries differs among different types.
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In a campaign to raise awareness of the potential dangers of disposing of batteries improperly for both
public safety and the reduction of toxins in the environment, we succeeded in persuading the public to turn
in their old, unused or defective cell phone batteries regardless of brand or model at any of AIS’ 33 offices
nationwide. CPAC, one of AIS’ enterprise customers, also took part in the recycling campaign by calling on

its own employees to discard their batteries properly.
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Other information

Glossary of abbreviations

Abbreviation Full word or term

Triple | culture (Page 37) Individual Talents, Idea Generations, Infinite Changes

FASTMOVING (Page 37) Forward-Looking, Accountability, Service Minded, Teamwork,
Meritocracy, Openness, Vision-Focused, Initiatives and
Improvements, Non-Bureaucracy, Guard Against Irrationality

iHIP (Page 37) Insightful, Helpful, Innovative, Professional

UPS batteries (Page 59) Uninterruptible power supply
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GRI content index

Fully Reported [ ]
AIS’ 2012 Sustainability Report was prepared based on the GRI G3.1 Guidelines. This report is Partially Reported @
a self-declared B level report, upon successful completion of the GRI application level check. Not Reported O

Cross-Reference

Reporting Status

1. Strategy and analysis

1.1 Statement from the most senior decision-maker of the organization See “Message from the Chief Executive Officer” page 4 [ ]
For more information, see annual report 2012
“Message from Chairman and CEO” page 34-35
1.2 Description of key impacts, risks, and opportunities. See “Sustainability Challenges and Opportunities” page 8 [ ]
2. Organizational Profile
2.1 Name of the organization. Advanced Info Service Public Company Limited [ ]
2.2 Primary brands, products, and/or services. See “Products and Services” page 1 [ ]
For further information, please refer to annual report 2012
“Products and Services” page 60-71
2.3 Operational structure of the organization, including main divisions, Please refer to annual report 2012 “Investment Structure”
operating companies, subsidiaries, and joint ventures. page 48-49 “Management Structure” page 92
2.4 Location of organization’s headquarters. Intouch Tower
414 Phaholyothin Rd., Phayathai
Bangkok 10400
Tel. (662) 2299 5000
2.5 Number of countries where the organization operates, Thailand [ ]
and names of countries with either major operations or that are
specifically relevant to the sustainability issues covered in the report.
2.6 Nature of ownership and legal form. Advanced Info Service Public Company Limited [ ]
is a public limited company which is listed
on the Stock Exchange of Thailand
Please refer to annual report 2012
- “Major Shareholders” page 41
- “Investment Structure of Advanced Info Service Plc.”
page 48-49
2.7 Markets served (including geographic breakdown, sectors served, See “Who are we?” page 1 [ ]
and types of customers/beneficiaries).
For more information, see annual report 2012
“Financial result” page 203-206
2.8 Scale of the reporting organization. See “Company overview” page 1-2 [ ]
For more information, see annual report 2012
- “Major shareholders” page 41
- “Statements of financial position” page 132-135
2.9 Significant changes during the reporting period regarding size, In 2012, we have no significant change regarding size, [ ]
structure, or ownership. structure or ownership including the location of, or changes
in operations including facility openings, closing and expansions.
For more information, see annual report 2012
“ Key Events in 2012” page 44-45
2.10 Awards received in the reporting period. Please refer to Annual Report 2012 “Awards 2012” page 46-47 [ ]
3. Report Parameters
3.1 Reporting period (e.g., fiscal/calendar year) for information provided. See “About this report... What’s in it, what’s not” page 3. [ ]
The report covers the period from January 1, 2012
to December 31, 2012, unless otherwise stated.
3.2 Date of most recent previous report (if any). This is our first stand-alone sustainability report [ )
3.3 Reporting cycle (annual, biennial, etc.) Al reports are disclosed annually. [
3.4 Contact point for questions. Advanced Info Service Public Company Limited - IR team [ ]
414 Intouch Tower
Phaholyothin Road, Samsennai
Phayathai, Bangkok 10400 Thailand
Tel: (662) 299 5014,
(662) 6153112
Fax:(662) 299 5165
Email: investor@ais.co.th
3.5 Process for defining report content. See “Materiality” , “Identifying our sustainability issues”, [ ]
“Understanding what’s important to our key stakeholders”
and “Understanding what’s important to our business” page 8
Further information, stakeholders expected to use the report
are indicated under the topic “Engaging our stakeholders” page 6-7
3.6 Boundary of the report (e.g., countries, divisions, subsidiaries, See “Boundary” page 3 [ ]
leased facilities, joint ventures, suppliers). See GRI Boundary
Protocol for further guidance.
3.7 State any specific limitations on the scope or boundary of the report There are no specific limitations to this report unless otherwise stated [ ]
(see completeness Principle for explanation of scope). in this table. Unless otherwise stated the report content includes data
for the entire group.
3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities, Information in this report includes all subsidiaries and joint ventures [ ]

outsourced operations, and other entities that can significantly
affect comparability from period to period and/or between organizations.

over which AIS has operational control unless otherwise stated.
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Fully Reported

Partially Reported @
Not Reported @]
Indicator Description Cross-Reference Reporting Status
3.9 Data measurement techniques and the bases of calculations, Data measurement calculations can be found within the content
including assumptions and techniques underlying estimations of each relevant indicator (including estimations applied). [ ]
applied to the compilation of the Indicators and other information
in the report.
3.10 Explanation of the effect of any re-statements of information This is our first stand-alone sustainability report [ ]
provided in earlier reports, and the reasons for such re-statement
(e.g. mergers/acquisitions, change of base years/periods,
nature of business, measurement methods).
8.11 Significant changes from previous reporting periods in the scope, This is our first stand-alone sustainability report
boundary, or measurement methods applied in the report.
3.12 Table identifying the location of the Standard Disclosures in the report. See “GRI content index” page 62-70 for further detail [ ]
8.13 Policy and current practice with regard to seeking external assurance  As of the fiscal year 2012, there were no external auditors hired [ ]
for the report. to provide auditing services for AIS.
4. Governance, Commitments, and Engagement
4.1 Governance structure of the organization, including committees Please refer to annual report 2012 “Management Structure” [ ]
under the highest governance body responsible for specific tasks, page 92-97
such as setting strategy or organizational oversight.
4.2 Indicate whether the chair of the highest governance body is also The chair of AlS is a non-executive director. [ ]
an executive officer.
4.3  For organizations that have a unitary board structure, state Please refer to annual report 2012 [ ]
the number and gender of members of the highest governance body - “Management structure” page 92-93
that are independent and/or non-executive members. - “Qualification of independent director” page 103-104
4.4 Mechanisms for shareholders and employees to provide See “Engaging our stakeholders” page 6-7
recommendations or direction to the highest governance body. For more information, see annual report 2012
- “2.3 Communication with Stakeholders” page 107
- “Reporting of non-compliance and Whistle blower protection”
page 111
4.5 Linkage between compensation for members of the highest Please refer to annual report 2012 “Remuneration for Directors [ ]
governance body, senior managers, and executives. and Management” page 98-99
4.6 Processes in place for the highest governance body to ensure Please refer to annual report 2012 “Conflicts of interest” page 109-110
conflicts of interest are avoided.
4.7  Process for determining the composition, qualifications and Please refer to annual report 2012 “Qualifications and Requirements
expertise of the members of the highest governance body for the Board” page 103
and its committees, including any consideration of gender
and other indicators of diversity.
4.8 Internally developed statements of mission or values, See “Vision” page 1 [ ]
codes of conduct, and principles relevant to economic, See “Mission” page 1
environmental, and social performance and the status For more information, see annual report 2012
of their implementation. “Code of Business Ethics” page 108-111
4.9 Procedures of the highest governance body for overseeing See “The Sustainable Development Committee” page 6 [ ]
the organization’s identification and management of economic, For more procedures, see annual report 2012
environmental, and social performance, including relevant risks - “Audit Committee Report 2012” page 126-128
and opportunities, and adherence or compliance with internationally - “Internal Control, Risk Management and Internal audit” page 114-119
agreed standards, codes of conduct, and principles.
4.10 Processes for evaluating the highest governance body’s The Board has a duty to evaluate its own performance annually, [ ]
own performance, particularly with respect to economic, but not particularly with respect to economic, environmental and
environmental, and social performance. social performance.
For further information, please refer to annual report 2012
“Board Assessment” page 105
4.11 Explanation of whether and how the precautionary approach or Please refer to Annual Report 2012 “Risk management” page 115-117
principle is addressed by the organization.
4.12 Externally developed economic, environmental, and social charters, AIS follows the guidelines of the International Commission on [ ]
principles, or other initiatives to which the organization subscribes Non-lonizing Radiation Protection (ICNIRP).
or endorses.
4.13 Memberships in associations (such as industry associations) and/or AIS currently is not a member of any advocacy organizations. [ ]
national/international advocacy organizations.
4.14 List of stakeholder groups engaged by the organization. See “Engaging our stakeholders” page 6-7 [ ]
4.15 Basis for identification and selection of stakeholders with See “Engaging our stakeholders” page 6-7 [ ]
whom to engage.
4.16 Approaches to stakeholder engagement, including frequency See “Engaging our stakeholders” page 6-7 [ ]
of engagement by type and by stakeholder group.
4.17 Key topics and concerns that have been raised through stakeholder See “Our Sustainability Strategy” page 10 [ ]
engagement, and how the organization has responded to those
key topics and concerns, including through its reporting.
Economics
Aspects: Economic performance
Disclosure on management approach See “Company overview” page 1 [ ]
For more information, see annual report 2012
“Business Direction over the next 3-5 years” page 57-58
EC1 Direct economic value guaranteed and distributed, See “Our Economic Performance” page 2 [ ]
including revenues, operating costs, employee compensation,
donations and other community investments, retained earnings,
and payments to capital providers and governments.
EC2 Financial implications and other risks and opportunities Data is not reported as it is not material to AlS this year, [e)

for the organization’s activities due to climate change.

since climate change is a far-reaching issue this year.
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Indicator

Description

EC3 Coverage of the organization’s defined benefit plan obligations.

Fully Reported [ ]
Partially Reported @
Not Reported @]

Cross-Reference

See “Promoting well-being and work-life balance” page 31
For more information, see annual report 2012
“Employees benefit obligations” page 179

Reporting Status

EC4 Significant financial assistance received from government. We have neither received any financial assistance from government, [ ]
nor have government presented as strategic shareholding.
Aspects: Market presence
Disclosure on management approach See “Company overview” page 1-2 [
EC5 Range of ratios of standard entry level wage compared to Our remuneration rate is market-competitive when compared [ ]
local minimum wage at significant locations of operation. with the rate in the same industry at other leading companies.
The remuneration structure is based on job level, education and
job function. Therefore both male and female employees receive
equal basic salary for the same employment category.
Our remuneration level also complies with labor law in regard
to local minimum wage.
For more information, see “Performance and Remuneration” page 30
EC6 Policy, practices, and proportion of sending on locally-based Data is not currently available for reporting this year. [e)
suppliers at significant locations of operation. However, we wish to disclose this once the supporting information
becomes available.
EC7 Procedures for local hiring and proportion of senior management Data is not currently available for reporting this year. [e)
hired from the local community at significant locations of operation. However, we wish to disclose this once the supporting
information becomes available.
A ts: Indirect
Disclosure on management approach See “Company overview” page 1-2 [
EC8 Development and impact of infrastructure investments and See “Focus area 1: Community” page 12 [ ]
services provided primarily for public benefit through commercial,
in-kind, or pro bono engagement. AIS also participates in various other development projects for
the public benefit such as investment in a sports arena with
the aim of encouraging teens and young people to live free
of drug addition, ICT free WiFi that allows Thai people nationwide
to gain access to knowledge, and the initial phase of construction
and management of a preschool learning center for children aged 3-6
who must stay alone while their parents go to work.
For further information, please refer to Annual Report 2012 page 27-32.
EC9 Understanding and describing significant indirect economic impacts,  See “Low Income Groups” page 45 (=]
including the extent of impacts.
Environmental
Materials
Disclosure on management approach Data is not reported as it is not material to AIS. O
EN1 Materials used by weight or volume. Data is not reported as it is not material to AlS, since AlS does not (o]
directly manufacture products or use renewable raw materials.
EN2 Percentage of materials used that are recycled input materials. Data is not reported as it is not material to AlS, since AlS does not (o]
directly manufacture products or use renewable raw materials.
Energy
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Environment” focus area page 50
EN3 Direct energy consumption by primary energy source See “Energy used” page 56 [ ]
EN4 Indirect energy consumption by primary source See “Energy used” page 56 [
EN5 Energy saved due to conservation and efficiency improvements. See “Energy saving policies at AIS” page 55 [
ENG6 Initiatives to provide energy-efficient or renewable energy-based See [ ]
products and services, and reductions in energy requirements - “eStatements” page 52
as a result of these initiatives. - “Sealed statement” page 52
- “Electronic top-up” page 52
- “High-quality fans” page 55
- “Wind turbine power” page 55
- “Solar cells” page 55
EN7 |Initiatives to reduce indirect energy consumption and Data is not currently available for reporting this year. [e)
reductions achieved. However, we wish to disclose this once the supporting
information becomes available.
Water
Disclosure on management approach Data is not reported as it is not material to AlIS. [
EN8 Total water withdrawal by source. Data is not reported as it is not material to AlS, since water [e)
is not significantly relevant due to the nature of business.
EN9 Water sources significantly affected by withdrawal of water. Data is not reported as it is not material to AlS, since water [e)
is not significantly relevant due to the nature of business.
EN10 Percentage and total volume of water recycled and reused. Data is not reported as it is not material to AlS, since water [e)
is not significantly relevant due to the nature of business.
Biodiversity
Disclosure on management approach Data is not reported as it is not material to AIS. [ )]
EN11 Location and size of land or water owned, leased, managed in, Data is not reported as it is not material to AlS, since biodiversity O
or adjacent to, protected areas and areas of high biodiversity value is not significantly relevant due to the nature of business.
outside protected areas.
EN12 Description of significant impacts of activities, products, Data is not reported as it is not material to AlS, since biodiversity [e)

and services on biodiversity in protected areas and areas
of high biodiversity value outside protected areas.

is not significantly relevant due to the nature of business.
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Fully Reported [ ]
Partially Reported @

Not Reported @]
Indicator Description Cross-Reference Reporting Status
EN13 Habitats protected or restored Data is not reported as it is not material to AlS, since biodiversity (o]
is not significantly relevant due to the nature of business.
EN14 Strategies, current actions, and future plans for managing impacts Data is not reported as it is not material to AlS, since biodiversity (o]
on biodiversity is not significantly relevant due to the nature of business.
EN15Number of IUCN Red List species and national conservation list Data is not reported as it is not material to AlS, since biodiversity [e)
species with habitats in areas affected by operations, is not significantly relevant due to the nature of business.
by level of extinction risk.
Emissions, effluents, and wastes
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the
“Environment” focus area page 50
EN16 Total direct and indirect greenhouse gas emissions by weight. See “Greenhouse Gas Emissions” page 58 [
EN17 Other relevant indirect greenhouse gas emissions by weight. Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information becomes available.
EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved. See “The Green Network” page 55 =]
EN19 Emissions of ozone-depleting substances by weight. Data is not reported as it is not material to AlS, since emissions [e)
are not significantly relevant due to the nature of business.
EN20 NOX, SOX, and other significant air emissions by type and weight. Data is not reported as it is not material to AlS, since emissions [e)
are not significantly relevant due to the nature of business.
EN21 Total water discharge by quality and destination. Data is not reported as it is not material to AlS, since emissions [e)
are not significantly relevant due to the nature of business.
EN22 Total weight of waste by type and disposal method. See “Battery Disposal” page 59 =)
EN23 Total number and volume of significant spills. Data is not reported as it is not material to AlS, since critical [e)
hazardous substances are not produced during our operations.
EN24 Weight of transported, imported, exported, or treated waste deemed Data is not reported as it is not material to AlS, since critical hazardous [e)

hazardous under the terms of the Basel Convention Annex |, Il, llI,
and VIII, and percentage of transported waste shipped internationally.

substances are not produced during our operations.

ENZ25 Identity, size, protected status, and biodiversity value of water bodies  Data is not reported as it is not material to AlS, since critical O
and related habitats significantly affected by the reporting hazardous substances are not produced during our operations.
organization’s discharges of water and runoff.
Products and services
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Environment” focus area page 50
EN26 Initiatives to mitigate environmental impacts of products See [ ]
and services, and extent of impact mitigation. - “Resources saved” page 54
- “Battery Disposal” page 59
- “UPS Batteries” page 59
- “Cell Phone Batteries” page 59
EN27 Percentage of products sold and their packaging materials that are Data is not currently available for reporting this year. [e)
reclaimed by category. However, we wish to disclose this once the supporting
information is readily available.
Compliance
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Environment” focus area page 50
EN28 Monetary value of significant fines and total number of non-monetary  This year, there were zero fines or non-monetary sanctions [ ]
sanctions for non-compliance with environmental laws and regulations. for non-compliance with environmental laws and regulations.
Transport
Disclosure on management approach Data is not reported as it is not available. (o]
EN29 Significant environmental impacts of transporting products Data is not currently available for reporting this year. [e)
and other goods and materials used for the organization’s operations, However, we wish to disclose this once the supporting
and transporting members of the workforce. information is readily available.
EN30 Total environmental protection expenditures and investments by type.  Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information is readily available.
Labour practices and Decent Work
Employment
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under [ ]
the “People” focus area page 27
LA1 Total workforce by employment type, employment contract, See “The AlIS workforce” page 29 [ ]
and region.
LA2 Total number and rate of employee turnover by age group, gender, See “Average turnover rate” page 32 (=]
and region.
LA3 Benefits provided to full-time employees that are not provided See “Benefits provided to full-time employees and contractual [ ]
to temporary or part-time employees, by major operations. employees” page 31
LA15 Return to work and retention rates after parental leave, by gender. Data is not currently available for reporting this year. However, [e)
we wish to disclose this once the supporting information
is readily available.
Labour/M: r
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]

“People” focus area page 27
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Indicator

Description

LA4 Percentage of employees covered by collective bargaining agreements.

Fully Reported

Partially Reported @

Not Reported @]
Cross-Reference Reporting Status
AIS does not have/has never had a union or any collective [ ]

bargaining agreement between employees and the Company.

AIS, however, supports employees’ rights in accordance with labor
law and also has an Employees’ Welfare Committee as a forum for
discussing employee-related matters with management.

LA5 Minimum notice period(s) regarding significant operational changes, Data is not currently available for reporting this year. [e)
including whether it is specified in collective agreements. However, we wish to disclose this once the supporting information
is readily available.
Occupational health and safety
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“People” focus area page 27
LAG Percentage of total workforce represented in formal joint The percentage of the total workforce represented in the Safety, [ ]
management-worker health and safety committees that help monitor Health and Environment Committee (SHE) complies with the
and advise on occupational health and safety programs. Ministerial Regulation on the Prescribing of Standards for
Administration and Management of Occupational Safety,
Health and Environment B.E. 2549 (A.D. 2006).
LA7 Rates of injury, occupational diseases, lost days, and absenteeism, See “Rate of injury and accident during working hours”
and total number of work-related fatalities by region. page 33, “Absentee rate” page 33
LA8 Education, training, counseling, prevention, and risk-control programs ~ See
in place to assist workforce members, their families, or community - “Promoting well-being and work-life balance” page 31
members regarding serious di - “Keeping people safe” page 32.
LA9 Health and safety topics covered in formal agreements with trade unions. Data is not currently available for reporting this year. However, [e)
we wish to disclose this once the supporting information
is readily available.
Training and education
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the
“People” focus area page 27
LA10 Average hours of training per year per employee by employee category. See “Employee Development by Job Level” page 34 (=)
LA11 Programs for skills management and lifelong learning that support See [ ]
the continued employability of employees and assist them in managing - “Self-development” page 35
career endings. - “Developing visionary leaders and an organizational culture”
page 36
LA12 Percentage of employees receiving regular performance and See “Performance and remuneration” page 30 [ ]
career development reviews.
Diversity and equal opportunity
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“People” focus area page 27
LA13 Composition of governance bodies and breakdown of employees The Board of Director is comprised of 11 members, all over the age [ ]
per category according to gender, age group, minority group of 50 years. There are 7 males and 2 females on the board of directors.
membership, and other indicators of diversity. Our management team is comprised of 7 members, all over the age
of 50 years. There are 5 males and 2 females on the management team.
Equal remuneration for men and women
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“People” focus area page 27
LA14 Ratio of basic salary of men to women by employee category. Our remuneration rate is market-competitive when compared [ ]
with the rate in the same industry at other leading companies.
The remuneration structure is based on job level, education and
job function. Therefore, male and female employees receive
equal basic salary for the same employment category. Our remuneration
level also complies with labor law in regard to local minimum wages.
For more information, see “Performance and Remuneration” page 30
Human Rights
Investment and Procurement Practices
Disclosure on management approach Data is not reported as it is not available. O
HR1 Percentage and total number of significant investment Data is not currently available for reporting this year. (o]
agreements that include human rights clauses or that have However, we wish to disclose this once the supporting
undergone human rights screening. information is readily available.
HR2 Percentage of significant suppliers and contractors that have Data is not currently available for reporting this year. [e)
undergone screening on human rights and actions taken. However, we wish to disclose this once the supporting
information is readily available.
HR3 Total hours of employee training on policies and procedures Data is not currently available for reporting this year. [e)
concerning aspects of human rights that are relevant to operations, However, we wish to disclose this once the supporting
including the percentage of employees trained. information is readily available.
Non-discrimination
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the
“People” focus area page 27
HR4 Total number of incidents of discrimination and actions taken. There have been no incidents of discrimination reported
at AIS. See “Promoting diversity” page 33
Freedom of association and collective bargaining
Disclosure on management approach Data is not reported as it is not available. (o)
HR5 Operations identified in which the right to exercise freedom Data is not currently available for reporting this year. However, [e)

of association and collective bargaining

we wish to disclose this once the supporting information is readily available.
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Fully Reported [ ]
Partially Reported @

Not Reported @]
Indicator Description Cross-Reference Reporting Status
Child labour
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“People” focus area page 27
HR6 Operations identified as having significant risk for incidents Our hiring policy is to recruit persons above 18 years of age only. [ ]
of child labor, and measures taken to contribute to the elimination There are no operations identified as having significant risk
of child labor. for incidents of child labor.
Forced and compulsory labour
Disclosure on management approach Data is not reported as it is not available. (o]
HR7 Operations identified as having significant risk for incidents of forced Data is not currently available for reporting this year. [e)
or compulsory labor, and measures taken to contribute to However, we wish to disclose this once the supporting
the elimination of forced or compulsory labor. information is readily available.
Security practices
Disclosure on management approach Data is not reported as it is not available. (o]
HR8 Percentage of security personnel trained in the organization’s Data is not currently available for reporting this year. [e)
policies or procedures concerning aspects of human rights that However, we wish to disclose this once the supporting
are relevant to operations. information is readily available.
Indigenous rights
Disclosure on management approach Data is not reported as it is not material to AIS. O
HR9 Total number of incidents of violations involving rights of Data is not reported as it is not material to AlS due to location (o]
indigenous people and actions taken. of our operations.
Assessment
Disclosure on management approach Data is not reported as it is not available. o
HR10 Percentage and total number of operations that have been Data is not currently available for reporting this year. [e)
subject to human rights reviews and/or impact assessments However, we wish to disclose this once the supporting
information is readily available.
Remediation
Disclosure on management approach Data is not reported as it is not available. O
HR11 Number of grievances related to human rights filed, addressed Data is not currently available for reporting this year. (o]
and resolved through formal grievance mechanisms. However, we wish to disclose this once the supporting
information is readily available.
Society
Local Communities
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the
“Community” focus area page 12
SO1 Percentage of operations with implemented local community See “Adopting socially responsible behavior and contributing (=]

engagement, impact assessments, and development programs.

to society’s betterment” page 16

S09 Operations with significant potential or actual negative impacts
on local communities.

Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information is readily available.

S010 Prevention and mitigation measures implemented in operations
with significant potential or actual negative impacts
on local communities.

Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information is readily available.

Corruption
Disclosure on management approach Data is not reported as it is not available. o
S02 Percentage and total number of business units analyzed for risks Data is not currently available for reporting this year. [e)
related to corruption. However, we wish to disclose this once the supporting
information is readily available.
S083 Percentage of employees trained in organization’s anti-corruption Data is not currently available for reporting this year. [e)
policies and procedures. However, we wish to disclose this once the supporting
information is readily available.
S04 Actions taken in response to incidents of corruption. Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information is readily available.
Public Policy

Disclosure on management approach

See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Community” focus area page 12

S05 Public policy positions and participation in public policy
development and lobbying.

See “Public Policy Position” page 11

S06 Total value of financial and in-kind contributions to political parties,
politicians, and related institutions by country.

AIS has not contributed any contribution to political parties,
politicians or related institution by country since it is a prohibited
action by AIS’ Corporate Governance Policy.

Anti-Competitive Behavior

Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Community” focus area page 12
SO7 Total number of legal actions for anti-competitive behavior, There have been zero cases of legal actions for anti-competitive behavior, [ ]

anti-trust, and monopoly practices and their outcomes.

anti-trust, and monopoly practices.

Compliance
Disclosure on management approach

See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Community” focus area page 12
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Fully Reported [ ]
Partially Reported @

Not Reported @]
Indicator Description Cross-Reference Reporting Status
S08 Monetary value of significant fines and total number of non-monetary Data is not currently available for reporting this year. (o]
sanctions for non-compliance with laws and regulations. However, we wish to disclose this once the supporting
information is readily available.
Product Responsibility
Customer Health and Safety
Disclosure on management approach Data is not reported as it is not available. (o]
PR1 Life cycle stages in which health and safety impacts of products Data is not currently available for reporting this year. [e)
and services are assessed for improvement, and percentage of However, we wish to disclose this once the supporting
significant products and services categories subject to such procedures.  information is readily available.
PR2 Total number of incidents of non-compliance with regulations Data is not currently available for reporting this year. (o]
and voluntary codes concerning health and safety impacts of products ~ However, we wish to disclose this once the supporting
and services, by type of outcomes. information is readily available.
Product and Service Labeling
Disclosure on management approach See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Customers” focus area page 40
PR3 Type of product and service information required by procedures, Data is not currently available for reporting this year.
and percentage of significant products and services subject to such However, we wish to disclose this once the supporting
information requirements. information is readily available.
PR4 Total number of incidents of non-compliance with regulations and Data is not currently available for reporting this year. [e)
voluntary codes concerning product and service information and However, we wish to disclose this once the supporting
labeling, by type of outcomes. information is readily available.
PR5 Practices related to customer satisfaction, including results of surveys  See “Customer engagement” page 47 [ ]
measuring customer satisfaction.
Marketing Communications
Disclosure on management approach See “Public policy position” page 11 [
PR6 Programs for adherence to laws, standards, and voluntary codes All marketing materials related to marketing communication [ ]
related to marketing communications, including advertising, promotion, have been supervised by the legal department under the
and sponsorship. Consumer Protection Act. B.E. 2522 (1979)
PR7 Total number of incidents of non-compliance with regulations Data is not currently available for reporting this year. (o]

and voluntary codes concerning marketing communications,
including advertising, promotion, and sponsorship, by type of outcomes.

However, we wish to disclose this once the supporting
information is readily available.

Customer Privacy
Disclosure on management approach

See “Vision”, “Rationale”, and “The road ahead”
under the “Customers” focus area page 40

PR8 Total number of substantiated complaints regarding breaches
of customer privacy and losses of customer data.

There was no information in 2012 from the telecommunications
complaint management and consumer protection group

regarding loss of customer data. However, there were 55

reported cases of complaints regarding extra charges for services
that the customer did not apply for. These cases were dealt with by
checking with the relevant content provider regarding each case
and considering reducing the fee if applicable.

Compliance
Disclosure on management approach

See “Vision”, “Rationale”, and “The road ahead” under the [ ]
“Customers” focus area page 40

PR9 Monetary value of significant fines for non-compliance with laws and
regulations concerning the provision and use of products and services.

Data is not currently available for reporting this year.
However, we wish to disclose this once the supporting
information is readily available.

Internal Operations

Investment
101 Capital investment in telecommunication network infrastructure Data is not currently available for reporting this year. (o]
broken down by country/region However, we wish to disclose this once the supporting
information is readily available.
102 Net costs for service providers under the Universal Service Obligation See “Payment to Government (USO)” page 2 (=]
when extending service to geographic locations and low-income groups,
which are not profitable. Describe relevant legislative and regulatory
mechanisms.
Health and Safety
103 Practices to ensure health and safety of field personnel involved Data is not currently available for reporting this year. (o]
in the installation, operation and maintenance of masts, base stations, However, we wish to disclose this once the supporting
laying cables and other outside plant. Related health and safety issues information is readily available.
include working at heights, electric shock, exposure to EMF and
radio frequency fields, and exposure to hazardous chemicals.
104 Compliance with ICNIRP (International Commission on Non-lonising Data is not currently available for reporting this year. [e)

Radiation Protection) standards on exposure to radiofrequency (RF)
emissions from handsets.

However, we wish to disclose this once the supporting
information is readily available.

105 Compliance with ICNIRP (International Commission on Non-lonising
Radiation Protection) guidelines on exposure to radiofrequency (RF)
emissions from base stations.

See “The International Commission on Non-lonizing [ ]
Radiation Protection (ICNIRP)” page 11
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Fully Reported [ ]
Partially Reported @

Not Reported @]
Indicator Description Cross-Reference Reporting Status
106 Policies and practices with respect to Specific Absorption Rate Data is not currently available for reporting this year. (o]
(SAR) of handsets. However, we wish to disclose this once the supporting
information is readily available.
Infrastructure
107 Policies and practices on the siting of masts and transmission sites See “Community profiling” page 15, “Community relations” (=]
including stakeholder consultation, site sharing, and initiatives to reduce page 15, “Landlord management” page 16
visual impacts. Describe approach to evaluate consultations and quantify
where possible.
108 Number and percentage of stand-alone sites, shared sites, and sites Data is not currently available for reporting this year. [e)
on existing structures. However, we wish to disclose this once the supporting
information is readily available.
Providing Access
Access to Telecommunication Products and Services: Bridging the Digital Divide
PA1 Policies and practices to enable the deployment of telecommunications See “Rural” page 45 [ ]
infrastructure and access to telecommunications products and services
in remote and low population density areas. Include an explanation
of business models applied.
PA2 Policies and practices to overcome barriers for access and See [ ]

use of telecommunication products and services including: language,
culture, illiteracy, and lack of education, income, disabilities, and age.
Include an explanation of business models applied.

- “The hearing impaired” page 45

- “Low Income Groups” page 45

- “International customers” page 44

- “The youth market” page 44

- “Foreign expats and labors” page 46

PA3 Policies and practices to ensure availability and reliability
of telecommunications products and services and quantify,
where possible, for specified time periods and locations of down time.

See [ J
- “Enhancing network quality, page 42
- “Securing Business Continuity” page 43

PA4 Quantify the level of availability of telecommunications products
and services in areas where the organisation operates. Examples include:
customer numbers/market share, addressable market, percentage
of population covered, percentage of land covered.

See “Ensuring quality service for all customers” page 42 [ ]

PA5 Number and types of telecommunication products and services
provided to and used by low and no income sectors of the population.
Provide definitions selected. Include explanation of approach to pricing,
illustrated with examples such as price per minute of dialogue/bit
of data transfer in various remote, poor or low population density areas.

See “Low Income Groups” page 45 [ ]

PA6 Programmes to provide and maintain telecommunication products
and services in emergency situations and for disaster relief.

See “Securing Business Continuity” page 43 [ ]

Access to Content

PA7 Policies and practices to manage human rights issues relating Data is not currently available for reporting this year. However, (o]
to access and use of telecommunications products and services. we wish to disclose this once the supporting information
For example: is readily available.
« Participation in industry initiatives or individual initiatives related
to Freedom of Expression
« Legislation in different markets on registration, censorship, limiting access,
« Interaction with governments on security issues for surveillance purposes
« Interaction with national and local authorities and own initiatives to restrict
criminal or potentially unethical content.
« Protecting vulnerable groups such as children.
Explain how such policies and practices are adapted and applied
in different countries.
Customer Relations
PAB8 Policies and practices to publicly communicate on EMF Data is not currently available for reporting this year. (o]
related issues. Include information provides at points of sales material. ~ However, we wish to disclose this once the supporting
information is readily available.
PAQ Total amount invested in programmes and activities in electromagnetic ~ Data is not currently available for reporting this year. [e)
field research. Include description of programmes currently contributed ~ However, we wish to disclose this once the supporting
to and funded by the reporting organisation. information is readily available.
PA10 Initiatives to ensure clarity of charges and tariffs. Data is not currently available for reporting this year. [e)
However, we wish to disclose this once the supporting
information becomes available.
PA11 Initiatives to inform customers about product features and Data is not currently available for reporting this year. [e)
applications that will promote responsible, efficient, cost effective, However, we wish to disclose this once the supporting
and environmentally preferable use. information becomes available.
Technology Applications
Resource Efficiency
TA1 Provide examples of the resource efficiency of telecommunication Data is not currently available for reporting this year. (o]

products and services delivered.

However, we wish to disclose this once the supporting
information becomes available.
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Fully Reported [ ]
Partially Reported @

Not Reported @]
Indicator Description Cross-Reference Reporting Status
TA2 Provide examples of telecommunication products, services and Data is not currently available for reporting this year. (o]
applications that have the potential to replace physical objects However, we wish to disclose this once the supporting
(e.g. a telephone book by a database on the web or travel information becomes available.
by video conferencing)
TA3 Disclose any measures of transport and/or resource changes Data is not currently available for reporting this year. [e)
of customer use of the telecommunication products and services However, we wish to disclose this once the supporting
listed above. Provide some indication of scale, market size, information becomes available.
or potential savings.
TA4 Disclose any estimates of the rebound effect (indirect consequences) Data is not currently available for reporting this year. [e)
of customer use of the products and services listed above, and lessons  However, we wish to disclose this once the supporting
learned for future development. This may include social consequences  information becomes available.
as well as environmental.
TAS5 Description of practices relating to intellectual property rights Data is not currently available for reporting this year. [e)

and open source technologies.

However, we wish to disclose this once the supporting
information becomes available.
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Global
Reporting
Initiative™

Statement
GRI Application Level Check

GRI hereby states that Advanced Info Service Public Company Limited has presented its report “AlS
Sustainability Report 2012” to GRI's Report Services which have concluded that the report fulfills the
requirement of Application Level B.

GRI Application Levels communicate the extent to which the content of the G3.1 Guidelines has been
used in the submitted sustainability reporting. The Check confirms that the required set and number of
disclosures for that Application Level have been addressed in the reporting and that the GRI

Content Index demonstrates a valid representation of the required disclosures, as described in the

GRI G3.1 Guidelines. For methodology, see www.globalreporting.org/SiteCollectionDocuments/ALC-
Methodology.pdf

Application Levels do not provide an opinion on the sustainability performance of the reporter nor the
quality of the information in the report.

Amsterdam, 21 June 2013

GRI REPORT
Nelmara Arbex GRI CHECKED

Deputy Chief Executive
Global Reporting Initiative

The Global Reporting Initiative (GRI) is a network-based organization that has pioneered the development of the world’s most widely used
sustainability reporting framework and is committed to its continuous improvement and application worldwide. The GRI Guidelines set out
the principles and indicators that organizations can use to measure and report their economic, environmental, and social performance.
www.globalreporting.org

Disclaimer: Where the relevant sustainability reporting includes external links, including to audio visual material, this statement only
concerns material submitted to GRI at the time of the Check on 17 June 2013. GRI explicitly excludes the statement being applied to any
later changes to such material.
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