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The Pandemic (H1N1) 2009 is spreading worldwide, Al Around
Plastics is concermned about your health; therefore, in Well-
Being, we presentyou how to cope with this in Smile
in the Face of Pandemic (H1N1) 2009. Also,

we recommend you read Interview to get to
know Mr. Paiboon Julasaksrisakul, the young
executive who has led King Pac Industrial Co., Ltd. to
global success.

The Cover Story introduces you to SHINKOLITE--the high-
quality acrylic sheets that possess dominant properties of extra
slimness and high light transmission, which can well meet the
boundless imaginations of architects and end users. Then, move on to
New Productto gain more technical knowledge of Active Flow, which was
introduced in our previous issue. The innovative product is another choice for
plastic product manufacturers to further utilize. In Travel and Leisure, we would
like you to experience the exciting and challenging whitewater rafting in fast-
flowing Pai River.

All Around Plastics always welcomes all comments and suggestions from our
readers. Let us know how to improve our magazine to satisfy you best. Don't
hesitate to write us at email: allaroundplastic@scg.co.th

**Attention! For any suggestions, you'll receive our chic SCG Chemicals
umbrellas. This little gift will be given away especially for our readers!
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The articles and opinions in this 'All Around Plastics' are those of the writers and do

not necessarily reflect the policy of SCG Chemicals.

About SCG Chemicals
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SCG Chemicals is a subsidiary of SCG and is one of the Group’s 5 core businesses. SCG Chemicals
manufactures and supplies a full range of chemical products, ranging from upstream, intermediate, to downstream.
SCG Chemicals is now one of the largest integrated chemical producers in Thailand and a key industry leader

in the Asia-Pacific region.
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SHINKOLITE LX N875 can be used to
ake large advertisement boards sized
1.07 meters.
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Comparison of conventional
light box (Left) and the slim
light box using SHINKOLITE
LX N875 acrylic sheet
(Right)
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Thermoforming Condition

Bending
Vacuum forming (shallow)
Vacuum forming (deep)

Free blow

*This condition depends on each oven condition. Please contact Thai MMA Co., Ltd. for further information.
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Cast Sheet 155 I 183 3110

Tns 0-2586-5812

Shinkolite DX Conventional glass cell cast

130-150 DegC 160-180 DegC
130-150 DegC 160-180 DegC
150-170 DegC 180-200 DegC

150-160 DegC 180-190 DegC

As interior and exterior spaces are
increasingly limited, consumers
nowadays turn to look for slimmer
furniture, appliances, and decorations
to utilize of the limited spaces they
have more effectively.

The clear evidence of this consumer trend is
the modern television sets and advertisement
boards of which slimness is their selling point.

--.________'

Properties

The number of light bulbs /
the power of light
(Box size 1.2x0.8 mxm)

The thickness of light boxes
Picture display changing time

Lighttube's appearance

Picture colors
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Conventional Light Boxes

3tubes, 4-foot-long /
108 watts

15-20 centimeters
Long

The shapes of light tubes are
visible when the tubes are less
bright. (Tubes are placed
behind acrylic sheets.)

Heat from tubes fades pictures
quickly.

Slim Light Boxes

LEDs /43.2 watts

2.5-5.0 centimeters

Short

The shapes of light bulbs
do not show when the bulbs
are less bright. (Bulbs are

placed beside acrylic sheets.)

Acrylic sheets are not heated,
so pictures will not fade.



The advertisement boards we
normally see in everyday life, such as
boards in front of convenience stores, and
the menu boards at fast-food restaurants are
made of several materials. The boards that are
most familiar to you are light boxes. However, you
may not be aware that the one of the material with
the translucent property used in them is acrylic sheet.

Conventionally, advertisement boards are very thick, thus
requiring large structures to support their weight.
Besides, the light tubes placed behind acrylic sheets to
light up the boards tend to be highly visible, and thus
obstruct the glamorous effects of the boards and their
surroundings. Therefore, a new light guide and diffusion
technology was invented and applied to the light guide
plate in computer monitors, LCD TVs and LED TVs. The
special acrylic sheet grade was designed to use in
compatible with edge light, which is applied to
guarantee the beautiful glow of such displays.

As well, the technology leads to the significantly
slimmer displays which, in turn, enable the
production of the larger but slimmer light boxes that
consume less energy than conventional light boxes
do. It meets the needs of creative professionals who
love the beautiful, modern and unique designs that
fit limited space well.

Thai MMA Company Limited, the joint venture of SCG
Chemicals and Mitsubishi Rayon Company Limited

of Japan, has introduced "SHINKOLITE" —high-quality
acrylic sheets produced with the latest continuous
cast technology from Japan. The special grade of
SHINKOLITE acrylic sheet, optical grade (LX),
possesses dominant property of good light
transmission. With this property, SHINKOLITE's
optical (LX) grade can be used to produce
decorative objects, such as illuminated shelves. If
color-changing LEDs are used, such shelves can
change colors accordingly, thus making displayed
products more attractive. Therefore, optical grade
(LX) acrylic sheet can well meet the boundless
imaginations of architects, and home owners, who
favor colorful interior decorations, thanks to the
advance technology that brings about the light-
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With its uniform thickness and high light transmission,
the SHINKOLITE LX acrylic sheet is suitable to be
used as the light guide plate in liquid crystal displays
(LCD screens).

diffusing acrylic sheet.

Apart from the special grade of SHINKOLITE acrylic
sheet, Thai MMA also offers two more grades for
general applications, and for sanitary wares. The
advantages of the continuous cast technology are
that the thickness of the finished sheet is consistent,
contamination is low, and the sheet can be bended
and shaped at lower temperatures than conventional
acrylic sheet. After all, SHINKOLITE acrylic sheet is
thus a good choice for manufacturers to reduce
energy consumption in their production processes.

The continuous cast sheet plant of Thai MMA Co.,
Ltd has the production capacity of 20,000 tons of
acrylic sheets per year. Its commercial production

e

o d

SHINKOLITE f‘fgnzfv”li/?eﬁﬂmfuuamﬁuﬁ'l (Display)
il SCG Experience Yaoiauliaudusugiauls
Failu Gremaoalil LED Foiaq

Used in the product display at SCG Experience,
the high-quality SHINKOLITE acrylic sheet helps make
the products more intriguing with various LED lights on.

will start in December 2009.

For more information, please contact:

Mr. Wason Sothievorakun, Sales and Technical
Service Manager-Continuous Cast Sheet Business,
Thai MMA Company Limited Tel. 0-2586-5876

Ms. Sawitree Eungaree, Continuous Cast Sheet
Sales Executive, Thai MMA Company Limited
Tel. 0-2586-581
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ECO Value - ECO Recycle
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By Dr. Kreangkrai Maneeintr, Researcher,
Department of Earth Resources Engineering. Kyushu University, Japan
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An alternative way to sustainable preservation
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When you snuggle up in a polyester
sweater that warms you up, you may
not know that the beautiful outfit you
are wearing is made of drinking plastic
bottles that we drink and dispose every
day. Through a recycling process, these
bottles are converted into fibers which

are finally woven into clothes.

vaanaaani/sznn PET
WlJ'Ii”i’I‘MHﬁ ulumnml
mwm?ummamau?y
Tudioaaos

Recycled PET bottles - a
major raw material for
producing fibrous polyester

By recycling valueless
plastic garbage, we can
save waste-treatment costs by
millions of baht each year. Not
only we can save spaces used
to landfill this waste, but the harmful
pollution resulting from the burning of these
materials can also be lowered. Not surprisingly,
many countries, such as the United States and
European countries, encourage the reprocessing
of plastic waste into more useful plastic products,
and campaign for the use of products made of
recyclable materials.

According to a study by the American Plastics
Council, in 2001, 35% of plastic bottles were recycled

and spun into fibers for clothing, carpets and other
textiles.

The recycled plastic bottles, which are later
converted into fibrous polyester, are made of PET
(Polyethylene Terephthalate) resin. Worldwide,
approximately 1.5 million tons of PET bottle garbage
is collected each year. The fundamental reason that
PET bottles can be converted into polyester is
because PET resin, the raw material, is based on
petroleum products, such as crude oil, or natural
gas. Therefore, recycling of that petroleum-based
polyester is considered an alternative way for energy
conservation.

The recycling process that turns plastic bottles into
polyester starts from separating out PET bottles, then
taking them through sterilization process.
Subsequently, they are crushed, chopped, and
melted. The melted plastic is then squeezed through
a shower-head-like device, producing fibrous
polyester strands. Those strands are later stretched to
make them thin, strong and flexible, ready to be woven
into various textile products such as synthetic fleece,

T-shirts, sweatshirts, gloves, bags, shoes and so on.

In addition, polyester can also be blended and woven

clothing, other pluducts like backpacks and gloves are
also made of recycled-PET fabric.

with natural fiber, like cotton or hemp, depending on
purposes of applications.

Now that you know the value of used plastic bottles,
next time when you drink water from them, please
keep in mind that you can do your part in saving energy
and the environment by separating garbage plastic
bottles before disposal for recycling purposes.

u Wﬁd‘ﬁlﬂgﬂ Sources/References

http:// www.americanchemistry.com/plastics/
http://www. wellmaninc.com/
http://www.magnifeco.com/page/6/
http://www. myspace.com/472970940
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A new generation executlve to steer plastic bag
business to world class position

DINOAaDUNLUDDUU MSIIOIUNMDSSND
didulUeghodoidion 1a:n3AUSUISD
Lndu Tushodudhumsuenauouiuamo
58D NagnsNIsaa1aIWwoas1voA U
IONCND  SOUNLIUOAQNISUSKHISNIS
damsiuducho KivludodsaArynad
waconIUaIWISNNI0NISILIOIUYOD
ovrnsnUs:auncuausoaoulned Tdin
MsmanoanUS Us:aumsnd Iia:iuofna
Tumisusrisvanisssi® DINWUSKHIS
suimivgsuind  Bomnritidognocioltion
la:3a10u  gouBoslumsweuunciogoq
sshvlRussadanUs:aofiia:IdhkuNeg IWo
uhwhovrnsgnonuahiolunagoaa

wiks luasdnsfiiudothedmihduenaasnsthonan
ﬂizaumiaﬂuqﬁﬁaﬁm’;mmaarﬁu‘%miqmﬁw WA
ﬁumuaemﬁ@msﬁﬁﬂmﬂé’ia&hqméh fa viEn
mLLWﬂ dudsL AL mﬂﬂ (King Pac Industrial w38
KPI) smmmuﬁﬁﬂammﬂumima@ uazdIndve

sousowanadn

1 O ALL AROUND PLASTICS

wansdnynUszom  uastiududnangawanadinae g
fige hwoiden Advmite

ﬂvaW‘iJaﬁl aaﬁnmﬁ'sana Lﬂuuﬂﬁﬂaiﬂwﬂmﬁw
L?J?N’]ﬁ‘i_l“/la@ﬂﬁ]mi‘]_l’iwﬁﬂdLL‘W@@]@QW ADMLE aaﬂﬂmﬁs
ana Aludon sﬁqmumﬂammma a9t @aﬂwuaa
umwmumL:smmmemﬂumimwmuw@m’ﬂﬂaﬁw
ﬁmiwﬂﬁﬂu@m@mwma@ﬂszﬁﬂaﬂ

ﬂm\/LWUaHLﬁ'mGQWLSN@]%?JQ\‘J AILUNA NRDAREUININTT
LG]‘]JIG]‘?J@GﬁiﬂQGNLL@]@?&ﬂQWJI@&I‘]J@TN @mwa (@m Gé
Qﬂﬂﬁ@@ﬁﬂﬂa) L?&IG]‘leﬁﬁﬂﬂ??Nﬂ@]QG‘WﬂTﬁWﬁNWﬁ’N




30 Tuin I@mimmﬂamimammﬁ‘aymmm Z|p il
2519 lufia 1Q Plastic Co., Ltd. Zlasnuaeutaifiv
Siam Zip 1992 Co,, Ltd. mwaﬂmm’mnmm
LhsneeasiuuazanaiBussngifaiidng Tnaiuly
ﬁmﬁimﬁmqaLﬁ‘addaaﬂvl,ﬂﬁaﬂiﬂ Tuwsnizim Zip Pac
Co., Ltd. aunssitei] 2539 daenefamauasriadio 5
Asna BucseEea L‘ﬁaﬁwqﬁﬁamﬁmqnwmﬂaﬂnﬂﬁ‘azmw
osaanshaLlssner

Lﬁaamﬂﬂmm% f\;aﬁﬂéﬂ%aqa UIeIUNITNMTLI N
Judeinuimsuasinamu aaaanaifiiuanas
AN17ATDUATBITINANINNEY D17LTU §3RU T8N
afsisansng gefiamasmusmiiums@inem mesmms
wnel Qe mnTaNshae) aunssvidll 2540 TEime e
fowwr lawasmsasunasingfesugialaeidon I
amadndyugsieitun adulal§afge luomesin
1éun p3fiadsean Sevh i Asuma (KPI) aenalssnugs
WaEFNOEN9TIREI eTesTue oI sTaImMATiaN
%ﬂmmvﬁuﬁw LLﬁ”ﬁx‘iLﬁN line mimﬁmmﬂﬂa” (trash
bag) LLauﬂdi‘l"ﬁLﬂa (recycle bag) LazRueBNIINNE
L‘wamaaﬂvlﬂm@mﬁmwﬂumwmmﬂmum ’enmui]’emuu
Aauwe mmaﬁam’mmsmumNammwma@mmamaaﬂw
uimﬂﬁma@{’lmyLﬁuau@wuﬂmum@Lawjﬂ"

nowdududuuan mm‘lﬂﬁami@uaﬂismum?wﬁ@nﬁa
Glﬁifluﬁm@v'af?'ol,m@ﬁau VAN EMFIMUNIIHER o)
seenits wmwmmmslummne/ua AHIDINIIUDI
A’

Sodhanduduimadadh  mafefiquilnyadldanm
iy duadiudiug Ao meSunagnidumaame T
Vl;ﬂmLLmﬂ@wm?ﬂmawuﬁmﬁwwwmﬁiﬂa (Business
Alliance) LW@?JHWHG]GW@GLWN‘"] Vl,ﬂmﬁiymﬂmm HND%
FafudsiAelaohasiudandsnniendhandinen
navdmsanden MNnRRusinIN19gIiazeILsHn
Al 3 Uszmemdn fe swdgondm gl LLa”tﬁlﬂ%
auflaqifuiusiiasmegshiazes 15 Aune Sudiriaiea
f1fe 21829 Safinanniund 10 Ussineiialan

I@EJW@N%’]Q']TW’]%@T]@’] AN 38 ﬂ’itLVl‘FTWJIﬁﬂ

LA TE UGN 1A upsipderamagsiia
il hsdmne maSmsmsmmeBs b
wiagiia luifagiusuiinsnemoens Sovin BidaasuGen
naemBAHMIeIe iths matSusmesmmadegn lnesiag
dhisgnéranndeti nemAe daslimasunemn@naaints
15lnedud soumuaasdaiuaseudiaonTsiumeeg
gralnaloemss weviluinke wily uasWanidue b5
saLAuaIn NG aIMIasiLs Ine ferssaanniiger

y o o o N o ao a a o - o o a 1 1dday o o7 Y ¥
r;m/lwyay Qﬁﬂnﬂﬂiﬂf]ﬁ qﬂ?ﬂﬂiiﬂﬂ'liﬁlﬂﬂﬂ?i UTHN ANUNA BUATIATEA 91NA Hﬂqiﬂﬂ?u?ﬁﬂﬂﬂ?ﬁ(lﬂﬂl‘m?Nlﬂa
Mr. Paiboon Julasaksrisakul,

Assistant Managing Director of King Pac Industrial Company Limited (KPI), the new generation

with great vision in management.
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Business competition is becoming more
intense these days in terms of expansion,
marketing strategies for differentiation,
and management tactics. A key to the
competitiveness of most successful business
organizations is conveyance of knowledge,
experiences, and business management
concepts from senior executives to new
generation executives. If the conveyance
is clear, and consistent, it will certainly
help fulfill the organization goals, thus
leading to the ultimate success.

One of the organizations that are praiseworthy for
the transfers of long experiences from senior
executives to new generation executives, and for the
perfect combination of rich industry experiences and
modern business management concepts is King
Pac Industrial Company Limited (KPI). A producer
and marketer of all kinds of plastic bags, King Pac
is recognized as one of the largest plastic bag
producers in Asia.

Mr. Paiboon Julasaksrisakul is a modern, hard-working
young businessman, a successor of Mr. Seri
Julasaksrisakul, his father and the founder of King Pac.
At present, Mr. Paiboon is the major force driving King
Pac forward to compete in the global plastic bag market.

Recalling the beginning of King Pac and the path of
its growth, Mr. Paiboon said: "My father (Mr. Seri
Julasaksrisakul) started the business with the
production of plastic bags over 30 years ago. It
began with the production of zip bags in 1976 under
the company named 1Q Plastic Co., Ltd., which was
later renamed Siam Zip 1992 Co., Ltd. After
becoming joint venture with German and Malaysian
partners, the company was renamed again to Zip
Pac Co., Ltd. and focused on the production of bags
for export to Europe. In 1996, he expanded the
business and established King Pac Industrial Co.,
Ltd. to produce all kinds of plastic bags for export."

As the chairman of the company, Mr. Seri
Julasaksrisakul is an executive-cum-investor. He has
run a number of businesses, including property
development, education, medical services, and
others in various industries. Following the 1997
financial crisis, he pondered the future of investment,
and chose to emphasize on the area with the
brightest prospect at the time-export-oriented
businesses. In pursuing the export goal, King Pac
rapidly expanded its plastic bag factories to meet
the then growing market demands. Since then, it
has also added the production lines of trash bags
and recyclable bags, as well as many other products
for export. Nowadays, King Pac becomes the export-

oriented plastic bag producer with the largest
production base in Asia.

During the first stage of his career, Mr. Paiboon was
assigned by his father to take charge of cost-reduction
production control and the capacity improvement of
machinery at the factories of King Bag Co., Ltd. ,which
manufactured and marketed products for domestic
market, and King Pac Industrial Co., Ltd. He took up
the job, and proved to work with determination and
visions for over a year. Then, his family entrusted him
with business management and appointed him to
the position of the Assistant Managing Director of King
Pac Industrial Co., Ltd.

"l started to run King Pac by controlling the
production lines of the factories to cut costs and
improve the productivity of the machinery, while
ensuring that the production process was
environmentally friendly. After learning the
production job for a while, | moved to take charge
of sales and business development until now."

Taking full management responsibilities, Mr. Paiboon
prioritizes the improvement of marketing strategies,
and the expansion of business alliance to enter into
new markets in more countries. These are the obvious
changes that have happened since he took over the
management from his father. Previously, the company
had business allies only in the United States, Europe
and Japan. Today, the alliance of King Pac Industrial
Co., Ltd. expands to over 10 more nations worldwide,
built on its old customer base that covered some 38
countries around the world.

"Previously, management of marketing and business
allies used to be unaggressive. The present
economic recession, however, has triggered the
change to proactive marketing management to
approach more customers and business partners.
In other words, market and customer research must
be conducted on customer needs, behavior, and
satisfaction in order to improve, correct and develop
products that exactly meet their needs."

"Implementation of proactive marketing to expand
business alliance network overseas has driven us to
meet more customers, who are the end users of our
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products. We have listened to their needs so that we
can develop new products that best serve their needs.
We have also invested in the research and
development of machinery and products. For
example, we have added draw tapes to our garbage
bags for users' convenience. We have also developed
Zip Locks under the King Pac brand, which feature
unique Double Zips that boost users' confidence in
sealing. Besides, we have changed the packaging of
those Zip Locks from a conventional box to a more
handy bag" Mr. Paiboon said.

Another challenge for Mr. Paiboon is, inevitably, how
to ensure his business' survival in light of the current
economic crisis, which has impacted almost all
businesses. As an export-oriented manufacturer,
King Pac is among the high-risk business sectors
most vulnerable to the shrinking market demand.
Mr. Paiboon said: "t is true that the target markets of
King Pac are the United States, Europe and Japan,
the epicenter of this economic crisis. But, fortunately,
we have been affected only slightly because the
long, and rich, experiences in business
management of plastic bag markets were conveyed
from my father and with these lessons, we can come
up with contingency plans to effectively cope with
the possible impacts of the economic crisis.
Actually, | take this moment as a good opportunity
for us to intensify our proactive marketing attempts.
We can go out to visit and learn more about
customers' needs, and to develop relationships
with more traders overseas."

Regarding the impacts of the present economic crisis
on the plastic bag business, Mr. Paiboon said: "There
are increasing demands for products in many
categories despite the current economic situation.
Among them are shopping bags, or T-shirt bags.
During economic hardships, more people buy food
fo cook at home, so they need more shopping and
garbage bags. Sandwich bags are also more
popular in overseas markets because they are used
{o take food from home to offices or schools. So | do
not think the plastic bag business will be significantly
affected by the economic crisis. On the contrary, it
should buck the economic trend."

In terms of the key success factors of King Pac, Mr.
Paiboon shared his secrets with us: "Since my
company focuses on quality and services, | take
research and development, and CRM (Customer
Relationship Management) very seriously. In other
words, we must first know the customers. We must
get to know them in all aspects, including their
ages, characteristics, preferences and ideas.
Moreover, we must be a good listener when the
customers give advice on our products and
services. This enables us to adjust to each customer
and serve him right.

"Another key to the success of King Pac is the
consistency and clarity of management concept
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an direction that were transferred from my father.
Between my father and me, there is no generation
gap when it comes to ideas and methods about
work. We have never had a dispute on work. This
is possibly because my father is a modern
executive, who is quite open to children's opinion.
He lets us fully have our say and takes part in
deciding on issues. If our decisions are
inappropriate, he corrects us constructively. And
we must listen to him as well because | think that
we are still new in managerial jobs, and have yet
to gain experiences. The knowledge we obtained
from school cannot always be applied in the real
world. Listening to him, contemplating his advice
and applying it in my own way, | have learned the
secrets of work which are unavailable elsewhere."

Finally, Mr. Paiboon revealed that the top secret of
King Pac's success was the devotion, determination

and perseverance of over 2,000 staff members who
joined forces to consistently improve the quality of
products and services of the company, the result of
his own personnel management style.

"My father and | realize the importance of all staff
members of the company. My personnel
management principle is simple. | think of all my
employees as my family. We are brothers, sisters,
and friends, who can listen to one another's opinions
and criticisms, which are useful for our work. Being
a new executive, | always respect and listen to the
advice of those who have been here longer than |
have. | do believe that all my staff members are ready
to support me and work for the prosperity of the
business as they have been doing all along."

Regarding the sharp management ideas, and the
great vision of Mr. Paiboon, it can be stated that he is
a modern executive well worth watching. He is
following the path of his father who is a successful
executive. With lessons from his father, along with
his own determination, he will able to lead King Pac
Industrial Co., Ltd. to its glorious success in the
global plastic bag arena in the near future.m
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In the organization, business philosophy is
the fundamental that is more crucial than

any strength. Philosophy means aftitudes
that guide actions. It truly shows the degrees
of determination to take actions.

One important and tangible business
philosophy that belongs especially to all large
and highly capable organizations is o select
suppliers as supporting business partners, the
ones who cooperate fo achieve business goals
together, not just ordinary suppliers. This
business philosophy brings about not only
business transactions, but also the success of
both partners in the long run.

It has been almost 10 years that SCG
Chemicals has served one of the key
customers, Colgate-Palmolive
(Thailand) Limited. Ms.
Mayuree Paklamjeak,
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the company's Packaging Director of Greater Asia
Division, recalled the beginning of the business
partnership as follows:

"In 2000, our team discussed about supplier
selection criteria for plastic pallets used to
produce the company's product packaging,
mainly bottles for talcum powder and shower
gel. What we decided at the time consists of
technology, technical services, production
capacity of plastic pellets, delivery and prices.
Absolutely, SCG Chemicals was one of the
suppliers we considered."”

Readiness in the mentioned criteria is the first factor
to consider in supplier selection, but the most
important one is the quality of plastic pellets that
can meet all the needs of Colgate.

"Colgate has varieties of products. In our packaging
supplier selection process, it is necessary that we
try suppliers' products, and this takes time. For plastic
pellets trial, we, for example, must try blow-molding
fo make bottles and see if it is difficult to adjust
blow molding machines, and check whether those
bottles meet the company's standard.”

Ms. Mayuree added: "Dealing with the prices of
plastic pellets is the responsibility of the sales
department. We need the plastic pellets with
consistent quality. Normally when Colgate
encounters a problem in bottle production,
we expect suppliers to come and solve it
right away. The suppliers must be punctual
in delivery as well."

In this case, Mr. Dumrongpao Tabtippawon,
Technical Service Engineer of SCG Plastics Co.,
Ltd., who is in charge of technical services, shared
his message:

"We work not only to serve customers upon their
request, but also to explore root causes of

problems in other related areas of work, and the
opportunities to increase customers' benefits to
the highest extent."

With dedications to satisfy customers, SCG
Chemicals team always work hard to develop new
products for customers, and to solve their problems.
This has been proven through several years of
cooperation between the two companies. Here Ms.
Mayuree cited an example of the good partnership.

"We discussed with SCG Chemical teams in
adjusting the size of plastic pellet containers to
increase efficiency. This results in our change in
packaging form from 25-kilogram bags to tank
cars, which is less labor-intensive and improves
productivity. For new product development, if
suppliers have new grades of plastic pallet that
can reduce the weight of bottles but maintain
strengths, Colgate will be interested. This is
because when the bottle weight decreases, the
weight of discarded bottles will too and this is
more environmentally friendly. Colgate has been
working on this for several years, and will do in
the future, thanks to the cooperation with such a
good partner as SCG Chemicals"

Colgate does not have subjective judgement on
supplier's satisfaction, but have standard criteria
to evaluate all suppliers, including 1) Quality,
2) Services, 3) Delivery, and 4) Price. Ms. Mayuree
described about these criteria as follows:

"We continually evaluate all our suppliers using
the same criteria. We always look for suppliers
that offer consistent product quality, on-spec
product delivery, responsiveness technical
services, on-time delivery, and price. All these
factors are taken into account.

Clear and focused business management to
achieve strong and sustainable growth is what
Colgate always values, and is already well-
positioned at this time. However, the mentioned
standard is only the operational rules of the
business. The more important fundamental is its
business philosophy that Colgate attempts to
convey to its business partners. Ms. Mayuree made
an interesting point as follows:

"When selecting packaging suppliers, we expect them
to be more than just an ordinary partner, but a cutting-
edge partner who can mutually exchange information
and advice to improve packaging quality. When
Colgate grows, our suppliers will grow with us. We
will grow together toward success."

Colgate-Palmolive business philosophy is really
praiseworthy. As a cutting-edge business partner,
SCG Chemicals is pleased to be a part of this

philosophy.
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The Future of Thai Economy..Not yet out of woods
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The fourth quarter of 2009 has come,
yet there has not been any clear indication
that the global economic crisis, which
has affected the Thai economy, is genuinely
bottoming out. Although some signs of
recovery have been detected since the
second quarter of the year, the Thai
economy still needs much support from
all economic sectors before it can return
to its normal strength.

Since the second quarter, the positive signs of the
Thai economic recovery have increasingly shown.
Recovery was evident in major manufacturing
sectors, especially electronics and the automotive
parts industries, which have enjoyed favorable
growth from the increasing sales of automobiles.
Besides, all economic indicators pointed to an
improving situation, compared with those in 2008,
and the first quarter of 2009. Investment in private
sector has increased, unemployment and inflation
rates have dropped, and the country has seen a
current account surplus. All of these have signaled
an economic recovery.

The latest findings of the National Economic and
Social Development Board (NESDB) reveal that the
Thai economy started to pick up in the second
quarter of 2009, as real GDP growth shrank by 4.9%,
at a decreasing level from those of 2008, and the
first quarter of 2009. The contraction eased
considerably, compared with the 7.1% decline in
the first quarter of 2009. However, household
consumption improved only slightly, as consumption
still contracted by as much as 2.3% in the second

quarter compared with the 2.5% decline in the first
quarter of this year.

Besides, the NESDB expects Thai exports in 2009
to go down by as much as 16.3%, compared with
2008 level. Imports also dropped, but at a more
accelerated pace of 24.2%. Inflation rate is likely to
decrease by 0.5% to 1%, a substantial fall compared
with the 5.5% growth in 2008. The NESDB also
adjusted the 2009 economic forecast slightly from
2.5% - 3.5% to 3%-3.5% minimal contraction.

These positive figures may hint that the economy is
improving. However, many analysts wonder how long
the recovery will last. In their opinion, although
domestic economic situation have already improved
from what it was at the height of the economic crisis,
domestic spending is still sluggish and it will take
quite a long time to restore consumers' confidence.
In addition, there are other negative impacts to
reckon with, such as the spread of HIN1 2009
pandemic, doubts about the stability of the
government, and potential political unrest. These
factors continue to undermine the confidence of both
consumers, and local and foreign investors.

Domestic spending by the government and the
private sectors, therefore, remains the key stimulus
to economic growth as it directly enhances
macroeconomic stability. The government recently
launched the "Thai Khem Kaeng", a set of economic
stimulant policies to promote public and private
investment and spending. With the intention of
boosting consumer and investor confidence of
economic growth at a time when the global economy
remains sluggish, the government is investing 1.43
trillion baht in megaprojects over the next three
years. It expects the campaign to boost money flow
in Thai economy within October 2009. The
megaprojects involve investments in the transport,
education, public health and agricultural sectors.

As the global economic crisis is bottoming out,
analysts and investors, as well as the majority of the
general public, are more confident that the new
economic campaign will revitalize the economy to
a certain extent. However, it would be better if the
government, as well as monetary and financial
policymakers, also focus on solving the problems
having medium- and long-term impacts on the
economy.

Besides, itis important that the government regularly
gauge consumer and investor confidence, because
it indicates the degrees of domestic spending and
investment. Only when such economic indicators
as foreign exchange rates, domestic spending, and
investment by the government and the private sectors,
exports and tourism improve simultaneously, can it
be assured that the Thai economy experience

sustainable recovery |
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The 2009 flu pandemic has changed people's
perception of a cold, which, previously,
was considered as a common illness
that anyone could have. Today
it becomes an illness that
frightens everyone. If one
catches a cold, he will
suddenly panic or
worry. To avoid such
feeling, we should
know what the real
signs of the 2009 flu
are and what we can do
fo protect ourselves from this
rapidly spreading pandemic.

The 2009 flu pandemic results from infection with a new
strain of virus. The World Health Organization (WHO)
officially calls it the "Pandemic (H1N1) 2009". Those infected
with the disease develop flu symptoms - fever, body pain,
and runny nose. Weak persons with diabetes or a heart
disease can develop severer symptoms if they are infected
with the virus.

People with mild regular flu symptoms - a dripping nose,
a slight fever and a headache - need not seek medical
care. They can also treat themselves at home, and take
medicine according to their symptoms. Those who suffer
from fever of sudden onset, muscle aches, vomiting,
diarrhea, inflamed lungs, and difficulty breathing should
see a doctor for diagnosis and proper treatment. Doctors
will consider prescribing the antiviral drug, oseltamivir.
Having taken this oral drug within 2 days after becoming
ill, the patients will quickly recover.

The Pandemic (H1N1) 2009 spreads from person to person.
Itis transmitted as easily as the normal seasonal flu. The
virus is in the phlegm, mucus and saliva of patients. People
can getinfected from being close to the patients, who are
coughing or sneezing or from hands or objects that carry
the virus. It enters the bodies through noses and eyes, for
example, when ones pick their noses or rub their eyes. The
transmission usually happens to people aged 20-40. The
consumption of pork poses no risks of infection with the
disease so long as the meat is well-cooked.

To prevent yourself from infection, taking enough rest to
keep your immunity strong and exercising regularly to stay

healthy are highly recommended. Besides, you should avoid
crowded places, especially those without ventilation, such
as department stores and movie theaters and always wash
your hands before eating.

Possible signs

of the Pandemic (HIN1)
2009 infection

1 Fever, 38 degrees Celsius and more

2 Any of these symptoms: muscular pains, coughs,
puffing and difficulty breathing
And,

3 Staying close to any person believed to have the
Pandemic (H1N1) 2009 one week before fallingill

Preventive measures
1 Cover your mouth and nose with tissue paper when
coughing or sneezing. If tissue paperis not available,
US disease control authorities recommend that you
cough or sneeze into the fold of your arm, instead of
into your hand, which could otherwise spread the

virus through touching.

2 Throw away that tissue paper into a garbage bin.

3 Wearaface mask. It reduces the chance of infection
by 10%. Meanwhile, the infected patient who wears
it can cut the chance of spreading the virus by as
much as 80%.

4 Wash your hands with water and soap,
or use hand sanitizers
or alcohol-based

hand gel.®
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The success of the financial innovation Fighting the Crisis resulted from

the collaboration between SCG Chemicals and KBank.
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Ms. Paweenarush Nutsati, Deputy Head, Business Services Office of SCG
Chemicals Co., Ltd. and Mr.
President of Kasikornbank PCL. (KBank)

Songpol Chevapanyaroj, First Senior Vice
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In the 3rd issue of All Around Plastic, we
infroduced you to 'Credit Enjoy' program,
the financial innovation of SCG Chemicals
that extends credit terms for SCG Chemicals
'dealers to 60 days, with specially low interest
rates. 'Credlit Enjoy’ is an innovation of the
Fighting the Crisis' financial program that
SCG Chemicals has developed in respond
fo the impacts of today's world economic
and financial crises. In fact, those crises
originated from the financial innovations
aimed only at profit maximization by
fransferring assets, the prices of which were
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raised but the values of which were not.
This, inevitably, led to the spread of crisis
impacts all over the world.

SCG Chemicals were aware of those crises since
2007, and thus developed the financial solution that
shielded all concerned parties - customers,
business partners and SCG Chemicals itself - from
the potential impacts of the crises. It was developed
based on the principle of sufficiency economy that
His Majesty the King initiated.

The Fighting the Crisis program consists of 3 main
modules:

Finding source of fund with low costs- based
on the efficient exploitation of resources principle;

Avoiding risks with BG Pool program- based
on risk minimization through product diversification
principle; and

Credit Enjoy - based on benefit sharing to the
society.

The success of this financial innovation resulted from
the collaboration between SCG Chemicals and
KBank, which brainstormed ideas, and jointly
developed the solution. Ms. Paweenarush Nutsati,
Deputy Head of Business Services Office of SCG
Chemicals Co., Ltd, is responsible for the
collaboration in the part of SCG Chemicals and Mr.
Songpol Chevapanyaroj, First Senior Vice President
of Kasikornbank PCL. (KBank), takes charge of the
collaboration in the part of KBank. Both executives
share the story of the financial innovation with us.

"SCG Chemicals and KBank have brainstormed
ideas and jointly developed many financial
products in the past. So, when the company plans
for another new financial product or innovation,
KBank is certainly the first financial institution from
which the company seeks advice and sponsorship.
The development of the new financial program
during the present economic crisis requires harder
efforts from us to study theories and gather relevant
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information. The key of the successful development
is to find a new source of funds, and to pass it to
customers with historically low interest rates. So, it
is really a difficult challenge for both SCG
Chemicals and KBank," Ms. Paweenarush said.

Sharing his experiences in jointly developing the
program, Mr. Songpol said: "The proposition that
KBank received from SCG Chemicals was a big
challenge because we never provided any
company with such a new service. We formed a
team of capable and experienced staff members
to work on this project to best meet the needs of
customers, and to justify the confidence that SCG
Chemicals has in our services."

The financial innovation benefits directly not only
SCG Chemicals' dealers, but also KBank and SCG
Chemicals itself.

"SCG Chemicals benefits because as customers
are stronger, we can increase our sales, or expand
our customer base to support the production
capacity of plastic pellets that will rise next year,"
Ms. Paweenarush added.

On behalf of KBank, Mr. Songpol spoke of the success
that resulted from its joint development of Credit Enjoy
with SCG Chemicals. "For KBank, the greatest pride
is to perfectly meet the demands of customers, which
will become an invaluable experience that can be
leveraged in the future. Also, we must adjust the
attitudes of our team, and think more to catch up
with customers'needs”

The Fighting the Crisis financial innovation
is different from other financial innovations
as it is based on rationality, morality,
independence, good governance, the wise
use of existing resources and generosity for
all stakeholders.

It may be stated that the innovative program is the
fruit of the success, and determination of SCG
Chemicals, which continually develops innovative
services to serve the demands of business
associates that are considered as partners. SCG
Chemicals has always adhered to the principle of
“Building Success Together”. It seriously supports
and takes all possible actions for the success of
business partners for the sake of mutual, stable and
sustainable growth.

For inquiries or more information, please contact:
Ms. Sujaree Rungrojsunthorn

Business Services Office, SCG Chemicals Co., Ltd.
Tel. 0-2586-5502

Email: sujareep@scg.co.th m
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Experiences of the SCG Chemicals' dealers using the Credit Enjoy service
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Mr. Pakawatt Suwantaweechot, Managing

Director of Suwantaweechot Trading Company
Limited, A 10-year-long plastic pellet distributor

"After using the Credit Enjoy service for 4-5
months, | think it is a good service. | am satisfied
with the low interest rate. Besides, the benefit
reaches the end customers of the company. |
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Ms. Siriporn Ue-areekul, Vice President - Administration

of MC Industrial Chemical Company Limited
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Mr. Pakawatt Suwantaweechot,

Managing Director of Suwantaweechot Trading Co., Ltd.
need not be worried about revolving funds
anymore. | can order more products because
of lower costs and longer credit terms."
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Ms. Siriporn Ue-areekul, Vice President -
Administration of MC Industrial Chemical
Company Limited, a distributor and importer
of plastic pellet and all chemicals

"The new financial service facilitates our work.
It substantially streamlines the process of
applying for credits. In requesting credits
directly from financial institutions, we normally
face very strict procedures, and the process
demands a considerable number of
documents. With Credit Enjoy, we can cut
product costs and, in turn, increase profits,
thanks to the low interest rates that SCG
Chemicals offers. Also, the longer credit terms
enable us to offer longer credit terms for our
customers. Consequently, we are more flexible
financially, and can plan investment in
business expansion in the future."
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to control its waste generation in production. As a
result, SMPC has succeeded in reducing its
production waste, including contaminated and
off-spec products, from 15,000 tons to 8,600 tons
per year, as well as sediment from wastewater
treatment to about 22,000 tons per year. Previously,
the waste was disposed of by landfilling, which is
legitimate, yet poses some problems regarding the
environment and landfill availability, forcing SMPC to
find new methods of waste disposal.

In 2007, SMPC, together with SCleco Services,
a waste-management company in the Siam Cement
Group (SCG), started looking for new methods of
waste disposal
They worked with Siam Cement (Tha Luang) and
Siam Cement (Kaeng Khoi) to improve production

in production processes.

machines to successfully minimize production
waste generation and maximize waste utilization
without landfilling.

With good cooperation among the companies,
as well as the determination and clear policy of the
parent companies; namely, SCG Chemicals and

SMPC places great importance on
production waste management, especially
as our plant is located in Map Ta Phut,
where local community is critically
concerned about environmental impacts.
This prompts us to realize the necessity
of protecting the environment in the
community, and to seriously take actions
towards the protection. Although the
transportation of waste to cement plants
where it is burnt for disposal to be used
as an alternative energy in production
processes raises the production cost of
the company by as much as 11 million
baht annually, we think it is worthwhile. This
is because the technology application

Mitsui Chemicals, to stop landfilling production waste
(Zero-waste to landfill policy) has driven SMPC to
fulfill the goal. Since August 2008, SMPC has
completely stopped landfilling. Itis the first company
in SCG Chemicals to achieve industrial waste
management goal for Zero-Waste to landfill, and
become a model for other companies in SCG in
managing production waste.

As a part of SCG, SMPC is determined to conserve
the environment to improve the quality of life of
community where it operates, in line with one of
SCG's business philosophy;
Responsibility".

"Concern for Social

i mnﬁﬂﬂﬂ“" ling:
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The cement P1&

—

the waste to

can reduce adverse impacts on the
environment, and thus considered the best
utilization of resources," Mr. Suchai
Asvathavornvanit, Deputy Managing
Director of Siam Mitsui PTA Co., Ltd.
(SMPC), spoke of the importance of
production waste management.

"In implementing the Zero-waste to landfill
policy, we not only communicate to the
community that we are determined to ease
their concerns about the polluted
environment, but also show our intention
to be a model of the production waste
management for other companies.

Benefits of waste disposal in cement plants o be used as an altemndtive

raw material or energy

1. Waste is burnt at temperatures above 1200°C such that all toxic substances are totally eradicated.
2. Industrial waste can be used as an alternative raw material or energy in cement production.

3. Coal energy dependence is reduced.

4. No waste or ash leftover after the waste is burnt, so there is no need for landfilling.

5. The incineration does not cause air pollution.
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Monomer prices continued their upward momentum due
to tight supply from seasonal turnarounds of Asian
crackers. Ethylene price registered $743/ton, increasing
$116/ton g-0-q but decreasing $642/ton y-o-y. Similarly,
propylene price reached as high as $797/ton, going up
125/ton g-0-g but down $726/ton y-o-y.

The average price of Naphtha, hiking upwards, was $514/
ton, increasing $104/ton g-0-q but decreasing $529/ton
y-0-y, resulting from improved demand on the back of
optimistic outlook on economic recovery and firm
derivatives market.

Polyolefins price remained firm supported by tight regional
supply from planned and unplanned shutdowns of
polyolefin plants in Asia, coupled with the delay of new
capacities from the Middle East and India. HDPE prices
in Q2/09 increased to $1,144/ton, on average, going up
$211/ton g-0-q, but down $535 y-0-y. The average price
of PP was $1,118/ton, improving by $220/ton g-0-q, but
dropping by $622/ton y-o0-y.

The resulting Q2/09 HDPE-Naphtha price gap was $630/
ton, increasing $107/ton g-0-g, but remaining stable on y-0-y
basis. The PP-Naphtha price gap was $604/ton, improving
by $116/ton g-0-g but dropping by $93/ton y-0-y.

PVC price slightly moved up by $81/ton g-o-qto $719/ton, on
average, but nevertheless, decreasing by $440/ton y-o-y.

Plastic Market Outlook Q3/2009
Polyethylene and polypropylene prices are expected to
remain firm due to the delay of new additional supplies.
PVC prices are also expected to be stable due to steady
demand and cost-push factors. B
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Unit: $/Ton

April
May
June

1,078
1,146
1,208




Travel 3 Leisure

éa‘uo“uWnWou

Qana

08IND:15OU
ACUWOU
Wuans
dnworvfefuiolodnidunio
dogfnonssuninlgna:isiio
nawanatniBeoniSandn "deolrio”
TuUs:inAlnadathnaleaialhisy
Ididonaevinoriuogivaynaulu
1a:ndoludufifio eéhdhule 1Ko
Sondanbdevaou Bodduridann
AoIINUUSLBEIa:ADIvIIAUATD
Thawiuatueninofudornda
Ijdovaou Tain o.uhe o.Uwuw lia:
| o.lov foulhaavgiuthaa:du
B ssesunahefliidanvatsguuuy
) Tz AN DY Lwiﬁl,%fﬂaﬁ"qmiu
. O sousowmaon
< ALL AROUND PLASTICS

uhrannisud

R Saadumsaaoursfifiszazmanitle so
Alamas Toafoduansunathe sjmih
=t Vlﬁmmmaﬁu%’wééwmal,ﬁm usldassan
e 2 Tu 1 fu Andwmneaglaly
Fanaaduthidesgiuaath s
lewanAunarsmahiidaanan
Twinetag
agm‘%'mmmilﬁumaagﬁéwmama
NOUAIFEUINDTS UnLAUN196ia9
Fndaungn@niuiseinlunisaadun
usiazeuazldmsantiution Lga:q%w wazwienlszadn laed
wnenadummusimmnenligaanane wwnitsdamananits
I6fiszanns 6 Au duwslsdhdnUseaunensda aumesivh
wazaudiathng fimashumisieundone tiasaetiadyfiern
apaunenslivaashlumasanhiimue

Suusnaasmsassuniadallideussnmesnsnnsfussdan
ﬁaﬁﬂﬁﬁﬁmw@aawhﬂrﬁaﬁwﬁawﬂmmiﬁ ﬁmﬁuwwaJLé’T
fﬁumNumﬂmmnmm@Numeaa@ma auma@maa
Wnusndwsuaau Tnds AvnihenanedniEan ¥en
e mmummauﬂwaamammsgsmmaa@mﬁ NAINLAL
amﬁuﬁmﬂw@mﬂaﬂﬁmm i Afnmduaniusiad
LRYAIMTANUIE) usaterdr newwandhuiiluinnen

sanusaaazqaunsluudal)

serithe anenethefsneusigosson Arnwennde
999mIaIAI* aemasydy inaasunwneuldiingse
o Folaemsnsiidoudseiu 1 - 4 lnaawy Slwmmmm
anafifesyay 5 defetidusyufifenaeninn Wasen
svduhdandnad@ouacuse shuanad lauieusnms
Namﬁaﬁy’wma Franafimsnvasiumsaauniseinthe 5

Gausifondgumenantionumiusaasynd



A = ". i d A RL

W

JUANERIIaINITRBILNN AN YA aA UM AR auINTLINTIN LNTINTEAUIN
wsennaulsusieudavhaidasua uftedhuuseashlam uwwenafovinanly |
v usividilnnendsestumnsidmhiieeuguasthalndde edseeudmny '  : g
mmavmﬂmaa@mﬂwaﬂm%@aaaLLmﬂuaammmamumwﬂaﬁwmwmmumav% _ :
wasinethasilenadeneauthaann Lmamwvl,maummmﬁm m@umaaamm ¥ AT

1 1 s Tandenhl a2
qovanememsusnadiadlfonansanils ustilmefiddasgulansaemiluomsn | o

1 o o a ¥ -4 v A -1 as
nd udidadlendeauiuawialum ynaundsastald Wagemnedmemeaseitgniga
wiadaeilainnagfs Anuunnasaususnmeainduisest.. s1uathe ] =
|-

= —_ -— I3y 'l s —_“
AUBUNiauNL ' . W 0y
Tusunethe s.usdesaeu HusEmiusmssasaewunsliminneaiiss 1w 1hensaumes : e e P
Tn3. 0-5369-9385, 0-5369-9128, IMOUOALIIDT INT. 0-5369-9111, LAIFOIABULBAIIIIDT * =

Rt R

a I

5. 0-1884-5025, 0-1952-3340, 118 9U 1ADY @MY 1N5. 0-5369-8145, 0-5369-9090 g
wSeawisndeumndeyatiuauil nin. d@ninauuigdesaeu ns. 0-5361-2982-3 ",‘ '
U@z Call Centre 1672 (UB3IAEUIEINI NG

*S:AUADIUENNDIEYODNISAODIIND

8

= ’ =l - 'Y Y a ' '
vuede Geng dunauandes udedldinaialumsdeunauin
y ) . | - .
Wnede s3sua W lvausev Tunsuiaunsiideslsinaiialunsaeauns

AU 1
2
) = g I A ) v ~ ' ' £
AU 3 Wy AeuYNen (sulunshaudy 1smatialunisasananiy
4
5

AL

s2dy 4 wmneda on Tuneidedlfinaiiauasinyzlunmenniuniudy _

n1eas enwn iwnzzdedlsinaialunismeFeasaunsgavindelsna il L 8 - e SR

seifnsziuiluedage mnzIniegnaideuazise Foalifivrnglunisdoansii . 8 st
szaumisalgeneogua Al A

o AU 6 WYY BUATIY luMANZANAUMTABNLAY Awsmnawwvnsmummm&m

winlunisinagiiag

s2AU

UIFENEYMN

1 ‘Viﬂ“id‘lf?ﬂﬂuwwm A six-manpower engine

2-4 mmiummmﬂwnmwmawunmlw The pleasant accommodations in Pai
5 wihauauaevedsunethe The beautiful paddy fields in Pai

6  dndeunouasauInIsy Onshore instruction

7 57?]1’!7&5&!115;1?11@278?)58@374 Competent ones can surely make it.

8 m'u'lfmnmgnﬁum A joyful moment at the waterfall

9 BITWIINANINYBINITABNNY The beautiful nature of whitewater rafting
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When rivers rise, it is time for
adventurous fravelers to experience the
excifing and challenging activity in fast-
flowing rivers, "whitewater raffing".
Pai River in Mae Hong Son is one
of many rivers in Thailand where raffers
can enjoy whitewater raffing. The river
originates from Thanon Thongchai and
Dcen Loo ranges and runs through
three districts of Mae Hong Son; namely,
Pai, Pang Ma Pha and Muang Mae
Hong Son districts before adjoining the
Salween river.

Various choices of whitewater rafting trip
inthe Pai River are available, depending on
how long the trips are. The most exhilarating
choice should be a 50-kilometer-long rafting
trip from Pai downstream to Muang Mae
Hong Son. Rafters will spend two days and
one night along the river and in the forest,
being challenged by rapids on some
sections of the course.

Starting the rafting trip at Pai, rafters must
receive whitewater rafting instruction brief.
They were also equipped with a helmet, a
life vest and a paddle before getting on a
rubber raft, which can carry about six
persons. The two most important roles on
the raft are the bow paddler and the
steersman, who sits atop the stern, and
pilots the raft through planned directions.

Travel tips

The first day of whitewater rafting trip in
Pai was filled with pleasant moments,
thanks to the scenic riverside all the way
through a campground, whereby a nice
waterfall, Namtok Soo Saa, is located.
Rafters can spend time soaking in the
waterfall for a while before enjoying a
simple, but very delicious dinner, then
it's time to bed.

The Pai river, running from Pai to
Muang Mae Hong Son district,
possesses several classes of rapids*
for rafters to develop their rafting skills.
Rapids in the river normally range from
Class 1 to Class 4. Sometimes in the
rainy season, rapids level may
increase up to Class 5, which is very
difficult for rafters as the river runs

forcefully. However, roaring flows mﬂ‘u';m AR #
become even more challenging
for adventure enthusiasts. The
appropriate time for whitewater rafting

in the Pai River is from June to February.

On the second day of the rafting trip,
rafters had to cope with mighty flows. Some
rapids were too strong for even
experienced steersmen. So, many rafts
capsized, but, fortunately, all the rafters
were safe. Despite the roaring rapid, finally,
everyone arrived Muang Mae Hong Son
district safely, thanks to the good care of the
tour staff, who provided all clients convenient,
joyful and exciting trip all the way.

Several travel agencies are available to serve travelers in Pai, Mae Hong Son province including:
Pai Adventure (Tel. 0-5369-9385 and 0-5369-9128), Thai Adventure (Tel. 0-5369-9111), Mae Hong Son Adventure
(Tel. 0-1884-5025 and 0-1952-3340) and Pai In The Sky (Tel. 0-5369-8145 and 0-5369-9090). For more information,
please contact the Mae Hong Son Office of the Tourism Authority of Thailand (TAT) at Tel. 0-5361-2982-3 or the
TAT's nationwide, Call Centre at Tel. 1672.

*Classification of rapids and meaning

Class 1: Mild rapids that do not require serious rafting skills.

Class 2: Stronger rapids that require some rafting skills.

Class 3: Exciting rapids that require higher rafting techniques.

Class 4: Roaring rapids that demand higher rafting techniques and paddling skills.

Class 5: Very roaring rapids that require sophisticated paddling and rafting techniques. Rafters must exercise
great care because they must cope with forceful flows. Supervision of whitewater rafting experts is required.

e Class 6: Rapids that are too dangerous for rafting, because they are very mighty and pose high risks of accidents.

U?Sﬂ?ﬂﬂ?glwd' % o s

10 awruFeatami 0 iy Roaring rapids are not a worry for us.
11 yﬂi!?zﬁﬂﬂﬁ7dﬂ7d The spot to rest is en route.

12 UANYNIINARIAUALUIEY Easy rafting at the initial stage of the trip
13 N3ANANAWUIAN A scream in the middle of the waterfall

14 gdmerz Tl do my best.
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Toenimiin

In the last issue of All Around Plastics, SCG
Chemicals introduced Active Flow, an innovative
product in the SCG ECO Value category that
reduces power consumption and conserves the
environment in the manufacturing of plastic
products. We believe that plastic product
manufacturers who aim to increase productivity
and to reduce energy consumption in the

production processes would like to know more
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about fechnical details of Active Flow. Therefore,
in this issue, we present the outstanding points,
qualities, properties, and usage of Active Flow
so that it may be another product of your
choice that helps increase production efficiency
and cut product costs in the long run.

In the lastissue, we introduced Active Flow as the additive
that helps increase flowability of melted plastic (viscosity
modifier). Itis alow molecular weight polyethylene homopolymer
engineered to boost productivity, to reduce production costs,



and to facilitate the dispersion of color pigments, and other
additives. Thanks to the state-of-the-art refining process of
Thai Polyethylene Company Limited, and the consistent
viscosity control that meets customers’ demands, Active Flow
is full of outstanding properties that benefit the manufacturers
of plastic products as described in the following table:

Properties

Polyethylene wax with low viscosity

mechanical properties of raw materials. Thus, the
manufacturers who blend Active Flow with raw materials
canincrease both productivity in production processes and
values of their products in the following manners:

- Boosting up productivity in transformation process
by as much as 20%;

Benefits for the manufacturers of plastic products or

compounders

Perfectly blended with PE and PP. Neither separates

nor stains products.

Low molecular weight
Viscosity modifier
Pastille form

Melts easily at low melting point.
Improves productivity and reduces production costs.
Does not diffuse, easy to use and compound with

plastic pellets.

Non-toxic
Non-acid

Can be applied to food-grade products.
Does not erode screws, dyes, or molds, easy to be cleaned,

and helps extend the lifetime of machinery.

High thermal stability

Given the various benefits, Active Flow becomes an
interesting choice for the manufacturers of plastic products
and compound plastic pellets.

Active Flow can be used in extrusion for the production of,
forexample, film, plastic bags, rope, sack, and plastic sheets,
and in injection molding for the production of large and
complicated pieces of work as described in the table showing
the usage of Active Flow LP1040T.

Active Flow is easy to apply as it can be dry-blended with
raw materials before transformation. This will not affect the

Endures heat in transformation process.

- Cutting power expenses used in transformation
process by as much as 20%;

- Improving products’ shinier; and

- Accelerating product colors while using less
dye powder.
If you have any questions about Active Flow or are
interested in product trial, please contact:
Technical Services for Functional Materials Department of
SCG Performance Chemicals Co., Ltd.: tel. 0-2586-5111
and 0-2586-4779, and email: tawiso@scg.co.th.

Table showing technical properties of Active Flow LP1040T

Properties ASTM
Viscosity at 149 °C D3236
Density D1505
Penetration hardness D1321
Dropping point D3954

Flow LP1040T

Extrusion molding

Usage of Active

Products - film and industrial plastic bags
- rope, sack, and plastic sheets

Benefits - saving power expenses by as much -

as 20%
- Shorteninjection time
- increasing productivity

LP1040T Measurements
20-40 cPs

0.94 glem3

& dmm

118 “C

Injection molding

- large pieces of work such as beverage
crates and automotive parts

- Complicated pieces of work such as

pallets, electrical appliances,

crate, plastic chair, and plastic flowers.

better flowability

- easiertoinjectto the entire mold

- increasing injection efficiency

- easier mold removal

- better dispersion of color pigments - speeding up injection cycles by

and additives

Mixture ratio 1-3% by weight

10-25%
- accelerating production
- shinier surface
- better spread of dye powder

and additives
sou§owa1&16r13 5
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Cheesecake House & Restaurant aauasiiuns tandy 21 (nasuaa 20)
Tns 0-2711-4149 (Woausmeynin 1381 09.00-21.30 %.

Thinking of an afternoon break, many people may dream of a
cup of fragrant hot tea or their favorite latte complemented with
a piece of good cake. If you love the smooth and rich taste of
cheese in cheesecake, you should not miss Cheesecake House
& Restaurant, which serves not only dozens of different cheesecakes
but also a variety of delicious dishes to satisfy your appetite.

Cheesecake House & Restaurant has been in Soi Chamchan for nearly 30
years. It is one of the first places that introduced cheesecake to Thai people.
The cozy café is decorated in a dark, peaceful earth tone. The customers who
prefer privacy can also sit in glass rooms in the private zone of the restaurant.

The atmosphere and services are so warm that guests can easily feel like
eating at home. The décor emphasizes spaciousness and comfort. Guests
can see through the glass wall eye-relieving lush green trees. Most of them are
regulars who fill the place with the atmosphere of warmth and coziness.

The menu of Cheesecake House & Restaurant offers both Thai and foreign
foods. An appetizer can be a dish of Thai-styled fresh spring rolls topped with
chopped omelet, Chinese sausages and a very sour tamarind sauce
guaranteed to please the taste buds of Thai-food lovers. The next dish should
be fried noodles with eggs, roasted chili paste, seafood and young vegetable
leaves. It is the most popular dish of the restaurant, thanks to the spicy taste of
wide noodles fried with roasted chili paste, the richness of big mussels, squids,
fresh fish and shrimps, and the harmonious deliciousness of fresh Chinese
kale. If you like a rice dish, a recommended one is the clay bowl of steamed
rice and stewed pork belly. You will appreciate the aroma of hot steamed rice
and stewed pork belly served with pickled vegetables to mitigate the oily taste.
This dish is delicious and will properly satisfy your hunger. Moreover, Spaghetti
lovers should not miss black spaghetti fried with salted beef, garlic and sweet
basil. Fragrant and delicious black spaghetti is cooked well with salted beef
and such spicy vegetables as garlic, sweet basil and fresh pepper. This is the
fusion dish that should certainly please both Thai and foreign customers.

After the main dishes, it is the showtime of the specialties of the restaurant:
cheesecakes. To ensure you do not miss a tasty choice in the cafe, you should
walk over to the cake display fridges yourself. Be warned, though, as you may
easily be tempted to try them all because all the displayed cheesecakes of
various types look really yummy. The dazzling array includes blueberry ‘g
cheesecake, cappuccino cheesecake, Oreo cheesecake, New York
cheesecake, Boston cheesecake, etc. The restaurant is well-known
not only for its cheesecakes but also for its cakes, cookies, bread, pies
and many more, all of which look delicious. Just a few bites, it is
guaranteed that guests will easily be convinced to buy a few pieces of
cake for their friends and families.

Cheesecake House & Restaurant is located on Soi Chamchan,
Ekkamai 21 Road (Thonglor 20), Tel. 0-2711-4149. Open daily
from 9 AM to 9.30 PM.
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"My Dealers...My Team"

Product Applications & Technical Knowledge

SCG Plastics' Domestic Sales Division recently organized
a dealer seminar on "Product Applications & Technical
Knowledge" at Radisson Hotel, Bangkok. The seminar
featured experts in product applications from the
Technical Services & Product Development unit of SCG
Plastics who gave talks and answered questions regarding
plastic resins, applications, and other technical problems.
The seminar was attended by more than 50 dealers.

The objective of the seminar was to provide the dealers
with technical knowledge about resins, plastic processing,
and basic technical problem solving.

“Your Trustworthy
Packaging Partner”

SCG Plastics' Global Flexible Packaging Division recently

organized a seminar on "Your Trustworthy Packaging
Partners" at the Miracle Grand Convention Hotel, Bangkok.
The seminar featured many experts in specialty packaging
and film who gave talks and shared meaningful experiences
and perspectives with the participants on food packaging
market outlook and trend , as well as new product
information. They included Mr. Kitti Wangwiwatsilp, Deputy
Managing Director for packaging development, Charoen
Pokaphand Food PCL (CPF), Ms. Mahalia Soediono, Senior
Technology Manager of Dow Chemical (China) Company
Limited, Mr. Thanapat Kaweetraiphop, Global Flexible
Packaging Manager, and Ms. Wissanee Charoenpinijkarn,
Technical Service Manager-Film Application, SCG Plastics.

The seminar was attended by over 150 customers.
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! SCG Plastics strives to managing business in line with the strategic concept 'Building Success |
i Together'. The company works closely with its trading partners to build success together, allowing |
[ all concerned parties to achieve maximum business strength.m= |

L————————————————————————————————J
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October 5-7, 2009
Las Vegas Convention Center, | as Vegas, Nevada, USA

T?#n

October 5-7, 2009
Gaylord National Resort & Convention Center, National Harbor, Maryland, USA

October 7-8, 2009 N

Fall Conference, Las Vegas, Nevada, USA #

October 11-13, 2009
Hyatt Regency Hotel, Savannah, Georgia, USA

Swissotel, Zurich, Switzerland

October 13-15, 2009 tl
= =
=

R
¥ e &
October 13-17, 2009 LIG L £
Friedrichshafen Exhibition Centre, Friedrichshafen. Germany {?{:}- d

October 18-21, 2009
Riyadh Exhibition Centre, Riyadh, Ar Riyad, Saudi Arabia

October 20-23, 2009 .
Expo Centre, NASREC, Johannesburg, South Africa |
October 22-24, 2009

Nanjing International Exhibition Center, Nanjing, China |

October 22-25, 2009
Saigon Exhibition & Convention Center (SECC), Ho Chi Minh City, Ho Chi Minh, Vietnam

October 27-30, 2009
International Exhibition Centre (IEC), Kiev, Ukraine

October 29, 2009
Westin Galleria, Houston, Texas, USA
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