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PERFORMANCE

HIGHLIGHTS Q1 2026

SAPPE PUBLIC COMPANY LIMITED




Q1 2026 FINANCIAL HIGHLIGHT

Sales Growth Sales Share

34.6%

-37.8%
||

Q125 ' Q1'25

H %YoY Growth H %YoY Growth adj. FX Export Sales Share

i —

Net Profit* (%)(%Yo\i) SG&A®% to sales)

+0.4 pts
19.6%
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Q1'25

*Net Profit of Parent Company
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VISION

Becomitiggoreferratdrusteglobddrandrivebyateanofpassionate
anagynergidogtalenisassionatetykirtappitpgetheradynamically
Innovatwerkplace
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MISSION

IThai Pri@e an inspiring Thai model organization delivering su
food & beverages to beigdivesople
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WHO WE ARE

o \/ o Passionate DSQDDQ@
mx + )T.W"“ to = Endless
e Innovation

Fun
Innovators

Top 3 Brand 5

Product
Brand

Product
O Mogu Mogu ﬂ 5 Category 2 >2

Aloe Vera

Beauti @ 1 00 \(I:V%l:'r(}:\:\:le(ise

ooooooo



OUR JOURNEY TO
G LO B A L B R AN D Internationalization Phase

2024

4 Succeed in UK

2022 - 2023 Announced kPop
* Sappe x Power Root boy band

2021 Berhad, Malaysia FSEVENTEEN W¢ t WR qt
Growth Phase P —Sappe y . din South rkirst Global Brand
ucceed in Sou N
2019 Workpoint Korea and France ?Ambasl\,/lsadorl-b Hipeviut
. 2016 S Sappe x with Korea & France oguiMogu
JV (25% stak i
Invested 40% Wmf S 2 Hft__?kabb IRIEE) %% ‘-5’
2014 in a subsidiary, /] @ Achieved highest
¢ IPOin The élloiocco:o . R L AKABB EVCIRIENCIILE and
2013 Stock Ltd PO oanone net profit
@ Renamed Exchange '
FaIeime of Thailand
the company | _ oo ol
to Sappe 5 B <
~ 2001 Public Co., AREE.
Launched Ltd. '
Mogu Mogu
1973 2006

Began a shack ;aunchgd _
business under D?iﬂﬁe eauti
@iyajit dbrand




SAPPE STRUCTURE

SAPPE PCL

OWN
BRANDS

Beaut! B

DISTRIBUTOR

=Y Blue
CecCa

Foncnenoss:

COLLABORATE

INTERNATIONAL

OWN
BRANDS
[ ;
MoGy Mogv I
'\J

Alloe Vera

DISTRIBUTOR

£ Blue
CecCa

4%
WS
m AELT]

Froncher

SAPPE HOLDING
(100%)

ALL COCO (51%)

BN DANONE SAPPE (25%)

M-INTELLIGENCE (16.2%)
AND CONNECT X (14.9%)

SAPPE PHILIPPINES
CORPORATION (100%)

DORMANT COMPANY

A SAPPE HONG KONG
A SAPPE TRADING (SHANGHAI)




PRODUCT CATEGORIES

LARGE PORTFOLIO WITH MARKET LEADING BRANDS AND PRODUCTS

@
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Juice Drinks
Unique and refreshing juices

69.9%!

4. 2
‘L_B;L)
E B e
" B B
AMH 4 Y.
s Gl LT 3
& e

Mogu Mogu
Sold in over 100 countries
#1 international product

Beaut!
T’
B’lue

Functional Drinks

Range of products targeting
beauty & wellness consensus

22.6%"
Y
¢ fm“' rﬁ'r'.’
» ;\ \4‘
K "_4‘ :

s o B o g o

= B4 G ‘/ Babibo .
n " A il 7
” = Loy m s Pl {

Sappe Beauti Drink
#2 functional drink in TH with
mkt. share of 33.2%2

SNFI
eouh

Functional Powders
Instant powders for dietary
purpose and health benefits

5.5%!

Note:

Guml

°
MoGu MoGu
a0, cece

Healthier Snacks
Snacks with healthy ingredients
and functionalities

1.8%*

1. In % of total sales of Q1 2026

2. Based on data from 7-Eleven, ranking by value of Q1 2026.

GUMI o3

®
MoGv MoGu

Supplements & Others
Other innovative products i
supplements, herbal tea

0.2%*
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3 TERRITORIES

IB
72.6%

Europe
13.1%

Thailand

America 27 4%

10.5%

Middle East &
Others

10.2%
Asia 38.8%

Healthier Snack 1.8%

Functional Powder Supplements 0.2%
5.5%
Functional
Beverage
22.6% Fruit Juice /
Juice Drink
69.9%



DISTRIBUTION

NETWORK




GLOBAL DISTRIBUTION COVERAGE
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More than

Of Mogu Mogu have been delivered to consumers around the world.

In convenience store by sale value
In convenience store by % market share



Desk Research + Product Tasting MaEJM.qu | adapter

Clear Product Offering + Scientific-support =
‘Biological Reaction as Key Prove-Point Expression’
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Stress Relaxation
Chewing Can Be Useful To Achieve 5Stress Relaxation, With

Reported Reductions in Salivary Cortisol Levels of 15.4%
(After 10 Minutes) and 24.6% (After 20 Minutes).

The Dopamine Rush

Eating Sugary Foods Activates our Dopaminergic System,
Which Is Responsible for Motivation and Reward in the Brain.
This Leads to the Release of Dopamine.

Source: Max Planck Institute for Metabolism Research, How does Source: Inf nce of ¢h ng and nching on saliva
?

sugar influence our brain?




INNOVATION IS THE CORE OF OUR DNA

3 Pillars of Innovation Strategies

In-house Innovation g Business Partnership N InnoStudio

A . : W o
Internal division to create innovative Relationship with leading enterprises “Nin Innovative ideas x Local goodness

products =

o Local
C“ DANONE’I Dr.PONG+ Creativity goodness

a0, L
CoCe® @

New Product Q1 2026




Strategic Location: 1 hr. from Bangkok
. 64 km to Bangkok Pier
FACTORY 131 km to Laem Chabang Pier
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PRODUCTION FACILITY

State -of-the -art Production Facility to Support Scalable Growth

Phatumthani , Klong 13 factory Projects under construction
Klong 13
[Land 204 Rai]

2 Manufacturing buildings

7

P QAN 5 Beverage lines
(with 1 BOI-approved L o
rg" line, THB 275m) Powder filling lines New production lines

\,J‘
‘m 3 % In-house PET A 2027 (+25-30% capacity growth )
- injecting & bottling Project Value 1,630 mb.

Pouch lines

sibiess
S
i v"“ Total production capacity:

i @ Automation Warehouse ¢ 202K A c 320k

! A 2028-29 (+20-25% capacity
SAE@l | SAP ERP System growth )
ERP Project Value 750 mb

Capacity: 38,500 Pallet positions tons p.a.
tons p.a.
23.4 MmN cartonslyear

m.’.. 202 million liters/year
55% wutil i zati on
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13.1%

) %YoY
A N K Sakedlgrowth

a £ '
| L) ﬂ 0
%YoY
Q1KR26 Sales growth adj. FX

- Growth QOverview

1,292.1

UNIT: THB MN




'Reven_ue Bréakdown & Net Profit

Revenue Net Profit

. . -18.2%YoY
50.8%0Q0Q
65% 73% 73%

13.1%YoY

IB25. 2/0YoY
DM-10.80YoY

1,142 1,214 1,292

6.5%Q0Q

IB6.5%Q0Q
938 DM 6.3%Q0Q

396 333 354

Q1'25 Q4'25 Q1'26 Q1'25 Q4'25 Q1'26
= DM Sale IB Sale Net Profit ~ —aA—Net Profit Margin

Q1:2026
A Sales grew #3.1% YoY, mainly driven by IB growtB%#%6) as distributor inventory returned to normal levels. DM declinedlBy8% primarily

due to lower coconut prices, whilgappelH remained relatively stabled(2%6)
A Net Profit was THB83m (-18.2% YoY) caused by higher selling expenses.




Cost-_ofGoOds Sold by Quarter

Utilization Rate(Beverage)

USD/THB USD/THB USD/THB USD/THB USD/THB 100%
Q1'25=33.7 Q2'25=32.7 Q3'25=32.1 Q4'25=32.1 Avg.Y25=32.7

Q1'26=31.4 90%

-2.2 pts QoQ, 80%

0.3 pts YoY 20%
60%
50%

40%
2018 2019 2020 2021 2022 2023 2024 2025 2026

Q1-25 Qi-26 Q2-25 Q2-26 Q3-25 Q3-26 Q4-25 Q4-26 FY-25 FY-26 Q2

2025 = 2026

2025 W 2026 [ Effect FX & RM/PM

Q1:2026
Y26 COGS increased 0.3 ppts YoY to 54.3%, primarily driven by FX-ihiif224.0m). Lower RM/PM costs contributed THB57m savings, partially

offsetting the FX pressure. Excluding FX and RM/PM impacts, normalized COGS would have been 54.3%




Selling Expenses Admin Expenses

-2.8% YoY
56.0% YoY -32.0% QoQ
14.4% QoQ

12.5% /

247

Q1'25 Q4'25 Q1'26

M Selling Expenses Exc. Logistic
-+Admin expenses/Sales

—+% Selling Expenses / Sales ——% Selling Expense (Exc. Logistic) / Sales

Q1:2026
A Selling expense ratio (dagistic) was 16.1%ip 3.6 ppts YoY, mainly reflecting higher revenue base. We continued investing in keypbildird

initiatives to support longerm growth.
A Administrative expensesedlined2.8% YoY to THB 102m, supported by disciplined cost management.
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CHAMPION PRODUCT

MoGv MoGu

YOU GOTTA CHEW!

@ CNHAG FtlJ2NBER RNAYl 6A0K bl dt
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Naturally Yours
with Aloe Vera Cube




