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SAPPE Overview |




_$APPE

VISION
Becoming the preferred and trusted global brand driven
by a team of passionate and synergistic top talents
passionately working happily together in a dynamically
innovative workplace.
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MISSION
“Thai Pride”

Be an inspiring Thai model organization
delivering superior choices of food & beverages to better
~ people’s lives.
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WHO WE ARE

PASSTONATE
@ + OWMITT =
T0 LIFE

Fun Innovators

Endless Innovations

Catagery

Product
) >2083us
@ 10 Countries

Worldwild

Sappe Beauti

Mogu Mogu

Product TOP 3 BRANDS

Sappe Aloe Vera
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Establlshment Phas

'%
1

1973

Began a snack
business under
‘Piyajit’ brand

Our Journey to Global Brand

—

Growth Phase

Pd
o 2
2014
¢ IPO in The
Stock
Exchange
of Thalland
: the company
to Sappe
2001 ?e Co.,
-
Launched . :
il
Mogu Mogu
>
2006
Launched
Sappe Beauti i
Drink s

-

2016

Invested 40%
in a subsidiary,
All Coco
Group Co.,
Ltd.

2019

JV (25% stake)
with Danone

Internationalization Phase

2021

® Sappe x
Workpoint

Sappe x
Hatakabb

Tirsir,_ R
'TAKABB

2022 - 2023

L 4 Sappe x Power Root
Berhad, Malaysia

Succeed in South
Korea and France
with Korea & France
first strategy

Achieved highest
ever revenue and
net profit

e o |

y
Yy

re

Announced K-Pop
boy band
“SEVENTEEN” as its
“First Global Brand
Ambassador” for
Mogu Mogu

BeY

ontinuing journey to
hen international presence

\{Aﬂf@



Sappe Structure

Sappe PCL

International —m
(\o) oz 3
MoGv MoGu BGOUTI,_

T

S

Alloe Ven%v

SAPPE HOLDING

(100%)

ALL COCO (51%)

Danone Sappe (25%)

M-Intelligence (16.2%)
and Connect X (16.2%)

Sappe Philippines
Corporation (100%)

Dormant Company
* Sappe HK
*  Sappe HK Trading

*  Sappe China



Product Categories

Large Portfolio with Market Leading Brands and Products
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Juice Drinks

Unique and refreshing juices

69.5%!
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Mogu Mogu
Sold in over 100 countries
#1 international product

Note:

1. In % of total sales of 1H 2025
2.

vt | @ T Sy @ f\.) - jﬁ' ot /™
Boaut!t e | WAEER) BEQUHT | meoio gt W | o sein® (1R
B’lue a0 cecé

Functional Drinks Functional Powders Healthier Snacks Supplements & Others

Range of products targeting
beauty & wellness consensus

22.0%

Instant powders for dietary
purpose and health benefits

5.8%!'

Snacks with healthy

Other innovative products —
ingredients and functionalities

supplements, herbal tea

0.2%

2.5%!

Sappe Beauti Drink
#2 functional drink in TH
with mkt. share of 36.8%?2

Based on data from the Nielsen Company (Thailand) Co., Ltd., ranking by value of Q2'2025.



Innovation is the Core of Our DNA

3 Pillars of Innovation Strategies

@ In-house Innovation Business Partnership InnoStudio
P Internal division to create innovative Relationship with leading enterprises Innovative ideas x Local goodness
products
_ o Local
\f\‘ PANON? Dr.PONG+ Creativity goodness

o ¢ @

New Product Y2025 : 20 SKUs

Q1°2025: 9 New Products Q2’2025: 11 New Products
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Financial Performance Q2’2025




Total Revenue

Q2’25 Key Financial Highlights

2,060
1,693 64 1,580
-o3% 32
1,658
1,374 1,105
283 | 338 | a3
Q2'23 Q2'24 Q2'25
DM Sale |IB Sale M Other income
SG&A to sales (%)
27.3%
25%
21.3%
9.5% 12.0% e
] | |
Q2'23 Q2'24 Q2'25

H (%) Admin Exp.

(%) Selling Exp.

B %Llogistic

1,580 MB
-23.3% YoY

Q2’25 SG&A (%)

27.3%
+2.3 pts YoY

44.5%

Q2'23

18.8%

312

Q2'23

Gross Margin (%) Q2’25 Gross Margin

44.3%
-2.8 pts YoY
47.1%
44.3%
Q224 Q2'25
Net Profit
248 MB
16.0% -39.6% YoY
411
248
Q2'24 Q2'25



Revenue Breakdown & Net Profit

Revenue Net Profit
w W W -
69%
83% 83% 71%
- 39.6% YoY
+10.9% QoQ
3,832 2,690 1,996 1,142 1,548
-22.5% YoY 19.9% 20.6% Y
-29.8 % Yo IB -33.4% YoY —
I8 -41.8% YoY Db el DUy 16.0%
DM +28.9% YoY
35.5% QoQ
IB +47.9% QoQ
. DM +12% QoQ 763
1,852
472
1,658 o 1,105 411
m 1 224 248
H12024 H12025 Q2'24 Ql'2s Q2'25 H12024 H12025 Q2'24 Q1'25 Q225
oM sele 1 Sale Net Profit —+Net Profit Margin
Q2:2025

* The Revenue was at 1,548 mb, -22.5% YoY [IB:DM = 71% : 29%] and +35.5% QoQ.
* Net Profit was at 248 mb or 16.0% of sales , -39.6% YoY and +10.9% QoQ.



Cost of Goods Sold by Quarter

USD/THB USD/THB USD/THB USD/THB USD/THB e .
Q1'24=35.3 Q2'24 =36.5 Q3'24=34.5 Q4'24=33.8  Avg. Y24=35.2 Utilization Rate (Beverage)
Q1'25=33.7 Q2'25=32.7 Q3'25=..... Q4'25=...... Avg.Y25=.....

100%
+0.4 pts QoQ +1.8 pts QoQ 90%
0.0 pts YoY +2.9 pts YoY 79% 779

80%

70%

60%

50%

40%

54.0% 52.99% 54.0% 2018 2019 2020 2021 2022 2023 2024
100%
53.6% 53.6% 90%
sow % 74%
70%
60% 55%
50% 50%
50% 46%
40%
30%
Q1-24 Q1-25 Q2-24 Q2-25 Q3-24 Q4-24 FY-24 a1 Q2 a3 Q4
2024 W 2025 MM Effect Fx & RM/PM 2024 #2028

Q2:2025
%COGS was at 55.7%, higher than last year 2.8 pts.

However, if we normalize %COGS due to the impact of FX rates which reduced sales revenue, it was 52.7% or lower than last year by

0.2 pts.
13



Selling Expenses Admin Expenses

-15.8% YoY -15.3% YoY

+62.2% QoQ +18.0% QoQ

697

221

14.6%

483 13.8% 12.0%/y

112 355
299
115 261
184 o gt
144
H12024 H12025 Qz24 Q125 Q225 H12024 H12025 Q224 Q125 Q225

mm Selling Expenses Exc. Logistic

—% Selling Expense (Exc. Logistic) / Sales

Q2:2025

* %Selling expenses was 19.3%, increased 1.5 pts YoY mainly due to marketing activities.
* Admin Expenses decreased from 144 mb to 123 mb (-15.3% YoY), lower consulting fees -13 mb.



100

®

COUNTRIES
TERRITORIES

Europe
16.5%

Thailand

America 28.6%

6.0%

Middle East
Others 12.2%

36.6%

Q2’2025

1,548

Million Baht

Functional Healthier Snack

Powder 2.6%
4.9%
Functional
Beverage
20.0%
Fruit Juice /
Juice Drink
72.5%

15



100

®

COUNTRIES
TERRITORIES

Europe
13.7% Thailand
America 31.2%

5.6%

Middle East
& Others
11.5%

38.0%

H1'2025

2,690

Million Baht

Functional Healthier Snack
Powder 2.5%
5.8%

Functional
Beverage
0
22.0% Fruit Juice /
Juice Drink
69.5%

16



Q2’2025 (YoY) TOP LINE GROWTH BY REGIONS

Q2’2025

1,548

Million Baht

Others
-46.9%

America

Thailand
+31.2%




Q2’2025 (QoQ) TOP LINE GROWTH BY REGIONS

o Q2’2025

+127.4% . 4 _ - 1 ) 5 48

Million Baht

Others
+54.1%

Asia

+24.9%

America

Thailand |
+12.1%

\ H
C south@ /
Y Africa




H1’2025 (YoY) TOP LINE GROWTH BY REGIONS

H12025

2,690

ME & Million Baht

Others

-63.8%

Europe
13.7% Thailand

America 31.2%
5.6%

Middle East : .-‘ —
& Others Thailand

11.5% el oo/
+26.5% N

Y Africa




Business Updates |




- M@y‘iﬁ“ ‘

21



International Business Journey

Trading Model

« Rebate scheme
 Minimize investment

Rising Star model

 Expand coverage
* |In-depth channel

« Trade scheme vs Availability,
Visibility, Affordability

Consumer Market (Gems)

« Consumer engagement
« Brand Love
* Brand of Choice

22



Champion Product

MoGv MoGv

e Fruit flavored drink with Nata de coco
e Full of extra-large Nata de coco cubes
e Variety of choices

Hogy Mot Mogo MoG  Mogy Moay  Mog Bl oMoy MocuModlh MocuMod MocuModl Mooy Moot

- - . . - )m-_, VerR, Adoe Vera, 6 . 7. m AbceWera. Aloe Vera AZ’Z’;!WM Alce Vera

= ez ,;u:;::“;, bm” ha ey Lo R S
%»F% @% ’55‘??@ /*58% Mm : . : , : , ; .

Aloe Vera

L\ , Naturally Yours
\[ with Aloe Vera Cube

HK
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Sales 567 wmillion Baht
Growth Yoy, QoQ

[ Asia contributed 36.6% in Q2’2025

O The Company exclusive Bubble Gum and Cotton
Candy flavors launched at CU in South Korea and
supported by the “You Gotta Earn” campaign to boost
traffic and brand engagement.

Philippines
: .
0 The Company remains focused on improving point-of-

sale execution, strengthening distributor partnerships,
and driving growth in high-potential markets.

Maldives Singapore
STRT N2z )

Indonesia

972233



Key Countries

KOREA Market

Hyper Market
o

LOTTE

mart g

Home plus
HYTESCO

Channel Contribution

(cu) GS25

mart

U StorylWay

Supermarket

LOTTE¥ Home plus
Mart €express

< esSupermarket
mart

Department Store

A e

P LAZA SHINSEGAE

[RANIIFEN LOTTE

Health & Beauty

OLIVE ' YOUNG

PHILIPPINES Market

Supermarket

&

=PPUREGOLD S_&B - f;
o
- = 3

—
.
FamilyMart

. J
WP
\ J

NH

NongHyup

southstardrug®

INDONESIA Market

)

[ pr—
. IND@GROSIR .

tFOODHALL
1

K3MART

Alfamidi INDO

== FamilyMart

Prim’t\;l':ood

¢ Y GrandLucky

SUPErSIOrE o memany bosi../

/AON LAWSON
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| Mogu Mogu Marketing Activities




THEMATIC BRANDING VIDEO
MERMAN

L PRODUCT INFORMATION, INCLUDING USAGE ANDINSTRUCTIONS, WILL BE CLEARLY:PROVIDED IN THE
EPROPRIATE LANGUAGE ON THE PRODUCT PACKAGING IN COMPLIANCE WITH LOCAL REGULATORY REQUIREMENTS.

SLOTH

TREEAGER

CHEW & ENJOY
MOGU MOGU TODAY!




Mogu Mogu Marketing Activities

)

First time | _
nyobain...

logu Mogu yang pernah
© aku cobaadide

Mogu Mogu
Bubblegum DK Seventeen

s

~ou Gotin cuow,

~ 1

D> 2.2M
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Mogu Mogu Marketing Activities
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Zone: Europe

Sales 256 willion Baht
Yoy, QoQ

Growth

O Europe contributed 16.5% in Q2’2025

 The decrease was primarily driven by the UK and
France markets, where high carry-over inventory from
the end of 2024 impacted sales volumes. In terms of
sell-out performance, both the UK and France recorded
a slight decline from their respective baselines.

O Meanwhile, Italy and other smaller markets continued
to demonstrate a positive outlook in Q2. In addition,
other countries in the region, while currently
representing a smaller portion of total European sales,
are showing promising growth momentum and are
expected to contribute more meaningfully going
forward.

Greenland
(DENMARK)

ICELAND

- FINLAND
|v‘y>-.\u\‘;;‘.’\n ds rj R U S S I A

NORWAY

SWEDE
»
LATVIA
LITHUANIA
DENMA <
& t@ZﬁT BELARUS
e UNITED ]
W’? K”‘GDOMW POLAND
M Y GERMANY w@ UKRAILNE
SR ) CAPPE W
CZECH
:@mﬁ REPUBMKIC (AKIA 410/
f /’o,
_FJ 7
AUSTR HUNGAT
FRANCE SW?&‘JROMAN‘A GEORGIA
N0APPEm S P ST
Aot ~ SERBIA
y BULGARIA
% ANDORRA ITALY /
X rj ; MACEDONIA
o P F . » o
= SPAIN tﬁﬂzg' 2 lURk;{_jY
o B G R ELE CE -
B 7PPE i
Sz MCYrer p§PPL



France Market

Mogu Mogu

Superstar Fruit Juice Drink

Channel Contribution

ELeclerc(® (U)express HYPER® lnte&manche lnte&mancne
E.Leclerc(®

EXPRESS

F Francap % é\ Intermarche
- [ ALDI |

© SUPERMARCHE

= DIAGONAL 4> !
5 DMcONALS .. R ®
mm m . Carrefour

#uchan sfpﬁmg
N Casino ( 9
P

Carrefour (§§  carretour
Cc;gr mo express market
Ca‘s’;';:ﬁg . Carrefour (
franprix @ - contact G:F:

des idees de Génie |

Promocash & Sise MONOPRIX Monop’

selia Q) ourveres  NATURALIA @

AV’A

—
b PRIVATE
%p . Hutncks » mmsGouamzr m w R

amen  aceaoe @  Merci  PrARMA - [ &) eoee cepape
EPICERIEPARIS  .uine.

z D ————— 04 INTER oli 2 *
[ agadere n=wres servar/| WINIER elior (g sodexo

cf
F:Naggéls FRAN.C.E ACCOR HOTELS Louvre Hotels ! COMPASS
C/ Df&v devient 6 se"ECta
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THEMATIC
BRANDING VIDEO

15 SEC. X 3 VERSIONS , 6 SEC CUT DOWN, 6 SEC PROMO

LU ]

©2025 Mogu Mogu Drink




Mogu Mogu in Stores & Marketing Activities

1BOVTEILLE £ £ £ Yiop

OFFERTE = e 1 b%lllteille offerte
: ogu Mogu
it i @I . . vous régale

C'EST LE MOMENT DE GOUTER - C'estle moment de goiiter >

1 BOUTEILLE
OFFERTE

Mogu Mogu vous régale !




Zone: Middle East & Others

TURKEY
Sales 188 wiillion Baht ¢
N Szzzdy
Growt Yoy, 0]e]0)] e T RAN
) o R »
O Middle East & Others contributed 12.2% in Q2’2025. SZreE o -
SUBTE Yo
3 In the Middle East, the strategy focuses on expanding - EGYPT i :
visibility in key hypermarkets and supermarkets, _@zzi) ARABIA , %
supported by in-store promotions, targeted social @z cwi

media campaigns, and stronger brand presence. ' y
Effective in-store execution remains a key priority to 4
convert visibility into offtake and reinforce consumer N~

connection at the point of sale.
YEMEN



Mogu Mogu in Stores & Marketing Activities

MOGU MOGU

" EYL -
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Zone: America

i il CANADA
= _SAPPED

Sales 93 wmillion Baht
Growth Yoy, QoQ

L America contributed 6% in Q2'2025

S7z3 )

O In North America, we expanded Mogu Mogu’s presence by ‘
MEXICO —

listing in regional chains in the USA and entering national
chains such as Loblaws in Canada. Brand reach was further SRy @
supported by consumer sampling.

O In South America, we are strengthening our footprint in
existing markets, including Guatemala, Ecuador, Panama,
and Suriname, by entering new channels and geographies.
Our strategy focuses on driving product trials, building brand
awareness, and increasing Vvisibility through in-store o
activities and out-of-home communications WCrs




Mogu Mogu in Stores & Marketing Activities

Momcu
-1
Moo Maco s e o
‘ A Mogu Mogu
Can You Handle the King? ,
g CHALLENGE

=

e g

Ulfet's make a

Stk - , i Cinco de Mayo
% = mockail

, . e
:
It's Durian Blast! " ®
MoMGu (] ' ’
- SEVENTEEN S PICK, WHAT S YOURS S

Sip, Chew & Spell MoGo Moy | SEVENTEE
Itis|Scrabble Day! — -

RISBWQAPR

TOSTRAWBE
FSHIQMHOF
RCADPNIWR

Naperville
United States

ate-Night
iings Fix

PZ®EOIMEOC -

ONO<E™®M-U XD -
onmu‘vnux;@“

A

Comment LA
Your Answers! [N

© PLEOIS ENTERTAINMENT & HYBE. All Rights Reserved.




Domestic Market



Brand Ads 5 Version Youtube Tie-in
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KEY ACTIVITIES HIGHLIGHT IN Q2

B'l > AIGHL
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ONLINE

Branded Post Consumer Page ) 75‘/57/77/?',27/? |

1.
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KEY ACTIVITIES HIGHLIGHT IN Q2

Branded x 1, TikTok Kol,
7-11 Promotion Page

Branded Video x 3, TikTok Kol Consumer Page

N ADIUAIANIE MONLTHH 1 BN Ba4il 50 K
WY 31 L-Carnitine % aney wazlasdion e
s nax i laiiiiana uanuaatisssnnnn ua 10 Keal

HU.. QUGN

4

@naraaniwat8 ¢ VN - e findiAxla 1.4 M Follower
1.4M Follower | = A9 = ! 9.2K Like, 4.4K Share




OUTLOOK : ALL COCO Q22025

Revenue Net Profit

< \

142
+33% YOY
Q2'24 Q1'25

-1% QO0Q

+91% YOY
+22% QoQ
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B Industrial ® Shop&Retail OEM&Other mmm Net Profit =% Net Proflt Margin
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We better people’s lives through
our innovative spirit.
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Policy

Economic Social Environment

Build Sustainable Economic Growth Promote Quality of Life of Our Promote Sustainable Environ
Key Players to Grow Together with Innovation and Techno



SOCIAL PERFORMANCE
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@ ENVIRONMENT PERFORMANCE

Qo

1N 5> WA Anaed YINIRY
Zero Discharge 5 apnnaldnasnuananelWin S5 aanussadaeiiiu PET - BB FlasauaninnduanTdTm

2,670,231 s g 100%

Alaosi-galug




@ ENVIRONMENT PERFORMANCE

AsUaauiizounszan 2566 2567

Scope 1: NMsUapuAMYIFDUATEANUNATIVDY
04An5 (Direct GHG Emissions) 5,286 5,049
Scope 2: nsdasuAwiFounszANVNNGoN
annnslawasnu (Energy Indirect GHG 12,700 13,491
Emissions)
Scope 3: Msdasuiwiiounszanyedou

52,051 44,574

29904fn5 (Indirect GHG emission)

Total 70,037 63,114

. *¥¥ (o)
I ey anad 10%

1. szuzdu - amnsUaes GHG annAanssulu SCOPE 1a1ni 2567

(7 5,049 TONCOZ2E) Tanas 30% aeluil w.a. 2568 ‘ '

2. 5zuznane - CARBON NEUTRALITY ansluill w.q. 2593 ‘ 4
o

3. 52828717 - NET ZERO EMISSIONS anelui w.a. 2608 13 nssubaniu

Climate
{ Change

| ) ¥ 4
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