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jﬂppf" WHO WE ARE

SAPPE is well-recognized as the leader of innovative
drinks and pioneer of functional drinks in Thailand. Sappe
has been running business with its determination that PASSIONAI[ @ %
“We Dbetter people’s lives through our innovative spirit.” @ + WIS-‘. —

The company applies innovations to drive the business
creatively in order to produce innovative products and 0 I_IFE E
efficient administration. Sappe’s core DNA “Creative,

Dynamic, Fun” has been perfectly demonstrated through Fun Innovators Endless Innovations

itSprOdUC‘tSandcorporatecu|ture_ 00000000000000000000000000000000000000000000000000000000000000000000000000000000000000

Currently, Sappe has 12 product brands in 5 categories 0

created by Sappe players and business partners. Beverage ] Product
Categories

TOP 3 BRANDS

products from Sappe have been among the leaders in the

functional drink market for over a decade with various

refreshments for consumers. Some drinks are made from
Thai agricultural products, including Mogu Mogu, Sappe PI'OdUCt
Brands

Aloe Vera and All Coco. Sappe’s products are being

) 8 §
i

BEAUTI DRINK

distributed in 98 countries worldwide with a strong will to

ALOE VERA

build Sappe to become a global brand. Cou ntries
% Q D % Worldwide




Sappe Performance Consolidation

Sappe PCL

I 1
SAPPE HOLDING
)

SAPPE Europe
(60%)

ALL COCO (51%)

International

Danone Sappe (25%)

e
—

M-Intelligence (16.2%)

MoGy Mogu
AT’; WOPE (60%)
ve Vera,
’ Dormant Company
* Sappe HK
a0 a0, —
CecCé m CeCa@ *  Sappe HK Trading

* Sappe China




Sappe Milestones

M Intelligence
2001 2006 2016 2021 m @

workpoint TARASS
Entered into beverage Introduced “Sappe Beauti Drink”, Invest 40% in a subsidiary, Collaborated with Workpoint
manufacturing and distribution our first functional drink brand, to All Coco Group Co.,Ltd to Entertainment Public Company

business by introducing famous the market. empower local goodness. Limited.
“Mogu Mogu” drink.

N . Collaborated with the leading cough
- \ & O O O O O QQQ/ CoCe pill company, Hatakabb.

.‘G‘Q . Acquired shares in M-Intel, leader of

k AAAY technology consulting company.

1988 2004 2014 2019 2022

Established Sapanan General Intfroduced “Sappe Aloe Vera” ey Successfully IPO in Stock WV (25% s’r?ke) W”h”MYEN Succeed in Korea and

Food Co, Ltd. to manufacture First sold in International Market. = Exchange of Thailand. PTE. LTD. ("Danone”) France with Korea &
11% additional investment France first Strategy

and distribute Thai snacks.
in All Coco.
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Functional
Drinks

Healthier
Snacks

Functional
Powders

No. 1 Functional
Coffee volume in TH
+ Sugar free and cholesterol
free instant powder for

dietary purposes and
health benefits

No. 1 market share in
value in TH

+ Provide beauty & health
benefits to supplement
normal diets

+ “A beauty you can drink”

concept capture the key
market target

+ Juice drinks with inclusion
(Nata de Coco & Aloe Vera)
and 100% natural fruit and
vegetable juice

+ Mogu Mogu is the top
selling product among
drinks that contain coconut
jelly

+ Beautilelly in pouch

« Zea Max, fish snack 90%
from real fish

Maxtive

+ Chimdii

« GumiGumi Jelly

« Mogu Mogu Ice Burst

+ Preaw - ready to drink
canned coffee

+ Coconut Juicy Pudding, Nam
Hom coconut pudding with
young coconut flesh

mmmmmmm m m
) e § 3

332838558




1. Financial Performance Y2022




807.

2

Total Revenue

895.8

Q4’22 Key Financial Highlights

Q4’22 Total Revenue Gross Margin (%)

1,067.2 MB

+19.1% YoY l

Q4'22 Q4'20 Q4'21 Q4'22

 Other income

301.2
Q4'20 Q4'21
H DM Sale M |B Sale
SG&A to sale (%)
39.6%
25.7%

9.7%

Q4'20

W %Logistic

Q4'21

m (%) Selling Exp.

27.5% -12.1% pts YoY

11.3%

Q4’22 SG&A (%)

27.5%

Net Profit

Q4'22 Q4'20 Q4'21 Q4'22

(%) Admin Exp.

40.7%
+1.4% pts YoY

Q4’22 Net Profit

154.3 MB
+178.7% YoY



All Time High Revenue Breakdown & Net Profit

Revenue Net Profit
2,826.9 3,299.5 3,268.1 3,444.2 4,566.4 818.7 1,279.3 1,031.7
5,000.0 - 35.0%
32.6%
700.0 - 16.0%
4,500.0 +32.6% YoY F 30.0% 14.3% 15.0%
oo Dlra?;;:f 121 600.0 +5Y9.3% 13.9% - 14.0%
e b 25.0% ’ 12.4% o
3,500.0 +26.0%YoY | 12.2% . 11.9%
o 1B +47.8% YoY 500.0 F 12.0%
DM -11.3% YoY | 20.0%
3,000.0
- 10.0%
2,500.0 -19.4%Q0Q | 15,05 400.0
1B -24.4% QoQ  8.0%
DM -0.3%
20000 Rl 3000 +178.7% YoY
- 6.0%
1,500.0 -13.4% QoQ
L so% 200.0 | o
1,000.0 Y
267.0 o ] | oox
Y2018 Y2019 Y2020 Y2021 Y2022 Q4'21 Q3'22 Q4'22 Y2018 Y2019 Y2020 Y2021 Y2022 Q4'21 Q3'22 Q4'22
= DM Sale = B Sale —+-% Growth == Net Profit ~ —a=Net Profit Margin
FY2022

* The Revenue Increases +32.6% mainly from IB + 57.3% while DM -12.9%

* Net Profit was at 653.2 mb, an increase by +59.0% YoY or +242.3 mb

The increase was mainly derived from export market in Asia, Europe and Middle East where the company has expanded distribution channels
through National chained Modern Trade outlets in several countries and the improvement of %COGS (-1.5 pts.)



Cost of Goods Sold by Quarter

70.0%

60.0%

50.0%

40.0%

USD/THB
Q1'21=30.0
Q1'22=32.8

-2.0pts QoQ
-3.8pts YoY

62.6%

62.6%

Q1-21 Q1-22

USD/THB
Q2'21=31.1
Q2'22=34.1

+0.8pts QoQ
-0.6pts YoY

60.2% 59.6%

1.6%

60.2%

Q2-21 Q2-22

2021

W 2022

USD/THB
Q3'21=32.7
Q3'22 =36.2

-0.5pts QoQ
-0.4pts YoY

0,
59.5/:59.1%

2.8%

59.5%

Q3-21 Q3-22

USD/THB
Q4'21=33.1
Q4'22=36.1

+0.2pts QoQ
-1.5pts YoY

60.8%
59.3%

3.5%

60.8%

Q4-21 Q4-22

W Effect FX & RM/PM

FY2022 %COGS was at 59.2% lower than last year at -1.5 pts.
However, if we normalize %COGS (Effect FX & RM/PM -2.1 pts. was excluded ) the %COGS total will lower than last year -3.5 pts.

USD/THB
Avg.Y21=31.8
Avg.Y22=34.8

-1.5 pts YoY

0,
60.7% 59.2%

2.1%

60.6%

FY-21 FY-22

Utilization Rate

100%

90%

80%

70%

60%

50%

40%

2018 2019 2020 2021 2022

100%

90% o,

g1y °4% Te% 83%
80%
o 75% 72%
70% 67%
61%

60%

50%

40%

30%

Ql Q2 Q3 Q4
2021 w2022

*Normalize FX & RM/PM was calculated by using FX rate and RM/PM unit price in last year multiple with the amount of USD Currency and purchasing volume in this year. 10



Selling Expenses

-0.5% pts YoY -12.8% pts YoY

1,200.0 -3.8% pts aoq 45.0%
982.9 [ 40.0%
1,000.0
- 35.0%
29.1%
800.0 759'9 - 30.0%
445.7
22.1% 21.5% 20.0% [ 2%
600.0 U%
490.1 340.9 17.9% 16.3% | 200%
1000 N 11.6% [ 15.0%
237.9 11.30/0 | 100%
200.0 91.0 107.5 167.7
= 5.0%
146.9 149.0 ﬁ
. L - -~ 0.0%
Y2019 Y2020 Y2021 Y2022 Q421 Q3'22 Q4'22

= Selling Expense Exc. Logistic % Selling Expense / Sale —+-% Selling Expense (Exc. Logistic) / Sale

FY2022

450.00

400.00

350.00

300.00

250.00

200.00

150.00

100.00

Admin Expenses

11.3%
+20.4% YoY 10.6%
9.2% 9.2%
0,
8.8% 8.4%
7.4%

3833 +34.4% Yoy

290.7 299.8 3183 +22.4% aoq
86-6 95.1 116.5

Y2019 Y2020 Y2021 Y2022 Q4'21 Q3'22 Q4'22

Admin expense/Sale

* %Selling expenses decreased (-0.5% YoY) from logistic costs in export markets are starting to drop (which offset with Other Income)

* Admin Expenses increased from last year by +34.4% YoY

12.0%

10.0%

6.0%

0.0%



>90

COUNTRIES
TERRITORIES

74.0%
Export

26.0%
Domestic

20.3%
Middle East & Others

26.0%
Thailand

6.1%
America
11.3%
Europe
36.4%
Asia

Q4’2022

1,031

Million Baht

2.8% 6.9%
Healthier Snack All CoCo

6.6%
Functional Powder

10.5%

Functional

Drink 72.3%

Fruit Juice
Juice Drink

12



>90

COUNTRIES
TERRITORIES

76.9%
Export

23.1%
Domestic

15.7%

Middle East & Others 23.1%

Thailand

5.2%
America

12.7%
Europe

43.4%
Asia

FY2022

4,566

Million Baht

2.8% 7.1%
Healthier Snack All CoCo
4.7%

Functional Powder

10.5%
Functional

Drink 24.3%

Fruit Juice
Juice Drink

13



Q4’2022 (YoY) TOP LINE GROWTH BY REGIONS

International Business

Top 3 Contribution by Countries : ; | N | Q4 2022

1,031

Million Baht
Others

+13.9%

A\

AN p

\\\ *, Mexico™]
N

20.3% 26.0%
iddle East & Others Thailand

6.1%

America

11.3% | A=l  Thailand

Europe

-11.3%



Y2022 (YoY) TOP LINE GROWTH BY REGIONS

International Business

Top 3 Contribution by Countries: __ N e YZOZZ

America » f 4 5 6

Million Baht
Others

+44.3%

Asia

+56.1%

A\

AN y
N\, N\ Mexico']
% S

23.1%
Thailand

Middle East & Others

5.2%
America

12.7% .‘ L) o
Europe P " Thailand

-12.9%



Sales History by Region

15.7%
Thalland Middle East & Others 23.1%

700 350 ENGrowtp 13% Thailand
56 % YOy yoymmp 5.2%
600 Gr owth : 300 .
America
500 250
400 200
300 150 12.7% FYZOZZ
200 100 Europe
100 50
Ql'21 Q2'21 Q321 Q4 21‘Q1 22 Q2'22 Q3'22 Q4'22 Q121 Q2'21 Q3'21 Q4 21; Ql'22 Q2'22 Q3'22 Q422
43.4%
Asia
200 o/ yOY 250 o YO 100 [ 3
Gro‘N“" *“" o Gro wm +“"’ o YO rowth .15y, Yoymm

200 80 3
150 1

150 60
100 3

100 40 |
> | -nl l ) 3 I

Ql1'21 Q2'21 Q3'21 Q421 ‘Ql 22 Q2'22 Q3'22 Q4'22 Q1'21 Q2'21 Q3'21 Q4 21‘Q1 22 Q2'22 Q3'22 Q422 Q1'21 Q2'21 Q3'21 Q4'21:Q1'22 Q2'22 Q3'22 Q4'22
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2. Business Updates
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International Business Journey

Trading Model Rising Star model Consumer Market (Gems)
» Rebate scheme * Expand coverage « Consumer engagement
* Minimize investment * |In-depth channel « Brand Love

« Trade scheme vs Availability, « Brand of Choice

Visibility, Affordability

19



MoGu MoGv

YOU GOTTA CHEW!

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

ST

Aloce Vera_

w/ Naturally Yours
with Aloe Vera Cube

20



Overseas Key Countries w
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Mogu Mogu
No. 1 Fruit Juice Drink in CVS

Channel Contribution

T
10.0%

MT
90.0%

Available in >90% of MT stores

Supermarket

)

Alfamart = s, AT
FamilyMart s
I :etann
T I,
STaTION s'op \_/
\
Treaks

)
Selecéf

Drug Store

ﬂmercury drug
NAKASISIGURO GAMOT AY LAGING BAGO

southstardrug® ::B B Shopee

ﬁROﬁEK‘HA“EMﬁCY 5\ K2 PHARMACY



PHILIPPINES

Continuously brand building activities create new fans and stimulate consumption

WHAT'S YOUR
FAVORITE
PIZZA FLAVOR?

EAT IT WITH MOGU MOGU! -, | 5 - MOGU MOGQ

YOU GOTTA CHEW!

@ April 4 at 400 PM - @

Isa sa mga favorite childhood drink ko at hindi kumpleto ang snack pag wala ang
Mogu Mogu! &

#MoguMogu #MoguMeals #YouGottaChew #MoguMoguDeliciousFUN

See Translation

rrssssssrrsaanEnEnnsan

0D s3x 209 Comments 195 Shares




Mogu Mogu

No. 1 Fruit Juice Drink in CVS

Channel Contribution

| I

20.0%

MT
80.0%

Hyper Market

mar[ e

Home Ius
MM TESCO

Supermarket

LOTTE* Home plus
Mart express

& esSupeyrmarket
mart

CV) 6525 emart

{; StoryWay B8
®
X w &

wo;\gun { Withime

Department Store

b, < 3

29 2 o PLAZA SHINSEGAE

rorTe S

Health & Beauty

OLIVE ‘' 'YOUNG

lalavla ,2 Z

LOHB®

Discount Store

COSTCO.




KOREA

Emerge digitalization to build brand value

Pr——— T g;n
:
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@ox_zung ©

& hitps//101.9g/wonjeongman
[ aga

MoGu MoGy’ - ZEPETO
OIAE}IEY

=
CISOIHIE

MOGU MOGU
723.7K % 20.5K

!"A"E[.

764 875K 83

Post  Followers Following

NN S ARG

Ty 2 X RIICRTEE --

T

ot R7HCHE 2 @sowhat?
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2 (Slow)BO|2LI97. ki @IUNG... - 11h
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7| tollEtn % gLt Scpt @
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KOREA

The strongest brand in the biggest channel in Korea.

MoGu Mogu I (11
'\J

share in GVS

26



Mogu Mogu

New Superstar Fruit Juice Drink

Channel Contribution

MT
41.0%

59.0%

® o _ DuconALD  Esitis

franprix ® Intermarche
——— MONOPRIX SUPER@

Promocash
Casino @ express -
sho,
’ E.Leclerc@ Geac'a!-g

SUPERMARCHES bp AVi A
|

Carrefour

Zuchan

GROUPE

Casinoe  ywypeR®  Zuchan
Carrefour (9

delhaize express

Autres; épiceries, mini, markets,...

m Ferme d'Hugo

9
amazoncom g 'Monop

Carrere: (& mm@m ~""" Cdiscount SPRT

Alltricks - PH/ARMA -
goLpEpomond gy @ Q) Torac

supergroup B
TRANSGOURMET HH- A NATURALIA 'o
€ ,mnm.‘....
ACCOR HoTELs Louvre Hotels Cosrco | | =

choup ~ EE==WHOLESALE SERVAIRS aelia DUTYFREE
PRIVATE
LA GRANDE
M w arkose EPICERIE PARIS ‘fi@i

» l.cCluulz LEPAPG - ‘ = Jour

wai... @selecta  glior @ sodexd

GROUPE g

(asuwio

e !
coccinelle

Carrefour (9 ' =
—— ¥ FFacm  syseme (W)

DISTRIBUTION



FRANCE : MOGU MOGU in Stores

51 Rue des Acacias
75017 Paris
France

:

L .

Rue des Acacias
75017 Paris
France

"
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FRANCE : MOGU MOGU in Stores
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Mogu Mogu M@ow # 1 share in Indomaret

No. 1 Fruit Juice Drink in Indomaret

Channel Contribution

é .
. - _
TT - %dﬁmﬂftd - : The fresh food people

19.0% D
Alfamart GREZWELL :FOODHALL

WHOLE FOODS

MT
81.0%




+0MORROW X +HOGETHER

VIEWS

40M

7M VIEWS ORGANIC
Top Trend Twitter

GRAVER

OF ANAHEIM

Unit Sold

6,500

#CollabsBrand
#FashionBrand

ZEPETO

GZEPETU x ma MoGo

CREATE
MOGU MOGU
ITEMS

CREATE B ZEPETO ¥ @u
R . T
STORY

2

ltems Sold

400K

1-million-time booth visited
50K Posts on ZEPETO

VIEWS

8M

#OccasionalConsumption
#MenuCreation

31



Domestic Market
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Domestic Market... Focusing on E-Commerce
Trial the New Categories & Segments

SWaE192

New Baseline of E-Commerce [

Iklivono ME{x

Achieving Target Orders

Kliand Sl

ﬁ oAy ® ‘= _ e sowretl @Shopee

>20MB >49 000 = i ety - Sad Ao, Ry
guldnnndy o ,\’ g

, g ® . o N §  msdmi C” b : I\\\

+88% Growth YOY 4 .

+136% Growth YOY 0 ROAS 3.04 (6.67 MB) ROAS 3.13 (1 98 mb) /e p

Cartons

+/7,700

makroa +20% Sell-In Growth
DURBELL in Durbell & Makro

—

avnawhnoArUNANER L ﬁ Qworoint

1 =T !
E83mIuuTnu Agnasnoodla &l &7
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NPD - Domestic

Launched

Y2022
4 SKUs

3
%

i

IMMu-c J§ COLLA-C
ELDERBERRY COLLAGEN

VITAMIN C
XXX%

.
Usurnsans 10 va.

Usunsans 10 ua.

i
%ﬁﬁ?‘

V1w

HiGH. ¥

VITAMIN

ﬁwnﬁna‘nﬂ 350

NEL WEKGHI

Launched

Feb 23
1 SKU

ADAaIp
2.00%

34
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OUTLOOK: ALL COCO 2022

340 FY 2022
e 314.86 316.52 313.27 1% Volume Water+6%
(=]
= 350.00 ()
S 2% 317 313 / Meat +44%
-6.2%
87% 840 300.00
240 i o a2
250.00 227
190
200.00
+3%
140 150.00
+12.7%
90 75.62 69.99 100.00
57.02 55 62 Tl +363.5%
80% o,
40 13.92 66% 91% 50.00 o 24
P 0.85 3.95 5.24 4.36 -3.33 0.85 3.94
10 ¢ ¢ ¢ ¢ L
FY/2020 FY/2021 FY/2022 Q4/2020 Q4/2021 Q4/2022 Industrial Shop&Retail OEM&Other Total Sale Total NI
Sales Cogs @ Profit (loss) 2021 2022
SALES CONTRlBUT|ON ..................................................................................................................................... a

* Total Revenue from selling goods in FY 2022 was at 313.27 MB and it had
-1% growth (Coconut water volume growth +6%, Meat growth+44%)
of Net profit compared with that FY2021
* 9%C0GS decreases 3% T mainly by we have increased volume
of coconut water leading to Gross Margin T 939mb (Growth +24%)

DM, 34%
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Domestic & International Market

International Market Domestic Market

Our partner in Indonesia expanding All Coco products +99% YoY \V/ A

VILEAMARKET

They double number of caf€ in 2022 Open 94 Hours

2021 : Jakarta (Senayan) and Bali .
Foodland Villa
2022 : Jakarta (Puri-Indah mall) and Bali (GWK) small store. : All Coco 18 Branches : AllCoco 36 Branches

AN , y i
AR [ j, /) ‘\,-(";:; . w/ & 747, :.,;’ 2 — S‘L (YN -
ELEVEM

Gourmet Market 7-11
: All Coco 7 Branches : All Coco 5,000 stores
(Café menu)




EVENT in Q4-2022

®* Event - The Cassette

CASSETTE(
HOLIDAY

QUARTIER AVENUE, G FLOOR, THE EMQUARTIER

éMPORIUM EM@ UARTIER

®* Seasonal Menu

oaw —~ B
7/ SUWS
e | 30n1uusn

" \ wodoindoodu

. \ taq 1us> //
gt /

PINK COCONUT WAFFL! g PINK COCONUT LAVA C
Jull - 2 u.A. UINUU

HE Caméllt. HOLIDAY

QUARTIER AVENUE, G FLOOR, THE EMQUARTIER

Tl

Zvall coco
Copcony

THE deiL

HOLIDAY

&!'A

PINK COCONUT 120 PINK COCONUT
WAFFLE LAVA CAKE
Widauw1060u IANAN0WEW$1990U

PINK COCONUT JUICE - COCONUT AMERICANO SLURPEE 120
tuswsoseuduuy awsmlbovssioaiael




3. Strategy & Direction 2023




.

INTERNATIONAL BUSINESS DOMESTIC MARKET

Brand Globalization: Korea First Grow base products
DKo | b -
808

T S
Beauti i an j).?l
rin 4

nsion

wn
o~
q
Q
=
(4]
el
(9]
) (2)
=2
Q
=
=
()
F
"L
y X
©
Q

Diversify portfolio
oz (el ol

Al verp,, U

Future Growth Future Growth
THAL  amazon (ger ﬁ a am ﬁ anr ©
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2023 Outlook

America

+22%
Others

>
4

Canada (

Mongolia

Thailand @ ‘J .
\ o |

W souh® /

+25% S -




STRATEGICS Y2023 International market

STRONG GROWTH from Branding Performance and Channel Expansion.

01 : Upgrade Brand Level in GEMS ’ ‘e’
- Global brand presence

- Get deeper into sub. Segment
- Optimize investment

L]

-
I
©
@

02 : Strategic Channel Expansion
- Strategic channel

- Innovation channel

- Digital Gateway to consumer

03 : Diversify Portfolio

- Leverage portfolio with Non-Mogu Mogu o T
- Build strong fundamental NPD Afae Vem CQC‘ Drink Gumiw®




STRATEGICS Y2023 Domestic market

v GROWTH

** Focus on Core Brands

@ . Strengthen Core brands
ﬂ . Build Brand Love

Focus on Brands Visibility.

Expand Categories

** Win NPD
NPD more then 20 SKUs '

g
Tap New User ‘
Explore New Categories ~| I’




Invested project (complete in Q4:2023) Exploring Projects (2024 - 2025)

New Production line speed — 400 BPM Local production (Asia / Euro)
New production line @ Sappe Factory

2023: Target increase Capacity +30% YoY

Increase Speed Line +10%

Upgrade Production Line +10%

Partial OEM +10%

2018 2019 2020 2021 2022




New

Production
Line

CAPEX + OPEX
870 MB.

45



Sales Y2022
Growth

10,000 v

+32.6% YoY

il I I I

Y2017 Y2018 Y2019 Y2020 Y2021 Y2023 Y2024 Y2025 @ Y2026

46



< BEST
v» MANAGED
<L COMPANIES

[HAILAND

SOUTHEAST

i AWARDS | 3

\ Annlversary

For exemplary practice embracing the Women'’s
Empowerment Principles (WEPS) in Asia-Pacific

Forbes Asia

| BESTEI |
2022

47
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The Innovative Spirit

WWW.SAPPE.COM

@ lifeatsappe n Sappe Playground B Sappe @sappeonline
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