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SAPPE Overview
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WHO WE ARE

Fun Innovators Endless Innovations
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100
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SAPPE BEAUTI

#1
#2 #3

ALOE VERA



Our Journey to Becoming A Global Beverage Player

Renamed the 

company to 

Sappe Public 

Co., Ltd.

Launched 

Mogu Mogu

2001

2014

Began a snack 

business under 

óPiyajitô brand

1973 2006

Launched 

Sappe 

Beauti Drink

Establishment Phase

2013

IPO in Thailand

Growth Phase

Invested 40% in 

a subsidiary, All 

Coco Group 

Co., Ltd.

JV (25% stake) 

with Danone

Sappe x 

Workpoint

Continuing journey to 

strengthen 

international presence

2022 - 2023

Succeed in Korea 

and France with 

Korea & France first 

strategy

Achieved highest 

ever revenue and 

net profit

Internationalization Phase

1973-2006 2006-2016 2016-Current

Since 1970s..

2016
2019

2021

Sappe x 
Hatakabb

Sappe x Power Root 

Berhad, Malaysia
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ALL COCO (51%)

Danone Sappe  (25%)

Sappe PCL

Own Brands

Distributor

Domestic International

Own Brands

Distributor

SAPPE HOLDING
(100%)

SappePerformance Consolidation

SAPPE Europe 
(60%)

OEM

Dormant Company 
Å Sappe HK
Å Sappe HK Trading
Å Sappe China

Collaborate

M-Intelligence (16.2%)

WOPE (60%)

Sappe Philippines
Corporation (100%)
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Large Portfolio with Market Leading Brands and Products

Juice Drinks

Unique and refreshing juices

Functional Drinks

Range of products targeting 
beauty & wellness consensus

Functional Powders

Instant powders for dietary 
purpose and health benefits

Healthier Snacks

Snacks with healthy 
ingredients and functionalities

Supplements & Others

Other innovative products ï
supplements, herbal tea

Note:

1. In % of total sales of Q1ô2024

2. Based on data from the Nielsen Company (Thailand) Co., Ltd., ranking by volume.

Sappe Beauti Drink

#1 functional drink in TH

with mkt. share of 36.1%2

Mogu Mogu

Sold in over 100 countries

#1 international product

84.8%1 7.7%1 4.3%1 3.2%1 0.0%1

Product Categories
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In-house Innovation

Internal division to create innovative 

products

Business Partnership

Relationship with leading enterprises

InnoStudio

Innovative ideas x Local goodness

3 Pillars of Innovation Strategies

Creativity
Local 

goodness

Q1ô2024: 6 New Products

Innovation is the Core of Our DNA
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Financial Performance Q1ô2024
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1,904 MB
+22.5% YoY

vмΩнп ¢ƻǘŀƭ wŜǾŜƴǳŜ

25.0%
+1.7% pts YoY

352 MB
+28.2% YoY

46.0%

+2.9% pts YoY

vмΩнп DǊƻǎǎ aŀǊƎƛƴ

vмΩнп {Dϧ! ό҈ύ vмΩнп bŜǘ tǊƻŦƛǘ

23.3%

34.4%

25.0%

vмΩнп YŜȅ CƛƴŀƴŎƛŀƭ IƛƎƘƭƛƎƘǘǎ
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Net ProfitRevenue

vмΩнлнп
ÅThe Revenue was at 1,836 mb or +20.8% YoY (New Record), mainly from IB sales +24.3% and the DM sales +6.1%.
ÅNet Profit was at 352 mb, increased by +28.2% YoY (New Record), thanks to the break record in top line and the improvement of%COGS (-2.9 pts).

All Time High Revenue Breakdown & Net Profit
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vмΩнлнп
%COGS was at 54.0% lower than last year at -2.9 pts.
However, if we normalize %COGS, the %COGS will lower -1.1 pts. which was from the increasing of utilization rate, efficient production planning and 
the implementation of cost saving projects.

Utilization Rate

Cost of Goods Sold by Quarter

12



vмΩнлнп
Å%Selling expenses increased by +2.1% YoY 
ÅAdmin Expenses increased from 103 mb to 117 mb (+13.0% YoY)

Admin ExpensesSelling Expenses

SG&A
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1,836
vмΩнлнп

Million Baht

COUNTRIES 
TERRITORIES

100
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vмΩнлнп ό¸ƻ¸ύ ¢ht [Lb9 Dwh²¢I .¸ w9DLhb{

ME & 
Others

+107.4%

Asia

+5.9%

International Business  
Top 3 Contribution by Countries :

1,836
vмΩнлнп

Million Baht

Thailand

+6.1%

America

+43.9%

Europe

+17.6%
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Business Updates
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INTERNATIONAL  MARKETS
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02

Rising Star model

Å Expand coverage

Å In-depth c hannel

Å Trade scheme vs Availability, 

Visibility, Affordability

01

Trading Model

ÅRebate scheme

ÅMinimize investment

03

Consumer Market (Gems)
ÅConsumer engagement

ÅBrand Love

ÅBrand of Choice

International Business Journey
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ω CǊǳƛǘ ŦƭŀǾƻǊŜŘ ŘǊƛƴƪ ǿƛǘƘ bŀǘŀ ŘŜ ŎƻŎƻ
ω Cǳƭƭ ƻŦ ŜȄǘǊŀ-large Nata de coco cubes
ω ±ŀǊƛŜǘȅ ƻŦ ŎƘƻƛŎŜǎ

NaturallyYours 
with Aloe Vera Cube 

Champion Product
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OVERSEAS 
AVAILABILITY
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Zone: Asia

Sales728.3 Million Baht

Growth 5.9% YoY

Ç Asia Contribute 39.7% in vмΩнлнп

Ç Asia market continues to make a substantial 
contribution with positive growth. This 
growth can be attributed primarily to its 
successful expansion into a new strategic 
market, coupled with extensive marketing 
campaigns. Additionally, channel wise 
implementation to sustain sales figures.

Taiwan

Brunei

Hong Kong

Indonesia

Malaysia

Maldives

Philippines

Singapore
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PHILIPPINES MarketKOREA Market
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INDONESIA Market
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KOREA LIMITED EDITION PACKAGING DESIGN 
#MOGUMOGU #ᶛ̯ᶛ̯ #MOGUMOGUWINTERCOLLECTION
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https://www.instagram.com/explore/tags/%EB%AA%A8%EA%B5%AC%EB%AA%A8%EA%B5%AC/


Mogu Mogu in Stores & Marketing Activities 

MOGU MOGUX SOJU #MoJu

24



Marketing Activities 
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