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Sappe Performance Consolidation

SAPPE Group

3. SAPPE HOLDING
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1. Financial Performance Q2'2022



Q2’22 Key Financial Highlights

1,334.5 MB

+38.9% YoY
n -

Q2'20 Q2'21 Q2'22 Q2'20 Q2'21 Q2'22

40.4%
+0.6% pts YoY

716.3

HDM Sale B Sale B Other income

Q2’22 SG&A (%) Net Profit Q2’22 Net Profit

29.5% 30.7% 30.7% 167.3 MB

+1.2% pts YoY l +31.9% YoY

SG&A to sale (%)

23.9%

Q2'20 Q2'21 Q2'22 Q2'20 Q2'21 Q2'22

10.6%

M (%) Selling Exp. MW %Logistic M (%) Admin Exp.



All Time High Revenue Breakdown & Net Profit

Revenue Net Profit

3,299.5 3,268.1 3,444.2 1,625.3 2,255.4 891.0 1,019.0 1,236.4
500.0 - 16.0%
4,000.0 20.0%
450.0 +7.9% YoY 3.5%
4 13.1% 15.1 r 14.0%
3,500.0 s a5 voy 10.0% 000 n/]_; 2% 14.2%

1B+27.2% YoY 12.0%
3,000.0 +38.8% YoY
DM -20.0% YoY 1B +68.1% YoY. 00% 350.0 +50.2% Yo¥
: +38.8% YoY
DM-12.5% YoY b 10.0%

2,500.0 IB+67.7% YoY 300.0
DM -15.6% YoY - -10.0%

2,000.0 250.0

+21.3% QoQ
IB+27.8% QoQ | -20.0% 2000
DM +2.0% QoQ.

+31.9% YoY

+9.1% QoQ
1,500.0 r

150.0
-30.0%

100.0
-40.0%

-50.0%

Y2019 Y2020 Y2021 1H'2021 1H'2022 Q221 Q122 Q222 Y2019 Y2020 Y2021 1H'2021 1H'2022 Q2'21 Q1'22 Q2'22

B DM Sale I B Sale —+—~% Growth mmiNet Profit  —+—Net Profit Margin

Q2’22

* The Revenue Increases +38.8% mainly from IB + 67.7% while DM -15.6%

* Net Profit was at 167.3 mb, an increase by +31.9% YoY or +40.4 mb, thanks to the recovery in export market
(+68.8%), the improvement of %COGS (-0.6 pts.)



Cost of Goods Sold by Quarter

70.0%

60.0%

50.0%

40.0%

-2.0%pts QoQ,
-3.8%pts YoY

62.6%

yo 58.8%

0.7%
2.3%

58.8%

Q1-21 Q1i1-22

+0.8%pts QoQ
-0.6%pts YoY

54.8%

Q2-21 Q2-22

59.59% 60.8%
=
| 0.7% | 2.1%
2.9%
Sz 57.7%
Q3-21 Q3-22 Q4-21 Qa-22

Q2’22 %COGS was at 59.6% lower than last year at -0.6 pts.
- Improve Machine speed > Higher Utilization rate,
- Depreciate of Thai Baht against USD and cost saving projects.

60.7%

3.2%

56.7%

FY-21 FY-22

B Excise Tax

2021
W 2022

B’lue & All coco

W 2022

Utilization Rate
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30%
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Selling Expenses Admin Expenses

+8.3% pts YoY
800.0 759.9 +3.2% pts Yo¥Y  _ as.0% 450.00 9.2% 9.2% 2 10.0%
+6.3% pts YoY -2.4% pts qoq 8.8% ) P 9.0%
700.0 40.0% 400.00 — 8.3% %
| o 5000 +6.2% Yoy 7.6% s
600.0 340.9 558.8 ’ -
490.1 [ s0.0% 300.00 . i
500.0 451.5 24.8% 26.1% . 7.1% -
3.7% | 25.0% 250.00
400.0 20.5% +14.2% Yoy 0%
b 200% 200.00
300.0 266.3 %:?72.%5 +9.1% Yoy [ 4%
o s | pggy 299.8 318.3 34%a0a |
200.0 111 3532-4 10.1% d
g 10.0% 100.00 171.7 -
BN 391.6 Bl 354.5 M 419.0 83.6 150.3 .
" | s.0% 50.00 80.0 84.4 873 i~
0.0% - 0.0%
Y2019 Y2020 Y2021 1H'2021 1H'2022 Q221 Q122 Q2'22 Y2019 Y2020 Y2021 1H'2021 1H'2022 Q2'21 Qi'22 Q2'22
mm Selling Expense Excl. Logistic -+=9% Selling Expense / Sale ~ —+9% Selling Expense (Exc. Logistic) / Sale =+—Admin expense/Sale

Q2’22
* Selling expenses increased from higher logistic costs in export markets (which offset with Other Income).
* Admin Expenses increase from last year by +9.1% YoY to Sales.



Functional
Drinks

Functional Healthier

Powders

Snacks

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
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Q2'2022

1,236
>90 Million Baht

COUNTRIES
TERRITORIES

. 3.20/0 7.1 %
Middle East & Others Healthier Snack All CoCo

21.1%
21.1% 12.8% ’

Thailand 3.7%
Domestic 5.8% Functional Powder

America
10.2%

Functional
Drink

15.2%

Europe 75.2%
Fruit Juice
Juice Drink




1H’2022

2,255
>90 Mllllon Baht

COUNTRIES
TERRITORIES

] 7.9%
Middle East & Others 2.9% All CoCo
Healthier Snack
0,
22.0% 13.1% 22.9% 42%

omestic 5.1% Thailand

. Functional Powder
America

10.6%

Functional
Drink

73.8%

Fruit Juice
Juice Drink




Q2’2022 (YoY) TOP LINE GROWTH BY REGIONS

International Business

Top 3 Contribution by Countries : ; ' o QZ 2022

1.Philippines @ / . S ‘ \ 1’ 2 3 6
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1H’2022 (YoY) TOP LINE GROWTH BY REGIONS

International Business

Top 3 Contribution by Countries : ; ' o ].H 2022

LA America '_ _\
1.Philippines § " L . ~ :‘
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2. Business Updates
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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

Aloe Vera_

w/ Naturally Yours
with Aloe Vera Cube

17



Overseas Key Countries w
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{ J KOREA



KOREA - Fruit Juice Category

MOGU MOGU : No. 1 Fruit Juice Drink in CVS

1

MoGv MoGu

YOU GOTTA CHEW!
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KOREA
BRAND COLLABORATION
GQiavet of Andhem =< MoGu MoGY’

PRREY
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LIMITED EDITION LIMITED EDITION




KOREA - Marketing Activity

The Biggest Metaverse Platform
in Asia with OVEr 300 Million users

[ &,

MoGv MoGu

YOU GOTTA CHEW!

X

ZEPETO

MOGU MOGU ¢
IN METAVERSE %
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€3 ZEPETO

68 million 2.3 million 300 million

Number of Studio item sales Studio creators ZEPETO users

24



&3 ZEPETO

Q
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- [~
Mogu Mogu Marketing Update : Moay. Moy
Korea AND LEVERAGE TO OTHER COUNTRIES

ZEPETO

5.6M

509

ZEPETO Indonesia @
@zepeto.id

280 1.4M 77

Post Followers Following

ZEPETO Philippines @
@zepeto.ph © Philippines

46

Post Followers Following

125

Post

ZEPETO Vietnam Thy Thy &
@zepetovnm © Viét Nam

764

Post

ZEPETO Korea H|3| @
@zepeto.kr © 2715

10M 56

Followers Following

771 1.0M

ZEPETO Japan @

875K 83

Followers Following €55 634K 67

et Forawees allowing

ZEPETO Malaysia &
@zepetomy

85

Post  Follawers Following

i

#MOGU MOGU
VDO BOOTH

43,797 Post(s)

W Favorite
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MOGU

[ &

MOGU |
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M‘M’G“ WILL BE TRANSFORMED INTO LIFESTYLE BRAND

M
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PHILIPPINES - Fruit Juice Category

MOGU MOGU : No. 1 Fruit Juice Drink in CVS

17 Mo'(;gu Mogu
Ny
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PHILIPPINES -

MG Food Pairing Campaign
from FB, TikTok, IG :

* Total Reach / View: 7.48M+

* Total Likes: 260K+
* Total shares: 30K+

MoGu MoGu
Ry

WHAT'S YOUR
FAVORITE
PIZZA FLAVOR?

EAT IT WITH MOGU MOGU! '

Marketing Activity

Kirbyyy
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

Waaaaant

»
TE R I
s roswtan
Forrosess s GRS

S I LRSS & BB
PSS sSSP sEaRERERRERS

oo 83K 209 Comments 195 Shares
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INDONESIA - Fruit Juice Category

MOGU MOGU : No. 1 Fruit Juice Drink in INDOMARET

Floridina (GoEoB

JEloridalOrange]
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FRANCE - MOGU MOGU in Stores
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Carrefour City Auchan

Intermarche

Salon Carrefour
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FRANCE - MOGU MOGU in Stores
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FRUIT
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Exhibition Q2’2022 : May in Thailand

thaifex
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ASIA

EDITION
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~ The Innovative Spirit

“WE BETTER PEOPLE'SLIVES
THROUGH OUR INNOVATIVE SPIRIT.
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I-F€EX2022
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Domestic Market
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Preaw Marketing Campaign

Online Communication
#IWSU29SIIUINFHOSS2

Period: Apr-May 2022

Offline Activity
#MUKETINGHOIWIWS8oUN182¢

Period: Jun-Aug 2022

HIT CONSUMERS
10 Million Impression

TT COVERAGE
BETTER +50%

SUNOISIY ™
1o imatheoa

#Hindenndaunuvniar ‘duandnu
nMuiwinnauan shuhaauiia dua.

P va 2 = e - o e
Hinfenndanmulinisn ‘ nu ” Hhadenndauniuindan ‘Aundo
murlwizauarbinaaiinng auwudl . gaeuaannizi nauamnsa3et Tt

wizadsiucaliiasaasifiauiuna

Adapt TT shopper’s insight “Mutelu” twist to “Muketing”
launched Preaw Limited Hanging in TT & Makro with support
premium promotion (uwunavrinowagosscu) to improve
traditional trade coverage and product visibility in-store.

Testimonial concept from real consumer at Khon Kaen &

Chaiyaphum to Facebook ads strategy, increase brand
awareness and reach to conversion.
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PASSIONATE

Tistw life

Bring the new strategic format

quickly and easily






Immu-C

Vitamin C 200%
Elderperry extract | ‘-. . L ‘1\3«

IMMU-C_ GOLLA-C

A\ l . ELDERBERRY COLLAGEN %
; o VITAMIN C \;ITAMlN 3
o —\ : -
" M 200% Y005 U o
® . ZIN C L-Glu.tathione ! ’
@ @ - 2
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B’Iue THAILAND

y _VITAMIN

G200y

ORIGINAL NO SUGAR

0 KCAL
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Sales Performance

A\ /4
B’lue ©
Market Share #3

In Vitamin Water Category
(since October 2021)

Source: Nielsen Thailand

Shared 25% Loss from DSB

5.0

(5.0)
(10.0)
(15.0)
(20.0)

(25.0)

2019 2020 2021

(20.3)

(15.6)

(20.5)

Avg. Avg. Avg. Avg.
2019 2020 2021 2022

0.1

N b

51 &9 (5

The first three years were the brand investment period
In 2022, we target net profit at brake-even



Continually Marketing Investment in

H2'2022

Extending from “Revitalizing & Refreshing” to “Delicious”

FavwsuRunuSHUa:: C ) s

\aunauacduduudc

e Here ©
unsTae Momin Mimimewmes w-d

*RTUsuso 2 7m tndia 25 All
FR1 Usriptiunu naunduny
e lonnhils Tnehirsunasaly

Sonnid1 aaBulunninanuuld

adwavhouDsouwsoUNNIY)

=

Tuido
muﬂﬂ“ u3

1,983,477 @@ 0,393 2,149
3

Total Reach R Total Engagements Total Link Clicks

Driving awareness through entertainment industry via 020

1) ONLINE - Through KOL (entertainment industry)

tumnina - three man down
(cover) | serious bac
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1/ SN\
m Outlook : All COCO Q2/2022 CeCé

Sales by BU
P&L by Quarter - o
82
80 6:13_195
70 DOy,
o 1% 1011 © 5,,\; »
o 47 e
= 90.64 . "3-:-"’"-‘->
2 90 e 83.46 82.50 82.29 N - AT
75.62 ot
20 66.80 . . 0 I / a
88% ) o
57.02 - 799, 79%0 Industrial Shop & Retails Other Total
50 88% 80% mQ2/201  W0Q2/2022
30 62%
Volume by product
9.09
10 3.68 . 61 5.24 5.92 e
L S R e 3.58 e ] I I e = S
L e e P
L . s S
-10 - 800.00 y'
Q3/2020  Q4/2020  Q1/2021 | Q2/2021 | Q3/2021  Q4/2021  Q1/2022 | Q2/2022 o000 caags 5558
sales Cogs @ Profit (loss) 60000
500.00
400.00 u.“/o\N 3
300,00 y
200.00 136.28  141.06
* Total Revenue from selling goods in Q2/2022 was at 82.29 MB and It had 122% 10000 -
growth of Net profit compared with that of Q2/2021 000 e o
BQ2-2021 wQ2-2022
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Timeline of our franchise
in IndoneSiG 3rd: Jakarta Puri-Indah mall

15 Apr 2022

2nd: Bali
12 Dec 2021

1st: Jakarta (Senayan)
16 Oct 2021

s

CoCée

4th: Bali (GWK)




Special

New café ’
menu item

Coconut
Presentation by All Coco Wafﬂes



New JV with Workpoint

WHAT WE POSSESS

workpoint
O Thailand’s LEADING F&B manufacturer O Thailand’s TOP content creator
O NATIONWIDE distribution channels O Own STRONG entertainment platform
O WIDE RANGES of innovative products serving various O WELL ESTABLISHED network with celebrities &
group of consumers influencers

What the possible PURPOSE is

Deliver consumers the A/GHTproducts and new experiences through...
INNOVATIVE mindset and CREATIVE marketing communications

54



New JV with Workpoint

g1s:nueAn:zidigu (g1szIAuTUoU) 50 MB

(Sappe 30.0 MB & THB 20.0 MB) qﬁﬁ%;ﬁ THB
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1) Sappe pcl. nSo Wannon o
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Distribution
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]

10,000 we.

EXPORT DOMESTIC

Revenue from selling goods l I

3 ,444 mB 2022F 2023F 2024F 2025F 2026F
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The Innovative Spirit

WWW.SAPPE.COM

@ lifeatsappe n Sappe Playground B Sappe @sappeonline



