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SAPPE Overview
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WHO WE ARE
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 

ñThai Prideò 
Be an inspiring Thai model organization 

delivering superior choices of food & beverages to better 

peopleôs lives.
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Our Journey to Global Brand

Renamed 

the company 

to Sappe 

Public Co., 

Ltd.Launched 

Mogu Mogu

2001

2014

Began a snack 

business under 

óPiyajitô brand

2006

Launched 

Sappe Beauti

Drink

Establishment Phase

2013

IPO in The  

Stock 

Exchange 

of 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 South

Korea and France

with Korea & France 

first strategy

Achieved highest 

ever revenue and 

net profit

Internationalization Phase

2016

2019

2021

Sappe x 
Hatakabb

Sappe x Power Root 

Berhad , Malaysia

1973

2024
Succeed in UK

Announced K-Pop 
boy band 
љSEVENTEENњШas its 
љFirst Global Brand 
AmbassadorњШfor 
Mogu Mogu



ALL COCO (51%)

Danone Sappe  (25%)

Sappe PCL

Own Brands

Distributor

Domestic International

Own Brands

Distributor

SAPPE HOLDING
(100%)

Sappe Structure

OEM

Dormant Company 
Å Sappe HK
Å Sappe HK Trading
Å Sappe ChinaCollaborate

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

Sappe Philippines
Corporation (100%)
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Functional Powders
Instant powders for dietary 
purpose and health benefits

Healthier Snacks
Snacks with healthy ingredients 

and functionalities

Note:
1.In % of total sales of 9M 25 
2.Based on data from the Nielsen Company (Thailand) Co., Ltd., ranking by value of Q3ô25.

Sappe Beauti Drink
#2 functional drink in TH with 

mkt. share of 32.6%²

Mogu Mogu
Sold in over 100 countries

#1 international product

21.3%¹ 2.6%¹

Large Portfolio with Market Leading Brands and Products

Juice Drinks
Unique and refreshing juices

Functional Drinks
Range of products targeting 

beauty & wellness consensus

Supplements & Others
Other innovative products ï

supplements, herbal tea

5.6%¹ 0.2%¹

Product Categories

1

70.3%¹



CƛƴŀƴŎƛŀƭ tŜǊŦƻǊƳŀƴŎŜ vоΩнлнр
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Revenue Breakdown & Net Profit
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Revenue Net Profit

Q3:2025
ÅThe Revenue was at 1,349 mb, -13.9% YoY [IB:DM = 72% : 28%] from IB sales -18.8% and the DM sales +2%. 
ÅNet Profit was at 183 mb, -39.6% YoY 



Cost of Goods Sold by Quarter

2024 (Normalize 2024)
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2023

Utilization Rate(Beverage)

Q3:2025
COGS was 56.5%, up 2.5 pts YoY, mainly due to FX impact (-THB 39 m).Lower RM/PM costs provided a THB 6 m gain, partially offsetting the FX impact.
COGS slightly increased by 0.8 pts QoQ, also driven by FX movement.

1.2%



SG&A
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Admin ExpensesSelling Expenses

2025
Å%Selling expenses were 15.8%, increased 1.3%QoQ, mainly due to fixed marketing expenses that support long-term growth plans.
ÅAdmin Expenses decreased from 123 mb to 117 mb (-20.6% YoY).



1,349
vоΩнлнр

Million Baht

COUNTRIES 
TERRITORIES

100
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4,039
9MΩ2025

Million Baht

COUNTRIES 
TERRITORIES

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

ME & 
Others

-21.9%

Asia

-26.8%

1,349
Q3Ω2025

Million Baht

Thailand

+2%

America

-19.1%

Europe

0%
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vоΩнлнр όvƻvύ ¢ht [Lb9 Dwh²¢I .¸ w9DLhb{

ME & 
Others

-22.0%

Asia

-24.3%

1,349
vоΩнлнр

Million Baht

Thailand

-14.3%

America

+19.5%

Europe

+10.0%
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9MΩ2025 (YoY) TOP LINE GROWTH BY REGIONS

ME & 
Others

-48.0%

Asia

-26.9%

4,039
фaΩнлнр

Million Baht

Thailand

+19.1%

America

-26.0%

Europe

-43.8%
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Sequential Improvement in Sales Performance

Å Sales decline has gradually narrowed quarter by quarter, indicating improving market conditions and steady recovery momentum.



Business Updates
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INTERNATIONAL  MARKETS
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02

Rising Star model

Å Expand coverage

Å In-depth chanel

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

Naturally Yours 
with Aloe Vera Cube 

Champion Product
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OVERSEAS 
AVAILABILITY
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Zone: Asia

Sales429 Million Baht

Growth -26.8% YoY, -24.3% QoQ

Ç Asiacontributed 31.8%in Q3Ω2025

Ç Asia softened amid a challenging macro 
environment and heightened 
competition in South Korea, while 
Indonesia faced short-term distributor 
issues. India continued to perform well, 
and the Philippines maintained stable and 
healthy momentum.

Taiwan

Brunei

Hong Kong

Indonesia

Malaysia

Maldives

Philippines

Singapore
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PHILIPPINES MarketKOREA Market

C
h

a
n

n
e

l 
C

o
n

tr
ib

u
tio

n
Key Countries 

INDONESIA Market
Health & BeautyCVS

Department Store

Hyper Market

Supermarket

Discount Store

Union Shop
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Mogu Mogu Marketing Activities
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Mogu Mogu Marketing Activities 
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