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Warrix Key Product Portfolio

Expanding portfolio and products

Lifestyle

Future
Plan

Extendable business
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Key Milestones

Transformation

Establishment period
- from sport apparel to health and lifestyle
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natero : ™ Warrix Holding Pte. Ltd. was m!"/“\:w WARRIX
: founded e
..... . ™ Opening ﬁrst Physiotherapy f .
: = Capital increase © & Performance Studio 2022 Trahns r:‘mlng to
; toTHB100m . { =Official Match Ball and Kit " ealtba'!
e ; "Wintherights : : gypplier for AFF Suzuki Cup 2021 Itestyle business
Starting local t(:]produce tll"e 2020
. Thai national & s e
E marketing strgtegy football team WARRIX to
: by supporting
: 2017- become top of
:  sportswearand | : Sportswear mind brand
athletels Clothlngfor prOdUCtS (2017' 2018 G al I " d
: 2 Thailand football : : 2020 : @ é’%:snuzuxl : = Listed on the MAI ocally an
clubsin Leagueland : T NS . A T : stock exchange globally
League || : = Win the rights to :: = Capital increase to
R . : i nati :: THB300m
: produce Thai national - At the forefront
........................... : football team sportswear . .
: : of innovation &
WARRIX was ® Changed the : (2021-2028 sustainability
founded 2016 company name to : ® Win the rights to
""" \’ Warrix Sport Co., Ltd produce Thai bz;sketball
’A‘ 2014-2015 = Win the rights to . sportswear products

: = Warrix Sdn.Bhd. was
: founded as subsidiary of
: Warrix Holding Pte. Ltd.

produce the
Myanmar national
football team
sportswear products

Sales reaching
THB2.7 billion in
2026
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Warrix Product Portfolio as a Glance®/

Non - Licensed products (78%)

Classic product

Product with simple design, wear in classic and trendy ways for every occasion
i.e. Polo T-shirt, short pants.

ANNY LOOK GOOD EVERY DAY
-
-
-

Collection product

More variety, seasonal and fashionable products to meet all lifestyles and needs of
customer, designed based on the perlodlc popularity, changing in fashion era/ season.

Made to order and sport equipment product

Customize design and origination of individual customer own product for various
events i.e. sport events, organization, corporate.
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Licensed products (21%)

Warrix exclusive products with the official right to support the National Thailand
football club team and other licensed product for organization, education
institutions for various activities.

Health business (1%)

Physiotherapy & Performance Studio

Providing advice and knowledge on physical and nutrition including professional
trainers with modern medical equipment and specialized courses for athletes
and the general public by professional and experience team.
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Key Enabling Strategies and 2026 Sales Target ﬂ

Key Enabling Growth

1. After Covid Situation

= Event Activity , Sport Activity return. Relate on offline sales Channel

= Home football Match for AFF Mitsubishi Tournament. Can increasing sales at
Q4

= Increase non-licensed products sales through better brand awareness

Target 2026 % Sales in 2026
Gross Sales
>THB ~2,700m Services ~ 4%

2019-2026
CAGR: +22% p.a
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2019 2020 2021 1H2022 2H2022 2022 2026

Oversea ~ 11%

Health ~ 5%

Licensed ~ 15%

1,074

Non-Licensed ~ 65%

B Non-Licensed M Licensed M Health Overseas Services
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2022 Key Growth Driver

2021 vs 2022 Category

O 3‘3?"’ -7
*0
’

—— Hm
‘%Qf\ &
& )
e &
& Ao
o, f\{E
o

m2021 w2022

YoY Offline Channel Growth

ojo
< *\,\9’ /7
*o

1. Traditional Trade 2. Modern Trade 3. Inter Sales 6. Retails

m2021 m2022

ol

N\
0 O
Y 4
P ”°¢7 . AQ> ’°¢7
NO® o /
BN - P
— . —

8. BD (Project Base)

L
’

/

By Product Category

= az

Aralussvmuen Audnd U, 1% nEAM, 0.004

AUl @Wﬁ@u""

, 3%
9% |

FUARNTR, 17%

P
ﬂuﬂ’]ﬂ'ﬂﬂtﬂﬁ‘fu,

23% Aukinaadn,
- 33%
&
&
(\
By Channel
10. Physical 11. Other, miﬁéuq, 1.06%
Clinic, 0.39% __0.34%
1. Traditional
o6 ,7 8. BD (Project Trade, 30.49%
* X
o Base), 14.16%
2. Modern
7.Shop, 5.57% 5. Online, Trade, 13.65%
6. Retails, 1.29% 14.27%
9.VIpP 4. Sponsorship 3. Inter Soales,
Club, 2.27% 1.23%
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Running Roadmap

Buiam Marathon 2023 Thailand Earth Trail Thailand Earth Trail Thailand Earth Trail
Runnung Hub 2023 Series 2023 Series 2023 Series
i @ QSNCC Saraburi Rayong Chaiyaphum
aEqiln
BURIRAM ‘ atlll ot U N
T THAILJND THAILBND THAILAND
EARTH TRAIL EARTH TRAIL EARTH TRAIL

P N
THAILAND

* 42 % of Thai population exercise regularly. Mostly was Walking EIIRTI-I TRnIL

and Running . .
* Recovered to pre-COVID-19 level, and on an uptrend with Thailand Eart.h frail
2023 Series

prospect to grow 15-20% per year premised on increasing in Suphanburi
health awareness as more people are committed to leading
healthier and more active lifestyle.

* Along with huge opportunities from the resuming of Running
events. (Sales from Products and Services

Business Outlook for 2023

PINK BLUE
RUN

Pink Blue Run 2023
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Premier Football

Football Store in SUNTEC City, Singapore

1. Company Overview

» Founded in 2005 as a specialist retailer of football fan merchandise.

» core product focus now being :- Football Replica Jerseys Names, Numbers and Sleeve
Badge Printing Souvenirs Teamwear Equipment

» The company is well known to be Singapore’s No.2 football merchandise retailer

* Only 1 of 2 direct Adidas wholesale accounts for football products in Singapore.

THAILAND NATIONAL ® AR BN R 2. Business Overview
TEAM KIT 2022/23 R

* The company has 3 verticals in its business model.

Retail — Through its 1 Flagship Store in Suntec City

Online Retail — Through its e-commerce enabled Website & Lazada and Shopee

Stores Wholesale — Through Corporate Sales, Local and Overseas B2B customers.

» In 2022, the mix was about 76% / 12% / 12%.

» For 2023, the forecast is approx 70% / 15% / 15%. In line with the company’s direction to
increase online sales as a percentage of overall sales.

* The customer base of the company is the captive market in Singapore of Football Fans,
mainly those who watch or follow English Premier League, La Liga Spanish and Serie A
Italian Football.

* Premier Football is also well known regionally, with many tourists coming to patronise the
store.

» The approx local and overseas Mix of customers is about 50% / 50%.

WARRIX
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FIT JUNCTIONS

MULTI FUNNELS FITNESS & NUTRITION EDUCATOR

1. Company Overview

"Good body is the foundation of everything in life." Fit Junctions (FJ) was founded in 2014 by
a health and fitness educator, Fasai Puengudom.

With a background in quantitative data and research, FJ aims to improve health literacy in
Thailand by providing science-based content and services focusing on sustainable and

practical behavioral changes.

This innovative approach has impacted the lives and bodies of more than 2 million fans, and
it is still counting.

2. Business Overview

Online
Courses, 25%

43.2

38.8
Offline (Work
Shop / 1:1),
45%
15.88
- 18 12.3
2 B
2019 2020 2021 2022 Digital
Product (E-
HF) W Others Book), 35%
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FIT JUNCTIONS ﬂ

“Multi-funnels fitness and nutrition educator”

2,000,000 1500+ 41
Total followers and subscribers Fitness, nutrition related content EO e e
from all social media platforms created (video and articles) gicalp

30+

Courses and certifications
with recurring model and LMS

Watch Free Content

¥
Ebooks

¥
Online & Offline Courses

¥
T Certification Tutorship

Data-oriented, agile and
innovative company DNA

1-1 Training
10 years of

R&D and Knowhow
A




WARRIX HEALTH m

“Helping you relief pain and achieve the body of your dream”

Services

Value Proposition
Lose Fat

TREAT IYNIN Gain Muscle

“Personal training and nutrition Fix Pain
lifestyle coaching” Improve Performance

Improve Health
Get all this, faster and safer!

“Physiotherapy service”

Competitive Advantage

Using 10 years worth of R&D, SOP, customer base
RELEASE SLEEP and data from FJ to build strong foundation and

“Teach you how to breathe boost expontial growth for Warrix Health.

13 I!!
Better than massaget and change your lifestyle”

QUICK WIN ORIENTED!
FOR SUSTAINABLE RESULT!




WARRIX

HOW DO WE GROW?

“Buiding solid foundation for exponential growth
and sustainable revenue tream”

Al Integrated

Current Phase New Services Health Service
. - SUURBSCRIPTIO
Core Hero Products i‘,;ﬂ'wor'r. w'j_‘,l\.‘} 1, SPOrt SUBSCRIPTION
Services & Franchise opecific)
(Treat Train Release oupplements)

Sleep)

SOLID FOUNDATION & INFRASTRUCTURE




Key Financial Performance

Unit: THB’'m
Sales and Service Revenue Gross Profit Margin
Q,ot» -7
X / 1074
54.2% >5.1%
696 655 s’
509 .
147 ' .

55.8%

53..5%/0

47.5%

45.2%

43.8% 44.6%

2019 2020 2021 2022 1H2022 2H2022 2019 2020 2021 2022 1H2022 2H2022
H Licensed ® Non-Licensed =@=_|icensed ==@==Non-Licensed Total
Unit: THB’'m Unit: THB’'m .
EBITDA 21.1% Net Profit 15.4%
18.8%
128.6
14.8% 12.
104
143 6.2%
1.7% 1.9%
59 o- e
42 25
N n = = m N
2019 2020 2021 2022 1H2022 2H2022 2019 2020 2021 2022 1H2022 2H2022
m EBITDA --e-- EBITDA Margin  Net Profit --e-- Net Profit Margin
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Key Financial Performance

Unit: THB'm Unit: THB’'m 30.5% ".
Cost of Sales 28.2% 27 4% Selling expenses 28.0%
23.7%
59.0% 3 .N-‘Z%
1,074
) 181 27
- -23 = s
19 112 [ 18 |
| 12| 18
4.9% 54.8%
%
696 3.2%
655 648
2020 2021 . 1H2022 = = 2H2022
| Advertlsmg & Promotion M People cost Rental & Service fee and Depreciation M Others
--e-- Ratio to total revenue
Unit: THB'm . . .
»  Administration expenses
9.4%
411 395 8.3%
381 355 355 P 10.1% 7.9% i
. (]
= 7.4%
0
217 62 66 9
58 0
9 8 49
17
14 15 31 4
8 11
38 38 42 &
2019 2020 2021 2022 1H2022 2H2022 18 24
B Sales and Service revenue M Cost of Sales 2019 2020 2021 2022 1H2022 2H2022
--e-- Ratio to Sales and service revenue —-e-- Ratio to total revenue
Cost to sales % is declining given more balanced product mixed, higher ¥ People cost W Rental fee and Depreciation
value chain and efficient stock management. Other Administration expenses Advisor and other fees
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Balance Sheet

Unit: THB’'m 1,879 Unit: THB'm . — .
Assets Liabilities and Equity

o) |
1,440

= : S

==
156 149
99 129
330 342

719 727

747
160 163 175
172 145 145
388 419 426 363

2019 2020 2021 2022 2019 2020 2021 2022
Intangible assets Cash and cash equivalents M Right-of-use assets
Land and Equipments m Others W Trade and other receivables W Equity W Other Liabilities W Interest Bearing Debt
Unit: THB’'m Unit: times
Short Term Loan Financial Leverage
383 4 3
364 O —l
Ps 339 3
./.T 3
2
0.3
0.05
.0 2019 2020 2021 2022
2019 2020 2021 2022 —o—D/E —@=—IBD/E
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