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Financial Performance



2Q23 Financial Performance

2Q23 Consolidated 2023 2022 YoY 1023 QoQ

THBmn | % | THBmn | % | THBmn % THBmn | % [ THBmn | %
Revenues from operation 256 _1100% 204 1100% 52 | 26% 250 1100% 6_ 3% |
COGS 133 | 52% 111 | 55% 21| 19% 138 | 55% (5) -4%
Gross Profit 124  48% 93 45% 31 34% 112 45% 11  10%
Otherincome 6 2% 2 1% 266% 10 4% (3) -36%
Earning before expenses 130  51% 94 | 46% 35 38% 122  49% | 8 6% |
SG&A 100 | 39% 75 | 37% 25 | 34% 106 = 42% (5)] -5%
EBIT 29 11% 19 9% 10 52% 16 7% 13  80%
Net Profit 21 8% 12 6% 9 69% 11 4% 10 89%
Adjust 1 0% 0.2 | 0% 1 363% 0.3 0% 1 164%
Net Profit after Adjust 22| 9% | 13 | 6% | 9| 73% | 11 5% | 10 | 91%

6M23 Consolidated 623 6Mm22 YoY

THBmn | % | THBmn | % | THBmn %
Revenues from operation 506 | 100% 395 1100% 111 | 28%
COGS 270 | 53% 217 | 55% 53| 25%
Gross Profit 236 | 47% 179 | 45% 57 32%
Otherincome 16 | 3% 4 1% 12 325%
Earning before expenses 252  50% 182 | 46% 69 38%
SG&A 206 | 41% 143 | 36% 63 | 44%
EBIT 46 9% 39  10% 7 17%
Net Profit 32 6% 25 6% 7 29%
Adjust 1 0% (0.02)| 0% 1 -5524%
Net Profit after Adjust 331 7% 25! 6% 8 34% ‘
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Key Financial Performance

Revenues from Sales and Services Gross Profit Margin

or, YO
+2£/°— -
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178
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Key Financial Performance

Cost of Sales and Services Selling Expenses

31.1% 29.6%

55.0% 28.0% 28.2% 28::/:—_____.
54.6% o 54.8% >
\;4% 112

17
23
78 72 B 26
51.7% 506 57 15
395 2Q22 1Q23 2Q23 6M22 6M23
m Advertising & Promotion M People cost = Rental & Service fee and Depreciation 1 Others
--e-- Ratio to Sales and Service Revenues
Administration Expenses
270
250 256 11.2% 11.0% 11.1%
8':%/.__—. SV
217 ’ 56
204
3
138 133 31 17
111 28 28 2
18 2 2 3
9 8 7
2 4
28
2Q22 1Q23 2Q23 6M22 6M23 2Q22 1Q23 2Q23 6M22 6M23
m Sales and Services Revenue M Cost of Sales and Services i People cost W Rental fee and Depreciation
—-e-- Ratio to Sales and Service Revenues Other Administration expenses Advisor and other fees

--e-- Ratio to Sales and Service Revenues
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Key Financial Performance

+50% YoY
+77% Q0Q

88

59
50

Traditional
Trade

Revenues Breakdown By Channel
2023 YoY & QoQ Growth by Channel

-20% YoY
-37% QoQ
87
68
+8% YoY
-14% QoQ 55
+31% YoY
-7% QoQ 44
35 38 +3% YoY
3028 -9% QoQ
21 +372% YoY  +1,349% YoY +127% YoY +735% YoY
+86% Q0Q  +66% Q0Q -24% QoQ +121% QoQ
141615
. . 12 S 8
14 1 I 3 6 I L 3
B O [
Modern Inter Sales Sponsorship Online Retails Shop Project Based Physical
Trade Club Clinic
2Q22 1Q23 m2Q23

+86% YoY
+1% QoQ

111

Others
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Key Financial Performance

Revenues Breakdown By Channel
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Key Financial Performance

Revenues Breakdown By Product

2023 YoY & QoQ Growth by Product

+30% YoY
-11% YoY +36% QoQ
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+667% YoY
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+756% YoY
+127% QoQ

Physiotherapy
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Key Financial Performance

Revenues Breakdown By Product

2Q22 m2Q23 6M22 m6M23
200 +13%
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Balance Sheet ﬁ

Unit: THB million Unit: THB million

1,879
-12% YTD 1,879 -12% 7D

| 53 |
B Other Liabilities
G 130

Interest Bearing Debt

H Intangible assets

Cash and cash equivalents W Equity
Right-of-use assets
Land and Equipments
Others
H Investments in subsidiaries
M Trade and other receivables
M Inventories
FY2022 2Q23 FY2022 2Q23
Short Term Loan Financial Leverage
Unit: THB million Unit: times
383
364 339
0 0
2019 2020 2021 2022 2Q23 2019 2020 2021 2022 2Q23

«=@=—D/E ==@==|BD/E
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Outlook and Key Growth Driver



Sport Apparel Industry Outlook

= The sport apparel goods market in Thailand is worth approximately THB 30 billion.

= Recovered to pre-COVID-19 level, and on an uptrend with prospect to grow 15-20% per year premised on increasing in health awareness as more people are
committed to leading healthier and more active lifestyle.

= Along with huge opportunities from the resuming of large sports events including FIFA World Cup in 2022, AFF Mitsubishi Electric Cup 2022, and the Olympics
in 2024 etc.

= An ongoing rise in popularity of outdoor and home-based sports (running, cycling, home exercise and yoga are becoming more popular).

/ The sport apparel goods market in Thailand v

~ ::

0 0 0 : b 2 -
20% 50% 30% " Football RattanBall Badminton Volleyball Futsal

Top 5 most popular exercise activities in Thailand

Discounted/Mass market Middle market Global market
Import product by Thai Thai brand produce by Thai Global brand, both
company, no brand and company import and export
\ cheap price /

~THB 30 billion 42 %

of sport apparel goods
market in Thailand

of Thai population playing
sport regularly

of Thai people who exercise

of Thai population exercise regularl
— s v regularly are middle to high income

-wrces : Mckinsey sporting goods 2021-2022 report, Manager Daily news the mall group research 2018, Marketeer online ]ﬁ




Thailand Annual Garment Consumption

’ \
: Garment annual consumption ‘I
: * According to a study by UTCC, Thailand 2020 annual garment :
I consumption is estimated at 300mn pieces I
1 I
I+ The estimated T-shirt consumption is ~51mn pieces annually, I
1 S . . . . 1
| contributing ~17% of all garment consumption and slightly higher |
\ than annual pants consumption at ~49mn pieces !
\ /

Fashion macro trend

/

* According to UN, number of garment purchased per capita
between 2000 and 2014 increased by about 60 percent, while
each item is kept for only half as long. Hence people wants to buy

more and spend less per piece
\ % Thailand Annual Garment Consumption 2020 (mn pcs)

-wrces : Mckinsey sporting goods 2021-2022 report, Manager Daily news the mall group research 2018, Marketeer online ]ﬁ




Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square

2Q23 Update and Outlook:

* Soft opening 15t & 2" Floor in July and mid-August 2023,
respectively. Fully opening in late-August 2023.

* Launched “Fat & Furious” and “Wealthy” Collection, a collaborated
project with Golf Fucking Hero of High Cloud Entertainment.
The products are exclusively distributed by WARRIX.

* Launch new Thailand National Team Jersey 23/24 in late-August to
attract sports fans to purchase lifestyle products.

* Marketing plans in line with product launches by organizing events at
the shop to enhance community engagement.

WEALTHY -

ALL "SIZES" WELCOME \)

" /
)
)

15




Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square

1%t Floor:

lifestyle products exclusively collaboration with artists,
influencers, and iconic fashion & lifestyle brand.
Mixed with Thailand National Team Jersey.

o )

|

5 ' . : . &
\g‘gé’%‘z%’ﬁ"im BRRIAL
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Expand Product Portfolio to Active & Lifestyle Segment ﬁ

WARRIX LIFESTYLE @Siam Square

2" Floor:
WARRIX lifestyle collection and Lee Cooper jeans.

17



Expand Product Portfolio to Active & Lifestyle Segment ﬁ

WARRIX LIFESTYLE @Siam Square

3 Floor:
Exhibition and event area.

N p
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Launch New Thailand National Team Jersey

Thailand National Team Jersey 2023/24

8

< &

WARRIX

CHANGE f

g

< @

THE BEGINNING

cuak

StuiAa
uda PET Player

Mwa B T
- @ -

2H23 Outlook:

* Thailand National Team Jersey Grand Opening Event at Warrix Lifestyle, Siam Square in 26 August 2023.
* D.OASIS City x WARRIX: a virtual store in Sandbox with exclusive items from various editions of Thailand National Team Jerseys.
* Facilitate sales through marketing campaign in line with sport events in 2H23:

Cci NeyV
* 49th King's * FIFA Day * AFC World Cup 2026
Cup 2023 Qualification Round 2




Launch New Thailand National Team Jersey

Thailand National Team Jersey 2023/24

N

wARRIX |

THE BEGINNING
IS NOW

0| &

warrix |

WARRIX'

(S @008 wz0:570. ¥([




Launch New Thailand National Team Jersey

D.OASIS City x WARRIX : Rise of the 10th Legend

D, OASIS XiWARRIX
RISEIOFJOTH'LEGEND Qussrgf

T X
T g+ 3
WotKlaullaouu THE SANDBOX »
(PNPsvN31 500 s1w3a &
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x z'";g COLLECTION BLUE WIND JERSEY
KS9 FIRE BIRD JERSEY ASUYN

Uansuldo WARRIX THAILAND JERSEY 2023/24

(4 Burse) (yaA1 2,490 UN)

o0lKaaEulAuEI5UGH
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i}

* Avirtual store in Sandbox with exclusive items blending the digital and real
worlds, to top-notch digital sports assets that perfectly blend the essence of

sports and the brand's uniqueness.

* Selling sports apparel in both physical and on Metaverse/Blockchain.
* Attract new customer groups, especially in SEA.

4




Own Sport Event to Generate Recurring Income

Basketball Jaturamitr Samakkee

Outlook:

* WARRIX own sports event “Basketball Jaturamitr Samakkee” which will be
held every year to generate recurring income and create brand awareness for
new product category.

* Tournament period during September to December 2023.

* Selling souvenir and event merchandise for 4 schools.

A \

BASKETBALL "
JATURAMITR

3 BASKE;B\ALL
JATURAMITR

BASKETBALL
JATURAMIT

BASKETBALL
JATURAMITR

Vi
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Own Trail Running Event to Generate Recurring Income

THAILAND EARTH TRAIL 2023

...........

Facebook reach Visited Profile Likes / Followers
2,579,646 peoples 122,971 peoples 3,915 likes / 4,646 peoples

Thailand Earth Trail 0 S 2
41K likes - 4.9K followers w ‘

@O0 D®

4 Race 4 Destination Likes and reactions Comments Share Link clicks
aummsaras i v ladidon .
soAaENANRR. sanduvne ldshofu 39,493 peoples 6,482 comments 2,226 shares 39,278 clicks

WARRIX

<t
CHA-OM THAILAND ~
KAENO KHOL SARKNUR EnRT“ TRu'L

e L
-
) =

1. TETS2023 EVENT (s=0U, as:u_'s') 2. OPENS REGIS CHA-OM 3. SAVE THE DATE CHA-OM 4. OPENS REGIS RAYONG 5. OFFICIAL VIDEO CHA-OM 6. |Uc|qgma|nsa
reach 444,437 peoples reach 401,404 peoples reach 298,678 peoples reach 221,323 peoples reach 148,458 peoples reach 144,433 peoples

N y




Running Roadmap

P N

ENRTH TRAIL GAONTHS 2023 AGENDA
Jul ~Aug Sep Oct Nov - Dec

AILAND

THAIL THAILPNND THAILAND THAILY

EARTH TRAIL .| EARTH 'I'Rlll. EARTH TRAIL EIIRTH 'I'Rlll.
Thailand Earth Thailand Earth | Thailand Earth > Thailand Earth
Trail@Cha-Om Trail@Rayong Trail@Chaiyaphoum Trail@Suphanburi
22-23 Jul. 2023 19-20 Aug. 2023 7-8 Oct. 2023 25-26 Nov. 2023

A A

. . !

TANAOSRI TRAIL AKHA Trai @ wdane 1Bevs1e o "~ The Legendary Trail Series Inthanon KING of Mountain2023

30 june-2 July2023 i 5-6 August 2023 - S D S FHAIL 1 October 2023 15 November 2023

10/ 20/ 30/ 50 / 110K 15/ 30/ 55/ 78K CHIREHR 0/ 33/ 657 105/ 160K 2023 3/10/25/50K 16/46K
-
=R grgoﬁlc ;rc\)g; eSS 6 % -1 Spartan Race Thailand (Trofl Ultra-Trail Khao Eto 'y Dongmafai Trail 1 Mae Salong Traill Thailand by UTMB
B 7/15 /25 /50K =€ Mt 20 1-3 September 2023 15 October 2023 | 18-19 November 2023 i 7-9 December 2023
—— - A . pici 5/11/25/33/58/ 72K 5/10/ 22/ 50K Sl 8 / 20/ 35/ 60 / 110K 10 /.20/ 50/ 100/ 160K

= Ja0SUNSAWIKAY! L 9 LWGSUSTU
{-Jl 8- ; Bala Trail Running @ USNaE i £ . o Doi nhok trail
W ?1/9212"/“\3’32/0 5253|< F9Cl 19-20 August 261;3 l’.‘?o‘ 22;.3,‘,',{,’2,” 2%’;; Ultra-Trail Chiangrai \ 24-26 November 2023
Rusoondh Wuailan 10/ 25/ 50K 10/ 20/ 40/ 50K TR 19-22 October 2023 5/14/ 35/ 58/ 80/ 124/ 160K
B £ Troh © gbou oot 16/ 24/ 55/ 11/ 156/ 250K
74 15-16 July 2023 L |
13/ 34/ 57K =

MUSER100 @Tak Thailand
23-24 September 2023
20/ 40/ 65/ 100K

Ultra-Trail Nan100
#HS%a  28-29 October 2023
15/ 30/ 50/ 70/ 100K

Columbia Trail Masters
15-16 July 2023
10/ 26/ 50K
-
. UltraTrail Phrae 15-16 July 2023

10/ 20/ 50/ 100K

18/ 39/ 58/ 72/ 98/ 131/ 149.7K

@% Doi Chang Trail 29-30 July 2023
o 9/15/ 35/ 45/ 65K

N Zj

@ CM6 21-23 July 2023




QSNCC PROJECT

WARRIX RUN HUB

2Q23 Update and Outlook:

* Fully opened since 1 April 2023 (operation hour: 7 a.m. -9 p.m.)

* Physiotherapy Clinic tentative opening in Q3/2023.

* Opened Anonymous Coffee Shop.

* Marketing campaign with Banana Run to facilitate sales.

* Organized events to enhance health and exercise community,
such as Spartan Race Thailand, Women Active Run.

* Promoted among runners and through workshop which held
every weekends.

* WARRIX RUN HUB designs special training programs for runners

participating in TETS2023.

@ « 23| g
FIVEFINGERS RUNHUB

uwatnoinsubv dmsuaioSo TRAIL
Tag WARRIX HEALTH TEAM

NaaDvINSuws!
,,
unuwE BIB Thailand Esrth Treil TussasSut * 1 00 + ;’5"
yarinz1 1,300 vin Aun % | Holizi ‘

wentahaattn () Banimaats @Y @ e @, zz..énl,)\._:ku“ HUB 4=

0 puddeumionsaIsni

TusTuduWiFau!!

dosovifin Flvefmgers ulofla
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QSNCC PROJECT

WARRIX RUN HUB

DA

WARRIX

@ n@%uUBm% = PAYAE LT }v"{\\
' ,‘i‘!f& ‘ 8 ek ‘ ' . - ESﬁA‘_‘TA::% ]}‘:‘,\

~ a 2 N 3 5. € s . WE ARl
g s 7 Y A ) 2 @ \‘ Yok "
WE ARE SPARTANS % S e I NNR) o S o v
A S h ! §. 4 , 5 ) : :

o L T T

Women Active Run by dd&d




International Business — Premier Football SG

Premier Football in SUNTEC City, Singapore

2Q23 Update and Outlook:
 Start to sell WARRIX’s products on March 2023. (Football Tee was on top selling)

* Lunch new football jersey season 23/24 in May 2023.
* H2 will increase sales from WARRIX’s products on E-commerce and stores.

(teamwear with flex and numbering).

1,892,074 1,976,412

1,563,487

1,036,453 1,003,161 1,123,048

ARR

Mar-23 Apr-23 May-23 Jun-23

Feb-23

NET SALES




Penetrate to Regional Market

Premier Football WARRIX HOLDING PTE. LTD.

1,892,074 1,976,412 823,052 712,363
1,563,487
1,036,453 1,003,161 1,123,048
266,983 167,956 272,061 202,104
il = O N
Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23 Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23
NET SALES m NET SALES

2Q23 Update and Outlook:

» Start MTO project with school, football club/academy and corporate sales.

* Appoint official distributor in Malaysia and plan to appoint one in Cambodia.
» Start E-commerce on WARRIX.com Shopee and Lazada for SG Market.

* On-going to promote brand awareness via online and offline channel.

N y




Penetrate to Regional Market

Official Apparel : Phnom Penh Crown FC

’ 2Q23 Update and Outlook:
DX feltin

AR ’  Start local marketing strategy by supporting 23/24 sportswear and
' equipment for Phnom Penh Crown FC.
* Enhance brand awareness among Cambodian customers.

OFFICIAL

AP P A REEVSRESEREOINI S O R

A

WARRIDX
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Brand Building — Brand Direction

EXPERIENCE ROADMAP PRESENTATION w| NN lNG DlRECTION

SELECTED STRATEGY GOING FORWARD

A

WARRIX

“TRIUMPH
ALWAYS?

Performance

- _--_----_-E E

BUILD ON EXTEND BRAND
BRAND ASSET TERRITORY

of providing accessible beyond football /
high-quality sporting performance sports, and
goods to people aspire to make brand appeal to
be active broader market

ASPIRING
IDENTITY

that are appealing &
relevant to current
sporting lifestyle
consumers




New license opportunity
Growing brand
awareness of its non-
license products
Improve pricing strategy
Product development
Launching new
collection and product
categories

Sales growth and
minimize loss sales from
increasing in working
capital

Sales
Expansion

Key Growth Drivers

.|Ito

Increasing high margin
product mix

Cost improvement from
higher bargaining power
with suppliers and better
value chain management
Efficient inventory
management i.e. using
data analytic program for
inventory forecast, SKUs
refurbishment
Optimizing distribution
Channel

Rising economy of scale
and contribution margins
amid higher scales given
majority of cost is fixed

®
1
1
1
([

Margin
Enhancement

4

Escalating brand
awareness

Expand new
partnership through
sport licensing strategy
to diverse customer
target groups

Data driven technology
& Al to analyze
customer behavior to
match products with
target group

Owned and worked
with third party to
create various events

Expand more and
optimization of
distribution platforms
Expand new flagship
/landmark branches both
domestic and overseas
Leveraging technology
and trend to reach wider
audiences

New
Coverage

Potential new business

expansion through new
partnership

New business
expansion related to
health and lifestyle
Web 3.0

i




Product development with effective marketing strategy

CROXXLINE

OFFICIAL LICENSING COLLEGE & ACADEMY = CORPORATE & PROJECT

IN COUNTRY. EDUCATIONAL INSTITUTIONS COMPANIES, PROJECT AND EVENTS

Polyester
Nylon spandex

4

@09 =00 n%@j@

Shorts pants
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2026 Sales Target

Target 2026
Gross Sales
>THB ~2,700m

1,062
a4
696 655 648 667 228
395
830
2019 2020 2021 1H2022 2H2022 2022 2026

B Non-Licensed M Llicensed M Health Overseas Services

% Sales in 2026

Services ~ 4%

Oversea ~ 11%

Health ~ 5%

Licensed ~ 15%

Non-Licensed ~ 65%

v




For more information, please contact IR Department
ir@warrix.co.th or 094 310 7103

The information contained in this presentation is for information purposes only and does not constitute an offer or invitation to sell or purchase for share in

Warrix Sport Public Company Limited (“WARRIX"). No part of this presentation shall be relied upon directly or indirectly for any investment decision-making for
any purposes.

This presentation may include information which is forward-looking based on management’s current views and assumption including, but not limited to,
prevailing economic and market conditions. These statements involve known and unknown risks and uncertainties that could cause actual results, performance or
events to differ from the results, performance or achievements expressed or implied by such forward-looking statements. Such statements are not, and should
not be constructed as representation as to future performance of WARRIX. In particular, such targets should not be regarded as a forecast or projection of future
performance of WARRIX. It should be noted that the actual performance of WARRIX may vary significantly from such targets.

WARRIX makes no representation as to the accuracy or completeness of such information or otherwise provided by WARRIX. Prior to acting on any information
contained herein, the receiver should determine the risks and consequences, without reliance on WARRIX.

d
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2Q23 Financial Performance

2023 2022 Yoy QoQ
2Q23 Separate

THBmn | % | THBmn | % | THBmn | % BLEAGER S THBmn | %
Revenues from operation 256 (100% 204 100% 52 | 26% 248 100% 8 3%
COGS 131 | 51% 111 | 55% 19 | 17% 136 | 55% (6) -4%
Gross Profit 126  49% 93 | 45% 33 | 36% 112 | 45% 14 | 12%
Other income 6 2% 2 1% 5 1293% 9 4% (3) -35%
Earning before expenses 132 | 51% 94  46% 38  40% 121 | 49% 10 | 9%
SG&A 96 | 37% 74 | 36% 21 | 29% 101 | 41% (5) -5%
EBIT 36 | 14% 20 | 10% 16 | 82% 21 8% 15  75%
Net Profit 27 11% 13 | 6% 14 [111% 16 6% 12 | 76%

6M23 Separate 6IVi23 6m22 Yo¥

THBmn | % | THBmn | % | THBmn | %
Revenues from operation 504 [100% 394 100% 110 | 28%
COGS 267 | 53% 216 | 55% 51  23%
Gross Profit 238  47% 178 | 45% 59 | 33%
Other income 16 | 3% 4 1% 12 1335%
Earning before expenses 253 | 50% 182 | 46% 71  39%
SG&A 196 | 39% 142  36% 55 | 38%
EBIT 57 | 11% 40 | 10% 17 42%
Net Profit 43 9% 26 7% 17 66%




2Q23 Financial Performance

Warrix Sport PCL
Ratio performance 2Q23

WARRIX

Unit : Million Baht 2Q22 3Q22 4Q22 1Q23 2Q23

Total A/R 153.5 221.7 351.0 327.2 245.9
Total Inventory 352.8 356.4 450.7 558.8 540.3
Total Assets 812.1 931.1 1878.9 1906.6 1658.9
Interest Bearing Debt 411.3 454.0 76.0 146.0 129.6
Total Liabilities 572.0 649.8 438.4 454.7 299.2
Total Equity 240.1 281.4 1440.5 1451.9 1359.7
EBITDA 26.6 61.9 80.9 28.5 41.8
CPLTD 30.1 23.8 16.9 17.9 18.2
Current ratio (Times) 1.04 1.09 3.70 3.98 5.99
D/E (Times) 2.38 2.31 0.30 0.31 0.22
IBD/E (Times) 1.71 1.61 0.05 0.10 0.10
Inventory Turnover by days 283 202 190 335 378
AR Turnover by days 66 58 70 124 102




Key Financial Performance

Unit: THB'm
Sales and Service Revenue Gross Profit Margin
ok o7
X
/ 1074 . 55 8%
54.2% : 53..5%/0
696 ”
655 47.5%
1% 45.2%
509 ) o
43.8% 44.6%
147 '
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% 2.2%
59 -~ -
42 25
N B = = - N
2019 2020 2021 2022 1H2022 2H2022 2019 2020 2021 2022 1H2022 2H2022
m EBITDA --¢-- EBITDA Margin m Net Profit ~ --e— Net Profit Margin

N p




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
q 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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Warrix at a Glance

Innovation

and Design

Comba + Tech

Unbreakable exclusive
technology by “WARRIX”

Story Telling Design

Tt ee

Uswlasdnslyeunn
- Changsuek The Genesis
- NOW or NEVER
- KINGDOM
- Faith
- Unite
- CHANGE

Strong Partnership

2 National Football team
licenses including

THAILAND

A International licenses
>30 Club licenses
5 Educational Institutions

4 Sponsorship licenses

Extensive
Distribution Channel

3 Flagshlp Store

200+ Tradltlonal Trade

~TASRAYE.

Wide-reaching
E-commerce Platform

.‘,' ﬁ @ Lozada -
2

Shaun . JD CENTRAL
Allbaba.com

Data Driven with
Marketing Technology

Data Marketing
Analytics

Content
marketing

Decentralized
Advertising

Programmatic

Advertising
Social Media
Marketing
“5P Marketing”
- Product - Promotion
- Price - Partnership
- Place




Warrix Key Product Portfolio

Expanding portfolio and products

Football Running Basketball Golf Table Tennis Sport Equipment

Sportswear
Innerwear Streetwear Lifestyle

Active &
A i
b4 Lifestyle
£
(7]
>
Q0
9
n .
S RUN HUB Physiotherapy &'
-g Performance Studio
()
)
& Health

&“

puvsnomsnpv ' Pznsommcs NUTRITION

W EEEEEEEEEEENEEEEEEN, GVANSNSEEEEEEEEEEEEY VESEEEEEEEEENEEEEEEN, UNNNNNNNNENEEEEEEEEEERDY
3

» ok *a .

Trail / Marathon = " M i " .
/event LTI G . Music event = Food event H Camping s Web 3.0 :

= .'. L]

!-------------------’ “essssssssssmsmmmnns
-

& . G R B D
CHANGSUEK ; ; i Y. ] THE I.EHE 1] 's B “

sssssssssssssssssnnd asmsssEEssEEEEEEEEEEES

RUN

Explorer “
©
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Warrix Product Portfolio at a Glance

Non - Licensed products (82%) Licensed products (17%)

Classic Product National Team, Football Club, and Other Licensed
Product with simple design, wear in classic and trendy ways for every occasion Warrix exclusive products with the official right to support the Thailand National
i.e. Polo T-shirt, short pants. Team, football club, and other licensed product for organization, education

institutions for various activities.

Collection Product

More variety, seasonal and fashionable products to meet all lifestyles and needs of
customer, de5|gned based on the periodic popularity, changing in fashion era/ season.

™

‘ i S
Health business (1%)

Physiotherapy and Performance Studio & Warrix Run Hub

Providing advice and knowledge on physical and nutrition including professional
. . L I . trainers with modern medical equipment and specialized courses for athletes
Customize design and origination of individual customer own product for various . . .
. o and the general public by professional and experience team.
events i.e. sport events, organization, corporate.

Made to Order and Sport Equipment Product

aanﬂumiaﬂui‘wq -

* POLD WARRIX I I
LATE

uwlmﬂ'us

N v




Robust trajectory for growth in the enduring wave of healthier
and fitter lifestyle

Warrix continuously expand the distribution channel to cover many areas in local and global. Currently, there are 5 mains
channels, which consists of

5 Retail branches (Warrix Shop) > 400 Traditional trade > 10,200 Modern trade

e

CHANGSUEK Flagship Store at stadium one, 1,000 sq.m. North
) ) >90 stores
9 Warrix shop at Muang Thong Thani, 100 sq.m.
9 Warrix BCC shop, 20 sq.m. ~100 stores ~ 90 stores
@ Warrix Run Hub at QSNCC, 557 sq.m. Central
9 Warrix Lifestyle at Siam Square, 300 sq.m. >150 2y Northeast
>100 stores
Bangkok
>40 stores
>10,000 via 24shopping
2022 - 2028
South R
>100 stores , eb Y amazon @
Lotus

B|EM

Taobao.com




Robust trajectory for growth in the enduring wave of healthier and
fitter lifestyle

E-Commerce’!

Website: www.WARRIX.co.th

. Instagram: warrix_official
w > 500,000 members

l@] >72,000 followers
ﬂ Facebook: WARRIX @ Line: WARRIX
>660,000 followers >16,000 followers
Lazada: WARRIX
>180,000 followers

ﬁ Shopee: WARRIX
>460,000 followers

Project Base ) MADE TO ORDER

Ed

POLO SHIRT SPORT WEAR

7 i

T-SHIRT PANTS

UNIFORM JACKET

iy o i, R m Y 1§ / >
_emark : /1 Information as of October 2022 4‘7

Tiktok: warrixthailand
>7,000 followers




Robust trajectory for growth in the enduring wave of healthier
and fitter lifestyle

= Continue development in other businesses related to health and lifestyle.

=  One stop service for supporting related sport event and to be a leader in sport-health and
lifestyle business.

A

WARRIX
HEALTH

Warrix’s active health businesses :

1. Physiotherapy & Performance Studio clinic 2. Warrix Run Hub located at QSNCC 3. Fit Junction

located at Stadium One, Samyan = Warrix Run Hub provides full facilities for athletes, = Multi-funnels fitness and nutrition educator: Online

= Providing advice and knowledge on nutrition general public and runners in Benjakitti Park. Courses, E-book, Workshop, 1 on 1 Training.
including professional trainers with modern = Including 3 main facilities: * More than 2M of total followers and subscribers
medical equipment. 1) Performance Training: Motion Metrix Analysis and from all social media platforms.

= Sport specialized courses for football, marathon, Exercise & Training Workshop. * Using 10 years worth of R&D, SOP, customer
golf, cycling and office syndrome such as physical 2) Flagship store for running products of WARRIX & base and data from FJ to build strong foundation
analysis, sport massage and performance training BANANA RUN: running/training shirts, running shoes, and boost exponential growth for Warrix Health.
for athletes and general public. running gadgets and equipment.

3) Physiotherapy clinic.

1




Key Milestones

Establishment period

Starting local
marketing strategy
by supporting
sportswear and

athlete's clothing for : :

2 Thailand football
clubsin League | and
League Il

WARRIX was
founded

_______ g
IAY
2013

THAILAND:

: = Capital increase
: to THB100Om

: = Win the rights

‘ to produce the
Thai national
football team
sportswear
products (2017-
2020)

2014-2015

Transformation
from sport apparel to health and lifestyle

AL

WATITIX SPORT
SINGAPONE

® Warrix Holding Pte. Ltd. was

founded

: = Opening first Physiotherapy &
: ¢ Performance Studio at Stadium One
: ¢ mOfficial Match Ball and Kit Supplier

: for AFF Suzuki Cup 2020

2020

12017-2018

P om Changed the

company name to
Warrix Sport Co., Ltd
= Win the rights to
produce the
Myanmar national
football team
sportswear products

= Listed on the MAI

: stock exchange

: = Capital increase to
THB300m

: = Acquired Fit Junction
: and Premier Football

&

cur

: = Win the rights to

: produce Thai national _
: football team sportswear :
: (2021-2028)

© = Win the rights to

: produce Thai basketball
sportswear products

: = Warrix Sdn.Bhd. was

: founded as subsidiary of

© Warrix Holding Pte. Ltd.

A

N\

WARRIX

Transforming to
health and
lifestyle business

WARRIX to
become top of
mind brand
locally and
globally

At the forefront
of innovation &
sustainability

Sales reaching
THB 2.7 billion in
2026

4




	Default Section
	Slide 1
	Slide 2: Agenda
	Slide 3: Financial Performance
	Slide 4: 2Q23 Financial Performance
	Slide 5: Key Financial Performance
	Slide 6: Key Financial Performance
	Slide 7: Key Financial Performance
	Slide 8: Key Financial Performance
	Slide 9: Key Financial Performance
	Slide 10: Key Financial Performance
	Slide 11: Balance Sheet
	Slide 12: Outlook and Key Growth Driver
	Slide 13: Sport Apparel Industry Outlook
	Slide 14: Thailand Annual Garment Consumption
	Slide 15: Expand Product Portfolio to Active & Lifestyle Segment
	Slide 16: Expand Product Portfolio to Active & Lifestyle Segment
	Slide 17: Expand Product Portfolio to Active & Lifestyle Segment
	Slide 18: Expand Product Portfolio to Active & Lifestyle Segment
	Slide 19: Launch New Thailand National Team Jersey
	Slide 20: Launch New Thailand National Team Jersey
	Slide 21: Launch New Thailand National Team Jersey
	Slide 22: Own Sport Event to Generate Recurring Income
	Slide 23
	Slide 24: Running Roadmap
	Slide 26: QSNCC PROJECT
	Slide 27: QSNCC PROJECT
	Slide 28: International Business – Premier Football SG
	Slide 30: Penetrate to Regional Market
	Slide 31: Penetrate to Regional Market
	Slide 32: Brand Building – Brand Direction
	Slide 33: Key Growth Drivers
	Slide 34: Product development with effective marketing strategy 
	Slide 35: 2026 Sales Target
	Slide 36: Q&A
	Slide 37: Appendix
	Slide 38: 2Q23 Financial Performance
	Slide 39: 2Q23 Financial Performance
	Slide 40: Key Financial Performance
	Slide 41: Key Financial Performance
	Slide 42: Balance Sheet
	Slide 43: Warrix at a Glance
	Slide 44: Warrix Key Product Portfolio
	Slide 45: Warrix Product Portfolio at a Glance
	Slide 46: Robust trajectory for growth in the enduring  wave of healthier and fitter lifestyle  
	Slide 47: Robust trajectory for growth in the enduring  wave of healthier and fitter lifestyle
	Slide 48
	Slide 49: Key Milestones


