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Financial Performance



2023 Financial Performance

2Q23 Consolidated 2Q23 2Q22 Yoy 1Q23 :

THBmn| % | THBmn| % | THBmn| % | THBmn| % | THBmn| %
Revenues from operation 256 1100% 204 1100% 52 26% 250 100% 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%
Other income 6 2% 2 1% 4| 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%
Adijust 1] 0% 0.2 0% 1 363% 0.3 0% 1 1164%
Net Profit after Adjust 22| 9% | 13| 6% | 9 73% | 11| 5% | 10 | 91%

6M23 6M22 YoY

6M23 Consolidated

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%
Other income 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%
Adijust 1] 0% (0.02) 0% 1 |-55249
Net Profit after Adjust 33| 7% | 25 | 6% | 8 34%
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Key Financial Performance

Revenues from Sales and Services Gross Profit Margin

+7_8% \lo‘l
9 54% 54%
,26% YoV 53% 53% 0 b 53%
3% °°Q O _ =P — 49% ' '—‘470/
0
—-—— 45% 46% 45%
49% /
47%
44% 44% 44%
. .
6 42 Q
2Q22 1Q23 2Q23 6M22 6M23 2Q22 1Q23 2Q23 6M22 6M23
m Licensed m Non- Licensed =@=|_icensed —=@=—N\on-Licensed =@ Total
EBITDA Net Profit
16.3%
13.0% 11.4% ° 13.3% 13.9% 8.2%
M
,30% Yoy 4.4%
- 29% \(o
+51% Yo -
+a7% 00 e 4 +69% Yo
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Key Financial Performance

31.1% 29.6%

55 0% 28.0% 28.2% 28.3%
0% .___——'—-.
54.6% 54.8% 150
53.4% 112 17
\ o 23

78 72

51.7% 506 57
2 .
395 2Q22 1Q23 2Q23 6M22 6M23
m Advertising & Promotiorsl People cost Rental & Service fee and DepreciaticrOthers
--w- Ratio to Sales and Service Revenues
Administration Expenses
270
250 256 11.2% 11.0% 11.1%
8.7% 0
217 — 8'0/"/;6
204
3
138 133
111 28 28
2 2
128 9 8
3 4
2Q22 1Q23 2Q23 6M22 6M23 2Q22 1Q23 2Q23 6M22 6M23
m Sales and Services Revenue m Cost of Sales and Services = People cost m Rental fee and Depreciation

Other Administration expenses Advisor and other fees
--w- Ratio to Sales and Service Revenues

N %

--w- Ratio to Sales and Service Revenues




KeyFinancial Performance

Revenues Breakdown By Channel
2023 YoY & QoQ Growth by Channel

+50% YoY -20% YoY
+77% QoQ -37% QoQ
38 87
68
+8% YoY
59 -14% QoQ 55
50 +31% YoY
-7% QoQ 44
35 38 +3% YoY
3078 -9% QoQ
21 +372% YoY  +1,349% YoY +127% YoY +735% YoY
+86% QoQ +66% QoQ -24% QoQ 16 +121% QoQ +86% YoY
12 14 15 +1% QoQ
L4 7 7 3 76 I 3 8
1 I 1 111
B O [ ~
Traditional  Modern Inter Sales Sponsorship  Online Retails Shop  Project Based Physical Others
Trade Trade Club Clinic

2Q22 = 1Q23 m2Q23
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KeyFinancial Performance

Revenues Breakdown By Channel
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KeyFinancial Performance
Revenues Breakdown By Product

2023 YoY & QoQ Growth by Product

+30% YoY
-11% YoY +36% QoQ
5% Q0Q
+92% YoY
’ 86
78 54 +55% YOY
69 66 g3 -39% QoQ
60 60 +756% YoY
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KeyFinancial Performance
Revenues Breakdown By Product

[ 6M22 m6M23
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Balance Sheet ﬁ

Labilties & Equiy

Unit: THB million Unit: THB million

1,879 -12%YTD 1,879 -12%YTD

1,659 1,659
| 55 | 362
m Other Liabilities
(e 130

Interest Bearing Debt

H Intangible assets

Cash and cash equivalents o5 m Equity
Right-of-use assets 146
Land and Equipments
Others
H Investments in subsidiaries
m Trade and other receivables
H Inventories
FY2022 20Q23 FY2022 2Q23
Short Term Loan Financial Leverage
Unit: THB million Unit: times
383
364 339
0 0
2019 2020 2021 2022 20Q23 2019 2020 2021 2022 2Q23

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



Sport Apparel Industry Outlook

A The sport apparel goods market in Thailandisth approximately THE3O0 billion.

A Recovered to preCOVIBL9level, and on an uptrend with prospect to grod5-20% per yearpremised on increasing in health awareness as more people are
committed to leading healthier and more active lifestyle.

A Along with huge opportunities from the resuming of large sports events incliiding \World Cup i2022, AFF Mitsubishi Electric Ci2022 and the Olympics
in 2024etc.

A An ongoing rise in popularity of outdoor and horeased sport{running, cycling, home exercise and yoga are becoming more popular).

7 N Ve ~
’ . . N . . \
/ The sport apparel goods market in Thailand Ve Top 5 most popular sports in Thailand \
I
! ] -
: I je S
1
: \ 0 : % :
11 / e EEE 8 % e ¥
I : | 3» L L
I 20% 50% 30% : : Football Rattan Ball Badminton Volleyball  Futsal :
I - - - . - -
| |, Top 5 most popular exercise activities in Thailand
I
I ,
|
1 Discounted/Mass market Middle market Global market :: I
I I
i Import product by Thai  Thai brand produce by Thai  Global brand, both : : I
I company, no brand and company import and export 1 Z J0) :
! cheap price I\ erobic  Fitness

~THB 30 billion 42 % >70%

of Thai peoplevho exercise of Thai population playing
regularly are middle to high incomg sport regularly

of sport apparel goods
market in Thailand

of Thai population exercise regular

-ources Mckinseysporting goods 2022022 report, Manager Daily news the mall group research 2018, Marketeer online ]ﬁ




Thailand Annual Garment Consumption

" Garment annual consumption

I \
1 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
: contributing ~17% of all garment consumption and slightly higher :
\ than annual pants consumption at ~49mn pieces !
\ /
N o o o e o e o e o e e o e e o o e e e o e e o T d

* 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

-ources Mckinseysporting goods 2022022 report, Manager Daily news the mall group research 2018, Marketeer online

/

Thailand Annual Garment Consumption 2020 (mn pcs)

4




Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square

2Q23 Update and Outlook:

A Soft opening ¥ & 2" Floor in July and midugust 2023,
respectively. Fully opening in lafeugust 2023.

A[dzyOKSR daClFdG 9 CdzNA2dzaé | yR a?2
project with Golf Fucking Hero of High Cloud Entertainment.
The products are exclusively distributed by WARRIX.

A Launch new Thailand National Team Jersey 23/24 ipAatgist to
attract sports fans to purchase lifestyle products.

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

WEALTHY -

ALL "SIZES" WELCOME




Expand Product Portfolio to Active & Lifestyle Segmen“

WARRIX LIFESTYLE @Siam Square

15t Floor:

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

o )

| S
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Expand Product Portfolio to Active & Lifestyle Segmen“

WARRIX LIFESTYLE @Siam Square

17



Expand Product Portfolio to Active & Lifestyle Segmen“

WARRIX LIFESTYLE @Siam Square

3d Floor:
Exhibition and event area.

N p
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Launch New Thailand National Team Jersey

Thailand National Team Jersey 2023/24

THE BEGINNING
|
T
q

StuiAa Fawmsa
uda PET Player

11u:m = K
e——

2H23 Outlook:

A Thailand National Team Jersey Grand Opening EvaNaaixLifestyle, Siam Square in 26 August 2023.
A D.OASIS City x WARRIX: a virtual store in Sandbox with exclusive items from various editions of Thailand National §eam Jersey

A Facilitate sales through marketing campaign in line with sport events in 2H23:

Oci N )V

A 49th King's A FIFA Day A AFC World Cup 2026
Cup 2023 Qualification Round 2

4




Launch New Thailand National Team Jersey

Thailand National Team Jersey 2023/24

N

wARRIX |

THAILAND NATIONAL
TEAN OFFICIAL KIT 2023/24

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

i e

DOOAS,S x WARR’X — . Z'Iia COLLECTION BLUE WIND JERSEY

RISEIOFI0OTH’LCEGEND QUES‘TQ KSD FIRE BIRD JERSEY ASUYA
‘ 2 Uansuldo WARRIX THAILAND JERSEY 2023/24
“Lﬂ

v

Wntktalllaouu THE SANDBOX
(PNPsvN31 500 s1w3a &

|
)
Pave=re o =
'ﬂaﬂlﬂ (4 Burse) (yaA1 2,490 UN)
@ ) 1 o0lKaaEulAuEI5UGH
e
SANDBOR

fionssugoussud - 14 AUYIPUT

W e

{

A A virtual store in Sandbox with exclusive items blending the digital and real
worlds, to topnotch digital sports assets that perfectly blend the essence of
sports and the brand's uniqueness.

A Selling sports apparel in both physical and on Metaverse/Blockchain.

A Attract new customer groups, especially in SEA.
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Own Sport Event to Generate Recurring Income

BasketballJaturamitr Samakkee

Outlook:

A WARRIX own sports evei@asketballaturamitrSamakkeé&which will be
held every year to generate recurring income and create brand awareness for
new product category.

A Tournament period during September to DecemBép3

A Selling souvenir and event merchandise4@chools.

JATUR

1 ssusterion couece

21 &
f / ;‘ v “»

BASKETBALL ' e o B
JATURAMITR JATURAMITR

BASKETBALL
JATURAMIT

BASKETBALL
JATURAMITR

‘22




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 %




RumimgHdadaiaap

AILBRN
THAILANG
EARTH TRAIL 6MIONITHS

Jul Aug Sep

Oct

A

T'ﬁm n Al “"
THAILAND THAILAND
EARTH TRAIL .| EARTH TRIIL _| EARTH TRAIL
Thailand Earth Thailand Earth Thailand Earth
Trail@Cha-Om Trail@Rayong Trail@Chaiyaphoum
22-23 Jul. 2023 19-20 Aug. 2023 7-8 Oct. 2023

2023 AGENDA
- Dec

Nov

A
THAILDY
EIIRTI'I 'I'Rlll.

A\ 4

Thailand Earth
Trail@Suphanburi
25-26 Nov. 2023

A

.

TANAOSRI TRAIL AKHA Trai @ wians (Bewsie Ultra-Trail CHIANGMAI
30 june-2 July2023 sl 5-6 August 2023 1-3 September 2023
10/ 20/ 30/ 50 / 110K 15/ 30/ 55/ 78K 13/ 20/ 33/ 65/ 105/ 160K

Ultra-Trail Khao Eto

=
oeooss ' Brooks Run Happy @ 39S uAsuen \ Spartan Race Thailand (Trail)
Jeise 8-9 July 2023 " J 5-6 August 2023 1-3 September 2023

B 7/ 15 /25 /50K 10-50K
[P— .
W daadnsawkavnu @ wiAs wesyswi

11/ 22/ 33/ 55K
AN, | Evil Trail @ pAusaund, Wurylan
2% 15-16 July 2023

13/ 34/ 57K

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

. UltraTrail Phrae 15-16 July 2023
10/ 20/ 50/ 100K

19-20 August 2023

10/ 25/ 50K 10/ 20/ 40/ 50K

20/ 40/ 65/ 100K

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

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

@ CM6 21-23 July 2023

5/11/ 25/ 33/ 58/ 72K

8-9 July 2023 Bala Trail Running @ UsE1a . The Fog Trail Phu Ruea

9-10 September 2023

MUSER100 @Tak Thailand
23-24 September 2023

#~  The Legendary Trail Series

1AlL 1 October 2023
2023 3/10/25/50K

'y Dongmafai Trail
15 October 2023
5710/ 22/ 50K

r

[

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

. Mae Salong Traill
18-19 November 2023
el 8 / 20/ 35/ 60/ 110K

-
Ultra-Trail Chiangrai
WO 19-22 October 2023
16 / 24/ 55/ 111/ 156/ 250K

Inthanon KING of Mountain2023
15 November 2023
16/46K

Thailand by UTMB
7-9 December 2023
10 / 20/ 50/ 100/ 160K

Doi nhok trail
N 24-26 November 2023
5/ 14/ 35/ 58/ 80/ 124/ 160K
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QSNCC PROJECT

WARRIX RUN HUB

2Q23 Update and Outlook:

A Fully opened since 1 April 2023 (operation hour: 7 a9p.m.)

A Physiotherapy Clinientative opening in Q3/2023.

A Opened Anonymous Coffee Shop.

A Marketing campaign with Banana Run to facilitate sales.

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

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

A WARRIX RUN HUB designs special training programs for runners

participating in TETS2023.

5 N
@ - 9| s
FIVEFINGERS RUNHUB

“
—XZD%"Q" faE T

uwatnoinsubv dmsuaioSo TRAIL
Tag WARRIX HEALTH TEAM

NaaDvINSuws!
(] l"
wouWS BIE Thailand Esrth Treil Tususiduc * 1 o + 'ls
yarn31 1,300 vin Aun

weathaatn () @vanixnzait (@ s 3.7.'.‘6.““)““'. RUNHUB 4=

TusTuduWiFau!!

dosovifin Flvefmgers ulofla
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QSNCC PROJECT

WARRIX RUN HUB

WARRIX

Lol | L e PupyLT M
i @ Ll !A > ) k L i e ©E T JWVEARE sPABTANS. a3
) vvva ARESPARTA\NS‘ ™ " ) \é \".{t‘;}' < ‘? ; _“l- '9 I} »\

’
-~

™

Women Active Run bé e
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International Businesg Premier Football SG

Premier Football in SUNTEC City, Singapore

2Q23 Update and Outlook:
- 2aLL [

A Startto sell2 | w w IprodQéison March2023 (FootballTeewason top selling)

A Lunchnewfootball jerseyseasor23/24in May 2023
A H2 will increase sales from 2 | w w Lpro@uéts on E-commerce and stores

(teamwearwith flexandnumbering)
1,892,074 1.976.412
1,563,487

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

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

Feb-23

Jan-23

NET SALES




Penetrate to Regional Market

Premier Football WARRIX HOLDING PTE. LTD.

1,892,074 1,976,412 525,052 712,363
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 = NET SALES

2Q23 Update and Outlook:

A StartMTOprojectwith school football club/academyandcorporatesales
A Appointofficial distributor in Malaysiaandplanto appointonein Cambodia
A StartEcommerceon WARRIXom Shopeeand Lazaddor SGMarket.

A Ongoingto promote brandawarenessiaonlineandoffline channel

N s




Penetrate to Regional Market

Official Apparel : Phnom Penh Crown FC

2Q23 Update and Outlook:

A Start local marketing strategy by supporting 23/24 sportswearand
equipmentfor PhnomPenhCrownFC
A EnhancérandawarenessmongCambodiarcustomers

OFFICIAL

AP P A REEVSRESEREOINI S O R

A

WARRIDX
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Brand Buildingg 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




KeyGrowth Drivers

A New license opportunity A

A Growing brand
awareness of its non A
license products

A Improve pricing strategy

A Product development

A Launching new A
collection and product
categories

A Sales growth and
minimize loss sales from
increasing in working A
capital

A

Sales
Expansion

.|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
([

4

Margin
Enhancement

A

A

A Potential new business
expansion through new
partnership

A New business
expansion related to
health and lifestyle

Escalating brand
awareness

Expand new
partnership through
sport licensing strategy
to diverse customer

A Expand more and
optimization of
distribution platforms

A Expand new flagship
/landmark branches both
domestic and overseas

target groups A Leveraging technology A Web3.0
Data driven technology and trend to reach wider
& Al to analyze audiences
customer behavior to
match products with
target group ®
Owned and worked !
with third party to ® !
create various events | ®

o |

! 1

. ¢ _d

I

|

1

° New

Coverage
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Product development with effective marketing strategyﬂ
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