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3023 Financial Performance



3Q23 Financial Performance

Unit: THB million

Revenues from core operation 24% 7% 19%
COGS 160 131 160 23% 0% 377 427 13%
Gross Profit 135 126 157 25% 16% 313 394 26%
Other Income 4 6 4 -40% 0% 7 19 165%
SG&A 82 96 102 7% 24% 224 299 33%
EBITDA 63 47 70 48% 12% 116 149 28%
Net Profit 41 27 45 64% 8% 67 88 30%
Revenues from core operation 27% 10% 20%
COGS 161 133 166 25% 3% 377 436 16%
Gross Profit 134 124 160 29% 19% 313 396 26%
Other Income 4 6 4 -40% -2% 7 19 160%
SG&A 83 100 110 9% 32% 226 316 39%
EBITDA 27 42 67 60% 152% 114 137 20%
Net Profit 41 21 40 92% -1% 65 72 11%
Adjust 1 1 1 8% 25% 1 2 194%
Net Profit after Adjust 41 22 41 89% -0.1% 66 74 13%
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KeyFinancial Performance

Revenues Breakdown By Channel
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Unit: THB million

30Q23 YoY & QoQ Growth by Channel
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KeyFinancial Performance

Revenues Breakdown By Channel
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KeyFinancial Performance
Revenues Breakdown By Product

3Q23 YoY & QoQ Growth by Product
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KeyFinancial Performance
Revenues Breakdown By Product
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Key Financial Performance
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Key Financial Performance
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51%

72 82
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m Advertising & Promotion m People cost - Rental & Service fee and Depreciatic Others
--03- Ratio to Sales and Service Revenues

Administration Expenses

831
690
436 11% y 10%
377 % A ™ _—"84
325 4
295
256
161 166

133 28 28
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3Q22 2Q23 3Q23 aM22 oM23 3Q22 2Q23 3Q23 IM22 9M23
m Sales and Services Revenue m Cost of Sales and Services m People cost m Rental fee and Depreciation
—05- Ratio to Sales and Service Revenues Other Administration expenses Advisor and other fees

--w3- Ratio to Sales and Service Revenues

Unit: THB million
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Balance Sheet

Unit: THB million Unit: THB million

-89 -80
1,879 8%YTD 1,879 8%YTD
28 1,736 1,736
. 55
m Intangible assets ez 208 m Other Liabilities
Cash and cash equivalents 139 76 127 Interest Bearing Debt
Right-of-use assets % 110 m Equity
i 324
Land and Equipments 346
Others
m Trade and other receivables
m Inventories
FY2022 9M23 FY2022 9M23
Short Term Loan Financial Leverage
Unit: THB million Unit: times

383
364 339

2019 2020 2021 2022 9M23 2019 2020 2021 2022 9M23
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2024Key Strategies



2024 Key Strategies

- Stretch brand awareness to regional active & lifestyle brand.
- Brand building with strong partnership & brand ambassadors growing brand awareness of its
non-license products.

- Cost iImprovement 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

(Own Channels from 59% in 2023 to 64% in 2024)
$ - Expand distribution channel through new E-commerce platform, new modern trade, traditional trade,
shop, retail, and project based.
- Increasing high margin product mix.

- Human resource development in every touch point for better customer experience.

- Expand new partnership through licensing strategy to diverse customer target groups in SEA.
- Potential new business expansion related to health and lifestyle.




2024Key Strategies

(Own Channels from 59% in 2023 to 64% in 2024)

$ - Expand distribution channel through new E-commerce platform, new modern trade, traditional trade,
shop, retail, and project based.
- Increasing high margin product mix.
- Human resource development in every touch point for better customer experience.

F2023 F2024

m NonOwnchannel ~ ® Own Chanrel m NonOwnchannel  m Own Chanrel




New Counter SIS

A Location : Sportsmall i The Mall Bangkhae
A Size: 18 Sgm.
A Re Opening : 27/10/ 23
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The MallBangkhae

Location : The Mall  Bangkhae , 1st FL. (No. 153)
Size : 110 Sgm. (Sale Area: 98.2 sgm., Stock Area: 9.35 sgm., Fitting Room: 2.47 sgm.)
Opening Date : 27/10/ 23
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The Mall Bangkapi

A Location : The Mall Bangkapi, 1st FL. (No. 131 7 132)
A Size: 140 Sgm. (Sale Area: 114.6 sgm., Stock Area: 22.8 sgm., Fitting Room  2.57 sgm.
A Opening Date: 7/11/ 23
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2024Key Strategies

(Own Channels from 59% in 2023 to 64% in 2024)

$ - Expand distribution channel through new E-commerce platform, new modern trade, traditional trade,
shop, retail, and project based.
- Increasing high margin product mix.
- Human resource development in every touch point for better customer experience.

Medical ‘,, 4

scrubs *_ -3

New Segment

New Product

New Segment

Old Product

Project Based

New Product with Innovation




2024 Key Strategies

- Expand new partnership through licensing strategy to diverse customer target groups in SEA.
- Potential new business expansion related to health and lifestyle.

OFFICIAL LICENSING COLLEGE & ACADEMY  CORPORATE & PROJECT

IN COUNTRY EDUCATIONAL INSTITUTIONS COMPANIES, PROJECT AND EVENTS

B9 a8 @
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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 Top5 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 2}_




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 good2021-2022report, Manager Daily news the mall group resea26fi8 Marketeer online

/

Thailand Annual Garment Consumption 2020 (mn pcs)
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Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square

3Q23 Update and Outlook:

A Fully opening in laté\ugust2023
A LaunchedMove with Lové Collection, a collaborated project with

i Bunka Fashion School.

¢ A Launched New-Shirt dWarrixBasic Te& License Fhirt
oJaturamitrCollectiort, and Fshirt Limited EditiomUrban Art
Collectior, an exclusive collaboration with Thai artists.

A Launch new Thailand National Team Je2@p4 in late-August
andandOversize Jersey 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.

I
‘ &— URBAN ART GALLERY &y 3
s

i
|

WARRIX

BUNKA

3 6 dreamapichaya
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Expand Product Portfolio to Active & Lifestyle Segmen“

WARRIX LIFESTYLE @Siam Square

DAY WARRIX
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Expand Product Portfolio to Active & Lifestyle Segment WARRIX




Expand Product Portfolio to Active & Lifestyle Segmen“

WARRIX LIFESTYLE @Siam Square

1st Floor: Warrix Lifestyle

Collection

- New launched collection

- T-shirt & License -§hirt

- Lifestyle polo / polyester
shirt

a




Expand Product Portfolio to Active & Lifestyle Segment

wzuzm&

“URBAN AR
SSALLERY |

SHOP WARRIX SIAM SOUARE BLOCK| &2

WARRIX X ARTIST  SNEAKER RESALE  CUSTOM TEEBY  STREET KOL
COLLECTION POP-UP NWL. JA=veo

| ONLY FRI-SUN | | 25-26 MOV | | 9-10DEC |

GROUP EXHIBITION 5 ARTISTS 24 "uv
CHEESE ARNON / THE JUM / KNN.5
KRATAI DUDU/BAKUMBAA I n nEc 2023

2nd Floor:
Lifestyle products exclusively collaboration with artists,
influencers, and iconic fashion & lifestyle brand.

Event Footagehtips://fb.watch/oLOGIM1BOb/

L ————



https://fb.watch/oLQGIm1BOb/

Expand Product Portfolio to Active & Lifestyle Segment

DA wARRIX

The JUM

OVERSIZE

o® Cheese Al‘non OVERSIZE

WARRIX LIFESTYLE @Siam Square

L]
L d . = 2
o jaBaida Collection

 URBAN ART

wanws!

Character Card w$auanawbudalu
Aulkuild 1 wids 1a
<

Jala

PAA wARRIX

Bakumboaa

DA wARRIX

R : ™% . NORMAL R .
PAA WARRIX DAY WARRIX 20 DX wARRIX

Kratai DuDu o i Knn.5

NORMAL .

OVERSIZE .
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Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square

¥ 2
=
-ﬁ_ ﬁﬁ!l

3 Floor: Activity area and exhibition.
-STREET & SNEAKERP®BTORE

N %




Expand Product Portfolio to Active & Lifestyle Segment

WARRIX LIFESTYLE @Siam Square
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Expand Product Portfolio to Active & Lifestyle Segmenﬂ

WARRIX LIFESTYLE @Siam Square
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W
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PSYCHIC FEVER
from EXILE TRIBE

22 OCTOBER 2023 4.00 - 5.00 p.m.
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Launch New Thailand National Team Jersey

Thailand National Team Jers@p23 24

X g

CHANGE ’€

30Q23 Update and Outlook:

A Launched New Thailand National Team Jersey and Oversize Jersey.
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 speents:

A 49th King's A FIFA Day A AFC World Cup026 A Asian Cup A AFC World Cup026
Cup 2023 Qualification Roun@ Qualification Roun@

N %




Launch New Thailand National Team Jersey

Thailand National Team Jersey 2023/24

LT

THE BEGINNING

i CHANGE!




