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Company Overview
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WARRIX at a glance
& DeS| Partner Dlstrlb Marketi

Unbreakable Jersey 2 National Football team Ilcensea Flagshlp Stores / Hub
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WARRIX key p

Expanding portfolio and products
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WARRIX product portfolio contribution
~ 81%Non - Licensed products’ I 18% Licensed products

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 Team, football
i.e. Polo, Fshirt, short pants. club, and other licensed product for organization, education institutions for various activities.
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Collection Product
More variety, seasonal and fashionable products to meet all lifestyles and needs of

1%6 Health Business

' ] Physiotherapy and Performance Studio\&arrix Run Hub
Made to Order and Sport Equipment Product Providing physiotherapy treatment & rehabilitation, pr@ost ACL operation, weight

‘ Customize design and origination of individual customer own product for various control, height increase, advice, and knowledge on nutrition. Personalized program by
l events i.e. sport events, organization, corporate. doctors, physical therapists, and professional trainers with modern medical equipment.
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3Q25 Financial Performance
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WARIRIX
ASales growth is driven by polo campaign,
launching of the new Thai national team

3025 Financial Performance (Separate)

Unit: THB million

Revenues from core operation 418 52% 6% 1,064 1,014 -5% 28NESES YAYIQa / dzLis

COGS 192 145 212 46% 11% 540 523 -3% football match.

Gross Profit 204 130 206 59% 1% 524 491 6o | FSales growth Yoy across online, TT, shop,
retail channel and key product groups.

Other Income 4 3 3 23%  -16% 16 11 -33% | ANational team product yielded lower GPM

SG&A 139 154 177 15% 28% 408 483 18% compared to 3Q24 due to the clearance
sale.

EBITDA 86 (2) 52 3,283%  -40% 214 113 -47% | Asignificant sales growth from online

Net Profit 53 (19) 24  223%  -55% 100 9 -91% channels, which incurred variable selling

expenses along with sales.

e

% Gross profit 51.5% 47.2% 49.3% 2.1% -2.2% 49.3% 48.4% -0.8% | AEconomic slowdown impacted missed
p
% SG&A 35.1% 56.0% 42.4% -13.6% 7.3% 38.4% 47.6% 0.20 | largetrevenues, esp. Projebased and
MT Channel, but saw recovery in 2H.
% NI 13.3% -7.0% 5.6% 12.6% -7.7% 9.4% 09% -8.5% | warehouse relocation in Ag5.

AHigher operating costs related to online
sales and new shop opening, 2.99 MB of
warehouse relocation (orgme exp.) ,
and 14.11 MB of inventory provision
weighed on margins.
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WARRIX

ASales growth is driven by polo campaign,
launching of the new Thai national team

3025 Financial Performance (Consolidated)

Unit: THB million

Revenues from core operation 317 45% 7% 1,106 1,107 0.1% 2SNESES YAy3IQa [ dals

COGS 214 174 241 38% 12% 568 587 3% football match.

Gross Profit 214 143 219 54% 2% 538 520 -39 /Sales growth YoY across online, TT, shop,
retail channel and key product groups.

Other Income 4 3 3 4%  -12% 17 12 -32% | ANational team product yielded lower GPM

SG&A 148 169 200 18% 350 432 527 2204 compared to 3Q24 due to the clearance
sale.

EBITDA 90 (2) 45 2,541%  -50% 88 22 -15% ASignificant sales growth from online

Net Profit 55  (21) 16 176% -71% 92 (4) -104% channels, which incurred variable selling

: expenses along with sales.
Adjust 44) 02 (1.0) -485%  79% (3.4) 0.1 103% P g
Net Profit after Adjust 50 (21) 15 172%  -70% 88 G REIOL/ < o\ facior affecting 9V 25 Performancy

AEconomic slowdown impacted missed

Consolidated P&L Statement | 3Q24 | 2Q25 3Q25 OM24 | 9M25 target revenues, esp. Projebased and

MT Channel, but saw recovery in 2H.

% Gross profit 50.0% 45.0% 47.7% 2.7% -2.3% 48.7% 47.0% -1.7% | AOnine sales are rising significantly after
% SG&A 34.4% 53.4% 43.4% -10.0% 9.0% 39.0% 47.5% 8.5% wfarehouse rel_ocation in Ag25. _
% EBITDA 209% -0.6% 9.7% 103% -11.2% 8.0% 2.0% -6.0% A';;?;‘Se;ggif&”gh‘;%sfpﬁf‘ntgfj;lc’gg”,\'/'lgeof
% NI 12.7% -6.7% 3.5% 10.2% -9.3% 83% -0.3% -8.6% warehouse relocation (orgme exp.) ,

and 14.11 MB of inventory provision
weighed on margins.
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WARRIX

Key Financial Performance

Revenues Breakdown By Channel

+5% YoY +173% YoY Unit: THB million
+66% QoQ +57% QoQ -55% YoY
137 143 145 +18% QoQ
106
36 -4% YoY -39% YoY -78% YoY 02 +39% YoY +25% YoY +14% YoY -44% YoY
+48% QoQ +319% QoQ -94% QoQ -1% QoQ +5% QoQ +23% QoQ +128% QoQ
46 53 47
30 e 35 2g 33 34 40
21 9 12 16 16
K 2 1 B 545 623
Traditional Trade Modern Trade Inter Sales  Sponsorship Club  Online Retails Shop Project Based Physical Clinic Others

m3Q24 ~ 2Q25 m3Q25

Others
. il Others . .. Others
Physical Clinic_ 1% Physical Clinig 1% Physical C|In|!.‘\ 1%

1% 1% 1%

Project Based
10%

Project Based

: Traditional
Project Based raditional 130

25% Trade

Traditional

Sho
Trade P

Traditional
Shop Retails o (2 il
10% 4% 31%
Retails
Shop 5%
6%

Retails
3% 2%

Sponsorship Club Sponsorship Club Sponsorship er Sales
3% 0% 5%

3Q24 e 2Q25 3Q25
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WARRIX

Key Financial Performance

Revenues Breakdown By Channel

+5% YoY +50% YoY -42% YoVY Unit: THB million
301 316
~12% Yoy +17% YoY
-27% YoY +134% YoY +22% YoY
126191 T e e 87 101 -1% YoY -20% YoY
50 36 32 39
I o L E S a1
- | NN s—
Traditional Trade Modern Trade Inter Sales  Sponsorship Club  Online Retalls Shop Project Based PhyS|caI Clinic Others

m 9M24 m9OM25

. .. Others Others
Physical Clini N Physical Clini
oo T\ 1% o O 1%

Traditional Projelcz(;ased Traditional
Trade 0 Trade
27% Shop 29%
9%

Retailsrr
4%

Project Based
25%

Shop Modern Trade
8% 11%

Rg';ilﬂs : nter Sales
(o : 5%

: 3%
Sponsorship Club ponsorship Club

9M24 0% 9M25 1%




Key Financial Performance

Revenues Breakdown By Product

+20% YoY
+51% QoQ
+49% YoY
169 +56% Q0Q
-48% YoY +14% YoY
+23% QoQ 13 +95% QoQ
+86% YoY
27 88 g4 -8% QoQ
33 40 31
— l I 2 5 4

Made to Order National Team Other Licensed

m3Q24 =2Q25 m3Q25
Football Club_ Others
6% t]_\Z%ﬂ o~

Other Licensed__
2%

Classic Collection

FOOtball Club Others Ph Siothera
B oo~ Tysictherapy

Other Licensed.
1%

Physiotherapy

Made to
Order
18%

Classic
42%

Classic
39%

3Q24 2Q25

DA

WARRIX

Unit: THB million

+6% YoY -74% YoY +14% YoY
-56% QoQ +5% QoQ +23% QoQ
19 26
8 9 6 7 5 4 5
I I - ——
Football Club Others Physiotherapy

Football ClubOthers
2% | 1%~
Other Licensed
1%

Physiotherapy
1%

Classic
44%

3Q25
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WARRIX

Key Financial Performance

Revenues Breakdown By Product

+13% YoY Unit: THB million

446 +25% YoY
394
-36% YoY 309 -20% YoY
248
203 167 +119% YoY +4% YoY -49% YoY -1% YoY
130 134
43 45 31
6 13 16 14 14
. - I —_— —
Made to Order Classic Collection National Team Other Licensed Football Club Others Physiotherapy
m 9M24 m9M25
Football Club_ Others Physiotherapy Football Club_ Others _ Physiotherapy
4% 3% | 1% 4% 2% | 1%

Other Licensed
1%

Other Licensed.
1% Made to
Order
12%

Classic
40%

Classic
36%

9M24 9M25
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Key Financial Performance

WARRIX
REVERIES Gross Profit Margin
+0.1% YoY 60.0% 59.5%
1,106 1,107 55.5% .\55.'9%
53.1%
50.0%
48.7%
+7% YoY -.. 47.7% - 47.0%
+45% QoQ Soo 45.0% I ——ee——ee
429 460 46.2% 46.0% 45 1%
317 43.3%
365 386
-
o 74
3Q24 2Q25 3Q25 oM24 9M25 3Q24 2Q25 3Q25 oM24 9M25
m Licensed m Non- Licensed —@— Licensed —@— Non-Licensed - @~- Total
EBITDA Net Profit
20.9% 12.7%
’ -0.6% 9.7% 16.1% 6.0% ’ 8.3%
-6.7%
-50% YoY -75% YoY -71% YoY -104% YoY
+2,541% QoQ +176% QoQ
55
3Q24 2Q25 3Q25 oM24 9M25 3Q24 - 3Q25 Mm24 9M25
m EBITDA --03- EBITDA Margin m Net Profit --03- Net Profit Margin

Unit: THB million




Key Financial Performance A
WARIRIX

Cost of Sales and Services Selling Expenses
38.0%

e ——
55.0% 72.4% —935.6% 307wr--""""

52.3% 51.3% 53.0% 27.4%
50.0% ./‘ 340
1,106

1,107
118 . &164
3Q24 2Q25 3Q25 9M24 9M25
m Advertising & Promotion m People cost Rental & Service fee and Depreciation Others
--w- Ratio to Sales and Service Revenues
568 587 Administration Expenses
11.0% 0 9.6%
7.0% 7.8% 8.3%
>~ —— — e 106
460 03
429 92
% 35
317 24
214 14 241
35 36
30 0.1 01
0,1 4: 1
§ 12 12
3Q24 2Q25 3Q25 9IM24 9M25 17 1

3Q24 2Q25 3Q25 oM24 9M25

m Sales and Services Revenue m Cost of Sales and Services
m People cosm Rental fee and Depreciatio 1 Other Administration expenses Advisor and other feex Service cos

--w- Ratio to Sales and Service Revenues
--03- Ratio to Sales and Service Revenues

Unit: THB million
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WARRIX

Balance Sheet

Ciabilties & Equiy

Unit: THB milli it: illi
nit million -206YTD Unit: THB million -29%YTD

1,883 1,842 1,883 1,842

210

103
98

m Others
281 m Trade and other current payable

m Intangible assets

158

Lease Liabilities

m Right-of-use assets m Other Liabilities

Land and Equipments m Equity
Investment properties

m Prepaid club sponsorship

H Inventories

m Trade and other receivables

m Cash and cash equivalents

FY2024 9M2025 FY2024 9M2025

Key Financial Ratio Financial Leverage
Unit: times
Key Financial Ratio 3Q24 | 4Q24 | 1Q25 | 2Q25 | 3Q25

3.45

Current ratio (Times) 5.07 5.59 5.09 3.97 4.14

Inventory Turnover (days 235 231 319 352 275

AR Turnover (days) 76 94 143 137 90 0.28 0.28 0.29 0.36 0.34

AP Turnover (days) 85 86 116 137 109 — : — . .
2020 2021 2022 2023 2024 1Q25 2Q25 3Q25

Cash Cycle (days) 226 240 346 352 255

—e—D/E —@=—|BD/E
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Key Strategy &
BusinessUpdate
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Key Strategy

Brand Building

lifestyle brand to capture
ense products.

Focus on Direct to Customer n 2024 to 65% in 2025)

New Partnership

Cost Management

or value chain management.
tory forecast, SKUs

20



BRAND BUILDING: ')(‘
Lifestyle licensing strengthen brand awareness

WARRID
riize_official & m 2695 RIITE G

2,321 posts 4.4M followers

Riize Concert drives exceptional sales and viral exposure
for Warrixos Thailand Oversizie J

773 changsuek and warrix_official

noooa

A Social engagement surpassed 30 million , fueled by viral clips of
Rizeme mber s wearing Warrixoés Thailand

A Sales surged 3x in online channels.

A Offline stores saw heavy fan traffic, leading to rapid sell-outs and
strong uptake of flex-name services.

219dn - Weuaaiiumnélve @ . . .
e " . mmmin @jlee momin - 12h

- | 2 . ) v P R T A
/ 11 1s (Shotaro) uay Tuid (Sohee) aasdailuainie RIZE anndadumenas Warrix = @ lums aiagrnuldidaidias Team Chula aasuusus Warrix aauas wususildasdniasaing

sndaulszndlng wiq wiziueasidneuggg
« dwune RIZE wia "aetn” fifwmuaduuansTuilunauidsa 2025 RIZE CONCERT TOUR
[RIIZING LOUD] IN BANGKOK $u#i 20 - 21 fusnau 2568 et Suuia 21511 (IMPACT ARENA)

WAy 4

A ) #9%H #SUNGCHAN
Q 2k Qa5 1456 Y 1,266

#ShopeexRIIZECafeandFansign x.com/mcdtournesol/s...

i Credit : Weverse

#ah9din #iundlve #vlavaa’lna #RIIZE #Shotaro #Sohee
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BRAND BUILDING: IR
Lifestyle licensing strengthen brand awareness WAL

Warrix is tapping into music marketing to move beyond sports into lifestyle, and expand its customer base

A Warrix successfully entered the lifestyle licensing, collaborating with music labels and concert organizers to produce official merchandise.
A With high -margin products and exclusivity for its own channels  will drive margin improvement.

Sl BIRDZFANFREST  #iwudwuaswidod:
20X X OFFICIAL MERCHANDISE

WARRIX x BAKERY MUSIC

BAKERY FOREVER

FICIAL MET NDIE

imited collection
AT WWW.WARRIX.CO.TH
liftted ectior
WARRIX T-SHIRT COMBA CQO|
o AU 15

- ISUFAIAURNAIGTIUT 15 w.g, 88 Duri U
WARRIX AT WWW.WARRIX.CO.TH

WARRIX 1 WARRIX

BIRDZFANFEST
ZONX

e wiouIEsW
oo Tdlgeunouidsn

e
|, 590BAHT

R\ =

C

B 3 —
- | >
s

uuuuu e
5J] YOKEE PLAYBOY

ATCOMBACOOL  ERIIRD I FANFEST
20X X

20X

590 BAHT



BRAND BUILDING: ')\"
Polo campaign elevates Warrix as top -of -mind brand WAL

Polo campaign drives top -of-mind preference amid rising
demand for black apparel

A Demand for black apparel spiked during the mourning period.

A Units sold of black polo were increased by +388.7% in Oct (vs Sep)
A Building on this momentum, Warrix extends product offerings beyond

black polo by introducing black lifestyle T-shirts and other muted-tone
items to capture ongoing demand.

BLACK COLLECTIONS

= START FROM 299.-

: \COOL () LIGHT
@ wear @ weight




