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Core Business

“To be the world’s premier alliance for jewelry businesses, renowned for our
expertise in creating valuable craftsmanship and our commitment to

sustainable business operations.”
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Sale Performance 3 months
4th Quarter FY2024 vs FY2023 32%

B Production

B Omni-Channel

Q4 2024

V 223 MB, 28%
-21% excluded Rev. Gold Metal

810

68 V¥ 34MB, 1%

1,120 V 257 MB, 23%
-18% excluded Rev. Gold Metal

M 68 -
Q4'23 Q4'24 Q4'23 Q4'24
Production Unit Omni-Channel Unit
B Actual - Revenue Gold Metal Q4 Q4'23 Q4'24
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Sale Performance 12 months
FY2024 vs FY2023

W Production

12M 2024 B Omni-Channel

A 423 MB, 17%
-4% excluded Rev. Gold Metal

2,871

A 53MB, 6%

3.887 A 476 MB, 14%
-1% excluded Rev. Gold Metal

YTD'23 YTD'24 YTD'23 YTD'24
Production Unit Omni-Channel Unit
B Actual - Revenue Gold Metal YTD'23 YTD'24
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Gross Profit Margin ———
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Gain (Loss) on exchange rate &
Gain (loss) on market price of raw material

Unit: Million Baht

October - December | January - December

2024 2024
Gain (Loss) on exchange rate 9.17 (22.32)
Realized 0.74 14.46
Unrealized 8.43 (36.78])
Gain (loss) on market price of raw material 1.70 (135.50]
Realized (13.96) (48.27)

Unrealized 15.66 (87.24) 2




Financial Performance Q4 2024

Unit: Million Baht

2024 2023 Change (%) 2024 2023 Change (%)
Sale revenue 863.13 1,119.99 (22.93%)  3,886.68 3,411.49 13.93%
Cost of sales 689.56 846.77 (18.57%)  3,087.38 2,650.95 16.46%
Gross profit 173.57 273.22 (36.47%) 799.30 760.54 5.10%
Gross profit margin 20.11% 24.39% (17.55%) 20.57%  22.29% (7.72%)
Selling and administrative expenses 168.39 170.80 (1.41%) 672.98 651.41 3.31%
Operating profit (Loss) 5.18 102.42 (94.94%) 126.32 109.13 15.75%
Finance cost 10.59 9.28 14.12% 41.78 30.88 35.30%
Gain (Loss) on exchange rate 9.17 (7.01) 230.81% (22.32) (14.50) 53.93%
Other items (expenses]) 17.50 4.77 266.88% 41.93 23.20 80.73%
Gain (Loss) on market price of raw material 1.70 (31.28) (105.43%) (135.50] (46.59) 190.83%
Tax income (expenses]) 49.48 63.05 21.52% 39.96 41.83 (4.47%)
Non-controlling interests of the subsidiaries 3.09 6.09 (49.26%]) 18.11 18.66 (2.95%)

Profit (Loss) on equity holders of the Company 69.35 116.58 (40.51%]) (9.50]) 63.53 (114.95%)



Statement of financial position of Pranda Group

Total Assets

3,813.18
A 3,743.68

1,620.74

1,499.54

31-Dec-24 31-Dec-23

B Cash and cash equivalents

B Trade and other receivables

M Inventories

W Other Current Asset

B Investment properties

M Property, plant and equipment

W Other Non-Current Asset

PRANDA

GROUP

Unit : Million Baht

Total Liabilities and Shareholders’ Equity

BSOS A 54348

W Bank overdrafts and short-term loans
from financial institutions

M Trade and other payables

W Other Current Liabilities

B Other non-current liabilities

M Total shareholders' equity

2,345.23 2,359.76

31-Dec-24 31-Dec-23
11



Cash Flow

Unit: Million Baht

Cash Flow from Operating Activities
Cash Flow from Investing Activities
Cash Flow from Financing Activities
Exchange difference on Translation Adjustment

Net Cash Flow

2024
(6.92)
(28.78)
(119.11)
4£6.22

(108.59)

2023
160.71
(47.98)

96.20
(14.69)

194.24
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Production Base

Key Strategic Plan

e Maintain strong strategic partners by having Competitive
Price and Improving Internal Process

« Expand customer base into markets with diverse high
seasons to optimize Order Planning and Balancing
Capacity Utilization throughout the year

e Cultivate Corporate Culture with Growth Mindset for
continuous improvement

o Strengthen strategic sourcing and supplier collaboration
to mitigate material risks and enhance Supply Chain
resilience

« Expand Labor-Service revenue to strengthen overall
profitability.




PrOdUCtion Base - Sale Target

Unit: Million Baht
@ A Target +8%

(excluded Revenue Gold)

2,871

2,698

FY2022 FY2023 FY2024 Target

FY2025

. Actual

B Actual - Revenue Gold FY2024

2,470

Q1 FY2025
i Expected Higher Target 7%
§ (+11% YOY)

Forecast
Q1 FY2025

= Target FY2025
B# Forecast Q1 FY2025
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Omnichannel Distribution Base

Key Market Outlook
PRIMA GEMONDO
e Thailand

e United Kingdom

e Vietham
e |ndia [Prima Art]
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Thailand - Prima

Key Strategic Plan

Collaborate with well-known artists to
capture new customer segment

Retain existing customers, particularly
those in the Prestige and Premier
segments, through exclusive CRM
campaigns & interactive activities to
strengthen engagement

Expand events and Pop-up stores to explore
potential location and market opportunities

Enhance online presence with expansive
online channels and continue running
engagement activities.

LELEVSTN2P
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Thailand

Central
QShOPee Sl ONLINE

www.central.co.th

Bd so

Online Marketplace

@ GERD . ld.co.th
.mq _‘kwwwprlmago (6{0)

Own Channel

[a

2025 YTD 2025 YTD 2025
Offline Online
-13% YOY 8% YOY

2024 Actual 2024 A Actual 2024
Offline = Online

Counter -3% YOY +5% YOY

CENTRAL SIM%ON ?//////,

E MALL

**YTD sale up to date 28 Feb 2025**




Focus on highly-engaged influencers Deepen engagement with high-valued

who have authentic connections with customers and generate organic social-
their audience. buzz in real-time content sharing.
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MOMENTS
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PRIMA Precious Moments Fashion Show
K.Orm Kornnaphat

Personalized one-on-one privilege to
enhance customers shopping journey.
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E Thailand - Sale Target

Unit: Million Baht

@ A Target +28% Q1 FY2025

Expected Below Target (-12%])
920 (-6% YoY)

749 741 719

W Target FY2025

. Actual

% Forecast Q1 FY2025

FY2022 FY2023 FY2024 Target Forecast
FY2025 Q1 FY2025

PRIMA
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Vietham - Prima

Key Strategic Plan

* Position PRIMA as the Destination for Fine
Jewelry & Crafts

 Enhance & promote Prima Art Gallery
Stand-Alone Concept

 Expand Localized Designs inspired by
Vietnamese culture

 Grow Corporate Accounts by offering
customized designs tailored to corporate
gifting needs.

Vincom Dong Khoi, Ho Chi Minh City

21



ViEtnam - Retail Store Channel

FRIMA GOLD + FRIMA ART

12M 2024
1% YoY
YTD 2025
15% YoY

-\_ **YTD sale retail store channel up to date
28 February 2025**

Trang Tien Plaza (Hanoi)

5 POSs in 2024
Avg. 6 POSs in 2023

FRIMA GOLD FRIMA ART

Lotte Lieu Giai (Hanoi)

Hung Vuong Plaza (HCMC)



@ ) PrANDA

Vietnam

Strong growth in Corporate Account for Corporate Gifting

A 1%

A Actual 12M 2024
Total Retail Business 7% YOY

A 26%

A 97%

Retail Store Corporate Online

W 12M2023 m12M2024
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Vietna m - Sale Target

Unit: Million Baht

FY2022

FY2023

@ A Target +30%

FY2024

PRIMA

Target
FY2025

Expected Below Target (-15%])

Q1 FY2025

(-31% YoY)

Forecast
Q1 FY2025

B¢ Target FY2025

. Actual

% Forecast Q1 FY2025
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India - Prima Art

Key Strategic Plan

 Focus on new and existing Key Accounts with
high profitability and Active TRJs

 Realign and focus on 10 strategic regions

« Emphasize on Bigger size (Class B: size A4- Aé),
Class A: size A1-A3)

 Expand New product line covering M Series,
Ritual and Spiritual collections in response to
growing demand and expand wider customer
base.

25



Jammu and Kashmir
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**YTD sale up to date 28 Feb 2025**

PRIMA ART

The Arr of Gold

ACTIVE TRJ'S ACROSS INDIA TILL DEC 2024

SR. NO.

STATE'S
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@) ) PRANDA

Key Accounts

Top chain stores

New
Key accounts in 2024

Shyam s undur, :

= Jewellers
CHANDANA BROS . -

rt a:gr-;l,r‘,

e ‘ — : Ny :
CHANDU KAKA | CHANDANA SHYAM
JOYALUKKAS
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— I nd ia - Sale Target

Unit: Million Baht

FY2022

181

FY2023

222

©/ A Target +17%

260

FY2024

Target
FY2025

@ ) PrANDA

Q1 FY2025
Expected Higher Target (+2%)
(+19% YoY)

2% Target FY2025

. Actual

Forecast Q1 FY2025

Forecast
Q1 FY2025
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United Kingdom - Gemondo

Key Strategic Plan

e Maximize sales through existing channels by
iImprove marketing activities to increase conversion
rates and expand on new potential marketplace

* Optimize merchandising and marketing campaign
to align with specific needs of each channel and
market

* Monitor Stock Management by doing pre-
production on top-selling items to reduce Lead
time and clearing slow-moving inventory.

29



EIE United Kingdom - Sale Target

Unit: Million Baht

@ A Target+35% Q1 FY2025

Expected Below Target (-27%])
(+10% YoY)

2= Target FY2025

. Actual
%% Forecast Q1 FY2025

FY2022 FY2023 FY2024 Target Forecast
FY2025 Q1 FY2025
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Omnichannel Distribution -sae rarget

Unit: Million Baht

@ A Target+26% Q1 FY2025

Expected Below Target (-10%])
(-2% YoY)

1,002 1,023 1,041

B% Target FY2025

GEMONDO

. Actual

#% Forecast Q1 FY2025

FY2022 FY2023 FY2024 Target Forecast
FY2025 Q1 FY2025



Disclaimer

“In the presentation, even though the slideshow presents for the Pranda, the
presentation still adds a disclaimer stating that the views in a presentation are
our own. Also, the content of this presentation is proprietary and confidential
information of Pranda Jewelry PCL. It is not intended to be distributed to any third
party without any written consent from Pranda Jewelry PCL.”
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