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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
3rd Quarter FY2024 vs FY2023

B Production

B Omni-Channel

Q3 2024

A 135MB, 19%
-10% excluded Rev. Gold Metal

78%

841
A 8 MB, 3%
o 080 A 143 MB, 15%
' -7% excluded Rev. Gold Metal
Q3'23 Q3'24 Q323 Q324
Production Unit Omni-Channel Unit
B Actual - Revenue Gold Metal Q3 FY2024 Q3'23 Q324

PRANIA Total



Sale Performance 9 months
9M FY2024 vs FY2023

W Production

9M 2024 B Omni-Channel

A 646 MB, 39%
+4% excluded Rev. Gold Metal

2,284

A 87MB, 13%

ag

A 733 MB, 32%
3,024 +7% excluded Rev. Gold Metal

9M'23  9IM'24 9M’'23 IM'24
Production Unit Omni-Channel Unit
B Actual - Revenue Gold Metal 9M FY2024 9M’'23 IM'24

PRANIA Total



Gross Profit Margin

Q3’24 = 26% excluded
Revenue from Gold

27% 2% 27%  27% 27% Metal

25% 23%

21%
228.15 241.27 228.37 223.34

205.87
186.96 189.49
137 63 “’0 81 135.80 “’3 o1
80 10 I I = Amt.(MB)
——2%

Q1'21 Q2'21 Q3'21 Q421 Q122 Q222 Q3'22 Q4'22 Q1'23 Q2'23 Q3'23 Q4’23 Q1'24 Q2'24 Q324

15% 273.83 553 40

GP 9M - FY2024 vs FY2023

4L4% 45%

210/0 210/0
: 17%

YTD 2023 YTD 2024 YTD 2023 YTD 2024
Production Unit** Omni-Channel Unit**

PRANDA **Before elimination of intercompany transactions

GROUP



SG&A

B SG&A [MB.]

190 171 179
1 164
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01°21 02'21 Q3’21 Q4’21 Q1'22 Q2'22 Q3’22 Q4’22 Q1'23 Q2'23 Q3'23 Q423 Q124 Q224 Q3'24

SG&A 9M - FY2024 vs FY2023
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YTD 2023 YTD 2024

Production Unit**

**Before elimination of intercompany transactions

A 20MB, 7%

YTD 2023 YTD 2024

Omni-Channel Unit**



Gain (Loss) on exchange rate &
Gain (loss) on market price of raw material

Unit: Million Baht

July - September | January - September

2024 2024
Gain (Loss) on exchange rate (69.08) (31.50)
Realized (17.28) 22.21
Unrealized (51.80) (53.71)
Gain (loss) on market price of raw material (75.01) (137.21)
Realized (18.39) (34.31)

Unrealized (56.62) (102.90) /.y




Financial Performance Q3 2024

Unit: Million Baht

2024 2023 Change (%] 2024 2023 Change (%]
Sale revenue 1,079.07 937.14 15.15% 3,023.55 2,291.50 31.95%
Cost of sales 855.73 747.65 14.46% 2,397.82 1,804.19 32.90%
Gross profit 223.34 189.49 17.86% 625.73 487.31 28.40%
Gross profit margin 20.70% 20.22% 2.37% 20.70% 21.27% (2.68%)
Selling and administrative expenses 178.68 159.89 11.75% 504.59 480.60 4.99%
Operating profit (Loss) 44.66 29.60 50.88% 121.14 6.71 1,705.37%
Finance cost 10.24 7.91 29.46% 31.18 21.61 44.29%
Gain (Loss) on exchange rate (69.08) (12.05)  (473.28%]) (31.50) (7.50) 320.00%
Other items (expenses]) 15.79 9.64 63.80% 24.43 18.44 32.48%
Gain (loss) on market price of raw material (75.01) 1.40 (5,457.86%) (137.21) (15.30) 796.80%
Tax income (expenses]) 6.34 (10.00) 163.40% (9.52) (21.22) (55.14%)
Non-controlling interests of the subsidiaries 3.91 4.55 (14.07%]) 15.02 12.57 19.49%
Profit (Loss) on equity holders of the Company (91.45) 6.13 (1,591.84%) (78.86) (53.05) (48.65%)



Statement of financial position of Pranda Group

Total Assets

3,913.39
A 3,743.68

1,787.28

1,499.54

30-Sep-24 31-Dec-23

PRANDA

Unit : Million Baht

Total Liabilities and Shareholders’ Equity

3,913.39

B Cash and cash equivalents
B Trade and other receivables
M Inventories

W Other Current Asset

B Investment properties

2,273.04

M Property, plant and equipment

W Other Non-Current Asset

30-Sep-24

3,743.68

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

2,359.76

31-Dec-23
11



Cash Flow

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

Net Cash Flow

2024
(104.25)
(22.92)
(107.64)
45.56

(189.25])

Unit: Million Baht

2023
81.06
(27.77)

(106.91)

9.85

(43.77)
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Production Base

Key Strategic Plan

* 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.




PrOdUCtion Base - Sale Target

12M FY2024
Expected Higher Target 18% (+24% YQY)
Expected Meet Target - Excluded Rev. Gold Metal
(-5% YOY)

Unit: Million Baht

2 698
2 448 2,570

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 FY2024

B Actual B Target 9M FY2024 Actual - Revenue Gold 9M FY2024

Forecast Q4 FY2024

Target Q4 FY2024 I Actual - Revenue exclude Gold 9M FY2024

1
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Omnichannel Distribution Base
Key Market Outlook

PRIMA GEMONDO

Thailand
Vietham
India [Prima Art)

* United Kingdom

’m& %mg gms«
Plugere
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Thailand - Prima

Key Strategic Plan

« Target the Young Generation segment with
engaging marketing communications

« Retain existing customers, particularly those in
the Prestige and Premier segments, through
exclusive campaigns

 Expand event and Pop-up store

« Expand online presence

18 PRAEW.COM



== Thailand

Central,
ONLINE

www.central.co.th

ﬁ Shopee S

A SloP 24

o0 PU Online Marketplace
0 0 Oct 20
a € t_.}Www.primagold.co.th
TikTok Shop 4
Own Channel

YTD 2024

YTD 2024

Online
11% YOY

) ) Offline

0
Counter 1% YOY

v

**YTD sale up to date 24 Nov 2024** 19
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E Thailand - Sale Target

12M FY2024
Expected Below Target (-19%)
(Flat YoY)

Unit: Million Baht

900

749 741

| Target 9M FY2024
. Target Q4 FY2024

. Actual

= Forecast Q4 FY2024

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 FY2024

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

23



ViEtnam - Retail Channel

FRIMA GOLD + FRIMA ART

YTD 2024
+ 7% YoY

Same Store Sales Growth 2024
+ 5% YoY

. -\_ **YTD sale retail channel up to date
4 POSs in Oct 2023 , ' 30 October 2024**

(HN =1, HCMC = 3)

FRIMA GOLD FRIMA ART

Trang Tien Plaza (Hanoi)

5 POSs in Oct 2024
(HN = 2, HCMC = 3)

Lotte Lieu Giai (Hanoi)

Hung Vuong Plaza (HCMC)
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Vietna m - Sale Target

Unit: Million Baht 12M FY2024
~ Expected Below Target 4%
(+13% YoY)

Target 9IM FY2024
Target Q4 FY2024

. Actual
Forecast Q4 FY2024

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 FY2024

PRIMA

30



India - Prima Art

Key Strategic Plan

PRIMA ART

The Art of Gold

* 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 in response to growing 99.90% 24k Gold
. Authentic Designs | Exquisite Craftsmanship
demand and expand wider customer base.

www.primaarLin | 075061 97675 | #EternalDevotion | Follow us onfi@w %"%

31




Jammu and Kashmir
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**YTD sale up to date 31 Jul 2024**

Arunachal liradeil; 3

) A

bW

PRIMA ART

The Art of Gold

ACTIVE TR)’S ACROSS INDIA
AS ON Sept 2024

SR. NO. STATES TR)’S

Maharashtra 830
Gujarat
Kamataka
Uttar Pradesh
West Bengal
Andhra Pradesh
lelangana
Orissa
Chhattisgarh
Madhya Pradesh
Bihar
Tamil Nadu

Delhi

Jharkhand

| laryana

Uttarakhand

Punjab

goa

Assam

Tripura

Rajasthan

GRAND TOTAL 2788

Sales YTD 2024
+33% voy

(value)

Active TRJs
+31% voy
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Key Accounts

Top chain stores

New

4 Key accounts in 2024 :y e —— Sﬁyarﬁ Sindar ;
' EESe = = CHANDANA BROS = F

y g4 — ] W L S :
CHANDU KAKA | CHANDANA SHYAM
JOYALUKKAS

34
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GROUP

India - Prima Art conu

Sale trend increased in Bigger size

Prima Art Class sales 9M FY2024 (Value)

A 18%

A 40%
A 57%
Class A (AD-A3) Class B (A4-Ab) Class C (A7-A10)

H9M 2023 m9IM 2024

39
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— I nd ia - Sale Target

Unit: Million Baht 12M FY2024
Expected to Meet Target
(+27% YoY)

230 230

181

137

Target 9IM FY2024
Target Q4 FY2024

. Actual
% Forecast Q4 FY2024

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 FY2024

40



United Kingdom - Gemondo

Key Strategic Plan

e Optimize merchandising and marketing
campaign to suit with each channel and
market

 Focus on Gemondo’s website ecosystem
and expand on new potential
marketplace

e Continue to improve Marketing
effectiveness.

GROUP

41



EIE United Kingdom - Sale Target

Unit: Million Baht

12M FY2024
Expected Below Target 35%
[-9% YOY]

arget Q4 FY2024

. Actual
. Forecast Q4 FY2024

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 FY2024

45



Omnichannel Distribution -sae rarget

Unit: Million Baht 12M FY2024
Expected Below Target 15%
(+4% YOY)

1,260

1,002 1,023

=@ Target YM FY2024
Target Q4 FY2024

GEMONDO

FY2022 FY2023 Actual Target Forecast
9MFY2023 FY2024 12MFY2024

46
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Market Outlook FY2025 - Macro Economic

* World Economic Outlook remain stable yet underwhelming.

UNITED STATES

2928 2.9

EURO AREA

0.4 08 1-2

,—_—
2023 2024 2025

2025

2023 2024

Source: IMF; World Economic Qutlook, October 2024

48



PRANDA

Market Outlook FY2025 - Macro Economic

 Asia Outlook to slow, but Asia will remain the “world’s engine of growth”

Thailand Vietham India
- 6.1 8.2
: 5.0 6.5
1.9 l
2023 2025 202 2025 2023 2024 2025

Source: IMF; World Economic Qutlook, October 2024 49



Market Outlook FY2025

Overall Luxury market will shrink in 2025,

- Luxury Market

but Jewelry is holding strong, especially favored by high-jewelry segment and and
by a remarkably positive performance within the US market.

Personal luxury goods market slows slightly amid uncertainty and
price elevation

Global luxury consumers, grappling with macroeconomic uncertainty
and continued price elevation among brands, are cutting back on
discretionary items. As a result, Bain expects the personal luxury goods
market to see its first slowdown since the Great Recession, excluding
Covid, experiencing -2% erosion, at current exchange rates, compared
to last year. This trend—particularly acute among Generation Z, whose
advocacy for luxury brands continues to decline—hasled to a
shrinking luxury customer base by a magnitude of about 50 million
over the last two years. Meanwhile, top customers continue to grow
their share of luxury consumption, although they are progressively
losing the feeling of exclusivity from brands.

Jewelry is holding strong, especially favored by the high-jewelry
segment and by a remarkably positive performance within the US
market. Meanwhile, watches, leather goods, and shoes have seen a
slowdown as consumers downtrade and are increasingly selective
about purchases, though small leather accessories and entry-items are

still of interest for Generation Z.

As consumers seek value purchases, the secondhand market is gaining
traction, with strong momentum on jewelry and heritage apparel and

leather pieces.

Source: Bain.com, November 13, 2024 -



PI'OdUCtiOn Base - Sale Prediction

Unit: Million Baht

2,698

FY2022

. Actual

Forecast Q4 2024

f Expected +7%

(Based on 2024 figure without
gold material revenue)

3,027

FY2023 Forecast Prediction
FY2024 FY2025

Actual - Revenue Gold 9IM FY2024
. Prediction FY2025

55



Omnichannel Distribution - Thailand s. rrediction

Unit: Million Baht

749

FY2022

741

FY2023

PRIMA

732

Forecast
FY2024

f Expected +26%
920
. Actual
B Forecast Q4 2024
i Prediction FY2025
Prediction
FY2025

96



Omnichannel Distribution - Vietnam st predgiction

Unit: Million Baht
f Expected +32%

70

FY2022 FY2023 Forecast Prediction
FY2024 FY2025

PRIMA

. Actual

@ ) PrANDA

2 Forecast Q4 2024

& Prediction FY2025

57
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Omnichannel Distribution - India st prediction
® Unit: Million Baht A' Expected +13%
260
230
181 . Actual
137 B8 Forecast Q4 2024
.. Prediction FY2025
FY2022 FY2023 Forecast Prediction
FY2024 FY2025

58
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Omnichannel Distribution - United Kingdom sate prediction

NI LA

Unit: Million Baht
rainN

f Expected +63%

80
. Actual
i Forecast Q4 2024
= Prediction FY2025
FY2022 FY2023 Forecast Prediction
FY2024 FY2025

59



Omnichannel Distribution -sae predgiction

Unit: Million Baht
f Expected +25%

1,330

. Actual

#5  Forecast Q4 2024

= Prediction FY2025

GEMONDO

FY2022 FY2023 Forecast Prediction
FY2024 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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