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Core Business
 

ά¢ƻ ōŜ ǘƘŜ ǿƻǊƭŘΩǎ ǇǊŜƳƛŜǊ ŀƭƭƛŀƴŎŜ ŦƻǊ ƧŜǿŜƭǊȅ ōǳǎƛƴŜǎǎŜǎΣ ǊŜƴƻǿƴŜŘ ŦƻǊ ƻǳǊ 

expertise in creating valuable craftsmanship  and our commitment to 

ǎǳǎǘŀƛƴŀōƭŜ ōǳǎƛƴŜǎǎ ƻǇŜǊŀǘƛƻƴǎΦέ

Production Base Omnichannel Distribution Base
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Sale Performance 3 months

   3rd Quarter FY2025 vs FY2024
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66%

34%
Production

Omni-Channel
Q3 2025

Actual ς Revenue Gold Metal Q3

-401 MB, -48%

-31%  excluded Rev. Gold Metal



Sale Performance 9 months

   9M FY2025 vs FY2024
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-972 MB, -32%

-16%  excluded Rev. Gold Metal
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65%

35%
Production

Omni-Channel
9M 2025

Actual ς Revenue Gold Metal 9M

-938 MB, -41%

-21%  excluded Rev. Gold Metal
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GP 9M - FY2025 vs FY2024
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SG&A 9M - FY2025 vs FY2024
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Gold Market Price (update 27 Nov 25)

Unit: USD/OZ

Daily rate

Gold rate

Q3ô25 vs Q4ô24 +46%

Gold rate

Q3ô25 vs Q2ô25 +16%

YTD

Q1ô25 vs Q4ô24 +20%

Q2ô25 vs Q4ô24 +26%

QoQ

Q2ô25 vs Q1ô25 +5%



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

Unit: Million Baht
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January ς September

2025 2024

Gain (Loss) on exchange rate 1.50 (31.50)

Realized (8.70) 22.21

Unrealized 10.20 (53.71)

Gain (Loss) on market price of raw material (221.35) (137.21)

Realized (17.15) (34.31)

Unrealized (204.20) (102.90)



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

Unit: Million Baht
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July -  September

2025 2024

Gain (Loss) on exchange rate (26.06) (69.08)

Realized (17.38) (17.28)

Unrealized (8.67) (51.80)

Gain (Loss) on market price of raw material (95.50) (75.01)

Realized (2.01) (18.39)

Unrealized (93.49) (56.62)



Financial Performance  Q3 2025
Unit: Million Baht

12

July -September January  - September

2025 2024 Change (%) 2025 2024 Change (%)

Sale revenue 664.16 1,079.07 (38.45%) 2,052.19 3,023.55 (32.13%)

Cost of sales 520.23 855.73 (39.21%) 1,633.58 2,397.82 (31.87%)

Gross profit 143.93 223.34 (35.56%) 418.61 625.73 (33.10%)

Gross profit margin 21.67% 20.70% 4.69% 20.40% 20.70% (1.45%)

Selling and administrative expenses 158.17 178.68 (11.48%) 480.42 504.59 (4.79%)

Operating profit (Loss) (14.24) 44.66 (131.89%) (61.81) 121.14 (151.02%)

Finance cost 10.83 10.24 5.76% 31.20 31.18 0.06%

Gain (Loss) on exchange rate (26.06) (69.08) 62.28% 1.50 (31.50) 104.76%

Other items (expenses) 15.91 15.79 0.76% 41.68 24.43 70.61%

Gain (Loss) on market price of raw material (95.50) (75.01) (27.32%) (221.35) (137.21) (61.32%)

Tax income (expenses) 0.96 6.34 (84.86%) (3.62) (9.52) 61.97%

Non-controlling interests of the subsidiaries 3.33 3.91 (14.83%) 13.50 15.02 (10.12%)

Profit (Loss) on equity holders of the Company (133.09) (91.45) (45.53%) (288.30) (78.86) (265.58%)



Statement of financial position of Pranda Group 

2,007.16 
2,345.23 

312.47 

302.16 
44.04 

53.05 
155.53 

147.15 

1,154.31 

965.59 

30-Sep-25 31-Dec-24

Total Liabilities and Shareholders' Equity

Bank overdrafts and short-term loans

from financial institutions

Trade and other payables

Other Current Liabilities

Other non-current liabilities

Total shareholders' equity

3,813.18
3,673.51

Unit : Million Baht

13

328.54 255.25 

564.30 589.73 

589.60 590.23 

68.55 67.53 

1,574.73 1,620.74 

321.39 361.36 

226.40 
328.34 

30-Sep-25 31-Dec-24

Total Assets

Cash and cash equivalents

Trade and other receivables

Inventories

Other Current Asset

Investment properties

Property, plant and equipment

Other Non-Current Asset

3,673.51
3,813.18



Cash Flow

January -  September

2025 2024

Cash Flow from Operating Activities 62.92 (230.49)

Cash Flow from Investing Activities (107.29) (22.92)

Cash Flow from Financing Activities (59.84) 18.60

Exchange difference on Translation Adjustment 2.27 45.56

Net Cash Flow (101.94) (189.25)

Unit: Million Baht
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Key Challenges Impacting Performance
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Production Base

ODM customer reluctant to place order due to 
high gold and silver prices volatility. 

Omnichannel Base

Retail needed continuous price adjustments, 
causing hesitation across all customers.

Gold Price Volatility

Gold price surge over the past several months of Q3-Q4 2025 directly 
reduced sales quantity and consumer purchasing power.



ÅMaintain strong strategic partners by having Competitive 
Price and Improving Internal Process

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

ÅCultivate Corporate Culture  with  Growth Mindset for 
continuous improvement

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

ÅExpand Labor-Service revenue  to strengthen overall 
profitability.

17

Production Base

Key Strategic Plan



Positive Signs Amid Market Challenges
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Tariff shifts create opportunity for Thailand to strengthen competitiveness

 PDJ has a window of opportunity to win share while competitors face tariff headwinds.

/ƻƳǇŜǘƛǘƻǊΩǎ 5ƛǎŀŘǾŀƴǘŀƎŜ
- New US reciprocal tariffs increase import costs 

for key competing countries
- Creates a relative advantage for Thailand-based 

suppliers.

¢ƘŀƛƭŀƴŘΩǎ !ŘǾŀƴǘŀƎŜ
- Thailand is not a target of these tariffs

      Our products remain competitively priced
- Provides PDJ time to strengthen efficiency and 

deepen customer relationships.

Order Realignment
- US customers expected to diversify sourcing 

toward Thailand
- Positions PDJ as a reliable partner in 

mid to high value jewelry.



Production Base ς Sale Target
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Omnichannel Distribution Base
Key Market Outlook 

ÅThailand
ÅVietnam
Å India (Prima Art)

ÅUnited Kingdom
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Thailand - Prima
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Å Creator Collaborations
Partner with renowned artists to reach new customer 
segments

Å Loyalty Engagement
Retain Prestige & Premier members with exclusive 
CRM & activities

Å Market Expansion
Scale events & pop-ups to explore new high-potential 
locations

Å Digital Growth
Enhance online presence through multi -channel 
engagement

Key Strategic Plan



60 POS 

YTD 2025

Offline

 -13%  YOY

As of  30 Oct 2025

Shop

Kiosk

Counter

Online Marketplace

YTD 2025

      Online 

     +16%  YOY

Own Channel
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www.primagold.co.th

**YTD sale up to date 30 Oct 2025**

Thailand
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PRIMABEYOND GOLD | The Artistry of Prima 
Flagship showcase @Lobby lounge ς G Floor Central Chidlom  3 Nov 2025 ς 11 Dec 2025

ÅPRIMA Core Zone
ÅPRIMA Essential Zone
ÅPRIMA Collaboration Zone
ÅPRIMA x Mackcha

23
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PRIMA COLLABORATIONSERIES

ἜἠἓἙἋὀἙἩἫἳἫἰἩ| ἍἰἩἴἷἼἼἭἑἷἴἬἭἶἑἱἮἼἍἷἴἴἭἫἼἱἷἶ
The character Charlotte is expressed as a precious piece of jewelry , inspired by the painting Golden Time, telling the story of Charlotte and 
her super cute goldfish friend.



Prima x Opal

Prima x Elfie Ganeshvara
Prima x .....
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PRIMA COLLABORATIONSERIES (Cont.)

Prima x Mackcha

Launch 8 May 2025

Launch 8 Aug 2025

Launch 7 Nov 2025



KAO x JANEYEH / October 2025
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PRIMA x PRAEW
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Vietnam - Prima 

ÅPosition PRIMA as the Destination for Fine 
Jewelry & Crafts 

ÅEnhance & promote Prima Art Gallery 
Stand-Alone Concept

ÅExpand Localized Designs inspired by 
Vietnamese culture

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

Key Strategic Plan
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5 POSs in 2025

Hanoi

Ho Chi Minh

Trang Tien Plaza (Hanoi)

Hung Vuong Plaza (HCMC)

Diamond Plaza (HCMC)

Lotte Lieu Giai (Hanoi)

Vincom Dong Khoi (HCMC)

Vietnam ς Retail Store Channel

5 POSs in 2024

YTD 2025
Offline
5% YoY

**YTD sale up to date 30 October 2025**

YTD 2025
Online

22% YoY


