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Core Business
 

άTo be the worldΩs premier alliance for jewelry businesses, renowned for our 

expertise in creating valuable craftsmanship  and our commitment to 

sustainable business operations.έ

Production Base Omnichannel Distribution Base
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Sale Performance 3 months

   4th Quarter FY2025 vs FY2024
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-70 MB, -8%

-20%  excluded Project Q4

-109 MB, -19%

60%

40% Production

Omni-Channel
Q4 2025

39 MB, 14%
-22%  excluded Project Q4

Actual ς Revenue Inventory Management Project Q4 

(h.L1+[LCL]T[LS]B.Ľ[.1fTN`V)



Sale Performance 12 months

   FY2025 vs FY2024

2,871 

1,824 

2,289 

1,815 

582 

9 

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

YTD'24 YTD'25

Production Unit

1,021 

1,016 837 

184 

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

YTD'24 YTD'25

Omni-Channel Unit

3,887 

2,845 

3,305 
2,652 

582

9

184 

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

 3,500

 -
 200
 400
 600
 800

 1,000
 1,200
 1,400
 1,600
 1,800
 2,000
 2,200
 2,400
 2,600
 2,800
 3,000
 3,200
 3,400
 3,600
 3,800

YTD'24 YTD'25

Total
6

Actual ς Revenue Gold Metal

-  1,042 MB, -27%

-20%  excluded Rev. Gold Metal 
& Project

-1,047 MB, -36%

-21%  excluded Rev. Gold Metal 64%

36%
Production

Omni-Channel
12M 2025

Actual ς Revenue Inventory Management Project

(h.L1+[LCL]T[LS]B.Ľ[.1fTN`V)

5 MB, 0.5%

-17%  excluded Project
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GP 12M - FY2025 vs FY2024
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SG&A 12M - FY2025 vs FY2024



2,610
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Gold Market Price  (update 13 Mar 26)

Unit: USD/OZ

Daily rate

YTD
Q1Ω25 vs Q4Ω24 +20%
Q2Ω25 vs Q4Ω24 +26%
Q3Ω25 vs Q4Ω24 +46%

QoQ

vнΩнр Ǿǎ vмΩнр Ҍр҈
Q3Ωнр Ǿǎ v2Ωнр Ҍ16%

Gold rate
Q4Ω25 vs Q4Ω24 +66%

Gold rate
Q4Ω25 vs Q3Ω25 +14%

3,807

4,338



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

Unit: Million Baht
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January ς December

2025 2024

Gain (Loss) on exchange rate (25.38) (22.32)

Realized (5.96) 14.46

Unrealized (19.42) (36.78)

Gain (Loss) on market price of raw material (301.21) (135.50)

Realized (30.13) (48.27)

Unrealized (271.08) (87.24)



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

Unit: Million Baht
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October -  December

2025 2024

Gain (Loss) on exchange rate (26.88) 9.17

Realized (9.71) 0.74

Unrealized (17.17) 8.43

Gain (Loss) on market price of raw material (79.86) 1.70

Realized (12.98) (13.96)

Unrealized (66.88) 15.66



Financial Performance  Q4 2025
Unit: Million Baht
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October -December January  - December

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

Sale revenue 792.76 863.13 (8.15%) 2,844.95 3,886.68 (26.80%)

Cost of sales 569.85 689.56 (17.36%) 2,203.43 3,087.38 (28.63%)

Gross profit 222.91 173.57 28.43% 641.52 799.30 (19.74%)

Gross profit margin 28.12% 20.11% 39.83% 22.55% 20.57% 9.63%

Selling and administrative expenses 145.45 168.39 (13.62%) 625.87 672.98 (7.00%)

Operating profit (Loss) 77.46 5.18 (1,384.94%) 15.65 126.32 (87.61%)

Finance cost 11.04 10.59 4.25% 42.23 41.78 1.08%

Gain (Loss) on exchange rate (26.88) 9.17 (393.13%) (25.38) (22.32) (13.71%)

Other items (expenses) (9.52) 17.50 (154.40%) 32.16 41.93 (23.30%)

Gain (Loss) on market price of raw material (79.86) 1.70 (4,797.65%) (301.21) (135.50) (122.30%)

Tax income (expenses) (6.01) 49.48 (112.15%) (9.62) 39.96 (124.07%)

Non-controlling interests of the subsidiaries 4.67 3.09 51.13% 18.17 18.11 0.33%

Profit (Loss) on equity holders of the Company (60.52) 69.35 (187.27%) (348.80) (9.50) (3,571.58%)



Statement of financial position of Pranda Group 

1,964.13 
2,345.23 

311.07 

302.16 
56.85 

53.05 
113.12 

147.15 
1,065.24 

965.59 

31-Dec-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
3,510.41

Unit : Million Baht
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329.23 255.25 

538.79 589.73 

589.38 590.23 

81.00 67.53 

1,496.72 1,620.74 

273.68 
361.36 

201.61 

328.34 

31-Dec-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

3,510.41
3,813.18



Cash Flow

January -  December

2025 2024

Cash Flow from Operating Activities 235.82 (6.92)

Cash Flow from Investing Activities (141.30) (28.78)

Cash Flow from Financing Activities (249.97) (119.11)

Exchange difference on Translation Adjustment 28.73 46.22

Net Cash Flow (126.72) (108.59)

Unit: Million Baht
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Key Challenges Impacting Performance

16

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 2025 - Q1 2026 
directly reduced sales quantity and consumer purchasing power.



Å Drive Profit -Oriented Production by aligning Capacity 
Allocation with high -margin and high -potential product 
segments

Å Strengthen Competitive Cost Structure through Cost 
Component Analysis and continuous Cost Efficiency 
Improvement across production and supply chain

Å Optimize Capacity Utilization through disciplined Order 
Balancing, Sales Commitment Integration, and proactive 
production planning

Å Enhance On -Time Delivery & Quality Excellence by 
improving End -to-End Supply Chain Coordination and 
reducing internal delays

17

Production Base

Key Strategic Plan



Å Increase Productivity & Workforce Effectiveness through 
Performance -Linked Incentives, skill development, and 
reduction of non-value-added processes

Å Build Resilient Supply Chain with strategic supplier 
collaboration, improved material planning, and full 
traceability compliance (RJC / sustainability requirements)

Å Accelerate Transformation Execution by embedding cross-
functional collaboration (Sales ςProductςProductionςSupply 
Chain) into daily operations

Å Cultivate Growth Mindset & Accountability Culture to 
drive continuous improvement, ownership, and faster 
decision-making.

18

Production Base (ContΩύ

Key Strategic Plan
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Order on Hand show positive trend

Production Base (ContΩύ

+53% 
Order Value

+36%
Order Volume

Dec25            Mar26



Production Base ς Sale Target
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Omnichannel Distribution Base
Key Market Outlook 

ÅThailand
ÅVietnam
Å India (Prima Art)

ÅUnited Kingdom

21



Thailand - Prima
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Key Strategic Plan

Å Product Win -Back: Reintroduce accessible price-point 
ǇǊƻŘǳŎǘǎ ǳƴŘŜǊ άǊƛƎƘǘ ǇǊƻŘǳŎǘΣ ǊƛƎƘǘ ǇǊƛŎŜέ ǘƻ ǊŜŎƻǾŜǊ 
demand impacted by high gold prices

Å Collaboration & 9K Expansion : Launch collaboration 
collections focused on 9K to attract new customers and 
drive first - time purchases

Å Prime Segment Growth : Drive repeat purchases and 
member upgrades through targeted engagement and 
activation programs

Å Chinese Tourist Acquisition : Build brand awareness 
on Xiaohongshu to capture high-potential Chinese 
travelers.



YTD 2026

Offline

 -13%  YOY

Shop

Kiosk

Counter

Online Marketplace

YTD 2026

      Online 

     +16%  YOY

Own Channel
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www.primagold.co.th

**YTD sale up to date 28 Feb 2026**

Thailand

Actual 12M2025

Offline

 -16%  YOY

Actual 12M2025

      Online 

     +14%  YOY

2026

2025

60 POSs in Dec 2025

52 POSs in March 2026
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PRIMA
Expand the product portfolio to serve diverse customer segments , ǇǊŜǎŜǊǾƛƴƎ tǊƛƳŀΩǎ ǎƛƎƴŀǘǳǊŜ ŎǊŀŦǘǎƳŀƴǎƘƛǇ 
while attracting new customers through accessible entry price points.



Prima x Opal

Prima x Elfie Ganeshvara
Prima x .....

25

PRIMA COLLABORATIONSERIES (Cont.)

Prima x Mackcha

Launch 8 May 2025

Launch 8 Aug 2025

Launch 7 Nov 2025

2026
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Vietnam - Prima 

Å Position PRIMA as the Destination for Fine 
Jewelry & Crafts  

Å Enhance & promote Prima Art Gallery Stand-
Alone Concept

Å Expand Localized Designs inspired by 
Vietnamese culture

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

Key Strategic Plan
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5 POSs in 2026

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 2025

12M 2025
Offline       5% YoY
Online     32% YoY

**YTD sale (USD) up to date 28 Feb 2026**

YTD 2026
Offline    16% YoY
Online    96% YoY
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Grow Corporate Accounts by offering customized designs 
tailored to corporate gifting needs
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Actual 12M 2025
Growth 28% YoY

Corporate Accounts

2M 2025 2M 2026

YTD 2026
Growth 153% YoY

**YTD sale up to date 28 February 2026**



Expand Localized Designs 

30YEAR OF HORSE 2026 LOVE Horizon

Highlight collections
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India ς Prima Art

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

Å Strengthen focus on key strategic regions 

Å Enhance product accessibility through 
entry price points , enabling expansion into a 
widen mass market

Å Accelerate growth through Hero collections 
to capture growing demand and expand 
widen customer base.

Key Strategic Plan
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