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@ Disclaimer .

ThisPresentation (The 0 Pr e s e nt lea$ heennpgrepared by Home Product Center Plc. The
Presentation isprivate and confidential and isbeing made available for information purposes
only. Accordingly, this Presentation may not be copied, reproduced or redistributed to any
other person save with the prior written permission of the Company . By accepting this
presentation, each recipient accepts and agrees with the Company that it will comply with,
and that it will procure that any other person to whom it provides this Presentation complies
with, the Termsset out herein and all applicable laws and regulations .

ThisPresentation isnot a prospectus and isnot intended to and does not constitute offer or
solicitation of any offer in respect of securities. It does not constitute any recommendation or
Investment advice, not intended to form the basis of an investment decision and should not
be relied upon for such purpose . ThisPresentation has not been approved by any regulatory
authority . Neither the Company or their respective advisers accepts any liability whatsoever
arising in connection with the distribution of this Presentation to recipients hereof .

This Presentation is being supplied to you solely for your information and may not be
reproduced, redistributed or passed on, directly or indirectly to any other person or published,
in whole or in part, for any purpose . No part of this presentation may be reproduced or taken
or transmitted . The distribution of this presentation in other jurisdictions may be restricted by
law, and persons into whose possession this presentation comes should inform themselves
about, and such restrictions. By accepting this presentation you agree to be bound by the
foregoing restrictions.



@ About HomePro

b o HomePro is the leading home improvement retailer in Thailand.

w Ho me P rpoodust covers 40,000 items

SS9 HomePro operate 84 stores nationwide

3{' HomePro provides complete serviceas  One Stop Shopping

Listed in the Stock Exchange of Thailand (SET - hmpro , BB - hmpro:tb )




= Background

Formation by Selected Selected Opened
Land & House Listed as one of as one of  Introduced the first store
group in SET SET 100 SET50 aaS3t | #anWaldysia
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= \What dose HomePro do?

CKFAfFYR FYR {2dziKSIad !'aAalQa fFNBSad NBUO
home improvement products (hardware, plumbing, painting, tools, outdoor living & garden),
bathroom, kitchen, lighting, home appliances and household accessories, furniture and
decorative products with full service support undéomePrdormat.

With Mega Home business, there are more merchandise categories than above: constructior
materials, daily use products, office supplies, leisure goods and more household products ar
added.



== Major Shareholder

Top 10 Shareholders % Share

As of March 13, 2018 1. Land and Houses Plc. 30.2
2. Quality Houses Plc. 19.9

Land & Houses
30.2% 3. Thai NVDR Co., Ltd. 5.3
4. Mr. Niti Osathanuklor 4.7
Others Quiality Houses 5. Social Security 2.8

0 19.9%
o 6. Mr. Manit Udomkunnatum 2.3
7. State Street Europe Limted 15
Niti Osathanuklor 8. AIA Co., Ltd. 1.4
4.7%

9. Sarasin Co., Ltd. 1.3
M&aé\r?]%?g:gt Thai NVDR 10. Mr. Khunawut Thumpomkul 1.1
' 11. Others 29.5

Market Capitalization : 188,062.13 MB (as at March 19, 2018)

Paid -up Capital : 13,151,198,025 shares




-t Corporate Group Structure

HUA HIN

‘Market Village

Wofu mstindataa

Market Village
Co., Ltd.

Holds 99.99% of total
shares

Objective to manage
rental space and
provide utilities
services to tenants.

Home Product Center Plc.

2
HomePro

Home Product Center

(Malaysia) Sdn. Bhd .

Holds 100% of total
shares

Objective to operate
a retail business in
Malaysia.

: Operating HomePro in Thailand

Mega Home Center
Co., Ltd.

Holds 99.99% of total
shares

Objective to operate
retail business under
trade name
Ho me 6.

T
Sevvice
Distributicn Canter

DC Service Center
Co., Ltd.

B Holds 99.99% of total

shares

B Objective to operate

the warehousing and

0 Me glistribution.
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9 Store Footprint

Greater Bangkok . 25 stores

Upcountry . 56 stores

Greater Bangkok . 2 stores

HomeProf
HomePro@ Upcountry . 1 store

Greater Bangkok . 2 stores

Upcountry : 10 stores

Malaysia . 6 stores

Data as of December 31, 2017 8



ﬂ Sustainable Sales Growth

Unit : million baht

2013 2014 2015 2016 2017

2017, sales growth 5.2% YoY, driven by sales from new stores of HomePro and its subsidiaries, while

was still negative as mainly due to the weak of consumption in 1H17.



ﬂ Other Income

Unit : million baht Unit : million baht

7.3%

Rental & Service

MfSle) A 3.9%

2013 2014 2015 2016 2017

® Rent & Service @ Others ® % of Sales

increasing from highem rental income from leasable areas of new
HomePro stores.

The increase in was due to higher service income,und

program and higher support fee of promotional activities with suppliers. 10




Q% SG&A Expenses

Unit : million baht Unit : million baht
23.4%

0 232% 0
23.1% 23.1% 23.0%

13,141 SRSl

11.119 12,283 / Sales Related
e A 51%
l Admin Expense
2013 2014 2015 2016 2017 2016 2017

® Sales Related @ Admin Expense @ % of Sales

2017 was up by 4.6%. The increase were mainly from personnel expenses, cost of services

to customers, depreciation expense, and marketing expense. However, SG&A as a percentage of
sales has marginally decreased due to the improvement in cost efficiency.




d NPAT& EPS

Unit : million baht

2013 2014 2015 2016 2017

@® NPAT @® EPS Baht) ® % of Sales

2017 growth by 18.5% and NPAT % to sales increased from 7.2% to 8.2%.

Earnings per share were Baht 0.37 in 2017, up 18.5% as compared with last year.




.l ROES ROCE- ROA

Unit : %

27.1 i
ROE 27.1

23.0
ROCE 21.5 21.5

19.7

9.9 95
ROA &

2013 2014 2015 2016 2017

® ROE ® ROCE ® ROA
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I_EI Recovered confidence
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Thailand Consumer Confidence (CCI) dropped for the firsttime in seven months in month in February .
The reasons for the dropped Consumer Confidence were low commodity prices, Baht strengthening,
the political situation and wage rises The index declined to 79.3 in February from 80.0 in January .

Consumers doubt that the economy has fully recovered and low commodity prices remain a drag .
Commodity prices remained at a relatively low level leading to weak purchasing power and low
liquidity in many parts of Thailand . Furthermore, a number of people are concerned with the rapid
appreciation on Thai baht as well as the minimum wage hike that may impact the CCI in the near
future .

Source : The center for economic and business forecasting, UTCC.




Ej Margin expansion through Private Label

Over 36 Private Brands Quality and worthiness

w Over 3,000 items Continuous development
16




