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== Disclaimer

This Presentation (The “Presentation”) has been prepared by Home Product Center Plc.

The Presentation is private and confidential and is being 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 Terms set out herein and all applicable
laws and regulations.

This Presentation is not a prospectus and is not 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,
is not intended to form the basis of an investment decision and should not be relied upon for such
purpose. This Presentation 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.
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HomePro is the leading home improvement retailer in Thailand.

Our product range covers 40,000 items.

We operate 81 stores nationwide, providing complete
services as One Stop Shopping to attain highest customer
satisfaction.

The HomePro's stock is fraded on the Stock Exchange of
Thailand (SET - hmpro, BB - hmpro:tb).
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Home Product Center Plc.
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Corporate Group Structure

: Operating HomePro in Thailand
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Service
Distribution Center

Market Village Co., Lid. Home Product Center Mega Home Center DC Service Center

(Malaysia) Sdn. Bhd. Co., Lid. Co., Lid.

B Holds 99.99% of total B Holds 100% of total B Holds 99.99% of total B Holds 99.99% of total
shares shares shares shares

W Objective to manage ™ Objective to operate B Objective to operate B Objective to operate

rental space and
provide utilities
services to tenants.

a retail business in
Malaysia.

retail business under
trade name “Mega
Home”.

the warehousing and
distribution.



as at March 31, 2017

Greater Bangkok : 24 stores
Upcountry . 56 stores

Greater Bangkok : 2 stores

Upcountry . 9 stores

Malaysia . 2 stores



= P & L Summary

Unit : MB

%o Growth

Sales 14,270.7 100.0 13,631.5 100.0 639.2 4.7
Other Income 1,001.9 7.0 980.3 7.2 21.6 2.2
Total Revenue 15,272.6 107.0 14,611.8 107.2 660.8 4.5
COGS 10,559.3 74.0 10,219.0 75.0 340.3 3.3
SG&A 3,307.8 23.2 3,181.8 23.3 126.0 4.0
Total Expenses 13,867.1 97.2 13,400.8 98.3 466.3 3.5
EBIT 1,405.4 9.8 1,211.0 8.9 194.4 16.1
Financial Exp. 110.1 0.8 118.4 0.9 (8.4) (7.1)
249.1 226.4 22.8 10.0
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Depreciation

765.6 5.4

708.7 5.2

56.9 8.0

EBITDA

2,171.0 15.2

1,919.7 14.1

251.3 13.1



=1 Sustainable Sales Growth

2013 2014 2015 2016 1Q17



== Rising Other Income

Unit: MB

7.4%
0
68%  68% 7.0% 2% 7.0%
1,002 A 1.4%
506 Ml 521 EEENEXZ
2013 2014 2015 2016 1Q'17 1Q'16 1Q'17
Emm— Others Rent & service %o0f Retail Sales

e Rental & Service Income increasing from higher rental income from the additional HomePro’s leasable
areas.

e The increase in Other Income was mainly due to increasing support fee of promotional activities,
as well as service income from customers under “Home Service” program.




== SG&A Expenses

Unit : MB
23.1% 039005  234%  231%  232% 233%  23.2%
459 415 Vv -9.5%
2013 2014 2015 2016 1Q'17 1Q'16 1Q'17
W= Sale Related Admin Exp %of Retail Sales

1Q’17 SG&A was up by 4.0%. The increases were mainly from personnel expenses, cost of services,

and depreciation expense. However, SG&A as a percentage of sales has marginally decreased due
to the improvement in cost efficiency. 10




= Profitability Ratio

Unit: %
26.6 26.0 25.7 25.5 26.0
14.5 14.3 14.6 14.9 15.2
EBITDA pa 1 ! o .
E— 10.3 9.6 9.4 =l 9.8
o— —o — —o *
2013 2014 2015 2016 1Q'17

—@—0%%EBIT —*— %EBITDA %GP

1Q’17, GP has increased from 25.0% in 1Q'16 to 26.01% due to change in product sales mix of

both general merchandise and Direct Sourcing, as well as increasing in gross profit margin from
Mega Home business.




= NPAT & EPS

7.3%

6.4%

866 1,046

2013 2014 2015 2016

NS NPAT == 9%o0n Sales

1Q'17

1Q’17 NPAT growth by 20.8% and NPAT %
to sales increased from 6.4% to 7.3%.

0.08

0.07

2013 2014 2015 2016

NPAT =—*=EPS

Earnings per share (EPS) were Baht 0.08 in
1Q’17, up 20.8% as compared with last year.

1Q'17
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= Balance Sheet at a Glance

Unit : MB
31 Mar17 31 Dec16 VAR %

Cash & Deposit 2,272 3,721 (1,448.7) (38.9)
Inventory 10,472 9,672 800.6 8.3
Land Building & Equipment 34,973 35,533 (560.2) (1.6)
Others 2,336 2,821 (485.0) (17.2)
Total Assets 50,053 51,746 (1,693.2) (3.3)
Financial Debt 14,487 16,875 (2,387.9) (14.2)
Account Payable 13,591 14,032 (440.8) (3.1)
Others 3,439 3,349 89.7 2.7
Total Liabilities 31,517 34,256 (2,739.1) (8.0)
Paid-Up Capital 13,151 13,151 - -
Share Premium 646 646 - -
Retain Earnings 4,739 3,693 1,045.9 28.3
Total Equities 18,536 17,490 1,045.9 6.0

13
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=0 CCI|in March rose for the fourth consecutive months

CPI
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- CCI Inflation Rate

Thailand Consumer Confidence Index (CCl) rose to 76.8 in March, compared to 75.8 in February and 74.5 in
January.

Thai consumers confidence rose for the 4t consecutive months. The positive factors contributing to the
sentiment increase are higher exports, recovering of rubber and palm oil price while rice price remains low,
and growing tourism.

However, consumers were cautious on spending which was pressured by the concern of uncertainty of global
economy. Consumer price was decreased to 0.76% mainly due to lower global oil price.

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




== Continuous margin expansion through Private Label

(( ‘\\»(( A
] 0>>

‘% 4»>>>‘2 ”lo§§> <€’<’1»>>

<<(0)>\\ ») ‘?‘

Dmi: () )Y X ( VINT AGE

APPEAL

The main objective of the development and selection of private brand products is an adherence to build
up value-added to customers. Therefore, the core element of private brand products is quality and
worthiness. In addition to the Company’s increase of variety of products, it had continued to develop and

select products with quality to continuously provide worthiness to customers. To date, we have a total of
36 private brands and over 1,000 items.
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2017 Store Expansion Plan

Lotus
Bangkae

Melaka

>
HomePro

Malaysia

2-3

Upcountry

Malaysia

® Our stores in 2017

Total (stores) 82 -83 14-15
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= Marketing Highlight

Shop Label No.5 energy saving

products : 3 April - 4 June

Save & Get up to 2,000 Baht discount

B SpendTHB 15,000 to THB 24,999
Get THB 1,500 Discount

Spend over THB 25,000
Get THB 2,000 Discount
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Traditional Market Style

BKK 21-30 July
@Muang Thong Thani

A 10-day long exhibition,
Come visit and join our
activities, special shows,
and food truck .
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Contact us
& A Tel +662-832-1416
Email : IR@homepro.co.th




