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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, not intfended 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 fransmitted. The distribution of this presentation in other jurisdictions may be restricted by
law, and persons info 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

'=’ HomePro is the leading home improvement retailer in Thailand.
mE

w HomePro's products cover 40,000 items

WS HomePro operates 90 stores nationwide

3)‘: HomePro provides complete service as One Stop Shopping

Listed in the Stock Exchange of Thailand (SET - HMPRO, Bloomberg - HMPRO:TB)




= 1Q’'19 Financial Results :

= Business Outlook




= Corporate Group Structure

Home Product Center Plc. : Operating HomePro in Thailand

MALL
(Ma{;’;lre?ueltl/r;?]‘i/n;utm HO/T\G Distributicn Ce'nter
Market Village Home Product Center Mega Home Center DC Service Center
Co., Ltd. (Malaysia) Sdn. Bhd. Co., Lid. Co., Ltd.
m Holds 99.99% of fotal m Holds 100% of total m Holds 99.99% of total M Holds 99.99% of total
shares shares shares shares
m Objective fo manage m Objective to operate m Obijective to operate m Objective to operate
renfal space and a refail business in retail business under the warehousing and
provide ufilities Malaysia. trade name “Mega distribution.
services to tenants. Home".
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9 Store Footprint

Greater Bangkok  : 26 stores

Upcountry . 56 stores

Greater Bangkok

HomePr:® Upcountry

Greater Bangkok  : 2 stores

Upcountry . 10 stores

Malaysia . 6 stores

Data as of March 31, 2019 6



0 ' TFRS 15 Adoption - Revenue from Contracts with Customers Homs

Before After Adoption
TFRS15

Service income

Rental and service income

+

(No Impact on Total Revenue)

Revenue

+

Cost of Sales Logistic cost

(Impact on Gross Margin)

+

Cost of rental and service Rental and service cost

Logistic cost

Q
(V)]
c
Q
o
x : o )
(I Selling, distribution

Rental and service cost

Administrative expenses + !
Inventories Reserve

(No Impact on EBIT) 7

and service expenses




.|t TFRS 15 Adoption - Revenue from Contracts with Customers

Q1'2018 Before

Reclassification

Q1'2018 After

Remark

Sales

Rental and Service
Income

Other Income

Total Revenue

Cost of sales

Gross profit %

Cost of rental and
service

Selling and service
expenses

Administrative
expenses

Other expenses

Total Expense

14,874.75

499.08
526.50

15,900.33

10,884.24

26.83

2,962.99

421.13

0.42
3,384.54

100.0%

3.4%

3.5%

106.9%

73.2%

0.0%

19.9%

2.8%

0.0%
22.8%

100 .24

(100.2 4)

138.76

(0.93)

333 .49

(503.09)

30.85

(138.76)

0.7%

(0.7%)

0.9%

2.2%

(3.4%)

0.2%

(0.9%)

Adoption TFRS15

14,874.75

599.32
426.26

15,900.33

11,023.00

25.89

333.49

2,459.90

451.98

0.42
3,245.78

100.0%

4.0%
2.9%

106.9%

74.1%

2.2%

16.5%

3.0%

0.0%
21.8%

Home Service
income reclassify
from other income

Logistic cost
reclassify from SG&A

Expenses related to
rental business and
home service
reclassify from SG&A

Inventory reserve
reclassify from SG&A




ﬂ P& LSummary

% of
sales

1Q'18

% of sales

Var

Unit : MB
Y%

Sales

Rental and Service Income
Other Income

Total Revenue

Cost of sales

Gross profit

Cost of Rental and Service
Total Expenses

EBIT

Finance Cost

Tax
Net Profit

15,399.8
657.9
495.3

16,553.0

11,369.7

4,030.1
3565.0

2,970.4

1,857.9
107.8
330.2

100.0%
4.3%
3.2%

107.5%

73.8%

26.2%
2.3%
19.3%

12.1%
0.7%
2.1%

14,874.7
599.3
426.3

15,900.3

11,023.0

3,851.8
333.5

2,912.3

1,631.6

98.1
285.0

100.0%
4.0%
2.9%

106.9%

74.1%

25.9%
2.2%
19.6%

11.0%
0.7%
1.9%

526.0
58.6
69.0

652.7

346.7
178.3
21.5
58.1

226.3

9.8
45.2

change
3.5%
9.8%
16.2%
4.1%
3.1%
4.6%
6.5%
2.0%
13.9%
10.0%
15.9%

Depreciation
EBITDA

714.6
2,672.5

4.6%
16.7%

757.2
2,388.72

5.1%
16.1%

(42.6)
183.8

(5.6%)
7.7%

Data as of March 31, 2019 9




o
8[)

i Sustainable Sales Growth

r Unit : million baht

61,581

47,965

2014 2015 2016 2017 2018




7.1%

ﬂ Other Income

- Unit : million baht

7.3%

7.3%

68%
4216

2014 2015 2016

—e
4,346

3,730
3244 I |

2017

4,869

2018

rUni’r : million baht I

® Rent & Service @ Others

2
Home

7.5%

6.9%

'—
599
426

1Q'18

A 98%

A 162%

® % to Sales

« Rental and service income increased from higher rental income from Market Village and income

from “Home Service”.

» Other income rose due to higher promotional activities with suppliers, higher interest received,
and miscellaneous income.




Q% SG&A Expenses

Unit - million baht " Unit : million baht

23.4% @
23 .2% 23 '| % I/
. 23.0%  22.9%
,
12,283

/ 19.6% 19.3%
] I | |

13147 13750 14084 | A o
2014 2015 2016 2017

| 2460 Il A 1.3%
N gE8 355
452 WL A 6.3%
2018

N 1Q'18 1Q'19
® Sales Related @ Rental and Home Service related @ Admin Expense @ % to Sales

The amount increases were mainly driven by the rise in personnel expenses, rental cost,
maintenance cost, and marketing expense. However, SG&A as a percentage of sales has marginally

improved, resulting in the decrease from 19.58% in previous year to 19.29%.
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ﬂ Profitability Ratio

Unit : % of Sales
27.5

SR 260 257 255 @ 265 259 262
15.9 167 -5 SO 16.7

T 4.3 14.6 ii‘?/./i . e—"
&= ® e 12.1

10.7 : 11.0
& :

+4.—7

2014 2015 2016 2017 2018 1Q'18 1Q19

® % GP ® % EBITDA ® % EBIT

Gross profit margin as a percentage of sales has increased from 25.89% in previous year to
26.17% due to change in product sales mix of general merchandise and the enhancement of

directly sourced private-label goods’ profit margin, as well as the continuous improvement in 13
product purchase planning of HomePro, Mega Home, and HomePro in Malaysia..




il NPAT & EPS

Unit : million baht

5,613

% to sales

EPS 0.25 0.27 0.31 0.37 0.43 0.09 0.11

NPAT grew by 13.7% and NPAT as a percentage of sales increased from 8.4% in Q1’18 to 9.2%

in 1Q’19. Earnings per share (EPS) were Baht 0.11 in Q1'18, up 13.7% YoY.




I_EI Balance Sheet at a glance

‘ 31 Dec 2018 ‘

2
HomePro

Unit : million baht

Cash & Deposit

Inventory

Land Building & Equipment

Others

Total Assets
Financial Debt

Account Payable

Others

Total Liabilities
Paid-Up Capital
Share Premium

Retain Earnings
Total Equities

Data as of December 31, 2018

‘ 31 Mar 2019

7,5675.87
10,386.76
35,347.74

2,754.29
56,064.66
17,128.97
13,859.61

3.737.52
34,726.10
13,151.20

646.32

7,541.04

21,338.56

6,237.75
10,245.45
35,398.78

2,929.37
54,811.35
17,262.22
14,370.53

3.264.51
34,897.26
13,151.20

646.32

6,116.58

19,914.10

1,338.12
141.31
(51.04)
(175.08)
1,253.31
(133.25)
(510.92)
473.01
(171.16)
0.00
0.00
1,424.46

1,424.46

21.45%
1.38%
(0.14%)
(5.98%)
2.29%
(0.77%)
(3.56%)
14.49%
(0.49%)
0.00%
0.00%
23.29%
7.15%

15




= 1Q’'19 Financial Resulis 1
Business Outlook




m=] Consumer Confidence dipped in March

83.2
82.2 82.3 82.0
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Consumer confidence dropped for the first time in three months. The index fell to 80.6 in March
from 82.0 in February. Consumers are concerned about the domestic political situation as the
formation of a new government remains uncertain. Additionally, consumer confidence has been
eroded by the slow recovery of Thai economy and purchasing power, and low prices of farm
product. Furthermore, the ongoing trade row between two giant economies and Brexit also
dampened consumer confidence.

Source : The center for economic and business forecasting, UTCC. 17




@ Margin expansion through Private Label
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n’é, 2019 Store Expansion Plan

2
Home

Malaysia

r

| H 2019 New stores

A .

Charansanitwong

2 34 2
. --
TH

2H
-

Upcountry

| *Excluding Store Relocation of Fashion Island Branch

S /_j m Our stores in 2019
>

Total (stores) 84




«]5Markeﬁng Highlight

Chiang Mai Fair

-
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‘ f P Wil Energy Saving No.5 Products Summer Sale
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Contact us

Tel +662-832-1416
: IR@homepro.co.th

Email

Q&A




