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About Pranda Group PRANDA

The past 47 years
We have operated sustainably
with our shared core values.

o Foundedin 1973

o Headquarter
located in Bangkok, Thailand

o Listed on the Stock Exchange of Thailand
since 1990

o Operating mainly as a manufacturer, retailer and distributor™ of genuine
jewelry

o Become the leader in Thai jewelry exports with its customer base
covering key regions from North America to Europe and Asia.

**In process restructure and discontinue distribution base.



Core Business

“To be the world’s leading alliance for jewelry businesses that enables the

valued partners to achieve the mutual growth and success”

Production Base Retail Base Distribution Base™

**In process restructure and discontinue distribution base.



Production Base

o The Pioneer of “Mass Craftsmanship”

o Operate factories located in Thailand, Vietham
and Indonesia.

o Operate production capacity of more than 3
million pieces per year

o Employ 2,500 highly skilled craftsmen, product
development technicians and designers.

o Main customers are Brands Designers and
affordable fine jewelry in Europe and America as
well as producing own-branded products.




Retaill Base

o Operate subsidiaries with retail stores
located in Thailand, Vietham and Indonesia.

o Manage more than 100 owned and franchised
retail networks

o Trustworthy retail brands, known for high
qguality and unigue products, including Prima
Gold, Prima Diamond, Prima Art, Julia and
Merii.

o E-commerce Gemondo brand which is an
online sales platform in the UK and also
selling through TV Shopping in Thailand.




Distribution Base

PRANDA GR

o Liquidated subsidiary in Germany.

o In process discontinue operation subsidiaries in
France, United States and distribution section in
UK.

o Maintain traditional wholesales in India which
has more than 4,000 authorized retailers for
Prima Art products
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Sale Performance 3 months
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Gross Profit Margin
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SG&A (Normalized)

SG&A 3 months - FY2021 vs FY2020
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) ] PRANDA

Operating Profit Before Interest and Tax (Normalized)
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Financial Performance Q1 2021 (Normalized)

Unit; Million THB

-] January - March

2021 2020 Change (%)
Sale revenue 505.87 599.33 (15.59%)
Cost of sales 368.24 457.61 (19.53%)
Gross profit 137.63 141.72 (2.89%)
Gross profit margin 27.21% 23.65% 3.56%
Selling and administrative expenses 154.58 198.90 (22.28%)
Operating profit (Loss) (Normalized) (16.95) (57.18) 70.36%
Finance cost 10.77 18.39 (41.44%)
Gain (Loss) on exchange rate 41.93 45.61 (8.07%)
Other items 44.40 7.75 472.90%
Tax income (expenses) (10.50) (17.78) (40.94%)
Non-controlling interests of the subsidiaries (loss) (2.76) (9.77) (71.75%)
Profit (Loss) on equity holders of the Company 50.87 (30.22) 268.33%



Statement of financial position of Pranda Group

Unit : million Baht

Total Assets Total Liabilities and Shareholders' Equity

A 4,055.30
m Cash and cash equivalents
283.22 B Trade and other receivables

B Inventories

4,040.93

CLUVE m Other Current Asset

1,632.01

B Investment properties
M Property, plant and equipment

B Other Non-Current Asset

31-Dec-20 31-Mar-21

@& ) PrRANDA

4,040.93

2,124.18

31-Dec-20

A

4,055.30

2,194.81

31-Mar-21

B Trade and other payables

M Current portion of long-term loans
B Other Current Liabilities

m Other non-current liabilities

B Total shareholders' equity
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Cash Flow

Unit: Million Baht

2021 2020
Cash Flow from Operating Activities 86.05 (52.07)
Cash Flow from Investing Activities (7.52) (9.29)
Cash Flow from Financing Activities (81.23) 25.80
Exchange difference on Translation Adjustment (36.05) (48.09)

Net Cash Flow (38.75) (83.65)
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Production Base

Key Strategic Partner
for affordable fine jewelry brands

« Solid customer portfolio - leading brands and designers
in affordable fine jewelry.

« Demand for affordable fine jewelry segments remain
strong, fueled by economic uncertainty




Production Base o)

‘ We are mass craftsmanship jewelry.

Our product Price Point is affordable
fine jewelry.

Avg. FOB Price 30 USD
Avg. Retail Price 200 USD

Europe Market

Avg. FOB Price 100 USD
Avg. Retail Price 300 USD

Avg. FOB Price 400 USD
USA Market < 3 Avg. Retail Price 1,000 USD

Asia Market

Price Points
_ in USD

1,500 >

300 >

5,000 >

Luxury brands pyramid

Bespoke

Ultra High End

Leviev Graff ¥
50,000 >
Harry Winston

@‘

Numbe

points of sale

Patek Philippe SICLUCIa Superpremium

Bottega Veneta Van Cleef & Arpels

Panerai

Premium core

Accessible core

Affordable luxury

r of

. Everyday
ko luxury

2

Source: "The Bling Dynasty” book [https://www.businessinsider.com/pyramid-of-luxury-brands-2015-3]
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. PRANDA
Production Base con)

Key Strategic Partner for affordable fine jewelry brands (cont.)

« Affordable Fine Jewelry Customer group contributes significant amount and fast growing.

Sale Forecast - Production Million Baht

2,000
1,913

485 1,507

W Strategic Partner
B Total Rest

FY2019 FY2020 Forecast FY2021
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Production Base con)

Sale Forecast - Production
Million Baht

1,913 2,000

1H Meet Target

FY2019 FY2020 Forecast Target 1H

FY2021 FY2021
Actual

Forecast 1st Half FY2021
@ Forecast 2nd Half FY2021
Target 1st Half FY2021



: ] PRANDA
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Production Base con)

L Developing affordable fine jewelry requires

close collaboration between Brands and Pranda,

A\vivi Pranda Process forming long-term partnership bonds.

Mass Production

We extensively study on
various trends in
jewelry industry and
consumer behavior to
best acquiring the right
marketing information
for best decisions to
serve our clients.

Mastering Prototypes

We extensively study on various
trends in jewelry industry and
consumer behavior to best
acquiring the right marketing
information for best decisions to
serve our clients.

Customer Requirement

We extensively study on
various trends in jewelry
industry and consumer
behavior to best acquiring
the right marketing
information for best
decisions to serve our
clients.

Marketing and
Distribution

We extensively study on
various trends in
jewelry industry and

Market Intelligence

We extensively study on
various trends in
jewelry industry and
consumer behavior to
best acquiring the right
marketing information
for best decisions to
serve our clients.

Product Development

We extensively study on
various trends in jewelry
industry and consumer
behavior to best acquiring
the right marketing
information for best
decisions to serve our
clients

Sourcing Materials

We extensively study on
various trends in
jewelry industry and
consumer behavior to
best acquiring the right
marketing information
for best decisions to
serve our clients.

consumer behavior to
best acquiring the right
marketing information
for best decisions to
serve our clients.
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Retail Base  “ouwrvision:

To be vital part of our customer PRECIOUS MOMENTS by being the most
trusted fine jewelry destination

Resume ONE PRIMA strateqgy
through every touch points - rebranding
launch since August 2019

Best-in-class design & craftsmanship

« Expand 24k gold/Diamond collection under
One PRIMA strategy

« Specially created product for price-driven
segment

Double revenue in 3 Years plan

 Original goal was FY2022 -> postponed

to FY2023 due to COVID-19 impact . :
Best-in-class customer service

 SPCs and PCs as brand ambassador
instead of salesperson

* New service policy to engage with

Best-in-class retail experience
customers and prospects

* New PRIMA store concept S * CRM program revamp

* Smart Device implementation



Retall Base con)
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Key Strategic Plan-PRIMA

VVIP Program
« Enhance VVIP benefit to impress VVIP customers.

I.e. Co-creation exclusive pre-order, referral program,
etc.

Synergy with Key Partner
» Acquire new high spending customer base

Focus on CRM to activate more sales opportunity

Omni Channel Platform Development
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CENTRAL ) SHOP

QAL e
ﬁ &= JD CENTRAL CRM
Program - -
revamp VVIP benefit, Co-creation, Pre-order, Referral program

~__—

Social
Synergy
Commerc . ¢ & g
2 with Key F % 4
Partners Y Y
Ecommerc CRC Usmavwitmingner arintodnity ae

<"

Omni
Channel

ONLINE.COM
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New PRIMA
Store
concept

~_

Click &
Collect

Service
standard

Personal
Shopper

SPC & PC as
PRIMA Personal Shopper

...............
W22y J 1K AAIN A
% J
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Retall Base con)

PRIMA

PAIMA QOLD ¢ PRIMA DIAMOND ¢ PRIMA ART

Sale Growth - Retail

873

826

FY2019

FY2020

Actual

Forecast 1t Half FY2021
Forecast 2" Half FY2021
Target 1st Half FY2021

1,100

Million Baht

1H Behind
Target 40%

Actual 1H Forecast Target 1H

FY2020

FY2021

FY2021



Retall Base con)

855

1H Behind
Target 40%

Thailand Vietnam

Sale forecast by Country -

F) R | M A Million Baht

[ Forecast 15t Half FY2021
Forecast 2" Half FY2021
B Target 1t Half FY2021

1H Behind
Target 50% 1H Meet

Target

Indonesia

THE ?/M '
OF NATURAL

SmssrreSonistunowihulaens 90.0%

AT

Vol \ PRIMA

ok u Y Recommended
,;)‘ ‘ /.
' / \ -

~ . i:':.' . ~ y
5 \\ sl @
:.:. ‘ 18K GOLD / € Color Diamond (U1 99)

o <
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Thailand Retail Sales Rebound Post-COVID first wave

120

100

80

60

40

20

gaau191ull 2020 SN 1ATURNANIZNUANAITUNITZUIAVDY COVID-19 sauusnlutaon §.a. — w.a. lunen

Monthly Sales

2019 w2020

-23%

ANFTINFRAU AT UA2E19 IS AANRINNNANFIINFRANAUNUTALAUIAIT Prima 1318015 aNRNFDIRNITO

gaaurgnauNIaulaaini 2019 laasuetfan n.a. - a.9.
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\ )} PRANDA

Retall Base con)

Key Strategic Plan-GEMODO
UK & EU

* Focus on own webstore.

« Expand to new market place in Europe.

Thailand » zalando

« Omni Channel Retailing

@ Marketplace
Potentially, find local partner to distribute

amazon Global E-Commerce . the brand.
N

USA

Social Commerce

Improve product offer.
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Retall Base con)

Sale Forecast-GEMONDDO

FY2019 FY2020

Actual

Forecast 1st Half FY2021
Forecast 2" Half FY2021
Target 15t Half FY2021

Forecast
FY2021

Million Baht

1H Meet
Target

Target 1H
FY2021

25% OFF

ALL JEWELLERY

Discount aufomalically opplied of heckout | Offer axpires 15/6/21

& e
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Distribution Base

PRIMA ART

Key Strategic Plan for business in India

Objective Focus

Key Actions

To reduce import problem and gain more profit |- |
margin.

Embodiment of Wisdom and Bliss

To archive long term target.

99.90%: pure, 24k Gold
Unique, authentic designs

Exquisite craftsmanship

Setting up local India production operation.

Improve distribution coverage and expand to
untapped region

—

Appoint regional distributor in each main region —
(CentraL Eastern, Northern and Southern) www.primaart.in |[] 75067 26606 | #EternalDevotion | Follow us on § (G) W
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Distribution Base con)

Sale Forecast - Distribution
Million Baht

199

129
100

1H Behind
Target 20%

FY2019 FY2020 Forecast Target 1H
FY2021 FY2021

B Actual

Forecast 1st Half FY2021
Forecast 2" Half FY2021
DEn ks inin 2 BB Target 15t Half FY2021
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Continue to
Restructure Non-performing business = REDUCE SG&A

4
| Discontinued o
1 1 - [ J
; i Downsize L _
I Feb2018 : i Discontinued
I I July 2018 i
I Pranda & Kroll ! | June 2019 ¢
1 GmbH & Co., KG ! Pranda North I I
i I America, Inc. I Pranda UK Ltd. ! Discontinued
; : | - Wholesale operation i
: ] | May 2021
S I I
July 2019 _
i E Pranda North America, Inc.
é H.GRINGOIRE s.a.r.l. H
1
1
$

%

—O O

2018 2018 2019

° 4

N
o
N
=
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Hm SG&A - Distribution
Conso

890

(80) MB
or (36%)

FY2018
221
890

Saving SG&A permanently

830

669

(78) MB
or (55%)

FY2019 FY2020
141 63
830 669

2
LY b

P
/e
NS

Q121 vs Q120 ¥ 31%
Q121 vs Q119 ¥ 56%

FY2021 Forecast
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Sales Forecast 2021

Consolidation

1,090
785
599
569
506
—2019 351
— 2020
----- Forecast Jun2021 Q1 Q2 Q3 Q4
= Budget 2021 +16% +66% +40% +35%
Sale Budget - Retall
290
258 _
215 190 247
200
108
B oo A Q1 Q2 Q3 Q4
ﬁ%%Q}TJfQﬂw*E“* +28% +84% +7% +38%

Sale Budget - Production

984
690
Q1 Q2 Q3 Q4
+15% +84% +37% +18%
Sale Budget - Distribution
69
73 L 57 70
39
43 31 } 23 -
26
Q1 Q2 Q3 Q4
-35% -35% -2% -23%
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Disclaimer

“In the presentation, even though the slideshow presents for the Pranda, the
presentation still adds a disclaimer stating that the views in a presentation are
our own. Also, the content of this presentation is proprietary and confidential
iInformation of Pranda Jewelry PCL. It is not intended to be distributed to any third
party without any written consent from Pranda Jewelry PCL.”
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