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About Pranda Group

o Foundedin 1973

o Headquarter
located in Bangkok, Thailand

iy A O S
48"™Anniversary
Pranda Jewelry Public Company Limited

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.

PRANDA **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”

0 Operate factories located in Thailand, Vietham
and Indonesia.

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

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

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

@) ) PrANDA
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Retail Base

0 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
quality and unique products, including Prima
Gold, Prima Diamond, Prima Art, Julia and
Merii.

0 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

0 Completed discontinue operation subsidiaries in
France and distribution section in UK.

0 In process discontinue operation subsidiaries in
United States.

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
2"d Quarter FY2021 vs FY2020

W Production

A 255 MB, 89% 4% Distribution
Q2 2021 W Retail
# RM Q2'20 Q2'21
A 246 MB, 156%
A 15MB, 15%
VY ¢ MB, 20%
30 24
Q2'20 Q2'21 Q2'20 Q2'21 Q2'20 Q2'21
Production Unit Retail Unit Distribution Unit

'@ PRANDA % RM @ RM



Sale Performance 6 months

First-Half Quarter FY2021 vs FY2020

@) PRANDA

A 286 MB, 37%

# RM TH'20

A 309 MB, 78%

1H'20 1H'21

Production Unit
@ RM

TH'21

Stable

1H'20 TH'21

Retail Unit
& RM

28%

5%

W Production

Distribution

1H 2021 M Retail

67%

V 23 MB, 32%

71 48

1H'20 TH'21

Distribution Unit
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Gross Profit Margin

31%

26% 26%

278.18

20%

254.01

148.76
. 102.56

141.72
47.36

. 80.1
—%

Q119 Q2'19 Q3'19 Q4’19 Q1°20 02'20 Q3'20

GP 6 months - FY2021 vs FY2020

13% 1% 43% 43%

—

141 140

113

1H 2020 1H 2021 1H 2020 1H 2021

Production Unit** Retail Unit**

PRANDA **Before elimination of intercompany transactions

27%

15%

s Amt.(MB)

Q2'21
23%
12 11

1H 2020 1H 2021
Distribution Unit**

11



S G &A m SG&A [MB.]

280

Q119 Q219 Q319 Q419 Q120 Q220 Q3’20 Q420 Q121 Q2'21

SG&A 6 months - FY2021 vs FY2020

A 1MB,0.6%
14 MB, 9%
v ’ 158 159
146 V¥V 9MB, 23%
132
1H2020  1H 2021 TH 2020  1H 2021 1H 2020  1H 2021
Production Unit** Retail Unit** Distribution Unit**
PRANDA **Before elimination of intercompany transactions
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Operating Profit Before Interest Tax Depreciation and Amortization

90 85

Q3'19 Q4’19

(32)

(81)

**Excluded Gain(Loss) on exchange rate.

(32)

I Q3'20 Q4'20 Q1 .

(53)

30

mAmt. [MB.]

31
5

21
(36)
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Financial Performance Q2 2021

Unit: Million THB

2021 2020 Change (%] 2021 2020 Change (%]
Sale revenue 542.56 486.32 11.56% 1,048.43 1,085.65 (3.43%)
Cost of sales 4Lb62.46 438.96 5.35% 830.69 896.57 (7.35%)
Gross profit 80.10 47.36 69.13% 217.74 189.08 15.16%
Gross profit margin 14.76% 9. 74% 5.02% 20.77% 17.42% 3.35%
Selling and administrative expenses 139.964 124.89 12.07% 294.54 314.59 (6.37%)
Operating profit (Loss) (59.86) (77.53) (22.79%) (76.80)  (125.51) (38.81%)
Finance cost 8.70 12.73 (31.66%) 19.48 31.12 (37.40%)
Gain (Loss) on exchange rate 27 84 (53.83) 151.72% 69.77 (8.22) (948.78%)
Other items (10.71) 1.86 (675.81%) 33.69 0.41 8,117.07%
Tax income (expenses) (8.56) 16.15 (153.00%) (19.06) (1.64) 1,062.20%
Non-controlling interests of the subsidiaries (3.14) (2.32) 35.34% (5.90) (12.09] (51.20%)
Profit (Loss) on equity holders of the Company (56.85) (123.76) 54.06% (5.98) (153.99] 96.12%



Statement of financial position of Pranda Group

Total Assets

4,055.30
4,040.93 -

1532.01 1,800.05

31-Dec-20 30-Jun-21

PRANDA

GROUP

Unit : million Baht

Total Liabilities and Shareholders’ Equity

m Cash and cash equivalents

M Trade and other receivables

M Inventories

B Other Current Asset

W Investment properties

H Property, plant and equipment

B Other Non-Current Asset

4,040.93

2,124.18

31-Dec-20

A

4,055.30

1,041.32

85.66
932.94

449.03

2,050.60

30-Jun-21

M Trade and other payables

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

B Other non-current liabilities

M Total shareholders’ equity
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Cash Flow

Unit: Million Baht

T e e

Cash Flow from Operating Activities
Cash Flow from Investing Activities
Cash Flow from Financing Activities
Exchange difference on Translation Adjustment

Net Cash Flow

2021
124.71
(16.14)
(62.04)
(77.74)

(31.21)

2020
105.39
(9.99)
10.70
12.85

118.95
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Production Base

Key Strategic Partner
for affordable fine jewelry brands

A Solid customer portfolio - leading brands and designers
In affordable fine jewelry.

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




Production Base con.

Luxury brands pyramid

L .
We are mass craftsmanship jewelry. 4 e @

Price Points
in USD

Ultra High End Number of
points of sale

Our product Price Point is affordable
fine jewelry. 50000 > A

Harry Winston

Graff

Patek Philippe CICGUE Superpremium

Avg. FOB Price 30 USD Bottega Veneta Van Cleef & Arpels

Avg. Retail Price 200 USD

Panerai
5,000 >

Europe Market

Premium core

Avg. FOB Price 100 USD
Avg. Retail Price 300 USD 1,500 >

Avg. FOB Price 400 USD
USA Market = > Avg. Retail Price 1,000 USD

Accessible core

300 >

Asia Market Affordable luxury

100 >

Everyday
 luxury

A t —

Source: "The Bling Dynasty” book [https://www.businessinsider.com/pyramid-of-luxury-brands-2015-3] 19
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Production Base con.

AVAVA

\)/ Pranda Process

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.

PRANDA

L Developing affordable fine jewelry requires

close collaboration between Brands and Pranda,

forming long-term partnership bonds.

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.

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.

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.

Marketing and
Distribution

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.
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Production Base con

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

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

Sale Forecast - Production

1,913

1,507

2,000

FY2019 FY2020

Forecast FY2021

Million Baht

W Strategic Partner
M Total Rest
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PRANDA

18.9
16.2
10.5
77 8.2
| | I72 I I

Jul-20  Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21 Feb-21 Mar-21 Apr-21 May-21 Jun-21  Jul-21  Aug-21 Sep-21

Production Base (cont

Monthly - Order on Hand

@ Million USD

12.7 12.5

10.9
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Production Base con.

| N
. Million Baht " ‘
Sale Forecast - Production « B
FY2021 expected Ks %
Meet Target |
: "; T |,. - s ¢ : : ' ~
1,913 2,000 B | | MIE:
]_ .
3 n‘ : . s

FY2019 FY2020 Actual Forecast Target
THFY2020 FY2021 FY2021

. Actual

Forecast 2" Half FY2021
=1 Target FY2021
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Retail Base  ‘ ourvision:

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

Strategic Direction for Long-term

Best-in-class design & craftsmanship

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

Resume ONE PRIMA strategy

A Specially created product for price-driven

through every touch points - rebranding segment
launch since August 2019
. i;
Double revenue in 3 Years plan ) _ _
Best-in-class customer service
A Original goal was FY2022 -> postponed | <‘ 4
to FY2023 due to COVID-19 impact e A iif:azngfzgfezzfrrjonnd ambassador

A New service policy to engage with

Best-in-class retail experience
customers and prospects

A CRM program revamp

A New PRIMA store concept

A Smart Device implementation
24



PRANDA

GROUP

Retail Base ccont)

Effects in uncertainties period from COVID

Shop in department store are closed from government measurement

mmm— Thajland Viethnam
= 12 Jul - 31 Aug x 1 June - 30 Sep (information as of 8 Sept)
PRIMA Thailand - Closed POS PRIMA Vietham - Closed POS
V¥V Impact V¥V Impact
sale 70% sale 70%

25



Retail Base con s - RS
IUsiGa 9.9

sz IMA 30 30% i auaa 3 0/
| 1999

Online channel help contribute more sales

| 0 g’ L‘
memmm FY2020 5% of total sale
FY2021 20% of total sale during Lock down

WUl FY2020 42% of total sale S e : P
FY2021 70% of total sale during Lock down g0

wiuanugubinsagihu uanntadduaaaiantugen; muniunu
PRIMA d#aanw £ Color Diamond (1199) Tusenaavitaz fitavne Facebook
Live! imrtiu (Busiutie 12,000 .- (3andnéd 25,000.-)

AFTER Special Offer
PARTY nndReda Sun aulsduaanadad vua 20 ml
LI KAL L Furli sasiraandiavdaiuii uaal 890 v idadadans 30,000
. Luzudu SUPER SALE FI“AL CALL um *Budafidruausrde... See More

v

) ONL'NE 12-14n.9.64_

LIHE

) SHOP ‘. ﬂ D:30% B 080 R A
wwnw. robinson, coth

*Woulvdulumuniusandmun

choda




Retail Base ccont)

Key StrategicPlan-PRIMA

A wip Program - private offers
0 Higher rate of repeat purchase from high spending
customers

A Synergy with Key Partner
0 Acquire new potential customer base

A Focus on Customer Database
o ldentify opportunity to gain purchases from inactive
customer

A Social Commerce as service and sales enabler
o Providing fast response customer service
0 Sales conversion from social media inquiry

27




Thailand Retail Sales Rebound Post-COVID first wave

120

100

80

60

40

20

+28%

Jan

Feb

-18%

Mar Apr May

Monthly Sales

-17%

Jun

2019

+17%

Jul

+8%

Aug

+14%

Sep

m 2020

il

JU< @O KWl i <L KY BOOMHEKWXER BKIFZF-h BB f UBDA PIK]ME
SLZORKKFR\ A-LZCij<?2r Z* ZPKineKZPF URIZZ T iKEK FI
JU<+7ZJ* HOMIB< ZeMHBfg=I1&Z< CUA *
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Click &
Collect

New PRIMA
Store
concept

~_

S

Personal
Shopper

Service
standard

SPC & PC as
PRIMA Personal Shopper

29



Retail Base (cont

'@ PRANDA

i THE Bfootuc
h OF NATURAL
i LA aﬁamammzmssmml
%7 » BulouludunonuacdurnqoonioiiuAuu
FY2021 Sale forecast by Country-PRIMA Million Baht : //‘*f Sh | Sreomanosmersno

Thailand - expected
Behind Target 30%

621

Thailand

Vietham - expected
Behind Target 40%

J Actual 15t Half FY2021
B Forecast 2" Half FY2021
B Target FY2021

Indonesia - expected
Meet Target

13

Vietnam

Indonesia

30



PRANDA

GROUP

Retail Base (cont

Key Strategic Plan-GEMODO
UK & EU

A Focus on own webstore.

A Expand to new market place in Europe.

Thailand » zalando

A Omni Channel Retailing

@ Marketplace
A Potentially, find local partner to distribute

amazon Global E-Commerce the brand.
N

USA

Social Commerce

A Improve product offer.

31



Retail Base con

f E e

Sale Forecast-GEMONDO Million Baht

FY2021 expected
Behind Target 16%

Feemme————————

25% OFF

ALL JEWELLERY

Discount GuSmc-?IC-.’!lly applied ot ¢heckout | Offer expires 15/6/21

FY2019 FY2020 Actual TH Forecast Target
FY2020 FY2021 FY2021

B Actual

Forecast 2" Half FY2021
Target FY2021 e e e g o
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@ ) PrRANDA

Retail Base cont)

Million Baht

Sale Growth - Retail FY2021 expected

Behind Target 30%

[}
[}
[}
[}
[}
[}
[}
[}
[}
[}
[}
[}
L

873

826

FY2019 FY2020 Actual TH Forecast  Target
FY2020 FY2021 FY2021

. Actual

Forecast 2" Half FY2021
Target FY2021
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PRANDA

GROUP

Distribution Base

)/

'\

. . . . PRIMA ART
Key Strategic Plan for business in India The Artof Gold

Objective Focus

A To reduce import problem and gain more profit

margin. Embodiment of Wisdom and Bliss

A To archive long term target.

99.90% pure, 24k Gold

Unique, authentic designs

Key Actions

Exquisite craftsmanship

A Setting up local India production operation.

A Improve distribution coverage and expand to
untapped region

A Appoint regional distributor in each main region =
[Central, Eastern, Northern and Southern) www.primaart.in |[J 75067 26606 | #EternalDevotion | Follow us on f (G) W

g

34



@) ) PrrANDA
:\, 1/ GROUP

Distribution Base con.

Sale Forecast - Distribution

PRIMA ART : Million Baht
199 R |
. FY2021 expected |
i Meet Target ;
129
£ SR - -
FY2019 FY2020 Actual TH Forecast Target
FY2020 FY2021 FY2021
B Actual

Forecast 2 Half FY2021
Target FY2021
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PRANDA
Continue to

Restructure Non-performing business - REDUCE SG&A

Discontinued
Downsize

Feb 2018 Discontinued Di ] q
July 2018 Iscontinue

Pranda & Kroll

July 2019
GmbH & Co., KG

H.GRINGOIRE s.a.r.L.

April 2021

Pranda UK Ltd.
- Wholesale operation

Pranda North
America, Inc.

L L T PR )

L et

L e C E LR

May 2021

Pranda North America, Inc.

L

-0 *‘
o “‘

2018

N
o
—_
O
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B SG&A - Distribution
Conso

890

(80) MB
or (36%)

FY2018
221
890

830

(78) MB
or (55%)

FY2019
141
830

Saving SG&A permanently

669

FY2020
63
669

@ ) PRANDA

GROI

Saving SG&A in DU

TH21 vs TH20 v 26%
1TH21 vs TH19 ¥ 69%

FY2021_Forecast
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Sales Forecast 2021

Consolidation 1,090

785
599
569
506
— 2019
— 2020
..... Forecast Sep 2021 Q1 Q2 Q3 Q4
= Budget 2021 “16% +54% +27% +29%

Sale Budget - Retail

258
215
200
Q1 Q2 Q3 Q4
B~ -7% +18% -48% +29%

Sale Budget - Production

984
755
690
419 465
406 < 05 500
401
231
o} Q2 Q3 Q4
-1% +101% +35% +16%
Sale Budget - Distribution
73 69 70
57
43 31 - ¥
26 23 23
Q1 Q2 Q3 Q4
-39% -25% +58% -20%
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J.Mumu.l._



