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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.



HomePro is the leading home improvement retailer in Thailand.

Our product range covers 60,000 items.

We operate 75 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).




— i | —
. f (1
& |
X :
b !
} A :
18 %
: It « A i
[l i i A !
d vt N ;
| ;. x & :
I £
BV L &
'3 )“‘( o
R —-s ¥ a
5 =i RN S )
: E Y ! 1
i | W N A
. \

Agenda = 1H'15 Financial Results

= Business Outlook




= Corporate Group Structure

N

HomePro

Home Product Center Plc. : Operating HomePro in Thailand

HUA HIN P ( /\
‘Market Village HOomePro MEGR Service
Wortu mstiindatay 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 M Holds 99.99% of total M Holds 99.99% of total
shares shares shares shares

M Objective to manage ™ Objective to operate B Objective to operate ' Objective to operate
rental space and a retail business in retail business under the warehousing and
provide utilities Malaysia. trade name “Mega distribution.
services to tenants. Home".



== Footprint in Thailand

as at June 30, 2015

Greater Bangkok : 21 stores
Upcountry . 53 stores

Greater Bangkok : 1 store
Upcountry . 4 stores

Malaysia




= P & L Summary

Unit : MB
SALES 25,535.0 100.0 23,102.1 100.0 2,432.9 10.5
Rental & Service 688.9 2.7 583.2 2.5 105.7 18.1
Other Income 991.4 3.9 929.1 4.0 62.3 6.7
Total Revenue 27,215.3 106.5 24,614.4 106.6 2,600.9 10.6
COGS 18,973.6 74.3 17,041.6 73.8 1,932.1 11.3
Selling Exp 5,236.8 20.5 4,711.6 20.4 525.2 11.1
Admin Exp 772.1 3.0 745.6 3.2 26.6 3.6
Total Expenses 24,982.6 97.8 22,498.8 97.4 2,483.8 11.0
Earning before
FIN Exp. & TAX 2,232.7 8.7 2,115.6 9.2 117.1 5.5
Financial Exp. 276.3 1.1 206.9 0.9 69.4 33.5
402.6 390.2 12.4
m
Depreciation 1,306.0 5.1 1,065.1 4.6 240.9 22.6

EBITDA 3,538.7 13.9 3,180.7 13.8 358.0 11.3




=1 Sustainable Sales Growth

Unit: MB

34,542

2011 2012 2013 2014 1H'15




== Rising Other Income

Unit: MB

e s gy

71.0% 6.8% 6.8%
. A 6.5% 6.6% 6.4% 6.5%

2012 2013 2014 1H'15 1H'14 1H'15 2Q'14 2Q'15

BN Others ™ Rent & service =% %on Sales

Rental & Service Income increased by the space and rental income from HomePro and Market Village
Suvarnabhumi.

The increase in Other Income was driven by the advertising, marketing fee and "Home Care” Service fee.
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== SG&A Expenses

Unit : MB

225% 23.1% 23.2% 23.6% 23.5% 23.6%  23.2%
== = > O 0-\0
2012 2013 2014 1H'15 1H'14 1H'15 2Q'14 2Q'15

BN Sales Related ™ Admin Exp=— %on Sales

1H'15, SG&A represented 23.5% to sales comparing with 23.6% of the same period of the previous
year. The main increase was due to the increase in salaries, depreciation, utilities cost and operating

expenses of Mega Home and HomePro Malaysia. 10




e GP & EBIT

Unit: 7%
10.7 10.5 10.3 9.6 9.2 8.7 9.2 8.9
2011 2012 2013 2014 1H'14 1H'15 2Q'14 2Q'15
—— %EBIT %GP

1H’15, GP has decreased from 26.2% in the previous year to 25.7% due to the blended margin of

HomePro business and Mega Home business which has a lower gross margin structure.




= NPAT & EPS

2100 TI%  77% g

~16.6%

6.1% 0.29 0.28 0.25 0.27
23%

1,519 1,554

2011 2012 2013 2014 1H'15 2011 2012 2013 2014 1H'15

o
NPAT == 0/o0n Sales NPAT EPS

1H'15 NPAT growth by 2.3% but NPAT % to EPS in 2014 taking full dilution impact of stock
sales decreased from 6.6% to 6.1%. dividend at the ratio of 8:1 paid in November

2014 (interim). EPS in 1H'15 taking impact at

ratio of 15:1 paid in May 2015 (Final). 12
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HomePro

Balance Sheet at a Glance

Unit : MB
VAR %
Cash & Deposit 3,082.4 2,434.8 647.6 26.6
Inventory 7,798.8 8,030.8 (232.0) (2.9)
Land Building & Equipment 32,559.8 31,330.0 1,229.7 3.9
Others 2,148.9 2,517.2 (368.2) (14.6)
Total Assets 45,589.9 44,312.8 1,277.1 2.9
Financial Debt 14,526.9 13,876.2 650.8 4.7
Account Payable 12,142.2 12,075.4 66.9 0.6
Others 2,623.0 2,659.6 (36.6) (1.4)
Total Liabilities 29,292.2 28,611.2 681.0 2.4
Paid-Up Capital 13,151.2 12,329.3 821.9 6.7
Share Premium 646.3 646.3 - -
Retain Earnings 2,500.2 2,726.0 (225.8) (8.3)
Total Equities 16,297.7 15,701.6 596.1 3.8
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=1 Confidence index fell further in June
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= (CCI Inflation Rate

The Consumer Confidence Index (CCl) fell to 74.4 points from 75.6 points in the previous month,
caused by economic problems and water shortages.

People remained worried about the pace of the economic recovery and low agricultural prices.
Moreover, overall domestic purchasing has yet to recover.

Declining in consumer confidence over six months was a dangerous sign for the Thai economy and
the government should speed up the disbursement of its budgets and implement job creation
projects to increase purchasing power.

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




== Continuous margin expansion through Private Label

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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2015 Store Expansion Plan

2N [
HomePro MEGH

B 2015 No. of New stores 5 3

Malaysia

Sukhothai 27 Feb

Kabinburi - 1 May
Samutsongkram 15 May

Sukhothai

Phetchaburi

Phatthalung 10 Jul
Q | Minburi - 6 Aug
Amata 28 Aug
Amata
Aranyaprathet 4

m Our stores in 2015

Greater Bangkok
= Phatthalung Upcountry

Samutsongkram  Minburi

Phetchaburi

R N




== 3Q’'15 Marketing Highlight

<4 HomePro Bangkok Sale

21 days 21 branches
16 July - 5 August

V¥ HomePro Fair (@KhonKaen)
28 August - 6 September
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23 September
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