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Disclaimer
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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 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.

HomePro’s products cover 40,000 items

HomePro operates 88 stores nationwide

HomePro provides complete service as One Stop Shopping

About HomePro

Listed in the Stock Exchange of Thailand (SET - HMPRO, Bloomberg – HMPRO:TB) 3
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Holds 99.99% of total 

shares

Objective to manage 

rental space and 

provide utilities 

services to tenants.

Holds 100% of total 

shares

Objective to operate   

a retail business in 

Malaysia.

Holds 99.99% of total 

shares

Objective to operate 

retail business under 

trade name “Mega 

Home”.

Holds 99.99% of total 

shares

Objective to operate 

the warehousing and 

distribution.

Corporate Group Structure

Home Product Center Plc. : Operating HomePro in Thailand

Market Village 

Co., Ltd.

DC Service Center 

Co., Ltd.
Mega Home Center 

Co., Ltd.

Home Product Center 

(Malaysia) Sdn. Bhd.
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Store Footprint

Greater Bangkok :  26 stores

Upcountry :  56 stores

Greater Bangkok :  4 stores

Upcountry :  1 store

Greater Bangkok :  2 stores

Upcountry :  10 stores

Malaysia :  6 stores

Data as of September 30, 2018
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Unit : MB

Sales 45,720.2 100.0% 44,170.6 100.0% 1,590.6 3.5%

Other Income 3,138.8 6.9% 3030.7 6.9% 108.1 3.6%

Total Revenue 48,859.0 106.9% 47,201.3 106.9% 1,657.7 3.5%

COGS 33,317.6 72.9% 32,646.9 73.9% 670.7 2.1%

SG&A 10,411.5 22.8% 10,068.6 22.8% 342.9 3.4%

Total Expenses 43,729.1 95.6% 42,715.5 96.7% 1,013.7 2.4%

EBIT 5,129.9 11.2% 4,485.8 10.2% 644.1 14.4%

Finance Cost 291.7 0.6% 349.5 0.8% (57.8) (16.5%)

Tax 911.3 2.0% 775.9 1.8% 135.5 17.5%

Depreciation 2,280.3 5.0% 2,302.1 5.2% (21.7) (0.9%)

EBITDA 7,410.2 16.2% 6,787.9 15.4% 622.3 9.2%

9M’18
% of 
sales

9M’17
% of 
sales

Var
% 

change

Net Profit 3,926.9 8.6% 3,360.4 7.6% 566.4 16.9%

P & L Summary

Data as of September 30, 2018
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Unit : million baht

40,007 
47,965 

52,513 
56,928 59,888 

44,171 45,720 

15,098 15,401 

2013 2014 2015 2016 2017 9M'17 9M'18 Q3'17 Q3'18

Sustainable Sales Growth

Sales income was up by 4.2%, which was driven by same store sales growth of HomePro and 
HomePro in Malaysia as well as sales from new stores of HomePro, Mega Home, and HomePro in 
Malaysia.
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• Sales income was driven by same store sales growth of HomePro and HomePro in Malaysia as 

well as sales from new stores of HomePro, Mega Home, and HomePro in Malaysia which 
opened since second half of year 2017.
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Unit : million baht

Others % to SalesRent & Service

• Other income rose due to higher support fee from promotional activities with suppliers and 
service income under “Home Service” program.

• Rental and service income increased from higher rental income from Market Village.

Other Income 
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% to sales

2.6%

3.8%

7.0% 7.1%

Unit : million baht

6.9% 6.9%
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Sales Related % to SalesAdmin Expense

The amount increases were mainly driven by rise in personnel expenses, cost of services to 
customers, cost of transportation, rental expenses and maintenance expenses. Additionally, SG&A 
as a percentage of sales has marginally increased from 22.84% in previous year to 23.07%. 

SG&A Expenses

10

% to sales

Unit : million baht
Unit : million baht

4.8%

3.2%

1,332 1,395 472 487 

8,737 9,016 

2,976 3,066 

9M'17 9M'18 Q3'17 Q3'18

3.0%

3.2%

22.8% 23.1%

22.8% 22.8%



GP

EBIT

EBITDA

% GP % EBIT% EBITDA

10.3 9.6 9.4 9.8 
10.7 10.2 

11.2 10.4 
11.6 

14.5 14.3 14.6 14.9 
15.9 15.4 

16.2 15.5 
16.5 

26.6 26.0 25.7 25.5 
26.5 26.1 

27.1 
26.3 

27.6 

2013 2014 2015 2016 2017 9M'17 9M'18 Q3'17 Q3'18

Unit : % of Sales

Gross profit margin as a percentage of sales has increased from 26.26% in previous year to 
27.55%, which resulted from change in product sales mix of both general merchandise and 
directly sourced private-label goods. Furthermore, there was a continuous improvement in 
product assortment planning from HomePro and Mega Home.

Profitability Ratio
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3,068 
3,313 

3,499 

4,125 

4,886 

3,360 

3,927 

1,183 
1,366 

7.7% 6.9% 6.7% 7.2% 8.2% 7.6% 8.6% 7.8% 8.9%

2013 2014 2015 2016 2017 9M'17 9M'18 Q3'17 Q3'18

Unit : million baht

NPAT & EPS

NPAT grew by 15.5% and NPAT as a percentage of sales increased from 7.84% in Q3’17 to 
8.87% in Q3’18. Earnings per share (EPS) were Baht 0.10 in 3Q’18, up 15.5% YoY. 12

% to sales

FY 2013 2014 2015 2016 2017 9M’17 9M’18 3Q’17 3Q’18

EPS 0.25 0.25 0.27 0.31 0.37 0.26 0.30 0.09 0.10



30 Sep 2018 31 Dec 2017 Var
% 

change

Cash & Deposit 897.64 2,504.91 (1,607.27) (64.2%)

Inventory 9,699.43 10,342.99 (643.56) (6.2%)

Land Building & Equipment 35,283.44 35,351.06 (67.62) (0.2%)

Others 2,629.41 2,750.38 (120.97) (4.4%)

Total Assets 48,509.91 50,949.35 (2,439.44) (4.8%)

Financial Debt 13,349.12 15,062.79 (1,713.67) (11.4%)

Account Payable 14,030.42 14,084.93 (54.51) (0.4%)

Others 2,909.31 3,166.83 (257.52) (8.1%)

Total Liabilities 30,288.85 32,314.55 (2,025.70) (6.3%)

Paid-Up Capital 13,151.20 13,151.20 - 0.0%

Share Premium 646.32 646.32 - 0.0%

Retain Earnings 4,423.54 4,837.27 (413.73) (8.6%)

Total Equities 18,221.06 18,634.79 (413.73) (8.6%)

Unit : million baht

Balance Sheet at a glance

Data as of September 30, 2018 13



ROIC

ROA

ROE
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Unit : %

ROIC ROAROE

ROE – ROIC - ROA

14* Annualized 
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CCI CPI

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

Consumer Confidence sees first dip in 4 months
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CPI

Thailand Consumer Confidence Index (CCI) dropped for the first time in four months to 82.3 in 
September from 83.2 in August on higher oil prices and an escalating international trade row. 

Consumers were also concerned about the decreasing arrivals of Chinese tourists, low prices 
of farm products, especially natural rubber and rice, as well as slow and uneven economic 
recovery. Consequently, these negative factors led to weaker purchasing power.

CCI



Margin expansion through Private Label

Over  3,000 items

Over  36 Private Brands Quality and worthiness

Continuous development
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2018 Store Expansion Plan

2018 New stores

Total (stores) 82 8 12 6

Our stores in 2018

Malaysia

1Q
Paseo

Kanchanaphisek
- 30 Mar - -

2Q

BigC Bang-Na - 18 May - -

Kanlapaphruek 29 Jun - - -

4Q

Market Place 

Nanglinchee
- 5 Oct - -

- 2 - -

1 5
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2018 CAPEX 5,000–6,000 MB for new stores expansion of all business units, including an 
improvement of distribution center. 

2018 Further Funding Rapid Growth

Source of Fund 2018

83%

17%

CF from Operation

5,000 MB

Net Debt  2,600-3,000 MB
(exclude refinancing 3,500 MB)
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Financial D/E Ratio
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Marketing Highlights

Chiang Mai Fair 
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HomePro Expo#28 : 9 – 18 November 2018

HomePro Fair Khonkaen : 19 – 28 October 2018



Q & A Contact us
Tel +662-832-1416

Email : IR@homepro.co.th


