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* Introduction to Management



| Introduction to our key management

NUNTAWAN SUWANDEJ PIYAWAT RATCHAPOLSITTE SONGTHIP KOTARAVIBUL
Chief Executive Officer Chief Financial Officer Accounting and Finance Director

> 25 years experience > 12 years experience > 25 years experience
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* Financial Update as of Year End 2020



| Who we are now

Beauty
skin care

Kitchen
equipment

Beauty N A M U

skin care LIFE

@hme Home

equipment

s
yecure KURON Beauty

Dermatology equipment

SPARKLE

Hair
skin care Oral care equipment DO DAY DREAM | PAGE 5
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| Group structure

Do Day Dream

100% 100% 95% 70%

Dream
Dermatology

Namu Life Plus Do Infinite Dream

Skin Make Smiles

Domestic distributor International business

center

Dermatological skincare Skincare for millennials

100% 100% 40%

Jms Global

[ DDD Trading

[C: DDD Holding

Solution

Intermediary in trading
with foreign customers

Investment arm for
overseas businesses

, DDDPH

Skincare
Importer/Exporter

51%

Philippines distributors

| 100%

Kuron

Health and beauty
equipment distributor

| 100%

Professional service

Remark: DDD has acquired Kuron in March 2020
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| Financial highlights

Net revenue from sales
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Remark: DDD has acquired Kuron in March 2020




| Revenue from sales by region

THB million
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Due to COVID-19, sales contribution
from export decline YoY in 4Q20.

3 months

DO DAY DREAM | PAGE 12



| Revenue contribution

By product category

By distribution channel

2019
Gift Set

11%

Sunscreen and
Cosmetics
3%

Cleansing
17%

E-Commerce
0%

Traditional Trade and

Distribution Partner
29%

Consumers Goods
0%

Equipment
0%

Others
0%

Skin Care
69%

Others
1%

Modern Trade
48%

Gift Set
4%

Consumers
Goods
19%

Equipment
37%

E-Commerce
13%

Export
19%

Traditional Trade and
Distribution Partner
12%

Skin Care
28%

Cleansing
10%

Sunscreen and
Cosmetics
2%

Modern Trade
53%




| Revenue from sales by channel

800
ANNUALLY 200 QUARTERLY
700
600 Significantly Significantly
increase 150 increase
Consequence
_— from COVID-19 I5
i) = Consequence
% o S from COVID-19
m

= & 100
T =
|_

300

200 &

100

- Modern Trade Traditional Inbound Tourists E-Commerce
Modern Trade Traditional Inbound E-Commerce Trade
Trade Tourists
Q12019 mQ22019 mQ32019 mQ4 2019
m 2019 = 2020 m Q12020 mQ22020 mQ3 20202 Q4 2020

Remark: Gross revenue from sales before any discounts



| Sales bridge by brand

Unit: THB Million

v 1,130

SPARKLE

oecure

+91%

Significant incremental revenue
from new brands

2019 SHET LG Oxe'cure Lesasha Sparkle Others

Remark: Gross revenue from sales before any discounts




| Cost of goods sold

1,400
* COGS excl. inventory provision as
a percentage of sales increased
1,200 from 30% in 2019 to 41% in 2020.
* COGS excl. inventory provision as
1.000 a percentage of sales increased
10.70 pt vs LY driven by Kuron mix
5.4 pt, factory capacity variance
S 800 loss 3 pt, and SKU mix sachet 3 pt.
£ * Inventory provision affected 17% to
600 COSG from 41% to 58%.
|_
400
200
2014 2015 2016 2017 2018 2019 excl 2019 2020 excl 2020
provision provision
RM/PM  mmmFactory Fixed OH === Provision Inventory —0p of Sales




| Selling and administrative expenses

Selling expenses Administrative expenses

1,200 700
1,000 600
500
800
c C
S S 400
€ 600 I=
m m
T T 300
= =
400
200
200 100
0 0
2014 2015 2016 2017 2018 2019 2020 2020 2014 2015 2016 2017 2018 2019 2020 2020
DDD DDD

Administrative expenses of DDD group (excl. Kuron) increased from 2019

Selling expenses of DDD group (excl. Kuron) decreased by 132 million
mainly due to amortization trade mark and customer relationship

baht from marketing and promotional optimization.



| Net profit

*Percentage of total revenue

c
2
E
m
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| Financial position and key financial ratios

BALANCE SHEET Key Financial Ratio
6,000 Cash cycle (Days) 316 544 281
Days sales outstanding (Days) 93 110 101
5 000 Days inventories on hand (Days) 299 520 224
Days payable outstanding (days) 76 86 44
4.000 Return on assets (%) 4.15 (1.18) 4.92
c Return on equity (%) 3.79 (2.10) 3.80
9
z 3,000 Debt to equity ratio (Times) 0.05 0.04 0.09
m
= Net profit margin (%) 14.15 (6.68) 11.29
2,000
1,000
0]
2018 2019 2020
m Total Asset mTotal Liabilities m Shareholder's Equity
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« Business Highlights and Outlook



| Past development of Do Day Dream

GROWTH

. High demand from customer in China

o ©

[—]

‘ China expansion

Nationwide distribution

E| Online success

Launched sachet

- Listed in King Power
% Increase in production capacity

Increase in number of Tourists

L

Zero dollar tour
damage Thai
tourism industry

Expansion to Philippines market D), SNAILWHITE

’ ’
.
-
SNAIL IIETA [ oo ]
VHIT p Ty

sizable market expected to reach
THB 33 billion in 2021

Launched new brands
OxeCure
PettiiFace

Launched new brand
SOS

Acquired Kuron and Alexi

COVID-19

CNY depreciation
against THB over the past 3 years

Global economic downturn
Trade war between the U.S. and China
Hong Kong protester

Tourists ferry incident
in Phuket dampening Thailand tourism /
Closing down market

I\ 2]
the biggest wholesale skin care markets in Thailand m

Magic Skin scandal  ° 4
illegal cosmetics and supplement producer &

TIME

2017

2018

>
2019 2020
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| Group vision and mission

“A company operating a wide range of health, beauty, wellness and
lifestyle businesses portfolio, with comprehensive access to
networks of channels in Southeast Asia”

MISSION
« To capture 3% share of wallet of female consumers in Thailand by 2030.
 To obtain global presence and recognition



| New S curve for Do Day Dream

Current S-curve with 10-year time horizon
I I

i
O

&
2021

AYEAR OF

' TRANSFORMATION
006000

2010 2020 2021

*

GROWTH

» TIME



| 2021 business outlook A YEAR OF TRANSFORMATION

PRODUCT AND BRAND

DISTRIBUTION NETWORK &
CHANNEL EXPANSION

FIT FOR GROWTH

INVESTMENT AND
BUSINESS EXPANSION

1

2

3

A

Product and innovation
Brand re-introduction

Brand activation

Market coverage expansion
E-commerce commitment

Growth in emerging sales
channels

Portfolio management

End-to-end supply chain
logistic management

Group synergy, new company
structure and tighten costs to
Improve margins

I.  Business opportunity
exploration from strategic
investment to enlarge portfolio

II.  Growth in the Philippines
market by expanding new
products in portfolio

lll. Expansion in CLMV with
distributor partnership model
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| Product and brand — (1/10)

TRANSFORMATION Brand portfolio Skin care

1- PRODUCT AND
BRAND

SNAIL
WHITE NA'FMU

Concept Beauty is healthy Grow healthy skin Stories of skin
Focus Whitening, Anti-aging Whitening, Anti-aging Moisturizing, Anti-aging
Positioning Mass Premium mass Premium mass
Channel

Modern trade

Traditional trade

E-commerce

Export

S
&




| Product and brand — (2/10)

TRANSFORMATION Brand portfolio | Skin care

1 PRODUCT AND
BRAND Brand revive: the clarity of Brand positioning
Premium
la prairie N A M U * NAMU is from Korean L2,
meaning “tree”

,. ~] 7 LIFE Brand NAMU LIFE aims to
LANCOME SK-I “grow” healthy skin for Asian
g [ BIOTHERM L5 EE LAUDER consumers

e e Advanced formula with new

technology

Kanebo __
Neutrogena: NAMU LOREAL S N A I L g:?ééﬁé%ﬂ;iﬁan
HIFE - T O WH ITE Key benefits claim

[ MOL Y e production for

healthy glowing skin

Accessible brand/
products/ pricing

||g |
%\/‘ it New product with

innovation




| Product and brand — (3/10)

TRANSFORMATION Brand portfolio | Skin care
l PRODUCT AND
BRAND
NEW distribution plan
Reshape retailer relationships and invest only in relevant brand
building activities
MR Commitment to ecommerce and new sales
e Strong commitment to data driven consumer shifts via E-Commerce
while building stronger customer reach and social media shopper
marketing experiences
O 2021 Content, community, customization
FULL REVIVE Nurture a Community of consumers through unique experiences
and Content that attracts new fans and builds loyalty
ie Brick & mortar as brand activation
%g Upgrade brick & mortar store points or hyper localized boutique to
establish the strongest customer connections/ customer experience




| Product and brand — (4/10)
| Skin care

1 PRODUCT AND
BRAND New technology of 2 serums

In one nose output ‘o #v
Isvla ' ns:Gu

v' Combine best key benefits
v Convenient r fost BXK 2X

v Value for money w ) -

ns:910ld angAfnvAT anldousases dhns:
syuuUIagNS:Eu Gubu ns:6U guiSeu

Ml
@ola NAMU LIFE SNAILWHITE SNAILWHITE SNAILWHITE

DOUBLE BOOSTING
X WHITENING SERUM

DOUBLE
BOOSTING

WHITENING SERUM

|

. 1 wSungle 2| |

Jeniu @
Jamos sy

%\, S N AI Lw H I T E NEW PRODUCT AND INNOVATION




| Product and brand — (5/10)

TRANSFORMATION Brand portfolio | Skin care

1 PRODUCT AND
BRAND

URFDSSEWoa0ans:owla
aavacoch wins:

[ 1u 75u*

ol -«»w

Mo

NAMU LIFE MIRACLE WHITE

N A M U 2. o, NEW PRODUCT AND
%J : INNOVATION

LIFE
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| Product and brand — (6/10)

TRANSFORMATION Brand portfolio Skin care

Dermatology
1 PRODUCT AND
BRAND

- Concept Oxe’cure in control

v Step1 X
annthaog Oxe'cure RER
A fFacial Liquid ['.\mn\‘m? \
/ A
urd!
4

Focus Sensitive skin
Anti acne expertise

Positioning Premium mass
Channel
Modern trade v
Traditional trade v' (Drug store focused)
E-commerce

Export

S
&




| Product and brand — (7/10)

e S _ - _
1 PRODUCT AND
BRAND

¢

SPARKLE = SPARKLE

Concept Oral care products
Focus Teeth whitening
Positioning Premium mass
Channel

Modern trade

Traditional trade

E-commerce

Export




| Product and brand — (8/10)

TRANSFORMATION Brand portfolio _ Hair equipment
1 PRODUCT AND
BRAND

B usanssulk... LS
auve IUrinsremu by
: 1 YOU CARE YOUR HEART

I F SA(;HA LESASHA CARES YOUR HAIR

Concept Innovation in trend
Focus Beauty hair equipment
Positionin Premium mass ;
o BEAUTY L
Product 51 products A e .

WuISUQSVadgld...
Channel STRAIGHT & Lot
SHINE INFRARED UASIGE)
Modern trade Hair Crimper o

+ Infrared Technology

Traditional trade

+ Tourmaline & Argan Oil Infusion

+ 14 Temperature Selections

E-commerce

Export




| Product and brand — (9/10)

TRANSFORMATION

PRODUCT AND
BRAND

1

jason
-’umu VOUR ENERIY

Concept Drive your energy

Mo

Focus Sports equipment

Positioning Premium mass

Product 41 products

O Channel

Modern trade

Traditional trade

E-commerce

%ﬂ, Export




| Product and brand — (10/10)

s _ .
PRODUCT AND

BRAND S : sunu ~ dlsdasuow B.a.ar B ar ) - ] @h . \ m e

TRANSFORMATION

1
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Cmjoi

Mo

Emjoi inSponpuuunusus

Tt
A S sy | — —— s
FUUTN® 1 U x
~
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| Distribution network & channel expansion — (1/4)

)

A

@

S
&

TRANSFORMATION

DISTRIBUTION
NETWORK &
CHANNEL
EXPANSION

Growing the market share

1. Modern Trade 2. Traditional Trade EECHNeler-IM KNI 4. E-commerce

SNAIL
WHITE

NAMU

LIFE

oecure

SPARKLE

5. Telesales 6. Philippines

Business partnership
with DKSH to expand
market coverage

SHOPPING

¢ ONLINE TESCO [7%::2

bige.co.th

evtuen f Pyt 18IS

express

TSURUHA _
TRy 4 ST

JAPAN No.1 DRUGSTORE

=




| Distribution network & channel expansion — (2/4)

DISTRIBUTION
NETWORK &
CHANNEL
EXPANSION

1. Modern Trade

2. Traditional Trade

Growing the market share




| Distribution network & channel expansion — (3/4)

Growing the market share

(D

1. Modern Trade 2. Traditional Trade 3. Local Tourist 5. Telesales 6. Philippines

DISTRIBUTION - ‘

NETWORK & 2 / lnuh[waz
CHANNEL e 5
2AFANSICIS MEDIA TELESALES ~ TELESALES LOGISTICS  [FEEeuyi. IRRESES s

PRODUCTION  PLATFORM TEAM : N e i
o amado ﬁi 02-853-9999 200 people
SHOPPING

SNAILWHITE
YOUTHFUL GLOW

%%\, iﬂ 500 people




| Distribution network & channel expansion — (4/4)

Growing the market share

A

1. Modern Trade 2. Traditional Trade 3. Local Tourist 4. E-commerce 5. Telesales 6. Philippines
DISTRIBUTION
2 NETWORK & CURRENT
CHANNEL
EXPANSION I
w33 | SNALWHITE® [ watsons SP A RKLE
LET’S GET
GLOWING! ‘ Facial Acne Lotion
Ao - ) _- 4 | - LIMITEDTIMEONLY =~ MARCH 11-17 E_//' SPARKLE
33% ol ‘ : 3¢
OFF WIHIPP WiiE N ¢ oy A
SOAP

WHITE
SNAIL SOAP
WHITE

- ) )
ul
ae FREE White Soap ‘ \
%\, for a min. spend of P1,995 'k | SHOP NOW
*until stocks lost

SNAILWHITE oecure




| Fit for growth (1/2)

TRANSFORMATION

AI End to end supply chain improvement

Portfolio management
* Product/ channel/ brand/ customers VS profits, market share
 Existing brand, new brand, exit brand

Back office integration

» Centralized DDD group warehouse and logistics
COST TIGHTHENING » Back office as shared-service
AND BACK OFFICE

INTEGRATION
FIT FOR o o
GROWTH Efficient group organization structure

* Revise group resources

Manufacturing capacity maximization
« Economy of scale to improve margin
« OEM for other brand’s manufacturing




| Fit for growth (2/2)

End to End Supply Chain Logistics Management

To satisfy the At Optimum Cost |

el Sl USHFST 7 Rights ' ¥

{"*:‘?E‘?? 7 pe"ver item, Qty, Time | ' ‘ L
B it e in f_ull Condition, Place, | | o E——— il
1 G & | 5 on time Person & Cost i & . »

A

To Down Stream

[T
P |
D

.
Jesunisuansanay N3ZUIMNITHAR NIEUIMNTHAR Rk i nTIRNITlalARNALAS
{Input Supply) {nanufacturing) wilsad ussgiuve N3=TI8aWAT Marketing, W ey Logistics

(Invontory, WHIDC
Transport & Delivery

(Processors , Packing & Saiss & Channal
Packaging) Distribution

3 FIT FOR
GROWTH

| r .‘ i F — | ( : -
L | | 3 & ! ' : 4 =
s 3 L {—__AJ ; L.
upplier RDC/Depot Retail/ Customers

e 9 ' - ¥ - B3 ' .
Product Flow TAUOUVTUNAZUINITIINT I U nn:v’iuqum




| Investment and business expansion

i) (B=

i

ae INVESTMENT
AND BUSINESS
EXPANSION

SNAILWHITE

oecure

Horizontal

s
!

SPARKLE

Business integration

Vertical




| Growth opportunity in 2021 — 2025

Horizontal integration
Organic the expansion of a business
operating at the same level
Horizontal of the value chain in a similar
integration . or different industry.

Inorganic @ ' Vertical integration

a strategy where a firm
expands business operations
within the same production
vertical.

E. Organic Diversification

Vertical a corporate strategy to enter

. . into a new market or industr
Integration y

: in which the business doesn't
BUSINESS Inorganic @ currently operate.
GROWTH

Opportunistic
Aim for financial gains with

. minority stake in businesses
Organic )

Synergetic

Diversification Aim for strategic synergy and
portfolio expansion with big

Inorganic @ minority or major!ty stake
and also involve in
management actively




| Integrated business strategy

STRATEGY HOUSE

Vertical
integration

A company operating a wide range of health, beauty, wellness and lifestyle businesses portfolio, with
comprehensive access to networks of channels in Southeast Asia

Modern trade Traditional trade Owned store Pharmacy Online Telesales

+ DKSH + DKSH * Kuron’s 300+ + DKSH * E-commerce + RS mall
o Channel * In-house sales POS in key » Social media * Amado shopping

team department stores + Chat application
* Namu Life Plus
shop at BTS

Pillar 1: Skin care  Pillar 2: Personal Pillar 3: Beauty Pillar 4: Sports and Pillar 5: Others

* SnailWhite care equipment wellness « @home

+ OxeCure » Sparkle * Lesasha + Jason * Future M&A

*+ SoS toothpaste * Emjoi * Licensed and
9 Brand/ product * Namu * Hair distributorship

Skin care capability « Alternative factories * OEM business — maximize Rojana

: * Rojana factory > all kinds of viscosity * Manufacturing partnerships for new factory production capacity

e Manufacturing products/ new categories

Raw material R&D for raw material Packaging

* Rojana factory to choose from suppliers ¢ Innovative/ new material * Innovative packaging

e Raw material o —

* Partnership/ invest in raw material
supply companies
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Do Day Dream Public Company Limited

wHite NAMU ozecure LS Z wiar

L I F E LESASHA
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CONTACT US

DO DAY DREAM PLC.
Investor Relations Department
Tel: +662-917-3055 Ext.808
Fax: +662-917-3054

Email: ir@dodaydream.com
Website: www.dodaydream.com

Contact person
Ms. Chanoknan Thiemrat (Investor Relations)
Email: Chanoknan.t@dodaydream.com




