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All investments are highly speculative in nature and involve a substantial risk of loss. We encourage our investors to invest . (

very cautiously. We recommend that our investors seek personal advice from a professional investment advisor and
conduct independent research before acting on any information we publish. Much of our information is derived directly
from information published by companies or submitted to government agencies that we believe to be reliable, but which
has not been independently verified by us. Therefore, we cannot assure you that the information is accurate or complete.
We do not guarantee the success of any action you take in reliance on our statements or recommendations.

Past performance is not necessarily indicative of future results. All investments involve significant risks, and all investment
decisions made by an individual are his or her own responsibility. There is no guarantee that any systems, indicators or
signals will result in profits or that they will not result in a complete loss or losses. All investors are advised to fully inform
themselves of all risks associated with any type of investment they choose to make.

Various statements contained in this presentation, including those that express a belief, expectation or intention and those
that are not statements of historical fact, are forward-looking statements. These forward-looking statements may include
projections and estimates regarding the timing and success of strategies, plans or intentions. We have based these
forward-looking statements on our current expectations and assumptions about future events. These assumptions include,
but are not limited to, our projections and expectations regarding: litigation market frends, our ability to create an
opportunity with attractive current returns and upside potential. Although we believe these expectations and assumptions
to be somewhat reasonable, they are inherently subject to significant business, economic, competitive, regulatory and
other risks, contingencies and uncertainties, most of which are difficult to predict and many of which are beyond our
control, and could cause actual results to differ materially from the future results, performance or achievements expressed
or implied by these forward-looking statements. Investors should not place undue reliance on these forward-looking
statements. We undertake no obligation to update any forward-looking statements to reflect actual results or changes in
our expectations, except as required by law.
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SALES GROSS PROFIT EBITDA NET PROFIT \»fs

IDR1.8T IDR 807 B IDR 519 B IDR 417 B

(US$ 117 m) (US$ 53 m) (US$ 34 m) (US$ 27 m)
45.3% 29.1% 23.4%

EMPLOYEES DISTRIBUTION COVERAGE CUSTOMERS
SR 37 Provinces 56,000+
8,000+ 150 98 Cities Retail outlets

Convenience franslation from IDR based on average IDR/USD exchange rate in Q1 2023 of 15,193. 49N,



Q1 financial performance highlights

%f% Avian

BRANDS

In IDR billion

(except per share data) Q12023 Q12022 Change
Consolidated sales 1,782 1,639 8.7%
Architectural solutions 1,491 1,341 11.2%
Trading goods 290 298 -2.5%
Gross profit 807 669 20.6%
Architectural solutions 754 604 24.8%
Trading goods 53 64 -18.3%
Gross margin 45.3% 40.8% 4.5%
Architectural solutions 50.6% 45.1% 5.5%
Trading goods 18.1% 21.6% -3.5%
EBITDA 519 458 13.5%
EBITDA margin 29.1% 27.9% 1.2%
Net income 417 385 8.3%
Net income margin 23.4% 23.5% -0.1%
EPS 6.7 6.2 8.3%

» Consolidated sales increased 8.7%, driven by

growth in the architectural solutions segment.

Architectural solutions segment grew by 11.2%,
driven by double-digit growth in the wall,
waterproofing and wood & metal categories.

The trading goods segment, particularly PVC
pipes category, continues to face pressure from
intensifying competition. Nevertheless, we
continue to make progress and believe that our
performance willimprove this year.

In the architectural solutions segment, most raw
material prices have remained fairly stable. This
led to a significant improvement in gross margin.

The EBITDA margin improved due to sales growth
combined with the improvement in the gross
margin.

W W e

i

g4
.ggﬁ"%w

ks
35




Business update in Q1 %QA}(}&“ %

=  The impact of high inflation continued in the first Indonesia Inflation Rate(1) 3.@
quarter, affecting various industries in Indonesia. )
Nevertheless, the frend is starting to decline as
the Bank of Indonesia expects lower inflation
this year.

= Total minimum wage increases since 2021
continue to lag behind building materials price
inflation. There is stilla gap of around 10%.

= A quick comparison with other sectors, namely
the ceramic tile, consumer goods and agri-
food industries, shows weaknesses in Q1
demand.

= |nterms of input costs, raw material prices have
remained stable in first quarter of this year.
Nevertheless, there are always unpredictable
external influences such as the war between
the Ukraine and Russia, as well as the tensions
between China and the US.

Ql Q2 Q3 Q4 QI Q2 Q3 Q4 QI Q2 Q3 Q4 QI Q2 Q3 Q4 QI

19 20 21 22 23

(1) Bank Indonesia: https://www .bi.go.id/id/statistik/indikator/data-inflasi.aspx
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New product launched in Q1 =/\ylan %2
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Marine & protective Wall Wood & metal ’@
=  Admiral Anti Fouling and Admiral = PBrilliant Interior and Brilliant = Avian Cling Zinc Chromate was
Thinner Serbaguna were launched Exterior were launched on launched on February 8, 2023. In
on January 19, 2023. These February 1, 2023. Both products addition to preventing rust, this
products were infroduced to are Singapore Green Label product has fast drying and strong
strengthen our position in the certified. adhesive properties.
budget marine segment. = These products are offered to =  More than 1,300 retail outlets have
= More than 760 and 470 retail select customers only. More than participated in less than 2 months
outlets participated in Q1, 380 retail outlets took part in this after its launch.
respectively. limited product launch during Q1.
<L Avian —‘-— \v\@ms‘ | el
ADM ' ML Bri‘i l’iant ' e ™ cees ZINC CH.ROMATE
| EXTERIOR WALL PAINT w S \ : AVI a n
G — Cling
: . B{!‘vi!!iént V G @ Prevent Rusting
@FastDry
Q Strong Adhesion
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Modern retail outlets expansion = Vaaes Al

= Avian Brands has succeeded in
making a breakthrough in Ace
Hardware's modern retail outlefts.

= For the full year 2022, Ace
Hardware has more than 220 retail
outlets across the country.

¥ X 2

= No Drop Anti Panas and No Drop
waterproofing products were
offered in 30 Ace Hardware's
outlets in February 2023. In March
2023, additional 20 outlets decided
to carry our products. Sialp;?i;;)rzamb“t

= This is an important step for us to o e 7
increase our brand presence in the
largest modern retail outlets in the
country.
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Distribution centers expansion ‘&AX}NEE“

Benefits from
continued expansion
of distribution centers:

» |mprove product
penetration and
provide superior
quality of service.
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@ Wholly Owned Distribution Center (EEE]

@ Wholly Owned Mini Distribution Center
@ Third-Party DC

»

Enhance customer
relationships.

KALIMANTAN X
Increase inventory

management and
minimize loss
opportunity.

SULAWESI

e
- .
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REST OF INDONESIA

In Q1 2023, we opened 4 wholly-owned DCs and 6 new mini DCs.

Wholly owned DC We own and operate 597 delivery frucks that allow us to make ~10,000 deliveries per day.

We focus to streamline our delivery process with logistics automation that improves real-time
process, visibility and data accuracy, creating lean and efficient processes without
redundancies, waste and errors in deliveries. This led to 97%* 1-day delivery service fulfiiment.

logistics & delivery
fleet

* For retail outlets within 50 km radius from a wholly-owned DC
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Consolidated business segment

BRANDS

%@ Avian

as % of total sales
21.0 21.4 26.6 24.5 ~24(1)

45088 771 DA bl
1,801 1,782 '
439 42,288
1 I I I I
19 20 21 22 23 19 20 21 22 23

(1) based on management estimation
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Q1 sales split by regions %QA}(}J%}“ R
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56.5%

= Avian Brands sales by region compared to Indonesian GDP.

» In Jawa (Jakarta region) and Sumatra islands (northern part), we are behind Indonesian GDP.
GDP()

= |n Kalimantan, Sulawesi and the rest of Indonesia, we are well ahead of Indonesian GDP.

(1) Berita Resmi Statistik — Perftumbuhan Ekonomi Indonesia Tahun 2022; management calculation 11
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BRANDS

Consolidated business segment

s

Trading goods
16.3%

Modern retail outlets
6.8%

1.7% Supporting

2.8% Furniture / Product()
N
11.8% Pipe 247% Wal
7.6% Otherl?
59% 7
Woodcare) /
19.3% Wood &/ \ 26.2% {
Metal Waterproofing *;-‘
® o
: : - : »e
Architectural solutions Traditional retail outlets med||e:
83.7% 93.2% NN 4
% 3
(1) Includes paint-rollers, paint brushes, seal tape, sandpaper and others 12 \ “& 8

(2) Includes roof paint, instant cement, automotive refinish and others &b l
(3) Includes wood care and glue ﬁ ‘
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Consolidated business segment - margin ‘\Q Avian .}%%3
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Quarterly Gross margin
439%  417%  408% = 413%  376%  424%  40.6%  453%

FY 20 FY 21 Q1 22 Q2 22 Q3 22 Q4 22 FY 22 Q1 23

Quarterly EBITDA margin

283%  293%  279%  264% o087 o003y 249%  291%

FY 20 FY 21 Q1 22 Q2 22 Q3 22 Q4 22 FY 22 Q1 23

Quarterly Net income margin

19.8% 21.2% 23.5% 22.5% 19.2% 18.4% 20.9% 23.4%

FY 20 FY 21 Q1 22 Q2 22 Q3 22 Q4 22 FY 22 Q1 23




Architectural solutions segment

<

as % of total sales
21.6 21.8 27.8

1,475
970 984 I
19 20 2]

(1) based on management estimation

24.9

1,341

22

~25(])

1,491

23

77.2

32,645

19

as % of total number of customers
87.8 89.5 89.8

42,860

39,781 I
20 21

Avian

BRANDS

90.9

1498,
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Architectural solutions segment - volume =Ayian ,c%g
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Q1 sales by volume(2 = Volume increased by 1.8% compared to the same g
(metric ton) quarter last year, driven by growth in the wall category.
= |[n mid-fier wall category, Avitex Gold sales tfrend was
as % of total volume very robust.
21.5 21.9 27.9 25.8 ~25(1)

» |n economical-priced wood & metal category, Avian
Cling has been well received in the market and has

51,388 attracted customers affected by weaker purchasing
power. 3 @
41 .634 42,392 » |n contrast to last year, there were no price increases in ;:\«}
34 83] 36 402 the first quarter of this year due to the stabilization of raw m\;l .'-;
' ' material prices. Solvent-based products continue to be 5’;')
under slight pressure from rising raw material prices. %"ﬁ 4,
= |n order to grab new market and gain more volume in SR |

the architectural solutions segment, we decided to
strengthen our project division in this quarter.

19 20 21 22 23

(1) based on management estimation 15
(2) Excluding instant cement




Trading goods segment %@A}(:‘NE}“

as % of total sales as % of total number of customers
18.8 19.8 221 227 ~20(1) 74.8 77.2 75.1 74.9 77.1

325 34,965 39,789 S
298 290 31,630
242
: I I I I I
19 20 21 22 19 20 21 22 23

(1) based on management estimation 1698,




Quarterly gross margin

Architectural solutions segment

3x 3%-8% 3%-5% 3%-5% 3%-5%
Price increase  Price increase  Price increase  Price increase Price increase
(1 March) (1 May) (1 July) (1 Nov)

51.8% 47 8% 45.1% 46.2% 44.2% 47.7% 463%  50.6%

FY 20 FY 21 Q122 Q222 Q@322 Q422 FY 22 Q1 23

Trading goods segment

10% 10% 10% - 15%
Price increase  Price increase additional discount

PVC Pipe PVC Pipe PVC Pipe

(16 October) (1 January) (16 August)

21.6%
155%  17°% 190% L ,o; 1509  173%  181%

FY 20 FY 21 Q122 Q222 Q@322 Q422 FY 22 Q1 23

BRANDS

%@Avian

Gross margin for the
architectural solutions
segment significantly
improved in the first
quarter.

Prices for majority of
our raw materials are
quite stable.

The gross margin
continued to
normalize in the
trading goods
segment.

Competition in the
PVC pipes category
remained extremely
fierce.

17




Well-managed cost structure

Cost Breakdown (as % of sales)

G & Al

Sales & Marketing®@
COGS®

Total

Cost Breakdown (IDR billion)

G & Al
Sales & Marketing?
COGS®

Total

(1) G&A includes depreciation and amortization

(2) Sales and Marketing includes depreciation and amortization

(8) COGS includes depreciation and amortization

2019
3.5%
15.8%
58.6%

77.9%

2019
197
898

3,324

4,419

2020

2.8%
16.0%
56.1%

74.9%

2020
163
918

3.213

4,294

2021
2.7%

13.1%

58.3%

74.1%

2021
182
889

3,954

5,025

2022
3.2%
15.3%
59.4%

77.9%

2022
215
1,027
3.977

5219

Q1 23
2.9%
15.1%
54.7%

72.7%

Q1 23
52

268
975

1,295

BRANDS

%Q Avian

= G&A expenses

declined in the first
quarter, supported
by the top line
growth.

Sales & marketing
costs fell slightly in the
first quarter, although
travel and other costs
rose back to normal
levels.

Stabilization of raw
material prices led to
a decline in COGS as
a % of sales.

18
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COGS breakdown =SAvian Rl
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2019 2020 2021 2022 Q123 %;C,@
Raw materials 51.8% 47 5% 58.2% 53.9% 52.6% ey felEiels el Fw

Direct labor 1.9% 2.1% 1.9% 1.9% 1.7% direct labor as a % of

COGS declined due
Factory overhead 3.7% 4.2% 4.2% 4.2% 4.3% to improvement in

WIP and FG 31.1% 33.8% 24.8% 26.4% 26.2% S el lats: 16.
BTL( marketing expenses 11.4% 12.4% 11.0% 13.6% 15.2%2) é

= BTL spending on the

: new mid-tier wall
w]% FeciEeEing category (Avitex
Gold) proved to be
quite successful. We

15.2% BTL marketing
expenses

6.3% Pigment

have gained market
52.6% Raw iy share in this segment.
26.2% WIP and FG Material 6.1% Addifive
15.9% !
Resin
6.0% Solvent
/  2.1% Colorant
4.3% Factory 2.1% Filler
overhead 1.7% Direct labor
(1) Below the line marketing expenses are promotions for customers in the form of gold coins and others 19

(2) BTL for existing products dropped to ~13%. BIL for new wall paints account for ~2%



Robust cash-flow generation

BRANDS

%@ Avian

as % of total sales
29.9 26.5 27.2 29.1 28.6

1,844 1947 2041

o

e
H uE
20 21 22 Q1 23 19 20 21

" Account receivables  Raw materials inventory BECFE =
“ Finished goods inventory m Account payables C Capex

1,694 1.519

167

22 Q1 23

19
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Management of account receivable & fraud = Avian =3 :
—
_ Uncollectible receivables & internal fraud (as % of sales)
o o S Salesteam 00020 00023 00000 00012 0.0000
year pressure + fuel
subsidy reduction Non-sales

0.0004 0.0000 0.0000 0.0001 0.0000
team

88.9% 88.7% 89.9% 90.6% 90.4%

Retail outlefs 0.0000 0.0000 0.0000 0.0000 0.0000

Total 0.0023 0.0024 0.0000 0.0013 0.0000

Uncollectible receivables & internal fraud (IDR milion)

Sales feam

Non-sales 18 5 0 ; 3

feam X
Retail outlets 0 0 0 0 Ol
Total 120 134 1 86 e




Guidance for 2023

Sales projection FY 2023:

Value growth 8- 12%.
Volume growth 2 - 6%.

Planned actions in Q2 and Q3:

In May, we willimplement a price hike for most of our
solvent-based products (wood & metal, wood care, and
others) in responding to pressures from solvent-based
related raw materials.

Adding more tinting machines in retail outlets. As the
Indonesian paint industry evolves info a more mature
market, we want to be in the best position to take
advantage of opportunities when market shifts occur.

Expansion of distribution centres will continue.
New product launches will take place as planned.

Continue to increase contribution from project division as
well as other subsidiaries.

Numerous ESG improvements.
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