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01 Supply Chain Introduction and Process

INTRODUCTION

As the retail furniture industry evolves, Index Living Mall

commits to sustainable development, emphasizing
environmental conservation, social responsibility, and
economic sustainability. We aim to reduce environmental
impact through eco-friendly practices, support fair labor,
diversity, and community projects, and innovate for long-
term profitability. We invite stakeholders to join us in this
ongoing journey towards a sustainable future, ensuring
continued growth and success for all involved.
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01 Supply Chain Introduction and Process

Supply Chain Management

INNOVATION COST MANAGEMENT
St rqteg ic F ra m ewo rk Enhance efficiency and control expenses, reduce
increase competitive S —— .} operational costs, and
advantage. improve ILM profitability.

ILM leads the sustainable growth of the furniture industry
through a strategic supply chain process.
(Innovation, Cost mgt, Quality Control, Sustainable ESG)

A
I |
' I
, . . . . I
ILM’s sustainable supplier management, combined with " :
strategic partner selection, ensures efficiency, operational : "
excellence, and long-term sustainability. I i
I
. Close collaboration with key suppliers enhances
-~ competitiveness and aligns with ILM's ESG goals, making Sustainable ESG QUALITY CTRL
. supplier relationships critical to organizational resilience Focusing on sustainable o mest spacified standards
womand profitability. STGELIET SN S €=—===== andintemational quality
collaboration with strategic assurance requirements

partners
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01 Supply Chain Introduction and Process

Best practice collaboration overview

(Project)
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Foil to Melamine

The innovative "Foil to Melamine” project is central to ILM's strategy. Collaborating with
key suppliers, ILM developed cost-effective Melamine-coated panels, maintaining
durability while reducing costs by 30%. This led to a 5-10% increase in monthly sales,
improved competitiveness.

Aligning with ESG principles, the project demonstrates ILM's commitment to
sustainability. It showcases how innovation and partnerships drive growth and
sustainability in the furniture industry, enhancing competitiveness while preserving

product quality.



01 Supply Chain Introduction and Process

Foil to Melamine project timeline

180 DAYs
> Collaboration
o1. "~ 30 \S_ .- 05.
NEEDS A QUALITY
Assessment O'Q“O Evaluation and
with Partner an Certification
02. 04.
STAN D_ARDS DEVLOPMENT
Setting 03. 3
PLANNING Testing

Resource Allocation
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02 Connection Between SCM Process and Strategy

Iivingmall

k Fulfill every moment of your better living
g” by providing complete expert solutions in a sustainable manner
PURPOSE for the good of your life and your community
BUSINESS N
AMBITION ‘ N To grow from 9,400 MB in 2023 to 13,000 MB in 2025
@0nline 4ch 4P,
| N4 §¥ W
o o - =
GROWTH 1 \ Z R
B.BTIE\GI.CE:»EASRS I" | Attractive Massive Cost Capture Positive
| s & Great growth conscious r New gen impact
shopping for online segment business segment towards
experiences business social &
environment
|
\‘:}* N @ Clear company direction @ Effective process & systems @ Strengthen capabilities """"
ENABLERS A @ pany P y g P | """"""""""""""""

Demonstrate ILM's 6 Strategic Pillars (Focus on the 4t Pillar)




02 Connection Between SCM Process and Strategy

The 4" Pillar: Strengthen Customization Business
IMPROVEMENT reducing cost of products > Support the 4" Pillar

Objective

- Increase brand awareness,

- reduce customization costs,

- achieve 15% sales mix by 2025.

SP 4: Strengthen OBJECTIVES:
Customization 1. Increase brand awareness. To be nol in Thailand within
Y2025 (uuudi73 % o like)
2. Cost reduction. To compare cost between standard &
customize product = 20%-30% to 10-15% within 2 years
SCOPE: customize & personalize 3. Increase sales mix target to 15% within Y2025 from retail
target (current = 8%).

furniture and wall decoration

Strategic Initiatives Activiies to get supported | Initiatives

. from ;
oo = M kel le - Launch an Interior Design Platform.
platform i brand — . . .

T R o - Implement kitchen solutions and batch furniture

control material cost

— Factory improve

1 itiati T production efficiency :
Other Initiatives | « OPT (t/'o/n/ng — Develop prOd UCtlon .
. » Professional kitchen solution | | designer skill to be expert !
'« Batch one size furniture P specialist i

production . 1 + DC (installer) - Build more ;

installer professional team

Support
- Marketing for brand positioning.
- Factory cost control.

- Designer skill development.

B B s ST S R S TR B S S P OS WL D S T-r‘,,,,,_,f

- Build a professional installer team.
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BUSINESS COLLABORATION

Key Message

A key initiative is the "Foil to Melamine" project, collaborating

with partners to develop a cost-effective Melamine-coated

wood panel with properties similar to existing products but at

a competitive price. This initiative not only reduces costs by

30% but also promotes the innovation of new product types,

which increases opportunities for both us and our suppliers to

penetrate new markets.
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- Process-Level Outcomes within the Company

Operational benefits

6'4 Res‘ults of the collabore
- - N .

8% 30 1,500

reduce days PCS

: Production
Inventor m
Y Lead - time per month

Reduce Cost of Reduce Inventory Level at Reduce Production Stable Re purchasing
Melamine panel board ILM Manufacturing Lead — time the panel board oo
« 30% by target . <200 MB/ Month by target from 35 days to 30 Day Approx, 1,500 PCS / Month

* 36% by actual * 184 MB / Month by actual

Indexlivingmall



04 Results of the collaboration

Corporate financial benefits

SO00m: +90%

DRIVING YOUNIQUE ACHIEVE
SALES GROWTH CUSTOMER
SATISFACTION

from 470 MB (2023)
to be 500 MB (2024)*.

. . . .
AAAAA

. . . .

level greater than 20% . 4_,‘,;;._{-;_':";gff{f‘-

*estimated sales (2024) lnde)(”Viﬂgma”



-30%

COST Reduction

The 30% cost reduction achieved
through the "Foil to Melamine”

project is a significant benefit for our
partners..

Indexlivingmall

-5 ©

days

REDUCE
LEAD - TIME

The reduction in production lead
time to less than 5 days, as achieved
through the "Foil to Melamine”
project, directly benefits our partners
by enabling faster order fulfillment.

05 Our business partner benefits

il

STABLE
PRODUCTION LINE

a stable minimum order quantity
helps the production line operate

more efficiently by reducing woste._;;;Af";_‘{
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06 Questions & Answers

IndeXlivingmall

Questions &
Answers
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RESULTS

Bl 35 Younique Billing Amount

Billing Amount (Mitlion THB) % -
Month ! , ) For the full year 2023, total sales were 434.53 million THB, up 5.77% compared
Y22 Variance (02022

., . o
“““““
. . .

‘M confidential

0l-Jan 24.42 35.73 11.3 46.28%
i i 0/7,7 i - The company implemented a low-cost melamine wood panel innovation in June
02-Feb A A R Ol@f?fl'(ﬁ /o 2023, which helped reduce production costs significantly as these panels are
e/
03-Mar 45.35 41.22 -4.13 -§11% priced similar to foil-wrapped wood but have durability akin to regular melamine
9689 TCNCIYY]  7.10% Copgrels
€Hr:

04-Apr 23.51 37.31 13.80 58.73% A preli{'{'%ary analysis shows that in the second half of 2023, especially Q3, sales
05-May 32.75 30.88 -1.87 -5.71% growth was stron 8:9 8.10% year-over-year, potentially benefiting from the low-

i 0 cost panel innovati ﬁ@t allowed for higher profitability through reduced costs.

06-Jun 35.31 36.25 0.94 2.66% 6/7%/

91.57 104.44 12.88 14.06% However, in Q4 2023, sales declined by 3.24%, which could be attributed to
07-Jul 34.56 36.95 239 6.92% exterqal factqrs such as economi_c coﬁdjji,gns, weqkening demand, hi.gh inflation

o rates impacting consumer spending, or mc?l@ag interest rates slowing down
08-Aug 30.40 35.32 4.92 16.18% home purchases and furniture sales. Ongoing monitoring of these market factors
09-Sep 33.39 34.05 0.65 1.96% is crucial. C°0f~

lfe/

0 €Hr:

ol L2 SN In summary, while the low-cost melamine panel innovation is likely {@have a
10-Oct 37.83 43.36 5.53 14.61% positive long-term impact on sales, external factors like economic issues, c
11-Nov 44.09 39.04 .5.05 -11.45% inflation, high interest rates pqtentially glowing home sales and furniture deman&’,/wo,e
12-Dec 4208 37 58 450 10.69% still pose challenges that require effective management strategies. ’72‘/;9 /

- - . -4, - c 0

124,01 119.99|  -4.020 R
410.83 434.53 23.70 IR AL

livingmall
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confidential

rard % Defect Aa5uUY
No. AUANYALZANS 3/ O sdianian (KPI) AVG AVG AaNstAMINANIIRTIRAUALATN Melamine Panel Board siausi
M5IAFOU Before Improve After Improve HounnTAN-sUMAN 2566 lasfinaudnuaiznisanaaauldun nns
CO/”}' Jan 23 - Jun23 JUL 23 - DEC 23 [ aad@ousgdamiiiiiniin & uaruou ANNONAITaIUUINILAE
ep,. ANUdunuaIn NNTRUANTRVTAAAIUANTAADTNIN ANHVUYNL
k2 a v 1 =l 1 '(/ <:ll =1 o Y L} 1 = 1 U Qy o o
1 AseMadaudauen |l lfisesyy seudavnu ‘Hurdu vionsusn  |Semdunuunndas < 1.07% 0.30% 61050 TATIBUAXANNTOU UINAINUTIHAITOTIAFDUIDNATUSENOU
Riflt C 1.5% NARININNUILAIY
: —_ng, :
2 ANSETFOUMVALAT  |AUAzNURD AT ARUALAzANENDILNY @nbsa”mﬁﬁﬁumuUﬂws'aa < 0.78% 0.30% NnvoyarndsnoudsuUn (1.A.-1.8. 66) WU dUNUUANTD
(o) 1Y) = ' )
2% a1 laslanizduvoy anuduyuain wasAmMILNUsaANNsou
/Al
2 . =1 = 1 2 = l&l o/ S \' ! o 0 ¥
3 ANSRTIRFUMBAILEN  |wou: Bouilivu lifiseudividesondn amszsﬁumuﬁﬂﬁa,é/; 1.17% 0.70% namnfuinsUsuUsnsUMAS HansadeUluT A.6.-5.0. 66
1.5% t/c'?/ WuINsaTNNsUANSasanatwNnlunng du leufidadsnueg
— — - — — — — 5 S fAuszanas 0.4% Gadinintihuany KPI fisdld nasdliidiudelszansma
4 AN NADIVDIVUIR YU AN ANMNATN wazANuruneg Tuthsi S lbuLA Ui 0.88% 0.20% . )
. o Oph V2INUSVURATUIUNNTAND
ANRUR auin < 1.5% f}ole
" S : ” : - ” — - 5 /72‘/3/ > Tawagy AsUsUUsINT=UIBANTRNR@DUALATW Melamine Panel
5 AN NADIVDIVUIR AnuTuyuann: WassUsINTIaNUBNeL Tuaf SO lbuULA U] 0.98% 0.30% * P * Lo
sousule aue < 1.5% C Board Tuthadidlndmwedd 2566 Uszauanudifaiiuotwd anansa
Of?f}'o, andnnsunwsadior Tussduiiinnela dirzdinadisionaumwaos
Q.
va o H ' A v oa o [ s ~7/ > = Y A o N Y.
6 AANTRvDITAR AMsaeduin: ot Turuiilnanssy S lunun s 0.83% 020% Uy, wAnAneiiazauiialavagndn
AaraNyRdaR < 1.5%
aa o/ 1 =l 1 1 [ o 1 1 e o 0 CO/)f}.
7 AUANURVDIIAR AMNNUVNUSIDTDUTATIU: WIUAULINHTZIU So Wi 0.92% 0.10% OI@’?@"
antaniian < 1.5% ‘a/
8 AUANUR VTR ANuVuVNUsioANdou: ifinsiwasud dae wio  [Sam luruwinauad 1.10% 0.90% Co/7 ’
Tagiint Aaantdian < 1.5% Qa,,.
q a Of/a/

9 nasUsznNDU Tususosan WNIO MUY HIDNAITIUTOIRNOLNN, BREREATENN Yes Yes o
MSDS uwarlususasmnulasnsiy DRI SO
- COA - Certificate of Analysis

- COC - Certificate of Conformity
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Co

I INDEX INTERFURN Inveigian 1) neuabiulazanis (WN31AN - IQuieu 2023)

- thunudusd13agiiaan 61.0 Auumimneu

Monthly Stock Detail : UNIT: MB Lo~ 4 . »
I8 .. - tFunudnnAuLeae 143.9 AuLminau
g - . ' y
4 - 1NN UARAIAIARITINIOAS 204.9 BNULIN/ABL
Month Y22 FG Y22 Raw Mat | Y22 Total Stk_ Y23 FG Y23 Raw Mat | Y23 Total Stk
Jan 65.77 133.54 199.31 k0/7,70, 61.27 160.19 221.46
Feb 50.54 119.81 170.35 €/74.20 150.66 224.86
Mar 65.70 155.76 221.46 648 163.59 228.27 o 5
Apr 62.02 154.33 216.34 60.10 C 123.88 183.98 2) naanilulasanig (NTNHIAN - TUINAN 2023)
May 71.29 158.68 229.97 09.37 Onggp.16 209.53 - iunuduindnBagliedsanasvian 47.3 Srunm/isen (anae 22%)
Jun 45.99 124.36 170.35 56.69 1364}, 177.16 e . ) .
Jul 54.47 131.21 185.68 4737 117.87 q/ 165.24 - ‘]_FJ?NWM’JIF]Q@‘]_IL’Q@EIZWZNLM@@ 112.8 A 1ULN/LARL (AARY 22%)
Aug 61.12 138.13 199.31 51.75 115.19 %56'94 - U AUAIAIARITINIRALAAALIAS 160.1 F1ULNAFBU (ARAY 22%)
Sep 63.96 154.09 218.05 38.65 102.74 On
Oct 53.55 142.36 195.90 49.61 105.41 155'01‘%’71‘/
9 a % o oi// a % ] [~3 [ % a 1 o o o
Nov 67.46 157.40 224.86 e t19.09 166.94 9/ L onnamesBunnifuinandaiidudndrGanluasinAuatnaiind i
Dec 59.85 151.38 211.23 48.47 116.77 165.24 . A e
Avg 60.14 143.43 203.57 55.00 128.84 183.84 22% SLQﬂgwmmimLuu‘qum? uama IiLIuUNNL L ANENINNNTLINNIAANI9Ue T

PR ? o & a o R
‘qﬂm’mﬂ/}ﬁ‘ﬂu ﬁ%}?@ﬂ?ZFﬂgm@qﬂqﬁ'ﬁﬂsﬁ@LL@xN@m ﬂ?tﬂﬂ‘].lﬂ‘l.l?;lﬂ@“lﬁﬂmwwﬂu

Avereage Monthly Stock

Zﬁ‘ﬂﬂﬂ?ﬁﬂ\‘lﬁ/‘i_l G’Jmmmmiﬂa*gmﬂum%ﬂummmwmm@mmum ﬂ’]ﬁll[%l}‘ﬂﬂﬂﬁ?
< &’ 1 A O 4 OI 1 o o
anAlAgamEII mumﬂsnLLN%@f]ﬁumunummmumaﬂmﬂgma‘zmum?

Before After % Dif Sﬁ'fmamﬁunuu@uﬁuﬁnﬂmwmmﬂmﬁle/
Timeline Jan 22 - Jun 23 Jul 23 - Dec 23
FG (MB) 61.0 47.3 -22%
Raw Mat_Pack Mat (MB) 143.9 112.8 -22%
Total Stock (MB) 204.9 160.1 -22%
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A

Cost of Melamine Paticle Board - annsAnEdayanieluesdng wulssiufinniesinu

Y22 Amourit

Y22 Y23 Amount Y23_ AuUNIsNannesiiaailszinnian-au

Y22_PCS Y23_PCS

(THB) Avg THB / PCS (THB) Avg THB / PCS

1 Jan 2,240,000 * 1,600 1,400.00 3,864,000 2,300 168000  Weeannesdilsznauvanpeunuliinaesuniiificamaniiu o

2 Feb 2,856,000 L0 G, L8000 2,142,000 1,700 126000 fgqmrgendnuuldinaauniinfawesdng 30% aanasa

3 Mar 4,200,000 3,000 gy, 140000 3,640,000 2,600 140000 O ® o

4 Apr 2,520,000 1,500 "2%3,680.00 3,360,000 2,400 140000  Ananwlunisiasiudnuman

5 May 2,646,000 2,100 1,260.00 3,080,000 2,000 1,540.00

6 Jun 3,864,000 2,300 168000 Coy,,3,220,000 2,300 1,400.00 ) |

/ Jul 3,696,000 2,200 1,680.00 Yl 2,400 88200 _ faenumil a9AnsAe FaiEnlAsanNIg "aagiuaNNw" SNy

8 Aug 3,080,000 2,000 1,540.00 8¢ 2,300 980.00 e U4 _ e 4 .. .

9 Sep 3,528,000 2,100 1,680.00 2,156 £, 2:200 08000  AAAIATY INaRENLUIANT TN EAR LA NWALYUA

10 Oct 3,850,000 2,500 1,540.00 2,744,000 02;,3%9 980.00 S L 4 e e

11 Nov 3,920,000 2,800 1,400.00 2,205,000 25081, 882.00 Iﬂil?\lﬂﬁ‘v‘i_lquﬂ']?l,mﬂLﬂ@ﬁllu?]’m;!@LL@yLL‘LIQ‘]juV]ﬁ‘WEI’m'j‘ |

1 v = v = Y Y] o =

12 Dec 3,402,000 2,700 1,260.00 2,450,000 2,500 980.00 seudnapidduingatad e liussqilvunanisimuny

Total 39,802,000 26,500 1,501.96 33,231,800 28,000 188685

ey, AAAARBNNTLIAYHNFABINITURIQNAT WEANAAFUYUNITHAR
t/a/

a e o o 1 = 1 v = = a
- N@ﬁ]ﬂ%}}!&ﬁlﬂﬁ‘?ﬁ\l ANNATIAR LLN‘L&DLQJ LARBULNATNUTUA

We start to use improvemt MELAMINE PANEL BOARD from July /23

R ARsAnAdEAILTeTanRL TifteaRodura
AVG Cost of Melamine Panel Board before improvement 1,485.13 THB/ Pcs _ T . | Y )
AVG Cost of Melamine Panel Board AFTER improvement 947.33 THB/ Pcs LRI ILLZ%N%B}/I’}@’]?N@MGLT]@Lﬂﬂﬂﬂ‘]_lLLNuvLﬁJ
After Implement Low Cost Melanine board we can save 36.21%
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confidential

- Tasenng "Foil to Melamine" @afluniswemun

CO BEFORE After DIFF o 1 I/L9/ = Y o 1 o % | 6L9J
e activity e Duration | Duration Duration DR WInNFINUEU LN ARUAUNUATINA LAY danalil
sy (Days) (Days) (Days) (%) sreizinanNsdeNauduA WinugnAtatnsnanalfasingg
1 Create Sales order o o o = o o
e Copp. L 1 0 0 UEA1ATY AMnLAN 40 Fuaguae 30 Ju usallsvunnl 25%
Designing Process 7 Qp.
2 - remark detail for Production and Installation /71‘,6/
- upload desi d matching detail 7 7 0 0% . o o oo o
Hproad destgn and matehing aetat C ’ - agAlsynaudnAnynnn lisvazinananadna NIIWEL
3 Review and finalize detail of Customer Requirements 3 <3D/7;<}-O, 0 0% 3 5 o @ - o
ny, winnssuuaziulganszuaunis inliianainisuanasls
4 Payment Confirm 1 1 9/ 0 0% L S AR UR = LA
Pre Production Plan o TpesraznaINI989Ta LK lE A AT LN A BT UAI UKL A
5 - Material Procurement process (eg. Panel Board) ’7’70'@,7 . wiin (Panel Board) anunsnanasann 15 Juimaaiiies 5
- Planning Group and Batch 5 5 0 U3 p% oo - L
YU ARTUN178aAANNY 10 74 %138 67%
X Waiting for all material 10 0 -10 -100% G, ..
6 Production Process Oﬁd@n
8 8 0 0% U o o | T
7 Final Quality Checking “HeanszazinainisdeianedwlvedAny funaniain
3 3 0 0% . o o o °o o
3 Installation mﬂm')uﬁgﬂ%ﬁﬂumm’mLLNuLL@mmmimwmﬂimm‘u
2 2 O 0% a 1 ° v A 1 F 4
NITNABILLA AMEN NURAT EALWENWRFIRAITNEIBNN
X Total Lead - time 40 30 -10 -25% THAARHLLS QI{{M w Rt B !
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No. |[Customers satisfaction Survey C"’?ﬁ;y Score Criteria
s,
1 |Instore Purchase:Younique 0%26.20% >85%
O’e,;.%/
2 Delivery :Younique 88.89% Congd >85%
o’e%é/
3 |Product Experience 87.50% > ‘}%@
27.%;

‘ld/

Tnanansan nanisdsauansliiiiuingniniiannuienalaluseiugesiadudiuaziiznisass Younique ImﬂL@Wﬂz@ﬂ'w@ﬂuéﬁmﬂ@murffagggﬁ%auﬁﬁwﬁﬁm R
araiflunasnanniasanis 'Foil to Melamine" fidnaufudpinninmausnuaznszuaunisuan inlfiansnsaneuauesnaubiesnisregnin (Asas1 ednelsfine
falanialunisimunfiunisdndeuaslszaunisainslfuaasiusinsmniwas nszAunnuvanalaaasgnan liigaauan o
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THANK YOU
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