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MAP
overRVIEW OFMAP Group ===

2,837 + +
Ret’ail Stores 1 5 O 1 1 O
+ 26 online stores World Class Brands Retail Concepts
+ Presence in"8party online stores

79 22,279 (340;

Cities Employees

MAPCLUB MAP MAPRETAIL ACADEMY @

GIFT VOUCHER

* DataincludesBurgeY Ay 3 YR 52YAy2Qa tATTI



MORE THAN150 EXCLUSIVE BRANDS

MAP

Mitra Adiperkasa

ENTERTAIN OUR SHOPPERS 24 HOURS A DAY

I
Department

- Stores

SOGO
SEIBU
Galeried_afayette

TheFoodHall
(supermarket)

Active

Sports HokaOneOne
Sports Station New Era
PlanetSports.Asia ~ Tabata
The Athletes Foot ~ 2XU
Footlocker Crocs
Royal Sporting House XXIO
Golf House .
Ogaan ﬁ'—:jyo
QoK KidzStation
Clonv‘frsz Caterpillar
Clevelan
New Balance gzgzgSh @osh
ikgchers Planet Sports Kids

sics
Mizuno LOL 8N_umNom !
Airwalk ThreeSixtySourcing
Diadora Leisure
Speedo Staccato
PTP Clarks
Srixon Dr Martens
Astec Steve Madden
Brooks OnitsukaTiger

] e

|
Specialty Stores

Energetics || zara Max Mara
'Srayllc()jrmade MassimoDutti  Loewe

paiding Pull and Bear  Ted Baker
Champion L
Aetrex Stradivarius Lacoste
Saucony Bershka True Religion

Oysho Forever New
- Zara Home Pandora

BanDai Marks & SpencerSwarovski
Lego :
Smi Nautica Mango

miggle T
/ F NI S NgSPling Cotton On
Crocs Kids || Tissot Rubi
Dickie Max&Co Typo
Clementoni|| Anello Swatch
Headstart Ben Sherman  Tumi

DKNY Tommy Hilfiger

gﬁzf:stock Calvin Klein
Nine West || Weekend Max Mara
Rockport Travelogue
Linea Brics
Fitflop

Fashion & Beauty

Sephora
Laneige
Innisfree
Sulwhasoo
Etude
Boots

Digital
Digimap
Digiplus
Digibox

O Others

Beverage
Starbucks Coffee || Kinokuniya
PizzaMarzano Samsonite
Cold Stone AlunAlunIndonesia
Krispy Kreme (handicrafts)
Godiva Out of Asia
GenkiSushi Garment Factory
Paul Bakery
Subway

Burger King*

52YAY2Q&al t AT T FF

*) minority shareholders$



MAP
MAP RETAIL FOOTPRINT 1H22 e

No. stores  Space £gm)

CONSOLIDATED 2,457 938,261

| DEPT STORE J 58 351 963
[ SPC. STORE J 1,700 399,000
ACTIVE 1,214 250,139
FASHION & BEAUTY 432 139,993
DIGITAL 49 6,015

OTHERS 5 2,853

F&B J 657 176,285
| OTHERS J 42 11,013

', ‘ Exclude:
2 - 175BurgerKing 0552 YAy 2 Q& t A
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FINANCIAL HIGHLIGHTSiprbn, %)

MAP

Mitra Adiperkasa

1H21  Growth (%) | JEeZZ 2021 | Growth (%)

| 1H22
Net sales | 12,248
Gross Profit 5,432
GPM(%) 44 4%
EBIT 1,324
EBIT Margin (%) 10.8%
EBITDA 2,401
EBITDAViargin (%) 19.6%
Net Profit (Loss) 1,199
NPM (%) 9.8%

*) After PSAR3/ IFRS 16

9,135 34.1%
3,896 39.4%
42.7%

684 93.6%
7.5%
1,775 35.2%
19.4%

288 316.3%
3.2%

**) Includegain on BKpartial divestment in 1Q22 of Rp282.75 billion

6,615
3,018
45.6%
836
12.6%
1,375
20.8%
622
9.4%

4,822
2,099
43.5%
496
10.3%
1,048
21.7%
270
5.6%

37.2%
43.8%

68.4%

31.2%

130.7%



NET SALES & GROWTHrbn, %)

MAP

Mitra Adiperkasa

1H22 1H21 ! 2021 2020 2019
% GrowthYoY | 30 | B3 2% 31% +10%6
21,637
18,424
14,847
9,135
1H21 E 2021 2020 2019



OPERATIONAL EXPENDITURE * M/

(as % of sales)

2020 > - 2019 >§

NET SALES 12,248 9135 | 18424 14,847 21,637

LABOUR

RENTAL

DEPR. & AMORT.

UTILITIES

A&P

OTHERS

34.0% 36.1%

TOTAL OPEX

*) Prior PSAK 73/ IFRS 16 9



MAP

PROFITABILITY (ibrbn, %)

1H22 1H21 . 2021 2020 2019
Gross Margin 44. 2% 42. % 41.5% 41.6% 47 %
EBIT Margin L _____ 10.4%6 . 6.6% 5.8% 1.7% 9.2%

EBIT [
1,989
1,273 1072
600 | ‘
1H22 1H21 : 2021 IﬁUZU_l 2019
-259

*) Prior PSAK 73/ IFRS 16

10



INVENTORY LEVE(ays, DR bn, %) ML

1H22 2021 2020 2019

_______________

Aging inventory > 6 month | 290 ! 43% 38% 23%

INVENTORY DAYS

152

125

101 109

2021 2020 2019

AAAAA

¢tKS KAIKSNI YFENBAYya Ay (GKS LISNA2ZR NBFt SOGSR (GKS DNER dzZLIQgiamSHhis Sy &
unlocked new potential to sharpen deeper product buys against the businesses-feling brands and products. This created «italized
product supply engine that drove higher sales throughput, higher margins, and reduced clearance and aging merchandise.
11



DEBT STRUCTURE & LEVERAGH, %)M

DEBT PROFILE LEVERAGE

1H22 2021 2020 2019
Net DER 248% | -23.0% -4.4% -4.2%
BlendedCoF | 53% ! 5.4% 6.6% 6.9%

i 2,504
i | 1,507
L1112 1,146
m Loan with Floating Interest Rate _ ! | ‘
Lo

Loan with Zero Coupon H22 2021 2020 2019

*) Exclude zero coupon bond (GA) 12



MAP
FINANCIAL CHARGES STRUCTURE: )

1H22 2021 2020 2019

Interestexpense orloans _______ 56 ________ 193 214 171
Amortized interest |
on zero coupon bond | 14 | 28 29 41
Interest expense on : 5
leaseliabilities (nonrcash |tem) 125 i 279 309 -
FINANCE CHARGE 500 >>2

i 195 i 212

| 1H22 2021 2020 2019

*) no restatement for FY19 book (still based on old standard PSAK 30) 13



ASSETS

Cash &
equivalents

Account
Receivables

Inventories

Property, Plant,
Equipment

ROU Asset

Other Assets

TOTAL ASSETS

BALANCE SHEETor on) Mo

Asof Asof Asof LIABILITIES & Asof Asof Asof
30 Jun22 31 Dec2l1 31 Dec20 EQUITY 30 Jun22 31 Dec21 31 Dec2(
3,159 2,778 2,788 Bank loan 1,112 1,146 2,504
684 606 508 Account Payable 2,364 2,521 2,486
4,115 3,731 3,715 Bonds Payable 419 404 376
3,633 3,587 3,926 Lease Liability 3,524 3,548 3,918
3,450 3,582 4,067 Other Liabilities 2,290 2,068 1,867
2,933 2,499 2646  EQUity & Minority 8,264 7,096 6,499

Interest

TOTAL LIABILITIES &

17,974

EQUITY

14



Mitra Adiperkasa

STRATEGY FOR 2022 AND BEYOND

Our 4 Pillars
of Growth




OUR4 PILLARS OF GROWTH ™

Maximizing brand possibilities to be the leading orstop shop

for multi-channel retail sales &narketing:

Unifying Retail Purchase Options
Launch Regional Branded Commerce

Execute Digital Change

ol A

Strategic Partnerships

16



Our 4 Pillars of Growth MM)

Mitra Adiperkasa

Pillar 1: Unifying Retall Purchase Options

w LYdSaNIGSR RFEGF RNAGSY RAIAGEHE SOz2aeaidsSy

W hytAyS 9 2FFEtAYS a02NBa G2 aSNBAOS 2dzNJ &Kz
Multi -channels to service customers nationwide via offline, online, chat & buy and marketplace channels

17



Our 4 Pillars of Growth MM)

Mitra Adiperkasa

Pillar 2: Launch Regional Branded Commerce

@ alyl3IAy3 9 bdmddN] SGAYI YI 22N
©w 'YATeAY3I 2FFEAYS b 2yiAYS b [ff NBGFAE §2d2OK

VIETNAM PHILIPPINES

INDONESIA

zara.comvn

L —
new balance _—.g

CONVERSE digibox

18



Our 4 Pillars of Growth MM)
Pillar 3: Execute Digital Change

LYGS3aINFYGSR RIOGF RNAGSY RAIAGEFE SO2aeadsSy
¢2 NBFAYS 2dzNJ LI F yYyAy IS LIZNODKEFaAAYy3IT aStf

: ¢ One power App for branded shopping

I NBGOGFAT O2YYdzyAde ! LIJ g KAOK |3I3INBIFGSa it al
in one ecosystem.

€ €

Ay 3

QO

OFFLINE ONLINE

ALL BRANDEF : MAPCLUB
ALL SALES CHANNELS - \

ALL RETAIL CATEGOR yd

eMONEYR INCENTIVE |- MARKET PLACE WHATSAPP
A Members,asper June30h, 2022 : 5.6 million
A Averagevalue per transaction :Rp917.9k

A Averageshoppingfrequencyperyear : 1.7 x
19



Our 4 Pillars of Growth

MAP
Pillar 3: Execute Digital Change

Mitra Adiperkasa
(Cont 0d)

b. Endless Aisle (Save The Sale) c. BluTabTechnology
W I LINRPOSaa G2

2LI0AYAT S B préprie@s ©20tefindagy thay/agsSty cninaly
by online access to all stores and DC stocks shoppers with faster deliveries by fulfillment from
nationwide.

a store closest to their address.

W 2 KSYy | AAT S 2NJ O2ft2NJ A& y20 [ QGLFLAflo6tST adlr ¥
utilize PDT to fulfill from alternate destinations.

w t NP RdzOUO A& (0KSY RAALIGOKSR G2 (0KS Odza (2 YSNJI
address.

n!
W
Pt

%
VAN
v

-
d’.
) %

20



DIGITAL RETAIL STORES MAD

MAPCLUB

t $pbrig.Asin %l Ny L5 w Digimap
W C22i'JM[2(:D°l§N~h) Bl N} +b S
W ; 2y @BSNRS w  al BulilDY 2 OTHERS
W NE Oa w al BUEiVN 2
wSkecheésé 521 0 tdd b yR <§Il<|n kuniya
w W O 4 = = "
> . A NI} RA O Nrm e v
w bSs Lttty OsgBerSE\kg Sl \\HATSAPP CHAT & BUY
AYSlE {K2S3&
w [ A w BN} 12Y8
w KidzStation o (1 624085
d
0 al y3z 3 PARTY MARKETPLACES
wTumi w Shopee wJD.id
() { SLIK 2 NJ w Tokopedia w Lazada
W al NJa 3 { LHdza0re NJ w Blibli -




DIGITAL PERFORMANCHEDRbn, %) it

CONTRIBUTION BY CHAN DIGITAL SALES PERFORMANCE

1H22 1H21 . 2021 2020 2019

3rd party Contributon | 9.4% | 1085 | 13.0% 10.9% 1.6%
marketplace/] = (NN @409 mmemmm----- :
sites i i ; 2,388
59% !
| : 1,612
| 1,156 |
CONTRIBUTION BY SEGME : | 958
F&B | | 348
19% , ! !
_ Active ! ! .
4 36% | 1H22 1H21 ' 2021 2020 2019

____________

Dept
Store /

13% ' 1H22 Sales Contribution! 1H22Growth YoY(%)

94% | 20.7%

10% 2204 N S N S

____________________________________________________________




