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Indonesia Macroeconomic Indicators s

The company continues to monitor macroeconomic developments closely and will maintain
flexibility in its investment strategy to protect against major adverse conditions.

Indonesia GDP growth (%YoY)

(%) INFLATION
Quarter Q1 Q2 Q3 Q4 70
2019 5.1 5.1 5.0 5.0 o
2020 3.0 53 35 22 oo
2021 0.7 7.1 35 5.0 o
2022 50 54 57 50 o
2023 5.0 52 49 5.0 Jo
2024 5.1 5.1 50 50 i o
2025 4.87 o | | | | | /

GDP Growth Projection 2025: 4.7% (Source: IMF)

Jun-24

5
Sep-22
Dec-22
Mar-23
Jun-23
Sep-23
Dec-23
Mar-24
Sep-24
Dec-24
Mar-25

Source: https://www.bps.go.id/

Source: https://www.bi.go.id/


https://www.bps.go.id/

OVERVIEW OF MADP Group 4L

3791 ' 150* | 110*

+ 51 online stores . World Class Brands | Retail Concepts
+ Presence in 3 party online stores : :

________________________________________________________________

T80 31,766 | (340

Cities™* | Employees

|v| A P C |_ UB MADP MAPRETAIL ACADEMY

GIFT VOUCHER

* Excluding regional co



MORE THAN 150 EXCLUSIVE BRANDS ~ MAP
ENTERTAIN OUR SHOPPERS 24 HOURS A DAY

Food &

Department

Specialty Stores

Stores Beverage
)| 1
: 1 Tabata |:- o 1 :I . . 1
X | Sports ) Crocs Kids I, Zara Travelogue  Sephora :l Digimap |: Starbucks Coffee ,: Kinokuniya 1
I SEIBU . :SFOFtS :tatlon XXIO Kidz Station I Massimo Dutti MaxMara  Sulwhasoo 1| Digiplus |1 Subway o Alun Alun Indonesia
| Galeries Lafayette !, PlanetSports Spalding Hasbro I, Pull and Bear BOSS * Laneige "I Digib 11 Pizza Marzano ! (handicrafts) 1
| ! | Planet Sports Kids ) ; Iy L 1, DIgIbox L 1 : 1
! !\ Sports Direct Wilson Caterpillar || Stradivarius Loewe BOOTS It Shark Ninja 11 Cold Stone " Out of Asia i
I The FoodHall | ' Foot Locker Energetics LOL & NumNom :: Bershka Ted Baker  Kiko Milano |'- - - - - - I} Krispy Kreme i} Garment Factory
: (supermarket) ! :Royal Sporting House ihamplon :Zroe:S;:(t\;fourcmgl: Oysho Lacoste KAJA 1 1 Godiva :I :
o | 1 Golf House peex My Litilewpofw ! Zara Home True Religion 111Skin | , Genki Sushi 1, Samsonite™ !
, Reebok Reef Peppa Pig | Marks & Spencer  Forever New 1 1 Paul Bakery NI |
:Converse SUPER MARIO :I Triumph Pandora * Joint Venture: : |: *) minority shareholders :
Cleveklaar;d Leisure LEGO ,: Kipling Swarovski 1 1 :| 1
| New Balance Staccato Smiggle | Tissot Mango : : l: 1
I Skechers Clarks Crocs Kids ! I ! ! [T I
I Mizuno Dr Martens 1, Anello Cotton On X 1
. Dickie Toys "I Ben Sherman Rubi I !
1 Airwalk Steve Madden  |amentoni '| : I |
1 Diadora ALDO Funrise ! DKNY Typo 1 : !
| Speedo Onitsuka Tiger |  Toys I Calvin Klein Swatch ! fTTTTTTTT I
:Srixon Payless Callie :. Weekend Max Mara Tumi :
QStei Birkenstock ULTRAMAN i, Tommy Hilfiger Flying Tiger !
: H:;?As Nine West McFarlane Toys :, Alice + Olivia Chloe :
X Rockport Baby Alive \| Christian Louboutin  Nautica !
New Era Linea Iy : !
. { Bimba Y Lola .
| Lotto Fitflop I ; 1
: Prince Kenneth Cole :, Sandro and Maje !
, Ellesse Pazzion |: !
12XU [N 1

Hey Dude



RETAIL FOOTPRINT Q1 2025 ML

__No. Stores [l Space (sqm)

Consolidated 3,791 1,203,698

Department Store 62 327,960

Specialty Store 2,880 653,923
Active 2,099 450,560
Fashion & Beauty 595 184,920
Digital 186 18,443

843 213,640
6 8,176
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FINANCIAL HIGHLIGHTS - aserrsacrariees 1 MAD

a1 a1
in IDR Billi 9

Net Sales 9,300 8,788 5.8%

Gross Profit 4,085 3,748 9.0%
% Margin 43.9% 42.6%

EBIT 769 713 7.8%
% Margin 8.3% 8.1%

EBITDA 1,547 1,462 5.8%
% Margin 16.6% 16.6%

Net Profit 567 501 13.1%
% Margin 6.1% 5.7%

NPATMI 472 414 14.1%

% Margin 5.1% 4.7%




NET SALES MAP
SEGMENT CONTRIBUTION

Dept. Stores

8%
Others
1%
Digital
@// 18%

Active
46%

F&B Dept. Stores
9% 7%

Others
1%

F&B

Digital
14%

Active
42%

Fashion & Beauty

Fashion & Beau
23% ty

23%




NET SALES & GROWTH oo 5 MADP

Q124 Q123
5.8% 17.8% 32.5% 30.6% -8.7%

9,300

% GROWTH
YoY

NET SALES

8,788

7,462

5,633

4,313

Q125 Q124 Q123 Q1 22 Q1 21
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INVENTORY LEVEL ooy oron. % MAD

AGING INVENTORY Q125 FY 24 FY 23 FY 22
S SMONIES 25% 26% 23% 25% 43% 38%
145 152

136
126 125

102
INVENTORY DAYS

FY 24 FY 23 FY 22 FY 21 FY 20

11



DEBT STRUCTURE & LEVERAGE ron % MADP

Mitra Adiperkasa
Q1 25 FY 24 FY 23 FY 22 FY 21
NET DER
-3% -12% -6% -33% -23%

BLENDED Q1 25 FY 24 FY 23 FY 22 FY 21
COF 6.21% 5.7% 5.8% 5.8% 5.4%

3,240 M Gross Debt

3,154
2,885 | i Net Cash /(Net Debt)

1,633

1.146
811

*) Exclude zero coupon bond (GA) Q125 FY 24 FY 23 FY 22 FY 21
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BALANCE SHEET /ox0n
31 MAR '25 | 31 DEC '24 | 31 DEC '23

CASH & EQUIVALENTS 3,536
ACCOUNT RECEIVABLES 1,129
INVENTORIES 9,804
PROPERTY, PLANT & e
EQUIPMENT - NET

ROU - NET 5,433
OTHERS 4,975

TOTAL ASSETS 31,284 m 27,517

4,040

1,086

8,290

6,194

5,556

4,359

3,675

1,145

8,088

5,291

5,322

3,996

MAP

Mitra Adiperkasa

As of As of As of
LIABILITIES & EQUITY e =8 o8
31 MAR '25 | 31 DEC 24 | 31 DEC '23

BANK LOAN 3,154 2,329
BONDS PAYABLE 430 430
ACCOUNT PAYABLE 4,567 4,373
EMPLOYMENT BENEFITS 590 574
OBLIGATIONS

LEASE LIABILITIES 4,903 5,066
OTHER LIABILITIES 2,416 2,302

EQUITY & MINORITY

15,224 14,451
INTEREST

2,885

430

4,095

566

5,007

2,122

12,412

TOTAL LIABILITIES & EQUITY 31,284 m 27,517
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Mf(P Presence in 7 ASEAN Countries ML

as of March 2025
|
INDONESIA 'R ! by ippINES ): VIETNAM h

|
|
[
« 3,336 stores I < 243 stores I < 42 stores
[
[
|

150+ exclusive brands « 21 exclusive brands 14 exclusive brands

THAILAND ~== 1 MALAYSIA == 1 SINGAPORE CAMBODIA m

| |

| |

| |
54 stores : * 69 stores I . 33 stores : + 14 stores
10 exclusive brandsI * 6 exclusive brands = « 9 exclusive brands : 5 exclusive brands
[ [

15



PRUDENT EXPANSION

GEOGRAPHICAL % SALES OF Q1 2025

Jawa
19%
Bali
5%
Sumatera

Jakarta
47% 6%
\‘ Sulawesi
2%
Others
3%

Overseas
18%




ENHANCE EFFICIENCIES ™4

Improve Process

Trim Expenses

Carefully evaluating costs and ensuring
every expense directly benefit the
business.

Consolidating our resources across
the countries we operate in.

Brand & Store Rationalization Optimizing Headcount

Focusing on maximizing profitable brands
and thoroughly monitoring the
performance of each store and brand

Aligning the workforce with current

business needs and future growth.

17



*

Refining inventory management

Leveraging systems to improve inventory availability

at the store level, reduce out-of-stock rates, increase

store sales, and enhance allocation accuracy in order

to meet consumer needs and boost overall business
performance.

MAP

Mitra Adiperkasa

> BY Infosys’

Blue Yonder  Navigate your next

Streamlined & Automated
solution to drive efficiency
and sales growth

*

18



FOCUS ON CUSTOMER EXPERIENCE  MAD

We aim to enhance the overall customer experience by building an integrated
data-driven digital ecosystem

a. MAPCLUB - One power App for branded shopping

A retail community App which aggregates all MAP’s commerce
& customer collaboration in one ecosystem.

ALL BRANDS

ALL SALES CHANNELS
ALL RETAIL CATEGORIES
eMONEY & INCENTIVES

MAP CLUB unifies data from all our sales channels enabling more
targeted services to the Company's most frequent shoppers.

OFFLINE . 7} §  ONLINE

O = o
C’ MMCLUB ” Members, as of March 31st, 2025 :

MARKETPLACE | J €| WHATsAPP 11.6 million

19



FOCUS ON CUSTOMER EXPERIENCE  MAD

b. Endless Aisle (Save The Sale) c. BluTab Technology
A process to optimize the Company’s inventories by A proprietary 020 technology that assists online shoppers
online access to all store and DC stocks nationwide. with faster deliveries by fulfillment from a store closest to

their address.

When a size or colour is not available, staff can utilize a
PDT to fulfill a customer's requirement from alternate &£ \ P 4

destinations. The product is then dispatched to the M, =¥
customer’s address. e

20



ACTIVE

SPORTS STATION

PLANET SPORTS.ASIA

FOOT LOCKER ID
FOOT LOCKER MY
FOOT LOCKER PH
FOOT LOCKER SG
FOOT LOCKER TH
FOOT LOCKER VN
CONVERSE ID
CONVERSE MY
CONVERSE PH
CONVERSE SG
CONVERSE VN
HOKA ID

HOKA PH

DIGITAL RETAIL STORES
___FASHION _

NEW BALANCE ID
NEW BALANCE TH
ALDO ID

ALDO MY

ALDO SG

ALDO TH

CROCS ID
FITFLOP ID
REEBOK ID
SKECHERS ID

KIDZ STATION ID
LINEA SHOES ID
STEVE MADDEN ID
BRICKSACTIVE ID

ZARA ID

ZARA VN

ZARA Cambodia
PULL & BEAR
MASSIMO DUTTI ID
MASSIMO DUTTI VN
STRADIVARIUS
ZARA HOME
BERSHKA

MANGO

LACOSTE

MARKS & SPENCER
TUMI

SEPHORA

FLYING TIGER ID

DIGIMAP ID
DIGIMAP PH
DIGIBOX VN
DIGIBOX Cambodia

DEPT. STORE

SOGO

MAP CLUB

MAP

Mitra Adiperkasa

DIGITAL OTHERS

KINOKUNIYA

3rd Party Marketplaces

SHOPEE
LAZADA
TOKOPEDIA
ZALORA
BLIBLI
GRABMART
HAPPY FRESH
GOFOOD
GRABFOOD
SHOPEEFOOD
TIKTOK

Online Plafforms
3rd Party Platforms

1

21



DIGITAL PERFORMANCE oren % MAD

Mitra Adiperkasa
. CONTRIBUTION BY CHANNEL DIGITAL SALES PERFORMANCE

mm
Own Flastorms 9.2% 8.8% 9.0%  13.0%
3,482
2,933
3rd Party
Marketplaces 2,41 9 2,388
46%
. CONTRIBUTION BY SEGMENT
Digimap
Foodnall| |22 2023 2022 2021
\ Active
F&B 50%
5%
{, ————————————————— ~ \
Dept Store|__— 1 Q1 2025 Sales Contribution :
14% 1
|
I
|
O . 8.46% |
Fashion \ !

2 s 22










MILESTONES

Incorporation » Diversified into Food & Beverage
Started with Sports with Starbucks Coffee
before venturing into » Started operations of Garment

Fashion and Lifestyle

S

Factory in Gunung Putri, Bogor

IPO of MAP (Listed in IDX)

Strategic Partnership
with CVC
for Active Division (MAA) Tbk)

qm 2017

MAP

Mitra Adiperkasa

IPO of MBA
(PT Map Boga Adiperkasa

U O S

Foray into Department Stores

5
L

Venture into
Kids products
(toys & apparel)

e

Strategic partnership
with Everstone

Burger King &
Domino’s Pizza

2016

Launch of MAP Club

Launch of MAP Retail
School

Ventured into
Vietnam 15t Zara Store

Strategic partnership
with General Atlantic

for F&B (MBA)
7\ 7~ 7\ 7\
T
2024 2021

* Award “2024 Sustainable
Business  Integrity Index

Ventured into Ventured into

ia* 1st H
Awards” from Tempo Data Cambodia: 1 Slngaporfe &
Science Zara Store & Malaysia
*  “The Best Consumer Cyclicals Crocs (Map Active)

Sector on the Main Board”
Award from CSA Community
& The Association  of
Indonesia Securities Analysts

¢ Ventured into Digital

Ventured into d ;. ¢ |PO of MAA
e with the launch of Digimap )
Philippines (Apple Premium Reseller) (MAP Active)
MAP Active
( ) ¢ Launched Zara.com/id & e Launch

Zara.com/vn

¢ Ventured into Thailand

Planetsports.asia
& Kidzstation.asia

25



ORGANIZATION STRUCTURE MAP

BOARD of COMMISSIONERS BOARD of DIRECTORS
. . . H.B.L. Mantiri
Sri Indrastuti Hadiputranto President Director
Independent President Commissioner
V.P. Sharma
GBPH. H. Prabukusumo, S.Psi Vice President Director
Independent Vice President Commissioner Susiana Latif
. - Director
Sintia Kolonas
Commissioner Sjeniwati Gusman
Director
Zoee Ho Ziwei
Commissioner Handaka Santosa
Director

Johanes Ridwan

Commissioner Sean Gustav Standish Hughes

Director
Internal Audit @ @ Corporate Secretary
Department Fashion Active F&B Digital &
Store (Cosmetic &Beauty) (Sports, Leisure, Kids) Others
Ravi K
Handaka Santosa Michele Wibisono Nicholas Jones Anthony McEvoy s?géral::,nueilr,

26



SHAREHOLDER STRUCTURE ~ ~4%

MAP - as of 315t March 2025

Local Share Ownership 64,0%

Foreign Share Ownership 36,0%
PT SATYA MULIA
GEMA GEMILANG

Note: There is no affiliation between numbers of the board of Commissioners,
the Board of Directors, or Majority and/or Controlling Shareholders.

27
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FINANCIAL HIGHLIGHTS oioresacrsees s MAD

Mitra Adiperkasa
in IDR Billion E“ % Growth

9,300 8,788 5.8%
Gross Profit 4,091 3,754 9.0%

% Margin 44.0% 42.7%
EBIT 687 618 11.1%

% Margin 7.4% 7.0%
EBITDA 992 921 7.7%

% Margin 10.7% 10.5%
577 506 13.9%

% Margin 6.2% 5.8%
NPATMI 475 419 13.3%

% Margin 5.1% 4.8%

29



OPERATIONAL EXPEN DITU RE *) After PSAK 73/ IFRS 16 MM)

Mitra Adiperkasa

in % of sales

NET SALES 9,300 8788 ' 37,836 33,319
LABOR | C10.7%  11.3%
RENTAL i | 44%  4.3%

DEPRECIATION & AMORT.§ . 7.8% 7.7%
A&P i C1.7% 1.7%
OTHERS i - 9.0%  9.5%

TOTAL OPEX

30



SPECIALTY STORE - aterpsacrs/iens 1

mioRen | aizs | ai2e [ Frzs | rros
7.791 7,305 31,631 26,229

% Growth 6.6%  26.4% 20.6% 26.9%
EBIT *) 696 606 3,120 3,070
% Ebit Margin 8.9% 8.3% 0.9% 11.7%

ZARA 21 Stores SPORTS STATION 391 Stores DIGIMAP 178 Stores
MARKS & SPENCER 36 Stores PLANET SPORTS 69 Stores DIGIBOX 8 Stores
LACOSTE 64 Stores SKECHERS 224 stores
SEPHORA 22 Stores CONVERSE 168 Stores
AMORE PACIFIC BRANDS 7 Stores FOOTLOCKER 76 Stores
BOOTS 32 Stores KIDZ STATION 116 Stores
OTHER CONCEPTS 413 Stores OTHER CONCEPTS 1,055 Stores

TOTAL FASHION m TOTAL ACTIVE 2,099 Stores



FOOD & BEVERAGE .+ sner s s 555 16 MAP
mm

FOOD & BEVERAGE
STARBUCKS COFFEE 595 Stores
Net Revenue 3,228 3,999 SUBWAY 114 Stores

% Growth -8.6%  -17.7% -19.3% 16.4% PIZZA MARZANO 22 Stores
(62) (26) (96) 170 COLD STONE 15 Stores
KRISPY KREME 39 Stores
% Ebit Margin -8.6% -3.4% -3.0% 4.2% GODIVA 7 Stores
GENKI SUSHI 27 Stores
PAUL BAKERY 24 Stores

% wavY

STARBUCKS'

@ G@VA

G E"“I SUSH I Belgium 1926

COLD STONE G

CREAMERY

(i PIZZG E)
MG&RZANO

32



DEPARTMENT STORE ' aserpsax s/ ees 16 MAD

Mitra Adiperkasa

oo Jan e ®s060

% Growth 17.2% 1.8% 5.8% 11, I%
EBIT *) 141 101 415 347
% Ebit Margin 194%  16.3% 15.4% 13.6% SEIRBU

DEPARTMENT STORE q ,

SOGO 18 Stores L
SEIBU 2 Stores 4{

GALERIES LAFAYETTE 1 Stores

o sores *FOODHALL
—
TOTAL DEPT. STORE | 62stores | 33



INVESTOR RELATIONS CONTACT DETAILS:

Ratih Darmawan Gianda

VP Investor — Media Relations, Corporate Communication
and Sustainability for MAP Group

Email :

" This presentation material contains the latest financial information, business strategies and the prospective financial information
of the Company. The business strategies are subject to changes due to uncertainties that could affect the business of the Company
and are not within the Company's control. The prospective financial information is prepared based on the assumption made by the
Company and is presented on a basis consistent with the accounting policies adopted by the Company and it reflects the current
reasonable judgment of the Company regarding the expected conditions. The prospective financial information is based on a
number of assumptions which are inherently subject to significant uncertainty due to factors, which are not within the Company's
control. The Company's actual result may differ from such forecast and such differences may be material. Under no circumstances
should this prospective financial information be regarded as a representation or warranty with respect to the achievement by the
Company of any particular result and there can be no assurance that the business strategies will not vary."



mailto:Ratih.Gianda@map.co.id
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