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Financial Highlights for the year
2020 - 2022
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Thailand Sustainability Investment 2022 : THSI

The company had been selected to be one of 170 listed companies which has been
listed in Thailand Sustainability Investment: THSI 2022 from the Stock Exchange of
Thailand (SET) in kind of services group. The mentioned awards was given for the
listed companies conduct its business with realization to Environmental, Social,

and Governance or ESG

Corporate Governance Report of Thailand Listed Companies 2022

The company has received Excellent CG Scoring or scoring of 5 from the program
Corporate Governance Report of Thailand Listed Companies 2022 (CGR) organized
by Thai Institute of Directors (IOD) and the Securities Exchange and Commission

(SEQ) and the Stock Exchange of Thailand (SET).

AGM Checklist 2022

The Company has received 100 marks (full marks) assessment as its 4" consecutive
year for the Annual General Meeting Checklist 2022 (AGM Checklist), assessed by

Thai Investors Association

Best Payments and Collections Solution

The company has received Best Payments and Collections Solution awards from
the success in developing Digital QR Solutions cooperated with Krungsri (Bank of
Ayudhya PCL). The solution enhances efficiency of the payment system standard
aiming to provide more convenience for customers who buy products and services
at Global House with easier, faster and more safe payment channels by developing
payment solutions to be in accordance with all form of demands and respond all

Global House’s customers’ needs
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Message from the Chairman

2022 was another year in which the company conducted its business with challenges among important
factors such as the conflict situation between Russia and Ukraine, higher interest rate policy to control inflation,
such factors affect the operating cost. Moreover, business competition is intensified as well as rapid changes in
technologies, these are all management challenges that the company has to adapt to maintain operational
efficiency and competitiveness.

The Operating results of the company and subsidiaries in 2022 have total revenue of Baht 35,978.40 million
and net profit was Baht 3,505.89 million, increased from the year 2021 by 5.46% and 4.37% respectively. Regarding
store expansion, the Company can expand more 2 domestic stores followed in the store expansion plan.

In addition to the growing performance, the Company is committed to develop and give the importance to
business operations with environmental, social, and governance consciousness or ESG to create value for
sustainable growth in all dimensions, including economy, society and environment. This is reflected in the “Rising
Star Sustainability Awards” from the SET Awards 2022, organized by the Stock Exchange of Thailand, which is the
first time that the company has received this pride award.

On behalf of the Board of Directors, we would like to express our sincere appreciation to shareholders, all
stakeholders, management team, and employees for their continued support and great cooperation to driving the
company’s operations success. The Board of Directors affirms that the company will adhere to the principles of
Good governance in business operations with transparency, taking into account all stakeholders, along with social

and environmental responsibility for sustainable growth.

Yours Sincerely,

(Mr. Apisit Rujikeatkamjorn)

Chairman
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Message from Chief Executive Officer

In 2022, we are still on uncertainty, since the beginning of the year that Covid-19 Omicron variant has spread
rapidly, including the Russia-Ukraine conflict that began since February 24, 2022 onwards, that resulted in extreme
uncertainty and affected energy costs and the entire supply chain economy. These impacts are starting to be evident
from the 2™ quarter to the 4" quarter that makes the same stores sales that has been positive in the beginning of
the year, became negative in the 4" quarter. This reflects a slowdown in customers purchasing power, steel prices
started to decline, while cement prices rose due to higher energy prices.

However, the company operated with caution, closely monitored the situation, together with continu-
ous risk management, especially inventory costs, resulting the company has no loss from steel stocks and also
other products. This was reflected in total revenue was increased by 5.46% and net profit was increased by 4.37%,
compared to the year 2021 under volatile economic conditions and continuously rising interest rates.

In addition to satisfactory performance, the past year has also been an important step in sustainability
of “GLOBAL” that received the “SET Awards 2022” in Sustainability Excellence group category of Rising Star
Sustainability Awards, regarded as a reward of success that we’ve received this year. As a result of digitalization,
continuous improvement and development of internal systems throughout the organization. At the same time,
there is same stores renovation to have a modern image in line with the changes of the generation by a policy
to continuously renovate all stores as soon as possible, along with sourcing Eco-friendly products and services to
deliver value to customers to get the highest satisfaction.

On behalf of Siam Global House Public Co., Ltd, we would like to express our gratitude to all stakeholders
for the trust and participation in development and support the operations. The Company is committed
to enhancing its business operations with social and environmental responsibility, along with operating

under good governance for sustainable growth.

Yours Sincerely,

Y L4

(Mr. Witoon Suriyawanakul)
Chief Executive Officer

13
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01 Business Structure and Operation

SIAM GLOBAL HOUSE
Public Company Limited

> 1.1 Policy and Business Overview

Siam Global House Public Company Limited has
established from the merge of two companies (Siam Global
House Company Limited and Siam Global House Khon Kaen
Company Limited) which are merged according to certificate
of incorporation on 8 " June 2007 with initial registered capital
of Baht 700,000,000 million. The main objective is to operate a
retail business in construction materials, and home decorative
items, tools and equipment for home and garden, in large
warehouse stores under the trade name of “Global House”.
Which is the one of the largest distributors in Thailand to sell
construction materials and home decorative items with one

stop service. The company opened its first branch in Roi Et

Operated by Mr. Witoon Suriyawankul, Chief Executive
Officer, with inspiration and intention to build the new
thing to commercial circles of construction materials in
Thailand by concept and philosophy “All Inclusive for your
house”, which is regarded as the initiator of retail business
integration in construction materials to become warehouse
stores by containing all products in structure group, home
décor products, building and gardening, and equipment,
inclusive of other various categories of products more
than 290,000 SKUs disposed in an orderly manner in the
huge store warehouse, where feature average area of
10,787 - 32,000 sg.m in order to provide our customers
the convenience of viewing, selecting, and closely touching

the product by themselves.

15
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1.1.1 Vision Mission Corporate Culture Objectives and Goals

Vision A center for building materials and home furnishings that meet the highest satisfaction along

with the innovation development for sustainable growth. (A Better Choice for A Better Home)

Mission The Company will strive to create products and services to suit the needs of customers in

each area along with managing costs and expenses to an appropriate level. In order for the

Company to deliver the highest value of products and services to customers, to achieve its

vision of being a center for building materials and home furnishings that meet the highest

customer satisfaction. In addition to managing under good governance principles and focusing

on excellent work processes, the Company will focus on developing distribution channels,

building relationships with customers, working with business partners, developing the inno-

vation and information technology, improving human resources, together with social and

environmental responsibility to create value for sustainable business growth.

Customer Oriented

Professional

Teamwork

Innovation

Social Responsibility

Prescribed that customers and customer needs both external and internal

(employees) are important things and use to be principles of decision-making.

Performing work at full capacity, using logical decision-making on facts and
information, being responsible for the assigned duties, including respect to the

commitment for the completion.

Giving importance to the team participation, encourage each other to achieve
a goal, and building good relationship and communication between

employees and departments to achieve the Company’s goal.

Innovation to discover working methods, solving new problems to increase
convenience and speed of working, including other business forms and oppor-

tunities for the Company.

Giving Contributions to the community and society as well as volunteering in

various activities for the public both outside and inside the Company.

16
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Business Strategy

Customer Centric P Respond the highest customer satisfaction
Cost Leadership P Properly Manage Cost and being competitive
Products & Services P Variety of Products with quality services
Innovation P Continuous Innovation Development

Store Expansion p Continuous Store Expansion to cover service areas

é . :
CORE POLICY ! @ o) : CULTURE
: PRODUCT :

©
i)

PEOPLE

DIGITAL

i

e AGILITY o
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Objectives & Goals
Siam Global House Public Company Limited is a listed company
founded with objective to conduct a retail business of construction ma-
terials, decorative materials, tools, equipment used for home and garden
construction, renovation, decoration within a single large building, under
the trade name “Global House”. By the end of the year 2022, there are a

total of 77 domestic branches covering 6 regions;

« the central 13 branches; Nakhon Pathom, Lopburi, (Kalasin) Phayakkhaphum Phisai (Mahasarakham), Nong
Nakhonnayok, Salaya, Pathumtani, Singburi, Han (Udon Thani) and Phon Charoen (Bueng Kan).
Samutsongkram, Ang Thong, Thepharak (Samut Prakan), « The northern 18 branches; Chiang Mai, Nakhon Sawan,
Phra Nakhon Si Ayutthaya, Chai Nat, Krathum Baen (Samut Phitsanulok, Lamphun, Phrae, Lampang, Nan, Sukhothai,

Sakhon) and Soi Noi(Nonthaburi). Kamphaeng Phet, Phetchabun, ChiangRai, Uttaradit, Fang,

» The Eastern 5 branches; Rayong, Chon Buri, Chanthaburi, Mae Hong Son Mae Sai (Chiang Rai), Pha Yao, Wiang Pa
Trad and Kabin Buri (Prachin Buri) Pao (Chiang Rai) and Phan (Chiang Rai).

« The Western 4 branches; Ratchaburi, Pranburi (Prachuap « The Southern 6 branches; Suratthani, Nakhonsithammarat,
Khirikhan), Kanchanaburi and Prachuap Khirikhan. Phatthalung, Satun, Phuket and Samui (Surat Thani).

« The northeastern 31 branches; Roi Et, Khon Kaen, In addition, to achieve the Company’s goal which

Udon Thani, Kalasin, Maha Sarakham, Nong Khai, aims to be “The best distribution channel for building ma-
NakhonRatchasrima, Sakon Nakhon, Nakhonphanom, terials and home furnishings of ASEAN”, the Company is in
Chaiyaphum, Surin, Mukdahan, Ban-Phai (Khon Kaen), process of stores expansion to cover all areas of Thailand,
Ubonratchatani, Ban Tad (Udonthani) Nongbualamphu, including of distribution channel development to support
Buriram, Yasothon, Bungkan, Loei, Chum Phae, Phang the changing of life style. Currently, the Company is studying
khon ,Chokchai, Dankhun Thot ,Nang Rong (Burirum), of opportunities to expand distribution channels to other

Kanthararak, Det Udom (Ubon Ratchathani) Kuchinarai countries in ASEAN.

The Company was well aware that the continuous business growth must be driven by the growth from the
performance and stores expansion. Thus, the Company emphasizes on mainly responding customer needs by consid-
ering for products reviewing and services processes to customers, categories and composition of products, variety of
products procurement, fair and reasonable pricing, an efficient products storage, and cost saving, including products
offering for each store by considering market demands and consumer
behaviors of each store to be priority.

In addition, the Company aims to continuously expand stores
covering the provinces in all regions to respond the consumer needs
entirely. In 2022, the company has expanded more 2 stores, by the

end of the year, the company has operated total 77 stores.

18
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1.1.2 The important change and development in the past 3 years period.

EeZEl 2020

On 24" April 2020, the Annual General Meeting of Shareholders’ 2020 have resolution to increase
the Company’s registered capital to be Baht 4,401,613,960.00 by issuing common stock of total
200,073,361 shares at the par value of Baht 1 per share for paying in common stock dividends.

The company has opened more 5 operating stores i.e., Sainoi, Det - Udom, Phayao, Kuchinarai and
Wiang Pa Pao. By the end of 2020, there were total 71 stores.

EEE 2021

On 7" April 2021, the Annual General Meeting of Shareholders’ 2020 have resolution to increase
the Company’s registered capital to be Baht 4,601,683,147.00 by issuing common stock of total
200,073,180 shares at the par value of Baht 1 per share for paying in common stock dividends.

On 30" August 2021, the Board of Director’s meeting No. 4 / 2021 has approved the resolution to
establish Guangxi Global House International Trade Co., LTD, subsidiary in China for import and
export the products with registered capital 3,500,000.00 renminbi or equal to 17,950,450.00 Baht
by the shareholding proportion 100%, and has registered on September 29, 2021

On 29" October 2021, the Board of Director’s meeting No. 5/2021 has approved the resolution to
expand business in Philippines by joint venture with Filipino business partners to establish
Global House Philippines Co., Ltd and Global House Philippines Estate Co., Ltd. to support the business

expansion in Philippines.

The company has opened more 4 operating stores i.e., Phayakkhaphumphisai, Kabinburi, Nongkan
and Phan (Chiang Rai). By the end of 2021, there are total 75 operating stores.

o= 2022

» On 8" April 2022, the Annual General Meeting of Shareholders’ 2022 have resolution to increase
the Company’s registered capital to be Baht 4,801,743,807.00 by issuing common stock of total
200,072,658 shares at the par value of Baht 1 per share for paying in common stock devidends.

» On 17" June 2022, the Company has signed a joint venture agreement with Cosco Capital Incorporated

which operated various businesses in Philippines such as retail business in consumer goods, Real Estate,
includes Oil and Mineral Business. The Company would establish Global House Philippines Co., Ltd. (“GBP”)
to operate retail stores and related businesses to distribute building materials and home improvement
products in Philippines likewise with Global House store in Thailand. Also, the Company found

Global House Philippines Estate Co., Ltd. (“GBP ESTATE”) to operate land holding business to develop

Global House stores in Philippines.

» The company has opened more 2 operating stores i.e., Samui and Phon Charoen.

By the end of 2022, there are total 77 operating stores

I w =
GIObal

House
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1.1.3 Company Head Office

Company'’s Listed Name Siam Global House Public Company Limited

Symbol GLOBAL
Registration No 0107551000029
Type of Business Selling goods and providing complete range of services relating to con-

struction, decorations, tools, office equipment, and additional improve-

ment of buildings, houses, and other places as One Stop Shopping

Address 232 Moo 19 Rob Muang, Muang, Roi Et, Thailand 45000
Telephone 043-519-777
Fax 043-511-492, 043-519-649
Website www.globalhouse.co.th
Registered Capital 4,801,743,807.00 Baht
Paid-up Capital 4,801,736,733.00 Baht
Par Value 1 Baht
20
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Roi Et @ Khon Kaen @ Udon Thani

232 Moo 19 T.Robmung 377 Moo 21 Maliwan Rd. 202 Moo 5 T.Sam Prao

A.Muang Roi Et 45000 [N A.Muang Khon Kaen 40000 A.muang Udon Thani 41000

15/05/2004

19/01/2002

Rayong
137 Moo 4 T.Tub Ma A.Muang
Rayong 21000

Wieng Khum Kam

99 / 3 Moo 11 A.Sarapee
Chiang Mai 50140

25/74 Moo 3 T.Ban Suan A.Muang
Chon Buri 20000

@ Chon Buri

28/06/2008

@ Nakhon Prathom

Ratch Buri Kalasin
222 Moo 8 A.Muang 280 Moo 2 T.Chedee Hak 193 Moo 10 T.Lam Phan
X X Nakhon Prathom 73000 A.Muang Ratch Buri 70000 X N A.Muang Kalasin 46000

A
21/11/2008 19/09/2009 27/03/2010

Maha Sarakam Nakhon Sawan

28 Sarakam - Wapeeprathum Rd. 99 /6 Moo 10 A.Muang

Mahasarakam 44000 Nakhon Sawan 60240
O O

26/06/2010

Nong Khai

365 Moo 6 A.Muang
Nong Khai 43000

Nakhonratchasrima

493 Moo 2 A.Muang
Nakhon Ratchasrima 30000

Sakhon Nakhon @ Nakhon Phanom

444 Moo 9 A.Muang 147 / 3 Pracharuammit Rd. T.Nongyat
Sakhon Nakhon 47000 A.Muang Nakhon Phanom 48000

08/10/2011

A N
07/04/2012

Phitsanulok Surin Chaiyaphum

9/9 Moo 7 T.Wat Chan A.Muang 88 Moo 13 T.Cha Neang 8 Moo 11 A.Muang

Phitsanulok 65000 A.Muang Surin 32000 3 Chaiyaphum 36000
A0 O N

01/12/2012

03/11/2012 23/06/2012

Lamphun Mukdahan Phare
161 Moo 5 A.Muang 35/ 8 Chayangkun Rd. 158 Moo 2 A. Sungmen
Lamphun 51000 _ A.Muang Mukdahan 49000 Phare 54130
(S —— “oo_oo-o (VT T (A m—
%

8/12/2012 09/03/2013

Sukhothai Nan Lampang
88 Moo 6 T.Bankluy A.Muang 288 Moo 11 T. Chaisatan 518 Moo 11 A.Muang
Sukhothai 64000 A. Muang Nan 55000 Lampang 52000

U

A : A
22/06/2013 18/05/2013

20/07/2013

|
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Ban Pai

77 Moo 6 A.Ban Pai
Khon Kaen 40110

Ubonratchathani

90 Moo 2 T.Nonpung
A.Warinchumrab Ubonratthani 34190

Kampangpetch @

11 Moo 10 A.Muang
Kampangpetch 62000 T

Trad Lopburi Ban Tad

62 /26 Moo 5 A. Muang 41/ 3 Moo 1 A. Muang Lop Buri 823 Moo 4 A.Muang

Trad 23000 15000 Udon Thani 41000
(O O (O O

Global
Nongbualamphu @ Petchboon

240 Moo 9 T.Nongbua A.Muang 333 Moo 12 T.Nangoa A.Muang
Nongbualamphu 39000 Petchboon 67000

Global
@ Chanthaburi

83 Moo 6 T.Kaovo A.Tamai
Chanthaburi 22000

A
06/12/2014

Yasothon

364 Moo3 T.Tadthong A.Muang
Yasothon 3500

86 / 40 Moo10 A.Muang 54 Moo 16 T.Kasung
Nakhonnayok 26000 A.Muang Buriram 31000

Giobal
Nakhonnayok @ Buriram
A O

Pathumthani

GiObal
Bungkan @ Pranburi

328 Moo 10 T.Bungkan A.Muang 1441 Moo2 A.Pranburi
Bungkan 38000 Pachaubkirikan 77120

1/ 88 Moo3 T.Bangphonuea

0 0 A.Samkhok Pathumthani 12160
28/05/2016

" Salaya

Samutsongkram Singburi 8/8 M0O 1 T.Songkanong
99 /1 Moo 11 T.Ladyai A.Muang 68 Moo 4 T.Tonpho A.Muang A.Samphran Nakhonpathom
Samutsongkram 75000 Singburi 16000 : 73210

: (O O oo—vo- (O T

26/08/2016 16/06/2016

“" Kanchanaburi
Chiang Rai Suratthani 116 Moo 8 T.Kaengsean
296 Moo 1 T.Thasai A.Muang 17 / 5 Moo 2 T.Bangkung A.Muang A.Muang Kanchanaburi
, Chiang Rai 57000 Suratthani 84000 71000

17/09/2016

- '._. 0 0
19/11/2016 21/12/2016

co Jconal

s Prachuap Khirikhan " Nakhonsithammarat
nnwersary

Ang Thong aasvasuseu 20 @ 1/2 Phet Kasem Road T.Prachuap 100 /1 Moo 5 T.Phkphun
99 / 99 Moo 8 T.Phosa A.Muang Khirikhan A.Muang Prachuap A.Muang
AL

Ang Thong 14000 Khirikhan 77000 Nakhonsithammarat 80000

r -04/03/2017 -1 1/02/2017 -24/1 2/2016
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Chom Phae

998 Moo 9 T.Chum Phae
A.Chum Phae Khon Kaen 40130

Uttaradit @ Loel

159 Moo 8 T.Pasao A.Muang 292 Moo 6 T.Na an A.Muang

Uttaradit 53000 .. Loei 42000

0
30/03/2017

)

18/03/2017

24/06/2017

" Phang Khon

642 Moo 1 T.Phang Khon
A.Phang Khon
Sakon Nakhon 47160

363 Moo 12 T.Chokchai A.Chok Chai 228 Moo 10 T.Khao Chiek
Nakhon Ratchasima 30190 A.Muang Phatthalung 93000

@ Chokchai @ Phatthalung
Em——;

" Tapharak
76 /12 Moo 3 T.Bang phli yai 56 ) Phra Nakhon Si Ayutthaya

A.Bang Phli Samut Prakan 50/3 Moo 5 T.Ban Krot A.Bang Pa-in
Phra Nakhon Si Ayutthaya 13160

Chai Nat

798 Moo 5 T.Ban Kluai
A.Muang Chai Nat 17000

. O

o “" Dan Khun Thot

Fang 408 Moo 4 T.Dan Khun Thot
222 Moo 2 T.San Sai A.Fang
0
/11/2018

A O
12/05/2018

Mae Hong Son

61 Moo 11 T.Pang Mu A.Muang

Mae Hong Son 58000  [CEES
Sl

A.Dan Khun Thot
Chiang Mai 50110 Nakhon Ratchasima 30210

A N
12/08/2018

Nang Rong @ Satun !E! : |

Phuket
1/ 89 T.Thanon Hak A.Nang 662 Moo 1 T. Ban Khuan 66 / 49 Moo 10 T. Chalong
O — O ——

Rong Buriram 31110 A.Mueang Satun Satun 91140 A.Mueang Phuket Phuket 83130

" Krathum Baen

107 /1 Moo 2 T. Khlong Maduea Mae Sai Kanthararak
A. Krathum Bean Samut Sakhon 357 Moo 11 T. Pong Pha 333 Moo 8 T. Nong Ya Lat
0 0

74110 A.Mae Sai Chiang Rai 57130 A.Kanthararak Sisaket 33110

A A
14/12/2019 09/11/2019

A
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With inspiration and commitment to create new things for construction

JAADVASUSDU
Anniversary

material commercial circle in Thailand, along with knowledge and experience
in construction material commerce business for over 25 years, thus

“GLOBAL HOUSE” has established by concept and philosophy

“All-inclusive for your house”
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wangnoi
Distribution Center

October 9, 2017 the company has
opened Distribution Center which is large
warehouse with area more than 100 Rai,
located at Amphur Wangnoi, Pranakorn
Sri Ayutthaya, to support business growth

in the future.

The management

Wangnoi Distribution Center uses Automated
Storage Retrieval System (ASRS) in product
management which is system controlled by
computer, result to increase rapidity, accuracy
and reduce cost in product management effi-

cient for all Supply Chain.

ASRS

(Automated Storage
Retrieval System)
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1.2 Overview of Business Operation

Business Nature of the Company
“Global House” is distribution center of construction materials, decorative items, tools and equipment used
in home and garden for construction, renovation, and decoration in form of One Stop Shopping Home Center. The
important target customers are house owners, self-employed group; technicians, small and medium contractors,
small construction materials shop, and residential and building construction projects. All products for sale will be
in the huge store warehouse under the same roof where is product storage and ready to deliver to customers

immediately. The Company has divided products into 2 groups as follow;,

One Stop
Shopping

Home Center

Building Material Group

« Cements and Construction materials
« Steels, Nails and Wires
» Roofs and Installation tools

« Tanks, Pipes, Water Systems and Gardening

Decorative items

« Doors, Windows and Woods

» Hand tools and Hardware

« Electrical Accessories

» Ceramic Tiles and Decorative items

« Furniture and Home Finishing

» Households, storage and cleaning
equipment

« Kitchenware and Appliances

+ Sanitary and Bathroom items

« Paints and Chemicals

« Sport and Recreation

» Outlet & Living
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Business Nature of Subsidiaries and Join Venture
1. Global House Cambodia Co., Ltd (GBC)

established on 27 February 2017. With the objective for retailing construction materials and home décor

products in Cambodia by Global House holds 55% shares of GBC.
2. Guangxi Global House International Trade Co., Ltd.

Established on September 29", 2021 with the objective for import and export products in China by the
shareholding proportion 100%

3. Global House International Co., Ltd. (GBI)

Global House International Co., Ltd.(“GBI”) is a joint venture and established on 25 February 2015 from
collaboration between Global House Public Company Limited and SCG Distribution Co., Ltd. in the proportion of
50:50. The main objective is Holding Company for investment in retailing of construction materials and home décor
products in ASEAN. The investment of GBI will focus on shareholding and taking a part in management with local
partners in each country to rely on the knowledge and expertise in business management of GBI collaborated with
proficiency in area of local partners. Presently, GBI has invested in the Lao People’s Democratic Republic by hold-
ing shares 34% of Souvanny Home Center Public Company, Republic of the Union of Myanmar by holding shares
30.33% of Pro-1 Global Co., Ltd and Republic of the Union of Indonesia by holding shares 22% of Caturkarda Depo
Bangunan Tbk Co., Ltd

1.2.1 Revenue Structure

The revenues of the Company and subsidiaries are comprised of sales revenues and other revenues, with

the detail as follows ;

Revenue (Unit : Million Baht)

Revenue Structure 31 December 2022 31 December 2021 | 31 December 2020

1. Sale revenue 34,749.78  96.59 33,010.21 96.76  26,207.95  95.81
1.1 Building Material Products 13,509.86  37.55 16,286.41 4r.74  10,713.21 39.17
1.2 Decorative Products 21,239.92  59.04 16,723.80  49.02 1549474  56.64

2. Other Revenue 692.89 1.92 610.61 1.79 544.70 1.99

3. Subsidiary Revenue 535.73 1.49 495.29 1.45 601.24 2.20

Total Revenue 35,978.40  100.00 34,116.11 100.00  27,353.89 100.00

Remark : Other revenue is the revenue from service, rental, other interest revenue, gain and loss from foreign

exchange, Gain and loss from disposal of assets, revenue from sale promotion
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1.2.2 Product Information
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(1) Product description, services and business innovation developments

Product Lines

Type of Goods

1. Building Material Group

Cement and Structure

Steel, Tack and Wire

Tile and Equipment Installation

Tanks, Pipes, Water Systems and Garden-
ing

2. Hardware and Decorative Group

Doors, Windows, Woods and Equipment
Hand tools and Hardware

Electricity and Equipment

Electrical Appliances and Kitchenware
Sanitary ware, bath and kitchen

Ceramic, Floor material and wall
Painting and Chemical material

Furniture and Home Decoration Products
Sport and Leisure Equipment

Home and Clearing equipment

Outlet & Living

Total

Example of Goods

Cement Portland, Cement Plaster
Steel Round, Steel Deformed bars
Ceramic Tile, Concrete Tile

Plastics Tank and Stainless Tank, Trough and Gardening
Equipment

Wood doors, PVC doors, Windows, Frame

Steels Tools, Wood tools etc.

Switch, Plug, Cables, Lighting

Home Appliances and Kitchenware

Sanitary ware, Bathtub

Ceramic flooring, Granites tiles

Paints, Base, Oil

Bed, Wardrobe, Chairs, Mattress, Sofa, Office equipments
Bicycle, Exercise Bike, Treadmill, Fitness Equipments
Sideboard, Shelves, Home Equipments, Cleaning Equipments

Home Decoration and products, Office Equipment, Recreation,
Skill Development Toys for Children, Vehicle Care Products,
Coffee Shops

290,811 Items

28

Number

of item

864
4,346
13,058
21,902

19,696
48,042
37,063
32,559
31,312
28,187
17,985
18,935
2,419

7,741

7,566
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ASRS TO AUTOMATE STORE From our concept “All Inclusive for your House”,
ASRS Global provided the categories of product more than

Automated Storage and Retrieval System

North region

290,000SKUs. As a result of this, the company adopted

“the modern trade Innovation system” to establish large

warehouse store. Furthermore, we have divided our store
Northeast Region

into 2 sections;
:
Area 1 : Shopping Area. This is the place where

Central Region

Southern Region

: the customers are able to walk and view the product
Cambodia

freely with plenty of service mind staffs who are ready to

help and support the customers with the right knowledge

immediately.

ey total 41

o 4...

have been installed ASRS

——— 117,384 pallets

ey

CORE POLICY

Area 2 : Drive Through Area This is the place where
distributes construction material. We prepare many facilities
such as forklifts and overhead cranes for customer service.
Moreover, in the concept of Drive Through system, customers
can drive their vehicles through the store to collect their order,
from placing order and driving off the store with the product,

all within 10 minutes.

Services

Global House adheres philosophy of products distribution and giving services under

quality policy 5 points as :

=8 Facilitation for the speed of service.
M\l Distribution of quality products and accuracy and reliable service.
[@IEETel Selling goods at a fair and affordable price.

=BYA Friendly services, employees with the ability to provide good advice to
customers, product placement for convenient browsing and buying, along
with delivery service.

HelN Providing customers with polite, mannered and professional service along

with respect.
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Click & Collect Delivery Service Call Center

Installation Service Return Policy

Special Order

The Company sives Special Order Service in the event that customers require non-stock items.

Change & Return Policy
The Company accepts to change and return on products in case that customers are dissatisfied in those
products or any defects or damages on products causing from production with the return condition within 30 days
after the receipt. To be eligible for a return, products must be unused and same condition in the original packaging,

together with an original receipt, then the Company will consider and refund in cash immediately.

Installation Service
The Company provides installation service to support our products with the installation warranty for 180
days by specialist. Furthermore, provides “Lady Service” for electrical appliances installation service and home

renovation especially for lady customers.

Research and Development Policy

The company has its intention to respond the changed consumer needs along with support the change both
economic, social and environmental aspects through research and development for products and services including
business opportunity. The objective for strengthening competitive advantage of the company in long term. In 2022,

the company has innovation development project as follow;

Development project of online trading system on Marketplace
To be a distribution channel and increase the convenience of purchasing goods, there are also various pay-

ment channels to respond the lifestyle of the new generation.
Development project of the connecting system of QR VISA MASTERCARD

To make it easier for customers not to have to carry a credit card to pay for their products, simply scan the

QR at the point of sale and also increase the security of use.
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Expenses details for innovation research and development

(Unit : million baht)

Innovation research and development expenses 26.37 27.03

(2) Marketing and Competition
Product Marketing Policy
The company has important strategies for product marketing by differentiation strategies as below

1. Product Differentiation The company purchases and distributes completely construction equipment,
home decorative items and gardening products both in form of materials and finished good by focusing on
customer’s requirements and also selling special products that are non-stock in other shops.

2. Service Differentiation The company arranges its stores in Modern trade style to show all products for
customer’s viewing, touching and selection, included installation services, renovation or decoration services,
Special to order products, and giving consults by the company’s specialist (Global Pro). Furthermore, the
company also emphasizes on customer’s convenience since parking until leaving from the store, Plus, there
are Drive through service which allows customers to purchase products behind the building store without
leaving their cars. In addition, the company has satisfaction guarantee, offering customers a full refund and
products can be returned or replaced within 30 days if customers are not satisfied.

3. Personal Differentiation The company’s employees always say greetings to customers to build familiarity
and to feel that employees are always ready to serve. So that, employees also build impression to cus-
tomers with their good product knowledge included fast service with quality and being full of service mind
and Entrepreneur Spirit. In addition, customers are able to walk and view the product freely, the staff will
be giving details or suggestions only when customers need.

4. Image Differentiation The corporate image is Large Home Center where differs from other competitors in
construction materials industry both internal and external atmosphere. The shopping area, building style
and goods shelves also impresses customers and feel free to select products by themselves with their

satisfaction.

2P3S

Anyhow, all strategies mentioned

FSYWR{[@R Selling products in reasonable and fair price

IS NHSSOIANEM Best service mind and service availability of staffs

Sy RSIAR=@E[Ol\R The most of product variety with Low-end, Mid-end
and High-end.

SIS SVI(@) Best service comparing with international standard

ESSYBSYIOl=N Develop goods shelves and display of merchandise
to be the best

above have objective to develop ex-
cellence for Global House according

to guidelines 2P3S as below ;
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Besides of differentiation strategies, the company has planned marketing strategies according to the principle 4Ps
as below;
Product and Service Strategies
The company provides products as much as possible for each category. Currently, there are more than 290,000
items which helps to build exciting selection of products to customers and completely respond customer’s needs.
Besides of Product Strategy, the company place an importance in service strategy for customer’s convenience by
developing and providing facility and build customers satisfaction as below;

1. Designing Drive Through system, customers can drive their vehicles through the store to collect their order, since
placing order, payment and receipt transaction until driving off the store with the product, all within 10 minutes.

2. Transferring goods to the transportation vehicles will be managed by Crane system. By each store, there are not
less than 5 cranes and not less than 4 forklifts for product placement on each category for the purpose of rapidity
and comfortable services to customers.

3. Providing tile display system by model from the system using in Logistics which can quickly search the tile design
that customers need within 1 minute, which is regarded as the fastest in Thailand. Besides, the company keeps
stock of tiles equal to space more than 200,000 square meters per store.

4. The company has always adjusted goods shelves which helps to monitor the goods on shelves result in very low
loss rate or defect only 0.1% - 0.3%.

5. Delivery Service to the customer

Price Strategies
The company has different pricing policy following the kinds of product by competitive pricing for products with
quick inventory turnover, popular products in the market, in order to increase and maintain market share. And pricing aims

for profit goals for products with slow inventory turnover or new products in the market.

Place Strategies

The company emphasizes on location in the convenient transportation area and near to the residential community,
which will be the important target customer group. Building design is similar to the warehouse as single-stores building in
an open and airy spaces for goods shelves and easy to find. By focusing on visual merchandising by creating an
attractive product display, establishing an efficient goods transfer system with fastness and convenience. and also
emphasizing on in building the Modern image and leadership in product distribution.

In the year 2016, the company has invested to install ASRS (Automated Storage & Retrieval System) which helps
to manage the warehouse to be more efficient by increasing the rapidity and accuracy in product receiving and storage,
reducing working time, reducing labor for transporting items into and out of inventory, space savings for storage and
transferring, increasing storage capacity, increasing efficiency of warehouse management included reducing size of land
space using for store construction. By the way, the company installed ASRS for the Distribution Center and operated stores

in the year 2016 onwards. By the end of 2022, there are total ASRS operated 41 stores
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Promotion Strategies
The company has different promotion policy according to the kind of product by sale promotion and selling products
in competitive price for the wholesale market and general products in target market and selling products in medium price for
rare items.
Besides, the company set the marketing plan along with target for each Segmentation in order to build overall market
share increasing efficiently in competition. Which is expert in mostly in particular kind of products as below;

« Advertisement with the purpose for Awareness and Perception of the name “Global House” in aspect of distribution,
style, location, products, office hours including building brand image that’s Large Home Center in where has the most
variety of products and selling in reasonable price with mind service staffs. By using many medias such as local radio,
advertising sign, brochure, point of purchase display, direct mail and telephone directory, i.e.

« Sale Promotion with the purpose for Awareness, Creditability and Avoidance of Clutter, Lend Generation, Image Building
and Reduce Advertising Cost. Target group is customers, mass media, financial institutions, association groups, and retail
shops in the country. The activity style consists of publishing a statement of stores opening, giving information to mass
medias such as business newspaper, local newspaper including public relations department of the partners from time to
time, and the opening ceremony, giving supports to the community’s activities, offering scholarships to students in local

schools around the company, etc.

Target Customer Group
Customer group of the company has divided into 5 groups by details as below;

« Retail customers group is general minor customers as homeowners, minor technicians who buy product for their own
usage (End - User).

« Small Retail shop group is small construction materials shop who buy product for resale in theirs shop.

« Contractor group is the customer group who buy product for using in construction, subcontract to extension and
decoration for their customers

« Contractors group is customers group who buy product for using in construction, subcontract to renovation and
decoration for their customers.

« Corporate Customer group is customer group who is both government and private sectors.

For higher trend in sale mostly from retail customers who are homeowners, technicians and small / medium contractors.

Marketing Crisis & Competitive

The retail business of construction materials and home furnishing products is likely to grow higher in the future. As the
covid-19 pandemic is improving and is likely return to normal, respectively. This is supported by the government’s economic
stimulus and recovery measures to promote tourism, as evidenced by the gradual increase in the number of foreign tourists.
Household consumption of middle-income groups and above still has a lot of purchasing power. This includes the continued
expansion of government construction investments, such as repair and construction of secondary roads in various regions
or large - scale construction projects linked to the EEC area. In addition, the stimulus package for housing-related properties
is driving the growing demand for housing-related products. The stimulus package for housing-related properties is driving
the growing demand for housing-related products. Nevertheless, the Company has continuously prepared and adjusted its
operational strategy to deal with the situation. The company has stimulated consumer spending for both participating in eco-
nomic stimulus and economic recovery measures with the government have a wide selection of products to respond to and
be in line with the behavior of digital customers who shop through online channels and social media platforms. This includes

public relations through advertising media and promotional activities in stores nationwide.
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In 2022, the Company has continued its strategy of presenting products through omni channel, resulting
the system for purchasing goods and services at the storefront has been improved, along with the development
of online marketing channels both on the website and Click & Collect application. Including the development of
new service models in collaboration with the Bank, the company has developed the Self - Check Out for customer
convenience in the self-payment, customers can pick - up products at all the time 24 hours through Click & Col-
lect application machine, customers can select the service point to pick-up products without leave their car by
Drive-up service. As well as developing the Automated Storage & Retrieval System (ASRS) to increase the efficiency
of the company’s operation for the product storage, tracking the location, and checking the product status more
accurate and correct, in order to increase more convenience for customer’s service. And this will help to create

the differentiation and enhance the competitiveness of the business more.

Competitors
Competitors group in construction materials and home decoration industry are divided into the following
groups ;
1. Home Center Business for example :

« Home Pro manages by Home Product Center Public Company Limited, operate a retailing business
to distribute and give service about construction, renovation, decoration, reparation for Home and
residential building under the concept “One Stop Shopping Home Center”. Home Pro currently has
total 102 stores.

» Thai Watsadu manages by CRC Thai Watsadu Co Ltd., distributes construction materials for
completely home and residential reparation and decoration under the unique selling point “All
about Home Improvement at Reasonable Prices at Thai Watsadu”, which has opened first store in 2010
and now operated total 67 stores.

« Home HUB manages by Mr. Ongat Tangmitpracha., distributes construction materials, and home décor
under slogan “Home Hub Fast and Easy”. Home Hub currently has total 5 stores operated where are
located in Ubon-Ratchathani of 3 stores, and of 2 stores in Khon Kaen and Udonthani.

+ Do Home manages by Ubonwatsadu Co Ltd., distributes construction materials, home décor products
under concept “Complete, Cheap and Good at..DOHOME”. Do Home currently has total 21 stores
operated and 9 stores of Do Home to Go.

« MEGA HOME manages by Mega Home Center Co., Ltd, the building materials and appliances distribution
center. The major shareholder is Home Product Center Public Company Limited, which opened in 2013
and operated currently total 18 stores.

+ Baan & BEYOND manages by CRC Thai Watsadu Co.,Ltd., affiliated to Central Retail Corporation Public

Company Limited, department store for home which opened in 2013 and operated currently total 8 stores.

2. Specialty Store example :
+ Small Retailers : who distribute only construction materials, for example; Cement Thai Home Mart, which
focus on distribution of SCG Group products but still lack of other products such as ceramic tile, paint,
electrical equipment and pumpins.

« Ceramic and Sanitary ware Group : Sukapan Center, Boonthavorn, Décor Mart, Grand Home Mart, Inter
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Sanitary Ceramic, which focus on ceramic and sanitary ware products.

+ Furniture and Home décor products : Index Living Mall, S.B. Furniture, and IKEA, which operate retail business
for Home decorative items, furniture, bed room set, living room set and kitchen wares. Target customers are high
purchasing power customers.

» Electric Appliances : Power Buy: electric appliances retailer affiliated to Central Retail Corporation, and Power
Mall: retailer affiliated to The Mall Group.

- Specialty Stores : such as paint store, pumping store, electrical equipment store, hardware store etc. These stores

are still lack of diversity of product and also display in traditional trade style.

(3) Procurement and management
Procurement
The Company’s procurement is managed and operated by our experienced team of buyers, merchandising department,
located in Roi Et head office. The department always searches for new products by following the guidelines below :

1. The manufacturer offered the products to the Company.

2. Products management and Purchasing Department are sourcing new products from the manufacturers both
domestic and abroad by examining the products and appointment to visit the factories before making decision to
choose products for sell.

3. Products management and Purchasing Department study the market and customer’s needs in order to keep
information to provide the products in according with customer’s needs.

Source of Product
The company distributes construction materials, equipment, home decorative products from the manufacturers, Brand
agents. All products in the warehouse store are divided into 2 parts, purchasing domestic products about 68% and importing
products from aboard about 32% of all purchasing the details are as follows :

1. Local manufacturers divided by the product line, presently, the Company have many of suppliers who are our
business partners for more than 500 suppliers. We have always supported each other and collaborated in advertising,
public relation, sale promotion as well as new stores grand opening event.

2. Foreign manufacturers from China and Vietnam totaling more than 200 suppliers. The import products are granite
tiles, glass brick, spa bathtub, shower curtain, plywood, door, window, hardware, knob, lamp, cleaning equipment,

electric appliances, kitchen ware, gardening tools and equipment, and office furniture, etc.

(4) Asset for business Operation

Detail is shown in Attachment 4 Assets Used in Operations

HOUSE BRAND
The Company currently has house brands products over 10,000 items. We are providing more alternatives for customer.
Global house has registered house brands of good quality product and reasonable price. With the efforts of our Procurement
team, we could provide longer guarantee service and low-cost products that could make the company become the leading

player in the industry.
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HOUSE BRAND

Electric Appliance

KENKO G VEG Verdini,

LIGHTING
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Sanitary Ware
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Door, Window and Floor Cleaning

Home and Garden
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Construction Material The Vehicle Fitness Equipment
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(5) High Value Project which Taking Time to Completed that Has Not Been Yet Done

- None -
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1.3 Company’s Business Structure

1.3.1 The Structure of Business Group as 31 December 2022

Siam Global House PCL.
Business Type : Retailing building materials and home decoration products

= =1 1111} -

LI TR TR TR T e
Global House International Co.,Ltd. Global House Cambodia Co.,Ltd. Guangxi Global House International
Business Type : Holding Company Business Type : Distribution of building materials Trade Co., Ltd.
for investment in retail building materials and home decoration products in Cambodia Business Type : Import and export products
and home decoration products in ASEAN in china
Hold : 55 %
Hold - 50 % Hold : 100 %
~ ~ ~
* - -
The Lao People’s Democratic Republic Republic of the Union of Myanmar Indonesia
GBI has Invested in GBI has invested in GBI has invested in
Souvanny Home Center Public Company Pro One Global Co.Ltd Caturkarda Depo Bangunan Tbk
Hold : 34 % Hold : 30.33 % Hold : 22 %

Initiative New things
To respond the highest satisfaction

Together with innovation development
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Business type

Location

Proportion of | Paid-up Capital

shareholding

Global House Cambodia Distribution of building 5881, Street 1992, Bayab 55% USS 16,000,000
Co., Ltd. materials and home dec- Village, Sangkat Phnom
oration Product in Cam- Penh Thmey, Khan Sen
bodia Sok, Phom Penh, Kingdom
of Cambodia
Guangxi Global House Import and Export prod- Room 203-83 Fioor2, Build- 100% RMB 3,500,000

International Trade Co.,

ucts in China

ing B2, No.27, Jinlong Road

Ltd. Nanning District, China
(Guangxi) Pilot Free Trade

Zone

Joint Venture details

Company’s name Business type Location Proportion of Paid-up Capital

shareholding

Global House Holding company for No.1, Siam Cement 50% 2,685,600,000 baht

Road, Bangsue district,
Bangkok 10800

International Co. Ltd  investment in ret ail

(GBI) building materials and
home decoration product

in ASEAN
1.3.2 Persons with conflicts of interest, holding more than 10 percent of the Company’s voting shares in
subsidiaries or associated companies

- None -

1.3.3 Relationship with major shareholders’ businesses

- None -
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1.3.4 Shareholders
Major shareholder

The top ten of the company’s shareholders on the closing date as of December 31, 2022, are comprise of ;

Percentage
(C)
1 The Suriyawanakuls 1,720,291,084 35.83
2 SCG Distribution Company Limited 1,581,880,000 32.94
3 Thai NVDR Company Limited 220,068,496 4.59
a4 MORGAN STANLEY & CO. INTERNATIONAL PLC 91,038,962 1.90
5 Social Security Office 87,075,159 1.81
6 Krungsri Dividend Stock Long Term Equity Fund (LTF) 67,400,770 1.40
7 SOUTH EAST ASIA UK (TYPE) NOMINEES LIMITED 53,500,322 1.11
8 Mr. Boonyong Thanyawut 51,500,275 1.07
9 Mrs. Pitchaya Poonlarp 32,024,273 0.67
10 Krungsri Dividend Stock Retirement Mutual Fund (RMF) 22,536,075 0.47
11 Other 874,421,317 18.21
Total 4,801,736,733 100.00

Remark : Details of the Suriyawanakuls as following table.
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List of the “Suriyawanakuls”

Rank Shares Percentage
(%)
1 Ms.  Kunnatee Suriyawanakul 544,197,012 11.33
2 Mr.  Kriengkrai Suriyawanakul 534,956,555 11.14
3 Mr.  Kokrit Suriyawanakul 186,046,874 3.87
4 Mr.  Kongphop Suriyawanakul 178,907,516 3.73
5 Ms.  Chama Suriyawanakul 177,424,998 3.70
6 Mr.  Witoon Suriyawanakul 28,470,233 0.59
7 Mrs.  Ratnawadee  Suriyawanakul 21,944,078 0.46
8 Mrs.  Warunee Suriyawanakul 21,702,871 0.45
9 Mr.  Anavat Suriyawanakul 10,244,166 0.21
10 Ms.  Patumwan Suriyawanakul 6,252,790 0.13
11 Mrs.  Karuna Suriyawanakul 2,572,495 0.05
12 Mr.  Wiboon Suriyawanakul 2,402,099 0.05
13 Mr.  Apilas Suriyawanakul 1,819,967 0.04
14 Ms.  Nipapun Suriyawanakul 1,776,352 0.04
15  Mr.  Pongsak Suriyawanakul 727,548 0.02
16 Mr.  Pichit Suriyawanakul 308,293 0.01
17 Mr.  Adisak Suriyawanakul 225,656 0.01
18  Mr.  Pongkorn Suriyawanakul 191,403 0.00
19  Mrs. Pawika Suriyawanakul 60,452 0.00
20  Mr.  Jakapong Suriyawanakul 35,448 0.00
21 Mr.  Jarupol Suriyawanakul 18,433 0.00
22 Mr.  Wittaya Suriyawanakul 5,799 0.00
23 Mr.  Yutthana Suriyawanakul 46 0.00
Total 1,720,291,084 35.83
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Details of shareholding of the Board of Directors and Top Executives as at 31 December 2022

Mr. Apisit

10.
11.
12.

13.
14.

15.

Mr. Pairoj

Dr. Boonchai

Pol.Gen. Kawee

Dr. Vongsak

Mr. Witoon

Mr. Kriangkai
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Rujikeatkamjorn

Juarprathoom

Pitugdamrongkija

Supanun

Swasdipanich

Suriyawanakul

Suriyawanakul

Spouse and minor children

Mr. Nithi

Mr. Paramate
Mr. Wiroat
Mrs. Warunee

Mr. Anavat

Phatarachok
Nisagornsen
Rattanachaisit
Suriyawanakul

Suriyawanakul

Spouse and minor children

Mr. Yutthana
Ms. Chutikan

Mr. Piphop

Suriyawanakul

Srisaengchan

Vasanaarchasakul

Chairman

Director / Independent Director
/ Chairman of Audit & Risk
Management Committee
Director / Independent Director
/ Chairman of the
Sustainability and Corporate
Governance Committee /

Audit & Risk Management

Committee

Director / Independent Director
/ Chairman of Nomination &

Remuneration Committee

Director / Independent Director
/ Audit & Risk Management
Committee / Nomination &

Remuneration Committee

Director / Chairman of the
Executive Committee /
Nomination & Remuneration

Committee

Director / Sustainability and
Corporate Governance

Committee / Executive Director

Director / Executive Director
Director

Director

Vice - CEO / Executive Director

Vice - CEO / Executive Director

Vice - CEO / Executive Director

Vice - CEO / Sustainability and
Corporate Governance

Committee / Executive Director

Vice-CEO

a2

A number of shareholdmgs

31 Dec 2022 | 31 Dec 2021

28,470,233

534,956,555

60,452

21,702,871
10,244,166
207,990,952
46
1,208,752

26,304,807

512,666,699

41,934

20,798,585
5,995,899
198,376,785
a5
1,158,388

Increase /

(Decrease)

2,165,426

22,289,856

18,518

904,286
4,248,267
9,614,167

1
50,364



w 56-1 ONE REPORT |
o 1052

Details of shareholding of the Board of Directors and Top Executives as at 31 December 2022

A number of shareholdlngs
Name Position Increase /
31 Dec 2022 | 31 Dec 2021
(Decrease)

Mr. Isara Rujikeatkamiorn Vice-CEO 10,477,918 9,701,755 776,163
17. Mr. Khemchat  Sungkakam Vice-CEO 147 141 6
18. Mr. Pongkorn Suriyawanakul Assistant-CEO 191,403 183,428 7,975

19. Mr. Pongpol Tiapairatkulkti Assistant-CEO - - -

20. Mr. Tahpanat Asawachchula- Assistant-CEO 156 150 6
manee

Spouse and minor children 17 17 0

21. Ms.Wiphawee  Hongsamspjed Assistant-Vice CEO 175 264 (89)

Remark : The numbers of shares that increase in 2022 mostly from the stock dividend payment.

Agreement between major shareholders in regard to impact to business operation
- None -
1.4 The Company Registered capital and Paid - Up Capital
1.4.1 Registered capital and Paid - Up Capital
As at 31 December, 2022, the Company has the registered capital of 4,801,743,807.00 Baht and the paid-up capital
amount 4,801,736,733 Baht. The Company has divided into common stock of 4,801,736,733 Shares par values at 1 Baht
per share.
1.5 Other Securities
The company does not issue other types of shares.
1.6 Dividend Policy
1. Dividend Policy of Siam Global House Public Company Limited
The Company has the policy of dividend payment to shareholders not less than 30% of the net profit for each
year after deducting the legal reserves in all types as stipulated in articles of association and laws.
If there is no any other necessity event to use such dividend and no significant impacts to the Company’s operation from
the dividend payment.
The dividend payment for the year 2019 - 2021

P

Earnings per share (Baht: Share) 0.4853 0.4336 0.7052
Dividend per share (Baht: Share) 0.2529 0.2305 0.2548
Proportion of dividends payment of net profit (%) 52.12 53.16 42.30

Remark : The earning per share above is basic earnings per share which based on the financial statements of each

year, that did not adjust the number of shares of previous years due to increasing of capital for stocks dividend payment.

2. Dividend Policy of Subsidiaries

For Subsidiaries, there are no fixed dividend policy but the consideration will be case by case.
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The Company realizes the important to Enterprise
Risk Management according to the good corporate gov-
ernance principles and believes that risk management is
one of strategies that will help the Company to reach the
operational goals and sustainable grow. Also, the business
operations in present have changes all the time whether

it is caused by external factors or internal factors, which

may affect to achievement and the company’s objectives.

I ENTERPRISE
RISK MANAGEMENT

2.1 Risk management policy and plan

The Company has provided the risk management policy and plan hat focuses on strong risk management
with systematic process to manage risk effectively and keep the overall risk at an acceptable level. The risk
management process is as follows :

« Establishing Risk Management Policy: setting scope, responsibilities. Risk management guidelines in line with
the Company’s strategy and operational goals.

+ Risk Identification: identifies potential risks that affect the achievement of the Company’s objectives,
considering internal and external factors related to the Company. To cover strategic, operational, financial, legal
and regulatory risks, risks of Environmental, Social and Corporate Governance (ESG) impacts and Emerging Risks.

+ Risk Assessment: assesses the risk levels according to the stipulated criteria for likelihood, and impacts on
the Company’s objectives achievement, in case that such risks occur, to prioritize the risk matrix and define
the methods to manage such risks.

+ Risk Management: defines the methods to prepare significant risks management plan in order to reduce
likelihood and impacts or damages from potential risks. By managing risk to an acceptable level.

« Risk Monitoring & Review: monitors the risk management results according to the set plan including assesses
the risk management results to ensure that risk of the Company was be managed properly. The Management

team shall monitor and report to the Audit and Risk Management Committee and the Board of Directors.
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2.2 Risk factor to the business operations

The company analyzes and evaluates the risks, that affect to the business operation, consisting of strategic
risks, operational risks, financial risks, legal and regulatory risks, ESG risks, and emerging risks. In the year 2022, there

are risk factors and risk management as follows;

2.2.1 Risk to the business operations
Strategic Risks
(1) Risk from domestic business expansion investment
The company has policy of stores expansion to cover all over the country. In 2022, the company has
expanded more 2 stores, there are total 77 stores. In addition, there are plus 7 stores are under construction that
needs investment fund around Baht 300-400 million for each store. From the policy to continuously expand its
stores, the company may have risks if the operating result of new stores not meet the target and affect to overview
performance. The cause may arise from uncontrollable factors, such as Thai economic crisis, world economic crisis,
political changes, consumer behavior changes, climate changes, Covid - 19 epidemic outbreak, etc.
The company’s risk management
The company managed risks from domestic investment expansion by conducting Feasibility study and
analyzing rate of return before investment in stores expansion, by considering the economic potential of each region
appropriately and conform with the company business. Including consumer behavior survey and demand survey of
construction materials and decoration products of target customer group in those regions. And after operating, the
company requires to closely monitor the performance of new stores in order to know the situation that can help
the company to promptly deal with the risks that may arise. Besides, the company have an advantage of expertise
in business from over 20 years of business experience, have the cost of acquiring land with a competitive advantage.

The aforesaid factors can help to reduce risks from investment expansion of the company.

(2) Risk from Foreign business expansion investment
The company has expanded its investment to foreign countries by focusing on investment in ASEAN
Economics Community (AEC) which has already operated in Laos, Myanmar, Cambodia, Indonesia, and Philippines
and also plans to continuously expand its stores in foreign countries. Resulting the company may have risks in case
that the operating result of new stores not meet the target or being fail that affect the financial position and the
company’s overall performance.
The company’s risk management
The company managed such risks relating to foreign investments by conducting feasibility study and
rate of return analysis to consider and formulate an investment plan. The company has considered 2 types of
investment, that is; Joint Venture, on behalf of Global house International Co., Ltd, which is cooperated between
the company and SCG Distribution Co., Ltd in proportion of 50:50, under the main objective to be holding Company
for investment in construction materials retail business and has invested in Laos and Myanmar, and Indonesia. And
in form of Subsidiaries, investment in Cambodia, on behalf of Global House (Cambodia) Co., Ltd, and in Philippines,
on behalf of Global House Philippines Co., Ltd. Both 2 types of investment emphasize on investment with local
partners of each country to rely on their expertise area of local partners, which helps to reduce risks from foreign
business expansion investment of the company, along with hiring consultants with knowledge and expertise in the

countries that has invested in, that can reduce risk from foreign business expansion investment of the company.

a5



EE——
m 56-1 ONE REPORT |
House,

(3) Risk from Industry competition
Retail business of building materials and home décor products in overview still has high growth potential
and highly competitive, resulting the big wholesalers and retailers expand their stores or design their agents to
areas near the communities, business district and department stores in Bangkok and other regions to cover more
market. Consequently, the company may be affected by its market share from sales revenue that may not achieve
the goal as expected, and it could affect to the company’s profitability rate from the price competition.
The company’s risk management
The company has planned to deal with those competitions by focusing on building differentiation strategy
and product variation more than 290,000 items, that lead to customers to find needed products for construction
or decoration completely. In addition, providing home service that is covered the installation and maintenance for
electric appliances, sanitary wares, water pumps, gutters, etc. Plus, In the past year, the company has also added
cleaning services for residential and office buildings.
Besides, the company has developed online distribution channels for products and services to be in line with
Digital technology and consumer behavior changes, including marketing channels, public relations, and listening
customer’s complaints and suggestions in order to improve operation to be more efficient which help to decrease

the competition risk for the Company.

Operational Risks
(1) Risk from Inventory Investment

AS at 31% December 2020, 31" December 2021, and 31* December 2022, the Company had inventory of
Baht 14,287.20 million, Baht 16,185.62 million, and Baht 15,746.90 million respectively, or equal to 39.66%, 41.21%
and 40.22% of total assets. Referring to differentiation strategy and product varition policy resulting the company
has products more than 290,000 items. From this high number and value of inventories causing the company has
risk on obsolescence of products that affect to decreasing of sales volume or lost, becoming sunk cost. Or in case
of damaged products, causing the management cost or other damages may affect the business liquidity of the
operations.

Risk Management of the Company

The company manages such risks by determining operation strategy for releasing inventory stock, that is;
sales promotion campaigns, product placement adjustment, developing online marketing on E-commerce channel,
product screening to be suitable match with customers each region, improving service quality and memorandum
of product return or claims with suppliers. The reason for inventory turnover which helps to increase the efficiency
in the inventory management and reduce the sunk cost problem.

Besides, the company has distribution center at “Wangnoi” district, Ayutthaya province where is good location,
convenient transportation, able to distribute products to other regions for all over the country in time. In addition,
the company has installed the “Automated Storage & Retrieval System: ASRS” at distribution center and all stores
of the company that that have been operating since 2016. The ASRS system helps to manage warehouses more
efficiently and able to control inventory quantity by connecting IT system with the product management system of
the company. It can reduce the damage that may occur to the goods. Moreover, the Company also has a policy to
install an Automated Storage & Retrieval System for covering all branches completely in order to improve overview
of operational efficiency. In addition, it reduces the risk of investing in the company’s inventory, and the company

has policy to install ASRS in all stores to increase overall operational efficiency.
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(2) Risk in product sourcing
According to differentiation strategy and product variation policy, the company have to source the quality
product which respond variety of customer needs, including global price fluctuations for some products such as
metals and electronics group. Therefore, the company may have risk of providing adequate products according to
the quantity and price required which may affect the company’s operations.
Risk Management of the Company
The company has a products sourcing policy of both domestic and international from the manufacturers or
distribution agents in order to reduce dependence on a particular vendor, as well as to create bargaining power for
the Company. Plus, the company is also a trade partner with the Siam Cement Public Company Limited who has
its affiliated are manufacturers of a wide range of products.
Besides, the company has established a subsidiary in China named Guangxi Global House International Trade Co.,

Ltd with the objective for sourcing products. This can reduce the risk of the products sourcing of the company.

(3) Risk in human resource management
The Company plans to continuously expand its stores both domestically and internationally. Each store must
have operational staffs around 150-200 persons, resulting the Company faces challenges in preparing personnel
adequately even through the sufficient quantity, knowledge and ability to be keep up with stores expansion plan.
The objective for the efficiency in operations and being competitive both domestic and international market.
The company’s risk management
The Company formulates recruitment strategies both from inside and outside the company. The organization
provides opportunities for existing employees inside the company who wish to be relocated back to their hometown,
and for outside the company, focuses on recruiting local personal. Regarding knowledge and skill development,
the company has Learning Center at Head Office and Coaching Teams who are skillful with over 20 years of skills
and experience to transfer knowledge to new employees. Furthermore, the company provide fair compensations
correspond to the economic conditions of each area and properly welfares to attract candidates to work with the

company.

(4) Natural Disaster Risk
Global warming has resulted in rapid and severe climate change, many areas in Thailand have been
affected such as flood crisis, drought, intensifying gale-force winds, and rising temperatures have all affected the
company’s business operations. Due to the Company has 77 stores nationwide and some products need to be placed
outdoors such as Soil water tanks, treatment tanks and agricultural water pipes, which are big size, require space for
arrangement. Besides, most of the store’s locations are located in the suburb. Therefore, there is a risk of property
damage in the event of a serious natural disaster.
The company’s risk management
The company manages risk by establishing a policy of hiring an independent building inspector to assess the
safety of the building structure and the area around the building, as well as all outdoor garages. It also requires
the store management team to check the building and area around the building every day for the safety of the
building. In addition, the Company has a policy to provide All Risk Insurances for all stores of the Company in order

to reduce the impact on the company’s overall operations.
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(5) Risk in consumer behavior
The company has operated “Global House” since 1997. The layout inside and outside the store, as well
as the narrative of shopping, may not be consistent with the generations and consumer behavior of Generation X
and Generation Y customers group, which account for up to 80% of the company’s total customers. In addition,
generation Y customers are considered to be consumers with high purchasing power, resulting the company may
be at risk of losing market share that cannot adapt to such customer group and affects its overall operations.
The company’s risk management
The company manages risk by determining policy to adjust the stores layout to be “Modern” both the
improvements to the exterior and atmosphere inside the store. Using Shop in Shop strategy such as Life Styles
“USUPSO” shop and “La Mayon Coffee” coffee shop. In addition, the company improve and develop products and
services from the customer satisfaction survey result in order to respond customer needs and consumer behavior
which able to reduce risk in the company’s operation
The company manages risk by establishing a policy to modernize the layout of the store, both the
exterior and the atmosphere of the store have been improved, Shop in Shop strategy, that is; Life Styles shop
“USUPSO” and coffee shop “La Mayon Coffee”. Selecting products to suit the customer group and regularly assessing
customer satisfaction to ensure that customers satisfy the store, products and services, and taking the survey results
to improve. Besides, closely monitoring the movements and changing trends of the customer group to meet the

demand in time, that can reduce risks in the Company’s operation.

(6) Risk from Pandemic
In 2022, there is still outbreak of COVID - 19, although there is a downward trend. The government has
issued a cancellation notice of COVID-19 from being a dangerous contagious disease, but adjusting it to a contagious
disease that needs to be monitored since 1% October, 2022 onwards. The Company continues to monitor the spread
of the disease as it may affect the company’s overall operations.
The company’s risk management
The company maintains strict hygiene and safety measures, a screening point has been set up before
entering the store, placement of alcohol gel and regular cleaning of service areas. For employees, screening is
required before entering the store, encouraging employees to wear face masks, vaccination support and ATK testing
when there is a risk of disease. Anyway, if an employee has COVID - 19, the company will allow to take leave for
treating until they recover with closely monitor to ensure that they get well and safe before back to work.
In addition, the company focuses on developing online distribution channels to be modern, easy to use,
and access more customers. For customers who wish to shop online, they can pick up their products at the store
through Drive Up channel without leaving their car or online pickup kiosks at stores, where customers can pick up

their products by themselves.
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Financial Risks
(1) Risk from Account Receivable

The Company has policy to sell products both in cash and credit. Highly cash sales revenue when
compared to total sales revenue since 2020-2022 by the proportion was 96.73%, 97.40% and 97.30%, respectively.
The company also place an important on credit sales revenue even through its proportion was lower by separating
credit customers to be 5 groups that is general customer group, government agencies group, construction materials
store entrepreneurs’ group, contractors’ group and project owners’ group. As at December 31, 2022, the Company
has account receivable of Baht 86.54 million.

The company’s risk management

The company realizes to credit line consideration for customers by considering only customers with a
conditional repayment history and requires a letter of guarantee from SCB Bank as collateral, as well as complete
the legalization of the contract. Besides, the company have a cooperation with the financial institution to support
credit line for construction materials store entrepreneurs and contractors who are business partners with the
company. This helps to reduce risk from account receivable of the company.

Besides, the company has policy to set allowance for doubtful accounts by considering the general accounts
receivable with no guarantees that overdue over 60 days. The Company shall set allowance for doubtful accounts
100% of the total outstanding debt of that debtor. And for the government agencies, foreign account receivables,
and related parties’ accounts receivable with overdue over 90 days, the Company will set the allowance for
doubtful accounts 100% of the total outstanding debt. In 2022, the Company recorded the Expected Credit Loss
in impairment of Baht 2.34 million and had no bad debt.

(2) Risk from interest rates

Loans is the company’s primary approach of financing for operations and investments in stores expansion,
that resulted in Interest-bearing depts to pay to financial institutions such as short-term loans and long-term loans.
Some of them have floating interest rates, which may rise or fall depending on the interest crisis in the financial
markets. Therefore, the company has risk from interest rate fluctuations

The company’s risk management

The company manages risk by applying credit service with many banks for increasing bargaining ability for
the interest rate both Short-term loans and Long-term loans. In addition, there are derivative for Long-term loans
with the bank in case of fixed rate.

(3) Risk from Currency fluctuations

Currency Fluctuations affect the operations either directly or indirectly due to the company import products
from overseas, theire is business expansion, and foreign investment by sale revenues and some expenses are in
foreign currency which its value may vary following to the currency exchange rates.

The company’s risk management

To reduce effects from currency fluctuations, the company analyzes and closely follows-up the foreign cur-

rency volatility and making forward contract with the financial institutions to reduce impacts from any probability

risk of currency fluctuations.
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Compliance Risks
(1) Risk from acquiring or having in place licenses or maintain licenses for business operations

Conducting the business, some kind of products require a license for selling. The Company must provide
or maintain various licenses for using in the business operations, for examples, a license or possession for the
commercial purpose of the invention utensils or other things made of forbidden wood, license to sell or hold
for sell of fertilizer, license for possession of hazardous substance, license to operate business harmful to health,
license to sell controlled seed, etc. The company may have risk in providing a license or unable to renew licenses
completely within deadline that may affect the business operations.

The company’s risk management

The company manages risk by establishing the audit process for completeness of all operation licenses and

develops internal operation system for reminding and monitoring to renew that license to reduce such risk.
(2) Risk in compliance with personal data protection act (PDPA)

Personal Data Protection Act B.E.2562 is a Laws on The Right to Personal Data Subjects, creating
standards for keeping personal data safe and using for the right purpose according to the consent granted
by the personal data subject that has been effective since 1 June 2022 onwards. Due to the operation of the
company has related to personal data of many groups of stakeholders such as customers, suppliers, and employees
which may be cause of risk if there is fail to comply with the measure as stipulated by Laws.

The company’s risk management

The company has defined the operation measure to be in accord with the regulations, such as Privacy policy
notice and asking for permission to use personal data, responding by right of data processor, appointment of Data
Protection Officer (DPO) to comply with applicable laws and regulations including communicate and train employees
to know the compliance to the Personal Data Protection Act. Besides, the company has set up Back - up system,
install Firewall system including follow up and remind to ensure that important data will not be lost or be revealed
which able to prevent risk in the operation of the company. Anyway, in the past years, there have been no cases

of personal data leakage.

ESG Risks
(1) Risk of Climate Change
Presently, global face severe climate change all over the world, that affected the livelihoods. infrastructure
and the overall economy. Many countries are becoming more focused on climate and the environment. Businesses
are encouraged to take climate change into account in policy and practice. For the company, Climate Change may
affect both the risks and opportunities for the company’s overall operations and reputations.
The company’s risk management
The Company recognizes the importance of climate change affecting its business operations and sustainability.
Therefore, it focuses on operational approaches that do not affect the climate and the environment, such as Solar
Rooftop installation at all 77 stores at the end of the year 2022. The objective for using clean energy instead of
electricity from transmission lines of 79,611,969.10 kWh. and reduce greenhouse gas emissions of 45,315.13 tCO ey,
including the modification of operational equipment from fuel to electric, etc.
Besides, There is also a policy to procure and support the sale of eco-friendly products to support the
responsible consumption for customers. By 2022, there is sales of such products accounted to 31.81% of sales

revenue.
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(2) Human Right Risk
According to the company has continuously expanded its stores to cover area over the country causing the
company may have human right risk such as employment condition, health and safety of employees, Infringement
of privacy information, Restricting Freedom of Expression and Communication regarding safety of community and
illegal labor in Supply Chain, etc. Thus, the company must give the importance in auditing the business operations
to protect the infringement of human rights by any related persons for all business chains
The company’s risk management
The Company has established a human rights policy that reflects its commitment to conduct business
on the basis of respecting human rights. By requiring directors, all executives and employees must acknowledge
and comply with the Company’s human rights policy to prevent human rights violations of the Company’s
stakeholders throughout the supply chain and also procedure of Human Rights Due Diligence. Additionally, the
company has provided the channels for handling comments and suggestions from employees through “Red Box”
(Box for Suggestions or complaints from employees) which are available all stores, including through welfare
committee in each store. Anyway, there were none of the infringement of Human rights causing from business
operations of the company to be founded in the past year.
(3) Corruption Risks
The company is well aware that Corruption is a top important problem that affects the country’s
development very much. Throughout the past period, the Company has adhered to business operations with
integrity, integrity and transparency under the framework of g¢ood corporate governance, and realizes to concise
internal control procedures, determining anti-corruption policy, corporate governance manual, Business Ethics and
code of conduct as well as requiring directors, all executives and employees to be acknowledged and strictly followed.
The company’s risk management
Beside of compliance to Anti-corruption policy and Business ethic, to prevent the mentioned above risks
that may arise in the organization, the company set the operational procedure under carefully and properly internal
control which is regularly audited and monitored by internal audit team and store management team including
building Anti-Corruption Consciousness to employees in the company.
And also in the past years, the Company has announced its intention to join Thai Private Sector Collective
Action against Corruption (CAQC) to be a part of efforts to tackle corruption, along with invites partners to join the

anti-corruption network.

Emerging Risks
(1) Risk from Technological Change
The advancement of technology has significantly impact on business operations and competition as play an
important role to consumer’s behavior such as the increasing preferences of online purchasing or accessing more
information through digital media, resulting many entrepreneurs to change their business models
The company’s risk management
To deal with Technological Change and higher competition, the company has adjusted business operational
strategy into Retail business in form of Omni-Channel, developing a Click & Collect application for data connection
between stores and online channel, including a various of payment channels for customers to be easier accessible
to products and services. In order that, the company has Innovation & System Development for developing programs
and applications to respond the change of strategy or corporate operational policy in time without Outsourcing and

having an advantage in operational cost.
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In addition, the Company has policy to develop Roi-Et store where is the first store of the company to be
the Original Digital Store, in order to increase the efficiency in management within store and reduce environmental
impacts in long-term.

(2) Cyber threats Risk

The Company has applied Information technology system to support the business operation to increase
the efficiency of operations and competitive abilities. The operation connects with internet network, data storage
and management via Cloud Technology, which some significant information such as trading information, or privacy
information, result in higher risk from cyber threats causing the interruption of operating system or leaking of
significant information. That may affect to business operation, image, reputation and trust of all stakeholders.

The company’s risk management

The Company has established the Information Technology Security Policy to be framework in corporate
governance and management including protection of trading information and privacy information such as Disaster
Recovery Plan, Identify and Access right management in information technology, privacy data management policy,
system development and data storage more efficient, along with giving knowledge and awareness in Cyber threats
to employees. Furthermore, Data Center of the company has been certified by ISO / IEC27001, ISO / IEC20000 - 1,
ISO 22301, 1SO50001, CSA STAR standard which are Information Security Management System (ISMS), Information
Technology Service Management (ITSM), Business Continuity Management: BCM, and Cloud Security Standards

(3) Geopolitical Risk

In recent years, geopolitical conflicts and tensions between countries have affected the financial system, the
global economic and business sec