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Disclaimer

This presentation is made available on the Companyds we b sformationffa all shareholéers arld stakehblders.:mat i on pur poses and

This presentation is not directed to, or intended for distribution to or use by, any person or entity that is a citizen or resident or located in any locality, state, country or other jurisdiction where such

distribution, transmission, publication, availability or use would be contrary to law or regulation or which would require any registration or licensing within such jurisdiction. Neither this document nor any

part or copy of it may be taken or transmitted into theate tUai meids Sdaftiesedri Mitshe i WO tBecudiitriees | Actorc
Act o) . Failure to comply with this restriction may constitute a violation of applicable securitie:

This presentation does not constitute, nor form part of, and should not be construed as constituting or forming part of, any advertisement of, any offer or invitation to sell or issue or any solicitation of any
offer to purchase or subscribe for, any securities in the Company. The information contained in this presentation is not intended for potential investors and does not constitute an offer or invitation to sell
or the solicitation of an offer or invitation to purchase for any Shares, and should not be construed as such, in Indonesia, the United States or any other jurisdiction. This presentation should not, nor
should anything contained in it, form the basis of, or be relied upon in any connection with any contract or commitment whatsoever, and does not constitute a recommendation regarding the Shares of the
Company. This presentation is intended only for the attendees of the presentation and may not be retransmitted or distributed by them to any other persons.

This presentation contains forward-looking statements that involve risks and uncertainties. Actual future performance, outcomes and results may differ materially from those expressed in forward-looking
statements as a result of a number of risks, uncertainties and assumptions. Although the Company believes that such forward-looking statements are based on reasonable assumptions, it can give no
assurance that such expectations will be met. You are cautioned not to place undue reliance on these forward looking statements, which are based on current view of the management on future events.
The Company or any of their respective affiliates, advisers or representatives expressly disclaims any obligation or undertaking to disseminate any updates or revisions, except as required by law, to any
forward-looking statements contained herein to reflect any change in the Company's expectations with regard thereto or any change in events, conditions or circumstances on which any such statement
is based, and none of them shall have any liability (in negligence or otherwise) for any loss howsoever arising from any use of this presentation or its contents or otherwise arising in connection with this
presentation.

The information in this presentation is subject to completion and/or change without notice. Such data is provided as at the date of this presentation and is subject to change without notice. No reliance
may be placed for any purposes whatsoever on the information contained in this presentation, or any other material discussed at the presentation, or on the completeness, accuracy or fairness thereof.

The information in this presentation has not been independently verified. No representation, warranty, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy,
completeness or correctness of the information and opinions in this presentation.

This presentation also contains certain statistical da diarelamcedupanintoimatiersfgnisiiet thy ¢he GoBipaaytandfort other sources.n f or mat i
Numerous assumptions were used in preparing the Statistical Information, which assumptions may or may not appear herein. Assuch, no assurance can be given as to the
accuracy, appropriateness or completeness in any particular context, nor as to whether the Statistical Information and/or the assumptions upon which they are based reflect present market conditions or

future market performance.

The Shares of the Company have not been, and will not be, registered under the Securities Act and may not be offered or sold in the United States except pursuant to an exemption from, or a transaction
not subject to, the registration requirements of the Securities Act or unless registered under the Securities Act and in compliance with the relevant state securities laws. There will be no public offering of
the Shares in the United States.

This presentation is not an offer of securities for sale in the Republic of Indonesia and is not intended to constitute a public offering under Indonesian Law No. 8 of 1995 on Capital Markets (as amended)

(the Al ndonesian Capital Markets Lawodo), which is def i ni#ubsingtre massmedi, i)ganomr thandd0 Indoaesianrparties (iectudingn | ndonesii
Indonesian citizens or entities in Indonesia or offshore, or foreign nationals domiciled in Indonesia) and/or (iii) to fewer than 100 Indonesian parties but result in sales to more than 50 parties (including

Indonesian citizens or entities in Indonesia or offshore, or foreign nationals domiciled in Indonesia). Neither this presentation nor any portion hereof may be sent or transmitted to the Republic of

Indonesia or any jurisdiction where it is unlawful to do so. Any failure to comply with these restrictions may result in a violation of the Indonesian Capital Markets Law or the applicable laws of other

jurisdictions.

This presentation should not be treated as advice relating to legal, taxation, financial, accounting or investment matters.
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— Aaglgg at a glance

Healthcare distribution

28 coverage® ~10x
Consumer health Online revenue
Consumer health brands and growing* 155k+ presence growths
brands ACToss 59 marketed across channels’ 14% vs 2%
segments in / under registration Online contribution
Indonesia * pharma molecules® (FY25 vs FY23)

Fastest growing

Vitamin company pharmaceutical company?®
in Indonesia 2

~IDR 11tn ~IDR 600bn

(~US$635mm)
FY25 Revenue

(~US$35mm)
FY25 NPAT

~IDR 795bn

Company
In Indonesia for ~15% (~US$50mm) ~27%
Free Sales3 Revenue CAGR® FY25 EBITDA NPAT CAGR®

~28%

EBITDA CAGR®

Source: Company information; IMR; IDR/USD = 17,003.80

Note: ! Brands include Imboost. Imboost Force, Diapet, Laxing, Asthin as mentioned in IMR; 2 Based on total market share in Indonesia excluding RTD (as of 1Q25) as mentioned in IMR; 3 As mentioned in IMR; 4 Including sub-categories; 5 38 marketed molecules and 6

21 under registration; ¢ Nationwide hospital and pharmacies including direct and indirect coverage; 7 Across modern trade, general trade, independent pharmacies and minimarkets; 8FY23-25;°l n | ndonesi ads broader pharmaceutical offlin
based on IMR



== OQUr key business segments

Contribution
across segments?

Revenue | growth?
EBITDA | growth?

EBITDA margin

Source: Company information

SOHO

Global Health

N/ )
CONSUMER HEALTH ALLIANCE DISTRIBUTION
, . : Nationwide distribution enabling
Truste_d, high-quality preventative, In-licensing of global prescription owned product prioritisation
curative & wellness products  to : . . .
pharmaceutical products while providing 3 party services
support everyday health . i
to achieve economies of scale
_
’ //// %
/ 29% %%
EBITDA EBITDA % EBITDA /
Y W W |
'%//;,/?/ Revenue .~ 7, /evenue
: 2% ,
Revenue 110/{/% ° ’////// S8
IDR 1.2tn | IDR 194bn | € IDR9.3tn | 5%
IDR 484bn | IDR 78bn | IDR 224bn | 14%
= VN AN

Note: Revenue and EBITDA represent FY25; * Pre-elimination and excludes other segments; 2 Growth represents FY24-25 year-on-year growth
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Key business highlights and strategies

Legend SOHO CH - Consumer Health AL - Alliance DIST - Distribution ‘
1
i

Business highlights

SOHO - Category leader in high -growth Vitamins and
Skincare market, poised to capture Indonesia upside

CH - Market leading brands with strong equity and category
leadership

CH - Fast scaling digital and e -commerce engine driving
omni-channel lift

AL - Strategically curated in-licensing portfolio

CH/AL - Strong product development, powered by robust R&D
and world-class manufacturing facility

DIST - Highly effective sales and distribution network,  serving
as a key enabler for growth

SOHO - Professional management team with blue chip track
record, operating under world-class compliance & governance
framework

SOHO - Strong financial profile  with topline growth, margin
expansion, and solid cash generation

Strategies

@ CH - Drive market share
accretion in an already fast -
growing consumer health
market

(=) cH - Build on digital
capabilities to drive growth in
online and offline channels

@ AL - Solid incremental
momentum from Alliance to
turbocharge our highly
profitable growth

@ DIST - Further optimize our
Distribution platform  through
sharpening our mix, reach and
profitability

@ SOHO - Drive group-wide
operational excellence and
efficiency



—_— o Category leading pharma and consumer healthcare company, poised
for growth amidst a highly attract

Strong growth potenti al i n I ndonesiabs vitamins and
trends and I ndonesiabs position as a key strategic I
Indonesia vitamins and skincare market size Favourable industry trends

Vitamins & supplements market size! (IDRbn) YoY / CAGR

Supportive demographic tailwinds driven by
a large and steadily growing population
as the worldés fourt

D 2024-25  2025-30E
14.6%

most p

emphasis on prevention over treatment

Faster -paced lifestyles fueling stronger
demand for health supplements

Post-COVID acceleration in technology
adoption, boosting reliance on online
channels

Online skincare market size! (IDRbn)

28,385 @ 14.6%

2024 2025 2030E

Growing consumer preference for products

Rising health consciousness, with increasing |
with natural and herbal ingredients |

® (#) (@ (@) ®

Source: Frost & Sullivan, IQVIA 10 EmmT

Note: * Refers to adult non-ready-to-drink



_— o é with significant opportunities as Indonesia moves up the health
and wellness spending curve

Indonesia exhibits among the lowest healthcare spending per capita levels in € alongside the
emerging Southeast Asia ¢é to GDP ratio

regionds | owes

2025A Healthcare spending per capita comparison among emerging SEA markets 2025A healthcare expenditure to GDP ratio among

SEA countries

800 Underpentrated
healthcare
spending relative
Indonesia 1.:0 SEA highlights
700 significant growth
headroom
" o
B 600
E Malaysia
g .- ® Malaysia
> 500
[} R
Q— ,/
[Te} R4 .
S Thailand -~ Singapore
400 o .7
(@] e
c L
5 P
c L
q’ //
& 300 .
o , R Vietnam
@ Vietham .-
e Philippines -~
= ./,/
S 200 I
- Cambodja” Indonesia is underspending o
e .-~ ®  on healthcare relative to its Philippines 4.3%
100 Myanmar - Indonesia income levels
o
o ® Laos
0 .
Thailand .69
2,000 4,000 6,000 8,000 10,000 12,000 4.6%

Source: Frost & Sullivan, WHO GHED

GDP per capita 2025 (US$)

(A —



—_— e SOHO is a leading consumer healthcare company  with multiple
category leading brands

Indonesiaé_sllgading _Ig__#(lnsumar#l #1

healthcare company with iconic

SOHO brands and a diversified Vitamin Vitamin Fastest growing
i i companvl brand? pharmaceutical
Sobatearn therapeutic portfolio pany e

Category leading brands under SOHO

Immune defense 1 Chil drenbo Anti -diarrheal 3 Laxatives 3

multivitamin 1

Category
leader

KiDS g\l‘»‘gﬁ
BOOST CURVIT

OOST (pgBCOST LAXING'

FORCE

0
i}
o
>
i)
(@]
fust
o

12 W

Source: Company information, IMR
Notes: 1Based onIMR;2l n I ndonesi ads broader pharmaceuti cal o fIfiminimaket sates dased onfMRom 4Q24 t o 4Q25 based on | MR;



Backed by strong brand equity,

SOHO has consistently extended

Its core brands across therapeutic categories and age groups

Imboost Force

Beauty from

ASTHIN

} Immune
WBOOST@ defense
Imboost Extra Vit Imboost Bone
c&D3
-
IMBOOST immune > |
FORCE defense

Imboost Force Ultimate

[

NOROID'

Imboost Cough
Adult

N\

Asthin B-OND 6

Astraderm

Curcuma tab Blister

Appetite

NOROID'

within
Gastro -
CU RCUMA hepatology
Curcuma Force
Childrergls s
Curcuma multivitamin j 2
Plus and GUMl Curc(t;rrgivPlus Curgl:]r:;);lus Curcuma Plus
NOROID® Dermatology f_ l

Source: Company information
Notes: * Growing up milk

8
H
e
2
i
.

Noroid Cream, Lotion & Derma Rash Cream

k'«

i {8 ; 5T
W% Bl 8
3 ikl . i3
Imboost Cough Imboost Imboost Kids Imboost Kids Imboost
Kids Tablet Syrup Chewy Tablet Effervescent
s
L3

T!iro»a-“

Imboost Force
Extra Strength

Imboost Force Syrup

il
Immwmmz E

Asthin
Force 12

Imboost Force Cough Kids

Asthin
Force 6

Asthin
Force 4

Astraderm

Gel Gel

Curliv Plus BioCurkem

Curliv Plus Syrup

&
-1'
5

i

Bio-Curliv

Curcuma Plus  Curcuma Plus  Curcuma Plus  Curcuma Plus  Curcuma Plus  Curcuma Plus
Imuns Fruit & Veggie Go Talz Honey Vit Honey Bumin Milk

~~~~~

25

Noroid Soothing Face Moisturiser

2,
=

13 W



—_— e Dedicated, fully in -house digital marketing capabilities

that have
driven compelling results and omnichannel momentum
Early proof pointsé
100k new posts/month 1 SOHO monthly revenue from online channels (IDRbn) ( h
gg >13x Online contribution
to CH
by affiliates and external content creators 25 monthly revenue 3 /—/ o
20 Jan-24
12 2% of revenue e o EY2024 1 5%
Around 1,000 posts/month? created internally 5

|

24% of revenue

Te]
o
=)
=

Jan-24
Mar-24
May-24
Jul-24
Sep-24
Nov-24
Jan-25
Mar-25
May-25
Sep-25
Nov-25
Jan-26

@) 210k (@)175k I éwih

Indonesia vitamins & supplements market size (IDRtn)*
Followers Followers

V Online sales are expected to supercharge segment growth
resilient offline performance

75 ~1.7k e

People in a Online 14.0% 19.9
dedicated digital KOL partnerships u Offline 10.3 y
team 5.0

2025

2030

-

FY202571 14%

further wupsi

de

, complementing

CAGR

under -indexed at 14% of Consumer Health revenue vs a 49% market average as of 2025

SOHO continues to focus on the digital trend, supported by a large growth runway as online sales remain

Source: Company information; IMR

Note: All percentages of revenue listed in this slide are based on gross revenue of Consumer Health segment; * Across brands; 2 As of Mar-26; 3 From Jan-24 to Feb-26; 4 Based on IMR

14 wmmm—



Q Alliance is another proven growth driver,

with attractive

opportunities in its own -branded, in -licensed business model

|l ndonesiads drug mar ket is rapidly growing but continues to have

Lack of market insights constrains global pharma companies from fully capturing these local demands

SOHO is uniquely positioned to capitalise on these opportunities
g . Deep, multi -source market intelligence  to identify unmet demand via PPG, doctors,

' Partners

, Extensive global pharma network
Pharmacies Doctors :

% Market Intelligence pharmacies, pharmaceutical partners, etc

drives rapid and efficient product sourcing

I _ _ . Expertise in navigating complex regulatory environments
l Registration _ _ )
_l . BPJS e-catalogue inclusion allows rapid scale-up
‘ ‘2 _ . Knowledgeable and adaptive sales team
Sales & Marketing _ o ) _
. Robust execution capabilities  in various route-to-market
@ 5 . GMP certified production facilities  with ability to manufacture wide range of dosage
R i(> Manufacturing form
@ o9

. In-licensing model maintains capital -light business

Rapidly scalable business fuelled by  a vast TAM, minimal capital
strong local market expertise

and R&D requirements ,and S OH OO0 ¢

Source: Company information

15 EEmmT



—— (@) Aproven in -licensing model, illustrated by Pramifrol ER and scaled
across a diversified product portfolio

2000

PRAMIFROL ER
MACLEODS
TN PRAMIFROL ER ®
\ V 4 Pemvess Bhedechese Berseymn | Treatmentof Par ki nsonos
disease

Launched in 2021

Proven ability to identify unmet demand by
combining market data & insights

Tech transfer completed, allowing local
manufacturing since 2025

0 @0 O

E-catalogue

Sales CAGR? . .
inclusion

DARZALEX FASPRO

smsmns— Treatment of
multiple
myeloma

EPCLUSA

faero  Treatment of
chronic
hepatitis C virus

TAFNAT
Treatment of

\/ chronic

hepatitis B virus

e
s @

TAFNAT 25 mg
Tablets

HALDOL DECANOAS

MYCOPHEN

CoNCoR BaTECH Preventlon of
\/ organ

rejection 3

DOGMATIL

‘Samﬁ Antipsychotic

FLUTISON

20Geneti
\ B Treatment of
asthma and

COPD

W2 Long -acting injectable antipsychotic

Source: Company information
Note: ! FY25 sales; 2 FY21-25; 3 Immunosuppressant to prevent organ rejection and treat certain autoimmune conditions

160 W



6 Systematic new product development process that can be
consistentlyreplicated t o create mar ket | eadi n

With a systematic devel opment processe

Understand ,
1 customers 2 Idea generation 3
ongoing 51 6 months 16 -18 months
End-to-end R&D resources
® 56 @"l Analytical method development, herbal research :; Packaging and product development
- 1
staff :é Formulation development »&" R&D support, laboratory service support, data management

32 new products expected in

Well-known products across Indonesia T and a pipeline to keep growing 2026E and beyond

D SR S 20 W o ;
CURCUMA YO0ST GASTIN = ASTHIN
QM OOST -
/@BOOST FORCE expansion
4 Leveraging existing brand equity to spread scale using R&D exﬁ;ir;?m
Source: Company information 17 W

Note: ! As of Mar-26



— @) ¢ t hr warlg-blass manufacturing facilities  with limited
Incremental capex required, supported by relevant certifications

Liquid mixing

Capabilities

25,378 sgm

Manufacturing operations

52

Production lines

|:|.SOHO s

manufacturing
facilities

Certified

Pharmaceutical production

Liquid filling facilities

Tablet coating

Tablet wet granulation 18



Nationwide distribution network powered by proprietary PPGOS 3.0
that provides service differentiation

Powered by proprietary tech PPGOS 3.0

Highest usage among B2B

Sales through PPGOS ( IDRtn)

ePurchase
&Tracking

Digital campaigns

Prepayment & direct
AR clearing

Customer loyalty
program

Monthly active outlets
consistently >10,000

15

CAGR: ~23%

2.3

FY23

FY24

FY25

platforms 1

SOHO

Global Health

g KALBE
dexa group

niaga” 5%
A 5%

62%

58%

49%

PPGOS enhances business performance by optimising working capital

increasing order frequency

Source: Company information, PT Inmar Infos Sarana Customer Satisfaction Survey 2025
Note: ! Based on participants of an independent study on B2B platforms used by hospitals and pharmacies in 2025

, and strengthening customer loyalty

and advanced features

Nationwide distribution network with reliable execution

95%

L]
o

.
O
O
o 9
o

Sumatra  ®

P

Central warehouse
and

Kalimantan o
® o

‘%

;‘

o o g0
©® o % Lombok Flgres
.

Java

Same day deliveries
achievement rate

0

Bali

Sulawesi ®

o o

On time and in full

‘ Sales offices
' Branches

@ sub-distributors

.
Papua
.P

cold chain facility Sumba
2 25 25
Sales offices Branches Sub-distributors
GSDP | CDOB
500+ 250+ CDAKE
Sales force Vehicles Certificates
hospital and modern trade

~95%

pharmacies coverage

V International GSDP certified

outlets coverage

19



_______________________________________________________________________________________________

Rogelio Paulino
Jr. Castillo Lao
CEO

Andreas Ardhika Antoninus
Head of Marketing &

Piero Brambati
CFO & COO-Commercial

BN
= @ BCG
Nestl

HABROK

International Business
Consumer Health

ERHA R‘ KALBE

S

SOMETHINC

rurilab R

Yuliana
Chief Legal, HR &
Corporate Secretary

Bahar

Pandy Harianto
COO-Operations

FUJIXErox g,

Source: Company information

2071 37+ years
of relevant experience across
senior management

Proven track record

of introducing winning products
and brands

Blue -chip background

from reputable
global organizations

Lean and efficient
organization

% Talent development

With deep talent bench

20 T



sustainable growth

Anchored in five GCG principles

Strong _ Guided by a formal GCG code
governance . Adheres to a formal internal code of
framework conduct aligned with international
standards

Active, independent board members
Clear separation of duties

Independent
oversight , No_record of bribery or enforcement
action by regulators in the company
history
Code of conduct in place
Ethical _ Whistleblower system with protection
%\} business _ Empowers doctors through medical
culture education and access to discounts
instead of monetary compensation
Transparent, Independent and professional
liant management team
com .
P i Board charter and committee charts
operations

publicly disclosed

Source: Company information
Note: GCG stands for Good Corporate Governance

e Fully compliant operations & governance standards that enables

Strong focus on sustainable operations through world

class compliance & governance standards

CERTIFICATIONS

T~
1S0 1SO
ISO 9001:2015 o5 ' ISO 14001:2015 =
Environmental Management

Quality Management System System

ISO 27001:2022
Information Security
Management Systems

ISO 45001:2018 =
Occupational Health and
Safety Management System

.

Indonesia Law Awards
2015, 2019, and 2021

/‘.

PPKM Award
2023 Covid-19 handling award
In-House team of the year in-lieu of contribution

1~ AN\

Penghargaan Karya Anak Bangsa
di Bidang Farmasi ( 2023)
Natural-based product innovation with Seed to Patient concept

2\

2] W



—— ()} Increasing focus on high margin segments  to unlock better

sharehol

Legend

der s val ue

EBITDA®2
(IDR bn/
% margin)

Net profiti!
(IDR bn)

Source: Company information

621 /6.2%
487/ 5.9%

170/ 2.4%

1971 2.2%

Ll / 32.5%

Y/ 20.7%
285/ 36.3% 368/ 39.9%
2023 2024
463
371
2023 2024

Note: ! Excludes breakdown for other businesses;? Segment EBITDA margin reflects segment EBITDA as a percentage of segment net revenue after elimination

795/ 7.4%

2241 2.4%

78/ 40.3%

484 42.1%

2025

600

2025

2023-25
CAGR

28%

80%

22 EEmmT
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Segment breakdown

Segmental performance reflects strong growth and margin expansion

Key financials by segment from FY2023 -25 (IDR billions / %)

(In IDRbn) Consumer health Alliance Distribution Others 2
1
Revenue ’— CAGR: p 21.1% —¢ ’— CAGR: p 29.0% —¢ ’— CAGR: p 14.1% —¢ ’—CAGR: q (10.4%)—¢
8,872 9,333
7,170
- 1,151
785 194
116 132 126 130 101
ome wem B i I e

FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025
Growth % 17.6% 24.6% 13.9% 46.1% 23.7% 5.2% 3.1% (22.1%)

’7 CAGR: p 24.6% T ’7 CAGR: p 41.8% T ’7 CAGR: p 9.6% T FCAGR: q (13.7%)1

869 651 741 783
63 35 32 26

FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025

Gross profit

682

560

Margin 2 % 71.3% 73.8% 75.5% 54.0% 65.0% 65.2% 9.1% 8.4% 8.4% 28.1% 24.5% 26.0%
EBITDA ’7 CAGR: p 30.4% T ’7 CAGR: p 80.0% T ’7 CAGR: p 14.8% T ’7 CAGR: p 6.3% T
368 484

285

FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025 FY2023 FY2024 FY2025

OpEXx (ex-D&A) 275 314 385 39 43 48 481 543 558 28 20 18
Margin 2 % 36.3% 39.9% 42.1% 20.7% 32.5% 40.3% 2.4% 2.2% 2.4% 6.0% 9.2% 8.5%
Source: Company information 24 EERTT

Note: ! Refers to segment net revenue after elimination; 2 Refers to revenue from Unihealth (a multi-level marketing business unit focusing on the direct selling of beauty products and health supplements), export of products to selected ASEAN markets, and toll
manufacturing; ® Segment margins reflect segment financials as a percentage of segment net revenue after elimination



- EBITDA bridge and NPAT growth

EBITDA uplift is mainly driven by shift to higher margin segments, supported by operational efficiency
improvements, leading to growth in net profit along with margin expansion

EBITDA bridge from FY2023 -25 (IDR billions)
EBITDA CAGR (FY2023-25): p 27.8%

Margin 5.9% 7.4%
54 1 795

54 ]

199

487

FY2023 EBITDA Consumer health Alliance Distribution Others! FY2025 EBITDA

NPAT FY2023-25 (IDR billions)

Margin 4.5% 5.6%

371 27.1%
CAGR

FY2023 NPAT FY2025 NPAT
26 mmm

Source: Company information
Note: ! Refers to revenue from Unihealth (a multi-level marketing business unit focusing on the direct selling of beauty products and health supplements), export of products to selected ASEAN markets, and toll manufacturing
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Key strategies

A Consumer Health B Consumer Health ‘ D Distribution E SOHO

Drive market
share accretion
an already fast-
growing
consumer health
market

in

Build on digital
capabilities to
drive growth in
online and offline
channels

Solid incremental
momentum from
Alliance to

turbocharge our
highly profitable:

Further optimize
our Distribution

platform through

sharpening our
mix, reach and
profitability

Drive group-wide
operational
excellence and
efficiency

27 W



_— Q Curated portfolio expansion, leveraging existing brand equities
and creating new winners ...

Online sales growth?: 2.2x
Online sales contribution®: 5% | Track record of
successful | @&@uwidhesé robust upcoming pi

i ne i n 2026E and b
Dedicated and well -

resourced R&D:

Key product launches 32 new products expected IDR 170bn
(~US$10mm) budget
P P over the next five years
- Immune defence Suppl Ski .
@ Imboost Extra Fgfngjgj;srades Su:gcarfen 56 employees! in
Vitamin C & D3 dedicated R&D team
Bi | skincare Children .‘—'- Supplements
Noroid starter pack CP Honeybumin [+ Formula upgrades o
— - @ Collaboration approach
@A"=E  Children s Children Children to further derisk
?Ei_b!ﬁ Boost Protekid =44 New pack sizes Brain health innovation pipeline:

OEM / toll
manufacturers for

Forward-looking a Vertically integrated R&D and gummies, milk, and
initiatives manufacturing process sll<|ncare (Yupi, NFS,
Tigarka, Neopharm,
. Cosmax)
Developing Te§tlng of Preparation for . .
formulation eﬁ'c?cty & > launch Universities / Labs
safety

(Prodia, iRatco Bogor,
PML)

Online sales growth2: 25x
Online sales contribution3: 9%

Source: Company information 28
Notes: 1 As of Mar-26; 2 From FY24-25; 3FY25




— Q ...driving SOHQ's market share in an already fast growing and
attractive market

Overview of vitamins and supplements market in Indonesia

Key highlights

B Online channel Offline channel =)= Market share Consistently led the
e Indonesia offline
Total vitamins and supplements market size (IDRtn) 19.9

vitamins and

———————————————————

Total Market supplements market

25A-30E CAGR: 14.0%

[
1
1
1
1
1
1
\

___________________

779 . Significantly

’ outstripping the offline
R4 market T growing at
~1.8x the market from
2024 to 2025

10.3 7

Consistent market
share expansion in the
offline market , growing
from 10.7%?" (2024) to
11.4%* (2025)

24A 25A 30E

20 EETT
Source: IMR
Notes: * Based on IMR



_______________________________________________________________________________________________

—— (=)} Strategic build out of digital capabilities on the back of key guiding
principles with measurable near -term objectives
Leverage digital

capabilities for targeted
marketing

Guiding principles >  Expansion of digital native Enhancement of content
human capital creation capabilities

Dedicated in -house digital Additional livestreaming / Sharing of market demand
team size content studios insights to product teams

Near-to-middle term >
focus in building out
digital capabilities

. sohaglobalhealth Sob Gl Hosth

\Y4 \Y4 \Y4
Social media posts Livestreaming Upcoming online -first
per month per account hours per month product lines

To achieve
clear KPIs
303 2,520%

SOHO will continue to leverage in -house digital capabilities  to drive robust growth
further bolstering our strength in the online channel

Source: Company information 30

Note: * Includes both SOHO employees and outsourced contractors as of Mar-26; 2 As of Mar-26; 3 Based on average Instagram posts per month per brand in 2025; 4 Average livestreaming hours per month in 2025



— Q To build digital presence as a demand generation layer that
converts to both online and offline purchases

--------------------------------- Digital aS a demand generation Iayer aCrOSS Online and Offline Channel NN NN NSNS NSNS NSNS EEREEEE

Content -led education builds
awareness and trust

Content and KOLs

Online as demand
generation engine

Source: Company information
Notes:  Feb 2026; 2Using Curcuma Plus as example

o} TikTok

Average brand views

~9,000,0001

per month

Engagement turns
awareness into active

consideration

o' TikTok

Average brand
engagement rate

~10%!*

Curcuma Plus
engagement rate

Seamless conversion into
online purchases

Online purchases

No. of selling videos
42,80012
No. of creators

12,300%2

GMV

US$ 89,5002

o' TikTok

Brand Recall translates
~Q0p1 .

to offline purchase

.......................................... Onllne engagement .....................:.. ETTLLLL]

i

Top of mind across digital
touchpoints

O mp:

cﬁ)@gﬁ)

Selective partnership with
KOLs and extensive network
of affiliates

Offline purchases

Align online messaging with
field execution

3] e



m— Q Proven case study withAsthini | | ust r a ttrack re®@ HrO

executing O20 marketing strategy

ASTH I N@ Dec-25 monthly sales was 4.9x of Q1 2024 average monthly sales:

. Dec-25 online only monthly sales was 2.6x of Q1 2024 average monthly sales
) ) . Dec-25 offline only monthly sales was 2.3x of Q1 2024 average monthly sales
EOnline channels O Offline channels

o TikTok

Start of
AX TikTok virality

Jan-24

Source: Company information
Note:  Total brand sales

Average Asthin sales ! by channel



— e Proven case studies with Curcuma Plus, Noroid, and Fitkom
I I I ust r atraek reedH @ executing O20 marketing strategy

Cuvcuma 3

Curcuma
Plus

NORoID* |} '] VKON =

B Online channels O Offline channels

EOnline channels O Offline channels ®Online channels @ Offline channels

Build out of new
CH digital
marketing team

Build out of new
CH digital
marketing team

Build out of new
CH digital

User generated marketing team

content of Noroid
on Tiktok went vira |

l

DU A M M~ M.~ AN £ o N ¥ o N o N o B (o B (o] O O O dd d d N N N MO M I$T I I 1O IO WO DU U . M.~ S o I [ BN o TN e BN o B o]
¥y @ @ g g g g 9 q FEyagaqgqqaqaqqaqaqaqq o @ g @ ¢ @ g g g o d
c = > 05 a0 > C = 0> 0 5 Q> C > Q C > Q9 C > Q9 C > 9 cCc > 9 c > c s > 5 o @ = c = PR T =
g 8 ©® 3 @ & &8 & ® 3 @ & T8 0 88 0 88 08T 08T 0BT 0O s & ® 3 o & &8 & ® 2 o o
o =2 = nw oz o = = n Zz TSNNSO SI0ND SN S =2 = n z » = = n Z
1
Average sales ! by channel

Source: Company information

33
Notes: * Curcuma Plus and Fitkom charts refer to sales of Curcuma Plus Grow Tab and Fitkom Calcigrow, while Noroid chart refers to total brand sales



