VGl PUBLIC COMPANY LIMITED

2Q 2025/26 PERFORMANCE DASHBOARD ENDED 30 SEPTEMBER 2025

VGI

1. 2Q 2025/26 KEY FINANCIAL PERFORMANCE

VGI reported revenue from services and sales of THB 1,123mn, down 16% YoY, mainly from the Advertising, Digital Services and Distribution businesses.
VGI recorded share of profit form investments of THB 110mn. Other income was THB 114mn. VGI reported a net profit of THB 79mn, with a net profit margin of 7%

Please find more details at:

https://investor.vgi.co.th/en/document/viewer/173332/md-and-a-29-2025-26

GROSS PROFIT BALANCE SHEET (as of 30 SEP 25)
Asset 41,759mn
Liabilities 3,491mn
1,123mn 380mn 54mn 79mn Equity 38,268mn
1B Debt 100mn
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1. HISTORICAL FINANCIAL PERFORMANCE
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11l. 2Q 2025/26 BUSINESS UPDATE
m DIGITAL SERVICES SUSTAINABILITY
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PlanB’s Bangkok Jam and in-store sold 47202 i 3p$0e rose to 62.4% from 61.6%
media at 7-Eleven. These packages care OI. ) * ith Gg;unfance ° VGI received 100 points in the
allow wus to reach consumers l?n%:zlres{nst\::;nce and ;2?0 . 2025 Annual General Meeting
throughout their daily journeys and . Fanslink focused on its owned (AGM) Checklist assessment.
help drive higher media utilisation. from others insurance. fcns' I nk brands under Pando (pet care) and
EZHome (electrical appliances), as . .
Advertising media utilisation rate, . . I her brand h VGI, in collabpratlon with the BT_S
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which helped  drive higher the 26th anniversary of the BTS
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