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DISCLAIMER

This presentation may contain forward-looking statements that involve
assumptions, 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. Representative
examples of these factors include (without limitation) general industry and
economic conditions, interest rate trends, cost of capital and capital
availability, competition from other developments or companies, changes in
operating expenses (including employee wages, benefits and training costs),
governmental and public policy changes and the continued availability of
financing in the amounts and the terms necessary to support future business.
You are cautioned not to place undue reliance on these forward-looking
statements, which are based on the current view of management on future
events.

The information contained in this presentafion has not been independently
verified. No representation or warranty expressed or implied is made as to, and
no reliance should be placed on, the fairness, accuracy, completeness or
correctness of the information or opinions contained in this presentation.
Neither Synergy House Berhad (“Synergy”) or any of its affiliates, advisers or
representatives shall have any liability whatsoever (in negligence or otherwise)
for any loss howsoever arising, whether directly or indirectly, from any use,
reliance or distribution of this presentation or its contents or otherwise arising in
connection with this presentation.
%’;ﬁ*;{ };’;{ The past performance of Synergy is not indicative of the future performance.
VISV ' s

: - The value of shares in Synergy (“Shares”) and the income derived from them
may fall as well as rise. Shares are not obligations of, deposits in, or guaranteed
by, Synergy or any of its aoffiliates. An investment in Shares is subject to
investment risks, including the possible loss of the principal amount invested.




N\\N

2

SYNERGY
HOUSE

Speakers

Tan Eu Tah Teh Yee Luen Kenneth Ng
Executive Director Executive Director Group Accountant

August 2023 | page 3 / 20 | private and confidential



AGENDA

—
o

1. Snapshot of Synergy House

T @ ™




Snapshot of Synergy House
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We are a cross-border e-commerce seller and furniture
exporter that specialises in beautifully designed and
affordable ready-to-assemble home furniture.

/n
Jail [e] ® 95.7% of 1HFY23 total

1HFY23 Revenue B2B: 54.0% revenue is export
RM110.2 mil B2C: 46.0% based
» ﬁE Total marketplace: 11 Q B2C market place
2,155 SKU & designs total countries: 4
on offer New marketplace in o
2023: 1 New countries in 2023:

Pending 2
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Business model

Furniture manufacturers listed in
Bursa Securities

Synergy House

Market research

0 Design & Development (D&D)
o Production

Outsourced Third-party manufacturers e Sales to wholesalers / retailers /
carry out production importers

Delivery to overseas fulfilment centres

Design & Development

Order processing and fulfilment in
third-party e-commerce Platform
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B2C Target Markets and Platforms

Current market \

ewayfair ~ amazon @ lazada [ Shopee
exr €3 a a

K112 == =1

_ J
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North America - ME 50 (%) cansoa
A
West Europe - = 15 UK . Germany ‘ ' France

- J
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Q2FY23 Financial Highlights SYNERGY

Group’s Performance Q1FY2023 and Q2FY2023

Highlights of Q2FY23

o QA Q2 QoQ 1H D g 1. Overall revenue growth of 13.6% in Q2FY23 as
RM 'mil fy23 FfY23 (%) FY23 =T~ compared to Q1FY23.
sales a. B2B sales increased by 17% mainly from
Revenue 51.6 58.4 13.6 1 110.2 higher sales in UK and Middle East.

? b. B2C sales grew by 10% in Q2FY23 vs Q1FY23.
Profif 1 1. Freight costs remains lower as compared to prior
Before 3.6 85 139.81 121 % -

L Tax 2. Cost of purchase remains stable in Q2FY23 as

. Costs compared to Q1FY23.
Profit
After 26 62 13651 88
Tax

Q1FY23 to 10.57% in Q2FY23.

Margins 2. Favourable foreign exchange in Q2FY23 where
wafex was higher by 3% as compared to Q1FY23.

Eﬂ 1. Overall PAT margin increased from 5.08% in
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The classifications of our Group’s revenue by geographical market are based on the locations of our

customers
RM 36.7mil
33.3%
United
Kingdom

United States

3

of America
& Canada
-f
United Arab ® RM 6.0mil
I Emirates 5.5%
48.1%
RM 14.4mil
13.1%

Notes: 1) Asia comprise of Malaysia and Indonesia
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Revenue by business segment YNERG

Q2 FY23 (RM million)
Group’s Performance by Business Segment

26.5,

45.22% 01

54.78%

TH FY23 (RM miillion)

50.7,

46.01% 59 5

53.99%

= B2B B2C
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1)

2)

3)

4)

For Q2FY23, B2C revenue contribution is 45.22% of
total revenue while B2B at 54.78%.

For THFY23, B2C conftributed 46.01% of total revenue
while B2B contributed 53.99%. In FY22, B2C
contributed 25.57% of total revenue, while B2B
confributed 74.43%.

1HFY23 B2C sales is at RM50.7million, exceeding total
12 months B2C sales for FY22 of RM49.6million, which
is in-line with the Group's direction of growing its B2C
sales.

For Q2FY23, sales from both B2B and B2C segment
increased as compared to Q1FY23.



Revenue by business segment

RM’'millions mB2B ' B2C

24.8 13.44%* 25577

20 179% 5.3 4.33%"
159 5 86.56%"
109 5Kk 1 17.6 95.67%" [EEX7, 157+ 50.7 46.01%"
59 5 SERagy

FY2019 FY2020 FY2021 FY2022  1H FY23

Note:
* Percentage over respective financial year's total revenue.
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1) The Group continues to grow the
B2C segment while B2B remains
stable due to the Group’s long
term customers.

2) The Group expects the B2C sales
conftribution to increase further
with new countries and platforms,
while confinuing to expand
existing platforms.
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B2C breakdown by key platforms (RM’'000)

1) All international B2C
platforms performed
significantly better in THFY23
as compared to FY22.

39,719
37,190

2) USA and UK remain the key
markets for the B2C presently
due to their population size

14,409 and purchasing power.

3700 4158 4,703
963 1,054
1,717 562
i : _

Wayfair US Wayfair UK Amazon USA Amazon UK Local B2C Others

10,367 10,334

mFY 2020 = FY 2021 FY 2022 = 1H FY23
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Snapshot of Balance Sheet

Total assets

/ (RM'mil)

o

- 181.0
141.9 —
Q1 FY23 Q2 FY23

/

Total Shareholders’ Equity

(RM’mil)

K Q1 FY23

87.5

sy
48.3

Q2 FY23

/

1) Balance sheet continues to
strengthen with higher
shareholder’s equity and
reduced gearing.

2) Small negative cash flows
from operations is mainly due
to increase in inventory

holdings.
Gearing
/ (times) N
1.4
50.0 %

0.7

K Q1 FY23 Q2 FY23 /

ﬁ

\

Total cash
(RM’mil)

262.4 %

14.9

Q1 FY23
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54.0

Q2 FY23

4\

/
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Quarterly Net Cash Flows

generated from / (used in)
Operating Activities, (RM’mil)

(0.2)
Q1 FY23

(0.2)
Q2 FY23

%
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Company Highlights SYNERGY
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Huge growth potential in the global furniture e-commerce market

* Market is still in its growing stage.
« Synergy House has significant opportunities for expansion in the B2C segment.
« Synergy House's revenue is approximately 95% export based.

Continuous expansion into B2C

*  More than 20 years of experience in selling through importers and retailers.
+ B2C enabled us to bypass importers and retailers and sell direct to end users through the Internet and IT
technology.

Successful business models in other markets

« Similar business models implemented by Chinese companies in various IT and fashion industries.
« Similar business model overseas demonstrated billion-dollar revenue potential.
*  New business model in Malaysia.

Unique positioning as a "NEW-Retail" company

+ Differentiating ourselves from traditional retailers
« Don't need to be present at target countries and operating in lower-cost Asian countries, particularly
Malaysia
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Our Priorities & Strategies SYNERGY
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n . Marketplace and offering expansion . H . Marketing Strategies E
a. Onboarding to new marketplaces in the USA, UK, . Strengthening our E-Commerce Department to
Canada, Germany and France. monitor advertisement and improve visibility of
b. Offer more SKU to the market. products in markefplace.
c. Actively sourcing for well-established third-party b. Further strengthen the customer service department.
manufacturers from Malaysia, Ching, Indonesia c. Expanding the market research team and
and Vietnam. investment in market intelligence software.

B . Internal strengthening JEJ{

. Expansion of D&D team to accelerate the
infroduction of new SKUs info the market.

b. Improve inventory management system for sales
and replenishment monitoring.

c. Develop well-organized training module to
cultivate and tfrain talented individuals.
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www.synergyhouseberhad.com 4 ir@synergy-house.com
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