Anchor: Consumer Spending Recovery
What beautiful is SABINA

The overall investment has passed the most fluctuated period from the external factor and the
fund flow out, whereas the strength of domestic economy has been recovered and the
performance of listed companies makes SET be more attractive with the inexpensive valuation,
accounted for PER 15x which is the significant fundamental support indicator. Also, it is time for

high-reason spending which is the main factor supporting Domestic stocks leading the market.
Strategy team chooses stocks by using the following criteria:
1) the company gets the benefits from consumption that is gradually recovered.

2) the products are based on 4 requisites and meets customers’ lifestyle that they are

interested in appearance and beauty,

3) the company has the high capability in the competition and good performance that

has been growing and the stock is still under own.

Key analysis in this anchor report includes

® SABINA (TP19F 40): a lady-lingerie manufacturer and distributor that has everything
such as product quality, brand awareness, distribution channels. The company has 51%
of gross margin, 12% of net margin which is higher than the other competitors in the
industry. The company still have potentials to grow from the benefits of product
champions that is popular in the market and the increase in the distribution channels
that have high margin resulting in stable growth during 2018-20F with the average
CAGR of 19%. Also, the stock price is interesting after the liquidity issue has been

solved and the stock is still under owned
What beautiful is SABINA
Actions: Suggestion of “buy” with TP based DCF of THB 40
We suggest to “buy” with TP based on DCF of THB 40 (WACC 9.3%, TV Growth 3%) due to

1) the success in transforming a business from the manufacture to be the brand owner

that is very popular



2) being the products based on 4 requisites and having everything such as brand,

marketing and strong distribution channels with the market size of THB 1.2 million

3) the profit in 2018-20F is forecasted to have the stable growth with the average CAGR

of 19% from the revenue generated from product champion
4) the interesting stock price after increasing liquidity and still being under owned.
Catalysts: still enjoy product champion + expected high profit in 4Q18

SABINA has been lady-lingerie manufacturer and distributor for long times but still maintained
the strength in business operation and transformed a business model from original equipment
manufacturer (OEM) to the brand owner that is very popular (91% of revenue) through strong
distribution channels, outstanding marketing strategies, virtual marketing creating trend and
work-of-mouth (“Doomm Doomm”, “V shape like Choompoo”. Also, the company introduces
new innovative products to the marketing. As of today, there are many product champions such
as Doomm Doomm Series, Wireless bra which still consistently generates the profit. This reflects
the company’s profitability that are 51% of gross margin, 12% of net margin, the increase in
profit for over 8 years (2010 — 2017) with 25% of CAGR and also strong financial position with

net cash and high FCF (low investment cost).

Outlook: we forecast that the profit in 2019 — 20F will grow by the annual average CAGR of 18%
through sales volume and profit margin. The sales volume is forecasted to be increased by 9%
on average per year from the existing products contributing margin and new products through
many distribution channels especially for NSR (TV Shopping + Online). The profit is expected to
be increased by CAGR of 30% per year (vs that in past 2 years that grew 150%) and the
revenue from this channel increased from 8% in this year to 13% during 3 years. The profit
margin is expected to be higher though NSR that contributes high margin and the cost of
operation that increases the proportion of outsourcing from 14% in this year to be 25%. The
outsourcing has lower cost of production than OEM production. For our OEM production, the
production capacity will not be increased but maintain utilization rate of 95% and mainly focuses

on high-margin products and creating value to the brand.



Valuation: still under owned and trading at the right point

The stock price after no liquidity issue is very interesting and still under owned by trading at PER
19F of 23.5x due to the tendency of higher profit, high cash flow and profitability and being
beauty product based on 4 requisites that have high room for growth. Compared with

WACOAL that has PER of 17 — 21X, it is different because

1) WACOAL is only the manufacturer, whereas distribution is handled by other
companies. In contrast, SABINA is the manufacturer and distributor of the brand. It should be

“Buy” at higher valuation.

2) WACOAL has the limitation in stock liquidity resulting to unable to know the truly

fundamental price.

Nomura vs Consensus: -

Year-end 31 Dec (THB mn) FY 16 FY 17 FY 18F FY 19F FY 20F
Revenue 2,383 2,659 3,149 3,418 3,725
EBITDA 275 355 545 643 748
Norm Profit 176 243 394 469 55
Net Profit 176 243 394 469 551
EPS (THB) 0.51 0.70 1.13 1.35 1.59
EPS Growth (96) 6% 38% 62% 19% 189%
PER (%) 62.8 45.4 28.0 23.5 20.0
BVPS (THB) 5.05 5.45 5.41 5.74 6.11
P/BV (%) 6.29 5.82 5.87 5.53 5.20
EV/EBITDA (x) 399 29.8 19.7 16.5 14.1
DPS (THB) 0.24 0.82 1.02 1.21 1.43
Dividend Yield (%) 0.8% 2.6% 3.2% 3.8% 4.5%
ROE (%0) 10.3% 13.3% 20.9% 24.2% 26.8%
Int bearing D /E (x) 0.06 0.01 0.05 0.04 0.02

Sources: Company data, CNS [RIS
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® SABINA has been a lady-lingerie manufacturer for more than 30 years (It was formerly
known as Jintana Lingerie). Currently, it has been operated by 2" _ 3 generation of the
owner. There are many groups of customers. Currently, the operating capacity in 5
factors is 12 million units per year and has the utilization rate of 95%. For distribution
channels, they are 1) 81 own stores and 2) 420 retail stores including modern trade and
traditional trade 3) NSR (Non-Store Retailing) that can be divided into 3 TV shopping
channels (O Shopping, true SELECT, HIGH Shopping), E-commerce and overseas
markets in 7 countries that are CLMV, Philippines, Bangladesh, Pakistan with totaling of

112 distribution channels.

Figure 1: Product offerings

Medium (THB350-700) Medium-High (THB700-1,000) High (>THB1,000)

Budget (<THB350)

préfty X S Collection MAGOITE MAE

PANTY ZOME M o bons i MODER / . PE H{'I;E CT - ot e
Women

FUN(;]:I’QN SECRETS CURVE

Figure 2: Revenue contribution Figure 3: Historical earnings

1H18

2010-17 CAGR : Sales +5% , Net profit +25% i
3,418
3,149
2,659
) 2,383
Export , 2% B AT
1,867 1901 <
Brand,81%

394 469

52 63 92 117 147 166 176 243

2010 2011 2012 2013 2014 2015 2016 2017 2018F 2019F
Sales Net profit

#tm: CNS IRIS, Company data

Key facts for Investment

® 1) the market share ranked as the 2" high due to the approximated market size of THB
1.2 billion: there is no precise amount of market size. It is from the company’s basic
estimation forecasting the market size of lady-lingerie is around THB 1.2 billing

(calculated from female population excluding girls of 28 million people * the average



purchasing amount of THB 420 a person per year). SABINA has the market share
accounted by 20% which is lower than WACOAL whose market share is accounted by
34%. We believe that SABINA has rooms increasing market share by 1) the size of
market that tends to be grow from the increase in female production of 1% on average
and inflation of 1 — 2%. 2) the importance of appearance and beauty, the new products
continually introduced by the company resulting in the higher rate of repeated purchase.

3) the high capability in competition and increase in distribution channels.

Figure 4: Market share
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2) changing the business model from original equipment manufacturer (OEM) to brand
owner: Over past 10 years, the company changed the business strategy from original
equipment manufacturer (OEM) that cannot control to a brand owner that have value
and more sustainability. It has been successful. As of today, the revenue generated
from own brand is accounted for more than 91% of total revenue compared with that in
2006 accounted for 40%, and also the earnings from OEM is accounted for 9% of total
profit. However, the company aims to maintain the revenue from OEM at the same level
because OEM focuses on high-quality products for European brand resulting in having
high margin of OEM which is close to the branded products and knowing trend that has

been changed (e.g. design, texture, technology and etc.)



Figure 5: OEM Customers
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Figure 6: OEM revenue vs Brand revenue
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® 3) good product, reasonable price, outstanding marketing, many distribution channels:

the profit has been increased for many years (2010 — 2017) with the annual average

CAGR of 25%. This is good reflection showing that the company have high capability in

competition in many aspects.

Figure 7: Historical earnings
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Product & Promotion: the company has experiences in manufacturing for many years and done

R&D so that the company can introduce new products to the market including outstanding

market strategies in many product groups “Fun, Playful, Attractive” and good viral marketing

through presenters such as Celine Horwang, Choompoo Araya, Baifern and etc) resulting to

have many product champions such as Doomm Doomm (2010), Modern V (2013), Perfect bra

(2016) Wireless bra (2017 — 18) and have word of mouth for example, “ Doomm Doomm”, “V

2017



Shape like Choompoo”, “V Shape in 6 secs”, “Real Doom, Elegant Mound” leading the company

have strong branded products and be the first choice.

Figure 8: Strong marketing

Period Topic / Series / Product Link No of views
2011 Doom Doom / A3& 1239 https://www.youtube.com/watch?v=6 koeOIBaX0 51K
2013 "savanlu 63"/ 2uy a1sen https://www.voutube.com/watch ?v=3i0XvPPhrdl 1.1M
2016 "AS¥ANILAR"/ Perfect bra https://www.youtube.com/watch?v=6NkD8SXE8nY 2.ZM

2017 Wireless shape / ’erfl 275EN https://www.youtube.com/watch?v=kvOSUOVARWs 3.9M
2017- 18 Wireless shape / ’Lfli‘lﬁl 275eM https://www.youtube.com/watch?v=kvOSUOVARWSs 3.3M
2018 Doom Doom / Tuiilsu https://www.youtube.com/watch?v=QwNikx3864g 1.5M

Fan: CNS IRIS, Youtube

Price: the company has many varieties of products to severe many groups of customers. The
price range is between THB 100 to THB 1,000. However, the products under product
champions (Doomm Doomm, Modern V and etc) has the medium price with the range of THB
100 which is not expensive if compared with other products that are quite more expensive. The

Sabina products are easily sold.

Place: there are strong distribution channels covering in many areas that can serve all groups of
customers such as 1) 81 own stores and 2) 420 retail stores including modern trade and
traditional trade 3) NSR (Non-Store Retailing) divided into 2 TV shopping channels (O Shopping,
true SELECT, HIGH Shopping) and E-commerce and overseas markets in 7 countries that are

CLMV, Philippines, Bangladesh, Pakistan totaling in 112 places.



Figure 9: Sale network channel
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® 4) the distribution channel of NSR as the key growth driver in the next future.

Since 2017, the company has expanded the distribution channel of NSR (Non-Store
Retailing) into 1) TV Shopping and 2) E-commerce which has generated significant
earnings from NSR channel. Within 1 year, it could generate the earnings of more than
THB 100 million and the revenue in 1H18 was higher than that in last year. The revenue
in 1H18 was THB 122 million which is accounted of more than 8% of total earnings.

From channel check, the information is in line. It shows that lingerie is top seller for TV
shopping, while SABINA still does best in E-commerce compared with other brands by

collecting information from Shoppe and Lazada.

summarized as follow:

The interesting information can be



1) The best seller of lingerie is non-branded product because it is very cheap.

The price range is less than THB 100. It is normal since there are many

shops and they compete each other by using pricing.

2) For branded products, they are mostly sold by the owners of the brand.

Based on information of top 5 best sellers for each brand in Figure 11-12, it

shows that SABINA does well and is the leader either in term of sales volume

or of the number of products.

Figure 10: Feedback from E-commerce channel

Shopee Lazada
Followers Noof SKU Followers No of SKU
SABINA 65,550 1,176 15,437 805
WACOAL 20,060 344 5,649 186
B'me By WACOAL 8,865 200 1,268 77
Triumph | 2,071 108_ 397 -
Figure 11: Comparing Top5 best seller in Shopee
SABINA
Price Sale/Month Product
(Pieces) _
690 215 [1ua3 1] Sabina \d@aziulu Wireless Shape (laisl1as9) SBK255BK+SBK255CD dtiiatain/en
690 174 Sabina Léaﬁu‘lu Wireless Shape (lL1ifias9) SBK255CD Avilaai
390 89 SabinatAatiuly Doomm Doomm Sexyheart SBA4109BK en
590 81 [1ua 1] Sabina tdaulu Wireless Shape (il Tas) SBK256CLSBK2568K Ariladan/de
390 77 Sabina tAatiulu Modern V PBI944SD &t
WACOAL

Price Sale/Month Product
(Pieces)

620 107 Wacoal Must Have Bra U WB3A14 alﬂ.l?u{BE}

620 64 Wacoal Must Have Wireless Bra B0 311 WB3A14 den (BL)

790 52 Wacoal Wireless Bra 711 WB3X44 Awm (BE)

799 52 **Bundle Zé‘ugnﬂ“h" Wacoal Super Soft Bra 1 WHIALS An3(CR)
890 48 Wacoal Travel Bra usnila $u MM1243 dvua (BE)

B'me By WACOAL
Price Sale/Month Product

(Pieces)
290 75 B'me Treat Me Collection $1 ME1BS0 &iia dihidu
249 74 B'me 1dadiul $u ME1DO7 iim S6n
290 62 B'me Ldaiulu fu MELF64 Aila Aune
350 39 B'me 1daduly $u MELE33 Hon Aim

249 38 B'me tdadulu 1 ME1E49 S0 Smw




Figure 12: Comparing Top5 best seller in . azada

SABINA
Price Product

290 Habpy Lady $u Lace cutting2 s¥ia HBLS04 &6
390 Set Habpy Lady TWa HBL533+HUL533 daiuw
290 Habpy Lady TW& HBL511
250 Sabina Habpy Lady T¥ia HBL533 d2fuw
390 Perfect Bra 31 Peony SWid SBDA040 & tilndau

WACOAL
529 Wireless bra us'l31a39 3/4 Cup - WB3A14
650 Wireless bra us1131as9 3/4 Cup (&N /BLACK)

1580 Wireless bra 3/4 Cup 1 1w 3 4y

529 Wireless bra um'l31a39 3/4 Cup - WB3A14
759 Wacoal Mood Travel Bra us1151a59 3/4 Cup(&1U3/BEIGE) - MM1243BE

B'me By WACOAL
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Fan: CNS IRIS, Shapee, Lazada

There are many positive factors on NSR channel as follow

1)

Since the company sells products on their own through online channels or E-
commerce, it helps the management system since it is easier than
representative system (e.g. service, price cut issue and etc.)

It improves the rate of inventory turnover to be better and does not hurt on the
image of brand

It has good EBIT margin, which is slightly higher than the normal channels.
Although normally there is a special deal or hot promotion resulting in low gross
margin, it compensates with SG&A that is saved (e.g. rental fee, administrative
expense, partner assistance fee and etc.). This overall is considered worth it.

It increases the convenience to customers and no cannibalization because the
most customers purchasing product from this channel are the existing

customers that used to use or buy products before.



In summary, NSR channel becomes one of the important key drivers in other periods. The

company aims to increase the profit from this channel to be 25% in 5 years.

® 5) Margin is second to none, The tendency of increase in NSR and Outsource. For the

question whether the cheap price has impact on margin, we find that the profitability is

under top rank if compared with others in the same industry (Figure 13-14) from

1) the business model that the owner is a manufacturer and distributors in some

channels

2) good management in operation including staff management which lead them

to be multiple skills. This reflects through maintaining the number of staffs hired by the

company for over years (Figure 17), whereas the cost of raw materials has no big

changes as well as the company has high negotiation power

3) the operation is controlled to create Economy of Scale by maintaining the

utilization rate at 90 — 95%.

4) the increase in outsource/ NSR channel that has high margin.

Figure 13: Comparing Gross margin

52.7% 52.5% 53.0%

= "S0.8%
41.2% 41.4%
24.5% . .234%
Izzw{, :

SABINA Triumph (TH) WACOAL (TH)  WACOAL (Worldwide)

MW2015 W2016 W 2017

Figure 14: Comparing Net margin
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Figure 15: COGS Breakdown
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Figure 16: SABINA Profitability
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For the trend of profitability, we still forecast that it will be positive or increase due to lower cost

of production and high gross profit margin. In term of cost of production, it is from the increase

in outsource (China and Vietnam) which gives lower cost than OEM production due to the

market that is labor intensive. The overseas manufacturer (China, Vietnam) has the competitive

advantage in the cost structure and there are more labors which leads that company to have

negotiation power. However, the company focuses on OEM production for high quality products

(high margin) and change the model to be asset light that does not require the investment in

fixed asset but focuses on the increase in branch value. The company set the ratio of

outsourcing production to be increased from 14% today to be 35% in 2022F which is still lower

than the company’s target ratio of 50%. The outsourcing product has high gross margin which is

6% on average.



Figure 18: Product sourcing
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Figure 19: Gross margin by production

Outsourcing 57%

Own production 51%

For revenue, the company focuses on high-margin channel that is NSR. Its EBIT margin is

higher than the others by 3%. We estimate that the earnings from NSR will be increase in 5

years (CAGR) by 30% per year and the revenue contribution by channel will be increased from

8% in TH18 to be 17% in 2022F which is nevertheless lower that the company’s goal is targeted

at 25%.

Figure 20: Revenue growth by channel
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Figure 22: Revenue contribution by channel
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Figure 21: SABINA Profitability
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® ) High net cash and free cash flow. In term of financial position, the company has

strong financial position because it has high net cash and cash flow. The tendency of

growth in the next period focuses on outsourcing production resulting in lower CAPEX

and higher free cash flow (CFO — Capex) 2018-20F with the increase in CAGR of 23%.



Compared with other companies, SABINA has high free cash flow through the

comparison of capital (CFO/Capex).

Figure 23: Less capital intensive
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7) the company enjoy on product champions. The profit in 3 years forecasts to be
stable growth with CAGR of 18%. With the profit over 8 years (2010 — 2017), CAGR of
25% is the good reflection of SABINA showing that the company has the benefit from
product champions. Also, the company continues to lunch new productions to the
market through good marketing strategies. There are rooms for future growth from 1)
new products in | lingerie group and other new group such as swimming suit that has
been already launched 2) the increase in distribution channels in both domestic and
overseas especially for NSR that is considered to be the key driver in these 3 years and
3) the expansion of target customers for adult person other than the current target
customers that are teenagers and college students as well as the expansion of business
in overseas market. At present, there are markets in 7 countries including foreign
customers in Thailand. The company has selected the latest present, namely Miss

Baifern who is very popular in china.



The profit in 3Q18 is still new high which reaches THB 100 million for the first time

Figure 24: Quarterly result

Profit & Loss Statement
Year-end 31 Dec (THE mn)  1Q17 2017 3Q17 4Q17 1Q18 2Q18 3Q18 yy qgq O9MI7 OM18 %y 2017 2018F 9%y-y 9%YTD

Revenue from sales (THBmn) 576 6E0 731 672 686 783 845 16% 8% 1,987 2318 17% 2,659 3,149 18% 74%
Gross Profit (THBmn ) 309 332 368 343 364 396 419 14% 6% 1,008 1178 17% 1,352 1,604 19%  73%
SGRA 247 261 274 285 267 277 284 4% 3% 782 829 6% 1,067 1,124 5%  74%
EBIT 66 B0 a8 62 100 121 138 41% 14% 244 359 47% 305 494 62% 73%
Interest expense 1 b 1] 1] 1] 1] 1] 136% 79% 1 1 50% 1 1 55% 105%
Corporate tax 14 16 20 10 21 24 27 7% 13% 50 72 44% 61 99 63% 73%
Other extraordinary items

Met Profit 51 63 78 51 79 96 110 42% 14% 192 286 49% 243 394 62% 73%
Morm. Profit 51 63 78 51 79 96 1i0 42% 14% 192 286 49% 243 394 62%  73%
EPS (THE) 0.1 0.2 0.2 0.1 0.2 03 03 41% 14% 0.6 0.8 49% 0.70 113 62% 72%
Profit ability Ratio (%)

Gross Margin (%) 53.7% 48.8% 50.3% 51.1% 53.0% 50.5% 493% 50.8% 50.8% 50.8% 50.9%

SGEA/Sales (%) 43.0% 384% 374% 423% 390% 354% 335% 394% 35.8% 40.1% 35.7%

Met Margin (%) B9% 9.3% 10.7% 7.6% 11.6% 12.3% 13.0% 9.7% 12.3% 9.1% 12.5%

Morm profit Margin (%) B9% 93% 10.7% 7.6% 11.6% 12.3% 13.0% 9.7% 12.3% 9.1% 12.5%

?’Ilaﬂ: CNS IRIS, Company data

The company reports that the profit in 3Q18 is new high and better than the projection. The
profit was THB 110 million (+42% y-y, +14% g-q) which was better g-g although 2Q normally

has the highest profit (School Break) from both the highest sales volume and margin.

For sales volumes (+16% y-y, +8% g-q), it still be better for both our own brand (90% of total
profit) +9% y-y, +5% g-g which is from the launch of “Doomm Doomm” with the new presenter
that has the good feedback as well as from the sales generated from NSR which was very well

and for OEM product (10% of total profit) +74%y-y, +48% q-qg that has many orders from

overseas.

Net margin of 13% is new high for 3 consecutive years from the good sales volume which create
the better economy of scale because the main expense is fixed cost which was apparently
lower SG&A/Sales to be at 33.5% in both y-y, g-q, whereas the gross margin was at 49.3%
which is lower in both y-y, g-g. For OEM products, they had lower gross margin than the
average (but in term of EBIT margin, OEM product has high margin which is relatively close to

the average)

The forecasted profit in 4Q18 continues to be better and double increased in y-y

For earning momentum, the profit tends to be better in 4Q18F and the growth will be
significantly outstanding in y-y and relatively in g-q from the success in “Doomm Doomm”
product. The sales volume is forecasted to be increased for both normal channels and NSR.

The overall forecasted profit in 4Q18F is approximately THB 108 million +112% y-y. The one of



main reason is due to the lower base in the previous year from high SG&R through higher

payment for staff’'s bonus.

The estimated profit during 2018-20F will be increased by CAGR of 18% on average

We forecast that the profit in 2018-20F is till stable growth with the average CAGR of 18% from
better profit and margin. The revenue is forecasted to be increase 9% annually on average,
which is mainly from NSR channel. The CAGR is estimated to increase by 30% whereas the
margin will be increased from NSR channel that has higher margin and from the lower cost of
production from outsourcing (Margin is better than OEM by 6%) which the ratio tends to be

increased from 14% today to be 35% in 2022F.

Figure 25: Financial summary Figure 26: Assumption

2017A 2018F 2019F 2020F 2021F

Moarmml Hitoe (THC e RO RN SISV EERE CEYAE  Revenue (MB) 2659 3149 3418 3725 4078
Revenue 2383 2659 3149 3418 3,725

EBITDA 275 355 cas 43 48 Revenue growth 12% 18% 9% 9% 9%
Norm Profit 176 243 394 469 551 - Brand 8% 10% 7% 7% %
Net Profit 176 243 394 469 551 -NSR 0%  192% 30% 30% 30%
EPS (THE) 0.51 0.70 113 135 159 -OEM 4% 330 306 304 304
EPS Growth (%) 6% 38% 62% 195 18% L i o5

PER (%) 628 454 28,0 235 20.0 - Export -12% 13% 0% 0% 0%
BVPS (THE) 5.05 5.45 541 5.74 6.11

P/BV () £.29 5.82 587 5.53 5.20 (Gross margin 50.8% 50.9% 51.2% 51.4% 51.7%
EV/EBITDA (x) 399 298 197 165 141 SG&A/Sales 401% 357% 344% 331% 31.7%
DPS (THE) 0.24 0.82 1.02 121 143 Net profit (MB) 243 394 469 551 657
Dividend Yield (%) 0.8% 260 3.20% 3.8% 45% EPS (Baht) 07 11 13 16 19
ROE (%) 103%  133%  209%  242%  26.8% s : ; g y :

Int bearing D /E (x) 0.06 0.01 0.05 0.04 0.02 CAPEX (MB) 28 60 40 40 40

The estimated TP for 2019F based on DFC is at THB 40. The suggestion is to “buy”

We estimate TP in 2019F based on DCF (WACC 9.3%, TV Growth 3%) at THB 40 which is
accounted for implied PER of 29.6x due to the increase in profit, higher cash flow and
profitability as well as products based on 4 requisites that are under beauty product and has the

high growth opportunity.

Meanwhile, compared with the other company, namely WACOAL, which its stock has PER at 17
-21x, it is not the clear comparison due to 1) the business under WACOAL is only manufacturing
but the production distribution is handled by ICC which is a company under Sahapat Group,
whereas SABINA is both a manufacturer and distributor. It should be traded at higher valuation

2) WACOAL has the limitation of stock liquidity that cannot reflect the true stock value.



Key data on SABINA

Relative performance chart

Statement of comprehensive income

SABINA ws SET Index Year-end 31 Dec (THBmn) FY 16 FY 17 FY 18F FY 19F FY 20F
Revenue 2383 2,659 3,149 3418 3,725
Costof goods sold (1,125) (1,307} (1545) (LG68) (1,810
3,000 —— SET Index e G ABINA TB Equity Gross profit 1,258 1,352 1,604 1,750 1,915
2500 SGRA 11,051) [1.067) [1,124) (1,176) [1,232)
Share of profit or losses from investr - - - - 1
2,000 Other Income 14 20 14 14 [
1,500 7o = EBIT 221 305 494 588 590
=
1.000 Depreciation & amortisation 54 50 51 55 58
; EBI TDWA 275 355 545 643 TAE
500 Interest expense 3 -1 1 -2 1
0 T T T T T r T T T T T Pre-tax profit {loss) 218 304 493 586 689
| oW g W g w2 W g ® = = Tax -42 -61 -99 -117 -138
5 _g) g § 8 é 5 -% g § 4 é After-tax profit {loss) 176 243 384 269 551
- == o = Other extraordinary Items 0 0 0 o 0
Gn [Ls) from affil iates [} 1] o o 1]
Statement of finandal position Minorl ty | nterests 0 1] o 1] 1]
As &t 31 Dec (THBmn) FY 16 FY17  FY18F FY19F  FY 20F Net profit (less) 176 243 394 469 551
Cash + Currentinvestment 158 ABE 411 513 560 Normalised net profit (loss) 176 243 384 489 551
Accounts Recelvable 314 342 384 394 429 Reported EPS [THE) 051 0.70 1.13 135 158
Inventory 1,151 976 1,115 1,106 1,175 Valuation and ratios
‘Other Current Assets 82 83 B8 92 a7 Year-end 31 Dec FY 16 FY17  FY18F  FYL19F  FY 20F
Total Current Assets 1,706 1,869 1,997 2,104 2,260 Per Share [THE]
Fixed Assets 306 283 292 277 259 EPS 051 0.70 113 135 159
LT investment 5 5 5 5 Des 024 0.82 1.02 121 143
Other Assets 227 229 184 189 195 BVPS 505 5.45 541 574 6.11
Total Assets 2,238 2,387 2479 1,576 2,720 EV 299 28.7 29.1 8.7 28.5
Accounts Payable 132 153 200 195 212 Multiplier x)
Short-term Loan and Overdraft 108 18 50 70 50 PER 5935 42.88 26.43 22323 1881
Current Portion of Long-Term Loans - - - - - plev 594 5.50 5.55 523 4.91
Other Current Liabilities ad 58 79 91 105 EV/EBITDA 3768 28.10 1855 1552 1325
Total Current Liabilities 408 a04 497 476 487 Dividend yield (%) 0.8% 2.7% 3.4% A4.0% 4.8%
LT Loans - - - - - Growth (%)
Other Uabilitles 76 &8 102 106 110 Sales growth 3.8% 11.6% 16.4% B.5% 9.0%
Total Labilities 484 agz 599 582 597 EBI TDW growth 3.8% 28.9% 53.5% 18.1% 16.3%
Paid-up Capital 348 348 348 348 348 Reported net profit growth 6.1% 38.4% 62.2% 18.9% 17.5%
Share Premium 275 275 275 275 275 Norm profit growth 6.1% 3B.4% 62.2% 18.9% 17.5%
Retained Earnings 971 1,117 1,101 1,215 1,344 Reported EPS growth 6.1% 3B.4% 62.2% 18.9% 17.5%
Total Equity 1,754 1,895 1,880 1,994 2,123 Profitability Ratio (%)
Minority Interest Gross margin 52.8% 50.8% 50.9% 51.2% 51.4%
Total Uabilities and Equity 2,238 2,387 2479 1576 2,720 EBITDA margin 11.6% 13.3% 17.3% 18.8% 20.1%
Cashflow statement EBIT margin 9.3% 11.5% 15.7% 17.2% 18.5%
Year-end 31 Dec (THBmn) FY 16 FY 17 FY 18F FY 19F FY 20F Netrnargin 7.4% 9.1% 125% 13.7% 14.8%
Net Profit 175 243 394 459 551 ROE 10.3% 13.3% 20.9% 24.2% 26.8%
Forex & other extraordinary adjustment ™ [ [ o o o ROA T.9% 10.5% 16.2% 18.6% 20.8%
Depreciation & amortization 54 50 51 55 58 ROCE 12.1% 15.4% 24.9% 28.0% 30.9%
Net change in working capital & others 25 223 -105 -7 -B0 Asset Utllizatlon {x)
Net operating cash flows 71 535 341 517 529 Fixed asset turnover 749 9.03 10.94 12.00 1388
Met capital expenditure -30 -28 -60 A0 -a0 Receivable turnover 745 8.10 8.21 868 BEE
Freecash flow 241 508 281 477 489 | ventory turmover 098 1.23 1.39 151 154
Other items -55 -317 194 0 0 Payable wraover 885 9.20 7.40 855 855
Debt issue -111 ET] 7] -20 -20 Liguidity ratio (x)
Equity Issue o 0 o o o Current ratio 4.18 4.63 4.02 442 464
Dividend paid -73 97 -a10 -355 -422 Quick raties 138 221 1.77 210 223
Net financing cash flows -184 -187 -3318 -375 -442 Leverage ratios [x)
Net cash 2 3 137 102 47 Uzbillities [ equity 028 0.26 0.32 029 028
Net cash / (Debt) at beginning 38 41 a4 181 283 Interest-bearing debt [ equity 0.06 0.01 0.05 0.04 002
Net Cash f (Debt) at ending a1 44 181 283 330 Interest coverage B767 21053 759.42 31943 499.96
Debt servi ce coverage -4.45 .68 -1.54 -133 -136
Source : CNS RIS
PER Band — SABINA PBV Band — SABINA
P/E PfBV
80 =mmpER  —-280 ——-15D - - - Average ——+15D — 4250 7 250 sD - - -Awrage
70 M,
60 5
PP oo, +18D=54.3x
50 4 Mean =47x +180=5.4x
L. T 7. T i i il o i O R O TS TG PSR S
30 Srvly
0 a
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Refer : Nomura



