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[\/\AP STORY SO FAR....

1990 : Started as PT Mitra Prima / opened first store
e 1995 : Incorporated as PT Mitra Adiperkasa (MAP)
e 2004: MAP IPO 1383
¢ 2017 : MBA IPO :
e 2018 : MAA IPO

e 3 Listings on Indonesia 085 082
Stock Exchange P
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REGIONAL EXPANSION
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MAP TOTAL REVENUE GROWTH
SINCE IPO (2004 TO 2022)

(in IDR BN)

26,937

21,637

CAGR 1995 - 2022: 28.9% o 18,424

16,306

14,150 14,847

12,833
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3,333 34684 12
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MADP SHARE PRICE GROWTH

MAPI SHARE PRICE HAS INCREASED 50 TiMES I
FROM 62.5 RUPIAH TO 1900 RUPIAH SINCE IPO
1,445 1,510 1,55101,3 /
CAGF -
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TODAY

GROUP OVERVIEW




OVERVIEW OF MAXDP GROUP - aug 2025

(INCLUDING OVERSEAS)
Over : :
5300 150* 110°
Retail Stores

+ 28 online stores . World Class Brands ' Retail Concepts
+ Presence in 3" party online stores : :

* Data includes Burger King and Domino’s Pizza

---------------------------------------------------------------------------------------------------------------

7 Countries Over i O
Indonesia « Philippines 8 33 700 360

Vietnam e Singapore
Thailand + Malaysia 5 Cities ED:::/g/!JSeSVBSrgeersK/ngand
Cambodia : Domino’s Pizza

MAPCL UB M}(P MAP RETAIL ACADEMY (5)

GIFT VOUCHER



OUR AWARDS & ACCOLADES

2005: “Best Managed Company in Indonesia” - AsiaMoney (Magazine)
2007: “Best Managed Company in Indonesia” - FinanceAsia (Magazine)
2011: “Top 40 Companies in Indonesia” - Forbes Indonesia
2012: “Most Admired Companies in Indonesia” - Fortune Indonesia
2012: “#1 Retailer in Indonesia” - SWA Magazine (Indonesia)
2012: Nomination for Indonesia Stock Exchange’s

“Best Public-Listed Company” Award (Capital Market Awards)
2013: Nomination for “Retailer of The Year” Award -

Emerging Market (World Retail Congress Awards) ;
2014: “Most Powerful & Valuable Company in Indonesia” (Retail category) - Warta Economi (Magazine) :
2015: “Most Admired Companies in Indonesia” (Retail category) - Warta Economi (Magazine)
2017: “Best CEO” (Private Sector) - Obsession Media Group (Magazine)
2017: “Best Managed Company in Indonesia” - FinanceAsia (Magazine) Mid cap-3rd
2018: “Padma Mitra Award” for “Best in CSR” - Social Department of Rep. Indonesia
2020: Starbucks Dewata Bali - Finalist of World Retail Awards 2020 for “Best Store Design”
2020: “Top 50 Companies in Indonesia” - Forbes Indonesia
2021: “Bank Indonesia’s Best Corporate Statistics Respondent” - Bank Indonesia
2023: “Best Company to Work” - HR Asia Awards
2023: “Retail F&B of The Year” - Hippindo Awards
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WORLD’S FIFTH-LARGEST ECONOMY

United States

China
Japan
Germany
ASEAN
0 2.5 5 7.5 10 12.5 15 17.5 20 22.5 25 27.5 30
USsS trillion

Source: ASEAN, IMF @ 2019 2026 projections
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ASEAN OVERVIEW

Increasingly affluent and youthful
consumers

e US$300 billion in middle-class
disposable income in 2022
(estimated)

Source: Bain

Digitally native millennials and
Gen Z will make up 75% of
SEA consumers by 2030

Source: Bain

Resilient and competitive digital
economy

* |nternet economy worth
US$360B in gross merchandise
value by 2025

Source: Google, Temasek, Bain

US$8.2B in capital for
tech investments in 2020

Source: Cento Ventures




FINDING SUCCESS IN SEA

Think digital-first

40 million new Internet users
in SEA came online in 2021,
according to Google,
Temasek and Bain

Localise content

Adapt global products and services
for local markets to create “sticky”
products for the burgeoning SEA
middle class.

Look for local partner

Well-known brands with local
business knowledge and an
established supply chain will
provide support to expand
quickly.

Use Indonesia as a launchpad
into the region




ASEAN WILL BECOME
THE WORLD’S 4™ LARGEST ECONOMY
IN THE COMING DECADE

70%

Of ASEAN population joining
the middle-class by 2030, and
a consumer market worth
US $4 trillion.

Source: World Economic Forum



MAP PRESENCE IN SEA

-‘ THAILAND i M VIETNAM
CAMBODIA :
17M

& MALAYSIA O\ & o
= 33M :

(@ SINGAPORE
6M

D,

a INDONESIA>

280M
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GDP GROWTH - SEA IS RELATIVELY
LESS IMPACTED THAN OTHER REGIONS

Real GDP growth maintains its pace... ... While inflation remains relatively moderate
GDP growth rate (% YOY) Inflation rate (% YOY)
® 2020-2021 ® 2021-2022 ® 2022-2023 ® 2020-2021 ® 2021-2022
8.7
8.1

SEA China India EU USA SEA China India EU USA

Note: Data is up-to-date as of August 2022.
Sources: S&P Global Market Intelligence, World Bank, Bain analysis
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100M ADDITIONAL INTERNET USERS HAVE
COME ONLINE IN THE LAST THREE YEARS

Total internet users in SEA

+20M

+40M (+4%)
+40M ‘ (+10%) ‘ r
‘ (+11%) |

2019 Start of pandemic 2021 2022
2020

Sources: Google, Temasek and Bain, e-Conomy SEA, 2019, 2020, and 2021; Statista for 2022



SEA’S DIGITAL ECONOMY IS CLOSING IN
ON $200B, GROWING 20% YOY

Digital economy GMV ($B)

CAGR
@E-commerce @Travel @Food & transpo  @®Online media 20% * YoY CAGR
~2X in 3 years 330 '21-°22 '22-°25
38% v o
* 1% °

161

1%/

74

102

2019 2020 2021 2022 2025

Notes: Excludes digital financial services and nascent sectors; CAGR = Compounded Annual Growth Rate;
GMV = Gross Merchandise Value. Source: Bain analysis
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INDONESIA

Overall Digital economy
GMV ($B)

AT ~22% YOY GMV
GROWTH, INDONESIA’S
DIGITAL ECONOMY HITS
~$77B IN 2022 AND IS B
ON COURSE TO REACH S 2

~$130B BY 2025,
DRIVEN PRIMARILY BY

E-COMMERCE

220- 360

2019 2021 2022 2025 2030
Source: Bain analysis
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ASEAN: 700m CONSUMER OPPORTUNITY
BY 2027

2022* 2027*
672.15m 701.73 m

® Brunei 0.45 ® Brunei 0.45

® Cambodi 15.99 l I ® Cambodi 16.81 .
| - I - | B §0 MAP will cover

. . Indonesia 274.86 Indonesia 287.29 610m Fo) ¢ 91% of

E— ' mm ©® Laos 7.48 Bl e Laos 7.96
E | _ the ASEAN
= 400 ® Malaysia 33.11 ® Malaysia 35.1

population with

5 Myanmar 53.89 . Myanmar 55.3
— i -
c ® Philippines 111.74 | ® Philippines 119.79 entry Of Slngapore
: + ia +
® Singapore 5.33 ® Singapore 5.37 MalaySIa
1al
® Thailand 70.08 ® Thailand 70.39 CambOdla'
® Vietham 99.22 ® Vietnam 103.27
2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027
® Brunei @® Cambodia Indonesia @ Laos ® Malaysia Myanmar
@ Philippines @ Singapore @ Thailand @® vietnam

21






