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Group Key Highlights

Income Statement

Highlights SSwilliony (S8 Millon) (S willion) (55 illion)

(excludes Other Income)

Revenue 415.5 363.2 14.4 1,180.2 1,077.4 9.5
Gross profit 131.1 113.8 15.2 366.6 328.8 11.5
Gross profit margin 31.5% 31.3% 0.2 ppts? 31.1% 30.5% 0.6 ppts?
Operating expenses (85.3) (74.4) 14.7 (244.0) (215.8) 13.1
Net finance income 0.7 1.9 (64.1) 3.5 6.1 (42.9)
Net Profit 43.8 39.1 12.0 116.1 109.1 6.5
Net Profit Margin 10.5% 10.8% (0.3 ppts?) 9.8% 10.1% (0.3 ppts?)

1. ppts: Percentage points.

Breakdown of Revenue Growth (%)

No. of stores

3Q FY2025vs 3Q 9M FY2025 vs 9M

30 Sep 2025 30 Sep 2024

FY2024 FY2024
New Stores and Comparable New Stores?- Singapore 15 4 10.1% 7.6%
Comparable same store sales® — Singapore 69 69 4.4% 1.5%
Stores in China 6 6 (0.1%) 0.4%
Total 90 79 14.4% 9.5%

2. Consists of 9 new stores opened in 9M FY2025 and 6 comparable new stores opened in FY2024.

3. 2 stores that opened in FY2023, which were classified as new stores a year ago, have been reclassed to comparable same stores. . -
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OPERATIONAL
HIGHLIGHTS

Going the Extra Mile

We pride ourselves on our service and quality,
adding a personal touch to the way we deliver
value to our stakeholders.




Revenue Growth Comparison: Sheng Siong vs National Benchmark

Consistent Outperformance vs National Supermarket/Hypermarket Growth

Revenue Growth Rate Comparison
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» Source: Department of Statistics, Singapore.
* National data for September 2025 is not available yet.
» Sheng Siong’s revenue growth is for Singapore sales only.
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Retail Area and Number of Stores in Singapore

The Group continues to be on the lookout for viable retail space in housing estates in Singapore

n B B
-

571.2 576.6
496.2 529.5
404.0
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 9M 2024 9M 2025
mmm Total Retail Area (000" sq. ft.) Store Count

* The Group aims to open at least 3 new stores per year.
» The Group opened 9 new stores in 9M FY2025 and 6 comparable new stores in FY2024.
» 1 new store has opened in October 2025, and another is expected to open in 4Q FY2025.
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Revenue Per Square Feet (Singapore Operations)

Growth in retail space is expected to drive sales in the long term

Weighted Average

Revenue* Revenue per

(squgrria:‘eet) (S$°000) Squ?srg)feet Remarks

2020 564,943 1,365,051 2 416 Comparable same st(ggf/?ge_slg elevated demand for

2021 571,180 1,337,941 2 342 New stores (1 r\ll\(z}[/;/] T;[gr;(i)r;ezglii:;?nzg;\g) stores in 2020.

2022 593.240 1,300,623 2192 New stores (4 r\]/a\t,\r/] i;c():ri?oipezc(l)gszéda?r?zlorzlz\)/v store in 2021,

2023 613,714 1,331,316 2169 New stores (2 new storeg(;r2122)023, and 4 new stores in

202 %5230 h300.742 2180 & now stores n 2024, and 2 new Stores n 2023)
a0z | eSS 049,523 1,668 e R s e e
M2025 | G88TeS 1148176 1667 025, and 6 comparabie now stores 1 F20)

* Qi i
Singapore operations only ‘ \ (@ sHeENncSIONG
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FINANCIAL
HIGHLIGHTS

Going the Extra Mile

Anchored on cost discipline and healthy cash flow, the
Group aims for sustainable growth while enhancing long-
term shareholder value.
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Revenue Trend
Revenue for 3Q FY2025 grew by 14.4% year-on-year

Quarterly Revenue Trend (S$m)

403.0 415.5

363.2

351.3

376.2
358.0 356.5

3340 3380 345.8

329.2 3314

318.8

Q1 Q2 R © 1 SO Q4
mFY2022  FY2023 ' FY2024 mFY2025

@ SHENGSIONG
Y . all for you!



Profitability Trend

Margins have remained relatively stable across the period under review

| Gross Profit and Gross Margin
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| Net Profit and Net Margin ‘
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Balance Sheet Highlights

Strong financial position supported by a high cash balance and no borrowings

1 Current Assets and Liabilities (S$m) } 1 Net Assets (S$m)

557.9
4970 538.3
455.2

416.3

FY2021 FY2022 FY2023 FY2024 9M 2025 FY2021 FY2022 FY2023 FY2024 9M 2025

B Current Assets ®mCurrent Liabilities H Net Assets
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Balance Sheet Highlights

Strong financial position supported by a high cash balance

| Breakdown of Current Assets (S$m) l l Breakdown of Non-Current Assets (S$m) l
4723 499.3
444.7 10:3 462.8 v
30.0* '
382.4 388.9 385.5 30.0°

FY2021 FY2022 FY2023 FY2024 9M 2025

FY2021 FY2022 FY2023 FY2024 9M 2025

mCash m®mInventories Trade and other receivables EPPE ®Right-of-use Assets Investment property

*The Group purchased a building for long-term capital appreciation and
collection of rental income.
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LOOKING
AHEAD

Going the Extra Mile

We pride ourselves on our service and quality,
adding a personal touch to the way we deliver
value to our stakeholders.

©

SHENGSIONG

.all Jor you!

v



Outlook

The Group remains focused on bringing value-for-money offerings to its consumers

Business Outlook

As Singapore’s core inflation eased to 0.3% in August, consumers
remain cautious amid macroeconomic uncertainties, driving
preference for budget-friendly supermarkets and house brand
products

Competition remains keen in the supermarket industry, with
aggressive promotions coupled with higher operational expenses
such as staff costs, putting pressure on margins

Focused on building core capabilities by prioritising sales mix,
improving efficiency and productivity through technology
enhancements, automation and supply chain diversification

Seek growth through continuous expansion of network of stores
in Singapore, particularly in areas where the Group has limited
presence

o 3 HDB stores are expected to be released by June 2026

o New distribution centre at Sungei Kadut expected to
support at least 120 supermarkets, providing a good
runway for expansion

China Operations

China operations contributed 2.5% to total revenue in 9M FY2025

The deficit was mainly due to higher operating expenses from the 6t
store, which commenced operations in FY2024

Nurture growth of supermarket operations in Kunming, China and
build Sheng Siong’s brand

Operational Efficiency and Margin Enhancement

Ensure diversified sources of supply to mitigate potential disruptions
Remain vigilant on performance of existing stores and operating costs
On-going initiatives to automate work processes to improve
operational efficiency, and to streamline operations through new

distribution centre

Improve sales mix of higher margin products and increase selection
and types of house brand products

Derive efficiency gains from the supply chain

— ) @ Senesione
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The presentation is prepared by Sheng Siong Group Ltd. (the “Company”) and is intended solely for your personal reference and is strictly confidential. The
information contained in this presentation is subject to change without notice, its accuracy is not guaranteed and it may not contain all material information
concerning the Company. Neither the Company nor any of its affiliates, advisors or representatives make any representation regarding, and assumes no
responsibility or liability whatsoever (in negligence or otherwise) for, the accuracy or completeness of, or any errors or omissions in, any information contained herein
nor for any loss howsoever arising from any use of these materials. By attending this presentation, you are agreeing to be bound by the restrictions set out below.
Any failure to comply with these restrictions may constitute a violation of applicable securities laws. The information contained in these materials 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 herein. It is not the intention to provide, and you may not rely on these materials as providing,
a complete or comprehensive analysis of the Company's financial or trading position or prospects. The information and opinions contained in these materials are
provided as at the date of this presentation and are subject to change without notice. None of the underwriters nor any of their respective affiliates, advisors or
representatives shall have any liability whatsoever (in negligence or otherwise) for any loss howsoever arising from any use of these materials.

In addition, the information contains projections and forward-looking statements that reflect the Company's current views with respect to future events and financial
performance. These views are based on a number of estimates and current assumptions which are subject to business, economic and competitive uncertainties and
contingencies as well as various risks and these may change over time and in many cases are outside the control of the Company and its directors. No assurance
can be given that future events will occur, that projections will be achieved, or that the Company's assumptions are correct. Actual results may differ materially from
those forecast and projected.

This presentation and such materials is not and does not constitute or form part of any offer, invitation or recommendation to purchase or subscribe for any
securities and no part of it shall form the basis of or be relied upon in connection with any contract, commitment or investment decision in relation thereto. This
document may not be used or relied upon by any other party, or for any other purpose, and may not be reproduced, disseminated or quoted without the prior written
consent of the Company.
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