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Distribution restructuring in 2Q—3Q enables scalable growth from 4Q
onward

Building a scalable foundation to support innovation launches from late 2025 onward
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Note: (1) The nationwide rollout was implemented in six phases from July 2024 to September 2025



Masan Consumer re-accelerated to positive revenue growth in 4Q2025
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Masan Consumer delivered sequential improvement, returning to positive YoY revenue growth in 4Q2025. Following topline decline of 15% YoY in

2Q2025 and 6% YoY in 3Q2025, the stabilization in 4Q2025 underscores the early progress of the Retail Supreme initiative, and strengthening brand

power:

= Overall growth is expected to be supported by a recovering GT channel and continued strength across other channels. MT and E-commerce channels continued to accelerate,
underscoring robust underlying demand for MCH’s product portfolio

* MCH maintained its dominant market share in Seasonings while gaining market share across its Convenience Foods, Bottled Beverages, and HPC portfolio.

* On a LFL® basis, NPAT Pre-MI reduced by 4.4% YoY reflecting reduced financial income impact.

Note: (1) Like-for-like comparison based on the normalized financial income and expenses YoY



Direct coverage “Retail Supreme” roll-out is completed

More stores
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Note: (1) “Before Direct Coverage” refer to 3Q2024, (2) Total outlet coverage divided by number of salesman



Retail Supreme is the 15t step toward the Digital 4P Vision to digitalize
and modernize GT distribution

Retail Supreme connects MCH with retailers and consumers
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Establish direct Digital membership and communication platform
tOllChpOiIlt to retailers 4 Consumer personalized offering
Personalized communication
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“Off-to-on” platform

Retailer membership program
Retail scoring model
Shopper marketing
Personalized promotion at store level

Digital 4P Platformm Roadmap
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=4 Retail Supreme - the Digital 4P’s GT pillar connecting MCH directly to

GT retailers at scale

Modernize GT Retailers by Membership Program
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Initial results
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Note: (1) ASO: active selling outlet, (2) ASO member: active selling outlet joining membership program, (3) sell-out increase thanks to cross-selling new categories or/and brands.



Double-digit growth across almost channels while GT continued
gradual recovery, reinforcing future growth drivers

YoY growth by channel (%)
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4Q2025 acceleration supported broad-based QoQ growth, underpinned
by Retail Supreme, brand strength, and seasonal tailwinds
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NPAT margin compression in 4Q2025 and FY2025 reflected lower gross
profit margin and reduced financial income
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* Gross margin contraction reflecting a temporary mix shift toward lower-margin categories and higher input costs driven by product formula
improvements.

= Although MCH continued to rationalize selling and administrative expenses to mitigate profitability pressure, EBIT margin compressed to be in
line with revenue contraction and lower gross profit.

= NPAT Pre-MI margin was lower YoY, mainly driven by a reduction in financial income attributable to consistent cash dividend payments.



Seasonings

De-growth in seasonings segment continued to narrow down to a decline of 6.9% YoY in 4Q2025,
following the decrease by ~14% and ~21% in 3Q2025 and 2Q2025 respectively.

* Fish Sauce continued to recover under new distribution model.

* Chili Sauce and Soy Sauce have returned to growth.

» Gross margin was slightly lower in 4Q2025 as a result
of an unfavorable product mix.
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The expansion of Nam Ngu’s portfolio CHIN-SU Fish Sauce 365 advances
drives evolving demand of consumer premiumization by embedding lifestyle
towards premiumization and wellness relevance into an in-home consumption




Convenience Foods
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Premium segment grew in 4Q2025, accounting for approximately 55% of category revenue,

reinforcing the secular trend of premiumization in the category:

* Omachi’s revenue growth was driven by Tet campaign to encourage premiumization trend, early traction
from the cooking noodle launch in the super-premium segment,. and expanded distribution under Retail
Supreme.

» Kokomi showed early signs of stabilization, with a significant revenue improvement.

Gross Margin (%)
42.7%
41.0%
I 39.6% I 39.8%

4Q Gross Margin FY Gross Margin
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» Gross margin was below last year level due to elevated

packaging cost and improved product formulas.
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Tet campaign
to broaden usage Re-launch the mainstream
occasions and capitalize | segment to offset the structural
on the premiumization | shift away economy segment
trend

Innovations to

unlock the
super-premium
segment




Bottled Beverages
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Bottled Beverages are expected to benefit from the next phase of Retail

Supreme in FY2026 as we expand our coverage further into On-premise

channel.

* The decline in 4Q2025 was primarily attributed to the overall softer consumer
sentiment despite share gain of Wakeup-247 in the Energy Drink category and our
effort to refresh the current product portfolio.

(1) Bottled Beverages comprised energy drinks, soft drinks, bottled water, nutrition drinks, and RTD tea

Gross Margin (%)
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* Gross margin was slightly down YoY mostly driven by product mix.
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Home Personal Care
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Strong 4Q2025 YoY growth was primarily driven by the increased

distribution penetration and retailer membership scheme (up ~80%

YoY in ASO)

» Chanté’s strong growth and incremental contributions from new innovation
Homey.

* Homey, positioned as a value-for-money liquid detergent, commenced
nationwide rollout in December and is expected to become a more meaningful
contributor to HPC growth going forward.

Gross Margin (%)
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* 4Q2025 gross margin improved YoY, driven by robust topline growth
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Coffee
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Amid intensified competition, Coffee maintain nearly flat YoY

performance in 4Q2025. Focus in 2026:

» Vincafé plans to introduce new innovation featuring specialty Vietnamese Fine
Robusta coffee beans, supporting portfolio expansion and “Go Global” initiative.

= Wake-up will continue to prioritize coverage expansion for new products

* Gross margin strengthened in 4Q25 mostly attributed to pricing strategies.



Go Global

Global business maintained growth momentum in 4Q2025
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= Convenience Foods and Coffee continued to lead 4Q growth momentum, growing by
+97.1% and +40.0% YoY respectively.

= Asian countries remained key driver. MCH has continued building brand activities in
strategic markets and expanded its coverage to new markets.

= In the 2" growth pillar of international business, MCH deployed distribution model to
well-recognized retailers in the target markets to further scale consumer reach by brand
presence.
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Innovation pipeline is ready to scale up

4Q2025 innovations gained traction...

...setting the foundation for sustained innovation
momentum in 2026.
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Omachi Spicy Cooking  Premium Fish Sauce & Homey Liquid
Noodle & Kokomi 75 New Nam Ngu Fish Detergents
Sauce

Innovation revenue
In December 2025

VND200+
billion

> Growing demand for convenience,
health, and lifestyle trends

Lead wellness innovation as a global
> standard setter powered by break-
through technology

complete meal solutions across out-of-

l Drive premiumization trend by
home/ in-home occasions

Upgrade superior portfolio and
leverage on Retail Supreme, On-
premise to drive coverage penetration

Double down on retail platform to
accelerate winning products
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Continued progresses in Retail Supreme and innovation pipeline

2026 Guidance: Double-digit revenue and profit growth in 2026

Omachi -~

. Convenience Bottled Beverages
Category Seasonings Foods and HPC
Continue recovery of fish sauce Premium segment continues to » Expand Retail Supreme to the on-
and new products innovation drive the overall growth of the premises channel and new product
. that caters to the consumer portfolio, thanks to the innovations catering to the health &
Growth driver . . .
growing convenience and accelerating complete meal wellness trend
lifestyle needs initiative to capture out-of-home  Build on the momentum of Chante and
consumption. Homey brand, in GT distribution
penetration
Indicative FY2026
Guidance!’

Revenue growth of 11% to 15%, reaching VND33,800 billion to VND35,000 billion
NPAT Pre-MI growth of 10% to 15%, reaching VND7,450 to VND7,800 billion

Note: (1) FY2026 guidance is subject to shareholders’ approval at the 2026 AGM and is based on current assumptions regarding the operating environment and execution plans.
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Global Business

Focus on key markets such
as USA, Southeast Asia,
Japan and the EU with its
Seasonings, Convenience
Foods and Instant Coffee
portfolio

(I
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Disclaimer

This Presentation has been prepared by Masan Consumer Corporation and/or its affiliated companies (collectively, “MCH”; together with any officer, director, employee, advisor or agent of
MCH, collectively, the “Preparers”) for the purpose of setting out certain information in respect of MCH’s business activities and strategy. References to this Presentation include any
information that has been or may be supplied in writing or orally in connection with this Presentation or in connection with any further inquiries in respect of this Presentation.

While the information contained in this Presentation is believed to be accurate, the Preparers have not conducted any investigation with respect to such information. THE PREPARERS
HEREBY EXPRESSLY DISCLAIM ANY AND ALL LIABILITY FOR REPRESENTATIONS OR WARRANTIES, EXPRESSED OR IMPLIED, CONTAINED IN, OR FOR OMISSIONS FROM,
THIS PRESENTATION OR ANY OTHER WRITTEN OR ORAL COMMUNICATION TRANSMITTED TO ANY INTERESTED PARTY IN CONNECTION WITH THIS PRESENTATION. But
without limitation, no representation or warranty is given as to the achievement or reasonableness of, and no reliance should be placed on, any projections, estimates, forecasts, analyses or
forward-looking statements contained in this Presentation, which involve by their nature several risks, uncertainties and assumptions that could cause actual results or events to differ
materially from those expressed or implied in this Presentation. Only those representations and warranties that may be made in a definitive written agreement, if, as and when one is
executed, and subject to such limitations and restrictions as may be specified therein, shall have any legal effect. BY ITS ACCEPTANCE HEREOF, EACH RECIPIENT AGREES THAT NONE
OF THE PREPARERS NOR ANY OF THEIR RESPECTIVE REPRESENTATIVES SHALL BE LIABLE FOR ANY LOSSES OR DAMAGES, WHETHER DIRECT, INDIRECT,
CONSEQUENTIAL OR OTHERWISE, SUFFERED BY ANY PERSON RELYING ON ANY STATEMENT IN OR OMISSION FROM THIS PRESENTATION, ALONG WITH OTHER
INFORMATION FURNISHED IN CONNECTION THEREWITH, AND ANY SUCH LIABILITY IS EXPRESSLY DISCLAIMED.

Except to the extent otherwise indicated, this Presentation presents information as of the date hereof. The delivery of this Presentation shall not, under any circumstances, create any
implication that there will be no change in the affairs of MCH after the date hereof. In furnishing this Presentation, the Preparers reserve the right to amend or replace this Presentation at
any time in their sole discretion and undertake no obligation to update any of the information contained in this Presentation or to correct any inaccuracies that may become apparent.

Neither the dissemination of this Presentation nor any part of its contents is to be taken as any form of commitment on the part of the Preparers or any of their respective affiliates to enter
into any contract or transaction or otherwise create any legally binding obligation on the Preparers. The Preparers expressly reserve the right, in their absolute discretion, without prior
notice and without any liability to any recipient, to terminate discussions with any recipient or any other parties.

THIS PRESENTATION IS NOT INTENDED TO SERVE AS THE BASIS FOR ANY INVESTMENT DECISION. THIS PRESENTATION DOES NOT CONSTITUTE OR FORM PART OF ANY
OFFER OR INVITATION TO SELL, OR ANY SOLICITATION OF ANY OFFER TO PURCHASE, ANY SHARES IN MCH OR ANY OTHER ENTITY, NOR SHALL IT OR ANY PART OF IT OR
THE FACT OF ITS DISTRIBUTION FORM THE BASIS OF, OR BE RELIED ON IN CONNECTION WITH, ANY CONTRACT OR COMMITMENT OR INVESTMENT DECISIONS RELATING
THERETO, NOR DOES IT CONSTITUTE A RECOMMENDATION REGARDING THE SHARES OF ANY ENTITY.

NO SECURITIES COMMISSION OR REGULATORY AUTHORITY IN THE UNITED STATES OR IN ANY OTHER COUNTRY HAS IN ANY WAY OPINED UPON THE ACCURACY OR
ADEQUACY OF THIS PRESENTATION OR THE MATERIALS CONTAINED HEREIN. THIS PRESENTATION IS NOT, AND UNDER NO CIRCUMSTANCES IS TO BE CONSTRUED AS, A
PROSPECTUS, A PUBLIC OFFERING OR AN OFFERING MEMORANDUM AS DEFINED UNDER APPLICABLE SECURITIES LAWS AND SHALL NOT FORM THE BASIS OF ANY
CONTRACT.

The distribution of this Presentation in certain jurisdictions may be restricted by law and, accordingly, recipients of this Presentation represent that they are able to receive this Presentation
without contravention of any unfulfilled registration requirements or other legal restrictions in the jurisdiction in which they reside or conduct business.
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