
Date

5 March 2025

OPPORTUNITY

DAY

YE/2025

JSP Pharmaceutical Manufacturing (Thailand) Public Company Limited 



WELLNESS MEGA TRENDS
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°ÛÎàÌ!top jirayu ÏàîØĠÅãóëÇġÇ!megatrend

îØĠÎàÌ!bryan  jhonson  ÅãóëÇġÇ!wellness trends

Poster í´×Áà!ïÏĠëÇġÇ
¯ÑàÍ

Pending

01 Longevity Trend

òLiving a long life with good physical and mental health and the ability to enjoy a good quality of life ó

Source: Thai PBS, Bangkok Biz News

Longevity at Zero Cost
Jirayut  Srupsrisopa  proposed the concept of òLongevity at Zero Cost ó 

which consists of 6 key principles that anyone can follow: 

02 Biohacking Trend
Bryan Johnson , the leading figures in the field of biohacking , known for modifying and improving his own 

body using science, technology, and data as guiding tools .

Example of Biohacking Trends

Source: Future Trends

Hyperbaric Oxygen 

Therapy: Therapy using pure 

oxygen in a high-pressure 

chamber

Pharmaceutical Intervention: 
Using rapamycin with the aim of 

extending lifespan

Gene Therapy: 
Using Folli statin to help maintain 

muscle mass

cut

cut

Ăë¬äúÜîøćÚ

1). Getting quality sleep  2). Choosing nutrition foods        

3). Building Muscle

4). Having sense of purpose      5). Moving the body regularly         

6). Avoid toxic environment  

Getting quality sleep  Choosing nutrition foods Building Muscle

Having sense of purpose     

 

Moving the body regularly   Avoid toxic environment  
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WHY   

40.1% GPM No.1 
Brand on TV Shopping

Supply Chain 
Diversification

24.9%

37.0% 40.1%

With Strong Revenue and 

Outstanding GPM Performance

Proven Hero Products: 

Black Sesame Oil + Rice Bran Oil 

Record-high Revenue & GPM

Unit: Million Baht, %

Unit: Million Baht, %

Own Brand Revenue

576 

824 

1,010 

2023 2024 2025

JSP Supply Chain

193 

337 

420 

2023 2024 2025

+24.4% YoY

*

WHY

Q1-Q2 ÉñăÕ­ĂÛîÚùÎóÖõÝæõÖãóëâùÚăßäëČóìäòÛ
ëòÖè°ĂÚ facility ÿÕöãèÂòÛãóëâùÚăßäØöćæČóßúÚ

pet ÂòÛÜéùëòÖè°
ăÂ¬ìâúèòè(ÞöÕóêèòè)

ÂČóæòÈÃîìâÕÝæõÖîóìóäØóÈÂóäĀßØã°ÿË¬Úîóìóä
ëČóìäòÛāäÅăÖÿÛóìèóÚìæòÈÝ¬óÖòÕ×­óăÕ­ÉñÿäõćâÿÃ

ÃóÿàëèõÉòãÌ÷ćÈĂË­ÿèæó3-5Üö

Casutic ØČóÕöæswap share ÂòÛāäÈÈóÚÂòÎËó
Q1 ÉñâöæúÂÅ­óÉóÂîóìóäÿëäõâëòÖè° âöæúÂÅ­óèóÈâòÕ

ÉČóĀæ­èâöÉòÕopen house ØùÂÿÕøîÚ
Öú­ãómedis  ÿÉ®ÈÜõÕÂõÉÂóäØäòßã°ëõÚÃîÈCDIP ØČó
ÂóääöĀÛäÚÕ°ÿÜĆÚÖú­ãóßä­îâìäøîßä­îâëùÃÿÕøîÚ2-

3 Éñannounce è¬óäöĀÛäÚÕ°

RESEARCH 

PRODUCTION 

DISTRIBUTION
ëÛàìÈÈë°ġàî¶µĠàÐñÏàí¸

JSP Fully Integrated 

Supply Chain from R&D to Service

R&D

Production

Distribution

Service

WITH WELLNESS MEGA TRENDS 3



2025 KEY HIGHLIGHTS

Jackson Wang 
Fever

òMae Koió 4Mix Oil Brand 
Ambassador

JSP Ads Appear 
on Public Transit

Grace Water Med 
IPO Filing on LiVEx

VThe capital raise will support domestic 

growth, enhance operational capacity, 

and enable expansion to meet rising 

dialysis demand

VJackson Wang selected the brandõs product as a 

personal gift during the Under The Castle 

event

VJSP launched 4Mix Oil featuring Mae Koi as 

brand ambassador to connect with wellness-

focused consumers

VBell appointed Num Kanchai as presenter to 

strengthen credibility and connect with working -

age consumers

Vexpanded marketing visibility through large -

scale bus advertisements promoting Supap Os 

products

RECORD-HIGH

PERFORMANCE

4

REVENUE
1,010.2MB

+22.5% YoY

NET PROFIT 

Turnaround
+236.2% YoY

45.2MB

Suphap Ost Collaboration 
with Bell Brand
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AGENDA

KEY FINANCIAL 

PERFORMANCE

2026 OUTLOOK

COMPANY OVERVIEW 

& STRATEGY



2025 Revenue Breakdown by Business Line

2025 Revenue Breakdown by Product

42%

35%

18%

5%

Own Brand

OEM

1,010.2 

MB
2025

Hemodialysis

Others

50%

20%

18%

2%
10%

Others

Herbal Product
Supplement

Pharmaceuticals

Hemodialysis

JSP Revenue Breakdown and Business Nature

Å Providing OEM end to end services for 

customer

V R&D

V Production 

V Packing and Packaging

V Branding

OEM

Å Producing medicine and other 

supplement under JSP õs own brand

Own Brand

Trading and Others
Å Test kits

Å Importing medical devices

Å Revenue from Waree  Medical on 

implementation of RO water and sales of 

medical supplies and equipment

Hemodialysis
Å Medical supplies and equipment related to 

kidney patients (Grace Water Med)

6
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Hemodialysis 

Business

JSP Invests to Create Synergy Along the Supply Chain

JSP strengthens its presence across the value chain, positioning itself 

at the forefront of the industry while continuing to expand its customer base

Supply supplement and cosmetic 

products to Kidney patient 

OEM

Own- Brand

Trad ing& 

Others

OEM

Own- Brand

Th ink  Tank

VR&D

VPass on high

potential customers

VR&D

VProductionÅTraining for Government sector

ÅStrong R&D capabilities

ÅFinding demand in the market

ÅFeeding potential customers to 

JSP

ÅExplore new customer segment 

and categories

ÅLarge Customer Base/ large orders

ÅExpand to SME

ÅHigher variety of products and categories

ÅFocus on PetCare Market

ÅProducer of A-B Solution 

ÅSales of medical equipment

ÅReverse Osmosis 

Water System to 

the hemodialysis 

center

R&D Distribution

Kidney Patients

2. Manufacturing 5. End User4. Service3. Distribution1. Think Tank

ÅSecure Strategic location for 

future growth

TV Shopping

Retai l /Pharmaceutical

ÅCoordinate with SSO for 30 Baht health scheme

Online 
Tra in ing
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1,010 
>1,100

>1,300
>1,500

2025 2026 2027 2028

STRATEGIC DIRECTIONS

V Continue Momentum of Own Brand  

reinforcing leadership position

V Enhancing Production Capabilities 

(including OEM) to Broaden Market Coverage

V Reorganizing the Company to Sharpen  

Focus and Support Long-Term Growth

V Explore new inorganic growth 

opportunities through investment fund

V Strong core business operations, including:

V Own Brand

V OEM 

V Well -established operations across group 

companies, including:

V GWM

V Caresutic

V CDIP

V New Investment Companies

V Strong presence along 

the pharma value chain

Structuring the Company 

for Growth

2026

2028
Value Creation Across the 

Pharma Value Chain

V Suphap Osot  Remains Top -of -Mind 

Brand with effective marketing and 

new product launches

V Operational Excellence to drive core 

business with a strong foothold in 

other animal segments (Pet, Livestock)

V Strengthening Operational Synergies 

Across the Group  (GWM, Caresutic, 
CDIP)

V LiVEx market opportunity to raise 

funds for business expansion 

V Investments delivering tangible 

results, driven by synergies with 

existing businesses

Unit: Million THB
Target Revenue

+ Profit sharing 
from Investment

òNew Vision: Wellness for Life by Innovation ó

Enhancing Group Synergies 

to Maximize Profitability

2027



9

Program  is a Listed Company Value CreationSupport 

Program with the emphasis on:

BUSINESS STRATEGY & EXECUTION

JSP USE OF FUND

V Focusing on business expansion and revenue growth

V Increasing profitability and improving operational efficiency

Marketing Initiatives

Å Online: Focus on education, awareness, 

and digital engagement with both 

healthcare professionals and patients

Å Offline: Focus on building trust with 

B2B and B2C, since these stakeholders 

strongly influence product adoption

AI Initiatives

Strategy Development

Å AI Implementation: AI can be used to help the company work faster, make better 

decisions, and improve healthcare solutions such as Product Development or Operation

Å Strategic Direction: Working with 

experienced strategy consultants to 

establish a clear 3-year strategic roadmap

Å Searching for new opportunities: exploring 

new business opportunities and potential 

investments that align with JSPõs core sectors

ABOUT JUMP+ PROGRAM

Å Disclosure of Company's Value Creation Plan

Å Regular Update and Communication with 

Investors

Å Corporate Visibility Enhancement through 

various activities

FUNDING UP TO 5 MILLION THB GRANT

Business Governance Climate Action

PROGRAM OVERVIEW
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2026-2028 STRATEGY

10

1. Elevate Own-Brand

2. Growing OEM and Beyond

3. International Expansion

Å Strengthening Core product through Marketing 

Excellence

Å Accelerating Online Channels

Å Continuous Innovation and Obtaining Regulatory 

Approvals for New Product

Å Retaining and Capturing New Major OEM 

Customers

Å Consistent Research and Development (R&D)for 

New Product Innovation

Å Implementing Integrated Operating Systems to 

Enhance Customer Service

4. Business Expansion Along the Value Chain

5. Capture Opportunity Through Partnerships

Å Expanding strategic partnerships (Caresutic) to 

drive business growth and develop new products

Å Strengthening Existing Healthcare Services 

(Suphap Osot Clinic)

Å Strong R&D capabilities (CDIP) to Find New 

Market Opportunities

Å Leveraging existing assets (Vending 

Machine) to create new revenue streams

Å Raising capital for GWM via LiVEx to expand the 

hemodialysis business

Å Expanding GWM Service Businesses to 

Create New Revenue Streams

Å Strengthening Trading (Waree Medical) and 

Expanding the Distribution Network

Å Studying partnership opportunities to enter new 

markets and enhance long- term business 

portfolios

6. Operational Efficiency & Cost Optimization

Å Improving manufacturing processes and automation systems

Å Reducing raw material and energy costs via technology

Å Enhancing production capacity utilization

Å Applying technological innovation to optimize cost and enhance efficiency

Å Expanding Teams to Support Overseas Growth

Å Developing Suitable Products for International 

Markets

Å Exploring New Market and Model of Entry with 

Strategic Partners
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Pharmaceutical  and  OTC Market  in  Thailand

Pharmaceutical Market Size in Thailand

Unit:  Bil l ion THB

279.1 
300.5 

323.6 
348.5 

375.3 
404.2 

435.3 

2024 2025 2026F 2027F 2028F 2029F 2030F

Source: Pharmaceutical Market Size (Grandview Research) and OTC Market Size in 

Thailand (Euromonitor)

The higher in number of NCDs in Thailand
Unit:  Mil l ion People, %

The increase in the aging population in Thailand

Unit:  Mil l ion People Aged 60+

31% 32% 32%

20%
20%

20%16%
17%

17%
17%

16%

16%

16%

15%

14%

4.02

4.96
5.89

2015 2019 2023

CAGR

2015 - 2023

Cardiovascular  (+ 5.4%)

Cancers (+ 5.2%)

Chronic Kidney Disease (+ 5.5%)

Diabetes  (+ 4.7%)

High Blood Pressure (+ 2.9%)

11.6 13.5 14.5 15.6

2019 2023 2025 2027F

CAGR

2019 - 2027 F

(+ 3.8%)

Growth Driver Factors

Source: The number of NCDs in Thailand and the increase in Thailandõs Healthcare Expenditure 

(Krungsri Research),  and the Aging Populat ion (Euromonitor)

The increase in Thailand õs Healthcare Expenditure

Unit:  Bil l ion THB

630.8 
926.9 984.6 1,123.1 

2019 2023 2025 2027F

CAGR

2019 - 2027 F

(+ 7.5%)

Updated

OTC Market Size in Thailand

Unit:  Bil l ion THB

34.5 36.7 39.3 41.8 44.4 47.0 49.5 

2024 2025 2026F 2027F 2028F 2029F 2030F

NCDS Check 
update ëÌâóÏ

ÉÑÞëÅÖïÅÐïÏĠëÙÓåÛÆæÑ¯â¶îÙġÂßÇ!GDPìÓġÕ!¯àÑÅĠÛµëÅãóÐÕÙàÐ!ëÙÓåÛ!
wellness ÏàëÉĨÇ!engine ÏàÌßÀÇàÉÑÞëÅÖ!ëÇġÇëÑåóÛµ!wellness

ëÌâóÏ°äôÇ!wellness ëÇġÇëÑåóÛµ!¯àÑìÌÅÐĤ!ØÏæÇïÌÑ

°ÛÎàÌ!top jirayu ÏàîØĠÅãóëÇġÇ!megatrend

îØĠÎàÌ!bryan  jhonson  ÅãóëÇġÇ!well trends
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Cosmetic,  Supplement,  and  Herbal  Industry  in  Thailand

Updated

NCDS Check 
update ëÌâóÏ

ÉÑÞëÅÖïÅÐïÏĠëÙÓåÛÆæÑ¯â¶îÙġÂßÇ!GDPìÓġÕ!¯àÑÅĠÛµëÅãóÐÕÙàÐ!ëÙÓåÛ!
wellness ÏàëÉĨÇ!engine ÏàÌßÀÇàÉÑÞëÅÖ!ëÇġÇëÑåóÛµ!wellness

ëÌâóÏ°äôÇ!wellness ëÇġÇëÑåóÛµ!¯àÑìÌÅÐĤ!ØÏæÇïÌÑ

°ÛÎàÌ!top jirayu ÏàîØĠÅãóëÇġÇ!megatrend

îØĠÎàÌ!bryan  jhonson  ÅãóëÇġÇ!well trends

Cosmetic Market Size

 in Thailand

Supplement Market Size 

in Thailand

Herbal Market Size 

in Thailand

258.4 282.8 
306.8 331.3 

355.8 

2024 2025 2026F 2027F 2028F

81.3 86.7 93.5 100.2 107.0 

2024 2025 2026F 2027F 2028F

43.6 45.9 49.1 52.3 55.7 

2024 2025 2026F 2027F 2028F

Growth Driver Factors Growth Driver Factors Growth Driver Factors

Unit:  Bil l ion THB Unit:  Bil l ion THB Unit:  Bil l ion THB

Holistic  wellness shift,  as a growing  preference 

for natural, gentle solutions for immunity,  stress, 

sleep, and overall health

Digital  and social commerce  growth,  as an E-

commerce, live selling, and influencers, 

accelerates awareness and trial, especially among 

younger urban consumers

Innovation  and new local  brands,  as new 

formulations  and convenient formats, plus more 

local entrants, expand choice and drive category 

growth

Rising health  awareness and preventive  

healthcare  focus,  as consumers increasingly use 

supplements to support  immunity,  energy, gut  

health, and long-term wellbeing

Growth  in  elderly  consumers  and NCDs drives 

demand for daily nutritional  support  and 

condition -specific supplements

Strong  growth  of  e-commerce  and social 

commerce  accelerates adoption,  especially 

among younger consumers

Consumers increasingly  invest  in  skincare,  

personal  grooming , and appearance as part of 

their daily lifestyle and confidence-building

Social media,  KOLs, and e-commerce  platforms  

accelerate product  discovery, trial, and repeat 

purchases, especially among younger consumers

The growing  demand  for  anti  aging  cosmetic  

as the higher aging population,  which is projected 

to reach 20% of the total  population  by 2030

Source: Euromonitor and GMI Research Source: Euromonitor and Data Intel l igence Source: Euromonitor and Thailand PRD
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Pet Cosmetic  and  Supplement  Industry  in  Thailand

Pet Cosmetic Market Size in Thailand Pet Supplement Market Size in Thailand

Unit:  Bil l ion THB Unit:  Bil l ion THB

2.8 2.9 
3.1 3.4 

3.6 

2025 2026F 2027F 2028F 2029F

2.2 2.4 2.5 
2.6 2.8 

2025 2026F 2027F 2028F 2029F

Growth Driver Factors Growth Driver Factors

Pets are increasingly  being  viewed  as family  members  rather than just animals, 

leading owners to spend more on their overall well-being and appearance

Conscious of  the  importance  of  maintaining  proper  hygiene  to prevent skin 

conditions, infections, and unpleasant odors. This driving higher usage of shampoos and 

other cosmetic products.

The growth  of  professional  pet  grooming  salons and spa-like  services has elevated 

grooming  standards and introduced  pet owners to a wider range of cosmetic products.

Pet ownership  increases and pets are increasingly treated as integral family  

member . This has fundamentally changed purchasing behavior as they prioritizing  

preventive  healthcare

Increased access to  veterinary  guidance,  educational  content,  and peer  reviews  

has made consumers more informed  and cautious. 

Higher  pet  adoption  rates globally , particularly among Millennials, coupled with a 

preference for high-quality, natural, and organic ingredients.

Source: Grand View Research Source: Grand View Research
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S.1 Elevate Own-Brand ( 1/ 2)

Own -Brand Target Growth

Unit:  Mil l ion THB

337

420

510

2024 2025 2026F

Strengthening Core product through Marketing Excellence1

+ 24.6%

Execute Broad -Based Marketing 

Activities
V Enhance brand awareness

V Strengthening distribution 

through health -related retail 

outlets

JSP Product Hero

Black Sesame Oil 

& Rice Bran Oil

Product Innovation

VEnhanced formulation supported 

by pain and mobility testing

Implement Evidence -Based Marketing 
by building credibility through data support

Data & 
Evidence

Consumer 
Insight

Marketing 
Plan

1 2 3

Strengthen the TV Home Shopping Channel

Collaborate with Other Brands  
to access additional target customer 

segments

Utilize Health -Focused Influencers 

with Authentic Expertise to
VAccelerate sales conversion

VReach a broader and 

more diverse customer base

14
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S.1 Elevate Own-Brand (2/ 2) 

Accelerating Online Channels

Expand Online Sales Channels
such as TikTok Shop

Build Online Communities to: 
VPromote products

V Increase customer engagement 

across multiple platforms

2

ĕŀĕƟŀȮ0+1ȮĕŉŘĬĴŅĔƞŀĬȮŐĸƟĺŏŀŅȮĕƟŀȮ/ȮĴŅŏĮƦĬȮĕƟŀ1

Continuous Innovation and Obtaining Regulatory 

Approvals for New Product
3

Obtain Regulatory Approvals 

for New Product Lines

PHARMACEUTICALS

DIETARYSUPPLEMENTS HERBAL PRODUCTS

COSMETICS

Currently, JSP has obtained licenses, including

Supplements for 

Dialysis Patients
Soft Gelatin

Pet & Livestock 

Supplement

Enter New Markets  

(Pet Food and Livestock Feed)

Launch Differentiated & High -Margin Products

Andrographis Paniculata Supplements
(Pet and Livestock Feed)

Thailand Pet Food Market Size

Unit:  Mil l ion THB

70.0
73.1

83.8

95.9

2025 2026F 2027F 2028F

Source: Euromonitor

Liverstock Farm in Thailand

Unit:  000õs Farm

Source: ICT

V Pharmaceuticals

V Cosmetics

V Dietary Supplements

V Herbal Products

Improving Core Products 

through R&D

Black Sesame Oil & Rice Bran Oil 

Innovation Enhancement

VEnhance core formula with testing

VStrengthen claims on pain relief 

and mobility support

ĪŜŅŒľƟĔŅĶȮdevelop improve innovation 
ĽŜŅľĶńĭȮcore product ĝńħŏěĬĕŉŘĬ

15

Shopee Lazada 

line@ cut

cut

EM Product 

ëČóìäòÛßøËÅ
Innovation to utilize waste

üAgricultural  Products  

leveraging waste from 

Suphap Osot (black sesame 

seeds)
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S.2 Growing OEM and Beyond ( 1/ 2)

OEM Target Growth

Unit:  Mil l ion THB

294

336
349

2024 2025 2026F

+ 3.9%

Retaining and Capturing New Major OEM Customers1

Sustain Strong Growth from Key OEM Customers

Expand the Base of New OEM Customers

òStrengthening long - term relationships with existing OEM clients .ó

Diversify OEM customer base and reduce revenue concentration

+ 14.4%

A Trusted Long -Term 
Business Partner

New 
OEM Customers

V Diversify OEM customer base 
through faster onboarding and 
scalable capacity

V Reduce revenue concentration 
by expanding multi -OEM 
partnerships

Co-Development 

of Products

Providing 

End-to -End services

Consistently

High Quality

Long Term Business 

Partner

New OEM Target JSP Expertise Fast Adoption

Younger 

Generation

V Soft Gelatin

V Registration Capability

V Manufacturing & System

Faster adoption 

compared to larger 

firms

Targeting Potential 

Customers

Product Process Service 

Innovation

Sharp Manufacturing 

Capacity

New 

OEM Customers

V Honest

V Assured quality

VTop of Mind 
OEM Partner

VGlobal Standard 
Manufacturer

OEM Goal

VTrusted Long -
Term Business 
Partner

VEnd-to -End 
Service Provider

16

1

2

3

Targeting Potential 

Customers1

Product Process 

Service Innovation2

Sharp Manufacturing 

Capacity3

Capture Younger 

Generation

Faster adoption compared 

to larger firms

V Soft Gelatin

V Registration Capability

V Manufacturing & System
New 

OEM Customers
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S.2 Growing OEM and Beyond ( 2/ 2)

Consistent Research and Development (R&D) for New Product Innovation2

Implementing Integrated Operating Systems to Enhance Customer Service3

Develop New Innovative Products Enhance Capabilities

òNew Innovative Products in the high - demand market ó

Skin 

Treatment

Supplement & 

Cosmetics

Vitamins & 

Minerals

òStrengthening R&D to support innovation. ó

Concept & Product 

Formulation

R&D and 

Validation
Pilot and Scale - Up

Full - Scale 

Manufacturing

Analytical Testing 

and Quality Control

FDA 

Registration

OEM One Stop Service Solutions & End -to -End Service

17

ÿæøîÂäúÜ

ÜäòÜäúÜ

Pharmaceutical & 

Dietary Formulations

Manufacturing 

Technologies
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S.3 International Expansion

Export Target Growth

Unit:  Mil l ion THB

14

17

21

2024 2025 2026F

+ 17.5%

ŐĭƞĚȮportion ĨŅĴȮpriority ĬňŘȮ/,œĮěňĬįƞŅĬȮtiktokœĴƞěħĪŃŏĭňĵĬĽŇĬėƟŅ
0,ȮŒĬŀŅŏĞňĵĬȮŏĬƟĬŐėƞŏĺňĵħĬŅĴȮœĮĨŅĴĚŅĬŐĲĶƢĶńģĭŅĸ

1,ȮœĮĔĸŋƞĴĮĶŃŏĪĻȮGCCőŀĴŅĬȮ(ĔĸŋƞĴŏŀĔĝĬœĮĔńĬŏŀĚ)ĔŅĨŅĶƢȮħŌœĭȮuaeŏıĶŅŃȮĴňȮfree trade
2,ȮŏĬƟĬĪňŗȮľŅȮopportunity ĴŅĔĕŉŘĬ  Priority 1: ěňĬȮįƞŅĬȮTikTok Cross-Border

ĔĸĵŋĪīƢ
V ŏĕƟŅĨĸŅħěňĬįƞŅĬȮTikTok ŐĭĭȮCross-Border
V œĴƞěħĪŃŏĭňĵĬĽŇĬėƟŅŒĬěňĬ
V ŒĝƟĝƞŀĚĪŅĚȮOrganic ŐĸŃőĴŏħĸȮe-Commerce ĕƟŅĴıĶĴŐħĬ
V ŒĝƟĝƞŀĚĺƞŅĚȮde minimis (ĨŜŗŅĔĺƞŅȮ/*3..ĭŅĪ'ȮŏıŊŗŀĸħĳŅĶŃĳŅļň
ŏľĨŋįĸ
V ıĶƟŀĴħŜŅŏĬŇĬĔŅĶĪńĬĪňȮ&ŏĞŖĬĽńĠĠŅŐĸƟĺȮĴňĚĭŐĸƟĺ'
V œĴƞĨƟŀĚĨńŘĚĭĶŇļńĪľĶŊŀőėĶĚĽĶƟŅĚŒĬěňĬ
V ŏľŖĬőŀĔŅĽĽĶƟŅĚĵŀħĕŅĵœħƟŏĶŖĺĪňŗĽŋħŒĬĮƖĬňŘ
ŏĮƚŅľĴŅĵĮƖĬňŘ
V ĽĶƟŅĚĵŀħĕŅĵěĶŇĚěŅĔěňĬ
V ŏĬƟĬȮQuick Win ĴŅĔĔĺƞŅĔŅĶĸĚĪŋĬőėĶĚĽĶƟŅĚĶŃĵŃĵŅĺ

 Priority 2: ŏĺňĵħĬŅĴȮ&ŀŅŏĞňĵĬ'
ĔĸĵŋĪīƢ
ľŅȮDistributor ŒľĴƞŒĬŏĺňĵħĬŅĴ
ŏľĨŋįĸ
ŏĺňĵħĬŅĴŏĮƦĬĨĸŅħĪňŗĵńĚŏĨŇĭőĨ
ĮĶŃŏĪĻŀŊŗĬŒĬŀŅŏĞňĵĬĴňėĺŅĴŏĽňŗĵĚľĶŊŀœĴƞĝńħŏěĬ
ŏĮƦĬĨĸŅħĪňŗĽŅĴŅĶĩĨƞŀĵŀħěŅĔģŅĬŀŅŏĞňĵĬœħƟ
ŏĮƚŅľĴŅĵĮƖĬňŘ
ŏĪĽĨƢĨĸŅħ
ŏĔŖĭȮOpportunity ĴŅĔĔĺƞŅėŅħľĺńĚĵŀħĕŅĵŒľĠƞĪńĬĪň

 Priority 3: GCC ĨŃĺńĬŀŀĔĔĸŅĚȮįƞŅĬőŀĴŅĬ
ĔĸĵŋĪīƢ
V ŏĕƟŅőŀĴŅĬ gateway
V ŒĝƟĮĶŃőĵĝĬƢěŅĔȮFree Zone ŐĸŃĕƟŀĨĔĸĚĳŅĵŒĬĔĸŋƞĴȮGCC
V ĨƞŀŏĝŊŗŀĴœĮȮUAE, Qatar, Dubai
ŏľĨŋįĸ
V ŁŅĸŅĸĽŀħėĸƟŀĚĔńĬŒĬĔĸŋƞĴĮĶŃŏĪĻĬňŘ
V ĴňőėĶĚĽĶƟŅĚĔŅĶėƟŅŏĽĶňĳŅĵŒĬĳŌĴŇĳŅė
V ŏĮƦĬĨĸŅħĻńĔĵĳŅıĶŃĵŃĔĸŅĚ
ŏĮƚŅľĴŅĵĮƖĬňŘ
V ĽŜŅĶĺěŐĸŃĽĶƟŅĚŏėĶŊŀĕƞŅĵ
V ĵńĚœĴƞėŅħľĺńĚĵŀħĕŅĵĪńĬĪň

ŀŅŏĞňĵĬȮěňĬȮŀŇĬŏħňĵȮmiddle east

ÚòÂØ¬îÈÿØöćãèîõÚÿÕöãÿÃ­óăØãÉČóÚèÚâóÂ âö
Brand Awareness ØóÈî­îâ

 Emerging Opportunity: ŀŇĬŏħňĵ
ĪŜŅœĴŀŇĬŏħňĵĬƞŅĽĬŒě
ÅĮĶŃĝŅĔĶĔĺƞŅȮ/,2ıńĬĸƟŅĬėĬ
ÅĝĬĝńŘĬĔĸŅĚĕĵŅĵĨńĺŏĶŖĺ
ÅDigital adoption ĽŌĚȮőħĵŏĜıŅŃȮe-Commerce ŐĸŃȮMobile Commerce
ÅĬńĔĪƞŀĚŏĪňŗĵĺŀŇĬŏħňĵŏĕƟŅœĪĵěŜŅĬĺĬĴŅĔȮŸĴňȮBrand Awareness ĪŅĚŀƟŀĴ

V Population of over 1.4 billion people

V Rapidly expanding middle class

V High digital adoption , particularly in e-

commerce and mobile commerce

V Strong inbound tourism to Thailand, 

creating indirect brand awareness

Expanding Teams to Support 

Overseas Growth
1

Exploring New Markets and Models of Entry with 

Strategic Partners
3

Developing Suitable Products for 

International Markets
2

China ASEAN India

Enter the Chinese market 

through TikTok

Leverage organic traffic and 

cross-border e -commerce

VScale demand through 
organic and content-driven 
commerce

Explore a new distributor

Enter the government -

organized trade fairs

VPosition Vietnam as a 
scalable ASEAN expansion 
base

VTo display product awareness

Emerging Opportunity

1.4 Billion population

Fast-growing middle class

High e -commerce and 
mobile adoption

Indirect brand awareness
 via tourism to Thailand

VGlobal Standard
VCertification, including Halal

V Establish Oman as a regulatory and logistics 

entry point for the GCC region

V Tax efficiency and full foreign ownership

V Customs and re -export advantages

V Scale distribution through a regional hub-and-

spoke expansion model

Oman and Middle East

Enter Oman Gateway Leverage Free Zone & GCC trade Expand to UAE, Qatar, Dubai

18

cut

Develop product formulations and 
standards to comply with country-specific 
regulations

Obtain international certifications 
(Including Halal) to support expansion into 
overseas markets

Recruit and establish new teams: 

VSupport increasing operational activities in 
overseas markets
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ASEAN 
Excl. 
Vietnam
(+ 5.8%)

Vietnam 
(+ 6.9%)

Source: Euromonitor (GDP & Pharmaceutical and consumer health market size)
Note: *ASEAN countr ies Pharmaceutical and consumer health market size included only Thailand, Indonesia, Laos, Malaysia, Phil ippines, Singapore, Vietnam and Cambodia   

International GDP & Pharmaceutical and Consumer Health Market Landscape

Asia Pacific Countries GDP

Unit:  Tri l l ion USD

China GDP India GDP

5.5
5.7

6.1

Q4/25 Q4/26 Q4/27

Unit:  Tri l l ion USD

1.1
1.1

1.2

Q4/25 Q4/26 Q4/27

54.8 56.6 67.1

2024 2025 2032F

Unit:  Bil l ion USD

China Pharmaceutical and Consumer 

Health  Market Size 

India Pharmaceutical and Consumer 

Health  Market Size 

CAGR 

(2024-2032F)

+ 2.6%

5.8 6.1 8.2

2024 2025 2029F

CAGR 

(2024-2032F)

+ 4.5%
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Unit:  Bil l ion USD

ASEAN Countries GDP
Unit:  Tri l l ion USD

1.0 1.1 1.1

0.1
0.2

0.2
1.2

1.2
1.3

Q4/25 Q4/26 Q4/27

ASEAN Pharmaceutical and Consumer 

Health  Market Size* 
Unit:  Bil l ion USD

17.0 17.8 22.8

2024 2025 2032F

CAGR 

(2024-2032F)

+ 3.7%

CAGR 

(Q4/ 25-Q4/ 27)
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S.4 Business Expansion Along the Value Chain ( 1/ 3)

Listed

New 

Partnership

Manufacturing End UserServiceDistributionThink Tank

Upstream Midstream Downstream

JSP

1) Expand Strategic Partnerships :

V Raw Materials Sourcing

V Manufacturing Facilities

V Finished Goods

2) Focus on Petcare Market

Listed GWM

Allocate funds toward:

V Expanding the dialysis business

V Improve operational efficiency in 

dialysis services

Waree  Medical

1) Strengthen trading capabilities for 

dialysis- related equipment and 

products

2) Expand the dialysis clinic network

Clinic

Strengthen 

capabilit ies in 

healthcare 

services

Blood Testing & Radiology 
Laboratory

Pharmaceutical 
Factory

V Business expansion and 

product development

V Enhance R&D capabilities 

to identify new business 

opportunities

JSP Pharma Holding 200 
Vending 

Machines

Leveraging Existing 

Vending Machines 

to Generate New 

Revenue Streams

ŏĕňĵĬŏıŇŗĴŒľƟŀĦŋĴńĨŇŒľƟœĮŏĮƕħĔŀĚĪŋĬ

20
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S.4 Business Expansion Along the Value Chain ( 2/ 3)

Operates a 24-  Hour Medicine 

Dispenser Platform through an 

automated medicine dispenser system

VHome generic medicines

VMedical devices

VDietary supplements

VHealthy drinks

VCosmetics and other products

200 Vending 

Machine

Secure strategic 

locations for 

exponential growth

The vending machines has been 

installed in:

Å Top Condominiums such as 

LPN, Sansiri, AP, and Ananda

Å SSO Hospitals

Å Industrial Estates

Advantages for JSP1

Objective2

Advertising & Media  Revenue Stream

Real Time Demand Data and Insights

Collect 

Demand Data

Data 

Analysis

Think 

Tank

V Track sales and peak 

purchase time by location

V Capture demand signals

V Identify high - potential 

locations and pricing

V Generate insights for 

expansion plan

V Turn insights into 

scalable product and 
campaign roadmaps

V Capture sales data by location, time, and product

V To optimize pricing and expansion decisions

V Strengthen brand visibil ity

V Create recurring media income

ȧǽ̞ǹȞș̞Ȗȕ̞Ȇǿ̐ȣ

ȩȂ̐ȧȔșȄ̠̏Ȇ̠̏

Strategic Locations 

Vending Machine

ŒĝƟĝŊŗŀĺƞŅȮĨŌƟĵŅıĶƟŀĴ

ĴňĔŅĶȮpartnership ĔńĭȮŒĝƟėŜŅĺƞŅȮother vending 
machine industry ŐĪĬėŜŅĺƞŅŏĨƞŅĭŇĬȮ(ĵńĚľŅőŀĔŅĽ

ŀĵŌƞȮœĴƞĨƟŀĚĸĚŒĬȮoppday)

Partnership ĴŅĔĔĺƞŅĸĚĪŋĬŏŀĚ
ÅPartnership ĔńĭįŌƟŏĸƞĬŒĬȮindustry ŀŊŗĬȮŏĨƞŅĭŇĬȮĞńĬŏĺĬħŇŘĚ
ÅĶŌĮŐĭĭĪňŗėŋĵėŊŀŐĬĺȮLicensing / Revenue Share / Co-invest
ÅŏĮƚŅėŊŀȮŴĴňȮoptionŵȮĺƞŅ

ÅœĴƞœħƟěŜŅŏĮƦĬĨƟŀĚĸĚŏŀĚĪńŘĚľĴħȮ0..ĨŌƟ
ÅŐĨƞĽŅĴŅĶĩȮscale įƞŅĬȮpartner œħƟ
œĴƞĸĚŒĬȮoppday

Partnership3

Other 

Vending MachineIndustry

Partnership 
Model

ü Licensing

ü Revenue Share

ü Co- Invest
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Pending LOGO


