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Disclaimer

The information contained in our presentation is intended solely for your personal reference only. Investment involves risk. Prospective should understand the
characteristics of Securities and study information about Plan B Media Public Company Limited (“Plan B” or the “Company”) before making a decision to invest
in Securities.

This Presentation is not intended to provide the basis for any investment decision, nor to substitute your own analysis and investigation, and should not be
considered as a recommendation to any recipient of this Presentation. Some statements made in this presentation are forward-looking statements, which are
subject to various risks and uncertainties. These include statements with respect to the Company’s corporate plans, strategies and beliefs and other statement
that are not historical facts. These statement can be identified by the use of forward-looking terminology such as “may”, “will”, “expect” , “intend”, “estimate”,
“continue”, “plan” or other similar words.

The statements are based on the assumptions and beliefs of the Company’s management in light of the information currently available to the Company. These
assumptions involve risks and uncertainties which may cause the actual results, performance or achievements to be materially different from any future results,
performance or achievements expressed or implied by such forward-looking statements. Nothing in this Presentation is, or should be, relied on as promise or
representation of the Company as to the future.
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Dropped in foreign 

tourists arrivals start

Feb-20

The 22.00-04.00 hrs. 

curfew

Apr-20

• Phase 3 reopened, 

reduction of the 

night-time curfew

• Phase 4 reopened, 

The curfew has 

been lifted 

nationwide

Jun-20

Foreign tourist 

allowed to enter 

Thailand for first time 

in 7 months, under 

Special Tourist Visa 

Program

Oct-20

Additional provincial 

control measures, 

such as school 

closures, and ban on 

alcoholic sales at 

entertainment venues

Jan-21

COVID-19 outbreak 

started at Bang Khae

Mar-21

WHO declared an 

international health 

emergency

Jan-20

Closed shopping 

malls in Bangkok and 

some provinces 

except supermarkets

Mar-20

• Phase 1 reopened, 

lift alcohol sales ban

• Phase 2 reopened, 

shopping malls 

except movie 

theatres

May-20

Phase 5 reopen, 

shopping malls and 

CVS open period back 

to normal

Jul-20

Second COVID-19 

outbreak started at 

Samut Sakhon, 

leading to new 

restrictions at 

provincial level

Dec-20

Control measures 

started to be eased 

during the month, 

First Covid vaccine 

administered at the 

end of February

Feb-21

• Third COVID-19 outbreak 

started at Thonglor 

Entertainment area

• The government 

announced WFH policy 

ended 30 Apr

Apr-21

First registration of 

COVID-19 vaccine 

through LINE OA 

“หมอพรอ้ม"

May-21

Recap key milestone during Jan 2020 - May 2021

C O V I D - 1 9  i s  s i g n i f i c a n t l y  i m p a c t i n g  b u s i n e s s e s ,  t h e  
e c o n o m y  a s  w e l l  a s  s e r i o u s  i m p l i c a t i o n s  f o r  p e o p l e ’ s  h e a l t h  



Media ad spending in 1Q 2021 amounted to THB 26,701 mn, felt by -4.0% over the same period last year due to the control 
measures of the maximum area in Bangkok and the second COVID-19 outbreak started since late Dec 2020
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2 0 2 1  m i g h t  b e  t h e  w o r s t  y e a r  f o r  t h e  l o c a l  a d  i n d u s t r y
a f f e c t e d  b y  t h e  c o v i d - 1 9  s e c o n d  a n d  t h i r d  w a v e
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*Source: Non-digital Nielsen Media Research, ‘Press excluding classified/house ad Digital : ’19/20 from DAAT excluding Creative production
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109,310*

+3%
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84,392
70,995 65,786 70,382 70,310 63,177 65,027

16,535 15,701

2015 2016 2017 2018 2019 2020 2021F 1Q 2020 1Q 2021

9,319 11,705 13,205 13,975 14,548
11,715 11,715

3,233 2,632

2015 2016 2017 2018 2019 2020 2021F 1Q 2020 1Q 2021

5,133 5,445 6,807 7,312 8,838
4,317 5,397

1,422 1,154

2015 2016 2017 2018 2019 2020 2021F 1Q 2020 1Q 2021

-19%

-19%

-5%

TV Out of Home Online Total 1Q
TV

Online

MagazinesOut of home

Cinema Newspaper

Radio

Total 1Q

• Second Covid-19 outbreak started at 
Samut Sakhon, leading to new 
restrictions at provincial level.

• Additional provincial control measures.

• Covid-19 outbreak started at Bang Khae



OOH media consumption decreased by -14.5% QoQ, confronting the 
affected of the COVID-19 second wave

27,825

19,843

3,233
4,749

29,662

21,309

3,079

5,056

26,701

18,369

2,632

5,700

Media Industry Traditional Media Out-of-Home

Media

Internet

1Q 2020

4Q 2020

1Q 2021

Source : Nielson company as of Mar 2021

Top 5 ad spending by business segment

(THB mn)

2019 2020 1Q20 1Q21

1. Consumer 
products 20.4% 24.7% 20.1% 23.8%

2. Entertainment 18.4% 17.2% 18.0% 22.7%

3. Food & 
beverage 15.7% 15.2% 20.6% 15.4%

4. Government, 
education & CSR 9.6% 9.0% 9.7% 8.3%

5. Automotive 9.5% 7.4% 9.6% 7.2%

Top 5 73.6% 73.5% 78.0% 77.4%

Others 26.4% 26.5% 22.0% 22.6%

Overall media industry PLANB Out-of-home media

-10.0%

-13.8%

-14.5%

+12.7%

2019 2020 1Q20 1Q21

1. Food & 
beverage 16.7% 24.1% 17.2% 25.3%

2. Automotive 20.9% 19.1% 22.5% 14.6%

3. Technology & 
electronic 4.5% 17.6% 18.0% 14.6%

4. Consumer 
products 17.4% 11.5% 14.7% 12.6%

5. Banking & 
insurance 9.3% 8.6% 9.9% 4.3%

Top 5 68.8% 80.9% 82.3% 71.4%

Others 31.2% 19.1% 17.7% 28.6%

T h e  a d  s p e n d i n g  o n  O O H  m e d i a  i n  1 Q  2 0 2 1  c o n t i n u a l l y  
d o w n w a r d  d u e  t o  t h e  s e c o n d  C O V I D - 1 9  o u t b r e a k
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(THB mn) 1Q 2021 4Q 2020 1Q 2020 %QoQ %YoY
Revenue from sales and services 1,024 1,233 965 -17.0 6.2
Other income 22 5 10 343.7 128.7

Total revenues 1,046 1,238 974 -15.5 7.4
Cost of goods sold 837 868 714 -3.0 17.4

Gross profit 187 370 251 -49.6 -25.6
Selling and administrative expenses (SG&A) 120 204 146 -41.1 -17.6

Share of profit (loss) from investments in joint venture and associates (10) (3) (1) 198.3 544.9
Earnings before interest and tax (EBIT) 89 171 115 -48.1 -22.6

Interest expense 52 26 22 101.7 132.3
Tax expense 13 24 16 -45.9 -15.8

Equity holders of the Company 37 140 84 -73.5 -55.6
Impact from TFRS 16 26 19 11 36.0 137.0

Equity holders of the Company* 63 159 94 -60.6 -33.6

EBITDA* 262 385 277 -31.9 -5.4

Gross profit margin 18.2% 30.0% 26.0%

EBITDA margin* 25.6% 31.1% 28.7%

Net profit margin (attributable to equity holders of the Company)* 6.1% 12.9%

THB 763 mn, 74%

THB 261 mn, 26%

Out-of-home media

Engagement marketing

THB
1,024 mn.

* excluding the impact from TFRS16

Key performance factors

▪ PLANB’s operating revenue for 1Q 2021 reached THB 1,024 million, representing an increase of 
THB 59 million or 6.2% over 1Q 2020. The significant revenue increase was mainly driven by 
engagement marketing business from revenue recognition of marketing rights management of the 
Olympic Games during 1Q 2021.

▪ PLANB’s consolidated net profit attributable to the equity holders of the Company for 1Q 2021 
reached THB 37 million, a decrease of THB 47 million or -55.6 YoY due to lower OOH media revenue 
affected by the covid-19 second wave. 

▪ If we remove the impact of TFRS16 amounting to THB 26 million, booked in 1Q 2021, 
the recurring net profit available for the equity holders of the Company in 1Q 2021 reached 
THB 63 million.

1Q 2021 operating revenue breakdown contribution 

1 Q  2 0 2 1 ,  1 Q  2 0 2 0 ,  a n d  4 Q  2 0 2 0  c o n s o l i d a t e d  f i n a n c i a l  
o v e r v i e w
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Overall  performance

Revenues 
from sales and 

services

Gross profit

2,422 
2,980 

4,012 

4,861 

3,729 

1,233 1,024 965 1,024 

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

783
1,013

1,368
1,688

783
370 187 251 187

32.3% 34.0% 34.1% 34.7%

21.0%

30.0%

18.2%

26.0%

18.2%

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

Gross profit margin

(THB mn)

(THB mn)

▲ Sales 6.2%
YoY

▼ Gross profit 25.6% 
YoY

▪ The revenue in 1Q 2021 
increased by 6.2% YoY, the 
key driver came from the
revenue increase in retail 
and sports businesses, 
especially the revenue 
recognition of marketing 
rights management of the 
Olympic Games during 
1Q 2021.

▼ Sales 17.0% 
QoQ

▼ Gross profit 49.6% 
QoQ

▪ Gross profit in 1Q 2021 
decreased 25.6% YoY, to 
18.2%. The decrease was 
mainly driven by lower 
operating revenue from OOH 
media business.

▪ Gross profit margin in 
1Q 2021 at 18.2% was lower 
than gross profit margin in 
1Q 2020 at 26.0% due to 
lower operating revenue 
affected by the covid-19 
second wave since late Dec 
2020.
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Overall  performance

425 
568 

872 
1,058 

254 171 
89 115 89 

17.5% 19.1%
21.7% 21.8%

6.8%

13.9%

8.7%
11.9%

8.7%

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

EBIT margin

SG&A

384 479 523 
688 573 

204 120 146 120 

15.8% 16.1%
13.0% 14.2% 15.4% 16.5%

11.7%
15.1%

11.7%

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

SG&A to sales

EBIT

(THB mn)

(THB mn)

▪ SG&A in 1Q 2021 decreased 
by 17.6% YoY, resulted in an 
11.7% on SG&A to sales ratio 
due to lower operating 
revenue and commission 
from OOH business.

▪ EBIT in 1Q 2021 decreased 
22.6% YoY, mainly driven by 
lower operating revenue as 
abovementioned, together 
with a fixed cost leading to 
lower EBIT margin during 
the quarter.

▼ SG&A 17.6%
YoY

▼ EBIT 22.6% 
YoY

▼ SG&A 41.1% 
QoQ

▼ EBIT 48.1% 
QoQ
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870 
1,014 

1,385 1,446 

927 

385 262 277 262 

35.9%
34.0% 34.5%

29.7%

24.9%

31.3%

25.6%
28.7%

25.6%

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

EBITDA margin

352 461 
632 743 

140 140 37 84 37 

14.5% 15.5% 15.8% 15.3%

3.8%

11.4%

3.6%

8.7%

3.6%

2016 2017 2018 2019 2020 4Q 2020 1Q 2021 1Q 2020 1Q 2021

NPAT margin

Overall  performance

EBITDA
(excluding the 
impact from 

TFRS16)

Net profit
equity holders 

of the company
(including the 
impact From

TFRS16)

(THB mn)

(THB mn)

▪ EBITDA in 1Q 2021 was 
THB 262 mn., decreasing 
5.4% YoY due to lower 
operating revenue, gross 
profit margin, and EBIT as 
aforementioned.

▪ EBITADA margin in 1Q 2021 
was 25.6%, decreasing from
EBITDA margin in 1Q 2020 at 
28.7% due to 
aforementioned.

▪ Net profit in 1Q 2021 was 
THB 37 mn., decreasing 
54.4% YoY mainly driven by 
lower operating revenue 
from OOH business and 
abovementioned reasons.

▪ Net profit margin in 
1Q 2021 was 3.6%, 
decreasing from 8.7% in 
1Q 2020 due to 
abovementioned reasons.

▼ EBITDA 5.4% 
YoY

▼ Net profit 55.6% 
YoY
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▼ Net profit 73.5% 
QoQ

▼ EBITDA 31.9% 
QoQ



Media capacity

Key financial 
ratios

(THB mn)

0.100 0.130 
0.180 0.200 

0.036 0.022 0.010 

11.5% 13.7%
16.9%

14.2%

2.4%

11.3%

1.7%

12.0%
14.5%

18.1%
15.4%

2.5%

10.1%

2.1%

2016 2017 2018 2019 2020 1Q 2020 1Q 2021

EPS

ROE

ROA

Overall  performance

3,940 
4,345 4,569 

5,070 

6,930*
7,650 

59.0%
69.0% 76.0% 73.0%

43.5%

2016 2017 2018 2019 2020 2021
138 138 138 138 138 
460 519 551 594 587 

797 875 906 906 877 
69 80 116 135 189 92 

92 92 92 92 

50.8%

25.7%
40.4%

56.6%

40.5%

 1Q 2020  2Q 2020  3Q 2020  4Q 2020  1Q 2021

 Airport

 Retail

 Digital

 Static

 Transit

 Utilization rate
1,555 1,705 1,804 1,866 1,883

(THB)

* MACO total media capacity as signed contract was THB 1,429 mn. PLANB started consolidating MACO media capacity since 1 Feb 2020: (i) 1Q 2020 consolidated THB 238 mn., and (ii) 2Q-4Q 2020 consolidated THB 357 mn. 
per quarter.
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Financial position

33% Non-current
liabilities

Assets Breakdown (THB mn.) Liability & Equity Breakdown (THB mn.)

Cash Flow (THB mn) CAPEX (THB mn.) 

9,787 10,494 

2,463 2,225 

12,250 12,719 

31 Dec 2020 31 Mar 2021

80%

20%

83% Non-current 
assets

17% Current 
assets

▪ An additional rescue setting due to the new financial report Standards 
TFRS16 since 1Q 2020, leading to higher assets in 1Q 2021.

5,655 5,755 

3,575 4,205 

3,021 2,759 

12,250 12,719 

31 Dec 2020 31 Mar 2021

46%

29%

25%

45% Equity

22% Current 
liabilities

Beginning cash
31 Dec 2020

CFO CFI CFF Ending cash
31 Mar 2021

Actual 2021 Budget 2021

New project (7-Eleven expansion) 62 400-500

Renovate 45 250-400

Others projects - 50-100

Total CAPEX 107 ≈ 700-1,000

▪ An additional rescue setting due to the new financial report Standards 
TFRS16 since 1Q 2020, leading to higher liabilities in 1Q 2021.
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Key business update
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Project progress

7-Eleven project Smart bus shelter project7-Eleven Smart Bus Shelter

1,250 50 

50 

50 

50 

150 

150 

150 

150 

NortheastCentral

Northern

Southern

GBKK

7-Eleven second phase 
expansion in 2021

• Total LED screen in 
7-Eleven 2,000 stores.

• More stores in province, 
300 km. radius from 
Bangkok.

• Ability to install the LED 
screen in PTT station.

• Delivered 1,170 COOKIES as planned in 1Q 2021.
• Delivered 350 pavilions to Bangkok Metropolitan as 

planned in Apr 2021.
• The remaining 341 smart bus shelter to be renovated 

and deliver to Bangkok Metropolitan within 1H 2021. 
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Delivered 1,050 stores at 
the end of 31 Mar 2021.

Another 500 stores to be 
launched within 3Q 2021.

Overall utilization rate
≈ 70% in 1Q 2021.



• Eyeballs in early 2021 was declined by the arise of COVID-19 2nd wave.

• March data suggests that majority are able to resume normal activities and almost reach last year’s December level.

• As 3rd wave of COVID-19 arise in April, eyeballs may drop depending on the range of control measures.

Critical phase of COVID-19 – 1st wave Beginning of COVID-19 – 2nd wave

• A New cluster in Samut Sakhon (mid-Dec)

• Prohibit large social gathering i.e. New Year countdown, events

• Bangkok restriction (3rd Jan)

• Bangkok’s easing of restriction (22th Jan)

• Downgraded from ‘highly controlled’ red zone to 

‘controlled area’ (22th Feb)

• Matthew Deane case (13th Mar)

• Bangkok restriction (21st Mar)

• Curfew (3rd Apr)

• Relax lockdown stage 1 (3rd May)

• Relax lockdown stage 2 (15th May)

• Relax lockdown stage 3 (1st Jun)
• End of lockdown (1st Jul)

DATA HIGHLIGHT

398,275,752 

379,501,568 

349,112,923 

268,298,890 

137,865,931 

190,396,972 

248,368,622 

335,192,309 
319,696,238 325,330,131 325,291,597 324,613,715 320,831,492

219,794,510

252,429,310

311,423,033

20,408,086 19,849,985 18,682,619 16,805,291 11,356,766 14,327,065 16,925,536
25,524,100

17,681,774 17,835,206 17,890,703 18,469,442 17,829,456 14,302,537 15,748,410 17,330,972

Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20 Jul-20 Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21 Feb-21 Mar-21

Eyeball Grid reach

-5%

-23%

-49%

+38%

+30%

-5%
+35%

-8%

+2% -0% -0% -1%

-31%

+15%

+23%
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Additionally, there was also a virtual run activity to complete the mission of 1,000,000 
kilometers with the most recent cumulative distance of 736,068 kilometers only 263,932 
kilometers remaining to count down to the Tokyo Olympic Games. 

"Flag of Nation" relay run was kicked off recently to send moral support to athletes from 
the Thai national team who will be participating in the 2021 Olympics in Tokyo, Japan. 
The event will be hosted for 61 consecutive days in 35 provinces with a total distance of 
4,606 kilometers, equivalent to the distance from Bangkok to Tokyo. As of 4 May 2021, a 
cumulative distance of 2,870 kilometers was achieved. 



Create Olympic hype via OOH media platforms and 
activities

Plan B Olympic screen Online activities

Whole new experiences

Event activation

20

The standard Online marketing activities

Live hall Sky walk ambience



04
Conclusion

21



Conclusion

Despite the second wave of COVID-19, the Company delivered a net profit of THB 37 mn.

Managing financial liquidity to deliver sustainable growth.

Continuing the expansion with the CAPEX of THB 700-1,000 in 2021 to strengthen 
leading OOH media position.

Carrying on various operational initiatives and developments.

Maintaining our guidance in the FY2021 target.
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THANK YOU

@planbmedia |www.planbmedia.co.th

Follow our inspirational media
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