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Disclaimer

This presentation has been produced by LOTTE Himart Co., Ltd. solely for information purposes. The information contained in this presentation has

not been independently verified. No representation or warranty express or implied is made as to, and no reliance should be placed on, the fairness,

accuracy, completeness or correctness of such information or any opinion contained herein. The information contained in this presentation should be

considered in the context of the circumstances prevailing at the time and will not be updated to reflect material developments that may occur after the

date of the presentation. Neither LOTTE Himart Co., Ltd. nor any of its affiliates, advisor or directors shall have any liability whatsoever (in negligence

or otherwise) for any loss arising from any use of this presentation or its contents or otherwise arising in connection with this presentation.

This presentation does not constitute or form part of an 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.

The presentation may contain statements that reflect LOTTE Himart Co., Ltd.’s beliefs and expectations about the future. These forward-looking

statements are based on a number of assumptions about the future, some of which are beyond LOTTE Himart Co., Ltd.’s control. Such forward looking

statements are subject to certain risks and uncertainties that could cause actual results to differ materially from those contemplated by the relevant

forward-looking statements. LOTTE Himart Co., Ltd.’ does not undertake any obligation to update any forward-looking statements to reflect events that

occur or circumstances that arise after the date of this presentation.

All or any part of this presentation may not be taken away, reproduced, redistributed or retransmitted in any manner. The information provided herein

shall be kept confidential unless such information is already publicly available.
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1. Overview

Domestic Appliance Market

History of Lotte Himart

Annual Performance
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1.Overview ① Domestic Appliance Market

※ Source : National Statistics Office

[Unit : KRW trillion]

CAGR 4.3%↑

Appliances PCs & mobiles

Online market(appliances and PCs & mobiles)

※ Source : Annual reports or audit reports of each company
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[Unit : KRW trillion]

Lotte Himart Samsung Electronics Sales

Hi-Plaza(LG) ET Land

43.8 45.3 44.7
48.7

14.1
16.9

20.1

25.4

51.9

30.1

3.9 4.1 4.1 4.0 4.1

2.2
2.5 2.5 2.8

3.3

1.7
2.1

2.7 2.8
2.9

0.5

0.6

0.7
0.8

0.9

2016 2017 2018 2019 2020

10.0

8.3

CAGR 7.8%↑

9.3

10.4

11.2

2017 2018             2019 2020             2021



1.Overview

12 Changed company name to HIMART

10 Changed largest shareholder to Lotte shopping

Listed on KRX06

12 Opened total 103 shop-in-shop stores in Lotte hypermarket 

03 Launched homecare service

06 Operated online-only logistics

01 Opened first omni-store (70 stores as of Dec.2020)

01 Opened Mega store the first in the field (7 stores as of Dec.2020)

Established the company06

② History of Lotte Himart
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Opened first Himart ‘Yongsan’ branch05

* Changed the largest shareholders
2005.04. Affinity(100%) → 2006.03. Himart holdings(100%) → 2008.06. Eugine(63.93%) → 2012.10. Lotte shopping(65.25%)

- 26stores in 2013, 77stores in 2014

05

10 Launched used trading platform service “Heart Market” on the app

Ranks first in KS-PBI (Korea Standard 

Premium Brand Index) for

9th consecutive years
by Korean standards Association

Ranks first in 
Most Loved Brand in Korea for

11th consecutive years
by Chosun Biz

Launched home interior platform service on the app



1615

1848

1444

1602
1741

2075

1865

1099

1611

1068

1.Overview ③ Annual Performance

CAGR 2.2%↑

Audio-Visual

White goods

IT(PC, mobile)

Home appliance

[Unit : trillion(sales), 
billion(Operating income)]

4

3.2 
3.5 

3.8 3.9 3.9 4.1 4.1 4.0 4.1 3.9 

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

11% 10% 11% 12%

47% 47% 47% 44%

20% 20% 19% 21%

22% 23% 23% 23%

2018 2019 2020 2021



2. Core Competency

Offline store network

Logistics/service centers infra

No.1 Digital Lifestyle Partner



427 stores
Strong store network

Diversify
Various format of stores 
addressing customers’ needs

Stand-alone store Omni-storeShop-in-shop Mega storeDepartment store [Unit : stores]

5

① Offline Store Network2.Core Competency

1999 (236 Stores) 2013 (359 Stores) 2019 (466 Stores) 2021 (427 Stores)

323

88

15

236
333

26

358

107

1
1



14
Distribution centers

(1 Online-only)

Installation tech

2,715

Vehicles

1,581

Number of installation

190K a month 

※ End of 2021 6

② Logistics and Service Center Infra2.Core Competency



※ End of Dec. 2021

Number of service centers : 14

Number of distribution centers : 14

Customer Offline store

Repair Center
(Maker)

Repair Center
(HIMART)

Repair request

Repair finished

7

*A/S App(Service&Repair): enable to get online supports through the registration of
appliances owned by customers, 

2.Core Competency ② Logistics and Service Center Infra

ONLINE-ONLY



3. BUSINESS STRATEGY

Expanding Online Business

Enhancing Competitiveness 
of Offline channel

Offering Differentiated Goods

No.1 Digital Lifestyle Partner



O f f l i n e Online

0.3M per day 1M per day

2016 2021

+312%

Offline Online

9

3. BUSINESS STRATEGY ① Expanding Online Business

2017 2018 2019 2020 2021

43.8 45.3 44.7

32% 37%
45%

68% 63% 55%

48.8

52%

48%

51.9

58%

42% 7 % 9 %
12 %

15 %

19 %

2017 2018 2019 2020 2021



140K 460K
1.3M

2.3M

3.5M

 HIMADE: Providing various PB products and services such as pet 
appliances

 Home Care: Post-purchase management service through regular care

 Video commerce: on-air video service with real-time communication

with customers

 Video Consultation: 1-on-1 video consultation service for customers who 

want professional consultation

 A/S(Service&Repair): Enable to get online supports through the 

registration of appliances owned by customers

- furniture, sports, household goods, etc.
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3. BUSINESS STRATEGY ① Expanding Online Business



457 462 463 466 448 427

2016 2017 2018 2019 2020 2021

19

10

5
7 8

22
5 4 4

26 23

2016 2017 2018 2019 2020 2021

[Unit : Stores]
Closing

11

3. BUSINESS STRATEGY ② Enhancing Competitiveness of Offline Channel

[Unit : Stores]

14.7% 15.4% 16.0% 15.9%
19.0%

20.4%

Large 
Stores



2015 2021

0.7%

2.1%

※ End of 2021

0.8M KRW

2.3M KRW

+1.5M KRW

※ Premium large-sized appliances: TVs(65＂↑ OLED, QLED, NLED); 
refrigerators(4-doors, water purifier refrigerators); Kimchi fridges(400ℓ↑); 
washing machines(21kg↑ drum)

Non-premium

Premium

SKU
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165 260

3. BUSINESS STRATEGY ③ Offering Differentiated Goods – Premium/PB

Sales 
ratio

14.2%
16.9%

19.4%
24.6% 24.5%

2017 2018 2019 2020 2021

+8점



3. BUSINESS STRATEGY

Running items

③ Offering Differentiated Goods - Homecare
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Cleaning svc Home reformSpace care

7 9
12

15
196

9

11

17

25

2

4

5

5

13

20

27

37

46

7% 25% 45%
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Appendix

※ Fiscal 2016 : Accounting Standard K-IFRS 1018 Fiscal 2017~2020 : Accounting Standard K-IFRS 1115

40,993 100 4.1% 41,127 100 0.3% 40,265 100 -2.1% 40,517 100 0.6% 38,697 100 -4.5%

10,612 25.9 4.7% 10,729 26.1 1.1% 10,007 24.9 -6.7% 10,065 24.8 0.6% 9,327 24.1 -7.3%

8,537 20.8 1.8% 8,864 21.6 3.8% 8,908 22.1 0.5% 8,454 20.9 -5.1% 8,259 21.3 -2.3%

2,458 6 0.7% 2,598 6.3 5.7% 2,733 6.8 5.2% 2,653 6.5 -2.9% 2,542 6.6 -4.2%

1,630 4 13.0% 1,796 4.4 10.2% 1,902 4.7 5.9% 1,902 4.7 0.0% 1,962 5.1 3.2%

689 1.7 -29.8% 702 1.7 2.0% 671 1.7 -4.5% 442 1.1 -34.1% 352 0.9 -20.4%

492 1.2 -6.1% 478 1.2 -2.8% 1,356 3.4 183.4% 1,438 3.5 6.1% 1,410 3.6 -2.0%

1,549 3.8 16.4% 1,559 3.8 0.6% 1,468 3.6 -5.7% 1,378 3.4 -6.1% 1,365 3.5 -0.9%

1,719 4.2 2.9% 1,731 4.2 0.7% 779 1.9 -55.0% 641 1.6 -17.7% 627 1.6 -2.1%

2,075 5.1 18.9% 1,865 4.5 -10.1% 1,099 2.7 -41.1% 1,611 4.0 46.6% 1,068 2.8 -33.7%

1,990 4.9 22.4% 1,269 3.1 -36.2% -839 - - 650 1.6 - -335 -0.9 -

1,484 3.6 22.2% 855 2.1 -42.4% -999 - - 287 0.7 - -575 -1.5 -

① Summary of Income Statement(Annual)
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[Unit : In 100 mill. KRW]



29,435 -4,057 -12%

6,829 -3,059 -31%

397 -3,768 -90%

748 -12 -2%

22,606 -998 -4%

4,851 -2,819 -37%

12,707 -1,348 -10%

11,162 -3,070 -22%

5,756 - 2,702 -32%

2,366 -587 -20%

1,388 -1,911 -58%

5,406 -368 -6%

3,394 31 1%

18,274 -986 -5%

1,180 - -

Appendix ② Summary of Balance Sheet
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[Unit : In 100 mill. KRW]



1,850
1,700 

1,000 

1,200 

1,000 

2017 2018 2019 2020 2021

29.4% 29.1%
30.0%

26.5% 27.0%

Appendix

Lotte Shopping

Domestic
Institution
/individual

21.4%

Foreigners

N.P.S
Treasury Stock

※ End of Dec. 2021

※ 

※ Excluding one-offs: impairment losses on goodwill and tangible assets 

(2019: KRW 179 billion; 2020: 79 billion; 2021: 143 billion)

③ Shareholders and Dividends

7.8%

3.3% 2.0%

65.3%
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[Unit: KRW]

2.7%

3.5% 3.2%
3.8% 3.9%



Appendix

※ Evaluation organization: KCGS (Korea Corporate Governance Service)

 Funding: Fundraising(KRW 50 billion), setting payments in cash

 Supporting expansion of sales channel: 

Holding online exhibitions, Live commerce

 Enhancing competitiveness: Business consulting, training

 Increasing CSR activities supporting women and children: 

Children’s science classes

 CSR, contributing to local communities: 

 Employee volunteer services: 

Making hygiene kits to aid in prevention of COVID-19

④ ESG / CSR

Partnership Social community support
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