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Disclaimer

The information contained in this presentation include forecast of Lotte Himart Co., Ltd(thereunder referred to as the company).
These forecasts are subject to change due to unknown risks, uncertainties and other factors. Also, the company’s future performance

or forecast may differ materially form actual performance.

This material should not be used for any legal purpose; Please note that the company does not take any responsibility for the

investment results based on the information provided in this material, nor is liable for damages.

This material has been prepared based on information as of the date of writing, and the company is not responsible for publicly

updating new information or future events that change in the future.

The financial information in this document is prepared based on the preliminary operating performance of individual financial

standards prepared in accordance with Korean International Financial Reporting Standards (K-IFRS).

As this material has been prepared for the convenience of investors while the external auditor has not completed the accounting audit,

some of the contents may be changed during the audit process.



E Operating loss of 13.3 billion KRW in the first half of 2024 (improved by 4.7 billion KRW YoY)
Revenue of 1,114.4 billion KRW, down 14.7% (Existing stores A7.2%, Online A 39.2%)

— The impact of the prolonged high-interest rate recession continues

The progress of LOTTE HIMART's business transformation 4 strategies shows positive

signals. However, as we are in a transitional phase, it is expected to take more time for
the full impact to materialize

(@ Renewal of 68 stores resulted in a 6.5% growth
Good New stores’ monthly sales: 1.4B KRW (2.9x existing), operating margin: 7.2%

@ Home Total Care Service : 50% growth (usage: 85% Increase)

{ 3 PB renewal ready, scheduled for launch in second half
Delay

@ Online revamp to open sequentially, expected results in second Half

Focus areas for second half of 2024

Major overhaul of field workforce structure: discontinuation of promotional staff and direct
hiring (effective July 1) — Overcoming sales limitations

“In addition to existing sales staff, focus on cultivating the industry's best and most
distinctive talent”
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[ . TH 2024 Performance and Strategic Progress

TH 2024 Key Operating Metrics

Sales decline trend not overcome, resulting in only marginal improvement in operating 1oss

Revenue

Gross Profit
Ratio

Operating
Profit

1,728.7billion

1,305. 7billion

(424.5%)1,114.4 billion
(A14.7%)

'22.1H

'23.1H '24.1H

26.5%
(+1.7p)

'22.1H

'23.1H

'24.1H

A7.9billion
A 13.3billion
(+4.7billion)

A 1,8 billion
(A10.1billion)

'22.1H '23.1H '24.1H

93.2%
(+19.3p) 89.1%

(A4.1p)

73.9%

'22.1H '23.1H '24.1H

* Total Borrowings
- End of June 2022: KRW 650 billion
— End of June 2023: KRW 645 billion
— End of June 2024: KRW 565 billion
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I . TH 2024 Performance and Strategic Progress

In the first half of 2024, HIMART's sales performance was
disappointing

First-half sales performance

[Unit: KRW billion]
Category H1 2023 | H12024 Growth Rate
Total 1,305.7 1,114.4 A14.7%
Offline 1,126.4 1,005.4 A10.7%
Pre-investment
Stores 857.8 768.0 Y A10.5%
[ 259]
Investment
Ongoing Stores 201.9 232.1  Y'15.0%
[Renovated 68 + New 2]
Closed Stores 66.8 53 )
[ A6G4 ]
Online 179.3 109.0 A39.2%
[Total Revenue] [297.1] [169.2] [ A43.0% ]

% Online Sales Growth Rate: January A48% — June A27%

% Number of Closed Stores: A64 (2024 : A8, 2023 : A56)

>

Internal
Factors

External
Factors

@ February, re-emergence of “sales staff Issue”
in media — “Inability to activate proactive
sales”

@ Significant impact from the decline of high-
weight 2nd Brand

@ Delay in e-commerce innovation preparation
compared to plan

@ Decrease in new home appliance replacement
demand due to reduced move-in volume

Economic slowdown and construction industry contraction
leading to reduced move-in volume

H12023: 203,000 units — H1 2024: 184,000 units (A9.0%)
@ Increased economic burden due to prolonged
high inflation and high interest rates

Decrease in new home appliance purchase and replacement
demand under the high interest rate trend since 2022
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I . TH 2024 Performance and Strategic Progress

However, strategic initiatives attempted since H2 2023 show positive signals
for the mid-to-long-term business direction!

Strategy ll Home Total Care Service

Current: securing ‘customer data’
based on purchase cycles

H1 2024 monthly average sales growth rate by service

Insurance Cleaning Installation A/S
+143% +20% +91% +16%
Category 2023 H1 2024 2024
Revenue 21.3 billion 15.1 billion = 40.0 billion
[+50% ] [+88% |
Customer - 1.33 million = 3.47 million
Data 1.69 million [+117% ] [+106% |

>

Second Phase: evolution to ‘Himart Safety Care'

Segmentation of
eX|st|ngfunct|ons ":

® e eparc © Farty v

A/S - Insurance - Cleaning Elderly Care- Disaster
- Installation Prevention - Security

Interior - Moving - Cleaning

New Store Opening: Anyang Enter Six (July)

"Safe services that eliminate household risks"

Products: Home cameras, door locks, fire detectors, gas shutoff devices, elderly tracking tags,
pet care products, etc.
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I . TH 2024 Performance and Strategic Progress

Strategy H Store Format Innovation

Future: Gradual renewal of 250 stores

[Current: 68 stores undergoing renewal]

"Strengthening store capabilities +
Strengthening basic store capabilities >> 9 9 P

pecific MD"

Introduction of Specialty MD
tailored to market characteristics

Strengthening basic store capabilities

Expanding SKU Completion of Increased Built-in interior Wellness
POG System customer inflow specialization specialization specialization
(+733 SKU) implementation ~ to Home Center

IN +997, OUT A264

Renewed Cumulative 68 stores in +6.5%
Stores H1 2024 growth
New Sftore New ::‘.tor‘lef1 BmKOIQ\;\?Iy sales: Operating
Openings ' margin: 7.2%
2.9 times higher than existing iti
(2 Stores) i positive

nggyo (Julyj
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I . TH 2024 Performance and Strategic Progress

Strategy H PB Renewal

Reposition HIMART with highly cost-effective PB products
May, 245L refrigerator (energy efficiency grade 1)

+ Sold 10,000 units within 54 days of May 1st launch

Accounts for 37% of the annual sales volume for 150-300L

refrigerators

* 29% of buyers are first-time purchasers aged 20-30

Compared to 13% of 20-30 year-olds purchasing refrigerators
under 300L in 2023

Data-driven New PB development

A/S Data
220,000 records

Identifying
quality needs

H2 Focus, continued release of PB items
targeting young-minded small families

Not just affordable, but products with essential functions

and the best value for money

Installation data
1.51 million records

Determining optimal
product size & housing
structure

Attribute segmentation
data

Identifying functional &
efficiency needs




[ . 1H 2024 Performance and Strategic Progress

Further time is needed for the effects to materialize through diffusion

K HIMART Safety Care

Bl Store Renewal

Completion of a customer
lifetime care platform

Expansion of positive consumer

perception

E PB Innovation

Revamping customer and

market-specific MD

Expansion of renewed stores

(approximately 50 stores annually)

Continuous launch of new
PB products combined with
data science
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II. Key Strategic Initiatives

Reasons for slow performance despite efforts

Analysis of 5,185 customer VOCs since 2023

v’ Lack of comprehensive

. v mer pr I
v’ Customer experiences brand assortment as a CUGOIEL DI PRI
. : : ) focused on large and
that were inconvenient home appliance specialty )
premium products
store
* Excessive promotion of specific brands «Lack of after-sales service (A/S, etc.)

* Insufficient comparative consultations between brands and ¢Product recommendations not considering

passive consultations on other brands installation environment and customer usage
* Inadequate response to customers of small and medium- * Insufficient pricing and benefits, inconvenient
sized appliances refunds

“Result of reliance on promotional staff and lack of product diversity!”

7/11



II. Key Strategic Initiatives

Innovation in sales methods effective July 1, 2024

Over a year of preparation, LG and SAMSUNG promotional staff
= “New direct hires capable of selling all brands”

Tasks and . . ]
Strategies Possessing specialized knowledge, over 5 years of experience,
totaling approximately 1,000 people
= "Focus on cultivating the industry's best differentiated personnel”
7
“Not just simple sales staff, but personalized experts”
Personalized proposals for Personalized dedicated
Multi-brand consultations each customer consultation system
Strengthening global brands Completion of big data Online & offline expert video
consultation platform consultation service
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II. Key Strategic Initiatives

© Introduction of various global brands and provision of diverse
choices as a home appliance specialty store

Global Brands

[Sales Volume]

[Unit: Trillion KRW]

Haier (46)
LG (30)
SAMSUNG (26)
AEG (23)
Bosch (23)
ASUS (22)
Midea (18)
Liebherr (18)
Motorola (15)
Electrolux (13)
TCL n
Dyson (11)
Sony 9)
Miele (8
MSI (8)
Ninja (5)
Shark (3)
Roborock (2)
Rifen (0.4)
MobiRichard (0.3)
Cherry (0.2)

* Source: Disclosure materials and
media research

"Operated by HIMART"

~ New

Mid-to-Low
20 Brands
11 Brands 11 Brands
2023 2024(E)
Household
If;gﬁaizr:: & Kitchen | IT - Mobile
Appliances +35 Brands
+5Brands | 51 Brands

@ Strengthening brand pool —
Enhancing customer choice diversity

[Top 5 Brand Revenue Proportion]

Best Buy 55%
Bic Camera 47%
HIMART v 71%

@ Strengthening cohesion with overseas
brands : SCM agency collaboration

Big Brand

Domestic A/S agency

Small and medium
overseas brands

One-stop 3PL logistics
business from customs
clearance to delivery

9/1



II. Key Strategic Initiatives

® Completion of a consultation specialist system for 100% care
before and after purchase

Completlon Of purChase CYCIG data 1 Person 2 Person 3 Person 3 Person 1~2 Person

° Completion of product and service purchase Life Stages  With Parents »  Single > Wedding » With Children » With Teenagers » Senior

cycle data
@ Understanding purchase patterns by customer >>
Purchase

life stage s
] ] ) Cycle and Product e Moving/ . i
@ Proposing customized products and services Customer Warmanty ocilegon  Cleaning A/ Resell

using owned product information Contact

Product/Service recommendations based on owned products
(Sample Example, Recommendations for all owned products)

Product Life Stage
Category P:;ch;fel (Ownership Period/ Maker
on Expected Lifespan)

v 1500 | EEEEEEEEER eo [>VSUNC

Completion of big data on purchase cycles by

Dryer 1911 | IEEE ] 47 [SAMSUNG life stage for a total of 160 categories
Electric Rice
Cooker 1912 | INEEER ] = | cucHe
Air
Conditioner 19.09 ‘:H:I . -
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II. Key Strategic Initiatives

©® E-Commerce competitiveness enhanced by HIMART staff's

© Product

Differentiation

® Service

Differentiation

consultation skills

® Price
Leadership

High-value PB brand to
category-specific vertical
markets

“ Only HIMART
Products ”

Taking care of all your concerns
after purchase

“100%
Assurance Service ”

From new products to
promotions and exhibitions

“ Budget-Friendly
Price Full Range ”

* PB » HIMART Safety Care - Unopened Box
* Specialty MD « Same-Day Price
« Exclusive Installation « Display Price
Global Brand « Lifetime Care My
Page 1:1 Curation
A A A

Expert video consultation service (launching in august)

Convenient access at your preferred time, receive easy consultation from experts, and resolve

any post-purchase concerns

9:41

< HEBIL AL

=LY Z[cH 72 71 HEAY

7FHNIEE Folsto| H
7FHH0|E 2roforet uj

2B Al ollotet 7|

“ Expert video consultation

demonstration "
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As a place you always want to visit, regardless of the economic situation

LOTTE HIMART will be Reborn

A e The Place Where Home Appliances

Become Easy. LOTTE HIMART

'Lifetime Care for Your Home
Appliances Life’

From Start to Finish, Your Home Appliances Life
with LOTTE HIMART

LOTTE HIMART’s New Vision
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We enrich people’s lives by providing
superior products and services that
our customers love and trust



Appendix Income Statement for the First Half of 2024

Category 2Q 23 2Q24 1H 23 1H 24
[Unit : KRW in 100 . . P ta . ) P t
million] Ratio Ratio eéﬁg?]gge Ratio Ratio ecrﬁtae?] gaege
Revenue 6,797 100.0% 5,893 100.0% A13.3% 13,057 100.0% 11,144 100.0% A14.7%
_ . 27.7% . . 26.5% .
Gross Profit 1,841 27.1% 1,635 (+0.6p) A11.2% 3,236 24.8% 2,957 (+1.7p) A8.6%
SG & A 1,763 25.9% 1,607 27.3% A8.8% 3,416 26.2% 3,090 27.7% A9.5%
Expenses (+1.4p) (+1.5p)
Operating o 0.5% o o A1.2% continued
Profit 78 1.2% 28 (A0.7p) A64.4% A180 A1.4% A133 (+0.2p) deficit
5.4% 4.1%
EBITDA 392 5.8% 319 (40.4p) A18.5% 450 3.4% 453 (+0.7p) 0.6%
Profit Before 0 0.4% o 0 A1.7% continued
Tax 23 0.3% 23 (+0.1p) A2.8% A270 A2.1% A192 (+0.4p) deficit
i . 0.2% . o A1.6%  continued
Net Profit 22 0.3% 14 (40.1p) A34.3% A159 A1.2% A181 (40.4p) deficit

% Ordinary Income : In 2024, there was a fair value evaluation gain of 3.8 billion KRW from financial products (Lotte-KDB Open Innovation Fund: +1.1 billion KRW, IMM Coinvestment Fund

(Hanssem): +2.8 billion KRW)

% Net Income : @ In the first quarter of 2023, there was a one-time corporate tax refund base effect of A4.5 billion KRW.
@ The change in the corporate tax rate (from 23.1% in 2023 to 9.9~20.8% in 2024) resulted in a corporate tax revenue effect (ordinary income deficit) impacting the reduction

from January to June by A4.9 billion KRW.



Appendix Summary of Balance Statement

Category FY2023 FY2024
[Unit : KRW in 100 million] 1Q 2Q 3Q 4Q 1Q 2Q

Total Assets 25,526 24,642 24,338 23,707 23,882 23,080
Current Assets 7,694 7,041 7,050 6,608 6,939 6,297

Cash & cash equivalent 2,014 1,957 2,512 2,467 2,003 1,367
Non-Current Assets 17,831 17,601 17,288 17,099 16,943 16,784
Tangible assets 6,611 6,425 6,240 6,356 6,267 6,091
Goodwill 8,376 8,376 8,376 8,376 8,376 8,376

Total liabilities 12,816 11,891 11,306 11,209 11,692 10,877
Current Liabilities 7,547 6,932 6,406 7,148 8,471 7,897
Short-term borrowings & bonds 3,400 2,877 2,884 3,848 4,667 4,073
Non-Current Liabilities 5,269 4,959 4,900 4,061 3,221 2,980
Long-term borrowings & bonds 3,694 3,457 3,473 2,482 1,686 1,546

Equity 12,710 12,751 13,032 12,498 12,190 12,203
Capital stock 1,180 1,180 1,180 1,180 1,180 1,180




Appendix Store Operation Status

- FY2024
ategor
aiedory FY2021 FY2022 FY2023
1Q 2Q
Total stores 427 391 336 335 329
Net increase
(YoY) A1 A36 AS55 Al A6
Street stores 340 309 283 283 280
Net increase _
(YoY) Al7 A3l A’b6 A3
Shop-within- 87 82 53 52 49
a-stores
Net increase
(YoY) A4 A5 A’9 Al A3




