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AT A GLANCE
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Turkey’'s Most Widespread and Reliable Technology Partner

Comprehensive Omnichannel Structure

2,658

Employees

102k 350 286

Authorized

Stores sgm Dealers Services

IkKlim's' A

Turkiye’'nin iklimlendirme Merkezi

Revenue by Sales Channels

Retailing 95% Iklimsa 5%

Heating-Cooling Systems
Solar Energy
B2B Sales for Electronic Products

Stores 85% 10% E-Commerce

3  The above data is presented as of 30 June 2023.

A Digital CE Retail Platform with Physical
Presence & Unigue Customer Experience

Transforming from a “traditional
retailer” to “Phygital”

Broad tech offering and unique

customer experience both online and in-
store

Evolving from a “product driven
customer relation” to a *holistic
customer experience owner for tech”




Teknosa's Strategy House

Protect & Grow the Core

Holistic Customer

Experience

Store Optimization Plan

Wide sales network & presence | Strong omnichannel capabilities | Reliability and brand equity

Human capital | Wider ecosystem build up




Transformation Programs for Our Vision “Teknosa of New Generation”

Protect & Grow the Core Grow into Adjacencies Transform

Y| Service & Private Label In Progress
Transformation ("20-"21)

vl Financial & Operational Transformation (Aug-Dec ‘19)

Category , HQ New Growth Marketplace
Traneforrration Sales Transformation Stock Management Cost Management Transformation Streams Transformation

Complementary SIS Stock v larget Setting &

Performance Rent . N« Service " :
Product Sales Management @ Incentive & . @ Initial Offering
| | 3e ¢
Focus Sr}r/wsp?[re%\gement System Uplift k| Re-negotiations System /™S Transformation

Price and rollEie : © Ramp-Up:
Promotion KC% Salesforce / Cost Discipline d“ Company Private Label 2\(? Differentiating
Management o Effectiveness \/ INn OPEX items ® Capabilities

@2 Performance Transformation
Tracking

'o,,> Negotiations Optimization

Fact — Based E\?ﬂ Store Network Financial Cost FuII—FIedge

i Reduction Offering

E-Commerce
Acceleration

Cultural Change




Solid Results Achieved with Turkey's First Tech-Focused Marketplace

Marketplace Targets

< @ 5x increase in 3 years in GMV, minimum 300K SKU >

Main Operating Pillars of Marketplace

. : M Ramp-Up: Differentiating Full-Fledge
gl Izl Ofering Capabilities Offering

7 N\
/ \
Merchant & . / \
Product Mgrchaht Web & Mobile Teknpsa Store Sales of I Teknosa :
: Satisfaction Improvements Social MP Prod | Partner
Portfolio . roducts .
Actions Commerce \ Solutions /
Growth /
> 7’
~ - -
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Creating Total Brand Value with Growth Across all Key Indicators

Significant YoY Growth in KPls (1H23) Accelerating Gross Merchandise Value
(GMV)
59 > B s
Al v -
Q y @ 2.845
26X sKU increase 2l
to 130K MP/Teknosa.com GMV GMV up by 215 % to
above
@ 00 902
\ kl
( —— 6{69\9\ C®3
39 vov 37 % 2.5M
traffic growth Increase in Store New Customers
Visitors

1Y22 1Y23

0 Benchmarks : Magazine Luiza from Brazil, FNAC and Darty from France
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Panel and Techonline Markets grew >2 times in 5M2023 compared to last year

2, %28 ~————— — %2

Telecom Dealers

Technical Super Stores Traditional Computer Shops

(TCR)

(TSS) Channel (CSS)

TEKNO S A " Hyper/Super Markets, home  * Consumer Electronics * Mixed Computer > Mobile Phone Dealers
Improvement stores > White Goods & Srmall Stores
> Cash & Carry Appliances Dealers
. :
* Other TSS Players Py © Exclusive
> Pure Online ® Mixed
> Department stores
> Online Marketplaces
B PM g
Growth
:00 — [
; @ o | _r_\/
Home Appliances White Goods (MDA) Telecom Consumer Electronics Information
(SDA) (incl. A/C) Technologies
W %171 M %89 B %99 B %89 B %I
B %186 B %80 B %90 %84 B %90

Online sales of all channels in the Panelmarket constitute the techonline market

Source: GFK




Teknosa Outperformed Both Panel and Techonline Markets

Levers of Omnichannel strategy Customer satisfaction Hit list SKU focus 131% YoV
growth Marketplace SKU growth Pricing strategy VSINEEE FEVELE
INnCcrease
INn TH23
Market Revenue Growth, Billion TL
Panel Market Techonline Market *

2019 2020 2021 2022 2022/5 2023/5 2019 2020 2021 2022 2022/5 2023/5

*Techonline data available since 2021

Source: GFK




2Q RESULTS
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Teknosa Continued Its Strong Growth In the Second Quarter

(Million TL)

Revenues

14,452

7,831

6,249

3,400

2Q22 2Q23 1H22 1H23

Revenue by Sales Channels

Retailing 95%

85% 10%

Iklimsa 5%

E-Commerce Gross Merchandise Value

2,845

(GMV)

1,548

902

529

2Q22 2Q23 1H22 1H23

Wide product range, new customers and effective pricing strategy




Sustainable Growth in Profitability Thanks to Effective Expense Management

(Million TL)
EBITDA Opex/Sales Net Profit
Productivity efforts and OpEx control
1,171 299
imii\zgesnt
improvement
10.4%
9.8% 9.7% 9.7% 192
6/3 157
549 134
316
2Q22 2Q23 1H22 1H23 2Q22 2Q23 1H22 1H23 2Q22 2Q23 1H22 1H23

=@ @




1H 2023 Key Takeaways

J,? Achieved growth beyond panel and techonline markets

u Both stores and e-commerce sales contributed to the strong topline growth

@Solid performance in key metrics achieved with operational excellence

-@- Cost optimization and cash management

% Maintaining sustainable profitability and net cash position




Q&A

Investor Relations e-mail

vatirimciiliskileri@teknosa.com
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