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OUR BUSINESS MODEL
AND STRATEGY
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Turkey’'s Most Widespread and Reliable Technology Partner

Comprehensive Omnichannel Structure A Digital CE Retail Platform with Physical
Presence & Unique Customer Experience

189 2,458

Stores Employees Transforming from a “traditional retailer” to
“‘Phygital”

Broad tech offering and uniqgue customer
100k 352 286 experience both online and in-store

Authorized

Stores sqm Dealers Services

Evolving from a “product driven customer
kliirms A relation” to a “holistic customer experience
Tiirkiye’nin iklimlendirme Merkezi OW N er fo r teC h ”

Revenue by Sales Channels, 2022

Retailing 94% Iklimsa 6%

Heating-Cooling Systems
Stores 383% E-Commerce Solar Energy

11% B2B Sales for Electronic Products




Reaching Millions of Customers with Value Oriented Businesses

reo DN FGRS  ewr

Heating-Cooling Systems

Turkey’'s most comprehensive Turkey's Royalty program Solar Energy
technology private label brand virtual network operator B2B Sales for Electronic Products

> 1.000 > 400K > 1.4 million D sraANDS
SKU subscribers members > 200 vooeLs




We Exist to Bring Happy Moments by Providing the World’s Technology to Everyone

Teknosa’s Strategy House

Protect & Grow the Core Transform

B2B Expansion
Digital Business

Service Business with New |
Holistic Customer Initiatives Transformation

EXxperience from a “traditional retailer” to a

Product Portfolio Extension

with Private Label Business - : :
digital platform with physical

Store Optimization Plan : :
Refurbished Business Entry
presence

Iklimsa Solar Energy System
Solutions

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

Human capital | Wider ecosystem build up

TEKNDO S A




Transformation Programs for Our Vision “Teknosa of New Generation”

Protect & Grow the Core Grow into Adjacencies Transform

Financial & Operational Transformation (Aug-Dec ‘19) VA Service & Private Label In Progress

Transformation ('20-'21)

Cateqor Marketplace
ategory : " HQ :
Transformation Sales Transformation Stock Management Cost Management Transformation New Growth Streams Transformation

Store
Complementary Performance Stock Rent > Target Setting & N &/ Service Initial Offering
Product Sales , Improvement ol S EmE! Re-negotiations @ Incentive System Y Transformation
Focus S = System Uplift J A y 3

Price and Holistic Company

| Salesforce /n\ Cost Discipline r
Promotion . . . il Performance
Management Effectiveness \&/ in OPEX items S Tracking

Private Label
Transformation

t§ Fact — Based Store Network Financial Cost
0"'

Negotiations Optimization Reduction

E-Commerce
Acceleration

Cultural Change




Omnichannel: Re-Inventing the In-Store Customer Experience

Detalled review of
product specifications at info
touchscreens

BEEEE] Digital labeling

K&j Walking spaces for visually-impaired
O
OO

Mobile checkout customers

(with hand terminals) Phygital

EXxperience

TEKNO Special sections for disabled

HIZMET customers at checkout and Tekno

Hizmet area

Experience Spaces
and informative
screens

Sustainability Wall

Combining our store and digital platform capabllities to maximize in-store engagement and deliver a unigue customer
experience




Focus on In-Store Digital experience to maximize customer engagement

> Istanbul City’s Kozyatagi

» Ankara Nata Vega

> Istanbul Istinye Park =
Aﬁ:dfg‘?éggr ["m‘ Aks:s-l:a.r.lar ;m ‘ng - -'.'"- ?

Advese Ovarwa Yostntn e e

> |zmir Agora

» Trabzon Forum

Dedicated sections for
disabled customers

RLLLLTLTEY
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Informative screens e . N
MP Sales Area Sustainabllity Wall




Turnkey Solar Energy Solutions to Support Decarbonization

Main stages of SES projects

IkKlim s A

Turkiye’nin Iklimlendirme Merkezi

Negotiations with banks and financial solution providers to

provide financial alternatives for all sector players,
especially the agriculture sector

> Launched Solar Energy Systems
operations in 2022 in line with our
focus on sustainability.

Bringing new vendors to the system

g Synergies with wide dealer and
service network, expertise and client
pool in the A/C sector.

» End-to end SES services to 3 Providing training to employees, dealers and service

individual and corporate clients network to improve solar panel sector skills
iIncluding:

» Project solutions and designs

» On-site iImplementation Residential, agricultural irrigation and industrial facilities’

» After sales services projects




Oowns the
“technology concept” with a
wide product and service range

Offering an
omnichannel experience for
our merchants via retail stores

Features only the
highest quality merchants

Leveraging all customers as an
Influencer through
"soclal commerce”

Using Al algorithms and data analytics to excel customer experience and enhance operational efficiency




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 Initial Offering M Ramp-Up: Differentiating Capabilities FtéI)I];flzlr?gge

7’ N\
/ \
Merchant & / \
: ' Tek Teknosa Partner
Sroduct Portfolio SMtgr]E:heI_nt Web & Mobile Socialecgﬁnsr?\erce Store Sales of MP | Solutions i
el atisfaction Improvements Products \
Actions \ /
\ /
V4
S e L -
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Creating Total Brand Value with Growth Across all Key Indicators

Significant YoY Growth in KPIs (2022) Accelerating Gross Merchandise Value
(GMV)
@ . ul . v =
Al v —
v
N E@' (za50)
N MP/Teknosa.com GMV above
_ GMYV up by 136%to 33 |
SKU increase global benchmarks?
bn TL 1.685
~250 merchants
S 00
=X s CHD .y 694
traffic growth Increase In Store Visitors New Customers

4Q'21 3Q'22 4Q'22

(1) Benchmarks : Magazine Luiza from Brazil, FNAC and Darty from France
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Panel and Techonline Markets Almost Doubled YoY 1n 2022

(i
= =
S0
Technical Super Stores Traditional Computer Shops Telecom Dealers
(TSS) Channel (CSS) (TCR)
> Hyper/Super Markets, home » Consumer Electronics > Mixed Computer Stores > Mobile Phone Dealers
TEKNO S A i .
mprovement stores  White Goods & Small
» Cash & Carry Appliances Dealers
b . :
> Other TSS Players bIY Exclusive
> Pure Online » Mixed

> Department stores

» Online Marketplaces

® PM N
2022 YoY Market Growth B Techonline

=l

@ © ] [TV

Home Appliances (SDA) White Goods (MDA) Telecom Consumer Electronics Information Technologies
(incl. A/C)
B 140.5% B 107.3% B 101.6% M 97.8% B 79.8%

B 81.5% B 82.8%

B 118.3% B 99.8% B 94.8%

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

Source: GFK
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Teknosa Outperformed Both Panel and Techonline Markets

Levers of growth Omnichannel strategy Customer satisfaction Hit list SKU focus 132% YoY
Marketplace launch SKU growth Pricing strategy UEEEE] [SYETE
Increase
in ‘22
Market Revenue Growth, Billion TL
Panel Market Techonline Market *

57%
130
101
] .
2019 2020 2021 2022 2019 2020 2021 2022

*Techonline data available since 2021

Source: GFK




Accelerated Results with Excellent Execution of the Transformation Program*

Revenues (Mn TL)

EBITDA (Mn TL)

Net Profit (Mn TL)

Equity (Mn TL)

CAGR: 62%

2019 2020 2021 2022

CAGR: 66%

2019 2020 2021 2022

-POOD®

CAGR:
149%

-149

2019 2020 2021 2022

761

243

-166
-252

2019 2020 2021** 2022

**May :TL 91 mn capital increase

*Transformation Program launched in 2019




We Add Value to Our World, Society and Employees Through Our Business

We are committed to achieving Net Zero by 2050 in all our operations.

‘@

[

)
=t

4 _ A8

\ Il

12 mn TL 1 mnTL 118 214 mn TL 3.65 mn kWh
Environmental _ Environmentally friendly Revenue from Energy saving
Investments Social Investments products and services environmentally friendly with store automation
products and services system

In support of @

D88

WOMEN’S

EMPOWERMENT 33% 39% 2,651

PRINCIPLES Women directors Women employees in Women benefiting from our
on our Board STEM roles Technology for Women,

Established by UN Women and the (as of 2023) Solidarity for All program

UM Global Compact Office

Source: Teknosa Sustainability Report, 2022
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High Free Float
Supporting Liquidity

Jll Haci Omer Sabanci Holding

Well-Positioned In
Sabanci Holding Portfolio

Energy &

o Industrials
Utilities

VAN Ticks two strategic
focus areas

Financial Digital
sServices Businesses
v




Excellent Proxy to Turkey’s Dynamic CE Market With Its Unique Business
Model

Highly competent management with execution power
* Excellent track record in executing transformation strategy
* Truly global approach with international C-level expertise

Driving value through digitalization

* Launch of Turkey’s first technology specialist marketplace to further grow omnichannel capabilities
* |n-store digital experience to maximize customer engagement

« Continuous investment In IT Infrastructure and systems

Delivering Unique Customer Experience

* Phygital transformation for impactful and unigue customer experience

» Better usage of retail data to enhance customer satisfaction and loyalty
» Holistic end-to-end service capability

Transformation Accelerating Financial Returns

* Above-market volume and revenue growth with cost efficient expansion
» Strong liquidity with NWC optimization

 Measures to balance inflationary pressures
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TEKNOSA
MILESTONES
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Constantly Evolved by Creating its Own Technology Ecosystem

Iklim s A

Tarkiye’nin [klimlendirme Merkezi

Under the Iklimsa brand,
dealership operations
started in the air
conditioning sector.

teknosa.com website

was launched. The number of stores

exceeded 150.

Company shares began
trading at Borsa Istanbul
(BIST) as of May 17th.

In line with the multi-channel
strategy,
Click & Collect was initiated.

Alternative financing options
started to be offered to
customers with TeknoFinans.

o

Having a closed area of 30
thousand square meters,
Gebze Logistics Center
commenced operations.

Teknosa started
operations with
5 stores.

TEKNO S A

TEKNO
AKADEMI

The first in the industry,
Teknosa Akademi was

established. After-sales and return services

program was launched, a first
in Turkish technology retail
sector.

The Corporate Social
Responsibility project
«Technology for Women» was
launched.

Teknosa Preo branded new
product range (gaming,
accessories, VR, drone)

were offered for sale.

Teknosa mobile application
was revamped.

A first in the industry,

“delivery at cars” (Click &

Drive) service was

introduced.

«VideoChat» was offered,
another first in Turkey.

Teknosa Android ve
IOS mobile applications
were launched.

O\

= O (= CELL
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TeknosaCell was launched.

reo
TeKhdseesavareeatis|s

brand Preo was introduced.

Teknosa marketplace was

launched.

Social commerce has started.

Refurbished phones market was

entered.

Rental services was launched as a
first in the industry.

Ikimsa started operating in the SES

Transformation Program for
the Teknosa of the New
Generation was launched.

m——

sector.

CLUB

The new loyalty program
TeknoClub was launched.

TEKNO
HIZMET
~—

Teknosa service brand
TeknoHizmet was offered in
stores.




Q1 RESULTS
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TSS Share In the Industry Reached 30% in 2M23

e
B 5 FY22: 23% FY22: 77%
= 2M23: 30% 2M23: 70%

Technical Super Stores Traditional Computer Shops Telecom Dealers
(TSS) Channel (CSS) (TCR)
TEKNO S A
H PM
Market Growth, YoY B Techonline
Home White Goods Telecom Consumer Information Total Market
Appliances (SDA) (MDA) (incl. A/C) Electronics Technologies Size, Bn TL
N m 141% B 107% B 102% B 98% B 80% B 104% W 266
Q B 118% H 100% B 95% H 32% B 33% H 96% H 64
Q B 143% m 94% m 81% m 75% H 64% H 83% m s
= H 105 B 67% B 59% B 58% B 53% B 72% W

Source: GFK
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Ongoing Growth in Teknosa Revenues and GMV In 1Q23

(Million TL)
Revenues
133% |
6.622
2.843
1Q22 1Q23

Retailing 95%

(GMV)

o)

85% 10%

Iklimsa 5%

373

1Q22

Wide product range, new customers and effective pricing strategy

Revenue by Sales Channels E-Commerce Gross Merchandise Value

248%

1.296

1Q23

TEKNO S A



Solid Operational Performance Despite Cost Pressures

EBITDA Opex/Sales Net Profit

%145

Productivity efforts and OpEx control

 —

—

S
<C;

11,0%

9, 7%

498

Sustainable profitability through product mix, effective pricing strategy and strong OpEXx control




Net Cash More Than Doubled

Net Working Capital (TL Mn) Net Cash (TL Mn),
excl. IFRS 16

730

355

1Q22 1Q23 1Q22 1Q23

® Trade Payables B Trade Receivables ® Inventories

m @ NWC/sales




Contact

( Dl Esied 2Rl e ez lolsl . http://yatirimci.teknosa.com/homepage
( Nl Rl caell i yatirimcliliskileri@teknosa.com

S\

The information and opinions contained in this document have been compiled by Teknosa from sources believed to be reliable, however, no representation or
warranty, expressed or implied, is made as to the accuracy, completeness and correctness of these information. All opinions and estimates contained in this document
constitute Teknosa’s judgement as of the date of this document and are subject to change without notice. The information contained in this document is presented for

the assistance of recipients, but is not to be relied upon as authoritative or taken in substitution for the exercise of judgement by any recipient. Teknosa does not
accept any liability whatsoever for any direct or consequential loss arising from any use of this document or its contents.
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