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Real-time Big Data-Based Market Analysis

WISEAPP/RETAIL is a service that analyzes app usage data and retail brand payments data in real-time.
Korean e-commerce, platform, retail, telecom, electronics, mobility, and financial services companies, as well as global investment banks, asset managers, and

institutional investors, use our data for market intelligence and investment research.
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Introduction to WISEAPP/RETAIL Service

Collects app usage, payment in real time and analyzes companies and markets.
Real time data allows you to find a real diamond in a rough.

WISEAPP WISERETAIL

App Market Intelligence Retail Market Intelligence

- Analysis of app usage across 8,000+ popular apps - Payment analysis for 2,000+ popular retail brands

- Measured from a sample of 80K+ panels (0.2% of smartphone users in Korea) - Measured from a sample of 10M+ panels (34% of economically active population)

- Provides app usage related data - Provides retail brand payments related data

- Use it for service analysis, competitive analysis, marketing, investment decisions, etc. - Use it for competition analysis, strategic planning, marketing, investment decisions, etc

- Used by businesses and investment firms. - Used by online and offline retail and service companies, investment firms, etc.



Korea's Largest and Longest-Running Panel-Based Dataset

The largest panel data in Korea WISEAPP-RETAIL The longest reliable data in Korea

Korea’s largest proprietary panel of over 10 million people Korea’s longest and most comprehensive consumer data

80K+ panels App Usage Data 10 years
0.2% of Korean smartphone users 8K+ of apps
10M+ panels 8 years

Retail Brand Payments Data
34% of Korean economically active population 2K+ of retail brands




WISEAPP

App Market Intelligence: Key Information

W ideaware



WISEAPP

Analytics of 8K+ Apps Used by
Koreans

Provides real-time App, Industry, and Developer ranking
statistics

Provides usage analysis information such as
daily/weekly/monthly Installers, Users, Time in App, Days
used, and Sessions

Filter by OS, industry, gender, age group, etc. and
search by app, developer and package name

Industry

Developer

2026 2 v < Daily Weekly [ Monthly } ‘ g"'_ ’
‘ Android+0S ] Android i0S @ A industies v
All Male Female All 10s or under 20s 30s 40s 50s 60s or more
Growth Rate —0% $00%
Total Time Avg. Time in App
Installers in App per User
—co 0 too
Collapse Filter Options
N Avg. Timein Avg. - Avg. Number -
Rateof  Total Time in App . Total Sessions . Avg. Session Total Users
Rank Installers Install rate Users Userate Active Users (1,000 min) App per User Active Days (1,000 times) of Sessions Length(min)  Data Usage(TB) Growth Rate
(min) per User per User
1 @ KakaoTalk : Messenger KakaoCorp. 7112896
- 49,910,257 97.4% 47,672,484 93.0% 95.5% 27,774,579 582.6 24.0 62,521,560 1,311.5 0.4 137,874.6 +0.3
o G Google cooc #7110 2906
= 51,221,107 99.9% 46,889,600 91.5%  91.5% 3,899,257 83.2 13.8 5,109,682 109.0 0.8 15,478.2 0.
3 D YOUTUbe Google C 'i‘ _/‘1'1 ZE .l
- 51,081,769 99.7% 46,462,975 90.7% 91.0% 110,046,187 2,368.5 20.0 14,277145 307.3 7.7 1,820,561.8 +0.2%

2 L) GO - NAVER \avircop #7020
- 48,153,248 94.0% 43,576,988 85.1% 90.5% 16,275,356 37356 17.2 11,945,918 2741 1.4 187,945.9 +0.4
5 @ GoogleChrome coogelic #7202 2974
- 51,158,432 99.9% 42,915,266 83.8% 83.9% 15,839,247 3691 14.2 7,352,596 171.3 2.2 257,477.9
¢ @ Coupang - Mobile Shopping coupang corp. #1704 290 @
- 37,883,652 73.9% 33,123,043 64.7% 87.4% 3,643,228 110.0 13.3 4,694,282 141.7 0.8 31,046.2 -0.2%
7 @ NAVER Maps, Navigation W 694 3064
- 40,430,424 31,229,942 77.2% 2,799,740 89.6 8.9 1,987,257 63.6 1.4 11,9041



WISEAPP

Key Indicators

This metric provides a comprehensive view of app
performance by capturing the overall scale of app usage.

@ YouTube 3

Key Indicators

Installers
51,081,769

New Installers
204,917

Avg. Time in App
per User

39H 28min

Mar
2016

2018

Avg. Active Days
per User

20.0Day

Jan Nov
2019

Users
46,462,975

Total Sessions
14,277M Times

Sep Jul

2021 2023

2026.2. v < Daily | Weekly

Android+i0S Android i0S 1Y 3Y 5Y ALL T

User Growth Rate Total Time in App
+0.2% 209,372Year 183.8Day
fug. ‘Number Of Avg. Session Length Total Data Usage
Sessions per User .
307.3Times 7min 42sec 1,820,561.8TB
@ Android+iOS 51,081,769
o Android 36,512,853 71.5%
o i0S 28.5%
May
2025



W I S E A P P . Coupang - Mobile Shopping 6 2026.2. v < Daily ~ Weekly

Distribution by Gender and Age Groups Android i0s [x

by Gender and Age Groups ] by Gender by Age Group

Distribution

by Gender and Age Groups - el > g
You can analyze the main user groups by checking user
0 40s
© Female, 40s
15.7% (4,484,707)
50s
46.2% Male - Female 53.8%
by Gender and Age Groups [ by Gender J by Age Group by Gender and Age Groups by Gender [ by Age Group

2922658  8.8%
6501243 19.6%
6125080  18.5%
8854477 264%
5851989  17.7%
3067616 9.3%

% —
°Male 5630002 472%
* 0 Female 17483951  62.8%

Mar Dec Sep Jun Mar Dec
2016 2017 2019 2021 2023 2024




WISEAPP

Average Users by Time Zone

Identify usage patterns by analyzing the times when
users are most active on average. Data is available in 1-
hour intervals throughout the day, with breakdowns by
day of the week, gender, and age group.

’ Toss 9

Average Users by Time Zone

All Day of the Week

2026.2. =

Android+iOS Android

by Gender

Android+i0S
1,878,579

Android
71.3% (1,338,528)

1437640 SRR ool

ios
28.7% (540,051)

0-1AM 3-4 AM 6-7 AM 9-10 AM 12-1 PM 3-4 PM

@ Android+iOS
0 Android
O~

6-7 PM 9-10 PM

oo

Daily Weekly Monthly

by Age Group

i0S

1,878,579

71.3%

28.7%




WISEAPP

Average App Usage Cycle

Identify how frequently users return to the app by
measuring the average number of days between uses for
users who have used the app more than once. The
minimum usage cycle is 1 day—shorter cycles indicate
more frequent app usage.

- Baemin 13 =1 2026.2. v

(O8] 1Y

Average App Usage Cycle Android

Android+iOS

Android

0060

i0S

Mar Nov Jul Mar Nov Jul
2016 2017 2019 2021 2022 2024

Retention Android i0S ¥

All by Gender

< Daily Weekly Monthly

3Y 5Y

3Y 5Y

by Age Group

ALL

ALL

4.7Day

4.7Day

4.5Day



WlSEAPP ® chatePT 11 -2 2026.2. v < Dally  Weekly

Retention Android+i0S Android i0S 1Y 5Y ALL )

REtentiOn All by Gender by Age Group

Represents the percentage of users who used the app in
the previous period and returned to use it again in the
current period, indicating overall user loyalty.

@ Android+i0OS 90.7%
o Android 90.2%
o i0S 91.3%

Feb Sep Apr Nov Jun Jan
2023 2023 2024 2024 2025 2026

New Installers Retention




WISEAPP § we-gu s s AR -

New Installers Retention [x X

New Installer Retention

100

Shows the retention rate of new installers who keep the
app installed for X days after initial installation, reflecting
user retention and satisfaction. 80

80
@ Android+i0S 91.9%

40

20

0
Install Day 5 Day 10 Day 15 Day 20 Day 25

WISEAPP-RETAIL Terms of Use | Privacy Policy

Ideaware Inc.
Tel: +82-70-4174-6650 1F, 2, Jeongja-ro, Bundang-gu, Seongnam-si, Gyeonggi-do, Korea

f N ©

Copyright © Ideaware Inc. All rights reserved



WISEAPP

Users by Criteria

Users by Criteria are divided into three groups according
to loyalty.

Users by Criteria are divided into Light, Middle, and
Heavy users.

The criteria for classifying groups are based on the
average values of the selected indicator for 50% of the
lower users and the criteria indicator average value for
50% of the upper users.

Criteria indicators provided are: Time in the App,
Sessions, Days Used.

1 1 St Compare Apps
1 D Shopping > Home shopping/Internet shopping
‘ﬁl MHIHF) » com.elevenst SHOPPING | Free | 47 %% % %% 10000K ~ 50000K
& THIHEF) 397938216 | Shopping | Free | 4.8 #Ahhh
All Users Users by Criteria User behavior Industry VS App Inflow and Churn
Criteria
Indicator
Time in App Sessions Days Used
Light User 0 Middle User Q Heavy User
% Android Time in App < 9sec 9sec = Timein App < 36min 39sec 36min 39sec < Time in App
@& ios Time in App < 8sec 8sec = TimeinApp < 35min45sec 35min 45sec < Time in App

Key Indicators



WISEAPP @ woveeruesion <o 5= <

Apps Installed Together Android i0s @® View Settings 1 B

Among the 13,847,783 installers,

Ap ps I nsta I I Ed & U Se d the largest group (89.4%) also installed Coupang - Mobile Shopping.

Tog et h e r Coupang - Mobile Shopping 12374852 89.4%
@ Home shopping/Iinternet shopping ' '
el - opiAe|, ez
Hyundai hmall [TMON(ticke " st
. . . . @ s 7,762,798  56.1%
You can identify related interests and competing apps by o S ® Home shopping/internet shopping

seeing which other apps the same users also

@ Gmarket 6,543,637 47.3%
. H hopping/int t shoppi
installed(used). GS SHOP © fome sheppinalintemet shepping
%E“Eﬁ‘g NOL PJEinl'a KT%’EI' QEI - u}ﬁgall #EIQE' 5602269 40.5%
@ Home shopping/Internet shopping ' '
CSAEl m GS SHOP
[ ]

4,219,795  30.5%
Home shopping/Internet shopping

CJ2AERY
@® Home shopping/Internet shopping

4,157,495  30.0%

11st
m i =|Costc-
lotte.com

KAEO} (SK7H BHE -~ lotte.com

< ESK 2H|5H0|0E - Alibaba | . 4.154,097 30.0%

o @® Home shopping/Internet shopping

Gmarket SYAE-MZ2 [ 40[1.- . E

AAAAT B SSG.COM 3,960,634 28.6%

= s 3 Home shopping/Internet shopping

WaE-M22- Muﬂ% Bl
1 S

Apps Used Together Android+i0S Android i0s ©® View Settings 1 B

Among the 8,694,158 users,
the largest group (85.8%) also used Coupang - Mobile Shopping.

Coupang - Mobile Shopping



WISEAPP

Apps Used Before and After Using Apps

Apps Used Before and
After Using Apps

25.1%
Analyze app switching behavior and usage flow by

examining which apps are used before and after using 14.2%
this app.

1.4%
7.3%
6.1%
4.2%
3.2%
1.7%

1.2%

Before use

Zigzag

ABLY

29CM

KREAM

W Concept

4910

SSF SHOP

UNIQLO

Eland mall

EQL

ABLY

4910

N WwEDeenn

a

Android+i0S

MUSINSA

Fashion shopping mall

Android

ABLY

4910

80080F

o C
r
o—-

STORY
NINE

0w

ABLY

Zigzag

29CM

4910

KREAM

W Concept

UNIQLO

STORYNINE

Eland mall

SPAO.com

2026. 2.

View Settings 1

After use

Weekly Monthly

View details

25.5%

22.4%

16.9%

1.4%

11.2%

3.9%

2.9%

2.6%

2.0%

1.3%



WISEAPP

Inflow and Churn

Analyze user movement flows by comparing Inflow Users

and Churn Users.

@J Zigzag 115 =

Inflow and Churn

Inflow

Inflow from the same industry

MUSINSA

=y

2 asLy  ABLY

3 29CM

4 a KREAM

5 W Concept
6 Brandi

7 EB UNIQLO

8 4910

9 a SSF SHOP
10 etc

191,584

181,215

120,093

110,685

105,238

59,896

52,335

45,167

38,143

372,805

»@»

Zigzag: +7000 sho...

Fashion shopping mall

Weekly Monthly

2026.2.

Android i0OS View Settings
Churn Total Churn Users
Churn from the same industry
1 asy  ABLY 491,544
2 @ MUSINSA 330,796
3 29CM 123,592
4 @ Queenit 59,370
5 W Concept 58,637
6 Y uniaLo 52,585
7 @ KREAM 50,011
8 4910 33,047
9 a SSF SHOP 31,953
10 etc 223,993
Churn to different industries

Time taken from last run to delete

1,285,954

719,971

68.3%

45.9%

17.2%

8.2%

8.1%

7.3%

6.9%

4.6%

4.4%

31.1%

565,983

4.9Day



WISEAPP

Compare

App Developer -+ Add App

' I I l ' o B m _— ' -
x F x x x
O pa re @ Video streaming @ Video streaming @ Video streaming @ Video streaming

@ U+ Mobile tv 5 @ Disney+ > . WATCHA > WFTEL | aftel ;
@ Video streaming @ Video streaming @ Video streaming ' Video streaming

Select apps and compare Key Indicators, Distribution by
gender/age, Average users by time zone, Average app
usage cycle, etc

n User by Criteria User Behavior Inflow and Churn

2026.2. v < Daily Weekly ‘ Monthly ’ [B','J

Key Indicators Android i0S 1Y 3y ALL X

Installers New Installers Users User Growth Rate Total Time in App
A . . . . Avg. Number Of Sessions
vg. Time in App per User Avg. Active Days per User Total Sessions per User Avg. Sesson Length Total Data Usage
. Netflix 25,944,180
® Video streaming
25,000,000
~ Coupang Play 21,807,331
@ Video streaming
20,000,000
Wavve 17,520,621
@ Video streaming
15,000,000 /‘—w/
’ . TVING 16,195,260
Video streaming



WISEAPP

Report

Request Reports

Industry TOP 10 Custom Reports My Reports

WISEAPP 2026.03.23 WISEAPP 2026.03.23 WISEAPP 2026.03.23

1) Industry TOP 10 Reports

Reports are automatically generated weekly or monthly SNS/Community Shopping informati... Asset management
fOF the tOp 10 apps |n eaCh IndUStry Weekly | 2026. 3.16. ~ 3. 22. Weekly | 2026. 3. 16. ~ 3. 22. Weekly | 2026. 3. 16. ~ 3. 22.

The following are reports in which users can define up to

10 apps as a custom industry to calculate market size
and duplicate users, and choose to make them public. Furniture/Interior Cryptocurrency/NFT Home appliances/S...

é .~3.22. Weekly | 2026. 3.16. ~ 3. 22.
Summary adros 108 .

3) My Reports
) y p Installers Users r \

The following are reports in which users can define up to Duplicate Users / Duplicate Installers =
/lO apps aS a CuStom Category to Calculate market Size Installers in All Smartphone Users Users in All Smartphone Users Percent of users among installers

. . Duplicate Users ‘ Duplicate Installer
and duplicate users, and choose to keep them private. .
welnstallers  90.5% ® Users 721% ® Users 79.]
Non- Non- on-
Instaliers ~ 9-5% Users 27.9% Users 20 . . a . é l? @
TE
Baemin Coupang Eat...  Yogiyo - Foo... YHe HiRIHYE - b...  REO|= BE ...

Ynfe| - 33H... WSS - 32

WISEAPP 2026.03.23 WISEAPP 2026.03.23 WISEAPP 2026.03.23

zc

HH e 27.7% 9.2% 5.5% 13% 13% 13% 08%
Baemin et 4,093,415 1,353,649 817,633 187,899 186,142 191,627 121,572
Users Share Usage time share Distribution by Gender and Age Groups
= 483% 42”‘;/ 96% 6.2% 11% 18% 11% 11%
¢ ® o s03% ¢ ® T e 5.2 4,093,415 oo 814,522 522,070 92,643 152,701 89,649 92,418
o (B sbloga 18.7% o (B 5ieua 8.6% -- Coupang Eat... 3,958,482
o B8 kescing veE . 126% o @ koncamE . e b ]
@ 9E2H PAWON.. 5% 3-8, 28% Youivo - Foo 1,353,649 814,522 S 347,962 42,189 34,153 59,844 49,153
o @ NHEWA(sY) 5.9% . 2.3% 9ty o
o @ nrzxoismy 5.3% 18% oo !
B B (eed g2 4% * @reaugasue. 1% +5% -- =] 65.4% 41.7% 27.8% S 1.0% 1.0% 37% 2.2%
o @ nHsueasue. 6% o @ rrzo=sy 17% \ /

- & o= 35% — B (iR EE .. 14% . " . - TOIT O ATON T T
k JS ~3.22. Weekly | 2026. 3.16. ~ 3. 22.
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Retail Market Intelligence: Key Information
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WISERETAIL

Analytics of 2K+ Retail brand

Paid by Koreans

Provides real-time Retail Brand, Industry ranking
statistics

Provides payment analysis information such as
daily/monthly Net Payment Amount, Total Payment
Amount, Total Payments Cancellation Amount, Total
Number of Payments, and Total Payers

Filter by industry, gender, age group, etc. and search by

retail brand, company, ticker

Retail Brand Industry

2026. 2.v < Daily Monthly ] [QI"

@ All Industies v

All Male Female All 20s or under 30s 40s 50s 60s or more

Growth Rate -00% +00%

{ Net Payment } Total Number of Total Payers

Amount Payments

Collapse Filter Options

Net Payment
Net Payment Amount Total Payment Amount Total P_ayment Total Number Total Payers Payment Amount Payment Amount Payments Days Amouft
Rank Cancellation Amount of Payments per Payer per Payment  per Payer per Payer G
rowth Rate
1 [E] NAVER/NAVER Pay
- 5,113,187,5631,006 5,223,328,073,475 110,140,542,469 86,973,053 20,035,075 260,709 60,057 4.3 24 -8.4%
2 @& Coupang
- 5.110,576,414,687 5197,251,934,362 86,675,519,675 152,095,608 25341824 205,086 34171 6.0 38 -6.5%
3 . Baemin  Woowa Brothers Corp
. 1,737,656,607,947  1,743,407,155,895 5,750,547,948 74,005,510 16,407,026 106,260 23,558 4.5 3.3 -10.5%
4 #% Lotte Department Store
=ik 1,721,915,214,365 1,756,984,497,924 35,069,283,559 13,737,788 6,554,006 268,078 127,894 2:1 18
5 E-Mart
*1 1,479,744,291,561 1,489,042,221,278 9,297,929,717 28,996,118 7,931,803 187,731 51,363 3.7 15
6 Nonghyup Hanaro Mart Nonghyup Hanaro Mart In
NG 1,231,147,105,658 1,233,599,359,198 2,452,253,540 31,066,389 10,679,668 116,601 39,708 2.9 2.0
7 3% Shinsegae Department Store
v3 1,207,230,391,721 1,252,194,900,388 44,964,508,667 7,376,317 2,877,765 435,128 169,759 2.6 14 -13.5%

>

8 & GS25



WISERETAIL

Key Indicators

This metric provides a comprehensive view of retail
brand performance by capturing the overall scale of retail
brand payment.

& Coupang 2

Key Indicators

Net Payment Amount
w5,110,576,414,687

Payment Amount per Payer

Ww205,086

Net Payment Amount
Growth Rate

-6.5%

6,000,000,000,000

5,000,000,000,000

4,000,000,000,000

3,000,000,000,000

2,000,000,000,000

1,000,000,000,000

Feb
2021

Total Payment
Cancellation Amount ©

w86,675,519,675

Total Payment Amount ©

W5,197,251,934,362 152,095,608

Payment Amount per Payment Payments per Payer ©
w34,171 6.0

Total Payment Amount
Growth Rate ©

Total Payment Cancellation

Amount Growth Rate ©
-8.7%

-6.5% -5.7%

‘ ; ‘ Coupang

Feb Feb Feb Feb
2023 2024 2025 2026

Total Number of Payments ©

Payments Growth Rate

2026.2. v <

v 3y ALL X}

Total Payers
25,341,824

Days per Payer
3.8

Payer Growth Rate
+0.1%

W5,110,576,414,687

g



WISERETAIL

Distribution
by Gender and Age Groups

You can analyze the main payer groups by checking
distribution by gender and age.

cu CU 10 +1

Distribution by Gender and Age Groups

[ Net Payment Amount ] Total Payment Amount

19.3%

. © Male, 40s
18.5% (W193,164,387,575)

15.6%

6.6%

71.2% Male <

by Gender and Age Groups by Age Group v 3y ALL [ <X

Total Payment Cancellation Amount Total Number of Payments Total Payers.

Distribution by Gender and Age Groups

e Fament Aot

° Male W745128/410,041  71.2%
° Female 300836764087  28.8%

Feb Jan Dec Nov Oct Sep
2021 2022 2022 2023 2024 2025

Total Payment Cancellation Amount

60s or more

2026.2. v <

[ by Gender and Age Groups ] by Gender

Total Number of Payments

z Female

Total Payment Cancellation Amount Total Number of Payments

Distribution by Gender and Age Groups

Net Payment Amount Total Payment Amount

@ 20s or under
0 30s
O~
e 50s
(-

by Age Group

Total Payers

5.1%

6.8%

7.6%

6.2%

3.1%

28.8%

Total Payers.

W170,674,367,420
%273,328,340,429
W272,569,035,521

w227,731546619

W101,671,894,130

X

[

16.3%
26.1%
261%
21.8%

9.7%



WISERETAIL

Share by Payment Price Range

Shows the share of total payment amount and total
number of payments across different price ranges. Price
ranges vary by retail brand and are divided into up to 10
segments.

(‘) OliveYoung 20 =1

Share by Payment Price Range

Total Payment Amount

¢
@

Average Payment Distribution by Day of The Week

2026.2. v <

Total Number of Payments

#10,000 or less

\ Over 10,000, up to #20,000

(\

Over #20,000, up to #30,000

| Over ¥30,000, up to #40,000

O

Over w40,000, up to Ww50,000

Over #w50,000, up to w60,000

Over w60,000, up to 70,000

Over w70,000, up to w80,000

)OO 00

Daily Monthly

5.8%
13.2%
15.5%
13.1%
10.3%
8.4%
6.2%

5.3%



WISERETAIL

Average Payment Distribution
by Day of The Week

Shows the distribution of average total payment amount
and total number of payments by day of the week.

DAISO 23 -2 2026.2. v <

Average Payment Distribution by Day of The Week

Total Payment Amount Total Number of Payments

22,000,000,000

20,000,000,000
@ Monday
18,000,000,000
16,000,000,000 @ Tuesday
14,000,000,000
@ Wendseday
12,000,000,000
10,000,000,000 Thursday
8,000,000,000
Friday
6,000,000,000
4,000,000,000 Saturday
2,000,000,000
Sunday

0

Market Share by Payment Method 3y

Total Payment Amount Total Number of Payments

Daily Monthly

14.1%

9.1%

14.1%

13.1%

14.1%

18.2%

17.2%

bY

X

W16,604,460,906

W10,674,296,297

W16,604,460,906

W15,418,427,984

W16,604,460,906

W21,348,592,594

W20,162,559,672

ALL &



WISERETAIL

Market Share Trend
by Payment Method

Displays trends in the share trends of credit card and

debit card payments.

NOL universe 27 ~2

Market Share by Payment Method

Total Payment Amount

100

80

60

40

20

Jan Apr Jul
2025 2025 2025

Share of Lump-sum and Installment for credit and debit cards

Oct
2025

Total Payment Amount

Jan

2026

262+ < ouy

1Y 3Y ALL B

Total Number of Payments

Credit Card W278,917,200,505 75.9%

Debit Card w88,511,605,590 241%

00

[}

Total Number of Payments



WISERETAIL

Share of Lump sum and
Installment for credit and
debit cards

Shows the share of lump-sum and installment card
payments. Installment payments are classified only in the
first payment month, and the full payment amount is
included in that first month.

@ Korean Airlines 16 ~1

Share of Lump-sum and Installment for credit and debit cards

Total Payment Amount

Share of Domestic and Overseas for credit and debit cards

Total Payment Amount

2026.2. v <

Total Number of Payments

Lump-sum
.
Q/ Installment

Total Number of Payments

Daily Monthly

(X

W501,144,105,805 78.3%

W139,141,975,706 21.7%



W I S E R ETAI L # Starbucks 31 -4 2056, Dy o

Share by Simple Payment

Share by Simple Payment

You can identify the payment share for each Simple
Payment. The classifiable simple payment methods
include Naver Pay, Samsung Pay, Kakao Pay, PAYCO,

SSGPAY, Coupang Pay, Toss Pay, and L.Pay. @ Samsung Pay 80.4%
[ ]

. Naver Pay 11.5%
[

@ SSGPAY 5.2%
[ ]

spay  Kakao Pay 2.9%

Average HOurly Payment Trend [ Total Payment Amount ] Total Number of Payments




W I S E R ET AI L #% Shinsegae Department Store 7 ~3 2026.2. v < Daily

Avel"age HOUI‘|y Payment Trend [ Total Payment Amount ] Total Number of Payments 2

[ All Day of the Week by Gender by Age Group

Average Hourly Payment
Trend

All
10,761,101,220 SR W10,795,855,000

10,000,000,000

Identify payment patterns by analyzing when payers pay
the most on average. Data is available in 1-hour intervals S
throughout the day, with breakdowns by day of the week,
gender, and age group.

6,000,000,000
All W10,795,855,000

4,000,000,000

2,000,000,000

0-1AM 3-4 AM 6-7 AM 9-10 AM 12-1PM 3-4 PM 6-7 PM 9-10 PM

Day of the Week by Gender by Age Growp. ™ Dy ofthe Week by Gender J by Age Group a Doy ofthe Weok by Gendar by Age Group
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© «

Q
Q-

Q- < 2

© Q@ oo




W I S E R ETAI L @ CoupangEats 9 2026.2. v < Daily @

Repayment Rate ALL by Gender by Age Group 3Y 5Y ALL %X
Trend J Period Data
Repayment Rate
100
Represents the percentage of payers who paid the retail
brand in the previous period and returned to pay it again
80

in the current period, indicating overall payer loyalty.

60
40
20
0
May Aug Nov Feb May
2025 2025 2025 2026 2026
Repayment Rate () voow | oo (3] > & m @ Repayment Rate w (oo ) wiams (¥] & & mom Repayment Rate s | oo )« = w &
[ o s ] - s P
- wa wa wa e e
20208 P o o cose s Sarr
W e W i R e —_— e _———————a— O -
\/\/—\/\/\/ 308 Ta0%
-~ : & - s s o- - o
O~ -
20262 60.1% * gnent 6% 589% 56.3% 550% 525% * towen o ey
e e P P P 0- -
202512 68.8% * Highest a6% 818% S8.0% 564% o e -
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Payers by Criteria

Payers by Criteria are divided into three groups
according to loyalty.

Payers by Criteria are divided into Light, Middle, and
Heavy payers.

The criteria for classifying groups are the criteria
indicator average value for 50% of the lower payers and
the criteria indicator average value for 50% of the upper
payers.

The criteria indicator is Payment Amount.

SSG ,Com Compare Retail Brands

e TV/Internet shopping

SSG.COM Corp. ) SSG.COM Corp.

All Payers Payers by Criteria

Payer Behavior Industry VS Retail Brand Inflow and Churn

2026.2. v < Daily [ Monthly ]

Criteria

Light Payer o Middle Payer o Heavy Payer

Payment Amount < W43,094 W43,094 < Payment Amount < W190,241 W190,241 < Payment Amount

Key Indicators 1Y 3y ALL

Net Payment Amount Total Payment Amount fotal anment Total Number of Payments Total Payers
Cancellation Amount

Payment Amount per Payer Payment Amount per Payment Payments per Payer Days per Payer

\ M
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Compare Retail Brands

NS Home Shopping

o TV/Internet shopping

NS

NS Shopping Co., Ltd @ Ns Shopping Co., Ltd

Inflow and Churn

h . All Payers Payers by Criteria Industry VS Retail Brand
20265, % <
View the distribution of payers segmented by payment
Payment Amount Distribution All Male Female All 20s or under 30s 40s

amount, payment frequency, income decile, residence,
and life stage. Among the 793,524 payers (W90,832,839,494 in total payments),
the largest group (39.4%) spent Payers with more than W3K but less than W60K.

Payers with more than W3K but
less than W60K

39.4+

@ Payers with more than W6K but @ Payers with more than W9K but
less than WO0K less than W120K

17.6% 9.0%

Payers with less than W30K

17.6%

Daily Monthly \ g"‘

50s 60s or more [ X

@ Payers with W12K or more

16.5%

~ e

Income Decile Distribution

[ Total Payment Amount J

Total Number of Payments Total Payers

Of the W5,992,625,404,027 in total payments,
Decile 3 payers accounts for the largest share of spending (21.8%)

Total Payment Amount

Life Stage Distribution

Total Number of Payments Total Payers

Of the W5,992,626,404,027 in total payments,
the Household with School-Aged Children life stage accounts for the largest share of spending (28.3%)

o Single-Person Housshakd

Newlywed & infant
ehoid

Housshold with School-
‘Aged Chidren

o Decile 3 W1,305,784,803,699 21.8%
o Decile 4 w1,233,357, 20.6%
° Decile 5 £,260,522,632 12.3%
° Decile 6 W496,283,398,685 8.3%

3
o Decile 7 W345334764951 6.8% rs (1,500,83 "3

73.9%) madg
o Decile 8 850,540 B.7%

° Decile 9 %200147220877 1% -

rs with 3 paymel|

o Decile 10 W288,79! 4.8% 1.6%

Total Payment Amount

Al o

0-4%  ©5-9%  ©10-14%  @15-19%

Residential Distribution ((m]) vae  romse

Of the 5,992,625,404,027 In total payments,
payers residing in Gyeonggi-do account for the largest share of spending (28.4%).

Q ; o
© o
@ o -
e ek esokermas

\ © Gt

[ -

265%

e

203%

4 1634

an

° Seoul 201%
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Retail Brands Paid Together @ View Settings 1 [x

Among the 271,562 payers,

REta | I B Fan d Pa |d Tog et h er the largest group (18.7%) also paid at MUSINSA.

. . . . . D MUSINSA 50,719 18.7%

You can identify related interests and competing retail ® Clothing/Fashion

brands by seeing which other retail brands the same ABLY

A 15,324 5.6%

payerS alSO pald Zigzag/Z Pay ® Clothing/Fashion
U”i‘i'° ‘ 14126  5.2%

@ Clothing/Fashion

MUSINSA
Zigzag/Z Pay

MUJIKOREA

13,146 4.8%

.. Clothing/Fashion

NIKE
@ Clothing/Fashion

7,014 2.6%

SAMSUNG C&T ) ZARA
@® Clothing/Fashion

Adidas —
- aas
ABC-MART ‘ 4,446 1.6%
@ Clothing/Fashion
W Concept ASHIO= ML B W Concept 3,718 1.4%
P H&M kil M @ Clothing/Fashion

5,822 21%

Industries Paid Together [}

Among the retail brand categories that the 271,562 payers also paid at,
the largest group (72.4%) paid in the Convenience store category.
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Inflow and Churn

Analyze payer movement flows by comparing Inflow
Payers and Churn Payers.

McDonald's 57

2026. 2. v | <

Inflow and Churn

Inflow

Inflow from the same industry

10

Lotteria

Burger King

Subway

MOM'S TOUCH

KFC

DOMINOS PIZZA

L EEL!

Pizza School

FRANK BUGER

etc

521,094

424,003

261,722

241,409

239,435

90,671

60,245

59,336

54,885

206,557

. . Churn

McDonald’s 34.9% ) Churn from the same industry

Hamburger/Pizza

1

N

10

7

Burger King

‘ Lotteria

MOM'S TOUCH

KFC

Subway

DOMINOS PIZZA

FRANK BUGER

Papa John's Pizza

Pizza School

etc

65.1% ) Churn to different industries

2026.2. v <

Monthly

l Monthly ] ‘ E_';' ’

Churn Payers

502,403

498,022

276,030

221,992

201,546

86,168

53,307

45,275

45,275

161,381

4141177

1,445,140

34.8%

34.5%

19.1%

15.4%

13.9%

6.0%

3.7%

3.1%

3.1%

1.2%

2,696,037
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Compare

Select retail brands and compare Key Indicators,

Distribution by gender/age, Payment method,
Repayment rate, etc.

Compare

Lotte Department Store
@ Department/Shopping mall

Starfield City
Department/Shopping mall

All Payers

2026.2.v <«

Key Indicators

“ Shinsegae Department Store
® Department/Shopping mall

' Galeria Department Store
@ Department/Shopping mall

Payers by Criteria

Hyundai Department Store
@ Department/Shopping mall

' AK PLAZA
@ Department/Shopping mall

Payer Behavior

+ 2lEIY 2HE F7t

NC Department Store/Newco...
@ Department/Shopping mall

B SAVEZONE
@ Department/Shopping mall

Inflow and Churn

Net Payment Amount

Total Payment Amount

Payment Amount per Payer

1,500,000,000,000

1,000,000,000,000

Payment Amount per Payment

Total Payment Cancellation

Payments per Payer

@ Department/Shopping mall

3

® Department/Shopping mall

Total Number of Payments

@ Department/Shopping mall

Daily [ Monthly ]

o,

s sy AL

Total Payers

Days per Payer

Lotte Department Store W1,721,915,214,365

Shinsegae Department Store W1,207,230,391,721

Hyundai Department Store W878,088,863,234

NC Department Store/Newcor...

) W273,472,368,428
Department/Shopping mall

Starfield City

<
N

-
o
N

N
o
©
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Report

1) Industry TOP 10 Reports
Reports are automatically generated monthly for the top
10 retail brands in each industry.

2) Custom Request Reports

The following are reports in which users can define up to
10 retail brands as a custom industry to calculate market
size and duplicate payers, and choose to make them
public.

3) My Reports

The following are reports in which users can define up to
10 retail brands as a custom category to calculate
market size and duplicate payers, and choose to keep
them private.

Reports

WISERETAIL 2026.0304

Education
2026. 2.

a1 VoSURUE R H

WISERETAIL 2026.0304

Stationery/Fancy

Industry TOP 10 Reports

User Request Reports

Request Reports

My Reports

WISERETAIL 2026.03.31

Rental
2026. 2.

WISERETAIL 2026.0304

Pet

CoeR %™ i!

WISERETAIL 2026.0304

Duty free shop

2026. 2.
@=0=20G6=

WISERETAIL 2026.0304

Delivery

7

0| [ap] [ T
Net Payment Amount Total Payment Amount Total Payers
W9,234,600,467,455 W9,367,957,964,008 30,582,433
Percentage of Duplicate Payers
Share of Total Payment Amount Share of Total Payers Share of Total Number of Payments g y
© #% Lotte Department... 18.8% o @oaso 32.6% o @ onso -
. E-Mart 15.9% o [ Nonghyup H 15.0% . Nonghyup Hi .= .
ar ' onghyup Hanar. (B3 Nonahyup Hanar. oriation e H [ [z ]
¥ shinsegae A% ¢ @ Etart n2% E-Mort Lotte Depart... E-Mart Shinsegae D...  Nonghyup Ha... Hyundai Dep... COoSsTCO Lotte Mart
o [ Nonghyup Hanar... 13.2% © #% Lotte Department... 9.3% ® &% Lotte Department
o (§) Hyundai 9.7% ® & Homeplus 72.7% * £ Lotte Mart
D D & = ONLY
* |€] cosTco 8.2% ® ) Lotte Mart 7.5% ® & Homeplus 55”:;% 61% 3.2% 4.2% 53% 6.0%
* £ Lotte Mart 57% o (@) Hyundai 5.8% ¢ shinsegae. Lotte Depart... g
® & Homeplus 5.3% 3 Shinsegae. 4% . Hyundai
. 8 DAISO 5.0% E-Mart Traders 3.7% E-Mart Traders B
° E-Mart Traders 4.9% — | costco 31% e * | cosTco 5.0% 30.2% 5.0% 13.8% 3.4% 75%
E-Mart it
Lo 2 Distribution of Total Payment Amount N
Distribution of Total Payment Amount by Gender by AGe GrapE Distribution by Gender and Age Group: e 7.4% 13.8% 2:“5:/ 7.9% 6.6% 6.3%
Shinsegae D... ad
- 2.6% 10.3% 2.1% - 1.4% 5.4%
®20sorunder  7.4% Gk S 32 45.6% G s
Nonghyup Ha...
©30s 22.2%
oMale  46.0%
eFemale  54.0% 00 Cily 8
) ®50s 26.2% n e i ﬂ m
©60s or more  201% - 8.6% 6.6% 46% 3.7% s 4.0%
87% 52.4%

460%

Jai D

Homeplus

3.9%
7.6%
6.4%
5.1%

3.7%

T OV EUOw

.
Male Female 53.9%

400G O




Key Terms

App Market Intelligence Installer The number of people counted based on devices on which the app is installed.
User The number of people counted based on devices on which the app is used.
Total Time in App The total amount of time users spent in the app.
Total Sessions The total number of times users launched the app.
Users by Criteria Users are categorized into three groups—Light, Middle, and Heavy—based on the average usage of the bottom 50% and top 50% of All Users.
Churn Users Users who used the app in the previous period but did not use it in the current period.
Inflow Users Users who used other apps in the previous period but used the app in the current period.
Industry An industry category independently classified by WISEAPP based on app usage behavior.
Retail Market Intelligence Retail Brand An individual retail brand or a registered corporation.
Net Payment Amount The amount calculated by subtracting the total payment cancellation amount from the total payment amount.
Total Payment Amount The total amount paid to a retail brand via credit cards or debit cards, both online and offline.

Total Payment Cancellation  The total amount of canceled payments.

Total Payers The number of people who made at least one payment to the retail brand.

Payers by Criteria Payers are categorized into three groups—Light, Middle, and Heavy—based on the average payment amounts of the bottom 50% and top 50% of All Payers.
Churn Payers Payers who paid to the retail brand in the previous period but did not pay to it in the current period.

Inflow Payers Payers who paid to other retail brands in the previous period but paid to the retail brand in the current period.

Industry An industry category independently classified by WISERETAIL based on payment behavior.

ideaware Copyright ® Ideaware Inc. All rights reserved



Data Update Cycle and Data Availability Period

Service

App Market Intelligence

Data Update Cycle

WISEAPP Rankings

Daily Data

Weekly Data

Monthly Data

D+1 business day

every 2nd business day of the week

every 4th business day of the month

Data Provide Period

Store Rankings Daily Data D+1 business day
Game Revenue Rankings Daily Data D+2 business day
WISEAPP Rankings Android/ i0OS Mar. 2016 ~
Store Rankings Android / iOS Last twoyears
Game Revenue Rankings Android Jan. 2018 ~

Retail Market Intelligence

Daily Data D+1 business day

Monthly Data every 4th business day of the month

Daily Data Jan. 2020 ~

Monthly Data Jan. 2018 ~

ideaware

Copyright © Ildeaware Inc. All rights reserved



WISEAPP - RETAIL

Thank you

If you have any questions about the company and data,
Please contact wiseapp@ideaware.co.kr

'\\v ]dea\/\/a e Copyright © Ideaware Inc. All rights reserved ldeaware
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