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Business Operations Focused in Three Divisions
Retail sales ~ €14 billion

Building and technical trade Grocery trade Car trade
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Retail sales: retail and B2B sales, Q3/2021 rolling 12 months
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Digitalisation is One of Our Strategic Growth Drivers

Growth strategy

oneunirier €

GROCERY TRADE

CUSTOMER EXPERIENCE
BUILDING AND

TECHNICAL TRADE
DIGITALISATION

SUSTAINABILITY
CAR TRADE
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Good Strategy, Digitalisation and Data Utilisation have
Contributed to Our Strong Performance

Comparable operating profit

Reported figures, € million Guidance
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Strong Strategy Execution Reflected in

Sales Growth and Improved Efficiency
Plenty of further untapped potential

Retail sales growth

for core businesses
since 2014

Steady cost ratio
improvement

€4.2bn 16.47%

2014:19.2%

Q3/2021, rolling 12 months
Costs / reported Group net sales
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Digital Sales Now Worth €1.4 billion

Digital trade sales €1.4 billion
Q3/2021, rolling 12 months

3% 2%

359 41%

1 K-Ruoka.fi m Kespro

m Onninen Building and home improvement trade

m Sports trade

In B2B trade, particularly strong growth in

Kespro’s and Onninen’s digital sales

Strong online growth also in B2C:
» K-Ruoka +55% (groceries)
« K-Rauta +51% (building & home improvement)

» Sports trade +51%

Figures Q3/2021, rolling 12 months
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Forerunner in Trading Sector Digitalisation

We are using digitalisation to improve
customer experiences and to make
operations more efficient
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Grocery Trade Well-Positioned
to Continue Sales Growth

Onlinelgrocery sales will remain permanently
above pre-pandemicilevels and will continue to grow

Using customer data to create store-specific business ideas
and to make e€veryday decisions on selections and pricing

Strong development of digital services and
online sales also going forward
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Strong Country-Specific Actions to Support
Growth in Building and Technical Trade

Seeking profitable growth in all operating countries

Further developing digital services
for the three customer segments:
technical trade, builders' merchant, and DIY
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Overall Industry Transformation and
Our Own Renewal Supporting Growth in Car Trade

Our own renewal proceeding well, forming a basis for growth
Digitalisationsand customer experience central to strategy

Driving further growth in new cars, used cars, and services
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Digital and IT Driving Efficiency

Realising
synergies

Common architecture, core
platforms and technologies

e Economies of scale

 Faster speed-to-market

IT sourcing, vendor management
and IT service consolidation

 Driving lower unit costs in IT

Process efficiency
& automation

Process re-engineering with
common ERP platforms

Robotic Process Automation

* Over 200 processes in
production

Process mining

 Finding process bottlenecks and
further automation possibilities

Data and
analytics

Data-driven business processes

« Utilising algorithmic capabilities
in core retail processes improves
process efficiency and margins

Data-driven decision support

« Unlocking value of data with
easy-to-use analytics
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Reducing Unit Costs Further

Operating expenses

Depreciations
26.3%

Personnel expenses

41.3%
€1,819.7
Other million
operating costs
6,5%
Property

maintenance and

IT costs
5.4%

other costs Marketing expenses
8.7% 11.3%

Cost ratio, rolling 12 months, %
lllustrative and excl. acquisitions and divestments

Q418 Q1/19 Q2/19 Q3/19 Q4/19 Q1/20 Q2/20 Q3/20 Q4/20 Q1/21

lllustrative comparison figures excluding Kesko Senukai

Q2/21

Q3/21

K
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Strategy-Driven Capex

*  Driving growth with well-prioritised capex

* In store site capex, focus on remodelling and
new technology

+ Indigital and IT, the objective is to improve
customer experiences and cost efficiency

*  Focus on data, e-commerce, digital platforms
and consolidating a common core

* Targeted acquisitions to boost market share
growth and synergies

Capital expenditure (excl. acquisitions), € million

350
3% 246 239
134 225
2 101
49 26
32
143 126
2016 2017 2018 2019 2020 Rolling 12
ths,
B Store sites IT m Other gBO/r]ZO;

* Excluding Kruunuvuoren Satama store sites €85.3 million K
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Digitalisation at the Core of Our Strategy

Anni Ronkainen, Chief Digital Officer
Kesko Digital Hour, 1 December 2021
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Digitalisation and Strong Customer Focus Are
Crucial for Our Growth Strategy

Growth strategy

GROCERY TRADE

BUILDING AND
TECHNICAL TRADE

CAR TRADE SUSTAINABILITY
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Our Customer Loyalty Programme Is a Great Source of Data

2 million

customer encounters
every day in Finland

(Q3/2021)

3.3 wition

active K-Plussa
loyalty customers in
Finland

(9/2020-9/2021)

38.6 rition

registered purchases
per month at K Group’s
grocery and K-Rauta
(FI) stores

(Q3/2021)

36

of K-Plussa Customers
are known and we can
reach them with
personalised marketing

(Q3/2021)

23.2 ritor

visits at K Group’s
Fl-websites per month
(10/2021)

> 2 million

instances of feedback
from our grocery and
digital service
customers (1-12/2020)

1.7 rition

visits in the K-Ruoka
mobile app per week

(10/2021)

KPlussa
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Our Data Adds Value to All Stakeholders, Not Just Customers

K Group

Business growth enabled by

high-quality data and loyal |
customers -

K-Retailers / K
Store-specific business ideas

supported by high-quality data

and new tools (e.g. K-Valikoima,

K-Marketing, K-Campaigns) for
strengthening the relationship with
customers

Customers

Added value and new
services that help in
everyday life and increase
emotional connection

K-Partners

New business
opportunities enabled by
data

K
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What we do with the data
+ CASE 1
Kesko and K-Retailers

Supporting Store-Specific
Business Ideas with Data



Strong Support for Store-Specific Business Ideas and
Data'Driven DECiSion Making (Example: grocery trade, K-retailers)

STRATEGIC DECISIONS

Market share and potential +

= Product categories: e.g. what =
sales and profitability

is important for your best

S0y -2 customers?
e —
== Number of customers and |

I profiles

[
l

, ll|||lE j !

||||||||||E l|||||
=

|

-
Competitors:
Sales volumes + development +
location

Market area map =
from which areas store sales/
| customers comes from?

Strategic choices based on facts

K-retailers systematically develop and manage their store-specific

business ideas = easy access to customer and market area
insight/data

OPERATIVE DECISIONS

SCORECARD (KPI'S) first page (summary)

nnnnnn

Day-to-day operative decisions based on facts

K-retailers have access to relevant data
= Key KPIs, rankings, product level data
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Digital Services for K-food Stores: Store-Specific Business Ideas
Implemented with Easy, Modern Data Services and Tools
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Store staff actively involved in the development:
best practices shared with all K-food stores

-l

—'

l

Selections and product recommendations - K-Valikoima

Promotions - K-Kampanja

‘ « Targeted marketing - K-Markkinointi
Online grocery operations - K-Deski
)4 * Local suppliers and products - K-Tuote
Customer feedback - Hymy

Mobile tools to "t "'-“'" * Storereporting - K-Raportointi

help everyday
work in the

stores Tﬂf,‘l-’
gt OIS ln
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What we do with the data
+ CASE 2
Grocery stores

The Digital Store Concept Aims for a Personalised
and Inspiring Customer Experience and

More Efficient Store Operations
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Electronic Shelf Labels (ESL) Make
Store Operations More Efficient and
Customers Happier

R/ "
s
7 //,‘.lu 4/

7 7 —,

« Minimising errors in pricing, saving the store staff’s time
as shelf prices are automatically obtained from the cash

=y register system
2N

> =t  Information on allergens automatically displayed for the

customer e.g., lactose free, gluten free, vegan
* Freeing up time for customer service

 Saving paper; discarded data strips recycled into new

plastic products

K
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What we do with the data
+ CASE 3
Customers

Personalised Customer Experience
in Digital Channels
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Ravintovalintasi (12kk)

" Kasvikset
%, 680 gpiivéssd/hld

Ruokaryhmn kulutuksenne viikossa
Ostatte kasviksia paivasss keskimarin 680 g /
henkilé eli noin Tkurkun verran.

Suositukset
Kasviksia suositellaan syotavan vahintaan 0,5 kg

péivassa.

Kalat ja merenelavit
@ 130 g viikossa /hlo

Punainen liha
230 g viikossa / hlé

Suolan kulutus
2,1 g piivassa /hld

Sokerin kulutus
51 gpaivassa /hlo

bl

e Ostoksesi K-ruokakaupoissa
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Kotimaisuustaso Hiilijalanjalki limastotaso
oo n. 679 kgCOze s

m Maito, juusto, munat ja rasvat 322¢€

(1] n. 270 kgCOze  15% @

@, Hedelmiit js vihannekset 319 €

L1 n. 169 kgCO:ze 15% -

G Leivit keksit ja leivonnaiset

Tasosi (12kk)
A

+

Kotimai
L L L

Ihan hyvé, mutta voisi
mennd paremminkin!

Aseta tavoite

Ravintaualintaci (17LL)

Nosta kotimaisuustasoasi
Arvieimme, ettd pienill3 arjen valinnailla,

sinunkaltaisesi asiakkaan on mahdollista nostaa
kotimaisuustasoaan puolen yksikdn verran.

00

Aseta tavoite

Ostokset: Sharing the Data with Our Customers

Ostokset is a service in K-Ruoka mobile app enabling
customers to:
1. What they have bought over the past 5 years - from a

category level into a detailed product level.
2. The share of Finnish produce in their grocery purchases.

3. Set targets to increase the share of Finnish products in
the shopping basket and get product suggestions on
matching Finnish products (K Al).

4. How much they have bought red meat, sugar, salt,
vegetables, fish and how purchases match with national

health recommendations.

5. How many kilograms of CO2 equivalent (carbon

footprint) their grocery purchases have created.

6. Set targets to decrease carbon footprint and get
concrete tips for achieving them. i
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Online grocery
) cases
Customers

Number One in Online Grocery in Finland



The Best Online Grocery Customer
Experience on the Market

Omat Plussa-etusi
= e - - e
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5/ %17} thot
45 55
KA PARHAAT PIRKKA PARHAAT Smoothiet INDIAN Salsa 260 g PROPUD Pirtelst 330 ml
t 250 ml
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The most user-friendly online store application on the

market

The biggest selection of up to 30,000 products with
competitive prices
Fast and reliable home delivery and click & collect

services

Nationwide store network enabling efficient home

deliveries

=
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K-Ruoka Is the Market Leader in Online Grocery in Finland

Monthly online sales (all grocery chains) * 500 K Group grocery stores offering online grocery

0% VAT (excl. delivery and picking costs) compared to previous year services (11/2021)
30
5 «  Online grocery sales growth in 2020: +378% y/y,
> 25 1-9/2021: +25% y/y
20 « Customer satisfaction at a very high level: NPS 81
h * K Group gained market leadership in online grocery in
10 Finland. Market share 41% (2019) = 54% (2020)
5 *  Online grocery sales are expected to remain at a high level
ost-pandemic and continue to grow - competition is
, i post-? grow - comp

intensifyin
RGP A AR U SR «0 oS KRR %0 «\” o,\’”
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We Invest in the Development of Online Grocery

I!'lﬁl] Digital customer experience
ﬁﬁ * Renewal of the K-Ruoka mobile application and K-Ruoka.fi website to support a seamless customer
experience between channels and enhance store-specific business ideas and inspiration

Development of in-store picking
« Our target is to increase picking efficiency remarkably by implementing a customised picking system
and optimising the store space with e.g. a fast-movers picking area
* Piloting of automated assisted picking Micro Fulfillment Center

“ Development of click & collect
.’ » Our target is to increase click & collect volumes

» Curbside / drive-in pick-up, pick-up lockers and possible remote pick-up points

Last mile logistics
C * Developing fast deliveries further
Q * Delivery planning and customer communication software for every store providing home delivery services
» Kesko-operated delivery service for high-volume stores L
K
33 LA
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Localised selection delivered to a growing
customer base faster and more cost-effectively






MFC Complements K Group's Competitive Advantages

Picking from three zones. Main volume from automation and fast-picking area to ensure cost efficiency™

Goods to person picking Fast picking In-store picking

+ 50-60% of volume e 25-35% of volume  5-10% of volume

* Picking efficiency 300-650 rows/hour * Picking efficiency 120-200 rows/hour * Picking efficiency 50-70 rows/hour
* Warm & chilled » All temperatures * Slowest moving & service counter

articles, all temperatures

Marshalling and delivery .
K

*) Efficiency estimates are based on average estimates provided by MFC vendors. prem
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Digital Services Are Developed Based on
Different Customer Needs

Technical professionals Professional builders Consumers

Customer needs: Customer needs:

* Wide selection » Comprehensive product information
+ High quality enriched product information + High quality products

+ Reliable deliveries at the agreed time * Smooth purchasing

+ Customer-specific pricing and selection * Good search function

+ Digital services * Wide selection

» Competitive prices and delivery fees

S
42 Source: Kyla research 1/2021 K
Market Research, Norstat 4/2021 KESKO 80
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New cars

Transforming the Car Trade Business
with Digitalisation at the Core

@\
Digitalisation
in car trade

a8 ¥ ® % &

Services / Services /

! Marketing Finance
car service spare parts

Used cars
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Digitalisation and Customer Experience
Central to Car Trade Strategy

50% Digital channels

of service bookings are made

through digital channels 7 million visits

250,000 completed car configurations

Annual digital service sales

~€25 nillion

40,000 sales and service leads

50% of media spend

NPS GLI'
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Our Digital Journey Continues



Still Plenty of Potential in Increasing Data Usage Further

Data
usage %

Data usage

~50%

Data usage

~25%

Data usage

>10%

2015 2021 2025
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