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About Coupang
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What makes Coupang Eats Special
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24.7 Million

Active product commerce customers
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$34.5 Billio @
Annual
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Coupang Business-Internal User Only
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190 Regions

Connecting customers across

190 regions worldwide

Coupang at a Glance

among the world’s most innovative
companies in retail by Fast Compan
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108K Emplovyees

108,000 Employees
worldwide
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Wide Range of Services and Customer Touchpoints in Everyday Life
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Shopping Food Delivery, and Content Streaming Distinct Service Values and Customer Experiences

coupang

AMZ et o
Product Discovery and Purchase

Finding, comparing, and purchasing
products as part of the shopping
experience

coupangeats
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Food Discovery and Ordering

A food delivery experience that lets
customers explore restaurants and menus
and place order

» coupang play

Fat Al2|X, AZX S
Ciefst FHIXE A|HGHE B

An experience of watching a wide range of
content, including movies, series, and sports



1-2. About Coupang Eats
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Coupang Eats, Korean Premium Delivery App Operated by Coupang
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Steady growth in active product commerce customers
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Sustained growth in user engagement and retention
 H}E HiERF Y2EE ox

Fast delivery and consistent customer experience (CX)
- ot9s|2l | 0/ ZHSH USE £2 Y

A satisfying experience with zero delivery fees for WOW members

(2024.01~ 2025.12)
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Market Expansion and Partnerships Beyond Borders and Everyday Life

Rocket now Japan Z1%!
(25.01) Rocket now Japan
Launch
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Global commerce * N
transforming everyday life I
™

beyond Korea
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Zero Delivery Fees on Coupang
Eats

o2 2|2 O0f == HizH| OH

MH[A XIS

Zero delivery fees on @

every order for

WOW members

Quick
Commerce

UK ATH MO T BT A B

Secured partnerships with
STORE
Korea’s four major -

convenience store brands

24A|ZHHHE (26.05)
24-Hour Delivery

M2 37|26l HAAE

SHOE AIE, L A2 HIESH
HO|H &E 24A[ZHHHE H|Al £
Launched 24/7 convenience and

meal delivery across major
metropolitan areas.
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Shopping Category 41
Shopping Category Launch

HHE S '=0f 2I0|ZAEIY HMAE XISt
Evolving beyond a delivery app into a
lifestyle commerce platform
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Delivery Trends

£ HSE AJSH 20| U AH|K} HE 2
Recent Delivery Market Trends and Consumer Behavior Analysis



2-1. S A& EZHE Delivery Market Trends
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ZN 24 Delivery Platform Spendings

A
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Spending on delivery platforms in Korea exceeds KRW 3 trillion

3.28
(+17.6%)
2.54 2.79 ]
(+4.1%) (+9.8%)
ANV
2023.07 2024.07 2025.07 2026.07

Q10| =% | Data Forecast(https://data.igaworks.com/forecast/delivery)


https://www.wiseapp.co.kr/insight/detail/1058/delivery-app-rankings-mau-payment

2-1. HE A& EZHE Delivery Market Trends

1-LCHH 1O 242 Purchasing Status by Age Group

DE WHECHOIA BHE ZXI7F =% 1, 7 = 40CH o] 7P 20| SR SLILCT.
Delivery spending increased in all age groups, with men in their 40s showing the largest increase.
40s Men 40CH =8

+ 2739 +13.6% + KRW 27.3B

40s Women 40CH 014 +2492 +105% + KRW 24.9B
30s Men 30t &3 +225% +7.7% + KRW 22.5B
50s Women S0 013 +215% +185% + KRW 21.5B
50s Men SOH &3 +196% +211%  + KRW 19.6B
30s Women 30CH 018 +188% +7.4% + KRW 18.8B
60+ Men 60CH O] & =S NG + 66.42] :315% + KRW 6.64 Billion
60+ Women 60CH 0]4 0f-d +64.2% +241% + KRW 6.42B
20- Men 20CH 0|5t &S +61.3% +52% + KRW 6.13B
20- Women 20CH 0|5} 04 +9.3% +06% + KRW 930 Million

= : Data Forecast(https://data.igaworks.com/forecast/delivery), Ztid 92 CjH]|



2-1. HE A& EZHE Delivery Market Trends
717+ 0 g Purchasing Status by Household Type

28 MICHel g2l Xt 7tFL| FF0| 7Fg tt27| F7fst USLILCE.
Orders are growing fastest among senior households and families with grown children.
MI 224% +1.2%<
Single

ZF0 XHA 7FF 29.2% +8.5%
School-Aged Child Household

YO Xt 7tF 13.2% +10.8%
Young-Child Household

soxim s I 1

Adult-Child Household

AlS 169% +1.8%

Newlyweds
aeie | - 2o.3%
Senior

= M Data Forecast(https://data.igaworks.com/forecast/delivery), Ztid 92 CjH]|



2-1. HE A& EZHE Delivery Market Trends

Xl ZAMI5H= X129 Top Spending Regions

g0l AFEX|E S ZM=l HE (%) F8
Estimated share of total transactions by Korean regions of residence (%)

7| M= s el Ci 7 At 7|E}
Gyeonggi  Seoul Busan Incheon — Daegu Gyeongsangnam-do  Others

Company B 24.1 93 o0

FE0I= 7.2 6.8
Coupang Eats ! !
Mg - 27| 58.6%J

Seoul - Gyeonggi
20264 78 JI=
As of July 2026

=1 olo| =92 g


https://www.wiseapp.co.kr/insight/detail/1078/2026-quick-commerce-qcommerce-retail-app-trend
https://www.wiseapp.co.kr/insight/detail/1078/2026-quick-commerce-qcommerce-retail-app-trend
https://www.wiseapp.co.kr/insight/detail/1078/2026-quick-commerce-qcommerce-retail-app-trend
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Seafood Consumption Trends

FHO0|= 415 AH| EHIE njo}
Understanding Seafood Consumption Trends on Coupang Eats
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3-1. =4t= == 212 Seafood Ordering Status
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Growth in Salmon Orders on Coupang Eats and Expansion of Norwegian Salmon
Hi S ©10] A1 =Hl &%, 20264 Stit7| L. E9f|0|4t FF H| S W2 &5
As the delivery salmon market expands, Norwegian salmon’s share rise rapidly in H2 2026

HA| oo =& 2 0| L 2gjo]&t vs Ha|4F EE F0]
Overall Salmon Order Trends Monthly Trends: Norwegian vs. Chilean
L 29|0j4 Ha
- Norwegian Chilean

26.78 4 - Hef|lte| of 264
Overtook in July 2026 = Nearly 2x Chilean Salmon

n—/
/'/
25Q1 25Q2 25Q3 25Q4 26Q1 26Q2 26Q3
25.1 25.4 25.7 25.10 26.1 26.4 26.7 26.9
2026 Q3 ™A 37| CHH| +68% FLEX] 20l =2 L =E¢[0] HIF(Q3) 41% - 68%
Q3 2026: +68% YoY Norwegian Salmon’s Orders with Origin Verfication (Q3): 41% — 68%

T FYO0|X iR FE2 HIOIEI(FE3H) 7| &. TA F2 2= 0|71M/71EF + Lo 29)|0]4F + =24 gA|0|0f, JLtX| H|ZS2 L 22)|0|- 2| = 2tQIE = L HISYLICH
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=4I= Trend Seafood Trend

HHI2| 0.4%LH, ¢10]-2] BM = FE2 2 =5 571

Seafood Searches Account for 0.4%, but Orders After Salmon & Sashimi Searches Are Rising

741H HI% OI-II O4%|:H

a2 FE2 25 37H-UX &

2tC2e] oiX|7} AL}

Low search share (0.4%), but rising orders signal potential to expand awareness

M| M Z 4= 7| E HIS

Share of Seafood Keywords in Total Searches

10{-g| ghit -
Salmon & Sashimi Combined -
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/ \
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0.00%
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FEO|= A ZHM| 0.4~0.5% &
0.4-0.5% of Total Coupang Eats Searches
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Order Trends Following Salmon and Sashimi Searches
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Orders Following Searches Have Risen Sharply Since 2025
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3-2. &=4I= Trend Seafood Trend

7|2EM F2 315k 910] & 2| Orders by Keyword: Salmon & Sashimi

FEHO|= LY 'A0{’ & ‘2]’ F& =2| 300 F¢IAH =X 2 0 S71& 60CH+ 208%
Salmon & sashimi rank high among Coupang Eats users in their 30s, while orders among 60+ grew 208%

. m

| +78%

+208%
+63%

+55%

+70%

— +95%
254E Q2 25 Q3 254E Q4 264 Q1 264 Q2 269 Q3

T FYO|= LR HI0H 7| &.
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10/12~11/8 'E0|= L =¢J|0] §10] 2%t 7|21 dit S+
Performance Review of the Coupang Eats
Norwegian Salmon Collaboration Promotion (Oct. 12 - Nov. 8)



4-1. = 2¢J|o] H0of 7|2 Norwegian Salmon Promotion

Campaign Overview

2x - 22J[0] 0{E R2|Lt2} BiE AFoM SEl= A
Objective Promoting Norwegian salmon in Korea’s delivery market
oI % zhojHaHC
=0 (= e
Timeline 2026/10/12~2026/11/08

=2[HIEQ0], S22, £AH|=SH|0|

Participating Brands Yukhoe Bareun Salmon, Slow Cali, Poke All Day
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P njjo|X[1
Home Popup

S| 0] X|2
Landing Page 1

Landing Page 2

Home Banner
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o2l M3l Campaignh Performance

RS

Banner Type

&l Total

nkoi
H e

Popup

o2l Main

O0E Mid

g4
Impressions

9,829,069

2,375,546

7,324,684

128,839

—1
S=E

CTR

1.82%

6.62%

0.28%

0.27%

LE
Conversion
rate

1.14%

0.95%

2.60%

1.45%

AAF 41l Company A Performance

M= 0 2718 Menu Sales Growth Rate

+23.9%(3,2243%)

. BAI 41l Company B Performance

4 EHOH 578 Menu Sales Growth Rate

+27.6% (3,5772)

' CAl 42} Company C Performance

% E0H £7H2 Menu Sales Growth Rate

+8.3% (7,6012)
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Key Takeaways from the collaboration & Areas for Future Exploration

Touchpoint Branding Ecosystem Growth Media Synergies

3E|X Ol C}Z2Fx E ESI A Ell 2]
O D4 CijAf 231 0]0|X| & 2ot B Ay DHE LY 2 3 ol S nicloi® =0 o =eluY
Explore Logo Placement for Customers Partnership Development and Expansion Content Collaboration
WL =2 BEE 01, 2H[XVF A4S SH5 O CHE2.S Be 2 9JAl THEAFS 2t FEEL 0| s A X EE Sot FM=2|
— - ofs M= = Ur= =L (=1 =) =
HHe S7I7RK| Z2|0|Y fMX|C) TR S SN ~ ol= 3l malo| Xjtd Brol AERHYS HMYE 7ty 18l
= = T A= -7 = = =/ -

HEst=s S oA 24 o

Exploring ways to deliver origin value

Looking into holistic storytelling

|dentifying opportunities to expand approaches through video and culinary

collaborative models with a wider variety

beyond in-app orders, extending all of dining partners and menu categories content across diverse media touchpoints
the way to the physical delivery including Coupang Play

Vol A ENY 2
v lle 7S & 2= B B dsf v ol DE[Of & 2H= A|HX| FHE

coupang

Se'd “eats -

P coupang play

=S Sofl 2RISt Vs ES HIEC R, & AKX E 'E & U= CheFet A S n1a0l6H L7 SLICE.
Building on our collaboration, we aim to explore diverse ways to create mutual value across the ecosystem.



ZAFLICE Thank you

Y Z2|X Partnership Inquiries | grp_eats_ads_b2b@coupang.com
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