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A LIST OF ADVANTAGES | yStats.com provides secondary market research: By using various sources of information we ensure maximu
all obtained data. As a result companies get a precise and unbiased impression of the market situation.

I Only reliable sources such as national and international statistical offices, industry and trade associations, business reports,
business and company databases, journals, company registries and news portals are used as a basis for the analyses,
statistical reports and forecasts.

I Our international employees research and filter all sources and translate relevant information into English. This ensures that
the content of the original studies is correctly interpreted.

| yStats.com delivers all research results as PowerPoint files. All data can therefore be used directly for board presentations
or be individually adapted.

I If required, yStats.com provides in-depth analysis for all research projects. Simply send us a request.

TERMS OF USE AND I This report is copyrighted. All rights reserved and no part of this report may be reproduced, stored in a retrieval system or
COPYRIGHT CONDITIONS transmitted in any form without the prior permission of the publishers.

I The information in this report does not constitute the provision of investment, legal or tax advise. Any views expressed reflect
the current views of the original authors, which do no necessarily correspond to the opinions of yStats.com GmbH & Co. KG.

I The information in this report is provided for informational purposes only and without any obligation, whether contractual
or otherwise. No warranty or representation is made as to the correctness, completeness and accuracy of the information
given or the assessments made.

I We have taken every precaution to ensure that details provided in this report are accurate. The publishers are not liable
for any omissions, errors or incorrect insertions, nor for any interpretations made from the document.

© Copyright 2015 ystats.com GmbH & Co. KG, 22765 Hamburg, Germany 2
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This report is subject to the Terms & Conditions of yStats.com GmbH & Co. KG, which can be found at yStats.com. By selec
license, you agree to the Terms & Conditions which pertain to said license. Please be aware that any misuse of this product or a
in accordance with the aforementioned Terms & Conditions will result in legal action.

The licensing structure is as follows:

SINGLE USER LICENSE I allows one (1) user to access the downloaded report.

SITE LICENSE I allows up to ten (10) users of a company within a specified geographic area (i.e. country) to access the
downloaded report.

GLOBAL SITE LICENSE I allows up to ten (10) user of a company worldwide to access the downloaded report.
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Secondary Market Research

1 The reports are compiled based on secondary market research. Secondary research is information gathered from previously published sourc®
based on information and data acquired from national and international statistical offices, industry and trade associations, business reports;
company databases, journals, company registries, news portals and many other reliable sources. By using various sources we ensure maximum obJ§
reported data. As a result, companies gain a precise and unbiased impression of the market situation.

1 Cross referencing of data is conducted in order to ensure validity and reliability.

1 The source of information and its release date are provided on every chart. It is possible that the information contained in one chart is derived from several
sources. If this is the case, all sources are mentioned on the chart.

1 The reports include mainly data from the last 12 months prior to the date of report publication. Exact publication dates are mentioned in every chart.

Definitions

1 The reports take into account a broad definition of B2C E-Commerce, which might include mobile commerce. As definitions may vary among sources, exact
definition used by the source (if available) is included at the bottom of the chart.

Chart Types

1 Our reports include text charts, pie charts, bar charts, rankings, line graphs and tables. Every chart contains an Action Title, which summarizes the main
idea/finding of the chart and a Subtitle, which provides necessary information about the country, the topic, units or measures of currency, and the applicable time
period(s) to which the data refers. With respect to rankings, it is possible that the summation of all categories amounts to more than 100%. In this case, multiple
answers were possible, which is noted at the bottom of the chart.

Report Structure

1 Reports are comprised of the following elements, in the following order: Cover page, preface, legal notice, methodology, definitions, table of contents,
management summary (summarizing main information contained in each section of report) and report content (divided into sections and chapters). When
available, we also include forecasts in our report content. These forecasts are not our own; they are published by reliable sources. Within Global and Regional
reports, we include all major developed and emerging markets, ranked in order of importance by using evaluative criteria such as sales figures.

Notes and Currency Values

1 If available, additional information about the data collection, for example the time of survey and number of people surveyed, is provided in the form of a note. In
some cases, the note (also) contains additional information needed to fully understand the contents of the respective data.

1 When providing information about amounts of money, local currencies are most often used. When referencing currency values in the Action Title, the EUR
values are also provided in brackets. The conversions are made using the average currency exchange rate for the respective time period. Should the currency
figure be in the future, the average exchange rate of the past 12 months is used.




we report, you grow

.' yStats_com lobal E-Commerce Intelligence
METHODOLOGY OF THE CURREN

OBJECTIVE

Report Coverage

1 This report covers the online payment market in Eastern Europe. It takes into account a wide definition of online payment, including payment methods Ued in
online shopping and mobile payment, such as remote and proximity payments.

1 The major countries in the region are covered, while data availability varied across the markets.

1 The report includes data mostly published within the previous 12 months. The exact date of publication of the source is stated on each chart. The time period
which the data refers to differs by source.

Report Structure

1 The global chapter opens the report, featuring an overview of global online and mobile payment trends and forecasts.

1 Next, information about regional development and country comparisons are included.

1 The rest of the report contains country-specific information. The countries are presented in the descending order of B2C E-Commerce sales.

1 Depending on data availability, the following types of market information are included: payment methods most used by online shoppers, breakdown of B2C E-
Commerce sales by payment methods, trends in online payment security and fraud, number and value of online/mobile payment transactions, and mobile
payment user penetration. Not all the mentioned types of information are available for each of the covered countries.
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AONLINE PAYMENT

AMOBILE PAYMENT

APROXIMITY MOBILE PAYMENT

ANFC & CONTACTLESS
PAYMENT

AALTERNATIVE PAYMENTS

AE-WALLET

AMOBILE WALLET

AINSTANT PAYMENTS

AB2C E-COMMERCE

The following expressions and definitions are used in this Online Payment market report*:
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Transfer of money made over the Internet following a ¢ o n s u npayménscommand, includes pa and

service purchased in B2C E-Commerce and M-Commerce.

A wide definition of mobile payments includes payments made remotely in M-Commerce and proximity paymefits made in-

store, such as via QR code scanning and NFC technology.

A mobile payment where the merchant and the consumer are present in the same location and the interaction between the
c o n s u ndevicé (sard, mobile device) and the POS is conducted using a proximity technology (e.g. NFC).

Near Field Communication is a set of standards to create radio communication by bringing devices close together or
having them touch each other. In that way, contactless data exchange and contactless payment transactions using an
NFC-enabled smartphone or other mobile device can take place. Similarly, contactless payments can be made by credit
and debit cards enabled with the contactless technology.

Generally refers to payment methods other than credit card or bank card payments. Widely defined, alternative online
payment methods include bank transfers and direct debit, digital wallets, pre-paid cards and private label cards, invoice,
and digital currency. May also include cash on delivery and card schemes by local companies other than global card
brands.

A prepaid digital account, allowing users to store money and use it in online or mobile transactions. The examples of E-
Wallets or digital wallets include Alipay and PayPal.

A software solution that enables consumers to store payment credentials, such as credit or debit card information, and use
the stored credentials to pay digitally for transactions made in-store, online or via mobile. Mobile wallets are installed on
mobile devices which are used to complete payments. The examples of mobile wallets include Apple Pay, Samsung Pay
and Google Pay. Mobile wallets are often included in the broader category of E-Wallets or digital wallets.

Electronic payment solutions for retail which are available 24/7/365 and thus result in immediate or close-to-immediate
interbank clearing of transactions and crediting of the p a y e acsounts and confirm the payment to the payer after
payment initiation.

The sale of products (and services) through electronic transactions via the Internet from businesses to consumers.

Note: *the definitions used by the original sources might differ from the ones stated on this chart; the exact definition used by each source, where available, is included on the respective

charts
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Management Summary
2. Global Developments

AOnline & Mobile Payment Trends, May 2022

AMost Used Payment Methods When Shopping Online During The Pandemic, in % of Online Shoppers, by Selected Countries, Ap

APayment Methods Used More Frequently Compared To Pre-COVID-19 When Shopping Online, in % of Online Shoppers, by Selected
Countries, April 2021

AReasons For Changing Payment Method Habits During The Pandemic, in % of Online Shoppers, by Selected Countries, April 2021

APayment Value, by E-Commerce Payments and POS Payments, in USD trillion, 2021 & 2026f

AShare of Cash Payments, in % of Total POS Transaction Value, by Region, 2021 & 2025f

AMobile Payment Market Size, in USD trillion, 2021 & 2028f

Avalue of Biometrically Authenticated Remote Mobile Payments, in USD billion, 2022e & 2027f

ANumber of Biometrically Authenticated Remote Mobile Payments, in billions, 2022f & 2027f

ANumber of Proximity Mobile Payment Transactions, in billions, 2021e & 2023f

ANumber of B2C E-Commerce Transactions Paid by OEM Mobile Payment Apps, in billions, 2022f & 2026f

ANumber of Mobile Wallet Users, by Region, in millions, 2020 & 2025f

AProximity Mobile Payment Users Worldwide, in millions, and Year-on-Year Change, in %, 2020-2025f

AProximity Mobile Payment User Penetration, in % of Smartphone Users, 2020- 2025f

Avalue of Contactless Card Transactions, in USD trillion, 2020 & 2021e

ABNPL B2C E-Commerce Sales, in USD billion, 2021e & 2026f

AcCryptocurrency Payment Value, in USD billion, 2018- 2023f

APayment Methods Accepted by Online Merchants, by Already Accepted and Planned, in % of Online Merchants, February 2022

AShare of Remote Physical Goods Purchases, in % of Fraud Losses, 2021e

3. Europe

3.1 Regional

AOnline & Mobile Payment Trends, June 2022

ABreakdown of Payment Methods Preferred in B2C E-Commerce, in % of Online Shoppers, by Selected Countries, November 2021
AShare of Payment Methods Used In-store in the Past 12 Months, in % of Consumers, July 2021

ABreakdown of Preferred Electronic Payment Methods for In-store Purchases, in % of Consumers, July 2021
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Europe (Cont.)

Regional (Cont.)

ABreakdown of Preferred Electronic Payment Methods for In-store Purchases, in % of Consumers, by Generation, July 2021

AShare of Consumers Who Would Support the Mandatory Acceptance of Digital Payments, in %, July 2021

AsShare of Merchants Who Prefer Accepting Electronic Payments Over Cash, in %, July 2021

AAttitudes Towards Saving Card Details in Online Stores, in % of Internet Users, by Selected Countries, 2021

ABreakdown of Intention of B2C and B2B Marketplaces to Launch Embedded Payment Services, in % of Decision Makers, July 2021

APerceived Advantages of Embedded Payment Services, by Very Appealing and Appealing, in % of Decision-Makers from B2C and B2B
Marketplaces, July 2021

Emerging Markets
Russia

APayment Methods Used in B2C E-Commerce, by Popularity, in % of Online Shoppers, 2020 & 2021
AShare of Non-Cash Payments, in % of Total Retail Trade Turnover, Q1 2022

AShare of Mir Card, in % of All Card Transactions, June 2022

AShare of Mir Card, in % of Issued Cards, June 2022

Poland

ABreakdown of Payment Methods Preferred in B2C E-Commerce, in % of Internet Users, November 2021

APayment Methods Used in B2C E-Commerce, by Age, in % of Online Shoppers, May and June 2021

AOnline Shoppers Who Shop Over the Internet Due to The Availability of Various Payment Methods, by Age Group, in %, May and June
2021

AOnline Shoppers Who Would Buy Online More Often If Safe Payment Methods Were Available, by Age Group, in %, May and June 2021

AMobile Payment User Penetration, in % of Internet Users, 2020 & 2021

ABreakdown of Instant Payment Services Used in B2C E-Commerce, in % of Online Shoppers Making Instant Payments, May and June
2021
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Europe (Cont.)

Emerging Markets
Poland (Cont.)

ATop 5 Factors Affecting Online Shoppers2  Per cept i on of @lomandercé Wdbsite WheroPurchasingfar e FErst Time,
incl. Payment-Related, in % of Online Shoppers, May and June 2021

AProblems Encountered by Online Shoppers When Making B2C E-Commerce Purchases Via Mobile, incl. Payment-Related, in % of
Mobile Shoppers, May and June 2021

AShare of Consumers Who Would Trust a Retailer More If They Had a Pay Later Solution Available, in %, August 2021

AShare of Consumers Who Would Return as Customers More Often If a Retailer Had Pay Later Solutions Available, in %, August 2021

ABNPL Gross Merchandise Value, in USD million, 2021 & 2028f

Turkey

ANumber of Domestic E-Commerce Transactions with Domestic Bank Cards, in millions, and Value, in TRY million, Q1 2020 - Q1 2022

ANumber of Cross-Border E-Commerce Transactions with Domestic Bank Cards, in millions, and Value, in TRY million, Q1 2020 - Q1
2022

ANumber and Value of Contactless Mobile Transactions, in millions, and Value, in TRY million, Q1 2020 - Q4 2021, and Q1 2022

Czech Republic

APayment Methods Used in B2C E-Commerce, in % of Internet Users, March 2021

Ashare of Respondents Who Would Prefer Paying Contactless When Given the Option, in %, March 2021
AApplications Used for Mobile Payments, in % of Mobile Payment Users, March 2021

Romania

ABreakdown of Payment Methods Used in B2C E-Commerce, by Domestic and Cross-Border Online Stores, in % of Online Shoppers,
March 2022

Hungary

ABreakdown of Domestic E-Commerce Transactions by Payment Method, in %, 2022
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Europe (Cont.)

Emerging Markets (Cont.)

Ukraine
ANumber of Payments via Contactless Cards, in millions, January 2021 - January 2022
Bulgaria

ABreakdown of Payment Methods Used in B2C E-Commerce, by Domestic and Cross-Border Online Stores, in % of Online Shoppers,

March 2022
ANet Share of Online Businesses Experiencing Increase in Sales Share Attributed to a Payment Method, by Payment Method Used, in %,

October - November 2021
Croatia
APreferred Payment Methods Used in B2C E-Commerce, in % of Online Shoppers, February 2022
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Cash payments decreased significantly in popularity am®
online shoppers in 2021, w
Russia: Payment Methods Used in B2C E-Commerce, in % of Online Shoppers, 2020 & 20

55.4%
‘ Prepayment by Card 53.5%
Payment by Card Upon 23.5%
Receipt 22.0%
Cash Payment Upon 10.9%
Receipt 17.4% m2021
Prepayment by Bank 5.1%
Transfer 3.5% 02020
- 3.8%
Prepayment via E-Wallet E 2 8%
. : 1.3%
Prepayment via Terminal # 0.8%
0% 25% 50% 75% 100%

in % of Online Shoppers

Survey: based on a survey of 5,800 online shoppers in 2021, g uest iepreviows $2kmoths wher buydng ¢ a t
goods from Russian online stores?’
Source: Yandex.Market, GfK, December 2021
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Czech Republic: Share of Internet Users Who Would Prefer Paying Contactless When Give
in %, March 2021
No, especially for higher

amounts
5%

No, | try to not pay
contactless
13%

Yes, at any time regardless
of the amount

19%
Yes, especially for smaller
amounts
62%
Note: does not add up to 100% due to rounding
Survey: based on a survey of 1,000 individuals in the Czech Republic; aged 18-7 9 ; conducted in March 2021;eth optichtwoutdiyou arefér od :

pay contactless?u
Source: Czech Banking Association, June 2021
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