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This presentation contains forward-looking statements, including statements
regarding the intent, belief or current expectations of the company and its
management. Investors are cautioned that any such forward-looking statements
are not a guarantee of future performance and involve a number of risks and
uncertainties including, but not limited to, the risks detailed in the company’s
financial statements, and actual results could differ materially from those
indicated by such forward-looking statements.

All numbers in this presentation are expressed as of LTM June 2022, converted to
US Dollars and rounded to millions.






Our virtuous cycle results from our
omnichannel retail and financial
services leveraging each other to grow
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' . custoMers SELLERS

37 million

Total Customers

564

Stores & Malls

6.8 million

Banking Customers

Operations in

7 countries
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To interact at all touchpoints of the customer journey, we
incorporated Falabella.com, Fpay and Home Delivery unit

CUSTOMER’S JOURNEY

Iigeliile

Intermediation & Retail
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Financial Services

Loyalty
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All products and services under a same umbrella and in a consistent journey for the customer
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Delivery
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To continue accelerating growth we have created six cross business
platforms

CUSTOMER’S JOURNEY

Traffic Intermediation & Retail Payments Financial Services Loyalty Delivery

L)
O) @ SODIMAC, Fpay® @ 2" o Home
Q falabella-om . | Puitos Delivery
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OMNICHANNEL BANKING PAYMENTS HOME
RETAIL DELIVERY

BUSINESS PLATFORMS



Each platform plays a key role and has defined a clear ambition to

meet their purpose

b'¢

OO0 000 0O

LOYALTY

MARKETPLACE

OMNICHANNEL
RETAIL

BANKING

PAYMENTS

HOME

DELIVERY

To be the preferred program,

.. . —_— Acti O/ Of point redemptions
fanatizing our clients ]75 Mmn pgr't‘i';pqnts 25 /o mquedigitq"yp

To be the preferred Marketplace Sellers in our
For customers and Sellers in the region —® US$ 3] bﬂ GMV +]7,000 Marketplace

Offer the best products,

as of Aug-22

brands and experiences

Position Banco Falabella as

« US$ 16 bn = BB4 Suiinsceners

. US$ 7.3 N & +60% wiiites ™

the leading digital bank

Position Fpay as the customer’s
preferred payment platform

Exceed customer

- ° U S $ 2 6 b N v + 6 O O xglr;cte?ll}lsgfzive

delivery expectations

. (o) Of deliveries in less
* + 34 I ') n Dispatches 6 O /O than 48 hours in Chile



We have built a physical-digital ecosystem supported by our data,
analytics, technology, and people in a sustainable business environment

CUSTOMER’S JOURNEY

Traffic Intermediation & Retail Payments Financial Services Loyalty Delivery

L)
O) @ SODIMAC, Fpay® @ 2" o Home
i\ falabellaszom . | Putos Delivery
mallplaza # TOTTUS - falabellazom

Committed to ESG and a

X s sustainable (®)

Data & Analytics Technology Talent business development

ENABLERS



1. Marketplace

JAIME RAMIREZ
MARKETPLACE

3. Home Delivery

FRANCISCO IRARRAZAVAL
DEPARTMENT STORES

5. Loyalty

JUAN MANUEL MATHEU
FINANCIAL SERVICES

/. ESG

GASTON BOTTAZZINI
CEO

2. Omnichannel Retail

ALEJANDRO ARZE FRANCISCO IRARRAZAVAL
HOME IMPROVEMENT DEPARTMENT STORES

4. Digital Banking &
Payments

JUAN MANUEL MATHEU
FINANCIAL SERVICES

6. Operational Leverage

ALEJANDRO GONZALEZ
CFO
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We have leadership positions in markets with
attractive growth perspectives

Expected e-commerce market evolution
(US$ billion)

3.1
18.2
2.7
14.2 2.3
1.6 2.0
1.7
] I I
22F 23F 24F 22F 23F 24F 25F 26F
12.0% > 18.0% 71.4% > 11.4%
Estimated e-commerce penetration Estimated e-commerce penetration

L Chile # [)no%ri'tﬁ%tn le Peru # ?o%gﬁgtn

MARKETPLACE

il

11

3.0% > 6.5%

Estimated e-commerce penetration

market

mmm Colombia # position

Note: E-commerce growth estimations based on data from Euromonitor and local Commerce Chambers in each country. Market sizes include retail

categories, excluding financial services and tourism.



MARKETPLACE

Broad, competitive and curated

@ Leading loyalty program
catalogue of 1P and 3P products

in the region

falabella:zom

Personalized frictionless
purchase and post-
purchase experience

= Proprietary payment
processing platform

Delivery
falabellazom

| Banco
Fpay Falabella

Quick, convenient and reliable =

> | Comprehensive financing
delivery alternatives ™~

alternatives for our customers



MARKETPLACE

High quality traffic il
Ik Delivery solutions

Unique Falabella.com
seller experience @

\

1 falabellazom
1

SELLERS

\
\
o O
‘| Home
' Delivery
7

@ Financial Services
& Payments

Banco
Falabella

Tools to sellmore <%




Having a single marketplace allows us to take advantage MARKETFLACE
of the consolidated traffic of our retailers and brands

Falabella.com M A
- FHSODIMAC. aﬂ
consolidates the traffic and products ¢ \
of each of our retailers, thus enhancing
its network effects and transforming Marketplace
itself into an everything store THIRD PARTY
Department store SELLERS
: alabella. |
A consolidated platform ][
also allows to reduce S|P

dependence on paid traffic $: TOTTUS



We also shifted to a microservices-based architecture,

which provides us with greater flexibility, scalability and speed...

% W

Entrega en Las Condes

LENOVO

Notebook Ideapad Gaming 3 AMD
Ryzen 5 8GB RAM 256GB SSD + 1TB
@ HDD 15.6" FHD GTX 1650 Ti4GB

5/5(1) Es|

Agregzr al Carro

\

o8y 21 u\

Product Catalog

“ W

18 Cuotas s/interés CMR

Vendido por [l Falabella @

Color :

[ Guia de tallas

Caracteristicas destacada

Procesador: AMD RYZEN RS

Modelo tarjeta de video: NYIDIA GeForce GTX 1650 Ti
4GB GDDRé6

Tamafio de la pantalla: 15.4 pulgadas
Disco duro HDD: 1TB
Unidad de estado sélido SSD: 256GB

Agregar al Carro

983 21 AZ\

Price

.21 42\

< W

[l Guia de tallas

Caracteristicas destacadas

I Procesador: AMD RYZEN R5

Modelo tarjeta de video: NVIDIA GeForce GTX 1650 Ti
4GB GDDRé

Tamafio de la pantalla: 15.6 pulgadas
Disco duro HDD: 178
Unidad de estado sélido SSD: 256GB

VER MAS CARACTERISTICAS

_TE] Tipos de entrega

MR ¢Aun no tienes tu CMR?
iz Abrelay obtén $10.000 de descuento

{7 Stock entienda
UL R ar cerca de Las Condes

@ Agrega Garantia Extendida

Devuelve gratis por Derecho a retracto o

Tienes 30 dias desde gue lo re:

Agregar al Carro

MARKETPLACE

\______J

Cart

Tipos de entrega

<3 Envio a domicilio
Ver disponibilidad

Retiro en un punto
Ver disponibilidad

Inventory



MARKETPLACE

...and introduced one single identity for our customers across
all platforms enabling a seamless integrated experience

@ 23. 5 million identities

enrolled in our Customer
Identity platform

Shared shopping cart

(Falabella and Sodimac app)

= Fpay® al - Fpay® n

fala
bggg iQué bueno tenerte de vuelta!

ﬁ Si no tienes cuenta en falabella.com, ingresa con
tucorreoy contrasefia de Sodimac.

Total a pagar
Bentowic

o 0 ext echido

(@ Precios yopciones de entrega basados en tu ubicacidn
v Las Condes

4

nuevo de
R Monday

(veraqul)

Login Payment methods
with Falabella or Shared across Falabelloa.com
Sodimac credentials and Fpay wallet



We have a comprehensive plan
to attract more sellers and drive growth ﬁ"'

g7

SELLERS

@

20%

40%

Current Target
Share of 3P Share of 3P
2026
n l-ll.T Mid and longtail
F

Top /

Strategic Sellers: Large sellers in
categories where we are strong and
can complement the offering

Hybrid Sellers: Falabella Group vendors
that are not already selling in
Falabella.com

Integrated Sellers: Sellers that have a
system that can be automatically
integrated with Falabella.com.

We will attract smaller
sellers by:

Simplifying and improving
our onboarding process

Partnering with key allies
such as agencies and SME
associations

MARKETPLACE

Enhance performance

Structured first 90-day plan to increase
time-to-first-sale

Improve seller support for sellers to focus
on growth

Continue roll-out of loyalty f.plus program
to encourage better operational behavior



MARKETPLACE

The integration of falabella.com in Chile is delivering strong
results after one year of operation

E-commerce Sellers with
Site Traffic Sales
e -
Seller NPS = VAS
Revenue

(1) Source: Similar Web; Chile, Falabella Group; (2) Includes Chile, Peru, Colombia and Mexico (3) Includes Chile, Peru, Colombia; VAS: Value Added Services



Successful

technological
roll-out
Sales growth
Leveraged learnings :
fromlaunchin Chile driven by 3P

Technological roll-outin One month after the Traffic
approximately half the launch, shareof 3P~ .
time of Chile registered a double-digit INcrease

growth year over year

Traffic share increased
duringthefirstmonth
afterlaunching, rising
from12%in Julyto17%in
August, despite having
had a cyber-day the
previous month

1 E N S L

* September 2022 vs 2021



vill continue to o}
ming launch in
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X

e

I
Starting withiiy
stronger 3P A
base

N° 1 market
player

We have +5.000 sellers
with salesin Linio
Colombiog, and the focus
will be on migrating that
base to falabello.com
and accelerate its growth

The combination of the
catalog from our retailers
with the growth potential
of the Marketplace will
give us the leadership
position in the country,
surpassing all
competitors
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OMNICHANNEL RETAIL



E-COMMERCE
STRATEGY

OMNICHANNEL RETAIL

I=

MALLS AS
URBAN
CENTERS




OMNICHANNEL RETAIL

We operate a portfolio of leading

and well recognized retail brands with - E

leadership position in each of it's markets

il

Retailer’'s physical channel strategy MEXICO

e Optimize the store footprint
A SODIMAC o Continueleading in core markets and If-;-':l

advance Mexico and Brazil expansion PERU

HO@®

_ BRAZIL

Consolidate positioning in middie

2: TOTTUS ® income segments

. Continue expanding in Chile and L
enter Colombia and Peru CHILE e \
@ ARGENTNA




Select RegionalGrowth @ D [1 E OMNICHANNEL RETAIL
Opportunities

Sodimac Mexico gl

-
-
-
-
-
-

Fragmented and underpenetrated

in home improvement categories P

Focus on PRO segment customers )
Consolidating our greenfield with ®

4-6 openings per year focused on - o° ==

our presence in Mexico City, o8

Monterrey and the logistic corridor ﬁeaﬁﬁ

between them

B &

MeX.CU

Us$
]27 million ] O

Revenue 2Q22 LTM SUCIEE IgIsi Cle) (€ )~
under development




Select regionqlgrowth @ D [1 E OMNICHANNEL RETAIL
opportunities

Sodimac Brazll

Converted Dicico, a specialty
store into a broader Hl store

Profitable operation with @
relevant scale and presence in

the Séo Paulo area 0 E Jappyy

Continue growing organically
with 2-4 openings per year

L5$84' million 53

stores in Sao Paulo

Revenue 2Q22 LTM State




Select regional growth
opportunities

Inauguration of the

first IKEA store
INn South America

Exceeded our forecast expectations

+12k 3X

customers a day number of visits
at the store we expected online

S

0 [1 F=  owmnicHANNEL ReTAL

= 2023

I

First of 3 openings
in Colombia (Bogotd,
Cali and Medellin)

Assesing

locations and timeline
for entering Peru

2Nnd store

will open in Santiago
during 4Q22



E_Commerce @ D lf&’: E OMNICHANNEL RETAIL
strategy

Our dedicated Stores-in-store

allow our retailers to showcase their catalogues and
benefit from the higher traffic base of falabello.com

Strategic focus for our retailers

‘ —® Focus on core categories as apparel, electronics

and beaut
#'I Our retailers focus on being the y

best sellers on the marketploce —o Deve|op exclusive assortment
(W = et Qe 3 . .
oo X —e Differentiated journeys per product category and
jULTIMO DIA E 9 uctos desde $29.990 y cambia tus compras hasta el 31/01/2023 p roj eCtS

—® Focus on the PRO segment
CyberR®

Monday

para tu dormitorio N ~— —® Focus on food segment as hypermarket Seller
|50% - =

Lo mejor de Despacho 18 cuotas Lo nuevo de
CybeRrMonday © CyberMonday©

(L)




Digital and physical
integration

E OMNICHANNEL RETAIL

LOGISTIC ROLE
OF THE STORE

v Click & Collect for pick up
and increase store traffic

v Return and exchange for
online purchase

v" Ship from store to
optimize fufillment

IMPROVED
IN-STORE
EXPERIENCE

v Self check out & digital
payments

v Self assistance (app in
the store)

v Mobile sales (buy online
from the store)

STORE OF
THE FUTURE

v Focused on product
experience

v Digital experiences to
enhance sales

v Use the storesas a
showroom for our
products

Higher integration among
channels and retailers

Optimize
logistics costs

Faster deliveries and
client satisfaction

Higher efficiency in store
inventory management

operational flexibility

Increased




Digitql and thSical @ D Il’: E OMNICHANNEL RETAIL
integration

We are leveraging on our app to enhance
the customer’s journey in the physical store
with a strong focus on customization

Purchasing and check-

Approaching the store ---. Browsing and selecting ---- out ---- Delivering products  ----: Returns and exchanges
Greeting Product Self Rapid Schedule
information Checkout collection exchanges
Click & Try Scan & Go Click & Collect Returns Drop Box
line
Express

Delivery



Digital and physical
integration

© Estas en Falabella Parque Arauco FS

Using the app, the consumer is able to

check sizes available in inventory, view Toma el control
prices and scan and pay, without o ges
assistance ", .

M :En qué te ayudamos?

Escanea & Paga

Evita pasar por la caja pagando
desde tu celular.

Revisa tallas disponibles

Escanea los cddigos de barra
desde la app de Falabella.

Consulta Precios

S [ [1 F=  omnicHANNEL ReTAL

Scan to check prices

1 Escanes los codigos de barra de tus
producton.

2 Paga exchusivamente con s app.
Fpay®

3 Acércate s un vendedor para retirar lss
alarmas.

Check inventory

Tap and pay

© Procio vilido 3 26/0772022 para &
tenda Falabella Pargue Arauco FS.

8.

360990

Pégalo desde tu celular sin pasar por la
caja con Escanea & Paga

Asegiirate de tenes 1 app P9 con une
tarjeta de A0 0 CTEGI0 agregada

ey

Revisa detalles y ofertas de todos
los productos.

SCAN THIS QR CODE TO
CHECK PRICES, SIZES
AND TO PAY

Scanning the QR code
switches the app to store
mode



E OMNICHANNEL RETAIL

Malls
as urban centers

INTEGRATED INTO THE ECOSYSTEM

@ Key role in data generation and customer
engagement with Falabella

MALL OF THE FUTURE

Q Become the preferred urban center,
positioned as a safe destination with
proposals way beyond retail @ Opportunity to bring in tenants to become

Q Attract incremental traffic by rebalancing marketplace sellers

tenant mix, decreasing retail and
increasing entertainment, experiences
and food & beverages

- X h
\ o | B
s TR R
L. R
'A 2 'Q\ Rl ST S
{ i Wy R O O

%

1

MONETIZE THE VALUE CREATED-\. ;
®

Q Opportunity to monetize real state assets
as offices, multifamily, air space

Q Incremental revenues from ecosystem
value added services




OMNICHANNEL RETAIL

Key takeaways
Channel Strategy

s Mo ME

Selective growth Integration of - Optimizing the

opportunities e-commerce with my Physical

Home Improvement physical stores, , footprint
| in Brazil and Mexico Wlth.CI focus on selective store closures
' ~ IKEAin Chile, Peru Oddlng value for

. “ Increase the profitabilit
and Colombia the customer of the currentpfootprint Y

Become the top seller Sy . Reduce retail spacein
on Falabella.com -./  shopping centers, and
" increase entertainment

Strengtheping digitql and 7 and Food and Beverages
showrooming experiences

~
Logistical role of the store ‘ "




OMNICHANNEL RETAIL

Category and Brand Strategy
Stperdry.
carter’s: LOUNGE

UNITED COLORS
OF BENETTON.

Brands role Diferentation

Deezigual.

MANGO

MICHAEL KORS  / EXCLUSIVE BRANDS

5 AMERICANING

r

GLOBALBRANDS PRIVATE LABELS

N
PUMA. BASEMENT
aﬁ%\us LANCOME Profitability yamp!
PANDORA CH
S UNIVERSITY CLUB

SKELHERS



ategy

i

OMNICHANNEL RETAIL

5’:

o
INCREASE PRIVATE EFFICIENT
LABEL SHARE ON SOURCING
SPECIALIST PROCESS

CATEGORIES



Centralize non-differentiable % T L OMNCHANNELRETAL

categories
We dare shifting from CATEGORIES ][a[abe[[a. & SODIMAC 3 TOTTUS
mManaging categories
. . . Furnit & Matt
by business units into o . © © ©
brand and category Bed & linings o o o
management. S © © ©
Apparel & Footwear Q
Health & Beauty Q
Construction & Finishes Q
Construction Hardware (V]

Supermarket Food

Supermarket Non Food



Centralize non-differentiable % T L OMNCHANNELRETAL
categories

We are centralizing management .
of non differentiable categories CATEGORIES ][a[abe”a- @HSODIMAC 2t TOTTUS

Furniture & Mattress

Categories to be
Centralized Bed & linings

Electronics &
Home Appliances




Centralize non-differentiable
categories

Shift from a Format category management into

a Centralized Brand oriented management CATEGORIES

Furniture & Mattress

Categories to be
Centralized

Bed & linings

Electronics &

][a[abe[[a.

® 0 =

@2 SODIMAC

OMNICHANNEL RETAIL

#%: TOTTUS

Home Appliances

Furniture

(5]

L ROBERTA ALLEN — 5 :
mica. BASEMENT boniia ivano  tvilum
BASEMENT ~ TEXTIL VINA I PFLEX [

Bed & linings o

MICA. AMBIENTA ROBERTA ALLEN Celta drimkip

[ L [ . ’
Electronics ANKER  rovoromi — . @ @
&Home N NAIPO GURY Instant Oot
Applionces FIND WELL BLING SECURITY -
eUfy  soundcore Hisense



Increase private
label share

We are shifting fromm managing
categories and business separately

Specialist
Categories

CATEGORIES

Apparel & footwear

Health & Beauty

Construction & Finishes

Construction Hardware

Supermarket Food

Supermarket Non Food

][a[abe[[a.

% ﬁ g OMNICHANNEL RETAIL

&2 SODIMAC 22 TOTTUS




Increase private
label share

Achieve high private label penetration
through optimal Price/Quality relationship

Apparel & footwear
Health & Beauty

PRIVATE LABEL

Sales Penetration 44%

%é»a&’a, yamp! APOLOGY

\ X" o
woigts 8885l

BEARCLIFF fratta$3® CONIGLIO

BASEMENT UNIVERSITY CLUB

B

CECILIA BOLOCCO
PARA APOLOGY

newport

STEFANOCOCC
N MOUNTAIN GEAR

A SODIMAC Construction Finishes

Construction Hardware

PRIVATE LABEL

Sales Penetration 74%

topex EGH T3

BauKer.

VAUTO STYLE S
- ;hl

o] =0
dacqua HOLZTEK
€ humboldt.

OMNICHANNEL RETAIL

Edible PGC
Inedible PGC

¢ TOTTUS

PRIVATE LABEL

Sales Penetration 26%

BLACK

R SELECCION ESPECIAL
0 R

PREMiUM

PRECIO @ 4o

| PORTERHOUSE |
uno | ENCTYTTITREy |

A .
Hecra  SCOLTA




g OMNICHANNEL RETAIL

g"— Efficient sourcing R

Process
Purchase 1100k | SBmorun
. . 1 +100 Opportunity to
COHSO | IdOtIOﬂ | imported joint shipments
S - | containers by ports and
Efficiencies by consolidatin | .
purchases ofycotegories thgt { per ear | suppliers

R’L

are marketed by several BU's i
D 275

i \ Ports of
Synergies LATAM . | origin
Opportunity to ———

Synergies k;]y J'C?inthf_ consolidate our store

usmg pUI’C osmg olrices e

in China and India rep.leljlshment
logistics for
centralized cateqgories




g"- Efficient sourcing

Process

Reduce
Cycle
Times

Buy as late as possible in

the east in order to have more
information from local trends
that may emerge and better

visibility of OTB

1to 4 months

4 to 6 months

Apparel projected
purchase anticipation

>6 months

Average

Target
2022 2024

Divers
& Ned
Sourci

fication
Fby
19

Reduce the risks of suppliers
and region, prioritizing
regional sourcing capabilities.
Being able to buy close to the
season and react to trends

g OMNICHANNEL RETAIL

Apparel sales
projection by origin

Andean
Region

Others
Asia

China

Average Target
2022 2024
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Key takeaways
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Rationalize 1P
categories

Centralize Non—Differentiable
category management.
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[ o = Increase private label
E— ( —

penetration on the Specialist
Categories
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.‘

Efficient sourcing
Process

Shorten product purchase cycles
Diversify and optimize origins

Capture international logistics
synergies

OMNICHANNEL RETAIL
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HOME DELIVERY

Developing our own logistic network

The new Home Delivery structure will capitalize efficiencies in the flow
densification costs and will continue to increase delivery speed

o FULLFILMENT CENTERS 0 TRANSPORT FLEET
| | First
| ® ® I
e : IZ'laPr)tles Distribution Stores u : l
: Centers Ship from store . :
e : FINAL
S . CUSTOMER
| | First E
' | Parties . u 4
g | Distribution Stores .
I (II P) Centers Ship from store 3PL’ :
: S : Home Click and
L e - delivery Collect
. . | First : ’
090 | ° :
:: : : Parties Distribution Stores " u -
: (l P) Centers Ship from store ]

___________________________________________________________________________________



HOME DELIVERY

Developing our own logistic network

The new Home Delivery structure will capitalize efficiencies in the flow
densification costs and will continue to increase delivery speed

o FULLFILMENT CENTERS e TRANSPORT FLEETg

g 880
First Parties (1P) e ::: I

Fulfillment by
Falabello.com

by Seller

S i . | FINAL
istribution Stores : I ! I
centers  Ship from store ! Hub XD : i i CUSTOMER
B BN
: : : : . oWy
Third Parties (3P) : : : : Home Clickand
: : : ] of : delivery Collect
e O ] : 1 1
: L + :
N ﬁ : : : Small :
FBF DC Sellers UCISIEr . Operators |
Fulfillment - Centers ! : :

R A Ry e o o e =



Strdtegic plqn HOME DELIVERY
Managed Network
Fuliiment ) Netwer
DISTRIBUTION HUB XD, TRANSFER WHEELS
CENTERS CENTERS AND (BACKBONES LAST Efficiency
TRAINS) Support the scalable growth of our

network, by efficiently using our
logistics network and identifying
synergies between the volumes of
our 1P and 3P Sellers

(=)

i DELIVERY POINTS MILE LOGISTIC

Speed

Service -
, Develop a logistics network that
' Meet our customers delivers our products to most of
service and delivery _/ our customers within 24 hours

expectations



We lever our existing assets
to enhance our value proposition

II 6 million sgm 5] 8 stores across
° dedicated to logistics the region

Futiment B owwork B Transport ———

Expanding cross-dock
capabilities to increase
speed and efficiency

Optimize last mile speed
and cost, balancing own
fleet and 3PLs

Growing order processing
capabilities for sellers

DISTRIBUTION CROSS DOCK HUBS,
CENTERS TRANSFER CENTERS
AND DELIVERY POINTS

(=) - i

60 DC's 2 HUB Crossdock

LAST MILE NETWORK

(trunk routes and
volumen aggregation)

- U

>1,600 home delivery
trucks per day

21 Transfer Centers
4 Fulfilment centers @ > 34 million
Ap +60k sqm dispatches
25k sgm in Chile

6.6k sgm in Peru ~1,000 C&C points

9.8k sgm in Colombia

HOME DELIVERY

B

COLOMBIA

10 oc’ m

271C's S -

67 LOGISTICS ASSETS
stores PER COUNTRY

il
MEXICO
3 DC's
10 stores

o
PERU

'|7 DC's
B1c's
I|74 stores

BRAZIL
2DC's
53 stores

URUGUAY
1bpc's

4 stores

i —
26 DC's v —
14 1c's ARGENTINA

203 stores Tocss

7 stores



We are building our own microservices platform to HOME DELIVERY
support the Home Delivery Operation

Promise and Inventory and
reservation availability
Inbound i Fulfillment i Reverse i Outbound i

Transport Warehouse Backstore Distribution
Management Management Management Network

ORDER MANAGEMENT

EXECUTORS

ANALYTICS



HOME DELIVERY

Falabella.com leverages stores and logistics capabilities
to offer competitive 1P and 3P delivery options

o Falabella.com Delivery options

L
HOME DELIVERY PARCEL CLICK & COLLECT QUICK COMMERCE

Same day

24 h[48 h

Pick a date

X Cambiar fecha

Cuando quieres recibir tu compra?

Entre Viernes 07 y Lunes 10 de Oct.
Entre Sabado 08 y Martes 11 de Oct.
Entre Lunes 10 y Jueves 13 de Oct.
Entre Martes 11y Viernes 14 de Oct.
Entre Miércoles 12 y Sabado 15 de Oct.

Entre Jueves 13 y Domingo 16 de Oct.

Seleccionar

6 50 Share in total
O deliveries

Selecciona una tienda

¥ regue VB URONENIO

:::::

Parque
Bicentenario

Georeferentation
for nearby stores

Puntos de retiro (6)

same day pick-up ':)OGY l|:)a:akbellla Parque Arauco
Alternatives i

¢Quien retira la compra?

NeXt dCly pick_up Mag;nn (l!l’e‘l:::)en Auto-Open Kennedy
Alternatives 0t Ay e
Mafiana Chilexpress Cerro El Plomo

o7 (0.6km)
Oct. ERRO EL PLOMO - 56 LOCAL

Next day pick-up at
Third party pick-up point olore

07

Tottus Vitacura Alderete
(2.1km)

30% acivers

Finalizar compra

Entrega:

® 241, 6 Norte, Valparaiso, Vifia del Mal

-‘. Tottus Refaca
.

TorTus

Hoy 06/10 15:00 2 16:00 hrs $2.990

*) Cambiar horario de entrega

Resumen de la orden (1 product

Sub-Total: $80.955
Sub-Total CMR: Sme $80.955
Descuentos: -$8.097

Costo de envio: $2.590 $O

Total: $83.945
Smem $72.858

Declaro que he leido los términes y -
condiciones

PAGAR

50/ Share in total
O deliveries



Increasing speed, service quality and

flexibility for 3P sellers

Fulfillment by
Falabella + delivery
through our network

ﬁ Drop off u
]
HDC

SELLER

Storage Pickup
Picking Delivery
Packing

We take care of all the seller’s logistics,
from the warehouse to the customer

HH 3P SELLERS

Fulfilment by Seller
+ delivery through
our network

Drop off u
HDC

Pickup
Cross-dock
Delivery

™

SELLER

The seller stores the products in their own
warehouse and after a drop-off or pick-up
service, we take care of the delivery

=M #TOTTUS

HH 3P SELLERS

HOME DELIVERY

Direct Delivery @
by seller

ﬁ Drop off u
HDC

SELLER

Mid-size or large Sellers can make
direct deliveries, without using our
Home Delivery network

W 3P SELLERS




Results

__J@ :Icelztle;ries
a0% — 60%

Number of deliveries
in <48 hours!

r\ Managed
D Network

45% — 60%

Orders delivered with
Falabella Managed
Network3

! Percentage as proportion of customer visits that had a delivery offer in less than 48 hours. Total Chile.

2 Difference between 2021-22 in unitary cost, total Chile. Includes inflation effect in the corresponding periods.

3 Difference between 2021-22 in percentage of orders delivered within Falabella Managed Network.

HOME DELIVERY

Cost
competitiveness

-30%

In costs per shipment?

ﬂgﬁ Service Level
5%
(o

Customer Service
Level as of June 2022



JUAN MANUEL MATHEU FINANCIAL SERVICES

DIGITAL BANKING



DIGITAL BANKING

We are building a financial ecosystem to become
the #1 personal bank in the countries where we

operate
@= Digital Bank @ Payment
™ B Seguros n
&, SMR @3 Fpay

million k Active
6 - 8 Active customers + 6 O O users
bn loan million
U S $ 7 portfolio + 2 Transactions per year

USS17.8acmmlimsics 17K wacnons



DIGITAL BANKING
E Banco
Falabella

Credit Cards Credit Card Purchases Current Accounts Debit Card Purchases ConsumerLoans
(# "000 May-22) ($million; May 22 YTD) (# "000; May-22) ($million; May 22 YTD) ($million; Jun-22)

< S 0N 8,258 S “

3
n

Our strategy has outperformed the market

K2

+30%
2,916  yoy a

=

¢
B

2,629 [/

4,592

+3 places

2,376

+39%

e 1,75 VA
_.J 8

=

6
I

BV 1607 P8l 645

+3 places

+2 places
1,649

- g

b4

Q)

ripley 880 5

& [ ripley 802 O

H H

‘—E
\o\

Ll |

Source: CMF Market Data as of May 2022 (Consumer Loans June 2022)



DIGITAL BANKING

Our transformation into

a digital bank

Our Value Proposition

— Digital Bank
Branding
Digital Customer - \ Technology &
o o Journey i\,{ Data Driven
Digital - =
1 100% Digital Agile
customer experience Products 42 Grganization

Enhance ik

risk models cusrousss SELLERS
ECOSYSTE\\I\

Operational efficiency S 5

CMR

Falabella




DIGITAL BANKING

Digital and Mobile-First Client Journey with
Intuitive UX & Support from Other Channels

Préstamo Efectivo
(4 Mi CMA Digital

Credit card opening Account opening QR & NFC Loyalty points Personalized Frictionless
payments redemptions anti-fraud settings cross-sell
of products



100% Digital Products: Credit Card case example

Accelerating Customer Acquisition

\. On Us & On Them
superior benefits

while transacting

\

Instant and paperless
account opening

Few and simple
products
Proprietary
antifraud
Top loyalty technology
program (

DIGITAL BANKING

Digital Credit Card Openings
(000's)

59.1
746.7 8

2018 2019 2020 2021 LTM Jun'22



Leveraging our ecosystem data

to manage our credit risk

+5,000

DIGITAL BANKING

variables
for our model

ECOSYSTEM SOURCES EXTERNAL SOURCES

Assets and
liabilities with
Banco Falabella
(transactions;
balance)

Banco
@ Falabella

6.8 million
customers

Credit [ debit card
transactions

—

=

450 million

transactions

Falabella group Loyalty
transactions Program
@ SODIMAC (CMR )

puntos
%: TOTTUS g

falabella:zom

Fpay Seguros
Falabella
b | Sequros
Fpay Falabella

290 million
transactions

18 million 20 million

participants

transactions

Superior
credit risk assessment

» Artificial Intelligence Risk Models e

fraud management

10 million

insurance
policies

Solid

Comprehensive

collection strategy



DIGITAL BANKING

Improving operational efficiencies

100% digital products h slii‘c,l‘lerc:gseence
& journeys, to allow pny P

self-service ”Phygitol”(hybrid) model o | o . \ .
‘ .| %
a

of Ecosystem for a

Branches I chile
(#) Il Perd

Colombia
271

m E 256
2018 2019 2020 2021 2Q22

Note: 2018 considers CMR Falabella branches in Chile I



Our strategy is delivering growth

Product Openings Volume of card purchases
(#°000) (US$ million)
61% 64% 65% 68% 72%

3,036 17,832

2,480 15,104

10,342 10,202
1,544 9,137
1,353
I I : I

2018 2019 pAY 2021  LTM Jun 22 2018 2019 2020 2021  LTM Jun 22

DIGITAL BANKING

I Credit Card
I Debit Card
B Checking Account

B % Oon Them



DIGITAL BANKING

Volume of card purchases Consumer Loans stock
Market share by country (%) Market share by country (%)

We have a healthy
business with

high growth
] I 9;/" | ' 45% S2% 5y, pOtentin

i m
Y | B, B | ] N

Source: CMF for Chile (release jun22); SBS for Per( (release jul22 for purchase and jun22 for Loans), Superfinanciera de Colombia (release may22), and in Mexico is used the data of
Comisién Nacional Bancaria y de Valores for Mexico to estimate the market (release dec21)
Note: Consumer Credit in Colombia includes Credit Card Loans + Personal Loans; and in Mexico includes only Credit Card Loans
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JUAN MANUEL MATHEU FINANCIAL SERVICES

PAYMENTS




We want to have the best payment
experience within our ecosystem

December

2.3Bn

TPV

December
1.9 Bn
2020 2021
e L
April October
CHILE LAUNCH
(MvP) WALLET
ol
i3

September
LAUNCH PSP CHILE

T ®
September
LAUNCH

October
LAUNCH PSP
PERU

June LTM

2.6 Bn

PAYMENTS

@

January

LAUNCH OF FPAY
WEB FOR SELLERS

CHILE

2022 2023
? t— 11 @
March 2Q 4Q
FPA%(AAU(;‘JC?CI)-I NT PAYMENT OF psiag
U PARKING TICKET [
WITH QR CODES AND
TRANSPORTATION
CARD TOP UP
April 4Q
100% DIGITAL UNBANKED
ACCOUNT FOR SEGMENT
SELLERS CASH IN & CASH
September ouT

LAUNCH OF CASH
ADVANCE FOR
SELLERS

LAUNCH OF FPAY

SELLERS WEB PERU



PAYMENTS

We have developed a propietary payment
platform that empowers our ecosystem

Simple, frictionless payment
through our wallet and [ )
e-commerce platform
Benefits from
Falabella ecosystem
L
, L

Higher
approval rate

) 4 . O Financial products:
Low level of fraud Payment advances
and working capital
Conversion rate above the % Payment processing
industry average solutions for business

CONSUMERS

[U"Um Settlement of
Maketplace sales

FALABELLA MARKETPLACE
ECOSYSTEM SELLERS



PAYMENTS

We provide our customers a simple and
frictionless payment solution

Active Users Share of payments made with the
(#) digital wallet in our physical stores
e %
One-click 600,023 (%)

frictionless
payment

Digital
payment

solutions
in brick &
mortar stores

2020 2021 2Q22 2020 2021 1H22



PAYMENTS

Our payment solution is delivering higher
approval levels and lower fraud

Approval Rate (%) Net Fraud (NBP)
On our e-commerce in Chile On our e-commerce in Chile
Transform
online and 110
offline
98%

payment

experience By yearend
we will
complete the

94%

rollout

in all our
e-commerce
platforms

Benchmark
e-commerce

Benchmark

Source: benchmark elaborated using data from Fpay‘ e-commerce

‘E-commerce fraud monitor Latin America”, Rankingslatam

Fpay®



Fpay will be the key enabler to help our
Marketplace Sellers grow their businesses

PAYMENTS

CASH MANAGEMENT

Payment settlements and
collection

SELLERS FINANCE

Casht advance
Working capital financing

OTHER VALUE
ADDED SERVICES

FRICTIONLESS,
REMOTE AND DIGITAL
EXPERIENCE



JUAN MANUEL M#HEU FINANCIAL[EFE\/ICEh

LOYALTY



LOYALTY

Our loyalty program is the centerpiece
of our transformation into a data driven company

Value proposition

Customers earn loyalty points for their purchases in Falabella and partner
stores, which they can redeem for multiple products and experiences

Benefits Special offers

o e oo dMINIO... MANGO I AMERICANIND

Flexibility
—

—,

(i)

'

22) © Pesos

Sybilla. AAAzE: T JuanValdez.Gfe ) despegar G — )
yboilla UMERE @ peg SOAL ( vigjaya ) M’;_EQQ BLAEK ]\( )
Reumats @o o

Wi crivrizaa (V1aesra &

Business objectives

Increase purchase
Data + Opt-in Customer acquisition frequency and reduce

churn




We continue expanding partnership LOYALTY
across key categories

A Home Improvement Department Stores Gas & Energy

|
CMR soﬁc Risenns Lipigas RE:'O;
pwuntos

E-commerce Malls

# of participants
i ' - # million
V bolla  WFazil {inio oPEN 9) ( )
=0m maw
Financial Services Transportation Travel 17.5
n Banco C = Sequros . (\
Fpay - Falmllﬁ B8 Falabella Econorent . PR V!?;'?Is

Supermarket & Convenience Stores
ose W m upa! e
ToTTUS \ﬂm upita -

Health and pharmacy

Ez»  CUMBRE

2019 2020 2021 2Q22



LOYALTY

We have leadership positions
in our core markets

our

orogram
IS highly
valued

In every market

Source: Preference data in each country. Internal tracking; August 2022




Our customer engagement LOYALTY

continues growing

CMR Puntos platform
in our digital channels

Redemptions (#million)

Il Physical

10.1

CMR Puntos

©  1.76180%>

Il Digital

3 cateqoria

r Proxim
© PREMIUM

Acumula antes del 31/12 en

o

Te faltan
1.239 Be

Y disfruta estos beneficios

Ver detalle de CMR Puntos

2.8

ACUMULA CANJEA

2018 2019 2020 2021 LTM Jun 22



CMR Points is a targeted
marketing tool...

Example: Gamification
for increasing customer
base and retention

.that seeks to engage
customers through
personalized challenges
to earn more points

+180K

Customers won at
least one challenge

‘#TOTTUS V(& ,;.? h\ .:;:-.~:;‘.-:';':';3:-.-‘.% ;

LOYALTY

e ;Felicitaciones!
(p:mtos Haste ahora has gonado
8,000 CMR Puntos
Aun te quedon 4 desafios por cumplir: ¢

A FOMECENTTR HOrA .;vuﬁ:f‘:ﬁn /
=) mesence e .
O P - :
& SOoDI 50025 100055 |
s = e T o

2nb

falabella:zom

|

/ alabella.

N0

o\ ot
oo i it E e
D 5005 500
puntos
: FeA— B s il
A e i iy it il SR

Fpay?

Banco
Falabella

/

©O) mallplaza



Our loyalty program
has a positive effectin

cross-sells

Example: Credit card openings

Acquisition campaigns

Camm
(CMR Con tu CMR acumulas
puitos § . 150 - oo
W
=] oo F

LOYALTY

+17.5 million

Participants

+1.8 million

Participant with Pre-
qualified Credit Card

+500k

Openings/year

(1.7x YoY) from our
loyalty database



LOYALTY

..and increase customer engagement

Example: Growth in our

customers spending and | :
customer retention in Chile ereasein 1.8 X
spending

Il Not Participating

Il Redeemer & Banco Falabella customer




ALEJANDRO GONZALEZ CFO

OPERATIONAL LEVERAGE



We continue navigating through a challenging

context

Very high
growthin
2021

Now facing an
economic
deterioration

Cost
increases
while walking
out the
pandemic

Higher logistic
costs, delays in
shipments
leading to higher
inventory levels

Adverse
macro
economic
conditions

Context of
higher than
anticipated
inflation and
interest rates

OPERATIONAL LEVERAGE

Investing

in our digital
transformation
and loyalty

To continue
driving
engagement and
growing our
ecosystem




Our Response: an efficiency plan to deliver incremental

value

Higher
operational
integrations

among retailers to
drive efficiencies

Focused
product
strategy
acrossour
retailer

focusedon 1P
inventory
management, Price
optimization and, and
sourcing cost savings

Rationalize
fixed cost
base

to better navigate
adverse macro
scenarios and have
a,more agile
operation

OPERATIONAL LEVERAGE

Reduce
overall
expenses

by reducing
company layers
and further
centralizing
functions




Comprehensive efficiency levers to improve margins

Levers for

Gross
Margin

Revenues
and

margins

Rationalization of our mix of
categories, brands and SKU's

Pricing management under
inflationary context

1P for high rotation and high
margin categories, 3P for
longtail

Recover efficiencies in
international logistics

Shortening product purchase
cycles while diversifying and
optimizing origins

OPERATIONAL LEVERAGE

To improve
profitability



Comprehensive efficiency levers to improve margins

Levers for

EBITDA
Margin

Store
operation
expenses

Logistics,
marketing
and SG&A

Banking

Corporate
Efficiencies

Technology

Rationalization of physical footprint,
improving profitability per sqm, by
decreasing stores sizes and selective closures

Further deployment of self-service initiatives

Continue improving logistics processes
and efficiencies in our warehouses and last
mile, while increasing shipping recovery

Decrease in mass marketing expenditure to
instead push direct marketing leveraging our
loyalty program

Continue reducing number of physical
branches

Further centralization of business functions
and processes and reducing layers of
management company wide

Continue phasing out legacy systems

Continue integrating operations to optimize
technology Infrastructure expenses

OPERATIONAL LEVERAGE

To improve
profitability



Comprehensive efficiency levers to improve margins OPERATIONAL LEVERAGE

Store
operation
expenses

Revenues Logistics, Timin g and
and marketing
Levers for I Levers for and SG&A Im pa ct

EBITDA executed by 4023
1 Banki Will deliver
M C] rg I n anking a minimum of 200bps of
Gross EBITDA margin
improvement
Corporate
Efficiencies

Gross
Margin




GASTON BOTTAZZINI CEO

ESG



Our sustainability efforts have been recognized by the Dow Jones

ESG

Sustainability Index, as the only Chilean listed company to be
selected on all four groups for the past five years

2016 2017 2018 2019 2020
o ® ® @ @
DJsi World DJSI World DJSI World DJSI World DJSI World
DJSI EM DJSI EM DJSI EM DJSI EM DJSI EM
DJSI Chile DJSI Chile DJSI Chile DJSI Chile DJSI Chile
DJSI MILA DJSI MILA DJSI MILA DJSI MILA

2021

Welgle Emerging Markets
MILA Chile

+3 YoY 9 8 +1YoY
percentile



ESG

Falabella’'s purpose to make life simpler and more enjoyable
is supported by five ESG pillars with clear aspirations

o Simplificar y disfrutar mas la vida o

-
Il oA e0®
S |l O TS ﬁ

CLIMATE CIRCULARITY DIVERSITY, EQUITY SOCIAL COMPLIANCE AND
ACTION AND WASTE AND INCLUSION IMPACT HUMAN RIGHTS
Mitigate our emissions Promote optimal Enable our people to Improve life conditions Conduct due effective due
and achieve a climate resource recovery become their best selves for the communities diligence processes
resilient operation through integrated in the workplace where we operate throughout our organization
waste management to ensure compliance and

respect for human rights
and cybersecurity



Implementmg impactful environmental initiatives at each business ¢
level

+Verde 3,800 products 30% share
with sustainable of apparel sales
+Verde raw material during 2021

B SODIMA]
DICICO
SUA CASA PRECISA, AQUI TEM.

. +60 stores LEED Promoting
Embracing a tified st lect bilit
| clean energy certified stores electromobility
transition with solar panels to our Home

& +70 facilities Delivery carriers

with EV chargers
for customers

plazao Free of single-use 1,103 kilograms of waste
28 packaging recovered in food courts
Una iniciativa de Plaza o trOnSfOI’mCItion for as Of JUIy S]St

Mallplaza Egafia por
un Patio de Comidas
libre de residuos

: Mallplaza food courts



We have set the foundations to commit to long term 56
ESG targets while achieving relevant milestones

Q Commit and
Q execute strategy

9 b
. Deploy operational levers to
N ﬁ On track to deliver on accomplish our commitments
Secured 100%

ourocommitment 1O EHE and continually review
renewable Launched a 40% of our top and our targets
energy supply companywide middle management

for our operations diversity and positions held by women
in Chile and Peru inclusion policy by yearend 2022

0 We are defining an
aspiration and roadmap
We assessed / Setting targets to become Net-zero
. in Scopes 1 and 2 and divert
the baseline our waste from landfills
In 2022 we completed a
comprehensive baseline of our GHG

emissions and waste, through all
scopes and businesses



GASTON BOTTAZZINI CEO

CLOSING REMARKS




We are shifting from a traditional

organization to product teams

LOYALTY

HoME peLIVERY

Connect and
align strategy
and execution

SQUADS
ﬁ ﬁ
ﬁ ﬁ
PORTFOLIOS
TO ENABLE
> 2 » 33— 4

Prioritize initiatives Speed in Flexibility and
by value execution independence

contribution

mmmﬁ;

CUSTOMERS SELLERS




Each platforms have clear measures of
success to ensure agile delivery

CUSTOMER’S JOURNEY

Traffic Intermediation & Retail Payments Financial Services Loyalty

MARKETPLACE OMNICHANNEL BANKING PAYMENTS
RETAIL
BUSINESS PLATFORMS
Participants (#) Active Customers (#) Total 1P GMV Active banking customers (#) Wallet active

, (physical + users (#)

Points Redeemed GMV 1P and 3P online) Loan Book I
Total TPV

Frecuency of use Sellers (#) Share of private Share of CMR and debit otd

NPS Deliveries <24 hrs labels Active accounts and cards (#)

Store traffic Accounts and cards opened (#)

MEASURES OF SUCCESS

Delivery

HOME
DELIVERY

Deliveries <24 hrs and
48 hrs (#)

Service Level

Unit Cost



Robust Falabellazom
Strategy

‘ BancoFalabella

Focused
Execution
s TOTTUS :
Committed O s
TeCIm maﬂplayf/é/’ : »
~\-‘,
Continuing to grow requires a
common purpose that focuses on ~F ‘\ /

our customers and our team

‘,.“,—

SlmpllfICCII‘y disfrutar
Mas la vido



falabella.zom SODIMAC. #TOTTUS ©O)mallplaza B2, Fpay®




