


CAUTIONARY STATEMENT

These webcasts, presentations and transcripts contain "forward -looking statements," relating to, among other things, future operating and financial results, project
performance, expenses, the impact of acquisitions and divestments, business strategy and any restructuring plans. These statements use words, and variations thereof, such
as the future tense verbs generally, "plan”, "intend", "expect", "anticipate", "estimate", "maintain”, "project”, "continue", "reduce" and "grow". We caution you not to rely on
these forward -looking statements as the basis for any investment or divestment decisions regarding securities issued by the Company. These statements are based on
assumptions and expectations of future events at the time they are made and, therefore, are subject to uncertainty .

If the underlying assumptions prove to be inaccurate, or known or unknown risks or uncertainties materialize, actual results could vary materially from the expectations and
projections expressed in these forward -looking statements . Uncertainties relate to, among other things, the company's ability to successfully execute its planned projects and
strategic plans, the possibility that expected benefits and opportunities may not materialize in the expected timeframe or at all, the impact of divestments, as well as risks
related to the political and economic scenario; new regulations or more demanding regulatory changes; breach of rules and/or regulations ; inability to attract and retain
talent ; cyber-attacks; failures or crashes of key systems; technological obsolescence; financial and market risks (exchange rate, inflation, interest rate, credit and liquidity) ;
climate change causing natural disasters that affect operational continuity and/or increase costs in the value chain; inconsistency between ESG declarations and
implementation ; damage to infrastructure affecting physical security and operational continuity ; conflicts with the community ; accidents, illnesses or other events that impact
the minimum number of people required to operate ; failures in the supply chain and inventories ; relationships with suppliers who fail to meet minimum standards ; sale of
products harmful to people's health or safety; inadequate identification and response to the preferences of our current and prospective customers . A more detailed list and
description of these risks can be found in the Annual Report and in the notes to the financial statements of Falabella S.A., which are available online at the company's website
(https :/linvestors .grupofalabella .com), as well as on the website of the Financial Market Commission (www .cmfchile .cl).

The information contained in each of these presentations pertain to the dates and for the time periods indicated therein, and the company assumes no obligation to update
any of the information contained in these materials . Accordingly, you should not rely on the accuracy of any statements or other information contained in any archived
webcast or video on demand as the basis for investment or divestment decisions in securities issued by the company .

All numbers in this presentation are converted to US Dollars and rounded to millions .
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We achieved a
historical first Revings

quarter, ~USD 3.601 MM

y r 7% YoY growth
confirming the strength of

our strategy centered
around the costumer and o

profitability = USD 584 MM

15% YoY growth

16,2% EBITDA MARGIN
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10Q26 Ecosystem Highlights

On Banco Falabella App,
personalized recommendations
generated more than US$78 million
in incremental sales to
falabella.com and partner
businesses over the last 12 months,
increasing more than 5x YoY.

On falabella.com, a clearer and
more personalized integration

of financial products and

benefits drove higher

installment usage (+7pp YoY)
and increased CMR participation in
Falabella Chile purchases (+7pp
YoY LTM).

HIGHLIGHTS 1Q26

S&P Global Ratings upgraded
our credit rating to

BBB- (investment grade with

a stable outlook),  building on
the upgrade previously granted
by Fitch Ratings




HIGHLIGHTS 1Q26

Our retailers are maintaining their momentum showing solid
topline growth, with total online GMV ! growing 21% YoY

Revenue Var (%, vs 1Q25)

(local currency)

23.0% 26.0%

11.29 14-2% s

11.4% 0 0
7.6% 7.4% 9.8% 9.1% o 9.4% 6.0%
1.0% . . 3.3% 1.9% . 0.2% ml 4.9% [ 3.6% 0

10.3% Chile Peru Colombia  Total Online Chile Peru Total  Online Chile Peru Colombia Total
~1U.o70 GMV! GMV
Chile Peru Colombia Mexico Brazil Total Online

GMVL
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HIGHLIGHTS 1Q26

Building the leading digital 2 Loanporolo rowt
bank of the Andean region 2 \"’,

Loan Portfolio

Stock (US$ MM)
+18%
"' Mexico

[~/ +20% YoY ‘

7.011 8290 gy Colombia
[~ +13% YoY

1Q25 1Q26 ‘ ' Peru
~ +7% YoY

< ‘
Chile
¢ OO o 0O ¢

|~/ +18% YoY "73
NPLS (%) 27%  22% 2.1%  4.8%

2Includes the Financial Services operations in Mexico, which are not consolidated in the Financial Statements . F A L A I3 E L L A
Note: All figures are presented at constant exchange rates, using an FX rate of 927.46 $/US$ . s 8 B



HIGHLIGHTS 1Q26

Building the leading digital bank of the Andean region 2

Credit card & passive account openings (#) Credit & debit card purchases (US$ MM)

I Credit Card I Credit Card
B Passive Account I Passive Account

| 8% ! —— 17% —
715.669 771.675 6.558 7.655

1Q25 1Q26 1Q25 1Q26

2Includes the Financial Services operations in Mexico, which are not consolidated in the Financial Statements . F A L A I3 E
Note: All figures are presented at constant exchange rates, using an FX rate of 927.46 $/US$ .




Our strategy has allowed to enhance profitability
across our five growth engines during 10Q26

EBITDA Margin (%)

719.4% 78.7%

HIGHLIGHTS 1Q26

— 2g 5o 310% 32.7%
15.1% 16.2%

8.1% 8.1% e 6.0, 88%
1Q25 1Q26 1(33-, 1Q-26 1Q25 1Q26 1Q25 1Q26 1Q25 1Q25P 1Q26 1Q25 1Q26
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HIGHLIGHTS 1Q26

EBITDA evolution (US$ MM)

16.2%
15.1%  14.9% 15.1% o

14.1% ° 3 o
. 13.2%

11.6% o

10.4% 11'.2% 3 633 O ur
strategy

] o 5.3% | ‘0 446 a”OWS us tO
I} continue
I Improving
Pl profitability

1Q23 2Q23 3Q23 4Q23 1Q24 2Q24 3Q24 4Q24 1Q25 2Q25 3Q25 4Q25 1Q26

o— EBITDA Margin (%)

11

Note: All figures are presented at constant exchange rates, using an FX rate of 9 27.46 $/US$.
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CHILE USD 2.4B

4 . : ; PERU USD 1.2B

REVENUES TOTAL COLOMBIA UsSD 0.7B

105 (1

SPECIALIST STORES TOP BRANDS STORES

8.2 40, +17

EBITDA ONLINE PARTICIPATION CUSTOMERS WITH
PURCHASE

Note: All figures are presented at constant exchange rates, using an FX rate of 927.46 $/US$

20uss
69 +7.6

REVENUES TOTAL

REVENUES TOTAL

+23% ~50 >60

GMV ONLINE SHARE 3P/ON NEW EXCLUSIVE
BRANDS
DELIVERED IN CLICK &
DELIVERY <24 HRS. COLLECT APP USERS



Results by Country (uss)

Revenue 1Q26 EBITDA Margin 1Q26
& $144 MM 1.6%
+11.4%YoY in LC +1.5 pp YoY
+7,6%
Revenue YoY
I $280 MM 11.9%
+19.3% YoY in LC +2.8 pp YoY

3.3%
: 1.!@; YoY

Note: All figures are presented at constant exchange rates, using an FX rate of 927.46 $/US$ . 14
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Our strategy

E=Commerce
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Multi-Specialist

Experience

Convenience

Always




Omnichannel Multi -Specialist

Apparel

Private label and
exclusive brands
with an
omnichannel trend
proposal

Exclusive

External Private
Offline
80% 20%

Beauty

Mix of trending
brands and
immersive

omnichannel
experiences

Exclusive

External Private
Offline
70% 30%

Footwear

Mix of relevant
brands with a
complete
omnichannel
assortment

Exclusive

External Private

Offline

95% 45%

Home Decor

Conveniently -
priced proprietary
arcades and
Inspiring
omnichannel
experiences

Exclusive

External Private
Online
30% 70%

Technology

Complete
assortment at
convenient prices
with an
omnichannel
experience

Central

75%

10% 15%

Peripheral Emerging

Online

40% 60%
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We welcomed over 80
new brands, including
15 exclusives, as part of
Beauty F ? our new
concept redefining the
beauty experience.



The continuous
addition of
iInternational brands
brings differentiation
to our brand portfolio,
while our private labels
and licensed brands
continue to grow.



More engaging stores
and specialist
experiences that
enable us-to continue
growing alongside the

best brands.



