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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
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financiél 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.
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Our virtuous cycle results from our
omnichannel retail and financial
services leveraging each other to grow
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To interact at all touchpoints of the customer journey, we
Fpay and Home Delivery unit

Incorporated Falabella.com,

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

Traffic Intermediation & Retail Payments Financial Services Loyalty Delivery

fa[abe[[a.
- C
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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

LOYALTY

MARKETPLACE

OMNICHANNEL

RETAIL

BANKING

PAYMENTS

HOME

OO0 & 0 o O

DELIVERY

To be the preferred program
fanatizing our clients

To be the preferred Marketplace

For customers and Sellers in the region - U% Blbn

Offer the best products |,
brands and experiences

« US$16bn

Position Banco Falabella as
the leading digital bank

. US$7.3bn

Position Fpay ‘ _ o
preferred payment platform

————"US$ 2.6 bn

Exceed customer
delivery expectations

- ° 1 7 . 5m n S;:it\i/(:ei‘pants

o +34 mn Dispatches

Of point redemptions
25% made digitally

Sellersin our

_— +17 ’ 00Q verketplace

as of Aug-22

Total 56 4 Stores and
Sales Shopping Centers

Gross Fully digital loan
Loan Book +60% origination

Monthly active
TPV +600k wallet users

Of deliveries in less
60% 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

Traffic Intermediation & Retail Payments Financial Services Loyalty Delivery
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O) & SODIMAC Fpay @ 2" fon Home
I\ falabella.:zom S puitos Delivery
mallplaza - falabellazom

Committed to ESG and a

XX san sustainable  ((®))

Data & Analytics Technology Talent

ENABLERS

business development



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 Retall

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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MARKETPLACE

We have leadership positions in markets with
attractive growth perspectives

Expected e - commerce market evolution

(US$ billion) 9.1
3.1
18.2 57
16.1 : 6.6
14.2 2.3
11.6
9.2 3.5
I I 3.1 I
22F 23F 24F 25F 26F 22F 23F 24F 25F 26F 22F 23F 24F 25F 26F
12.0% > 18.0% 7.4% > 11.4% 3.0% > 6.5%
Estimated e- commerce penetration Estimated e- commerce penetration Estimated e- commerce penetration
: market market : market
L Chile # position le Peru # position [ ] Colombia # position
Note: E- commerce growth estimations based on data from Euromonitor and local Commerce Chambers in each country. Market sizes inc lude retalil

categories, excluding financial services and tourism.



Broad, competitive and curated
catalogue of 1P and 3P products

Personalized frictionless
purchase and post -
purchase experience

Quick, convenient and reliable
delivery alternatives
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MARKETPLACE

@ Leading loyalty program
in the region

= Proprietary payment
processing platform

Comprehensive financing
alternatives for our customers



MARKETPLACE

High quality traffic uﬁﬂ
[ Delivery solutions

Unique Falabella.com
seller experience @

falabellazom

SELLERS
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@ Financial Services
& Payments

Banco
Falabella

Tools to sell more  &g¥




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

Home improvement
Falabella.com N
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
A consolidated platform ][0 abe a. /
also allows to reduce Supermarket

dependence on paid traffic

i3t TOTTUS



MARKETPLACE

We also shifted to a microservices - based architecture,
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Entrega en Las Condes
LENOVO [l Guia de tallas

Notebook Ideapad Gaming 3 AMD
Ryzen 5 8GB RAM 256GB $ +1TB
HDD 15.6" FHD GTX 1650 Ti 4GB

649.990
¢ 4 9.99C Caracteristicas destacadas
9990

Procesador: AMD RYZEN R5
Modelo tarjeta de video: NVIDIA GeForce GTX 165
5/5(1) 4GB GDDRé

18 Cuotas s/interés CMR Tamafio de la pantalla: 15.6 pulgadas

Disco duro HDD: 1T8

Vendido por Falabella @ Unidad de estado sélido SSD: 256GB

VER MAS CARACTERISTICAS

Color :

?E] Tipos de entrega

[  Guia de tallas CMR ¢Aun no tienes tu CMR?

Abrela y obtén $10.000 de descuento

Stock en tienda

Caracteristicas destacada im
UL Revisar cerca de Las Condes

Tipos de entrega

Procesador: AMD RYZEN RS

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

@ Agrega Garantia Extendida

Tamafio de la pantalla: 15.4 pulgadas Ver disponibilidad

Disco duro HDD: 1TB
Unidad de estado sélido SSD: 256GB

Agregar al Carro

Devuelve gratis por Derecho a retracto o
T 0 di je que lor

Agregar al Carro

J \______J

Retiro en un punto
Ver disponibilidad

Agregzr al Carro

\

Product Catalog Price Cart Inventory
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all platforms enabling a seamless integrated experience

Vendeenfalabellacom  TarfjetaCh '« Vemtatele¥ 3. Nevios  Ayuda o

Shared shopping cart
(Falabella and  Sodimac app)

Micarro(1)

fala
bggg iQué bueno tenerte de vuelta!

SPLENDID
Calefont Gas licuado 7
litros Tiro Natural

Swlmmumf;mwlmmﬂ Codgo 110166909

tucorreoy contrasefia: imac.
2 Despachoa domicilio

Correo electrénico ~ Retiro en tienda

Ingresa tu cor

Normal
$139.990

Contrasefia
Guardar para después

Ingresat

Resumen de tu compra
Restablecer contrasefia

Total a pagar
Bicnto el drmecho o et echido

(@ Precios yopciones de entrega basados en t ublcacidn
¥ actuat Las Condes

A
4

nuevo de
R Monday

(veraqul)

Login
with Falabella or
Sodimac credentials

-

\

Continuar compra

Fpay®

Desde donde quieras
¥ sin hacer filas

GONZALO CRUZN

-

o

MARKETPLACE

(| ’ =

23 g 5 million identities

enrolled in our Customer
Identity platform

= Fpay® fa

Desde donde quieras
y sin hacer filas

Payment methods

Shared across Falabella.com
and Fpay wallet



MARKETPLACE

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

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

Improve seller support for sellers to focus

@ O
on growth
20% — 40% |
O O Continue roll - out of loyalty f.plus program

ErrE Target to encourage better operational behavior
Share of 3P Share of 3P

SELLERS .

e _;IT Mid and longtail
\ @ Top / \S/\éﬁg;/isllbzi;[:tract smaller

Strategic Sellers: Large sellers in

-

categories where we are strong and Simplifying and improving
can complement the offering our onboarding process
Hybrid Sellers: Falabella Group vendors Partnering with key allies
that are not already selling in such as agencies and SME
Falabella.com associations

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



MARKETPLACE

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

E- commerce Sellers with
Site Traffic Sales
s -
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



MARKETPLACE :

Successful
technological
roll - out
Sales growth
Leveraged learnings -
from launch in Chile drlven by 3P

Technologicalroll - outin One month after the Traffic
oL appoximatelyhalfthe |aur_1ch, share of 3P N .
B | e of Chie registered adouble - digit INCrease

growth year over year

Traffic share increased
during the first month

after launching, rising

from 12%in Julyto 17% in
August, despite having

had acyber -daythe
previous month

1 E N S L

]

* September 2022 vs 2021



vill continue to optim
ning launch in Colc
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Starting with /4
stronger 3P ' A
base

N 1 market
player

We have +5.000 sellers
with salesin  Linio
Colombia, and the focus
will be on migrating that
baseto falabella.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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" CHANNEL STRATI ARZEI—IOMEIMPROVEMENT ; «i
PRODUCT STRAT GY: ERA ;M‘Co IRARRAZAVALDEPARTMENT STORES

OMNICHANNEL RETAIL




OMNICHANNEL RETAIL

I=

E- COMMERCE MALLS AS

STRATEGY URBAN
CENTERS




OMNICHANNEL RETAIL
[

We operate a portfolio of leading COLOMBIA
and well recognized retail brands with i @

leadership positionin each of = . rAarkets

il

MEXICO
® Optimize the store footprint ‘:
& SODIMAC o CoOntinue leading in core markets and IL’EI W BRAZIL
advance Mexico and Brazil expansion PERU
s Consolidate positioning in middle la : ‘: —
¢ TOTTUS ° income segments —_—
URUGUAY

, Continue expanding in Chile and i
enter Colombia and Peru CHILE x |
@ ARGENTNA




@ D llz E OMNICHANNEL RETAIL

Select R egional Growth
Opportunities

Sodimac Mexico .

-
-

-
-
-

Fragmented and underpenetrated
in home improvement categories .

Focus on PRO segment customers

Consolidating our greenfield with ®
4- 6 openings per year focused on . S A
our presence in Mexico City, .o'
Monterrey and the logistic corridor ﬁﬁeﬁﬁ

between them % )

Mexico U

US$
127mi||ion 10

Revenue 2Q22 LTM stores open and 6
under development




Select regional growth © [ [t I= owvchawelreraL
opportunities

Sodimac Brazil

Converted Dicico , a specialty

store into a broader HI store
Profitable operation  with a
relevant scale and presence in

the S&o Paulo area 0.0E Japgyy

Continue growing organically
with 2- 4 openings per year

US$

284 million 53

stores in Sao Paulo

Revenue 2Q22 LTM State




Select regional growth © [ [t I= owwcrawelretaL
opportunities

= 2023

First of 3 openings
in Colombia (Bogota,

Inauguration of the Cali and Medellin)

first IKEA store 1 Assesing

locations and timeline

in SOUth America for entering Peru

Exceeded our forecast expectations

+12k 3X gy 2N store
will open in  Santiago
customers a day number of visits during 4Q22

at the store we expected online




E_ Commerce @ D [f&: E OMNICHANNEL RETAIL
strategy

Our dedicated Stores - 1In-store

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

‘ —® [Focus on core categories as apparel ,electronics

: : and beauty
#1 Our retailers focus on being the

best sellers on the marketplace —e Develop exclusive assortment

s

S o el G —e Differentiated journeys per product category and

uctos desde $29.990 y cambia tus compras hasta el 31/01/2023 .
projects

—® Focus on the PRO segment
CyberR®
Monday

para tu dormitorio __"’ s o —® Focus on food segment as hypermarket Seller
m $199.990
= |20%38 =

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

(Vamaca)




Digital and physical
Integration

S [

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
the store)

(@pp in

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 stores as a
showroom for our
products

Higher integration = among
channels and retailers

Optimize
logistics costs

Faster deliveries
client satisfaction

and

Higher efficiency

inventory management

in store

Increased

operational flexibility




D|g|ta| and phys|ca| @ D ll’: E OMNICHANNEL RETAIL
Integration

We are leveraging on our app to enhance
the ° _ . journ&ly in the physical store

) X o

with a strong focus on customization

Purchasing and check-

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

Delivery



Digital and physical
Integration

Using the app, the consumer is able to
check sizes available in inventory ,view
prices and scan and pay , without
assistance

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

© Estas en Falabella Parque Arauco FS

Toma el control
de tuvisitaenla
tienda

¢En qué te ayudamos?

D 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

@ D Ilé E OMNICHANNEL RETAIL

Scan to check prices

1 Escanes los codigos de barra e tus
productor.

2 Paga exchusivamente con a app
Foay®

3 Acércate s un vendedor para retirar lss
alarmas.

Check inventory

Tap and pay

© Procio vilido 3 26/0772022 para &
tlanda Falabella Parque Arauco FS.

Pagalo desde tu celular sin pasar por la
caja con Escanea & Paga
Asegirate de taner i app PV con una
tarjeta de A0 0 CTEGI0 agregada

Revisa detalles y ofertas de todos
los productos.

Scanning the QRcode
switches the app to store
mode



E OMNICHANNEL RETAIL

Malls
as urban centers

INTEGRATED INTO THE ECOSYSTEM

@ Keyrolein data generation  and customer
engagement with Falabella

MALL OF THE FUTU

@ 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 RGP SRl

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

MONETIZE THE VALUE CREAT | :

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

Q Incremental  revenues from ecosystem
value added services

o



Key takeaways
Channel Strategy

S

Selective growth
opportunities

Home Improvement
in Brazil and Mexico

IKEA in Chile, Peru
and Colombia

01

Integration of
e- commerce with
physical stores,
with a focus on
adding value for
the customer

Become the top seller
on Falabella.com

Strengthening  digital and
showrooming experiences

Logistical role  of the store

I=

Optimizing the
physical
footprint

Selective store closures

Increase the profitability
of the current footprint

Reduce retail space in
shopping centers, and
increase entertainment
and Food and Beverages

OMNICHANNEL RETAIL



Category and Brand

Brands role

NALaC

A

5

SKELHERS

OMNICHANNEL RETAIL

Strategy
Supeérdry.

carter’s LOUNGE

UNITED COLORS
OF BENETTON.

Deezigual.

Diferentation

MANGO

MICHAEL KORS EXCLUSIVE BRANDS

5 AMERICANING

r

GLOBAL BRANDS PRIVATE LABELS

puM BASEMENT

LANCOME Profitability yamp!

ppppp

PANDORA

( 1I I
A
CAROLINA ERRERA

UNIVERSITY CLUB



ategy

i

OMNICHANNEL RETAIL

5’:

INCREASE PRIVATE
LABEL SHARE ON
SPECIALIST
CATEGORIES

EFFICIENT
SOURCING
PROCESS



Centralize non - differentiable & ﬁ JZ 1 OMNICHANNEL RETAIL
categories

We are shifting from CATEGORIES falabella. @ SODIMAC # TOTTUS
managing categories

by business units into a
brand and category Bed & linings
management. Electronics &

Home Appliances

Furniture & Mattress Q 0 0
o o

Apparel & Footwear

Health & Beauty

Construction & Finishes

Construction Hardware

Supermarket Food

Supermarket Non Food



Centralize non - differentiable % 11 L OowNICHANNEL RETAL
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

to be

Categories

Centralized

Bed & linings

Electronics &

][a[abe[[a.

® 0 =

@2 SODIMAC

OMNICHANNEL RETAIL

#%: TOTTUS

Home Appliances

Furniture

(5]

P ROBERTA ALLEN Crate&Barrel o :
mica. BASEMENT boniia ivano  tvilum
BASEMENT ~ TEXTIL VINA UNITED COLORS PFLEX o
Bed & linings
MICA. AMBIENTA ROBERTA ALLEN Celta drimkip
[ L [ . ’
Electronics ANKER - rovoromi — . @ @
& Home N NAIPO GURY Instant Oot
Appllances FIND WELL BLING SECURITY -
eUfy  soundcore Hisense



ﬁ Increase private
label share

We are shifting from managing
categories and business separately

Specialist
Categories

CATEGORIES falabella.

Apparel & footwear

Health & Beauty

Construction & Finishes

Construction Hardware

Supermarket Food

Supermarket Non Food

% 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 5o
woigts 8885l

BEARCLIFF fratta$3® CONIGLIO

BASEMENT UNIVERSITY CLUB

B

STEFANOCOCC
NE MOUNTAIN GEAR

PARA APOLOGY

newport

CECILIA BOLOCCO

A SODIMAC Construction Finishes
Construction Hardware

PRIVATE LABEL

Sales Penetration 74%

topex [ENEH [EN3

BauKer.

L]
UBERMANN WALTO STYLES m

oany I RN
e SR R

IIIIII

dacqua HOLZTEK

©) humboldt.

OMNICHANNEL RETAIL

$2: TOTTUS Edible PGC
Inedible PGC

PRIVATE LABEL

Sales Penetration 26%

)
T fu.
IOTIVo ° BLAEK
PREMiUM II'I S SELECCION ESPECIAL

PRECIO @ 4

| PORTERHOUSE |
uno \N g |

[ASA
il e
Hezra  SOOLTH



% OMNICHANNEL RETAIL

Efficient sourcing
process

Purchase

Consolidation t100k o e

Containers by ports and

Efficiencies by consolidating .
purchases of categories that per year suppliers

are marketed by several . oA / 27 5
Ports of

Synergies LATAM Origin
Opportunity to
Synergies Ey J'_Ointlyﬁ_ consolidate our store
using purcnasing otrces :
in China and India rep.ler.ushment
logistics for

centralized categori




