FALABELLA ‘  falabellazon | @hsopimac. | & TOTTUS | ©) maliplaza | g saorstets

Earnings Presentation

Grupo Falabella
3Q26 ,




DISCLAIMER

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://investors.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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more
interactions strengthen
our capabilities,
allowing us to deliver
increasingly relevant
experiences and drive
higher usage frequency

Ecosystem'’s

39 million Q 22 million ﬁ 570 7 .s} >50%
- Countries

Orders picked up by C&C

Key Figures @ Ecosystem Customers Loyalty Participants Stores & Urban Centers




CI\II\IBCIII\
rAwA [ =Ry
ce e

Customer interactions on average with our

3Q26 Ecosystem teractions on av .
58 ecosystem, increasingly enabling personalized
Hi gh li 4 hts iperiences

Of our 39 million customers connect through our
~50% g
0 ecosystem, with 2 or more Group businesses

>50% Of orders picked up by Click & Collect

37% Loyalty engagement cont!nues to rise Witl:] _
redemption customers increasing YoY in Chile
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HIGHLIGHTS 3Q26

Paving the way to become the #1 Digital Bank

BancoFalabella , ,
D in the countries where we operate

16.8% G2 d )
Stock (YoY) a

Loan Portfolio!

Primary Banking Growing Active
Relationship Customer Base
@ (l) O @ 43% of our active customers in Chile 8.8M active customers (+6.5% YoY) and

choose us as their main bank, with loans 901K new accounts and credit cards

0, 0, 0, 0,
SLESWOLY sk AP i) G per customer reaching US$970 (+9.7% YoY). (+13.8%); card purchases up 14.2% to
NPLs (%) 28%  24%  22%  5.5% US$7.5B.

"Includes the Financial Services operations in Mexico, which are not consolidated in the Financial Statements.




HIGHLIGHTS 3Q26

Omnichannel Multi Specialist in partnership with the
top brands

9.3%

Revenues (YoY)

16.9%
5 6% 6.5% Openings in Angol, Linares and Coyhaique Broader assortment with brands and
2.9% ' bring Falabella to all 16 regions of Chile, sellers like Natura and IKEA drove online
e R e with strong early results from the new GMV up 16.9%
GMV2 stores.

2Includes 1P and 3P GMV.
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HIGHLIGHTS 3Q26

see Refocusing our strategy to deliver a better customer
$ TOTTUS ‘ price-experience proposition

Revenues (vov) Winning with Online Channel
ocHiEnsy Value Proposition Momentum

— Renewed value proposition built on Online sales grew 20.5% YoY, reaching 6.6%
competitive prices, perishables and private penetration (+68 bps). We continue to

5.7%
N labels, with the new Tottus store image in innovate to sustain this growth, with
Chile and Peru. initiatives such as Carrito Listo in Chile and

Chile Peru Online
GMV Peru.

9.2% _ """ uﬁ

Revenues (YoY) . ‘
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Revenues (voy)

Local Currency

0,
9.2% 10.9% 7 5%

2« T =

-9.8%
Chile Peru Colombia  Mexico Brazil

4.5%

Revenues (YoY)

2Includes 1P and 3P GMV.

Online
GMV2

Omnichannel &
Private Brands

Online GMV +11.6% with 17.0% penetration
(vs. 15.9% in 3Q25); private brands reached

34.0% of sales (+0.8 p.p.).

=

HIGHLIGHTS 3Q26

Omnichannel execution and a stronger PRO
proposition driving growth across the region

Professional Customer
Focus

PRO segment sales grew 2.4% in 3Q26,
backed by an integrated offer in product,
price, advice, speed and financing.




HIGHLIGHTS 3Q26

EBITDA evolution (USS MM)
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o— EBITDA Margin (%)
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Note: All figures are presented at constant exchange rates, using an FX rate of 972,6 $/US$.
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Net Financial Debt / EBITDA

8.6 8.2
7.3 i

2.6 2.5 19 18 13

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

Cash Evolution (US$ MM)

Non-banking businesses

8%
221
424 5 g3
411

1.378

Sep-25 EBITDA  Working Taxes CAPEX & Cash Flow Net Debt Dividends

(excl. Capital 3 Asset Sale - Banco Interest
IFRS 16) Falabella*

3 Working Capital includes accounts for inventories, trade and other accounts receivables and trade and other accounts payable.
4 Cash Flow - Banco Falabella Chile includes dividends and intercompany debt repayments

Note: All figures are presented at constant exchange rates, using an FX rate of 972,6 $/US$.

1.2 1.3

1Q26 2Q26 3Q26

360

Others

1.6

1.485

Sep-26

HIGHLIGHTS 3Q26

USS 3.579mm

Total Financial Debt
(Non-banking Businesses)

USS 2.094mm

Net Financial Debt

70%

Debt maturity after 2030

Investment Grade

BBB- BBB
STABLE STABLE

ﬁ Fitch

Ratings




Key takeaways from our CEO

P @ O,

Our ecosystem is becoming All our businesses grew, From a position of strength,
more relevant in showing broad-based we enter a new phase of
customers' lives, with growth and mutual growth, investing in

Fpuntos linking benefits reinforcement Colombia, Chile and Peru
across the Group
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