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COMPANY OVERVIEW
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FINANCIAL HIGHLIGHTS:
STRONG RESULTS...

+65% E-commerce E : 289%9‘085”\0’91

growth in TQ18 o -80bpsvs. 1Q17

+1] 6% Physical Stores ﬂ 21.2% sG&A

- SSS growth in 1Q18 -100 bps vs. 1Q18

%g% EBITDA margin

/'I"I +30% Gross Revenues S¥ls

growthin TQ18
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...COUPLED WITH STRONG PROFITABILITY
AND FINANCIAL DISCIPLINE

P 1 4% Financial Expenses = | R$1 47m Net Income

-280 bps vs. 1Q17 (vs. R$59m in 1Q17)

R$1 ,0 bi Cash Flow

from Operations (LTMm)

.’ R$23m Equity in Subsidiaries
(1Q18)

N. R 228m in Working Capital M l\llze§(‘!as3h AEE/B

Improvement (LTm) !



FOR A THRIVING MARKET

ONE OF THE FASTEST GROWING MARKETS ... ... EXPECTED TO GROW EVEN FURTHER ...
E-commerce market CAGR (2010 - 2016)

E-commerce Sales, RSbn3

CAGR 2015 - 2021E

12%

20.1%'

160%  153% 151% 15.1% e .
] 1110 — | | I I I
woe wmece = () + R$50 J

2015 2016 2017E 2018E 2019E 2020E 2021E

billion
.. BUT ONLINE RETAILIS JUST GEITING STARTED ... market4 ... WITH FURTHER ROOM FOR EXPANSION

E-commerce as % of retail sales, 2016

E-commerce as % of retail sales

19.6% 15.7% v

121% :
J I I 0% 7.15% 4-’7%2 2.6% 4,7% 4 9;% =
P « mu m B BB
h l_- T T T T T

' — ® o 2016 2017E  2018E  2019E  2020E  2021E

Source: E-bit, Euromonitor, eMarketer
' E-bit; 2 Euromonitor; 3Implied market values from '2017E-'2020E assuming 12% expected CAGR from '2015-'2021E; “ Market size expected for 2017E; 5 Excluding auto, gas and food sales




MARKETS WITH STRUCTURAL CHALLENGES

TAXES COSTS
Working Capital

ICMS Funding Cost
INSS

FGTS

< AAJ
AA

IPI

PIS
CSLL
ISS

IR
CPMF
COFINS
IPVA
IOF

IPTU

Interest free
installments

Interest

Rate 6.50%




MAGALU’S DIGITAL TRANSFORMATION...

TRADITIONAL DIGITAL
RETAIL PLATFORM WITH
coMPn“v WIT“ magazineluiza P“YSIGAI.
DIGITAL PRESENCE AND
PRESENGCE HUMAN TOUCH



OMNICHANNEL

_ STRATEGY
SINGLE OPERATING
_____ PLATFORM
THE ONLY
PLAYER WITH A
TRULY
OMNICHANNEL Badieoice
OPERATION

SERVING ALL SALES
CHANNELS Phone Sales

E-Commerce



”@ DIGITAL
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GROWTH WITH
PROFITABILITY

R$1.906

= ROIC
31%  (per year)
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. Shoppable Logistics & distribution
OMNICHANNEL

B~ STRATEGY .
- g 858stores | U +1,5k poiey
- “; - o Disbuton Distribution
:é’ R (.?((SaBtg)rs ﬂi. 10 C(e;(tgrs
F U L LY «K%f X f A i-m- mi":)r::lfi: sz[:g: o storang;ﬂizre: icr:fDCs

INTEGRATED
LOGISTICS M
PLATFORM =7~ o

xta |
v @ i';‘;’,i:’s""5""’”“°MF§§'§’"Z"3;ECZ?J’“@

A

5 4 million sf of total storage
° area (stores and DCs)

s

Integrated nationwide
logistics & distribution

- Free in store pick-up
capabilities @) Integrated ERP ’ ‘ mostly up fo 48hrs @)
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OMNICHANNEL
— STRATEGY

LOGBEE X
ACQUISITION

STRENGHTEN THE
LOGISTICS
PLATFORM

Accelerate express delivery

Launch Shipping from Store

Launch Fullfilment by Magalu

Logbee is responsible for
90% of Séo Paulo Express Delivery
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*
*
*

+300 SOFTWARE ENGINEERS AND +40 TEAMS

0
Customer
Care
Big Data Catalog
Dl\j

Warehouse
Digital Store ."
: P E R ! -|-| N G Recommendation o*
. Magazine Voce
TODAY AT THE g
Mobile ."
* Sales
Planning

A
Clube
SPEED OF o
STARTUP \)
Store
Marketplace Bi\gv Backoffice
U
Infra Ops
BUSINESS ’0‘ Merchandise
MISSIONS “‘ Teresa
o (Paas)

*

+* SUPPORT

A0V | EAN, ENTREPRENEURIAL
=l climire

Supply Chain

co@

‘0

o* MISSIONS

"
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— FROM SELLING GOODS,
ZJiks DIGITAL STORES TO PROVIDING DIGITAL INCLUSION

O O 0 @

Mobile Mobile Mobile Digital

W H Y O U R | Sales  Inventory PinPad  Credit
PHYSICAL Mobile Fians
STORES WILL Connects
THRIVE IN THE o
DIGITAL e

ECO N OMY experience

Financial
Services

WiFi for
customers

Pick up at
. store

Ship from
store

STORE PROCESS AUTOMATION
AND NEW SERVICES
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1718 HIGHLIGHTSMAGALU

MARKETPLACE

el SKU's +1 2kse”ers '51 26Mm 1T18 In phy5|col s’rores

Magalu Entregas 4
M QC"U Ads 7% Rejected
fjf_:;a Platform 2 OSe[IIers

m Seql NEIEIS

with marketplace in the pllo’r




TR DIGITAL
L= TRANSFORMATION

CUSTOMER
CENTRIC

MORE THAN
20 KPlIs

Active Customers

NPS e Repurchase
% 9

Exchqnge Avallabllliy of
process producis
48 hours

l l ‘Acﬁve App Users

Delivery \_/

Contact 9

‘Achve Luiza Card
Raie > Base

First Call

Resolution
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ﬂg‘ DIGITAL More than 20 KPIs...
L= TRANSFORMATION Nes

Number of unique active customers (overall)
Number of unique active customers (physical stores)
Number of unique active customers (e-commerce)
Purchase frequency (per customer)

App conversion

E-commerce purchase frequency
C U R R E NT P HAS E GMYV generated via the App (RS billions)
Number of monthly active users (MAU) on the App (millions)
C U STOM E R Number of Luiza card activations (millions)
C E N T R I C Number of Luiza cards activated and customers with direct to consumer credit (DDC)

Percentage of carts abandoned at check-out

Click-through rate search

Percentage of orders completed in D+2

Availability of top items per distribution center (e-commerce)
Availability of top items per disfribution center (physical stores)

Growth

Pre-Sales

Percentage of on-fime deliveries

l r“\ l Contactrate
Percentage of first call resolutions per call center
4 f’ Percentage of customer satfisfaction - Luiza Resolve
) Reclame Aqui (per million orders)
A p!§ oL Civil and Procon (per million orders)
b -

Post-Sales

Average time between exchange request and refund
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B DIGITAL SALES
© % PLATFORM

K magal

WINNING
BUSINESS
MODEL:

OMNICHANNEL
MARKETPLACE
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FINANCIALS




CONSISTENT MARKET SHARE GAINS
E-COMMERCE PERFORMANCE IS A HIGHLIGHT

Total Sales (rsBN) Sales Performance

i | Total Market Growth (IBGE) ] i | Ecommerce Market Growth (E-bit)

+8% +2% P +8% +11%

14.4
11.4 '

33 4.5
I
2016 2017 1Q17 1Q18

2016 2017 1Q17 1Q18
[0 sss Physical Stores [ Total E-commerce

______________________________________________________________________________________________________________________________________________________________________
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CONSISTENT GROSS MARGIN AND TIGHT EXPENSES CONTROL
E-COMMERCE GROWTH AND OPERATING LEVERAGE

Gross Margin (% NR) SG&A (% NR)
287/ »' ; §

30.7% | "80 b
30 1/ i 23.2%
i 21.5% 21.4%
30 - i i L. =

2016 2017 1Q17 1Q18 2017 1Q17 1Q18

______________________________________________________________________________________________________________________________________________________________________

magazineluiza 21




HIGHER EBITDA REFLECTS SALES PERFORMANCE,
E-COMMERCE CONTRIBUTION AND EXPENSE CONTROL

EBITDA (R$MM and % NR) Financial Expense (R$ MM and % NR)
110 bps E E B Discount of Receivables  Net Interest Expenses !
* P
8.6% ; ; ~290 bps
P 4.6%

_— 8.3% 8.3% 304

| 1.031 \1.7%
i 715

i 130

i —
. 2016 2017 1Q17 1Q18

______________________________________________________________________________________________________________________________________________________________________
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HIGHER NET INCOME, RETURN ON INVESTED CAPITAL (ROIC)
AND ON EQUITY (ROE)

i I NET MARGIN
|

§ 2.1% 4.1% i §
: P 39% 36%
| 389 . 1%
i P 15% 37%
| ' - 25% 29%
: 147 P
: P 14%
i 87 59 i i °
I . |
2016 2017 1Q17 1Q18
2016 2017 1Q17 1Q18

[ roic M ROE

______________________________________________________________________________________________________________________________________________________________________
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WORKING CAPITAL IMPROVEMENTS WITH
NET CASH POSITION

Adjusted Working Capital (rsmwm) Adjusted Net Cash(rs mm)

. , | l I '_]_'_2_ 2(_
i i 1,284 §
484 ; ; ﬂ ;
161 . , s
-444
219 | -1.050 -859 |
-447 i :
mar-15 mar-16 mar-17 mar-18 ; ; mar-15 mar-16 mar-17 mar-18

________

______________________________________________________________________________________________________________________________________________________________________
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THANK YOU




