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COMPANY OVERVIEW
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FINANCIAL HIGHLIGHTS: STRONG RESULTS...

B 30.3%gos

-70bps vs. 1H16

+56% E-commerce

growth in TH17

+13% Physical Stores ﬂ 21.8% sGcaA

~ growthin TH17 -220 bps vs. TH16
/I I +24% Gross Revenves 29 8.5% EBITDA margin
growth in TH17 e+ 100 OPS VS, THT6




...COUPLED WITH STRONG PROFITABILITY
AND FINANCIAL DISCIPLINE

P 4.4% rinancial Expenses g2 R$1 3 1m netincome

-100 bps vs. TH16 (vs. R$16m in TH16)

ROIC: 30%1H17)

R$955m Adjusted
ROE: 35%1+17)

Cash Flow from Operations
(LTM)

%. R 444m i Working Capital \""'N R$51 5m Net Debt
Improvement (LTm) Reduction (LTm)



CLEAR GROWTH DRIVERS...

BRAZIL HAS A LARGE AND YOUNG POPULATION...

connected
in 2016

1N

48m

+120m users active e-commerce users 84m credit cards

Source: IBGE, Internet Worldstats, We Are Social, E-bit and ABECS
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R$699bn

In payments
done through
credit cards
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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 8.25%




MAGALU’S DIGITAL TRANSFORMATION...

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



... IS BASED ON 5 KEY PRINCIPLES

OMNICHANNEL
- STRATEGY

DIGITAL

TRANSFORMATION i i DIGITAL STORES

4fh MO LEAN, ENTREPRENEURIAL
amm.  CULTURE

th ®zws DIGITAL SALES
% PLATFORM



OMNICHANNEL
— STRATEGY

THE ONLY
PLAYER WITH A
TRULY
OMNICHANNEL
OPERATION

E-Commerce
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SINGLE OPERATING
PLATFORM

Single
Backoffice

SERVING ALL SALES
CHANNELS Phone Sales
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. Shoppable Logistics & distribution
OMNICHANNEL

= STRATEGY =
: _ ivery

g!% i 2 sigpitgorlis .-‘ +1k Partners
-’ oy ~Ee Dishibution Distribution

g‘»’ = EBEe b 10 centes
FULLY A || B e

INTEGRATED
LOGISTICS M
PLATFORM =7~ o

xta |
v @ i';‘;’,i:’s""5""’”“°M'Z’§*?n’n‘i“§'e‘ﬁ'v‘2?y"e'@

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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— 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 Frans AN
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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*
*
*

+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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: DIGITAL SALES
7 ¥ PLATFORM STAGE 1 STAGE2  STAGE 3 STAGE 4

Connecting E-Business Comparable Subjective
& Entertaining Basics Goods Purchases

ISR WA

THE NEXT
BIG OPPORTUNITY

S IN B o
LONG TAIL f

I Established and

Generation Digital

I
i
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-:.:'.':'::::-:-.:.:': DIGITAL SAI-ES FIRST CLASS PARTNERSHIPS... /T\
" % PLATFORM
@ Small and medium size retailers @ Direct competitors

Leaders in complementary

) segments Q) Players with informal inventory

. Sellers with focus on customer . .
satisfaction Q) Sellers with poor levels of service

1P AND 3P USER
EXP E Rl E N C ES ... IMPROVING BUSINESS EFFICIENCY

INDISTINGUISHABLE
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DIGITAL SALES el e

PLATFORM 1st Stage | MVP 2nd Stage | Expansion 3d Stage | Scale
(until Dec-16) (until Dec-17) (2018 onward)

v' Platform stabilization v New Products Page v" Integration with

v Customer Service v APIs opened to 31 Physical Stores
Center (CSC) .

v' Integration with VTEX parties ¥ Magalu Ads

v Complementary v Integration with All v Magalu Payments

M A G A I_ U Categories Platforms

AS A
S E RVIC E @ +50 Sellers @ +400 Sellers e +Sellers

g5 +80k SKUs g +1m SKUs +SKUs

v" Fulfilment by Magalu

Current sellers

EE gacTA AMESA AV O N Stamaco
&) & cadence @ClimaRio
madeiramadeira ST

90 @, redes
VAN ambev = dormictn Spiey
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B DIGITAL SALES
© % PLATFORM

STRATEGIC
ACQUISITION

S8 : Y
i N 4 \“ “ / A 4 ) \
4 '\\ z; - ".“
Enterprise — ‘ Al ' .
ACCELERATED - : e
MARKETPLACE % 4 Yk

GROWTH
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FINANCIALS




CONSISTENT MARKET SHARE GAINS
E-COMMERCE PERFORMANCE IS A HIGHLIGHT

Gross Sales (rsen) Same Store Sales Performance

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

-8% +6% P +7% +8%

<-+8% ) <+24%5 § ;
I|||| ||||| IIIII_______lllll___ | -15%,

2015 2016 1H16 1H17 2015 2016 1H17
I Physical Stores ® E-commerce

______________________________________________________________________________________________________________________________________________________________________

10%

magazineluiza 19




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

Gross Margin (% NR) SG&A (% NR)

23.5% 23.2% 24.0%

| 1T

2015 2016 1H16 1H17

______________________________________________________________________________________________________________________________________________________________________

magazineluiza 20




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

EBITDA (R$MM and % NR) Financial Expenses (R$ MM and % NR)
30 bps 156 bps Bl Discount of Receivables  Net Interest Expenses
P 5.4%
0 9 o —_ 5.3%
7:5% 7.0% 8.5% - 5.45,

5. 2% —_—
i i 4.40/0

' 486 504
J—l Ll = =

2015 2016 1H16 1H17

1H16 1H17

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

P 30%
. 0.9% 2.4% Lo 35%
| P 20%
i - 131 ) | %
i 87 P 14%
i 16 l . /
| 1H16 1H17 P -11%
i 66 ; ; dec-15 dec-16 jun-17
' 2015 2016 .

Net Margin P e RO|C e===ROE

______________________________________________________________________________________________________________________________________________________________________
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WORKING CAPITAL IMPROVEMENTS WITH
CONSISTENT NET DEBT REDUCTION

311 333

i -61 M 111
dec-14 dec-15 dec-16 jun-16 jun-17 i i dec-14 dec-15 dec-16 jun-16

________

______________________________________________________________________________________________________________________________________________________________________
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THANK YOU




