


Esta teleconferéncia possui traducao simultanea. Para acessar, basta clicar no botao Interpretacao
através do icone do globo na parte inferior da tela.

O Release de Resultados e a Apresentacao, versdes portugués e inglés, estao disponiveis para
download no site de RI: ri.magazineluiza.com.br

A apresentacao em inglés também esta disponivel no link enviado no chat.

This conference call has simultaneous translation.
To gain access, please click the Interpretation button on the globe icon at the bottom of the screen.

The Earnings Release and the Presentation, Portuguese and English versions, are available for
download on the Investor Relations website: ri.magazineluiza.com.br

The presentation in English is also available on the link sent in the chat.
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In 2Q23, Magalu achieved above market growth across all channels,
including 22 p.p. online and 5 p.p. offline

VO (RN (5 CORTIENEE METLEE T LRl YoY Growth: Offline market vs Magalu physical stores
e-commerce

[% #

_______________

1g2% + B Neotrust W Magaluonine B GFKoffline [ Magalu offline

46%

104%

2Q20 2Q21 2Q22 i 2Q23 2Q21 2Q22 i 2Q23

_______________

Source: Neotrust; GFK; Magalu * Images not to scale



When interest rates fall, the durables category tends to resume growth

Growth of e-commerce GMV per category vs interest rates
[Base 100 = 1Q18; Average meta SELIC]

________________
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2Q18  2Q19 . 2Q20 2Q21

Source: Neotrust, BACEN

Telephony
Technology
Domestic appliances
Home and Furniture
Lifestyle

Long Tail

SELIC

Sales of traditional categories are more
sensitive to the movement of interest
rates - telephones and technology show
a drop from 2Q22

Sales of non-traditional / long-tail
categories are more resistant to the
volatility of interest rates



Over the last 4 years, total sales grew an average of 27% per year,
reaching RS 14.7 billion in 2Q23

Sales growth across all channels in
@ Online @® Physical stores 2Q23

Total sales growth
[Billion RS; %]

C27% p.a.)
~efepe 6%
49% 60%
Growth of total sales
14.7 [2Q23 vs 2Q22]
13.7 13.9

Magalu reached the highest level of
market share ever

2Q19 2Q20 2Q21 2Q22 2Q23



In 2Q23, physical store sales reached RS 4.0 billion, with 1.0 p.p. of market
share gains

Growth of physical stores sales
[Billion RS; %]

4%aa > 3%
@ @ @ \ Growth of physical stores sales
. [2Q23 vs 2Q22]

1.0 p.p.

Market share gain
[2Q23 vs 2Q22; GFK]

2Q19 2Q20 2Q21 2Q22 2Q23



Over the last 4 years, our e-commerce business grew an average of 46%
per year, reaching R$10.7 billion in sales in 2Q23

Growth of e-commerce sales

Billion RS; %
[ S ] @ 1P @ 3P

C46% p.a. > I 7%

469 Growth of e-commerce sales
+ % ‘o_l |_._| |_._‘ [2Q23 vs 2Q22]
0.7

6 p.p. market share gain

Versus a decrease of 15% for
the overall e-commerce market in Brazil

[2Q23 vs 2Q22; Neotrust]

2Q19 2Q20 2Q21 2Q22 2Q23



Over the last 4 years, our marketplace business grew an average of 64%
per year, reaching R$4.2 billion in sales in 2Q23

Growth of marketplace sales
[Billion RS; %] 64%
4-year average annual marketplace

growth
64% p.a. > b4 p.a. [2Q23 vs 2Q19]

15%

Growth of marketplace sales
[2Q23 vs 2Q22]

Increasing the marketplace take-rate
boosted profitability without
impacting sales

2Q19 2Q20 2Q21 2Q22 2Q23



Magalu’s marketplace sales once again surpassed physical store sales, and
the marketplace has the potential to become our largest sales channel

Share of sales per channel
[% GMV; 2Q19-2Q23]

29%
W 3P Share of 3P sales as a percentage
T of total sales [%; 2Q23]
I Physical Stores

39%

Share of 3P sales as a percentage
of online sales [%; 2Q23]

2Q19 2Q20 2Q21 2Q22 2Q23



The marketplace is the principal channel for originating new customers and
has the highest purchase frequency

Channel of origination, percentage of new customers
[% of new customers per channel; 2Q21-2Q23]

L Rl I Marketplace (3P)
<+ 100% o of new customers were originated
57 /o by the marketplace
[%; 2Q23]

of the total active customer base

O/ purchased products from the
+70%

marketplace channel during the last
12 months [%; 2Q23]

2Q21 2Q22 2Q23
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Number of sellers
that are already part of our
marketplace

300Kk

+200k are small to medium-sized
businesses who joined the
marketplace via Partner Magalu

Contribution of Partner Magalu in
the hunting of new sellers




Magalu's strategy is to continue growing, mainly in families with better unit
economics

Magalu's share of the online market by average Estimated Online Market GMV and Profit Pool by
ticket range [% 2Q23] Price Range [RS Billion; 2022]

E-commerce
ETENT

Other
players

Online market GMV Estimated profit
R$ 0- R$200- + R$1,000 2022 pool
R$200  R$1,000 [ 1<r$100 [ R$200-300 [l >RS$ 1,000

Source:: Neotrust; Magalu; YipitData NOTE: Profit pool calculation based on internal RS 100-200 - Rs 300-1,000
data using the median of profitability per seller's average ticket 12




Magalu has a defensible product mix with less exposure to new cross-border rules.
Only 3% of our GMV is derived from families susceptible to cross-border competition.

At risk families: lower ickets items, in families with low brand penetration,

with cubic volumes conducive to air transport

2Q23 vs 2Q22 [%; Growth YoY]
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Increase marketplace conversion rates by expanding our logistics offerings,

raising service levels and shortening delivery times

80%

of marketplace offers
pass through Magalu
Entregas

Percentage of marketplace orders delivered by
Magalu Entregas in up to 48 hours

2Q2e ! 0 e
+1Qp.p
50%
Hoje :
o= 1P




Magalu's Fulfillment Operation completed one year, with solid growth,
gains in scale and the possibility of future expansion

Truly multichannel fulfillment

Distribution 58 | Faster delivery
Centers gy e The same vehicle that supplies the physical stores also transports 1P and 3P
J e-commerce items, items for in-store pick-up, and delivers to customers' homes

Less than s Lower costs

(o)
~ 1 0 /0 = 30 days - e Shared infrastructure, already optimized to handle light and heavy items
of 3P orders inventory ) e Fulfillment operating costs are spread across our current distribution centers
B with no investment required for expansion

turnover

2 50/ : Example: Louveira distribution center
(o] \

N\ e storing +30,000 products from sellers, occupying only 7% of the total area
Increase in =3 e +70% of the light products shipped from this distribution center are from the
conversion /SuEunys marketplace
rates . e +25% cost savings compared to other models
> e +25% average conversion rate of stored products

25%

Reduction of
costs




Our physical stores play a fundamental role in making the

marketplace multichannel, providing our partners with value

added logistics services

Drop-off
Agency Magalu Sellers using the
stores optimized for stores as postal
drop-off agencies

3P in-store pick up

stores enabled for of marketplace
in-store pick up of orders are delivered via
marketplace items in-store pick up



Our financial services for sellers

0l4, Isabela >

Useassim modas e acessorios

Highlight

7.4 Million

MagaLu pOy Acesso rapido
empresas -
PIX transactions

vs. 3.7 million in 2Q22 +56k
, entrepreneurs already have
fintech.Magatu

our Digital Accounts
Hub Fintech concluded its
reverse incorporation of
Magalu Pagamentos

Total TPV in 2Q23
+18% vs 2Q22

spsauadwia

Ver todos v

o

20

2.000,00 >

’ Vencw‘mento. 09 de majq

+RS325 Mi

This enabled the integration of
Kabum and Estante Virtual
into our financial ecosystem

30 fisico oggg
0 EC'édim )

Digital Account TPV of Sellers
in 2Q23




@ Mmagau

Sponsored search ads grew

9.2K FOUR-FOLD

Active seller advertisers vs 2Q22
[#;2Q23]

Campaigns created during 4 5 o /
h
g 1} 0 vs1Q23

Magaiu

Q_ Procure no Magalu

9 Ver ofertas para minha regiao >

Festival de o
cupons * o)

cupons com até

S50

0l4, vem ser feliz!
Aproveite ofertas incriveis
) recomendadas para vocé.
ENTRAR




In addition to increasing sales, we significantly increased the profitability
of our marketplace

Growth of the 3P take-rate Growth of the 3P contribution margin
[% GMV; 2Q21-2Q23] [% GMV; 2Q21-2Q23]

32% increase in
A 4 marketplace derived
revenues «
[2Q23 vs 2Q22]

2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23
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Financial Highlights - 2Q23

"] %, E-commerce Growth R$ 1 4.7 sitiion in Total Sales

(Growth of 6%)

1 50/0 3P Growth 28.8% Gross Margin

(vs 28.6% of margin in 2Q22)
(o] Million in Adjusted EBITDA «
2 /O 1P Growth R$440 (5.1% of margin)

O/ Physical Store Sales Growth L S Million in Adjusted Net Income «
3 /0 R 1 99 (-2.3% of margin)

21
*Disconsidering non-recurring expenses in the amount of R$155.9 million (R$102.9 million net of taxes)



Adjusted EBITDA Margin Growth

The services margin increased the total gross margin by 1.9 p.p., fully offsetting the tax
increase

I \
: 27.3% I
I
5.7% : .
I
I o
: 23.1% 2025 /‘ 21.4% : 9.1%
: I
I I
: 2022 Q23 2023 I
. Gross Margin on I
Gross Margin : Total G
\\ on Merchandise se(vices O;jarg;zss P z
2Q22 Margin on Service Selling G&A Equity in Provision for Other 2Q23
Adjusted Merchandise = Margins Expenses Expenses  Subsidiaries [ oan Losses Adjusted

22



Growth of Working Capital, with an increase in the suppliers balance

Financial expense R$100 million lower compared to 1Q23

Adjusted working capital (rs siliion) Qdiustecineiiiancialiexpenseliz it ion

CDl  12.4% 13.5% 13.8% 13.8% 13.8%

2.3 AVEIAZE | . e
7.0%
5.8 0-3% 6.2%
8% %
L 0 5.1%
4
. 569 632
Jun-22 0.3 0.1 494 556 532
M cettteteeeeeeeeeseseseseeiieiiiin
(0.1) Sep22 Dec22 Mar23 Jun23
2Q22 3Q22 4Q22 1Q23 2Q23
Adjusted net financial expense % Net Revenue

increase in suppliers balance grew +15 p.p. reduce financial expense




R$1.0 billion increase in cash in 2Q23, reaching R$8.1 billion

Operating Cash Generation of R$846 million on 2Q23

Cash Flow 2Q23 (RS billion) Receivables @D Cash

8. 1
7.1
5.7
4.9
Adjusted Final Operating Cash Capex Cardif Agreement Interest and Adjusted Final
Cash Flow Leasing Cash

1Q23 2Q23 24



We ended 2Q23 with a Net Cash position of R$0.9 billion

Total Cash position ~3 times short-term debt

Cash and Debt

Receivables @& (Cash
Low cost : CDI + 1.25% p.a.
1 .0 8.1
71 - 0.9 NetCash
49 7.2 Gross Debt
4.9 —
Adjusted Final Increase in cash  Adjusted Final Gross Debt 2023 2024 2025 2026
Cash during the period Cash 03/30/2023



Luizacred
3% growth in credit card TPV, reaching R$14.1 billion
Magawu

The credit portfolio is now R$20.0 billion

Growth of the Luiza Card Base TPV

[RS billion] 3% e

73 74 136 —— %

' 71 70 6.9
11.5 7% 12.3
iR
14%

&l - 1.8

2Q22 2Q23
LS ZAC T e el B Ll Luiza Card Outside Magalu

Luiza Card Inside Magalu



Default rates: CDC and Luizacred

Normalization of the overdue loan portfolio with the lowest short-term default
rate indicators in the last five years

Default rate CDC Default rate Luizacred
[% Over 30 MOB3] [% Over 30 MOB3]

19.3%
©19.1% 18.7% 18-9%

5.8% 5.8%
5.3%
4.7%
4.4%
° 4.0% 2% 40%

14.4% 14.4% 3.7% 3.6% 3.4%

r T T T T T T T T T T 1 r T T T T T T T T T T 1
Jul/22 Aug/22 Sep/22 Oct/22 Nov/22 Dec/22 Jan/23 Feb/23 Mar/23 Apr/23 May/23 | Jul/22 Aug/22 Sep/22 Oct/22 Nov/22 Dec/22 Jan/23 Feb/23 Mar/23 Apr/23 Mgrxjégs%

Projegdo

The 2Q23 cohorts have the lowest default rates of any cohort in the last five years




The fall in interest rates will boost sales, lending and reduce financial expense

Selic Rate Adjusted net financial expense (RS Million)
FOCUS . Bacen ...............................................................................................................................
CDI Average  9,9% 6.4% 6.0% 2.8% 4.4% 12.3%
Bositive L
0, )
U impact on the %RL i
11.75% long curve (2,041)
Average from 2017 to 2021:
9.00% @k of Net Revenue
CDI average of 6.0% p.a .
8.50% (;-; S)
2.7% -
<k 1.8% (531) e
(359)  (277) (410)
2017 2018 2019 2020 2021 2022
Mg/ Dee/ Dec/ Dec/ We estimate that each percentage point reduction in the Selic rate generates

a savings of R$150 million per year in financial expense
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Magalu f Ecosystem
5 fintech. vj_} viP 51
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Luizacrep ' -‘i smartHint) @ -ussaes
Luizasec ‘ %g{g}d itss
MaggtLr‘e"gas , ® Canaltech
A ZATTINI aqreme LOOK
GFL #tonolucro ﬁ
Gsinct shoestock e %
HIELOE . estante
EPOCA virtual

uuuuuuuuuuuuuuuuuuuuu



Magawu

INVESTOR RELATIONS

RI@QMAGAZINELUIZA.COM.BR
MAGAZINELUIZA.COM.BR/RI

The statements in this document related to business perspectives. projections on operating and financial results and those related to Magazine Luiza's growth prospects are merely projections e. as such. they are based exclusively on the board's expectations about
the future of the business. These expectations depend. substantially. approvals and licenses required for project approval. market conditions. performance of the Brazilian economy. of the sector and international markets e. therefore. subject to change without

notice. This document may include accounting and non-accounting data such as. operational. pro forma financial statements and projections based on the expectations of the Company's management. The non-accounting data has not been subject to review by the
Company's independent auditors.



