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In two years, we doubled total sales, overcoming the largest

comparison base in the Company’s history
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The decline in physical store sales was a combination of the

worsening of the macro scenario and the high 2020 comparison base

Evolution of store sales
[R$ Billion; %]

Lower sales volume in the physical
stores, our most mature and
profitable sales channel, was the
principal motive for the reduction
in profitability
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Magalu’s 3P business took 5 years to reach RS3.5 bi in a quarter, an

amount that it took our 1P business around 20 years to reach

Evolution of e-commerce sales Evolution of Marketplace Sales (3P)
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With the help of the physical stores, Partner Magalu accelerated the

growth of assortment and number of analog sellers on the platform

Growth of the number of sellers Total number of offers 1P + 3P
[‘000 sellers; on-boarded] [MM offers]
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Marketplace growth has been the result of improving professionalization
among existing sellers and the increasing performance of new sellers

Evolution of GMV per annual cohort of sellers

[GMV 3Q]
The GMV of sellers who entered
/S our platform in 2017 has multiplied
/ 13xin 5 years
—e—Cohort 2017 'he sales performance of new
/ Cohort 2018 sellers during their first year is
o ——cConort 2019 typically 50% larger than
—e— Cohort 2020 the sales performance of the
i Cohort 2021 sellers from the previous year

in ferms of GMV.
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New cohorts of sellers diversify our assortment and strengthen our
ability to make local deliveries

GMYV in Core and Long-tail categories by annual cohort Location of sellers by annual cohort
[GMV 3Q21] [Number of sellers]
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The importance of new categories as a percentage of sales has
grown with the entrance of sellers who complement our assortment

Quantity of published sellers per year, per category
[Quantity of sellers; FY]
—&— Fashion
—&— Home, garden and decoration
Grocery The entrance of fashion,
Beauty and Personal care grocery, beauty and long
tail sellers onto the platform
has strengthened, and given
more visibility to, the new
category strategy.

2017 2018 2019 2020 2021



Magalu’s fashion
world is an example
of how we are
leveraging new,
high frequency
categories

+300 brands

distinct brands on
Magalu’s marketplace

+21 k sellers

Stores and
manufacturers

magawu

+3,5MM

fashion offers.en
Magalu’s marketplace

VISTA Magalu

Launch ofiour own
privaterlabel brand




Magawu
Magalu's 1P delivery speed continues to accelerate even faster
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1 hr%elivery {

42%
290 stores offering 1h delivery
[# Sept/21]
80 cities with 1h delivery
[# Oct/21]
Sept/20 Sept/21 +2k motorcycle delivery partners

via SODE, a startup that we acquired in 2021

Note: independent comparative analysis based on the mean delivery time disclosed during
the period 01/01/2021 and 05/03/2021



We surpassed our own projections, rapidly expanding our logistics

network and strengthening our day-to-day delivery capabilities

Total Logistic Units Total Storage Area
[# DCs and XDs] [km?]
. 1,413
1 200 Total Stores
1,004
. 3,900
" Cities covered by
. Magalu’s network
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The improvement of our logistics network has enabled Magalu to

replicate the performance of 1P delivery for 3P

® ™. Rapid 3P delivery

*

3P orders
delivered by
Magalu Entregas in
up to

48h

Lot

28%

13%

3Q20 3Q21

Ultra-fast _
delivery of 3P;
298 ¢
o
Growth in the volume of
LEB S Ce ) Sellers participating in
Magalu Entregas +1 k Ship-from-Seller with

delivery in 24hrs

65%

of 3P courier orders 1 9 Capitals covered by
pass through Magalu Ship-from-Seller
Entregas
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Our physical stores play a fundamental role in making the marketplace

multichannel, providing our partners with value added services

Drop-off 3P in-store pick up

1 k stores enabled for in-store
pick up of 3P items

2 5 0 Magalu Postal Agenciés
Stores adapted for drop-off

share of 3P
1 0% marketplace orders

3k Sellers using the store
using in-store pick up
’

postal agencies
?
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TPV of R$18.5 bi, coupled with 99% growth, ranks Magalu’s financial

services operation among the largest fintechs in Brazil

Sellers Customers

Digital account +4.4M

‘ \\\\]
iyt Totally free digital accounts opened

s Magawpay . +6.0M

&my; mobile point of sale LUIZA
\ machines credit cards issued
complete solutions for our partnerss
]
((“\X‘ ISA o
“; +RS119M -~ +R$15Bi
Magalu Payments Net Income | Magatu
: for the 9 months ending portfolio

September 2021



Magawu

Financial Highlights



Financial Highlights - 3Q21

O/ Total Sales Growth Million Adjusted EBITDA
129 Tt s oo R$357 Mten sdsidcr
0, E-commerce Growth R $2 3 Million Adjusted Net
22 /O [3Q21] Income
[3Q21]
RS 1 3 . 8 E;glzor] Total Sales R$ 1 4 ?gg‘;? 22 s
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EBITDA Margin Evolution

EBITDA Margin (as % of Net Revenue)

0.3%
....... - 0 0%
o _ ........ I - - - - - - -
0.3% 0.1%
6.8%
4.1%
3Q20 Gross Selling Adm Equity in Provision for Other 3Q21
Adjusted Margin Expense Expense Subsidiaries Loan Losses Adjusted
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Solid Capital Structure

Adjusted Working Capital (RS Billion) Adjusted Net Cash (RS Billion)

7.3 6.8

5.9
4.2 3.8

Sep-20 Dec-20 Mar-21 Jun-21  Sep-21

Sep-20 Dec-21 Mar-21 Jun-21  Sep-21
(0.9 (1.1)
(K) %)

(3.6) .



Cash Generation

3Q21

Cash Flow (RS Billion)

Receivables
3.9
Cash 9 o 1

0.4 70
0.1

4.3

Initial Net  Depreciation  Working CashFlow  Capex  Inferest Nglel(= Debt Follow-on Adjusted

Cash Income and Capital/ from and Repurchase Final

Provisions  Other Assets Operations Leasing and Dividends Cash 19



Cash Generation

LTM

Cash Flow (RS Billion)

Receivables

Cash 0.9 3.9 9.1

- e
1.3 0.6 :
4.6 0.7 mmm “Y° ...
1.2
Initial Net  Depreciation  Working CashFlow  Capex  Inferest Nglel(= Debt Follow-on Adjusted
Cash Income and Capital / from and  Repurchase Final

Provisions  Other Assets Operations Leasing and Dividends Cash 2



TPV - Total Payment Volume

Magalu’s TPV reached R$18.5 billion in 2Q21

TPV
RS Billions] |
18.5
13.2
11.6 11.0 S 4.6
2.6 3.6
9.3 2.8
1.9 00
9.6 :
9.0 26
7.4
3Q20 4Q20 1Q21 2Q21 3021

Credit Card Digital Account + Payments

Banking as a Service
21
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| uizacred

Magatu

6.6 million cards issued

Evolution of the Luiza Card Base Revenues
[million] 6.6 [RS Billion] 41% 928.7
6.0 :
5.5
50 5.3 20.3
47%, 10.9 40%

e Va

50%

/ 47%

38% 5.8
15 2.1 4.0 2

Sep-21 3Q20 3Q21 9M20 9M21

Sep-20 Dec-20 Mar-21 Jun-21

Luiza Card Outside Magalu

Luiza Card Inside Magalu
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| uizacred

Default levels at historic lows

Percent of the Portfolio Overdue (%) Net Income
[RS million] 10%

8.6%

6.5% / 164

5.0% . 118 152
4.7% 4.9% \\ 84

1.8% 2.2% - 9 -29%

1.4% 2.0%  2.1%
Sep-20 Dec-20 Mar20  Jun-21 Sep-21 3Q20 3Q21 9M20 9M21

NPL 15-90 NPL > 90 Il Coverage (%) in IFRS - in Bacen GAAP
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Overall best place to work
in Brazil

| :’#Tagva

Magawu
amelhor
empresa
para trabalhar
no Brasil
PN

el

%

=)

Magau

a melhor
empresa
para trabalhar
no Brasil

*Categoric empresas com 10.000 ou mais ful
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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.



