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DISCLAIMER

LEGAL NOTICE

This document may contain prospective statements,
which are subject to risks and uncertainties as they

are based on expectations of the >qt| Ljsrmat ¢

management and on available information . The
Company is under no obligation to update these

statements . The words N Ljs [ 3 g 37 fLB[ qdkiidkl. | dzg [ T L
T 0 qQudzer Gzl WA O LN [T wdzQ I @ [ TuldzgTLL$[ ETN

and similar words are intended to identify these
statements

The Company clarifies that it does not disclose
projections and/or estimates under the terms of
article 20 of CVM Instruction 480/09 and, therefore,
such forward -looking statements do not represent
any guidance or promise of future performance

Forward -looking statements refer to future events
which may or may not occur. Our future financial
situation, operating results,
competitive  position may differ substantially from
those expressed or suggested by these forward -
looking statements .Many factors and values that may
impact these results are beyond the > Qt | Ljs ability
to control . The reader/investor should not make a

market share and

decision to invest in Multiplan shares based
exclusively on the data disclosed on this presentation

This document also contains information on future
projects which could differ materially due to market
conditions, changes in laws or government policies,
changes in operational conditions and costs, changes
in  project schedules, operating performance,
demands by tenants and consumers, commercial
negotiations or other technical and economic factors .
These projects may be altered in part or totally by the

Company with no prior warning .

External auditors have not reviewed non -accounting
information . In this presentation the Company has
chosen to present the consolidated data from a
managerial perspective, in line with the accounting
practices excluding the CPC 19 (R2), and adjusting for
the sale of the Diamond Tower, as described on page
3 of this report .

For more detailed information, please check our
Financial Statements, Reference Form (Formulario de
Referéncia) and other relevant information
investor relations website ir.multiplan .com .br.

on our

do

UNSPONSORED DEPOSITARY
RECEIPT PROGRAMS

It has come to the attention of the Company that
foreign banks have launched or intend to launch
unsponsored depositary receipt programs, in the USA
or in other countries, based on shares of the Company
(the Tas ¢l Qs ¢ Muw@DuLjttgking® Ladvantage of
the fact that the > qQt | Ljs rréports are usually
published in English .

The Company, however, (i) is not involved in the
Unsponsored Programs, (ii) ignores the terms and
conditions of the Unsponsored Programs, (iii) has no
relationship  with  potential
with  the Unsponsored Programs, (iv) has not
consented to the Unsponsored Programs in any way
and assumes no responsibility in  connection
therewith Moreover, the Company alerts that its
financial statements are translated and also published
in English solely in order to comply with Brazilian
regulations, notably the requirement contained in
item 6.2 of the Level 2 Corporate Governance Listing
Rules of B3 S.A. - Brasil, Bolsa, Balcdo, which is the
market listing segment where the shares of the
Company are listed and traded .

investors in connection

Although published in English, the
financial statements are prepared in accordance with
Brazilian legislation, following  Brazilian Generally
Accepted Accounting  Principles (BR GAAP), which
may differ to the generally accepted accounting
principles adopted in other countries .

Finally, the Company draws the attention of potential
investors to article 51 of its bylaws, which expressly
provides, in summary, that any dispute or controversy
amongst the  Company, its
shareholders, board members, officers and members
of the Fiscal Council (Conselho Fiscal) related to
matters  contemplated in such provision must be
submitted to arbitration before the Céamara de
Arbitragem do Mercado, in Brazil .

which may  arise

Therefore, in choosing to invest in any Unsponsored
Program, the investor does so at its own risk and will
also be subject to the provisions of article 51 of the

> Q| Ljg bylws .

>qt | Lis~



DISCLAIMER

MANAGERIAL REPORT

During fiscal year 2012, the Accounting Standards
Committee (CPC) issued pronouncements that
impacted the > t | Ljs &ctiviies and its subsidiaries
including, among others, the CPC 19 (R2) R Joint
business .

This pronouncement  was implemented for fiscal years
starting January 1, 2013. The pronouncement

determines  joint projects to be recorded on the
financial statements via equity pick -up, among other
issues. Therefore, the Company does not consolidate
the 50% stake in Parque Shopping Macei6 SA. a
company that has a 100% ownership interest in the
shopping center of the same name .

This report adopted the managerial information
format and, for this reason, does not consider the
requirements of CPCs 19 (R2) to be applicable . Thus,
the information and/or performance analysis
presented herein include the proportional
consolidation of Parque Shopping Macei6 S.A. for
additional information, please refer to note 8.4 of the
Financial Report dated June, 30,2021.

In July 2020, the Company concluded the sale of
Diamond Tower, a corporate tower in the city of Séo
Paulo, which in June 2020 was accounted for as a
T . Geurrent assets held for ¢ Lj|. die managerial
information in this report does segregate the
revenues, costs and expenses related to the sale, not
including it in the T A [ Uogmrpting 3 s g ( tadebunt .

Multiplan  is presenting its quarterly results in a
managerial format to provide the reader with a more
complete perspective on operational data . Please refer
to the > Qt | Ljs Bnangial statements on its website
(ir.multiplan .com .br) to access the Financial
Statements in compliance with the CPC.

Please see on page 54 in this report the changes
according to the Technical Pronouncement CPC 19
(R2), and the reconciliation of the accounting and
managerial numbers .
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OVERVIEW

Multiplan Empreendimentos  Imobiliarios S.A. is At the end of 2Q21 Multiplan owned 19
one of the leading shopping center operating shopping centers with comprising a total GLA
companies in Brazil, established as a full -service of 835,145 sg.m R with an 80.1% average
company that plans, develops, owns and ownership  interest - of which 18 shopping
manages one of the largest and highest -quality centers were managed by the Company,
mall portfolios in the country . encompassing some 5,800 stores and

estimated annual traffic of 190 million visitors .
The Company also is strategically active in the

residential and commercial real estate Moreover,  Multiplan possesses R with an

development sectors, generating synergies for average ownership interest of 92.1% R two

shopping center -related operations by creating corporate complexes with total GLA of 50,582

mixed -use projects in adjacent areas. sq.m, leading to a total portfolio GLA of 885,727
sq.m.

LONG -TERM FINANCIAL EVOLUTION (R$ MILLION)

Gross Revenue NOI EBITDA FFO Net Income

1,977 1,003

903 1,162 856

369 212 21

2007 Jun-21 2007 Jun-21 2007 Jun-21 2007 Jun-21 2007 Jun-21
(LTM™) (LTM™) (LTM™) (LTM™) (LTM™)

R$

Million 2009 2010 2011 2012 2013 2014 2015 2016 2018 2019 2020

Gross

Revenu 3688 4529 5344 6626 7422 10480 1,074.6 12450 12052 12575 13062 13789 14602 19951 19768 +441.0% +13.9%
e

NOI 2121 2831 3594 4248 5108 6069 6913 8461 9348 9646 10455 11381 12012 9534 9031 +349.6% +12.3%

EBITDA 2122 2472 3040 3502 4553 6158 610.7 7937 7892 8183 8255 9469 9321 13771 11621 +548.9% +15.5%

FFO 2002 2372 2666 3630 4146 5010 421.0 5437 5228 4877 5613 7074 7034 10470 10030 +423.0% +13.6%
Net +4,457.3
Income 21.2 74.0 1633 2184 2982 3881 2846 3681 3622 3119 3694 4729 4710 9642 8557 % +34.2%

tgf f+v M=zupE! LiO8A$[dz0 dQqQu dztf | dzs ¢ dz¢ wdz, Ljf dzO0 [ Qq [Udz >Qt| LjsAat ¢ udAm




HIGHLIGHTS

Reachi

ng the 100%

mar k ¢

The second quarter of 2021 featured important improvements to Multiplan’'s malls.- While in

April opening hours were restricted to 41.0% of the regular time, by June this figure had risen

to 87.1%, with July moving near the 100% mark (page 22).

Sales in 2Q21 continued apace, manifolding numbers seen in 2Q20 and delivering 78.4% of

2Q19's levels, with a higher sales-per-operating-hour ratio in comparison with both periods;

even though the malls continued to be affected by capacity restrictions, unable to host

events and also dealing with a range of social-distancing requirements (page 24).

In the first 25 days of July 2021, tenant sales reached 93.5% of July 2019 |levels.

cbreaching the

While the increase in operating hours and
sales in 2Q21 already showed significant
improvements, the mall rental revenue
surpassed the pre-pandemic levels of 2019 by
2.0% and SSR (same store rent) saw a double-
digit rise of 11.9% (page 33). In Jun-21, the mall
rental revenue reached 111.2% compared to
Jun-19 (page 32).

102.0%

72 3% 78.4%

2Q21 as a
% of 2Q19

% of regular
operating hours

Bg Qqo [ dzsLjs{{
sales

BMé do0 tlLjLL ot
rental revenue
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20Q21 HIGHLIGHTS

INDEX

Christmas

*-

cwith more to Ccome

While many indicators improved, the Company believes it is still far from a “normal
normal” situation. The planet continues to battle a pandemic and social-dis
restricting people from fully enjoying life as before. Nonetheless, as the world has b
restrictions, people seem to be eager to engage, relive fond moments and create
memories. Multiplan already is planning to be part of this future, with longer oper
higher capacity, more events, parties, expositions, shows, experiences, and people
malls to see other people and be seen. Soon, Multiplan expects to show the full p

eyer‘ParkShop I



HIGHLIGHTS

New habits, new clients, new mix,
new tenants and new stores

The last 18 months have reshaped the world and accelerated changes that were expected
to take many years to emerge. People have learned the value of having experiences,
services and conveniences, seeking this in every product they buy, service they contract or
in all the other activities. This transformation has led clients to search for more - not only in
products, but also in stores. For many years, Multiplan’s mix has been adapting to this
change of direction (page 28), along with the tenants, who have remodeled their stores
and rethought their services, architecture and size (page 29). Malls are becoming hubs for
these desires and tenants are moving from the streets, from pure online strategies and
weaker locations to malls that can capture these habits and needs.

Merging the physical and digital experience for its clients, Multiplan has developed the
Multi app, which has now reached the 1-million download mark (page 18).

9¢94+ ¢dzOtdzs [t sdzf [AwsqQodzy dzdddzg [ 3 s
and as a % of total managed GLA 1

0,
+0.27% +0.30%
+ 0,
0-01% 1,966
100
-1,662
-0.23%
-0.36%
Miscellaneous Apparel Services Food Court & Home & Office

Gourmet Area

1 GLA managed by Multiplan .Total shopping center GLA (excluding Parque Shopping Maceid) . g



20Q21 HIGHLIGHTS

INDEX

Tenants joining the recovery

Tenant demand is highlighted by the 13,800 sgm. turnover in 2Q21 (page 27),
satellite stores expanding their presence in Multiplan’s portfolio, including ne

expanding from pure online to physical locations.

The strong confidence that tenants have in Multiplan’s malls can be correlated to
reduction in the net delinquency rate, which was 5.7% (page 35).

At the same time, the desire of tenants to start building and preparing t
ParkJacarepagud, to be inaugurated in Nov-21, with more than 85% of its GLA
underscores the need of tenants and consumers for more unique properti
malls.

P

Key delivery ceremony at ParkJacarepagua, Jul -21



HIGHLIGHTS

Manifolding results

No other result could have been expected from these enhancements: compared to the
challenging 2Q20, Multiplan’'s EBITDA, excluding the straight-line effect, increased twentyfold
(+1,915.3%); FFO nearly tenfold (+869.8%); Parking revenue sevenfold (+601.1%); Same Store Sales
nearly fivefold (+397.7%); Rental revenue nearly fourfold (+286.7%); as did many other KPIs:

And while 2020 was a testing year, the company not only wants to exceed 2020's results, but
also those of all the previous years, encouraged by the lessons learned during this challenging
period. These lessons highlighted the effective implementation of ESG cost reduction
strategies, the malls’ omnichannel value creation strategy, the desire of people and tenants to
be in malls and the undeniable effect of flight-to-quality.

20 X

10 X
8 X
7 X
5X
4 X

Rental SSS Parking SSR FFO
Revenue Revenue

EBITDA?

Numbers reflect 2Q21 results versus 2Q20.

Excluding straight  -line effect




PROFIT & LOSS

Rental revenue

Services revenue

Key money revenue

Parking revenue

Real estate for sale revenue
Straight -line effect

Other revenues

Gross Revenue

Taxes on revenues

Net Revenue

Headquarters expenses
Share -based compensations
Properties expenses

Projects for lease expenses
Projects for sale expenses
Cost of properties sold

Equity pickup

Other operating revenues/expenses
EBITDA

Financial revenues

Financial expenses
Depreciation and amortization
Earnings Before Taxes
Income tax and social contribution

Deferred income and social contribution

taxes
Minority interest
Net Income

(R&EN0[00))]

NOI

NOI margin

EBITDA

EBITDA margin

Adjusted EBITDA?
Adjusted EBITDA margin *
Net Income

Net Income margin
Adjusted Net Incomet
Adjusted Net Income margin *
FFO

FFO margin

Adjusted FFO 1

Adjusted FFO margin *

258,445
18,172
(2,335)
32,057
520
(10,643)
1,926
298,141
(22,579)
275,562
(41,512)
(12,111
(35,839)
(3,357)
(3,924)
(453)
(2,023)
1,949
178,292
21,927
(35,684)
(49,861)
114,674
(20,613)

(268)

(16)
93,777

2Q21
244,019
87.2%
178,292
64.7%
190,403
69.1%
93,777
34.0%
105,888
38.4%
154,549
56.1%
166,660
60.5%

66,833
9,811
(4,077)
4,572
(2,330)
171,393
2,078
248,279
8,770
257,049
(13,456)
(6,194)
(45,426)
(2,072)
(1,896)
999
(2,825)
(5,411)
180,768
14,705
(38,599)
(58,377)
98,498
30,388

(58,150)

66
70,802

2Q20
197,372
81.3%
180,768
70.3%
186,961
72.7%
70,802
27.5%
76,996
30.0%
15,936
6.2%
22,130
8.6%

+286.7%
+85.2%
-42.7%
+601.1%

n.a.

n.a.
-7.3%
+20.1%
n.a.
+7.2%
+208.5%
+95.5%

-21.1%

+62.0%
+107.0%
n.a.
-28.4%
n.a.
-1.4%
+49.1%
-7.6%
-14.6%
+16.4%
n.a.

-99.5%

n.a.
+32.4%

Chg. %
+23.6%
+590 b.p.
-1.4%
-562 b.p.
+1.8%
-364 b.p.
+32.4%
+649 b.p.
+37.5%
+847 b.p.
+869.8%
+4,989 b.p.
+653.1%
+5,187 b.p.

1Does not consider share based compensations account. More details about the share

available on page 37

CONSOLIDATED FINANCIAL
STATEMENTS

MANAGERIAL REPORT

(R$'000) 2Q21 2Q20 Chg. % 1H21 1H20 Chg. %

445,690 303,090
39,968 36,851
(1,830) (7,734)
57,093 50,556

2,053 (1,129)
35,203 215,711
4,799 3,947

582,975 601,292

(41,429) (18,278)

541,546 583,014

(76,470) (47,626)

(17,054) 15,808

(92,877) (73,928)
(4,401) (5,272)
(6,243) (3,247)
(1,908) (233)
(7,499) (4,815)

(25,572) 60,760

309,522 524,460
37,252 35,306

(65,029) (82,225)

(96,676) (117,079)

185,069 360,462

(29,526) (990)

(15,429) (111,013
(29) 92

140,085 248,551

1H21 1H20

445,108 495,429

82.7% 87.0%

309,522 524,460

57.2% 90.0%

326,577 508,652
60.3% 87.2%

140,085 248,551

25.9% 42.6%
157,139 232,743
29.0% 39.9%
216,986 260,933
40.1% 44.8%

234,041 245,124

43.2% 42.0%

-based compensations are

ds

+47.0%
+8.5%
-76.3%
+12.9%
n.a.
-83.7%
+21.6%
-3.0%
+126.7%
-7.1%
+60.6%
n.a.
+25.6%
-16.5%
+92.2%
+718.0%
+55.7%
n.a.
-41.0%
+5.5%
-20.9%
-17.4%
-48.7%
+2,881.1%

-86.1%

n.a.
-43.6%

Chg. %
-10.2%
-428 b.p.
-41.0%
-3,280 b.p.
-35.8%
-2,694 b.p.
-43.6%
-1,676 b.p.
-32.5%
-1,090 b.p.
-16.8%
-469 b.p.
-4.5%
+117 b.p.




ESG

SUSTAINABLE INITIATIVES

Multiplan is committed to continuously
pursuing  sustainable practices and fostering
wellness and development in the communities
where it is present . This pursuit includes
practices that optimize efficiency and have a

positive impact on the environment

SOCIAL INITIATIVES

A T1 ] 3t des faiztampaign

wAL {3 Multoly ¢ the Good 6 TpAL { 3o} 3w

= dzt tsécial initiatives hub engaged its malls in
several campaigns, raising and collecting food
donations . In order to encourage contributions,

the Feed the Good Week 6 T & dzt l4knignte o
= dzt t was created, during which parking fees
were waived in exchange for non -perishable
foods . The campaign brought in over 13tons of
donations across the malls .

Additionally, Multiplan itself donated 150 tons of

s wo
l—‘.

3\ 1/

and society .

- SOCIAL

HALJ3LLLisWo dzk| ]| QRdzdz¢ OQdz 3 sdzw3 s

food, which were distributed, through
Tp wljs ¢ d=CuiiouBlynteer group, to over 100
organizations that fight hunger, reaching 15
cities (including those where Multiplan has
malls) and benefiting over 40,000 people . The
campaign video can be seen here..

S —
AVAVAVAVAVAVAS)
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https://www.youtube.com/watch?v=TOwIjfhVWlU

ESG

SUSTAINABLE INITIATIVES

A Blood donation campaign

In June, on World Blood Donor Day (6/14),
Multiplan has once again renewed its five-year
partnership  with entities, jointly running blood
donation campaigns . The ShoppingVilaOlimpia,
MorumbiShopping, ShoppingAnéliaFranco
malls and those in the city of Rio de Janeiro
partnered with the AMORSEDOA project and
several blood banks .

A Vaccination drive -thru

Multiplan continued supporting its retailers and
society by hosting Covid-19 vaccination drive -
thru campaigns in its malls . In June, as a result
of the partnership with  local authorities,
ParkShoppingSaoCaetano held a drive -thru
vaccination campaign directed to health
professionals and people with disabilities .
BarraShoppingSul and ShoppingAnaliaFranco
again collaborated with the cities of Porto
Alegre and S&o Paulo, respectively, serving as a
drive -thru  vaccination venues as of the
beginning of the year. For its part,
RibeirdoShopping, once again organized, a
vaccination campaign directed to teacher and
education professionals in its Medical Center .
Over 93,000 shots were administered in

HAL L3 mals.t ¢

A Winter clothing donation campaign

pAL { 3| Imbilst are collecting donations of
clothes and blankets, which will be distributed

to different social institutions during the winter
months in the cities where it operates .

For example, since early May, BarraShoppingSul
has served as a collection site and, by the end of
June, the campaign had already collected over
92,000 items for donation .

Another  example is ParkShopping Canoas,
whose collection point is located near the ice-
skating rink and clients who make donations
are offered 15minutes free of charge on the ice.

- SOCIAL

APOIO

DOESANGUE. SALvEVIDAs,  PRO§SANGUE

Blood donation campaign slogan

BarraShoppingSul vaccination drive -thru

T o
v
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ESG

SUSTAINABLE INITIATIVES

ENVIRONMENTAL INITIATIVES

A Electric vehicle charging stations

Multiplan has been a leader in integrating
energy conservation strategies into its
operations and has been reducing its carbon
footprint over the years.

The Company currently is engaged in another
important initiative : expanding the number of
electric vehicle (EV) charging stations available
at its malls .

Electric vehicles drive a sustainable future by
improving air quality and reducing emissions
and Multiplan wants to be part of it.

Multiplan already has an installed base of 17 EV

charging stations in selected malls offered
through  partnerships, and the new project

MorumbiShopping electric vehicle chargingtstations

ds

- ENVIRONMENT

encompasses the installation of 62 new stations
in the entire portfolio (10 through partnerships
and 52 on its own), with potential to grow even
further .

The stations will be powered by an intelligent
back -end solution that brings real-time data
from connected charging devices.

The service is free of charge and encourages
clean energy policies, providing convenience
and a better relationship with clients .

Additionally, in due time, the service will be
integrated into p AL [ 3| Ldlgigak ¢initiatives

with customers being able to access and check

availability through the Multi app - just T Aup)
and plug 3 swhile enjoying time at the mall .




ESG

SUSTAINABLE INITIATIVES

GOVERNANCE INITIATIVES

A Installation of the Fiscal Council

WAL J 31 JAjeat ¢ U Ljwdz0 Q| Mpetingd twas
held on April 30. Among the various resolutions
taken was one ratifying the seating of the Fiscal
Council until the next meeting, and all its
members  were unanimously re-elected . The
Fiscal > QA s g Adint function is to monitor the
>qt | Ljs ~ tfipancial

reporting, including with respect to the work of

management and
the independent auditors, seeking to improve
the quality of the accounting statements and
disclosed to the market . It assures

greater transparency in t Ljs LjO dagtons and

information

fosters better corporate governance practices .

BarraShopping Corporate ToWers

ds

- GOVERNANCE

A Improved information control and diligence

wAL {3 lnnggatioh strategy can be seen on
many fronts . Recently, the Company migrated
all files from local file servers to a cloud -storage
platform . This transition
collaboration
and documents from any location
device .

service improved
offering secure access to all files

on any

This initiative is in line with the > Qt | Ljs
intention to improve its corporate governance,
greater
digital assets and supporting

the Brazilian General Data Protection Law.

providing auditing capability  over

the adoption of

The migration project was completed in four
months and improves the pace of information
flow and operations, offering a higher layer of

data security .




A CONVERSATION WITH OUR
INNOVATION TEAM

Customer Journey: going beyond
a marketplace

Early in its innovation project, Multiplan realized
that a marketplace, taking advantage of the
stores' inventories and the proximity of the
malls to customers, would only meet one of the
"jobs to be done" (JTBD) that customers carry
out with the Company . Clients do not visit malls
only to shop, they also seek to discover trends,
entertainment, see an exhibition, have quick
meals or celebrate at long dinners, go to the
doctor, to the gym, work and even take their
pets to one of the dog playgrounds available at
nHAL L 3| malss.t ¢

Multiplan wanted to incorporate more of its
g A ¢ [ qt demipties and to identify the many
T dzw¢ Q ghiate teirculate  in its malls. This
process also considers which assets the
Company could leverage on this journey R the
Customer Journey X

Because of their central location, pA] [ 3|
malls receive nearly two hundred million visits a
year. This large flow of people is an asset that
the Company continues to explore. The
diversified mix of stores and products available
to its consumers are also assets to be
considered, as are the many services and events
offered by the malls .

In order to have a point of contact inserted in
the journeys of the different T | dzw¢ Quehbjdgod
to the malls, Multiplan needed to gather
different features in one super app. This super
app would turn the visits to malls more
enjoyable for customers, allow the Company to
get to know its clients better and establish a
direct channel with them for more customized

and relevant communication

Multiplan has already taken the first steps so
that, through the Multi app, its customers can,

do

DIGITAL INNOVATION

A CONVERSATION WITH OUR INNOVATION TEAM

from their homes, not only buy products
through  the marketplace, but also schedule
their visit to the mall, check if a product is
available in a store, arrange to pick up a product
at the drive -thru, buy a movie or theater ticket,
book a table at a restaurant, reserve aticket to a
mall event, or contact the Medical Center's
clinic. Also, wusing the consumer behavior
database, the Company has successfully
T3 s 53 [itselzQdients to the mall through
personalized offers - such as the one in the Case
Study mentioned elsewhere in this section,
avoiding saturating the customer with
irrelevant messages .

1 Multiplan's  definition of Customer Journey is the set of
activities needed to fulfill a job or task that is connected
to the mall . Multiplan studies customer behavior and
aims to improve the client experience before, during and
after their contact with the Company .




DIGITAL INNOVATION

A CONVERSATION WITH OUR INNOVATION TEAM
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Multiplan seeks to make the Customer's The customer will also be able to dine at a
Journey inside the mall more enjoyable and restaurant and use their coupon to earn a
more convenient . In the coming months, a few complimentary  dish. Leaving the mall, they will
more steps of the Company's vision of the have the option to go to a locker and pick up a
future should be achieved, for example, when purchase made the day before, get in the car
arriving at the parking lot, a camera will and have its license plate recognized at the gate
recognize the license plate registered in the when heading home, deducting the parking fee
Multi app and will open the parking gate . Upon from its loyalty program points R a journey
arriving, after connecting to the Wi-Fi through a without T | Q3 sof ¢friction i Additionally, a
single button click on the app, the customer will product that was out of stock at the store will
see all currently available promotions and arrive early the next day using the delivery
discounts displayed on a map allowing them to infrastructure provided by the mall .

decide the best route through the mall .

Additionally, other steps of the Journey are
already available on the Multi app : after buying
a product, using sales coupons in the app, the
customer will earn points in the loyalty program
to use in a future visit and will also participate in

prize drawings . |
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A CONVERSATION WITH OUR INNOVATION TEAM

Delivery Center: an accelerator of Multi: customer satisfaction
Multiplan's digital strategy and 1 million downloads

With  the advance of technology, Multiplan Focused on delivering a broader customer

realized a few years ago that the last mile of journey, Multiplan reached a milestone in the

online sales would evolve to deliveries being Multi superapp project : one million downloads,

accomplished in less than two hours . With this with an almost perfect score in app stores.
vision, the Company understood that it should

invest in Delivery Center, with the goal of:

1 Allowing tenants to make deliveries at the

Multi p Lojas, Shopping Online
Compras, Promocdes e Delivery
Multiplan Empreendimentos

same speed, or even faster, than online players;

2. Enabling tenants to place their inventory in
our malls for sale in the various marketplaces
that would soon be battling for the consumer ;

Desenvolvido para iPhone

48 Nj! 3-9! njm! bwt
3. Accelerating its own strategy, by allowing the
company to shift its focus from the marketplace
to other customer -related features, since the
marketplace  would now be serviced by the
partnership  with Delivery Center, which would

Multi: Shopping e Cupons
Aplicacdes Multiplan Compras

. 1.860 a
also benefit from a larger scale, and not -

requiring investment in subsidized deliveries or

direct client acquisition costs. Images obtained from iOS and Android app stores.
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free parking .
To value the customers that had greater

participation in the last Christmas campaign,

ds

Case Study 1: Using data to benefit The markings on the map below illustrate the
malls and customers origin address of customers who benefited from

With this initiative, Multiplan seeks to identify

the frequency of visits by customers who are

Multiplan offered free parking for these specific

more engaged in its seasonal campaigns and

customers over a period of three months in its
. . . test ways to boost
malls, that could be activated using the Multi ) .
L . periods, strengthening
app . As an example, at JundiaiShopping, 60% of

L . . the mall .
customers who used the benefit in this period
also participated in this year's Mother's and
Valentine's Day campaigns, spending, on
average, 27% more than the overall average for
these campaigns . These customers traveled an
average of 5 km to the mall and, in some cases,
even more than 40 km .
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Case Study 2: The impact of Multi Most of the time, customers found out about
on drawing visits to the mall the coupon and booked it while they were

outside the mall, and later visited the mall . The
map on the next page shows a sampling of
where customers were when they booked their
coupon and how long it took for them to get to
the mall. In this sample of customers who
booked the coupon outside the mall and then
visited the mall, 42% went to the mall on the
same day, 14% on the following day, and 44 %

One of the pillars of the Multi superapp is the
generation of visitor traffic to Multiplan's malls .
One of the strategies to attract customers to the
malls is to offer exclusive coupons, in selected
stores, through the Multi app.

In May and Jun-21, 14,000 coupons to be used in
a casual dining restaurant chain were reserved
by customers through Multi, featuring a
complimentary appetizer . This coupon was
available at 13malls in p A | [ 3 | potielib ¢ The
map below illustrates the locations where
customers most opened the Multi app at
ShoppingAnaliaFranco after booking the

within one week .

On average, these customers were 4.4 km away
from the mall when they made the reservation
and lived, on average, 3.8 km away, with a
maximum distance of 23 km from their

. . ) residence .
restaurant coupon . The regions displayed in

warmer colors (red, orange) represent greater
use of the Multi app and, to a large extent,
coincide with the proximity of the restaurant's
location, which received a higher -than -usual

flow .
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OmniMIND Plataform

After the great success of this campaign with
this tenant - which involved the Commercial,
Data Science and Marketing teams in capturing
the offer, selecting the audience for which this
initiative would be relevant and communicating
directly to this client base - this type of initiative
has been incorporated in to Multi's offers for
Multiplan's tenants and customers . Thus,
Multiplan has taken the first steps for the roll
out of its own customization and
recommendation  tool : OmniMIND

Machine learning algorithms are being used,
making it a unique tool as it manages to
combine online and offline customer behavior
data for individualized recommendation not
only for products but also for offline
experiences, such as events, store discounts and
entertainment

“\Fortaleza

DIGITAL INNOVATION

A CONVERSATION WITH OUR INNOVATION TEAM

Same -day visit

Q Visit 1 day after

Visit more than
1 day

Attraction map of
et sample of customers
: who booked the
Guararem coupon outside the
mall and headed to
ShoppingAnaliaFranco.

SP-070

Pe The color of the marker
indicates the interval
between booking the

- coupon and visiting the
Biritiba-Mini mall.

The horizontal extent of
the map corresponds to
80 km (49 miles).

Set

In the future, in addition to communicating
through the Multi app and other means such as
email, SMS and push messages, the behavior
data gathered and used by the OmniMIND tool
will also  make the Company's digital
merchandising even more segmented and
relevant, using information from  customer
profiles (by region and schedule) in each mall to
raise the effectiveness of these channels .

The teams remain motivated by the success of
Multi and all the vast opportunities that may
arise in the future .

y.



OPERATING HOURS

Monthly operating hours 1

0,
85.4% 90-5% 89,79 87.4% 87.6% 87.1%

Mar-20 Apr-20 May-20 Jun-20 Jul-20 Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21 Feb-21 Mar-21 Apr-21 May-21 Jun-21 Jul-212

The second quarter confirmed the positive trend following reopenings, which allowed the
Company's malls to operate for longer periods (72.3% of regular hours in 2Q21), with mall rental
revenues representing 102.0% of 2Q19’s levels.

Quarterly operating hours L [dzsLjsf ¢t o Lj, dzé L LjsO EtLjLL ot W

- % of tenants' sales 573.3%
== s % of malls' rental revenue 511.4%
% of regular operating hours

39.804 93.8%

58.4% 55 50

17.8%
15.3%
8.49%4
1Q20 as a 20Q20 as a 3Q20 as a 4Q20 as a 1Q2l as a 2Q21as a 2Q21 as a
% of 1Q19 % of 2Q19 % of 1Q19 % of 4Q19 % of 1Q20 % of 2Q20 % of 2Q19

1 Calculated by dividing the operating hours of the shopping centers by their regular operating hours.
2 July operating hours forecast based on operations status until the date of this report (July 28 th 2021). g



BH Shopping

RibeirdoShopping
BarraShopping
MorumbiShopping
ParkShopping
DiamondMall

New York City Center
ShoppingAnaliaFranco
ParkShoppingBarigui
Patio Savassi
ShoppingSantaUrsula
BarraShoppingSul
ShoppingVilaOlimpia
ParkShoppingSaoCaetano
JundiaiShopping
ParkShoppingCampoGrande
VillageMall

Parque Shopping Macei6

ParkShopping Canoas

OPERATING DAYS

Apr -21 May -21

Jun -21 Days

Average

B vail operating without restrictions

. Closed mall
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OPERATIONAL INDICATORS

SALES

TENANTSDHb SALES

Opening hours at 72.3% while
sales reached 78.4% of 2019 levels

bdzsLisf ¢t ¢Lj,Ldz¢ o6ezZP
operating hours 1%

As operating hours increased and restrictions 3'?8

eased throughout 2Q21, malls have been 3.0B
rebounding in terms of visitor flow and sales. 100.0% l
The improvement in the Covid-19 vaccine roll-

out campaign and consequent flexibility in 72.3
opening hours  motivated consumers to 068
integrate malls back into their routines, leading |

to higher sales volumes in the quarter .
8.4%

Once again, the correlation between operating
hours and sales proved to be strong . In 2Q21 2Q19 2Q20 2Q21
umAL [ 3| majspondfolio operated for 72.3% of

regular hours, while the percentage of [ dzs Ljs [ ¢t

sales surpassed the percentage of operating —

hours when compared to the same period in
2020 as well as 2019, Amidst restrictions, two malls

surpassed 2019 levels

2Q21t ¢ales were equivalent to 5114% and 78.4%
of 2Q20 and 2Q1% &evels, respectively, reaching
R$3.0 billion .

VillageMall once again outperformed in 2Q21

o Sales reached R$1558 million, not only

pdzs Ljs L ot & LjLdzo 08&P  gypassing levels recorded in 2Q20 (543.8%

increase), but also surpassing 2Q1% d¢evels by

6.7%, leveraged by the performance of luxury
goods stores.

511.4%

Similarly, ParkShopping Canoas, located in the
city of Canoas, presented a notable result,
recording an increase of 2.3% in sales compared
to 2Q19 consolidating its operations  after
opening its doors in 2017.

78.4%

Both, VillageMall and ParkShopping  Canoas
operated for 100% of regular hours in June .
;;Qof‘lzgslg ;}%?128528 Additionally, despite operating for only 60.4% of

regular hours in 2Q21 BH Shopping reached
R$2156 million in sales, the highest increase in
the portfolio (+1406 .6%) over 2Q20 Ra quarter in
which the mall was completely closed .

ICalculated by dividing the operating hours of the malls by their regular operating hours. A



OPERATIONAL INDICATORS

SALES

% of 2Q21 sales
Tenantsb sales ( 2Q20 opening as a % of 1H21 1H20
hours 1 2Q20

BH Shopping 2156 M 143 M 60.4% 1,506.6% 344.7 M 252.8 M +36.3%
RibeirdoShopping 135.7 M 20.4 M 57.5% 665.5% 2389 M 190.0 M +25.7%
BarraShopping 498.2 M 82.0M 85.7% 607.8% 953.3 M 546.3 M +74.5%
MorumbiShopping 328.8 M 416 M  68.5% 790.0% 556.5 M 417.4 M +33.3%
ParkShopping 256.7 M 68.8 M 87.9% 373.2% 435.8 M 3135 M +39.0%
DiamondMall 96.6 M 23.2M  60.4% 417.2% 165.9 M 148.1 M +12.0%
New York City Center 25,6 M 51M 85.7% 505.2% 50.5 M 46.0 M +9.8%
ShoppingAnaliaFranco 230.2 M 35.0M 68.5% 657.2% 389.4 M 2629 M +48.1%
ParkShoppingBariguii 217.6 M 64.0 M 64.6% 340.0% 366.4 M 270.4 M +35.5%
Patio Savassi 74.4M 15.1 NV 60.4% 492.8% 126.1 M 112.1 N\ +12.4%
ShoppingSantaUrsula 17.7M 24 M 57.5% 746.4% 35.0 M 341 M +2.9%
BarraShoppingSul 140.3 M 30.1 M 89.6% 466.0% 226.2 M 163.7 M +38.2%
ShoppingVilaOlimpia 44.6 M 9.7M 68.5% 458.5% 83.1M 108.7 M -23.5%
ParkShoppingSé&oCaetano 1355 M 250M 73.5% 542.0% 2339 M 157.8 M +48.3%
JundiaiShopping 99.3 M 199 M 74.1% 500.0% 1712V 130.0 M +31.7%
ParkShoppingCampoGrande 1229 M 31.0M 85.7% 396.7% 234.7 M 155.2 M +51.2%
VillageMall 155.8 M 242 M 85.7% 643.8% 2746 M 139.1 M +97.4%
Parque Shopping Maceié 88.0 M 10.1M  53.8% 870.1% 186.0 M 112.0M +66.1%
ParkShopping Canoas 122.3 M 66.0 M 89.6% 185.3% 208.0 M 1719 M +21.0%
Total 3,005.9 M 587.8M  72.3% 511.4% 5,192.1M 3,732.0M +41.5%

ICalculated by dividing the operating hours of the malls by their regular operating hours.

A

ShoppingSantaUrsula
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OPERATIONAL INDICATORS

SAME STORE SALES

. . Anchor Satellite Total
Same Store Sales (SSS) figures drastically
Food Court &

improved, with  397.7% gains over 2Q20, - +397.0% +397.0%

Gourmet
following higher operating hours recorded in Apparel +644.0% +645.3% +644.7%
2Q21 vs. 2Q20, mainly driven by the Apparel
1 0, 0, 0,
segment, helped by activities such as Home & Office +272.4% +374.0% +341.8%
Beachwear (+1,2514 %) and Accessories Miscellaneous +86.7% +459.4% +247.6%
0,
(+1,001.5%). Services +853.0% +366.7% +393.2%
In relation to 2Q19 SSS decreased 20.2%,
Total +261.5% +473.6% +397.7%

impacted by the t Lj| Ltegnporary suspensions
and restrictions, since activities that are more

experience -driven have not yet fully recovered Same Store Sales 2Q21 x 2Q19
amid the Covid -19pandemic .

L ) Anchor Satellite Total
It is interesting to note that malls operated for

. i Food Court & 30.9% 30.9%

72.3% of regular hours in the quarter, while the Gourmet - -oU.9% -oU.9%

2Q21 SSS was equivalent to 79.8% of 2Q19 The Apparel -4.0% -12.8% -9.7%
750 b.p. difference shows that, with the

- . . Home & Office -31.3% -25.1% -26.9%
continuing restrictions, Same Store Sales in the

quarter outperformed operating hours . Miscellaneous -3.5% -16.3% -12.6%

Services -77.1% -34.6% -45.5%

Total -16.2% -21.6% -20.2%












































































































