


This document may contain forward-looking statements, which
are subject to risks and uncertainties as they are based on the
good faith expectations and beliefs of the Company's
management, as well as information available on the date it was
issued. The Company undertakes no obligation to update or
revise such statements.

The words "anfticipate", "desire", "expect", "foresee", "intend",
"plan”, "aim", "project", "estimate", "seek", and similar words or the
negative meaning of these expressions, are intended to identify
such statements of a forward-looking nature.

The Company clarifies that it does not disclose projections and/or
estimates under the terms of article 21 of CVM Resolution 80/22
and, therefore, eventual forward-looking statements do not
represent any guidance or promise of future performance.
Forward-looking statements or information refer to future events
that may or may not occur, and many of the factors and values
underlying these considerations are beyond the Company's
control or expectations and involve known and unknown risks. Our
future financial situation, operating results, market share and
competitive positioning may differ materially from those inferred
or suggested in such assessments. The reader/investor is solely
and exclusively responsible for any investment, business or action
decision taken based on the information contained in this
document. The reader/investor should not rely exclusively on the
information contained in this document to make such decisions.
This document may contain information about future or ongoing
projects whose implementation may 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. Such projects are subject to changes,
adjustments or interruptions, in whole or in part, at the Company's
discretion, without the obligation of prior notice or public update,
except when expressly required by law. The non-accounting
information has not been reviewed by the external auditors.

In this document, the Company has chosen to present the
consolidated data from a managerial perspective, in line with the

Disclaimer

accounting practices excluding the CPC 19 (R2). In this sense,
the managerial figures presented may differ from those contained
in our financial statements. Non-accounting measures contained,
if any, in this document are used by the Company as additional
indicators of the performance of its operations. Such indicators
are not measures recognized by BR GAAP or IFRS, do not have a
standard meaning and may not be comparable to measures with
similar titles provided by other companies, and, therefore, should
not be considered in isolation or as a substitute for other financial
metrics disclosed in accordance with BR GAAP or IFRS.

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

This document does not constitute an offer to sell or a solicitation
to buy any security.

Unsponsored Depositary Receipt Programs

To the best of the Company's knowledge, there are foreign banks
that have launched or intend to launch unsponsored depositary
receipt programs, in the USA or in other countries, based on
shares of the Company (the "Unsponsored Programs”), taking
advantage of the fact that the Company's reports are usually
published in English.

The Company, however, (i) is not involved in the Unsponsored
Programs, (i) ignores the terms and conditions of the
Unsponsored Programs, (iii) has no relationship with potential
investors in connection 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. It is reiterated that
the Company has no liability for any losses, damages or

obligations arising from the trading of securities under such
Unsponsored Programs.

Although published in English, the Company's 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 which may arise 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 Camara de Arbitragem do Mercado, in
Brazil.

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 Company’'s bylaws.
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A mall
ahead of its time

Since 1982!

Early stages of
Primarily residential

industrial area

densification in
Berrini

1]

Stores

32,000 sq.m

8

1982 1984 1988 1989 1992

T Opening Fashion wing Expansion I Gourmet wing Expansion IlI
G

LA: 32,000 sq.m + Expansion |
Stores: 202

MorumbiShopping - 1982

....

Predominantly
low-rise
developments

Focus

Focused on apparel,

Anchor stores food service and cinema

1993 1995 1997 2006 2008 2012 2013 2026
Morumbi Expansion IV Morumbi Expansion V MorumbiShopping Morumbi Morumbi Expansion VI
Office Tower Fashion Brasil Professional Center ~ Business Center Corporate GLA: 61,000 sq.m

Stores: 546
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Fashion

Morumbi Fashion wing (1984):

Clear separation
between fashion
and other
categories

Curated tenant mix,
enhancing perceived
sophistication

Domestic and
international
brands

oW
h L

Morumbi Fashion Brasil (1997):
origin of Sao Paulo Fashion Week

cOQLIL

i?mo
o &

’\SL ) 0V ~—
inspired by leading global fashion capitals E e § L

Audience: INn one week

8 8
1984 1997 2012 2013 2026

. ® . . . . . | | |
Opening ‘ Fashion wing Expansion | Expansion Il Morumbi Expansion IV Morumbi Expansion V MorumbiShopping ~Morumbi Morumbi Expansion VI
GLA: 32,000 sqm |+ Expansion |

Office Tower Fashion Brasil Professional Center ~ Business Center Corporate GLA: 61,000 sg.m

f‘fﬁay Show - 1997

Gourmet wing

Stores: 202 Stores: 546



A benchmark in upscale dining

Gourmet wing (1989):

Success to date,
expanded with a

Before: limited dining
options, primarily

After: the gourmet
wing introduced fine
dining to the mall

focused on quick-
service

rooftop gourmet
area

Sales — Food Court & Gourmet Area at MorumbiShopping (R$)
(10-year period — 2016 vs. 2025)

+111.9%
558.9 M
263.8 M
2016 2025
1982 1984 1988 1989 1992 1993 1995 1997 2006 2008 2012
. . . [ J . . .
Opening Fashion wing Expansion | Gourmet wing Expansion Il Morumbi Expansion IV Morumbi Expansion V MorumbiShopping =~ Morumbi

GLA: 32,000 sq.m + Expansion | Office Tower Fashion Brasil

Stores: 202

Professional Center ~ Business Center

Food & Beverage at
MorumbiShopping (2026):

84 operations, including
31 restaurants

2013 2026
Morumbi Expansion VI
Corporate GLA: 61,000 sg.m

Stores: 546
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MorumbiShopping - 1982 MorumbiShopping - 2026

1982 1984 1988 1989 1992 1993 1995 1997 2006 2008 2012 2013 2026

Opening T Fashion wing Expansion Il Gourmet wing Expansion Il Morumbi Expansion IV T Morumbi Expansion V TMorumbiShopping MOI:umbl Morumbi Expansion VI
GLA: 32,000 sq.m|  + Expansion | Office Tower Fashion Brasil Professional Centerf Business Center| Corporate GLA: 61,000 sq.m

Stores: 202 Stores: 546
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enefitifrom consistent population:growth

MorumbiShopping and Sao Paulo’s South Region (2026)

Population change’
(2010 x 2022)

South Region
(MorumbiShopping)

+241b.p.

" Source: IBGE Demographic Census (Brazilian Institute of Geography and Statistics).
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A mall ready for the future

Renovated, expanded and continuously innovating

Innovating ==&——-————— — | e Modernizing

MorumbiShopping:

Opening (1982) ) Today (2026)’

TTTYTIT

32,000 sq.m 61,000 sq.m

G

Growing

Ak 26.2% anchor
nchor stores 73.8% satellite?

Focus

P s N -.@f‘\’i‘
T H ~~ i R S P i o ¥ ‘%‘}\\\T\\ ;"\.‘ < \ , i A
Focused on apparel, Tenant m'.X focused . ~Datzas of"MaF'rtg§26«.fGLA??e’akw‘n{f Bluges Cotirt 8NEBImEt Ale ;ﬁnzd.gﬁqiscen}nm&hents in v
food service and on experiences & N o AR i~ il il )Y M. o S R X T

Mix cinema convenience’

8

1982 1984 1988 1989 1992 1993 1995 1997 2006 2008 2012 2013 2026
Opening Fashion Wing Expansion [l Gourmet ng Expansion 1l Morumbi Expansion AV Morumbi Expansion V MorumbiShopping Mor:umbi Morumbi EXpanSion Vi
GLA: 32,000 sqm =+ Expansion | Office Tower Fashion Brasil Professional Center ~ Business Center = Corporate GLA: 61,000 sq.m
Stores: 202 Stores: 546
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A walk through MorumbiShopping to
illustrate how Multiplan manages its
portfolio!

9 Active management

Mix (ground floor corridor)

Renovation (Fashion wing)
Events (atrium)

hwhN =

Digital innovation (Multi lounge)

9 Sustainability

5. ESG in practice (Sol Peres square)

Development

=

Expansion (2026)
Mixed-use (skywalk to Morumbi Corporate)

9 Financial performance

-

I
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Each location on

8. Results (Morumbi Corporate) the map ~

An example of
active management!

11



Mix

Ground floor corridor

Tenant mix management requires a deep
understanding of evolving consumer trends,
aiming to delight and surprise customers, while
remaining disciplined on financial returns




The mix “game”

Tenant mix management considers
multiple factors and requires significant
experience and data

Knowing what to bring and where, trying to balance:

Consumer
demand

Foot traffic \EL
potential positioning

Consumer
behavior and
new trends

Financial return
potential

(Some) tenant mix drivers

Tenant mix process:

0 Opportunity identification

Customer feedback

FaL Example:

i “Customers are asking for
more original/regional
Brazilian cuisine restaurants”

Shopping
center

o Discussions with potential tenants

EH The commercial team engages
m with brands, explores
opportunities and brings

Commercial  potential proposals
team

(Headquarters)

e

Mix team
(Headquarters)

Assesses asset-specific needs
based on data, benchmarks
and other factors

e Proposal evaluation

i

Commercial
committee
(Headquarters)

The commercial committee
reviews proposals based on
the defined criteria

13



Case study tenant mix change at Morumb|Shopp|ng

MorumbiShopping corridor
Targeted tenant mix adjustment

in a MorumbiShopping corridor

&) Context (2021):

At the shopping center:

« Consumers were demanding more casual dining

In a specific corridor:

* Need to adjust foot traffic

* Only one restaurant in place

» Vacancy of a large store (890 sgq.m of GLA)

Potential tenant
mix change

Data as of Jan-21.
14



Case study tenant mix change at Morumb|Shopp|ng

MorumbiShopping corridor
Targeted tenant mix adjustment
in a MorumbiShopping corridor

@ Actions:

« Addition of a high-end concept restaurant in the
vacant space

* Replacement of a food operation with another
already present in the shopping center

Insight:

Restaurants at both ends of the
corridor drive foot traffic through it

Y (2024)

15
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jl"'enanfwrmx change‘lh the corrldor boostec sal =}
across the entire area

K/

@ Results:

GLA' distribution in Food Court & Gourmet Area in this corridor Total sales in this corridor® and at MorumbiShopping (R$)

2021: 2025: +176.1% +85.8%

1.6 B

/> 217.4 M
48.5% 78.7M

2021 2025 2021 2025

B Food Court & B Other segments? MorumbiShopping corridor® MorumbiShopping
Gourmet Area

T GLA (Gross Leasable Area) as of Jan-21 and Dec-25, reflecting the corridor profile before and after the tenant mix change. ? Includes “Services”, ‘Miscellaneous”, “Apparel”, and “Home & Office” segments. 3 Considers annual sales of stores located in the corridor in Dec-21 and Dec-25.

16
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Beyond sales growth, the chang mcreaé%
traffic across the entire corridor!

Customer foot traffic' in the corridor

“3’. . ‘o

Heatmap of customers connected to the Multi app from Apr-21 to Dec-21. The period was selected because (i) data collection began in 2021 and (ii) 2021 represents the period prior to the tenant mix changes in the corridor. Warmer colors indicate higher customer presence.

17



Beyond sales growth, the change increase
traffic across the entire corridor!

Customer foot traffic' in the corridor

2025

MorumbiShopping corridor p

Heatmap of customers connected to the Multi app from Apr-25 to Dec-25. Warmer colors indicate higher customer presence.

18



Renovation

Fashion wing

Like the rest of the mall, this pioneering area was
renovated with new flooring, lighting, and upgrades
that enhance the customer experience. Over the past
three years, Multiplan has renovated 19 of its 20
shopping centers

! ‘ |2 i\' L‘ li |

jon wing corridor



Why do we renovate?

Capex is the starting point of a long-term

value creation cycle

Renovation
capex

Increase
in asset
value

Impacts of
renovations

occupancy

Stronger
sales

" L  Fl

WY Vi w/

o 83— s’ —_1 _ G I' Ie

Better
experience

Higher
traffic

MorumbiShopping - After
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. The decision- maklng process . for fenovation

/- - 1 “'y w -,~_,_.__

Demands. ariseflocally;jand approvals.consider strategic and financial factors

The renovation process:

0 Demand identification e Evaluation 9 Execution
ﬁ Head t ? ﬁ Head t Who? 1l [ Shopping center ﬁ Headquarters
H 3 ﬁ eadquarters Who? ﬁ - ﬁ eadquarters ? ﬂ H - H

— | MALL ||

I=1ll] Shopping center
Who? il pping
: : . S : Initiates and oversees construction, minimizing
What? Based on day—to—da.y asset operations, identifies What? Evalufates qlemands, considering strategic What? impacts on the customer experience while
improvements that impact the customer and financial factors

maintaining budget discipline

Key factors * Architectural relevance Key factors ° Financial position
considered « Condition of flooring, lighting, and finishes assessed » Capital allocation
« Opportunities to improve circulation flow » Portfolio strategic priorities
« Changes in consumer profile * Value creation potential
* Asset experience » Synergies with other projects
« Demand for newness » Competitive positioning in the trade area

21



cycle

19 out of the Company’s 20 malls renovated

J
i”'wl T

il

£XPOSIGAO
Q" co MAfS DE
L 20 ESPECIES
GIGANTESCASI 3

MorumbiShopping | 22
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Capex' investment has driven protfound changesin the mallssand will sustain long-term value

R$540.4M" invested to enhance:

or—n)

Finishes and architecture @ Comfort and systems % Technology

* Flooring « Facade
* Ceiling  + Landscaping

« Painting . Smart glass

Air conditioning * Acoustics - Digital panels

Electrical * Plumbing

* Totems
systems

Lighting

b I
@ Circulation and mobility ﬂ Ambience fﬁ Services

e Escalators * Handrails * Furniture * Pet areas * Restrooms

* Fixed staircases + Signage Food courts * Family spaces

= increase in foot traffic, efficiency, sales, and rent

Renovation capex' (R$ M)

17.3%
-
3.29% 3219

98.3

120.3
46.9

471 503 -
L]

2021 2022 2023 2024 2025 Average?
2013 - 2022

Hl Renovation capex (R$ M) =e— Renovation capex/NOI (%)

TRenovation capex in three years (2023 — 2025) and excludes capitalized interest.? Ten-year
average prior to the renovation plan (2023, 2024, and 2025).

24
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In 2025, we showed you! that
consumers embraced the changes...

2 E | N S ‘ § o 5] i :
4 SRR T N o ot N 2 : Ay .
New York City Center arre ing | \ era— =
= . ) 3 o R
% E : -

We s[5oke W|th 2 833 customersl...

VN I e T | |
,jim e b m'm""” ; | 3 ‘ \‘ — "The changes in the mal “How do you rate the quality 11qai mriore lika coning
I ,. ' o N e of the selection of stores offered to the mall after the

after the renovation were f h s e
very noticeable” after the renovation? renovation

63.1% totally agree 27 .4% thinkits much better 32.09% totally agree

25.2% partially agree 452% think it's better 2730/(3 partially agree

88.3% agree 72.6% thinkit'simproved 59 2% agree

25.0% indifferent

Tlmages from Multiplan’s 2025 Public Meeting (link). Pages 36 and 37. Shopping centers analyzed: New York City Center, BarraShopping, ParkShoppingBarigii, DiamondMall, and Patio Savassi.

YAS)


https://api.mziq.com/mzfilemanager/v2/d/08dd2899-a019-4531-a90c-f00c9f91b0ff/89f26f4c-3029-8e74-f553-36303685b539?origin=2

| e
|

F ublib\'Metingzozé

..in these | sflmpact go. beyond the-
gualitative and is already reflected in‘results

Renovations unlocking value
New York City Center, BarraShopping, ParkShoppingBarigui, DiamondMall and Patio Savassi

Real rental revenue Renovation capex
growth’ across the 5 malls
(2025 vs. 2024) (2023 - 2025)

Ty
L J-MW
A.!.'. = e
\

Real rental yield?: 9.6%

+ R$23.8 M - R$248.6 M = (2025 vs. 2024)

Opening of new stores;
Sales growth;
Increased foot traffic;

Future drivers:

! Real rental growth (R$23.8 million, excluding the IGP-DI adjustment effect) across the five shopping centers (New York City Center, BarraShopping, ParkShoppingBarigii,
DiamondMall, and Patio Savassi) for the 2025 vs. 2024 period. Does not consider the increase in ownership stake in BarraShopping during the period or the expansions
delivered at ParkShoppingBarigiii and DiamondMall.? Real rental revenue yield (2025 vs. 2024): annual real rental growth (R$23.8 million, excluding the IGP-DI adjustment
effect) divided by the investment made in renovations (R$248.6 million) across the five shopping centers during the renovation cycle.
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Hosting unforgettable [N
moments has been our
tradition since 19791
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—1 Disney™ Christmas
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BarraShoppingSul
Christmas

ELA Runway Show
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pinosaur exnation 2023
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Beyond results, events create lasting memories
4 4 4

| remember the parking lot slide
and the dolphin show with Flipper
and Sissi, as well as the seals Salt

| remember walking inside the
Eva doll, where we could see
the organs from the inside. It

An unforgettable experience was
taking a photo sitting in Ayrton
Senna’s Lotus car on display

and Sandy, who came from Miamij was a bit scary!

| remember the day it snowed
inside the mall... even if it was
Jjust foam balls, it was so much
fun

You should definitely bring
back another castle in the
outdoor area in front of
ParkShopping — it was the
best and most beautiful of all!

b

Statements from in-person interviews and comments posted on the malls’ social media channels.

/ have a nostalgic memory of
Frenéticas performing at
BarraShopping’s opening —
BarrasShopping, shopping show!

| remember getting my pants
soaked after falling on the ice-
skating rink they used to set
up at the mall

! fondly remember the
fireworks shows celebrating
Christmas every Saturday in
December

When | was six, | took part in
“Petit Chefs” competition,
which sparked my passion for
cooking

30



HOW do we create memories?

Events aré developed-based on the observation of consumer trends and preferences

Event development process: Evaluation criteria:

Where does the idea come from?

Customer engagement; Generation of qualified foot traffic;
ﬁh Monitors trends in Brazil and globally; Social responsibility; Scheduling and benefits via Multi app;
_ Exchanges insights with other malls in the Al t with trends: Brand i t
Shopping center portfolio to identify references and opportunities; 'gnment with trends, rand impact,
(Marketing team)
Assesses mandatory criteria and asset- Budget; Among others
specific requirements
Evaluation Sales uplift;

A committee with the Operations Vice Presidency

evaluates key proposals, with input from the 4'794 events over the pa St flve yea I'S

shopping centers and a focus on the customer

Headquarters
31
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Planning for
BarraShopping’s
Christmas tree begins
9 months in advance

75 250,000 800,000

meters tall meters of LED i
: ights
(=250 ft) decorative g
ribbons
= a 27-story ~ 28x Mount = 5 per resident of
building Everest’s height Barra da Tijuca, RJ?

= 2x the size of
Christ the Redeemer3

fommnt

Data presented are related to the 2025 Christmas tree. ' Mount Everest height of 8,800 meters. 2 Barra da Tijuca is a neighborhood in Rio de Janeiro Lg y R I . 5
where BarraShopping is located, with approximately 147,500 residents (IBGE Census 2022). 3 Christ the Redeemer is 38 meters tall. /,I Ba rraS‘bOIOplng — Christmas tree
-1 L i

y '

J

/ LA
Al




A gift for all of Brazil

The event inside the tree delighted and attracted visitors

from across the country
Journey to the Magical Christmas Village (2025)

) Thematic decoration across five distinct settings, totaling 320 sgq.m
) Visits scheduled via the Multi app

O Significant increase in visitors inside the tree

Number of visitors inside
the tree

2024 2025

O Visitors from cities up to 1,200 km away booked visits via the Multi app \j

Brasilia (DF)
1,200 km

Ribeiréo Preto (SP)

Campinas (SP)

Arujé (SP)
400 km

Curitiba (PR)

850 km
(Y

.......

Campos dos
Goytacazes (RJ)

Barrashopping (RJ)




Digital innovation

Multi lounge

The lounge is an exclusive space for customers
connected to the app, offering experiences that
strengthen brand engagement and bring the
shopping center closer to its most engaged audience

MorumbiShopping —Multi lounge




© ShoppingMultipAa

; eting 2026

Multi: a platform for engagement

and value creation

'I. A direct channel that strengthens relationships 2. Features increase engagement and

and increases Customer frequency data CO||eCti0n 3. Data generated Supports decision_

making by tenants and the Company
Convenience

De onde vém Faixa etaria
Regides com maior concentragdo de ntes r timos 6 meses. P protecio dos dados pe: 08 Quantidade de notas nos uitim:

» Parking payment Tickets

| 1 - —
— GO 04
¢ Restaurant :

Benefits

Comportamento de compras e visitas dos seus clientes

Entenda a frequéncia com que seus clientes compram e visitam sua loja em relacao as demais

* Loyalty program Coupons

Frequéncia de compra na sua loja e Valor consumido na sua loja
Percentual de vezes que o cliente comprou na sua loja em relagao as 3s visitas Percentual do valor co

jo pelo cliente

*  Promotions

and offers Prize draws

: = 1.000
D I S C Ove ry st consumndozﬁglla«;ﬁ‘zu cliente no
rs 327,12

consumidos na sua loja

Stores directory

(v 10.0 million accumulated (v 62.0 million app Mall map

downloads nteractions “Know Your Customer” provides data to store clerks
~ Top 8 on the Apple M 15.0 million sales receipts

AppStore™ in the registered (20% of total sales)

"Shopping” category

Slide data as of 2025. " Position registered on 12/21/25 at 9am. 35



Multi creates value for major retailers through

multiple performance levers...
S S

The program drives qualified customer
traffic, increases frequency and
conversion, and strengthens
relationships and loyalty

Being part of the Multi program
enhances our customers’ experience and
consistently contributes to our stores’
performance

. Multi offers tangible benefits that
Cosmetics - 18 malls strengthen customer relationships,
enhance the experience, and increase
loyalty

Cosmetics — 13 malls

Cosmetics — 15 malls

The partnership with Multi increases Multi acts as a sales driver, using
brand visibility, attracts new customers, program benefit:s to support

and directly contributes to higher conversion and increase average
conversion and sales spend

The tenant platform enables us to
Ice cream store — 17 malls understand customer behavior and Apparel - 11 malls
origin, supporting more effective
strategies and better-targeted
decisions

Footwear - 13 malls
The Multi channel is well received by
customers, with a strong emphasis on
exclusive benefits and sweepstakes
that increase engagement

Conversion results are excellent, with
customers purchasing additional items
even without prior intent

Footwear — 16 malls ’ Women's apparel — 9 malls

Testimonials were collected through in-person and virtual interviews across selected malls and adapted for brevity. The number of malls refers to how many Multiplan assets each brand operates in.



..and also empowers local retailers

Multi has been a key differentiator in
the maturity of our operations, bringing
greater visibility, higher-quality traffic,
and customers with higher average
spend and recurrence

Restaurant — BarraShopping

The app drives qualified customer
traffic and, through the Tenant
Channel, turns intuition into data,
helping us better understand our
audience

Gym - ParkShoppingBarigiii

It has become a strategic channel to
attract new customers and strengthen
relationships through benefits and
rewards

Stationery — ParkShopping Canoas ’

Multi has had a positive impact on
customer traffic, with vouchers
attracting new consumers and
increasing sales and recurrence

Restaurant - ParkShopping

The app attracts new customers to
redeem benefits, increasing ticket
amount through additional purchases
and supporting customer loyalty

Coffee shop — ParkShopping Canoas

Testimonials were collected through in-person and virtual interviews across selected malls and adapted for brevity.

.

It brings customers directly to the
restaurant through its benefits and
also helps us better understand the
customer profile

Restaurant — BarraShoppingSul

The points redemption program
works very well — effectively a form of
cashback that customers can use at
the mall

Beauty salon — ParkShoppingBarigiii

It has become an important growth
driver, increasing traffic and conversion
through campaigns, with a direct and
meaningful impact on sales

Sportswear — BarraShoppingSul

37
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Data dri

Data generated:

K R R R KRR XX

Demographic and geographic profiles
Customer origin and heat maps
Segmentation by loyalty category
Customer evolution and receipts submitted
Multi penetration in sales

Share of visits (% of customers’ visits)
Share of wallet (% of customers’ spending)
Consumption correlation across stores

Among others

ve decisions for tenants and Multiplan

Segmented access: tenants view their own operations, while
the Company integrates the entire database

Perfil dos seus clientes Multi
Saiba quer er

1l uem sao seus clientes e ofereca promocgoes e servicos mais alinhados com seus pertis.
Bairros onde moram 4 Género

Faixa etaria

— == =
— — -
%\ |

83%

&%

16,58

35,

“Know Your Customer”:
data limited to each store’s own operation

Shopping Contrato

Selegoes mdltiplas v Selegbes multiplas

88 Multiplan

88 Visao Lojista

Segmento

v Vestuario

8 Public Meeting 202

Ativiciade -

v Todos

Data

Selegdes muiltiplas

R$ Registrados no MultiVocé

R$----0

R$ ----0

R$ --—-0

RS o

Quantidade de clientes Quantidade de notas

“Tenants view”:

Participacdo do MVC sobre o
total de vendas

more advanced analytics, integrating data

across the entire network

38
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MorumbiShopping:
growing adoption of “Know Your Customer”

Multi’'s large data base increases tenant engagement

MorumbiShopping — Christmas promotion exchange counter

O « . | ™ —
mUltl 88 — BALCAO DETROCAS
at MorumbiShopping: unaanz 1 - | . —

RTE PARA CONCORRER A

S.BENZ | GLB 220

/

\
\\\

AR ‘ e R oy ESTOQUE EM

500,000 registered customers P, - » TEWPOREAL
1 30,000 benefits redeemed

o=

359 sales penetration during Christmas'’

o .
609 of retailers have already accessed the tenants across the portfolio

“Know Your Customers” platform have accessed® “Know Your
Customer”

Multiplan data for MorumbiShopping referring to 2025. " November-December 2025. ? Since April 10, 2025. Includes stores and kiosks.
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JundiaiShopping:

Multi data guiding tenant mix decisions

The Company uses app data to support commercial curation

Customers who shop at a Women'’s Apparel store also shop at...

Multi and JundiaiShopping Tenant name (replaced by category for privacy reasons):

General Appare
Objective: bring new tenants to a specific corridor, perfumeny feosmeres
aligned with trends and demand
Multi: provided consumer data to support tenant Lingerie
mix decisions, in compliance with LGPD' General Apparel
Key factors considered: Variety Store
v' Customer flow across mall areas General Apparel
———————————————————————————————————————————— \\ Perfumery / Cosmetics
v' Affinity between tenants from different segments m Women's Footwear
Sports Goods Customer base correlation analysis
) Stationery / Gifts The model identifies categories with higher consumption
“““““““““““““““““““““““““““ : Stationery / Gifts affinity across tenants, guiding tenant mix definition and
perfumery / Cosmetics leasing strateqy for the corridor
Wornen's Apparel
' General Data Protection Law (LGPD): Brazilian law regulating the processing and protection of personal data. Pharmacy

Multi data is analyzed in an anonymized manner. 40

v Consumption synergies between brands

- o - —



Sustaina

Sol Peres square

Integrated with the corporate complex an
shopping center, Sol Peres square symboliz
evolution of the asset, materializing the relatio
between the city, experience, and environmental
responsibility

!
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' v " e \/t

3 MorumbiShappin
; D \

g/SoIi Peres square



MorumbiShopping:
sustainability applied to a
consolidated asset

Sol Peres square

Requalification of the shopping
center’s surroundings, expanding

green areas, convenience, and
integration with the city

" More information at this link.

4.0 maintenance project

Innovation project in the mall's
operations, promoting greater

efficiency and assertiveness in
maintenance (Abrasce Award
2021 - Gold)’

@ Public Meeting 2oz

Morumbi Corporate “Traverse II”

Corporate tower with LEED Gold Installation of interactive kinetic
environmental certification, art that responds to the people

reflecting high standards of movement, democratizing
efficiency and sustainability access to art

42


https://premio.abrasce.com.br/all_case/morumbishopping-4-0/
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Strategic sustainability framework of the Company

- Energy management ©N Biodiversity Water management Sustainable construction

©
@ Renewable | Automation and Self- Fans anc On-site Reuse | Loss LEED Efficiency from

ecological

1
corridors ETEs systems

energy monitoring generation control certifications design stage

Pillars

Lower
condominium
costs

f/jﬁ Operational Energy Integration Enhancement of Waste Lower external More resilient
o

efficiency predictability with the city surroundings reduction dependency assets
Purpose

@ 14,000 tons of CO, R$7.'5M o 605,000 sg.m of green areas
savings in

Results avoided in 2025 2024 maintained by the Company

Reuse solutions 2,599 ml of
in 65% of water captured
developments in 2024

>290,000 sg.m
of solar panel
areas

4 LEED-certified
developments?

Data as of 2024." ETEs refer to Effluent Treatment Stations.? LEED-certified developments: ParkJacarepagua (Silver), Morumbi Corporate (Gold), ParkShopping Corporate (Gold), and Golden Lake (Gold — Communities: Plan and Design).



8 Public Meeting 2oz

Strategic sustainability framework of the Company
Social

~ \j / o o \
B e )
3 3 @ Multiplique o Bem

_\. L

Multipligue o Bem

Board of : Audit and
A . . . . o
e dvisory compliance Educational Social Charity Community

Pillars independence COmmMIttees structure projects events campaigns engagement

f{jﬁ Transparency and Strengthening Alignment with Strengthening Promoting social Local social

corporate : governance best relationships with
bilit internal controls ¢ "
purpose accountability practices communities

©)

NAA Level 2 Corporate 43% independent members Fully independent
Results Governance (B3) on the Board of Directors Fiscal Council

inclusion development

>830 “Multiplique o 4,794 events >1,000 students
Bem"” initiatives over held over the trained in the
the past 5 years past 5 years Schooling Project’

Data as of 2025. "Since the beginning of the project.
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Expansions

Expansion VI (2026)

The latest expansion delivered by Multiplan
enhances the integration between the shopping
center and its surroundings, strengthens customer
traffic, complements the tenant mix, and drives
asset refurns




More than 50 expa nSiOhS g:gpubl'CMeetingzozé
developed, including 22 since the IPO1

50,000 sg.m of expansions delivered between 2024 and 2026

DiamondMall (2024) — GLA: 5,116 sg.m ParkShoppingB MorumbiShopping (202

B | | 7 5 2 : Ui L 3 = ‘ , ~ - / P

t

BarraShopping (3Q26) - GLA: 2,000 sq.m
(potential for +2,000 sg.m)

2

LS

o
-

i [
Hl “mww‘*” || =
| L L
l I[P
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In 2026, MorumbiShopping oo
reaches its sixth expansion
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Far beyond capex: the complexity of
expanding an operating shopping center

Some of the challenges faced during construction:

=

\

\\\
N

i

o, | »
i, e

Steel structure . al dema
+3,500 meters of carbon fiber laminate +450 tons of steel structure +3,000 m? of structural demolition
Structural reinforcement of slabs, columns and foundations; Construction of the rooftop level in steel Controlled demolition of external ramps,

load capacity increased from 350 kg/sg.m to 1,000 kg/sg.m structure, as well as external and internal ramps mezzanines and openings for stairs and elevators

for the new rooftop

48
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Far beyond capex: the complexity of
expanding an operating shopping center

Some of the challenges faced during construction:

[ LR
| e O

Ramp construction Store relocation Mall in operation
Two new interconnection ramps Store delivery with uninterrupted operations Highly complex execution logistics
Relocation of existing infrastructure to enable the The new store was delivered while the previous area Construction works carried out while the shopping center
construction of two new ramps, optimizing vehicle flow remained operational; following the decommissioning, remained fully operational, despite limited storage areas and
construction of the new stores began restricted working windows

49



How does an expansion come to life?

Opportunity identification to sustainable value creation involves multiple criteria

The expansion process:

a Opportunity identification e Architectural design, feasibility study, 9 Commercial evaluation and testing

and capital allocation

MALL
Who? Eﬁ Shopping Center Headquarters Who? Headquarters Who? Headquarters
What? Day-to-day asset management helps identify What? Conducts project feasibility studies and capital What? « The Company assesses whether study results
potential triggers for an expansion allocation, adopting conservative assumptions make the project attractive
« Commercial area begins negotiations and
targets 50% of the GLA pre-leased before
Potential « Demand from new brands and categories 1) Timeline: launch, start, and duration of construction construction starts
triggers « Opportunities to integrate areas Key 2) Commercialization:
: ILr:flisft s'narleevzsliifis(?ﬁé meeodllc:)l centers assumptions . Type of stores (satellite/anchor)
P Pebp analyzed «  GLA and number of stores

« Need to redesign customer flow Dynamic process with continuous improvements

« Reducing competition in the region
* Among others

* Rent/sg.m
+ Key money/Allowance

3) Investment: costs and expenses
4) Returns: IRR', NPV? and NOI Yield?

Targeting a real unlevered

IRRT above 12%

" IRR (Internal Rate of Return).? NPV (Net Present Value).? NOI Yield (capex/NOI). 50
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006 ex’p nlri “Mo mb|Shopp|ng
proved to be a gréat success

MorumbiShopping — Expansion V (2006) In 2025, the Expansion V delivered:

« Opening: Oct-06 | Total GLA: 6,572 sq.m * Number of stores: 84 | Capex': R$55.5 M

Rental revenue yield? — Expansion V (2006)

68.7%

O,
65.0% 205% 63 50

45.1% 45.7%

42.4%

34.7%
e o 28:8% 299% 325
22.4% 22.6%

19.6% 28.5%

17.4%

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 | Real rental Rent/sq.m 2.3x

revenue yield’ __ higher than the
of 19.1% portfolio average

! Investment proportional to Multiplan’s ownership stake in the expansion.? Rental revenue yield: rental revenue divided by capex, from opening (Oct-06) through the respective year.?> Adjusted
by INCC (National Construction Cost Index) since opening.




13,000 sq.m of GLA and nearly 70 new stores

to be delivered still in 2026

----- > il

ik |
Hﬂ‘ m‘s @\w; ‘L{', ‘gﬁ

R 28
T+ o/

|\

ansion illustration § oo Vi ParkShopping expansion illustration

BH Shopping BarraShopping ParkShopping
GLA: 1,962 sq.m GLA: 2,000 sq.m (potential for +2,000 sq.m) GLA: 8,615 sq.m
6 stores, 1 expanded store Built-to-suit for tenant 60+ stores

52
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BH Shopping

Opening: June 2"9 | Total capex: R$30.0 M
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New expansions pipeline
New expansions could add 30,000 sg.m of new GLA to the portfolio

Images and information are preliminary and based on data available to date, subject to risks and uncertainties that may cause actual results to differ from those projected.

§¢o Caetano expansion illustration

ParkShoppingSaoCaetano JundiaiShopping BH Shopping

GLA: 9,000 sq.m GLA: 8,000 sq.m GLA: 13,000 sgq.m
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Mixed-use

Skywalk connecting MorumbiShopping to
Morumbi Corporate

Recently renovated, the air-conditioned skywalk
connects the corporate complex developed by
Multiplan to the shopping center, benefiting both
assefts
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The opening of the skywalk between
Morumbi Corporate and MorumbiShopping
[ ) [ ) [ ) [ ) \/
Increased foot traffic above historical =

& Foot traffic in Jan-17" increased by 7.8%,
ave rageS 299 b.p. above the historical average for

the same month

Opening of the skywalk (Dec-16)

It connected corporate towers to the mall

MorumbiShopping o Growth in MorumbiShopping foot

L 4

traffic in Jan-17"

(vs. prior year)

-l",‘il..) —1 :

0iE | sa=a E’!‘lﬁj

um Iiilii

., a""sﬁnﬁ B . e

+299 b.p. +7.8%

+4.8%

Average *
Jan-02 - Jan-26
§ S e v (R | Ry | |
*y _ N AR § e R First full month after the opening of the skywalk

! Jan-17 was used.as it reprﬂ?ts the first full mpr% lk’s opg" ) .in Dec 16 Jan 02awas useg as the start of the average period;.as it is the}ﬁ&t‘momth Wlt

it , U ~(ava*ﬂ le dBIERS < 0
The average exeludesJan 214nd Jan-22, gp thiey, w . COVID=19¥andemic. | 1 iw e - NS
[ -~ ! B JALA e & ‘\ ca s s NG / A i\




The power of mixed-use

Strategic integration between mixed-use
and shopping centers benefits both assets

I Shopping center:

& Growth in recurring and higher-quality foot traffic
& More evenly distributed traffic throughout the week

&4 Sales expansion and GLA growth

Mixed-use in the surroundings:

4 Positive asset repricing
4 Convenience for occupants

&4 A more structured and higher-quality environment

| e i

» ' <N Centro Empresariél
Cristal Tower - RS BarraShopping - RJ

ParkShopping
Corporate - DF

ST
3 L

| { - on § ;.v N e w1 )
2 Q.! = ‘2 Iﬁ, % ;:K'L u—é-‘, '!_L@T ;, == 0
Morumbi Office ‘o Centro Profissional
Tower - SP RibeiraoShopping - SP

Rt

o iy ¢ K S CST £l S

= e - - ___J Morumbi Business
Golden Lake - RS Center - SP

Multiplan’s current portfolio

Commercial

. Residential

‘ N
= ’ Centro Profissional
- MorumbiShopping - SP

60
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8 phases

Beach Club

20 residential
towers

J

250,000 sg.m
of private area

i

|

'\\

-1;"__’

Estimated PSV';
R$4.9 B

T Considers the PSV sold from Lake Victoria and Lake
Eyre until March 2026, added to the balance of units in
stock with an average sales price of R$20,000/sg.m

The first private neighborhood in Porto Alegre
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Estimated
PSV2;
R$600.0 M

' Expected sales price of apartments in March 2026, net of brokerage fees. 2 PSV refers to the Potential Sales Value. 62

4 towers, Number of floors: | 34,000 sq.m of Unit prices’ Unit sizes
94 units 10 -17 private area R$5.4 M -24.2 M 300 sg.m - 869 sq.m
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Estimated
PSV2;
R$350.0 M

' Expected sales price of apartments in March 2026, net of brokerage fees. 2 PSV refers to the Potential Sales Value. 63

2 towers, Number of floors: | 20,000 sq.m of Unit prices’: Unit sizes
127 units 22 private area R$2.3M-64 M 127 sq.m - 327 sq.m




Lake Baikal

Launch in Jun-26

LAUNCHED

2 towe.rs, Number of floors: 31 ‘ 21'900 sq.m of
88 units private area

Unit sizes ‘ Estimated PSV?Z;
192 sq.m — 447 sg.m R$400.0 M

T Expected sales price of apartments in March 2026, net of brokerage fees. 2 PSV refers to the Potential Sales Value.




Multiplan Sao Pa

In recent years, our active
contributed to improving resu
share, and creating value for sha







2021 - 2025:

o ot : ‘- % T g 8 2 . S 'v':._\.‘\: N
‘&T/‘é 4 800 events o RN A Y 2 S

K 281,200 sq.m of GLA turnover ’ 7

E@ 10.0 M cumulative downloads’ of the Multiapp -~

? 19 malls renovated

- o
4 expansions opened, 3 underway

"Cumulative downloads as of year-end 2025. 67
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light to

The accelerated shift toward high-quality malls benefits Multiplan

Multiplan sales and Brazilian malls’ sales (ex-Multiplan)' (base 100)

266.2%

Flight to quality

- s o S e S e e e E——,

I
|
|
|
|
\

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 J

N o e o o o o e e e e e e e e e e e o e e o e e -
Quality, location, management, and the
, . . , 1 pursuit of experiences and convenience
== Multiplan sales == Brazilian malls' sales (ex-Multiplan) benefit Multiplan’s malls

T Source: Abrasce (Brazilian Association of Shopping Centers) — Brazilian Census of Shopping Centers. 68
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ﬁ||ght to quallty resilient sales

Multiplan’s sales continue to grow despite the country’'s monetary and economic cycles

Multiplan sales, Brazil GDP' and SELIC rate? (base 100)

14.25% 0 0 15.00%
. 1125%/ o 13.75% 13.75% 11.75% 12 259,
725% e 7.00% 6.50% |
o 4.50%
o +17.1%
+14.9% +12.1% i )
+6.8% o) ) +9.6% +9.3% +8.0%
1.9% 3.0% 0.5% +4.5% +2.9% 1.3% . 5/0 1.8% = 4/01 2% 5000 EZ(%) ﬂ) e
-3.5% —3.3% 3.3%
2012 2013 2014 2015 2016 2017 2018 2019 20 2021 2022 2023 2024 2025
-37.1%
B Multiplan sales growth W Brazil GDP growth’ —e— SELIC rate?

' GDP (Gross Domestic Product). Annual real growth. Source: Brazilian Institute of Geography and Statistics — IBGE National Accounts System. ? SELIC is Brazil's benchmark interest rate. Year-end rate. Source: Central Bank of Brazil. 69
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onsistent operational efficiency
on a nhominal basis...

Nominal expenses Nominal results
Properties / Owned GLA" (R$) Headquarters / Owned GLA! (R$) FFO / Owned GLA' (R$) Net income / Owned GLA! (R$)
1,798.4
1,488.6
340,6
224.0
2008 2025 2008 2025 2008 2025 2008 2025

2008 was considered as it represents the first full year following the Company’s IPO (Jul/07). " Considers the owned gross leasable area (GLA) of shopping centers and corporate towers.

/0
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"..translated into a real reduction in
expenses and real expansion of results

Expenses adjusted for inflation (IPCA")

Properties / Owned GLA? (RY) Headquarters / Owned GLA? (R$)

613.0 -56.9%
-62.2%
3852 T\
264.3
145.5

2008 2025 2008 2025

Results adjusted for inflation (IPCA")

FFO / Owned GLA? (R$)

+ ] 06.30/0ﬁ

871.6

Net income / Owned GLA? (R$)

1.798,4

+159-6%/> 1,488.6

573.4

2008 2025 2008 2025

2008 was considered as it represents the first full year following the Company’s IPO (Jul/07)." IPCA is the reference inflation index in Brazil. Source: IBGE.? Considers the owned gross leasable area (GLA) of shopping centers and corporate towers. 71



T

fficiencies translating ifnto

higher operating leverage

e e e

Headquarters expenses as % of net revenue Property expenses as % of NOI
20.0% 19:27% 20.0%
10.0% 10.0%
71.4%
0.0%
0.0%
> 9O N X O o0 A DO OO O N A D XS
R O N AT A NN N XN AN NN DA
S I SO S S S S S DS S S S S S M S RS R N N R I A SR R N S S S IR SR AT L RN S
S S S O I S S SO O O OO )

72
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Drlvmg continuous margmexpansmn
to record levels in 2025...

NOI Margin Property EBITDA margin

100.0% 95.0%

94.9% 85.0%

95.0% 85.0%

89.2%

20.0% 75.0%

(o)
85.0% 65.0%

80.0% 61.2%
55.0%
78.0%
75.0%
45.0%
S O O N a4 D S o A B O O St R )
QF N7 N N AV NP XN NN N NN Q& U U &
S S STS S SSSS SSS I R I SR N M S
A2 R P P e e L Vi R e S D D N e e VN )

73
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...contlnumg a consistent e expansmn
trajectory in recent years

NOI Margin - 5-year moving average' Property EBITDA margin - 5-year moving average'

95.0% 85.0%

90.2%
87.9% 7o:0%

77.1%

74.6% 7142% 73.8% 74.3%

90.0% 88.0% 88.5% 779,

85.0% 65.0%
80.0%
55.0%
79.4%
75.0% 50.7%
45.0%
® & O N O X O o A D O O NN
Q Q N N N N N N N N N N U U Q&
O SO S O S S S S S S S O S ISR RN N RN N R SR SR R I ST O (R R R
O SO O S S S S SO O

T Moving average: average of the last 5 years, used to smooth fluctuations and highlight the trend of the series. For the years in which it was not possible to calculate the 5-year moving average (2008 and 2009), the average of the available years since 2006 was used. 74
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Healthy operating momentum: low
delinquency and turnover, with rising occupancy

Net delinquency, turnover, and mall occupancy rate

6.3% 9.1%

01% {0.4%

__________

2021 2022 2023 2024 2025 2021 2022 2023 2024 2025 2021 2022 2023 2024 2025
Net delinquency Turnover Occupancy rate
Lowest in the reported series' Lowest since 20152 Highest since 2019

' The Company began reporting net delinquency in 2016.? Excludes 2020, the pandemic year.
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that preserves
ocation

2.1
+
3,569.5 M
1,573.7 M
e b 1,388.5 M
' . 2,658.5 M
1,048.3 M CEYARY
863.5 M 869.2 M 748 9 617 Y 767.3 M 769.9 M
602.2M 5349M °79-7M . 4473 M 475 1M - 1547 M

5752 M 704.7 M 5255 M

1745 M  2294M 2480 M 193 8 M 2690 M 302.7 M 335.1M 2g00m 3760M 3508 M

137.3 M 973 M

\4

oL oVl

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

=== Net Debt/EBITDA Shareholder return (R$) B Capex (R$)

' Includes interest on capital, dividends, and share repurchases.



Highest capital allocation In
the sector, both in absolute
terms and per sg.m

2021-2025:
Total capital allocation® (R$)

7,795 M
6,970 M

2,981 M
2,850 M

2479 M 1713 M

2,336 M 2407/ M

Multiplan Peer 1

Dividends Share repurchase

Peer 1 and Peer 2 refer to Brazilian publicly listed mall operators. For Peer 1, combined data from Aliansce Sonae and BR Malls
(2021-2022) was considered. "Includes shareholder returns (dividends and share repurchases) and capex. Shareholder returns
include interest on capital and dividends, based on the approval date. Capex includes equity stake acquisitions.? Considers the
annual average owned GLA of shopping centers and towers from 2021 to 2025. For Peer 1, the average owned GLA at year-end for
each year over the same period was used, excluding owned stores.

Total capital allocation’ / Owned GLA? (R$/sq.m)

10,263

7,089

5,029

Multiplan Peer 1 Peer 2

Shareholder returns / Owned GLA? (R$/sq.m)

6,339

2,973

1,677

Multiplan Peer 1 Peer 2
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Share buyback of R$2.0 billion generating
almost R$900 million in gross value

P i e ittt ittt ittt ettt B L

~

Return from the Oct-24 share repurchase’ as of Mar-26 (R$/share)

+43.2% -

; |
g R$31.81 i
? ? i
i R$27.25 ! Nominal earnings per share: R$9.60 i
i R$22.21 - E Quantity repurchased: 90 M shares E
: o ’
Nominal return: R$864.5 M
i =+ Interest on Capital>: R$175.9 M i
| = Financial expenses3: R$409.4 M i
| Return above the i
5 MULT3 price MULTS3 price MULT3 price carrying cost': R$630.9 M i
Date of approval of the 12/30/2025 03/31/2026
repurchase
:‘ (10/21/2024) ,’
Repurchase price B Nominal return |

' The repurchase return was calculated based on shares acquired at an average price of R$22.21, which reached R$31.81 on 03/31/26 (closing price). The return was determined by subtracting the closing price from financial expenses lncurred between Nov-24 and Mar-26, along with Interest on Capltal dellber' sinc%
transaction's completion. ? Interest on Capital deliberated since the approval of the repurchase (09/30/24, 12/23/24, 03/26/25, 06/24/25, 09/23/25, 12/22/25, 03/25/26), which totaled R$1.95, multiplied by the 90 million shares repurchased »The financial expenses of the repurchase were estimated considering ’d;( : monthly
cost of the Company s debt between Nov-24, the first month after the approval of the repurchase, and Mar-26. For Mar-26, an estimate of the cost of debt was used i
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Outperforming global peers, Brazilian valuation

Even with superior performance, the Company trades at significantly lower multiples than international peer

NOI (base 100) FFO (base 100) EBITDA (base 100)
247.1%
o
185.8% 196.4%
2021 2022 2023 2024 2025 2021 2022 2023 2024 2025 2021 2022 2023 2024 2025
= Multiplan USA peer’ m— Multiplan USA peer’ = Multiplan USA peer!
Cap ratez §8 11.1% Peer: 6.8% FFO Yield: §8 9.9% Peer: 7.7% EV/EBITDA* §8 9.3x Peer: 18.9x

Slide data as of year-end 2025. " Largest shopping center operator in the United States, publicly listed and structured as a REIT (Real Estate Investment Trust). > Cap rate: NOI (LTM) / (Market cap + Net debt). Considers the portfolio NOI for the international peer. * FFO (Funds From Operations):

FFO (LTM) / Market cap at year-end. * EV/EBITDA: (Market cap + Net debt) / EBITDA. Source: Bloomberg and peer's reports. 79
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Brazil: one of the lowest numbers of

malls per capita in Latin America

Number of malls’ / million inhabitants? — ‘_o\N

20.9 ( <\oN
\‘ ET ‘_,/
\ pENE” -
\_—” -
7.6
5.1 5.0
4.7 3.8 3.7 3.4 3.3 3.2
H EH B O

Puerto Rico Mexico Colombia Uruguay Chile Panama Paraguay  Guatemala Ecuador Brazil Venezuela Peru Argentina
b 1l = = B o — il i il —
1 2 3 4 5 6 7 8 9 10 11 12 13

' Source: Latin American Shopping Centers Overview — Brazilian Association of Shopping Centers (Abrasce) and the Latin American Chamber of Shopping Center Industry (CLICC). For some countries, the number of shopping centers corresponds only to the number of members of local associations. For
further methodological details, please refer to the study. The number of shopping centers in Brazil is based on the Abrasce’ s 2025 Census.? Brazil's population is based on the 2022 Census conducted by the Brazilian Institute of Geography and Statistics (IBGE).
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A country with
potential to add
new areas

in Latin America

Low mall penetration

10t in number of malls per capita

Economic relevance
3rd in GDP per GLA

Consumer market
Istin total population

' Source: World Bank Group (link). 2024 data.? Source: Latin American Shopping Centers Overview — Brazilian Association of
Shopping Centers (Abrasce) and the Latin American Chamber of Shopping Center Industry (CLICC). For further methodological
details, please refer to the study. Brazil's GLA considers Abrasce’ s 2025 Census.? Source: World Bank Group (link). 2024 data.
Brazil's population is based on the 2022 Census conducted by the Brazilian Institute of Geography and Statistics (IBGE).
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Gross Domestic Product (US$)" / Total GLA? (sg.m)

1,03 M
0.32 M
0.12M 1 910 M
Y -
Uruguay Argentina Brazil Panama
- -
1 2 3 4

Total population®

203 M
130 M

52 M 46 M

Brazil Mexico  Colombia Argentina

B | |
1 2 3 4

—
Peru
B |
5
- - \‘
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"
34 M
]
Peru
i
5
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The scale of the growth cycle

Multiplan’s internal growth potential relative to MorumbiShopping:

Expansions pipeline: 157,310 sq.m
2.6x its size

Mixed-use pipeline: 864,020 sg.m
14.1x its size

Additional gross floor area: 1,448,700 sq.m
23.7x its size

' Refers to MorumbiShopping’s GLA in Mar-26: 61,217 sg.m The outlined mall‘area is for illustrative purposes only. Note: The data presented correspond to.initial studies conducted by the Company's technlcal and'development departments, solely for the purpose of providing a prehmlnary view of
the projects’ potential. These studies may be revised at any time in accordance with applicable laws, construction parameters, economic and financial feasibility, and building rights.+ . , 83
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For the same factors that drove

MorumbiShopping's rent/sq.m to grow 120%
over 10 years?

And that continues to drive its
expansion!

12025 vs. 2016
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