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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 "anticipate", "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 accounting
practices excluding the CPC 19 (R2). In this sense, the managerial figures
presented may differ from those contained in our financial statements.

Disclaimer

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,
(ii) 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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Increasing our market
share and results

We have been growing steadily, driven by
a long-term strategy that leads to
increased market share

%

ammn

The effect of active
management on results

We actively manage our portfolio by
anticipating trends, valuing assets, delighting
customers and making our management
decisive for results
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Growth through GLA and
real estate expansion

We expand our malls and integrate them
into mixed-use projects, reaping several
benefits from this strategy

Governance & socio-environmental
responsibility

We believe that solid governance and
socio-environmental responsibility generate
sustainable and long-term value, which is
why we have been expanding our initiatives
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2 O shopping centers

corporate office
complexes
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residential condominium
Golden Lake

B 2 =

M

940,699 sg.m 190 million More than

of properties visits/year, 6,000
total GLA' 520,000 per day? operations

! Considers shopping centers and corporate towers (1Q25). 2 Data from 2019.



Developed since the IPO™: Renovations to
anticipate trends in
9 malls society

a8

5 Active management in malls
Multiplan’s
5 Experienced management

Mix aligned with

12 corporate and :
consumer desire

residential towers

Multi app provides customer

20 expansions delivered convehience

Strategy

Reference shareholder

Properties in the growth : : :
Is a pioneer in the

vectors of cities

sector
Investing in the malls Executive Board with solid
surroundings track record in the sector
Developing mixed-used Reference in the real estate
complexes and mall sector

"The Company’s IPO was in Jul-07.
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Company structured to generate growth with
stability and predictability
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Experience: A company with a 50-year history Target audience: capitals and large cities, with 83% of the public from classes A/B?

Track record: Executive Board with extensive experience in the sector Diversification: 20 assets, 5 segments, 77 activities, >1,500 brands and >6,000 stores3

Governance: founder as a reference shareholder and Chairman of the Board Long term: average annual turnover of 5.5%*, equivalent to a term of 18 years

\s

___________________________________________________________________________________________________________________________________________________________________________________________________________

Strategy Results
investment in the growth vectors of cities NOI of 92.7% and EBITDA of 72.9% in the last twelve months
100% of malls managed by Multiplan, >=50% stake in 19 out of 20 malls base rent is equivalent to >90% of rental revenue, linked to the IGP-DI3
100% of the malls, headquarters and branches operating in the same ERP' brAAA - S&P, AAA (bra) — Fitch?

1ERP refers to Enterprise Resource Planning. 22019 data. 3 As of 03/31/2025; 4 Annual average since the IPO (Jul-07). Covers the period 2007 — 2024. Average term of lease contracts estimated at 18 years for the entire portfolio GLA turnover. Considers 100% divided by 5.5% per year.
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Leading malls increasing sales efficiency
and expanding market share!

Total Sales (Base 100) Sales/sq.m (Base 100) Multiplan’s share in Brazil
Sales and GLA'

147.0% 137.7%
2019 2020 2021 2022 2023 2024 2019 2020 2021 2022 2023 2024
= Multiplan Brasil = Multiplan Brasil 20192020 202t 2022 2023 2024
Multiplan’s share Sales GLA
58 caGrz +8.0% B&F CAGRZ +0.6% 58 caGrz +6.6% K84 CAGRz-1.0% in Brazil

TSource: Abrasce — Brazilian Census of Shopping Centers (Brazilian Association of Shopping Centers). Refers exclusively to the Gross Leasable Area (GLA) of malls. Multiplan’s numbers divided by Brazil's average numbers available in Abrasce’s census. 2 CAGR refers to Compound Annual

Growth Rate.
10
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Multiplan's malls report sales growth above retail,
street stores and other malls in Brazil

Annual sales variation’
(2021 — 2024)
+64.1%

+24.6%

ParkJacarepagua

Restricted Street Brazilian Multiplan's
retall stores malls malls

Slide data shows the cumulative change in sales, from 2021 to 2024. " Source: data extracted from Abrasce's Monthly Monitoring Reports (Brazilian Association of Shopping
Centers). Information about “Brazillian malls” and "Street stores” are based on Cielo's ICVA — ‘Indice Cielo do Varejo Ampliado’ (Expanded Retail Index). Restricted Retail Sales,
according to IBGE's PMC - "Pesquisa Mensal do Comércio’ (Monthly Survey of Commerce).
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“Superior performance on key retail dates

Sales surpass total retail, street stores and other malls in Brazil

Sales variation’ — Mother’s Day (Brazil)
(2021 — 2024)

+53.0%
+26.5%
+18.6%
]
Total Street Brazilian Multiplan's
retail stores malls malls

Sales variation’ — Valentine’s Day (Brazil)

+22.7%

Total
retail

(2021 - 2024)

+27.8%

Street Brazilian
stores malls

+67.4%

Multiplan's
malls

Sales variation’ - Father’s Day (Brazil)
(2021 - 2024)

+52.2%

+15.7%

+13.6% +11.6%
Total Street Brazilian Multiplan's
retail stores malls malls

Slide data shows the cumulative change in sales, from 2021 to 2024, in the weeks of the respective festive dates. ' The data for "Street stores”, "Brazillian malls" and "Total Retail" are released by Abrasce (Brazilian Association of Shopping Centers) based on the Cielo ICVA and are available in
the "Results Reports” that have been published by the entity since 2021. Multiplan's numbers follow the frequency established by Abrasce for festive dates in these reports.

12



Sales surpass total retail, street stores and other.-malls in Brazil

Sales variation' — Children’s Day (Brazil) Sales variation' — Black Friday Sales variation' — Christmas
(2021 - 2024) (2021 - 2024) (2021 - 2024)

+57.0% +52.2%

+33.6%
+215%  +2.0%

) +11.5% +12.1%  +125% +124%
1A - I I .
— [
Total Street Brazilian Multiplan's Total Street Brazilian Multiplan's Total Street Brazilian Multiplan's
retail stores malls malls retail stores malls malls retail stores malls malls

Slide data shows the cumulative change in sales, from 2021 to 2024, in the weeks of the respective festive dates. ' The data for "Street stores", "Brazillian malls" and "Total Retail" are released by Abrasce (Brazilian Association of Shopping Centers) based on the Cielo ICVA and are available in
the "Results Reports” that have been published by the entity since 2021. Multiplan's numbers follow the frequency established by Abrasce for festive dates in these reports. 13



PUBLICEMEETING
2025

Multiplan’s post-pandemic sales growth
surpasses Brazilian e-commerce performance...

Annual sales (R$) - Multiplan Annual sales (R$) — Brazilian e-commerce?

CAGR?: +17.9% CAGR?: +10.6%

24.0B
20.0B

2022 2023 2024 2021

14


https://dados.abcomm.org/crescimento-do-ecommerce-brasileiro
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...and our sales share IN BraZ|I|an malls?t
IS outpacing the e-commerce’s share in retail

Multiplan’s participation

in Brazil! sales E-commerce participation In

traditional retail? in Brazil

2021 2022 2023 2024

" Multiplan’s numbers divided by Brazil's average numbers available in Abrasce’s census (Brazilian Association of Shopping Centers). 2 Source: Brazilian Association of Electronic Commerce (ABCOMM - link).

15


https://dados.abcomm.org/participacao-no-varejo
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Anticipating
future development

Focus on growth vectors

Strategy Benefits

___________ \\ //_______________

|dentification of : ‘

I 1 Constant growth in the
growth vectors | — long term

| I

' | Enh t of th
Development of ! I Enhancement of the
reglonsp I =P | region and public

I |

I |

. l I  Expansions and

Acquisition of I:i'."d I —_ syll;.ergies between
n the surroundings : ' mixed-use projects

| I

| I

L More diversified economy,
tgc?’;“a?;] " : —_— : with a larger and more
P : resilient customer base
I I
I |
Greater people flow and
—_—) |
basy access : \ power of attraction
/ \

AN N S SN S S S S S S S S S S S S e e e e e

i \

F

RibeirGoShopping - 1981

ﬁ 1?‘;’2\ ?..

1 “ ' r?filg:e prc—)iect

e

Future reS|dent|C|I

project -

RtbetraoShoppmg 2024

Office

~ office
, tower




EB-M-EETING =
: T (R

The surroundings of our malls have grown, on average, more
than their municipalities and have a high per capita income!

Population change? Per capita Municipal Human
(2010 x 2022) household income? Development Index (MHDI)3
(average) (average)
88 Multiplan’s malls
Neighborhoods and metropolitan regions o
(Neighborhoods and metro poltanregions) 7 (0% RS991 0.796
+58 b.p. +37.0% +301 b.p.

R$724 0.766

Between 2010 and 2022, the population of the neighborhoods of our malls
grew, on average, 553 b.p. above that of their respective municipalities

' The calculation of per capita household income is done by adding the income of all residents and dividing it by the number of people living in the municipality. Data from 2021. Source: United Nations Development Program (UNDP) (link). The metropolitan regions considered for Multiplan’s
malls are Sdo Paulo, Rio de Janeiro, Rio Grande do Sul, Parana, Minas Gerais, Alagoas. For the Federal District, the Federative Unit was considered. 2 Population variation according to the IBGE (Brazilian Institute of Geography and Statistics) Demographic Census of the years 2010 and 2022. The
neighborhoods where the malls are located were considered, following the address provided on each one's website. Since BarraShopping, VillageMall and New York City Center are in the same neighborhood (Barra da Tijuca), this was only counted once. For the Federal District, the administrative
regions were considered. 3 The Municipal Human Development Index is a measure composed of indicators from three dimensions: longevity, education, and income. Data from 2021. Source: United Nations Development Program (UNDP) (link). The metropolitan regions considered for Multiplan's
malls are Sao Paulo, Rio de Janeiro, Porto Alegre, Curitiba, Belo Horizonte, Macei6. For the Federal District the Federative Unit was considered.

17


https://www.undp.org/sites/g/files/zskgke326/files/2024-06/relatorio_pnud_sr_25_anos_idh_brasil_2024.pdf
https://www.undp.org/sites/g/files/zskgke326/files/2024-06/relatorio_pnud_sr_25_anos_idh_brasil_2024.pdf
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Resilient growth
amid crises...

1,100,000

Chinese Russia and

Truckers real estate Ukrair\e 1
crisis conflict 94

Crises and Multiplan's total GLA . Stike

Protests in L
\ Jato' \/ Fiscal 900,000
Brazil Dilma .
Covid-19 e
Impeachment A
== Multiplan's total GLA' Brazilian | t P !
(IOOO sq.m) a1 ron$§gea Joesley  Brumadinho Oil at $1
St BEYY disaster
S&P
downgrades e
Eurozone us
| Crisis Occupy
Subprime Wall Street
crisis
H1N1 500,000
pandemic
ENRON 9/11 1 Arab
Ny scandal Wikileaks Lehman Spring
Fund NASDAQ Brcl)lthers
- collapse
Erazmgr: collapse bubble/ ‘Mensal3o’ >
. inancia
ngggs crisis Invasion of scandal 300,000
Real Brazil energy Iraq
| ’ e collapse crisis .
Collor Russian Brazil
Impeachment . financial . sovereign
. Asia Argentina -
- Mexican Peso afldls crisis crisis risk
1 60 crisis
100,000

' Considers malls and corporate towers. In 3Q20, Multiplan sold the Diamond Tower, in Sdo Paulo, with 36,918 sq.m of GLA.
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: RibeiréoShopplng ParkShoppi ; : A 4N ~  ParkShopping = : 60,000
Expansion || _ ) Eaxr an;ggl\r}lg DiamondMall ‘ Canoas DiamondMall
MorumbiShopping P Expansion | , (+2.3%) (+25.0%)
Expansion IV - BH Shopping : 0%
NewYorkCityCenter Barra Golden Green y | S eET TS AT RibeirdoShopping DiamondMall
RibeiraoShoppin T E ParkShOpplng Expansion IX (+501%)
BarraShopping "OPPING " shopping Andlia : Green CampoGrande - dn
: Expansion IlI ParkShopping Shoobi Di 4 o :
Expansion V Franco . opping 1aMONGEsparkShH ingBariqii a RibeiraoShopping
Bariguii i s iy < ParkShoppin
. ParkShopoi BH Shoboi : Santa Ursula i Tower (+9.3%) IOOP 9 (+4.1%)
ParkShopping  F arkShopping opping ParkShopping  (+37.5%) VillageMall (+11.7%)
Expansion IV e IR RARGIGH bl Centro Emprejsarial ‘ Fashion Expansion : BarraShopping BH Shopping
DiamondMall e BarraShopping Morumbi ; ParkShopping |~ (+4.5%) (+20.0%) 20,000
: . II'Villagio ! Office Tower BarraShoppingSul SaoCaetano C orumtl ke :
MorumbIShOpplng " Patio beirioShoboi ol it Patio Sa.lva55| VillageMall ShoppingSanta ParkJacarepagua
Expansion Il S : RibeirdoShopping ParkShopping Expansion |l Expansion | Ursula (+9.0%)
EvES5) Expansion V : i 20
Gourmet Expansion (+37.5%)
0

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 PAVOE] 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 PAVKE:} 2019 2020 2021 2022 2023 2024

' Source of Ibovespa data: Bloomberg. 2 Projects started from scratch, on land without pre-existing buildings or structures. 3 Brownfield projects: expansions in existing malls. 4 Percentages in parentheses indicate the fraction of the asset acquired. Only acquisitions that occurred
after the IPO (Jul-07) were indicated. 19
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| +223% share appreciation
|
|

' +148% dividends + loC?

) v MY A
2011 2 013 2014 2075 2016 2017 2018 2019 2020 2021 2022 2023 2024 05/30/2025

Ibovespa and MULT3 source: Bloomberg. Slide data between Jul 26, 2007 and May 30, 2025. ' Multiplan's IPO (Initial Public Offering) took place on July 26, 2007. The initial price per share for MULT3 was R$5.71 (on July 26, 2007) and the final price was R$26.88 (on
May 30, 2025). The Company carried out follow-ons (Subsequent Public Offering) in 2009 and 2013 and capital increase transactions in 2010 and 2017. 2 loC refers to Interest on Capital. 20
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Strengthening our ass
building long-term val

, S 2025
; v

Active madnagement in 2024:

L . : dh of the mix
/CD\‘- 1 9 rer;::;’ﬁ:ed :;';f} 1 9 278 ever:iilllr; Iy * g 61 o 7% ex];ooecr?:geoannd

convenience?

\c‘ 2 exg;ensie%ns @ 47’ 878 sq.m of tEiﬁﬂ‘ + 1 phase of Golden

turnover Lake announced

——

: : . land plots sold
/ i . .
ar 4 el AISIC / = downloads of mixed-use projects
T Cumulative downloads until the end of 1Q25. 2 Includes “Services”, “Food Court & Gourmet Area” and “Miscellaneous” segments in 4Q24.
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Shopping center average occupancy rate

Solid operational
performance in malls +56 b.p.

95.7%

Tenants’ sales evolution (R$)

1Q21 1Q22 1Q23 1Q24 1Q25
+159.7%

Net delinquency rate

11.0%

Mar-21 Mar-22 Mar-23 Mar-24 Mar-25
(LTM) (LTM) (LTM) (LTM) (LTM)

Sales: Apr-25:+17.3%
(vs.2024)  May-25: +14.6% 1Q21 1Q22 1Q23 1Q24 1Q25

22
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< Rental revenue

Spread between growth in Multiplan’s Rental Revenue, Sales, Own GLA (Base 100)

and Occupancy Cost (%) 700 Rental Revenue

565 Tenants’ Sales

100

Occupancy Cost
14.9% 12.8%

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Slide data refers to annual results. “Rental Revenue” and “Own GLA” data refer exclusively to malls. “Rental Revenue” excludes the straight-line effect.

23
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Stable leverage in line with historical levels

Cash and cash
generation (R$)

1,532 M
1,244 M
Cash FFO'
(Mar-25) (Mar-25

LTM)

Gross debt amortization schedule (R$) and
debt amortization as a % of Mar-25 LTM FFO' (%)

40.6% 394% 46.0% 45.4%

3:8% 2039% 32.7% 28.8% g8y 28.8%
623M 40 gosm o 695M \]\8%

asom °01M 441M 441 M 441 M

27 M

Apr-Dec 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035
2025

—— debt amortization as a % of Mar-25 LTM FFO'

1 FFO refers to Funds from Operations 2 Considers only first-quarter closings since Mar-16.

Net Debt/ EBITDA

Current (Mar-25): 2.28x

10-year average?: 2.10x

Lowest covenant: 4.00x

Gross debt
average cost

14.81% p.a.

24
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Record financial.results

Record since IPO ! (Mar-24 LTM compared to Mar-25 LTM)

L4

+21.1 -
+20.8 - +203 .,

+17.0 -

+7.6.

NET NOI EBITDA NET INCOME
REVEN U E (Net Operating Income)
255" 2190 <186 <153 x1.31"™
”_ 514%I\/IARGIN : 927VMARGIN 776(y|\/IARGIN 621 tyl\/IARGIN 514VMARGIN
. +11 b.p. " . +°216 b.p. . -209 b.p. . -0195 b.p. " . +o11b-p-

Data related to Mar-25 (LTM). Growth related to Mar-25 (LTM) vs. Mar-24 (LTM). " Multiplan's IPO (initial public offering) was held in Jul-07. 25



(CAGR' 2007 until Mar-25 LTM)

Sales? Gross Revenue NOI3 EBITDA FFO4

24,367 2,745 1,903 1,858 1,532

4,244 369
2007 Mar-25 2007 Mar-25 2007 Mar-25 2007 Mar-25 2007 Mar-25
(R$ million) LT™M LT™M LTM LTM LTM

+10.7% +12.3% +13.6% +14.7% +21.1%

TCAGR stands for Compound Annual Growth Rate. 2 Total tenants’ sales at a 100% basis and not at Multiplan’s stake. 3 NOI refers to Net Operating Income. 4 FFO refers to Funds from Operations.

Net income

1,308

2007 Mar-25
LTM

+27.0%

26
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Capital allocationsR$3:6'bi'in 2024~

Capex reduced in 1Q25 after delivery of expansions and renovations

Capital allocation 2021-2024 (R$ M)

1,300.2
767.3 770.0
295.0 420.0 2810
2021 2022 2023
loC B Share buyback

T1oC stands for Interest on Capital. 2 Excluding capitalized interest.

3,569.5

540.0

2024

B CAPEX

Capital allocation 1Q25 (R$ M)

263.9 255.0

Capex
-13.9%

90.0 110.0

1Q24 1Q25

Renovation Capex? in 1Q25 represents

5.5% of NOI

27
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Buying back our portfolio at a
cap rate of 11.9%

MULT3 cap rate’

Average since IPO*
(3Q07 - 1Q25)

1.8%

- 131 b.p.

7

____________________________________________________________________________________________________________________________________________________________________________

’f‘ \ ¢ \ <
J ) \ Fo>

B AL

corporate office
complexes

residential condominium
Golden Lake

=

940,699 sq.m 190 million More than
of properties visits/year, 6,000
total GLA' 520,000 per day? operations

1 Considering shopping centers and corporate towers (1Q25). 2 Data from 2019.

T Cap Rate: NOI (LTM)/(Market Cap + Net Debt). 2 Cap rate on 9/18/24 refers to the period prior to the share repurchase carried out in October and November 2024 in the amount of R$2.0 billion. Considers Jun-24 (LTM) NOI and the share price at the repurchase (R$22.21). 3 Cap rate
on 5/30/25 calculated with the Mar-25 (LTM) NOI and the share price on 05/30/2025 (R$26.88). * Multiplan's IPO (initial public offering) was carried out in Jul-07. The average cap rate since the IPO is quarterly.
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Share repurchase of R$2.0 b||||0n exceéds financial
carrylng cost! by R$361 mllllon in elght months

- e e e e R e e e e e e e e e e e e e e e e e e e e e e = e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e S e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et

Share repurchase return in eight months (R$/share)

Share repurchase submitted

to the EGM? (10/21/2024) +21.0%

/ﬂ R$26.88

| ! Nominal earnings per share: R$4.67
i R$22.21 s M A
Summary: | ' i Quantity repurchased: 90 M
& 90 million shares (R$2.0 B) repurchased; Nominal return: R$420.5 M
_ i 4+ Interest on Capital®: R$78.3 M
& Price of R$22.21/share reflected one of the ; . _
& Transaction approved by 99.92% of shareholders? Return above the
| MULT3 price MULT3 price carrying cost’: R$361 4 M
Date of approval 05/30/2025
of the 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$26.88 on 05/30/25 (closing price). The return was determined by subtracting the closing price from financial expenses incurred between Nov-24 and May-25, along with Interest
on Capital deliberated since the transaction's completion. 2 EGM refers to Extraordinary General Meeting. More details on the transaction are in the presentation of the conference call to shareholders prior to the EGM (link). 3> Cap Rate: NOI (LTM)/(Market Cap + Net Debt). 4 According to the
EGM minutes (link). Considers the total number of votes cast (therefore, discounting abstentions). °> Interest on Capital deliberated since the approval of the repurchase (09/30/24, 12/23/24, 03/26/25), which totaled R$0.87, multiplied by the 90 million shares repurchased. ¢ The financial
expenses of the repurchase were estimated considering the monthly cost of the Company's debt between Nov-24, the first month after the approval of the repurchase, and May-25.
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Record eaﬁ“hlngs and share buybacks
boost net income and FFO! per share

Earnings per share (R$) FFO' per share (R$)

+39.2% 3.14

(o)
+44.1% 2 68

1.86
1.40

Mar-21 Mar-22 Mar-23 Mar-24 Mar-25 Mar-21 Mar-22 Mar-23 Mar-24 Mar-25
(LTM) (LTM) (LTM) (LTM) (LTM) (LTM) (LTM) (LTM) (LTM) (LTM)

Note: “Per share” figures consider outstanding shares at the end of each period (excluding treasury shares). ' FFO stands for Funds from Operations. 2 CAGR stands for Compound Annual Growth Rate. 30



and NTN-B2 remalns above the historical average

Spread between Multiplan’s FFO Yield! and NTN-B Principal? (b.p.) (Mar-16 until Mar-25)

15%

10%

5%

0%

Mar-16 Mar-17

Mar-18

N

Mar-19 Mar-20

== Multiplan FFO Yield'

Mar-21

Mar-22

== NTN-B?

Mar-23

Mar-24

13.5%

Mar-25

. o

He's pread between FFO Yleld1

~

10-year average:

Mar-25:

10-year average:

Mar-25:

EV/ 10-year average:

EBITDA> Mar-25:

10-year average:

Mar-25:

10-year average:

Mar-25:

Deviation from
the mean

-64.7%
-57.2%
-43.8%

+678 b.p.

) +403 b.p.

Slide data refers to quarterly market price closings since Mar-16. 10-year period: Mar-16 until Mar-25. " FFO Yield: FFO (LTM)/Market Cap. > NTN-B is the inflation indexed Brazilian Government bond. The longest duration bond on the given date was considered: maturities in 2035, 2045 and

2050, calculated by the average daily buying and selling rate. NTN-B source: National Treasury of Brazil. > P/E Ratio (Price to Earnings): Market Cap/Net Income (LTM).

Debt)/EBITDA (LTM) é Cap Rate: NOI (LTM)/(Market Cap + Net Debt).

4 P/FFO Ratio (Price to FFO): Market Cap/FFO (LTM). > EV/EBITDA Ratio (Enterprise Value to EBITDA): (Market Cap + Net

31






19 malls renovated’

Make malls more attractive and
aligned with changes in society,
consumer habits and
architectural trends

11n 2024. 2 As of 03/31/2025.

1,278 events in malls!

Bring benefits to the community,
boost results, serve as anchoring
and promote dynamism

®

Turnover! of 47,878 sq.m
or 490 stores

Allows the Company to meet
the desires of new and future
visitors

PUBLICEMEETING
/5

Multi superapp

>8.5 million cumulative
downloads?

Provides convenience for
customers, sales for tenants/,
efficiency for malls and data

and revenue for Multiplan

2025
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Renovations.and maintenance have
distinct roles in"delivering value to the mall

Renovations Maintenance

Responsible > . ] ) -
for the resources Multiplan and its partners (capex) Tenants (condominium expenses)

Increase public interest and traffic; Promote well-being and cleanliness;
Attract more tenants; Exchange or replace equipment;

Potential Increase long-term rental; Ensure strong security;

benefits Bring new technologies that generate efficiency; Extend useful life;

Adapt the mall to new trends; Preserve the asset's appearance;
Increase consumer spending; Maintain the mall's valuation.

Increase the asset's valuation.




Patio Savassi

New York City Center ‘ . MorumbiSthping = %
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Pdtio Savassi

New York City Center
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We spoke with 2,833 customers....

“The changes in the mal “How do you rate the quality ‘| feel more like coming
after the renovation were of the selection of stores offered to the mall after the
after the renovation?” renovation’

very noticeable”

63.1 % totally agree 27 .4% thinkit's much better 32.09% totally agree
25.2% partially agree 4502% think it's better 27.3% partially agree

88.3% agree 72.6% think it's improved 59.2% agree

8.5% neutral 25.0% indifferent 33.5% neutral

' Survey conducted between 02/25/2025 and 03/06/2025 through an online form sent by e-mail to customers of New York City Center, BarraShopping, ParkShoppingBarigiii, DiamondMall and P&tio Savassi. Customers who, in the previous 90 days (02/20/2025), paid for parking using the Multi
app or opened the app inside the mall were considered, ensuring that all customers visited the malls after the renovations.
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Renovations = more satisfaction for visitors

o ATISFIEp

How satisfied were 88.7%
you with your visit to
the mall??

Indifferent

' Survey conducted between 02/25/2025 and 03/06/2025 through an online form sent by e-mail to customers of New York City Center, BarraShopping, ParkShoppingBarigiii, DiamondMall and Patio Savassi. Customers who, in the previous 90 days (02/20/2025), paid for parking using the Multi
app or opened the app inside the mall were considered, ensuring that all customers visited the malls after the renovations.
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Renovation Cape —

N ) — e — - / ’ !9 |
Nt JG/.\— 7 a2 - g - 321.9
p— T e e o ‘ [=————
4.2% 3.6% TN —o- 4.2% 3.2% ' 4.5%
2.2% 1.0% 0.8% L SIS Ass
140.9
120.3
29.3 30.7
20.6 9.5 8.4
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013-2022
Renovation capex - % Renovation capex/NOI ' __1 Average pre-renovation plan? (2013-2022)

T Renovation Capex excluding capitalized interest. 2 Renovation plan scheduled to be implemented in three years (2023, 2024 and 2025).
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'Renovations accelerate growth by

Increasing the mall's attractiveness

Case: BarraShopping renovation (ongoing)
Accelerating a giant

Facade and

| ;n

“‘l; 4

AR\

33\]!15&-'
p Mar-25 (LTM) vs. 2022

Real rental growth': +R$5.7 M

flooring Renovation Capex: R$40.0 M

L— Real rental yield?: +14.1%

Lighting Landscaping

and
decoration } 1 QZ 5vs. 1 Q22 Sales growth could
o m further boost revenue in
4 Renovation Completion in 2025 Sales: +38.8% the future!

1 Real rental growth at BarraShopping in Mar-25 (LTM) vs. 2022. 2 Real rental yield Mar-25 (LTM) vs. 2022: real annual rental growth (R$17.2 million excluding the IGP-DI
adjustment effect) divided by the investment made in the renovations (R$40.0 million) at BarraShopping.
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= Renovations make malls more efficient
with the adoption of modern equipment

DiamondMall’s new air conditioning system

‘ Case: DiamondMall renovation (completed)

Renovation of the air conditioning =) + efficiency
% system (2024) - condominium expenses

Capex: R$8.9 M
Cost savings' achieved in 1Q25: 39% == R$0.2 M/quarter

L Project yield%: +9.7%

'Savings in 1Q25 vs. energy consumption in 1Q24. For comparison purposes, a 20% increase in energy consumption in 2024 was considered, due to the increase in
thermal load related to the mall expansion delivered in Nov-24. ? Yield: estimated annual savings for 2025 divided by the investment made.




ce ehe
efﬂcnency in maIIs

Active measures bring Malls total electricity consumption (GJ) /
energy efficiency Total GLA

But we do much more...

EJ/ Smart sensors; - - - - - - - -/ //-/m-TmmTmmmmmmmmmmmmmmm T T T T TT

Raising awareness : '
among employees and (v High-performance glass;
tenants 1.44 1.50 1.51 132 1.38
(v LED lamps; 1.16
1.01
Improving facilities and 4 Automation;
infrastructure ,
(vj Process reviews;
202
| | & Self-generation: 2017 2018 2019 2020 2021 2022 023
Using new technologies e
(5 Free-market energy | GLA chg. % 2017-2023:  +0.6% .

Note: The calculation excludes ParkShopping Canoas and ParkJacarepagua, opened in 2017 and 2021, respectively, and Parque Shopping Maceid, managed by the Company since 2023, with no previous consumption data.
GJ (gigajoule) is a unit of energy equivalent to approximately 278 kWh (kilowatt-hour). 42
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unities and results

Events as a strategy

Number of events hosted in Multiplan’s malls

Positive impacts:

|
: |
: I
| |
: I
: 1,278 !
l 1,071 :
(M Boost sales; (4 Provide fun and culture; : 700 :
|
M Increase car flow ; (4 Enhance the mall’'s image, | :
creating memories; ! |
' |
I
~ Anchor the mall ~ Facilitate and encourage inclusion in | 2022 2023 2024 I
without the use of GLA; society; : :
|
(v Promote (M Keep the mall aligned with l\ __________________________ i

social responsibility; short/medium-term trends.
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Examples of sales results (R$) on event days (2024 vs. 2023)’

Burgerland? ‘Arraial no Terrago’?
BarraShoppingSul JundiaiShopping

Made in ‘Fogo’ festival4
Parque Shopping Maceio

Ist Quarter 2nd Quarter 3d Quarter

. +17.6%
+37.6% 15.4 M

/~ ‘133 M 13.1 M

+15.5%

3.9 M 10.3 M

|{ Quarterly  Mall: +23.3% : |{ Quarterly  Mall: +7.8% : |{ Quarterly  Mall: +13.5%

I sales I I sales I I sales

: variation:  Portfolio: +10.6% : : variation:  Portfolio: +6.3% : : variation:  Portfolio: +9 2%
é& Car flow: +16.1% é& Car flow: +10.8% é® Car flow: +12.1%

= --"‘BLIC88MEETING
: \& 2025

2023 2024

Quarterly  Mall: +16.5%
sales

variation:  Portfolio: +10.7%

é& Car flow: +48.1%

TEvents held throughout 2024 compared to the same days of the week in 2023. 2 Event held from 03/14 to 03/17/2024. Comparison with 03/16 to 03/19/2023. 3 Event held on 08, 09, 15, 16, 22 and 06/23/2024. Comparison with 10, 11, 17, 18, 24 and 06/25/2023. 4 Event held on 08/31 and on

01, 07 and 09/08/2024. Comparison with 02,03, 09, 09/10/2023.° Event held on 11/19/2024. Comparison with 11/21/2023.
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Christmas Tree - BarraShopping (2024)
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“Pixar World” — BarraShopping (2023)
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Active mix management dehverlng results:

the BarraShopping Expansion Vil case

BarraShopping Expansion VIl (opened in 2014)

2014 — 2024 To meet a demand that grew post-pandemic, more restaurants were added to the expansion mix

Opening
Distribution of GLA' between Food and Apparel segments Distribution of GLA' by type of segment
60.0% 100.0%
20.0% 80.0% 73.6%
38.8%
40.0%
60.0%
30.0%
40.0%
20.0%
100% - — 20.0% 26.4%
0.0% 0.0%
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
- . . 2
Food Apparel == Experience-driven segments —Other segments °

1GLA (Gross Leasable Area) at the end of December of each year. The year 2015 was used as the first year because it was the first full year of operation of the expansion. ? Includes “Services”, “Food Court & Gourmet Area” and “Miscellaneous” segments. 3 Includes “Apparel” and “Home
& Office” segments.
46
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X chahge S|gn|f|cantly mcreased customer
flow In the expansion corridor

Food segment stores added' between

2021 and 2024

-------------------------

IC) BarraShopping Expansion VII
-

\
@¢¢ Food segment stores added between 2021 and 2024

TYear of signing of the lease agreement. Approximate location of the stores, given that the expansion has two floors. 47
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flow Iin the expansion corridor

Customer flow’ in the expansion

2021

------------------------
llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

-------------------------

IC) BarraShopping Expansion VI ‘.”’ ' —
\j "‘0 ‘ :- -------- -

THeat map of customers connected to the Multi app in December for each year indicated. Warmer colors (red and orange) indicate a greater presence of customers. The map includes two floors of BarraShopping in the expansion VIl region (surrounded in orange).
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The Mix change 5|gn|f|cantly mcreased customer
flow In the expansion corridor

Customer flow’ in the expansion

2024

-------------------------

THeat map of customers connected to the Multi app in December for each year indicated. Warmer colors (red and orange) indicate a greater presence of customers. The map includes two floors of BarraShopping in the expansion VIl region (surrounded in orange).
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Resu It in | Sales evolution (2019-2024)
Expansion VII: * .

+41.8% H4r.0%

BarraShopping Multiplan BarraShopping
Portfolio Expansion VI

Rental revenue evolution (2019-2024)

o
+57.6°/o +53.5% +65.8/°

BarraShopping Multiplan ' BarraShopping
Portfolio Expansion VII

TIncludes malls and office towers. Excludes straight-line effect. 50
BarraShopping Expansion VI




Pillars

1. Establishing a channel with the customer

BarraShopping | RJ

IELE

7.3
7 =
Vantagens Visita de
P! é “? Things EXP Infantil

Ingressos a

Multi O Shopping

&8

8th place’ in the “Shopping”
category in the app store

>8.5 million cumulative
downloads?

28 million accesses in the
app in 2024

Loyalty program with >2,300
benefits in >600 stores?2

>1.5 million vehicles registered by
>1.2 million customers in the
automatic parking payment
solution?

! Position registered on 12/23/2024, at 09:06, on the App Store™ 2 As of 03/31/2025.

>
o &

gplan's-Alt

2 Various functionalities increase
® relationships, engagement and data

Online parking
payment

el

_ Medical Center
:ij directory

Shopping discount
coupons

Stores and restaurants

_gij directory
Movie and theater

tickets availability

I?a.

Restaurant
reservations

Access to

Offers and promotions @ Wi-Fi

“Lapis Vermelho”

5 sale Prize draws
1 I \ O/
Access to events & Loyalty program
= Direct WhatsApp
Ul Amenities contact between
=  customers and tenants
/ . Q
|\-B Stories !’r#!! Mall map
_________________________ -

s o e o e o o O T D DS D B DS B B D S G S S D G EEe B S e Eae e e e e

3 Data bringing results to the
®* Company

Género e
* Quantidade de clientes

i i 20
Faixa etaria ‘
| 250
200
== = L "
= — == :
100
o S0
o
consumido na sua loja

PEP P R |
FEISTILLESSE

“Conheca seu Cliente”
(Know your customer)
on the Retail Channel

Heat map helps guide
business decisions

Multi 1:05pPMm
Carlos, you are here!

You have arrived at VillageMall!
Remember that upon exit, your parking
payment will be automatic through
Acesso Multi. Enjoy! &

Push message
sent to a customer

]



Multi, the super app

five

The fi value creating strategies of Multi app

. Convenience for clients 3. Efficiency for our malls

2. Sales for our tenants 4. Data for Multiplan

1 Convenience for 2 Sales for our 3 Efficiency for 4 I?natﬁ’f(ir
° ° uitipian

e our clients e tenants our malls

11:21 525 1 66% =

< MultiVocé

BarraShopping | RJ

Ler QR Code

Pista liberada por 30 minutos para Aponte para o QR Code
até 6 jogadores localizado na sua nota fiscal

Barra Bowling {}

Resgate até 31/07/2024

© 8.000 pts

Eventos e Atragdes {}
Patinagdo no gelo ParkJacarepagua

Resgate até 30/06/2024

@ 3.000 pts

Hot Zone ﬁ

¥ A4 /4 - e
- = o - g 4 rw
HotZone - Cartdo com créditos em s = % Aquino
dobro == : |8 dominio
= e ¢ /eMatemidate. gulhas g
L
oLy &

Resgate até 31/07/2024 L M 23 Vitgkia N
@ 6.000 pts - 2 )
AR : ; £\ Franco,
. L ria 4 y
i .
/ / 5
/

Enviar nota de outra forma

@] [

Heat map indicating the
concentration of customers
using a Multi coupon

Registration of sales
slips in the Multi app

Coupons available at
MultiVocé loyalty program

Different functionalities
inside the Multi app

PUBLICEMEETINGC
2025

[ 5. Revenues ]

5. Revenues

PLACAS

(./«u/‘«‘,H'MJA-‘

Free flow lanes at
BarraShopping
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Since 2020, Multi's iInvoice registration has brought more
convenience to customers and efficiency to malls

' Case: MorumbiShopping’s Christmas promotion

———————————————————————————————————

Total volume (R$ M) of invoices
registered in the Christmas promotion

+208V)

e o e e e M M e e M M M e M M M MEm M M e e M M e e M M e e

& Large-scale recruitment; & Sign up anywhere; i

~ Queues; & 100% digital process; 2019 2024

“ Intensive use of paper; & No queues to register;

& High cost of software and hardware; & Data richness. N .

T o e e e T e S T T R EEE RSN RSN RSN RS N MmN MEE MEE MmN RSN R R e e e REm R R R e

&~ Demand for physical space.

T Average ticket for each invoice = total volume (R$M) of invoices registered in the promotion divided by the number of invoices registered.

N e o e e e e e e e e R M e M M M e R M M e M R e e e e e e e - P

e o e e e e e M E e Em M M M R MEm M e e M M M e M M M e M e e e

———————————————————————————————————

Average ticket for each invoice registered
in the Christmas promotion’

+16.5%

/$ R$495

R$425

T e e . D S T T S RS RSN RSN RSN R S MEE MEE MEE MEE RSN RS e e e REe REe R S R e

N o e e o e e e e e e e e e e e e e e e e e e e e e Em e e e o P

53



. .'
S

-

“Know your customer” section on
the Retail Channel launched in Apr-25;

Data on consumption, tenant
participation in customer visits and
purchasing profile;

Tool to boost tenants’ sales, a
Multiplan's competitive edge;

Access to heat map coming soon

Multi data with tenants

© BarraShopping |RJ >

, Fabulas &
W
S Teatro

Visita de Stranger
&7 Things EXP Infantil

Ingressos a
venda!

O mundo invertido esta
chegando ao Barra.
Venha viver esta
experiéncia!

L @

@8 Beneficios Multi\Vamh
Experiéncas Unicas ¢

Faixa etaria

Género

Multi app features feed each
tenant’s individual dashboard

PUBL.IC@@MEETI.NG

“Know your customer™ new feature shares

2025

Quantidade de clientes

Valor consumido na sua loja

e

A cada

rs 1.000

consumidos pelo seu cliente no
shopping

rs 19,38

foram consumidos na sua loja
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Growth through
GLA and real estate
expansion

Marcello Barnes

Multiplan continually invests in the expansion of its
malls, strengthening their long-term performance.
In addition, integrated mixed-use projects generate
synergies and add value to the entire complex.

Benefits of expansions
Status of mall expansions

Golden Lake: Porto Alegre's first private neighborhood
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paths to growth

Multiplan adopts three strategies to iIncrease the GLA of its shopping mall portfolio

Stake acquisitions Greenfields Expansions

v Two malls (Patio Savassi and

ShoppingSantaUrsula) and 19 v 18 of the 20 malls developed by v 50 expansions developed, 20 of

88 Multiplan’s minority stakes since the IPO’ Multiplan which since the IPO'

track record

v' Opportunistic, depends on factors v Longer-term planning, assessing v" Medium/long-term planning,
such as cap rate, size, synergy, the macroeconomic scenario and considering the benefit for the

governance, leverage, etc. region existing mall

T The Company's IPO (Initial Public Offer) took place in Jul-07.
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Impact of expansions:

K

Increase the malls’ attractiveness;

K

Allow the entry of new tenants;

&

Increase sales and revenue;

K

Improve the mix, adapt and complement;

K

Dilute condominium expenses;

K

Integrate areas, corridors and properties;

&

Bring new uses, such as Medical Centers; ;

K

Increase GLA, with lower commercial risk;

&

Reinforce competitiveness in the region;

K

Bring new technologies that generate efficiency.

VillageMall (2017) o e RibeirdoShopping (2013)
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Expansions increase sales and revenue

Expansions opened in Nov-24 already Sales variation Parking revenue variation
boost sales and parking revenue (Nov-24 to Apr-25 vs. the previous year) (Nov-24 to Apr-25 vs. the previous year)
+33.9%

DiamondMall Expansion Il (Nov-24) +19.8%

ParkShoppingBarigtii Expansion Il (Nov-24)

Diamond  ParkShopping Diamond  ParkShopping
Mall Barigui Mall Barigui

Biggest increase’ since 2011

1 Does not consider 2022, post-pandemic year.
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Expansions dilute condominium expenses

Real drop of 22.2% in condominium Multiplan malls present at the time of the IPO'? that underwent expansions
expenses since the IPO'2
Total GLA (‘000 sq.m) Condominium expenses adjusted
for inflation3 / GLA (R$/sg.m)’
Main factors:
+36 2% _22 2%
I_] Economies of scale; 388 6 R$1, 849
fi@.. Adoption of new technologies; A R$1,439
ﬁ Review of structures and processes; . .
Increase in gross leasable area (GLA).
-' 2007 2024 2007 3 2024

T Comparison of condominium expenses (marketing fund and common costs) adjusted by the occupancy rate in 2007 and 2024, divided by the gross leasable area (GLA) leased by Multiplan's malls existing at the time of the IPO and which have undergone expansions since then: BH Shopping,
RibeirdoShopping, BarraShopping, ParkShopping, DiamondMall, ShoppingAnaliaFranco and ParkShoppingBarigui. 2 The Company's IPO (Initial Public Offering) took place in Jul-07. 3 2007 figure adjusted for inflation (IPCA) until 2024. IPCA is the benchmark inflation index in Brazil. Source: IBGE
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BarraShopping's expansion led to the highest percentage
increase in sales in New York City Center's historical series’

BarraShopping Expansion (Dec-2003)
BarraShopping and New York City Center
were disconnected;

1,400 sg.m GLA expansion connected the
malls with 27 added stores?;

New York City Center sales: +67.9% in
the year following its opening
(BarraShopping'’s sales grew 16.0%)

' The historical series began in 2001. 2 GLA and store numbers on 03/31/2025.

Annual sales growth at
New York City Center

+8.1%
I

2003

~ — — — First full year for
I _ _ ! New York City Center after
BarraShopping expansion
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Expansions integrate areas, corridors and properties

Parque Shopping Maceidé expansion further integrates the food court, service alley and mixed-use projects
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Expansions integrate areas, corridors and properties

ParkShopping expansion will further inte

e T,
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Expansions improve the mix;adapt and
complement existing offerings

Expansion of ParkShoppingBarigiii reinforces mix
focused on convenience and experiences’

13 new restaurants; = == 4

‘ Medical Center with 25 specialties;
Leisure and

. FunPark (indoor children’s park) with 425 sq.m;
convenience

Viva Barigui (outdoor park) with 46,637 sq.m;

Hotzone, indoor entertainment park;

>470 parking spaces added

Distribution of GLA by Before After Variation
segment expansion3 expansion* (b.p.)
Mix focused

- Experiences’ 51.8% 59.8% +806
on experiences

Other segments? 48.2% 40.2% -806

" Includes “Services”, “Food Court & Gourmet Area” and “Miscellaneous” segments. 2 Includes “Home & Office” and “Apparel” segments; 3 Refers to Jan-24;
4 Refers to Dec-24;
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ParkShoppingBarig
expansion

Opened in Nov-24

operations
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HotZone

ew medical center with 25 specialties L | New floor




DiamondMall
expansion

Opened in Nov-24

bringing

to Belo Horizonte

\N\L1 1
AL

e

88 Widmornaiviail

VIUItIp i

Renovated entrance ¢ | e v R Diverse mix
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New skylight

i
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New floor Ao R RN New restaurants



PUBLICEMEETING
2025

Expansions under
construction:

+27,000 sq.m of

GLA: 5,506 sq.m | Opening: Nov-25

= > . :

v

o

R

w 7

lllustration of the expansion of Parque Shopping Maceio

P w9 <
GLA: 13,141 sgq.m | Opening: TH26 GLA: 8,615 sq.m | Opening: 2H26 :

lllustration of the expansion of MorumbiShopping lllustration of the expansion of ParkShopping 69
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BarraShoppingSul Complex

Generating synergies between everyday life, work and leisure

BarraShoppingSul
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Golden Lake Phase 1 - Lake Victoria
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15t Phase of Golden Lake — Jun-25

. Sales: 72.3% of units’ 1st phase with 4 towers
l Launch: Oct-21 equivalent to R$400.2 M of PSV? 94 units | 34,000 sq.m

R$560 million PSV?

'Sales accounted for until May 31, 2025. % PSV stands for Potential Sales Value. Does not include monetary adjustments.
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Golden Lake Phase 2 - Lake Eyre -

Construction started'in May-25_. =D |- ==
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(L0, NN
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Launch’: Sep-24

Start of construction: May-25 Sales: 55.1% of units? ]
Y equivalent to R$192.1 M of PSV3 127 units | 19,600 sq.m

PSV3 of R$350 M

2"d phase with 2 towers

Estimated delivery: Mar-28

' According to the Notice to the Market (link). 2 Sales recorded until May 31, 2025. 3 PSV stands for Potential Sales Value.


https://api.mziq.com/mzfilemanager/v2/d/08dd2899-a019-4531-a90c-f00c9f91b0ff/1dcda9c5-e0fd-6e17-a9f0-1a4e2a88befe?origin=1
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Governance & Social
and Environmental
Responsibility

Vander Giordano

All of Multiplan’s projects are planned with a long-
term focus. Therefore, solid governance and socio-
environmental responsibility are essential pillars for
generating sustainable value.

Sustainability as a long-term value
Environmental responsibility
Social responsibility

Differentiated governance
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BarraShopping - 1981

Long-term

Projects are planned over Corporate governance and socio-
decades and investments are environmental responsibility are
calculated based on long-term efficient sources of long-term value
returns generation for Multiplan

Sustainability



100% of malls with
adequate waste
management
v

| Central de Reciclagem
Gf“ Residuos Sélidos

100% of the energy

in malls comes from
renewable sources

pLAsTico |

18,000 tons of
CO, emissions

avoided due to
clean energy

Water: rainwater
harvesting,
treatment, reuse
and consumption
reduction
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559,000 sq.m of green

areas maintained by the
¥ Company, equivalent to
#¥ 10 MorumbiShopping'
2 malls

v

VillageMall and
headquarters fully

powered with solar
energy, along with 4

partially powered malls
by own solar panels

Slide data from the 2023 Annual Report. " Approximately. Refers to the size of the green areas maintained by the Company (559,253 sq.m) divided by the gross leasable area (GLA) of MorumbiShopping (54,769 sq.m) at the end of 1Q25.
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> 235 initiatives i 532,000 people

carried out under the directly benefited by Multiplan
‘Multiplique o Bem' seal social projects

Human Donations Pet adoption
Rights
Food 1517 Cats and dogs 705
Clothing | Hygiene | Toys 323,000 Since 2016: 2,965
Tourism ° Multiol 5 @ @ Health
uitiplique o bem Vaccines Blood donations
( ] .
@ Shots administered 59,459 Blood bags 4,137
Animal jA o . Lives saved 16,548
Protection e Citizenship Events :
e Total blood bags since 2016: 30,072
""""""" Total 1,278 Total lives since 2016: 120,288

12024 figures, except for the 532,000 people benefiting from social projects (2023). 85
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Good governance reduces risk and can improve returns

Code of Conduct Compliance week “Multipliers” Program Integrity Games
Multiplicadores
de Compliance
Sets standards of behavior Lectures with experts on Volunteers who promote a Activities based on the Code
for everyone the topic culture of compliance of Conduct

86



Strong oversight mechanisms

0.0
O
%

Highly experienced Board of
Directors with 4 external
members' 3 of which are
independent

20,
)

Fully independent
Fiscal Council

O

Internal audit area, to
verify compliance with
internal laws and regulations

41

Ethics Channel and ‘Fale
com RH' (Talk to HR)
Channel

Internal Audit

Committee, to approve
the results of the Internal
Audit area

s

>60% of shares in free
float?

O
)

Reference shareholder,
founder of the Company and
Chairman of the Board of
Directors

W

Ombudsman Channels
in malls

' Non-executive. The IBGC Code of Best Governance Practices classifies as "external” directors who have no current ties to the Company but who do not fall under the classification of independent directors. 2 As of 03/31/2025. 87
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https://ri.multiplan.com.br/en

	Cover
	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76
	Slide 77
	Slide 78
	Slide 79
	Slide 80
	Slide 81
	Slide 82
	Slide 83
	Slide 84
	Slide 85
	Slide 86
	Slide 87
	Slide 88


