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Marisa

Sdo Paulo, November 121", 2024 - Marisa Lojas SA (“Marisa” or “Company”) - (B3: AMAR3; Bloomberg: AMAR3:BZ), announces its
results for the third quarter of 2024 (3Q24) compared to the restated results for 3Q23. Restatement presented due to the
segregation of the indirect subsidiary M Pagamentos. The information, except where indicated, is based on consolidated
figures, in thousands of reais, which follow the International Financial Reporting Standards (IFRS) and were reviewed by BDO
res auditores informativos sociedade simples limitada.

3Q24 HIGHLIGHTS

Marisa remains strong in the turnaround process, with a growth in gross revenue of 55%

and gross margin evolution in 4.3 percentage points.

+55% +71%

Net Revenue growth vs. 3Q23 Growth in Gross Profit us. 3Q23

that hit R$ 350Mi Delta of +4.3 percentage points
in gross margin

-15.6% +163%

SG&A reduction and dilution of

30 percentage points over
Net Revenue vs. 3Q23

R$ 125Mi R$ 623 Mi

Improuvement in Net Result

EBITDA growth
increase of R$ 91Mi vs. 3Q23

above 3Q23 Private capital increase in Jul/24
324 3023 Var(fl  Var
Gross revenue 480.4 318.5 50.9% 162.0
Net income ["521_@9_%3_: 225.9 ["“5_4;5_33/0] 123.8
CPV/CSV T (187.0)  (130.6)  43.2% (56.4)
Gross profit 162.8 953 i_"";c;};/o-i 67.4
Gross margin 46.5% 42.2%[::{.5{@]
SG&A (127.7) (1512 -15.6% 235
SG&A Margin 36.5%  66.9%i (304pp)i
EBITDA 35.1 (55.9)i  1627%; 1 91.0 |
Ebitda margin 10.0% -24.7%  34.8p.p.
M Pagamentos (4.8) (36.7) 86.9% 31.9
Net income (7.2)  (196.4)  637% | 1252
Net margin -20.4% -86.9% 66.6p.p.
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Marisa
MESSAGE FROM MANAGEMENT

Marisa's goal is to strengthen women's self-esteem by giving them and their families access to fashion at the best
cost-benefit in Brazil.

The work in progress is already beginning to show positive results. Our brand, which has repositioned itself to
appeal to women from class C, brings strength to attributes such as cost-benefit, quality pieces, affordable prices
and versatility, presenting products that can be used on different occasions. In addition, it reinforces that we have
collections to serue not only women, but also their families, which includes children's clothing, men's clothing and
accessories.

In terms of operational performance, we highlight (i) significant capital contribution from shareholders; (ii)
renewed confidence in the supply chain and the opening of new suppliers; (iii) replenishment of inventories as
planned with an adequate assortment, in addition to better turnover; (iv) growth in net revenue of 55%,
accompanied by an euven better gross profit performance of +71% versus 3Q23; (v) 163% increase in EBITDA; (ui)
significant evolution of tickets, demonstrating the assertiveness of the collection and the trust of our customers;
(uii) significant increase in the Marisa card customer base, providing credit expansion, increased average ticket
and revenue, in addition to loyalty; (viii) a new avenue of growth for sectors that were less explored in the past,
such as children's and men's, with even more significant growth, which will bring, in the near future, an increase
in sales per m* and greater profitability for the operation.

This quarter, we evolued with the new demand and supply forecasting model, which allowed for a more
appropriate design in the repositioning strategy and construction of collections, resulting in greater acceptance
by our customers, with greater speed in sales and margins.

Also, this quarter, the Company's private capital increase was approved, with the inflow of R$623 million,
distributed among 444,887,461 shares, at a price of R$1.40 each. This move was an important step in the execution
of Marisa's repositioning strategy, as it helped to replenish inuentories, in line with the new business plan. The
contribution is a clear demonstration of the shareholders' confidence in the Company's management and
administration, and that the new strategic direction is being well executed.

We continue to work on the challenges of (i) consistency and gouvernance of the continuity of our commercial
planning, and construction of collections, valuing cost-benefit and versatility - bringing even greater satisfaction
to our customers; (ii) strengthening the communication and marketing strategy, aligned with our positioning, with
the objective of attracting even more traffic to our stores; (iii) expanding the Marisa card customer base; (iv)
expanding the supply chain, and maintaining a close relationship with current partners.

We are prepared for the last quarter, the hottest in retail, with important events such as Children's Day, Black
Friday and Christmas.

Finally, we are very pleased with the results achieved in 3Q24 and the discipline of our financial management. The
trust of our shareholders and the positive results that are already clearly visible ensure that we can advance in
the execution of our strategy in a consistent and sustainable manner. We are immensely grateful for the
commitment and dedication of our employees, as well as the support of our business partners and shareholders.

Edson Salles Abuchaim Garcia Adilvo Alves de Souza Jr
CEO and IRO CFO
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Marisa
How was the operational performance in the quarter

Sales in 3Q24 increased by 55%, driven by the repositioning of the business, assertiveness of collections and
densification of store inventories, resulting in an increase in sales volume.

Retail Net Revenue (R$Mi) Sales volume Average price of the
349.8 (Mi of units) product (BRL)
225.9 53.84
+55% ., 10,462 e
. — 6,429  +63% b 45.49
3703 3124 Bl e 3124 3123 3124

In this last quarter, in line with the business repositioning, we made adjustments to the price pyramid, reinforcing
the base of the pyramid (P1, P2 and P3), which show, in the graph abouve, a drop in the average price. This resulted
in a significant increase in revenue and volume compared to the same quarter in the previous year. The digital
channel strategy is aimed at reinforcing and positioning the brand, prouviding a multichannel experience to
customers and increasing store traffic, without sacrificing profitability.

We continue to replenish and normalize our inventory levels.
Inventory level (millions of pieces)
17.5

10.4
7.9 8.0 8.0

3T23 4723 1T24 2724 3724

We are inuesting our efforts in increasing the Marisa card base, where we have a higher average ticket and a
higher frequency of purchases from our customers (loyalty).

Marisa card - active clients

769.2 769.2
737.4
498.2 .
1T24 2724 3724 jul/24 ago/24 set/24
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Marisa
RESULTS | CONSOLIDATED

30243023 Var (¥

Gross Revenue 480.4 318.5 50.9%
Taxes on sales (130.7) (92.5) 41.2%

%Taxes on gross revenue (27.2%) (29.1%) 1.9p.p.
Net Revenue 349.8 225.9 54.8%

Cost of Product Sold (187.0) (130.6) 43.2%
Gross Profit 162.8 953 70.7%

Gross Margin 46.5% 42.2% 4.3p.p.
Operating Expenses (127.7) (151.2) (15.6%)
EBITDA 351 (55.9) 162.7%
Net income (71.2)  (196.4) (63.7%)

Net Revenue

R$' Million 3Q24 3Q23 Var (%)

GROSS REVENUE 480.4 318.5 50.9%
Goods 476.7 315.6 51.1%
Financial services 3.8 2.9 29.8%

Taxes on sales (130.7) (92.5) 41.2%
Goods (130.3) (91.7) 42.1%
Financial services (0.4) (0.9) -56.3%

| NET REVENUE 349.8 225.9 54.8%
Goods 346.4 223.9 54.7%
Financial services 3.4 2.0 66.9%

Consolidated gross reuvenue increased by +50.9%, and net revenue was 54.8% better when comparing quarters,
reflecting the increase in sales volume, combined with the realignment of product prices.

We continue to see an euvolution in quarterly SSS, as reported last quarter. We reached the milestone of +42.8%
evolution of gross revenue in same-store sales, for the quarter.

Same Store Sales Evolution

-14.8%

1Q24 2Q24 3Q24
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Marisa

The increase in sales volume was driven by the adjustment in strategy, better commercial planning, assertiveness
in the collections, aligned with the repositioning of prices and expansion of other segments such as children's and
men's, in line with the needs of our customers. The increase in sales was higher in stores where we tested a new
arrangement of products and sectors, regardless of geographic location - and we intend to roll out this model to
other stores in the coming months. We noted that the collection was well received by customers, and the three
marketing actions done in this quarter were successful ('liquida de banana', 'Father's Day' and 'lingerie').

JULY - “Liquida de Banana”

This campaign revived an icon of Marisa's big promotions.
Customers always commented on social media and proprietary
channels that they identified a lot with the “Liquida de Banana”
and, with that, we did a new interpretation, bringing in a
personality that speaks to the public, and who was once a
clothes saleswoman: 'Bia do Brds'.

The campaign proved to be a success, both due to the significant
increase in searches and engagement with the Marisa brand and
the positive impact on sales. The slogan “preco de banana”
(brazilian popular expression that means ‘cheap’), which Marisa
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