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Letter from the Chairman
of the Board of Plaza S.A.

GRI 2-22

Companies are part of the social fabric of each country and, as such, are
experiencing the same changes that other individual and corporate citizens are
going through. In the case of Mallplaza, the transformations that took place in
Chile, Peru and Colombia in recent years coaxed us to prioritize different causes
and actions in a bid to advance the values that we share with our communities,
and to live up to their expectations.

First and foremost, we aim to offer inclusive spaces that are integrated into
each country's environment and culture. While committed to standardizing
our operations and creating an efficient regional group that is guided by a
powerful and successful value proposition, Mallplaza also strives to maintain
the particularities of each culture.

Mallplaza urban centers seek to reflect the idiosyncrasy of each of their
locations, and they do so by undertaking an array of actions, from engaging
in climate awareness and selecting the most suitable commercial partners, to
including public services, coworking facilities, educational spaces, healthcare
providers and various renowned exponents of the surrounding culture and
gastronomy.

A key aspect to this effort is maintaining a strong connection with local
communities, addressing their concerns, needs and desires. Lately we've
delved into how the pandemic and post pandemic eras transformed the daily

lives of people, their use of different shopping channels, way of working,
socializing needs and conducts and, particularly, their relationship to their city
and how they seek to come in touch and interact with others. These efforts
led to a renewed value proposition and were instrumental to achieving solid
operational and commercial results in 2022, recovering pre-pandemic levels
and attaining sustained increases in sales, revenues and visitor flows in the last
12 months, all of which show up in a robust and healthy balance sheet.

A particularly noteworthy milestone of the year is that IKEA chose Mallplaza
as a strategic partner. This high-value brand installed its largest store in Chile
in Mallplaza Oeste and soon, will make its debut in Colombia in Mallplaza NQS
in Bogota. Also, the gastronomic group Mil Sabores will open 85 restaurants in
different locations, with a view to reflecting and celebrating the culture of each
destination. On another highlight, upon joining our portfolio Mallplaza NQS
updated its value proposition with a new and vibrant retail, gastronomic and
entertainment offer especially developed for this very important district of the
Colombian capital. The result has been an increased visitor flow.

This is how we work at Mallplaza, with conviction in the face of transformation
and always embracing collaboration. We like to challenge ourselves and
surprise our stakeholders with different solutions, adding new uses and
expanding the scope of possibilities for visitors. Our commercial partners and
Sellers are at the center of our decisions, and we constantly endeavor to offer



them new and exciting solutions and opportunities for growth; two cases in
point are our Click&Collect and PitStop services. Regarding communities,
we've continued to strengthen our work with authorities and different civil
society organizations to contribute to the co-creation of new networks that
promote local employment, entrepreneurship, collaborative work and new
skills among social leaders and neighbors. For example, in the second version
of the Mallplaza Academy we gave eight courses to 277 social leaders on issues
related to community wellbeing, networking and leadership.

We joined the United Nations Global Compact in 2018. During 2022, we made
strides in the four core areas of Human Rights, Labor Standards, Environment
and Anti-Corruption.

During 2022 we deepened our commitment to ESG management, which
has become a key and differentiating factor of our business strategy. The
environmental, social and governance (ESG) criteria that we've put in place
includes human rights issues and concrete actions to address the climate
crisis. In line with this, for the fourth consecutive year we are in the MILA and
Chile indices of the Dow Jones Sustainability Index, achieving the highest score
of the previous three years. Mallplaza is the only company in the Chile Index.

Another environmental milestone is the Climate Change strategy which we
launched during this period to advance our Net Zero 2035 commitment.
Our goals include reducing emissions, rationalizing our energy and water
consumption, and developing an integrated waste management system.
Mallplaza Egana implemented its Plaza O initiative, an unprecedented waste

management program that aims to eliminate single-use plastics from our food
courts and to develop and implement a recycling program. Plaza O is designed
to prevent 3,495 tons of waste from reaching landfills each year.

During 2022, Mallplaza Chile only consumed Non-Conventional Renewable
Energies, while in Peru, after the incorporation of Mallplaza Bellavista, 25% of
the energy came from non-conventional renewable sources. As for the lighting
of our urban centers, we are looking forward to implementing 100% LED
lighting, and are working to do so by 2025.

Over this period, we planted the first native species forest ever to be included
in an urban center at Mallplaza Oeste. Other relevant biodiversity initiatives
launched or advanced in 2022 was the creation of the first native regeneration
and urban tree nursery in Cerrillos, Chile, with the purpose of reforesting and
creating new green spaces within that area.

Regarding the promotion of entrepreneurship, the Plaza Emprende program
provides more than 6,800 entrepreneurs with differentiated spaces to
exhibit their products, while also offering them training and the possibility of
becoming permanent commercial partners of Mallplaza's value proposition.
Such was the case of the second TXAFKIN store opened in Chile, in Mallplaza
La Serena, which seeks to provide a permanent place to exhibit and market
products made by members of our native peoples, as well as the new Plaza
Emprende store in Mallplaza Manizales.



Concerning diversity and inclusion, we took important steps towards building
an organizational culture that fosters the participation, inclusion and wellbeing
of all people, without exclusion. Our urban centers are inclusive places where
everybody is welcome. Mallplaza remains committed to corporate policies
and specific actions that promote inclusion and equity. In this regard, we were
proud to receive the Impulsa award for leading the incorporation of more
women in the industry, as well as the recognition of Fundacién Iguales and
Pride Connection Chile as one of the best places to work for LGTBIQ+ talent.

Mallplaza is entirely the product of the effort, passion and expertise put forth
by its team of professionals, who take on these challenges with courage and
leadership, seeking to understand and anticipate the customers’ wants and
needs. The entire Falabella Group of companies upholds a common purpose:
to simplify and enjoy life to the fullest, and today more than ever we see this
crystallized in a single team that works together, pursuing the same goal and
feeling motivated and empowered to play a leading role.

As we look to the future, we know that we will face and tackle important
challenges. We need to be aware and connected to the environment, as the
demands of economies, new social dynamics and the processes of each of
the countries in which we operate constitute a fluid and shifting reality that
demands swift and efficient responses from us. But this evolving environment
also presents us with interesting opportunities to push innovation, driving the
transformation of the industry and maintaining and increasing the confidence
of our stakeholders.

Surely there are still many areas where we find ample room for improvement,
but | am confident that the path we are building is solid and long term. At
Mallplaza we know that there is no turning back and therefore we strive to
make our urban and omni-channel centers the best hubs in the city, places
that are appealing and attractive for customers, commercial partners, Sellers,
neighbors, investors and everyone visiting us.

Today, we still have the same vision we had more than 30 years ago: to offer
something different to the people and countries where we operate. We are
deliberate in engaging in responsible business-building, with high ethical
standards and with sustainability at the core of everything we do. With every
single one of our actions, we reiterate and make explicit our respect for people,
the environment and society.

Sergio Cardone

Chairman of the Board, Plaza S.A.



Letter from the
CEO of Plaza S.A.

GRI 2-22

At Mallplaza we are living a unique moment. The last few years pushed us to move very
fast to embrace the opportunities that the context offered us to reinvent ourselves
and grow. As a company we sought to anticipate changes and challenge ourselves to
innovate and respond to the new needs and requirements of our commercial partners,

Sellers and visitors.

During 2022, Mallplaza kept moving forward always with this axiom in view and in
mind. In retrospect, | can say that the highlights of this period have been the renovation
and consolidation of our urban and omnichannel centers, and the sustained recovery of

flows, income and sales, allowing us to reverse the negative effects of the pandemic.

In 2022 we had a positive performance with significant annual growth in sales (20%
vs 2021, 29% vs 2019), revenues (39% vs 2021, 24% vs 2019), and EBITDA (36%vs
2021, 19% vs 2019); all of which complement the growth in flows (3% vs 402021, 9%
vs 4Q2019) and an occupancy rate of 95%.

These results did not happen by chance. On the contrary, they are the consequence of
awinning business strategy and an organization that is increasingly agile and efficient
in its processes and decision-making instances.

Undoubtedly, these results would not have been possible without a team of associates
who are committed to challenging themselves and being part of the changes that
we are bringing about in the three countries where we operate. To this end, we are

becoming more flexible, simpler and we are using data more and more deeply as a basis
for decision-making. We work as a single team that is agile and passionate about the
client. And this is what drives us to continue pursuing change.

Today, the urban centers in our portfolio are leading in each of their markets, they are
the venues of choice for visitors and show an enduring growth potential, allowing us to
engage in a permanent renewal plan to add new uses, always striving to stay attuned
to the shifting needs of our clients, and working for our centers to remain true to their
essence: being an attractive and convenient meeting place that promotes contact and
socialization among visitors.

Sustained opening rhythm

600 stores are equivalent to three large urban centers. This was the total number
of new openings we completed in Chile, Peru and Colombia, during 2022. Mallplaza
Vespucio, Mallplaza Oeste, Mallplaza La Serena, Mallplaza Norte and Mallplaza NQS
all updated and strengthened their value proposition and infrastructure, currently
enabling them to consolidate their position as preferred destinations in each of their
markets.

Several of these new commercial partners entered Mallplaza after leaving other
traditional locations in search of a higher visitor flow and increased security, and our

urban centers provided the perfect answer to these requirements. As a result, we now



have a strengthened commercial proposal that includes the arrival of several brands
such as Aufbau, Bath and Body Works, Bold, Casaideas, Cuesta Blanca, Family Shop,
Isadora, Lego, Miniso, Motorola, Natura, Puma, Studio F, The Line and many others
that continue to arrive and grow with Mallplaza. In Peru, the expansion of Mallplaza
Trujillo allowed for the incorporation of Forli, IShop, Olympikus and Xiaomi, in addition
to brands such as Bissu, Chinawok, Diverxia, La Lucha, Mascétalo, Maternelle, Norton,
NorthStar, Starbucks, Topitop, and Tec Store. In Colombia, we welcomed brands such
as Farmatodo and Lobisa.

But our renovation spirit went beyond the commercial mix, focusing also on
strengthening our Mixed Use and Convenience spaces. We currently have around
26% of our GLA oriented to essential services and businesses that generate daily and
regular traffic, such as supermarkets, oriental multi-product stores and public services
such as the Civil Registry in Chile, the Center for Better Attention to Citizens in Peru and
the Registrar's Office in Colombia.

Similarly, by conceiving our centers as urban and omnichannel hubs, we are prioritizing
the development of spaces that promote connection and encounter. To this end, we are
modifying our architecture, creating new areas for meeting others, such as coworking
spaces and sports venues An example of the latter are the new paddle tennis courts
that we opened in Mallplaza Arica and Mallplaza Oeste in Chile, in association with
Conecta.

In total, we are allocating 28% of our leasable area to these uses, which also includes
a robust gastronomy and entertainment offer, giving us an opportunity to share
our purpose of simplifying and enjoying life with all our visitors. Today we have
new gastronomic districts and formats, with attractive alternatives that include
international cuisine, local gastronomy and cafés that occupy prominent spaces
in all our urban centers. | would like to highlight the alliance with the Mil Sabores
gastronomic group for the opening of 85 to 100 stores between 2022 and 2025, the
opening in Colombia -in Mallplaza NQS, Bogota- of a new El Mercado which groups 15

out of 23 gastronomic Sellers and brands such as Archies Beer and Lefos y Carbén, and
the inauguration of Panoramica, a rooftop terrace in Mallplaza Cartagena with seven
additional food venues.

We also renovated our movie theaters at Mallplaza La Serena, Mallplaza Oeste
and added new IMAX theaters at Mallplaza Vespucio. In addition, we innovated by
incorporating the first Movistar Game Club at Mallplaza Vespucio, a space dedicated
to video game fans, which is currently gathering more than 30 thousand people per

month.

Partnerships with high-value brands

Three of the most prominent key strategic alliances that we consolidated in 2022
were with lkea, H&M and Decathlon. These are flow-driving brands that are highly
appreciated by our customers; all of them valued our potential and chose Mallplaza to

continue their development in the region.

In the case of IKEA, the leading Swedish home improvement brand, in addition to
opening its largest store in Chile at Mallplaza Oeste -with more than 25 thousand m?-,
it confirmed that it would arrive in Colombia through Mallplaza, with stores set to open
at Mallplaza NQS in Bogota in 2023, and Mallplaza Cali in 2024.

Meanwhile, H&M committed to opening 13 new stores in our urban centers, reaching a
total of 19 at aregional levelin cities such as Arica, Iquique, Calama and Copiap0. Finally,
the leading international retailer Decathlon will add four new stores to consolidate its

growth in Chile and Colombia.

We are also strengthening the presence of the Inditex group with new openings in our
urban centers, while also celebrating the successful arrival of the Jumbo supermarket
in Mallplaza Trébol, Chile.

The arrival of these major brands confirms that commercial partners see us as
attractive locations to grow and expand, as each urban center consolidates in its

respective market and continues to attract increasing numbers of visitors.

Two examples of this trend are Mallplaza Vespucio in Chile and Mallplaza NQS in
Colombia. The former is undergoing its biggest transformation in the last 30 years and
is set to become an icon of our value proposition, adding new commercial partners and
high-value brands but, above all, strengthening and renewing its cultural, gastronomic
and entertainment offer. This transformation is prompting Mallplaza Vespucio to



become one of the main urban centers in the Metropolitan Region, with a 50% annual
increase in visitor flow during 2022. Meanwhile, in the Colombian capital, Bogota,
we can confidently say that Mallplaza NQS is already embodying the Mallplaza spirit
throughout its entire value proposition. This urban center -which we acquired in 2020-
already underwent a complete interior remodeling and integrated more than 68 new
stores and gastronomic venues. These improvements and openings paved the way
for Mallplaza NQS to triple its number of visitors since joining our portfolio of urban
centers, currently exceeding one million visitors per month.

Omnichannel approach

During 2022 we also accelerated the deployment of our omnichannel services, allowing
us to strengthen our position in the value chain, and achieve better integration of online

transactions and the onsite experience at our urban centers.

We want to consolidate our position as logistics hubs in the middle of the city, create
new business and interaction possibilities for our business partners and Sellers, and
offer a wider array of new products for our customers. To this end, our 19 Click&Collect,
the more than 1.3 million orders through PitStop, the Marketplaza alliance that allows
leading Falabella.com Sellers to display their products at Mallplaza and has attracted
more than one million visitors, and agreements with last-mile players such as Blue
Express and Starken, are enabling us to have more and more people coming to pick
up and return their products to our urban and omnichannel centers. In fact, more than
16% of new customers who come to pick up a purchase at a Click&Collect point, stay
in the urban center to enjoy the various services we offer.

Comprehensive ecosystem

| couldn't wrap things up without mentioning the countless opportunities that being
part of the Falabella group gives us to further strengthen our omnichannel proposal.
From the loyalty program to the use of new payment methods, we can offer a
comprehensive experience that customers are already choosing. An example of this is
the successful implementation of a digital wallet for payments in our free flow parking
system, which we have already enabled in seven urban centers. The implementation of
this solution has allowed us to improve exit times, add more than 200 thousand users
and complete 1.1 million transactions.

When we opened the doors of Mallplaza Vespucio in 1990 in the middle of the La Florida
district in Chile, we knew that we were marking a turning point in the industry. Today,

more than 30 years later, we want to foster change yet again. And we are confident
we can do it. Mallplaza is known for looking to the future, seeing the possibilities it
brings and turning them into the next step to continue leading and consolidating our
urban centers to make them even more attractive to the 270 million people who visit
us every year.

We know that the context will continue to be challenging, particularly in the first
months of 2023. We have prepared ourselves with anticipation and diligence, with
our teams and processes seeking and promoting higher levels of efficiency and agility,

making the necessary decisions to maximize and enhance our results for our investors.

At Mallplaza we look to the future with optimism. We are certain that societies are
looking for new spaces to continue building their communities and promoting new
relationships among individuals. We strive to keep our connection with people alive,
and that allows us to meet our customers’ new needs and see our urban centers as

living spaces that are constantly changing to surprise and enrich the lives of everyone.

Fernando de Pena

Chief Executive Officer, Plaza S.A.
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Annual Results Annual results
2 O 2 2 PLAZA S.A. results

2022 was a year of recovery, renovation and Plaza S.A. Rating® Income

consolidation of our urban and omnichannel centers, L) FELLER RATE 383,864
with annual growth in sales, income and visitor (CL)

flows. These results follow the company's strategy AA+

Annual results

4 39%

. . .. . 4)
to promote a winning value proposition, warranting EBITDA

the loyalty and preference of our visitors and (CL) HUMPHREYS 282,699 A 36%
offering the best solutions for our Sellers and

commercial partners to grow and develop. AA+
To this end, we improved and reorganized

our commercial mix and promoted the 66'445 A43%
transformation of spaces, consolidating

our urban centers as hubs in the middle FEO ©

of the city, venues that deliver multiple 218.935
purposes that can be satisfied with a !

single visit, and destinations that

keep on offering new brands
p g ! (1) Plaza S.A. operates the Mallplaza urban centers in Chile, Peru and Colombia. In its financial statements, Plaza S.A. consolidates the operations of Chile, Colombia and Salén Motorplaza Peru, and

1 1 with respect to Mallplaza Peru S.A., of which it owns 33.3%, the Company considers its proportional result in terms of earned equity.
Services an d Categ ories. (2) Annual results to December 31, 2022.

(3) Corresponds to local risk ratings of Plaza S.A's public bond issue.

(4) EBITDA corresponds to gross earnings before interest taxes, depreciation and amortization.

(5) Income associated to owners of the controlling company.

(6) FFO corresponds to the cash flow from the profits of the owners of the controlling company, weighed in relation to their ownership interest in the operation. This flow excludes items that do not
represent cash flow or that are not recurring (other income and expenses by function) in the Income Statement. It does not include minority interest.

Profit ©

4 33%

( Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
1 2022 urban and 2022 transformation as part our business partners model Information Statements
omnichannel centers of our DNA



Anl‘ll.lal. ﬁgl.ll"es to December 31, 2022

We operate

2 5 Urban
Centers

Chile

4

Peru
?o lombia
1 6 Cities
( Annual Results We are Mallplaza,
» 2022 urban and

omnichannel centers

Management
2022

Total sales of business partners ¢ Sales of business partners per m2 1@
4'637thousand of de millions CLP 2 456 OOOCLP/m
Commercial spaces Occupancy

4,210 959,

Leasable area (GLA) () Social media followers

1,888,000 m? 3,101,000

Largest social media community

Visitor flow 0 in the LATAM industry
Isitor Tlow

2 7 O million/year

(1) 12-month rolling figures to December 31, 2022, of visitor flow, sales of commercial partners, leasable area and urban centers operated in Chile, Peru and Colombia.

(2) Figures for the rolling 12 months to December 31, 2022. Figures presented in Chilean pesos (CLP).

(3) Sales from business partners or tenants presented in Chilean pesos (CLP) at the closing exchange rate of December 2022. Plaza S.A. owns 33.3% of Mallplaza Peru S.A.,
which is a subsidiary that is not consolidated in its Financial Statements. Billions CLP: Thousand million CLP

Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes
transformation as part our business partners model Information
of our DNA

Financial
Statements
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General information

CMF 2.3.3.a.b
GRI 2-1
GRI 3-3 Physical and digital operational continuity

About the Company

TaxID 76.017.019-4

Name or corporate name Plaza S.A.

Open stock corporation, registered
Nature of ownership and its under the registration number
1028 with the Chilean Financial
Market Commission (CMF).
Américo Vespucio No. 1737, 9th
and 10th floors, Huechuraba,
Santiago, Metropolitan Region,
Chile.

Chile
Countries where it operates Peru

legal form

Headquarters location

Colombia

Annual Results ( We are Mallplaza,) Management Growth and
2022 urban and 2022 transformation as part
omnichannel centers of our DNA

Moving forward with
our business partners

We are Mallplaza: urban and omnichannel centers

We articulate life in the city, with people finding multiple reasons to visit us and then to keep
coming back. A 28% of our value proposition is focused on experiences; we offer a balanced
retail mix, which includes essential services businesses and commerce -such as supermarkets,
home improvement stores, and public and private services-, which covers 26% of our GLA and
significantly drives daily traffic, as they generate regularity among visitors.

Mallplaza's history is anchored in a permanent
commitment to meeting people's needs. This
conviction has guided us in our ongoing quest
to turn our urban centers into true hubs of city
life that offer multiple reasons to visit; the same
purpose applies to the omnichannel experience
we offer, which we strive to make robust,
friendly and comprehensive. To achieve this,
we are constantly rethinking and renewing our
value proposition, planning and creating new
initiatives to live up to our position as leading
urban centers and omnichannel hubs in the
region. This spirit has granted us our visitors'
preference and loyalty. Our commercial
partners and Sellers, on the other hand, know
that here they can find a place to grow and
develop.

Visitors Corporate governance

model

Investors

Our strategies always include a strong
commitmentto sustainable managementunder
Environmental, Social and Governance (ESG)
criteria, thus leveraging strong and responsible
actions to respond to all our stakeholders and
the communities in which our urban centers

are immersed, be it in Chile, Peru or Colombia.

In environmental terms, we assume our role
as a driving agent for change. For example,
by adhering to a major civic cause, such as
the commitment to achieve carbon neutrality
by 2030. In 2022 we made progress on these
goals in terms of energy efficiency, sustainable
construction and the development of green
areas requiring low water use. As for waste
management, we set out to minimize our

ESG management Corporate

Information

Scope of this Report

waste production by implementing waste
management programs based on recycling,
reusing, composting or other mechanisms.
Plaza O is an emblematic initiative in this area,
the first plastic-free food court that also applies
a circular economy model, now operating in
Mallplaza Egana.

Regarding governance, we have strengthened
our corporate governance and developed new
policies on supplier relations, occupational
health and safety, and gender equity, while also
focusing on improving our risk management
policies.

We have also worked on new inclusion and
human rights policies.

Annexes Financial

Statements
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Purpose

Simplify and enjoy

life more.

Mission

To be the place where
opportunities, dreams and people
meet.

Vision

The place where you find what you

feelis yours.

Annual Results ( We are Mallplaza,) Management

2022 urban and
omnichannel centers

Growth and
transformation as part
of our DNA

Moving forward with Visitors
our business partners

Values

We are one single team

Diverse, trusting and engaged in the
development of people.

We are agile

Anticipating, being a protagonist, always
learning.

We are passionate about
the customer

Being empathic, knowledgeable and simple.

We take care of the future

By respecting people, society and the
environment.

Corporate governance
model

Investors

ESG management

Corporate
Information

Scope of this Report

Annexes

Financial
Statements



History

CMF 2.2.a.

1990

+  We opened our first

shopping center:
Mallplaza Vespucio,

1992

We opened the first
multiplex movie
theater in the Chile at

1994

«  Wearrived in the
west zone of the
capital of Chile

1995

«  Weinaugurated the
first Chilean urban
center outside the

1998

e« Alsoin Chile, we
opened Mallplaza
Tobalaba in the

2000

»  We created the
first Autoplaza
complex in

2001

«  We created
new categories
and formats for

2003

In Chile, we opened
Mallplaza Los Angeles,
in the Biobio Region,

located in La Florida, Mallplaza Vespucio, with the opening of country'’s capital: district of Puente Mallplaza Oeste, a entertainment, and Mallplaza Norte, in
Santiago de Chile. next to a children’s Mallplaza Oeste, in Mallplaza Trébol, Alto, Metropolitan space dedicated to gastronomy and the Huechuraba district,
playground. the Cerrillos district. in the city of Region, as well as automotive sales culture at Mallplaza Metropolitan Region.
Talcahuano, Biobio Mallplaza La Serena, inside a shopping Vespucio. The DUOC UC
Region. in the Coquimbo mall. Professional Institute
+  We added a medical Region. opened its doors in
center to Mallplaza Mallplaza Vespucio,
Vespucio. bringing the first higher
education institution to
a shopping mall.
Mallplaza Norte and
Mallplaza Vespucio
began operating
Las Terrazas: a new
concept that combines
entertainment and
gastronomy.
Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
16 2022 urban and 2022 transformation as part our business partners model Information Statements
omnichannel centers of our DNA



History

CMF 2.2.a.

2006

We opened Mallplaza
Truijillo, in the city of
Trujillo, Peru, marking
the beginning of

2008

In the Metropolitan
Region of Chile we
opened Mallplaza Sur,
in the San Bernardo

2009

We successfully
issued our first batch
of corporate bonds,
with which we

2012

With the construction
and operation of
Mallplaza Cartagena,
in Cartagena de

2013

We marked a
milestone with the
inauguration of
Mallplaza Egana:

2014

« In Mallplaza Oeste .
we inaugurated a
3,500 m? lagoon
open to the public.

2016

We inaugurated
Mallplaza Arequipa,
in Arequipa, Peru: the
first of our Peruvian

2017

+  We opened Mallplaza
Los Dominicos, in the
Las Condes district,
Metropolitan Region,

our international district; and Mallplaza entered the Chilean Indias, we began the first sustainable «  We opened the doors urban centers to Chile.
expansion. Alameda, in Estacion capital market. operations in shopping center in of Mallplaza Copiapé, obtain a LEED
Through a public- Central. Colombia. the country, certified in northern Chile: certification.
private partnership, »  We continued our We inaugurated with a LEED Gold the first mall-type
we opened Mallplaza expansion in Lima Mallplaza Mirador accreditation. The shopping center in
Antofagasta, in with the opening of Biobio in the city of new mallis in the the Atacama Region.
northern Chile. Mallplaza Bellavista, Concepcion, Biobio La Reina district,
in the district of El Region, Chile. Metropolitan Region,
Callao, Lima. Chile.
We opened Mallplaza
Iquique, in the
Tarapaca Region, in
northern Chile.
Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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History

CMF 2.2.a.

2018

We opened Plaza S.A.
to the stock market

in the Santiago Stock
Exchange.

We opened Mallplaza
Arica, in the Arica and
Parinacota - Region,

in northern Chile. This
is the first Tax Free
shopping mallin the
country.

We continued our
expansion in Colombia
with the inauguration
of Mallplaza Manizales,
located in the country's
coffee growing region.

2019

We opened Mallplaza
Buenavista, in
Barranquilla,
Colombia.

We entered the Dow
Jones Sustainability
Index (DJSI) of the
New York Stock
Exchange, in the
Chile and MILA
categories.

2020

«  We completed our arrival in Bogota, Colombia, .
through the purchase of the Calima shopping center,
which was renamed Mallplaza NQS, and we opened

Mallplaza Comas in Peru.

2021

We launched the first omnichannel services for our
commercial partners and visitors: Click&Collect,
PitStop and the alliance with Falabella.com to provide
an onsite showcase for online Sellers through the
Marketplaza initiative.

We announced our commitment to carbon neutrality
by 2030 and joined the Alliance for Climate Action
(ACA Chile).

We set up vaccination centers at 17 Mallplaza

urban centers in Chile, Peru and Colombia for the
COVID-19 and Influenza campaigns.

Annual Results
18 2022

Management Growth and
2022 transformation as part
of our DNA

Moving forward with Visitors Corporate governance
our business partners model

Investors ESG management Corporate

Information

Financial
Statements

Scope of this Report Annexes

( We are Mallplaza,)

urban and
omnichannel centers



2022 milestones

After the pandemic period, we resumed the construction of We continued with the renovations and upgrades of our urban We added 600 new stores in Chile, Peru and Colombia: During
Mallplaza Cali, it will be our fifth urban center in Colombia. centers, working with a regional set-up that has a strong this year we maintained a growing and steady rhythm of openings.
Mallplaza Cali will have an encompassing fashion offer, it will competitive edge, fosters visitor flow and boosts growth potential. The square meterage of stores involved is equivalent to three new
host the second IKEA store in the country, will boast an Azotea The centers undergoing renovations are Mallplaza Vespucio, urban centers.
Urbana and a complete gastronomic and entertainment range of Mallplaza Oeste and Mallplaza La Serena, in Chile; Mallplaza
possibilities. Truijillo, in Peru; and Mallplaza NQS, in Colombia.
Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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Ikea arrived at Mallplaza Oeste with more than 25,000 m? of store
space, which renders it the most complete home improvement
center in the Metropolitan Region of Chile. At the same time, IKEA
confirmed the upcoming opening of its first stores in Colombia at
Mallplaza NQS (2023) and Mallplaza Cali (2024).

We signed an alliance with the Mil Sabores gastronomic group to
strengthen our global gastronomic offer by opening more than 80
stores (between 2022 and 2025) equivalent to a surface area of
21,300 m? to be distributed in 11 Mallplaza urban centers.

We added new categories to our value proposition: coworking
and multidiscipline sports centers that offer paddle tennis courts,
soccer fields and climbing walls, among others.

We subscribed strategic alliances with relevant commercial
partners such as H&M and Decathlon, to open new stores at a
regional level.

Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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We held six Marketplaza events which gathered more than one million
visitors. This allowed us to bring Falabella.com Sellers and Mallplaza
visitors together in person, boosting the sales of our online partners and
developing an unparalleled business model.

We opened Panoramica, in Mallplaza Cartagena: a new 519 m?
gastronomic concept that also offers an event center.

We opened a brand new
El Mercado in Mallplaza
N@S, which includes 23
gastronomic alternatives.
We also began building
the Mercado del 14 at
Mallplaza Vespucio. This
new format will have

a high-value profile

and will constitute

an unprecedented
gastronomic experience

We opened the first Movistar GameClub area in Mallplaza
Vespucio: a unique 1,000 m? space dedicated to gamers above 13
years old. This area has increased the monthly flow of visitors to

i in Chile.
Mallplaza Vespucio by 30,000 people.
Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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We planted the first forest with native species within an

urban center: this initiative, which is now growing in Mallplaza
Oeste, consists of 400 specimens of low water consumption of
Chilean endemic trees such as quillay, hawthorn, molle, tara and

colliguay.

We completed more than three million transactions through our

omnichannel services, which means we processed 6,000 transactions a day.

Of these, 45% came from Chile, 40% from Peru and 15% from Colombia.
We closed new
agreements with
commercial partners
such as Natura and Zara,
and with new last-mile
applications and brands
that move the online
world logistically, such
as Blue Express and At Mallplaza Egana we created Plaza O, an unprecedented
Starken, to boost and program devised to reduce waste generation in our food courts
improve e-commerce by using a circular economy model. This project will implement
channels and options. better segregation and processing of organic food wastes,

to process them and use them to produce soil nutrients for
landscaping.
Annual Results ( We are Mallplaza,) Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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We were recognized as trade leaders by the Merco and Citizen

Brands rankings.

El Mercado, Mallplaza NQS, Bogota, Colombia.

Annual Results
2022

( We are Mallplaza,)

urban and
omnichannel centers

Management
2022

transformation as part

Index and are the only real estate company in the Chile Index.

We obtained category A in Radiografia Pride Connection
and implemented several initiatives to raise awareness and
inclusivity for the LGTBQ+ community.

Growth and Moving forward with Visitors

Corporate governance
our business partners

model

Investors

of our DNA

We achieved our highest rating in the Dow Jones Sustainability

We organized “Alegra”, a cultural and artistic campaign that received more
than 60,000 visits. After being used, all materials were transformed into 174
pieces of furniture for eight foundations and schools near our urban centers
in Santiago, Antofagasta and Talcahuano.

ESG management Corporate

Information

Scope of this Report Annexes

Financial
Statements



Management
2022:

adapting, innovating
and growing our
businesses
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Management 2022:
adapting, innovating and growing our

businesses

CMF 3.1.v

At Mallplaza we make the most of the opportunities
we have. In 2022, this translated into a year of reco-
very, renovation and consolidation of our urban and
omnichannel centers as hubs in the middle of the city,
places that offer multiple reasons to visit, always re-
vitalizing themselves with new brands, services and
categories.

Our customers change their habits, our Sellers have
new needs, therefore, Mallplaza engages in an ongoing
quest to adapt its urban centers and capabilities to be
able to respond quickly to these changes.

Being part of a large ecosystem of solutions, Mallplaza
has the competitive advantage of being able to leve-
rage already developed solutions and accelerate their
implementation.

Annual Results We are Mallplaza, ( Management)
2022 urban and 2022
omnichannel centers

transformation as part

Our strategy is to be nimble in putting new concepts
to the test via instances that are quick to implement
and whose scope is limited (MVPs, pilots, proofs of
concept), and expand and scale when results demons-
trate value. We are also constantly looking to onboard
new talent with specific backgrounds and expertise in
new areas that the industry demands (marketplaces,
E-commerce, apps, tech and bigdata, among others).

Our goal is to be industry leaders and to differentiate
ourselves with 360-degree experiences for our visitors
and Sellers.

Moving forward with
our business partners

Growth and Visitors

of our DNA

Corporate governance
model

In 2022 we initiated a major
transformation process based on
Business Agility and a methodology
revolving around specific bets -on
solutions to a given problem- and
success measurements. To this end,
our team divided into agile cells and
set out to work.

This process delivered concrete
results:

- Clients do not want to waste
time and want a frictionless
parking exit: we implemented
free-flow parking with Fpay.

- Clients buy through different
channels and needs to pick up
and return online purchases:
we implemented Click&Collect,
offering Curbside Pickups.

Investors ESG management

- Clients need their purchases to
arrive at home quickly and at the
lowest cost: we implemented
Pitstop, Cross-dockings and Dark
stores.

- Clients want personalized offers
and experiences based on their
tastes: we communicate in a
personalized way.

Financial
Statements

Corporate Annexes

Information

Scope of this Report
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Strategic pillars

CMF 4.2.b.c
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Omnichannel Commercial Customers Commercial Growth Human Excellence ESG
strategy Partners offer Capital Management

Generate a broad value
proposition to offer our
customers (visitors,
commercial partners and
Sellers) a greater number
of services and products
in a single physical-digital
location, taking advantage
of all the opportunities that
being part of one of the
largest retail ecosystems
in the region provides. This
allows us to bring digital
flow to our urban centers
and increase our Sellers’
sales. Our customers get a
better visit experience and
can access a unified offer
in whatever channel they
choose.

Annual Results

We are Mallplaza,
2022 urban and

This specific value
proposition is focused on
increasing visitor flow,
conversion and sales.
Based on an omnichannel
strategy and one of the
largest retail ecosystems in
Latin America, we seek to
generate shared value with
our commercial partners
while maintaining a focus

on long-term relationships.

( Management)

2022

omnichannel centers

Growth and
transformation as part
of our DNA

This value proposition is
based on spaces that allow
us to meet the multiple and

growing needs of visitors

and, at the same time,
promote socialization and
the meeting of people,
both in physical and digital
spaces. We offer spaces
that foster experiences full
of relevant, personalized
and meaningful content.

Moving forward with
our business partners

Our Urban centers engage
in an ongoing evolution
as they become and
remain central to city life.
Mallplaza centers are hubs
where people spend time,
study, work, have fun and
much more, without having
to move from one place to
another. Thus, we propose
multi-purpose, mixed-use
and visitor-centered spaces
that are constantly growing
and incorporating a robust
omnichannel strategy that
offers different points of
contact and sales.

Visitors

Corporate governance
model

Greenfield and brownfield
development of premium
shopping centers focused
on new market trends and
consumer behavior. We
continue to strengthen our
international operations,
one of the highpoints of
this decision is Mallplaza
Cali shopping center in
Colombia.

Investors

An agile group of people
who share a common
purpose to simplify and
enjoy life to the fullest,
with an entrepreneurial and
innovative spirit. Mallplaza
focused on strengthening
and reinforcing its team via
the incorporation of digital
talent to face omnichannel
challenges.

ESG management

Corporate

Exacting work standards
and a strong focus on
efficiency -applying
aregional scale and a
centralized operation-
always safeguarding the
safety of people. During
the pandemic, Mallplaza
maintained thorough safety
and hygiene standards,
running a safe operation
for visitors and commercial
partners.

Scope of this Report

Information

We operate according to a
sustainable development
model that seeks to generate
positive economic, social
and environmental impacts
through the co-creation
of value networks with
our stakeholders. We are
committed to climate action,
support for entrepreneurship
and the promotion of
inclusion throughout
Mallplaza's value chain,
thus contributing to the
generation of opportunities
and building of long-
term relationships with
visitors, business partners,
communities and associates.

Financial
Statements

Annexes



Our urban and
omnichannel centers

CMF 6.2.a.e
CMF 6.4.a.

Mallplaza has a diversified portfolio in terms of assets and commercial
partners. This is reflected in the more than 4,000 stores distributed into 25
urban centers, 16 cities and three countries; and in the fact that we have a
diversified portfolio of Seller customers where the five main customers
account for 16% of our revenue.

Our portfolio strategy is focused on developing the potential of those assets
that generate a higher return on investment and that offer a strong competitive
position, a high flow of visitors, growth potential and high GLA productivity.
Among the urban centers with these characteristics are: Mallplaza Egana,
Mallplaza Vespucio, Mallplaza Norte, Mallplaza Oeste, Mallplaza La Serena,
Mallplaza Trébol and Mallplaza Antofagasta in Chile; Mallplaza Truijillo in
Peru and Mallplaza NQS and Mallplaza Buenavista in Colombia. The future

Mallplaza Cali, currently under construction and scheduled to open in 2024,
will be the third such asset in Colombia.

Annual Results We are Mallplaza, ( Management) Growth and
27 2022 urban and 2022
omnichannel centers of our DNA

Total:
1,888,000 m?

Moving forward with Visitors
transformation as part ~ our business partners

GLA* Mallplaza urban centers
Up to december 2022

Mallplaza Buenavista
Mallplaza Cartagena
Mallplaza NQS

Mallplaza Manizales

Mallplaza Cali (proyecto en

construccion)
Mallplaza Trujillo
Mallplaza Bellavista
Mallplaza Comas

Mallplaza Arequipa

Mallplaza Arica
Mallplaza Iquique
Mallplaza Calama

Mallplaza Antofagasta
Mallplaza Copiapd
Mallplaza La Serena
Mallplaza Vespucio
Mallplaza Oeste
Mallplaza Tobalaba
Mallplaza Norte
Mallplaza Alameda
Mallplaza Sur
Mallplaza Egana

Mallplaza Los Dominicos

Mallplaza Trébol
Mallplaza Biobio
Mallplaza Los Angeles

Corporate governance Investors

BARRANQUILLA

CARTAGENA
) BOGOTA
57,000 m 2 MANIZALES
28,000 m
48,000 m? CALI
38,000 m?
67,000 m?

2
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90,000 m? ’—'
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AREQUIPA

34,000 m? ARICA
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Distribution
of leased area

SASB IF-RE-000.B  SASB IF-RE-000.C

The diversification of Mallplaza's value
proposition prompts our urban centers to
become preferred locations for a growing
number of visitor interests, with a special
emphasis on the newly added high-value
brands and a desire to experience the
prime entertainment and socialization
venues. During 2022 we reached a total
of 270 million visits in Chile, Peru and
Colombia.

Mallplaza operates urban centers that generate a high rate
of multiple visits as answers to an increasing range of needs
and wants, with 28% of its GLA focused on experiences, a
balanced retail proposition and 26% of the leasable area
dedicated to essential daily traffic commerce.

Annual Results We are Mallplaza, ( Management) Growth and
2022 urban and 2022 transformation as part
28 :
omnichannel centers of our DNA

Complementary to retail

Essential daily traffic
retail

Specialty retail
Department stores

Other

Moving forward with Visitors

our business partners

Urban and omnichannel
centers that provide
answers to a wide range of
needs and wants, and a good

place to socialize and build
communities.

1,888,000 m? GLA

Corporate governance Investors ESG management

model

14%

Retailtaiment

10%

Mixed use

4%

Automotive

Corporate Scope of this Report
Information

« Supermarkets.
« Home improvement.
« Service stores and financial

boulevard.

+ Gyms.

« Movie theaters.

« Children's playgrounds.
« Cultural venues.

+ Food & beverage venues

(terraces, markets, impulse
kiosks, food hall, food
courts, cafés) with last mile
delivery.

« Medical centers that

provide more than 2.4
million annual services.

« Educational centers with

more than 22,000 students
attending daily.

- Offices.

- Car sales and automotive

services

Annexes Financial
Statements



Moving forward with
our business partners

Annual Results We are Mallplaza, ( Management
transformation as part

omnichannel centers

Alliances with high-value brands

GRI 3-3 Physical and digital business continuity

Mallplaza's growth is based on maximizing the potential of all our urban and
omnichannel centers. We want to lead the transformation towards the urban
center of the future through an innovative and robust value proposition. To
achieve this, we are counting on the arrival of new brands and the adaptation
of uses and offerings to current needs, and unbeatable connectivity and
infrastructure to facilitate the best omnichannel experience.

The updating and renovation of our urban centers has been planned and
executed around the incorporation of brands that are highly valued by our
visitors; these brands seek our urban centers as they see them as the perfect
venue for their own development. This dynamic helped us establish strategic
alliances with important commercial partners such as IKEA, H&M and
Decathlon.

H&M, for example, is considering opening 13 new stores in our urban centers,
bringing the total to 19 at a regional level. In the case of IKEA, it opened its

largest store in Chile in Mallplaza Oeste, with more than 25,000 m?, turning
this urban center in the southern part of Santiago’'s Metropolitan Region, into
the most comprehensive provider of home improvement goods and services.
Decathlon is an outstanding and attractive international retailer that trusts
Mallplaza to support them in their expansion in Chile and Colombia, with four
new stores in the pipeline. Zara is also looking to strengthen its regional stance
with new stores, and we are particularly pleased that Jumbo opened a new
supermarket in Mallplaza Trébol.

These alliances rely on centers that provide an optimal visitor experience,
with less friction, more technology and new services, and an operation that
meets the different needs of our customers while also implementing a sound
environmental policy. This is reflected in better traffic and in a better evaluation
and satisfaction on the part of our visitors and commercial partners.

At Mallplaza we are committed to the value of the physical experience, whether it is going to a store,
working, going to a gastronomic venue or to any other space for fun and entertainment. We want our
visitors to enjoy life, and, to that end, we strive to offer an attractive scope of places to visit and be

surprised.

Visitors Corporate governance Investors

model

ESG management

Financial
Statements
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Sustained pace of openings
and new categories

During 2022, we incorporated more
than 600 new stores at a regional
level, a number that is equivalent to
the opening of three new shopping
centers. Many of the new retailers
who arrived at Mallplaza have done so
because they preferred to leave their
traditional locations to enter, for the
first time, an urban center in search
of high visitor flow and enhanced
security, and they have chosen us to
achieve this. In addition, we continued
to incorporate new categories such as
oriental multi-product supermarkets,
multi-discipline  sports  centers,
coworking facilities and citizen
services such as the Civil Registry
offices in Chile and Citizens' services
offices in Peru.

Aufbau, Bath and Body Works, Bold,
Casaideas, Cuesta Blanca, Family
Shop, Isadora, Lego, Miniso, Motorola,
Natura, PumaStudio F, The Line and
many more commercial partners
that continue to arrive and grow with
Mallplaza. In Peru, the new expansion
of Mallplaza Trujillo allowed us to
welcome Forli, IShop, Olympikus and
Xiaomi, in addition to brands such as
Bissu, Chinawok, Diverxia, La Lucha,
Mascodtalo,  Maternelle,  Norton,
NorthStar, Starbucks, Topitop, and
Tec Store. In Colombia, some of the
recently incorporated brands are
Farmatodo and Lobisa.

In tune with our purpose of making life
simpler and more enjoyable, we also

malls. We also continued to renew our
movie theaters with IMAX screens
and a better experience at Mallplaza
Oeste, Mallplaza Vespucio and
Mallplaza La Serena. As it is always a
good time to eat something nice, we
are expanding our gastronomic areas
with several openings in all our urban
centers. Some of the highlights in
this area are the recent alliance with
the Mil Sabores gastronomic group
-through which we will inaugurate
85 to 100 venues between 2022 and
2025-; the opening in Colombia of a
new Mercado with 15 gastronomic
proposals and brands such as Archies
Beer and Lenos y Carbdn in Mallplaza
NQS in Bogota; as well as the
launching of Panoramica in Mallplaza

wanted to boost our entertainment Cartagena with seven additional
Also, during this same period we offer. In the world of video games, offerings.
strengthened ourcommercialmixwith  Mallplaza Vespucio incorporated the
the opening of several brands such as  first gamer area in Chile's shopping
Annual Results We are Mallplaza, ( Management) Growth and I\/\ovingforward with Visitors
2022 urban and 2022 transformation as part our business partners

omnichannel centers

of our DNA

Corporate governance
model

With more than 400 new stores in Chile, 100 in Colombia and over
100 in Peru, our urban centers strengthened their value proposition by

making it more attractive and diverse. Several of these new retailers
arrived at a shopping center for the first time, looking for a better
visitor flow and enhanced security.

Financial
Statements

Investors ESG management Corporate Scope of this Report Annexes

Information



Movistar GameClub
In this new area, the largest in the region dedicated to the
gamer world, Entertainment is guaranteed. During 2022,

more than 30 thousand people visited the venue. Aimed
at an audience between the ages of 13 and 45, it responds
to the mounting interest in the gaming world and culture,
which translates into high potential for future growth.

Annual Results We are Mallplaza, ( Management) Growth and
31 2022 urban and 2022 transformation as part
omnichannel centers of our DNA

First Cinemark IMAX theater in Mallplaza Vespucio

To offer a unique and unforgettable experience to our visitors,
in September 2022 we opened the first Cinemark IMAX theater
at Mallplaza Vespucio. With wall-to-wall and ceiling-to-floor

screens, the audio system is adjusted by laser and distributed
with precision, reaching every corner.

Conecta Clubs: multidiscipline sports centers

Looking to provide recreational venues to promote sports and
socialization, we entered a strategic alliance with the Conecta chain
to incorporate 9,000 m? of paddle tennis courts to our urban centers

in Chile. Mallplaza Arica debuted with three courts and Mallplaza
Trébol, with eight. By 2023, seven courts are expected to open at
Mallplaza Oeste

Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial

our business partners model

Information Statements



Moving forward with
our business partners

Annual Results We are Mallplaza, ( Management Corporate governance

transformation as part
omnichannel centers

Consolidation of the

omnichannel strategy

During 2022 we accelerated ouromnichanneldevelopment
by closing agreements with key players and building a
strategic edge for our value chain.

We add value to our customers and Sellers by
continuously designing, developing and implementing
new omnichannel services that leverage our assets and
simplify our customers' lives, integrating the online world
of transactions with the physical world of meeting and
socializing. In addition, to enhance the e-commerce horizon
of all our commercial partners, we have alliances with last-
mile applications such as Blue Express and Starken, which
also increases flow to our urban centers.

We also reinforced the Click&Collect and PitStop systems
and facilities and implemented the first dark stores in
our urban centers, looking to reduce product delivery
times. Our privileged locations in strategic points of the
cities where we operate and our willingness to readapt
spaces have made this possible. This effort allows us to
offer our commercial partners and Sellers more business
alternatives, and at the same time, the possibility of
building better rapport with their customers.

Investors ESG management

Corporate
Information

Finally, we partnered with Fpay to modernize our parking
experience, allowing more than 200,000 users to enjoy a
free flow experience. In Chile we reached 15% of the motor
traffic flow and throughout the entire group, were able to
improve NPS in seven urban centers.

Our urban centers are logistics hubs
in the middle of the city, where
visitors, business partners and Sellers
can benefit from all the capabilities
of a robust commercial ecosystem in
a single physical-digital location. The
continuous design, development and
implementation of new omni-channel
services allows us to leverage our
assets and simplify our customers'
lives.

Financial
Statements

Scope of this Report Annexes



Our Click&Collect services already
operate in Chile, Peru and Colombia
offering 19 pick-up points which
serviced more than 186,000
orders delivered in 2022 (more
than 9 million in sales). Our PitStop
service, on the other hand, caters
to more than 600 restaurants and
stores, and processes more than 1.3

million orders, representing more
than USD 17 million in sales.

Mallplaza NQS, Bogota, Colombia.

Annual Results We are Mallplaza, ( Management) Growth and

2022 urban and
omnichannel centers

2022

transformation as part
of our DNA

16% of customers that go to
Click&Collect to pick up a purchase
then stay in the urban center for a
coffee, to exchange a product or to
use any of the other diverse services
offered by Mallplaza.

During 2022 we conducted several
Cross-Docking pilots in Chile, Peru
and Colombia. The initial results are
very promising: more than 213,000
packages were processed for last-
mile handling, representing USD 6
million in sales for our Sellers.

Moving forward with
our business partners

Marketplaza: strategic alliances that boosts digital-to-physical flow

Marketplaza was created to attract new online supplier
brands and add value to our urban centers. This is an
alliance that offers a physical space where selected
Falabella.com Sellers can showcase their products to the
thousands of potential customers who visit Mallplaza's
urban centers. The advantage that this model offers is
that Sellers have access to high-visibility and high-flow
spaces while maintaining an e-commerce business model,
i.e., paying a commission on sales and not on the square
meters used.

During 2022 we held six Marketplaza events with more
than one million visitors and, as a result, the flow in the

relevant urban centers increased by around 12%. Other
positive side effects include revaluing physical spaces and
bringing highly valued Sellers closer, as we provide them
with new business opportunities.

Online Sellers participate in 30% of the
retail market. Through Marketplaza we
offer them access to the other 70% of the
market, which is the public that prefers to
physically visit a Mallplaza urban center.

Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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We are part of an
integral ecosystem

Being part of anintegrated ecosystem and working in tandem with Falabella.
com allows us to meet the needs of our Sellers, offering them multiple
solutions and opportunities in terms of loyalty, payment methods, fintech,
marketplace, home delivery and financing. Meanwhile, we offer our visitors
a 360° experience that facilitates their daily lives through different payment
solutions, benefits and omnichannel services.

Thanks to the partnership with CMR Puntos
loyalty programs, more than 3.5 million visitors
were able to use benefits in the stores of our
participating urban centers, generating more
than 40,000 points redeemed and incorporating
more than 135,000 new users.

Digital wallet:

By leveraging a better visitor experience, the
implementation of the digital wallet for frictionless
payments has been positive, which is reflected in a 24-
NPS point increase.

An outstanding case in point is the introduction
of the digital wallet, enabled jointly with Fpay, as
a payment method to allow free flow parking in
Mallplaza Norte, Mallplaza Vespucio, Mallplaza
La Serena, Mallplaza Egana, Mallplaza Trébol,
Mallplaza Oeste and Mallplaza Los Dominicos. Over
2022, this initiative was adopted by more than
200,000 users who completed more than 1.1 million
transactions, achieving more than 16% penetration
of this service. This successful implementation was
supported by a high-visibility marketing campaign.

The total of payments through
the Fpay digital wallet in our
urban centers reached more
than USD 94 million in 2022.

Mallplaza Egana, La Reina, Region Metropolitana, Chile.

ESG management Corporate
Information

Scope of this Report Annexes Financial
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Boosting gastronomy:

a commitment to new flavors

and more enjoyment

Our urban and omnichannel centers are created to offer visitors plenty of
enjoyment opportunities. This is why gastronomy and entertainment play a
such a fundamental role, with an attractive and varied offer that is organized
in dedicated districts and areas. In addition, we have partners that already
have an established track-record and others that are just beginning to operate
in a shopping mall scene, such as Bite Me and Organic Burger in Mallplaza
Egana; Bobibobi in Mallplaza Egana and Mallplaza Vespucio; Johnny Rockets
in Mallplaza Calama and Mallplaza Los Dominicos; Just Burger, in Mallplaza
Trébol and Peluqueria Francesa, in Mallplaza Los Dominicos.

The strategic alliance that Mallplaza Chile entered with the Mil Sabores
gastronomic group is a testament to our commitment to promote new spaces
not only in Santiago, but also in other regions of the country, where the offer
is much more limited. This agreement contemplates opening 85 to 100 food
venues between 2022 and 2025, equivalent to a surface area of 21,300 m?in
11 Mallplaza urban centers, five of which will be in the north and south of the
country.

Also noteworthy is the opening of El Mercado at Mallplaza NQS, with
its twenty venues that offer a varied selection designed to showcase
Colombia’s national culinary identity.

Annual Results We are Mallplaza, ( Management) Growth and Moving forward with
transformation as part our business partners

2022 urban and 2022
omnichannel centers of our DNA

Corporate governance ESG management

Mallplaza Oeste: we expanded
its entertainment offer with the
most modern cinema complex
in the area, to which we added
new restaurants, such as the
Brussels chocolate bar.

Mallplaza Norte: we made
progress in a totally renewed
and attractive gastronomic
proposal, which includes
operators such as Barra
Chalaca, Mit Burger, Tanta and
Tigre Bravo (Emilio Peschiera),
increasing the culinary offer
to be enjoyed in aisles and
terraces.

Scope of this Report Annexes Financial
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Panoramica,

Mallplaza Cartagena

This is an unprecedented gastronomic
and entertainment concept that turns
the rooftop of Mallplaza Cartagena
into a 360° panoramic view terrace
that offers seven gastronomic choices
including Colombian, Asian, Italian and
fusion food plus two bars. It also has an
events center for visitors to experience
the music and flavor of Cartagena.

Annual Results We are Mallplaza, ( Management
2022 urban and 2022
omnichannel centers

)

Growth and
transformation as part
of our DNA

We designed attractive marketing campaigns at a regional level
devised to strengthen our various centers' gastronomic offer.
Furthermore, these marketing efforts integrate the different
elements of the commercial ecosystem of which Mallplaza is
part. For example, both in Chile and Colombia we implemented
Mercado a la carte, a regional campaign offering attractive dis-
counts in gastronomic venues when using the Banco Falabella
cards associated with the ecosystem. This alliance allowed us
to generate more than 15% incremental cash flow and sales in
participating restaurants.

El Mercado del 14, Mallplaza Vespucio, La Florida, Chile.

El Mercado del 14

This new gastronomic district, which began construction at
Mallplaza Vespucio in 2022, seeks to emulate the open culinary
markets of large cities around the world, where different
restaurants and local producers offer a complete variety of food
choices and do so with high standards of design and connectivity.
Mallplaza has promoted this model in Colombia and Peru with a
positive reception both in terms of visitors and Sellers who want
to be part of the concept. The project at Mallplaza Vespucio aims
to have about 30 small, high-quality food venues that highlight
Chilean gastronomy; together, they will constitute a sort of
promenade or tour of flavors with direct access from the outside.
There will be new restaurants and other iconic ones that will
open shop in La Florida for the first time.

Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial

our business partners model
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Using data to generate
value for visitors:

During 2022 we advanced in the
challenge of transforming Mallplaza
into a data driven company.
Developing and
data products for commercial
management has allowed us to
optimize the value of our assets
and reduce closing times for
negotiations, estimating a revenue
contribution of more than USD
$600,000 in the last quarter of
2022 alone.

introducing

With respect to direct marketing or
communications with our clients,
during 2022 we increased the
volume of clients contacted by 4.6
times, as compared to 2020. This
represents a 23% increase on the
goal of reaching customers with
value-added communications.
Altogether, this effort translated
to USD 1.6 million in incremental
revenues linked to these campaigns.

We are constantly moving forward and seeking to
communicate with our customers in a personalized
way; we base our interactions on a permanent
analysis of information regarding the behavior and

preferences of our visitors.

Growth and
transformation as part
of our DNA

Annual Results

We are Mallplaza, ( Management)
37 2022

urban and 2022
omnichannel centers

Moving forward with Visitors
our business partners model

Check IN or live customer
recognition

At a regional level and by using direct communication via
SMS, email and notifications, we have consolidated our
ability to provide our visitors with a personalized and ad-hoc
experience. So far, this innovation has allowed us to drive
sales, increase repeat visits and activate new experiences.

Corporate governance Investors

+750,000

single customers contacted
during their visits

+23% improved

communication
effectiveness

+ 1 9% increase

in the average ticket of
customers contacted

ESG management Corporate

Information

Scope of this Report Annexes

Financial
Statements



38
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Growth and
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ESG management
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Growth and
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Growth and

transformation as part of
our DNA

Growth is part of Mallplaza's DNA, which is why we are constantly
renewing and seeking opportunities to consolidate our regional leadership

position.

During 2022 we continued with expansion and renovation projects in
various of our urban centers in Colombia, Chile and Peru, updating and
strengthening their value propositions, developing new infrastructure and
furniture, and adding new areas for our commercial partners and Sellers,
all of which allowed us to consolidate Mallplaza centers as preferred
destinations in each of their markets.

In addition, we resumed construction work on Mallplaza Cali,
which had been paralyzed due to the restrictions caused by
the Covid-19 pandemic. Upon initiating operations, this
new mall will add another 67,000 m? to the company's

GLA.

Mallplaza Vespucio (Santiago, Chile):
the first shopping mall for the middle class today becomes
an icon of the urban centers of the future.

The opening in 1990 of Mallplaza Vespucio, in the heart of the La Florida district
in Santiago de Chile, made history as a groundbreaking venture for the company.

At Mallplaza we saw a great business opportunity in the creation of what would
be the first shopping center oriented specifically to the middle-class in the
country. Amall capable of anticipating people’s needs and making it possible for
visitors to satisfy all their buying requirements. Particularly, of goods that were
previously unavailable to an important part of the population. At the same time,
Plaza Vespucio promised to address other heartfelt needs and wants of their
visitors, helping them with their public transport connection, entertainment,
health, culture and education demands.

The success of Mallplaza Vespucio was immediate and spearheaded the
incorporation of new categories such as the first food court, the first medical
center, the first music hall and the first higher education institution located in
a mall, among others. Fast forward to current times, the more than 24 million
visits that this city hub received in 2022 offer ample proof of the consolidation
of what was once considered a groundbreaking concept. As a token of our
appreciation of this landmark, we decided to completely renovate it, to
transform this urban center into a new icon of our value proposition based on
a highly attractive cultural, gastronomic and entertainment offer. At the same
time, we wanted to consolidate Mallplaza as one of the main urban centers in
the Metropolitan Region.

Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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The new Mallplaza Vespucio underwent a 360° transformation prompting it to
be more attuned to its visitors and their desire to create a better life in the city.
This urban center connects with millions of people daily and attracts the best
commercial partners as strategic allies to generate multiple interactions and
new businesses.

Based on previous experience, we simplified the interior routes, renovated the
infrastructure and made the visit more fluid. For example, the parking service
now features new European technology, which is unique in Chile and Latin
America, allowing us to streamline the access, payment and exit of visitors.
We also incorporated digital means of payment, solving the friction at a key
point in the pre-sale visit to urban centers.

From a commercial point of view, we incorporated 19,000 m? of new retail
alternatives. There are 87 stores, including Bath and Body Works, Decathlon,

Lego, Miniso, The Line, Psycho Bunny. At the same time, we renovated the
stores servicing more than 160 brands. Moving onto entertainment, we
remodeled and expanded the Cinemark movie theaters, incorporating an
IMAX theater, and launched the first Movistar GameClub: a space dedicated
to gamers that has since attracted more than 30,000 new monthly visitors to
the urban center.

Gastronomy-wise, we completed our fast casual proposition which now
encompasses attractive brands such as Barra Chalaca, Carl's Jr, Emporio La
Rosa, La Sanguchera del Barrio and MUU Steak House, among others. We also
incorporated aisle proposals such as Bonafide, Dulce Luna, Dunkin Donuts and
Starbucks. In addition, we made significant progress in the construction of El
Mercado, a food hall with more than 15 food venues that will be ready for the
public in 2023. Finally, in other uses, we integrated Launch Cowork, Clinica

During 2022, the
transformations allowed

us to consolidate Mallplaza
Vespucio as one of the main
urban centers in Santiago,

being the one with the
highest flow of visitors and
the second Mallplaza that
grew the most in terms of
visits as compared to 2021,
with a 50% annual increase.

Dévila -which now occupies more than 30,000 m? of GLA- and expect to begin
developing the first multifamily residential project in 2023.

Mallplaza Vespucio is also a leading player in omnichannel services, with
Clic&Collect, PitStop and a strategic alliance with Starken, which allows
visiting customers to send and receive parcels from the urban center.

In terms of infrastructure and urban connectivity, we seek to connect the
urban center with the city, furnishing it with valuable public spaces that offer
relevant themes and content. We are convinced that a contemporary urban
center should integrate and offer multiple purposes of visitation, with the
transactional aspect sharing its importance with spaces for people to meet, get
in touch with local products and creations, find more services, new categories,
remote workspaces and a better quality of life.

Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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Mallplaza NQS (Bogota,

Colombia): the Mallplaza
hallmark in the heart of the
Colombian capital

Mallplaza's history has been characterized by our permanent search for new
opportunities to grow and deploy our unique value proposition, in tune with the
people and places where we operate.

In 2020, amid the COVID-19 pandemic, we decided to take another step
forward in our presence in Colombia. We wanted to be in Bogota and decided
to do so via the acquisition of the Calima shopping center, a 66,000 m? regional
mall, which we bought for USD 128 million. This is in line with the strategic
plan that we have drawn up as a company to strengthen our presence and
positioning in Colombia, a country that has hosted our operation since 2012.

The new urban center was renamed Mallplaza NQS and is in an area of the city
that is very well connected to main access roads and public transportation. The
high economic and commercial potential of the district makes it an even more
attractive and challenging addition to our portfolio.

Once the purchase was completed, Mallplaza NQS became Mallplaza's fourth
urban center in Colombia, and we quickly began to imprint it with the Mallplaza
trademark, both in the value offer and in the way we do things.

Initially, the focus was on improving the client experience; we made
modifications that generated a more fluid and frictionless visit, simplifying the

Growth and Moving forward with

( transformation as) our business partners
part of our DNA

Annual Results
2022

We are Mallplaza, Visitors Investors
urban and

omnichannel centers

Management
2022

Corporate governance
model
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Statements

ESG management Corporate Annexes
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Scope of this Report



flows inside the mall, enhancing the value of the architecture and the simplicity
and order that visitors are looking for. Subsequently, we began a thorough
renovation and updating of the value proposition, incorporating the best retail,
gastronomic and entertainment brands.

After a complete interior remodeling, which included the opening of 68
stores, more than 8,000 m? were renovated to add them to the new retail
proposal with a further 40 stores, among them: American Eagle, Americanino,
Chevignon, Decathlon, Naf Naf, Levis, Vélez, and the Exito supermarket which
was transformed into Exito Wow. In the gastronomic area, we incorporated a
Mercado with 23 food venues, 15 of which were already open by the end of
2022, and a Sweet Zone. The Central Plaza also received a spruce-up with a
Juan Valdez café and a 600 m? entertainment area. In the service areas we

Annual Results Growth and

2022

We are Mallplaza,
urban and
omnichannel centers

Management
2022
part of our DNA

Moving forward with
( transformation as) our business partners

have banks, pharmacies, hairdressers, exchange bureaus, travel agencies and
dental services.

Soon, during the second half of 2023, we will add more than 27,000 m? to
accommodate the first IKEA store in Colombia and an additional 9,500 m? of
retail space with high-value brands for our visiting customers such as H&M,
Decathlon (which is already operating), Esprit, Naf Naf and the best fashion
business partners in the Colombian market. In total, the remodeling works
contemplate an investment of USD 40,000,000.

Visitors Corporate governance Investors

model

ESG management

Between 2018 and 2020, Mallplaza added one
urban center per year to its operation in Colombia.
In the case of Mallplaza NQS, the changes made
since its acquisition now allow us to position it as
one of the main shopping venues in Bogota and to
triple the number of visitors since its incorporation
into the Mallplaza portfolio, which currently
exceed one million per month.

Highlights
Mallplaza NQS

We renovated

+26,000 m?

We reconverted

+6,000 m?

Rearranged

+60 brands

Financial
Statements
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Projects under development

Mallplaza Cali, Colombia

Mallplaza Cali will be our fifth urban center in Colombia. Its location in the
middle of the city is particularly convenient to Cali residents, as it offers great
north and south connectivity. This new urban center considers a great fashion
mix with national and international brands, such as Inditex (Zara, Berskha,
Pull&Bear and Stradivarius), along with strong household names such as lkea,
H&M, Decathlon, Homecenter and Cinemark. In line with our aim to provide

multiple uses and purposes for all visitors, Mallplaza Cali will also feature
an Azotea Urbana with a complete gastronomic and entertainment offer,
including a plaza, right on the rooftop of the building.

In total, this new project will add 67,000 m? to the company's leasable area
and is scheduled to open in the first quarter of 2024.

Mallplaza Cali will add 67,000 m? to the company's
leasable area and is scheduled to open in the first
half of 2024.

Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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Mallplaza Trujillo, Peru

We are remodeling and expanding Mallplaza Trujillo to consolidate its
leadership in the market. Our first urban center in Peru (2007) will now add
a new concept of specialty retail, entertainment and gastronomic stores. In
addition, the Falabella flagship store will be renovated with an updated format
that includes self-checkout counters and other innovations to improve visitor
experience; the project also includes adding recycling facilities for department
stores. The expansion of Mallplaza Trujillo includes the arrival of 17 new brands
such as Tommy Hilfiger, Calvin Klein, Xiaomi, DollarCity and Hiper Asia. In
addition to this, the exterior of the mall will also be renovated, with new traffic
lights, better road and pedestrian signaling, optimized accesses, and more
than 200 new parking spaces.

The new Mallplaza Trujillo will add 6,000 m? of new
GLA and required an investment of 18,000,000 new
soles.

ESG management Corporate Scope of this Report Annexes Financial
Information Statements



Chile:

Mallplaza Oeste: Following the opening of Chile's largest IKEA store, Mallplaza Oeste is looking forward to adding a Mallplaza La Serena: After incorporating a new Tottus supermarket, new Cinemark movie theaters, an H&M store, new

Decathlon store in the first quarter of 2023.

Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors
2022 urban and 2022 ( transformation as our business partners
45 ;
omnichannel centers part of our DNA

parking and a service boulevard, Mallplaza La Serena is working on the renovation of 2,700 m? and building an extra
1,000 m? to house a Decathlon store, which is set to open during the second half of 2023.

Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
model Information Statements
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Residential projects, new urban centers for
new housing alternatives

With these projects we want to respond to a
growing need for new residential alternatives,
while at the same time contributing to revitalize
spaces in the different districts where our urban
centers operate.

In line with our permanent search for opportunities to grow and consolidate
our urban centers as hubs of city life, Mallplaza is developing two residential
rental projects in Santiago de Chile: one in the district of La Florida, next to
Mallplaza Vespucio, and another in the district of Huechuraba, on a plot of land
near Mallplaza Norte.

The La Florida project includes three residential buildings that will also provide
new public spaces and contribute to the consolidation of this district's down-
town area. The housing project is well located and highly connected, and will
be the perfect complement to the commercial, cultural, gastronomic, service
and entertainment venues already in the area.

The residential rental project located near Mallplaza Norte includes a 5,554 m? park for private residential use.

The Huechuraba project, which we are developing together with CCLA Group,
contemplates the construction of four apartment towers of up to seven floors,
to be developed in two stages over a period of eight years. Its design includes
a public park of approximately 23 thousand m? for neighbors and visitors to
Mallplaza Norte.

Both projects are currently working to obtain the necessary permits to start
construction.

Annual Results We are Mallplaza, Management Growth and Moving forward with Visitors Corporate governance Investors ESG management Corporate Scope of this Report Annexes Financial
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Moving forward with
our business partners

Trust, collaboration and a job well done are
essential for the success of any business or
initiative undertaken. Under this premise, in
2019 we implemented a new way to interact
with the stores based on a Relationship Model
executed by the management teams of each
of our urban centers. The goal is to generate a
true community among the people who work
in our urban centers, so that we can jointly
fulfil our business objectives.

Annual Results We are Mallplaza, Management Growth and
2022 urban and 2022 transformation as
omnichannel centers part of our DNA

At Mallplaza we seek to grow hand in hand with our commercial partners and
Sellers, working with a view to facilitating the beginnings of new businesses
and accompanying them in their development. In line with this, our strategy
focuses on easing their commercial journey, as well as on being active partners
to their efforts by providing new ideas and opportunities for greater contact
with their customers always aiming to support their current and future
commercial sustainability.

Commercial Partner Portal, a unique and
permanent communication channel

In 2022 we launched our Business Partner Portal, a digital platform through
which we want to centralize interactions with our commercial partners, giving
personalized attention to each of them. The portalwill serve as acommunication
platform where stores and brands will easily and expediently find all relevant
information regarding their relationship with the urban center: contingencies,
news of interest, tutorials, invoice details, traceability of requirements and
new products and services. This strategy will allow us to be more connected,
transparent and efficient.

( Moving forward with Visitors Corporate governance Investors ESG management
our business partners

model

Mallplaza Oeste, Cerrillos,

Region Metropolitana, Chile.
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Safety: investment in state-of-the-art
infrastructure and technology

One of our paramount concerns is to protect the safety of our employees,
business partners and visitors. We've established stringent protocols and are
deliberate in ensuring their implementation and compliance with them in all
our actions and in different scenarios. Our urban centers have an infrastructure
that is constantly being updated, among other things with a view to enhancing
security, this has allowed us to reduce crime by 20% as compared to 2019.

We also engage in ongoing coordination with local authorities and police
corps, as well as appointing security working groups in all our urban centers, to
coordinate actions and preventive measures with stores and private security
personnel.

Measures adopted by Mallplaza

Operations Center (COP, by its acronym in Spanish): Mallplaza implemented
a modern security center that integrates the surveillance systems of all the
company's urban centers at a regional level. This allows us to react to security
breaches and other situations that may put our customers and collaborators
at risk. In the last two years we have invested more than US$10 million in
different security systems, with the specific aim of:

e Providing better training: we work with international experts in the
ongoing training of our security apparatuses, including operators of
security systems and outdoor surveillance technologies.

e Enhancing video surveillance: we have a new platform for video
surveillance management. It provides enough capabilities to manage
CCTV, alarms, access controls, video analytics, etc.

Growth and
transformation as
part of our DNA

Annual Results We are Mallplaza, Management
2022 urban and 2022
omnichannel centers

( Moving forward with Visitors
our business partners

Having a car registering system: It saves information on all vehicle
license plates and drivers entering the paid parking lots of urban centers
with parking systems.

Implementing a security platform: to provide quality images in all our
urban centers.

Taking advantage of new technologies: Particularly the use of drones
and hot air balloons focused on observation, perimeter surveillance and
video and image recording.

Activating early warning systems: alarm buttons in stores enabling us
to react instantly to emergencies, by activating our operations center
and field teams.

Coordinating with local police: immediate electronic connection with
local police communication systems. In Chile, this is done through the
Alpha 2 system, which connects us directly with Carabineros de Chile.

Some of the technology that Mallplaza uses:

Security systems and ET Remote energy
perimeter alarms

= measurement

@ Perimeter alarms

o o Capacity control and

Radio, telephone and
satellite communication

Communication and W crowd management

3@0 Seismic prediction
Fire protection systems

strict coordination with
the police

Direct link to police
service in charge of
finding stolen cars
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Relationship with
store employees

At Mallplaza we want to provide the best business support in Latin America for our commercial partners,
whether they be brands or stores.

Along this line, we built a relationship model to streamline our interactions with store workers. This
system helps us generate a sense of community between each urban center and its stores. Management
teams are entrusted with building and nurturing a bond of trust and exercising a proactive and decisive
leadership. This is complemented with communication efforts to address different operational issues,
share news, campaigns and information on activities and meetings based on dialogue and active
participation to promote engagement and build community.

Store by store Stores engaged Meetings with stores

12,633 2,088 + 85

visits made meetings with stores

Communication with commercial partners and associated stores

e Newsletters e Direct contact with »  Satisfaction surveys
e Annualreport commercial executive « Logistics portal
e Contact channel e Integrity channel
» Business partner portal + Digital meetings
o Stores portal e On-site meetings
e« Contracts e Management reports
Annual Results We are Mallplaza, Management Growth and ( Moving forward with ) Visitors Corporate governance
2022 urban and 2022 transformation as our business partners model

omnichannel centers part of our DNA

Investors

Stores Portal, a platform for daily
communication

Maintaining an expedient communication between Mallplaza and store s is
fundamental for the proper deployment of our value proposition. That is why
we implemented our Stores Portal, a communication channel between us and
all our urban centers.

ESG management Corporate

1,563 queries resolved

* 96% response rate to queries within the month in which they
were created.
* 1.6 days of average response time.

3,450 active users +180

(+12% vs 2021) news shared

1,227 messages sent

952 operational requests

Scope of this Report Annexes Financial
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Participatory activities

with business partners
and their employees

Rewarding good practices and outstanding management practices is one of
our organizational objectives, as well as offering a possibility for our business
partners and their associates to acquire better competencies and technical ca-
pabilities. In line with this, during the year we carried out various initiatives
centered on collaborators, mainly in four areas:

Areas:

Recognition for management efforts in terms of sales and interaction with
the Stores Portal.

Training in tools to facilitate commercial management and to generate com-
mitment and knowledge regarding Mallplaza's customer service model.

Wellness: generate awareness about the importance of having healthy ha-
bits.

Celebration: build community by observing and celebrating relevant dates
for each country.

Annual Results We are Mallplaza, Management Growth and ( Moving forward with
2022 urban and 2022 transformation as our business partners

omnichannel centers part of our DNA
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VI.
Visitors,

a personalized and
knowledgeable
experience

Mallplaza Trujillo, Trujillo, Peru.
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Our urban centers are preferred by Sellers, commercial partners

and visitors due to their differentiating, attractive and unique value
proposition that establishes synergies with the ecosystem and is in line
with the expectations of the contemporary consumer.

Moving forward with
our business partners

Growth and
transformation as
part of our DNA
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Visitors: an increasingly personalized
and more knowledgeable experience

GRI 3-3 Customer Experience and Loyalty

Our visitor strategy fully embraces our customers'
omnichannel choices to accompany them however they
wish to visit us. Our aim is to continue to be industry
leaders, providing the best benefits for visiting customers
and commercial partners and leveraging the commercial
ecosystem we are part of to generate greater loyalty and
recurrence.

We use data and other business indicators to categorize
visitors as: preferred, regularand occasional. Management
is centered on increasing the number of visitors and visits
per visitor, thus impacting directly on flow, one of the
main indicators of our business.

In this line, our Marketing Management, Customer
Experience & Projects promoted different initiatives
to deepen our knowledge of our customers in terms of
reasons behind visits, tastes, type and characteristics.
One of our main tools in this effort is an online community
of customers that provide qualitative and quantitative
data which we can translate into near-time, actionable
initiatives.

Being constantly attentive to the voice of consumers
allows us to react by organizing focus groups, in-depth
interviews and conversation instances to delve deeper
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into different issues associated with opportunities for
growth and business requirements.

At an experience level, we use two key management
indicators based on the Net Promoter Score (NPS), the
metric that best correlates with actual customer behavior.
The two NPS indicators we use are:

1. Strategic NPS: evaluates the recommendation levels
that an urban center garners in a particular market,
both for our company and for our competitors in that
area. This indicator integrates aspects of a specific
visit with the image and positioning attributes that
the relevant urban center holds in its respective
market, as measured through online surveys directed
to people who have visited a shopping center in the
last three months.

2. Operational NPS: evaluates the recommendation
levels to visit one of our urban centers specifically,
identifying the root causes (from the spontaneous
comments of visitors), which allows us to drive
improvements. This is measured through online
surveys to visitors of our urban centers.

Financial
Statements

Scope of this Report Annexes



Moving forward with
our business partners

Annual Results We are Mallplaza,
transformation as

omnichannel centers part of our DNA

Visitor interaction and participation

By measuring the strategic and operational NPS
indicators, we evaluate our management efficacy on a
permanent basis. To ensure participation of stakeholders
in this ongoing evaluation, we apply various tools and
sources of information to obtain verifiable statistical
representativeness of the different sample universes for
each group. With this information we generate action
plans that translate into a road map.

Visitors satisfaction

Currently, 100% of our urban centers have instances of
listening and direct liaison, either face-to-face or online,
as we permanently seek feedback from our communities
to create new synergies and opportunities.

In 2022 we reached NPS 57, exceeding the goal

NPS 2022 Regional

initially set for Chile - NPS 47 -. We accomplished
this by improving the experiences of customers in
our urban and omnichannel centers.

We exceeded the levels of pre-pandemic visit
experience. A Particularly salient aspect is the
recovery of Mallplaza Norte where we raised the
indicator by more than 30 points after renewing

our value proposition. On the other hand, and with
indicators above 60 points, the high performance of
Mallplaza La Serena and Mallplaza Los Dominicos is

also noteworthy. These urban centers obtained the
best results of the strategic malls.

NPS 2022 Chile
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Customer route

90% of our Top and Middle Management leaders
participated in at least one Customer Route during 2022

The satisfaction of our visiting customers is at the core of
everything we do. Aiming to exceed their expectations, we
implemented the Customer Route (CR) multiformat visit
program, which allows back-office leaders to learn first-
hand about the experience of each person in the stores and
spaces of our urban centers.

Through this approach, we want to relive the experience
of our customers by observing their stay in the store or
urban center from the point of view of our collaborators.
To achieve this, participants need to empathize with each
employee in their day-to-day work, understanding the
tools that they have or require to provide a satisfactory
customer experience.

To carry out the Customer Route, a meeting is held with a
group of a maximum of 12 leaders from all business units of
the ecosystem. At the meeting, we explain the objectives
and each of our collaborators receives instructions and
their daily activities, to be carried out in two physical
stores. At the end of the day, they meet to share their
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experience and thoughts through a group dynamic. After
this experience, they recommend ways to improve.

In 2022, the program was implemented in Mallplaza Los
Dominicos, Mallplaza Oeste and Mallplaza Vespucio.
In addition, the Customer Executive activity was
implemented in these same urban centers, where dozens
of leaders from other business units had the opportunity
to get a hands-on experience of supporting customers and

Sellers.

After the success implementation of this initiative in Chile,
we took it to Peru, and during the fourth quarter of the
year it was developed as a pilot project in Colombia.
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Visitor health and safety

GRI 3-3 Customer Health and Safety

The safety of people is a primary value in our operations. It
is the basis on which we can build a satisfactory consumer
experience and is paramount to ensure future visits.
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Over the last three years, 100% of our urban centers have
been evaluated in terms of customers' health and safety.
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Mallplaza: a
city brand
that is there
for you

Mallplaza strives to be a brand
with purpose that has a relevant
and positive impact on society
and people's quality of life. During
2022, we redefined our cultural
pillar to generate a real impact on
the communities where we operate,
promoting local talent and providing
access to entertainment and world-
class events, strengthening our
purpose to simplify life and enjoy it
to the fullest. As always, we put the
relationship with our neighbors at
the heart of what we do.
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Alegra

With the help of the English artist Morag Myerscough and
outstanding Chilean artists, we set out to take culture to different
parts of the country through an immersive spatial art intervention
that highlighted different identity aspects of our culture. The work
was exhibited in Mallplaza Vespucio, Mallplaza Egana, Mallplaza
Oeste, Mallplaza Dominicos, Mallplaza Trébol and Mallplaza
Antofagasta, achieving more than 60,000 visits and a brand
association tracking of 47.1 points.

Once the exhibition was over, together with local artists, we reused
all the panels from the installation and turned them into 174 pieces
of furniture, which were then donated to eight foundations and
schools near our urban centers. By upcycling these artifacts, we
honor our commitment to contribute to the quality of life of our

neighbors.
Management Growth and Moving forward with ( Visitors)
2022 transformation as our business partners

part of our DNA

BKNtions at Mallplaza / Nickelodeon
Slime Experiencee

Nickelodeon Slime Experience gave us the opportunity to invite
our visitors to live a playful, immersive and sensory experience in
Chile and Peru, impacting the positioning of Mallplaza as the best
place for entertainment for families and children, with an increase
in the Operational NPS of 45% and a flow increase in Peru of
+25%. This initiative was open in Chile during the winter vacations
and Children's Day at Mallplaza Norte, Mallplaza Oeste, Mallplaza
Tobalaba and Mallplaza Alameda. In Peru, it toured Mallplaza
Trujillo, Mallplaza Bellavista, Mallplaza Comas and Mallplaza
Arequipa.
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Shine and Surprise, a Christmas
celebrated at a regional level

To celebrate the end-of-year holidays, we carried out the same
campaign in Chile, Peru and Colombia, to emphasize the expe-
rience of visiting us and communicating the seasonal surprises
that Mallplaza had prepared. We had a great experience with our
Magic Plaza, where we received more than 280,000 people and
17,000 wrapped gifts. Santa Claus also paid us a visit and we had
beautiful Christmas decorations in our 25 urban centers.

Mallplaza Oeste featured the largest Christmas tree in Latin Ame-
rica, which was illuminated in all its glorious 26-met