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Simplify
aNnd enjoy
Ife more

[ wission

Be the The place where

place where you find what you Pr...
opportunities, feel is yours. \

dreams, and
people meet.

VALUES

We are one team

Diverse, trusting and developing people

We move agilely

Anticipating, being a protagonist, permanently learning

We are passionate about the
customer

With empathy, knowledge and simplicity

We take care of the future

Respecting people, society, and the environment
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Chairman of
Plaza S.A.

Without a doubt, business activities have been
challenged in recent years. 2023 was certainly
a year in which we all had to dare to go further.
And at Mallplaza we took the challenge.

Under the promise Our Center is You, we set
out to enhance and transform the value prop-
osition of our urban centers to respond to the
new needs, habits, and services our visitors

are looking for, and to do so, we deployed a
business strategy with a high-value portfolio, a
differentiating enjoyment and socialization pro-
posal and a diversity of omnichannel solutions
that, in addition, have brought a new digital flow
to our urban centers. This is how we registered
more than 570 thousand visitors who went to
pick up a purchase in our Click&Collect and
then stayed using one of the multiple services
we offer at Mallplaza .

The success of this strategy has had a cor-
relation to the results. We ended 2023 with a
historical occupancy rate of 95.8%, the highest

in the last four years, with an EBITDA margin
of 77% and with more than 285 million annual
visits, which demonstrates that our spaces are
attractive, valued, and preferred by people and
by business partners, who choose us to grow
and enhance their businesses.

These positive figures are directly linked to the
way we do business at Mallplaza but also to a
team of professionals committed to efficiency,
innovation, and agile processes, permanently
connected with people, always prioritizing the
design of an attractive and entertaining value
proposal, integrating the best brands, services,
and uses that drive daily flow and consolidate
our urban centers as markets leaders.

Our organization has known how to adapt and
respond to the challenges that the context
has posed to us. And there is something about
Mallplaza's identity that makes us see com-
plex moments as opportunities to reinvent
ourselves, transform our urban centers and

1.OUR CENTER IS YOU 2.MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS
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introduce new formats, many of them unprec-
edented in the industry, with the purpose of
being preferred by visitors.

In order to do so, we have to keep growing
because itis part of our DNA. Whether by
enhancing and transforming our current urban
centers, acquiring others, or building new
GLAs, growth means opportunities to materi-
alize constant transformation. Thus, in Colom-
bia we are preparing to open Mallplaza Cali

and in Chile we began the construction of the
Lifestyle Zone as part of the masterplan for the
transformation of Mallplaza Vespucio. Mean-
while, in Peru we are exploring market opportu-
nities to grow.

Mallplaza's strategy not only wants to respond
to the expectations of our interest groups, but
also understands that the creation of eco-
nomic value involves responsible and com-
mitted action. Thus, to the commitment to the

1.OUR CENTER IS YOU 2.MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES

«Our organization has known how to adapt

and respond to the challenges that the context
has posed to us. And there is something about
Mallplaza's identity that makes us see complex
moments as opportunities to reinvent ourselves,
transform our urban centers and introduce new
formats, many of them unprecedented in the
industry, with the purpose of being preferred by

visitors.»

Sustainable Development Goals (SDG) in 2018,
we adhered, in 2019, to the United Nations
Pacto Global Red Chile and in 2023 —for the
fifth consecutive year— we were listed in the
MILA and Chile indices of the Dow Jones Sus-
tainability Index where we stand out for being
among the 6% of the most sustainable Real
Estate companies in the world. But the chal-
lenges remain, and during this year we renewed
our ESG commitments with 7 concrete actions
that allow us to promote climate action, enable
capabilities for people empowerment, and
promote honorable business work related to
our Corporate Governance.

Our urban centers are spaces loved by people,
attractive, and with a high potential to continue
transforming because of their unique propos-
als that stay connected to local identity and
where everyone can enjoy life.

That is the promise we seek to fulfill and, there-
fore, it marks the roadmap of our work.

Sergio Cardone
President of Plaza S.A.

9.FINANCIAL STATEMENTS
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L etter from the
Mallplaza CEO

For Mallplaza, 2023 was a year of growth,
renewal of its value proposition, and consoli-
dation. The good performance and results we
achieved this year are a reflection of the suc-
cess in the execution of our business strategy
and today allows us to have a varied, improved
value proposition focused on the client, with
our urban centers delivering multiple and pow-
erful visiting purposes with new brands, ser-
vices and categories. The speed of execution
we were able to achieve for this improvement
was essential and represented an important
difference for the company.

Consequently, in 2023 we see a positive
performance with significant annual growth in
occupancy (95.8%), the highest in the last four
years at the regional level; income (+13.2 %);
EBITDA (+14%); in FFO (+18.4%); and a notable
improvement in efficiency, which allowed us to
close the year with an EBITDA margin of 77%
and an annual flow of 285 million visitors.

Also, a portfolio of highly valuable assets in
Latin America, which we have transformed and
grown in different ways. There are 25 leading
urban centers in Chile, Peru, and Colombia, 10
of which are Tier A assets, which represent
more than 60% of the company's EBITDA.
These are assets that generate a greater return
on investment and lead their markets, with a
high flow of visits, growth potential, and high
productivity of leasable area.

During 2023, out of the Top 10 in terms of GLA
and income per square meter in Chile, we have
6 of the 10 best assets, while, in terms of total
sales, we have 5 of the best 10 assets. And if we
expand to the Top 15 or 20 the number be-
comes even larger.

In this sense, the transformations of some of our
Tier A, such as Mallplaza Vespucio, Mallplaza La
Serena, and Mallplaza Trébol in Chile as well as
Mallplaza Trujillo in Peru, and Mallplaza NQS in
Bogotd, Colombia, have allowed us to welcome
the best business partners in order to respond
to the needs and desires of our visitors.

Despite a challenging economic context,
during 2023 we managed to consolidate a
sustained pace of openings at the regional
level, with 593 new stores, many of which
correspond to brands highly valued by visitors
such as IKEA, H&M, Decathlon, and Inditex. For
instance, in Colombia, the first IKEA store in
the country opened its doors in Mallplaza NQS
(Bogota) with 26 thousand m? and is already
preparing its second opening in Mallplaza Cali.
H&M, for its part, continues implementing the
openings committed within the framework

of the strategic alliance signed in 2022, and
Decathlon arrived in northern Chile with its first
store in Mallplaza La Serena. Meanwhile, in Peru
we consolidated the oriental multimarkets with
the arrival of Hiper Asia in Mallplaza Trujillo and
Home Asia in Mallplaza Comas (Lima).
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We were able to deploy a strategy to reconvert
large stores in the order of 119,000 m?in the
last four years, reducing their surface area by
15% and favoring the presence not only of big
brands, but also of entertainment, gastronomy,
and public services proposals.

Urban centers are spaces for socialization and
meetings between people, where we embrace
the city dynamics and enhance it with a strong
gastronomy and entertainment proposal, which
today represents 14% of our GLA, and has
made us look for new entertainment offers
such as the Centro X exhibition hall in Mallplaza
Los Dominicos, the Stand Up Comedy Hall Gran
Refugio at Mallplaza Mirador Biobio and the
new gastronomic neighborhoods such as Las
Terrazas del Puerto at Mallplaza Antofagasta,
La Factoria and El Mercado del 14 at Mallplaza
Vespucio, the Mallplaza Gastronomic Market
NQS in Bogota, and El Mercado at Mallplaza
Arequipa in Peru.

Growth

In our history we have always sought to take
opportunities and in that sense, we are con-
vinced that growth is an important enabler for
the fulfillment of our strategy. We are commit-
ted to growing, promoting Brownfield, Green-
field, and M&A projects. Whether expanding
our Tier A assets, starting the construction

of new areas such as Lifestyle in Mallplaza
Vespucio, promoting our business verticals,
such as Autoplaza, where we have incorpo-
rated used cars sales and also renewed its
infrastructure; or promoting the construction of
Mallplaza Cali, our fifth urban center in Colom-
bia, which will open its doors in the first quarter
of 2024.

| cannot fail to mention the progress of our
innovation and digitalization strategy, where
omnichannel services remain growing and

allow us to become a key player in the logis-
tics chain, thereby providing digital flow to the
urban center. In fact, in 2023 we managed to
deliver more than 2,400,000 packages adding
Cross Dock, Dark Store, and Click&Collect
deliveries, which represent more than USD 87
million in seller sales, doubling the figure from
the previous year. This meant that in 2023 om-
nichannel initiatives will reach their break-even
point, including amortization of investments.

Likewise, daily operations have been char-
acterized by powerful ESG management, as
we escalate in our environmental and social
commitments, with a governance marked by
ethics and integrity. We are working hard to
face the impacts of the climate emergency in
all dimensions, whether in the designs of new
projects, as well as in the operation in Chile,
Peru, and Colombia.

None of this 2023 achievements would have
been possible without the changes in the op-
erational structure that allowed us to be lighter
and with simpler processes, in order to accel-
erate decision-making and execution. All of the
above with an alignment of all collaborators to
the business strategy, and their commitment
to the accountability required to evaluate the
results and promptly move forward.

Mallplaza is a very lively company, with a gen-
uine passion for connecting with people and
communities, and in some way interpreting
their dreams and responding to them through
dynamic and permeable meeting places. We
are always looking forward, understanding that
our urban centers are spaces that are perma-
nently transformed to surprise and enrich the
lives of everyone. That is our commitment.

Fernando de Pefa
CEO of Plaza S.A.

«In our history
we have always
sought to take

opportunities and

in that sense, we
are convinced

that growth is an

important enabler
for the fulfillment of

our strategy.»
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Mallplaza,
Our Center is You

CHAPTER 1
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High-value
Portfolio

Vista aérea Mallplaza Egafia; La Reina, Santiago'd€'Cl

At Mallplaza

we have a large
portfolio of urban
centers in the Tier A
reg ion. Tier A assets are leaders

in their markets, with
high visitor flows, growth
There are 25 centers strategically located in 16 cities in Chile, Peru,

potential and productivity.
In Mallplaza, these 10
urban centers represent

and Colombia, 10 of them are Tier A, achieving the preference of
our visitors and business partners. more than 60% of the
EBITDA of the company.
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Annual Results

Net Income

419,904

Mllions CLP

EBITDA

322,185

Millions CLP

Net Profit 2

349,759

Millions CLP

FFO Adjusted 3

257,220

Millions CLP

Business Partners Sales

4,739,893

Millions CLP

Occupancy Rate

95.8%

Annual Visitors

285.2

Millions CLP

113.2%

714.0%

T1218%

T17.5%

10.3%

70.9%

15.9%

Comparison
2022

Comparison
2022

Comparison
2022

Comparison
2022

Comparison
2022

Comparison
2022

Comparison
2022

(CL) FELLER RATE

AA

(CL) HUMPHREYS

AA

1 EBITDA corresponds to gross profit minus administrative
expenses, excluding depreciation and amortization.

2 Profit attributable to the owners of the parent company.

3 FFO corresponds to the cash flow from the profit of the
owners of the parent company, weighted by their ownership
participation in the operation. This flow excludes concepts
that do not represent cash flow or are not recurring (other
income and expenses by role) from the Income Statement.

Does not include minority interest.
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Mallplaza
iIN the Region

At Mallplaza we have a diversified portfolio in
terms of assets and business partners. This

is reflected in the more than 4,000 stores
distributed among 25 urban centers in 16 cities
and three countries; with a varied portfolio of
clients, and where the top five centers repre-
sent 16% of our income.

Regarding our portfolio, the strategy is aimed
at developing the potential of those assets that
generate a greater return on investment and
present a strong competitive position, high
visitors flow, growth potential and high GLA
productivity.

TOTAL GLA"

1,926,740 m?

SOCIAL MEDIA FOLLOWERS

3,380,000

1 GLA is the Gross Leasable Area or Total Leasable Area of a shopping center.
*During 2023, Mallplaza Cali continued its construction. During 2024, this urban center opened its doors.

COLOMBIA

Mallplaza Manizales (o)
© Mallplaza Cali*
Mallplaza Trujillo
Mallplaza Bellavista 05
Mallplaza Comas
Mallplaza Arequipa 06

v

Y »
-

Mallplaza Cartagena

Mallplaza Buenavista °2°1
03
Mallplaza NQS 04

North
Mallplaza Arica 07
Mallplaza Iquique

@ Mallplaza Calama

@ Mallplaza Antofagasta gz
@ Mallplaza Copiap6

Mallplaza La Serena gzI®

09
10

12
13

° Metropolitan Region 14
(® Mallplaza Vespucio gz
Mallplaza Oeste G=ZX®

@ Mallplaza Tobalaba
Mallplaza Norte gzx®
Mallplaza Alameda
Mallplaza Sur

@ Mallplaza Egaiia GZX®

@ Mallplaza Los Dominicos
South

@ Mallplaza Trébol
Mallplaza Mirador Biobio
@) Mallplaza Los Angeles

eV YR (elV) 2. MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS



9) INTEGRATED REPORT PLAZA S.A. 2023

Regional figures

¢
17 Urban centers

1,429,028 m? GLA
96.4% occupancy
$3,858,714 Billions CLP sales

OB & ©

y

\\‘

4 Urban centers in operation

1 urban center under construction
200,814 m?2 GLA

96.4% occupancy

$1,459,450 MM COP sales

CNoRcR =Y

| perO

4 Urban centers

296,898 m?2 GLA

92.7% occupancy

$2,302,000 Million SOLES sales

-
-

OB @@
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Distribution
of Leased
Area 5%

The diversification of Mallplaza's
proposal allows our urban centers to
become preferred destination places,
with a growing interest on the part of
visitors towards the recently incor-
porated high-value brands and the
desire to experience the appealing
entertainment and socialization pro-
posals. During 2023 we reach a total
of 285.2 million visits in Chile, Peru,
and Colombia.

Mallplaza operates urban centers
with multiple and powerful reasons
for visits and destinations, with 21%
of its GLA focused on specialty retail,
14% on gastronomy and entertain-
ment, and 27% focused on essential
commerce with daily traffic.

1,926,740 m?
GLA

. Gastronomy and Entertainment
Daily Traffic Essential Commerce
Mixed Use
Specialty Retail

Department Stores

Automotive and Others

eV YR (elV) 2. MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS
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NCG 2.2

Our Story

1990

We inaugurated our first
shopping center: Mallplaza
Vespucio, located in the com-
mune of La Florida, Santiago
de Chile.

1998

In Chile, we opened the doors
of Mallplaza Tobalaba, in
the commune of Puente Alto,
Metropolitan Region, and
Maliplaza La Serena, in the
Coquimbo Region.

2003

In Chile we inaugurated Mallplaza
Los I’\ngeles, in the Biobio Region;
and Mallplaza Norte, in the com-
mune of Huechuraba, Metropolitan
Region.

The DUOC UC Professional Insti-

tute opened its doors in Mallplaza
Vespucio, incorporating the first

2009

We entered the Chilean capital
market for the first time with a
successful issuance of corpo-
rate bonds. Additionally, through

M&A growth, we opened the
doors of Mallplaza Calama in
the Antofagasta Region.

1992

We opened the first multi-
plex cinema in the country in
Mallplaza Vespucio next to a
children's play area.

2000

We incorporated the first
Autoplaza in Mallplaza Oeste,
an automotive sales complex
inside a shopping center.

higher education proposal in a
shopping center.

Las Terrazas began operating
in Mallplaza Norte and Mallplaza
Vespucio: a new concept that
combines entertainment and
gastronomy.

2012

We arrived in Colombia with
the construction and operation
of Mallplaza Cartagena, in
Cartagena de Indias.

We inaugurated Mallplaza Mi-
rador Biobio, in the commune
of Concepcidn, Biobio Region,
Chile.

1994

We arrived in the western area
of the capital of Chile with the
opening of Mallplaza Oeste, in
the commune of Cerrillos.

2001

We continue with the incorpo-
ration of new categories and
formats such as entertainment,
gastronomy and culture in
Mallplaza Vespucio.

2006

We inaugurated Mallplaza
Trujillo, in the city of Truijillo,
Peru, marking the beginning of
our international expansion.

Through a public-private
partnership we inaugurated
Mallplaza Antofagasta, in
northern Chile.

2013

We marked a milestone with
the inauguration of Mallplaza
Egaiia: The first sustainable
shopping center in the country
with LEED Gold certification,
located in the commune of La
Reina, Metropolitan Region, Chile.

We continue with M&A growth
by opening the doors of Mall-
plaza lquique, in the Tarapaca
Region.

1995

We inaugurated the first urban
center in a region of Chile:
Mallplaza Trébol, in the com-
mune of Talcahuano, Biobio
Region.

We added a medical center to
Mallplaza Vespucio.

2008

In the Metropolitan Region of
Chile we inaugurated Mall-

plaza Sur, in the commune of
San Bernardo; and Mallplaza

Alameda, in Estacion Central.

We continue our expansion

in Lima, with the opening of
Mallplaza Bellavista, in the El
Callao area.

2014

In Mallplaza Oeste we inaugu-
rated a 3,500 m? lagoon open to
the public.

We opened the doors of Mallpla-
za Copiapé, in the north of Chile:
The first mall-type shopping
center in the Atacama Region.

eV YR (elV) 2. MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS
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2016

We inaugurated Mallplaza
Arequipa, in Arequipa, Peru:
The first of our urban centers
in that country to obtain LEED
certification.

2019

Inauguramos Mallplaza
Buenavista, en Barranquilla,
Colombia.

Ingresamos al Dow Jones
Sustainability Index (DJSI) de
la Bolsa de Nueva York, en las
categorias Chile y MILA.

2021

We started with the first omnichan-
nel services for our commercial
partners and visitors: Click&Col-
lect, PitStop and the alliance with
Falabella.com to provide a physical
showcase to their sellers through
the Marketplaza initiative.

2017

We inaugurated Mallplaza Los
Dominicos, in the commune
of Las Condes, Metropolitan
Region, Chile.

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

We enabled 17 Mallplaza urban
centers in Chile, Peru and Colombia
as vaccination centers in the

COVID-19 and Influenza campaigns.

2018

We completed the stock market
opening of Plaza S.A. on the Santia-
go Stock Exchange.

We inaugurated Mallplaza Arica, in
the Arica and Parinacota Region, in
the north of Chile: The first Tax Free
shopping center in the country.

2020

Despite the changing scenario in
the shopping center market due to
the pandemic, Plaza S.A. main-
tained an AA+ risk classification
with a stable at risk outlook from its
three risk rating agencies.

Thanks to our M&A growth strategy;,
we finalized our arrival in Bogota,

2022

We maintained a sustained recov-
ery of flows, income and sales,
which allowed us to reverse the
negative effects of the pandemic.

We opened more than 600 stores in
Chile, Peru and Colombia.

We consolidated strategic alliances
with IKEA, H&M and Decathlon:

We achieved more than three mil-

lion transactions in our omnichan-

nel services. 45% of them come
from Chile, 40% from Peru and 15%
from Colombia. In additiongwe open
new Click&Collect and we'managed
to implement a free flow systemiin
our parking service. |

We developed our expansion in
Colombia with the opening of Mall-
plaza Manizales, located in the
country’s coffee growing region.

Colombia, through the purchase of
the Calima shopping center, which
was renamed Mallplaza NQ@S, and
we opened Mallplaza Comas in
Peru.

I
| “| h‘l‘.‘
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Economic
performance

Mallplaza Truijillo, Perq_ ’

High-quality and
value portfolio

We have 25 leading urban centers
in the region, 10 of them are Tier A
and represent more than 60% of
EBITDA.

e "&It-:y-n_‘.
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New opportunities to
grow

In line with our growth strategy and the
Mallplaza Vespucio transformation master
plan, we began the construction of Lifestyle.
With 21,600 m2 and USD$36 million
investment, this proposal will deliver a

powerful mix of fashion and convenience "
offerings. We access 100% of the assets of \* 1
Nuevos Desarrollos SpA in Chile. e

593 openings in Chile, Peru
and Colombia

We strengthened our value proposition with new
openings from our strategic alliances such as H&M, IKEA,
and Decathlon. In addition, among the 400+ openings
are Skechers, The Line, Miniso, CuracaRibs, Bonafide
and Cory in Chile; Arturo Calle and Ktronix stand out in
Colombia; and Dollarcity, Hyper Asia, Cassinelli, Vinces

Fight, Enel, Fit Point, and Inbox in Peru.

Aires hallway at Mallplaza La Serena, Chile. @
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IKEA lands in Colombia
with Mallplaza

With more than 26 thousand m? of surface in
Mallplaza NQS, IKEA opened its first store in
Colombia and is preparing next arrival in Mallplaza
Cali within 2024. This opening, along with others such
as H&M, Arturo Calle and Ktronix, strengthened the
commercial proposal of this urban center, increasing
the flow of visitors by 50%.

& . Y
L GLAIKEA IN MALLPLAZ

-

H&M opens new stores in
Chile and Colombia

N N
H&M store in Mallplaza La Serena.
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Decathlon arrives
in northern Chile at
Malilplaza La Serena

Decathlon opened its first store in Mallplaza
La Serena, offering more than 12 thousand
products from 65 sports disciplines in its
1,500 m? surface area. This opening is part
of the transformation plan of this urban
center, which allows the renewal of its value
proposition with the arrival this brand highly
valued by visitors. In addition, openings
were completed in Mallplaza NQS and
Mallplaza Manizales in Colombia.

' iy

o
.‘.“_‘.'

LUNES A JUEVES
1000 - 2050 MRS

Mallplaza Cali
preparing its
opening

In 2024, Mallplaza Cali will be the fifth

Mallplaza center in Colombia, with a
GLA of more than 67,000 m2.

Its construction is progressing as

\ planned and 91% of the GLA has
already been marketed. Its proposal
considers brands such as IKEA, Zara,
H&M, Bershka, Stradivarius, Pull&Bear,
Decathlon, and Homecenter.
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-
Reconversion of

department stores
In the last four years we have reconverted

more than 119,000 m? of department sto-
res and other large surfaces, incorporating

value brands, improving the commercial mix
and generating a new flow experience. For
example, we continued our Department Sto-

re reconversion plan successfully with the
departures of Falabella in Mallplaza Sur and
Mallplaza Alameda, Paris in Mallplaza Tobala-
ba and the downsizing of Ripley in Mallplaza
Los Dominicos.

i::he Izi\?t 4 years
= ’-x== =59

/
New formats

We inaugurated several spaces for
comprehensive experiences such as
Centro X, in Mallplaza Los Dominicos;
the second Movistar GameClub, in
Mallplaza Trébol; and the first Gran
Refugio, in Mallplaza Mirador Biobio, a
space that brings together the best of
Stand Up Comedy with gastronomy. We
also featured the progress of the cowork
network in Mallplaza Egaria, Mallplaza
Vespucio and Mallplaza Oeste.

Centro X, Mallplaza Los Dominicos
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First NBA store in Chile

Mallplaza Vespucio welcomes the first NBA store in
Chile with more than 400 m? and the widest selection
of products and unique experiences such as video and
live games through digital screens, a basketball court,
and the measurements of heights and footprints of the
legends of this sport.

Its arrival at Mallplaza Vespucio is part of
strengthening the retail proposal with outstanding,
highly valued brands in line with our portfolio of urban

G r1 3l
centers. ;

h -
iim__,,
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=
N AT pErTEmpTETET A — Q:.._
. " X " 3 . _.. v : - ‘ 1 o .
.. ~ . " » - - - = =
R MRS Vs : . ) S g TR

New gastronomic
neighborhoods
for enjoyment and
socialization

; In Mallplaza Vespucio we opened “Mercado del
14" with 17 gastronomic proposals with high
design standards and live music. In Antofagasta
we launched the “Terrazas del Puerto” with 12
new restaurants; in Mallplaza Arequipa, “Mercado
Cayma", a meeting point for gastronomy and
artistic shows; and in Mallplaza NQS in Bogota we
opened the "Mercado Gastrondmico”.

o 7 =
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Autoplaza
strengthens and
increases market
share

Omnichannel services generate digital

e gy
flow towards our urban centers Lo,
In line with the strategic development of new digital and technological v ﬁ“
solutions adding value to sellers, business partners and clients, our =il /
omnichannel services delivered 2.4 million packages in Cross Dock, Dark &ujm- J

Store and Click&Collect. The latter is already operating in the three countries R
with 78 brands such as Dafiti, Natura, and Samsung among others. In

addition to alliances with Blue Express and Starken in Chile, Scharff and

Logixtal in Peru and Instance in Colombia.

Click&Collect, Mallplaza Vespucio @
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Outstanding evaluation in
the MSCI ESG Rating

New ESG commitments

Having urban centers committed to caring for the

planet has been Mallplaza's conviction for over a

decade, placing our ESG management -environ-

mental, social and governance- at the heart of our

business strategy. During 2023 we renewed our

commitment to sustainability through seven mana-

gement promises by 2035, in the areas of climate /
action, social empowerment, and business integrity. |

1. OUR CENTER IS YOU 2.MANAGEMENT 2023 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS



. INTEGRATED REPORT PLAZA S.A. 202

OUR CENTER IS YOU

New value proposition focused on people's needs

Our urban centers aim to be the reflection of the local
identity at the places they are located. For this, our

permanent connection with people has been key, un-
derstanding their concerns, their needs, and desires.

From that premise, we renewed our brand under the
promise “"Our center is you", inspired by everyday
elements that thrill, excite, and impassion our visitors.

This is the motivation that mobilizes the search for
new business partners and the offer of services such
as coworking, education, and health, and the incor-
poration of the most prominent exponents of local
culture and gastronomy.

This brand evolution was based on four fundamental
pillars that fulfill precise everyday tasks and are the

support of the company: entertainment, gastronomy,
culture and sustainability. Thus, we seek to redefine
the company's position among its stakeholders,
based on the values that are shaping the way people
live, express themselves and connect with Mallplaza.

Our new identity goes hand in hand with our strategy:
betting on value proposition that privileges socializa-
tion, habituality, and multiple reasons for visiting, and
with our purpose of simplifying and enjoying life more.

At Mallplaza, we open our doors so that people expe-
rience hundreds of emotions and moments with their
friends and families every day.
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Business strategy
with an ESG focus

At Mallplaza we work to respond people's needs
in a timely manner through attractive value
propositions aimed at socialization and enjoy-
ment, which are deployed in all of our leading,
high-quality urban centers in Chile, Peru and

- itor, with the best iy, .
Colombia. All this, accompanied by a powerful eiome\ns\t Mix g;
omnichannel and digital strategy, which plays Qe<\6“° e@by/b
an essential role, both for the sustainability of o @’7(‘%
Mallplaza, and to respond to the market and the O‘S‘oo‘
challenges of today's world. /%
%

We know that our urban centers are core in the
city, with multiple visiting purposes, and a robust
commercial proposal. In all of them, sustainabili-
ty is a fundamental part of our work.

We enable
capabilities for the
empowerment for

peole

Through ESG commitments we advance in more V_Ve promo_te
efficient, sustainable and circular management T eyt
with a focus on climate action, the delivery of
capabilities for the empowerment of people and
the promotion of business integrity, contribu-
ting to the generation of opportunities and the
construction of long-term relationships with all
our interest groups, including visitors, business
partners, communities and collaborators.

Our
center
is you

strategy, allows us to have profitable and sus-
tainable economic performance. The result of
the evaluation of the Dow Jones Sustainability
World Index (DJSI) is proof of the above: We are
within the 95% of the best-rated companies for
their ESG risk management, in the Chilean and
MILA markets. Likewise, we are part of the MSCI
ESG Ranking, obtaining a rating of AA in our last
evaluation, highlighting our management in the
social field with a maximum score of 10 points.

c
]
[o}]
e
()
S
This ESG vision, fully reflected in our business 2
O
B3
o
ko)
()

We promote
business integrity

Sustainable economic value
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Our 7 ESG commitments

1 The electrical supply of our urban centers will 2026
come from 100% renewable energy

We will reduce the energy intensity of common

2 expenditure by 22% with the 2019 baseline (kWh/ 2035
GLA)
We will eliminate the use of

3 Hydrochlorofluorocarbons (HCFCs) in our climate 2030
systems
We will reduce the intensity of direct water

4 consumption by 30% with the 2019 baseline (m3/ 2025
GLA)

5 We will recover 60% of the waste generated by our 2025

urban centers

6 We will positively impact 1,000,000 people with our 2028
community programs and projects

7 _60% o_f our urban centers will be certified as 2028
inclusive spaces

Since 2010 we have been
committed to protecting
the planet and in 2018, we
defined the Sustainable
Development Goals
(SDGs) to which we could
contribute and have a
greater impact (goals 10,
11 and 13). In 2019 we
joined the Red Chile Global
Agreement of the United
Nations and in 2023 -and
for the fifth consecutive
year- we were listed in the
MILA and Chile indexes

of the DJSI, standing out
for being within the 6% of
the most sustainable Real
Estate companies in the
world.

Primer Huerto Urbano en Mallplaza Egafa

»
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6.
Strategic Pillars

~

itk

We seek to consolidate one of the
best portfolios in the region, which
today has 10 Tier A urban centers
and great growth potential in Chile,
Peru and Colombia. To achieve this,
we develop organic growth proj-
ects for our Tier A assets (brown-
field), the construction of new GLA,
(greenfield) and the acquisition and
transformation via M&A.

Growth

-~
N

-

~

@

[
Customer

Value proposition based on spaces
that answer to the multiple and
growing needs of visitors and, at
the same time, promote socializa-
tion and people meeting, both in
physical and digital spaces where
they can live experiences loaded
with relevant, personalized and
meaningful content.

/)

-

0o

Commercial
Offer

Urban centers in permanent evo-
lution, transforming into true city
cores, where people can live, study,
work and have fun, without having
to travel. A proposal for multiple
visit purposes and mixed uses, in
permanent growth and incorporat-
ing a robust omnichannel strategy
that allows us to offer different
points of contact and sales.

~

.
(2

ESG
Management

Sustainable development model
oriented to generate economic,
social, and environmental impacts,
based on the co-creation of value
with our interest groups.

The model has three pillars: We
promote climate action, We enable
capabilities for the empowerment
of people, and We promote busi-
ness integrity, and it is materialized
in seven commitments that con-
tribute to generating sustainable
economic value.

~

.
108

Omnichannel
Strategy

Generate a broad value proposi-
tion to offer our clients (visitors,
business partners, and sellers) a
greater number of services and
products in a single physical-digital
place, taking advantage of all the
opportunities of being part of one
of the largest retail ecosystems in
the region.

This allows us to bring digital

flow to our urban centers and
increase the sales of our sellers.
Our customers obtain a better visit
experience and access a unified
offer in all channels of their visit.

~

Human
Capital

Among the Mallplaza human team
we share a common purpose:
"Simplify and enjoy life more." With
that in mind, Mallplaza has focused
on promoting spaces for develop-
ment and growth for our collabo-
rators, in addition to ensuring the
incorporation of new talents, which
allow us to dynamically mobilize
our Strategy and successfully
face the challenges that we have
proposed.

-~

Business
Partners

Value proposition focused on
increasing the flow of visitors, con-
version and sales. Supported by
an omnichannel strategy and one
of the largest retail ecosystems in
Latin America, we seek to generate
shared value with business part-
ners while keeping the focus on
long-term relationships.

N

~

~

iy

=

Excellence

High work standards and a strong
focus on efficiency, with regional
scale and centralized operation.

27
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Recognitions

MARCAS
CIUDADANAS
—Cadem

Marcas
ciudadanas

For the seventh consecutive
year, we lead the "Shopping Cen-
ters and Mall” category of the
Marcas Ciudadanas Ranking, in
its 2023 version. The measure-
ment highlights the work carried
out by national brands in terms
of empathy, as a central element
to ensure that they are present,
relevant and that their contribu-
tion to society is perceived.

MercORESPONSABILIDAD ESG

Merco
Responsabilidad ESG

The Business Monitor of
Corporate Reputation (Merco),
delivered the results of its 2022
ranking on ESG Chile, recogniz-
ing Mallplaza among the 100
most responsible companies
with the environment, with

workers, customers, and society,

and at an ethical level and gov-
ernance. In this measurement,
we positioned ourselves in first
place in the Real Estate-Retail
category, while in the general
measurement, we ranked 30th,
which meant an increase of
four positions compared to the
previous year.

cHiLe 30 2023

GFK

Chile 3D

The 2023 version of the Chile
3D study, carried out by the
consulting firm GfK, positioned
us as the shopping center brand
most valued by Chileans, leading
the Malls category.

Premio

IMPULSA

Impulsa
Award

In 2023, we received the Impulsa
Award in its eighth version,
placing us among the compa-
nies with the best indicators in
gender diversity. A very relevant
area within our company, where
we have recently reinforced

our commitment to generating
opportunities for the autono-
mous development of each of
our stakeholders, considerably
increasing female participation.
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KAWES

Omnichannel Index
Ranking

We remain leaders for the
second consecutive year in the
Kawes Lab Omnichannel Index
Ranking, within the Shopping
Centers category, demonstrat-
ing the consolidation of our
omnichannel capabilities during
2023, being recognized for the
experience we provide to our
commercial partners and visi-
tors. Furthermore, in the general
evaluation, Mallplaza was ranked
No. 5 out of the total of the 265
companies evaluated, and No. 2
among the IPSA companies.

oMISy

5 pyme

io s \\?

Mi compromiso Pyme

We received the "Mi compromiso
Pyme" seal, from the Entrepre-
neurial Union and the consulting
firm EY. This seal promotes the
growth of small and medi-
um-sized companies in Chile,
generating relationships with
large companies, so that they
prefer local SMEs as suppliers.
Given the long-term work with
entrepreneurs from Chile, Peru
and Colombia, Mallplaza is one
of the companies that is part

of this initiative, committing to
empower entrepreneurs in Chile
through training and marketing
spaces, which allows them to
become business partners in our
urban centers.

BIO
CIUDAD

Aacyas

Bio Ciudad Award

We were recognized by Aguas
Andinas with the Bio Ciudad
Award for our work in reducing
drinking water consumption in
our operation, an action that
results from our commitment to
the planet and is in line with the
actions carried out within our
ESG strategy.

Cero Basura Award

Less than a year after its launch,
Mallplaza Egafia's Plaza O
initiative is already recognized
for its positive impact on climate
action. This time, it was the zero
waste award achieving first place
in the Cultural Change category.
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NCG 6.1VI. NCG 6.3. GRI 2-28

Associations and
memberships

At Mallplaza we seek to remain constantly evolving to
offer the best experiences and generate value for all our
stakeholders. In this sense, with aiming to fostering our
sustainable development and strengthening our strate-
gy, we joined different organizations.

> Accion Empresas
Non-profit organization that seeks
to improve the lives of people
and the planet through business
sustainability in Chile. Their job is
to educate companies about the
importance of sustainability as
a business strategy, advertising
how the economic development
of any organization cannot exist
and endure if it is not in balanced
with the social and environmental
development of its environments.

Pacto Global

Special initiative of the Secretary
General of the United Nations
that calls on companies around
the world to align their operations
and strategies with 10 principles
in the areas of Human Rights,
Labor Relations, Environment, and
Anti-Corruption. With the purpose
of accelerating and expanding the
global impact of business, thus
contributing to the fulfillment of
the Sustainable Development
Goals (SDG) through responsible
companies and ecosystems that
promote change.

\"

\%

Pride Connection

Pride Connection Chileis a
network that gets to promote
inclusive work spaces for sexual
diversity and attract LGBTI talents
to the different organizations that
comprise it.

\%

Camara Chilena de Centros
Comerciales (CCHCC)

The Chilean Chamber of Shop-
ping Centers is an independent,
non-profit trade association that
brings together the main players
of this sector in Chile. Its mission is
to contribute to the development
of shopping center activity in the
country.

> Camara Comercio de Santiago
Non-profit trade association that
brings together more than 2,500
companies from various economic
sectors in the country, with the
purpose of promoting the develop-
ment of an entrepreneurial Chile.

DEC Chile Association for the
Development of Customer
Experience

With the aim of developing better
relationships with clients through
access to best practices, network-
ing and market trends.

v

v

Instituto Chileno de Adminis-
tracion de Empresas (Icare)

Icare provides relevant information
about the national and international
environment, facilitating the un-
derstanding and timely evaluation
of the forces that move markets
and the trends that influence the
operation of companies.

v

Corporacion Industrial para el
Desarrollo Regional del Biobio
(Cidere)

Corporation that provides tools for
the development of people in the
Biobio region.

v

Asociacion Cultural de Cerrillos
The purpose of the Municipal
Cultural Association of Cerrillos is
to design, formulate, and execute
plans, programs and initiatives
that contribute to the harmonious
and equitable cultural and heritage
development of the commune.

\%

Camara de Comercio de
Antofagasta

Institution that belongs to the
National Chamber of Commerce.
Its objective is to organize, define
practices and coordinate the com-
mercial actions of the business
community in the Antofagasta
region.

> Comunidad Portuaria
de Antofagasta (COPA)
COPA's mission is to lead and
represent the logistics sector of its
associates through the develop-
ment of training, networking op-
portunities, strategic information
and indicators, as well as the devel-
opment of best practices that allow
the port of Antofagasta to be the
most competitive in the northern
area of Chile under a harmonious
relationship with the city.

> Asociacién de Centros Comercia-
les de Colombia (Acecolombia)
Acecolombia works for the integra-
tion of Colombia's shopping cen-
ters in search of their development
and institutional strengthening,
through the organization of joint
activities, strategic alliances, and
continuous improvement programs
that contribute with experiences to
enriching the management of the
associated centers.

v

Camara de Comercio e Industria
Colombo Chilena

Itis a union entity that encourages,
promotes, and strengthens com-
mercial relations and investment
between Chilean and Colombian
companies.

\

Camara Regional de la Construc-
cion Bogota y Cundinamarca

Itis a union that represents the
interests of the construction
value chain, effectively influencing
decisions regarding growth and
development of the sector.

\

Federacién Nacional de Comerci-
antes (FENALCO)

FENALCO represents Colombian
merchants and businessmen as
aunion, serving their respective

needs. It is based on the defense
of democracy and free enterprise
to generate better conditions of
competitiveness, productivity, and
sustainability.

> Asociacion de Centros Comercia-
les y de Entretenimiento del Pera
(ACCEP)
The ACCEP aims to promote the
development of the industry by
representing, promoting and de-
fending its members before public
and private organizations.

Internacional

> International Council of Shopping
Centers (ICSC)
ICSC promotes and elevates
markets and places where people
shop, dine, work, play, and gather
as fundamental and vital spaces of
communities and economies.
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Management
2023

a year of
growth

CHAPTER 2
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1.

Leading Assets
IN Latin America

At Mallplaza we put our clients at the center of
our activities and it is this passion for connec-
ting with their dreams and responding to their
needs, which has allowed us to execute a clear
strategic vision that guides our decisions, and
materialize it in a proposal of varied value, en-
hanced and deployed in a portfolio of premium
assets unique in the Andean region of Latin
America.

This value proposition that privileges socializa-
tion, habituality, and enjoyment also considers

an innovative gastronomic and entertainment
offer, a sustained pace of openings at a regio-
nal level, and a successful strategy for recon-
verting large stores. This has allowed us to take
the opportunities generated by the market and
make them available to the vacancy to incorpo-
rate new and important business partners. The
success of the business strategy has been de-
monstrated in the constant growth of the flow
of visitors, and in the sales and efficiency levels
that the company obtained during 2023.
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Our Tier A assets

During 2023 we decided to transform and Along with this brownfield growth, we have
strengthen our urban centers, as well as continued with our greenfield growth through
to incorporate new uses and multiple visit the construction of Mallplaza Cali, in Colombia,
destinations into our 10 Tier A assets; trans- which will open its doors in 2024. Meanwhile,

forming their infrastructure, making them grow  in growth via M&A, we continue to consolidate
in different ways, and generating alliances with ~ Mallplaza NQS in Bogota.

high-value brands that seek to be in our urban

centers to increase their presence in each of

the countries where we operate.

During 2023, in Chile, of the
top 10 in terms of GLA and
income per square meter, we
have 6 of the 10 best assets,
while in terms of total sales,
we have 5 of the best 10
assets. And if we expand to
the top 15 or 20 the number
becomes even larger.

i T . ¥
Mallplaza Egaina Mallplaza Antofagasta
94,809 m? 80,853 m?

R A

g - :k}mm o~ o — e il . Y
Mallplaza Vespucio Mallplaza Trébol Mallplaza La Serena Mallplaza NQS
169,55 m? 118,795 m? 64,639 m? 76,209 m?

Mallplaza Oeste Mallplaza Norte Mallplaza Buenavista Mallplaza Trujillo
182,365 m? 138,946 m? 57,612 m? 82,957 m?
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MALLPLAZA VESPUCIO

The company's iconic
urban center is profoundly

transformed

It was our first urban center in Chile (1990) and
today, three decades later, it has been trans-
formed into a multi-destination center for the
southeastern area of the Metropolitan Region
with 168 thousand m? of GLA.

Mallplaza Vespucio is undergoing a profound
transformation of its experience and value
proposition to consolidate its leading position
in Santiago, incorporating valued retail brands
that drive flow, innovative, and unique enter-
tainment proposals in its market, high-value
gastronomy formats, and mixed-use spaces
aligned with the company's multi-purpose
visiting strategy.

Regarding the commercial proposal —during
the last three years— we have incorpora-

ted more than 19 thousand m? of new retail
projects, with more than 87 stores such as
Bath and Body Works, Decathlon, Lego, Miniso,
The Line, Psycho Bunny; and the renovation of
more than 160 stores for other brands.

In entertainment, we deployed a unique propo-
sal in the market thanks to the renovation and
expansion of the Cinemark theaters, incor-
porating an IMAX theater and adding the first
Movistar GameClub —a space dedicated to ga-
mers— which has attracted more than 30,000
new monthly visitors to the urban center.

As for the gastronomy proposal, we opened El
Mercado del 14, La Factoria and a new fast ca-
sual proposal with value brands such as Barra
Chalaca, Carl's Jr, La Sanguchera del Barrio,
MUU Steak House, Emporio La Rosa, Starbuc-
ks, Dulce Luna, Dunkin Donuts and Bonafide.
Soon, we hope to open a Beergarden of more
than 2 thousand m=2.

Based on experience, we simplified interior
flows, renewed the infrastructure and achieved
greater fluidity in the visit. In other uses, we in-
corporated Clinica Davila in more than 30 thou-
sand meters of GLA. In urban infrastructure
and connectivity, we seek to connect the urban
center with the city, providing valuable public
squares with relevant themes and content.

To achieve the latter, the construction that
began in December 2023 of the new Lifestyle
area, which will add 21,600 m? destined to
international fast fashion brands in flagship for-
mat will be relevant. In addition, this new area
considers the integration of new gastronomic
operators along with convenience services
oriented to the large flows generated by the
two nearby Metro stations, the renewal of the
access to the Bellavista metro in La Florida,
and the construction of a park of more than
12 thousand m?, which will be annexed to the
Vicufa Park. Construction work is expected to
last around 12 months.

Mallplaza Vespucio is the Mallplaza
urban center with the greatest growth
in flows in Chile, increasing 9% in 2023,

compared to the previous year.
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MALLPLAZA NQS

Growth via M&A and
consolidation in Bogota

Three years after the arrival of Mallplaza to Bo-
gota, capital of Colombia, our urban center Ma-
liplaza NQS (formerly Mall Calima), consolidated
the transformation process that began after

its purchase in 2020, incorporating prominent
international and local brands such as Arturo
Calle, Ktronix, Grupo Uribe, Cueros Velez, and
Exito WOW, who trusted in the company's value
proposition to continue growing and even to
reach the country for the first time.

This is the case of IKEA, which opened last
September. The renowned swedish furniture
and decoration brand has a 26 thousand m?
store, and expects to attract the almost 10
million people who live in the metropolitan area
of the capital.

Along the same line is the opening of H&M, the
second largest clothing retailer in the world.
This store is part of the inaugurations planned
in the country, as part of an alliance with Mall-
plaza for Latin America.

To date, this Tier A urban center, which today
has 76,000 m? of GLA, has managed to surpass
one and a half million monthly visits, with sales
growth of 82%, income growth of 106% and
income growth per m? of 14% during the year
2023, while sales growth per m? and income
per m2 of 57% and 43% respectively were
achieved compared to September 2021. — Entertainment area of 7,500 mz2,

which considers Fun Jungle with
more than 5,500 m?2

Growth in vehicular flow

— Total Projected GLA: 112,000 m?2
81,000 m2 of own GLA

Current developments

After 3 years, the growth and transformation
of the value proposition for the consumer and — Expansion of “El Mercado"” gastro-

. . nomic area

its commercial partners has made Mallplaza

NQS acquire new commercial partners, a simple

visiting experience, and a robust and modern

gastronomic proposal. e
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MALLPLAZA TRUJILLO

An improved proposal with
a successful reconversion
strategy

This 82 thousand m? urban center is the leader
of the city of Trujillo, in the northern part of
Peru, and has consolidated its retail offer with
a strategy that considered an expansion in
2020 and a positive reconversion of the Paris
store, which allowed the incorporation of new
flow-driven brands and new formats, such

as Starbucks, Levi's and the remodeling of
Falabella.

Among the new brands that were incorporated
in a departmental format are Hiper Asia, with
more than 5,000 m? Dollarcity, with more than
800 m? and the upcoming addition of more
than 1,000 m? of the city's first Fun Jungle. For
2024 we plan a 1,000 m? expansion that inclu-
des 8 new retail and Gastronomy & Entertain-
ment proposals.

Mallplaza Trujillo is now the
large plaza where Trujillo
residents socialize, enjoy, and
find activities that complete
their experience, registering a
flow growth of more than 12%
compared to 2022. Among
the new brands that arrived
in 2023 are Miniso, Dockers,
Merrel, Guess, Xiaomi, Calvin
Klein and Tommy Hilfiger.
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MALLPLAZA LA SERENA

More than 7,000 m2 GLA of new
stores preferred by our customers

It opened its doors in 1998 as the first shopping
center in the region and the first of Mallplaza in
northern Chile. Since then, it has had a leaders-
hip position and the preference of the residents
of La Serena.

Upon turning 25, Mallplaza La Serena has under-
gone a complete renovation of both its infrastruc-
ture, which included the improvement of interior
routes, rest areas, and the incorporation of more
parking space, as well as its value proposition, re-
newing its retail, gastronomy, and entertainment
offering, highlighting the transformation of the
new cinemas at the Cinemark complex. Added

to the above is a new service boulevard, which
has significantly improved the value offering to
customers and business partners.

Within the renovation, the relocation of long-stan-
ding traditional stores such as Nike, Dockers, and
Skechers was made in order to improve the visi-
ting experience, as well as incorporating high-va-
lue and flow-generating brands such as H&M,
with a 1,700 m? store; Decathlon, with 2,700 m?,
and The Home, an oriental retail store with 2,000
mZ. Other brands that entered were La Papelaria,
Volka, and Samsung. In Gastronomy & Entertain-
ment we expanded the offer with Domino's and
the second Brussels location in regions.

Mallplaza La Serena has
registered a growth in visitor
flow of 10% versus 2022, and
56% compared to 2021.
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MALLPLAZA NORTE

A renewed gastronomic
proposal to enhance
enjoyment

At Mallplaza Norte we renewed our commercial
mix through the incorporation of new brands
—as well as the transformation of others—,
standing out for their value proposition H&M,
Adidas, Nike, Cuesta Blanca, Privilege, Mac
Online and Miniso, to name a few.

Also, during 2023 we strengthened our gastro-
nomic offer, thanks to renowned restaurants
such as Tanta, Barra Chalaca, La Bonaerense,
Jalisco, El Japonés, Carls Jr., Johnny Rockets,
and CuracaRibs among others. Finally, we hi-
ghlight the growth of the Integramédica Health
Center, which was expanded to 1,500 m2.

The new gastronomic
proposal of Mallplaza

Norte seeks to make this
urban center a destination
point for the communes of
Huechuraba, Conchali, Colina
and others in the northern
sector of the Metropolitan
Region.
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MALLPLAZA TREBOL

A leading Tier A urban center due to
the diversity of its proposal and visit
purposes

Almost 30 years after its opening, Mallplaza
Trébol, Mallplaza's third urban center in Chile
and the first that the company opened outside
the Metropolitan Region, remains committed to
maintaining leadership, leveraging growth in a
proposal composed of recognized brands and
flow mobilizers, and constant update.

Today, this urban center has the most diverse
portfolio of services and retail in the Biobio re-
gion and one of the largest in the country, with
more than 400 stores with a great variety in
retail, gastronomy, entertainment and services.

This positioning has been strengthened in

the last two years, thanks to a commercial
strategy that has resulted in the opening of 80
new stores, with major brands such as H&M,
Zara, Victoria's Secret, Homecenter, Jumbo,
and Movistar Game Club, that have joined the
powerful commercial mix already present such
as Falabella, Ripley, Paris, Tottus, Integramédi-
ca, Cinemark, and Happyland.

The transformation of Mallplaza Trébol has
allowed this urban center to achieve more than
400 stores in retail, gastronomy, entertainment
and services.
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2.

Reconversion of large
stores: looking for the best
value proposition for our

Visitors

At Mallplaza we are characterized by our ability
to adapt to new challenges and offer differen-
tiating alternatives. This 2023 has not been the
exception, since we worked on the optimization
and implementation of our commercial stra-
tegy through a plan to reconvert large stores
that allowed us to improve and expand our mix,
incorporating new retail proposals, innovative
entertainment spaces, and a wide range of
services, adding more attractive brands for the
customer and generating greater daily traffic to
our urban centers.

Within the reconversion plan, very relevant
operators were incorporated, such as the com-
plete renovation of Mallplaza Sur, an urban cen-
ter located in the commune of San Bernardo,
where, after the reduction of La Polar and the
departure of Falabella, new international brands
and a new Asian Multiformat proposal arrived.
In 2024, H&M will enter, and we will expand the
Civil Registry, and the Autoplaza office.

Meanwhile, in Mallplaza Alameda, the departure
of Falabella allowed us to incorporate a new
H&M store, in Mallplaza Calama we opened a

RECONVERTED SURFACE

14%

of Department Stores at the
regional level in the last 4 years

16%

of other Big Boxes

6,000 m? H&M and Maxi China where La Polar
was located. In the case of Peru, the space left
by the Paris department store was transfor-
med by different intermediate stores focused,
for the most part, on home improvement. This
is the case in Mallplaza Bellavista where the
first Cassinelli store, Casa & Ideas and an Asia
Home, the latter also opened a store in Mallpla-
za Trujillo.

At the retail level, in 2023, we have done impor-
tant work to change some brands for others
with better performance and that are more
attractive to consumers, allowing us to close
the year with a better occupancy level (95.8%).

The spaces reconversion
has allowed us to add

to our value proposition
new services required

and valued by people, as

is the case of the six Civil
Registry offices presentin
our urban centers in Chile.

119,000m?

m2 GLA converted in the last 4 years
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3

Sustained pace of

openings and alliances
with high-value brands

The permanent renovation of our commer-

cial proposal and the emphasis on promoting
mixed uses were important objectives during
2023. Accordingly, we opened 593 stores (403
in Chile, 127 in Peru and 63 in Colombia), mainly
with brands highly valued by visitors, such as
IKEA, H&M, Decathlon and Inditex.

For example, in Colombia the first IKEA store in
the country opened in Mallplaza NQS, Bogota.
Arturo Calle also opened stores in NQS and
Mallplaza Buenavista. In Chile, the first Deca-
thlon in the north of the country was incorpora-
ted in Mallplaza La Serena and in Peru, Dollarci-
ty and Hiper Asia did so in Mallplaza Trujillo, as
well as Home Asia in Mallplaza Comas, Lima.

Within the framework of the strategic alliance
with H&M to open 13 new stores, during 2023
we opened 8 of them in Mallplaza Calama, Mall-
plaza Alameda, Mallplaza Arica, Mallplaza Toba-
laba and Mallplaza Egafia in Chile, in addition to
Mallplaza Cartagena, Mallplaza Manizales, and
Mallplaza NQS in Colombia.

Regarding services, we were able to comple-
ment the offer by opening 4 new Smart Fit
gyms in Mallplaza Alameda, Mallplaza Antofa-
gasta, Mallplaza Vespucio and Mallplaza Arica.
In new categories, we highlight the opening of
the 800 m? Newtree home store in Mallplaza
Los Dominicos.

j
E
‘4

ore o’invti/lallplaza NQS

The opening of 593 stores during
2023 allows us to bring innovation
for the customer and enhance our
value proposition throughout our
portfolio, achieving a renovation of
33% in the last two years.
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4.,

A differentiating proposal

oriented towards socialization

and enjoyment

We are convinced that when people and
families come to our urban centers, they want
to live an experience. Therefore, we have
worked to respond to the needs of our visitors
and provide them with a place where culture,
gastronomy, sports, and entertainment can be
experienced all year round. In fact, at the end
of 2023 we have 29% of our value proposition
destined for gastronomy and entertainment,
mixed use, such as the coworking network,
health, and education, and automotive.
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In this way, this new identity, comprised in

the brand promise “Our center is you", goes
hand in hand with our strategy taking bet on a
value proposition that privileges socialization,
habituality, and multiple reasons for visiting,
and with the company purpose; to simplify and
enjoy life more. Thus, during 2023 we innova-
ted and opened new spaces, in order to deliver
a complete offer to each market.
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4.1,
New gastronomic

neighborhoods that become
destination points in the cities

Mallplaza's growth is leveraged by constant
renovation, updating the value proposition of
our urban centers and strengthening the gas-
tronomic offer in order to continue reinforcing
the multiple purposes of visiting. Thus, during
2023 we inaugurated new formats with at-
tractive proposals for international and local
cuisine and cafeterias that allow us to create
gastronomic neighborhoods with multiple
alternatives for our customers.

Added to this is the renovation of the food
court areas, which have a better experien-
ce and offer for visitors. Throughout this
process of renovation and openings, the
strategic alliance with the renowned gastro-

GASTRONOMIC MARKETS

nomic group Mil Sabores, which considers the
opening of 85 to 100 stores between 2022 and
2025 in the urban centers of Mallplaza in Chile,
has been key to generating new and different
proposals associated with the culinary world.

At Mallplaza Vespucio we managed to increa-
se Entertainment and Gastronomy sales by
29% during 2023, with a proposal of around
100 gastronomic, Cinema and Games venues.
Within gastronomy, "El Mercado del 14" stands
out, an unprecedented proposal in Shopping
Centers that opened in mid-2023.

Mallplaza Vespucio received the first Mallplaza Market in Chile. An original proposal,
which brings together 17 gastronomy and entertainment venues, several of them
for the first time in a shopping center: El Hoyo, Pizzeria Argentina, CuracaRibs. It has
2,100 m? and a centralized kitchen intended to offer an open culinary experience,
with high design standards, live music, and a format that invites the whole family.

This model —which has already been operating successfully since 2019 in Mallpla-
za Buenavista in Barranquilla, Colombia and then in Peru— is inspired by the open
culinary markets in large cities around the world, where different restaurants offer
quality gastronomy with a strong local identity. This format was also extended in
Peru with the opening of El Mercado in Mallplaza Arequipa, with seven signature
cuisine proposals, which allowed us to consolidate the gastronomic proposal of this

urban center.

Meanwhile, El Mercado Gastrondmico opened in Mallplaza NQS in Bogota, an open
space, with around 20 gastronomic proposals of various specialties.
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LAS TERRAZAS DEL PUERTO

At the end of 2023, we inaugurated Las Terra-
zas del Puerto, a new gastronomic and Meeting
place that seeks to transform Mallplaza Antofa-
gasta into a culinary destination with persona-
lized attention and high-quality cuisine. It has 3
thousand m2 that include more than 12 restau-
rants where names such as Tanta, Mesoén del
Marinero, Mamma Mia, Muu Steak, Cantina del
Puerto, El Japonés, Curacaribs, La Sangucheria
del Barrio, and Dulce Luna stand out.

LA FACTORIA

This model, that combines Market and Deli and is new in Chile, opened

in Mallplaza Vespucio during December 2023. It is a large gastronomic
corridor of 800 m?, which —with an investment of UF 35,207— brings
together under one roof the offer of gastronomic products such as: char-
cuterie, cheeses, pizzas, pastas, pickles, and chocolates, among others,
along with restaurants to complement the offer.

Itis inspired in European markets, where people can sit down to eat and
at the same time purchase the ingredients to replicate those prepara-
tions at home.

As is the hallmark of Mallplaza, La Factoria conveyed new commercial
partners who are entering a shopping center for the first time, such as By
Maria, and others such as La Piazza, Havanna and Japonés, which seek
to break away from the traditional format with differentiating proposals.
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4.2,
New and unprecedented

entertainment spaces

CENTRO X

During 2023, we inaugurate Centro X in Mallplaza
Los Dominicos. A 2,600 m? space set up for exhi-
bitions, high-level international and local events,
which opened its doors thanks to the alliance
between Mallplaza and the production companies
Trussup and BeTwo, with renowned track records
in this type of events.

Centro X became the first experience space inside
a shopping center in the Metropolitan Region and
has already attracted new flow to Mallplaza Los
Dominicos thanks to the first exhibitions installed:
"Egipto, the Experience” and “Lego Fun Fest".

This opening is an example of how we converted
large retail spaces in order to give them new uses,
offering a better experience to our visitors. In this
case, we transformed the space of a department
store into a place for high-level experiences and
exhibitions which, added to the wide gastronomic
offer of Mallplaza Los Dominicos, is transforming it
into a destination point in the city.

Our urban centers have deployed a
strategy to improve and strengthen
unique experiences for the whole family.
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GAMER WORLD After the successful opening of Movistar GameClub in
Mallplaza Vespucio during 2022, which allowed us to generate
more than 30 thousand new visits to the urban center, this
2023 we inaugurated a new Movistar GameClub in Mallplaza
Trébol.

STAND UP COMEDY

Located in Mallplaza Mirador Biobio,

Gran Refugio, the first Stand Up Comedy

space in Mallplaza, brought a proposal of
permanent humor and culture to the region,

with more than 40 weekly shows performed

by established and emerging artists. The Gran
Refugio proposal strengthened the value offering

of entertainment and gastronomy spaces at Mallpla-
za Mirador Biobio and has had an excellent reception
from the public, with a constant flow of visitors.
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4.3.

Mallplaza boosts car sales
through the renovation of

Autoplaza

Autoplaza's proposal today has more than 40
brands and currently occupies a 14% share

of the Chilean market. But given its enormous
potential, Mallplaza has begun a profound
transformation in its spaces in order to enhan-
ce them both with new infrastructure and also
by incorporating new brands and alternatives,
including the sale of used cars.

Thus, in 2023 we worked hard on the renova-
tion of Autoplaza in Mallplaza Vespucio, going
from 32 to 42 brands in different segments and
categories, in addition to having the second
BYD brand electric vehicle store. We also ad-
ded 5 thousand m? of used cars, and by 2024
we hope to increase that surface to 15 thou-
sand m2,

We completed the proposal for the new Auto-
plaza in Mallplaza Norte with the arrival of new
brands highly valued by customers, and the
Autoplaza proposal in Mallplaza Alameda was
renewed, with a new look & feel and the incor-
poration of four brands.

Currently, Autoplaza brings together the main
automotive dealers in the country (Derco,
Americar, Pompeyo, Bruno Fritsch) and the
biggest brands on the market, all in one place:
comfortable, safe, with financing alternatives,
accessories, services and ample parking.

]

Autoplaza en Mallplaza Antof@gastay

DEVELOPMENT PROJECTS

Autoplaza Mallplaza Antofagasta
Renovation

T Better experience and the
arrival of 3 new brands.
Investment: UF 52,000

Growth at Autoplaza
Mallplaza Oeste

T 2,673 m2for new cars and
1,450 m2 for used car
sales

Growth in Mallplaza
Los Dominicos

T 1,568 m2 + New space for
new cars sales and BYD
store in mall corridor

Autoplaza Growth in
Mallplaza Sur

T 800 m2 + Investment UF
34,000 + 4 new brands

New opening: Autoplaza
Mallplaza Calama

T 600 m2 + 5 new brands
from the Kaufmann group

Autoplaza Remodeling in

Mallplaza Alameda

T 500 m2 + 5 new brands
and growth of high value
brands

In 2000 Mallplaza innovated with the incorporation
of Autoplaza as a space dedicated to automotive
sales. Today, there are 11 Autoplaza points in its
urban centers in Chile and 4 points in Peru under
the name of MotorPlaza.

1. OUR CENTER IS YOU @RULLLISVIS\agplopk) 3.ESG 4. GOVERNANCE 5.ENVIRONMENTAL PERFORMANCE 6.SOCIAL PERFORMANCE 7.CORPORATE INFORMATION 8.APPENDICES 9.FINANCIAL STATEMENTS



9) INTEGRATED REPORT PLAZA S.A. 2023

4.4,
Cowork network
growth

In the urban centers of Mallplaza, our visitors
can, among other things, study, receive medi-
cal care, entertain themselves and also work. In
this line, we highlight the evolution of cowor-
king spaces as an extremely attractive offer

of workplaces for our visitors, that is already
present in Mallplaza Egafia, Mallplaza Vespucio
and Mallplaza Oeste.

These are areas that offer a good location in
the city, with easy access and parking; hi-
gh-speed internet connection and cutting-ed-
ge technology; equipped rest areas and mee-
ting rooms; and a collaborative and creative
environment to work.
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5.

We seek to be the best ally
for our business partners

Being part of one of the largest retail ecosys-
tems in Latin America gives us multiple oppor-
tunities for growth and development, anchored
in our role as an urban center, traffic generator
and capable of offering a multi-contact expe-
rience and regional scalability. For example,
the strategic alliance with IKEA has allowed

the opening of the swedish store in Chile in
Mallplaza Oeste during 2022, to then arrive in
Colombia, in 2023, in Mallplaza NQS and prepa-
re its next opening in 2024 in Mallplaza Cali.

This mechanism has allowed us to always
reinvent ourselves in the face of changing and
challenging environments, seeking not only to
improve profitability, but also to support busi-
ness partners in the search for solutions in the
areas of omnichannel, sales and positioning.
In this sense, collaborative work, customer
knowledge, and the search for shared bene-
fits are the three axes of action of Mallplaza’s
approach to work and consolidate our rela-
tionship with business partners.

This 2023, thanks to the work of a simpler
organizational culture focused on the execu-
tion of our business strategy, we have been
able to implement a more powerful continuous
improvement model that allowed us to articu-
late, in 2023, a very competitive, consolidated
and visible proposal for visitors, sellers and
business partners.
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The discipline of the Mallplaza team has been
key to capture the needs and opportunities of
business partners, to innovate with solutions
jointly implemented, and generate value to their
businesses.

The above has gone hand in hand with a conti-
nuous process of improvement in the informa-
tion provided to business partners, consolida-
ting all the information in a single platform that
allows us to have a history of Mallplaza's rela-
tionship with each business partner, integrating
billing issues, contracts, and the daily operation
of the store, improving response times and
associated processes.

SALESFORCE PLATFORM

Greater agility to respond to
our business partners

During 2023 we implemented all
business processes on Salesforce,
a CRM platform designed to bring
together all customer-related pro-
cesses. Through this tool we have
managed to streamline and monitor
the relationship with our business
partners, allowing us to increase
sales and decompress the work of
the Mallplaza teams.
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6.

NCG 3.1.V.NCG 6.2.1I

InNnovation: Omnichannel
and digital development

of Mallplaza

During 2023, we integrated omnichannel and
acceleration as fundamental pillars of our stra-
tegic planning and, as company, we decided to
differentiate ourselves and promote proposals
that allow us to have the first omnichannel ur-
ban centers in the region. In this way, we achie-
ve the loyalty and preference of our visitors
and the best solutions to enable our sellers and
business partners to grow and 