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Market leaders

N OUr core countries
with more than 260 stores gt ——>

+US$ 5.7 B #11n
in revenues! M a rket

(2)
+20MMm |7 | >hare®

Customers Countries Peru and Colombia
# of stores

per country

(1) LTM figur fS eptember 2024 includes Colombia and Mex operations that we do not consolidate.
(2) Market h | nal estimation.
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Global slowdown in the @
construction industry =

Leading Indicator of Remodeling Activity (!
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Expected future recovery
of the construction market

‘ Chile " Peru g Colombia
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(1) Source: Central Bank of Chile, SAE (Peru) and CAMACOL (Colombia).
(2) Source: CChC (Chile), Central Bank of Peru and DANE (Colombia). GDP YoY variation in real terms.




Winning strategy for our
three client segments:

consumers,
PRO and B2B

e VALUE PROPOSITION

‘Offering all products and services
at the best price and in the
quantities our customers need,

all in one place with a seamless
omnichannel experience.”
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~50% of revenue

Clients Consumers PRO B2B
@| ==
AV
Catego ries Construction Flooring Decor Painting Bath & Kitchen
Y4
Key Price Products Customer Extended assortment
attributes dominance experience with 3P products
* Private Labels <« Omnichannel < Complement our
« Stock for - Expert advice ~ assortmentwith
projects for projects third-party products

« Commercial
Innovation

* Assortment

» Fast and

simple buying
experience



Our strategy has resultec
brand awareness

and recognition

Dy our customers

Data from GFK Research 2024
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To lead the HI market in the main countries where we operate,

our strategy is focused on
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FOCUS On.. i Sodimac is a (trusted ally of our
inntfe PRO customers, helping them execute
more and better jobs, helping them grow

SPEED AIVAN@INIE

RELATIONSHIP
Best advisory

PRODUCT PRICE

Everything they | Lowest price Ensuring a Helping them

fast purchase to finance their
experience projects

service in the
market

need in bulk guaranteed
qguantity

Building PRO lo alty +3.7 MM PRO Active Clients
through,personalized I -

Services,.a superior ;
omnichannel experience +2.1 MM Circulo de Espeaahstas
P (CESM) Total Clients :

and a targeted loyalty | i
program to increase +1.4 MM CES?" Active Clients

purchase frequency.

Data LTM September 2024. Circulo de Especialistas
(1) CES: Loyalty Program focused on PRO clients.
Active clients: customers who bought in the period.
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Wik enhance the PRO
Sheppiag experience with
greater.personalization

N our app

PRO App customization

Customized Home page
with/PRO products

CES details

Customized discounts through
de navigation flow, adapted to
browsing behavior

FALABELLA | @SODIMAC

iHola!

Rodolfo Burgoa
Circulo de Especialistas | Nivel CES

Mi informacion personal
Mis compras
Mis direcciones

S= Mis listas

8? Mi programa CES

Q Mis notificaciones

Categorias
Asesor de compra
Centro de ayuda

: Tienes 1.674 e

* Apertura CMR
Califica tu experiencia

Chile Cambiar

Asistencia teléfonica

Cerrar sesidn
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FOCUS Oﬂ Personalized PRO in store

service

ﬁ() Personalized All the services o o Productcollection
service to our @ used by the PRO H%T@ area, co-work space

) best CES clients in one place and especial benefits

Stores provide
this service at
a regional level

F— @ r
;. | on m o + 9 5
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¥ enhance the PRO —
» > e g f. e s #Rum w[: v[ " > YERICI

sheppipg experience
In-our stores

T



Private
L abel

Agrovvmg proﬂtable
pusiness driving
differentiation and
exclusive customer value

(1) LTM figures as of September 2024.

Private label strategy

\ETd (s
differentiation

Maintain an exclusive portfolio of
products and brands in all our
channels

Business
profitability

Maintain profitability by
Improving commercial conditions
with suppliers

d
ey (@)

Development of products that
meet the specific needs of our
consumers

Supplier
negotiation

Investment in brand
development, making spending
more efficient through direct sourcing

/WTIMBERMAC 'HALUX | (I% Kleine
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Private label Private labels
categories

~22N) 04 (1
Best UBERSnadN |-b. 30 /0( )

of total sales

I-I :
Haulter.
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Better
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We aim to become a

Specialist Superstore fia Assortment

Growtn in home improvement dominance
omnichannel e-commerce by leveraging: Focus on core Home

Improvement categories

o

Frictionless

Augmented -7 .
profitability anll — H| purchasing
Strengthen the profitability D EARERENCE

Improved findability,

of digital retail )
Strategl C axes including in-store screens to
offer extended assortment

We defined five st_hrlétegic
pillars to beCome

o Differentiated PRO @ Streamlined checkout
r . . L .
e client functionalities and after-sales services
by e the Develop digital-functionality Digital solutions for a
omnichannel experience and experience that make a perfect after-sales process

difference for the client
for our customers
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Growth in We relaunched Sodimac.com
omnichannel to position ourselves as the
Home Improvement leaders
N LatAm
@~ SODIMAC.COM
g
ﬁﬁi’h Strengthen o Improve our value @ Research Online
R the brand proposition through effect on
a more specializea = purchases offline
H| website

‘ ‘ ' Chile + Peru

+404 K 69% +19% +84%

SKUs listed(™ of listed-SKUs
are 3P

Visits (Web +
App)™

Growth of Monthly
Active Users(?

(1) YTD October 2024
(2) September v/s June
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Product & SUEPAGERllYf in-store exhibition)

experience
INNovation

to Improve customer experience 5000

Revenue
growth vs non
transformed

Transformations from Maestro
to Sodimac in Peru

(1) Revenue growth Maestro Plaza Norte & Maestro Chiclayo vs other Maestro stores in the region 3Q24 vs 3Q23.
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Product & Adapting our footprint

experience to the local markets
iINNovation

Compact format
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(») Plaza Central (») Interlomas w Sincelejo
Opening Opening Opening
July 2022 July 2023 September 2023
M2 M2 M2

+4,000 +5,000 +3.000
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Well positioned to
capture growth

N main markets &

%

Revenue US$ MM CES/PROM
(LTM sep-24)

& Chile
Maintain Strategy by categories Expense control 2 63 1 53%
leadership position to recover growth and without affecting CX !

margins
w Colombia
Expand footprint Operational efficiency Improve B2B value 1 496 39%
to new cities without compromising proposition: ecommerce, !

customer experience enhanced assortment

Perd
O ~

Continue Maestro store Enhance CX throughout the Innovate via showrooms S35 20%
transformation (already customer’s journey, improving our
converted 4 stores) NPS

(1) Circulo de Especialistas (CES): Loyalty Program focused on PRO clients. CES/PRO ratio shows % clients of PRO segment who are part of CES.




FALABELLA | @™SODIMAC.

¢) Mexico:
nighest growth potential
for Sodimac

A
Saltillo « -
[ |

San Luis Potosi
A

-
Leon
A

™ Mexico City

A

, Veracruz
Guadalajara

6 US$ 217 MM § 15 36%

years in in revenues M, ~25% CAGR 3Q24 j§ Storesin CES/PRO

operation vs 3Q19 7 relevant clients 2
cities

A Optimized and standardized @ﬁ() Enhanced PRO loyalty Looking for benefits of scale
m store layouts, for a better program, improving with new stores in relevant cities
CX and improved profitability m purchase frequency in this within delivery coverage area to
segment continue strengthening our brana

(1) LTM figures as of September 2024.
(2) Circulo de Especialistas (CES): Loyalty Program focused on PRO clients. CES/PRO ratio shows % clients of PRO segment who are part of CES.
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Key takeaways

Market leaders despite global slowdown
in the construction industry.

) 0 J -

Keep developing the PRO Improve our extended We are prepared to Expand our footprint
value proposition in order to assortment to become an resume growth and in Mexico
increase that segment’s loyalty omnichannel Home increase profitability in

Improvement Superstore our main countries
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