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CAUTION REGARDING
FORWARD-LOOKING
STATEMENTS

THIS PRESENTATION MAY CONTAIN FORWARD-LOOKING STATEMENTS. WE HAVE BASED ANY SUCH
FORWARD-LOOKING STATEMENTS LARGELY ON OUR CURRENT BELIEFS, EXPECTATIONS AND
PROJECTIONS ABOUT FUTURE EVENTS AND FINANCIAL TRENDS AFFECTING OUR BUSINESS. ALTHOUGH
MANAGEMENT CONSIDERS THESE PROJECTIONS TO BE REASONABLE BASED ON INFORMATION
CURRENTLY AVAILABLE TO IT, MANY IMPORTANT FACTORS COULD CAUSE OUR ACTUAL RESULTS TO
DIFFER SUBSTANTIALLY FROM THOSE ANTICIPATED IN OUR FORWARD-LOOKING STATEMENTS. THE
WORDS “BELIEVE,” “MAY,” “WILL,” “AIM,” “ESTIMATE,” “CONTINUE,” “ANTICIPATE,” “INTEND,” “EXPECT,”
“FORECAST” AND SIMILAR WORDS ARE INTENDED TO IDENTIFY FORWARD-LOOKING STATEMENTS.
FORWARD-LOOKING STATEMENTS INCLUDE INFORMATION CONCERNING OUR POSSIBLE OR ASSUMED
FUTURE RESULTS OF OPERATIONS, BUSINESS STRATEGIES, FINANCING PLANS, COMPETITIVE POSITION,
INDUSTRY ENVIRONMENT, POTENTIAL GROWTH OPPORTUNITIES AND THE EFFECTS OF FUTURE
REGULATION AND COMPETITION. BY THEIR VERY NATURE, FORWARD-LOOKING STATEMENTS INVOLVE
INHERENT RISKS AND UNCERTAINTIES, BOTH GENERAL AND SPECIFIC, AND RISKS THAT PREDICTIONS,
FORECASTS, PROJECTIONS AND OTHER FORWARD-LOOKING STATEMENTS WILL NOT BE ACHIEVED. IN
LIGHT OF THE RISKS AND UNCERTAINTIES DESCRIBED ABOVE, THE FORWARD-LOOKING EVENTS AND
CIRCUMSTANCES DISCUSSED IN THIS PRESENTATION MIGHT NOT OCCUR AND ARE NOT GUARANTEES OF
FUTURE PERFORMANCE. THEREFORE, WE CAUTION READERS NOT TO PLACE UNDUE RELIANCE ON
THESE STATEMENTS. FORWARD-LOOKING STATEMENTS SPEAK ONLY AS OF THE DATE THEY WERE MADE,
AND WE UNDERTAKE NO OBLIGATION TO UPDATE OR REVISE ANY FORWARD-LOOKING STATEMENTS
INCLUDED IN THIS PRESENTATION BECAUSE OF NEW INFORMATION, FUTURE EVENTS OR OTHER
FACTORS.
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1. SMU Today
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SMU
Today

m MARKET

UNIMARC

SUPERMERCADO

Clab MAYORISTA

Alvi -D
MAYORISTA

G Telemercados.cl’

Tu Suparmercado en Linea

Leader in food retail in Multiple 10.4 Million
Chile Formats Customers @

#1 by number of stores (510)
#3 by market share (20.4%) @
Annual revenue USD 3.2 Bn ©

(@)
(@)
(©)
4
(®)

Considering SMU'’s stores in Chile as of September 30, 2019 and publicly available information about number of competitors’ reported stores.

-,

Focus on Food National Coverage

98% of revenue ©® Stores in all 16 regions of
Chile

Operations in Peru
(24 tiendas)

Revenue for SMU’s Food Retail in Chile segment divided by total Chilean supermarket sector revenue, according to Chile’s National Institute of Statistics (“INE”), for the year 2018.

Twelve months ended September 30, 2019. Includes Peruvian operations (MaxiAhorro and Mayorsa). lllustrative FX CLP 728.21/USD as of September 30, 2019.
As of September 30, 2019.
Considering revenue from Chilean food retail stores for the year 2018.
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CImA

SMU, A LO MAS ALTO

Operating Efficiency
Organizational Excellence

Sustainability

Technological Development

Financial Strengthening



Unimarc \
Upgrades CImA

SMU, A LO MAS ALTO

Unimarc
Store
Upgrades
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Unimarc
Upgrades




Unimarc
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Unimarc
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Unimarc
Upgrades

CARNICERIA




Alvi
Upgrades

A\\Y]

Store
Upgrades
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Before




Alvi \
Upgrades IMA

After




Alvi \
Upgrades CIMA

Before




Alvi \
Upgrades CIMA

)

gay

2 R‘.‘ iTumejor socip!

I




Alvi |
Upgrades C|MA

Before

= -

-
=== = Inscripey, T
7 enelciyp o Inscribete -~
< im - B €nelCLUB BB Inscribete = <
et ' enelCiup WY

—— == Inscribese T
en el CLUS

sssss




Alvi |
Upgrades CIMA

R

L | -
AT

'

%'? Z'f*c '2 ook




New
Openings CIMA
2017 - 2019 SMU, A LO MAS ALTO

UNIMARC OK MARKET

4 STORES 12 STORES
3,500 M2 900 M2



Insight Programs

Customer | Loyalty

Alvi

MAYORISTA

iTu mejor socio!



Customer \
Insight CIMA

NPS SMU

NPS
(Net Promoter

Score): |7 — _|

I\/Ieasuring 0% 62%

customer
experience

2017 2019 (SEPT)




Customer Personalized
Insight Discounts

@unnw® \ZAD
SONAL
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Canjea
a ClubAhorro.cl en cualquier Unimarc



nsight New App for
Insight Club Ahorro

‘ App Store

ZONA GRAT\S »
Descuentos enloque  \AJj m R

@ TU siempre compras

ESCANEA
[®] 5P =]
Lt

DESCARGA GRATIS LA APLICACION



Optimization and
Expansion of
Logistics Network

Centralization @

46,6% 474%

45,1%
| I I

2016 2017 2018 9M2019

10,800 M2

camA

Network in Network in
2016 2019
ANTOFAGASTA
I 2
=== 3000M | NEW DC
' COQUIMBO
+ 3,000 M2DRY
COQUIMBO + 4,000 M2
21,900 M2 [Eo55]q - - _ _ -
° NEW DC IMPORTED
PRODUCTS
—  LO AGUIRRE + 20,000 M?
[l 70,200 M2 = 5
—— O - -------- O- NEW DC ALVI
(L) 'MPORTS (TEMP) + 14,700 M2 DRY
5,000 M2 + 2,500 M2

[==l=]=]

o 4 | CONCEPCION
je-------- = A -

, + 1 3,500 M2
CONCEPCION e ’
8,500 M? [z R - G
! i) i
1 1
R h g PUERTO MONTT
i .72 N + 41 1,800 M2
PTO. MONTT .

5,400 M2 9

(1)  Percentage of revenue from products distributed by the Company (at any stage) over total revenues from food retail operations in Chile



Automatization and
Standardization
of Processes

Self
Check-out

Unimarc stores

Implemented at 12
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Automatization and
Standardization CIMA C}O
of Processes

‘ 1 J = | . | i;
;I\f‘ | PAN‘ Self-Service |
e “CIEN HORNEAD ~ B 4
RECIEN HURNEADO Scales '8 ot i

autoservicio_

Implemented at over 200
Unimarc and Mayorista 10
locations



Automatization and
Standardization
of Processes

CImA

SMU, A LO MAS ALTO

Product
Availability:

» Restocking model
» Planograms
+ Stock-out alarm




CERCA

Culture CImA i

elued.199
pepijibe

seamos cercanos,
trabajemos con excelencia,
actuemos con respeto y
honestidad, colaboremos
hacia adentro y compitamos
hacia afuera, movamonos
con




Sustainability
Policy

Sustainability
Policy

Sustainability Policy for SMU
S.A. and Subsidiaries defined
in 2019

This document defines and
formalizes the Company’s
vision regarding sustainability
and its connection to the
business

CImA

SMU, A LO MAS ALTO

‘e

sMU ©

POLITICA DE SOSTENIBILIDAD CORPORATIVA
SMU S.A. Y FILIALES

1. ANTECEDENTES)|

En SMU 5.A. v filiales gestionamos |a sostenibilidad sobre la base de un modelo amplio que cruza las
distintas dreas y que ademds busca crear valor compartido en las comunidades en las gue
participamaos, relevando el rol social, que a nuestro entender cumple el supermercado en cada
rincdn donde estamaos presentes.

La Politica de Sostenibilidad de SMU S.A. y Filiales, se inspira en los 10 principios rectores del Pacto
Global de Naciones Unidas, y busca contribuir a través de su aplicacidn, al cumplimiento de los
Objetivos de Desarrollo Sostenible, con miras a contar con un mundo mas prospero el afio 2030.

Il. PRINCIPIOS RECTORES DEL PACTO GLOBAL DE NACIONES UMIDAS

* Derechos humanos:
1. Apovyar y respetar la proteccion de los derechos humanos fundamentales reconocidos
universalmente, dentro de su ambite de influencia.
2. Asegurarse de que sus empresas no sen complices de la vulneracién de los derechos
humanos.
+  Estandares laborales:
3. Apoyar la libertad de asociacion y el reconocimiento efectivo del derecho a la
negociacion colectiva
4. Apoyar la eliminacién de toda forma de trabajo forzoso o realizado bajo coaccion.
5. Apoyar la erradicacidn del trabajo infantil.
6. Apoyar la abolicion de las practicas de discriminacién en el empleo y ccupacidn.

*  Medio ambiente
7. Mantener un enfogue preventive gue favorezca el medio ambiente.
8. Fomentar las iniciativas gue promuevan una mayor responsabilidad ambiental.
9. Favorecer el desarrollo v la difusion de las tecnologias respetucsas con el medio
ambiente.

*  Anticorrupcion

10. Trabajar en contra de la corrupcién en todas sus formas, incluidas la extorsion y el
soborne.

LRHIE T

SMU ©

IIL. EJES DE GESTION DE LA SOSTENIBILIDAD

La compafiia ha definido 8 ejes de gestion de la sostenibilidad, los que se cruzan con el plan
estratégico de la Compafiia.

1

3.

Gobernanza: en SMU 5.A. vy filiales contamos con el liderazge de un sdlide gobierno
corporativo que guia las acciones de quienes forman parte de la Compafia

Fomentar una cultura de la integridad y la gestion ética: en SMU S.A y filiales nos
COMpPrometemos @ generar una cultura ética v de cumplimiento dentro de |la empresa,
fomentando que cada una de |as personas que integra la organizacion viva en su actividad
diaria los valores de la compafiia, y exigiendo el cumplimiento de la regulacion y normas
existentes en toda accion realizada.

Somos una empresa de personas: en SMU S.A. v filiales buscamos aportar a una sociedad
mas inclusiva. Por ello, promovemos un ambiente laboral diverso e inclusive que sea reflejo
de la sociedad actual, y en el gue todeos los colaboradores puedan desarrollarse profesional
¥ personalmente sin discriminaciones de ningudn tipo.

El cliente al centro: somos |a cadena de supermercados con mayor presencia en regiones.
Este atributo nos exige establecer una relacion cercana con cada uno de los clientes y
procurar brindarles una atencién de excelencia que haga més grata su experiencia de
compra respetando las particularidades de cada zona del pais.

Abastecimiento responsable: buscamos ser socios estratégicos de nuestros proveedores
con relaciones de largo plazo, considerando |a incorporacion y puesta en valor de productos
locales de la mano de pequefias y medianas empresas.

Compromiso con la sociedad: estamos conscientes del rol social gue tenemos coma
supermercado en cada una de las 16 regiones en las que nos encontrames, y desde ahi
buscamos estrechar lazos con la comunidad contribuyendo al desarrollo local a través de
ativas de valor compartido.

Mos preocupamos por el medio ambiente: en SMU 5.4 v filiales buscamos identificar y
avanzar en la mitigacion de los impactos que tenemos sobre el medio ambiente.

Desempeiio Financiero: tenemos una vision de largo plazo en la gue los resultadeos
financieros son parte esencial, por lo que aplicamos estrategias de crecimiento y
rentabilidad, asf come politicas de gestion de riesgo financiero y reinversian.



Sustainability
Model

Financial
performance

Promote a culture of

We care about the integrity and ethical

environment management
Sustainability
Commitment Model We are a company of
to society people
Responsible

sourcing Customer centric

CInA ‘g

Corporate
Sustainability
Model

Based on the Sustainability
Policy, SMU defined 8 core
sustainability principles, which
are aligned with the Company’s
strategic plan




Sustainability
Reports

Accountability
and Reporting

Definition of indicators that enable
SMU to identify progress and gaps
in sustainability management

Third sustainability report prepared
under Global Reporting Initiative
(GRI) guidelines, providing greater
transparency in ESG information

KEPORTE DE K3

SOSTENIBILIDAD Pl

2016

x
REPORTE DE

@ SOSTENIBILIDAL
¥ |

CImA

SMU, A LO MAS ALTO
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Technological
Development

—— | Supporting the
=~ . Business

Renewing technology
Information security
Digitalization of Processes
Data Warehouse




Financial
Strengthening

Total capital increases of
US$472 million

Refinancing of liabilities:
CLP 293 billion

Credit rating upgrades:
BB- (Feller Rate) and BB
(ICR) in Dec. 2016

to current A- (Feller Rate
and ICR).

1) EBITDA = Gross profit — administrative expenses — distribution costs + depreciation + amortization.

2) Pro forma excludes the effects of IFRS 16 in 2019 to maintain comparability with previous periods.

CImA

SMU, A LO MAS ALTO

Net Debt / EBITDA M@

6,6Xx
g0 3,8x 3,0x
Dec. 2016 DEec. 2017 DEec. 2018 SEPT. 2019
(IAS 17) (IAS 17) (IAS 17) PrRO FORMA
(IAS 17)

Interest Expense (CLP Bn) @

72 66 c6
l ._._i

DEec. 2016 DEec. 2017 DEec. 2018 SEPT. 2019
(IAS 17) (IAS 17) (IAS 17) PrO FORMA
(IAS 17)

"

($)



Debt Maturity
Profile CImA

Optim|zati0n SMU, A LO MAS ALTO
|

Maturity Profile as of 12.31.2016 (Bank debt, bonds, and related-party debt - CLP Bn)
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Profitable
Growth CImA

SMU, A LO MAS ALTO

CAGR EBITDA EBITDA (CLP Bn) and EBITDA Margin (%)
2017-LTM Sept 2019:

+6.2%

157

EBITDA Margin 152
2017-LTM Sept 2019:
+90 bps

2016 2017 2018 LTM SEPT'19
(IAS 17) (IAS 17) (IAS 17) PRO FORMA
(IAS 17)

1) EBITDA = Gross profit — administrative expenses — distribution costs + depreciation + amortization. Pro forma excludes the effects of IFRS 16 in 2019 to maintain comparability with previous periods
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Food Retall
Industry

in Chile
]

Chilean Supermarket Industry —2018 @ Supermarket Industry vs. Food Inflation @

Others 8,4%
7,4%

Tottus
Walmart
40,0%

SMU
20,4%

Cencosud
25,3% 2015 2016 2017 2018

=0=Supermarket Industry Growth

=0O==Food Inflation Growth

1) Market shares are calculated as each company’s revenue (using publicly available information or Euromonitor estimates) / total supermarket revenue according to Chilean National Statistics Institute (“INE”).
2) Source: INE



Supermarkets in
Chile vs. Other

Countries
|

Supermarket Penetration vs. Income Per Capita

Supermarket Selling Space (M?)/ 1,000 People

100%
Io . ° P Germany _ 4427

90% ®
g ..‘. °® o 00.. . ¢ USA 7]430,8
> 0 o o o ® L
x 80% o . b Switzerland 430,5
S 70% o’ R
e & F . France 408,9
G
2 60% | °® ) LI °® Spain
= @ :o‘ °
2 50% e Sweden
— PY [ ) : ® o
@ Italy
K 40% , )
X
4 UK
<§E 30% 4 o
o g % Chile
W 200 | % e @ .
= K Mexico [Fizizmz]133,5

]
10% D.‘. Argentina [FZ774 102,8
0% = Colombia 7] 72,0
- 10.000 20.000 30.000 40.000 50.000 60.000

INCOME PER CAPITA (US$)

Source: Euromonitor 2018

Brazil [ 32,7

B Americas ® Europe



% Women in Workforce @

48,59 48:8%

Customer

Trends
48,4% 48,29 45 09

| ,

The growing value of 45,35

time:

More women in the

workforce 2010 2011 2012 2013 2014 2015 2016 2017 2018

Increase in commute
times

Commute Times — Greater Santiago Metro Area
(Average Minutes) @

50,0
O
33,0
26,7 o
O
2001 2012 2017

Fuente:
1) INE, National Employment Survey, 2010 — 2018.
) Ministry of Housing, Urban Development Indicators and Standards (MINVU-Consejo Nacional de Desarrollo Urbano CEP)



Average Income per Household (Thous. CLP/Month) @

Customer
CAGR
Trends oo
I
1.114 1.127
934 098 1.022
Growing incomes
Smaller families
2014 2015 2016 2017 2018

Number of People per Household vs. Number of Households @

4,4
> 4,0

O
I!!I IIIII
1982 1992

mmm N UMBER OF HOUSEHOLDS (MILLIONS)

3,6 5,7

4,1

3,1

2002 2017

Source: O=NUMBER OF PEOPLE PER HOUSEHOLD

1) INE 2018 — Supplementary Income Survey.
) INE, Census 1982-1992-2002-2017.



Customer
Trends

Change in shopping Shopping Missions — Supermarkets in Chile (®
habits: increase in
fill-in purchases

Fill-in
9.1 PP

Less than 10 product I - |
categories per

purchase % % %

54 9% 51 6% 51 3%
Greater frequency of / // //
purchases

7

LTM MAY'14 LTM MAY'15 LTM MAY'16 LTM MAY'17 LTM MAY'18

EFILL-IN % STOCK-UP

(1)  Source: Kantar 2018



Trends in
e-Commerce

()

In 2017, online sales
account for 1.6% of
supermarket sales

Last milers drive
changes in shopping
habits

Source: SMU analysis using Euromonitor data. e-Grocery sales / supermarket sales

Share of e-Grocery Sales out of Total Supermarket Sales in Chile @

1,6%

0,9% 1,0% 1,1% 1,1% 1,1% 1,2%
2011 2012 2013 2014 2015 2016 2017

New Players Join the Market:

—

PedidosYa

i

Cornershop



Our
Vision

To be the food retailer that best
understands our customers and

meets their needs




Strategic Plan
2020 - 2022

7 @& £5 &

Organic Efficiency and Organizational Sustainability
Growth Productivity Excellence

FINANCIAL TECHNOLOGY AND LOGISTICS

CAPACITY DIGITALIZATION DEVELOPMENT




Strategic Plan
2020 - 2022

Key
IIEINYES




New Openings B
and Upgrades E G:gsvrl.ﬁ
2020 - 2022

mlmnn..l,illl ‘

=
i -

ALV OK MARKET

30 NEW OPENINGS

UNIMARC

15 NEW OPENINGS
90 UPGRADES

6 NEW OPENINGS
20 UPGRADES



e-Commerce f‘f Organic
Initiatives ‘ Growth

! Consolidating
prem—c— Position as a
i Pure Player

Operations based out of
customer fulfillment centers

Partnerships with last milers



SMU .
‘ Organic
Peru N Growth

L Food Retail, Chile vs. Peru @
Supermarket penetration in Peru

is much lower than in Chile

SMU’s operations in Peru are
cash & carry stores T
Between 2016 and LTM Sepit.
2019, SMU Peru’s revenue have
had a CAGR of 9%

B CONVENIENCE

B RESTAURANTES

B TRADITIONAL TRADE

B SUPERMARKETS

CHILE PERU

1) Fuente: Euromonitor



SMU
Peru
2020-2022

Opportunity for
organic
growth

Pilot program including 5
new store openings
and 2 store upgrades

7

Organic
Growth




Customer
Insight

pescuentos en 104

TU siempre compras :
% N
wa . GRATIS =

Wi m enUnimare L=

Growing and
leveraging
CRM

Consolidating and optimizing
personalized promotional activity




Product (Y Efficiency and
Availability @

Productivity

OPTIMIZATION OF DISTRIBUTION NETWORK IN-STORE TOOLS AND PROCESSES:
INCREASE CENTRALIZATION TO 65% IMPLEMENT PLANOGRAMS IN 100% OF STORES

AUTOMATED REPLENISHMENT FOR 100% OF
FRESH PRODUCTS



Organizational

CERCA 6‘2‘6
Culture 5955 Excellence
|

NUESTROS & -
ESTANDARES DE SALA = Consolidation

of CERCA
Culture

Development of leaders
who represent CERCA
values at all levels of
the organization




(S:LZ?tei)rcllg 6%9 Sustainability

Value
|

Creating
Shared Value

Further develop 100%
Nuestro program to
support small- and
medium-sized suppliers,
focusing on fresh products

Community relations and
design and implementation
of Good Neighbor Policy




Caring for the 6%79 Sustainability

Environment

#NadaSobra

Environment | ¥ s

y

NV

\
|

LRI

o E |

New program to reduce . ; o
food waste B N ﬁ

Design and implementation
of an environmental
management policy

e bl
s ¢




Strategic Plan
2020 - 2022

CAPEX




Investment
Plan

Total estimated
capex for the 2020-
2022 period should
be close to CLP 200
billion

CAPEX
(CLP Bn)

[60-70] [60-70] [60-70]

[50-60]
46
28

21
2016 2017 2018 ©2019E 2020E 2021E 2022E



AGENDA

3. 3Q19 Earnings




3Q19 Earnings
Revenue

Revenue growth:
+0.6% 9M19
+0.8% 3Q19

Driven by cash &
carry and OK Market

Gross margin growth:
+90 bps 9M19
+100 bps 3Q19

Revenue — First Nine Months (CLP Bn) @

1.627 1.663 1.699 1.709

9M16 9M17 9M18 9M19

mm REVENUE O=GR0OSS MARGIN

Revenue — Third Quarter (CLP Bn) @

564 569 577 582

3Q16 3017 3Q18 3Q19

BN REVENUE O=GR0OSS MARGIN

1) Revenue for 9M16 and 3Q16 excludes revenue from Construmart, the subsidiary that was sold in April 2018 and is presented as available for sale in 2017, 2018 and 2019.



3Q19 Earnings Highlights 9M19:
Revenue by »  Peru +15.6% (CLP) / +7.5% (PEN)

*  OK Market +6.0%
Format « Cash & carry +2.7%

9M19 vs 9M18 Revenue by Format
(CLP Bn)

2,2 '

1.699 - (2.9)

9M18 UNIMARC CASH & CARRY CONVENIENCE TELEMERCADOS PERU 9M19



@)
@

3Q19 Earnings
SSS and Sales/M?

Same-Store Sales:

Trends by format in
line with revenue
performance

Sales/MZ:

Continuing upward
trend

M? affected in part by
space optimizations
and store remodels

Same-Store Sales and Sales/M2 — First Nine Months (W@

312 328

203 301

mmm SALES/M2 (CLP TH)

5,6% 0=SSS (%)

9M16 o9M17 9M18 o9M19

SSS 9M19: Unimarc -0.3%; Cash & Carry +2.7%; OK Market +5.4%; Peru +8.0%

Same-Store Sales and Sales/M? — Third Quarter

336

304 310 318

mmm SALES/M2 (CLP TH)
0=SSS (%)

3Q16 3Q17 3Q18 3Q19

SSS 3Q19: Unimarc -0.1%; Cash & Carry +3.0%; OK Market +5.5%; Peru +0.8%

Same-store sales reflects the percentage change in sales of our stores operating throughout the same months of both financial periods being compared, for the Food Retail segment. In order to be included in the calculation, a store must have been
operating for at least 13 consecutive months, beginning on the date on which the store was opened or re-opened.

Sales per square meter is calculated as sales for the period divided by the square meters of selling space at the end of each month during the period, for the Food Retail segment.



3Q19 Earnings Operating Expenses — First Nine Months (CLP Bn) @

Operating o
. 0
Expenses® [ ]
I — 354 369 375 388 360
Operating Expenses vz
(Ex IFRS 16):
IM16 IM17 IM18 9M19 9M19
Most significant impact is (IAS 17) (IAS 17) (IAS 17) Pro FORMA  (IFRS 16)
increase in personnel s 1),
expenses (+6.3% 9M19 / mmm OPEX =O=OPEX/REVENUE
+6.1% 3Q19)
Salary increases 9M19: Operating Expenses — Third Quarter (CLP Bn) @
 Inflation adjustment: +2.8%
« Minimum wage (average): l_ +3.5% _l
+7.5%
120 123 125 129 120

|

IFRS 16 Impact:
Lease expenses (9M19) are

lower by CLP 28 billion vs 3016 3017 3018 3019 3019
IAS 17 (IAS 17) (IAS 17) (IAS 17) PRO FORMA  (IFRS 16)
(IAS 17)

mmm OPEX O==0OPEX/REVENUE

(1)  Sum of distribution and administrative expenses, excluding depreciation and amortization.
(2)  Operating expenses for 9M16 and 3Q16 exclude Construmart, the subsidiary that was sold in April 2018 and is presented as available for sale in 2017, 2018 and 2019.



3Q19 Earnings
Operating
Indicators

Improvidng
efficiency and
productivity,
both in the
supply chain
and in stores

Centralization @
(Chile)

46,6% 47,0% 47,4%

45,1%

42,5%

2016 2017 2018 9M18 o9M19

Sales / Full-Time Equivalent
(Chile - CLP Million / Month)

8,1
7,2

9M16 o9M17 9M18 9M19

(1)  Percentage of revenues from products distributed by the Company (at any stage) over total revenues from food retail operations in Chile



3Q19 Earnings
EBITDA @

EBITDA
(Ex IFRS16):

EBITDA margin
increased 30 bps in
9M19 and 50 bps in
3Q19

IFRS 16 Impact:

EBITDA improves
CLP 28 billion vs
IAS 17 (9M19) due
to lower lease
expenses

(1)  EBITDA = Gross profit — administrative expenses — distribution costs + depreciation + amortization.

EBITDA — First Nine Months (CLP Bn) @

l_ +4.2%

o e 109
5,7% 6,0% 6,4%
° ® U

142

o

oM16 oM17 oM18 oM19 oM19
(IAS 17) (IAS 17) (IAS 17) PRO FORMA  (IFRS 16)
(IAS 17)
mmm EBITDA O=EBITDA MARGIN
EBITDA - Third Quarter (CLP Bn) @
l_ +7.6%
52
-
3Q16 3Q17 3Q18 3Q19 3019
(IAS 17) (IAS 17) (IAS 17) PROFORMA  (IFRS 16)
(IAS 17)
mmm EBITDA O=EBITDA MARGIN

(2)  EBITDA for 9M16 and 3Q16 excludes EBITDA from Construmart, the subsidiary that was sold in April 2018 and is presented as available for sale in 2017, 2018 and 2019.



3Q19 Earnings
Non-operating
Results

9M19 vs 9M18 Non-operating Loss

(CLP Bn)
3,1
m — B
(10,6) I —
(3,9) (1,8) I 49,2
(4,4) o)
9M18 IFRS 16 EXTRAORD. RECURR. INFLATION ORG. OTHER 9M19
EFFECT FINCL FINCL ASSETS/  RESTRUCT.
EXPENSES EXPENSES  LIABILITIES



3Q19 Earnings
Net Income

Net Income
(Ex IFRS 16):

Increase driven by
operating and non-
operating
improvements

IFRS 16 Impact:

Net income is CLP 1.9
billion lower (9M19)
due to lower lease
expenses, higher
depreciation expenses,
higher financial
expenses, and lower
losses on inflation of
assets/liabilities

Net Income — First Nine Months (CLP Bn)

l' +17.2% _|
26,0
222 24,1
10,8
9M16 omM17 9M18 9M19 9M19
(IAS 17) (IAS 17) (IAS 17) PRO FORMA (IFRS 16)
(IAS 17)
Net Income — Third Quarter (CLP Bn)
l' +49.1% '|
11,0 10,3
7,4
3,7
0,5
3016 3017 3018 3019 3019
(IAS 17) (IAS 17) (IAS 17) PRO FORMA (IFRS 16)

(IAS 17)



Net Debt / EBITDA

3Q19 Earnings

Financial Debt 6,6x

4.8x 3.8x 3.9x 4,6x

DEC. 2016 DEC.2017 DEC.2018 SEPT. 2019 SEPT. 2019
(IAS17)  (IAS17)  (IAS17) PRroFORMA (IFRS 16)
(IAS 17)

Debt Maturity Profile as of September 30, 2019
(Bonds and Bank Debt - CLP Bn)

®| OCAL BONDS BANK DEBT 43/



3Q19 Earnings
Subsequent
Events

SMU Operations Status as of Nov. 25, 2019

Operations in Chile affected by social unrest

beginning on October 18: OPEN CLOSED TOTAL
» 166 stores affected by looting and other
damage, including some with significant fire- m 271 21 292
related damage e
« As of November 25, stores accounting for
90% of sales are operating p—
« Plan to reopen stores accounting for 98% of 'n o4 12 66
sales in the coming weeks
« The 13 stores with significant fire-related =
damage require more time to reopen 21 12 33
* Insurance: loss of merchandise, physical
damage to assets and facilities, business
interruption, and other related damages OK 114 7 121

caused by acts of vandalism ~ —weE

TOTAL 460 52 512



THANK YOU




