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CAUTION REGARDING
FORWARD-LOOKING
STATEMENTS

This presentation contains forward-looking statements. We have
based all 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. Figures related to future dates, as well as the
words “target,” “goal,” “objective, ”
“‘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.
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believe,” “may,” “will,” “aim,

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.




SMU Leading food retailer with nearly 20 years of strong track record
At a Glance focused on growth

2021
2018 * Launch of soft -
discount format
_ + Capital Increase for Super10 and
2014-2016 US$122 mm online platform
+ First three-year strategic «  Liability management Unimarc.cl
2007 plan, designed and improving financial
« Unimarc is acquired by Saieh family, implemented by new position
beginning the implementation of a buy- Epar:ag_ement teathEO 2
and-build strategy to compete more Ml Elg SV
effectively with leading industry CFO), achieving 2023-2024
incumbents turnaround + 34new store
openings in
2020 Chile & Peru

2017 - SMU entered the
 Initial Public IPSA index
2008-2011 Offering (IPO),

« Strong inorganic growth period, acquiring raising US$200 mm
over 60 regional supermarket chains in » Capital Increase for
multiple formats, achieving scale and US$150 mm
premium locations




SMU Food retail pure player with a leading position in a highly defensive
At a Glance industry in LatAm’s most stable economy

bn
uss3 annual US$ bn
revenue Market cap

+10mm

Deep insight into

customer base Publicly traded since

2017'%9

by
9
©H
? Stores located

@  near over
®
: 867
e m m MAYORISTA %
of Chile’'s UNIMARC. n
: population
Multiple Formats Mayorsa Mjaxs,

of sales
Defensive industry
with focus on food

food retailer in Chile,
with share of
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Investment Highlights SMU ©

Food retail pure player with a leading position in a highly defensive industry in LatAm’s most stable economy

* Multiformat strategy provides broad coverage of all socioeconomic segments and shopping habits

* Broad geographic coverage, with locations in all 16 regions of Chile, supported by an integrated
operating and logistics platform

* Data-driven decision making, based on in-depth knowledge of more than 10 million customers

* Commercial strategy focused on reducing acquisition costs, improving competitive position
and customer experience, levered on SMU'’s scale

* Experienced and stable management team with ample industry expertise; a proven track
record of strategy execution; and action plans for future growth and profitability

* Significant organic growth opportunities, in line with global trends (cash & carry, soft discount)

Solid financial position, with healthy cash generation and an attractive dividend yield



G Defensive

Industry

Revenues by
Business
Segment

Revenues by
Country

Food retail pure player with a leading position in a highly
defensive industry in LatAm’s most stable economy

V.
cencosud
\_/

Il oOthers®

B Supermarket I Home Improvement I Department Stores B Real Estate B Financial Services

Others?

\

- e‘!
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(1)  Others include Shopping Centers and Joint Ventures for Cencosud

(2)  Others include Argentina, Uruguay, Brazil and Mexico



Defensive Defensive industry in Latam’s most stable economy
Industry

GDP per Capita (US$ at PPP 2024) Consumer Price Index (’24 E.O.P % change)®@

Improving market conditions,
@ @ @ 118% 95% prov_idinq SMU_ wit.h quce to
continue growing in Chile

33.574

28.704 » Forecast GDP growth between

1.5% and 2.5% for 2025 and
17.775 8% 2026

1
1
I
5% :  Inflation converging to Chile’s
3% 4% = 20 central bank goal of 3% in 2026
I
1
1
1

l I : I 1% + Food expenditure per capita
— = — e - . - | among the highest in the region
* = 0 - 1_ ) LT w @ ¢

"~ mGDP Per CapitaPPPin $US  OTCAC '19 - General CPl mFoodCPI ~ ~ ~ ~~ » Formal food sales with market
penetration of 64%, still low

Food Expenditure per Capita (US$)® Formal Food Sales (% of Total Food Retail Sales)® COMPENEE| o i1S U
* MPR® has been reduced to

2.500 . 5.0%, from a peak of 11.25% in
85,0% 2023

2.000 . 64.0% 73,1% * Unemployment rate of 8.1%
63,3% 270 compared to OCDE’s rate of

1.500

1.000

I i
_____ O -

4.9%, showing potential for
2018 2019 ] 2020 m2021 m 2022

24.971
22.123 21.437

5% 4% 5% 1 5%

‘ ' but still with room for growth

improvement

* Pension funds reform will
increase available income,
affecting 2.8 mn people, with an
increase in pension between

‘ ' ‘%' ‘ &= © 14% and 35%

29,9% 354%

7

(1) Data retrieved from IMF, WEO ; (2) Consumer price index data retrieved from Bloomberg ; (3) Food Expenditure per capita data retrieved USDA Economic Research Service (ERS) ; (4) Euromonitor, 2023 ; (5) Euromonitor and BCG ; 2021 ; (6) Central Bank of Chile



Formats

Multiformat strategy provides broad coverage of all socioeconomic
segments and shopping habits

SUPERMERCADO Club
MAYORISTA
m n % ﬂ!}gr‘!
Alwvi

UNIMARC

Mayorsa

Maxiahorro & Mayorsa

Soft discount/ cash &
carry (Focus on price
and stock-up)

UNIMARCd

Unimarc Mayorista 10 & Super 10 Alvi

Cash & carry
(Wholesale club:
focus on fill-in)

Traditional Soft discount
supermarket (Focus on (Focus on price

proximity and fill-in) and stock-up)

295

Stores

67%

of revenue

1,200

Average size (m2)

6,700

Average SKUs

68

Stores

17%

of revenue

1,300

Average size (m2)

3,500

Average SKUs

37

Stores

14%

of revenue

1,400

Average size (m2)

3,400

Average SKUs

31

Stores

2%

of revenue

600

Average size (m2)

3,000

Average SKUs

Number of stores as of December 2024.




Geographic

Broad geographic coverage, with locations in all 16 regions of

Coverage Chile, supported by an integrated operating and logistics platform

SMU Distribution Network SMU Stores SMU Market Share @

ANTOFAGASTA To=oo 2 10,0%
3,000 M2 (1] '
7
COQUIMBO 16
27,000 M?
11
T ——————— ~s
27 e S
Rt | "
g : B 36 I # 3 i
LOAGUIRRE |MPORTS ALVI ... SANTIAGO 118 i ;
58,000 M? 25,000 M2 17,200 M2 {oeeeooooo. METRO : Food retailer in Chile :
! 1
21 : :
[ Eaiaiaineiitetetei <0 2
. ' 1
CONCEPCION : - I Overall mar_ket sharein !
15,500 M2 ' [ Chile: 1
s [ [ ] ! 1 1
(|G -mmmmmmemes ' 14 I 1 7 0/ I
1 1
== =[ea : 0 i
W 47 : 1
PTO. MONTT O ===~ WA v 8 \ y
9,900 M? ' 24 N e e e e _7
12
COYHAIQUE O 77 e
e K
2 59,0%
r=s 0
PUNTA ARENAS ; 7 51,6%
10,800 M2 e e oy
(1)  Number of Unimarc, Alvi, Mayorista 10, and Super10 stores as of Dec. 31, 2024.
(2)  Market share figures are calculated as portion of SMU’s sales in total 2024 Chilean supermarket sales by region according to
INE as of Dec. 31, 2024. 9 SMU a



Customers

more than 10 million customers

9.1 million

members with signed
terms & conditions

3.8 million

members with purchases in
last 3 months

”“5 compras, Deaguentpsl o Unlp(]g
por dia y nive umple tus
m d h orras Premiamos tu Misiones de compra LAMU:E Zo;m%%mu
Con el nuevo sistema de eI s R EE
.. ; beneficios
beneficios del Club Unimarc w

Data-driven decision making, based on in-depth knowledge of

100K+

members with
purchases in last 3
months

-
nhnAlEP

000

La mejor mdquina

klap
000

) Activa los nuevos Usa laApp y ahorra
) @ Cupones cob=C

000 00
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e Commercial Commercial strategy focused on reducing acquisition costs, improving
Strategy competitive position and customer experience, levered on SMU'’s scale

Key

2 AHORRO
Drivers

“Grande

Ofertas pensadas para tu negocio

» Promotions and pricing

» Attractive assortment, based
on customer preferences

» Private label growth —
: Mokt d ¢

> Supplier development (shsrie) "

DETERGENTE 1

MATIC EN POLV, , : - = > | S

e | orcar. = | [N =Bl




Corporate
Governance

Years of experience

-

M. Gélvez

Free
Competition

J. Quijano P. Vasquez P. Fouillioux

I
& Marketing

e-Commerce

Real Estate Legal Private Label &
Development & External Affairs New Business

A. Silva L. Astorino J. Fernandez C. Selume C. Gonzalez G. Gacitlia
Operations & People & Strategic
Sustainabilit Planning IT & Digital
J. Séez P. Coronel G. Persson P. Llosa F. Faella I. Pérez-Borroto
CorpGroup
44,8% Others
43,9%

Southern Cross Group
11,3%

PILAR DANOBEITIA E.

CHAIRWOMAN OF THE
BOARD

ABEL BOUCHON S.
DIRECTOR

ENRIQUE GUNDERMANN W.

DIRECTOR

Experienced and stable management team with ample industry expertise

M. FRANCISCA SAIEH G.

VICE CHAIRWOMAN OF THE
BOARD

ALEJANDRO DANUS C.
DIRECTOR

ALEJANDRO ALVAREZ A.
DIRECTOR

FERNANDO DEL SOLAR C.
DIRECTOR

ANDRES OLIVOS B.
DIRECTOR

RAUL SOTOMAYOR V.
DIRECTOR
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SMU
Strategy

Growth + Integration Optimization + Efficiency
2007-2013 2014-2016

Proven track record of strategy execution, with action plans for future
growth and profitability

Growth + Profitability

2017-2019

2020-2022

Deca gRYC

Covarratias Nsfes
nl Sy
== MATTA

Premium Store Locations

National Coverage

@ UNMARG 1) b umko

Lascar

Colén.

Expansion to New Formats

Organic and Inorganic Growth

Commercial Strengthening
Operating Efficiency

Financial Strengthening

CImA

SMU, A LO MAS ALTO

Customer Experience

OO Operating Efficiency

]
ﬁmﬁ Organizational Excellence

W Sustainability

@ Technological Development

9“ Financial Strengthening

.

%
=2

&

Omnichannel Growth

19 new stores + 43 remodels
Launches Soft Discount + Unimarc.cl

Customer Experience

Private label development: 14 specialty
brands; 1,500 SKUs

Advanced analytics to improve
promotions and assortment

Efficiency & Productivity

Product availability (efficient operating
model, new demand planning tool)

Logistics efficiency (voice picking,
TMS)

Committed & Sustainable
Organization
Support small, regional suppliers
Reduce food waste
Manage carbon footprint

Strategic

Plan

23
25

£
(O]

Omnichannel

@
o
@ z
5

Customer
Experience

®)

Efficiency
& Productivity

e

Committed &
Sustainable

Organization

2013
NET INCOME CLP (531) bn

2016
CLP 12 bn

2019
CLP 35 bn

2022 M
CLP 111 bn

(1) Excludes impact of sale of OK Market

13



a Attain profitable and sustainable growth through the consolidation of our
Growth : L :
multiformat strategy, satisfying the needs of our customers and creating shared

Strategy value for all our stakeholders

Omnichannel ® Customer @ Efficiency & @ [ﬂgiﬁsgli
Growth Experience Productivity Organization
Leverage mukltiformat strategy and Satisfy customer needs through Oiptimization and innovation to Continue to drive initiatives that
build on broad geographic loyalty programs and improved improve the customer expenence promote sustainable practices
Strateg |C Coverage product assortment while confrolling operating across our operations, covering
XS es the different pillars of cur
v Mew openings [52), remadals ¥ Loyalty programs: aftractive sustainability model
a n (78), and conversions M10WS10 promations; new benefits and v In-store: new technologies and
[14) parinerships operating models +" Shared value with suppliers and
v Consolidate e-commence v Private label growth, with nesw v Logistics: new technologies; COmmunities
business, improving expenence products and specialty brands expand mebwork to support v Reduce food waste; manage
and efficiency anganic growth and muliformat carbon fooiprint
sirategy ¥ Diversity and inclusion
Customer Private Label " Energy: optimize consumption;
L_w@[ + 300+ new products Ell:p:'ll'!-d ""EE_ of renewables and h
. @ % s et elactric vehicles -
e pecialty _
. m brands Ay ]
Plan 10 15 « Certified recyclable Iso -
packaging for 29% B =r|gJala
Progress 17 5 6 7 of assortment S0001 ranciliariim

FINANCIAL TECHNOLOGY &

CAPACITY DIGITALIZATION

14 SMU ©



Growth Significant organic growth opportunities, in line with global trends
Strategy (cash & carry and soft discount)
- R
trategic Oraanic
Plan grc?wth New openings for all formats
%g plan for » Higher share for soft discount and cash & carry
2023-2025
g J

Share of Selling Space by Format

EEEEEEEEEEEE

MAYORISTA

UNIMARC

17%
71% 2020

Club

Alvi
\ 8%
4%
Mayorsa
m Unimarc Soft Discount ® Cash & Carry m Peru

Share of New Sq. Meters by Format

18% )
9 o
24%

UNIMARC

46%

2023 -

2025
’
12%

m Unimarc Soft Discount ® Cash & Carry ® Peru

15



Growth | New Investment Plan for 2025-2029
Strategy

ENERGY LOGISTICS
SMU & EFFICIENCY EXPANSION
INVESTING IN PROFITABLE AND
SUSTA'NABLE GROWTH Py =g MNew robotic
-(qp)- 50% of energy from ﬁ Distribution Center

renewable sources

by 2027 Exp!ansion‘of -
80 : regltc;nrgl distribution
mome 40 (8 New investment o

plan of

20%

Efficiency
& Productivity

23 US$
s “600
i B Million

store conversions
and remodels

in Chile To 2025 - 2029

600w

20%

Maintenance
Capex

PoBo




Financial

Position attractive dividend yield

Revenue and Gross Margin @
(CLP Bn; %)

2.826 2.862 2.887 2.883
2.472

2.245 2.264

2019 2020 2021 2022 2023 2024 LT™M

Operating Expenses and OPEX Margin &2
(CLP Bn; %)

2019 2020 2021 2022 2023 2024 LTM
MAR'25

Solid financial position, with healthy cash generation and an

EBITDA and EBITDA Margin @.3)
(CLP Bn; %)

2019 2020

Net Income @4
(CLP Bn)

35

2019

30

2020

2021

2021

2022

132

2022

2023

2023

2024

2024

34

LTM
MAR'25

)
(@)
®)
4)

Revenue, operating expenses, and EBITDA exclude OK Market in all periods.

Operating expenses: Sum of distribution and administrative expenses, excluding depreciation and amortization.
EBITDA = Gross profit - administrative expenses - distribution costs + depreciation + amortization

Net income for 2022 includes the non-recurring impact of the sale of OK Market (CLP 20.5 Bn)

17



° Financial

Position

Solid financial position, with healthy cash generation and an
attractive dividend yield

Dividend Yield @ . :
Dividend Policy

> 75% of net income

6,7%
5,7%

» Quarterly payments

3,6%

2023 2024 LTM Mar'25

SMU Share Price vs. IPSA (Base 100)
180
160
140
120
100

80
30/12/2022 30/03/2023 30/06/2023 30/09/2023 31/12/2023 31/03/2024 30/06/2024 30/09/2024 31/12/2024 31/03/2025

e SMU with dividends = |PSA with dividends
(1) Dividend Yield = Dividends paid during last 12 months / share price at period end.
18 SMU @&



Appendix 1:

Financial Position



QO YN Ty

Solid cash position provides flexibility to meet financial obligations, finance capex,
and pay dividends, with recent bond placements further contributing to a comfortable

debt maturity profile for coming periods

Financial
Position

Cash Flow 1Q25

(CLP Bn)
+16 Bn
76 14
| _
155 - (24) — 171
17) (15) T
(19)
Cash Dec. 2024 Operating Cash New Bonds/Bank Debt Amortization Lease Payments Interest Payments CAPEX Cash Mar. 2025
Debt
Debt Maturity Profile as of March 31, 2025
(Bonds and Bank Debt - CLP Bn)
m Bonds
152 u Banks
88 m Maturities Bonds
122 69 Series AR, AQ,
50 50 - - 50 >5 39 39 AS and AW
5 11 5 . 0 [J Bond Series AK,

29,7 — - 11 11 11 - I paid on April 30

\») \) \») © A > o) Q N 4% o) v ) Q

V V V v v v &\ ) > $a) $a) ol ) >

> of> NSe > > > > > > > P > 9 o

20 SMU “



Financial
Position

Net Financial Liabilities/ EBITDA @ (2 3)

4,6x 49X

3|9X 3,4X 3,7X

Net Financial Liabilities/EBITDA

Dec. 2021 mDec. 2022 mDec.2023 mDec.2024 mMar. 2025

2,7X 2,3X 2’4x

Net Financial Debt/EBITDA
Adjusted for Store Rental
Expenses

Net Interest Coverage ¥ ®

3,7x 4,0x

Net Financial Debt / Equity

1,03x 1,03x  1,03x 1,03x

Net Interest Coverage

Dec.'21 mDec.'22 mDec.'23 mDec.'24 mMar. '25 =O= Covenant

1,03x 1,03x 1,03x

o
0,59x  0,59x 0,55X  0,54x

mmm Net Financial Debt / Equity

O
0,53 0,63x 0,61x

Dec.'19 Dec.'20 Dec.'21 Dec.'22 Dec.'23 Dec.'24 Mar. '25

=0==Bond Covenants

Net Interest Coverage Adjusted for
Store Rental Expenses

(0

@)

®)

4)

®)

Operating improvements and capital structure optimization have led to sustained
strengthening of financial position, maintaining full compliance with bond covenants

Net financial liabilities = other current
and non-current financial liabilities -
cash and cash equivalents

Net financial debt = Total current and
non-current financial liabilities minus
total current and non-current
obligations for rights of use minus cash
and cash equivalents

EBITDA adjusted for store rental
expenses = EBITDA including store
rental expenses not included in
administrative expenses under IFRS

Net interest coverage = EBITDA/net
financial expenses

Net interest coverage adjusted for store
rental expenses = EBITDA adjusted for
store rental expenses/(total financial
expenses - financial expenses for
obligations for rights of use - total
financial income)

21



Financial ...and flexibility in the Company’s cash position, further
Position supported by valuable accumulated NOL'’s

Net Operating Losses — Mar. 2025

Other Non-Current Assets
60,0%

CAPEX (CLP Bn)

Deferred Tax Assets 107 120
19,0% - 7

57
46 4 47

32

Current Assets
21,0%

2018 2019 2020 2021 2022 2023 2024 2025E

Highlights:

*  SMU has accumulated Net Operating Losses (NOLSs) backing a deferred tax asset from tax losses
recorded at CLP 474 Bn

* Chilean law allows companies to carry losses forward indefinitely, offsetting future income taxes

* No annual limit on the utilization of tax losses in Chile

* NOLs are adjusted annually for inflation

22 SMU ©



Financial
Position

In 2023, for the third consecutive year, SMU’s local credit rating was upgraded,

reaching category AA-

SMU'’s Credit Rating (ICR)

ICR Chile

AN AFFILIATE OF MOODY'S
INVESTORS SERVICE

A+

AA-

DEec. 2019

DEec. 2020

Dec. 2021

DEec. 2022

DEec. 2023

SMU'’s Credit Rating (Feller-Rate)

Feller s

AA-
A+

Dec. 2019

Dec. 2020 Dec. 2021 Dec. 2022 Dec. 2023

23



Sustainability

and MILA in 2024

S&P Corporate Sustainability Assessment

S&P Global

56

2019 2020 2021 2022 2023

Score as of Nov. 11, 2024
Scale from 0 to 100

2024

S&P Global

SMUS.A.
Food & Staples Retailing

Sustainabilit
Yearbook Member

Corporate Sustainability
Assessment (CSA) 2024

68/100 =t [T Tt—————

MSCI
ESG RATINGS
ccc 8 | B8 |B8R AR | ARA

BBB
BB

2019 2020

We have strengthened our ESG performance and transparency, improving
our ESG scores and qualifying for the Dow Jones Sustainability Index Chile

MSCI ESG Ratings

BBB

2021 2022 2023 2024

Score as of Aug. 20, 2024
Scale from CCC to AAA




Appendix 2:

Detailed Growth Plan
2023-2025



Attain profitable and sustainable growth through the consolidation of our
multiformat strategy, satisfying the needs of our customers and creating
shared value for all of our stakeholders

Strategy
2023-2025

Unimarc Pirque:
Premium Affordable 7

£ - 3 Omnichannel

Strateglc L I J Growth

I I al l Leverage multiformat

2 3 strategy and build on broad

geographic coverage

v" New openings (58),

remodels (78), and ErLL e ‘-?" ___________________________________________________ .
conversions M10/S10 (14) [ AR AN
- B
v' Consolidate e-commerce

o g o UNIMARC
business, improving

experience and efficiency

o T
N

Plan 25 8 10 15
Progress 17 ) 6 7

---------------------------------------------------

Superl0 Limache

26 SMU ©



Strategy
2023-2025

Strategic

Plan

23
25

Attain profitable and sustainable growth through the consolidation of our
multiformat strategy, satisfying the needs of our customers and creating
shared value for all of our stakeholders

Customer
Experience

Satisfy customer needs
through loyalty programs
and improved product
assortment

v' Loyalty programs:
attractive promotions;
new benefits and
partnerships

v' Private label growth, with
new products and
specialty brands

(\ﬁu%/ A l Club

MAYORIS TA

Customer Loyalty

v'Deep customer insight

v'Innovative promotions & immediate
benefits

v"New membership levels

Private Label

v' 300+ new products

v 20+ specialty brands

v’ Certified recyclable
packaging for 29% of
assortment

(b NIVE zﬂg

-Presenta-

v:
Socio C&aﬂ Socio Ora Socio 'Dmma.nfz

e tunivel en UNIMARC: , App (@)

\—> MM compras, WIM ahorras

27



Strategy
2023-2025

Strategic

Plan

23
25

Attain profitable and sustainable growth through the consolidation of our
multiformat strategy, satisfying the needs of our customers and creating
shared value for all our stakeholders

Efficiency &
Productivity

®)

Optimization and innovation
to improve the customer
experience while controlling
operating expenses

v’ In-store: new technologies
and operating models

v’ Logistics: new technologies;

expand network to support
organic growth and
multiformat strategy

v' Energy: optimize
consumption; expand use of
renewables and electric
vehicles

In-Store Efficiency

v New efficient operating model
(220+ stores)

v’ Self-service modules (190+ stores)
v Roll-out of digital treasury system

Logistics Efficiency

v Expansion of voice picking

v Expansion of automated demand
planning tool

v Roll-out of new warehouse
management system

Energy Efficiency

v Implementation of energy Iso

management system,
certified under 1ISO 50001

v Increasing use of renewable
energy sources from 15% to
50% of consumption in Chile
by 2027

50001

28



Attain profitable and sustainable growth through the consolidation of our
multiformat strategy, satisfying the needs of our customers and creating
shared value for all our stakeholders

Strategy
2023-2025

Shared Value Environment
@ Committed &
I Sustainable
Strateglc Organization \/40.0+ small, Q v'9.2% increase in tons
regional suppliers of food waste avoided in
Continue to drive initiatives have benefited from QURND0 NADASE prggy 2023 vs. 2022, through
that promote sustainable 100% Nuestro Todos Pronto Consumo and

practices across our
operations, covering the
different pillars of our

anan )
: program, g\__, donation programs
which supports development through
training, visibility, and other initiatives

23

sustainability model \/Carbon footp”nt P
HuellaChile
v’ Shared value with suppliers Di rsitv & Inclusion Mea'l]:s'urimen:c andb gﬁgﬁg}:ﬂﬂgﬁﬂ
and communities Iversl y u certification of carbon

footprint since 2018

v Reduce food waste: \/Gende_r equity management system:
manage carbon footprint Expanding coverage of certification PP

m SELLO

v Alliances with organizations that promote (@ @ iquala
diversity and inclusion, such as Teletén, conciliacion
FUﬂd&CIén La.S Rosas’ FUﬂd&CIén VIDA LABORAL, FAMILIAR Y PERSONAL
Descubreme, and others

v" Diversity and inclusion

29 SMU ©
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