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Disclaimer

As afirmacdes contidas neste documento relacionadas a perspectivas sobre os negdcios, projecdes sobre resultados
operacionais e financeiros e aquelas relacionadas a perspectivas de crescimento da Lojas Renner S.A. s6o meramente
projecdes e, como tais, sGo baseadas exclusivamente nas expectativas da Diretoria sobre o futuro dos negdcios. Essas
expectativas dependem, substancialmente, das condigées de mercado, do desempenho da economia brasileira, do setor e

dos mercados internacionais e, portanto, sujeitas @ mudang¢a sem aviso prévio.

Todas as variagcdes aqui apresentadas s@o calculadas com base nos nimeros em milhares de reais, assim como 0s

arredondamentos.



P Destaques

Renner S.A. tem apresentado crescimento consistente e com rentabilidade nos dltimos 10 anos pré COVID
- Empresa de moda com melhor desempenho no Brasil (Receita: CAGR 13,6%, EBITDA: CAGR 19%)

- Top of Mind em moda online por 18 meses consecutivos e lider em visitas entre players nacionais

- Penetracdo das vendas digitais: de ~3% pré pandemia para ~14% no 1522

Mercado Brasileiro de Moda* e Lifestyle ainda fragmentado e com alto potencial de crescimento
- ~9% do market share' em um mercado altamente fragmentado

« Estamos saindo mais fortes da pandemia: mais dgeis, mais digitais, com mais uso de dados e orientados
para o cliente

- Esperamos continuar a crescer de forma competitiva liderando a consolidagdo de mercado e seguindo
NOssos objetivos estratégicos:
- Referéncia em Moda e Lifestyle
- Referéncia na excelente experiéncia de compra do consumidor (experiéncia Omnichannel)
- Referéncia em Moda Sustentavel

« Continuar a criar valor através de crescimento consistente por meio do encantamento de nossos
consumidores com equipe altamente engajada

“Encantar a todos & nossa Realizagdo”

O proposito da empresa que nos trouxe até aqui continuard a suportar a criagdo de valor futuro

»  *Vestudrio, acessérios, casa e decoragdo, sapatos e beleza.
. Fonte: Euromonitor, dez/21; exclui ~30% de mercado informall. 3



JP Viséo geral-Principais nimeros
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6 NEGOCIOS RECONHECIDOS
Renner, Camicado, Youcom, Ashuaq, Realize and Repassa

658 LOJAS
414 Renner (sendo 9 Uruguai, 4 Argentina)/ 10 Ashua [ 122
Camicado / 112 Youcom

4 CENTROS DE DISTRIBUIQI\O
SP, SC e RJ automatizados

25,5 mil colaboradores em 2021
(vs 24,2 mil em 2019)

+20 MARCAS PROPRIAS
(Renner, Camicado, Youcom, Ashua)

EUR 2,3 bi (vs 2,0 biem 2019)
GMV' total em 2021

13,1% em 2021 (vs 4,3% em 2019)
penetragdo online

+18,9 MM (vs 13,5 MM em 2019)
active customers in the ecosystem

5,8 MM (vs 4,8 MM em 2019)
cartdes ativos Realize

EUR 1,0 bi
portfélio Realize

+1,1 bi em 2021
visitas em nosso e-commerce

19 MM em 2021 (+230% vs 2019)
downloads do app Renner

®
=B
i

+600 SELLERS
0o no marketplace Renner e Camicado

Q 1° NA INDUSTRIA DE VESTUARIO NO BRASIL
GMV!' Total

Dados de agosto de 2022, exceto quando indicado - 'Considera vendas 1P e 3P, online e offline - Taxa de Cadmbio em 30 de junho 22: EUR 1,00 x R$ 5,48

a



P Viséo geral - Nossos negobcios

© vareso @ RENNER

Fundacgdo [ Aquisicdo

1965 201
Overview Maior varejista de Lider em casa e
moda no Brasil decoragdo no Brasil
Pablico Alvo 18 a 39 18 a 39
ldade A-,BeC+ A-,Be C+
401 Brasil
Lojas 9 Uruguai 122
4 Argentina
% Receita Liquida
Consolidada em 90% 7%
2021
Area media (m?) 2.700 550

SOLUGOES FINANCEIRAS

ealze

Fundada em 2017, com foco em Servigos Financeiros, atendendo
as classes social A, B e C+.
5

CMIaADO

yoUcoMm ASHUA

2013 2016 2021
Especializada em Formato curve & Plataforma de
moda jovem plus size Revenda
18 a 28 25045
A-,Be C+ A-,Be C+ 5 O
56 (Lojas Renner
onde os clientes
n2 10 podem deixar
sacolas do bem)
39 Consolidada na consolidada na

Lojas Renner Lojas Renner

230 220

HABILITADOR DO ECOSSISTEMA

WeLL QO

Logtech nativa digital fundada em 2017, focada na otimizagdo de
entregas corporativas, por meio de parceiros e hubs.



» Uma historia de forte criagéo de valor para consumidores e
acionistas

Receita Liquida
CAGR13,6%

8.474,7

LOJAS RENNER VS PMC' VESTUARIO E
CALGCADOS (BRASIL)

300

250 +147.0%
200 2012 2013 2014 2015 2016 2017 2018 2019
BN Receita Liquida (R$ MM)  =—AYoY
150
EBITDA Total
100 \/"’ +2.5% 2.388,8
19532 1128,2%)
50 I [ 1
' I
' I
o 1 I
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 1 |
' I
— Lojas Renner PMC Vestudrio e Calgados | I
L
2012 2013 2014 2015 2016 2017 2018 2019 (ex 2019 (post
IFRS 16) IFRS 16)

mmm EBITDA Total (R$ MM) = Margem EBITDA Total (%)

'PMC (IBGE). 6



.cOnstruido através de uma vantagem competitiva
diferenciada

------------------------------------------------------------------------------------------------
. .

. .
.

o LN

o PRODUTO CERTO --------------------------------------------------------------------------------------------------------
MODA COMO PRINCIPAL ATIVO P { CULTURA CENTRADA NO CONSUMIDOR
ATRAVES DE LIFESTYLES : ENCANTAMENTO @
EQUAGAO DE VALOR SUPERIOR PARAO EXPERIENCIA OMNI DIFERENCIADA
PUBLICO ALVO R ’
POSICIONAMENTO CONSISTENTE E
PROPOSTA DE VALOR CLARA Y ’
........ . DISCIPLINA ESTRATEGICA E EXECUGAO
-" REFERENCIA EM ESG ‘= EFICIENTE A@
_ A
. FOCO NO QUE GERA VALOR PARA OS
“VALUE FOR VALUES" _ CLIENTES

o -

. S . -

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



D Renner tem emergido mais forte pés pandemia..

RETOMADA DO CRESCIMENTO
E GANHOS DE MARKET SHARE*

AVANQANDO PARA LIDERAR O RECUPERANDO RENTABILIDADE E
CANAL DIGITAL ALAVANCANDO AS EFICIENCIAS

OMNI

TOP OF MIND EM MODA MARGEM EBITDA DE
ONLINE 20,1% NO 1522

) (+6,1 P.P. VS 1S21)
LIDER EM VISITAS NA WEB *POS IFRS 16

(SHARE DE 15,2%)

RECEITA LIQUIDA 1S22;
+49% VS 1521

VOLUME 1S22:
+5% VS 1S19

~18% DE REDUCAO NO
APP LIDER EM USUARIOS CUSTO POR REMESSA
ATIVOS MENSAIS ENTRE OS NO 2722 VS 2721
PLAYERS DOMESTICOS

(MAU) BALANGO PATRIMONIAL
SAUDAVEL

DESEMPENHO DE VENDAS
ACIMA DO MERCADO**:
RENNER +10P.P.

7 NOVOS CANAIS DE
VENDAS

* Base do 1522, exceto quando indicado.
* Considera PMC (IBGE). 8



D E evolugdo continua dos modelos de negoécios e operacional para
obter sucesso

ENCANTAMENTO

~ Marketplace & ‘ Conteldo & Branding
Servigos para Sellers P .

CORE
@ Unico Multi Omni 7 N \
K canal canal canal GRENNER ¢, CAMIGADO
O Servigos Adjacentes ao
Q Loyalty I \ @ ) I Core
. R
g =
o ou + yoUcoMm ASHUA
Ty S
[
; J U
=

olucdes 1 9
Finimlcgiros I rea“Z@ I Omnicanalidade

Dados Marketing de
Logistica Advanced Performognce CRM Tecnologia
e O Analytics

Adocgdo de metodologia agil - Tribos e Squads

Dados dos clientes e analytics

T

c

o L3 ~ L]

‘0 Equipe de gestao Estruturas de Dados & Analytics . ay .
o altamente qualificada e (100 FTEs) integrados a area de Marketing
2 experiente (Logistica,

o Operacgdo, Produto e . . . -

o perasao, Lideranca Digital Areas de Novos

= Estilo) . . ..

o integrada ao Omni Negocios e M&A

o

=

9



Ecossistema Renner de Moda e Lifestyle desenhado para continuar

encantando os clientes

ENCANTAMENTO

Marketplace &
Servigos para Sellers

Conteudo & Branding
CORE

@ RENNER N G\M|CADO \

oraty | O \ % )

, ASHUA

ao Core

yoUucoM

. . Q
Finsaonlggiorgz Il’eahZ@ I Ominicanalidade

S—

Servigos Adjocentes>

N\

Ecossistema lider no varejo
de moda e lifestyle

Ampliag¢do do mercado
enderecavel

Aumentar base de clientes

Criacdo de platforma Gnica
de marcas, parceiros e sellers

Fortalecimento da cultura

de encantamento através

da personalizagdo e
digitalizagdo

Aumento do lifetime value
Ser referéncia em atracdo e
retengdo de talentos de moda,

varejo, tecnologia, dados,
fulfillment e inovagéo

Marketing de
Performance

Dados
Advanced Analytics

CRM Tecnologia

Logistica

OII1Y®)

Ambigdo: Se tornar o Ecossistema de Moda e Lifestyle lider na América Latina
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ainda fragmentado

O mercado de moda
brasileiro € grande e

/
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Penetragdo digital de
vestudrio ainda baixa
- 6tima oportunidade
para um player omni

o !

11

Expanséo orgdnica:
locais ndo atendidos
por player de
vestudrio omni +
expansdo de lifestyles



D Perspectiva de Indistria: Oportunidade de consolidagéo adicional

-----------------------------------------------------------------------------------------------------
. .
o .

22% DO MARKET SHARE e TOP 3
9,3% Outros
1° LOJAS RENNER \@ Outros @ Varejistas
0 Varejistas i
2° PLAYER J Informalidade
3° PLAYER

0 *
. .
-----------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------
. .
. o,

CONCENTRACAO DE MERCADO EM PAISES

RENNER E LIDER DE MERCADO FASHION | PESERVOLVIDOS:
ESPECIALIZADO NO BRASIL EUA > TOP 3 = 35%
REINO UNIDO > TOP 3 = 24%

ESPANHA > TOP 3 = 29%

o, o
g o
g
----------------------------------------------------------------------------------------------------------------------------------

Fonte: Euromonitor 2021 e dados da Companhia.

12



o Penetragdo digital de vestuario ainda baixa, é6tima oportunidade
para um player omni

VENDAS DE PENETRACAO ONLINE DO MERCADO DE
VESTUARIO E CALCADOS

I I I )

USA GERMANY JAPAN  BRAZIL  SPAIN

.l L - | EE——
r+4 ~ ® LS4

50%
45%

Fonte: Euromonitor, 2021
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EVOLUCAO DAS VENDAS DE PENETRACAO ONLINE DA
RENNER

GMV Digital
CAGR (2019-2021): 86,3%

1.644,4

+246.9%
> +321%
1.084,0
7 g7eg
7418
\
2019 2020 2021 1521 1522

mmm Digital GMV (R$ MM)  —e—Penetration (%)

* 1°NA INDUSTRIA DE VESTUARIO NO BRASIL — GMV TOTAL'

+ TOP OF MIND EM MODA ONLINE por 18 meses consecutivos e
lider em visitas entre players nacionais

'Considera vendas 1P e 3P, online e offline.



Expanséo orgdnica: enderecar através de expansdo de lojas e execugéo

- e e e e e e e e e e e e e e

CENARIO ATUAL FUTURO
414 lojas ~573 lojas
o 2° PLAYER DO MERCADO DE
Presente em 207 municipios ~330 municipios VESTUARIO
Cobre ~50% populacdo ~60% populagdo 3929 LOJAS

Demanda qualificada ~R$ 170

‘|
Demanda qualificada ~R$ 150
bilhdes !

|

i 159 MUNICIPIOS
bilhdes |

5 86% EM SHOPPINGS E 14%

Margem de 55,8% no 1522 LOJAS DE RUA

170 novas lojas: ~60% lojas de rua
em municipios do interior e ~40%

Venda média por mz ~R$13 mil em shoppings

Expansdo de lojas LATAM
CAPEX por loja: ~R$7-12 MM

Escala de lojas fisicas

suporta expansdo digital

Dados Agosto 31, 2022 14



.Expansﬁo orgdnica: YouCom - Continua consolidagcdo da base atual de
lojas, expandindo também para novas cidades

CENARIO ATUAL FUTURO |

5 12 loj ~200 loj 5 |

| 12 lojas 200 lojas « ~R$ 300 MM de receita em
Presente em 65 ~117 municipios : 2021

MUnICIpIos Cobertura de ~42% da « Crescimento da receita de
. Cobre ~31% da populagdo populacdo 85,4% em 1522 vs 1S2]
Demanda qualificada Demanda qualificada ~R$ 11 - Continuar a expansdo e

i ~R$8 bilhdes bilhées i consolidagéo da marca no
. o , : canal fisico e digital com

,  Margem de 60,9% no 1522 ~95% lojas em shoppings . potencial de ~R$ 0,8-1,2 bilhéo
| Venda média por m2 CAPEX por loja: ~R$2-3 MM de receita em 5 anos

: ~R$ 20 mil :

- e e e e e e e e e e e e e e e = - e e e e e e e e e e e e e e e =

Dados Agosto 31, 2022 15



Expanséo orgdnica: enderecar através de expansdo de lojas e execugéo

CENARIO ATUAL CENARIO ATUAL

FUTURO FUTURO

122 lojas 10 lojas

126 lojas 60 lojas

Presente em ~120 Presente em 6 municipios

Presente em ~120 Presente em 30

i } . i

municipios municipios ' cobre 7% da copulacdo | municipios

. Demanda qualificada ~R$ i pemanda qualificada ~R$ | | pemanda qualificada Cobertura de ~20% da
o6 bilnces 60 bilhdes i populagdo

. Margem de 50,7% no 1522 ! : o ~R$ 77 MM i .

: S e w CAPEX por Loja: ~R$25 MM | | . 1 Demanda qualificada
Venda média por mz 1! o 60% penetracdo online “R$ 500 MM

: ~R$16 mil ¥ o 1

L CAPEX por Loja:

| : . i -RS1,7MM

______________________________________________________________________________________________________________________

Dados Agosto 31, 2022 16
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.Diferenciais Competitivos + Prioridades Estratégicas buscando
oportunidades de aceleracéo de crescimento

Nossos 3 Rs NoOSSAS PRIORIDADES

-

{1 1. > Aceleracgdo digital, através do uso de Tecnologiq,
clb

Metodologia Agil e Data Analytics

> Omnichannel

@9> Plataforma de tecnologia e logistica

> Time-to-Market

> Solugdes Financeiras

17



» Diferenciais competitivos: Criagdo de valor através da
diferenciacéo e foco no consumidor

ammm——

’ S ’ \
'/ \\\ ,,, * \\ ,,/ \\
/ \ Y} * * \ / \
/ \ H \ ! \
! ; | l |' R S
\ I \ ] 1 ]
\ / \ ] \ 1
\ / \ / \ _ /
\ U \ / /
\ / \ / \ /
RN s’ S r \ ’
S e -7 Sso 7 \\\ ,/'
REFERENCIA EM MODA E LIFESTYLE REFERENCIA NA EXPERIENCIA DOS REFERENCIA EM MODA RESPONSAVEL
CLIENTES
- Time-to-market (tempo e « Gerar impacto positivo na
precisdo) « Recomendacdes e contelddos industria da moda e no meio
, , personalizados ambiente
* Maior variedade de produtos
1P/3P, com curadoria « Contetddo de moda com « Melhorar as condicbes de
L geracdo de valor para o diversidade, igualdade e
‘ :,?SPEVCI'QGO em moda e lifestyle do cliente inclus@o social no ecossistema
ifestyle
« Velocidade e exceléncia na « Ser um exemplo das melhores
entrega e servigo praticas de Governanca

Corporativa

18



B Principais oportunidades pela frente... 3 a 5 anos
Maior consolidacédo do mercado e crescimento sustentavel

EXPANSAO DE
FOOTPRINT OMNI

EXPERIENCIA
APRIMORADA,

PRODUTOS E y
SERVIGCOS .

EXPANSAO EM .
LIFESTYLES E
MERCADOS

Expansdo da Renner ~170 novas lojas (125 em novas cidades)
Aumento da participacédo do GMV digital (~20-25%)

Aumento da base de clientes omnichannel > “clientes Omni gastam 3x mais do que
clientes mono canal”

Aumento do lifetime value

Digitalizag@o de lojas e omni-integracdo > totens de autoatendimento (154 lojas até o
final de 2022) e “Pague Digital”

Melhorar o nivel de servico logistico
Sortimento 1P mais rapido e preciso
Sortimento complementar ao lifestyle através da expansdo online 3P
Melhoria do stickiness e proposta de valor através de personalizacéo

Expansdo continua de marcas especializadas em lifestyles (Youcom & Ashua)
Continuar expansdo através de internalizagéo (América Latina)

Explorar oportunidades para complementar portfélio corporativo (organicamente ou
inorganicamente)

Receitas adicionais - monetizacdo de servigos para sellers

Renner continuara liderando a consolidagéo do mercado
Combinando crescimento de top line e EBITDA enquanto lidera o setor em margem e ROIC



P Onde estamos nesta jornada

Clientes ativos do Base de clientes omni
ecossistema

Sortimento Digital (mil)

. 360
18,9 1,9% 12,7%
15,9
l l .

2121 2722 24725 2721 2722 24-25 2121

2722 24-25

Entregas D+2 CAC [ Receita do Varejo Receita de Servigos da Realize

=26%

—2%

45%
38%

2721 2722 24-25 o101 2799 24-25 2721

20

104
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2722 24-25



P Nossa esséncia é a filosofia do Encantamento

clientes
encantados

sd@o clientes
leqis

pessoas
engajadas

encantam
clientes

clientes leais
geram
resultados
consistentes e
sustentdveis

21

----------------------------------------------------------------
.
0 .

Niveis recordes de
encantamento

991% O

Muito satisfeitos ou
satisfeitos em 2021

g o
N o
---------------------------------------------------------------

----------------------------------------------------------------
.
0 .

996 mil m

historias de
encantamento
escritas

g o
N o
---------------------------------------------------------------






JP Historico da Companhia

ENTRADA NO NE

PRODUTOS
FINANCEIROS CONSTITUICAO DA
INICIO DAS PRESENCA EM REALIZE CFI
OPERACOES A.J. EXPANSAD . TODOS ESTADOS ~ ENTRADA NO
RENNER CARTAO BRASILEIROS E URUGUAI 1° LOJA
SCE PR CO-BRANDED DF CIRCULAR
FIM DA PRIMEIRAS
LOJA DE LINHA IIE(I\)/:ASISD E-COMMERCE /QSF)LJ/EIS%AO
DEPARTAMENTO DURA FIM DE BAZAR E
FULL LINE PESADA DECORACAO NOVO CD NO R/ ENTRADA NA
CENTRO DE SERVICOS ARGENTINA AQUISICAO
ABERTURA DE ENTRADA CENTRO COMPARTILHADOS UELLO
CAPITAL OESTE

2021 2022

1912 1922 1940 1965 1967 1973 1987 1991 1994 1996 1997 1998 1999 2002 2003 2005 2006 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
PROFISSIONALIZACAO DA SAIDA DA J.C. NOVO CD ASHUA
GESTAO J.C. PENNEY PENNEY EM SC
ADQUIRE O B LANCAMENTO
CONSTITUI-SE LOJA ESPECIALIZADA EM CONTROLE NOVO MERCADO AQUISICAO LOJAS FISICAS
LOJAS RENNER MODA ACIONARIO 12 CORPORATION CAMICADO (PILOTO)
PRIMEIRO A BRASILEIRA B
PONTO DE “ENCANTOMETRO” gil\g?RNEETT)AFSQO
- SATISFACAO DO ENTRADA REGIAO
VENDAS EM CARTAO ¢ CONCEITOS DE LANCAMENTO LANCAMENTO  ATRELADA A
PORTO CLIENTE NORTE YOUCOM ASHUA
ALEGRE RENNER LIFESTYLES METAS ESG

J \

LANCAMENTO
RX VENTURES

NOVO CD
OMNI DE
CABREUVA

INiICIO DE UMA HISTORIA

EXPANDINDO TERRITORIOS

PROMOVENDO CRESCIMENTO SUSTENTAVEL



) Crescimento e Margem EBITDA* = Geragdo de Valor

Same Store Sales x Margem EBITDA* Receita Liquida do Varejo x Margem EBITDA
1522 1522

S s 7000
© 65% @

@ T 6.000
@ o

5% £ 5000
g

45% s 4000
O

T 3.000
35% &

5 2000
g T

25% & 1000
(4

15% 0

0% 3% 6% 9% 12% 15% 18% 2% 24% 0% 3% 6% 9% 12% 15% 18% 21% 24%
Margem EBITDA* EBITDA* Margin
@ EBITDA Lojas Renner S.A. EBITDA dos demais players nacionais listados

Fonte: Inclui informagédo de players listados e baseados nos Release de Resultados do 6M22.
*EBITDA POs IFRS 16



P Linha do tempo ESG

Diretrizes
estratégicas de
. . . moda
1° Companhia Instituto Lojas responsavel Nova
. -brosi!ei.r.o a Renner . c . 19 eleicdo Remuneragdo Estratégia
Criagéio da ro disponibilizar o o Sustentabilidade Sustentabilidade ~OMProMISSOS 4y, yiiqaipara o da diretoria  de
Lojas . C;onselgelrc; Manual qe Comltg gle como vo'lor na missé&o publicos 2021 Conselho de atrelada o Sustentabili
Renner S.A. Independente  Assembleia Sustentabilidade corporativo Selo Re Administracéo metas de ESG dade - 2030
1965 1991 2006 2008 2013 2016 2019 2021 2022
1967 2005 2009 2010 2015 2018 2020
P " Maior
Abertura Entrada no Novo Avaliacdo 1°empresa Politica de a ~
. empresa Adesdo ao Women 5
de capital Mercado formal do no Pais a Governanca, brosilgira q on Board = ao pgfr‘]zlrfggo
1% Corporation Conselho ut|l|d2%r © Riscos e divulgar o Informe menos 2 empresas de
Brasileira PUPt?Iic;o%Ie Conformidade de Governanca conselheiras no varejo
Procuragdo Conselho de globais no
Administragdo Dow Jones

Sustainability
Index



JD Nova Estratégia de Sustentabilidade - 2030

Relagées humanas e diversas
« Estar entre as referéncias nacionais em engajamento, garantindo saldrio justo e avancando continuamente na promog¢do do bem-

estar dos colaboradores.

« Alcancar 50% dos cargos de lideranga ocupados por pessoas negras e 55% dos cargos de alta lideranga ocupados por mulheres.

/ Solugdes climaticas, circulares e regenerativas

Acelerar a transi¢céo para economia de baixo carbono, alcangando metas de reducdo baseadas na ciéncia (SBTi) e a neutrolidqu

climatica até 2050.

« Reduzir o consumo de dgua da operacdo e fornecedores estratégicos, zerando o descarte de produtos quimicos com substdncias

restritas na produgdo de téxteis e calgados.

« Investir no desenvolvimento de matérias-primas téxteis circulares e regenerativas, garantido 100% das principais matériasprimas

k mais sustentdveis. /

Conexdes que amplificam
« Certificar a cadeia de fornecedores através de critérios socioambientais e concentrar as compras em fornecedores com alta gestdo e

performance.

« Alcancar 100% de rastreabilidade dos produtos de algoddo e avancgar na rastreabilidade das demais matérias primas téxteis.

Mais informacdes: Relatério Anual de 2021, disponivel no website de Rl da Lojas Renner S.A.



.CD Cabredva: Primeiro CD Omni ho mercado brasileiro traz escala de
loja fisica para o digital

Areq:]63 mil M2 i < = R oo

CAPEX: ~R$ 800 MM
Operacgéo Omni

Sinergias entre todas as
marcas

Inaugurado no 2722 3 bt - \

O > ‘ CD Omni: sinergias operacionais (off + on
Totalmente operacionakctes= S : 9 P ( )

2023 R 7 S 8 - Escala de lojas fisicas aumentard eficiéncia do canal digital

+ Aumentar capacidade da rede logistica para apoiar crescimento
dos negécios

« Simplificar a rede logistica e implantar novas tecnologias que
permitam reducgdo do lead time, ganhos de produtividade e
melhor atendimento ao cliente

+ Completar a implantagdo e melhorar modelo Push & Pull

« Apoiar crescimento acelerado do e-commerce e viabilizar
logistica omnichannel

+ Suportar expansdo internacional




WeLLQO >
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Same e Next Day delivery

Logistica Reversa

Ship from Store

Entregas B2B

e

Logtech nativa digital de entrega expressa, focada em
experiéncia superior e gestéio em tempo real

Software as a
Service (Saas)

"‘ 0..
o .

Gerenciamento |—
de pedidos (=

Gestdo de
Warehouse

Gerenciamento @ d D Csllll:qtc:\::
derotas @__‘::;. P

motorista
Gestdode % @ Rdsttr_tfe_lo )
motoristas Lo—lo DI)J e notificacgdo
‘e, o de pedidos



Missdo de aumentar em até
70% o ciclo de vida das roupas
que as pessoas nNdo usam em
seus guarda-roupas

Sustentabilidade no centro da
empresa, por meio do menor
consumo de recursos naturais
quando os consumidores
compram roupas usadas e
impacto social por meio da
doacdo de roupas e dinheiro
para ONGs

A curadoria do sortimento
garante a selecdo das
melhores roupas usadas,

verificadas quanto a qualidade

e autenticidade, em uma

experiéncia sem problemas ao

vendedor (basta enviar o item
e 0 Repassa cuida de todas as
etapas do processo)

Plataforma online de revenda de moda com sustentabilidade no

centro do negécio

Os clientes

compram o
"SACOLADO

BEM" e enviam
itens usados
para serem
vendidos

Itens vendidos
geram créditos ao
vendedor, que
podem sacar,
trocar vouchers de
marcas parceiras
ou doar para ONGs

A qualidade dos itens é

verificada (itens néo
aprovados séo
devolvidos ao vendedor
ou doados a ONGs)
““‘|IIIIII......
“‘ 0..
R Yo, Ositens
* *
o , aprovados
5 . sd@o
4 . oge
N . classificados,
. % passados...
. s
L] a
n L]
. .
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n
p :
Py L]
. L]
. LJ
. o
. Ry ... fotografados,
*, ~ catalogados e
‘. Rt precificados
0. ‘$‘
0.. . *
......Illl‘--“
Oitemé
carregado no site
para venda
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com o objetivo de impulsionar o Ecossistema de Moda e Lifestyle

Ife a” Z@ > Plataforma de solugdes financeiras inovadoras e sustentaveis

— -
- =~
- ~
P ~
7 ~
() ’ ~ M

@ pagamento

. pelo celular investimentos
servigos

cartdao
de crédito

-\ 1

seguros PIX

empréstimo
pessoal

Integrada
entre marcas

Retorno gerado a
partir do cartéo
de crédito

Monetizacdo e
frequéncia do
ecossistema

Conta digital
proprietdria

Multiplas solucoes

Priorizacéo do
Meu Cartdo
(Co-branded)

Base de clientes
ativos: 5,8 milhdes
(2122)

TPV de R$ 4,5
bilhées (2T22)

Receita de
servicos:
25% de
participagdo
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P Desempenho diferenciado e reconhecido pelo mercado

« IPO até dez/19: ~6.000%
« IPO até dez/21: ~2.600%
- Jan/19 a dez/21: ~ -38%

~6.000%

Market Cap
R$ 44,7 bilhdes em Dez 19
R$ 24,2 bilhdées em Dez 21

| REN3
IBOV ~2.600%
~300%
IPO em maio/2005
o © a > S o Q Q o 3 o © A > o o N
Q Q Q Q Q N Q) N N a N N N N N &
" ©  © O AP @ W WD
RO U G U U OSSO U LRI U LR G GO

~R$ 3,7 bilhdes em dividendos distribuidos no periodo



) Grandes nimeros

(R$ MM) 20m 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
Receita Liquida das Vendas de Mercadorias 2.896,6 3.462,0 3.913,8 4.642,6 5.450,9 5.721,8 6.600,1 7.485,4 8.474,7 6.660,6 9.547,4
Vendas em Mesmas Lojas 7.2% 8,8% 5,8% N,1% 10,8% -0,2% 9,2% 7,4% 8,7% -23,9% 40,1%
Margem Bruta da Operagdo de Varejo (%) 525% 533% 527% 538% 548% 557% 557% 56,5% 56,3% 519% 542%
Despesas como percentual da Rec. Liquida (%) -35,4% -35,3% -348%  -338%  -341% -362% -373% -37)% 32,3% 39,2% 36,9%
EBITDA Ajustado da Operagdo de Varejo 467,5 565,6 663,3 835,6 1.038,8 1.087,8 1.144,2 1.423,9 1.996,4 1.578,3 14745
Margem EBITDA Ajustada da Operacdo de Varejo (%) 16,1% 16,3% 16,9% 180% 19,1% 19,0% 17,.3% 19,0% 236% 237% 154%
EBITDA Ajustado Total (P6s IFRS 16) 592,6 714,4 837,1 1.053,1 1.247,2 1.339,1 1.475,8 1.773,3 2.388,8 1.661,2 1.722,1
Margem EBITDA Ajustada Total (%) 205% 206% 214% 227% 229% 234% 224% 23,7% 282% 24.9% 18,0%
Lucro Liquido 336,9 3554 407,4 47,4 578,8 625,1 732,7 1020,1 1.086,2 1.096,3 633,1
Margem Liquida (%) 116% 10.3% 104% 102% 106% 10,9% 1% 13,6% 12.8% 16,5% 6,6%
Numero Total de Lojas 197 232 278 332 380 444 512 556 603 606 636
Area de Vendas (mil m?) 334,8 382,0 436,2 486,6 533,6 584,6 655,0 694,9 7491 755,5 781,2
NUmero de Colaboradores 13.340 14.881 16.367 16.870 16.907 18.079 19.989 21.376 24.162 24.757 25.474
ROIC LTM 286% 239% 214% 212% 220% 214% 210% 230% 213% 15,9% 6,7%
CAPEX 296,6 3823 412, 502,0 571,4 512,6 550,4 610,4 751,3 5440 1088,1
Pay Out 75,0% 75,0% 40,0% 40,0% 40,0% 40,0% 40,0% 40,0% 40,0% 27,8% 61,3%
Resultado de Produtos Financeiros 125,1 148,9 173,9 217,6 208,4 251,3 331,6 3494 392,4 83,0 2476
% Sobre o EBITDA Ajustado Total da Companhia 21,0% 21,0% 20,8% 20,7% 16,7% 18,8% 22,5% 19,7% 16,4% 5,0% 14,4%
Participagdo do Cartdo Renner (%) 54,7% 52,1% 51,4% 49,7% 48,8% 48,3% 45,2% 44,2% 43,7% 41,4% 36,7%
Pagamentos & Vista (%) 23,8% 24,9% 25,4% 26,3% 26,5% 26,3% 27,4% 26,7% 25,9% 29,1% 28,9%
Outros Cartées de Crédito (%) 21,5% 23,0% 23,2% 24,0% 24,7% 25,5% 27,4% 29,1% 30,4% 29,5% 34,4%
Ticket Médio Cartéo Renner (R$) 145,53 154,95 163,68 176,28 184,48 191,46 195,29 201,41 207,86 211,49 229,30
Ticket Médio da Companhia (R$) 105,01 111,90 117,31 126,56 134,04 140,40 144,06 149,02 154,54 151,06 172,70
Carteira Total - Cartéo Renner (mil R$) 796,4 932,6 1.061,8 1.205,3 1.270,5 1.256,8 1.181,2 1.282,8 1.373,2 1167,7 1.104,3
Carteira Total - Meu Cartéo (mil R$) 28,6 90,7 175,3 338,0 455,2 529,5 1.063,4 1.452)1 1.240,4 2.349,6 3.679,3
Carteira Total - EP (mil R$) 108,0 120,7 142,4 168,9 179,4 144,6 71,9 50,8 - - -

Carteira Total - Total (mil R$) 933,0 1144,0 1.379,5 1.712,2 1.905,1 1.930,9 23165 27857 2.613,6 3.517,3 4.783,6



Lifestyle

Lifestyle é nossa estratégia de segmentacdo de
colecoes.

Lifestyle € uma forma de segmentar o cliente através
de seus valores.

As pessoas com 0s mesmos valores expressam suas
preferéncias, atitudes e hdbitos de uma forma
semelhante.

Rennata, nossa persona digital
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Disclaimer

The forward-looking statements contained in this document relating to the prospects of the business. Estimates for operating
and financial results. and those related to growth prospects of Lojas Renner S.A. and are merely projections and. as such. are
based exclusively on the expectations of the Company’s management concerning the future of the business. Such forward-
looking statements depend substantially on changes in market conditions, the performance of the Brazilian economy, the

sector and the international markets and are therefore subject to change without prior notice.

All variations presented herein are calculated on the basis of numbers in thousands of Reais as well as those numbers which

have been rounded.
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D Key Highlights

Renner S.A. has delivered consistent and profitable growth in the past 10 years pre COVID
- Top Performing Fashion Company in Brazil (Revenue CAGR 13.6%, EBITDA CAGR 19%)
- Top of Mind in online fashion for 18 consecutive months and leader in visits among domestic players
- Penetration of digital sales: from ~3% pre pandemic to ~14% in 1H22

- Brazilian Fashion* and Lifestyle market still fragmented and underdeveloped with high growth potential
- ~9% of market share' in a highly fragmented market

« We are coming out stronger through the pandemic: more agile, more digital, more data and customer
oriented

«  We expect to continue to grow competitively leading market consolidation following our strategic trusts:

- Reference in Fashion and Lifestyle
- Reference on Outstanding consumer shopping experience (Omnichannel experience)
- Reference on Sustainable fashion

« Continue value creation through consistent growth enabled by enchanting our consumers with a highly
engaged team

“Enchanting Everyone is our Realization”

Company purpose that brough us here will continue to unlock future value creation

» Apparel, accessories, home & décor, shoes and beauty.
. 1Source: Euromonitor, dec/21; excludes ~30% of informal market. 37



P Company Overview -Main Figures

H O <

o

'O
:=)°

B B <

6 RECOGNIZED BUSINESS
Renner, Camicado, Youcom, Ashuaq, Realize and Repassa

658 STORES
414 Renner (of which 9 Uruguay, 4 Argentina)/ 10 Ashua /
122 Camicado / 112 Youcom

4 DISTRIBUTION CENTER
SP, SC and RJ automated

25.5 k employees in 2021
(vs 24.2kin 2019)

+20 PROPRIETARY BRANDS
(Renner, Camicado, Youcom, Ashua)

EUR 2.3 bi (vs 2.0biin 2019)
Total GMV'in 2021

13.1% in 2021 (vs 4.3% in 2019)
online penetration

2

®
=B
i

o0

Y

+18.9 MM (vs 13.5 MM in 2019)
active customers in the ecosystem

5.8 MM (vs 4.8 MM in 2019)
active cards at Realize

EUR 1.0 bi
Realize portfolio

+1.1bi in 2021
visits in our e-commerce

19 MM in 2021 (+230% vs 2019)
downloads of the app Renner

+600 SELLERS
in Renner and Camicado marketplaces

1STIN THE APPAREL INDUSTRY IN BRAZIL
Total GMV!

Data as of August 2022, unless otherwise specified - 'Considers 1P and 3P sales, online and offline - Exchange Rate on June 30t 22: EUR 1.00 x R$ 5,48

38



) Company Overview -Our Businesses

RETAIL

: Foundation / Acquisition
Overview

Target Customers Age
Social Classes

Stores

% Net Revenues 2021

Average sq. meter

FINANCIAL SERVICES

ealze

Founded in 2017, focused on Financial Services, serving the A-, B

and C+ social classes.

1965

Largest fashion
retailer in Brazil

18 to 39
A-,Band C+

401 Brazil
9 Uruguay
4 Argentina

90%

2.700

Leader in home and

CMIaADO

201

yoUcoMm

2013

Specialized in

décor in Brazil young lifestyle

18 to 39 18 to 28
A-,Band C+ A-,Band C+
122 12
7% 3%
550 230
[ ]
ECOSYSTEM ENABLER

WeLL QO

ASHUA

2016

Curve & plus size
format

25 to 45
A-,Band C+

10

Consolidated on
Renner’'s income
statement

220

2021

Reseller Plataform

Band C+

56 (Renner stores
where customers

can drop-off bags
with used items%

Consolidated on
Renner’'s income
statement

Digital native Logtech founded in 2017, focused on optimizing

- corporate deliveries, through partners and hubs.



D A history of strong value creation for consumers and shareholders

LOJAS RENNER VS PMC' APPAREL
AND FOOTWEAR (BRAZIL)

300

200

150

100

50

2012 2013 2014 2015

— Lojas Renner

' PMC: Monthly Retailing Survey Index.

2016

+147.0%

v +2_5%

2017 2018 2019 2020 2021

PMC Apparel

and Footwear

Net Revenue
CAGR13.6%

3.462,0

2012 2013 2014 2015 2016 2017
B Net Revenue (R$ MM)  —e—A YOY

Total EBITDA

1.953,2

1.773,3

1339, 1.475,8

AWV

2012 2013 2014 2015 2016 2017 2018 2019 (ex
IFRS 16)

B Total EBITDA (R$ MM)  ==e==EBITDA Margin (%)

40

8.474,7

2019

2019 (post
IFRS 16)



P Constructed through distinguishing competitive edge

--------------------------------------------------------------------------------------------------
““““
- .,

THE RIGHT PRODUCT

FASHION AS IT CORE ASSET EXECUTED @
THROUGH LIFESTYLES '

SUPERIOR VALUE EQUATION FOR TARGET
CONSUMER

CONSISTENT POSITIONING AND CLEAR
VALUE PROPOSITION

-
"""""
-------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------
. *,
o o,

REFERENCE ON ESG

= L

“VALUE FOR VALUES”

o
. .
----------------------------------------------------------------------------------------------------------
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----------------------------------------------------------------------------------------------------------
. 0
o o,

CONSUMER CENTRIC CULTURE
ENCHANTMENT @
A DIFFERENTIATED OMNI EXPERIENCE

., o
g o
----------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------
. B
.

o LN

STRATEGIC DISCIPLINE AND SEAMLESS

EXECUTION A@
—

FOCUS ON WHAT GENERATES VALUE
FOR CONSUMERS

o -
ttttt
----------------------------------------------------------------------------------------------------



D Renner has emerged stronger post pandemic...

RESUMING GROWTH AND
MARKET SHARE GAINS*

NET REVENUE 1H22:
+49% VS 1H2]

VOLUME TH22:
+5% VS TH19

SALES PERFORMANCE

HIGHER THAN MARKET**:

RENNER +1000 BPS

*H22 basis, except when otherwise indicated.
** Considering PMC: Monthly Retailing Survey Index, by IBGE.

ADVANCING TO LEAD THE
DIGITAL CHANNEL

TOP OF MIND IN ONLINE
FASHION

LEADER IN WEB VISITS

(15.2% SHARE)

APP LEADER IN MONTHLY
ACTIVE USERS AMONG
DOMESTIC PLAYERS (MAU)

/ NEW SALES CHANNELS

42

RECOVERING PROFITABILITY &
LEVERAGING OMNI
EFFICIENCIES

EBITDA MARGIN OF
20.1% IN 1H22
(+610 BPS VS TH21)

*POST IFRS 16

~18% REDUCTION OF
COST PER SHIPMENT IN
2Q22 VS 2Q21

HEALTH BALANCE SHEET




o And continued evolving the business model and operating model to
succeed

Business Model

Operating Model

ENCHANTMENT

Marketplace & I ‘ I Content & Branding
—\

Services for Sellers

Single Multi Omni , CORE N
channel channel channel /ORENNER o

v ¥y
Adjacent Services
ﬁ ﬁ ﬁ Loyalty I Q to the Core
or +
[] (] \ YoucoM . ASHUA
. . Financial l’ea“ZD Omnichannel
-------------------------------------------------------------- » Solutions - 9 e
. Dat Perf
Logistics Adva r1ce}ciJ ﬁfll'lalytics idc?rrkrgt?rr\‘g ¢ CRM Technology
@erQ

Adoption of Agile - Tribes and Squads

v

. . Data & Analytics Structure Customer data and analytics
ngeTg:rl;:Liignd (100 FTEs) integrated into Marketing Department
management team
(Logistics, Operation, Digital Leadership New Business and
Product & Style) integrated to Omni M&A Department

43



Renner Fashion and Lifestyle ecosystem designed to continue
enchanting consumers

ENCHANTMENT

v

Marketplace &
Services for Sellers

Content & Branding
CORE

@ RENNER N G\M|CADO \

oraty | O \ % )

, ASHUA

Adjacent Services
to the Core

yoUucoM

\

o 3
Financial ' :
Solutions II’@@“Z@ ave IOmmchonneI
I Data Performance
Logistics Advanced Analytics Marketing CRM Technology
@etO

Ecosystem leader in fashion
and lifestyle retailing

Expansion of addressable
market

Increase customer base

Creation of a single platform
of brands, partners and sellers

Strengthening the culture of
enchantment through
personalization and
digitalization.

Increase of lifetime value

To be a benchmark in attraction
and retention of talents in
fashion, retailing, technology,
dataq, fulfillment and innovation

Ambition: To become the Fashion and Lifestyle Ecosystem consumer leading option in Latin America




D Growth opportunities ahead

——————
e S

~
~ -
———————

Brazilian fashion
market is large and
still fragmented

o

—————
e S

~ -’
_______

Apparel digital
penetration still low,
great opportunity for

an omni player

o !

45

Organic expansion:
locations underserved
by an omni apparel
player + lifestyle brand
expansion



D Industry perspective: Opportunity for further consolidation

-----------------------------------------------------------------------------------------------------
. .
o .

TOP 3 PLAYERS IN BRAZIL REPRESENTS i LOJAS RENNER SA
22% OF THE MARKET SHARE awo v 15 o A TOP3
9.3% Other
1° LOJAS RENNER \@ Other @ Retailers
o Retailers s
2° PLAYER Informality
3° PLAYER
MARKET CONCENTRATION IN DEVELOPED
COUNTRIES:
RENNER IS THE SPECIALIZED FASHION i
LEADER IN THE BRAZILIAN MARKET USA > TOP 3 = 35%
UK > TOP 3 = 24%

Spain > TOP 3 = 29%

Source: Euromonitor 2021 and company data
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» Apparel digital penetration still low, great opportunity for an omni
player

ONLINE PENETRATION SALES OF THE APPAREL AND EVOLUTION OF THE ONLINE PENETRATION SALES OF
SHOES MARKET RENNER
Digital GMV
CAGR (2019-2021): 86.3%
50%

45% 1.644,4

+246.9%
> +321%
1.084,0
7 g7eg
7418
I l 1
USA GERMANY JAPAN BRAZIL  SPAIN 2019 2090 . 1901 1599

| L —
'AIL‘ - . - & mmm Digital GMV (R$ MM)  —e—Penetration (%)

* 1STIN THE APPAREL INDUSTRY IN BRAZIL - Total GMV!

Source: Euromonitor, 2021

* TOP OF MIND IN ONLINE FASHION for 18 consecutive months
and leader in visits among domestic players

'Considers 1P and 3P sales, online and offline.
47



.Organic expansion: addressed through store expansion and OMNI

execution
@ RENNER |

\
\

FUTURE

CURRENT SNAPSHOT

414 stores ~B73 stores

Present in 207 municipalities ~330 municipalities 9ND p| AYER IN THE APPAREL

~60% population MARKET

Qualified demand ~R$ 170 billion

Covering ~50% population

Qualified demand ~R$ 150 billion 329 stores

170 new stores: ~60% street 159 municipalities

stores in countryside
municipalities and ~40% in malls

55.8% margin in 1H22

86% in malls and 14%

Average sales sg. meter:
street stores

~R$ 13k
LATAM store expansion

CAPEX per store: ~R$7-12 MM

e e - - - - - - - - - - - —————

\
|
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
I
1

Physical stores scale .’

supports digital expansion

Data as of August 31st, 2022 48



.Organic expansion: YouCom - Continue consolidation of current store

base while expanding brand into new cities

CURRENT SNAPSHOT

112 stores

Present in 65
municipalities

Covering ~31% population

Qualified demand ~R$8
billion

60.9% margin in 1H22

Average sale sg. meter:
~R$ 20k

Data as of August 31st, 2022

FUTURE
~200 stores
~117 municipalities
Covering ~42% population

Qualified demand ~R$ 11
billion

~95% stores in malls

CAPEX per store: ~R$2-3 MM

- e e e e e e e e e e e e e e e =

49
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~R$ 300 MM revenue in 2021

85.4% revenue growth in 1H22
vs 1H2]

Continue brand expansion
and consolidation on both
physical and digital channel
Potential: ~R$ 0.8-1.2 billion
revenue in 5 years



Organic expansion: addressed through store expansion and OMNI

. execution

CURRENT SNAPSHOT
122 stores

Present in ~120
municipalities

Qualified demand ~R$ 56
billion

50.7% margin in 1H22

Average sg. meter: ~R$
16k

N e e e e e e = e = - —

Data as of August 31st, 2022

FUTURE
~126 stores
~120 municipalities

Qualified demand ~R$
60 billion

CAPEX per Store:
~R$2.5MM

50

CURRENT SNAPSHOT
10 stores

Presentin 6
municipalities

Covering ~7%
population

Qualified demand ~R$
77 MM

60% online penetration

[ O e —— 2

FUTURE
~60 stores
~30 municipalities

Covering ~20%
population

Qualified demand ~R$
500 MM

CAPEX per Store:
~R$1.7MM

___________________________

e e - - - - - - - - - - ———



.Competitive edge + Strategic priorities aiming acceleration of

growth opportunities

OUR 3 Rs

51

OUR PRIORITIES

-

! '_,> Digital acceleration, through use of Technology,
2
Sl

Agile Methodology and Data Analytics

> Omnichannel

@9> Technology and logistics platform

> Time-to-Market

> Financial Solutions




.cOmpetitive edges: Value creation through differentiation and focus

on consumer

s (N
/7 N,
/ \
I \
1 \
I 1
| i
1 I
\ 1
\ )
\ /
\ S
\\ 7

-
- =

REFERENCE IN FASHION AND LIFESTYLE

« Time-to-market (time and
accuracy)

- Greater assortment of 1P/3P
products, with curatorship

 Inspiration on fashion and
lifestyle
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II * \\
fok ko
I 1
| I
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\ 1
\ 7
\\ I,
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REFERENCE IN CUSTOMERS EXPERIENCE

Personalized recommendations
and contents

Fashion content with value
generation to customer lifestyle

Speed and excellence in
delivery and services

52
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REFERENCE IN RESPONSIBLE FASHION

Generate a positive impact on
the fashion industry and the
environment

Improve conditions in diversity,
equality and social inclusion in
the ecosystem

Be an example of best
corporate governance
practices



D Key opportunities ahead.. 3 to 5 years
Enabling further market consolidation and sustainable growth

OMNI FOOTPRINT
EXPANSION

ENHANCED
EXPERIENCE,
PRODUCTS AND

SERVICES

EXPANSION IN
LIFESTYLES AND
MARKETS

Renner store expansion ~170 new stores (125 in new cities)
Increase share of digital GMV (~20-25%)

Increase omnichannel customer base > “Omni customer spend 3x more than single
channel customer”

Increase lifetime value

Store digitization and omni-integration > Self-service totems (154 stores by the end of
2022) and “Pague Digital”

Improve online logistic service level

Faster and accurate 1P assortment

Complement Lifestyle assortment through 3P online expansion
Improve stickiness and value proposition through customization

Continued expansion of specialized lifestyles brands (Youcom & Ashua)

Continue expansion through internalization (Latin America)

Explore opportunities to complement corporate portfolio (organically or inorganically)
Additional revenue streams-monetization of services for sellers

Renner to continue leading market consolidation

Combining Top Line and EBTIDA growth while leading industry margin and ROIC
53



D Where we are on this journey

Ecosystem Active Customers

18,9
] .

2Q21 2Q22 24-25

D+2 Deliveries

45%
] l

2Q21 2Q22 24-25

Omni customer base

1,9% 12,7% I

2Q21 2Q22 24-25

CAC [ Retail Revenues
-26%

I\

2Q21 2Q22 24-25

54

Digital Assortment (k)

360
]

2Q21 2Q22 24-25

Service Revenues at Realize

104
- .

2Q21 2Q22 24-25



) Our essence is the philosophy of enchantment

----------------------------------------------------------------
. .
. o,

engaged Record levels of
people enchant ? enchantment

customers @ 9 9] 0/0

very satisfied or
satisfied in 2021

o o
N o
---------------------------------------------------------------

------------------------------------------------------------------
. B
o .,

More than

loyal customers o .:. o

delighted generate 926 k m
customers are consistent and en.chcmtme.nt
loyal customers sustainable written stories

03 o
g S
------------------------------------------------------------------

results
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Appendix




) Company Background

EXPANSION
INTO THE
A.J. RENNER STATES OF
BEGINS SANTA
OPERATIONS CATARINA AND
PARANA
HEAVY FIRST
FULL LINE CONSUMER STORES IN
DEPARTMENT DURABLES SAO PAULO
STORE PHASE OUT
DEBUT IN
CAPITAL THE
LISTING MIDWEST
REGION

1912 1922

1965

DEBUT IN THE
NORTHEAST REGION
FINANCIAL
PRODUCTS
CO-BRANDED PRESENT IN ALL
CREDIT CARD BRAZILIAN
STATES AND
PHASE OUT OF E-COMMERCE FD
HOME AND
DECOR
NEW RIO DE
DEPARTMENT JANEIRG DG

SHARED SERVICES
CENTER

REALIZE CFI
CONSTITUTION FRST
DEBUT IN CIRCULAR
URUGUAY STORE
ACQUISITION
OF REPASSA
DEBUT IN ACQUISITION
ARGENTINA OF UELLO

1940 1967 1973 1987 1991 1994 1996 1997 1998 1999 2002 2003 2005 2006 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2021 2022
PROFESSIONALIZATION J.C. PENNEY NEW SANTA ASHUA
OF MANAGEMENT J.C. PENNEY DIVESTS ITS STAKE CATARINA L/E\)LIJ:NR():(H
ACQUIRES A
LOJAS RENNER SPECIALIZED FASHION CONC%ROLUNG NOVO MERCADO ACQUISITION DC LAUNCH OF VENTURES
S.A. IS STORE STAKE 1ST BRAZILIAN OF B&M STORES
CONSTITUTED PILOTS
CORPORATION CAMICADO (PILOTS)
FIRST STORE “ENCHANTMETER” NEW
IN PORTO RENNER CUSTOMER ESG LINKED TO CABREUVA
ALEGRE PRIVATE SATISFACTION LIFESTYLE DEBUT IN THE LAUNCH OF LAUNCH OF EXECUTIVES'
LABEL CARD CONCEPT NORTH REGION YOUCOM ASHUA REMUNERATION
( ]\ J | )
Y Y
BEGINNING OF THE STORY EXPANDING TERRITORY DRIVING SUSTAINABLE GROWTH



) Growth and Margin EBITDA* = Value Generation

H122 Same Store Sales x EBITDA* margin 1H22 Net Retail Revenue x EBITDA margin

Q , 7000
@ 65% 5

@ = 6.000
7 p=

oo% £ 5000
£

45% 3 4000
>

e  3.000
35% S

© 2000

25% 2 1000

15% 0

0% 3% 6% 9% 12% 15% 18% 21% 24% 0% 3% 6% 9% 12% 15% 18% 21% 24%
EBITDA* Margin EBITDA* Margin
O Lojas Renner S.A. EBITDA EBITDA other domestic listed apparel players

Source: Includes information from listed players and data based on 1H22 earnings reports, adjusted for comparable
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D) New Sustainability Strategy - 2030

Human and diverse relationship
« To be among the national references in engagement, guaranteeing living wage and continually advancing in the promotion of the
well-being of employees.

« Achieve 50% of leadership positions held by black people and 55% of senior leadership positions held by women.

e Climate, circular and regenerative solutions
-« Speed up the transition to a low carbon economy, achieving science-based reduction targets (SBTi) and climate neutrality by 2050.

* Reduce the water consumption of the operation and strategic suppliers, eliminating the disposal of chemical products with restricted

substances in the production of textiles and footwear.

\- Development of circular textile raw materials and regenerative, guaranteeing 100% of the main raw materials more sustainable.

)

Connections that amplify
« Certify the supply chain through socio-environmental criteria and focus purchases on suppliers with high management and
performance.

« Achieve 100% traceability of cotton products and advance in the traceability of other textile raw materials.

More information in our 2021 Annual Report, available at the Lojas Renner IR website.



.cdbreﬁva DC: First omni DC in the Brazilian market
bring physical scale to online channel

rea:]63thousondsq2 T — i T i

CAPEX: ~R$ 800 MM
Omni Operation

Synergies between all brands
Inaugurated in 2Q22

Fully operation by 2023 % s ~

-

Omni DC: operational synergies (off + on)
Physical stores scale will boost online channel efficiency

Increase the capacity of the logistics network to support the growth
of the businesses

Simplify the logistics network and apply new technologies that
allow lead time reduction, productivity gains and better customer
service

Complete the deployment and improve Push & Pull model

Support the accelerated growth of ecommerce and enable
omnichannel logistics

Support international expansion




@ ELL O Digital native Logitech of express delivery, focused on superior
experience and real-time management
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Mission of increasing the
lifecycle of up to 70% of clothes
that people hardly use from
their wardrobes

Sustainability at the core of the
company, through lower
consumption of natural
resources when people buy
used clothes and social impact
through donation of clothes
and money to NGOs

Curated assortment
guarantees the best used
clothes, checked for quality and
authenticity, in a hassle-free
experience to the seller (just
send the item and Repassa
takes care of the rest)

Online 2"9 hand platform that allows consumers to sell clothes through a
no-hassle experience, with sustainability at the heart of the business

Items are quality

checked (items not
approved are returned to
the seller or donated to
NGOs)
‘¢“““ .....'.
L 4
Customers buy o ., I.-;pproved
the “SACOLA DO o : items are
BEM" (ugoodwi" ...’ "“ SOI’ted,
bqgs") and send K “‘ steamed...
used items to be N .
sold . .
Sold items . s
generate credits "‘ ..' ...photographe
to the seller, that ", R d, catologued @
can cash-out, . o and priced
exchange for K R
vouchers from Ttena, Lese®’
partner brands or femmment
donate to NGOs

Item uploaded to
the website and @
ready for sale



" Platform of innovative and sustainable financial solutions aiming
r@a |Ze to boost Renner Lifestyle Ecosystem
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JP Differentiated performance well recognized by the market

« IPO until dec/19: ~6,000%

« IPO until dec/21: ~2,600% Market Cap
« Jan/19 to dec/21: ~ -38% R$ 44.7 billion as of Dec19
~6,000% R$ 24.2 billion as of bec21
—LREN3
IBOV ~2,600%
IPO on May/2005 ~300%
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~R$ 3.7 billion in dividends distributed during the period



P Main figures

(R$ MM) 20m 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
Net Revenue from Merchandise Sales 2,896.6 3,462.0 3,913.8 4,642.6 5,450.9 5,721.8 6,600.1 7,485.4 8,474.7 6,660.6 9,547.4
Same Store Sales 7.2% 8.8% 5.8% 11.1% 10.8% -0.2% 9.2% 7.4% 87% -23.9% 40.1%
Gross Margin from Retailing Operation 52.5% 53.3% 52.7% 53.8% 54.8% 55.7% 55.7% 56.5% 56.3% 51.9% 54.2%
SG&A over Net Revenue from Merchandise Sales -35.4% -35.3% -34.8% -33.8% -34.1% -36.2% -37.3% -37.1% 32.3% 39.2% 36.9%
Adjusted EBITDA from Retailing Operation 467.5 565.6 663.3 835.6 1,038.8 1,087.8 1144.2 1,423.9 1,996.4 1578.3 1,474.5
Adjusted EBITDA Margin from Retailing Operation 16.1% 16.3% 16.9% 18.0% 19.1% 19.0% 17.3% 19.0% 23.6% 23.7% 15.4%
Adjusted Total EBITDA (Post IFRS 16) 592.6 4.4 837.1 1,053.1 1,247.2 1,339.1 1,475.8 1,773.3 2,388.8 1,661.2 1,722.1
Adjusted Total EBITDA Margin 20.5% 20.6% 21.4% 22.7% 22.9% 23.4% 22.4% 23.7% 28.2% 24.9% 18.0%
Net Income 336.9 355.4 407.4 47.4 578.8 625.1 732.7 1020.1 1,086.2 1,096.3 633.1
Net Margin 11.6% 10.3% 10.4% 10.2% 10.6% 10.9% 1M.1% 13.6% 12.8% 16.5% 6.6%
Number of Stores 197 232 278 332 380 444 512 556 603 606 636
Selling Area in Thousand sg? 334.8 382.0 436.2 486.6 533.6 584.6 655.0 694.9 7491 755.5 7812
Number of Employees 13,340 14,881 16,367 16,870 16,907 18,079 19,989 21,376 24,162 24,757 25,474
ROIC 28.6% 23.9% 21.4% 21.2% 22.0% 21.4% 21.0% 23.0% 21.3% 15.9% 6.7%
CAPEX 296.6 382.3 4121 502.0 5714 512.6 550.4 610.4 751.3 544.0 1088.1
Pay Out 75.0% 75.0% 40.0% 40.0% 40.0% 40.0% 40.0% 40.0% 40.0% 27.8% 61.3%
Result from Financial Products 125.1 148.9 173.9 217.6 208.4 251.3 331.6 349.4 3924 83.0 247.6
% Over Total Adjusted EBITDA 21.0% 21.0% 20.8% 20.7% 16.7% 18.8% 22.5% 19.7% 16.4% 5.0% 14.4%
Renner Card Penetration (Priv. Label + Co-B.) (%) 54.7% 52.1% 51.4% 49.7% 48.8% 48.3% 45.2% 44.2% 43.7% 41.4% 36.7%
Cash Payments (%) 23.8% 24.9% 25.4% 26.3% 26.5% 26.3% 27.4% 26.7% 25.9% 29.1% 28.9%
Other Credit Cards (%) 21.5% 23.0% 23.2% 24.0% 24.7% 25.5% 27.4% 29.1% 30.4% 29.5% 34.4%
Renner Card Average Ticket (R$) 145.53 154.95 163.68 176.28 184.48 191.46 195.29 201.41 207.86 211.49 229.30
Company's Average Ticket (R$) 105.01 11.90 117.31 126.56 134.04 140.40 144.06 149.02 154.54 151.06 172.70
Total Portfolio - Private Label (R$,000) 796.4 932.6 1,061.8 1,205.3 1,270.5 1,256.8 1,181.2 1282.8 1,373.2 1167.7 1104.3
Total Portfolio - Co-branded (R$ ,000) 28.6 90.7 175.3 338.0 455.2 529.5 1,063.4 1,452.1 1,240.4 2,349.6 3,679.3
Total Portfolio - Personal Loan (R$ ,000) 108.0 120.7 142.4 168.9 179.4 144.6 71.9 50.8 - - -

Total Portfolio (R$ ,000) 933.0 1,144.0 1,379.5 1,712.2 1,905.1 1,930.9 2,316.5 2,785.7 2,613.6 3,517.3 4,783.6



Lifestyle

Lifestyle is our collection segmentation strategy.

Lifestyle is a way of segmenting the customer through
values.

People with the same values express their preferences,
attitudes and habits in a similar way.

Rennata, our digital persona
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