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INRETAIL OVERVIEW

Multi-format retailer with focus in the underpenetrated Peruvian
market

Undisputed leadership in all its segments!
—#1in food retail
—#1in pharmacies

—#1in shopping malls

Operating in consumer non-discretionary segments

Strong and resilient cash generation with stable leverage ratios and
top of industry profitability margins

Controlled by Intercorp Group BBB-/BBB- one of Peru’s largest
business conglomerates
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INRETAIL IS PART OF ONE OF PERU’'S LEADING AND

MOST DIVERSIFIED BUSINESS GROUPS

Simplified organizational structure

[J Intercorp
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LTM Q1’26 Intercorp metrics:
= More than ~USD 10.9 billion in sales

» Market capitalization of 2 public subsidiaries of ~USD 8.7 billion as of March, 2026

* More than 107k employees
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LTM Q1’26 FINANCIAL SUMMARY BY SEGMENT

Million Soles (S/ mm)

Revenues
% Revenues Contribution

Adj. EBITDAY
% Adj. EBITDA Contribution

Adj. EBITDA Margin?

Q1’26 - InRetail Overview
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9,185
39%

1,574
48%

17.1%
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INRETAIL HAS ACHIEVED STRONG GROWTH

Stores Revenues (US$ million)? Adj. EBITDA (US$ million)/3/

4,273 6,689 898

14%
1.6x

1.8x

2,633

2019V Q126 2019" LTM Q126 2019 LTM Q126

%~ Supermercados InRetail 13, InRetail
. OPeﬁxanos SA . ;- Shopping Malls
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The leading multi-format retailer in a growing and underpenetrated Peruvian market

Sustainable growthin
underpenetrated
sectors

Undisputed leadership

& diversified business
model

Proven track record of
strong growth and
consistently high
profitability

Q126 - Investment Thesis

Stable macroeconomic environment in Peru, with proven resilient growth and solid fundamentals

Peru’s modern retail is still in an early stage of development, with low penetrationin all of
InRetail’s segments

~

/

Undisputed leadership in the food retail, pharma and shopping malls segments
Omnichannel and multi-format value proposition to target a wide customer base

Clear growth potential through our omnichannel platform

~

-

Sustained organic and inorganic growth, with clear synergies and free cash flow generation

Resilient and well-diversified business model, with proven capacity to attain growth and top of
industry profitability

Successful and seamless integration of acquisitions, with proven track record of deleveraging

/




THE PERUVIAN ECONOMY HAS STRONG MACRO

FUNDAMENTALS

Proven resilient growth

Stable fiscal and monetary policy

Historical GDP growth (%) Global financial CovID0 Public debt as % of GDP, 2025

crisis pandemic

92%

il O il — o

1990 1995 2000 2005 2010 2015 2020 2025

Controlled inflation with stable growth? Among the lowest risk environments?

Higher growth
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SIGNIFICANT UPSIDE POTENTIAL FOR MODERN RETAIL

Food Retail Pharmacies Shopping Malls

Penetration as a % of total food retail sales - 2024V Pharmaceutical sales as % of GDP - 2025% Malls GLA (sgm) per 100 people - 2024

Mean ex-Peru: ;
Mean ex-Peru: ° .
61.4% 63.7% o : 19.2
........................................... Mean ex-Peru: '
16.1
37.9% : 12 4
31.5% I I

Il = Il Bw Il B 0l = [= =2 Il = 1I

Peru Colombia Mexico  Chile Brazil Peru Chile Mexico Colombia  Brazil Brazil Peru Colombia Mexico Chile

Source: Euromonitor, 2025 Source: Fitch, 2026 Source: Accep, 2025
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The leading multi-format retailer in a growing and underpenetrated Peruvian market

Sustainable growth in
underpenetrated
sectors

Undisputed leadership

& diversified business
model

Proven track record of
strong growth and
consistently high
profitability

Q126 - Investment Thesis

Stable macroeconomic environment in Peru, with proven resilient growth and solid fundamentals

Peru’s modern retail is still in an early stage of development, with low penetrationin all of
InRetail’s segments

~

J

Undisputed leadership in the food retail, pharma and shopping malls segments
Omnichannel and multi-format value proposition to target a wide customer base

Clear growth potential through our omnichannel platform

~

.

Sustained organic and inorganic growth, with clear synergies and free cash flow generation

Resilient and well-diversified business model, with proven capacity to attain growth and top of
industry profitability

Successful and seamless integration of acquisitions, with proven track record of deleveraging

J




FOOD RETAIL

Leading food retailer with a consolidated multi-format platform

Revenves by format Multi-format strategy serving a diversified customer base across purchase missions

Hypermarket &
Supermarket

High-end Supermarket Cash & Carry Hard Discount

stores

ﬁ 535

b))
plaza/éa O LEY  Massv
S/5.8bn Vivanda
Number of 2 27 1,582
stores
One-stop shop Variety of fresh and Focused on professional Conveniently located,
P des’rincﬁion, reqching all premiun.w fooc! prodUCf’rs as HoReCa clients small sized stores with
strategy socio-economic levels well distinctive service Tailored products such as optimized ossorjfmem‘ for
e 1.721 Food Retail brand with Located in Lima'’s volume-sized and business ~ the lower and middle-class
r_i‘m ' highest recognition in Peru wealthier neighborhoods specific sector
- stores
e = Stock-up = Stock-up « Volume = Proximity
Q126 missions = Variety * Fresh & specialties « Low-cost ® Daily basket
S/13.4bn = Reposition = Service = Low-cost
::’::’(f: ::;'es ~3.0k ~1.2k ~4.4k ~180

Growth A
Potential’ ' . ‘
B Hypermarket & Cash & Carry [l Hard Discount
Supermarket

Q126 - Investment Thesis 13



PHARMA

Largest pharmacy player in Perv with an unparalleled nationwide presence

Revenues by unit

Expansion of our health and well-being portfolio through our multi-format strategy

&

Distribution
Pharmacies One of the
Largest largest pharma
pharmacy distribution
platform in companies in
Peru with Peru, with
2.5k stores presence in
Ecuador
B Pharmacies Distribution

Pharmacies sales breakdown by

category

2019

Q126 - Investment Thesis

Pharma

Q126

Non-Pharma

Revenues by format

Number of stores

®Inkafarma

Every day-low price
strategy

High & low strategy,
supported by strong
loyalty program

Traditional Self-Service Beauty & Personal Care

48% 31% 21%

1,385 719 425

Traditional Inkafarma counter Increased display of personal
store, with only assisted sales care categoriesin sales area

Traditional Mifarma counter Sales floor with small aisles of Additional assortment and spaces
store, with only assisted sales consumer and nutrition dedicated to beauty and wellness
categories

14




SHOPPING MALLS

Leading shopping malls platform with a resilient business model

Consistent Net Rental Income growth and stable occupancy rates?

Net Rental Income (S/ mm) and Occupancy Rates (%)

95% 97% 97% 96% 96%

CAGR; L TMar26} 5.1%

~90%
of rental income

from fixed rent
contracts

2022 2023 2024 2025 LTM QT1'26

Multi-format strategy with differentiated value propositions

Shopping Malls

= Strategically located in large population areas with
easy accessibility to attract high foot traffic

= Value proposition: A comprehensive destination
combining shopping, entertainment, and leisure,
designed for diverse and extended experiences. GLA
greater than 25k sgm

Q126 - Investment Thesis

Supported by high quality and long-term tenants"

Diversified tenant base and GLA
%X of GLA as of Q1’26

B Anchors & Jr. Anchors exc. Cinema

B Entertainment and Food & Beverages

Specialized Retail ~20 years

] Average term of
Services & Others contracts

848k
Leased
GLA

O€ [Ointerbank &
oechsle p'OZO éa cineplanet i

Q PROMART W

Power Centers

= Strategically located in small neighborhoods within
short distance from our visitors' homes

= Value proposition: Focused on convenience, featuring
big-box anchor stores and a functional layout for quick
and specific shopping needs. Average GLA of 15k sgm.




The leading multi-format retailer in a growing and underpenetrated Peruvian market

Sustainable growth in
underpenetrated
sectors

Undisputed leadership

& diversified business
model

Proven track record of
strong growth and
consistently high
profitability

Q126 - Investment Thesis

Stable macroeconomic environment in Peru, with proven resilient growth and solid fundamentals

Peru’s modern retail is still in an early stage of development, with low penetrationin all of
InRetail’s segments

~

/

Undisputed leadership in the food retail, pharma and shopping malls segments
Omnichannel and multi-format value proposition to target a wide customer base

Clear growth potential through our omnichannel platform

~

/

Sustained organic and inorganic growth, with clear synergies and free cash flow generation

Resilient and well-diversified business model, with proven capacity to attain growth and top of
industry profitability

Successful and seamless integration of acquisitions, with proven track record of deleveraging

~
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CONSISTENT PROFITABLE ORGANIC GROWTH

AND EXPERTISE IN ACQUISITION INTEGRATION

2019 +1.8x LTM Q1’26

Revenves US$3,740mm

Revenues US$6,689mm

4.}: InRetail

PERU CORP

+1.6x

e —— T

# Stores 2,633

Revenues (US$mm)

6,689
3,740 E
282 . [
Il s meew ) BEm ) B Y
2003 2005 T 20 2012 204 T 2016 I 2018 2019 2020 2021 2023 2024 2025 LTM Q126
My Supermercados @Inkafarma 5 H 1. InRetail 0 TiaKro L, InRetail JOKR =m] Launch of Ma’,r
ger‘t’,lanos SA d .. :?‘% !F:luch-?aIl 808 5?107)t|3aill19 Malls Ma" r O OU!C.O.RP Amw ) Consumer . Hard Opening of Mass
Acquisition of Opening of Acquisition IPO InRetail & InRetail LC‘U”Fh of Ach|§|+|on cquisition Issuanceof  Acquisition of Discount store #1.500
§ of (J" Consumer Hard Discount of Quicorp of Makro f I iaital . !
SPSA first Plaza Inkaf (US$ 460mm) Per¢ Internationa digita format in ®Inkafarma
Vea outside nkararma Issuance of format L3 InRetail bonds platforms Chile
Lima International ¢ Shopping Malls Opening of
bonds :‘%: InRetall pharmacy #2,500
Issuance of L), InRetail

International bonds

:%}: InRetail

- ke Supermercados
Peruanos sa
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RESILIENT BUSINESS MODEL WITH STRONG

GROWTH AND PROFITABILITY

* InRetail operates a resilient business model with a well-diversified, multi-format platform, anchored in a diligent execution of its EDLP strategy and an important representation
of essential categories

= Our Food Retail segment continues to attain significant growth and expand margins, achieving better than expected results
=  Our Pharma segment operates with top of industry profitability, maintaining stable margins

=  Our Shopping Malls segment has proven to be a predictable segment with robust and stable occupancy levels

Same Store Sales (SSS) Adjusted EBITDA?
C‘) ggpear'r]r;esrcados (S/mm) C‘) ggper:oesrcados
! Adj. EBITDA s s
s @) @ o ®
7.1% 3 4% 259 3.4%V 4.8%" 1,021 1,112 1,155 1,161 1,231
I
2022 2023 2024 2025 LTM Q126 2022 2023 2024 2025 LTM Q1'26
:8: InRetail :8: InRetail
Adj. EBITDA
3.1% 1.2% 3.5%V 4. 7% arai e e v
1,199 1,363 1,473 1,530 1,574
-0.5%
2022 2023 2025 2025 LTM Q1'26
2022 2023 2024 2025 LTM Q126
Ll InRetail £, InRetail

7~ Shopping Mall s~ Shopping Mall
Shopping Malls Net Rental Shopping Malls

8.7% 2.6% 2.7%V 5.1%" Margin® @ @ & @

E—
- 414 459 501 424 460
-1.5% I
2022 2023 2024 2025 LTM Q126 2022 2023 2024 2025 LTM Q126
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FINANCIAL SUMMARY

Million Soles (S/ mm)
Highlights

* Double-digit growth in revenuves, with a strong growth in our
Food Retail segment and a solid growth in our Pharma and
Shopping Malls segments, reflecting a stronger consumption
environment

= Strong double-digit growth in adj. EBITDA, mainly explained by
the growth in revenues, the increase in gross margin and the low

comparison basis

Revenues YoY Adj. EBITDA YoY

+10.2% B +22.2%

Q1’26 - Appendix

Revenues

|—+10.2%—¢

5 493 6,052

Q1’25 Q126
Gross . .
Margin 27.2% 27.9%
Adj. EBITDAY
‘— +22.2%—¢
785
643
Ad;. Q125 Q126
EBITI.DA N.7% 13.0%
Margin

20



Million Soles (S/ mm)

Net Income Net Income (excluding FX and Mark-'l'o-Marke‘l')v
— -4.9% — ‘7+4O.8%—¢
192 182 229
!—-_ )
Margin 3.5% 3.0% Margin 3.0% 3.8

Net Income Breakdown

+142 -134
,,,,,,,,,,,,,,,, _7 e
,,,,,,,,,,,,,,,, +26 o o,
NetIncome Q1’25 Adj. EBITDA Net FX Effect? Mark to Higher Financial  Higher D&A¥ Higher Tax  NetIncome Q1'26
Increase Market Effect  Expenses, Net Expense

Q1’26 - Appendix 21




CASH-FLOW BREAKDOWN

Million Soles (S/ mm)

”””””” -148
+170 -138 wor-
************ -104 +28
Starting Cash Operating CAPEX Financial Debt Amortization Financial Other Non-
Balance Q1’26 Cash Flow and Financial Expenses Operating
Expenses of Activities?

Q1’26 - Appendix

Lease Liability

Ending Cash
Balance Q1’26
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FINANCIAL DEBT AND LEVERAGE

Million Soles (S/ mm)

Leverage Evolution? Financial Debt Amortization Schedule

Net Leverage? M Leverage¥ Il Dec'25 B Mar'26

39% 38%

2.6
X 2.5x 2.5x 28% 28%

13% 12% 12% 12%

2026 2027 2028 2029 2030 2031
onwards
LTMQT25 LTM Q2’25 LTM Q3’25 2025 LTM Q126
Cosh Highlights
Net Debt = Net leverage decreased to 1.8x YoY, driven by an improvement in adj.

EBITDA and a higher cash balance

Net Leverage? Net Leverage? ) ) ) ) _ '
) * Temporary increase in short-term debt, given cyclical working capital
L1, InRetail 'I 4x POS !_‘I;Re!:alhld . 3 'Ix
Consumer e OIOPPTRS e requirements in our Food Retail and Pharma segments

Q1’26 - Appendix 23



FOOD RETAIL

Million Soles (S/ mm)

Revenues Adj. EBITDAY

+13.1% . ’—+30-”’—¢
3,521 299

3,113 229

Gross arzs arze Adi.EBITDA &2 Qarzé
Margin 22.5% 23.4% Margin 7.3% 8.5%
= Double-digit growth in revenues of 13.1%, favored by the improvement in consumption and by the Q1’26 Highlights

low comparison basis
Hard Discount SSS

+16.6%

= Adj. SSS growth of 8.9%%, with a solid performance in our Hard Discount and Cash & Carry formats

= Strong double-digit growth in adj. EBITDA of 30.7%, mainly explained by the growth in revenues,
the higher gross margin and the low comparison basis, which included extraordinary impacts from
the temporary closure of several stores and one-off expenses related to reorganizations Cash & Carry SSS

+13.7%

Q1’26 - Appendix 24



PHARMA

Million Soles (S/ mm)

Revenues Ad|. EBITDA

Gross i i Adj. EBITDA . R

Margin 31.8% 32.6% Margin 16.4% 17.3%
Revenues increased 6.2%, driven by a strong double-digit growth in our Pharmacies” unit, Q1’26 Highlights

compensating the decline in revenues in our Distribution? unit given the progressive exit of non-core
channelsin Peru

Adj. SSS growth in our Pharmacies? unit of 9.3%3/, with a strong growth across all categories,
favored by the improvement in consumption

Double-digit growth in adj. EBITDA of 12.3%, explained by the improvement in gross margin given
the change in revenue mix, and the increase in fixed costs dilution, despite the incremental expenses
from the new stores opened and from the gradual implementation of the new distribution center

Q1’26 - Appendix 25



SHOPPING MALLS

Million Soles (S/ mm)

Revenues Adj. EBITDAY

+5.0% 1

187 197

QT25 QT26 Net Rental QTr25

Gross
63.8% 69.0% Margin? 62.4%

Margin

= Revenues grew 5.0%, mainly explained by the increase in GLA (+28k sgm), the improvement in
performance of our malls and the low comparison basis, which included the temporary closure of
several malls

= Adj. tenant SSS growth of 13.9%3/, driven by growth across all categories other than Cinemas,
fueled by the improvement in consumption

= Adj. EBITDA grew 41.8%, mainly due to the increase in revenues and to the low comparison basis,
which included extraordinary impacts related to the incident in the Real Plaza Trujillo mall

Q1’26 - Appendix

121

QT'26
79.2%

Q1'26 Highlights

Occupancy

95.5%

Tenant SSS

+13.9%

26



OPERATING METRICS

Food Retail
N° Stores
Cash & Carry Supermarkets - Hard Discount
1,721
1,689 27
1,604 27 12
1,551 27 n2
1,482 27 10
27 110
1,582
10 m 1,467 1,550

Q125 Q2'25 Q3’25

Same Store Sales

3,352 4.2%

1.5%

Q4’25 Qr26

2025:3.4% / YTD: 8.9%

8.9%

4.4%

Q125 Q2'25 Q3’25

Q1’26 - Appendix

Q4’25 Qr26

Pharmacies
N° Stores
Beauty & PC3¥ Self-service - Traditional

2,419 2,438 2,486 2,509 2,529
381 389 405 417 425

693 699 715 716 79

1,366 1,376

Q125 Q2'25 Q3’25 Q4’25 Qr26

Same Store Sales 2025:3.5% / YTD: 9.3%

9.3%%

5.4%
4.2%%
3.1%

1.2%

Q125 Q2'25 Q3'25 Q4’25 Qr26

Shopping Malls
N° Malls

I Power Centers [l Shopping Mallls

22 22 22 23

2 2 2

Q125 Q2'25 Q3’25 Q4’25 Qr26

Same Store Sales 2025:2.7% / YTD: 13.9%

13.9%%

7.5%

o2/
3.1% 1.9%

-2.3%
Q125 Q2'25 Q3’25 Q4’25 Q126

27
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NI Food Retail"

60 Pharma

92 91 93 94 o 93 92 93 77

a—3— 90— 9—B—0n

Q124 Q2'24 Q324 Q4'24 Q125 Q2'25 Q3'25 Q4'25 Q126

Days Acc Payable Inventory Turnover Days Acc Receivables =~ === CCC
n2 n3 115 115 LY/ n3 4 L 15
27 27
22 20 21 20 17 16 17
-8 -8
-16 -14 R
-20 19 -22 24 -20
Q124 Q2'24 Q324 Q4'24 Q125 Q2'25 Q3'25 Q4'25 Q126
Days Acc Payable Inventory Turnover Days AccReceivables === CCC
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LARGEST FOOTPRINT OF PREMIER RETAIL LOCATIONS

Food Retail

112 Supermarkets
27 Cash & Carry
1,582 Hard Discount

(328?) (@17
r(sﬁ?&);)' (4)
makrol{)
(75) (‘_‘)(2)
ve6n) Y ooh)
(3"~ ) ‘@[¥)
e]t) v (23)
(1)
v (89)p(1>mm o)

Pharmacies
2,529 Pharmacies
-
19) o)
o E (59)
g0 (13)
(127)
-0
(108) o O
U9 Ten
K&
0 4 ©
(75) (38) % @,' o
i< ”3 (29)
(1,209) ..(89) 4 O
R (1)
o o
(6) - SB)
5 O 50
(©5) .'2 T ?34)
©
5(147) 4 O
(14)
o0 (31

Shopping Malls

B First mover in 22 cities outside of Lima
B Total sales area (sgm): 729k

B ~40% of sales area sqm are owned"

B Presentin all of Peru’s 24 departments
B 100% of stores are rented

B 48%in Lima/52% in Provinces

23 Malls

Piura(2) g,

chiclaye & Cajamarca

Tryjillo & ﬁ, San Martin

Chimbote & ﬁ. M
2 Ucayali
Lima (10) ﬁ ﬁ, Huancayo

RCEY
R Glocd)

Arequipa ﬁ

Only modern shopping
mall in the city

B First mover in 6 out of the 12 departments
B Total GLA (sgm): 888k

Q1’26 - Appendix
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Andrea Fabbri

Investor Relations Officer
IR email: andrea.fabbri@inretail.pe

This material was prepared solely for informational purposes and is not to be construed as a solicitation or an
offer to buy or sell any securities.

This presentation may include forward-looking statements or statements about events or circumstances which
have not yet occurred. We have based these forward-looking statements largely on our current beliefs and
expectations about future events and financial trends affecting our businesses and our future financial
performance. These forward-looking statements are subject to risk, uncertainties and assumptions, including,
among other things, general economic, political and business conditions, both in Peru and in Latin America as a
whole. The words “believes”, “may”, “will”, “estimates”, “continues”, “anticipates”, “intends”, “expects”, and
similar words are intended to identify forward-looking statements. We undertake no obligations to update or
revise any forward-looking statements because of new information, future events or other factors.

In light of these risks and uncertainties, the forward-looking events and circumstances discussed in this
presentation might not occur. Therefore, our actual results could differ substantially from those anticipated in
our forward-looking statements.

No representation or warranty, either express or implied, is provided in relation to the accuracy, completeness
or reliability of the information contained herein. It should not be regarded by recipients as a substitute for the
exercise of their own judgment. We and our affiliates, agents, directors, employees and advisors accept no
liability whatsoever for any loss or damage of any kind arising out of the use of all or any part of this material.

This material does not give and should not be treated as giving investment advice. You should consult with your
own legal, regulatory, tax, business, investment, financial and accounting advisers to the extent that you deem
it necessary, and make your own investment, hedging and trading decision based upon your own judgment and
advice from such advisers as you deem necessary and not upon any information in this material.

InRetail



