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Product and
Business Highlights




Multiple strategies to

and boost sales to our partners.

New Home and features that make it easier
for users to shop, while also improving the
experience  using  financial  services
embedded on the journey.

We've been preparing for Black Friday
since the beginning of the year. Méliuz Ads
packages were sold out in 5 days,
highlighting our partner's trust that we can
deliver sales in a cost efficient way.
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1- Related to the “Premium category”.

15% de
caghback

na Epoca
Cosméticos!

9:41

méliuz a0 2 )
Q

Ganhe cashback

Lojas visitadas

We consolidated an important step in
our internationalization  strategy,
launching the cashback feature in all
44 countries where Picodi operates.

Key Partnership to become one of the
pioneers in embedded insurance in
Brazil.



We keep evolving our product to reduce friction on the shopping
experience and broaden our financial offering

Amazon BR m
8% de cashback

méliuz

FINANCIAL
SERVICES

SHOPPING

Pague com Méliuz para
ganhar mais cashback

. . Amazon
Se preferir, escolha qualquer outro meio

de pagamento oferecido pela loja para
finalizar a compra.

@ Cortéio de crédito >
Mastercard =+=+ 8601

(1) New formats for communication with users within the Méliuz App.

QOO

VOB

User Experience Improvements

New app user interface
Full shopping journey within Méliuz’ App

In-app messaging?!

New Product Features

Cryptoback
Bank account payments (boleto)

Additional opportunities for Méliuz Ads



Méliuz Ads
Packages for Black
Friday were sold
out in 5 days’

84% increase in the
number of partners
closing campaigns for
Black Friday & World Cup,
reinforcing our ability to
generate sales for partners
in a cost efficient way

(1) Related to the “Premium category”.



We completed a key milestone of our internationalization strategy & picodi
with the cashback rollout to 44 countries

Feb/21 @ Picodi M&A

15t cashback expansion wave
Set/21 ‘ Launching first 9 countries

Jan- ® Product & Infrastructure improvements
Aug/22 Leveraging our knowledge from Brazil to deliver
similar user experience on a scalable platform

Visitou

Trocafone
TROCAFONE
1%

Oct/22 ‘ Roll-out to 44 countries

Enabling cashback in all Picodi markets

Degrau Cultura

DEGEAU

g Picodi: Cashback e c6digos

ce promocionais - tudo em um
« (ENTAURD 6
20

Next Early traction
steps Focusing on countries with product market fit
and early traction signs to improve
operations, invest in growth and personalize
key features

(&) PNEUSTORE
3%

I GO




Méliuz + Chubb

More growth is to come
with that recently alliance
bringing a promising future
roadmap




Operational
Performance




We delivered 52% yoy revenue growth in Shopping Brazil

while also significantly increasing profit margins with +1.1. p.p. in net take rate

Shopping Brazil Méliuz GMV and Méliuz
net revenue net take rate GMV LTM
2.4%
60.0 2.1% 5,342 5,425
557 TR T s
1.3%
+52% 3779 +44%
1,203 1,192 779
394 | 1,109 T 47%

3Q21 2Q22  3Q22 3Q21 2Q22  3Q22 3Q21 2Q22  3Q22



We continue to grow our user base
while controlling and optimizing marketing expenses

Total accounts Total buyers Marketing expenses
Shopping Brazil Shopping Brazil Parent company

25.2 26.2 i

__________________________________ +5%
20.8 +26%
-74%
4.3
2.7 |

3Q21  2Q22  3Q22 3Q21  2Q22  3Q22 3Q21 2Q22  3Q22

Total accounts, buyers & Marketing expenses: considers Méliuz only.



The cashback operation is gaining traction in the international shopping, &g ricod
building the cohorts that will deliver future returns

Total buyers

Cashback operation

+83% +836k

accumulated
accounts opened
until 3Q22

1Q22 2Q22 3Q22

GMV Net revenue
Cashback operation Cashback operation
432 0
30.7 0.8
+156% +193%
169 ~ | 03
1Q22 2Q22 3Q22 1Q22 2Q22 3Q22

Represents 19% of Picodi /
total net revenue in 3Q22,
against 14% in 2Q22 y



We are conservatively offering credit to our users,
selecting a small subset from our waiting list

Digital accounts Méliuz credit card issued TPV Meliuz credit card TPV co-branded card

17 235 571 s AR

674.6 (-15%
+49%
12 | ™
+546% +697%
36 N | 7.2

0.1 0.5 04 T
1Q22  2Q22 3Q22 1Q22  2Q22 3Q22 1Q22  2Q22  3Q22 1Q22  2Q22  3Q22



Financial
Performance




We continue to deliver robust growth in revenues
driven by Shopping Brazil

Net revenue! Net revenue LTM!
365.3
326.3 -
26 s
24 ; ‘
+75%
A
208.4
6.3
185
265.2
2446
557 60.0
394 1495
3Q21 2Q22 3Q22 3Q21 2Q22 3Q22
Others [ Financial services International shopping [l Bankly Brazil shopping Total proforma LTM

(1) Consider revenue from Picodi since March 2021; Promobit, Melhor Plano since June 2021; Alter since October 2021 and Bankly since June 2022;
(2) Considers Bankly's full results since 4Q21.

407.5

3Q22
pro-forma
LTM2
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Our results and cash balance are already reflecting our
focus on improving efficiency while keeping growth

(52.0)
2Q22

ITDA

Net result

(28.2)
2Q22

27.7)
2Q22

Cash balance

3Q22

rs 486.6MM

r$ (15.8)mm

variation against 2Q22

3Q22

rs 419.7Mm

r$ 6.1MM

variation against 2Q22



Bankly spin-off study.

Co-branded credit card Bankly acquisition
Begi.nning of our journey in the ﬁnon.cicl Expansion of Méliuz's financial services
services market through a partnership ecosystem, allowing the development
model. We reached more than 7 million in-house of own solutions in digital
cards requested and we saw the . accounts, payments, cryptocurrency and
qdher(_ence from our users for a Méliuz other topics related to the foundation of
financial product. this vertical.
Nov Jun
2019 2021 2022
Mar May Apr
IPO Dabacuri project

Accelerate new
organic and inorganic
growth avenues for
Shopping and
Financial Services

Project to create a brand-new-app
unifying Shopping and Financial
Services verticals under a Méliuz's
seamless experience.

We received the approval from the
Brazilian Central Bank related to the
transfer of Bankly's control to Méliuz

Bankly deal approval Bankly potential spin-off

Studies for the potential split,
aiming to unlock the full potential
of Méliuz and Bankly

2022
jun

2022
Oct

New App integrating Shopping and
Financial Services available for all users
New app rollout concluded alongside a new visual

identify and new brand positioning. The product goal to

unify under Méliuz unique experience the Shopping and
Financial Services verticals was successfully achieved.
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bankly
g




bankly
Events?! processed in =
Bankly platform

#Events per quarter

Strong
financial
growth
powered by
product
modularity

+16MM

events?

QoQ compound
growth = 49%

Product 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22
roadmer ’ \:’/ \5/ \f/ \5/ \f/ \5/ \f/ W_
+Antifraud +Virtual Card +PIX integration +PIX keys +New onboarding +Card: Pospaid +New security +Credit Card +Pocket accounts
complete roll-out ~ +Onboarding +Bill creation +PIX QR architecture: personal and +Webhooks platform installments +PIX key portability
+Onboarding for ~ +Bill payment Code enterprise system +Card: Debit +PIX Dynamic +PIX email and phone
enterprise account +Balance +PIX infout QR Code keys registration
+TED +New card +3DS

(1) Platform events: Transactions, user onboarding, card creation, account creation.

transaction
architecture
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The banking as a service business continues
to show a robust growth

Active users Net revenue pro-forma!
(# million) (R$ million)
29.5
45 7 30 76.6
L 3 250 A : 9.8 77777777
33 5 T
| 484 o
a7aw 151 ’ I
! B 66.0 S—
09 . EEE]
3Q21 2Q22 3Q22 3Q21 2Q22 3Q22 | 9M21  9M22

Legacy operation [l Bankly

(1) Considers the financial results from the banking as a service operations as part of the net revenue.

bankly

208

B2B partners

51%

3Q22 gross margin
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Discover,

decide,

buy,
save, All

Invest, .
oay With

and win. MéliUZ.

ri.meliuz.com.br
ri@meliuz.com.br




