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Mto our new RD Campus.

An environment that reinforces...
* Health
* Care & Protection
* Trust & Belonging
* Well-Being

* Green & Sustainable

Empowering Connections

Enabling new ways of working
and interacting

“People who take care of people”




Macro indicators at the origin of pharmaceutical retail fundamentals.

Pharma market maintains an accelerated long-term growth
(Brazilian pharmaceutical market. RS billions. Source: IQVIA.)

Brazilian population over 65 years of age
(millions. Source: IBGE, 2018.)
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11 years of high growth in pharmacies count, revenues and EBITDA. We are the largest

Pharmacy chain in Brazil and alsoCi =Xl & R O RET{-EE A TN EI RS ET ML ETE (o181 1

Pharmacies
(thousands)

Gross Revenue
(RS billions)

2.7 155
2.5 < g 13.9
1g 21 2.3 28 9.4 118
12141,6 ’ 47 5.6 6.5
1.1 L2 ™
0.8 0.9 1.0

11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 2
11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 W Digital revenue m Non-digital revenue

Fragmented market: opportunity for consolidation Pharmacy Average Revenue
(market share. Source: IQVIA.) (RD = index 100)

9.2% 9.8% 10.8% 11.4% 11.8% 13.4% 13.5% 14.1% 14.6%

18.6% 17.5% 16.3%  16.4% 3%  16.0% 152% 15.2% 16.1% ro [ 100

Abrafarma #2 to 5 - 64

Other Chains 48

22.5% 24.7% 24.9% 23.9% 23.3% 22.3% 21.8% 21.0% 19.5%

17.2% 15.9% 16.7%  17.6% : . ] 0% 23.9%

32.5% 32.1% 31.3% 30.7% 30.3% 29.1% 29.2% 27.6% 25.9%

Assoc./Franch. l 20

2014 2015 2016 2017 2018 2019 2020 2021 2022 Independents | 9

Independents M Assoc./Franch. Other Chains M Abrafarma#2to5 ERD

* Considers in 2022 the acquisition of Extrafarma by Pague Menos on a pro forma basis for the entire
year, reclassifying the company from the Other Chains group to ABRAFARMA #2 to #5.

Adjusted EBITDA
(RS billions)
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Our Strategy is focused on(WECEES AL R HE L] CIA R EREHIE) by combining the New

Pharmacy, including a Marketplace, and the Health Platform.

Together for a Healthier Society

Healthier People (Employees, Customers, Community);

Healthier Businesses (Diversity, Education, Shared Value);
Healthier Planet (Footprint, Energy, Waste).

Pharmaceutical

Retail

PASAS
Eliroy
©

Focus on
people

A

o New Pharmacy
(

Omnichannel + Health Hub + Marketplace)

B ooo
*L h S8
Customer Logistics
centricity 1P and 3P

@),

2030 Ambition: to become the group that contributes
the most towards a healthier society in Brazil.

Gr-_"-n::’75> (ad

' ﬁl YV 9 v 9
L n ‘ ................................................................ b
Healthcare Integral
Platform

Health

Q _7@

Technology, data and Digital and

agile organization innovative culture

RD Ventures




Our customers are our greatest asset, In-store experience has increased engagement
while digitalization has driven more loyalty and frequency, resulting in an increased CLTV.

Engagement is the result of Pharmacies NPS Apps NPS and
the entire customer journey a9 91 Delivery / C&C NPS
89
7 8284 88 _ 77 80

737 *
60 62 65 67 ~50 ~55 66
70

62

2019 2020 2021 2022 3723

N 1o NPS app = NPS Delivery & C&C
rsonalizat\

& Bonds X
2019 and 2020 criteria estimated for the current method.

Customer segmentation Customer Frequency

(millions, % LTM retail gross revenue LTM) (purchases per year)

M Frequent Customer Casual Customer

46,3 100%
41%

40,0
59%
63 |

Customers Retail Gross Casual Overall Frequent Casual Overall Frequent
Revenues Customers Average Customer Customers Average Customers

Total Customers Digitalized Customers




Our RD way of being and doing:

Our transformation also resulted in a profound organizational and cultural change.

WE DELIGHT
OUR CUSTOMERS

We delve into customer

needs to deliver the best

solutions and experiences
with warmth.

WE DEVELOP
HEALTHY TEAMS

We contribute to the
formation of increasingly
healthy, inclusive, and

v
<
&
. i
high-performance teams. -
7
3

WE DELIVER

WE WALK
RESPONSIBLY

TOGETHER
We deliver consistent

results by acting
responsibly and
aligning short and

long-term goals. and teams’

achievements.

ecute with

Together for a
healthier society

Gente,
Sadde e

Bem-estar.
RaiaDrogasil S.A.

4
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%
4
e
q
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We collaborate with
others and consider
different perspectives,
celebrating our people

WE LEARN
CONTINUOUSLY

We take the initiative
to seek new
knowledge, learn from
mistakes and develop
partnerships.

WE INNOVATE
WITH IMPACT

We question the
current status, take
risks and put new ideas
into practice that
generate impact.




Sustainability — We have made a lot of progress in recent years, focused on 3 pillars:

Healthier People, Healthier Businesses, Healthier Planet.

“S” — Healthier People

Internally — Healthier Employees

“E” — Healthier Planet

£

@ Lower Energy Usage

e/

E=—)o

>

3

Medicine discarding "L(;J)"

M

7
Bpdae

)

Efforts for Climate & Emissions

Sustainable Products

Social Investment

AAA
" RD: MSCI Sep/23
A
BBB BBB
BB BB
B
B B

C

Oct’ 19 Oct’ 20 Oct’ 21 Nov’ 22

Sep’ 23

Externally — Healthier Customers

Integral health: Physical, Mental,

.. ) _ @ Pharmacy as Primary Care Center
Spiritual, Social and Environmental

Engagement & Great Place to Work éﬁé Expanding access to healthcare

ﬁm ;. .
Var. Compensation for all leadership % Farmacia Popular & Farol Project
Women on Leadership & Diversity
1t Job & Development “G” — Healthier Businesses

Board of Founder Families + Independent
experts (45%) overseeing ST-LT

o= . .
v/ IDIVERSA B3 — Top3 %L Independent Audit Committee

v"ISE B3 — 76pts %é Compliance, Ethics and Reporting Channel

v/ CDP —rating B @ GDPR and Privacy aligned with ANPD

v Women on Board

Innovation Platform for Businesses &
Services (Digital, Startups & Health Plat.)

e
¢






p 2023

Customer
Centricity

Marcello De Zagottis
VP Commercial & Marketing
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RD’s main strategy is to —, expanding ourrelationship and, as a

consequence, their LTV.

Active LTM customers Frequent customers

(millions) (millions, % of retail gross revenue)

67% 67% 79%
64%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2016 2017 2018 2019 2020 2021 2022 2023




About our loyal customer: \

Frequent Customer

vs. RD Average

RO Day

1.4x

Avg ticket

RD average M Frequent

Frequency

Avg spending

17



ith our brands.

We place our customer in the center of our strategy, focused on{{{d CES LA LIELAAE [0 ‘

Digital

presence

Health

Customer .
solutions

experience

+
Footprint &

expansion CUStOmer
LTV

Personalization
& bonds




We are broadening our value proposition through the Strengthening and creation of new
bonds with our customers.

Portfolio Benefits Access / Adherence

* Bond1 Bond 4 e Bond 15
e Bond2 Bond 5 * Bond 16
e Bond 3 Bond 6 e Bond 17
Bond 7 * Bond 18
Bond 8
Bond 9

. Bond 10
Convenience

Health services
e Bond 12

« Bond 13 Customer service « Bond 19

° L4 Bond 20
Bond 14 e Bond 11




BONDS

Embotional orrelational connection

that a customer has with a brand.




Establishing the ‘concepts:

Strategic Bonds: “Emotional or relational connection
Profiles that a customer has with a brand”.

L]
Nig Portfolio Benefits Access / Adherence
Chronic

e Bond1 Bond 4 e Bond 15
e Bond 2 Bond 5 e Bond 16
e Bond 3 Bond 6 e Bond 17
Bond 7 « Bond 18 erQ\Q\
Bond 8 @
Bond 9

Bond 10 Frequent

Customer

Convenience

Health services

* Bond 12 .
. Bond 13 Customer service « Bond 19

e Bond 14 e Bond 20
e Bond 11

Healthy Lifestyle

RO |Daij



@2IMOnERS view

CAYV = Customer Annual Value

Average Average
Sales retention spending 12m CAV CAV increase

Var. YoY Var. YoY

Profile 1 +21% 138 173 167
Profile 2 +22% 149 242 240
Profile 3 +23% 150 237 238
Profile 4 +19% 157 280 272

Strategic
Profiles

Bond 1 +17% 139 192 189
Bond 2 +35% 126 159 157
Bond 3 +63% 137 183 175
Bond 4 +52% 145 210 199
Bond 5 +43% 133 189 187
Bond 6 +143% 137 208 217
Bond 7 +40% 144 201 193
Bond 8 +30% 146 275 245

Engagement

RD total +14% 100 100 100
Casual -6% 47 18 20

* Annual gross profit per customer: LTM Aug/23.



Activating (Il ESEL LR [i.Hin a personalized manner increases customer
loyalty and CAV.

% frequent customers Customer CAV
per profile/bond . per profile/bond 16.8x
92% .
I 71%
Frequent customer — 10x 9.1x

45%

38%

o
RD average — 4,7x 3.8x

: 2.7x ' p==d]

L
1
1
% . I
: 21% : 1.0x ]
1 1
g [
1 4% . '
: . 0 profiles 1 profile 1 profile 1 profile 2 profiles 3 profils
I . 0 bonds 1 bond 2 bonds 2 bonds 3 bonds

1
0 profiles : 1 profile 1« 1 profile+ ' 1 profile+ , 2 profiles + : 3 profiles +
0 bonds 1 : 1 bond 2 bonds 2bonds , 3bonds 1 %
1 . . . 1 °
customers
Loyalty Journey




Customers that participate through Stix and redeem points have
of the average customer..

4.0x the spending

RD Average

il stix

T stix

with redeeming

Average spending

2.2X

B
4.0x
B

Frequency

A

1.8x

3.1x

|

CAV increase (12 months)
*Aug/23

% of frequent customers




And we added new features to—when accumulating and

redeeming their points.

WANT TO SAVE EVEN MORE?

Livelo

(Launched 25/Sep) ARE WORTH MONEY AT CHECKOUT m
o 1 1 BRING YOUR LIVELO POINTS* .

+60% new registrations 0 AND USE THEM AT

Livelo avg. ticket 3x Stix avg. ticket CONSULT OUR TEAM. Saiba mais em:

nvertendo pontos Livelo em Stix, a RD podera
one e e-mail para me identificar.

4 )

Pix with Stix Susta.lnablllty =
Plastic bags Customer needs a bag?
“Pay with Pix and earn Additional points when T
customer does not require a D i

double Stix points” _ _
plastic bag when purchasing

\ / Qt our pharmacies




Stix successfully completes its 3rd year of operation.

The largest coalition in the country in number of transactions.
5.2 MM

engaged customers [Jiaia @a @ orocast exfra € M

PéodeActicar SODIMAC

91% activation

J, 18 MM OF EARNING TRANSACTIONS/MONTH “ " Y CUSTOMER ENGAGEMENT WITHIN THE COALITION

ﬁ 4.0 earning transactions per month per customer 5 '+ * 62%activein at |east 2 partners
s (purchases | accelerators | bonus) . * 20% greater average spending

1.2 MM REDEMPTIONS/MONTH iig RETAIL PROTAGONISM
/N ) s l.. * Retailer’s relationship platform (Stix is the common
- z -: * Average of 1 redemption every 2 months an currency)
* 75% of earned points are redeemed in up to 3 months « Stix miniapps inserted in retailers’ apps
4% OF EXPIRED POINTS (LOW BREAKAGE) . NEW PARTNERSHIPS
0 THE POINT TO REALLY USE ! l * Livelo — PagStix at checkout (Sep/23)
« PagStix at checkout * C&A - Anchor in the Fashion&Lifestyle vertical (Nov/23)

-



RD Ads begins in 2017. After lessons and adjustments, the business starts to scale.

RD Ads Revenue Pharmacies with RD Ads screens
(2017 = index 100)

333
200 213

2017 2018 2019 2020 2021 2022 2023E Jan/23  Apr/23  Jul/23  Oct/23 Jan/24 Apr/24 Jul/24 Oct/24 Jan/25
\ J

)\
/ /

Dunnhumby RD
operation operation




COMPInN:
=M A NAluln?u ®aa

rie T

Checkout touchscreen tablet B  Counter screen
TR TS 1T S s =







New Pharmacy
& Omni

EHEICLELTE]D
VP Pharmacies,
Omnichannel, Supply &
Expansion

30



L ERS I EN QRS KT LG EN G ELE S comes from our service level and quality of operation ... ‘

60% 02%

2012 2013

# Pharmacies

967

Headcount / Pharmacy

18.1

65%

2014

1.091

18.0

NSS — Net Satisfaction Score

88%

82% 84%

77%
73%
67%

2015 2016 2017 2018 2019 2020

1,232 1,417 1,607 1,822 2,070

17.8 17.0 16.7 16.5

89% 89% I91%

2021 2022 3Q23

2,490 2,697

Sales and EBITDA* per mature store

1,169 1,093
162 137
13.8% 12.5%
Region 1 Region 2

(RS thousands, 3Q23 LTM monthly average)

Gross revenue M EBITDA

1,075 [ 1,072 )
170 151
15.8% 14.1%

I |

Region3 \_ Brazil /

1,068 1,010 973
128 117 121
12.0% 11.6% 12.4%
I N
Region4  Region5 Region 6

* 4-wall EBITDA (pharmacies). Does not include Distribution Centers and regional expenses.




... as well as with the quality of our locations and expansion process.

B

T

Evolution of the number of cities and their populations with RD presence

135 137

130 65% 66%

122 63%

59%

2,490 2,697 e
2,299 ’

1,607
’ 540
967 1001 4232 485

864
776 356 409

259
197 231 238

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 3Q23

Population with RD pharmacies (millions, % of Brazil) —# of RD pharmacies —Cities with RD pharmacies




Transformation of the New Pharmacy

s — Experience & Convenience

. :m Modern & Digital Pharmacy
—

Digital & Omnichannel journey
(convenience & services)

. Quick, pleasant and

personalized shopping
experience

Health & wellness value
proposition

Humanized &

Specialized Service
Recovering the traditional
pharmacy

1. Humanized (intimate) &
specialized service

2. Active presence of the
pharmacist within the pharmacy
and the community

3. Recovery of pharmaceutical and
health services



We are quickly evolving in recent years to provide the best value proposition in digital

channels.
Elements of our L{Q.
Online Value ; Product, gervice, S
g e K content . )
proposition Experience
& NSS

7
/
!

Service level

Customer
Centricity

\ T, @60

Engagement, -
Relationship & Usability and
experience .

Delivery

Retention o convenience

~
TS —_———




Diiital has irown at a rapid pace and consolidates itself as a —

Digital channel gross revenue and penetration
(RS millions and % of retail gross revenue)

15.7%

13.7% 14.3%

11.8% 11.8%
10.0% 10-5%

89% 9.2% 9.2%
1,342

1,195

7.6% 7.7%
° 11% 6.a%

1,071

886 918
764

2.3% 2.7% 596 656

520 561

o,
1.1% 1.2% 1.3% 336 360 352 434

43 49 60 109 134

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 3Q23

Digital gross revenue —Digital channel penetration in retail




Among the digital channels, the app is the most complete and the choice of our customers.

MAU - Monthly Active Users Digital sales per channel
(Source: SimilarWeb Sep/23, RD = index 100)

Competitor A 13

Competitor B 13
24%
Competitor C II
zl
Delivery

platform 1Q20 2020 3Q20 4Q20 1021 2Q21 3021 4Q21 1Q22 2022 3Q22 4Q22 1023 2Q23 3023

W App Mobile site Social Desktop Super apps Call center




Journey of the Digital Customer
Big numbers

3.4 million 23%

digital customers of LTM retail gross revenues
7.3% of total LTM customers came from digital customers

2.4x more loyal

Digital vs. non-digital customers

21x purchases/yr  3.8x greater spending

Digital customer frequency Digital vs. non-digital customers
vs. 7x of non-digital customers
RO Day

y




We have important projects to continue evolving our value proposition:

J ;lﬂ
hi=t
Product, service,

content

Marketplace

Increase health & wellness product
assortment

Digital
Communication

Easier and quicker
problem solving

“Digital Inclusion”
Facilitate the shopping
experience of Univers & PBM
customers

Service level

Customer
Centricity

Subscriptions
Allow recurring purchases through a B ®®0O @ App NSS

user-friendly subscription program . :
Y ption prog Delivery JERRTPMEI  Reduce frictions and improve
convenience experience features & messaging

Quick Delivery
Under 1 hour delivery in
major markets




_through prioritization based on Customer

Centricity and an integrated work governance between Omnichannel, IT and N2D.

Work Governance

62 64 64 64 65 64
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep
2022 2023 2023

N~ +12 pp LTM _/




L0 RG] Ve Ne e U T o [ KR\ KN W besides validating the improvement to customer
experience, brings an important improvement to the channel’s sales conversion.

y = 0.3325x - 0.0473

App conversion

Conversion

Oct-23E

For every-of NSS improvement, the conversion, which is the number of people that access

the channel and complete a purchase, increases by -




We have a pipeline of improvements to our (=R {)ahead of us.

Benchmarks of features and prioritization

Digital wallets

% Pay

YA CHASE g £D0,

Fremgpn s OM foere 234y

JOHN Appy g SEED
27 FREDRICK, grr
m"."Turp.:,R o

NITED qu- .

LAPPLESEE Dy

e
1438} 8552554 “Bcom

Pay ToTay

K AVE BaoTHeR o

Seu pagamento foi feito

COM SUCEES0

Messaging

30 Comprimidos, 1 unidade

Euthyrox Levotiroxina Sédica 50mcg 50
comprimidos

50 Comprimidos, 1 unidade

Forma de entrega

Entrega Delivery
Normal - 1 dia(s) util{eis)

AVENIDA INTERLAGOS, 1880, JARDIM
MARAJOARA, SAO PAULO - SP

e £

f Editar forma de entrega

4x i Bl FRTIE G

Yodisr pare

[ L
Forma de pagamento

Voltar Confirmar pedido

1, i

Frictionless and
one-click payments

il 4G €

SACOLA

Galeto's - Morumbi
Adicionar mais itens

Cupom
& S

Adicionar
2 pra usas nesta loja

® Cupons de 36 RS 10 off aqui

Resumo de valores

Subtotal

Total

f-38><

. Sua gorjeta faz a dife|
= prime Two-Day
K FREE Rotums

Use Amazon Currency Converter o

Pay for this ivem in your loesl urrency

FREE dnlm Wi
i ry ednesday, August 23. Orcer within 3

uhr. kout to

Opgio disponivel spenas pars pagst
com cartio de crédito © Deliver 10 Diago - Kissimmes 34
immee 34747

Only £ left in stock (more
tl
Pagamento pelo app Yyl
U1 v

|#=|  Apple Pay
Add 1o Cart

Fazer pedido Buy Now

Pament . Secuse transaclivn

Shipz from  Amazon.com

Suldby  Amazon.com

Preferences and
Favorites

€«

Preferéncias

Defina suas preferéncias e garanta a melhor
experiéncia de compra, além de promogoes e
conteltdos personalizados

,y Esportes favoritos
Nio definido

® Time de futebol
Néo definido

Tipos de produtos
N&o definido Favoritos

Microfone 1 Crucote Oriinsl

Multenidis Vv Pi
G\ RS 156
RS 205
Para configurar notificacées, ] i

geolocalizagdo, acesse as cd N
i

Palnel W Got G4 Para Fuetiech
FIS0:550

RS 440

xRS AZBE

Capote Mailtim Savelo G4 2008
$ Sanio Anzonio S Estep Track

R$ 325%

1 ¥ BS

it

Kt Farol Aupdlics Gol G4 07 08 08
é E 10 20M 2012 203201

il
)
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We evolved greatly in our—operations in the past year, improving the
convenience for our customers and leveraging our unique physical capillarity.

Quick Delivery share vs. Click&Collect and other methods operated by RD Proximity evolution
(millions of people and % of the Brazilian population)
123.2
99.5 59%
77% 75% 78% 77% 76% 74% 74% 71% 71% 70% 70% 69% 68% 637 48%
40.8 1%
2 O,
s 17%  12%  13% % 10%. Sk oind 9% M
(1)
—rim 18% E3
Oct-22 Nov-22 Dec-22 Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 5 min isochronous 5 km radius
Click&Collect Others W Quick Delivery m 2019 W 2023E

Quick Delivery share vs. Super apps

36%  35%  32%  28%  26%  24%  25%  25% * 4700 k quick deliveries in Sep/23;
45% °
72%

* +100 MM Brazilians covered;
* 93% of deliveries in up to 60min
" osn [ oo [ 72 [ 7 [ 7% [ 75+ | 7% (55% in 30min) & 92% On-Time;
43% W 46% * 40min average delivery. 34min in the

Sao Paulo metropolitan area.
Oct-22 Nov-22 Dec-22 Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23
Super Apps W Quick Delivery

61% 57% 54%

RO Day



I edq+1i[e]35H Focus on (re)building the product, guaranteeing efficiency, customer
experience and scalability.

* Recurring payments
* New order processing

e Analytics

| ©@

O

Subscriptions in the Raia app
Univers + PBM integration
Customer self-management
Tracking

WhatsApp Customer service

Special discounts
* Inventory

e decentralization
EXperi€nce * Rules & benefits

management




We already count over 5 thousand subscription customers, which are
dthan the average and the omnichannel customers.

Purchasing frequency
(vs. average RD customer)

2.3x
2.1x
1.9x
1.0x
RD avg Omni Frequent Subscription
Spending per customer
(vs. average RD customer)
2.9x
2.1x
1.0x
RD avg Omni Frequent Subscription

2.3x

% Chronic

Customers per bond
(% of customers currently active in the bond)

RD avg ® Omnichannel B Subscription

4.4x
3.1x
2.8x
2.0x
1.0x 1.0x

% App % Stix % Frequent

4.7x4'8x




Through SafePill, we offer a subscription service that organizes the
customer’s medication.

SafePill RO

RaiaDrogasil 5.A.

A SOLUTION FOR SAFE HOME MEDICATION







p 2023
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New Pharmacy &
Marketplace

Fernando Varela
VP Digital Transformation
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Marketplace as the one-stop-shop for health, beauty and wellness, complementary to 1P.

The main
objective is to
increase
Customer CAV
and Loyalty

-

Wide, available and accessible assortment

3P as a complement to 1P portfolio

Curation and encouragement of Sellers' engagement
(based on reputation, quality of information, service)

Seller development and training, and offering of
additional services (logistics, financial, ads)

Seller selection based on Service Level

— AMBITION

The most complete

assortment,
with a high level of
Customer and Seller
satisfaction.




Annualized Marketplace GMV reaches RS 114 million and keeps/growing.

Quarterly GMV Marketplace customers
. have higher average

spending and frequency
Average spending (quarter?)
18.2 RD Avg Omni - 1P
16.6 16.1 ’ ’ )
100 209
(2.1x) .
10.9 10.7 11.6
Frequency (quarter?)
2 3 9 RD Avg. Omni - 1P -
100 191
o2 - (o0 .

4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 3Q23 September

annualized

1 Ref: Sep/23, index 100 | 2 Marketplace customer data includes 1P and 3P behavior.



Advances in the CEUEELLROVE o] (@ 33 (= [= Partner Portal, PIX, RD Log, etc. ‘

* 2.3% of Online GMV / (5% ex-medicine)

* Site (60%) & App (40%) channel mix
(Organic acquisition)

* Avg. ticket RS 155 / 27% hybrid orders
(unified 1P + 3P experience)

* 500 Sellers, 80% with Sales
(Curation & Hunting)

* 130k SKUs, 10% with sales
(product search)

» 60k orders per month (data / tag)

* NSS APP 64
(single Ux: Search / Payment / Tracking)

» 3.8 days of average delivery time (BR)
* 34% orders through RD Log
(shipping and timing sensitivity)




Foundation Construction. Maintaining the focus on
Seller Value Proposition and Customer Experience.

Seller &
e Customer Value
e Proposition

: S =
Foundation @,@_ @IZZ_I B&M -
— Pharmacies |
1Q23 @Th
( 2Q23 W
Seller Portal ‘ Payment Catalog

RD Log Tracking






p 2023
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Assortment,
Curation & Search

Marcello De Zagottis
VP Commercial & Marketing
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The exponential portfolio increase
in online channels requires the
construction of a good customer
experience.

PORTFOLIO EXPANSION

ASSORTMENT Receive, stockpile, manage, Deliver complete solutions
enrich and display product for the different shopping

& CURATION information journeys

Increase product searchability, offering
the customer a more relevant,
SEARCH personalized and efficient experience

v Vs




The greater the number of purchased categories, the greater the customer’s frequency.

Customer frequency per # of different categories

R? = 99%
20

0
Q
S
@)
(@)}
2
@®
(&)
+—
c
(]
S
(]
=
©
Y—
o
S
()
Q0
£
>
Z

12
Customer’s average purchasing frequency in the quarter

RO Day
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RD Average vs. Omnichannel (1P) vs. Marketplace (3P) Customers.

1P and 3P have superior spending and frequency. Highlight to Beauty, Healthy Lifestyle, App and Stix.

Number of customers vs. RD (quarter?)

RD Average

100

Avg. # Categories: 100

Omnichannel — 1P

13

Avg. # Categories: 161

Marketplace — 3P

1

\ Avg.# Categories: 183

Average spending vs. RD (quarter?)

RD Average

100

Omnichannel — 1P

209

(2.1x)

Marketplace — 3P 2

284

(2.8x)

\ 1P + 3P spending

Frequency vs. RD (quarter?)

RD Average

100

Omnichannel — 1P

191

(1.9x)

Marketplace — 3P 2

226

(2.3x)
\ 1P + 3P frequency

Number of customers (quarter?)

J

() 4 Y 4.8x ) )
3.4x
3.0x 3.1x
. 2.6X 2.5x 2.6X
=) ¢
2.0x e
1.9x 2.0
1.5x 1.4
| 1.3¥ 1)f3x
Frequent Childcare | Beauty Chronic Healthy App Univers Stix
klifestyle)¥ )
RD average Omnichannel @ Marketplace

1 Ref: Sep/23, index 100 | 2 Marketplace customer data includes 1P and 3P behavior.



Assortment expansion into new categories related to Integral Health. ‘

Includes LOVS products.

r 3
N =
=
o =
= £
ED = Exercise Sports supplements
g3
£ Sleep & Sleep health
Wellness eep hea
> Beauty & : Skincare, natural &
L7 5 : =]
Monitoring Basic monitoring devices Health monitoring gadgets
(glycemic levels, blood pressure)
. . . . Vacinas e
Prevention Sun protection Vitamins | dad |
munidade em gera
@ Diagnostics Pregnancy self tests HIV self tests Covid-19 self tests - -

)
)
c o . Homecare & : : ;
g -8 Corrections First aid Orthopedics
3t o

3 @ Treatment Allopathic medicine Specialty medicine - - Phytoth;;zwf;natural

ici

Current - New - Integral health -

categories categories categories




Addressable market
(RS billions, 2019)

120 340

New Categories selected for
mapped .
s 2024: aprox. RS 85 B,

220 with RS 28 B online

Mapped
potential

1P scope
market

Source: Integration, 2019.




_will be the main growth channel of several categories of health and ‘
wellness.

Assortment 3P penetration per category
SKUs 3P share in sales within digital channels

Category 1 | 50%
category 2 |G 16%

Category 3 _ 11%

category 4 [ 10%

category 5 [ 6%

Category 6 - 5%

Category 7 . 2%

Category 8 . 2%

Category 9 I 1%

1P assortment 1P + 3P assortment




Product curation and content:

( )

OBJECTIVE 1 A * PIM implementation & several use cases
. . Assortment e Automatic 3P categorization

PRODUCT CURATION: * Content enrichment

\ J
Increase our capacity to build and manage the 4 w
product assortment in a context of exponential 2. Ratings & ' _
growth in SKU count Reviews * New platform implementation

\ J
* Complete solutions for the different ( N

shopping journeys in all channels 3. PTOdUCt * LOVS attributes

* Increase searchability Attributes * Pricefy labels: Roll-out to pharmacies
* Improve customer experience | &labeling SR ALk )

OBJECTIVE

CONTENT CURATION:

4. Contextual
* Improve customer experience

* Increase RD’s authority in the subject
* Increase organic traffic (SEO)

Content

Content creation:

* Bonds: intuitive LPs

* Categories: Page with highlights, descriptive
videos & commercial opportunities
Health / Healthy lifestyle: Integration with
Vitat content




Search is a key component in the customer’s digital experience.

0 N Iy 2 34% 7 4% Joh . N2DBusca | Termos e Produtos Not Found

<] Not Found 01dia 30 Dias Livre

unsuccessful searches of searches in the top 50 of PDP navigation
are enough for the customers to e-commerce websites do origination in RD’s app o
abandon the website, on not produce useful results’ comes from Search’
average'

Sources: [1] Accenture analysis; [2] RD’s app behavior flow

3 3 3 3 3 3 3 3 3 3 3

CUSTOMER'’S RD’S
VIEW VIEW

* Relevance *Flexibility CTR (app averages, Dec/22 = index 100)
INTE RNAL (1P/3P, conversion, margins...)
100
* Speed SEARCH . Business opportunities
for trade mkt / Ads
Ease of use *Search intelligence W
as a competitive advantage o"'('




SEEVEN S e e el T e RE 1] s experience improving satisfaction, retention and conversion.

App search Website search

< { Blumel 1 % < | ‘dorflex % Droga
: Ra]a 0 que deseja encontrar?
Y Filtros | Tl Relevancia Y Filtros Tl Relevancia
5 resultados encontrades 14 resultados encontrados C I m e d
Se preferir, filtre por: Se preferir, filtre por:
N 7 R R
{ BLUMEL J L BLUSORO [ BLUGRIP } { DORFLEX para dor muscular ] Se preferir. filtre por:
'
GENERICOS CARMED LAVITAN CIMEGRIPE ACEVITOMN
S e ( DORFLEX UNO para dor de cabega J [ ] [ ) [ J ] [ ‘
£§ c§ { DORFLEX ICY HOT para contuséio J
N e=a &> DROGASIL lavitan ®
Blumel Hedera Suplemento Beneficio Beneficio
Extrato Seco Alimentar .
deHederaHell..  Blumellmune.. @5 |_ avitan
Blumel EhE R
100ml Blumel N
6omi Dorflex Dorflex Se preferir, filtre por:
R$34.49 R$31.19 analgésico analgésico
R$25,86 R$23,39 8 'e.'f’_‘a“'e Imss 9 'e'a"a“‘f’ e [ LAVITAN A-Z ] LAVITAN 5G [ LAVITAN KIDS ] [ LAVITAN 50+ ] [ LAVITAN MELATONINA [ LAVITAN OMEGA 3 ]

Optimization in the Development & implementation Evolved recommendations / personalization

current search engine of a new search engine and intelligent search







l’// m

Private Label

Eugénio De Zagottis
VP IR & Business
Development

64



RD’s private labels are already among the top 20 players in consumer healthin Brazil,
with increasing mix and gross margin.

Top 20 Consumer Health RD PL Sell-Out & Front-Store penetration Gross Profit
Companies in Brazil (RS millions; % of RD’s front-store revenue) (RS millions; %)

MAT 2023.07

RS CPP (MM * Covid PL sales include ‘
e |

HYPERA PHARMA CORP RS 7,302 masks & self-tests |
$ : \

RKG Company

P&G CORP RS 4,721 : 48.9% o ?
’ : . : 47.5%
LOREAL CORP RS 4,291 3 b - o BL25:2% B 47.0%
CIMED CORP RS 3,643 7.4%  73% 5
NC FARMA CORP RS 3,577 ‘ 1

SANOFI CORP RS 3,547 6.5%
NESTLE CORP RS 3,241 M/ 5.9% §
UNILEVER CORP RS 2,936 5.6% |
KENVUE RS 2,863
10 KIMBERLY CLARK RS 2,483 }
11 UNIAO QUIMICA RS 1,894 1160.8 §
12 BEIERSDORF RS 1,832 |
13 HALEON CORP RS 1,794
14 ACHE CORP RS 1,612 3507 959.7
15 EUROFARMA CORP RS 1,484 767.1 i
16 DANONE CORP RS 1,301 i
17 RECKITT BENCK CORP RS 1,220 216.5 Bl 277
i
19 COTY R$ 1,119 §

20 COLGATE CORP RS 1,102 3
PT—— R$ 94,211 2019 2020 2021 2022 @ 9M22 9M23 2019 2020 2021 2022 | 9M22 9M23

1QVIA Jul/23) = GR (RS MM) Ex-Covid Share ===Total Share m= GP (RS MM) =GP (%)




\

Needs is the 5th biggest Consumer Health brand in all of Brazil’s'retail pharma sector.

O Leadership -

s

RO Day

Facial Cleansing

* Sunscreen

* Wet Wipes
FEEI ENS

* First-aid

e Accessories

(sell-out LTM Sep/23)

S

Over 600 SKUs
50 Categories
47 Suppliers

9\
needs

R$1.0B

PAMPERS (PRG)
HUGGIES (K/C)
NIVEA (BEI)

DORFLEX (SOF)

REXONA DESODORANTE (U.E)
DOVE (U.E)

NINHO (NES)

ANTHELIOS (LRP)
CIMEGRIPE (CM5)
NOVALGINA (SOF)

EXPEC (LG6)

ELSEVE (L&L)

JOHNSONS BABY (1))

SAL DE ENO (HE4)
ALLEGRA (SOF)
NEOSALDINA (HYQ)
DECONGEX PLUS NF (A4H)
NUTREN SENIOR (NES)

DIPIRONA SODICA MG (N.Q)

. 1707 MM
N 1351 MM
N 1344 MM
I 1033 MMV

N 935 MMm
N 021 MM
BN 536 MM
B 500 vivi
B 393 VM
B 493 MM
B 433 Mv
B 451 Mm

B 216 v

B 397 viv

B 395 Vv

B 390 vim

B 377 vim

B 339 vim

Source: IQVIA (MAT Jul/23).
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_complete and innovative portfolio, covering all segments.

~ |
needs
Conzgglé : k. @ J ne?ds

de Oleos 70 SC

~
Protetor
| neea.

Niacinamida

needs

0o
faccal
L protetor solar needs
0y 3 l w«mn fﬂﬂ al
| l beauty

T () v

celerador
208 8§ 5 v
Protetor Koen, A
Solar ms ripuco
Facial o

P
Vitamina € S

2 4 reve
£ e e pracec
Bewiorts 4 i 0 00 nex
ot

09




(e Tl BT [ o e LT EETe S 21 1 340), with a strong increase in market share and

profitability over the past two years.

B BRAND 4

B BRAND 3
BRAND 2

M BRAND 1

B NEEDS SOLAR

| RO Day "

Share - Units

11.6%

9.5%

2022 2023

Needs 28.1% 62.9%

Units

Others 24.1% 25.8%

Sell-out in RD, 9M23

Share - Revenues

14,0%

14.4%
12.4%

2022 2023

Needs 38.2% 118.0%

Revenue

Others 2.3% 53.3%

Share - Gross Profit

12.6%

12.6%

12.4%

2022 2023

Needs 44.1% 92.1%

GP
Others 23.3% 40.8%




_Leadership in wet wipes and striving for vice-leadership in diapers. Portfolio
expansion to include Baby Bath products.

Ranked #3 in Babycare with a complete portfolio in diapers and diaper-changing products.

N C -

2 - Cuidar

o - * #3 Brand in baby diapers: 21.4% of
® g market share (units).

* Brand with the biggest market share
gains(+4.1 pp)

@)

]

8% = Brand 1
= Brand 2

= NEEDS
Brand 3

* #1 Brand for wet wipes volume at RD

SHARE VOLUME

[

= NEEDS
= Brand 1

Brand 2
Brand 3

[ SHARE VOLUME ]



Skincare: Needs is the #2 brand in the category, offering innovation and a complete
beauty care routine.

Ranked #2 in Skincare with a complete skin treatment routine.

* Ranked #2 in massive Skin
N Treatment, 23.6% market share.

needs * Accelerated share gain (+2.2pp
ek YoY).
pele precisa

* Leadership in Cleansing and
Facial Masks subcategories.

eods' * 10 pp gain in the Facial
Ams
| .

Hidlagio subcategory (13.7% > 23.8%)

ntrole
de Oleosidade
Sérum Facial

Confrole £l
ce Olgosidace A Equilibrada

mmhul
: o)
Z =
g 35
- = Brand 1
(o]
= = NEEDS
<
< Brand 3
0
\ ) Brand 4
Others




Brand Awareness: Building a brand through proprietary content and emotional connection.

* Needs Baby campaign featuring a video with an original soundtrack.
* 6.5 million views with a 65% retention rate (vs. ~14% general average) on YouTube.




Purchasing Consideration: Collaborating with influencers to reinforce the value proposition.
Reel by Gabriela Prioli — Teacher, lawyer and digital influencer:

O QY W
@D Liked by _lah and others

gabrielaprioli Esse papo é para vocé,
mamiae! @

No dia a dia, nds mamaes precisamos
realizar escolhas inteligentes a todo
momento, tanto para a nossa rotina, quanto
para a saude e seguranga do nosso bebé.

Com a linha Needs Baby, da @somosneeds,
voceé realiz~
produtos Instagram post for

acessivel mothers on choosing
important

produtos  Needs Baby for their

farmacias
“publicid everyday Baby Care

products

v"15 million
views
stories & reels

v 6+ k

interactions
(likes, comments,
shares, etc.)




Conversion: RD Ads Campaign.
Diapers case: 540k people reached via SMS and Email > 11k purchases > revenue of RS 841k.

Email + Messages . . .
Sales and Share Pre and During Campaign: Diapers Pants

Digital Channels

&> DROGASIL

N
Fralda Needs Baby
Ultrasafe Pants

Infantil I Sadde I Beleza IPromoqaes

36%
37%
34%
36%
39%
35%
34%

o e \° © ©
89 N 8338 sc.fss888
o ° 0 N NN R XDeo o g Q2D
a tira* e ¥ v X v X ¥ ¥ X - n = - - -
SSS5SSN3 SN - 9
confira S A8 a8 H §
:":\::::;;'-a'lzd.\ulm:l:P;vmc;l.):J’.ma:!.'ﬂbini sl 7 55 55 56
51
46 48 g 48 45 49 45 43
DROGA RAIA: E hora de aproveitar
Fralda Needs Pant Baby Ultra-safe 16 19 18 18 19 21 19 18 18 17 21 21 21
por apenas R$0,89 a tira, ate 23/07!
Confira em https:/bit.ly/3pvirON . l l l l .
5 < omws  (PARE p/sair )
‘ '\, '» ’b v ¢> <o q; ca GRS T T W - T SRS SN
Social media & influencers
I Sales (RS Thousand) Pants Diaper Share

++
Promocgao ‘;

Fralda needs Ultrasate

Levando 3 OU + pacotes M

Sales : RS 841k
ROAS: 12x

*  Buyers: 11k 3x Increase in Digital

* Investment: RS 70k

RESULTS Impact: 540k people

Sales and Share

Dos dias
10/07 a 23/07 Aproveite!




m RD's Natural Health brand, with 51 SKUs and 130 more to be launched by 2026.

Sz st S5
SUPLEMENTO ALIMENTAR € i

(Frutooligossacariceo ¢ Poldestron)

* Launch: October 2022; * 51 SKUs launched;

* Brand with strong appeal in health (natural ingredients), * 130 programmed launches until 2026;

sustainability (packaging), and aligned with RD LOVS strategy; - #1 Brand in essential oils (93% share), Honey

* RD's first circular economy project, with numerous awards in (98%), Evening Primrose (64%) e Flaxseed (49%).
packaging and sustainability forums.



_strong adherence of loyal customers with healthy lifestyle DNA

49k new customers
or Churned, RD Front store (9%)

Natz

0,
Customers 22%
Natz
0,
Customers 31%

Healthy Life

DNA

RD PL
Customer

Shopping Habits — more Valuable &
Premium Customers

9.4%

«0/0

16.2%

4.9% 25,0%

27.7%

28.6%

17.9%

e e
L ——

20.0%
13.0%
Front store Private label
B Churned Abandoning
Not Compromised B Potential
Valuable B Premium

Price Sensitivity — Less Promo habit, enabling
better branding activity

24.2% 27.3% 25.3%

26.2% 23.7%

Front store Private label NATZ
Focus on Price
W Regular
Extravagant & Price Sensitive
B Focus on Quality
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New Pharmacy &
More Health

A s la
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-
|
> '-’
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»
.

Renato Raduan

VP Pharmacies,

Omnichannel, Supply &
Expansion
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Transformation of the New Pharmacy

s — Experience & Convenience

. :m Modern & Digital Pharmacy
—

Digital & Omnichannel journey
(convenience & services)

. Quick, pleasant and

personalized shopping
experience

Health & wellness value
proposition

Humanized &

Specialized Service
Recovering the traditional
pharmacy

1. Humanized (intimate) &
specialized service

2. Active presence of the
pharmacist within the pharmacy
and the community

3. Recovery of pharmaceutical and
health services



We have achieved relevant progress in health services.

In thousands

Pharmaceutical Svcs.

Sep/23 YTD
2,296

Var
+64%

COVID tests / self tests

1,062

-73%

Vaccines

150

+7%

RDTs

22

+1,158%




We advanced in the main value proposition pillars.

Major advances of the year:

2021 2022 2023
Dy ()

Pharma service 298 Services 808 Services 1900 Services
rooms 208 Vaccines 251 Vaccines 420 Vaccines

60 services

rvi rtfoli 8 services 15 services ] .
SEREES (retinie (43 services + 17 vaccines)

Pharmacist Proprietary Proprietary

Amplifarma
Experience Software Software P

Scheduling Scheduling Family scheduling

Digital Experience Declaration i Declaration by e-mail
] Declaration .
(Covid) Amplifarma




Examples of portfolio improvements.

Nebulization

Fetal sexing

Labi

Teleinterconsultation

Blood typing

CAE* Dengue

Hpv 9 Gardasil 9
Rotavirus

Rotateq

Influenza 60+ Efluelda

Efluelda  swao23 | oo
Influenza vaccine
u 7 ml Dnse ===

Immunological antibody

(antirh-) Rophylac
Herpes Zoster s

20200-300-01 e
.,
Rhy(D) I Globulin (H )
Shingrix o) e
1500 1V
SRR T

For Intravenous or Intramuscstar Injer ion, (£ only

CSL Behring

Dengue Qdenga

*Clinical Analysis Exam



We advanced in our main value proposition pillars. ‘

Average / Day / Service / Pharmacy RD Customer vs. Services Customer

Services customers have a 2.5x greater frequency, with
Excluding COVID-19 tests: a highlight on the Chronic & Healthy Lifestyle profiles.

489 k

customers, quarter*

. Total RD . Pharma Services

Average spending (index 100 / quarter*)

o m a

Services
Frequency (index 100 / quarter*)

=X -3

*Data up to Jul/23




We can have a more proactive role in Primary Care.

IR [N (L8)is the first level of healthcare and is characterized by a set of healthcare actions, both individually
and collectively, that covers health promotion and protection, the prevention of complications, the diagnostic,

treatment, rehabilitation, damage control and preservation of health with the objective of developing an integral care
that positively impacts the collective health. (Brazilian Ministry of Health)

v PC is broad, accessible and based on the community, can
solve between 80% and 90% of the healthcare needs of an 0 ) 120 240
individual over the course Of his Iife. EMERGENCY LOW URGENCY NON URGENT

Requires Requires almost Requires quick Can await Can await
immediate immediate attention, but attention or be attention or be
attention. attention. may wait. forwarded to forwarded to

v There is evidence that quality primary care/can reduce total other healthcare | other healthcare
spending in health and improves efficiency, such as
reducing hospitalization.

v 80% of emergency room admissions are classified as green
or blue (low urgency).

N —————————————— - —— -




According to Primary Care data from private institutions, 85% of admissions can be
resolved without goin to an emergency room.

EMERGENCY ROOM ADMISSIONS % OF TOTAL

ACUTE RESPIRATORY INFECTION 9.60

Total admissions in 2022 COUGHING 0-22
UNSPECIFIED ABDOMINAL PAIN 4.20

84k LOWER BACK PAIN 3.91

NE CORONAVIRUS INFECTION 3.68

NE ACUTE TONSILLITIS 3.25

ACUTE SINUSITIS 3.19

GENERAL MEDICAL EXAM 2.50

Total admissions in 2023 NE ACUTE SINUSITIS 2.44
62k (September YTD) ARTICULATION PAIN 2.39
ACUTE CYSTITIS 2.28

FUNCTIONAL DIARRHEA 2.17

HEADACHE 1.81

UNSPECIFIED PAIN 1.60

m Data from a renowned hospital.



Our health services value proposition.

More Health

Services rooms

Services portfolio

Digital experience

Service protocols

Post-Service

Care Programs

Communication

PREVENTION

Immunization

Injections

TRIAGE
(Pre-diagnostics)

Tropical diseases
Respiratory diseases

Chronic conditions

MONITORING

Chronicities
(Diabetes /
Hypertension)

Pregnancy




We are developing complementary training for our pharmacists. ‘

Pharmacist

Pharmacy Operations Pharmaceutical Services + Vaccines Health Coaching new in 2023
* PRAF (on-the-job training) *  Remote training + In-person _ . ) )
+ Warmth, + Health, Best Solution Glycemic levels, lobe piercing, hypertension, bandaging, * Pharmacists as a “health navigator”,

adult and child immunization (Customer moment: Acute, chronic & promotion)

Service nac !
Dispensing registration Rapid Diagnostic Tests .
- Beta HCG * 40 hour Journey: In-person / Remote / Live

Reverse logistics 2023 training

Team training - Hemoglobin
Health categories - Vitamin D +3,150 pharmacists 2023 training
- And others + 78 k hours

+1,100 employees
+44 k hours

1,200 10,100 1,600

pharmacist-managers pharmacists employees studying
J Pharmacy

470 220 900

. . with educational
Pharmacy interns with grad courses . . .
incentives/partnerships




In addition to having partners for certification of courses and protocols.

Pharmacist

NEW JOURNEY IN PRIMARY CARE (BEGINNING 2024)

(Certified by the Brazilian

Partnership with Health Institutions RD University + Health Institutions ;.. ¢ cqucation)
Creation of obligatory journey content Micro-certification modules that may add up to a graduation degree
Content in Care Management: Content in Pharmaceutical Care:
L . ) L. » Micro-certification for the Technical + Health Journey
» Pharmacists in primary care; » Pharmaceutical prescriptions;
. . . . . » Micro-certification in Care Management
» Evaluation of patient health needs; » Patient clinical evalutaion;
» Micro-certification in Pharmaceutical care
» Health management; » Patient-centric care;
» Micro-certification in Health Coaching Competencies
» Pharmacist’s role in basic care; » Interprofessional collaboration; N )
Y
» Communication & health education; » Chronic disease approaches;
» General concepts & healthcare; » Triage & monitoring; Q] GPra;I“course . I
» And other content. » And other content. @

0=~ Care




We are developing a virtual assistant to support
our teams.

Treatment suggestion support

You: No.

Alcyr: Did any specific event trigger the headache,
such as sunlight exposure, stress or sleep
deprivation?

You : Stress.

Alcyr: Understood. Besides the headache, does the
customer have any other symptoms, such as nausea,
sensibility to light or to sound?

You : No.







RO

New Pharmacy &
More Care

Marcello De Zagottis
VP Commercial & Marketing
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+cuidado ‘

na rotina (More Care in your Routine Program)

EJRaia & &p DROGASIL

More Care More Health Raia & Drogasil Raia & Drogasil
Program Spaces Compounding Specialty Medicine

More Care benefits More Health
pharmaceutical services

More Health

M stix Points exams

operated by Labi

_ More Health
ST OB tele-inter-consultation
More Care Routine

More Care Subscription




There is a'great opportunity to improve our
customers’ health and create value for our businesses.

.

222 ® =

60 MM  50-70% < 50% 15%

Chronic Patients Prescriptions reach Adhere to the Continue after 3
the pharmacies treatment months

Source: SUS; Nat. Assoc of Chain Drug Stores — NACDES; WHO

Facts

Silent diseases lead to forgetting treatment
Customers do not comprehend the consequences
Customers are not assisted

Prescriptions have a high monthly cost

Short-term vs. Long-term benefits

D

Adherence to treatment;:
14 . 4 Chronic
mi"ion customers

3 4 Average
U treatment

months duration

+RS 1 5 O = 0.1 month of

mi"ion treatment
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e Program)

(The pragram)

ASSISTS IN THE PURCHASING
AND USE OF THE MEDICINE

CONNECTION WITH RD
PHARMACISTS

CONNECTION WITH
FAMILIY MEMBERS

EDUCATION &
ENGAGEMENT RULES

STIX POINTS AS A REWARD AND
LINKING WITH SUBSCRUPTIONS

©)

Medicine usage and repurchase reminders
to avoid gap days

Hotline to speak with pharmacists about
treatments and Treatment Support contact
for treatment initiation

Caretaker engagement with medicine
repurchasing support and pathology
understanding

Education about chronicities and
relationship rules to support the patient’s
treatment

+100 Stix points on repurchasing and
subscription convenience with the correct
timing within the journey




PATIENT WITH HIS
" MEDICATION

Assist and incentivize patients with their
medication within the treatment

PHARMACISTS
& FAMILY

Bring the patient’s family supporters-and treatment
professionals closer. Create convenience in the process for all

PATHOLOGY & THE
RD ECOSSYSTEM

Connect solutions/ecosystem bonds that may
assist in controlling the pathology

Example: Subscription, Safepill, Pharmaceutical services and Vltat programs

\ /)

he evolution) /

y



+ D

©CUCO

HEALTH

BB ecees - - - - CCEE
e B =S\
-~

-
— “
|

=4

The @volution of the free

samples strategy

2023 contracts
Jan = Index 100

450

Jan Feb Mar Apr May Jun Jul Aug Sep

2023 Results

Highlights
62% 82% r q
97
2 days
Conversion Conversion Average NSS Average
Boxes released of patient of the program time to
by doctors accesses users collect
First Box First Box First Box
Model 2 Model 3 Model 4
E ™

o

PR




Chronic treatment funnel

Awareness Content with digital
Increase consciousness of the non-diagnosed impact

‘ 1 ealth Pre-Diagnostic Basic diagnostic exams

Increase access to basic exams

RD is positioned in
every treatment step
to support patients

Access Cuco’s First Box

Assist in initiating treatment

and be the industry’s

main partner, More Care in your Routine program (pilot)

Price incentives (massive or personalized)

Subscription

Data AnalytiCS Aggregated adherence to

Measure impact treatment data (dunnhumby)
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Health Platform

=L Bruno Pipponzi

v VP Health Businesses
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The— has been taking important steps in its evolution since 2020.

@ ® & 0

Planning and Acquisitions Platform structuring Service Portfolio Maturation and
defining the building and integrations;0. Expansion; acceleration of
blocks of the healthcare App launch Establishment of products/services
platform. initiatives and objectives together with RD.

T ST ST SN ST

ESPACO ESPACO
op:iid epsud safeP!ll

l3bi HBIT

O amplimed
Ocuco

HEALTH

vitat

manipulaé




Currently, the RD health platform comprises a menu of services and solutions that ‘
expand the health journeys of RD's 46M customers.

espaco SUCI 1, community Health

sauae Agents 2. Medication @CUCO

adherence HEALTH

M 9. Integral Health
Vltat Platform

3. Medications in
o oeee T SafePll
’Q RD Customers
A\a<l .
=y 46 millions
ﬁ Companies
> 8. B2B healthcare
. 2L 2
H B lT solutions t#:‘ Operators 4. Compounded mon-pulae

medicines

o
Qﬂj Industry

7. RD Health
Record

Q amplimed

5. Specialt
Meli):l(ieccilrilesy B'O

: :; - Egvl:::lirr]r:;ceyplatform + Services >> +Bonds >> §CLTV

la b - 6. New health
\ Transformational Horizons I services Advanced Primary Care

RO Doy *




Currently, the RD health platform comprises a menu of services and solutions that ‘
expand the health journeys of RD's 46M customers.

M 9. Integral Health
Vltat Platform

“a\Y
‘Q. RD C.u.stomers
=y 46 millions
ﬁ Companies
> 8. B2B healthcare
. 2L 2
H B lT solutions t#:‘ Operators 4. Compounded mon-puloe

medicines

o
&Tﬂj Industry

la b - 6. New health
Transformational Horizons I services Advanced Primary Care

: :;—sgvl: Phlf:rr]macypI y + Services >> +Bonds >> §CLTV
- ealthcare Platform




Evolving from a marketplace to being RD’s

Compounded Medicines company. manipulaé /77 ) |

o Quality at Scale 0 Digital Journey Development
We set a Qualitative —_— .
and Scalable, 0O® @
operation, with e o
laboratories to offer i 80 ﬁ
formulas to RD e
[ — ]
customers e
Q;J
Rebranding to Raia / Drogasil Manipulagao
r DROGASIL . -
A% 3 manipulacio
® ; i ' §1 Raia . -
| N manipulacao




expansion of the (HEalthiSenicas Portiolio L3 bi
(1 2 3

Quality support and Tele-inter-consultation Home Care
test reports in Pharmacies
Quality control and reports of 22k + 1,000 services carried out in the 300 thousand services provided
tests carried out in pharmacy health pilot in Labi units - NPS 87; since the beginning of the year;
hubs. . . . .
Current operation in 10 stores in the Initial focus on Exams and vaccines.
greater SP area; Recently began applying medicines

. . : : though health insurance company.
Negotiations for testing services with
ESPACO ESPACO

.‘;S”gd @8 suc healthcare providers. e
saae Vsaide e c%modidade_ |
A onde vocé estiver,

.




Health Solutions Platform for Companies.

Targeted Customers Portfolio Strategy
e Corporations * Bl & Analytics
v’ large - 820k holders
v Medium - 1.4 MM lives
v Small  Health Programs
* Small Operators - NPS from 95 to 98
* In-Company Clinics and Primary
Care
Claro Heineken
Some Of our Vivo Grupo Petrépolis
EDP Aché
customers Energisa Azul
Fahz (Ambev) Braskem

HEALTHBIT

INTELIGENCIA EM SAUDE

Launched Products

* Mental Health (severe cases)

* Expansion of the “Programa Familia”
(fertility, trans and others)

* In-company clinics + health workforce
« 2" medical opinion + medical audit

* Telemedecine integrated into health

plans
Comgas Raizen
Capgemini Cosan
Anbima Eurofarma
iFood Grupo NC (EMS)
Mercado Livre Unido Quimica



Health & Wellness Digital Journey Yitat

Autocuidado e multibeneficios andam juntos no
vitatcuida Clube Vitat Cuida

Tenho diabetes,
e agora?

210 thousand YTD*
Vitat App Users

Free programs

° Consultas

Wellness Club .
6x RS 19.90 180 thousand YTD
o D Users engaged in " Of the
available programs
Nutrition 6 thousand YTD*
6x RS 19.90

Users in paid programs

23 thousand YTD*
Highly engaged users

- Type 2 Diabetes
Tenho diabetes, bx Rs 49.90

e agora?

mudancgas,
grandes

equilibrio
resultados com Carol Peixinho

(D 14 dias D 10 dias

{9 21 dias

A\ A A

*YTD Oct’23




One of the biggest health content portals in Brazil

— :

Over 17k health and wellness content
curated and directing to products and
services in the RD ecosystem via Al.

49.8 MM vy1D

Unique Users in Vitat Portal

50k ytp

Users directed to Raia and Drogasil.
2x higher CTR.

YTD Oct’23

Launch of the
communities tool
with a focus on
increasing
connection and
engagement in
care programs.

Musculagdo: O que é musculagdo, tipos
e beneficios

Soke  Bemeer  VerOam  Sanom  Quamfemes

vitat

Gamification system linked to STIX that allows to modulate incentives
based on healthy habits.

vitat

¥ VITAT ogora.

Lembre de reservar um tempo hoje

para brincar com o seu pet. Isso vai
ito bem pora vocés dois!

Pontuagdo por pilar

Q00060

‘B 75 50 100 100
.

Zen manipulaé
L3bi (z)zenkiub

exames

wWIKE saudeiD

workout

Expansion of partnerships
related to digital health and
wellness services and
solutions with a focus on
expanding benefits to users
engaged in the programs.

e G
Iltl Wsaiide
@ T g

salde







RO Day)

Digital
Transformation

Fernando Varela
VP Digital Transformation
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p (0 P E R RVE TR M IR EGIER @O EIRIE S 1y Elilsh P with great results being achieved
together with several areas of RD.

SOFTWARE

SUPPORT
ENGENEERING

PLATFORM
PRODUCTION LINE

MODULATION <'“>

(microservices)

DIGITAL
OPERATIONS

TESTS &
OPTIMIZATIONS 8x

DIGITAL

USRI VR R AR VAR R R VAR i e
ACCELERATION oV o o W e P e o TELEMETRY

VAR AR A A A R AR N e
A \00\ o VQ&\ @0\\\ \&\\ \\\\\ v"o)\ S@Q\

3.233

DATA PROTECTION
MATURITY

INTEGRATION 3 0 X More Releases
MANAGEMENT Sep’23 x Jan’ 21

0%
TECH ARCHITECTURE PN 109

PRODUCT
A

CATALOGING

May/21
Jul/21
Sep/21
Nov/21
Jan/22
Mar/22
May/22
Jul/22
Sep/22
Nov/22
Jan/23
Mar/23
May/23
Jul/23
Sep/23




We'll keep the transformation pace in 2024,

stepping up the program...

SOFTWARE EFICIENCY &
ENGENEERING CAPACITY

ECOSYSTEM
APPLICATIONS <' ">
MODULATION (LEGACY)

OPTIMIZE CLOUD
APPLICATIONS

OPTIMIZE WEBSITE AND - I QL REFACTOR MAIN
APP PLATFORMS "‘ QP E RI E N ( E DATABASES

ECOSSISTEMA DIGITAL

LEADTIME REDUCTION
SIMPLIFY MARTECH (@: PRODUCTIVITY INCREASE TELEMETRY
A\
ECOSYSTEM [ NEW CAPACITY MODEL DEMOCRATIZATION

EXPLORE Al

CODING

OPTIMIZE ORDERS &
PAYMENTS PLATFORM




Our (e e e = <50 is organized in 7 Tribes and 35 Squads:
5(@ - & TR
. & 3 =
Experience

] D iu!l1
Price & Promo Acquisition & B2B Pharr.nacy Avalla-blllty & Marketplace
Loyalty Experience Delivery

6 Squads
7 Squads
10 Squads

Online Experience

l




These work fronts in partnership with our IT and data teams are already bringing results
and significant improvements in productivity and capacity.

Historical Lead Time

B Upstream ® Downstream

=

2021 2022 2023

Total Product Delivery per Quarter

849
407

1122 2722 3T22 4722 17123 2723 3T23

RO Day

Average Digital Product Delivery per Month

115
em B3 '

2021 2022 2023

Average Product Delivery per Squad per Month

7,9
=

2021 2022 2023



r L0 p IRV o] A IEIEEH 6 initiatives reinforcing our focus. Greater autonomy for areas

and partnerships. More digital, relevant and personalized.

Intense use of data with a focus on the digitalization of health. Values to be Captured :

4 % X . X 9 \ g@g )
o—¢.5—0 N
o | o o = 2l
INFORMATION SQUADS’ DATA CHAPTER, USE CASES & DATA SCIENCE EVOLVE MARTECH & UNIFIED
DEMOCRATIZATION GROWTH, Use Cases Prioritization CUSTOMER VISION
DATASKILLS & ANALYTIC AREAS / BUSINESS
CULTURE Process allocation structuring using Al Test & Learn Customer Journeys & Activation
chucture & Capacity evolution ‘

G '\ I\

6 initiatives for 2024:

1. Data 4. Martech democratization

o 3. Governance &
democratization &

2. Data Science in across areas and Unified

Business Areas &
Squads;

new use cases

management Customer Vision in the ecosystem;

execution;
(DataX);

5. digital channels customer
tagging:

e )
Shny

DATA HUB CREATION /
HEALTHCARE PLATFORM

Develop secured data

K exchange platform )

6. Cybersecurity &
Data Hub
creation.



Digital Transformation moves forward together with our Customer Understanding and Bond

/ Digital Products Management, with the different company areas as enablers

+ Digital

Digital products releases & speed
(4x);

Release Quality (4x);

Structuring fronts (APl Gateway)
& NPS (Payment) (4x);

Focus on “live tests” (N2D);

Maturation of digital teams
through business knowledge =
higher productivity (N2D);

Data chapter on Tribes and
Squads

w + Health

Parallelism and autonomy on
Solutions (“time-to-market” &
interdependency) (4x);

Digital approximation + RD
Ventures;

Health datahub (Platform)
(security, infrastructure, data and
customer vision).

{("'"b + Efficiency &
/\ Personalization

Information democratization /
“data-driven decisions” and
analytical culture (Data);

Relevant and valuable Use Cases
+ Artificial Intelligence (Data) (NT
Al);

Data & Tools to allow
personalization and loyalty, by
bonds and product insights
(customer vision, Martech,
Tagging & Data).
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RO

Market Vision &
Outlook

Eugénio De Zagottis

VP IR & Business Development
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Fragmented market with secular growth in demand due to the—

Rapid Population Aging

(# years for population above 65y to grow from 7% to 14%. Source: The World Bank.)

Brasil (2011 - 2032) N 1

26
26

China (2000 - 2026)
Japdo (1970 - 1996)
Espanha (1947 - 1992)
Reino Unido (1930 - 1975)
Canada (1944 - 2009)
EUA (1944 - 2013)
Australia (1938 -2011)
Suécia (1890 - 1975)
Franca (1865 - 1980)

45
45

65

69

73

85

115

Pharma Market maintains an accelerated long-term growth

Brazilian pharmaceutical market. RS Billion. Source: IQVIA.)

2000
2001

2002
2003
2004
2005
2006
2007

2011

2012

2013

2014

75

2015

85

2016

9 103

2017

2018

2019

2020
2021

~N
(o]
o
oVl

Brazilian Population above 65 years

(Miillion. Source: IBGE.) 51
e . 40

( 30 !
| / |
121 J
1 |
14 | |

+7M idosos : +10M idosos I +10M idosos +11M idosos
1 _ |

CAGR=4% | CAGR = 4% I CAGR=3% CAGR =2%
1 I

2010 '\ 2020 2030 ! 2040 2050

Fragmented Market: opportunity for consolidation
(Market share. Source: IQVIA.)

9.2% 9.8% 10.8% 11.4% 11.8% 13.4% 13.5% 14.1%
18.6% 17.5% 16.3% 16.4% 16.3% 16.0% 15.2% 15.2% . *

22.5% 24.7% 24.9% 23.9% 23.3% 22.3% 21.8% 21.0%

17.2% 15.9% 16.7% 17.6% 18.4% 19.1% 20.2% 22.0%

32.5% 32.1% 31.3% 30.7% 30.3% 29.1%  29.2% 27.6% 25.9%

2014 2015 2016 2017 2018 2019 2020 2021 2022
Independents M Assoc./Franch. B Other Chains B Abrafarma#2to5 BRD

Considers in 2022 the acquisition of Extrafarma by Pague Menos on a pro forma basis for the entire
year, reclassifying the company from the Other Chains group to ABRAFARMA #2 to #5.

y



Unique national platform, with— Consistent store

economics and marginal returns nationwide.

RD Footprint
3Q23

AM: 21

Total: 2,868 pharmacies
M Raia: 1,207

M Drogasil: 1,661

% Distrib. centers: 12

e Future DCs: 2

RS 126

Number of municipalities with Pharmacies

562

540
203 122 356 409 485

2017 2018 2019 2020 2021 2022 3Q23

RO Day '

Market share
(Source: IQVIA)

26.8%
27.4%

14.9%
15.6%
18.2%
19.3%

10.8%

B o

Brazil SP
3Q22 m3Q23

Southeast Midwest South Northeast North

Sales & EBITDA per Mature Store

(RS thousands, monthly average 3Q23 LTM)

H EBITDA 4wall Gross revenue
1,169
’ 1,093
1,075 1,072 1,068 1,010 973
162 137 170 151 128 117 121

13.8% 12.5% 15.8% 14.1% 12.0% 11.6% 12.4%
H s B B O s

Region 1 Region 2 Region 3 Brazil Region 4 Region 5 Region 6

* 4-wall EBITDA (stores), not including Distribution Centers and regional expenses.



Our expansion still has a long path ahead to improve—for the

expanded middle class with a real IRR, net of cannibalization, above 20%.

5min and 5km coverage 5min coverage evolution
(population % by social class)
2019 m 2023E 123,2 . 92% 2019 m 2023E
99,5 59% ? 76%
48%
63,7 ’ 60%
40,8 31% 40% 31%
[v) (1]
20% 24% 16% 20%
LT
L] ——
5min isochronous 5km radius A Bl B2 C1 Cc2 D+E Brazil
Projected Real IRR of LTM expansion
(annual return, ex-cannibalization, 10 years tenure)
s ¥
o o ¢} L o ® ° °° °
5 ¥ ¥ &4 e &8 < = X o 9w ® K ¥
o o NS ® " @ N « o ) o X in A ™ N o N
X X X S X - % X ~ < @ N o N © < : o o N <
b - T T A ~ N s ~ & ~ W ~
= S b S ~ ~N - N N
%) ) %) %) o L)) )} )} o o o (=} - - - - o~ o~ o~ ~ o0 o0 o0
- - - - - - - - N ~ ~ ~ ~ o~ ~ ~ o~ o~ o~ o~ o o o d
g g g g g g g g (o] g g g g g g g g of g g (o] (o] g
- ~ N < - ~ o0 < - ~ o < - ~N o0 < - ~ o < - ~ 0



We increased our guidance to —between 2022-2025, sustaining the ‘
same recent geographic and demographic diversification.

Geographic decentralization Demographic decentralization
New Guidance*
. Current . Current
2023 LTM Openings portfolio LTM Openings portfolio
270 Openings 12% 13% 18%
38% 41%

2024 & 2025
280-300 Openings / year .

16%

. . . 20%
sustaining geographic and 20%

demographic decentralization

20%
13%

3Q20 3Q21 3Q22 3Q23 3Q23 3Q20 3Q21 3Q22 3Q23 3Q23
H North B Northeast B Midwest ) .
Southeast B South W S3o Paulo Premium  EHybrid B Popular

y

m * Gross openings. Does not includes closures. ‘



2025 RD Strategy

Together for a Healthier Society
Healthier People (Employees, Customers, Community): 2030 Ambition: to become the group that contributes
Healthier Businesses (Diversity, Education, Shared Value); the most towards a healthier society in Brazil.

Healthier Plane (Footprint, Energy, Waste).

Pharmaceutical Retail o New Pharmacy Healthcare

_ Integral Health
(Omnichannel + Health Hub + Marketplace) Platform

P | s ]
S p2 -®- Dl 4% O |7

© - e =) —(®
Focus on Customer Logistics Technology, data and Digital and

- : L : : RD Ventures
people centricity 1P and 3P agile organization innovative culture




Digitalization leverages our customer base, with very high frequency, and the unique
capillarity of 2,9k pharmacies in the best cornersin the country.

Customer base
and frequency
of unique
purchases

Greatest
capillarity in
Brazilian retail

Customer segmentation

(millions, % LTM retail gross revenue LTM)

M Frequent customer

46.3

Customers

Total: 2,868
Pharmacies

Raia: 1,207
Drogasil: 1,661
CDs: 12

Casual customer

100%
41%

Retail gross

Casual
revenue

customers

Population coverage
(1.5 km radius from stores)

100% 100%

AB-class

Total customers

Overall Frequent Casual Overall
average customers

Customer Frequency

(Purchases per year)

Digitalized customers

21
1,7 MM

Frequent

customers average customers

v'7.3% of RD customers are digitalized, representing
26% of the frequent customers;

v 95% of digital customers are omni (physical + digital);
v"Omnichannel customers represent 23% of retail sales;

v 93% of digital orders are delivered by Pharmacies.




Our digital and health strategy aims/to build bonds with each customer to enhance
Customer Annual Value (CAV) according to their profile

,Q%Q\ Loyal:

CAV = Customer Annual Value Average CAV
Annual RS Gross margin per customer t (index) (1.
(index: average = 100) el @ Casual:
CAV by Profile CAV by Bond % Cumulative Loyal Customer Base
By Profile / Bond o
167 Q 175 5?@ 187

Continued Use Omnichannel Injectables k |92%
Q |71%

Q %) 4

] ) l o

ﬁw 240 2 D 193 £ @ 189 45%

Baby o App O Covid Tests
o0 2 38%
-

2) 238 I ) ar B 4 245 21%

Beauty G Marketplace 5 Vaccination 4%

~ -

Q@ Q [ @ 0 profiles , 1profile , 1profile+ 1profile + , 2 profiles + ;3 profiles +

272 [ 199 157 0 bonds 1 bond 2 bonds 2 bonds 3 bonds
Healthy Lifestyle Stix Other Services

o =



We reached 15,7% of sales through our Digital Channels, with 93% through modern and ‘
proprietary channels. Marketplace already forecasts _

Digital sales and penetration Digital Channel Marketplace GMV
(R$ millions, % of retail gross revenue) (% of digital sales) (RS millions)
15.7% ’

25.9
14.3%

+51,4%
vs.3T22

1,341,5

13.7%

11.8% 11.8%

Social
7%

1,195.1

1,071.3

18.2
o 16.616.1
386.1 917.8 3
10.910. 7
* Call Center represents < 1% of the mix.
modern and 1.6
93% . 0.2
proprietary channels . .
modern, proprietar
83% prop y

3Q22 4Q22 1Q23 2Q23 3Q23 and mobile channels




We advanced in and started our Vitat omnichannel Health Platform,
focusing on chronic patients, with-and complex care.

HEALTH SERVICES HEALTH PLATFORM

»

Resolugdo

y y CFF 727
|: Vaccinationin \, Tele-Inter
N\ Pharmacies Consultation
- - -
()

o Content a Services Marketplace
vitat

== es e — manipulaé
Musculagéo: O que é ’m.usculagao, tipos ==\ -0 W
@ N N— . . ))) e beneficios LT @ zenklub
. . X g s labi
\ ‘) RDC 377 RDC 786 mm; saudeiD
Pharmaceutical Covid Test in Health Hubs L Wk oege
Services Legislation A Pharmacies in Pharmacies workout Iltl
. - @) EINSTEIN
C ) ) C ) D) &= @ .
. thousands YTD Sep/23 Var e
Portfolio ~ =
. Pharmaceutical Services 2.296 +64%
*43 Services :
Covid Tests / Selftests 1.062 -73%
* 1.900 Hubs :
. Vaccines 150 +7%
* 17 Vaccines
RDTs 22 +1.158%

* 300 VacRooms
* On-line scheduling J Customers

* Digital declaration \ A ’ have
. - “ E .
Sep/23 NPS N . ir m.hlgher
Services 92 ] | spending and
frequency

RO Day



_in the pharmaceutical & HPC digital advertising business, creating

engagement in Health, Wellnhess & Beauty and providing discounts to the customers.

US ad Net Revenue

. Other
(USS billions) retailers
Retail Media Other social
media

mmm Social Media

Meta

mmm Search tools

Other search
engines

Y
v

‘08 ‘09 ‘10 “11 “12 “13 “14 “15 “16 ‘17 “18 ‘19 ‘20 ‘21 ‘22 ‘23 24
Source: eMarketer, October 2021.

Product portfolio
(3Q23, % of gross revenue)

Others; 8%

DOOH (Digital
Out of...

E-commerce;
9%

Programmatic

CRM (E-mail,
advertising; 33% (

SMS, Push); 28%

1st party data is the fuel for retail media growth

Trend #1 |:|

Decline in screen time

Trend #3
Omnichannel,

o ) Traditional R
of traditional media . digitalization of
Media
S the customer

Trend #2 journey
Deprecation of 3" party, /‘ { AN
identifiers and increasing u B

screen timg for digital Digital Retail Digital
devices Ads Transformation

Source: Aster Capital.

he best customers and experience:

* 46MM customers; 353MM transactions

. oo : e
97% sales identification; Increased relevance with partners:

° 0, i
100% anonymized data - 500 1P suppliers;

’ otaIIy coplant to GDPR e 25 of the Top 50 advertisers in Brazil;
Physical and digital presence: * Domain of Category Management and
* 562 cities; purchase behavior.

* 2,9 thousand pharmacies; * Top 10 digital channel (retail audience
* 1.5km distant from 92% of the A-class;  in Brazil).

* 5km away from 59% of the population;



To implement the strategy, we created an—, with investments in

start-ups, JVs and greenfield.

& oroGasiL  [JRaia

A Omnichannel Retail

neeqs

CARE>TECH
NUTRL N3tz

Retalil

Private Label Loyalty & Engagement

Health Promotion

\ : HEALTHBIT

.t t INTELIGENCIA EM SAUDE

Health Consultations & Exams

@ amplimed
L3bi

EX3MES

Access, Adherence &

Specialties espago SUCI

sauge

UNIVERS Ocuco

'BIO manipulaé

129



In 4 years we have multiplied (our digital activity by 17x and 4Bio by 3x; which have smaller
margins. Yet, we are increasing margins and doubling EBITDA in value.

Digital channels; Sales & Penetration 4Bio Sales Consolidated Adj. EBITDA

(RS millions, % sales penetration in retail) (RS millions; % of consolidated sales) (RS millions)

7.3% 7.3% 7.4%

7.1%
0,
6.7% 2,588

2,262

2020 2021 2022 3Q23LTM 2020 2021 2022 3Q23LT™M 2019 2020 2021 2022 3Q23LT™M




With the Digital Transformation profitability ramp-up, we expect to keep
—Nith a growing contribution margin and gradually diluting G&A.

I

J/ PHASE 1 \\\ ‘,// PHASE 2 \\ / PHASE 3 \ PHASE 4
| Merger, synergies and efficiency gains | | Gross margin Digital transformation Monetization
+ gross mg., - G&A% investment + contrib. mg., + G&A% of digital
I Real mature store growth
Average real mature store growth 7.5% . . .
4.9% + Contribution margin %
3.5% ]
Mature stores ., 2:3% i 0.9% 2.3% - G&A%
“ 0.5% o 0.1%  EREZ 9% — - + EBITDA%
I _ I
Inflation E— I ———— I
-5.0% - Greater customer
digitalization and
G&A m Adj. EBITDA ERESREREDS
10.9% 0 10.9% 10.9% - Sustained real mature
9.0% 9.0% 8.3% 9.6% 10.4% : 19'5/) 10.0%  9.8% 9.5% 10.2% ’ . store sales growth;
. (1] | |
Contribution s - Contribution margin
. 7.4%
margin 57% 6.0% gy 7.0% 79% 84% 82% 77% 73% e7% 11% 73% l emmees
(% of sales)
o o - Expected dilution of
3.3% 3.0% 27% 2.6% 25% 25% 24% 23% 24% 28% 3.1% 35% 3.6%  ggaexpenses.
o ] |
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 3Q23LT™
\\\\ | » /// \\\\\‘ 7 7 ///// \ /







Q&A
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THANK YOU
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