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Legal Warning

The material that follows is a presentation of general background information about Raia Drogasil S.A. (the “Company”) as of the date of the
presentation. It is information in summary form and does not purport to be complete. It is not intended to be relied upon as advice to potential
investors. This presentation is strictly confidential and may not be disclosed to any other person. No representation or warranty, express or
implied, is made concerning, and no reliance should be placed on, the accuracy, fairness, or completeness of the information presented herein.
This presentation contains statements that are forward-looking within the meaning of Section 27A of the Securities Act of 1933 (the “Securities
Act”) and Section 21E of the Exchange Act of 1934. Such forward-looking statements are only predictions and are not guarantees of future
performance. Investors are cautioned that any such forward-looking statements are and will be, as the case may be, subject to many risks,
uncertainties and factors relating to the operations and business environments of the Company that may cause the actual results of the
companies to be materially different from any future results expressed or implied in such forward-looking statements. Although the Company
believes that the expectations and assumptions reflected in the forward-looking statements are reasonable based on information currently
available to the Company’s management, the Company cannot guarantee future results or events. The Company expressly disclaims a duty to
update any of the forward looking-statements. Our securities have not been and will not be registered under the Securities Act or under any state
securities laws in the United States, and are being offered under exemptions from registration under the Securities Act. Securities may not be
offered or sold in the United States unless they are registered or exempt from registration under the Securities Act. Any offering to be made in the
United States will be made by means of an offering circular that may be obtained from the agents. This presentation does not constitute an offer,
or invitation, or solicitation of an offer, to subscribe for or purchase any securities. Neither this presentation nor anything contained herein shall

form the basis of any contract or commitment whatsoever.
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Since the merger of Raia and Drogasil in 2011, the company has built a consistent
track record of growth and leadership in the sector.
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Pharmacies Total gross revenue Adjusted EBITDA

Store count, thousands R$ billions, digital revenue (R$ billions) R$ billions
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PHARMACIES l EMPLOYEES GROSS REVENUE l DIGITAL REVENUE ADJUSTED EBITDA l MARKET SHARE

#3,453 09.9« R$45.58 R$9.88 R$3.1B 16.8%

across every Brazilian at the end of 3Q25LTM 3Q25 LTM, +49% YoY 3Q25LTM in the 3Q25, +0.8 pp,
state | the 3Q25 | +12% YoY | 23% of retail gross revenue | 7% of gross revenue | with gains in every region
PHARMACY CHAIN ACTIVE CUSTOMERS TICKETS NPS Net Promoter Score OPENINGS RATING BY MOODY’S
#1 51.0 MM 429 MM 91 PHARMACIES 330_350 AAA.br

in Brazil, in revenue and in the last in the last 79 new pharmacies per year
pharmacy count 12 months 12 months APPS in 2025 and 2026 (guidance)




Demand growth has been driven by an aging population.

Population by age Brazilian population over 65 years of age Average drug spending
Source: IBGE, 2024. Millions of people. Source: IBGE, 2024. R$ thousands/yr. Source: IBGE w/ inflation.
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35 Brazilian pharmaceutical market. R$ billions. Source: IQVIA.
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A fragmented market offers significant opportunities for long-term

consolidation and expansion.

Market share (Retail participation by list price, sell-out + sell-in) number of
pharmacies
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National growth marked by a unique pace and diversification, with guidance of

330-350 new pharmacies in 2026. Real IRR above 20%, net of cannibalization.

Geographic presence
3Q25
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L
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O population in a radius of 1.5 km

"The Distribution Center in Viana/ES began
operations in November 2025.

Performance by region*
R$ millions, 3Q25 LTM

Region 1

Region 2

Region 5 1.0

Region 6 1.0

m4-wall EBITDA ® Gross revenue

* Mature stores. 4-wall EBITDA excludes
distribution centers and regional expenses.
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Our Health and Wellness strategy is built on six priority themes, integrated
across the organization to drive operational excellence.

Strategic priorities

customer fOcus
and value proposition

Pharmaceutical
Retail

Integral
Health

Use of technology
nd Artificial intelligenc®
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Our greatest asset is the customer. In-store experience increases engagement,

while digitalization strengthens relationships and frequency, enhancing LTV.

Total active customers Purchasing frequency Average vs. Omnichannel customer
Millions, LTM Annual purchase quantity

45 47 49 9

Gross

36 37 42 3023 M3Q24 M3Q25 Qty.  Freq. Spending profit

31 29.529.9 30.3
27 Overall 8x 100% | 100%
- 21 I average MM A /year ° 0
24.0 24.2 Omnichannel Syli5:) 21x 5 5
l l I I 23.7 mnichann o l 174% | 151%
2015 2017 2019 2021 2023 3Q25

Customer segmentation’

51.0 100%
Casual
38%
customer ’ 76 8.0 84
Frequent
customer
Overall Frequent Digitalized
Customers Retail gross revenue average customers freq. cust.

" Millions of customers, % LTM retail gross revenue.



Profiles and relationships: our audience of 51 MM active customers is expanding
and highly qualified, offering unique segmentation opportunities in omni retail.

211 MM Brazilians
Population aged 65+ (1BGE)

51 MM active customers

97% identified purchases
8 purchases per year
778 MM digital visits LTM

8 MM frequent customers

24 purchases per year
9x spending of casual customers
9x gross profit (CAV?*)

* CAV = Customer Annual Value (gross profit LTM).

Customer Lifecycle
Management

Acquisition

Attracting new
customers

Activation

Engaging and increasing
customer profitability within RD

Loyalty

Building relationships and
relevance

Retention and Recovery

Re-engaging customers
showing signs of churn

Profiles Bonds (examples)

CAV* (average =100) DIGITAL HEALTH

Chronic 161 App 173 Rapid delivery 180
Brerie 2924 182 Health Services 208
Profile C 236 165 BondC 129
Profile D 264 188 BondD 238

Profile and bond impacts on loyalty
% cumulative frequent customers

I 92%
I 71%

45%
38%
21%
4%
0 profiles ' 1profile 1profile+ | 1profile+ ° 2 profiles + " 3 profiles +
0 bonds 1bond 2 bonds 2 bonds 3 bonds

Loyalty Journe



Growth is sustained by brands recognized across Brazil (Raia and Drogasil),

offering a broad assortment that promotes customer health and well-being.

Most Valuable Brazilian Brands Sales mix Pharmacy portfolio
Source: Interbrand MBMV 24/25

Raia: among the five brand ranking increases (Top 20 YoY); . . . . . ®Mature mYear3 HYear2 I Year
> Drogasil: among the four fastest-growing brands (YoY). 0.2% 0.2% 0.2% 0.2% 0.2%

*

93% 93% 95% 9.3% 9.5%

01 02 03 04 05

€ bradesco SKQL BRAHMA g

HPC

24.4% 251% 25.2% 23.2% 23.3%

7. 7°/o
RS 48622.35 % R§ 27702.59 2% RS 16228 45 1% RS 1467845 T% R$ 10620.57 2%
o 19.8%
06 07 crescitoel 08 09 10 o
Y [BR| - Magau 3
natura ‘]l' PETROBRAS VIVO* M .q:)
RS 862157 3% R$ 5076,81 8% RS 3466,03 1% RS 306569 1% R$ 275881 “10% g
rFm === ©
11 12 13 | 14 ckzscmﬁ%él I 15 cresc W?Sél
I I &
GRENNER  Stone a | &orocasiL |  BPorto 8
| | T
RS 190882 % RS 199597 % RS 183780 3% l R§ 1522 62 10% ' RS 130113 16% %
e 5
16 I 17 I 18 19 CRESCHIETS I 20
| ‘ s |
(] lpranga | &4 Raia | C|ar(l),- () agBank havaianas
: : 3Q24 4Q24 1Q25 2Q25 3Q25 3Q24 4Q24 1Q25 2Q25 3Q25
RS 123575 -3% l RS %079,31 4% ' R$ 1058 54 ™ RS 864,36 19% R$ 826,43 5%

* Services.

10



Digital sales grew 62%, reaching RS 3.0 B in the 3Q25, representing 26.7% of gross
revenue, with 81% through apps and 97% delivered/picked up within 60 minutes.

Digital sales
R$ million, % of retail gross revenue

26.7%

+62%

vs. 3Q24

3,018

%
o
o
J::" H

3Q24 4Q24 1Q25 2Q25 3Q25
—— Retail penetration %z App participation & Digital revenue

Digital channel mix Delivery mix
% of digital sales, 3Q25 % of digital sales, 3Q25

Desktop
0,

97

delivered/collected
in under 60min

modern and
proprietary
channels

Delivery + C&C NPS

78 82
75 81

72—

83

3Q24 4Q24 1Q25 2Q25 3Q25 3Q24 4Q24 1Q25 2Q25 3Q25

*Call center < 1% of the channel mix.



A Proximity to customers, enabled by Raia and Drogasil’s extensive footprint,
enables opportunities in low-complexity primary care.

Levels of healthcare in Brazil Main achievements 3025)

o1

Public & NPS (Net Promoter Score) 9

Health Healthcare . .
Private Plans Other services Universal Health & Services portfolio 40
~50MM lives beyond coverage ~150MM lives
_____ S e A ¢ Health Hubs 2.7K
Primary hld RDsaude . ‘% x&,_ ¢ Vaccination rooms 417
Care We can have a more proactive S

role in primary care

Secondary Hﬁ U
oy 28hEER. :

““““ oy Y 4 Service customers have 2.5x higher
Tertiary o~ -~ ' frequency and spending

(oF-1¢:}

¢ Services performed 1.1 MM

1 & ~40% share'in vaccines such as
-------------- N Y herpes zoster, dengue and HPV

Evolution of pharmacy service legislation Pharmacy Degree for employees

2009 -> 2017 -> 2020 -> 2022 -> 2023 ¢ Customized and subsidized by RD Saude

-
RDC 44 RDC 197 RDC 377 CFF 727 RDC 786 4 4,000 h course (5—year duration)
Pharmaceutical Vaccinationin COVID-19 Telemedicine Health Hubs in
Services Legislation Pharmacies testing Pharmacies

TPharmacy market share (Source: IQVIA).
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Exclusive brands that promote health and well-being reinforce the company’s
commitment to customers and the business’s sustainability.

Top 20 brands

Evolution
IQVIA MAT Jun/25, CPP!, R$ millions

R$ millions, % front-store sales

Pampers mossssssssssss— 1,866

Rexona De.

Elseve
Ninho Fases
Cime Gripe

2022 2023 2024

- Front-store participation

Private label gross mg.
+13.8 pp vs. front-store

2020 2021

== Gross revenue

2019
is the market’s #3

1
‘\

* T—Fug'gressupr.' = Ry v/l .
Sal de Eno 492
Novalgina 491

Nutren 485

Nivea 476

Dove De. 462
Johnsons Baby 455
Neosaldina 424
Huggies 421
Buscopan 417

Needs stands out across multiple categories

Massive
< Skincare

-

TCPP = Consumer Purchase Price.

i Needs, RD;Saude’s largest brand, \‘,

- et w » »
| [ 3 ‘ 2 R "“.. r
12034 o w »* \' S
ft T s0z=zs, [

‘ tripla agdo @m

\,\r 4045001+ Hnco 0mg Rx:;.:
e, vitdmina D3

i 2000

S

Everyday-useproducts with 100% recyclable packaging.”

PO 0N y— SUPLEMENTO (TAREMPO
Line of natural products for well-being.

Y/
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¢p¢  The company has been accelerating its technological transformation agenda

acelerAl

10h of training

3 days of
development

15% of the solutions are
plug-and-play; the rest
can be implemented
within 10 weeks.

Under the “traditional IT
model”, projects would
take ~ 6 months, at a
cost of ~ RS 1,5 MM.

#1 Al-powered automations

@ 96 participants

with the ever growing use of Al in the development of new routines.

#2 Apps built with Vibe Coding

e 90 participants

Tool/Technol sl eers!
€ 44 projects ool Uesc;dno o8 45 projects ool uescédno e
@ 31mentors n8n O 42mentors Lovable

20 departments

Examples of solutions:
Monitoring competitor prices
Automating legal drafts
NPS back office automation

30 departments

Examples of solutions:

Variable compensation calculator
Shrinkage simulator

SSC request management

Did the event strengthen
RD’s culture? < 96% >

Cultural Impact

Do you feel prepared to Has your perception of
apply the content? 86% RD Saude improved? 85%
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Sustainability in action: people and the planet at the core of the strategy.

¢ About RD Saude
~75% free float, with
the remainder held by
controlling shareholders
¢ Healthier People and Businesses

=h

¢ Healthier Planet

Since 1905,
stewardship of
founding families

OOO

gl

100% of pharmacy
leaders developed
within RD Saude

a 65% of operational

leadership positions
ﬂﬂ held by women

0O- 100% of operations 100% of pharmacies
3 4i\ supplied by renewable = equipped with medicine
@ sources disposal bins
Emissions reduction Route planning, efficient
fz\ scopes 1-2 and _ vehicle utilization, and
agenda for scope 3 oo fleet electrification

I

oo W,

&

Shareholder
agreement
until 2031

100h of training and
2k employees enrolled
in grad/postgrad

Healthcare: vaccines,
services and rapid
diagnostic tests

Certification ISO
14001, 1ISO 45001 and
LEED for DCs

Improving recognition of our ESG efforts

| S —
ISEB3 |

0 52 o7 76 83 100
INcDP | % % o
5. D C B A A
MSCI i | o |
CCC B BB BBB A AAA

2020 2021 2022

Launched in Aug/23 with

IDIVERSA B3 companies that stand out in

Business
Pavilion §

terms of diversity.
ISO/IEC 27001 ,RsiS ==
2022(8s1) (F)..

Information Security and
Privacy/LGPD Certification in
Digital Channels (App and
Website) and Univers PBM
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