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ASSAI

ATACADISTA

. O Assai e o cenario atual

# Iniciativas em andamento

SEEREER Eficiéncia Comunicacao
em loja no comercial segmentada
e Retail Media

a Desempenho Financeiro e Perspectivas

& Habilitadores do
ecossistema de valor Assai

Tecnologia Iniciativas em gestao
impulsionando o de gente e Estratégia
core e a inovacao de Sustentabilidade

& Intervalo
(15 minutos)

#a Novas avenidas de crescimento

Servigos Mundo Marca
financeiros Saude Propria
& Q&A

& Encerramento




Q&A

ENVIE SUA PERGUNTA:
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OSCAR
BERNARDES

PRESIDENTE DO CONSELHO
DE ADMINISTRACAO
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SEMPRE d 0/ ASSAI
EVOLUINDO, / ~60%

HOJE O ASSAI| E.. -0 na grande Sao Paulo?
~40M

fluxo de clientes
por més?

&«

ﬁ A marca

MAIS VALIOSA

do setor no pais:
R$ 12 bilhoes?

B@ A MAIORE
MAIS PRESENTE

empresa brasileira
nterbrands Brand Finance o TM20 do varejo alimentar’

+ Infomoney
31 ticket equivale a 1,5 cliente
“NielsenlQ Homescan




- A‘sai
COM EXCELENCIA NPS

EM VENDAS, A

APRESENTAMOS UM
CRESCIMENTO EXPRESSIVO
DE FATURAMENTO

19%

(CAGR 19-25)
60
Evolucao
Receita
Bruta Assai
R$ Bilhdo
2019 2020 2021 2022 2023 2024 Set/25 LTM
TOTAL LOJAS 166 184 212 263 288 302 304
140
Novas lojas 22 19 LOJAS EM
5 ANOS
Conversoes
(66 hipermercados conforme anunciado em 2021) 47 17 2
Alavancagem 2,34x 3,85x 4,37x 3,80x 3,04x ~2,0xE

Nota: E = 2025 Estimado, conforme projecdes inclusas no Formulario de Referéncia da Companhia | Fonte: Assai 8
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NO VAREJO ALIMENTAR...

ASSAI E O MAIOR ATACADO
DE AUTOSSERVICO

Desempenho em vendas’

(R$ Bilhdo, 2024)

o B R B

AAAAAAAAAA ATACADAO Carrefour

o Marts%7 .
/?\G P A M“Ffatﬂ.[nm (IBRI%PISEIRA Mﬁ‘lldg cer&_o/sud

Varejo

"Exclui venda no formato atacado-distribuidor de Atacaddo e Mateus | Fonte: Adaptado de ranking ABRAS 2025 (Valores referentes a 2024) 9
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... NO SEGMENTO DO ATACAREJO

ASSAI POSSUI A MAIOR VENDA POR M2

Venda' mensal por m2 — Top 10 Atacarejos

(R$ Mil/m? 2024)

[ 0w
7 e DIA:DIA

nda no formato atacado-distribuidor de Atacaddo e Mateus | Fonte: Adaptado de ABRAS, ABAAS

2,5

(SPANI

ASSAI
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BASE DE CLIENTES ASSAI E DIVERSIFICADA, A:‘»@i

COM SEGMENTOS DE CLIENTE DENTRO DE PERFIS PF E P

29.,

e e 2 5‘V 3 moradores F
W 0
e 4 moradores por lar 23% -

CLIENTES por lar Restaurantes 9] o, CLIENTES

P F 2 3 % " ’ Mercadinho P J

2 moradores -I 30/
0

por lar
Lanchonete

11.

Mercearia

185

5+ moradores

or lar 6
" %
Pizzaria
6
6. .
Padaria
1 morador
O
por lar o " 6
.:o-) 5 %
slcgj Bar
"Estudo Tendéncias Q EO

Consultoria 2024; “,’,’ >
2IPC Maps 2021; T &
U @)

ATACADISTA
Dados Companhia

. . U ~ . .
¢ Pesquisa Qualibest Populacdo brasileira®>> AB=19% C=31%

=
- 14
N %
(§ 8

| =

Outros 11
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MERCADO ALTAMENTE PULVERIZADO ASSAI

COM OPORTUNIDADES DE CRESCIMENTO

Market Share
(Universo Mercado Alimentar) m @
6% - 8% Assai | w

\

Norte
ﬂ=! 517%

11,3%

Ne
po

20% — 25%

C&C
Centro-Oeste
Faturamento 2110,6% 2°2 7,9% Nordeste w
Mercado Alimentar \
EE! 1318% : }; 23'5%
R$1,0a1,3
Sul
trilhdo! 2116,6% 222 14,9%
\ Sudeste w
Demais il 53,3% 2 2 42,4%
Formatos
75% — 80% Grande Sao Paulo \
[ " 222 ] 2015,4% 2°2 10,6%
PIB total? Populagao?
Dados ABRAS; Nielsen 15

2Dados IBGE
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ASSAI E DEMOCRATICO Penetracio

de clientes

ETEM A CARA Ba
DO BRASIL -

6

/' 64%

CLASSE

58%

‘- >
N
X

Nas regides onde SOCIAL o 23%

atua, Assai possui

penetracdo homogénea - p— o

entre diversos recortes J °

da populacéo brasileira’ Masculino 60%
GENERO Outro/Prefiro nao informar 51%

18 a 24 56%

/000

&« -
CLIENTES

PF

'Pesquisa online realizada entre Agosto e Dezembro de 2024, com amostra nos
estados de SP, RJ, MG, BA, PE, CE, MA, AM e PA, em municipios com presenca de
loja do Assai. N = 18.736. Considerados como clientes Assai os respondentes que
indicaram ter feito compra na rede pelo menos uma vez nos 6 meses anteriores ao
preenchimento do questionario.

25 a 29 61

(*)]
ImI
X

30 a 39

| —
40 a 49

50 a 60 61%

60+ 54%
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\ ASSAI

Infligao faz “Volume de “ “Gastos com
T : 58% dos : :
Manutencao - produtos vendidos apostas online
: brasileiros . 3
da taxa Selic sipups mpsas no varejo alimentar chegam a
em 15%" combras de cai 3,6% em R$ 360 bilhoes
mp ) setembro de 2025” por ano em 2025"
alimentos

Fonte: CNN Fonte: Folha de S. Paulo Fonte: Scanntech Fonte: Infomoney

NO ENTANTO, O CENARIO DE CONSUMO APRESENTA DESAFIOS...

“GLP-1 altera

"712% dos "Falta de dieta dos
"~80 milhoes de brasileiros trabalhadores hrasileiros o
brasileiros estao tiveram queda NO COMErcio € a :
iInadimplentes” no poder de maior dos A
P poder | L g inddstria de
compra ultimos 5 anos

alimentos”

Fonte: CNN Fonte: CNN Fonte: G1 Fonte: Exame

14



A
CLIENTES PJ SENTEM OS IMPACTOS ASSAI

DO CENARIO ATUAL DE CONSUMO

PRINCIPALMENTE AQUELES EXPOSTOS _
AS CLASSES DE MENOR RENDA

,,,,,,,

| 2 ?’JE | B
. & | Food Servicez ', Pequeno Varejo™:

-8,3%

o o S b

Ny

Nielsen 1Q Retail Index 3T25 :2Abrasel e Stone set/25



/ /e
O CONSUMIDOR ADOTA ESTRATEGIAS PARA DRIBLAR AR
OS DESAFIOS DE ENCHER O CARRINHO DE COMPRAS

| 2 =/

Migra parte de Busca novas Escolhe marcas que Recorre a
seu consumo opcoes de trabalham bem as diferentes
para categorias produto estratégias de preco canais de

ce menet prego\/ € promoqao compra
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MESMOS PRODUTOS, ASsAl

MARCAS DIFERENTES

DIFERENCA DE PRECO

R$ 817,00 R$ 475,00
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E ALGUNS ASPECTOS SAO FUNDAMENTAIS PARA ASSAI

ATACADISTA

CONQUISTAR OS CLIENTES

CLIENTES

PF

Preco baixo

Conveniéncia
e baixa friccao

Compra
abastecedora
e repositora

Experiéncia
de compra

.......

- B 2
.........

CLIENTES 23
—

PJ

Menor preco M
por item

iy
ROIOR RSN

Reposicao am
rapida
Necessidade e

de crédito para
capital de giro

Sl N N N N N N NLEL
P P NP N NSNS SNSN NS
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EXCELENCIA.
DE OPERACAO
EM CADA LOJA

Capacidade de oferecer
sortimento de produtos,
servicos e precos corretos
para atender aos diversos
consumidores

Classe Renda média
Social’ domiciliar?

A/B ~R$ 21 mil

~R$ 11 mil

~R$ 4 mil

1Geofusion (IBGE + classificacdo Associacao Brasileira
das Empresas de Pesquisa (ABEP))

Marcas mais
vendidas por
categoria

Jan — Set/25

Refrigerantes

Leite
Condensado

Sabao
de roupas

Bisnaguinha

Cerveja

Congonhas

Coca Zero

Moca

Omo
liquido

Original

Italac

Brilhante
em po

ASsA

ATACADISTA

ATACADISTA

Assai
Congonhas

. X33h Assal
Cidade Dutra

Y} Assai
Teotonio Vilela

ASSAI

ATACADISTA

~5KM

~8KM

~6KM

20



SEMPRE d 0/ ASSAI
EVOLUINDO, / ~60%

HOJE O ASSAI| E.. -0 na grande Sao Paulo?
~40M

fluxo de clientes
por més?

&«

ﬁ A marca

MAIS VALIOSA

do setor no pais:
R$ 12 bilhoes?

B@ A MAIORE
MAIS PRESENTE

empresa brasileira
nterbrands Brand Finance o TM20 do varejo alimentar’

+ Infomoney
31 ticket equivale a 1,5 cliente
“NielsenlQ Homescan
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ASSAI

ATACADISTA

AVENIDAS DE CRESCIMENTO
ECOSSISTEMA DE VALOR ASSAI

EXPERIENCIA ASSAI EM LOJA

CLIENTES Preo Justo CLIENTES

e economia

PF 2

Novas Avenidas PF

& P
Localizacao m

como
diferencial

competitivo Novas Avenidas PJ

Eficiéncia e
modelo de
baixo custo

Servicos ASS Ai Servicos
Financeiros Melhor ATACADISTA Servico Financeiros
, ambientacao em loja .
Mundo Saude e atendimento (ex.: agougue, Marca Propria
frios...) (Food Service)
Marca Propria Sortimento
adaptado as
regioes e perfis
Inteligéncia Comercial: Estratégia regional Marca Prépria: Forca de negociacao  Retail Media: Oferta de servicos
Fornecedores : bt i . o -
alavancando escala nacional e otimizacao do sortimento e monetizacao da relacao

Habilitadores

Dados dos clientes e insights Tecnologia (Infraestrutura e aplicacdes) Pessoas e modelo operacional



ASSAL

Investor Day ASSAI :

ANDERSON
CASTILHO

VICE-PRESIDENTE
DE OPERACOES
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ASSAI

ATACADISTA

AMPLIACAO
DO SORTIMENTO
E MELHORA
DA EXPERIENCIA
DE COMPRA

AR CONDICIONADO,
ILUMINACAO,
ESTACIONAMENTO AMPLO,
SERVICOS EM LOJA,
SELF-CHECKOUT

24




Y
DIFERENTES i A
FORMATOS DE LOJA: (=

Capacidade de operar diferentes modelos

e segmentos para diferentes publicos )
it ] 1

De 3-5 mil m? Expertise em

107 lojas operar diferentes

formatos de loja

Acima de '
5 mil m? “

Area média:
4,4 mil m?

’ 170 lojas Adaptacio
NUMERO Aream.édiazz dO ay0Ut
DE LOJAS 6,0 mil m

Area média:
2,3 mil m?

Até 3 mil m? Informatizacao

29 lojas de processos
em loja
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ASSAI

ka4 MODELO EVOLUI MANTENDO BAIXO CUSTO

(% da Receita Liquida) Inicio implantacao Inicio conversoes
de servicos em loja de hipermercados’

SG&A Pré-IFRS16

11,1% 11,1%  11,0% 11,0%
10,6% _ _ _ _ _10,5% ; g om0 L
Tl ook g 1043
9,69 9.7% 70 e s e e _ -~
/o 9.7% 9,5% 9,3% 9.2% 9,4% 9,3% 9,3%
SG&A Pos-IFRS16
%
7,5% 75% 777
e ——
6,50/0 /
EBITDA Pé6s-1IFRS16
51% 5,2%
Set/25
2013 2014 2015 2016 2017 2018 2019 2020 202123 20222 2023 2024 (LTM)

'Conversdes de 66 hipermercados conforme anunciado em 2021; 2SG&A P6s-IFRS16 exclui despesas pré-operacionais; *Pds-IFRS16 excluindo créditos fiscais | Fonte: Assai 26
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o

INICIATIVAS DE EFICIENCIA ™

O
ar

SELF
CHECKOUT

Operacional
em 284 lojas

Processando
~20% dos tickets'

'Na base de lojas com self checkout instalado | Fonte: Assai

FISCAL
REMOTO

Reducao do
tempo de espera
de 230" — 22"

Roll out em 2026

28



Hello everyone, my name is Guilherme,
from the Operations team,



7\

PHYGITAL: FVOLUCAO
NA JORNADA DO CLIENTE

W FORTALECIMENTO DO CANAL PHYGITAL

& 44%
presenca
classe AB

& Ampliacao das opcoes
de compra, oferecendo
mais praticidade e
conveniéncia aos clientes

App Meu Assai (3T25):
Maior frequéncia: 44%

Maior gasto médio: 28%

Vendas identificadas
correspondem a 46%
do faturamento

)

ASSAI

o Last Mile: +260%
de vendas vindas da

parceria com iFood
(3T25 vs. 3T24)

a Evolucao no
processo de picking e
qualidade do servico

30



ASSAL

Investor Day ASSAI :

WLAMIR
DOS ANJOS

VICE-PRESIDENTE
COMERCIAL E LOGISTICA

& A\




, o
b ESTRATEGIA COMERCIAL EFICIENTE ASSAI

IMPULSIONA A RENTABILIDADE

(% da Receita Liquida; Pre-IFRS16)

Inicio implantacao Inicio conversoes
de servicos em loja de hipermercados’
Lucro Bruto Pré-IFRS16
16,0% 16,4% 170%  163% 162% 165% 167%
14,6% 14,7%
EBITDA Pré-IFRS16 6,3% 6,4%

5160/0

5,3%
4,00/0 4120/0

539, 5,7% 5,8%

Set/25

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 (LTM)

'Conversdes de 66 hipermercados conforme anunciado em 2021 | Fonte: Assai 32



O ASSAI ESTA PRESENTE EM TODO BRASIL AR

E ENFRENTA DINAMICAS COM PETITIVAS
DIVERSAS EM CADA PRACA E REGIAO

('}4 (DIRECIONAIS >

(ESTRUTURA)

13

Escritérios
Regionais

Sortimento, Precificacao
e Comunicac¢ao Regional

Centros de +3 ,7mi|
Distribuiciso J® F fAeRE fornecedores,
sendo 60%

2 8 regionais
Células de
Compra

4

Centrais de
Marketing

DIFERENCIAL
ASSAI

REGIONALIZACAO
33
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s

NOVO SISTEMA
COMERCIAL

SUSTENTADO POR
UMA BASE SOLIDA

QUE ALIA UM NOVO
MODELO OPERACIONAL
A FERRAMENTAS
TECNOLOGICAS COM

ASSAI
G.’J
Novo sistema comercial com IA

Estratégia de categorias Posicionamento competitivo
Gortimenth (Pricing e Promogéo> < Negociagao > / \

Compras e

( Abastecimento
Monitoramento de competitividade regional ) k /
MODELO OPERATIVO

Processos de compra Estrutura Organizacional
e papel do comprador (Regional e Central)

34



ASSAI

MODERNIZA AO VISANDO MAIOR
NO C @© GERACAO DE VALOR

Novo sistema comercial com IA

Recomendacao por Estrategia regionalizada Oportunidades para
produto em loja de acordo e centralizagao negociagao regional
com estratégia comercial de dados e nacional

MAIOR GERACAO DE VALOR NA PONTA, COM AUMENTO DE EFICIENCIA

O

&

O

&

Agilidade Eficiéncia Competitividade Margem Sortimento

35
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Investor Day ASSAI :

MARLY
YAMAMOTO




| —
\ UMA MARCA QUE CONVERSA COM <l
TODAS AS REGIOES DO PAIS

=||||=' Nordkapp

LN LERE

37

Fonte: Google Maps
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ASSAI

ATACADISTA
/
) BN, T

UMA MARCA QUE CONVERSA COM
TODAS AS REGIOES DO PAIS

ATACADISTA (
Y |

 NO FESTIVAL DE
PARINTINS

PRA SUA ESTRELA
BRILHAR MAIS FORTE!

PRO SEU CORACAO
BATER MAIS FORTE!

ANIVERSARIOASSAI.COM.BR

-
Promogo vélida de 01.10.2025 & 31.10.2025, com inscricbes até 04.11.2025. * Prémio entregue em Certifieado de —
ouro - i
y

Sl
ASSAI

ATACADISTA

38



DADOS QUE GERAM

RELACIONAMENTO

E VALOR

16 MILHOES ="

D E C U E N T’E S .‘5 REVENDEDOR 15%’
CONTACTAVEIS ' Lo

JORNADAS tE OFERTAS
PERSONALIZADAS

'Representatividade na venda da Cia
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ASSAI

ATACADISTA

TECNOLOGIA E IA
A SERVICO DA
REGIONALIZACAO

Solucao exclusiva no
setor para comunicacao
regionalizada feita por IA

- ARROZ PARBOILIZADO 3 . .
- TIPO 2 TIO MINGOTE Ll = AGUA SANITARIA

Agilidade na producao . x *Rs 3 ' s 922
de midias e contelidos: . -
1 dia — 2 minutos

+1 mil pecas/mes

Tt |

Diferencial competitivo
no varejo alimentar

FILE DE PEITO DE
FRANGO CONGELADO
AURORA BANDEJA 1KG 3

. OFER'I?ASx
“°.‘;’4§5m'1c1 El*

{ ”

40



/COMUN\CAQQ

INTELIGENTE EM ACAQO
GEOFAST

TECNOLOGIA E |A
GERANDO EFICIENCIA,
RELEVANCIA E IMPACTO
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’ ACTa ASSAI

ATACADISTA

RETAIL

MEDIA: f\
A NOVA FRONTEIRA

40 milhoes

de clientes mensais

VOCE ENCONTRA
CARNES SELECIONADAS
PARA TODAS AS OCASIOES

e i
.......
" i

Nestis. JOAO

O MAiOR

ddddddddddd

16 milhoes

de clientes contactaveis

Plataforma

gue conecta dados,
audiencia e industria
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Investor Day ASSAI :

AYMAR
GIGLIO

DIRETOR DE TESOURARIA
E CFO INTERINO

ASSAI
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Ja. REDUCAO DA ALAVANCAGEM

COBERTURA DA DESPESA FINANCEIRA ALAVANCAGEM'

DESPESA FINANCEIRA / EBITDA (PRE-IFRS16)
| @

mm EBITDA (R$ Bi) —Desp. Financ./ EBITDA (%)
4,47 x
3,80x
3,04x

I 250- 305 S -a_ :3,60X

Sem escaI; Patamar -

definida ideal Sem escala definida
2022 2023 2024 Set/25 LTM 2022 2023 2024 2025E

Abertura de ~10 Capex de .' Alavancagem
lojas em 2025 M R$ 1.0a1,2bi ZmN -2 ,6x ao final

em 2025 de 2025

'Divida Liquida + Recebiveis descontados + Saldo a pagar das aquisicbes de Hipermercado / EBITDA Ajustado Pré-IFRS16
Nota: 2025E = 2025 Estimado | Fonte: Assai 45




" MELHORA DO PERFIL DA DIVIDA ASSAL
ol | ONGAMENTO DE PRAZO E REDUCAO DO CUSTO MEDIO

@) oo

,Q FLUXO DE VENCIMENTOS

(R$ Bilhoes)
2024 6.2 Prazo médio:
R$ 6,6 bi R$ 3,6 bi pré-pagamento ' 38
em novas de dividas com vencimentos meses
captacoes em 2025 e 2026
Custo médio:
2T25. ~ A CDI+
132 Emissao de Debéntures
. , . ],28% a.a.
R$ 1,5 bi, Pré-pagamento de R$ 2 bi

CDI+1,20% (CDI+1,75%) com vencimentos
em 2026 e 2027

3125

Empréstimo CPR em R$

R$ 450M, Pré-pagamento de
CDI+0,95% R$ 500M (CDI+0,93%)
com vencimento em 2025

0,0

2025 2026 2027 2028 2029 2030 2031

Nota: Valor principal sem juros 46



=N FINANCIA

. 100% DA EXPANSAO FOI_
DA PELA GERAGCAO DE CAIXA

Dez/21

Faturamento'

R$ 46 bi

R$ 13,5 bi INVESTIMENTOS

R$ 12,4 BILHOES

+R$:38 bi de faturamento (+83%) ——>

ASSAI

Set/25

Faturamento'

R$ 84 bi

]
RS -1,4 ui
RS -3,6 b
RS -7,4 ui
Geracao de Caixa Investimentos Pagamento Investimentos

Operacional em Expansao

(novas lojas)

Aquisicao
Hipermercados Reformas incl.
Implantacao

de Servicos

TAcumulado Ultimos 12 meses | Fonte: Assai

em Manutencao,

R$ -6,6 bi
Dividendos Pagamento
de Juros

47



i, REDUCAO DO NIVEL DE INVESTIMENTO

ALINHADO COM A ESTRATEGIA DE DESALAVANCAGEM

CAPEX:

r$1,0-1,2 8

CAPEX:

~r$ 700 m

R$ 250 - 300 mi

R$ 650 — 750 mi

2025 2026

-
Abertura de

~10

lojas em 2026

i

Infraestrutura, Tl e
projetos de inovacao

Capex de
Manutenca
Mautengic -R$ 700M
em 2026
A

Equipamentos
e implantacao de
novas lojas



ASSAI

Investor Day ASSAI :

RODRIGO
p CALLISPERIS

DIRETOR EXECUTIVO DE TI

7\




A
ASSAI

ATACADISTA

AVENIDAS DE CRESCIMENTO
ECOSSISTEMA DE VALOR ASSAI

EXPERIENCIA ASSAI EM LOJA

CLIENTES Preo Justo CLIENTES

e economia

PF 2

Novas Avenidas PF

& P
Localizacao m

como
diferencial

competitivo Novas Avenidas PJ

Eficiéncia e
modelo de
baixo custo

Servicos ASS Ai Servicos
Financeiros Melhor ATACADISTA Servico Financeiros
, ambientacao em loja .
Mundo Saude e atendimento (ex.: agougue, Marca Propria
frios...) (Food Service)
Marca Propria Sortimento
adaptado as
regioes e perfis
Inteligéncia Comercial: Estratégia regional Marca Prépria: Forca de negociacao  Retail Media: Oferta de servicos
Fornecedores : bt i . o -
alavancando escala nacional e otimizacao do sortimento e monetizacao da relacao

Habilitadores

Dados dos clientes e insights Tecnologia (Infraestrutura e aplicacdes) Pessoas e modelo operacional
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ASSAI

ATACADISTA

Integracao de novos
servicos em loja

Modernizacao de CDs
com novo WMS

I Ec N 0 LOG I A Y o Integracdo de novas
e | 7y ]/ ferramentas comerciais

IMPULSIONANDO 9/ RNy / Aumento de eficiéncia
) O CORE - a0 do backoffice

& ”o Novos canais
N 5 . Vi de vendas

Projetos de modernizacao
de tecnologia




\ 4

- Servicos

TECNOLOGIA

Dados de clientes
e insights

Novos
negocios

.' INCENTIVANDO INOVACAO
EmN E CRESCIMENTO

1 — Retall
v ’ | . Media

Ecossistema
Digital PF e PJ




EVOLUCAQ

E INOVACAO

USO DE TECNOLOGIA
COMO POTENCIALIZADOR
DE CONCEITOS
FUNDAMENTAIS NA
ATUACAO DO ASSAI

W o = .

HABILITADORES

Assai CO.LAB

Desenvolvimento
de novos negocios
do Assai

ASSAI

ATACADISTA

e

Eficiéncia operacional Capacitacao
Fomentar agilidade, Evolucao de

com automacao e competeéncias,
melhorias de processos incorporando

digital e inovacao

IA para ganhos de + Pessoas
escala, analise de
comportamento do

consumidor, chatbots
para atendimento

53



ASSAI

Investor Day ASSAI :

SANDRA
VICARI

VICE-PRESIDENTE GESTAO DE
GENTE E SUSTENTABILIDADE




/
NOSSA GENTE

- DIVERSA

Mais de 90mil
colaboradores(as)

A 5,3,

Pessoas com deficiéncia

A 25,39

Mulheres na lideranca

A 45,7,

Pessoas negras na lideranca

67,2%

Pessoas negras

13,0%

Pessoas 50+

+7.500

Pessoas LGBTQIA+

A
A .1.100

Pessoas migrantes

=

T'Caged; 2 Companhias com mais de 10 mil colaboradores

o~
ASSAI

ATACADISTA

Um dos maiores

empregadores
do Brasil’

Selo GPTW?:
melhor empresa
do varejo
alimentar para
se trabalhar

55
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ASSAI

GESTAO DE GENTE GARANTE E SUSTENTA

OPERACAO DO HOJE EVOLUCAO -
DO NEGOCIO

L)

SUSTENTAR ~3A¢-
AS FRENTES DE ~ s
INOVACAO ~ =

VIABILIZAR
A OPERACAO
“¥  PARA O HOJE

Suportar o futuro do Assai,
impulsionando a evolugao
do modelo de negocio

Garantir a mao de obra para
a operacao, respondendo ao
cenario estrutural desafiador

56



GESTAO DE GENTE GARANTE
OPERACAO DO HOJE

- SUSTENTA
“VOLUCAO

DO NEGOCIO

VIABILIZAR
) A OPERACAO
o0 PARA O HOJE

Garantir a mao de obra para
a operacao, respondendo ao
cenario estrutural desafiador

Al
ASSAI

ATACADISTA

57



¥
ASOA

’{ VIABILIZAR CENARIO UNICO EXIGE NOVAS RESPOSTAS ,
- o PARA SUSTENTAR O CRESCIMENTO DO ASSAI

f Oferta restrita de mao de obra e o@®e Rotatividade setorial (55%")
G alta demanda gerando disputa MBI cxige atencdo para retencio

Turnover acumulado + 2 5
de 2025 abaixo + 'I oo/
do mercado Iniciativas N

45% implementadas

do quadro composto
por pessoas 50+

+3mil

contratacoes
em 2024

Controle do absenteismo\/ Preenchimento

médico dentro do limite de de vagas em
4,2 ~94.,

'Rotatividade para o setor de varejo | Fonte: PWC 58



GESTAO DE GENTE GARANTE
OPERACAO DO HOJE

- SUS
-\VOL

EN

UCAO

A

ASSAI

ATACADISTA

DO NEGOCIO

MO HENGIK, ¢

L)

SUSTENTAR ~gfig -

AS FRENTES DE NG~

INOVACAO "=

Suportar o futuro do Assai,
impulsionando a evolug¢ao
do modelo de negocio

59
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ASSAI

ATACADISTA

L
N o M
I-'\

I EN T
AS FRENTES DE
INOVACAO

"B EvoLUCAO NO

EVOLUCAO
CORPORATIVO

EM OPERACOES

Fomentar cultura que
estimula simplicidade,
agilidade e inovacao

Orgulho em pertencer, reforcando
cultura e engajamento

Exceléncia operacional, ; _
com atracao, desenvolvimento e 4N AE—— Estimular ambiente de
retencao dos(as) colaboradores(as) ' | e aprendizado continuo

Formacao e desenvolvimento
da lideranca

42mi| horas de treinamento

Universidade Assai:
88 programas

3,600 cursos disponiveis

2,7 milhdes de horas de treinamento Academia de Executivos

Foco no planejamento sucessorio
Programa Trainee de Operacoes

80 colaboradores(as) participantes .
Treinamentos em

] fluéncia digital
Novos modelos de jornada

60

Fonte: Assai (Relatério Anual e de Sustentabilidade 2024)




ESTRATEGIA DE N

VISAO FUTURA
ENVOLVE INICIATIVAS EM

TODOS OS NIVEIS
DA COMPANHIA

ASSAI

>
]
>
(@]
>
v
wn
—
>

Integracao de novos
perfis e competéncias
ao corporativo

Diretoria de Novos Negocios:
implementar novas avenidas
de crescimento

Campanha Macro de Assai CO.LAB: selecao e
Cultura e Engajamento integracao de novas
tecnologias ao Assai (1A)

Revisao dos
comportamentos
e inclusao de
novo valor
“Evoluir Sempre”:

61



- ESTRATEGIA DE
SUSTENTABILIDADE




Impulsionar a prosperidade
para todas as pessoas com
operacdes responsaveis

e transparentes, e menor
Impacto ambiental

ESTRATEGIA DE

SUSTENTABILIDADE

ASSAI
Operacoes
Mudancas Gestao Cadeia de
climaticas de residuos Fornecimento
Desenvolvimento de
Capacitacao Diversidade Instituto
Combate Assai
a fome
Gestao ética
e transparente
Etica
Governanca
63




A - NO COMBATE

AS MU

ASSAI

ATACADISTA CL‘MAT‘CAS

DANCAS

OPERACOES ENERGIA
EFICIENTES

Meta emissdes: ] ]

usinas solares
-42%
gases escopo
1" e 22 até 2030 00

%

das lojas com fontes
Selo ouro = de energia renovaveis
GHG Protocol & Brotocs
4° 3

o, 2024 o4
Nri Nt
AR veREl

consecutivo

'Emissdes prdprias provenientes da empresa; 2Emissdes provenientes do consumo de energia elétrica

RESIDUOS
+459

Residuos
reaproveitados

294

lojas no programa
Destino Certo

o~
ASSAI

ATACADISTA
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3 ANOS ASSAL

INSTITUTO

A ASSAI

Seguranca E E SO O COMECO!
Alimentar

Empreendedorismo

Esporte e Cidadania

56mil

certificados
emitidos

1 milhdo
de toneladas de
alimentos doados

67 Omil +O6mil

refeicdes com 10 empreendedores apoiados
cozinhas solidarias por meio do Prémio Assai

65



Seguranca
Alimentar

NOVO CICLO

INSTITUTO

A ASSAI
2026-2030

o®o
L

Desenvolvimento
das Comunidades

Empreendecy

ASSAI

66



VISAO
NOVO CICLO
2026 - 2030

Um Brasil Bem Alimentado




VISAO
NOVO CICLO
2026 - 2030

Um Brasil Bem Alimentado

MISSAO:

Ser um impulsionador de solugdes
que ampliem a seguranca alimentar,
impulsionem o empreendedorismo

e desenvolva comunidades, por meio
de parcerias e integracao de esforcos
entre orgaos publicos e privados

- \_
ASSAI

ATACADISTA




NOVO CICLO
2020 - 2030

Um Brasil Bem Alimentado

MISSAO:

Ser um impulsionador de solugdes
que ampliem a seguranca alimentar,
impulsionem o empreendedorismo

e desenvolva comunidades, por meio
de parcerias e integracao de esforcos
entre orgaos publicos e privados

Somos a expressao do compromisso
social do Assai Atacadista,
promovendo conexdes e

iniciativas que fortalecem pessoas

e comunidades em todo o pais

\_
ASSAI

ATACADISTA
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ASSAI Investor Day ASSAI %

%
COFFEE BREAK

15 minutos

1\
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SEMPRE d 0/ ASSAI
EVOLUINDO, / ~60%

HOJE O ASSAI| E.. -0 na grande Sao Paulo?
~40M

fluxo de clientes
por més?

&«

ﬁ A marca

MAIS VALIOSA

do setor no pais:
R$ 12 bilhoes?

B@ A MAIORE
MAIS PRESENTE

empresa brasileira
nterbrands Brand Finance o TM20 do varejo alimentar’

+ Infomoney
31 ticket equivale a 1,5 cliente
“NielsenlQ Homescan




A
ASSAI

ATACADISTA

AVENIDAS DE CRESCIMENTO
ECOSSISTEMA DE VALOR ASSAI

EXPERIENCIA ASSAI EM LOJA

CLIENTES Preo Justo CLIENTES

e economia

PF 2

Novas Avenidas PF

& PJ
Localizacao m

como
diferencial

competitivo Novas Avenidas PJ

Eficiéncia e
modelo de
baixo custo

Servicos ASS Ai Servicos
Financeiros Melhor ATACADISTA Servico Financeiros
, ambientacao em loja .
Mundo Saude e atendimento (ex.: agougue, Marca Propria
frios...) (Food Service)
Marca Propria Sortimento
adaptado as
regioes e perfis
Inteligéncia Comercial: Estratégia regional Marca Prépria: Forca de negociacao  Retail Media: Oferta de servicos
Fornecedores : bt i . o -
alavancando escala nacional e otimizacao do sortimento e monetizacao da relacao

Habilitadores

Dados dos clientes e insights Tecnologia (Infraestrutura e aplicacdes) Pessoas e modelo operacional



Novas Avenidas PF

Servicos
Financeiros

Mundo Saude

Marca Propria

Fornecedores

Dados dos clientes e insights

AVENIDAS DE CRESCIMENTO
ECOSSISTEMA DE VALOR ASSAI

EXPERIENCIA ASSAI EM LOJA

O
dc

Inteligéncia Comercial: Estratégia regional
alavancando escala nacional

Preco justo
e economia
Cn Localizacao
Eficiencia e como
kr)m.)de|0 16 diferencial
alxo custo competitivo
A
Me|hor ATACADISTA SerVig.O
ambientacao 2 el
e atendimento (ex: agougue,
frios...)

Sortimento
adaptado as
regides e perfis

Habilitadores

Tecnologia (Infraestrutura e aplicacdes)

= PJ

Marca Propria: Forca de negociacao
e otimizacao do sortimento

A
ASSAI

ATACADISTA

CLIENTES

Novas Avenidas P)J

Servicos
Financeiros

Marca Propria
(Food Service)

Retail Media: Oferta de servicos
e monetizacao da relacao

Pessoas e modelo operacional
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Investor Day ASSAI :

AYMAR
GIGLIO

DIRETOR DE TESOURARIA
E CFO INTERINO

ASSAI



~
SERVICOS @ " ASSAI

FINANCEIROS e

ASSAI PAY, CISAO DA FICE
EXPANSAO DO PORTFOLIO A P
Cartao Passai Maquininha Antecipacao
Pagamentos A (CI’éditO e déb|t0) de receblvels
Crédito . -
Verificacao de contas/taxas 4 ‘ Carta Cont
Seguros relacionados dardafﬁ. on al
Seguros M ao cartao Passai e debito Digita

Potenciais produtos

A
Empréstimo pessoal P Crédito para Cartao
capital de giro Private Label
Segfuroz;I (crédito e débito)
Massificados
Consignado
g (Para todos £ .
os clientes Assai) Outros Outros créditos
Y pagamentos (Conta garantida,
Consércio e Capitalizacdo (out e online) cheque esp.)

Grande alavanca de valor em servicos financeiros

76




©

SERVICOS
FINANCEIROS PJ

CICLO COMPLETO DE
SERVICOS E SOLUCOES
PARA ATRAIR, RENTABILIZAR E
FIDELIZAR NOSSOS CLIENTES

MAQUININHA

Participar do dia a dia do cliente PJ

CASHBACK

Diferencial para atracao e retencao de clientes

MEU NEGOCIO ASSAI (APP)

Cliente PJ no ecossistema digital Assai

CONTA DIGITAL

Habilitar expansao de Servicos Financeiros

CARTAO DE DEBITO

Complementar proposta de valor Assai Pay

ASSAI



ASSAI

ATACADISTA

Investor Day ASSAI :

SERGIO
LEITE

DIRETOR EXECUTIVO
DE NOVOS NEGOCIOS
& INOVACAO




- MUNDO SAUDE




-

Envelhecimento populacional
e cuidado com a saude

o~

MUNDO SAUDE

POR QUE DISCUTIR SAUDE?
65 % ~20 % ~53 % +27%

de crescimento da populacao da populacao Projecao de crescimento
no Brasil brasileira brasileira pratica do mercado de alimentos
vs 2010 em 2030° atividades fisicas? saudaveis em 2025°

P

Reducao do consumo e busca por opcoes

Crescimento saudaveis durante e apds o tratamento?
do GLP-1
E Varejo Saude é prioridade

Mercado grande, lucrativo,
resiliente e recorrente

(com margem da populacao de alta

'“‘R$
farmacéutico sz bruta média 690/ renda nao planeja reduzir
de 30%)> 0 gastos (vs 51% na baixa)*

no Brasil

i

Varejistas globais e players
digitais investem em saude

Walmart 3!< Kroger €osrco M

4
WHOLESALE

————

——

US$ UsS$ @ Us$ Aquisicdo

55B° 15B° 108’ +E

APROVACAO DAS FARMACIAS COMPLETAS NO SENADO (REQUERIMENTO DE URGENCIA)

'Dados publicos IBGE; Analise Bain; 2Pesquisa Data Folha; 3Euromonitor Internacional; “Bain Brasil Consumer/Shopper Survey, desenvolvido pela Offerwise; Jan ‘25, N=2068 ; *Varejo 360; Margem bruta de ~30% Apresentacdo de resultado
(2024) das empresas: RD Saude, PagueMenos e Panvel ; ®Clipping de noticias; ‘CostCo Estimativas do Warehouse Guide (2023)

80



MUNDO SAUDE

A RECEITA DO VAREJO FARMACEUTICO E PUXADA
POR CLIENTES CRONICOS E MEDICAMENTOS RX

4

PRINCIPAIS
APRENDIZADOS

]

Clientes cronicos
detém super-
representacao

em receita (~80%)

3

Com alta frequéncia,
cronicos tem gasto
em missoes planejadas

Fonte: Estudo da BAIN & Company

2

Além da receita,
cronicos tém
frequéncia de compra
muito superior

4

Medicamentos de
prescricao médica
(RX) sao os mais
relevantes

FARMACIA
ASSAI

Alta intencao
de compra
em atacarejos

78% demonstrou
propensao para
comprar em farmacias

de atacarejos
(Pesquisa clientes jun/25)

N
ASSAI

ATACADISTA

Assai detém posicao estratégica favoravel
para entrada no mercado farmaceutico

Mercado
grande
e atrativo

50% do mercado
esta concentrado
em grandes redes

Assai com
menor custo
operacional

Diluicao de despesas
operacionais




- MARCA PROPRIA




ASSAI
MARCA PROPRIA ASSAI
POR QUE NESSE MOMENTO?
Continuidade Forte presenca Reforcar a Forca da marca Assai:
dos movimentos Assai em mercados proposta de Qualidade,
de trade-down estratégicos, como preco baixo confianca e
SP e RJ, gera credibilidade

ganhos de escala

83



ASSAI

MARCA PROPRIA ASSAI/™

FORTALECER O POSICIONAMENTO
COM CLIENTES E INDUSTRIA

PREMISSAS DE
OBJETIVOS: DESENVOLVIMENTO:

we  Desenvolver o "o Intensificar Produtos de :' Operacao em
@ produtos com BTA  competicio com ﬁaﬁ alto giro e alta =yip estados de
melhor custo as marcas lideres penetracao no maior escala
beneficio mercado
Melhoria e )e Fidelizacao c‘j‘ Time especializado N Alavancar a
ZmN de margens & '™ de clientes =/ dedicado ®» fortaleza da marca

84



PORTFOLIO

1inho
(u'd

cionals

ERu s e

o~
ASSAI

ATACADISTA
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NOSSO,

PORTFOLIO
ATUAL

—
CLIENTES PJ
FOOD SERVICE

Branding

Manter marca

ja reconhecida
por clientes
transformadores

Proposta de Valor

Produtos destinados
a food service e
commodities,

com formatos de
grandes volumes

'Interbrand, Brand Finance e TM20 + Infomoney

\

Sortimento e Categorias

[ 4
dc

CLIENTES PF

Acelerar adocao
por consumidores,
alavancado forca
de marca e valores

Preco mais acessivel com qualidade
similar a marcas lideres

Categorias-chave
com significativa
penetracao

ATACADISTA

NOVA ARQUITETURA DE MARCA

DUAS MARCAS COM PROPOSTA DE VALOR PARA CONSUMIDORES
DIFERENTES: ASSAI E CHEF (ASSINADO POR ASSAI)

Assai é a marca mais valiosa do setor
no pais': Simbolo de credibilidade
e confianca para o consumidor
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VN

S
ASSAI

B! AGENDA ESTRATEGICA ASSAI

CURTO PRAZO IMPACTADO
POR CENARIO MACROECONOMICO

Contribuicao para

geracao de valor Explorar
A NOVOS
formatos Cenario macro
Crescimento no desafiador
modelo de C&C (uros e inflacao),
(consolidador de com instabilidade
mercado) nos proximos anos

(novos produtos
e servigos, segmentacao
e regionalizacao)

Foco em
desalavancagem
antes de retomada

dos investimentos

.
.
-““

y

I 4
Tempo




SERVICOS FINANCEIROS SUPLEMENTOS

1A MUNDO SAUDE
MARCA PROPRIA] A"

PHYGITAL "

INOVACAO
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Investor Day ASSAI %

PERGUNTAS E RESPOSTAS

A\




Investor Day AssAi z
\

ASSAI

ATACADISTA

Para todos, de Sol a Sol.



Investor Day AssAi z
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ASSAI

ATACADISTA

Para todos, de Sol a Sol.



ASSAI

Investor Day ASSAI :

- HELU

INVESTOR RELATIONS

DIRECTOR
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ASSAL
AG E N D A a Assai and the current environment
a |nitiatives in progress
In-store Commercial Segmented Communication

Efficiency activity efficiency  and Retail Media
s Financial Performance and Perspectives

a Assai Value Ecosystem Enablers

Technology Initiatives in people
driving the core management and
and innovation Sustainability Strategy

a Coffee Break
(15 minutes)

& New Growth Avenues

Financial Health & Private
Services Wellness Label
& Q&A
& Closing



Q&A

SUBMIT YOUR QUESTION:



ASSAI

Investor Day ASSAI :

OSCAR
BERNARDES

CHAIRMAN OF THE
BOARD OF DIRECTORS

1\
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ALWAYS d e RS
EVOLVING, _” ~60%

household penetration

TODAY ASSAI IS... W in Greater S&o Paulo®
~40M

customer flow
per month3

&«

ﬁ The most
VALUABLE BRAND

In the country’s retail
sector: R$ 12 billion?

p@ THE LARGEST AND
MOST PRESENT

Brazilian food retail
e o s company’

and TM20 + Infomoney

3 One ticket equals 1.5 customers
4 NielsenlQ Homescan




ASsAI
WITH SALES

EXCELLENCE. £

2025
WE DELIVER STRONG
REVENUE GROWTH
19%
(CAGR 19-25)
60
Assai Gross 39
Revenue
Evolution
R$ Billion
2019 2020 2021 2022 2023 2024 Sep/25 LTM
TOTAL STORES 166 184 212 263 288 302 304
14
New Stores 22 19 STORESOIN
5 YEARS
Conversions
(66 hypermarket conversions as announced in 2021) 47 17 2
Leverage 2.34x 3.85x 4.37x 3.80x 3.04x ~2.6xE

Note: E = Estimated, according to projections included in the Company’s Reference Form. Source: Assai
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ASSAI

ATACADISTA

IN FOOD RETAIL...

ASSAI IS THE LARGEST
SELF-SERVICE WHOLESALER

Sales Performance’

(R$ Billion, 2024)

A # SUPERMERCADOS M t "( m
ASSAI mates c(‘»?u D Gpa MEhe g Mhas Qs

AAAAAAAAAA ATACADAO

Varejo

'Excludes revenue from the wholesale-distributor format of Atacaddo and Mateus | Source: Adapted from ABRAS 2025 ranking (values refer to 2024) 9



"Excludes revenue

...AND IN THE

CASH AND CARRY SEGMENT

ASSAI HAS THE HIGHEST SALES PER SQM

Monthly sales’ per sqm - Top 10 Cash and Carry

(R$ Thousand/m?, 2024)

[ 0w
7 e DIA:DIA

from the wholesale-distributor format of Atacaddo and Mateus | Source: Adapted from ABRAS, ABAAS

2.5

(SPANI

ASSAI

10



ASSAI'S CUSTOMER BASE IS DIVERSE, ASSAI
WITH CUSTOMER SEGMENTS WITHIN INDIVIDUAL
AND CORPORATE PROFILES

29%
e 2 5% 3 residents 230/
(0]

& F

- 4 residents per household —h : 7
estaurants

CLlENTS per household u 2]% CL|ENTS

B2C 2 3 % Small grocery stores B2B
2 residents 'I 3%

per household
Snack bars

11

Convenience stores

6 %

Pizzerias

185

5+ residents
per household

6 6%
% Bakeries
1 resident per .
household 8}0 gé\ 6%
< £ Bar

Trends Consultaney ) & ATACADISTA <
hC )I/\/Iza?)zs42021; i % ] 4 %
Company Data and 0 %l 5/
Qualibest Research () Brazilian population® AB=19% C=31% :\g Others 11
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HIGHLY PULVERIZED MARKET WITH ASSAI

GROWTH OPPORTUNITIES
Market Share
(Food Market Universe) Zo.fs-q i8% /\ @ ‘ w

\

North
215.7% 22 11.3%

Northeast w

A1 13.8% 2 2 23.5%

20% — 25%

cac Midwest
«2110.6% 22 7.9%

N

Southwest
21 16.6% 22 14.9%

N

Food Market
Gross Revenue

R$1.0TO 1.3
TRILLION'

28

Stores

10

Stores

Southeast \
«153.3% 2°2 42.4%

Other
Formats

75% — 80%

Greater Sao Paulo \
[,ag 2% ] 2115.4% 222 10.6%

Total GDP? Population?

TABRAS data; Nielsen;
2|BGE data 12



ASSAI IS DEMOCRATIC
AND IS THE

ESSENCE OF
BRAZIL

In the regions where

It operates, Assai

has a homogeneous
penetration among
different sections of the
Brazilian population’

/000
K

CLIENTS

PF

'Online survey conducted between August and December 2024, with a sample in
the states of SP, RJ, MG, BA, PE, CE, MA, AM, and PA, in municipalities with the
presence of an Assai store. N = 18,736. Respondents who indicated that they had
made a purchase on the network at least once in the 6 months prior to filling out
the questionnaire were considered Assai customers.

Penetration
of Assai
customers

=
dp—

SOCIAL
CLASS

ol

J

GENDER

—

]

AGE
GROUP

O
m

Female
Male

Other/Prefer not to say

18 to 24
25 to 29
30 to 39
40 to 49
50 to 60

60+

58%
53%
61%
60%
51%

56%

54%

6

" >
N
X
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\ ASSAI

“Inflation “Volume of - Spending on online /
“Maintaining the causes 58% products sold sElnglelllgle
Selic rate at of Brazilians to in food retail In Brazil reaches
15%" reduce food drops 3.6% in R$ 360 billion
purchases” September 2025" per year in 2025"

Source: CNN Source: Folha de S. Paulo Source: Scanntech Source: Infomone y

HOWEVER, THE CONSUMER LANDSCAPE PRESENTS CHALLENGES...

y - “72% of Brazilians “Labor shortages "GLP-1 changes

~80 million : : . Brazilians’ di
S experienced a drop in the retail sector razilians iet
in purchasing are the highest in and impacts the

in default power” the last 5 years” food industry”

Source: CNN Source: CNN Source: G1 Source: Exame

14



A
B2B CUSTOMERS ARE IMPACTED BY ASSAL

THE CURRENT CONSUMPTION SCENARIO

ESPECIALLY THOSE EXPOSED TO =
LOWER-INCOME CLASSES B

! -"-}f-’ o

“ —————— |
IS TR 1) ———E S
s Ry [e—

Food Service?:

-
LY B

Nielsen 1Q Retail Index 3T25: /2Abrasel and Stone set/25
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THE CONSUMER ADOPTS STRATEGIES TO OVERCOME =
THE CHALLENGES OF FILLING THE SHOPPING CART
] 2 3n / dn
Shifts part of their Seeks new Choose brands that Uses different
consumption product work well pricing and buying
toward lower- options promotional strategies channels

priced categories\/
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SAME PRODUCTS, ASsAl

DIFFERENT BRANDS

PRICE DIFFERENCE

R$ 817.00 R$ 475.00
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&«

CLIENTS

B2C

Low prices

Convenience
and low friction

Supplying
and restocking
purchases

Shopping
experience

AND SOME ASPECTS ARE FUNDAMENTAL ASSAI

TO GAINING CUSTOMERS

e
&y

ATACADISTA

.......

- B 2
.........

CLIENTS '_'\

B2B ™=

Lowest price M
per item

Ny
ROIOR RSN

Quick am
replenishment

Need for credit for am
working capital
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)

OPERATIONAL
EXCELLENCE
IN EVERY STORE

Ability to offer assortment
of products, services and
correct prices to meet
diverse consumers

Social Average household
Class' income’

A/B ~R$ 21 thousand

~R$ 11 thousand

~R$ 4 thousand

'Geofusion (IBGE + ABEP classification -
Brazilian Association of Research Companies)

Top Selling
Brands by
Category

Jan — Sep/25

Soft drink

Condensed
milk

Laundry
detergent

Mini bread
rolls

Congonhas

Coca Zero

Omo
liquido

Original

Italac

Brilhante
em po

Assa

ATACADISTA

AS

Assai
Congonhas

i ‘ |
J¥a Assal
ATACADISTA Cidade Dutra

Y} Assai

Teotonio Vilela

ASSAT

ATACADISTA

~5KM

~8KM

~6KM

20



ALWAYS d e RS
EVOLVING, _” ~60%

household penetration

TODAY ASSAI IS... W in Greater S&o Paulo®
~40M

customer flow
per month3

&«

ﬁ The most
VALUABLE BRAND

In the country’s retail
sector: R$ 12 billion?

p@ THE LARGEST AND
MOST PRESENT

Brazilian food retail
e o s company’

and TM20 + Infomoney

3 One ticket equals 1.5 customers
4 NielsenlQ Homescan




Suppliers

GROWT

AVENUES

CLIENTS
B2C 2

New B2C
Growth Avenues

Efficiency
and low-cost
operating
model

Financial

Services
Better

ambience

Health & Wellness and service

Private Label

S
ASSAI

ATACADISTA

ASSAI VALUE ECOSYSTEM

ASSAI IN-STORE EXPERIENCE

Fair price
and savings

Location as a
competitive
advantage

In-store

services (e.g.,
butcher shop,
cold cuts...)

Product variety

adapted to regions
and profiles

Business Intelligence: Regional strategy
leveraging national scale

Customer data and insights

Enablers

Technology (Infrastructure and applications)

Private Label: Negotiation strength
and assortment optimization

v

A
ASSAI

ATACADISTA

CLIENTS

B2B

New B2B Growth
Avenues

Financial
Services

Private Label
(Food Service)

Retail Media: Service offerings
and relationship monetization

People and operating model



ASSAL

Investor Day ASSAI :

ANDERSON
CASTILHO

VICE PRESIDENT
OF OPERATIONS
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ASSAI

- l ATACADISTA

-

— —
o S

EXPANSION OF €
THE ASSORTMENT &g 4.

AND IMPROVED |
SHOPPING
EXPERIENCE W

AIR CONDITIONING,
LIGHTING, AMPLE
PARKING, IN-STORE

SERVICES, SELF-CHECKOUT

24




Y
DIFFERENT i A
STORE FORMATS: e

Ability to operate different models and
segments for different audiences o)
S T 1
From 3-5 thousand sgm
Expertise

107 stores . .
in operating
different store

f
o + ormats

thousand sgm

170 stores Layout
N U M B E R Average area: adaptation

O F S T O R E S 6.0 thousand sgm

Up to 3 Informatization
thousand sgm of in-store
29 stores processes

Average area:
4.4 thousand
sqgm

Average area:
2.3 thousand sgm
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ASSAI

ka4 MODEL EVOLVES WHILE KEEPING LOW COSTS

(% of Net Revenue) Beginning of Beginning of
implementation of hypermarkets’
services in store conversions
SG&A Pre-IFRS16
y 11.1% 11.1%  11.0% 11.0%
10.600 'I.O 0 o» an e a» o eor ar or o> e o
- - ES—A)_ - - _!o-:l/i - 10.2% ]2.4:/0a -
9.69 9.7% - 70 e SR L=
/o 9.7% 9.5% 9.3% 90, 94%  93%  9.3%
SG&A Post-IFRS16
%
7.5% 7.5% 777
7% e 7% 7%

6.5 0/0 /

EBITDA Post-IFRS16
5.1% 5.2%

2013 2014 2015 2016 2017 2018 2019 2020 202123 20222 2023 2024 Sep/25

1Conversions of 66 hypermarkets as announced in 2021; 2SG&A Post-IFRS16 excludes pre-operating expenses; 3Post-IFRS16 excluding tax credits | Source: Assai 26
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ASSAI

EFFICIENCY INITIATIVES

O
@

SELF REMOITE
CHECKOUT SUPERVISION

Reduction in

waiting time from
230" — 22"

Operational in
284 stores

Processing
~20% of tickets'

"Based on stores with self-checkout installed
Source: Assai

28




Hello everyone, my name is Guilherme,
from the Operations team,



)

ASSAL
PHYGITAL: EVOLUTION IN
®
W STRENGTHENING THE PHYGITAL CHANNEL
& 44% presence Meu Assai App (3Q25): a Last Mile: +260%
in AB classes Higher f . 44% growth in sales from
'gher Trequency. 247 the partnership with
Higher average spend: 28% IFood (3Q25 vs. 3Q24)
a Expansion of
purchasing options, Identified sales account a Advances in the
offering customers for 46% of total revenue picking process
more convenience and service quality
and ease

30



ASSAL

Investor Day ASSAI :

WLAMIR
DOS ANJOS

VICE PRESIDENT
COMMERCIAL AND LOGISTICS

& A\




N
- AN EFFICIENT COMMERCIAL STRATEGY ASSAL

DRIVES PROFITABILITY

(% of Net Revenue; Pre-IFRS16)

Beginning of Beginning of
implementation of hypermarkets’
services in store conversions
Gross Profit Pre-IFRS16
16.0% 16.4% 17.0%  163% 16.2% 165% 167%
14.6% 14.7%
EBITDA Pre-IFRS16 6.3% 6.4%

5.7% 5.8%

5.6% 5.3% 5.3%
4.0% 4.2% -

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 Sep/25

166 Hypermarket Conversions as Announced in 2021 | Source: Assai 32



ASSAI IS PRESENT THROUGHOUT BRAZIL i

AND FACES DIFFERENT COMPETITIVE
DYNAMICS IN EACH MARKET AND REGION

(% (DIRECTIONAL >

(STRUCTURE)

13

Regional
Offices

Assortment, Pricing
and Regional Communication

12

Distribution
Centers @ =/  SEHEA  acaDisTa

+3.7k

suppliers, with
60% being regional

Purchasing
Cells
DIFFERENTIAL
4 ASSAI
Marketi
Centers REGIONALIZATION

33



(o b |

s

NEW COMMERCIAL
SYSTEM

SUPPORTED BY A SOLID
FOUNDATION THAT
COMBINES A NEW
OPERATING MODEL
WITH TECHNOLOGICAL
TOOLS FEATURING

ASSAI

©

New Commercial System with Al

Category strategy Competitive positioning

stortmenD <Pricing and Promotion> <Negotiation> / \
Purchasing

( and Supply
Regional Competitiveness Monitoring ) k /

OPERATING MODEL

Purchasing processes and Organizational structure
the role of the buyer (Regional and Central)

34



S
ASSAI

MODERNIZATION AIMING FOR GREATER
IN THE CORE @© VALUE CREATION

New Commercial System with Al

Negotiation

Pricing and Promotion

Recommendation by Regionalized Opportunities
product in store according strategy and data for regional and
to commercial strategy centralization national negotiation

GREATER VALUE GENERATION AT THE POINT OF SALE, WITH BOOSTED EFFICIENCY

O

&

O

&

Agility Efficiency Competitiveness Margin Assortment

35
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ASSAI

ATACADISTA

Investor Day ASSAI :

MARLY
YAMAMOTO




ASSAI
A BRAND THAT CONNECTS

WITH ALL REGIONS OF THE COUNTRY

LN LERE -||I=f North Cape

~5 150km « Natal

Rio Branco | ~4,890km

r

“- e e
Curitiba

~4,396km P

Lisbon = =

Source: Google Maps 37
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ASSAI

ATACADISTA
w »
-

A BRAND THAT CONNECTS
WITH ALL REGIONS OF THE COUNTRY

'3 ~ ASSAI

'~ NOFESTIVAL DE

PRA SUA ESTRELA

BRILHAR MAIS FORTE! %

ANIVERSARIOASSAI.COM.BR

Promocao vélida de D1.10.2025 a 31.10.2025, com inscrices até 04.11.2025. * Préenio entregue em Ceifieado de. /
Ouro. 2

Sl

PRO SEU CORACAO
BATER MAIS FORTE!

Sl
ASSAI

ATACADISTA

38



DATA THAT CREATES
RELATIONSHIP
AND VALUE

16 MILLION
CONTACTABLE
CUSTOMERS

PERSONALIZED
JOURNEYS AND OFFERS




TECHNOLOGY AND
Al AT THE SERVICE OF
REGIONALIZATION

Exclusive solution In
the sector for Al-driven
regionalized communication

Agility in producing
media and content:
1 day — 2 minutes

+1,000 pieces/month

Competitive advantage
in food retail

~ ARROZ PARBOILIZADO
- TIPO 2 TIO MINGOTE

& i

 DURAREM 05 ESTOQUES. IMAGENS MERAMENTE ILUSTRATIVAS.

PACOTE 1KG

Y
ASSAI

ATACADISTA

AGUA SANITARIA
YPE GALAO 5L




/NTELLGENT\
COMMUNICATION

GEOFAST

TECHNOLOGY AND Al
DRIVING EFFICIENCY,
RELEVANCE AND IMPACT






3
ASSAI

ATACADISTA

VOCE ENCONTRA
CARNES SELECIONADAS
PARA TODAS AS OCASIOES

RETAIL MEDIA:
THE NEW FRONTIER

40 million

monthly customers

n®n Sao
Nestie. JOAO

O MAiOR

da HiST6RiA!

16 million

contactable customers

Platform

that connects data,
audience and industry
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Investor Day ASSAI :

AYMAR
GIGLIO

TREASURY DIRECTOR
AND INTERIM CFO

ASSAI



u A‘S;.\\i

Px. REDUCTION OF LEVERAGE

COVERAGE OF FINANCIAL EXPENSES LEVERAGE'

FINANCIAL EXPENSE / EBITDA (PRE-IFRS16)

mm EBITDA (R$ B) __ Financial Expense / EBITDA (%) |

4.47 x
3.80x
3.04x
25%- 30% S ~a o :z-box
|deal ,
Level No defined scale
2022 2023 2024 Set/25 LTM 2022 2023 2024 2025E

’ Opening of ~10 Capex of R$1.0 to .' Leverage ~2.6x by
& storesin 2025 @ 1.2 billion in 2025 ZaN the end of 2025

"Net Debt + Discounted Receivables + Payable Balance of Hypermarket Acquisitions / Pre-IFRS16 Adjusted EBITDA
Note: 2025E = 2025 Estimated | Source: Assai 45




)

L IMPROVED DEBT PROFILE ASSAI
ol | ONGER MATURITY AND LOWER AVERAGE COST

G OPERATIONS ) ’Q MATURITY SCHEDULE )

(R$ Billions)
2024 6.2 Average term:
R$ 6.6 bn R$3.6bnin 38
in new prepayments of debts 5.3 months
funding maturing in 2025 and 2026
Average cost:
2Q25 CDI+
13th Debenture Issuance
1 .28% p.a.

R$ 1.5 bn, Prepayment of R$ 2 bn

CDI+1.20% (CDI +1.75%) with
maturities in 2026 and 2027

3Q25

CPR Loan in R$

R$ 450M, Prepayment of R$ 500M
CDI+0.95% (CDI +0.93%) maturing in 2025

0.0

2025 2026 2027 2028 2029 2030 2031

Note: Principal amount, excluding interest. 46



o
'l 100% OF THE EXPANSION WAS U ASSAI

"8 FINANCED BY CASH GENERATION

Dec/21 Sep/25

Revenue' +R$ 38 bn in revenue (+83°/o) ﬁ Revenue'
R$ 46 bn R$ 84 bn

R$ 13.5 bn INVESTMENTS

R$ 12.4 BILLION

o ]
- RS -1.4 b R$ -0.2 bn
R$ =-3.6 bn

R$ -7.4 b R$ -6.6 bn
Operating Cash Expansion Payment for Investments in Dividends Interest
Generation investments hypermarket maintenance and payments
(new stores) acquisitions renovations

including service
implementation

Year-to-date last 12 months | Source: Assai 47



&, REDUCTION IN INVESTMENT LEVEL

ALIGNED WITH THE DELEVERAGING STRATEGY

CAPEX:

R$].O— 1.2 bn

-
CAPEX: Op,legng 2
R$ ?nSil(l)i;n300 ~R$ 700 M stores in 2026

Infrastructure, IT, and

innovation projects '

- O CAPEX of
~R$ 300 million Maintenance ~R$ 700M

and renovations in 2026

R$ 650 - 750

million

~R$ 300 million A

Equipment and new
stores implementation

2025 2026




ASSAI

Investor Day ASSAI :

RODRIGO
p CALLISPERIS

CHIEF INFORMATION OFFICER

7\




GROWT

AVENUES

CLIENTS
B2C 2

New B2C
Growth Avenues

Financial
Services

Health & Wellness

Private Label

Suppliers

Customer data and insights

ASSAI VALUE ECOSYSTEM

ASSAI IN-STORE EXPERIENCE

Fair prices
and savings

Efficiency
and low-cost
operating
model

Location as a
competitive
advantage

ASSAI

ATACADISTA

Better store
environment
and service

In-store

services (e.g.,
butcher shop,
cold cuts...)

Assortment
tailored to regions
and customer profiles

Business Intelligence: Regional strategy
leveraging national scale

Enablers

Technology (Infrastructure and applications)

Private Label: Negotiation strength
and assortment optimization

v

A
ASSAI

ATACADISTA

CLIENTS

B2B

New B2B Growth
Avenues

Financial
Services

Private Label
(Food Service)

Retail Media: Service offerings
and relationship monetization

People and operating model
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ASSAI

ATACADISTA

Integration of new
in-store services

Modernization of
DCs with new WMS

I ECH NOLOGY 7 Integration of
cd 7y ]/ new commercial tools

DRIVING >y . e, MYy |4 Increased
.’J THE CORE : " ey g back-office efficiency

New sales
channels

Technology
modernization projects




\ 4

- Financial

TECHNOLOGY

Customer data
and insights

New
growth avenues

.' FOSTERING INNOVATION
ZaN AND GROWTH

‘ — Retail
R - e,

B2C and B2B
Digital Ecosystem




7\

EVOLUTION
AND -

W o = .

ENABLERS

INNOVATION W&

Assai CO.LAB Operational efficiency Training
USE OF TECHNOLOGY Assai’s new Foster agility, with Skills evolution,
AS AN ENHANCER OF business e oonn. Process digital and
FUNDAMENTAL CONCEPTS . Innovation
IN ASSAI'S PERFORMANCE Coroumar Behavior

Analytics, Chatbots for
Customer Service

53



ASSAI

Investor Day ASSAI :

SANDRA
VICARI

VICE PRESIDENT OF
PEOPLE MANAGEMENT

ﬁND SUSTAINABILITY
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ASSAI

ATACADISTA

OUR PEOPLE
ARE DIVERSE

More than 90k employees One of the
largest employers

A 5.39 in Brazil’
People with disabilities

A :25.39
Women in leadership

‘ 45070/0
Black professionals in leadership
67.2% GPTW Seal®:
Black professionals Best food retalil
13.09 company to
Professionals aged 50+ work for

‘ +7,500 glreat
LGBTQIA+ professionals Toace

Work.

& +1,100 T

Migrant professionals oy

=

'Caged; *Companies with more than 50,000 employees 55



Al
ASSAI

ATACADISTA

PEOPLE MANAGEMENT AND SUPPORTS THE —

ENSURES TODAY'S OPERATIONS EVOLUTION OF THE BUSINESS

TNE OPER, INNOVATION
/an HE OPERATION INITIATIVES ~ 'a

o0 FOR TODAY

Supporting Assai’s future
by driving the evolution
of the business model.

Ensuring adequate staffing
for store operations,
addressing the difficult
structural scenario.

56
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ATACADISTA

PEOPLE MANAGEMENT AND SUPPORTS THE _—
ENSURES TODAY'S OPERATIONS EVOLUTION OF THE BUSINESS

LIl

ENABLING
) THE OPERATION
o0 FOR TODAY

Ensuring adequate staffing
for store operations,
addressing the difficult
structural scenario.

57



o0 FOR TODAY

457

accumulated
turnover in 2025,
below the market

Turnover for the retail industry | Source: PWC

ENABLING
- THE OPERATION

A UNIQUE SCENARIO DEMANDS NEW
RESPONSES TO SUSTAIN ASSAI'S GROWTH

4.2%

medical absenteeism
kept within the limit

Restricted labor supply and high e®e High sector turnover (55%")

(i demand increasing competition

+25

Initiatives
implemented

\/\{acancy

fill rate

~949,

requires attention to retention

+10%

of the workforce composed
of professionals aged 50+

+3,000

hires in 2024

58



PEOPLE MANAGEMENT AND SUPPORTS THE
ENSURES TODAY'S OPERATIONS EVOLUTION OF THE BUSINESS B

Gl o e

L)

SUPPORT - g -
INNOVATION :Yl':
INITIATIVES —

Supporting Assai’s future
by driving the evolution
of the business model.

59
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ATACADISTA
-N& ~
L
w

SUPPORT
INNOVATION
INITIATIVES

2k EVOLUTION IN

THE CORPORATE

EVOLUTION IN
OPERATIONS

Pride in belonging, strengthening
culture and engagement

Foster a culture that promotes
simplicity, agility, and innovation

Operational excellence, with
attraction, development, and
retention of employees

Encourage a continuous
learning environment

Leadership training

Assai University: and development

88 programs
3,600 courses available

2,7 million training hours

42 thousand hours of training

Executive Academy

. . Focus on succession planning
Operations Trainee Program

80 participating employees Digital fluency training

New work-journey models

60

Source: Assai (Annual and Sustainability Report 2024)




[ ¥
ASSAI

ATACADISTA

®
- .

e \

Integrating new talent /V 1 New Business Department:

and capabilities at the S O FTH E F\) implementing new avenues
corporate level of growth

Macro Campaign for Assai CO.LAB: selection
Culture and Engagement and integration of new
technologies into Assai (Al)

Review of
behaviors and

inclusion of new 0 , Flico Fuoluin
“"Always Evolve" @ senplie

value:

Passion for Commitment Care for
Simplicity. Customer Focus What We Do to Results Our People Ethics Always Evolving

61



=> SUSTAINABILITY
STRATEGY




o~
ASSAI

Driving shared prosperity
through responsible

and transparent operations, and
reduced environmental impact

Efficient
Climate Management Supply
change waste Chain

Devellopmcelnt of -
omel people and communities

Empowerment Diversity Assai Institute
Fighting hunger

Ethical management
and transparent

1 SUSTAINABILITY
 STRATEGY

v
2
A

Ethics
Governance

63
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ASSAI IN COMBA

ATACADISTA CUMA' _ C

o~
ASSAI

ATACADISTA

NG
ANG

EFFICIENT ENERGY
OPERATIONS

Reduction goal of ] ]

solar plants
-42% P
scope 1" and 22 gases
by 2030 Q0.

of stores powered
by renewable

GHG Protocol —— energy sources
Gold Seal G Broioosl

4th N3

consecutive
year

/

, 2024 o
N K

Zrio veRSa

0Own emissions from the company; 2Emissions from the consumption of electricity

WASTE
+45%

waste reused

294

stores in the Destino
Certo program



Food
Safety

1 million tons

of food donated

3 YEARS

INSTITUTO

A ASSAI

AND THIS IS JUST THE START!

Sport and Citizenship

670k +6k

Entrepreneurship

56k

certificates
issued

meals with entrepreneurs supported
10 solidary through the Assai Award
kitchens

)

ASSAI

65



Qd Safety

NEW CYCLE

INSTITUTO

A ASSAI
2026-2030

(1.
Community Entrepreneurship
Development

ASSAI

66



VISION
NEW CYCLE
2026 - 2030

A well-fed Brazil
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ASSAI

ATACADISTA

VISION :
NEW CYCLE MISSION:

To be a driver of solutions that
enhance food security, boost
2026 - 2030 entrepreneurship, and develop
communities through partnerships
A well-fed Brazil

and coordinated efforts between
public and private entities



\_
ASSAI

ATACADISTA

OUR

NEW CYCLEe  MISSION: |

We are the expression of Assai
enhance food security, boost Atacadista's social commitment,
2026 = 2030 entrepreneurship, and develop promoting connections and
communities through partnerships
A well-fed Brazil

_ Initiatives that empower people
and coordinated efforts between and communities across the country
public and private entities




/

ASSAI Investor Day ASSAI %

%
COFFEE BREAK

15 minutes

1\




ASSAI

ATACADISTA
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Investcr Day AssA

BELMIRO
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ALWAYS d e RS
EVOLVING, _” ~60%

household penetration

TODAY ASSAI IS... W in Greater S&o Paulo®
~40M

customer flow
per month3

&«

ﬁ The most
VALUABLE BRAND

In the country’s retail
sector: R$ 12 billion?

p@ THE LARGEST AND
MOST PRESENT

Brazilian food retail
e o s company’

and TM20 + Infomoney

3 One ticket equals 1.5 customers
4 NielsenlQ Homescan




Suppliers

GROWT

AVENUES

CLIENTS
B2C 2

New B2C
Growth Avenues

Efficiency
and low-cost
operating
model

Financial

Services
Better

ambience

Health & Wellness and service

Private Label

S
ASSAI

ATACADISTA

ASSAI VALUE ECOSYSTEM

ASSAI IN-STORE EXPERIENCE

Fair price
and savings

Location as a
competitive
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Investor Day ASSAI :

AYMAR
GIGLIO

TREASURY DIRECTOR
AND INTERIM CFO

ASSAI
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2 ASSAI

FINANCIAL “
SERVICES Crec B2C cLienTs B2B

ASSAI PAY, SPIN-OFF OF FIC

AND PORTFOLIO EXPANSION P P
Passai Card POS Machine Anticipation
(credit and debit) of receivables
Payments 4
Credit
o a - =
Account/Fee Verification 4 Debit card Dlgltal

Related Insurances

Insurance 4 to the Passai card Account
Potential products
A
Personal loan P Credit for Private
working capital Label Card

dit and debit
Mass Insurance (credit and debit)

Consigned (For all Assai A

CustolEIey Other payments Other credits
B (out and online) (Guaranteed
Consortium and account, check esp.)

Capitalization

Major value lever in Financial Services

76




©

CORPORATE
FINANCIAL SERVICES

COMPLETE CYCLE OF
SERVICES AND SOLUTIONS
TO ATTRACT, MONETIZE AND
RETAIN OUR CUSTOMERS

POS MACHINE

Participate in the day-to-day
life of the B2B client

CASHBACK

Differential for attracting
and retaining customers

MEU NEGOCIO ASSAI (APP)

B2B client in the Assai
digital ecosystem

DIGITAL ACCOUNT

Enable Financial Services Expansion

DEBIT CARD

Complement Assai Pay value proposition

ASSAI



ASSAI

ATACADISTA

Investor Day ASSAI :

SERGIO
LEITE

NEW BUSINESS & INNOVATION
EXECUTIVE DIRECTOR




/

- HEALTH & WELLNESS



HEALTH & WELLNESS ASSAI

WHY DISCUSS HEALTH & WELLNESS?
R 65 % ~20 % ~53 % +27%

. . growth of the Brazilian of the Brazilian Projected growth
Population aging in Brazil vs 2010’ population in 2030 population practices of the healthy food
and health care physical activities? market in 20253
l? Reduction of consumption and search for
Growth of GLP-1 healthy options during and after treatment?

. ) ~R$ Health is a priority

I . . Phal:n.laceutl.cal (with an of the high-income population

Large, profitable, resilient, retail in Brazil 2mB average gross 690 does not plan to reduce spending

and recurring market margin of 30%)> A) (vs 51% in the low-income population)*
ol Walmart /< Kroger Cosrco e

o o Us$ US$ us$ Acquisition

Global retailers and digital CUIDANMOS

players invest in healthcare 55B6 ] 5B6 ] 0B7 :} FARMA

APPROVAL OF COMPLETE PHARMACIES IN THE SENATE (URGENCY REQUEST)

'IBGE public data; Bain Analysis; 2Data Folha Survey; *Euromonitor International; 4Bain Brazil Consumer/Shopper Survey, developed by Offerwise; Jan '25, N=2068 ; 5Retail 360; Gross margin of ~30% Presentation of results (2024)
of the companies: RD Salde, PagueMenos and Panvel; *°News Clipping; ‘CostCo Warehouse Guide Estimates (2023) 80
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ASSAI

HEALTH & WELLNESS

PHARMACEUTICAL RETAIL REVENUE IS DRIVEN
BY CHRONIC CUSTOMERS AND RX DRUGS

4

KEY -

LEARNINGS ,
ASSAI Assai holds a favorable strategic position
.I 2 PHARMACY to enter the pharmaceutical market
Chronic customers Beyond revenue, A A A
hold an over- chronic customers have . I
representation a much higher H|gh purChase Large and Assai with lower
in revenue (~80%) purchase frequency intent in attractive operational cost
C&C stores market -
Dilution of
78% showed a propensity 50% of the market operating expenses
to buy from cash and is concentrated in
carry format pharmacies large chains
With high frequency, Prescription (Customer survey, Jun/25)
chronic customers medications (RX) are
spend more on planned the most relevant for
shopping missions chronic customers

Source: BAIN & Company Study
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ASSAL
ASSAI PRIVATE LABEL
WHY AT THIS MOMENT?
Continuation Strong Assai presence Strengthening the Assai brand strength:
of trade-down in strategic markets, low-price value Quality, trust,
movements such as Sao Paulo and Rio proposition and credibility

de Janeiro, generating
scale gains

83



ASSAI

ASSAI PRIVATE LABEL m

STRENGTHEN POSITIONING WITH
CUSTOMERS AND INDUSTRY

DEVELOPMENT
OBJECTIVES: ASSUMPTIONS:
=R Develop products e “e Intensify High-turnover — Operate in
&‘ with better cost- &TA  competition with m prgducts with Z" higher-scale
benefit leading brands strong market states

penetration

Margin Customer 1+ Dedicated “ Leverage

ay . 2°2 © caf
ZmN improvement loyalty =/ specialized team brand strength

84
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ATACADISTA

NEW BRAND ARCHITECTURE

TWO BRANDS WITH DISTINCT VALUE PROPOSITIONS FOR DIFFERENT
CONSUMERS: ASSAI AND CHEF (ENDORSED BY ASSAI)

g O

— ac

B2B CLIENTS B2C CLIENTS
FOOD SERVICE

Branding

Maintain an Accelerate consumer
already well-known brand adoption, leveraged
among transformative brand strength and
customers values

Value Proposition

More affordable price with a quality
that rivals leading brands

Assortment & Categories

Assai is the most valuable brand in

Products intended for Key categories the sector in the country1: Symbol of
food service and with significant T
commodities, with penetration credibility and trust for the consumer

high volume formats

'Interbrand, Brand Finance e TM20 + Infomoney

\
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B! ASSAI STRATEGIC AGENDA

SHORT-TERM IMPACTED BY
MACROECONOMIC SCENARIO

Contribution to

value generation
I Explore

1 new formats

Growth in the
C&C model

(market consolidator)

(New Products
and services, segmentation
and regionalization)

VN

S
ASSAI

ATACADISTA

Challenging macro
scenario (interest rate and
inflation), with instability
in the coming years

Focus on
deleveraging
before resumption
of investments




FINANCIAL SERVICES SUPPLEMENTS

Al WORLD HEALTH
PRIVATE LABEL

PHYGITALHEALTHYAI

INNOVATION
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ASSAI Investor Day ASSAI %
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QUESTIONS & ANSWERS
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Investor Day AssAi z
\

ASSAI

ATACADISTA

Para todos, de Sol a Sol.
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