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As afirmacdes contidas neste documento relacionadas
as perspectivas da administracao sobre os negdocios da
M. Dias Branco sao meramente tendéncias e, como tais,
sao baseadas exclusivamente nas perspectivas da
administracao sobre a continuidade de acdes do
passado e presente, e em fatos ja ocorridos. Essas
tendéncias nao se constituem em projecdes e nem
estimativas, e podem ser alteradas substancialmente
por mudancas nas condicdes de mercado e nos
desempenhos da economia brasileira, do setor

e dos mercados internacionais.

* youtube.com/rimdias ri.diasbranco.com.br @ ri@mdiasbranco.com.br


mailto:ri@mdiasbranco.com.br
https://ri.mdiasbranco.com.br/
https://www.youtube.com/c/RIMDias

Receita Liquida Volume EBITDA Lucro Liquido Geracéo de Caixa
(R$ Bilhdes) (Mil ton.) (R$ Milhdes) (R$ Milhdes) (R$ Milhdes)

&75 279 158 181

+9% vs. 4T24 +10% vs. 4124 -21% vs. 4T24 -11% vs. 41724 +4% Vvs. 4T24
-2% vs. 3T25 -2% vs. 3T25 -12% vs. 3125 -27% vs. 3T25 -66% Vs. 3T25

1.810 1.103 660 1.408

+8% vs. 2024 +3% vs. 2024 \ -8% vs. 2024 / K +2% vs. 2024 / +138% vs. 2024
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Em 2025, os mercados de Biscoitos e Massas cresceram em Valor

INFORMACOES DOS MERCADOS DE BISCOITOS E MASSAS

BISCOITOS sl MASSAS
e 4T25vs. 2025 vs. iy ,
& 4T24 2024 e

=)

4T25vs. 2025 vs.
4T24 2024

Valor

Valor
Vendido +3% *3% Vendido =-3% +2%
Volume Volume
Vendido &% -3% I I@ Vendido 3% 0% I

Unidades Unidades
Vendidas -4% -3% Vendidas -3% +l%

;‘,“; Preco Médio Preco Médio
i pad I® rsika)  FT% 7% I IQ (SA) e +2%

Fonte: Nielsen — Retail Index. Total Brasil. INA+C&C.
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Prioridades Estratégicas + Acoes Realizadas + Resultados 2025

“Time que Vende + Time que Ajuda a Vender”

Plano Comercial Claro
De Crescimento / Rentabilidade

Estrutura
Revisar Custos e Despesas

Cultura Agil

Desenvolver e Praticar

Foco em sell-out com mais
presenca no PDV

Aperfeicoamento do plano
comercial trimestral

Evolucao na rota ao mercado e
Nna gestao dos distribuidores

Aceleracao dos programas de
produtividade e fortalecimento
da gestao matricial de
despesas

Aprimoramento dos
indicadores de servico e
métricas de satisfacao dos
clientes

Criacao de quatro frentes
de crescimento

Fortalecimento da
presenca nos PDVs por
meio do programa Loja
Perfeita

Recuperacao de
resultados em mercados
chave

Recuperacao de market
share

Crescimento consistente
ano contra ano (YoY) em
todos os trimestres



Em 2025, organizamos nossa estrutura comercial
em quatro Frentes de Crescimento

L Q/) .,
S St
<N
PRODUTOS FOOD ST
Ardl el Sl SAUDAVEIS E INTERNACIONAL
(Farinhas, farelo e SNACKS

(Biscoitos, massas

e margarinas) gorduras industriais)
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Consisténcia! Crescimento em todos os Trimestres

RECEITA LIQUIDA (R$ Bilhses)

Crescimento Ano contra Ano

2,8




PRODUTOS
PRINCIPAIS

Biscoitos, Massas e Margarinas

Crescimento consistente

RECEITA LiQUIDA PRODUTOS PRINCIPAIS
(R$ Bilhoes)
Crescimento Ano contra Ano

Retomamos o crescimento e
melhoramos a lucratividade em Sao
Paulo, maior mercado de biscoitos e
Mmassas do Brasil;

Recuperamos market share de biscoitos
Nna regiao Sul;

Mantivemos o crescimento consistente
de Piragué, com expansao de market
share e avancos relevantes na Bahia e
em Pernambuco;

Aumentamos o market share de
biscoitos com maior valor agregado,
como cookies e personal cracker.



DAS 50 MARCAS MAIS
CONSUMIDAS NOS LARES
BRASILEIROS, TRES SAO DA
M. DIAS BRANCO...

E CANHARAM RELEVANCIA

A

Vo)~ “1°: Biscoitos e
Vi 7~ Massas
+ 1 Posicao
VN
27°
iraqué
+ 6 Posicoes 9 |

L}

e “foe 19°

‘%0°

+ 5 Posicoes

=
Richester;

Fonte: Brand Footprint Worldpanel 2025 by Numerator (Kantar)
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Time que Vende + Time que Ajuda a Vender
Dia do PDV e Herédis do PDV

i

+800

colaboradores de
diversas areas de
todo o Brasil

... Participacdo
B g'y” dos lideres e

seus times



Acdes em datas comemorativas no Nordeste




Campanha Richester Mistério, com langamento e
veiculacdo em TV, digital e influenciadores

Riches;er
=

13



Reality Show 100% focado em Massas Adria, com mais de 5,5
milhdes de visualizacdes no Youtube




Aumento do market share de Piraqué no Brasil (biscoitos)

SHARE
VOLUME

5,7%

PROMOQAO
® piraqué

dﬁielNAL

2024 2025

Fonte: Nielsen — Retail Index. Share Volume - :
Total Brasil. INA+C&C. ' = =
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PAS Show, com
POPAI 2025

émio

i is,como a A

Iras nacional

fe

~

Icipacao em
reconhecimento em 6 categorias do pr

Part




PERSONAL
qué »

biscoito salgado
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FOOD
SERVICE

Farinhas, Farelo e Gorduras Industriais

Crescimento consistente

RECEITA LIQUIDA (R$ Milhoes)

Crescimento Ano contra Ano

Novas categorias;
Execucao comercial apoiada por:
_Portas Abertas, alcancando 98 clientes
_+de 200 treinamentos
_+de 700 atendimentos técnicos
Participacao em feiras e eventos como a
FIPAN, maior evento de panificacao da
Ameérica Latina, onde realizamos + de 2 mil

atendimentos comerciais;

Ampliacao da capilaridade comercial e da
cobertura de mercado pelo canal indireto.

18



Lancamento da marca
M. Dias Branco Profissional

..-"-5";5 g
S
i :
i -
A
! 3 ;
i Zs v

Profissional
Vsolugﬁes para suas receitas

A M. Dias Branco, lider nacional no setor
alimenticio, expande sua atuacao no mercado
B2B com foco em solucoes para Industrias e o

canal Food Service.




Plataforma digital com mais de 3 milhoes de

visualizacoes no Youtube

e Assistente
Virtual

43 videos
Id Receitas + Dicas

‘ 3.053.923
> B visualizacoes

225 mil

Usuarios ativos

20



Fortalecimento @ FeiraseEventos

da Execucao
Comercia

° Convencdo de
Distribuidores

6 Portas Abertas

FA Dias ge evento ' %"‘ |
o PORTASABERTAS
| 130

" Clientes
- clientes impactados

'. ;" &
4 dias de evento &&W-“:u:-. A

| 20255 -
+2 mil atendimentos 3/ g
comerciais -

+2.000 pessoas

impactadas com
workshops

Ab trico [,



4 Lancamentos

Medalha de Ouro Confeitaria
Amplia o portfélio com produtos
para confeitaria

Medalha de Ouro Especial chega
COMO uma opgao intermediaria entre
a Tradicional e a Extra Clara

Finna Mix Especial, trazendo
praticidade e uma solucao eficiente

Boulanger, linha premium de farinhas
100% importadas, de alto valor
agregado

Puro Sabor 3kg reformulada: 60% de
gordura, se ajustando ao mercado e

Mmais competitiva



PRODUTOS
SAUDAVEIS E
SNACKS

Crescimento consistente

RECEITA LIQUIDA* (R$ Milhoes)

Crescimento Ano contra Ano

3T
m 2024 02025

* Receita Liquida de Adjacéncias (Bolos, snacks, misturas para
bolos, torradas, saudaveis, molhos e temperos).

Relancamento da marca Frontera,
qgue passou a contar com producao
nacional;

Novo modelo de distribuicao
comercial com maior agilidade no
atendimento ao mercado;

Portfélio amplo e diferenciado, gque
inclui Granola Premium Low Carb,
paes sem gluten e cookies da marca
Jasmine, além dos chocolates Fit
Food.

23
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B :anoLn PREMIUM

SALGADA : LOW CARB : PROTEICA

GRANOLA PREMIUM , CASTANHA-DE-CAJU, AMENDOIM, SEMENTES DE GIRASSOL,

CACAU : LOW CARB : PROTEICA

M ASTANHA-I PARA, AMENDOA
E [ E NIBS DE CACE




A/@%

INTERNACIONAL

Biscoitos, massas, farinha, torradas e snacks

Foco na expansao internacional,
desenvolvimento de portfélio
regional e fortalecimento da
presenca global




Participacao em importantes
feiras de alimentos
internacionais

#3 .0IAS BRANCO o GULFOOD

— el [ irados Arabes
B t \ 175 Unidos

ANUGA
Alermanha

ISM
Alemanhna

America Food and
Beverage

Fstados Unidos

27



& No ano e no 4T25, Receita Liquida cresceu nos

sy trés grupos de categorias

Volume de vendas (mil ton.) +10% -2% 1.810 1.755 +3%

Preco médio (R$/kg) 5,7 5,8 -1% 5,8 -1% 5,8 55 +5%

Receita Liquida (R$ milhoes) 2.721 2.489 +9% 2.784 -2% 10.438 9.663 +8%
Produtos Principais* 2100 1917 +10% v/ 2.160 -3% 8070 7522 +7% /

Moinhos de Trigo e Refino

. 472 442 +7% ' 483 2% 1.828 1659 +10% VvV
de Oleos vegetais

Adjacéncias*™* 149 131 +14% V' 141 +6% V) 540 482  +12%
"\: % o @ U *Biscoitos, Massas e Margarinas;

Sk, W 4 ¢ **Farinhas, Farelo e Gorduras Industriais;
& ***Bolos, snacks, misturas para bolos, torradas, saudaveis, molhos e temperos.




=z Recuperaciao do market share volume de Biscoitos e Massas a partir
M Dias&ranco— da segunda metade do ano. Farinha encerrou 2025 com participagao
superior a 2024

W
4

=

Biscoitos ¥ Massas @5 Farinha
31,8 | 284
314 31,2 30,3 | 27,6 261 275 00 122 126 123 122
TN T N 8
AT24 1T25 2125 3125 4125 | AT24 1125 2125 3125 4125 | 4T04 1725 2125 3125 4725

i: ¢ Fonte: Nielsen — Retail Index. Share Volume Total Brasil. INA+C&.C.




CUSTOS
&
DESPESAS

biscoito salgado

&2 ORIGINAL

&
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& No 4T25 vs. 4T24, no mercado, reducao de aproximadamente 5% do
M DiesBrenco—  Sleo de palma em dodlar e recuo do trigo em délar de cerca de 8%

4T25 vs. 2025 vs.

, — 4T24 2024
DOLAR 58 6,1 40 58 5 g _
(Média Més) 9,6 ’ ’ S5,/ ’ S/ 55 55 54 54 54 53 55
-8% +4%
¢2 TRIGO
%"MERCADO 25£ 226 223 225 236 242 247 234 232 229 233 227 222 217 911
(US$/TON.)
-8% -6%
OLEO DE
‘ PALMA
MERCADO  — ~——— -5% +9%

ussron) 10181106 1.071 961 1.020 995 o™~ - 990 1.041 1.052 1.052 992 991

out-24 nov-24 dez-24 jan-25 fev-25 mar-25 abr-25 mai-25 jun-25 jul-25 ago-25 set-25 out-25 nov-25 dez-25

Fonte: Délar médio - Banco Central; Trigo - SAFRAS & Mercado; Oleo de palma - Bursa.




/ Margem bruta de 31,6% no 4T25 e de 32,2% em 2025. A reducao da
M DiasBrenco—  margem bruta em 2025 foi influenciada pelo aumento dos custos
variaveis, com destaque para o valor do 6leo de palma em dédlares

Custos variaveis* 3.0 3.0 e 3] 3,0 2,8 3.1
€ R — *— ¢ ———o o—9
Custos fixos* ] 1,1 1,1 1,0 1,1 1,0 1,1
-0 (R$/kQ) = — - —0— —o o———0
Mg. Brut 33,5% 33,4%
I b 30.9% 324% 31,6%
(3 FrecoMédio (58 (56} (60} (58}
*Sem incentivos. 4T24 1725 2125 3705 4TD5 2024 2025

Efeitos extraordinarios
positivos de 3,3 p.p. Margem

Bruta recorrente: 30,2%




YD

Impactos
Variagdo da Mg. Bruta Matéria-Prima: reflete parcialmente
a reducao dos precos das

commodities observada no
' 5 mercado, um vez que temos
estoques de matérias-primas e
posicoes de hedge (inclusive para o
cambio);

-O,lpp  31,6%

Subvencoes: impactada pelo menor
volume de producao, dada a
sazonalidade do quarto trimestre e
pela queda do preco do trigo;

Mg. Bruta Matéria  Subvencodes Custo Outros Mg. Bruta

3725 Prima Fixo Custos 4125 Custos Fixos: menor diluicdo de
custos fixos por menores niveis de
producao e reajustes de folha
(inclusive efeitos retroativos).




& Encerramos 2025 com utilizacao da capacidade de 60,4%, aumento de
M- DiasBranco— 1,6 p.p. Vs. 2024, impulsionado pelo crescimento dos volumes

Utilizacao da capacidade de producao

Nivel de utilizagdo da 58£% 6&4%
capacidade (%)
-
2.650
2.565

Produgao Total
(Mil ton.)
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Vendas

SGCG&A controlado no ano, refletindo principalmente o crescimento dos
volumes (+3,1%). No 4T24, tivemos R$ 44 milhdes de efeitos extraordinarios
favoraveis, principalmente pelo estorno e nao provisionamento de PLR.
Desse total, R$ 25 milhdes referentes a PLR nas despesas administrativas.
Sem tais efeitos, as despesas administrativas teriam crescido em linha com
inflacao. Adicionalmente, o crescimento das despesas com vendas refletem
O aumento dos volumes (+10,2%) e a retomada dos investimentos em
marketing.

Despesas administrativas e com vendas (SG&A)
(% da Receita Liguida)

__________

Tloan) BA%R 087 221% 227% 225% 22.2%
. 480 | 516 565 616 3L 2166 [pXils
i R$MM 1 R$MM R$MM R$MM R$MM R$ MM R$MM
; 47124 i 1T25 2125 3125 47125 2024 2025
E 413 : 423 477 523 522 1.843 1.945




& EBITDA de R$ 279 milhdes no 4T25, com margem EBITDA de

___________

" 143%
5 - 73%  12/%  114% 10,3% 124% 10,6%
Mg. EBITDA (7 | ' — e
& i i
1.198  1.103
EBITDA | i
(R$ milhGes) 335 e 345 318 279
N | i ]
. AT24 | 1725 2125 3125 4125 2024 2025

S ————— -

. Efeitos extraordinarios positivos de
b R$ 79 milhdes. Sem efeitos
extraordinarios: R$ 277 milhdes



1/9&/ Lucro Liquido de R$ 158 milhoes no 4T25

7,]% 7,9% 7,8% 5'8%

Mg. Liquida (%) 3.1%
-0

Lucro Liquido
(RS milhccibes) 177 216 216 158

e 69
L

4724 1725 2125 3125 4725

67% 6,3%
o— o
646 660

2024 2025




GERACAO DE
CAIXA, DIVIDA E
INVESTIMENTOS

. gimgcm——




1/95‘/ Geracdo de caixa de R$ 1,4 bilhdo em 2025

4T25 vs. 47124 2025 vs. 2024
181 175 Geracdo de Caixa Operacional*  1.408 592
279 355 EBITDA 1.103 1.198

(151) (241) Variacdo dos Ativos e Passivos 240 (699)

53 61 Outros 65 93

*Disponibilidades liquidas geradas (aplicadas) nas atividades operacionais




& No ano, liberacdao de capital de giro de R$ 240 milhdes, fruto do
M DiasSranco—  avango Na gestao operacional, com aumento do prazo médio de

fornecedores
Prazo Médio em Dias
4T24 3T25 4T25
Fornecedores 55 +7 dias 62 +3 dias
Clientes 60 -3 dias 57 +4 dias
Estoques 85 210 dias 75 +2 dias

X A\

P o ORIGINAL % o -
® & A PGUE

ricws (SR

piraqué |




& Encerramos o 4T25 com R$ 1,9 bilhdo em caixa e R$ 554 milhées
Y DiesBrenco—  de caixa liquido (caixa maior que a divida)

Alavancagem
(Caixa) Divida Liquidos / EBITDA (ultimos 12 meses)

RATING NACIONAL
Divida Liquida 25 1132 -328 721 -554 FITCH RATINGS

(R$ milhdes) PS P PS PS PY I l I

Rating Perspectiva

Alavancagem Estavel
(Divida/EBITDA Ult. 12 meses) Reafirmado
_ - PELO 8° ANO
0,0x -0,1x 0 3x CONSECUTIVO
' -0,6x  -0,5x

4724 1725 2125 3125 4725

7' ,_;, ~ ORIGINAL l!IE o
® ¢ VT oo
s BN e (R




& 95,1% da divida no longo prazo e manutencio do Rating
MOasBranco—  AAA Perspectiva Estavel pela Fitch pelo 8° ano consecutivo

R$29 R$409 R$912
r$ 1.420 r$ 70 iy iy T
R$ MM RS MM
° 2% 29 64
Divida 5% T
Vencimento Vencimento Vencimento Vencimento
Total Curto prazo 2027 2028 2029

em diante




& R$ 291 milhdes investidos em 2025, com destaque para
M DiasEranco—  jnvestimentos em planejamento logistico e tecnologia e
transicao energética

Investimentos
(R$ Milhdes)

—{m —

107 | 304
87 2

4724 AT25 | 2024 2025




49a<g{w_ MDIA3 +26% de valorizacao em 2025!!!

+26%

Valorizacao

jan-25 fev-25 mar-25 abr-25 mai-25 jun-25 jul-25 ago-25 set-25 out-25 nov-25 dez-25

Desempenho MDIA3: 02/01/2025 — 30/12/2025




| Em 2025, realizamos pagamentos de dividendos mensais
HDasBrerco— de R$ 0,03/acdo e distribuicoes extraordinarias, somando
R$ 439 milhoes pagos e dividend yield de 6,5%

RS £39

Milhoes
RS 222
= 6,5%
Rs 70 Milhdes
Milhoes
1,7%
0,6%

2023 2024 2025



Estratégia de crescimento com rentabilidade

NEGOCIO ATUAL OUTRAS CATEGORIAS INTERNACIONAL

PROGRAMA DE PRODUTIVIDADE E EFICIENCIA







Principais Indicadores — 4T25 vs. 4T24 | 2025 vs. 2024

. LF

CUIDAR DO PLANETA

4T25 vs. 2025 vs.
4T24 ployZA

Consumo de agua _10,6% _4’7%
(m3/Ton.)

ReUso de dgua(%) +2,3pp. +1,9p.p.
Residuos enviados

para aterros (%) -0,3p.p. -0,2p.p.
Perdas de insumos

NO Processo _ _
produtivo (%) 0,4p.p. 0,Tp.p.
Desperdicio de

produtos acabados 0,0p-p- 0,0P.p.

(%)

o i A WS
ACREDITAR NAS PESSOAS

4T25vs. 2025 vs.
4T24 2024

Mulheres na
lideranca* (%) +2,0p.p. +2,0p.p.
Frequéncia de
Acidentes de +35,7% +29,3%
Trabalho (taxa)
GCravidade de
Acidentes de '25,6% +3,1%

Trabalho (taxa)

n *28,7% no 4T25
ﬂ (26,7% no 4T24)

y I! »
( -'”"/‘. Ny

FORTALECER ALIANCAS

4T25 vs. 2025 vs.
4T24 ployZA

Compras de
fornecedores '314P-P-
locais (%)

-1,3p.p.

3 metas divulgadas
(superando o
estabelecido no

@ cronograma do

Movimento)

Metas do Movimento
Transparéncia 100%

&

48



Institutional Investor
Melhor Programa de Rl
Alimentos e Bebidas pelo

segundo ano consecutivo
(ranking Ameérica Latina Midcap)

Most Honored Company
Overall, MidCap

Food & Bay

Destaques 2025

Troféu Transparéncia

Anefac
Conquistamos pela 8° vez o
Troféu Transparéncia em
reconhecimento das melhores
praticas de divulgacao

Prémio Inbrasc
Programa Alianca para o
Futuro foi reconhecido pelas
suas iniciativas para construir
uma cadeia mais ética,
sustentavel e resiliente

49



GUSTAVO THEODOZIO
Vice-Presidente de Investimentos

e Controladoria
gustavo.theodozio@mdiasbranco.com.br

FABIO CEFALY

Diretor de Novos Negocios e

Relacdes com Investidores
fabio.cefaly@mdiasbranco.com.br

B
-
& RODRIGO ISHIWA
°®
Obrl adol Gerente Executivo de Relagcdes com
° - Investidores

ri@mdiasbranco.com.br

. EVERLENE PESSOA

Especialista de Relacdes com Investidores
ri@mdiasbranco.com.br

@ ri.mdiasbranco.com.br

LUCAS LAPORT

Assistente de Relacdes com Investidores
ri@mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br


https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br

ri.mdiasbranco.com.br
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https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br
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The statements contained in this document related to
the management's perspectives on M. Dias Branco's
business are merely trends and, as such, are based
exclusively on the management's perspectives on the
continuity of past and present actions, and on facts that
have already occurred. These trends do not constitute
projections or estimates and can be substantially altered
by changes in market conditions and in the
performance of the Brazilian economy,

the sector and international markets.

* youtube.com/rimdias ri.diasbranco.com.br @ ri@mdiasbranco.com.br


mailto:ri@mdiasbranco.com.br
https://ri.mdiasbranco.com.br/
https://www.youtube.com/c/RIMDias

Net Revenue
(R$ Billion)

Volume
(Thousand ton.)

2.7

+9% vs. 4Q24
-2% vs. 3Q25

&75

+10% vs. 4Q24
-2% vs. 3Q25

+8% vs. 2024

+3% vs. 2024

EBITDA
(R$ Million)

279

-21% vs. 4Q24
-12% vs. 3Q25

Net Income
(R$ Million)

Cash Flow
(R$ Million)

-11% vs. 4Q24
-27% vs. 3Q25

+4% vs. 4Q24
-66% Vvs. 3Q25

-8% vs. 2024
\__ 9

+2% vs. 2024
\_ /

1,408

+138% vs. 2024

Y
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In 2025, the Cookies & Crackers and Past grew in value

COOKIES & CRACKERS AND PASTA MARKETS INFORMATION

.. COOKIES & PASTA
i CRACKERS o0 s 2025 vs.
o 3

4Q24 2024

4Q25vs. 2025 vs.
4Q24 2024

Value

Sold +3% *3% soid 3% *+2%

ad [

Units Units
Sold -4% -3% Sold -3% +l%

Average Price Average Price
I (R$/Kg) *7% "'7% I (R$/Kg) *1% "'2%

Source: Nielsen — Retail Index. Total Brazil. INA+C&C.




Strategic Priorities + Actions taken + Results 2025
“The Team that Sells + The Team that Helps Sell”

Clear Commercial Plan
For Growth / Profitability

Structure
Review Costs and Expenses

Agile Culture

Foster and Practice

Focus on sell-out with greater
presence at the point of sale

Improvement of the quarterly
commercial plan

Advances in route-to-market
and distributor management

Acceleration of productivity
programs and strengthening
of the matrix expense
management model

Enhancement of service
indicators and customer
satisfaction metrics

Creation of four key
growth drivers

Strengthening of our
presence at points of sale
through the Perfect Store
program

Earnings recovery in key
markets

Market share recovery
Consistent year-over-year

(YoY) growth in all
quarters
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In 2025, we organized our commercial structure
in four key growth drivers

e Y .
8 e,
<N
CORE FOOD
PRODUCTS SERVICE HEALTHY
PRODUCTS AND INTERNATIONAL
(Cookies & crackers, {Flours, sl amne SNACKS

industrial vegetable
shortening)

pasta and margarine)
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Consistency! Increase in all quarters

NET REVENUE (R$ Billion)

Year-over-year Growth

2.8




CORE  We returned to growth and improved
profitability in S&do Paulo, the largest

PRODUCTS cookies & crackers and pasta market in

: : Brazil;
Cookies & Crackers, Pasta and Margarine

Consistent Growth « We recovered market share of cookies &
crackers in the South Region;

CORE PRODUCTS NET REVENUE
(R$ Billion)

e e « We maintained consistent growth for

Piraqué, expanding market share and
relevant progress in Bahia and
Pernambuco;

 We increased market share of cookies &
crackers with higher value-added, such as
cookies and personal cracker.




OF THE 50 MOST CONSUMED
BRANDS IN BRAZILIAN
HOUSEHOLDS, THREE ARE FROM
M. DIAS BRANCO...

AND HAVE GAINED RELEVANCE

"1 Cookies &
7~ Crackers and
Pasta

+ 1 Position

P
27"

+ 6 Positions

piragué

L}

' "tEDE ya®

‘%0°

+ 5 Positions

=
Richester;

W Source: Brand Footprint Worldpanel 2025 by Numerator (Kantar) -|O



The Team that Sells + The Team that Helps Sell
Day of PDV and Heroes of PDV

| Rio Grande do Sul

Employees from
different areas
across Brazil

B, g"i‘w leaders and
/ their teams




Initiatives during seasonal holidays in the
Northeast




Richester “Mistério” Campaign, including launch and media
placement across TV, digital channels and influencers

Riches;er
=
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Reality Show 100% focused on Adria Pasta, with more than
5.5 million views on YouTube




Increase in market share of Piraqué in Brazil (cookies & crackers)

SHARE
VOLUME

5.7%

PROMOQAO
® piraqué

dﬁielNAL

2024 2025

Source: Nielsen — Retail Index. Share Volume - :
Total Brazil. INA+C&C. ' = =
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Participation in national trade fairs, including APAS Show,
earning recognition in six categories at the 2025 POPAI Awards




PERSONAL

piragqué 2

biscoito salgado
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FOOD New categories;
SERVICE Commercial execution supported by:

Flour, Bran and Industrial Vegetable
Shortening _"Portas Abertas”, reaching 98 clients

ConSiStent growth _+ 200 training sessions

_+ 700 client meetings

NET REVENUE (R$ Million)

Year-over-year growth Participation in trade fairs and events such as
FIPAN, the largest bakery industry event in Latin
America, where we conducted more than 2,000

commercial engagements;

Expansion of commmercial capillarity and market
coverage through the indirect channel.

18




Launch of the M. Dias Branco Professional brand

-
S
i :
i“ -
A
! i ;
i Zs v

Profissional
Vsolugﬁes para suas receitas

M. Dias Branco, the national leader in the food
sector, is expanding its presence in the B2B
market with a focus on solutions for Industries
and the Food Service channel.




Digital platform with over 3 million
views on YouTube

S Mirtual
Assistant

43 videos
Recipes + Tips

4 3,053,923
> B views
225,000
active users




Distributors’
Convention

6 “portas Abertas”
! |

" PORTASABERTAS
| 130

“ Clients
- customers reached

Strengthening |8 ™™ Gaents
Commercial W T
Execution 4oventdays AR FIPAN™,

+2,000 commercial 3/ 0 1 Ny

engagements

+2,000 people
reached through
workshops

Ab tnoo

SUPERBAHIA



Launches

Medalha de Ouro Confeitaria
Expands its portfolio with products
for confectionery

Medalha de Ouro Especial comes as
an intermediate option between the
Traditional and the Extra Light versions

Finna Mix Especial, delivering
convenience and an efficient solution

Boulanger, premium line of 100%
imported flours with high added value

Reformulated Puro Sabor 3kg: 60% fat
content, aligning with market needs

and becoming more competitive



Y D e
HEALTHY PRODUCTS
AND SNACKS

Consistent growth

NET REVENUE* (R$ Million)

Year-over-year growth

2Q 3Q 4Q
w2024 02025

* Net Revenue of Adjacencies (Cakes, snacks, cake mix, packaged
toast, healthy products, sauces and seasonings).

Relaunch of the Frontera brand, now
featuring domestic production;

A new commercial distribution
model, providing greater agility in
serving the market;

A broad and differentiated portfolio,
including Premium  Low  Carb
Granola, gluten-free breads and
cookies from the Jasmine brand, as
well as Fit Food chocolates.

23
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B CoanoLA PREMIUM

SALGADA : LOW CARB : PROTEICA

GRANOLA PREMIUM | SLSTANNADE.CAJU AENDOIM, SEMENTES OF GIRASSOL,

CACAU : LOW CARB : PROTEICA

M ASTANHA-I PARA, AMENDOA
Ll E NIBS DE CACZ
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INTERNATIONAL

Cookies, pasta, flour, toasts, and snacks

Focus on international
expansion, regional portfolio
development, and
strengthening global presence

"""




= , » Participation in key
i s international food trade fairs

£3 .DIAS BRANCO .. | S8 TEL . GULFOOD
— ] Sl W T United Arab
oy b ‘ 7 5 Emirates

ANUGA
Germany

ISM
GCermany

America Food and
Beverage

United States

27



_ » Intheyear and in 4Q25, Net Revenue grew in all

sy three category groups

Net revenue, volume and price

Sales Volume (thousand ton.) +10% -2% 1,810 1,755 +3%

Average Price (R$/kg) 5.7 5.8 -1% 5.8 -1% 5.8 5.5 +5%

Net Revenue (R$ million) 2,721 2,489 +9% 2,784 -2% 10,438 9,663 +8%
Core Products* 2100 1917 +10% v/ 2,060  -3% 8070 7522 +7% /

Wheat Mills and Refining of
Vegetable Oils **

Adjacencies™* 149 131 +14% V' 141 +6% V' 540 482 2% VvV

472 442  +7% N 483 2% 1828 1659 +10% Vv

ey Ty — @ *Cookies and Crackers, Pasta and Margarine;
My L -, *Wheat Flour, Bran and Industrial Vegetable Shortening;
‘”(E & ***Cakes, snacks, cake mix, packaged toast, healthy products, sauces and seasonings.




 Z Recovery of cookies & crackers and pasta volume market share
M Dias&ranco—  starting in the second half of the year. Flour closed 2025 with a higher
share than in 2024

Cookies & =
Crackers T Wheat Flour
31.4 312 31.8 284 57,4 27.5 122 126 123 122

. s 50 Lo
292 %2 25.4 261 e —

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




COSTS
&
EXPENSES

biscoito salgado
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S In 4Q25 vs. 4Q24, in the market, there was an approximately 5%

Y DixBranco— reduction in palm oil prices in dollars and about an 8% decline in
wheat prices in dollars

4Q25 vs. 2025 vs.

T 4Q24 2024
DOLLAR sg &1 60 g oo sg — Q
(Monthly 5.6 : : ® 9/ 55 55 54 54 54 53 55
Average) : i : _8% +4%
o2 WHEAT
V" MARKET 25£ 226 223 225 236 242 247 234 232 229 233 227 222 217 911
(US$/TON.)
-8% -6%
PALM OIL
MARKET o o
(US$/TON.) — — - +
10181106 1,071 941 1,020 998 o3 oo\ 939 990 1.041 10511052 995 99 5% 9%

Oct-24 Nov-24 Dec-24 Jan-25 Feb-25 Mar-25 Apr-25 May-25 Jun-25 Jul-25 Aug-25 Sep-25 Oct-25 Nov-25 Dec-25

Source: Average Dollar - Central Bank of Brazil; Wheat - SAFRAS & Mercado; Palm Oil — Bursa.




& Gross margin of 31.6% in 4Q25 and 32.2% in 2025. The reduction in
M DiasBrenco—  gross margin in 2025 was influenced by higher variable costs,
highlighting the increase in palm oil prices in dollars

Variable costs* 210 S ,:_))i S 3.0 2.8 sl
- oo O — —— —0 o—F°
S 1.1 1.1 1.1 1.0 1.1 1.0 1.1
-0 (R$/kg) @ ¢ o - - ¢
Gross Mg. 33.5% 33.4%
o (%I)ross ? 30.9% 32.4% 31.6%
(3 Aveagerice (584 (54} (60} (58}

*Without incentives.

4Q24 1Q25 2Q25 3Q25 4Q25 2024 2025

Positive non-recurring effects
of 3.3 p.p. Recurring
Gross Margin: 30.2%



I DiaeSranco— Impacts

Gross f‘_"_?!’?!r_‘__\_/_?r'at'on Raw Materials: partially reflects the

decline in commodity prices
| 08pp observed in the market, since we
’ carry raw-material inventories and

hedge positions (including FX

-1.2pp ; hedge);

\4
-O.lpp  31.6% Subsidies: impacted by lower
production volume, due to the
seasonality of the fourth quarter,
and by the decline in wheat prices;

Gross Raw Tax Fixed Other Gross
Margin Material  Incentives Cost Costs Margin Fixed Costs: lower fixed-cost
B Hlele dilution due to lower production

levels and payroll adjustments
(including retroactive effects).



& We closed 2025 with a capacity utilization rate of 60.4%, an increase of
M- Dias&ranco— 1,6 p.p. Vs. 2024, driven by volume growth

Production capacity utilization

L 58.8% 60.4%
Capacity utilization P P
rate (%)
-o-
2,650
2,565

Total production
(Thousand ton.)




SG&A remained under control for the year, mainly reflecting the increase in
volumes (+3.1%). In 4Q24, we recorded R$ 44 million in favorable

‘/9'“8“4‘”— extraordinary effects, primarily due to the reversal and non-accrual of the
provision of annual bonus (PLR). Of this total, R$ 25 million were related to
PLR within administrative expenses. Excluding these effects, administrative
expenses would have grown in line with inflation. Additionally, the increase
iNn sales expenses reflects the higher volumes (+10.2%) and the resumption of
marketing investments.

Sales and administrative expenses (SG&A)
(% of Net Revenue)

;"]903%“2 23.4% 2087 221% 22.7% 22.5% 22.2%
480 | 516 565 616 2,166 prai(s

R$ MM E R$MM R$MM R$MM R$MM R$ MM R$MM

4Q24 1Q25 2Q25 3Q25 4Q25 2024 2025

les ! 5

cales. 413 ¢ 423 477 523 522 1,843 1,945




 Z EBITDA of R$ 279 million in 4Q25, with an EBITDA margin of

___________

14.3% !
s 127% 4% 10.3% 124%  10.6%
EBITDA Mg. (%) ' y —® e
o
1198 1,103
EBITDA i i
(R$ million) 395 e 345 318 279
N | | ]
. 4Q24 | 1Q25  2Q25 3Q25  4Q25 2024 2025

e —————

. Extraordinary positive effects of R$79
i million. Without extraordinary
effects: R$277 million




& Net Income of R$ 158 million in 4Q25

7.1% 7.9%  7.8% 67% 6.3
Ne’r_l\./\g. (%) .\3l%/._‘\5§% Y
646 660
Net Income
(R$ million) 177 216 216 158

. 69
L

4Q24 1Q25 2Q25 3Q25 4Q25 2024 2025
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CASH FLOW
DEBT AND
INVESTMENTS




& R$ 1.4 billion Cash Generation in 2025!!

4Q25 vs. 4Q24 2024 vs. 2025
181 175 Cash Flow from Operating Activities* 1,408 592
279 355 EBITDA 1,103 1,198

(151) (241) Assets and Liabilities Variation 240 (699)

53 61 Others 65 93

*Net Cash provided by (used in) operating activities




., In the year, release of R$ 240 million of working capital, due to
M DiasEranco— the advance in operational management, with an increase in
the average supplier term

Average term in days

4Q24 3Q25 4Q25
Suppliers 55 +7 days 62 +3 days
Receivables 60 -3 days 57 +4 days
Inventories 85 -10 days 75 +2 days

X

P o ORIGINAL % R
® & A PGUE

ricws (SR

piraqué |




& We closed the year with R$ 1.9 billion in cash and cash equivalents
Y DiesBearco—  and net cash position of R$ 554 million (cash exceeds debt)

Leverage
Net (Cash) Debt / EBITDA (last 12 months)

NATIONAL RATING
FITCH RATINGS

Net Debt 25 132 328 721 -554

(R$ million) PS P PS PS Py I I I

Stable Outlook
Rating Reaffirmed

Leverage
(Net Debt/EBITDA
last 12 months)

N 0.1x ] 8th CONSECUTIVE

0.0x _0.3x 04 -0.5x YEAR

4Q24 1Q25 2Q25 3Q25 4Q25

!;? ORIGINAL % A
© © bud rox Ko ‘
" ..‘\ <t U 4




95.1% of the debt in the long-term and maintenance of
Y DisBearco—  the Rating AAA Stable Outlook, reaffirmed by Fitch for the 8th
consecutive year

R$29 R$ 409 Rs912
R$ 1,420 R$ 70 R$ MM R$ MM R$ MM
R$ MM RS MM
° 2% 29 64
Total 5 /o ----------------------------------------------------------------------------------------------------------------------------------------
Due date Due date Due date Due date
Debt Short term 2027 2028 2029

onwards




R$ 291 million invested in 2025, highlighting the
493?/8 investments in logistic planning and technology aimed at
enhancing efficiency and energy transition

Investments
(R$ Million)

—{m —

107 304
87 271

4Q24 4Q25 2024 2025




A/gzrg‘i;_ MDIA3 +26% appreciation in 2025!!

+26%

Appreciation

Jan-25 Feb-25Mar-25 Apr-25 May-25 Jun-25 Jul-25 Aug-25 Sep-25 Oct-25 Nov-25 Dec-25

Performance MDIA3: 01/02/2025 - 12/30/2025




 » In 2025, we made monthly dividend payments of R$ 0.03
HDwErarco— per share and distributed extraordinary dividends, totaling
R$ 439 million paid, with a dividend yield of 6.5%

RS 439
Million
RS 222
=~ 6.5%

I‘S;"n"’ Million
Million

1.7%
0.6%

2023



Profitable Growth Strategy

CURRENT BUSINESS OTHER CATEGORIES INTERNATIONAL

EFFICIENCY AND PRODUCTIVITY PROGRAM







Main Indicators — 4Q25 vs. 4Q24 | 2025 vs. 2024

y ik N

i

ING FOR THE

CAR

BELIEVING IN PEOPLE STRENGTHEI;III ALLIANCE,
PLANET MAXIMIZE VALUE
4Q25 vs. 2025 vs. 4Q25vs. 2025 vs. 4Q25vs. 2025 vs.
4Q24 2024 4Q24 2024 4Q24 2024
Water consumption _ 6% -4.7% Women in Purch f
(m3/Ton.) 10.6% 4.7% leadership* (%) +2.0pp. +2.0p.p. oeal oM 3 4p.p. -1.3p.p.

suppliers (%)
Reclaim of water (%) *2.3p.p. +1.9p.p. :
Frequency of ° ° 3 disclosed goals
Waste Send to OCCU pational +3507 /O +2903 /0 Goa|S Of the 100% (exceeding the

landfills (%) -0.3pp. -0.2p.p. accidents (rate) Transparency Movement targets set by the
¢ Movement for this
Input losses in the Occupational @ period)

production -0.4pp. -0.1p.p. accident -25.6% +3.1%

process(%) severity (rate)

Finished product \/
waste (%) 0.0p.p. 0.0p.p. v ﬁ *28.7% in 4Q25 @laegwwo—

(26.7% in 4Q24) 48




Institutional Investor
Best IR Program
Food and beverage sector for

the second consecutive year
(Latin America Midcap ranking)

Most Honored Company
Overall, MidCap

Food & Bay

Highlights 2025

Anefac Transparency
Trophy
We won, for the 8th time, the
Transparency Trophy in
acknowledgment of the best
disclosure practices

Inbrasc Award
The Alliance for the Future
Program was recognized for
its initiatives to build a more
ethical, sustainable, and
resilient supply chain

49



GUSTAVO THEODOZIO
Vice-President of Investments and

Controllership
gustavo.theodozio@mdiasbranco.com.br

FABIO CEFALY

New Business and Investor

Relations Officer
fabio.cefaly@mdiasbranco.com.br

A
-

RODRIGO ISHIWA

Th a n kS! _ Executive Investor Relations Manager

ri@mdiasbranco.com.br

. EVERLENE PESSOA

Investor Relations Specialist
ri@mdiasbranco.com.br

@ ri.mdiasbranco.com.br

LUCAS LAPORT

Investor Relations Assistant
ri@mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br


https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br

ri.mdiasbranco.com.br
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youtube.com/rimdias
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https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
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