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Disclaimer

Natura Day 2025

Esta apresentacao pode conter
afirmacdes sobre eventos futuros. Tais
iInformacdes nao sao declaracdes de
fatos historicos, mas refletem os desejos
e as expectativas da administracao da
Natura.

Nnatura

n

As palavras "antecipa", "deseja", "espera", “prevé’,
"poretende", "planeja", "prediz", "projeta", "almeja" e similares
pretendem identificar afirmacdes que, necessariamente,
envolvem riscos conhecidos e desconhecidos. Riscos
conhecidos incluem incertezas, que nao sao limitadas ao
impacto da competitividade dos precos e produtos,
aceitacao dos produtos no mercado, transi¢cdes de produto
da Companhia e seus competidores, aprovacao
regulamentar, moeda, flutuacao da moeda, dificuldades de
fornecimento e producao e mudancas na venda de
produtos, dentre outros riscos. Esta apresentacao também
contém algumas informacdes “pro forma”, elaboradas pela
Companhia a titulo exclusivo de informacao e referéncia,
portanto, sao grandezas nao auditadas. Esta apresentacao
esta atualizada até a presente data e Natura &Co nao se
obriga a atualizd-la mediante novas informacodes e/ou
acontecimentos futuros.
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Nnatura

Abertura e Alavancas de Negocio

Alavancas de crescimento

Q&A

Alavancas de rentabilidade

Alavancas de geracao de caixa

Q&A

Encerramento

Visita





https://drive.google.com/drive/folders/1REy5znyW0nLeXBJertNDUZ9YL2d1oTM1
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Nnatura

Avon Internacional

e °
Separacao dos ativos
° [ J
[
Time interno dedicado R 0% o,0 ® .
([ ® [ J [ J
o ©
Apoio de assessores financeiros externos :‘.. 3
Reestruturacdo agressiva * ¢ .' ° o .
para cash neutrality .
[
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Consumo caixa 2025 < 2024 A
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® Regides com presenga Avon



Esséncia da Natura

Razao de ser Crencas ViIsao
Criar e comercializar Interdependéncia Cosmeética
produtos e servicos
que promovam o Aperfeicoamento Relacdes
bem estar bem continuo

_ Comportamento
bem-estar | Compromisso empresarial
harmonia consigo com a verdade
estar bem Diversidade

empatia com O outro

Beleza livre de
e com o mundo

preconceitos

Desenvolvimento g}

sustentavel Natura

bem estar bem




Nnatura

Lideranca da Natura

Agenor Leao Ana Costa Diego de Leone Joao Paulo Ferreira Jose Manuel Silva
Negdcios Sustentabilidade, Juridico Negdcios CEO Novos Negdcios,
Brasil e Reputacao Corporativa Hispana Tecnologia e Dados

Josie Romero Paula Benevides Paula Andrade Silvia Vilas Boas Tatiana Ponce
Operacoes, Logistica Pessoas, Cultura Omnicanalidade CFO CMO & Pesquisa e
e Suprimentos e Organizagao e Estratégia Desenvolvimento
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1 - Alavancas
de Negbcio
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De volta as fortalezas THE BODY SHOP @
Aésop.
| | . natura
Depois de um ciclo construindo AVON
uma plataforma global,

Mmultimarca e multicanal...

&

THE BODY SHOP

Aésop.

n OTJ/r a 2017 a 2019: grandes aquisi¢oes 2022 a 2024: simplificacao 2025: NATU3

..iniciamos a simplificacao da companhia a partir de 2022,

as vésperas do ultimo dia de negociagcao da NTCO3. o



Natura - poténcia latino-americana de beleza e cuidados pessoais

|

Marcas fortes
em mercados
pujantes

/

Distribuicao
unica e venda
por relacoes

5

Capacidade
de inovacao

Z

Modelo de
negocio com
altas margens
e retornos

Nnatura

—

e

Gente
que faz
acontecer
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1 Marcas fortes em mercados pujantes ﬂOtU n

Natura ganha mercado de forma consistente e lidera o mercado de CFT Latam

Market share CFT! Ranking? por categoria Forca de Marca3 por pais
Percentual por regiao 2016-2024 (Euromonitor) # posicao em market share # posicao em ranking 2024
9 Brasil
16,6% Brasi Latam Natura Avon
_—
(0)
14,1% CFT H#1 Brasil #1 HE
Fragrancia #1 Argentina #1 #H2
11,3% Latam
[0)
10,6% - Corpo H1 Chile H#2 #3
9,0% Hispana®
Maquiagem  #2 Peru #1 #2
— A _
RoOsto #3 Colémbia H2 #3
México
Desodorantes H#2 #5 #a
Sabonete* #3 “Marca mais sustentdvel do mundo”
Kantar, 2025
Cabelo HO6
“#1 reputacdo corporativa - 11 anos
5016 5024 5024 consecutivos” MERCO, 2025
Nat “Marca que melhor representa o Brasil”
atura NatuﬁgsAvon MindMiners - Estudo Brasilidades, 2025
1. Fonte: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas, USD, Taxas de Cambio Anuais Histdricas, Pregcos 12

Histdricos Correntes. | 2. Considera resultado de market share Natura+Avon em 2024 | 3. Fonte: System1 | 4. Agregacdo de Sabonete em Barra e Sabonete Liquido. | 5. Agregagao de Argentina, Chile, Colémbia, Equador, México e Peru.



2 Distribuicdo Unica e venda por relacdes ﬂOthO

Natura continua a fortalecer sua rede de vendas diretas com digitalizacao
e impulsiona aumento de receita via omnicanalidade e penetracao

Consultoria de beleza D2C Lares penetrados!
Consultoras Varejo + Online, % RL Total Brasil CFT
12%
1,8 M 32 M °

51% 61%
O
o Segmentacao de & ,.Pi‘ |_‘

consultoria por LTV

WAVAR 2016 2024
h oy
Lojas

Digitalizacao da rede 7
o ) .
75% de engajamento digital 2016 2024 Hispana CFS, %
63% de atendimento no whatsapp
Clientes identificados ativos 15% 32%
58M conteudos compartilhados/ano (LTM)
or .
100% jornada de CRM personalizada 9M +110M
+18% incremento na cesta da consultora de clientes
0.5 M totais
1,2M contas EmanaPay '
2016 LTM 2016 2024

1. Fonte: Kantar 13



3 Capacidade de inovacao

Nossa inovagao € um motor de crescimento,
diferenciacao e geracao de valor para o negocio

Inovacao em P&D

3 Perfumistas in-house
+400 Cientistasem P&D
+140 Pesquisadores PhDs/Master
+300 Patentes ativas

Maior centro de P&D CFT no hemisfério
Sul e polo avancado na Amazoénia

® Planta industrial
A | aboratdrio Inovagao

Inovacao para consultoria e cliente

Plataforma multiagente

Atuacao em 7 paises

86k atendimentos/més

+26p NPS atendimento

86% assertividade

Produtos digitais cliente final

6 Com nova experiéncia
paises doecommerce

+99% Valor em carrinho de compra
°  com sugestdes por |A

Nnatura

Inovacao no modelo de negécios

i

bluna

Fintech Emanapay a servico
da consultora e cliente

+15% produtividade consultora
3M clientes finais identificados
Servicos de bem estar

bem e beleza onde quiser

+220k pedidosLTM
+85% nNovos clientes ex Natura

860+  Startupsavaliadas/ano
70+ Parcerias ativas com startups
R$50M Capital CVC comprometido 3y
natura@
natura natura natura
ventures campus startups

14



4 Modelo de negdcio com altas margens e retornos ﬂOthO

Resultados financeiros atrativos, especialmente

no Brasil. Hispana em transicao até o final da Onda 2 e T

de receita (+3,2x

Receita liquida Rentabilidade, Retorno e Caixa*
BRL B 23,4 Mg EBITDA, Brasil e Hispana de 2016 a 2024),

. 17,0 ) o com (3||ver5|f|cagao

7 3/ CAGR 18,8% 21,5% ’ de origem
12, 5% o Brasil
2.8% 6,5% & Hispana Destaque para
2016 2024 2024 ’ ] .
1 O crescimento
Natura — Natura +Avon — 2016 2024 Q125 de participacéo
Hispana

Representatividade Brasil FCFF 2016 vs. 2024
(%) BRL Bl . . pe ~

73% 1,6 Diversificacdo do

[») rge
S7% 0.8 H portfélio com Avon
2016 2024 2016 2024 Sustentabilidade
financeira,

Representatividade Natura ROIC 2016 vs. 2024 com aumento no -
(%) (%) FCFF e manutencao

100% 31% da solidez no ROIC

H 73% H 27%
2016 2024 2016 2024

(1) NUmeros nao auditados, sujeitos a alteragdes

15



5 Gente que faz acontecer

Capital humano e Organizacao a servico da estratégia

Organizacao a servic¢o da estratégia

Gente que faz acontecer

ﬁ Top 1 capacidade de atrair
- e reter talentos no Brasil
=1 pela Merco

o, derenovacao de liderancas
17% ) x<
de areas com foco estratégico

31% lideranca ndo brasileira

de colaboradores da geragao
'7 (o)
1% yez

Colaboradores que utilizam
(o)
50% ferramentas de IA

P Incentivos da lideranca
000 alinhados as metas
O™  estratégicas

Maior market share da marca
Natura dos ultimos 10 anos
na América Latina

#1 em perfumaria no Brasil
e #2 no mundo

Criacao da fintech Emana Pay
gue atingiu breakeven
em 2,5 anos

Operacao do maior centro
de P&D CFT no hemisfério Sul

Abertura de 1 nova loja a cada 2
dias uteis em 2024 na América
Latina

Combinacao de negécios
em 6 paises e dobro de market
share em Hispana

Inovagao nos canais
proprietarios e pioneirismo
no Tik Tok

Expansdo de margem por
3 anos consecutivos



Nnatura

Oportunidades de expansdo alavancando ativos existentes

Potencial de crescimento em mercados Potencial de atuacdao ampliada
com baixa penetracao e market share em canais, servicos e além do CFT
® Tamanho do mercado ® Naturaem Latam
Market share? (%) CFT venda direta CFT todos canais  CFT produtos e servicos Exploracao
USD 19 Bi USD 75 Bi USD 105 Bi de novas
frentes
Argentina
Brasil @ .
© - 0 g%
—> —> .. .
o *o
Colémbia
Chile
L. Peru
México ea
bluma ,
® Equador ldy
Penetracdo (%?) Ix 4X 6Xx

17

Fonte: (1) Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024, USD, Taxas de Cambio Anuais Histdricas, Pregos Histéricos Correntes. (2) Kantar



Geracgao de valor no médio prazo

Defender
lideranca

Mercado Brasil
Venda Direta
Marca Natura
Perfumaria e Corpo

Presentes

Acelerar
crescimento

Online + Varejo
Hispana, foco México
Cabelos

Reverter Marca Avon

Ganhar
Eficiéncia

Modelo combinado
Revenue management
Malha logistica

Planejamento
integrado

Eficiéncia tributaria

Nnatura

Bem

Estar Bem
para toda
gente

Cliente
Plataforma multi

Inovacao regenerativa

18




Nnatura

Transformacao de desafios socioambientais
em oportunidades de negécio

Vantagens competitivas Regeneracao 2050

Custo de capital reduzido

Visdo

2025-2050

Desempenho Supply resiliente e competitivo o pers
financeiro S
Reputacdo que gera preferéncia pgglg 0s
. . Regeneragao
Rede saudavel com maior 5025.2050

produtividade e menor inadimpléncia

Portfélio diverso adaptado
a mercados

IP&L 2,5x receita (2024)

Até 2050, geraremos valor
positivo e simultaneo nos
N . . . .
25 anos 20 +10.500 7 Carbono Neutro VCMI tes capitais financeiro, humano,

Markets Integrity

atuacgdo na Amazoénia agroindﬂstrias familias beneficiadas g%ﬂ desde 2007 e SOCia| e ambiental

19
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2 - Alavancas
de crescimento




Mercado Latam exposto a forte crescimento
Beleza e Cuidados Pessoais

. . . .
América Latina 7.5
US$ Bilhdes
- ) 107,3

pvis 993
C’AGR s 85,2 919 T
72,3 754 , 91"
62,7 ©86 650 626 621 5, 7,
522 54,7
e 2024 2029e
9%
BraSiI CAGR
(BRL Bilhdes) 267,7
2461 [
2263 —
iy 2081 —
CAGR o0 2
1731 —
1569
1389 —
103.6 1074 126 171 122,9 1241
2016 2024 2029e

Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos
sobre vendas, USD, Taxas de Cambio Anuais Histéricas / Previsdes com Taxas de Cambio Anuais, Precos
Histéricos Correntes / Previsdes em Precos Correntes de 2024. Nota: Ranking em termos de Valor de Varejo RSP incluindo impostos sobre vendas, USD, em 2024.

Mercado
com forte
crescimento:

Inovacao
constante

Influéncia
digital crescente

Rejuvenescimento

do consumo

Nnatura

Brasil é o terceiro
maior mercado

de beleza do mundo
e México entre

os top 10

21



Mercado Latam | Beleza e cuidados pessoais
Marca Natura é lider no Brasil e na América Latina

Histérico de Market Share
- marca Natura

12,8%
% 1060 ~ M2% 5% ThI% -
N 8,6%

O, o, ?

66% | |67% 73% | 74% | TT% |

2015 2016 2017 2018 2019 2020
'I em perfumaria 'I em venda direta
no Brasil (Kantar) # no Brasil (Kantar)

Marca de perfumaria

GRAND PRIX DSG para
: _ #
H Mundial (Euromonitor) em Creative Data

12,6%

8,5%

2021

# 1

12,9%

8,6%

2022

O Brasil

13,2%

8,6%

2023

O Latam
)

14,1%

8,9%

2024

em presentes cosméticos
no Brasil (Kantar)

Que mais representa o Brasil

Latam e Ledo de Prata A Marca De maior impacto social
(Estudo Brasilidades MindMiners)

Fonte do Grafico: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas, USD, Taxas de Cambio

Anuais Histéricas, Pregos Histéricos Correntes. Nota: Marca em termos de “Umbrella Brand”.

Nnatura

Marca Natura atinge
em 2024 o maior
share dos uUltimos
10 anos na Ameérica
Latina e no Brasil

22



Nnatura

O objetivo da marca Natura ¢ liderar com diferenciacao e desejo aspiracional,
por meio da experiéncia, inovagao e comunicacao de nossos produtos e servigos.
E assim que geramos valor

Experiéncia Bio Inovacgao Comunicacgao

-
A

P

.,\
en s L. Narrativa do bem estar bem
Experiéncias memoraveis Alta performance ..
. . . ) en e . autoral e aspiracional,
e sensoriais para vivenciar e ciéncia aplicada para . ..
, : valorizando a superioridade
e valorizar o bem estar bem, melhorar a vida das o o
. .. cosmeética que equilibre
em toda jornada pessoas, com beneficios ~
de relacionamento com i ioi 3 SVELEEDE G e
evidentes da blou':ovagao com construcdo de marca
a marca e da cosmética a longo prazo

regenerativa

Agilidade

Reducao de 20% a2 40% no TTM dos projetos de inovacao com a implementacao de novos processos .



Perfumaria

A expressao da natureza em cada gota

Unica marca da América Latina
com 3 perfumistas in house

Paleta com 24 ingredientes proprietarios
e exclusivos, desenvolvidos a partir
da biodiversidade latino americana

Marcas foco liderando a inovacao
da perfumaria na América Latina

natura T

. aura Kalsd

ALBA

: natura notbEs

MOR IOMEM ESSENCIAL

; natura

Nnatura

24



Nnatura

Lancamento Eau de Parfum
de ingrediente inédito

na perfumaria mundial T — 40%
i1

Oleo natural 21 de redugéo em TTM
da Rosa Alba T 3 vs. projetos de
? c — Z

P — 4 mesma
de Konare -\ complexidade
na Bulgaria

Experiéncia BIO Inovacao Comunicacao Agilidade

25



Cuidados pessoais

um gesto de amor-proprio capaz de
transformar o dia, em bem estar bem

Marcas iconicas com alta
penetracao e frequéncia de compra

Cuidado diario prazeroso, indulgente e transformador

Formulas eficazes e sustentaveis que unem
o melhor da ciéncia e tecnologia a beleza da natureza

Experiéncias sensoriais Unicas e fragrancias envolventes

&y & &0 &

natura natura natura natura

EKOS Tododia umina ™omss,




Nnatura

Natura EKOS a marca
porta voz da Regeneracao
para Natura

Primeiro hidratante
concentrado do mundo,
81% menos plastico

Sabonete monodose,
100% livre de plastico

Experiéncia BIO Inovacao

27



Natura Todo Dia,

a maior marca de
cuidados pessoais
do Brasil, expande
para novos publicos
e categorias

natura

| Tododia

renva a po& e
auxilia na prevengio
de pelos encravados

OLEQ DE GERGELIM,
PANTENOL E VITAMINAE +
PARTICULAS

DE SEMENTES DE DAMASCO

JAMBO ROSA E
FLOR DE CAJU

i
o

>,
g

Ll 7

4 '&;’
XA

de red ugéc;}f b ..
TT™ i

28



Nnatura

Cabelos s

Uma das maiores e
categorias de beleza

Grande oportunidade
para Natura

Natura Lumina como
marca foco atuando
Nno segmento prestigie

[

Restauragio e

liso prolongado
tabelon lison ou alisac

Restauraciony

liso prolongado
tabelio ligo o alisado

Ativos de performance
proprietarios

Experiéncia BIO Inovacao municacao Agilidade

29



Maquiagem

Beleza que te faz bem

Maqguiagem de alta performance
com tratamento de skincare

Férmulas seguras que combinam
ativos dermatoldgicos com
ativos da biodiversidade brasileira

Amplitude de tons para atender
a diversidade da mulher Latina

Co-criacao com comité curador
de experts - maquiadores e influenciadoras

Co-desenvolvimento com fornecedores
de referéncia mundial na categoria

Produtos queridinhos nas redes sociais:
Corretivo Alta Cobertura, Batom CC Nude 2C,
Base Sérum

ha B

Ynatura




Nnatura

Rosto
e Protecao Solar

Sua melhor pele na sua melhor época, agora

Verdade em dermocosmeética: alta performance e resultados
comprovados por protocolos reconhecidos mundialmente.

Vanguardista em adotar a abordagem antissinais
e mulheres reais, de diferentes idades, nas comunicacdes.

Exclusiva Biociéncia Chronos: combinac¢ao potente
de 33 DermoAtivos e 17 BioAtivos.

MU
FRONOS

Resultados imediatos e progressivos, comprovados .
por dermatologistas e por mais de 35 mil mulheres. - mehadis
Seductor de armugas
Respaldo cientifico e tecnologico: 140 patentes, 136 estudos
clinicos, o maior e mais moderno laboratério de cosmética
da América latina

Alto rigor na selecao de ingredientes e filtros solares: uniao
de eficacia, seguranca toxicoldgica e seguranca ambiental.

&0 natura

natura

czonos  fotoequilibrio

DERMA 2
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Parcerias com Propdsito

Regeneracao

10% do aluminio reciclado das
bisnagas vindo de capsulas Nespresso

natura

FKOS * 'NESPRESSO

Propoésito social

150 familias amazonicas beneficiadas
com a linhas Ekos e Dengo Cacau

natura

EKOS ~

%

Nnatura

Valorizacao cultural

Celebracao da festa mais amada
pelos Brasileiros: Sao Joao

natura

+425v +8,9mm

ROI alcance

+10,4Mmm

alcance

Pré-venda ecomm esgotada em

Th

33
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A Forca
do Portfolio
Combinado

Nnatura
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Nnatura

Demand-centric growth
Protegendo nossas fortalezas e destravando novas frentes
de crescimento

Marketing e inovacgao >

Investindo

de forma assertiva
Mapeamf-:l?to Espacos Plano e orientada
dos reqU|S|t?s Qe dgmanda det_al_hgdp por dados para
para ocupacao identificados para de iniciativas . o
de cada espaco atuacao de cada de execucao maximizar retorno
da demanda marca e submarca comercial

por categoria através
de 3 pilares:

Comunicacgao

Inovacao

Go-to-market

5



Marcas com espaco relevante para seguir crescendo

Tamanho de Mercado x Market Share em Latam

# Ranking Marca Natura + Marca Avon .
#1 Fragrancias

#6
Cuidados
com os cabelos #1
Cuidados
com a pele
£
(]
0
2
=
|<-t Maquiagens e esmaltes
Desodorantes
#1 Banho
Cuidados
com o sol
0% 5% 10% 15% 20% 25%

Market Share (%)

Fonte: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre
vendas em 2024, USD, Taxas de Cambio Anuais Historicas, Pregos Histéricos Correntes. Nota: Market Share e Ranking em termos de “Global Brand Owner”.

Nnatura

Somos lideres

em dois dos trés
Mmaiores mercados,
sendo cuidados
com os cabelos
uma alavanca
importante

de crescimento

36
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—

JWER SIARE!

POWER

SIAY

AVON

Uma nova

MARCA

para um
novo ciclo

Nnatura




Verdades Avon

Surgiu através de um pensamento
consumer-centric

California Perfume Company
TRADE CATALOGUE - NEW YORK

Liderou movimentos de apoio a saude
e bem-estar feminino

Produtos da linha Colors foram os primeiros a receber o icone do
“Ligue 180"

Avon divulgara “Ligue 180” em
todas as suas embalagens

Foi precursora do modelo

de venda direta

............................

avon (]UTIOUI

138 anos atras

Criou a revista de maior
tiragem do mundo

2

Nnatura

Catalisou o empreendedorismo
feminino no mundo

Criou seu laboratério
130 anos atras

Suffern,
NY
1895

38



Nnatura

Avon tem uma esséncia contemporanea, tipica de uma * marca tech”

Credenciais de marca:

A primeira rede Cresceu ao longo Nasceu E um grande
social com dos anos através customer-centric publisher /
influenciadoras de um social entretenimento
do mundo commerce

O desafio da marca:

Atualizar a plataforma para voltar a crescer

39



Nnatura

Autonomia na gestiao da marca na Latam
e centro de inovacao regional

Contexto Oportunidade
Perda de relevancia pela falta de Relancamento da marca com
- - AN C Retomar
renovacao de portfolio e publico nova proposta, posicionamento . t
alvo. Potencial permanece, e modelo comercial, ampliando 2 cresmmer! .°
sustentado por alto awareness a complementaridade entre com rentabilidade,
alavancando marca

Avon e Natura

e equity
e expandindo canais
de forma

o1 02 03 04 sustentavel

® @ @ @ >

Novo modelo Revisao Reposicionamento Diversificacao

operacional de portfélio da marca de canais

2025 2025/2026 2026 2026/2027

40



Nnatura

Avon é porta de entrada para novos lares, atracao e retencao de consultoras,
além de enriquecer a “cesta” para Natura por trés alavancas principais

Sistema de
alavancagem de valor

Ativacdo de portfélio,
design, experiéncia
e posicionamento
de marca

Inovacao, Go-to-Market
e Distribuicao

Inovacao para aumentar
competitividade e oferecer
experiéncia mais aderente

ao perfil do publico alvo

Demand-Centric Growth

Sistema unificado
de gestao de marca

Sistema de gestao da marca em
toda a América Latina, mantendo
uma esséncia Unica enguanto
trabalha as particularidades
de cada mercado
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Diversificacao de canais

Ampliar presenca em multiplas ocasides de compra dos clientes

Breakdown por Canal Tamanho de Mercado x Market Share Latam
- Latam
Outros
E-commerce
. Venda
Lojas & . Direta
especializadas 8 . Varejo
2 -+ E-commerce
2
=
‘ Varejo
(Lojas especializadas)
E-
commerce
Farmacias
Varejo
alimentar 0% 10% 20% 30% 40% 50%

Venda direta

Fonte: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024,

Market Share (%)

USD, Taxas de Cambio Anuais Historicas, Pregos Histéricos Correntes. Nota: Market Share e Ranking da Natura dentro dos canais de acordo com dados internos da Natura.

Nnatura

Somos lideres

da venda direta

na América Latina
e hosso mercado
enderecavel dobra
com a estratégia
omnicanal
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Nnatura

Digitalizacao da relacao com as Consultoras

Realidade bem-sucedida na Natura

Atracao
e boas vindas

75% Treinamento, Forca

das consultoras crescimento de vendas

disponiveis sao @ retencan Plataforma

engajadas digitais? Escolg:ds degestao SIS LT

e elevam sua neSTms de negocios ecossistema digital

produtividade em 17% que empodera
consultoras
e potencializa
a venda

63% _ Servicos Experiéncia por relacdes

financeiros de compra

utilizam a revista

Emana Pay
Interativa e o Minha
Divulgagao Experiéncia
para impulsionar de venda
suas vendas CB-Commerce

+ Social commerce
+ Revista Interativa
+ Minha Divulgacao

(1) Consultoras que utilizaram os ativos digitais ao menos 6 vezes em 120 dias. 45



Digital

Pontos de contato que se complementam e impulsionam resultados

Web Site / App

Uplift conversao
Tempo de carregamento
Aumento de MAU

IA + Personalizagao

Market Place

Complementaridade
Conveniéncia

Aprendizados

Social Selling

Tiktok commmerce

Identificacao
Cliente

Consultoras
influenciadoras

Nnatura

Alavancando nossa
presenca no digital
através das redes
sociais

# Share of voice
nas Redes Sociais
2024

O Natura Avon

38%

20%

Fev 24 Dez24
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Varejo

Conectando com o mundo digital

Entregas
mais rapidas

Aumento
de ticket

Experimentacao
e conveniéncia

Renovacgao

de franquias (ATN)
aumentam a produtividade
em 40%

Numero de Lojas

O Franquias
Brasil

O Proéprias
Brasil
588

o Préprias 482

Potencial de expansao
em pragas com alto
consumo e forte presenca
de beauty specialists

1076

932 68
145

779

660

Hispana

230
78

7

N

2016 2017 2018 2019 2020

863

2021 2022 2023 2024

Nnatura

Capacidade

de execucao
comprovada:

1 nova loja a cada

2 dias uteis em 2024
na América Latina
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Varejo

Formatos adaptados para diferentes publicos e regides

Unit economic

Lojas proprias

1 4
¥
| §
=
o

Receita Bruta
Receita Liquidas
COGS + SG&A
EBIT

NOPAT

Capital Investido

ROIC

100

84

(67)
17
n
31

37%

NPS em zona
de exceléncia
acima de 94

+30 de milhoes
de pessoas visitam
nossas lojas por ano

Nnatura

Expansao do varejo
impulsionada por
retorno - Franquias
superam o ROIC

de lojas proprias
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Geografia

Nnatura

AVON

RENEW

SOLAR
TRIPLAPROTECAO

FPS @+

ANTIOXIDANTE
CONTRA A PERDA
DE COLAGENO*

LOGAO FACIAL MATTE
COM COR
ESCURA 5.4
EFEITO MATIFICANTE DURADOURO




Onda 2
Evolucao de Receitas == Hispana combinados —= Brasil
(var YoY, moeda constante) (CHL, COL, PER)

16% 15,1%

8,1%

Pré-Onda 1Q 2Q 3Q 4Q 5Q 6Q 7Q 8Q

Nnatura

Integracgao

das marcas
impulsionou

O crescimento

da receita combinada
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Onda 2
# Consultoras x Produtividade
(base 100)
Brasil
141 V49 145
133 131
121
100
10 88

Pré-Onda 1Q 2Q 3Q 4Q 5Q 6Q
2

Reducao da base de Consultoras

Impacto negativo na perda
de Consultoras de origem Avon

O Consultoras — Produtividade

Hispana combinados

(CHL, COL, PER) 139 144 141

127
121 125
100 104
94
10 -
78
- 73 71 71 70 70
Pré-Onda 1Q 2Q 3Q 4Q 5Q 6Q 7Q

Aumento de Produtividade

Sélida performance da marca da Natura,

destaque para o cross-sell das consultoras
de origem Avon

Nnatura

Aumento

da produtividade
mais do que
compensa

a reducao planejada
de consultoras
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Onda 2

Implementacao foi sendo ajustada conforme aprendizados e desafios

Aprendizados Desafios
—_ L ’ Pedido minimo separado Ativacdo do portfélio
© NhelauatBronze B por marcas como alavanca combinado
comercial
Planejamento e estimulo Casa & estilo

comercial por marca,
mas combinado

Gestao combinada
da forca de vendas

Nnatura

Evolucao

de duas operacoes
monomarca

para uma plataforma
multimarca
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Onda 2

O que ainda esta pendente em 20257

México

Argentina

Fonte: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024,

5,5%

Market Share

21,5%

14%

% Receita
Total

16%

2T-23 1T-24 3T-24 4T-24 2T-25
o o o o )
Desmonte Inicio Implementacdo Desmonte Conclusao
multinivel cross-selling sistemas multinivel Onda 2
Avon Natura

|
33%

% Receita
Hispana

37%

USD, Taxas de Cambio Anuais Historicas, Pregos Histéricos Correntes. Nota: Market Share.

Implementacao

revista 100%
digital Avon

4T-24 1T-25 2T-25 3T-25
o e o )
Fechamento Consolidagao  Ajuste estrutura Conclusao
CD Sao logistica comercial da Avon Onda 2
Fernando

Nnatura

Destravando valor
em 70% da receita
de Hispana

e encerrando

o ciclo

de custo de
transformacao
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Nnatura

Diversificacao geografica
Oportunidades de crescimento em mercados relevantes

Brasil

Tamanho de mercado x Market Share Latam é o centro de

(2024) .
gravidade

Oportunidades Fortalezas da Alm.erlca Latina
e México, segundo
‘ Brasil Mmaior mercado,

— é pilar estratégico

g de crescimento

3 México ‘

0o

©

M

0

>

Argentina Breakdown de Receita
Latam (2024)
Coldmbia ‘
Equador Chile
S L X
i Peru
® Bolivia ) e
0% 5% 10% 15% 20% 25% 43% Brasil

Hispana
Market Share (%)

Fonte: Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024, USD, Taxas de Cambio
Anuais Histéricas, Previsbes com Taxas de Cambio Anuais, Precos Histoéricos Correntes, Previsées em Precos Correntes de 2024. Nota: Market Share.
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Brasil:
Motor de crescimento e laboratério de inovacao para a regiao

Regionalizacao
Brasil sdo varios Brasis

NORTE NORDESTE

SUDESTE

CENTRO
OESTE

Reducao Capturar Ativacao Canais e categorias
da dispersao oportunidades de Marketing com estratégias
de resultados de crescimento regionalizados diferentes entre

localizada regides

Nnatura

Pais une escala,
agilidade

de execugao

em um ecossistema
que integra todos

Os vetores

de crescimento
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Brasil:

Motor de crescimento e laboratério de inovacao para a regiao

GROWTH
Business

Gestao ciclo
ABERTO

ANALYTICS
& CRM

EMANA PAY

Planejamento
Integrado

Plataforma multimarca e multicanal
Operando um Negdcio Real Time

Nnatura

Pais une escala,
agilidade

de execugao

em um ecossistema
que integra todos

Os vetores

de crescimento
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Nnatura

América Hispana
Fortalecida e com espaco para avancos significativos

Evolucao Hispana

Market Share Mix Hispana em Latam
MEXICO (%) (%) 45%
48%! o
Penetracio: 22,8% 27% I:Qeglao dObrou
9% o market share
4,7% e a representatividade
|_| na Latam, e triplicou
016 2004 2016 2024 a base de consultoras
Mix Natura Consultoras
(%) (%)
1,4
100%
60%
ARGENTINA 0,5
18,7%
Penetracdo: 24,3%
2016 2024 2016 2024

Fonte: (1) Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024, USD, 57

Taxas de Cambio Anuais Historicas, Pregos Historicos Correntes. (2) Kantar



Hispana

Oportunidade: Penetracao de Lares marca Natura

Natura € a marca
preferida® (#1)
Nna regiao, com
excecao

do México (4°
pPOSiIcao)

Fonte: (1) System 1. (2) Kantar

2

As categorias de
beleza alcangcam?
~90% dos lares,

Natura apenas 16%

(vs 54% de Brasil)

3

Dos 16%,

1 p.p VéEm de
consumo proprio,
e5p.p

de presentes

A

Com 11% de
penetragao,
conquistamos
6,7% de market
share

Nnatura

Penetracao em lares
da marca Natura

na Hispana equivale
a 1/3 da registrada
Nno Brasil
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Hispana
Alto retorno destravando potencial “in-house”
Potencial Crescimento Top Line o Natura Avon
D2C
Avon Multi-canalidade

Reposicionamento Marca
Cross
Sell

MIX em CBs/ CFs mistos

Entrada em Lares Exclusivos Avon

Vgnda
direta

Atual

Canal
Produtividade

Presentes, Marca Natura

O Casa&Estilo

Potencial

Nnatura

Melhores praticas
do Brasil sao
alavancas para
ampliar

a penetragao

em lares e acelerar
O crescimento

59



Nnatura

México
Maior mercado da Hispanha e com maior potencial

Mercado CFT? Penetracao Lares Natura2 Preferéncia Marca Natura3
\Y 4
9% 54% ARG @ #1
CHI v Receita do México

@ #1 .

pode ter crescimento
México bER ¥ #1 expressivo com a
50% captura das
México Brasil coL ‘é #1 oportunidades
mapeadas
& 13,5% Lares Exclusivos Avon MEX # 4

Focos Estratégicos

Nova organizacao Redirecionamento Estratégia de marketing

de investimento customizada
Planejamento Aceleracao de Novas ferramentas
integrado producao local e capabilities

Fonte: (1) Natura &Co, com base em Euromonitor International Limited, “Beauty and Personal Care”, publicada em Abril de 2025, Valor de Varejo RSP incluindo impostos sobre vendas em 2024, 60
USD, Taxas de Cambio Anuais Histéricas, Pregos Historicos Correntes. (2) Kantar; (3) System 1



Video
Emana pay



Emana Pay

Plataforma de relacionamento: conecta e complementa o Ecossistema

Sub
adqueréncia
Fornecer as CBs
maneiras mais
rapidas,

faceis e baratas
de vender seus
produtos

- Conta/Outros

|
Fornecer as CBs recursos para

organizar dinheiro, pagar contas e

trabalhar de maneira mais inteligente

Pagar
contas
Investimento

/ poupanca
Conta

Antecipacao
de recebiveis

Cartdo de

. digital Mais crédito
nvi
ee informacées On-us
receba
dinheiro

Risco
sacado

Portfolio
completo

emanapay

Melhorar produtos
financeiros

Saques

Cashback

Emissdo
de boleto
financeiro

natura

AVON

Seguros

Pix
Link
Pagamento

Smart POS

== emanasy

Crédito
Alavancar

o potencial

das CBs para
vender mais
produtos,
expandir os
negocios e investir
Nna vida pessoal

Nnatura

Plataforma
monetaria

e nao-monetaria
com potencial

de aumento de LTV

e reducao de CAC
e Churn
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Nnatura

Emana Pay
Com potencial de expansao para Hispana

DRE E FCFF
Educacao financeira alavancado
prosperidade da nossas consultoras Aumento de vendas (x)
Aumento engajamento e fidelizacao Alavancas Receita bruta
.. de vendas (-) Impostos e devolucdes
Dados e facilidade de pagamentos Habilitada para
(=) Receita liquida ~ s
Crédito bem direcionado uma gestao raplda
do EBITDA e do fluxo
(1) COGS de caixa
Reducao de custos de transacao Lucro bruto
Eficiéncia % margem bruta

Reducao da inadimpléncia
através de modelos sofisticados do SC&A SGRA

de concecao de crédito
EBITDA

% margem EBITDA

Capital de giro

Gestao rapida dqs recebiveis, Capex
Pendente do cenario macro, Gestao '
Alongando ou restringindo o crédito eficiente Leasing
Do flu.xo Impostos
Eficiéncia da estrutura de capital De caixa ‘ '
e fiscal Outros efeitos do fluxo de caixa

FCFF 63
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Nnatura

4 — Alavancas de rentabilidade

65



Onda 2 | Margem Bruta

Integracao impulsiona ganhos em ambas as marcas

O Natura
MB (%)
+ 570 bps
59,7% 63,8%
2022 2023
Otimizacao Eficiéncia na gestao Produtividade
de portfoélio preco / esforco na manufatura

promocional

Avon O Consolidado

65,4%

2024

Melhor mix
de marca e pais

Nnatura

Roll-out da
integracao em ~70%
da receita gerou um
ganho de +570 bps
na margem bruta
vs. 2022
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Nnatura

Onda 2 | SG&A
Simplificacao operacional como alavanca de eficiéncia

SG&A O % SG&A
(% RL) ex investimentos
Eficiéncias : ~
A combinacao dos
160 bps Otimizacao da forca de vendas negocios NOo México
Consolidagao da logistica e na Argentina
destrava
Simplificacdo de estruturas admin oportu nidades
Reducao de sistemas: ~40% adicionais
(de 817 para 495) de eficiéncia
em SG&A
49,6% 49,0% 48,0%

Detratores

Desalavancagem dos paises
em preparacao para a Onda 2

2022 2023 2024
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Onda 2 | SG&A
Simplificacao operacional como alavanca de eficiéncia

SG&A o
(% RL)

49,6%

49,6%

2022

% SGRA
ex investimentos

51,3%

2,3%

49,0%

2023

0 % Investimentos
adicionais

52,2%

4,2%

48,0%

2024

Investimentos Adicionais

Marketing
Inovacgao
Planejamento integrado

Produtos digitais e financeiros
para as Consultoras

Digitalizacao da jornada do CF

Nnatura

A combinacao dos
negoécios no México
e na Argentina
destrava
oportunidades
adicionais

de eficiéncia

em SG&A
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Onda 2 | EBITDA

Equilibrio entre expansao da margem e investimentos estratégicos

EBITDA Recorrente O % EBITDA o EBITDA

(%) recorrente
17,4%
14,8%
4,2%
2,3%
10,0%
12,5% 13,2%
10,0%
2022 2023 2024
Vs 22
+3,2p.p

+7,4p.p

recorrente
ex-investimentos
adicionais

Margem bruta

foi a principal alavanca
de rentabilidade no periodo

Desconsiderando
0s investimentos estratégicos,
a margem ja teria atingido ~17%

Nnatura

3 anos consecutivos
de expansao

de rentabilidade,
sem abrir mao

de investimentos
estratégicos

69



Recap
Integracao na maioria dos paises comprova capacidade

de execucao do plano de 2023

Margem EBITDA Ajustada

América Latina — Natura Avon - Consolidado

—

—_ \/

2020 2021 2022 2023 2024

Plano apresentado em Agosto/2023

Natura com margem Avon com melhora Margem consolidada depende
proximo de 20% planejada de rentabilidade do mix de receita de cada marca

Nnatura

A Avon passa

ser uma marca
que contribui
positivamente
para rentabilidade
e caiXxa mesmo
enfrentando
desafios de
crescimento
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A partir de 2026, o EBITDA reportado e o recorrente convergem

Margem EBITDA
(%)

12,5%

11,0%
10,0% ]

8,7%

2022 2023

13,2%
11,8%[ |

2024

% EBITDA

% EBITDA rec.

2025

2026

Em 2026,
concluiremos a
captura integral
das eficiéncias
da Onda 2

Nnatura

Continuidade

do ciclo de expansao
de margem

em 2025 e 2026

(ano contra ano)
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Novo Disclosure | Gestdo regionalizada, com alavancas
de rentabilidade especificas por regiao

DRE por Regiao

T1-25
Receita bruta
Receita liquida
Natura
Avon
Home & Style
CMV
Lucro bruto
Despesas com vendas, marketing e logistica
Despesas Gerais, Adm., P&D, Tl e projetos
Outras receitas / (despesas) operacionais, liquidas
Custos de transformacéao / integracao / reestruturacdo
do grupo
EBIT
Depreciagao
EBITDA
Ajustes ndo recorrentes
EBITDA Recorrente

DRE Operacional por Regiao

T1-24  Var. % T1-25

T1-24  Var. % T1-25

Margem bruta

Desp. com vendas marketing e logistica como % receita

liguida

Desp. Gerais, Adm., P&D, Tl e projetos como % receita

liguida

Outras receitas / (despesas) operacionais, liquidas como % receita
liquida

Custos de transformacao / integracdo / reestruturacdo do grupo
como % receita liquida

Margem EBIT

Depreciagao como % receita liquida
Margem EBITDA
Margem EBITDA Recorrente

Nnatura

Margem EBITDA
por regiao

(=) Margem
de contribuicao
da regiao

(-) Investimentos

e despesas centrais
alocados como

% da receita liquida*

(=) Margem EBITDA
recorrente
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Nnatura

Brasil
Continua sendo o mercado mais rentavel da regiao

Brasil

Margem EBITDA Recorrente
(%)

+270 bps/v 21,5% 22,6%

ApOs a Incorporacao
Alavancas adicionais sza)Avon 3 m%rgegm
18,8% :

do nosso principal
mercado ficou ainda
Alavancagem da receita mais solida

Eficiéncias logistica

2016 2024 1Q-25

73
*NUmeros nao auditados, sujeitos a alteragdes



Nnatura

Hispana
No curto prazo a integracao € oportunidade em 70% da regiao

O que mudou Hispana
2016 > 2024 ?;S\rgem EBITDA Recorrente No médio e longo
prazo, o principal
Consolidac&o da Avon catalisador da
/ Maior relevancia no mix margem € o
do que no BR 12,5% crescimento
da receita,
Modelos distintos de operacao especialmente
da marca Natura
Portfélios nao harmonizados 6,5%

Despesas centrais alocadas o
como %RL 2,8%

:

2016 2024 1Q-25

*Investimentos e despesas centrais incluem principalmente investimentos em inovagao, produtos digitais e despesas corporativas centrais 74
* NUmeros ndo auditados, sujeitos a alteracdes



Nnatura

Rentabilidade Hispana

Evolucao
Principais Alavancas
de Rentabilidade:
22,6% Onda 2:

México e Argentina

Crescimento de
receita:

Canal
Produtividade
Presentes

6,5%

Maior participacao
da marca Natura
Brasil Q1-25 HISP Q1-25 Onda?2 Volume Mix de marcas Potencial NO MiX
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Nnatura

Geracao de Caixa
Incremento da conversao de caixa 2024 vs 2023

Conversao de Caixa - Latam* 2023 2024 (-)
Menor
r EBITDA 100% 100% consumo de
. capital de giro
Transferéncia Hiberinflacs Provisé 29 20
de 100 bps iperinflagao e Provisoes 52% 52% Convers3o
do CAPEX . .
arao Capital degiro 529 299 de caixa atinge
EBITDA (incluido outros ativos e passivos) ° ° sélido patamar
~ELo
L capex -29% -20% 2024 de "55%
em 2024
\"/
Arrendamento -10% -11% S
2023
ImMmpostos -17% -26%
Outros 4% 2% ‘
FCFF 48% 57%
(+)
Malor
consumo

de impostos

*Sem Avon Int. e sem Holding 77



Capital de Giro Operacional
Em patamares eficientes, mas com espaco para evolucao

vs. média do

1% varejo que roda
6,3% — em mid teens
2023 2024
Contas a receber/RL Estoque/RL Fornecedores/RL
19,9% 17,3% 'E%
14,4V —
10,2%
9,3% e

2023 2024 2023 2024 2023 2024

Nnatura

Otimizacao
de estoques

é alavanca
estratégica
para fortalecer
a conversao
de caixa
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Estoques

Alavanca para impulsionar a conversao de caixa
Eficiéncias estruturais: Estoque/RL

Portfolio | Harmonizagao e Segmentacao 10.2%

9,3% __—%-...
Producao: Localizacao na Hispana o/ -

Planejamento Integrado

2023 2024 2025 2026
Novo Planejamento Integrado

= [ s

Planejamento » Industria » Vendas — » Cliente

Comercial focal
Maior acuracidade Diminuicao Reacao tempestiva
de demanda dos horizontes a superagao

congelados de demanda

.
.
o,
.
.
.
.
.
.
.
.
.
.
°
.
.
.
o,
°q
e,
.

2027

Nnatura

Estoques em nivel
competitivo,

com alavancas claras
de otimizacao

Referéncia Players
Globais em Beleza:
9% - 18%
(estoques/RL FY
2024)
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Nnatura

Impostos
Alavanca para impulsionar a conversao de caixa

Histérico explicado por:

Aliquota A incorporacao
reversa da holding
é um passo chave

efetiva

Potencial

aliquota .
— efetiva para reduzir

a complexidade
fiscal e destravar

Complexidade Aliquota Brasil Subsidio fiscal jCcP oportunidades
estrutura corporativa

Beneficios Incorporacg¢ao Holding Outros beneficios

Onda 2 Potencial de simplificacao

da estrutura de capital
Emana Pay

Despesas da holding absorvidas
pela entidade pagadora

Possibilidade de pagamentos de JCP

Habilita o estudo de alavancas adicionais 80



Conversao de caixa

Patamar historico ja foi de mid-60%

66%

2016

57%

2024

Leasing pressiona
negativamente
a conversao
de caixa...

2016
Vs
2024

..engquanto investimentos em
sistemas, contabilizados como
despesa e nao como CAPEX,
compensam em magnitude

semelhante.

Nnatura

A jornada

de simplificacao
e integracao
reconecta

a Companhia

a suas fortalezas
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Nnatura

Estrutura de Capital
Em sdélido patamar cria a base para a proxima fase de crescimento

Divida Liquida Aumento de Capital Pés-Pandemia Venda Aesop

JEBITDA

3,47

Encerramos 2024
com alavancagem
saudavel

de 1,27x divida
liquida/EBITDA

(0,94)
2017 2018 2019 2020 2021 2022 2023 2024

82



Estrutura de Capital

Custo da divida e cronograma de amortizagao confortaveis

Perfil da Divida Cronograma de amortizacao
(2024) (R$ bn)
BRL 6,6
35%
CDI +1,2%
4,5
0,2
UsD
65¢ Caixa e 2025 2026 2027 2028 em
% Depositos de diante

4,75% a.a Curto Prazo

Nnatura

Geracao de caixa
sem pressao relevante
de passivos ou
amortizacdes
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WACC (BRL nominal)

Fluxo de caixa para o acionista
Estrutura de capital em nivel étimo qgue combinada com
a evolucao do Ebitda habilita maiores retornos para os acionistas

Estrutura de Capital 6tima Cash conversion x EBITDA

O EBITDA — Cash conversion

WACC minimo

1.0 - 1.5x
15%
57%
14%
° 2.770
. set/22 )
", set/23 O dezp2
O °
15% dez/23 %, mar/22 jun/22 .’.O 0O jun/23
O '.. jun/24 O 0 ..‘. mar/23
mar/24.'.. O ez .
12% G, e .
.'9_(;:2/2400 mar/25.."
dez/20 h .(.)};;1/21
1% OO O O set/21
mar/21 set/24
-2,0 0,0 2,0 4,0 6,0 2024 2025 2026 2027

Net debt/ EBITDA

Nnatura

Compromisso

com retorno ao
acionista sustentado
por juros sobre capital,
dividendos e
recompras de acdes
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Nnatura

Recap
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Nnatura

Recap
Destravando valor dos ativos existentes
Fortalezas Acelerar DRE E FCFF
Aumento de vendas(x)
Venda Direta Omnicanalidade Receita bruta
Alavancas
Perfume, Corpo, Presentes Cabelos de vendas (-) impostos
Natura Avon % aliquota
Brasil Hispana ) S
. ) (=) Receita Liquida
Emana Pay Brasil Emana Pay Hispana

Alavancas de
eficiéncia e disciplina

-) Custos .
:_) Brut de capital sustentam
S ucro Bruto . .
Ogi? 2;;‘%‘;30 um perfil atrativo
J Melhora de % margem bruta de risco / retorno
Brasil Hispana Rentabilidade SG&RA
Nat
ardre Avon EBITDA
% margem EBITDA
Resultado integrado:
Capital de giro IPL1x 4 (2030)
Business asset light Alta rentabilidade
Capex
Fornecedores ImMmpostos e en e
' Eficiéncias Arrendamentos
Estrutura de capital Estoques de conversio
Recebiveis de caixa Impostos
/ Funding Pay Outros efeitos do fluxo de caixa

FCFF 86



Novo Disclosure
A partir da incorporacao reversa que ocorre no Q3-25

Alavanca Dado Abertura Regiao
Digital
Canais Quebra de receita Varejo Quebra por regiao
Venda Direta
Omni # Clientes identificados Consolidado
# Lojas i SOri
Varejo Loja proprias Quebra por regiao
Franquias
SSS
Venda Direta # Consultoras de beleza Quebra por regiao
Total Payment Volume (TPV)
Usuarios ativos )
Emana Pay Consolidado
Penetracao Crédito - % Sell-in
NPL 90 dias
Natura
Marcas Quebra de receita nominal Avon Quebra por regiao
Home & Style
Emissao absoluta de carbono . le2
ESG 5Copo 1€ Consolidado

Rentabilidade

% de plastico reciclado pés consumo

DRE até EBIT

/ Escopo 3

Quebra por regiao

Nnatura

Alinhando eficiéncias
estratégicas
com o novo disclosure
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Natura Day
Mensagens finais

Separacao
da Avon
Internacional

Digitalizacao
da venda direta
e fusao com
plataformas
sociais

Capacidade
de execucao
e organizacao a

servico da estratégia

Natura

- liderem CFT na
Latam e poténcia
em inovagao

Ampliacao
de canais
e ocasioes
de compra

Regeneracao

- motor de inovagao
e de vantagens
competitivas

Rigor na
alocacao de
capital e foco
em retorno

Avon

- novos lares

e consultoras e
enriguecimento
de cestas

Crescimento

com rentabilidade
a partir de ativos
existentes

Emana Pay
- uma joia
escondida

920
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Disclaimer
Natura Day 2025

This presentation may contain
forward-looking statements. Such
iInformation does not refer to
historical facts but reflects the
iIntentions and expectations of
Natura's management.

Nnatura

The words “anticipates,” “wishes,” “expects,” “foresees,”
“Intends,” “plans,” “predicts,” “projects,” “aims,” and
similar expressions are intended to identify statements
that necessarily involve known and unknown risks.
Known risks include uncertainties not limited to the
impact of price and product competitiveness, product
acceptance in the market, product transitions by the
Company and its competitors, regulatory approvals,
currency and exchange rate fluctuations, supply and
production challenges, and changes in product sales,
among other risks. This presentation also contains
certain “pro forma” information, prepared by the
Company solely for informational and reference
purposes and therefore unaudited figures. This
presentation is current as of today’s date, and Natura
&Co is under no obligation to update it in light of new
information and/or future events.

" u
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Opening and Business Levers

Growth Levers

Q&A

Profitability Levers

Cash Generation Levers

Q&A

Closing

Visit

Nnatura
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Avon International

Assets spin-off °l
® [ X ) ® Y oo () o
Internal dedicated team . SRS &
([
[ )
® o [ J
Support from external financial advisors ,
o o ° °
Aggressive restructuring aiming at : o
cash neutrality o °
(]
Cash consumption 2025 < 2024
[ ]
PY ([

® Regions with Avon presence
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Natura's Essence

Reason for being

To create and sell
products and services
that promote well-
being/being well

well-being
harmony with oneself

being well
empathy with others
and the world

Beliefs

Interdependence

Continuous
Improvement

Commitment
to the truth

Diversity
Prejudice-free beauty

Sustainable development

Vision
Cosmetics

Relationships

Corporate behavior

Nnatura

pbem estar bem
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Natura Leadership

Ly R 74
\.T ) &N / ‘
S
Agenor Leao Ana Costa Diego de Leone Joao Paulo Ferreira Jose Manuel Silva
Brazil Sustainability, Legal Hispanic CEO New Business,
Business and Corporate Reputation Business Technology and Data

Josie Romero Paula Benevides Paula Andrade Silvia Vilas Boas Tatiana Ponce
Operations, People, Culture Omnichannel CFO Marketing
Logistics and and Organization and Strategy and Innovation

Procurement 8
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1 - Business
Levers
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Back to the core strengths O

THE BODY SHOP

After a cycle of building a global,
multi-brand and multi-channel
platform...

Aésop.

Nnatura

AVOMN

&)

THE BODY SHOP

5

G tu . 2017 to 2019: major acquisitions 2022 to 2024: simplification  2025: NATU3

..we started simplifying the company from 2022,
on the eve of NTCO3's last trading day.

10
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Natura - Latin American beauty and personal care powerhouse

Strong brands Unique Capacity for Business People

in thriving distribution iInnovation model with who make it

markets and high margins happen
relationship and returns

selling

n
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Natura consistently gains market share and leads Latam’s CFT market

CFT market share! Ranking? by category Brand Strength? by country
Percentage by region 2016-2024 (Euromonitor) # market share position # position in 2024 ranking
16,6% Brazil Latam Natura Avon
_—
14.1% CFT #1 Brazil H1 #5
Fragrance #1 Argentina #1 #H2
1,3% Latam _
10,6% Body #1 Chile #2 H#3
_—
9.0% Hispanic® Makeup H2 Peru #1 #2
— .
Face #3 Colombia H2 H#3
Mexico
Deodorants H2 #S "4
Soap* #H3 "World's most sustainable brand"
Kantar, 2025
Hair HO6
"#1 corporate reputation - 11 consecutive
years" MERCO, 2025
2016 2024 2024
"Brand that best represents Brazil"
+TBS
1. Source: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes, USD, historical annual exchange rates, current 12

historical prices. 2. Considers combined Natura + Avon market share results in 2024. | 3. Source: System]1 | 4. Aggregation of bar soap and liquid soap. | 5. Aggregation of Argentina, Chile, Colombia, Ecuador, Mexico, and

M
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Natura continues strengthening its direct sales network through digitalization
and driving revenue growth via omnichannel and market penetration

Nnatura

Beauty Consulting D2C Households penetrated!
Consultants Retail + Online, % Total NR Brazil CFT, %
12%
Consulting
segmentation 1%
by LTV
2016 2024
2017
Stores
2016 2024 1.076 2016 2024
Network Digitalization 7

. : .
75% digital engagement 2016 2024 Hispanic CFS, %

63% customer service on WhatsApp . . )
Identified active clients (LTM)

58M content shared/year

100% personalized CRM journey 9M +T10M
total
+18% increase in the BC's basket 0,5 M clients

1.2M Emana Pay accounts 2016 LTM 2016 2024

1. Source: Kantar

13



NATURA DAY | 2025

Our innovation fuels growth, sets us apart,
and generates value for the business

Innovation in R&D?*

3 In-house perfumers
+400 Scientistsin R&D
+140 PhD/Master researchers
+300 Active patents
Largest CFT R&D center in the

Southern Hemisphere and advanced
hub in the Amazon

Industrial plant
A |nnovation lab

Innovation for consultants and clients

Multi-agent platform

86k calls/month
+26p service NPS

86% assertiveness

Digital products end customer

6 With a new e-commerce
countries experience

Value in shopping cart with

+99
9% Al suggestions

Operating in 7 countries

Nnatura

Innovation in business model

Emana Pay fintech servicing BC
and client

+15% consultant productivity
3M end customers identified

Well-being/being well beauty
services wWherever the client
wants it

bluma

8 S

+220k Orders LTM
+85% new customers ex Natura

860+ Startups evaluated/year
70+ Active partnerships with startups

R$50M CVC capital committed 3y

ﬂOthO(%D

nascente

natura natura natura

ventures campus startups

14
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Attractive financial results, especially in Brazil.
Hispanic in transition until the end of Wave 2

Net revenue Profitability, Return and Cash!’ Revenue growth
BRL bn 23,4 EBITDA margin, Brazil and Hispanic (+3.2X from 2016 to
/V 17.0 . . °
1.1%
L 689 21,5% 22,6% 2(.')24),.V\./Ith origin
7,3 18,8% diversification
12,5% Brazil
2. 8% 6.5% 4 Hispanic
2016 2024 2024 = (] .
] Worth noting the
Natura — Natura+Avon — 2016 2024 Ql-2> Hispanic share growth
Brazil Share FCFF 2016 vs. 2024
(%) BRL bn L3 o L3 id L3
730% 1,6 Portfolio diversification
(o] .
57% with Avon
0,8
2016 2024 2016 2024 Financial
sustainability, with
Natura Share ROIC 2016 vs. 2024 increase in FCFF and
(%) (%) sustained ROIC
100% 31%
73% 279, strength
2016 2024 2016 2024 "

(1) Unaudited figures, subject to change
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Human capital and Organization at the service of strategy

Organization at the
service of strategy

People who make it happen

(&)

A
=]

0A~O
O
C‘D’D

Top 1 ability to attract and
retain talent in Brazil by
Merco

of leadership renewal in
areas with a strategic focus

non-Brazilian leadership

Generation Y and Z employees

Employees using Al tools

Leadership incentives
aligned with strategic
goals

Natura brand’s highest market
share in Latin America in the
last 10 years

#1 in fragrances in Brazil and
#2 globally

Operation of the largest CFT
R&D center in the Southern
Hemisphere

Business integration across
6 countries and a doubling of
market share in Hispanic
markets

Creation of fintech Emana Pay,
which reached breakeven in
2.5 years

Opening of 1 new store every
2 working days by 2024 in Latin
America

Innovation in proprietary
channels and pioneering on
TikTok

Margin expansion for
3 consecutive years
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Opportunities to expand by leveraging existing assets
Growth potential in markets with Potential to expand our presence across
low penetration and market share channels, services and beyond CFT
® Market size ® Naturain Latam
Market share!?
(%) CFT direct sales CFT all channels CFT products and Exploring
USD 19 Bn USD 75 Bn services new fronts
. USD 105 Bn
Argentina
Brazil
50
° P
. —> — e 7y
Colombia : . .®
Chile o ®
Mexico erd
Ecuador ea
[y
Penetration (%2) Ix 4x 6x
Source: (1) Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes in 2024, USD, historical annual exchange rates, current 17

historical prices. (2) Kantar
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Generating value in the medium term

Defending
leadership

Brazil Market
Direct Sales
Natura Brand

Fragrances and Body Care

Gifts

Accelerating
Growth

Online + Retail
Hispanic, focus on Mexico
Hair Care

Restore Avon Brand

Winning
Efficiency

Combined model
Revenue management
Logistics network
Integrated planning

Tax efficiency

Nnatura

Well-being/
Being well
for everyone

Clients
Multi-platform

Regenerative
innovation

18
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Transforming socio-environmental challenges into
business opportunities

Competitive advantages

Reduced cost of capital

Financial

Performance Resilient and competitive supply
Reputation that generates preference

Healthy network with higher
productivity and lower default

Diverse portfolio adapted to markets

IP&L 2.5x revenue (2024)

N
operations in ag ro-industries families benefited UEes since 2007 it
the Amazon ResenTe

Regeneration 2050

Paths to
Regeneration
2025-2050

By 2050, we will generate
positive and simultaneous
value in the financial, human,
social and environmental
capitals

19
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2 - Growth
Levers
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Latam market exposed to strong growth
Beauty and Personal Care

7.3%

o . —>
Latin America 73
US$ bn
( ) 23 1073

: % ? —
CAGR e 85,2 919 o
723 754 , S
62,7 68,6 ¢50 62,6 621 5, 7,
522 54,7
2016 2024 2029e
Brazil ?Alg -
(BRL bn)
267,7
246,1 [
° 226,3
S 2081 —
o 190,4 —
1731
156,9
1241 1389 —
103.6 107,4 12,6 n7 1229 ; >
2016 2024 2029

Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes, USD, historical annual exchange rates
/ forecasts with annual exchange rates, current historical prices / forecasts in 2024 current prices. Note: Ranking based on Retail Sales Value (RSP) including sales taxes, USD, in 2024.

Market with
strong growth:

Constant
innovation

Growing digital
influence

Consumption
rejuvenation

Nnatura

Brazil is the
third largest
beauty market
in the world
and Mexico

IS among

the top 10

21
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Latam Market | Beauty and personal care
Natura brand is the leader in Brazil and Latin America

Historical Market Share
- Natura brand

12,8%
%  106% 2% 1,5% 9% N
] 8,6%
o 7,7% -
66% | | 67% | | T3% || TA% e
2015 2016 2017 2018 2019 2020
'I in fragrances in direct sales in
HE in Brazil (Kantar) H Brazil (Kantar)
Global fragrance GRAND PRIX DSG
H Brand (Euromonitor) # | for Latam and Silver

Lion in creative data

O Brazil O Latam
SR
14,1%
12,6% 12,9% 13,2%
8,5% 8,6% 8,6% 8,9%
2021 2022 2023 2024
—
'I in cosmetic gifts
H# I in Brazil (Kantar)
That best represents Brazil
Brand with higher social impact

(MindMiners Brasilidades Study)

Source of the Chart: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes, USD,

historical annual exchange rates, current historical prices. Note: Brand classified as an “Umbrella Brand.”

Nnatura

In 2024, the Natura
brand reached its
highest market share
in the last ten years
in both Latin America
and Brazil

22



NATURA DAY | 2025

Nnatura

Natura seeks to lead with differentiation and aspiration through the experience, innovation, and
storytelling behind our products and services. This is how we create value.

Experience

Memorable and
sensorial experiences
to feel and value the
well-being/being well,
across every step of
the brand journey

Innovation project TTM reduced by 20% to 40% through new process implementation

Bio-lInnovation

-
N

‘//,

High-performance care
and applied science to
improve people’s lives,
delivering clear benefits
through bio-innovation
and regenerative
cosmetics

Agility

Storytelling

Authorial and aspirational
well-being/being well
storytelling that highlights
cosmetic superiority,
balancing conversion
with long-term brand
equity

23



Nnatura

Fragrances

The expression of nature in every drop

The only Latin American brand with
3 in-house perfumers

A palette of 24 proprietary and exclusive
iIngredients developed from Latin American
biodiversity

Core brands leading fragrance innovation
In Latin America

natura natura natura

P Aallla KAIAA

ALBA

natura notbEs

MOR IOMEM ESSENCIAL

natura

24
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Launch of an Eau de Parfum
featuring a never-before- i
used ingredient in global 40%

perfumery: reduction in TTM

compared to
projects of similar
complexity

Natural

Rosa Alba oil,
sourced from
Konare, Bulgaria

Experience BIO Innovation Communication Agility
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Personal care

a gesture of self-love capable of
transforming the day into well-being.

Iconic brands with high penetration and purchase
frequency

Pleasurable, indulgent and transformative daily care

Effective and sustainable formulas that combine the best
of science and technology with the beauty of nature

Unique sensorial experiences and enveloping fragrances

&0 & &0 &

natura natura natura natura

EKOS Tododia |umina ™momae
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Nnatura

Natura EKOS, the voice
brand of Regeneration

for Natura World's first concentrated

moisturizer, 81% less plastic

Single-dose soap,
100% plastic-free

Experience ][e Innovati::.\



Natura Todo Dia,
Brazil's largest
personal care
brand, expands to
new audiences and
categories

natura

:immmm

renva a po& e
auxilia na prevengio
de pelos encravados

OLEO DE GERGELIM,

PANTENOL E VITAMINAE +
PARTICULAS
DE SEMENTES DE DAMASCO

JAMBO ROSA E
FLOR DE CAJU

of TTM
reduction

28,.:
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Hair p

One of the largest
beauty categories |

Great opportunity for
Natura

Natura Lumina as a focus
brand operating in the
prestigie segment

Al

Restauraglo e

liso prolongado
cabelon lison ou alisac

Restauraciony
liso prolongado

tabelio ligo © alisado

Proprietary performance
assets

Experience BIO Innovation ommunication Agility

29
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Makeup

Beauty that does you good

High-performance make-up with skincare
treatment

Safe formulas combining dermatological actives
with ingredients from Brazilian biodiversity

Wide range of shades to suit the diversity of Latin
women

Co-creation with a curating committee of experts -
makeup artists and influencers

Co-development with world-class suppliers in the
category

Beloved on social media: High-Coverage Concealer,
CC Nude 2C Lipstick, and Serum Foundation

N3 ks

bnatura
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Face and Sun
Protection

Your best skin at your best time, now

The truth in dermocosmetics: high performmance and results
validated by globally recognized protocols.

A pioneer in adopting an anti-aging approach and featuring real
women of all ages in brand communications. '

Exclusive Chronos Bioscience: a powerful combination of 33
DermoActives and 17 BioActives.

Immediate and progressive results, proven by dermatologists and F?ééi'l;?aoruqas
more than 35,000 women. Becuctor de arrughs

e

Scientific and technological backing: 140 patents, 136 clinical
studies, the largest and most modern cosmetics lab in Latin
America.

High rigor in the selection of ingredients and sunscreens: combining
efficacy, toxicological safety and environmental safety.

& natura

Nnatura

croNos  fotoequilibrio

DERMA




&

natura

Tododia
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Partnerships with Purpose

Regeneration

10% of the aluminum used
in our tubes coming from
Nespresso capsules

natura

EKOS + "NESPRESSO

+425% +8.9mm

ROI reach

Social purpose

150 Amazonian families
benefited from the Ekos
and Dengo Cocoa lines

natura

+10.4Mmm

reach

Nnatura

Cultural valorization

Celebrating the festival
most loved by Brazilians:
Sao Joao

natura

-rb d 0 dl a + havaial,‘las

E-commerce pre-sale
sold out in

1 hour

33



POWER

STAY

\\“”“"'.
: 244
BASE LIQUIDA DE

MAQUIAGEM/
MAQUILLAJE
+NIACINAMIDA

The Strength
of the
Combined
Portfolio

Nnatura

34
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Demand-centric growth
Protecting our core strengths and unlocking new growth fronts

v

Marketing and innovation

Mapping the Demand Detailed .
requirements spaces Plan Investing
assertively
for occupying each identified for each of commercial and guided
demand space brand and sub-brand execution initiatives by data
by category through 3 pillars: to maximize

returns

5
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Brands with significant room to keep growing

Market Size x Market Share in Latam
# Ranking Natura Brand + Avon Brand

#1 Fragrances

H#H6
Hair care #1
Skincare
£
o
0
2
p
|<_t Makeup and nail polish
Deodorants
#1 Bath and shower
Sun care

0,0% 5,0% 10,0% 15,0% 20,0% 25,0%

Market Share (%)

Source: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales
taxes in 2024, USD, historical annual exchange rates, current historical prices. Note: Market share and ranking in terms of “Global Brand Owner.”

Nnatura

We lead in two of
the three largest
markets, with hair
care serving as a
key growth lever

36
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POW\
SlF

\\\\\‘ ‘
: 24
BASE LiQ
MAQU
MAQU
+NIAC

pOWER h

30t

AT A -
0

POW

e

BASE |

MA

AVY ON
JWER SIARE!

POWER

s S5 |AY I

ESMALTE
PARA UNAS

I\'r,

AVON

A hew

BRAND
for a
new cycle

Nnatura
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Avon Truths

Emerged from consumer-centric Was a forerunner of Catalyzed female entrepreneurship
thinking the direct sales model around the world

California Perfume Company
TRADE CATALOGUE - NEW YORK

............................

avon (]UTIOUI

138 years ago
Led movements in support of women's Created the highest-circulation Created its laboratory
health and well-being magazine in the world 130 years ago
2

Suffern,
NY
1895

Colors products were the first to receive the "Ca

Avon divulgara “Ligue 180” em
todas as suas embalagens

38
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Nnatura

Avon has a contemporary essence, typical of a "tech brand"

Brand credentials:

The world's first Has grown over Born customer- Is a major
social network the years through centric publisher /
with female social commerce entertainer
influencers

The brand's challenge:

Update the platform to return to growth

39
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Autonomy in brand management in Latam

and regional innovation center

Context

Loss of relevance driven by a lack
of portfolio and target audience
renewal — yet potential remains,
sustained by high brand
awareness and equity

Opportunity

Relaunch of the brand with a new
value proposition, positioning and
commercial model, expanding the
complementarity between the
Avon and Natura brands

o1 02 03 04

New operating Portfolio Brand Channel

model revision repositioning Diversification
2025 2025/2026 2026 2026/2027

Nnatura

Resuming

profitable growth
by leveraging the
brand and
expanding channels
in a sustainable way
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Avon is a gateway to new households, supporting the attraction and retention of
consultants, while also enriching Natura’s “basket” through three key levers

Demand-Centric Growth

Value leverage Innovation, Go-to- Unified brand
system Market and Distribution management system
Portfolio activation, Innovation to boost A brand management system
design, experience competitiveness and across Latin America that
and brand deliver an experience preserves a unified essence while
positioning better aligned with the adapting to the unique

target audience characteristics of each market

41
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Channel diversification
To expand presence across multiple customer purchasing occasions

Breakdown by Channel Market Size x Market Share Latam
- Latam

Others

E-commerce

Direct
Sales

Specialty £
stores 8 Retail
2 -+ E-commerce
2
[
‘ Retail
(Specialty stores)
‘ E-commerce
Food retail

Drugstores
0% 10% 20% 30% 40% 50%

Direct sales
Market Share (%)

Source: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes in 2024, USD,
historical annual exchange rates, current historical prices. Note: Market share and Natura's channel ranking based on Natura's internal data.

Nnatura

We are

leaders in

direct sales in
Latin America
and our
addressable
market doubles
with the
omnichannel
strategy
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Digitalization of the relationship with Consultants
Already a successful reality at Natura

Attraction
and welcome

75% - ..

) Training, growth Sales We are 3 dlglta|
of available and retention force ecosystem o
consultants Business @ Business embowWers
are digitally engaged?, School management P
boosting their T plarorm ST

> and boosts
productivity by 17% : ) .
relationship selling

63% Financial Shopping
use the Interactive services experience
magazine and Minha Emana Pay
Divulgacéo to fuel
sales

Sales
experience

BC-Commerce
+ Social commerce
+ Interactive Magazine
+ Minha Divulgag¢do

45
(1) Consultants who have used digital assets at least 6 times in 120 days.
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Digital

Complementary touchpoints that work together to drive results

Website / App

Market Place

Social Selling

Uplift conversion
Loading time
MAU increase

Al + Personalization

Complementarity
Convenience

Learnings

TikTok commerce

Customer
identification

Influencer
Consultants

n

Leveraging our
digital presence
through social
networks

# Share of voice

on Social Networks
2024

O Natura Avon

38%

20%

Feb/24 Dec/24
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Retail
Connecting with the digital world

Franchise Renewal
(ATN) increase
productivity

by 40%
Faster Number of stores
deliveries
O Franchise
Brazil
Ticket
increase O Own Stores
Brazil
O Own Stores
Hispanic
Try-on
and convenience 230
78
7

2016 2017 2018

482

2019

Potential for expansion in

high consumption markets
with a strong presence of
beauty specialists

588

660

779

932

2020

2021

2022

2023

1076

68
145

863

2024

Nnatura

Proven execution
capability:

1 new store every 2
working days

in 2024 across Latin
America
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Retail

Formats tailored to different audiences and regions

¢ natura

Unit economics

Own stores

Gross Revenue
Net Revenue
COGS + SG&A
EBIT

NOPAT
Invested Capital

ROIC

100
84

(67)
17
Ll
31

37%

NPS in zone of
excellence above 94

30+ million people
Visit our stores every
year

Nnatura

Retail
expansion
driven by
returns —
Franchises
outperform
own stores in
ROIC
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Geography
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Wave 2
Revenue Evolution = Hispanic combined - Brazil
(YoY, constant currency) (CHL, COL, PER)

16% 15,1%

Brands integration
fueled combined
revenue growth

Pre-Wave 1Q 2Q 3Q 4Q 5Q 6Q 7Q 8Q

50
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Wave 2

# Consultants x Productivity

(base 100)

Brazil

121

100
10 88

Pre-Wave Q
2

Consultant Base Reduction

Negative impact from the loss of
Consultants originally from Avon

133

78

2Q

141

77

3Q

149

78

4Q

131

77

5Q

O Consultants — Productivity

Hispanic combined

(CHL, COL, ECU) 139 144 141
145

127
121 125
100 104
94
10 -
78
75 B A L
6Q Pre-Wave Q 2Q 3Q 4Q 5Q 6Q 7Q

2

Productivity Increase

Solid performance of the Natura brand,
especially through cross-selling by
Consultants originally from Avon

Nnatura

Productivity gains
more than outpace
the planned
consultant reduction
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Wave 2
Implementation was adjusted over time based on

learnings and challenges

Lessons learned Challenges
Minimum order separated by Activating the
brands as a commercial lever combined portfolio

Planning and commercial
stimulus by brand, but
combined

Home & Style

Combined management
of the sales force

Nnatura

Evolution

from two
mono-brand
operations

to a multi-brand
platform
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Wave 2
What is still pending in 20257

Mexico 2Q-23 1Q-24 3Q-24 4Q-24 2Q-25
@ @ @ @ > Q
Dismantling  Starting Implementing Dismantling Wave 2
Avon cross-selling IT Natura Conclusion
multilevel multilevel
| Unlocking
value across
5.59 14 339 70% of Hispanic
revenue while
Market Share % Total % Hispanic finalizing the
Revenue Revenue transformation
Argentina 21.5% 16% 37% cost cycle

4Q-24 1Q-25 2Q-25 3Q-25
@ L @ >

Closure Logistics Adjusting Avon's

S3o Fernando Consolidation commercial Wave 2
DC structure Conclusion

Implementing
100% digital
Avon magazine

Source: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes in 53
2024, USD, historical annual exchange rates, current historical prices. Note: Market Share.
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Geographical diversification
Growth opportunities in relevant markets

Market Size x Market Share Latam
(2024)

Brazil is

the center of gravity

in Latin America,

while Mexico—the

Brazil second-largest
market—is a
strategic pillar for

Mexico ‘ growth

Opportunities Core Strengths

Market (USD bn)

Argentina Revenue Breakdown
Latam (2024)

q Colombia ‘
Ecuador Chile
. e

e Bolivia Peru
0% 5% 10% 15% 20% 25% _ 43%
Hispanic
Market Share (%)

57%
Brazil

Source: Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes 54
in 2024, USD, historical annual exchange rates, forecasts with annual exchange rates, current historical prices, and 2024 current price forecasts. Note: Market Share.



NATURA DAY | 2025 n 0 tU ro

Brazil
GCrowth engine and innovation lab for the region

Regionalization
Brazil is many Brasis

NORTHEAST

The country
combines scale
and execution
agility

within an
ecosystem that
integrates all
growth drivers

SOUTHEAST

Reducing Capturing Regionalized Tailored channel

results region- marketing and category

dispersion specific activation strategies by
growth region

opportunities .
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Brazil
GCrowth engine and innovation lab for the region

Multi-brand and multi-channel platform
Operating a Real-Time Business

GROWTH
Business The country
combines scale
and execution
Cycle management agility
OPEN within an
ecosystem that
integrates all
ANALYTICS :
& CRM growth drivers
"'.QUALJE ®JPERFUME QUE ¥
iz 'FA;‘SUCESS.@ POR ONDE": EMANA PAY
L] <
\
Integrated

Planning

56



NATURA DAY | 2025

Hispanic America
Strengthened and with room for significant progress

Nnatura

Hispanic Evolution

=SS

Market Share Hispanic Mix in Latam
MEXICO (%) (%) o
48%: 45%
Penetration:? 22.8%
27%
9% _
4,7% The region
] H doubled its
market share and
2016 2024 2016 2024 relevance in
Latam, and tripled
Natura Mix Consultants its base of
(%) (%) |
L4 consultants
100%
60%
ARGENTINA 0,5
18.7%
Penetration: 24.3%
2016 2024 2016 2024

Source: (1) Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes in 2024, USD, 57
historical annual exchange rates, current historical prices. (2) Kantar
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Hispanic
Opportunity: Natura brand household penetration

1 2 3 %

Natura is the #1 Beauty categories Of the 16%, At 1%

preferred' brand reach? ~90% of 11 p.p. come from penetration, we

in the region, households, while self-use and have captured

except in Mexico, Natura reaches 5 p.p. from 6.7 p.p. of

where it ranks #4 only 16% (vs. 54% in gifting market share
Brazil)

Source: (1) System 1 (2) Kantar

Household
penetration of the
Natura brand in
Hispanic markets is
equivalent to one-
third of that
recorded in Brazil
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Hispanic
High return unlocking “in-house” potential

Potential Top Line Growth

Natura Avon

D2C

Avon Multichannel

Brand Repositioning
Cross
Sell

MIX in BCs/ FCs combined

Entry into Avon-Exclusive Households

Direct
Sales

Channel

Productivity
Gifts, Natura brand

Current

Nnatura

O Home & Style

Leveraging Brazil's
best practices to
expand household
penetration

and boost growth

Potential

59
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MeXxico

Hispanic's biggest market and with the strongest potential

Natura Brand Preference3

CFT Market! Natura Household Penetration?
9% 54%
Mexico
50%
Mexico Brazil

& 13.5% Avon Exclusive Homes

Strategic Focus

ARG

CHI

PER

COL

MEX

New organization Investment
redirection

Integrated Accelerated

planning local production

Customized marketing
strategy

New tools and
capabilities

Source: (1) Natura &Co, based on Euromonitor International Limited, “Beauty and Personal Care,” published in April 2025. Retail Sales Value (RSP) including sales taxes in

2024, USD, historical annual exchange rates, current historical prices. (2) Kantar; (3) System 1

Nnatura

Mexico’s revenue
could grow
significantly by
seizing mapped
opportunities

60
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Emana Pay

Relationship platform: connects and complements the Ecosystem

S = Account/Other
e

Provides BCs with tools to
organize money, pay bills and
work in a smarter way

Pay bills

Receivables
anticipation

Recharge
Mobile
Digital
account
Send and
receive
money

Withdrawals

Credit cards
On-us

More
information

Buyer Risk
(Risco
Sacado)

Comprehensive
portfolio

Issuing
payment slips
(boleto
bancario)

Cashback

9
naturo

| emanapay

Insurance

AVON

Improving finanical
products

Sub-acquiring —~Q

Providing BCs

faster, easier

and cheaper ways

to sell their —
products

Smart
POS

Payment
Link

<=:/emanapzy

Credit

Leverage the
potential of BCs to
sell more products,
expand their business
and invest in their
personal lives

Nnatura

Monetary and non-
monetary platform
with the potential to
increase LTV and
reduce CAC and
Churn
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Emana Pay
With expansion potential in Hispanic markets

Financial education leveraged by
the prosperity of our consultants

Increased engagement and loyalty
Data and ease of payment

Well-targeted credit

Reduced transaction costs

Reducing default rates through
sophisticated credit scoring
models

Fast management of receivables,
Pending the macro scenario,
Extending or restricting credit

Capital and tax structure efficiency

Increase in sales (x)
Gross revenue
(-) Taxes and returns

(=) Net revenue

(-) COGS
Gross profit
% gross margin
SG&A
EBITDA
% EBITDA margin

Working capital
Capex
Leasing

Taxes

Other cash flow effects

Nnatura

Enabled for

fast management
of EBITDA

and cash flow
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Wave 2 | Gross Margin
Integration boosts gains in both brands

GM (%) Natura Avon
+ 570 bps
59,7% 63,8%
2022 2023
Portfolio Efficiency in price and Manufacturing
optimization promotional effort productivity

mMmanagement

O Consolidated

65,4%

2024

Better brand and
country mix

Nnatura

Rolling out
Integration across
~70% of revenue led
to a +570 bps gross
margin improvement
vs. 2022

66



NATURA DAY | 2025 no tU rO

Wave 2 | SGRA
Operational simplification as an efficiency lever

SG&A % SG&A
(% NR) ex investments
Efficiencies
Sales force optimization The combination
-160 bps P of businesses in
Consolidation of logistics Mexico and
Simplification of admin structures Arg_e'_"tlna unlocks
| ) additional
Reduction of systems: ~40% ey
(from 817 to 495) opportunities
for SG&A
49,6% 49,0% 48.0% efficiencies

Detractors

Deleveraging of countries in
preparation for Wave 2

2022 2023 2024
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Nnatura

Wave 2 | SGRA
Operational simplification as an efficiency lever

SG&A % SG&A 0 % additional
(% RL) ex investments investments

The combination
51.3% 52.2% Additional Investments of businesses in

MeXxico and

.69 4.2% Marketin .
49.6% 2.3% ° o Argentina unlocks
— [ ] Innovation additional
Integrated planning opportunities
for SG&A
Digital and financial products for ffici .
Consultants Srifelsnieis

49,6% 49,0% 48,0%
Digitalization of the FC journey

2022 2023 2024
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Wave 2 | EBITDA
Balance between margin expansion and strategic investments

Recurring EBITDA % Recurring O Recurring
(%) EBITDA EBITDA

ex- additional
investments

Gross margin

17.4% Three consecutive years
I of profitability
0 was the main 3 .
14.8% 4.2% profitability driver e).(pans“)n without
2.3% in the period giving up
10% strategic investments
(o]
Excluding
strategic
12,5% 13,2% investments,
10,0% the margin would
already have
reached ~17%
2022 2023 2024
Vs 22
+3.2p.p

+7.4p.p
69
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Recap

Integration in most of the countries proves ability to execute
the 2023 plan

Adjusted EBITDA margin

Latin America Natura Avon - Consolidated

2020 2021 2022 2023 2024

Plan presented in August/2023

Natura with margin Avon with planned Consolidated margin depends on
close to 20% profitability improvement on the revenue mix of each brand

Nnatura

Avon becomes a
brand that positively
contributes to
profitability and
cash, even as it
navigates growth
headwinds
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From 2026 on, reported and recurring EBITDA converge

EBITDA Margin
(%)

12,5%

11,0%

10,0% ]
8,7% [

2022 2023

O

13,2%
11,8%[ |

2024

% EBITDA

O % Recurring EBITDA

2025

2026

In 2026, we will
complete the
full capture of
Wave 2
efficiencies

Nnatura

Margin expansion
cycle to continue
through 2025 and

2026 (YoY)
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New Disclosure | Regionalized management, with region-specific
profitability levers

P&L by Region

Operating P&L by Region
Natura Brazil Hispanic

Q1-25 Q1-24 Var. % Q1-25 Q1-24 Var. % Q1-25 Q1-24 Var. % EBITDA margin

Gross revenue
Net revenue

Natura

Avon

Home & Style
COGS
Gross Profit

Selling, marketing and logistics expenses
G&A, P&D, IT and projects
Other operating income / (expenses), net

Group transformation / integration / restructuring costs
EBIT

Depreciation

EBITDA

Non-recurring adjustments
Recurring EBITDA

Gross margin

Selling, marketing and logistics expenses as % of net revenue
G&A, P&D, IT and projects as % of net revenue

Other operating income / (expenses), net as % of net revenue

Group transformation / integration / restructuring costs as % of net revenue
EBIT Margin

Depreciation as % of net revenue
EBITDA Margin
Recurring EBITDA Margin

by region

(=) Contribution
margin from the
region

(-) Central
iInvestments and
expenses allocated
as % of net revenue*

(=) Recurring
EBITDA margin
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Brazil

Remains the most profitable market in the region

Brazil

Recurring EBITDA Margin

(%)

+270 bps

2016

*Unaudited figures, subject to change

2024

1Q-25

Additional levers

Logistics efficiencies

Revenue leverage

Nnatura

Following Avon
integration, the
margin in our main
market became
even more robust
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Hispanic
IN the short-term, integration is opportunity in 70% of the region

What has changed Hispanic
2016 > 2024 Recurring EBITDA Margin In the medium and
(%) long term, the main
catalyst for margin
Consolidation of Avon / Greater expansion is
relevance in the mix thanin revenue growth,
Brazil 12,5% especially from the

Natura brand
Different operating models

Non-harmonized portfolios 6,5%
Central expenses allocated as
%NR 2.8%

2016 2024 1Q-25

* Central investments and expenses mainly include investments in innovation, digital products and central corporate expenses

74
* Unaudited figures, subject to change
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Hispanic profitability

Evolution
22.6%
7%
Brazil Q1-25 HISP Q1-25

Wave 2

Volume

Brand Mix

Potential

Nnatura

Key Profitability
Levers:

Wave 2:
Mexico and Argentina

Revenue Growth
Drivers:

Channel
Productivity

Gifts

Greater share of the
Natura brand in the mix
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Cash Generation
INncrease in cash conversion 2024 vs 2023

(-)

Cash Conversion 2023 2024
Lower
working
[ capital
consumption
ofﬁgaonfyfesr Hyperinflation and Provisions 52% 52% P
o CADE Cash conversion
to Xﬁiﬁﬁ;iﬁgl assets and liabilities) ~>2% ~39% reaches a solid
level of "55%
L 2024 in 2024
VS
Leasing -10% -11%
Taxes -17% -26%
Other 4% 2%
FCFF 48% 57%

77
*Excluding Avon International and Holding
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Operating Working Capital
At efficient levels, but with room for evolution

1M,1%

6,3%

2023

Accounts receivable/NR

19,9%

14,V

2023 2024

2024

Inventory/NR

9.39 10,2%
3%

2023 2024

Versus retail average,
which operates in the
mid-teens

Suppliers/NR

19,0%

—

17,3%

2023 2024

Nnatura

Inventory
optimization

is a strategic lever
to strengthen
cash conversion
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Inventories
Leverage to boost cash conversion

Structural efficiencies: Inventory/NR

. L , o Inventories at a
Portfolio | Harmonization and Segmentation 0.3% 1072“/?.. competitive level,
Production: Localization in Hispanic / with clear levers

............. for optimization
Integrated Planning e

2023 2024 2025 2026 2027
Benchmark Global
Players in Beauty:
9% - 18%
(inventory/NR

%/ ﬂ fﬂ FY 2024)

New Integrated Planning

Commercial | |ndustry - > Sales —__» Target
planning Customer
Greater demand Decrease in Timely reaction to

accuracy frozen horizons demand surges
79
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Taxes
Lever to boost cash conversion

Historical performance explained by:

Effective rate
34%

Corporate structure Brazil rate
complexity

Benefits of Holding Company Incorporation

Wave 2

Emana Pay

Potential
effective
rate

Tax subsidy IOE

Other benefits

Potential to simplify capital structure

Holding company expenses absorbed
by the paying entity

Possibility of interest on equity payments

Enables the assessment of additional levers

Nnatura

The reverse merger
of the holding
company is a key
step to reduce tax
complexity and
unlock
opportunities
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Cash Conversion

Has historically reached mid-60% levels

66%

2016

Leasing puts
negative pressure
on cash
conversion...

2016
Vs
2024

..While investments in systems,
accounted for as OPEX and not as
CAPEX, offset that impact at a

similar magnitude

Nnatura

The journey

of simplification
and integration
reconnects the
Company to its
core strengths
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Capital Structure
At a solid level, provides the foundation for the next growth phase

Net Debt Capital Post- Aesop
/EBITDA Increase Pandemic Sale
3,47

We ended 2024
with a healthy net
debt-to-EBITDA
ratio of 1.27x.

(0,94)
2017 2018 2019 2020 2021 2022 2023 2024
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Capital Structure

Comfortable debt cost and amortization schedule

Debt profile Amortization schedule
(2024) (R$ bn)
BRL
35%
CDI +12%
4.5
0,2
UsD o
Cash an 2025 2026 2027
o
65 /° Short-Term

4.75% p.a. Deposits

Nnatura

6,6
Cash
generation
with no relevant
pressure
of liabilities or
amortization

2028

onwards
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Cash flow to shareholders
Capital structure at an optimal level, which combined with

EBITDA growth enables higher returns to shareholders

Optimal capital structure Cash conversion x EBITDA

EBITDA — Cash conversion

Minimum WACC Commitment to

1.0 - 1.5x sustained shareholder
15% returns through
— 57% Interest on equity,
c dividends, and share
£ 1% 2770 buybacks
c se
EI sep/23 o decs22
a 13% dec/23 marf22 junj22 jun/23
O jun/24 mar/23
2 mar/24 dec/21
; 12% dec/24
mar/25
dec/20 jun/21
1% sep/21
mar/21 Sep/24
-2,0 0,0 2,0 4,0 6,0 2024 2025 2026 2027

Net debt/ EBITDA 84
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Recap
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Recap

Unlocking value from existing assets

Core Strengths

Direct Sales
Fragrances, Body, Gifts
Natura
Brazil

Emana Pay Brazil

Brazil

Natura

Asset light business
Suppliers

Capital structure

Accelerate

Omnichannel
Hair
Avon
Hispanic

Emana Pay Hispanic

Wave 2 Mexico
and Argentina

Hispanic

Avon

High profitability
Taxes
Inventories
Receivables /

Funding Pay

Sales
levers

Improved
profitability

Cash
conversion
efficiencies

P&L AND FCFF
Increase in sales(x)
Gross revenue
(-) taxes

% rate

(=) Net revenue

(-) COGS
Gross Profit

% gross margin
SG&A
EBITDA

% EBITDA margin

Working Capital
Capex
Leasing

Taxes

Other cash flow effects

FCFF

Nnatura

Efficiency levers
and capital
discipline underpin
an attractive
risk/return profile

Integrated result:
IPL1Xx 4 (2030)
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New Disclosure
Effective from the reverse merger scheduled for Q3 2025

Leverage KPI Breakdown Region
Digital
Channels Revenue Breakdown Retail Breakdown by region
Direct sales
Omni # Identified customers Consolidated
# Stores
Retail own stpres Breakdown by region
Franchises
SSS
Direct sales # Beauty Consultants Breakdown by region
Total Payment Volume (TPV)
Active users '
Emana Pay Consolidated
Credit Penetration - % Sell-in
NPL 90 days
Natura
Brands Nominal revenue breakdown Avon Breakdown by region
Home & Style
Absolute carbon emissions < land 2/
) copelan :
ESG % of plastic recycled Scope 3 Consolidated
post-consumption
Profitability P&L to EBIT Breakdown by region

Nnatura

Aligning strategic
efficiencies with the
new disclosure
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Natura Day
Key Takeaways

Separation
of Avon
International

Digitalization
of direct sales
and integration
with social
platforms

Capacity of
execution

and organization
at the service of
strategy

Natura

- CFT leader in Latin
America and a
powerhouse of
innovation

Expansion

of channels
and purchase
occasions

Regeneration

- driver of innovation

and competitive
advantage

Rigorous capital
allocation with a
clear focus on
returns

Avon

- new households
and consultants,
along with basket
enrichment

Growth

with profitability
from existing
assets

Emana Pay
- a hidden gem
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