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TOGETHER TO REBUILD AREZ(Z:S

OUR ROLE HAS BEEN TO ENSURE THE SOCIOECONOMIC INTEGRITY OF OUR EMPLOYEES, THE COMPANY AND
OUR DIRECT STAKEHOLDERS

WHAT WE ARE DOING AND HOW CAN YOU HELP TOO:

1. SAFE HOME
WE ARE TAKING IN AND TRANSFERRING HOMELESS EMPLOYEES TO HOTELS, GUESTHOUSES OR FACILITIES
SUBSIDIZED BY AREZZO&CO UNTIL THEY CAN RETURN TO THEIR HOMES.

2. IMMEDIATE ASSISTANCE
DONATIONS OF BASIC FOOD BASKETS, CLEANING AND HYGIENE KITS AS NEEDED, AS WELL AS CLOTHES,
SHOES, MATTRESSES AND PILLOWS AND FINANCIAL AID FOR THE MOST SERIOUS.

3. PRODUCTION CHAIN, FRANCHISEES AND MULTI-BRAND CUSTOMERS
EMERGENCY SUPPORT FOR ALL SHOPKEEPERS IN THE STATE AND CREATION OF A CUSTOMIZED PLAN OF
MEASURES FOR SEVERELY IMPACTED PARTNERS.

4. FOOTWEAR SECTOR

THROUGH THE "NEXT STEPS RS" MOVEMENT, WE LED THE CREATION OF A FUND FOR THE RECOVERY OF THE
FOOTWEAR ECOSYSTEM OF RS, WITH ABICALCADOS, ASSINTECAL AND CICB BY OUR SIDE, IN ADDITION TO OTHER
ENTREPRENEURS IN THE CHAIN.
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TOGETHER TO REBUILD AREZ(Z:S

OUR ROLE HAS BEEN TO ENSURE THE SOCIOECONOMIC INTEGRITY OF OUR EMPLOYEES, THE COMPANY AND
OUR DIRECT STAKEHOLDERS

HOW CAN YOU HELP TOO?

FINANCIAL DONATION THROUGH PIX:

CAMPO BOM SOLIDARIO
CAMPOBOMSOLIDARIO@GMAIL.COM

CUFA
DOACOES@CUFA.ORG.BR

MISTURAI (POA)
09.154.647/0001-42

IGREJINHA
94.725.306/0001-59

STILL THIS WEEK, WE’LL INFORM THE PIX KEY OF THE “NEXT STEPS RS” MOVEMENT, WHICH WILL BE
EXCLUSIVELY DESTINATED TO THE FOOTWEAR CHAIN.
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AREZZO
CO

MESSAGE FROM MANAGEMENT - 1024
BRANDS AND CHANNELS HIGHLIGHTS
FINANCIAL HIGHLIGHTS

DEAL WITH SOMA GROUP UPDATES
Q&A

G puN
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AREZZO
DISCLAIMER CO

ANY STATEMENTS REGARDING FUTURE BUSINESS PROSPECTS AND ANY FORECASTS OF THE COMPANY’S
OPERATIONAL AND FINANCIAL RESULTS ARE MERE ESTIMATES AND FORECASTS AND, AS SUCH, ARE SUBJECT TO
VARIOUS RISKS AND UNCERTAINTIES, INCLUDING, WITHOUT LIMITATION, MARKET CONDITIONS, THE DOMESTIC AND
INTERNATIONAL ECONOMIC PERFORMANCE IN GENERAL AND IN THE COMPANY’S INDUSTRY. SUCH RISKS AND
UNCERTAINTIES CANNOT BE CONTROLLED OR SUFFICIENTLY FORECAST BY THE COMPANY’S MANAGEMENT AND
MAY SIGNIFICANTLY AFFECT ITS PROSPECTS, ESTIMATES AND FORECASTS.

ANY STATEMENTS ON PROSPECTS, FORECASTS AND ESTIMATES DO NOT REPRESENT, AND SHALL NOT BE
CONSTRUED AS, PERFORMANCE GUARANTEES. THE HEREIN PROVIDED OPERATIONAL INFORMATION, AS WELL AS
ANY INFORMATION NOT DIRECTLY OBTAINED FROM THE FINANCIAL STATEMENTS, HAVE NOT BEEN SUBJECT TO
AUDIT OR SPECIAL REVIEW BY THE COMPANY’S INDEPENDENT AUDITORS, AND MAY INVOLVE ASSUMPTIONS AND
ESTIMATES ADOPTED BY MANAGEMENT, AND MAY BE SUBJECT TO CHANGE.
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RESULTS AREZZO

1024
GROSS REVENUES ROIC
1Q24 1Q24 LTM RECURRING ROIC
+5.6% VS 1Q23 +12.5% VS 1023 LTM
+30.4% VS 1Q22 +52.0% VS 1Q22 LTM
DOMESTIC MARKET

RECURRING GROSS MARGIN

N 1G24 RECURRING GROSS MARGIN IN 1Q24
R$ 570M IN GROSS INCOME, +6.3% VS 1Q23

RECURRING EBITDA MARGIN IN 1Q24
RECURRING EBITDA
(#5.5% VS 1Q23)
16.2% EBITDA MARGIN FORE'GN MARKET
INCREASE IN RECURRING

RECURRING NET INCOME EBITDA MARGIN IN 1024 VS 1Q23

IN #7.7% VS 1023
NET MARGIN oF 7.3%
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HIGHLIGHTS AREZES

BRANDS AND
CHANNELS




GROSS REVENUES | DOMESTIC MARKET AREZZO
1024 CO

GROSS REVENUES BY BRAND GROSS REVENUES BY CHANNEL
(R$M) (R$M)

oTH AREZZO

1.285 +6% 1-359 ANACAPRI

+23% 12,0

/ 17,0
+23% 15%
1.042
1042 SCHUTZ
i AR&CO
. 252,0 288,0 FRANCHISES
191,0 E-COMMERCE

1Q22 1Q23 1Q24 1Q22 1Q23 1Q24
26% MULTI-BRAND
% change from 1Q23 % change from 1Q23
WAREZZO  +9% SCHUTZ  -3% #FRANCHISES  +1% OWN STORES  +14% OWN STORES
m AR&CO +11% = ANACAPRI +3% = MULTI-BRAND -4% = E-COMMERCE +19%
=49
OTHER +8% FOREIGN MARKET -4% FOREIGN MARKET i

ananananananan
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CORE BRANDS
AREZZO AND SCHUTZ

8.6% GROWTH VS 1023

ON A STRONG COMPARATIVE BASELINE: +13.4% (1Q23 VS 1Q22)

EMPHASIS ON THE GROWTH OF THE OWN STORES (+38%) AND E-
COMMERCE (+28%) CHANNELS.

GISELE BUNDCHEN STARRED THE BRAND’S FIRST GLOBAL LAUNCH, FOR
THE WINTER CAMPAIGN TITLED “ON MY WAY”. THE CAMPAIGN’S HANDBAGS
POSTED 57% TURNOVER IN MARCH (THE MONTH OF THE RELEASE).

THE AMELIA PUMPS POSTED SELL OUT IN EXCESS OF 22 THOUSAND PAIRS
AND 54% TURNOVER, SELLING OUT ON EVERY CHANNEL.

AREZZO  SCHUTZ  ANACAPRI piRviAN  ALME VANS

"OFF THE WALL"

AREZZO

PROGRESS IN BRAND STRATEGY REFORMULATION

BRAND STRATEGY REFORMULATION THROUGH THE BRANDING
PROJECT WITH MACSIOTTI AGENCY.

INFLUENCER AMELIA GRAY STARRED THE WINTER CAMPAIGN, CALLED
“ALL EYES ON” AND WITH ELEMENTS EVOCATIVE OF FEMININITY AND
SENSUALITY.

THE PUMPS CATEGORY POSTED 250% GROWTH AND SNEAKERS GREW
71%, BOOSTED BY THE BEST-SELLING ST-001.

SCHUTZ IGUATEMI DEFINED AS AN ISLAND OF EXCELLENCE, WHERE
WE IMPLEMENTED A SERIES OF INITIATIVES AND WE HAVE ALREADY
PRESENTED POSITIVE RESULTS WITH PERFORMANCE OF +13% IN THE
PERIOD ANALYZED

CO

Resecrval., Baw®  TROC  csrolesss Vicenza)  PARISTEMS 12



CORE BRANDS AREZZO
ANACAPRI AND ALEXANDRE BIRMAN Co

+2.9% GROWTH VS 1023 20.6% GROWTH IN BRAZIL VS 1023

ON A STRONG COMPARATIVE BASELINE : +22.8% (1023 VS 1Q22) +99.5% VS 1Q22

FRANCHISE CHANNEL WAS SUPPLIED AT THE BEGINNING OF 2024, IMPACTING ALL CHANNELS POSTED TWO-DIGIT GROWTH. EMPHASIS ON E-

GROWTH IN THE QUARTER. COMMERCE, UP 39% VS 1Q23.

THE E-COMMERCE CHANNEL BOOKED HISTORIC RESULTS, UP 52.4% VS DRESSING MORE THAN 15 CELEBRITIES, ALEXANDRE BIRMAN

1Q@23, REACHING 34.3% REPRESENTATIVENESS IN THE BRAND’S SALES. REINFORCED ITS GLOBAL POSITIONING IN THE AWARDS SEASON. THE
N BRAND GOT OVER 300 PUBLICATIONS AND REACHED OVER 50

FOR PHYSICAL STORES, ESTACAO ANACAPRI ATTAINED DE R$ 1 MILLION IN MILLION IMPRESSIONS.

SELL OUT. FURTHERMORE, THE BRAND HAS BEGUN ROLLING OUT MODEL

FRANCHISES.

VIRGINIA FONSECA STARRED THE WINTER CAMPAIGN. THE LAUNCH VIDEO
COLLECTED 4 MILLION VIEWS ON INSTAGRAM.

AREZZO  SCHUTZ  ANACAPRI g RVAN  ALME VANS =~ Reserval. Baw® TROC  caroiesss Vicenza)  PIRSTEHS 13
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BRAND ACQUISITIONS AREZ(Z:S
RESERVA AND VANS

+11.0% GROWTH VS 1023 1.8% GROWTH VS 1023

ON A STRONG COMPARATIVE BASELINE: +22.8% (1023 VS 1Q22) ON A STRONG COMPARATIVE BASELINE: +56.0% (1Q23 VS 1Q22)

THE HIGHLIGHT WERE B2C CHANNELS REVENUES, UP 16% VS 1Q23. THE THE BRAND POSTED GROWTH DESPITE A STRONG COMPARATIVE
CUSTOMER BASE PERFORMED EXCELLENTLY, +29% YoY. BASELINE. IN ADDITION, GROSS MARGIN EXPANDED MATERIALLY, AT

+3.8P.P - THE PRODUCT OF A PRODUCT MIX WITH A BETTER MARGIN.
CASA RESERVA, LAUCHED IN JANUARY AT SHOPPING MORUMBI, GATHER

FOR THE FIRST TIME, ALL RESERVA BRANDS, WITH COMPLEMENTARY IN JANUARY, VANS HAD A PARTNERSHIP WITH SKATEBOARDER
PRODUCTS FOR THE WHOLE FAMILY. IN ITS FIRST MONTH IN OPERATION, ROWAN ZORILLA. MARCH SAW THE RELEASE OF THE SPITFIRE
REACHED R$ 1.5 MILLION IN SALES AND 3.7 THOUSAND ITEMS SOLD. CAMPAIGN - BRINGING TOGETHER VANS AND ONE OF THE WORLD’S

MAIN SKATEBOARD WHEEL BRANDS.

THE KNU SKOOL LINE, CELEBRATING THE 1990S CLASSIC, WHICH
STOOD OUT AS A NEW BEST SELLER

"OFF THE WALL"
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BRAND ACQUISITIONS
VICENZA, CAROL BASSI AND INTERNATIONAL BUSINESs €O

+11.0% GROWTH VS 1023

EMPHASIS ON THE E-COMMERCE CHANNELS, UP 318%
FROM 1Q23, RECORD-SETTING QUARTERLY SALES

THE MULTI-BRAND CHANNEL ALSO PERFORMED
EXCELLENTLY, WITH 98% GOR GROWTH VS 1Q23.

Note: 1Q23 considers pre-acquisition managerial information on Vicenza.

AREZZO  SCHUTZ  ANACAPRI B IRVIAN

ADVERSE OUTLOOK IN THE US

ARZZ REMAINS UNDER IMPACT FROM THE CHALLENGING
US OUTLOOK. HOWEVER, PROFITABILITY IMPROVED,
WITH EBITDA MARGIN UP 295 BPS.

THE AREZZO BRAND HAS BEEN GROWING IN THE US
MARKET AND HAS ALREADY INCREASED ITS MACY’S
DOORS BY 20% SINCE THE MARKET RELEASE.

VANS

"OFF THE WALL"

ALMC ReserRval. Baw ®

TROC

AREZZO

CELEBRATING THE BRAND’S 10TH
ANNIVERSARY

THE BRAND’S GROSS REVENUES POSTED 16% GROWTH
VS 1Q23.

A SPECIAL COLLECTION WAS LAUNCHED REVISITING 10
OF THE BRAND’S ICON ITEMS.

LAUNCH OF THE 5TH CAROL BASSI-MARIA RUDGE
COLLAB TO CELEBRATE MOTHERS’ DAY.

ONE MORE CAROL BASSI OPENED AT THE FLAMBOYANT

MALL, IN GOIANIA.
Vicenza)  PARISTEXS 15
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EXPRESSIVE GROWTH ON

PHYSICAL STORES (FRANCHISES, OWN STORES) +
E-COMMERCE

(R$ M)
% VS PREVIOUS YEAR
1.617
1167 1.118
947 1.036
1Q23 2Q23 3Q23 4Q23 1Q24

v 9% GROWTH ON A +22% COMPARATIVE 2023 vs 2022 BASELINE

R$1.0B 9.4%

DTC SELL OUT 1024 SELL OUT GROWTH VS 1Q23

AREZZO  SCHUTZ  ANACAPRI piRvVAN  ALME VANS

"OFF THE WALL"

AREZZO
CO

v" SELL OUT E-COMMERCE: 15.9% GROWTH
VS 1Q23
v APPS TOTAL REVENUES: +20.5% VS 1Q23
v TOTAL TRAFFIC: +24.5% VS 1Q23

v" SELL OUT OWN STORES: 10.9% GROWTH
VS 1Q23

v" SELL OUT FRANCHISES: 4.8% GROWTH
VS 1Q23

Reserval. Baw ® TROC  caroLeassi  Vicenza)  PARISTENAS 16



SALES CHANNELS AREZ(Z:S

MONOBRAND
owN sTORES: R$288M (+14.2% vs 1a23)

FRANCHISES (SELL-IN): R$30OTM (+0.9% vs 1023)

+ MONOBRAND CHANNEL GROWTH OF 7.0% IN 1Q24 VS 1Q23

* HIGHLIGHT TO CASA RESERVA OPENING, AT SHOPPING MORUBI, SP, WHICH GATHERS TOGETHER, FOR THE FIRST TIME, ALL
WOODPECKER BRANS

+ PERFORMANCE OF FRANCHISE CHANNELS IMPACTED BY SCHEDULING EFFECTS

*+ IMPLEMENTATION OF AREZZO'S NEW ARCHITECTURAL PROJECT, WITH THE REMODELING OF THE IGUATEMI (SP) FLAGSHIP

MULTIBRANDS
R$322M -4.1% vs 1a23)

+ IMPACT DUE TO THE REDUCTION IN SALES OF RESERVA BRAND IN THE CHANNEL, FOLLOWING THE BRAND’S BRANDING STRATEGY

+ THE COMPANY'S BRANDS WERE DISTRIBUTED THROUGH 7,586 SALES POINTS (WITHOUT OVERLAP)

AREZZO  SCHUTZ  ANACAPRI i/kiiaN  ALME@  VANS = Reservat Baw®  TROC  carosassi  Vicenza)  PARSTENAS 77
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OMNICHANNEL HIGHLIGHTS

1024 REVENUES: R® 332M (#19.3% vs 1a23)

ToTAL TRAFFIC: 92M (+24.5% vs 1a23)

TOTAL REVENUES FRoM Arps: RS98M
(+20.5% vs 1Q23)

TOTAL APP’S SHARE ON E-COMMERCE REVENUES: 29.6%
E-COMMERCE TICKETS : #8.4% vsi1a23

DIGITAL SHARE ON PHYSICAL STORES’ SELL OUT: 59-8%

AREZZO  SCHUTZ  ANACAPRI g RMAN  ALME  VANS = Reserval Baw®

AREZZO
CO

R$269M

INFLUENCED SALES
(+8.7% vs 1Q23)

R$98M

TOTAL REVENUES

FROM APPS FOR
AREZZO&CO AND
AR&CO BRANDS

VOLUME OF
5,8M

CUSTOMERS ON
ACTIVE BASE

(ACTIVE BASE: PURCHASE IN
LAST 12 MONTHS)

TROC cAROLBASSI  Vicenza)

PARIS TEXAS
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AREZZO

INCOME STATEMENT et

Gross Revenues 1.358.586 1.358.586 1.285.947 5,6%
Net Revenues 1.072.182 1.072.182 1.025.291 4,6% EMPHASIS ON THE E-COMMERCE (+19.3%) AND
. OS(+14.2%) CHANNELS
coGs (505.325) (501.732) — (488.467) 2,7% EMPHASIS ON THE AREZZO (+9%) AND AR&CO (+11%)
Depreciation and amortization (cost) (1.e41) (1.641) (1.346) 21,9% BRANDS
Gross Profit 566.857 570.450 536.824 6,3%
Gross margin 52 9% 53.2% 52 4% 0.80 p.p RECURRING GROSS MARGIN: +80BPS
SGaA” (459.687)  (454.208) (419.914) 8,2% POSITIVE IMPACT OF THE INCREASED
% of net revenues (42,9%) (42,4%) (41,0%) (1,4 p.p) REPRESENTATIVENESS OF THE B2C CHANNELS, MORE
. THAN OFFSETTING THE CONTRACTION IN THE US
Il 27.2 22.4 4.484 %
Selling expenses (& 88) & 99) (304.484) 5,9 OPERATION'S GROSS MARGIN
Owned stores and web commerce (167.856) (166.155) (140.392) 18,4%
Selling, logistics and supply (159.432) (156.344) (164.092) 4,7%) RECURRING EBITDA MARGIN : +20BPS
General and administrative expenses (78.802) (78.111) (70.539) 10,7%
. o POSITIVE IMPACT OF GROSS MARGIN GROWTH
Other operating revenues (expenses) 1.793 1.793 1141 57.1% NEGATIVE IMPACT FROM ARZZ INTERNATIONAL,
Depreciation and amortization (expenses, (55.390) (55.390) (46.032) 20,3% DESPITE THE 3 P.P INCREASE IN GROSS MARGIN
EBITDA 164.201 173.274 164.288 55%
"+
EBITDA Margin 15,3% 16,2% 16,0% 0,2 p.p RECURRING NET MARGIN: +20BPS
Net Income s 78089 9103 7.0% POSITIVE IMPACT OF THE EFFECTIVE INCOME TAX
Net Margin 6,7% 7,3% 7,1% 02 p.p RATE (TAX EFFICIENCY)
NEGATIVE IMPACT OF NET FINANCIAL EXPENSE
AREZZO  SCHUTZ  ANACAPRI 5 RUiAN  ALME  VANS = Reservat Baw®  TROC  caroesssi Vicenza)  PIHISTENS 20
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ol AREZZO

25.3% RECURRING ROIC IN THE QUARTER

EBIT (LTM) 561.128 587.310 493.800 511.407 14,8%
+IR e CS (LTM) 36.594 37.202 (872D (10.289) (461.6%) - POSITIVE IMPACT FROM THE 24.6% NOPAT
NOPAT (LTM) 597.722 624.512 485.079 501.118 24,6% GROWTH VS 1Q23
Working Capital’ 978.733 1.140.312 1.007.566 1.007.566 13,2%
Accounts Receivable 902.621 902.621 743.011 743.011 21,5% * NEGATIVE IMPACT FROM THE INCREASE IN
CAPITAL USED, DUE TO HIGHER INVESTMENT
Inventory 920.200 920.200 842.526 842.526 9,2% IN OTHER LONG-TERM ASSETS
Suppliers (647.535) (647.535) (571.535) (571.535) 13,3%
Others (196.553) (34.974) (6.436) (6.436) 443,4% + WORKING CAPITAL AS A % OF NET REVENUES
Permanent assets 2.415.184 1.101.798 2.143.553 1.076.747 2,3% OF 20.0% (-2,8 P.P. FROM 1Q23)
Other long-term assets? 445,769 445,769 170.753 170.753 161,1% « WORKING CAPITAL (CHG. ON DAYS 1024 VS
Invested capital 3.839.687 2.687.880 3.321.872  2.255.066 19,2% 1Q23):
Average invested capital® 3.580.780 2.471.473  2.787.068 1.841.434 34,2% « ACCOUNTS RECEIVABLE: +6
Roic* 16,7% 25,3% 17,4% 27,2% * INVENTORY: -1

« ACCOUNTS PAYABLE: +1
(1) Working Capital: current assets minus cash and cash equivalents, deducted from current liabilities minus banks and
dividends payable.
(2) Minus deferred income tax and social contribution.
(3) Average capital employed in the period and in the same period in the previous fiscal year.
(4) ROIC: NOPAT of the past 12 months divided by average capital employed.

AREZZO  SCHUTZ  ANACAPRI g5 IRMvAN  ALME VANS  Reservai. Baw®  TROC  caroLssssl  Vicenza)  PARIS TEXAS
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CASH AND

DEBT POSITION

+ 1Q24 GROSS CASH POSITION: R$ 593 MILLION

« 1Q24 NET DEBT: R$ 506 MILLION, WITH 0.6X NET LEVERAGE (POST IFRS)

AREZZO
CO

« DEBT AGING: INCREASE IN LONG TERM DEBT, FROM 18.4% IN 4Q23 TO 32.0% OF TOTAL DEBT IN 1Q@24

Cash and Cash Equivalents
Total debt
Short-term
% total debt
Long-term
% total debt
Net debt
Net debt/EBITDA (after IFRS)
Net debt/EBITDA (before IFRS)

AREZZO  SCHUTZ  ANACAPRI

592.806
1.098.748
747.452
68,0%
351.296
32,0%
505.942
0,6x
0,8x

749.714
1.081.124
882.205
81,6%
198.919
18,4%
331.410
0,4x
0,5x

BIRMAN  ALME

783.068
1.060.093
663.004
62,5%
397.089
37,5%
277.025
0,4x
0,5x

VANS ReSeRrval

"OFF THE WALL"

NET DEBT AND LEVERAGE EVOLUTION

0,6
0,6
0,5
0,4 0,4
1Q23 2Q23 3Q23 4Q23 1Q24
NET DEBT «—=NET DEBT/ EBITDA (after IFRS)

NET DEBT/ EBITDA (before IFRS)

Baw ® TROC CAROL BASSI Vicenz a) PAHIS TEXAS 22
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STRATEGY FRONTS

FRONT

OPERATING MODEL
LEADERSHIP AND
CULTURE

SHAREHOLDERS’
REORGANIZATION

IMO - PROJECT AND
CHANGE
MANAGEMENT

VALUE GENERATION
AND ENABLING
FRONTS

BOARD STRUCTURE
AND GOVERNANCE

POSITIONING AND
BRANDING OF THE
HOLDING COMPANY

TECHNOLOGY /
SYSTEMS

DETAILING

Based on the Source Code and the Assumptions, establish the culture and modus operandi
between the Holding Company and the Business Units, bringing about the necessary balance
between autonomy and synergy.

Restructuring of Arezzo&Co with Vicenza and Carol Bassiand of Grupo Soma with Hering.

Structuring and managing the preparation of the integration between Arezzo&Co and Grupo Soma,
coordinating the integration activities and managing the work fronts, always taking care of change
management

Detailing synergies, breaking down integration targets and designing a macro capture plan
(Deliverables: Quantification of value potential, Targets & capture plan & Team mobilization). Plan and
manage the activities of the enabling fronts.

Define the new participants on the Board and design the governance (meetings, frequency, etc.).

Create the identity of the new group and concrete positioning initiatives.

Aligning the plans of the strategic and enabling fronts with the Technology roadmap, enabling
integration.

AREZZ0O
CO

O™

SUPPORT

B8 Integration

B8 Integration

B8 Integration

BAIN & COMPANY (®

EgonZehnder

24



STRATEGIC PILLARS

FRONT

OPERATING MODEL
LEADERSHIP AND
CULTURE

SHAREHOLDERS’
REORGANIZATION

TECHNOLOGY /
SYSTEMS

GENERATING VALUE

ENABLING FRONTS

POSITIONING AND
BRANDING OF THE
HOLDING COMPANY

BOARD STRUCTURE

AND GOVERNANCE

OBJECTIVES,
STRATEGY AND

DIAGNOSIS

MACRO
DEVELOPMENT
AND
IMPLEMENT A-
TION PLAN

MANAGEMENT

OF THEPLAN'S

IMPLEMENTA-
TION

DETAILING THE
IMPLEMENTA-
TION PLAN

CHANGE
MANAGEMENT

AREZZ0O
CO

BREAKDOWN OF
DEFINITIONS ON
THE ENABLING
FRONTS

INTEGRATED

MANAGEMENT -

Connecting

interdependencies

and managing
milestones

TACTICAL
COMMITTEE

B8 Integration

©) n1T

Em negociacao

©) NTT

Parcial
B8 Integration
BAIN & COMPANY (3 PMO
BAIN & COMPANY ()
tatil® TBD
TBD

EgonZehnder

BE Integration

BAIN & COMPANY (O

BE Integration

Integration

®© NtT

BAIN & COMPANY (¥

tatil®

NA

EgonZehnder

O™

S hesion IMPLEMENTATION

25



FRONT LEADERS AREZ<Z:8 JaeLaa =}

STRATEGICFRONTS

OPERATING MODEL, LEADERSHIP AND CULTURE 88 Integration

POSITIONING AND BRANDING FOR THE NEW HOLDING tatil®

BOARD STRUCTURE AND GOVERNANCE EgonZehnder

GENERATING VALUE * BAIN & COMPANY (&)

CORPORATE REORGANIZATION WAVE 1 (SOMA) 88 Integration

TECHNOLOGY / SYSTEMS ® nN1T

IMO - PROJECT AND CHANGE MANAGEMENT 88 Integration
BACK OFFICE OPERATIONS FRONT OFFICE/CORE

FINANCIAL, TAX, ACCOUNTING AND FP&A
LEGAL

PEOPLE

IT

INTERNAL AUDIT

26



IMO INSTANCES

Definition of the Source Code / North of the Operating
Model, Culture and implementation drivers.

It brings the vision of the medium / longterm strategy
of Arezzo&Co and Grupo Soma and makes strategic
decisions.

Elaborates the integration strategy, approvesthe
implementation plans of the Integration Leaders and
directs the decisions and critical points of the fronts

during the integration.

Proposes and coordinates the discussion of the integration
strategy, is the guardian of governance, plans the fronts with
the support of the IMO and ensures that the generation of value
is fulfiled in the execution of the project.

Supportsthe Integration Leader
with the planning and monitoring
of integration activities.

IMO

AREZZO + 5o
CO

SHAREHOLDERS' COMMITTEE

STEERING COMMITTEE

TACTICAL COMMITTEE

INTEGRATION LEADER == FOCAL POINTS BY BU

Ensures that individuals,

CMO teams and organizations
are engaged and
prepared.

Ensures the technical deliveries of Strategic Front Leaders

Enabling Front Leaders
(Arezzo&Co and Grupo Soma)

Technical Team
(Arezzo&Co and Grupo Soma)

the front, details the plans with the
Integration Leader and carries out
the integration within his front.

(Arezzo&Co and Grupo Soma
+ Focal Point Consulting)

Supportsthe Front-Line Manager in .
the execution of technical Technical Team

deliveries and integration activities (Arezzo&Co and Grupo Soma)
for their front line.
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IMO RITUALS

MEETING NAME

SHAREHOLDERS'

COMMITTEE

TACTICAL
COMMITTEE

1:1 WORKING
FRONTS

(ENABLINGAND
STRATEGCIC)

MEETINGS FOR
THE
EXECUTION OF
WORK FRONTS

SCOPE AGENDA

Source Code / North of the
Operating Model

Validation of integration guidelines,
assumptions and strategy

Define the Source Code / North
of the Operating Model, including
speed and culture

Guidelines, premises and integration
strategy

Integration Dashboard

Progress on the fronts (integration
strategy. main focuses, points of
attention and results)

Deliberations

Giving visibility to the integration
fronts so that strategic decisions
canbe made

Provide visibility of the macro
integration roadmap, discuss
impacts between fronts and
direct decisions and critical points
duringintegration

Roadmap for integrating enabling
and strategic fronts

Progress on the integration fronts
Pcoints of attention and
interrelationship between fronts

Build the first version of the
integration planin line with the
strategy, monitor the evolution of
the definitions, detail the plan and
monitor its implementation

Building integration plans
Updating the progress of
deliverables during the "design”
phase

Updating the execution of plans

Specific work/validation meetings that take place within the front (e.g.
synergy validation meetings, communication plan construction meetings,
etc). Consolidation of the status of the fronts in the integration and
identification of the connection between the fronts (including CMO and other
fronts) takes place on a 1:1 basis with IMO

AREZZO + 5o
CO

PARTICIPANTS FREQ. & DURATION

WEEKLY
+ Alexandre Birman and Roberto Jatahy (8 hrs - define
weekly
agendas)
+ Alexandre Birman and Roberto Jatahy
+ ClO: PauloKruglensky
* Holding Executive Directors
° WEEKLY
s clo (1hr - define
* BU leaders ad hoc
+ Int tion Lead weekly
ntegra |.on eader agendas)
* Focal points
* Members of the ad hoc consulting firms: Bain&Company,
EgonZehnder, Integration, NTT and Tatil
* Integration Leader
* Focal points
* FrontLeaders WEEKLY
* PMO (60 min)
+ CMO
* Members of the ad hoc consulting firms
* Integration Leader
* FrontLeaders WEEKLY
* PMO (60 min)
+ CMO ad hoc
Front Lead ACCORDING TO
- Technical Teams THE FRONTS'
NEEDS
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FRONTS OF ACTIVITY

’WE’RE HERE!
PREPARING THE CLOSING (CO)OPERATE CONNECT GO AHEAD
|

MODEL OF
OPERATION,
LEADERSHIP AND
CULTURE

POSITIONING AND
BRANDING OF THE
HOLDING

BOARD
STRUCTUREAND
GOVERNANCE

GENERATING
VALUE AND
ENABLING FRONTS

SHAREHOLDER
REORGANIZATION

TECHNOLOGY/SY
STEMS

IMO - PROJECT
AND CHANGE
MANAGEMENT

AREZZO
CO

CLOSING

O™

Diagnosis of the
operating modsl

Guiding principles of the model
(Brand days = Corp Dayls)

1=t strategy
presentation

Deepening the
possibiities of names

Adjustments and
feaedback rounds

1=t presentation

Strategy. Diagnostios
and Ambition

Datareque

Transfer of s

Audience Map

Communication plan
design

Governance
design
Definition of integration strategy and
assumptions

Choosing aname
(rou

I
I
I
lil’ar‘mer Alignment - Source Code
I

Professionals in

RetentionPlan / ILF NewCao
the positions

Interaction Model (RACI -
Detailing Bus Archetypes and Governancs — N1/N2) Roadmap  RLERENTTal= T4

| Strategy
| Approval

ds)
Dinner Awards

Expressions

Benchmarks, Structures,
Processes and Expertise
| Refinement and Implementation Plan

Detalled Recommendations

Diagnosis & Definition of potential & Capture Plan

(i — —

t Organization Structure

res and distribution centers from GMS to SomaBrands

Initial planning

Current operation diagnosis

Execution of the Pre-Closing Communication Plan
Preparation for D1 (Planning and Management) Next stage

Culture Diagnosis and Definition of the Transition Culture

Exescution of Governance

———————————————8‘-——

Next stage

NewCo - Roll-out

Brandbook

Hypercare NewCo
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ACTION FRONTS AREZ%S O

'l GENERATING VALUE AND ENABLING FRONTS

2024
Wave1 Wave 2 Wave 3 —
IMO
Expansion of footwear and accessories Reserva's cost
(Hering, Farm, NV, Cris Barros)
Logistics and Tax
Collection Models (Hering, Farm)

[oR

2 Marketing Investment Optimization
B

8

E GTM Multibrands (Hering) L

o G&A Optimization

s

=

o

o

[0}

—

£

Formalization of goals, capture plans and responsible parties: “How”, “Who”, “When” to
capture synergies

Inputs for the 2025 budget

Setup of tools to follow the progress of plans Tracking plans and capturing synergy goals
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INTEGRATION ASSUMPTIONS AREZZO + g

CO

Shielding the business, not bringing distractions and having as minimal friction as possible, taking care of
people and brands.

[ Eme L @kEms PRACTICAL APPLICATION

Each company is
UNIQUE

Being a GROUP,
interdependent

Strengthening
NEWCO

Develop CULTURE
and respect
subcultures

The MUST HAVE is to ensure
alignment, financial consolidation
and visibility of performance

Have a “minimal” MANAGEMENT
SYSTEM to ensure structured
interactions and to encourage BEST
PRACTICES

Preserving the IDENTITY and
REPUTATION of brands, platforms
and groups

Understanding the brand's
authenticity space and planning
integration moves

Use of Arezzo&Co's Tinancial reporting standards and development of the
necessary interfaces - processes and systems
BU CFO as “"guardian” of NewCo guidelines

Common management system with a deck of indicators that represents
commitments

Monitoring and signaling rituals that generate an action plan when necessary
Sharing of best practices, leveraging the companies' expertise

No “one size fits all” - Each BU will have an archetype that ensures the degree of
autonomy and interaction with the Holding Company

Holding company formed by the functions of CFO, COO, CTO and CHRO
Capture priority synergies

Communication plan to ensure that the merger impacts the brands and NewCo

The diversity that exists between BUs and brands will be valued.
The partners, Alexandre e Roberto, maintaining a process of co-construction
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INITIATIVES




FOOTWEAR AND ACCESSORIES

Deliverables

=== Collection guidelines,
y il sourcing matrix and
v = margin
'\T/" Potential and sell-in
«—0O—| model for Soma
\/l\- channels (mono/MM).
© Potential and GTM in the
[T17>| multi-brand footwear
channel

Work Fronts

Footwear & accessories
assortment plan.

Coordination of sell-in and
supply chain calendars

Supplying mono-brand
/MM clothing stores

GTM of the MM footwear
market

Business case &
implementation roadmap

AREZZO

CO

Data
request

Internal
inter-
views

Kick off
the work
front

Governa
nce
mobiliza-
tion

Supporting
NewCo for the
successful
launch of the
new Hering &
Farm footwear
collections at
the PULSAR
event

A

Kick-off

Formalize the
product
development
process between
Arezzo and Soma

Understanding the
collection's
assortmentand
distribution plan

Understanding the
sell-in collection
calendar between
brands and
channels

Benchmark line of
shoes &
accessories at
Reserva

A

Sponsors

Create coordinated sell-in/supply

calendars in different
channels/brands, footwear and
clothing

Full potential sales of footwear

Business case of the impact of the
footwear and accessories line on the
Farm and Hering brands:

- Volume guidelines by brand/channel
- Impact by brand/channel/region

& accessories in

current Farm and Hering brand channels (MM

clothing and mono-brand store

Calculate full sales
potential in the MM
footwear channel:
— Priority customer
segments
— Market share target by
micro-region

Update

ACB Sponsors

s)

Evaluation of service costs
by service level, brand and
channel

Structuring the commercial team &
commercial policies/incentives
— Commercial team by segment
— Setting targets and remuneration
structure for commercial teams
— Designing commercial policies for
tenants

A A

Update
Sponsors ACB Sponsors

- Proftability/cash flow

Define the
allocation of
results and
investments
between BUs

Macro

implementation
roadmap across
channels/region

Scope Selection
for GTM MM
Pilot

A

Sponsors

Update
ACB

O™

33



FULL POTENTIAL

AREZZO

co /O I

Deliverables

Acceleration of multi-
brand sales and Starting point diagnosis
adjustments to
commercial policy. Data
e S R request Mapping of the clothing market and Hering's market share
territories covered by
RC teams. Customer segmentation and diagnosis of commercial
Opportunity in the performance through a survey of the B2B customer base
Route-to-Market model Internal
e.g. digital vs. physical, . .. .
fetf) 2 i inter- Benchmarks of commercial policies vs. competitors
Value proposition and vViews . . : L
assortment opportunities Measuring the historical performance of territories and
evaluating the performance of RCs
Work Fronts Kick-off
Po:?f;’es'g" of Commercial Hering Kids assortment diagnosis List of iniciatives
Assort tbench s (pri q and impact
Co - e ssortment benchmarks (prices an
Guidelines for ‘right-sizing i . S
territories Tes_rl‘p products) with competitors Quantification of
el priority initiatives
) and Interviews/research with customers to
Review of the RTM model gover- understand their perception of the product
nance and brand
Assortment adjustments A A
Kick-off Sponsors Sponsors

A

SteerCo
(Diagndstico)

Definition of initiatives and
quantification of potential

Refining MM
potential

Estimate revenue
and contribution
margin impact for
the next 5 years

Redesign of current commercial policy
and quantification of results

Identification of the main RCs with _ _
performance gaps vs. peers High-level mapping

of investments

Definition of guidelines for reviewing _HEEdEd to
territories according to the territory implement
initiatives

covered, sales performance and
profitability of the RC

Evaluation of the Hering Multibrand RTM model

Evaluation of RTM models (e.g. digital vs. physical, RC vs.
own sales force) from a strategic and financial perspective (e.g.
customer satisfaction, cost to serve, etc.)

Detailing the most adherent customer segments by RTM
model proposed

A

Sponsors

A A A

SteerCo Sponsors SteerCo
(Politcs + Teritories) (Full Potential)

A

Sponsors
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IN SEASON RESPONSIVENESS

AREZZO + 5o
CO

Deliverables

Fashion/Core:
Reduction of concept-to- Mapping in-house production lead times and adjustments for new processes (by
store lead-time and in- Data producttype)
season reactivit .
g request Understanding the sourcing matrix and Assessment of raw material
_ supplier lead times requirements by product type

gssentlals: . - Evaluation of lead time flexibility in the Understanding the AS IS product_lon

ermanents- chain for raw materials/products process by product type/collection
Maximizing in-season (stages, lead time, people responsible,
volume and reducing Concept-to-store calendar mapping and bottienecks)
lead time for sourcing Internal lead time reduction levers » Evaluation of the main levers for

. ETs . Understanding of the AS IS process N
Redefining supply and and current bottlenecks, covering
commercial policies OTB, lead time, main stages and
with franchisees automatic replenishment
Diagnosis of the collection’s historical performance (Men's and Women's)
Kick offthe  « Evaluation of the portfolio's revenue/margin performance
Work Fronts work front . | ife cycle analysis and sell-through by category and fashion pyramid segment
* Understanding of full price management and use of markdown by category and
Diagnosis of the fashion pyramid segment
collection's performance * In-store product coverage and out-of-stock evaluation

Governan- = Identification ofleverage

Essentials classification Essentials product classification (summer/high summer)

ce points for improvementin )
Revision of the operational e collection management * Understanding the speed of sales by product
and production model tion + Review of product classification by fashion pyramid

Definition of newin-season segment

process and management A A A A A

p0|ICI95 Leadership Leadership Ugg:te Leadership Leadership
meeting meeting meeting meeting

Update
ACB

Definition of in-season OTB space and design of
process/calendar for repeats (Fashion/Core)

* Design of new process for h1 and identification of
“"repeat” products

» Design of production/sourcing process (fabric
reserve and capacity)

Redesign of the in-season confirmation process for
Essentials (in-house production) and pilot design

* Definition of in season execution process for
Essentials and identification of product performance

* Design of the production/sourcing process (fabric
reserve and capacity)

* Detailing of pilot plan for execution of new process

Review of permanentinventory policies

* Redesign of the Automatic Replenishment process

» Definition of inventory policies, with triggers and planned
inventory by production stage

Supply and commercial policy for franchisees

* Redesign of the supply process by product type for
franchisees

* Definition of rationale for change and potential
financial upside for franchisees

A A

Leadership Leadership
meeting meeting

Update
ACB
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GO-TO-MARKET
FARM AND HERING SHOES

FARM STAND - 3D

191 DEVELOPED SKU’s
13 PEOPLE ON STRUCTURE
15 REPRESENTATIVES

AREZZO
CO

O™

HERING STAND - 3D

155 DEVELOPED SKU’s
10 PEOPLE ON STRUCTURE
17 REPRESENTATIVES
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AREZZO
&CO

THANK YOU!
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