


Legal Disclaimer

The following material is a presentation prepared by C&A Modas S.A. (“Company”) and may
include statements that represent expectations about future events or results.

The information contained in this presentation reflects only the expectations of the Company's management and
was prepared based on assumptions and information currently available. Forward-looking statements depend
substantially on market conditions, government regulations, the Company's performance, the industry and the

Brazilian economy, among other risk factors included in the Company's Reference Form. Operating data may affect
the Company's future performance and may lead to results that differ materially from those expressed in such
forward-looking statements.

Additional unaudited information or information not reviewed by auditors contained herein reflects the Company's
management's interpretation of information from its annual and quarterly financial statements and their respective
adjustments, which were prepared in accordance with market practices and solely for the purpose of a more
detailed and specific analysis of the Company's results. Accordingly, such considerations and additional data must
also be analyzed and interpreted independently by shareholders and market agents, who should make their own
analyses and conclusions about the information disclosed herein. No data or interpretive analysis performed by the
Company's management should be treated as a guarantee of performance or future results and are merely
illustrative of the view of the Company's management regarding its results.

always together with the Company's annual and quarterly financial statements and other
documents and information made available by the Company, considering this
presentation for informational purposes only.
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Ready for the next
growth cycle

Marcos Grasso
Chairman of the Board




185 YEARS

Sneek, Netherlands, 1841

Clemens and August Brenninkmeijer

anos de @ no Brasil



Proven
execution of
Energia and
new 2027-30

strategic cycle

Paulo Correa
CEQO, 20 years at C&A




Constant
Evolution,

the same
Purpose

A new
sustainable
development curve

Revenue growth

Fashion Tech Energia & New cycle 2027-30

Impacting people so that
they can be whatever they iy
want to be through fashion 2019 2024 2026 2030

_




@04 Ambition for the 2024-26 Energia Cycle

Significant growth in apparel
sales/m?

focus

increase » Annual customer Push & Pull C&A Pay

spending penetration

o New Renovation of New store
regaln »

openings existing model
stores



Energia &
2024-2026
Goals,
Results, and
Learnings

Theme Target Result
Growth pace of growth N
Productivity lsgféiageer 2 0 0
anc s @ @
Product reyond worenswesr @ @
:?)\él/esltore Launch Energia Store Q Q
Supply iﬁrﬁ&ﬁtﬁh@aﬂf e o
Frequency Increase by 20% Q 147% growth
C&A Pay Reach 35% 287%

penetration

penetration

penetration



Consistent Execution of the Energia Cycle
Energia has accelerated our growth

#1

Total Net Revenue (R$ million)

m GI’OWth N
+19% fashion retail

7983 8.014

‘ U 1 2023 - LTM 2Q26, apparel

71.637

6.719

+30.5%

7.244 Apparel Net
Revenue total

growth

2023-LTM 2Q26

2023 2024 LTM 2T26

- Apparel




Consistent Execution of the Energia Cycle
We increased our productivity

Net Merchandise Revenue per m2 (R$ thousand/m2)

(amd +29.4%

11 6 12 3 12,3 Apparel net

revenue per m2
2023-LTM 2Q26

102

1,5

2023 2024 2025 LTM 2126

- Apparel - Others

Note: Excludes stores opened between 2024 and 2026.



Consistent Execution of the Energia Cycle #20
we grew With higher pl“OfItabllltY Consecutive quarters of

apparel gross margin

Merchandise Gross Profit per m? expansion

(R$ thousand/m?2)

(ss0%) +1.5pp

~ 60 Merchandise
6,2 — gross margin
5,2 2023-LTM 2Q26
g B 34.7%
| + o/ /OPP
Apparel gross profit

LTM 2726 oer M-
2023-LTM 2Q26

2023 2024

- Apparel




19%

: Net revenue

-nergia
improved 47 b
OUr key Merchandise gross margin
HLELE]L
Indlcators Zgjbufted EBITDA
between 2023
and 2Q26 LTM .
1.5xY 0.2x

Leverage reduction



Important Advances

across all strategic pillars drove
C&A's transformation under Energia

THE CUSTOMER IS EVERYTHING

Products
& Categories

+35-45% growth in core
categories and +80% in
complementary categories

Omnichannel
Journeys?

Launch of Energia Store

+16 new stores

Brand &
Relationship

+13pps NPS

#1in brand awareness
and consideration?

C&A Pay

+6pp penetration?
Break even

Delinquency under

Technology
Commercial Intelligence Hub
Al in decision-making

Data structuring

+1.5pp apparel gross margin +32 renovated stores control
. RFID
+1,900 area renovations +100 Di onst New CRM model
+4pp product quality NPS SPEISION STOTes Hyper-personalization
Electronics discontinued New Site & App
+4pp share of Digital
Meritocracy Reinforced

Strengthened
People, Culture & ESG ‘ leadership and

‘ Product circularity

performance cultural rituals
succession
i i 1 o +4.7pp +76% Adi
Financial strength ‘ +19% Revenue Merchandise gross +15pp ROIC 76% Adjusted EBITDA
margin

1. Data refers to the period from January 2024 to 2025. 2. Data refers to the period from January 2024 to 2Q26.



Energia Drivers:

Category Improvement

Category renovation to
improve product display

Product area improvements

Electronics discontinued,
with no friction for customers
and maintaining growth

Swap from Electronics to Beauty
Net Revenue in R$ million

~R$ 650M
2023 2024 2025 2026

Il cletronics

B Beauty



Energia Drivers:

Launch of the Energia Store model
and restart of a robust renovation

program

New stores Renovated stores'

Note: Data refers to the period from January 2024 to 2Q26.

New concept and Private Label

C&A Pay reached 28% share,
closing our Private Label gap

C&A Pay share

% of sales

28%

2021 2022 2023 2024 2025 2026



Strengthening of our Leadership

Experienced leaders and leadership renewal , blending
career C&A executives and market experts

Paulo Correa

CEO C&A Brazil
20 years at C&A

Fernando Brossi Laurence Gomes Carol Borghesi

VPO ti d Jodo Souza VP CFO and IR VP People, Cult d ESG
perations an , , an eople, Culture an
Financial Services 8?#521‘6(riommeraal 3years at C&A 3years at C&A
20 years at C&A Formerly Renner, WEG, Formerly Carrefour, Tok&Stok, Dafiti
15 years at C&A SLC Agricola

(C&A Trainee 2011)

Thiago Amorim
Head of Strategic Planning

Cecilia Preto

Filipe Albuquerque
Marketing Director P N 9

New Business Director

Bruno Ferreira

Technology Director 1year at C&A Tvear at C&A 3years at C&A
14 years at C&A Formerly Heineken, Y Formerly Boston Consulting
. F |
KraftHeinz, BRF ormerty Group

Hering, C&A(C&A Trainee 2011)




Strengthening

AN A
Of the management \KAélell-established Consistent
odel S governance

+30 simultaneous projects
as part of Energia with the

creation of the
Transformation Office

b >3

Investment Agile execution
discipline



We have made
progress,
but there's still

much to be
captured




We are in a new scenario, with
greater complexity

Greater competition for the customer's wallet, with less
disposable income for apparel and growing
competition from traditional and cross-border players

ol

Technological revolution and greater use of Al, with a

D)
7 . . . . . .
% search for frictionless journeys, including Agentic Commerce
= A more omnichannel customer, who seeks the store as an
5 experience and not just a place to shop

Shift in supply dynamics, with greater competitiveness from
imports and environmental concerns

@

Shift in the labor market, with reduced working hours
and greater competition for talent

FO




Proven
execution

of Energia has
transformed us
and made us
stronger

We are ready to
accelerate value
capture and develop
new growth paths




New strategic cycle

Begins with greater execution and investment
capacity and room for new growth levers

1) Store renovation Development of

o0l and new openings new businesses
Development = . .

— of new financial Qi\ Digital
products

~R$ 3 Bn

Cash generated by the Energia cycle




FULL POWER

Enhancing Energia's Vectors and New Growth Levers

Brand
S
X Omnichannel : : Store New
% Product Journey Relationship Expansion Businesses
O
Technology

Enablers

Logistics and Supply

People and ESG



Our Ambitions for the 2027-30 Cycle

Brand

Product Omnichannel Relationship Store New Businesses
i Share gain in all Journey More frequency, spending ExpanS|on ACE and
o categories Increased productivity and base 60-80 new complementary
> e C&A stores businesses
- +Speed 100-120 Energia Store Hyper-personalization
*; +Quality renovations Loyalty
o . .
5 +Assertiveness 60- 80 Dispersion stores C&A Pay and testing of
15% omnichannel sales other products
3x more omni customers
Technology Competitive advantage | +Productivity +Intelligence +Return on capital
2
= o 4o
0 LogIStICS and Regionalization +Proximity +Speed +Investment efficiency
e Supply
c
L
People and ESG New capabilities Strengthening Circularity

culture



The strength
of our brand as
a growth

engine

Cecilia Alexandre

CMO, Tyear at C&A,
+25 years of experience




Full Power
Ambition

Be the
oreferred anad
most beloved
fashion brand
among our
customers

Strengthen the
relationship to
generate more
recurrence,
engagement
and value




¢
)
We have developed
N K J ® °
RN capabilities during
4 ;‘M’ \.;i‘:z; ;’ jm’ -
| H’I}' ‘!:b Qg;l”f b

the Energia cycle
that enable us to
achieve our
ambition

" -////,é’f"jfﬁ?i




We have deepened our understanding
of who she is and what she seeks

Income profile
A-, B, C+

Average ticket
of the category

12X

ourchase frequency per
vear (total market)

62% shop online as
much as in-store

Our customer is passionate about fashion
and uses this universe to express herself
and at the same time feel safe

The fashion
she buys

Basic, functional
and “safe”

. 4

Versatility

The fashion
she consumes

Trends,
whatever isin
right now

. 4

Repertoire
DESIRE



We know
our customers deeply

Every day, over 1 million
customers choose to be at C&A

+340 +19M Omni
Stores Active
customers




We are the
first brand 98%

, Brand
that comes to mind awareness

among target customers
in the comparable
segment

lconic Brand

50 years in Brazil I

Source: KANTAR, BHT, Customer Recognition, Q2 2026, +500 customers.
(1) Question: Which of the brands below do you prefer?
(2) Question: Considering the following brands, which would be your first choice?




