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VISION

be the most

desired brand
N Latin AMmerica

for celeprating
special moments



we exist to fascinate
our customers by offering

MISSAO the best experience when

choosing the

perlect gill



iNvestMmeant

WTAYAY



VIVARA AT A GLANC

ABSOLUTLE
LEADLER

IN BRAZILIAN JEWERLY
MARKET

20.1%

MARKET SHARE®

ion on March 31,2024

SOLID RESULTS IN A SUCCLESSFUL

BUSINESS MODEL

RS 2.8Bn

2025 Gross Revenue

GROSS REVENUE

BY PRODUCT
Joias 489%
Life 36.3%
Reldgios 12.1%
ACessOrios 2.4%
Servicos 0.5%

20

R$479.6M

23 ADJUSTED EBITDA

(21.9% LEBITDA MARGIN)

(

R$369.2M

2023 NIE'T INCOME
16.9% NIZ'T" MARGIN)

4006

POINTS OF SALE®

33.818 sqm

SALES AREA()




Prolitability 'Track record

High rates of return Brand with 60-year
and operating history
mMmargins
Posilioning
Resilience

Wild spectrum of
customers, with a product
oortfolio serving all stages
of a person’s life

ANcient sector
with a history
of resilience

Market ‘ Competition
Potential for Fragile competitive
consolidation in a highly environment, with few

fragmented market structured players



moment of

KNnowledge
& CONSOLIDATION




Pioneer in the jewelry segment

1982

Ist store Opening of Manaus plant
([downtown SP) o stores in Sao Paulo city

196 1992

iNamall



EXPANSION

generates
new paradigm

in the markel




2000 2007  20ll

1St store in 15t own prand Opening of Own e-commerce
Northeast Watches store no. 100 olatform

1t store Market Creation of

1993 20032010 - 2012



2016 ¥ SEARCH FOR
A tion
2023 45 B N

U
A M AND FOCUS

! 0n growlh



2016 2020 2022

Biggest expansion
L olan (+61 stores) and
PO empsrgiLTent mMigration of the
factory to a new plant
Start of COVID pandemic, 60 years of
omnichannel acceleration of the history

2019 2021 2023



Sroad

POSITIONING

| Customer
Social Class B
A- B C+ ASC
up Lo 20
years

Gender

7,4%
5 21 to 30
11,5% years
Age
Group

41 to
50
ycars 26,9%
o
A 31 to 40
Women years

2.0 million active customers
(+16.9% vs 2022)



POSITIONING

“ BRAND FOR LIFE ' rerception

Vivara's diversified portfolio covers all stages ol a customer’s life — from birth to adulthood
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Birth Childhood Youth Marriage Adulthood



POSITIONING

Silver and

black sapphire
R$590 Y v

Democralic

Silver and g S

black sapphire
R$990 -
d@okﬂagﬁ éﬁﬁdﬁhﬂ
lamonas /
R$3.690 -2/

Silver and
black sapphire [ v 1

R$3.990

all

wallel
S1ZES

.- Leather, gold and
Ixclusive black diamond

R$4.390

Products for

~ Rose gold and

< diamonds
R$32.450

- Rose gold and

diamonds
_ R$22.390

= Goldand
\-m* d|am0ﬂd5
&;, V' R$15.390

LLuxury

Rose gold and

‘ } black diamond
\6/ R$10.990

| ack L
G ang lac Aspirational

R$7.590



MARKET

Writing
instruments

R$ 4.0bn

Walches
R$ 3.3bn

Source: Internal Data.

[.eather items

R$ 5.5bn

Market Share

Personal Accessories
Market

Brazil L'TM
(March/24)

Jewerly

R$ 14.3 bn

R$%
27.1bn



MARKET Vivara Jewelry

9.5%

Life by Vivara
7.0%

Other Players
79,9%

Other Categories Vivara
’ 3.6%
Jewelry

Markel
Brazil .'TM

R$ 14.3bi

(+6.2% vs mar/23)

Source: Internal Data. Considers Vivara's total revenues, not excluding watches and accessories.



COMPETITION

g
B 2 |

Plavers with less than w

L.O% market share §

Numerous : \
plavers,
but with insignificante
market share

Sourlcle: Estimated data for other players as of March 2024. Considers Vivara's total revenues, not excluding watches and accessories.



COMPETITION

Strong polential for consolidation
segments that can still be explored

é High-l-nd Middle
R$ 3.0Bn: R&B 94 Bn: R$ 1.9Bn:

High-end VIVARA and LIFLE. Small jewelers with

- jewelry and : : limited portfolio and
L J Regional brands and without o

LLow knd

- designer o olavers. with seale for weak store
i brands. highly ll]cUOl p.awlb* Wi }sgae Ol experience
. fragmented nationwide operations

Source: IBGE - PNAD (Continuous National Household Sample Survey) 2020 and POF (Consumer Expenditure Survey) 2017-2018
Source: Social Classes: FGV Indices and Tendéncia Consultoria 2020.
Internal Data.



RESILIENC

VIVARA's performance

no correlation with behavior of Brazil's GDP

Crescimento Faturamento VIVARA

e (Crescimento PIB
37,7%

24,8%
19,0% & 21,2%

11,4% 12,9% 92%  9,8%

2,6%

2/1% -4,1%
3,0% 13%  1,8%  11% 46%  29%  2,9%

0,5%
' -3,5% -3,3%
-10,2%

2013 2014 2015 2016 2017 2013 2019 2020 20217 2022 2023

Source: GDP (Cross Domestic Product): IBGE.



' COROFITABILITY
high operating margins



PROFITABILITY

Behavior of gold does not influence company's capacity

Gross Margin to turn the operation profitable

% g o 68.1% 68.1% 68.5% 6% 68.9%  69.3%
£ 056397870 %==(g 5z ==00H 6 =66 % 67.6

50.0%

-1.7%

-7.1% -7.3%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

VIVARA Gross Margin «@=(0|d - Average cost variation RS/gr



PROFITABILITY

EBITDA Margin

22.4% 22.1% 23.2% 23.2% 207% 206 218%  21.9%

20.7%  20.8%

2014 20175 2016 2017 2018 2019 2020 2021 2022 2023

VIVARA EBITDA Margin e=ges|PCA



OP

406
owned points
of sale

Governance of sales
force focused on
conltrol and
management

Intensive training and
competitive
compensation model|

NPS
93

“TRIPOD

Verticalized
mode]

80%
of production
in-house

10,000m?
buill area

3.5 million
picces manufactured
iN 2023, unders strict

quality control

Aspirational
communication

Absolute
Top of mind
IN the sector

Accessible luxury with
scale and agility in
reproducing trends

Single Purchase
journcy






VIVARA

WATCHES

IFRAGANCLES




VIVARA

(1) Base-date: March 31, 2024

Concept of Aepirational Diversified
democratic com?numcafi oroduct
luxury o oortfolio

Class Average price!l):

A+ Lo B- RS 2.100




The brand that Silver Jewelry

sets out to DIversified that invites the
oroduct
Make each . customer to tell
. portfolio .
- oerson unigue their story
= and special
>
~ Class Average price!l):
3 A toC+ RS 340

(1) Base-date: March 31, 2024 VIVARA



Classes
A+ 1O B-

Exclusive
design and
Nigh quality

(1) Base-date: March 31, 2024

VIVARA

WATCHES

2 Oown brands

and over 15 Avera(%y)é
third-party %%%io'
orands
Perfumes,
leather Average
accessories, Rriice
glasses, pens, R$390

jewelry boxes
etc

VIVARA

ACCLESSORIES




O I RATEGIC




EXPANSION

VIVARA 87T ORES

Founded in 1962, it currently has
2610 stores across Brazil

(1) Base-date: March 31, 2024

Offers a comprehensive
portfolio of products in stores
Mmeasuring approximately

90 m?

r$1.201

average tickety

40,8%
penetration in mMalls across
Brazilll




LIFE BRAND

launched in 2015, Life Stores target a voung and casual public, with the
focus on product display and simplification of the shopping journey

[ MPOWERMENT

a brand in a strong pace of growth

(1) Base-date: March 31, 2024

131

stores!

70 m?

average store size

rR$445

average ticket!!

20.5%
penetration in Malls across
Brazilll



RCGANIC EXPANSION

EVOLUTION OF STORES
VIVARA and LIFE

ootential for
openetration N
mMalls across Brazil

= 509

262 )
I/ Vivara stores

221

197 72

[75 E 35%

33

167

TOTAL 1ol | ife stores

6
) 2 -

13
208

m Vivara = Life



DIGITAL
R$4 39 million

2023 Digital Sales

EVOLUTION OF
DIGITAL SALES

2.788 mm

2.300 mm

1.842 mm

1.490 mm

320 mm 306 mm 439 mm

2019 2020 2021 2022 2023

Vendas digitais mmmReceita bruta -—s=Share de vendas digitais

CATEGORY MIX
IN DIGITAL SALLES

40,1% \

37,7%

2023

2,7% Dy
19,5%

Joias m Life mReldgios Acessorios



MULTIPLE

OPPORYI UNITIES GEOGRAPHIC

EXPANSION

POSITIONING potential expansion in

Latin America
High-end jewelry and

G END designer brands,
~ R$2.5 bn Nighly fragmented

fragmented markets.
with similar landscape
Lo the Brazilian market

Vivara and Life,
Regional brands
and Nno major

MIDDL L | th
~ R$8.0 bn P ayerg Wi
national scale
Portfolio New
ADIACENT Lxpansion Calegorics
Small regional jewelers
LOW END with Iimi?:ed pcﬁrtfolio CATEGORIES in existing at the same
= RSL5 bn and slightly store categories positioning

experience



FINANCIAL




NET REVENULE
&£ $8S

. 12.6% .

CAGR

2, 187/mm

1,844mm

1,1777mm

997t 1,060mm 1,048m

2.8% [ 55 i °°*
I 12.2%

953miI

2016 2017 2018 2019 2020 20217 2022 2023

mm Net Revenue  =—==SSS (Stores + e-commerce)



GROSS PROETT
& GROSS MARGIN

13,2%

CAGR

T1,576mm

1,270mm

2016 2017 2018 2019 2020 2021 2022 2023

mm Gross Profit  —==Gross Margin



ADJUSTED EBITDA
& ADJUSTED EBITDA MARGIN

12.3%
CAGR

480mm

40Tmm

272mm

246mm

220mm

2% 2%
22 1% 23.2 23.2

20.6%

2016 2017 2018 2019 2020 2021 2022 2023
mwm Adjusted EBITDA  ==—Adjusted EBITDA Margin



20.3%

T0Tmm

0.6%
2016

22.7%

2017

CAGR

2018 2019

mwm Net Income

14.0%

2020 2021

—=—Net Margin

36Tmm

2022

369mMm

2023



LAST QUARTERLY RESULTS

Main Key Ratios (RS, 000) 1Q24 1Q23 A% 24vs23
Gross Revenue (net of returns) 574,859 487,500 17.9%
Net Revenue 444,590 391,628 13.5%
SSS (physical stores) 9.6% 7.4% na
SSS (physical stores + digital) 9.4% 11.4% na
Gross Profit 302,990 272,586 11.2%
Gross Margin (%) 68.2% 69.6% -145 bps
Adjusted EBITDA 57,247 58,045 -1.4%
Adjusted EBITDA Margin (%) 12.9% 14.8% -195 bps
Net Income 35,809 38,571 -71.2%
Net Margin (%) 8.1% 9.8% -179 bps
Operational Cash Generation 145,563 8,040 1710.5%




The statements contained in this release related to the business outlook, operating and
financial projections and growth prospects of Vivara SA. are merely projections and as
such are based exclusively on the expectations of the Company's management
concerning the future of the business. Such forward-looking statements depend
substantially on changes in market conditions, the performance of the Brazilian

economy, the industry and international markets and are, therefore, subject to change
without prior notice.

All variations presented herein are calculated based on numbers in thousands of reais,
as well as rounded figures.

INVESTOR RELATIONS
Otavio Lyra - CEO & CFO
Melina Rodrigues — IR Director
Caio Barbuto — IR Manager
Nicole Caputo — IR Specialist

E-mall: ri@vivara.com.br



VIVARA

ri@evivara.com.br
ri.vivara.com.br/em/



mailto:ri@vivara.com.br
https://ri.vivara.com.br/en/
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