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This presentation contains forward-looking statements related to the Company that reflect the current view and/or
expectations of the Company and its Management regarding its future performance, businesses and events. Forward-
looking statements include, but are not limited to, any statement that contains forecasts, estimates and projections
about future results, performance or objectives, as well as terms such as "we believe", "we anticipate", "we expect", "we
estimate”, "we forecast" and other similar expressions. These forward-looking statements are subject to risks,
uncertainties and future events. We caution investors that diverse factors may cause actual results to differ significantly
from these plans, objectives, expectations, projections and intentions expressed in this presentation. Under no
circumstances will the Company, its subsidiaries, directors, executive officers, agents or employees be liable to third
parties (including investors) for any investment decision taken based on information and statements in this presentation,
or for any damage caused by such decision, related to or specifically based on such information or statements.
Information about competitive position, including market forecasts throughout this presentation, was obtained through
internal research, market surveys, information available in public domain and business publications. This presentation
and its contents are the property of the Company and cannot be partially or totally reproduced or circulated without prior
written consent from the Company.



0@7 Addition of 1.2 million club members, reaching 3.1 million in June

Member base growth at clubs opened before the pandemic was 3.0p.p. vs. 1Q22. In July, member base reached 86% of Mar/20 level
In June, revenue per club at units existing before the pandemic reached 98% of Jan/Feb-20 baseline

RO 4 Focus on cost management allowed a level of cash cost per club, open until 2019, only 6.6% higher vs. Jan/Feb-20

In 2Q22, Other LatAm registered cash gross margin of 51.4% and EBITDA margin of 45.5%

EBITDA of R$121 million (+83% vs. 1Q22), with gain 6.9p.p. in margin and cash generation of R$197 million in 2Q22

(1) To enable comparison of the costs in 2Q22 with pre-pandemic costs (January and February 2020), we compared the evolution of “Cost Cash” of the units opened until 2019 in the respective periods.



DIGITAL PRODUCTS: Evidencing clients’ results, facilitating their experience and making them feel
that they are a part of it

5 TRAINING
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® of the app users used the functionality that |
Sessions per user in the App enables them to exchange one exercise for A,
(2Q22) another of the same muscle group.

Switch to the Black Plan
Those with a black plan have access to all the
network's gyms in Brazil and Latin America, can =

relax in the massage chair and can even take a
friend to train 5 times a month

Swith to the Black Plan

06/13/2022 to 07/30/2022

54%
of Smart Fit members

registered in app! It's convenient.

Besides marking an
exercise and how to
perform it, you can

i 4 8 = 4 8 change it if the Plan upgrades
' ® ! b equipment is not Made through Digital Channel
- available. (Member Area and Totem)
EVALUATION AT STORE & R g
& Abdugdo banda elastica

° 18.8% of the increase in % of members
who upgraded to the Black plan after

improvements
June vs. July 2022

(1) Base Date 2Q22



CONTINUOUS RECOVERY OF MEMBER BASE

Member base in 2Q22 reached 84% of the Mar/20 level, with growth across all regions and net
revenue from these same units of 94%. In July, the base reached 86% (+2 p.p.)

MEMBER BASE OF CLUBS POl il
g \'\a
(#000 End of Period) s .
Members in units existing before 0 0 0 0 (;..‘-_ 0 Net revenue reached 94% in
the pandemic % vs. Mar/20 0 61% 1% 6% s 84/0 8% 2Q22'vs. Jan-Feb/20

112%
109%
102%
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Total member base % 83% 3.069 3.158
2817 vs. Mar/20 % 69% 2.879 '
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Mar/20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 Jul-22

m Brazil m Mexico Others LatAm

(1) Considering clubs opened until 2019




Pandemic and macroeconomic scenarios influence the profile of resumption

MEMBERS IN PRE-PANDEMIC UNITS? ‘f} MACROECONOMIC SCENARIO
: How worried are you about your financial
- Brazil and Mexico were the worst @ ‘%.-' - situation?® (% worried)
. affected by COVID, losing ~10 p.p.
. more than Other Latin America Eden 12 merihe 11,3% 8.5% 7.5% 64% 63%
2Q21 Interest rate® 11,8% 5,0% 6,5% . 56%
A Interest rate in 12 M* 9,0p.p. 3,3p.p. 2,5p.p.
e (0 @
‘ =2
&9/ COVID SCENARIO
How worried are you about COVID?° Are you sure you won't have severe
(% of people worried) symptoms or even die if you get COVID?®
(29%) o 78% 79%
» 0% 53% 66%
/ 43%
(a2%) 0% 710, :
Brazil mMexico = Others Latam
\ » .‘ /a\
&€ (O @ & (2) -

» Higher inflation in Brazil linked to higher interest rates last year vs. Mexico and Colombia.
> In an external survey contracted by Smart Fit:
» [Economic situation: Brazilians and Mexicans are the most concerned about their financial situation.

» COVID: Brazilians are the most worried, with fewer people safe from not having serious complications with Covid.

(1) Number of base members same stores (Mar/20); (2) Inflation accumulated in the last 12 months, with base date Jun/22 — rate considered in Brazil is IPCA; (3) Official interest rate, base date Jun/22; (4) Delta interest rate in the last 12 months (Jun/22 vs. Jun/21);
(5) Results based on survey of 2,431 people, conducted by an external firm contracted by the company (1,386 Brazil, 520 Mexico and 525 Colombia)
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Strategy focused on performance and revenue recovery

LI

Health of Brand
« At 92%!, same number pre-pandemic

« Smart Fit won the Veja Sao Paulo magazine award

“The most beloved in Sao Paulo”2

TN Performance

« 2T22: Focus on ticket positive

« Campaign strategy focused on expanding audience
reach by leveraging the health and strength of the

brand (“Be the First Choice”).

Communication Strategy

A

* Visibility of the post-pandemic scenario allows the
resumption of planned campaigns and actions with

greater assertiveness

Revenue clubs opened before 2019 — Brazil3 @

(% vs. Revenue from the same units in Jan/Feb 2020)

+11p.p +8p.p +3p.p

79% 87% 0%
68%

4Q21 1Q21 20Q22 Jun-22

------------------------------------

In Jul-22, gain +2p.p. of members
in customer base of existing pre- :
pandemic clubs in Brazil

-----------------------------------------------

(1) June/22 / (2) August/22 / 3) Revenue from the same units considering gyms open until 2019 comparing each of the periods vs. January/February 2020 baseline
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Clubs opened until 2019 with record revenues vs. pre-pandemic (Jan/Feb-20), reaching 98% in
Jun-22 vs Jan/Fev-20

Evolution of revenue of clubs opened pre-pandemic!?

Performance in Jun/22 of clubs opened

R G ) — ore-pandemicl

2
¥ +8p.p. @ ‘ @' Others
(®) +5p.p. +4p.p. |4 = b
Others v 7T 90% 92% 120%
Latam PP // X\ % Revenue Jun/22 VYR 9478 o REVPR
’ 98% % Members 2Q22 75% 90% 102%
94% ATicket
87% 4p-P. L : /\ Ticket? +15p.p.  +2p.p. . +18p.p.
Members
Ticket
84%
Members 'l.'.-:...,. ....... ST
....... . In Jul-22, gain of 2p.p. in
: volume in member base
1Q21 2Q22 Jun_22 ----------------------------------------------------

In clubs inaugurated up to 2019, revenue up 7p.p. vs. 1Q22, reaching 94% of pre-pandemic levels. The expansion occurred in a combination of
ticket (+4p.p.) and members (+3p.p.), with Brazil being the main highlight, with an increase of 8p.p. in the quarter.

> In June, this same clubs reached 98% of pre-pandemic levels, with all regions posting above 90%.
8

>

(1) Revenue of the same units considering the gyms opened until 2019 / Impact of delta ticket in the net revenues of Jun/22 in the units opened until 2019



W 2022 expransion
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Addition of 140 gyms in the last 12 months reaching 1,121 units, +14% vs. 2Q21

EVOLUTION NUMBER OF GYMS

20Q21 vs. 2Q22 1Q22 vs. 2Q22
é é 140 R — 3}
- (+14%) (+3%) v
: S 1.121
981 289
217

(RSK

20Q21 1021 20Q22
= Brazii m Mexico Others LatAm
2021 1Q22 20Q22
Own 746 857 879

Franchises 235 233 242

Addition of 31 clubs to the network,
22 owned (34 openings and 12
closures) and 9 franchises

6 Considering the Smart Fit brand,
34 units were added to the
network (43 additions and 9
closures), 25 of which are owned
and 9 franchises

a Of the total number of Smart Fit

clubs added, 18 are in the Other
Latin America region
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VARIATION IN REVENUE (R$M) EVOLUTION OF REVENUE (R$M)
........ +11%
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77 | 361
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2021 2Q22 1Q21 2021 3Q21 4Q21 1Q22 2Q22
Brazil Bl Vexico Others LatAm

Net revenue of R$689 millions in 2Q22, growth of R$346 millions vs. 2Q21, due to the return of monthly fee collections, a 53% increase in
average membership at clubs and the 18% expansion of the company’s own network.

Compared to 1Q22, net revenue increased by 11%, with a highlight to Mexico (+15% vs. 1Q22) due to the 13% increase in the average customer
base per gym in the period and the expansion of its own gym network.
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VARIATION IN CASH GROSS PROFIT (R$M) EVOLUTION IN CASH GROSS PROFIT (R$M)
............. +15%
v
........................ 39’6%
38’0% ........................
............. +248% e 273
33.8%; 237
273 e — o
34,6% 127,9% 185
129 229% 124
79
79
2021 2Q22 1021 2021 3Q21 40Q21 1Q22 20Q22
Cash Gross Profit | Cash Gross Margin

Cash gross profit reached R$273M in 2Q22, an increase of R$194M vs. 2Q21, with gross margin of 39.6%, expansion of 16.7p.p. vs. 2Q21, due
to the strong increase in revenue and cost management.

Compared to 1Q22, cash gross profit increased 15%, with an expansion of 1.6p.p. in margin. In the quarter, SmartFit's cash gross margin
expanded across all regions vs. 1Q22, due to the continuous increase in average revenue per club combined with strong cost management.

In the Other Latin America region, the 2" largest operating region, cash gross margin returned to historic levels, reaching 51.4%.
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VARIATION IN EXPENSES (R$M) EVOLUTION OF EXPENSES (R$M)
........... (2%)
............... +80% v v
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g7 100 . 1
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G&A | Sales Pre-Operating
Selling, general and administrative expenses totaled R$157M in 2Q22, R$69 million higher than in 2Q21, due to the increase and normalization
of administrative and selling expenses incurred to attract more members.

Compared to 1Q22, expenses represented 22.8% of net revenue, a dilution of 2.9p.p. in the quarter, as a result of the 11% growth in revenue
and the 2% reduction in expenses.

Selling expenses were also diluted as a percentage of net revenue of 1.1p.p. vs. 1Q22, representing 10.3% of net revenue for the quarter,
impacted by the continued recovery in revenue per club.



VARIATION IN EBITDA (R$M) EVOLUTION OF EBITDARSM)
......... v83%
............ +R$ 135M v
17,6%
2 ST
121
121 ........................
10,7%
6,6% 66
’1 08% 36
(14) 4
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2021 2Q22 1Q21 2021 3021 4021 1Q22 2022
EBITDA ....EBITDA Margin

EBITDA reached R$121M in 2Q22, an increase of R$135M vs. 2Q21, the 4! consecutive quarter of EBITDA growth.

Compared to 1Q22, EBITDA increased 83%, with an expansion of 6.9p.p. at the margin, due to the increase in revenue combined with the dilution
of costs and expenses, evidencing the high operating leverage of the business.

EBITDA in Other Latin America region reached 45.5%, returning to historic levels.
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Strong cash position of R$2.8 billion and staggered debft profile

CAPEX (R$M)

....................... 3204
+R$ 68M i
281
213 -
5
235
192
20Q21 2Q22
Expansion Maintenance Innovation and Corp.

Expansion capex totaled R$235 million in 2Q22, supporting
34 openings of own clubs and also clubs under construction.

1H22 the maintenance capex was R$49M, close to its
normalized level

Financial leverage ratio at 0.6x due to strong cash position

NET DEBT (R$M) AND NET DEBT / EBITDALTM !

6,7Xx

smairt

381
78 178
-0,2X o 0,3X —0.6x
(287)
1Q21 2021 3021 4021 1Q22 20Q22
Net Debt Net Debt /EBITDA LTM
DEBT PAYMENT FLOW 2 (R$M)
707
504 535
258

2022 2023 2024 2025 2026 2027 2028

(1) The “Net Debt/EBITDA” indicator uses the definition of net debt and EBITDA of the Company’s debentures / (2) “Gross Debt” is defined as short- and long-term loans, financing and leasing of equipment with financial institutions;
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' GUIDANCE 2022 smart fit

By the end of 2022, Smart Fit’s clubs base will be over 1,225 units, with at least 965 of its own clubs

Own Clubs >1.010 >065 (45) (4,5%)

Franchise Clubs 250 260 10 4 0%

» Due to the growing increase in interest rates in all operating regions and the strong discipline in capital allocation, the construction of some of
its own clubs that would be inaugurated in 2022 was postponed.

» Postponement of part of the disbursements preserving the strong cash position.

» Conviction of the continued consolidation of the company's leadership position in the Fitness sector in Latin America, given the solidity and
competitiveness of the business model.
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(1) “Previous Guidance” according to the Material Fact disclosed by the company on 11/10/2021 referring to the “Projection of Academies for the Year 2022” (2) “New Guidance” According to the Material Fact disclosed by the company on 08/10/2022 referring to the “Revised Projection of
Academies for the Year 2022”
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