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Disclaimer

This presentation may contain certain forward-looking statements and information pertaining to Banco Santander (Brasil) S.A.
(“Santander Brasil") and its subsidiaries, which reflect the current views and / or expectations of Santander Brasil and its management
regarding its business performance and future events.

Forward-looking statements include, without limitation, any statement that may predict, forecast, suggest or imply future results,

performance or achievements, and may include terminology such as “believe”, "anticipate”, “expect”,
“potential”, “will likely result”, or others that have similar meaning.

" "

estimate”, “could”, “forecast”,

Such statements are subject to numerous risks, uncertainties and assumptions. We issue a warning that a number of significant
circumstances could cause actual results to significantly diverge from the plans, objectives, expectations, estimates and intentions
expressed herein.

We do not undertake any obligation to update or revise any forward-looking statements, whether as a result of new information, future
developments or otherwise. In no event shall Santander Brasil, as well as any of its subsidiaries, affiliates, shareholders, directors,
officers, employees or agents are in no way responsible for third parties (including investors) for any investment or business decision or
action taken in reliance on the information and statements contained in this presentation or for any consequential, special or related
damages.

Aside from other considerations stated in this presentation, the following factors, among others, could cause actual results to differ
materially from the forward-looking statements or historical performance. Our ability to compete effectively will depend on changes in
consumer preferences and financial circumstances of our consumers and competitive conditions in the markets in which we operate,
changes in economic, political and business conditions in Brazil; government interventions leading to changes in the Brazilian economy,
taxes, tariffs or regulatory environment; our ability to compete successfully; changes in our business; our ability to successfully
implement marketing strategies; our identification to business opportunities; our ability to develop and introduce new products and
services; changes in the cost of our products and operating costs; our level of indebtedness and other financial obligations; our ability to
attract new customers; inflation in Brazil; the devaluation of the Brazilian Real against the U.S. Dollar and interest rate fluctuations;
current or future changes in laws and regulations; and our ability to maintain existing business relationships and create new relationships.
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Highlights

Net

. N\

+0.2 p.p. +0.3 p.p.

-0.4p.p. -2.5p.p.

. Net interest
proflt income
R$ 3.7 billion
(-5.2% QoQ) Fees
(+9.8% YoY)

Cost
of risk
ROAE
16.44 Expenses
(-1.1p.p. QoQ)
(+0.8 p.p. YoY) Efficiency
ratio

Decline in the quarter
due to market NIl

Fees expanding in a
diversified manner

Impacted by the
macroeconomic environment

Strong cost
control agenda

Best ratio of the last
3 years
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g’ Building a more solid and
resilient operation

&’ Strategic levers as a
management compass

i’ Obsession with the continuous
transformation of the customer
journey




___ Customer Centricity

8

Yokok
NPS
Individuals
Yokk
NPS
Companies
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One App | CIP (Customer interaction platform)

/1. /miltion

customers (+7% YoY) tlJ 245 conversational flows

based on Open Finance

clJ 2.3x higher conversion
in personalized interactions

335 million of active

customers (+5% YoY)

Y °
Ino'u&o ,.‘
comeca agora

clJ 2x greater interest
in contextualized campaigns

+20% YoY of

customers with primacy The bank of all accounts

) clJ “Trazer dinheiro”, consolidating flows
6l pOIntS without leaving the Santander app
+10 pointsin 2 years
lJ New payment experience,

transfers and payments in a single place

47 points

+14 points in 2 years . Tap-to-pay PIX via Wallet

delivering more everyday convenience

Digital experience to
boost primacy

Hyper-personalization
231

100 123 48%

17% 22%

Dec/23 Dec/24 Jun/25

Personalized interactions
=—@=— Customer convertion (base 100)

Innovation that generates
satisfaction
Payment journey NPS

85 86
Dec/23 Dec/24 Jun/25

+17 points for PIX NPS
since December 2023



___Business

Consumer Finance | The largest and most digital

Loan portfolio Highest insurance
R$ billion 6% penetration rate, +14 p.p.t
835 87.4 Contributing as an
75 4 important lever for fees
Leader in electric vehicle financing
Jun/24  Mar/25  Jun/25 with 50% market share

l Cards | Key lever for transactionality

Credit turnover
Base 100

13% growth in average spending

in the quarter?!

129 N
115 Focus on high-income customers, who

— hold 55% of our retail portfolio?

Simplifying the portfolio to
better serve customers

6M23 6M24 6M25

& Santander

(5) Among banks and independent administrators.

4 SMEs | Full revamp of the business

We “stepped out of the bank” to get

Revenue evolution ) s
closer to clients, 4x more visits

Base 100
112

° Focus on revenue diversification,

100 103 fees growing above NI

+9% YOY in active customers

+29% specialists 4
6M23 6M24 6M25

&) Premium Bonds and “Consércio” | Diversification

“Consorcio”: Commercial acceleration
through new sales channels

Revenue evolution
Base 100

S Prem“irggB I Product with the highest number
- of award in the market®
109 128 ‘ Premium bonds: customized
100 .
offering for each customer
100 104 Success in originations via the digital channel

6M23 6M24 6M25 +140% sales growth in 2 years

(2) In 1 year. (2) Refers to the Select segment as a share of the individual retail loan portfolio. (3) By specialist, compared to the previous model. (4) New model implemented in Feb/24.



___Technology-driven efficiency

/Digital transformation...
s

With global convergence
and competitiveness gains

-’

Culture of productivity and
operational excellence

...creating the best experiences

Investments in technology

Base 100
128
112 =@=—Technology
100 =@=—_thers
103 103
6M23 6M24 6M25

2 -54% number of products?
&) -23% ininfrastructure expenses?

@ -11% in cost to serve the mass income3

/

Optimizing the store network...

Combined experience of
digital, physical, and remote

[-_[j__] Store as a convenience channel

)
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...to provide the best customer experience

Strength of the digital channel

Base 100

o 138 2.4X more
chatbot

100 interactions?!

86
64
6M23 6M24 6M25
—@=—Digital sales —@— Store visits

[g] -7 p.p.in non-commercial dedication at stores?
& +36% in sales per store4

@ -24% decrease in store expenses*

. J

(1) Since Dec/23. (2) In 3 years. (3) In 1 year. (4) In 2 years. (5) Chief of Data & Artificial Intelligence Officer.

/ ®

Al-oriented culture...

Acceleration of cultural transformation
Intensive and cross-cutting use

) Dedicated CDAIOS structure aligned
with the global strategy

...with focus on the business

Code modernization with Al usage

Base 100
97% higher
299 accuracy
13/ 98% reduction in
development time
1Q25 2Q25

&3 +399% rise in chat productivity through the use
of Al, with +58% in the mass income segment

@ Using Al reduces pitch time for investment
advisors from 30 minutesto 1

° y
7
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Loan portfolio and Funding

Individuals 248,660 -1.5% 248,932 -0.1% Demand deposits 49,068 -2.7% 39,159 25.3%
Consumer Finance 87,403 4.6% 75,450 15.8% Saving deposits 53,884 -1.6% 57,980 -7.1%
SMEs 78,835 1.1% 70,922 11.2% Time deposits 377,344 -1.1% 395,408 -4.6%
Corporate’ 124,597 -5.8% 143,199 -13.0%  Repo products® 10,441 -16.7% 15942 -34.5%
Total! 539,496  -1.2% 538,502  0.2% igf}:{)ﬁ:ﬁg’ss@(ﬁg A"")”gre Ginoes 81337 38% 81384 -0.1%
Private securities and guarantees 136,027 0.0% 127,090 7.0% Financial bills and others® 71,753 -2.9% 52,533 36.6%
Expanded Portfolio 675,523 -1.0% 665,592 1.5% Total 643,827 -1.2% 642,406 0.2%

(1) Disregarding the exchange rate effect, corporate loans portfolio would have fallen by 4.0% QoQ and 12.4% YoY. Total portfolio would have fallen by 0.7% QoQ and grown by 0.4% YoY.
& SCIntCI ndel' (2) Backed by debentures. (3) Includes notes secured by real estate and COE.



Revenues

NII 2025 x 2025 x Fees 2025 x 2025 x
(R$ million) 2Q25 1Q25 2Q24 2024 (R$ million) 2Q25 1Q25 2Q24 2Q24
Client NII 16,127 1.9% 14,493 11.3% Cards 1,483 4.4% 1,328 11.7%
Product NIl 15,453 2.3% 13,883 11.3% Current Account Services 939 4.3% 887 5.9%
Volume 599,342 -1.0% 588,235 1.9% Insurance Fees 1,027 -0.1% 992 3.4%
Spread (p.a.) 10.75% 0.24 p.p. 9.81% 0.94 p.p. Credit Operations 454 0.1% 578 | -21.5%:
y L_12.0% _:
Working Capital 673  -6.1% 610 1049  Sccurities Brokerage and 353  -11.3% 441  -19.9%
Placement
Market NII (730) n.a. 258 n.a. Asset Management 433 4.6% 381 13.5%
Total 15396  -3.3% 14751  4.4% Asset management and 152 1.2% 150 1.2%
pension funds
"Consorcios" 281 6.5% 231 21.5%
Spread p.a.
Collection Services 290 4.5% 302 -4.3%
10.49% 10.51% 10.75%
9.81% 9.89%
l Others 227 -7.8% 273 -17.0%
Total 5 204 13% 5182 ' 0.4%!
2024 3024 4Q24 1Q25 2025 ° : ° :
L +3.0% !

& S(]ntCI ndel' T 7 Disregards 4,966/21 effects.



Cost of risk and Delinquency

Recurring loan loss provisions and cost of risk

NPL 15 - 90 days

R$ million

3.7% 3.7% :
._—.\35%/./‘

2024
I e
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3Q24 4Q24

I Recovery of written-off loans

1025 2025
I cost of risk - 12Mm°3

5.6%

5.3%
o O 4.1% 4.0%
3.5% 3.6% jz%/*-. I Total
® S
%
2.0% 1.9% 2.2 Corporate and
1.6% 1.6% : — 0SS
Jun/24 Sep/24 Dec/24 Mar/25 Jun/25
NPL over 90 days
4.2% 4.2% 4.3% 4.3%
- ’ - ’ . ) e 4.0% | individuals
3.2% 3.2% 3.2% 33% 3%
O ® o> ° —9 ] Total
1.9% 1.8%
1.6% 1.7% 1.6%
Corporate and
— ’ — Lk
Jun/24 Sep/24 Dec/24 Mar/25 Jun/25

(1) Annualized semiannual cost of risk. (2) Disregards additional provision of R$ 1,930 million. (3) The cost of risk disregards the effect previously mentioned.
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Expenses

General expenses 20Q25 x 2Q25 x .. .
(R$ million) 225 Joes 2% 5024 EXpenses and efficiency ratio
Administrative 2561  -04% 2531 129  Remillion
- 3%
Personnel 3,033 4.9% 2,979 1.8% 39.3% 38.9% 38.0% - 26.8% I Efficiency
o— — ®- ratio
== o
Total Expenses 5,594 -2.9% 5,510 1.5%
Depreciation and Amortization* 819 0.5% 805 1.7%
6,769
: 6,573
Total 6,412  25% 6314  1.5% 6,314 6.457 6,412 } Denreciation and
Amortization!
General EXpenseS | Administrative
R$ million EXpenses
6,314 132 (35) 6,412
6.2% 0.8%°
- 2,079 3,026 3,306 3,189 30831 1 persomne
2Q24 Expenses with expansion of  Recurring 2Q25 2Q24 3Q24 4Q24 1Q25 2Q25

the business and Technology expenses

& S(]ntCI ndel' 1) Excluding 100% of the goodwill amortization expense of R$ 66 million in 2Q25, R$ 82 million in 1Q25 and R$ 85 million in 2Q24. (2) Variations relative to the same line of the previous period. 12



Results

(R$ million) 2Q25 222522 2Q24 2%2522
Net Interest Income 15,396 -3.3% 14,751 4.4%
Fees 5,204 1.3% 5,182 0.4%
Total Revenues 20,600 -2.2% 19,933 3.3%
Allowance for Loan Losses (6,862) 7.4% (5,896) 16.4%
General Expenses (6,412) -2.5% (6,314) 1.5%
Other Operating Income/Expenses (1,928) -9.3% (2,535) -23.9%
Tax Expenses (1,334) -0.5% (1,369) -2.6%
Others 137 14.4% 88 55.3%
Profit Before Taxes 4,201 -11.5% 3,907 7.5%
Taxes and Minority Interest (542) -38.9% (575) -5.7%
Managerial Net Profit 3,659 -5.2% 3,332 9.8%

& Santander

2Q25 Highlights

ROAE
-1.1p.p.vs 1Q25
16 4% +0.8 p.p. vs 2Q24

Cost of risk

+0.2 p.p. vs 1Q25
3 . 9% +0.3 p.p. vs 2Q24

BIS ratio
+0.7 p.p. vs 1Q25

0
15.0% +0.6 p.p. vs 2Q24

CET1
+0.5 p.p. vs 1Q25
1 1 . 6% +0.4 p.p. vs 2Q24

13
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Takeaways

Quarter highlights

and expectations

L Obsessive focus on the primary relationship
and satisfaction of our clients

L Unified and multichannel journeys,
featuring a new app with the best

payment experience

L Technology as our major lever for
transformation and efficiency

L Business evolution focusing on profitability
and active portfolio management
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