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ALWAYS ~ —_
EVOLVING, / ~60%

household penetration

TODAY ASSAC | gf in Greater s
~40M
U / customer flow
per month3
ﬁ The most

VALUABLE BRAND

Il n the countrydos retail
sector: R$ 12 billion 2

g@ THE LARGEST AND
MOST PRESENT

Brazilian food retalil
1 Abras and NieIsenIQ Homescan 1
2 Interbrand, Brand Finance CO m pany

and TM20 + Infomoney
3 One ticket equals 1.5 customers
4 NielsenlQ Homescan




ASSAI

WITH SALES 73

EXCELLENCE, 2025

WE DELIVER STRONG
REVENUE GROWTH

19%

(CAGR 1925)

73 8L 89

60

Revenue
Evolution

Assai Gross 3 O 3 9 4 6

R$ Billion
2019 2020 2021 2022 2023 2024 2025
TOTAL STORES 166 184 212 263 288 302
New Stores 22 19 28 610) 27 15 g}él'R(E)s
Conversions VEARS

47 17 2

(66 hypermarket conversions as announced in 2021)

Leverage 2.34x 3.85x 4.37% 3.80x 3.04x 2.56x



ASSAC6S CUSTOMER BASE | Sisu

WITH CUSTOMER SEGMENTS WITHIN INDIVIDUAL
AND CORPORATE PROFILES
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60

1 resident per
household
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o€ S9SN

Trends Consultancy w a
Study 2024 c
2|PC Maps 2021; &) 8
gon}%an)t/ gata ancri] 8” —
uallbest Researc HEH . . — .
3 3 Brazilian population3: AB=1%  C = 31%
U

3IBGE Data



o
HIGHLY PULVERIZED MARKET WITH A2aR

GROWTH OPPORTUNITIES

S0

Stores

Market Share
(Food Market Universe) 6% - 8% m
Assai

—

\

North
A5.7% 22 11.3%

Northeast w

2113.8% 22 23.5%

20% O 25%

C&C Midwest
20 10.6% 22 7.9%

-

Southwest
16.6% 2°2 14.9%

N

82

Stores

Food Market
Gross Revenue

R$1.0TO 1.3
TRILLION?

10

Stores

Southeast3 \
5330 2°2 42.4%

Other
Formats

75% 0 80%

Greater Sao Paulo \
[ ol 222 ] #1540 292 10.6%

Total GDP Population?

1ABRAS data; Nielsen;

2|BGE data
3SP (118 stores); RJ (41 stores); MG (9 storeahd ES (3 stores) ! 6
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ASSAI IS DEMOCRATIC IESeasy ASSAI

of Assai

AND IS THE custimers
ESSENCE OF =
BRAZIL AN | SOCIAL

4—
CLASS

In the regions where el

it operates, Assai

has a homogeneous c;’ Female
i/

penetration among

different sections of the
Brazilian populationl GENDER Other/Prefer not to say

Male

18 to 24

2510 29 61%

30to 39 63%

40 to 49

382

CLIENTS b
2=

PF
AGE

10nline survey conducted between August and December 2024, with a sample in G R O U P
the states of SP, RJ, MG, BA, PE, CE, MA, AM, and PA, in municipalities with the
presence of an Assaistore. N = 18,736. Respondents who indicated that they had
made a purchase on the network at least once in the 6 months prior to filling out
the questionnaire were considered Assaicustomers.

50 to 60

60+



THE CONSUMER ADOPTS STRATEGIES TO OVERCOME
THE CHALLENGES OF FILLING THE SHOPPING CART

1 22 3 / M

Shifts part of their Seeksnew Choose brands that Uses
consumption product work well pricing and :
toward lower - options promotional strategies different

priced categu buying
= - channels
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SAME PRODUCTS,
DIFFERENT BRANDS

PRICE DIFFERENCE

R$ 817.00 R$ 475.00




Our Regionalization Productivity
Culture

ASSAI|I DIFFERENTIAL
\ /




ASSAI The most remembered brand in physical and digital retall

ATACADISTA

-

‘Most NPS

recognizable Comparison

brick—an_d—morta_r 017 5005

E:P:ngl(%ltal retail 5 1 7 3 CONNECTION

(2 Branding Brasil Ranking WIT H C U STO M E RS

2024¢ Anacouto

.o Diverse channels,

million Largest retail million messages and media

38 customers on Instagram account 37 followers
WhatsApp in Brazil

Destination  Uber: most requested

of customers 1st destination in Brazil®

(@ Excluding airports
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| \  Engagementd

LIN2E A RS NBOz23Y

28. .
7= P 2024
Simplicity Customer-centric A
approach
9 & 82% 1
Passion for Commitment to We ioined th
Great e joined the
what we do results Place National Ranking
work of companies with
. '. ~ Certific:da more than
' ’ “’ Ago/2022 - Ago/2023 1 O 5 O O O
oRASL employees
Care for Our Ethics ploy

K People /

WGPTW




ASSAI IS PRESENT THROUGHOUT BRAZIL

AND FACES DIFFERENT COMPETITIVE
DYNAMICS IN EACH MARKET AND REGION

( DIRECTIONAD

(STRUCTUR}

13

Regional

Assortment, Pricing

Offices and Regional Communication
Distribution i 3 : 7 k
Centers suppliers, with
60% being
2 8 regional
Purchasing

Cells
DIFFERENTIAL
4 ASSAI
il REGIONALIZATIO




DIFFERENT
STORE FORMATS:

Ability to operate different models and
segments for different audiences 32

] 1
From 3-5 thousand sgm

112 stores Expertise
In operating

different store

f
) + ormats

thousand sgm

172 stores Layout
NUMBER P—— adaptation

O F S TO R E S 6.0 thousand sqm
A

Average area:
4.4 thousand
sgm

Average area:
2.3 thousand sgm

Upto 3 Informatization
thousand sqm of in-store
29 stores processes



)\ ¢

OPERATIONAL
EXCELLENCE
IN EVERY STORE

Ability to offer assortment
of products, services and
correct prices to meet
diverse consumers

Social Average household
Class? income?

A/B ~R$ 21 thousand

~R$ 11 thousand

~R$ 4 thousand

1Geofusion (IBGE + ABEP classification
Brazilian Association of Research Companies)

Top Selling
Brands by
Category

Jand Sep/25

Soft drink

Condensed
milk

Laundry
detergent

Mini bread
rolls

Congonhas

Coca Zero

Omo
liquido

Original

Italac

Brilhante
em po

ATACADISTA

Cidade Dutra

Assai
Teotdnio Vilela

ASSAI

ATACADISTA

~5KM

~8KM

~6KM

153



ASSAI

ATACADISTA

EXPANSION OF |
THE ASSORTMEN'E
AND IMPROVED
SHOPPING

EXPERIENCE

AIR CONDITIONING, il Gy, A e
LIGHTING, AMPLE = I
PARKING, INSTORE i
SERVICES, SELRECKOUT




| N FOOD RETAI L\ ARRAT

ASSAI IS THE LARGEST
SELSERVICE WHOLESALER

Sales Performancet?

(R$ Billion, 2024)

79

= LAl 5 11 1 10

A\ €7H rom RU Mart £ 2
ASSAI i:' mats O @  Gpa M g ML el

AAAAAAAAAA Carrefour

Varejo

1Excludes revenue from the wholesaledistributor format of Atacaddo and Mateus | Source: Adapted from ABRAS 2025 ranking (values refer to 2024)

1574



ASSAI

e AND I N THE
CASH AND CARRY SEGMENT

ASSAI HAS THE HIGHEST SALES PER SQM

(R$ Thousand/mz, 2024)

ASSAI Aenda # L2 DIAADIA SPANT IR /244

aaaaaaa
AAAAAAAAAA

1Excludes revenue from the wholesaledistributor format of Atacaddo and Mateus | Source: Adapted from ABRAS, ABAAS
18



BUSINESS MODEL
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Guarulhos Bom Sucess&P



Vitéria Aeroporto- ES

21



