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As afirmacdes contidas neste documento relacionadas
as perspectivas da administracao sobre os negdocios da
M. Dias Branco sao meramente tendéncias e, como tais,
sao baseadas exclusivamente nas perspectivas da
administracao sobre a continuidade de acdes do
passado e presente, e em fatos ja ocorridos. Essas
tendéncias nao se constituem em projecdes e nem
estimativas, e podem ser alteradas substancialmente
por mudancas nas condicdes de mercado e nos

desempenhos da economia brasileira, do setor

e dos mercados internacionais.

» youtube.com/rimdias ri.mdiasbranco.com.br @ ri@mdiasbranco.com.br
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Receita Liquida

(R$ Bilhdes)

{ 3T25 ’

2,8

+16% vs. 3724
+2% vs. 2T25

{ oM25
-/

7,7

+8% vs. 9OM24

Volume
(Mil ton.)

4£83

+15% vs. 3T24
+6% vs. 2725

EBITDA
(R$ Milhoes)

1.334

+1% vs. 9OM24

+39% vs. 3T24
-8% vs. 2725

824

-2% vs. 9OM24 /

Lucro Liquido
(R$ Milhdes)

+73% vs. 3T24
0% vs. 2725

502

+7% vs. OM24
\_ /

Geragdo de Caixa
(R$ Milhoes)

8X maior que 3124
+28% vs. 2725

1.227

+194% vs. oM24
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_ No 3T25, os mercados de biscoitos e massas cresceram em Valor
i DiasBrenco—  \Jendido na comparacido com o 3T24 e 2T25

INFORMACOES DOS MERCADOS DE BISCOITOS E MASSAS

24y, BISCOITOS MASSAS

3T25vs. 3T25vs. t"fl‘
3T24 2T25

3T25vs. 3T25vs.
3T24 2T25

Valor

Valor
Vendido +3% +5% Vendido +6% *+2%
Vol Vol
Vendido &% &% I I@ Vendido +3% +3% I
Unidades

Unidades
Vendidas -5% +4% Vendidas +4% +3%

Preco Médio Preco Médio
I@ Rsikg)  T8% #1% I I@ (R$/Kg) *3% -1% I

Fonte: Nielsen — Retail Index. Total Brasil. INA+C&C.




- Terceiro trimestre consecutivo de
Y Dias Sranso— crescimento da Receita Liquida

RECEITA LIQUIDA (R$ Bilhses)

Crescimento Ano contra Ano




> No 3T25, receita liquida de R$% 2,8 bilhoes, +15,8% vs. 3T24 e +2,2%
\./ vs. 2T25, com crescimento dos volumes. Nos 9M25, crescimento
A/@/agmeo—— . . .
de 8%, com mais volume e preco médio maior

P Receita Liquida Volume Vendido Preco Médio
[e] (R$ Bilhoes) (Mil Ton.) (R$/Kg)

\
P P I __________ *(+15%/| -—- Ir _________ -H+‘I%I o= T
% N 3 I \__,’ ~ \~_‘, ~
f_»{\+87°/l ‘ | pPE f_’(+‘|% l : RS (™ +7% |
~__-" I N I ~__-" | _ \ I ~__-"
: | ™ +6% | | : M -3% | |
' IS 1.334 | | T |
72 1.7 , 1.3231. :
1

% | '
I 419 431 394 457 483 I 57 58 56 6'05.3 5,45.3

PM249M25 1 3124 4124 1725 2125 3125 OM24 9M25 | 3124 4124 1725 2125 3125 9IM24 9M25




. No 3T25, a Receita Liquida cresceu dois digitos
i acSencs = nos trés grupos de categorias

Receita, volume e preco 3T25 3724 Var.% @ 2T25 Var.% @ 9M25 9M24 Var. %

Volume de vendas (mil ton) +15% +6% 1.334 1323 +1%

Preco médio (R$/kg) 5,8 5,7 +1% 6,0 -3% 5,8 5,4 +7%

Receita Liquida (R$ milhdes) 2.784 2.404 +16% 2,723 +2% 7717 7074 +8%
Produtos Principais* 2160 1860 +16% v 2127 +2% «/ 5969 5605 +7%

Moinhos de Trigo e Refino

, o 483 419  +15% VvV 455 +6% 1356 1217 +11%
de Oleos vegetais

X

Adjacéncias™* 141 125 +13% V' 141 0% 391 35] +11%

Er T ¢ = oodl *Biscoitos, Massas e Margarinas;
™ X9 **Farinhas, Farelo e Gorduras Industriais;
***Bolos, snacks, misturas para bolos, torradas, saudaveis, molhos e temperos.




PRODUTOS
PRINCIPAIS

Biscoitos, Massas e
Margarinas

-
A/@/mgmw——

Em 2025, organizamos nossa estrutura comercial

FOOD
SERVICE

Moinhos de Trigo e
Refino de Oleos
Vegetais

em quatro Unidades de Negédcios

PRODUTOS
SAUDAVEIS E
SNACKS

®

INTERNACIONAL




PRODUTOS
PRINCIPAIS Crescimento consistente

Biscoitos, = .
Massas e i " de receita em 2025

Margarinas ' .o "

Foco em sell-out com mais presenca
no PDV

Aperfeicoamento do plano comercial
trimestral

Acoes de marketing e trade marketing,
fortalecendo a presenca das marcas

2024 m 2025

10
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Terceiro Trimestre Consecutivo de

FOOD SERVICE wCrescimento da Receita Liquida (R$MM)

Farinhas, Farelo e

> 1 455 483
Gorduras Industriais | e 417 F F
< o o o

7
,4/ 9/4&8!14/;&0—

Vsolugées para suas receitas 1T 2T 3T
: m 2024 02025

Abordagem segmentada por
canal (ex. restaurantes, industrias,
padarias, pizzarias, etc.)

Ampliacao de distribuidores
especializados, alcancando
novos pontos de venda

Nova abordagem de
marketing, com
monitoramento do mercado,
parceria com influenciadores e
projeto portas abertas

12



MASSAS

Share Volume* (%)
Total Marcas MDB no Uruguai

24,4

TAGLIATELLE

Dez/24 ®WSet/25

*Fonte: Scanntech.

CASERA CON < BN :
ESPINACA * FRER T

BISCOITOS
Share Volume™* (%)
Total Marcas MDB no Uruguai

15,0

Dez/24 ®Set/25

(Ur 1guai)

icipacao d
( g{‘* em

do mais vz
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ADJACENCIAS

Bolos, snacks, misturas
para bolos, torradas,
saudaveis, molhos e

temperos

Terceiro Trimestre Consecutivo de
Crescimento da Receita Liquida (R$MM)

127 125
929

4 & (13

1T 2T 3T
2024 m 2025

PRODUTOS DE ALTO VALOR AGREGADO

chocolate chocolate , chocolate

(ErrooD) | ETFOD)Y (FirFooD) |

14
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y No 3T25 vs. 3T24, no mercado, aumento de aproximadamente 17%
M. DiasBranco— do 6leo de palma em délar, em contraponto ao recuo do trigo em
doélar de cerca de 13%

3T25 vs. 3T25 vs.

/\
: 61 60 3724  2T25
(I\/\Défjl)iéﬁ/\lés) 55 56 55 96 RS 58 57 98 57 56 55 54 5.4
-2% -4%
¢2 TRIGO
V5" MERCADO 266 263 260 256 o5, oon ops 236 242 247 934 232 229 233 297
(US$/TON.) —~—

-13% -3%

OLEO DE e -
é v 1.35329¢ 1497 1 355 1.3781.362 | ogy o 1:342 1,342 1.390

1.255 1.23
MERCADO 1.143 1.173 o o
(US$/TON.) 1077 +17% +10%

Jul-24 ago-24 set-24 out-24 nov-24 dez-24 jan-25 fev-25 mar-25 abr-25 mai-25 jun-25 jul-25 ago-25 set-25

Fonte: Délar médio - Banco Central; Trigo - SAFRAS & Mercado; Oleo de palma — Rotterdam.




o

o

Margem bruta de 32,4% no 3T25. A reducao vs. o 3T24 deu-se,
sobretudo, pelo aumento do éleo de palma, enquanto a reducgao vs. o

2T25 refletiu a queda do preco médio, superando a diminuicao dos
custos fixos e variaveis
3,0 3,0 3,0 3.2 3.1 28 3.1
Custos varidveis* — = —o o—29
= R ° ° -
1,1 1,1 1,1 1,1 1,0 1,0 1,1
-0~ Custos fixos* @ @ @ O— -9 O——=—=0
(R$/kg)
Mot 32,9% 33.5% 477 32,3%
Preco Médi AN
O fesomsde (57) (s8)
“sem incentivos. 3124 4124 1125 2125 3725 OM24  9M25




O aumento no SG&A vs. o 3T24 é fruto do maior volume vendido. Na
comparacao com o 2T25, além dos maiores volumes, houve maior
investimento em marketing e trade marketing, em linha com o plano

Despesas administrativas e com vendas (SG&A)
(% da Receita Liquida)

B0% oae BA% 08y 221% 23,5%
553 480 516 565 [E3[3 1.686
R$ MM R$MM R$MM R$MM R$MM R$ MM

3124 4124 17125 27125 3125 OM24

22,1%




EBITDA de R$ 318 milhdes no 3T25,
l/@/mgmao— margem EBITDA de 11,4%

14,3% s 127% 11,4%

9,5% /.37
Mg. EBITDA (% o/‘\/ —®

-0

EBITDA 355 345 318

(R$ milhdes) 229 161 -

3124 4724 1725 2125 3125

+39,0%

vs. 3T24, com
11.8%  10,7%
— —0
843 824
9M24  9M25




Lucro Liquido de R$ 216 milhoes no 3T25, +73% vs. 3T24 e estavel
l/@lmgmw— vs. 2T25

o 71% 79%  1,8% 65% 6,5%
Mg. Liquida (%) 5,2% 31% o—©O
470 502

Lucro Liquido
(R$ milhdes) 177 216 216

S

3124 4724 1725 2125 3125 IM24  9IM25




GERACAO DE
CAIXA, DIVIDA E
INVESTIMENTOS

A/ Dias Erarnco—




R$ 530 milhdes de geracao de caixa operacional no 3T25, 8 vezes
M. DiasBranco— maior que o 3T24, com crescimento do EBITDA e liberacao de
capital de giro

3125 vs. 3124 9M25 vs. 9M24

530 b7 Geracdo de Caixa Operacional*  1.227 417

318 229 EBITDA 824 843

205 (188) Variacdo dos Ativos e Passivos 391 (458)
7 28 Ouftros 12 31

*Disponibilidades liquidas geradas (aplicadas) nas atividades operacionais




Liberamos R$ 205 milhdes de capital de giro no 3T25, com
destaque para a linha de fornecedores

Prazo Médio em Dias

Fornecedores

Clientes

Estoques

T ook °°t

e ChocOhte

-12 dias

-3 dias

-33 dias

2T25 3T25
57 +5 dias
57 O dia




Encerramos o 3T25 com R$ 2,5 bilhoes em caixa e R$ 721 milhoes
t/@m%meo— de caixa liquido (caixa maior que a divida)

Alavancagem
(Caixa) Divida Liquidos / EBITDA (ultimos 12 meses)

RATING NACIONAL

St (et 59 o5 139 398 721 FITCH RATINGS

(R$ milhdes) P PS P PS PS I l I

Rating Perspectiva

Alavancagem Estavel
(Divida/EBITDA Ult. 12 meses) Reafirmado
_ - PELO 8° ANO
0,0x 0,0x -0,1x -0 3x CONSECUTIVO
4
-0,6x

4724 1725 2125 3125

Rl;_pi

g r&)Okles .g_

e ChocOhte




68,6% da divida no longo prazo e manutencao do Rating AAA
M DiBeeneo—  Perspectiva Estavel pela Fitch pelo 8° ano consecutivo

. 867 £g7 RS 10 R$21 R$1.249
RS I. R$ R$ MM R$ MM R$ MM
_____________ REMM L
| A | I3 67
.. % - -
Divida . : : :
Vencimento Vencimento Vencimento Vencimento
Total Curto prazo 2026 2027 2028

em diante




R$ 204 milhdes investidos nos 9M25, com destaque para
M DiesBeeneo—  iNVestimentos em planejamento logistico e tecnologia para
aumento de eficiéncia e produtividade

Investimentos
(R$ Milhdes)

2% —

204

198
35

63

3124 3125 IM24 IM25




Y

Estratégia de crescimento com rentabilidade

NEGOCIO ATUAL OUTRAS CATEGORIAS INTERNACIONAL

PROGRAMA DE PRODUTIVIDADE E EFICIENCIA







Principais Indicadores — 3T25 vs. 3T24 | 9M25 vs. 9M24

i,

Consumo de agua
(m3/Ton.)

Reuso de agua(%)

Residuos enviados
para aterros (%)

Perdas de insumos
NO Processo
produtivo (%)

Desperdicio de
produtos acabados
(%)

___.. v :
o ! o R
i g 4
? , - ot gk ‘%;
fBn Sy

I".h

7 i

B g " ko
e R I

3T25 vs.

3T24
-13,8%

+1,5p.p.

-0,8p.p.

-0,3p.p.

0,0p.p.

CUIDAR DO PLANETA

OM25 vs.

9M24
-3,2%

+1,8p.p.

-0,1p.p.

0,0p.p.

0,0p.p.

ACREDITAR NAS PESSOAS

3T25vs. 9M25 vs.
3T24 9IM24

Mulheres na
lideranca* (%) *+3,9p.p. *+3,9p.p.
Frequéncia de
Acidentes de +33,1% +27,5%
Trabalho (taxa)
Gravidade de
Acidentes de +5,4% +20,7%

Trabalho (taxa)

+29,1% no 3125
ﬂ (25,2% no 3T24)

FORTALECER ALIANCAS

3T25vs. 9M25 vs.
3T24 o9M24
Compras de
fornecedores ~219P-p- -0,8p.p.

locais (%)

Metas do Movimento > metas divulgadas
(superando o

o 5
Transparéncia 100% estabelecido no

@ cronograma do

Movimento)




M. Dias Branco

\| conquista pela 8° vez

| o Troféu Transparéncia
Anefac

o ZETIM

g

2 © PREMIO
ANEFAC

Lara Oliveira Gustavo Theodozio = Magali Facanha Rodrigo Ishiwa
Coordenadora de Vice-presidente de Gerente de Gerente de Relagbes
Controladoria Investimentos e Contabilidade com Investidores O

Controladoria



Obrigado!

@ ri.mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br

Gustavo Lopes Theodozio
Vice-Presidente de Investimentos e Controladoria
E-mail: gustavo.theodozio@mdiasbranco.com.br

Fabio Cefaly
Diretor de Novos Negocios e Relacdes com Investidores
E-mail: fabio.cefaly@mdiasbranco.com.br

Rodrigo Ishiwa

Gerente de Relacdes com Investidores
E-mail: i@mdiasbranco.com.br

Everlene Pessoa
Especialista de Relacdes com Investidores
E-mail: i@mdiasbranco.com.br

Lucas Laport
Assistente de Relacoes com Investidores
E-mail: ri@mdiasbranco.com.br



https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br
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@ ri.mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br
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A/Q\m?%w——

The statements contained in this document related to
the management's perspectives on M. Dias Branco's
business are merely trends and, as such, are based
exclusively on the management's perspectives on the
continuity of past and present actions, and on facts that
have already occurred. These trends do not constitute
projections or estimates and can be substantially altered
by changes in market conditions and in the
performance of the Brazilian economy,

the sector and international markets.

» youtube.com/rimdias ri.mdiasbranco.com.br @ ri@mdiasbranco.com.br
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Net Revenue
(R$ Billion)

2.8

+16% vs. 3Q24
+2% vs. 2Q25

Volume
(Thousand ton.)

W

4£83

+15% vs. 3Q24
+6% vs. 2Q25

1,334

+1% vs. 9OM24

EBITDA
(R$ Million)

+39% vs. 3Q24
-8% vs. 2Q25

Net Income
(R$ Million)

824

-2% vs. 9M24
\__ 9

+73% vs. 3Q24
0% vs. 2Q25

502

Cash Flow
(R$ Million)

8X over 3Q24
+28% vs. 2Q25

+7% vs. OM24
\_ /

1,227

+194% vs. oM24

Y
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In 3Q25, the cookies & crackers and pasta markets grew in Value
i DiacBranco—  Gold in comparison with 3Q24 and 2Q25

COOKIES & CRACKERS AND PASTA MARKETS INFORMATION

_ COOKIES &
P RACKERS 3Q25vs. 3Q25vs.
- 3Q24 2Q25

_ PASTA

3Q25vs. 3Q25 vs.
3Q24 2Q25

Value

Sold +3% +5% & +6% +2%
|

vume o vh (D) i a3w 43w
oo 5% +&% onits +46% +3%

Average Price Average Price
I@ (R$/Kg) 8% +1% I I@ (R$/Kg) 3% -1% I

Source: Nielsen — Retail Index. Total Brazil. INA+C&C.




- Third consecutive quarter of growth
A Diee Sranco— in Net Revenue

NET REVENUE (R$ Billion)

Growth year over year




P In 3Q25, R$ 2.8 billion of Net Revenue, +15.8% vs. 3Q24 and +2.2%
\./ vs. 2Q25, with growth in volumes. In 9M25, growth of 8% with
W DiesBranso— V< . .
higher volume and higher average price

Net Revenue Sales Volume Average Price
Ce] (R$ million) (Thousand Ton.) (R$/KQg)

\
semmy |— T T >+15%, - A H+1% | JET
, N 3 I ~ e __.* ~ ~e - ~
> +8% ) | | SO > +1% | | S [ +7% !
| ~__-" ‘ I _pl/ \| | ~__." . | —N/_37 \| | ~___-*
| | ™ +6% , | | I ™ 3% |
70 1.7 : I 7= 13231,334 ! I -- |

| !
I 419 431 394 457 483 I 37 58 54 ol 5I-3 5.4 5I-3

IM249M25 | 3Q24 4Q24 1Q25 2Q25 3Q25 9M24 9M25 | 3Q24 4Q24 1Q25 2Q25 3Q25 9M24 9M25




& In 3Q25, Net Revenue grew two digits in all
PE three category groups

Net revenue, volume and pricefll 3Q25 3Q24 Var. % 2Q25 Var.% @ 9M25 9M24 Var. %

Sales Volume (thousand ton.) +15% +6% 1,334 1323 +1%

Average Price (R$/kg) 5.8 5.7 +1% 6.0 -3% 5.8 5,4 +7%
Net Revenue (R$ million) 2,784 2,404 +16% 2,723 +2% 7,7M7 7,074 +8%
Core Products* 2160 1,860 +16% v 2,127 +2% /' 5969 5605 +7% </

Wheat Mills and Refining of
Vegetable Oils **

Adjacencies™* 141 125 +13% V' 141 0% 391 35] +11%

N

483 419  +15% VvV 455 +6% Vv 1356 1217 +11%

N

; . R — . **Cookies and Crackers, Pasta and Margarine;
. @ *Wheat Flour, Bran and Industrial Vegetable Shortening;
***Cakes, snacks, cake mix, packaged toast, healthy products, sauces and seasonings..




CORE
PRODUCTS

Cookies & Crackers,
Pasta and Margarine

-
A/@/mgmw——

In 2025, we organized our commercial structure
in four Business Units

FOOD
SERVICE

Wheat Mills and
Refining of Vegetable
Oils

HEALTHY
PRODUCTS AND
SNACKS

®

INTERNATIONAL




CORE
PRODUCTS Consistent revenue

Cookies & e, growth in 2025

Crackers, Pastai” .. .
and Margarm,emgmmié@“

Focus on sell-out with greater
presence at the point of sale

Improvement of the quarterly
commercial plan

Initiatives of marketing and trade
marketing, strengthening the brands’

3Q
2024 m 2025 presence

42
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FOOD SERVICE

Wheat Flour, Bran
and Industrial

Vegetable Shortening

ot

Vsolugées para suas receitas

Third consecutive quarter of growth in
Net Revenue (R$MM)

m 2024 02025

Channel-based approach (e.g..
restaurants, industries, bakeries,
pizzerias, etc.)

Expansion of specialized
distributors, reaching new
points of sale

New marketing approach, with
market tracking, partnership
with influencers and the open
doors project

4t



PASTA

Share Volume* (%)
Total MDB Brands in Uruguay

24.4

Dec/24 mSep/25

*Source: Scanntech.

ESPINACA

TAGLIATELLE

CASERA CON ¢ HNS

UgQ uay
arl t share
1 cookie
s, bringi

COOKIES

Share Volume™* (%)
Total MDB Brands in Uruguay

15.0

Dec/24 mSep/25




ADJACENCIES

Cakes, snacks, cake mix,

packaged toasts, healthy
products, sauces and
seasonings

Third Consecutive Quarter of
Growth in Net Revenue (REMM)

127 125
929

4 & (13

1Q 2Q 3Q
2024 m 2025

HIGH VALUE-ADDED PRODUCTS

chocolate A chocolate

Prow) Y

(FirFoon) ; (FITFooD)Yy (Firroon)§

CARAMELO SALGADO

CHOCOLATE AO LEITE CHOCOLATE BRANCO ¢

70% CACAU

46
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y In 3Q25 vs. 3Q24, in the market, there was an approximately 17%
Y DiesBeancs—  INCrease in palm oil prices in USD, contrasting with a decline of
around 13% in wheat prices in USD
3Q25vs. 3Q25 vs.
/\
DOLLAR 6.1 40 3Q24 2Q25
dmonh 55 56 55 56 >8 58 57 BT
-2% -4%
¢ WHEAT
Y& MARKET 286 263 260 256 o, oon o5 236 242 247 234 232 209 233 227
(US$/TON.) T — _13% _3%

MARKET ]'3531 ,506 1,497 —

1,355 1,3781,362 1,342 1,342 1,390
(US$/TON.) 1,097 1,143 1,255 1,287 1173 1,230

+17% +10%

Jul-24 Aug-24 Sep-24 Oct-24 Nov-24 Dec-24 Jan-25 Feb-25 Mar-25 Apr-25 May-25 Jun-25 Jul-25 Aug-25 Sep-25

Source: Average Dollar - Banco Central; Wheat - SAFRAS & Mercado; Palm Qil — Rotterdam.




o

o

Gross margin of 32.4% in 3Q25. The decrease vs. 3Q24 was mainly due
to the increase in palm oil price, while the decrease vs. 2Q25 reflected

the drop in average price, outweighing the decline in fixed and
variable costs
3.0 >g 3.1
O Variable costs* ® ./0
(R$/kg)
1.1 1.0 1.1
® Fixed costs* @ O——=—=0
(R$/k9)
o ((;goss Mg. 32.9%
o~ Average Price 7 \‘.
. (R$/kg) |\\ 5.7/1

*Without incentives. 3Q24 4Q24 1Q25 2Q25 3Q25 OM24  9M25




o

.

The increase in SG&A vs. 3Q24 is a result of higher sales volume.
Compared with 2Q25, beyond the higher volume, there was greater
investment in marketing and trade marketing, in line with the plan

Sales and administrative expenses (SG&A)
(% of Net Revenue)

280% 5 e 23.4%  ongy  22.1% 23.5%  22.1%
553 480 516 565 [Nl 1,686
R$ MM R$MM R$MM R$MM R$MM R$ MM

3Q24 4Q24 1Q25 2Q25 3Q25 OM24




Z EBITDA of R$ 318 million in 3Q25, +39.0% vs. 3Q24, with EBITDA
M DiesBrenco—  margin of 11.4%

o5y &l 73 127% 11.4% 11.8%  10.7%
EBITDA Mg. (%) o/‘\/ I - —®
-
843 824
EBITDA 355 345
(R$ million) 229 161 318

3Q24 4Q24 1Q25 2Q25 3Q25 IM24 IM25




Net Income of R$ 216 million in 3Q25, +73% vs. 3Q24 and stable
M DiasBranco— VS, 2Q25

71% 7.9% 7.8% 6.5% 6.5%
Net Mg. (%) 5.2% 31%
-0 ® ®
470 502
Net Income
(R$ million) 177 216 216

S

3Q24 4Q24 1Q25 2Q25 3Q25 IM24  IM25
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CASH FLOW
DEBT AND
INVESTMENTS




o

Y R$ 530 million in operating cash generation in 3Q25, 8 times higher

than 3Q24, driven by EBITDA growth and working capital release
3Q25 vs. 3Q24 9M24 vs. IM25
530 b7 Cash Flow from Operating Activities* 1,227 417
318 229 EBITDA 824 843
205 (188) Assets and Liabilities Variation 391 (458)
7 28 Others 12 31

*Net Cash provided by (used in) operating activities




We released R$ 205 million in working capital in 3Q25,
highlighting the suppliers term

Average term in days

3Q24 2Q25 3Q25
l I I I
Suppliers 69 -12 days 57 +5 days
l l l I
Receivables 60 -3 days 57 O day
I l l l
Inventories 108 -33 days 75 O day

T ook °°t

e ChocOhte




We ended 3Q25 with R$ 2.5 billion in cash and R$ 721 million in
net cash (cash greater than debt)

Leverage
Net (Cash) Debt / EBITDA (last 12 months)

NATIONAL RATING
FITCH RATINGS

Net Debt -29 25 -132 -328 -721

(R$ million) P PS P PS PY I I I

Stable Outlook
Rating Reaffirmed

Leverage
(Net Debt/EBITDA
last 12 months)

G
0.0x 0.0x -0.1x 0.3x -
' -0.6x

4Q24 1Q25 2Q25 3Q25

8th CONSECUTIVE
YEAR




68.6% of the debt in the long-term and maintenance of the
A%Q,WW Rating AAA Stable Outlook, reaffirmed by Fitch for the 8th
consecutive year

R$S10 R$21 R$1,249
R$ 1,867 R$ 587 R$ MM R$ MM $ g$ MM
_____________ REMM R
1 1% 67
Total 31% """""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""
Due date Due date Due date Due date
Debt Short term 2026 2027 2028

onwards




R$ 204 million invested in 9M25, highlighting the investments
MDiasBeeneo—  In  logistic planning and technology for efficiency and
productivity increase

Investments
(R$ Million)

2% —

204

198
35

63

3Q24 3Q25 IM24 IM25
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Profitable Growth Strategy

CURRENT BUSINESS OTHER CATEGORIES INTERNATIONAL

EFFICIENCY AND PRODUCTIVITY PROGRAM




ESG




Main Indicators — 3Q25 vs. 3Q24 | 9M25 vs. 9M24

%

'_,"I! {i'lr' - ‘_T\.
oty x s

5 ; .
s T
o gy
e 3 ¥ .'._'.3-_ 230
B 5 AR . ¥ A
/ A . M T
- T T :
L ol e ai
&, - ol

A c } L-'
BELIEVING IN PEOPLE

i iy |,_-='-u'-

CARING FOR THE

STRENGTHEN ALLIANCE,

PLANET MAXIMIZE VALUE
3Q25 vs. 9M25 vs. 3Q25vs. 9M25vs. | 3Q25vs. 9M25 vs.
3Q24  9M24 | 3Q24 oM24 | 3Q24 9M24
Water consumption _ 8% -3.2% Women in ‘ Purch f
(m3/Ton.) Lk 3.2% cadership* ) To-9Pp-  +3.9pp. | oeal o™ 12.9p.p. -0.8p.p.
suppliers (%)
Reclaim of water (%) +1.Bp.p. +1.8p.p. | .
Frequency of +33.1% +27 5% . 3 dlsclosgd goals

Waste send to occupational -170 270 Goals of the 100% (exceeding the
landfills (%) -0.8p.p. -0.1p.p. | accidents (rate) | Transparency Movement targets set by the

Movement for this

Input losses in the 8@ Occupational |
production -0.3pp 0.0p.p accident +5.4% +20.7%

process(%) severity (rate)

Finished product
waste (%) 0.0p.p. 0.0p.p. n *29.1% in 3Q25
= ﬂ (25.2% in 3Q24)




=\ M. Dias Branco won
\|  for the 8th time the
| Anefac Transparency
Trophy

2 © PREMIO
ANEFAC

o ZETIM

g

Lara Oliveira Gustavo Theodozio = Magali Facanha Rodrigo Ishiwa
Controllership Vice-president of Controllership Investor Relations
Coordinator Investments and Manager Manager 62

Controllership



Thanks!

@ ri.mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br

Gustavo Lopes Theodozio
Vice-President of Investments and Confrollership
E-mail: gustavo.theodozio@mdiasbranco.com.br

Fabio Cefaly
New Business and Investor Relations Officer
E-mail: fabio.cefaly@mdiasbranco.com.br

Rodrigo Ishiwa

Investor Relations Manager
E-mail; i@mdiasbranco.com.br

Everlene Pessoa
Investor Relations Specialist
E-mail; i@mdiasbranco.com.br

Lucas Laport
Investor Relations Assistant
E-mail: ri@mdiasbranco.com.br



https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br

Q&

@ ri.mdiasbranco.com.br

» youtube.com/rimdias

DAl ri@mdiasbranco.com.br



https://ri.mdiasbranco.com.br/
http://www.youtube.com/rimdias
mailto:ri@mdiasbranco.com.br

	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64

