WEBCAST
\
DIVULGACAO DE ‘ Y

RESUL‘I’ADOS

Aguarde, vamos comegar

\

\
¢
7



GRUPO

DISCLAIMER PROFARMA

O material que segue contém informagdes gerais sobre os negbcios da Profarma Distribuidora de Produtos
Farmacéuticos S.A. e controladas, considerando o encerramento do segundo trimestre de 2025. Os acionistas da
Companhia e os potenciais investidores devem realizar a leitura da presente apresentacao sempre acompanhada
das Demonstracdes Financeiras e do Release de Resultados.

Esta apresentacao pode conter indicativos em relagao a desempenho futuro e informacdes que refletem a visao
atual e/ou as expectativas da Companhia e de sua administragdo com respeito a sua performance, seus negocios e
eventos futuros. Referidas declaracdes prospectivas estao sujeitas a riscos, incertezas e eventos futuros.
Advertimos que diversos fatores podem fazer com que os resultados efetivos se diferenciem de modo relevante
de eventuais planos, objetivos, expectativas, projecoes e intengdes expressadas nesta apresentacao.

Em nenhuma circunsténcia, nem a Companhia nem suas subsidiarias, conselheiros, diretores, agentes ou
funcionarios serao responsaveis perante terceiros (incluindo investidores) por qualquer decisdo de investimento
tomada com base nas informacdes e declaracdes presentes nesta apresentacao, ou por qualquer dano dela
resultante, correspondente ou especifico.
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MENSAGENS PRINCIPAIS 2T25 x2T24

CENARIO PERFORMANCE

e Crescimento de mercado: e Ganho de market share nos dois
6,8% Distribuicéo / 10,5% Varejo Negocios

* Aumento do CDImédio » Evolugao adicional Ciclo de Caixa:
de 10,5% a.a. para 14,5% a.a. -1dia

No 2° trimestre.

* Aumento de pregos menordoque  « |ycro liquido estdvel em meio a
ainflagao e 2724 cenario macro desafiador



EVOLUGAO MENSAL MERCADO VS 2024

M Brasil N Abrafarma M Distribuigao Brasil B ABAFARMA
16,9%
14,3 o,
13,3% 11,0% 1,a% 117%

10,1%
10,2%

9,7%

jan/25 fev/25 mar/25 abr/25 mai/25 jun/25 -0,1% I

-2,0%

Fonte: IQVIA jan/25 fev/25 mar/25 abr/25 mai/25 jun/25



EVOLUGAO GLP1

Vendas GLP1(R$ Bi) e Crescimento Trimestral GLP1

Participacao no Mercado Farma (R$ Bi)
' +81,8% =
2,9% 3,9%

6,5

+51,8%

26,4%

LTM24 LTM25 27124 3724 4724 1T25 27125

B Semaglutida Tirzepatida B Liraglutida

Fonte: IQVIA



DESTAQUES 2T25 x2T24

RECEITABRUTA ~ LUCROBRUTO EBITDA
R$3,28i @ R$434,0mm Rr$101,0MMm
+17,8% +12,3% +10,2%
FLUXODECAIXA ~ CICLODECAIXA  ALAVANCAGEM
OPERACIONAL 38 DIAS 2'5x
rR$214,4Mm et DL/EBITDA

estavelvs 2724



N\

.
\_; Resultados
2T25

‘.

Ll




RECEITABRUTA CONSOLIDADA
(R$ milhdes)

Crescimento de 78% em 4 anos e 18% vs 2T24;

Na Distribuicao destaque para medicamentos RX/NM e base
comparativa 2T24;

Venda omnichannel da Rede d1000 cresce 52,2% e

representa 8,6% da Receita no trimestre.

v

+74%

3.155,2

2121 2722 2123 2124 2125

+74%

A 4

2.985,6

2721 2722 2723 2T24 2725
+117%

v

634,7

2721 2722 2723 2724 2725



LUCROBRUTO E MARGEMBRUTA
(R$ milhdes e % ROL)

10,5%
: . 10,1% ’ 10,0%
* Margem do Grupo impactada principalmente pelo menor s \9'6% e

reajuste de preco dos medicamentos; S 242,0

* Impacto mix de clientes na margem da Distribuicao;

* Demanda por GLP1 contribui para queda da margem no

Varejo.
2T21 2T22 2723 2T24 2T25
16,9% .
15,5% 16,5% 15,8% 6,9% 16,1%
BRI _ - o B
. 32,3% %
386,5 g§34.0 i Seal 31,1% 31,0% 30.2%
(4 : \ i
191,6
167.,8 ’
2T21 2T22 2723 2T24 2725 2T21 2T22 2T23 2T24 2T25

Margens no Varejoem % ROB.



DESPESA OPERACIONAL
(R$ milhdes e % ROL)

Diluicao das despesas vs 2T24 com ganhos ainda por
capturar;

Mix de clientes contribuindo para diluicao das despesas e
menores despesas com a pré alta na Distribuicao;

Maior concentragao de lojas na Rede d1000 em maturagao

pressionando esse indicador (2,5 p.p.).

1,8% . 12,0% 12,9% 12,3%
/0

333,0

2721 2722 27123 27124 2125

6,9%

6,8%

6,7%

7,1% 6.6%

2721

29,3%

2721

135,7

154,0 168,5

2122 2123 2T24 2725
29,3%
—_ 26,6% 26,1% 25,8%
163,9

2122

2T23

141,0

27124 A )

Margens no Varejoem % ROB.



EBITDA AJUSTADO
(R$ milhdes e % ROL)

« Expansdo do EBITDA do Grupoem 78% em 4 anos e ke 3,7%
| 3,2% 2,9% 3,0% 2,9%
10% vs 2T24; = o —
. 68,1 59,6 64,6 ’

«  Ampliagdo de 14% vs 2T24 na Distribuicdo mesmo com 46,3

aumento de precos menorem 0,7 p.p;

* Margem do Varejo negativamente impactada pelo maior
peso de lojas em maturacgao.

oT21 oT22 oT23 oT24 oT25
3,6% 4,7% 3,8% 4,0% 3,7%
5'8% 0, 4 Oo
20,7 91,6 §o1,0 2,4% i 2% it
’ 80'2 ’ /
27,7
56,8 22 e 26,8
2T21 2T22 A 2T24 2T25 2T 2T22 2T23 2T24 2T25

Margens no Varejoem % ROB.



LUCRO LIQUIDO AJUSTADO
(R$ milhdes e % ROL)

* Aumento do CDI médio no periodo (14,5% vs 10,5%)

responsavel por RS 10 milhdes de reducao do Lucro;
* Melhoria no ciclo de caixa e reducao do custo da divida
contribuiram para atenuar a queda na Distribuicao;
* No Varejo, despesas com depreciacao e financeiras

reduzindo parte do lucro liquido.

2,2% 2,0%

38,

34,4 30,3

16,7

2121 27122 2123 27124 2125

0,8% 1,3% 0,9%

25,6

2,3% 1,6% 0,5% 1,0% 0,8%

33,5 29,1

21,2 19,7
10,6

2T21 2722 2723 2T24 2T25
3:4% 2'1% 2'4% 1'4%
-O,V
13,2 13,2
9,2
2122 2723 2T24 2T25

Margens no Varejoem % ROB.



CICLO DE CAIXA

» Otimizagao continua do Ciclo de Caixa; DISTRIBU'R° o

* Avancgos adicionais ha otimizagao do ciclo na Distribuicao;
* Ciclo de Caixa do Varejo em linha com o patamar esperado.

53,9 1DIA=R$33 MM 2T22 2723 2T24 2T25
§e-S — Contas aReceber = = ContasaPagar —Estoque
o S 38,2 . VAREJO
42,4
"~ 7 4 L U
» 33;5 ; sa ——————— s —o = 58 57
i R
1,3 ke 10,4 Loy 29 30 29 30
2T22 2723 2124 27125 2122 2123 2124 2125

——Grupo Profarma  =—=—Profarma Distribuigdo = =——=Rede d1000 ——ContasaReceber - - -ContasaPagar ——Estoque



RENTABILIDADE

* Retornos da Distribuicao acima do CDI atual;
* ROIC marginal por loja do Varejo em patamares relevantes.

13,5%\

) 12,3%
11,8% 35,0%
P 12,5% 16,5% 27,0%
14,0%
2723 2724 2T25 Ano1 Ano 2 Ano 3/
Maduras

EEROIC EMmROE —CDIMédioLTM B ROIC Marginal por Loja



DIVIDA LIQUIDA E ALAVANCAGEM

(R$ milhdes)
B o CDI + CDIl +
Custo dadivida 1,51% 0.68%
4,4x ]
4 3,9)( E 2'5 »
3.4x | X 2,5x
2,5x% 2,5x% 2,0x
1,7x

861,1 gelB 867,0 Lex 867,0

759,0 '

563,8

2121 27122 27123 27124 2125 2724 3724 4724 1725 2125

I Divida Liquida ——Div Lig/EBITDA Ajustado

M Dividaliquida === DivLig/EBITDAAjustado

Alavancagem estavel e controlada com redugao do custo da divida.
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DESTAQUES YTD - CONSOLIDADO (R$ milhes e % ROL)

RECEITABRUTA
+48%

6.293,6

EBITDA AJUSTADO
| +35% |
3,2% 2,8% 3,1% 2,9%
142,6 158.7

+11,3%
—_—

6M22 6M23 6M24 6M25

LUCRO BRUTO
+49% !
15,7%
15,1% 15,0%/ 1&3%
713,5 Sgp
624,5 L

554,5

+12,6% +14,3% +16,1%

oM22 6M23 6M24 6M25
LUCRO LIQUIDO AJUSTADO
| +22% ]
0,9% 0,7% 0,8%
W
41,5

34,0 33,9

+139,9% +22,5%
—_— —_—

eM22 6M23 6M24 6M25
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PRIORIDADES 2025 & 2026

GRUPO

Ganhos de produtividade

Investimento em tecnologia e
infraestrutura

Remuneracao aos acionistas e
equilibrio entre stakeholders

DISTRIBUICAO

Equalizagao market share

Aumento capacidade e ganho de
produtividade logistica

Foco no ciclo de caixa e retornos

VAREJO

Plano de expansao

Omnichannel e evolucao da
jornada do cliente

Pipeline marcas exclusivas
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DISCLAIMER SROEARMA

This material contains general information on Profarma Distribuidora de Produtos Farmacéuticos S.A. and its
subsidiaries’ businesses, considering the closing of the second quarter of 2025. The Company's shareholders and
potential investors must read this presentation together with the Financial Statements and the Earnings Release.

This presentation may contain indicators related to the future performance and information reflecting the current
view and/or the expectations of the Company and its Management related to its performance, business and future
events. Such prospective statements are subject to risks, uncertainties and future events. We caution that several
factors may cause actual results to differ materially from any plans, objectives, expectations, forecasts and
iIntentions expressed in this presentation.

Under no circumstances will the Company or its subsidiaries, directors, officers, agents or employees be liable to
any third party (including investors) for any investment decision made based on the information and statements
contained in this presentation, or for any corresponding or specific damages resulting therefrom.
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KEY TAKEAWAYS 2024 X 2Q25

ENVIRONMENT

* Market growth:
6,8% Distribution / 10,5% Retaill;

* Increasein Avg CDI
from10.5% p.a.t0 14.5% p.a.
In the second quarter.

* Priceincreases less than inflation
and 2Q24 increase.

PERFORMANCE

* Market share gains in both
segments;

* New Cash Cycle Evolution: -1day;

* Stable Net Income in a challenge
macroeconomic outlook.



MONTLHY MARKET EVOLUTION VS 2Q24

M Brazil m f
razi Abrafarma W Distribuigio Brasil @ ABAFARMA

16,9%

14,3
13.84'3% 13,3%

O, 0, 11,7?
1,6% 11,0% 1,4% it

9,7%

Jan-25 Feb-25 Mar-25 Apr-25 May-25 Jun-25 -0,1% I

-2,0%

Jan-25 Feb-25 Mar-25 Apr-25 May-25 Jun-25
Source: IQVIA



GLP1EVOLUTION

GLP1Sales (R$ Bi) and GLP1Quarterly Growth

Pharmaceutical Market Share (R$ Bi)
| +81.8%
2.9% 3.9%

6.5

+51.8%

—_—

26,4%

LTM24 LTM25 2Q24 3Q24 4Q24 1Q25 2Q25

B Semaglutide Tirzepatide B Liraglutide

Source: IQVIA



HIGHLIGHTS 2Q25 x 2024

GROSSREVENUE ~ GROSSPROFIT | EBITDA
R$3.28i @ R$434.0mm RrR$101.0MM
+17.8% +12.3% +10.2%
OPERATIONALCASH ~ CASHCYCLE | LEVERAGE
% ~ 38oavys 2.5X
R$214.4mmM -1 day ~ NET DEBT/EBITDA

stability vs 2Q24
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CONSOLIDATED GROSS REVENUE
(R$ million)

A 4

+74%
* 74% growth over 4 years and 18% vs. 2Q24;

2.985,6

* Inthe Distribution segment, highlights include RX/NM
medications and the 2Q24 comparison base.;
* Omnichannel sales at Rede d1000 grew 52.2% and accounted

for 8.6% of quarterly revenue.

2Q21 2Q22 2Q23 2Q24 2Q25
+74% |

v

v

3.155,2 +17%

634,7

2Q21 2Q22 2Q23 2Q24 2Q25 2Q21 2Q22 2Q23 2Q24 2Q25



GROSS PROFIT E GROSS MARGIN
(R$ million & % Net Revenue)

° 10,5% 5
* Group margin was mainly impacted by the lower price Lol 9,6% 10,0% 9,5%
\ \
adjustment for medications.
) . 8 . . . i 242,0
* Customer mix affected the margin in the Distribution; | 218,5

* Demand for GLP-1 medications contributed to margin decline

in the Retail segment.

2Q21 2Q22 2Q23 2Q24 2Q25
O,
15,5% gG-2% 15,8% 16,9% 16,1%
/ / ;
434,0 32,3% o
191,6
167,8 ’

2Q21 2Q22 2Q23 2Q24 2Q25 2Q21 2Q22 2Q23 2Q24 2Q25

Retail Margins in % Gross Revenue.



OPERATIONAL EXPENSES
(R$ milion & % Net Revenue)

* Expense dilution compared to 2Q24, with additional gains yet d
6,9% 6,8% 6,7% % 6,6%

to be captured,;

e Customer mix contributed to expense dilution and lower pre- 168,5
5 135,7 e

adjustment expenses in the Distribution;
* Ahigher concentration of maturing stores at Rede d1000

pressured this indicator (.5 p.p).

2Q21 2Q22 2Q23 2Q24 2Q25
o o 12,9% 12,3% ;
11,:3 10,3% 12,0% ° g 29,3% 29,3%
WA 333,0 . % e
a X

2Q21 2Q22 2Q23 2Q24 2Q25 2Q21 2Q22 2Q23 2Q24 2Q25

Retail Margins in % Gross Revenue.



ADJUTED EBITDA
(R$ million & % Net Revenue)

«  Grup’s EBITDA expanded 78% over four years and 10% - 3,7%
| 3,2% 2,9% 3,0% 2,9%
versus 2Q24; = _
* Distribution EBITDA increased 14% versus 2Q24, despite a 68,1 59,6 64,6 73,6

46,3

0.7 p.p. lower price adjustment;

* Retail margin was negatively impacted by a higher share of

maturing stores.

2Q21 2Q22 2Q23 2Q24 2Q25
3,6% 4,7% 3,8% 4,0% 3,7%
5'8% 0, Oo
20,7 91,6 §o1,0 2,4% i 2> it
’ 80'2 ’ /
27,7
56,8 22 e 26,8
2Q21 2Q22 2Q23 2Q24 2Q25 2Q21 2Q22 2Q23 2Q24 2Q25

Retail Margins in % Gross Revenue.



ADJUSTED NET INCOME
(R$ million & % Net Revenue)

The increase in the avg CDI during the period (14.5% vs.

2,3% 1,6% 9 % o
10.5%) accounted for a RS 10 million reduction in Net 0,5% Qs Dax

] 33,5
Income; g 29,1

Improvement in the cash conversion cycle and lower debt cost

soften the decline in the Distribution;

In Retall, D&A and financial expenses partially reduced Net 2Q21 2Q22 2Q23 2Q24 2Q25
Income.
2,2% 2,0% o
0,8% 1,3% 0,9% i 3,4%
34.4 382 —— ' 21% 2,4% 1,4%
’ 30,3 -O'V
25,6 13,2 13,2

16,7

2Q21 2Q22 2Q23 2Q24 2Q25

2Q21 2Q22 2Q23 2Q24 2Q25

Retail Margins in % Gross Revenue.



CASHCYCLE

* Ongoing optimization of the Cash Conversion Cycle; DISTRIBUTION 71

* Further progress in cycle optimization in the Distribution
segment;

* Retail Cash Cycle impacted by store concentration during the
period

53,9 1DAY =R$ 33 MM 2Q22 2Q23 2Q24 2Q25
48,5 —— Accounts Receivable = -- AccountsPayable —— Inventory
50,7 392 I
' N RETAIL
42,4
- g vA ve K 74
U 33r5 - ---------------- 5_8 ------- 57
| 54 50
| s
12,4 i
1,3 8,9 10,4 29 30 29 30
2Q22 2Q23 2Q24 2Q25 2Q2g Seks = S
. —— AccountsReceivable --- AccountsPayable —— Inventory

——Grupo Profarma  =—=—Profarma Distribuigdo = =——=Rede d1000



BUSINESS RETURNS

* Returnson Distribution above current CDI;
* Retail's marginal ROIC per store remains at relevant levels.

13.5%\

1,8% e

35,0%

17,5% 16,5% 27,0%

15,4%

14,0%

.

2Q23 2Q24 2Q25 Year1 Year?2 Year 3/Mature

BROIC MWROE — AvgCDILTM B Marginal ROIC per store



NET DEBT AND LEVERAGE

(R$ million)
CDI + (o »] B3
Costof Debt 1.51% 0.68%
2,9% 2,5%
4,4)( | 4
3,4x 393 2,0x
2,5% 2,5% i
,6X 1,7x 867,0
g6l 2216 867,0
759,0
563,8

e 2Cag Q3 = Atk 2Q24 3Q24 4Q24 1025 2Q25

B NetDebt = Net Debt/EBITDALTM | B NetDebt —— Net Debt/Adjusted EBITDA

Stable and controlled leverage with a reduction in debt cost.



" HIGHLIGHTS YTD

(R$ million)




HIGHLIGHTS YTD - CONSOLIDATED (R$ million & % Net Revenue)

GROSS REVENUE
+48% |

6.293,6

ADJUSTED EBITDA
| +35% |
3,2% 2,8% 3,1% 2,9%
142,6 158.7

12,7

+21.2% +11.3%
—_— —_—

1H22 1H23 1H24 1H25

GROSS PROFIT
+49% !
15,7% .
15,1% 150% __— 15,3%
4 828,1
624,5 g

554,5

+12.6% +14.3% +16.1%

1H22 1H23 1H24 1H25
ADJUSTED NET INCOME
| +22% 1
0,9% 0,7% 0,8%
W
41,5

34,0 33,9

+139.9% +22.5%
—_— —_—

1H22 1H23 1H24 1H25
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2025 & 2026 PRIORITIES

GROUP

Productivity gains.

Technology and infraestructure
investments.

Shareholders compensation and
balance among stakeholders.

DISTRIBUTION

market share equalization.

Increase capacity and logistics
productivity gains.

Focused on cash cycle and returns.

RETAIL

Expansion plan.

Omnichannel and cliente
experience enhancements.

Exclusive brands pipeline.
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