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Aviso legal

Esta apresentacdo contém certas declaracdes futuras e informacdes relacionadas a Companhia que refletem as visées atuais
e/ou expectativas da Companhia e de sua administragdo com respeito a sua performance, seus negocios e eventos futuros.
Declaracbes prospectivas incluem, sem limitacdo, qualquer declaracdo que possua previsao, indicacdo ou estimativas e
projecdes sobre resultados futuros, performance ou objetivos, bem como palavras como "acreditamos", "antecipamos”,
"esperamos”, "estimamos"”, "projetamos”, entre outras palavras com significado semelhante. Referidas declaracbes prospectivas
estdo sujeitas a riscos, incertezas e eventos futuros. Advertimos os investidores que diversos fatores importantes fazem com que
os resultados efetivos diferenciem-se de modo relevante de tais planos, objetivos, expectativas, projecbes e intencdes
expressadas nesta apresentacdo. Além disso, qualquer informacéo referente a data posterior ao periodo fiscal objeto desta
apresentacao € gerencial, prévia e ndo-auditada por instituicdo independente. Em nenhuma circunstancia, nem a Companhia,
nem suas subsidiarias, conselheiros, diretores, agentes ou funcionarios serdo responsaveis perante terceiros (incluindo
investidores) por qualquer decisdo de investimento tomada com base nas informacdes e declaragcdes presentes nesta
apresentacao, ou por qualquer dano dela resultante, correspondente ou especifico.

O mercado e as informacfes de posicdo competitiva, incluindo projecbes de mercado citadas ao longo desta apresentacao,
foram obtidas por meio de pesquisas internas, pesquisas de mercado, informacdes de dominio publico e publicactes
empresariais. Apesar de ndo termos razao para acreditar que qualquer dessas informacfes ou relatérios sejam imprecisos em
qualquer aspecto relevante, nao verificamos independentemente a posicao competitiva, posicdo de mercado, taxa de
crescimento ou qualquer outro dado fornecido por terceiros ou outras publicacfes da industria. A Companhia, os agentes de
colocacao e os coordenadores nao se responsabilizam pela veracidade de tais informacdes.

Esta apresentacdo e seu conteudo séo informacdes de propriedade da Companhia e ndo podem ser reproduzidas ou circuladas,
parcial e ou totalmente, sem o prévio consentimento por escrito da Companhia.




RD snapshot: liderando o setor do varejo farmacéutico no Brasil.
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Propadsito:
juntos por uma sociedade
mais saudavel.

Nossa Ambicao:

nos tornarmos, até 2030,
a empresa que mais
contribui para uma
sociedade mais saudavel
no Brasil.

2 = Hl
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+200 anos

de histéria combinada da Raia e
Drogasil, fundidas em 2011

2.953

farmdcias, presente em todos
os estados brasileiros

47,6 milhoes

clientes
ativos (2023)

362 milhoes

atendimentos
(2023)

RS 36,3 bilhdes

receita bruta (2023)
+17% de cresc. A/A

RS 2,6 bilhdes

EBITDA ajustado (2023)
+15% de cresc. A/A

s

7 N

/Q@

Farmacia #1

no Brasil em receita e
n2 de lojas

280-300

novas farmacias por ano
em 2024-2025 (guidance)

N PS 92 farmacias

net promoter
score 68 apps

475 milhoes

acessos digitais
(2023)

16,1%
participacdo de mercado
(4T23)

AAA (bra)

rating nacional de longo prazo
pela Fitch




Uma década de crescimento consistente em quantidade de farmacias, receita bruta e EBITDA.

Farmacias Receita bruta EBITDA aj.

(Quantidade, mil) (RS bilhdes) (RS bilhdes) @

36,3

31,0

2,3
1,8
1,3 ..
1,1 1,2
3,0 18 4 1,0
2,7 ,
53 2,5 13 915,5
2,1 ’ 0,7
1,8 11,8
1,6 P 9,4 0,5
80910IIIII 7566ISIII 303i|

11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23 11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23 11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23
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Crescimento da demanda impulsionado pelo envelhecimento da populagao.

Mercado fragmentado oferece ampla oportunidade de consolidacao.

Mercado farma mantém crescimento acelerado no longo prazo
(Mercado farmacéutico brasileiro. RS bilhdes. Fonte: IQVIA.)

1
171186
_ 30/0 145
300-23’1 126
CRG 113
103
96
85
75
5g 66
50
21 21 25 30
11 12 13 1517 19
O 4 N N < 1D O N0 OO 4 AN N < D OWONOWO OO 1 N MM
O O O O O O O O O O dJ +dA A o o o o o 4 4 N N N
O O O O O O O O O O O 0O 0O 0O 0O 0O 0O oo o o o o o
AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN N NN NN N
Populagao brasileira acima de 65 anos
(Milhdes. Fonte: IBGE, 2018.)
51
40
—_———mm— - ~
’ 30 M
| / 1
1 21 1
14 I I .

; | +10M idosos | +10M idosos +c1:gR'd°zsjs
+7M idosos — N0, CAGR =3% =2%
CAGR=4% | CAGR = 4% ; :

2010 12020 2030, 2040 2050

Mercado Fragmentado: oportunidade de consolidagao
(Market share. Fonte: IQVIA.)

numero de

farmadcias
9,2% 9,8% 10,8% 11,8% 13,4% 13,5% 14,1% 3,0k:
1
18,6%17,5% 16,3% 16,3% 16,0% 15,2% 15,2% L>15,8k
1 (redes)
22,5%24,7% 24,9% 23,3% 22,3% 21,8% 21,0% i
=i
17,2% 9 9 !
©15,9% 16,7% 19,1% 22,0% I 79,1k
i»->(outros
32,5%32,1% 31,3% 30,7% 30,3% 29,1% 29,2% 27,6% 25,9% 22,6% 53,3k | players)
1
S 9 = o 3 3 N ~ N ~ 94.9k
o o o o o o o o o o Total
~ ~ ~ ~ ~ ~ ~ ~ ~ ~ (Total)
B RD M Abrafarma#2 a5 M Outras Redes M Assoc./Frang. Il Independentes

* Considera em 2022 a aquisicdo da Extrafarma pela Pague Menos em base pré-forma para o
ano todo, reclassificando a empresa do grupo das Outras Redes para ABRAFARMA #2 a #5.

Venda média anual por PDV em 2023
(RD = 100. Fonte: IQVIA.)

o I 00
Abrafarma #2a5 _ 64
Outras Redes _ 49
Assoc./Frang. [ 20

Independentes 8
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Continuamos a expansao por todo o pais com ritmo e diversificacao Unicos, mantendo

G

TIR real acima de 20% liquida de canibalizacao.

4723
Presenca :
geografica Q‘CE: 89
RN: 27
i
WAL éZ
AC: 6 . ) . SE: 27

Total: 2.953 farmacias MT: 45

M Raia: 1.246

M Drogasil: 1.707

% Centros de Distrib: 14
Cidades: 574 (+34 LTM)

SP: 1. 209
SC: 92
RS: 128

Market share

(=]
Y XN
a < (Fonte: IQVIA)
©
~ e X
o X 0 2
o -
= o 8
- &5 i
Boa

e N
&
y
S «

9,9%
10,8%
10,5%

Centro
Oeste

Brasil SP Sudeste

W A4T22 WA4T23

11,2%

Nordeste

Distancia das farmacias RD
(Milhdes de pessoas, % populagado)

Evolugcao da cobertura 5 min
(% da populagao por classe social)

§ X 123,1
e Q 99,5 59,4%
3 47,9% 64.0
[Ce] =) ,
E X 43,5 o
X« o © = ’ 30,9%
N & S ™ 20,6%
N N ’
°\o L] °\° o\° °\° °\° (o]
R N
| —
A Bl B2 C1 C2 D+E Brasil 2019 2023
2019 m 2023 B 5 min ocupacado BR isdcrona

5 km ocupacao

Vendas e EBITDA* por loja madura
(RS milhares, 2023)

11 B EBITDA 4-wall Receita bruta
174
1.079 1.072 /1.067: 1.060 990 967
x & 164 131 169 150 124 106 121
,¢ o 14,0% 12,1% 158% 14,0% 11,7% 10,7% 12,5%
I s B B s e
Norte Regiao 1 Regiao 2 Regiao 3 Brasil Regido 4 Regiao 5 Regido 6

* EBITDA 4wall das lojas, sem considerar Centros de Distribuicdo e despesas regionais.
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- Nossa Estratégia esta focada em aumentar o Customer Lifetime Value por meio da a
Estrategia 2025 8 f P

combina¢ao da Nova Farmacia, incluindo um Marketplace, e da Plataforma de Saude.

Juntos por uma sociedade mais saudavel.

Pessoas + Saudaveis (Funcionarios, Clientes e Comunidade);
Negdcios + Saudaveis (Diversidade, Educacdo e Valor Compartilhado);
Planeta + Saudavel (EmissGes, Energia e Residuos).
4 ' Y ¢ v 9
d?& ”~
Varejo - Sadde
Farmacéutico 'A ‘ Integral
Nova Farmacia PIataforma
(Omnichannel + Marketplace + Health Hub) de Saude
vy A ooo N |
o - @ ooo '{:C-)_:} - - ~
o ) 2 WO
Foco nas Cliente no Centro Logistica Tecnologia, Dados e Cultura Digital e
L R RD Ventures
pessoas do Negécio 1P e 3P Organizagao Agil Inovadora

Ambigdo 2030: tornar-se o grupo que mais contribui para uma sociedade mais saudavel no Brasil.

P> .



Nosso maior ativo é o cliente. A experiéncia na farmacia aumenta o engajamento do cliente, a
enquanto a digitalizagao potencializa a relacao e a frequéncia, melhorando o CLTV.

Engajamento é resultado de NPS farmacias NPS
toda a jornada do cliente apps e entrega/C&R
g4 88 89 89 92
43 77 82 * 77 81
60 62 65 67 -0 ~55 %
62 68
2019 2020 2021 2022 2023
(o] o < n o ™~ o0 )] o i (o] o
=2 -2 -~ - -~ - - - O - NPS app =——NPS entregas e coletas
[V} (o] [V} [V} [V} [V} [V} [V} (o] [V} [V} o . L. ) ,
Critério 2019 e 2020 estimado para a método atual.
Segmentacgao por tipo de cliente Frequéncia de compras
(Milhdes, % receita bruta do varejo LTM) (Compras por ano)
M Cliente assiduo Cliente pontual . . e
Total de clientes Clientes digitalizados
47,6 100% +27% sitatz
4’6X ________________________________ ~
40% eemmTTTTTTTI A .- ‘30
41,2 24 21
///// 60% 5 8 - 12 1 8 MM
’ ] ’
6,4 . e
Quantidade de Receita bruta Clientes Média Clientes Clientes Média Clientes

\ clientes do varejo pontuais geral assiduos pontuais geral assiduos
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Nossa estratégia digital e de saude visa construir vinculos junto a cada cliente para
potencializar o Customer Annual Value (CAV) conforme o seu perfil.

CAV = Customer Annual Value
RS de LB Anual por Cliente

CAV por Perfil

167
Uso Continuo
Q_" (]
Q!
ﬁ‘w 240
Bebé
@ 238
Beleza
i 272

Vida Saudavel

* Dados 3T23.

r

VINCULOS DIGITAIS

CAV por Vinculo

L1 445
Multicanal
193
App
@ 217
Marketplace

stix 199

Stix

CAV médio
Cliente (Indice)

5?@ 187

L L

0O Injetaveis

2

b @ 189

L .

0 Teste Covid

17s]

9 S 245

8 Vacinagao

2

Outros Servicos

T

,Q,%Q Cliente Fiel: 203

-
C I: 20
@9}9 asua

Impacto de Perfil e Vinculo na Fidelizacao

% Cumulativo da Base de Clientes Fiéis

0 perfil
0 vinculo

.38%
21%:

1 perfil 1perfil+ ' 1 perfil +

' 2 perfis+ " 3 perfis+ 1!
. 1 . 1 . . . 1
lvinculo | 2vinculos | 2vinculos | 3vinculos |

Trilha de fidelizagao

e



Venda digital de RS 5,1 bi, 57,5% de crescimento e 16,7% de participacdo no varejo no 4T23. a
Foco em clientes assiduos, alavancar o app, reduzir prazos de entrega e ganhar produtividade.

Canais digitais: venda e penetracao Mix de canais digitais Mix das entregas
(RS milhdes, % da receita bruta do varejo) (% da receita digital) (% da receita digital)

16,7%
15,7%

* Call Center representa < 1% do mix.

canais modernos e atendidos por
93% - 94% . .

proprietarios farmacias

canais modernos, entregues em

84% 92%

proprietarios e mobile até 60 minutos

2022 2023 47122 1T23 2T23 3T23 47123

\




Nossos Health Hubs promovem engajamento e frequéncia do consumidor, proporcionando a

maior CLTV.
Resolugéio
RDC 197 CFF 727
Vacinag}éc.) em Teleinterconsulta
Farmacias
. . -— . *— )

RDC 377 RDC 786

Legislacdo de Servicos Teste Covid em Health Hubs
Farmacéuticos Farmdcias em Farmacias
Qunum:u. _'.;5 & . "‘_,"" : cmu
Portfdlio: Destaques 2023 -
. Qe i3
* 40 servicos disponiveis; clientes b . i
e 22tipos de vacinas; Servigos 3.454 k desses o = | A—
’ ;69400 I|-|ea(;th Hu!:)s; Injetaveis 1.684 k  SE€rvicos mhoarede ooy -
. salas de vacina; L L - - — p— p—
S Monitoring & Piercing 339 k Possuem e = = =

* Agendamento on-line; m -
* Declarac3o Digital. Outras 1.432 k

Auto Teste 1.281 k mailor

Préximos passos: ™p desembolso

Vacinas i

«  Experiéncia full digital m Dec/23 Servigos
para consumidores e TLRs (Testes Laboratoriais Rapidos) 32 k maior NPS 92

k farmacéuticos. frequéncia
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Lancamos nossa Plataforma de Saude para oferecer uma solu¢ao completa e integrada de
promo¢ao ao tema, reduzindo custos sistémicos com a saude e aumento do LTV.

“i s nos tornarmos, até 2030,
s’o“c’i‘;‘;Z porume Presenca de Saude - emorosn aue mais
saudavel.” A contribui para uma
sociedade mais saudavel

no Brasil.

Plataforma de
Mudanca de Habito

vitat 10.Jornadas Integradas

Extended Core

curto prazo Rede de Servigos

Produtos — Integrados

vitat 6.Jornadas de Condigdes Especificas
saude sande 1. Agentes de Satde da Comunidade L3abi

4 rosas.

v

Servicos

7. Novos Servicos de Saude

eEXames

OCYUCQ 2. Adesdo Medicamentosa (® amplimed 8. Pronturio de Satide RD

NTELIGENGIA EM §AUDE

. Q 4. Medicamentos Manipulados l

B|0 5. Medicamentos Especiais

Auséncia de Doenc¢a



Lancamos o RD Ads, nossa empresa de Retail Media, que também aumentara o CLTV ao gerar

maior engajamento e monetizacgao.

Receita liquida de anuncios nos EUA

(USS bilhdes) Outros

Retail Media varejistas

mmm Social Media

__ Outras redes

Emm Mecanismos de busca sociais

Meta

Outros

- mecanismos
de busca

N
7
‘08 ‘09 ‘10 ‘11 ‘12 “13 “14 ‘15 ‘16 ‘17 ‘18 ‘19 ‘20 ‘21 22 ‘23 ‘24
Fonte: eMarketer, outubro de 2021.

Portfdlio de produtos

(2023, % da receita bruta)
Outros; 8%

DOOH (Digital
Out of Home);
24%

CRM (E-mail,
SMS, Push); 27%

E-commerce;
11%

Midia
programatica; 30%

1st party data é combustivel para o
crescimento da midia de varejo

*CX Tendéncia #3

Tendéncia #1

Declinio do screen time Midia Omnicanal,
da midia tradicional Tradicional digitalizacao da
AR 1
Tendéncia #2 Jorn'ada do
cliente

Descontinuagao de
identificadores 3rd
party e aumento do
screen time para
dispositivos digitais

] ( Jdinn
'r u EI?
Varejo Digital

Transformacao
Fonte: Aster Capital.

Digital
Ads

Os melhores clientes e a melhor experiéncia:
* 47,6 milhdes de clientes;
Maior relevancia com parceiros:

*  97% de identificagao de vendas;
* ~500 fornecedores 1P;

* 362 milhdes de transagdes.
* 25dos Top 50 anunciantes do Brasil;
* Dominio de Gestao de Categoria e
comportamento de compra.

Presenca fisica e digital:

e 574 cidades;

* 3,0 mil farmdcias;

* 1,5 km de distancia de 93% da classe A do pais;
* 5 km distante de 59% da populagao;

* Top 10 canal digital (audiéncia de varejo no Brasil).




Nossa transformacao digital resultou em uma profunda mudang¢a em nossa cultura,
estrutura de gestao, operagoes e infraestrutura de TI.

16,7% das vendas totais do varejo via canais digitais;

93% da venda digital é feita via canais modernos e proprietarios;

+25-28% spending pos digitalizagao;

Marketplace com 156 mil SKUs de 633 sellers;

Primeiros passos da plataforma de saude integral com 266 mil usuarios Unicos no app.

DIGITALIZACAO DA
RELACAO COM O CLIENTE

Ecossistema com 10 health techs e retail techs via RD Ventures;
Mentalidade digital e agil.

® Conselho com skills completares: familias fundadoras, 5 independentes (45%) e 3 mulheres (27%),
GOVERNANCA & expertise em varejo farmacéutico, transformacao digital, plataformas, satude e publicidade;
® (C-Level experiente com 8 membros (média de 18 anos na RD);
MANAGEMENT 42 diretores executivos e corporativos, dos quais 25 sao profissionais que entraram na RD nos
ultimos 5 anos, incluindo 20 posi¢oes criadas nesse periodo.

® 34 squads e 10 mesas de performance criadas para suporte aos produtos digitais, foco em ClI/CX/UX;
PRODUTOS DIGITAIS & ® Aumento constante do nimero de releases semanais (4x);
SOLUC@ES ® Criacdo de data lake Unico e da area de Data Science;
® Desenvolvimento de capabilities de Martech.

Conversao dos sistemas core para microsservicos;

INFRAESTRUTURA TI ® Migragao da arquitetura de Tl de on-premise para Cloud,
® Seguranca da informacgao e LGPD.




Nossa posi¢ao de liderang¢a na industria permitiu aumentar os gastos com Tl em 8x

nos ultimos 5 anos para apoiar nossa Transformacgao Digital.

Despesas Administrativas
(% receita bruta)

3,5% 3,6%
2,8% 31%
23% A% _—
] 0, V70
avm Tom A
20%  21% 2% 2% @ 24%  25%
2018 2019 2020 2021 2022 2023
Outros G&A B OPEXTI
CAPEX
4,5% (% receita bruta)
0% |  3,5% g 5% 3% 3%
y&7/0
0,8% - 0,8%
0,7% 0,9% 1,0%
0,6% 0.6% 0.5% !
2,8% 4 PUAD, 0,5%
2’0% 1’3%
2018 2019 2020 2021 2022 2023
B CAPEX aberturas CAPEX manutengdo

CAPEX logistica e outros W CAPEXTI

Despesas Administrativas
(RS milhdes)

1.299
1.097
378
793
2023
585 257
YT 131
309 386 454 535
2022
2018 2019 2020 2021 2022 2023
Outros G&A W OPEXTI
2021
CAPEX
(RS milhdes) 1.307 2020
1.111
372
703 649 673 219 275 291
=T o 135 2019
129 133 166 182
155
441 378 H 461
2018 2019 2020 2021 2022 2023 2018
B CAPEX aberturas CAPEX manutengao

B CAPEXTI

CAPEX logistica e outros

I

1,3%

CAPEX + OPEX de TI

(RS milhdes, % receita bruta)

2,1%
78 593
476

1,9%

269

G

750

o
P



A digitalizacao da empresa gerou um aumento no crescimento das lojas maduras e margem a
de contribuicao, financiando os investimentos em G&A.

Loja madura
VS.
Inflagao

Margem de
contribuicao
(% receita bruta)

\

FASE 1 4 FASE 2\\ /
Fusao, sinergias e ganhos de eficiéncia Investimento
+mg. bruta, - G&A% de mg. bruta
Il Cresc. real maduras ——Média cresc. real maduras
0,
0,5% -2'3% -3"% 0,9%
270 0,1% 0,2% 1770
-1,2% o Media Média
“2,2%  05% 0
’ 5,0% L3%
G&A EBITDA aj.
o
9,0%  9,0% o6% 104% 109% 105% 100y g gy,
o0 R 8,3% o
57% 60% ey 7,0% 19% 84 82% 779 73%
33% 3,06 2,7% 2,6% 25% 25% 2,4% 2,3% 2,4%
o ]
| 2011 2012 2013 2014 2015 2016 2017 2018 2019

FASE 3 \ /

Transformagao digital
+ mg. contrib., + G&A%

7,5%

2,3%

-1,5% Média
2,9%
o0 102% 1%°% 107%
67% % 1A% 1.2%
28% 31% 35%  3,6%
Lo
2020 2021 2022 2023

N

FASE 4

Rentabilizacdao do
digital

+ margem contribuicao%
- G&A%
+ EBITDA%

- Maior digitalizagao e
engajamento do
cliente;

- Crescimento real
sustentado das lojas
maduras;

- Oportunidade de mg.
de contribuicao;

- Diluicao esperada nas
desp. administrativas.

P>




Junto da Estratégia de Negdcios vem nossa jornada de Sustentabilidade em direcao as
metas estabelecidas para 2030.

Reconhecimento de nossos esforcos ESG

ISEB3 | —0-@—

jeito RD de Ser o Faze

W05s° r

0 52 68 76 80 100
| 1 1 ‘ : Entregamos Colaboramos com os
a‘ y resultados id
CDP ! ! ! : consistentes, atuando OUtrOSdeichr)gzl(eiramos
D- D C B A- A com responsabilidade perspectivas,
X e conciliando celebrando as
} . % I objetivos de curto e | conquistas de nossas
Mergulhamos nas longo prazo. pessoas e times. Temos iniciativa
CCC B BB BBB A AAA necessidades dos para buscar novos
clientes para entregar as conhecimentos,
melhores experiéncias aprender com erros
2020 2021 2022 . 2023 com calor humano. ‘ cutamos com f, / e construir
e Oco parcerias.
¢ Pa rte d O IDIVE RSA B 3; Contribuimos com ' Juntos por uma W Questionamos o estado
. . a formagdo de 3 H = ‘ atual das coisas,

¢ Top 3 entre 75 com pa n h Iasl times cada vez mais JF'ecade mais saudavel \ assumimos riscos e
° d h i saudaveis, Ganla colocamos em pratica

Lancado em ago/23, reconhece as empresas e ——— mmdée \ novas ideias que geram

. . . performance. Bem-estar. “‘ impacto.
que mais se destacam em diversidade. |
El'cfé'.«f * Certificacdo GPTW®; * ISO/IEC 27001:2022 Certificacdo (BSI);
O . . e ~ ~ . .. .
Ll * Pesquisa por amostragem com 5 mil e Certificacdao de Seguranca da Informagao em Canais Digitais

Certificada
Mar 2023 - Mar2024

funcionarios selecionados pela GPTW®. (App e Website) e Univers PBM.
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Disclaimer

The material that follows is a presentation of general background information about Raia Drogasil S.A. (the “Company”) as of the
date of the presentation. It is information in summary form and does not purport to be complete. It is not intended to be relied
upon as advice to potential investors. This presentation is strictly confidential and may not be disclosed to any other person. No
representation or warranty, express or implied, is made concerning, and no reliance should be placed on, the accuracy, fairness,
or completeness of the information presented herein.

This presentation contains statements that are forward-looking within the meaning of Section 27A of the Securities Act of 1933
(the “Securities Act”) and Section 21E of the Exchange Act of 1934. Such forward-looking statements are only predictions and are
not guarantees of future performance. Investors are cautioned that any such forward-looking statements are and will be, as the
case may be, subject to many risks, uncertainties and factors relating to the operations and business environments of the
Company that may cause the actual results of the companies to be materially different from any future results expressed or
implied in such forward-looking statements.

Although the Company believes that the expectations and assumptions reflected in the forward-looking statements are
reasonable based on information currently available to the Company’s management, the Company cannot guarantee future
results or events. The Company expressly disclaims a duty to update any of the forward looking-statements.

Our securities have not been and will not be registered under the Securities Act or under any state securities laws in the United
States, and are being offered under exemptions from registration under the Securities Act. Securities may not be offered or sold
in the United States unless they are registered or exempt from registration under the Securities Act. Any offering to be made in the
United States will be made by means of an offering circular that may be obtained from the agents.

This presentation does not constitute an offer, or invitation, or solicitation of an offer, to subscribe for or purchase any securities.
Neither this presentation nor anything contained herein shall form the basis of any contract or commitment whatsoever.




RD snapshot: Leading the pharma retailing industry in Brazil.

Our Purpose:
Together for a healthier
society.

Our Ambition:

To become, by 2030, the
group that contributes
the most towards a
healthier society

in Brazil.
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+200 years

of combined history of Raia and
Drogasil, merged in 2011

2,953

pharmacies across every
Brazilian state

47.6 million

unique active
customers (2023)

362 million

tickets
(2023)

RS 36.3 billion

gross revenue (2023)
+17% Y/Y growth

RS 2.6 billion

adj. EBITDA (2023)
+15% Y/Y growth
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#1 pharmacy

chain in Brazil in both revenue
and pharmacy count

280-300

new pharmacies per year
in 2024-2025 (guidance)

N PS 92 pharmacies

net promoter
score 68 apps

475 million

digital sessions
(2023)

16.1%

market share
(4Q23)

AAA (bra)

rating by
Fitch




A decade of consistent high growth in pharmacy count, gross revenue and adjusted EBITDA.

Pharmacies Gross Revenue Adjusted EBITDA

(Store count, thousands) (RS billions) (RS billions) @

2.6

36.3

1.4
@ 1'3
1.2
1.1
155184 1.0
139 0.7

0.5

080910IIIII 4.75665III 303i|

11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23 11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23 11 '12 '13 '14 '15 '16 '17 '18 '19 '20 '21 '22 '23
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Demand growth due to the ageing of the population. Fragmented market offers ample
opportunity for consolidation.

Pharma market maintains an accelerated long-term growth Fragmented market: opportunity for consolidation
(Brazilian pharmaceutical market. RS billions. Source: IQVIA.) (Market share. Source: IQVIA.) number of
pharmacies
171:80 9.2% 9.8% 10.8% 11.8% 13.4% 13.5% 14.1% 14.6% 15.5% 3.0ki
(+) 0,
13;13% 145 18.6% 17.5% 16.3% 16.3% 16.0% 15.2% 15.2% 16.1% 16.5*% 5.0k L>1’75.§k
GROO’ 113126 I (chains)
CA 96 103 22.5% 24.7% 24.9% 23.3% 22.3% 21.8% 21.0% 19.5% 19.3%[F %
85 -
75 . . i
23 50 58 66 17.2% 15.9% 16.7% L AL R TR 25.8¢1 79,1k
21 21 25 30 36 i»-> (other
11 12 13 15 17 19 32.5%32.1% 31.3% 30.7% 30.3% 29.1% 29.2% 27.6% 25.9% 22.6% 53.3k! Plavers
1
8303833885332 =2032338353¥288Aa4 S 9 = o S 3 N N N Q 94.9k
OO0 0000000000000 O0O00O0O0O0O O O o ) o o o o o o o o Total
N NANNNNNNNNNNNNNNNNNNGN N NN ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ (Total)
B RD W Abrafarma #2 to 5 m Other Chains M Assoc./Franch. = Independents
. . * Considers in 2022 the acquisition of Extrafarma by Pague Menos on a proforma basis for the
Brazilian population over 65 years of age entire year, reclassifying the company from the Other Chains group to ABRAFARMA #2 to #5.
(Millions of people. Source: IBGE, 2018.)
51 Average annual sale per POS in 2023
(RD =100 index. Source: IQVIA.)
40
—_———————— ~
/ 30 » Ro [ 100
1
| 21— Abrafarma#2to 5 [ R 6
14 1 1
| +10Melders | +l0Melders ~ *11Melders Other Chains [ 49
+7M elders | - CAGR =2%
CAGR=4% | CAGR = 4% : CAGR =3% Assoc./Franch. - 20
I
2010 12020 2030, 2040 2050 Independents 8




We continue to expand nationwide with unique pace and diversification while sustaining a
real IRRs above 20% net of cannibalization.

4Q23
Geographic
presence

RR:4‘

AC: 6 SE: 2:7
RO: 14 BA: 102
Total: 2,953 pharmacies MT: 45 B
ia W ES: 60
: g?:)ag.als,”z:416 707 MS: 55 "V R1213
W Distrib. centers: 14 PR: 161 SCS'P921'209
Cities: 574 (+34 LTM) ’
o Market share
N ™
o 9 (Source: IQVIA)
o X R
-~ 5 2
e N ) g
X = e B S . .
. =)
a - % i 2 & 7 N
s o 28 g 4
Brazil SP Southeast Midwest South Northeast
4Q22 m4Q23

5 min coverage evolution
(population % by social class)

Distance from RD pharmacies
(Millions of people, % population)

2 & . 123.1
2> B 99.5 59.4%
S 47.9%  ea0
© § 43.5 30 5.)/
o X . 9%
= R S ™ 20.6%
57 o2¥ 2wl
‘m 22 55l L]
A Bl B2 Cc1 C2 D+E Brazil 2019 2023
2019 m 2023 B 5 min Isochronous coverage
5 km coverage
Sales and EBITDA* per mature store
(RS thousands, 2023)
1.1 B EBITDA 4-wall Gross revenue
,174
% 3 164 131 169 150 124 106 121
~ 2 14.0% 12.1% 15.8% 14.0% 11.7% 10.7% 12.5%
- I s B S s s

Region1l Region2 Region3

Brazil

Region4 Region5 Region6

* 4-wall EBITDA (stores), not including Distribution Centers and regional expenses.
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Strategy 2025 Our Strategy is focused on increasing the Customer Lifetime Value by combining

the New Pharmacy, including a Marketplace, and the Health Platform.
Together for a Healthier Society.

Healthier People (Employees, Customers, Community);
Healthier Businesses (Diversity, Education, Shared Value);
Healthier Planet (Footprint, Energy, Waste).
4 ' i Y ¢ v 9
Pharmaceutical * * Integral
Retail 'A ‘ Health
New Pharmacy Healthcare
(Omnichannel + Marketplace + Health Hub) Platform
m |__| @ ooo {:-C-):} NP 7 |
® gt C» ¥ — (%)
Focus on Customer Logistics Technology, data and agile Digital and innovative
- o RD Ventures
people centricity 1P and 3P organization culture

2030 Ambition: to become the group that contributes the most towards a healthier society in Brazil.
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Our customers are our greatest asset. In-store experience has increased customer engagement a
while digitalization has driven more loyalty and frequency, resulting in an increased CLTV.

Engagement is the result of the Pharmacy NPS App NPS and
entire customer journey Delivery/C&C NPS
g4 88 89 89 92
77 82 77 81
67 73 : 66
60 62 65 ~50' ~55
62 68
2019 2020 2021 2022 2023
N N & N O N 0 O O w5 &N ™ . .
g g g 3 g g3 3 89494499 App NPS == Delivery and pick-up NPS
(o] (o] N N N (oV] N (o]
* Estimated 2019 and 2020 criteria for current methodology.
Customer segmentation Customer frequency
(Millions, % LTM retail gross revenue LTM) (Purchases per year)
 Frequent customer Casual customer Total customers Digitalized customers
47.6 100% +27%
ABX L eemmTTTTTTITTTII T -
L NI, *
- - 30
41.2 24 21
o7 (V) 12
P 60% 5 8 1.8MM
6.4 I —— _
Customers Retail gross Casual Overall Frequent Casual Overall Frequent

\ revenue customers average customers customers average customers
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Our digital and health strategy aims to build bonds with each customer to enhance
Customer Annual Value (CAV) according to their profile.

,Q,%)Q\ Frequent: 203

Average
CAV = Customer Annual Value 100*
Annual RS Gross Margin per Customer SRR =X
Customer (/ndex) QOB Casual: 20
-,
CAV by Profile CAV by Bond (examples) Profile and bond impact on loyalty
(]
Cumulative % of frequent customers
167 ; 175 yg@ 187 .
Chronic Use Omnichannel Injections '
Q Q 8 N : :
& S i T
W 240 o) 193 o) 189 . 45%! : :
Child Care P App ) Covid Test . : . :
> = i = Ve T -
238 = 217 Z 245 | 421% : : : :
Beauty O Marketplace i Vaccination : 4% ! : : : : :
o I : ; : : : : :
O, Stx 109 & i R i AR (Al (ol
Healthy Lifestyle Stix Other Services

* Data for 3Q23.

Loyalty progression
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Digital sales of RS 5.1 billion, with 57.5% of growth and 16.7% of retail penetration in the 4Q23. a
Focus on leveraging our apps, reducing delivery time and gaining productivity.

Digital sales and penetration Digital channel mix Delivery mix
(RS millions, % of retail gross revenue) (% of digital sales) (% of digital sales)

15.2%§

+57.5%
vs. 2022

11.1%

3,224.0

* Call Center represents < 1% of the mix.

o modern and o fulfilled by
93% proprietary channels 94% pharmacies
modern, proprietary delivered in

0, 0,
84% and mobile channels 92% up to 60 minutes

2022 2023 4Q22 1Q23 2Q23 3Q23 4Q23




Our Health Hubs are improving engagement and customer frequency driving a higher CLTV.

Resolugéio
RDC 197 CFF 727
Vaccination in Tele-Inter
Pharmacies Consultation
. . o .
RDC 377
Pharmaceutical Covid Test in Health Hubs
Services Legislation Pharmacies in Pharmacies
» DROCASIL .ri ' & U = i cmu
Portfolio: 2023 main achievements [ xTwee -, P '
: ome 2= & Neyd B
e 40 available services; service e R T — .
e 22 types of vaccines; Services EXLTYY customers = -  oiimsonell | invusmieanued S
: ;69403 He?Itfl.Hubs; Injectables 1,684 k nave S
. accination rooms; o . m e T
. Online Scheduling: Monitoring & Piercing 1,493 k — e
e Digital Declaration. Others 277 k 8
average
Self Test 1,280 k d_g
spendin
Next steps: : P &

Vaccines 161 k m Dec/23

*  Full digital Ux for higher NPS

Customers & Pharmacists. RDT (Rapid Diag. Test) Sk frequency
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We are developing our Health Platform, focusing Customers, Companies and Operators, offering

complete and integrated solutions, to promote health, reduce systemic costs and increase CLTV.

”Togetf.wer for'a Presence Of Health To become, by 203.0, the
healthier society.” group that contributes
A the most towards a

healthier society

in Brazil.

Habit Change
Platform

m Extended Core

short term Integrated .
Bz Net k vitat 10. Integrated Journeys .
Products — ervices Networ >  Services
vitat 6. Health Journeys
saude sande 1. Local Health Hubs Labi 7 Diagnostics

eEXames

OCYUCQ 2. Adherence to Treatment (® ompiimed 8. Integrated Health Records

safeP!ll 3. Unit Dose Medication

manipulaé 4. Compounded Medicine
B|0 5. Specialty Drugs

Absence of Disease



RD Ads is a benchmark in Consumer Health Media, positively impacting costumers’ health,
well being and purchasing power, boosting engagement and monetization and LTV.

US ad Net Revenue 1st party data is the fuel for retail media growth

. Other
. _ (USS billions) retailers
Retail Media Trend #1 *C} Trend #3
mmm Social Media Other social Decline in screen time Traditional Omnichannel,
mmm Search Engines media of traditional media Media digitalization of
N the customer
Meta Trend #2 A journey
(e)rt]gfnresseamh Deprecation of 31 ?. / 'I:I'ﬁ?
o~ party identifiers and "
J increasing screen time ‘pigital Retail Digital
08 ‘09 “10 11 “12 13 “14 ‘15 “16 ‘17 “18 19 ‘20 21 ‘22 23 24 for digital devices Ads Transformation
Source: eMarketer, October 2021. Source: Aster Capital.

Product portfolio The best customers and experience:

(2023, % of gross revenue)

*  47.6 million customers;
Others; 8%

N 97% sales identification; Increased relevance with partners:
DOOH (Digital * 362 million transactions.

E-commerce;
11%

Out of Home); e ~500 1P suppliers;
24% Phvsical and digital bresence: * 25 of the Top 50 advertisers in Brazil;
Y g P . * Domain of Category Management

* 574 cities; and purchase behavior.
* 3.0 thousand pharmacies;

* 1.5km distant from 93% of the A-class pop.;
CRM (E-mail, *  5km away from 59% of the population;
SMS, Push); 27% * Top 10 digital channel (retail audience in Brazil).

Programmatic
advertising; 30%




Our digital transformation is the result of a profound change in culture, governance,
management, operations and in our IT infrastructure.

16.7% of retail penetration through digital channels;

93% of digital sales done through modern and proprietary channels;

+25-28% increase in customer spending post-digitalization;

Marketplace with 156 thousand SKUs from 633 sellers;

Initial stages of the integral health platform with 266 thousand unique program users on the app.

DIGITALIZATION OF THE
CUSTOMER RELATIONSHIP

Investments in 10 health techs and retail techs through RD Ventures;
Digital and agile mindset.

¢ Board with complementary skills: founding families, 5 independents (45%) and 3 women (27%),
GOVERNANCE & expertise in pharmaceutical retail, digital transformation, platforms, healthcare and advertising;
® Seasoned C-Level with 8 members averaging 18 years at RD;

MANAGEMENT 42 executive and corporate directors, of which 25 are occupied by seasoned professionals that joined
RD over the last 5 years, including 20 new positions created during this period.
DIGITAL PRODUCTS & ® Creation of 34 squads and 10 performance desks to support digital products with focus on CI/CX/UX;
® Steady increase in weekly app releases (4x);
SOLUTIONS o

Creation of a unified data lake and a Data Science area.

Conversion of core systems to microservices;
IT INFRASTRUCTURE ® IT architecture moved from on-premise to the Cloud;
® Information security and data protection.




Our leading position in the industry allowed us to boost our IT investments by 8x in 5 years to a
support our Digital Transformation.

G&A expenses
(% gross revenue) (RS millions) 1.299
35%  3.6% 1097 .
2.8% 3-17% 793
o 2.4% . 1.1% 2023
2.3% 0.6% 1.0% 585
3% I.04% | : 451 257
o 349 pym TS 921
20%  21%  21%  21% @ 24%  25% %0 o 743
309 386 454
2022
2018 2019 2020 2021 2022 2023 2018 2019 2020 2021 2022 2023
G&A others B OPEXIT G&A others W OPEXIT
2021
CAPEX
4.5% (% gross revenue) (RS millions) 1,307 2020
| 0.3% | 1,111
o 3.6% 3.6%
0.5% 3.5% 372
05 2 ll 25
. 0 o
- 703 a9 6713 TR 291
o, o 1) 275
0.3% 0.5% 0.9% 0.8% p— — .
0.6%  0.6% . = 0 Mia3 b 166 182 2019
2.8% 2020 0.5% 135 155
a B 5
2018 2019 2020 2021 2022 2023 2018 2019 2020 2021 2022 2023 2018
B CAPEX openings CAPEX maintenance W CAPEX openings CAPEX maintenance
CAPEX logistics & others B CAPEX IT CAPEX logistics & others W CAPEXIT

Technology CAPEX + OPEX

(RS millions, % gross revenue)

750

593

1.9%

476

269

WRE 147

(o)
D




The digitalization of the company delivered an increase in our mature store growth and
contribution margin, financing the required G&A investments.

Mature stores
VS.
Inflation

Contribution
margin
(% of sales)

PHASE 3

Digital transformation
+ contrib. mg., + G&A%

2.3%

7.5%

1029 10.9% 10.7%

7.1%

3.1%

2021

7.3%

3.5%

2022

"

\

PHASE 4

Monetization
of digital

Y

+ contribution margin%
- G&AY%
+ EBITDA%

Average
2.9%

- Greater customer
digitalization and
engagement;

. Sustained real mature
store sales growth;

7.2% - Contribution margin

opportunities;

3.6%

b
2023

NG

- Expected dilution of
G&A expenses.

PHASE 1 /PHASE 2\ /
Merger, synergies and efficiency gains Gross margin
+ gross mg., - G&A% investment
mmm Real mature store growth
- Average real mature store growth
o,
0.5% -2'3% 0.1% ;ﬁ % 0.9%
. . 0.2% -7 70
(1) (1]
[ e < I
-1.2% -2.2% Average Average -1.5%
° 0 0-5% _1 3(y
-5.0% e
G&A © Adj. EBITDA
9.0% 9.0% ga, 6% - o 98%  9.5%
8.3%
5.7%  6.0% gy 7.0% 9% 84%  82% 77% 73% 6.7%
3.3%  3.0% 2.7% 2.6% 25% 25% 2.4% 23% 2.4% 2.8%
o ]
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

P




Together with our Business Strategy comes our Sustainability journey towards the goals

established for 2030.

Improving recognition of our ESG efforts

ISEB3 | —0-@—

0 52 68 76 80 100
SNcop | | | o
D- D C B A- A
i @ i |
CCC B BB BBB A AAA
2020 2021 2022 . 2023

* Part of IDIVERSABS3;

 Ranked Top 3 out of 75 companies;

* Launched in Aug/23, highlighting companies
that stand out in terms of diversity.

El'c??.«f « GPTWE® certification;
o Sample survey by GPTW® with
5k employees.

QD Way of Being any Doj,
4

e\\\’ ev We
D onsiol Toger

oW

\Ne
v\esp
We collaborate with
others and consider

different perspectives,

celebrating our people

and teams’
achievements.

& We deliver consistent
&0 results by acting
\35 e}‘, responsibly and
QQ' ,@6\ aligning short and
Q long-term goals. We take the
initiative to seek
new knowledge,
learn from mistakes
and develop
partnerships.

$° (? We dive into
customer needs to
deliver the best
solutions and
experiences with

gxecute With Fo,
e C
warmth. W Us

Together for a
healthier society

We contribute to
the formation of
increasingly
healthy, inclusive,
and high-
performance teams.

People,
Health and ]
Well-being. impact.

RaiaDrogasil S.A.

* ISO/IEC 27001:2022 Certification (BSI);
* Information Security Certification on Digital Channels
(App and Website) and Univers PBM.

We question the
current status, take
risks and put new
ideas into practice
that generate




