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O GRUPO SBF E UMA
PLATAFORMA DE ESPORTE
QUE CONECTAMARCASE
PESSOAS.

FORMADA POR DUAS UNIDADES
DE NEGOCIOS:

CENTAURO
FISIA

FUNDACAO DA CENTAURO

EM 1981(45 ANOS)
E AQUISICAO DA NIKE
EM 2020

RESPONSAVEL PELA VENDA
DE APROX.70% DOS
PRODUTOS NIKE NO BRASIL

281 LOJAS
TOTALIZANDO 289,3 MIL M?

PRESENTE EM 25
ESTADOS + DF

4 CENTROS DE
DISTRIBUICAO

+ DE 9,5 MIL
COLABORADORES

*30/06/2026 (1) AJUSTADO (Ex-IFRS)

GRUPO SBF AT AGLANCE 6RUPO S5

RS 8,4 BILHOES
RECEITA LIQUIDA (LTM 2T26)
+14,4%VS LTM 2725

RS 4,1 BILHOES
LUCRO BRUTO (LTM 2T26)
+13,5% VS LTM 2725

RS 787 MILHOES
EBITDA! (LTM 2726)
+5,1% VS LTM 2725

RS 486.8 MILHOES

LUCRO LIQUIDO! (LTM 2T26)
-75% VS LTM 2725

48,8% MARGEM BRUTA'
9,4% MARGEM EBITDA!
5,8% MARGEM LIQUIDA!

37% DE SHARE DE RECEITA
DO DIGITAL (2126)



KEY NUMBERS GRUPOSSF

r
R$ M | AJUSTADO | EX-IFRS

RECEITA LIQUIDA E SHARE POR BU RECEITA LIQUIDA E SHARE POR CANAL

CAGR 20,4% +14,4% CAGR 20,4% +14.4%
8.369 8.369
7.316
7736 7.736 o5,
6989 7152 eoge 7182  18%
5 : 53% . 7.315
6.261 51% 52% 6.261 19% 18% -
6.110 54% 53% 5.110 . . e
2.388 48% 2388 23% 30% it 329,
e 46% 2.545 28% 29% 6
8%
49% 17% 24%
o, o 47% 31% 0
100% 92% 54% 52% 46% % 51%
G
2019 2020 2021 2022 2023 2024 2025 LTM25  LTM26 2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26
m Centauro Fisia m LOJAFiSICA m DIGITAL ATACADO | WHOLESALE

EBITDA E MARGEM EBITDA LUCRO LiQUIDO E MARGEM LiQUIDA

122% 13% 94% 75% 87% 108% 9,1% 10,2% 9,4% 59% -20% 92% 33% 33% 58% 55% 6,2% 5,8%
CAGR 14,6% +5,1% CAGR 19,0% +7,5%
T2 08 749 787
607 487
483 469 472 a18 428 453
31
206 228
151
. m - Nl N
2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26

L
2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26

*30/06/2026; *INFORMAGOES DE FISIAEM 2020 CONTEMPLAM APENAS DEZEMBRO.



KEY NUMBERS 6rUPOSBF

R$ M | AJUSTADO | EX-IFRS

RECEITA LiQUIDA LUCRO BRUTO ENDIVIDAMENTO
+1,8 P.P. -0,8P.P.
2,86x
0, 0, 0, 0,
+24.3% +14,4% 49,1% 50,0% 492% 488% 153x o
+24,3% +13,5% 0,57x : I
8.369 0,00x ’ 1,55x
7.316 4.086
zdoel 2.307
2.219 1.109
1.818 892
. . . . - = =
274 296
89
* mBHE=H
2T25 2T26 LTM25 LTM26 2T25 2T26 LTM25 LTM26 2019 2020 2021 2022 2023 2024 2025 1S26
== DiVIDA LIQUIDA DiVIDA LiQUIDA/ EBITDA LTM
EBITDA E MARGEM EBITDA LUCRO LiQUIDO E MARGEM LiQUIDA CICLO FINANCEIRO
+2,0P.P. -0,4 P.P.
-0,8% P.P. *16P.P.
0 0 4.8% 4% 9 0 196 195
9,3% 11.2% 10.2% 9.4% .8% 6,4% 6,2% 58% 186 185 185
+5,1% +62,7% +7,5%
131 130 139
+8,3% 749 787
249
167
453 487 104 106
142
- .
2T25 2T26 LTM25 LTM26 2725 2T26 LTM25 LTM26 2T25 3T25 4T25 1T26 2T26

e PME PMP PMR CICLO FINANCEIRO
*30/06/2026



FOOTPRINT

6rRUPO ST

FISIAk

DISTRIBUIDORA OFICIAL &~ ND BRASIL

< (ENTAURO

25
ESTADOS
DO BRASIL +
DISTRITO
FEDERAL

281LOJAS
289,3 MIL M2

14 LOJAS NDIS
10,2 MIL M2
~728 M2/LOJA

38LOJAS NVS
42,7 MIL M2
~1124 M2/LOJA

229 LOJAS
236,3 MIL M2
~1032 M2/LOJA

LOJAS

FiSICAS Saq

B56% NOVAS
DAS VENDAS

(2025)

CENTRO-OESTE

LOJAS
(2022-2025)

23 LOJAS
19 CENTAURO
3NVS
1NDIS

SUL

6RUPO S5

13 LOJAS
12 CENTAURO
1NVS

f//ﬁ& —

N
)

Pty NORDESTE

—

47 LOJAS
41 CENTAURO
5NVS
1NDIS

SUDESTE

48 LOJAS
38 CENTAURO
6 NVS
4NDIS

148 LOJAS
119 CENTAURO
23NVS
8 NDIS



HISTORICO GRUPO SBF

6RUPO S5

LICENCIAMENTO
NOVOS
FISIk INVESTIMENTOS
EEEREON %N& ROLL-OUT DO
1° LOJAABERTA IMPLEMENTACAO PROJETO “TROCA
EM BELO ) OMNICHANNEL ) TUDO™ QUE
HORIZONTE INAUGURACAO DA ] CRIACAO HOLDING E X% rr7 e
100° LOJA DA INAUGURAGAO MUDANGA DO TICKER 3P NAS LOJAS
@' CENTRURO CENTAURO 1°LOJA G5 (CNTOS3 PARA SBFG3) ‘,]“FAN CENTAURO

AQUISICAO

LANCAMENTO DO
E-COMMERCE
CENTAURO.COM.BR

A IPO
AQUISIGAO DE
PARTICIPAGAO CENTAURO
GP INVESTMENTS

NIKE
RECONHECIDANO
BRASIL COMO
TOP OF MIND
(FOLHA DE S.PAULO)

Network Brasil

CRIACAO DA
SBF VENTURES

CRIACAO

@ studio7.8

NOVO PLANO
ESTRATEGICO
FOCADO NO
CRESCIMENTO DE
CENTAUROEFISIA

INAUGURACAO DA
50° LOJA DAFISIA



GOVERNANCA CORPORATIVA

CONSELHO DE ADMINISTRAGCAO

SEBASTIAO VICENTE BOMFIM FILHO
PRESIDENTE

LARISSA FURLETTI BOMFIM LUIZ ALBERTO QUINTA CARLOS MEDEIROS SILVA NETO

VICE-PRESIDENTE MEMBRO INDEPENDENTE MEMBRO INDEPENDENTE
JOSE SAMURAI SAIANI PEDRO DE SOUZA ZEMEL RIZZA FURLETTI BOMFIM
MEMBRO EFETIVO MEMBRO EFETIVO MEMBRO EFETIVO

DIRETORIA ESTATUTARIA

GUSTAVO DE LIMA FURTADO
CEO

JOSE LUIS MAGALHAES SALAZAR DANIEL CORTES SIQUEIRA ARIOVALDO CARMONA JUNIOR

CFO & DRI COMPLIANCE, LEGAL & PEOPLE CHIEF DIGITAL OFFICER

FABIO VIANA
GM - CENTAURO

6RUPOS T

COMPOSICAO ACIONARIA

ACIONISTAS
CONTROLADORES!

43,3%2

FREE FLOAT
55,9%

0,8%
MANAGEMENT

COMITES DE
ASSESSORAMENTO

COAUD - COMITE DE AUDITORIA

COPAR- COMITE DE PESSOAS,

AMBIENTE E REMUNERAGAO

CODIG - COMITE DE
TRANSFORMAGAO DIGITAL

CERIL - COMITE DE EXPANSAO,
REFORMAS E INOVAGOES DELOJA

(1) EM CONJUNTO COM OUTROS ACIONISTAS REPRESENTANDO MESMO INTERESSE. OS ACIONISTAS CONTROLADORES TAMBEM PERTENCEM A ADMINISTRACAO (CONSELHO DE ADMINISTRACAO) E FORAM CONTABILIZADOS SEM DUPLICIDADE 9

(2) CONSIDERA ACOES E DERIVATIVOS REFERENCIADOS EM ACOES COM POSSIBILIDADE DE LIQUIDAGAO FiSICA






< (ENTARURO

JORNADA DE
MAIOR VAREJISTA SORTIMENTO b COMPRA
DE ESPORTES DA SEGMENTADO E Sl FOCADA NA
AMERICA LATINA DIFERENCIADO S EXPERIENCIA
DO CLIENTE
FOCO EXCLUSIVO =il S PRECIFICAGAO EXPERIENCIA DE ,
EM ESPORTES E eetilpectioni CONTROLADA COMPRA SEM
SUAS MULTIPLAS MARCAS PropRAc £ B (PRECO SUGERIDO FRICGAO ATRAVES
CATEGORIAS e L i PELAS MARCAS) DA OMNICANALIDADE
/
FRENTES DE 2 SSSE EXPANSAO
CRESCIMENTO: /M5 Novas Lolas DIGITAL OMN G

1



*30/06/2026

R$M

5.560
5.182
4.344 4323 4515
3.651
3.193
2.840 I

2019

F | R$ M| %
CAGR ‘ A
(2019-2025) ‘g
5
. 49.4%
./
M 44, 3%
-
1.259

2020 2021 2022 2023 2024 2025 LTM26

4
£ I e

LUCRO E MARGEM BRUTA

CAGR
(2019-2025)

50,1%
47,9%

50,0% 50,3% 50,2%

49,2%

2.190
2.044

1.678 1.702 797

1479

VESTUARIO

;; CALGADOS

SHARE POR CANAL

DIGITAL

L/’ 25%

LOJAS
CENTAURO

75%

TICKET MEDIO RS 288

2019 2020 2021 2022 2023 2024 2025  LTM26 ]ll

e ——————————

45% DOS PRODUTOS VENDIDOS NA CENTAURO SAO DISTRIBUIDOS
PELO GRUPO SBF (NIKE + MARCAS PROPRIAS ELICENGAS).

e
-

12



CATEGORIAS ESTRATEGICAS

- CORRIDA

- CAMINHADA
- FUTEBOL

- FITNESS

CATEGORIAS ESTRATEGICAS,
MAIS CONSUMIDAS

PRESENCA EM TODAS
AS LOJAS E DIGITAL (1P)

VARIEDADE DE MARCAS,
TODAS FAIXAS DE PRECOS E
DIVERSIDADE DE PRODUTOS

- AQUATICOS
- OUTDOOR
- ESPORTES COLETIVOS

CATEGORIAS CONSOLIDADAS,
QUE IDENTIFICAM A CENTAURO
COMO VAREJO ESPORTIVO

PRESENCA EM TODAS
AS LOJAS E DIGITAL (3P)

PRODUTOS CONCENTRADOS EM
MARCAS DE REFERENCIA E
PRECOS DE ENTRADAS

o, :
s

’ (ol

ot

s ‘
\
N
\

N
N
O

< (ENTAURO

. BASQUETE
. INFANTIL

CATEGORIAS COM POTENCIAL,
E DE CRESCIMENTO RAPIDO

PRESENCA EM TODAS
AS LOJAS E DIGITAL (1P)

VARIEDADE DE MARCAS,
TODAS FAIXAS DE PRECOS E
DIVERSIDADE DE PRODUTOS

BIKE
TENIS

BEACH TENNIS
SKATE

CATEGORIAS MENORES E DE
POUCA CONEXAO

PRESENCA EM LOJAS MAIORES
E FORTE NO DIGITAL (3P)

PRODUTOS CONCENTRADOS EM
MARCAS DE REFERENCIA

13



MARCAS PARCEIRAS < (ENTAURO

g JaEEE - = - m— | ) ey A

MARCAS QUE PRESERVAM A IDENTIDADE DA CENTAURO, GERAM TRAFEGO
NAS LOJAS E NO DIGITAL E GARANTEM A PREFERENCIA DOS CONSUMIDORES.

aa'.é\ag & asics pumn




MARCAS PARCEIRAS é’ [EIITHUBO
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MARCAS QUE PRESERVAM A IDENT IDADE DA CENTAURO GERAM TRAFEGO
NAS LOJAS E NO DIGITAL E GARANTEM A PREFERENCIA DOS CONSUMIDORES.

S>> =5 > 3

OLYMP ’KUS new balance umbro UNDER ARMOUR




< (ENTAURO

Y | ,..; b - '}{d, . ; ]
MARCAS PROPRIAS E LICENCIAMENTOS REPRESENTAM 20% DA RECEITA DA CENTAURO.
OXER COMO FORTE OPORTUNIDADE NO SEGMENTO DE FITNESS FEMININO.

NOrD »OXER« /sl ADAMS
| " r




MARCAS PROPRIAS E LICENCIAMENTOS < (ENTAURO

\“) &YA %

FORTALECIMENTO DE MARCAS PROPRIAS E LICENGCAS, CRIANDO
DIVERSIFICAGAO E EXCLUSIVIDADE NA CENTAURO

w




LOJAS FISICAS

RECEITA BRUTA
R$ M

4277
3999 5 ¢80

3.623
3195 3.430
2.632 2.686
I ] I I

2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26

NUMERO DELOJAS

200 210 227 233 205 227 230 (229

2019 2020 2021 2022 2023 2024 2025 | 1S26

m LOJAS CENTAURO

*30/06/2026

75.2%
SHARE DAS VENDAS DE
CENTAURO

RS 4,6 K/M?

CAPEX PORLOJA/
REFORMA

~-1032 M2

AREA MEDIA DELOJAS

92,0

NPSLOJAS NO1S26

ABRANGENCIA NACIONAL

229 LOJAS

112 CIDADES NO BRASIL

+ 28

NOVAS LOJAS
(DESDE 2019)

PREDOMINANTE
EM SHOPPINGS

ASLOJAS DA CENTAURO
ESTAO NOS PRINCIPAIS
SHOPPINGS.

ALEM DE CENTROS
COMERCIAIS, OS SHOPPINGS
NO BRASIL REPRESENTAM
HUBS DE LAZER,
CONVENIENCIA E SEGURANGA.




TRANSMISSAO
DE JOGOS

ESPAGO PARA
TESTE DE
PRODUTOS
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PERSONALIZAGAO
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DIGITAL

RECEITA BRUTA

R$ M

CAGR

(2019-2025)
1.283

1.149 1192 1.082
991
931 965 893
I I I I I

2019 2020 2021 2022 2023 2024 2025 | LTM25 LTM26

24.9% 57,3% 67,5
SHAREDAS SHARE DAS NPS
VENDAS VENDAS ONLINE

DA CENTAURO VIA APP

*30/06/2026

< (ENTAURO

« [ENTAURO

MULTICANALIDADE VOLTADA AO

ESPORTE |

PERSONALIZACAO DE ‘

PRODUTOS

AMPLIAGAO DO PORTFOLIO
ATRAVES DA OFERTA DE
PRODUTOS 3P (+400 SELLERS)

Produtos com até 65% OFF

ENDORFINADOS

S0 para quem a

FOCO NA RENTABILIDADE A
PARTIRDE 2023, AUMENTANDOA |
MARGEM DO CANAL

@ = v =
Home Categork Favarito: -

22



OMNICHANNEL

< (ENTAURO

ATRAVES DA OMNICANALIDADE, A CENTAURO PROPORCIONAUMA EXPERIENCIA DE
COMPRA INTEGRADA EFLUIDA,NA QUALOCLIENTE PODECOMPRARDE ONDE ESTIVERE

TROCAR ONDE QUISER, RESULTANDO EM MAIOR FIDELIZACAO E CONVERSAO.

LOJAS FiSICAS OPERAM
COMO HUB PARA VENDAS
FEITAS ONLINE

CLICK & COLLECT

SHIP FROM STORE

ENDLESS AISLE

TROCAS DE COMPRAS
ONLINE VIABILIZADAS
EM100% DAS LOJAS

EXPERIENCIA
DE COMPRA
SEM FRICCAO

TODAS AS LOJAS EPLATAFORMA
DIGITAL OPERANDO DE FORMA
100% INTEGRADA DESDE 2019

RFID100% IMPLEMENTADO
PARA ABASTECIMENTOE
INVENTARIODAS LOJAS ECD’S

CLIENTES OMNI (COMPRAM NOS
DOIS CANAIS) APRESENTAM
MAIOR FREQUENCIA DE COMPRA

23






” f

NIKE COMO DEAL DE R$ 1BI EXCLUSIVIDADE NA OBRIGACOES
MARCA COM CLOSING EM DISTRIBUICAO DE CONTRATUAIS:
#1TOP OF MIND DEZ/2020 PELO PRODUTOS E PAGAMENTO
NO BRASIL PERIODO DE OPERACAO DE LOJAS DE ROYALTIES E
10 ANOS E DIGITAL NO BRASIL MARKETING FEES

§

GANHO DE CAPITAL DE GIRO CRESCIMENTO DE EVOLUCAO NO DTC: /4 \ R
EFICIENCIAE EEICIENTE E 113% DA RECEITANOS = 50% SHARE EM 2024
SINERGIAS A PARTIR PRECIFICACAO PRIMEIROS 3 ANOS { VS APROX. 30%
DA INTEGRACAO ESTRATEGICA DE OPERACAO NO INICIO DA
LOGISTA E SAP PELO GRUPO SBF AQUISICAO

FRENTES DE EXPANSAO DA NOVAS EXPANSAO

CRESCIMENTO: MARCA NO BRASIL LOJAS DO DIGITANMEESER CANALID

25



KEY NUMBERS

RECEITA BRUTA

R$M

CAGR
(2021-2025)

5.102 5.122 5298
4.089
3.230 I

2021 2022 2023 2024 2025 LTM26

*30/06/2026; *SHARE DE RECEITA DTC (DIRECT-TO-CONSUMER) REPRESENTOU 54,6% EM 2025

vi ' ‘ X - ;—:\ - -1, ‘
l i | A &} - : i el

LUCRO E MARGEM BRUTA

REMI| %

CAGR
(2021-2025)

agq 406%  416% 437%  207% 40,9%

oSS O

1.969

1eg1 776 1755
1.303
or7 I

2021 2022 2023 2024 2025 'LTM26

SHARE POR CATEGORIA

VESTUARIO

CALGADOS A
EQUIPAMENTOS

SHARE POR CANAL

ATACADOI

WHOLESALE 23% LOJASNIKE

DIGITAL

TICKET MEDIO RS 551




LOJAS FiSICAS A —— —

v
4 <
\\ - L/},
L — —_— o — - &
Sl N\ L SE gy e s S -
RECEITA BRUTA iy = VST
R$ M = = -
CAGR 8,12% / . ‘ ~ 1
(2021-2025) 0) —' ;
1.561 sl bilBL ‘ _ 4
P [
1340 1435 14e8 |
: S AT
» / i & !.:,l; I ¢
1.444 ' i
Ay = (Y A (Y i J F
2021 2022 2023 2024 2025 LTM25  LTM26 - ~ O !
A B [} A [ ] A ]
NUMERO DE LOJAS e
44 46 S B A » A D (] A ol
32 8 2 - i
22 21 2 . \ . .
- m |
27 AREA DIA D DJL » < \ = I :
2020 2021 2022 2023 2024 2025 1S26 . .—
mNVS = NDIS ‘i e
o T ¢ 1%
*30/06/2026 e G :-. 4 =




NDIS i

NIKE DIRECT IN LINE STORES

—
COLEGAO MARGEM BRUTA SEGMENTAGAO | I:I)\(RPQE'I? Qﬁfufs |
F ATUAL A ESTAVELDADO FULL PREMIUM, CASUAL EM NOVAS
FULL PRICE PRICE REALIZATION E FEMININO CATEGORIAS

— = = =
- e - kew= —
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Se ST
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Nvs _J
NIKE VALUE STORE

S e e £ 4 B O

CANAL
ESTRATEGICO PORTA DEENTRADA
PARA VENDA DE PARA NOVOS
COLECOES CONSUMIDORES
ANTERIORES

AUMENTO DE
BRAND
AWARENESS

MIX COMPOSTO POR
CLOSE OUT EREBUYS

NVS | IMIGRANTES SAO PAULO' |



DIGITAL

RECEITA BRUTA
R$ M

CAGR
(2021-2025)

1974 2039 2108

724

2021 2022 2023 2024 2025
o
404%  12,9%
SHAREDAS SHARE 3P
VENDAS (DIGITAL)
DEFISIA

*30/06/2026

2.319

LTM25 LTM26

2.067

67,5

DESENVOLVIMENTOE ]
LANGAMENTO DO

APP PROPRIO |

CRIACAO DO SEGMENTO |

3P

Ola,
Explore o que separamos
para vocé

AUMENTO DAS VENDAS DE
SNEAKERS E CASUAL

PRECIFICAGAO OTIMIZADA E
RENTABILIZAGAO DO CANAL
PEGASUS 41

o) Q v ©

Destaques

g Jo

OTIMIZAGAO DO MARKETING
DE PERFORMANCE

EXPANSAO DO SORTIMENTO
DE PRODUTOS

ow



WHOLESALE

RECEITA BRUTA

R$M

1.938
1875
I 1788

2021 2022

35,1%

VENDAS
DEFISIA

*30/06/2026

1.610
1.724
1 647

2024 2025

1.923

LTM25 LTM26

+8,9 MIL

PORTAS DE WHOLESALE
(DISTRIBUICAO DIRETA POR
FISIA EPORPARCEIROS
ESTRATEGICOS)

GANHO DE MARKET SHARE
ATRAVES DE PARCEIROS EM
REGIOES SUBPENETRADAS

PRIORIZAGCAO DOS
CANAISDTC + FOCOEM
CONTAS ESTRATEGICAS

CENTAURO COMO UM DOS
PRINCIPAIS CLIENTES

SEGMENTACAO DOS
PARCEIROS EM LINHA COM
A ESTRATEGIA GLOBAL

+4.6 MIL

PORTAS DE WHOLESALE
(DISTRIBUICAO DIRETA
PORFISIA)



RELACOES COM INVESTIDORES

RI.GRUPOSBF.COM.BR | RI@GRUPOSBF.COM.BR

O JOSE O VICTORIA O LUNA O LARISSA _ O VITORIA
£ SALAZAR 2 MACHADO £ ROMEU 2 CRISTOVAO o LIMA

SMLL B3 ICON B3] 1GC B3 | IGC-MN B3 IGCT B3| ITAG B3| IBRA B3
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INSTITUTIONAL
PRESENTATION

DISTRIBUIDORA OFIGIAL - NO BRASIL
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SUMMARY

GRUPO SBF
CENTAURO
FISIA

GRUPOSSF \ < CenTRUR0  FISI A

DISTRIBUIDORA OFIGIAL «— NO BRASIL







GRUPO SBF IS A SPORTS
PLATFORM THAT CONNECTS
BRANDS AND PEOPLE,

COMPOSED OF TWO BUSINESS
UNITS:

CENTAURO
FISIA

GRUPO SBF AT AGLANCE 6RUPO S5

CENTAURO FOUNDATION IN
1981(45 YEARS), AND NIKE
BRAZIL ACQUISITION IN 2020

RESPONSIBLE FOR THE
SALE OF APPROX. 70% OF
NIKE PRODUCTS IN BRAZIL

281 STORES
TOTALIZING 289.3
THOUSAND SQM

PRESENT IN 25 STATES
+ FEDERAL DISTRICT

4 DISTRIBUTION
CENTERS

+ 9.5 THOUSAND
EMPLOYEES

*06/30/2026; (1) ADJUSTED (EX-IFRS)

RS 8.4 BILLION
NET REVENUE (LTM 2Q26)
+14.4% VS LTM 2Q25

RS 4.1 BILLION
GROSS PROFIT (LTM 2Q26)
+13.5% VS LTM 2Q25

RS 787 MILLION
EBITDA' (LTM 2Q26)
+5.1% VS LTM 2Q25

RS 486.8 MILLION

NET PROFIT! (LTM 2Q26)
-7.5% VS LTM 2Q25

48.8% GROSS MARGIN!
9.4% EBITDA MARGIN!
5.8% NET MARGIN

37% SHARE OF DIGITAL
REVENUE (2Q26)



KEY NUMBERS 6RUPO S5

R$ M | ADJUSTED | EX-IFRS

NET REVENUE AND SHARE BY BUSINESS UNIT

NET REVENUE AND SHARE BY CHANNEL
CAGR 20.4% +14.4% CAGR 20.4% +14.4%

8,369
13%

8,369
7,736 7,315 7,736

6,989 7:162 eéog9 ©©2
6,261 51% 52%  53% 6,261 . 8%
5,110 54% 53% 2 5,110 19%
2,388 48% 2545 2358 23% K
2,545 46% ’ 28% [T
8% 49% 48% 47% A o B o
o, 0, (] 0 0}
100% w 46% [l 47% 835, a8 I 50% 52%
2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26 2019 2020 2021 2022 2023 2024 2025 LTM25  LTM26
m Centauro Fisia ® PHYSICAL STORES ® DIGITAL =~ WHOLESALE
EBITDA AND EBITDA MARGIN NET PROFIT AND NET MARGIN
122% 13% 9.4% 75% 87% 108% 9.1% 10.2% 9.4% 59% -20% 92% 33% 33% 58% 55% 6.2%  5.8%
CAGR 14.6% +5.1% CAGR 19.0% +7.5%
T72
705 749 787
607 Sy 453 487
483 469 418 428
31 206 228
151
a2 -, H N
|
2019 2020 2021 2022 2023 2024 2025 LTM25  LTM26 2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26

*06/30/2026; *FISIA INFORMATION IN 2020 ONLY COVERS DECEMBER,



KEY NUMBERS

R$ M | ADJUSTED | EX-IFRS

NET REVENUE
+24.3% +14.4%
8,369

7,315

5 .2’219 .
2Q25  2Q26 LTM25 LTM26

EBITDA AND EBITDA MARGIN

+2.0P,P, -0.8% P,P,
9.3% 11.2% 10.5% 9.4%
+5.1%
+8.3% 749 787
249
5 .
2Q25 2Q26 LTM25 LTM26

*06/30/2026

GROSS PROFIT
+1.8 PP, -0.8PpP,
49,1% 50,0% 49,2% 48,8%

+24,3% +13,5%

4,068
3,601
1,109
3 .

2T25 2T26 LTM25 LTM26

NET PROFIT AND NET MARGIN

+1.6 P,P, -04P.P
4.8% 6.4% 6.2% 58%
+62.7% +7.5%
453 487
142
= I
2Q25 2Q26 LTM25 LTM26

6RUPO S5

INDEBTEDNESS

2.86x

183x 4 109x

0.96x
0.657x
0.00x 0.38x 1.55x

2,307

715 722 678
296

* m Al = B
— .

2019 2020 2021 2022 2023 2024 2025 1Q26

s NET DEBT NET DEBT/ EBITDA LTM
FINANCIAL CYCLE
186 L 185 k) 185
131 130 =
104 106
2Q25 3Q25 4Q25 1Q26 2Q26
—— PVIE PMP PMR FINANCIAL CYCLE 6



FOOTPRINT 6RUPO ST

GRUPO r 281STORES

S B r 289.3 THOUSAND SQM 13 STORES
12 CENTAURO
1NVS

14 NDIS
102 THOUSAND SQM
F I S I k ~728 SQM/STORE : g NORTHEAST
; A
DISTRIBUIDORA OFIGIAL & ND BRASIL 38 s N p
427 SQM 47 STORES
-1124 SQM/STORE 41 CENTAURO
5NVS
CENTRAL-WEST 1NDIS
229 STORES
& (ENTRURO 5365 1H0usanp som 23 STORES
~1,124 SQM/STORE ;9NCVESNTAU RO
1NDIS SOUTHEAST
148 STORES
SOUTH 12139 l\(j)\l/Eé\lTAU RO
Satsor  CMSIORES 444 48 STORES BNDIS
BRAZIL + NEW 38 CENTAURO
FEDERAL OF SALES STORES 6 NVS
DISTRICT (2025) (2022-2025) 4NDIS



OURHISTORY 6RUPO SEF

LICENSE
FISIA NEW
INVESTMENTS

o sTORE B ETomIENT L EoLLawEon Qe
OPENED IN “TROCA TUDO”

BELO PROJECT, WHICH
RO OPENING OF OPENING OF CREATION OF HOLDING x;m ALLOWS 3P

CENTAURO'S CENTAURO’S  COMPANYAND CHANGE OF EXCHANGES AT
TH
@' [f”TﬂUﬁo 100™ STORE 1ST G5 STORE TICKER (CNTO3 TO SBFG3) ({.I\EFAN CENTAURO STORES

E-CLSWA%ECE GP INVESTMENTS IPO ACQUISITION OF NIKE ggggfg‘ézm NEW STRATEGIC
T Network Brasi (FOLHA DE S,PAULO) CENTAURO AND
SBF VENTURES FISIA
CREATION CCB studioZ8
SRIEATION INAUGURATION OF

FISIA'S 50™ STORE



CORPORATE GOVERNANCE

BOARD OF DIRECTORS
SEBASTIAO VICENTE BOMFIM FILHO
CHAIRMAN
LARISSA FURLETTI BOMFIM JOSE SAMURAI SAIANI CARLOS MEDEIROS SILVA NETO
VICE CHAIRMAN MEMBER INDEPENDENT MEMBER
LUIZ ALBERTO QUINTA RIZZA FURLETTI BOMFIM RIZZA FURLETTI BOMFIM
INDEPENDENT MEMBER MEMBER MEMBER
STATUTORY BOARD
GUSTAVO DE LIMA FURTADO
(01=0)
JOSELUIS MAGALHAES SALAZAR DANIEL CORTES SIQUEIRA ARIOVALDO CARMONA JUNIOR
CFO & IRO COMPLIANCE, LEGAL & PEOPLE CHIEF DIGITAL OFFICER

FABIO VIANA
GM - CENTAURO

(1) WITH OTHER SHAREHOLDERS REPRESENTING THE SAME INTEREST, CONTROLLING SHAREHOLDERS ALSO BELONG TO MANAGEMENT (BOARD OF DIRECTORS) AND HAVE BEEN ACCOUNTED FOR WITHOUT DUPLICATION,

(2) INCLUDES STOCKS AND DERIVATIVES BASED ON STOCKS WITH THE POSSIBILITY OF PHYSICAL SETTLEMENT,

6RUPO S5

SHAREHOLDER STRUCTURE

CONTROLLING

SHAREHOLDER!
43.3%>
FREE FLOAT
55.9%
0.8%
MANAGEMENT

ADVISORY
COMMITTEES

COAUD - AUDIT COMMITTEE

COPAR - PEOPLE, ENVIRONMENT
AND REMUNERATION
COMMITTEE

CODIG - DIGITAL
TRANSFORMATION COMMITTEE

CERIL - EXPANSION,
RENOVATIONS, AND STORE
INNOVATIONS COMMITTEE






< (ENTARURO

LARGEST SPORTS SEGMENTED AND PROFITABLE J OUF?[\T&PFP (')’\(':% b I
RETAILER IN LATIN DIFFERENTIATED MODEL IN ALL ONTLE CheS o
AMERICA ASSORTMENT CHANNELS 1 e T

Sl e PART OF THE MIX s it FRICTIONLESS
£l s Hrads COMPOSED OF S SHOPPING
PRODUCTS OF EXPERIENCE
THEIR MULTIPLE (SUGGESTED
CATEGORIES BRANDS AND RETAIL PRICE) THROUGH
LICENSED OMNICHANNEL
/
GROWTH GROSS SSS AND DIGITAL
AVENUES: PROFIT/SQM  NEWSTORES ~ EXPANSION ~ OMNICHANNEL



N

» 4 GROSS REVENUE

P ——

SHARE BY CATEGORY

GROSS PROFIT AND MARGIN ﬁ

AP Rsm R$ M | %
g = SOCCER APPAREL
B 22 7 ore-z0ze ki 24%
8.4% 29%
v | 6%
-\ NS | OTHERS
= N 404% 50.1% 49.2% 50.0% 50.3% 50.2% 40%
- \ Ly FOOTWEAR
_ 5182 5, 560 & WH
1 .
= e |
- = 4,515
= 4,344 4 323 2,190 =
= - 4, 2,044 =~ | SHARE PER CHANNEL
’ | 1,678 1,702 ¥797
3,193 1470
2,840 | l > » DIGITAL
I 25%
| PHYSICAL
STORES
I H 75%
A
2019 2020 2021 2022 2023 2024 2025  LTM26 2019 2020 2021 2022 2023 2024 2025 LTMZGJ l AVERAGE TICKET RS 288

*06/30/2026

45% OF THE PRODUCTS SOLD AT CENTAURO ARE DISTRIBUTED
BY THE GRUPO SBF (NIKE + OWNED BRANDS AND LICENSES),

1

12



STRATEGIC CATEGORIES < (ENTAURO

- RUNNING
. WALKING . E:\;-‘.SKETBALL
- SOCCER |

- FITNESS

STRATEGIC CATEGORIES, CATEGORIES WITH POTENTIAL
MOST CONSUMED AND FAST GROWTH

IN STORE AND ONLINE IN STORE AND ONLINE
PRESENCE (1P) PRESENCE (1P)

VARIETY OF BRANDS, VARIETY OF BRANDS,

ALL PRICE RANGES AND ALL PRICE RANGES AND
PRODUCT DIVERSITY PRODUCT DIVERSITY

- AQUATICS - BIKE

- OUTDOOR - TENNIS

- TEAM SPORTS - - BEACH TENNIS

W - SKATE

CONSOLIDATED CATEGORIES N

THAT RECOGNIZE CENTAURO §§ SMALLER CATEGORIES,

AS A SPORTS RETAILER : §§ | CLIENTS WITH SPECIFIC NEEDS
IN STORE AND ONLINE PRESENCE IN LARGER
PRESENCE (3P) STORES AND STRONG

DIGITAL PRESENCE (3P)
PRODUCTS CONCENTRATED
PRODUCTS CONCENTRATED

IN REFERENCE BRANDS AND
ENTRY-LEVEL PRICES

IN REFERENCE BRANDS

13



PARTNERBRANDS < (ENTAURO

R A | » ‘ - aa , : e - [ &
BRANDS THAT PRESERVE CENTAURO'S DNA,GENERATE TRAFFICIN STORES
AND ONLINE AND GUARANTEE CONSUMER PREFERENCE,

a‘a‘.é\ag & asics pumn




PARTNERBRANDS

.T b

BRANDS THAT PRESERVE CENTAURO'S DNA,GENERATE TRAFFICIN STORES
AND ONLINE AND GUARANTEE CONSUMER PREFERENCE,

S>> == g

OLYMPIKUS. new balance umbro

y | S S

< (ENTAURO

=

UNDER ARMOUR




OWNED BRANDS AND LICENSES < (ENTAURO

OXER AS A STRONG OPPORTUNITY IN THE WOMEN'S FITNESS SEGMENT,

NOroD »OXER- /all ADAMS

|

r
) |
N



OWNED BRANDS AND LICENSES < (ENTAURO

\v) &“ 7

REINFORCEMENT OF OWNED BRANDS AND LICENSES, CREATING
DIVERSIFICATION AND EXCLUSIVITY FOR CENTAURO,

w




PHYSICAL STORES

GROSS REVENUE ,' : | ‘
RS M 75.2% | | &
SHARE OF CENTAURO’S b ‘ -
REVENUES b N E—
3990 % —_— =N g ' B
3,623 - RE -
3,195 3:430 RS 4.6K/SQM - | - a—T
2,632 — CAPEX PER NEW STORES i = ' - ~—
1 209 AND RENOVATIONS -
~3 IN MALLS
At MRS ceNTAURO STORES
2019 2020 2021 2022 2023 2024 2025 LTM25 LTM26 1;-' ARE LolcNA;EADLII_: THE
92.0 4 ON TOP OF BEING A
NUMBER OF STORES NPS STORES IN 1Q26 | COMMERCIAL CENTER,
= MALLS IN BRAZIL ARE HUBS
227 226 227 NATIONAL COVERAGE OF '-E':‘I-:I';Essggl':'m“ENCE
112 CITIES IN BRAZIL S &
I I + 28 .
2019 2020 2021 2022 2023 2024 2025 1726 NEW STORES >

(SINCE 2019)

® CENTAURO STORES

*06/30/2026



STORE CONCEPT FOCUSED ON THE BEST SHOPPING JOU
“‘FIND CHOOSE, TRY AND PAY”" ile

. PRODUCTS SPORTS LIVE SPORTS
EXPERIENCE PAYMENT i CUSTOMIZATION EVENTS PRODUCT TESTING BROADCASTS

\ g
k BB L N
' : "
*
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DIGITAL

GROSS REVENUE

R$ M

CAGR

(2019-2025) 18.5%
13.4%
1,149 1,192 5

e 1,082
931 965 893
I I I I I

2019 2020 2021 2022 2023 2024 2025 | LTM25 LTM26

24.9% 57.3% 67.5
SHARE OF SHARE OF NPS
CENTAURO'S ONLINE SALES

REVENUES VIA APP

*06/30/2026

< (ENTAURO

« [ENTAURO

SPORTS ORIENTED

MULTICHANNEL |

Y Ale YAre Brocira’?
U gque voce procura

Destaques

CUSTOMIZATION OF ‘

PRODUCTS

EXPANSION OF THE PORTFOLIO
BY OFFERING 3P PRODUCTS
(+400 SELLERS)

Produtos com até 65% OFF

ENDORFINADOS

S0 para quem a

@ = v =
Home Categori Favorito: (

FOCUS ON PROFITABILITY
STARTINGIN 2023, IMPROVING
DIGITAL CHANNEL GROSS MARGIN

22



OMNICHANNEL < (ENTAURO

THROUGH OMNICHANNEL, CENTAURO PROVIDES AN INTEGRATED AND FLUID SHOPPING
EXPERIENCE, IN WHICH CUSTOMERS CAN BUY WHEREVER THEY ARE AND RETURN
WHEREVER THEY WANT, RESULTING IN GREATER LOYALTY AND CONVERSION,

PHYSICAL STORES FRICTIONLESS
OPERATING AS AHUB SHOPPING
FOR ONLINE SALES EXPERIENCE

CLICK & COLLECT ALL STORES AND DIGITAL
PLATFORM OPERATING 100%
INTEGRATED SINCE 2019

SHIP FROM STORE

100% RFID IMPLEMENTED
ENDLESS AISLE FORSTORE AND DC’S
SUPPLY AND INVENTORY

100% OF STORES HAVE A HIGHER FREQUENCY
OF PURCHASE

23






ol

EXCLUSIVITY IN

NIKE AS F(‘:%BS'\I'N%&L PRODUCT CONTRACT TERMS:
#1 TOP OF MIND DEC/2020 FOR A DISTRIBUTION AND ROYALTIES AND
BRAND IN BRAZIL 10 YEAR PERIOD STORE AND DIGITAL MARKETING FEES

OPERATION IN BRAZIL

EFFICIENCY GAINS
AND SYNERGIES

113% GROWTH IN

REVENUE IN THE EVOLUTION IN DTC:

~ 50% SHARE IN 2024

WORKING CAPITAL

THROUGH EFFICIENCY AND FIRST3YEARSOF g
LOGISTICS AND STRATEGICPRICING | OPERATION BY THE \4?4@1%‘8& e
SAP INTEGRATION GRUPO SBF

GROWTH INCREASE BRAND NEW DIGITAL

AVENUES: AWARENESSINBRAZIL ~ STORES ~ EXPANSION  CMNICHANN

25



KEY NUMBERS

I

GROSS REVENUE

R$M

CAGR
(2021-2025)

5,102 5122 5298 S:803

4,089
3,230 I

2021 2022 2023 2024 2025 LTM26

*06/30/2026; *DTC (DIRECT-TO-CONSUMER) REVENUE SHARE REPRESENTED 54,6% IN 2025,

GROSS PROFIT AND MARGIN

REM | %

CAGR
(2021-2025)

361y, 406%  416% 43.7%  407% 40.9%
a 0

oo O ————¢

1,969
1681 1775 1,766

1,303
or7 I

2021 2022 2023 2024 2025 ' LTM26

SHARE BY CATEGORY

APPAREL

LT
FOOTWEAR %
EQUIPMENT

SHARE PER CHANNEL

WHOLESALE

23% PHYSICAL
STORES

DIGITAL




A “ S——— N ."'_ i .
PHYSICAL STORES E : L 5
. $ x g
e — = — T & -
b _ I EET - ﬁ".
GROSS REVENUE ey (AN § o
R$ M S— A : f o
Pt 8.12% . A & = ' ’
1,561 ARE C A’S R : T
| - J
" ; ¥ 1-.-’n~.:
792 2 : ° - - "
631 1,444 APEX PER OR - J‘
I
. l . TN L
2021 2022 2023 2024 2025 LTM25  LTM26 - Xe [ y ¥
AF PER ND DR
NUMBER OF STORES —
4 [ ]
44 46 A =¥ [ ) B4 Al ™ A >
=
32 8 9 KX "o
I
22 21 5 ° ° S [d
36 37 v ‘L ?—- I,] IL
27 A L2 A » [ ) B4 Al ™ A d .
2020 2021 2022 2023 2024 2025 1H26 L — ~
mNVS = NDIS e, | “%-g' S

*06/30/2026



NDIS g

NIKE DIRECT INLINE STORES

FULL PRICE I-I:’f:;;:.lNY D?JRE?I:‘.;S PREMIUM, CASUAL 1 EXPANSION OF :
s INLINE FULL PRICE AND FEMALE MARKET SHAREIN
COLLECTION REALIZATION SEGMENTATION NEW CATEGORIES

e e

S - ——
— e — - e —

S
e Mo KR
Se ST

By ﬁ
- - ',.
A | ’




NIKE VALUE STORE

s s 1A B O

STRATEGIC
CHANNEL FOR
SELLING PREVIOUS
COLLECTIONS

ENTRY CHANNEL INCREASE
FOR NEW OF BRAND
CONSUMERS AWARENESS

CLOSE OUT AND
REBUY MIX

»

NVS | IMIGRANTES SAO PAULO |




DIGITAL

*06/30/2026

40.4% 12.9% 67.5

GROSS REVENUE
R$ M

Ola,
Explore o que separamos
para vocé

DEVELOPMENT AND LAUNCH OF

OWNED APP

CAGR
(2021-2025)

|
CREATING THE SEGMENT
2,319 3P
1,974 2,039 2,105 2,067

INCREASE IN SALES OF
SNEAKERS AND CASUAL

OPTIMIZED PRICING AND
CHANNEL MONETIZATION

1,358
’ I

2021 2022 2023 2024 LTM25 LTM26

PEGASUS 41

o) Q v ©

Destaques

PERFORMANCE MARKETING
OPTIMIZATION

g Jo

PRODUCT ASSORTMENT
EXPANSION

SHARE 3P SHARE NPS
OF FISIA’S OF FISIA’S
REVENUES REVENUES

ow



WHOLESALE

GROSS REVENUE

R$M

1,938

1,875
1,788
1,724
1,647 I

2021 2022 2023 2024 2025

35.1% +8.9K
SHARE OF FISIA’S WHOLESALER DOORS
REVENUES (SUPPLIED DIRECTLY BY FISIA

AND BY STRATEGIC PARTNERS)

*06/30/2026

1,923

1610 I

LTM25 LTM26

PRIORITIZATION OF DTC
CHANNELS + FOCUS ON
STRATEGIC ACCOUNTS

CENTAURO AS
ONE OF THE
MAIN CLIENTS

WHOLESALER PARTNER
SEGMENTATIONINLINE
WITH GLOBAL STRATEGY

+4.6K

WHOLESALER DOORS
(SUPPLIED DIRECTLY
BY FISIA)




INVESTOR RELATIONS

< (ENTAURO

RI.GRUPOSBF.COM.BR | RI@GRUPOSBF.COM.BR

O JOSE O VICTORIA O LUNA O LARISSA _ O VITORIA
£ SALAZAR 2 MACHADO £ ROMEU 2 CRISTOVAO o LIMA

SMLL B3 ICON B3] 1GC B3 | IGC-MN B3 IGCT B3| ITAG B3| IBRA B3
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