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PRINCIPAIS MENSAGENS
3125

CRESCIMENTO

Receita bruta (lig. de devolucdes) +155% YoV | Receita Liquida +18,0% YoY
Impulsionada por vendas nas mesmas lojas (SSS) de 10,4%

DE MARGEM BRUTA

Margem Bruta de 71,4% | expansao de + 4.4 p.p. YoY | ex-CCGF +29p.p. YoY

OPERACIONAL

Margem EBITDA de 26,3% | expansao de + 36 p.p. YoVY | ex-CGCFL +25p.p. YooY




3125

ks 305, 4 milhoes
+10.4%

rs 090, 7 milhoes
Rs 12,3 milhoes
71,47%

RS 1 74-, 5 milhoes

206,3%

-M NUM

ROS

RECEITA BRUTA | +155% vs 3124

(Lig. de devolucdes)

SSS | Lojas Fisicas vs 3124
+14.7% Lojas Vivara | +7,6% Lojas Life

VENDAS FISICAS | +16,3% vs 3T24

VENDAS DIGITAIS | +11,6% vs 3124

MGC. BRUTA | +4,4 p.p YoY
| ex-CCGF! +29 p.p. YoVvY

EBITDA AJUSTADO | +37,0% vs 3124

MGC. EBITDA AJUSTADO | +36 p.p YooY
| ex-GGFt +25 p.p. YoY

demais despesas incorridas na planta fabril). Tais gastos passam a ser atribuidos aos custos de cada produto produzido (compondo o valor do estoque de produto acabado) e irdo transitar na linha de custo apenas no

1. Gastos Gerais de Fabricagéo (GGF): No fechamento do exercicio de 2024, a Companhia modificou a metodologia contabil de custeio de Gastos Gerais de Fabricagdo (compostos por remuneragéo de pessoal de fabrica e VI\//\R A O 3

momento em que o produto produzido seja vendido para o consumidor final (a luz do CPC 16— Custos).



EXPANSAO 3725

EVOLUCAO DOS
PONTOS DE VENDA

+5lojas no 3T25

+17 l
45/ 0 12 0 0 469 0 5 0 474
2024 Lojas Lojas Quiosques Fechamentos 2T25 Lojas Lojas Fechamentos 3725
Vivara Life Conversbes Vivara Life Conversdes
EVOLUCAO DOS
PONTOS DE VENDA
Ultimos 12 meses
+9,0% -
435 457 461 469 474
12 —il— —ill— —ill—
159 180 184 192 197

3T24 4724 1T25 2725 3T25
" Quiosques  Life [ Vivara

INTERNACIONAL: 1 loja (Panama) | Projeto Piloto

BRASIL: 473 pontos de venda | Presen¢ca em 100% dos estados brasileiros

NORDESTE

NORTE

76 pontos de venda

25 pontos de venda

13 Lojas Vivara
11 Lojas Life
1 Quiosque

42 Lojas Vivara
33 Lojas Life
1 Quiosque

CENTRO-OESTE
47 pontos de venda

27 Lojas Vivara
20 Lojas Life

% SUDESTE
248 pontos de venda

137 Lojas Vivara
103 Lojas Life
8 Quiosques

SUL
77 pontos de venda
46 Lojas Vivara

30 Lojas Life
1 Quiosque
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Receita por canal (RS mil) 3T25 3T24 A% 25vs24
Receita Bruta (Lig. de devolucoes) 805.433 697.405 15,5%
Lojas Fisicas 690.689 593.848 16,3%
Lojas Vivara 532.003 461.599 15,3%
Lojas Life 154.273 127176 21,3%
Quiosques 4413 5.073 -13,0%
Vendas Digitais 112.304 100.595 11,6%
Outros 2.441 2.962 -17,6%
Deducdes da Receita Bruta (140.930)  (134.505) 4,8%
Receita Liquida 664.503 562.900 18,0%
SSS (lojas fisicas) 10,4% 13,5% na
0.4%
13,9% 14.4%
0,3%
Share (%) 3125 3124
por canal
85,8% 85.2%

Lojas Fisicas Vendas Digitais

9M25 9M24 A% 25vs24
2.435.634 2.108.858 15,5%
2.104.179 1.810.468 16,2%
1.593.156 1.401.872 13,6%
498.383 392.060 27,1%
12.641 16.536 -23,6%
323.185 288.235 12,1%
8.271 10.155 -18,6%
(473.029)  (445.046) 6,3%
1.962.605 1.663.812 18,0%
9,0% 14,6% na
0.5%
13,3% 13.7%
0,3%
OM25 oOM24

86,4%

Outras Receitas

85.9%



LOJAS VIVARA

Rs 532.0 MM

Receita Bruta (lig. de dev)
+15,5% vs 3124

14,7

Same Store Sales

LOJAS LIF

Rs 54,3 MM

Receita Bruta (lig. de dev)
+213% vs 3124

7.6%

Same Store Sales

+16,24

crescimento da

categoria de Joias
VS 3124

266

l0]as

01,9

representatividade das
l0jas Life nas vendas da

categoria Life
+5,1 0.0. VS 5124

98 lojas maduras

(50% do parque Life)

com Taturamento medio
de R$ 57 mm (LTM)
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DIGITAL

VIVARA

Ganhe frete gratis
em compras a partir de RS699

rs 112,3 MM 32.6%

Receita Bruta (lig. de dev) Participacao da categoria | o
+11,6% vs 3124 | mais um trimestre de L ife no mix de vendas
crescimento organico +0,3 p.p. Vs 3124 NOIVADOS

PARA SEMPRE,S/72

13.9¢

’ L~ ~ +6O,400
Participacao nas vendas |
totais Crescimento das vendas

Semelhante ao 3T24 (14,4%) OMS
+59 .8 0.0. VS 8124

\\\\\\\\\\\\

Iniciativa Personal Shopper
com indices de conversao

IOX mMalores
gue o site

EXPLORAR

Brincos



EVOLUCAO MARGEM BRUTA

3125 vs. 3124
B

71,4%

+2,9p.p. /

Mg. Bruta 3T24 A CMV A Pessoal A Fabrica A Deprec. Alocacao Mg. Bruta 3T25
(ex-GGF") (ex-GGF") (ex-GGF") (ex-GGF") GGF' 3T25

Lucro Bruto de R$ 474,2 milhdes | Lucro Bruto (ex-GGF1) de R$ 4641 milhdes

« Continuidade da trajetoria de expansao na linha de CMV (+2,1 p.p. YoY): todas as categorias ganharam margem
* (i) subcategorias Vivara com maior margem de contribuicao (Duo, Lab Diamond e Prata Vivara) ganhando representatividade no mix

(i) otimizacdo na negociacao com fornecedores de Relogios YoY
« (ill) assertiva precificacado e gestao de markup (com destaque para categoria Vivara)
(

Iv) evolucao gradual da internalizacao da producao de Life

« Linha de pessoal (ex-GGFL) contribuindo 0,6 p.p reflete eficiencia fabril: maturacao dos HC adicionados na fabrica no 2H24
aumentou produtividade, permitindo otimizacao do quadro e reducao de horas extras

1. Gastos Gerais de Fabricagdo (GGF): No fechamento do exercicio de 2024, a Companhia modificou a metodologia contabil de custeio de Gastos Gerais de Fabricagdo (compostos por remuneragéo de pessoal de fabrica e demais despesas incorridas na planta fabril). Tais gastos passam a ser atribuidos aos custos de cada produto produzido (compondo o valor do estoque de
produto acabado) e irdo transitar na linha de custo apenas no momento em que o produto produzido seja vendido para o consumidor final (a luz do CPC 16— Custos).
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SBITDA AJUSTADA

EVOLUCAO MARG
3125 vs. 3124

26,3%

+1,1 p.p. -1,0 p.p. +1,1 p.p.

+2,5p. P. /
Mg. EBITDA 3724 Mg. Bruta Desp. Venda Desp. G&A Outras Rec. e Desp. Alocacao Mg. EBITDA 3T25
(ex-GGF' e D&A) (ex-D&A) (ex-D&A) + Ajustes de GGF" (ex-D&A)

EBITDA

EBITDA ajustado de R$ 174,5 milhoes | EBITDA ajustado (ex-CGF!) de R$167,1 milhodes

« Despesasde venda (-0,3 p.p.YoY): pressao na linha Marketing parcialmente compensada pela alavancagem em Pessoal
« Pessoal (+11p.p. YoY): menor volume de aberturas de lojas YTD (17 lojas em 2025 vs 45 lojas em 2024)
« Desp. Marketing (-13p.p.): normalizacao da linha de Marketing versus base comparativa 3124 abaixo do patamar recorrente

« G&A (+11 p.p.) : ganho de eficiéncia devido a alavancagem operacional da linha de Pessoal apesar de pressao na linha de Serv.
Profissionais dada a dindmica das despesas de Tl (antes classificadas como CAPEX e que passaram a afetar OPEX a partir do 4T24).

1. Gastos Gerais de Fabricagdo (GGF): No fechamento do exercicio de 2024, a Companhia modificou a metodologia contabil de custeio de Gastos Gerais de Fabricagédo (compostos por remuneragéo de pessoal de fabrica e demais despesas incorridas na planta fabril). Tais gastos passam a ser atribuidos aos custos de cada produto produzido (compondo o valor do estoque de
produto acabado) e irdo transitar na linha de custo apenas no momento em que o produto produzido seja vendido para o consumidor final (a luz do CPC 16— Custos).



RO LIQUI

175.850

126,5%

19,0%
|
107.166

3724 3725

Lucro Liguido de R$175,8 milhdes no 3125

1. Gastos Gerais de Fabricagdo (GGF): No fechamento do exercicio de 2024, a Companhia modificou a metodologia contébil de custeio de Gastos Gerais de Fabricagdo (compostos por remuneragéo de pessoal de fébrica e demais despesas incorridas na planta fabril). Tais gastos passam a ser atribuidos aos custos de cada produto produzido (compondo o valor do estoque de
produto acabado) e irdo transitar na linha de custo apenas no momento em que o produto produzido seja vendido para o consumidor final (a luz do CPC 16— Custos).

2.Mudanga na contabilizagdo do Imposto de Renda Diferido: No exercicio de 2024, a Companhia revisou os calculos do imposto de renda diferido sobre os lucros néo realizados nos estoques das operagdes entre suas controladas, passando a utilizar a taxa nominal do Imposto de Renda Pessoa Juridica (IRPJ) e da Contribuigdo Social sobre o Lucro Liquido (CSLL) no Brasil, equivalente a 34%, a luz do CPC 32 — Tributos sobre o Lucro. Anteriormente a iatiliz taga meédi
efetiva consolidada para calcular o imposto diferido. No entanto, com base na revisdo realizada a luz do CPC 32 - Tributos sobre o Lucro, concluiu-se que a adogéo da taxa nominal garantiria uma melhor apresentagéo da consolidagéo contabil do Grupo, alinhada as praticas contabeis aplicéveis. O

Informagdo Interna



DINAMICA DE ESTOQU

Estoque Total 1.623.503 1.496.595 8,5%
Produtos acabados 1.147.361 1.058.561 4.4%
Materia Prima 407.758 337.653 20,8%
Embalagens 60.357 60.207 0,2%
Estogue em transito 8.027 174 na

INniciativas de otimizacao de estoque sendo executadas conforme o plano

v’ Movimentacao de joias para lojas que tenham maior velocidade
de vendas;

v Derretimento de pecas com menor velocidade de vendas,
transformando em matéria-prima para producao de 7/ast-movers

Finalizamos o 3125 com 130 kg de ouro além do gue iremos usar na
producao No 4125

Ainda temos produtos em loja que poderao ser alvo de derretimento
no 1726 caso nao sejam vendidos, potencialmente reduzindo a
necessidade de compra de ouro em 2026.

Aumento de 85% no estoque (3T25 vs 2T25) reflete a preparacao para
atender a forte demanda da sazonalidade do 47125 (movimento
caracteristico do 3T), mas vale destaque que este foi 0 menor patamar
de aumento desde 2020

1. Considerado saldo de estoque contabil (incluindo alocagéo dos Gastos Gerais de Fabricagdo, que no 3T25 totalizavam RS 75 milhdes)

Fvolucao trimestral do Estoguet!

Base 100 calculada a partir do 4T do ano anterior

3. Lo
-110
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S 122
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106
104

2024

2025

1T

2T 3T



OUTROS DESTAQUE
SINANCEIROS 3T25
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CAPEX
RE 22 2 milhodes

-356%% vs 3124

Refletindo menor numero de aberturas YTD e reclassificacao de parte das despesas
de Tl (que do 4T24 em diante deixaram de ser CAPEX e passaram a impactar OPEX)

CAIXA OPERACIONAL

Consumo de R$ 111 milhdes

Consumo devido a antecipacdo de R$ 90 milhdes em recebiveis de cartdo de crédito
que seriam recebidos em julho/2025, mas foram antecipados para junho/25. Sem
esta antecipacao, o trimestre registrou uma geracao operacional de R$ 77,8 milhdes.

—NDIVIDAMENTO BRUTO

R$ 55—| ,5 M | | h@eS (sendo R$ 35,8 milhdes risco sacado)

v +R$153,0 milhdes vs. Dez.24 (+38,4%) | Reducéo do custo da divida e alongamento do prazo
v Divida liquida /EBITDA ajustado em O,4x
v Reducdo de R$ 2250 milhdes (vs. Dez.24) das linhas de Risco Sacado




PERSPECTIVAS

FOCO NA SAZONALIDADE

Equipes preparadas para as sazonalidades de Black Friday e Natal: treinamentos e cultura reforcada
na Convencao de Vendas 2025

Estogues compostos para uma forte sazonalidade (+ novos lancamentos)

LIFE

Foco por freshness e inovacao: a companhia retomou a parceria com a Disney e lancou pingentes
tematicos no final de setembro de 2025 de modo a impulsionar subcategoria Moments. No portfolio
de produtos, a companhia preve reforcar os lancamentos de colecdes, ampliar a linha de produtos
comercials corm novos modelos e iniciar a venda de relogios masculinos nas lojas Life.

GERACAO DE CAIXA

A Companhia vem adotando uma série de iniciativas visando elevar a geracao de caixa operacional,
COMO renegociacao de prazos com fornecedores, reducao na compra de matéria-prima alinhada ao
plano de otimizacao do estoque e ganho de eficiéncia na gestao tributaria. Com isso, projeta-se uma
conversao mais elevada de EBITDA em caixa operacional.

EXPANSAO 2026

Aceleracao do ritmo de abertura de lojas (com foco em Lojas Life).




VIVARA

ri@vivara.com.br
rivivara.com.br


mailto:ri@vivara.com.br
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KEY MESSAGES

GROWTH

Cross Revenue (net of returns) up 155% YoY | Net Revenue up 18.0% YoY driven

oy same store sales (SSS) of 10.4%

OF GROSS MARGIN
Gross Margin of 71.4% | +444 bps YoY | (ex-CGFY) up +292 bpsYoY

SIGNIFICANT
EBITDA Margin of 26,3% | +364 bps YoY | (ex-CCFY) up +252 bps YoY

1. Manufacturing Overhead Costs (GGF): At the close of the 2024 fiscal year, the Company modified the accounting methodology for allocating Manufacturing Overhead Costs (which include factory personnel remuneration and other expen
plant). These costs will now be assigned to the cost of each product produced (forming part of the finished goods inventory value) and will only flow through the cost line at the moment the produced product is sold to the final consumer (in accor

Internal information

ses incurred in the manufacturing

dance with CPC 16 — Costs).




HIGHLIGHTS 3Q25

GROSS REVENUE | +155% vs. 3024
R$ 8 O 5 . 4 million | ’ Q

(Net of returns)

0 SSS | Physical Stores vs. 3Q24
™ 1 O . 4 %) +14.7/% Vivara Stores | +7.6% Life Stores

R& 690 7 million  PHYSICAL SALES | +16.3% vs. 3Q24

RS 1 12 . 3 million  DIGITAL SALES | +11.6% vs. 3Q24

71.4-% CGROSS MARCGIN | +444 bpsvs. 3Q24
(ex-CGGFY) | +292 bpsvs. 3Q24

RS 1745 million  Adjusted EBITDA | +37.0% vs. 3Q24

26 39  ADI EBITDAMARGIN | +364 bpsvs. 3Q24
(ex-CGGRY) | +252 bpsvs. 3Q24

1. Manufacturing Overhead (GGF): At the close of the 2024 fiscal year, the Company changed the accounting methodology for allocating Manufacturing Overhead (composed of factory personnel compensation and other
expenses incurred at the manufacturing plant). These expenses are now allocated to the cost of each product produced (being included in the value of finished goods inventory) and will only appear in the cost line at the
moment the produced product is sold to the final consumer (in accordance with CPC 16 — Costs)

VIVARA 03



- XPANSION 3Q25

EVOLUTION OF
POINT OF SALES

+5 stores in 3Q25

+17

e ZA R oM 5
2024 Vivara Life Stores Kiosks Closing 2725 Vivara Life Stores Closing 3725
Stores Stores
EVOLUTION OF
POINT OF SALES
LTM
+9,0% -
435 457 461 469 474
—m— i

159 180 184 192

3Q24 4Q24 1Q25 2Q25

. Kiosks Life Stores | Vivara Stores

Internal information

197

3Q25

INTERNATIONAL | 1 Store (Panama) | Pilot Project

BRAZIL | 473 Point of Sales | Presence in all Brazil states

NORTHEAST
76 points of sales

NORTH
25 points of sales

42 Vivara stores
33 Life stores
01 Kiosks

13 Vivara stores
11 Life stores
1 Kiosks

MIDWEST
47 points of sale

27 Vivara stores
20 Life stores

SOUTHEAST
248 point of sales

137 Vivara stores
103 Life stores
8 Kiosks

SOUTH
77 points of sales

46 Vivara stores

o VIVARA 04



REVENUE

Revenue per channel (RS, 000) 3Q25 3Q24 A% 25vs24 9M25 9M24 A% 25vs24
Gross Revenue (net of returns) 805,433 697,405 15.9% 2,435,634 2,108,858 15.9%
Physical Stores 690,689 593,848 16.3% 2,104,179 1,810,470 16.2%
Vivara Stores 532,003 461,599 15.3% 1,993,156 1,401,872 13.6%
Life Stores 154,273 127,176 21.3% 498,383 392,062 27.1%
Kiosks 4,413 5,073 -13.0% 12,641 16,536 -23.6%
Digital Sales 112,304 100,595 11.6% 323,185 288,233 12.1%
Others 2,447 2,962 -17.6% 8,271 10,155 -18.6%
Deductions (140,930)  (134,505) 4.8% (473,029)  (445,046) 6.3%
Net Revenue 664,503 562,900 18.0% 1,962,605 1,663,812 18.0%
SSS (physical stores) 10.4% 13.5% na 9.0% 14.6% na
13.9% 03% 0.4% 133% 0-3% 0.5%
14.4% 13.7%
Share (%)
by channel 3Q25 3Q24 OM25 oOM24

Internal information

0,
85.8% 85.29%

Physical Stores Digital Sales

Other Revenue

86.4%

85.9%



VIVARA STORES
R$ 932.0 v

Cross Revenue( Net of

Returns)
+15.3% vs. 3Q24

14.7¢

Same Store Sales

LIFE STORES
R$ 154.3 Mm

Cross Revenue( Net of

Returns)
+213% vs. 3Q24

7.0v

Same Store Sales

Internal information

+16.24%

Jewelry category

revenue Growth
Vs 3024

266

Stores

61.94

Share of life stores in the

Life category sales
+507 bpsvs. 3Q24

08 Mature Stores
(50% of Life Stores)
With average revenue of
R$ 57 mm (LTM)

|
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DIGITAL

R 112.3 mum

Gross Revenue

+11.6% vs. 3Q24 | another quarter of
organic growth

13.9¢

Share in sales
Similar to 3Q24 (14.4%)

Personal Shopper initiative
with conversion rates

IOX higher
than the website

Internal information

32.6x

Share in Life category

N sales Mix
+335 bpsvs. 3Q24

60.4

OMS Sales Growth
+39777 bpsvs. 3Q24

DIA DAS MAES

Amor de mae, um sentimento
infinito e transformador

o @

VIVARA  Life

() Buscar produtos @

Ganhe frete gratis
em compras a partir de RS699

KKKKK

NOIVADOS

PARA SEMPRE,S/72

Anéis e Aliancas




GROSS PROFKIT EVOLUTION
35025 vs. 5Q24

71.4%

+2.9 pp /

3Q24 Gross Profit A CMV A Personnel A Factory A Deprec. GGF' 3Q25 3Q25 Gross Profit
(ex-GGF") (ex-GGF") (ex-GGF") (ex-GGF")

Gross Profit of R$474.2 million | Gross Profit (ex-CGFY) of R$464.1 million

« Continued upward trend in the COCS line (+2.1 p.p. YoY), with all categories showing margin improvement.
* (i) Vivara subcategories with higher contribution margins (Duo, Lab Diamond and Prata Vivara) gaining share in the sales mix;
« (i) optimization in supplier negotiations for Watches YoY;
« (ili) effective pricing and markup management (with highlights in the Vivara category);
* (iv) gradual progress in the internalization of Life's production.

« Personnel line (ex-CGF1Y) contributing 0.6 p.p., reflecting manufacturing efficiency: the ramp-up of headcount added to
the plant in 2H24 improved productivity, enabling staff optimization and lower overtime levels.

1. General Manufacturing Expenses (GGF): At the close of fiscal year 2024, the Company changed the accounting methodology for allocating General Manufacturing Expenses (which include factory staff remuneration and other expenses incurred at the manufacturing plant). These expenses will now be attributed to the cost of each product manufactured (becoming part of the
finished goods inventory value) and will only impact the cost line at the time the product is sold to the end consumer (in accordance with CPC 16 — Costs)



ADJUSTED EBITDA MARGIN EVOLUTION
5025 vs. 5Q2

26.3%

+1.7 p.p. -1.0 p.p. +1.7 p.p.

+2.9p.p. /

3Q24 EBITDA Gross Margin Selling Expenses G&A Expenses Other Revenue GGF? 3Q25 EBITDA
Margin (exGGF' and D&A) (ex-D&A) (ex-D&A) and Expenses + (ex-D&A) Margin
EBITDA Adjusted

Adjusted EBITDA of R$174.5 million | Adjusted EBITDA (ex-CGF1) of R$167.1 million

« Selling expenses (-0.3 p.p. YOY): pressure in the Marketing line partially offset by leverage in Personnel.
« Personnel (+1.1 p.p. YovY): lower number of store openings YTD (17 stores in 2025 vs. 45 stores in 2024).
« Marketing expenses (-1.3 p.p.): normalization of the Marketing line compared to 3Q24, which was below the recurring level.

« G&A (+1.1 p.p.): efficiency gains from operational leverage in the Personnel line, despite pressure in Professional Services due to
the dynamics of IT expenses (previously classified as CAPEX, which began impacting OPEX starting 4Q24).

1. General Manufacturing Expenses (GGF): At the close of fiscal year 2024, the Company changed the accounting methodology for allocating General Manufacturing Expenses (which include factory staff remuneration and other expenses incurred at the manufacturing plant). These expenses will now be attributed to the cost of each product manufactured (becoming part of the
finished goods inventory value) and will only impact the cost line at the time the product is sold to the end consumer (in accordance with CPC 16 — Costs).



=T INCOM

NS v
175.8350

19,0%
|
107.166

3724 3725

Net Income of R$175.8 million in 3025

General Manufacturing Expenses (GGF): At the close of fiscal year 2024, the Company changed its accounting methodology for costing General Manufacturing Expenses (comprising factory personnel compensation and other expenses incurred at the manufacturing plant). These expenses will now be allocated to the cost of each product manufactured (becoming part of the
finished goods inventory value) and will only be recognized in the cost line when the product is sold to the final consumer (in accordance with CPC 16 — Costs).

Change in Deferred Income Tax Accounting:In fiscal year 2024, the Company revised the calculation of deferred income tax on unrealized profits from intercompany inventory transactions, and began applying the nominal tax rate for Corporate Income Tax (IRPJ) and Social Contribution on Net Income (CSLL) in Brazil, equivalent to 34%, in accordance with CPC 32 — Income Taxes.Previously, the Company used the consolidated average \ / I \ // \ IQ /\ 1 O
Internal information effective tax rate to calculate deferred taxes. However, based on the review conducted under CPC 32 — Income Taxes, it was concluded that adopting the nominal tax rate would provide a more accurate representation of the Group’s consolidated financial statements, in line with applicable accounting practices.



INVENTORY DINAMIC

Inventory 1,623,503 1,496,595 8.5%
Finished Goods 1,147,361 1,098,561 4.4%
Raw Materials 407,758 337,653 20.8%
Packaging 60,357 60,207 0.2%
Inventory in transit 8,027 174 na

INnventory optimization initiatives are being executed according to plan:

v Products were reallocated to stores with higher turnover
potential, driving sales:

v Slow-moving items were melted down, converting idle finished
goods into raw material for the production of fast-moving items.

We closed the quarter with 130 kg of gold in excess of what will be used
for production in 4Q25.

There are still slow-moving products that could be melted in 1Q26 if
not sold, potentially reducing the need for gold purchases in 2026.

AN 85% increase in inventory (3Q25 vs. 2Q25) reflects preparation to
meet strong demand during the 4Q25 seasonality (a typical 3Q
pattern). It is worth noting that this was the smallest inventory increase
since 2020.

Quarterly Inventory Evolution

Indexed to 100, based on the previous year's 4Q

2024
135
5 122 2025
]13‘4‘ -HI/
- 110 113
o 104 - oo
1T 2T 3T 4T



OTHER FINANCIAL
HIGHLIGHTS 3Q25 sl
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CAPEX

RE 22 2 million

-35.6%% vs 3Q24

Reflecting a lower number of store openings YTD and the reclassification of part of IT
expenses, (which since 4Q24 have no longer been capitalized as CAPEX and are now
recognized as OPEX).

OPERATING CASH FLOW

Cash consumption of R$ 11.1 million

Cash consumption due to the early collection of R$90 million in receivables originally
scheduled for July 2025 but anticipated to June 2025, Excluding this anticipation, the
quarter would have shown an operating cash generation of R$77.8 million.

GROSS DEBT

R$ 5515 m|||IOﬂ (R$ 35.8 million of forfait)

v +R$153.0 million vs. Dec 2024 (38.4) | Decrease in borrowing costs and lengthening of debt term
v Net Debt / Adjusted EBITDA in 0,4x
v' Reduction of R$225.0 million (vs. Dec/24) in factoring transactions (forfait).

Internal information



Internal information

PERSPECTIVES

SEASONAL FOCUS
Teams fully prepared for Black Friday and Christmas: intensive training and
reinforced culture during the 2025 Sales Convention.

Inventories structured to support strong seasonal demand

LIFE

Focus on innovation and product freshness: the Company reinstated its
partnership with Disney, launching themed charms at the end of September
2025 to drive the Moments subcategory. The Company also intends to
reinforce collection launches, broaden the commercial product line with new
Mmodels, and introduce men’'s watches in Life stores.

CASH FLOW GENERATION

The Company has been implementing a series of initiatives aimed at
INcreasing operating cash generation, including renegotiation of supplier
terms, reduction in raw material purchases aligned with the inventory
optimization plan, and efficiency gains in tax management. As a result, a
Nigher conversion of EBITDA Iinto operating cash is expected..

20260 EXPANSION

Acceleration of store openings, with a strategic focus on Life stores.




VIVARA

ri@vivara.com.br
rivivara.com.br


mailto:ri@vivara.com.br
https://ri.vivara.com.br/
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