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Parte 1
Visao Geral Pague Menos




Pague Menos

] PagueMenos

Plataforma unica no varejo farma nacional, combinando escala, execucdo e Hub de Saude integrado

Escala Nacional e
Lideranca Regional

1.165 lojas

3% Maior rede de farmacias do Brasil

Lideranca destacada?
nas regides Norte e Nordeste

Unico player na_cional com f(pco Nna
classe média expandida

Forca de marca? e lideranca no
mercado em percepg¢ao de preco?®

Capacidade de
Execucgao

Turnaround bem-sucedido
entre os anos de 2016 e 2019

Exceléncia operacional
evidenciada pelo track redord recente

EBITDAAj.4

r$67TMmm

(+17,2% vs. a.a.)

Receita Bruta#

R$8,0 BI

(+10,3% vs a.a.)

Lucro Liquido Aj.4 ROIC
r$177Mm 19,4
(+83,9% vs. a.a.) (-0,7p.p. vs. a.a.)

Muito Além do
Varejo Farmacéutico

+870 Clinic Farmas
Maior rede de consultérios
farmacéuticos do pais

+2.5 milhdes
de atendimentos/ano

100% das lojas

integradas ao e-commerce

~9% das vendas
via plataformas digitais

1 Fonte: IQVIA

2 Pesquisa CVA Solutions “Estudo Varejo Drogarias” (2021): Pague Menos é a segunda rede com maior forga de marca em nivel

nacional.
3 Pesquisa Bank of America “Brazil Drugstores” (2020)
4 Dados referentes ao ano de 2021, considerando o IFRS 16

Nota: dados nao consideram a aquisigao da Extrafarma, atualmente sob analise do CADE.
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Linha do Tempo

Historico consistente de crescimento, inovacdo e empreendedorismo

2011 - 2016 2016 - 2019 2020 ...

Aceleracao da Turnaround e Novo Ciclo de
Expansao Nacional Transformacao Crescimento

1981 - 2010

Empreendedorismo e Inovagao

Inauguracgao da Pioneirismo na oferta Pague Menos se torna a Inauguracao da Abertura de capital na B3,
primeira Farmacia de servicos financeiros maior rede de farmacias Langamento da Investimento Loja #1.000, a capitalizando a Companhia
Pague Menos, em com pagamentos de do Brasilem lojas e Plataforma Estratégico da maior farmacia da para um novo ciclo de

Fortaleza-CE contas em loja faturamento Sempre Bem General Atlantic Ameérica Latina crescimento

Primeira farmacia Lancamento do SAC Ampliagcao da Lancamento do Inicio do processo Conclusio dos

no Brasil a adotar Farma, servico presencga para 100% Clinic Farma; de otimizagdo do ajustes de portfolio e égﬁ:%g?&:i
o modelo de gratuito e 24h de dos estados Aquisicao de portfolio de lojas e profissionalizac&o. tornando-se o 2°
drugstore atendimento brasileiros, a primeira participagao profissionalizagao Inicio da jornada maior player do
farmacéutico rede a atingir escala acionaria na e- transformacao mercado brasileiro
nacional Pharma digital

1 Transagao atualmente sob analise do CADE



Mercado Brasileiro de Farmacias

] PagueMenos

Veiculo unico para capturar oportunidades em um setor resiliente, com drivers estruturais de crescimento

Crescimento Expressivo e Resiliente...
Mercado farmacéutico brasileiro (R$ Bi)?!

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Classe Média Expandida Representa o Maior Mercado...

Potencial de consumo por classe social (% total)?

Il D/E
[ Je
M B2
B1
A
% 12%
8% 9%
Medicamentos HPC

1 Fonte: IQVIA; 2 Fonte: IPC Maps - Potencial de Consumo das Familias 2019; 3 Fonte: IBGE; 4 Fonte: IQVIA

..Sustentado por um Rapido Envelhecimento Populacional
Piramide etaria brasileira?

10%
16%

14%

18%

36% 70 o M 263249
. 19a25
15% 11% 9% 0al8
2010 2020 2030

...Com Amplo Espac¢o para Consolidacao
Participacao de mercado 5 maiores players varejo farmacéutico por pais#

86% 1%
72% 71% 61%
° 57% 54% 52% 50% 49%
35% 33% 32%
0,
IIIIIIIIIzS.AWSW
ARG P >
é\*@d\ @@0@"’%@&\\\ s équ’@Qq &
& O <@ V“ % e > & k
p S Qo@ Q <<>qb Q° O
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Presenca Nacional

Combinada com posicdo de lideranca na maioria dos mercados em que atuamos

Lideranga nos mercados em que operamosl
Distribuicao de nossos micro-mercados por market share (%)

Total Share Pague  Share Pague
Micromercados Menos >10% Menos < 10%

[l Maior Share > do que os concorrentes de grandes redes? somados

1 Fonte: IQVIA e
2 Concorrentes incluem apenas redes associadas a Abrafarma




Lideranca Destacada no N/NE

Regibes “core” com grande relevancia estratégica no mercado

Norte e Nordeste Nordeste
Market Share (%)

 mm +1,9x

18,4%

-

9,8%
16 Estados que respondem a
25% do mercado
farmacéutico brasileiro,
crescendo acima da média
nacional

Pague Menos 2 Rede!

Fonte: IQVIA
1 Releases de Resultado do 4T21 das redes que publicam Market share

] PagueMenos

Norte
Market Share (%)

v +1,7x
9,4%
57%
Pague Menos  2° Rede!
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Foco na Classe Média Expandida

Unica das grandes redes com foco em um mercado enderecdvel 4x superior as classes A/B1

Posicionamento de Lojas por Classe Social'

Mercado enderecavel da classe média expandida €
4x maior que o das classes A/B12

A/B1

Classe A 5%
Classe BI 28%
........................... 2 /3 B2/C/D
Classe B2 das lojas
: do EBITDA
Classes C/D
: : Pague
N NS S NS SN NN NN EEEE NN NN NN EEEEEE NSNS NN NN EEEE SN NS NN NN EEEEE SN NN NN EEEEEEEEEEEEEEEEEEEEEEE Vienos
1 Classe social predominante no entorno de cada loja, segundo critérios do IBGE. Q
2 Fonte: IPC Maps - Potencial de Consumo por Classe Social. Total Mercado Enderecavel considera somente remédios, ndo inclui HPC com R$96.4 bilhdes de mercado total
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Proposta de Preco Imbativel

Comparacao de Preco Cesta Geral de Medicamentos

(PM = Base 100)
105,2
101,6
100,0

:] PagueMenos Grandes Redes? Redes Regionais?

Comparacao de Preco em Categorias-chave?®
(PM = Base 100) 103 6

101,4
100,0

0 PagueMenos Grandes Redes* Redes Regionais

2

'Considera Raia Drogasil, Extrafarma e DPSP
2 Considera PGlobo, Ultra Popular, Independente, Araujo e Permanente
3 Medicamentos de uso continuo
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Hu b de Sa ade [] PagueMenos

Pioneirismo e lideranca na proposta de uma solucdo abrangente de saude a populacdo

éo CLINIC
DATA |=== JA FARMA (O coNvENIOS
ANALYTICS _I—\ %) EPARCERIAS

Iﬁl FARMACIAS DE
(=] MANIPULACAO

CANAIS
+ DIGITAIS

AME
(MEDICAMENTOS
ESPECIAIS)

E-PHARMA
PBM (6

PLATAFORMA DE
CONTEUDO

Spmyare L1 PagueMenos
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Clinic Farma

A pedra angular do nosso Hub de Saude

CONSULTORIO FARMACEUTICO

ClinicFarma

Oe
”‘ Pague Menos

éo Lideranca e Pioneirismo
o 879 Clinicas em todo o Brasil

®¢ Poderosa Alavanca de Fidelizacao
U’ C Gasto médio +3x maior por cliente

®¢ Extenso Portfolio de Servicos
”. +50 procedimentos ofertados

DIABETES EXAMES RAPIDOS APLICACAO DE BRINCOS ,

) BETA HCG k , :
AVALIACAO CORPORAL APLICAGAO DE INJETAVEIS
_ﬂ DENGUE
TESTES COVID-19 _g PSA TELEMEDICINA
R )
45 PERFIL LIPIDICO
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Plataforma Omnichannel

Integracdo completa entre e-commerce e lojas fisicas, com escala e capacidades unicas no setor

Compranalojae ----ccceoeeeoooo
entrega em casa

Smart lockers para retirada de
produtos com agilidade e discricao

_ _ PRATELEIRA
Compra online e retirada INFINITA

Nna loja, sem custo de frete
Entrega programada de produtos de
Uso continuo e consumo recorrente

CLIQUE &

RETIRE ( ASSINATURA \ o

ASSINATURA

Entrega expressa a partir de lojas
hibridas e dark store

___Televendas centralizado, com

-------------- SITE, APP E ! . ALt -
e | atendimento farmacéutico e pds-venda
CENTER
Plataforma de conteudo Marketplace com sellers de nicho,
~ proprietaria gergndo -------- PLATAFORMA [@] ------ complementando a oferta de
engajamento e trafego digital SEMPRE BEM produtos nos canais digitais

--------- MARKETPLACE
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Aceleracao Digital

Canais digitais sGo cada vez mais relevantes em nosso hegocio

Vendas Canais Digitais —
(% das vendas totais)

ﬁ,y

5,2%

5,2% 5,2%

—

2,1% 2,3% 2,3%

2,0%

1719 2T19 3719 4T19 1720 2720 3720 4T20 1T21 2721 3721 4T21
Participacao por Regiao Vendas por Canal
(% das vendas totais 4T21) (Participacao vendas canais digitais 4T21)
Televendas

16,6%

eCommerce

Superapps

9%

Prateleira Infinita e



Convénios, Parcerias e PBMs el entegos

Fortalecendo a nossa rede de clientes e o alcance de nosso Hub de Saude

Parcerias e Convénios Clinic Farma B2B2C
(% das vendas totais)

Importante frente geradora de trafego

(35,40 ! PLANOS DE
26,7% SAUDE ,
Clinic Farma como / 4
rede credenciada /

o Y7/ \  ClinicFarm »
14,6% 14’2% 15,8A> COMBOS DE LIS Pague Menos : 3
SAUDE 2

Clubes de beneficios de saude :

com foco em classes populares

SETOR

PRIVADO PUBLICO
4T19 1T20 2720 3120 4720 TT21 2T21 3121 4721 Campanhas de imunizagao Adesdo ao tratamento

Descontos em atendimentos basicos Campanhas de vacinagao

Parcerias com secretarias de
saude municipais

W Além das estratégias de parcerias, convénios e B2B2C, a Pague Menos
= € acionista minoritaria na e-Pharma, a maior gestora de PBM do pais
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Marcas Proéprias

Fortaleza de nosso ecossistema, com grande aderéncia ao nosso publico-alvo

Extenso Portfélio Multimarcas Participacao nas Vendas (% receita)

+1000 itens em categorias como HPPC, polivitaminicos, Bl % vendas totais Il % autosservico
equipamentos de saude, produtos naturais, entre outros 13.4%
/ y“+ 70

Alavanca de Fidelizacdao e Rentabilidade ——¥ 6,2% 11,0%

Margens aproximadamente 10p.p. acima da média, com alto 5,6%
giro e grande aderéncia ao nosso publico-alvo

47120 47121 4720 47121
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Manipulacao e Medicamentos Especiais

Avenidas de crescimento complementares, agregando ainda mais valor ao nosso Hub de Saude

Farmadcia de Manipulagcdo

» Formulas manipuladas exclusivas para cada paciente

» Bons economics: margens altas e alto grau de fidelizacao
» Forte contribuicao para a adesao ao tratamento

* Mais de 28 anos em operagao

» 4 |aboratdrios, 4 centros de atendimento e parcerias com
players locais em modelo de marketplace

Pague
Menos
MANIPULACAO

Atendimento Medicamentos Especiais (AME)

» Produtos de alto custo e tratamentos de alta complexidade
(oncologia, endocrinologia, reproducao, dermatologia, etc.)

= Acompanhamento continuado para pacientes (PSP)
= Suporte para pacientes com demandas judiciais

» Mais de 460 itens disponiveis

» Crescimento de +170% em 2021 vs 2020
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Plataforma de Conteudo Sempre Bem

Somos a rede de farmacias mais querida nas redes sociais

+1 milhao de Conteudo Alavanca Digital

1 H 4" Crescente integragcao com
Seg.l".dpres prOeretarlp os canais digitais, gerando trafego
Nas principais redes Produgao de conteudos e aumento de conversio
sociais, com alto nivel de de saude, beleza e bem-

engajamento? estar

T Maior escore de engajamento entre as redes do varejo farmacéutico, segundo o estudo Zeeng - Social Analytics Varejo Farmacéutico (2021)



Agenda
ESG 2030

VISAO: SAUDE
PARA TODOS

A Pague Menos sera uma
solucao completa de saude que
contribuird, significativamente,
para reduzir as desigualdades de
acesso a uma vida saudavel no
Brasil.

Conheca mais em:
https.//esg.paguemenos.com.br/

SAUDE PARA
AS PESSOAS

Acreditamos que podemos
fazer a diferenca na vida de
todos os brasileiros, mas
principalmente daqueles
que tém menos acesso a
salde, garantindo
tratamento, informacao,
cuidado e prevencgao.

ODS* prioritarios

3 BOA SADOE EDUCACAD B EMPREGODIGNO 10 REDUCADDAS
EBEM-ESTAR 'DEQUALIDADE Eg;?ﬂgllﬂ DESIGUALDDES
1]

e Ml oG G

=&
=
=

SAUDE PARA O
MEIO AMBIENTE

Reconhecemos que a saude
das pessoas esta
intrinsecamente relacionada
a saude do meio ambiente,
portanto, nos
comprometemos a fazer
nossa parte, adotando
praticas mais sustentaveis.

ODS* prioritarios

CONSUMD COMBATEAS
12 EPRODUGAD 13 éﬂ%&s

e

* ODS: Objetivos de Desenvolvimento Sustentavel (ODS) da ONU.

] PagueMenos

SAUDE PARA
OS NEGOCIOS

Para nds, um negdcio so6 é
saudavel se for pautado por
relacdes de qualidade e
promover oportunidades de
desenvolvimento, financeiro,
intelectual, emocional, para
todos os seus stakeholders.

ODS* prioritarios

EDUCACAD 5 IGUALDADE EMPREGO DIGNO
DEQUALIDADE DEGENERO

hd @ il
s, R,

G [co



https://esg.paguemenos.com.br/
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Ciclos de Expansao

2021 foi um ponto de inflexdo em nossa historia recente

Fase I: 2000 a 2010 Fase 11: 2010 a 2016 Fase Ill: 2016 a 2019 Fase IV: 2019 a 2021

* Forte Crescimento. Negdcio » Aceleragcao da estratégia de
familiar com estratégia ambiciosa expansao nacional
se tornou lider de presenca

) » Crescimento consistente porém

nacional ainda desestruturado

= Expansao baseada em agilidade,
rapidez e agressividade na

tomada de decisao

= Ritmo de expansdo acima da
capacidade de administrar a
progressiva complexidade do

= 100% bootstrapped pelos negocio
fundadores
9,9% 15,5%
CAGR CAGR
Receita Bruta (R$ B) Receita Bruta (R$ B)
17,8%
CAGR ° 518
23,6%
CAGR 2,2 2,2
2000 2010 2010 2016

1 Considerando Pague Menos e Extrafarma combinadas.

» Profissionalizagao. Investimento
estratégico da General Atlantic

» Alto nivel de Governancga
Corporativa e profissionalizagao
do management

» Otimizagao do portfolio de lojas e
estruturacao do novo plano de
expansao com Advanced
Analytics

5,6%

CAGR

Receita Bruta (R$ B)

5,2%
CAGR 6,8

5’8

2016 2019

] PagueMenos

= Retomada da Expansao

= Conclusado do turnaround,
refletido em consistente melhora
na performance financeira e KPIs
operacionais

» Consolidacao do Hub de Saude

= Aquisicao da Extrafarma,
tornando-se a 2% maior rede de
farmacias do pais

11,8%

CAGR

Receita Bruta (R$ B)

22,5%
CAGR 10,2

2019 2021"



Forte Avanco em Governanca

Ultimos anos foram marcados por intensa profissionalizacdo do management e estrutura de governanca

Destaques

m 6 comités de
assessoramento,
incluindo partes
relacionadas e auditoria

m Bom equilibrio entre
familia fundadora com
vasta experiéncia no
negocio e membros
independentes com
perfil diferenciado

m C-level renovado nos
ultimos 3 anos, com a
contratacao de
profissionais de mercado
e outros +30 executivos
para areas chave

Atual Composicao do Conselho

:]Pague Patriciana Rodrigues

Menos

g~

o
o

Josué Ubiranilson 6 P

(Familia Fundadora)

Pague
[: Me%os

Carlos Alves de Queiroés
(Familia Fundadora)

Pague
[: Me%os

Rosilandia Queirds Lima :
(Familia Fundadora) :
:] Pague

Menos

Francisco Holanda
(Familia Fundadora)

:] Pague
Meénos

Familia Fundadora

(Chairwoman)

r A

e & =

Martin Escobari
(GA)

GENERAL
ATLANTIC

Luiz Ribeiro
(GA)

GENERAL
ATLANTIC

Manuela Artigas
(Independente)

McKins
" Company CALILA

Paulo Soares

(Independente)
@ RENNER ~ ambev

QRSN Foonpass

Especialistas do Setor

] PagueMenos

Time de Executivos

@

Mario Queirds Pague
CEO Menos
GRUPOMSE
Luiz Novais DPSP Py
CFO /IRO

LOCCITANE  Deloitte.

José Vasquez
coo

(“ Walmart

CGarrefour

cz@ud ROLDAO

Marcos Colares
cco

m c‘& Iarméciajeme
RoiaDrogasil & A

Jorge Jubilato
CHRO

® FEi

Carrefour

@mD csc

Joaquim Garcia
CTO

% Onofre ! 'GPA
YCVvs

@



Transformacao Digital

Jornada direcionada por um cultura cada vez mais agil, data-driven e conectada com a inovacdo

A

WIIINMIer » 1A0D
WIMENOUSIKD.

CX = AL +TEn - Expenence

Dados como “core asset” para fortalecer e simplificar a tomada de decisao
Visao integrada dos +30MM de Clientes
Algoritmos proprietarios para abastec. de lojas e inteligéncia de expansao

BIG DATA &
ANALYTICS

{1 ! :-’_. Conexao com o ecossistema de startups acelerando a transformacao
Elte Pmenoslab! e o NINNA Hub2 como catalizadores da inovacdo/novos produtos

ECOSSISTEMA Clinic Farma como plataforma para Healthtechs
DE INOVAGCAO

1 pmenoslab, area de inovacao | 2 NINNA, hub de inovacao e empreendedorismo do qual a Pague Menos € mantenedora

9 Nova sede da drea de tecnologia & transformacgdo

] PagueMenos

@




Alavancas Mapeadas

Mudaltiplas iniciativas de criacdo de valor em curso

= Aumento de
Sortimento

= Estratégias de CRM
(fidelizacdo e venda
incremental)

= Canais Digitais

= Convéniose
Parcerias

6>

EXPANSAO DE
MARGEM
Ampliacdao do
Portfélio Marcas
Préprias
Crescimento na
Participacao
Genéricos
Otimizacao de
pricing

AN
V4

MELHORIA NO
NIiVEL DE SERVICO

= Otimizagaoda
malha logistica e
Reducao Indice de
Ruptura

= (Gestao de pessoas,
produtividade e
satisfacao de
clientes

EXPANSAO
ORGANICA

Aceleracao da
Expansao

Entrada em novos
micromercados

Ganho de Market
share

] PagueMenos

EXPANSAO
INORGANICA

= Capturade
sinergias de vendas,
margem, despesas
e logistica

= Ampliagcaodo
alcance do Hub de

Saude Pague
Menos




Expansao Organica

Roadmap estruturado para aceleracdo do nosso crescimento

Priorizacdo Regidoes Core (N/NE)
Conjunto de 16 estados diferentes com
alto potencial de expansao e baixo risco
de execucao

Foco na Classe Média Expandida

segmento mais relevante do
mercado farma

Modelo vencedor aderente ao 'P:

] PagueMenos

Estrutura de Governancga

Time de +40 experientes profissionais de
mercado e comités semanais com
processos bem desenhados

—— Robusto Ferramental Analitico
D Alta capacidade de gerenciamento
8¢ e monitoramento de dados para a

tomada de decisao

Reinvestimento da Geracao de Caixa

Novas lojas geram inputs e financiam novas

safras de expansao organica



Aquisicao Extrafarma [] PagueMenos

Importante passo estratégico para acelerar nosso crescimento

RACIONAL DA
TRANSACAO

¢

extrafarma

uu N W N =

Aceleracao do Crescimento

Antecipacao do plano de expansao em curso, com aquisicao de lojas em
microrregides ja contempladas em nosso plano de aberturas

Reforco do Posicionamento em Nossas Regides Core
Incremento de footprint e adensamento de nossa malha em regides estratégicas

Expansao do Nosso Hub de Saude

Plataforma para consolidacao do Clinic Farma, e-Commerce, Marcas
Proprias, Parcerias e Convénios, entre outras iniciativas estratégicas

Otimizacao Logistica
Otimizacao da malha logistica, com a incorporacao de 3 novos CDs
complementares a estrutura atual

Potencial de Sinergias® Relevante
R$150-250 milhdes em EBITDA capturados através de iniciativas claras
para ganho de escala e eficiéncia operacional
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Footprint

] PagueMenos
Otimizacdo de portfolio realizada nos ultimos anos

Base de Lojas

Distribuicao Regional de Lojas
Quantidade de lojas final do periodo

I su Il Sudeste I Centro-Oeste [ Norte [l Nordeste
L177 1164 1149

1.165
1122 1124 1712

1105 1105 1101 1101 -126

119 2T19  3T19  4TI9

1120 2T20 3T20 4720 1721 2T21 3T21 4721 M9

2T19 3T19 4719 1120 2720

3120 4720 1T21 2721
Market Share Regional

I 2020 W 2021

3721 4721

Perfil Etario das Lojas

B Ano1 Ano?2 [ Ano3 [ Maduras

1,8% 11% O,%%p,4%

11,3% B S5 To% [50%. [34%
1270 g

13o% 135% 14T

1,7%
R T

1,1% 2,8%
—_—

10,0% 9,7%

4. 7% 43%

1,6% 1,5% 11%

1,1%

BR NE N CO SE

1T19 2T19 3719 4T19 1720

2720 3720 4720 1721 2T21 3721 4T21 @



Execucao

] PagueMenos

Consistente melhorias em mudaltiplos KPIs de execucdo de loja

Same Store Sales
Var. % vs ano anterior

19,7%

14,0%
11,0%

10,9%

-0,6%
4 60/'2'3% -0,9% -11%
-4,6%

-8,6%
1T18 2T18 3TI8 4T18 1T19 2TI9 3TI9 4TI9 1T20 2T20 3T20 4T20 1T21 2T21 3T21 4T21

-0,7%

Funcionarios por Loja
Total funciondrios / total de lojas
-14,0%

20,0
19,6

19,2

18,4
= 17.8 177 18,0 1o 17,8
8 17,7 17,6 o 17,5 174 o0 17,4 om
?

17,4 172

1T18 2T18 3TI18 4T18 1T19 2T19 3TI9 4T19 1720 2720 3T204T20 1721 2721 3T21 4721

Venda Média por Loja Mensal
R$ mil

+28,3%

523
501 506 518 506
463 479 481 o 482

1718 2T18 3T18 4T18 1T19 2T19 3T19 4T19 1T20 2720 3T20 4720 1721 2T21 3T21 4T21

NPS Clientes

+12pts

76
71 72 73 T4 7

65 66 67 66
59 60

1719 2T19 3719 4719 1120  2T20 3720  4T20 1721 2721 3721 4721



Estratégia Comercial [ PagueMenos

Crescente disponibilidade de produtos em loja com crescente participacdo de categorias estrategicas

Sortimento Médio por Loja Ruptura de Estoques
Média de SKUs/loja (milhares) 1T19 = base 100

96 98 146

+23,9% 9.2 “
N4 12
8,7
d 100 101 99
g2 B84 80 80 81 92 90 20
7,9 ' ,
: 77 7.8 71

56 60

1TI9  2T19  3TI9  4TI9 1720 2T20 3720 4T20 1721 2T21 3721 472 1TI9  2TI9  3TI9  4TI9 1720 2720 3T20 4T20 1721 2721 3T21 4721
Mix de Vendas Marcas Proéprias
M servicos H&B B otc M Genérico Il Marca % das vendas do autosservico (OTC + H&B)
0,2%80,3%%0,4%%0,4%80,4% 8 0,5%W0,7% 9 9% W 49
§1,2% e 137% 13,7% 13,7%
25,6% 24,6% 24,3% 251% 23,4% 23,6% 250% 254% 22,8% 22,6% 24,1% 24,3% 13,0% 13,0% . 13,3%
9 (+]
n,5% 8% 1,5%

1,0%

19 2T19 3T19 4T19 1720 2720 3T20 47120 1721 2T21 3721 4721 119 2T19  3T19  4T19 1720 2720 3T20 47120 1721 2T21 3721 4721

32



Rentabilidade [ PagueMenos

Sauddavel combinacdo de aceleracdo do crescimento e incremento de margens

Lucro Bruto e Margem Bruta (LTM) EBITDA e Margem EBITDA (LTM)
R$ milhdes e % da Receita Bruta R$ milhdes e % da Receita Bruta 84% 84% g3y
8,0% 8% _o——e—_
30,4% 305% 301% 302% 301% 9 o % 299% 30,0% 78% 78% 78% _o-— *
o g —e——e_ 0% 295% 290y 293% 8 . 73% 74% _e——e— "0 -~

—— —— o —

//./

M9 2TI9 3T19 4TI9 1T20 2720 3T20 4T20 1721 2T21 3T21 4721 9 2T19 3TI9 4T19 1720 2720 3T20 4720 1T21 2T21 3721 4721
Lucro Liquido e Margem Liquida (LTM) ROIC
R$ milhdes e % da Receita Bruta o

+6,0p.p.
\_pp/ 21,8%

20,3% 201% 20,5% 20,9% l

19 2719 3719 4719 1720 2720 3720 4720 1721 2721 3721 4721 1me 219 3TI9  4T19 1120 2720 3720 47120 1121 2121 3121 4721 @



Endividamento

Ciclo de Caixa

— — Estoques —#— Caixa
—_— == PMP = ceccceees PMR

N4 13
12
109 02 /‘\\\108//
102 . 1027 %
99, N
e 94 —~ 97
~
Ng6."
1 81 -
74 75 76 75~ s
AN 72/ — TN69 .~ N2 Z]/ -
>
51—>51
e 49—
47 ~a4_ P
—
37 29
Z 24 e 24 24 24
0y 2 B2

19 2719  3TI9 4TI19 1720 2720 3720 4720 1721 2721 3721 4721

] PagueMenos

Divida Liquida
R$ milhdes e multiplo de EBITDA (ex-IFRS16)

3,1x

05x  0,4x 06x 06x 07x 08X
‘——-o———o———o———e——4

3TI9  4T19 1120 2T20 3T20 4720 1721  2T21  3T21 47121

M9 2T9
Liquidez
R$ milhoes

— ® — Cash Ratio
I Caixa e Equivalentes
Divida Bruta CP

52% 60% /
0% 35% ‘.i__.\\36% 45%
. —&— ———®
oo 100

195 126 182 203 226 223

3119  4T19 1720 2720 3720 4720 1721  2T21 3T21 4721

1m9o 2719
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Tese de Investimento

Mudaltiplas alavancas de geracdo de valor

Contexto setorial
favoravel: drivers
estruturais de
crescimento
com amplo

espaco para
consolidacao

- /

Muito além de
uma farmacia:
somos um Hub
de Saude.

Modelo vencedor
de atendimento a
classe média
expandida, um
mercado de
~R$115 bilhdes

] PagueMenos

— Vv

e

\
Sdlida execucao: Catch-up story:
entrega de multiplas
resultados de alavancas de
forma criacao de valor
consistente
o N /
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RELACOES COM INVESTIDORES

http://ri.paguemenos.com.br
ri@pmenos.com.br
+55 (85) 3255-5544



http://ri.paguemenos.com.br/
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Pague Menos Overview




Pague Menos

] PagueMenos

Unique platform in national pharma retail, combine scale, execution and an integrated Health Hub

National Scale and
Regional Leadership

1,165 stores

3% Largest pharmacy chain in Brazil

Undisputed leadership?

In North and Northeast regions

Only national player focused on

the Expanded Middle Class

Brand strength and awareness in a
national level? with leadership in
terms of price perceptlon3

Strong
Execution

Successful turnaround
between 2016 and 2019

Operational Excellence
evidenced by recent performance

Gross Revenue* Ajd. EBITDA#
R$8,0 BI R$652MM
(+10,3% vs y.y.) (+14% vs. y.y.)

Adj. Net Income* ROIC
r$164MM 19,4
(+71,3% vs. y.y.) (-0,7p.p. vs. y.y.)

Much Beyond
Pharma Retail

+870 Clinic Farmas

Largest pharmaceutical
consultancies chain in Brazil

+2.5 millon
year consultations

100% of stores

with e-commerce integration

~9% 0s sales
through digital channels

1 Source: IQVIA

2 CVA Solutions “Retail Drugstores Study” (2021): Pague Menos has the 2nd strongest brand among pharmaceutical retailers.

3 Source: Bank of America “Brazil Drugstores” (2020)
4 Figures consider IFRS 16

Note: figures don't take in to account the acquisition of Extrafarma, currently under review by the anti-trust agency.




] PagueMenos

Timeline

Consistent track record of growth, innovation and entrepreneurship

2011 - 2016 2016 - 2019 2020 ...

Acceleration of Turnaround and New Growth
National Expansion Transformation Cycle

1981 - 2010

Entrepreneurship and Innovation

Opening of the first Pioneering spirit in Pague Menos becomes Opening of Store
Pague Menos offering financial the largest pharmacy Launch of the #1.000, the largest IPO at B3, capitalizing the
Pharmacy in services with store bill chain in Brazil in number Sempre Bem Strategic Investment retail pharmacy in Company for a new growth
Fortaleza-CE payments of stores and revenue Content Platform by General Atlantic Latin America cycle

First pharmacy in Launch of SAC Expansion of Launch of Clinic Farma; Beginning of the Conclusion of store Acquisition of
Brazil to adopt the Farma, free and 24h presence to 100% of Investment in e-Pharma store portfolio portfolio optimization SR
drugstore model service Brazilian states, optimization and and management becoming the ind
pharmaceutical being the first chain professionalization professionalization. largest player in
service to reach national process Beginning of our SR e s
scale digital transformation

1 Transaction currently under review by the anti-trust agency



Brazilian Pharmaceutical Market [ Paguemenos

We are a unique vehicle to capture the secular growth in a resilient sector, with growth structural drivers

Resilient and Robust Growth Rates... ...Sustained by Rapid Population Aging
Brazilian pharmaceutical retail market(R$ Bn)? Brazilian Age Pyramid?

+14.0%
CAGR

75

8%
14%

10%
16%

14%
18%

36%

P 2632 49

37% 6%

19a 25
13%
% 1% 9% 0al8
30% 25% 23%
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2010 2020 2030

Expanded Middle Class Represents the Largest Market... ... With Relevant Room for Industry Consolidation

Consumption potential by income class (% of total)® Market share of the 5 largest drug retail players by country#
86% 81%
72% 71%
61%
° 57% 54% 529 50% 49%
35% 33% o
o 32% 5%
18%
A

1% 12% A2 5 5
8% 9% N F & € SLESE S

2> S AN 2 NN 2 2 S <

Medicamentos HPC & O Qo?,’& & ARG S

<
1Source: IQVIA; 2 Source: IPC Maps; 3 Source: IBGE; 4 Source: IQVIA e
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] PagueMenos

National Footprint

Leadership position and dominance in the markets where we operate

Leadership in the markets where we operate?
Distribution of our micro-markets by market share (%)

Total Share Pague  Share Pague
Micromarkets Menos >10% Menos < 10%

Bl Market Share > large chain competitors combined 2

1 Fonte: IQVIA e
2 Competitors include only chains associated to Abrafarma



Absolute Leadership in Core Regions

Market Share leadership in two of the most strategic regions of the market

North and Northeast

-

o

16 States that represent 25% of
the Brazilian pharmaceutical
Market, growing above the
national average

Source: IQVIA
1 Releases of 4Q21 from Companies that disclose their market share

Northeast
Market Share (%)

 mm +1.9x

18.4%

9.8%

Pague Menos 274 Chain?

] PagueMenos

North

Market Share (%)

v +1.7x

9.4%

5.7%

Pague Menos 29 Chain?



] PagueMenos

Focus on the Expanded Middle Class

Only large chain focused on an addressable market 4x higher than that of classes A/B1

el . ; -
Positioning of Stores by Social Class TAM (R$ Bn) of the expanded middle class is
4x higher than that of Classes A/B1

A/B1

Income Class A 5%

Income Class BT 28%

2/3

of stores

3/4

i of EBITDA

Income Class B2

billiond

Income Classes C/D

: : Pague

N NS S NS SN NN NN EEEE NN NN NN EEEEEE NSNS NN NN EEEE SN NS NN NN EEEEE SN NN NN EEEEEEEEEEEEEEEEEEEEEEE Vienos
1 Predominant income class in neighborhood of each store, following IBGE criteria. Q
2 2 Source: IPC Maps — Consumption Potential by Social Class. Total Addressable Market considers only medicines, does not include HPC with R $ 96.4 billion of total market



] PagueMenos

Unbeatable Pricing

Comparison of Average Basket of Medicines

(PM = Base 100)
105,2
101,6
100,0

] PagueMenos Large Chains? Regional Chains?

Price Comparison in Key categories?
(PM = Base 100) 103 6

101,4
100,0

Large Chains? Regional Chains?

1 PagueMenos

11 Considers Raia Drogasil, Extrafarma and DPSP
2 Considers PGlobo, Ultra Popular, Independente, Araujo and Permanente
3 Continued use medicine
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Health Hub [1 PagueMenos

Pioneer role and leadership in the structuring of a holistic health platform in Brazil

éo CLINIC
JA FARMA (O AGREEMENTS & PARTNERSHIPS

DATA | mm—
ANALYTICS _I—\ e
Iﬁl COMPOUNDING
(=] PHARMACY
DIGITAL
>/ CHANNELS

AME
(SPECIALTY
DRUGS)

E-PHARMA
PBM (6

CONTENT PLATFORM

Spmyare L1 PagueMenos



] PagueMenos

Clinic Farma

The cornerstone of our Health Hub

CONSULTORIO FARMACEUTICO

ClinicFarma

Oe
”‘ Pague Menos

é’ Leadership and Pioneering Role
I8 879 Clinics throughout Brazil

Powerful Lever of Loyalty
Average spent +3x largest per consumer

0 ‘.
Be

Extensive Portiflio of Services
+50 health protocols offred

PP DIABETES RAPID TESTS [0 EAR PIERCING ,

BETA HCG

g:o

BODY ASSESSMENT go INJECTABLE DRUGS

DENGUE FEVER

PSA TELEMEDICINE

Qo

COVID-19 TESTING

LIPID PROFILE

Q20G




Omnichannel Platform [ PagueMenos

Complete integration between e-commerce and physical stores, with unique scale and capabilities

In-store assisted sales and ----------------- ,
free shopping delivery

Smart lockers for withdrawal of
products with speed and discretion

. ] INFINITE
Buy onlineg, collect in store SHELF

with no shipping costs LOCKERS

Scheduled delivery of products
-~~~ for continuous use and recurring
consumption

CLICK&

COLLECT ! ( ASSINATURA ) ==

SUBSCRIPTION
PROGRAM

[/

v
Pagueienos
a‘ |
i f

Express delivery from hybrid

stores and dark store @ e sl ey :
Centralized telesales, with

______________ ;IJTPE.EQ:;’F}S +1 ,1 00 stores === pharmaceutical service and
i customer support

CENTER

=0ol
=

Proprietary content platform generating Online Marketplace with specialized

engagement and digital traffic =777 el [@ ------ sellers, complementing the product
_________ MARKETPLACE y offering in digital channels



Digital Acceleration [l PagueMenos

Digital channels are becoming more and more relevant

Digital Channel Sales —
(% of total sales)

(4l

5.2%

5.2%

—

2.3% 2.3%

2.1%

2.0%

1Q19 2Q19 3Q19 4Q19 1Q20 3Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21
Digital Participation by Region Sales by Digital Cahnnel
(% of total sales 4Q21) (Digital Sales Participation in 4Q21)

Telesales

16.6%

Superapps

eCommerce 9%

Infinite Shell e



Partnerships, B2B2C and PBMs [] PagueMenos

Expanding our clients network and enhancing the reach of our Health Hub

Agreements and Partnership Clinic Farma B2B2C
(% of total sales) Important traffic generator front

@ ] HEALTH
26.7% PLANS
ClinicFarmaas /4 \ ‘
authorized / R ) A A&
network | S ] MFCA
| e
o, 1"/ ) ClinicFarm: »
14.6% 14.2% 15.8A) HEALTH L Pague Menos : 3
COMBOS 2
Healthcare benefit plans "

focusing in popular classes

PRIVATE

— PUBLIC
SECTOR SECTOR
4Q19 1Q20 3Q20 3Q204Q20 1Q21 2Q21 3Q21 4Q21 Immunization campaigns  partnerships with state for

Discounts in health services increasing treatment

adherence

* Besides the strategy in partnerships, agreements and B2B2C, Pague
e MENOS IS @ Minority shareholder in e-Pharma, the largest PBM in Brazil




] PagueMenos

Private Label

Strategic strength in our ecosystem with high adherence to our target customer

Extensive Multibrand Portifolio Sales Participation (% of gross revenue)

+1000 items in categories such multivitamins, personal Bl % total sales Bl % self service
care, nutrition, health equipments, among others
/ 13.4%

rLever for Loyalty and Profitability > 6.2% 1.0%

Margins ~10p.p. higher than the average, with high 5.6%
turnover and good fit to our target customer

4Q20 4Q21 4Q20 4Q21




] PagueMenos

Compounding Pharmacy & Specialty Drugs

Complementary growth avenues, adding more value to our Health Hub

Compounding Pharmacy
» Unigue manipulated formulas for each patient
» Good economics: high margins and loyalty rate

= Contribution to the increase in treatment adherence

= Qver 28 years in operation

—_— : = 4 labs, 4 treatment centers and partnerships with local
w 8 U players in a marketplace model
~ ;
g .

Paqgue

Menos
MANIPULACAO

Specialty Drugs (AME)

» High-cost products and highly complex treatments
(oncology, endocrinology, reproduction, dermatology, etc.)

» Continued follow-up for patients (PSP)
» Patient support for judicial demands

» More than 460 available items

= +]170% growth in 2021 vs 2020




Sempre Bem Content Platform [ PagueMenos

We are the most beloved pharmacy chain on social networks

+1 million Proprietary Digital Lever

GCrowing integration with the
fOI Iowers Content digital channels, generating
In the main social media Health, beauty and well- traffic and increase in
channels, with high level! being content conversion rates

of engagement productions

YouTube e SBT

! Highest engagement score in Zeeng Study - Social Analytics Pharmaceutical Retail {2021)




2030 ESG
Agenda

VISION: HEALTH
FOR EVERYONE

Pague Menos will be a complete
health solution that will contribute
significantly to reduce inequalities
in access to a healthy life in Brazil.

Learn morein:
https://esq.paguemenos.com.br/en

HEALTH FOR
PEOPLE

We believe that we can
make a difference in the
lives of all Brazilians, but
especially those who have
less access to healthcare,
ensuring treatment,
information, care and
prevention.

Priority SDGs*

3 BOA SADOE EDUCACAD B EMPREGODIGNO 10 REDUCADDAS
EBEM-ESTAR 'DEQUALIDADE Eg;?ﬂgllﬂ DESIGUALDDES
1]

e Ml oG G

* SDGs: UN Sustainable Development Goals (SDGs).

ENVIRONMENT

We recognize that people's
health is intrinsically related
to environmental health, so
we commit ourselves to do
our part by adopting more
sustainable practices.

Priority SDGs*

CONSUMD COMBATEAS
12 EPRODUGAD 13 éﬂ%&s

e

] PagueMenos

HEALTH FOR
BUSINESS

For us, a business is only
healthy if it is guided by
quality relationships and
promotes, financial,
intellectual and emotional
development opportunities
for all its stakeholders.

Priority SDGs*

EDUCACAD 5 IGUALDADE EMPREGO DIGNO
DEQUALIDADE DEGENERO

hd @ il
s, R,

G [co
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] PagueMenos

Expansion Cycles

2021 was a turning point in our recent history

Phase I: 2000 - 2010 Phase II: 2010 - 2016 Phase lll: 2016 - 2019 Phase IV: 2019 - 2021

= Strong Growth. Family business » Acceleration of national Professionalization. General Resumption of High Growth
with ambitious strategy became expansion Atlantic's strategic investment = Completion of the turnaround,
a leader with national presence ) reflecting a consistent
= Consistent growth, though still in * High level of Corporate improvement in financial
* Expansion based on agility, speed need of additional structuring Governance and management performance and operational KPls

and aggressive decision making . . professionalization » Strengthening of the Health Hub
" Expansion pace exceeding = Optimization of the store portfolio

= 100% bootstrapped by the management's capacity to and structuring of the new With the acquisition of Extrafarma,
founders administer the progressive expansion plan based on the company becomes the 2nd
complexity of the business Advanced Analytics largest pharmacy chain in the
country
9,9% 15,5% 5,6% 11,8%
CAGR CAGR CAGR CAGR
Gross Revenue (R$ B) Gross Revenue (R$ B) Gross Revenue (R$ B) Gross Revenue (R$ B)
o,
17.8% £ 6.8 2o 10.2
. B CAGR R
CAGR ° M 5'8

23.6%

CAGR 2.2 2.2

2000 2010 2010 2016 2016 2019 2019 2021"

1 Considerando Pague Menos e Extrafarma combinadas. @



] PagueMenos

Strong Advances in Governance

Recent years marked by intense management reinforcement and governance structure improvements

Highlights Composition of the Board Executive Team

:]Pague Patriciana Rodrigues
Menos (Chairwoman)

Founding Family

Industry Experts

m 6 advisory committes, m & Mériocg;:eirés Pague
iIncluding Related Parties :
and Auditing Rosilandia Queirés Lima 6 p lg Martin Escobari g ; is DPSP
(Founding Family) (GA) @ Ll::l:ol\|/ol\,;gls P
m Good balance between [l Rague LRt LOCCITANE  Deloitte.
founding family with ®
. . . < Walmart
o . José Vasquez R
extepswe experience in the Carlos Alves de Queirés ¢ Q Luiz Ribeiro Cooq camet
business and independent (Founding Family) = cefiosus
° ° ° ° P
members with distinctive Bl Vieges RFLE :
profile ¥ Marcos Colares B ormicia:
Josué Ubiranilson ¢ \g Manuela Artigas cco PD Q" spendonts
. (Founding Family) : d d
| Renewed C'Ievel N the [:Pague (lifrl)cl(ffi: ent) CALILA
. .« . M 5 .
last 3 years, with the hiring enos SCompany e jorge Jubilato & E
of market professionals and o | CHRO csc
. Francisco Holanda PauloSoares TS &8 g
another +30 executives A —— c lé (nependerns)
for key areas :]Pague 3 RENPIER JRCIDEY Joaquim Garcia
Meénos R Foous . +0nofre (/Cpa

YCvs

@



] PagueMenos

Digital Transformation

Transformation journey directed towards an increasingly agile, data-driven and connected to innovation culture

. y---\__.\_..; =\o}

/ / J )
i . » \

Data as “core asset” to enhance and simplify decision making
ANALYTICS Integrated view of +30 million customers
Proprietary algorithms of store replenishment and expansion intelligence

BIG DATA &

Structured connection with startups ecosystem accelerating
o1 transformation

'}.1: Pmenoslab?! and NINNA Hub? as innovation and new product catalysts L/? —‘*hd

INNOVATION Clinic Farma as a Heathtechs platform "{i *wnlx'-d'{_ﬁﬁ-—

ECOSYSTEM

9 New technology headquarters

1 pmenoslab, innovation team | 2 NINNA, innovation and entrepreneurship hub, of which Pague Menos is one of the sponsors



] PagueMenos

Mapped Opportunities

Multiple value creation initiatives underway

N\ N\
/7 /7
MARGIN ORGANIC INORGANIC
EXPANSION EXPANSION EXPENSION
Increased = Expansion of the + Optimization of the Expansion Capturing sales,
Assortment Private Label logistics network Acceleration margin, expenses
CRM strategies Portfolio and Reduction of Entry into new and logistics
(loyalty and = Growthin Stockout rate micromarkets synergies
incremental sales) Participation of + People Market share Extending the
Digital Channels Generics management, gains reach of the Pague
Group Agreements = Pricing optimization productivity and Menos Health Hub
and partnerships customer

satisfaction




Organic Expa nSion ] PagueMenos

Guidelines for our new growth cycle

Governance Structure

. . . -, /_\

Core Reglon Prigi (N/N.E) ‘{‘é}' +40 experienced market
A group of 16 different states with - :

. : : - professionals and weekly
high expansion potential and low i : . :

: : committees with well-designed
execution risk
processes
R, I =

Focuzan thJ.:gragfled or0 Robust Analytical Toolbox

. ¥ : cLiass oSe d  High data analytics
9 1 g y
Winning model adherent to the AN p - management and monitoring

most relevant segment of the '@' 8¢ for decision making

pharmaceutical market

Cash Flow Reinvestment
New stores generate resources and finance
new rounds of organic expansion



Extrafarma Aquisition 0 Paguemenos

Strategic step to accelerate growth

Growth Acceleration
Anticipation of the current expansion plan, with the acquisition of stores
INn Microregions already contemplated in our plan

Strengthening of Strategic Position
Enhanced footprint and densification of our network in strategic regions

TRANSACTION Expansion of our Health Hub
Platform for consolidating Clinic Farma, e-Commerce, Private Labels,
RATIONALE ) Partnerships and Agreements (Convénios), among other strategic initiatives
extrafarma Logistics Optimization

Optimization of logistics network with the incorporation of 3 new DCs,
complementing the current structure

Relevant Potential of Synergies?
BRL 150-250 million in EBITDA captured through clear initiatives to gain
scale and operational efficiency

i A W N =

@
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Store Footprint [ PagueMenos

Portfolio optimization executed over the last years

Store Base Regional Distribution
Store units at the end the period I sul Il Sudeste I Centro-Oeste M Norte M Nordeste

1177 1164 1149 1122 1124 1m2 1305 1105 1101 1101 1126 1165

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1IQ19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21
Regional Market Share Store Age Profile
I 2020 W 2021 W Vear Year2 [ Year3 M Mature

19.4% 18.7% 1.8% 1.1% 0.8% 0.4% 1.7% 1.1%

1.3% %

14.1%

— ——
96% 76%

1399% 135%

10.0% 979,

7%
5.7% 5.4% 47% 439

1.6% 1.5%

11% 11%

BR NE N CO SE S 1Q19  2Q19 3Q19 4Q19 1020 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 @



Store Execution

Consistent improvements in multiple KPIs

Same Store Sales
Var. % vs prior year

19,7%

14,0%

10,9%

11,0%

-0,9% -0,6% -11% -0,7%

-8,6%
1Q18 2Q18 3QI8 4Q18 1Q19 2Q19 3QI9 4Q19 1Q20 2Q20 3Q204Q20 1Q21 2Q21 3Q21 4Q21

Employees per Store
Total of employees / total of stores

20,0 19,6

19,2

18,4

18,0
178 17,7 17,6 o 17,7 175 174 . 17,4 |25

17,1 17,4 17,2

1Q18 2Q18 3Q18 4Q18 1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q204Q20 1Q21 2Q21 3Q21 4Q21

] PagueMenos

Average Monthly Sales

R$ thousands
Croa 2o
(128,3% ) ¥
574 290 578
523
501 506 518 506
463 479 481 .o 482

1Q18 2QI8 3QI8 4QI8 1QI9 2QI19 3Q19 4QI19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21

Net Promoter Score (NPS)

+12pts
76
71 72 73 74

71
65 66 67 66

59 60

Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21



Commercial Strategy [l Paguemenos

Assortment increase, supply chain improvements and growing participation of strategic categories

Average Assortment per Store Stockout Level
SKUs per store (thousands) 1Q19 = base 100
on OB 146
+23,9% 92 ‘
87 00 101 e 22
1 99
82 EAaNNe 80 8 92 90 90

79
77 7.8 71

56 60

1Q19 2Q19 3Q19 4QI19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21
Sales Mix Private Label
I Servicos H&B [ otc M Genérico Il Marca % of sales in self services categories (OTC + H&B)

10,29 0.3% R 0,4% B 0,4% B 0,4% B 0,5%80.7% I1,2% f 3,0% ' 3,3% J1,8% B 1,4%:

13,7% 13,7% 13,7%
25,6% 24,6% 243% 251% 23,4% 23,6% 250% 254% 22,8% 22,6% 241% 24.3%

13,6%

13,0% 13,0% 13,3%

n5% N

1Q19 2Q19 3QI19 4QI19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q19 2Q19 3Q19 4QI19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21



Profitability

] PagueMenos

Healthy combination of growth acceleration and margins improvements

Gross Profit and Gross Margin (LTM)

R$ millions and % of Gross Revenue

304% 30.5% 9
6 ° 301% 302% 301% 5979 595y
‘_——.-—_._——‘-——0——..__

039, 297% 299% 300%
e (9}

29.0%
@ — o—— O —

1Q19 2QI19 3QI19 4QI19 1Q20 2Q20 3Q20 4Q0 1Q21 2Q21 3Q21 4Q21

Net Income anda Net Margin (LTM)
R$ millions and % of Gross Revenue

0,4% 0,4%
03% 20 ° 04% 7

L ~C01%  -01% 7

o—— ¢~
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Part 6
Investment Thesis Summary




Investment Thesis

Multiple triggers to potential re-rating and upsides

/—l,"qﬂ

Favourable
industry context:
structural
growth drivers
with ample
room for
consolidation

- /

Much beyond
pharmaceutical
retail: we are a
Health Hub

ol I

Winning model of
service to the
expanded middle
class, a BRL115
billion

market
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e

\
Solid execution: Catch-up story:
delivering multiple levers of
consistent value creation
results
o N /
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