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EXPRESSION IN MOTION

Aramis Inc. has established itself as a true
House of Brands, expanding its presence in

the men’s fashion market and strengthening its
organizational maturity through more robust
processes, sustainability, enhanced governance
and a solid corporate culture.

In 2025, as it celebrates 30 years of the Aramis
brand, the Company reaffirms its leadership and
definitively positions itself as a comprehensive
men’s lifestyle platform in Brazil.

Learn More
aramis.com.br/sustentabilidade

ARAMIS
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about the content presented,
please email
sustentabilidade@aramisinc.com.br.
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Aramis Inc. presents its 2025 Sustainability Re-
port as a milestone connecting the Aramis brand’s
30-year history to the Company’s upcoming
growth cycles. The document reflects the stra-
tegic evolution of the business, which has now es-
tablished itself as a House of Brands in the men’s
lifestyle segment of the Brazilian fashion market,
market, combining expansion, innovation, gover-
nance and social and environmental responsibility
into an integrated long-term vision.

This report is published annually and was relea-
sed in May 2026. The reporting period covered
in this publication is from January 1 to Decem-
ber 31, 2025 and is aligned with the Company’s
financial reporting. The information presented
covers Vanguard Confeccdes Importadas S.A.
(VCI), commercially known as Aramis Inc., inclu-
ding the Aramis, Aramis Next Brands and Urban.
The audited Financial Statements include the full
results of Aramis Inc., encompassing all brands.
|GRI 2-1] 2-2 | 2-3]

This report is based on Aramis Inc.s materiality
matrix and has been prepared in accordance
with the Global Reporting Initiative (GRI) Stan-
dards, including, where applicable, explanations
for omissions where data was not available. It is
also aligned with key global sustainability repor-
ting standards, with a focus on the continuous
improvement of the agenda.

Throughout its history, the Aramis brand has evol-
ved from a leading name in men'’s fashion retail to
becoming part of a broader ecosystem of brands
and businesses. Itis currently part of the Aramis
Inc. portfolio, a House of Brands that is growing
not only in scale and market presence, but also
in organizational maturity, processes, governan-
ce and corporate culture. This evolution streng-
thens the Company’s ability to integrate strategic
planning and execution, take on new challenges
and sustain consistent and responsible growth
over time.

More than just documenting progress, this re-
port highlights how Aramis Inc. has embedded
sustainability principles into its business strate-
gy, recognizing that competitiveness, innovation
and responsibility are inseparable dimensions for
companies aiming to generate long-term value for
their stakeholders.

The report reflects this journey by presenting, in
an integrated manner, the key advancements and
lessons learned that shaped the Company throu-
gh 2025. To prepare this report, interviews were
conducted with the organization’s senior leader-
ship, composed of the President, management
and Executive Board. This process involved re-
view cycles, contributions, and the identification
of opportunities for improvement. The document
was subsequently submitted to the Board of Di-

rectors for final consideration.
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Materiality
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What truly matters:
priorities that connect
strategy and impact

At Aramis Inc., the materiality process has evol-
ved over the years to increasingly reflect, in a stra—-
tegic manner, the issues that are truly relevant to
the business and to society.

The double materiality process identifies and
prioritizes the most relevant issues for the Com-
pany and its stakeholders, considering both en-
vironmental, social and governance risks and
opportunities for the business, as well as the im-
pacts of its activities on the environment, people
and the economy. The Company’s most recent
review of the materiality process was conducted
in 2024, in accordance with the guidelines of the
Global Reporting Initiative (GRI) and has already
sought alignment with the IFRS Sustainability Dis-
closure Standards (IFRS S1and S2).

2025 SUSTAINABILITY REPORT
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In the first stage of

the process, impacts,
risks and opportunities
were identified through
document analysis:

02

The second stage
involved 14 interviewees
(Aramis Inc. executives,
representatives from
industry organizations and

Company suppliers), who
assessed the severity and
likelihood of each aspect,
prioritizing the most
critical topics.

-the Company'’s strategic
documents;

- Fashion Transparency
Index;

- S&P Global Corporate
Sustainability
Assessment;

- MSCI ESG Industry
Materiality Map;

- Global Risks Report 2024
(World Economic Forum);

- Sustainable Development
Goals (SDGs);

- Sustainability Accounting
Standards Board (SASB)
Standards.

03

In the third stage, the
topics were tested
through an online
qguestionnaire with a
broader audience,

involving 106 respondents,

including shareholders,
investors, lenders,
employees, industry
organizations/experts,
customers, suppliers,
franchisees and multi-
brand retailers.

All stakeholder groups participated in the Company’s materiality process.

04

Finally, the topics
prioritized by the
stakeholders were
analyzed and validated
by Aramis Inc.’s senior
management. The
material topics presented
in this report are the same
as those prioritized in the
previous cycle.

MATERIAL
TOPICS

1. VALUE CHAIN
MANAGEMENT

2. PRIVACY AND
DATA SECURITY

3. HUMAN CAPITAL
DEVELOPMENT

4 ETHICS &
TRANSPARENCY

5. CLIMATE CHANGE
& RESILIENCE

6. INNOVATION &
TECHNOLOGY

7. MORE SUSTAINABLE
PRODUCTS
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Viessage
from the CEO

In 2025, the Aramis brand celebrated its 30th anniversary whi- Richard Stad | CEO, Aramis Inc.
le experiencing one of the most transformative moments in its
history. Celebrating this journey goes beyond revisiting achieve-
ments; above all, it involves recognizing the courage to challen-
ge established models, preserve the essence of the business

zgstzgea%ieﬁ’j?jé?ompany for a more complex, ambitious and I_l O n O ri n g .t h e p aS.t
Building a strong brand is a challenge. Preparing an organization W h i | e aC C e | e ra-ti n g

to operate multiple brands, develop new businesses and navi-
gate different growth cycles is an even greater one. In 2025, the .

Company made consistent progress in this second direction. It -t h e fu t U re . 3 O ye a rS
was the year in which Aramis Inc. took decisive steps to con- %
solidate its structure as a House of Brands, strengthening go- Of A ra m I S
vernance, processes and leadership capable of sustaining this

ambition over the long term. More than just launching brands,

we worked to prepare the organization to operate them with

strategic discipline, agility and clear roles.

2025 SUSTAINABILITY REPORT
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This new cycle takes shape through concrete
initiatives: the consolidation of the new business
unit, the launch of Aramis Next and the streng-
thening of Urban as an independent brand, the
evolution of the accessories category and the
internalization of the footwear category. These
moves reflect the Company’s transition to a broa-
der men’s lifestyle platform, built upon already es-
tablished strategic assets — talent, sourcing, dis—-
tribution, customer base, technology, data and
governance — that create significant competitive
advantages for future expansion, including in in—-
ternational markets.

At the same time, we continue to deepen the
transformation of the Aramis brand. The reposi-
tioning of its products, language and perception
reinforces its cultural relevance, sophistication
and ability to engage with different generations of
consumers. In this context, strengthening Urban'’s
autonomy represents not only the brand’s matu-
rity, but also the validation of a model capable
of developing businesses with their own identity,
scale and potential for sustainable growth.

Aramis’s 30th anniversary therefore marks a cultu-
ral and organizational turning point. The Company
reaches this moment more modern, integrated
and prepared for new challenges, while main-
taining the essence that built its reputation. The
legacy of these three decades enables us to take
calculated risks, think bigger and execute a more
ambitious vision for the future.

2025 SUSTAINABILITY REPORT
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This transformation has also been accompanied
by the evolution of our governance model, fea-
turing more agile decision-making processes,
greater information flow and the incorporation
of strategic professionals prepared to lead lon-
ger growth cycles. For us, governance does not
represent rigidity, but rather clarity, simplicity
and speed — essential attributes for a company
growing in an increasingly dynamic and compe-
titive environment.

Reinforcing this model focused on sustainable
growth, a significant corporate transition took pla-
ce at the end of 2025, with the entry of Concept
Investimentos and Fener Capital as new strategic
shareholders, each holding a 32.5% stake in the
Company. This move strengthens our long-term
vision by bringing in partners aligned with our
values, culture and ambition to build the leading
men’s lifestyle platform for Brazilian men. In addi-
tion to expanding our execution capacity, the new
structure establishes solid foundations for a new
expansion cycle, including future opportunities
for mergers and acquisitions.

At Aramis Inc., sustainability is increasingly inte-
grated into the business strategy. We understand
that growth and responsibility go hand in hand. In
2025, we advanced in embedding ESG topics into
strategic decision making, with significant invest-
ments in technology, people and processes, as
well as strengthening dialogue with suppliers and
partners. Our commitment is to evolve responsi-
bly, recognizing the impact of our decisions and
embracing our role in building a more balanced
future for the sector and for society.

Looking ahead to 2026, our expectations are fo-
cused on consolidating the House of Brands mo-
del, advancing the maturity of new businesses,
expanding our brands, advancing in innovation,
data and technology, and continuously streng-
thening our ESG commitments. It will be a year of
execution, validation and deepening the founda-
tions we have built, while maintaining our focus on
generating sustainable value and strengthening
our organizational culture.

Aramis enters its fourth decade with the con-
viction that it is never too big to evolve, nor too
mature to transform. We honor the past that has
brought us here, accelerate the future we are bui-
lding and remain confident that it is possible to
grow with consistency, purpose and long-term
positive impact.

Richard Stad
CEO, Aramis Inc.
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2025
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Digital Growth

25% growth, making it one of
the main drivers of engagement
and channel expansion.

ighlights

O~
ol

Digital and Technology
Advancements

Investments in technology and
data accelerated operational
efficiency and decision making.

30 years of Aramis

A commemorative convention held
at sea to celebrate Aramis’ 30th
anniversary, exploring the pillars that
underpin our vision for the future:
culture, business and connections.

Gross Revenue

R$844.7 million in 2025.

N :
A launch that marked Aramis
Inc.’s entry into the children’s

Launch of Aramis Next EBITDA
t@j R$106 million, with 3.67 million
) units sold.
and youth segment. P—
Channel Evolution Enhanced Customer
N

Advancement of physical and
digital channels, driving the
omnichannel strategy and
customer service.

E

@
ZQ/N

Experience

Advancements that raised the

level of customer satisfaction and

engagement with the Company.

2025 SUSTAINABILITY REPORT
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Number of Points of Sale

The chain closed the year with

50 company-owned stores,
comprising: 35 Aramis, 2 Urban
and 13 outlets, as well as 87
franchises, product sales in more
than 1,800 multi-brand retailers,

8 marketplaces and e-commerce.

Sustainability

First year of the audited GHG
Inventory and Gold Certification
in the GHG Protocol and
formalization of the Sustainability
Committee.

e, mes

Customer
Service
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It is also worth highlighting that

; L N Aramis won the 2025 Reclame

| = Aqui Award in the Men’s Fashion

04 2 T category, one of the most

important consumer reputation
and customer service awards in
Brazil. The brand’s presence and
performance reinforce Aramis

i % Inc.’'s ongoing commitment to E A

L Mang customer service quality and v J ; L LA a.'fi;';:_g&

market reputation, as the award AL T e Rl | (EHNRREN R i'
recognizes work built on focus, IS b
active listening and dedication =4 :

to delivering the best experience

to its customers.

10 2025 SUSTAINABILIT YERERPORE
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OVERVIEW ABOUT ARAMIS CORPORATE GOVERNANCE

ABOUT ARAMIS

Aramis Inc. (VC| Vanguard Confecgdes Importa-
das S.A)) is a House of Brands and a benchmark
in premium men’s fashion and retail innovation in
Brazil. The Company is headquartered in the city
of S&o Paulo, with a logistics center in Serraand a
manufacturing facility in Aracruz, both cities loca-
ted in the state of Espirito Santo. It also operates
company-owned and franchised stores across
Brazil, sells its products through multi-brand re-
tailers and marketplaces, and maintains points

of sale in Paraguay, Panama and Angola.

The history of Aramis Inc. began with the opening
of its first store in 1995 at Shopping Iguatemi in S&o
Paulo, conceived by French entrepreneur Henri
Stad. In 2022, the Company launched the Urban
brand, which designs and markets garments that
combine the technology of sports fabrics with
the refinement of tailoring.

The Aramis store at Shopping Iguatemi was reope-
ned in 2025, reinforcing the brand’s connection to
its origins and its evolution over three decades.
The location became a flagship store, combining
curated product selection with cutting-edge in-
teractive technology and setting a new standard
for customer experience.

2025 SUSTAINABILITY REPORT
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During the year, the Company also expanded its
portfolio with the launch of the children’s brand
Aramis Next and announced the creation of a new
business unit dedicated to in-house footwear
and accessories operations, a strategic move to
strengthen its ecosystem and enhance integration
across products and consumer experiences.

The achievements of 2025 marked the celebra-
tion of Aramis’ 30th anniversary and paved the
way for a new cycle. The consistency of its tra-
jectory and the strength of its identity enabled
the creation of the Aramis Inc. House of Brands,
of which itis now a part. This structure keeps the
customer at the center and positions the Com-
pany as a fashion tech — innovative and ready to
expand its ecosystem.

Recognized from the outset for its strong iden-
tity and for encouraging conscious choices, the
Company operates under an omnichannel sa-
les model, integrating company-owned stores,
franchises, multi-brand retailers and e-commer-
ce. Physical retail sales are conducted through
company-owned stores (35 Aramis and 2 Urban),
strategically located near major consumer hubs,
as well as 13 outlet stores. The franchise network
comprises 87 units, while more than 1,800 mul-
ti-brand retailers sell products from the Aramis,
Next brands and Urban. Aramis Inc.'s headquar-
ters is located in Sao Paulo, at Casa Aramis.

ARAMIS INC. ESG STRATEGY

&

Learn More

about House
of Brands

FINANCIAL PERFORMANCE APPENDIX

ARAMIS INC.

House of Brands

FOOTWEAR AND
ACCESSORIES BU

ARAMIS

ARAMIS

Next
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History

1995

CORPORATE GOVERNANCE

Grand opening at
Shopping Iguatemi
by Henri Stad.

ARAMIS

1998

First showroom in
S&do Paulo.

2003

Opening of stores
in various states
across Brazil.

— ko — A

FASHION TECH

PEOPLE & CULTURE

ARAMIS INC. ESG STRATEGY

Three decades:

7P —

— Qo — @
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2020

Aramis rebranding,
with a renewed visual
identity, stores and
product portfolio.

2017

The Aramis brand
launches its e-commerce
platform. Opening of the
logistics center in Serra,
state of Espirito Santo.

2014

Richard Stad
becomes CEO of

the company. Aramis
receives an investment
from an innovation-
focused investment
fund.

URBAN

WITW

FINANCIAL PERFORMANCE APPENDIX

2022

Creation of the Urban brand, a
smart fashion brand that captures
and reflects the routine of the
contemporary man through
innovation and authenticity. It
features minimalist, practical and
functional clothing that combining
technological fabrics with a
sophisticated and timeless design.

2023

Aramis ranks among the top ten
scores of the year in the Fashion
Transparency Index, achieving a
score of 57% compared to the
overall average of 35%. Opening of

three Urban stores, 12 corners within
Aramis company-owned stores and

distribution of its products in 138
multi-brand retailers.

ARAMIS

Next

legacy, evolution and future

2025

Structuring of the House of Brands,
celebration of the Aramis brand’s 30th
anniversary, launch of Aramis Next and
creation of a business unit dedicated
to footwear and accessories,
strengthening the Company’s long-
term strategy. Implementation of an
Internship Program focused on Al,
aligned with its fashion tech initiatives.

Achievement of the GHG Protocol
Gold Certification. New corporate
structure. Formalization of the
Sustainability Committee.

2024

Consolidation of improvements
made at the logistics center.
Investments in innovation and new
business ventures. Opening of a
store at Shopping Morumbi in S&o
Paulo, featuring a fitting room that
uses generative artificial intelligence.
Data-focused internship program.
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Manifesto
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When tradition meets boldness, a new era begins.
Aramis is no longer just a brand. It is a calling.
A collective voice that transcends time and echoes into the future.

A universe where the power of a legacy becomes the courage
to build what comes next.

A living, bold and connected ecosystem.

A movement that begins within each of us, but never ends with us.
We want more than clothing; we want stories.

We want more than customers; we want journey companions.
More than fashion: a lifestyle with soul, presence and impact.

The time has come to aim higher: to become the leading platform
of men’s lifestyle brands.

Brands that do not just sell, but belong.

Products that do not just dress, but spark desire even before
the purchase.

Ecosystems that do not just grow, but transform lives and
inspire pride in belonging.

We know this vision will not be achieved through words alone.
It will be achieved through a team of real people.

is the team that will take us where no one has gone before.
eels, engages and transforms.

ild together.

an just delivering results, builds a lasting legacy.
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AC 0 1 0 0 O ARAMIS INC. STRUCTURE
o AM_0 3 0 0 © . e  mmes
AP (o] 1 (o] o (o] AL 0 1 0 0 0
PA. 0O 6 0 0 O BA 1 6 1 0 o0 1. Company-owned stores
R Eg o 1 o o 1 CE 2 2 1 0 0 (physical retail)
0o 1 0 o o MA O 3 0 O O
. T©O o 2 o o o PBE 1 2 0 0 O
Roraima Amapé PE 3 2 1 1 0
r r . ‘ E'N (1) : g g g units (35 Aramis, 2 Urban) +
= 0 0 0 13 outlets. operated directly
by Aramis Inc.
Amazonas
Para Rio Grande 2. Franchised stores
. Maranhao Ceara do Norte

®

. Piaui . ..

Paraiba
o

@) rForambuco  UNits operated by
partners under franchise

. Rondénia Tocantins ‘ Alagoas agreements.

. ‘ Bahia

Mato Grosso

Acre

IR
i 3. Multi-brand retail points

‘ . of sale

Federal
District

Goias '
‘ Minas Gerais

° partner retail locations that
Aramis Inc. stores are located ® reselll Aramis, Ararmis Next
. orl . Mato Grosso do Sul Espirito Santo and Urban brands across
in 25 Brazilian state capitals or e O ° e different regions of Brazil.

. . . GO 2 4 0 0 O =
and In the Federal DlStrlCt. |n mi (o] 1 O O O S(ao‘Pau; . 4. Partner marketp|aces
O 5 0 0 o
2025, the Company operated parana @
d . h | d | HEADQUARTERS . e e
U n er an Om n IC an ne mO e FABRIC Santa Catarina . ;AJG z :: f g g online platforms that sell Aramis
through company-owned stores, LoaIsTICS CENTER Rio Grande do Sul 5 000 00 Peeemente. | Commeres

FRANCHISES . [
5. Own e-commerce
OUTLET

franchises and e-commerce, in
addition to being present in more

. . rizE SC o 6 1 0 o0
than 1,800 multi-lbrand retailers. URBAN FRANCHISES

O
O
®
o

Direct-to—-consumer sales
through the official website.
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ABOUT ARAMIS

Brands

In 2025, Aramis Inc. began structuring
itself as a House of Brands, through a
management model designed to ope-
rate multiple independent brands and
new businesses with governance, agi-
lity and a long-term perspective. This
move represents a strategic shift for
the Company, offering potential for
scalability capable of sustaining con-
sistent growth and expanding its rele-
vance in the men’s lifestyle segment.

Each brand, with its specific positio-
ning, operates under technical pro-
cesses that ensure the characteristics
communicated to the market are ef-
fectively delivered in the final product.

2025 SUSTAINABILITY REPORT
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Aramis:
Expression in Motion.

PEOPLE & CULTURE

ARAMIS INC. ESG STRATEGY

ARAMIS

Next

Aramis Next: the brand
that anticipates tomorrow.

FINANCIAL PERFORMANCE APPENDIX

Urban:
The impossible fits well.

Aramis Inc. Footwear
and Accessories
Business Unit

The Aramis brand gave rise to the Hou-
se of Brands and continues to evolve
both in terms of positioning and pro-
duct. It is recognized as a symbol of
trust, authenticity and innovation in
premium men’s fashion, offering high-
—quality products that combine classic
style with modern touches. Its collec-
tions include dress shirts, denim pants,
versatile T-shirts and tailored garments
that form a precise and elegant cura-
tion, supported by contemporary fits,
smart fabrics and finishes that make a
difference. The brand stands out for its
strong reputation and its commitment
to innovation, continuously seeking new
technologies and materials to enhance
its products.

Launched in 2025, Aramis Next em-
bodies the multigenerational platform
strategy, featuring products designed
for children and teenagers. The new
brand offers fashion that respects free-
dom of movement, combining style and
functionality, premium fabrics and age-
—appropriate cuts, celebrating the genui-
ne bond between parents and children.

Urban continues to mature as an au-
tonomous brand, with its own identity
and the ability for independent grow-
th. It creates men’s fashion focused on
technology, design and performance.
Inspired by urban life, the hustle and
bustle of the city and transformati-
ve journeys, Urban develops clothing
that supports the modern man at all ti-
mes — from work to the weekend, from
meetings to social gatherings, from time
with friends to family gatherings — using
fabrics that are wrinkle-resistant, brea-
thable, protective and adaptable to the
rhythm of life.

Established in 2025, the footwear and
accessories business unit enhances
the integration between products and
experiences, offering shoes that com-
bine variety, style and comfort for any
occasion, ranging from flip—flops and
casual sneakers to dress shoes; and
accessories such as wallets, belts,
bags, caps, backpacks, carry-on lug-
gage, socks and underwear.
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House of Brands

ARAMIS INC.

MULTI-BRAND PLATFORM

ARAMIS
ARAMIS A= URBAN e
=X ACCESSORIES
- Modern tailoring. - Fashion with freedom of movement. - Practicality, functionality, - Essential men’s
- Essential pieces. - Balance between style and sophistication. complements: hats, belts,
- Smart comfort and precise fit without and functionality. - Urban lifestyle. shoes, and bags.

compromising style.

MEN'’S LIFESTYLE HOUSE OF BRANDS

The evolution of men’s style A connection between brand Expansion of the portfolio Fashion is passed from
in step with cultural shifts. heritage and new generations and brand language to generation to
of consumers. support future growth. generation.

PRODUCT DEVELOPMENT

Smart fabrics Performance fabrics Premium fabrics
Feature properties that interact with the Incorporate textile innovations designed to enhance Superior fiber quality and refined
body or the environment: temperature performance, comfort, and ease of use: greater elasticity, finishing, using materials that provide a
regulation, moisture control, UV protection, breathability, quick-drying, and wrinkle resistance. soft touch, greater durability, and better
or antibacterial action. They adapt to They provide functionality for dynamic routines. fit, with freedom of movement.

external stimuli or conditions of use.

TRENDS

Men’s fashion has evolved. Tailoring is being reinvented Textile technology continues to New generations are
Style now reflects identity, with greater fluidity, comfort, evolve, bringing greater practicality accelerating new
authenticity, and purpose. and versatility. and adaptability to everyday life. interpretations of style.

CUSTOMER AT THE CORE

2025 SUSTAINABILITY REPORT
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CORPORATE GOVERNANCE

Governance at Aramis Inc. is strategically struc-
tured and supported by leaders who ensure deci-
sion-making processes aligned with the responsi-
ble growth of the business, through an integrated
approach that strengthens the commitment to
continuous development. Key drivers include:

FASHIONTECH:
NO. 1
DESTINATION
FOR MEN'’S

CULTURE OF

PRODUCT
EXCELLENCE
LIFESTYLE

2025 SUSTAINABILITY REPORT

STRATEGIC PILLARS

FASHION TECH PEOPLE & CULTURE ARAMIS INC. ESG STRATEGY FINANCIAL PERFORMANCE

Based on the annual budget, strategic planning is
defined by the Company’s Officers and Executive
Management, with its guidelines cascaded across
different levels of the organization. As a result, the
implementation of strategic and corporate objec-
tives becomes a shared responsibility throughout
the Company, ensuring the effective execution of
established guidelines. Commitments, projects
and objectives are monitored by the Corporate
Governance department, which is responsible for
ensuring adherence, consistency and effective-
ness of the strategic plan, as well as its alignment

with corporate policies.

EFFICIENCY AND
INNOVATION
THROUGH
TECHNOLOGIC#
ACCELERATION AND
Al & DATA-DRIVEN
APPROACHES

INSPIRATIONAL,
TECHNOLOGY-DRIVEN
LEADERSHIP ALIGNED
WITH CULTURE
AND
SUSTAINABILITY
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CORPORATE GOVERNANCE

GGovernance
structure

— BOARD OF DIRECTORS COMPOSITION

ARAMIS INC. ESG STRATEGY

Name Position Term of office

Richard Stad CEO, Aramis Inc. Dec/2025 — Dec/2027

Leonardo Deeke Boguszewski Investor fund representative Dec/2025 — Dec/2027

Rafael Pilotto Goncgalez Investor fund representative Dec/2025 — Dec/2027

Note: The Board of Directors was established in this configuration in December 2025 as a result of the new corporate restructuring.

— COMPOSITION OF THE COMPANY’S OFFICERS AND EXECUTIVE BOARD

Name Position

Richard Stad Chief Executive Officer

Fabio Davidovici Chief Financial and Strategy Officer

Guilherme Farinelli Chief Channels and Growth Officer

Eliane Pellegrino Chief Talent and Transformation Officer

André Yui Head of New Business

Mariana Nassralla Chief Style Officer

Note: the Company ended fiscal year 2025 without a Chief Marketing Officer in place; however, at the time of publication of this
Report, the role is already part of the Board of Directors.

2025 SUSTAINABILITY REPORT
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Board of Directors (BoD)

The Board of Directors is Aramis Inc.’s highest le—
vel of governance, alongside the Executive Board.

The Board of Directors plays a strategic role at
Aramis Inc., and is responsible for supporting the
Company’s long-term business visions, defining
branding strategy and guiding the Company’s ex-
pansion, including organic growth and potential
acquisitions. The Board is also responsible for
approving the annual budget and reviewing the
Company’s financial statements, which are vali-

dated through external audit.

It is composed of the Chairman and two board
members representing the investment fund. The
criteria for appointment and selection of these
members are defined by the Shareholders’ Agree-
ment and corporate law. Appointments are based
on nomination rights held by controlling sharehol-
ders groups, who nominate members for election
at the Annual Shareholders’ Meeting. In addition,
all elected members must meet the legal require-
ments set forth in the Brazilian Corporation Law,
including an unblemished reputation and absence

of conflicts of interest.

Executive Board

The Company’s corporate governance is suppor-
ted by an executive leadership structure compo-
sed of professionals at the highest decision-making
level. This group includes the key executives res-
ponsible for defining strategic guidelines, managing
operations and driving long-term value creation.
Positions within this structure include the Chief
Executive Officer, responsible for executive lea-
dership and defining strategic direction; the Chief
Financial Officer, in charge of financial manage-
ment, investments and risk management; and the
heads of operational areas, who ensure the ef-
ficient implementation of the corporate strategy
within their areas, according to the table provided
on page 20 (Executive Board). Together, these
executives operate in an integrated manner and in
alignment with the Board of Directors, contributing
to strategic decision making and the soundness of
the organization’s governance.

Officers and executive managers participate in
strategic planning meetings, with performance
monitored in monthly meetings and quarterly re-
views. Core competencies of the executive team
include financial management, retail, people, new

business, product and marketing.

The corporate governance department supports
and manages the execution of the plan, from stra-
tegy through operations. It ensures the effective
implementation of the organizational strategy by
aligning actions, timelines and leadership deci-
sions to transform the strategic vision into tangible

and coordinated results.
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Committees

At Aramis Inc., committees are
established based on strategic
planning and decision-making
needs, and executives are invited
to serve on committees according
to their relevant competencies.

People Committee

Tech Innovation
Committee

Sustainability
Committee

In this context, the Company main-
tains executive committees and
working groups formed to address
relevant topics, ensuring that busi-
ness management remains focused
on sustainable development.

Composed of the entire
leadership team and the
Company’s Talent Partners,
who meet twice a year

to decide on employee
performance regarding cultural
evolution and delivery.

Composed of the CEO of
Aramis Inc. and Executive
Board, the Head of Technology
and an external advisor, who
meet on a monthly basis to
discuss and monitor topics
related to technology,
innovation and disruption
(weak and emerging signals),
systems, the implementation
and acceleration of the
technology strategic plan,

as well as innovation drivers,
information security and digital
transformation. The committee
decides on priorities, strategic
projects and investments

in the area.

Established at the end of 2025,
the Sustainability Committee
is composed of the Chief
Executive Officer and the all
the Officers. Starting in 2026,
the committee will meet on

a quarterly basis, acting as a
forum for decision making and
monitoring of sustainability
targets. In this context, it
validates priorities, approves
any potential adjustments

to the strategy and monitors
the risk matrix and action

plan related to supply chain
management, strengthening
governance on the topic. The
Sustainability Committee is
also responsible for reviewing
and approving the information
reported in this document, with
subsequent reporting to the
Board of Directors.
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2025 was a year marked by the consolidation of a new go-
vernance model driven by integration across Aramis Inc.’s
departments, as well as the strategic use of data and the
strengthening of internal controls. As a result, process trans-
parency was reinforced and data-driven decision making
matured, directly supporting the strategy to sustain acce-
lerated business growth with efficiency, predictability and
accountability, consolidating practices capable of reducing
risks and enhancing the quality of decision making.

l cria-ak
4 1
.

Throughout the year, the Company promoted the standardi-
zation of routines, the digitization of internal controls and the
modernization of management systems, creating a more robust
foundation for monitoring strategic and operational indicators.
This initiative enabled greater visibility into workflows, streng-
thening real-time monitoring of operations and enhancing the
ability to respond to deviations or potential risks.

At the same time, Aramis Inc. advanced in digitizing processes
considered strategic, focusing on the continuous tracking of
key performance indicators (Objectives and Key Results, OKRs)
and real-time monitoring of operations and internal workflows.
This evolution enabled a more integrated view of the business,
supporting more agile and evidence-based decisions.




23

OVERVIEW ABOUT ARAMIS CORPORATE GOVERNANCE

The strategic innovation and technology plan is
reflected in return on investment metrics and in
OKRs that are incorporated into corporate targets.

Accordingly, Aramis Inc. follows a structured
plan that includes: setting targets; identification
of responsible hierarchical levels and delegation
of responsibilities based on competencies and
skills; and communication of guidelines. In order
to ensure adherence by departments and exe-
cutives to the new corporate governance practi-
ces, in 2025 the Company established consistent
monitoring across departments, supported by
training all teams in “change management” through
communications, training sessions, Q&A sessions,
knowledge bites, inclusion of the topic in onboar-
ding and monitoring of rituals and ceremonies,
such as meetings and symbolic events that hel-
ped reinforce desired behaviors and consolidate

the shift in organizational culture.

2025 SUSTAINABILITY REPORT
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This cultural evolution is also reflected in the
strengthening of decision-making processes and
increased organizational discipline. The adop-
tion of more structured management practices,
combined with cross-departmental integration,
enhanced the Company’s ability to anticipate
challenges, align strategic decisions and sustain
growth more consistently. Governance is no lon-
ger understood solely as a set of rules, but as a
living element of the culture, embedded in daily
practices and leadership behavior.

FINANCIAL PERFORMANCE
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Connecting strategy, collaboration
and execution to transform our future!

Planning

Budgeting and strategic planning
for both Aramis Inc. and each
department. Annual cycle.

©.  Roll-out

Rollout of the plan across

the entire organization.

Follow-up

Follow-up on strategic planning.

a ARAMIS INC. STRATEGIC PLANNING

Chief Executive Officer and officers

Turning strategy into action

We conduct a review of the long-term strategy,
adjusting priorities and redirecting course

as needed, ensuring alignment across the
departments for a new cycle.

ARAMIS INC. FASHION
FORWARD REVIEW

Chief Executive Officer and officers
Quarterly planning and review.

e OFFICERS’ STRATEGIC PLANNING

Chief Officers and Direct Reports

Defining the strategy

Consists of defining the main objectives,

key results and initiatives to be developed
throughout the year to guide the alignment of
planning for the execution of these initiatives.

Questioning to evolve

Reviews the previous quarter’s deliverables,
adjusts priorities for the next quarter and
reinforces the focus on what truly drives
impact for the Company.

OFFICERS’ FASHION
FORWARD REVIEW

Chief Officers and Direct Reports
Quarterly planning and review.

OFFICERS’ CYCLE INTEGRATION

Team leaders
Quarterly integrated tactical planning.

From planning to execution
Transforms prioritized initiatives into concrete
actions to be executed on a daily basis.

FASHION BY THE NUMBERS

Entire Aramis Inc. community
Celebrate and challenge

Presents monthly results in a live session
and opens the floor for Q&A with the entire
community.

Ensures clarity, collaboration and real impact, based
on inputs from the Officers’ Fashion Forward Review.

FORMULA FOR SUCCESS

Chief Executive Officer, officers and
direct leaders

Taking off with alignment

Quarterly presentation of the strategic plan
and its rollout across the organization, based
on inputs from the Aramis Inc. Fashion Forward
Review.

OFFICERS’ Q-UPS

Chief Officers and Direct Reports
Weekly monitoring of the Officers” OKRs.

ARAMIS INC. Q-UPS

Chief Executive Officer and officers
Execution with focus
Monthly monitoring of strategic OKRs.

Monitors the progress of initiatives, removes
barriers and adjusts course. Ensures that efforts
remain aligned with what matters most.

OFFICERS’ RESULTS SHOWCASE

All officers

Recognizing impact

Results presentation: Highlights the month'’s
key achievements and challenges, reinforcing
continuous learning and a high-performance
culture.

2025 SUSTAINABILITY REPORT
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Aramis Inc. has advanced in the identification
and discussion of operational, financial, reputa-
tional and people- and technology-related risks,
particularly driven by stronger governance, greater
cross-departmental integration and more struc-
tured use of data. This evolution enables greater
organizational awareness of risks and impacts,
even within a model that is still evolving.

At the Company, tax risks and strategies are
identified and assessed by the Legal, Tax and
Finance teams, with support from law firms and
tax advisors recognized in the market. All risks
or proposed approaches are submitted to the
relevant executives for evaluation and decision
making. The Company also engages third-party
auditing, conducted on-site by a specialized firm.

Regarding other corporate risks, the topic be-
gan to be formally addressed in 2025, including
an preliminary mapping exercise. For 2026, the
Company has planned to engage a specialized
consulting firm to conduct the mapping, catego-
rization and prioritization of these risks. As part
of this effort, a risk heat map is under develo-
pment, along with the definition of risk appetite
framework, which will guide decision making and
the level of exposure considered acceptable for
the Company.

The approach adopted reinforces the view that
risk management is an integral part of the orga-
nizational culture and a leadership responsibili-
ty, rather than merely a standalone function. By
promoting a more preventive, transparent and
decision-oriented approach, the Company es-
tablishes the foundation to develop more robust
risk management models in the future, aligned with
its growth strategy and the demands of an increa-
singly complex business environment.
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Aramis Inc.’s tax policy is guided by principles of
transparency, regulatory compliance and ongoing
dialogue with internal and external stakeholders,
with the aim of ensuring tax predictability, redu-
cing risks and aligning corporate practices with
the best international governance standards.

Tax management and related disclosures are re-
ported in two ways: monthly, for internal purpo-
ses only, and annually, through publication in a
widely circulated newspaper. To disclose relevant
information to investors, suppliers and regulatory
agencies, the Company publishes periodic repor-
ts containing tax indicators and the impacts of the
Tax Reform. Suppliers and partners also receive
explanatory materials regarding contractual and
tax changes whenever necessary.

In addition, the Company participates in working
groups and public consultations on tax matters
and engages with representative entities to ad-
vocate for rules that ensure competitiveness and
tax predictability. It also maintains institutional
relationships with regulatory agencies to ensure
that its positions are considered in public policy
discussions.

The tax strategy employed is structured and relies
on tax incentives that reduce taxes as provided
by law. These benefits are renewed annually, de-
pend on tax compliance and the maintenance of
employment levels, and are recorded in separate
accounts. As a result, the Company benefits from
incentive programs that promote regional eco-
nomic development, particularly in the State of
Espirito Santo.

In 2025, there were no assessments related to
these incentives, and all ancillary obligations were
fulfilled in accordance with the applicable law.

Aramis Inc.’s tax integrity is further supported
by an anonymous whistleblower hotline availab-
le to everyone. Any reports received through this
channel are investigated through formal internal
investigations and inquiries.
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Fthical Conduct

GRI 3-3 Ethics & Transparency, 2-23, 2-24 |

Aramis Inc. grounds its internal and external re-
lationships in principles of ethics, transparency
and respect, which are integrated into its business
strategy and supported by related documents
approved by the highest governance body of the
organization. Commitments made in this regard
include the Sustainability Policy, the Aramis Code
of Conduct, the Supplier Code of Conduct, and
the Private Social Investment Policy.

Since 2023, Aramis Inc. has been a signatory to the
UN Global Compact, a commitment that reinfor-
ces the Company'’s position and provides guidan-
ce on the rigorous application of anti-corruption
principles, social responsibility and environmental
management. In addition, the initiative guides the
Company in maintaining high levels of control, moni-
toring and engagement with its sustainability targets.

The Company aligns its ESG agenda with the
Sustainable Development Goals (SDGs), actively
collaborating with the sector to address global
challenges and promote innovative solutions.
Based on the Global Compact’'s SDG Compass
methodology and its participation in the SDG
Journey Program, the Company has committed

2025 SUSTAINABILITY REPORT

to SDG 8 — Decent Work and Economic Grow-
th and SDG 12 — Responsible Consumption and
Production.

Although the precautionary principle is not for-
mally incorporated into corporate policies, the
Company undertakes actions to mitigate potential
negative impacts, such as supply chain audits,
monitoring of business indicators, action plans
and strategic targets and a culture of innovation
and data-driven decision making. The Diversity
Guide, aligned with the Company’s commitment
to the LGBTI+ Forum, also ensures attention to
human rights within the organization.

In order to ensure broad awareness, the Com-
pany’s commitments are disclosed through in-
ternal channels (intranet, whistleblower hotline,
bulletin boards, emails and live sessions) and ex-
ternal channels (official website, annual reports,
social media, supplier whistleblower hotline and
customer service). The Code of Ethics and other
corporate policies are also available on Aramis
Inc.'s official channels, ensuring transparency and
broad access to the guidelines that govern the
Company’s conduct.

ARAMIS INC. ESG STRATEGY
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These documents governing
Aramis Inc.’s ethical
principles and conduct

are available on our
sustainability channel:

Code of Ethics and
Professional Conduct

Sustainability Policy

Code of Conduct for
Suppliers

For more information, please
refer to the documents at:

aramis.com.br/
sustentabilidade

—> Ethics Channel

Aligned with the principles of ethics and
transparency, the Company provides an
Ethics Channel as a secure communication
mechanism for receiving reports, sugges-
tions and inquiries, with dedicated fronts for
different audiences (employees, suppliers
and customers). The Channel is used to re-
port non-compliance and violations of the
Code of Conduct, internal policies or appli-
cable legislation, ensuring confidentiality in
all interactions and allowing for anonymous
submissions.

The Channel is operated through a profes-
sional platform specialized in the collection
and management of information related to
ethical misconduct or irregularities, with
oversight provided by a company specia-
lized in risk management services and so-
lutions. The entire handling process for re-
ports ensures confidentiality of information,
in accordance with the Aramis Inc. Code
of Ethics and Conduct.


https://www.aramis.com.br/sustentabilidade
https://aramisnova.vteximg.com.br/arquivos/Codigo_de_Conduta_Aramis_2023.pdf
https://aramisnova.vteximg.com.br/arquivos/Pol%C3%ADtica_de%20Sustentabilidade%20Aramis%20-%20Revis%C3%A3o%202023.pdf
https://aramisnova.vteximg.com.br/arquivos/Aramis_CodigodeConduta_PT.pdf
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|GRI 3-3 Innovation & Technology

Aramis Inc. made consistent progress in conso-
lidating its strategy as a Fashion Tech company in
2025, integrating technology, data and experien-
ce into its own digital ecosystem. The Company
expanded its digital transformation through the
development of in-house platforms and applica-
tions, strengthened its data-driven culture through
the responsible use of data and artificial intelligen-
ce, and advanced its omnichannel strategies to
deliver more seamless and personalized customer
journeys. This initiative positions technology as
a strategic driver of growth, efficiency and value
creation for customers, partners and employees.

The consolidation of the Fashion Tech journey
is the result of investments made over previous
years, which enabled Aramis Inc. to achieve
tangible gains in digital maturity, operational ef-
ficiency and analytical capabilities. One of the
key advancements was the strengthening of the
corporate data platform, which is now widely used
across business units, enabling a truly data-driven
culture. The democratization of access to stra-
tegic information has increased team autonomy
and enhanced decision making, while maintaining
rigorous security and privacy controls.

2025 SUSTAINABILITY REPORT
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Applied innovation: Aramis Inc.’s
Fashion Tech journey integrates
strategy and technology

— Four strategic drivers guide the Company’s innovation journey:

TEXTILE
Al AND Al+: FROM DESIGN HYPER- INNOVATION AND
ARTIFICIAL TO CLOSET: . SMARTWEAR:
INTELLIGENCE EFFICIENT ZEIT’SEgEII:ELF;gg-:iI’:‘IZ&EgX ADVANCED
DRIVING THE OPERATIONS CUSTOMER EXPERIENCE TECHNOLOGY IN
BUSINESS AND LOGISTICS FABRICS

AND PRODUCTS
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The Company’s technological infrastructure ope-
rates entirely in a cloud environment, supported
by industry-leading tools that ensure scalability,
collaboration and resilience. This digital ecosys-
tem supports everything from data analytics to
the systems that enable physical and digital retail
operations, ensuring that the Company is prepa-
red to grow in a structured manner without com-
promising process stability.

As regards artificial intelligence, 2025 marked a
significant step forward in the gradual integration
of these technologies into daily operations. Ara-
mis Inc. initiated an Al literacy process, training
leadership and teams in the responsible use of
these tools, focusing on efficiency gains, support
for data analysis and future development toward
predictive applications and decision support. This
approach reinforces the understanding of tech-
nology not only as a tool, but as a cultural and
strategic element.

The omnichannel strategy has also made steady
progress, with the expansion and maturation of
solutions that integrate physical stores, e-com-
merce and logistics centers. Initiatives such as
in-store pickup, shipping from stores and the
reduction of stockouts through cross-channel
integration contributed to smoother customer
journeys, greater product availability and a be-
tter customer experience, while also increasing
logistics and operational efficiency.

2025 SUSTAINABILITY REPORT
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Innovation applied to operations was also reflec-
ted in the enhanced traceability and control of
internal workflows, supported by digital systems
and the continuous evolution of the technological
infrastructure. Preparation for structural projec-
ts, such as the modernization of the Warehouse
Management System (WMS) and the future adop-
tion of technologies such as Radio-Frequency
Identification (RFID), reinforces the Company’s
commitment to automation, data accuracy and
value chain efficiency.

Information governance plays a central role in this
journey. Aramis Inc. maintained high data security
standards, ensuring compliance with the LGPD, the
use of encryption best practices, access controls
and continuous risk monitoring. Information securi-
ty management is handled strategically and inte-
grated into the business continuity plan, ensuring
the protection of customer, employee and partner
data in an increasingly digitized environment.

By integrating technology, data, innovation and or-
ganizational culture, Aramis Inc. consolidates its
journey as a Fashion Tech company, positioning
digital transformation as one of the main drivers
to sustain its growth, strengthen governance and
generate long-term value for all its stakeholders.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

Use of Artificial Intelligence

at Aramis

In 2025, Aramis began a structured journey for the
adoption of artificial intelligence, integrating the
technology gradually, responsibly and in alignment
with its business strategy. The initial focus was

on cultural readiness and employee education,
reinforcing the understanding of Al as a tool to
support human work and decision making.

The first practical applications of the technology
were implemented in internal processes,

notably the use of Al agents within the Talent
and Transformation department as a pilot
project in 2025, especially in the early stages of
recruitment and selection. The program design
and participant selection took place throughout
the year, and onboarding and training began in

January 2026. The automation of operational
activities contributed to efficiency gains, cost
reductions and greater focus by teams on
strategic activities.

As part of its long-term strategy, the Company
launched an internship program focused

on artificial intelligence, expanding talent
development and strengthening its innovation
agenda. The adoption of Al is guided by
principles of ethics, governance, information
security and data protection, ensuring that
technological advancement remains consistent
with Aramis Inc.’s values and its vision for
sustainable growth.
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Aramis Inc.’s digital transformation advanced in
a structured manner in 2025, focusing on system
integration, the development of new technological
capabilities and the consolidation of proprietary
digital platforms. This initiative strengthened the
Company’s technological architecture, increasing
connectivity across channels, business units and
strategic stakeholders, while also supporting gains
in operational efficiency and scalability.

System integration enabled smoother informa-
tion flows, connecting sales, logistics, finance and
customer relationship data within a unified digital
ecosystem. This approach reduced operational
silos, increased data reliability and supported da-
ta-driven decision making, in line with the Com-
pany’s Fashion Tech strategy.

One of the cornerstones of this transformation
was the development of internally conceived di-
gital products, reinforcing Aramis Inc.’s techno-
logical autonomy and its ability to innovate based
on its own business needs. In 2025, the Company
consolidated three strategic applications deve-
loped in-house, each designed for a specific au-
dience and with clear value creation objectives.

The Aramis App, aimed at end customers, was lau-
nched in the second half of 2025 and quickly be-
came arelevant channel for customer engagement
and sales. The platform enhanced the personaliza-
tion of the customer journey, integrated omnichan-
nel capabilities and delivered significant revenue
growth, reinforcing the role of technology as a driver
of both business and customer experience.

Another important advancement was the develo-
pment of the sales associate app, currently in the
pilot phase. The solution was designed to support
sales teams at the point of customer interaction,
integrating product, inventory and order informa-
tion into a single digital environment. The app is
scheduled for expansion in 2026 as part of a stra-
tegy to boost productivity, standardize processes
and enhance the purchasing experience.

Complementing the digital ecosystem, Aramis
Inc. also strengthened the platform dedicated
to multi-brand retailers, which already connects
approximately 1,800 partners. The solution of-
fers self-service features, such as issuance of
payment slips, financial position inquiries, order
tracking and access to performance indicators
and scoring. This platform has increased the au-
tonomy of business partners, strengthened go-
vernance of the relationship with the multi-brand
channel and improved the efficiency of operatio-
nal and financial processes.

By integrating systems, developing proprietary
solutions and expanding its portfolio of digital
platforms, Aramis Inc. consolidated a robust te-
chnological foundation in 2025, aligned with its
growth strategy and the evolution of the fashion
retail sector, positioning digital transformation as
a central element of its Fashion Tech journey.
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O1

Technology as a
Growth Platform

02

Data and Applied
Intelligence

03

Digital Products
and Proprietary
Channels

04

Governance,
Security and
Digital Culture

Integrated and scalable
digital foundation

Data-driven culture with
responsible use

User-centered innovation

Innovation with
responsibility

-100% cloud-based
technology ecosystem

- Integration across sales,
logistics, finance and
customer relationship
systems

- Corporate data platform
accessible to business
areas

- Aramis App (end customer),
launched in the second half
of 2025

- Information governance
integrated into corporate
strategy

- Democratization of information
for faster and more assertive
decision making

- Strong revenue growth through
the Company’s proprietary
digital channel

- Development of in-house
digital solutions

- Use of analytics and data
visualization

- Preparation for new
technologies (WMS
and RFID)

- Initial rollout of artificial
intelligence literacy

- Sales associate app in pilot
phase (expansion planned
for 2026)

- LGPD Compliance and
information security best
practices

- Access controls, encryption
and continuous risk monitoring

- Scalable architecture to
support business growth

2025 SUSTAINABILITY REPORT

- Responsible application of
Al focused on efficiency and
predictability

- Multi-brand retailer platform
with approximately 1,500
connected partners

- Technology embedded
in organizational culture

- Self-service features: orders,
invoices, financial position
and scoring

-Innovation aligned with ethics,
transparency and a long-term
vision

Privacy and Data Security
| GRI 3-3 Privacy and Data Security |

Through robust privacy and data protection practices, Ara-
mis Inc. demonstrates respect for consumer rights, including
the right to privacy, protection against the misuse of personal
data and transparency in the use of information. The Infor-
mation Security Master Plan, supported by external partners
and fully aligned with the LGPD, provides multiple layers of
monitoring and protection for data and operations.

Through its Security Operations Center, all digital activities
are continuously monitored (24 hours a day, seven days
a week), using dedicated systems that track, analyze and
respond to potential cybersecurity threats and incidents.
The use of anonymized sensitive data prevents the expo-
sure of any involved parties. In all interactions, only essen-
tial data is collected, avoiding excessive and unnecessary
storage of personal information and reducing exposure to
risk. Contracts with suppliers ensure compliance with the
same data protection standards in business relationships.

The topic is addressed through internal communications
aimed at raising awareness among all employees regarding
information security. An open communication channel for
customers, suppliers and regulatory authorities enables
alignment of practices with market expectations and re-
quirements. Based on the monitoring of customer requests
and vulnerability testing of the environment, the Company
continuously improves its approaches, maintaining focus
on the business continuity plan in light of potential cybera-
ttack risks. In recent years, no significant incidents related
to this topic have been recorded.
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Aramis Inc. invests in a personalized omnichannel
experience to deliver a comprehensive customer
journey. The integration of stores, e-commerce
and logistics centers enabled smoother customer
journeys, with initiatives such as in-store pickup,
shipping from stores and enhanced inventory vi-
sibility, reducing friction and increasing conve-
nience for consumers.

Aramis Inc. also began conducting consumer
behavior analysis based on the integration of
data from physical and digital channels, contri-
buting to a deeper understanding of customer
preferences and supporting the personalization of
journeys, assortment management and commer-
cial planning. This data also began to support the
sales team more effectively, through digital tools
that integrate product, inventory and purchase
history information.

In addition, customer journey improvements were
driven by the evolution of proprietary digital pla—-
tforms, notably the launch of the Aramis App in
the second half of 2025, which enhanced perso-
nalization, engagement and integration with omni-
channel services. Customer service support tools
and digital solutions at the point of sale contribu-
ted to more agile, transparent and consultative
relationships, reinforcing the Company’s commit-
ment to a consistent experience aligned with the
expectations of modern retail.

Gar

Customer Focus:
Highlights of the Year

- Highest revenue via the app: Significant

growth in digital sales, with the application
established as the primary conversion
channel.

- Consolidation of omnichannel capabilities:

Effective integration across physical
stores, e-commerce and app, enhancing
convenience and customer experience.

- Zero information security incidents:

Maintenance of a secure digital environment,
with no records of data breaches or critical
failures.

- Advances in operational efficiency:

Optimization of logistics and operational
processes, resulting in productivity gains.

- Expansion of the digital customer base:

Significant increase in active users across
digital platforms.

- Improved customer experience: Progress in
satisfaction metrics and the customer journey.
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Fashion Tech:
Driven by People

Technology is part of our daily operations, and what
sets us apart is how we use it. Our culture places customers,
employees and partners at the center.

Decisions are data-driven.
Every experience becomes a learning opportunity.
Every choice strengthens the brand.

TECHNOLOGY
IN THE PRODUCT

Products with timeless
design, selection
of technological
raw materials

and collaborative

development with
strategic
partners.

2025 SUSTAINABILITY REPORT N
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CUSTOMER EXPERIENCE

Integrated apps, systems and
data to deliver an increasingly
personalized, customer-focused
experience. Integrations are
designed to scale connections. It
is end-to-end seamlessness.

IA DRIVEN

Artificial Intelligence as an
ally of human development to
optimize processes with a focus
on innovation.

Continuous training to develop
leaders and prepare people for
the future
of retail.

APPENDIX

DATA-DRIVEN
CULTURE

Data transformed
into smart choices,
with personalization,
precision and
relevance in every

interaction.
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The Aramis Inc. Culture underwent a consistent
process of strengthening throughout 2025, su-
pported by the renewal of its organizational iden-
tity and the structuring of governance as a fou-
ndation for human capital development. Greater
integration between strategic planning, execution
and culture enabled the Company to evolve from
a more intuitive model to a structure based on
processes, clear roles, and more structured ma-
nagement practices.

This consolidation reinforced expected behaviors
at all leadership levels, while strengthening the sen-
se of belonging and internal transparency. This mo-
vement is directly connected to Aramis’s 30-year
journey and the years ahead, marking the transi-

FASHION TECH PEOPLE & CULTURE

tion to a new cycle in which people, technology
and strategy operate in an even more integrated
manner, preparing the organization for a future of
greater complexity, expansion and responsibility.

Throughout 2025, the Company advanced the
alignment between culture and strategy, with or-
ganizational culture being addressed in a more
intentional and structured manner. Values, beha-
viors and leadership expectations were reinforced
as central elements of management, contributing
to greater consistency between words and ac-
tions in the organization’s day-to-day operations.
This process fostered a more collaborative envi-
ronment, with greater clarity regarding priorities,
responsibilities and ways of working.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

Aramis Culture: 30 Years of
Essence, a Future of Evolution

As a result, the Aramis Inc. Culture enters a new
cycle on a stronger foundation, connecting its
core values, governance and people. The cultu-
ral strengthening observed in 2025 positions the
Company to face the coming years with greater
strategic clarity, organizational accountability and
adaptability, preserving its values while evolving
to meet the demands of scale, innovation and
sustainability.
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Aramis Culture

and Human

Capital Development

| GRI 3-3 Human Capital Development |

2025 SUSTAINABILITY REPORT

In 2025, Aramis Inc. advanced the consolidation
of its culture as a driver of strategy and human
capital development. The renewal of its corporate
identity contributed to greater clarity regarding
roles, responsibilities, and expected behaviors,
strengthening leadership performance and con-
sistency in decision making.

The evolution of governance and the structuring
of management practices enabled greater integra-
tion between planning and execution, supporting
a cultural model that balances the preservation
of historical values with adaptation to new busi-
ness demands. The concepts of “core culture”
and “evolving culture” began to guide leadership
development and organizational alignment.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

Human capital development is a particularly rele-
vant aspect in retail, as it helps promote employee
engagement and satisfaction, with direct impacts
on the quality of customer service. Aramis Inc.’s
training initiatives aim to develop employees’ skills
and strengthen internal culture. These initiatives are
regularly evaluated based on participant satisfac-
tion and, starting in 2026, will also have their prac-
tical effectiveness measured through indicators.

Aramis Inc. also established a culture that con-
nects essence and evolution, aligned with its bu-
siness strategy. This culture is embodied in four
values that guide daily practices: respect, colla-
boration, ownership and belonging. This alignment
around a strong culture enhances team engage-
ment and directly contributes to team performan-
ce and business sustainability.

The 30-year journey marked the transition to
a new cycle, in which culture supports a more
integrated organization prepared to operate at
a larger scale. For 2026, Aramis projects stren-
gthening the integration of people, technology
and strategy; developing leadership capabilities
for the responsible use of artificial intelligence;
advancing the evaluation mechanisms for deve-
lopment programs; progressing the ESG agenda
across the organization; and continuously streng-
thening corporate governance and responsibility
throughout the value chain.

Gar

Strengthening the
Aramis Inc. Culture

- Strengthening of corporate

governance in 2025

- Greater integration between strategic

planning and execution

- Definition and clarity of roles

and responsibilities

- Structuring of management

and decision-making practices

- Consolidation of the concepts of

“core culture” and “evolving culture”

- Roll-out of expected behaviors by

eadership level

- Strengthening of the sense of belonging

and internal transparency
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Talent Attraction
and Retention

2025 SUSTAINABILITY REPORT

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

The consolidation of guidelines focused on talent
attraction and retention, emphasizing employee
recognition, improved working conditions and
stronger connections between employees and
the organization, represented major advances for
the Company in 2025. These guidelines were alig-
ned with the evolution of organizational culture and
the Company’s growth strategy, particularly in the
context of expansion and governance maturity.

Throughout the year, the Company strengthe-
ned internal programs focused on employee well-
-being and recognition, with initiatives aimed at
active listening, enhancement of benefits and the
development of a healthier and more engaging
work environment. Among the advancements, the
review and improvement of the meal voucher be-
nefit stand out, aligning it more closely with em-
ployees’ needs.

For store teams, Aramis Inc. maintained its focus
on the continuous improvement of its processes,
with the goal of strengthening the perception of
professional recognition, increasing team ack-
nowledgment and supporting talent retention.

Together, this set of actions reinforced employee
recognition and appreciation practices across
different areas, contributing to a more stable or-
ganizational environment aligned with team ex-
pectations. As a result, Aramis Inc. recorded a
reduction in its turnover rate in 2025, which is part
of the targets of the Talent & Transformation de-
partment, reflecting the positive impact of talent
attraction, retention and engagement initiatives.

Accordingly, Aramis Inc. ended the year with 1,166
employees, maintaining a growth trend compared
to previous years. The gender distribution showed
higher female representation, with 600 women
and 566 men, indicating progress toward gender
balance. Regionally, the workforce remained con-
centrated in the Southeast. During the period, 565
hires and 438 terminations were recorded, resul-
ting in a net increase in employment for the year.
In addition to its 1,166 employees, Aramis Inc. also
engaged 20 non-employee workers, including 2
interns and 18 apprentices, who assisted with daily
tasks while learning and gaining practical expe-

rience in their respective areas.
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—> DIRECT EMPLOYEES BY REGION*

2023 2024 2025 2023 2024 2025
Men 534 509 566 North 0 0 1
Women 484 516 600 Northeast 188 161 164
Total 1,018 1,025 1,166 Midwest 124 15 126
Note: Data does not include interns and apprentices, as they are not covered by the Consolidated Labor Laws (CLT in the Brazilian acronym). Southeast 676 716 825
All employees work under permanent, full-time contracts and are required to comply with working hours, regardless of whether they clock in or
not. Data taken from payroll records, considering active employees as of December 31, 2025. South 30 33 50
Total 1,018 1,025 1,166

—> NUMBER AND RATE OF EMPLOYEE HIRES

Note: Data does not include interns and apprentices, as they are not covered by the Consolidated Labor Laws (CLT in the Brazilian acronym).
All employees work under permanent, full-time contracts and are required to comply with working hours, regardless of whether they clock in
or not. Data taken as of December 31, 2025.

— NUMBER AND RATE OF EMPLOYEE TERMINATIONS

2023 2024 2025 2023 2024 2025
By age group Total Rate Total Rate Total Rate By age group Total Rate Total Rate Total Rate
Under 30 years old 295 72.0% 231 63.0% 276 61.0% Under 30 years old 161 60.8% 218 66.4% 178 50.0%
30-50 years old 263 49.0% 262 44.0% 266 42.0% 30-50 years old 258 46.8% 273 44.6% 238 40.0%
Above 50 years old 21 29.0% 15 20.0% 23 29.0% Above 50 years old 15 26.5% 21 241% 22 28.0%
By gender Total Rate Total Rate Total Rate By gender Total Rate Total Rate Total Rate
Men 321 60.0% 247 48.0% 283 50.0% Men 234 52.3% 271 B51.2% 236 459%
Women 258 53.0% 261 50.0% 282 47.0% Women 200 46.7% 241 491% 202 40.3%
By region Total Rate Total Rate Total Rate By region Total Rate Total Rate Total Rate
Midwest 43 34.0% Midwest 41 34.4% 52 411% 35 31.0%
Northeast 35 21.0% Northeast 81 44.7% 63 30.5% 35 21.3%
North 0 0.0% North 0 0.0% 0] 0.0% 0 0.0%
Southeast 432 52.0% Southeast 294 53.5% 377 55.5% 328 461%
South 55 110.0% South 18 56.7% 20 64.3% 40 95.0%
Total 579 0.57% 508 0.49% 565 48.0% Total 434 49.60% 512 50.10% 438 43.00%

Note: The hiring rate is calculated using the following formula: [Employees hired, by segment / total number of employees in the same segment].

2025 SUSTAINABILITY REPORT

Note: The turnover rate is calculated using the following formula: [(Total hires during the year + total terminations during the year) / 2) / active
employees in December of the year] * 100. The termination rates published in previous reporting cycles have been revised to reflect the tur-

nover rate methodology and to enable comparability.
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Diversity &

INclusion

Progress in building a diversity and inclusion
agenda aligned with the organizational culture and
principles of respect, ethics and valuing people
was a defining aspect of 2025 at Aramis Inc. The
period was marked by structural changes aimed
at formalizing institutional commitments and laying
the groundwork for the continued advancement
of this agenda across the Company.

Among the key developments, Aramis Inc. joi-
ned an LGBTQIAPN+ forum, expanding dialogue,
knowledge exchange, and access to external
benchmarks on diversity, inclusion and corpora-
te best practices. The Company also identified
opportunities to advance its diversity and inclu-
sion agenda by adopting a conscious and gradual
approach, consistent with its level of organiza-
tional maturity. This recognition guided the esta-
blishment of institutional foundations to further
develop the agenda and expand its integration
into the Sustainability strategy

2025 SUSTAINABILITY REPORT

Based on these initiatives, three substantiated
cases of discrimination were identified in 2025
and duly investigated. Aramis Inc. conducted
formal investigation processes, including analysis
of reported facts, listening to the parties involved
and evaluating available evidence. Appropriate
corrective measures were implemented based
on the findings of these investigations, in line with
internal guidelines, the Code of Conduct and the
principles of ethics and respect that guide the

Company’s actions.

Following the investigation, the cases were mo-
nitored through ongoing engagement by the Hu-
man Resources Talent Partners, together with
the leadership responsible for the area, focusing
on: monitoring the effectiveness of the measures
adopted; supporting the restoration of the work
environment; preventing recurrence; and reinfor-
cing behaviors aligned with a culture of respect,
diversity and inclusion. All substantiated cases
had their investigations concluded by year-end.

ARAMIS INC. ESG STRATEGY
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| GRI 405-1 Diversity

— PERCENTAGE OF EMPLOYEES BY JOB — PERCENTAGE OF EMPLOYEES BY JOB
CATEGORY AND GENDER CATEGORY AND AGE GROUP
Officer Men 66.67% Officer <30 years 0.00%
Women 33.33% 30-50 years old 83.33%
Total 100.00% > 50 years old 16.67%
Manager Men 65.38% Total 100.00%
Women 34.62% Manager <30 years 3.85%
Total 100.00% 30-50 years old 87.50%
Coordinator Men 60.42% > 50 years old 8.65%
Women 39.58% Total 100.00%
Total 100.00% Coordinator <30 years 6.25%
Non leader Men 46.13% 30-50 years old 87.60%
Women 53.87% > 50 years old 6.25%
Total 100.00% Total 100.00%
Total Men 48.54% Non leader <30 years 44.15%
Women 51.46% 30-50 years old 49.21%
Total 100.00% > 50 years old 6.65%
Total 100.00%
Total <30 years 38.77%
— MEMBERS OF SENIOR GOVERNANCE, 30-80 years old o4.37%
BY GENDER AND AGE > 50 years old 6.86%
Total 100.00%
By gender
Men 77.78%
Women 22.22%
By age group
Under 30 years old 0.00%
30-50 years old 88.89%
Above 50 years old 11.11%

Note: Senior governance includes all officers, the CEO and two in-
vestor representatives. Aramis began reporting this indicator in 2025.

42 2025 SUSTAINABILITY REPORT
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Training and
Development

Programs

GRI 3-3 Human Capital Development, 404-2 |

PEOPLE & CULTURE
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In 2025, Aramis Inc. advanced in consolidating
its training programs as a strategic pillar for human
capital development, strengthening leadership
skills, data-driven culture and preparedness for
the responsible use of artificial intelligence. The
initiatives were aligned with the evolution of the
organizational culture and the demands of a bu-
siness environment increasingly driven by tech-
nology and information.

The Um por Todos e Todos por Um (one for all,
all for one) program is focused on leadership de-
velopment, with distinct learning tracks tailored
to the roles of officers, managers, coordinators
and store leaders. These tracks include specific
learning modules, respecting the challenges and
responsibilities of each role and promoting greater
consistency in leadership practices across the or-
ganization. The Company addressed themes such
as inspirational leadership and artificial intelligen-
ce within this program, targeting four leadership
levels (officers, senior executive managers, ma-
nagers and coordinators and store managers). In
addition, it addressed the theme of cultural DNA
in conjunction with strategic leadership.

The ProtagonizA program serves as a mechanism
to recognize and retain talent identified during the
performance cycle — aiming to reinforce stan-
dout competencies while connecting employees
to the Company’s future objectives. It continued
throughout the year, strengthening autonomy, ac-
countability and the development of behavioral
competencies aligned with the Company’s cul-
ture. These initiatives contributed to reinforcing

the active role of high-talent employees — key
individuals within the organization who contribu-
te to results and embody organizational values.
These talents were recognized and provided with
experiences that further strengthened their per-
formance ownership.

The Company has consolidated the use of a spe-
cialized development platform, centralizing con-
tent, learning tracks and internal programs. This
hub focuses on communication and learning in a
strategic and interactive manner. In this context,
the Company advanced the structuring of pro-
duct-focused learning tracks for store teams, as
well as the creation of onboarding tracks, pro-
moting more consistent integration of new em-
ployees into the Company’s culture, processes
and expectations.

The sales training program, called Nosso Varejo
(our retail), aims to boost sales and impact ca-
reers through the implementation of a continuous
learning journey for all store employees. In this
context, the focus is on collection-related con-
tent and sales training, preparing employees in
Company-owned stores and outlets. In 2026, the
initiative will also be extended to franchise teams.
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A personalized onboarding journey was also de-
veloped for sales associates, in addition to the
creation of a store-opening experience journey
in partnership with the Franchise and Visual Mer-
chandising teams.

Preparation for the use of artificial intelligence
gained prominence in 2025, with Al literacy pro-
grams, lectures and internal initiatives aimed at
disseminating concepts, risks and opportunities
associated with the technology. The Company
also continued to strengthen its data culture ini-
tiated in 2024, expanding awareness of the res-
ponsible use of information in decision making.
Entry-Level Programs play a key role in this mo-
vement. In 2025, the Company concluded its first
data-focused Internship Program, converting 70%
of participants into full-time hires three months
ahead of schedule. In addition, it launched its
second Internship Program focused on artificial
intelligence, selecting 21 interns from the market to
accelerate an Al-driven culture within the organi-
zation. These interns will undergo a development
journey focused on the skills needed for the fu-
ture of work, including a technical bootcamp and
sessions focused on soft skills development to
accelerate both their careers and the business.

2025 SUSTAINABILITY REPORT
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These achievements highlight the evolution of
Aramis Inc.’s learning and development area in
2025. The positive results of the initiatives and the
expansion of training fronts throughout the year
are associated with the implementation of a Lear-
ning Management System (LMS) platform, which
enabled the expansion of asynchronous training
offerings available to the entire organization throu-
gh the platform, as well as the evolution of the
commercial training area, which during the year
began offering strategic training programs for store
managers and assistant managers. [ GRI404-1

—> AVERAGE TRAINING HOURS

By gender 2025
Men 0.91 14.61
Women 0.89 12.01
By job category 2024 2025
Strategic professionals (Senior management) 1.09 10.66
Corporate and store leadership (middle management) 0.71 15.03
Performance-based employees (high performers) 119 790
Entry-level programs (Internship Program) 29.0 12.00

Note: The evolution of the learning and development area in 2025 is evident, reflected in the increase in training hours, driven by the imple-
mentation of the Learning Management System (LMS ) platform, which enabled: an increase in the number of asynchronous training ses—
sions available to the entire organization on the platform; the evolution of strategic commercial training programs targeted at store managers
and assistant managers; the advancement of an Al-driven culture, resulting in an increase in training hours dedicated to artificial intelligence
for leadership and the broader organization; and improvements in data management.
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Al Internship Program

To shape the future of fashion through techno-
logy, purpose and collective intelligence, in 2025
Aramis Inc. launched — starting in 2026 — the re-
tail sector’s first internship program focused on
Artificial Intelligence, designed for students inte-
rested in being part of this evolution.

Accordingly, the Internship Program was designed
for young talents who seek to combine people
and technology to reinvent how work is perfor-
med, how learning takes place, and how impact is
generated. The goal is to accelerate the careers
of multipotential young talents, with an Al-driven
mindset and continuous learning, enabling them
to work in the development and application of Al
(developing agents, implementing Al in proces-
ses, developing functionalities and serving as Al
references) in an ethical and responsible manner
across various departments at Aramis Inc.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

The Program

The work is divided into five stages:

- Selection journey: The beginning of the
experience at Aramis Inc., through a digital,
in—person and respectful process.

- Onboarding: A week-long immersion in our
business and culture, during which young
talents also build their own community and
begin their learning-to-learn journey.

- Bootcamp: A two-month immersive and
intensive learning experience focused on
developing skills in Artificial Intelligence,
process management and behavioral
capabilities, creating a portfolio of Al
solutions that generate direct value for
the business.

- On the job with mentoring: Hands-on
experience with specialized Al mentoring,
where participants work on real projects,
guided weekly by expert mentors.

- On the job: The stage in which young talents
put ownership into practice, delivering
real projects in service of Aramis Inc.’s
departments.

Recognition and Engagement

In 2025, Aramis Inc. strengthened its recognition
and engagement practices aligned with its orga-
nizational culture, valuing behaviors, performance
and attitudes that reflect both its core culture and
its evolving culture.

The expansion of listening initiatives, improved
working conditions, valuing people and integration
initiatives contributed to reinforcing the sense of
belonging, team engagement and greater work-
force stability throughout the year.

Accordingly, Aramis Inc. also encourages em-
ployee engagement in selected social impact ini-
tiatives, promoting solidarity through occasional
internal campaigns that mobilize teams around
social causes. In this context, in June 2025, the
Company held the Campanha do Agasalho: um
gesto que aquece (Winter clothing drive: a gestu-
re that warms campaign), an internal initiative ai-
med at employees. The action lasted three weeks
and resulted in the collection of 62 items in good
condition, including women’s, men’s and children’s
clothing, which were donated to Liga Solidaria,
a social organization committed to transforming
individuals and communities, guided by the values
of solidarity, inclusion and human dignity.
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Aramis 30th Anniversary

In 2025, Aramis Inc. celebrated three decades
of the brand aboard the MSC Preziosa cruise
ship, hosting a convention that brought together
store leaders, franchisees, multi-brand partners,
factory teams, logistics center teams and the
corporate community in a unique bonding
experience.

More than 500 employees, partners and leaders
traveled along the Brazilian coastline in an event
that marked the brand’s 30-year history and

the beginning of the Company’s new cycle: the
House of Brands, which will transform men’s
lifestyle in the country.

FASHION TECH PEOPLE & CULTURE ARAMIS INC. ESG STRATEGY
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Over four days, the Company’s journey was
revisited, achievements were celebrated and
future plans were aligned with clarity, strategy
and ambition. Participants immersed themselves
in the essence of Aramis Inc., exploring the
three pillars that support its vision for the future:
Culture, Business and Connections.

This important milestone in Aramis’ history
concluded with the conviction that, from 2025 to
2030, both its professionals and the Company
will continue pursuing the same purpose: to
grow consistently, evolve at every step and keep
advancing retail, technology and a living culture.

FINANCIAL PERFORMANCE

APPENDIX

Highlights:
ORGANIZATIONAL
CULTURE cliente
CONVERSATION STRENGTHENED Aplicativo do 0 O o o Aramis .
ON INNOVATION Nosso cliente no centro @ Integ
PANEL ON THE DISCUSSIONS ON AND THE FUTURE THROUGH
COMPANY'’S THE CUSTOMER WITH GUEST INTERACTIONS i )
HISTORY JOURNEY AMONG THE licativo do Ven N
DIEGO BARRETO, s vendedores com informag8o em red sk
CEO OF IFOOD PEOPLE WHO ™ 3
MAKE ARAMIS INC.
HAPPEN
Fidelidade
E todos os pliblicos plugados
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The Company advanced in strengthening its heal-
th, safety and well-being practices in 2025, with
a focus on promoting safer, healthier and more
welcoming work environments. Throughout the
year, it maintained and expanded initiatives aimed
at physical and emotional well-being, occupatio-
nal safety and mental health.

In this context, the Company promoted a vacci-
nation campaign for employees, with the goal of
expanding access to preventive healthcare and
reinforcing collective care. It also carried out a
series of initiatives focused on holistic well-being,
including an online session led by a psycholo-
gist addressing five habits with a direct impact
on mental health (nutrition, sleep, leisure, physical
activity and interpersonal relationships).

Another initiative implemented was a bioelectrical
impedance analysis, in which specialized professio-
nals analyzed employees’ body composition and
provided guidance that served as a basis for deve-
loping more appropriate diets and exercise routines.

Additionally, an online initiative on financial health
was held, covering ten essential topics related to
financial awareness and education, with a focus on
preventing indebtedness and related frustrations.

Aramis Inc. also carried out an in-company blood
donation campaign, increasing awareness of the
cause and directly contributing to saving lives,
with a positive impact on nearly 200 individuals.

Regarding infrastructure, investments were made
to expand and renovate internal spaces, inclu-
ding the creation of new common areas and the
expansion of the cafeteria, promoting more sui-
table environments for breaks, meals and team
interaction. The renovation of physical spaces
also considered the specific needs of the teams,
contributing to greater comfort, ergonomics and
functionality in daily work activities.

In line with valuing people, the Company also con-
tinued to grant special leave days for mothers and
fathers, recognizing different stages of family life
and contributing to a better work-life balance. Ad-
ditionally, initiatives were held on commemorative
dates, with actions focused on engagement, inte-
gration and employee recognition, strengthening
the organizational climate and sense of belonging.

The combination of all these actions reinforced
Aramis Inc.'s commitment to promoting health,
safety and well-being as central elements of peo-
ple management and business sustainability.
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Occupational health and safety

management system

Aramis Inc. has an Occupational Health and
Safety Management System (OHSMS) in place,
structured in accordance with applicable legal
requirements. The OHSMS operates in a conti-
nuous and organized manner, covering hazard
identification, risk assessment and control, oc-
cupational health monitoring and employee par-
ticipation through formal mechanisms. It also
encompasses all processes that may pose risks
to workers’ physical safety, such as handling of
machinery and equipment, logistics processes,
material handling, administrative routines and any
other tasks performed at workplaces under the
Company’s control.

The system covers all operational, administrative,
support and maintenance activities carried out in
production sectors, external areas, offices, wa-
rehouses and other internal facilities, thereby en-
compassing all workers, including employees, tem-
porary workers, apprentices and service providers
performing activities within the Company premises.

2025 SUSTAINABILITY REPORT
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—> WORKPLACE ACCIDENTS
2023 2024 2025
Number of workplace-related fatalities 0 0 0
Rate of workplace-related fatalities 0.00 0.00 0.00
Number of workplace-related fatalities with serious consequences (excluding fatalities) 0 0 0
Rate of workplace-related fatalities with serious consequences (excluding fatalities) 0.00 0.00 0.00
Number of accidents subject to mandatory reporting 1 0 3
Rate of accidents subject to mandatory reporting 0.49 0.00 1.28
Total hours worked 2.052.873 2.066.989 2,351,326

Note: Base number of hours — 1,000,000. HHT = no. of employees x 7.333h x 300 x 11/12. Frequency rate = no. of accidents / HHT x

1,000,000. Working-hours management continues to evolve to enable more accurate monitoring. In 2025, no workplace accidents involving
third parties or cases of occupational diseases were recorded. The main types of accidents were typical (occurring at the workplace and
during working hours) and commuting accidents. Risks are assessed in accordance with occupational health and safety standards and

mitigated through the actions of the Internal Commission for Accident Prevention (CIPA in the Brazilian acronym).

Healthcare Assistance | GRi403-6,401-2 |

Health insurance coverage is offered to all em-
ployees under CLT contracts and interns across
Brazil, in accordance with the eligible coverage
plans available in each region.

Life insurance is provided in accordance with the
provisions of each region’s collective bargaining
agreements and is available only to eligible store
employees, across all positions.

Employees may also seek care from professionals
and healthcare facilities of their choice, using the
accredited network of the Company’s health insu-
rance or, where applicable, public healthcare ser-
vices. Coverage includes medical consultations,
outpatient care, examinations, specialized treat-

ments and other procedures provided for in the
plan or service used by the employee. Whenever
necessary, the Company provides guidance on
how to access the healthcare network, including
information on coverage, communication chan-
nels and processes for scheduling appointments
and using services.

In addition, employees have the autonomy to
seek non-occupational medical care at any time,
without the need for prior authorization from the
Company for personal healthcare.

The Company does not offer a pension fund/
private retirement plan or a stock purchase plan.
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| GRI2-12,2-13 |

Aramis’ sustainability strategy is guided by its ma-
teriality matrix, which directs the prioritization of
efforts toward the most relevant topics for the
fashion retail sector. Based on this guidance, the
Company establishes as priority areas responsi-
bility in the supply chain, responsibility in products
and raw materials, engagement with communi-
ties, as well as diversity and inclusion — respect
for plurality, identification of unconscious biases
and the development of actions to address and
mitigate them.

Sustainability at Aramis Inc. follows corporate
governance practices, ensuring that the topic is
addressed in a transversal manner and incorpo-
rated into the Company’s targets and strategic
planning. ESG targets are defined in alignment
with the strategic planning process, following the
same cycle of definition, monitoring and steering

2025 SUSTAINABILITY REPORT

FASHION TECH PEOPLE & CULTURE

adopted for other corporate objectives. To ensu-
re alignment of ESG agenda guidelines across the
Company, the Officers and the Executive Board
oversee the sustainability strategy, which is inte-
grated into organizational planning, operational
plans and corporate policies.

The Sustainability department ensures the deli-
very of the strategic sustainability plan, following
corporate routines supported by organizational
governance. Progress on initiatives and relevant
indicators is monitored in monthly meetings at-
tended by executives and those responsible for
strategic objectives and results.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFOR
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Stakeholder
engagement

Structured engagement with stakeholders is an
essential element for business sustainability and
longevity, promoting strategic alignment, value
creation and the strengthening of trust between
Aramis Inc. and consumers of its brands, su-
ppliers, civil society partners and investors.

Engagement with these stakeholders aims to
strengthen the decision-making process, connect
inputs with the sustainability strategy, contributing
to the management of risks — both actual and po-
tential — as well as to the identification of oppor-
tunities, with positive impacts on brand reputation.

2025 SUSTAINABILITY REPORT

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE

APPENDIX
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The onboarding and
welcome process for new
hires stands out, as well as
the strengthening of the
Company’s culture through
recurring pulse surveys.
The Code of Conduct and
internal communication
channels also reinforce
bonds and commitments.

Engagement takes place
through daily interaction

to build collaborative and
transparent relationships.
Through segmentation by
criticality and risk — prioritizing
those with greater impact

on the business or higher
exposure to vulnerabilities

— continuous monitoring is
carried out using feedback
mechanisms, enabling suppliers
to report challenges or suggest
improvements, thereby creating
a collaborative environment.

Communication is conducted
via email and ongoing surveys
to monitor and improve the
customer journey.

Participation in agendas
promoted by committees and
working groups of initiatives
such as ABVTEX, the UN
Global Compact and Sou

de Algod&o (I'm made from
cotton), advancing the topics
covered by these agendas
internally and with suppliers.
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Chain &
Responsible |

Production | -

GRI 2-6, 3-3 Value Chain Management |

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

In general, the value chain of the textile sector is
subject to various impacts on natural resources
and biodiversity, as well as on human rights. In or-
der to promote best practices and transparency,
Aramis Inc. is committed to ABVTEX certification,
an essential requirement for contracting 100% of
its domestic suppliers. Likewise, all new suppliers
must also contractually adhere to the Company’s
Supplier Code of Conduct, committing to guide-
lines related to human rights, ethics and anti-cor-
ruption and health and safety.

Careful selection and development of suppliers is
a commitment of Aramis Inc., which seeks part-
ners that operate with quality and are willing to
evolve alongside the Company, developing in—-
novative and sustainable materials and produc-
ts. These practices foster healthy business rela-
tionships and help prevent risks related to supply
disruption and the deterioration of partners and
commercial relationships.

To link this topic to its strategy, the Company has
established a sustainability target in the supply
chain, which was applicable in 2025 to the Talent
& Transformation Department.

Aramis Inc. structures its supply chain manage-
ment based on rigorous labor, environmental and
social criteria, clearly communicated to partners
and incorporated into its supplier relationship
model. The Company prioritizes long-term re-
lationships based on strategic partnership, co-
—-creation and predictability, promoting the joint
development of solutions.

Aramis Inc.’s supplier chain is composed of domes-
tic and international partners that meet the needs of
development, production and distribution of its pre-
mium men'’s fashion products. The Company works
with different types of suppliers, including:

C

SUPPLIERS (TIER 1) + SUPPLIERS (TIER 2)

THEY PERFORM ACTIVITIES ESSENTIAL TO THE PRODUCT LIFE CYCLE >

2025 SUSTAINABILITY REPORT

Tier 2 suppliers: Suppliers
of fabrics, textile raw
materials, tfims and
specific components.

Direct and subcontracted
suppliers: Manufacturers
of finished products, sewing
contractors, laundries, weaving
mills, knitwear manufacturers,
printing facilities and
accessory suppliers;

Development and manufacturing of finished products;

Manufacturing involving labor-intensive processes;
Weaving, knitting and dyeing;

Printing and finishing processes;

Sewing and assembly;

Industrial laundry;

Production of trims and components.
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Relationships with suppliers are structured ac-
cording to the type of partnership established,
including medium- and long-term contracts with
strategic manufacturers, recurring relationships
with key fabric suppliers, collection-based con-
tracts for fashion items and seasonal launches, as
well as short-term contracts for specific service
demands. Partnerships with garment manufac-
turers are generally long-term in nature, aiming to
ensure quality, consistency and production pre-
dictability. In 2025, the estimated total payments
to suppliers amounted to R$231 million, covering
domestic and international suppliers of products
and fabrics.

2025 SUSTAIN ASIEH
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Supplier Selection and Assessment
| GRI 2-6, 308-1, 308-2, 4141, 414-2 |

Aramis Inc’'s supply chain includes both domestic
and international suppliers. The list is periodically
updated on the Open Supply Hub platform. In
Brazil, the larger supplier network requires closer
monitoring of suppliers and subcontractors regar-
ding compliance with social and environmental
responsibility criteria. In order to ensure proper
risk management, the Company adopts tools
for the prevention and identification of potential
non-compliance issues, including due diligence
processes and documentation monitoring.

The Company requires its domestic suppliers
to hold ABVTEX certification, which, through its
classification system, maps the status of various
components of the supply chain. In addition, it
maintains a focus on the continuous improve-
ment of its supply chain responsibility program,
with the objective of reducing risks and working
with partners committed to best practices in la-
bor, environmental and transparency standards. In
2025, Aramis Inc. also began mapping recognized
certifications among its international suppliers.

During the period, 89.42% of suppliers were ma-
pped based on environmental criteria and 91.34%
based on social criteria. Internal procedures are
under development with a focus on the conti-
nuous improvement of monitoring and tracking
negative social and environmental impacts ge-
nerated by the supply chain. Through this fra-
mework, the Company seeks not only to identify
potential risks, but also to implement preventive
and corrective actions.

No cases of violations related to collective bar-
gaining were recorded among Aramis’ suppliers.
No operations with risk of exposure to hazardous
labor were identified, nor were any cases of child
or forced labor mapped. | GRI407-1, 408-1, 409-1 |



https://opensupplyhub.org/facilities?contributors=3241&sort_by=contributors_desc
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Aramis Inc. Supplier Performance Index
(IPFA)

The Company’s Procurement department refined
the Aramis Supplier Performance Index (IPFA in
the Brazilian acronym) in 2025 and is working on
its continuous improvement. The index is updated
every six months at the end of each collection.
Considering the operation with two annual collec-
tions (Winter and Summer), the index is reviewed
twice a year, consolidating product commercial
performance and supplier performance over the
analyzed period.

Based on this assessment, the supply and risk
mitigation frameworks are reviewed to guide more
consistent, sustainable purchasing decisions alig-
ned with the Company’s strategy.

The main tool of the IPFA is the supplier classifi-
cation matrix, in which partners are categorized
as Gold, Silver, Bronze or in Transition, based on
the cross-analysis between product commercial
performance and the level of service provided.

2025 SUSTAINABILITY REPORT

Service level

Service level is measured
based on objective criteria,
structured into defined
pillars, which include:

- Quality: Approval rate
in inspections and
defect levels;

- Social and environmental
responsibility: Certifications
and supply chain
management practices;

- Financial score: Assessment
of the supplier’s financial
health;

- Commercial evaluation:
Analysis conducted by the
Procurement and Style
teams regarding product
development, negotiation
and partnership.

As a complement, an interdependence matrix is
used, which assesses the representativeness of
Aramis Inc. in the supplier’s business, suppor-
ting decisions related to shared responsibility in
contract extensions and the maintenance of a
balanced and healthy commercial relationship.

Whenever critical issues are identified, suppliers
are engaged in structured dialogues to define im-
provement plans, focusing on correcting pillars
that present deviations or risks.

Based on consolidated information, the Procure-
ment, Style, and Planning departments carry out
integrated alignment to define semiannual pur-
chasing forecasts. This process enables suppliers
to anticipate workforce hiring, input procurement
and production capacity organization, ensuring
volume, predictability and balance in relation to
other customers.

The IPFA is grounded in the principles of transpa-
rency, continuous monitoring of areas for impro-
vement and anticipation of purchasing decisions,
contributing to a collaborative, responsible and
sustainable supply chain management.
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GRI 3-3 More Sustainable Products |

The quality and durability of the garments that
make up Aramis Inc.’s product portfolio cons-
titute a strategic concept for brand positioning
and sustainability, guiding the development of
products with higher perceived value and contri-
buting to the reduction of environmental impacts
throughout the product life cycle.

In this context, the product strategy incorpora-
tes new features and practices that reinforce this
commitment, with technical and strategic partner-
ships with suppliers as one of its central pillars.

2025 SUSTAINABILITY REPORT

This approach is based on the co-creation of fa-
brics and finishes, promoting the transfer of tech-
nology and know-how across the supply chain.

For the Urban brand, these advancements are re-
flected in products made with quick-drying falbri-
cs and items that do not require ironing, reducing
energy and resource consumption in the post-
—-consumption phase. The Aramis brand maintains
the established use of premium and more durable
raw materials in its product portfolio, such as Pe-
ruvian Pima cotton and Egyptian cotton.
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In addition, Aramis adopts a design strategy focu-
sed on timelessness, with less reliance on short-
-lived trends. The focus is on enduring fits colors,
and constructions that extend product lifespan
and reinforce durability as both an environmental
and consumer value driver.

Textile Labeling

The Company fully complies with all legal requi-
rements for textile labeling. All garments include
internal care labels that transparently provide the
origin of product components and the full com-
position of materials used in each item.

The label also displays standardized textile sym-
bols, with instructions for washing, drying, ironing
and other care procedures necessary to ensure
garment durability. These practices ensure and
reinforce our commitment to regulatory complian-
ce and transparency throughout the entire product
life cycle. One hundred percent of products are
assessed for compliance with these procedures.

NY%

Fibers and High-Quality Raw Materials
that Ensure Durability

Peruvian Pima cotton

Egyptian cotton

Cotton from production systems

that enable traceability

Lyocell (TENCEL™)

Innovation and Circularity
Projects undergoing technical validation

Evaluation of production chain
Water-based technologies
Processes free of harsh solvents

Textile Development
Co-creation with suppliers
Transfer of technology and know-how

Design and Performance
Durability as a core attribute
Timeless fits and colors

Urban | Functionality
Quick-drying fabrics
Garments that do not require ironing
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To further strengthen its environmental pillar and
advance its ESG journey, Aramis Inc. is commit-
ted to operating in an environmentally responsible
manner. To this end, the Company seeks to un-
derstand the impacts of its activities and produc-
ts on the environment and applicable legislation;
identify and minimize environmental risks asso-
ciated with its operations and products, including
climate-related risks and those arising from other
environmental conditions that affect the business;
promote efficiency in the use of natural resources,
such as water, energy and materials; and create
and develop products with fabrics and processes
that ensure lower environmental impact.

Waste management
| GRI306-1,306-2 |

The management of potential waste generated
in Aramis Inc.'s operations begins as early as
the product planning stage. The use of detailed
technical specifications and the validation of pi-
lot pieces enable fast and effective adjustments,
contributing to the reduction of waste generation
and preventing overproduction.

When damages are identified in received items,
they remain stored at the logistics Center until
the most appropriate destination is determined.
The quality inspection process prevents the ac-
cumulation of defective items and ensures that,
when returned to suppliers, they can be reused

or properly disposed of. Aramis Inc. also holds
internal sales events for items with minor defects
and runs recycling initiatives.

The Company’s waste management plan covers
the Headquarters, Logistics Center and the Os-
car Freire store, located in the city of Sao Paulo.
Nationwide, most stores are located in shopping
centers, which have their own waste management
systems.

Waste management in business units is also car-
ried out at Casa Aramis, where the receipt of
garments and fabric samples is accompanied by
proper management and disposal practices to
prevent the accumulation of waste. At the Logisti-
cs Center, large volumes of cardboard boxes and
plastic bags are received and reused whenever
possible, while non-reusable materials are sent
for recycling, generating revenue. In stores, the
receipt of goods involves the reuse of plastic bags
and the proper disposal of cardboard boxes.

At the beginning of 2025, the Company implemen-
ted the Integrated Waste Management Program, in
partnership with a waste management company,
with the objective of properly handling waste ge-
nerated in Aramis Inc.’s operations. This includes
a platform for collection requests and manage-
ment of documentation related to service provi-
ders and waste collection (Waste Transportation
Manifests, Certificates of Final Disposal, Waste
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Movement Declarations, among others). The was-
te management partner operates in compliance
with applicable legislation and is responsible for
collecting recyclable waste at Casa Aramis, the
Logistics Center and the Oscar Freire store.

Additionally, during the year, the Company sent
materials that could not be reused or recycled for
co-processing. For packaging eligible for reverse
logistics, mapping and compensation were car-
ried out through credits.

FASHION TECH PEOPLE & CULTURE

Electronic waste is concentrated at the Sdo Pau-
lo office and, once a certain volume is reached,
a supplier verification process is conducted to
ensure proper disposal; this process includes
checking environmental licenses and documen-
tation. Pilot pieces and samples are not discarded
but sold through internal sales events. The Com-
pany also operates with a more efficient inven-
tory model, featuring a lean assortment aligned
with demand and increased inventory turnover.
| GRI306-3,306-4,306-5 |

—> CLASS Il (NON-HAZARDOUS) WASTE . in metric tons

GRI 306-3, 306-4, 306-5

By composition 2023 2024 2025
Paper 0.92 1.69 0.00
Plastic 0.15 0.35 61
Glass 0.04 0.00 0.00
Metal 0.05 0.02 0.00
Cardboard 60.37 106.59 107.74
Miscellaneous items that cannot be recycled - - 9.00
Total 61.53 108.65 122.85
By destination

Recycling 61.53 108.65 113.85
Co-processing - - 3.00
Total 61.53 108.65 122.85

Note: Aramis Inc. does not generate Class | (hazardous) waste. Except for organic waste generated in shopping centers and sent to public
collection, all other waste generated is diverted from landfills through recycling and co-processing outside the organization.

2025 SUSTAINABILITY REPORT

ARAMIS INC. ESG STRATEGY
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Climate change
| GRI 3-3 Climate Change & Resilience, 201-2 |

Aramis Inc. is committed to integrating the clima-
te agenda into its business model. Therefore, the
Company is engaged in a continuous improve-
ment process, with the active participation from
different departments, to advance in the quan-
tification of impacts and the implementation of
actions that strengthen its climate agenda.

In this context, it maintains a Greenhouse Gas
(GHG) emissions inventory; conducts annual Sco-
pe 1and Scope 2 emissions inventories; and has
been expanding the monitoring of Scope 3 emis-
sions. In September 2025, it also achieved the
Gold Certification of the Brazilian GHG Protocol
Program (PBGHG), an initiative coordinated by the
Center for Sustainability Studies at the Getulio
Vargas Foundation (FGVces).

The certification recognizes the quality and trans—
parency of Aramis Inc.'s 2024 Greenhouse Gas
(GHG) Emissions Inventory, which covers direct
and indirect emissions across its entire operation,
reaffirming the application of established metho-
dologies and the Company’s commitment to lon-
g-term environmental management.

2025 SUSTAINABILITY REPORT
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In the process of reviewing material sustainability
topics, Aramis Inc. identified several business
risks related to climate change, such as: vulne-
rability of operations to extreme climate events;
supply chain challenges; changes in consumer
purchasing behavior; and regulatory changes.

The Company also identified the decarbonization
of apparel production as an opportunity and as
actual and potential impacts of the business: the
generation of emissions across the production
chain and operations; the consumption of natural
resources and energy in the supply chain; and the
use of renewable energy in operations.

In addition, to avoid the generation of greenhou-
se gas (GHG) emissions in its operations, Aramis
Inc. invests in the use of renewable energy and
intelligent logistics routing, a requirement commu-
nicated to partners, especially carriers.

Attention to product quality is also a key factor
in reducing emissions, as it prevents returns and
the need for new deliveries. Proper waste ma-
nagement, including reuse and recycling actions,
complements the Company’s approach to ma-
naging its GHG emissions impacts.

ARAMIS INC. ESG STRATEGY

FINANCIAL PERFORMANCE APPENDIX

In 2025, Scope 1 emissions were mainly concentra-
ted in mobile operations and operational support
activities, with emphasis on fugitive emissions, in—-
fluenced by HVAC system maintenance routines.
In terms of energy efficiency, the self-generation
of solar energy at the Logistics Center stands out,
an initiative that contributed to reducing emissions,
avoiding 6.44 tCO,e during the year.

Another significant step in 2025 was improved ma-
pping of Scope 3 emissions. The Company advan-
ced its understanding of impacts across its value
chain by incorporating new categories into the in-
ventory, bringing greater transparency and depth
to emissions measurement. This effort resulted in
an increase in reported emissions, reflecting not
necessarily an increase in activities, but rather a
more comprehensive mapping and the Company’s
continuous improvement in this area.
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—> TOTAL DIRECT AND INDIRECT GHG EMISSIONS . (in tCO.e)

| GRI305-1, 305-2, 305-3

ARAMIS INC. ESG STRATEGY

2024 2025
SCOPE 1
Gross emissions 8.981 19,730
Biogenic emissions - 1,360
SCOPE 2
Venue 110.027 78,843
SCOPE 3
Gross emissions 56.991 18,548,060
Biogenic emissions - 1,665,490
TOTAL 175.999 20,313,483

Note: Gases included in the calculation: CO,, CH,, N,O and HFCs. Consolidation approach for emissions: operational control. Base year: 2025. In
Scope 1, there was an increase in fugitive emissions due to maintenance routines of climate control systems. In Scope 2, improved management
and mapping were reflected in emissions reduction, in addition to the self-generation of solar energy at the Logistics Center. In Scope 3, Category
6 — Business travel, already reported in 2024, was maintained, and the following categories were added: Category 1 — Purchased goods and servi-
ces, Category 4 — Upstream transportation and distribution; Category 5 — Waste generated in operations; and Category 7 — Employee commuting.
Data has been reported since 2024 following the start of the assurance process, providing greater transparency and reliability in the calculation.

— ENERGY CONSUMPTION. (GJ)

2023 2024 2025
Non-renewable fuels (diesel) 124.66 278.70 14199
Electricity — grid 6,929.22 7,666.24 6,247.81
Electricity — self-generation 511.00 500.84 543.61
Total energy consumed 7,564.88 8,444.94 6,933.41

Note: In 2024, projections were used for unavailability data, resunting in potentially higher consumption figures. In 2025, improvements were
made to the managemente of store consumption data.

FINANCIAL PERFORMANCE APPENDIX

For the calculation of Scope 3 Category 1, we used the
methodologies below:

ACETATE Product by material type (in kg) * emission factor from
The Higg Sustainability Index methodology (CO ,e: 10.300 kg gas/kg)
ACRYLIC Product by material type (in kg) * emission factor from
the WRAP — Waste and Resources Action Programme methodology
(CO,: 75800 kg gas/kg)

COTTON Product by material type (in kg) * emission factor from the
Study of Greenhouse Gas Emissions of Better Cotton methodology
(CO,: 4.4430 kg gas/kg)

RUBBER Product by material type (in kg) * emission factor from
CANALS, L. M. et al. Use of Life Cycle Assessment in the Procedure
for the Establishment of Environmental Criteria in the Catalan Eco-
label of Leather (CO, 19,800 kg de gds/kg)

LEATHER Product by material type (in kg) * emission factor from
KIRCHAIN, R. et al. Sustainable Apparel Materials (CO,; 3.1000 kg
gas/kg)

ELASTANE Product by material type (in kg) * emission factor from
VAN DER VELDEN N. M., et al. LCA benchmarking study on textiles
made of cotton, polyester, nylon, acryl, or elastane (CO,: 4.8400 kg
gas/kg)

JUT Product by material type (in kg) * emission factor from SINGH,
A. K. et al. Carbon footprint and energy use in jute and allied fibre
production (CO,: 0.5700 kg gas/kg)

LINEN Product by material type (in kg) * emission factor from the
WRAP — Waste and Resources Action Programme methodology
(CO,: 0.3400 kg gas/kg)

LYOCELL Product by material type (in kg) * emission factor from
The Higg Sustainability Index methodology (CO,: 6.7300 kg gas/kg)
WOOL Product by material type (in kg) * emission factor from the
WRAP — Waste and Resources Action Programme methodology
(CO,: 20.7900 kg gas/kg)

METAL (garment accessories) Product by material type (in kg) *
emission factor from BISWAS, M. K., et al. The hidden environmental
footprint of fashion’s smallest parts (CO,; 18.900 kg gas/kg)
MODAL Product by material type (in kg) * emission factor from The
Higg Sustainability Index methodology (CO,: 99400 kg gas/kg)
NYLON Product by material type (in kg) * emission factor from VAN
DER VELDEN N. M., et al. LCA benchmarking study on textiles made
of cotton, polyester, nylon, acryl, or elastane. (CO,: 8.6400 kg gas/kg)
PA (considered polyamide) Product by material type (in kg)

* emission factor from VAN DER VELDEN N. M., et al. LCA
benchmarking study on textiles made of cotton, polyester, nylon,
acryl, or elastane. (CO,: 8.6400 kg gas/kg)

POLYAMIDE Product by material type (in kg) * emission factor from VAN
DER VELDEN N. M., et al. LCA benchmarking study on textiles made of
cotton, polyester, nylon, acryi, or elastane. (CO,; 8.6400 kg gas/kg)
POLYCARBONATE Product by material type (in kg) * emission
factor from BISWAS, M. K., et al. The hidden environmental footprint
of fashion’s smallest parts. (CO,: 25.0300 kg gas/kg)
POLYESTER/ELASTANE Product by material type (in kg) * emission
factor from MODEFICA, FGVces, REGENERATE. Fios da Moda:
Perspectiva Sistémica Para Circularidade. VAN DER VELDEN N. M.,
et al. LCA benchmarking study on textiles made of cotton, polyester,
nylon, acryl, or elastane. (CO,: 9.4100 kg gas/kg)

POLYURETHANE Product by material type (in kg) * emission factor
from VAN DER VELDEN N. M., et al. LCA benchmarking study on
textiles made of cotton, polyester, nylon, acryl, or elastane. (CO,;:
4.8400 kg gas/kg)

POLYESTER Product by material type (in kg) * emission factor from
MODEFICA, FGVces, REGENERATE. Fios da Moda: Perspectiva
Sistémica Para Circularidade. (CO2: 9.6000 kg gas/kg)

RECYCLED POLYESTER Product by material type (in kg) * emission
factor from Fashion on Climate full report (‘rPET is around 40% less
emissions intensive than regular polyester”). (CO,: 5.7600 kg gas/kg)
SILVER (garment accessories) Product by material type (in kg) *
emission factor from BISWAS, M. K., et al. The hidden environmental
footprint of fashion’s smallest parts. (CO,: 18.9000 kg gas/kg)
RAMIE Product by material type (in kg) * emission factor from
SZONEIER. Ramie Plant: What It Is and Why It Matters for the Textile
Industry (CO,: 2.4000 kg gas/kg)

RAYON Product by material type (in kg) * emission factor from
MODEFICA, FGVces, REGENERATE. Fios da Moda: Perspectiva
Sistémica Para Circularidade (CO,: 4.6000 kg gas/kg)

SILK Product by material type (in kg) * emission factor from the
WRAP — Waste and Resources Action Programme methodology
(CO,: 2.0300 kg gas/kg)

TENCEL Product by material type (in kg) * emission factor from The
Higg Sustainability Index methodology (CO,: 3.1600 kg gas/kg)
VISCOSE Product by material type (in kg) * emission factor from
MODEFICA, FGVces, REGENERATE. Fios da Moda: Perspectiva
Sistémica Para Circularidade (CO,: 4.6000 kg gas/kg)

VISCOSE (BAMBOO PULP) Product by material type (in kg)

* emission factor fromHE, L. et al. A comparative life cycle
assessment of viscose fibers derived from cotton, wood, and
bamboo pulp (CO, 4.6900 kg gas/kg)



61

OVERVIEW ABOUT ARAMIS CORPORATE GOVERNANCE

ARAMIS INC. ESG STRATEGY

FASHION TECH

PEOPLE & CULTURE

Membership in

Associations

GRI 2-25, 2-28 |

Aramis Inc. is affiliated with the Brazilian Texti-
le Retail Association (ABVTEX in the Brazilian
acronym), where it participates in strategic in—-
dustry discussions and has actively contributed,
since 2019, to the improvement of the ABVTEX
Program, which influences public policies and
market trends. The Company ensures that 100% of
its Tier 1 suppliers and subcontractors are appro-
ved in the ABVTEX Program audits, ensuring high
standards of compliance and responsibility in the
supply chain.

Therefore, to meet the requirements of the AB-
VTEX Program, Aramis Inc.’s domestic suppliers
and subcontractors must hold certification decla-
ring the Company’s commitment to zero tolerance
for child, forced or compulsory labor, with imme-
diate suspension in case of identified irregularities.
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The Company is a member of the Sou de Algo-
dao Movement, promoted by the Brazilian Asso-
ciation of Cotton Growers (Abrapa in the Brazi-
lian acronym), strengthening its role in building a
more sustainable retail sector aligned with best
market practices. Aramis Inc. is also a signatory
of the Decarbonization League of the Textile and
Fashion industry, a collective movement led by
the Brazilian Textile and Apparel Industry Asso-
ciation (ABIT in the Brazilian acronym).

In order to facilitate access to information and
promote greater transparency in the sector, Ara-
mis Inc.’s supply chain is mapped and made
available on the Open Supply Hub, a non-pro-
fit platform that drives the transition to safe and
sustainable production through a complete, open
and accessible map of the global supply chain.

Aramis Inc. is also a signatory to the UN Global
Compact and the Adhesion Letter to the Com-
panies and LGBTI+ Rights Forum As a franchisor, it
participates in the Legal Operations Committee of
the Brazilian Franchising Association, whose main
functions include facilitating legal processes and
providing benchmarks of industry best practices.
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Each year, Aramis sells thousands of products
across categories such as tailoring, casual wear, de-
nim, knitwear, footwear and accessories. Products
are offered nationwide, primarily in major consu-
mer hubs, predominantly serving the male audien-
ce. Physical retail accounts for the largest share of
sales, with solid same store sales (SSS) growth of
10.6%, followed by the multi-brand channel, franchi-
ses and e-commerce, which posted year-over-year
(YoY) growth of 28.2% and continues to gain strate—
gic relevance within the business.

Aramis Inc. closed 2025 with gross revenue of
R$844.7 million, compared to R$ 677.1 million in
2024. By selling 3.67 million items in 2025, EBITDA
reached R$106 million.
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FASHION TECH PEOPLE & CULTURE

A highlight was the shareholding restructuring, with
the exit of investment funds and the founder, Mr.
Henri Stad, and the entry of VCI-FC Holding AS.
The transaction aimed to ensure long-term align-
ment between management and the Company’s
growth strategy. The continuity of Partner and
CEO Richard Stad reinforces this positioning.

The new shareholding structure will support Ara-
mis Inc.’s expansion strategy, which includes or-
ganic growth and future acquisitions.
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—> DIRECT ECONOMIC VALUE GENERATED AND DISTRIBUTED R$ in million

2023 2024 2025
Economic value generated 601,922,035.72 710,570,485.13 838,726,385.62
Gross Revenue 605.770.731,45 715.695.129,35 844,666,370.00

Economic value distributed 528,027,584.84

619,986,1564.90

T42,767,345.74

Operating costs 147,713,076.15

180,286,802.15

221,220,170.23

Operating expenses 138,273,881.79

160,018,624.52

185,648,167.67

Wages and benefits 86,372,690.13

107,091,176.00

125,478,495.99

Payments to providers of capital 21,574,464.06

18,029,014.32

14,925,922.28

Payments to governments (by country) 134,093,472.71

165,100,687.12

195,494,689.57

Community investments 0.00

0.00

0

Economic value retained 84,065,884.06

95,708,974.45

95,959,039.88

Note: The information in the table is consistent with the Financial Statements disclosed to the market. Payments to providers of capital do not in-
clude transactions intended for the shareholders for profit distribution purposes. Gross revenue for previous years was updated to reflect royalties.
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1. Revenue

Approximately 18% growth in
2025, even amid a challenging
retail environment.

6. Engagement and
appreciation of individuals

Initiatives focused on organizational
climate, recognition and
development.

ARAMIS INC. ESG STRATEGY

2. EBITDA

Above R$ 100 million, with
a margin of around 16%.

7. Advances in sustainability and
corporate responsibility

Integration of ESG practices into
the business strategy.

11. Modernization of legal
management with Al

Use of artificial intelligence to
predict court decisions, reduce
contingencies and increase
strategic assertiveness.

3.ROIC

Return on invested capital
above 28%.

8. International expansion

Expansion of presence in
Latin America, entry into U.S.
e-commerce, and progress in
franchises in Africa and Asia.

12. Use of predictive models
for inventory management

Application of Al for demand
forecasting, reduction of excess
inventory, and optimization of
working capital.

4. Governance & compliance

Enhancement of internal policies
and risk controls.

5. Technology and data

Investments in technology
and data: expanded use of
data for decision making and
personalization.
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9. Launch and strengthening
of new brands

Launch of the Aramis Next
children’s brand, expanding the
portfolio, and consolidation of
Urban as a business unit.

13. Above-budget performance
in new units

Urban delivered results above
plan, reinforcing the diversification
strategy.

10. Footwear unit

Internalization of the footwear
unit: greater control over the
supply chain, efficiency gains and
reduction of operational risks.

14. Continuous improvement

Strengthening of a continuous
improvement culture: integration of
data, processes, technology, and
people, with a focus on scale and
sustainable efficiency.

FINANCIAL PERFORMANCE
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STATEMENT Aramis Inc. has reported in accordance with the GRI

OF USE Standards for the period from January 1to December 31, 2025.

GRI1USED GRI 1: Foundation 2021

APPLICABLE GRI Not applicable.

SECTOR STANDARD

OMISSION SDG

GRI STANDARD INDICATORS VENUE

REQUIREMENT(S) OMITTED REASON EXPLANATION

GENERAL DISCLOSURES

GRI 2: General 2-1 Details of the organization 5,12, 63

Disclosures 2021 2-2 Entities included in the 5
organization’s sustainability reporting

2-3 Period, frequency and contact 5 _ _ _

for information about this report

2-4 Restatements of information 39 _ _ _

2-5 External assurance This report has not been externally assured. _ _ _

2-6 Activities, value chain and other 15, 52, 53 62 _ _ B

business relationships

2-7 Employees 39 _ _ _ 8,10
2-8 Workers who are not employees 38 _ _ _ 8
2-9 Composition and governance structure 20, 21 _ _ _ 5,16
2-10 Nomination and selection of the 20, 21 5,16

highest governance body

2-11 Chair of the highest governance body The Chair of the highest governance body holds an executive position within _ _ _ 16
the Company, as well as serving in an advisory role in other companies.
2-12 Role of the highest governance body in 50 _ _ _ 16

overseeing the management of impacts

2-13 Delegation of responsibility for 20, 23, 50
impact management

2-14 Responsibilities of the highest governance 5, 21
body for sustainability reporting

2025 SUSTAINABILITY REPORT
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OMISSION SDG
GRI STANDARD INDICATORS VENUE
REQUIREMENT(S) OMITTED REASON EXPLANATION
GRI 2: General 2-15 Conflicts of interest The Company is grounded in a strong organizational culture and in clear _ _ - 16
Disclosures 2021 policies and procedures. Conflicts of interest are not disclosed to stakeholders;
there are no specific measures or deadlines established
for obtaining and disclosing such information.
2-16 Raising critical concerns Critical issues, such as indicators below planned targets, targets achieved _ _ _
ahead of schedule and evidence implemented in the strategy execution
platform, are discussed in monthly meetings with C-level executives and
weekly meetings with the responsible directors.
2-17 Collective knowledge of the highest In 2025, the Sustainability Committee was established and in 2026 the _ _ _
governance body Company will give greater visibility to the topic.
2-18 Evaluation of the Performance of the In 2025, the Company did not have a formal process in place to evaluate the _ _ _
highest governance body Board of Directors regarding the management of economic, strategic and social
and environmental topics.
2-19 Remuneration policies The Company uses market methodologies for job evaluation; for senior _ _ _
leadership positions, the assessment may be conducted directly by market
consultants or through the application of a point-based methodology. This
process aims to ensure competitive and sustainable compensation, aligned
with the complexity of the role and its strategic responsibilities.
2-20 Processes for determining The fixed and variable compensation policy is under development and _ _ _
remuneration managerial validation and will be approved by the Talent & Transformation
Department, CFO and CEO. Decisions regarding promotions, merit increases
and salary adjustments are technically validated by the Compensation
department and submitted to the Executive Committee for approval.
The policy does not provide for direct consultation with stakeholders or
shareholders regarding compensation but considers market practices through
salary surveys and annual benchmarking.
2-21 Ratio of annual total compensation - All the indicator. Confidential information.
2-22 Statement on sustainable 7 _ _ _
development strategy
2-23 Policy commitments 27 _ _ _ 16
2-24 Integration of Commitments and Policies 19,27 _ _ _ 16
2-25 Processes to remediate 61 _ _ _ 16
negative impacts
2-26 Mechanisms for seeking advice 27 _ 16

and raising concerns regarding ethics

2025 SUSTAINABILITY REPORT
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OMISSION SDG
GRI STANDARD INDICATORS VENUE
REQUIREMENT(S) OMITTED REASON EXPLANATION

GRI 2: General 2-27 Compliance with laws and regulations No significant cases of non-compliance with laws and regulations were _ _ _
Disclosures 2021 recorded in 2025, nor were there any fines or non-monetary sanctions.

2-28 Membership in associations 61 _ _ _

2-29 Approach to stakeholder 6, 51 _ _ _

engagement

2-30 Collective bargaining agreements As in 2024, all Aramis employees (100%) were covered by Collective Bargaining 8

MATERIAL TOPICS

Agreements.

GRI 3: 2021 Material
Topics

3-1 Process to determine material topics

3-2 List of material topics

VALUE CHAIN MANAGEMENT

GRI 3: 2021 Material
Topics

3-3 Management of material topics

GRI 204: Procurement 204-1 Proportion of spending on In 2025, 56.63% of the Company'’s supplier-related expenditures were directed _ _ 8
practices 2016 local suppliers to suppliers located in Brazil.
GRI 308: Supplier 308-1 New suppliers selected 53 _ _ _
environmental based on environmental criteria
assessment 2016
308-2 Negative environmental impacts in the 53 _ _ _
supply chain and actions taken
GRI 407: Freedom 407-1 Operations and suppliers in which the right 53 _ _ _ 8
of Association and to freedom of association and collective bargaining
Collective Bargaining may be at risk
2016
GRI 408: Child labor 408-1 Operations and suppliers at significant risk 53 _ _ _ 5, 8,16
2016 for incidents of child labor
GRI 409: Forced or 409-1 Operations and suppliers at significant risk 53 5,8

compulsory labor
2016

for incidents of forced or compulsory labor
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OMISSION SDG
GRI STANDARD INDICATORS VENUE
REQUIREMENT(S) OMITTED REASON EXPLANATION
GRI 414: Supplier 414-1 New suppliers selected 53 _ _ _ 5,8, 16
social assessment based on social criteria
2016
414-2 Negative social impacts in the supply 53 _ _ _ 5, 8,16

chain and actions taken

PRIVACY AND DATA SECURITY

GRI 3: 2021 Material 3-3 Management of material topics 32 _ _ _
Topics
GRI 418: Customer 418-1 Substantiated complaints concerning In 2025, no substantiated complaints regarding breaches of customer privacy _ _ _ 16
Privacy 2016 breaches of customer privacy and losses of were identified, nor were there complaints from regulatory agencies or records
customer data of data leaks, theft or loss of customers’ personal data.

HUMAN CAPITAL DEVELOPMENT

GRI 3: 2021 Material 3-3 Management of material topics 37,43 _ _ _
Topics
GRI 202: Market 202-1 Ratio of entry-level wage to local minimum The ratio is 1:1 — all employees receive salaries equal to or above the national _ _ _ 1,5,8
presence 2016 wage, broken down minimum wage; there is no gender-based pay differentiation, and there is no
by gender management of third-party payroll.
GRI 401: Employment 401-1 New employee hires and employee 39 _ _ _
2016 turnover
401-2 Benefits provided to full-time employees 48 _ _ _
that are not provided to temporary or part-time
employees
401-3 Maternity / paternity leave Parental leave benefits are granted in accordance with legislation. All the indicator. Not available. The monitoring method 5,8
for data related to granted
leave was under review at
the closing of this report. In
order to ensure consistency
of information, this indicator
will be reported again in the
next cycle.
GRI 403: 403-1 Occupational health and safety 48 _ _ _ 8
Occupational Health management system
& Safety 2018
403-6 Occupational health initiatives 48 _ _ _ 6
403-9 Workplace accidents 48 _ _ _ 3,8,16
403-10 Occupational diseases In 2025, no work-related health issues were recorded. _ _ _ 3,8,16
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OMISSION SDG

GRI STANDARD INDICATORS VENUE

REQUIREMENT(S) OMITTED REASON EXPLANATION

GRI 404: Training and 404-1 Average hours of professional development 44 _ _ _ 4,5, 8,

Education 2016 per year, per employee 10
404-2 Programs for employee skills development 43,45 _ — — 8
and career transition support
404-3 Percentage of employees receiving regular 100% of Aramis Inc. employees, across all functional categories, receive _ _ _ 5,8,10
performance and career development reviews regular performance evaluations.

GRI 405: Diversity and 405-1 Diversity in governance bodies and among 42 _ _ _ 5,8

Equal Opportunity employees

2016

GRI 406: Non- 406-1 Incidents of discrimination and corrective 4 _ _ _ 5,8

discrimination 2016 actions taken

ETHICS & TRANSPARENCY

GRI 3: 2021 Material 3-3 Management of material topics 27 _ _ _

Topics

GRI 201: Economic 201-1 Direct economic value generated and 63 _ _ _ 8,9

performance 2016 distributed
201-4 Financial assistance received from The Company did not receive any type of government support _ _ _
government or incentives in 2025.

GRI 205: Anti- 205-1 Operations assessed for corruption-related Operations are not subject to corruption risk assessments (0%). _ _ _ 16

corruption practices risks

2016
205-2 Communication and training on anti- The topic is part of the Code of Conduct, communicated to 100% of _ _ - 16
corruption policies and procedures employees and suppliers
205-3 Confirmed cases of corruption No cases of corruption were recorded in 2025. _ _ _ 16
and measures taken

GRI 206: Unfair 206-1 Legal actions for anti-competitive behavior, As in the previous two years, there were no legal actions related to this topic in _ _ _ 16

competition 2016 anti-trust and monopoly practices 2025.

GRI 207: Tax 2019 207-1 Approach to tax 26 _ _ _ 1,10, 17
207-2 Tax governance, control and risk 26 _ _ _ 1,10, 17
management
207-3 Stakeholder engagement and management 26 _ _ _ 1,10, 17

of concerns related to tax
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OMISSION SDG
GRI STANDARD INDICATORS VENUE
REQUIREMENT(S) OMITTED REASON EXPLANATION

GRI 417: Marketing 417-1 Requirements for product and service 56 _ _ _ 12
& Labeling 2016 information and labeling

417-2 Incidents of non-compliance concerning No cases of non-compliance related to product and service labeling were _ _ _ 16

product and service information and labeling identified in 2025.

417-3 Incidents of non-compliance concerning No cases of non-compliance related to marketing communications were _ _ _ 16

marketing communications identified in 2025.

CLIMATE CHANGE & RESILIENCE

GRI 3: 2021 Material 3-3 Management of material topics 59 _ _ _

Topics

GRI 201: Economic 201-2 Financial implications and other risks and 59 _ _ _ 13

performance 2016 opportunities arising from climate change

GRI 305: Emissions 305-1 Direct emissions (Scope 1) of 60 _ _ _ 3,12, 13,

2016 greenhouse gases (GHG) 14,15
305-2 GHG emissions, indirect (Scope 2) GHG 60 _ _ _ 3,12, 13,
from purchased energy 14,15
305-3 Other GHG emissions, indirect 60 _ _ _ 3,12,13,
(Scope 3) 14,15

INNOVATION & TECHNOLOGY

GRI 3: 2021 Material 3-3 Management of material topics 22,29
Topics

MORE SUSTAINABLE PRODUCTS

GRI 3: 2021 Material 3-3 Management of material topics 55

Topics

GRI 101: Biodiversity 101-4 |dentification of biodiversity impacts Through its Sustainability Policy, Aramis Inc. publicly commits to mapping and _ _ _ 6,14, 15
2024 understanding the impacts of its activities on biodiversity and, based on this

approach, acts in a sectoral and collaborative manner focused on reducing
environmental impacts. The Company partners with and works alongside
the Sou de Algoddao Movement, supporting the use of Responsible Brazilian
Cotton.
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OMISSION SDG
GRI STANDARD INDICATORS VENUE
REQUIREMENT(S) OMITTED REASON EXPLANATION
GRI 301: Materials 301-2 Virgin or recycled input - All the indicator. Not available. Products are developed 8,12
2016 materials used using recycled materials;
however, the Company is
working on improving how
this information is mapped.
GRI 302: Energy 2016 302-1 Energy consumption within the organization 60 _ _ _ 7,8,12
13
GRI 306: Waste 2020 306-1 Waste generation and significant impacts 57 _ _ _ 3,6, 1,
related to waste 12
306-2 Management of significant impacts related 57 _ _ _ 3,6,8,
to waste 1,12
306-3 Waste generated 58 _ _ _ 3,6, 11,
12,15
306-4 Waste not sent for final 58 _ _ _ 3,1, 12
disposal
306-5 Waste sent for final disposal 58 _ _ _ 3,6, 1,
12,15
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