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Embrace the new movement 
#AbraceoNovo
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Steps to sustain 
the transformation in 

the long term

Steps to sustain 
Transformation in the 

short term

• Strategic 
Positioning

• Offices Recap

• New Cycle Luiza 
TV

• Presentations

• Whatsapp

• Hangout

• Campaigns

Steps to start the 
transformation

FROM:

Traditional 

retailer 

with a  

strong 

digital area

TO: 
Digital 

retailer 

with 

physical 

points of 

sale with 

human 

touch

• Spot on Luiza TV

• Luiza Radio  spots

• Weekly rituals

• Morning Meeting
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2015 Initiatives
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Enhance the multichannel approach to the business

Digitalize the store experience

Continue to grow above market

Rationalize costs and expenses, increase productivity 

and

Marketplace platform launch 



Source: Consumer barometer survey 2014 - Brazil - 2462 public / internet users.

Omnichannel client

Where people completed their 
purchases after searching online?

54% at stores 28% online Other 8%7% by phone 3% via e-mail
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Brazil Chile

Internet  sales Traditional channels (bricks)

74 76 79

93 94 93

26 24 21
7 6 7

UK Germany Argentina China

Source: GFK Retail Panel

Level of internet penetration in Brazil is higher than Latin American peers

Multichannel Strategy: Online vs Offline
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28% 29%

42%

25%
20%

28% 24%

55%

36%

75%

44%

33%
18%

34%

2008 2009 2010 2011 2012 2013 2014

Online retail sales Site Magazine Luiza

Source: E-bit

YoY growth

E-commerce grows at attractive rates
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Mobile sales tool “Mobile Vendas”

What is ?

 Sales app

 Modern / Simple / Convenient

 Agile and Efficient

 Increases the productivity

 Improves the customer 
experience

What can it do?

 Scan  bar code

 Search product by voice

 Complete purchase 

 Simulator

 Fast sale

 Easy access to inventory

Sales time reduction:

from 40 min  to 15 min
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1st Pilote – São Paulo

12 stores

Roll out 22/06 to 11/07

1st level of deployment

110 stores

Starting August 2015

Wi-fi at stores
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Mobile Sales “Mobile Vendas”



Store managers group on Facebook
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Implementation started 
in the state of São Paulo

Increase in the average 
daily productivity of 2 to 
3 SO by fitter

Mobile app for fitters
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Powered by Magazine Luiza
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• Operates Samsung online store in Brazil
• Execution back office
• Dedicated customer services and logistics
• Specific operation at DC
• Last mile delivery

Magazine Luiza

April-15:
Launched 

simultaneously with 
S6 and S6 Edge 

devices 

• Reclame Aqui*
• Procon (consumer protection agency )

• Social media
• PR
• Product information

Samsung

* Reclame Aqui is a website where customers can file complains about brands and services provided
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Next steps...

Sell online using 
store inventory

Store inventory available for 
e-commerce

Reserve online, pick up at store
(using store inventory)
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762 stores

+20k employees

40 Mn customers

~ R$ 12 billion Gross Sales

Focus on people and innovation

Target middle class

Our figures
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Growth track record
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0,6 0,7 0,9
1,4

1,9
2,2

2,6

3,4
4,1

5,7

7,6

9,1

10,3

12,2

5,5

111 127
174

253
351 346 391

444
455

604
728

743 744 756 762

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 1H15

Proforma Gross Revenue (R$ bi) Number of stores

+51 stores

São Paulo (Capital)
+46 stores

Baú:
+104 stores

CAGR: 26%
Northeast:
+136 stores



Expansion plan for 2015
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New stores: 10 
Remodeling: 10

New stores: 20* 
Remodeling: 60

* Including 10 stores already acquired during 2014

Total

New stores +30 stores

Remodeling +70 stores

Capex

~R$140 MM



Store remodeling: forefront
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Before

After



Store remodeling : smatphone sector
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Before

After



Store remodeling: white goods sector

21

Before

After



Store remodeling: furniture sector
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Before

After



June 2015

E-commerce

Reclame Aqui
Magazine 

Luiza

Peers

A B C D Peers Average

Average score 6.6 7.3 5.3 5.0 4.7 5.6

Reclame Aqui – E-commerce

Complains (LTM)

Score (LTM)
June 2015
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* Reclame Aqui is a website where customers can file complains about brands and services provided

43.922 

33.762 31.928 

26.383 
21.794 19.521 

16.749 16.176 

2.761 

A B C D E Magazine Luiza F G H



Lojas Físicas

Reclame Aqui
Magazine 

Luiza

Peers

A B C D Peers Average

Average score 6.4 8.6 4.3 4.7 5.8 5.9

Reclame Aqui – Brick and mortar stores
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Complains (LTM)

Score (LTM)

June 2015

June 2015

19.016 

5.359 5.234 5.124 4.698 
2.037 1.506 

A B Magazine Luiza C D E F



Strategic Pillars

25

Growth
Profitability
Innovation

Culture

Channel
Corporate 

Governance

Financial 
Products 

and 
Services



 Disabled hiring:

 Offices

 Distribution 
centers

 Stores

Social Inclusion

 Store manager 
“owner’s 
mentality”, win-win 
compensation 
structure

 Salesperson has 
some room to 
change prices at 
stores level

 Local marketing 
strategies

Decentralization

 Luiza Portal

 Employee council 
at store level

 Direct hotline with 
president Luiza

Transparency

 Luiza TV

 Weekly Rituals

 Morning meetings

 Luiza Radio

Communication

Culture
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10%

85%

90%

15%

Stores E-commerce

Class C&D Class A&B

30% 30%

40%

10%

30%

60%

Stores E-commerce

Cash Sales Own Third-party

Low cannibalization Customers breakdown Payment Mix

Stores

Class C&D

E-commerce

Class A&B

Multichannel
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Multiple channels, complementary customers
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Strong growth on and offline

4,8

6,3

7,3
8,2

9,6

2010 2011 2012 2013 2014

R$ billion

568 

821 

1.095 

1.403 

1.876 

2010 2011 2012 2013 2014

R$ million

Magazine Luiza bricks and mortars sales E-commerce sales
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Channel and product mix shift
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As % of revenue

84% 82% 81% 79%

16% 18% 19% 21%

Conventional Stores Site + Virtual Stores

31% 31% 29% 29%

24% 23% 19% 20%

20% 23% 30% 34%

15% 14% 14% 12%
10% 9% 8% 6%

White Goods Image and Sound Technology Furniture and Kitchen Other

2011 201420132012



1.8 million clients
~5% of total clients base

10% of active clients
20% of total revenue

E-mail Marketing SMS Posts on FacebookChip Luiza Telemarketing Direct mailHot site

Communication plan

EXCLUSIVE
OFFERS

COMERCIAL 
CONDITIONS

AWARDS
DRAWS

GIFTS BREAKFAST 
AND MORE 
PERKS!

CRM as a tool
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Promotions management
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1Q 2Q 3Q 4Q

Liquidação Fantástica

Golden Cliente Day

Only tomorrow

Black Friday

TOP 5 Magazine Luiza

Calendar events
(Mother’s day, valentine’s day, 
Christmas, sectorials promotions, etc)

Action



Liquidação Fantástica
(First mega sale of year)
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Dia do Cliente Ouro
(Golden Client Day)
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Financial Products and Services
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Financing services available at every store

Finances roughly 30% of consolidated sales

3.5 million cards and credit portfolio of R$4.5 billion

Luizacred: Itaú Unibanco Expertise in credit offers, collections and funding 

Luizaseg: Cardif Expertise in extended warranty and insurance products



Assembleia Geral

Acionistas

Conselho Fiscal

Conselho de 
Administração

Comitê de Auditoria 
e Riscos 

Outros Comitês 
(Financeiro)

Auditoria 
Externa

Diretoria

EXTERNAL AUDITOR

SHAREHOLDERS 
MEETING

TAX COUNCIL

FINANCE COMMITTEEBOARD
AUDIT AND RISK 

COMMITTEE

EXECUTIVE TEAM

Long track record of controlling 
shareholders in the sector (+50 years)

35-year shareholders agreement

Independent board members since 2005

Aligned compensation and retention plan 
for senior management (stock options)

Tax council since 2012

Audit committee head by independent 
member

Share Buyback program: 3rd program 
launcehd in May/27/2015  1.33 million 
shares bought back*

Corporate Governance

35*up to July 2015
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1,1 
1,3 

1,5 
1,7 

2,0 1,9 1,8 

2010 2011 2012 2013 2014 1H14 1H15

21 22 
29 32 

38 37 40 

2010 2011 2012 2013 2014 1H14 1H15

Productivity indicators

Revenue by employees (R$ thousand / month)

• Productivity per employee is 
rising above inflation and also 
higher than same store sales

Revenue by m² (R$ thousand / month)

• In last years, revenue by m2 is 
increasing in line with same 
store sales growth
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5,3 
7,1 

8,5 
9,7 

11,5 

5,5 5,1 

2010 2011 2012 2013 2014 1H14 1H15

25%

13% 10% 11%
15%

22%

-10%

29%

17%
13% 13%

18%
25%

-8%

2010 2011 2012 2013 2014 1H14 1H15

• Extremely high comparison 
basis in 1H14 (+44.0% e-
commerce) as well as in the 
stores (+21.8% SSS)

Same Store Sales performance

Gross revenue performance (R$ Billion)

• LTM gross revenue of R$ 11.1 
billion 

• Excluding TV sales, gross sales 
growth of all other categories 
would have been +2.8% in 1H15

Sales: important lever for results

38

BRICKs + site SSSBRICKs SSS



24,2% 24,4% 24,5%

23,6%

22,4% 22,6%

24,0%

2010 2011 2012 2013 2014 1H14 1H15

30,4%
29,9%

28,4% 28,0%
27,5% 27,2%

28,5%

2010 2011 2012 2013 2014 1H14 1H15

Gross margin evolution

Sales, General and Administrative expenses (as % of net sales)

• Gross margin increase despite 
the e-com participation 
increase in the total sales to 
18% and challenging 
consumer environment in 
1H15

• Increase of 0.3% yoy, much 
lower than inflation

Margin trends and good expenses control
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320 356 
299 

412 

605 

254 254 

7,2% 6,0%
4,2% 5,1% 6,2% 5,5% 5,8%

2010 2011 2012 2013 2014 1H14 1H15

41 
30 

18 

54 

100 

42 48 

0,9%

0,5%
0,3%

0,7%
1,0% 0,9%

1,1%

2010 2011 2012 2013 2014 1H14 1H15

Equity (R$ millions)

• Luizacred is improving its 
results consistently

• Adopted conservative credit 
police

Adjusted EBITDA (R$ millions) and Adjusted EBITDA margin (%) evolution

• EBITDA margin increase of       
30 bps versus 1H14 
(5.8% in 1H15)

• Impacts: 
(i) Stable gross margin 
(ii) increase in equity income 

from Luizacred and Luizaseg

Equity and EBITDA evolution
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69 

12 
-7 

114 
129 

47 

6 

1,5%

0,2%
-0,1%

1,4% 1,3%
1,0%

0,1%

2010 2011 2012 2013 2014 1Q14 1Q15

69 
55 

14 

71 

129 

47 

6 
1,5%

0,9%

0,2%

0,9%
1,3%

1,0%
0,1%

2010 2011 2012 2013 2014 1H14 1H15

Adjusted Net Income (R$ millions)

• Earnings negatively 
impacted by higher 
financial expenses due to 
higher interest rates in 
the period and sales 
performance.

Net income and net margin evolution

Net Income (R$ millions)

• Dividends payment and  
share buyback
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124 

210 
175 

146 152 

58 70 

2010 2011 2012 2013 2014 1H14 1H15

2% 5% 4% 3%
6% 5% 6%

12%
12% 12% 13%

12%
12%

11%

Mar-14 Jun-14 Sep-14 Dec-14 Mar-15 Jun-14 Jun-15

Working Capital Discounted receivables

Working Capital (% of Gross Revenue)

• Working capital rose to 
6.0% of LTM sales in Jun-15 
due to seasonality, lower 
sales and strategic 
purchases, all of which 
should be reverted over 
the next quarters

Working Capital and Investments

Investments (R$ millions)

• More than R$700 million 
invested in the last 4 years

• Higher number of store 
remodeling, mainly the 
stores that were acquired 
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114 122 88 87 111 
43 76 

56 77 106 135 
220 

96 
119 

170 
199 193 

222 

331 

140 
195 

2010 2011 2012 2013 2014 1H14 1H15

Discounted Receivables Other Expenses

1.005 957 848 

1.227 
1.363 

2,0 x 1,7 x 1,4 x 2,0 x 2,3 x

Jun-14 Sep-14 Dec-14 Mar-15 Jun-15

Net Debt and Financial Results

Net Debt (R$ millions)

Net Debt / EBITDA

• Increase in leverage to 2.3x 
EBITDA in Jun-15 from 2.0x in 
Jun-14

Financial Results (R$ millions)

• Increase of 39.6% in net 
financial expenses to 4.5% of 
net sales in 1H15 (versus 3.0% 
in 1S14) due to higher interest 
rates in the period and change 
in working capital needs
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4,2% 3,5% 3,3% 4,2% 4,4%

10,6% 11,2% 10,4% 10,3% 11,0%

Jun-14 Sep-14 Dec-14 Mar-15 Jun-15

94%

22%
4%

21%
36% 30% 25%

2010 2011 2012 2013 2014 1H14 1H15

71 45 
15 

89 

181 

76 81 

2010 2011 2012 2013 2014 1H14 1H15

• Luizacred net income 
totaled R$80.8 million in 
1H15, 6.7% higher YoY

• Improvement in the 
portfolio profile risk 
allowed for decrease in 
provisions, while 
maintaining coverage ratio 
stable

NPL (% of portfolio)

Net Income (R$ million)

ROE

Overdue > 90 
days

Overdue 15 
to  90 days

Luizacred Highlights

• Luizacred achieved ROE of 
25% in 1H15 
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147 172 206 239 280 261 291 

2010 2011 2012 2013 2014 1H14 1H15

12 15 21 20 18 
8 

15 

2010 2011 2012 2013 2014 1H14 1H15

17% 19%
26% 25% 25% 25%

41%

2010 2011 2012 2013 2014 1H14 1H15

Cash and Financial Investments  (R$ million)

Net Income (R$ million)

ROE

• High ROE

• Cash generation of more 
than R$ 40 million in the 
last 12 months

• Strong dividends payment

Luizaseg Highlights 

• Consistent profitability
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Magazine Luiza

Roberto Bellissimo – CEO

Daniela Bretthauer – IRO

ri@magazineluiza.com.br

(55 11) 3504-2727

http://www.facebook.com/magazineluiza

http://www.twitter.com/magazineluiza

http://plus.google.com/+Magazineluiza

Magazine Luiza

@magazineluiza


