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Multibrand

Franchises

Others²

Own Stores

Webstore

2Q21 2Q20 Var. 1S21 1S20 Var.

405.6 142.3 185.0% 738.9 465.9 58.6%

293.4 98.4 198.2% 544.3 330.0 65.0%

54.9 17.2 218.8% 95.0 55.1 72.3%

19.6 7.7 153.6% 30.6 14.9 106.0%

23.0 8.6 168.9% 45.2 28.6 58.2%

4.5 8.9 -50.1% 5.3 28.7 -81.4%

10.2 1.5 559.4% 18.5 8.6 114.9%

Others¹

External Market
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¹ Considers second-line sales, leftovers, Folha and PUC
² Considers the sale of second-tier items and leftovers
³ Result not yet audited
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Gross margin increased 2120 b.p. vs 2Q20 to 42.3% mainly due to higher operating leverage, 110 b.p. below 2Q19, pre-

pandemic.

i. Greater pressure on the purchase of raw materials, inputs and outsourced labor was partially mitigated by the factory fixed

cost management.
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Non-recurring items - R$ Thousand 2Q21 2Q20 1S21 1S20

PIS and COFINS judicial credit¹  -  150,344  9,545  150,344 

Compensation from restructuring  (2,149)  (12,436)  (2,542)  (16,013) 

Resizing of RN Plant and closure of PUC  -  (7,772)  -  (7,772) 

Other exceptional items  (16,103)  (15,357)  (21,751)  (15,357) 

Reversal of DIFAL provision²  7,728  -  7,728  - 

Total one off items  (10,524)  114,779  (7,020)  111,202 

Provision for profit sharing  (3,136)  -  (3,136)  - 

Total non-recurring items  (13,660)  114,779  (10,156)  111,202 

Explanatory note to the financial statement: (1) Nr. 31, (2) Nr.31.
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Primarily impacted by the improvement of the PIS 

and COFINS Judicial Credit recognized in 2Q20

R$ 13.7 M
One-off items and provision for profit 

sharing

R$ 149.3 M
Operational expenses 2Q21

R$ 135.6 M

Recurring operating expenses

(+52.6% vs 2Q20 and +3.2% vs 2Q19)

2Q20: Higher investments in marketing and campaigns, 

in addition to variable sales and personnel expenses 

(MP 936 in the previous year)

2Q19: Greater investments in marketing, customer 

service (SAC) and strengthening of strategic areas



The Company's EBITDA reached R$ 21.8 million, 70.2% lower compared to 2Q20,

impacted by the PIS and COFINS Judicial Credit in 2Q20 and the increase in

operating expenses.
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EBITDA (R$ Mi) EBITDA Margin (%)

Excluding non-recurring effects and 

profit sharing, EBITDA was R$35.5 

million, R$77 million up vs 2Q20. 

Compared to 2Q19, current EBITDA 

decreased 24.2%, mainly impacted 

by lower sales and pressure on Gross 

Margin due to higher input and 

product cost inflation.



7

Decrease in the net financial result, mainly influenced by the update of PIS and COFINS credits, recognized in the second

quarter of 2020.

Net Income (R$ Mi) Net Margin (%)
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52,3%
36,6%

8,7%
2,4%

The investments in 2Q21 totaled R$ 16.9 million, 249.4% above 2Q20

The main projects are directly related to:

i. Improvements in operational efficiency with CRM, technology,

robotization (RPA) projects and e-commerce platform (B2C);

ii. Stores’ renovation and change of format to Mega Store;

iii. Creation of a new clothing area in the manufacturing units in São

Luiz de Montes Belos and Itororó

IT IndustryStores Others



In 2Q21, the Company had free cash consumption of R$98.2 million, R$39.8 million higher than in 2Q20, influenced by

the higher investment in working capital in the operation.
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Building of inventories to meet the expected demand for 
the 2nd semester and strategic purchases of raw 

materials to mitigate inflationary pressure and ensure 
the supply of the supply chain and stores.
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29¹ SSS in 2Q21 considers all the Company's brands, while 2Q20 considers only Hering Network (Hering + Hering Kids)

² Only considers Own Stores
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• The Company reinforces its guidance for openings and should close 2021 with 110
new stores in compact formats and conversion of 25 mega stores.

• The Company developed a geomarketing model and integrated expansion of formats
that enable greater occupation of white areas and increased business capillarity in
Brazil.

¹ Includes Hering Store, Light Franchise and Basic Shop

² 2Q20 total includes 11 PUC stores. 4T20.
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