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VIVARA AT A GLANCE

GROSS REVENUE 
BY PRODUCT

2023 Gross Revenue

R$  

R$  

Joias 48.9%

Life 36.3%

Relógios 12.1%

Acessórios 2.4%

Serviços 0.3%

( 1 ) Position on September 30, 2024



Brand with 60-year 
history

Wild spectrum of
customers, with a product
portfolio serving all stages
of a person’s life

Fragile competitive
environment, with few
structured players

Potential for 
consolidation in a highly

fragmented market

Ancient sector 
with a history

of resilience

High rates of return
and operating

margins



knowledge



1st store 
(downtown SP)

1st store 
in a mall

Opening of Manaus plant
6 stores in São Paulo city

Pioneer in the jewelry segment



generates



1st store in 
Northeast

1st store 
North

1st own brand 
Watches

Market 
leadership

Opening of 
store no. 100

Creation of 
LIFE 

(Collection)

Own e-commerce 
platform



innovat ion



Start of 
omnichannel 

journey

IPO

COVID pandemic,
acceleration of the 

omnichannel 
strategy

LIFE 
empowerment 

project

60 years of 
history

Biggest expansion 
plan (+61 stores) and 

migration of the 
factory to a new plant



65%

35%

Social Class

active customers

BroadPOSITIONING

6,6%

22,9%

26,9%

24,7%

11,5%

7,4%



perception

POSITIONING



Silver and
black sapphire

Silver and
black sapphire

Silver and
black sapphire

Leather, gold and
black diamond

Gold and
diamonds

Rose gold and
diamonds

Rose gold and
diamonds

Rose gold and
black diamond

Gold and black 
diamond

Gold and
diamonds

POSITIONING



Source: Internal Data. ( 1 )  Base-date: September, 2024

MARKET



3.7%

7.5% 

78,8%

10.0% 

Source: Internal Data. Considers Vivara’s total revenues, not excluding watches and accessories. LTM September, 2024.

MARKET



Sour1c1e: Estimated data for other players as of March 2024. Considers Vivara's total revenues, not excluding watches and accessories.

COMPETITION



B C

Source: IBGE – PNAD (Continuous National Household Sample Survey) 2020 and POF (Consumer Expenditure Survey) 2017-2018
Source: Social Classes: FGV Indices and Tendência Consultoria 2020.
Internal Data.

COMPETITION



Source: GDP (Gross Domestic Product): IBGE.

RESILIENCE

11,4% 12,9%
19,0%

-2,1%
2,6%

9,2% 9,8%

-10,2%

37,7%

24,8%
21,2%

3,0% 0,5%
-3,5% -3,3%

1,3% 1,8% 1,1%

-4,1%
4,6% 2,9% 2,9%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Crescimento Faturamento VIVARA

Crescimento PIB



66,7%

high operating marginsPROFITABILITY



PROFITABILITY

62.0% 63.9%
67.0% 64.5% 66.8% 66.4% 68.1% 68.1% 68.5% 67.6% 68.9% 69.3%

11.8%

-7.1%
-1.7%

29.3%

12.6%

-7.3%

15.1%
19.1%

50.0%

5.8%

-4.3%

4.0%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

VIVARA Gross Margin Gold - Average cost variation R$/gr



PROFITABILITY

20.7% 20.8%
22.4% 22.1% 23.2% 23.2%

20.7% 20.6% 21.8% 21.9%

6.4%

10.7%

6.3%
3.0% 3.8% 4.3% 4.5%

10.1%

5.8% 4.6%

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

VIVARA EBITDA Margin IPCA



+ +

owned points 
of sale

NPS

of sales
force focused on

and

Intensive and
competitive

model

model

of production

²
area

manufactured
in 2023, unders strict

control

communication

Absolute

in the sector

with
scale and agility in 
reproducing

Single Purchase 







Aspirational
communication

Diversified
product
portfolio

Concept of
democratic

luxury

( 1 )  Base-date: September, 2024



Diversified
product
portfolio

Silver Jewelry
that invites the
customer to tell

their story

The brand that
sets out to
make each

person unique
and special

( 1 )  Base-date: September, 2024



Classes 
A+ to B-

2 own brands 
and over 15 
third-party

brands

Average
price( 1 ) : 
R$950 

Perfumes, 
leather

accessories, 
glasses, pens, 
jewelry boxes 

etc

Exclusive 
design and
high quality

Average
Price( 1 ) : 
R$350 

( 1 )  Base-date: September, 2024





Founded in 1962, it currently has
(1) stores across Brazil

Offers a comprehensive
portfolio of products in stores 

measuring approximately
²

average ticket(1)

penetration in malls across
Brazil(1)

( 1 )  Base-date: September, 2024



average ticket(1)

penetration in malls across
Brazil(1)

stores(1)

²

average store size

( 1 )  Base-date: September, 2024



potential for 
penetration in 

malls across Brazil

≅
Vivara stores

≅
Life stores

ORGANIC EXPANSION

159 165 173 191 208 229 243 253
2 2 2

6
13

33

72

122

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Vivara Life



2023

2023 Digital Sales

DIGITAL

106 mm
309 mm 320 mm 306 mm 439 mm

1.490 mm 1.338 mm

1.842 mm

2.300 mm

2.788 mm

7,1%

23,1%

17,4%
13,3%

15,7%

2019 2020 2021 2022 2023

Vendas digitais Receita bruta Share de vendas digitais

40,1%

37,7%

19,5%

2,7%

Joias Life Relógios Acessórios



High-end jewelry and
designer brands, 
highly fragmented

Vivara and Life,
Regional brands 
and no major 
players with 
national scale

Small regional jewelers,
with limited portfolio
and slightly store
experience

ADJACENT 
CATEGORIES

≅

≅

≅

MULTIPLE 





12.6%
CAGR

953mm 997mm
1,060mm

1,171mm

1,048mm

1,466mm

1,844mm

2,187mm

-1.9%
2.8% 5.5% 8.6%

-12.2%

32.1%

15.8% 12.4%

2016 2017 2018 2019 2020 2021 2022 2023

Net Revenue SSS (Stores + e-commerce)



13,2%
CAGR

636mm 662mm
747mm

798mm
717mm

991mm

1,270mm

1,516mm

66.8% 66.4%

70.5%

68.1% 68.5%
67.6%

68.9% 69.3%

2016 2017 2018 2019 2020 2021 2022 2023

Gross Profit Gross Margin



12.3%
CAGR

213mm 220mm
246mm

272mm

216mm

301mm

401mm

480mm

22.4% 22.1%
23.2% 23.2%

20.7%
20.6%

21.8% 21.9%

2016 2017 2018 2019 2020 2021 2022 2023

Adjusted EBITDA Adjusted EBITDA Margin



20.3%
CAGR

101mm

226mm

180mm

225mm

147mm

287mm

361mm 369mm

10.6%

22.7%
18.8% 19.2%

14.0%
20.4% 19.6%

16.9%

2016 2017 2018 2019 2020 2021 2022 2023

Net Income Net Margin



Main Key Ratios (R$, 000) 3Q24 3Q23 ∆% 24vs23 9M24 9M23 ∆% 24vs23

Gross Revenue (net of return) 697,405 581,241 20.0% 2,108,858 1,770,835 19.1%

Net Revenue 562,900 457,311 23.1% 1,663,812 1,408,847 18.1%

SSS (physical stores) 13.5% 6.1% na 14.6% 8.8% na

SSS (physical stores + digital) 13.5% 12.3% na 13.8% 14.2% na

Gross Profit 376,710 309,042 21.9% 1,131,460 971,725 16.4%

Gross Margin (%) 66.9% 67.6% -66 bps 68.0% 69.0% -97 bps

EBITDA 149,694 121,096 23.6% 494,644 359,635 37.5%

   Ebitda Margin (%) 26.6% 26.5% 11 bps 29.7% 25.5% 420 bps

Adjusted EBITDA 127,358 88,611 43.7% 356,883 279,069 27.9%

   Adjusted Ebitda Margin (%) 22.6% 19.4% 325 bps 21.4% 19.8% 164 bps

Net Income 107,165 76,539 40.0% 353,936 225,094 57.2%

     Net Margin (%) 19.0% 16.7% 230 bps 21.3% 16.0% 530 bps

Operational Cash Generation 5,357 (13,228) 140.5% 262,409 16,808 1461.3%



PERSPECTIVES

All teams are fully focused on Black Friday and Christmas: stores and the digital
platform are prepared with enhanced inventory levels, specially in Life stores,
supported by the launch of 12 new collections between October and December.

More than 20 stores to be opened in 4Q24, concluding 2024 in line with its
projection of 70 to 80 new stores.

In late October, the first international Vivara store was opened at MultiPlaza 
shopping center in Panama City, Panama. With 206 m², this pilot project 
introduce the brand in an international market and will contribute to the 
company’s evaluation and planning to potential future endeavors. The company 
reinforces its commitment to growth in Brazilian territory, as its primary strategic 
focus, through the organic expansion of the Vivara and Life brands.

Solid growth and continuous expansion of stores along with gains in profitability 
through operational leverage, harvesting the fruits of iniciatives implemented in
2024, and additional contributions due to optimized tax planning.

Panamá
Oct/24



¹

2H24 OUTLOOK

Investments in improving S&OP processes, in order to allow greater allocation of 
inventory in stores, versus factories and distribution centers

Acceleration of production in Manaus, as well as a greater degree of internalization of 
Life category production, contributing to a gradual expansion of profitability

More agile and efficient organizational design, in order to reinforce key processes and 
improve internal communication, in addition to ensuring significant synergies

Inauguration of new Vivara and Life Store models, with a focus on greater display of 
pieces and collections, promoting greater internal circulation of customers and agility in 
sales.

Inauguration of the first international Vivara store, located in Panama.



DISCLAIMER
The statements contained in this release related to the business outlook, operating and 
financial projections and growth prospects of Vivara S.A. are merely projections and as 
such are based exclusively on the expectations of the Company’s management 
concerning the future of the business. Such forward-looking statements depend 
substantially on changes in market conditions, the performance of the Brazilian 
economy, the industry and international markets and are, therefore, subject to change 
without prior notice.

All variations presented herein are calculated based on numbers in thousands of reais, 
as well as rounded figures.

Otavio Lyra – CEO & CFO
Caio Barbuto – IR Manager
Rafael Monzani – IR Analyst

E-mail: ri@vivara.com.br



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