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2Q24 HIGHLIGHTS
Marisa is already beginning to show clear signs of a strong start in the process of recovery and 

return to our DNA.

change between SSS and 
inventory variation

+14.6 p.p. 50.4%
retail gross margin+2.7 

p.p vs 2Q23

Growth in issuance of new 

Marisa PL cards. 
(Credsystem partnership)

123%

26.2%
Reduction in SG&A – 6M 

consolidated

R$ 622.8MM
Added to the company through private 

equity offer

+287%
Evolution in recurring 

retail EBITDA (SSS)*

Net Debit (Ex-Commercial Notes, 

capital subscription and receivables 
availability)

R$ 41MM
Retail recurring EBITDA 

margin (SSS) – evolution 
of 3.9 p.p.

5%

*Adjusted for IFRS-16



FINANCIAL 

RESULTS Q2 2024
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OPERATIONAL RESULTS SSS*
Net Revenue Delta between 1Q24 and 2Q24 of 2024 was 28%

We had significant growth of approximately 11 p.p. in same-store sales compared to the first quarter of 2024, demonstrating a strong recovery. 

However, compared to the same period of the previous year (second quarter of 2023), we recorded a decrease of 14.8%, which reflects the 

impact of the challenges faced over the last year.

* Same-store sales information

** Post IFRS-16

EBITDA** (R$ MM)
Operational Expenses
(R$ MM)

Evolution sales x inventory (SSS)

Gross Profit (R$ MM)Evolution SSS (%)
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NET INCOME

Net income for 2Q24, compared to the same period of the previous year, grew 60.9%, mainly due to stock 

shortages and operational discontinuity at M Pagamentos. However, compared to 1Q24, we observed a 

significant drop in net loss of 31%.

(R$ 63 mm) (R$ 103 mm) (R$ 148 mm)
∆

+60.9%

∆
-31.0%
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LEVERAGE

The debt appears to have increased but is timeless, as it includes the investment of the main controlling shareholders in 

commercial notes, demonstrating the confidence they have placed in the Company's strategy.

In July/24, we settled these commercial notes, as well as the debentures issued, with a significant reduction in the 

company's gross and net debt.

*Excluding non-current payments and debentures 10



PRIVATE EQUITY OFFER
At the end of July, the company underwent a private equity offer with the objectives of:

(I) Support the brand repositioning plan;

(II) Strengthening the Company’s working capital and capital structure.

R$ 622,842,445.40
Earned in the operation

444,887,461
#Issued shares

513,456,043
#Final total shares in new Social 

Capital
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PERCEPTION OF 

OUR CLIENTS



CONSUMER RELATIONSHIP MANAGEMENT
Marisa has regained customer trust and has become increasingly attractive to a new audience.

In a new perception survey, the evolution of the following attributes stands out, when compared to the same survey carried 

out in 2023:

Source: Instituto Locomotiva
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+4 p.pMade for the family+6 p.pAffordable prices +6 p.p
Good cost-benefit 

(worth what it costs)

All attributes are aligned with the values ​​of Marisa's new positioning, returning to its DNA.

As our customer base grows, we are bringing new strategies to CRM:

Short Term Long Term

Database 

reorganization
AutomationSegmentation 

review

Increase purchase frequency

CashbackCustomer 

loyalty



CUSTOMER PERCEPTION (PILOT STORES)
After implementing the pilot actions, we carried out a survey with customers who visited one of our stores.  The results 

showed a significant improvement in all attributes evaluated*

+11%STORE ORGANIZATION

+13%
EASE OF FINDING 

PRODUCTS
+8%CLOTHING STYLE

+14%CASH SERVICE

+7%PRODUCT VARIETY

+7%GENERAL SERVICE

+19%SHOWCASE

+12%DISCOUNT+14%PRICES

Attributes related to organization and price were highlighted in customers perceptions.

“Lots of offers in the 

store”
“Better organization”

“Change in store displays, 

fashion style and prices 

are good.”

“It is well stocked with 

merchandise.”

Souce: Internal Research
* 14



Q&A



DISCLAIMER: The statements contained in this
presentation related to business perspectives, projections
on operational and financial results and those related to
growth prospects of MARISA LOJAS S.A. are merely
projections and, as such, are based exclusively on the
Management's expectations regarding the future of
business. These expectations depend substantially on
market conditions, the performance of the Brazilian
economy, the sector and international markets and,
therefore, are subject to change without prior notice.
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