
2Q21 and 1H21
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GMV

1P

3P

1H212Q21

+51% 

+7%

+85%

+39%

+40%

+98%

Share of digital sales in total GMV

85% of stores closed in 2Q20

29%
32%

73%

47% 47%

56%
65%

4T19 1T20 2T20 3T20 4T20 1T21 2T21
4Q19                           1Q20                           2Q20                         3Q20                          4Q20 1Q21                            2Q21   

Vs. 2Q20 Vs. 1H20
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VIA Performance vs. market y/y (1)

(1) Source: Compre & Confie. Until the 10th of May

32%
27%

110%
85%

56%
72%

17%

34% 41%

258%

198%

114%
119%

36%

4Q
2019

1Q
2020

2Q
2020

3Q
2020

4Q
2020

1Q
2021

2Q
2021

Market Via
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Progress of online market share (1)

7.8%

9.8%

11.6%

14.7%

12.5% 13.4%
14.4%

16.1% 16.4%16.0%

23.0%

20.0% 20.0%

22.0%

24.0% 24.0%

3Q19 4Q19 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 July/21

Ebit Nielsen

Compre & Confie

800
bps+

860
bps+
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15% 17%

21%

4Q201Q20 2Q20 3Q20 1Q21

21%

1,21,2

0,70,8

2,1

2Q21

29%

OS Participation in GMV Online

Em R$ bi

Share of OS in 3P GMV

0%

13% 12%
13%

16%
18%

1T20 2T20 3T20 4T20 1T21 2T21

0%

1Q20        2Q20             3Q20          4Q20           1Q21          2Q21   



2Q21 Results
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6.000

59.000

4T19 jul/21

Number of sellers

(Thousands)

3.0

28

2T20 jul/21

SKU Evolution

(Million)

3P GMV 

Evolution

R$ 
322 

R$ 
901 

R$ 
1,665 

2Q19 2Q20 2Q21

(R$ million)

+85%

+180%

2Q20                             2Q21 2Q20                       2Q21

71.000
in July

30 MM
in July
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0.0%

50.0%

100.0%

150.0%

200.0%

250.0%

300.0%

ACCESSORIES SUITCASES GAMES AND
CAMERAS

PERFUMERY
AND

COSMETICS

AUDIO AVERAGE

Top 5 1P tail categories - %

0.0%

50.0%

100.0%

150.0%

200.0%

250.0%

SUITCASES AUTO SPORTS AND
LEISURE

FOOTWEAR ACCESSORIES AVERAGE

Top 5 3P tail categories - %

168%

147%



2Q21 Results



Our customer base is growing at a fast pace and will be reinforced by the BNQI SCD license,

with financial services that fill a gap still underexplored by existing fintechs in Brazil.

6.793 6.583 7.059 8.056
8.729

9.250

1T20 2T20 3T20 4T20 1T21 2T21

Total Customers 

(In thousands)
+40%

1Q20    2Q20      3Q20     4Q20     1Q21       2Q21

6,676 6,332 6,577 7,213 7,509 7,794 

1T20 2T20 3T20 4T20 1T21 2T21

+23%

Active Clients 

(In thousands)

1Q20    2Q20      3Q20     4Q20     1Q21       2Q21

7,697 
6,033 

8,400 9,304 8,915 9,707 

1T20 2T20 3T20 4T20 1T21 2T21

+60%Total TPV*

(R$ million)

1Q20       2Q20        3Q20        4Q20          1Q21       2Q21



Buy Now, Pay Later (BNPL) – in the world

Source:  McKinsey & Company

BNPL 

Installment 

Plan

Personal Loan

Card

Own Brand

Other

means of

payment  

Growth trend of payment methods in the US market
US$ billion 

1%

41%

-5%

10%

848

871

131

161

92

119

196

187

2023E20202019

CAGR growth 

2019-23E

Conversion Spending Customers Recurrence CAC

30% of BNPL penetration

• Installments may be fixed, with or 

without interest

• Engagement throughout the customer 

journey

• Opportunity to cross-sell other 

financial services

• Differentiated credit offer

60% of Americans would like BNPL 

financing offers in the next 12 

months

749

120

148

106



Brazil’s Largest Buy Now, Pay Later 

• ~350,000 New Customers/month

• 53% of PAPERLESS booklets integrated into banQi.

• 35%+ of payments made digitally

31% Commercial 

Sales

15MM+ Pre-approved 

Customers

Customized 

Offers

R$ 2.5 bn under banQi

management

• Available Online, at Casas Bahia, banQi and 

via Online Salespeople platforms

• Via’s Credit as a Service (caas) Platform

• NPS above 80%

R$ 390MM+ 

Produced

Digital and 

Financial Inclusion
Seller Loyalty

Growth beyond 

Physical Stores



Production Evolution 2Q21

*CPFs (individual taxpayer’s IDs) that made two or more purchases using 

installments in the last two years.

June/20

14%

31%

June/19 June/21

20%

Share growth 

of 56% 

15MM+ pre-

approved 

customers

350K+ new 

contracts per 

month

2019

2020

2021

8,028

6,406

3,317

Active

Total 

Recurring 
24 months*

48%

49%

51%

Number of Active Booklets and RecurrenceCDC Share - Stores



Digital: +62  Physical Stores: 7

Digital: +361   Physical Stores: 82

Digital: +120   Physical Stores: 44

Digital: +820 Physical Stores: 255

Digital: +187 Physical Stores: 62

450 municipalities

1,793 municipalities

1,668 municipalities

1,191 municipalities

466 municipalities

Evolution of penetration of digital 

CDC customers

2%
2Q20: 1%

7%
2Q20: 7%

10%
2Q20: 12%

12%
2Q20: 8%

70%
2Q20: 72%

Pre-Approved Customer Base 

Evolution

Expansion beyond physical

stores + 1,500 municipalities
Growing trend for the

next quarters
Seller loyalty



486 billion
Addressable

Market

44% would not buy 

WITHOUT a Digital 

BOOKLET

41% cards declined, 

cancelled or w/o limit

15% consider the card 

expensive or are not 

interested

E-commerce accounts for only 10% of total Retail sales in Brazil.

The rise in online sales will only be possible through access to credit.

E-commerce Growth Driver

10%

Online

Online Sales in the 

Brazilian Market

(%)

63% Credit Card

37% Debit, bank slip, PIX

=

Means of Payment Used

The voice of 

consumers
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4 5
39

80 86
1387 12

50

131

217

354

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21101 175 407 596 653 596 
212 

387 

794 

1,391 

2,044 

2,640 

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21

Accounts opened 
(In thousands)

7x

205 308 673 1,088 1,205 1,246 
557 

864 
1,538 

2,626 

3,831 

5,077 

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21

App downloads 
(In thousands)

6x

32 143 288 402

784

23 55
196

484

887

1,671

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21

Total Transactions
(R$ million)

31x

14 53
130 214

39910 23
76

206

420

820

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21

TPV
(R$ million)

35.5x

Store transactions  
(R$ million)

banQi in

Casas Bahia’s e-

commerce (R$ million)

+52x

1Q21 2Q21

7x

9

51.9

60.9



2Q21 TPV

2Q21 TPV

2.5 million 
customers Commercial

establishments

32.7 thousand+5 MM

Transactions Fintechs

255



An initiative born in retail 
becomes the LARGEST financial solutions PLATFORM in the market  

Financial and Non-financial 
Services for Individuals, 

Entrepreneurs and Sellers

Own Credit 
CardDigital 

Wallet

Super App

Personal 
Finance

Credit 
to Individuals and 

Companies
Digital Account

Direct financing of products associated with physical, 
online and marketplace retail for individuals, small 

businesses and sellers

Direct 

Consumer 

Credit

Card
Co-Branded Installment 

Plan (CDC)

Payment processing for 
online/offline platforms and 
individual service providers

Acquirer 
with Account

Payment 
Gateway

Receivables 
Discount

Credit at POS
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We deliver in 100% of 

Brazil

65 cities on the 

same day

2,500 cities in

24 hours

21



Own

network

Shared

network

Brazilian postal service

July/19

7%

76%

16%

July/21

2%

47%

51%

Marketplace seller can now 

drop-off at physical stores

“Delivery with collection” model 

ready to scale

Own logistics reaching 51% of 

deliveries

Fulfillment in 4Q

Omnichannel Product Exchange



2Q21 Results



(digital sales)

Share by type of access

18%

(in millions)

Active Customer Base Evolution

22
26

2Q20 2Q21

70%+

Average revenue per user 

in the app - ARPU 

2Q20 2Q21

32%
50%

34%
25%

34% 25%

2T20 2T21

Site

M-Site

2Q20 2Q21 2Q20 2Q21
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Evolution of customer 

spending by channel

38%+ +29%

% evolution - 18 - 24 years old

% evolution - 25 - 34 years old

Evolution % of young customers in the 

base 

+72%

+14%

2Q20

2Q21

OFFON

+39%

Multi



Free access 

to films and 

series until the 

end of 2021.

Press play



#LET’S PLAY X1? 

"NEW”
Creative head of games and 

partnership with Fluxo



Source : Socialbakers

Aprill/21 May/21 Jun/21

700K

1,4 M

1,8 M

2,6 M

Profile: Casas Bahia,CB

INTERACTIONS 
Last 3 MONTHS

ENGAGEMENT

JUN/21

2.6M

28



*Overall engagement ranking on Facebook, not segmented. 

(Source: Emplifi and PropMark)

First place in the overall ranking - again

7 Top Brand Profiles

http://facebook.com/casasbahia
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2T21
Notas Notas
2020

Casas Bahia 6,7 7,6 Bom
Ponto 6,8 7,9 Bom
Extra.com.br 6,9 7,7 Bom

Casas Bahia 7,1 8,0 Ótimo

Ponto 7,4 8,2 Ótimo

Extra.com.br 7,1 8,1 Ótimo

Casas Bahia 7,2 7,5 Bom 

Ponto 8,9 8,9 RA1000

Online 

1P

Online 

3P

Lojas 

Físicas

Net Promoter Score Evolution

70

Jun 19

74

Jun 21Jun 20

58

77

Jul 21

Pandemic

Begins

+190bps
vs 2Q20

Score 

2020

Score 

2Q21

Good

Good

Good

Great

Great

Great

Good
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Accelerated growth of Via Hub (Via's technology area)

We duplicated our tech team in 2 years

+1300
Deliveries of
Value in 2021

2,5x more 
deliveries in the 

same period 2020 

vs. 2021

180 
Squads

57 
Tribes

21
Journeys

+1900 
Employees

2019 2020 2021 2022

~900 HC

~1500 HC

~2100 HC

+++

F
o

re
c
a
s
t

F
o

re
c
a
s
t
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Reduction in greenhouse gas emissions with the use

of electric vehicles to make last-mile deliveries to our

customers. These vehicles have already traveled around

85,000 kilometers, equivalent to CO2 emission savings of

36 metric tons.

We also completed the GHG inventory process under the

Brazilian GHG Protocol Program.

Fábrica Bartira - All our wood suppliers have the FSC

(Forest Stewardship Council) seal. All the waste

generated in our plant is either recycled thus avoiding

disposal in the environment.

E N V I R O N M E N T AL D I V E R S I T Y

Celebration of LGBTI+Via pride- #orgulhoéservocê

(#pridetobeyou)

570 people, with more than 10 hours of content about

the theme.

Partnership with organizations Transpor and Viva

Diversidade

Projeto Orgulho do Meu RG ((Proud of my ID) with

organization Bicha da Justiça. A total of 16 people

were assisted, including 8 employees and 8 people

appointed by organization Bicha da Justiça.

Projeto Lapidar (Gem Cutting), an affirmative action

focused on increasing the representation of Black and

brown people, with 200 enrollments. Via is committed

to having 45% of Black people in leadership

positions (management and above) by 2025. Finally,

we are signatories to Movimento pela Equidade Racial

– Mover (Movement for Racial Equity).



2Q21 and 1H21

Orivaldo Padilha

CFO and IRO
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7,554
11,405

15,689
21,737

2Q20 2Q21 1H20 1H21

+51%

+39%

65
132

78

312

1H212Q212Q20 1H20

+103% +300%

1H212Q212Q20 1H20

30.8%
35.3% 32.8% 31.1%

-4,4 p.p.-1,7 p.p.

555 485

1,176 1,069

2Q212Q20 1H20 1H21

-13%

-9%

35

Gross GMV (R$ MM) Gross Margin (%)

EBITDA (R$ MM) Net Income (R$ MM)

-440bps -170bps



• NR’21 = Untimely Subsidies (products that benefit from the exclusion of the IRPJ and CSLL calculation bases)

36

Gross GMV

Gross Revenue

Net Revenue

Gross Profit

Exp. Sales and Adm.

Adjusted EBITDA

Financial Result

EBIT

IT/ ST and Grants

Net Income

11.405

9.338

7.876

2.429 30,8%

-2.006 (25,5%)

485 6,2%

-244 (3,1%)

-88 (1,1)

220 2,8%

132 1,7%

-
-

-

-
-
-
-
-
-87
-87

11.405
9.338

7.876

2.429 30,8%

-2.006 (25,5%)

485 6,2%

-244 (3,1%)

-88 (1,1)

133 1,7%

45 0,6%

2Q21
2Q21

Operational

R$MM    |   %RL R$MM    |   %RL



Gross GMV (R$ MM)

7,554
11,405

15,689
21,737

2Q20 2Q21 1H20 1H21

+51%

+39%

Net Income (R$ MM)

-176

45

-163

109

1H20 1H212Q20 2Q21

EBITDA (R$ MM)

314
485

935
1,069

2Q20 2Q21 1H20 1H21

+54%

+14%

Gross Margin (%)

2Q20 2Q21 1H20 1H21

30,7% 30,7%30,8% 31,1%

+10bps +40bps

37



.

Gross Profit
2Q20 Op.

CDCI + Cards

30.7%
2.2%

Commercial Margin

-1.0%
-0.3%

Services

-0.7%

Gross Profis
2Q21 Op. and Cont. GP 

30.8%

.

+10bps

1.621 170 -80 -24 -56 2.429R$ MM

38

Freight and Assembly

COMMERCIAL MARGIN

• Difal benefit 

• Business negotiation

CDCI + CARDS / SERVICES / FREIGHT AND ASSEMBLY 

• Store closings directly impacting these revenues



.

Boosting Digital 
Business

banQiSG&A
2Q20 Op.

Productivity 
Gain

-1.5%

Closed Stores

-1.4%
-0.3%

1.7%

Delivery 
Logistics

1.7%

SG&A

-25.9% -25.5%

.

+400bps

-1,365 -110 -24 137 -2,006R$ MM -118 137

39

Impact of closed stores

• Lower operational leverage in

the brick-and-mortar operation in

the quarter due to the large

number of stores closed in April

(57% of the total);

Boosting Digital Business

• Channel mix effect, with an increase in digital sales, which

resulted in greater investments in marketing, reinforcement of

the after-sales support to better support online customers;

• Internalization of the Technology team, with the consolidation of

banQi, AsapLog and I9XP structures.

Strong productivity impact

• Customer Delivery Logistics – greater

participation in delivery via mini hubs

and pick up stores;

• Productivity gains in fixed costs;



.

-3.3%

3.0%

0.2%

Net Income
2Q20 Op.

EBITDA

1.4%

DEPRECIATION

-0.4%

RNO Net Income
2Q21 Op.

0.6%

2020 Assets
Effect

-0.4%

FINANCIAL EXPENSES

• Spread cost reduction, debt extension

• Lengthening of debt at a relatively lower cost;

• Earnings with supplier portal;

• Dilution of the asset base due to sales performance.

132-28R$ MM 16 110 236 -28-176

+390bps

40

FINANCIAL
EXPENSES

PHYSICAL ASSETS:

• Strong dilution of the asset base due to sales performance.
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Net Cash (R$MM) 2Q20 2Q21 2Q20 vs 2Q21

Cash and Cards 7,409 6,315 -1,094

(+)Supplier Antecipation Portal   26 401 375

Cash, Card and Portal 7,435 6,716 -719

Bank Debit -4,507 -4,460 48

Net Cash 2,928 2,256 -671

1,694

358

1,233

75 100

772

114 114

2T 2022

2,341

3,945

1T 2022

401

2021 3T 22 4T 22 2023 2024 2025 2026

Cash

Card

Portal 0

6,716

Liquidity

Debt amortization schedule
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651

5,141

730

1,387

3,975

2,341

Investments

(41)(903)

Initial Cas Lease

132

Net Income ∆ Assets
and

Liabilities

Depreciation
and Provisions

(272)

Cash flow
from

operations

(184)

Debt

(250)

Portal Final Cash

401

7.179
6.717

285

2Q21 Cash

Card

Portal

Low consumption in Q21:

• Better WK mgt;

• Monetization of taxes;

• Acceleration of capex
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1.238 (627)

(3.149)

766

4.743

2.666

(925)

401

(307) 375

3.975

2.341

26

2.677

7.435
6.716

Last 12 months

Cash

Card

Portal

Investments LeaseNet Income ∆ Assets
and

Liabilities

Depreciation
and Provisions

Cash flow
from

operations

Debt Portal Final CashInitial Cas

Low consumption in 12 months

• Better WK mgt; – greater investments in inventory to support GMV growth;

• eMonetization of taxes;

• Acceleration of capex
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IT Expansion Infrastructure 1H21

227

366

58

81
MAIN INVESTMENTS

IT: Technology Platform, Logistics 

Systems to support increased digital 

sales

Expansion of Stores: 19 new stores 

between January and June, with several 

more ahead

Infrastructure: Stores, DCs and Head 

Office
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This presentation may contain forward-looking statements Such information may reflect not only historical facts, but also

the wishes and expectations of the Company's management. Actual results and performance may differ materially from

forward-looking statements due to a large number of risks and uncertainties, including but not limited to those risks

described in the Reference Form filed on the Company's Investor Relations website and with the CVM.

The statements contained in this report concerning the Company's business outlook, market potential and the

Company's growth are mere forecasts and were based on Management's beliefs, intentions and expectations regarding

the Company's future. These expectations are highly dependent on market changes, economic performance of the

Brazilian economy, industry and international markets, and are therefore subject to change.

This report is currently up-to-date and Via is under no obligation to update it to reflect new information and/or future

events.



ri@viavarejo.com.br | https://ri.viavarejo.com.br

+55 11 4225 7264

Investor Relations
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Orivaldo Padilha
CFO and IRO

Thais Lima
IR Coordinator

Daniela Bretthauer
IRO

Gabriel Succar
IR Manager

Daniel Morais
IR Coordinator

mailto:ri@viavarejo.com.br

