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C U R R E N T  S C E N A R I O



Brazilian food retail 
company¹

THE LARGEST AND 
MOST PRESENT 

customer flow 
per month 3

~40M 

in the countryõs retail 
sector: R$ 12 billion 2

VALUABLE BRAND 
The most 

household penetration
in Greater S«o Paulo◄

~60%

¹ Abras and NielsenIQ Homescan

² Interbrand, Brand Finance 

and TM20 + Infomoney
3 One ticket equals 1.5 customers
4 NielsenIQ Homescan

TODAY ASSAĊ ISé

ALWAYS
EVOLVING, 

3



30 39 46
60

73 81 85

R$ Billion 

WITH SALES 
EXCELLENCE,
WE DELIVER STRONG 
REVENUE GROWTH

140
STORES 

IN 5 
YEARS

19%
(CAGR 19-25)

~2X
vs 2021

TOTAL STORES 166 184 212 263 288 302 312

New Stores 22 19 28 60 27 15 10

Conversions
47 17 2

Leverage 2.34x 3.85x 4.37x 3.80x 3.04x 2.56x

(66 hypermarket conversions as announced in 2021)

NPS

53
2021

NPS

73
2025

Assaí Gross 
Revenue 
Evolution

2019 2020 2021 2022 2023 2024 2025 
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23%

Restaurants 21%

Small grocery 

stores

6%

Bar

6%

Bakeries

11%

Convenience 

stores

13%

Snack bars

P
O

R
TRAIT OF BR

A
Z

IL

A
SSAÍ ISA

CLIENTS

B2C

14%

Others

ASSAĊõS CUSTOMER BASE IS DIVERSE,
WITH CUSTOMER SEGMENTS WITHIN INDIVIDUAL 

AND CORPORATE PROFILES

CLIENTS

B2B

¹Trends Consultancy 
Study 2024
²IPC Maps 2021; 
Company Data and 
Qualibest Research
³IBGE Data

6%

1 resident per 

household

18%

5+ residents 

per household

23%

2 residents 

per household

25%

4 residents 

per household
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Class A & B1: 44%

Brazil consumption2: 52%
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Brazilian population³: AB = 19% DE = 50%C = 31%
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29%

3 residents per 

household

6%

Pizzerias



HIGHLY PULVERIZED MARKET WITH 
GROWTH OPPORTUNITIES

6% - 8%

Assaí

C&C

20%ð25%

Food Market

Gross Revenue

R$ 1.0 TO 1.3 
TRILLION¹

Other 
Formats

75%ð80%

North

5.7% 11.3%

53.3% 42.4%

Southeast 3

Southwest

16.6% 14.9%

Midwest

10.6% 7.9%

Total GDP2 Population2

171
Stores

13.8% 23.5%

Northeast

82
Stores

29
Stores

21
Stores

Market Share
(Food Market Universe)

10
Stores

¹ABRAS data; Nielsen; 

²IBGE data

³SP (118 stores); RJ (41 stores); MG (9 stores) and ES (3 stores)

77
Stores

15.4% 10.6%

Greater São Paulo
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ASSAÍ IS DEMOCRATIC

AND IS THE 
ESSENCE OF 
BRAZIL 
In the regions where 
it operates, Assaí
has a homogeneous 
penetration among 
different sections of the 
Brazilian population¹ 51%

60%

61%Female

Male

Other/Prefer not to sayGENDER

53%

58%

64%

62%A

B

C

DE

SOCIAL 
CLASS

Penetration 
of Assaí
customers

CLIENTS

PF
AGE 
GROUP

54%

61%

62%

63%

61%

56%18 to 24

25 to 29

30 to 39

40 to 49

50 to 60

60+

¹Online survey conducted between August and December 2024, with a sample in 

the states of SP, RJ, MG, BA, PE, CE, MA, AM, and PA, in municipalities with the 

presence of an Assaístore. N = 18,736. Respondents who indicated that they had 

made a purchase on the network at least once in the 6 months prior to filling out 

the questionnaire were considered Assaícustomers.
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Shifts part of their 

consumption 

toward lower -

priced categories

Seeks new 

product 

options

Choose brands that 

work well pricing and 

promotional strategies

Uses 

different 

buying 

channels 

2 3 41

THE CONSUMER ADOPTS STRATEGIES TO OVERCOME
THE CHALLENGES OF FILLING THE SHOPPING CART
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P R I C E  D I F F E R E N C E

First 
price

R$ 475.00

91kg

Leading 
brand

R$ 817.00

91kg

VS

SAME PRODUCTS, 
DIFFERENT BRANDS

42%

9



A S S A Í  D I F F E R E N T I A L S

ProductivityBrand Our 
Culture

Regionalization



(2) Branding Brasil Ranking 
2024 ςAnacouto

Most 
recognizable 
brick-and-mortar 
and digital retail 
brand (2)

million 
customers on 
WhatsApp 

3.8 million 
followers3.7

Largest retail 
Instagram account 
in Brazil

Destination 
of customers

Uber:

1st 
most requested 
destination in Brazil¹
(1) Excluding airports

NPS 
Comparison

2017 

51
2025

73 CONNECTION
WITH CUSTOMERS

Diverse channels,
messages and media

The most remembered brand in physical and digital retail
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hǳǊ /ǳƭǘǳǊŜ ŀƴŘ ±ŀƭǳŜǎ ǇǊƻǾƛŘŜ ǊŜŎƻƎƴƛǘƛƻƴ ŀǎ ƻƴŜ ƻŦ ǘƘŜ ōŜǎǘ ŎƻƳǇŀƴƛŜǎ ǘƻ ǿƻǊƪ ŦƻǊ ƛƴ 
Brazil

Our Values

Simplicity

 

Customer-centric 

approach

Passion for 

what we do

Commitment to 

results

Care for Our 

People

Ethics

Engagement (1)

2024

82%
We joined the 
National Ranking
of companies with 
more than 
10,000 
employees

(1) GPTW 12



ASSAÍ IS PRESENT THROUGHOUT BRAZIL
AND FACES DIFFERENT COMPETITIVE 

DYNAMICS IN EACH MARKET AND REGION

DIFFERENTIAL
ASSAÍ

13
Regional

Offices

DIRECTIONALSTRUCTURE

12
Distribution

Centers

28
Purchasing 

Cells

4
Marketing 

Centers

Assortment, Pricing

and Regional Communication

+3.7k
suppliers, with 

60% being 

regional

REGIONALIZATION
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DIFFERENT 
STORE FORMATS:
Ability to operate different models and 
segments for different audiences

Layout 
adaptation

Expertise 
in operating 

different store 
formats

NUMBER
OF STORES

Up to 3 
thousand sqm

29 stores

From 3-5 thousand sqm

112 stores

Above 5 
thousand sqm

172 stores
Average area: 

6.0 thousand sqm

Average area: 

4.4 thousand 

sqm

Average area: 

2.3 thousand sqm

Informatization 
of in-store 
processes

14



Assaí
Congonhas

Ability to offer assortment

of products, services and 

correct prices to meet 

diverse consumers

A/B

B

B/C

C

Social 
Class¹

Average household 
income1

~R$ 21 thousand

~R$ 11 thousand

~R$ 6 thousand

~R$ 4 thousand

~
5

K
M

~
8

K
M

~
6

K
M

1Geofusion (IBGE + ABEP classification -

Brazilian Association of Research Companies)

OPERATIONAL 
EXCELLENCE 
IN EVERY STORE

Assaí
Cidade Dutra

Assaí
Teotônio Vilela

Assaí
Interlagos

Congonhas
Teotônio

Vilela

Top Selling 
Brands by 
Category

Jan ðSep/25

Soft drink Coca Zero Dolly

Condensed 

milk
Moça Italac

Laundry 

detergent

Omo 

líquido

Brilhante 

em pó

Mini bread 

rolls
Panco KIM

Beer Original SKOL

15



EXPANSION OF 
THE ASSORTMENT
AND IMPROVED 
SHOPPING 
EXPERIENCE
AIR CONDITIONING, 
LIGHTING, AMPLE 
PARKING, IN-STORE 
SERVICES, SELF-CHECKOUT

16



81 79

30
27

21 20 17 15 11 11 10

Varejo

¹Excludes revenue from the wholesale-distributor format of Atacadão and Mateus | Source: Adapted from ABRAS 2025 ranking (values refer to 2024)

17

(R$ Billion, 2024)

Sales Performance¹

IN FOOD RETAILê
ASSAÍ IS THE LARGEST 

SELF-SERVICE WHOLESALER



(R$ Thousand/m², 2024)

Monthly sales¹ per sqm ðTop 10 Cash and Carry

êAND IN THE 
CASH AND CARRY SEGMENT

ASSAÍ HAS THE HIGHEST SALES PER SQM

4.4
4.2

3.7
3.4 3.4

2.9
2.8 2.8

2.5
2.1

¹Excludes revenue from the wholesale-distributor format of Atacadão and Mateus | Source: Adapted from ABRAS, ABAAS
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B U S I N E S S  M O D E L



Guarulhos Bom Sucesso - SP 20



Vitória Aeroporto - ES 21


