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Relevant Legal Information

Disclaimer

This presentation may contain statements that express MOBLY S.A. (“MOBLY”) management’s expectations,
beliefs and assumptions about future events or results. Such statements are not historical facts and are based on
currently available competitive, financial and economic data of the industries in which MOBLY operates.

The verbs "anticipate", “believe", "estimate", "expect", “forecast", "plan", "predict", “target”, “aim”, ”seek” and
other similar verbs are intended to identify these forward-looking statements, which involve risks and
uncertainties that could cause actual results to differ materially from those projected in this presentation and do
not guarantee any future MOBLY performance. The factors that might affect MOBLY’s performance include, but
are not limited to: (i) market acceptance of MOBLY’s products; (ii) volatility related to the Brazilian economy, to
the economies of the countries to which MOBLY maintains a commercial relationship, the financial and securities
markets and the highly competitive industries MOBLY operates in; (iii) changes in domestic and foreign legislation
and taxation, as well as in government policies related to the domestic and foreign markets; (iv) increasing
competition from new entrants to the Brazilian and international markets; (v) ability to keep up with rapid
changes in the regulatory and technological environments; (vi) ability to maintain an ongoing process for
introducing competitive new products and services while maintaining the competitiveness of existing ones; (vii)
ability to attract customers in domestic and foreign jurisdictions; and (viii) the impacts arising from the pandemic
caused by COVID-19. Other factors that could materially affect MOBLY’s results can be found in MOBLY’s
Reference Form, as filed with the CVM - Comissão de Valores Mobiliários.

All forward-looking statements in this presentation are based on information and data available as of the date
they were made and MOBLY undertakes no obligation to update them in light of new information or future
development.

This presentation does not constitute an offer to sell or a solicitation to purchase any security.
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Agenda

❑ Block 1 – Highlights

❑ Block 2 – Growth

❑ Block 3 - Profitability

❑ Block 4 - Looking Ahead
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● In 2020, Mobly reached a GMV of R$ 950.3m (+57.6% vs 2019) and R$ 603.1m in Net Sales (+48.2% vs 2019)

● EBITDA in 2020 was also the company’s historical record, at R$ 7.9m (vs -R$7.1m in 2019)

● By the end of the year, Mobly had reached over 984.7k active customers (+48.7% vs 2019)

● Mobly also had a strong Q4-20 with GMV at R$ 265.5m (+35.6% vs Q4-19) , despite being a challenging quarter 
suffering from severe lack of raw materials in the industry that caused longer delivery times and higher costs

● EBITDA of Q4-20 (-R$ 6.4m) was negatively impacted by a one time effect of IPI taxes (-R$ 6.9m) despite us 
having a valid injunction - otherwise, Q4-20 would have been positive as well

● Mobly’s key metrics have improved in 2020 - Private Label, MoblyLog and our Own Marketplace (Seller Center) 
- directly impacting our contribution margins and allowing Mobly to have 1.4x First Order Profitability in 2020

● Our physical retail also showed strong performance and resilience, with GMV growing by 32.0% vs 2019 
overall and by 13.6% in same store sales (in our Megastore - H2-20 vs H2-19 after stores reopened)

● Several of our IPO initiatives are already ongoing and we expect to start seeing results as early as Q2-21 -
stopped anticipation of receivables, paid back loans, started vendor financing, started marketing acceleration

● GMV in Q1-21 has started to accelerate after the IPO as a result of some of these initiatives (GMV of Feb-21 
and Mar-21 +50% vs 2020) - we are closely monitoring the Covid restrictions and their impact in both our online 
and offline channels (currently closed)

● Lastly, many tech initiatives are already done, in progress or planned for this year, shall provide significant 
improvements in delivery times, security and data protection, omni channel experience and payment 
solutions

Mobly had a strong 2020 both in terms of growth and profitability as has 
already started to deploy its IPO plan to continue its growth path for 2021
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Mobly presented very strong top line and customer acquisition growth, and a 
consistent improvement in profitability during FY2020

Notes: 1) Gross Merchandise Value, please refer to slide detailing definition and calculation
2) Personnel, Other G&A and Adj, EBITDA excluding non-recurring items

4Q20 (6.4)
(558.3% QoQ)

182.4
(43.4% QoQ)

265.5
(35.6% QoQ)

7.9
(-212% YoY)

603.1
(48.2% YoY)

950.3
(57.6% YoY)

FY 2020

385.0k
(21.2% QoQ)

984.7k
(48.6% QoQ)

(23.7)
(-3,548% QoQ)

4Q20

1491.8k
(49.6% YoY)

984.7k
(48.6% YoY)

(40.3)
(-5.3% YoY)

FY 2020

Adjusted EBITDA (2)Net RevenueGMV (1)

In BRL 
Millions and 
in % of 
Revenue

Number of OrdersActive CustomersNet Profit

In BRL 
Millions and 
in % of 
Revenue
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GMV grew 57.6% YoY and 35.6% QoQ – our core online business grew by 
60.8% while stores grew 32% in 2020 despite lockdowns relative to COVID-19

Notes: 1) Services Revenue includes marketing incentives and commissions on partners and sellercenter 
sales and also assembly services 

Online
(web+seller+mktplace)

Physical Stores

Gross Merchandise Value – in BRL Millions

57.6%35.6%

60.8% 32.0%18.6%38.4% 13.6%

Same Store Sales (SSS)
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Our own marketplace (Seller Center) continues to become more and more 
relevant, growing by 75.5% in 2020 - focus on complementary assortment 

Notes: 1) Gross Merchandise Value, please refer to slide detailing definition and calculation
2)

Gross Merchandise Value – in BRL Millions

75.5%

42.6%

Our Seller Center is an important driver of recurrence (36% more relevant amongst recurring 
customers) and we will add Home Improvement in 2021
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For Q1-21, we expect a GMV growth of 50.3% YoY, with sales starting to 
accelerate after the IPO

Notes: 1) Gross Merchandise Value, please refer to slide detailing definition and calculation

Gross Merchandise Value – in BRL Millions

We are closely monitoring the impacts of COVID-19 both on Offline and Online channels -
short / medium term effect on sales still uncertain

50.3%

First order 
Profitability at 
1.2x in Mar-21

38.1% 58.8% 56.4%

IPO
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● Mobly operated Q4-20 with pressure in margins - most suppliers increased prices due to lack of raw 
materials in a period the Company could not adjust prices to consumers (Black Friday)

● Our share of Imports, which have higher margins than national items, were also reduced in 2020 due to 
the pandemic - this presents an important margin gain opportunity for 2021

● On the other hand, Private Label continued to increase, reaching 42% of Sales, and constantly improving 
overall gross margins

Gross margin was relatively stable year over year - growth in private label 
acted positively, but Q4-20 was severely impacted by market conditions

COGS - as a % of Net Revenues

3.3 pp 0.7 pp

% of Private Label in Net Revenues % of Imported in Net Revenues
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Both fulfillment and marketing expenses decreased vs. 2019 - driven by an 
increase in MoblyLog deliveries and First Order Profitability, respectively

Fulfillment Costs - as a % of Net Revenues

Marketing & Sales Expenses  - as a % of Net Revenues

(1.0)pp (0.4)pp

0.6 pp (1.6)pp

First Order Profitability

16.7%

GMV transported by Moblylog

45.8%
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This combination of growth and contribution margins improved our EBITDA in 
2020 - one time effects in both 2019 and 2020 blur actual improvement
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● Significant improvement in profitability (EBITDA), combined with other 2 factors:

○ Non-cash P&L provisions - IPI effect in Q4-20 and provisions for aged 
receivables throughout the year impacted the year’s EBITDA with no cash 
effect

○ Non-recurring items such as IPO-related expenses (with cash disbursement in 
Q1-21) and stock options valuation also impacted 2020 profitability with no 
cash effect

● Improvement in Working Capital due to longer delivery times by year-end

● Negative effect from increase in interest payments due to higher bank loans amounts

Cash flow from operations also significantly improved in 2020 compared to 2019, 
mostly driven by the improvement in profitability

Key drivers of 
operating cash flow

improvement
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• Expansion of physical store model – 1 new megastore already under construction 
(Shopping Dom Pedro - Campinas) and in negotiations with other locations to 
meet the 2021 plan

• Offer Vendor Financing – negotiations with suppliers already ongoing - impact in 
payables and gross margin expected as of Q2-2021

• Decentralized logistics footprint – New MoblyLog hub in MG to be launched in 
Q2-21 and in negotiations for other locations

Mobly has started to deploy the IPO proceeds in initiatives that shall accelerate 
sales and EBITDA growth – many already undergoing

Key Initiatives

• Payback Credit Lines – R$70m in credit lines paid back in Q1-2021Strengthening of 

Balance Sheet

(50%)

Marketing 

Expenditure

(35%)

• Boost IT capacity– new IT org structure defined and currently in hiring process for 
all positions

• Increase Online Marketing Expenditure – started in Feb-2021 after IPO - focus on 
maximizing growth while maintaining positive first order profitability 

CAPEX and IT 

Expansion

(15%)

• Launch TV/Youtube Campaign to Strengthen Brand – Planned for H2-2021 - in 
discussion with agencies and TV networks, but no commitment yet

• Stop Anticipation of Receivables – expect increase in receivables for the next 12 
months and immediate reduction in financial expenses

Ongoing

Ongoing

Done

Ongoing
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Several IT initiatives planned for 2021 are expected to bring significant improvements 
in security, efficiency, shopping experience, and logistics

Key Initiatives

Scale Up 

Stock 

Integration 

with 

Suppliers

Logistics

Scale Up 

Click & 

Collect 

Feature

Scale Up 

Ship From 

Store

Feature

Next Day 

Delivery 

From 

Warehouse

Security and 

Efficiency

New 

Customer 

Service 

System

LGPD

Compliant

PCI 

Compliant
Cloud Cost 

Reduction

OngoingDone

Shopping 

Experience

On Site 

Experience
H1-21 Focus on 
Cart, Checkout 

and App

Social 

Commerce
Onsite and 

Social Media 

Live Streaming 

with Influencers

PIX and 

Instant 

Boleto 

Payment 

Methods

Consumer 

Financing 

in Physical 

Stores
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Thank you!

Victor Pereira Noda
CEO

Marcelo Rodrigues Marques 
CFO and IRO

Felipe Tavares Del Chiaro
Investor Relations Manager

www.investors.mobly.com.br
ri@mobly.com.br

http://www.investors.mobly.com.br/
about:blank

