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São Paulo, Brazil, July 13, 2018 - GPA [B3: PCAR4; NYSE: CBD] announces its sales performance in the second quarter of 2018 (2Q18). All comparisons are with the same period in 2017, 

except where stated otherwise. In the financial statements of GPA, on June 30, 2018, due to the ongoing divestment of the interest held by GPA in Via Varejo  S.A. as announced in the 

material fact notice of November 23, 2016, the operations of Via Varejo are treated as discontinued operations and hence the comments below do not include Via Varejo’s performance.   
 

  

2Q18 SALES 
 

▪ Gross sales revenue grew 9.9% to R$12.8 billion, supported by faster growth at Multivarejo and the solid 

performance of Assaí  

▪ Same-store gross sales excluding the calendar effect advanced 5.1%, representing important growth in 

relation to 1Q18 (+2.8%), confirming the strong recovery in sales at Multivarejo that began in March. All 

banners posted strong sales volume growth 

▪ Multivarejo’s market share has been increasing since March, resulting in a 100 bps gain accumulated for 

the months of April and May (source: Nielsen), with Extra Hiper and Pão de Açúcar driving growth 

▪ Higher penetration of the My Discount application, which already has registered around 6.0 million 

downloads and growth of approximately 35% in monthly purchases by loyal customers 

▪ The multi-channel, multi-format portfolio and the team’s firm commitment made it possible to mitigate 

the impacts from the truck drivers’ strike, enabling us to reaffirm our guidance for 2018 

 

 
 

 (1) Includes Extra Hiper stores converted to Assaí, which in 2Q18 contributed 90 bps to Food and 220 bps to Assaí. 
 (2) In 2Q18, the calendar effect was -140 bps at GPA Food, with -220 bps at Multivarejo and -20 bps at Assaí. 

 

MULTIVAREJO: 

▪ Total gross sales revenue of R$7.0 billion, with significant same-store growth excluding the calendar effect of 5.3%.  

Despite the continued deflationary effect, sales growth accelerated at all banners:  

 

 

 
* Same-store gross sales adjusted by the effect from the fire at the DC, based on the information published in the 1Q18 Sales Release 

 

▪ Multivarejo’s strong performance reflects: (i) the higher penetration of the new loyalty-building and personalization 

tools “My Discount” and “My Rewards”; and (ii) the more-dynamic promotions, the higher visibility of promotions 

inside stores and the successful promotional activations; 

▪ The truck drivers’ strike had an estimated negative effect on sales in the quarter of around 70 bps; 

 

R$ million
Total

Growth

SSS growth

ex calendar (1)(2) R$ million
Total

Growth

SSS growth

ex calendar (1)(2)

Food Business 12,772 9.9% 5.1% 11,775 10.4% 5.4%

     Multivarejo 7,030 1.2% 5.3% 6,497 1.7% 5.8%

     Assaí 5,742 22.8% 4.7% 5,278 23.5% 4.7%

∆  2Q 2018/ 2Q 2017 ∆  2Q 2018/ 2Q 2017

Gross Sales Net Sales

2Q18 1Q18* 
∆ 2Q18 x 

1Q18

Multivarejo 5.3% 1.1% 420 bps

Extra Hiper 4.1% 2.1% 200 bps

Extra Super -1.3% -3.2% 190 bps

Pão de Açúcar 7.9% 1.2% 670 bps

Proximity 5.3% -7.8% 1310 bps

Same Store Gross Sales - ex calendar
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▪ As part of the ongoing Digital Transformation strategy, Pão de Açúcar and Minuto banners started accepting digital 

payment methods, such as Apple Pay and Samsung Pay, among others; 

▪ Expansion of Store-in-Store project at Extra and Pão de Açúcar stores to boost the value proposition of hyper and 

supermarkets formats with the one-stop-shop concept. It currently has the following partners: Etna, Bacio di Latte, 

Daiso and Swift, being some in phase of rollout and others in phase of tests. 

 

Performance by Banner 

▪ The performance of the Extra Hiper format was driven by the expansion of commercial actions, with the highlight 

promotional activations such as Extra Tuesday & Wednesday, Pink Friday and specific actions during the FIFA World 

Cup. In addition, the launch of the campaign Collect & Win, which offers unique benefits to customers in the Clube 

Extra loyalty program, contributed to this performance.  As a result, the banner registered a strong market share gain 

on a same-store basis, with expansion of 210 bps accumulated for the months of April and May (source: Nielsen, 

considering hypermarket segment) . The non-food categories continued to post double-digit growth, maintaining the 

trend of significant market share gains, despite the strong comparison base.  

 

▪ The Extra Super format registered an important recovery in sales and volumes compared to last year.  

To gain greater acceptance by the target public, we launched two pilot projects: 

(i) Compre Bem: a pilot project involving the conversion of 20 stores with the goal of entering a market niche 

currently occupied by regional supermarkets. The store model will be better adapted to the needs of the 

consumers in the regions where stores are located. The service and assortment of the perishables category 

will be reinforced, while other categories will have a leaner assortment. Compre Bem will be managed 

independently of the Extra Super banner in order to streamline operational costs, especially logistics and IT.  

(ii) Mercado Extra: pilot project at 10 stores. The goal is to reinvigorate Extra Super by reinforcing the quality of 

perishables and customer service, with a focus on the B and C income groups. There will be no changes to the 

stores’ operating model, which will continue to be managed by the Extra banner. 

 

▪ Pão de Açúcar posted significant growth and the best performance of the Multivarejo banners. The effectiveness of 

the brand’s positioning, which is focused on service quality and unique assortment, combined with the success of 

marketing campaigns such as “Collect & Win” and the promotions related to the FIFA World Cup, contributed to the 

quarter’s performance. In addition, since March, the stores renovated during 2017 already have delivered significant 

improvement in sales growth compared to other stores. More than 20 renovations are planned for 2018, with 6 

delivered already in 2Q18.  

Furthermore, 30 stores will be included in the Premium Project to offer customers a high-end experience by improving 

the quality of perishables, customer service and differentiated assortment. 

 

▪ The Proximity formats posted a significant reversal in their growth trend, resulting in strong same-store sales growth 

and double-digit growth in volumes, especially in the perishables category. The result reflects the reactivation of 

promotions, the adjustments to the assortment and prices by region and better alignment of promotions across 

banners (Minimercado Extra and Extra / Minuto Pão de Açúcar and Pão de Açúcar).   

 

ASSAÍ:  

▪ Gross sales revenues of R$5.7 billion, up 22.8%, an increase of over R$ 1 billion in sales over the previous year. This 

result is due to the excellent performance of the stores opened in the last 12 months combined with same-store 

performance; 

▪ In the quarter, the promotional actions related to the World Cup and “Festa Junina” stand out, especially for the 

beverages  category.  In addition, a number of cooperative actions were carried out with suppliers, such as the 

"Accelerate Your Life" campaigns, "P&G Free purchase", "New house with everything ready to support your team", 

"Mother's Day Special" and "São João" (Northeastern Brazil); 

▪ Sales growth translated into strong market share gains of around 200 bps in April and May (source: Nielsen);  

▪ Same-store growth excluding the calendar effect stood at 4.7% (2.5% excluding conversions), driven by gains in 

volume and customer traffic. The performance was mainly affected by:   

(i) the continued food deflation of around -2.8%, with the trend improving at the end of the quarter; 
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(ii) the strong comparison base of 2Q17, when growth was +14.1% (+12.5 excluding conversions); 

(iii) deactivation in May of two distribution centers in São Paulo, located at Raposo Tavares and Arujá, to 

consolidate operations at the new distribution center in Cajamar, which was starting its operations less than a 

month ago. 

(iv) the truck drivers strike that affected Assaí more severely due to its supply model. This effect, coupled with the 

move to the new DC, resulted in an estimated negative impact of over 100bps on same-store growth; 
 

▪ Recovery of sales trend at the end of the quarter as a result of the normalization of inventories, with same-store growth 

excluding conversions in June above a mid-single digit, returning to the level of previous quarters; 

▪ For the third consecutive year, the banner won the "Best Wholesaler of São Paulo"  award given by the Folha de São 

Paulo newspaper; 

▪ In the quarter, three new stores were opened, totaling 20 openings in the last 12 months in nine different states of 

Brazil. Nine stores are under construction and one is undergoing conversion. The 17 Extra stores converted into Assaí 

continued to deliver strong revenue growth of around 2.5 times, confirming the project’s effectiveness. However, the 

contribution of these stores to same-store sales growth is less relevant given that some of these stores have been 

operating under the Assaí banner for over a year; 

▪ After the conclusion of the roll-out of the Passaí Card across all stores under the banner, the active portfolio reached 

335,000 clients, with average monthly issuance around 45,000 cards. This shows the high acceptance of the product’s 

value proposition: "Cash and Carry price for whatever quantity purchased". 

 

EVOLUTION OF STORES 

In the quarter, 3 Assaí stores were opened, with one converted from Extra Hiper. The banner ended the period with a total of 

130 stores. 

 

  

03/31/2018 Openings
Openings by 

Conversion
Closings

Closing to 

Conversion
06/30/2018

Pão de Açúcar 186 186

Extra  Hiper 113 113

Extra  Supermercado 187 187

Minimercado Extra 183 183

Minuto Pão de Açúcar 82 82

Assaí 127 2 1 130

Other Bus iness 194 -1 193

Gas stations 71 -1 70

Drugstores 123 123

Total Stores 1,072 2 1 -1 0 1,074

Sales Area ('000 m2) 1,788 1,802

GPA Food
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II. Additional information 

Investor Relations Contacts 
 

Daniela Sabbag 

Isabela Cadenassi 

 

Telephone: 55 (11) 3886-0421 

Fax: 55 (11) 3884-2677 

gpa.ri@gpabr.com 

www.gpari.com.br 

 

About GPA: GPA is Brazil’s largest retailer, with a distribution network comprising over 2.000 points of sale as well as electronic channels. Established in 1948 in 

São Paulo, it has its head office in the city and operations in 20 Brazilian states and the Federal District. With a strategy of focusing its decisions on customers 

and better serving them based on their consumer profile in the wide variety of shopping experiences it offers, GPA adopts a multi-business and multi-channel 

platform consisting of brick-and-mortar stores and e-commerce operations, divided into three business units: Multivarejo, which operates the supermarket, 

hypermarket and Minimercado store formats, as well as fuel stations and drugstores under the Pão de Açúcar and Extra banners; Assaí, which operates in the 

cash-and-carry wholesale segment; GPA Malls, responsible for the management of property assets, expansion projects and inauguration of new stores; and Via 

Varejo’s discontinued operations, with its bricks and mortar electronics and home appliances stores under the Casas Bahia and Pontofrio banners, and the e-

commerce segment.   

 

Disclaimer: Statements contained in this release relating to the business outlook of the Company, projections of operating/financial results, growth prospects of 

the Company and market and macroeconomic estimates are merely forecasts and are based on the beliefs, plans and expectations of Management in relation to 

the Company’s future. These expectations are highly dependent on changes in the market, Brazil’s general economic performance, the industry and 

international markets, and hence are subject to change. 

 

III. Appendix 
  

Company’s Business: The Company’s business is divided into two segments, namely Retail and Cash & Carry, 

grouped as follows: 

 

 
Food Segment: Represents the combined results of Multivarejo and Assaí, excluding equity income (loss) from 

Cdiscount, which is not included in the operating segments reported by the Company. 

  

Growth and Changes: The growth and changes presented in this document refer to variations from the same period 

last year, except where stated otherwise. 

 

 

http://www.gpari.com.br/

