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São Paulo, Brazil, October 16, 2019 - GPA [B3: PCAR4; NYSE: CBD] announces its sales performance for 3Q19. Information provided here is preliminary, unaudited and subject to review. 

The information was determined based on consolidated figures and denominated in Brazilian reais, in accordance with Brazilian Corporation Law. Change and growth calculations are in 

comparison with the same period the previous year, except where stated otherwise. All comments on same-store sales performance are adjusted for calendar effects. 

 

GPA Sales Performance in 3Q19 
 

Total sales of R$14.6 billion, maintaining a strong growth of 9.5%, despite 240 bps drop in food inflation in 3Q19 vs 

1H19 

▪ Assaí: substantial 18.9% growth in gross revenue,  increasing  R$ 1.2 billion driven by the strong  expansion of 

19 stores in the last 12 months and  continued increase in customer traffic; 

▪ Pão de Açúcar: the 28 renovated stores posted growth of 12.0% and already account for 25% of the banner’s 

sales; 

▪ Proximity: double-digit growth for the fifth consecutive quarter, reaching a performance of 17.5%, despite the 

strong  comparison base of 13.1% in 3Q18;  

▪ Mercado Extra: growth of 7.0%, despite the strong growth of 24.9% in 3Q18; 

▪ Compre Bem: significant increase in customer traffic and maintenance of sales growth pace at above 30%, in 

line with growth in recent quarters;   

▪ Extra Hiper: highlight for the resumption of growth in the non-food category. Sales performance was influenced 

by the strong comparison base of 7.4% in 3Q18, the highest in the year;  

▪ Food E-commerce: growth of over 30%, mainly resulting from the progress in the Express delivery model (107 

stores) and Click & Collect (113 stores). 
 

Accelerated transformation of store portfolio:     
▪ Assaí: 

o 5 stores opened in the quarter, totaling 9 new stores in 9M19;  

o More than 10 stores slated to open in 4Q19, bringing total store openings in the year to around 20. The 

banner will have around 165 stores by year-end, and presence in approximately 20 Brazilian states; 

o Another 6 stores are under construction and slated for opening in 2020, continuing the national expansion 

plan of the banner. 
 

▪ Multivarejo: 
o 2 Pão de Açúcar refurbished stores in the quarter, totaling 28 renovated stores. By the year-end, other 20 

Pão de Açúcar stores will be renovated, totaling around 50 stores that will account for roughly 40% of the 

banner’s sales; 

o 39 Extra Super stores converted into Mercado Extra in 3Q19, totaling 82 stores. In 4Q19, approximately 20 

stores will be transformed into Mercado Extra and about 15 into Compre Bem, to reach roughly 70% of the 

Extra Super portfolio in these formats; 

o 1 Minuto Pão de Açúcar store opened in the quarter and 9 stores under construction, which will be opened 

in 4Q19. 
 

Consistent progress in digital transformation initiatives, especially: 

▪ James Delivery: operation already represents about 50% of online orders at the 35 stores where it is available. 

Already operating in 12 cities, in line with expansion plan perspective by the end of 2020. 

▪ Loyalty Program: More than 20 million loyal customers and 10 million downloads of “Pão de Açúcar Mais” and 

“Clube Extra” App; 
 

“The third quarter of 2019 was marked by the evolution of our strategy to expand and adjust our formats, which 

reflected in a store portfolio that is increasingly aligned with the consumer scenario and prepared to capture economic 

movements. Prospects of a better consumption scenario, driven by the release of worker’s severance fund (FGTS) 

withdrawals and the implementation of public pension and tax reforms, combined with the continuation of our 

strategies, make us confident of a more promising fourth quarter.” 

Peter Estermann, Chief Executive Officer of GPA 
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(1) To reflect the calendar effect, 3Q19 was increased by 20 bps in GPA Food, with 30 bps in Multivarejo and 0 bps in Assaí. 

 

Assaí: for another quarter, the banner maintains strong total sales growth pace  

▪ Gross revenue totaled R$7.6 billion, mainly led by:  

o significant performance of new stores opened in 2018, which matured quickly; 

o solid customer traffic and ‘same-store’ sales growth of 3.2%. This threshold reflects the strong 

comparison base of the last 5 years, when posted an average growth above 10%;  

o significant gain in market share: +200 bps. 

▪ Inauguration of 5 new stores in five different states in the quarter: São Paulo, Rio de Janeiro, Bahia, 

Piauí and Pará, totaling 153 stores. Assaí continues its nationwide expansion plan, opening 

approximately 20 stores in the year; 

▪ Continued growth in the issue of Passaí cards: around 930 thousand cards issued already, with 

penetration above 5% of total sales; 

▪ Recent Assaí recognitions:  

o The ‘Best Cash & Carry in the City of São Paulo’ by Datafolha, elected for the fourth 

consecutive time; 

o The ‘Most Admired Cash & Carry in Brazil’ by IBEVAR;  

o The 22nd position in Interbrand’s 2019 Most Valuable Brazilian Brands; 

o Winner of the Estadão “Empresas Mais” award, among the 1,500 largest companies in Brazil 

and in its segment. 

 

Multivarejo: marked performance of renovated Pão de Açúcar stores and stores converted into Mercado 

Extra and Compre Bem, and acceleration of Proximity formats 

▪ ‘Same-store’ sales performance reflected: 

o the continuously frail economic scenario, with unemployment rate still remaining high and a 

restrictive consumption environment, resulting in pressure on volumes; 

o strong comparison base of 6.1% in 3Q18, the highest in the year; 

o lower food inflation in the quarter; 

▪ Private Label brands reached 12.7% of Multivarejo food sales, increasing 110 bps from previous year, 

driven by the entry in new categories such as craft beer, sodas, fermented milk and dairy-based 

desserts. 
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Performance by Banner  

 
 

 

▪ Extra Hiper: performance was influenced by the strong comparison base of 7.4% in 3Q18, the highest in 

the year. The highlight was the resumption of growth in non-food categories, driven by commercial 

activation efforts. Continuing the store in store initiative, Extra partnered with Ri Happy, strengthening 

the shopping experience in the toy category, complementing the hypermarket's one-stop-shop concept. 

 

▪ Extra Super: stores converted into Mercado Extra grew 7.0%, despite strong growth in 3Q18 (24.9%). 

Non-converted Extra Super stores faced greater difficulties in reacting to a more cautious consumer 

market. Compre Bem stores continued to register significant growth, above 30%, although same-store 

sales were not considered in 3Q19 due to the closing of stores for conversion in 3Q18, which impacted 

SSS of Extra Super in the quarter approximately 300 bps. 

 

▪ Pão de Açúcar: sales increased in relation to the previous quarter. Notable was the growth in same-store 

sales at the 28 renovated stores (G6 and G7) by 12.0%, underlining the success and acceptance of the 

concept. 

 

▪ Proximity formats posted double-digit growth (17.5%) for the fifth consecutive quarter, despite the 

strong 13.1% growth in 3Q18. These also registered an increase in volume and customer traffic due to 

greater alignment of commercial strategies with Pão de Açúcar and Extra, revisions of assortment and 

higher penetration of Private Label brands. As a result, the format captured market share in the proximity 

segment. 

 

Omnichannel approach: double-digit increase in online sales reflects the ongoing implementation of the 

“Digital Transformation” strategy and consolidates GPA’s leadership in the segment 

E-commerce: 

▪ The “Express” and “Click & Collect” delivery formats are already offered in 113 stores of Pão de 

Açúcar and Extra banners, with 107 stores operating both delivery formats, and registered sales 

growth two times higher than in the same period last year. By the year-end, more than 120 stores 

will offer the formats; 

▪ The importance of channel complementarity is evidenced by the 40% increase in consumption by 

customers who migrated to the omnichannel, besides spending twice as much as other consumers; 

▪ James Delivery expanded its operations to Sorocaba, Teresina, Recife, Salvador, Niterói, Rio de 

Janeiro, Palmas and Campo Grande, totaling 12 cities, in line with expansion plan perspective by the 

end of 2020. With more than 1,000 partners, the operation already accounts for 50% of the online 
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orders at the 32 stores where it is offered. Year-to-date, James has grown more than 30% month 

over month. 
 

Loyalty Programs: 

▪ Solid growth of the loyalty program, totaling approximately 20 million users, up 17% from the same 

period a year ago;  

▪ The “Pão de Açúcar Mais” and “Clube Extra” apps  have already accumulated more than 10 million 

downloads by the end of the quarter, a 50% growth over the same period of 2018. Reflecting the 

attractiveness of customized offerings and the migration of mass activations to the app, customers 

that use My Discount visit stores 95% more frequently than other customers, in addition to having a 

higher average ticket. 

 

 Innovation: 

▪ Cheftime, the startup, which offers ready-to-eat and partially-cooked meal kits, reached more than 

80,000 meals sold in the year. The ready-to-eat solution for stores was expanded, selling, in the third 

quarter alone, roughly five times more than in the first half of the year; 

▪ Startups: The Company has been addressing mainly 3 pillars: Retailtechs, Foodtechs and Services & 

Concepts. As a result of the partnerships, more than 65 products from food startups are already 

available, new concepts such as the urban garden have been implemented, while the offer of in-

store and app services saw an expansion to include, among others, Lime, Rentbrella, Pet Parker and 

Get Ninjas. 

 

 

Shopping experience: 

▪ Self-checkout: implemented in 2 stores, it is used by more than 25% of the customers, promoting a 

more efficient and seamless experience; 

▪ Pre-scan: check-out process where an employee scans the products while the customer is still in line 

to expedite the process, it already benefits more than 10% of customers by reducing waiting time in 

lines; 

▪ Scan & Go: represents over 15% of sales and over 10% of tickets from the store where it operates. 

  



 
 

                                                                       5 

 

Store portfolio 

 

In the quarter, 5 Assaí stores were opened, bringing the banner total to 153. Also, 39 stores were converted from Extra 

Super into Mercado Extra and 10 stores were already closed in the quarter for conversion into Compre Bem. In the 

Proximity format, 1 Minuto Pão de Açúcar was opened. 

 

 

 
 

 

 

 

Net Sales Performance  

 
(1) To reflect the calendar effect, 3Q19 was increased by 20 bps in GPA Food, with 30 bps in Multivarejo and 0 bps in Assaí. 
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II. Additional information 

Investor Relations Contacts 
 

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 food retailer and the second largest company in the Cash & Carry segment, 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, 

Extra and Compre Bem banners; Assaí, which operates in the cash-and-carry wholesale segment; GPA Malls, which is responsible for managing the Group's real 

estate assets, expansion projects and new store openings.   

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: 

 
 

 

 

http://www.gpari.com.br/
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Compre Bem: Project involving the conversion of stores with the goal of entering a market niche currently occupied 

by regional supermarkets. The store model is more aligned with consumer needs in the regions where the stores are 

located, with reinforcement of service level and assortment of perishable categories. Compre Bem is managed 

independently from the Extra Super banner with the focus on simplifying operating costs, especially logistics and IT. 

  

Mercado Extra: Project aimed at reinvigorating Extra Super by reinforcing the quality of perishables and customer 

service, with the focus on B and C income groups. There is no change in the store operating model, which continues 

to be managed by the Extra banner. 

 

‘Same-store’ growth: Same-store growth, as mentioned in this document, is adjusted by the calendar effect in each 

period.  

 

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

last year, except where stated otherwise. 

 

James Delivery (last miler): Multiservice platform for ordering and delivering in minutes diverse products selected by 

our customers, including restaurants, and integration with our supermarkets and drugstores. 

 

Cheftime: pioneering foodtech startup that offers cook-at-home meal kits and ready-to-eat meals, expanding the 

ready-to-eat solutions available at stores in order to offer and lead new concepts in food products and services. 


