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Disclaimer

The material that follows is a presentation of general background information about Raia S.A. (the “Company”) as 

of the date of the presentation. It is information in summary form and does not purport to be complete. It is not 

intended to be relied upon as advice to potential investors. This presentation is strictly confidential and may not be 

disclosed to any other person. No representation or warranty, express or implied, is made concerning, and no 

reliance should be placed on, the accuracy, fairness, or completeness of the information presented herein. 

This presentation contains statements that are forward-looking within the meaning of Section 27A of the Securities 

Act of 1933 (the “Securities Act”) and Section 21E of the Exchange Act of 1934. Such forward-looking statements 

are only predictions and are not guarantees of future performance. Investors are cautioned that any such forward-

looking statements are and will be, as the case may be, subject to many risks, uncertainties and factors relating to 

the operations and business environments of the Company that may cause the actual results of the companies to 

be materially different from any future results expressed or implied in such forward-looking statements.

Although the Company believes that the expectations and assumptions reflected in the forward-looking statements 

are reasonable based on information currently available to the Company’s management, the Company cannot 

guarantee future results or events. The Company expressly disclaims a duty to update any of the forward looking-

statements.

Our securities have not been and will not be registered under the Securities Act or under any state securities laws 

in the United States, and are being offered under exemptions from registration under the Securities Act.  Securities 

may not be offered or sold in the United States unless they are registered or exempt from registration under the 

Securities Act. Any offering to be made in the United States will be made by means of an offering circular that may 

be obtained from the agents.

This presentation does not constitute an offer, or invitation, or solicitation of an offer, to subscribe for or purchase 

any securities. Neither this presentation nor anything contained herein shall form the basis of any contract or 

commitment whatsoever.
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Specialty Health & Beauty Retailer
(Sales Mix, % of Gross Sales)

 105 years of history under control of the same family. In 2008 we partnered with Pragma Patrimônio and Gávea

Investimentos, and in December, 2010 we became a public company;

 Brazil’s 2nd largest drugstore chain in store count: 350 stores in all the top 5 states in Brazil, which account for 

67% of the Country’s pharmaceutical market. Approximately 44% of our stores have been opened in the last 3 

years and have not completed their maturation process;

 Brazil’s 5th largest drugstore chain in terms of gross revenue: R$ 1.9 billion in 2010 (EBITDA of R$ 75.8 million in 

the same period);

 Differentiated business model with high returns on invested capital and economies of scale to be captured;

 Most aggressive store opening program in the industry, with 200 net new store openings from 2007 to 2010, a 

significant increase over the 150 stores at the end of 2006; 

 Completed our IPO in December, 2010 and fully exercised the green shoe option: R$ 654 million of  total offer 

size and R$ 500 million in net primary proceeds to strengthen our growth program

Branded Rx

Generics

OTC

HPC

44.0% 43.5% 42.7% 42.3% 41.7%

9.6% 9.3% 9.3% 9.0% 9.3%

19.9% 19.3% 19.1% 18.5% 18.1%

26.5% 27.8% 28.9% 30.2% 30.8%

2008 2009 2010 4Q 2009 4Q 2010



Our IPO totaled R$ 654.7 million. Primary proceeds were R$ 525.7 million, which
resulted in a net equity increase of R$ 500.3 million.

(In R$ million) Base Offer Green Shoe Total

23/12/2010 13/01/2011

Gross IPO Proceeds 569.3 85.4 654.7

Gross Secondary Offer 67.0 62.1 129.0

Gross Primary Offer (Raia) 502.3 23.3 525.7

Eenses 24.5 0.9 25.4

Banking Fees 19.1 0.9 20.0

Transaction expenses
 (1)

5.4 5.4

Net Proceeds (Raia) 477.8 22.4 500.3

(1) Refer to auditing, lawyers, consulting and other expenses
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Stores Gross revenues (R$ million)

* Assumes our gross store opening guidance, disregarding eventual store closings that may happen throughout the period.

Foundations for Growth Accelerated Growth

2001 2002 2003 2004 2005 2006 2007 2008 2009

95 105 120 132 137 150 198 259

327 370
467

558
645

721

1,595

1,148

829

299

2010

350

2011E*

410*

IPO

500*

2012E*

1,860

Despite our limited resources, we have leveraged our growth from 2007 to 2010  through 
the most aggressive store opening program in the industry’s history
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Market

Levers

Company

Levers

 Fragmented market, in the process of consolidation

 Differentiated business model, with strong returns on invested capital

 High growth industry

 Proven organic growth know-how and track-record

 Solid financial results and further economies of scale to be captured

Value creation levers



1,7 

2,3 

2,9 

3,7 

4,5 

6,2 

2005 2006 2007 2008 2009 2010

Source: IMS Health

High growth market, with increasing importance of generics

Pharmaceutical Market

(R$ Billion)

Generics Market

(R$ Billion)

8

19,2 
21,5 

23,6 

26,4 

30,2 

34,4 

1,8 

2005 2006 2007 2008 2009 2010

19,9%
(13,8% vs match basel) 36,2

37,8%New Informants
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(US$ in 2009)

Source: IMS Health Source: IMS Health, Population Reference Bureau 2009

65 

68 

142 

512 

635 

655 

988 

Mexico

Brazil

Argentina

Germany

Japan

France

USA

Demographic, macroeconomic and sector levers

(Million of people)

Brazilian Population above 
60 years old

Annual per Capita Pharma Spending 
Selected Countries 

8.1% 10.0% 13.7% 18.7%

% of Total Population

Total Demand 

US$ 500MM50

Molecules Exposed
to Generics

* Lipitor (Pfizer), Viagra (Pfizer), Diovan (Novartis), 
Crestor (Astra Zeneca), Atacand (Astra Zeneca),
Zyprexa (Lilly), Seroquel (Astra Zeneca), Singulair
(MSD), Micardis (Boehringer), Benicar (Sankyo), 
Aprozide (Sanofi), Aprovel (Sanofi), Others

Source: IMS Health

Products Losing Patents*
2010 to 2012



13,5 

15,4 

17,5 

19,6 

21,7 

24,9 

27,5 

2004 2005 2006 2007 2008 2009 2010

57,5%
54,3% 52,6% 52,7% 52,0%

9,0%
11,6% 14,2% 15,1% 16,5%

26,9% 27,7% 27,2% 26,4% 23,6%

6,4% 6,4% 6,0% 5,8% 7,9%

2004 2006 2008 2009 2010
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(% of Weighted Volumes) Index: 2004 = 100(R$ Billion)

Source: ABIHPEC Source: AC Nielsen, Company analysis

Supermarkets Drugstore Chains

Independent Drugstores & Beauty
Supermarkets Drugstore Chains
Independent
Drugstores & Beauty

Traditional

High growth hygiene & personal care (HPC) market, with increasing market share of 
the drugstore chains

HPC Market Market Share by Channel
HPC Growth by Channel – Weighted 

Volumes

12,7%

104,9 
108,7 108,7 104,9 107,8 

112,6 

100,0 

116,1 

131,1 

159,1 

166,9 

182,8 

212,1 

99,6 
104,4 

106,2 
106,1 107,0 

100,9 

2004 2005 2006 2007 2008 2009 2010
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Market
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Company

Levers

 Fragmented market, in the process of consolidation

 Differentiated business model, with strong returns on invested capital

 High growth industry

 Proven organic growth know-how and track-record

 Solid financial results and further economies of scale to be captured

Value creation levers



92,5% 92,0% 91,8%
91,1% 90,8% 90,3%

89,3%

3,3%
3,5% 3,5%

3,7%
3,7%

3,7%
4,3%

0,4% 0,5% 0,6%
0,8% 0,9%

1,1%
1,1%

1,2% 1,3% 1,3% 1,4% 1,4%
1,4%

1,2%

0,7% 0,8% 0,8% 0,9% 1,0% 1,0%
1,2%

1,9% 1,9% 2,0% 2,1% 2,2% 2,5% 2,8%

2004 2005 2006 2007 2008 2009 2010
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INDEPENDENTSOTHER CHAINSSUPERMARKETSOTHERS ABRAFARMAABRAFARMA TOP 6 - 10ABRAFARMA TOP 5

Source: IMS Health and Abrafarma

Fragmented drugstore market, in the process of consolidation: top 5 chains growing, 
independents losing share and supermarkets stagnated

% of Stores % of Sales Average Monthly Sales per Store (R$)

8.6%

11.7%
10.4%

9.0%

6.5%

6.4%

20.2%

6.0%

6.4%

18.6%

5.6%

6.3%

16.8%

5.4%

5.5%

16.4%

3.3%
2.9%

2.1%
2.4%

95%

90%

80%

100%

0%

4%

64,8%
62,0% 59,9%

55,7%
51,9%

49,0% 48,3%

8,2%
8,6%

9,0%

10,4%

11,7%

11,5% 12,4%

1,9%
2,1%

2,4%
2,9%

3,3%

3,4% 3,3%

4,9%
5,4%

5,6%
6,0%

6,5%
6,9% 6,5%

4,4% 5,5% 6,3%
6,4%

6,4%
6,7% 6,6%

15,8% 16,4% 16,8% 18,6% 20,2% 22,5% 23,0%

2004 2005 2006 2007 2008 2009 2010

4%

80%

60%

40%

100%

0%

24,2% 
Match 
Base

-

50.000 

100.000 

150.000 

200.000 

250.000 

300.000 

350.000 

400.000 

450.000 

2004 2005 2006 2007 2008 2009 2010



According to Abrafarma´s 2010 ranking, we turned into the second largest chain in store
count and remain as the 5th largest in revenues, with 44% of our stores still maturing.

Year1
(52 stores)

14,8%

Year2
(41 stores)

11,8%

Year 3
(61 stores)

17,4%

Mature
(196 stores)

56,0%

Source:  ABRAFARMA (Drogaria São Paulo´s gross revenues are pro-forma, since they include the figures for Drogão, acquired in June, 2010, for the whole year

1º

2º

3º

4º

5º

Gross RevenuesStore Count

Age Structure of the Store Portfolio – December, 2010

(Number of Stores, % of Existing Stores)

ABRAFARMA Ranking - 2010
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Market
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Company

Levers

 Fragmented market, in the process of consolidation

 Differentiated business model, with strong returns on invested capital

 High growth industry

 Proven organic growth know-how and track-record

 Solid financial results and further economies of scale to be captured

Value creation levers



We operate with high marginal returns on invested capital …

15

(1) Considers the average for all 41 rented stores opened in 09 and 51 in 10

(2) Considers the average operating working capital at the end of the period

Average Mature Store Contribution Margin

(R$ thousand)

Marginal ROIC – Mature Stores

(R$ thousand)

2009ROIC 2009 2010

Store Contribution Margin 639.2 706.9

Depreciation 146.2 151.0

EBIT 493.0 555.8

Income Tax (34%) 167.6 189.0

(A) EBIT (after tax) 325.4 366.9

Capex (1) 797.0 888.4

Pre Operational Expenses 80.0 79.2

Operating Working Capital (2) 126.0 133.9

(B) Total Investments 1,003.0 1,101.5

32.4% 33.3%

Income Statement of Mature Stores 2009 2010

Gross Revenues 6,617.4 6,636.2

Gross Profit 1,413.7 1,510.7

% Gross Revenues 21.4% 22.8%

Other Operating Revenues 133.6 110.7

% Gross Revenues 2.0% 1.7%

Gross Profit after Revenues 1,547.3 1,621.4

% Gross Revenues 23.4% 24.4%

Store Expenses 908.1 914.5

% Gross Revenues 13.7% 13.8%

Contribution Margin 639.2 706.9

% Gross Revenues 9.7% 10.7%
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… due to a differentiated business model, with high operating efficiency

Loyalty Program

 About 5 million active customers in the last 
12 months

 Represent more than 75% of our revenues

 Customized promotions

Differentiated shopping experience, 
customized solutions

 Prime locations

 Pleasant and functional stores

 High customization of price, mix and store 
formats

People development to support growth

 Structured career program, with entry only 
at the base of the pyramid

 Same culture and  standards across the 
whole chain

Flexible and efficient supply chain 
management

 Just-in-time logistics, integrated processes 
and systems with main suppliers

 Increased purchase power  and gross 
margins through WC investment

Vertically integrated proprietary PBM with 
dominant market position

 We serve large corporate clients like 
Embraer, FIAT, GM, VW, Ford and Itau 

 Pre-agreed discounts, consigned credit, 
third-party network, customized services

Solid IT platform

 Proprietary core business systems that 
incorporate our expertise 

 All units connected in real time
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Hystorical gross openings per year do not consider store closures (2 in 2008, 2 in 2009 and 2 in 2010).

Expected store openings and store count for 2011 and 2012 assume public guidance and do not consider store closures that may happen throughout the period

We opened  200 net stores from 2007 to 2010 and expect to open 150 additional stores 
over the next two years …

Number of Gross Store Openings per Year Store Count at Year End

2006 2007 2008 2009 2010 2011E

48

13

63

42

60

53

2011E

90

2006 2007 2008 2009 2010 2011E

150

198

259
299

350

350

60

410

2011E

410

90

500



… by leveraging our first-mover advantage into the top markets of Brazil, where our market 
share and store count are still limited ...

* 2010 participation adjusted to cover the same informant base of 2009. Considering the new base of informants we would have 3.8% of national participation and 8.8% SP; 4.2% RJ; 2.3% MG;  5.2% PR; and 0.8% RS

Rio Grande
do Sul

Market Share - Brazil*

SP: 246 stores

• Greater São Paulo: 118 stores

• Countryside: 128 stores

São Paulo

Minas Gerais

Market Share by State

RJ: 39 lojas

• Greater Rio: 36 stores

• Countryside: 3 stores

Distribution Center

Dec-07Dec-08

Dec-10 Dec-09
RS: 9 stores

• Greater Porto Alegre: 9 stores

Paraná

Rio de
Janeiro

MG: 22 stores

• Greater BH: 22 stores

3.2% 3.5%
3.8%

4.1%*

6.9%
8.1%

9.0%
9.3%*

3.1% 3.6%
3.8%

4.3%*

2.6%
2.8%

2.4%
2.7%*

0.0%

0.5% 0.5%

0.8%*

(December 2010)

4.0% 3.3%
4.2%

5.4%*

70% of the Brazilian 
pharmaceutical market 
including Santa Catarina

Total: 350 stores

PR: 33 stores

• Greater Curitiba: 19 stores

• Countryside: 14 storesSanta Catarina
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2020

* Comprises 76 mature stores opened since 2002 and a variable number of maturing stores along the period as reflected in the chart

… resulting in a high quality growth

Number of Maturing StoresMaturing storesMatured stores
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We maintained in the 4Q10 a revenue growth below our historical levels, due to the 
extraordinary growth produced by the credit crisis and by the swine flu pandemic in 2009.

Growth – Total Sales Growth – Same Stores Growth – Mature Stores

9.0%

13.5%

0.9%

12.6%

3.8%

(0.6)%
(1.0)%

1.6%

2008 2009 2010 4Q09 1Q10 2Q10 3Q10 4Q10

14.2%

22.5%

6.3%

21.9%

10.3%

4.5% 4.2%

6.6%

2008 2009 2010 4Q09 1Q10 2Q10 3Q10 4Q10

38.5%
38.9%

16.7%

32.4%

20.5%

15.3%
14.8%

16.6%

2008 2009 2010 4Q09 1Q10 2Q10 3Q10 4Q10
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We have delivered strong top line growth with margin expansion

23

Gross Margin

Operational Expenses

(% of Gross Revenues)

(R$ million, % of Gross Revenues)

Adjusted EBITDA

(R$ million, as a % of Gross Revenues)

(R$ million)

Gross Revenues

1.147,6

1.594,6

1.860,1

2008 2009 2010

271,4

2008 2009 2010

458,2

358,0

23,7%
22,5%

24,6%

*Adjustment related to the PIS and COFINS credit recovery of R$ 8.5 million and the change in the provision methodology for civil, tax and labour contingencies (equivalent to R$ 2.2 million in the year and R$ 3.0 in the 4Q10)

3,1
2,9

4,1

36,1

75,8

2008 2009 2010

46,5*

Selling Expenses Administrative Expenses Other Operational Expenses

15,8% 14,9% 15,7%

4,6% 4,4%* 4,5%

0,1%
0,2%

0,3%

20,5%
19,5%

20,5%

2008 2009 2010
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Net income was only slightly positive as a result of our strong growth, which pressured
depreciation and financial expenses arising from an asset base with 44% of maturing stores

Depreciation
(R$ million, as a % of Gross Revenues)

2008 2009 2010

27.9

34.6

42.3

2.4
2.2

2.3

Net Financial Expenses
(R$ million, as a % of Gross Revenues)

2.0

2008 2009 2010

23.0 21.5

30.1

1.4

1.6

(R$ million, as a % of Gross Revenues)

Net Profit

2008 2009 2010

(10.1)

1.6 1.7

(0.9)

0.1 0.1

2008
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In 2010, we funded the bulk of our investments (R$ 84.8 million) with our operating cash
flow (R$ 75 million)...
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Number of Shares (thousand) 62,014

Stock Quote (R$) (March 30th) 25.51

Market Cap (R$ million) 1,582.00

106

100
98

100

Since the IPO, our stock performed above both the Consumption Index and the IBOVESPA



Conclusion
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High Growth Industry, in the
Process of Consolidation

Differentiated Business 
Model, with High Returns
on Invested Capital  and

Margin Expansion Potential

Superior Geographic
Positioning and Proven

Organic Growth Track-Record
and Know- How

Accelerated organic growth, 
leveraging our unique 

geographic presence and 
producing superior results  

from our new stores


