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Petz at a Glance
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Source: Petz IR

Becoming a complete pet ecosystem

The company bets on its strong value proposal: being a one-stop-shop for everything pet related
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A successfultrack record

Petzmakesmoney through three main channels: On-store sales, digital salesand services

Backedby its omnichannelplatform combined to a substantial organic expansion, Petzgrossrevenuehasgrown at a 33.6% CAGR2017-2020. 

Petzquarterlygrossrevenue(BRL Million)

DigitalOn-store Services

Food

Non-Food

Services 4%

50%

46%

RevenueBreakdown2020 (%)
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Nationwide Footprint

As of October 2021, its 143 stores are located in18 states, with a big focus in the state of São Paulo (60% of total stores)

Now, Petz strategy is to expand its business on unexplorated regions in Brazil, such as the north and northeast
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Governance: GoodJobon Mitigating Risks

Good, but still not perfect on governance metrics
Board of Directors Analysis (%)

According to our evaluation, Petz practices follows the best bars in the Brazilian pet retail segment

Foundedby a serial entrepreneur and lead by key executives
Ownershipandgovernancestructure

But theÍÁÎÁÇÅÍÅÎÔȭÓallingment of interests shows great prospects
Compensation Structure (%)

72% 72% 66%

24% 25% 32%

5% 4% 2%

2018 2019 2020

Fixed Variable Stock-based

43%
32%

51%

19%

Independency Rate Women on Board

Petz Brazilian Retail

30%    

70%    

Sérgio Zimerman

StrategicCommittee

HumanResourcesCommittee Audit Committee

Financial Committee

Who is0ÅÔÚȭÓfounder and CEO?

Retail Specialist

MBA in retail from USP

Resilient Entrepreneur

Founded 3 business that went 
bankrupt

Acknowledge by the market
ALSHOP Entrepreneur of the year 
(2018)

FreeFloat + Truxt
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Source: Petz IR, AdotePetz, CNN, Ipsos and SDGs

Social: Role Model on Community Impact

Carrying out many actions to have good relationships with stakeholders

Petz is distinguished by the greater scale reached in its social initiatives, however there is still room for evolution in the diversity issue

Historical development of a social ecosystem

With this in mind, it has been achieving great results with its customers

42%

20%

42%

42% 27% of survey 

respondents

Social Projects

+55,000 pets adopted

+BRL 6 millions collected

More than 95 partner NGOs

Impacted SDGs

Customer Loyalty

BlogPetz PETernidade

AdotePetzSuppliers Portal

Launch of UniPetz, Petz's Corporate 
University

Start of partnership with Editora Mol

Launch of the Seres brand

3ÔÁÒÔ ÏÆ Ȱ!ÄÏÔÅ0ÅÔÚȱ ÐÒÏÇÒÁÍ

Donations made during the pandemic 
and the Zero Contact initiative

Foundation of the MOVER Movement

2017

2017

2018

2019

2020

2021
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Source: Team 11, Tweepy

Social: Customer satisfaction of Petz

To see what people think about Petz, we analyzed 2.000 tweets through Machine Learning classifying them in good or bad tweets

import tweepy
import math
import os.path
import pandas as pd
import json
from random import shuffle
import numpy as np"

with open( ' auth.pass ' ) as fp : 
data = json.load ( fp )

auth = tweepy.OAuthHandler (data[ ' consumer_key' ], data[ ' consumer_secret ' ])
auth.set_access_token (data[ ' access_token ' ], data[ ' access_token_secret ' ])
produto = ' petz '
n = 2000
t = 800,
lang = ' pt '
api = tweepy.API (auth)
i = 1,
msgs = [],
for msg in tweepy.Cursor ( api.search , q=produto , lang =lang, tweet_mode="extended" )

msgs.append( msg.full_text.lower ())
i += 1
if i > n:

break

shuffle( msgs) 
msgs=list ( set ( list ( msgs)))

import string
pontuacao = string.punctuation
ponto = [ " \ n" , " \ t " ],
limpeza = []
for tweet in msgs:

x = ''
for letra in tweet:,

if tweet[ 0] != 'r' and tweet[ 1] != 't' :
if letra in ponto :

x += " "
elif letra not in pontuacao :

x += letra
if x!= '' :

limpeza.append (x) 
print ( len ( limpeza )) "

if not os.path.isfile ( './ {0} classificado.xlsx' .format ( produto )):

writer = pd.ExcelWriter ( ' {0} classificado.xlsx' .format ( produto ))
dft = pd.DataFrame ({ 'Tweets' : pd.Series ( msgs[: 800])})
dft.to_excel ( excel_writer = writer, sheet_name = ' Treinamento ' , index = False )
dfc = pd.DataFrame ({ 'Teste' : pd.Series ( msgs[ 800:])})
dfc.to_excel ( excel_writer = writer, sheet_name = 'Teste' , index = False )

writer.save () "
ptz =pd.read_excel ( 'petzclassificado.xlsx' ) "

ptz.head ()
bom=ptz.loc [ ptz [ "RELEVANCIA"] ==2]
ruim =ptz.loc [ ptz [ "RELEVANCIA"] ==1]
indiferente =ptz.loc [ ptz [ "RELEVANCIA"] ==0]

77.6%

65%

35%

Promotors Detractors
Estimate Precision

Classification of Petz Tweets in promotors and detractors

Gabriel Souza @gabrielzinho36
4ÈÁÔȭÓ ÉÔȢ )ȭÍ ÇÏÉÎÇ ÔÏ ÒÅÐÏÒÔ 0ÅÔÚ ÔÏ ÔÈÅ Procon, there is no way to sell a 
product with delivery within 24 hours and 4 days go by without delivery

Detractor

Victoria Souza@victoriaa_4
My dreamjob is to work at Petz. Helloo @PetzOficialpleasehire me,)ȭÍ
waiting my offer

Promotor

Fake users and profile pics
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Source: ESG S&P Risk Atlas, UCLA, Companies IR

The pet care sector has a huge environmental impactEven though the retail is not considered a highest ESG impact sector
ESG S&P Risk Atlas (Score 1 to 6) 

Environmental: Way to Go to Achieve a Recognized Positioning

Petz still has a long way to go to become a sustainable company, but international benchmarks show that this is possible
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E Risk S Risk

The company is still transitioning to achieve better sustainable practices, but their latest initiatives show that managementhas the front as a priority  

Sustainability Report

Gas Emission Control

Sustainable Packaging

Green Products

Supply Chain

64 million CO2

13.6 million carsPets in USA 25% to 30% of meat consuption

(ÉÇÈ ÃÁÒÂÏÎ ȰÐÁ×ÐÒÉÎÔÓȱ

But what is Petz doing?

Production
2

Store

Logistic

Packaging

Zee.DogKitchen will have a 100% 
sustainable value chain, replacing 

plastic products with glass
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ESG Scoreboard

In front of national peers but behind international benchmarks
ESG Scoreboard

Petz is a fast-growing company, still far from its most tremendous potential, and its ESGpositioning follows this same rationale.

'ÏÏÄ ×ÏÒË ÏÎ ÔÈÅ Ȱ3ȱ ÁÎÄ Ȱ'ȱȟ ÂÕÔ ÔÈÅÒÅ ÉÓ ÒÏÏÍ ÔÏ ÇÒÏ× ÏÎ ÔÈÅ Ȱ%ȱ 
ESG Overview

Environmental (1.0)

Criteria taken into consideration: 1. Carbon
Emissions/ 2. Air Emissions/ 3. Energy and
Water Management / 4. Supply Chain / 5.
GreenProducts/ 6. SustainablePackaging

Governance (1.25)

Criteria taken into consideration: 1. Roles
and Responsibilities / 2. Policies and
Procedures/ 3. Monitoring and Reporting /
4. Compensation policy / 5. Board of
Directors / 6. SupplyChain

Social (2.0)

Criteria taken into consideration: 1. Human
Resources / 2. Health and Safety / 3.
Communityenvolvment / 4. ConsumerSafety /
5. Costumerprivacy/ 6. AnimalWelfare / 7. Pet
health
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ESG Scoreboard

In front of national peers but behind international benchmarks
ESG Scoreboard

Petz is a fast-growing company, still far from its most tremendous potential, and its ESGpositioning follows this same rationale.

'ÏÏÄ ×ÏÒË ÏÎ ÔÈÅ Ȱ3ȱ ÁÎÄ Ȱ'ȱȟ ÂÕÔ ÔÈÅÒÅ ÉÓ ÒÏÏÍ ÔÏ ÇÒÏ× ÏÎ ÔÈÅ Ȱ%ȱ 
ESG Overview

Environmental (1.0)

Criteria taken into consideration: 1. Carbon
Emissions/ 2. Air Emissions/ 3. Energy and
Water Management / 4. Supply Chain / 5.
GreenProducts/ 6. SustainablePackaging

Governance (1.25)

Criteria taken into consideration: 1. Roles
and Responsibilities / 2. Policies and
Procedures/ 3. Monitoring and Reporting /
4. Compensation policy / 5. Board of
Directors / 6. SupplyChain

Social (2.0)

Criteria taken into consideration: 1. Human
Resources / 2. Health and Safety / 3.
Communityenvolvment / 4. ConsumerSafety /
5. Costumerprivacy/ 6. AnimalWelfare / 7. Pet
health
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So, is it time to invest in Petz?
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BARKING A WIN!

Rising Industry

Rising Industry

A promising industry closing the 
gap to international benchmarks

Attractive Valuation

In spite ofhigh multiples, Petz's
high growth potential justifies an 

even greater pricing

Strategic Positioning

Petz is ahead of the competition, 
being in the perfect spot to 

consolidate the market

Complete Ecosystem

Petz is pushing to complete its 
portfolio, becoming a one stop 

shop for pet owners
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A promising industry closing the 
gap to international benchmarks
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Sources: IBGE, Euromonitor

Historical pet market growth

This can be seen through the growth in the 2015 and the Covid-19 crisis
Pet Care growth compared to Brazilian GDP growth and Retail growth historically (%)

The Pet Sector has proven to be resilient and perform well even in crises, outperforming the country

-3.5% -3.3%

1.3% 1.9% 1.4%

-4.1%

5.3%

-7.2% -7.3%

1.8%
0%

1.2%

-3.9%

7.9%
10.4% 9.1% 9.8%

12.0%
10.2%

20.9%

14.1%

GDP Retail Pet Care

2015                                         2016                                           2017                             2018                                           2019                                         2020                    2021E

CAGR: 12.6% 

9



Rising Industry
Complete Ecosystem Strategic Positioning Attractive Valuation Investment RisksPetz at a Glance ESG

30%

51%

15%

8%

7%

3%

2%

27%

18%

45%

47%

51%

52%

18%

16%

13%

11%

11%

11%

29%

4%

40%

21%

21%

20%

20%

22%

18%

11%

14%

14%

16%

16%
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Sources: Euromonitor, Statista, BLS, IBGE

Brazil compared to other countries

Brazil has an underdeveloped channel of distribution, but is evolving
Brazilian pet care market channel of distribution historically compared to China, US and UK

The Brazilian pet market is remarked globally, but still has a concentrated channel of distribution with huge consolidation opportunity

Only the US, UK and China have bigger markets than Brazil
Total market (BRL bn) and amount spent per pet (BRL) of Brazil, China, US and UK, in BRL
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Sources: Team 11, Euromonitor, Statista, Common thread, Valor

A sector full of opportunities

Looking abroad indicates a huge consolidation opportunity

Market Share of the top companies of each country, 2020
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Brazil still has an undeveloped channel of distribution, but is evolving
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E-#ÏÍÍÅÒÃÅ ÐÁÒÔÉÃÉÐÁÔÉÏÎ ÉÎ 53ȭÓ ÃÈÁÎÎÅÌ ÏÆ ÄÉÓÔÒÉÂÕÔÉÏÎȟ ÈÉÓÔÏÒÉÃÁÌÌÙ

In the next years, US and UK indicates us that we should expect a growth of pet superstores and e-commerce

8% 12% 16% 19%
26% 30%

2016 2017 2018 2019 2020 2021

CAGR: 29.5% 

Brazilian pet care market channel of distribution historically compared to China, US and UK
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Source: Euromonitor

Humanization of pets 

With a 22% projected CAGR, Brazil is growing non-food consumption
Pets and Under 14y old as a % of total population historically

The humanization of pets increases the consumption of non-essential items, such as non-food products and premium food

Structural changes lead to pets' population growing more than children
Pets and Under 14y old as a % of total population historically

Reduction in birth, fecundity
and marriage rates

Older people looking for pets
asa companion

39%
41%

44%

47%

51%

54%

22% 21% 21% 20% 19% 18%
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66% 62%
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66%

34% 38%
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Food Non-Food

88%

12%
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Rising Industry

Rising Industry

A promising industry closing the 
gap to international benchmarks

Complete Ecosystem

Petz is pushing to complete its 
portfolio, becoming a one stop 

shop for pet owners
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Sources: Petz IR, Team 11 

High potential of ecosystem's growthy: organic expansion

Today Petz is present in 18 statesbut it has potential to expand 
Number of cities we believe Petz can expand to

Petz'sgrowth path includes store maturation and new openings around the country

The maturation path of the stores is still high
Number of stores per maturation level
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66%

33%

No Petz Petz

Cities in Brazil with more than 100k inhabitants

PETZ is highly focused on the 
Southeast, specially in SP. It 
may continue with expansion, 
since Southeast region and 
South region are the largest 
addressablemarkets

12



Complete Ecosystem
Strategic Positioning Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry

10
26

13
25

86

North Northeast Middle east South Southeast

(ÉÇÈ ÐÏÔÅÎÔÉÁÌ ÏÆ ÅÃÏÓÙÓÔÅÍȭÓ ÇÒÏ×ÔÈÙȡ ÏÒÇÁÎÉÃ ÅØÐÁÎÓÉÏÎ

Today Petz is present in 18 states, but it has potential to expand 
We estimated the number of cities per state where Petz can open new stores

Petz'sgrowth path includes store maturation and new openings around the country

% of cities where Petz is present by size tier

Number of cities with more than 100k urban habitants, by region, without a Petz store

The maturation path of the stores is still high
Number of stores per maturation level

8%

92%

Tier 1: 100k to 200k inhabitants

74%

26%

Tier 5: More than 500k inhabitants

Sources: Petz IR, Team 11, IBGE
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Source: Petz IR

Petz: a one-stop-shop

The Petz ecosystem has several appeals, providing services and a place for the whole family

The store itself counts with a variety of products Besides that, there is Seresa vet services platform The experience in the stores also draw attention

Hospitals and veterinary centers attached to stores

Petz Estética: 

beauty center with 
various treatments, bath 

and grooming

AdotePetz: 

initiative to adopt 
pets, shutting down 

their sales

Petz Experience
2to 3-day show events with 
attractions, games, food and gifts 
that captivate the tutor and his pet

Petz Play: dedicated place
for ÐÅÔȭÓ entertainment

Miscellaneous rations

Pet accessories

Pet Pharmacy

Hygiene and cleaning

Garden & House
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Canseide Ser Gatoand CãoCidadãocomplete their ecosystem
Petz full ecosystem

A complete and growing portfolio

The store's profile plus its purchases create a complete ecosystem for the consumer, and this should continue

Physical and 
Digital Stores

Digital 
Entertainment

Training, Hotel
and Petsitter

Vet Services

An unparalleled experience for everyone

Private 
Label

Proprietary 
Vets

Proprietary 
Aesthetics

Pet Hotels

Pet Sitting

Dog 
Walking

!ÎÄ ÉÔȭÓ Á ÍÏÒÅ ÃÏÍÐÌÅÔÅ ÅÃÏÓÙÓÔÅÍ ×ÈÅÎ ÃÏÍÐÁÒÅÄ ÔÏ ÉÔÓ ÐÅÅÒÓ

14



23

BARKING A WIN!

Rising Industry

Rising Industry

A promising industry closing the 
gap to international benchmarks

Strategic Positioning

Petz is ahead of the competition, 
being in the perfect spot to 

consolidate the market

Complete Ecosystem

Petz is pushing to complete its 
portfolio, becoming a one stop 

shop for pet owners



Strategic positioning
Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem

Sources: Team 11, Euromonitor, DiárioOficial, S&P Capital, Valor

Competitive landscape

We mapped customer preferences through SPC Brasil
Historical market-share of Petz, Cobasi and Petlove in the pet care segment

There is a diversified competition in the pet sector, and we looked out for what differentiates them

There are 4 fronts of act in the pet care market

Pet Superstores

Pet Shops

E-Commerce

Marketplaces

Pricing

Quality of 
products/services

Trust in 
establishment

Location

Customer service

4 th

2nd

1st

7th

3rd

4 th

1st

2nd

5 th

3rd

Team 11 Survey Cross CheckSPC BrasilSurvey
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Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem

Sources: Team 11, Companies Website

Pricing dynamics

Marketplaces have higher prices, and Petz can differentiates a little

Price can be differential when comparing pet stores to other segment players, but not so much between them

We formed a basket of products in the Pet E-Commerce & Marketplaces 
The basket cointaned8 items based on food, pharmacy, gardening and hygiene

Free Shipping By Region (all states)

Price R$ 153.99 R$ 153.90 R$ 153.90

North

Northeast

Mid-West

Southeast

South

Price is homogenous between Pet Stores, with marketplaces
beingmore expensiveincludingshipping

Subscription plans offers 10%discount in all pet stores and are
free, andPetzoffers discounton services

Petzis the only pet store to offer free shipping to all states,but is
alsothe only one to havea R$5.4 chargein expressdeliveries

965 164 1,134

Products (BRL) Shipping (BRL) Total (BRL)

804

806

817

814

896

770

-

-

-

53

-

233

804

806

817

867

896

1,003

1.410

Normalized 
Basket

1.000

1.002

1.016

1.078

1.114

1.247

16



Strategic positioning
Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem

Sources: Team 11, GeoSampa, IBGE, QGIS

Localization: Geospatial Analysis

With 42 stores in São Paulo, Petz still has a high overlap with Cobasi
Petz stores that suffers overlap from Cobasi stores at São Paulo

Petz and Cobasi stores are located indistricts with similar wealth, and are high overlapping

Store's locations indicates similarities in terms of income
Localization of Petz and Cobasi stores in Great São Paulo

HDI by income 

0.613

1.000

Cobasi and Petz have the
same average HDI by income
per store of 0.82 when
comparedwith eachother

Data

Software

Variable analyzed

HDI by Income

0.82

7% 19% 33% 69%

250m 500m 1km 2km
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Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem

Sources: Team 11, QGIS

Localization: Proximity to Points of Sale

Petz has a higher proximity to Points of Sale such as Gyms, Churches and Malls when compared to Cobasi

Petz and Cobasi proximity to PoSat São Paulo

Point of Sale Radius

250m

500m

250m

500m

250m

500m

250m

500m

250m

500m

Gym

School

Church

Mall

Market

43%

79%

60%

93%

33%

76%

26%

33%

60%

86%

42%

67%

44%

81%

19%

44%

19%

31%

58%

89%

We analyzed the stores proximity in a 250m and 500m radius to gyms, schools, churches, malls and markets
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Attractive Valuation Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem

Sources: CET, Google Maps, Team 11, QGIS

Localization: Traffic Flow

However, Petz lacks traffic flow of automobiles in their stores when compared to Cobasi

Petz and Cobasi flow of automobiles in their 5 stores with more traffic (pre-Covid) during the morning and afternoon peak hour 

Analyzing the 5 stores of Petz and Cobasi with the highest flow of automobiles, we see that Cobasi outperform

DataSoftware

Morning Afternoon Morning Afternoon

4,223

2,713

13,564

4,261

2,577

12,886

5,668

3,775

18,876

6,541

3,970

19,850

Store of highest 
flow

Average flow of 
the Top 5

Flow of the Top 5

Traffic Flow

Number of automobiles
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Source: Team 11 , Petz IR, CIQ, DiárioOficial

Qualitative + Quantitative

That can also be seen through a rentability analysis
Dupont Analysis pre Covid-19 basis (2019)

Petz outperform the competition in both qualitative and quantitative analyses, being ready to consolidate the market

Realizing a scorecard, we see Petz in front of its main competitors 
Competition Scorecard
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0.0                                                1.0                                             2.0

Customer Convenience

ROE

Financial 
Leverage

Asset Turnover

Net Margin

19.7%

4.2x

1.5x

3.2%

15.4%

1.3x

1.3x

8.7%

8.4%

3.2x

0.7x

3.6%

Price
Quality of 

Products/Services Localization
Brand 

Recognition
Customer
Service

20



30
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Rising Industry

A promising industry closing the 
gap to international benchmarks

Attractive Valuation

In spite ofhigh multiples, Petz's 
high growth potential justifies an 

even greater pricing

Strategic Positioning

Petz is ahead of the competition, 
being in the perfect spot to 

consolidate the market

Complete Ecosystem

Petz is pushing to complete its 
portfolio, becoming a one stop 

shop for pet owners
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Source: Team 11, Euromonitor

The beginning of market consolidation

Due to its several competitive advantages over its competitors, we believe Petz will lead market consolidation

Petz is already the biggest company of the market, and we believe it will reach an implied market share of 15.3% in 2030
Implied Market Share (%)

4.4

5.1%

6.6

7.8

9.7

11.1

12.3

13.1
13.8

14.
14.

15.1 15.3

4.8

4.7

6.1

1.0
1.3

1.8

2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Cobasi =  +1.3 p.p.

Petz =  +2.2 p.p.

Petlove =  +0.8 p.p.

4.8

4.7

6.1

4.4

5.1

6.6

7.8

9.7

11.1

13.1
13.8

14.4
14.8 15.1

+8.3 p.p.
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Source: Team 11 and  Euromonitor

The beginning of market consolidation

Dueto its severalcompetitive advantagesover its competitors, Petzis the companythat will consolidate the market

Petzis alreadythe biggest companyof the market, and we believe it will reacha implied market shareof 15.3% in 2030
Implied Market Share (%)

4.4

5.1%

6.6

7.8

9.7
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13.1
13.8

14.
14.

15.1 15.3
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4.7

6.1

1.0
1.3

1.8

2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Cobasi =  +1.3 p.p.

Petz =  +2.2 p.p.

Petlove =  +0.8 p.p.

4.8

4.7

6.1

4.4

5.1

6.6

7.8

9.7

11.1

13.1
13.8

14.4
14.8 15.1

+8.3 p.p.Howdo we project this growth?
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4,038
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Same Store Sales New Stores

Source: Team 11

B&M Revenue

Reaching a high level of revenue growth in our projections
B&M Revenue (BRL million)

Based on strong revenue from its stores and an aggressive store opening plan, we forecast a B&M revenue of R$9.2 billion by 2030

High level of SSS based on ecosystem integration and brand awareness 
Same Store Sales (%)

Opening of 278 new stores driven by greater penetration in new regions
New Stores Opened (Units)
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Source: Team 11 and Euromonitor

Digital Revenue

Achieving 27.4% of digital penetration in 2025
Digital Revenue (BRL millions)

Further penetration of ecommerce in the Brazilian Market will drive digital revenue to R$3.5 billion in 2030 

We assume 0ÅÔÚȭÓdigital market share will match Pets at Home's in 2030
Pet Care E-commerce Market (BRL millions) and Petz Market Share (%)
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Source: Team 11

Gross Revenue

According to our estimates, 0ÅÔÚȭÓgross revenue will reach R$12.7 billion by 2030

Revenue will continue to grow in line with its historic level driven by the organic and inorganic growth

CAGR: 34.2 % 

1,311
1,724

2,488

3,375

4,357

5,394
1,075

1,351

1,671

2,039

1,707

2,471

3,563

4,726

6,028

7,432

Gross Revenue (BRL million)
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Gross Revenue
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Revenue will continue to grow in line with its historic level driven by the organic and inorganic growth

CAGR: 34.2 % 

1,311
1,724

2,488

3,375

4,357

5,394
1,075

1,351

1,671

2,039

1,707

2,471

3,563

4,726

6,028

7,432

Gross Revenue (BRL million)

But will this aggressive expansion cause margin sacrifices?



Attractive Valuation
Investment RisksPetz at a Glance ESG Rising Industry Complete Ecosystem Strategic Positioning

Source: Team 11

Margins Assumptions

Due to its integrated ecosystem, the company will have an efficiency gain
Gross Margin and Adjusted EBITDA Margin (%)

Even with its high level of growth, Petz will be able to maintain its historical margin increase

Main Assumptions

48,
47, 47. 48, 48, 48,

17.9 17.6 17.9

19.2
20.

21.1

10.0%

15.0%

20.0%

25.0%

30.0%

30.0%

35.0%

40.0%

45 .0%

50.0%

55.0%

2020 2021E 2022E 2023E 2024E 2025E

Gross Margin Adjusted EBITDA Margin

48.3
47.5 47.9 48.2 48.5 48.9

17.9 17.6 17.9

19.2

20.2
21.1

Scale gains due to company growth and

consolidation

Increasein the private label segment and synergiesof

Zee.Dog acquisition

Averagedigital penetration of 28.8%until 2025

High inflation scenario harming the transfer of costs
to consumers

Sales: Growth with revenue due to continued sales
dynamics

G&A: Efficiencygainwith a dilution of fixed expensesdue
to its omnichanneloperation and logisticsdynamics

Rents: Growth with new storesand IPCAadjustment
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Sources: Team 11

Along with the expansion bonus, comes the burden

Significant investment on WC will help keeping up the expansion
Working Capital and Cash Conversion Cycle (Days)

In order to keep expanding its business, Petz will need to invest a relevant amount of money on its operations

Capex growth drivers are mainly new stores and hospitals
Capex and D&A (BRL Million) vs Capex/D&A (x)
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Free Cash Flow to Firm

Utilizing the CAPM model, we reached a 9.6% WACC
Cost of Equity Composition and WACC

After estimating 0ÅÔÚȭÓ&ÒÅÅ #ÁÓÈ &ÌÏ× ÔÏ &ÉÒÍȟ ×Å ÃÁÌÃÕÌÁÔÅÄ ÔÈÅ ÃÏÍÐÁÎÙȭÓ 7!## ÔÏ ÁÒÒÉÖÅ ÏÎ ÉÔÓ ÅÑÕÉÔÙ ÖÁÌÕÅ

According to our estimates, Petz FCFF should become positive in 2024
Free Cash Flow to Firm (BRL Million)
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Inflation Adj.

Equity Risk Premium

Country Risk Premium

10y T-Bill 3y avg.
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Valuation Data

Sources: DiarioOficial, Team 11

Zee.Dog: The icing on the cake

EBITDA (BRL Million) and EBITDA Margin (%)

Petz largest acquisition adds more reasons for its premium valuation

We expect a volume growth on the :ÅÅȢ$ÏÇȭÓtopline alongside efficiency improvement on its operations 
Net Revenue (BRL Million) and Gross Margin (%)
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Shrinkof Salesgrowth from 83%in 2020to 19%in 2030

Private Labelwill increaseefficiency in 2.5%/ per year

SG&A Margin will shrink gradually until it reaches Petz levels

PP&Ewill depreciate according to a 10-year waterfall

42,6

42,9

10-year DCF model

We = 100%

KE: 11.08%

Tax rate: 34%

CAGR: 38.9% CAGR: 42.2% 
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Source: Team 11

SOTP: PETZ + ZEE.DOG

Sensitivity analysis reinforces our buy recommendation
Sensibility analysis of WACC and Growth in our target price

We summed up Petz and Zee.Dogequity values, reaching a target price of R$25.06

We arrive at a 39.90% upside for Petz and Zee.Dogcombined
Total target price reached

Growth Rate (G)

W
A

C
C

BUY: Upside > 10%

HOLD: Upside < 10% & Downside  < 10%

SELL: Downside > 10%

R$21.77 

R$25.06 R$3.29 

83%17%

PerpetuityCash-Flow

13%87%

Zee.DogPetz

UPSIDE

39.90%
R$17.91

Actual Price

29

0 3.3% 4.3% 5.3% 6.3% 7.3%

12.1% 14.98 16.11 17.58 19.54 22.31

11.1% 16.90 18.48 20.62 23.62 28.18

10.1% 19.48 21.79 25.06 30.01 38.42

9.1% 23.08 26.63 32.01 41.15 60.09

8.1% 28.35 34.20 44.14 64.73 132.97

76% BUY
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Source: Team 11

Monte Carlo Analysis

Stressed variables
These are the main variables we saw affected Petz share price 

In order to gain more confidence in our forecasts, we also conducted a Monte Carlo simulation, stressing 6 main variables

What does the distribution look like?
Monte Carlo simulation ɀ10k observations

Sell Hold Buy

Only 13%of 
outcomes yield 
a share price 
10% lessthan 
the current 

price

56%of outcomes 
yield a share price 

more than 10% 
above the current 

price

R$ 16.31R$ 18.21R$ 20.03

Same Store Sales

Store 
Openings

EBITDA 
Margin

Gross Margin

Revenue CAGR

Zee.Dog
Revenue CAGR
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Source: Team 11

Scenario Analysis

Sensitizing the variables of revenue and costs, we found different target prices for Petz

As future scenarios are always uncertain, we also project different scenarios for some variables of our model

35.74

25.06

15.06

BULL BASE BEAR

New Stores Opened
(Total 21E-30E)

Same Store Sales 
(Average 21E-30E)

E-commerce Market Share 
(2030E)
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(Average 21E-30E)
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50.0%

300
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160
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99.56% 39.90%

0
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40 Bull Case Base Case Bear Case

-15.94%

-15.94%

99.56%
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Source: Team 11, Refiniriv and Capital IQ

Multiples

The market prices Petzwith high multiples, however, its future growth makesthe companya great opportunity to generate value

Sinceits IPO, Petzhasbeenoperating with high multiples
EV/Ebitda LTM

10x

15x

20x

25x

30x

35x

40x

Petz Raia Drogasil Lojas Renner

Pets at Home PetIQ PetMed Express

So, are we overpaying for growth?
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Source: Team 11, Refinitiv and Capital IQ

Multiples

But its future growth justifies its high multiples
CAGR Revenue 20-23 x EV/EBITDA 23 Fwd.

The market prices Petz with high multiples, however, its future growth makes the company a great opportunity to generate value

Since its IPO, Petz has been operating with high multiples
EV/EBITDA LTM

10x

15x

20x

25x

30x

35x

40x

Petz Raia Drogasil Lojas Renner

Pets at Home PetIQ PetMed Express

Revenue CAGR 20-23
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Practical Solution to a Market with a huge TAM in
Brazil

Youngstore baseand an expansionplan already put
in place

Therestill is room to grow in terms of efficiency

Healthy capital structure provides a solid backup

Top-notch management

0

1

2

3

0 1 1 2 2 3 3

Source: Team 11

Growth Fundamentals

And we believe that the company is still far from its full potential
Petz growth stage

0ÅÔÚȭÓratios are on the pricier side, but we justify it through our conviction that it represents a rare opportunity in B3

Petz fundamentals points towards a clear growth case
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Sources: Petz IR, Team 11

Investment Risks

However, operational risks stand out

Petz's exposure to risk is low, and focuses on two main things: Key Person and Image

0ÅÔÚȭÓrisks are divided in 3 main types, and they have been mostly stable

1. Inflation

2. Natural Disaster

3. One DC

4. Key Person

5. Image

6. Specific Suppliers

9. New Entrants

8. Fiercer Competition

Risk Impact Change

7. Lack of M&A Integration 

Macro 
Risks

Operational 
Risks

Competitive 
Risks

Exhibit 48 // Micro Risks Heat Map 
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Source: Petz IR, Team 11, G1, Valor Econõmico

Investment Risks

And inside it there are two main ones to observe

Petz'sexposure to risk is low, and focuses on two main things: Key Person and Image

Two risks stands out among them

Risk Impact Probability

Macro 
Risks

Operational 
Risks

Competitive 
Risks

Founder and CEO Sergio 
Zimmerman played a huge role in 
shaping Pets to what it is today. 
We believe he stepping down 
from the day-to-day running of 

operations would be seen 
negatively by the market

Any Petz may be liable for sale of 
contaminated food, defective 

product or animal handling in the 
provision of services. The 
company also sells a small 

selection of pets that could bring 
bad publicity.

Key Person Image

Medium

Low

Medium

Medium

Medium

High

Low

Low

High1. Inflation

2. Natural Disaster

3. One DC

4. Key Person

5. Image

6. Specific Suppliers

9. New Entrants

8. Fiercer Competition

7. Lack of M&A Integration 
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49Source: Team 11

Risks Analysys: Testing the Risk Impacts

Testing the main risks, we concludethat margins andSSS are the most sensitivevariablesin the model

We developeda Tornado Analysisto identify the highest risk and volatility variableswithin our valuation

Tornado Analysis (%)

23.79

23.94

24.77

24.88

24.91

25.33

25.27

26.32

26.21

25.34

25.23

25.20

24.79

24.85

20.46 29.65Gross Margin

EBIT Margin

Same Store Sales

Total Store Opening

E-commerce Market Share

Suppliers

Inflation

Capex per store opening

+5%-5%

The Gross and EBIT Margins are the main
valuedriversof our valuation

Our top-line assumption about Same Store
Salesalsohavea hugeimpact on the target price

But we note that inflation does not have a
material impact on Petz'svalue
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Rising Industry

BUY

Target Price: R$25.06
Upside: 39.90%

Rising Industry

A promising industry closing the 
gap to international benchmarks

Strategic Positioning

Petz is ahead of the competition, 
being in the perfect spot to 

consolidate the market

Complete Ecosystem

Petz is pushing to complete its 
portfolio, becoming a one stop 

shop for pet owners

Attractive Valuation

In spite ofhigh multiples, Petz's 
high growth potential justifies an 

even greater pricing
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Petz Income Statement

Income Statement (BRL Millions) 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Gross Revenue 913 1,164 1,707 2,471 3,563 4,726 6,028 7,432 8,804 10,063 11,123 11,906 12,342
YoY Growth (%) 27.6% 27.5% 46.6% 44.8% 44.2% 32.6% 27.5% 23.3% 18.5% 14.3% 10.5% 7.0% 3.7%

Taxes and Other Deductions (145.5) (178.2) (270.0) (391.6) (564.7) (749.0) (955.2) (1,177.9) (1,395.2) (1,594.7) (1,762.8) (1,886.8) (1,955.8)
% of Gross Revenue (15.9%) (15.3%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%) (15.8%)

Net Revenue 768 986 1,437 2,095 2,999 3,977 5,072 6,255 7,409 8,468 9,361 10,019 10,386
% of Gross Revenue 84.1% 84.7% 84.2% 84.8% 84.2% 84.2% 84.2% 84.2% 84.2% 84.2% 84.2% 84.2% 84.2%

Cost Of Goods Sold (416.0) (509.7) (743.2) (1,099.5) (1,563.6) (2,060.8) (2,611.3) (3,199.0) (3,764.6) (4,274.6) (4,694.0) (4,990.8) (5,138.8)
% of Net Revenue (54.2%) (51.7%) (51.7%) (52.5%) (52.1%) (51.8%) (51.5%) (51.1%) (50.8%) (50.5%) (50.1%) (49.8%) (49.5%)

Gross Profit 352 476 694 996 1,435 1,917 2,461 3,056 3,644 4,193 4,667 5,028 5,247
Gross Margin (%) 45.8% 48.3% 48.3% 47.5% 47.9% 48.2% 48.5% 48.9% 49.2% 49.5% 49.9% 50.2% 50.5%

SG&A (276) (283) (437) (633) (898) (1,154) (1,438) (1,734) (2,009) (2,260) (2,461) (2,594) (2,660)
SG&A Margin (%) (35.9%) (28.7%) (30.4%) (30.2%) (30.0%) (29.0%) (28.3%) (27.7%) (27.1%) (26.7%) (26.3%) (25.9%) (25.6%)

Sale Expenses (192.1) (194.6) (312.9) (456.9) (654.0) (856.8) (1,080.9) (1,320.2) (1,551.6) (1,773.4) (1,960.4) (2,098.3) (2,175.1)
General & Admnistrative Expenses (73.6) (82.1) (116.1) (159.9) (218.5) (276.2) (334.7) (391.1) (437.8) (471.1) (488.5) (488.3) (481.2)
Other Operating Income (Expenses), Net (9.8) (11.2) (13.3) (16.0) (25.9) (21.4) (22.0) (22.7) (19.3) (15.7) (11.8) (7.7) (3.3)

Adjusted EBITDA 76 193 257 368 537 762 1,024 1,322 1,635 1,933 2,206 2,434 2,587
Adjusted EBITDA Margin (%) 9.9% 19.6% 17.9% 17.6% 17.9% 19.2% 20.2% 21.1% 22.1% 22.8% 23.6% 24.3% 24.9%

Depreciation & Amortization (29.8) (44.2) (61.1) (119.8) (164.5) (199.8) (235.0) (272.6) (310.4) (345.4) (376.7) (404.1) (427.0)
% of Net Revenue (3.9%) (4.5%) (4.3%) (4.8%) (4.6%) (4.2%) (3.9%) (3.7%) (3.5%) (3.4%) (3.4%) (3.4%) (3.5%)

Amortization - IFRS 16 - (65.3) (79.9) (108.5) (184.5) (244.8) (312.2) (384.9) (456.0) (521.2) (576.1) (616.6) (639.2)
% of Net Revenue - (6.6%) (5.6%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%) (5.2%)

EBIT 53 86 124 158 187 318 476 664 869 1,067 1,253 1,413 1,521
EBIT Margin (%) 6.9% 8.7% 8.6% 7.5% 6.3% 8.0% 9.4% 10.6% 11.7% 12.6% 13.4% 14.1% 14.6%

EBITDA 83 130 185 255 352 517 711 937 1,179 1,412 1,630 1,817 1,948
EBITDA Margin (%) 10.8% 13.2% 12.9% 12.2% 11.7% 13.0% 14.0% 15.0% 15.9% 16.7% 17.4% 18.1% 18.8%

Financial Result (6) (50) (54) (72) 35 10 6 6 14 33 64 108 165
% of Net Revenue (0.8%) (5.0%) (3.8%) (3.4%) 1.2% 0.2% 0.1% 0.1% 0.2% 0.4% 0.7% 1.1% 1.6%

Financials Revenue 9.6 8.7 14.2 11.9 62.5 24.3 13.3 12.8 20.6 39.4 70.6 114.8 171.8
Financials Expenses (15.5) (58.5) (68.4) (83.6) (27.9) (14.6) (7.8) (6.5) (6.5) (6.5) (6.5) (6.5) (6.5)

EBT 47 36 70 86 222 327 482 670 883 1,099 1,317 1,521 1,686
EBT Margin (%) 6.2% 3.7% 4.9% 4.1% 7.4% 8.2% 9.5% 10.7% 11.9% 13.0% 14.1% 15.2% 16.2%

Income Tax and Social Contribution on Profit (15.9) (12.8) (11.6) (24.0) (75.5) (111.3) (163.8) (227.8) (300.2) (373.8) (447.8) (517.3) (573.3)
% of EBT (33.7%) (35.1%) (16.5%) (27.7%) (34.0%) (34.0%) (34.0%) (34.0%) (34.0%) (34.0%) (34.0%) (34.0%) (34.0%)

Net Income 31 24 58 62 147 216 318 442 583 726 869 1,004 1,113
Net Margin (%) 4.1% 2.4% 4.1% 3.0% 4.9% 5.4% 6.3% 7.1% 7.9% 8.6% 9.3% 10.0% 10.7%
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Petz Balance Sheet

Balance Sheet (BRL Millions) 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E
Total Assets 597 1,243 1,893 2,839 2,989 3,231 3,619 4,138 4,750 5,453 6,235 7,082 7,964

Current Assets 352 441 886 1,199 1,139 1,234 1,486 1,881 2,430 3,138 3,997 4,990 6,088
Cash & Equivalents 161 169 444 610 335 197 189 305 583 1,046 1,700 2,545 3,566
Financial Applications - - 44 17 17 17 17 17 17 17 17 17 17
Accounts Receivable 76 96 161 228 335 445 567 699 829 947 1,047 1,120 1,161
Inventories 97 133 186 284 391 515 652 799 941 1,068 1,173 1,247 1,284
Recoverable Taxes and Contributions 9 35 42 42 42 42 42 42 42 42 42 42 42
Other Credits 8 8 11 18 18 18 18 18 18 18 18 18 18

Non-Current Assets 245 802 1,007 1,640 1,851 1,997 2,133 2,257 2,320 2,314 2,238 2,092 1,876
Other Credits 1 1 3 6 6 6 6 6 6 6 6 6 6
Recoverable Taxes and Contributions 0 2 2 2 2 2 2 2 2 2 2 2 2
Deferred Income Tax and Social Contribution 13 15 24 31 31 31 31 31 31 31 31 31 31
PP&E 216 743 921 1,523 1,738 1,888 2,029 2,157 2,225 2,223 2,151 2,009 1,797
Intangible 16 41 57 78 74 69 65 61 56 52 48 44 39

Liabilities + Equity 597 1,243 1,893 2,839 2,989 3,231 3,619 4,138 4,750 5,453 6,235 7,082 7,964

Current Liabilities 213 381 654 647 637 791 964 1,151 1,326 1,485 1,615 1,709 1,756
Suppliers 99 131 196 274 392 522 667 824 970 1,101 1,209 1,285 1,323
Loans, Financing and Debentures ST 57 111 274 174
Labor and Social Security Obligations 27 36 54 68 68 68 68 68 68 68 68 68 68
Tax Obligations 12 25 37 30 76 101 129 159 189 215 238 255 264
Dividends Payable 8 6 14 5 5 5 5 5 5 5 5 5 5
Accounts Payable 8 3 6 6 6 6 6 6 6 6 6 6 6
Loyalty Program 2 2 3 3 3 3 3 3 3 3 3 3 3
Leases Right of Use Payable (IFRS 16) - 67 72 87 87 87 87 87 87 87 87 87 87
Revolver - - - - - - - - -

Non-Current Liabilities 203 685 724 818 867 793 770 770 770 770 770 770 770
Loans, Financing and Debentures LT 201 287 222 122 171 97 74 74 74 74 74 74 74
Accounts Payable 1 1 1 1 1 1 1 1 1 1
Provision for Civil, Labor and Tax Risk 2 2 2 1 1 1 1 1 1 1 1 1 1
Leases Right of Use Payable(IFRS 16) - NC - 396 500 694 694 694 694 694 694 694 694 694 694

Total Equity 182 176 515 1,375 1,485 1,647 1,885 2,217 2,654 3,198 3,850 4,603 5,438
Share Capital 51 51 387 1,188 1,188 1,188 1,188 1,188 1,188 1,188 1,188 1,188 1,188
Capital Reserve 80 80 55 55 55 55 55 55 55 55 55 55 55
Reserve for Granted Option 1 1 2 7 7 7 7 7 7 7 7 7 7
Special Goodwill Reserve 25 25 25 25 25 25 25 25 25 25 25 25 25
Retained Earnings 25 20 46 100 210 372 611 942 1,380 1,924 2,576 3,329 4,164
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Petz Cash Flow

Cash Flow Statement (BRL Millions) 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Operational Cash Flow 77 120 188 80 262 336 466 623 798 983 1,172 1,354 1,509

Net Profit 47 36 70 62 147 216 318 442 583 726 869 1,004 1,113

(+) D&A 30 44 61 120 165 200 235 273 310 345 377 404 427

D Working Capital (87) (86) (102) (49) (79) (87) (92) (95) (88) (74) (55) (31)

Investments flow 161 (161) (219) (525) (375) (346) (372) (396) (374) (339) (301) (258) (211)

(-) CAPEX (161) (177) (525) (375) (346) (372) (396) (374) (339) (301) (258) (211)

Financing flow - 48 307 (218) (161) (129) (103) (111) (146) (181) (217) (251) (278)

D Debt (200) (125) (75) (23) - - - - - -

D Revolver - - - - - - - - - -

Dividends Paid - (17) (37) (54) (80) (111) (146) (181) (217) (251) (278)

Raised Capital - - - - - - - - - - - - -

Cash Generation in Period 238 8 276 (663) (274) (138) (8) 116 278 463 654 845 1,020

Cash BoP 61 161 169 444 610 335 197 189 305 583 1,046 1,700 2,545

Cash EoP 161 169 444 610 335 197 189 305 583 1,046 1,700 2,545 3,566
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Petz Revenue Build Up

Revenue Breakdown (BRL Millions) 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E
B&M Sales 876 1,075 1,311 1,724 2,488 3,375 4,357 5,394 6,387 7,282 8,021 8,552 8,831

YoY Growth (%) 26.5% 22.6% 22.0% 31.5% 44.3% 35.7% 29.1% 23.8% 18.4% 14.0% 10.1% 6.6% 3.3%

Same Store Sales Revenue 725 905 1,090 1,473 2,113 3,066 4,038 5,065 6,108 7,055 7,850 8,440 8,783
YoY Growth (%) 24.9% 20.5% 35.1% 43.5% 45.1% 31.7% 25.4% 20.6% 15.5% 11.3% 7.5% 4.1%

New Stores Revenue 152 170 221 251 375 309 319 329 280 227 171 111 48
YoY Growth (%) 11.8% 30.2% 13.5% 49.4% (17.4%) 3.1% 3.1% (15.0%) (18.8%) (24.7%) (34.9%) (57.1%)

Revenue / sqm New Stores 8.8 6.9 9.8 7.2 7.5 7.7 8.0 8.2 8.5 8.7 9.0 9.3 9.6 
Revenue / sqm New Stores 9.3 9.0 9.2 9.7 10.2 10.5 10.8 11.2 11.5 11.9 12.2 12.6 13.0 

Total New Area 17245 24752 22597 35000 50000 40000 40000 40000 33000 26000 19000 12000 5000

Digital Sales 37 90 396 747 1,075 1,351 1,671 2,039 2,417 2,780 3,102 3,354 3,511
YoY Growth (%) 58.8% 142.5% 341.8% 88.9% 43.9% 25.7% 23.6% 22.0% 18.5% 15.1% 11.6% 8.1% 4.7%

Pet Care E-commerce Total Market Brazil 396 667 1,891 2,633 3,679 4,494 5,404 6,418 7,410 8,310 9,043 9,542 9,752
YoY Growth (%) 18.2% 68.2% 183.6% 39.3% 39.7% 22.1% 20.3% 18.8% 15.5% 12.1% 8.8% 5.5% 2.2%

Petz Market Share 9.3% 13.4% 20.9% 28.4% 29.2% 30.1% 30.9% 31.8% 32.6% 33.5% 34.3% 35.2% 36.0%
YoY Growth (%) 34.3% 44.2% 55.8% 35.6% 3.0% 2.9% 2.8% 2.7% 2.7% 2.6% 2.5% 2.5% 2.4%

Omnichannel Revenue 11 64 316 646 929 1,167 1,443 1,761 2,088 2,402 2,680 2,898 3,033
YoY Growth (%) 3723.3% 496.7% 396.2% 104.4% 43.9% 25.7% 23.6% 22.0% 18.5% 15.1% 11.6% 8.1% 4.7%

Omnichannel Index (as % of Digital Revenue) 28.9% 71.1% 79.8% 86.4% 86.4% 86.4% 86.4% 86.4% 86.4% 86.4% 86.4% 86.4% 86.4%
Digital (except Omnichannel) 26 26 80 102 146 184 227 277 329 378 422 456 478

YoY Growth (%) 14.3% (1.4%) 208.3% 27.4% 43.9% 25.7% 23.6% 22.0% 18.5% 15.1% 11.6% 8.1% 4.7%

B&M + Omnichannel 887 1,138 1,627 2,369 3,417 4,542 5,800 7,155 8,475 9,684 10,701 11,449 11,864
YoY Growth (%) 28.0% 28.3% 42.9% 45.6% 44.2% 32.9% 27.7% 23.4% 18.5% 14.3% 10.5% 7.0% 3.6%

New Store Omnichannel Productivity 124 594 2,415 4,487 4,597 4,725 5,028 5,385 5,742 6,111 6,449 6,722 6,899 
Omnichannel Sales / sqm 1.6 11.0 13.0 42.7 149.4 122.9 130.7 140.0 123.2 103.3 79.6 52.4 22.4
New Store Omnichannel Sales 75% 75% 75% 27% 65% 65% 65% 65% 65% 65% 65% 65% 65%

Same Store Omnichannel Sales 9.1 52.6 302.8 602.8 779.5 1,044.6 1,312.7 1,621.3 1,964.6 2,298.7 2,600.5 2,845.3 3,010.4
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Petz Revenue Assumptions

Store Maturaion Curve

Year1 60%

Year2 80%

Year 3 90%

Year 4 or more 100%

Revenue Assumptions 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E
Same Store Sales 6.1% 7.7% 26.5% 31.5% 23.0% 20.5% 18.0% 15.5% 13.0% 10.5% 8.1% 5.6% 3.1%

Same Store Physical Sales 4.6% 3.2% 1.4% 17.4% 22.6% 23.2% 19.6% 16.2% 13.2% 10.5% 7.8% 5.2% 2.7%
Same Store Physical Sales + 
Omnichannel 5.9% 7.9% 22.4% 31.7% 22.1% 20.3% 17.8% 15.3% 12.8% 10.4% 7.9% 5.5% 3.0%

New Stores Opening 17 25 28 35 50 40 40 40 33 26 19 12 5
Average New Store Size 1000 1000 1000 1000 1000 1000 1000 1000 1000 1000 1000 1000 1000
New Store Productivity 95.2% 76.2% 106.0% 73.6% 74% 74% 74% 74% 74% 74% 74% 74% 74%
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COGS and SG&A

COGS (BRL Millions) 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 
Cost Of Goods Sold (416) (510) (743) (1,099) (1,564) (2,061) (2,611) (3,199) (3,765) (4,275) (4,694) (4,991) (5,139)

YoY Growth (%) 25.1% 22.5% 45.8% 47.9% 42.2% 31.8% 26.7% 22.5% 17.7% 13.5% 9.8% 6.3% 3.0%
% of Net Revenue (54.2%) (51.7%) (51.7%) (52.5%) (52.1%) (51.8%) (51.5%) (51.1%) (50.8%) (50.5%) (50.1%) (49.8%) (49.5%)

` 4.0% 7.7% 23.2% 30.2% 30.2% 28.6% 27.7% 27.4% 27.4% 27.6% 27.9% 28.2% 28.4%
YoY Growth (%) 24.5% 90.2% 201.4% 30.4% (0.2%) (5.2%) (3.0%) (1.0%) 0.1% 0.7% 0.9% 1.0% 1.0%

SG&A (BRL Millions) 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 
SG&A Margin (35.9%) (28.7%) (30.4%) (30.2%) (30.0%) (29.0%) (28.3%) (27.7%) (27.1%) (26.7%) (26.3%) (25.9%) (25.6%)

YoY Growth (%) (1.3%) (19.9%) 5.8% (0.6%) (0.8%) (3.1%) (2.3%) (2.2%) (2.2%) (1.6%) (1.5%) (1.5%) (1.1%)
Sale Expenses (192) (195) (313) (457) (654) (857) (1,081) (1,320) (1,552) (1,773) (1,960) (2,098) (2,175)

YoY Growth (%) 32.8% 1.3% 60.8% 46.0% 43.1% 31.0% 26.2% 22.1% 17.5% 14.3% 10.5% 7.0% 3.7%
% of Net Revenue (25.0%) (19.7%) (21.8%) (21.8%) (21.8%) (21.5%) (21.3%) (21.1%) (20.9%) (20.9%) (20.9%) (20.9%) (20.9%)

General & Admnistrative Expenses (74) (82) (116) (160) (219) (276) (335) (391) (438) (471) (489) (488) (481)
YoY Growth (%) 19.1% 11.5% 41.5% 37.7% 36.7% 26.4% 21.2% 16.9% 11.9% 7.6% 3.7% (0.0%) (1.5%)
% of Net Revenue (9.6%) (8.3%) (8.1%) (7.6%) (7.3%) (6.9%) (6.6%) (6.3%) (5.9%) (5.6%) (5.2%) (4.9%) (4.6%)

Other Operating Income (Expenses), Net (10) (11) (13) (16) (26) (21) (22) (23) (19) (16) (12) (8) (3)
YoY Growth (%) (8.3%) 14.1% 19.0% 20.3% 61.6% (17.4%) 3.1% 3.1% (15.0%) (18.8%) (24.7%) (34.9%) (57.1%)
% of Net Revenue (1.3%) (1.1%) (0.9%) (0.8%) (0.9%) (0.5%) (0.4%) (0.4%) (0.3%) (0.2%) (0.1%) (0.1%) (0.0%)

Store Opening Expenses (9) (10) (13) (17) (26) (21) (22) (23) (19) (16) (12) (8) (3)
YoY Growth (%) (5.3%) 13.5% 21.0% 36.5% 49.4% (17.4%) 3.1% 3.1% (15.0%) (18.8%) (24.7%) (34.9%) (57.1%)
% of Net Revenue (1.2%) (1.1%) (0.9%) (0.8%) (0.9%) (0.5%) (0.4%) (0.4%) (0.3%) (0.2%) (0.1%) (0.1%) (0.0%)

Cost per store (544.2)  (420.0)  (453.6)  (495)  (518)  (535)  (551)  (568)  (585)  (603)  (622)  (641)  (661)  
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PPP&E, Capex and D&A

PP&E (BRL Millions) 2018 2019 2020A 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 
PP&E BoP 147 854 1,213 921 1,523 1,738 1,888 2,029 2,157 2,225 2,223 2,151 2,009

YoY Growth (%) #DIV/0! 42.0% 23.9% 65.3% 14.1% 8.6% 7.5% 6.3% 3.1% (0.1%) (3.2%) (6.6%)

(+) CapEx 87 61 344 525 375 346 372 396 374 339 301 258 211
YoY Growth (%) 34.6% 459.8% 197.4% (28.6%) (7.7%) 7.5% 6.7% (5.7%) (9.2%) (11.4%) (14.3%) (18.1%)
% of Gross Revenue 9.5% 11.7% 21.3% 10.5% 7.3% 6.2% 5.3% 4.2% 3.4% 2.7% 2.2% 1.7%

New Stores and Hospitals 46 326 453 287 237 244 252 214 169 123 78 32
YoY Growth (%) 606.8% 265.3% (36.7%) (17.4%) 3.1% 3.1% (15.0%) (21.2%) (26.9%) (36.8%) (58.3%)
% of Capex 75.1% 94.8% 86.2% 76.5% 68.5% 65.7% 63.4% 57.2% 49.7% 41.0% 30.2% 15.4%

Cost/ New m2 4.56 9.88 12.93 5.73 5.92 6.10 6.29 6.48 6.48 6.48 6.48 6.48 
YoY Growth (%) (15.2%) 116.7% 135.9% (55.7%) 3.3% 3.1% 3.1% 3.1% - - - -

Renovations, Maintenance and Others 8 6 26 28 37 45 54 63 71 78 84 89
YoY Growth (%) (27.3%) 37.8% 6.9% 32.4% 21.2% 18.5% 16.5% 12.9% 10.1% 7.9% 6.0%
% of Capex 12.9% 1.7% 5.0% 7.6% 10.8% 12.2% 13.6% 16.8% 20.9% 25.9% 32.7% 42.3%

Cost/ Old m2 0.06 0.04 0.15 0.16 0.17 0.17 0.18 0.18 0.19 0.19 0.20 0.20 

Digital and Technology 9 12 46 60 72 82 91 97 100 99 96 89
YoY Growth (%) 28.9% 50.6% 29.8% 19.4% 14.8% 11.0% 6.6% 2.9% (0.5%) (3.7%) (6.7%)
% of Capex 15.3% 3.5% 8.8% 16.0% 20.7% 22.1% 23.0% 26.0% 29.4% 33.1% 37.2% 42.4%

(-) Depreciation 10.2 (34.0) (116.1) (160.2) (195.5) (230.7) (268.3) (306.1) (341.0) (372.4) (399.8) (422.7)
Old PP&E 921.4 (90.3) (90.3) (90.3) (90.3) (90.3) (90.3) (90.3) (90.3) (90.3) (90.3)
2021 525.2 (25.7) (51.5) (51.5) (51.5) (51.5) (51.5) (51.5) (51.5) (51.5) (51.5)
2022 374.8 (18.4) (36.7) (36.7) (36.7) (36.7) (36.7) (36.7) (36.7) (36.7)
2023 345.8 (16.9) (33.9) (33.9) (33.9) (33.9) (33.9) (33.9) (33.9)
2024 371.6 (18.2) (36.4) (36.4) (36.4) (36.4) (36.4) (36.4)
2025 396.5 (19.4) (38.9) (38.9) (38.9) (38.9) (38.9)
2026 373.7 (18.3) (36.6) (36.6) (36.6) (36.6)
2027 339.2 (16.6) (33.3) (33.3) (33.3)
2028 300.5 (14.7) (29.5) (29.5)
2029 257.7 (12.6) (25.3)
2030 210.9 (10.3)
PP&E EoP 215.6 921.4 1,523.3 1,523.3 1,737.9 1,888.1 2,029.0 2,157.1 2,224.8 2,223.0 2,151.1 2,009.0 1,797.1
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Intangible

Intangible 2018 2019 2020A 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 

Intangible BoP 8.3 51.8 79.1 56.9 78.0 73.7 69.4 65.1 60.7 56.4 52.1 47.8 43.5
YoY Growth (%) #DIV/0! 38% 37% -6% -6% -6% -7% -7% -8% -8% -9%

(+) Acquisitions of Intangible Assets
YoY Growth (%)
% of Gross Revenue

(-) Amortization 18.1 (1.1) (3.7) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3)

Old Intangible 78.0
>> EoP 
2022 (3.1) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3) (4.3)

2021 - - - - - - - - - - -
2022 - - - - - - - - - -
2023 - - - - - - - - -
2024 - - - - - - - -
2025 - - - - - - -
2026 -
2027 -
2028 -
2029 -
2030 -
Intangible EoP 15.7 56.9 78.0 78.0 73.7 69.4 65.1 60.7 56.4 52.1 47.8 43.5 39.2
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Working Capital

Working Capital 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 

Working Capital 78 113 165 267 316 396 483 575 670 758 832 886 917

DWorking Capital 13 35 51 102 49 79 87 92 95 88 74 55 31

Cash conversion cycle 35 37 36 43 40 40 39 38 38 38 38 38 38 

Assets 191 272 399 572 786 1,020 1,280 1,559 1,829 2,075 2,280 2,428 2,506

Accounts Receivable 76.2 96.1 160.7 228.0 335.3 444.8 567.3 699.5 828.5 947.0 1,046.8 1,120.4 1,161.5

DSO 36 36 41 40 41 41 41 41 41 41 41 41 41 

Inventories 97.5 132.7 185.7 283.8 390.7 514.9 652.4 799.3 940.6 1,068.0 1,172.8 1,247.0 1,283.9

DIH 86 95 91 94 91 91 91 91 91 91 91 91 91 

Liabilities 113 158 234 305 470 624 797 984 1,159 1,317 1,448 1,541 1,589

Suppliers 98.9 130.8 195.7 273.6 392.5 521.7 666.8 823.8 969.5 1,100.8 1,208.9 1,285.3 1,323.4

Days 87 94 96 91 92 92 93 94 94 94 94 94 94 

Tax Obligations 11,831 25,385 36,556 30,410 76,294 101,198 129,060 159,136 188,503 215,451 238,167 254,918 264,248 

% of Revenue 1.5% 2.6% 2.5% 1.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5%
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Revolver

Debt Assumptions - Revolver 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 
Loans BoP 496 296 171 97 74 74 74 74 74 74
Fundraising - - - - - - - - - -
Paid (202) (125) (75) (23) - - - - - -
Loans EoP 296 171 97 74 74 74 74 74 74 74

Cash BoP 610 335 197 189 305 583 1,046 1,700 2,545
Pre-Revolver Cash Generation and Dividends (238) (84) 71 227 424 644 872 1,096 1,299
Minimum Cash (89) (89) (89) (89) (89) (89) (89) (89) (89)
Mandatory Dividends (37) (54) (80) (111) (146) (181) (217) (251) (278)
(=) Cash Availability 246 108 100 216 494 957 1,611 2,456 3,477

Revolver BoP - - - - - - - - -
DRevolver - - - - - - - - -

Revolver EoP - - - - - - - - -

Financials Results Assumption 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 
Financial Income 62.5 24.3 13.3 12.8 20.6 39.4 70.6 114.8 171.8
Cash BoP 609.7 335.3 197.2 188.9 304.9 583.4 1,046.1 1,700.3 2,545.3
Cash EoP 335.3 197.2 188.9 304.9 583.4 1,046.1 1,700.3 2,545.3 3,565.6
% CDI 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Total Financial Expense (27.9) (14.6) (7.8) (6.5) (6.5) (6.5) (6.5) (6.5) (6.5)

Financial Expenses - Loans (27.9) (14.6) (7.8) (6.5) (6.5) (6.5) (6.5) (6.5) (6.5)
Loans BoP 296.0 171.4 96.7 73.6 73.6 73.6 73.6 73.6 73.6
Loans EoP 171.4 96.7 73.6 73.6 73.6 73.6 73.6 73.6 73.6
Spread 2% 2% 2% 2% 2% 2% 2% 2% 2%
Financial Expenses - Revolver - - - - - - - - -
Revolver BoP - - - - - - - - -
Revolver EoP - - - - - - - - -
Spread 5% 5% 5% 5% 5% 5% 5% 5% 5%
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Zee.Dog Estimates

Zee Dog Financial Statements (BRL Millions) 2018 2019 2020A 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Net Revenue 61 74 112 190 305 471 699 982 1,311 1,698 2,130 2,610 3,093

YoY Growth (%) 72.7% 21.3% 52.9% 69.3% 60.0% 54.5% 48.5% 40.5% 33.5% 29.5% 25.5% 22.5% 18.5%

Cost Of Goods Sold (19) (25) (66) (111) (176) (270) (399) (557) (747) (962) (1,200) (1,461) (1,701)

% of Revenue (30.9%) (34.3%) (58.4%) (58.1%) (57.8%) (57.4%) (57.1%) (56.7%) (57.0%) (56.7%) (56.3%) (56.0%) (55.0%)

Gross Profit 42 48 47 80 129 200 300 425 564 736 931 1,149 1,392

Gross Margin (%) 69.1% 65.7% 41.6% 41.9% 42.2% 42.6% 42.9% 43.3% 43.0% 43.3% 43.7% 44.0% 45.0%

SG&A (31) (37) (52) (58) (92) (143) (212) (297) (387) (501) (628) (768) (928)

SG&A Margin (%) (51.1%) (50.3%) (46.1%) (43.8%) (41.6%) (39.5%) (37.5%) (35.6%) (33.9%) (32.2%) (30.6%) (29.0%) (27.6%)

EBITDA 9 8 (5) 22 36 58 89 128 176 235 303 381 464

EBIT Margin (%) 14.8% 11.5% (4.5%) 11.5% 11.9% 12.3% 12.7% 13.1% 13.4% 13.8% 14.2% 14.6% 15.0%

D&A (0) (0) (1) (1) (1) (2) (2) (4) (5) (8) (11) (14) (18)

% of Gross Revenue (0.3%) (0.4%) (0.8%) (0.3%) (0.3%) (0.3%) (0.3%) (0.4%) (0.4%) (0.5%) (0.5%) (0.5%) (0.6%)

Other Operating Income (Expense) (2) (3) (0) - - - - - - - - - -

% of Gross Revenue (3.2%) (4.0%) (0.0%) - - - - - - - - - -

EBIT 9 8 (6) 21 35 56 86 124 171 227 292 367 446

EBIT Margin (%) 14.5% 11.1% (5.3%) 11.2% 11.6% 11.9% 12.3% 12.7% 13.0% 13.4% 13.7% 14.1% 14.4%

Financial Result - - - - - - - - - - - - -

% of Gross Revenue - - -

Interest and Investment Income - - - - - - - - - - - - -

% of Gross Revenue - - -

Financials Expenses - - - - - - - - - - - - -

% of Gross Revenue - - -

EBT 9 8 (6) 21 35 56 86 124 171 227 292 367 446

EBT Margin (%) 14.5% 11.1% (5.3%) 11.2% 11.6% 11.9% 12.3% 12.7% 13.0% 13.4% 13.7% 14.1% 14.4%

Income Tax and Social Contribution on Profit (0) (0) (0) (7) (12) (19) (29) (42) (58) (77) (99) (125) (151)

YoY Growth (%) 35.5% 35.2% 5.7% 3590.0% 65.5% 59.6% 53.1% 44.6% 37.2% 33.0% 28.7% 25.6% 21.3%

% of EBT (1.6%) (2.3%) 3.3% 3.3% 3.3% 3.3% 3.3% 3.3% 3.3% 3.3% 3.3% 3.3% 3.3%

Net Income 9 8 (6) 14 23 37 57 82 113 150 193 242 294

YoY Growth (%) 65.2% (7.3%) (177.3%) (327.1%) 65.5% 59.6% 53.1% 44.6% 37.2% 33.0% 28.7% 25.6% 21.3%

Net Margin (%) 14.2% 10.9% (5.5%) 7.4% 7.6% 7.9% 8.1% 8.4% 8.6% 8.8% 9.1% 9.3% 9.5%
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Projection Deck

Projection Deck (%) 2018 2019 2020A 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Expenses - - - 16% 16% 16% 16% 16% 16% 16% 16% 16% 16%

Gross Margin - - - 42% 42% 43% 43% 43% 43% 43% 44% 44% 45%

SG&A Margin - - - 43% 43% 42% 41% 40% 38% 38% 38% 38% 38%

EBITDA Margin - - - 12% 12% 12% 13% 13% 13% 14% 14% 15% 15%

Tax Rate - - - 34% 34% 34% 34% 34% 34% 34% 34% 34% 34%

CAPEX as % of Gross Revenue - - - 2% 2% 2% 2% 2% 2% 2% 2% 2% 2%
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FCFF Petz

FCFF - PETZ3 [Unit] 2020 2021e 2022e 2023e 2024e 2025e 2026e 2027e 2028e 2029e 2030e Perp.

EBIT [BRL '000s] 124.1 158.1 187.4 317.6 476.3 663.9 869.0 1,066.5 1,253.0 1,413.2 1,521.0 1,521.0

Tax Rate [%] 34% 34% 34% 34% 34% 34% 34% 34% 34% 34% 34% 34%

(=) NOPAT [BRL '000s] 81.9 104.4 123.7 209.6 314.4 438.2 573.6 703.9 827.0 932.7 1,003.9 1,003.9

(+) D&A [BRL '000s] 61.1 119.8 164.5 199.8 235.0 272.6 310.4 345.4 376.7 404.1 427.0 427.0

(-) Change in NWC [BRL '000s] (51.4) (102.2) (49.4) (79.5) (87.1) (91.9) (95.4) (87.6) (73.9) (54.6) (30.5) (30.5)

(-) Capex [BRL '000s] (176.6) (525.2) (374.8) (345.8) (371.6) (396.5) (373.7) (339.2) (300.5) (257.7) (210.9) (427.0)

(=) FCFF [BRL '000s] (85.0) (403.3) (136.0) (15.8) 90.7 222.5 414.9 622.5 829.3 1,024.6 1,189.5 21,064.3

WACC [%] 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1% 10.1%

DATE [Unit] 30/12/2021 31/12/2022 31/12/2023 31/12/2024 31/12/2025 31/12/2026 31/12/2027 31/12/2028 31/12/2029 31/12/2030 31/12/2031

Time steps [Unit] 0.07 1.08 2.08 3.08 4.08 5.08 6.08 7.08 8.08 9.08 10.08

g (PIB + IPCA) [%] 5.3%

(=) PV of FCFF [BRL '000s] (400.5) (122.6) (12.9) 67.4 150.0 254.1 346.1 418.6 469.6 495.0 7,959.3

NPV of 10Y Explicit 
Period [BRL '000s] 1,664.9

As % of 
Enterprise Value [%] 17%

NPV of Terminal 
Value [BRL '000s] 7,959.3

As % of 
Enterprise Value [%] 83%

Without Zee.Dog

Entreprise Value [BRL '000s] 9,624.2

Net Debt [BRL '000s] 151.1

Equity Value [BRL '000s] 9,473.0

# of Shares (in millions) 435.1

Target Price [BRL] 21.77

Actual Price [BRL] 17.91

Upside 21.6%

With Zee.Dog

Entreprise Value [BRL '000s] 11,052.3

Net Debt [BRL '000s] 151.1

Equity Value [BRL '000s] 10,901.2

# of Shares (in millions) 435.1

Target Price [BRL] 25.06

Actual Price [BRL] 17.91

Upside 39.90%
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FCFF Zee.Dog

FCFF - Zee Dog [Unit] 2020 2021e 2022e 2023e 2024e 2025e 2026e 2027e 2028e 2029e 2030e Perp.

EBIT [BRL '000s] 21.3 35.2 56.2 86.1 124.5 170.8 227.1 292.4 367.2 445.5 445.5

Tax Rate [%] 34% 34% 34% 34% 34% 34% 34% 34% 34% 34% 34%

(=) NOPAT [BRL '000s] 14.0 23.3 37.1 56.8 82.2 112.7 149.9 193.0 242.4 294.0 294.0

(+) D&A [BRL '000s] 0.6 1.0 1.6 2.4 3.7 5.4 7.7 10.6 14.1 18.4 18.4

(-) Change in NWC [BRL '000s] 14.7 (22.7) (33.0) (45.4) (56.3) (65.4) (76.9) (86.1) (95.3) (96.0) (96.0)

(-) Capex [BRL '000s] (2.9) (4.6) (7.1) (10.5) (14.7) (19.7) (25.5) (32.0) (39.1) (46.4) (18.4)

(=) FCFF [BRL '000s] 26.5 (3.0) (1.4) 3.4 14.9 33.1 55.2 85.5 122.0 170.0 3,422.0

KE [%] 11.1% 11.1% 11.1% 11.1% 11.1% 11.1% 11.1% 11.1% 11.1% 11.1% 11.1%

DATE [Unit] 31/12/2021 31/12/2022 31/12/2023 31/12/2024
31/12/202

5
31/12/202

6
31/12/2027 31/12/2028 31/12/2029 31/12/2030

31/12/203
1

Time steps [Unit] 0.08 1.08 2.08 3.08 4.08 5.08 6.08 7.08 8.08 9.08 10.08
g (Inflation Rate) [%] 5.0%

(=) PV of FCFF [BRL '000s] 26.3 (2.7) (1.1) 2.4 9.7 19.4 29.2 40.6 52.2 65.5 1,186.6

NPV of 10Y Explicit Period [BRL '000s] 241.5

As % of Enterprise Value [%] 17%

NPV of Terminal Value [BRL '000s] 1,186.6

As % of Enterprise Value [%] 83%

Entreprise Value [BRL '000s] 1,428.1

Net Debt [BRL '000s] -

Entreprise Value [BRL '000s] 1,428.1

#Shares 435.1

Equity Value / Share 3.28
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Macro Assumptions

Macro Assumptions 2018 2019 2020 2021P 2022P 2023P 2024P 2025P 2026P 2027P 2028P 2029P 2030P 

Real GDP Growth 1.8% 1.4% -4.1% 4.9% 1.2% 2.0% 2.2% 2.2% 2.2% 2.2% 2.2% 2.2% 2.2%

IPCA 3.7% 4.3% 4.5% 9.2% 4.6% 3.3% 3.1% 3.1% 3.1% 3.1% 3.1% 3.1% 3.1%

FX (EoP) 3.88 4.03 5.19 5.50 5.50 5.25 5.20 5.20 5.20 5.20 5.20 5.20 5.20

Selic (Average) 6.8% 5.5% 3.3% 5.6% 9.8% 8.8% 7.0% 6.8% 6.8% 6.8% 6.8% 6.8% 6.8%

Selic (EoP) 6.5% 4.5% 2.0% 9.3% 10.3% 7.3% 6.8% 6.8% 6.8% 6.8% 6.8% 6.8% 6.8%
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Beta

Peers Beta (monthly 5y) Effective Tax Rate Unlevered Beta Debt Equity Debt/Equity Wd We

PETZ - 34.00% 296.0 1,188.0 0.2x   19.9% 80.1%

International Pet Players
PETS: LSE 0.19 15% 0.13 510.1 993.7 0.5x   33.9% 66.1%

WOOF: NasdaqGS 0.94 30% 0.47 3,000.5 2,159.4 1.4x   58.2% 41.8%

CHWY: NYSE 0.37 27% 0.08 394.4 75.1 5.3x   84.0% 16.0%

PETQ: Nasdaq GS 1.46 0.34 0.99 0.5 0.7 0.7x   41.5% 58.5%

Median 0.65 0.30 1.05 0.50 0.50

Average 0.74 0.42 1.97 0.54 0.46

Average (Excl. CHWY) 0.86 0.53 0.87 0.45 0.55

Brazillian Retail
RADL3 0.51 0.22 0.46 5.2 37.9 0.1x   12.1% 87.9%

PNVL3 0.34 0.18 0.26 0.7 1.7 0.4x   29.2% 70.8%

MGLU3 0.87 0.18 0.79 5.5 46.6 0.1x   10.5% 89.5%

VIIA3 2.04 0.34 0.91 15.9 8.5 1.9x   65.1% 34.9%

ARZZ3 1.23 0.18 1.13 0.8 7.3 0.1x   9.5% 90.5%

Median 0.87 0.79 0.14 0.12 0.88

Average 1.00 0.71 0.53 0.25 0.75

Average (Excl. VIA) 0.74 0.66 0.19 0.15 0.85

Total Median 0.87 0.47 0.51 0.34 0.66

Total Average 0.88 0.58 1.17 0.38 0.62

Total Median (Exl. Outliers) 0.87 0.47 0.41 0.29 0.71

Total Avg. (Exl. Outliers) 0.79 0.60 0.48 0.28 0.72

PetzReleveredBeta 0.60
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Costof Equity

Cost of equity Sources

Risk Free Rate 2.30% US 10y T Bond 3y Avg.

Equity Risk Premium USA 6.17% ERP Damodaran

Country Risk Premium BR 3.91% CRP Damodaran + 1% Premium

5Y Beta 0.60 Re-levered Beta

Cost of Equity (Ke, em USD nominal) 9.92%

Brazil Long Term Inflation 3.07% Focus
USA Long Term Inflation 2.00% Itau BBA

Inflation Differential 1.05%

Cost of Equity (Ke, em BRL nominal) 11.08%

https://www.bloomberg.com/markets/rates-bonds/government-bonds/us?sref=QZORUyXr%27
http://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/ctryprem.html
http://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/ctryprem.html
http://www.worldgovernmentbonds.com/country/brazil/
https://www.bloomberg.com/markets/rates-bonds/government-bonds/us?sref=QZORUyXr%27
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Costof Debt

Cost of Debt

Dívida Index Spread Effective Interest Principal (BRL) Total Weight Weighted Interest Term

Bank Loan Selic +3.49% a.a. 11.24% 59,712.0 20.17% 2.27% mar/22

Promissory Note Selic +2.9% a.a. 10.65% 19,562.0 6.61% 0.70% out/21

1st issue of debentures Selic +1.4% a.a. 9.15% 88,968.0 30.06% 2.75% jul/23

2st issue of debentures Selic +1.3% a.a. 9.05% 127,738.0 43.16% 3.91% jun/24

Selic Rate (EoP) 7.75% Cost of Debt (Kd) 9.63%

Equity (BRL mm) 1,188,041

Debt (BRL mm) 295,980

Total Capital (BRL mm) 1,484,021 
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Team 11 vs Consensus

Financial Highlights 2020A 2021P 2022P 2023P 2024P 2025P 

Gross Revenue

Our Assumptions 1,706.7 2,470.9 3,563.3 4,726.4 6,027.7 7,432.4

CIQ Estimates 1,706.73 2,045.2 2,994.3 3,953.43 5,249.50 6,504.33

Refinitiv

Net Revenue

Our Assumptions 1,436.8 2,095.1 2,998.6 3,977.4 5,072.4 6,254.5

CIQ Estimates

Refinitiv 1,437.0 2,074.0 2,868.0 3,819.0

Gross Profit Margin

Our Assumptions 48.3% 47.5% 47.9% 48.2% 48.5% 48.9%

CIQ Estimates 40.6% 40.5% 40.4% 40.8% 39.3% 39.0%

Refinitiv 48.3% 40.5% 40.3% 40.9%

EBITDA

Our Assumptions 185.2 254.6 352.0 517.4 711.3 936.6

CIQ Estimates

Refinitiv 185.5 285.0 423.7 624.8
Adjusted EBITDA (IAAS-
17)

Our Assumptions 160.8 231.3 367.6 531.4 722.4 943.9

CIQ Estimates 160.75A 261.4 421.4 616.49E 788.33E 1,006.67

Refinitiv

EBIT 

Our Assumptions 124.1 158.1 187.4 317.6 476.3 663.9

CIQ Estimates

Refinitiv 124.1 158.6 253.2 385.5

Net Income 

Our Assumptions 58.4 62.5 146.5 216.0 318.0 442.3

CIQ Estimates

Refinitiv 58.4 86.0 137.0 221.3

Financial Highlights 2020A 2021P 2022P 2023P 2024P 2025P 

Net Debt

Our Assumptions 52.6 (313.7) (163.9) (100.5) (115.4) (231.3)

CIQ Estimates 8.8 145.0 327.1 464.9 663.0

Refinitiv 579.9 266.7 393.0 465.0

D&A

Our Assumptions 61.1 119.8 164.5 199.8 235.0 272.6

CIQ Estimates 141.2 122.0 170.7 209.0 289.0 183.0

Refinitiv 141.2 122.0 170.7 209.0

Capex

Our Assumptions (176.6) (525.2) (374.8) (345.8) (371.6) (396.5)

CIQ Estimates (176.59A) (649.50E) (287.00E) (313.50E) (351.00E) (345.00E)

Refinitiv 176.6 649.5 287.0 313.5

ROE

Our Assumptions 16.9% 6.6% 10.2% 13.8% 18.0% 21.6%

CIQ Estimates 16.90A 17.0% 17.1% 23.5% 21.5%

Refinitiv 16.9% 14.4% 17.9% 24.9%

ROA

Our Assumptions 3.7% 2.6% 5.0% 6.9% 9.3% 11.4%

CIQ Estimates 3.72A 3.34E 4.44E 5.48E

Refinitiv 3.7% 3.3% 4.4% 5.5%

ROIC

Our Assumptions 10.2% 6.8% 7.5% 12.0% 16.0% 19.1%

CIQ Estimates

Refinitiv 10.3% 22.6% 28.6% 37.0%

EPS

Our Assumptions 0.13 0.14 0.34 0.50 0.73 1.02

CIQ Estimates 0.16 0.19 0.34 0.51

Refinitiv 0.15 0.22 0.34 0.53
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IFRS-16 Impacts

Through our valuation, we seethat Petz'smargins are impacted by IFRS-16. In this sense, there is an increasein the EBITDA margin and
a reduction in the Net Margin when compared to the IAAS-17 model

2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E

Gross Revenue 1,164.2 1,706.7 2,470.9 3,563.3 4,726.4 6,027.7 7,432.4 8,803.9 10,062.5 11,123.4 11,905.8 12,341.5

Net Revenue 986.1 1,436.8 2,079.3 2,998.6 3,977.4 5,072.4 6,254.5 7,408.7 8,467.8 9,360.6 10,019.0 10,385.7

Gross Profit 476.3 693.5 979.9 1,434.9 1,916.6 2,461.2 3,055.5 3,644.1 4,193.3 4,666.6 5,028.2 5,246.9

SG&A Margin (IFRS-16) - SG&A Margin (IAAS-17) 6.7% 5.6% 4.7% 4.7% 4.9% 5.0% 5.1% 5.1% 5.1% 5.0% 4.9% 5.1%

Adjusted EBITDA Margin (IFRS-16) - Adjusted EBITDA Margin (IAAS-17) 6.7% 5.6% 5.5% 4.7% 4.9% 5.0% 5.1% 5.1% 5.1% 5.0% 4.9% 5.1%

EBIT Margin (IFRS-16) - EBITMargin (IAAS-17) 1.1% 0.9% -0.7% -2.1% -1.2% -0.9% -0.8% -0.6% -0.7% -0.7% -0.8% -0.6%

Net Income Margin (IFRS-16) - Net Income Margin (IAAS-17) -1.2% -0.9% -2.3% -0.6% 0.7% 0.4% 0.3% 0.1% -0.1% -0.4% -0.6% -0.5%
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Key Financials (IFRS-16)

Key Financials (R$ th) 2017 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E CAGR 2020-2025

Gross Revenue 716 913 1,164 1,707 2,471 3,563 4,726 6,028 7,432 8,804 10,063 11,123 11,906 12,342 34.2%

Net Revenue 597.4 767.9 986.1 1,436.8 2,095.1 2,998.6 3,977.4 5,072.4 6,254.5 7,408.7 8,467.8 9,360.6 10,019.0 10,385.7 34.2%

Gross Profit 264.8 351.9 476.3 693.5 995.6 1,434.9 1,916.6 2,461.2 3,055.5 3,644.1 4,193.3 4,666.6 5,028.2 5,246.9 34.5%

Adjusted EBITDA 47.7 76.3 193.0 256.7 368.1 536.5 762.2 1,023.5 1,321.5 1,635.4 1,933.0 2,205.9 2,433.9 2,587.3 38.8%

EBITDA 45.8 83.0 130.3 185.2 254.6 352.0 517.4 711.3 936.6 1,179.4 1,411.9 1,629.8 1,817.3 1,948.1 38.3%

EBIT 25.1 53.2 86.1 124.1 158.1 187.4 317.6 476.3 663.9 869.0 1,066.5 1,253.0 1,413.2 1,521.0 39.9%

Net Income 11.4 31.3 23.6 58.4 62.5 146.5 216.0 318.0 442.3 582.8 725.6 869.3 1,004.2 1,113.0 49.9%

Key Ratios (%) 2017 2018 2019 2020 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E 2030E
CAGR 2020-

2025

Gross Margin 44.3% 45.8% 48.3% 48.3% 47.5% 47.9% 48.2% 48.5% 48.9% 49.2% 49.5% 49.9% 50.2% 50.5% 0.2%

Adjusted EBITDA 
Margin 8.0% 9.9% 19.6% 17.9% 17.6% 17.9% 19.2% 20.2% 21.1% 22.1% 22.8% 23.6% 24.3% 24.9%

3.4%

EBITDA Margin 7.7% 10.8% 13.2% 12.9% 12.2% 11.7% 13.0% 14.0% 15.0% 15.9% 16.7% 17.4% 18.1% 18.8% 3.0%

EBIT Margin 4.2% 6.9% 8.7% 8.6% 7.5% 6.3% 8.0% 9.4% 10.6% 11.7% 12.6% 13.4% 14.1% 14.6% 4.2%

Net Margin 1.9% 4.1% 2.4% 4.1% 3.0% 4.9% 5.4% 6.3% 7.1% 7.9% 8.6% 9.3% 10.0% 10.7% 11.7%

ROE 18.5% 13.2% 16.9% 6.6% 10.2% 13.8% 18.0% 21.6% 23.9% 24.8% 24.7% 23.8% 22.2% 5.0%

ROA 6.3% 2.6% 3.7% 2.6% 5.0% 6.9% 9.3% 11.4% 13.1% 14.2% 14.9% 15.1% 14.8% 25.1%

ROIC 8.0% 9.7% 10.2% 6.8% 7.5% 12.0% 16.0% 19.1% 21.0% 21.5% 21.1% 19.9% 18.2% 13.3%
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Brazillian Drivers

Urbanization calls for smaller houses, that calls for smaller pets
Distribution of cats, small dogs and medium & large dogs in Brasil historically

Pets are growing a lot, and this growth is expected to come from the smaller ones

Premium dog food stands out since 2018, and should keep growing
YoY growth of Economy, Mid-Priced and Premium dog food in Brazil, in %

30% 32% 35%

40% 41%
41%

29% 27% 24%

2016 2021E 2026E

Cats Small Dogs Medium & Large Dogs

Urbanization 
rate in Brazil84%

Pets located 
in São Paulo25%

Pets located 
in Southeast47%

12%

3%

29%

8%

12% 12%12%

16%

14%

17%
16%

14% 14%

35%

17%

19%
18%

2018 2019 2020 2021E 2022E 2023E

Economy Mid-Priced Premium
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Vet Sector

(Ï×ÅÖÅÒȟ ÉÔȭÓ ÓÔÉÌÌ ÕÎÅØÐÌÏÒÅÄȟ ×ÉÔÈ ÇÌÏÂÁÌ ÄÉÒÅÃÔÉÏÎÓ ÈÅÁÄÉÎÇ ÏÔÈÅÒ ×ÁÙÓ
Growth in the global veterinary telehealth market ($M)

The vet sector had a revenue of R$7.3 billion in 2020

The Brazillian vet sector has lots of potential

Country # of vet clinics

Brazil 46,222

USA 29,555

China 23,715

Japan 12,309

Germany 10,395

Argentina 9,708

México 9,224

Colombia 8,140

France 7,983

Italy 7,210

Country # of vets

China 148,722

Brazil 117,034

USA 101,185

Spain 34,420

Turkey 33,344

Italy 27,913

Argentina 21,060

Mexico 19,120

United Kingdom 19,101

Indonesia 17,152

Insurance pet market outside the country its growing a lot more than
Brazil. Theveterinary caremarket continues to advancethrough scientific
research,and the range of healthcare options available to pet owners is
increasing. Together with a growing awarenessand affordability of pet
insurance, more pet owners are able to do what is best for their pet
throughout their lifetime .

57.6

68.2

92

2018

2019

2020

Growth in the global veterinary telehealth market (Million Pounds)

90,000 vets conducts remote consultations each year
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Understandingthe competiton

Petz is a mall for pets, offering a lot of kinds of products, besides Pet Care services

The big networks
of Pet Shop, despite
offering more
solutions, no
dominate the

Brazilian market.

The small stores
are predominant, even
thought they have
less variety of 
products and services

Big

Medium

Small

Few products A lot of products
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Understandingthe competiton

PETZ is the only superstore that has performed an IPO, giving it advantage

Sources: Company fillings

V Shopping for Pets

V Own Services ɀSERES

V High market cap because of the IPO

V High e-commerce platform

V Shopping for Pets

V $ÏÅÓÎȭÔ ÈÁÖÅ ÉÔÓ Ï×Î ÓÅÒÖÉÃÅÓ

V High investments by Kinea

V High e-commerce platform

V Some services ɀdOG HERO

V High investments by Softbank

V Only e-commerce platform

V Ȱ3ÍÁÌÌȱ ÓÔÏÒÅÓ

V $ÏÅÓÎȭÔ ÈÁÖÅ ÉÔÓ Ï×Î ÓÅÒÖÉÃÅÓ
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Competitive Position Scorecard Conclusion

Comparing Petz, Cobasi and Petlove, we concluded Petz has the highest competition index, with grades of 0-2 between them. When 
they had the same score, we just gave the higher grade to both

CompetitionIndex

ID Topic Petz Cobasi PetLove Justification

B.1 Acquisitions 1 0 2 Petlove acquisitionsaddedmore to their portfolio than the other players

B.2 Subscription 2 2 2 Theirsubscriptionplanhavelittle diferences betweenthem

B.3 Services 2 1 0 Petz its the only to offer own services, while Cobasi offers third partiesandPetlove ŘƻŜǎƴΩǘhavegrooming

B.4 Productsportfolio 2 1 0 With the acquisitionof Zee.Dog, Petz hadanexclusive portfolio, andCobasi hadmore SKUs

B.5 Basketprice 2 2 2 The basketpriceformedby uswashomogeneous

B.6 Freightrates 2 1 1 Petz is the only player to offer free shipping to the whole country

B.7 Footprint 2 1 0 Petz hasa largerfootprint than Cobasi

B.8 Brand Recognition 2 1 0 Petz a higherbrandrecognition, as explainedin the CompetitivePositioning

B.9 Time in the market 0 2 1 Cobasi hasmore marketyears, followedby Petlove andPetz as younger

B.10 VeterinaryServices 2 1 0 Seres isgrowingnationwide, andevenwith a hugepotential from PortVet, Cobasi isbetter for now

B.11 Partnerships 1 2 0 Cobasi hasa wide arrayof partnerships, more than Petz. However, Petlove lagsin this fator

B.12 CustomerService 1 0 2 Scores wereallignedwith the grades of Reclame Aqui

B.13 Express Delivery (Price) 0 2 2 Petz is the onlyoneto charge a 5.90 fee, while in the othersis free

B.14 E-Commerce Presence 1 0 2 Petlove is focusedonly in E-Commerce, andPetz as a higherusageanddownloads of their app

Business Characteristcs 1.43 1.14 1.00 Meanof the 14 items

C.1 TrafficFlow 1 2 - Cobasi has a higher flow of automobiles than Petz

C.2 Promityto POS 2 1 - Petz has a higher proximity to PoS than Petz

C3 Express Delivery (Locations) 2 1 0
Petz andCobasi offersexpressdelivery to the citiesthey havestores. As they havestores in more cities, they havea higher

score. Petlove onlyoffersexpressdelivery in greaterSão Paulo 

C4 Delivery zones 2 2 2 All three players deliversto the wholecountry

C5 Stock-out delivery 2 1 0 In deliveries of non-availableitems, Petz hasthe fastestdelivery, followedby Cobasi andPetlove

CustomerConvenience 1.80 1.40 0.67 Meanof the 5 items

Total Grade 1.53 1.21 0.94 Meanof the 19 items
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Pricesand Shippingcomparison

PETZ COBASI PETLOVE AMAZON AMERICANAS
MERCADO

LIVRE

RaçãoGolden Power Training ɀ15Kg 

RaçãoRoyal Canin Maxi ɀ15Kg

RaçãoWhiskas Gatos Adultosɀ3Kg

Agemoxi CL 250mg ɀ10 comprimidos

Sec Lac AgenerUnião0,5mg

InseticidaForth Mata Cochonilla500ml

Shampoo SanolDog Professional

TOTAL

TOTAL + SHIPPING

FOOD

PHARMACY

GARDEN & HOUSE

HYGIENE

MAGAZINE
LUIZA

PETZstands out among competitors and 

MARKETPLACESshow to have higher shipping 
prices, because of third-party retailers

R$ 153.99

R$ 302.59

R$ 56.99

R$ 89.90

R$ 74.50

R$ 24.99

R$ 15.99

R$ 718.95

R$ 718.95

R$ 153.90

R$ 302.59

R$ 56.99

R$ 89.90

R$ 74.50

R$ 24.90

R$ 16.50

R$ 720.68

R$ 720.68

R$ 153.90

R$ 325.50

R$ 56.99

R$ 99.90

R$ 74.50

R$ 26.09

R$ 16.99

R$ 730.96

R$ 730.96

R$ 153.90

R$ 325.50

R$ 56.99

R$ 89.90

R$ 68.99

R$ 33.15

R$ 15.65

R$ 744.08

R$ 796.64

R$ 160.56

R$ 475.90

R$ 55.79

R$ 84.90

R$ 57.80

R$ 33.50

R$ 15.50

R$ 884.95

R$ 1,048.9

R$ 257.43

R$ 309.90

R$ 72.90

R$ 75.04

R$ 59.90

R$ 27.90

R$ 16.00

R$ 819.07

R$ 819.07

R$ 153.99

R$ 271.33

R$ 56.99

R$ 89.90

R$ 74.50

R$ 21.90

R$ 15.65

R$ 685.35

R$ 918.30
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Signature benefits comparision

PETZ COBASI PETLOVE

Included categories

Subscription Price

Discounts

Shipping Discounts

Other benefits

Can the subscription product be witdrawn from the store?

The signature services are similar 
between these three, but PETZis the 

only one with benefits on services

Food, Hygiene, 
Pharmacy and 

B&G

FREE

-20% B&G
-10% products

5% off

-

YES

Food, Hygiene, 
Pharmacy

FREE

5% off

- 20% on the first 
purchase + gift

NO

Food, Hygiene, 
Pharmacy and 

Toys

FREE

-

NO

All three stores offer a service of express delivery. But 
PETLOVEworks only in greater São Paulo, while COBASI

and PETZin all cities where they are present

- 10% products
-15% DogHero
-10% products

- 20% on the first 
purchase + gift + 

vet courses
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Express shippingwithin greater São 
Paulo

3-day shippingin case of stock-out

Quality of products and services

Superior freight and delivery times

Petz boasts a complete and integrated assortment of high quality products and services, supporting and improving market leadership

Robust M&A agenda implemented in order to fulfill ecosystem needs

Express shipping within cities with 
stores

1-day shippingin case of stock-out

Private 
Label

Proprietary 
Vets

Proprietary 
Aesthetics

Pet Hotels

Pet Sitting

Dog
Walking

PETZ COBASI PETLOVE

Express shipping within cities with 
stores

2-day shippingin case of stock-out

Locations where Petz, Cobasi and Petlove offer express deliveries
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Brand Recognition

The Manaus opening is the perfec testament to 0ÅÔÚȭÓnational recognition

Distinc advantagesarise from 0ÅÔÚȭÓlarge geographical footprint , generating brand awarenessboth physicallyand digitaly

0ÅÔÚȭÓlarge presencebrings 3 major leveragepoints

Petz vsCobasipresencein brazilliancitieswith more than 100k urbaninhabitants

This physicaldominanceis than translated into the digital enviroment

App downloads anddailyusage

3

2 2 2 2
2

12
9. 9.

7. 8.
6.

3

21

3
3

2
2

0

5

10

15

20

25

30

35

40

0

50

100

150

200

250

300

350

Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep-21

Petz downloads Cobasi downloads Petlove downloads

Petz daily users Cobasi daily users Petlove daily users

3rd Best store inauguration

3x Initialexpecteations

Manaus

First mover advantage

Largestores as a meanof drawing
attention

Creationof expansionbarries for 
competitors

VS
28% 17%
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Customer Service

They are making their way to the top through personalization of offers

0ÅÔÚ ÄÏÅÓÎȭÔ ÄÒÁ× ÁÔÔÅÎÔÉÏÎ ×ÈÅÎ ÉÔÓ ÕÐ ÔÏ ÃÕÓÔÏÍÅÒ ÓÅÒÖÉÃÅȟ ÂÕÔ ÔÈÅÙ ÁÒÅ ÒÅÂÕÉÌÄÉÎÇ ÔÈÅÉÒ ÁÐÐÒÏÁÃÈ

Grades in Reclame Aqui are similar, and Petz is above average
0ÅÔ ÐÌÁÙÅÒÓ ÁÎÄ ÍÁÒËÅÔÐÌÁÃÅÓȭÓ ,4- ÇÒÁÄÅÓ ÉÎ 2ÅÃÌÁÍÅ !ÑÕÉ

71 75 76

3T19 3T20 3T21

And this is already being reflected in their boosted NPS
0ÅÔÚȭÓ .ÅÔ 0ÒÏÍÏÔÉÎÇ 3ÃÏÒÅ ÅÖÏÌÕÔÉÏÎ ÓÉÎÃÅ ΨΦΧί

New sales

Upsell

Cross-sell

Rebuy

8.4

8.5

8.7

9.0

8.5

7.9

7.4

Average: 8.34
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Appendix P: Geospatial Analysis ɀOverlap

Through QGIS software, we made a geospatial analysis of Petz and Cobasi stores in São Paulo through radii of 250m, 500m, 1km and 
2km. With that, we were able to observe the overlap between the stores

250m 500m 1km 2km

% of0ÅÔÚȭÓstores with overlap 7% 19% 33% 69%

% of#ÏÂÁÓÉȭÓstores with overlap 8% 22% 39% 81%

3 8 8 8

14 14

29

0

10

20

30

40

50

60

70

80

250m 500m 1km 2km

Overlap of Petz and Cobasi stores in São Paulo
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Appendix P: Geospatial Analysis ɀHDI by income

And connecting to data from GeoSampa, we extracted the district map of São Paulo, along with a database of IBGE from the 2010 
census. From there, we found the HDI by income in each one of the districts, making an analysis of the pet superstores in topof them

HDI by income 

0.613

1.000
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Appendix P: Geospatial Analysis ɀProximity to PoS

Following that, we analyzed store by store in SP to see what points of sale where available in a 250m and 500m radii from them. We see the 
PoSŀǎ ŀ ŘŜǘŜǊƳƛƴŀƴǘ ŦŀŎǘƻǊ ƛƴ ǘƘŜ ŎƘƻƛŎŜ ōŜǘǿŜŜƴ ǘƘŜ ǎǘƻǊŜǎΣ Ƴŀƛƴƭȅ ƛƴ ǘƘƻǎŜ ǘƘŀǘ ƻŦŦŜǊǎ ƎǊƻƻƳƛƴƎ ǎŜǊǾƛŎŜǎΣ ŀǎ ƛǘΩǎ ŀƴ ƻǇǘƛƻƴ ǘƻleave your 
pet and do other things in the time:

Points of Sale Radius Petz Cobasi

Gym

250m 43% 42%

500m 79% 67%

School

250m 60% 44%

500m 93% 81%

Church

250m 33% 19%

500m 76% 44%

Mall

250m 26% 19%

500m 33% 31%

Supermarket

250m 60% 58%

500m 86% 89%
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Appendix T: Automobiles Flow Analysis at Petz and Cobasi stores

Both Petz and Cobasi have 5 stores each in the Top 30 avenues with the highest flow of cars in SP according to CET. Therefore, we used 
a research of CET that analyzes the flow of automobiles in these 30 avenues during the hour of the morning and the afternoon wit h the 
greater car traffic in an ordinary day:

Adresses
Morning hour peak Afternoon hour peak

Petz Cobasi Petz Cobasi

Av. Interlagos 2,367 2,838

Av. Prof. Francisco Morato, 3,042 1,959

Av. Rebouças 2,734 2,831

Av. Washington Luís 3,256 5,668 4,261 6,541

Av. Marginal Tietê 5,065 5,681

Av. Adolfo Pinheiro 3,525 1,923

Av. Francisco Matarazzo 1,704 1,692

Av. Presidente Castelo Branco 4,223 3,691

Av. São Miguel 856 1,319

Total 13,564 18,876 12,886 19,850 
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Follow-On

And how Petz is strenghning its positioning

Petz, Cobasi and Petlove are all capting resources to continue expansion

What has the competition been doing?

R$ 300 million Investment in April of 2021

Acquisitionof Pet Anjo in Juneof 2021

U$ 278.8 billion in funding from PE funds

Merger with Dog Hero in October of 2021

3) Explicar, pormenorizadamente, as razõesdo aumento e suasconsequênciasjurídicas e econômicase fornecer cópia do
parecer do conselhofiscal, seaplicável.
O aumento do capital socialfoi realizadopor meio da emissãode novasaçõesordináriasde emissãoda Companhiano âmbito
da Oferta, dentro do limite do capital autorizado. A Companhiapretende utilizar os recursoslíquidosprovenientesda Oferta
para: (a) aceleraçãoda abertura de lojas e hospitais; (b) fortalecimento do ecossistemae novos negócios/M&A; e (c)
desenvolvimentoda plataforma digital, tecnologia e logística.

The company pretends to utilize the net resources from the 
Follow-On to: (a) Accelerate new store and hospitals openings; 
(b) Strengthening the ecosystem and new businesses / M & A; & 

(c) Development of digital platform , technology and logistics
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With a simple rationale, the transaction will push Petz to the next level Zee.Dog rapidly expanded, already serving 45 countries

73%

27%

Private Label Third Party

3%

10%

Current Goal

Petz + Zee.Dog

4ÈÅ ȰÍÏÓÔ ÄÉÓÒÕÐÔÉÖÅ ÐÅÔ ÐÌÁÔÆÏÒÍ ÉÎ ÔÈÅ ×ÏÒÌÄȱ ÂÒÉÎÇÓ ÍÅÁÎÉÎÇÆÕÌ ÓÙÎÅÒÇÉÅÓ ÔÏ ÔÈÅ ÔÁÂÌÅ

International expansionopportunity

Exclusive product assortment

Accelerateddigital growth

34%

17%
19%

7%

24%

69%

31%

E-Commerce

E-Commerce

Offline
(B2B + Retail)

Offline
(B2B + Retail)

Zee.now

Global

Brazil
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Cansei de Ser Gato -CDSG

How CDSG strengths Petz ecosystem

First acquisition made by Petz in 2020 after its IPO, strenghning its core business

A remarkable platform with nationwide reach 

Followers in 
facebook1.1m

Plays in Spotify and 
30k followers230k

Minutes of PodCat
in Spotify2.1k

Followers in 
Instagramand more 
than 3k posts

570k

Amanda Nori Stéfani Guimarães

Å Co-Founder of CDSG in 
2013 and Head of 
Business Unit

Å Business administration 
at PUC-SP

Å 3 years working at 
EditoraAbril

Å Co-Founder of CDSG in 
2013 and Head of 
Business Unit

Å Publicity at Cásper
Libero and Industrial 
Design at Mackenzie

Leverage of Channels and Segments

Improves the capacity to connect brands, creating an advertising 
space and also attracting specialized content producers

Retainment of Clients and Customer Loyalty

Exclusive products design, as the cat category is growing a lot 
but lacks in assortment, being a differential in the segment

Engagement Tools/New Channels

Development in the cat segment and public collection of 
ÄÁÔÁ ÉÎ ȰÎÏÎ-ÂÕÙȱ ÍÏÍÅÎÔͻÓȟ ÁÌÏÎÇ ×ÉÔÈ ÃÒÅÁÔÉÏÎ ÏÆ ÔÒÅÎÄÓ
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Cansei de Ser Gato and Cão Cidadão

With these acquisitions, Petz now hasmost of the services inside its own ecosystem

Cão Cidadão

CãoCidadão
followers across 
various platforms

481k
Families helped 
since 1998 100k

Dr Pet followers 
across various 
platforms

+6m Trainers/franchisees 70

Pet training, strengthens0ÅÔÚȭÓportfolio 
andpushesfurther its completion

Exclusive content creation, engaging and
fidelizing its audience

Catpopulation growth rate of ~2x as dogs2017

01

03

02
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Seres

The Seresbrand is Petz'sveterinary services brand, which has XXclinics and XXhospitals

Sources:

Each species has its own waiting environment

Presence of a veterinary emergency room separate 
from the other wings

Consultations, clinical exams, imaging diagnoses 
and high/low complexity surgeries

National network of Petzveterinary centers

Attached to physical stores, concentrating 
everything in the same place

24h service

Hospitals focus on highly complex procedures

Technological differential: ultrasound rooms, 
electrocardiogram, digital veterinary X-ray, etc

Objetivo: tornar-sereferênciano setorde medicina
veterinária, como DNAdaPetz




























































