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This presentation may include declarations about Springs DƭƻōŀƭΩǎ expectations regarding future events or results. All 

declarations  based upon  future expectations, rather than historical facts, are subject to various risks and 

uncertainties. 

 

These risks and uncertainties include factors related to the following: the Companýs business strategy, the 

international and the Brazilian economies, technology,  financial strategy, developments in the textile and retail 

sectors, market conditions, among others. To obtain further information on factors that may give rise to results 

different from those forecasted by Springs Global, please consult the reports filed with the Brazilian Comissão de 

Valores Mobiliários (CVM, equivalent to U.S. ά{9/έύ. 

 

DISCLAIMER 
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V Leading company in the home textile market, 

operating in Brazil, Argentina, USA  and Canada  

V Traditional and leading brands that embrace different 

market segments  

V Controlling shareholders are reference in the textile 

sector, with 40 years of experience  

V Integrated supply chain 

V Retail operations in Brazil, with a national presence 

V Established and recognized franchise model 

V Opportunity to asset light growth, through franchise 

expansion, online sales and operational leverage 

V Listed in the B3 highest standard for Corporate 

DƻǾŜǊƴŀƴŎŜΣ άbƻǾƻ aŜǊŎŀŘƻέΥ {Dt{о 

EXECUTIVE SUMMARY 
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STRATEGIC OBJECTIVES 

ω/ƻƴǎƻƭƛŘŀǘŜ ǘƘŜ ƭŜŀŘŜǊǎƘƛǇ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ !ƳŜǊƛŎŀΩǎ ƘƻƳŜ 
textile market 

Focus on the Americas 

ωLeverage and enhance its proprietary brand portfolio, 
reinforcing the commitment to customer satisfaction 

Enhance the value of our 
brands 

ωPromote and develop relationships with multi-brand 
clients 

Enhance relationship with 
wholesale clients 

ωExpand distribution through the mono-brand channels, 
leveraging primarily on the franchise business model and 
online sales 

Development of mono-brand 
retail channel 

ωIntegrate the industrial and retail operations, positioning 
ourselves as a benchmark in the areas of innovation and 
management 

Integration of Retail-Industry 
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SHAREHOLDER STRUCTURE 

Springs Global 

Companhia de Tecidos 
Norte de Minas 

(CTNM) 

Leblon Equities 

Free float 

19.0%1 

46.8% 

1 Position as of  March 31  2017, according to letter received by the Company informing 
significant ownership 

Controlling 
shareholders 

Board members and 
officers 

52.92% 0.26% 

Position as of 09/30/2018 
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HISTORY 

1967 Foundation of Companhia de Tecidos Norte de Minas - Coteminas 

1975 Start of operations of the first textile plant in Montes Claros, MG 

мффлΩǎ Entering the consumer products segment, through the acquisition the 
Santista and Artex brands 

1994-2005 Strong sales growth, including exports 

2006 Creation of Springs Global as a result of a joint venture between 
Coteminas, with operations in South America, and Springs Industries, 
with operations in North America 

2009 Entering the retail market in Brazil, through the acquisition of MMartan 
store chain 

2009-2011 Expansion of MMartan stores, from 57 to 168  

2011 Launch of a second retail chain under the brand name Artex, with only 
owned stores 

2015 Start of Artex franchises 

2018 Start of digital franchise 
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3Q18 LTM CONSOLIDADED RESULTS 

In R$ million 

864.5 
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EBITDA

South America - Wholesale

South America - Retail

North America - Wholesale

EBITDA margin (%) 

Total   10.8% 

15.8%* 

3.7% 

5.6% 

EBITDA 

244.6** 

1Last 12 months ended at September 30, 2018 
* Includes Intercompany  revenue of R$ 75.8 million in 3Q18 LTM 

** Includes non-allocated expenses of R$ 4.5 million in 3Q18 LTM 
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2018 REVISED GUIDANCE 

2018

in R$ million
Revised 

Guidance

Net revenue

South America - Wholesale*  1,200 - 1,420 

South America - Retail  230 - 270 

North America - Wholesale  740 - 870 

Total net revenue  2,120 - 2,500 

EBIT  160 - 190 

EBITDA  240 - 270 

CAPEX 60 - 70

* Including intercompany revenue 
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WE HAVE A PORTFOLIO OF BRANDS WITH VALUE 
PROPOSITION FOR DIFFERENT MARKET SEGMENTS... 

BRAZIL ARGENTINA USA/CANADA 

11 
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...THAT ARE LEADERS IN THE MARKETS WE OPERATE 

Plants 

Warehouse and 

distribution centers  

12 

Location of Retail stores 

#1 ς Brazil e Argentina 

One of the major players in the USA and Canada  

Retail stores  
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CONSERVATIVE APPROACH RELATED TO CREDIT CONCESSION 
TO BRAZILIAN CLIENTS HAS LIMITED, IN SOME LEVEL, OUR 
SALES IN 2016 

{ƻǳǊŎŜΥ /ƻƳǇŀƴƛŜǎΩ ŦƛƴŀƴŎƛŀƭ ǎǘŀǘŜƳŜƴǘǎ ŀƴŘ a5L/ 

Market share in the Brazilian bedding, bath and tabletop market1 

1 Considering revenues from main companies which are estimated to represent 80% of total market 
2 Revenue for South America ς Wholesale 

2 
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COLLECTION CYCLE 

The substitution of imported products with domestic ones is a good opportunity to reduce the operational cycle, 
finished goods inventories and exchange rate risk. 
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Assortment plan (structure of collection)  

Quotation + Sample analysis  

Demand planning and negotiation with suppliers 

Development and approval of pre-production samples 

Customs and Quality control 

Store delivery 

Shipping 
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Assortment Plan: 

 

Å Definition of the collection structure: 

V  Variety of products per category 

V Main attributes for each product 

V Pricing 

 

Å  Analysis of historic sales:  

V  Creative direction targeting for better 

commercial results  

V Definition of the quantity of SKUs 

 

Å  More frequent collections 
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PORTFOLIO OF PRODUCTS BUILT 
Cwha /hb{¦a9wΩ t9w{t9/¢L±9 
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TRENDS RESEARCH 
(definition of themes)  

Research Bureau 

Business fairs and trips 

CREATIVE PATH VALIDATION/ 
ASSORTMENT PLAN 

COLLECTION 
DEVELOPMENT 

Equipe de criação 
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PRODUCT DEVELOPMENT: INSPIRATION 
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DELIVERY OF TECNICAL 
SHEETS FOR QUOTATION 

  

VALUE VALIDATION:  
ATTRIBUTE X PRICE 

COLLECTION APPROVAL AT 
THE PLANTS 
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PRODUCT DEVELOPMENT: TRANSPIRATION 
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V System enables measuring demand at the point of sale 

V Daily control panels for at all stages of the supply chain  

V Inventory and production management 

V Inventory and order suggestion for the store managers 

V Weekly delivery to stores 

RAW MATERIAL 
SPINNING WEAVING 

FINISHING  AND 

SEWING 

DISTRIBUTION 

CHANNELS CONSUMER 

18 

INTEGRATED SUPPLY CHAIN 
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VALUE ADDED ALONG THE SUPPLY CHAIN 

Average prices (R$/kg) in 2017 

5.8 

10.3 

31.3 

Cotton Spinning and weaving Intermediate products Finishing and sewing Bedding, tabletop and
bath

+ Capital 

+ Energy 
+ Labor 

+ Capital 

+ Energy 

+ Inputs 

+ Labor 

+Creation 

+Brand 

+78% 

+204% 

Source: CEPEA 


