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Certain information set forth in this presentation contains “forward-looking information”. Except for statements of historical fact, information

contained herein constitutes forward-looking statements and may include, but is not limited to, the projected financial performance and

financial position of the Company; the expected development of the Company’s business, projects and joint ventures; the execution of the

Company’s vision and growth strategy; the renewal of the Company’s current customer, supplier and other material agreements; the completion

of the Company’s projects that are currently underway, in development or otherwise under consideration; and the Company’s future liquidity,

working capital, and capital requirements. These statements are not guaranteeing of future performance and undue reliance should not be

placed on them. Such forward-looking statements necessarily involve known and unknown risks and uncertainties, which may cause actual

performance and financial results in future periods to differ materially from any projections of future performance or result expressed or

implied by such forward-looking statements. The Company undertakes no obligation to update forward-looking statements if circumstances or

management’s estimates or opinions should change except as required by applicable securities laws. The reader is cautioned not to place

undue reliance on forward-looking statements.

FORWARD-LOOKING STATEMENT DISCLAIMER
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TRENDS IMPACTING RETAIL

Forus Corporate Headquarters: 
Burton Showroom
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Three recent trends 

STAYING HOME

• We have adapted to working, going to 
school, video socializing, exercising 
and, of course, shopping from home.

• Despite lockdowns easing in some 
markets, many consumers still prefer 
to stay home for safety & convenience.

• Vaccines and treatments are on the 
way, but some habits may have 
changed for good.

SHIFT TO DIGITAL

• eCommerce adoption has accelerated.

• Consumers continue to shop online even where 
brick & mortar retail stores have reopened.

• Consumers have increased their frequency of 
usage of omnichannel services.

• Digital is no longer just for the discounts.

• Consumers have high standards for every step 
of the omnichannel shopping journey

ADAPTING OPERATIONS

• While the pandemic continues, employees 
and consumers need to see protocols put in
place to keep them safe.

• Development & integration of omnichannel 
capabilities & increased automation will 
continue to accelerate, in order to meet 
consumers’ eCommerce expectations and 
to keep up with online growth. 

• Retailers reviewing current store footprint 
and announcing mayor adjustments.

Sources: Accenture: How is COVID-19 changing the retail consumer? August 2020 and Forus 
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1. Staying Home: Chile Lockdown Update

Source: Gob.cl / Google Maps/ Forus.
https://www.gob.cl/coronavirus/pasoapaso/ 

• In Chile, the government has been easing 
restrictions over the past few months.

• Most of the population of the country is no longer 
under the highest level of lockdown (red), as can be 
seen on the map, dated November 23, 2020.

Five Phases of Lockdown/Reopening

1. Red: Lockdown 
You need to download permit to leave 
the home. Non-essential stores closed.

2. Orange: Transition
You can leave home from Mon-Fri (no 
permit necessary). Stores may reopen 
Mon-Fri if employees are not under 
lockdown.

3. Yellow: Preparation
You can leave home from Mon-Sun
(no permit necessary). Stores may 
reopen weekends if employees are not 
under lockdown.

4. Blue: Initial Reopening
Larger group gatherings allowed

5. Blue: Final Reopening
No restrictions related to the pandemic



7

1. Staying Home: Chile Community Mobility Report

• The Google COVID Community Mobility Report shows visits to places, such as workplaces, grocery stores and parks, among others. The data 
shows movement trends for the last six weeks.

• According to the November 20th report for Chile, residents are still spending more time at home, despite the lift in lockdowns

• Mobility to non-essential retail & recreation continues to lag behind grocery and pharmacy destinations, but both are still below pre-COVID 
levels

Compared to baseline day, Google COVID Community Mobility Report November 20, 2020 for Chile.

HOME: +16% WORK: -21%
GROCERY & 

PHARMACY: -11%

RETAIL & 

RECREATION: -36%

Mobility trends for places like 
restaurants, cafes, shopping centers, 
theme parks, museums, libraries, and 
movie theaters.

Mobility trends for places like grocery
markets, food warehouses, farmers 
markets, specialty food shops, drug stores, 
and pharmacies.

Mobility trends for places of work.Mobility trends for places of residence.
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2. Shift to Digital: U.S. accelerates eCommerce adoption

Sources: Accenture: How is COVID-19 changing the retail consumer? August 2020 // Forus 
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eCommerce has seen 10 years of growth in a matter of months in the U.S. 

U.S. eCommerce penetration as % of retail sales

+11%

+10%
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2. Shift to Digital: Chile also accelerates eCommerce adoption

Source: Cámara de Comercio de Santiago (CCS): Tendencias del e-Commerce en Chile. October 15, 2020. 
Source: Cámara Nacional de Comercio, Servicios y Turismo de Chile (CNC): Indicador de Venta del Comercio Canal Online a través de Tarjetas, Crédito y 
Débito en Chile Primer Semestre 2020.   

• It took 19 years for eCommerce to reach 7% of total retail sales in Chile. 

• In the few months since the pandemic began, this figure jumped to 11% according to the CCS (or to 17.6% in 2Q20 according to the CNC). 

• The CCS expects eCommerce penetration to reach 23% by 2023.

Chile eCommerce penetration as % of retail sales

+4%

+7%

CCS 2023e forecast

CNC estimate: 17.6% as of 2Q20
(CCS estimates 11%)
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2. Shift to Digital: Expectations for post-Covid

Chileans have expressed that 
they expect to visit shopping 
malls less often than before
after the pandemic is over. 

Source: Cámara de Comercio de Santiago (CCS): Tendencias del e-Commerce en Chile, Hábito de visita esperado a centros comerciales post 
pandemia (pg.32). October 15, 2020. 
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Staying Safe:

Stores open to the 
public currently have 
protocols in place 
such as protective 
face coverings, social 
distancing, 
disinfecting, limited 
number of shoppers, 
temperature 
screenings.
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3. Adapting Operations

Shift to Digital

Retailers enhancing e-commerce capabilities, in order to i) compete for 
and retain new and existing customers, ii) provide the best end-to-end 

customer experience and iii) keep up with online growth.

Retailers are announcing plans to reduce their brick & mortar footprint 
(i.e. GAP Inc. to close 30% of GAP and Banana Republic stores by Fiscal 

Year 2023 )



FORUS CHILE: 3Q20 HIGHLIGHTS
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Forus: solid e-commerce foundation (pre-Covid)

✓ Mono-brand & multi-brand websites:

✓ Unified inventory:

✓ Ship from store: 

✓ Pick up from store (Click & Collect):

✓ Endless aisle (CX Experencia Clientes):

✓ Marketplaces

✓ Social media brand community managers: 

▪ Differentiated digital stores that leverage brand (& store concept) recognition, unique 
brand story telling and exclusive product assortments, driving organic traffic and 
consumer communities. 

▪ Product assortment offered online based on inventory from both physical stores & DC. 
▪ Increases product assortment, reduces stock outs and optimizes inventory 

management.

▪ Able to ship from store or from DC, with flexibility and efficiency (Forus App)
▪ Optimize inventory and reduce delivery time/expense. 

▪ No-cost delivery option for customers, rolled out year-end 2019 (Forus App)
▪ Increases customer choice, conversion rate and traffic to store. 

▪ The salesperson can offer the customer a product that is either out-of-stock or not sold 
in the store. The product is then shipped to the customer’s home or she may pick it up 
at the store. (Forus App) 

▪ We offer and sell our products in third-party marketplaces, reaching new customers 
with the same inventory (Dafiti, MercadoLibre, Ripley Mercado, among others)

▪ Engaging our consumers and creating communities with relevant, differentiated 
branded content and compelling story telling on different social media platforms.
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Forus: digital transformation acceleration

✓ “Digital” & “brick & mortar” team 
integration

✓ At our websites:

✓ Performance-based advertising:

✓ Logistics:

✓ Dark stores:

✓ Happy Customer 

▪ No longer “eCommerce” or “brick & mortar” teams: serving the customer from an 
omnichannel perspective 

▪ Coordinated, highly committed collaboration

▪ Completed (July) the migration of websites to a single, cloud-based worldclass eCommerce 
platform.

▪ Improved customer experience with features such as intelligent search & frictionless 
checkout; flexible & user friendly real-time content manager; robust & stable platform in 
high-volume events.   

▪ Forus decreased traditional advertising spend, but increased budget for online advertising 
with measurable results. 

▪ Continued to invest in current DC, to increase dispatch & storage productivity (in process).

▪ Launched first three dark stores in Chile, set up exclusively for online fulfillment.

▪ Before Covid, primarily relied on brick & mortar stores to handle eCommerce returns & 
exchanges. With lockdowns, invested in expanding & improving Happy Customer team.

▪ Created protocols for online returns & exchanges, increased automation (in process).  



Q1 Q2 Q3

2019 2020
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Forus Chile: eCommerce accelerated in 3Q20

Forus Chile: 2020 vs 2019 Digital DTC Sales1

1. Digital DTC includes sales from Forus own websites and from third party marketplaces.

Forus Digital DTC sales (owned 
eCommerce & marketplace sales) 
accelerated, even as mobility 
increased and stores reopened.

+116% YoY

+179% YoY

+772% YoY

CyberDay CyberDay

Mar-20: 
0% brick & 
mortar stores 
reopened.

Jun-20: 
26% brick & 
mortar stores 
reopened

Sep-20: 
49% brick & 
mortar stores 
reopened

Cámara de Comercio de Santiago industry-wide events: 
• CyberDay 2019: May 27-29 (2Q19)
• CyberMonday 2019: October 7-9 (4Q19)
• CyberDay 2020: August 31 – September 2 (3Q20)
• CyberMonday: November 2-4 (4Q20)
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FORUS Chile: Sales Recovered by end of Quarter

By September 2020, sales had 
surpassed September 2019 sales by 
3% (with only 49% of our stores open 
to the public)

Forus Chile: Total 2020 Monthly Sales
(in CLP and as a % of same month 2019)
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FORUS Chile: Recovery Driven by Digital

Forus Chile: Sales by Channel
(as % of total)

SALES CHANNEL 3T19 3T20

Traditional Wholesale 1 24% 23%

Brick & Mortar Stores (DTC) 70% 17%

TRADICIONAL 95% 40%

Ecommerce Forus (DTC) 5% 40%

Marketplace (DTC) 0% 19%

DIGITAL DTC 5% 60%

% of Total Chile Sales

Forus Chile’s 3Q20 Digital DTC channels 
represented 60% of total Chile sales (up 
from 5% a year ago)

Forus subsidiaries also presented strong 
Digital DTC sales growth in 3Q20:

• Peru:  1,527% YoY (34% of total Peru sales)

• Colombia: 683% YoY (13% of total Colombia 
sales)

• Uruguay 186% YoY (15% of total Uruguay 
sales)

1. Includes sales to traditional wholesale clients that, then in turn, may sell our 
products in their brick & mortar stores and/or on their e-commerce sites.
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FORUS 3Q20 CONSOLIDATED RESULTS
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Forus: Consolidated Income Statement

3Q20 % Revenues 3Q19 % Revenues YoY

Th Ch$ Th Ch$

Revenues 45,830,312  57,749,579  -20.6%

Cost of Sales (23,851,047) -52.0% (29,097,702) -50.4% -18.0%

Gross Profit 21,979,265  48.0% 28,651,877  49.6% -23.3%-                -                

Distribution Expenses (561,708)      -1.2% (802,149)      -1.4% -30.0%

Administrative Expenses (18,086,190) -39.5% (26,207,900) -45.4% -31.0%

Selling, General and Administrative Expenses (18,647,898) -40.7% (27,010,049) -46.8% -31.0%

Operating Income 3,331,367    7.3% 1,641,828    2.8% 102.9%

Other income 31,874          50,336          -36.7%

Other expenses (161,941)      (38,045)        325.7%

Financial Income 529,375       1,540,324    -65.6%

Financial Expenses (484,780)      (677,090)      -28.4%

Participation in gains (losses) of joint venture businesses 8,511            12,658          -32.8%

  accounted by using the proportional value of participation

FX Differences (1,736,930)   1,097,940    -258.2%

Result of Indexation units (100,807)      6,714            -1601.4%

Other gains and losses (177,000)      30,996          -671.0%

Non-Operating Income (2,091,698)   -4.6% 2,023,833    3.5% -203.4%

Profit before income tax 1,239,669    2.7% 3,665,661    6.3% -66.2%

Income Taxes (121,472)      (774,563)      -84.3%

Profit (Loss) 1,118,197    2.4% 2,891,098    5.0% -61.3%

Profit (loss) attributable to equity holders of parent 1,177,871    2,911,536    -59.5%

Profit (loss) attributable to minority interest (59,674)        (20,438)        192.0%

Profit (loss) 1,118,197    2.4% 2,891,098    5.0% -61.3%

EBITDA 7,315,063    16.0% 7,043,199    12.2% 3.9%

Sharp recovery in 3Q20 vs 2Q20

• Operating Income +103% YoY (after 
posting operating loss in 2Q20)

• SG&A declined 31% YoY

Inventory

• Ended 3Q20 with Th Ch$ 78,9 
million in inventory 

• Only 3.7% more than 3Q19

Cash & Equivalents

• Ended 3Q20 with Th Ch$ 88,7 
million in cash & equivalents

• 22% more than at the end of 1Q20
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Forus: Highlights After the Period

Forus signed APA to distribute Under Armour in Chile

On November 19th, Forus and UA Chile, the Chilean subsidiary of Under Armor, Inc. (Forus and UA Chile, 
hereinafter, the “Parties”), signed an Asset Purchase Agreement (APA) in which the following was agreed to: 

i. Forus S.A. will act as the exclusive distributor of Under Armor branded apparel, accessories and footwear in 
the country; 

ii. Forus will operate the Under Armour brand´s e-commerce in the country through the website 
www.underarmour.cl and through other websites that the Parties will agree to in the future; 

iii. Forus will acquire the inventory and certain fixed assets owned by UA Chile in the country for an initially 
estimated amount of US$ 19,276,019, subject to review and adjustments in accordance with the APA; and 

iv. the Parties will make efforts so that Forus may continue to operate certain brick and mortar stores that UA 
Chile currently operates. 

The agreement is subject to the approval of the local anti-trust regulator.
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Q&A


