




























Cada marca possui um território claro, com identidade própria, 

público bem definido e estratégias construídas a partir da escuta 

ativa, inovação e conexão com cada perfil de usuário. 

Parcerias com atletas, especialistas e criadores de conteúdo 

ampliam a credibilidade, fortalecem o engajamento e 

aprofundam a presença nos ambientes onde o esporte acontece 

de verdade.

Escuta ativa para conectar com tendências e a co-criação 

de produtos.

Projetos proprietários que se conectam com quem pratica esporte 

e incentivam que mais brasileiros pratiquem atividade física.

As marcas saem do papel de “anunciante” para assumir o lugar 

de parceiras e impulsionadoras de histórias reais.





https://www.mktesportivo.com/2024/12/olympikus-corre-segue-como-o-tenis-preferido-e-mais-usado-pelos-brasileiros-no-strava/
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BUILD A BETTER COUNTRY 

THROUGH SPORT.

GLOBAL SPORTECH 
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Source;
¹ Footwear industry sector report | Brasil 2024
2 Footwear industry sector report | Brasil 2023

3PNS 2019  | Vigitel Brazil 2006-2023
4 World Footwear Estimate

ATHLETIC FOOTWEAR MARKET

expanding and full of 

opportunities

ONE OF THE LARGEST FOOTWEAR 
MARKETS IN THE WORLD

Brazil is the 4th largest market in 
the world with 801,0 million¹ pairs 

consumed per year

Brazil occupies the 43rd position in terms 
of pairs per inhabitant with 3.8 pairs2. 

Considering only Athletic footwear, the 
consumption is 0.4 pairs per inhabitant2

MARKET WITH STRONG 
GROWTH POTENTIAL

The share of the population 
engaging in physical 

activity in Brazil grew by 
33% over the last 5 years4

SPORTS SEGMENT IN 
CONTINUOUS EXPANSION

Only 30% of the Brazilian 
population practices physical 

activities today3.

ADDRESSABLE 
MARKET EXPANSION

Consumption of sports lifestyle 
products has grown post pandemic 

and continues to expand

EXPANSION OF SPORTS 
LIFESTYLE CONSUMPTION
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RUNNING IN BRAZIL
Much more than a sport.

55 million people run or walk regularly.

75%
started running
after 2021/2022

58%
between 18 and 45 

years old

42%
over 

45 years old

Age Social Class

64%
class A/B

36%
classs C

Gender

58%
men

42%
women

RUNNER 
PROFILE

How many 
brazilians
run?

13 million people 
in Brazil run regularly.
About 6% of the population¹.

Running is the 
4th most 
practiced 
sport in Brazil 13

16
25

42

Running

Soccer

Weight training

Walking

PRATICIPANTS (MILLIONS)

77%

RUNNING IS A LIFESTYLE

see running as a lifestyle, 
not just a sport.

50%
use one or more accessories (caps, pocketed 
shorts, polyamide socks, waist packs).40%

wear proper running shoes.97%

¹Source: Olympikus & Box 1824 Research Por Dentro do Corre



More than 7 decades, building a unique expertise, full of

innovation, technology and market reference brands
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1952
VULCABRAS 752

1973

ADIDAS 

1977
IPO

1988

2007
ACQUISITION

OF AZALEIA S/A

2008

JOINT VENTURE 
ADIDAS 

BRAZIL / 
ARGENTINA

2017
RE-IPO

2018

ACQUISITION OF

UNDER ARMOUR

2020
FOCUS ON

SPORTS SEGMENT

AZALEIA 
LICENSING

2021

ACQUISITION OF

MIZUNO

2022
RUNNING SHOE 

WITH A GRAPHENE 
PLATE

REEBOK

1999

ASICS

2002

PUMA

1986

ACQUIRED BY 
CURRENT 

CONTROLLING 
SHAREHOLDERS1981

1992

LE COQ SPORTIF

LOTTO

START OF LOCAL 
PRODUCTION OF THE 

MORELIA SOCCER CLEAT

2023

2024
FIRST SUPER SHOE 
MADE IN BRAZIL 

CORRE

FOLLOW-ON



Own-operated system 
for sellout analysis and 
potential replenishing for 
each account

Own-App for training and 
connection with retailers and 
store sales agents

R&D

INDUSTRY 4.0 

BRANDS

MARKET 
INTELLIGENCE

CHANNELS

E-commerce

Multibrand retail

Own physical stores

Foreign Market

Presence at 
21,000 doors

Merchandising team

Largest and most 
modern R&D center 

for sports footwear in 
Latin America

2 manufacturing plants 

with state-of the-art 
technology, capable of 

producing any footwear 
technology in the world CONSUMER
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BUSINESS MODEL



+700 PROFESSIONALS
professionals Designers, 
Researchers and Engineers 
dedicated to R&D

+20,000 m2
Laboratory, Design Center, 
Complete mini factory, Virtual 
reality, Materials research

OPEN INNOVATION PLATFORM
Partnerships with universities and 
international collaborations

AWARD-WINNING AND 
CERTIFIED PRODUCTS
by the main market 
appraisers and institutes

+ 800 NEW SPORTS MODELS 
developed per year

The largest footwear Research & 
Development center in Latin America
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RESEARCH & 
INNOVATION



EnerzyChargedCarbon G

INNOVATION AND WORLD-CLASS TECHNOLOGY
FOR THE MIZUNO, OLYMPIKUS AND UNDER ARMOUR BRANDS

High-performance responsive foam that 
combines cushioning, lightness, and 

energy return for a more comfortable and 
efficient run.

New cushioning technology developed in 
Brazil and deployed globally with Under 

Armour. It enhances shock absorption and 
energy return for athletes.

Graphene carbon plate that offers greater 
propulsion and durability. Lightweight, stable, 

and ultra-responsive, it was developed for 
maximum running performance.
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Lead time between order 
confirmation and production 
of ONLY 5 WEEKS.

+ 25.6 MILLION PAIRS
PRODUCED IN 2024

+ R$ 726 MILLION IN CAPEX

invested in industrial modernization 
and R&D over the past 5 years

MODERN INDUSTRIAL PARK

capable of producing the most 
advanced footwear technology in 
the world

Ensuring agility in supply chain 
and point-of-sale replenishment.
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SHORTER TIME-TO-MARKET 

compared to international
competitors.

BA

CE

INDUSTRY 4.0 
WITH 
CUTTING EDGE 
TECHNOLOGY



VERTICALIZATION AS A COMPETITIVE DIFFERENTIAL

National 
Footwear from 
Vulcabras brands

International
brands
footwear

Benefit for the
market

Increase in business Immediate
replenishment

No replenishment in 
less than 6 months

Oriented replenishment 
based on product rotation

Excess of inventory 
Lead to liquidations

Low High Higher margins for retail

Delivery grid
Flexible 
(6 pairs or more)

Without flexibility
(12 pairs or more)

Flexibility for retailers to adjust 
orders and reduce excess 
inventory of different sizes.

Service deadline 5 weeks 6 months
Placing the order close to the sale 
increases the assertiveness of the 
purchase and enhances the sale

From development to 
market delivery 4 months 12 months

Quick identification of the latest market 
trends and minimum term to launch the 
product at the point of sale
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+10,000 
active clients

46 REPRESENTATION OFFICES

326 SELLERS

of all brands

MARKET INTELLIGENCE
Mapping the store profile, inventory levels, right 
assortment, SWOT analysis and potential design 
of each account

DIRECT SERVICE
Monitoring more than 50% of our client base to 
ensure constant sell-out tracking, improving 
restocking accuracy and speed
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BROAD 
COMMERCIAL STRUCTURE



21  THOUSAND POINTS OF SALE

supported by the trade structure

324  THOUSAND 

merchandising pieces
produced annually

96 THOUSAND SALESPEOPLE

trained on all brands

NATIONAL COVERAGE

with a trade team of 92 promoters 
and merchandizers

12

ACTIVE PRESENCE AT
THE POINT OF SALE

Largest merchandising team 
in the sports market



Complementary strategy to 
wholesale, expanding the product 
offering and enhancing the consumer 
experience.

35.7% GROWTH
in net revenue (9M25 x 9M24)

E-COMMERCE 
MANAGEMENT

DEDICATED LOGISTICS 
OPERATION exclusively to 

serve the Company´s e-commerce 
(Extrema/MG)

Presence in the 13 LARGEST 
MARKETPLACES of Brazil
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Current production of

12.5 THOUSAND 
pairs and pieces/day
(70% Footwear  x 30% apparel and accessories)

+75,000 
storage addresses

+ 21,500m²  

Produção Potencial de          
15 mil pares e peças/dia

14

DISTRIBUTION
CENTER
Extrema/MG
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STRATEGIC AND COMPLEMENTARY BRAND MANAGEMENT 
Each brand has a clear territory, with its own identity, defined 

audience, and strategies built through active listening, innovation,    

and connection with each user profile.

REAL CONNECTION
Partnerships with athletes, experts, and content creators strengthen 

credibility, boost engagement, and deepen our presence in 

environments where sport truly happens.

OPEN INNOVATION
Active listening to connect with trends and co-create products.

PROPRIETARY BRAND ACTIVATIONS AND EVENTS
Initiatives that bring brands into the calendar of those who move 

through sport.

ROLE SHIFT
Brands has moved from being “advertisers” to become true partners     

and enablers of real stories.

MARKETING

Real engagement with those 
who live and breathe sports



A Brazilian brand that democratizes 
technology and high performance 

in running, offering great cost-
benefit and genuine connection 

with the community.

American brand that inspires and empower 
athletes with products designed to make all 
athletes better. Strong presence in training 

whether at the gym or crossfit - and in 
basketball.

A performance brand with Japanese heritage 
that combines tradition and innovation. 

Present in triathlon, elite running, football, 
and multisport, always connected to global 

trends and sports communities.
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OLYMPIKUS
CASE
Brazilian brand, competing 
toe-to-toe in the global 
sporting goods arena

Brazilian leading brand in sales 
volume and THE MOST USED BY 
BRAZILIAN RUNNERS ON 
STRAVA (2024, 2024 and 2025)*

Earning the confidence of the 
MARKET, ATHLETES, EXPERTS 
AND PUBLIC OPINION

RUNNING PERFORMANCE
category represents 23.4% OF THE 

Top 6 finishes in the 
42km race  at the 2025 

São Paulo Marathon

DEMOCRATIZING SPORTS , now 
also AT THE ELITE LEVEL OF 
RUNNING

Source : https://www.mktesportivo.com/2024/12/olympikus-corre-segue-como-o-tenis-preferido-e-mais-usado-pelos-brasileiros-no-strava/
Source:   Strava data 1st half of 2025

https://www.mktesportivo.com/2024/12/olympikus-corre-segue-como-o-tenis-preferido-e-mais-usado-pelos-brasileiros-no-strava/


Proving to the running community that, 

when it comes to innovation, Brazil can 

produce world-class sports technology.

THE CHALLENGE 
OF CREATING A 
HIGH-PERFORMANCE 
RUNNING SHOE FOR 
BRAZILIANS

18



OPEN 
INNOVATION

RUNNING 
COMMUNITY

VERTICALLY 
INTEGRATED  

BUSINESS 
MODEL

+
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INTERNATIONAL MARATHON OF SÃO PAULO 
Olympikus Growth

29%

18%

11%

10%

8%

6%

5%

Brand 1

Brand 2

Brand 3

Brand 4

Brand 5

Olympikus

Brand 7

OVERALL SP MARATHON 2022

26%

21%

14%

12%

9%

5%

4%

Brand 1

Brand 2

Brand 4

Olympikus

Brand 3

Brand 7

Brand 5

OVERALL SP MARATHON 2023

21%

19%

19%

13%

12%

6%

3%

Olympikus

Brand 1

Brand 2

Brand 4

Brand 3

Brand 5

Brand 7

OVERALL SP MARATHON 2024

Source: Shoe Counting Research Milk 2022, 2023, 2024, 2025

29%

19%

15%

14%

7%

5%

4%

Olympikus

Brand 1

Brand 2

Brand 4

Brand 3

Brand 5

Brand 7

OVERALL SP MARATHON 2025
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28%

17%

2%

1%

Brand 1

Brand 2

Brand 3

Olympikus

32%

18%

12%

12%

Brand 1

Brand 2

Olympikus

Brand 3

33%

16%

15%

11%

Olympikus

Brand 2

Brand 1

Brand 3

INTERNATIONAL MARATHON OF PORTO ALEGRE
Olympikus Growth

OVERALL POA MARATHON 2022 OVERALL POA MARATHON 2023 OVERALL POA MARATHON 2024

Source: Shoe Counting Research Milk 2022, 2023, 2024, 2025

30%

18%

15%

11%

Olympikus

Brand 2

Brand 1

Brand 3

OVERALL POA MARATHON 2025



OLYMPIKUS CORRE
FOR THE 2ND CONSECUTIVE YEAR, THE MOST RUNNING  SHOE BY 

BRAZILIAN RUNNERS ON STRAVA, ACHIEVING OVER 100 PODIUMS IN 

Source: https://www.mktesportivo.com/2024/12/olympikus-corre-segue-como-o-tenis-preferido-e-mais-usado-pelos-brasileiros-no-strava/
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STRATEGIC AND COMPLEMENTARY 
BRAND MANAGEMENT

23

Pricing strategy for all consumer profiles

OUR 
BRANDS Democratize technology 

and the sporting lifestyle
High performance for all 

runner profiles
Multicategory focused on the 

entire athlete's journey

R$ 79R$ 169

R$ 2499

R$ 1499

R$ 299

R$ 499

R$ 999

R$ 99

R$ 299

R$ 1399

R$ 499

R$ 799

APPAREL AND 
ACCESSORIESFOOTWEAR



EN
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N
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EN
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Our factories are powered 
by WIND ENERGY

100% EFFLUENTS TREATED at all 
units, and 66% REUSED at the 
Horizonte unit (CE)

97% of the direct waste from 
the production process are 
RECYCLED,  REUSED OR CO-
PROCESSED

127,309 CHILDREN AND ADOLESCENTS 

impacted by social programs supported 
by the company since 2021

Training of 1,028 YOUNG PEOPLE PER YEAR 
in the SENAI training program at the units

+559,882h OF ANNUAL TRAINING for 
employees and leadership training in 2024

SPORTS PRACTICE INCENTIVE PROGRAM in 
partnership with Wellhub (formerly 
Gympass) achieving OVER 342,497 
TRAININGS SECTIONS PER MONTH by our
employees in 2024

SOCIAL

SUSTAINABILITY AND SOCIAL RESPONSIBILITY

24
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FINANCIAL HIGHLIGHTS

4.0 BI
GROSS REVENUE 3Q25 LTM

21TH QUARTER CONSECUTIVE GROWTH (3Q25)

583.3 MI
RECURRING NET

INCOME 3Q25 LTM

46.2%
ADJUSTED ANNUALIZED 

ROIC  3Q25 LTM

21.2%
RECURRING EBITDA 
MARGIN 3Q25 LTM

735 MI
RECURRING 

EBITDA 3Q25 LTM

16.9%
RECURRING NET 

MARGIN 3Q25 LTM
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OUR NUMBERS LTM 3Q25

NET REVENUE 
(R$ MM; %)

GROSS PROFIT AND GROSS MARGIN
(R$ MM; %)

EBITDA AND MARGIN EBITDA RECURRING
(R$ MM ; %)

NET PROFIT AND NET PROFIT MARGIN RECURRING
(R$ MM ; %)

1360
1179

1867

2537
2818

3049

3457

0

500

1000

1500

2000

2500

3000

3500

4000

2019 2020 2021 2022 2023 2024 3Q25 LTM

472
348

659

937

1176
1281

142034.7%

29.5%

35.3%
37.0%

41.7% 41.9% 41.1%

0.0%
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10.0%
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35.0%

40.0%

45.0%
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200

400
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800
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1200

1400

1600

1800

2019 2020 2021 2022 2023 2024 3Q25 LTM

218 149
327

487
640 676 735

16.0% 12.6%
17.5% 19.2% 22.7% 22.2% 21.2%
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200
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490 544 583

9.5%
5.8%

10.7%
14.6% 17.4% 17.8% 16.9%
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NET REVENUE BY CHANNEL 3Q25 LTM NET REVENUE BY CATEGORY 3Q25 LTM

Atheltic Footwear 85.4%

Apparel and 

Accesssories

7.7%

Others

6.9%

Atheltic Footwear Apparel and Accesssories Others

OUR NUMBERS

Other Channels- MI

80.8%

E-com

15.6%

Foreign 

Market

3.7%

Other channels - MI E-com Foreign Market
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NEW 
CATEGORIES

DTC
APPAREL AND 
ACCESSORIESACQUISITIONS

OUR GROWTH 
AVENUES



Pedro Bartelle

CEO

Years of 
Experience

Years at 
Vulcabras

Professional 
Experience

Years In
Sports

Wagner Dantas

CFO / IRO
Rafael Gouveia

Commercial and Channels
Evandro Kollet

R&D
Rodrigo Micelli

Supply e HR
Marcio Callage

Marketing

Age

+32 years of experience

+25 years of Vulcabras

+32 years of Sports Market

49 years oldYOUNG AND EXPERIENCED 
MANAGEMENT

29

+26

+7

+12

+27

+10

+15

+41

+26

+36

+36

+17

+30

+28

+14

+28

45 45 57 54 46
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FINAL CONSIDERATIONS

Profitable, unleveraged, cash-generating operation focused 

on value-generating capital allocation and dividends

Verticalized and getting closer and closer to 

the consumer

Up-to-date, modern, innovative, highly technological, flexible, 

agile Company. Capable and ready to absorb new businesses

Young, experienced management, ready to 

absorb new business



NICE TO MEET YOU, WE ARE VULCABRAS.

AND WE LIVE FOR SPORT.
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