
2T26









1,1 mi

1,3 mi

1,4 bi

R$ 190,07

23,2% 

16,3% 
¹ 2T26; ² LTM 2T26



¹ Considera as 3 lojas próprias na cidade de São Paulo (Frei Caneca, Fradique 
Coutinho e Campo Belo), e as 6 lojas franqueadas em funcionamento (Goiânia, 
Rio de Janeiro, São José do Rio Preto, Santos, Sorocaba e Curitiba)











volume e projeção
salto previsto de R$ 26 bilhões 
(2025) para R$ 89,5 bilhões até 
2031 no setor de moda 
secondhand), o que representa um 
CAGR de 22,8%.

força do mercado local: 
mais de 118 mil brechós ativos no 
Brasil.

O tamanho do 
mercado de usados 
no brasil(moda - online 
e OFFLINE)

R$ 26,0 

R$ 89,5 

2025 2031

GMV moda secondhand¹
(R$ bilhões)

2018 2019 2020 2021 2022 2023 2024 2025

4,9%
6,0%

8,1% 8,2% 8,0% 8,6% 9,0%
9,9%

vs.

O tamanho do mercado 
de usados no brasil

Baixa Penetração do 
e-commerce no brasil

Brasil: 9,9% em 2025³ EUA: 23,1% (referência global)4

e-commerce no Brasil em expansão³ e com espaço 
para mais que dobrar até atingir patamares globais+ de 118 mil brechós 

ativos no brasil²
Cagr: 22,8%
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Fontes: 1Mobility Foresights - Relatório "Brazil Second-hand Apparel Market Size and Forecasts 2031 (Valores originais projetados de USD 5,2 bi e USD 17,9 bi convertidos para reais à taxa de câmbio de R$ 5,00); 
²Unidade de Inteligência de Mercado do SEBRAE; ³ABIACOM; 4Digital Commerce 360.

moda – online moda – offline 

Cagr: 10,6%
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vantagem competitiva: 
posição consolidada para absorver a nova demanda 
do mercado digital e de recommerce.

7,0% do tráfego total (web + App)¹

domínio de tráfego - segmento 
de moda & accessórios 

Liderança enjoei para captura de 
demanda e omnicanalidade

Avenida de crescimento em 
Novas categorias

categorias de maior ticket representam 66% do 

faturamento online vs. 10,4% no Enjoei – 2025³ 

casa & decoração

eletroeletrônicos

38% dos compradores no brasil 
navegam entre lojas físicas e online²

jornada híbrida do consumidor – dez/25 a jan/26

brasil

Fontes: ¹Similarweb Market Intelligence e Conversion; ²Pesquisa “Consumo de Moda no Brasil” da Opinion Box; ³ABIACOM (eletroeletrônicos considera eletrônicos, eletrodomésticos, telefonia e informática)
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54,4% 

11,7% 

enjoei

7,6% 

2,8% 





potencialmente 
maior

padrão
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27,3
24,2 25,6 26,8

25,0

19,5 19,6
17,7

15,1
13,0

4T23 1T24 2T24 3T24 4T24 1T25 2T25 3T25 4T25 1T26

Receita Líquida – Elo7 (em R$ milhões)

Lucro Bruto – divergência de trajetória entre 
as plataformas Elo7 e Enjoei (R$ em milhões)

17,9 19,1
21,8 21,5 22,5 21,5

25,3
28,4

26,5 25,3

15,5 14,3
16,2 17,4

15,6
13,0 12,2 11,0

8,9 8,3

4T23 1T24 2T24 3T24 4T24 1T25 2T25 3T25 4T25 1T26

plataforma Enjoei plataforma Eo7
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consolidação operacional: 4T25 marcou o primeiro ciclo 
trimestral completo da subadquirente própria do enjoei

performance financeira: melhora de R$ 4,7 milhões no 
resultado financeiro líquido da controladora no 2T26 
(vs. 2T25).
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inovação tecnológica: lançamento do novo upload com IA (1T26)
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GMV cresceu 
218% desde o IPO

¹ Considera a contribuição do Elo7 desde a data do closing (10/08/2023) até a data da sua descontinuidade operacional (11/05/2026)
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¹ Não considera a contribuição do Elo7 a partir do 2T26, conforme reclassificação CPC 31 
realizada após a descontinuidade operacional da plataforma em 11/05/2026.

53,6%
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138,9 194,6 265,2 264,0 258,0

2022 2023 2024 2025 2T26 UDM

85,7%

185,4%

48,7

96,9

148,6 147,1 139,0

2022 2023 2024 2025 2T26 UDM

14,4%

18,8%
18,1% 18,3%

16,3%

2022 2023 2024 2025 2T26

¹ Não considera a contribuição do Elo7 a partir do 2T26, conforme reclassificação CPC 31 realizada após a descontinuidade operacional da plataforma em 11/05/2026.

¹

¹

¹
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¹ Não considera a contribuição do Elo7 a partir do 2T26, conforme reclassificação CPC 31 realizada após a descontinuidade operacional da plataforma em 11/05/2026.

¹ ¹

55,9%

46,2%

39,4% 38,5%
40,7%

2022 2023 2024 2025 2T26

81,4%

148,4%

179,2% 175,2% 167,8%

2022 2023 2024 2025 2T26
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4T22 1T23 2T23 3T23 4T23 1T24 2T24 3T24 4T24 1T25 2T25 3T25 4T25 1T26 2T26

¹

¹ Não considera a contribuição do Elo7 a partir do 2T26, conforme reclassificação CPC 31 realizada após a descontinuidade operacional da plataforma em 11/05/2026.
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transição da liderança

experiência consolidada: ampla vivência executiva e profundo conhecimento 
no mercado brasileiro de secondhand (usados) e no setor de tecnologia.

trajetória internacional: carreira iniciada na Europa, com papéis de 
destaque em empresas de tecnologia como eBuddy e Spil Games.

Marcos Leite
novo CEO¹

formação acadêmica: bacharelado e mestrado em administração de 
empresas internacionais pela TIAS School for Business and Society (Holanda).

14 anos no Grupo OLX: liderou o lançamento inicial no Brasil e atuou 
como membro sênior do Comitê Executivo.

liderança como CRO: ex-CRO (Chief Revenue Officer) da OLX 
supervisionando as principais verticais e o crescimento do negócio.

¹ Posse prevista para 09 de setembro de 2026



efetivo¹

¹ Eleição sujeita à ratificação na Assembleia Geral Extraordinária (AGE) que será realizada no dia 8 de setembro de 2026.
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ENJOEI'S 
BUSINESS MODEL, 
HISTORY, AND OUR 
TARGET AUDIENCE

1. introduction



BUSINESS MODEL AND OUR 
TARGET AUDIENCE

BUSINESS 
MODEL 

we are a C2C marketplace platform connecting 
people, fashion and lifestyle products, and brands, 
standing as the leading brazilian community 
reference for secondhand items.

THE TARGET 
AUDIENCE

TARGET 
AUDIENCE

SOCIAL 
DYNAMICS

our audience comprises buyers seeking curated 
products at accessible prices, as well as individual 
sellers and micro-entrepreneurs looking to generate 
income.

unlike traditional e-commerce, our platform 
offers a social network experience focused on 
engagement, item discovery, likes, and direct 
negotiation, which organically retains users.



1.1M

1.3M

1.4B

R$ 190.07

23.2% 

16.3% 
¹ 2Q26; ² LTM 2Q26

the largest circular 
fashion community in brazil
enjoei marketplace is a peer to peer
(c2c) commerce, where people can buy
and sell personal items online, 
participating in the circular economy and
earning extra income. 
we want to build a new culture of
fashion and lifestyle consumption in 
Brazil, stimulating a sustainable
economy, redefining unique items and
telling new stories. 
commercial model: based on
commissions over sales, charged to the
sellers. shipping costs are charged to
the buyers and enjoei subsidizes part of
freight costs. 

active
buyers¹

active
sellers¹

GMV (R$)

average
order value¹

take rate¹

net take rate¹



¹ Includes the 3 company-owned stores in the city of São Paulo (Frei Caneca, 
Fradique Coutinho, and Campo Belo), and the 6 operating franchised stores 
(Goiânia, Rio de Janeiro, São José do Rio Preto, Santos, Sorocaba, and Curitiba)

Franchises: focused on 
maximizing profitability per store
the franchise channel strategy aims to 
extend the brand strength of the online 
platform to the offline channel, bringing 
synergies to the ecosystem.

2026 guideline: prioritization of 
performance and maturation.

objective: fine-tuning the operational 
model and strengthening strategic 
differentials for partners, ensuring 
profitability and scalability.

commercial model: franchise fee and monthly royalties on sales.

stores in operation

stores under
implementation or
site selection

fashion & lifestyle 
secondhand physical
stores



GROWTH HISTORY 
our journey

foundation and model 
validation

creation of Enjoei 
as a blog by 
founders Ana Luiza 
McLaren and Tiê 
Lima

transition to the 
marketplace 
format with the 
creation of "virtual 
closets" and a 
commission-based 
model

institutional 
funding rounds 
raised 
(Monashees and 
Bessemer), 
mobile app 
launch, and BRL 
35 million in total 
transaction 
volume reached

reached the 
milestone of 
500 thousand 
virtual closets 
on the platform

international trial in Argentina 

("YaFue"): executed and 

closed in the same year

launch of Enjoei Pro: end-to-

end consignment service, 

where the company manages 

sorting, photography, pricing, 

and logistics in exchange for 

a higher commission paid by 

the seller

IPO on B3 (ENJU3) priced 
at BRL 10.25, raising a 
total of BRL 986.7 million

creation of logistics hub, 
drop-off points, and 
relocation of the 
fulfillment center to 
Cabreúva (SP), 
quadrupling operational 
capacity (approximately 
1.5 million items)

expansion and
service
innovation

IPO and
operational 
progress



GROWTH HISTORY 
our journey

governance and
M&A

omnichannel, 
profitability, and 
financial solutions

innovations
and capital 
allocation
discipline

governance 
enhancements 
with management 
consulting, 
reaching 
R$ 1 billion in 
cumulative GMV 
and 11 thousand 
drop-off points

acquisition of the 
Elo7 platform and 
a 25% stake in the 
Cresci e Perdi 
franchise network

launch of "crédito 
bate e volta" and 
"preço esperto". 
opening of 3 
company-owned 
physical stores and 
kickoff of the 
franchise network

launch of proprietary 
sub-acquirer 
(Enjugrana) and AI 
chatbot. sale of the 
stake in Cresci e 
Perdi and opening of 
the first four 
franchised stores

launch of AI-powered 
Upload and Free Mode 
(zero commission) to 
attract higher average 
order value items

discontinuation of Elo7 
to focus resources on 
Enjoei



SUSTAINABILITY 
AND ADDRESSABLE 
MARKET

2. ESG and market size



1

10

the environmental impact of buying used 
items versus new items is significantly lower¹



volume e projeção
salto previsto de R$ 26 bilhões 
(2025) para R$ 89,5 bilhões até 
2031 no setor de moda 
secondhand), o que representa um 
CAGR de 22,8%.

força do mercado local: 
mais de 118 mil brechós ativos no 
Brasil.

O tamanho do 
mercado de usados 
no brasil(moda - online 
e OFFLINE)

R$ 26.0

R$ 89.5

2025 2031

secondhand fashion GMV¹
(R$ billions)

2018 2019 2020 2021 2022 2023 2024 2025

4.9%
6.0%

8.1% 8.2% 8.0% 8.6% 9.0%
9.9%

vs.

The Size of the Secondhand 
Market in Brazil

Low E-Commerce 
Penetration in Brazil

Brazil: 9.9% in 2025³ US: 23.1% (global benchmark)4

e-commerce in Brazil is expanding³ with room to 
more than double until reaching global levels

over 118 thousand
active thrift stores in Brazil²

Cagr: 22.8%

21

Sources: 1Mobility Foresights - "Brazil Second-hand Apparel Market Size and Forecasts 2031” Report (Original projected values of USD 5.2 bn and USD 17.9 bi converted to Reais at an exchange of BRL 5.00); 
²SEBRAE Market Intelligence Unit; ³ABIACOM; 4Digital Commerce 360.

MARKET SIZE
 & PORTFOLIO STRATEGY

fashion – online fashion – offline

Cagr: 10.6%
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competitive advantage: 
consolidated position to absorb new demand from 
the digital and recommerce market.

7,0% of total traffic(web + App)¹

traffic dominance – fashion & 
accessories segment

Enjoei leadership for demand 
capture and omnichannel

AVENUE FOR GROWTH IN 
NEW CATEGORIES

higher AOV categories represent 66% of 

online revenue vs. 10.4% at Enjoei – 2025³

38% of shoppers navigate between
physical and online stores²

hybrid consumer journey – dec/25 to jan/26

Sources: ¹Similarweb Market Intelligence and Conversion; ²Opinion Box “Fashion consumption in Brazil” Survey; ³ABIACOM (electronics & appliances includes electronics, home appliances, telephony, and IT). 

12

MARKET SIZE
 & PORTFOLIO STRATEGY

Home & decor

Electronics
& appliances

brasil

54,4% 

11,7% 

enjoei

7,6% 

2,8% 



REVENUE 
STREAMS, COST 
DYNAMICS, AND 
EXPENSES

3. building the enjoei model



no

REVENUE STREAMS ACROSS 
LISTING MODES
feature / service

commission

seller fixed fee

expiration period

exposure level

free mode classic mode boosted mode

buyer processing fee

sales incentives (coupons, 
cashback, and shipping discounts)

end-to-end management (sorting, 
photography, logistics, and pricing)

enjugrana 
inactivity fee

withdrawal fee

potencialy
higher

60 days

standard standard

(standard)

(reduced)

(standard)

(standard)

(standard)

unlimited

high

no no

high

(standard)

variable based on listing duration 
(R$ 7.50 to R$ 50.00)

(promotions and progressive 
offers, with 10% to 60% discount)

24 months (subject to donation 
after 12 months)

from 2 to 6 months without account activity: R$ 14.99 per month\after 6 months: R$ 29.99 
per month\if available balance is lower than fee amount, charge applies up to zero

each user is entitled to 1 free withdrawal per month (non-cumulative) starting from the 
second withdrawal, a fee of R$ 3.00 per transaction

(reduced)

no

company-owned stores 
model in which sellers 
supply their clothing 
items at one of the 
physical stores, and such 
items can subsequently 
be purchased by buyers.

franchised stores 
franchisees pay a 
franchise fee and 
ongoing royalty fees.

Physical channel

unlimited

14



Enjoei pro makes 
seller’s journey easier

enjoei pro provides a full service experience 
to sellers through a consignment model.

our team is responsible for photographing 
products, advertising, negotiating and 
shipping them to the buyers.

our distribution center in cabreúva/sp 
centralizes all customers items received with 
capacity of processing more than 1.5 million 
products.

commercial model: based on commissions over sales charged to the 
sellers. shipping costs are charged to the buyers and enjoei subsidizes 
part of the freight costs.

strategic 
partnerships

partnerships with celebrities 
and brands for events, bazaars 
and campaigns are strategic in 
terms of branding, influence 
and demand creation to the 
platform

curated inventory

verified products by curation 
team ensure high quality 
inventory for the platform 
supply

15



Costs and expenses
costs operational expenses

freight and logistics

transaction fees

technology 
services

payroll

cost of goods sold

general and
administrative

advertising
expenses

delivery costs. the profitability of this line 
varies according to our subsidy policy for 
conversion and efficiency gains with 
logistics partners.

enjoei pro provides a full service 
experience to sellers through a 
consignment model.

payment processing costs. margin trigger: 
optimized structure starting in 2025 with 
our proprietary sub-acquirer ("Enjugrana"), 
reducing merchant discount rates (MDR) 
and financial expenses.

recurring costs to maintain the platform's 
infrastructure, security, and servers up 
and running.

salaries of teams working in company-
owned physical stores.
salaries of teams working in company-
owned physical stores.

inventory purchases for resale in 
company-owned physical stores.

maintains corporate structure (salaries, 
franchise consulting, offices, and 
amortization). includes the stock option 
plan (SOP), which is a non-cash 
accounting expense. (note: proprietary 
technology developments are 
capitalized as intangible assets and are 
not recorded in this line).

essential for attraction/retention. 
divided into performance (rigorous 
focus on cac and roi) and branding 
(organic traffic).

16



PORTFOLIO 
STRATEGY

4. growth levers



pillars
guideline: accelerate the inventory of the enjoei platform, expanding the seller base and the quality/supply of available 
products, and focus on maximizing profitability per physical store, with cost discipline and increased productivity per unit.

Platform
growth 

Inventory
expansion

User
Conversion
Efficiency

profitability Discipline in 
capital 

allocation

18



Platform
growth

Inventory
expansion

strategy

following the results achieved in 2025, 
mainly driven by logistics optimization and 
greater monetization of our active base, the 
platform is in a good momentum to 
accelerate its expansion through inventory 
growth and greater category diversification 
on the platform.

increase in net 
revenue and gross 
profit for the Enjoei 
platform

increase in 
info&eletro 
revenue

Inventory expansion through the launch of 
the new AI-powered upload tool and free 
listing mode. The latter is also capable of 
attracting sellers in premium categories as 
well as more occasional sellers, raising the 
platform's average order value and boosting 
less developed categories.

brands guidelines

19



USER 
CONVERSION 
EFFICIENCY

profitability

strategy brands guidelines

a new structure with a more qualified user 
base and crucial innovations (new AI upload 
and free listing mode) allows for greater 
campaign efficiency, with user loyalty and 
expansion of categories with higher average 
order value.

evolution of take 
rate and net take 
rate

increase in gross 
profit of the 
offline channel

prioritize the consolidation of the operational 
model, strengthening differentiators for 
franchisees and ensuring that each unit 
progresses along an increasingly profitable 
trajectory.

20



DISCIPLINE IN 
CAPITAL 
ALLOCATION

strategy brands guidelines

cash generation 
and return on 
invested capital.

focus on capital allocation discipline, 
mainly in the maturing front, consolidating 
the group as a more resilient, scalable 
ecosystem committed to shareholder 
value creation

21



GROWTH 
AVENUES

INCREASE IN 
UPLOADS

launch of AI-powered 
upload to automate the 
listing process

+ uploads
+ inventory

+ gmv
+ higher average 
order value categories

22

Inventory
Diversification

launch of the free listing 
mode, limited to a few 
listings per year



focus on reurring base through
incentive efficiency, 
personalization and pricing

• cashback
• coupon based on seller quality
• smart pricing
• personalized hompage

focus on increasing the efficiency of the 
existing base by reducing transaction 
failure rates, boosting recurrence, and 
upskilling the seller community.

• evolution of take rate and consolidated net 
take rate;

• better balance of incentives and media on 
the enjoei platform;

• increased checkout conversion on the Elo7 
platform.

focus on boost enjoei platform’s growth 
through inventory diversification and 
maintaining capital discipline across 
maturing front

• launch of the new ai-powered upload tool
• introduction of the zero-commission plan, 

limited to a few listings per year
• a more resilient, scalable ecosystem 

committed to creating shareholder value

23



Guiding principle 2026

boost enjoei platform’s growth 
through inventory diversification

introduction of the zero-
commission plan

launch of the new 
ai upload

24



|  25apresentação de resultados

strategic decision: strengthen capital 
allocation discipline and focus on the core 
business with the highest potential.

adverse scenario: market transformation 
marked by competition between global players 
and aggressive subsidies.

operational challenge: loss of scale and 
revenue deterioration, hindering the 
absorption of fixed costs and new investments.

strategic prioritization: reducing operational 
complexity and steering capital toward enjoei’s 
development.

Discontinuation of elo7

4Q23 1Q24 2Q24 3Q24 4Q24 1Q25 2Q25 3Q25 4Q25 1Q26

27.3
24.2 25.6 26.8

25.0

19.5 19.6
17.7

15.1
13.0

Net Revenue – Elo7 (R$ million)

Gross Profit – divergent trajectories between 
Elo7 and Enjoei platforms (R$ million)

4Q23 1Q24 2Q24 3Q24 4Q24 1Q25 2Q25 3Q25 4Q25 1Q26

17.9
15.5

19.1

14.3

21.8

16.2

21.5

17.4

22.5

15.6

21.5

13.0

25.3

12.2

28.4

11.0

26.5

8.9

25.3

8.3

Enjoei platform Elo7 platform

2425



PRODUCT 
INNOVATIONS

5. intelligence applied to the platform and ecosystem



operational consolidation: 4Q25 marked the first full 
quarterly cycle of enjoei’s in-house

financial performance: $ 4.7 million improvement in 
the parent company's net financial result in 2Q26 (vs. 
2Q25).

enjoei’s payment solution

checkout efficiency: increase in conversion rates and 
optimization of receivables flow

value levers: structural reduction in prepayment costs 
and greater autonomy in cash management.

strategic differential: maturity of the solution ensuring 
higher profitability and control over the company's 
financial cycle

27



technological innovation: launch of new AI upload (1Q26).

NEW AI Upload
product updates

operational efficiency: generative ai integration for full 
automation of listing creation.

performance gain: reduction of over 30% in listing time 
per item.

growth lever: elimination of the primary friction in 
the seller's journey, reducing historical barriers to 
entry.

business vision: stimulus for accelerated inventory 
expansion and increased platform liquidity.

positioning: consolidation as the most agile and 
efficient collaborative commerce ecosystem.



|  29apresentação de resultados

Free mode
new listing mode with zero 
seller commission and fees

seller acquisition: the new listing mode invites 
new and casual users to use the platform.

attractiveness for high-ticket items: items that 
were no longer listed due to variable 
commissions can now circulate.

monetization: service fee for the buyer and 
optional protected shipping for the seller.

margin control: listing limits per user and 
incentive restrictions.



FINANCIAL 
RESULTS

6. consistent progress
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GMV cresceu 
218% desde o IPO

¹ Includes the contribution of Elo7 from the closing date (08/10/2023) to the date of its operational discontinuance (05/11/2026).

GMV grew by
218% since the IPO

Growth

benefiting from the secular, global trend 
toward expansion in the secondhand 
market, while maintaining its leadership 
position in Brazil.
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¹ Excludes Elo7's contribution starting in 2Q26, pursuant to CPC 31 reclassification 
following the platform's operational discontinuance on 05/11/2026.

53.6%

efficiency

gross profit advanced
faster than gmv

following rapid growth in 2023 and 
profitability gains in 2024, we 
expanded our footprint in physical 
retail with the launch of our franchise 
network and resumed our focus on the 
growth of the Enjoei platform, driven 
by recent product and technology 
innovations alongside a more qualified 
user base.
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138.9
194.6

265.2 264.0 258.0

2022 2023 2024 2025 2Q26 LTM

85.7%

185.4%

48.7

96.9

148.6 147.1 139.0

2022 2023 2024 2025 2Q26 LTM

14.4%

18.8%
18.1% 18.3%

16.3%

2022 2023 2024 2025 2Q26

¹ Excludes Elo7's contribution starting in 2Q26, pursuant to CPC 31 reclassification following the platform's operational discontinuance on 05/11/2026.

¹

Financial 
results

greater efficiency in the allocation of incentives and 
subsidies has contributed to the evolution of the net 
take rate. the strong growth in gross profit also 
reflects the scale gains captured In logistics and 
payment costs

net revenue¹
R$ million

gross profit¹
R$ million
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55.9%

2022

46.2%

2023

39.4%

2024

81.4%

148.4%

179.2% 175.2%

2025

38.5%

2Q26

167.8%

2022 2023 2024 2025 2Q26LTM

¹ ¹

Financial 
results
the continuous dilution of costs and expenses, 
combined with higher efficiency of marketing 
investments in recent quarters, resulted in significant 
advances in profitability metrics

marketing + incentives¹
% of gross billings

40.7%

¹ Excludes Elo7's contribution starting in 2Q26, pursuant to CPC 31 reclassification following the platform's operational discontinuance on 05/11/2026.

g&a coverage by gross profit¹
gross profit/ recurring g&a
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Financial 
results

¹ Excludes Elo7's contribution starting in 2Q26, pursuant to CPC 31 reclassification following the platform's operational discontinuance on 05/11/2026.
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7. strategic direction



our leadership
founders and executive board 

chairwoman of 
the board and 
executive VP

co-founder of Enjoei. has 
over 10 years of experience 
at the company and a 
background in companies 
such as Shoptime, 
Americanas, Editora Abril, 
and Google.

CEO and 
board 
member

co-founder of Enjoei. 
has over 10 years of 
experience in the 
business, with 
previous tenure at 
Submarino, 
Shoptime, 
Americanas, and 
Editora Abril.

CFO and IRO

over 15 years of 
financial experience 
in technology and 
education. former 
corporate finance 
director at LWSA, 
where he led the 
IPO and follow-on 
processes. executive 
education from 
Wharton and MBA 
from FGV.

CTO

co-founder, with over 
20 years in software 
development. Led 
global technology 
teams at companies 
such as AT&T, Visa, 
and DirecTV.

over 30 years of 
experience in financial 
management (retail 
and technology), with 
deep expertise in IPO 
processes, M&A, and 
P&L management.

controller 
director

growth 
director

holds an engineering 
degree from ITA, 
responsible for growth 
strategies, and has 
been with the company 
for 9 years. former 
Mobly and Booz & 
Company.
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our leadership
leadership transition

chairwoman of 
the board and 
executive VP

co-founder of Enjoei. has 
over 10 years of experience 
at the company and a 
background in companies 
such as Shoptime, 
Americanas, Editora Abril, 
and Google.

CEO and 
board 
member

co-founder of Enjoei. 
has over 10 years of 
experience in the 
business, with 
previous tenure at 
Submarino, 
Shoptime, 
Americanas, and 
Editora Abril.

CFO and IRO

over 15 years of 
financial experience 
in technology and 
education. former 
corporate finance 
director at LWSA, 
where he led the 
IPO and follow-on 
processes. executive 
education from 
Wharton and MBA 
from FGV.

CTO

co-founder, with over 
20 years in software 
development. Led 
global technology 
teams at companies 
such as AT&T, Visa, 
and DirecTV.

over 30 years of 
experience in financial 
management (retail 
and technology), with 
deep expertise in IPO 
processes, M&A, and 
P&L management.

controller 
director

growth 
director

holds an engineering 
degree from ITA, 
responsible for growth 
strategies, and has 
been with the company 
for 9 years. former 
Mobly and Booz & 
Company.

consolidated experience: extensive executive background and deep 
expertise in the Brazilian secondhand market and technology sector.

international track record: career launched in Europe, with key roles at 
tech companies such as eBuddy and Spil Games.

Marcos Leite
incoming CEO¹

academic background: bachelor’s and master’s in international business 
administration from TIAS School for Business and Society (Netherlands)

14 years at OLX Group: led the initial launch in Brazil and served as a 
senior member of the Executive Committee.

CRO leadership: former Chief Revenue Officer overseeing core verticals 
and business growth.

38
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founding partner of asset 
manager São Pedro 
Capital, with a 30-year 
career. Former CEO of 
Google Brazil, DIRECTV, 
and Anhanguera 
Educacional.

our governance
board of directors (independent members)

vice-chairman

former CEO of LWSA, 
where he led the IPO and 
acquired more than 20 
companies. elected 4 times 
as one of the best 
technology CEOs in latin 
america.

vast experience in retail as 
former commercial and 
planning VP at Raia 
Drogasil (RD Saúde). 
worked at McKinsey and 
serves as a board member 
at Petlove and 4Bio.

board member board member¹ board member board member

vast experience in retail as 
former commercial and 
planning VP at Raia 
Drogasil (RD Saúde). 
worked at McKinsey and 
serves as a board member 
at Petlove and 4Bio.

20 years of experience 
in e-commerce and retail 
(Saraiva, Lojas 
Americanas, and Nova 
Pontocom). Former 
Fiscal Council member at 
Lojas Renner.

deep knowledge in physical 
retail as founder and 
chairman of Allos S.A. 
(shopping centers) and 
former president of 
ABRASCE.

¹ Election subject to ratification at the Extraordinary General Meeting (EGM) to be held on September 8, 2026.
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