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9M 2021 Financial and Operational Highlights

61 stores
33 SM, 15 DS, 13 HM

PhP21.32 billion
Net sales

₱

PhP8.16 billion
Total equity

₱

Note: SM refers to supermarkets, DS for department stores, and HM

for hypermarkets.

PhP765.46 million
EBITDA

PhP(306.41) million
Net loss

PhP19.28 billion
Total assets

As of end September 2021



6.98 7.51 

22.22 
21.32 

3Q 2020 3Q 2021 9M 2020 9M 2021

Results of operations

Share to Business

(in % of 9M 2021 net sales)-4.1%

 Quarter-on-quarter, net sales improved by 7.6% compared to last year. However, net sales in the first nine months of 2021 decline as both 

food retail business and merchandise business decreased over the same period last year as low customer traffic and customer’s lower 

propensity to spend continue to persist.

 Blended same-store sales (without Metro UP Town and Metro Fairview) in 9M 2021 declined by 9.0%.

Net sales

(in PhP billion)

7.6%

Department store
16%

Supermarket
59%

Hypermarket
25%



1.56 1.44 

4.75 

4.35 

3Q 2020 3Q 2021 9M 2020 9M 2021

1.40 1.33 

4.52 

4.11 

3Q 2020 3Q 2021 9M 2020 9M 2021

Results of operations

21.4%

22.3%

 Despite of the net sales increase in 3Q, gross profit decreased. This was due to the greater share of our food retail business, which

typically have a lower margin, compared to general merchandise.

 Decrease in operating expenses was mainly attributable to the Company’s cost reduction efforts and optimization initiatives.

17.7%

20.3%

Gross profit

(in PhP billion)

Operating expense

(in PhP billion)-9.1% -8.4%

20.1%

19.3%

19.2%

20.4%

-5.0% -7.7%



34.54 

273.02 

1,059.97 

765.46 

3Q 2020 3Q 2021 9M 2020 9M 2021

(337.21)

(124.47)

(421.87)

(306.41)

3Q 2020 3Q 2021 9M 2020 9M 2021

Results of operations

 The Company was able to cut its net loss in the first nine months of 2021 compared to same period last year. 

 Despite the net loss, the Company’ EBITDA significantly increased in 3Q 2021 and still stood at a positive position of PhP765.46 million for 

the first nine months of year. Consequently, our cash and liquidity position remains strong at PhP2.01 billion.

0.5%

4.8%

EBITDA

(in PhP million)

Net loss

(in PhP million)
-27.8%

3.6%

3.6%

-4.8%

-1.7%

-1.9%

-1.4%

-27.4%

690.4%

-63.1%



6.86 6.97 

21.78 

19.82 

3Q 2020 3Q 2021 9M 2020 9M 2021

6.89 6.97 

21.92 

19.82 

3Q 2020 3Q 2021 9M 2020 9M 2021

Comparable sales

Blended comparable sales
with Metro UP Town and Metro Fairview

(in PhP billion)

Blended comparable sales
without Metro UP Town and Metro Fairview

(in PhP billion)

 Quarter-on-quarter, blended comparable sales (with and without closed department stores) improved against the same period last year.  

Meanwhile, first nine months net sales contracted due to the disruptions brought by the pandemic. Although, we continue to serve our 

customers through our different online platforms, this is still not enough to cover the decline in sales from physical stores

-9.6% -9.0%

1.2% 1.6%



0.92 0.86 

2.90 
2.73 

3Q 2020 3Q 2021 9M 2020 9M 2021

0.96 0.86 

3.04 

2.73 

3Q 2020 3Q 2021 9M 2020 9M 2021

Comparable sales

 Comparable sales of Department Stores (with or without Metro UP Town and Metro Fairview) declined despite the gradual opening of the 

stores as consumers prioritized the purchase of essential goods in general.

 Closure of Metro UP Town and Metro Fairview is part of the Company’s operations rationalization.

Department store sales
with Metro UP Town and Metro Fairview

(in PhP billion)

Department store sales 
without Metro UP Town and Metro Fairview

(in PhP billion)
-5.9%

-10.2%

-10.4% -6.5%



1.94 1.77 

6.21 

5.26 

3Q 2020 3Q 2021 9M 2020 9M 2021

Comparable sales

Supermarket sales

(in PhP billion)

Hypermarket sales

(in PhP billion)

 Supermarket comparable sales improved by 8.3% against the same quarter last year. 

 Despite of being open to serve its customers during the community quarantine period, both Comparable sales for Supermarkets and 

Hypermarket decreased in the first nine-months of the year.

-6.7% -15.3%

-8.8%

4.00 4.33 

12.68 
11.83 

3Q 2020 3Q 2021 9M 2020 9M 2021

8.3%



NCR
10

Luzon
12

Visayas
39

Geographical composition of store network
(as of November 2021)

MRSGI existing store network 

NCR 7

Luzon 4

Visayas 22

Total 33

Supermarket

NCR 3

Luzon 4

Visayas 8

Total 15

Department Store

NCR -

Luzon 4

Visayas 9

Total 13

Hypermarket

61
stores



MRSGI network expansion
Metro Supermarket – Banawa, Cebu | Opening in 1H 2022

Check out counter area and main hallway

Fresh prep area and cold room

Selling area



MRSGI network expansion
Metro Supermarket – Hilongos, Leyte | Opening in 1H 2022

Selling area to fresh display area

Selling area to supermarket entrance

Pharmacy to Main Store entrance/exit



MRSGI network expansion
Metro Supermarket – Alang-alang, Leyte | Opening in 2022

Site photo



MRSGI network expansion
Metro Supermarket – Catbalogan, Samar | Opening in 2022

Site photo

Site photo



MRSGI network expansion
Metro Tacloban | Opened in March



MRSGI network expansion
Metro Danao (Supermarket and Department store) | Opened in April



MRSGI network expansion
Metro Sum-ag | Opened in June



MRSGI’s growing online presence

Strategic Partnership

Mobile Commerce

E-commerce

MRSGI’s foray to E-commerce
The COVID-19 pandemic has accelerated the Company’s digitization plans as we have

launched our own online shopping portal - (shop.themetrostores.ph). Furthermore, we

have also launched our mobile commerce initiatives through its call, text, and Viber

programs, and partnered with online grocers and last-mile delivery providers to further

expand its market reach.



Metro Stores in Luzon and Visayas received the Safety Seal 

Certificate from the Department of Trade and Industry (DTI) 

which assures shoppers that the establishment implements and 

observes proper health and safety protocols.
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Strategic objectives 2022

#We Make Life Easy
Reboot to the New Normal

-------------

CUSTOMER

• Store Shopping experience

• Clear value proposition per format

• Bounce back marketing

• Personal Shopper Experience

• Level up CTV Program

• Online User Experience

• Online value proposition per channel

#Org Transformation
Simplify! Automate! Streamline!

-------------

MSRGI 

• People Engagement

• Efficient and engaged organization

• Efficient Logistics

• Supply chain efficiency

• IT/Process Improvement

• IT Infra/HR/Accounting Efficiency 
Programs

• Merchandising Discipline

• Oracle Module Optimization



Plans and Prospects

 Strengthen Trust on the MRSGI Company

 Aggressively pursue our e-commerce program

 Re-organize MRSGI for agility and focus 

 Create new formats/channels 

 Implement operational efficiency initiatives Department 

Stores

Supermarkets

Hypermarkets

CONTRACT CONVERT 

CONQUER 

MRSGI’s 4Cs of Growth

Online / 

New Channels

CREATE



Q&A
9M 2021

Earnings Call 

and Analysts’ 

Briefing

November 17, 2021



Thank you!

Follow us on:

@themetrostores.ph

@TheMetroStores

facebook.com/TheMetroStores

Connect with us on:

linkedin.com/company/metro-retail-stores-group/
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Statement of financial performance



Statement of financial performance (cont.)



Statement of financial position



Statement of financial position (cont.)



Statement of cash flows 



Statement of cash flows (cont.)



Disclaimer

The materials and figures in this presentation and other documents are for informational purposes only and are not, in any way, a form of solicitation for the
purchase or sale of any securities or financial instruments or to provide any investment service or investment advice. Information in the presentations may
contain certain forward looking statements with respect to the financial condition, results of operations, and other businesses of Metro Retail Stores Group Inc.
(MRSGI). Such forward looking statements involve known and unknown risks, uncertainties and other factors which may cause the actual results or performance
of MRSGI to be materially different from any future results or performance expressed or implied by said forward looking statements. Statements, materials,
figures, and other information; forward looking or otherwise; were based on numerous assumptions regarding MRSGI’s present and future business strategies
as well as the political and economic environment in which MRSGI will operate in the future.


