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ULTRAPAR

Ultrapar is one of the largest business groups in Brazil, with 
leading position in its markets achieved along its 72 years 
of history. The company operates in the fuel distribution 
business through Ipiranga and Ultragaz, in the chemical 
industry through Oxiteno and in the logistics for liquid bulk 
segment through Ultracargo.

With 9.4 thousand employees, Ultrapar has operations in the 
entire Brazilian territory and has industrial units in Mexico 
and Venezuela and commercial offices in Argentina, Belgium 
and the United States through Oxiteno.

In 2009, Ultrapar celebrated its 10th anniversary of 
simultaneous listing at the BM&FBOVESPA (São Paulo 
Securities, Commodities and Futures Exchange) and at 
the NYSE (New York Stock Exchange). During these 10 
years, Ultrapar’s expansion and value creation strategy, 
based on the increase of operational scale, technological 
differentiation and excellence in managing its businesses, 
allowed significant growth in its results, with EBITDA and 
net earnings presenting annual average growth of 15% and 
18%, respectively, and enabled the company to be assigned 
investment grade rating by Moody’s (Baa3) and Standard & 
Poor’s (BBB-). 
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MessAge fRoM The 
MAnAgeMenT

The year 2009 was also a period in which Ultrapar’s 
resilience was demonstrated. Even in the instable economic 
environment seen particularly in the first half of 2009, the 
company reported growth in its results quarter after quarter, 
keeping a sound and prudent management of its cash 
generation and indebtedness levels.

Ipiranga had Texaco’s integration as its main goal, a process 
which was meticulously planned so that all the benefits 
could be captured as quickly as possible. We assumed the 
business in April and, thanks to this planning, we integrated 
the IT systems in August. In November we performed the 
corporate merger of the companies without any operational 
disruption, thus completing the main initiatives necessary 
to reap the gains from the acquisition. Simultaneously, we 
carried out the conversion of the Texaco stations to the 
Ipiranga brand at a fast pace, enabling the resellers to enjoy 
all the differentiated benefits Ipiranga provides. During 2009, 
1,020 service stations were converted, representing 75% of 
the service stations in the South and Southeast regions of 
Brazil.

Ultracargo reached a new level of scale and results, 
consolidating its position as the largest liquid bulk storage 
company in Brazil with the integration of União Terminais, 
acquired in late 2008. Through the completion of the 
operational and administrative synergies, the company 

more than doubled its EBITDA, surpassing the expected 
gains from the acquisition in the first year. In parallel to 
the conclusion of the operational integration, Ultracargo 
continued to pursue growth opportunities. The main results 
were new storage contracts, with the consequent expansion 
of existing terminals, and the acquisition of Puma’s port 
terminal in Suape, in the state of Pernambuco.

Ultragaz continued with its operational excellence program, 
which contributed to the significant gains in results in 
2009. Through these programs, Ultragaz enhanced its 
operations and expanded its sales channels, maintaining the 
leading position in the segment of liquefied petroleum gas 
distribution in Brazil and the strategy of growing in niche 
markets.

Oxiteno faced significant challenges derived from the 
adverse economic environment in 2009, which delayed 
the growth of demand and caused a strong volatility in 
exchange rates and prices of raw materials. Even in such 
environment, Oxiteno increased its sales volume by 12% 
due to the expansions of production capacity completed in 
late 2008 and commercial initiatives to displace imports. 

As a result, in 2009 Ultrapar’s EBITDA reached R$ 1,354 
million, a 25% growth over 2008, and net earnings reached 
R$ 467 million, a 20% increase from 2008. The company’s 

In 2009, we intensified the capture of results and benefits associated with our planned 
process of sustained expansion. The strategy and consistent execution of the profitability 
growth plan through expansions of production capacity, acquisitions for gains of scale 
and operational efficiency programs carried out in the last few years placed Ultrapar in a 
privileged position to further advance on the path of value creation.  
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net debt to last twelve months EBITDA ratio, which reached 
2.3 times after the payment for the acquisition of Texaco in 
March 2009, was reduced to 1.5 times in December through 
the achievement of cash generation established goals. As a 
consequence of its strong performance in results and cash 
generation, Ultrapar, which had already been assigned the 
investment grade rating by Moody’s, was also assigned 
investment grade by Standard & Poor’s in October 2009.

Another remarkable event of the year was the celebration 
of the 10th listing anniversary of Ultrapar, in October. These 
ten years represent another period of significant progress 
for the company, marked by a major expansion in its results. 
Such expansion was built through decisions based on a 
solid management, alignment of interests, careful planning 
of actions and adherence to such planning.

Over these ten years, we invested R$ 8 billion in our growth, 
half of which was allocated to organic growth and the 
other half to acquisitions. The investments made during 
this period have transformed Ultrapar by significantly 
increasing the scale of our operations and multiplying our 
value generation capacity. Ultrapar consolidated its position 
as one of the major retail players in Brazil through Ultragaz 
and Ipiranga. Ultracargo reached a new level by benefitting 
from the opportunities generated by the growing demand 
for logistics infrastructure in Brazil and is ready to continue 

to actively participate in the growth of the sector. Oxiteno 
focused its expansion on specialty chemicals and on its 
presence in other geographies, strengthening its leading 
position among the major specialty chemicals companies in 
Latin America. 

After a year of harvesting gains from investments made 
in previous years and continued focus on its financial 
discipline, Ultrapar is in a privileged position to benefit from 
the significant growth potential of the Brazilian market. Our 
focus will be on the next growth cycle. We are attentive 
to opportunities that allow us to generate value in a 
growing and consistent manner in the sectors in which we 
operate, so that we are able to repeat in the next decade 
the performance presented over our history as a listed 
company. 

PAULO G. A. CUNhA
Chairman of the Board of Directors

PEDRO WONGTSChOWSkI
Chief Executive Officer
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ACqUISITIONS

• Closing of Texaco’s acquisition in March, starting the 
integration of operations and capture of synergies and 
benefits. The acquisition consolidates Ipiranga as the 
second largest liquid fuel distributor in Brazil and the 
largest private distributor.

• In December, Ultracargo acquired Puma Storage do 
Brasil’s liquid bulk storage assets in the port of Suape, 
Pernambuco. The terminal acquired, with an 83 thousand 
cubic meters capacity, is located in an area leased by 
Ultracargo, allowing therefore immediate integration of the 
operations.

RESULTS

• Net sales and services reach R$ 36 billion, a 28% growth 
over 2008.

• Ultrapar’s EBITDA grows by 25% in 2009, to R$ 1.4 billion.

• Ultrapar’s net earnings reach R$ 467 million, a 20% 
increase over 2008.

CAPITAL MARkETS

• In October 2009, Ultrapar celebrates its 10th listing anniversary, 
having recorded an annual average growth of 15% in its 
EBITDA and 18% in its net earnings in the period.

• Ultrapar’s market capitalization closes 2009 at R$ 11 billion, a 
58% growth over 2008. 

• Ultrapar’s average daily trading volume in 2009 reaches R$ 27 
million, higher than that in 2008. 

• Declared dividends of R$ 279 million, a 60% payout ratio over 
2009 net earnings and 17% higher than the dividend per 
share of 2008.

FINANCIAL STRENGTh

• Ultrapar’s strong cash generation allows a reduction of its net 
debt to last twelve months EBITDA ratio, from 2.3x after the 
acquisition of Texaco in March to 1.5x in December 2009.

• Standard & Poor’s assigns Ultrapar the investment grade 
rating, upgrading Ultrapar’s rating to BBB- in the global scale 
and to brAAA in the Brazilian national scale.

• Moody’s ratifies the investment grade rating to Ultrapar, 
maintaining its Baa3 credit risk rating.
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ULTRACARGO EFFECTIVE STORAGE
('000  m3)
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OXITENO SALES VOLUME
('000  ton)

Specialty chemicalsCommodities

2006 2007 2008 2009

74%
89%

92%
77%

544

656

567
634

26%
11%

23% 8%

IPIRANGA SALES VOLUME 
('000 m³)

Otto cycle (gasoline, 
ethanol and NGV)

Diesel

Others

2006 2007 2008 2009

4,2623,802
4,715

7,485

6,5916,398

17,214

7,044

10,521 11,169
12,075

9,277

ULTRAGAZ SALES VOLUME
('000  ton)

1,544 1,572 1,601 1,589

2006 2007 2008 2009

1,058 1,1141,061

486 511 495 475

Bottled Bulk

1,106

INVESTMENTS PER BUSINESS UNIT 
– EXCLUDING ACQUISITIONS

(R$ million)

EBITDA
(R$ million)

Ipiranga

Ultragaz

Oxiteno

Ultracargo

2006 2007 2008 2009

516

192

38

779

322

603
778

1,079

210

1,354

145

157
43

51

105

281

211

281

252

Ipiranga

Ultragaz

Oxiteno

Ultracargo

2009 2010 (e)

585

222

414

164

79

105

920

252

81

152
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kEY INDICATORS

R$ million (1) 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Ultrapar (2)

Net sales and services 1,595 1,878 2,285 2,995 4,000 4,784 4,694 4,794 19,921 28,268 36,116

EBITDA 337 304 373 487 498 737 546 516 779 1,079 1,354

Net earnings 88 128 132 222 246 414 299 282 182 390 467

Investments (3) 98 179 208 413 404 284 219 320 2,687 1,516 1,946

Dividends declared 23 49 212 65 72 164 157 144 241 238 279

Earnings per share (R$) 1.66 2.42 2.49 3.62 3.54 5.95 3.73 3.47 2.19 2.87 3.43

Dividends per preferred share (R$) 0.53 0.98 4.28 1.09 1.11 2.36 1.94 1.78 1.78 1.78 2.08

Number of employees (end of the year) 5,457 5,602 5,748 5,876 6,465 6,724 6,994 6,885 9,653 9,496 9,429

Ipiranga (4)

Sales volume (‘000 m3) - - - - - - - 10,521 11,170 12,074 17,214

Net sales and services - - - - - - - 19,027 19,394 22,676 30,499

EBITDA - - - - - - - 351 417 603 778

Investments (3) - - - - - - - 148 166 229 222

Productivity (EBITDA R$/m3) - - - - - - - 33 37 50 45

Oxiteno

Sales volume (‘000 ton) 424 428 446 434 474 518 525 544 656 567 634

Net sales and services 588 686 832 956 1,238 1,663 1,610 1,550 1,765 1,926 1,921

EBITDA 175 132 177 233 243 421 300 192 157 210 145

Investments (3) 24 51 43 249 90 86 94 179 476 470 164

Productivity (EBITDA US$/ton) 226 169 169 184 167 278 235 162 123 202 114

Ultracargo

Effective storage (‘000 m3) 169 189 186 184 196 204 221 240 279 335 461

Net sales and services 79 94 105 131 177 197 234 226 229 283 337

EBITDA 21 26 28 29 40 41 44 38 43 51 105

Investments (3) 9 11 25 36 40 92 41 35 52 534 79

Ultragaz

Sales volume (‘000 ton) 1,242 1,288 1,345 1,303 1,362 1,549 1,531 1,544 1,572 1,601 1,589

Net sales and services 907 1,126 1,381 1,943 2,623 2,968 2,902 3,067 3,113 3,339 3,441

EBITDA 134 141 163 220 208 269 195 281 252 211 281

Investments (3) 61 117 140 127 272 99 83 105 129 167 105

Productivity (EBITDA R$/ton) 108 109 121 169 153 174 127 182 160 132 177

Capital markets

Number of shares (‘000) (5) 53,000 53,000 53,000 69,691 69,691 69,691 81,325 81,325 136,096 136,096 136,096

Average daily trading 

volume (R$ 000) (6) (7) 4,774 981 787 1,233 1,586 3,731 5,524 4,591 11,780 26,476 26,961

Price at BM&FBOVESPA (R$/share) (5) (8) 20.90 18.50 18.70 24.90 37.29 51.00 32.50 48.99 63.00 50.82 80.11

Price at NYSE (US$/ADR) (5) (8) (9) 11.50 8.38 7.70 6.70 12.73 19.81 13.93 23.00 34.64 22.49 46.90

(1) Except where otherwise indicated.
(2) Except where otherwise indicated, Ultrapar’s figures in this report include the consolidation, from April 2007, of the assets acquired from Ipiranga.
(3) Total investments net of disposals and repayments. In Ultrapar, include acquisitions of equity interest.
(4) Figures for Ipiranga throughout this report refer only to the assets acquired by Ultrapar and were prepared on a pro-forma basis for 2006 and 1q07.
(5) End of period figures, adjusted for a reverse stock-split that took place in August 2005.
(6) Considers the combined trading on the BM&FBOVESPA and the NYSE.
(7) Considers the daily trading volume from October 13th,1999, date of first trading.
(8) End of period figures, adjusted for the stock dividend that took place in February 2005.
(9) 1 ADR = 1 preferred share.

kEY INDICATORS AND hIGhLIGhTS  \
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MAnAgeMenT ModeL And 
sTRATegy 

The continuous expansion and the strengthening 
of Ultrapar’s leading position in all its business 
segments have been the basis for the consistent 
value creation for its shareholders, through a strong 
and efficient operational scale. Such expansion 
strategy, shared by all its businesses, has been carried 
out through organic investments and acquisitions. 

11
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Ultrapar operates with a focus on cash generation and the 
maintenance of a sound financial position, allowing it to 
seek investment opportunities, to reduce the cost of debt 
and to improve the return on capital for its shareholders. 

Ultrapar’s ten-year period as a listed company represents 
another cycle of strengthening the competitive position in 
all its segments through strategic planning and execution 
of the profitability growth plan. In the LPG distribution 
segment, we expanded Ultragaz in order to achieve a 
nationwide presence. For this purpose, we invested in the 
expansion of the small bulk segment, in which Ultragaz 
holds an outstanding position, and acquired in 2003 the 
operations of Shell Gás in Brazil, thus achieving a leading 
position in the Brazilian LPG market. In 2007, Ultrapar 
acquired Ipiranga’s fuel distribution business in the South 
and Southeast regions of Brazil, as an extension of its LPG 
business, aiming to benefit from the growth potential of the 
Brazilian fuel market and significantly increasing its scale.  

In addition to its organic investments in the expansion 
of the Ipiranga’s network, Ultrapar closed in 2009 the 
acquisition Texaco’s fuel distribution business in Brazil, thus 
increasing the scale of Ipiranga and reaching a nationwide 
coverage. In the chemicals segment, Oxiteno’s capacity 
expansions significantly increased its production capacity, 
ensuring its leading position in Brazil and strengthening 
its growth strategy in the specialty chemicals segment. 
In parallel, Oxiteno began its internationalization process 
through acquisitions in Latin America, thus consolidating 
its leading position in specialty chemicals in the region. 
In the logistics segment, investments in storage capacity 
expansions were made during the last ten years, notably the 
acquisition of União Terminais in 2008, which consolidated 
Ultracargo’s position in the sector.

Ultrapar has specific strategies for earnings growth in each 
of its segments, as follows:

STRATEGIES OF ThE BUSINESS SEGMENTS

Ipiranga

• Expand its scale through acquisitions and conversion of 
unbranded service stations to improve profitability and 
competitiveness, with a focus on the Mid-West, Northeast 
and North regions of Brazil, where Ipiranga has a lower 
market share and where growth in consumption has been 
above the Brazilian average rate 

• Invest in the differentiation of its resellers network through 
the offer of a wide variety of non-fuel products, loyalty 
programs and excellence in service

• Strengthen the Ipiranga brand

• Actively help, through Sindicom, to curb illegal practices 

Oxiteno

• Expand its production capacity, so that it continues to be 
technologically competitive and ahead of domestic demand

• Widen the offer of products with higher added value 

• Continue the internationalization process in order to 
ensure access to a larger market and to more competitive 
raw materials, as well as to protect its dominant position 
in Latin America market

Ultracargo

• Increase scale in liquid bulk terminals through acquisitions

• Expand its presence and storage capacity in Brazilian ports 

Ultragaz

• Continue its ongoing process of operational efficiency 
improvement

• Expand in niche markets, strengthening its presence in 
regions of Brazil with greater growth potential 

• Differentiate from the competition through the quality of 
its services, thus strengthening its brand
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MANAGEMENT MODEL

With the benefits from the size of its businesses, Ultrapar 
adopts a management model which combines the 
centralization of the activities that provide significant gains 
of scale and the sharing of knowledge with an individualized 
view to conduct operations in each business segment. This 
model has allowed Ultrapar to grow consistently throughout 
its history. 

In order to leverage the benefits from its scale, its centralized 
financial management and the listing of a single company 
provide higher financial capacity and flexibility, as well as 
higher liquidity in the capital markets, resulting in lower cost 
of capital. The centralization of corporate and information 
technology functions provide additional gains of scale, a 
more efficient structure and stronger technological facilities. 

Ultrapar’s management model also provides a differentiated 
view to take advantage of growth opportunities through 
the exchange of knowledge among its different segments. 
An example of the success of this model is the acquisition of 
Ipiranga, an opportunity which increased the scope of the 
fuel distribution business and generated a new growth cycle.

The use of management tools has been essential for the 
convergence of the entire organization to the established 
goals. The use of the value-creation metric EVA® (Economic 
Value Added) stands out, through which long-term goals 
are established to set the executives’ variable compensation. 
Ultrapar also uses Balanced Scorecard® (BSC), a tool that 
translates the strategy designed for the company into 
operational goals, considering financial, market, internal 
process, learning and growth goals.

This management model provides a valuable combination of 
benefits: agility in decision-making; a predictable execution of 
the strategy, which provides credibility to the management; 
and initiatives which are fully consistent with the 
characteristics of each business segment in which Ultrapar 
operates, thanks to the specialized view. 

•  A management model that combines gains of 
scale maximization and knowledge sharing with 
an individualized view for each business segment.

•  Agility in decision-making, alignment of interests 
and convergence of the entire organization to the 
established goals.

•  Management structures adapted to the 
characteristics of the markets in which the 
company operates.

Chief Executive O�cer of
Ultragaz

SHAREHOLDERS

BOARD OF DIRECTORS FISCAL COUNCIL

Chairman

Vice-Chairman

Members

Chief Executive Officer

Chief Financial and

Investor Relations Officer

Chief Executive Officer of

Ipiranga

Chief Executive Officer of

Oxiteno
Chief Executive Officer of

Ultracargo

ORGANIZATIONAL STRUCTURE
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The origin of the effort to align the interests of shareholders 
and executives traces back to the 1980s, when Pery Igel, then 
Ultrapar’s controlling shareholder, turned its main executives 
into shareholders, aiming at the company’s sustainability 
and longevity. Ultrapar believes that an efficient corporate 
governance system helps to create the environment of trust 
necessary for an adequate functioning of a market economy. 

CORPORATE GOVERNANCE

In 2009, Ultrapar completed ten years as a listed company, 
another period marked by pioneering and continuous 
evolution in the adoption of the best practices in corporate 
governance, an essential value of the company. 

15
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Ultrapar developed and implemented in 2009 a 
distinguished risk matrix to monitor its internal controls, 
thus effectively aligning internal and external audit 
activities to the needs of managers and shareholders. Such 
system was awarded by the Brazilian Institute of Corporate 
Governance (IBGC) in the Innovation category of the 2009 
IBGC Corporate Governance Award.

Ultrapar’s Board of Directors is composed of eight members, 
five of them independent, two of whom are representatives 
of preferred and common minority shareholders, 
respectively. The Board of Directors held 13 meetings in 
2009 to discuss the results and the strategy of Ultrapar. 
Since 2007, the roles of chief executive officer and chairman 
of the Board of Directors were separated. Paulo Cunha, who 
held both roles, became exclusively the chairman of the 
Board of Directors. Pedro Wongtschowski took over as chief 
executive officer, a position he still holds.

The company has a permanent Fiscal Council, which 
also performs the functions of an audit committee. 
It is composed of five members, two of whom are 
representatives of minority shareholders. The council held 
10 meetings in 2009.

The executive board, composed of the chief executive 
officer, the chief executive officers of Ipiranga, Oxiteno, 
Ultracargo and Ultragaz and the chief financial and investor 
relations officer, professionals with significant expertise in 
their areas, carries out the integrated management of the 
businesses in accordance with the guidelines defined by the 
Board of Directors. 

The intense and constant interaction with investors with 
the objective of assuring transparency and completeness 
in the disclosure of relevant information has been one 
of Ultrapar’s main features in these ten years as a listed 
company. The company believes that the availability of 
relevant information about its markets, strategy, businesses 
and results will contribute in a relevant manner to an 
adequate pricing of its shares and the viability of the capital 
markets as a tangible mechanism to finance the growth of 
the company. In 2009, the company held approximately 400 

In 2000, already a listed company, Ultrapar pioneered in the 
granting of tag along rights to all its shareholders, at 100% 
of the offered value. Only in 2001 the Brazilian Corporate 
Law established the mandatory adoption of tag along rights, 
although limited to voting shareholders and to 80% of the 
offered value.

Consistent with the principles of alignment of interests 
with its shareholders, Ultrapar’s philosophy is to turn its 
executives into shareholders through a stock ownership 
plan. Backed by the same principles, Ultrapar implemented 
the concept of economic value added (EVA®), linking 
variable compensation to EVA® growth targets and 
strengthening the alignment of interests between the 
management and shareholders. 

In 2002, Ultrapar also became one of the first Brazilian 
companies to grant preferred shareholders the right to 
be represented in the Board of Directors. Still in 2002, 
before the Brazilian Securities Commission (CVM) made 
it mandatory, Ultrapar voluntarily introduced rotation of 
independent auditors.

Since 2004, Ultrapar formally adopts a Code of Ethics which 
governs the professional conduct of its employees with 
stakeholders, setting a reference for internal and external 
relationship and reducing the degree of subjectivity in 
the interpretations of ethical principles. This code was 
enhanced in 2009 to (i) include examples of acceptable 
and unacceptable behavior, with explanations in order to 
prevent misinterpretation of such items, and (ii) provide an 
additional channel for reporting behaviors in violation of the 
code.

The company has level III ADRs listed on the NYSE and 
complies with the highest corporate governance standards 
of foreign companies listed in the United States. The 
company is compliant with the requirements of the 
Sarbanes-Oxley Act (SOX), which regulates mechanisms 
that guarantee the transparency of companies listed in the 
United States. Since 2007, Ultrapar has the SOX certification 
under section 404, attesting to the efficiency of its internal 
controls over the company’s financial information. 
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meetings with professionals from the capital markets and 
maintains the information of interest to this public available 
in its Investor Relations website.

Ultrapar also actively contributes to the development 
of the capital markets in Brazil. One of its initiatives is its 
participation as a founding member of the Latin American 
Corporate Governance Roundtable Companies Circle, a 
group dedicated to promote corporate governance in 
Latin America, sponsored by the Organisation for Economic 
Co-operation and Development (OECD) and by the 
International Finance Corporation (IFC). André Covre, chief 
financial and investor relations officer of Ultrapar, is the 
chairman of the group since 2008.

The consistency in value creation and continuous 
improvement in corporate governance practices allowed 
Ultrapar to receive important acknowledgements from 
the capital markets in 2009. In addition to the IBGC award, 
Ultrapar received from Brazilian Association of Publicly-held 
Companies (Abrasca) the 2008 Value Creation Award, which 
is granted to the company reporting the highest rate of 
value creation during a fiscal year, taking into account the 
sustainability of results, risk control, transparency and social 
and environmental engagement. Abrasca also granted 
to Ultrapar the second place in the 2008 Abrasca Annual 
Report Award, with an honorable mention in the “Economic 
and financial performance analysis” category.

CORPORATE GOVERNANCE  \

ULTRAPAR
PARTICIPAÇÕES S.A.

IPIRANGA

100%

OXITENO

100%

ULTRACARGO

100%

ULTRAGAZ

100%

OTHERS

34%

FREE FLOAT

0%

ULTRA S.A.

66%

OWNERShIP STRUCTURE
  Common shares % Preferred shares % Total % 

Ultra S.A. 32,646,694 66% 12 0% 32,646,706 24% 

Others 16,783,203 34% - 0% 16,783,203 12% 

Free float - 0% 86,666,090 100% 86,666,090 64% 

Total 49,429,897 100% 86,666,102 100% 136,095,999 100% 
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1 Since 2010
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BOARD OF DIRECTORS
Chairman
Paulo Guilherme Aguiar Cunha

Vice-Chairman
Lucio de Castro Andrade Filho

Board members
Ana Maria Levy Villela Igel
Luiz Carlos Teixeira
Nildemar Secches
Olavo Egydio Monteiro de Carvalho
Paulo Vieira Belotti
Renato Ochman

FISCAL COUNCIL
President
Flavio César Maia Luz

Members
Antonio Carlos Ramos Pereira 1

Mario Probst
Raul Murgel Braga
Wolfgang Eberhard Rohrbach

EXECUTIVE BOARD – ULTRAPAR
Chief Executive Officer
Pedro Wongtschowski

Officers
André Covre
João Benjamin Parolin
Leocadio de Almeida Antunes Filho
Pedro Jorge Filho
Ricardo Isaac Catran 1

FINANCIAL BOARD
Chief Financial and Investor Relations Officer
André Covre

Corporate Controller
Roberto kutschat Neto

Director of Treasury and Information 
Technology
Marcello De Simone



From left to right: Pedro Jorge Filho, André Covre, João Benjamin Parolin, Pedro Wongtschowski, Ricardo Isaac Catran and Leocadio de Almeida Antunes Filho.
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EXECUTIVE BOARD – IPIRANGA
Chief Executive Officer 
Leocadio de Almeida Antunes Filho

Controller
José Manuel Alves Borges

Marketing Director
Ricardo Carvalho Maia 

Director of Operations
José Augusto Dutra Nogueira 

EXECUTIVE BOARD – OXITENO
Chief Executive Officer 
João Benjamin Parolin

Controller
Ana Paula Santoro Coria

Commercial Director
Andréa Campos Soares 1 

Industrial Director
Flávio do Couto Bezerra Cavalcanti

Marketing Director
André Luis Polo 1

EXECUTIVE BOARD – ULTRACARGO
Chief Executive Officer 
Ricardo Isaac Catran

Controller
João Marcos Cazula

EXECUTIVE BOARD – ULTRAGAZ
Chief Executive Officer 
Pedro Jorge Filho

Controller
Julio Cesar Nogueira

Regional Sales Directors
Ivan Luis Bonini
Leandro Del Corona
Tabajara Bertelli Costa 1

Director of Operations
Plínio Laerte Brás



RIsK MAnAgeMenT

Ultrapar adopts a continuous and integrated risk 
management process with the objective of protecting 
employees, the environment, business partners and its 
assets. For the company, an adequate risk management 
ensures its sustainable development, with value 
creation for all its stakeholders. 
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The lean and close-to-operations management structure 
contributes to keep the development of activities and 
projects consistent with the planning and applicable 
policies. Financial discipline and sound management 
regarding risks and costs are characteristics on which all 
decisions taken by Ultrapar are based.

The risk management is supported by internal processes 
and controls aligned to international standards and to 
the requirements of SOX. With an effective alignment 
of internal and external audit activities to the needs of 
managers and shareholders, Ultrapar’s system of internal 
controls was granted an award by the IBGC in the 
Innovation category in 2009. 

For an adequate risk management and control, Ultrapar has 
also maintained for more than ten years a Risk Management 
and Financial Investment Committee, composed of the 
chief financial officer and the executive officers of each 
business. The purpose of this committee is to discuss 
exposure limits, risks inherent to financial activities and new 
financial products, among other issues. Such committee 
guides the activity of the company’s treasury, operating 
centrally in the support of its businesses. 

Ultrapar’s financial management philosophy privileges 
liquidity and credit quality, following the guidelines of 
the risk and financial investment policy approved by the 
Board of Directors. Coherent with its financial discipline, 
Ultrapar has a moderate net debt position, aimed at 
keeping the financial soundness regardless of the economic 
environment. The foreign exchange hedging instruments 
are used with the sole purpose of protecting the company’s 
exposure to foreign exchange risks, which include its assets 
and liabilities in foreign currency and the dollarized short-
term sales of Oxiteno.

Ultrapar’s subsidiaries are always attentive to new processes 
and mechanisms that may contribute to risk management. 
In 2009, Oxiteno implemented the FEL (Front End Loading) 
Methodology, which systematizes risk assessment before 
the execution of industrial plant projects, an important tool 
to allow Oxiteno to proceed with its expansion strategy 
through increasing of its production capacity. 

The quest for risk management and mitigation is also present 
in Ultrapar’s daily activities, such as the practice of hiring 
insurance and maintaining contracts to ensure supply. 
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9.4 thousand 
employees
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ReLATIonshIP wITh 
sTAKehoLdeRs 

Throughout its more than 70 years of history, 
Ultrapar has developed strong links with its different 
stakeholders. Over this long-lasting relationship, 
Ultrapar and its businesses have built bridges to those 
stakeholders, through which there has been a sharing 
of values, ethical principles, respect and trust. 

23



/  ANNUAL REPORT 2009 ULTRAPAR

24

de Treinamento (General Training Program) is an example 
of the initiatives promoted annually by Ipiranga, reaching 
approximately 60% of the company’s staff and developing 
fundamental skills for professional growth, such as 
leadership and communication. 

having innovation as a reference for its activities, Oxiteno 
has, among other initiatives, the Programa de Formação 

em Gestão Estratégica da Inovação Tecnológica (Program 
of Education in Strategic Management of Technological 
Innovation), implemented in 2007 together with Fundação 

Dom Cabral.

At Ultracargo, the program Formação de Líderes (Forming 
Leaders) prepares in-house talents to leadership positions 
in areas such as strategy, people and process management. 
The program is supported by accredited external training 
institutions, such as IMAN.

Ultragaz, through partnerships with Fundação Getulio 

Vargas and Universidade de São Paulo, maintains the Ultragaz 
Academy, which congregates training programs to the areas 
of business management, strategic planning, consumer 
services, controlling and marketing. Such programs are 
designed both for its suppliers and to its dealers and their 
employees. 

In order to align objectives, recognize good performance 
and retain its talents, Ultrapar’s businesses have variable 
compensation plans linked to the achievement of 
performance indicators such as EVA® and Balanced 
Scorecard®. 

CLIENTS

Passion for the client. One of the main features of Ultrapar’s 
corporate culture is the pursuit of excellence in client 
service, in order to add value to its products and services 
and to seek a maximized fit of its supply to its clients’ 
specific needs. 

Respect, trust, ethics, commitment and flexibility have been 
the basis for winning new clients and retaining old partners, 
with which Ultrapar maintains a solid relationship. In its 
quest for solutions to differentiate itself from competitors 
and to meet the increasingly complex and demanding 

Ultrapar’s constant development includes an increasing 
commitment to the best practices in social responsibility 
and environmental conservation, with policies and initiatives 
for the training of its employees and recognition of their 
work, and with close relationship with its suppliers, dealers 
and clients. 

PEOPLE MANAGEMENT 

Ultrapar’s 72 years of sound growth and leadership are 
backed by the commitment and specialization of its 
employees, who maintain a relationship with the company 
based on mutual development and improvement, 
transparency and ethics. 

The training of Ultrapar’s workforce is the result of both 
the efforts of its staff and a human resources policy based 
on valuing its employees, recognizing technical skills, 
encouraging professional growth and seeking to align all 
employees in terms of the company’s values and strategies. 
At the end of 2009, Ultrapar had 9.4 thousand employees, 
with 400 of them outside Brazil.

In order to develop its talents, it establishes training 
programs and initiatives that enable its employees to 
specialize and broaden their horizons. The Programa Geral 

The internship and traineeship 
programs are designed to 
develop leaders for Ultrapar. 
Many of the company’s current 
executives and managers started 
their careers in such programs.



Passion for the client: 
one of the main elements 
of Ultrapar’s culture.

through the installation of stationary tanks at the customer’s 
premises, where supply is provided directly by trucks. 

Oxiteno offers technical support in accordance with 
specific needs of each client through Research and 
Development Centers in Brazil and Mexico. The centers 

needs of its markets, Ultrapar is constantly investing in 
innovation, expansion of the production capacity and 
training of employees. 

In line with this philosophy, Ultragaz launched in 2009 the 
synthetic natural gas (SNG), a product developed to meet 
the demand of corporate clients that face instability in the 
supply of natural gas or to be used during peak demand 
hours. SNG is a mixture of LPG and compressed air, which 
allow it to be used in natural gas burning systems and 
provides a burning without residues. Such features make 
it an excellent alternative source of energy to maintain a 
regular production for clients that use natural gas.

Ultragaz was pioneer in Brazil in the implementation of the 
LPG bulk supply system (UltraSystem), which was launched 
in 1995 and provides higher reliability and agility in supply 
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based on rewards and benefits to clients and resellers. The 
program reached 2.4 million participants already in its first 
year.

Another important initiative in 2009 was the launch of Jet 
Oil Motos, the first and only network of lubricant changing 
and specialized services to serve a fleet that grew 92% 
in the last five years and has already exceeded 15 million 
motorcycles.

In 2009, Ipiranga was ranked number one in the Most 
Respected Companies in Brazil survey conducted by Época 

Negócios Magazine, in the Fuel Distribution category. The 
survey assessed aspects such as the quality of products, 
trust and ethics, admiration, social and environmental 
commitment, history and evolution. 

SUPPLIERS AND RESELLERS

The relationship of Ultrapar with its suppliers and resellers 
goes beyond a merely commercial relationship. Ultrapar 
believes in partnerships based on shared values and 
principles, including a continuous concern for issues such 

include laboratories and pilot plants equipped with 
instruments which provide an accurate monitoring of 
projects for developing new products and applications, as 
well as improving the performance of the existing ones and 
supporting industrial units in the continual improvement of 
production processes. 

Over the last three years Oxiteno developed more than 
60 new products and allocated a significant amount to 
research and development of products and processes. 
A recent example of innovation was the development 
of new products for the coatings markets, especially for 
application in car painting, providing technical solutions 
with an environmental and toxicological appeal, as well as a 
cost-effective relationship for such applications.

Ipiranga has specific initiatives for each business segment, 
such as the offer of supply and technical assistance services 
at the facilities of large customers. In the urban service 
station segments, the wide offer of non-fuel products and 
services and the continuous pursuit of excellence in services 
have significantly contributed to the new and increased 
loyalty of the consumers served by its network. In addition 
to filling their vehicles, the consumers may also shop at 
am/pm convenience stores and at Ipirangashop.com, as 
well as to enjoy other services available at several stations in 
the network.

In 2009, in another pioneer move in the fuel market, Ipiranga 
launched the Km de Vantagens Program, a loyalty program 

Continued investments in 
innovation, expansion of its 
production capacity and training 
of its technical staff as key drivers 
to gain clients and differentiate 
from competitors.

2006 2007 2008 2009

6.6

5.3

8.3
7.4

TRAINING EXPENSES 
 (R$ million)
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as ethics, sustainability of financial results, quality, safety and 
social and environmental responsibility. 

Ipiranga has maintained for several years the Programa 

Gestão da Revenda (Management Program for Resellers), 
which offers training in areas such as marketing, finance and 
taxation aimed at improving the management of service 
stations. It has a similar program, named Rodando com 

Sucesso (Travelling with Success), for service stations located 
on highways. Ipiranga also has Rally de Vendas (Sales Rally) for 
the lubricant segment, which rewards authorized distributors 
with trips. In line with all those initiatives, the Clube do Milhão 
(Million Club) incentive program rewards with annual trips 
the best resellers in terms of the year’s pre-established 
targets. Ipiranga provides training for Vendedores Ipiranga 

de Pista – VIP (Ipiranga Pump Attendants) through the Clube 

VIP (VIP Club) program in classrooms installed in an itinerant 
minibus. This allows training to be conducted at the service 
station itself, including simulations of practical situations in 
the daily work of a VIP. 

Since 2002, Oxiteno has annually awarded the best 
performers among its transportation suppliers in order to 
encourage transportation suppliers to continuously improve 
their services. 

Ultragaz has the Programa de Qualificação da Revenda 
(Reseller Training Program), in order to improve the service 
level of its resellers. It also offers to its resellers the Soluções 

de Marketing Aplicadas à Revenda (Marketing Solutions 
Applied to Resellers) program, which allows a discussion 
among resellers regarding training and the update of their 
key business management techniques, in order to optimize 
the return on investment. Academia de Revendedores 
(Resellers Academy), a branch of Academia Ultragaz 

(Ultragaz Academy), was created to develop specific training 
for these partners. Ultragaz aims at improving the quality 
of and developing an increasingly stronger dealer network, 
which will provide benefits for the entire value chain.

RELATIONShIP WITh STAkEhOLDERS  \

Ultrapar generated value added of R$ 2.5 billion in 2009 and 
R$ 2.3 billion in 2008, broken down as follows

2008

31%

21%

30%

11%7%

2009

19%

30%

11%7%

33%

Third partiesGovernment Retained earningsEmployees Shareholders
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Ultrapar guides its activities based on the view that a 
proper socio-environmental engagement is inseparable 
from its operations. This view was consolidated over its 
72 years of history as one of the pillars which allowed 
it to reach its current level of scale and soundness and 
that will continue for the perpetuity of the company. 

29

socIo-envIRonMenTAL 
PeRfoRMAnce 
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Complex Industries), offering free services to the population 
surrounding the petrochemical companies, that include 
medical and dental consultations, environmental education 
and visits to its facilities. Through its Tremembé unit, 
Oxiteno also participates in the Career Orientation program, 
carried out in association with the city hall, which consists 
of lectures on career choice to children and youngsters 
from the municipal schools in the area, given by the 
unit’s employees that share their professional history and 
experience.

Ultracargo regularly participates in the Polo Cidadania (Polo 
Citizenship), which comprises companies of the Camaçari 
complex, providing services, health care-related programs, 
educative activities related to leisure, culture and sports and 
programs aiming at the conscious use of natural resources 
to underprivileged people from the region. In the state 
of Paraná, Ultracargo sponsored the itinerant exhibition 
“Paisagens” (Landscapes), developed by the technical staff 
from the Oscar Niemeyer museum, providing free visitations 
for students from public schools.

In March 2009, Ultragaz launched the eighth edition of 
Ultragaz Cultural, promoting the access of low-income 
population to the cinema. The project works as an itinerant 
movie theater on a wagon adapted to film projection. 
During 2009, the Ultragaz Cultural cinema wagon traveled 
through cities of twelve states and the Federal District. 
Another program that uses a trailer truck is Carreta Ultragaz 
(Ultragaz Coach) that travels throughout the many regions 
of the country promoting initiatives with consumers, such 
as culinary courses, food reuse courses and handicraft work 
courses as an alternative source of income, among others. 

ThE ENVIRONMENT AND SAFETY

Ultrapar has the conviction that a proper treatment of the 
environment is one of the main pillars of the sustainable 
development of a company. In line with this philosophy, 
Ultrapar promotes a continuous improvement of its 
processes and efficiency in the use of natural resources.

Environmental protection permeates programs and projects 
developed to reduce and control the emissions of pollutants 
and waste, to use raw materials in a rational manner and 

Socio-environmental responsibility permeates its operations 
through operational excellence programs customized for 
its products and services and social initiatives based on 
labor, education and culture in the communities with which 
Ultrapar relates.

SOCIAL PERFORMANCE

Labor, education and culture are viewed by Ultrapar as 
transforming elements that can promote social inclusion 
and development, as well as improve the reality of the 
communities with which Ultrapar relates. The programs 
adopted by the company are based on this view.

Ultrapar maintains the Ultra Formare project, that offers a 
free professional training to low-income young students 
to begin their working life. Classes are taught by voluntary 
employees of the company. During the course, the 
students receive several benefits that allow them to be fully 
dedicated to the school. At graduation, youngsters receive 
a certificate that is recognized by the Ministry of Education, 
enabling them to begin their working life as administrative 
assistants. Ultrapar also supports the Instituto Superior 

de Educação Pró-Saber, that focuses its initiatives in the 
educational area with low-income communities in Rio de 
Janeiro.

In addition to initiatives by Ultrapar, each business segment 
has its own range of social projects. Ipiranga promotes 
education by supporting environmental awareness in 
schools in the neighborhood of its distribution terminals. 
Directed to students between 10 and 15 years old, the 
initiative allows an assessment of the level of knowledge of 
the teachers and school principals on environmental issues 
and contributes with learning materials, books, games and 
texts.

Ipiranga also sponsors Junior Achievement, a program 
aimed at encouraging the entrepreneurial spirit in 
youngsters, stimulating personal development, providing 
contact with the business world and facilitating the access 
to the job market.

Oxiteno has developed one of its main social initiatives 
through APOLO (Association of the Mauá Petrochemical 



SOCIO-ENVIRONMENTAL PERFORMANCE  \

includes the adoption of preventive measures to minimize 
risks, recycling and improvement of efficiency in the use 
of natural resources, raw materials and residues. Ipiranga 
also adopts the Jogue Limpo program, which collects and 
recycles lubricant packages and used oil. The company is a 
member of the Brazilian Corporate Council for Sustainable 
Development (CEBDS). 

In another pioneering environmental initiative, Ipiranga 
launched in 2007 the Ipiranga Zero Carbon Card, which 
combines environmental benefits with a client loyalty 
strategy. Confirming the success of the initiative, more than 
110 thousand cards had been issued by the end of 2009. 
More than 15 thousand tons of carbon emissions have been 
neutralized since its launch.

In 2008, Ipiranga opened in Porto Alegre its first eco-efficient 
fuel service station, built using the best technology available 
for environmental conservation. This service station includes 
the reuse of water and the use of renewable energy sources. 
From this initiative, Ipiranga started to integrate in its 
service stations some of the items used in the eco-efficient 
service station for environmental conservation, such as 
the increased use of sunlight and reuse of rainwater and 
carwash water. 
 
handling products that pose environmental risks, Oxiteno 
has safety as one of its key concerns. In order to disseminate 
a culture of health and safety among its operators, Oxiteno 
promotes reflections on the issue among operators in 
frequent discussions through the Daily Safety Dialogue and 
the Weekly Safety Dialogue. 

without waste and to adopt recycling, as well as to teach 
the company’s stakeholders about the importance of the 
environment.

An example of a major initiative is Oxiteno’s focus on 
increasing the use of renewable raw materials, made 
possible mainly by the start-up of the Oleochemical unit 
in 2008, which produces fatty alcohols from palm kernel 
oil, extracted from the palm seed. In 2005, the share of 
renewable raw materials was 8% of the total; last year, that 
share reached 18%. 

Pioneer in the use of natural gas in lieu of diesel, Oxiteno 
promoted a new change in the use of energy sources in its 
unit in Mauá, in 2009, with significant environmental gains. 
Oxiteno’s unit will now use steam derived from residual 
gas. This solution will allow a reduction in the emission of 
combustion gases, besides providing a cost reduction for 
Oxiteno. 

Another environmental initiative of Oxiteno in 2009 was 
the acquisition of high-selectivity catalysts for production 
of ethylene oxide. The new catalyst, named S886, allowed 
a 25% increase in the conversion of ethylene into ethylene 
oxide at Mauá, resulting in increased productivity with a 
lower use of raw materials and lower generation of carbon 
dioxide. 

Ipiranga was a pioneer in obtaining the ISO 14001 
certification in 1998. As a consequence of this process, 
the company implemented the Ipiranga Environmental 
Management System (SIGA) in all its facilities. The system 
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in 2004 and underwent re-certification process in 2009. 
In 2007, the Aratu unit received the ISO 14001:2004 
certification and was re-certificated in 2009. The proper 
treatment of the environment as a central element of 
Ultracargo’s strategy is also present in the Santos terminal, 
designed and built in order to meet the highest safety 
and environmental standards, obtaining the ISO 14001 
certification and ISO 18001:2007 in 2009. 

Ultragaz sets operational excellence guidelines for all its 
units through the Fator Azul (Blue Factor) program, which 
sets the standards of quality, operational safety, health and 
environmental responsibility. In 2009, Ultragaz continued 
with the program for optimization of the use of resources. 
Regarding safety, the Fator Azul actively contributes to 
disseminate safety standards in the handling and use of 
LPG through specific training, innovation in processes and 
prevention and awareness campaigns.

For Ultracargo, safety and the environment are fundamental 
in its differentiated positioning in the market, with an 
acknowledged capacity to manage liquid bulk that requires 
special handling. Ultracargo was the first company in its 
segment to obtain ABIqUIM’s System for the Evaluation of 
Safety, health, quality and the Environment (SASSMAq) in 
2001, having been re-certificated in 2009. The Ultracargo’s 
terminal in Paulínia (SP) received the ISO 14001 certification 

Ultrapar develops initiatives 
that value cuture, promote the 
insertion of people from the 
community in working life and 
increase the level of social and 
environmental awareness in the 
population.

2006 2007 2008 2009

8%
9%

14%

18%

OXITENO
 Share of renewable raw materials 

in total raw materials used

ULTRAPAR
Expenses in health, safety 

and the environment  
(R$ million)

2006 2007 2008 2009

62.8

45.3

73.7

101.7



SOCIAL BALANCE ShEET

Calculation base December/09 – Amount (‘000 R$)

Net sales and services (NSS) 36,115,878

Operating profit (OP) 657,448

Gross payroll (GP) 482,895

Internal social indicators Amount (‘000 R$) % of GP % of NSS

Total – Internal social indicators (1) 431,489 89.4 % 1.2 %

External social indicators Amount (‘000 R$) % of GP % of NSS

Total – External social indicators (2) 657,303 100.0 % 1.8 %

Enviromental indicators Amount (‘000 R$) % of GP % of NSS

Total investment in the enviroment 44,088 6.7 % 0.1 %

(1) Includes compulsory social charges, employee profit sharing, food, training development, among others.
(2) Includes taxes and contribution to society.

SOCIO-ENVIRONMENTAL PERFORMANCE  \
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ULTRAPAR’s BUsIness 
segMenTs
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5,500 SERVICE 
STATIONS

In 2009, Ipiranga kept its accelerated 
expansion of scale path with the acquisition 
of Texaco’s fuel distribution business in Brazil 
and investments in the conversion of service 
stations and new stations. 
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With the acquisition of Texaco, Ipiranga achieved 
nationwide coverage, in addition to consolidating its 
position as the second largest distributor in Brazil, with 
its reseller network increasing from 3,500 to 5,500 service 
stations. Beyond these significant gains of scale, which 
result in increased competitiveness and a better position 
for continued growth, the acquisition allows an expansion 
to the Mid-West, Northeast and North markets, that 
recorded growth rates above the national average.

After March 31st, the closing date of the acquisition, 
important steps for implementation of the acquisition 
business plan were completed. 

The conversion of the Texaco stations to the Ipiranga 
brand posed major challenges. It was necessary to 
form 80 working groups composed of engineers and 
architects. During the first five months of the process, 
those teams reached a conversion pace of nine stations 
per day. This accelerated pace allowed the company to 
convert 1,020 Texaco stations to the Ipiranga brand by 
the end of 2009, equivalent to 75% of the network in the 

South and Southeast regions. The average expense for 
each converted service station was R$ 31 thousand, 
approximately 30% lower than the initially forecasted, 
also allowing an accelerated process of implementing 
Ipiranga’s business model in the acquired network. In 
accordance with the business plan, the conversion of 
700 Texaco stations network located in the Mid-West, 
Northeast and North regions will begin in 2012.

Texaco’s resellers also started to participate in a 
differentiated relationship program, with an option to 
include several products and services in their service 
stations in order to attract and build consumer loyalty. 

In the operational integration front, the integration of 
the IT systems of both companies was completed in 
August 2009, allowing process synergies and efficiency 
gains. In November, the corporate merger of Texaco and 
Ipiranga was concluded, completing the steps required 
for the streamlining of structures and consolidation 
of commercial processes and practices, with gains for 
Ipiranga and its resellers, clients and consumers.
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Ipiranga also benefited from the continued expansion of 
the Brazilian light vehicle fleet in 2009, boosted by the 
exemption of federal Excise Tax on Manufactured Products 
(IPI) on vehicles, particularly during the first six months of 
the year, and by the recovery of credit for auto loans after 
mid-2009. As a result, the automotive industry reached a 
new historical record in sales of light vehicles in Brazil – an 
increase of more than 3 million light vehicles over the 25 
million of light vehicles fleet as of December 2008.

The consolidation of Texaco and the expansion of the 
light vehicle fleet led Ipiranga’s sales volume to reach 17.2 
million cubic meters in 2009, a 43% growth over 2008. The 
company’s net sales reached R$ 30.5 billion in the year, a 
34% increase over the previous year. In 2009, Ipiranga’s 
EBITDA totaled R$ 778 million, up 29% on 2008. 

In parallel, Ipiranga followed its strategy to implement its 
retail business model in its network by associating its brand 
to differentiated products and services. In line with this 
strategy, Ipiranga launched in 2009 the Km de Vantagens 
loyalty program, an innovative initiative in the sector. The 
program includes all products and services offered by 
Ipiranga and consists in accumulating points (kilometers) 
through the purchase of products and services in Ipiranga’s 
network. Such points may be later redeemed for obtaining 
discounts and rewards. 

Throughout 2009, Ipiranga developed strategic partnerships 
to broaden the scope of the program and the benefits for 

its clients and resellers, including partners in the areas of 
entertainment, tourism and magazines, among others. 
One of the most important partnerships developed is the 
agreement with Multiplus Fidelidade, allowing the transfer 
of points from the Km the Vantagens program to other 
programs, such as TAM Fidelidade program. The Km de 

Vantagens program reached 2.4 million clients by the end 
of 2009.

Another retail initiative adopted by Ipiranga are the Ipiranga 
branded credit cards. Accepted in the entire network, 
Ipiranga cards are part of its differentiation and client 
loyalty strategy, aligning incentives among resellers, pump 
attendants and cardholders. Currently there are more than 
5 million cards issued all over Brazil, with different models to 
fit each client’s profile.

One of the highlights among the promotions adopted by 
Ipiranga during the year was the nationwide “One Million 
Liters Free” promotion, rewarding clients with free fuel 
supply in its service stations. Another promotion during the 
year was the “One honda Fit and one iPhone per day” series 
of draws linked to the Km de Vantagens program. 

In 2009, Ipiranga also sponsored the Stock Car Ipiranga 
Racing team, comprised of the pilots Thiago Camilo and 
Giuliano Losacco, as a way to strengthen the association 
of its brand to the passion for cars. The pilot Thiago Camilo 
was the runner-up in the 2009 season. 
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Ipiranga’s bases
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 IPIRANGA  \
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IPIRANGA OPERATIONAL INFRA-STRUCTURE

PRIMARY BASE
It receives the product directly from the refinery, or
imported via ship, without passing through another base.

SECONDARY BASE
It receives the product from another
base (either primary or secondary base).

OIL DERIVATIVES

ETHANOL

OIL REFINERIES

ETHANOL MILLS



IPIRANGA  \

Initiatives directed to end consumers, aiming at 
differentiation, client loyalty and brand promotion

• Km de Vantagens – Created in 2009, the Km de 

Vantagens loyalty program consists in accumulating 
points through the purchase of products and services 
in Ipiranga’s network. Ipiranga also developed strategic 
partnerships to broaden the scope of the program 
and the benefits for its clients and resellers, including 
partners in the areas of entertainment, tourism and 
magazines, among others. One of the most important 
partnerships developed is the agreement with Multiplus 

Fidelidade, allowing the transfer of points from the Km 

the Vantagens program to the TAM Fidelidade program. 
The Km de Vantagens program had reached 2.4 million 
clients by the end of 2009.

• Ipirangashop.com – Launched in 2008, Ipirangashop.com 
explores the business potential from the large flow of 
consumers in its fuel service stations and combines two 
sales channels: the sale of car-related products in its 
service stations, and the offering of some 18 thousand 
items in a website.

• “One Honda Fit and one iPhone per day” – Draw of cars 
and mobile phones to clients of Ipiranga service stations.

• “1 Million Liters Free” – Draw of free fuel supply in its 
service stations for clients of Ipiranga’s network. 

• Stock car – In 2009, Ipiranga sponsored the Stock Car 
Ipiranga Racing team, comprised of the pilots Thiago 
Camilo and Giuliano Losacco, as a way to strengthen the 
association of its brand to the passion for cars. The pilot 
Thiago Camilo was the runner-up in the 2009 season.

• Ipiranga credit cards – Accepted in the entire network, 
credit cards are part of Ipiranga’s differentiation 
and client loyalty strategy through the alignment 
of incentives among resellers, VIPs and cardholders. 
Currently, there are more than 5 million cards issued 

all over Brazil, with different models to fit each client’s 
profile.

• am/pm – The largest convenience store network in 
Brazil, am/pm ended 2009 with 963 franchises that offer 
a wide variety of products, including its own fast food 
brand, centrally produced. In 2009, am/pm surpassed 30 
million items sold, a 50% increase over 2008, focused on 
sales of sandwiches, snacks, pizzas, desserts and breads.

• Jet Oil – Lubricant changing and automotive services 
specialized network, Jet Oil ended 2009 with 577 
franchises. It offers free check-up services for 15 items 
of the car, and relies on an IT system with more than 17 
thousand vehicles registered. Based on the success of 
Jet Oil, Ipiranga launched in 2009 Jet Oil Motos, which 
offers a pioneering specialized oil-changing service for 
motorcycles in Brazil. 

Reseller relationship programs

• Clube do Milhão (Million Club) – An incentive program 
carried out for more than 20 years, Clube do Milhão yearly 
rewards with international trips the most accomplished 
resellers in terms of the year’s pre-established targets.

• Clube VIP (VIP Club) – A program directed to service 
stations’ employees, including pump attendants and 
am/pm and Jet Oil employees, aimed at training the 
staff for service quality improvement and increasing the 
sales of specific products, aligned to Ipiranga’s strategy, 
such as Gasolina Original Aditivada (Premium Gasoline), 
Ipiranga Credit Cards, F1 Master Lubricants Family and 
fast food at am/pm units. 

• Rally de Vendas (Sales Rally) – In the lubricant 
segment, Ipiranga rewards the best performing 
authorized distributors with a participation in the Clube 

do Milhão international trip.

RETAIL INITIATIVES AND DIFFERENTIATING FACTORS

41



12% Growth in sales 
volume in 2009
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This investment program includes (i) the operational start-
up of the oleochemical unit, with a production capacity of 
approximately 100 thousand tons per year of fatty alcohols 
and by-products; (ii) the expansion of the ethylene oxide 
unit at Mauá, adding 38 thousand tons per year to the 
production capacity of this product; and (iii) the expansion 
of ethoxylates and ethanolamines units at Camaçari, adding 
120 thousand tons per year to the production capacity 

of these products. Continuing these expansions, Oxiteno 
completed in October 2009 the construction of its new unit 
of light acetate in Mauá, with a capacity of 40 thousand 
tons per year. This new unit will meet the growing demand 
for acetates produced by Oxiteno, which are used as paint 
solvents, and reinforces the company’s position in the 
market for oxygenated solvents in Mercosur.

Oxiteno started 2009 with a significantly higher scale, as 
a result of its investment program for the expansion of its 
production capacity carried out in recent years, contributing 
to consolidate its leading position in the specialty chemicals 
market in Latin America.  

Growth in sales 
volume in 2009
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The operational start-up of the new units resulted in a 
sales volume of 634 thousand tons in 2009, a 12% growth 
over 2008, even in a less favorable economic environment 
during the first half of the year. The year 2009 continued 
with increasing sales progression, following the ramp-up 
of the new capacities’ operations, commercial initiatives for 
imports replacement and the gradual recovery of economy. 

One of Oxiteno’s operational focuses was on the active 
management of its inventories. Oxiteno incorporated 
into its processes the Sales and Operations Planning 
methodology, which allows a more integrated planning of 
sales, operations and supply activities. This is possible by the 
convergence and sharing of information among the sales, 
procurement, planning and production areas.

In 2008, the company built an additional inventory to 
meet the demand during the operational stoppage period 
required for capacity expansions. This period coincided 
with the worsening of the global crisis, reflected in a 
decrease in demand and the resulting decrease in the 
prices of commodities and, to a lower extent, of specialty 
chemicals. During 2009, the active management of 
Oxiteno’s inventories, together with the progressive growth 
of its sales volumes, allowed a reduction and optimization 
of the company’s inventory levels. however, Oxiteno bore 
the effects of historical costs of products sold higher than 
replacement costs during 2009. 

Oxiteno’s total net sales in 2009 reached R$ 1.9 billion, 
stable compared with 2008, in spite of the increase in sales 
volumes, mainly as a result of the decrease in average dollar 
prices. In 2009, Oxiteno’s EBITDA totaled R$ 145 million, 
down 31% compared to 2008, mainly as a consequence of 
historical costs of products sold higher than replacement 

costs and lower margins from the second quarter of 2009 
due to the increases in costs of raw materials and the strong 
appreciation of the Real. Oxiteno estimates that the effect in 
EBITDA resulting from the difference between historical and 
replacement costs was R$ 78 million in 2009. 

With innovation as one of its core principles, Oxiteno is 
constantly seeking to identify demands in the specialty 
chemicals market that could be met through the 
development of new products. Accordingly, Oxiteno carried 
out researches that resulted in the development of a new 
solvent, the sec-butyl acetate. The product offers technical 
features that qualify it as a solvent for resins, coatings and 
thinners. 

In 2009, Oxiteno implemented high-selectivity catalysts for 
production of ethylene oxide at Mauá and Camaçari, which 
increased the conversion of ethylene into ethylene oxide 
by 25%, allowing increased productivity in the use of raw 
materials and lower generation of carbon dioxide, resulting 
in reduced environmental impact. 

As a result of Oxiteno’s initiatives and investments to 
provide safety in its processes and ensure sustainable 
practices in its units and in the training of employees, 
the oleochemical unit, which started-up in late 2008, has 
already received the ISO 9001:2008 and ISO 14001:2004 
certifications. 

In 2009, Oxiteno also implemented in its Mexico and 
Venezuela units the regional councils of Oxiteno Integrated 
Management System (SIGO), whose mission is to share 
good management practices of units located in Brazil and 
abroad, to align production models and to discuss and 
propose continued improvement in quality, health, safety 
and the environment. 
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OXITENO EBITDA
(R$ million)

2006 2007 2008 2009

192

157

210

145

OXITENO UNITS LOCATION MAP

OXITENO  \

Naperville, IL

Brussels

Offices

Industrial plants

2006 2007 2008 2009

74%
89%

92%
77%

OXITENO SALES VOLUME
('000  ton)

544

656

567

634

26%
11%

23%
8%

Commodities Specialty chemicals
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OXITENO – POSITION IN ThE PETROChEMICAL ChAIN...

...BROAD COVERAGE OF MARkETS AND APPLICATIONS OF EThYLENE OXIDE AND DERIVATIVES
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Internationalization

• Access to a broader market

• Access to competitive raw materials

• Protect dominant position in the Latin American market

• Cross-fertilization

• Exchange product and process technology

• Client relationship

Strategic focus on specialty chemicals

• Between 1999 and 2009, the volume of specialty 
chemicals grew by 168%, from 217 thousand tons to 582 
thousand tons

•  The share of specialty chemicals in sales volumes 
increased from 51% in 1999 to 92% in 2009

Competitive advantages

• Sole producer of ethylene oxide in Brazil 

• One of the largest producers of specialty chemicals in 
Latin America

• Production capacity ahead of domestic demand

• Deep know-how of ethylene oxide and its derivatives 
technology

Expansions in segments with a strong growth outlook

• Cosmetics & detergents: increasing demand as a result of 
higher disposable income

• Agrochemicals: Brazil as an agricultural powerhouse

• Coatings: growth linked to the real estate and automotive 
sectors

• Oil & gas: pre-salt

OVERVIEW AND STRATEGY OF OXITENO

OXITENO  \



With the view that the logistics infrastructure sector 
would experience a strong growth cycle, Ultracargo 
went through a major transformational process 
in the last 10 years, which resulted in a focus on 
investments for expansion in liquid bulk that requires 
special handling, highlighting the acquisition of União 
Terminais, which consolidated the company as the 
largest provider of storage for liquid bulk in Brazil. 
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107%
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streams to continue its growth track. New opportunities to 
expand the capacity of existing terminals were identified. 
Some of them were executed in 2009, such as the 
completion of a 12 thousand cubic meters expansion in 
the Aratu terminal and the two expansions underway, a 21 
thousand cubic meters expansion in the Santos terminal, 
expected to start operations in the first quarter of 2010, 
and a 30 thousand cubic meters expansion in the Suape 
terminal, expected to start operations in 2011. 

In December 2009, Ultracargo acquired the storage assets 
of Puma Storage do Brasil, a storage terminal for liquid 
bulk with a capacity of 83 thousand cubic meters located 
at the port of Suape, in the state of Pernambuco, for R$ 44 
million. The terminal acquired is located in an area leased by 
Ultracargo and adjacent to its existing terminal in the port 
of Suape, thus allowing the immediate integration of the 
operations. 

The capacity of the acquired terminal will be added to 
Ultracargo’s existing capacity of 540 thousand cubic meters, 
representing a 15% increase in the total liquid bulk storage 
capacity of the company. This acquisition strengthens 
Ultracargo’s position in the region of the port of Suape, 
enhances its operational scale and represents another step 
in Ultracargo’s strategy of strengthening its position as a 
provider of storage for liquid bulk. 

The capture of the benefits resulting from the acquisition of 
União Terminais, occurred in late 2008, allowed Ultracargo 
to record a significant earnings growth in 2009, achieving a 
new level of size and scale. With this acquisition, Ultracargo’s 
storage capacity reached approximately 540 thousand 
cubic meters, practically three times its capacity in 1999. 
EBITDA, which was approximately R$ 20 million in 1999, 
exceeded R$ 100 million in 2009. Ultracargo now also relies 
on terminals and support bases in the ports where it did not 
use to operate prior to the acquisition, such as Paranaguá 
and Rio de Janeiro.

Today Ultracargo has terminals in Suape, Aratu, Montes 
Claros, Paulínia, Rio de Janeiro and Santos, in addition to the 
50% stake in União/Vopak in Paranaguá.

The benefits from synergies, gains of scale and União 
Terminais’ acquisition directly influenced Ultracargo to 
record, in 2009, a 37% increase in average effective storage 
of its terminals, measured in cubic meters. The expansions of 
the Aratu terminal and the increased volume of operations 
at the Suape terminal also influenced this result. 

In 2009, net sales amounted to R$ 337 million, a 19% 
increase over 2008. Ultracargo reported EBITDA of R$ 105 
million, up 107% on 2008, with an increase in the EBITDA 
margin from 18% in 2008 to 31% in 2009.

having completed the business plan for acquisition of 
União Terminais at a fast pace, Ultracargo started other work 

ULTRACARGO EFFECTIVE STORAGE
('000 m³)

240

335
279

461

2006 2007 2008 2009

ULTRACARGO CAPACITY
('000 m³)

325

528

346

540

2006 2007 2008 2009

EBITDA (R$ million) 
AND EBITDA MARGIN (%)

38
51

43

105

17% 19% 18%

31%

2006 2007 2008 2009

EBITDA EBITDA margin
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A leader and pioneer in its market, Ultragaz 
progressed in 2009 in the implementation of 
operational efficiency programs designed for the 
residential market (UltraLevel) and for the corporate 
market (UltraFlex). These programs contributed to 
a significant improvement of results. In parallel, the 
company continued its strategy of growing in niche 
markets.

UltraLevel consists of providing tools to increase profitability 
in the residential segment and involves a set of initiatives 
that together provide cost reductions, value chain gains and 
improved service to end consumer. 

In order to maintain the excellence of its service levels, Ultragaz 
expanded initiatives to meet new consumer habits. Among them 
is the disk gás, sale of LPG bottles through a call center, through 
which the client makes a request to receive the LPG bottle at 
home instead of waiting for door-to-door delivery on scheduled 
days, thus increasing the convenience for the client and also 
optimizing the logistics planning for Ultragaz – since the truck 
will now leave the reseller’s facilities with a defined destination 
for sale, supplementing the door-to-door service. Other 
initiatives to improve the level of services were the reduction 
of delivery time, online orders, electronic transactions through 
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Bottled

• Exclusive network: approximately 4,000 distributors

• Strong brand awareness

• Efficient distribution channels

Bulk

• Pioneer in Brazil

• Leader in the small bulk delivery

• Client loyalty

ULTRAGAZ – UNIqUE DISTRIBUTION NETWORk

cell phones and Paga Fácil, multi-brand mobile terminals 
for electronic payment that allow the customer to pay for 
the purchase of bottles upon delivery at its house using any 
credit card. 

To grow and maintain its leading position, the company 
was also active in the training and expansion of the reseller 
network. Started in 2008, the Programa de Qualificação da 

Revenda (Reseller Training Program) aims at improving the 
level of the services provided by the network, responsible 
for 90% of the company’s sales of bottles. The program 
offers a diagnosis of each reseller, allowing the sales team 
to identify strengths and weaknesses, share best practices 
and enhance the relationship with clients. In addition, the 
company invested to increase the level of automation. 
The resellers, which are viewed as Ultragaz’s partners, 
also went through a training process to improve their 
business management, optimizing profitability and return 
on investment. The number of resellers assessed, initially 
expected to be 750, was expanded to 2 thousand in this first 
phase. Additionally, in order to increase capillarity, Ultragaz 
added more than one thousand resellers to its distribution 
network. 

In line with Ultragaz’s market positioning defined in 2008, 
“Ultragaz – especialista no que faz” (“Ultragaz – specialist”), 
that consists of reinforcing the features of quality and 
differentiation of products and services offered by the 
company, Academia Ultragaz (Ultragaz Academy) developed 
in 2009 “O Especialista em Atendimento” (“The Specialist in 
Serving”), a training program to improve the technical and 
behavioral skills of resellers and the service to clients.

Since September 2009, Ultragaz has relied on the new 
version of the SIGEP tool, a system based on geomarketing 
technology which links internal data (volume and prices) 
to external data (income and population) based on the 
geographical location of such data. The system, that 

previously allowed, for instance, to estimate the size of the 
reseller’s area and to establish its targets, now allows price 
formation and verification of the need of new services in the 
residential segment. 

Ultragaz was pioneer in the implementation of UltraSystem 
in Brazil, a system that includes the installation of stationary 
tanks at the costumer’s premises, under long-term supply 
agreements, supplied by bobtail trucks. Launched in 1995, 
this system contributed to consolidate Ultragaz’s leading 
position in its market. In 2009, UltraFlex, an operational 
efficiency program designed for the corporate market, was 
mainly focused on client retention, in addition to the search 
for new clients and markets. 

One of the initiatives focused on market niches was the 
development of the DIMEX, a new type of gas to be used 
as a propellant. It is a differentiated product due to its 
environmental benefits and to its low formulation and 
packaging costs. Ultragaz, which is already a leader in the 
supply of butane/propane gas for use in the propellants 
market, added a new product to its portfolio.

In 2009, Ultragaz continued its expansion project in the 
North and Northeast regions, particularly in Maranhão and 
Pará. To serve this region, Ultragaz already has LPG bottling 
available in Belém, state of Pará, and a network of 85 resellers, 
with an expected expansion to 200 resellers in 5 years. In the 
corporate segment, the new region provides a potential of 5 
thousand tons per year in sales. 

Ultragaz recorded a significant 34% growth in EBITDA in 
2009, reaching R$ 281 million, as a result of the recovery 
of margins, to which the operational efficiency programs 
contributed. Ultragaz’s net sales totaled R$ 3,441 million in 
the year, a 3% increase on 2008. 
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Initiatives directed to the end consumers and brand 
promotion

• Ultragaz na sua rua (Ultragaz in your street) – 
 A program with professionals dedicated to interact 

with customers through distribution of souvenirs and 
brochures containing safety tips and relevant information 
on LPG and cultural contests.

• New brand positioning – Development of the new 
positioning “Ultragaz – specialist” (“Ultragaz – especialista 

no que faz”), reinforcing the features of quality and 
differentiation of products and services offered by 
Ultragaz in a nationwide marketing campaign through 
magazines and radio advertisements.

• Carreta Ultragaz – Trailer truck that travels throughout 
the many regions of the country promoting initiatives 
with consumers, such as culinary courses, food reuse 
courses and handicraft work courses as an alternative 
source of income, among others. 

Reseller relationship programs

• Marketing solutions applied to resellers – 
 Ultragaz offers a program to promote the quality 

improvement and development of its resellers. Academia 

de Revendedores (Resellers Academy), a branch of 
Academia Ultragaz (Ultragaz Academy), was created to 
develop specific training for these partners.

• Resellers training program – As part of its operational 
excellence program, Ultragaz promoted in 2009 a 
diagnosis of its resellers and implemented initiatives 
to improve the level of efficiency and training of its 
resellers’ employees, and also to share best practices 
among resellers. The program also aims at supporting 
the management of their businesses, thus optimizing 
profitability and return on investment.

• Ultragaz – especialista no que faz (Ultragaz – 
specialist) – In line with its quality and differentiation 
positioning, Ultragaz developed in 2009 “O Especialista 

em Atendimento” (The Specialist in Serving), a training 
program to improve the technical and behavioral skills of 
resellers and the service to clients.

• Rota Azul Ultragaz (Ultragaz Blue Route) – An initiative 
adopted in 2009 to offer information on traffic to São 
Paulo inhabitants, through a partnership with Rádio 
SulAmérica Trânsito (a radio station specialized in traffic 
information). In this program, the radio host obtains 
information on traffic from truck drivers who distribute 
Ultragaz LPG in the city of São Paulo. 

RETAIL INITIATIVES AND DIFFERENTIATING FACTORS
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ULTRAGAZ UNITS LOCATION MAP

Regions of operation

Filling plants

Does not operate

SALES VOLUME AND 
MARKET SHARE EVOLUTION

2006 2007 2008 2009

Volume (million tons) 

Market share

1.54 1.57 1.60 1.59

24% 24% 24% 24% 

2006 2007 2008 2009

EBITDA
(R$ million)

281

252

211

281



CONSIDERATIONS ON ThE FINANCIAL AND 
OPERATIONAL INFORMATION

Standards and criteria adopted in preparing the 
information
Ultrapar’s financial statements for the fiscal years ending 
December 31st, 2009 and 2008 were prepared in accordance 
with the accounting practices adopted in Brazil, which 
consider the Brazilian Corporate Law, instructions and 
guidelines issued by the Brazilian Accounting Committee and 
the rules established by the Brazilian Securities Commission 
(CVM). 

Separately, in 1Q09 Ultragaz reclassified the volumes 
sold between the bottle and bulk segments to reflect the 
current structure and management responsibility between 
geographies and segments. This reclassification between 
segments corresponds to approximately 1% of Ultragaz’s 
total volume and net sales in 2008. In order to provide 
comparability, Ultragaz’s information on volume and net 
sales for the bottled and bulk segments presented in this 
report and in the company’s website were reclassified 
retroactively to 1Q08 based on the new criteria adopted.

Except when otherwise indicated, the amounts presented in 
this chapter are expressed in millions of R$ and are subject to 
rounding off. Consequently, the total amounts presented in 
the tables may differ from the direct sum of the amounts that 
precede them.

eARnIngs RevIew 
And oUTLooK
EARNINGS REVIEW
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Effect of the acquisitions of Texaco
In August 2008, Ultrapar announced the signing of the sale 
and purchase agreement for the acquisition of Texaco’s fuel 
distribution business in Brazil. On March 31st, 2009, Ultrapar 
closed the acquisition of Texaco through the disbursement 
of R$ 1,106 million, in addition to the US$ 38 million deposit 
made to Chevron in August 2008. In August 2009, Ultrapar 
paid R$ 162 million related to the expected working capital 
adjustment, reflecting the increased working capital 
effectively received by Ultrapar on the closing date of the 
acquisition. The results of Texaco started to be consolidated 
in Ultrapar’s financial statements from April 1st, 2009 
onwards. Ultrapar’s financial statements in periods prior to 
2q09 do not include Texaco’s results. 

Effect of the acquisition of União Terminais
In June 2008, Ultrapar signed the sale and purchase 
agreement for the acquisition of União Terminais e 
Armazéns Gerais Ltda., a company involved in the storage 
and handling of bulk liquids previously held by Unipar – 
União das Indústrias Petroquímicas S.A., with operations in 
the ports located in Santos (in the state of São Paulo), Rio 
de Janeiro and Paranaguá (in the state of Paraná – through 
a 50% stake in União/Vopak Armazéns Gerais Ltda.). In 
October 2008, Ultrapar announced to the market that it 
had closed the purchase of the port terminals in Santos and 
Rio de Janeiro and, in November 2008, the closing of the 
acquisition of the port terminal in Paranaguá. The results 
of the businesses acquired were consolidated in Ultrapar’s 
financial statements after their respective closing dates. 
Ultrapar’s financial statements in periods prior to 4q08 do 
not include the results of the businesses acquired. The total 
acquisition amounted to R$ 519 million, including in this 
figure the assumption of R$ 32 million in net debt.

COMPARATIVE PERFORMANCE 2009-2008 
(R$ million)
  2009  2008

 Ultrapar Ultragaz Ipiranga Oxiteno Ultracargo   Ultrapar Ultragaz Ipiranga Oxiteno Ultracargo

Net sales and services 36,116 3,441 30,499 1,921 337 28,268 3,339 22,676 1,926 283

Cost of products and services (33,412) (2,896) (28,828) (1,611) (197) (26,152) (2,898) (21,492) (1,527) (187)

Gross profit 2,704 545 1,671 310 140 2,116 441 1,184 399 96

Sales, general and

administrative expenses  (1,808) (381) (1,068) (268) (90) (1,424) (348) (682) (246) (92)

Other operational results 19 (2) 20 (2) 3 22 (5) 14 1 3

EBIT 915 162 623 41 53 713 88 516 154 7

EBITDA 1,354 281 778 145 105 1,079 211 603 210 51

Depreciation and amortization 439 119 155 104 52 376 123 97 56 43

Statutory interest - - - - - 9 - 9 - -

The financial information of Ultragaz, Ipiranga, Oxiteno and Ultracargo is presented without elimination of transactions carried out between the companies.

Economic and Operational Environment
The year 2009 was marked by the effects of the global 
financial crisis, which was more intense during the first 
quarter of 2009, when the Brazilian gross domestic product 
decreased by 2.1% compared with the same period of 2008. 
During the following quarters, measures adopted by the 
Brazilian government to minimize the impacts of the crisis 
started to reflect on the economy, leading to a gradual 

recovery of the GDP and strengthening the prospects 
for a recovery in growth in 2010. In 2009, measures to 
stimulate the economy were implemented both through 
monetary policies, which resulted in a 5% decrease in the 
basic interest rate in 2009, and through tax policies, such 
as the federal Excise Tax on Manufactured Products (IPI) 
tax break on durable goods. Such measures, associated 
with a gradual recovery of credit availability, resulted in a 
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Net Sales and Services
Ultrapar’s net sales and services amounted to R$ 36,116 
million in 2009, a 28% increase over 2008, mainly as a 
consequence of the consolidation of Texaco from 2q09 
onwards. Ultragaz’s net sales and services amounted to 
R$ 3,441 million, 3% higher than that of 2008, despite the 
0.7% decrease in sales volume, due to commercial initiatives 
and operational efficiency programs implemented. 
Ipiranga’s net sales and services totaled R$ 30,499 million 
in 2009, a 34% growth over 2008, as a consequence of the 
43% increase in sales volume, partly offset by the reduction 
in the diesel ex-refinery cost in June 2009. Oxiteno reported 
net sales and services of R$ 1,921 million, practically stable 
compared with 2008, despite the 12% increase in sales 
volume and the 9% weaker Real, as a result of an 18% 
decrease in average dollar prices, particularly the 46% 
decrease in international glycol prices. Ultracargo’s net 
sales and services amounted to R$ 337 million, 19% higher 
than that in 2008, mainly on the back of the consolidation 
of União Terminais from 4q08 onwards, increased average 
storage, and contractual tariff adjustments.

Cost of Products and Services
Ultrapar’s cost of products and services amounted to  
R$ 33,412 million in 2009, a 28% increase over 2008, mainly 
as a consequence of the consolidation of Texaco from 2q09 
onwards. Ultragaz’s cost of products sold amounted to 
R$ 2,896 million, practically stable compared with 2008 
and in line with the variation in sales volume. Ipiranga’s 
cost of products sold totaled R$ 28,828 million, mainly as 
a consequence of a 43% increase in sales volume, partly 
offset by the decrease in the diesel ex-refinery cost in June 
2009. The cost of products sold at Oxiteno totaled R$ 1,611 
million, an increase of 6% over 2008, due to the growth in 
sales volume, a 9% weaker Real and a higher depreciation 
resulting from the expanded operations in 4q08, partly 
offset by a 17% reduction in the variable cost per ton in 
dollar. Nevertheless, the reduction in the variable cost per 
ton in dollar price reported in the 2009 financial statements 
was significantly lower than the reduction in raw materials 
international prices, due to the process of realization of 
Oxiteno’s inventories with historical costs higher than 
replacement costs, mainly in the first half of the year. 
Ultracargo’s cost of services provided amounted to R$ 197 
million, up 5% from 2008, as a result of the consolidation of 
União Terminais’ cost of services from 4q08 onwards and an 
increase in the volume of products handled at the terminals, 

positive response from certain sectors of economy, notably 
the automotive industry, which in 2009 reported another 
sales record with more than 3 million vehicles licensed, a 
13% increase compared with the 2008 already expanded 
basis. The quick rebound of the Brazilian economy has 
driven the inflow of foreign investments in the country, thus 
contributing to a 25% appreciation of the Brazilian currency 
against the U.S. dollar in 2009 – the highest appreciation 
in the decade, closing the year at a rate of R$ 1.74/US$. In 
the international environment, the initiatives adopted by 
several governments to minimize the effects of the crisis 
also contributed to the beginning of the economic recovery 
of certain countries, especially the emerging markets, with a 
recovery of the demand for commodities and a consequent 
upward trend in their prices, notably oil, which closed the 
year quoted at US$ 75 per barrel, an 80% increase compared 
with its 2008 closing price.

Sales Volume
In 2009, the Brazilian LPG market decreased by 1.2% from 
2008. In the same period, Ultragaz’s sales volume reached 
1,589 thousand tons, a 0.7% decrease, with a 0.7% increase 
in the bottled segment and a 4.0% decrease in the bulk 
segment. Excluding the effect of a temporary consumption 
of 15 thousand tons in 2008 by a large client in the bulk 
segment, the total volume would have remained stable, 
and sales volume in the bulk segment would have 
decreased by 1% compared with 2008. The growth in the 
bottled segment is a result of the resilient demand in this 
segment, given its essential good nature, and of commercial 
initiatives implemented by the company, including new 
markets. At Ipiranga, sales volume grew by 43%, mainly as a 
consequence of the consolidation of Texaco’s volume from 
2q09 on and the expansion of the light vehicle fleet, which 
boosted the combined volume of gasoline, ethanol and 
NGV. The diesel volume increased by 32% as a result of the 
aggregation of Texaco’s volume from 2q09 onwards, partly 
offset by a reduction in consumption associated with the 
economic performance. At Oxiteno, sales volume reached 
634 thousand tons in 2009, up 12% over 2008, mainly 
due to completed expansions in the production capacity, 
highlighting the 8% growth in the domestic market, 
primarily on the back of imports replacement. At Ultracargo, 
effective storage showed an increase of 37%, as result of the 
consolidation of União Terminais from 4q08 onwards, the 
expansions of the Aratu terminal and a higher volume of 
operations at the Suape terminal. 

EARNINGS REVIEW  \
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2008, reflecting the implementation of the operational 
and administrative synergies plan, particularly after the 
integration of Texaco’s information technology systems 
with Ipiranga’s and Ultrapar’s completed in August 2009. 
Oxiteno’s sales, general and administrative expenses 
amounted to R$ 268 million, a 9% increase over 2008, 
primarily as a result of increased freight expenses resulting 
from higher sales volume and the effect of a weaker Real 
on international freights. This increase was partly offset by 
expense reduction initiatives implemented, resulting in 
a 2% increase of administrative expenses, which is lower 
than the inflation rate in the period. Ultracargo’s sales, 
general and administrative expenses amounted to R$ 90 
million in 2009, a 2% decrease from 2008, despite the 37% 
increase in effective storage, on the back of the realization 
of operational synergies resulting from the integration of 
União Terminais and of lower expenses in the transportation 
segment. 

EBITDA
Ultrapar’s consolidated EBITDA amounted to R$ 1,354 
million in 2009, a 25% growth over 2008, mainly as a 
consequence of the consolidation of Texaco from 2q09 
onwards and the EBITDA growth at Ipiranga, Ultragaz and 
Ultracargo. Ultragaz’s EBITDA totaled R$ 281 million, up 34% 
over the previous year, as a result of a recovery in margins, 

partly offset by the realization of operational synergies 
resulting from the consolidation of União Terminais and 
a reduced presence in the packed cargo transportation 
segment.

Sales, General and Administrative Expenses
Ultrapar’s sales, general and administrative expenses 
totaled R$ 1,808 million in 2009, a 27% increase over 2008, 
mainly as a result of the consolidation of Texaco from 
2q09 onwards. Ultragaz’s sales, general and administrative 
expenses amounted to R$ 381 million, 9% higher than that 
in 2008, as a consequence of an increase in expenses related 
to sales campaigns, the effect of inflation on expenses 
and an increase in variable compensation, partially offset 
by expense reduction initiatives implemented. Sales, 
general and administrative expenses at Ipiranga (including 
employees statutory interest) totaled R$ 1,068 million, a 
54% increase over 2008, mainly due to the consolidation 
of Texaco, including R$ 69 million non-recurring expenses 
with (i) the conversion of service stations from the acquired 
network to the Ipiranga brand (R$ 31 million) and (ii) the 
integration of operations (R$ 38 million). Excluding these 
non-recurring expenses and the depreciation, Ipiranga’s 
sales, general and administrative expenses amounted to 
R$ 48/m³ of product sold in the post-acquisition period 
(from 2q09 onwards), lower than the R$ 50/m³ level in 

NET SALES AND SERVICES
(R$ million)

2006 2007 2008 2009

 4,794

 19,921

 28,268

 36,116

GROSS PROFIT
(R$ million)

2006 2007 2008 2009

 934

 1,697

 2,116

 2,704

EBITDA
(R$ million)

2006 2007 2008 2009

 516

 779

 1,079

 1,354
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Oxiteno’s expanded operations from 4q08 onwards, and 
(iii) investments in new and in the conversion of unbranded 
service stations at Ipiranga. 

Financial Result
Ultrapar reported net financial expenses of R$ 278 million in 
2009, R$ 109 million higher than that of 2008. The increase 
in net financial expense in 2009 reflects an increase of 
Ultrapar’s net debt, which increased from R$ 1,538 million 
at the end of 2008 to R$ 2,060 million at the end of 2009, 
as a result of acquisitions carried out, particularly the 
disbursement related to the acquisition of Texaco in March, 
and investments in organic expansion.

Net Earnings
Consolidated net earnings amounted to R$ 467 million 
in 2009, 20% higher than that reported in 2008, as a 
consequence of the 25% increase in EBITDA at Ultrapar, 
partly offset by the increase in net debt and depreciation.

Indebtedness
Ultrapar ended the fiscal year 2009 with a gross debt of 
R$ 4,343 million, resulting in a net debt of R$ 2,060 million, 
34% higher than the company’s net debt position at the 
end of 2008, but 20% lower than the net debt on March 31st, 
2009, the date of the payment for the acquisition of Texaco. 

mainly deriving from commercial initiatives and operational 
efficiency programs implemented. Ipiranga reported EBITDA 
of R$ 778 million in 2009, an increase of 29% over 2008, 
mainly as a consequence of the consolidation of Texaco 
from 2q09 onwards. Excluding the R$ 69 million expenses 
with the conversion of service stations and integration of 
operations, Ipiranga’s EBITDA reached R$ 846 million in 2009, 
equivalent to an EBITDA unit margin of R$ 49/m³, already 
close to the EBITDA unit margin of R$ 50/m³ in 2008. Oxiteno 
reported EBITDA of R$ 145 million, a 31% decrease over 2008, 
mainly as a consequence of historical costs of goods sold 
higher than replacement costs until 3q09. Oxiteno estimates 
that the effect of the difference between historical and 
replacement costs was R$ 78 million in 2009. Ultracargo’s 
EBITDA amounted to R$ 105 million, a 107% growth over 
2008, as a consequence of (i) the consolidation of União 
Terminais from 4q08 onwards and the resulting operational 
synergies, (ii) the expansions of the Aratu terminal and (iii) 
an increase in the volume of products handled at the Suape 
terminal. In 2009, Ultracargo’s EBITDA margin reached 31%, 
higher than the 18% margin reported in 2008.

Depreciation and Amortization
Total depreciation and amortization costs and expenses in 
2009 amounted to R$ 439 million, a R$ 64 million increase 
over 2008, due to the addition of the depreciation resulting 
from (i) the acquisitions of União Terminais and Texaco, (ii) 

EARNINGS REVIEW  \

NET EARNINGS
(R$ million)

2006 2007 2008 2009

 282

 182

 390  467

NET DEBT

2008 1Q091 2Q09 3Q09

2,562

1,538

2,352 2,273

2009

2,060

1.4

2.3

2.0
1.7

1.5

Net debt /LTM EBITDA2Net debt (R$ million) 

1 Disbursement related to the acquisition of Texaco on March 31st, 2009
2 LTM – last twelve months
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Due to its consistency in value creation, Ultrapar received 
from Abrasca  the 2008 Value Creation Award, granted 
to the company that reports the highest rate of value 
generation during a fiscal year, taking into account the 
sustainability of results, risk control, transparency and social 
and environmental engagement.

In 2009, the volatility experienced at the beginning of the 
year and the increased risk aversion during that period 
caused the average daily trading volume at BM&FBOVESPA 
to decrease by 4%, amounting to R$ 5.3 billion. On the other 
hand, Ultrapar’s securities continued to experience positive 
progression in liquidity. The average daily trading volume 
only at the BM&FBOVESPA reached R$ 21 million, 4% higher 
than that in 2008. Ultrapar’s combined average daily trading 
volume on the BM&FBOVESPA and the NYSE reached R$ 27 
million, a 2% growth over 2008, surpassing the combined 
historical average of the shares of Ultrapar and the listed 

cAPITAL MARKeTs  

In the year of its 10th listing anniversary, Ultrapar ended 
2009 with a market capitalization of R$ 11 billion, a 58% 
increase over the end of 2008 and a 27% increase over 
the end of 2007.
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Declared dividends of R$ 279 million, 
representing a 60% payout ratio over 
2009 net earnings and 17% higher 
than the 2008 dividends.

by strong brands and leading positions in LPG distribution 
and specialty chemicals; strategic diversification into the fuel 
distribution business with relevant market share; relatively 
stable cash generation and intermediate financial profile. 
Ultrapar maintained its investment grade rating from 
Moody’s assigned in 2008.

In December 2009, Ultrapar concluded the review of certain 
terms and conditions of its third issuance of debentures, 
in the amount of R$ 1.2 billion. The remuneration of the 
debentures was reduced to 108.5% of the CDI and its 
maturity date was extended to December 4th, 2012, thus 
reducing its cost of debt, providing higher financial flexibility 
and increase in soundness and liquidity.

The intense and constant interaction with investors with the 
objective of assuring transparency and completeness in the 
disclosure of relevant information has been one of Ultrapar’s 
main features in these ten years of listed company. In 
2009, the company held approximately 400 meetings with 
professionals from the capital markets, besides its APIMEC 
(Association of Capital Market Analysts and Investment 
Professionals) meeting, which was awarded the APIMEC 
quality Prize, granted to the top 10 meetings held during 
the year in the opinion of capital markets analysts. In 
addition, Ultrapar maintains the information of interest to 
this public available in its Investor Relations website.

companies in the Ipiranga Group (RPI, DPPI and CBPI), 
whose shares were exchanged for Ultrapar’s. 

Ultrapar’s shares appreciated by 58% at the BM&FBOVESPA 
in 2009, while the Ibovespa index had an 83% appreciation, 
driven primarily by industries whose shares had strongly 
depreciated in late 2008, such as civil construction and 
commodities. On the other hand, in 2008, while the 
Ibovespa index had a 41% depreciation in the year, 
Ultrapar’s shares depreciated by 19%, a relative performance 
22% above the Ibovespa. At the NYSE, Ultrapar’s shares 
had a 109% appreciation in 2009, exceeding the 19% 
appreciation of Dow Jones in the same period.

Dividends of R$ 279 million were declared for the fiscal 
year 2009, 17% higher than that in 2008, representing a 
60% payout ratio over 2009 consolidated net earnings 
and a 3% dividend yield on the average share price in 
2009. Ultrapar constantly evaluates its capital needs for 
investments in assets and acquisitions and, having ensured 
the maintenance of its sound financial position, distributes 
the resources to its shareholders in the form of dividends.

In October 2009, the rating agency Standard & Poor’s 
assigned Ultrapar its investment grade rating, upgrading 
its rating to BBB- in global scale and to brAAA in Brazil’s 
national scale. According to Standard & Poor’s, the ratings 
assigned to Ultrapar reflect the resilient results supported 

Commitment to capital markets and alignment of 
interests as instruments for growth since the listing of the 
company

• First Brazilian company to grant 100% tag along rights to all 
shareholders

• Professional management with a variable compensation 
linked to EVA® growth targets

• Differentiated  transparency standards – compliance with 
the requirements applicable to the companies listed in the 
United States

• Founding member of the Latin American Corporate 
Governance Roundtable Companies Circle
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Ultrapar, that had already been 
assigned investment grade rating 
by Moody’s, was also assigned 
investment grade by Standard & 
Poor’s in 2009.

MARKET CAPITALIZATION
(R$ billion)

2006 2007 2008 2009

9

4

7

11

DIVIDENDS DECLARED
(R$ million)

2006 2007 2008 2009

241

144

238

279

AVERAGE DAILY TRADING VOLUME (BM&FBOVESPA + NYSE)
(R$ million)

2006
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2008
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2005
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2003

2002

2001

2000
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26.5
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5.5
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1.2

0.8

1.0

FREE FLOAT DISTRIBUTION
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1 First month after the Ipiranga shares exchange
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40% 

74% 

42% 49% 
60% 
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INVESTMENTS AND OUTLOOk
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INVESTMENTS IN 2009

The year 2009 was marked by the consolidation and capture 
of benefits and synergies resulting from the strong cycle 
of acquisitions and expansions of production capacity 
carried out in previous years. The continuous expansion, 
the sustained strengthening of its leading positions and the 
maximization of operational scale in all its segments have 
been the basis for Ultrapar’s consistent value creation for 
its shareholders. Each investment is subject to a rigorous 
analysis, which considers economic, financial, strategic, 
market, social and environmental aspects, highlighting 
the use of the value-creation metric EVA® (Economic Value 
Added), through which long-term goals are established to 
set the variable compensation for executives.

Following its strategy of expanding scale and increasing the 
competitiveness of its businesses, Ultrapar invested R$ 1,946 
million in 2009, of which R$ 585 million refer to organic 
investments and R$ 1,361 million refer to acquisitions. 
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well as the modernization of the existing operations. The 
increase in investments compared with 2009 reflects 
the more dynamic economic environment experienced 
during the last months of the year, with consequent more 
attractive opportunities for all our businesses.

At Ipiranga, investments will be directed to the expansion 
and renewal of its distribution network and to operational 
improvements, including expansion to the Mid-West, 
Northeast and North regions, which started with the 
acquisition of Texaco. Of the total investments budgeted by 
Ipiranga, R$ 217 million are related to additions to property, 
plant and equipment and R$ 197 million are related to 
financing and bonuses to clients, net of repayments. 
At Oxiteno, investments include R$ 185 million for the 
conclusion of the expansions of the ethylene oxide and 
ethoxylation units at Camaçari, which will add 90 thousand 
tons/year and 70 thousand tons/year, respectively, to the 
production capacity. Ultracargo will allocate its investments 
primarily to a 50 thousand cubic meters expansion in its 
Suape, Santos and Aratu terminals. At Ultragaz, investments 
will be allocated primarily to the expansion of UltraSystem 
(small bulk delivery), a segment with growth linked to the 
performance of the economy, to the strengthening of 
activities in the North and Northeast of Brazil and to the 
acquisition of LPG bottles and tanks.

OUTLOOk

Ultrapar’s leading position in the markets in which it 
operates combined with the investments made in the last 
few years place each of Ultrapar’s business in a privileged 
position to benefit from the significant growth potential of 
the Brazilian market. The focus on the next few years will be 
in the new growth cycle, aiming at generating more and 
more value in the sectors that the company operates.

For Ipiranga, continued growth of the vehicle fleet and 
the increase in the demand for diesel, resulting from the 
economic growth recovery, allow Ipiranga to foresee 
increasing sales volume. To maximize the benefits from 
this organic growth, Ipiranga will continue to capture gains 

Ultrapar closed in March the acquisition of Texaco’s fuel 
distribution business in Brazil, through the disbursement of 
R$ 1,361 million. This acquisition is part of Ultrapar’s strategy 
to benefit from gains of scale and synergies in the fuel 
distribution business. 

Investments in Ipiranga reached R$ 222 million, primarily 
to the conversion of unbranded gas stations, new service 
stations, renewal of contracts and improvement in service 
stations and distribution network. During 2009, in addition 
to the stations resulting from the acquisition of Texaco, 
Ipiranga added 94 new service stations to its network 
through conversion of unbranded stations or new stations. 
The investments aim at strengthening Ipiranga’s strategic 
positioning and increasing its operational scale. Of the total 
amount invested, R$ 117 million were related to additions 
to property, plant and equipment and R$ 105 million 
were related to financing and bonuses to clients, net of 
repayments. 

Oxiteno reached R$ 164 million, focused on projects to 
expand the production capacity, particularly the capacity 
expansion of ethylene oxide and ethoxylates at Camaçari 
and investments aiming at productivity gains. 

At Ultragaz, R$ 105 million were invested, mainly focusing 
on new LPG bulk clients and on renewal and replacement of 
LPG bottles necessary for expansion in the new markets in 
Pará and Maranhão in 2009.

Investments in Ultracargo reached R$ 79 million, allocated 
primarily to the acquisition of the assets of Puma Storage, 
which owned a terminal in the port of Suape, to the 12 
thousand cubic meters expansion of the Aratu terminal, 
completed in 3q09, and to the 21 thousand cubic meters 
expansion of the Santos terminal, with start up in 1q10.

ESTIMATED INVESTMENTS FOR 2010

The 2010 investment plan, excluding acquisitions, totals 
R$ 920 million and is aimed at the growth through scale, 
technological differentiation and productivity gains, as 
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Finally, Ultracargo, which in 2009 assumed a leading role 
in the consolidation of the liquid bulk storage segment 
through integration of the acquisition of União Terminais 
and the acquisition of Puma in Suape, is expected to 
benefit from the increased globalization of the Brazilian 
economy, a process that will pass through the ports where 
Ultracargo operates and will benefit the segments served by 
Ultracargo.

In 2009, Ultrapar captured the results of a planned 
expansion process focused on adding value to the 
company. After another year when it proved its resilience in 
an adverse macroeconomic environment and maintained 
its continued growth process, Ultrapar enters 2010 bigger, 
stronger and ready to begin a new expansion cycle. 
Following the acquisitions and expansions of production 
capacity carried out in the last few years, the company is 
strengthened to explore the differentiation of each of its 
businesses and to continue on its path of value generation 
and sustained growth.

from the acquisition of Texaco and to explore the existing 
potential to expand its network through the conversion 
of unbranded service stations and through the acquisition 
of local companies, mainly in the Mid-West, Northeast and 
North regions of Brazil. 

At Oxiteno, expansions of specialty chemicals production 
capacity completed and the strong presence in segments 
with significant growth potential, such as cosmetics, 
detergents, agrochemicals, coatings, and oil and gas, should 
allow the company to reap the benefits from an increase in 
sales volume and consequent operational leverage. 

Ultragaz, that reported significant growth in results in 2009, 
is uniquely positioned to benefit from the growth recovery 
in sales volume in the bulk segment, whose performance 
is directly linked to the economic activity and in which 
Ultragaz has a leading position. Ultragaz will also carry on 
the strategy of expanding in niche markets, such as the 
current expansion to the states of Pará and Maranhão. 

INVESTMENTS AND OUTLOOk  \

CONSOLIDATED INVESTMENTS
(R$ million)

2006 2007 2008 2009

773

320
978

585

AcquisitionsOrganic investments

2,867

1,516

1,946

1,361

1,914

537

INVESTMENTS BY BUSINESS SEGMENT 
– EXCLUDING ACQUISITIONS

(R$ million)

Ipiranga

Ultragaz

Oxiteno

Ultracargo

2009 2010 (e)

585

222

414

164

79

105

920

252

81

152
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