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ANNOUNCEMENT



OPENING ANNOUNCEMENT AREZZD

RECOVERING SALES FOR ALL OF THE GROUP’S BRANDS, PARTICULARLY SINCE THE
BRICK-AND-MORTAR STORES REOPENED
18% GROWTH IN JULY AND 28% IN AUGUST

CONSISTENT PROGRESS IN DIGITAL AND OMNI SALES
ECOMMERCE GROWTH OF 254% VS 2Q19 AND 4/% OF REVENUE FROM PHYSICAL
STORES INFLUENCED BY DIGITAL TOOLS

SOLID RESULTS FROM RESERVA, PARTICULARLY ON FATHERS’ DAY

EXPANSION OF THE GROUP’S ADDRESSABLE MARKET THROUGH STRATEGIC
PROJECTS SUCH AS BAMBINI, SCHUTZ APPAREL AND MY SHOES

PROFITABILITY OF THE US OPERATION AND ADJUSTMENT OF SCHUTZ PRICING
POSITION

EXECUTION AND CONSISTENCY TOGETHER WITH SOLID FINANCIAL PERFORMANCE
ENABLED THE PURSUE OF NEW CHALLENGES



STRONG 2Q21 PERFORMANCE

R$175M

GROSS REVENUES
WEB COMMERCE

R$182M

GROSS REVENUES
MULTIBRAND

R$84M

ADJUSTED EBITDA
EBITDA OF R$213MM

R$706M

CONSOLIDATED GROSS
REVENUES

R$143M

GROSS REVENUES
AR&CO

R$47M

ADJUSTED NET INCOME
NET INCOME OF R$133MM

AREZZO
CO

+710bps

GROSS MARGIN

15,2%

ADJUSTED
EBITDA MARGIN

28%

WEB COMMERCE
SHARE



DIGITAL PROWESS

33% +292 K

SALESPERSON APP SHARE NEW CUSTOMERS CAPTURED
IN BRICK-AND-MORTAR (+71,0% VS 2020)
STORES SELL OUT

100%

GROWTH IN STORE CLICK AND

294.7 K

AREZZO
CO

(o)
98 /o ON-TIME DELIVERY
(+5% FROM 2020)

+25%

REACTIVATED CUSTOMERS REVENUES FROM HEAVY-USER
(+123% FROM 2G20) COLLECT REVENUES VS 1021 PURCHASES
o
+3.2M 34%
J TOTAL APP SHARE OF WEB

ACTIVE CUSTOMERS IN
THE BASE

* EX- AR&CO.

REVENUES
(+143% FROM 2020)
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RESULTS

2Q21



SELL-OUT PERFORMANCE ACCELERATION
OPEN AND CLOSED STORES + WEB CHANNEL

AREZZO

SCHUTZ

ANACAPRI

ReSseRrval

AREZZO
coO

AREZZO&CO: TOTAL INCLUDING RESERVA
*AUGUST: 1-10 SALES

vs 2019

vs 2020

AREZZ0O

85.9% 87.2% _ . 756% 882% 88.2% 100,8% 103,8%
s 170 ’

99,1 77,0 56,6 73,8 17,2 116,9 17,4 30,9

JAN FEB MAR APR MAY JUN JUL AUG

104,1% NM7.3%  gg gy 107,2% 1141% 108,6% 123:9%
31,9 29,2 25,4 28,2 36,9 39,4 41,4 12,4

JAN FEB MAR APR MAY JUN JUL AUG

96,0% 93,0% 97,5% 95,8% 106.7% 098,4%
53,3%

JAN FEB MAR APR MAY JUN JUL AUG

154,6% 154,1% 166,9% 156,5%
122,6% 127,2% 112,9% 115,4% ) 0 ’

JAN FEB MAR APR MAY JUN JUL AUG

[)
05,9% 1003% ___ gggy 1045% 1043% 18,1% 127,9%
s 170 ’

JAN FEB MAR APR MAY JUN JUL AUG

81,3% 86,7% 1057%
99,1 77,0 56,6

JAN FEB MAR

0O,
99.2% 103.9% 1318%

31,9 29,2
JAN FEB MAR

81,9% 82,8% 94,1%

JAN FEB MAR

104,2% 107,3% 171,2%

JAN FEB MAR

88,3% 93,9% 122:2%

JAN FEB MAR

218,9%

185,8% 173,0% 165,0%

73,8 17,2 116,9 17,4
APR MAY JUN JUL

155,9% 169,9% 154,4% 149,8%

APR MAY JUN JUL

198,5% 251,0%
=7 149,5% 149,1%

APR MAY JUN JUL

386,6% 377,7%

257,7% 196,1%

APR MAY JUN JUL

222,4%
195,6% °177,1% 163,4%

APR MAY JUN JUL

135,2%

30,9
AUG

155,4%

AUG
121,1%

AUG

178,1%

AUG

151,1%

AUG

CO



AREZZ0O

ACCELERATING PERFORMANCE IN JULY AND AUGUST co
SHARES VS 2019
sni'-l:l- sl 18.19% 127,9% 149,9%
, 170
90,4% 100,3% 105,8% 110,2% 123,9%
AREZZO
CcO SCHUTZ
41,4 12,4
1Q21 2Q21 JUL AUG* 1Q21 2Q21 JUL AUG*
166,9% 156,5%
100,8%  103,8% ooy e
79,0% 84,8% ’
AREZZO ReSCRvVal
232,6 307,9 17,4 30,9
1Q21 2Q21 JUL AUG* 1Q21 2Q21 JUL AUG*

+18% vs 19

AREZZO&CO + AR&CO
IN JULY

+28% vs 19

AREZZO&CO + AR&CO
IN AUGUST

+50% .

SCHUTZ BRAND
IN AUGUST

+67% vs 19

AR&CO
IN JULY
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2Q21 GROSS REVENUES AREZ(ZIS

BY CHANNEL - DOMESTIC AND INTERNATIONAL MARKETS

(R$ M)

19 vs. 21 20 vs. 21 705,6
. 73,6
+258,5% HIGHLIGHTS*
175,2 - R$ 705.6 M IN GROSS REVENUES, UP 208.3% FROM
489,5  *S1.3% 17,8%
’ 2Q20 AND UP 44.2% FROM 2Q19
48,6
495 253,9% - 17.8% WEB COMMERCE GROWTH FROM 2Q20 AND
’ +383,6%
182,3 253.9% FROM 2Q19, MAINTAINING A HIGH REVENUE

1074 +69,7% LEVEL IN THE QUARTER : R$ 175.2 M

228,8 +758,5%

+70,0% 21,7 « 383.6% MULTIBRAND GROWTH FROM 2Q20 AND
/ / 69.7% FROM 2Q19, MAINTAINING A HIGH REVENUE
148,7 )
-26,2% >+1000% LEVEL IN THE QUARTER:R$182.3 M
37,7
o 13,8
2Q19 2Q20 2Q21
B FRANCHISES B OWNED STORES MULTIBRAND

WEB COMMERCE US OPERATION



AREZZO

2Q21 GROSS PROFIT AND EBITDA (ADJUSTED) CcO

51,9% 53,9%
»9%
46,8%)/
20 vs. 21 297’8
+226,1%
19 vs. 21 /

0,
184,3 ‘B’
2Q19 2Q20 2Q21
ADJ. GROSS PROFIT - ADJ. GROSS MARGIN

HIGHLIGHTS
INCLUSION OF AR&CO, MAINLY DUE TO THE HIGHER MIX OF OWNED
STORES (HIGHER GROSS MARGIN)

INCREASED WEB COMMERCE SHARE ON THE CONSOLIDATED MIX (11.7%
IN 2019 VS. 28.1% IN 2020)

15,6% 15,2%

\2%,/

84,2

20 vs. 21
>+1000%

61,4 19vs. 21 P

+37,1%

A

5,6

2Q19 2Q20 2Q21
ADJ. EBITDA — ADJ. EBITDA MARGIN

POSITIVE IMPACT FROM ASSERTIVE COLLECTIONS AND STRONG
MARKETING CAMPAIGNS;

POSITIVE IMPACT FROM THE (1) ADDITION OF AR&CO AND VANS
BRAND, AND (II) THE US OPERATION’S POSITIVE EBITDA.
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AREZZO
&CO

DIGITAL PROWESS

R$1.4 B

WEB + TECHNOLOGY REVENUES IN THE PAST 12 MONTHS

AREZZO + AR&CO



AMPLE OPPORTUNITY TO SCALE UP OUR DIGITAL ARSENAL

AREZZO&CO AND AR&CO DIGITAL REVENUES (EX- WEB)

AREZZO&CO

y&eJ74A OF BRICK-AND-MORTAR STORES’ 2Q21 THE LAST 12 MONTHS

ARE&CO ' R$ 625.2

Ly 5 OF BRICK-AND-MORTAR STORES’ 2Q21 —

SELL OUT 96,9

54,1

42,9
37,6

24,0

39% 24% 26% 30%

JUL/20 AUG/20 SEP/20 OCT/20 NOV/20 DEC/20

38,8

12%

JAN/21

46,2

1%

FEB/21

50,6

MAR/21

REVENUES FROM DIGITAL TOOLS + SALESPERSON APP IN

YT, - -

|

I

|

I

|

| 78,5
I 70,3
: -

I

|

I

|

|

|

22% 19% 19%

| APR/21 MAY/21 JUN/21 |



BUSINESS AND OPERATIONS DIGITALIZATION AREE(Z:8

MAINTAINING THE HIGH REVENUES LEVEL ATTAINED IN 202(C
*E-COMMERCE REVENUES IN
THE LAST 12 MONTHS B

70,5

174 M IN 2092 TR e

67,7

65,3

53,9 54,6

r
!
!
!
!
|
!
!
!
!
!
!
!
!
!
!
I
!

JUL/20 AUG/20 SEP/20 OCT/20 NOV/20 DEC/20 JAN/21 FEB/21 MAR/21l APR/21 MAY/21  JUN/21
I

*REVENUES INCLUDE AREZZO&CO + AR&CO



RESULT: 47% OF SALES DRIVEN BY DIGITAL AREZZO
SHARE OF BRICK-AND-MORTAR STORES’ SELL OUT - 2021 Co

5 By Ay E

32.7% 4.2% 4.7% 5.3%

TOTAL OMNICHANNEL:

sHARE oF saLEs: 47.0%




STRONG GROWTH IN THE DIGITAL CUSTOMER BASE

+ 903.4 K ACTIVE DIGITAL

AVERAGE CUSTOMER

DIGITAL RELATIONSHIP

CUSTOMERS WITH PURCHASES
IN THE LAST 12 MONTHS

FREQUENCY ABOVE PRE-
PANDEMIC LEVELS

LEVERAGED OMNI SALES

WEB + OMNI AVERAGE QUARTERLY
ACTIVE CUSTOMER BASE SHOPPING FREQUENCY

32.7%

1.072.915 1,67 PHYSICAL STORES SALES

WERE INFLUENCED BY
+ 69,3% +7,1%
633.620 / /
I 1,56

DIGITAL CONTACTS -
SALESPAERSON APP
2T20 2T21 1yde) 1S21

NPS 82

MAINTAINING HIGH
CUSTOMER SATISFACTION
LEVELS




AREZZO
ZZ HUB e —— &CO

INTERACTIONS THAT
CONNECT US

WE WERE BORN. ANA

WORLD THROUGH T
PLAY, WE RUN AN
OUR EXISTENCE,

WHAT IF THE
ORIGINS, W E THE T«
TECHNOLOGICAL E

THE ESSENCE OF
FOUNDATIO!
BUSINESS?
HUB IS A SPACE FOR COLLABORATION, |
SPACE FOR CREATION. IT IS OPEN.




.ZZ HUB - GROUND FLOOR

- APPROACH WITH UNIVERSITIES AND STARTUPS

- ATTRACTION AND RETENTION OF TALENT

- SPACES FOR EVENTS, COURSES AND INTEGRATION WITH STRATEGIC PARTNERS
- ECOSYSTEM AS A MEETING POINT OF CREATIVE AND RESTLESS MINDS



-
|
<
2
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NEW DIGITAL BUSINESS

ZZ MALL: 2Q RESULTS

68%

GMV GROWTH

35%

OF CLIENTS ARE NEW
AREZZO&CO CUSTOMERS

23%

AVERAGE TICKET
GROWTH

101%

INFLUENCER BASE
GROWTH (ZZ
INFLUENCERS)

AREZZO
CO



NEW DIGITAL BUSINESS

ZZ MALL: MAIN INITIATIVES

01. GINGER 02. LOYALT

LAUNCH OF OUR FASHION DIRECTOR PHASE 1T WILL LAUNCH IN
MARINA RUY BARBOSA’S BRAND, AUGUST WITH A CROSS-BRAND
WITH EXCLUSIVE PRODUCTS FOR THE LOYALTY BUILDING MECHANISM
PLATFORM. BASED ON THE ZZ MALL APP,

GENERATING BENEFITS AND
CASHBACKS FOR END

GINGER

ZZ’MALL D ZZ'MALL o)

AREZZO
CO

03. RESALE

PHASE 2 INTEGRATION WILL GO LIVE
WITH THE INTEGRATION OF RESALE
PRODUCTS.

ZZ MALL
+TROC

THIS WILL ENABLE USING A SINGLE
CART TO SHOP FOR 1P, 3P AND
RESALE ITEMS.

ZZMALL.COM.BR/TROC



UPDATE



SALES PERFORMANCE | FATHERS' DA

JULY: GROWTH OF 96% VS

96% GROWTH VS 20 AND 67% VS 19 IN JULY 20 AND 67% VS 19
EMPHASIS ON E-COMMERCE’S ] 4




AAAAAAAA

RESERVA SIMPLES simples.
BRAZILIAN BASICS

- WITHOUT PRINTS AND IN 12 DIFFERENT COLORS, THE SUBSCRIPTION
IMPLES T-SHIRT WAS DESIGNED TO FIT EVERYONE
S L ° hel R$ 24.99/MONTH

« AVAILABLE IN DIFFERENT CUTS AND SIZES (XXXP-XXXG), 100%
THE S/MPLES LINE OFFERS THE MARKET A MORE o

INCLUSIVE RANGE

*ANNUAL SUBSCRIPTION IN 12 INSTALLMENTS OF R$ 24.99 - 3 MODELS PER YEAR, 1 UPON EXECUTION AND TWO MORE, ONE EVERY 5 MONTHS. AMOUNTS PAID CONVERT INTO CREDITS FOR MONTHLY PURCHASES.



RESERVA SIMPLES

25 m
5o of »

ITEMS\SOLD‘V " SUBSCRIPTIONS
Y | 11 7 N

R$1.4 M

OF REVENUES OF CUSTOMERS MADE
PURCHASES AFTER SUBSCRIBING

10% A2 A\l
INCREASE IN B

CUSTOMER WITH AVERAGE TICKETS ABOVE
FREQUENCY AVERAGE REGULAR CUSTOMERS.




. /

COMPETITIVE PRICE RANGE (R$ 350 - RS 450) AND ENTRY PRICE;
4 775 MR i W S

WIDE RANGE OF SKUs (80) - MEN'S, WOMEN'S AND CHILDREN’S

MANY WASHES AND CUTS; TS; i 1 " ' W
%P{i“"

JEANS SWEATSHIRT -RESERVA EX&ZLUSIVE,

SUSTAINABLE PRODUCTION PROCESS

k
L%
| :

- — ‘ ‘
_
S . | -




RESERVA GO

21%

3-FIGURE




LAUNCH OF THE NEW RESERVA APP

PILOT LAUNCH ON JULY 23
LAUNCH ON AUGUST 15
.ol (ol H 0] AT S M) L S RV | [c] REACT TECHNOLOGY

o ;| ot (¢ | BSECURITY TECHNOLOG

.04 3+4192J20% GROWTH IN RECURRING

PURCHASESY.\, MIEXPECTED CONVERSION RATE
INCREASE

3xR$ 99,

RS 299
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BAW CLOTHING ACQUISITION

A UNIQUE ENTREPRENEURIAL STORY IN THE
BRAZILIAN DIGITAL ENVIRONMENT

- TOP 3 STREETWEAR BRAND IN AWARENESS IN
BRAZIL - AFTER NIKE AND VANS

« 100% ONLINE OPERATION WITH STRONG
MARKETING STRATEGY BASED ON DIGITAL
INFLUENCERS

- BAW WILL USE THE RESERVA GROUP’S SUPPLY
CHAIN AND AREZZO&CO’S STRONG FOOTWEAR
EXPERTISE

- BAW HAS CONTINUED TO PERFORM STRONGLY
SINCE THE ACQUISITION - +60% IN JUNE AND
SALES ACCELERATION IN JULY AND AUGUST

« CLOSING ON AUGUST 9




A _OF] e
BAW INTEGRATION HIGHLIGHT

7] [
[ P <\

SCHEDULED FOR EARLY
SEPTEMBER

BIGGER SPACE TO KEEP UP
WITH ACCELERATED
GROWTH

CREATION OF BAW
SNEAKERS
COLLECTION

1ST DROP IN
OCTOBER

MODELING AND FIT
AWAITING APPROVAL

COLLECTION
STRATEGY PLANNING

MULTIBRAND CHANNE

SELL IN STRATEGY DESIGN
UNDERWAY FOR CHANNEL
EXPANSION

FOCUS ON APPAREL AND
FOOTWEAR

USING THE RESERVA BRAND’S
CHANNEL STRENGTH

BAW’S FIRST B&M STORE
- FORMER
HEADQUARTERS

FEASIBILITY AND
PAYBACK STUDIES
COMPLETED

CONSTRUCTION SET TO
BEGIN IN SEPTEMBER

FISCAL INCENTIVE

STRUCTURING TO
SECURE THE BENEFIT
BY JAN/22 AT THE
LATEST



UPDATE



VANS scol
|
GROWTH OF ?
SANS OPENINGS,
150-9 /o |
vs. 2Q20 THREE FRANCHISES IN 2Q20

(PORTO ALEGRE/RS,
PIFLORIANOPOLIS/SC AND S
CAMBORIU/SC)«,, L

26.8%

WEB-COMMERCE SHARE

' AUGUST (BRASILIA/DF 25 B
AND PAULISTA AVENUE/SP) Al

APPAREL

18,7%




ZZZZZZ
&CO

OPERATION



US OPERATION

= 2Q21 GROSS REVENUES OF

R$ 73.6 Mi+51.3% L)l

= GROSS REVENUES
+93,3%1\W U=

+90.0 %) \WISIh%

= EBITDA BREAKEVEN MAINTAINED,

WIAITIRS 2.5 Mo 0 RAIY

pieyy

AREZZO

WEB-COMMERCE STRONG co
GROWTH

+201.7% +121.5%

REAIS DOLARES
VS 2Q19 VS 2Q19

RECORD REVENUES
ON SCHUTZ’S ONLINE
CHANNEL IN MAY AND JUNE

7,0 7,1

4,6 4,7
3,5
’ 3,
2,8 3,0 28 2
2,1 2,
1,6I 1,4
JAN FEV MAR ABR MAI JUN

2019 ®m 2020 2021




SCHUTZ USA - PRESLD

SALES PERFORMANCE ON THE WHOLESALE CHANNEL

GROWTH OF
(o)
13%
IN NUMBERS OF DOORS IN NORDSTROM = .
DOORS VS. 2019 TOTAL STORES VS 26 IN
2019 gIBG%)

NORDSTROM DATA - SELL IN

JULY: REVENUES JULY YTD:

250%

HIGHER THAN THE SAME (N USD)
PERIOD OF 2020
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AREZZO
MY SHOES ACQUISITION AND MERCADO LIVRE PARTNERSHIP &CO
STRATEGIC RATIONALE AND NEXT STEPS

BRAND INACTIVE SINCE 2018, BUT WITH STRONG RECALL
NEW AVENUE GROWTH WITH PENETRATION INTO THE B- AND C+ CLASSES

DEVELOPMENT OF A PARTNERSHIP WITH MERCADO LIVRE FOR THE FASHION
VERTICAL

MULTIBRAND CHAIN PENETRATION WITH A NEW PROFILE - SHOE STORES @ @

« ACTION IN REGIONAL TIERS WITH LOWER PER-CAPITA INCOME, WHERE mercado
AREZZO&CO’S MARKET SHARE IS LOWER |ivre

* FIRST MULTIBRAND SELL IN WITH EXCELLENT RESULTS

 LAUNCH IN SELL OUT CHANNELS: OCTOBER

IGNIFICANT SALES AND RETURN IN THE FIRST
EAR OF OPERATIONS




MY SHOES

SALES CHANNELS AND MARKETING STRATEGY

COMMERCIAL FOCUS ON E-COMMERCE AND MULTIBRAND
WITH THE DIGITAL CHANNEL AS ITS MAIN REVENUE SOURCES.

i hoes &

m JelfeP HMARIA AS BRAND
S ' AMBASSADOR

—— —— - HIGH ADHERENCE
BEFORE THE TARGET
1 MARKETPLACE 2 E-COMMERCE 3 MULTIBRAND PUBLIC
Y CLUSIVE MYy SN BRAND FULLY ALIGNED
SHOES VIRTUAL WEBSITE CLOSING THE MKT SHARE GAP INTERESTS, WITH A
IN PARTNERSHIP SAME INVENTORY THROUGH NEW CUSTOMERS PORTION OF HER

WITH MERCADO AVAILABLE ON MELI COMPENSATION AS
LIVRE AREZZO&CO LOGISTICS
MELI FULFILLMENT ROYALTIES ON SALE

MELI FULFILLMENT




ACTION FRONTS = “: 2t ¢ opeacs de i
E-COMMERCE VIA MERCADO LIVRE MKTPLA

"“..Aﬂ,‘-r {

BEGINNING OF A BIG TRIAL WITH R
MERCADO LIVRE e

-YEAR CONTRACTE = ' &
POSSIBLE EXPANSION INTO ' e

- i ) BRANDING PLATFORM AND
CATEGORIES IN THE FUTURE " i y Ve BECHNOLOGH N
3 4\ N &) SYNERGY FROM EACH PLAYER’S _®
CLEARLY DEFINED RESPONSIBILITI’ COLLECTION STRENGTHS
Y ?‘ T S semrom
AT \ AREZZO mq IHUE [ mercado " BASKERG
S vre

=12y , TRAFFIC
PRODUCT oo -0—0
ENGINEERING - LOGISTICS

SOURCING
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NEW COMMUNICATION STRATEG
TROC J ¥

AS A MILESTONE ALONG ITS PATH, TROC
ANNOUNCES BRAZILIAN FASHION ICON DUDU
BERTHOLINI AS CREATIVE DIRECTOR

F“/,

_~-"/ \“‘ . :
V=
R : '

“THE MOST SUSTAINABLE

LT MCLOTHING IS THE ONE
LULATHAT IS ALREADY THERE”
WE FEATURE AMAZING WOMEN WHO

CONNECT IN DIFFERENT WAYS WITH
CIRCULAR FASHION :

LILIAN PACCE
MARINA DIAS

ANA PAULA XONGANI
YASMIN STEVAN
FLAVIA CAVASOTTI




2021 TROC HIGHLIGHTS

~%
N
PROCESSED ITEMS

+720%

VS. 2020

AVERAGE ORDER
TICKET

+25%

VS. 2020

@

GROSS GMV

+125%

VS. 2020

Q.0

[t
USERS

+162%

VS. 2020

j,'.’pO-DAY SELLABILITY

AREZZ0O
&CO

+530

MILLION LITERS
OF WATER SAVED,

OUT OF THE 10 TOP-SELLING
BRANDS ARE THE GROUP’S

RECLAME AQUI SCORE
EXCELLENT RATING

TAKE RATE .

APPROX.

S09
76

QP ITEMS COLLECTED

-y A




NEW INITIATIVES AREZZS

FOCUS ON PRODUCT OFFERINGS TO IMPROVE CONVERSION

NEW BRANDS IN THE PORTFOLIO + TROC BAG
LlVEI AREZZO @ Rocio Canvas
gallerist  amey SCHUTZ i

RESCRvVal » m:inli
varia-poLores OLYMPIAH 13 R \] AN . 4%"%3 )

TROC B&M STORE - OPENING IN SEPTEMBER

ITEM COLLECTION
AND SALES POINT

DAILY NOVELTIES: .
ITEM COLLECTION THROUGH BAG DISTRIBUTION

TRAFFIC SOURCE + UG

FOMO + AT SPECIFIC LOCATIONS

RECURRENCE ®* INCLUDING SELECTED AREZZO AND SCHUTZ
STORES
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AT T

AREZZO BAMBINI PROJECT

5% OF NEW CUSTOMERS

“BACK TO SCHOOL” SELL IN PERFORMED ABOVE

EXPECTATIONS AND SALES BEGAN IN AUGUSTE=E

SRR

CHILDREN’S DAY AND HOLIDAY/SUMMER

VACATION COLLECTIONS, PROVIDING THE BRAND

ZAWITH INCREMENTAL REVENUES

VAN

J

/




SCHUTZ APPAREL PROJECT

SELL OUT SLATED FOR MAR/22 (WINTER COLLECTION)

RETAINER OF A DEDICATED DIRECTOR AND A TEAM WITH APPAREL
EXPERTISE

LIFESTYLE DIRECTOR - CACA GARCIA
STRUCTURING AN INDEPENDENT STUDIO IN VILA OLIMPIA - SP

RETAINER OF A SPECIAL CONSULTANCY FIRM TO STRUCTURE THE
NEW SCHUTZ WEBSITE

SAME SOURCING STRUCTURE AND DISTRIBUTION HUB AS AR&CO



ZZZZZZ
&CO

SUMMER
CAMPAIGN




AREZZ0
&CO

AREZZO SPLASH - NEW SUMMER 2022 COLLECTION

NN L

A SUMMER WITH FRESH AND LIGHTNESS

ER'. a7/

THE TOUCH OF WATER WITH THE AIR

GOOD FEELINGS) | |

S—

BRUNA MARQUEZINE IS THE HEA

vy

LY

= THIS SUMMER WILL NOT BE THE SAM

4



SCHUTZ RREEZ0

I\

TURN THE
LIGHTS ON!

CAMPAIGN STARRED BY MARINA RUY
BARBOSA, RENEWING THE SUCCESS
PARTNERSHIP BET

ACTRESS.




AREZZO
SUMMER ANACAPRI e &CO

INSPIRED BY ITALY AND THE
UNCOMPLICATED CLIMATE PRESENT IN
THE BRAND'S DNA AND IN THE
PERSONALITY OF SINGER MANU GAVASSI

THE CAMPAIGN, WHICH TAKES THE THEME
“MAKE IT EASY!”, CREATES A
CONTEMPORARY SUMMER CLIMATE, FULL
OF GOOD HUMOR AND LIGHTNESS
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020 ANNUAL REPORT RELEAS

NIY R AREZZO

* REPORT ACCORDING TO THE GRI ESSENTIAL STANDARD

AREZZO&CO MORE AND MORE ALIGNED WITH SUSTAINABILITY
PRINCIPLES

 THE ISSUE ADDRESSED THE MAIN HIGHLIGHTS OF EVERY
COMPANY IN THE GROUP, INCLUDING RESERVA AND TROC, WHICH
WERE ACQUIRED IN LATE 2020

ReSCRvas

Em outubro de 2020, nds
findo suas seis marcas:

Reserva Go, Ink e Eva. Unir
nasce a maior House of Brar

Relatério Anual Arezzo&Co 2020

0 Grupo Reserva:

* Marca carioca fundada e
82 lojas proprias e 40

Vocé sabia?
A industria da moda é uma das que mais impacta o meio am-
biente. Todos os anos, 0 setor extrai quase 100 milhdes de to-

De olho no futuro, a Arezz0&Co também quer evoluir de mdos dadas
com marcas que representem mudanga e sejam referéncia em sus-
tentabilidace. Em 2020,0 grupo fez sua estreia no mercado de resale
20 adquirir 75% da TROC, plataforma on-line de moda voltada para a
economia circular.

ATROC tem como um de seus diferenciais a disponibilizacdo de ser-
Vigos de curadoria, cadastro, precificacdo e venda de roupas, calcados
€ acessorios usados em sua plataforma. Garante qualidade para quem
quer comprar e é um espago fcil e seguro para quem quer vender
pegas de qualidade paradas no armério. O vendedor - uma pessoa fisi-
ca - envia suas pegas pelos Correios ou agenda a coleta em domicilio
€,a065 a venda dos itens,a TROC fica com um percentual desse valor.

Em 2021,a TROC far parte do marketplace ZZ MALL, no qual os clien-
tes poderdo vender pegas usadas e utilizar os créditos obtidos para
comprar novos produtos.

Além ce ser uma plataforma B2C,a TROC recentemente passou a pres-
tar servios para que marcas de moda em geral possam responsabili-
zar-se pelo pés-consumo de seus clientes. Nessa parceria, as marcas
podem receber pecas usadas dos consumidores, convertendo-as em
crédito para adquitirem um produto novo. A TROC cuida da comer-
cializagao dos itens usados para a marca, fazendo todo 0 processo de
logistica reversa e venda

neladas” de recursos ndo renovéveis e cerca de US$ 500 bi-
Indes” rios s

Participar

de moda circular & um jeito eficiente de reduzir o problema e
pensar no coletivo. Com 0 seu modelo de negécio, a TROC faz

asuaparte

“Segundo dados da Organizagdo das Nagdes Unidas (ONU).

#
Com a comercializagdo de suas pegas,a TROC ja ajudou &

TROC

Economizar mais de 500 milhées de litros de dgua

Evitar que mais de 90 toneladas de roupas fossem destina-
das a aterros sanitarios

Evitar que mais de 650 toneladas de CO, fossem emitidas
na atmosfera

Doar aproximadamente 20 mil pegas para ONGs parceiras
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CO, EMISSIONS NEUTRALIZED IN 2019 AND 2020
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RESEN

DIVERSITY AND INCLUSIVENESS COMMITTEE -~ -

& ==

CRIATIVIDADE

MADE UP OF A MULTIDISCIPLINARY TEAM - PEOPLE INOVACAO
FROM DIFFERENT AREAS THAT HAVE A CONNECTION
WITH THE TOPIC

PURPOSE: TO FOSTER PLURAL CONVERSATIONS AS A
MEANS TO MULTIPLY DIVERSITY AND INCLUSIVENESS

ADDING REPRESENTATIVENESS TO THE COMMITTEE’S
ACTIONS AND DELIVERIES EQUIDADE

SOMO 4{UNICOS PLURALIDADE
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