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MACRO SCENARIO: STRUCTURAL CHANGES IN RETAIL

5 TRENDS BOOSTED BY THE COVID-19 CRISIS

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪



RETAIL INDUSTRY AND MARKET SHARE
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ICVA CIELO MARKET SHARE - ICVA CIELO MARKET SHARE – ABLAC*

ALTHOUGH THE FOOTWEAR AND CLOTHING INDUSTRY WAS ONE OF THE MOST AFFECTED BY THE CRISIS, 

AREZZO&CO’S PERFORMANCE WAS ABOVE AVERAGE, TRANSLATING INTO SIGNIFICANT MARKET SHARE GAINS
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STRATEGIC MAP – PILLARS AND LEVERS

OUR 7 PILLARS OF OPERATION WILL REMAIN THE SAME AFTER THE PANDEMIC, WITH THE 

ADDITION OR STRENGTHENING OF SOME FRONTS

PEOPLE AND CULTURE

NEW BRANDS BRAZIL

INTERNATIONAL MARKET

TRANSFORMATION OF THE BUSINESS MODEL ENGINE 2: BUSINESS DIGITALIZATION

DATA AND TECHNOLOGY

CORE GROWTH / EXPANSION OF CURRENT BRANDS
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PILLARS OF 

OPERATION
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SCENARIO EVOLUTION DURING COVID-19

5 PHASES OF 

OPERATION DURING 

THE CRISIS
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MARCH 09 TO 

APRIL 14

APRIL 15 TO

MAY 10

MAY 11 TO

MAY 31

JUNE 01 TO

JUNE 30

JULY 01

ONWARD



PILLAR #1
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▪ OPERATING HUB

▪ POSITIONS RESTRUCTURED 

▪ BI-WEEKLY COLLECTIONS 

▪

▪ A NEW ROLE IN DIGITAL SALES

▪ FASHION PLATFORM WITH “3P” BRANDS

▪ SCHUTZ BRAND IN THE US

▪ NEW BUSINESSES, NEW AVENUES OF GROWTH

▪

▪

▪ 100% VIRTUAL 

▪ ACTIVATION SAMPLES

▪

▪ FOCUS REMAINS ON THE CARIACICA DC 

BUSINESS RE-STABILIZATION TO A NEW NORMAL
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KEY OPERATING CHANGES...

FROM SELL-IN/SELL-OUT TO “FROM DESIGN TO CUSTOMER” VIA DIGITAL MEDIA
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MAIN GOALS

•

MAIN RESULTS

•

•

•

•

...WITH FULL SUPPORT FROM OUR FRANCHISEES

ENGAGEMENT SURVEY WITH FRANCHISEES IN THE NETWORK IN JULY



PILLAR #2
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NEW CALENDAR OF SUMMER LAUNCHES THROUGH

BI WEEKLY CICLES, WITH STRONG CREATION OF BEST SELLERS

EVERY TWO WEEKS WE MAKE  THE ORDERS OF A LAUNCH

(“CAPSULE COLLECTION”), THAT WILL BE ACTIVATED ON THE DIGITAL CHANNELS AND STORES.



COORDENATION BETWEEN PRODUCT, SUPPLY, MARKETING AND BI-

WEEKLY COLLECTION CYCLES

✓

✓

✓

✓

✓

✓

✓



HOMEWEAR: ADJUSTING TO THE NEW NORMAL
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LAUNCH OF THE HOMEWEAR LINE DURING THE PANDEMIC

•

•

•

o

o

o

•

•



FOCUS ON TRAINING AND PEOPLE ENGAGEMENT
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LIVE SALES CONVENTION, 100% ONLINE

IZZA – OUR DIGITAL SALESPERSON

10 LIVE STREAMS WITH ALEXANDRE BIRMAN AT 6:26AM

AREZZO&CO UNIVERSITY



INNOVATIVE ACTIONS FOR SELL-IN AND SELL-OUT
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FULLY-DIGITAL AREZZO SELL-IN

•

•

SCHUTZ LIVE SHOPPING

•

•



INNOVATIVE ACTIONS
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DIGITAL STORE AREZZO MORUMBI

•

•

•

•

•

•

•

•
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•

•

•

ZZ DIGITAL LAUNCH

AREZZO&CO’S DIGITAL 

INNOVATION HUB



PILLAR #3
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ACCELERATION OF DIGITAL CHANNELS

RELEVANT GROWTH IN E-COMMERCE
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643 STORES OPEN (88% OF THE NETWORK)

CONSISTENT GROWTH DESPITE THE OPENING OF MOST PHYSICAL STORES
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ACCELERATION OF DIGITAL CHANNELS

STRONGER CHANNEL INTEGRATION

908% 440% 21.4% 19% 69,000

✓

✓

✓

✓

✓

✓



SELL OUT ACCELERATION
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BY BRAND – OPEN AND CLOSED STORES PHYSICAL STORES – ONLY OPEN STORES

MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13) MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13)

MAY JUNE JULY AUGUST (1 (TO 13)
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PILLAR #4
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US OPERATIONS

STRUCTURAL CHANGES ENABLING BREAKEVEN IN JUNE AND JULY

•

•

•

•

•

US OPERATIONS SHARE OF GROSS REVENUE 2Q20

US OPERATIONS SHARE OF GROSS REVENUE 2019
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SALES VOLUME BY PRICE RANGE*
AVERAGE PRICE

$ 40 MM$ 200 MM

$ 1.5 

BN

$ 130 

MM

$ 300 MM

US OPERATIONS

INCREASED EDGE AND EXPANSION OF ADDRESSABLE MARKET

66.2% INCREASE IN ADDRESSABLE MARKET

$ 1,5 B



PILLAR #5
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SUPER APP

•

•

•

•

>10M
DE CLIENTES

CADASTRADAS
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A TRUE FASHION BRANDS PLATFORM: AREZZO&CO

MARKETPLACE WITH THE BEST CURATORSHIP, WITH CONTENT AND SERVICES AS 

PART OF THE ECOSSYSTEM
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ZZ MALL – AREZZO&CO‘S FASHION PLATFORM

WE HAVE A BIG DREAM OF TRANSFORMING OUR BUSINESS, AND WE HAVE WHAT IT TAKES TO PURSUE 

LEADERSHIP IN THE BRAZILIAN FASHION RETAIL MARKET!

•

•

•

•

•

•

•

•











WWW.ZZMALL.COM.BR
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2Q20 GROSS REVENUE

•

•

•

•

•

•

•

•
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•

•

•

ADJUSTED GROSS PROFIT AND EBITDA – 2Q20
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•

•



KEY FINANCIAL INDICATORS 2Q20

CONTINUED EFFORT TO 

PRESERVE CASH AND REDUCE 

EXPENSES

•

•

•

•

•
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NON RECURRING EVENTS 2Q20

IMPACT ON EBITDA
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US OPERATIONS: BRAZIL OPERATIONS:

TOTAL  ONE-OFFS:

- R$77.7 MILLION

✔

✔

✔

✔

✔



CONTINUED EFFORT TO PRESERVE CASH IS 

SHOWING FIRST RESULTS
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NET CASH POSITION IN JULY

•

•

R$12.4 
MILLION

104%

NON-DEFAULT RATE IN JULY

•

•

< CDI 

+2%

COST OF DEBT CONTRACTED

BEFORE COVID-19

•

•

•

•

•



HIGHLIGHTS
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PERFORMANCE RECOVERY VS. 2019

JULY SAW DELIVERY OF SAME REVENUE LEVEL AS 2019

DOMESTIC MARKET GROSS REVENUE
(R$ MILLION)

101%
(172 MM) +42%

R$ 

35MM
+198%

72%
R$ 

244MM
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CLOSING
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WE RECEIVED THE GPTW CERTIFICATION, QUALIFYING US AS

ONE OF THE BEST PLACES TO WORK IN BRAZIL!

FOR 3 YEARS, AREZZO&CO HAS 

BEEN CONDUCTING THE GPTW 

SURVEY WITH THE PURPOSE OF 

LISTENING TO EMPLOYEES AND 

BETTER UNDERSTANDING ITS 

WORK ENVIRONMENT. 

IN 2020, DESPITE THE MANY 

CHALLENGES IMPOSED BY THE 

PANDEMIC, WE WERE ABLE TO 

ACHIEVE THIS MAJOR MILESTONE!

A REASON TO CELEBRATE!

CERTIFICATED




