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ALEXANDRE
BIRMAN AND
RAFAEL
SACHETE
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FOUNDATION  AND 

STRUCTURING INDUSTRIAL ERA
RETAIL ERA CORPORATE ERA

MARKET 

CONSOLIDATION

70s

• FOUNDED IN 

1972 

• FIRST 

PHYSICAL 

STORE

• FIRST MODEL 

OF SUCCESS 

– ANABELA 

AREZZO

• INDUSTRIAL 

MODEL 

VERTICALIZE

D

• 1.5 MILLION 

PAIRS 

ANNUALLY

• 2,000 

EMPLOYEES

• FOCUS ON 

RETAIL

• EXPANSION 

OF 

FRANCHISES

• FAST    

FASHION 

CONCEPT

• FLAGSHIP 

STORES

• EXPANSION 

OF THE 

DISTRIBUTION 

CHANNELS

EFFICIENT 

SUPPLY

• CHAIN

• MERGER 

AREZZO AND 

SCHUTZ

• IPO: FEB/2011

• INTERNATIO

NAL 

EXPANSION 

• M&A/NEW 

BUSINESSES 

– RESERVA

• LICENSING -

VANS

• ZZ 

VENTURES -

TROC

T
IM

E
L
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 00s
2011
202180s 90s
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AREZZO&CO GROWTH STRATEGY



R$2.3BI
CONSOLIDATED GROSS REVENUE

STRONG PERFORMANCE

+560bps
GROSS MARGIN

R$274MM
ADJUSTED EBITDA

15.0%
ADJUSTED

EBITDA MARGIN

R$159MM
ADJUSTED NET INCOME
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12MM
PAIRS SOLD

18%
SHARE OF APPAREL

R$1.8BI
DTC SELL OUT (FRQ, LPs e WEB)

MAIN KPIs OF THE BUSINESS

7



STRONG PERFORMANCE IN NOVEMBER

8

FROM 
R$483MM
TO
R$485MM

GROSS REVENUES

+120% VS 19



DIGITAL POWER
GREATEST BLACK FRIDAY OF HISTORY OF AREZZO&CO + AR&CO

+127MM
CONSOLIDATED REVENUE IN NOV. (GMV)

* PERIOD: from 1/11/21 to 28/11/21 (AREZZO&CO + ARZZ)

ON FRIDAY 11/26/2021

30MM
VISITS

1,40%
CONVERSION 

422 Mil
ORDERS

FROM 01/11 TO 28/11/2021

+15MM
CONSOLIDATED REVENUE IN NOV. (GMV)

1,8MM
VISITS

3,20%
CONVERSION

58 Mil
ORDERSD

IG
IT

A
L

 

USD326K

BLACK 

FRIDAY ARZZ



96% 100%

75%

89%

105% 104%
118% 121% 125%

119%

136%

183 158 117 152 233 239 243 230 233 253 325

JAN FEV MAR* ABR* MAI JUN JUL AGO SET OUT NOV*

MORE THAN R$ 2.4 BILLION
OF SALES IN DTC UNTIL NOVEMBER

WITH STRONG ACCELERATION IN NOVEMBER
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ALEXANDRE BIRMAN BRAND

+70%
PRODUCT SELL THROUGH 

AVERAGE E-COMMERCE

+85%
PRODUCT SELL THROUGH 

AVERAGE OWNED STORES

R$106MM
GLOBAL GROSS REVENUE

YTD (OCT/21)

+86%
GROWTH VS 2019

R$41MM
BRAZIL’S GROSS REVENUE

YTD (OCT/21)

12



R E P O R T E D  S U R P R I S I N G  R E S U L T S  I N  2 0 2 1

T H E  B R A N D
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2021

SCHUTZ

RESULTS

14



R$476MM
*YTD 2021 (OCTOBER)

GROSS REVENUE

47%
GROWTH

vs 2019

R$152MM
WEBCOMMERCE

GROSS REVENUE

+132% vs 2019

+25% vs 2020

*YTD 2021 (OCTOBER)

FASTEST GROWING BRAND IN BRAZIL

GROWTH OF GROSS REVENUE FROM THE WEB COMMERCE CHANNEL

15



16
16

368 THOUSAND 

ITEMS SOLD

STRONG PERSPECTIVE FOR 2022

SELL IN FOR FRANCHISEES AND 

MULTIBRANDS



E-COMMERCE 

CHANNEL LEVERS – YTD 2021

PHYSICAL STORES MULTIBRAND

SELL OUT

203MM

* FRANCHISES, OWNED STORES 

E OUTLET

SUMMER RESULTS

123M

152MM
+25% vs 2020

32% BRAND SHARE

GROSS REVENUE

OMNI

+22MM

10M VISITS 

30M OF SITE SESSIONS

+11% vs 2019 
PAST 4 MONTHS

+47% ALL STORES

+55% SSS 
vs 2020

170M
+56% vs 2020

+15% vs 2019

ROB

19% OF NEW 

CUSTOMERS

YTD 2021

17



2MM 400K 

4.6 MILLION 

MARINA RUY BARBOSA

* R E S U L T  C O V E R S  T H E  F I R S T  N I N E  M O N T H S  O F  2 0 2 1  

ASSERTIVE STRATEGIES

18



SCHUTZ

RESULTS’ 

LEVERS

19



PRODUCT LEVERS

OF FP VOLUME IN 
HANDBAGS AND 
FOOTWEAR35%

S211360001

SHARE OF
DE CARRY OVERS15%

HIGHLIGHTS FOR THE SMASH MODEL

S212960001

S212040004

OF SUMMMER 
SALES35%

HIGHLIGHTS FOR ARQUITECTONIC 
HEELS

SELL OUT OF

+12K PAIRS

CONSTRUCTION OF A BEST SELLER

JUST MONARCA 

LAUNCH 9OF NEW CONSTRUCTIONS

REINFORCEMENT OF THE 
ICONES (CARRY OVERS)

20



PRODUCT LEVERS

HANDBAGS

BEST SELLERS

PRODUCT AT THE RIGHT TIME!

INCREASE IN DEMAND FOR 
HIGH HEELS

S500100196

BARBARA

11P.P vs 2020
+146% IN VOLUME

FP TURNOVER 91%
5% SHARE OF HANDBAG SALES

21



BRANDING CRMBRAND LEVERS

2020
4,499,992

FOLLOWERS

VS.
2021
4,653,892

FOLLOWERS

• SIGNIFICANT INCREASE IN 
NEW SITE USERS:

• MARINA RUY BARBOSA 

IN 3 MAJOR CAMPAIGNS 

• INSTAGRAM GROWTH 
@SCHUTZOFICIAL AND SITE: 

13Mx10M+35%
(2021) (2020)

• CUSTOMERCENTRIC  
AND OMNI CHANNELS

• STAGES OF THE FUNNEL 

• HYPER 
PERSONALIZATION OF 
THE BASE

• EXCLUSIVE ACTIONS 
FOR HEAVY USERS

22



FASHION
TRENDY
INNOVATIVE

23



24



25



26



27



28



29



30



31



6
0

+

20% ALREADY
SECURED FOR Q1
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BFCM

R$1.6M 
ON FRIDAY (BF)

R$4.0M 
ON BFCM (FRI-MON)
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L I F E S T Y L E
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SCHUTZ

LIFESTYLE

TEAM
36



CACA GARCIA 
LIFESTYLE DIRECTOR

OPERATIONS

COMMERCIAL 

PLANNING

MERCHANDISING

SOURCING

ATELIER

R&D

STYLE

FASHION DESIGNER

PATTERN CUTTER/GRADER

25 PEOPLE

MILENA PENTEADO 
DIREX INTERNATIONAL BRANDS

SCHUTZ LIFESTYLE TEAM

SCHUTZ

37



SEEKING TO LEVERAGE BUSINESS FROM THE FULL LOOK OF THE CUSTOMER

WITH SOLID AND CONSISTENT 

RESULTS, 

IN 2022, SCHUTZ WILL TAKE THE 

FIRST STEP IN ITS EVOLUTION

A FOOTWEAR     
AND HANDBAG 
BRAND

A LIFESTYLE
BRAND

FROM  

TO
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C
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S O U R C E S :  E U R O M O N I T O R ,  I B G E  A N D G E O F U S I O N ,  2 0 1 9  

SIGNIFICANT OPPORTUNITY FOR
AREZZO&CO TO OPERATE IN THE 
APPAREL MARKET.

R$ 15.4BI
WOMEN’S APPAREL MARKET IN
BRAZIL CLASSES A/B
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GENERAL CUSTOMER DATA
STRONG GROWTH IN THE ACTIVE BASE

423,540

543,922
ACTIVE BASE (LAST 12 MONTHS)

ACTIVE BASE (PRECEDING PERIOD)

+36% 
GROWTH IN THE 

ACTIVE BASE

+80%
CAPTURE

WITH STRONG 

CPAURE AND 

REACTIVATION

+40%
REAACTIVATION

OUR SCHUTZ

LOVERS

16.6%
OF THE ACTIVE BASE 

ARE HEAVY USERS 

(90,000) SCHUTZ

LOVERS

C
R

M

AVERAGE EXPENDITURE MOF HEAVY USER 

CUSTOMERS IS 2.7X HIGHER THAN THE OTHER  

CLUSTERS

SOURCE:  AREZZO&CO DATA. LAST 12 MONTHS.SOURCE:  AREZZO&CO DATA. JAN TO OCT. 21 X JAN. TO OCT. 19SOURCE: AREZZO&CO. DATA OCT.21 TO NOV. 20 X OUT.20 TO NOV.19
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10.4%
OF THE PURCHASER BASE

AVERAGE EXPENDITURE OF THE 
OMNI CUSTOMER IS 3.2X GREATER 

THAN THE EXCLUSIVE

WEB CUSTOMERS

+56%
GROWTH IN THE PURCHASING 

FREQUENCY OF THE OMNI 
CUSTOMER

+4.2%
IS THE PURCHASING FREQUENCY

OF THE
OMNI CUSTOMER

OMNI CUSTOMER

AVERAGE OMNI CUSTOMER 
EXPENDITURE IS 2.6X GREATER

THAN THE EXCLUSIVE CUSTOMERS OF 
THE PHYSICAL STORES

SOURCE:  AREZZO&CO DATA. PERIOD: NOV.20 TO OCT.21 X NOV.19 TO OCT.20

AREZZO&CO DATABASE. LAST 12 MONTHS

41



*SURVEY CONDUCTED WITH SCHUTZ CUSTOMERS IN OCT/21 / 1,509 RESPONDENTS. 

STRATEGIC VISION OF THE BASE FOR LIFESTYLE
SURVEY RUN WITH OUR SCHUTZ LOVERS:

85% 
ARE INTERESTED IN 

PURCHASING SCHUTZ 
LIFESTYLE

BUY APPAREL

2X A MONTH
FREQUENCY OF APPAREL PURCHASES

OF SCHUTZ CUSTOMERS

68% 
LOOK FOR MORE 

MODERN APPAREL
TO RENEW THEIR WARDROBES

66% 
BUY APPAREL ON 

IMPULSE
OF THE CUSTOMERS SURVEYED

SURVEY FLAGS

LIFESTYLE IS ALREADY ON OUR 
CONSUMERS’ WISH LISTS:

“SCHUTZ IS  THERE IN ALL MY 
SPECIAL MOMENTS”*

“FULL LOOK SCHUTZ – I WANT 
IT”*

CUSTOMER COMMENTS  CAPTURED IN OUR 
SURVEY.
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E-COMMERCE OWNED STORE MULTIBRANDS

TO MARKET STRATEGY

NEW LAYOUT

OF SCHUTZ SITE

ON NEW  

PLATFORM 

OSCAR FREIRE

FLAGSHIP

SHOPPING 

LEBLON

FLAGSHIP

28% OF THE ACTIVE 

CUSTOMER BASE ARE 

FULL LOOK STORES

400 POTENTIAL 

CUSTOMERS 

DIGITAL MULTIBRAND PRESENCE 

APPAREL MARKETPLACES

43



NEW SITE LAYOUT AND MOBILE

TO RECEIVE THE BRAND’S NEW CATEGORY

E-COMMERCE

SALES

CHANNELS 

STRATEGYE
-

C
O

M
M

E
R

C
E

TO PROMOTE THE FULL LOOK SHOPPING
EXPERIENCE

TO SELECT PURCHASING OPPORTUNITIES  VIA 
DIGITAL CHANNELS DISTRIBUTED IN THE  

FRANCHSIE STORES

N E W S I T E  L A Y O U T
L A U N C H  I N M A R C H 2 2

44



OPENING OF AN EXCLUSIVE APPAREL FLAGSHIP 

WITH THE PURPOSE OF:

PROPRIETARY

STORE SALES 

STRATEGY
RENDERING THE 

BRAND’S 
LIFESTYLE A 
TANGIBLE 
CONCEPT

CONNECTING
THE CUSTOMER

WITH THE 
EXPERIENCE

CREATING 
POSITIONING AND 
DESIRE BASED ON 
TWO STRATEGIC 
PHYSICAL SPACES

IN SP AND RJ

P
R

O
P

R
I

E
T

A
R

Y
 

S
T

O
R

E
S
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EXCLUSIVE FLAGSHIP
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APPAREL SALES WILL 
REPRESENT  

SALES 

POTENTIAL

=

1 PAIR OF SHOES

3 PIECES OF 

APPAREL

S
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25%
OF TOTAL BRAND REVENUE IN THE 

FIRST TWO YEARS
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SCHUTZ

FULL POTENTIAL
50% OF THE BRAND’S TOTAL

SALES BY 2026
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2022 KEY MESSAGES

R$ 1BI+ 30%
SHARE OF GLOBAL 

DIGITAL SALES

2022 GLOBAL 
REVENUE 
FORECAST

SHARE OF US MARKET 

AT THE TOTAL REVENUE

OF THE BRAND

SCHUTZ APPAREL LAUNCH

30%

TEAM SOLIDIFICATION
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+10%
REVENUES JAN-OCT/21 (VS. 

2019)

THE MOST UNCOMPLICATED BRAND

+9%
BRAND REVENUE 

REPRESENTATION VS. 

COMPANY

+171%
OF ONLINE SALES GROWTH 

UP TO OCT/21 (VS. 2019)

+200
STORES IN 2021

+47%
WINTER COLLECTION 

GROWTH  2022  VS. 2019

+30
PHYSICAL STORES 

PROSPECTED AND GREAT 

ENTRY INTO FAMILY 

DEPARTMENT AND MULTI-

BRAND STORES

51
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URBAN 

SNEAKERS

DIGITAL FIRST
+ than

R$ 1M 
per month on e-commerce

300k
Instagram Followers

FLAGSHIP SP
Rua Oscar Freire

200
Points of Sale in Brazil

+5K
Customized pairs of shoes in the 2nd semester of 21

53



EVOLUTION OF POSITIONING WITH REBRANDING

TRACEABILITY AND LIFE CYCLE ANALYSIS

4 PHYSICAL STORES + E-COMMERCE

DTC OPERATION

5 MODELS FROM 33 TO 44

100% CARBON NEUTRAL

12 MN
PEOPLE IMPACTED

99,2%
GROWTH OF NEW USERS

15%
MALE SALE WITH 2X

CONVERSION RATE / FEMALE

54



ACCESS THE QR CODE TO SEE 

THE TRACEABILITY OF THE OLGA 

SHOE:

100% CARBON NEUTRAL
55
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+20% OF GROSS REVENUES ON THE 2ND SEMESTER
(VS 2019)

LEADING FOOTWEAR AND HANDBAG 
BRAND FOR 50 YEARS

THE PRIMARY BRAND IN THE AREZZO&CO GROUP

+148% OF ONLINE SALES GROWTH UP TO OCT/21 
(VS 2019)

+ 7 MILLION CLIENTS     

34% OF REVENUES INFLUENCED BY 

DIGITAL

57



DIGITAL GIANT
DIGITALIZATION AT THE POINT OF SALE

R$312M
OF SALES DRIVEN BY TECHNOLOGY IN 2021*

(*Zzapp/Retire e Entrega/Prateleira Infinita/Voucher vendedora)

Period: jan/21 – oct/21 )
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OMNI CLIENTS

OF OMNI-CUSTOMER GROWTH 
(JAN TO OCT/21 VS 2019)

10% 

AVERAGE EXPENDITURE AND 
FREQUENCY OF PURCHASE OF 
OMNI CUSTOMER VS WEB OR 
PHYSICAL STORE EXCLUSIVE 
CUSTOMER
(NOV/20  TO OCT/21 VS 2019)

DIGITAL GIANT

OF THE ACTIVE CUSTOMER BASE ARE OMNIS

59



+28% +23%

CUSTOMER 
CENTRICITY:

CAPTURE RETENTION REACTIVATION

VS 2020

Customers with a frequency 
of +1x a year

Customers without purchase in the last 
12 months returned to buy in 2021

New clients

60



MAIN CHANNEL AND LINK OF THE AREZZO BRAND

6% TURN OVER IN THE NETWORK SINCE 2016

GROWTH IN STORE BASE YEAR AFTER YEAR

73 FRANCHISEES HAVE MORE THAN A 
TEN YEAR RELATIONSHIP  

+450 CALLS WITH THE NETWORK IN THE LAST TWO YEARS

+ 1 A MILLION MONTHLY CONTACTS ON ZZAPP
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36M INFLUENCED REVENUE
+30% OF TOTAL SELL OUT

11% CONVERSION RATE IN ZZAPP

HISTORIC RESULT IN NOVEMBER
DIGITALIZATION OF THE POINT OF SALE

R$142M

780K 101K

+12% VS 2019

+17% FOOTWEAR +10% BAGS
Accumulated November (until 29/11)
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STARTING 2022 ON THE 
RIGHT FOOT

R$ 118 MILLION
PORTFOLIO ORDERS FOR REVENUE

WINTER 2022 WITH GROWTH OF
+R$50 MILLION / +64% (VS 2021)

63



STRENGTHENING AND ACCELERATION FOR 2022 

OMINI
CHANNEL BUSINESS

STRENGTHENING OF 
THE FRANCHISEES

TO BE PROJECT AND BASE

BRIZZA AREZZO
BAMBINI

POTENTIAL OF
40% OF INFLUENCED REVENUE

20% POTENTIAL
OMNI WEB REVENUE

(IN 2021 IT IS 15%)

MCKINSEY WORLD’S LARGEST 
CONSULTANCY 

BOOST SELL OUT OMNI 
PERFORMANCE BY INCREASING 

MARGIN

SIZE OF THE BRAZILIAN MARKET FOR 
BEACH SANDALS

2.5BI 

14% 
SHARE

IN THE SELL OUT OF THE AREZZO 
BRAND

SIZE OF THE CHILDREN’S FOOTWEAR 
MARKET

7.0BI

OPPORTUNITIES OF NEW 
GENERATIONS WITH THE BRAND’S 

CUSTOMERS

64



FROM GENERATION TO GENERATION

65



SIZE OF THE CHILDREN’ FOOTWAR MARKET IN 
BRAZIL 

7.0Bi

FIRSTSTEPS

R$2.0Bi
CHILDREN’ FOOTWEAR FOR GIRLS -CLASSES A/B

66



IN 8 MONTHS, AREZZO BAMBINI IS ALREADY IN

+760
POINTS OF SALE ACROSS BRAZIL

67



FIRSTSTEPS

COLLABOR 
ATIONS

MINI ICONSMOTHER´S DAY

FABER CASTELLLAUNCH 
MOTHER & DAUGHTER

PRODUCT

CHILDREN´S
DAY

CHILDREN’S CALENDAR

68
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MARKET FOR WOMEN'S FLIP 
FLOPS IN BRAZIL

R$2.5Bi
ABOUT 10% OF THE TOTAL WOMEN'S FOOTWEAR MARKET IN BRAZIL

50% BEING PREMIUM FLIP FLOPS
70



IN THE MARKET OF PREMIUM WOMEN'S FLIP FLOPS IN 
BRAZIL IN THE PRICE RANGE ABOVE R$49.90

BRIZZA AREZZO ALREADY HAS

71



FIRST YEAR
BRIZZA

revenue

items sold

14% SELL OUT VOLUME
REAL ATÉ OUT/21 + PROJ. DEZ

points of sale in Brazil

72



BRIZZA CLIENT

of new customers in the base vs network average

P/A +42%

of the buying customers in the brand

retention of

1x higher frequency in the last 12 months
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STRONG EXPANSION OF NEW 
SALES CHANNELS

E-COMMERCE 
GROWTH

CHAIN STORES FAMILY MULTIBRAND GROWTH OF
SALES IN AREZZO 

STORES
14% OF

SELL OUT VOLUME
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BRIZZA IN 2022
strengthening of
the branding and
brand positioning

standardization of
sales over the 12 

months

product
development

lifestyle

CELEBRITY AS ANNUAL 
BRAND AMBASSADOR

2 GREAT CAMPAIGNS

360 ANNUAL 
COMMUNICATION STRATEGY

STRONG INVESTMENT IN 
MEDIA

CREATIVE DIRECTOR
GIOVANNI BIANCO

LESS SEASONALITY 
DURING THE YEAR

PRODUCT 
STRENGTHENING

RAW MATERIAL CHAIN

EXPERIENCES 

CONNECTION WITH THE 
CUSTOMER 

NEW YEAR AND CARNAVAL 
ACTIVATIONS

#CIRCUITOBRIZZA

AUTOMATIC REPLACEMENT 
OF BEST SELLERS ITEMS
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IN 2022
COMING

76
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THE BRASILIAN WITH

the largest network of 
followers and engagement

IN SOCIAL MEDIA

A POWER IN INFLUENCE
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+ 7 M

+ 57,2 M  

+ 13 M

GLOBAL SCOPE

+ 12 M

+88M 
FOLLOWERS

+3M 
PER POST

VIEWS
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EXPRESSIVE RESULTS IN SKOL BEATS

MADE REXONA THE WORLD'S MOST SELLING PRODUCT AT 
UNILEVER

IS PART OF NUBANK´S BOARD OF DIRECTORS

GREAT ASSET FOR BRIZZA IN 
2022

80



powerful
irreverent

young
darring

81



BRIZZA
important brand pipeline
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OUR DIGITAL TRANSFORMATION EXISTS TO 
GENERATE MORE VALUE FOR OUR 
CUSTOMERS

INTEGRATION OF CHANNELS FOR AN OMNI-CHANNEL 

EXPERIENCE AND WITHOUT RUPTURES

CHANNELS

DIGITAL FASHION PLATFORM WITH BRAND  EXPERIENCE FASHION GROUP WITH THE MOST REPEAT 

CUSTOMERS

TO INTERPRET TENDENCIES AND PROVOKE DESIRES 

FOR THE CREATION OF THE BEST PRODUCTS

INTEGRATION OF TECHNOLOGY FEEDING A 

SMART DATA LAYER

TECHNOLOGY
CUSTOMER

BRAND/PRODUCT

84



CUSTOMERS:
OUR
BIGGEST ASSET
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BRANDS PLATFORM

10.1MM
2019 - 8.4MM

+

GROWTH IN THE FULL BASE FROM 2019 
TO 2021 (Arezzo&Co + AR&Co)+31%

Individual CPFs 

REDUCING ACQUISITON COST AND MAXIMIZING LIFETIME VALUE

OF THE CUSTOMERS PURCHASE  IN

16%
2 OR MORE BRANDS

+ AVERAGE 
EXPENDITURE

+ FREQUENCY

MULTIBRAND STRATEGY ENHANCES OUR ”SHARE OF CLOSET” AND PROMOTES 
GROWTH ACROSS ALL THE BUSINESSES

* PerIod: Nov/20 to Oct./21
86



TM R$313 PA 1.52

+17% +9%
THAN PHYSICAL STORES THAN PHYSICAL STORES

FRQ 4.2

+2.3x
THAN PHYSICAL STORES

OMNI CUSTOMERS
EXPANDING THE RELATIONSHIP, ENGAGEMENT AND LOYALTY IN OUR BRANDS

AVERAGE OMNI CUSTOMER EXPENDITURE  IS 3X GREATER
THAN THE OFF AND ON EXCLUSIVES

*  Arezzo&Co data / Period: Nov/20 to Out./21
87



Q4/19 Q1/20 Q2/20 Q4/20 Q1/21 Q2/21 Q3/21Q1/19 Q2/19 Q3/19Q4/18Q3 2021Q3 2019

69.3%

19.5%

11.3%
500,000

3,500,000

2,000,000

OMNI WEB LF

90%

5%

5%

70%

19%

11%

2,931,438

3,253,717

+11%

500,000

3,500,000

2,000,000

ACTIVE CUSTOMER BASE* TREND IN THE ACTIVE CUSTOMER BASE

* Purchasers in the last 12 months Arezzo&Co

OMNI GROWTH Q3/21 VS Q3/19

OMNI CUSTOMERS
MAINTENANCE OF LEVEL ACHIEVED AT THE PEAK OF THE PANDEMIC WITH A BROAD AVENUE OF GROWTH 
LYING AHEAD

120%

5.5% 

4.9% 

89.6% 

Q3/20



100 STORES - AREZZO

TECHNOLOGY PEOPLE AND MANAGEMENT

CHRISTMAS 2021EXPERIMENTATION

+

ROAS 35ROAS 48
MVP 20 STORES - 3 MONTHS

of representativity in the total sell out of 
the month in benchmark stores30%

Empowerment of the stores for generating local content, maximizing sell 

out and attracting new customers

CRM – NEW COMMUNICATION APPROACHES
GEO SOCIAL: USING INTELLIGENCE OF THE NETWORK FOR LOCAL STRATEGIES IN SOCIAL MEDIA

* ROAS = Return on ad spend
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IN SIGNATURES IN A SOFT OPENING
WEEK

+R$1MM
RECEIPT OF MONTHLY BOX WITH SUPRISES, 
EXCLUSIVE EXPERIENCES AND CASHBACK

INCREASE IN CONVERSiON OF 
THE BASE

27%
INCREASE IN TICKET OF CLUB  

SIGNATORIES

22%

CRM – EXPERIENCES
SCHUTZCIETY: SEMI-ANNUAL SIGNATURES CLUB FOR SCHUTZ CUSTOMERS
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OMNI
COMMERCE
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92

LAUNCH OF THE NOVA UX WITH INCREASE IN 

ENGAGEMENT

Stores Using

724

Sell Out Influenced 10M21

365MM

ZZ’APP (SELLER’S APP)

SELL OUT AREZZO&CO

29%

OF ACTIVATIONS (TO

OCT/21)

18.5MM SELL OUT WEB

+10%
PICK UP AND DELIVERY

WE EXECUTED

INFLUENCED REVENUE (JAN-OCT)

SELL OUT AREZZO

34%

IN SP = 35% OF  SALES WEB

OF THE SALES OF 2021 WERE

DRIVEN BY DIGITAL40%

OMNI FOR PHYSICAL NETWORK / DIGITAL TOOLS
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CONTINUING EVOLUTION AND CONSISTENT RESULTS

DIGITAL TOOLS E-COMMERCE

163MM

Q3/21 COMPARED 
WITH Q4/20 +27%

Q4/20 Q1/21 Q2/21 Q3/21

162MM* 159MM

175MM

206MM

IN THE REVENUE OF 
APPS+89%

142MM

205MM 207MM

Q4/20 Q1/21 Q2/21 Q3/21

DIGITAL TRANSACTIONS

Revenues Arezzo&CO + AR&CO – October/20 to September/21

Delivery and Pick up/infinite Aisle/Seller’s Voucher/Fashion Delivery (Malinha) and Influenced 
Revenue/ZZLink

*Excludes data for Baw Clothing, My Shoes and TROC

Revenues E-commerce Arezzo&CO + AR&CO (Oct/20-Sep/21)
*The numbers for Q4/20 consider only AR&CO from December

Apps Arezzo&CO

IN THE 9 MONTHS OF 2021 TRANSACTING 554MM IN THE  9 MONTHS FROM 2021 TRANSACTING 540MM 
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HOUSE OF BRANDS:
ZZ MALL
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- Kick off marketplace operation

- Launch with focus on awareness

- Expansion catalog of brands

- App as a unique brand experience

- Launch of ZZPay

- 27% of the customers made at least
2 purchases using the cashback
benefit in the period

2020
2nd half

2021
1st half

2021
2nd half
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1.65 AVERAGE

E-COMMERCE

1.84
Frequency of purchase

90 days

82
NPS of the platform

ZZ MALL

JANUARY TO OCTOBER/21

33.6%
New customers

AREZZO&CO

GROWING NUMBER

Q-vs-Q

82%
Orders using ZZPay in 

the app

40% PARTICIPATION OF THE
APP

INDICATORS FOR THE FIRST YEAR REINFORCE THE CAPACITY OF ACQUIRING NEW CUSTOMERS FOR 
AREZZO&CO

ZZ MALL
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Omni channel business with digitalization 

and integration of stock with multi-brand 

and factories

The power of the Arezzo&Co brands with 

the curatorship of 3P for full look of the 

customer

Consolidation of ZZPay and

development as a payment portfolio

FOCUS ON 1P NEW CONNECTIONS EXPANSION LOYALTY

ONE STOP SHOP

2022
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TECHNOLOGY 
PLATFORM
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R&D, PLANNING, 
MERCHANDISING

SOURCING AND
PRODUCTION

LOGISTICS
DISTRIBUTION 

CHANNELS

BACKBONE

BUSINESS
INTELLIGENCE

SPECIALIST SYSTEMS

ROBUST, SCALABLE AND FLEXIBLE PLATFORM WITH A CONTINUOUS CYCLE OF INVESTMENT

TECHNOLOGICAL PLATFORM

M&A

DIGITALIZATION VIA E-COMMERCE AND 
DIGITAL TOOLS

OPERATIONAL INTEGRATION

INTERNALIZATION OF FOOTWEAR

INTEGRATION OF NEW BUSINESS MODELS

My Shoes with Mercado Livre in 60 days

Vans and Reserva

Reserva GO in 70 days

Implementation of Vans in 60 days

NEW BUSINESSES
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DATA AND INTEGRATIONS

TECHNOLOGICAL BACKBONE (ERP)



ZZHUB +
CULTURE OF 
INNOVATION
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4,000m² of area

200 work positions

CENTER FOR DEVELOPMENT AND INCUBATION OF PRODUCTS AND DIGITAL BUSINESSES

INNOVATION AND CO-CREATION HUB
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PRIORITIES
2022
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06. OMNI04. CORE
CUSTOMER

01. SYNERGY AREZZO&CO + AR&CO

02 . DATA + LOYLATY

05. FUTURE OF ECOMMERCE

03. TECHNOLOGICAL PLATFORM 

MAIN INITIATIVES IN 2022 TO CONTINUE TO TRANSFORM THE EXPIERENC3E OF OUR CUSTOMERS
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06. OMNI04. CORE
CLIENTE

01. SYNERGY AREZZO&CO + AR&CO

02 . DATA + LOYALTY

05. . FUTURE OF ECOMMERCE

03. TECHNOLOGICAL PLATFORM 

MAIN INITIATIVES IN 2022 TO CONTINUE TO TRANSFORM THE EXPERIENCE OF OUR CUSTOMERS

+1 Billion
IN SALES IN OUR E-COMMERCES
IN 2022

* Arezzo&Co + AR&CO + ARZZ 104



CASSIANO 
LEMOS 

S
U

P
P

L
Y

C
H

A
IN

105



106

FOR US, THIS CHALLENGE IS AN OPPORTUNITY.
OUR VERTICALIZATION AND BUSINESS MODEL ARE, IN THIS CONTEXT, AN EVEN 
GREATER DIFFERENTIAL.

VEJA - SEPTEMBER/20



SINCE 1972, FROM THE HANDS OF 

SHOEMAKERS TO THE FEET OF THE 

CUSTOMERS

107

INDUSTRY RETAILSYMBIOSIS



“SOFTWARE FACTORY” OF FOOTWEAR + 

108

“SOFTWARE FACTORY” OF 
FOOTWEAR

COST PLUS MODEL,
OF FIXED MARGINS, WITH EVERYONE WORKING 
WITH THE SALE PRICE IN THE STORE AS TARGET

MONITORING AND RAPID REACTION

DEVELOPMENT OF INTEGRATED MANAGEMENT SELL OUT DRIVEN
OF SUPPLYPRODUCTS IN HOUSE MODEL

INTEGRATED SUPPLY MANAGEMENT

COLECTION PLANNING TREND RESEARCH PRODUCT DEVELOPMENT
SELL - IN PRODUCTION DISTRIBUTION STORE

STORES SELL-OUT FEEDBACK
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DEVELOPMENT TECHNOLOGY

AGILITY AND FLEXIBILITY IN PRODUCT DESIGN, FROM THE DEVELOPMENT AND CHOICE OF RAW 
MATERIALS TO PRODUCTION.

OF PRODUCTS IN HOUSE

EXAMPLE: LEATHER REPLACEMENT
GOAT LEATHER/MESTIZOUS COACH

VACUM PRICE INCREASE: ˜40%

INCREASE IN MESTIÇO PRICE : ˜10%

VOLUME OF MESTIÇO IN 2S20: 31K M2

VOLUME OF MESTIÇO IN 2S21: 157K M2 
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DIFFERENT SCENARIOS,

PRODUCTIVE CAPACITY MANAGEMENT STRATEGY ADAPTED 
TO REALITY

DIFFERENT SOLUTIONS

111

2020

2021/22

Demand uncertainty

EXPANSION  OF SOURCING MATRIX

FORTNIGHTLY COLLECTIONS

Supply uncertainty

AND ANTICIPATION OF DECISIONS



QUICK EXPANSION OF THE MANUFACTURERS NETWORK, ESPECIALLY OUTSIDE RS

112

NEW OWN FACTORY

SOURCING: PROCESS
OF FLEXIBLE PRODUCTION

PAIRS / MONTH

VERANÓPOLIS - RS

POTENTIAL PRODUCTIVE CAPACITY

NEW FACTORY PROSPECTING

NORTH EAST

PAIRS / MÊS

POTENTIAL PRODUCTIVE CAPACITY

160K 200K
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LOGISTICS IN THE CORE OF THE BUSINESS
CONTINUOUS IMPROVEMENT OF OPERATIONS

*CONSOLIDATED 9M/21

114

DRIVEN ITEMS

+16MM
TRANSPORTATION 
PERFORMED

+134K
MUNICIPALITIES WITH 
DELIVERIES

+1.7KB2B

ON-TIME DELIVERIES

+97%
DEADLINE REDUCTION

-18%
DEVLIVERIES IN NEXT OR  
SAME DAY OMNI

+100KB2C

21 x 20



STRONG INVESTMENTS IN LOGISTICS EXPANSION

LOGISTICS EXPANSION

115

NEW DC RJ (AR&CO)

12K M²

5K M²

1T22
NOVO DC ES (AREZZO&CO)

1T23

4K M²

22K M²
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COLLABORATIVE 
COLLECTION 
CONSTRUCTION

DATA AND ANALYTICS 
FOR ASSORTMENT 
DEFINITION

IN SEASON 
MANAGEMENT AND 
FAST REACTION

SYNCHRONIZATION 
BETWEEN DEMAND AND 
PRODUCTIVE CAPACITY

REDUCTION IN 
LEAD TIME (B2B E 
B2C)

TOTAL STORES AND ONLINE 
INTEGRATION

CHANNEL 
INTEGRATION

SOURCING
AND LOGISTICS

MERCHANDISING AND SUPPLY

INTEGRATED SUPPLY CHAIN,

3RD FRONT2ND FRONT1ST FRONT

VERTICAL AND FLEXIBLE

CONNECT WITH AGILITY THE CUSTOMER'S DESIRE, WHERE SHE IS, TO THE DESIRED 
PRODUCT, WHERE IT IS
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LAUNCH CALENDAR

HIGH COLLECTION FREQUENCY

FAST REACTION

E-SHOWROOM

INTEGRATED SUPPLIER MANAGEMENT

GREATER ASSERTIVENESS OF ASSORTMENT

NEW BRANDS

118

SUPPLY PLATFOTM PLUG&PLAY



EVOLUTION OF MERCHANDISING AND SUPPLY
USE OF ANALYTICS AND COLLABORATION WITH THE NETWORK FROM THE START TO THE END OF 
THE PRODUCT CYCLE

IN SEASONPRE SEASON

119

DATA WITH COLLABORATION IN THE 
DEVELOPMENT OF THE COLLECTION 

FOR GREATER ASSERTIVENESS

COLLABORATIVE 
COLLECTION 

CONSTRUCTION

TOOLS FOR PURCHASING 
DECISIONS, WITH BRAND 

DIRECTION

ASSORTMENT AND 
ASSERTIVE SUPPLY

REDUCTION IN BEST SELLERS 
PRODUCTION AND DELIVERY 

LEADTIMES

PRODUCTION AND 
DISTRIBUTION

TOOLS FOR MANAGING THE WHOLE 
SELLOUT CYCLE AND RAPID 

REACTION

IN SEASON 
MANAGEMENT AND 

FAST REACTION



1 2 3 4 5
“SOFTWARE FACTORY“ 
OF FOOTWEAR AS A 
DIFERENTIAL

PRODUCTION 
FLEXIBILITY

PLUG&PLAY SUPPLY 
PLATFOTM

ADVANCED ANALYTICS 
IN MERCHANDISING

LOGISTIC EXPANSION
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INTEGRATED MANAGEMENT
AND DIGITAL CHAIN
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STRATEGIC MAP – PILLARS AND LEVERS

PEOPLE AND CULTURE

NEW BRANDS AND SEGMENTS BRAZIL INTERNATIONAL MARKET

TRANSFORMATION OF THE BUSINESS MODEL ENGINE 2.0

DATA AND TECHNOLOGY

GROWTH OF THE CORE / EXPANSION OF THE CURRENT BRANDS

AR&CO

S
T

R
A

T
E

G
IC

 A
R

E
A
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STRATEGY M&A LICENSING ZZ 

VENTURES

STRATEGIC AREA – PILLARS
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RESULT OF THE VANS OPERATION IN BRAZIL A WORLD 

HIGHLIGHT - IMPACTS OF AREZZO&CO MANAGEMENT:

▪ LOCAL SOURCING

▪ GROWTH BY CHANNEL

GROWTH LEVERS AND BRAND CONSOLIDATION IN THE 

BRAZILIAN MARKET
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▪ REGIONAL GROWTH 

BOOSTED BY BRAZIL 

(STORE OPENINGS AND 

BRAND AWARENESS)

▪ LOCAL BRAND RELEVANCE 

GAINING GLOBAL 

IMPORTANCE

RESULT: 

VANS 

OPERATION IN 

BRAZIL A 

WORLD 

HIGHLIGHT:
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LOCAL PRODUCTION REPRESENTATIVENESS 

INCREASE

FROM  30% 
TO 68%

IMPACTS OF 

AREZZO&CO 

MANAGEMENT:

LOCAL PRODUCT 

DEVELOPMENT AND 

SOURCING

NUMBER OF SKUs DEVELOPED:

FROM 313 TO 
491 +57%
ACQUISITION OF THE VULCANIZED 

FOOTWEAR PLANT – PRODUCTION START IN 

2023

IMPROVED QUALITY OF LOCAL 

PRODUCTION
128



CONSISTENT GROWTH ON THE 
WHOLESALE CHANNEL 

▪ REPRESENTS 55% OF THE BRAND’S 

TOTAL

▪ STRONG REVENUE GROWTH +40% 2019 

+59% 2020

▪ 951 NEW DOORS OPENED, 70% OF 

WHICH FOCUSING ON SPECIFIC 

SEGMENTS TO THE CORRECT 

CONSUMER

▪ 19 TRAINING SESSIONS WITH 4,000 

SALES STAFF AUDIENCE

IMPACTS OF  AREZZO&CO 
MANAGEMENT:
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IMPACTS OF 

AREZZO&CO 

MANAGEMENT:

DIRECT TO 

CONSUMER

▪ 18 STORES OPENED SINCE OPERATION START (25 STORES 

AT YEAREND 2021)

▪ STORES 100% INTEGRATED WITH THE AREZZO&CO 

MANAGEMENT SYSTEM AND OMNICHANNEL TOOLS

▪ AVERAGE MONTHLY SALES OF R$500K

▪ SELL-OUT CULTURE:

▪ DAILY CLOSENESS WITH STORES

▪ SALES CONVENTION HELD 3X PER YEAR

▪ CUSTOMER LIST GROWTH (FROM 23K TO 128K), 

GENERATING CONSUMER LOYALTY
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▪ 30% GROWTH IN 2021 AND 21% REPRESENTATIVENESS 

FOR THE BRAND

▪ 154% AST INCREASE

▪ 167% VISITS GROWTH:                   26.5 MILLION IN 2021

▪ OPTIMIZED PRODUCT MANAGEMENT, REDUCING 

BREAKS AND INCREASING THE CONVERSION RATE BY 

12%

▪ LOYLATY-ORIENTED CUSTOMER MANAGEMENT: 

PREPARATION FOR VANS FAMILY IMPLEMENTATION

E-COMMERCE

IMPACTS OF 

AREZZO&CO 

MANAGEMENT:
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THROUGH:

▪ BRAND PURPOSE

▪ 4 SUPPORTING PILLARS:

▪ ACTION SPORTS

▪ ARTS

▪ MUSIC

▪ STREET CULTURE

2021 GROWTH 

LEVERS
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ROBLOX

VANS WORLD
▪ THE BRAND’S FIRST METAVERSE 

EXPERIENCE

▪ BRAND PURPOSE STRENGTHENING WITH 

THE POTENTIAL TO LEVERAGE CREATIVE 

EXPRESSION BEYOND THE PHYSICAL 

WORLD

▪ A DIGITAL-WORLD COMBINATION OF 

SKATEBOARDING, FASHION AND 

COMMUNITY

2021 GROWTH 

LEVERS

BRAND PURPOSE
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COLLABS

▪ LIBERTY

▪ WHERE’S 

WALLY?

▪ SPONGEBOB

▪ PRIDE

2021 GROWTH

LEVERS

BRAND 

PURPOSE
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HERITAGE

PROGRESSION

▪ STRENGTHEN BRAND PURPOSE

▪ KEEP PRODUCT HERITAGE ENERGIZED

▪ CONNECTS US TO NEW CONSUMERS

▪ INNOVATION/ TECHNOLOGY/ BENEFITS

2021 GROWTH

LEVERS

https://www.vans.com.br/sapatos/tenis/tenis-era/p/1002000650001U


ACTION SPORTS

▪ SKATEBOARDING CLASSICS: CLASSIC 

SILHOUETTES GAIN CONSTRUCTION AND 

DESIGN UPDATES – BRAZILIAN 

SKATEBOARDER GIOVANNI VIANNA 

STARRING THE GLOBAL CAMPAIGN

▪ NEW SILHOUETTES RELEASED ON THE 

MARKET WITH +60% TURNOVER IN 3 

WEEKS – WAYVEE

▪ OLYMPIC SKATEBOARDING: 

CELEBRATING THE SKATEBOARDING 

COMMUNITY. PEDRO BARROS WON THE 

SILVER IN THE PARK EVENT

2021 

GROWTH LEVERS
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▪ FELINI MUSIC VIDEO: THE FIRST 

VANS-CRIOLO JOINT PROJECT; 

DONE ENTIRELY IN 3D 

FEATURING CHARACTERS 

WEARING THE OLD SKOOL SHOE

▪ MUSIC VIDEO PRODUCED USING 

GAMING TECHNOLOGY

MUSIC:
2021  GROWTH 

LEVERS
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MUSIC:
▪ 30,000 REGISTRATIONS

WORLDWIDE – 5,000 FROM BRAZIL

▪ CRIOLO AS REGIONAL PLATFORM 

AMBASSADOR

▪ BRAZILIAN ARTIST JOY SALES WON 

THE 2021 VANS MUSICIANS 

WANTED 2021

▪ CELEBRATING BRAZILIAN 

MULTICULTURALISM AND 

REINFORCING THE MESSAGE OF 

MUSICAL, SOCIAL AND RACIAL 

DIVERSITY

2021  GROWTH 

LEVERS
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▪ BRAND CAMPAIGN SPOTLIGHTING 

ARTISTS AND CELEBRATING 

CREATIVITY

▪ WORLDWIDE DISSEMINATION 

THROUGH VANS.COM, CULTIVATING  A 

DIGITAL SPACE FOR GLOBAL PROJECTS

ARTS: BRAND

CAMPAIGN

2021  

GROWTH

LEVERS
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STREET CULTURE:

AV. PAULISTA VANS 

BRAND SHOWCASE

▪ 250 SQUARE-METER  STORE

▪ AV PAULISTA: THE EPICENTER OF STREET 
CULTURE IN LATIN AMERICA

▪ 360-DEGREE BRAND EXPERIENCE

▪ MEZZANINE SKATEBOARD SHOP

▪ PRESENCE OF THE 4 BRAND PILLARS

▪ R$ 15M/YEAR SALES FORECAST

2021 GROWTH LEVERS
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▪ FOCUS ON BRAND AWARENESS

▪ CONTINUE THE EXPANSION PLAN IN 2022

▪ FURTHER REINFORCE THE E-COMM CHANNEL 

WITH TECHNOLOGIES TO PROVIDE A BETTER 

CUSTOMER EXPERIENCE

▪ INTENSIFY THE STRENGTHENING OF THE 

CLOTHING AND ACCESSORIES CATEGORY

▪ KEEP FOCUS ON MAINTAINING THE VOLUME 

AND QUANTITY OF LOCAL PRODUCTION OF 

FOOTWEAR, CLOTHING AND ACCESSORIES

NEXT STEPS IN 

2022:
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Results21

InvestorDay 2021
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42.9M
EBITDA by Sep/21

239%
growth vs. 2019

with

428M
in sales by Sep/21

460%
Online sales growth by Sep/21 
(vs. 2019)

68%
active customer base
growth

43%
influenced sales on the Online 
channel

STRONG PERFORMANCE WITHIN THE                                                          GROUP
The fastestgrowing brand in Brazil
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What is  Reserva?

InvestorDay 2021



Reserva 
ecosystem

Footwear & 
accessories & 

athleisure

1p & 3p brand 
curating

Brand
licensing

Casual & 
jeans wear

Relaxed 
work wear

Casual & 
basics & 

jeans wear

Smart 
basics

Basics print 
on demand
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The customer at 
the heart of the 
consumer
journey

Flywheel

InvestorDay 2021
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Major levers 2021

InvestorDay 2021
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Major value levers 2021

Launch
calendar
change

Arezzo&Co 
Integration

RM & AB Governance

Unique management 
model

CSC: Expansion and  
Back Office

People &
Management &

Purpose

Made 
proudly in 
Brazil

5    6    M
Over

meals
supplemented

New brands 
and product 

lines

Reserva Jeans

Colabes
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Major value levers 2021
Print on
Demand

Omnichannel 
selling

B2C Comercial
Management

20% of Mix

BRL 36.4 M 
In Sell-In sales in 9M21
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Major value levers 2021

Branded Content Franchise 2.0
New 

Digital
Platform

OnOff
Events

1,500 
digital 

influencers

Integrated 
management of 

franchises and own 
stores

Local partners

Pandemic growth

Seller Center 
Franchises and 

Multi-brand
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Major value levers 2021
New store format

InvestorDay 2021
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InvestorDay 2021

Major value levers 2021
New store format
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InvestorDay 2021

Major value levers 2021
New store format
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InvestorDay 2021

Major value levers 2021
New store format
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Guidance2022

InvestorDay 2021
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2.5% 1-1.5%

Good news
I N V E S T O R  D A Y  S P E C I A L2 0 2 1  E D I T I O N

Website conversion rate of the market

83% Conversion rate growth 
vs. 2019
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Opportunity22

On the other hand, bounce rate

Assortment Availability Usability Price
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R E S E R V A

Women’s
Lifestyle

Marketplace

Solution

Innovative

Loyalty
Program
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Lifestyle
Marketplace

Solution
Innovative
Loyalty

Program

AB public, men’s, 
women’s and 

children’s

Over 5 million men, 
women and children

All through the 
best basics in  

Brazil

The current R$ 46 B 
addressable market 

will grow an 
additional R$ 21 B  

with Reserva Men’s 
and children’s

50% of sales at 
Reserva stores are 
currently made to 

women

Opportunity to be 
found in 

complementary items 
to the current 

assortment

Adherent to our 
lifestyle

Product of the T-
shirt Subscription 

MVP :

10 thousand 
subscribers

62% of subscribers 
return within 70 days

The program's 
average return time is

35 days

R E S E R V A

Women’s
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M&A

CAROL BASSI
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ANOTHER STEP TOWARDS 

CONSOLIDATION OF THE 

FASHION MARKET

WOMEN'S CLOTHING A/B ADRESSABLE MARKET

SOURCES: EUROMONITOR, IBGE AND GEOFUSION, 2019

R$ 15,4 BN
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“ALWAYS WITHIN THE CURRENT TREND”

“CLOTHING WITH A DESIGN THAT ENCHANTS ME”

“I WOULD RECOMMEND IT TO MY FRIENDS AND FAMILY MEMBERS”

“DIFFERENTIATES ITSELF IN TERMS OF PRODUCT DURABILITY”

MARKET RESEARCH

INSPIRES ME AND RESPECTS ME

BRAND AMONG THE BEST REVIEWED IN A SURVEY WITH 1,500 RESPONDENTS ON 

WOMEN'S CLOTHING
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AUTHENTIC AND INSPIRING 

DIGITAL INFLUENCER AND 

ENTREPRENEUR, WHO 

TURNED HER LIFESTYLE 

INTO A BRAND, FOUNDED 

IN 2014.
CAROL

BASSI
164



ELECTED BY FORBES AS ONE OF THE SUCCESSFUL 

WOMEN IN BRAZIL IN 2021.

SELF-MADE WOMAN, RAISED IN THE FASHION 

UNIVERSE AND PASSIONATE ABOUT HER BUSINESS.
165



ONE OF THE MAIN LUXURY 

CLOTHING BRANDS IN BRAZIL

62
EMPLOYEES

2
STORES (RJ & SP)

R$ 1.279
AVERAGE PRICE
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#1 WHOLESALE CUSTOMER 

PER REFERRAL

#1 WHOLESALE SHOWROOM

FASHION SHOW TO LAUNCH 

THE BRAND WITH 1ST 

TRICOT COAT

OPENING OF THE 

CORNER WITHIN 

GUARANÁ 

BRAZIL AT AL. 

LORENNA

2014

CONVERSION OF 

THE GUARANÁ 

BRAZIL STORE 

INTO CAROL 

BASSI

2015

EVENT IN NY TO 

LAUNCH NEW 

COLORS FOR 

TRICOT COAT

CLOTHING PIECE 

BY CAROL BASSI 

APPEARS IN THE 

TV CHANNEL 

GLOBO

2016

POP UP STORE IN NY 

ON THE 2ND FLOOR 

OF HUEB

(MADISON AVENUE)

PEAK OF SALES OF 

THE TRICOT COAT

2017

2019

OPENING OF 

THE STORE AT 

SHOPPING 

CIDADE 

JARDIM/SP

2021

OPENING OF 

POP UP IN RJ

PREMIERE ON 

SPFW

1ST POP UP IN 

CIDADE 

JARDIM/SP
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COLLAB 

CAROL BASSI AND

MARIA RUDGE

CAMPAIGN

LAUNCH OF THE SUMMER OF 

2022

SUCCESSFUL CAMPAIGNS

ABSOLUTELY DESIRED COLLECTIONS
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PROXIMITY TO THE PUBLIC
CAROL BASSI´S OFFICE CONNECTED TO THE STORES FITTING ROOM FOR INTERACTION WITH CUSTOMERS

EXPERIENCE AND ENGAGEMENT
CONSUMER IN THE CENTER WITHOUT DISTINCTION BETWEEN PHYSICAL AND DIGITAL

LIFESTYLE BRAND
CURATED BY CAROL BASSI THROUGH OWN PRODUCTS AND THIRD PARTIES

LOYALTY
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OWN STORES

CONCEPT STORE

STORE, MARKETPLACE, SHOWROOM, FITTING ROOM, 

OFFICE AND LOGISTICS IN A SPACE OF 940 M2

SHOPPING CIDADE JARDIM – SÃO PAULO

STRONG SALES OF MORE THAN R$ 35MM/YEAR

POP UP STORE - RIO DE JANEIRO

OPENING IN OCTOBER 2021

115M²
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GO

5% PR
5%

RJ
7%

SC

10%

RS

11%

MG

12%

SP
28%

OTHERS

22%

PRESENCE IN +20 STATES

APROX. 90 CLIENTS

SALES BREAKDOWN (%)

MULTI BRAND CHANNEL
GREAT EXPANSION 

OPPORTUNITY OUTSIDE SÃO 

PAULO
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DIGITAL CHANNEL

STRONG DIGITAL COMMUNITY

DIGITAL PLATFORM WITH OVER 55 GROUPS IN 

DIRECT CONTACT WITH THE SELLERS

OVER 8 THOUSAND WOMEN 

PARTICIPATING IN THE GROUPS

2X A DAY GROUP UPDATES WITH NEW 

RELEASES

OVER 320K FOLLOWERS ON 

INSTAGRAM
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ESG INITIATIVES

100% OF THE PROCEEDS 

OF THE ANNUAL 

PHILANTROPIC BAZAARS 

REVERSED TO SOCIAL 

PROJECTS IN BRAZIL

CAROL BASSI AND ALE 

FARAH PARTNERSHIP: 

CACTUS LEATHER 

BAGS

CAROL BASSI LAUNCHES 

IN 2018 FAKE SKIN 

CAPSULE COLLECTION IN 

PARIS
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(1) CONSIDERA CLASSES A - RENDA MÉDIA DOMICILIAR DE R$ 22.716,99 E CLASSE B1 - RENDA MÉDIA DOMICILIAR R$10.427,74. (CCEB 2020) 

110 MM
GROSS REVENUES RANGE IN 2022

FINANCIALS

32 MM
EBITDA RANGE IN 2022
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(1) CONSIDERA CLASSES A - RENDA MÉDIA DOMICILIAR DE R$ 22.716,99 E CLASSE B1 - RENDA MÉDIA DOMICILIAR R$10.427,74. (CCEB 2020) 

WE ARRIVED, IN EXCELLENT 

COMPANY, IN WOMEN'S 

CLOTHING!
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ROLL-OUT OF STORES IN BRAZIL IN 2021  

+ 71  NET STORES
+ 36 AREZZO&CO

+ 35 AR&CO  

2014 2015 2016 2017 2018 2019 2020 AR&CO
ACQUISITION .

2020

AREZZO&CO
CONSOLIDATED.

2021



OPENING OF STORES IN BRAZIL IN 2022 - GUIDANCE 

2014 2015 2016 2017 2018 2019 2020 AR&CO
ACQUISITION.

2020

AREZZO&CO
CONSOLIDATED.

2021

AREZZO&CO
CONSOLIDATED.

2022

+ 70 TO 90 NET STORES
+ 40 TO 50 AREZZO&CO

+ 30 TO 40 AR&CO  



THANK YOU!



TOWARDS 
2154!


