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OPENING 

REMARKS
ALEXANDRE BIRMAN
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2021 

4



BRANDS 
OVERVIEW 2020

5



6



7

AREZZO’S NEW 

CATEGORY AIMS TO 

REACH A NEW 

ADDRESSABLE 

MARKET:
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SUCCESS FRONTS FOR THE LAUNCH OF BRIZZA AREZZO
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40M 7,1M 9M 1M
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+ R$ 25MM

1M

13%
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LIVESHOP
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THE SCHUTZ BRAND
HAS BEEN POSTING SIGNIFICANT GROWTH RESUMPTION

COMPARED TO 2019

*DATA FROM OCT TO NOV/20 22
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SCHUTZ

•

•

•

BEST SELLERS 

CONTRUCTIONS

38

RESTOCKING BEST SELLERS ITEMS

83K 54% 200K
+

MERCHANDISING
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6 DAYS AFTER LAUNCH:

+ 3,000 PAIRS SOLD  

+ 500 HANDBAGS

+ 300 CLOTHING ITEMS

TOTAL TURNOVER OF 20%

15% SHARE 

IN DECEMBER REVENUE

+ 22MM IMPACTED BY REALITY.DOC IN THE MEDIAS

+ 300K VIEWS OF EPISODES

+ 10% OF THE SITE’S SESSIONS

+ 46% IN THE SITE’S CONVERSION RATE

SCHUTZ

MERCHANDISING

25
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SCHUTZ

SHARE OF THE CATEGORY 

IN THE 

BUSINESS

RESULTS 2020

HANDBAGS

28
SALES GROWTH

vs 2019 122

82.6% OF OUR CLIENTS BOUGHT A 

LEAST 1 HANDBAG IN THE YEAR

REPRESENTATIVITY IN 

THE CATEGORY  -

SHOULDER BAG 48
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SCHUTZ

HANDBAGS – SOLD OUT

BELIEVE

BEST SELLER SUMMER 

COLLECTION

OPENING IN NEW 

SHAPES

RESTOCKING OF MORE 

THAN 5 THOUSAND 

PIECES IN THE FAMILY

EMMY

USABILITY

COMPETITIVE PRICE

MORE THAN 3 

THOUSAND PIECES 

SOLD

LOLLA

COMPLEMENT 

MIX

(FUN/YOUNG)

SOLD OUT IN 10 DAYS

RESTOCKING OF 

MORE THAN 5 

THOUSAND PIECES IN 

THE FAMILY

TRIANGLE

FULL MIX:

HANDBAGS, WALLETS, 

ACCESSORIES AND 

SUITCASE

14% SHARE IN

SELL OUT

28
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SCHUTZ

MARKETING

CAMPAIGN

HIGHER ASPIRATIONAL 

COMMUNICATION
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SCHUTZ

MARKETING

PR
MORE ASSERTIVE PR  

WITH CUSTOMIZED 

SEEDINGS
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SCHUTZ

MARKETING

PRODUCTS

LAUNCHES OF ICON PRODUCTS 

AND BEST SELLERS INSTEAD OF 

TRENDS
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SCHUTZ

E-COMMERCE

+ 66% OF SESSIONS vs. 2019

+ 23% FULLPRICE SALE

61% NEW USERS

FASHION FRIDAY

• RECORD REVENUE IN 2020

• + 1MM NEW USERS 

• ON 11/27 +38% ACCESSES IN DAILY MEDIA 
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SCHUTZ

MULTIBRAND

SIGNIFICANT GROWTH

OF THE CHANNEL 

IN 2020

• POSITIVE SSS

• REVENUE GROWTH OF 9.6% X SUMMER 19

• HANDBAG GROSS SELL OF 23%

• 159 CHAINS BOUGHT MORE THAN 10 LAUNCHES

• 151 NEW CLIENTS

• TURNOVER ABOVE 75% IN THE SUMMER COLLECTION 

STORES 

18%

4%

5%

23%

5%
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OVERVIEW OF THE 

BRAND’S FIRST YEAR
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RECAP OF THE BRAND’S FIRST YEAR IN BRAZIL

INTEGRATION PANDEMIC
MARKET 

RECOVERY

PLANNING

2021
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PHASE 1: INTEGRATION

•

•

•

•

•

•
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PHASE 2: START OF THE PANDEMIC

•

•

•

•

•

•

•

•

•

•
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PHASE 3: MARKET RECOVERY

•

•

•

•

•

OPENING 2020

JUNE OCTOBER NOVEMBER
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PHASE 4: PLANNING 2021

4 PILLARS:
• BRAND AWARENESS

• REWARD THE LOYALIST

• STORE OPENING (WELCOME THE 

NEWCOMER)

• ORGANIC AND SUSTAINABLE GROWTH OF 

ECOMMERCE

• GLOBAL CONSISTENCY WITH LOCAL RELEVANCY

• EXPRESSIVE CREATOR AT THE CENTER

• ICON CYCLE MANAGEMENT

• GLOBAL VANS SKATE PROGRAM / GRASSROOTS MINDSET

• BRAND CONSISTENCY

• GTM PROCESS

43

CENTRO-
OESTE

NORTE



OUR STORES
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BARRA SHOPPING/RJ
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SHOPPING PÁTIO SAVASSI

BELO HORIZONTE / MG
INAUGURATION: 08/06/2020
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BH SHOPPING/MG
INAUGURATION: 08/07/2020
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IGUATEMI 

CAMPINAS/SP
INAUGURATION: 11/02/2020
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IGUATEMI 

FORTALEZA/CE
INAUGURATION: 11/09//2020

49



50

VANS STORE IPANEMA
INAUGURATION: 11/16/2020

50



DIGITAL 

TRANSFORMATION
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A VISION FOR TRANSFORMATION

FROM TO

A MULTICHANNEL BRAZILIAN 

RETAILER OF BRANDED SHOES AND 
HANDBAGS 

FASHION DIGITAL PLATFORM WITH 
BRAND EXPERIENCE

52



FRAMEWORK OF AREZZO&CO’S DIGITAL TRANSFORMATION

CULTURE OF INNOVATION

CORE DRIVERS

DIGITALIZATION 

OF 

OUR BUSINESSES

AND OPERATIONS

CHANNEL

INTEGRATION

NEW

DIGITAL

BUSINESSES

GLOBAL TECHNOLOGICAL PLATFORM

1 2 3

CUSTOMER EXPERIENCE

53



DIGITALIZATION

OF OUR 

BUSINESSES

AND OPERATIONS

1
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E-COMMERCE
DIGITALIZATION OF OUR BUSINESSES AND OPERATIONS

360o DIGITAL 

CAMPAIGNS 

APP FIRST: 

FOCUS ON 

EXPERIENCE 

TOP LEVEL  

OF SERVICE 
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*Peaks of access during TV commercial broadcasting

E-COMMERCE
360o DIGITAL CAMPAIGNS: AREZZO
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E-COMMERCE
360o DIGITAL CAMPAIGNS: SCHUTZ
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E-COMMERCE
APP FIRST: FOCUS ON EXPERIENCE AND APPS IMMERSION 
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E-COMMERCE
TOP LEVEL OF SERVICE AND OPERATIONAL EXCELLENCE

LOGISTICS CUSTOMER SUPPORT

▪

▪

▪

▪

▪

▪

▪

▪

▪

RA1000 CERTIFICATE 

AREZZO - ONLINE STORE
AND ZZ MALL

RECLAME AQUI AWARD 

WINNER

AREZZO ONLINE STORE

ADMIRED BRAND IN BRAZIL’S 

SOUTH 

REGION
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E-COMMERCE
ACCELERATION IN 2020, SETTING A NEW LEVEL OF BUSINESS 
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WEB REPRESENTATIVENESS IN BRAND SALES (YTD)

E-COMMERCE
ACCELERATION IN 2020, SETTING A NEW LEVEL OF BUSINESS 

IN 2020, THIS INDEX 

INCREASED FROM 13% TO 29%.

24% 47% 28% 32% 70% 73% 28%
61



E-COMMERCE
WHILE BRAZIL’S E-COMMERCE CAGR GREW 16% OVER THE PAST 5 

YEARS, AREZZO&CO’S CAGR SOARED 52%

E-COMMERCE GROWTH IN 

BRAZIL (R$ MILLION)

AREZZO&CO E-COMMERCE 

GROWTH 

(R$ MILLION)

8%
7%

12%

16%

57%
19%

26%

32%

148%*

47%*

*Compared to the same period last year
SOURCE: EBIT/NIELSEN 62



CHANNEL 

INTEGRATION

2
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CHANNEL INTEGRATION
WE ACCELERATED THE DEVELOPMENT OF TOOLS AND SOLUTIONS

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•
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EXECUTED IN 2020
Technologies DECEMBER PROJECTION

SEP vs. DEC 

GROWTH

REVENUE BY 

TECHNOLOGIES

26%
STORES SELL-OUT IN 4Q IS 

ALREADY DIGITAL 

CHANNEL INTEGRATION
SALESPERSON APP AS KEY FOR QUICK ACCELERATION
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OMNI PROJECT 2.0

1) MANAGEMENT

•

•

•

•

•

2) OMNI CULTURE

•

•

•

•

•

3) TECHNOLOGY

•

•

•

66



NEW 

DIGITAL  

BUSINESSES

3
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ZZ MALL FASHION DIRECTOR
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37 BRANDS

C L O T H I N G S H O E S A C C E S S O R I E S
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Z Z  M A L L

71



ZZ MALL: MUCH MORE THAN A TRADITIONAL MARKETPLACE

NICHE MARKETPLACE 

Shared services Arezzo&Co X

BROAD 
MARKETPLACE 

1P Relevant brands X

Brand curatorship X X

Fashion content X X

App X X

Multiple niches X X
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OVERVIEW POST-LAUNCH

114

84

30,000

18%
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PLATAFORMA DE MODA AREZZO&CO

74

MARCAS ATUAIS
– AREZZO
– SCHUTZ
– ANACAPRI
– ALME
– FIEVER
– VANS

MARCAS 
INCUBADAS

MARCAS 
COMPLEMENTARES 
EM CALÇADOS E 
BOLSAS

OUTRAS CATEGORIAS
– ACESSÓRIOS
– VESTUÁRIO
– COSMÉTICOS
– CASA & DECORAÇÃO

SERVIÇOS
OFERTA DE SERVIÇOS
REVENDA E ALUGUEL,

CONSULTORIA DE ESTILO, 
ENSINO DE MODA E VAREJO

MAGAZZINE
TENDÊNCIAS, DICAS DE 
LOOKS, ETC.

ATIVOS DO 
ECOSSISTEMA

ZZ PAY
SERVIÇOS FINANCEIROS E 
LOYALTY 

MARCAS 3PMARCAS 1P

RELEMBRANDO OS 3 PRINCIPAIS PILARES DO SUPER APP AREZZO&CO:

MARKETPLACE COM CURADORIA, SERVIÇOS E ATIVOS DO ECOSSISTEMA.

PLATAFORMA DE MODA AREZZO&CO
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PLATAFORMA DE MODA AREZZO&CO
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MARCAS ATUAIS
– AREZZO
– SCHUTZ
– ANACAPRI
– ALME
– FIEVER
– VANS

MARCAS 
INCUBADAS

MARCAS 
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EM CALÇADOS E 
BOLSAS
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CONSULTORIA DE ESTILO, 
ENSINO DE MODA E VAREJO

MAGAZZINE
TENDÊNCIAS, DICAS DE 
LOOKS, ETC.

ATIVOS DO 
ECOSSISTEMA

ZZ PAY
SERVIÇOS FINANCEIROS E 
LOYALTY 

MARCAS 3PMARCAS 1P

RELEMBRANDO OS 3 PRINCIPAIS PILARES DO SUPER APP AREZZO&CO:

MARKETPLACE COM CURADORIA, SERVIÇOS E ATIVOS DO ECOSSISTEMA.

AREZZO&CO FASHION PLATFORM

CURRENT BRANDS
– AREZZO
– SCHUTZ
– ANACAPRI
– ALME
– FIEVER
– VANS

INCUBATED 
BRANDS

COMPLEMENTARY 
BRANDED SHOES AND 
HANDBAGS

OTHER CATEGORIES
– ACCESSORIES
– CLOTHING
– COSMETICS
– HOME & DÉCOR

RESALE SERVICES
RESALE & STYLE CONSULTING

MAGAZZINE
TRENDS, FASHION TIPS, 
ETC.

ZZ PAY
FINANCIAL SERVICES & 
LOYALTY 

3P BRANDS1P BRANDS

ZZ LEARNING
FASHION & RETAIL 
LEARNING

ZZ MALL, THE FIRST STEP OF AREZZO&CO FASHION 

PLATFORM, COMBINING CURATORSHIP WITH SERVICES 

AND CONTENT.
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PLATAFORMA DE MODA AREZZO&CO

75
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MARCAS ATUAIS
– AREZZO
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ATIVOS DO 
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MARCAS 3PMARCAS 1P

RELEMBRANDO OS 3 PRINCIPAIS PILARES DO SUPER APP AREZZO&CO:

MARKETPLACE COM CURADORIA, SERVIÇOS E ATIVOS DO ECOSSISTEMA.

AREZZO&CO FASHION PLATFORM

MARCAS ATUAIS
– AREZZO
– SCHUTZ
– ANACAPRI
– ALME
– FIEVER
– VANS

MARCAS 
INCUBADAS

MARCAS 
COMPLEMENTARES 
EM CALÇADOS E 
BOLSAS

OUTRAS CATEGORIAS
– ACESSÓRIOS
– VESTUÁRIO
– COSMÉTICOS
– CASA & DECORAÇÃO

OFERTA DE SERVIÇOS
DE REVENDA

RESALE E CONSULTORIA DE ESTILO

MAGAZZINE
TRENDS, FASHION TIPS, 
ETC.

ZZ PAY
FINANCIAL SERVICES & 
LOYALTY 

MARCAS 3PMARCAS 1P

ZZ LEARNING
FASHION & RETAIL 
LEARNING

ECOSSYSTEM UNDER CONSTRUCTION WILL ADD 

DIFFERENT INITIATIVES AND PARTNERS. TROC AS PILLAR 

OF PLATFORM RESALE.
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CUSTOMER EXPERIENCE
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2020 BOOSTED CUSTOMER DIGITALIZATION
AND UPHELD HIGH CAPTURE DESPITE REDUCTION AT STORE OPENING 

77

DIGITAL CUSTOMERS HIGHLIGHTS

2.9x

311k

901k

NEW CUSTOMERS

CUSTOMERS 

REACTIVATED WITH 

WEB SHOPPING

SALES GROWTH OF 

OMNI CUSTOMERS 

VS.2019

OF MAJOR BRANDED 

CUSTOMERS REMAINED 

ACTIVE IN 2020



WE DEVELOPED NEW ANALYSIS TOOLS
ALLOWING TO RAPIDLY CAPTURING ACTIVATION OPPORTUNITIES

78

+ INTENSIVE USE 

OF ANALYTICS

84 STUDIES | 28 DASHBOARDS

+ RESULTS

R$86.8MM 

SELL-OUT SINCE MARCH 

VIA RULERS AND CRM 

ACTIONS IN ECOMMERCE

SELL-OUT INFLUENCED AT 

STORES SINCE AUGUST VIA 

DIGITAL RELATIONSHIP

R$52.4MM



79

+ SEGMENTED  

ACTIVATIONS
2021 VISION

UPGRADE OF CRM ARCHITECTURE INTEGRATING 
NEW BUSINESSES TO BOLSTER CUSTOMIZATION 

SCALE, BASE UNDERSTANDING AND 360O

ACTIVATIONS

LOYALTY PROGRAM STRUCTURING

CRM PILOTS

WE IMPROVED CONTACT CUSTOMIZATION
AND WE INCUBATED PROJECTS FOR ACCELERATION IN 2021 

ACTIONS ON MOTHER’S DAY, 
VALENTINE’S DAY, FATHER’S DAY AND 

CHRISTMAS AREZZO&CO + AR&CO

4.3x

45

197



D O W N L O A D

Z Z  M A L L  A P P

A N D  Y O U  W I L L  H A V E

R $  2 0 0
T O  E X P E R I E N C E  I T



LOGISTICS
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▪

▪

▪

▪
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▪

▪

▪

▪

▪

SHOPPING

(UNTIL 3:00 P.M.– D0)

DISPATCH

(3:00 P.M.-5:00 

P.M. - D0)

SHIP TO HUB

CARRIER

(5:00 P.M.-10:00 A.M. – D+1)

SORTING & 

ROUTING

(12:00 P.M. – D+1)

LAST-MILE DELIVERY

(1:00 P.M.-8:00 P.M. D+1)
DELIVERY

(8:00 P.M. – D+1)

NEXT-DAY DELIVERY

PROCESS
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▪

▪

▪
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▪

▪

▪

▪

▪

▪

▪

▪

▪

▪
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Q&A
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M&A STRATEGY
AREZZO&CO
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ORIGINAL STRATEGIC MAP
BUILT UPON THE DA VINCI PROJECT IN OCTOBER 2019, WITH 7 MAIN PILLARS

PEOPLE AND CULTURE

NEW BRANDS BRAZIL

INTERNATIONAL MARKET

BUSINESS MODEL TRANSFORMATION ENGINE 2: BUSINESS DIGITALIZATION

DATA & TECHNOLOGY

EXPANSION OF THE CURRENT BRANDS IN THE AB WOMENSWEAR + CASUAL SNEAKERS MARKET
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STRATEGIC MAP – PILLARS AND LEVERAGES
THE 7 PILLARS ARE 100% MAINTAINED, WITH THE ADDITION OR INTENSIFICATION OF THE 

HIGHLIGHTED LEVERAGES AND  REORGANIZATION OF THE CORE, GROUPING THE BRANDS

PEOPLE AND CULTURE

NEW BRANDS BRAZIL

INTERNATIONAL MARKET

BUSINESS MODEL TRANSFORMATION ENGINE 2: BUSINESS DIGITALIZATION

DATA & TECHNOLOGY

CORE GROWTH / EXPANSION OF CURRENT BRANDS
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STRATEGIC MAP – PILLARS AND LEVERAGES
THE 7 PILLARS ARE 100% MAINTAINED, WITH THE ADDITION OR INTENSIFICATION OF THE 

HIGHLIGHTED LEVERAGES AND  REORGANIZATION OF THE CORE, GROUPING THE BRANDS

PEOPLE AND CULTURE

NEW BRANDS BRAZIL

INTERNATIONAL MARKET

BUSINESS MODEL TRANSFORMATION ENGINE 2: BUSINESS DIGITALIZATION

DATA & TECHNOLOGY

CORE GROWTH / EXPANSION OF CURRENT BRANDS
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1 2

3 4

EXPANSION TO 

NEW PRODUCT 

CATEGORIES AND 

TARGET 

CONSUMERS

INDUSTRY 

CONSOLIDATION: 

HIGHER MARKET 

SHARE AND MORE 

SYNERGIES

OBTAINING NEW 

TECHNOLOGY OR 

EXPERTISE

CREATION OF A 

HUB FOR EMERGING 

BRANDS AND NEW 

BUSINESSES

MARKET SEGMENTS IN WHICH WE ARE WILLING 

TO EXPAND OUR OPERATION
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1

STRATEGIC PILLARS

EXPANSION 

TO APPAREL 2
CONSOLIDATION 

IN FOOTWEAR 

AND HANDBAGS

GAINS  IN MARKET 

SHARE AND 

SYNERGIES

OTHER MID-

SIZED/LARGE 

FOOTWEAR/HANDB

AG BRANDS

3
CREATION OF 

A HUB FOR 

EMERGING 

BRANDS

SUSTAINABLE 

BRANDS

HANDMADE BRANDS

OCCASION NICHES

DESIGN/STYLE 

NICHES

4 LICENSING

FOCUS ON CLASSES A/B

LICENSING OF 

LIFESTYLE BRANDS

ICONIC 

INTERNATIONAL 

BRANDS

OTHER ASSETS 

COMPLEMENTING 

THE AREZZO&CO 

ECOSYSTEM 

RESOLUTION OF 

INTERNAL “PAIN 

POINTS” THROUGH 

TECHNOLOGY

TROC

OTHER BRANDS, 

INCLUDING 

WOMENSWEAR

5 DIGITAL 

EXPERTISE
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SUPER APP

>10M
REGISTERED 

CUSTOMERS

AREZZO&CO FASHION PLATFORM
OUR NEWLY-LAUNCHED 

MARKETPLACE ALREADY RELIES ON 

CURATORSHIP FROM THE BEST 

BRANDS, AND THE 

WHICH HAS OVER 10 

MILLION REGISTERED USERS

93



NEW ORGANIZATIONAL 
STRUCTURE
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BUSINESS MODEL

MANAGEMENT OF AREZZO&CO’S HOUSE OF BRANDS

CLIENT, PRODUCT AND BRAND

•

•

•

•

•

OPERATIONS

•

•

•

•

GROWTH STRATEGY

•

•

•

•



•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•CLIENT

•PRODUCT

•BRAND

CONNECTION WITH 

AREZZO&CO’S STRATEGY CLIENT, PRODUCT, BRAND

•

•

•

•

•
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•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•OPERATIONS

OPERATIONS

•

•

•

•

CONNECTION WITH 

AREZZO&CO’S STRATEGY
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•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

FUTURE

•

•

•

•

•FUTURE

CONNECTION WITH 

AREZZO&CO’S STRATEGY
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AREZZO&CO’S STRUCTURE

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

BUSINESS MODEL

•

•

•

•

•

•

•

•

•
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+
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HOUSE OF BRANDS: FULL LOOK CONCEPT

FULL PLASTIC

F U L L  L O O K

A
C

C
E

S
S

O
R

I
E

S

FOOTWEAR

HANDBAGS

S N E A K E R S

MEN

LEATHER ACCESSORIES
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MAJOR STEP TOWARDS CONSOLIDATING 

AREZZO&CO’S FASHION PLATFORM

EXPANSION  IN THE ADDRESSABLE MARKET BY 3.5 

TIMES

COMPLIANCE WITH THE STRATEGIC GUIDELINES, 

VISION AND VALUES OF AREZZO&CO

ACQUISITION OF A TALENT POOL

VALUE GENERATION BY SHARING COMPETENCIES 

AND SYNERGIES

HUB FOR THE ACQUISITION OF NEW APPAREL 

BRANDS

PLATFORM HIGHLY COMMITTED TO ESG

GREATER DIGITAL COMPETENCIES

#BORAPRACIMA

#VAMOQUEVAMO

#RUMOA2154
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11,6 
5,9 

12,8 

6,9 

2,9 

40,1 

+3.5x
ADDRESSABLE MARKET

MULTIPLICATION OF AREZZO&CO’S ADDRESSABLE 

MARKET

105



STRATEGIC RATIONALE: SCALING THE AREZZO&CO 

BUSINESS MODEL

106



SUDES
TE

CENTRO-
OESTE

NORTE

RESERVA BRAND: OPPORTUNITY FOR EXPANSION IN 
BRAZILIAN SHOPPING CENTERS FOCUSED ON A/B CLASSES

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•
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RESERVA GIRL1

MEGASTORES3

RESERVA GO

• FOOTWEAR AND ACCESSORIES ARM OF THE RESERVA BRAND, WITH GREAT POTENTIAL 

FOR EXPANSION AND SYNERGIES VIA AREZZO&CO SOURCING 

• FIRST LINE OF WOMEN’S SNEAKERS LAUNCHED ON DEC. 10

2

• BRAND TO ADDRESS THE CASUAL WOMEN MARKET, BUILDING ON THE STRENGTH OF THE 

RESERVA BRAND

• ASPIRATIONAL “UNIQLO” BENCHMARK OF QUALITY BASICS

MINI FRANCHISES4

• LARGER STORES TO BOOST SALES IN ALL CATEGORIES

• PLAN OF AT LEAST 20 STORES

• HIGH POTENTIAL, CONSIDERING THE FRAGMENTATION  OF THE MARKET FOR CHILDREN, 

AS WELL AS PRICING AND SCALE OPPORTUNITIES

VALUE CREATION LEVERAGES 

AND OPTIONALITIES
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•

•

•

•

RESERVA GO
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RESERVA MEGASTORE

• STORE WITH APPROXIMATE AREA OF 300 M² TO BOOST 

ALL INITIATIVES OF RESERVA

• OPENING OF 10-20  STORES IN THE MEDIUM TERM

• SEIZING HIGHER VACANCY LEVELS IN SHOPPING MALLS 

AND OPTIMIZING THE CURRENT FOOTPRINT IN MALLS

110



MENSWEAR VS. WOMENSWEAR

•

•

•
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NEW POSITIONING FOR RESERVA’S T-SHIRT PRICE

-30%

CURRENT PRICEPOINT AND 

FUTURE CHANGES

MARKET ANALYSIS: BASIC T-SHIRTS

PIMA CURRENT: R$ 

199

PIMA TO BE: R$ 139

CURRENT BASIC: R$ 

129

BASIC TO BE: R$ 89

112



RESERVA IN 2020

▪

▪

▪

▪
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GROWTH*: B2C TOTALONLINE +15%+168%

2019 vs. 2020 REVENUE
NOVEMBER

VS. 2019

114

BLACK FRIDAY RESERVA 2020

BREAKDOWN OF END CONSUMER REVENUE IN NOVEMBER 

(MILLION)



115

NET OPENINGS

STORES OPENED

OWN STORES FRANCHISES

CATARINA OUTLET 

(SP)

NOV ITAIPU 

(RJ)

OCT

RIOMAR RECIFE 

(PE)

DEC FEIRA 

(BA)

OCT

GUARULHOS 

(SP)

DEC NOVA IGUAÇU 

(RJ)

NOV

JOÃO PESSOA 

(PB)

NOV

BALNEÁRIO 

(SC)

DEC
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PROJECT OVERVIEW – COMPLEMENTARY COMPANIES

116

•

•

STRATEGIC ALIGNMENT

THE BRANDS WILL CONNECT IN A STRUCTURED MANNER, RESPECTING THE VALUES 

AND VOCATIONS OF EACH ORGANIZATION



2021 – STRONG FOCUS ON THE “FULL POTENTIAL” PLAN

• ASSORTMENT REVIEW AND PRICE 

REPOSITIONING (+ ITEMS AT ENTRY 

PRICE)

• MARKET SHARE GAINS IN HIGH-

POTENTIAL REGIONS

• HIGHER SHARE OF WALLET IN THE 

MULTIBRAND CHANNEL

• PRODUCTIVITY GAINS IN CURRENT 

STORES

• OCCASIONAL CONVERSION OF OWN 

STORES INTO FRANCHISES

OBJECTIVES

POSITIONING AND VALUE 

PROPOSITION

GO TO MARKET OPERATION

EXPANSION OF THE 

FOOTPRINT STORE 

FORMAT

OWN STORES | 

FRANCHISES | MM

E-COMMERCE 

AND OMNI

PLANNING/SOUR

CING 

FULFILLMENT

ASSORTMENT 

REVIEW AND PRICE 

PYRAMID

IMPROVED SSS 

AND MARGINS

117



118

ORGANIZATION OF THE INTEGRATION PROCESS AND 

OPERATION FRONTS

PRIORITY PROJECTS
AREZZO&CO 

LEADER

RESERVA 

LEADER

CONSULTING 

FIRM
BEGINNING



THIS IS JUST THE BEGINNING…

IN DECEMBER WE 

LAUNCHED

RESERVA’S SNEAKER 

FOR WOMEN

119



IN MARCH, WE WILL LAUNCH OUR FULL LINE 

OF SNEAKERS FOR WOMEN

RESERVA GO GIRLS

120
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VALUE PROPOSITION 
FOR THE CUSTOMER

ABOUT TROC

123



TROC

WHAT TROC DOES

124



PEER TO PEER MODEL:

SELLERS SELL TO BUYERS 

WITHOUT A THIRD PARTY’S 

INTERFERENCE

TROC MODEL: HANDLING 

AND PHOTOS OF THE 

PRODUCT TO SELL ON ITS 

WEBSITE –

HIGHER TAKE RATE 

COMPARED TO P2P

A BUSINESS MODEL THAT STANDS OUT 

AGAINST OTHER PLAYERS IN THE INDUSTRY

125



TROC ADDRESSES A HUGE ISSUE: THE FASHION INDUSTRY IS 

ONE OF THE WORLD’S HIGHEST POLLUTERS.

SUSTAINABILITY

#TROCEFFECT
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APROX. 30%

COMMISSION
APROX. 70% 

COMMISSION

CREDIT BONUS: 2X

CREDITS MAY BE UTILIZED WITH THE CONDITION THAT 

THEY DO NOT EXCEED 50% OF DISCOUNT IN THE SALE

AREZZO: SELL OUT WITH CREDITS UTILIZATION + LOYALTY

TROC: GMV INCREMENT AND SERVICE FOR THE CLIENT

TROC + AREZZO:
REPLICABLE INTEGRATED ECOSYSTEM
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EXAMPLE:

PURCHASE IDENTIFICATION IN 

THE AREZZO CRM BASE

SHIPPING FOR RESALE AND 

CURATION BY TROC

PRODUCT SOLD THE SAME 

DAY

2 YEARS AND 

A HALF 

BEFORE 

RESALE

RESOLD FOR 

24% OF THE 

ORIGINAL 

PRICE

TROC + AREZZO: DATA ANALYSIS
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2021 HIGHLIGHTS

PRELIMINARY FIGURES

INDICATORS

+ 260K

150%
GROWTH

THE STRENGTH OF 

THE AREZZO&CO 

BRANDS WILL 

ENABLE A 

SIGNIFICANT 

DECREASE IN 

TROC’S CAC AND A 

SIGNIFICANT 

INCREASE IN LTV

+ 6K

+ 4MM
APROX.

50%

129



INVESTMENT 

PERIOD

CAC 

(BUYER)

PAYBACK

REFERENCE PAYBACK PLAYER:   6 MONTHS

TROC: CAC/LTV TAKE RATE

130



TROC CURRENTLY HAS OVER 40,000 ITEMS IN STOCK AT A 1,000 M2 WAREHOUSE. 30,000 ACCESSES 

SEEKING THE SERVICE THROUGH AREZZO, AND MORE THAN 5,000 ITEMS SHIPPED, ALL OF WHICH 

TRANSLATES INTO HUGE POTENTIAL FOR UPCOMING YEARS

INTEGRATING TROC 

WITH ZZ MALL AND 

OTHER BRANDS OF THE 

GROUP

MAKING THE OPERATION MORE 

ROBUST (LOWER HANDLING 

COST AND HIGHER 

OPERATIONAL PROCESSING 

CAPACITY) 

EXPANDING THE 

CUSTOMER BASE 

AFTER THE 

ACQUISITION, IT GREW 

BY 40 TIMES)

STRENGTHENING 

TROC’S  BRAND 

AWARENESS

FOSTERING CUSTOMER 

LOYALTY BY 

PROVIDING A SINGLE 

SERVICE

SELLING OVERSTOCK 

FROM PAST SEASONS

SELLING SAMPLES 

USED IN SELL-

INS/SHOWROOMS

CREATING  “IN-STORE” 

COLLECTION POINTS

BECOMING A 

MARKETPLACE FOR 

OTHER THRIFT SHOPS

PRIORITIES FOR 2021
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NEXT STEPS
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134

CVC IS ALREADY A REALITY IN THE CURRENT BUSINESS 

ECOSYSTEM, IN BRAZIL AND GLOBALLY



•

•

•

•

•

THE NEW CVC HUB WILL ALLOW AREZZO&CO TO MAKE STRATEGIC INVESTMENTS IN START-UPS

WITH HIGH GROWTH POTENTIAL, WHILE ALSO DEVELOPING NEW TECHNOLOGIES AND

OPTIMIZING INTERNAL PROCESSES

135

CVC WORKS AS A POWERFUL INNOVATION ENGINE, STRENGTHENING AND

EXPANDING THE CORPORATION’S ABILITY TO

CORPORATE VENTURE CAPITAL



RATIONALE

PRIMARY 

GOAL

BENEFITS

CONTROL

INVESTMENT

FINANCIAL

BENEFITS

ENDEAVOR WILL SUPPORT ZZ VENTURES 

IN THE MATCHMAKING AND 

ACCELERATION OF STARTUPS
TOOL

GOLD SPONSOR OF 2 PROGRAMS

136

ACCELERATION PROGRAM

M&A ACCELERATION CVC

ON



ZZ VENTURES EXPANDS THE INVESTMENT POSSIBILITIES OF AREZZO&CO TO NEW INDUSTRIES AND 

TYPES OF CORPORATION
NEW PRODUCTS 

AND SERVICES

NEW BRANDS 

AND NEW 

BUSINESSES

SUPPLIER 

DEVELOPMENT 

(INNOVATION)

NEW TECHNOLOGIES

137

ZZ VENTURES
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NORTH-AMERICAN 
MARKET

139



BEFORE

DIGITAL-ORIENTED EXPANSION

STRUCTURE

SUPPLY CHAIN

DISTRIBUTION

SPECIALIST LEADERSHIP 

BASED IN THE USA

START OF THE PROCESS OF CHANGING THE 

SUPPLY CHAIN MODEL WITH GREATER 

APROXIMATION BETWEEN SELL IN AND SELL 

OUT

ADJUSTED RETAIL PLAN WITH FOCUS ON 

CURRENT STORES AND POP-UPS, ALLIED TO A 

BIGGER PENETRATION IN MULTIBRANDS AND A 

BIGGER DIGITAL PRESENCE

DURING

SURVIVAL

GENERALIST LEADERSHIP WITH A 

SINGLE CORPORATE STRUCTURE vs. BY BRAND

SHIFT TO MONTHLY COLLECTIONS MODEL WITH 

AGILE DELIVERY (6 – 8 WEEKS)

DIGITAL ONLY

AFTER

ADAPTATION OF THE GLOBAL MODEL

AND EXPANSION FOCUSED ON DIGITAL

HIBRID STRUCTURE

ADAPTED MODEL: BIMESTRAL COLLECTIONS 

WITH A LEAD TIME OF 2 – 3 MONTHS

DIGITAL PLATFORMS
AS A PRIORITY (SELF OWNED OR THIRD PARTIES’) 

USING PHYSICAL STORES AS A VANTAGE POINT IN 

REDUCTION OF DELIVERY TIME

MAIN CHANGES CARRIED OUT
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BEFORE

50% 

REDUCTION IN 

STRUCTURE

USA ADMIN SCHUTZ

AREZZO&CO

PEOPLE

FINANCE

IT

LOGISTICS

SUPPLY

PLANNING

MARKETING

MERCHANDISING

RETAIL

WHOLESALE

E-COMMERCE

PRODUCT

DEVELOPMENT

1

1

6

2

6

4

4

5

5

MARKETING

MERCHANDISING

RETAIL

WHOLESALE

PRODUCT

DEVELOPMENT

1

2

6

1

2

3 2

1

1

1

1

1

1

1

1

1

1

1 1

1

BEFORE

21

20

16

A BIRMAN

1

*GLOBAL

*GLOBAL

1

USA ADMIN

AREZZO&CO

PEOPLE

FINANCE

IT

LOGISTICS

SUPPLY

PLANNING

8

2

4

3

2

1

1

1

*GLOBAL

MARKETING

21

MERCHANDISING

1

E-COMMERCE

11

WHOLESALE

21

RETAIL

PRODUCT

DEVELOPMENT

1

4

12

AFTER

6

36

7

FASHION BRANDS

1

*GLOBAL

AFTER

MAIN CHANGES CARRIED OUT
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BEFORE AFTER

CA

OR

WA

ID

MT

NV

UT

AZ

WY

CO

NM

ND

SD

NE

KS

OK

TX

MN

IA

WI MI

MO

AR

LA

FL

IL
IN

VT

NY

OH

MS
GA

AL

KY

TN

SC

NC

PA

VA
WV

Current locations

Mapped expansion

MA

“PHYSICAL RETAIL EXPANSION MAPPED BUT ON HOLD WITH 

FOCUS ON CURRENT STORES AND POP UPS TO BOOST BRAND 

ACTIVATION AND AWARENESS THROUGH BRAND EXPERIENCE AT 

FLAGSHIPS”

“PHYSICAL RETAIL AS A WAY TO REDUCE FULFILMENT AND 

DELIVERY LEAD TIME, AND WITH 50% LESS 

REPRESENTATIVENESS ON DTC SALES GENERATION (20% →

10%)”

CA

OR

WA

ID

MT

NV

UT

WY

CO

NM

ND

SD

NE

KS

OK

TX

MN

IA

WI MI

MO

AR

LA

FL

IL
IN

VT

NY

OH

MS
GA

AL

KY

TN

SC

NC

PA

VA
WV

MA

AZ

Same day delivery

1 day delivery

MAIN CHANGES CARRIED OUT
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66,2% INCREASE IN THE ADDRESSABLE MARKET

$ 40 M$ 200 M

$ 130 M

$ 300 M

$ 1,5 B

NEW STRATEGY

PRICE POINT

143



NEW STRATEGY
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14

5

FALL 2020:
SAME SCHUTZ, NEW PRICE

HOLIDAY 2020:
STEPS TO A BRIGHTER FUTURE

FALL 2020:
WHAT’S YOUR DEEP TRUTH?

NEW STRATEGY
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NEW STRATEGY
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NEW STRATEGY
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DEPARTMENT STORE

▪

▪

▪
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▪

▪

HISTORICAL EVOLUTION OF REVENUE AND 

EBITDA

149



•

o

o

•

•

•

•

•

o

o2X FASTER

50% LESS 

REPRESENTATIVE

RESULTS AND VISION FOR THE FUTURE

150



Q&A

151



PEOPLE AND 
SUSTAINABILITY

152



PASSION CHALLENGE TRANSPARENCY FLEXIBILITY INVOLVEMENT UNITY

OUR PRINCIPLES

GUIDED BY

STRENGTHENING CULTURE AREZZO&CO

153



•

•

•

•

•

•

•

•

•

•

•

FIRST - OUR PEOPLE

FOR OUR BUSINESS

INTENSE AND 

TRANSPARENT 

COMMUNICATION

WHAT HAVE WE DONE IN 2020?
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LEADERSHIP 

MEETING

•

•

TEDs

•

•

LEADERSHIP 

DEVELOPMENT 

•

•

•

TRAINEE

•

•

•

•

PEOPLE CYCLE

•

•

•

•

•

TRAINING AND DEVELOPMENT
CONNECTED TO AREZZO&CO’S STRATEGY
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JAN/2020

VANS

+100 TALENTS

OCT/2020

RESERVA

+1,200 TALENTS

NOV/2020

TROC

+40 TALENTS

“SURROUND 

YOURSELF WITH 

THE RIGHT PEOPLE ”
- ANDERSON BIRMAN

•

•

•

•

•

HOUSE OF BRANDS HOUSE OF PEOPLE&
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CLIMATE / TRUST

+5 
POINTS

COLLABORATIVE

OUR RESULTS
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A BIT MORE ABOUT OUR RESULTS

TALENT PROGRAMS

6 TRAINEES GRADUATED

AND HIRED

22 ACTIVE 

INTERNS

305 MOVES

=

29% OF CORPORATE 

148 PROMOTIONS

157 MERITS

ALEXANDRE BIRMAN

CEO OF THE YEAR 

MAN OF THE YEAR IN FASHION 

INDUSTRY 

TURNOVER RETENTION CAREER PROMOTION

RETAIL

DEVELOPMENT 
SALES CONVENTION

ONLINE BROADCAST
BUSINESS
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OUR COMMITMENT

•

•

•

•

•

•

•

•

•

WHAT ARE WE GOING TO DO IN 2021?
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DEVELOPMENT OF 

PROFESSIONALS FOR 

THE TD AREA

THE MOST 

DIGITAL 

FASHION 

COMPANY IN 

BRAZIL!

LEVERAGE FOR SUPPORTING ATTRACTION AND SELECTION 

OF PEOPLE AND BUSINESS GROWTH

2021 AND OUR COMMITMENT TO DIGITAL TRANSFORMATION
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MEALS DONATED SINCE MAY 2016

TOGETHER WE ARE STRONGER!

40,799,.655

ESG HIGHLY-COMMITED PLATFORM
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SUSTAINABILITY REPORT

•

•

•
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•

•

•

•

•

•

•

•

RESPONSIBLE PRODUCTION
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•

•

•

•

•

•

•

•

•

WASTE AND ENVIRONMENT



WASTE AND ENVIRONMENT

•

•

•

•

•

•

•
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DIFFERENTIATION IN BRANDS

•

•

•

•

•

•

•

•

•

•
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E-COMMERCE PACKING

•

•

•

•

•

• **

•

•

•

•

* EXCEPT FOR ALEXANDRE BIRMAN BRAND 169



OUR PEOPLE

17

0

•

•

•

•

•

•

•
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DIVERSITY

DO YOU KNOW 

WHAT 

STRUCTURAL 

RACISM MEANS?

171



CIRCULAR RESERVA



RESERVA EMPLOYEES

NOTABLE 

PROGRAM

RESERVA 

EXPERIENCE.

#DIADERESERVA 

(# RESERVADAY)

PUT IT IN THE

SHOWCASE

BEST

INTERNSHIP IN 

THE WORLD

DEFIANCE

SCHOOL

29 ASSOCIATES / 

NOTABLES

100% OF THE 

STORE NETWORK 

MANAGERS AND 

SUPERVISORS 

TRAINED IN THE 

OPERATION.

FOCUSED ON 

ENTREPRENEURSHIP, 

LEADERSHIP, 

PRODUCTIVITY AND 

AGILE MANAGEMENT

173



EXPASION

174



STORE OPENINGS IN BRAZIL

817 - 827

* CONSIDERS 25 AREZZO BRIZZA OPENINGS: 18 KIOSKS, 6 POP UPS AND 1 STORE IN STORE.

944 - 95915 - 20

OPENING OF 65 - 80 STORES

(VS. + 30 IN 2020)*

2021 PROJECTION:

+ 50 TO 60
AREZZO&CO STORES

+ 15 TO 20
RESERVA STORES

+ 65 TO 80
NET OPENINGS
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FINAL REMARKS

176



THANK YOU!

#BORAPRACIMA

#VAMOQUEVAMO
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