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201820152009200819951972 1966

STRONG PLATAFORM OF BRANDS

AREZZO&CO IS A LEADING COMPANY IN THE WOMEN'S FOOTWEAR, HANDBAGS AND ACCESSORIES 

SEGMENT THROUGH ITS PLATFORM OF REFERENCE BRANDS

ALLIED IN 

FASHION 

AND LIFE

CHOOSE TO 

BE YOU

EXCLUSIVE

EXPERIENCE

CELEBRATE

THE 

DIFFERENCES

SELF CARE

ELEVATE

THE 

MOMENT

OFF THE 

WALL
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COMPANY OVERVIEW

AREZZO&CO IS THE REFERENCE IN THE BRAZILIAN RETAIL SECTOR AND HAS A UNIQUE POSITIONING 

COMBINING GROWTH WITH CASH GENERATION

LEADING COMPANY IN 

THE FOOTWEAR AND 

ACCESSORIES INDUSTRY 

WITH PRESENCE IN ALL 

BRAZILIAN STATES

CONTROLLING 

SHAREHOLDERS ARE 

REFERENCE IN THE 

SECTOR

DEVELOPMENT OF 

COLLECTIONS WITH 

EFFICIENT SUPPLY 

CHAIN

ASSET LIGHT: HIGH 

OPERATIONAL 

EFFICIENCY

STRONG CASH 

GENERATION AND HIGH 

GROWTH

14.5 MILLION PAIRS OF SHOES 

(1)

1.8 MILLION HANDBAGS (1)

MORE THAN 3,000 POINTS OF 

SALE

~25% MARKET SHARE ON AB 

CLASSES (2)

MORE THAN 47 YEARS OF 

EXPERIENCE IN THE SECTOR

WIDE RECOGNITION

~11,500 MODELS CREATED 

PER YEAR

AVERAGE LEAD TIME OF 40 

DAYS

MORE THAN 18 LAUNCHES 

PER YEAR

90,9% OUTSOURCED 

PRODUCTION

ROIC OF 25.1% IN 4Q19 (3)

2,465 EMPLOYEES

NET REVENUES CAGR:

10.6% (2015 - 2019)

NET PROFIT CAGR: 7.9% (2015 

– 2019)

INCREASED OPERATING 

LEVERAGE
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MERGER

LAUNCH OF NEW BRANDS

STRATEGIC PARTNERSHIP

INTERNATIONAL EXPANSION

EXCLUSIVE DISTRIBUTOR

LAUNCH OF NEW BRANDS

SUCCESSFUL TRACK RECORD OF ENTREPRENEURSHIP

FOUNDATION AND

STRUCTURING

INDUSTRIAL

ERA
RETAIL ERA CORPORATE ERA INDUSTRY REFERENCE

 FOUNDED IN 1972 

 FOCUSED ON BRAND AND 

PRODUCT

 FIRST STORE

 CONSOLIDATION OF 

INDUSTRIAL BUSINESS 

MODEL LOCATED IN MINAS 

GERAIS

 1.5 MM PAIRS PER YEAR

AND 2,000 EMPLOYEES

 FOCUS ON RETAIL

 R&D AND PRODUCTION 

OUTSOURCING ON VALE DOS 

SINOS - RS

 FRANCHISES EXPANSION

 COMMERCIAL OPERATIONS 

CENTRALIZED IN SÃO PAULO

 FAST FASHION CONCEPT

 SPECIFIC BRANDS FOR 

EACH SEGMENT

 EXPANSION OF 

DISTRIBUTION CHANNELS

 EFFICIENT SUPPLY CHAIN

 INITIAL PUBLIC OFFER (IPO): 

FEV/2011

 CONSOLIDATE LEADERSHIP 

POSITION

FIRST MALE SHOE FACTORY

LAUNCH OF THE FIRST DESIGN 

WITH NATIONAL SUCCESS

OPENING OF THE FLAGSHIP 

STORE AT OSCAR FREIRE

SCHUTZ LAUCH

1972 2154
70’s 80’s 90’s FIRST DECADE OF 2000 2011-2020

THE RIGHT CHANGES AT THE RIGHT TIME ACCELERATED THE COMPANY'S DEVELOPMENT

2007

2007

2008 2009 2019

2015 2018

2012
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49.7% 0.0%

50.3% 49.7%

NOTES

1- AREZZO&CO CAPITAL STOCK IS COMPOSED OF 90.954.280 COMMON SHARES, ALL NOMINATIVE, BOOK-ENTRY SHARES WITH NO PAR VALUE

2- SHAREHOLDER STRUCTURE AS OF JUNE 30, 2020

3- INCLUDES LTI PLAN

MANAGEMENT³OTHERS

BIRMAN FAMILY FLOAT

SHAREHOLDER STRUCTURE
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88

1972

TRENDY

NEW 

EASY TO USE 

ECLETIC

16 – 60 YEARS

WEB GROSS REVENUE

R$ 152.0 MM (19%)

RETAIL PRICE POINT

R$ 240.00 / PAIR

GROSS REVENUE

R$ 804.1 MM (44.5%)

5.6 MILLIONS FOLLOWERS

CHANNEL AND % REVENUE

O F MM EX

#9 #428 #1,228 #89

8% 59% 13% 1%
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1995

FASHION

UP TO DATE

BOLD

PROVOCATIVE

18 – 40 YEARS

WEB GROSS REVENUE

R$ 111.2 MM (20%)

RETAIL PRICE POINT

R$ 380.00 / PAIR

GROSS REVENUE

R$ 560.4 MM (31.0%)

4.4 MILLIONS FOLLOWERS

99

CHANNELS AND % REVENUE

O F MM EX USA

#16 #68 #1.106 #101 #3

15% 15% 23% 3% 24%
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2008

POP

FLAT SHOES

AFFORDABLE

COLORFUL

12 – 60 YEARS

WEB GROSS REVENUE

R$ 30.6 MM (14%)

RETAIL PRICE POINT

R$ 140.00 / PAIR

GROSS REVENUE

R$ 222.7 MM (12.3%)

1.3 MILLION FOLLOWERS

1010

CHANNELS AND % REVENUE

O F MM EX

#3 #179 #1.696 #85

4% 49% 33% 0%
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2009

DESIGN

EXCLUSIVITY

IDENTITY

SEDUCTION

20 – 45 YEARS

WEB GROSS REVENUE

R$ 6.2 MM (7%)

RETAIL PRICE POINT

R$ 1,500.00 / PAIR

GROSS REVENUE

R$ 94.4 MM (5.2%)

335K FOLLOWERS

1111

CHANNEL AND % REVENUE

O MM EX USA

#6 #28 #17 #2

26% 4% 9% 54%
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2015

CASUAL

YOUNG

URBAN

MODERN

15 – 30 YEARS

WEB GROSS REVENUE

R$ 6.4 MM (25%)

RETAIL PRICE POINT

R$ 320.00 / PAIR

GROSS REVENUE

R$ 26.4 MM (1.5%)

231K FOLLOWERS

1212

CHANNELS AND % REVENUE

O F MM EX

#5 #1 #499 #22

33% 1% 41% 0%
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2018

CONFORTO

WELLNES

BEAUTY

SELF CARE

30 – 60 YEARS

WEB GROSS REVENUE

R$ 3.4 MM (24%)

RETAIL PRICE POINT

R$ 230.00 / PAIR

GROSS REVENUE

R$ 14,2 MM (0.8%)

70K FOLLOWERS

1313

CHANNELS AND % REVENUE

O F MM EX

#3 #3 #287 #68

27% 9% 40% 0%
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1966

OFF THE WALL

ACTION SPORTS

LIFESTYLE

STREET CULTURE

16 – 24 YEARS

WEB GROSS REVENUE

R$ 26.4 MM (32%)

RETAIL PRICE POINT

R$ 290.00 / PIECE

GROSS REVENUE

R$ 83.6 MM (4.6%)

646K FOLLOWERS

1414

CHANNELS AND % REVENUE

O F MM

#6 #3 #1,279

8% 59% 13%
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MULTIPLE DISTRIBUTION CHANNELS

FLEXIBLE PLATFORM THROUGH DIFFERENT DISTRIBUTION CHANNELS WITH DIFFERENTIATED 

STRATEGIES, MAXIMIZING THE RETURN TO THE COMPANY

FRANCHISES
OWEND

STORES
MULTIBRAND

428 9 1,228

68 16 1,106

179 3 1,696

- 6 28

1 5 499

3 3 287

3 6 1,279

GROSS REVENUE BREAKDOWN BY CHANNEL

15
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BUSINESS MODEL 



UNIQUE BUSINESS MODEL IN BRAZIL

FOCUS ON THE CUSTOMER: WE SEEK TO ANTICIPATE THE CONSUMPTION DESIRE OF BRAZILIAN WOMEN

1

2

3

4

5

ABILITY TO 

INNOVATE

NATIONAL 

DISTRIBUTION 

STRATEGY

FAST AND 

EFFICIENT 

SUPPLY CHAIN

SOLID MARKETING 

AND 

COMMUNICATION 

PROGRAM

EXPERIENCED 

MANAGEMENT WITH 

INCENTIVES BASED 

ON RESULTS
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SI

SI

SI

SI

SI

SI

SI

SI

SI

SI

SI

MAY JUN JUL AUG SEP OCT NOV DEC JAN FEB

L1

L2

L3

L4

L5

L6

L7

L8

L9

L10

L11

CALENDAR OF SUMMER LAUNCHES THROUGH BY WEEKLY 

CICLES, WITH STRONG CREATION OF BEST SELLERS

EVERY TWO WEEKS WE MAKE THE ORDERS OS A LAUNCH (“ CAPSULE COLLECTION”), THAT WILL BE 

ACTIVATED ON THE DIGITAL CHANNELS AND STORES.

SO

SO

SO

SO

SO

SO

SO

SO

SO

SO

SO
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COMMUNICATION AND MARKETING PLAN

EACH BRAND HAS AN INTEGRATED AND EXPRESSIVE COMMUNICATION STRATEGY, FROM THE 

CREATION OF CAMPAINGS TO THE POINT OF SALES

STRONG PRESENCE IN SOCIAL, DIGITAL, AND PRINT MEDIA LIVE MARKETING AND EXPERIENCE AT POINT OF SALE

12 MILLIONS 

4 MILLIONS 

19

DIGITAL COMMUNICATION PUBLIC RELATIONS



STORES ARE CONSTANTLY CHANGED TO INCORPORATE THE CONCEPT OF EACH NEW 

COLLECTION, RESULTING IN A HIGHER LEVEL OF DESIRE-DRIVEN PURCHASES

COMMUNICATION & MARKETING REFLECTED IN EVERY 

ASPECT OF THE STORES

20



FLEXIBLE PRODUCTION PROCESS

AREZZO’S SCALE AND STRUCTURE GIVES FLEXIBILITY TO SOURCE A LARGE 

NUMBER OF SKU’S FROM VARIOUS FACTORIES ON A SHORT TIME WITH 

COMPETITIVE PRICES

OWNED FACTORY WITH CAPACITY TO PRODUCE 1,1MM PAIRS PER 

YEAR AND A STRONG RELATIONSHIP WITH VALE DOS SINOS 

PRODUCTION CLUSTER - THE MAIN OUTSOURCING REGION

FLEXIBLE SOURCING MODEL GAINS OF SCALE

JOINT PURCHASESCERTIFICATION AND AUDITING OF SUPPLIERS

IN-HOUSE CERTIFICATION AND AUDITING ENSURE QUALITY AND 

PUNCTUALITY (ISO 9001 CERTIFICATION IN 2008)

COORDINATION OF RAW MATERIAL NEGOTIATION WITH SUPPLIERS

NEW DISTRIBUTION CENTER – ESPIRITO SANTO STATE

AGILITY, FLEXIBILITY AND SCALABILITY OF PRODUCTION ENSURE THE GROWTH EXPECTED 

BY AREZZO&CO

CONSOLIDATION AND SIMULTANEOUS  DISTRIBUTION IN NATIONAL

SCALE

RECEPTION: 

100.000 

UNITS/ DAY

PICKING: 

150.000 UNITS/ 

DAY

STORAGE: 

100.000 

UNITS/ DAY

BILLING AND 

LABELING: 

200.000 UNITS/ 

DAY
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OWNED STORES ARE ESSENTIAL TO DEVELOP RETAIL KNOW-HOW AND INCREASE 

BRANDS’ VISIBILITY IN REGIONS LIKE SÃO PAULO

FLAGSHIP STORES IN KEY BRAZILIAN LOCATIONS

22



STRUCTURE APPLIED TO RETAIL IN ORDER TO ACHIEVE BETTER SALES AND MARGIN RESULTS

AS WELL AS TO INTEGRATE AND CONNECT ALL MONOBRAND STORES’ BACK OFFICE

TRAINING AND MOTIVATIONAL








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EFFICIENT MANAGEMENT OF THE FRANCHISE NETWORK

MODEL ALLOWS FAST EXPANSION WITH LOW INVESTED CAPITAL











24

1 FRACHISE
62%

2 FRANCHISE
22%

3 FRANCHISES
8%

4 OR MORE 
FRANCHISES

8%



MULTIBRAND STORES AS TOOL FOR INCREASED CAPILARITY

MULTIBRAND STORES WIDEN THE DISTRIBUTION NETWORK AND THE BRANDS’ VISIBILITY, 
RESULTING IN A STRONGER RETAIL FOOTPRINT












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ORGANIZATIONAL STRUCTURE


















































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CORPORATE GOVERNANCE

27

GUILHERME A. FERREIRA (COORDINATOR)

MEMBERS: ALESSANDRO CARLUCCI, 

GUILHERME A. FERREIRA AND EDWARD RUIZ

BOARD OF DIRECTORS

THE BOARD IS COMPRISED OF 7 MEMBERS, OF WHICH 5 ARE INDEPENDENT, AND HAS A VERY 

LARGE ENGAGEMENT ON THE STRATEGIC PLANNING OF AREZZO&CO

COMMITTEES

JULIANA ROZENBAUM (COORDINATOR)

MEMBERS: ALEXANDRE BIRMAN, LUIZA TRAJANO, 

JULIANA ROZENBAUM E SILVIO MEIRA

JOSÉ BOLONHA (COORDINATOR)

MEMBERS: LUIZ FERNANDO GIORGI, JOSÉ 

BOLONHA E CLAUDIA FALCÃO

STRATEGY, INNOVATION AND BRANDS 

COMMITEE
RISKS, AUDIT AND FINANCE PEOPLE COMMITTEE



MULTIBRAND AND MULTICHANNEL STRATEGY

ORGANIC GROWTH LEVERAGED BY MULTI-BRAND AND MULTI-CHANNEL STRATEGY IN 

FOOTWEAR AND BAGS

28
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STRATEGY AND 

DIGITALIZATION



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

30
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STRATEGY

BUSINESS MODEL ALLOWS MULTIPLE GROWTH OPTIONS



SUPER APP

CURRENT BRANDS

– AREZZO

– SCHUTZ

– ANACAPRI

– ALME

– FIEVER

– VANS

INCUBATED 

BRANDS

COMPLEMENTARY 

BRANDS IN SHOES 

AND HANDBAGS

OTHER CATEGORIES

– ACCESSORIES

– CLOTHING

– BEAUTY

– HOME&DECOR

SERVICES

SERVICES OFFERING

RENT AND RESALE, 

REPAIRING

FASHION CONSULTING, 

FASHION & RETAIL LEARNING

SOCIAL CONECTIVITY

P2P RECOMMENDATIONS, 

STYLING, CO-CREATION

CONTENT  

TRENDS, FASHION 

LOOKS, ETC

ECOSSYSTEM 

ASSETS

PDATA ANALYTICS AND

LOYALTY ROGRAM

CUSTOMIZATION

VALORIZZA (CRM)

LOGISTICS E FLEXIBLE 

FULFILLMENT OWNED OR 

THROUGH 3RD PARTIES
CHANNEL INTEGRATION

P2P DELIVERY

SPEED FACTORY

PAYMENTS AND 

FINANCIAL 

SERVICES 

>10M
REGISTERED 

CLIENTS

MARKETPLACE

“1P” BRANDS “3P” BRANDS

A TRUE FASHION BRANDS PLATFORM: AREZZO&CO

MARKETPLACE WITH THE BEST CURATORSHIP, WITH CONTENT AND SERVICES AS PART OF 

THE ECOSSYSTEM

32



60%

240%

209%
189% 198% 193%

 MAR/20  ABR/20  MAI/20  JUN/20  JUL/20  AGO/20

ACCELERATION OF DIGITAL CHANNELS

RELEVANT GROWTH IN THE WEBCOMMERCE CHANNEL

21,4 45,8 49,0 60,2 59,5

R$ MILLIONS

CONSISTENT GROWTH DESPITE THE OPENING OF MOST PHYSICAL STORES DURING THE CRISIS

33

44
69

108
129

163

215

332

2014 2015 2016 2017 2018 2019 2020
YTD*

*SSS OF THE WEB COMMERCE CHANNEL, INCLUDING THE VANS BRAND

R$ MILLIONS

3% 5% 8% 8% 10% 12%

PART. % DOMESTIC MARKET

MAR/20 APR/20 MAY/20 JUN/20 JUL/20 AUG/20



CHANNEL INTEGRATION INITIATIVES

34

INITIATIVE THAT INTEGRATES THE PHYSICAL 

STORES AND THE WEBCOMMERCE INVENTORIES. 

DURING THE ONLINE PURCHASE, THE CONSUMER 

CAN CHOOSE THE DELIVERY OPTION BY THE STORE 

- REDUCING THE DELIVERY TIME.

STORE SHIPPING

CLICK AND COLLECT

INITIATIVE THAT ALLOWS THE CONSUMER TO MAKE 

THE PURCHASE ONLINE AND PICK UP AT THE 

PHYSICAL STORE IN 1 BUSINESS DAY

REMOTE SELL / SALE BY LINK

INFINITE SHELF

DIGITAL SALESPERSON

INITIATIVE THAT ALLOWS THE CONSUMER TO MAKE 

THE PURCHASE DIRECTLY WITH THE SELLER BY 

WHATSAPP, THROUGH A 100% SAFE PAYMENT LINK 

TOUCH SCREEN IN THE PHYSICAL STORE THAT 

ALLOWS THE CONSUMER, WITH THE HELP OF THE 

SALESPERSON, TO ACCESS THE WEBCOMMERCE 

INVENTORY, INCREASING THE AVAILABILITY OF 

PRODUCTS

DURING THE COVID-19 PANDEMIC, THE INITIATIVE 

WAS IMPLEMENTED IN ORDER TO REPLACE THE 

COMMISSION IN STORE. THE CONSUMER HAD 5% 

EXTRA DISCOUNT ON THE WEBCOMMERCE BY 

APPLYING THE SELLER'S COUPON



ACCELERATION OF DIGITAL CHANNELS

STRONGER CHANNEL INTEGRATION











908% 440% 21,4% 19%

26%

56%

97%

99%

100%

ENTREGA PELA LOJA

RETIRE NA LOJA

CUPOM VENDEDORA

VENDA LINK

PRATELEIRA INFINITA

69K

35

INFINITE SHELF

REMOTE SELL / SALE BY LINK

DIGITAL SALESPERSON

CLICK N COLLECT

STORE SHIPPING



PRIORITIZED BATTLES

DIGITAL TRANSFORMATION FRONTS IN 5 MAIN BATTLES:

E-COMMERCE 

ACCELERATION

CIRCULAR

ECONOMY

FASHION 

PLATFORM

DIGITAL RESELLER

THE POWER OF THE INFLUENCERS AND THE DIGITAL AS 

AN INCREASINGLY PRESENT WORK TOOL.

CREATE A NEW SALES CHANNEL WITH THE ABILITY TO 

QUICKLY SCALE, INCREASING BRAND VISIBILITY AND 

BOOSTING THE SELL OUT.

PROVIDE PLATFORMS THAT ENABLE AUTONOMOUS 

PEOPLE TO SELL OUR BRANDS.

MARKETPLACE AS THE MAIN LEVER FOR THE GROWTH OF E-

COMMERCE IN THE COUNTRY AND GATEWAY TO NEW BRANDS.

CREATION OF A 1P + 3P PROPRIETARY PLATFORM OFFERING 

AN UNPRECEDENTED EXPERIENCE IN BRAZIL AND EXPANDING 

THE RANGE OF CATEGORIES.

BE A REFERENCE PLATFORM IN FASHION, WITH STRONG 

PILLARS OF CONTENT, SERVICES AND OTHER DIGITAL 

DIFFERENTIALS.

THE SECONDHAND MARKET STAND ALONE SHOULD REACH A 

VALUE OF USD 51 BILLION BY 2023. RESALE OF USED PRODUCTS 

HAS GROWN 21X MORE THAN NEW CLOTHES IN THE LAST 3 

YEARS.

USE SECOND HAND TO ENCOURAGE THE SALE OF NEW 

PRODUCTS, GENERATE POSITIVE IMPACT AND CAPTURE A NEW 

AVENUE OF SELL OUT.

CREATE RECOMMERCE WEBSITES LINKED TO OUR BRANDS AND 

OUR PLATFORM. DOMINATE EXISTING TERRITORY.

OMNI AND 

FUTURE OF 

RETAIL

RETAIL HAS CHANGED. PHYSICAL AND 

DIGITAL ARE NO LONGER DISTINGUISHED. 

WE LIVE IN THE ERA OF EXPERIENCE WHERE 

THE FOCUS NEEDS TO BE ON THE 

RELATIONSHIP.

FAST CYCLES OF DEVELOPMENT OF NEW 

SOLUTIONS THAT SERVE OUR CLIENTS' 

JOURNEY FROM END TO END

BUILDING AN INTEGRATED ECOSYSTEM OF 

CRM SOLUTIONS, DIGITAL RELATIONSHIP 

AND OMNICHANNEL TRANSACTIONS, 

STRENGTHENING THE UNIVERSE OF 

FRANCHISES AND EXPANDING OUR MARKET 

SHARE.

THE PANDEMIC HAS ACCELERATED THE DEMAND 

FOR THE DIGITAL PURCHASES AND REINFORCED 

THE CHANNEL'S RELEVANCE TO AREZZO&CO.

EARN EFFICIENCY AND BUILD IMPROVEMENTS 

NEEDED TO REACH A NEW LEVEL.

CLIMBING BEYOND THE R$500 MILLION MARK IN 

2020.

36
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US OPERATION



2013

2014

2015

2016

2017

2018

• NY STORE 

LAUNCH

• ATTEMPTED 

TO WORK 

WITH 

DEPARTMENT 

STORES.

• E-COMMERCE 

LAUNCH

• OUT FROM 

DEPARTMENT 

STORES

• RETURN TO 

ONLINE 

DEPARTMENT 

STORES

• LAUNCH OF THE 

LOS ANGELES 

STORE

• NEW SHOWROOM

• RETURN DEPARTMENT 

STORES

• INTEGRATED E-

COMMERCE

• AVENTURA MALL 

STORE OPENING

• HOME DROPSHIP 

WITH WHOLESALE

• OPENINGS OF 

MADISON AVENUE & 

BAL HARBOR STORES

• HOME DROPSHIP 

WITH WHOLESALE

• WHOLESALE 

START 

WITHOUT A 

SHOWROOM

• SHOWROOM

NY

• LINE 

OPENING 

FOCUSED ON 

OWN 

FACTORY

• DELIVERY 

IMPROVEMENT

• CLARITA 

LAUNCH

• GROWTH 

DEPARTMENT 

STORES

• CLARITA BECOMES A 

STAR PRODUCT

• ACHIEVEMENT 

OF BREAKEVEN 

IN 3Q20

TIMELINE US OPERATIONS

2012
2020

• NEW PRICING 

STRATEGY IN 

THE 

OPERATION
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1 DAY 

FACTORY TO 

THE AIRPORT 1 DAY  

AIRPORT 

BOARDING

2 TO 4 DAYS  

GROUND 

TRANSPORTATION

SHIPPING COST

USD PER PAIR

1 DAY

DC

2 DAYS

CUSTOMS 

RELEASE

US OPERATIONS

LEADTIME AS OUR GREATEST COMPETITIVE ADVANTAGE

BRAZIL

USA

BRAZIL USA
ADDITIONAL LEAD TIME: 6 TO 8 DAYS

39



GROSS REVENUE (R$ MILLIONS)

40

US OPERATIONS

GROSS REVENUE EVOLUTION

 CONSISTENCY IN REVENUE GROWTH: CAGR 13-19: 45%

 BRAND SCHUTZ REPRESENTS 72% AND ALEXANDRE BIRMAN 28%



US OPERATIONS

STRUCTURAL CHANGES ENABLING BREAKEVEN

•

•

•

•

•

MORTAR 
AND 

BRICK
23%

ONLINE
77%

OWN E-
COMMERCE

72%

THIRD 
PARTIES E-
COMMERCE

28%

BRICK 
AND 

MORTAR
59%

ONLINE
41%

OWN E-
COMMERCE

38%

THIRD PARTIES 
E- COMMERCE

62%

US OPERATIONS SHARE OF GROSS REVENUE 2Q20

US OPERATIONS SHARE OF GROSS REVENUE 2019

+41,3% BRL GROWTH IN JULY

41



SALES VOLUME BY PRICE RANGE*

19,6%

31,8%

22,8%

11,0%

8,9%

3,7%

1,6%

0,4%

0,2%

< $24.99

$25 - $49.99

$50 - $74.99

$75 - $99.99

$100 - $149.99

$150 - $199.99

$200 - $249.99

$250 - $299.99

> $300

AVERAGE PRICE

> 300

>75

100

150

200

$ 40 M$ 200 M

$ 1,5 B

$ 130 M

*NPD GROUP RESEARCH 

$ 300 M

US OPERATIONS

INCREASED EDGE AND EXPANSION OF ADDRESSABLE MARKET

66.2% INCREASE IN ADDRESSABLE MARKET

PREVIOUS CURRENT

PLAYER’S  ESTIMATED REVENUE (IN USD)$ 1,5 B

42
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NEW PRICING STRATEGY

LINKED TO THE NEW SCHUTZ BRAND GLOBAL CAMPAIGN
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FINANCIAL HIGHLIGHTS



FINANCIAL AND OPERATIONAL HIGHLIGHTS

GROSS REVENUE BREAKDOWN BY BRAND

DOMESTIC MARKET (R$ MILLION)

GROSS REVENUE BREAKDOWN BY CHANNEL

DOMESTIC AND EXTERNAL MARKET (R$ MILLION)
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FINANCIAL AND OPERATIONAL HIGHLIGHTS

GROSS PROFIT EVOLUTION (R$ MILLION) AND GROSS MARGIN (%) NET PROFIT EVOLUTION (R$ MILLION) AND NET MARGIN (%)

EBITDA EVOLUTION (R$ MILLION) AND EBITDA MARGIN (%) NET REVENUES EVOLUTION (R$ MILLION)
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FINANCIAL AND OPERATIONAL HIGHLIGHTS

AREZZO&CO HAS A SOLID BALANCE SHEET WITH A HEALTHY NET CASH POSITION, COUPLED WITH 

A STRONG ABILITY TO GENERATE OPERATING CASH FLOW AND DIVIDEND PAYMENTS

R$566MM 0,2X 25,1% +65% 2,3%

OPERATING CASH FLOW YIELD = LTM OPERATING CASH FLOW / FIRM VALUE. CONSIDERED FIRM VALUE OF R$ 4,788 MM (AS THE AVERAGE FROM 07/01/2019 TO 06/30/2020).

CASH POSITION 

(2Q20)

NET DEBT/

EBITDA (2Q20)

ROIC

(2019)

DIVIDEND 

PAYOUT (2019)

OPERATING CASH 

FLOW YIELD (LTM)
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SUMMARY OF INVESTMENTS 2Q20 2Q19 
Δ 20 X 19

(%) 

TOTAL CAPEX 7.361 17.486 (57,9%)

STORES - EXPANSION AND 

REFURBISHING
955 2.209 (56,8%)

CORPORATE 5.831 4.280 36,2% 

OTHER 575 10.997 (94,8%)

OPERATING INDICATORS 2Q20 2Q19 
Δ (%)

20 X 19 

# OF PAIRS SOLD ('000) 1.079 3.185 -66,1%

# OF HANDBAGS SOLD ('000) 185 436 -57,5%

# OF EMPLOYEES 2.029 2.515 -19,3%

# OF STORES* 741 696 45 

OWNED STORES 53 54 -1 

FRANCHISES 688 642 46 

OUTSOURCING (AS % OF TOTAL PRODUCTION) 90,9% 90,3% 0,6 P.P 

SSS² SELL IN (FRANCHISES) -90,7% 1,3% -92,0 P.P 

SSS² SELL OUT (OWNED STORES + FRANCHISES + 

WEB)
-50,5% 4,1% -54,6 P.P 

CASH POSITION AND INDEBTEDNESS 2Q20 1Q20 2Q19 

CASH 565.619 619.181 257.135 

TOTAL DEBT 601.347 615.959 175.957 

SHORT-TERM 292.424 307.081 153.533 

% TOTAL DEBT 48,6% 49,9% 87,3%

LONG-TERM 308.923 308.878 22.424 

% TOTAL DEBT 51,4% 50,1% 12,7%

NET DEBT 35.728 (3.222) (81.178)

NET DEBT/EBITDA 0,2X 0,0X -0,3X

* INCLUDING STORES ABROAD

FINANCIAL AND OPERATIONAL HIGHLIGHTS

INDEBTEDNESS

OPERATIONAL INDICATORS CAPEX

 TOTAL INDEBTEDNESS OF R$ 

601.3 MILLION IN 2Q20 VS R$ 

176 MILLION IN 2Q19;

 0.2X NET DEBT/EBITDA IN 

2Q20 VS -0.3X IN 2Q19.
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APPENDIX



Δ

KEY FINANCIAL INDICATORS

ADJUSTED RESULTS: EXCLUDE R$77.7 MILLION IN 2Q20 RELATED TO ONE-OFFS (NON-RECURRING ELEMENTS), TO BE EXPLAINED AHEAD. ALSO EXCLUDE ONE-OFF EVENTS AND EFFECTS

FROM EXTEMPORANEOUS CREDITS IN 1Q20 (R$28.3 MILLION), 2Q19 (R$7.6 MILLION) AND 1Q19 (R$0.1 MILLION).
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STORES HISTORY

(1) INCLUDES STORE AREA ABROAD

(2) INCLUDES ELEVEN OUTLET STORES WITH TOTAL AREA OF 2,450 SQUARE METERS

(3) INCLUDES EXPANDED STORE AREA

(4) INCLUDES 3 SCHUTZ STORES IN (I) NEW YORK AT MADISON AVENUE, (II) MIAMI AT SHOPPING AVENTURA, AND (III) LOS ANGELES AT BEVERLY DRIVE.

ALSO INCLUDES 2 ALEXANDRE BIRMAN STORES IN (I) NEW YORK AT MADISON AVENUE, AND (II) MIAMI AT SHOPPING BAL HARBOUR. 51



ABALANCE SHEET - IFRS
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INCOME STATEMENT - IFRS
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CASH FLOW STATEMENT - IFRS
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CASH FLOW STATEMENT - IFRS
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