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OPENING REMARKS



R$1.4B

STRONG PERFORMANCE IN 4Q21

07

+730bps R$185MM

17.0% R$110MM R$1.2B

R$343MM R$276MM 23%



R$3.6B

STRONG PERFORMANCE IN 2021
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+660bps R$459MM

15.7% R$269MM R$3.0B 

R$759MM R$816MM 25%



+18MM 73%

18%

+2MM

+4MM

9%

STRONG PERFORMANCE IN 2021
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+25MM
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R$276MM +70%

R$68MM +18% 

1.3%  

R$1.3MM +118% 

22% +530 BPS 

OMNICHANNEL HIGHLIGHTS IN 4Q21
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WEB COMMERCE 

CHANNEL REGISTERED A 

23% PARTICIPATION VS. 

13% IN 2019 ON TOTAL 

SALES.



OMNICHANNEL SALES

8.7 MILLION 

35%

R$755MM

R$858MM

R$1.6B

OMNICHANNEL HIGHLIGHTS IN 4Q21
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43%

R$230 MILLION 



OMNICHANNEL HIGHLIGHTS IN 4Q21
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RECORD-SETTING ACTIVE CUSTOMER BASE: 3.6M;

30% OF AREZZO&CO CUSTOMERS BUY THROUGH THE 

ONLINE CHANNEL;

11.6% OF CUSTOMERS ARE OMNICHANNEL (PHYSICAL AND 

ONLINE SHOPPING).

• 138%

• 35%

• 21%

•

23% 

*DATA EX- AR&CO
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BRANDS AND CHANNELS 

HIGHLIGHTS
GROSS REVENUE - BRANDS

GROSS REVENUE – CHANNELS
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R$ 375.4MM

21.6%

+33.0% 

13.4%* R$ 194.2MM

14.5%

R$ 300.3MM

+79.6% 

32.9%

OTHERS

R$ 342.7MM

45.0%

+109.2% 

31.0%

R$ 98.6MM

18.3%

+29.5% 

13.0%*

*IN NOVEMBER, THE WEB AS A SHARE OF SELL OUT DTC (%) OF THE BRANDS AREZZO AND ANACAPRI WERE 20,5% AND 23,8% RESPECTIVELY. IN DECEMBER, THIS 
INDICATOR IS LOWER DUE THE ACCELERATION OF PHYSICAL SELL OUT.



ACCELERATING SELL OUT PERFORMANCE
PHYSICAL STORES + WEB COMMERCE

R$ 1.2B
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CONSISTENT GROWTH OF THE MULTIBRAND 

CHANNEL, WITH INCREASED SHARE OF WALLET 

AND NUMBER OF POINTS OF SALE

MULTIBRAND
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•

•

•

•

R$887MM 27%

+67% +30%

5,740 +36%
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+173% +324% 
CONSOLIDATION OF THE STRONG BRANDS AND 

DISTRIBUTION CHANNELS POSITIONING STRATEGY, 

LEADING TO STRONG RESULTS

R$ 125.6MM +82%

R$ 347.5MM

R$ 8.8MM

36%

+42% 

73%

HIGHEST REVENUES IN THE 

HISTORY OF THE OPERATION

WEB COMMERCE

+75% 

42K 

71%

+147% +155%

1.7%

INTERNATIONAL BUSINESS

19

WHOLESALE

108

43

19

+173% 

+75% 
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•

•

•

4Q21 GROSS REVENUES
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• INCLUSION OF AR&CO, 

• WEB COMMERCE 

• COLLECTION 

ASSERTIVENESS AND STRONG MARKETING CAMPAIGNS;

•

US OPERATION.

HIGHLIGHTS

4Q21 GROSS INCOME AND ADJUSTED EBITDA
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ROIC
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•

•

Δ Δ
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ESG HIGHLIGHTS
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LISTING ON B3’S ISE PORTFOLIO

DESIGN OF THE DIVERSITY AND INCLUSIVENESS STRATEGY

NEUTRALIZATION OF SCOPE 1 AND 2 EMISSIONS

LAUNCH OF ALME, A 100% CARBON-NEUTRAL BRAND
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USE OF PROCEEDS
FROM THE OFFERING

1. ORGANIC GROWTH

2. INORGANIC GROWTH
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AREZZO

• WINTER 2022 CAMPAIGN EXPLORING 

MACROTENDENCIES, INCORPORATED IN 

THE BRAND'S FEMALE DNA

• “WHAT'S NEXT?” – CAMPAIGN MAIN 

MESSAGE

• STARTING 9 MODELS FROM THE 70'S TO 

2000'S AND DIFFERENT GENERATIONS

• THE PHOTOS REFER TO ICONIC FASHION 

CAMPAIGNS, IN A SET OF IMAGES WITH 

STRONG REFERENCES FROM THE LATE 

90'S AND 2000'S

• RETURN OF THE PLATFORMS ARE TAKEN 

OVER THE WALKWAYS AROUND THE 

WORLD
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SCHUTZ

• LAUNCH OF A GIRL BAND, WITH EXCLUSIVE MUSIC BY RENOWNED 

PRODUCER AND CLIP DIRECTED BY GIOVANNI BIANCO

• PRE-LAUNCH IN MARCH IN THE SCHUTZ PRE FALL COLLECTION

• NEXT STEPS: UNPRECEDENTED LAUNCH OF CLOTHING LINE WITH 

VIDEO CLIP AND NEW WEBSITE (APRIL 2022)

• IMPACT ON MEDIA BEYOND THE FASHION WORLD

• RELEASE OF THE SCHUTZ BAND MUSIC AND VIDEO CLIP ON 

SPOTIFY, YOUTUBE AND ACTIVATIONS IN BARS AND NIGHT CLUBS

• UNPRECEDENTED CONTENT IN DIGITAL MEDIA, OUT OF HOME 

ACTIVATION IN THE CITIES OF SÃO PAULO AND RIO DE JANEIRO 

AND P.R & PRESS PLAN

ENTERTAINMENT + FASHION + LIFESTYLE = BRAND EXPERIENCE

31



RESERVA

• EVANDRO MESQUITA PRESENTS THE RESERVA’S 

WINTER 2022 CAMPAIGN IN A NOSTALGIC 

CLIMATE

• SLOGAN: “WE JUST WANT TO SPEND THE WINTER 

WITH YOU”

• NEW PIECES AND COLOR PALETTE FOR THE 

SEASON

• WITH A “VINTAGE ROCK” STYLE, RESERVA WILL 

BRING NEW OPTIONS FOR SHIRTS, SHORTS AND 

JEANS IN EXCLUSIVE COLORS

• THE COLLECTION WILL ARRIVE IN STORES ON 

MARCH 14
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ANACAPRI

• WINTER 2022 COLLECTION LAUNCH: 

“REINVENTING YOUR DAYS”

• PARTICIPATION OF OLYMPIC ATHLETES AND 

SISTERS, BIA AND BRANCA FERES, IN ADDITION TO 

OTHER INFLUENCERS

• PRE-LAUNCH WITH EXCLUSIVE SALE TO VIP 

CUSTOMERS THROUGH CRM ACTIVATION BY 

WHATSAPP
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• 26% SELL OUT GROWTH IN THE FIRST MONTHS OF THE YEAR 

VS 2021

• OPENING OF NEW STORES AND LAUNCH OF THE E-

COMMERCE PLATFORM IN PROGRESS

• STRONG OMNI PRESENCE: 46% OF SALES AT THE CIDADE 

JARDIM STORE ARE MADE VIA WHATSAPP

• AVERAGE TICKET APPROX. 30% BIGGER VS 2021 -

SUSTAINABLE GROWTH

• LAUNCH OF THE FOOTWEAR COLLECTION - 13 PRODUCTS IN 

FEBRUARY AND NEW ONES FOR MARCH

• LAUNCH OF THE “EVENING COLLECTION” – PARTY CLOTHING 

BY CAROL BASSI

CAROL BASSI
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ALEXANDRE BIRMAN

• BIRMAN AMBASSADORS: A GROUP OF WOMEN 

WHO HAVE THE BRAND'S DNA, TURNING THEM 

INTO AMBASSADORS, WITH THE OBJECTIVE OF 

CREATING A LONG-TERM RELATIONSHIP AND 

INCREASING LOYALTY

• PRE-FALL 2022: BRAZIL LAUNCH ON MARCH 17

• SEEDING SENT TO 40 INFLUENCERS WITH 4 

DIFFERENT STYLES.
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MY SHOES

• LAUNCH OF THE WINTER CAMPAIGN 2022

• RENEWAL OF SIMARIA AS AMBASSADOR WITH CO-

CREATED AND SIGNED COLLECTION

• WESTERN BOOTS LAUNCHED IN PRE FALL WITH 

90% SELL THROUGH IN 15 DAYS OF SALE

• NATIVE DIGITAL CONTENT CREATED BY A SQUAD 

OF 15 INFLUENCERS WITH NATIONAL SCOPE
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