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R$ 3.7 BILLIONS

R$ 1.6 BILLIONS

941 STORES

5.2 THOUSAND

+ 306%

R$ 8.5 BILLIONS

R$ 3.0 BILLIONS 25 MILLIONS



1966

OFF THE 

WALL

ALLIED IN 

FASHION 

AND LIFE

CHOOSE TO 

BE YOU

EXCLUSIVE 

EXPERIENCE

CELEBRATE 

THE 

DIFFERENCES

SELF CARE

ELEVATE

THE 

MOMENT

201820152009200819951972 1966 2004

OFF THE WALL FREE TO BE

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
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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
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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

• M&A –

MYSHOES, 

BAW 

CLOTHING, 

CAROL BASSIT
IM
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L
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E

 00s
2011
202180s 90s
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SHAREHOLDER STRUCTURE
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88

TRENDY

NEW 

EASY TO USE 

ECLETIC

16 – 60 YEARS

WEB GROSS REVENUE

RR$ 255 MM (23%)

RETAIL PRICE POINT

R$ 240.00 / PAIR

GROSS REVENUE

R$ 1 BI (29%)

6 MILLIONS FOLLOWERS

CHANNEL AND % REVENUE

O F MM EX

#18 #433 #1.776 #18

7,2% 53% 14,5% 1%

8



FASHION

UP TO DATE

BOLD

PROVOCATIVE

18 – 40 YEARS

WEB GROSS REVENUE

R$ 191.8 MM (21%)

RETAIL PRICE POINT

R$ 380.00 / PAIR

GROSS REVENUE

R$ 896.8 MM (24%)

4.7 MILLIONS FOLLOWERS

99

CHANNELS AND % REVENUE

O F MM EX USA

#20 #64 #1.179 #32 #3

11% 12% 23% 3% 29%
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FREE TO BE

CLASSICS

SOCIAL COMFORT

MADE IN BRAZIL

0 – 50 ANOS

WEB GROSS REVENUE

R$ 158.5 MM (21%)

RETAIL PRICE POINT

R$ 170.00 / PIECE

GROSS REVENUE

R$ 731 MM (20%)

1.5 MILLION FOLLOWERS

10

CHANNELS AND % REVENUE

O F MM

#89 #57 #1.211

49% 8% 21%



POP

FLAT SHOES

AFFORDABLE

COLORFUL

12 – 60 YEARS

WEB GROSS REVENUE

R$ 52 MM (17%)

RETAIL PRICE POINT

R$ 140.00 / PAIR

GROSS REVENUE

R$ 296.6 MM (8%)

1.6 MILLION FOLLOWERS

1111

CHANNELS AND % REVENUE

O F MM EX

#2 #207 #1.681 #10

3% 39% 38% 1,5%
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DESIGN

EXCLUSIVITY

IDENTITY

SEDUCTION

20 – 45 YEARS

WEB GROSS REVENUE

R$ 9.7 MM (7%)

RETAIL PRICE POINT

R$ 1,500.00 / PAIR

GROSS REVENUE

R$ 142 MM (4%)

407K FOLLOWERS

1212

CHANNEL AND % REVENUE

O MM USA

#8 #28 #2

31% 3% 59%
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CASUAL

YOUNG

URBAN

MODERN

15 – 30 YEARS

WEB GROSS REVENUE

R$ 9 MM (35%)

RETAIL PRICE POINT

R$ 320.00 / PAIR

GROSS REVENUE

R$ 26 MM (1%)

303K FOLLOWERS

1313

CHANNELS AND % REVENUE

F O MM

#1 #2 #259

3% 15% 47%
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CONFORT

WELLNES

BEAUTY

SELF CARE

30 – 60 YEARS

WEB GROSS REVENUE

R$ 3,3 MM (38%)

RETAIL PRICE POINT

R$ 230.00 / PAIR

GROSS REVENUE

R$ 8,5 MM (0,2%)

84,4K FOLLOWERS

1414

CHANNELS AND % REVENUE

O F MM

#2 #2 #6

27% 9% 26%
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MULTIPLE DISTRIBUTION CHANNELS

FLEXIBLE PLATFORM THROUGH DIFFERENT DISTRIBUTION CHANNELS WITH 
DIFFERENTIATED STRATEGIES, MAXIMIZING THE RETURN TO THE COMPANY

BROAD 

DISTRIBUTION 

NETWORK 

THROUGHOUT 

BRAZIL

153 OWNED 

STORES IN 

BRAZIL

5.740 MULTIBRAND1 

CLIENTS IN MORE 

THAN 1.700 CITIES

777 

FRANCHISES 

ON MORE 

THAN 270 

CITIES

GROSS REVENUE BREAKDOWN BY CHANNEL

15
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UNIQUE BUSINESS MODEL IN BRAZIL

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

BRAZILIAN WOMEN

1

2

3

4

5
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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

18

DIGITAL COMMUNICATION PUBLIC RELATIONS



COMMUNICATION & MARKETING REFLECTED IN EVERY ASPECT 

OF THE STORES

19

STORES ARE CONSTANTLY CHANGED TO INCORPORATE THE CONCEPT OF EACH NEW 

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



FLEXIBLE PRODUCTION PROCESS

FLEXIBLE SOURCING MODEL GAINS OF SCALE

JOINT PURCHASESCERTIFICATION AND AUDITING OF 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

20



FLAGSHIP STORES IN KEY BRAZILIAN LOCATIONS

21

OWNED STORES ARE ESSENTIAL TO DEVELOP RETAIL KNOW-HOW AND INCREASE 
BRANDS’ VISIBILITY IN REGIONS LIKE SÃO PAULO



TRAINING AND MOTIVATIONAL

▪

▪

▪

▪

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



EFFICIENT MANAGEMENT OF THE FRANCHISE NETWORK

MODEL ALLOWS FAST EXPANSION WITH LOW INVESTED CAPITAL

•

•

•

•

•
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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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LUCIANA 

WODZIK

FERNANDO 

CALIGARIS

•

•

•

•

•

•

•

•

•

•

•

•

MILENA 

PENTEADO

•

•

ALEXANDRE 

BIRMAN

RONY 

MEISLER

CASSIANO E CISSO

•

•

•

•

•

MARCO VIDAL

•

•

•

•

•

•

MAURICIO BASTOS

•

•

•

•

ALEXANDRE 

BIRMAN

RAFAEL SACHETE

•

•

•

•

•

•

•

•

•

AREZZO&CO’S STRUCTURE
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HIGH ENGAGEMENT WITH STRATEGIC PLANNING OF AREZZO&CO

ALESSANDRO

CARLUCCI

JOSÉ                  

BOLOGNA

ALEXANDRE

BIRMAN

JULIANA       

BUCHAIM

• GRADUATED FROM FGV IN BUSINESS 
MANAGEMENT;

• HE HEADED NATURA UNTIL 2014;
• CURRENT CHAIRMAN OF THE BOARD, 

MEMBER SINCE 2017.

• GRADUATE DEGREE FROM PUC IN 
BUSINESS MANAGEMENT AND 
PSYCHOLOGY;

• FOUNDER AND CEO OF ETHOS 
SHAREWOODS;

• AUTHOR, CONSULTANT AND 
LECTURER;

• SIX TENURES AT AREZZO&CO.

• GRADUATED FROM USP IN BUSINESS MANAGEMENT;
• PARTNER AND MANAGER OF SUMAUMA CAPITAL;
• MEMBER OF IBGC’S INNOVATION COMMISSION;
• OVER 22 YEARS OF EXPERIENCE IN THE FINANCIAL MARKET

• GRADUATED FROM FUMEC;
• CEO OF AREZZO&CO SINCE 2013;
• OVER 25 YEARS OF EXPERIENCE IN THE 

FOOTWEAR MARKET;
• FOUNDER OF FOUR BRANDS OF THE 

AREZZO7CO PORTFOLIO.

GUILHERME

FERREIRA

RENATA               

VICHI

RONY               

MEISLER

• GRADUATED FROM FIAM IN ADVERTISING;
• CEO OF CRM GROUP - KOPENHAGEN, BRASIL CACAU 

AND KOP COFFEE;
• EXPERIENCE IN MARKETING, COMMERCIAL AND 

EXPANSION AREAS.

• GRADUATED FROM PUC IN 
PRODUCTION ENGINEERING;

• FOUNDER AND CEO OF  GRUPO 
RESERVA.

• GRADUATED FROM USP IN 
PRODUCTION ENGINEERING;

• MEMBER OF THE BOARD OF 
DIRECTORS OF B3;

• NOW AT AREZZO&CO FOR FIVE 
CONSECUTIVE TENURES.

BOARD OF DIRECTORS
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STRATEGIC MAP – PILLARS AND LEVERS

PEOPLE AND CULTURE

NOVAS MARCAS E SEGMENTOS BRASIL INTERNATIONAL MARKET

TRANSFORMATION OF THE BUSINESS MODEL ENGINE 2.0

DATA AND TECHNOLOGY

GROWTH OF THE CORE / EXPANSION OF THE CURRENT BRANDS

AR&CO
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AREZZO&CO GROWTH STRATEGY



FASHION BRANDS PLATFORM AREZZO&CO

SUPER APP

CONTENT

LOYALTY PROGRAM

PAYMENTS

>10M
REGISTERED 

CLIENTS

MARKETPLACE

“1P” BRANDS “3P” BRANDS

30



E-COMMERCE SALES

R$276MM +70%

R$68MM +18%

1.3%  

R$1.3MM +118%

22% +530 BPS

OMNICHANNEL HIGHLIGHTS IN 4Q21

WEB COMMERCE 

CHANNEL REGISTERED A 

23% PARTICIPATION VS. 

13% IN 2019 ON TOTAL 

SALES.

31



OMNICHANNEL SALES

8.7 MILLION 

35%

R$755MM

R$858MM

R$1.6B

OMNICHANNEL HIGHLIGHTS IN 4Q21

43%

R$230 MILLION 

32



OMNICHANNEL HIGHLIGHTS

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 33
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•

•

•

•

•

•

•

•

•

•

•

•

•

• • • •

•

•

•

•

TIMELINE US OPERATIONS

•
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US OPERATIONS
LEADTIME AS OUR GREATEST COMPETITIVE ADVANTAGE

BRAZIL

USA

BRAZIL USA

36



SALES VOLUME BY PRICE RANGE*
AVERAGE PRICE

$ 40 M$ 200 M

$ 1,5 B

$ 130 M

$ 300 M

US OPERATIONS
INCREASED EDGE AND EXPANSION OF ADDRESSABLE MARKET

66.2% INCREASE IN ADDRESSABLE MARKET

$ 1,5 B
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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

WHOLESALE

108

43

19

+173% 

+75% 
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761

1065
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-150

 350

 850
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276
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1.866

2.064
2.022

3.647

802

1.352

(3.000)

(2.000)

(1.000)
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 1.00 0

 2.00 0

 3.00 0

 4.00 0

(150,0)

 350 ,0

 850 ,0

 1.35 0,0
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 3.35 0,0

 3.85 0,0

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 (%)

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

NET PROFIT EVOLUTION (R$ MILLION) AND NET MARGIN (%)
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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$262MM +0,5X 22,9% 100% 3,0%

FINANCIAL AND OPERATIONAL HIGHLIGHTS
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CAPEX

▪

▪
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FINANCIAL AND OPERATIONAL HIGHLIGHTS

INDEBTEDNESS

OPERATIONAL INDICATORS

Δ Δ
Δ Δ





KEY FINANCIAL INDICATORS
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STORES HISTORY
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BALANCE SHEET - IFRS
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INCOME STATEMENT - IFRS

48



CASH FLOW STATEMENT - IFRS

49
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CASH FLOW STATEMENT - IFRS
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CHIEF FINANCIAL AND IR OFFICER

RAFAEL SACHETE

IR MANAGER

VICTORIA MACHADO

IR SPECIALIST

MARIA LUCIA REMIGIO

IR ANALYST

LARISSA CRISTOVÃO

RI@AREZZO.COM.BR

RI.AREZZOCO.COM.BR


