


AGENDA



OPENING 

REMARKS
ALEXANDRE BIRMAN



A BROAD PORTFOLIO OF MOST-DESIRED BRANDS

THE COMPANY HAS A STRONG PORTFOLIO OF TOP OF MIND BRANDS IN BRAZIL

1972

TRENDY

NEW

EASY-TO-USE

ECLETIC

16 – 60 YEARS

WEB GROSS REVENUE

R$ 90.9 MM (9%)

RETAIL PRICE POINT

R$ 240.00 / PAIR

GROSS REVENUE

R$ 985.7 MM (49.4%)

1995

FASHION

UP TO DATE 

BOLD 

PROVOCATIVE

18 – 40 YEARS

WEB GROSS REVENUE

R$ 73.3 MM (12%)

RETAIL PRICE POINT

R$ 380.00 / PAIR

GROSS REVENUE

R$ 617.1 MM (30.9%)

2008

POP

FLATS 

AFFORDABLE

COLORFUL

12 – 60 YEARS

WEB GROSS REVENUE

R$ 16.9 MM (7%)

RETAIL PRICE POINT

R$ 140.00 / PAIR

GROSS REVENUE

R$ 248.8 MM (12.5%)

2009

DESIGN

EXCLUSIVENESS

IDENTITY 

SEDUCTION

20 – 45 YEARS

WEB GROSS REVENUE

R$ 4.3 MM (4%)

RETAIL PRICE POINT

R$ 1,500.00 / PAIR

GROSS REVENUE

R$ 101.8 MM (5.1%)



A BROAD PORTFOLIO OF MOST-DESIRED BRANDS

2015

CASUAL

YOUNG 

URBAN 

MODERN

15 – 30 YEARS

WEB GROSS REVENUE

R$ 4.0 MM (15%)

RETAIL PRICE POINT

R$ 320.00 / PAIR

GROSS REVENUE

R$ 27.5 MM (1.4%)

2018

COMFORT

WELLNESS 

DESIGN

SELF-CARE

30 – 60 YEARS

WEB GROSS REVENUE

R$ 2.1 MM (15%)

RETAIL PRICE POINT

R$ 230.00 / PAIR

GROSS REVENUE

R$ 14.1 MM (0.7%)

1966

OFF THE WALL

ACTION SPORTS 

LIFESTYLE

STREET CULTURE

16 – 24 YEARS

THE COMPANY HAS A STRONG PORTFOLIO OF TOP OF MIND BRANDS IN BRAZIL



STRATEGIC 

PLANNING
ALEXANDRE BIRMAN, RAFAEL SACHETE AND ALINE PENNA



PRESENT 

FORWARD

FUTURE 

BACK

FOUNDER’S 

MENTALITY

THE INSPIRATION OF OUR 5-YEAR STRATEGIC PLANNING 

CYCLE WAS BASED ON  3 MAIN LENSES



LENS 1:

AS COMPANIES GROWS, THEY TEND TO LOSE

THE BENEFITS OF THE FOUNDER’S MENTALITY

•

•

•

•



LENSES 2 AND 3:

COMBINING “PRESENT-FORWARD” AND “FUTURE-BACK” 

PERSPECTIVES

BUILDING A  BETTER AND LESS EXPENSIVE HORSE BUT AT THE SAME TIME ENVISAGING A CAR

PRESENT FORWARD

FUTURE BACK



CORE

EXPANSION

CORE 

TRANSFORMATION

CREATING

ENGINE 2

DEVELOPING 

ADJACENCIES

BASE

LENSES 2 AND 3:

RATIONALE FOR GUIDING A DISCUSSION ON STRATEGIC 

LEVERS



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



SPEAKING OF 

NEW BRANDS...





ADJACENCIES

CORE

BRANDS

CATEGORIES

GEOGRAPHY

CHANNELS

SEGMENT

POSITIONING

RADAR CHART

VANS WILL ADD NEW SEGMENTS (KIDS & 

MEN) IN ADDITION TO APPAREL



•

•

•

•

•

•

•

AREZZO&CO AND VANS

WHY ARE WE INTERESTED IN PARTNERING WITH VANS IN BRAZIL?



•

•

•

•

•

•

•
AREZZO&CO AND VANS

KEY OPPORTUNITIES



A NEW ROAD TO GROWTH 

AHEAD...



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



THERE ARE DIFFERENT WAYS TO EMBRACE THE NEW BRAND

OPPORTUNITIES



INSURGENT BRANDS APPLY A DIFFERENT APPROACH 

INSURGENT 

BRAND

GROWTH

TRADITIONAL SCALE ADVANTAGE HAS BECOME LESS IMPORTANT,

ENABLING THE  EVOLUTION OF NEW BUSINESS MODELS



INSURGENT BRANDS

< 15 YEARS      
OLD

>10X GROWTH IN 

CATEGORY

REVENUE

< $100M

EXAMPLE:

CONSUMER GOODS IN USA

WHILE LESS REPRESENTATIVE IN  SHARE, ALREADY CAPTURE A 

GOOD PART OF THE GROWTH IN THEIR MARKETS

REVENUE GROWTH SHARE 

1,9%% MKT SHARE 2,4% 2,9%



ATTRACTIVE TERRITORIES FOR AREZZO&CO: 

LIFESTYLE, SUSTAINABLE AND DESIGN/STYLE

DEMOCRATIC 

FASHION 

FOOTWEAR

SUSTAINABLE/ 

HAND-MADE

DESIGN/ STYLE 

NICHE
FASHION / LUXURY LIFESTYLE

OCCASION     

FOR USE

EXISTING OR CONSOLIDATED BRANDS
ROOM FOR NEEW BRANDS

R$120

R$2000



MAIRA ANASTASSAKIS 

NICOLAS PRADO

VANS







OUR PROMISE



OUR PURPOSE



THIS IS OFF THE WALL



DEFINING OFF THE WALL -

CREATIVE EXPRESSION

INCREASING BRAND RECALL BY 

ADDING VANS CORE CLASSICS 

INTO THE CAMPAIGN

BRANDING – THIS IS OFF THE WALL

CONNECTING LOCAL PAID MEDIA 

TO GLOBAL BRAND MOMENTS

OBJECTIVES



A S S I S T A  A Q U I F A Ç A I S S OWATCH HERE DO IT

BRANDING – THIS IS OFF THE WALL



REAL CHARACTERS
SUPORTING CAUSES 

RELEVANT TO THE BRAND

VANS VIEW ON CREATIVITY

BRANDING – THIS IS OFF THE WALL



SPORTS MARKETING – SKATE STRATEGY

ATHLETS EVENTS CONTENT GRASSROOTS SKATE

LEADERSHIP



SPORTS MARKETING – VANS SKATEPARK SP



300

200 K

R$ 140 K

SPORTS MARKETING – VANS SHOEBOX



BRAND 

AWARENESS

SKATE 

LEADERSHIP

EVENTS & 

EXPERIENCE

@ RETAIL







 





MARKETING – BRAND PRIORITIES

ENABLE EXPRESSIVE 

CREATORS



NOSSO CONSUMIDOR



OUR CONSUMER



HERITAGE PROGRESSION+

MERCHANDISING - OVERVIEW

PROGRESSION CATEGORY WILL REPRESENT OVER 30% IN OUR 

FOOTWEAR GROWHT BY 2020



•

•

•

•

•

•

MERCHANDISING - OVERVIEW



•

•

•

•

•

MERCHANDISING - OVERVIEW



SNEAKER 

STORES

PROFILE

TIER

MERCHANDISING - OVERVIEW

BEST

BETTER

GOOD

LEGEND

ACTION 

SPORTS

SPORT 

INSPIRED

FASHION 

LIFESTYLE

SURFSHOPS & 

SKATESHOPS



V A N S . C O M
O W N  S T O R E S  A N D   

F R A N C H I S E S  

( M O N O B R A N D )

S K A T E  A S  C O R E L I F E S T Y L E S P O R T  I N S P I R E D O U T L E T  V A N S

VANS CASA
WE OPERATE WITH AN INTEGRATED AND 

BALANCED  DISTRIBUTION



FY’23

$5B+

FY’18

$3.0B

VANS IS PREPARED TO REACH AN AGGRESSIVE 

GROWTH  BY 2023 IN THE WHOLE WORLD



FRANCHISES AND OWN 

STORES
WHOLESALE E-COMMERCE

EXCELLENCE IN THE SUPPLY MODEL

•

•

•

•

•

•

•

•

•

CHANNEL OVERVIEW



OFFICER

COORDINATOR

MANAGER

Maíra Anastassakis

UN VANSOFFICER

BRAND COMMERCIAL OPERATION CORPORATE

VANS TEAM



VANS INTEGRATION STATUS

# 1 # 2 # 3 # 4 # 5 # 6 # 7 # 8 # 9 # 10 # 11 # 12 # 13 # 14 # 15
WEEK



AREZZO&CO + VANS

INTEGRATION PROCESS – “WAR ROOM”



1

2

3

4

5

KEY MESSAGES



BRANDS 

HIGHLIGHTS
SILVIA MACHADO



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



•

•

•

•

•

•

PRODUCT DEVELOPMENT

SUPPLY CHAIN 

MANAGEMENT

MANAGEMENT OF 

DESIRED BRANDS 

•

•

•

•

•

•

•

•

•

•

•

MULTICHANNEL STRAGETY

•

•

•

•

AREZZO&CO BUSINESS DIFFERENTIALS



SELL-OUT BRAZIL + OVERSEAS

(R$ M)

REVENUE, NET OF RETURNS BRAZIL + 

OVERSEAS (R$ M)

NUMBER OF STORES BRAZIL + OVERSEAS

(# FRANCHISES + os)

1,782

1,305

1,232

685

516

673508

2,951

2,080

2,6461,941 1,612

AREZZ0&CO BR AREZZ0&CO US EXPORTS
STORES 

OVERSEAS
STORES BR

OUTSTANDING GROWTH IN SELL OUT, 

SELL IN AND NUMBER OF STORES



CONCENTRATED GROWTH IN AREZZO AND ANACAPRI BRANDS, IN SNEAKER 

AND HANDBAGS CATEGORIES, WITH STRONG EXPANSION OF WEB CHANNEL



CONSUMPTION 

WITH A CAUSE

EVERYTHING AT ONCE 

AND NOW

EACH CONSUMER IS 

THEIR OWN MARKET

DIVERSITY AND  

INCLUSION

TRENDS WITH IMPACT IN CONSUMER RELATIONSHIP 

WITH FASHION BRANDS



PILLARS FOR BRAND TRANSFORMATION

CUSTOMER

PILLARS FOR OUR GROWTH AND BRAND 

TRANSFORMATION



CUSTOMER

DIGITAL MARKETING

ALWAYS ON MANAGEMENT

PURPOSE STRENGHTENING

POSITIONING AND COMMUNICATION



201820152009200819951972

BE AN ALLY 

OF WOMEN 

IN FASHION 

AND LIFE

CHOOSE TO 

BE YOU

EXCLUSIVE 

EXPERIENCE

CELEBRATE 

DIFFERENCES
SELF-CARE

ELEVATE

THE 

MOMENT

PURPOSE STRENGHTENING



AREZZO BRAND PURPOSE



DIGITAL MARKETING

ALWAYS ON MANAGEMENT

PURPOSE STRENGHTENING

POSITIONING AND COMMUNICATION

CUSTOMER



INNOVATIVE 

EXPERIENCES

RELEVANT 

CONTENT

DIGITAL MARKETING

STRATEGIC NETWORK 

OF INFLUENCERS



POSITIONING AND COMMUNICATION

DIGITAL MARKETING

ALWAYS ON MANAGEMENT

PURPOSE STRENGHTENING

CUSTOMER



RETAIL CALENDAR

ICONS CALENDAR

CALENDAR ALWAYS ON MANAGEMENT

JUL NOV

MAR NOVOCTAUG SEPJUN

JAN MAR APR JUN AUG DEC

JAN



PRODUCT

SNEAKERS

HANDBAGS

ICON PRODUCTS

CUSTOMER



LAUNCHING OF DESIRED ICON PRODUCTS IN 2019



PRODUCT

SNEAKERS

HANDBAGS

ICON PRODUCTS

CUSTOMER



NOTE:  THE WOMEN´S FOOTWERA MARKET WAS ESTIMATED FORM THE VALUE OF 2018 OF  7%.

SOURCE: INTERNAL AREZZO&CO DATABASE; REPORT IEMI 2019; EUROMONITOR; POF – IBGE. EUROMONITOR USING BREAKS OF IEMI 2019, CONSIDERING CAGR OF 

4.5%. CASUAL SNEAKERS  AB MARKET  AB WAS  CALCULATED FROM IEMI 2019 (WITH ADJUSTMENT) CONSIDERING  CAGR OF 

7.1

10.63.5

30% INCREASE OF ADDRESSABLE FEMALE MARKET WITH 

THE ENTRY IN THE CASUAL SNEAKERS CATEGORY



SEGMENTED OPERATION ACCORDING TO OUR BRANDS 

PROFILE

R$ 200-400

>R$ 500

< R$ 200

R$ 400-500



DIFFERENTIATED STRATEGY FOR SNEAKERS CATEGORY

PRODUCT MIX VISUAL MERCHANDISING COMMUNICATION

COSTUMER PROFILE

BOX

PRICE



PRODUCT

CUSTOMER

SNEAKERS

BAGS

ICON PRODUCTS 



1.097
1.257

1.520

1.897

2016 2017 2018 2019E

•

•

•

•

•

•

MARKET SHARE EVOLUTION IN BAGS



DIFFERENTIATED STRATEGY FOR BAG CATEGORY

PRODUCT MIX VISUAL MERCHANDISING COMMUNICATION

CUSTOMER PROFILE

SHAPE

PRICE



CUSTOMER

PRODUCT

OMNICHANNEL JOURNEY

PHYSICAL NETWORK 

EXPANSION



…AND MAY EXTEND ON THE 

ONLINE CHANNEL AFTER THE 

SHOPPING

OMNICHANNEL JOURNEY CHALLENGES

…AND CONTINUE OMNICHANNEL

PHYSICAL

ONLINE

MANY JOURNEYS BEGIN ONLINE...

CHANNELS INTEGRATION

1. 

EXPERICENCE WITH NO FRICCTION

1. MOBILE 

EXPERIENCE CUSTOMIZATION

1. FASHION CONTENT ON SOCIAL MEDIA



CUSTOMER

PRODUCT

OMNICHANNEL JOURNEY

PHYSICAL NETWORK 

EXPANSION



•

•

•

•

•

•

•

•

EXPANSION OF THE MONO BRAND PHSYSICAL 

NETWORK



FRONT-LINE

CUSTOMER



BRANDS

HIGHLIGHTS



1

2

3

4

5

KEY MESSAGES



1

2

3

4

5

KEY MESSAGES



1

2

3

4

5

KEY MESSAGES



1

2

3

4

5

KEY MESSAGES



1

2

3

4

5

KEY MESSAGES



OPERATIONS
CASSIANO LEMOS E MAURO FRIEDRICH



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



INTEGRATED AND DIGITAL CHAIN MANAGEMENT

COLLABORATIVE 

PLANNING

COLLECTION

SYNCHRONIZATION 

BETWEEN DEMAND 

AND PRODUCTION 

CAPACITY

MERCHANDISING EVOLUTION

AND SUPPLY

SOURCING AND

LOGISTICS 2.0

BUSINESS MODEL TRANSFORMATION

DATA AND 

ANALYTICS FOR 

DEFINITION OF 

ASSORTMENT

LEAD TIME 

REDUCTION

SEASON 

MANAGEMENT AND 

QUICK REACTION

TOTAL 

INTEGRATION 

STORES AND 

ONLINE

CHANNEL

INTEGRATION



INTEGRATED AND DIGITAL 

CHAIN MANAGEMENT

COLLABORATIVE 

PLANNING

COLLECTION

SYNCHRONIZATIO

N BETWEEN 

DEMAND AND 

PRODUCTIVE 

CAPACITY

MERCHANDISING EVOLUTION

AND SUPPLY

SOURCING AND

LOGISTICS 2.0

DATA AND 

ANALYTICS FOR 

DEFINITION OF 

ASSORTMENT

LEAD TIME 

REDUCTION

SEASON 

MANAGEMENT AND 

QUICK REACTION

TOTAL 

INTEGRATION 

STORES AND 

ONLINE

CHANNEL

INTEGRATION

INTEGRATED AND DIGITAL CHAIN MANAGEMENT

BUSINESS MODEL TRANSFORMATION



CONTINUOS COLLABORATION THE WITH NETWORK

COLLECTION CALENDAR SEASON REPLACEMENT
AUTOMATIC 

REPLENISHMENT

BETTER FORECAST BETTER REACTION

COLLABORATIVE SUPPLY MODEL AND ORIENTED 

BY SELL OUT

GREATER PRODUCT ASSERTIVINESS AND RESULT 

INCREASE COME IN TWO WAYS:

PURCHASE 

ORIENTATION

COMMUNICATION 

WITH 

NETWORK

12 ANNUAL 
COLLECTIONS

9-12 CYCLES OF 

REPLACEMENT

DAILY 

REPLACEMENT



TRANSFORMATION OF THE BUSINESS MODEL

MERCHANDISING AND SUPPLY EVOLUTION

CONTINUOUS DATA ANALYSIS AND NETWORK COLLABORATION

FROM START TO END OF PRODUCT CYCLE

PRE SEASON IN SEASON












COLLABORATIVE 

CONSTRUCTION

COLLECTION

ASSORTMENT AND 

SUPPLY ASSERTIVE

PRODUCTION AND 

DISTRIBUTION

IN SEASON MANAGEMENT

AND QUICK REACTION

TECHNOLOGY AS A MEAN TO



TRANSFORMATION OF THE BUSINESS MODEL

MERCHANDISING AND SUPPLY EVOLUTION

CONTINUOUS DATA ANALYSIS AND NETWORK COLLABORATION

FROM START TO END OF PRODUCT CYCLE

PRE SEASON IN SEASON












COLLABORATIVE 

CONSTRUCTION

COLLECTION

ASSORTMENT AND 

SUPPLY ASSERTIVE

PRODUCTION AND 

DISTRIBUTION

IN SEASON MANAGEMENT

AND QUICK REACTION

TECHNOLOGY AS A MEAN TO



NEW E-SHOWROOM

DESIGN SPRINT

•

•

•

•

•

•

•

WE REDESIGNED THE FRANCHISE BUYING EXPERIENCE 

AND WE DEVELOP A NEW E-SHOWROOM



NEW SHOPPING EXPERIENCE 

FOR ASSERTIVENESS 

INCREASE

NEW E-SHOWROOM

STORE INTELLIGENCE PRODUCT INTELLIGENCE
COLLABORATION AND

COLLECTIVE INTELLIGENCE

NEW E-SHOWROOM ALLOWS THE FRANCHISEE TO ANALYSE THE BALANCE OF IT ORDER AND 

PRODUCTS THAT ARE BEING MORE PURCHASED IN THE COLLECTION, IN REAL TIME



NEW E-SHOWROOM

100%

NEW INTUITIVE AND AGILE CATALOG

FOR ORDERING

QUALITY REVIEW SHOWROOM

MIX AND PURCHASE DEPTH



COLLABORATIVE 

PLANNING

COLLECTION

SYNCHRONIZATION 

BETWEEN DEMAND 

AND PRODUCTIVE 

CAPACITY

MERCHANDISING EVOLUTION

AND SUPPLY

SOURCING AND

LOGISTICS 2.0

BUSINESS MODEL TRANSFORMATION

DATA AND 

ANALYTICS FOR 

DEFINITION OF 

ASSORTMENT

LEAD TIME 

REDUCTION

SEASON 

MANAGEMENT AND 

QUICK REACTION

TOTAL 

INTEGRATION 

STORES AND 

ONLINE

CHANNEL

INTEGRATION

INTEGRATED AND DIGITAL CHAIN MANAGEMENT



SOURCING: FLEXIBLE PRODUCTION PROCESS
AGILITY, FLEXIBILITY AND PRODUCTION SCALABILITY

FLEXIBLE SUPPLY MODEL

SCALE GAINS

BULK PURCHASE

SUPPLIER CERTIFICATION AND AUDIT

BIG NUMBERS:

•

•

•

•

•

•



COLLABORATIVE 

PLANNING

COLLECTION

SYNCHRONIZATION 

BETWEEN DEMAND 

AND PRODUCTIVE 

CAPACITY

MERCHANDISING EVOLUTION

AND SUPPLY

SOURCING AND

LOGISTICS 2.0

BUSINESS MODEL TRANSFORMATION

DATA AND 

ANALYTICS FOR 

DEFINITION OF 

ASSORTMENT

LEAD TIME 

REDUCTION

SEASON 

MANAGEMENT AND 

QUICK REACTION

TOTAL 

INTEGRATION 

STORES AND 

ONLINE

CHANNEL

INTEGRATION

INTEGRATED AND DIGITAL CHAIN MANAGEMENT



•

•

•

•

• •

BUSINESS MODEL TRANSFORMATION

LOGISTICS 2.0

KEY PROBLEM: MATCH CUSTOMER’S DESIRE, NO MATTER WHERE SHE IS, WITH THE PRODUCT SHE 

WANTS, IN THE RIGHT SIZE – REGARDLESS WHERE THE INVENTORY ACTUALLY IS



REPLACEMENT BASED 

ON NEED
SEPARATION AND SENDING 

(GA)

1. ALLOCATION SYSTEM FOR CONTINUABLE 

PRODUCTS REPLACEMENT

USE OF ARTIFICIAL INTELLIGENCE FOR BETTER DECISIONS 

ON WHAT AND HOW MUCH REPLACE

DOOR-TO-DOOR LEAD TIME REDUCTION
MORE ACCURATE REPLACEMENTS REACTION IN SEASON

EXTENSION OF THE USE OF THE  REPLENISHMENT 

MODEL FOR ITEMS OF COLLECTION BET

USE OF ARTIFICIAL INTELLIGENCE, MACHINE LEARNING AND 

ALGORITHMS BASED ON STORE INVENTORY
INCREASE OF THE REPLACEMENT FREQUENCY IN OPEN GRID



•

•

•

2. EXPANSION OF THE LOGISTICS CAPACITY, 

SPECIALLY FOR OPEN GRID REPLACEMENT

2018 2019 2020

EXPANSION 

RESULTS



3. LEAD TIME  REDUCTION 

GREATER OPERATIONAL EFFICIENCY

2018 2019 2020

LEAD TIME

2017 2018 2019 YTD



4. RFID FOR INVENTORY ACCURACY IN 

THE WHOLE NETWORK

IDENTIFICATION BY 

RADIO FREQUENCY



4. RFID FOR INVENTORY ACCURACY IN 

THE WHOLE NETWORK

NEEDS INVENTORY VISIBILITY, PRODUCT TRACEABILITY, BREAK REDUCTION VIA BEST 

REPLACEMENTS AND EASE IN CHANNEL INTEGRATION PROCESSES

OMNICANALITY SPEEDINVENTORY 

ACCURACY
CUSTOMER PURCHASE 

EXPERIENCE



IN STORE: RECEIPT, 

SALE, REPLACEMENT 

AND TRANSFER

EM FÁBRICA: TAG 

APPLICATION INSIDE 

THE FOOTWEARS 

STRUCTURE

FACTORIES

STORES

CODIFICAÇÃO

BUSCA DE PRODUTOS

INVENTÁRIOS

VENDAS NO PDV
REPOSIÇÃO

RECEBIMENTO

DC

2ND HALF

2019

1ST HALF

2020

2ND HALF

2020

4. RFID - TIMELINE DO PROJETO RFID



1

2

3

4

5

KEY MESSAGES



SUSTAINABILITY
MARCO VIDAL



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



AREZZO&CO POSITIONING

SUSTAINABILITY AS A RULE, 

WITH DISTINCTIVE GOALS FOR 

EACH BRAND



RESPONSIBLE 

PRODUCTION

WASTE AND 

ENVIRONMENT

OUR PEOPLE
BRAND 

DISTINCTION

SUSTAINABILITY AS A STRATEGIC PILLAR

VISION 2020 l 2024



2024 VISION AREZZO&CO

15%

70%

40%

100%

100%

100%

RESPONSIBLE 

PRODUCTION

WASTE AND 

ENVIRONMENT



2024 VISION AREZZO&CO

OUR PEOPLE AREZZO&CO 

BRAND 

DISTINCTION 

25%



•

•

•

•

WHAT HAVE WE ACCOMPLISHED SO FAR IN 2019?

OUR RESULTS

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•



2019 

ENVIRONMENTAL MANAGEMENT SYSTEM (EMS)

•

•

•

•

•



2019 

DIVERSITY

•

•

•

•

•



2019 

DIVERSITY - RACIAL EQUALITY

•

•

•

•

•



2019 

PACKAGE CHALLENGE CASE

•

•

•

•

•



2019 

CERTIFICATION CASE VALE DOS SINOS

•

•

•

•

•



2019 

CASE “PRIDE TO BE SHOE MAKER”

•

•

•

•

•



2019 

UPCYCLING CASE – WASTE SOLE

•

•

•

•

•



2019

AREZZO FUTURE CASE



2019

ZZBIO CASE



1

2

3

4

5

MENSAGENS PRINCIPAIS



PEOPLE AND CULTURE
MARCO VIDAL



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



ACTION FRONTS 2020

PEOPLE AND CULTURE

ORGANIZATION 
AND GOVERNANCE

FRONT LINE 
EMPOWERMENT

CULTURE

•

•

•

•

•

•

•

•



“CULTURE EATS STRATEGY FOR BREAKFAST” PETER 

DRUCKER

STRATEGY

ELEMENTS

ARTIFACTS
GOVERNANCE

QUALIFICATIONS

TALENTS

CULTURE

ELEMENTS

ARTIFACTS



FRAMEWORK

CULTURE + STRATEGY JOURNEY

DNA

CULTURE

CULTURAL ELEMENTS

EXPRESSION OF DNA THROUGH 

PURPOSE, VALUES, MISSION 

AND VISION, MANIFESTED AS 

THE FOLLOWING ARTIFACTS:

•

•

•

PURPOSE

WHY

MISSION:

WHAT

VISION

WHERE TO

VALUES

HOW

STRATEGY

CULTURE



IN 2019 WE BEGIN LEADERSHIP EMPOWERMENT WORK

STRENGTHENING OUR DNA



STRONG CULTURE IMPACT ECOSYSTEM

DNA IMPACT ON EMPLOYEES PERFORMANCE
E

M
P

L
O

Y
E

R
 B

R
A

N
D

IN
G

LINKEDIN

189.611

+ 51.987
P

R
O

G
R

A
M

S

TALENTS

6 TRAINEES

8 INTERNS

R
E

T
E

N
T

IO
N

TURNOVER

TURNOVER 

INDEX

- 1,2 PP

S
U

R
V

E
Y

CLIMATE

C
O

M
M

U
N

IC
A

T
IO

N

59
2014

67
2016

67
2018

68
2019

WORKPLACE

85%

CASE
•

•

•

P
R

O
M

O
T

IO
N

CARRER

+ 81 

PESSOAS

8%

RETAIL 

DEVELOPMENT

- 1,9 PP

DEVELOPMENT

CORPORATE

PRESENTIAL

265 CLASSES
12 HOURS 

11 HOURS 

SALES CONVENTION

ONLINE TRANSMISSION

12 C/H

3 EVENTS / YEAR

DEVELOPMENT

EXECUTIVES



AND WHAT HAVE WE DONE IN 2019?

OUR RESULTS

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•



WORKPLACE 

INTERNAL COMMUNICATION STRATEGY

85%

83%

+800

CULTURA &

CLIMA
•

•

•

•

•

TRANSFORMAÇÃO 

DIGITAL
•

•

•

ESTRATÉGIA
•

•

•

DIVERSIDADE
•

•

•

•

SUSTENTABILIDADE
•

•

•

PESQUISA








TALENTS 

TRAINEE AND TRAINING PROGRAMS 2019

TALENT TRAINING

IN CORE AREAS

OF BUSINESS

6 TRAINEES

(MERCHANDISING FOCUS)

8 INTERNS

(DESIGN FOCUS)

•

•

•

•

•

•

•

•

•

•

•



TRAINING AND DEVELOPMENT

AREZZO&CO STRATEGY CONNECTED

LEADERSHIP IN THE DIGITAL AGE
NEW FRANCHISE 

SERVICE TEMPLATE

•

•

•

•

•

•

•

YOUNG LEARNING 

PROGRAM RETAIL

•

•

•

•

•

•



U.S. TEAM CULTURE INITIATIVES: 

DECISIONWISE & WORKPLACE

TIMELINE 2019-2020

ENGAJAMENT TRAINING

WORKPLACE

. 



CULTURE AS A STRATEGY ENABLER

IMPLEMENTATION OF CULTURE PLAN TO STRENGTHEN 

RESULTS IN BRAZIL AND UNITED STATES

DNA EXPRESSION BY PURPOSE, VALUES, MISSION AND VISION

COMMUNICATION: EMPLOYEE ENGAGEMENT IN STRATEGIC 

OBJECTIVES

1

2

3

4

5

KEY MESSAGES



COFFEE BREAK



DIGITAL

TRANSFORMATION
MAURÍCIO BASTOS



E-COMMERCE

DIGITAL TRANSFORMATION

TECHNOLOGY VALORIZZA - CRM
DIGITAL

TRANSFORMATION



JAN/2019

SQUADS

FORMATION

THE BEGGINING

JAN/2018

FEB/2018

MAY/2018

MAR/2019

MAY/2019

DIGITAL DAY 

AREZZOCO

NEW POSITION: 

EXECUTIVE DIRECTOR

FOR DIGITAL 

TRANSFORMATION

DIGITAL 

TRANSFORMATION 

HUB / OFFICE

RETAIL DIGITAL DAY

AUG/2019

SALES CONVENTION

OCT/2019

STORES
ROADSHOW

DEC/2018

DIGITAL 

TRANSFORMATION 

PLAN 2019

NOV/2019

2020 PLANNING

DIGITAL TRANSFORMATION EVOLUTION

EXECUTION



INNOVATION CULTURE

CENTRAL DRIVERS

DIGITALIZATION 

OF OUR 

BUSINESSES

AND OPERATIONS

CHANNELS

INTEGRATION

NEW DIGITAL

BUSINESS

GLOBAL TECHNOLOGICAL PLATFORM

CUSTOMER EXPERIENCE

DIGITAL TRANSFORMATION AREZZO&CO IN 2019



E-COMMERCETECHNOLOGY VALORIZZA
DIGITAL

TRANSFORMATION

DIGITAL TRANSFORMATION



RODRIGO RIBEIRO

TECHNOLOGY





AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



GLOBAL TECHNOLOGY PLATFORM

CREATE SOLIDITY 

AND SCALABILITY 

OF OUR BUSINESS

PROMOTE 

CHANNEL 

INTEGRATION

INCREASE 

CORPORATE AND 

TECHNOLOGICAL 

ARCHITECTURE 

LEVEL

ADOPTION OF AGILE 

DEVELOPMENT 

METHODS

STRENGHTEN 

GOVERNANCE/  

SECURITY 

INFORMATION

• ERP (SAP)

• DATACENTER (IBM)

• CLOUD JOURNEY

• E-COMMERCE 
(HYBRIS)

• OMS

• API BARRING

• ROAD MAP

• SOA

• TOGAF

• AGILE

• DEVSECOPS

• VMO

• LGPD

• SI POLICIES

BE A DATA DRIVEN 

COMPANY

• BI (TABLEAU)

• DATA LAKE (AWS)

• BIGDATA

• IA

OPERATIONAL EXCELLENCEARCHITECTURE DIGITAL TRANSFORMATION AND INNOVATION

GLOBAL TECHNOLOGICAL PLATFORM AS ENABLER



TECHNOLOGY STRATETIC PILLARS



DO THE BASICS WELL



INCREASE THE CORPORATE AND 

TECHNOLOGY ARCHITECTURE LEVEL

TECHNOLOGICAL 

ARCHITECTURE

INTEGRATION 

ARCHITECTURE

STRATEGIC 

ARCHITECTURE



INCREASE ARCHITECTURE LEVEL

ZZ DATA

CRM BIDATA LAKE

API MANAGEMENT SAP PI / SAP SLT

SAP ECC ERP ABACOS

SAP CAR / ZZNET

ORGANIZATIONAL INFRASTRUCTURE

OPERATIONAL EXCELLENCE

FAST INNOVATION

DIGITAL SERVICES PLATAFORM

CHECKOUT PAYMENT

POSINFINITE SHELF OMNI

OWNED STORES E-COMMERCEOUTLETMULTIBRANDFRANCHISES



STRENGHTEN GOVERNANCE AND INFORMATION SECURITY

•

•

•

•

•

•

360º BUSINESS
PROACTIVITY

DIGITAL CULTURE

SIMPLICITY

AGILITY

VISIBILITY

PARTNERSHIP

SINERGY



CRITICAL

CRITICAL

HIGH

INFORMATION SECURITY AND COMPLIANCE



AREZZO&CO VALUE CHAIN

SUPPORTING PROCESSES

VALUE CHAIN MANAGEMENT



DELIVERIES

FAST RETURN PROCESS AREZZO&CO



DELIVERIES

MOBILE CHECKOUT



E-COMMERCE VALORIZZA
DIGITAL 

TRANSFORMATION
TECHNOLOGY

DIGITAL TRANSFORMATION



E-COMMERCE
PEDRO CORREA



2017 2018 2019

E-COMMERCE GROWTH



*LTM (1 /10/18 TO 30/09/19)

CONVERSION INCREASED 9.5% VS. 2018

OUR NUMBERS

780 THOUSAND ORDERS (LTM)

70 MILLION VISITORS (LTM)

25 MILLION UNIQUE USERS (LTM)

22,5% GROWTH IN AUDIENCE ON MOBILE DEVICES IN 2019

14% GROWTH ON PAGE VIEWS



10% 12% 7% 15%5% 15%
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11%

2019

PORTFOLIO 100% ONLINE
GROWING REPRESENTATIVINESS ON WEB FOR  EACH BRAND OF THE PORTFOLIO



BUT HOW DID WE 
GET HERE?



OUR E-COMMERCE 
DIFFERENTIALS

OWN FULLCOMMERCE 

RETURN INDEX BELOW THE 

MARKET: < 9%

CUSTOMIZATION



WEB CUSTOMIZATION

EXCLUSIVE WEB COLLECTIONS



THE PERCEPTION IN 

FREIGHT REDUCTION 

IS APPROXIMATELY 2X

BIGGER THAN THE 

PRODUCT DISCOUNT

Dados E-commerce Arezzo 2019

01     02     03     04     05     06     07     08     09     10     11     12

FREIGHT CONVERSION

FREIGHT AS LEVER OF E-COMMERCE CONVERSION



CUSTOMER ENCHANTMENT (CS)

92%

1094 COMPLIMENTS
PER MONTH

NPS OF

83,5%



INTEGRATION PHYSICAL - DIGITAL

BRANDING

OUTSTORE

SSS OF 203%

GROWTH OF

+ 202%

1MM CUSTOMERS



E-COMMERCE

PRIORITIES 2020



STRATEGIC PRIORITIES 

2020

VANS

INTEGRATION

KEEP

EXCELLENCE

ON SERVICE

OMNICHANNEL

ADVANCE

FASHION AS A 

PLATFORM



DIGITAL

TRANSFORMATION
MAURÍCIO BASTOS



E-COMMERCETECHNOLOGY VALORIZZA
DIGITAL 

TRANSFORMATION

DIGITAL TRANSFORMATION



LL 

ENABLE PILLAR

RELATIONSHIP

CONVERTION

BI

F
E

E
D

B
A

C
K

BRANDS

PRODUCTS

CHANNEL

GENERATES VALUE BY INCREASING 

CUSTOMER RETENTION AND 

FREQUENCY THROUGH DATA-

DRIVEN ANALYTICS AND ACTIONS 

THAT BROADEN THE EMOTIONAL 

CONNECTION WITH CUSTOMERS 

AND IMPACT THE COMPANY'S SELL 

OUT RESULT

CRM OVERVIEW AREZZO&CO



**BRANDS: AREZZO, SCHUTZ, ANACAPRI, AB, FIEVER AND ALME

OF ACTIVE CUSTOMERS *, INCREASE

*ACTIVE CUSTOMER: MADE AT LEAST 1 PURCHASE IN THE LAST TWELVE MONTHS, IN 

OTHER WORDS, THE SUM OF THE NEW CUSTOMER AND LOYAL CUSTOMERS.

HIGHLIGHTS

51.6%

+3 p.p.

IN SELL OUT WITH CUSTOMERS 

WITH PURCHASE PERIOD LESS 

THAN 12 MONTHS

IN SELL OUT WITH EXPERIMENT TO INCREASE 

ACTIVE CUSTOMER RECURRENCE

IMPROVING REGISTRATION-

RELATED TO SALES RATE YoY+17,2%

+16.4%
IN SELL OUT WITH

RECOVERY IN

INACTIVE CUSTOMERS+ R$ 9MM

MAIN RESULTS IN 2019

CUSTOMERS BASE



E-COMMERCE VALORIZZA
DIGITAL

TRANSFORMATION

DIGITAL TRANSFORMATION

TECHNOLOGY



BUSINESS

INTELLIGENCE

MX (MERCHANDISING

2.0)

DOOR-TO-DOOR LEAD TIME 

REDUCTION

CHANNELS INTEGRATION I

CHANNELS INTEGRATION II

PRIORITY SQUADS IN 2019

CUSTOMER

PRODUCT/

BRANDS

OPERATION

MAIN

GOALS

PLANNING, DRAWING,

COLLECTION, REVIEW AND 

EDITING OF THE COLLECTION

PRODUCTION, DISTRIBUTION, 

SELL-OUT, REPLACEMENT

CUSTOMER SATISFACTION 

SURVEY, CUSTOMER 

FEEDBACK

PURCHASE

“I REMEMBER”

CONVERSION

“I WANT”

CUSTOMER 

RETENTION/LOYALTY

“I LOVE”

BEFORE DURING AFTER



CHANNELS 

INTEGRATION
OMNICHANNEL SOLUTIONS

SQUAD



CHANNELS INTEGRATION

PICK UP AT 

STORE

STORE 

SHIPPING 

SALES 

THROUGH LINK
INFINITE 

SHELF



IN 2019, 

ROLL OUT

ROADSHOW (SEPTEMBER - DECEMBER)

WORKING CLOSELY WITH 

THE SALES TEAM



6.3%

PICK UP AT 

THE STORE

STORE 

SHIPPING 

VILLA LOBOS
PICK UP AT STORE

453

64% 

STORE SHIPPING

134

19% 

ONLINE DEMAND 

GENERATION FOR 

PHYSICAL STORE



15,5%

INFINITE 

SHELF

SÃO MATHEUS

604

85% 

STOCK OUT REDUCTION AT 

THE PHYSICAL STORE



85%

INFINITE SHELF

*

STOCK OUT REDUCTION AT 

THE PHYSICAL STORE



16.5%

REMOTE SALES 

THROUGH 

WEB LINK FOR 

PAYMENT

IGUATEMI SP

587

83% 

DIGITAL STORE EXTENSION



DATA DRIVEN COMPANY

SQUAD

BI



CUSTOMER PROFILE DASHBOARD + COMMERCIAL VIEW

+30



MOBILE AND REAL TIME DASHBOARDS



DIGITAL TRANSFORMATION

2020 IS COMING



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



DIGITAL TRANSFORMATION FOCUS IN 2020

CUSTOMER

EXPERIENCE

FASHION

PLATFORM

MERCHANDISING



A FOOTWEAR AND 

HANDBAGS BRAND 

MANAGER IN BRAZIL

A DIGITAL FASHION

PLATAFORM WITH BRAND 

EXPERIENCE

FROM TO

THE TRANSFORMATION



SERVICESANALYTICS

E LOYALTY

BRANDS

CONTENT

FASHION PLATFORM

8.2M
OF REGISTERED

CUSTOMERS

FRANCHISEES

TOUCH
POINTS



1

2

3

4

5

KEY MESSAGES



INTERNATIONAL 

BUSINESS



INTERNATIONAL BUSINESS



AREZZO&CO STRATEGIC LEVERS WERE 

GROUPED IN  7 KEY PILLARS



SCHUTZ
MARINA LARROUDE



MARINA 
LARROUDE



BUSINESS RESULTS



HIGH-SPEED FASHION

2 VS 26
WEEKS

MARYANA BEING SKETCHED

MARYANA AT THE SHOWROOM

1
WEEK

2
WEEKS

6
WEEKS

1
WEEK

8 VS 26
WEEKS

MARYANA BEING SAMPLED

MARYANA AT THE STORE



RETAIL



WHOLESALE

+35%

+43%

20202018 2019

14

3

6

0

0

26

17

1

4

21

26

17

3

8

36

0 5 10

0 1 3

23 75 101

DROPSHIP



ONLINE

DROPSHIP

•

•

•

•

•

•

•

•



RECORD BREAKING SALES
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EVERYONE’S WEARING SCHUTZ
V
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3

4

5

MENSAGENS PRINCIPAIS



ALEXANDRE BIRMAN
MILENA PENTEADO OMETTO



LUXURY FOOTWEAR MARKET - GLOBAL LANDSCAPE

LUXURY GLOBAL FOOTWER MARKET AMOUNTS TO APPROXIMATELY

US$ 30 BILLION IN TOTAL REVENUES PER YEAR



LUXURY MARKET CONCENTRATED IN THREE REGIONS

ALEXANDRE BIRMAN BRAND HAS A STRONG PRESENCE IN THE NORTH AMERICAN MARKET

LUXURY FOOTWEAR MARKET IN THE WORLD



STRONG BRAND PRESENCE IN OVER 45 COUNTRIES MAINLY IN 

NORTH AMERICA AND EUROPE THROUGH KEY DEPARTMENT STORES AND ONLINE

ALEXANDRE BIRMAN BRAND GLOBAL FOOTPRINT



ALEXANDRE BIRMAN BRAND GLOBAL FOOTPRINT

WITH SHOWROOMS IN NOVA YORK, SÃO PAULO, AND RECENTLY IN MILAN

THE BRAND IS GAINING RELEVANCE IN THE EUROPEAN MARKET



ALEXANDRE BIRMAN DTC BUSINESS



ALEXANDRE BIRMAN – PRODUCT STRATEGY

THE ALEXANDRE BIRMAN BRAND HAS A WELL ESTABLISHED DNA AND 

TIMELESS COHESIVE COLLECTIONS

CLARITA “THE ICON”

CLARITA SNEAKER

JELLY SANDAL



ALEXANDRE BIRMAN – MARKETING STRATEGY

KEY STRATEGIC PILLARS

CELEBRITY ENDORSEMENT BRAND EQUITY DIGITAL SAVVY
SUSTAINABILITY

& COLLABS



ALEXANDRE BIRMAN IN BRAZIL

FASHION REFERENCE
CONSISTENT GROWTH

BRAND EXPANSION

E-COMMERCE

EXPRESSIVE

GROWTH 
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KEY MESSAGES



Q&A
DIRETORES EXECUTIVOS



FINAL 

REMARKS
ALEXANDRE BIRMAN
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2

3

4
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455 489 510
563

628
693

770

53
48

48

48

45

44

47

508
537

558

611

673

737

817

2014 2015 2016 2017 2018 2019 2020

2019

2020 OPENING OF 75 TO 80 STORES*

OPENING OF 64 STORES

812 - 817

+5,7%

+29 STORES

+3,9%

+21 STORES

+9,5%

+53 STORES

+10,1%

+62 STORES

+9,5%

+64 STORES

+10,9%

+80 STORES

35.6 37.3 38.8 41.2 43.9

OWNED STORES

FRANCHISES

SALES AREA (‘000 M²)

STORE OPENINGS IN BRAZIL



OBRIGADO!


