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OPENING 
REMARKS
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“WE DIDN'T START PREPARING 

FOR THIS CRISIS TWO MONTHS 

AGO, WE WERE FORGED IN IT”

AREZZO&CO – CULTURE

TOWARDS 2154

- ALEXANDRE BIRMAN

4



1. FLEXIBILITY

2. TRANSPARENCY

3. INVOLVEMENT

4. PASSION

AREZZO&CO PRINCIPLES
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SUMMARY 
OF ACTIONS 
TAKEN BY
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TIMELINE – ACTIONS TAKEN BY AREZZO&CO SO FAR
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TIMELINE – ACTIONS TAKEN BY AREZZO&CO SO FAR
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SCENARIO EVOLUTION IN THE MIDST OF COVID-19

4 ACTING 

PHASES
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MAY 11th TO

MAY 31st

MARCH 09th TO

APRIL 14th

APRIL 15th TO

MAY 1Oth

JUNE 1st

ONWARDS



ORGANIZATION 
AND CRISIS 
MANAGEMENT
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ORGANIZATION AND CRISIS MANAGEMENT
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ORGANIZATION AND CRISIS MANAGEMENT










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


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ACCELERATION OF DIGITAL 

CHANNELS AND FOCUS ON 

MOTHER'S DAY
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ACCELERATION OF DIGITAL CHANNELS AND 

FOCUS ON MOTHER'S DAY
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







46%

74%
60% 58%

240%

216%

MARCH 

PRE-CRISIS

MARCH

POST-CRISIS

MARCH 1Q20
MAY

(UP TO 05/25)APRIL



VS. R$214MM 2019 FY
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ACCELERATION OF DIGITAL CHANNELS 

AND FOCUS ON MOTHER'S DAY








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462
522

558

126

212
265

634 630

703

628

721 726

4Q19 1Q20 APRIL/20

CLICK N COLLECT STORE SHIPPING

INFINITE SHELF REMOTE SELL



MOTHER'S DAY– EXCEPTIONAL FOCUS ON REMOTE SALES

AND OMNICHANNEL

STORES CLOSED 













OPEN STORES










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MOTHER'S DAY– FROM APRIL 23 TO MAY 10












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+340% 

76% 54% 



MOTHER'S DAY: CAMPAIGN PRE-COVID19
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#MOTHERS

DAY

LOVE 

LOVE
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MOTHER'S DAY: ADJUSTED CAMPAIGN (POST COVID-19)



BUSINESS 
REESTABLISHMENT 
FOR A “NEW NORMAL”
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“FROM SHOEMAKERS HANDS TO 

WOMEN'S FEET”
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



REBALANCE OF THE BUSINESS TO THE “NEW NORMAL”
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43%
OF 2019

30% -

35%
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REBALANCE OF THE BUSINESS TO THE “NEW NORMAL”
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BUSINESS REESTABLISHMENT FOR A“NEW NORMAL”
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






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THE “NEW NORMAL”














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FINANCIAL 
HIGHLIGHTS:
1Q20
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REVENUES AND SAME-STORE-SALES

•

•

•

•

•

•

BY CHANNEL – INTERNAL AND EXTERNAL MARKET
(R$ MILLION)
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-16,9%

-16,9%

18,4%

53,9%

208,3
173,2

60,6

50,3

96,5

114,2

41,5
63,8

11,6 9,6

43,6 53,9

1T19 1T20

FRANCHISES OWN STORES
MULTIBRAND WEB COMMERCE
USA OPERATION

0,6%

462,5 465,2

23,6%

17,1%



1T19 1T20

%

•

•

•

•

GROSS REVENUES AND EBITDA
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FINANCIAL HIGHLIGHTS – 1Q20

CONTINUOUS EFFORT FOR CASH 

PRESERVATION

• SALARY REDUCTION BETWEEN 25-30% FOR THE WHOLE 

COMPANY, INCLUIDING BOARD AND EXECUTIV DIRECTORS

• ORGANIZATIONAL STRUCTURE ADJUSTMENT, WITH 

REDUCTION OF SOME POSITIONS AT ALL HIERARCHICAL 

LEVELS

• RENEGOTIATION OF FIXED EXPENSES AND ALL CURRENT 

CONTRACTS

• CONTINGENCY PLAN IN THE UNITED STATES
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REMARKS
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





1. CREATION OF A DIGITAL PLATFORM



3. MARKET CONSOLIDATION







2. HIGHER OPERATING EFFICIENCY

OPPORTUNITIES POST CRISIS
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