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International Conference Call 
Arezzo&Co 

1st Quarter 2012 Earnings Results 
May 3, 2011 

 
Operator: Good morning ladies and gentlemen and thank you for waiting and welcome to 
the Arezzo&Co. will conference call about the results where the 1Q12 results will be 
presented. All participants are contacted only as listeners and later on there will be a Q&A 
session for which instructions will be given. This call will be translated into English and 
overseas participants will be able to ask questions later on. If you need help from an 
operator during the conference call press star zero.  
 
We remind journalists and other media professionals that do this conference call is 
intended exclusively for financial market professionals as well as current and potential 
shareholders. Any questions you may have should be addressed to Caroline Muzzi, press 
officer, whose contacts details are available on the company website at 
www.arezzoco.com.br. 
 
This conference call and the slides are being broadcast simultaneously on the Internet and 
can also be accessed on the company's website. 
 
Shoot any of you not have a copy of the release published by Arezzo&Co yesterday, 
Wednesday, May 2nd; you will be able to obtain it at the company's website. 
 
Finally we remind you that this conference call is being recorded and the audio will be 
available on the website upon completion. 
 
Before we proceed we would like to clarify that any statements made during this call 
regarding the company's business prospects as well as projections and operational and 
financial goals concerning its potential for growth are also based on the expectations of the 
management for the future of Arezzo&Co. These expectations are highly dependent on 
domestic market conditions, on the general economic performance of Brazil and 
international markets and are therefore subject to changes. 
 
Now I have the floor to Mr. Anderson Birman. Please Mr. Birman you may proceed. 
 
Mr. Anderson Birman: Good morning. I would like to greet everyone this morning and 
thank you all for taking part in our conference call on the results for 1Q12. This call is 
going out with the participation of the company’s COO Alexandre Birman; CFO Thiago 
Borges and our IR Manager Daniel Maia. 
 
We will begin our call by commenting on the results for 1Q12 and then open up for 
questions and answers. All three of us will be available to answer questions at the end. 
 
So now I give the floor to Alexandre and that he will open proceedings. 
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Mr. Alexandre Birman: Good morning everyone. It is a pleasure to be with you here this 
morning sharing our results of 1Q. Could you please go to slide 3. The results of 1Q are in 
line with our expectations and some of the major indicators are spanned out. 
 
This 1Q is marked by the sales of the summer collection and the beginning of the winter 
collection. I would like to comment on the major financial highlights. Our net revenue came 
to 161.4 million, up 16.4% over 1Q11. This increase is basically founded on the growth in 
owned stores sales up by 65.5% in 1Q12 over 1Q11. The reflection of sound SSS in our 
owned stores of 12.1% and growth in the owned stores area of over 60% in the 12 months 
just ended. 
 
The company's gross profit grew strongly in this period, 19%, while our gross margin grew 
0.9 p.p. to a gross margin of 41.6% for the quarter. 
 
Seeking to reduce operating expenses in 1Q12 we cancelled the contract with our former 
supply agent leading to a nonrecurring expense of R$ 8 million. This nonrecurring expense 
impacted our debt that and the company's profit in 1Q12, which came to 14.7 million in 
Ebitda and 10.9 million in profits. Had it not been for the nonrecurring effect Ebitda would 
be 22.7 million with a 14% margin and net profit for the quarter would be 16.1 million with a 
10% margin. 
 
Now we go to slide 4 and broadening our analysis for the results we see that in this quarter 
the company's gross revenue grew 19.7% coming to R$ 208.8 million, the highlight being 
in the domestic market which grew 22.3% in this period. 
 
Now going to slide 5 we see gross revenue by brand and distribution channel. We can 
analyze our growth in 1Q12. The figure on the left shows gross revenue by brand. We can 
see sound growth in the Group’s major brands. The highlight is Schutz which grew at a 
36.7% in this period compared to 1Q11 mainly due to the good performance of the single 
brand stores, above all the opening and expansions of 12 new stores in the new format we 
adopted in the second half of 2011 along with the good performance of the multi-brand 
channel. 
 
The Arezzo brand itself, the group's major brand, grew 13.8% over 1Q11. The brand's 
result is due particularly to the growth in the franchise channel. It should be pointed out 
that the brand's growth has been leveraged by the volume of pieces, while average price 
levels remained stable. 
 
The figure on the right shows gross revenue by distribution channel, where we can see 
that growth in sales this quarter was driven particularly by the owned stores channel as a 
result of shop openings and expansions. In the last 12 months owned store sales grew by 
over 60% aligned to the sound same-store sales 12.1% in 1Q12 giving a growth of 65.5% 
for the period in sales of this channel. We expect this channel to account for nearly 25% of 
our billing in 2012. 
 
In the case of our franchise channel virtually the entire result is due to Arezzo brand. 
Growth was 10.2% with the same-store sales selling 6.5%. The multibrand channel grew 
strongly in 1Q12, 17.5% and we expect the growth rate of this channel to be impacted in 
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the coming quarters of 2012 by increase in sales of the Schutz brand in own stores and 
franchises, since approximately 65% of the sales of the channel is due to Schutz. 
 
Slide 6 we present changes in the number of stores by distribution channel and changes in 
the total area of sales. We ended 1Q with 338 stores and a total sales area of 21,600 m² 
and an increase of 23.2% in sales area over the same period of 2011. This quarter we 
valued 3 stores, 1 for Arezzo, 2 for Schutz and we have extended owned stores in São 
Paulo. 
 
I will give the floor to our CFO, Thiago Borges, who was going to go into details about our 
finances.  
 
Mr. Thiago Borges: Good morning everyone. On slide 7 the figure on the left shows gross 
profit for the quarter, which came to 67.2 million and a margin of 41.6%, up 19% over the 
same period last year. The 0.9 p.p. improvement in the margin shows the change in 
channel mix with owned stores having a greater share in the quarter. 
 
The company's business model makes for stable pricing systematics in the major 
distribution channels. So levels of gross margin for this channel fluctuates very little. The 
figure on the right shows the Ebitda performance. As we can see Ebitda came to 14.7 
million in 1Q12 and if we exclude the impact of the nonrecurring expenditure of 8 million 
the figure would be R$ 22.7 million, which would mean an Ebitda margin of 14%.  
 
In 1Q seeking to reduce our operating expenses linked to service rendering and technical 
consultancy we canceled our contract with our major supplier. Within this context we had a 
nonrecurring expense of R$ 8 million. 
 
Simultaneously we signed a contract with another company whose technical capacity is 
equal to the first but which enjoys enhanced commercial conditions. We estimate the 
payback from the operation will take less than three years.  
 
Excluding the effect of the nonrecurring expenses the Ebitda margin showed a negative 
variation of 1 percentage point over the same margin in 1Q11, chiefly explained by the 
increased commercial expenses. 
 
In 1Q this year when compared to 1Q11 there is an expansion of 36.1 of commercial 
expenses and they fall into two categories: those with owned stores and those with sales 
which just take some supply. The expense of owned stores grew 63.4:% in 1Q12 
compared to 1Q11, a result with relatively little operational leverage owing to the recent 
opening of a number of new stores. It is important to say that the own stores channel 
presents commercial expenses as a percentage of revenue over other channels and these 
expenses are offset by a level of gross margin that is also above that of the other 
channels. Commercial expenses for sales, logistics and supply came to R$ 18.8 million, up 
19.6% when compared with 1Q11, explained above all by reinforced new commercial 
structures. 
 
Now going on to slide 8 we see that if we exclude the nonrecurring expenses the net 
income would have grown 9.5% over 4Q last year to come to 16.1 million with a net 
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margin of 10%. Growth from operational sales added to the financial results of 2.4 million 
in the period boosted net income for the quarter. 
 
Now on slide 9 we see that the company generated 22.2 million in operational cash in this 
period. In 1Q the company's regular seasonality is reflected in an increased deadline of 
Accounts Payable to suppliers as the winter collection for 2012 begins to be delivered 
between February and March. Also in this quarter it should be pointed out that there were 
fewer extensions to deadlines granted to franchises in 4Q11 compared to the same period 
in the previous year. 
 
Now going on to slide 10 on the left it shows that the company invested 17.3 million 
throughout the year. Total Capex in 1Q12 increased significantly over the same period in 
the previous year and concentrated basically on store openings and expansions. In 1Q 
alone 2 owned stores were inaugurated adding 182 m² to the chain. In one store the sales 
area was extended in 36 m². Furthermore approximately 75% in investment in stores in 
1Q12 was related to the purchase of commercial premises and renovation costs for future 
openings and expansions, two of which are for flagship stores. 
 
On the right we see that total indebtedness came to 30.8 million in this quarter compared 
to 38.7 million in the previous quarter. Our indebtedness policy remains conservative with 
a low cost of debt. 
 
Now I would like to test the floor to Anderson Birman for his final comments. 
 
Mr. Anderson Birman: Once again good morning. I would like to close our presentation 
by informing you of some of the strategic pillars of Arezzo&Co. In addition to informing 
about the main issues we will also give you some information on new facts that took place 
in the last couple of days and I would like to share with everyone. 
 
Most of you probably know that Arezzo&Co business model is sustained by five pillars, 
which is research and development; innovating; facing challenges; communications and 
marketing and solid work; the supply chain is always trying to become more agile and 
efficient; the multichannel distribution is the center of our company and investing in people 
and developing and training our talent. 
 
At Arezzo&Co we constantly try to develop these pillars so that the company can move 
further and in 2011 and in 2012 the supply chain distribution and personnel are being 
specifically developed and therefore I would like to share that with everyone. In regards to 
the supply chain our main points have been developing software; we have increased our 
speed and competitiveness providing more competitive costs and processes and products. 
 
In 2011 we changed our distribution center to an area with a gross area of 24,000 m² 
improving our logistics productivity. In regards to distribution a new fact is the evolving of 
our retail processes with our own stores. That has provided a lot of learning for the 
company overall and in the long term that should.. we will most likely strengthen our multi-
brand stores, franchisees and the channels and we are focusing on a multichannel 
distribution as always mentioned. 
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And lastly in personnel that is a priority of all company’s executives. In 2012 for the second 
time we will have our trainee and internship program considering that the first program that 
took place in 2011 and now in the first months of 2012 we can consider that as a very 
successful program that has developed people and brought in employees that are more 
prepared to continue the company's development growth and therefore we will continue to 
focus on many training programs for the entire team. 
 
In the upcoming months we will announce a partner program and we are calling it a 
partner program here and the main goal of this program is to retain and above all align the 
key people in our personnel and we are very motivated to receive these new partners and 
we know that we will get a very positive impact here at Arezzo&Co. 
 
In addition to that going public has led us to corporate governance to the next level at 
Arezzo&Co and within this context I would like to mention some highlights. Yesterday we 
had inaugurated the Committees Day where we inaugurated with the support of our board 
of directors free committees: so we had the Audit Committee which we intend to formalize 
in the bylaws this year; the Personnel Committee that will strengthen our ambition of 
attracting and retaining talents within our company is well a reward package; and the 
Strategy Committee to reinforce our objective of achieving sustainable, long-term growth. 
 
These were key groups begin in the same year which our board of directors increased the 
frequency of its meetings and currently have six meetings annually and six meetings for 
the committees, and the board members are sharing the information and aligning them 
with the main facts making them closer to the board members and gradually everybody will 
be more involved with our business. 
 
In the upcoming weeks we will publish our first sustainability report. It is a very modest 
report; but it already presents our improvements in internal processes and practices.  
 
Another novelty that will highly improve our company’s inauguration of the new 
headquarters in the city of Campo Bom, Rio Grande do Sul State and we will have a 
shared services Center and highly focused in research and development and developing 
technology in retail. We will bring together four offices around Campo Bom in one single 
place with 14,000 m² and therefore we can improve team communication, expedite 
processes, and reduce redundancies, because since we were physically separated we 
currently had those issues. 
 
Now I would like to close my comments and I would now like to open for the Q&A session. 
Thank you very much everybody. 
 

Q&A Session 
 
Operator: Ladies and gentlemen we will now begin our question-and-answer session. To 
ask a question press star one and to delete your question from the list press star two. 
 
Our first question is from Juliana Rozenbaum of Itaú. 
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Ms. Juliana Rosenbaum: Good morning everyone. Could you go into more detail on what 
is happening in the multibrand stores in the cities where you have already expanded to or 
you have carried out renovation or where Schutz is involved in the new format? Are 
multibrand selling better or worse? What are the changes to the mix and so on? Could you 
give me some more qualitative comments on that? 
 
Mr. Alexandre Birman: Thank you Juliana, it is Alexandre who is talking. The results are 
a great surprise positively with the opening of Schutz owned stores and some franchises 
we have broken some paradigms, which is about exclusivity.  
 
If you look at the US market if you buy Prada for example you find Prada on the 5 th 
Avenue and all department stores around that store. In Brazil the concept is that a mono 
brand has to have a territorial footprint which is very large. We have two multibrand points 
in a major shopping center and multibrand is still selling very well and increasing with 
Schutz. 
 
So although our plan projected a certain deceleration of Schutz in the multibrand segment 
and the results have shown that with the opening of stores the opposite has happened and 
it has been boosted until we have a team of 41 salespeople which are consultants and 
commercial representatives and they are out in the field and increasing the imitation while 
we can continue the growth of the multibrand part. So this is an internal struggle and like 
the business plan, which predicted a certain deceleration. 
 
Mr. Anderson Birman: Juliana thank you very much for taking part, Anderson speaking. I 
would like to add to Alexandre’s reply. Your question was very intelligent because the main 
change in retail has to do with cultural changes in the multibrand channel. Today in NRF, 
what you see is that products need to be more accessible to consumers, as the points of 
sales or where the consumers go.  
 
So that even includes the Internet and to a certain extent this was the company's 
philosophy and today what we see I could not tell you a story about mark-ups that we did a 
test in a corner of the shopping center, department store rather and Anacapri the sales 
increased; but this is a cultural issue and it will consolidate over time. 
 
Our concern is that with multi-channels and with the preservation or in improvement of the 
perception of branding of the different brands this is something that we take very seriously. 
Undoubtedly there are great opportunities for growth. Thanks a lot for your question. 
 
Ms. Rozenbaum: Thank you. Can I ask another question? Along the same line, still 
qualitatively speaking could you tell me something about how sales are in Arezzo stores 
where you boosted the sales area of the store? Obviously the sales increased I am sure; 
but any changes to the mix? What are you seeing that is going on, for example 
accessories? Can you tell me something more about changes that you may have seen, for 
example sales per square meter, profitability? 
 
Mr. Anderson Birman: The increase in sales volume is well known and we planned for 
that and there are no great novelties there. With regards to qualitative changes in the mix 
and boosting sales of non-shoes accessories maybe in this new format we may see this. 
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There are things that are happening and I am not in our radar screen at the moment. I 
would say that it is very fragmented what perceptions we have, so we cannot affirm that 
there has been a meaningful improvement that would warrant my highlighting it. But we 
are very expectant with some stores that, JK store. It is 100 m² and we have a new design 
for that putting handbags and accessories in a sector for themselves we expect to boost 
performance there, which will be guided by a pursuit of growth in the categories where we 
work. 
 
In the Schutz stores this is already happening more clearly; but we require more intensity. I 
would say that this is part of the learning curve and I am sure the results will be good in the 
future. 
 
Ms. Rozenbaum: And I really promise my last question what about this point of reducing 
the deadlines for the franchisees? Is this a reverse,… are you reversing the post-IPO 
strategy of giving long deadlines to try to stimulate sales in terms of brother stocks and 
ultimately sales? Did something go wrong? Was the result not as good as you expected 
and so you are moving back a little bit or does it have to do with seasonality and not show 
any change in strategy? 
 
Mr. Anderson Birman: Juliana we are fighting to see who is going to actually answer this 
question. I am not going to answer. I will leave that to Alexandre and Thiago and maybe I 
will add something. 
 
Mr. Alexandre Birman: Juliana it was circumstantial in 4Q11 where we had for example 
our franchise channel, which did not do very well because summer 2012 was going to end 
a little bit earlier because of Carnaval falling in the middle of February and not in the 
beginning of March as it did in 2011 and therefore we did not need to use what we did in 
2011, which was having greater stocks for the franchisees and granting them extended 
deadlines for repayment. 
 
So this is a reflection of the shortening of the gap towards Carnaval in 2012. But this, we 
can always increase the stocks and stores in order to have for example sell in, sell out and 
did his part of the operations. 
 
Ms. Rozenbaum: So you still believe that it has a positive impact on sales? There was no 
information or no conclusion that is making a reverse this policy? 
 
Mr. Borges: No. I am going forward in the same direction as in 2011. Actually what 
happened in 4Q and in summer was that the deadlines were granted, basically very much 
the same as in the previous year. But given the summer itself was shorter the franchisees 
did not need this extended deadline because of the volumes that they actually bought and 
given the calendar for the collection. 
 
So we had a very similar policy to last year. It was basically a calendar effect and we did 
not need to resort to this deadline. 
 
Mr. Anderson Birman: I would like to add to what they said. Deadlines for franchisees are 
the consequence of two variables: the sell out and the stocking that they practice. So we 
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offer the deadline which is necessary for their cash flow so that they have a stable cash 
flow (the franchisees) and then deliver the collections within their prediction of sell out so 
that the franchisees can concentrate on treating their customers as well as possible and 
we are concerned with the stocking of the store and they do not have to assume certain 
changes.  
But owing to circumstances of the calendar we have to bring forward the volume of 
deliveries. So we control their cash flow so that it is stable. In one or another season this 
may advance more or reduce, but it is not definitive. 
 
Ms. Rozenbaum: Thanks very much. 
 
Operator: Next question comes from Irma Sgarz from Goldman Sachs. 
 
Ms. Irma Sgarz: Good morning, thank you for answering my question. I have two doubts: 
about the mix and the division between the sales channels. Obviously we already see a 
certain evolution and progression with a higher share in the owned stores channel. So I 
would like to understand how would that be in the future for 2012 and even future, 13, 
2014. 
 
I know it is hard because it depends on the memory franchise for instance, not specific 
goals; but maybe in a more philosophical manner how do you see this division in the future 
and how do you see the sector is going to develop in regards to that distribution? 
 
Mr. Alexandre Birman: Irma good morning this is Alexandre, thank you for your question. 
It is important for us to have clarity. Our strategy is to separate the channel mix or brand. 
So starting off with Schutz what happened was that in the GTM project that includes three 
growth pillars, which is the expansion of mono brand stores, growing the franchisees and 
increasing the penetration into multibrand by restructuring our sales teams. 
 
In the owned channel, the owned stores channel, we have negotiations with points of sales 
with square meters even more than what we expected, so increase the sales volume more 
than what we initially predicted and in 1Q12 we opened more own stores than franchisees 
for the Schutz brand. So what is going to happen is that throughout 2012 the mix will 
bounce out because the major openings that we are going to have for Schutz as from now 
will be for franchises. 
 
We have opened some expansions in areas like Iguatemi mall that opened on April 4 with 
an exceptional result: in 26 days in April we had R$ 1.4 million sold in the Schutz store. 
We are redoing the flagship store at Oscar Freire, it will be inaugurated on June 1st. We 
are expanding our older stores but the major expansion of Schutz will be for the 
franchisees from now on. 
 
Arezzo is a concentrated strategy in Rio and São Paulo where our growth of own stores 
will be according to the expansion of the new malls like the JK mall and the Village mall in 
Rio and some shift in the mix where some own stores today that are below they can 
become franchise stores and some franchise stores that have revenues above 5 billion 
throughout the year can become own stores. So we are making decisions so there can be 
a benefit not only for us but also for the franchisees. So both of them are strategic. 
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For the Anacapri brand its retail owned stores and the major growth in Anacapri, which is 
although still a project in its initial phase where we are now analyzing some factors we 
know that the expansion of the future will be through franchises in a more objective way 
and consolidating Arezzo&Co the owned stores that in 1Q represented 22% of our 
revenues will have a high of 25% and that is really reinforces our strategy of having 
distribution through the multichannel system being strong, present and leaders in the four 
channels in which we operate.  
 
In addition to the three also imports, which although only represent 7% of our revenues 
with the dollar appreciation we might be able to expand exports and benefit from the 
margins. 
 
Mr. Anderson Birman: Irma this is Anderson. I would just like to add after Alexandre’s 
excellent explanation I would like to add that qualitatively opening a higher amount of 
owned stores has also had to do with our behavior and our beliefs here in the team. We 
are concerned about the stores performance and the sell out and that has been very 
beneficial for the company and more and more we have a growing concern that we should 
have a better performance at the end, be it own stores, franchises or multibrand. 
 
Ms. Sgarz: Thank you. Going back to the last part of the question about the impact that 
this would have on the return. 
 
Mr. Mr. Anderson Birman: Thank you, I am going to pass that question to Thiago. 
 
Mr. Borges: Well looking into the ROIC, which is returned on employed capital, in 1Q it 
was impacted a bit more than what we expected because of the stores and the 
investments that we had in the future. In Capex reinvested 75% with regards to future 
stores and taken out the effect of nonrecurring expenses our ROIC in 1Q would be in line 
with presented in 4Q of the year. That means that the revenues that come from the owned 
stores around 25% is having a similar ROIC level similar to 4Q11 and for 2013 and on as 
the other channels will grow at the same pace as the own stores the ROIC should go down 
to the 40% level, which is our historical level. 
 
Ms. Sgarz: Thank you. 
 
Operator: Our next question comes from Ms. Daniela Bretthauer from Raymond James. 
 
Ms. Daniela Bretthauer: Good morning everybody. My question is about the resources or 
initiatives that the company has to try to balance out the commercial expenses that have 
grown much higher than sales ever since 3Q and so it provides a higher Ebitda for the 
company. 
 
So when will we see an improvement of the company's profitability or is this just a short-
term thing and it will be pressured throughout 2012 and then the profitability, or profitability 
margin throughout 2013 just so we can have an idea about our projections. 
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Mr. Alexandre Birman: Hi Daniela this is Alexandre, thank you for your question. Starting 
off with the end of the answer by 3Q12 you should expect an expansion of our Ebitda 
margins through operational leverage and 1Q12 and a bit in 2Q12 we have two factors 
that will increase our commercial expenses which affects our Ebitda margin, which is 
opening owned stores at a faster level and these stores have initial opening cost and a 
maturity period, although the maturity period is short in the first few months you have initial 
costs and commercial expenses are higher than in a stable sales volume and the startup 
of new distribution channels such as the Schutz franchise channel we already have the 
commercial structure that is already set up and the stores are opening as from now. 
 
From today until the end of May we already opened 5 five franchises and in the same 
period last year it was last and the commercial structure was already set up. So as from 
1Q you are going to have seen the expansion of our Ebitda margin. 
 
Mr. Borges: And to add to Alexandre’s answer - this is Thiago speaking - the commercial 
expenses as a percentage of net income excluding the nonrecurring expenses reported in 
this 1Q, will increase throughout 2012; but the Ebitda margin will have spent throughout 
the year as a result of the gross margin given the different mix in the channels. 
 
Ms. Bretthauer: If you allow me I would like to follow up on that question. The 41 
salespeople that Alexandre mentioned is that this Schutz team exclusively for the Schutz 
stores or is there more people coming in that should be hired? 
 
Mr. Alexandre Birman: That is the GTM Schutz team that is the complete team for the 
multibrand channel. So it is important to note since you mentioned the GTM Schutz that 
the initial results are so positive and we are so excited about that that we are creating, 
studying the same model for the Arezzo brand.  
 
This started a month ago and in the coming three months we shall probably conclude this 
project and we will see the possibility of growing the Arezzo brand always considering the 
multichannel philosophy announces of each commercial, each point of sale here in our 
country and checking the performance of the stores in the chain, a demographic analysis, 
so we can see or have a stronger expansion plan for the Arezzo brand as from 2013 and 
consequently our commercial structuring will be according to our belief, our sales potential 
growth and our concern is always increasing the Ebitda margin. 
 
And so, for the Schutz brand the structure is ready. We have extremely positive results. 
But now we start a new got to market cycle for the Arezzo brand, which should show 
investments in restructuring our teams, but they in the short and medium term they will 
surely provide leverage in sales growth and consequently Ebitda margin growth. 
 
Mr. Borges: And Daniela just to add some more, this movement in 1Q, retraction of the 
Ebitda margin what we are expecting for 2Q and for the year is very much aligned with our 
internal budget. Unfortunately we cannot share our internal numbers for forecasts and 
estimates; but it is exactly the figures that we were expecting for 1Q and we know where 
we want to be at the end of the year. So we are very aligned with our budget. 
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Ms. Bretthauer: So with regards to the Arezzo go-to-market project when will that be 
completed? 
 
Mr. Maia: We think we will communicate this to the market about the GTM Arezzo in 3Q or 
4Q, similar we did last year. 
 
Mr. Anderson Birman: Anderson speaking. I would just like to finalize by saying that your 
question is very relevant. They are definitely part of our daily concerns. We will be 
increasingly attentive to the issue of costs in the company. It is a huge concern that we 
have. It is much easier to have an expanded cost revenue. This is always a preoccupation 
that we have. Thank you very much for your question. 
 
Operator: The next question is Alan Cardoso of Bradesco. 
 
Mr. Alan Cardoso: Good morning everyone. Just one question: I am trying to understand 
the difference between same-store sales and sell in and sell out and what is the trend for 
the rest of the year with regards to sales in one modality versus the other. I know that 
there was an effect of the early count of all, etc.; but what else explains these differences? 
 
Mr. Alexandre Birman: Thanks for much, Alexandre speaking. First of all we should 
highlight that what is most important in reality it is the sell out of same-store sales, our 
owned stores, which is in line, they are very consistent and sound. The sell in versus sell 
out of same-store sales in 1Q11 we had this internal strategy where we dismembered the 
winter collection in three stages; we have a major part of the winter collection which is 
delivered to the stores and then this will balance the same-store sales sell in and sell out; 
through the other quarters of the year the trend is for this to balance. 
 
Mr. Cardoso: Ok thanks very much. 
 
Operator: The next question is Guilherme Mazzilli of Ashmore. 
 
Mr. Guilherme Mazzilli: Good morning. I have three questions, the first last year when we 
were talking you were talking about a preliminary study of 500 Arezzo stores and 100 
Schutz stores involved in this study. Can you update me on this? With the opening of 
franchises with you increase this number? That is my first question. 
 
Mr. Alexandre Birman: Guilherme hello, Alexandre speaking, thank you for your 
question. The numbers that you quoted are based on our intuition, what we saw the 
company has been capable of attaining in the next few years. But to give you a more 
structured basis for your analysis as we said before we hired a consultancy and we are 
doing a bottom up analysis to see how many Arezzo stores there could be in the market in 
the next three years. 
 
For Schutz your number is pretty much aligned with our internal number and this is what is 
likely to be achieved in the next three years. 
 
Mr. Mazzilli: So these are numbers for the next three years, are they? Or are they long-
term figures? 
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Mr. Daniel Maia: Daniel speaking. Actually as Alexandre said these are intuitive numbers. 
It is the construction that we are undergoing with the consultancy. We are going premise 
by premise, city by city to see what will happen. The numbers are not linked to the project; 
the project has different numbers and we cannot open this, we cannot open out these 
numbers. Sorry, we cannot open up these numbers for 2012. I cannot give you the 
disclosure for a longer horizon. 
 
Mr. Borges: But for 2012 the 58 openings they are all aligned with what is happening 
according to the negotiations. There are 40 premises which has been hired and 20 opened 
up in the first half of 2012; is that right? 
 
Mr. Mazzilli: Ok thank you. I had announced two new brands; what is the issue of 
purchasing? Have you planned for this year, are you going to launch a fifth brand or is that 
not on your radar? 
 
Mr. Alexandre Birman: Well ok. I am going to split that question down into acquisitions 
and then talk about the fifth brand. With regards to acquisitions it is still in the pipeline. At 
the moment we do not have any MoUs signed; but we are in conversation and we think 
that there is the possibility of penetration into social economic brackets we are not 
currently penetrating.  
 
This you see even adverts on TV that there is this will and we have it this willingness and 
vision of penetrating the lower income bracket classes this would make a great deal of 
sense. 
 
With regard to a fifth brand it is not the company's idea at the moment. We have a great 
appetite for brand expansion especially for Arezzo which is a very sound brand with a 
huge recall in Brazil and then going into segments that we do not work rather than going to 
a fifth brand. But within the four brands that you mentioned we have a rollout for Anacapri. 
Over 2012 we will be achieving this and then the Alexandre Birman brand is increasingly 
strong within the company and we want to boost that within Arezzo&Co, being present in 
major department stores. 
 
Mr. Anderson Birman: Guilherme this is Anderson speaking. I would also like to add one 
thing: we have this great concern to open more. We are working with a number of 
consultancies and the management of the company is concerned to open; but my major 
concern is not to close and so we want to open sustainably, we want to open stores that 
will last. This is our major goal. Our growth is very well structured. We are growing very 
aware. 
 
Mr. Mazzilli: Thank you very much, thanks for your answers and I have this one last 
question which is more quantitative: could you talk a bit more about the start of 2Q, the 
month of April? What do you see is going to happen in terms of sales, sell out? What are 
your projections for this next quarter? 
 
Mr. Borges: Thiago speaking, thank you for the question. Quantitatively and collectively 
speaking April can be split into two parts: we have the first fortnight of the month which 
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began with a warmer climate for stores with winter products and then the second fortnight 
we saw sales seep up. They picked up and made up for the first fortnight and the weather 
has helped and the right mix of stores. So sales for April will be closing at a satisfactory 
level for us given this difference dynamic. 
 
When you look at 2Q then my explanation ties in with what I said about 1Q. The 
franchises, especially Arezzo, they have brought some of the revenues for 1Q in 2Q and 
this did not happen last year. But then we have this collection which has a greater 
emphasis than in this year. So the Cruise collection is a preview of the summer collection 
and it goes along with the sales of the winter collection while our store is in sales, and also 
always having relevant revenues for the Schutz franchise and with the numbers that we 
are expecting, strong numbers. 
 
For the multi-brand channels the figures that we had in 1Q were probably, we will not see 
that again. It was 17% growth, it was very high and so it should be around… in the middle 
of the way. For our own stores probably will continue high, close to 1Q given the 8 new 
openings and the investments that we had in 1Q. So top line will probably be a little bit 
better than 1Q but for different reasons. 
 
Mr. Anderson Birman: I would just like to remind you that the second Christmas for 
fashion retail is Valentine's Day and Brazil and Mother's Day. So they are coming up and 
we have high expectations for that. 
 
Mr. Mazzilli: Ok good. Ok. Looking into sell out for owned stores it should be very close to 
1Q, around 12%, that seems very reasonable. Is that what you would say? 
 
Mr. Borges: Yes. As Anderson just mentioned the most important has not arrived yet, it is 
Mother's Day. We already have a feeling of Mother's Day and Valentine's Day here in 
Brazil, which is as if we were expecting Christmas. But we cannot really give you any 
exact figures on that. 
 
Mr. Alexandre Birman: I would just like to mention interesting indicators that many Schutz 
stores that were redesigned, are in the new format and significant expansion in 1Q12 and 
now in April it is very important to look into that so the comparison, because we can 
officially consider a store that increased so much like the Iguatemi store but the total 
revenues is very relevant and that should impact 2Q and 3Q.  
 
Mr. Daniel Maia: So Schutz should become more relevant in 2Q and 3Q.  
 
Mr. Mazzilli: Thank you once again for all the answers. 
 
Mr. Anderson Birman: We thank you for your questions. 
 
Operator: Excuse me. Our next question comes from Mr. Matt McClintock, Barclays 
Capital. 
 
Mr. Matt McClintock: Hi thank you for taking my question. I just wanted to know if you can 
provide more color on the handbag growth in terms of volume during the quarter. It looks 
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like it was 30% plus, very strong growth in that product category and I wanted to 
understand how should we think about that product (the handbag product) growth this year 
and maybe into next year. 
 
And then also how did that help or maybe not help your gross margins during the quarter? 
I know that you have benefited in the past from higher levels of imported handbag product 
and I just want to understand, maybe the gross margin impact from having higher levels of 
sales of that category. Thank you. 
 
Mr. Alexandre Birman: Thank you for your question Matt, this is Alexandre. It surely is an 
extremely important category for us and today it is in our brand portfolio. Just the Arezzo 
brand we can say that has a significant handbag business and that growth is really 
extremely important to increase the company's revenue and our objective is to increase 
more and more to identify our products especially the other brands in the Group by Schutz, 
Anacapri, with the objective of always increasing our handbags volume because it is a new 
category for the company's portfolio.  
 
Arezzo has been selling handbags for 15 years; but if you consider that we have been in 
the footwear market for 40 years you can see that handbags is a new category and we are 
sure that we can expand that category especially as a result of the sourcing now coming in 
from other companies with less customs restrictions, thus enable, even with the dollar 
appreciation, we can still maintain our gross margins. 
 
Mr. McClintock: Thank you. 
 
Operator: I would like to remind you, to ask a question please press star one. 
 
Excuse me. There being no further questions I would like to head over to Mr. Birman for 
his final remarks. 
 
Mr. Anderson Birman: This conference call is always very constructive for our next steps 
and once again I would like to thank everybody for participating and talk to you next time. 
Thank you very much. 
 
Operator: The Arezzo&Co. conference call is now closed. We would like to thank you for 
your participation and good morning. Thank you. 
 


