
Announcer:  Good morning ladies and gentlemen. Thank you for waiting 

patiently, and welcome to the teleconference about Arezzo’s third quarter 

results.  

All participants are connected as listeners. Later on we are going to have the 

Q&A session and then the relevancy session will be given. This teleconference 

has simultaneous translation into English and questions may be made from 

participants connected abroad.  

Should you need the assistance of an operator during the session press *0.  

We would like to remind the journalists and other press professionals that this 

teleconference is exclusively made for the professionals of the information 

market and shareholders. If there are questions, they should be submitted to 

approach the press service and the contact is available at the company website 

at www.arezzoco.com.br. 

This teleconference with line is broadcast simultaneously through the internet 

and you can also access the presentation through the website of the company. 

Should you not have a copy of the results release from Arezzo & Co that was 

announced yesterday, on Wednesday, October 30th, you may obtain it from the 

website of the company. Finally, it’s worth reminding you that the 

teleconference is being recorded and the audio will be available at the website 

after its end. Before following through I would like to clarify that possible 

statements that are made during this teleconference regarding the business 

outlook of the company, as well as forecast, operational targets and financial 

targets, related to the potential of growth of the company are based on 

forecasts, that are based on the expectations of the Board of Arezzo & Co. 

These expectations highly depend upon the conditions of the domestic market, 

they depend on the overall economic performance of the country and the 

international market, therefore are subject to change. Now, I would like to pass 

the floor to Mr. Alexandre Birman. Please Mr. Birman, you may begin. 

Mr. Birman: Good morning everyone. It’s always a pleasure sharing with you 

the results of our company. I would like to greet the shareholders, investors and 

the analysts who are following the teleconference. Here with me we have 

Thiago Borges and our manager for Relations with Investors.  

The third quarter marked the change between the summer and the winter 

collection. So, we had healthy results for the winter products and now we have 

a preview for the summer collection. In August, we had new products at all the 

shops, with products in the new collection only. This was well accepted by the 

consumers with a very good volume of sales. Talking a little bit about the brand 

now, during investors day, in this quarter we had the rollout of Anacapri 
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 brand in the franchise channel with the opening of two shops. The new 

architecture projects gives value to the style of the brand, with better use of the 

area. The first results of the franchisees were quite exciting and we plan to 

close 2013 with 10 franchise shop. We inaugurated the first shop with the new 

concept located at Rua Oscar Freire. Following through with the Arezzo brand 

GCM project in this quarter, we tested the new supply model. The products 

were developed in the new dynamics, they came to the shops with the 

adjustment of the distribution throughout the year’s season and also the delivery 

of products according to their life cycles. We highlight a new supply model with 

an automatic replenishment when the sell-out of the products with high turnover 

and also replenishments that are based on the sell out and the market, both 

initiatives are still crawling.  

We also began a new service model for the franchisees to test a larger number 

of products reducing the lead time between the purchase and profit and 

increasing the speed of selling to have more focus on the sellout. In this 

dynamic, the franchisees can follow up the mix of products, according to the 

profile of the shop with a no line tool. They can define their purchases without 

having to come to our showroom. This strategy offers the best feedback on the 

sellout, the high efficiency of the sales at the shop and more effectiveness of 

the purchases made because they can interact with shoppers and managers at 

the shop. Should the brand have good results in the strategy to become a 

benchmark for high quality bags in the country, showing a strong growth from 

99.5% in this quarter.  Another important development of the Schutz brand is 

the web commerce channel. In the first 9 months of the year, we had a growth 

of 174.4% as compared to the same period last year, reaching revenues of 16.5 

million reais, with over 5% in share of the sales for the brand. 

Beginning with the presentation now, I would like to invite you to go to page 

number 3, slide number 3.  

Our results, our net revenue was challenging, but even today we had a healthy 

growth 16.1% in net revenues. It’s worth highlighting that even with this 

scenario, we were able to expand the EBITDA margin 20 times, which is 17.5%. 

Finalizing the highlights, in this quarter, we opened 12 stores, 6 franchises of 

Arezzo, 6 franchises of Schutz and 2 franchises of Anacapri in addition to our 

own shops with the brand Anacapri expanding our area in 18.2% in the last 12 

months. 

Well, as said before, according to our guidance are going to have 59 new 

openings for 2013. I would like to pass the floor to Thiago who is going to follow 

through with the presentation. 



Thiago: Thank you, Alexandre. Good morning, everyone. On slide number 4, 

talking about the results, the gross revenue of the company in the quarter 

reached R$337.8 million, a growth of 7.5% as compared to the third quarter last 

year, while gross revenue reached R$900.7 million with an increase of 15.2% in 

the first nine months of 2012.  

Now going to slide number 5, analyzing the revenues of the domestic market, 

Arezzo, our major brand, had a growth of 7.2% as compared to the same period 

last year. The major channels that contributed to the growth of the brand were 

the franchises and multi-brand. Schutz brand had growth of 7.2% in the quarter 

and had growth in mono-brand channels with highlight to the franchises. Since 

we inaugurated the new project on shops, Schutz underwent an intense 

expansion process, with 35 franchises and 27 shops, in addition to the 

remodeling of the major points of sale. The strategy of the brand to become a 

reference in high quality bags has had good results and its worth emphasizing 

that the Schutz channel has been growing steadily. For the Anacapri, as 

explained, we inaugurated 2 franchises in São Paulo, renewed the concept of 

communication and, given the positive results, we began the rollout of the brand 

in the franchise channel in this quarter.  

Alexandre Birman mentioned of international positioning by means of events 

with decision makers. This quarter we had an event in Paris, the launch of the 

new collection, the summer-spring collection. 

Now going to slide number 6, we have the gross revenue by channel. When we 

analyze the franchise channel in the Arezzo channel, we had a growth in gross 

revenue of 10.9% in the quarter, due to the opening of 49 stores and the 

expansion of 10 shops of the brand in the past 12 months. The expansion in the 

area and the remodeling with the new architectural project were an important 

initiative of the brand, both for the franchise channel and for the owned stores. 

Due to the constant focus on sellout, the sales are balanced according to 

potential sales expansion. We see healthy levels in terms of stock. With that the 

sell-ins, that is the sales done for the franchisees, had an expansion of 0.6% in 

the third quarter, as compared to the previous year, due to the increase in 

volume of Schutz and bags. Additionally, the sales indicator in same selling 

stores was affected by the opening of franchises of the Schutz brand in the last 

twelve months. And the franchisee will buy an initial stock, a high initial stock in 

the first purchase. We had an increase of 14.2% in the third quarter of 2012 that 

was influenced by the sneakers in the first nine months of the year, representing 

a 4.6% increase.  

The owned store shops we had a forecast of growth of 8.4%, with gross 

revenue of R$68.4 million in the period. The sales of this channel were boosted 

by the expansion of the area by 5.7% in the last 12 months with the opening of 



3 shops and the expansion of area in other two shops. Year to date, the 

revenue of the channel had a growth of 19.1%. The total sales for owned stores 

and franchises had a growth of 8.3% in the quarter in this period and the sell-

out had a reduction of 5.1% in this period. As for the third quarter, it’s worth 

pointing out, there was an improvement in the mix of sales of the collection, with 

better sales when compared to the collection for summer. In September for 

example, we had positive results. In the third quarter of 2012 the Schutz and 

sneaker line accounted for 12.7%, 510 points higher than the same quarter last 

year, which increased its relevance. The sales for the multi-brand shops were 

stable in the third quarter due to the impact caused by the growth of the mono-

brand Schutz stores, which allows us to sell more to the end consumer, 

increasing the insertion of the brand in the company. The Schutz brand has 

61% of the gross sales and with the rollout of franchises and owned shops, 

some of the multi-brand shops were penalized so that we could preserve the 

brand and its impact on the growth of the channel in this quarter. The brand has 

had a good growth in the multi-brand channel. 

On page 7 we have the evolution of the number of shops participating in the 

channel as well as the total area. We have opened 52 shops in the last 12 

months, 12 in the quarter with 429 shops, 420 in Brazil and 9 abroad. We have 

39000 square meters, an increase of 18% when compared to the same period 

in 2012. 

Going to page 8. We have the gross profit in the quarter reaching R$ 116 

million, with a margin of 43.5% and a growth of 9.6% if compared to same 

period in 2012. YTD gross profit of 312 million with a growth of 17.9% compared 

to last year. It is worth pointing out that the company’s strategy to maintain the 

margins stable by channel, where the owned shop channel is subject to greater 

variation. On this slide we have the performance of the EBITDA. On the right 

side we have the quarter EBITDA which was R$46.8 million, an increase of 

9.6% and a margin of 17.5% in expansion of 20 points over the same period 

last year. The EBITDA margin in the quarter had an expansion because of a 

higher margin in the period and the expenses reduction in that period. The 

growth in EBITDA reached 115 million, a margin of 16.4%. With no recurring 

expenses from the first quarter, the EBITDA had a growth of 15% and a margin 

that is in line with last year’s margin. 

Now going to page number 9, we have the performance of the net income of the 

quarter that reached R$29.4 million with a margin of 11%, with the higher 

premium because of the increase of owned shops, depreciation was 37% lower 

than that of 2012. We had a higher expected rate of income tax and social 

contribution in that period. Then the net income increased to 19.3% compared 

to the first nine months of 2012. We are not including the non-recurring 



expenses for the net income would have an increase of 10.4% as compared to 

last year. 

Going to page 10, I would like to talk about the cash generation for the company 

in this quarter. As we can see it is R$10.8 million, reflecting a high operational 

profit and a higher need for working capital because of the temporary features 

in the payment of taxes. There was no relevant change in the cash flow policy 

for the company this quarter. 

Going to page 11, on the last slide we can that the CAPEX for the quarter was 

reduced by 6 million in comparison to the past year because of lower 

investments on owned shops. In the quarter the company inaugurated two 

shops and remodeled two other. In the quarter the company began the 

implementation process of the new transactional system and began providing 

stability to growth and major efficiency. On the right side of the page, the 

company presents net cash around R$38 million in line with our financial policy 

that is conservative, but low cost effect. Now I would like to pass the floor again 

to Alexandre for his final remarks. Before we open we open for our Q&A. Thank 

you. Thank you gentlemen 

Alexandre: Throughout this quarter, it shows that we had a flexible quantity of 

business. Even in a more challenging sales environment, we were flexible and 

most importantly, we had a very dedicated team that is working strongly to 

deliver desirable results, in order to consolidate our position in the market of 

shoes and women’s accessories in Brazil. These are the main months for retail 

around the year and it’s worth mentioning that with our current policy of more 

frequent delivery, the new sell-in sales are more aligned with the sell-out 

moment.  

Now, I would like to talk a little bit about the multi-channel performance. It is 

composed by small regional stores, which give us good popularity of 

distribution. However, when we think of the new payment terms, the experience 

of the consumer is very positive in our mono-brand stores where we have more 

control of our sales experience and we increase the chance of getting loyalty 

from the client. So we expand the mono-brand channel and preserving our 

brand we want to substitute some multi for mono-brands in the next quarter. 

The multi- channels are relevant for our strategy because it is an entry to the 

other channels. Now, in December, we will open a new Arezzo store in a new 

pilot format, with more than 170 square meters, and due to the larger sales 

area, we have more segmentation of the products. For example, we are going 

to have a specific area for bags and accessories, more accessibility to new 

classics and a small area for dressing rooms, where the consumer will have the 

opportunity to visualize the shoes they are buying with a new dress. So I invite 

you all to get to know our new Arezzo store in Morumbi Shopping, which will be 



open in December. Also, would like to follow up on the new summer collection 

that will be launched next week, where we are dedicating efforts to training and 

modification of our sales team in the promotion of the new collection so that we 

can keep up with our consumers’ sales desires. We are available for further 

interaction and I would like to take the opportunity to thank all of you who could 

participate in this conference and also on October 3rd for Arezzo Co. It was a 

pleasure to host you in our own home with the opportunity of a close interaction. 

Thank you all for the attention and now I will open for Q&A. 

Ladies and gentlemen, we will start now with Questions and Answers. Who has 

a question, please press *1. To remove your question from the line, press *2. 

Our first question comes from Mr. Marcel Moraes from Deutsche Bank, Mr. 

Marcel, you have the floor. 

Mr. Marcel: Good morning to all of you. My first question has to do with working 

capital, Thiago said that there were no changes in the commercial policy of the 

company, but when we look at the average payment term, there was a 

reduction year against year. And this had already happened in the previous 

quarter too. Is this increase common on this quarter? I’d like to know more 

about it. In another point, does this have anything to do with seasonality, with 

Christmas sales? Is it sustainable? Do we have a sustainable level from now on 

or can we see further reduction? And the second question is about in-store 

sales, was it affected by the new supply model? These are the two questions I 

had. 

Thiago: Hello Marcelo, this is Thiago. Thank you for both questions and I’m 

going to answer the first part of the question and then I’ll pass the floor to 

Alexandre so he can answer the second question. As we just mentioned now, 

there was no change in the working capital policy for the company in the 

quarter. The working capital showed an increase in comparison to the same 

period in the previous year, in the receiving terms that you’ve mentioned 

specifically, there was a small variation, a variation of 1 or 2 days, and this is 

not the consequence of any structural change in the business or in our receiving 

terms. This is due to the greater participation of owned stores, its offer for 

longer terms and also its ability and the sales have been more concentrated in 

the end of the quarters. So there’s a seasonable effect.  

Speaking of working capital, as you can see, the increase is not only explained 

by the receiving period, there is also an increase explained by accounts 

payable, which suffers more reductions due to the anticipation in receiving of 

some products, to build inventory for the fourth quarter. So, in general, this is 

how we see our working capital. And also, there is a last point in the payment of 

taxes, and on this period we had a delay in the generation of credit that will be 



offsetting the next quarter, so this is very specific. And soon we will reach the 

normal historic value. 

Alexandre: This is Alexandre and I am going to answer your question about in-

store impact, when speaking about Arezzo, I can tell you that yes, there was an 

impact, and this is a positive effect and I will explain why. We had the very 

healthy launch of the winter collection, that is why we anticipated by ten days 

the summer launches. In the beginning of August, most of the stores in Brazil 

had already the summer collection. So what happened in August? I’m going to 

give you an example. In 2012, the sales were composed by 72% of sales of 

summer collection and 28% of winter collection, of sales of winter collection. In 

2013, the same sales in August were composed by 93% of sales in summer 

collection, however the sales, I’m sorry, summer collection accounted for 78% 

of the sales in August, which were reduced by 93%, which is why we calculated 

this indicator internally. We reanalyzed our gross margin, which means that our 

franchisees calculated their gross revenue based on their phase. That is why 

we have this impact on the top line in-store sales in the third quarter. I hope I 

was clear in my answer. 

Mr. Marcel: Thank you, Alexandre. You were clear and can I assume, from 

what I remember, about the new supply model, is that these previous sales in 

the multi way around the product life cycle or the product’s sale cycle, as a 

positive impact in this third quarter, should we expect an impact in the next 

quarter? How do you see that? 

Alexandre: Well, we must breakdown the difference between sell-in and sell-

out and sell-in is closer to sell-out keeping healthy inventory level for our 

franchisees. This is a very important channel in sell-out, and for sell-out we 

should not see this impact in the fourth quarter, because we are effectively 

working with the Christmas collection, which is the line that will happen in the 

fourth quarter of 2012. So we left potential there for purchases from the 

franchisees which did not happen in September, as we used to stop possibility 

of the franchisees buying a collection, but now have a more frequent 

assortment for this time of the year. 

Next question from Tobias from Credit Suisse. Please. 

Tobias: Good morning, Thiago and Alexandre. I would like to further 

understand the reduction, the acceleration of this movement should continue. I 

don’t know if it’s one or one-quarter, the reduction of speed of the top-line. That 

is what I wanted to know, reduction of the speed of the top-line. That is 

important volume because there was a drop of 4% in the third quarter because 

of inflation, so they are tapping on the brakes and we have difficulty to 

understand, so it’s difficult to read what is happening. The performance is not 



clear; I think consumers are reacting differently depending on the product. I 

don’t know if you can help us in that reading, to make this analysis. 

Alexandre:  Thank you Tobias. Certainly the economy is influenced by our 

administration, by our government, there are some sectors that are favored by 

incentive policies or not. Historically it has had no influence from the 

government, so it is difficult to see this type of relation when you mentioned the 

other retail network. Speaking about our top-line in the third quarter, it is 

important to understand the way of the multi-brand channel, the way it has in 

our growth path. And in this quarter, I don’t know if you recall actually in the last 

year when we began operating more aggressively with the brand Schutz, we 

had announced the multi-brand channel would suffer a reduction because it 

would be licensed, be different from franchisees, because of the opening of the 

mono-brand stores for the brand Schutz. I would say that in the top-line or the 

multi-brand has had the greatest impact regarding the growth, because the 

growth was smaller than the historical rate than the sale of the same stores. 

This is due to the smaller sales during the sale period that occurred in July and 

August. In September we surveyed a good growth of sales in the same store 

comparison, and it showed that the summer collection has a mix of products 

that pleases the consumer. So the composition of these two factors and the 

multi-brands will continue for the next quarter. It is a strategy for the company in 

the long-run and the same store sales; we do have initiatives so that in this 

quarter we can have results that are more in line with the December results. 

Tobias: Thank you. About the consumers, specifically, do you feel any change 

in the behavior of the consumer? 

Alexandre:  Of course, the indicators show that the sales were not good with 

the end-consumer.  

Tobias: Perhaps a qualitative behavior. 

Alexandre: Right, since Mother’s day, halfway through May, we felt a reduction 

in the traffic of consumers and we cannot rely just on traffic to sell in our shops. 

We have to have strategies to increase the sales and it’s an intense process of 

training of our salespeople and also the effectiveness of the mix of products is 

important when you work with shoes you have a variable. And it’s simple to be 

managed, but even if the availability, the sizes of the shoes, take 39 in Brazil, so 

there is no use having an engaged sales team but you have to have the offer of 

the product at the right sizes, if the customer wears 33 they will not buy 35, so 

we have many issues here to improve the effectiveness of our fine approach 

and then the maintenance has an important role in our business. These 

products were delivered as of August in the stores and we have to check the 

movement in the long run. Next year we are going to test a distribution center in 



the city of São Paulo, we are going to supply our own shop initially. We’ll be at 

the purpose of focusing on the size approach. Talking about the number of 

pieces per service it has been tabled, which shows that the intent of purchase of 

the consumer has been the same, without no pressure in terms of pricing. 

Actually we can have a very high cost-benefit ratio with our brand, so the issue 

of the consumer in our case is more related to traffic. Thank you for the 

questions. 

Tobias: Thank you Alexandre   

Alexandre: Thank you Tobias 

Announcer: Now, Dr. Irma Gard from Goldman Sachs. You may ask a few 

questions.  

Irma: Good morning. I would like to touch a few points. The multi-brand shop 

we thought that it would increase the number of the multi-brand shop; in the 

Schutz channel, you have seen non-licensing of some stores. So if you could 

further talk about what you had seen in each of the brands. Is there an increase 

specifically from Arezzo?, if you are going to market products. Well I’d like to 

hear about Anacapri as well. The second question is about the reduction of the 

number of employees by five percent. Is that a trend that we will continue to 

see, is that some kind of cut ratio? Or is it a reaction to the macro-economic 

scenarios that we’ve had in the last months, is it a preparation actually to be 

able to adjust to the new macro-economic scenarios that have high uncertainty? 

Alexandre: Good morning Irma, this is Alexandre, I’m going to answer the first 

question about the multi-brand channels, about our plan to improve the 

efficiency and then Thiago will answer the second one, Talking about the multi-

brand channels, as it has always been said. It’s a supplementary channel to our 

exhibition strategy. Our core channel account that is about forty some % of our 

revenues is the franchise channel, so we think this strategy is a multi-brand 

channel has different behavior according to the brand With a reduction of the 

shoe brand it happens because the shops were opened in cities of medium 

large sizes, we had a smaller number of customers but with higher purchasing 

power. So, as you said, the increase of the number of customers is due to the 

opening of shops with the Arezzo brand with the purpose of offsetting the 

reduction of the cities in which we have the mono-brand shops. So we began 

this process, we are just crawling, to relate the brands through cross-selling and 

to have a higher efficiency in a higher number of cities, that is the result we 

envisage in the next two years where we are going to be able to promote this 

change and have a sales team that will be able to take our products to a higher 

number of cities, but these are small size customers, so that the consolidated 

revenues in this channel should be closer to the trends that we had in the third 



and in the fourth quarter, we had a reduction because Schutz opened mono-

brand shops. We had six franchisees that were inaugurated and these are 

important. Now I’ll pass to Thiago because he is going to answer your second 

question.  

Thiago: Irma, this is Thiago, thank you for the question. In terms of this point, 

the number of employees this is one of the initiatives that we have in the 

companies of constantly controlling  companies and a search for operational 

efficiency and I’m talking initiatives more specifically, basically at the end of the 

second quarter we analyzed, we conducted a benchmark analysis in our own 

stores and we identified that some stores who are operating with a more 

optimized number of employees, so given the revenues expected for the end of 

the year, we realized that we could use the natural turnover of the retail not 

replacing the people from a natural turnover, and just think of all the stores at 

the same basis, so that the number that you see here of employees is 

concentrated in our own stores. So answering your question more directly, it is 

a mix, between internal initiative that we are always looking for ways for 

improving our business combined with the external scenarios, which require 

some adjustment.  

Irma: Thank you  

Thiago: Thank you. We are available for further questions. 

 

Announcer: The next question is from Mr. Hugo Queiroz from Caixa 

Economica, you can go ahead.  

Hugo: Good morning Alexandre, Thiago and Leonardo, I would like to 

understand a little bit more, you announced satisfactory numbers for from the 

franchise Anacapri but  for Arezzo in the old days, and also in the mix, are you 

working to increase this mix for the next quarter?  

Alexandre: Hi, this is Alexandre, I’m sorry, I could not understand your question 

exactly, could you please repeat.  

Hugo: Of course, in terms of Anacapri, simple tests were aligned with what 

Arezzo had presented previously and in the mix you have grown the sales of 

bags and purses. Do you have any project to increase this mix, or improve this 

mix, and with plenty of bags in the stores?  

Alexandre: Well, first I’m going to talk about Anacapri. The results for the 

franchisees were very satisfactory, we have accelerated our plan, and I can tell 

you that these are small size stores, to give you an idea we have stores smaller 

than 30 square meters and it worked for Anacapri models, so that it is a brand 



that will be expanded, in terms of number of stores, but with reduced revenues. 

All the stores are adjusted to the “simple” income tax model. Together with 

Anacapri we have a more structured process of identifying the mix we have till 

97.5% of the mix in shoes, with greater possibilities for the future  because the 

segment of bags and purses, has a sourcing, a process that is different from the 

sale, from the shoes, so we are still learning how to change the product design 

with a more structured process, so we decided to invest and to bring resources 

now to the shoes branding and in October we launched a new line, that is called 

the Triangle line, was a local action, with a triangle as a logo. It was a sales hit. 

In 2014 we are sure that Schutz will continue to sell bags, and with the 

possibility of new categories that will be adjusted, not only shoes and bags, but 

I’m talking sunglasses, watches, jewelry, and in Arezzo we already have a 

display model that will host these products, but we have to structure the 

architectural design, the assortment, the supply chain, the display in the stores, 

with the same sales team, but in the mid-term we believe that we’ll be able to 

offer more products under this brand.  

Hugo: Ok, thank you. 

Alexandre: Thank you.  

Announcer: Next question from Marcel Moraes from Deutsche Bank, you may 

ask your question. 

Marcel: The final question about logistics cost. The change in the supply model 

I understand that it is going to create a higher frequency of the distribution of 

products. Well, this simple fact, does it affect logistics cost? How does it impact 

and how it will develop in the next quarter?  

Thiago: Marcel this is Thiago, answering your question. Thank you for your 

question. Basically, the first movement, is the CAPEX, we had to invest in some 

pieces of equipment to be able deliver the open side approach. So the first thing 

will be to prepare our DP. Of course there has to be a time of delivery. We’re 

going to perhaps in one day of the peak of products, in terms of dealing in 

logistics costs for the franchisee or the own shop. Initially we had no impact, if it 

happens it will be in 2014. For the Pilot DC in São Paulo we are going to have a 

buffer between our DC in the southern region and in the own shops. Because 

the logistics cost may be identified as occupation cost, but the square meter of 

the own shop also is a mini space. It’s the cost they we are thinking about. 

Because they all have their own stock, so we’re addressing the logistic cost, 

and the square meter of the own shop which is much higher and we’re going to 

transfer that cost to the warehousing to optimize the cost. That is the movement 

we are going to try to implement. Just to add, in many shopping malls there is a 

shop area that have a very high cost of square meter, but they are extremely 



necessary, it is the handling of the shoes that requires area, requires space, so 

with DC in São Paulo with easy operation that we have in the shopping malls in 

São Paulo. 

Marcel: Well, Alexandre, as for the stocks you have in the shopping malls, do 

you know how much it accounts for, proportionally speaking in regards to what 

you have in the shop in terms of merchandise? 

Alexandre: In terms of product, half of our stock areas ranging from 25 to 30 

square meters and the average cost is 60-80 thousand reals a month, at least. 

So we have that in most of the shopping malls in São Paulo and our objective 

for 2014 is to cease the operation of these stocks in the shopping centers in 

São Paulo and the communication between the DC in São Paulo and the shop. 

Do you allow us to have daily frequency of deliveries of supplies, really 

improving the assertiveness of the mix that is at the shop to be able to convert 

those into sales. 

Marcel: Thank you, thank you for your answer.  

Announcer: Next question from Guilherme Magino. 

Guilherme: This morning you mentioned that in the offshore channel and in the 

franchise you had an evolution in September, could you tell us how you see the 

month of October, if you maintained the trends you had in September, and the 

second question is regarding the multi-brand channel. In the beginning you said 

that the Arezzo brand grew in the multi-brand channel, can you give us an idea 

of this growth, was it two-digit growth, was it in line with inflation rates? Can you 

tell us that? Thank you. 

Alexandre: Thank you Guilherme, this is Alexandre answering your question 

about the October forecast.  

Well, October is more in mind than the month of September, it is a very crucial 

month but we have had more satisfactory results in October in terms of at the 

shop sales. Talking about the growth of the multi-brand channel Arezzo, it was 

a quite satisfactory growth rate of approximately 12% and it really shows that 

the brand has space to improve the capillarity of the distribution in Brazil.  

Guilherme: Thank you very much. 

Announcer: A question now from the internet.  

I’m going to read the question from Luiza Elena Cantalil:   

Luiza Elena: “Good morning, thank you for the call. Can you give us the 

investment guidance for 2014?”  



Alexandre: Yes Luiza, I thank you for your question, the guidance for 

investment will continue to be on line, with investments made in 2013 of around 

35/40 million reals.   

Announcer: I would like to remind you that to ask questions you should press * 

1. 

To ask questions please press *1. 

There are no further questions, now I’d like to pass the floor to Mr. Birman, for 

his final remarks.  

Mr. Birman: I would like to take the opportunity to thank you all that participated 

in this call interacting with our team. I would like to thank our investors and our 

dedicated team that has been making the best efforts to sustainably reach our 

goals. Thank you and I wish you all an excellent fourth quarter.  

Announcer: The Arezzo teleconference is concluded, we thank you all for 

participating and wish you a good day.  

 

     

 

 

 

 


