
 
Good morning ladies and gentlemen  

 

Announcer: Thank you for waiting and welcome to the Arezzo conference call in which 

the results of the second quarter of 2013 will be presented.  

All participants are connected only as listeners 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.  

If you need help from the operator during the call simply press asterisk zero. We 

remind journalists and other media professional that the conference call is intended 

exclusively for financial Market professionals as long as current and potential 

shareholders.  

Any questions you may have should be addressed to the press relations company 

Approach whose contact details are available on the company website at 

www.arezzoco.com.br . This conference call and its accompanying slides are being 

broadcast  simultaneously on the internet and can also be accessed on the company 

website, should any of you not have a copy of the Arezzo&Co release published 

yesterday, Wednesday July 31st , you will be able to obtain it on the company’s 

website.  

Finally, we remind you that this conference call is being recorded and that the audio 

will be available on the website upon completion.  

Before we proceed, we would like to make clear 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 all forecasts 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 on international markets, therefore subject to change.  

Now I hand over to Mr. Alexandre Birman. Alexandre, please proceed. 

 

Alexandre Birman: Good morning everyone it is a great pleasure to be speaking to all 

of you this moment and share the results of the second quarter 2013, I would like to 

greet all shareholders and investors those analysts who are following our results. With 

me at the teleconference we have Thiago Borges and our investor relations manager 

Leonardo Pontes.  

The second quarter includes the closure of the winter collection and the beginning of 

the spring collection cycle, which is our most important cycle, we are satisfied with the 

results of the winter collection and now our entire commercial team is focusing on 

changing winter displays to summer displays next week, one major landmark in the 

second quarter 2013 was the opening of the Anacapri store in the Eldorado Mall in São 

Paulo with a new layout highlighting the brand’s identity and style, its modern 
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practices of design has enabled us to increase stocks  on the sale floor and the early 

results have been very encouraging, in its first month the store has become the best in 

the network in sales per square meter and since the store is only 29 square meters in 

area, the Project promises to be very replicable, in the third quarter we should be 

opening a pilot franchising for Anacapri in this new complex and a new flagship as well 

as a small showroom on Oscar Freire street.  

We are pushing ahead with our GTM Arezzo Project, this quarter our sellign dynamics 

has been renewed, seeking to better distribute launches throughout the season and 

improve the frequency of product delivery according to their lifecycles, we should 

highlight the fact that we carried out a virtual launch for the first time, which boosted 

the sell-in process, using a tool that we have called in-house e-showroom, this process 

has enabled us to reduce sell-in time by ten days, the aim of the new calendar is to 

achieve greater flexibility incorporating the tendencies and information into projects 

development ensuring a constant flow of novelties in stores, making the collection 

more assertive and reducing lead time in the supply chain, we would like to talk to 

Arezzo brand new and assertive architectural design replicated in four stores in the 

third quarter and we expected to inaugurate the further 16 stores in this new context 

in the course of this year and particularly we would like to point out investments in the 

remodeling of our flagship store on Oscar Freire, which was the first store we had in 

the city of São Paulo inaugurated in 1991 and now completely refurbished.  

We forecast to inaugurate a new store in December, during this period we have talked 

to investors in the construction of a temporary megastore on the same street on one 

of the more upscale blocks, the corner of Consolacão where we have 308 square 

meters of sales area , the results of the first month of operations have been 

encouraging, exceeding 1.1 million BRL in sales, the Schutz brand has reaped the 

rewards of the strategy becoming a benchmark in top quality hand bags in Brazil 

increasing its share in this category in the brand’s revenue. This performance was the 

result of  a vast segmentation of the collection’s mix, making the value proposal of 

each product line much clearer using a vital Market communication strategy we 

managed to arouse consumer’s interest.  

The result of the quarter was a healthy growth in all the group’s brands proving that 

the company can boost a team that is focused on consolidating its leadership in the 

footwear, hand bags and accessories Market throughout Brazil.  

Beginning our presentation part 3, I would like  to comment on the main highlights of 

the second quarter 2013, net revenue came to 237.6 million, 19.1% up over the second 

quarter of 2012, leveraged by the growth in all the company’s channels, gross profit 

grew 16.9 percent in the quarter,  coming to 40.5 million BRL with a margin of 17%, the  

EBITDA grew 16.9 % in the quarter, coming to 40.5 million BRL with a margin of 17%, 

net profit for the quarter came to 29.1 million with a net margin of 12.2 percent, 



 
growth of 12.8 percent over the same period last year, including the highlights of the 

period. This was a quarter when the company opened 17 stores, 12 Arezzo franchises, 

6 Schutz franchises, and the new Anacapri store. In this period we converted two 

Arezzo own brand operations into franchises, additionally we extended four stores 

adding one thousand three hundred thirty seven square meter to the sales area.  I 

would now like to give the floor to Thiago Borges,  

I would like to tell you that at the end of the web conference we will all be available to 

answer your questions on the company results or our strategy. Thank you very much. 

 

Thiago Borges: Thank you very much Alexandre and good morning everybody. We are 

now going to page 4 and broadening the analysis of results. We can see on the last of 

the slides that the company’s gross revenue this quarter came to 305.5 million, good 

performance on the domestic Market, growing 18%, the accrual figures for the year 

today show gross revenue at 562.9 million BRL, up 20.4% over the same half of 2012. 

Now page 5, the Arezzo brand, the group’s major brand, grew 10.4% in the second 

quarter over the same quarter for 2012. The group performance by the franchise 

channel helps grow the brand, greater focus on the multi-brand channel has continued 

to give positive results owing to the greater integration of practice with the sub 

brands, showing healthy growth over the previous year, Schutz itself grew 35% in the 

quarter anchored particularly by the growth from a single brand channel, the 

highlighting franchises, since inaugurating its new store Project in 3Q 2011, the Schutz 

brand has undergone an intense expansion process coming to 29 franchises and 27 

owned stores in Brazil, as well as eight expansions at its main point of sales, the brand 

strategy of becoming a benchmark in the high quality handbag sector has given good 

results in the share of handbags in the revenue grew from 5% in 2Q 2012 to 9% in 2Q 

2013, under the heading of the brand, Anacapri continues to invest in digital media 

campaigns, developing branding, as Alexandre has explained the results on the pilot 

owned store for the brand in São Paulo, testing the functionalities and 

communications concepts of the new architectural design.  

The Alexandre Birman brand continues to strengthen its presence in department 

stores and international multi-brand stores, by staging events with the main opinion 

leaders. It is the only Brazilian brand with a representative on the American fashion 

designers board, which has great names in fashion among its members. 

Anacapri and Alexandre Birman are brands that are both still being developed. 

Now slide 6, we see gross revenue by distribution channel we see healthy growth in all 

the channels for the quarter, analyzing the franchise channel, our main distribution 

channel, we see 20.3 percent growth in gross income for the quarter due in part to the 

opening of 52 franchises and the expansions in the area of other ten Arezzo stores in 

the last twelve months, sell-in sales, in other words sales by Arezzo&Co. to its 



 
franchises grew 5.5% in the quarter when compared to the previous year, which is all 

due to an increase in the volume of shoes and hand bags, in the first half the same 

store sales closed in 6.7%, the own stores channel grew strongly, 16% in the quarter 

with gross revenue of 69.8 million for the quarter, sales in this channel were driven by 

a 14.4% expansion in sales area over the last twelve months, with the opening of 5 

stores and expansion of other three stores, the revenue for this channel for the year to 

date grew 25.4 percent, same-store sale of the sell-out to the entire network of own 

stores and franchises grew 1.2% in the quarter entire year at 3.7% it is worth pointing 

out that in the second quarter 2012 we launched the line of sneakers, which had a 

major repercussion in the media, strong sales in the period affecting the base line for 

comparison since the project line accounted for 7.6% of sales of footwear for the 

network for the second quarter 2012, furthermore most of these Schutz stores 

analyzed by the indicators opened in the last 15 months, so owing to the novelty 

effects of action to promote inaugurations 2Q 2012 was impacted.  

Highlighting multichannel strategy sales from multi-brand stores grew 18.3 percent in 

the second quarter due to a focus on increasing the share of wallet and strengthening 

the branding of the several brands with highlights on Arezzo and Schutz in this 

channel.  

Now on page 7, we present changes in the number of stores by distribution channel, 

and changes in the total area of sales. 58 stores have been opened in the last 12 

months closing the second quarter with 417 stores total, 408 in Brazil 9 abroad, the 

sales area came to 28000 square meters up 21.1 percent over the same period in 2012, 

we would like to take advantage of this moment and reaffirm our commitment to 

opening 53 stores this year. On page 8 now, we show gross profit for the quarter which 

came to 106.1 BRL with a 44.6 percent margin, up 17.9% over the same period 2012. 

The one and half percentage point fall in growth margin reflects the smaller 

participation by owned stores which are the channel for the largest margin in the sales 

channel. Just to remind you the company is pursuing a strategy of keeping margin 

stable by channel and the own store channel is the one that is subject to the greater 

fluctuations, on the same slide we show the EBITDA performance on the right side of 

the page, EBITDA reached 40.5 million BRL for the quarter, up 16.9 percent, and a 17% 

margin. The EBITDA margin for the quarter went down slightly by 4 point pp, due to 

the impact of a smaller growth margin, while expenses remain unstable over the 

revenue. Accrual EBITDA of the year reached 69.1 million with over a 15.8% margin, 

ruling out the effects of the non recurring expenses in the first quarter 2012. Accrual 

EBITDA increased 20.6% with an EBITDA margin virtually in line with the previous year.  

Page 9 now, you can see the performance of net profit for the quarter which came to 

29.1 million BRL with a 12.2 margin, up 12.8% over the same period of 2012, ruling out 



 
the effects of non recurring expenses in 2012, net profits for the half would have 

grown 15.6 % over the same period of 2012.  

Now going to page 10, I would like the company on the company operating cash 

generation on the quarter which as you see was 12.4 million BRL, reflection the greater 

operational profit in the period relatively early in the company cash cycle. When we 

analyze the second quarter we see a greater cash burn in the suppliers account, 

because we see the product was brought forward and there was anticipation of 

payments to obtain better negotiations.  

It should be pointed out that there has been no change in the company’s cash cycle 

policy, and we do not expect significant fluctuations analyzing the results for 2013.  

Now page 11,  we see on the left hand side of the page that CAPEX for the quarter was 

reduced 5.5 million BRL compared to the same period in 2012, above all due to less 

investment in own stores as well as less investment in the corporate structure. In this 

quarter the company inaugurated its new Anacapri store and remodeled 4 of its stores, 

expanding the Schutz store at Ibirapuera mall in São Paulo. 

On the right hand side of the page, see the company continuous to show a net debt of 

106.5 million BRL in line with financial policy, which remains conservative with a very 

low cost of debt, those were our comments concerning Arezzo&Co second semester. 

Thank you all for listening and we shall now take questions. 

 

Announcer: Ladies and gentlemen, we will start the Q&A session. To ask a question 

press asterisk 1, to remove your question from the list, press asterisk 2. Our first 

question is from Mr. Ricardo Boiati from Bradesco, Mr. Ricardo please proceed. 

 

Ricardo Boiati: Good morning every one, regarding the same store sales, we will have 

had on the second quarter making, making a rapid calculation about the complexity, if 

we normalize the base of same store sales to exclude the sneakers effect, can you infer 

that we should have had same store sales closer to two digits in 2Q13? Because it was 

a very expressive participation, well above the average regarding the same store sales. 

 

Alexandre Birman: Ricardo, thank you for your question, Alexandre speaking. Of 

course if you add 17 point something percent to 1.2 you come closer to the double 

digit digit figure, the number that would be more coherent with regard to the real 

growth. The sneaker was a product with an astronomic sale at first, the best sale for a 

product in our history and the brand has sold more than 500.000 pairs last year of this 

product and as well as having high sales it had an average price which was above the 

average price for the brand, so the major issue was despite our growth in number of 

sales being very healthy the average price was below because in Arezzo was 269 BRL 

and in Arezzo the average is 189.  



 
In Schutz it was 300 and it was being sold for 369 so it had an impact on our results 

over the third quarter 2012 

 

Ricardo Boiati: Ok thank you very much Alexandre.  

Another point regarding the long term when we look towards the brands Arezzo and 

Schutz, the participation, the share in the revenue if you look at Arezzo, what Arezzo 

represents over Schutz, if we take the results from the first quarter, Arezzo is 1.7 times 

the size of Schutz, is that more or less the relative size that the brand will have from 

now on or is there a structural change one brand growing more than the other, how do 

you see this distribution in the long term? Thank you. 

 

Alexandre Birman: Ricardo, it’s Alexandre again. First of all I would like to take 

advantage from your question to say that our strategy as a company is a multi-brand 

company, each brand is at a different stage of evolution and maturity and also has a 

different audience with a different target price within the brands. Schutz has grown in 

line with our strategy for 2012, and when we opened the first Schutz flagship store in 

2009 the project was that it would achieve this volume of sales from then on it will be 

more stable on its growth, on the other hand Arezzo is a much more mature brand, 

but it is much more elastic owing to its mix of products and also the range of the 

prices, for example sandals at 99 BRL, therefore there is a great deal of space to 

continue growing stable throughout the years. For example, Anacapri will see in the 

next quarter and especially in 2014, but Anacapri is going to stand out in terms of its 

percentage share of the company, so this is likely to change. With regard to Schutz 

versus Arezzo and Anacapri they will come into a more stable level than in the earlier 

quarters. So our analysis, due to the organization structure we have, where each brand 

is a separate business unit and it is the own responsible for its evolution, for each area, 

marketing, sales channels, our greatest focus is the healthy growth of each brand, we 

don’t have an internal goal where a percentage share of each brand has a mix in the 

company’ revenues.  

 

Ricardo Boiati: Thank you very much. 

 

Announcer: Next question, Mr. João Mamede from BTG Pactual. Mr. João please 

proceed. 

 

João Mamede: Good morning every one, there are two issues I would like to mention, 

one regarding the performance of sales. Retail had a very difficult quarter the second 

half of the quarter particularly, but you have presented a growth that was very good 

although it is accelerated, I believe that most part of that is due to projects and 



 
initiatives the company has implemented, in same store sales were very good on the 

quarter, there were renovations of shoes, GTM Arezzo has all systems intelligence 

behind, etc. What I would like to know, can you please explain how each one of these 

initiatives performed and in what way did they have in terms of retail, the second 

point regards the process of mobilization of the company in this quarter you converted 

two owned stores into franchises, I would like to know if you have mapped a group of 

stores that can go through the same process and also has a worth turnover and that 

decreases the ROIC, so I would like to understand a little bit how can we think about 

the ROIC from now on because there was a decrease in 2012? And I believe that in this 

quarter it did not happen and there is an improvement towards the future with 

improvements of working capital, more stores being opened, so the second subject is 

that. Thank you. 

 

Alexandre Birman: Mr. João, good morning. Thank you for your question, Alexandre 

again. Regarding the first part of your question, about the pillars that hold up the 

growth of our company, I would like to talk about the strategy of the company. One of 

the strategies is to have a multi-brand company. So we are working strongly with all 

the distributors, distribution channels, this is very important. In our call I did mention it 

but I would like to highlight that apart from the channels which are very solid, we have 

our own multi-brand channels, we also have strong growth in this quarter in web-

commerce not just with Schutz which is becoming mature in this process and in July for 

example web-commerce of Schutz came to 2.4 million BRL in revenue, so in 2014 we 

thought to expand this distribution channel to all the other channels, all the other 

brands. With regard to footwear, worldwide that is good sales by e-commerce and we 

hope to have competence to obtain results from this channel in Brazil also, we should 

point out that in e-commerce our policy is not to pay freight and so we are not paying 

freight, with regard to multi-brand, it has great outreach in our distribution, it is a 

channel that we have been working strongly, the power of Arezzo&Co is stronger than 

the individual brands; secondly there is the GTM project that is a project with great 

changes a lot of investments in that project and we are readjusting the flow of supplies 

to stores through it, in order to enable the purchase and supply efficiency to be taken 

much closer to the event of sale, so that we have a reading of sell-out and have more 

effective sales, so this has given us great results and the results are going to be 

appearing, they appeared in the winter, they are going to appear in the summer.  

In July we had a Summer II collection that we called which was supplying stores up 

until the end of September, that was in two stages the first was sold by the beginning 

of July, in order to top up supplies to August and the second part is the beginning of 

August based on the readings and for example the Franca Trade Fair Information Zone, 

and therefore this zone enabled deliveries to stores to be more effective.   



 
So in terms of revenue, for example we believe this is going to support our growth. 

Now another issue in the Schutz products mix, in handbags for example, there is a 

highlight in this, and finally I would like to talk about the architectural design of stores 

in making the purchasing experience, this is very important, and we are having a great 

deal of investments in the architecture of the stores, for example in Arezzo we have 

been working closer to franchisees and help them remodel the stores, and we are 

demonstrating this with the changes in the Oscar Freire Arezzo store, which you can 

see if you go by there, and at the moment we have the temporary megastore on the 

corner of Consolação Street and this shows the power of Arezzo,  in terms of the mix of 

products that it has in this 308 square meters store. We believe that our multi-brand 

strategy and diverse categories of products will be sufficient to maintain our growth in 

accordance to market offers.  

Now the second part of your question just the first part of it, you were talking about 

our strategy of turning own stores into franchises. There was a store which was less 

than 300000 BRL in revenues, we thought that it would be better in the chain as a 

franchisee, so our goal in some commercial points is to take these own stores where 

you have low revenue and we aim to franchise these points, which is much better for 

the whole chain. With regards to our ROIC Thiago is going to talk about that. 

 

Thiago Borges: João, this is Thiago. With regards to own stores the tax issue, there is 

also the cost of services in these stores, so as a strategy we are focusing on that, with 

regards to the ROIC impact the own stores, 20% when you look at the consolidated 

figures for the company, so we hope that for some stores, we have about 8 own stores 

mapped which on the maturity curve we see that they could perhaps be better if they 

were franchisees.  

Not necessarily all of them this year but over the next twelve months this conversion 

will happen and will have an impact on the ROIC also on the EBITDA margin, because 

these stores do not necessarily bring the average upwards. 

I can’t be exact about the impact, but you can take eight stores with an average Capex 

of 10000 per square meter, you can take that out so the turnover cash capital would 

be 25% of the revenue of the store and you can recalculate ROIC through our franchise 

operation.  

Now your third question why the company is working capital and the impact of the 

growth on the working capital. Strategically our policy in terms of account receivables 

from franchisees for multi-brands and end users has not changed, and so the small 

increase that you saw in the second quarter in terms of accounts receivables has to do 

with concentrated dealings in the month of July, which impacted this indicator.  

In terms of receivables for example GTM Arezzo, when you look at the stock line there 

was a small operation due to the normal seasonality of the business then perhaps 



 
there is a small impact, but perhaps there is an impact because of the new model of 

calendar of stock sell-in, we always used 10% of sales for classic line going to 20% and 

this is also Arezzo Basics, which is another line with colors, classic is black basically, 

we’ve got now a new vision with a variety, which is sufficiently important to keep up 

the stocks of the franchises and this is very important to bring down excesses or 

remnants at the end of the season, though our level of stock may increase and have an 

impact of two or three days.  

Now with regards to the supply of accounts the estimation for the semester was 

exactly about the sporadic negotiation for better prices, and also with regards to 

efficiency receiving products. This has given us a small accounts receivable, but there is 

no change of policy predicted with regards to suppliers. 

 

João Mamede: Thank you very much Thiago and Alexandre very quickly, so having said 

that, can we imagine that the ROIC of 2010, 2011 can be resumed or exceeded 

because you have other investments that you are making such as Anacapri that will be 

good, but can you exceed the ROIC in 2011?  

 

Alexandre Birman: I am sorry, there is a temporary failure, and we could not hear your 

question.  

 

João Mamede: Yes, can you achieve or exceed the ROIC of 2011 in a short base of time 

there will be other investments in Anacapri with the roll-out as of next year, can you 

exceed the ROIC for 2011? 

 

Thiago Borges: Thanks for repeating the question. In 2011 there was a great deal of 

investment in own stores, the owned stores have matured this year, we hope the 

impact of the 2012 ROIC on own stores in 2013 will have a better ROIC and this will 

help accelerate the process. With regards to corporate investments this year, we have 

an investment predicted for 35 million BRL, most in IT, the benefit for the project will 

be felt as of 2015 in fact, so there will not be an impact on 2013 figures, having said 

that, the working capital stable, the ROIC should be very stable with very little growth 

in regards to last year and it will be stable in this scenario of growth in the project. 

 

João Mamede: Thank you very much. 

 

Announcer: Now the question is from Mrs. Irma Sgarz from Goldman Sachs. Mrs. Sgarz 

please proceed. 

 



 
Irma Sgarz: Good morning I have two quick questions, the level of administrative 

issues are pressuring the margin and increasing faster than sales, that is being related 

to the investment studies made in the head office and now looking at the second half, 

can we count on a dilution of this expense? And what should we think of this line of 

expense for 2014 in relation to other investments that can cause this dilution not to 

happen or help the dilution. The second question, could you make comments about 

the competitive environment? Thank you. 

 

Alexandre Birman: Good morning Irma, thanks for your question. Alexandre speaking. 

Talking about the net revenue, with regards to investment in projects and extensive 

line, we believe that any project is an expense, so you can see in our track records that 

we’ve always done it this way, we always have an EBITDA which is transparent in terms 

of the operating results, we are continuously pursuing new opportunities of growth, 

generating new investment in projects. If you look at our expenses like to like, in other 

words over the last year, we had the growth of inflation and salaries, if you take other 

investments, other expenses for example change in the US with regards to the market 

being very positive that is an operation that in terms of extent level greater than last 

year because it is still under construction, it is an issue of continued investment in 

projects, we believe that this shows our confidence in our growth, in future growth, 

Thiago is going to continue with the answer about this with regards to net revenue. 

 

Thiago Borges: With regards to expenses for 2013 we hope that as a percentage of net 

income, the expenses will be stable, aligned with the growth that we saw last year. 

Alexandre commented on some projects affecting the company’s Opex and other 

projects and expenses we expect that will continue par e passo with income, we began 

our cycles for investments in 2014 in the budget, so your question is very timely, our 

early projections expect a dilution of STNA on the like to like basis, and it will depend a 

great deal on our capacity to identify projects with a greater level of growth, but 

perhaps there could be a “J” curve somewhere. I will give the floor to Alexandre to talk 

about the competitive environment which was what you were asking. 

 

Irma Sgarz: Great. Thank you. 

 

Alexandre Birman: With regards to the domestic market we don’t see any changes to 

date. In fact the other players in recent years have been growing quickly, but without 

structure, companies do not have management or control of the supply chains, we see 

that some operators are beginning to have problems of profitability, there are some 

stores of these other brands which are closing in certain shopping malls we can see 

that.  



 
There is a new movement with the new middle class, which is spending more money 

on footwear, we haven’t seen this impacting our consumers, our consumers are from a 

different social bracket and internationally speaking there is no international 

competition, for example in clothing, in the high end brands are having good 

performance in Brazil, but in the footwear there has been no international entrance. 

There is for example the products import barriers from China, which has been 

preventing other players, the international brand has come to us to see if we were 

interested in a partnership with their brands with our operators in Brazil, I think that is 

the competitive scenario of growth in e-commerce where we are actively playing a role 

in that. I don’t know if that was what you were expecting as an answer. 

 

Irma Sgarz: That was very well explained, thank you very much. Can you explain a little 

bit more about the e-commerce, I don’t know if I understood the comments, you said 

that in the future, in 2014, there should be an e-commerce for other brands, is it 

specifically for Arezzo given the great basis of stores and franchises and greater 

penetration in the markets? I believe that the potential for possible conflict through e-

commerce would be greater and there would be higher risk related to that. 

 

Alexandre Birman: Thank you Irma. First of all I would like to talk about a word that is 

very famous in retail; we are the omnichannel brand. We commit with the needs of 

our consumer at different occasions and in different ways, we believe that there is a 

great opportunity of coexistence between different distribution channels, but just as 

we see opportunities we see threats and challenges because that is not a simple 

equation. The reason we haven’t launched the Arezzo e-commerce was that today we 

are in analysis stage of several projects of using these benefits of e-commerce, and for 

example we have 341 Arezzo stores in Brazil, and whether there is a possibility for us 

to be confident in this for the third quarter for the roll-out in the first half of 2014. 

 

Irma Sgarz: Thank you.  

 

Announcer: Excuse-me, to ask a question please press *1. You can also ask questions 

through the webcast. Thank you. 

Excuse me, to ask a question please press * 1. Our next question is from Mr. Tobias 

Stingelin from Santander. Mr. Stingelin please proceed. 

 

Tobias Stingelin: Good morning Alexandre and Thiago could talk a little bit about 

Anacapri, how are we doing in the project of the new store that was opened, how is it 

performing, how can we see the next month, next year, about Anacapri? That is the 

first question, thank you.  



 
 

Alexandre Birman: Tobias, good morning, Alexandre speaking, thank you for your 

question. You remember the previous call, we were saying that there is one great 

challenge not yet resolved, which was to make our operation feasible with regards to 

lifestyle in small spaces and for operational questions, and questions of stock, 

durability and so on, reliability, resistance, and it should be a repeated project, we 

invested a great deal, the team was dedicated to it, we have opened the new store in 

the Eldorado Mall in June, we are very satisfied with the results so far not only with 

regards to the functionality of the project in itself but also in the sales the stores 

already has 29 m2 which is selling more than the store in Morumbi with 45 m2. We are 

also going to be preparing a structure presentation on the Anacapri roll-out. This will 

be presented at Arezzo&Co Universal Day on October 3rd, so I invite everybody to be 

present there; this is one of the topics we will be talking about then. 

 

Tobias Stingelin: Regarding the international operation, can you talk a little bit about 

the operation in the US in the last project?  

 

Alexandre Birman: Tobias our Madison Avenue store has had excellent sales results. It 

is a result that shows that in our market, products have a great weight, it is not just a 

brand market, our brand is not so well known, we managed to get into several 

important department stores like Bloomingdales and other channels such as Amazon 

for example, our stores have overcome operating challenges, operations, logistics, it is 

a start-up obviously, but we see very interesting possibilities for growth of our 

international operations in the  future and we will be talking more about this issue in 

our investors date. 

 

Tobias Stingelin: Thank you very much.  

 

Announcer: Excuse-me, to ask questions, please press *1. 

Our next question comes from Mrs. Manisha Chaudhry from HSBC. Please you may 

proceed. 

 

Manisha Chaudhry: Apologies for already asked questions, I got cut off a couple of 

times. Could you talk about the acceleration in the handbags sales? And second 

question also, the acceleration in inventory level in the past couple of quarters also 

ahead revenue growth. 

 

Alexandre Birman: Manisha, we were not sure about whether we should answer in 

Portuguese or English. This is Alexandre, as we said the GTM project involves making a 



 
new calendar for supplies so if you analyze the consolidated data for the handbags in 

the first half it shows growth. We should have more winter products and there is also 

the matter about imported products that we were able to anticipate to the first 

quarter, which has been very beneficial in terms of sell-out for the network. Thiago is 

going to continue with this answer. 

 

Thiago Borges: With regards to revenue, you were talking about the acceleration of 

revenue in the second half, it was explained by Alexandre, there are several projects in 

the company, our multi-brand, multichannel strategy, where the very agile condition 

for introducing new products, the business model 417 stores at the moment so we’ve 

delivered growth associated to the scenario over the second half, in the second half it 

really only begins next week for us, with the beginning of the summer collection, so 

we’ve been the whole of the second semester, second half, to present results. 

 

Announcer: Excuse me, to ask a question please press *1. Thank you. 

We have a question from the internet.  

 

Thiago Borges: I am going to read the question by Bruno Cabral. Is there a 

consolidated budget of Capex for 2013/14? 

Thanks Bruno for the question. Capex 2013, as we mentioned in earlier calls, we 

expected to be around 35 million BRL this year, currently we have got about 60% of 

this value, there was a major acquisition in the first quarter of the new RP and this 

figure could perhaps come up to 40 million BRL. For 2014 we don’t have a consolidated 

budget for growth, we don’t predict significant expansion on new stores and nothing 

significant in remodeling, the number of own stores should not grow over this year and 

the corporate investment should remain stable, similar to this year, slightly up 

perhaps, next year we project something like forty million BRL, that would be the high-

end for our guidance for this year. 

 

Announcer: If there are no more questions, I would like to give the floor to Mr. 

Alexandre Birman. 

 

Alexandre Birman: Thank you all once again for accompanying us during the call, I 

would just like to take advantage of this to invite you to watch the launch of our 

summer collection next week in all brands. As we said, this is a moment we’ve invested 

a great deal in loyalty from our main consumers and also dissemination of the 

launches. It is a very important moment for our business. We will hold the second 

edition of Arezzo brand, what we call a mob party, an event that happens in all the 

areas of stores, above all in Oscar Freire, where Paolla Oliveira who is the star of our 



 
campaign will be at the store, it is a very rich, very appealing campaign that is 

happening next year, and it is going to be broadcast live over the net, we hope to 

reach millions of people. With regards to Schutz there is an event with celebrities from 

the world of fashion and opinion leaders, it is a brand that is very close to the 

consumers. Schutz has a great deal of strength in the social media 1.2 million followers 

on Facebook, Anacapri will have an inauguration of a flagship shop in Oscar Freire in 

December, and we are going to open along with Diletto ice-cream, a brand which is 

very well known, and there are going to be slippers, which are going to be launched 

along with these ice creams. For Alexandre Birman brand, we are going to launch the 

summer collection, with a launch at the Rodeio restaurant at Iguatemi shopping mall 

and also in the Fashion Week in New York in December. We are going to be launching 

with an event in a major department store, so I would like to say we are always at your 

service, and should you require further information, I would like to invite you all to 

come to our company, our operations, on the opening day, October 3rd in Campo Bom, 

Rio Grande do Sul, for Arezzo&Co Day, it is very important upcoming and then you can 

meet our management and see our operations close. Thank you very much I hope to 

see you again shortly. 

 

Announcer: The Arezzo conference call is finished, we would like to thank you very 

much, have a nice day. 

 
 


