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International Conference Call 
Arezzo&co 

2nd Quarter 2011 Earnings Results 
August 11, 2011 

 
Operator: Good morning ladies and gentlemen, thank you for waiting and welcome to the 
conference call of Arezzo&Co 2Q11 results. All participants are connected as listeners 
only and later we will open the question-and-answer session when further instructions will 
be provided. 
 
In case you need the assistance of an operator during the conference call please dial start 
zero. Please note that this conference call is being recorded. The recording will be 
available at the company's website at www.arezzoco.com.br. 
 
This conference call has simultaneous translation into English and questions may be 
normally asked by the participants connected abroad. We remind journalists and other 
press professionals that this conference call is exclusive for professionals of the financial 
market and current and potential stockholders. Any questions should be directed to 
Caroline Muzzi, press officer, whose contract is available at the website 
www.arezzoco.com.br. 
 
First I would like to remind you that if you do not have a copy of the results release of 
Arezzo&co disseminated yesterday, August 10, you may access it at the company's 
website www.arezzoco.com.br. Please note that this conference call and it slides is being 
simultaneously transmitted on the Internet also accessed by the company's website. 
 
Before we proceed I would like to clarify that statement that may be made during the 
conference call pertaining to the company's business perspectives as well as projections, 
operating and financial targets pertaining to its growth potential are only forecasts based 
on the administration's expectations about the future of Arezzo&co. These expectations 
are highly dependent on the internal market conditions, the overall economic performance 
of the country and of international markets and are therefore subject to changes. 
 
I would like to give the floor to Mr. Alexandre Birman. Please Alexandre you may go 
ahead. 
 
Mr. Anderson Birman: Good morning everyone. It is a great pleasure to be here sharing 
with you the results of our 2Q. I would like to greet our stockholders, investors and 
analysts who are with us in this conference call. I have here with me in this conference call 
our CFO Thiago Borges and our investor relations manager Daniel Maia. 
 
2Q marked the closing of the winter collection and the beginning of the summer collection 
which is our most important collection. The results of the winter collection were very 
satisfactory and now our team is moving towards carrying out a strong summer collection 
seeking to maintain the desire for a product as well as caring for the shopping experience 
at our stores. 
 



                                                        
 

 2

Beginning the presentation on page 3 I would like to discuss the main highlights of 2Q11. 
In terms of financial highlights our net revenue was of R$ 152.2 million, an increase of 
21.5% compared to the same period of 2010. This performance compared to the greater 
participation of the own stores channel has contributed to the expansion of our gross 
margin of 0.4% reaching 43.2% in the quarter. 
 
As a result Ebitda presented the growth of 22.9% reaching R$ 28.3 million in the margin of 
18.6%. Net profit for the quarter were of R$ 24 million within a margin of 15.8% and the 
growth of 43.3% compared to the same period of last year. 
 
Finalizing the highlights of this period in this was not the quarter when the company 
received will to important awards: the recognition of its excellence in the franchise 
management. The franchising excellence award by the Brazilian franchise Association and 
the best franchise in the segment of shoes, apparel and accessories from the company or 
the magazine Pequenas Empresas Grandes Negócios. 
 
Now on page 4 in the results analysis we see that the company's gross revenue for the 
quarter increased 23.7% reaching R$ 193.9 million highlighting the performance of the 
internal market with a growth of 26.9%. Considering the semester the gross revenue 
reached R$ 368.3 million, an increase of 24.4% compared to the same period of 2010. 
 
Moving on to slide 5 we have the gross revenue per distribution channel where we see a 
strong growth both for quarter and the first half of the year in all channels. One of the 
factors that levered the increase in sales for the quarter was the growth of the same-store 
sales concept which presented a growth of 24.2% in 2011 for the franchise channel and 
19.2% for own stores. 
 
The big leverage in this growth of same-store sales was the greater volume of pieces so it. 
It is worth noting that the same-store sales in the franchise channel is represented by the 
sales we performed to our franchise stores that is the sell in and we believe this is the best 
indicator for our growth in the quarter. 
 
When we analyze the franchise channel, our main distribution channel, we see a growth in 
gross revenue of 28.8% in the quarter and 24.3% in this first half. The growth in the 
quarter was positively impacted by the emphasis in the campaign of the Cruise Collection 
campaign which offered a preview of the summer collection to our clients in the month of 
June followed by a marketing campaign never seen before in our chain. 
 
The own stores channel presented the growth of 22... 23.2% in the quarter and 35.6% in 
the total of the year driven both by the opening of six stores in the last 12 months and the 
same-store sales up 15.6% in the year. It is worth noting that the growth of 21.2% of the 
multibrand channel this quarter reflects the positive results of the sales of the Anacapri 
brand.  
 
On page 6 we present the gross revenue per brand where we see strong growth in the 
brands of the group in this first half. The Arezzo brand, the group's main brand, presented 
in 2Q a growth of 27.6% compared to the same period of last year. In line with the initiative 
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of strategic stocks early production especially of boots has granted a greater agility in the 
replacement of stocks impacting the productivity in the stores. 
 
It is worth noting that the initiatives to improve this model are still being implemented. 
Schutz presented the growth of 12.5% in the quarter due to the early delivery of the winter 
collection in 1Q. However, when we evaluate the brand's performance in the first half of 
the year we see strong growth of 28.4%. The brand has been reinforcing its 
communication through social network, social media, and many customer relation actions. 
It was voted the brand with the greatest number of followers on Facebook in the fashion 
segment in June. 
 
We take the opportunity to inform that we have recently opened the first Schutz store in 
the new final architecture concept at Shopping Higienópolis in São Paulo. We are very 
pleased with the results of this project and intend to replicate it for new openings. We 
would also like to say that the company is entering the web commerce channel through the 
Schutz brand in the upcoming months. 
 
On page 7 we present the evolution of the amount of stores per distribution channel as 
well as the evolution of the total sales area. We closed 2Q with 300 stores and a total area 
of 18,000 m², an increase of sales area of 13.6% compared to the same period of 2010. 
 
In this quarter we had the opening of 4 group stores (three of the Arezzo&co brand and 
one Anacapri). I will now give the microphone to Thiago Borges who will further discuss 
our financial results. 
 
Mr. Thiago Borges: Good morning. Moving on to page 8 we present the gross profit of 
the quarter that reached R$ 65.7 million with a margin of 43.2% and the growth of 22.6% 
compared to the same period of last year. This performance is due mostly to the increase 
in net revenue, while the improvement in the margin of 0.4% reflects the growth of the 
same-store... own store channel that presents greater gross margins. 
 
This is an essential way that the pricing of the main distribution channel is it stable until the 
level of the margins vary legal. In the total for the year the gross profits reached 122.2 
million with a growth of 21.7% compared to the first semester of 2010 and a margin of 
42%, a similar level compared to 2010. 
 
On page 9 we have the performance of the Ebitda in the quarter ending the total for the 
year. As we can see on the left of the page Ebitda for the quarter reached 28.3 million 
presenting a growth of 22.9% and an Ebitda margin of 18.6%, 0.2 percentage points 
greater than the margin of 2Q10, a reflection mostly of the expansion of the gross margin. 
 
In the first semester of this year the company generated R$ 49 million in Ebitda, a growth 
of 21.4% in the comparison with the first semester of 2010 with an Ebitda margin of 16.9%. 
 
Now on page 10 we see the growth of the net profit from 43.3% in 2Q compared to the 
same period of last year reaching R$ 24 million. That is margin for the period was of 
15.8%, an extension of 2.4 percentage points. The positive operating result of the period 
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combined to the smaller income tax rate and the financial results of the period contributed 
to the results of this quarter. 
 
The net profits of the first semester reached R$ 38.8 million, a growth of 42.8% compared 
to 27.1 million of the same period of 2010. 2Q10 brought within our revenue of other 
operating revenues a non-recurrent revenue of the reversion of tax provision in the value 
of R$ 2 million. Excluding this effect net profit would have grown 62.7% in 2Q and 54.2% 
in the first semester, the first half of 2011 when compared to the same period of 2010. 
 
Now on page 11 I would like to talk about the operating cash generation for the company 
in the period. As we can see it was of R$ 42.8 million. It is important to note that always in 
2Q a lot of this cash generation is the result of the reduction of accounts receivables since 
an important part of this winter collection and the totality of the sales of the summer 
collection of the previous year are received throughout 2Q. 
 
On page 12 on the left side we see the company has invested 7.3 million in the total for the 
year. A lot of disinvestment is concentrated in the expansion and renovation of stores as 
well as investments in the corporate structure of the company. On the right side of the 
page we see that the total indebtedness was of 32.3 million in this quarter, very much in 
line with the previous quarter. Our indebtedness policy remains conservative at a very low 
debt cost. 
 
We take the opportunity to inform you that in the last board meeting on August 9 we 
approved the distribution policy for the company for the second half of 2011 and 2012. The 
payment of interest on own capital was determined that R$ 8 million, R$ 0.09/share for 
each of the semester is and the reference date is always the last weekday of the 
semester. These shares will be traded ex-dividends as all the next day. 
 
There will be three payments: on January 31, 2012; July 31, 2012 and January 31, 2013, 
with this semester frequency of payments prioritizing the shareholders of our company. 
 
These were the comments we had for the results of the company in 2Q and we now open 
for the question-and-answer session. Thank you. 
 

Q&A Session 
 
Operator: Ladies and gentlemen we will now begin our question-and-answer session. To 
place a question please dial star one. To remove your question from the list please dial 
star two. 
 
Our first question comes from Ms. Marina Braga from Raymond James. 
 
Ms. Marina Braga: Good morning everyone, congratulations on your results. I have two 
questions, the first one concerning your expectations for the opening of new stores in the 
second half of this year. I would like to know how the contracts are. 
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And the second question is about the flexibility of your business model. In the event of a 
more accentuated reduction of the speed of sales in the second half, if you have planned 
reduction on expenses so that the margins are not affected. 
 
Mr. Alexandre Birman: Good morning Marina, thank you for your question. Concerning 
your first question our expectation to open new stores in the second half of the year is still 
in line with the expectations we had in the beginning of the year, which is to end the year 
with 38 new openings. These will be divided mostly between the Arezzo and Schutz 
brands and certainly will be in line with our forecast as I told you. And own stores will be 6 
new and 28 new franchises by the end of the year. 
 
About your second question, the business model, certainly despite any crisis that always 
concern business people and we are here trying to hit in two fronts if there is a reduction in 
consumption which we have not seen so far, the first in the tactical plan, which is to 
maintain what we always do best, which is always to seduce our consumer making them 
desire to purchase our products. This is done through the creativity of the collection, agility 
and replacing stocks and communication campaigns that are always very strong.  
 
In the strategic plan as you said about our business model we really do have a business 
model that is very asset like. So our production is 85% outsourced, which means that if 
there is a decrease in sales we do not have a very high fixed productive costs and our 
multi-channel distribution strategy with the strong presence not only in own stores, but 
50% of our sales is in franchises and 27% is in multibrand stores. This allows us to 
strengthen sales where we feel the channel presents the best opportunities for that. So we 
are very confident that our business model makes us fit to find alternatives to fight against 
any adverse situation. 
 
Ms. Braga: Thank you. 
 
Mr. Borges: I would just like to make a correction: Alexandre said 6 stores and we are 
actually talking about more than 10 own stores this year. 
 
Ms. Braga: Ok thank you. 
 
Operator: Our next question comes from Mr. Marcel Moraes from Credit Suisse. 
 
Mr. Marcel Moraes: Good morning. My first question goes back to the first question asked 
about stores openings. We see a great concentration in the second half of the year. This is 
normal for retail; but this concentration is greater than usual. I would like to understand if 
there is a reason for this concentration or if this is how the company intends to open new 
stores in the upcoming years. 
 
Mr. Birman: Marcel thank you for your question. I would like to say that in July from 34 
stores of our initial plan 4 have already been opened. We also have 10 other stores that 
are already under construction and so for our plan there will be a remaining of 20 stores 
for the last five months of the year. Certainly our forecast is to always have 30% of new 
openings... 70% in the second half. 
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This year negotiation on malls are increasingly more difficult - and we are very diligent 
when negotiating on sales points, not only about the point-of-sale with minimum rental fees 
where we always have a variable rent out at most 5% of our gross revenue, that is our 
relationship with malls - the fact that we do not have, we do not want to pay any cost for a 
point, this is why in this first half of 2011 with the economy still showing a reflection of this 
strength of last year, negotiations were a little more difficult.  
 
We have been very diligent desiring to have the best point at the best prices and the best 
cost of occupation. We still have our perspectives of the beginning of the year that have 
not been changed. 
 
Mr. Moraes: Thank you Alexandre. My second question is about the Schutz brand. You 
have ongoing studies to develop the franchise for Schutz. Can you update us on this, how 
have these studies evolved, if you have plans to launch this franchise by this year? 
 
Mr. Birman: Thank you Marcel for your question. As we said in the first six months of the 
year we contracted the consulting group which has helped us to structure the full potential 
plan for the Schutz brand. This project is at its final stage of evaluation. We intend to, by 
the next conference call for results of 3Q be able to already give you information, details 
on this plan. 
 
About the franchise channel a greater leverage of the Schutz brand we will open in 
September the first franchise of Schutz. It will be a pilot model open in the city of Salvador 
and so we are very confident that Schutz brand may be a great driver for growth for the 
next years. 
 
Mr. Moraes: Thank you for your answers. 
 
Operator: Our next question comes from Ms. Juliana Rosenbaum from Itaú BBA. 
 
Ms. Juliana Rosenbaum: Hello good morning. I would like to discuss this reduction of the 
speed of the growth. It is still a strong growth but this speed has reduced in multibrand 
stores. It is basically a result of what you expect for Schutz you were talking about? Or is 
there any other dynamics going on? And if this positive performance of Anacapri with the 
multibrand, whether or not it is helping are making this effect a little difficult to separate, to 
tell apart? 
 
Mr. Birman: Hi Juliana good morning, thank you for your question. Definitely the 
multibrand channel is an important distribution channel for our company. About this 
second half the reduction of the speed is due to... Schutz responds to approximately 70% 
of sales in multibrand and we had a strong delivery of the winter collection still in 1Q. 
 
So if you see the growth of Schutz of 20.4% in the first half of the year it really is based on 
multibrand because the own stores are only 11. So we see the multibrand channel, as I 
said, with a greater drive of growth for us and the Schutz brand we see that for the brand 
to keep growing as Marcel's question pointed out it will be very important distribution 
system through the franchise channel and the growth on own stores because the growth 
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that shows the potential Schutz has are in the main cities of Brazil, which do not have such 
a strong presence of multibrand stores, but single-brand stores. 
 
About Anacapri we do not see it as having cannibalization with the other brands of the 
Group. We had a very positive result at Francal, very much in line with what we had at the 
Couromoda fair, showing that store owners which purchased our winter collection had a 
great result, so they came back and purchased our summer collection again. We are on an 
internal phase of definition about how to better serve the multibrand channel with 
Anacapri, in other words, with an owned team as we have today or with independent 
consultant to have a greater penetration in more points of sales in Brazil. 
 
And in the Arezzo brand we had today an important sales in multibrand channel 
responding to 12% of the sales off the Arezzo brand and we see that for 2012 we can think 
of an even more aggressive plan of taking the Arezzo brand to even smaller towns, cities I 
would say with less than 50,000 people driving the growth of Arezzo brand in the 
multibrand channel. 
 
Ms. Rosenbaum: So this reduction of Schutz’ growth speeding the first half has it only to 
do with this anticipation of the collection? It has nothing to do with strategy, since I am 
thinking about franchise, since I am restructuring own stores there is something on 
purpose like reducing the speed or it is nothing like that; it is only about the collection? 
 
Mr. Birman: That is a great point. So far it has been the anticipation of winter for the 1Q; 
but as I said if you analyze Schutz our expectation for the next two years you will see that 
most of the growth will come through other channels, which is multibrand channels in tier 
2, 3 and 4 towns in the interior of the country, not capital cities, with populations smaller 
than 200,000 people. Schutz has a good penetration in this channel. 
 
The GTM project as I said in the previous question will be notified by the end of 3Q and it 
forecasts a change in the sales team at Schutz for growth of this team so that we can have 
a greater penetration and more sales points. 
 
Ms. Rosenbaum: Alexandre can you tell us also little bit about the experience with 
strategic stocks? You said there are still some adjustments that have to be made; can you 
tell us a little bit how this first initiative was? 
 
Mr. Birman: Great. A lot of our strategic stocks were for the Arezzo brand especially for 
specific products as boots. We are very happy with this strategy because boots have an 
exceptional sales results especially in May and June helping our same-store sales grow. 
 
The model still needs to be fine-tuned. We are defining this model now. As we said in our 
IPO we have a strong rupture in the end when the consumer does not find the size she 
wants in this specific product - this happens especially in the basic models and so we have 
implemented a project that is being signalized at the stores called Arezzo Classic. 
 
This corresponds to approximately 7% of our sales in 8 stores where we have a 
continuous project, with fixed and daily production for these models. We have a system 
where we have the open grid and weekly supply to the stores by reading the sales per size 
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per store. This has already been taking place for the last 20 days and it has been very 
helpful in the maintenance of stocks of these products which are very sellable. 
 
But the model of inventory increasing in general as said is in a development process and 
we are very pleased with the results that we have had so far with the increase of our 
inventory especially for the franchise stores in the first semester. 
 
Ms. Rosenbaum: Thank you. But in the first strategic inventory you had for boots do you 
think that the fine tunings are to reduce the stocks or increase the stocks? What was your 
initial net with this initiative? 
 
Mr. Borges: Juliana good morning, this is Thiago, thank you for your question. About 
strategic inventory the final balance of the winter collection is very positive. We were very 
fortunate to have a great use of the production, the main producers in the South of Brazil, 
to be able to produce shoes and boots at a price that was very attractive to the end 
consumer. 
 
We have some dates and prices offering almost the same product at lower prices 
compared to the previous year and in our opinion this was a relevant factor for the 
increase in the number of pieces sold in the first half of the year. So there is this aspect 
that I think we have already been able to have good results. 
 
Where can we improve? I think we can improve more in this anticipation of inventory 
working closely to the providers, the suppliers, to deliver these products with a better 
accuracy of the SKUs that we are doing. In general 1% of the winter collection 
approximately was the remaining from the summer collection in our inventory. This is 
something that we are capable to disseminate because part of these products is going to 
continue to be sold in the next summer collection. 
 
So I think that we can improve maybe by getting even closer to the producers where we 
outsource our products and a little bit in this precision reducing the number of SKUs as 
Alexandre mentioned. For the summer collection we already have an initiative of strategic 
stocks. 
 
Mr. Birman: This is Alexandre again. I have two information for you: from the entire 
strategic stocks for the winter collection we had a turnaround superior to 80% of it that had 
an impact of 9% in the conversion analysis of our stores in the first half of the year. So 
definitely the results are positive. But as Thiago also mentioned there are some fine tuning 
that we can develop throughout the year. 
 
Ms. Rosenbaum: Perfect, thank you. 
 
Mr. Birman: Thank you Juliana. 
 
Operator: Excuse me. Our next question comes from Mr. Matt McClintock from Barclays. 
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Mr. Matt McClintock: Hi good morning, I have a couple of questions. The first is with the 
successful emphasis on the cruise collection during this quarter are there any plans to 
perhaps move up the introduction of summer products in your merchandise calendar? 
 
And then my second question is it was a very aggressive retention rate for Anacapri with 
multi-brand retailers; I was wondering if you could perhaps provide color for those retailers 
who did not come back and purchase the brand again within the multibrand channel. What 
were some of the reasons for the reluctant to repurchase the brand? And what are you 
doing to address those concerns? Thank you. 
 
Mr. Birman: Thank you Matt for your question. About the first one about anticipation of the 
summer collection this was a strategy as result shows that was extremely positive and so 
yes, we do plan to keep moving up to anticipate the launches is because we noticed that 
the consumers are more and more eager to acquire new products.  
 
So in the beginning of 2012 we intend to already have in February to have a preview of the 
winter collection at the stores and this will certainly help our sales at that time. 
 
Aside from the collection having this very positive result we were also able to increase the 
recall of the Arezzo brand through a very strong advertising campaign within our strategy 
of always using celebrities, famous people in Brazil, which generated a lot of headlines, a 
lot of media, publicity and that was our objective. 
 
About Anacapri retailers who did not repurchase the brand for the summer collection what 
we could observe was that in the majority they were the so-called family-owned stores. 
They are more targeted to the C and even D social classes where they have all sorts of 
products and Anacapri brand is very much a niche brand and despite its price being much 
lower than the prices of the other brands of our group - it is always under R$ 100 - it still 
appeals more to the B class segment. That is the woman that understands these flats with 
a multitude of colors at a good price or an attractive up the Anacapri brand. 
 
So the retailers and multibrand retailers that did not buy were family owned stores. We call 
it a name that is not really translatable, sapatarias in Portuguese. But there is a greater 
segment for Anacapri brand which are the boutiques of female shoes. 
 
Operator: Excuse me. Our next question comes from Mr. Tobias from Santander. 
 
Mr. Tobias Stingelin: Good morning everyone. One quick question to see if I am 
understanding you correctly: if we look at the sell in and franchise with 24% in the quarter 
and the sellout of owned stores was around 19%. I do not know if you can see this for the 
chain in total; is this normal, within normal standards or would you have a greater 
inventory now at franchises as part of the strategy that you used to? This is the first 
question, i will have the next question soon. 
 
Mr. Birman: Tobias first thank you for participating in our call and your question is 
excellent. This difference of 24% of sell in for same-store sales and 19% of sell out of 
owned stores would be because our own stores are old, matured stores located mostly in 
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points of greater flow and greater number of sales in Brazil, for example Iguatemi mall in 
São Paulo, Morumbi, Oscar Freire Street and so on. 
 
Our franchise on the other side are,  of course last year we opened 30 new stores, so 
these are still stores that are maturing, they are stores that have potential of growth in 
same-store sales that will be not easy because nothing is easy in our business; but the 
growth here is more feasible because the owned stores really are at extremely high sales 
capacity. 
 
So we forecast as we continue opening new franchise stores there is always going to be 
stores in the maturation process and there is the possibility to have this difference in the 
sell in of same stores of our franhisees and in the sellout of our owned stores 
Mr. Stingelin: So considering franchise in total this is totally within expectation, there is no 
difference of having an excess of stocks as forecasts or anything like that. 
 
Mr. Birman: We have an indicator, Tobias, that may seem obvious but that definitely it is 
like when someone has a symptom and the first thing they do is take the temperature. 
What we have is an indicator that is the liquidity of our franchisees. Through this indicator 
we are able to see if there is an excess of stock are not and when we supply to 
franchisees and they have a higher stock and they are not able to pay the bills then we are 
able to detect. 
 
But thanks to our work the expressive sell out of franchise stores we have 100% of our 
franchisees are not defaulting and so we do not see that this increase in the sell in is out of 
pace with the increase in their sell out. 
 
Mr. Stingelin: Ok thank you. I have a second question. If you can give us some idea, 
maybe there is an impact of the weather, the cold weather impacting collections and sales; 
but in terms of trends how sales have evolved throughout the quarter, if you see now for 
July, August, can you give us an idea if not a number at least a feeling if one month is 
better than the other, if the trend is to improve or not? 
 
And of course the crisis that we are seeing now and everything we hear affects the market 
much more than the actual economy, the actual production; but on the other hand 
sometimes the consumer now thinking about the stocks, considering Christmas or winter, 
consumers need to start worrying about what they think will happen with the economy. So 
the news that are out have an impact in the confidence now or not? Thank you again. 
 
Mr. Birman: Tobias thank you for your question. There certainly is this psychological 
factor especially due to the media that likes to really emphasize things when news are not 
positive. In real life in July and August we have not felt any type of retraction in our stores. 
Franchisees are having a great performance with this early summer collection.  
 
We will have the Summer III release for Schutz and Arezzo for the multibrand market and 
the franchise in the end of August. That is when we effectively concentrate all our efforts 
first so that the sell out his exceptional amount to the end of August regardless of any 
scenario of macroeconomic crisis or even this decreasing credibility for consumption.  
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Our store owners are eager to purchase and sell and to have our team dedicated 24 hours 
a day for our R&D team where they are developing Summer III collection which is very 
important to our sales results for the year. We have a launched planned for the last week 
of August, you are invited to see, we are inviting them to meet our showroom and see this 
work. 
 
Mr. Stingelin: Excellent thank you. Seeing the volatility that we see now this past week, 
which is key, do you think that from your past experience will there be an impact in the 
number of orders you have for the summer collection because of this uncertainty or is it 
too soon to ask? I am not demeaning it so seriously, it is more about your feeling. 
 
Mr. Birman: As I said it is all going to depend on the results that we have now. Today we 
have our entire sales force 100% dedicated to sell out. 45% of our consultants in the 
Arezzo brand; 21 consultants for the multibrand channel are all in the field. 
 
Schutz, for example, that has a stronger multibrand presents we have the Schutz Day 
event where the sales consultants goes to the multibrand stores to discuss the products 
and make them uniform. We give them packages; we give them all the setting of the 
Schutz brand to this multibrand store so that he can have excellent sales and also 
leverage sales in general. 
 
In the Arezzo brand we also have been doing since last year a great sales conference for 
training and motivation for the salespeople of the franchises with more than 3,000 people 
through video conferences in the main capital cities in Brazil. 
 
So all our work is to guarantee the sell outs will be for the month of August and the 
retailers will come regardless of the macroeconomic scenario - maybe a not so positive 
scenario - and what matters for them is the results that they are achieving and we are 
certain that their results depend on the overall scenario. 
 
The franchises do listen to our positioning. We have a great concern, as you said in the 
beginning, of this sell in and sell out relationship. Our main concern is the health of our 
franchisees to have excellent results with them, with the whole chain shown not only 
through the liquidity indexes I said but we have awards that he received from franchise 
special trade publications so if there is any negative scenario we will be the first ones to be 
right there next to our franchisees to be able to find a way for them to keep growing. 
 
Mr. Stingelin: Thank you, have a good day. 
 
Operator: Excuse me. Our next question is for Mr. Guilherme Mazzilli from Ashmore. 
 
Mr. Guilherme Mazzilli: Hi good afternoon, congratulations on your results. I would like to 
go back to two points you have mentioned already and then ask another question. The first 
of the points is about same-store sales. There was a strong acceleration of same-store 
sales in 2Q compared to 1Q; I would like to know your expectations for the year. Is it to 
maintain the levels of 2Q or do you think it is intermediate point between 1Q and 2Q or 
maybe something even closer to 1Q? 
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The second question about the opening of stores. If you could update us on what you 
expect in the opening of stores for 2012 and how much this number of openings will be or 
has already been impacted by this possible scenario of crisis? I would then have another 
question but to start I would like to ask this. 
 
Mr. Birman: Guilherme thank you. Let us talk about same-store sales first, the increase in 
2Q compared to 1Q; what explains this? A few factors, first obviously we were able to 
have an excellent strategy for the Cruise Collection in the month of July impacting the 
same-store sales for this month. 
 
Two other factors that are part of our national calendar also impacted, first in 1Q there was 
a negative impact for the late stage of Carnival - that was the latest Carnival we had for a 
long time, that was the first week of March - so that made difficult for us to emphasize our 
winter collection. We need to launch winter after Carnival and so that was only by mid-
March, which had a negative impact on 1Q. 
 
On the contrary a positively impacting the 2Q was the World Cup of 2010 where we had, I 
believe, three days of closed stores that were only open after four o'clock in the afternoon 
and so that was an impact of June of 2010. 
 
Overall our expectation is to maintain a great result in the second semester but this is not 
something we can forecast. As they answered before all of our efforts and all the 
dedication that is up to us is being done. We believe we will have positive results - but 
macroeconomic issues are out of our hands. 
 
But we do have in our hands is seduction and women do purchase fashion. So if we 
continue to get the collections right with the right advertising campaign levering the 
strength of the brand as we have been doing even with greater emphasis this will allow us 
to have room to maneuver. 
 
And about the opening of new stores for 2012 as you said our forecast so far is maintained 
and so we plan to open 40 stores in 2012. But also going back to the question if the 
economic crisis at this point starts generating an impact, at the moment we can say that it 
does not; but there is no way to forecast how this will impact our plans for the next year. 
Throughout 3Q we will be able to see that more clearly. 
 
But we have a strong bias of growth for the Schutz brand. By the end of 3Q we will be able 
to release the expansion plan for the Schutz brand and this will certainly have a positive 
effect. The brand is very desired by the market at this point. 
 
Mr. Mazzilli: Ok thank you. Just one more question, if you can give us an update about 
acquisitions. There was a lot of talk about a possible acquisition you would enter into and I 
would like to ask you if there is anything in the books, if it is a priority for 2011, if you are 
under any type of negotiations? Of course I understand you cannot give us a lot of details 
but anything you can tell us would be interesting. 
 
Mr. Birman: Excellent. Answering in general lines there is still trend of growth for our 
company. What has been proven by the results in this first semester is that there is still a 
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lot to gain from the brand and channels that we hold today in our company. So even 
though it is important for our growth it is not our main leverage. 
 
About the acquisition that we attempted in the first semester we were very diligent. It was a 
position that for six months there was a lot of analysis, a lot of negotiation; however, due to 
the low level of guarantees from the sellers we decided not to continue. At this time we do 
not have any MoU signed. Of course we are mapping the market. We have acquisition 
agenda in place that has been debated in our board meeting last week. We have a lot of 
ideas, a lot of analysis; but at this time we do not have any MoU signed and any type of 
negotiation ongoing. 
 
Mr. Mazzilli: Ok thank you. 
 
Operator: Excuse me. Our next question comes from Mr. Robert Ford from Bank of 
America. 
 
Mr. Robert Ford: Thank you, good morning, congratulations for your results Alexandre,I 
was really impressed with the quarter in particular we can see you did a really good job. I 
was wondering if you could break it down a little bit what is behind in terms of products, 
brands price point and as you go forward how do you see the potential to continue to 
maintain this momentum? 
 
Mr. Birman: Bob thank you for your question and thank you for trying to start in 
Portuguese. I was quite surprised with your excellent Portuguese. Yes, our growth in 
accessories, especially handbags, was very strong in the first half of the year. The 
increase in the number of pieces sold with 56% compared to the first half of 2010 and the 
main reason for this growth is the new way of sourcing especially for handbags - the base 
is made in China. 
 
So effectively we were able to achieve excellent quality, excellent price, considering a 
product that there is no overtaxing for imports as we have for shoes in Brazil. So 
effectively that growth is done through this change on the way of supplying the stores and 
our objective is to continue with this growth. There are a number of possibilities to expand 
the mix of accessories. 
 
It is important to note that for the Schutz brand even though the number is still low it is 
already going to start appearing in 3Q with a very strong growth because it is a brand that 
had no excess race and so it is easy to have a potential growth. But we will have a very 
expressive growth for the Schutz brand using the same channel of sourcing that is the 
Arezzo brand does. 
 
Mr. Ford: Thank you and congratulations again. 
 
Mr. Birman: Thank you Bob. 
 
Operator: Excuse me. Our next question is for Mr. Bernardo Carneiro from G5. 
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Mr. Bernardo Carneiro: Good morning. As you said in the presentation a lot of the cash 
generation of this quarter was due to the receivables from the sales of the end of last year. 
I would like to know if in 2Q this dynamics becomes a little bit reversed, if you have 
expenses to finance the franchisees or if you have a period in 3Q or 4Q, if you are going to 
have a period where you are going to receive a lot of receivables. 
 
My question is about the consumption end of the release of cash flow. It is going to be in 
line with the first semester with a pre-Capex cash generation of 48 million or if this 
variation of cash is more negative with the launch of the collections and the financing of 
the franchisees. Thank you. 
 
Mr. Borges: Bernardo thank you for your question - this is Thiago speaking. When we 
look the receivables of Arezzo&co it varies a lot from quarter to quarter especially related 
to the collections. 1Q is very impacted due to this receiving of the totality of the summer 
collections from the franchisees and a lot of sales in our owned stors through credit card 
payments for example. 
 
And almost the totality of the winter collection that we stopped charging at around May 15 - 
that is our target - some replacements are later than that. But a lot of the winter collection 
also was concentrated in 2Q. 
 
When we look at the summer collection the dynamics is a little different. The dynamics has 
a stronger impact on the receivables is in 3Q and a trend of maintaining or a slighter, 
smaller increase in 4Q, but it continue to grow maintaining similar levels because in the 
beginning of the sales in 3Q that represents I and II Summer Collections we received 
throughout 4Q.  
 
But at the same time in 4Q in the lunches we will have close to Summer III we are already 
preparing the stores to get close to Christmas with these products. We start working with a 
longer deadline with the franchisees so they can have a greater stocking of summer 
products so that they can get through not only Christmas but January and February not 
receiving any summer products. 
 
So the use of the cash flow for receivables tends to be negative in 3Q, and less negative in 
4Q or close to zero on 4Q. That is how you see it specifically for accounts receivable. 
 
Mr. Carneiro: And about inventory and suppliers what kind of coloring can you bring to 
us? 
 
Mr. Borges: The stock level that we have today it already including the anticipation of the 
Summer I collection that went through our balance on June 30. So the production that 
were delivered throughout July and August. When we look at July and August we already 
see a decrease in the value. 
 
This happens again when we launch the Summer III collection when we take the 
production valleys to be able to do some anticipation to achieve better pricing and to have 
the inventory of products to facilitate the production for the franchisees. So we think we 
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have already reached the level of inventory that should continue to increase but not as 
aggressive as compared to the quarter of last year. 
 
And suppliers in general should remain stable for 3Q and 4Q with the increase on 3Q but 
when we look at 4Q there should be a decrease greatly dependent on us anticipating a  
part of the winter collection for December when we will be able to, again, have an increase 
in suppliers if that happens. 
 
Mr. Carneiro: Excellent, thank you. 
 
Mr. Borges: Thank you. 
 
Operator: Excuse me. With no further questions I would then give the floor to Mr. 
Alexandre Birman for his final remarks. 
 
Mr. Birman: Thank you all for your presence and your participation. Thank you for the 
questions that always make us think more about our business to be better prepared for 
any type of adversity. Certainly the environment that the world is experiencing today is a 
big challenge and that drives us to work even harder to be able to maintain the results 
have achieved so far. 
 
We have here at the company in our philosophy a saying that goes "the objective achieved 
is only the basis for us to climb towards our next challenge" and so we will start our 3Q 
with the objective of continuing growing. 
 
So thank you again for your attention. 
 
Operator: Arezzo&co's conference call is now closed. We thank you all for the 
participation, have a great day, thank you. 
 
 
              
 


