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Key Shareholders Management Team 

Thiago Picolo  

• Chief Executive Officer 

• BA Economics 

• Harvard University 

• Previous experience: Submarino, 

GP Investments, Morgan Stanley 

Corporate Structure and Executive Board 

Miguel Cafruni 

• Chief Financial Officer 

• Accounting  

• FAPA University 

• Previous experience: Morganite do 

Brasil, Hanna Cafruni and Touch 

Fábio Marcelo 

• Chief Comercial Officer 

• Social Communication degrees at PUC - 

RS 

• MBA Business Management - FGV 

• Previous experience: Mormaii and Rip 

Curl 

Maurício Loureiro 

• Chief Operations Officer 

• Co-founder of Manaus Plant 

• President of the Industry Association 

of Amazonas 

• Board Member of FUCAPI 

• Board Member of 

UNINORTE/LAUREATE 

 

Daniela Pires 

• Chief Supply Chain Officer 

• BA Economics  

• UFRJ University  

• Previous experience: B2W and IPEA - 

Institute for Applied Economic Research 

Data base 01/16/2018 

29.6% 7.6% 17.9% 

Management 
Morgan 

Stanley 

River and 

Mercantile 

Asset 

Management 

Others 

6.8% 38.1% 

Érica Pagano 

• Chief Marketing Officer 

• Pharmacy and Biochemistry degrees 

from USP  

• Post Graduation in Marketing at ESPM 

and in Business at FGV 

• Previous experience: L’Oréal. Natura. 

Boticário e Avon 
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Why Do People Buy Watches? 

Status symbol Fashion accessory Technological 
equipment 

Purchase drivers changed from functional commodity to 
aspirational consumption, regardless of price, geography or brand 

Global consumption drivers 

Emergence of smartwatches as a key product category 

Strong segmentation between global luxury companies and 
regional affordable watch players 

Expansion in direct retail distribution, online and offline 

Product innovation in terms of new design and materials 

Growth of entry price category given macro condition 

Expansion in direct retail distribution, online and offline 

Global  growth trends Brazil growth trends 



New Product Trends: Smartwatches  

• Smartwatch sales grew significantly in the last two years and already account for close to 17% of total watch 

market. IDC estimates that global sales of smartwatches in 2016 were $14B in value and 102M in units. 

• Smartwatch sales expected to grow at approximately 20% CAGR until 2020 versus flat growth in the traditional 

watch category, pointing to an expansion of the total watch category as opposed to cannibalization.  

• After two years of aggressive new brand and product releases, the wearable category saw increased industry 

consolidation in 2016 indicating a more stable industry dynamic moving forward. 

• There are three main brand players in the smartwatch segment: Fitness, High Tech and Watch Brands. 

Fitness Brands High Tech Brands Watch Brands 

• Fitness monitoring devices with a 

strong focus on health  

• Fitness bands and full health monitors 

• Lower price, higher volumes 

• Price range: $99 - $299 

• Full connectivity devices 

including third party apps 

• Full digital devices  

• Higher price, lower volumes 

• Price range: $269 - $1,249 

• Incorporation of smart features in 

product lineup of existing brands 

• Hybrid and full digital devices 

• Mid price, emerging category 

• Price range: $179 - $399 
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New Distribution Trends: Direct Retailing 

• In the last ten years, a typical watch wholesale model of distribution has given place to increased 

investments in direct retailing, both in luxury and affordable brand categories. 

• As an example, both Swatch Group and Fossil invested heavily on the build out of hundreds of branded 

stores mostly in shopping malls in order to sell directly to consumers and to improve retail experience. 

• More recently, online distribution has grown in importance both as a direct sales channel and a brand 

building platform, especially for brands targeting millennials with strong digital habits.  

• Many new watch and accessory brands now focus on a digital-first strategy in order to launch products, 

communicate campaigns, and sell directly to consumers.    
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Competitive Landscape In The Brazilian Market 

Total watches sale in Brazil – Wholesale (R$ million) 

Local Producers 

38% 

62% 

Orient, X-Games, Lince, Storm, ODM 

Magnum, Champion, Cosmos, Bulova, Yankee Street, 

Sector, Just Cavalli, Philip Stein, Roberto Cavalli, Techno 

Marine, Hang Loose, Ana Hickman 

Seculus, Mondaine, Guess, Puma, Speedo, Nautica, D&G, 

Breil, Moschino, Calvin Klein, GC, Hugo Boss*, Tommy 

Hilfiger*, Lacoste*, Chilli Beans * 

Technos, Mormaii, Mariner, Euro, Skagen, Timex, Allora, 

Touch, Dumont, Condor, Fossil, Armani, Diesel, 

DKNY,Michael Kors, Adidas, Marc Jacobs, Tory Burch 

 

 

R$ 126 

R$ 96 

R$ 112 

R$ 152 

Concorrente Principais marcas Estrutura acionária 
Preço médio 

estimado 
Participação de 

mercado  

Professionally owned and 

operated 

Family owned and operated 

Family owned and operated 

Family owned and operated 

Competitor  Key brands Ownership structure 
2017 Estimated 

Average price 

2017 

Market share 
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Source: SUFRAMA, Aliceweb, Technos 

Average price: 2016 

577 

879 

1.065 

1.208 1.254 1.231 
1.179 

1.119 1.087 

2009 2010 2011 2012 2013 2014 2015 2016 2017



Macroeconomic Conditions in Brazil 

Growth and Stability Recession and Instability 

2010 2011 2012 2013 2014 2015 2016 2017 

GDP Growth 7.5% 4.0% 1.9% 3.0% 0.5% -3.8% -3.5% 1,0% 

Consumption  6.2% 4.8% 3.5% 3.5% 2.3% -3.9% -4.1% 1,0% 

Unemployment 7.9% 6.7% 7.4% 7.1% 6.8% 8.5% 11.4% 12,0% 

Inflation 5.9% 6.5% 5.8% 5.9% 6.4% 10.7% 6.6% 3,0% 

Exchange Rate 

(R$/USD) 
$1.76 $1.67 $1.95 $2.16 $2.35 $3.33 $3.49 $3,30 

Interest Rate 9.82% 11.67% 8.53% 8.19% 10.89% 13.63% 14.10% 9,84% 

• The decline of the Brazilian watch sector in the last three years has been driven by the longest and most 

severe economic recession cycle in the history of the country.  

• Brazil showed a long cycle of macroeconomic growth and stability until the end of 2013, when a new cycle of 

macroeconomic recession and instability started. 

• Brazil´s economic crisis has been accompanied by significant political instability related to anti-corruption 

measures, including a presidential impeachment. 

• Several consumer sectors were impacted negatively by the recession in 2016 including automotive (-15%), 

home furniture (-13%) and fashion apparel and accessories (-12%) and watches (-5%). 

Source: Credit Suisse First Boston 10 
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Watch Market Growth Opportunity  

• Challenging macroeconomic conditions aside, Brazil´s watch market has significant opportunities to grow. 

• Watch consumption per capita in Brazil is still well below developed markets. 

• Also, market is still overwhelmingly composed of mass market watches, but should grow most in the 

middle-priced aspirational segment where Technos is best positioned. 

• According to a research performed by Scoop &Co., watches are highly present in people’s lifes. 85% of 

people use watches, and the most of them use daily. 

(US$ spent/person) 

Latin America Worldwide 

Mass: < US$ 50 

Middle > US$ 50 e < US$ 299 

Upper:> US$ 300 e < US$ 999 

Luxury: > US$ 1,000 

Retails price: 

Avg.: 26.4 

Worldwide annual watch consumption  Watch market breakdown by price point 

Mass 

72% 

Middle 

14% 

Upper 

8% 

Luxury 

6% 

Mass 

44% 

Middle 

27% 

Upper 

13% 

Luxury 

16% 

Source: Euromonitor International, 2015 

5.6 

25.5 26.1 
22.2 

26.0 

34.4 

18.6 

25.6 

53.9 
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Company History 

1956: Importadora 

Centauro founded in 

Brazil as exclusive 

Technos distributor 

1900: Technos 

brand founded in 

Switzerland by the 

Gunzinger family 

1980s: Technos launches 

Mariner 

Technos establishes its 

plant in Manaus 

2008: Technos acquired 

by investment group 

(DLJ + Dynamo + 

Management) 

2009: Euro added to the 

portfolio. 

2010: Mariner relaunched 

Opening office in China 

1990s: Company buys 

Technos brand rights 

2002: Technos licenses both 

Mormaii and Seiko 

Brand Creation Brand Expansion in Brazil Market Consolidation 

2012: Lauching of Allora, licensing of 

Timex  and aquisition of Touch 

 

2013: Grupo Dumont Saab 

acquisition 

 

2011: Technos’ IPO 

27% 

Gross Sales (R$ MM) 

Market share 

38% 

115,2 132,8 141,0 135,5 
168,1 188,5 

213,4 
263,6 

319,9 

377,1 

522,9 501,6 491,4 
443,6 

412,4 

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

http://www.timex.com/
http://www.google.com.br/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=JzbYvQ2_s8pA_M&tbnid=ATXo5d0bth6D1M:&ved=0CAUQjRw&url=http://www.bmfbovespa.com.br/&ei=6HBkUf3AJYfk9ATDh4GgCg&bvm=bv.44990110,d.dmQ&psig=AFQjCNGsesvVQ7GgTBXRGx3Sd3x-FSIBmQ&ust=1365623391147421
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Operational Business Model 

• Best known brands in the 
category 

• Healthy mix of owned and 
licensed brands 

• Well balanced mix of 
bestsellers and new products 

• New SKUs launched monthly  

Brand and  
product development 

• Long term relationship with 
approximately 20 third-party 
suppliers 

• Fast and flexible sourcing 
mechanism 

• Largest watch producer in 
Latin America with superior 
efficiency and productivity  

• Largest after sales proprietary 
network 

Supply chain  
management 

• More than 8 thousand retailers 
and 10 thousand points of sale 

• Fragmented sales force with 
healthy balance between 
specialized and department stores 

• Direct relationship with stores 
through dedicated sales force 

• Long-term relationship with clients 

Sales and  
distribution 



Brands Portfolio 

HIGH 

MID  

LOW 
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Balanced Products Portfolio Management 

 

Launching new products (45.0% of sales) 

• New products are essential for sales dynamic: to drive retailer and consumer 

interest and  to facilitate sales of the whole catalog. 

• Technos has a design team with fashion professionals segmented by brand 

responsible for creating new products . 

• Designers work together with our suppliers in China. 

• Selective reduction in the quantity of SKUs, cutting out least successful models and 

raising volumes in most successful bets. 

  
Managing bestsellers (6.0% of sales) 

• Bestsellers are key for revenue and profitability, bringing strong and steady 

demand.  

• Represent lower inventory risk, and lower quality issues. 

• Technos has a product supply team responsible for guaranteeing adequate orders 

and deliveries of bestselling products. 

• Some bestsellers have been in our catalog for 30 years, others were launched in 

the last few years and were big hits. 

  

Managing back catalog (49.0% of sales) 

• Back catalog products are formed by items launched more than one year ago that 

have been repurchased due to good sales performance. 

• Important items in the composition of our product mix. Usually, they have 

differentiated shapes and platings. 

• Technos has a team responsible for the analysis of back catalog product sales and 

inventory in order to ensure the supply of items with good sales acceptance, since 

those are potential candidates for best sellers. 

 

Best Sellers 
6.0% 

New Produtcs 
45.0% 

Back Catalog 
49.0% 
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Distribution Network 

Diversified and well balanced distribution network with no client representing more than 5.0% of sales 

Direct relationship with more than 8 thousand active retailers representing more than 10 thousand points of sale 

Vast majority of sales done through specialty store, a highly fragmented channel 

Long-term relationships with clients 

Specialized stores 60.5% Department stores 29.2% Direct Customer 10.3% 

Top distribution network 

• Includes mainly watch stores. 
eyewear stores and jewelry stores 

• Highly fragmented with few regional 
players 

• Long term relationships 

• Includes department stores, online 
retailers and others 

• More concentrated in lower priced 
items 

• Emphasis on department stores with a 
fashion component 

• 12 Outlets 

• 6 online stores 

• 75 exclusive points of sale, with Touch 
representing 58 and Euro 17 

• Roll out started in September 2010 

 



18 

Supply Chain 

Assembly Line in Manaus 

• Largest watch assembling plant in Latin America,  

capacity over 5MM units 

• Located in Zona Franca de Manaus (State of 

Amazonas) 

Suppliers in China and Japan 

• Supply chain of approximately 20 partners 

• Long term direct relationships, often exceeding 20 

years, without distributors or middle men  

• Key advantage is flexibility and agility to bring 

new products to market 

• 11 proprietary offices in Brazil’s largest cities 

 

• Considerable improvement in productivity 

 

• Over 20.0% of all repairs are done on the spot 

 

Nationwide after sales 

2 

1 

3 

Supplier Lead Time 
(2016x2018) 

Non Conformity 
(2016x2018) 

Inovation (2016x2017) 

40.0% 

Reduction 

39.1% 

Increase 

8.0% 

Reduction 

Quality of care (2016x2017) 

 

We restructured our assistance in 2017, transferring the Operations 

Center in the interior of São Paulo to the Metropolitan region, getting 

closer to our clients and focusing on improving the operation. 
 

 

 

Implantation of the Lean manufacturing model in 2017, with 

significant improvement in the aesthetic and functional quality of the 

products. Modifications made to the production site by referring to 

more robust productivity and lower manufacturing cost. 
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Strong Growth Opportunities 

3 

2 

1 

New channel development 

New products 

Core Business 

Growth and development 

of existing brands, 

products and channels 

Development of direct 

retail channel including 

online, franchising and 

outlet stores 

Development or 

acquisition of new 

products leveraging 

existing brands 

(Sunglasses, jewerly 

and smartwatches) 

http://www.technos.com.br/posts/detail/lancamento-technos-sports
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Core Business: Smartwatches 

• Grupo Technos is the pioneer in Brazil in terms of the launch of smartwatches and fitness bands.  

• Promising initial sales results indicating strong consumer demand for the connected watch category. 

• Company benefits both from the sales of proprietary brands and from new product pipeline of licensed 

brands from the Fossil portfolio, including Fossil, Diesel and Michael Kors. 

• Significant growth opportunity to explore new product innovation, leveraging our leading distribution network 

and manufacturing capabilities. 
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New Channel Development: Direct Retailing 

E-Commerce 

 

• Six direct-to-consumer ecommerce websites managed  by internal team with logistics operated by 

specialized outsourced service providers.  

 

• Sales and branding channel generating incremental revenues and  direct relationship with 

customers . Direct access to product portfolio and communication campaigns of watch brands.  

 

Outlets 

 

• Twelve multibrand outlets with a pipeline of additional stores to be opened in 2018 

 

• Direct sales channel for low turnover products. Important role in terms of the company´s  inventory 

management strategy.  

 

 

• 75 exclusive franchised stores: 58 Touch and 17 Euro points of sale. 

 

• Single branded kiosks with multiproduct portfolio: watches, sunglasses, and fashion jewerly 

 

• National footprint with strong growth prospects 

 

Franchises 

2 

1 

3 
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New Products: Eyewear and Jewelry 

• Expansion opportunities in adjacent fashion accessory segments 

• Leverage brand portfolio, management expertise and existing infrastructure 

• Large markets to tap: initial focus on eyewear and fashion jewelry  

Supply chain 
• Supply chain in China, expertise in importing products, quality control systems 

• Possibility to use Manaus infrastructure and tax benefits 

Distribution 
• 70% of our retailers sell either jewelry, sunglasses or both 

• Upsell opportunity in terms of existing national sales distribution  

Brands 
• Portfolio of brands could be used for other products  

• Promising initial experience with sunglasses (Touch/Euro) and fashion jewelry (Euro) 
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Operational Results 

 Results Evolution (R$ MM) Margin Evolution (%) 

• Recent decline in revenues and profits mainly driven by economic recession  

 

• Healthy cash generation and margins despite macroeconomic scenario 
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321.7 

433.7 
413.4 397.3 

360.9 
340.1 

70.0 69.3 
101.6 

84.1 
46.3 

31.9 

2012 2013 2014 2015 2016 2017

Net Revenue Adjusted EBITDA

58.4% 57.8% 55.6% 
52.1% 

47.0% 
45.6% 

21.8% 
16.0% 

24.6% 
21.2% 

12.8% 
9.4% 

2012 2013 2014 2015 2016 2017

Gross Margin Adjusted EBITDA Margin
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Working Capital  

• We have gradually reduced our working capital since 2013 

• Our net revenue decreased from 90.8% in 2015 to 77.1% in 2017 

• Accounts payable increased due to our continuously work with postponement of term with suppliers   

• In inventories we reduced our coverage from 14 months to 7 months from 2013 to 2017 

• We advance less in the accounts receivable in relation to terms of sales and delinquency due the 

economic fragility  

 

 

R$ MM 2012 2013 2014 2015 2016 2017 

(+) Accounts Receivable 149.3 232.0 230.0 227.0 219.6 191.6 

(+) Inventory 108.1 162.8 133.6 152.7 125.9 105.6 

(-) Accounts Payable 9.5 13.9 17.6 19.0 32.5 35.0 

(=) Working Capital 247.8 380.9 346.0 360.7 313.0 262.2 

% Net Revenues 79.3% 87.8% 83.7% 90.8% 86.4% 77.1% 



Evolutin of Net Debt  

193.5  

139.0  
147.4  

103.0  

77.2  

dec/13 dec/14 dec/15 dec/16 dec/17

Net Debt (R$M) 

Net Debt

 

• In March / 13 we acquired a debt of R $ 200M in the purchase of the former Dumont Group 

• Since then we have consistently reduced our exposure 

• In 2015 we made the decision to pay our investors extraordinary dividends of more than R$ 20M, being 

the only year we had no net debt reduction 

• From 2013 to 2017 we reduced our debt by 60%, or R $ 116.3M, even with the recessionary movement of 

the economy 
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Tax Incentives at the Manaus Free-Trade Zone 

• The Manaus Free-Trade Zone (MFTZ) is an economic 

development model implemented by the Brazilian government to 

create an economic centre in the Western Amazon 

• In terms of price, it is extremely beneficial to develop activities in 

the MFTZ compared to purchasing fully-assembled products 

• Federal incentives provided for in the Brazilian Constitution 

and approved and in effect until 2073 

• State benefits have also been approved to be in effect until 

2073 

• Locally assembled products may be sold to final customers at 

more competitive prices 

Difference 

of +47% 

100.0 

5.00% 5.0 

2.40% 2.5 

0.00% 0.0 

0.00% 0.0 

7.00% 7.0 

8.0 

134.3 

2.3x 

309.0 

2.0x 

618.0 

11.27% 11.8 

126.3 

Import of a Fully-assembled Product 
100.0 

5.00% 5.0 

20.00% 21.0 

20.00% 25.2 

9.25% 12.9 

17.00% 31.0 

3.00% 3.0 

198.1 

0.0 

198.1 

2.3x 

455.5 

2.0x 

911.1 

Local Assembly 

Purchase price : 

(+) Freight and insurance : 

(+) II 

(+) IPI 

(+) Federal taxes (PIS+COFINS) 

(+) Customs and legal expenses 

(+) Assembly cost : 

(=) Total Cost 

(x) Wholesaler mark-up 

(=) Wholesale price to retailers 

(x) Retailer mark-up 

(=) Retail price 

(+) ICMS 

(=) Cost at destination: 

Purchase price: 

(+) Freight and insurance : 

(+) II 

(+) IPI 

(+) PIS+COFINS 

(+) ICMS 

(+) Customs and legal expenses 

(=) Cost at destination : 

(+) Assembly cost : 

(=) Total Cost 

(x) Wholesaler mark-up 

(=) Wholesale price to retailers 

(x) Retailer mark-up 

(=) Retail price 

Tax Benefits 

F
e
d

e
ra

l 
S

ta
te

 

Import Tax (Imposto de 
Importação) (II) 

Tax on Manufactured Products 
(Imposto sobre Produtos 
Industrializados) (IPI) 

Corporate Income Tax (Imposto 
de Renda PJ) (IRPJ) 

88% reduction   

Exempt 

75% reduction 

ICMS 
Tax credit on ICMS 
paid 

PIS/COFINS Exempt 



28 

Disclaimer 

• The material that follows is a presentation of general background information about Technos S.A. and its subsidiaries (the “Company”) as of the date of the presentation, solely for meetings held with potential 

investors in connection with the proposed offering outside of Brazil of common shares of the Company (the “Transaction”). This material does not constitute offering material in whole or in part and you must read the 

offering memorandum related to the Transaction before making an investment decision in respect of the common shares. You can request the offering memorandum from Credit Suisse Securities (USA) LLC, Itau 

BBA USA Securities. Inc., and Goldman Sachs & Co along with their agents (collectively the “Agents”). The material contained herein is in summary form and does not purport to be complete. You should consult the 

offering memorandum  for more complete information about the Transaction and your investment decision should be exclusively based on the information contained in the offering memorandum.  

• This presentation does not constitute an offer  or  a solicitation or an offer to buy or sell any securities. The material is not targeted to the specific investment objectives financial situation or particular needs of any 

recipient and should not be treated as giving investment advice. No representation or warranty either express or implied is made as to the accuracy, completeness or reliability of the information contained herein. It 

should not be regarded by recipients as a substitute for the exercise of their own judgment. Any opinions or information expressed in this material are subject to change without notice and neither the Company nor 

the Agents are under any obligation to update or keep current the information contained herein. In addition, the Company has been informed that the Agents, their affiliates, agents, directors, partners and employees 

may make purchases and/or sales as principals or may act as market makers or provide investment banking or other services to the Company. The Company, the Agents and their respective affiliates, agents, 

directors, partners and employees accept no liability whatsoever for any loss or damage of any kind arising out of the use of all or any part of this material. The common shares will be offered only in jurisdictions 

where and to the extent permitted. This presentation is strictly confidential and may not be disclosed to any other person.  

• This presentation contains statements that are forward-looking within the meaning of Section 27A of the Securities Act of 1933, as amended (the “Securities Act”) and Section 21E of the Exchange Act of 1934, as 

amended. Forward-looking statements include, without limitation, any statement that may predict, forecast, indicate or imply future results, performance or achievements, and may contain words like “believe”, 

“anticipate”, “expect”, “envisage”, “estimate”, “intend”, “may”, “will”, “continue” or any other words or phrases of similar meaning. Such forward-looking statements are only predictions and are not guarantees of future 

performance.  Investors are cautioned that any such forward-looking statements are and will be, as the case may be, subject to many risks, uncertainties and factors relating to the operations and business 

environments of the Company that may cause the actual results of the companies to be materially different from any future results expressed or implied in such forward-looking statements. Although the Company 

believes that the expectations and assumptions reflected in the forward-looking statements are reasonable based on information currently available to the Company’s management, the Company cannot guarantee 

future results or events. Because of these uncertainties,  investors shall not take any investment decision based on these estimates and forward looking statements. The Company and the Agents expressly disclaim 

a duty to update any of the forward looking-statements.  

• Securities may not be offered or sold in the United States unless they are registered or exempt from registration under the Securities Act. The Company’s common shares have not been and will not be registered 

under the Securities Act. or under any state securities laws in the United States.  Accordingly, the common shares will be offered in the United States only to qualified institutional buyers (a “QIB”) as that term is 

defined under Rule 144A under the Securities Act. and outside the United States in accordance with Regulation S of the Securities Act.  By means of your attendance at this presentation you will be deemed to 

represent to the Agents that you are a QIB.  

• This material is intended  only to persons who are “qualified investors” (as defined in the Prospectus Directive) (i) who have professional experience in matters relating to investments falling within Article 19 (5) of the 

Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 as amended (the “Order”) and/or (ii) who are high net worth companies (or persons to whom it may otherwise be lawfully communicated) 

falling within Article 49(2)(a) to (d) of the Order (all such persons together being referred to as “relevant persons”). This document must not be acted on or relied on in the United Kingdom by persons who are not 

relevant persons. In the United Kingdom. any investment or investment activity to which this document relates is only available to. and will be engaged in with. relevant persons.  

• You should consult your own legal, regulatory, tax, business, investment, financial and accounting advisers to the extent that you deem necessary, and you must make your own investment, hedging of trading 

decision regarding the Transaction based upon your own judgment and advice from such advisers as you deem necessary and not upon any view expressed in this material. 


