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3 FRIENDS IN ARGENTINA

ALPARGATA BOMBACHA WORN BY  

GAUCHO

INTERNATIONAL ICON

WE ARE

P A E Z



2006 Three friends  
have an idea
...and everything starts

2007 My name  
is: PAEZ
Official launch  

of the Brand

2009 Around  
the world
PAEZ in 17 countries

2012 ¡Hola Barcelona!
We move our HQ to Europe

2015 We are open
We open our first  

shop in Barcelona

2016 Made
in Spain
We start  

manufacturing  

in Spain

2017 New Stores
We open a flagship store in El Born in Barcelona

We open a retail store and a pop-up shop in Barcelona

2018 We keep growing
New shop in Valencia

Launch of 8 pop-up shops in Spain  

First vegan collection

Total Look
The first collection of  

accessories is launched

2011 New in
New products:  

boots & sneakers

2010

2020 Walk the talk
Paez refreshes its communication  

and celebrates the move to Lisbon,

the steps towards being more responsible,  

and its core values with a new campaign  

and tagline.

2019 Olá Lisboa
We move our HQ to Lisbon,Portugal,  

and our production to Vietnam

S T E P B Y S T E P
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COMPANY OVERVIEW

H I G H L I G H T S

E - C O M M E R C E (17%)

H o m e  M a r k e t E u r o p e

F L A G S H I P S T O R E

(13%)

L i s b o n , P o r t ,   
Z a r a g o z a .

I N T E R N A T I O N A L

DISTRIBUTION (70%)

175 W h o l e s a l e c l i e n t s .
D E S I G N

+1,000 S K U ’ S

SOCIAL MEDIA

+ 4 0 0 F o l l o w e r s

PETA - VEGAN  

PRODUCTION

S p a i n  a n d V i e t n a m
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B2B

Presa les (150K units) -> Increas ing in product ion  

R e p o s  represent  2 0 % (Presales).

B2B ONLINE (ONE DROP)

Marketplaces  (Full pr ice & Discount)

BSC ECOMMERCE (DROPSHIPPING)

SUSPENDED ECONOMY LED TO

Presa les  (150k units)  cancel lat ions  -> L o w  C F   

Bott lenecks  in  Logist ics  (Lay-off & g e o g r a p h y )

SUSPENDED ECONOMY LED TO

Inventory R e d u c t i o n in Q2  

D i sc o unt i n g strategy
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BE-SPOKE

C O N T R I B U T I O N

THE BRAND IMPACT THE STRAIGHT IMPACT

Partner w i t h n e w venture  

or reactive strategies

O p t i m i s e d  relat ionship  

b e t w e e n  inventory & log ist ics   

leads  to sa les  g r o w t h  w i t h   

better m a r g i n s  (i.e. r isk m g m t . )

SALE

B 2 B  /B 2 C

O n l i n e  /Offline

OPEX

Market in g  (Dig i ta l  /Ofline)

Logist ics

Transport

OVERHEADS

H R

Others

GROSS MARGIN

EBITDA

COGS

O p t i m i s e stock -> H i g h e r m a r g i n

Ad a p t  to b u s i n e s s necess i t ies   

L o w / h i g h s e a s o n

B 2 B / B 2 C

Reverse Logist ics



FOR THE

U P C O M I N G

L O W  INVENTORY RISK STRATEGY

L e s s  D i s c o u n t s  ->  B e t t e r  M a r g i n  & G o o d w i l l .# 1

L E A N  B U S I N E S S  M O D E L  / A G I L E S T R U C T U R E

M i t i g a t e s  o p e r a t i o n a l  a n d  s y s t e m i c r i s k s .# 2

# 3 K E Y P A R T N E R S

H e l p  w i t h  r e a c t i v e s t r a t e g i e s .

D T C S T R A T E G Y

P e r m i t s  b r a n d  to  b e t t e r  u n d e r s t a n d c o n s u m e r .# 4



P A E Z .C OM

T H A N K Y O U


