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“Whenever there is 

ENCHANTMENT,  

there is overcoming” 
 

The history of Lojas Renner (LR) begins in 

1922 in Porto Alegre, Brazil, as a unit to 

distribute goods produced by A. J. Renner, 

an industrial group headquartered in the 

state of Rio Grande do Sul, Brazil. LR started 

operating from rented facilities and only in 

1932 was able to acquire its own seat, at 

Otávio Rocha Avenue, in downtown Porto 

Alegre, capital of the state of Rio Grande do 

Sul.  

The Otávio Rocha office witnessed changes 

and growth over time and, in 1940, the 

company already offered, in addition to 

textile products, kitchen, bed, table and 

other home furnishings. Eighteen years 

later the company had grown to occupy 10 

stories at that same address and its 

structure, modern for the time, was 

complemented by a sophisticated 

decoration and differentiated exhibitions. A 

teahouse and a restaurant were opened 

and fashion shows were conducted every 

Wednesday afternoon.  

In 1960, the company started its expansion 

into inland Rio Grande do Sul. Due to its 

high growth and continued evolution, Lojas 

Renner S.A. (LR) was spun off from the 

group and established as an independent 

company in 1965. 

Between 1965 and 1970, LR experienced 

times of prosperity, selling furniture, 

making contacts and looking for novelties 

from abroad. 

 

 

Source: Google Images 

 

In 1967, the company opened its capital, its 

shares being transacted in the stock 

exchange.  

Over the following years, in the beginning of 

the 1970s, and more precisely in 1972 and 

1973, the company innovated introducing 

its own private credit card and a 

differentiated department named “Kanto 

Kente”,  focused on the younger public. 

 
A store in the city of Pelotas in the 1970s 
Source: Época Negócios 

Between 1980 and 1990, however, the 

growth wave was interrupted and the 

company faced difficult administrative 

moments, when transferring the 

management from the second to the third 

generation of the founding family. Over this 

period, LR did not achieve the success it had 

attained in previous years, its net income 

dropping 67%. Much of this adversity was 
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caused by the heightened competition 

brought about by the arrival of C&A, a 

strong international competitor, and by the 

economic difficulties faced by the country, 

such as high inflation rates, devaluation of 

the national currency and uncontrolled 

increase in the interest rates. LR still 

employed the same sales tactics it used to 

adopt since the beginning of its activities, 

with salespeople tracking the process from 

the arrival of a client until the delivery of the 

product acquired. Unfortunately, the 

company did not offer prices that could be 

afforded by clients.    

The failure, demonstrated by indicators and 

observed by leaders, led to a far-reaching 

change in the management in the beginning 

of the 1990s. Changes were made to the 

Board of Directors and an extensive 

program to reduce expenses and better tap 

into organisational resources was 

implemented. José Galló, a consultant at 

the time, was hired by the Board to develop 

a strategic plan and, after having developed 

it, in 1998, was invited to assume the office 

of Superintendent Director. Still occupying 

the office, Galló exercises marked influence 

on the decisions LR’s management has 

made over the last twenty years, and still 

does. 

 

 
José Galló 
Source: Época Negócios 

One of the first restructuring initiatives 

undertaken by Galló was based on the four 

components of marketing, the “4Ps 

(product, price, point of sale and 

promotion). He started the task of adjusting 

and improving the conditions of stores, 

which lacked any standardisation up to this 

point. Besides, the sales operation seemed 

inappropriate and the business lacked 

marketing positioning and focus. 

The selected target public, women between 

19 and 39 years of age and belonging to the 

A-, B and C+ classes, accounted for more 

than eighty per cent of all sales. A new 

layout, focused on the target public, was 

planned for the units. LR started using 

ordinary people in its advertising 

campaigns, rather than contracting great 

celebrities to display or sign its collections. 

The company bet on creating a permanent 

client base, independently of any celebrity. 

Big changes to LR’s management model 

were also introduced at that point in time: 

products were displayed so as to enable 

direct access by clients; stores had no 

salespeople, but rather people to replace 

displayed products. Payment and delivery 

of products were concentrated at a single 

place in stores, services being provided by 

one employee alone. Registration of sales 

was automated following adoption of 

barcode readers. Powerful strategic 

alliances with suppliers have been 

established in an attempt to offer products 

in agreement with clients’ preferences. And 

last, the concept of Private Label was 

created. 

Galló noticed that to face competition the 

company would have to expand its 

operations beyond the southern part of the 

country. The search for a financial 

partnership that could help materialise the 

expansion plan ended, at the end of the 

1990s, in the acquisition of the shareholder 

control by the large North-American 

network of department stores JCPenney.   
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This was a period of strong growth, when LR 

acquired Camicado (a network specialised 

in decoration and home furnishings), 

returning to a product line previously 

offered by Lojas Renner itself. 

 
Source: Google images 

Another factor that helped the expansion 

was Mappin and Mesbla bankruptcy, since 

LR absorbed the major points of sale of 

these companies, thus rapidly increasing 

the number of its stores.   

 
Evolution of the number of points of sale of Lojas Renner 
Source: Enanpad 

New changes were introduced from 2000 to 

2006 to adjust operations to the market 

dynamics, such as the display of products in 

stores according to the concept of life style, 

the launching of fortnightly collections and 

the offer of financial products.  

A very significant highlight of Galló’s 

activities at that time was his ability and 

authority to integrate international 

practices with regional characteristics, all 

this leading to a streamlined Renner and to 

the structuring and the operationalisation 

of a new business model. 

JCPenney’s control over Renner lasted 

somewhat more than six years but brought 

vast knowledge into the organisation. 

Following JCPenney’s withdrawal, LR’s 

capital was dispersed over a large number 

of investors, but Galló kept his position as 

head of the company.  When asked by 

Época Negócios magazine about the 

difference between leadership models, he 

answered: “regardless of the shareholder’s 

profile (family, multinational or diffuse), 

most important is to create trust”. The right 

way is “to be transparent, to anticipate facts 

and, if something bad happens, to be open 

and sincere”. 

In 2013, LR launched Youcom, a smaller 

store offering competitive prices and 

displaying a differentiated ambiance, 

focused on young consumers connected 

with fashion tendencies.   

 
Youcom store 
Source: Google images 

More recently, and under the guidance of 

José Galló, Renner’s model of management 

focuses on the optimisation of the sales 

process. The company fragmented its retail 

network to create groups of stores focused 

on clients with similar profiles, taking into 

consideration social and economic aspects, 

size, product mix and location. The initiative 

was intended to help improve the way 

products were offered to specific clients, 

since each unit now received its most-sold 

products, rather than the whole product 

mix. The initiative was a clear attempt to 

align operations with the wishes and 

expectations of stakeholders, from the 

point of view of value perception. 

Seeking protection from external factors 

such as currency (Brazilian Real) 

devaluation, Galló’s administration created 
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importation policies, opened an office in 

China and improved relationship with 

domestic suppliers. Internally, the 

management tried to modernise the 

interior of the stores and to reduce the time 

required for collections to arrive at the 

stores. 

In 2017, the company initiated its process of 

internationalisation opening a store in 

Uruguay. This was a very important step to 

test its business model outside Brazil. 

Some people believe, however, that these 

tactics were not necessarily new. Alberto 

Sarrentino, the CEO of Varese Retail 

Strategy, a retail-market consultancy 

agency, states: “It is more an exceptional 

case of flawless execution than a brilliant 

strategy”.  

Galló’s management model is regarded as 

conservative, because keeping track of the 

account balance is his main objective, 

although the impressive growth the 

company has experienced even in times of 

crisis hides this characteristic of his. 

Social responsibility is another subject 

addressed by the company. Relying on four 

pillars (reliable suppliers, ecologically 

efficient management, engagement of 

collaborators, communities and clients, and 

sustainable products and services) and 

focused on sustainability and responsible 

fashion, Lojas Renner ranked tenth in the 

Dow Jones Sustainability Index and was 

admitted as member of the FTSE4Good, 

issued by the English newspaper Financial 

Times and the London stock exchange. 

As an example of its sustainability-related 

initiatives, LR adopted in 2017 the concept 

of circular economy, turning more than 

three hundred and eighty tons of waste 

generated in the process of producing 

clothes into new products to be marketed. 

As for social responsibility, an important 

initiative conducted by Instituto Lojas 

Renner attempts to improve the 

participation of women in the textile 

production chain and to manage strategies 

for the engagement of the community and 

for social development. 

 
Culture of Responsibility 
Source: Lojas Renner website 

In its relationship with clients, Lojas Renner 

adopts the culture of enchantment as a 

major competitive differential. The 

company translates this vision into the 

objective of offering more than expected -

thus surprising clients - rather than simply 

satisfying through value perception. The 

company registered eight hundred and six 

thousand “enchantment stories” since 

1996. They describe real situations 

involving clients and collaborators, and 

every year the best stories are selected to 

be presented in special events organised by 

the company. 

In addition, LR’s stores offer “enchantment 

meters” to capture the clients’ impressions 

about their purchases. The company has 

also updated its e-commerce platform, 

streamlining its online purchase processes. 

Responsible 

fashion 
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Link to the video:  

Culture of enchantment 
Source: YouTube 

 

 
Client satisfaction Indicator: “Enchantment meter” 
Source: Annual Report published in 2017 

For LR’s management, however, strategies 

around “enchantment” reach beyond 

clients. The company’s collaborators are 

stimulated to pursue the development of 

their careers and encouraged to act as 

protagonists in their own jobs. “The one 

who Enchants is Enchanted” is the motto of 

Lojas Renner’s people management 

division. 

Renner has, in general, been able to bring 

enchantment to all kinds of public they deal 

with, adopting strategies that reach 

shareholders and partner suppliers as well. 

Decision-making is based on collaboration 

with and respect for society and the 

environment;  a concrete example of value 

distributed by the company to its 

stakeholders. 

The results of all LR’s managerial strategies 

and tactics include an increase in market 

share and improvements in performance, 

even in times of economic recession. For 

more than one decade its profits have 

grown yearly. In 2017, the company’s net 

income reached R$6.6 billion, a 15.4% 

growth when compared to 2016.  

Net profit, on the other hand, reached 

R$732.7 million, a huge (17.2%) increase in 

an economy still undergoing recuperation.  

Evolution of net profit and margin 
Source: Annual Report published in 2017 

LR reached the 11th position in the 2017 

Interbrand ranking of Brazil’s most valued 

retail businesses. The 2018 Best & Biggest  

ranking published by Exame magazine 

elected LR as the Company of the Year.  

 

Prize Award – August 30 – Company of the Year – Exame 
magazine 
Source: Google images, 2018. 

The differentiated managerial practices LR 

put into practice had also a positive impact 

on the value of its shares.  They rank now 

among the most liquid in the segment of 

retail companies. About 87.1 million 

Brazilian Reals are negotiated daily in the 

stock exchange and last year the growth 

was considered as virtuous. 

Level of 

Satisfaction of 

Clients 

Enchantment 

Meter 

Very satisfied = 

68.0% 

Dissatisfied = 

3.6% 

Satisfied = 28.4% 

Gross Profit and 

Gross Margin of 

Merchandise 

Sales 

 

Gross Profit(R$ 

MM) 

Gross Margin (%) 



   

Professor Fabian Salum 

Material prepared by professor | 6 | 

Evolution of LR shares’ value at BOVESPA – B3 (Brasil, Bolsa, 
Balcão) 
Source: Annual Report published in 2017 

Galló will leave the company’s presidency in 

2019. LR will then face the challenge of 

maintaining, under a new and undisclosed 

leadership, the outstanding performance 

delivered over the last years.    
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