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THE MOST
EXCITING
TIME IN FASHION
EVER IS

RIGHT NOW
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MASSIVE OPPORTUNITY
FOR PREMIUM/AFFORDABLE
LUXURY FASHION

GLOBAL HIGH- e s s
INCOME 11t
POPULATION PE8F >100% SRR PEGS
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A NEW & O
CONSUMER o
EMERGES

B3Y 2030, GEN Z WILL MAKE
UP THE LARGEST CONSUMER
SEGMENT WORLDWIDE
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YOUNG WEALTHY CONSUMERS VALUE
SOMETHING CRAFTED, UNIQUE,
SUSTAINABLE, AND EXPERIENTIAL

THE NEED
Is constant connectivity

THE EXPECTATION
M Z a is seamless experience
THE CONSEQUENCE

is to deliver continuous
value & feeling

MILLENNIALS (Y) GEN 2 GEN ALPHA THE RESPONSIBILITY

Digital Multiple Seamless is to do it transparently
reality realities realities & sustainably
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THE IMPORTANCE OF EXPERIENCE

~ 809% OF
MILLENNIALS
PHYSICAL, VALUE
TANGIBLE, & CURATED EXPERIENCES
SENSORY & PUBLIC OVER OWNING

MATERIAL THINGS

VIRTUAL,
MOBILE
CONNECTED

PERSONAL,
EMOTIONAL,

& AUTHENTIC
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HAS
BECOME A KEY
SUCCESS FACTOR

OF CONSUMERS WOULD

BOYCOTT BRANDS BASED ON THEIR
STANCE ON CONTROVERSIAL ISSUES




A SUSTAINABLE
FUTURE IS
ESSENTIAL

NO PLANET
NO FASHION!!!
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MAJORITY OF
CONSUMERS ARE
OPEN TO NEW
CONCEPTS WITH
REGARDS TO
CIRCULARITY



A MOBILE
FIRST
APPROACH
IS CRUCIAL

- XPERIENCES DELIVERED BY
DIGITALLY NATIVE BRANDS
HAVE REWIRED CONSUMER
- XPECTATIONS
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THE ENTIRE VALUE CHAIN

FROM FROM FROM
SUPPLY-DRIVEN SIGNIFICANT PHYSICAL
DEMAND WASTE PRODUCTS

TO

DEMAND- REDUCED VIRTUAL
DRIVEN WASTE PRODUCTS
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DIGITAL REVOLUTIONIZES

THE ENTIRE VALUE CHAIN
DIGITAL REVOLUTION IN LEVERAGED
BY THE POWER
OF DATA -
MORE PRECISE,
DIGITAL REVOLUTION IN QUICKER,
SMARTER

DIGITAL REVOLUTION IN
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AND A
NO LONGER

GUARANTEE THE
VALUE OF BRANDS




THE
NEW LEGACY




WHAT HAS
BROUGHT A
COMPANY
WHERE IT IS
TODAY, IS NOT
WHAT IT WILL
BRINGITTO IN
THE FUTURE
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A NEW SOURCE OF
COMPETITIVENESS

PAST NOW FUTURE

AGE OF AGE OF MARKETING AGE OF DATA
PRODUCTION & SALES & LEARNING



WHERE
ARE WE AT
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DNA OF SUCCESS & STYLE,

PIONEERS IN FASHION

1972

Holy
Brothers
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Enter
USA

RIONN)
Women

Nellilgle’
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2 Brands

Personalities
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HIGH GLOBAL PREMIUM DIVERSIFIED STRONG
BRAND LIFESTYLE BUSINESS DISTRIBUTION ], R
AWARENESS POSITIONING MODEL NETWORK = F
MOTIVATED HEALTHY IN-HOUSE LEADING IN
TEAM FINANCIAL PRODUCTION SUSTAINABILITY
POSITION




YET, ARE WE
UNLOCKING THE
glIJ:LL POTENTIAL
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COMPETITIVE SIZES UNDERLINE POTENTIAL
FOR HUGO BOSS

FAST PERFORMANCE/ PREMIUM/AFFORDABLE LUXURY LUXURY
FASHION SPORTS
Uniglo HEM Inditex Under Puma Adidas Nike Guess HUGO Calvin Michael Tommy Ralph Levi's Tapestry V.F. Corp Moncler Prada Burberry Hermes Kering Richemont LVMH

Armour Boss Klein Kors Hilfiger Lauren



TO REALIZE THE FULL POTENTIAL

WE NEED TO...

ADDRESS
YOUNGER
CONSUMERS

to exploit the full
potential of our

brands.

INCREASE
BRAND
RELEVANCE

by creating
inspiring content
and emotional
storytelling.
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INVEST INTO
PRODUCT
OFFERING

by optimizing the
price-value

proposition.



THE TIME IS
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BECOME THE
PREMIUM TECH-
DRIVEN FASHION
PLATFORM
WORLDWIDE.

SION
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WE LOVE
FASHION,
WE CHANGE
FASHION

ISSION
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