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Our Mission
Sustainable value
creation for the Client
and for our Group,
ensuring unique and
effective professional
solutions regarding top
management
consultancy,
professional continual
updating and research,
leveraging the Italian
and European culture in
this age of acceleration,
global competition and
discontinuity

TEH Ambrosetti Global
Fashion Unit mission is
to support fashion
companies around the
world in the design and
implementation of their
strategies and strategic
projects leveraging on
our deep understanding
and knowledge of Italian
management best
practices and the
fashion competitive
landscape.
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A Established in 1965, The Ambrosetti Group , is an highly reputed
think thank and advisory firm with seven offices in Italy and fourteen
between offices and partnerships around the world

A About 200 people full time senior professionals with specialized
business skills and expertise and a strong attitude in operating in
teams
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GFU: A Unique Set of Competencies and Experience T"f“"l‘;‘“"“"“‘.'“s‘*
mbrosetti
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FASHION

UNIT A Focus ontextile, fashion, luxury and lifestyle
industries

A ltalian Centric but with a strong global reach:
Aworldwi se osenior advisors and global network of
exclusive partners

A Consulting and Managerial Experiences

A Anintegrated portfolio of skills and competencies
\/' From strategy design to implementation
\/" From supply chain to branding and omnichannel distribution
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Informed, more autonomous and experimental, in
search of quality,
authenticity and immediacy

Fast reshaping distribution and communication now
converging on Omni-Channel strategies

Chall enging conventional
sophistication and fragmenting the consumer base.
Innovative business modelling

Product development, production, services and
distribution in search for a new integrated global
supply chain efficiency

New ventures are trying to overcome major
criticalities of current fashion environment: huge
stocks, request for more transparency in prices,

sustainability of supply chains
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A set up of new business models/ new projects
A Comprehension of scenario, trends, technologies and competition
A Definition of business model pillars (positioning, product offer, communication guidelines,
. channel strategy, enabling technology)
A Competences needed and revision of current organization
A Coordination in start-up phase

A Brand development advisory
A Brand concept & international positioning
A Key competences and networking

A Product development and production platforms Set -up and optimization
A Global Supply Chain modelling & Strategic Merchandising
A Product development and production optimization: Italian Cell organization
A Suppliers and partners portfolio development

A Distribution strategies and international development
A Distribution model, retail concept dev.
A Retail management guidelines & KPIs
A Retail Development and partner search
A Omnichannel strategies development

A Implementation tuning - monitoring




The European House

Ambrosetti




JUSt Some Of Our many Cllents L The European House

Ambrosetti
i BOTTEGA VENETA GUGgCI TRUSSARDI @ﬁ%&;?*
yackling
Ermenegildo Zegna DIESEL

<
m>muw
rZm-=-

VALENTINO  MONCLER  pariy K -
) 24 '
VERSACE — = * IN::;II::::WE GUESS
KERING O\/S

st Lo oyt

€ not only brands Dbut al so al on

canclini . , lineapiil ERDOS
TESSUTI PER CAMICERIA 1_31&;111{3}'11 e Nardi T 5 5 5
] ren e LINEAPIU
* %tah/}a o
,[ —_— vy GROUP
ROG | RROICITESSUT ¢ o wy o
eiels . AUION BotTto
,%f%r?yh t_% (),f vocede /;;/ L L_ 22 Eoo& mwo‘.f.qrrogsmcs 1911 15



The European House
I I Ng LI B | p L]
Ambrosetti

\i BOTTEGA VENETA CELINE  VALENTINO Ermenegildo Zegna GUCCI
B K} % ®

TRUSSARDI MONCLER FRETTE fa(mwm?mua‘ PINKO Iﬁoﬁ"'”__

J)|2Y3]  Baldinini

e PPR CK W* GUESS Fi%l 5&)/] 4 ‘ah\uno CAFeN®IR

yacklng

& P O\/S UNITED COLORS
S X PIAZZA SEMPIONE L SERETEat:
BALLY BURBERRY COCCINELLE Mlmg 0

brosway

St -
canclini RED 2

;?ﬂ ' RIDICITESSUTI

I-\rEr.__

lineapit E RHDQ 5?

RN

LINEAPIL

"7 Daahho :
o q Sumltomo
Corporation

— :.%f%vh t_%c—i;??(/ﬁ‘ /;e/
LotoniroSHhns Luini Botta

£ WOOL INNOVATION SINCE 1811

16


http://images.google.it/imgres?imgurl=http://www.ideabiella.it/logo/reda.jpg&imgrefurl=http://www.ideabiella.it/ditte/reda.htm&h=72&w=250&sz=4&hl=it&start=1&tbnid=sMzt7VbemXuRhM:&tbnh=32&tbnw=111&prev=/images?q=reda+vallemosso&svnum=10&hl=it&lr=&rls=SUNA,SUNA:2005-46,SUNA:it

Some projects we made... (1/5)

Creating a new multi

-brand platform
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ACCESSORIES

p
. Brand rand ew platform leather access. (L.A.) L.A.

1. Product developmentre  -engineered E e >« Brendewr ) - =
L (eg 1 Deve|0pment tlmellne) a?;'!:éa’:e >tyledeveupment> r;::arrlzh > Prototyping >ﬁ&;‘:zi{:g:ﬂg>ﬁ;22§jﬂ?{:§ Pr;)ifnuiﬁtgion
p

. . ~ Timing
2. Production benchmark with | eadersd best praes
L (eg. 2 Timing production) are TOBE LT Avprototype
All leather goods 5 prot. / week 25 prot. / week 5 days
3. New organizational chart Shoes ) 70/80 pairs /day  150/170 pairs / day 4 days
Belts p) Ca, 50K pairs / yr Ca. 100K pairs / yr
4, Relocating to a better performing site
(eg. 3 evaluating Italian locations)
5. Planning economic impacts
6. Project managing step by step
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Collection Fabric . Production & Technical data Production
architecture >ty|e deveupment> research > Prototyping >samples planning > management timing
AS IS TO BE L.T. Avg prototype
All leather goods > 5 prot. / week 25 prot. / week 5 days
Shoes > 70/80 pairs | day 150/170 pairs [ day 4 days

Ca, 50K pairs / yr Ca, 100K pairs / yr
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«Reshoring» production from China to Italy SHOES & BAGS

1. Mapping the Italian Supply Chain and Suppliers Network

2. Benchmarking study of a selected panel of main Top Players and
direct Competitors

3. Rethinking and defining the new future strategy of the Group for the I \4
current AMade in Chinao producti on ‘ ‘

4, Benchmarking Italian suppliers by product typology: shoes (sneakers & | | §
drivers); bags (large & small leather good)

5. Planning & timing: fiReshoringo to Italy step Db step

6. Designing the future Group Operations & Supply Chain model,

implementation plan and organization

NEW PLATFORM SUPPLIERS COST (A vs actual)
Category Models Actual cost € Supplier I Supplier I Supplier I Supplier I Supplier

LLG 1 113,54 20% 15%

LLG 2 101,37 24% 15% 21% 14%

LLG 3 64,13 25% 15%

LLG 4 114,69 34% 15%

LLG 5 79,34 32% 15%

LLG 6 91,31 26%

LLG 7 98,13 21% 20%

LLG 8 101,23 15%
TOTAL / Weighted average i 27,1% 15,0% 21,8% 18,3%
Final price change adopted 27,0% 15,5%* 20,0% 16%*
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NEW PLATFORM SUPPLIERS COST (A vs actual)

Supplier I Supplier I Supplier I Supplier

-

LLG 1 113,54 20% 15%

LLG 2 101,37 24% 15% 21% 14%

LLG 3 64,13 25% 15%

LLG 4 114,69 34% 15%

LLG 5 79,34 32% 15%

LLG 6 91,31 26%

LLG 7 98,13 21% 20%

LLG 8 101,23 15%
TOTAL / Weighted average 27,1% 15,0% 21,8% 18,3%
Final price change adopted 27,0% 15,5%* 20,0% 16%*
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Italian leather goods suppliers mapping

1. Analyzed Italian market by segment, region, product
category (more than 7000 laboratories scrutinized,
potential partners interviewed)

2. Study and comparison  of the structure of key selected

competitorso Supp l(iycludihg iaformationn | Iy

about their key suppliers, highlighting best practices) e )
3. Key competitors short / medium term investment

strategy
4. Identification of drivers and main threats (which ones

may weaken the capacity and quality of the sector)

5. Simulating the scenario of the Italian leather goods
market in 2020  (forecast supply of production capacity
based on the expected dynamics of the force and the
evolution of the luxury leather goods market)

6. Analysis of sourcing models of each Groupds |l uxury
brands
7. Recommendations on areas of intervention for each

brand (at Group level and suggesting institutions to secure
production capacity while maintaining flexibility, improving
efficiency and innovation and strengthening relationship with
key suppliers)
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