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18389 - Angelo Zegna -
starts a small textile
business

- .. 2 4% launched the brand and founded
e U the Woolmill in Trivero.
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His dream: create and produce the best fabrics in the world

The importance of selecting the best raw materials directly
from the markets of origin:



Australia - Superfine wool

China - cashmere and silk

South Africa - mohair

Peru - Vicuna and Alpaca
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1960’s Aldo and Angelo Zegna

e Vertical integration of the process

e Ready to wear men’s collection

e Internationalization of production _ Aldo zegna
and markets 8= 7~

Angelo Zegha
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4TH GENERATION

ALDO ZEGNA ANGELO ZEGNA "
b,'

LAURA ZEGNA ELISABETTA ZEGNA

RENATA ZEGNA ERMENEGILDO ZEGNA

PAOLO ZEGNA ANNA ZEGNA

ANDREA ZEGNA BENEDETTA ZEGNA
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= Different product lines = Retail development
e Brand Extension e Emerging Markets

e Product customization - Ladies pret a porter: AGNONA



e [talian style
e Contemporary

e Precious &
exclusive
materials

e Timeless
elegance

e |ejsure time

e Sporty Elegance
e Technical performance

e High quality materials



e Modern fashion

e Urban

Zegna e Sexy & cool

e Branded “object” of desire

Zegna



Made to Measure

Suits; Shirts; Ties; Shoes

4 weeks delivery in every
Zegna store around the
world




2004

TOTAL 408
TOTAL DOS 167
- of which boutiques 143
- of which outlets 24
FRANCHISING 202
DFS 39

2005

Forecast

478

196
171
25

236
46




Opening

1991
1991
1992
1997
1998

China
Mexico
Turkey
Brazil

Russia

2004

1%
2%
1%
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Sharmoon-EZ Garment
Joint Venture

From 2003 Zegnha is also
present as an insider
through a Joint Venture
(Sharmoon EZ Garments),
with chinese partners Iin
Wenzhou, to produce high
end menswear for the
chinese market, with the
Sharmoon brand to be sold
IN monobranded stores.




EMERGING MARKETS




A new luxury
market

In the last 5 years the
luxury market in Russia
has increased three
folds reaching 600
million euro of which 65
% corresponds to italian
luxury export to Russia

KEY SUCCESS
FACTORS

Ermenegildo Zegna’s
historical and cultural
background
Ermenegildo Zegnha was
already known in
Germany and in the US

Ermenegildo Zegna’s
brand is a symbol of class,
elegance and luxury



BRAND STRATEGY IN EASTERN EUROPE

Develop a retall system to be present in all

_ major C|t|es
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~ Ladies pret a porter

A brand that for 50 years has been
assoclated with
LUXURY and EXCLUSIVITY




usive couture

EX

e Luxury ladieswear
e Selective distribution
e Finest raw materials:

v’ Vicuna
v Cashmere

v’ Baby Alpaca




Ermenegildo Zegna

Retall Marketing

The BRAND VALUE
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FOREWORD
Our Mission

Ermenegildo Zegna

“We create, produce and distribute the

FINEST menswear Ready-to-Wear and
offer the BEST service to our customers
led by the “MADE IN ZEGNA” concept.”
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FOREWORD
Brand Values

Product @ "
Durability o o alile
Exclusivity, o Fabric
RaW o

material Total
Service

°Discipline

Specialized
Talents o Verticalization
Personalization Innovation

Family o o Northern

Italianity

Store design

o Reliable
0

Social
Responsibility

Stile di Vita o

Refined

Taste o
History
Environmentalism o o

ltalian
Heritage

Corporate
dynamism

(W N Modernity
ontemporarity;

°SOIidity o

o Authenticity WEB Experience

Ermenegildo Zegna

Seduction o O
Comfort o

New

Elegance o

Overall °Fashion
sexyness consciousness
Shoes &
o accessories

Celebrity dressing

o

Research
on fabric

o

Metrosexual

approach
N ew O innovative
Masculine

Elegance o

Urban
look

o

Fragrance



FOREWORD

Global guidelines with local Ermenegildo Zegna

accountabilit

Local Bl
Market

Customer
Knowledge Is
oy definition
ocally based

-;'H_"_'-‘ ' . T
T A= Clients e

[
S e ——

This document is confidential and was prepared by Ermenegildo Zegna Marketing Dpt. only for the company internal use. It's not possible to berelied on by any others parties without Ermenegildo



Ermenegildo Zegna

Retall Marketing

WHY THE CRM?
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FROM “TRANSACTION" TO “RELATIONSHIP”
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REtention Up-selling
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THE CUSTOMER
RELATIONSHIP MARKETING

Ermenegildo Zegna

CRM aims to create a long lasting one
to one relationship with your
customers thanks to the
understanding of their needs and
preferences.

This relationship creates value both
for the customer and the company.
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THE CUSTOMER AS AN ASSET

Ermenegildo Zegna

THE KEY TO SUCCESS ARE:
Collecting customer’s data whenever and
however you get in touch with them

Creating a database to manage and contact your
customers

“Offer the whole company” to the customer to
create a faithful and long lasting relationship
with h|m
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PROFITABLE CUSTOMERS

Ermenegildo Zegna

You don't need to loyalize every customer,
but you should choose the most profitable
ones.

If you are able to segment your customers
according to their value, you are also able
to increase your “CUSTOMER
RETENTION" rate.
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