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ITALIAN FOOTWEAR INDUSTRY - Steady turnover at 2023 closing

Slowdonw in turnover & export
in the first quarter of 2024

sector curbed suddenly, recording a contraction

in both exports (-9.7% in value, and -10.3% in
pairs) and turnover (-10.1%). This scenario emerged
from the last report by Centro Studi Confindustria
Moda for Assocalzaturifici, which also highlight-
ed a decline in the purchases of Italian households
(-1.6% in quantity, and -0.7% in spent.)
“The year 2023 was closed with a substantial stead-

I n the first quarter of 2024, the Italian footwear

| TAN
N

y
iness in turnover, 14.58 billion euro (+0.6% over
2022) and exports, although with less brilliant vol-
umes,” explains Giovanna Ceolini, president of Asso-
calzarifici; “At the beginning of 2024, the footwear
sector was still affected by the slowdown — started
in the second half of last year — which has now be-
come even more evident, with a strong reduction
in orders and production activities (the industrial
production index (ISTAT) in the first 3 months was
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-20.5%.) The usual survey among our associates
highlighted a drop in turnover for 68% of the sam-
ple, with a non-negligible part of associates (18%)
who reported a contraction even greater than -20%.
Furthermore, the entrepreneurs showed a certain
discouragement: only 11% confided in an improve-
ment of the situation in the second quarter which,
according to respondents’ predictions, is destined
to close with a drop in turnover around -7.4% on
April-June 2023. Over 80% foresee a swing no ear-
lier than 2025.”

As regards the exports (for which 85% of the na-
tional production is destined), the report showed
that 51.9 million pairs were sold in the first quarter
of 2024 (6 million less than the same months last
year), to 3.17 billion euro. After a steady January (at
least in terms of value: +1.4%), the trend worsened
in February (-6.2%), until a collapse in orders (-20%),
both in value and pairs, in March.

The analysis by product showed declines, in both
quantities and value, for all the sectors. In particular,
the leather upper footwear segment — the main one,
with an incidence of 65% on foreign sales in value —
showed a drop of -8.6% in volume, with -7% in value
over the first 3 months 2023.

Among the destinations, as already in 2023, the Eu-
ropean Union markets featured unfavourable trends
(-4.1% in value) compared to the non-EU ones (over-
all dropped by -15%.)

w

In the EU, France and Spain, despite losing in quan-
tity, grew in value (+1.7% and +8.5%, respectively
over the first quarter 2023). France, whose figures
also include the return flows of the productions car-
ried out in Italy by the French luxury brands’ third
parties, proved to be in the first place among the
destinations, both in value and volumes (down by
-4.3%). Exports to Germany declined by over -10%,
while those to Belgium declined by -20% in value
and -37.6% in quantity.

Outside the EU, a further halving (-53.4%, with a
-36.7% in volume) of the direct flows to Switzerland
- the traditional logistical-distributive hub of the big
fashion brands — stood out, resulting in the fourth
place of destinations in value for the country. Much
of the transit in Swiss hubs was replaced by direct
shipments to the final markets. The export growth
in value towards the Far East (+4.3%) and the Middle
East (+14.1%) — where the brands’ presence is tra-
ditionally strong, resulting in an increase compared
to 2023 for such unique macro-areas — is to be read
also considering such dynamics. In particular, the
Far East showed good results for China (+10.8%
in value and +17.8% in quantity) and Hong Kong
(+26% in value and +4.9% in volume, although quite
distant from the 2019 pre-Covid pairs.) Japan held
(-0.9%, with a +3.1% in quantity), while South Korea
recorded sharp declines (in the order of -30%.)

In the Middle East, the Arab Emirates grew by
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+34.4% in value, despite losing -4.5% in volume.
On the American continent, both the United States
(-8.8%) and Canada (-7.2%) featured similar reduc-
tions in value. The United Kingdom recorded nega-
tive performances (-6.1% in value), as well.
Regarding the countries of the former Soviet bloc,
there was a drop in sales in Russia (-22.4% in value
and -17.8% in pairs), while Ukraine recovered in val-
ue (+21%), but against a backward of -11% in vol-
ume. Continued instead, the Kazakhstan favourable
trends (+4.8% in value and +12.2% in quantity.)
With rare exceptions, the data relating to the ex-
ports of footwear and parts by region had negative
signs for all the main areas. In the analysis of such
figures, however, the distortions related to the pos-
sible discrepancy between the Province/Region of
production and that of shipping should be consid-
ered. In the first quarter, only Emilia-Romagna and
Piedmont showed a positive trend. In both cases,
though, both +0.3% of the first (due to the exploit
of Piacenza, which doubled the flows compared to
January-March 2023, +100.7%) and the steadier
+23.9% of the second (obtained thanks to +57.2%
of Novara and +23.7% of Vercelli) were linked to the
presence on the territory, as anticipated, of relevant
logistical settlements that ship abroad goods pro-
duced elsewhere.

The decline in exports from Lombardy (-10.8% over
the first 3 months 2023) were in line with the nation-

al average. The region leads the ranking, followed
by Veneto (-14.8%, which alone covered 40% of the
flows to France, down by -6.9%, but still the first re-
gional destination), and Tuscany (-19.7%, which re-
corded a collapse of -82% of the direct flows to Swit-
zerland.) In fourth place the Marche region (-8.9%
overall, with -7.7% in Fermo, -5% in Macerata, and a
heavier decline in Ascoli Piceno, which lost -21.7%).
Puglia (seventh) and Campania (eighth) also showed
decreases, although quite limited (-5.9% and -2.9%,
respectively.)

Finally, regarding the company demography, on
late March the number of active businesses in Ita-
ly dropped by 3,490 units (with a negative balance
of -74 units, including industry and craft business-
es, compared with December 2023, equal to -2.1%),
along with a drop in employees by -0.8%.
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Italian men’s fashion in 2023-2024

Tiesreappear and leather
clothing falls down

an increase of +4.7%, featuring a smaller vari-
ation compared to the one recorded in recent
years. The turnover of Italian menswear has in fact
reached 11.9 billion euro.
As far as the individual micro-sectors are concerned,
all of them closed 2023 with positive changes, with

Italian men’s fashion closed the year 2023 with

the exception of leather clothing, which recorded a
decline by -0.6%. Ties grew the most, up by +7.6%,
followed by shirts (+7.4%).

The value of production (net of the imported prod-
uct marketing) closed 2023 with growth of +3.3%.
With reference to foreign country trade, exports
have maintained their leading role for Italian men’s

2023-2024 5 B K FI B3
PiEEA. R TiE

BAFIBERRIFEITIWAE2023FERNEWTRAT
—MATRRIEK, BIRLLERMICRAALL, BKEME
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BN EATE, BT RERKSN, 2023
FERNATARANMEIMARE (L, MEARGUHMRA
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7.6%, HOR BRI 12 HKA (BKT7.4%) o

BARFBR2023F2F M E (FBREAMAH
B) 18K 7T3.3%.
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CARRLBE AL (HE822.2%) : EHEITHRRZMHEE
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ITALIAN MEN'S FASHION INDUSTRY (2018-2023)

(Millions of euro)

9

‘ plo]t:] ‘ 2019 ‘ ploplo] | 2021 ‘ 2022 2023
Turnover 9,516 10,147 8,169 9,410 1,316 1,852
Change % 6.6 -19.5 15.2 203 4.7
Value of production 4,648 4,681 3,686 4,363 4,729 4,883
Change % 0.7 -21.3 18.4 84 33
Exports 6,396 7,029 5,858 6,641 8,286 8,830
Change % 9.9 -16.7 13.4 24.8 6.6
Imports 4,294 4,631 3,699 3,994 5,763 5,632
Change % 7.8 -20.1 8.0 443 -2.3
Trade balance 2,102 2,398 2,160 2,647 2,523 3,198
Final consumption 6,556 6,285 4,395 5,363 5,878 5,899
Change % -4.1 -30.1 22.0 9.6 0.4

Structural indicators (%)

Export/Turnover 67.2 69.3 7.7 70.6 73.2 74.5

fashion, accounting for 74.5% of turnover. On an
annual basis, sector exports recorded a positive
change of +6.6%, exceeding 8.8 billion euro. On
the other hand, imports recorded a turnover of ap-
proximately 5.6 billion euro, down by -2.3%. The
trade balance closed with a surplus of 3.2 billion
euro, with a timid growth (+0.4%) of purchases
made by Italian households.

Clothing accounted for 55.4% of men’s fashion sell-
out, making it the predominant sector, followed by

knitwear with a share of 26.1%. Shirts represented
16.5% of the men’s fashion market; smaller shares
were recorded for ties (1.2%) and leather clothing
(0.8%.)

The distribution chains, whose incidence reached
47.4% (+1.0 compared to the corresponding peri-
od 2022-23,-1.1% in value), held the men’s fashion
domestic market. The Large-scale retail trade, with
a decline of -2.9%, remains in second place (22.2%
share); among its channels, the food one has fallen

)
C
S
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Source: Sistema Moda
Italia based on ISTAT,
Sita Ricerche

and Internal Research.

TBE7.5%E, HETHRE7.8%. S E%72022
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EIERR BRI BN EE51.8%, RES F—F AL T%
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(5EE9.3%) , B EBZ BIFARENASHIEZ M, 25 H I
0.4%F13.0% 1t . M#E2023F R, Btz HEI M
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HHNELEHI T MK (+28.8%) .
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ITALIAN MEN’S FASHION: STRUCTURE AND PERFORMANCE OF INDIVIDUAL SECTORS, 2023

The composition of turnover
(% share of total)

11% 2-6%

52.7%
Outerwear B Ties
] Outer knitwear B Leather clothing
M Shirts

the most (-10.6%). Independent retail kept slowing
down, falling to 17.8% against a decrease of -7.5%.
Online retail, too, after the growth of +7.1% record-
ed in 2022, returned to negative territory declining
by -4.6%; this translates into a share of 8.7%. In
the period under review, street vendors and out-
lets, which each hold approximately 1.7% of Italian
men’s fashion sales, were affected by a negative
trend: the former lost -9.1%, while the latter -4.7%.

Performance on foreign markets in 2023

ISTAT data shows that exports relating to the peri-
od January-December 2023 recorded an increase
of +6.5% compared to 2022, for a total of approx-
imately 9.5 billion euro, while imports recorded a
-2.6%, falling to 6.9 billion euro.

Both the EU and non-EU regions grew, by +7.2%
and +6.0%, respectively. The EU market covers

Turnover trends
(Var. % 2023/22)
Total
Leather clothing I
Ties
K]
Shirts 8
3
g
Outer knitwear g
Outwear g
3
T T T VD’
-3 0 3 6 9

45.7% of the sector’s total exports, while the non-
EU one was the largest “buyer”, absorbing 54.3%.
Similarly, in the case of imports, 48.2% of men’s
fashion came from the EU, while non-EU delivered
51.8%, despite recording a loss of -13.8% com-
pared to the previous year.

Purchases from France reached 1.2 billion euro
(+16.8%), equal to 12.2% of sector exports, fol-
lowed by Germany (10.3%), and the United States
(with a share of 9.3%), both featuring a positive dy-
namic of +0.4% and +3.0%, respectively. In 2023,
Switzerland slipped to fourth place following a neg-
ative change of -26.5%, representing then 7.7% of
foreign sales. China, growing by +13.9%, reached
647 million euro (6.8% of the total); at the same
time, in the 11th position, Hong Kong showed a
double-digit increase in purchases (+28.8%).
Spain, in sixth position, recorded an increase of

PP FHE BN, EIEN.9%; HIXRERE, R
BWGET 3.4%, HIEEEHNEFHE (+18.1%) F1IAK
(+19.8%) o HEZITA HE OZR3. 3% =N TR T
1.5%.
BE, K2 (+21.2%) « B8 (+44.0%) « B F
(+0.7%) FPTH{HELEHEKE (+45.3%) MHAHE
MARMEIEK
MHEOFEmMES, 2023F1HE12H8E, FETE
WNBCREAFBLNENEAHNE, RELIT
BT (-25.0%) , B#HOSLERA2.2%. AR
EE_NZMNEOEINT22.1%0 RigKER; KiE
HEEMZZEE, ik, EEKERF51%.
AT, >k B HPE & IH E A O $R S M

BYREGEARORRZ (8KT18.2%) UREHZH
FIRER ML RN O BIER TS E (20.5%)
HIRELNNBIRIIEKT19.2%, FEHFNZEHE
YESF, HKIBEBRN3.2%.

MESNTIZHNEERRE, BRMFARIEOD 5
TFE2.3%704.8%. 52Kk, SEH#HOEKT4.2%,
St ER B BRI AT 12 BB 35K T 5.1%F19.9%

2024 RN RBERA

2024 RIM D AMRE R, A BREOLEH
B, #ONRAEBEES . RESAFERSI
RISTATRFT A HRHEE, |AE2RMETIHAEK
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+9.9%, followed by the United Kingdom, albeit with
a contraction of -3.4%, then South Korea (+18.1%),
and Japan (+19.8%). The Netherlands, accounting
for 3.3% of sector exports, lost -1.5%.

Finally, significant growth in exports was record-
ed for Poland (increasing by +21.2%); Russia
(+44.0%); Austria (+0.7%); and the United Arab
Emirates (+45.3 %.)

In relation to imports, in the period January-De-
cember 2023, China proved to be the top supplier
of men’s fashion with an incidence of 12.2%, de-
spite experiencing a notable decrease (-25.0%).
Bangladesh — which remained in second position —
also recorded a negative trend of -22.1%, followed
by France which, on the contrary, showed growth
of +15.1%.

The import data from China and Bangladesh must
however be cross-referenced with that of the Neth-
erlands, the traditional port of entry for Asian
goods, which recorded an increase of +18.2%, as
well as with that of Belgium, also featuring a posi-
tive dynamic (+20.5%). Romania, in fifth place, in-
creased by +19.2%, followed by Spain which limit-
ed growth to +3.2%.

In the case of supplies from abroad, imports of
men’s clothing and knitwear fell by -2.3% and
-4.8%, respectively. On the contrary, the import
of ties showed an increase of +4.2%, while leather
clothing and shirts grew by +5.1% and +9.9%.

Men’s fashion in the first months of 2024
In the first two months of 2024, Italian men’s fash-
ion saw exports grow, while imports showed a

9

slowdown. Based on the latest ISTAT data recently
released, the two-month period January-February,
saw the sector exports increasing by +13.0%, for
a total of approximately 1.8 million euro, while im-
ports lost -13.3 %, dropping to just over 1 million
euro.

With reference to commercial outlets, both the EU
and non-EU regions remained positive for men'’s
fashion, growing by +5.8% and +19.6%, respective-
ly. The EU market covers 44.6% of the sector’s to-
tal exports, while the non-EU market is the largest
“buyer”, absorbing 55.4%.

In the period under review, the first destination
for made in Italy menswear was France, which
achieved growth of +15.3%, followed by Germany,
+0.2%, and the United States, +7.9%. China was in
fourth place (+62.9%), Hong Kong, in ninth posi-
tion, performed well, too (+56.8%).

Regarding imports, 50.3% of men’s fashion enter-
ing the country came from the EU, while 49.7%
came from outside the EU. Both regions were in de-
cline; the community market closed January-Feb-
ruary 2024 with -2.8% and the non-EU one with
-21.8%. In the two-month period, with almost 20
million euro invoiced (-18.3%), China ranked first
among suppliers. Purchases from Bangladesh fell
by -39.5%. Among other suppliers, the only ones
to record a positive trend were Germany (+11.5%),
Spain (+7.3%), and Switzerland (+0.7%).

According to data by Sita Ricerca for SMI, the sell-
out of men’s fashion on the domestic market, in
the period January-February 2024, lost -2.3%.
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13.0%, HAFSITA180HKTT, it H TkE13.3%,
SHEERESFI00HK T,

MBURZME, BXEEMIERR BB X T 3R %y
BARFBRREF BB, 27A/151K5.8%H19.6%. BXEET™
HEZATWE OB S ER44.6%, MIERETIHRERA
B “ER”, R T HRI55.4%.

AEXNE#TRAESTHEAN, “BAFHE
BROFE-HOBMMEEE, SLH5.3%MEK.
HRZEE, /MEEK0.2%, Mk EEKENH7.9%
o« FEAMHREN (+62.9%) , EEMHtLERINHE

(+56.8%) , HEBZE o
KFHATE, #EARKHHHAIBRHS0.3%5kK

BERERHX, 49.7%5k BERERAIMEX o iXFE X X
BAFIM L OEEE TR 2024551 AE2FHAE4 R
Y, BR B35 T p%2.8%, IERR BRI IA NI BB KIRE T
BRR21.8%. £ AR ARERENR, HEHEEE LR
iX2000HRKTT (-18.3%) , FEH N FIR R HEBE—-
kB & INALE R O 8 KiE Tk T 39.5%. FEEfth
B, E—RERRERNEEE (+11.5%) « BT
(+7.3%) F¥L (+0.7%) »

iR#ESita Ricerca AR R FIfr A RZSMIRM IR Y5
18, 2024 F1HE2FHFE, RAFEA TS B
RIHEE TR T2.3%,
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Junior Fashion Made in Italy in 2023-2024

Non-EU region sales

are growing

in Italy featured a slowdown. The Junior fashion’'s

year closed with an increase of +0.7%, leading
the sectoral turnover to reach 3.2 billion euro.
However, the production value showed a decrease
by -0.6% compared to 2022, and domestic con-
sumption were down by -3.7% as well.
Exports featured a different trend instead, record-
ing a growth of +4.6%; sales abroad achieved just
over 1.5 billion euro. The average incidence of for-
eign sales was 47.8%. The sectoral imports, on the
other hand, recorded a -2.4%, with a total turnover
of about 2.7 billion euro.
The sector's commercial balance featured a deficit
for -1.124 million euro.
In 2023, the exports of new-born baby clothing
alone (for which the relevant customs voices - and
therefore the commercial flows with foreign coun-
tries — can be isolated) featured a decrease of -1.8%,
reaching approximately 156.8 million euro.
The EU and non -EU regions featured a dichoto-
mous trend; the former lost -11.5%, the latter grew
by +10.0% instead. Spain, France, and Switzerland,
the first three countries of destination for baby
fashion, all recorded double -digit drops: -16.0%,
-10.4%, and -41.4%, respectively. In fourth position,
The United States went against the trend (+64.5%),
followed by the United Kingdom and Germany,
both negative: the first by -3.4% and the second by

In 2023, the growth rate of Childrenswear Made

2023-2024% “BAFIHIE" Wi
RXBE LAMI X sHE IE 4K

FE20234F, “BWAFIHIE" ERIGIKE E IS M
o BOFIRRAX —FLERAEREKT0.7%, X—
PR EZI T E L EFR E 3212 Bk T
R, 520224 48EL , O E TR T0.MESR,
ERHEBRABAME, TRET3.7%.

EOTENERRRES, RAT—P4.6%HIEK,
LI B H E IR & T 15127t M AHENFE
RERNAT8%. ERBARMEHOARFT—12.4%HT
X, S2MAN27{LERTT.

ZATW B H AR ZIEIEE, #11.24 {Z.
20234, (RBJLARRAEO (AT SBE L #H TN
BRBNS, BIARRARMEIXNINEZE) B TRET

1.8 ESR, HABMAN.568{ZF T,
KRERANAERR BRI X 2 IH AR 2 1k BI—HhX TFF

11.5%, B ia&N1#EK10.0%. FIEF SEEFH X HE
BRI =AY LIRS O B A E B RG M AT B
TBEL: 437 7916.0%. 10.4%F041.4%. HE &L FEEIUHY
EETIHNFERRIILK (+64.5%) . HIEHFHNZ
REMEETE, HHIME: 51E TR3.4%, FET
F4.8%. SREA MK ERIILLE, BRTAIERE
IREZH BEHE, HRZMEKE, BREIEK

(+23.6%) . HEMIHMBETEREF, 1K T35.3%, M
FHEKTS.3%. HEHHIHE LRTHEEMT, T
BLTTESR.
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ITALIAN JUNIOR FASHION INDUSTRY (2018-2023*) 2
(Millions of euro) 9 LL
o X2
| oo8 | 209 | 200 | 20m | 20m2 | 202 QU o
Nl <[
Turnover 2,980 3,100 2,643 3,051 3,184 3,207 @) E
Change % 4.0 -14.7 15.5 43 0.7 L
Value of production 943 930 795 929 950 944
Change % -1.4 -14.5 16.8 2.2 -0.6
Exports 1,196 1,275 1,100 1,305 1,465 1,532
Change % 6.6 -13.7 18.6 12.2 4.6
Imports 1,974 2,117 1,780 1,977 2,720 2,656
Change % 7.2 -15.9 1.1 375 -2.4
Trade balance -771 -842 -679 -672 -1,255 -1,124
Final consumption 4,155 4,105 3,361 3,853 4,030 3,881
o, _ _ _ Source: Sistema Moda ltalia
Change % U2 ekl L A — based on ISTAT, Sita Ricerche
PR and Internal Research.
Structural indicators (%) (0 Jurior kit o fabric
Export/Turnover ‘ 40.1 ‘ 411 ‘ 416 ‘ 428 ‘ 46.0 ‘ 478 clothing 014 years, underwear
and accessories included

-4.8%. Like the United States, in strong contrast to
the general trend, was China, followed by the Unit-
ed Arab Emirates, which returned to grow (+23.6%).
Positive was the trend of both Poland (+35.3%) and
Hungary (+5.3%.)

Negative dynamic for Russia (-9.7%).

In 2023, the total amount of import reached 348.5
million euro, down -7.3%. Spain, with a positive var-
iation of +16.4% and an incidence of 24.4% import-
ed total, was in the first place among sector sup-
pliers, while China, against a decrease of -27.7%,
passed in second position, followed by Bangladesh,
which lost -28.4%. The flows from the Netherlands

recorded an increase of +37.2%, followed by France
with +19.9%. On the other hand, negative variations
were recorded for India (-21.6%); Turkey (-25.4%),
Germany (-4.0%); and Tunisia (-25.3%).

Domestic market

According to the surveys by Sita Ricerca on behalf
of SMI, the junior fashion sell-out fell by -3.7% in
value and -4.0% in volume. In term of spending,
from a product standpoint, the ‘little boy’ segment
lost -3.7%,; the ‘little girl’ one — structurally prepon-
derant — lost -2.8%; and finally the newborn one
featured the worst dynamic, falling by -6.1%.

1E2023F 3O 2L FH3.4851ZB T, ThET7.34
BOR. AIEFHIARREL, #K16.4%, GLEHEOE
SHMN24.4%, FZTUHNHENEFHRE—, MPE
MEIZITRET27.70ESR, LESE -, fFEEENZ
FINFIE, BRIEEIA28.4%. REFM =M ORERA
KT 37.2%, HREEE, HBKIEEIXEN9.9%. 5—
JE, ENEE (-21.6%) « T BH (-25.4%) « {BE (-4.0%)
BT (-25.3%) HEIMAEEE.

W7

¥R Sita Ricerca AR K FIRRRIAER SMIFEITH
BFESMT, EOFREAHEEDR TRETI7MELR, i
EHEBTRT 4.01MBESR. FFAlZM=mEa HExR

&5, ‘BE BHOTIINXETRTI7%, M EHES
VR “RE” BHRTHIHTRET2.8%, &iF, #E LA
TGP TREERRE, 76.1%-

X FRFI B 425 7202437, aiFm- N BRIt
HIRKH3.1%.

XEREHERANITOE T EDEHBREBEL
IR T L. HRESita RicercalyE A FfREE A RSMI
HAHNRTTER, EHERIABCEF —HERE, B
ek 57 E I T 5. 1% T F o

SETIHRE29.7 PN A BT E N HHEETE
SBIMENR. EN=% ‘F®EE HXITREILSH




Distribution structure
(S/S 2023 - F/W 2023-24)

(% of consumption in value)

Trend sell-out: by distribution channel
(S/S 2023 - A/W 2023-24)

(Var% trend of consumption in value)

i)
= U Total
8 — 0.6 60 0.5
Nt iJ Other channels  |-36.5 1.6 ‘
8)0 e Internet /Online Shop \ : ::Ol Retal |
(. opping malls
|_|<2 % Outlet /Stockist B Outlet /Stockist
Street vendors ] Other channels
Shopping malls Chains /Franchising
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B Internet /Online Shop
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Total Retail

The beginning of 2024 featured a negative trend as
well, showing a loss of -3.1% in the first two-month.
The sell-out analysis by channel highlighted an evo-
lution of consumer purchase choices with reference
to junior fashion. On the basis of the statistical sur-
veys by Sita Search for SMI, the chains proved to
be the first sales channel, even if in decline (-5.1%.)
The large-scale distribution, which covers 29.7% of
the market, lost overall -5.8%. All the 3 main “play-
ers” — department stores, large surfaces, and food
channel — featured negative performances; with a
share of 15.3%, department stores lost -5.5%; the
large surfaces, with a share of 11.0%, fell by -3.8%;
while the food channel (3.3% of the sell-out) suf-
fered a double-digit decline (-13.1%.)

The independent retail was the only one to score a
positive variation of +3.1%, thus reaching a share
of 12.6%.

The digital channel sell-out (6.0% of the market)
kept its positive trend, while e-commerce recorded
a double-digit contraction (-12.0%.) In the first two
months of 2024, exports remained negative with a

Source: Sistema Moda Italia on Sita Ricerca data

double-digit drop of -11.3%. The main markets high-
lighted conflicting trends: the Arab Emirates jumped
in first position thanks to a three-digit growth; fol-
lowed by the United States, which also featured an
important increase (+57.6%); Spain, on the other
hand, against a drop by -27.3%, fell to third posi-
tion. The other main countries of destination fea-
tured contractions, such as France (which lost
-19.0%) and the United Kingdom (down by -31.4%).
On the other hand, sales in Russia (+13.6%, with an
export share of 3.3%); Saudi Arabia (+81.0%, 3.0%
of sales); and Hong Kong (+193. 9%, 2.5% of ex-
ports) showed vivacious rhythms.

The import, for which 4 suppliers represent more
than 65% of sector imports, showed a negative sign
(-18.8%). Goods from Spain, the first supply market,
dropped by -11.4%. In second place, China featured
consistent decline (-23.4%) as well; while France
grew by +0.7%, ensuring an incidence of 10.7%.
The imports from Bangladesh recorded a decline
(-36.2%), while the Netherlands, traditional entry for
goods coming from Asia, recovered (+18.2%).

M KECHERE, SIREBES.3%BMBER, TES.5%
; REVEESENBEN.0%, THERT3.8%; MEGRE
B (BEAEE3.3%) MBS T A A TR (-13.1%) «
MUTEERME LM KNDERE, HKEHII%
, BTy 8 EFE12.6%.
HFRENHEESRENTAR6.0%, MIRFFIAR
B, mEFE S NUREMABN LS (-12.0%) .

HE2024F R RN EE, HOMLTRER
1, FEIN IR LFER. HAFTEHH2I S
BARATENES: A AKSEKEZE= (NG K
BRIESE— HRREE, RHERBAEHEK
(+57.6%) , T EaBEF W EIB—1M27.3%H Tk, BRESH
=fu. Hft T BHOBNMEREELHES, FlIA
(TFRE19.0%) FiZEE (TRE31.4%) o R, XATE

R IAHERIER: BBH (+13.6%, GRBLEOH
ERY3.3%) « DHFFRMA (+81.0%, HEHERMN3.0%)
EE (+193.9%, HIEEOMDEM2.5%) o

MmO ASEESNAK ((18.8%) , NUREE
RS EZTILHOGERI65% £ REHRE
—MHNE AT T INERETRET11.4%. fES
ZHAPEBEIRT KR TR (-23.4%) , fiAEUEKT
071MENR, #WRT10.7%MH A . REZMAE
Rt ORRIZITEE (-36.2%) , mMEZERBILIMNE
MEGAERFEZNIRE TIEK (+18.2%) .
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The spinning sector in Italy

Overall dechine
also in early 2024

ade in Italy spinning sector closed 2023
with a loss of ca. 357 million euro in
twelve months (-11.0%). Against this neg-

ative trend, the sector turnover reached in total 2.9
billion euro.

Wool spinning proved to be the predominant sector,
accounting for 82.3% of the overall turnover, while

cotton yarn covered 13.6%, followed by linen yarn
limited to 4.1%.

In relation to foreign trade, both inbound and out-
bound flows featured negative dynamics; exports
fell by -12.0%, to a total value of 868 million euro,
while imports lost -17.2%, reaching 938 million euro.
All segments showed a contraction in sales abroad,
with the exception of knitting yarns (+0.8%). Cot-
ton yarns recorded the greatest decline, equal to
-21.1%, followed by wool-blend yarns, with a loss
of -19.9% and carded wool yarns, which recorded
a -13.3%, Combed wool and linen yarns also per-
formed poorly, both down by -6.0%.

Imports were also negative, with the exception of
wool yarns which recorded +2.9%, and carded
yarns, +37.1%. The other types of yarns all record-
ed declines: cotton yarns were the wooden spoonist
(-34.1%,) followed by wool-blend and linen yarns,
which each recorded a decrease of ca. -20.2%. Final-
ly, the import of knitting yarns showed -9.7%.

As a result of import and export trends, in 2023, the
[talian spinning trade balance remained in a deficit
of 70 million euro. Negative trend also for the do-
mestic market which recorded a negative dynamic
of -14.0% in value.

The figures for the Italian spinning sector were still
negative in early 2024. The annual survey carried
out by SMI on a sample of companies associated
with the Federation and operating in the spinning

BARLD LT
2024F /L AL iET#

2023 45REY, “BMAHMGIE” HLTUAT K2
AR A R RKL3.57(ZBR 7T (-11.0%) » FEXFHAE
BENZET, ZTUREER R A2 TT.
EHRFRBNTHCETEHNESHA, SBAEE
W ERRI82.3%, MARLDE = mAa RN ENA13.6%, &
FRILFLE, (X54.1%.

ARSI EME, IR ABMREERZD T
REES: HATETI2Z0MESR, SE£8N8.68(Z
RX7T, et a0 TkE17.2%, £k F]9.381ZE TT.

BrEtRLbe (+0.8%) K750, FTALRIMEIMEE
BT WL RBRIBRA, #21.1%, HRZUER

g32b, BKIRH19.9%, HRELEIEN13.3%, BFHREL
FOIRLD X AR A, B THE6.0%.

it E IR AEK, EELLFIER LD A
Sh, MEEBIK2.9%HM37.1%. Hfth2b mFig I
TREE TR BEFAMRLDERIRHN34.1%, HIXR Ak

RGLDMILFRLD, BB TREL20.2%. &7, $A

DB OMTREL.7PED R

R OBRE MR, 2023F8AF HLISINE
ZHATF70005 R T =
mERTZEFDEIAEES, HEHHE TRET
140 B2 Ro

XFRAFMGLITIME, 2024FF N TFRE
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THE ITALIAN SPINNING INDUSTRY® (2020-2023)

(Millions of euro)

2020 2021 2022 2023

Turnover 2,020 | 2,600 | 3,243 | 2,886
sector indicated declines in turnover | <hange % 287 24.7 1o
but above all in production, which, in | value of production 1243 | 1,603 | 1993 | 1770
the first three months of 2024, had

[e)

a contraction of -5.7%. Foreign trade | Change % 289 243 11
was also challenging in the first quar- Exports 651 837 986 868
ter of 2024; in fact, declines in value
of both imports (-28.3%) and exports | Change % 28.6 17.8 -120
(-13.3%) were recorded. Imports 504 | 807 | 1134 | 938
As regards exports, wool-blend yarns
suffered the heaviest losses (-23.8%), | Change % 35.8 40.6 -17.2
followed by cottonj linen anq combgd Trade balance 57 3 148 70
wool yarns, all with negative varia-
tions (-10%). The declines for carded Apparent consumption 1187 1,572 2,140 1,841
wool yarns (-6.5%) ‘an.d knitting yarns Change % 35 361 140
(-3.5%) were more limited.
Negative dynamics also for imports, Structural indicators (%)
with the exception of knitting yarns, Export/Turnover 222 322 204 301

+21.3%. Limited loss for linen yarns
(-6.4%,) followed by carded wool yarns
(-13.7%). The other types, however, recorded heav-
ier contractions (cotton yarns -25.5%, wool-blend
yarns -30.2%, and combed wool yarns -39.6%.)

In the first three months of 2024, Hong Kong
proved to be the first destination for carded wool
yarns, with a share of 26.6%, following an increase
of +9.0% compared to January-March 2023. Stable
in second place despite a decline of

-15.2%, the United Kingdom covered 11.7% of the
sector’s total exports. Turkey remained in third posi-

tion, down by -4.1% followed by Croatia and Tunisia,
declining by -10.8% and -31.6%, respectively.

In the case of combed yarns, France was leading
with an incidence of 14.4% on the sector’s total ex-
ports and a growth of +9.7%. The second destina-
tion was Turkey, thanks to an increase of +12.5%. A
decrease of -17.8% was recorded for the export of
combed yarns to Romania. Lastly, sales destined to
Germany and Portugal recorded a decline of -17.1%
and -8.4%, respectively.

)
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Source: Sistema Moda
Italia based on ISTAT,
Sita Ricerche

and Internal Research.
(1) Wool, cotton and
linen yarns

Xif. BAFIRKARSMINEKE 2B RFIFMNEL
DTV EENEVHITHFERMFEESRER, 5F
FFEEUFLHITRE, BEETENZ~E TR, £
2024 FFIRI =P RAE PRI T5.7%. 20245 % —F
ERIXSNA St BT ¥ Xk, TR BOHE
EHAFHHI TR, 5517928.3%H13.3%.

HEHOTE, KERHDERKRTE (-23.8%)
, HRZARL TROFEREL LM, HHIAE
B (-10%) - EMFELLMERENEIR, 76.5%,
et R LD L MR NI 793.5%.

BREHRLD L IR 3%, AT HIAEEITS.

I RREZDE T #K6.4%, BE R RAAMFELDL(-13.7%). 24
i, KA mi TREEATE RBLDXETR25.5%,
HERGLTRES0.2%FBEREL TRES3.6%) -

FE2024FRI=P AN AR, FETIZEHE AR
SHHEOS—BH, S THEEODI26.6%, &K
2023F1-3AHAE#K.0%. KENAIBE (L, R
ETRETI15.2%EMME %X S EOH@NI.7%. -
BEMBIAMESE=A, /NMETHEA1%. RZHITFRE
HEFEEE, 273 TR10.8%F131.6%.

BEML RIS, ZELFIREHAL, H%~
KA ORBEI14.4%, FHLHILK.7%. HFIE
TOEMMELEH, BKT12.5%. m— 1 5ik17.8%
HIEkEE R T XS DRINBRLEA. K5, NEE
AT HIARHERS B TRE7.1%508.4%.

EERABAFINERHGDENE—MHOBR
i, REBEIRWOIZAUR1S.5% MO 8. T BHEMR S
TEFEERE: #1E THE32.0%, FETHK36.2%. < T1&
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ITALIAN SPINNING INDUSTRY FOREIGN TRADE IN 2023: ANALYSIS BY SECTOR

Balance
Mill. Euros Mill. Euros Mill. Euros

Wool carded yarns 69 371 181 -13.3 112

Worsted wool yarns 324 29 276 -6.0 -48
Chemical yarns/wool 93 -20.1 71 -19.9 -223
Needlecraft yarns 9 -9.7 90 0.8 81

Cotton yarns 330 -34.1 195 -211 -134
Linen yarns 14 -20.2 56 -57 -58
Total Yarns 938 -17.2 868 -12.0 -70

Wool-blend yarns saw France emerge as the first
destination, capable of absorbing 15.5% of the sec-
tor's exports. Turkey and Croatia followed: the first
with a loss of -32.0% and the latter -36.2%. Regard-
ing Germany, a negative dynamic of

-15.3% was recorded, while Romania fell to fifth po-
sition due to a decline of -33.3%.

In the period monitored, Germany proved to be the
main outlet for cotton yarns, despite a contraction
of -4.8%; the country’s share of the sector’s total fell
to 19.5%. The other three main markets all showed
an unfavourable evolution: exports of cotton yarn to
the Czech Republic dropped by -19.6%; those des-
tined for France by -26.8%; and flows to Hungary
dropped by -18 ,1%. Spain, on the other hand, re-
corded an increase of +7.8%, rising to fifth position.
Considering the supply from abroad, still in the peri-
od January-March 2024, the first two suppliers — ac-
counting for 66.4% of carded yarn imports in lItaly
- showed a dichotomous trend: China held its first
place despite a decline of -29.4%; while the United

Source: Sistema Moda Italia on ISTAT data

Kingdom, stable in second position, grew by +21.1%.
Lithuania, following a loss of -8.9%, dropped to third
place. Carded yarn flows from Poland fell by -13.3%.
With reference to combed yarns, Romania and
the Czech Republic, the first and second suppliers,
showed decreases of -36.5% and -28.3%, respective-
ly, securing 36.8% of the sector’s imports. Poland
lost -31.3%, while combed yarn flows from Bulgaria
and China fell by -42.3% and -55.0%, respectively.
In January-March 2024, 48.0% of imported wool-
blend yarns came from Romania and 16.3% from
Turkey, both suffering a negative dynamic; whether
the former lost -14.3%, the latter lost a more sub-
stantial -41.1%. Bulgaria recorded an increase of
+26.2%, while Spain lost -9.6%. Finally, imports from
Serbia recorded growth of +39.7%.

Lastly, in the period under review, with a share of
39.1%, Turkey was Italy’s cotton yarn main supplier,
despite a decline of -2.6%. The second supplier was
India, down by -40.9%.

H, RE—N5.3%0%iIE, MBS EILNEI3.3%HT
PRI Bk E AL
FEINEA, S EEEAEEZEROTS, RE
ZHIHRAE T4.8%: HEZERENDENDETHEE
19.5%. Bt =N EEMHHLEIAFBEE: NERHE
FERESEOTET19.6%, X3EERRELH O TR
26.8%, R FFIFELHE O TE18.1%. HRH—E2
FEIFF K T7.8%, HEB EFAEE RN
RARZEE2024F1 AE3FHABEIMER BN,
H2REANEN SRS HEREAFHRLLEORE
B166.4%, BEEMEFRL I LHBES: FEHEERE
TR T 29.4%, (B REE—A; MEENFREE M,
WRRN21.1%. S5 TH8.9%, BEFE =11 kA
BRI L 2N T T13.3%-

HERLEM S, HRE—NE_NREFSIRL
FEEsTHFERIBE IR 5 736.5%F128.3%, HfR T 1%
PRI OBMN36.8%. REK =ZMIFHDLE TR
31.3%, THRBRMFIL (-42.3%) MpE (-55.0%)
AIE LI 2b e Bt I AR TR
#2024 1 HE3AHE, HAUERLL LT E
48.0%kREBLRT, 16.3%kEATEH, HEM AL
KES, BUARERIERFREN4.3%, BLRZEEIZ
TFE41.1%. (RINFIFLIZKT26.2%, AL N TRET
9.6%. B J5, REZE/RYELHBOILKT39.7%.
&E, EEBRA, LTEREMU3LIBHH N RF AR
AFBONERHRNE, RETRHET2.6%. £_{HN
BEEE, THRIBEESIA40.9%.
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Assomac — good exports of footwear, leather goods and tanning machines

President Brustia - “Itis essential
to relaunch industry 5.0 investments”

he footwear, leath-
er goods and tan-
nery machinery

sector proved its resilience.
The data provided by AS-
SOMAC - the association of
Italian machine manufac-
turers in the sector — high-
lighted a growth in 2023,
with a +3.66% of exports
when synthetic machinery,
moulds and accessories are
also included. This was a significant growth, even
though more limited than the previous year due to
international conflicts and the consequent weaken-
ing of the global economic scenario, which impacted
on the performances of the second half of the year.
However, the results were still positive, as proved
by the tannery machinery segment, which closed
the year with an increase in exports of 12.76% com-
pared to 2022, thanks above all to the good perfor-
mance of sales in Europe, America, and Africa. On
the other hand, exports of the footwear and leath-
er goods machinery segment were affected by this
uncertainty period, closing 2023 with a contraction
of 4.61%, despite recording good performances in
some areas, such as America and Oceania. A result
similar to that of spare parts exports, which fell by
4.02%.

Whether the 2023 data confirmed the stability
of such an important sector for the Italian econo-
my, the prospects for 2024 are not encouraging
at the moment (-21.46% of exports in the first two
months). “In this challenging scenario, the footwear,
leather goods and tanning machinery sector once
again proved its resilience and potential. However,
without adequate incentives, the introduction of
digital innovations into production cycles and the
energy transition will be impacted, slowing down
the growth of our companies and their competitive-
ness on global markets,” commented in a note from
the association Maria Vittoria Brustia, President of
ASSOMAC (association of Italian machine manufac-
turers in the sector.)

Maria Vittoria Brustia

Assomactis: #E. FEMEEYHE ORF
“Er R TS0 EELEE"

< E£ [EBrustia%& £

ER RAMEENMTERRTE M. KKiZ
KABAFIFERAIHZASSOMACIR A EHRR
HT2023F T HIANIE K, RBFAT LS
B ARG EITTA RS, HONEK3.66%
o REBTEFFHRIMEIREFHEERKMRS T T
FEPHORN, 5L —FALEBAZ, BIEKHR

RN E AU SRR, HERDRZRAR
B, 520224 48Lt, RFESFUEREAEKIZ2.76%, &
FBRANFERON. EEMIENTHNR FHEES
F— 7, EEMEAEF @YMTILEOZ RN AT
EMRENE, REA-EXIFMEEMAFMNNRAR

<4

4F, B2023F £ H AYEREFR4.61% . 2EAH AR
AEEMBIL, BAT—F T84.02%.

MR 2023 FMEHRIULSE T B AF Z 2 E
ZN—ERINIREN, BAEBRNX M EX2024
FRIRTNUHARZEZEAL FIRPBNEL TS
21.46%) o “EXFHERAIBERT, EX RAFBRE
WATW BRI EEERE . R, WRZEE
XN AR BN ETE, 0TS I AN A =B
RERFE ARG R E IR, FORORMZE Al Y & R FHI 55
ENEERFTS EHZEST. " Assomacths (BAF
T HHIhS) EFEMaria Vittoria BrustiaZz = 7£ 17
SW—H iR ARTELE.



= Looking for qual;ti/ !/ |
“You can stopnow.
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We make machines 5,‘
of a superior standard. :
You can call off the search%

We've been making counter and insole processing machinery for
more than 40 years. Our machines can now make these items
automatically, without affecting the quality ef your products.
Call of f the search and take a look at www.comec-italy.com
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LINEAPELLE proves to be a crucial event for the sector

Growth i the visitors’

turnout

o 4

nce again, the latest edition of Lineapelle
O (20 - 22 February 2024, Fiera Milano Rho)

demonstrated its leadership role for the
leather manufacturing sector globally.
According to the data provided by the organizers, in
fact, the event attracted 25,376 visitors and around
1,200 exhibitors: leathers, materials and compo-
nents intended for the Spring-Summer 2025 collec-
tions were presented, characterized by important
research, both technical and stylistic. The turnout of

: [
i T p—— e Y T T

Padiglione

foreign operators was also significant (39% of the to-
tal), with a prevalence of buyers from France, Spain,
Germany, Great Britain, Turkey, the United States
and China.The vitality of LINEAPELLE 103 and its
ability to open new horizons, despite the challeng-
ing market situation, found expression and (great)
interest in all the contents that enriched its trade
fair experience, starting with the success of the
six fashion shows by Lineapelle Designers Edition.
Very positive feedback came also for the first edi-
tion of Lineapelle Interiors/Leather Duets, an exhi-
bition of business culture which staged a sequence
of installations, each of which was represented by
an exclusive leather design project shared between
a company producing made in ltaly leather and a
furniture company. Great involvement was also reg-
istered for ‘In the Making Atto II' (a craft workshop
intended for visitors) and the second edition of the
‘Science Based Fashion Talks'.

UINEAPELLEEIFRIE £ ik 1T LB RAE 175 3]
SREBARHIEK

RiE—EHILineapelleEFRES (202442H20%
225 R=RhoEFFSRAOED) BRI THRE
E PR E FIEF T AR AR E R

E=IE, REBAERUBERNEAERSES
2537622 MEMN20022 RE: AT2025458F
RIMNE. HRAHB2NEXNMES L, MG
XERMZ ARG FMNAR AR EEZ .

BINCEENAREEBEERN (A8 AKM
39%) , IR T ERAEE. FwUHF BE KE. LH
H. XEMPE.

LINEAPELLE 103EBRIENU R EETIHSAR
HiBM NN 2t T AN N ERSNETANR
B LERIL SRR LR ERE, MLineapelle
Designer Editionf75 7 2 BRI AL TS, 1X LETE
HRHTENEETRSAHR. £—JELineapelle
Interiors/Leather DuetsiEsith 358 T IEEFARAIE
BRI, Xl UnRR EHE ERIT—
RINREER, BHERRKRT—TH—R “BXF
FE” REEFPIES—RRANTHZNHARKER
HIRE. 5 he Making Atto Il (FESMERFEL
1E3) FigE —fmScience Based Fashion Talks (EF
MEREEOS) hXh25.



Positive outcome for Italian fashion fairs

Everyone
wins together

ICAM Milano, MIPEL, The One Milano, and
‘\ /I Milano Fashion&Jewels ended recording
another success. Indeed, the formula by
which the fashion circuit companies showcased si-
multaneously proved its validity.
Overall 40,821 visitors attended the fairs, 45% of
which from abroad. In particular from the European
Union, led by France, Germany, Spain, and Greece.
Among operators from non-European countries, the
highest turnout was recorded from Japan, China,
Kazakhstan, and the United Kingdom.
Thousands were the exhibitors showcasing their
collections, which expressed the general ability of
companies to innovate and interpret in a practical
and consistent way the third millennium consum-
ers’ needs. And this enabled excellent conditions for

doing business. Now, what will happen depends on
the market which, it must be said, is going through
a challenging phase due to a number of issues, the
main ones being the increase in prices and the loss
of capacity (and not only in Italy.)

Among the many topics addressed during the
events, training was the one particularly emphasised
by means of several workshops and educational and
informative moments, which involved young people
- who represent the future — and schools, an essen-
tial link to employment for the new generations.
The shows were inaugurated by the Minister of Busi-
ness and Made in Italy, Adolfo Urso, who wished to
underline the role of such events for businesses, but
also for the internalization of companies.
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MICAM Milano. MIPEL. The One Milano#
Milano Fashion&Jewelsix4TREE & i kiR E &
ETMERIFFER. B, REESERATSRNSRE
XAER A SR TIESE.

BT R F)40821 780, H45%H A GRE
B FAIRLUEE. BE. AYFMARBAE AR
2 E. FERBERNIZEF T, FFAREZIHRE
A7, RE. IBiEEATE AR E SN E.

BAME, EHNBTESRERENFREETS
RATIHEIFRE NFHFUSSHE EHNARIEBRTE=A
TEHEENT K XATRUSCIETRIFNFE .

WM, AMERGR, ATFSMERNZE, BRihis
EAEZBH—MRENR BME, TERRZNE LK
A FRENR TR, MARMUNBHIRERKF.
EXERSHESDNRSFEIARTT, FilLAR
i B AEMEVIIE. BENEENZ, HPPREIR
RARNFREAURZR, XEF—RARFED IEHE
FEA A SERAYF R o

BAFIBEFAHIEEEKMTE X - 5/REK (Adolfo
Urso) AR ERNIBHE, At Rl T RSN T
RENLFEENAEEFENEZEER.
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FUTURMODA makeover

A call to action
and grow
4]0 W

fter the edition held on March 2024, Fu-
Aturmoda - the footwear and leather goods

component international fair — looks to the
next appointment with a renewal spirit in order to
address the international market needs. In fact, the
slogan underlining its advertising campaign is “Fu-
turmoda: Connecting with the Fashion World.”
“The new image of Futurmoda, claims the AEC (Span-
ish footwear component manufacturer association),
is part of a new approach that is being adopted to
strengthen the positioning of the event among the
main international fairs in the leather area.”
“The fair focuses on internationalization, innova-
tion and the connection between the different sec-
tor stakeholders,” said Alvaro Sanchez, CEQ of the
Spanish Association.
“FUTURMODA, continued Alvaro Sanchez, is not
just a platform to showcase the latest trends, but

also a direct interaction space where manufacturers
and designers can get immediate feedback on new
products and continuous improvements offered by
the sector, acting as a call to action to innovate and
grow.”

The marketing manager of Futurmoda, Maria Eu-
genia Coquillat, wished to stress the organizers’
commitment to sustainability. The March event, in
fact, will present areas dedicated to sustainability,
such as the FUTURMODA Green Planet space, which
focuses on promoting the most eco-friendly prod-
ucts.”

The 52nd edition of FUTURMODA - which will fea-
ture a rich program of seminars, conferences, and
networking opportunities and for which a high turn-
over is expected, aims to further strengthen busi-
ness relationships and foster growth in an increas-
ingly competitive and globalized environment.

Futurmodo 2 M #F &

AEF R EHAI—MTENS B

20245 3AZ DX — BEPrEE R ML At mEH
HRESFuturmoda EAE TR, BN IS BREFFR
THBKRNEFEHAF T ORBSMEIR. FXE,
XIMBRIENT S5 OSER “Futurmoda: %
SR .

PP R TR HIEFIHSAECSK
7R “FuturmodafIH R 2 H AN —849, %A EE
EMNEXPUERNE R EE F ZEE RS R ER. ”

ZEMFHSEERTER/RRES - £ (Alvaro
Sénchez) FRrik: “‘BENESREERE. BIFM R
T REAFREIEXEZ BHIEBER. "

FI/RELE - St)ETkeEiE: “FUTURMODATR{LE
— P RARFEENEES, LR EEENNTE,

A BN TR R AT R RS BRI T R S BT
SR AN S I BIRY R ik, M-S BATSRBUT IS T
BIETFIRRAK” o

FuturmodamiizEf#4ZEMaria Eugenia
CoquillatZz +18381HHERAE N AT IFEL EHIAIE. =
Xk, ZAMRESRIEETB A TUREALRHIK
15, a0 FUTURMODA” Z&ERK= A", ZEEEiE
FHET HIMRAI= o 7

$52/BFUTURMODAEIRAERS NS SHIZEI
E—RIABFENFI R SWNMKXZRIZ, §
ER—HMBUFER, HFERFERHNNEREIR
FH{RHIE K.



SIMAC TANNING TECH “THE GOLD EDITION’ scheduled on 17" - 19" September, in Milan

Technology, aunique opportunity
for discussion and sharing

he next edition of Simac Tanning Tech
I arouses many expectations and a lot of op-
timism. The interna-tional fair for footwear,
leather goods and tanning technologies will cele-
brate its 50th anniversary - “This will be a special
edition, gathering over 300 exhibitors from all over
the world,” claim the organi-zers — “and an opportu-
nity to celebrate the past and look to the future of
an ever-evolving sector.”
The fair, organised by Assomac, will feature a se-
ries of events and exhibitions that will explore the
latest trends in the leather industry, technological
innovations and environmental challenges. Among
the main events, currently being defined, are: an ex-

hibition on leather technology that will retrace
the hi-story of the sector; networking initiatives
and workshops as an opportunity for operators
in the sector to meet and exchange ideas, focus

on specific topics such as sustainability, creativ-
ity and technology, and finally the highlighting of
the best technological innovations. The fair will also
be an opportunity to foster networking among in-
dustry players. Meetings, conferences and seminars
will be organised to discuss the latest innovations
and share experiences. “We are proud to celebrate
50 years of Simac Tanning Tech,” said Maria Vitto-
ria Brustia, President of Assomac and Simac Tan-
ning Tech. “This exhibi-tion is a reference point for
the footwear, leather goods and tanning technol-
ogy sector and we are con-vinced that this special
edition will be a unique opportunity for discussion
and sharing.”

5SIMAC TANNING TECHERRFEH “THE GOLD EDITION” #8#): 2024498175 E 195 &K=

RhoEfRERHLET
B
HZMEBEMF LR RN EERRT TR

Simac Tanning TechA XK, X284k, 7 B4 5%
ERANERERS, FEPERENSOESAH. BS

AREFERN FREGFINRE, REHR S
20RZEFENE—E, XEIRRKALTEHEE—
DRI L BRTIL AR RIS
ZESHEAssomacthe 1R, 3 h—RFERNA
B, MARITEEH N5 FARCFMIAEBE R
Fiad. BREL THEFNEEZENERE: —HKE
FARER, BEBIZTIEBRER; MEMFISSE
W, ATZEFRERENZREENTS, &%
ARSI LRE. QENNBEASEHEER, REEN
RERARCFEIENE. ZBSTEZEBITIIZEES
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ZEEMNBEAN RS BETBEASTE. S
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Simac Tanning TechE PRS0S4 H. ” Assomac
h<eXKSimac Tanning TechE< 3 fEMaria Vittoria
Brustioit = E#. “XMESEEELRS~H. KA
HlERATEN -2 RR, ZIIRETEREFIE
SR RHTIERMAZM—E TS, ” AR
FEEHPFEREEL: ‘EfrfTlxySimac Tanning
Tech 2024f3¢ @ HRIZIC, XLERATA AARBTHE
GOLD EDITIONE BB IUI00RMSRESE, EhHiE
KZERhoEFreRHOLI4SEMISSIENEANTE. 5
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Review of materials 2024

The mostrecent

The very latest product technologies that stand out for innovation,
production flexibility and simplicity.
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#THE NEW TALYN

GRS CERTIEMTED transforming clients’ production

and processing wastes into valu-
able resour-ces. This enabled the
launch of virtuous circular econ-
omy processes: TECNOGI pays
for waste transport and the cus-
tomer avoids sending it to land-
fills with the relative cost. The
waste is then transformed into
raw material, creating value and
combining ecology and econo-
my in the best possible way. Over
the years, TECNOGI has invested
huge amounts of capital in re-
search, in order to design, devel-
op and perfect tech-nologies and
production processes that allow
the recycling of high percentag-
es of waste.

The project was completely suc-
cessful because the products of
the TALYN ECO line feature high
quality standards, with mechani-
cal and application performance
identical to those made with

Production
£y waste

Granules

[
7 o

~n
(6 o

Processing
waste

Technology

Research and

" N ..
development £ 7 Minced

TECNOGI
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The company embraced sustain-
ability before it became one of
the economy’s decisive drivers,

ECO version — completely recycla-
ble and GRS-certified, to interna-
tional footwear and leather goods

fresh raw mate-rials, fully achiev-

ing the goal of getting
the GRS certification E E

brands.
Innovation s

and now the company introduc-
es its renowned TALYN line in the

with uncompromising -

represented by quality.

20245 HHESH
B

FERHX U 2 R FTIR RAVFFHE R €3 &£ RIE M
EIEEE.

TECNOGI

IR KRB AZFHREMIRENF < — IR RX
RARIMERE LT RFELRNER, ERERRESE
M EF maE R THAEEZHNESTALYNRS, Z &
H Al T 2B HE LB GRSEIKEIKARATAILE.

FTRIM B E LR AR EFH
BRI AREBEFNENTR. X—1TaESRMLERE
REFRZEURE: BETERTECNOGIAR XA

ERMRHEHER, T8 S EIR S T MRS AN
EE IR ANRY . 2 X RN E R A R
R EM R, MEEFHENENE, HFUARENFTEE
SEBFEARR. SELR, TECNOGIARER
Bt AR MTERAREFRETEARATAENESE
AR, T8 LS EL B0 & YR BRI F.

ZIMBEE T BRI, EARTALYN ECORFH=
mABIFESHNRENRE, EVMIEREMN A5t
BAEM AR R 2EE, REEFZDIRER
MERSEI T R FCRSEHRMMUAREIAIEX — B AF.
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PRODOTTI ALFA

The latest line of materials intro-
duced by PRODOTTI ALFA fea-
ture the CORIUM® brand. This
is bonded leather that delivers
unique characteristics both in
terms of style and technical fea-
tures: elasticity, tear resistance,
consistency, durability, and limit-
ed processing waste.
Furthermore, Corium® is ‘Global
Recycled Standard’ certified and
belongs with full rights to the
range of sustainable materials.
Today, everyone is involved in
the environmental sustainabil-
ity, from the consumer to the
producer; in particular, the first
feeling the urge to contribute on
this issue are the most renowned
companies.

Careful interpreter of their needs,
PRODOTTI ALFA is the best in-
terlocutor of those who work
and produce in different sectors:
leather goods, footwear, book-
binding, furniture, and clothing.
The company conquered this role
thanks to consistent investments
in new products development
and close collaboration with busi-
nesses, always seeking for new
materials.

In 2015, in order to meet com-

panies’ needs, PRODOTTI ALFA
introduced Corium®, a materi-
al that combines high technical
performance with the simplici-
ty of processing, typical of clas-
sic leather; like this, in fact, it can
be subjected to different finishes
(cutting, stitching, edge coloring,
surface retouching) and printing.
Among the novelties of the com-
pany there are also new finishes
and technical features concern-
ing both the traditional line and
the Corium® brand line - stain-re-
sistant treatment, velvety hand,
high resistance to friction, full
and saturated colors.

CORIUM® painted and raw

Top of range product within Pro-
dotti Alfa’s portfolio, particularly
appreciated by the high-end mar-

ket, especially by the big names
of fashion.
Using water-based polyurethane
paints compliant with the REACH
regulation and its integration, all
CORIUM® options can be offered
already painted.
CORIUM® s a very ductile mate-
rial, featuring a dense, soft hand:
it is available in thicknesses from
0.3 mm to 3.0 mm. Due to its
technical and aesthetic features,
CORIUM® s ideal for the produc-
tion of leather goods (bags, belts,
and fashion accessories), but also
for furniture items. It is also used
with excellent results in book-
binding and for the production of
various items: specta-
cle cases, restaurant [m]=%[=]
menus and place- ]
[=]

mats, and so on.
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PRODOTTI ALFA

PRODOTTI ALFAR BIHE Y BR FT 41 H4 7= R FU A%
SHCORIUMBR R, X2 —ME#HT — R BEERK,
RIETOMRFIRAR T AR B RFE: S8 Tzt
— M M A RAE N DI 2 AR D BRI = BR
=z 5, CORIUMBE BN & 3R EUARATAIE, F 5T
EEAAFRFSMEM R AEE.

SRIMEAF ML RS R EIMHEET L E
HRE— DA AERBLERHMBN AR, ENRER
RENZEX RS L A TR,

PRODOTTI ALFARBIFLRIEAR T ENMNHER, &
RN I THEMAEFHARNSPOTIES: K26
EXH M KT RAMER.

R—AENRESE TR LSRR EUR
5—BAEFHFIMHNERARANEEEF.

ERATERIXLEATFER, PRODOTTI ALFA
#E2015FE #EH TCORIUM®BIX—F= A 5!, X Fit
HEASSRARMANBRNEFRA T REKE5 RN
THESE: BX L, FHE—#, AMBETARMNEL
T2 (FHT. 224 WEEEFRERE M) FENR. ZA
B ZHT P EEHN R B R TR ARIFE,
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Review of materials 2024

CT POINT

The company keeps following its
sustainability and digitalization
path by allocating substantial re-
sources of its investments to this
goal.

After calculating, in collaboration
with Quantis, its Corporate Foot-
print and having committed itself
with the Science Based Target Ini-
tiative to reduce its greenhouse
footprint by 50% by 2030 - for
Scope 1, 2, and 3 in line with the
scenario of keeping temperatures
below 1.5°C - the Abruzzo-based
company continues on its con-
crete, environmental and social
responsibility path by joining the

4sustainability roadmap, i.e. Pro-
cess Factory’s sustainable fashion
brand.

Starting from January 2022, the
company took a further step for-
ward, in line with its mission, us-
ing in its production plants certi-
fied green energy derived from
100% renewable sources only.
This transition will enable CT
Point to reduce its emissions by
70% for Scopel and 2.

The company’s concrete commit-
ment towards a more sustainable
future is also to be seen into its
ever-expanding product range,
of both low-impact twisted and
braided yarns in 100% recycled

polyester, GRS certified, such
as the EcoGreen line, (sewing
threads and high tenacity poly-
ester braids, which are produced
recycling post-consumer plastic
waste), or the PFC FREE (Perfluo-
rocarbons) line in the waterproof
version, both in the polyester
and polyamide yarns, and sol-
vent-free version in the Bonding
line, both in the single-ply and
three-ply yarn.

Furthermore, the company s
also committed to the
very Industry 4.0 dig-
ital transition.

FEmmig i ERNZRBNEE.

BT EATHERBEREACHZEM (RBAFME

Zal{T, FHBESRAPNERZRRIRARTEIH

BAE) FKEREERE, RETURBIEERE
FICORIUM®r= g %%, CORIUMB 2 —FhiE B 43E
BHNME, ABAESLERN X ZRNTF R HEEEM
0.3%KEI3.0ZKAZE. AFHARZNRAMIMNIEF
£, CORIUM®RNEAT A= &EMEEHA (R
R FBRAEECIR) , IEARTATA, MERERFREAMN
A= ANER WA TRILTIW AR B ARE =&
HHam: RER. BTHANNRETNERSE, ¥
RARfE.

CTPOINT
CT Point/A RlEH AT FFEeHE & RN (L 3 R 4K

B #EZ4sustainability (IAIE, X2 —PMHFIA
TERY 18 K 3 1 i R SE R AT M R BN R S AN S b
INIE, XRUFFAHEERNABEREREMESTEN
BB B ERT 1T BL L, AR EQUANTISXRE
WHR “REEF HAGWRBESHNERASTRE
A1 HETESHRANE, PRI “‘RIFERER
1EiX” (Science Based Target initiative) , &g 1E
2030F 2 WIFHSEE 1« 2F3HM AR ZE SUEHERE R
b50%, SLILRE A S RETF1.5F K EIX—BFF.

AT RREESD, AFHE—SEENERH, M20224F
1BfpRERS I EAREARB100%m H4 %
RHE IR R B RER
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LUIGI CARNEVALI
Sustainability is one of the core
commitments of the company,
which has long since begun the
process of certifying both the
company and its products. In
the meantime, it keeps investing
in research and new service cre-
ation. This is a necessary step,
which allows Carnevali to meet
the growing needs of an increas-
ingly challenging and demanding
market.

The company’s latest proposals
include new product lines in which
the green aspect prevails, where

recycled fibres and eco-compat-
ible glues are used. A next-gen-
eration microfibre product, very
soft, pleasant to the touch, and
easily workable is also included
in these sustainable items. Luigi

Carnevali, however, consistent-
ly keeps searching for innovative
products and its offerings cover
the most disparate solutions; a
close collaboration with suppliers
and customers, in fact, enables
the company to test new natural
fibres, including those obtained
from Bamboo cane.

A reference point for the domes-
tic and international markets, Lu-
igi Carnevali is committed to en-
vironmental sustainability on all
fronts, i.e., the selection of raw

materials, suppliers’ back-office,
their production cycle and logis-
tics aspect.

Suppliers must be relatively close
to their operational headquar-
ters, guarantee the traceability
of raw materials and ensure pro-
duction times that allow, among
the many aspects considered,
the actual reduction of the envi-
ronmental impact. Luigi Carnevali
provides the documents that cer-
tify its commitment, making avail-
able to their customer the results
of laboratory tests and all the
certifications necessary to prove
the quality and com-

pliance with the vari- E [=l
ous international stan-

dards.
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LUIGI CARNEVALI
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DAVOS
Among the new of-
ferings introduced

by the company,
there are products
intended for the
sneaker  segment,
such as the flagship
item  SPINAPESCE
sheet, flanked by
the  always-popu-
lar TRISTAR, TRAN-
SIT, CIRRUS, and
MINICRPE  materi-
als. These designs
distinguish the
new generation of
sheets by Davos.
The material used
for their production is the V1
compound - a high-performance
rubber that ensures excellent re-
sistance to abrasion, great flexi-
bility and a high grip.

Davos has also developed the
EVA/RUBBER compound, a mate-
rial suitable for the production of
thicker sheets (over 6 mm thick).
It is used for the production of
soles or midsoles, and the result-
ing product is light (density not
exceeding 0.50), elastic, resistant
to abrasion, and with an excel-

lent grip value. It also features
easy workability and an excellent
bonding strength.

An attentive interpreter of sus-
tainability, the company has long
since introduced a sustainable
compound. This is a material that
contains 51% recycled product.
It is used for the production of
soles, bands and for the ECO line;
ECOTHUNIT, ECOTACK, ECOG-
RIPP, and ECOSOL.

The search for new colours and
captivating finishes is one of Da-

LY
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vos' strengths; a wide range of
colours, both for the tunit and
rubber lines, has been developed
for the next season. In fact, the
more refined “NERO,” “GOLD,”
“BIANCO OTTICO,” “ROSA BABY/”
“ROSSO SCURO,” VERDE BOSCO,”
and “BLU MEDIEVAL,” in different
shades and nuances, joined the
classic colours.
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ABITALIA

Having started the process to
get environmental sustainability
certification, Abitalia keeps de-
veloping new products that com-
ply with the standards set by cli-
ents which are mainly the most
representative brands of fashion
and luxury in particular. Among
the most innovative products re-
cently introduced by the Marche-
based company, the new line of
one-side adhesive tapes and the
double-sided ones are notewor-

thy. The first one is produced us-
ing materials, such as cotton, ny-
lon (light or heavy), nylon-cotton
mix, polyester (light or high-te-
nacity), paper (crepe or smooth),
glass wool, and non-woven fab-
rics in various types of fibres. The
double-sided adhesive tapes, on
the other hand, are made of tra-
ditional non-woven fabric, poly-
ester, and PVC. The adhesives
used for the tapes are hot-melt,
water-based ones, simple or mod-
ifled acrylics, natural or synthetic

rubber latex. In recent years, the
range of reinforcement fabrics -
ranging now from Jersey to very
light cotton fabrics, to teaseled
and nylon items.

The line of nylon fabrics also in-
cludes tear-resistant materials.
The reinforcement fabrics can be
customized with logos or designs,
they can be coated on one side
or both, in the adhe- r

sive version and in the E E
thermo-adhesive one.
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Review of materials 2024

INDUSTRIE CHIMICHE
FORESTALI (ICF)

ICF has developed a new line of
textile products whose logo clear-
ly anticipates the material ‘green’
feature. Infact, these products ap-
pear in the catalog with the word
“RICICLI", a registered trademark
with final approval pending, but
already marketable with a regis-
tered symbol.

This is a fabric comprising various
fibers that allows the production
of toe puffs, counters and rein-
forcements whose elasticity is the
main feature.

It consists of a pure cotton ma-
trix impregnated with latex in
aqueous dispersion, then treated
with a soft polyurethane coating
process on both sides. The use of
recycled natural powders in its
preparation, deriving from renew-
able sources, is the feature that
make this product unique. This
choice allows to reduce the use
of chemicals and reuse materials
that would otherwise be consid-
ered scrap.

RICICLI features excellent mold-
ability, superior elasticity and
remarkable shape retention and

inalterability over time. The per-
formances offered by RICICLI are
comparable to those of compos-
ite textile materials which typi-
cally have a higher density and
require a larger quantity of raw
materials. A support containing
68% of recycled cotton and poly-
ester fibers — which in turn are
GRS certified - has been used for
the making of RICICLI.

In addition, recycled components
deriving from natural materials
from renewable sources were
used, allowing to significantly re-
duce the presence of chemicals

and synthetic materials in the fin-
ished product. RICICLI, which fea-
tures an overall 31%

of recycled material, E E

has a GRS certifica- :l.:ll'ﬁ.liﬁ
E:r.-

tion.
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RECY 2000

PRANEM

The company, which specializes
in the production of security ma-
terials, has also long taken up the
challenge of sustainability. Such
increasingly topical subject is
condensed in the latest products
introduced by the company: Recy
2020, a midsole non-woven ma-
terial for Strobel processing and
its antistatic ESD version, Safety
multicolor. Both made with 100%
recycled fibres from used fabrics,
they are suitable for the produc-
tion of safety footwear midsoles.

The technical performance of
these components is the same
as the best traditional products,
both in the sewing and assembly
phases.

It is worth noting that all the mid-
sole materials produced by PRA-
NEM use recycled fibres which
lies into two different catego-
ries: pre- and post-consumer. For
standard items, pre-consumer fi-
bres come from the textile chain -
i.e., yarns and fabrics production
phases — processing waste. In the
case of Recy 2020 and Safety

w

multicolor, on the other hand, the
post-consumer fibres come from
clothes and furnishings destined
for landfills.

The multi-coloured aspect featur-
ing these new items, which var-
ies from one production batch to
another due to the variability of
the fabrics used in the recycling
phases, is the char-
acteristic that defines &
the sustainable im- p
print of the material [m]
used.
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The latest

The very latest product technologies that stand out for innovation,
production flexibility and simplicity.

FRATELLI ALBERTI

A benchmark company in the
leather-footwear mechanical
technology, FAV introduced a
new version of its work bench
at the last Simac Tanning Tech
which, starting from this year, will
be standard on the company’s
skiving machines.

This evolution will apply to the en-
tire line of skiving machines, from
the traditional AV2’s to the mod-
els for toe- puffs, counters

and double-trans-
port ones, up to
the most recent
40 machines,
marking an im-
portant enhance-
ment in terms of
safety.
Using new inte-
grated protective
guards, in fact,
prevents access to
all potentially dangerous parts of
the machine during work, ensur-
ing the operator’s safety.
The new embedded filter that re-
places the vacuum bag, also en-
ables a significant reduction in
dust dispersion, optimizing the
machinery ecological foot-
print and therefore protect-
ing people’s health. The mo-
tor efficiency adds to all of
this, enabling a clear reduc-
tion of power consumption.
The innovation process imple-
mented by the company also
concerns other machines: in
particular the latest COMBI mod-

els, used for combining materi-
als, and the FAV leather splitters.
Both lines belong to the 4.0 ma-
chine generation.
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EUROMARCHE

The acquisition of Eurmeccani-
ca Shoes enabled Euromarche to
expand its range of machines de-
voted to sole factories and foot-
wear manufacturers in general.
Furthermore, the Marche-based
company’s industrial operation
ensures the traditional custom-
ers of Eurmeccanica Shoes all

9

very important - technical/com-
mercial consultancy aiming to
optimize investments in produc-
tion technologies.

The two machines recently show-
cased by FEuromarche, the
M14 and ECO7S models, are
precisely the result of the
aforementioned update.

The first model is a machine
that enables to perform a
full-automated  marking  of
soles in leather or other syn-
thetic materials. The machine
features an automatic cen-
tring system that enables to
store the various centring and
locking positions for each prod-
uct to be processed, with refer-
ence to the cliché location. This
feature allows to avoid pro-
duction downtime, an issue
normally existing with the
manual repositioning (for
each series of soles to be
marked.) Furthermore, the
stored database ensures the
print correct positioning on
same-series past items.
The M14 model can operate
in line with other machines.
The ECO7 S model is a flat
sole (in leather or tunit)

the services required for smooth
pro-duction processing: technical
assistance, spare parts, consis-
tent machinery upgrade, and -

M14 7"'""'7‘-——\

ECO7S

equalizer which uses the rough-
ing and subsequent surface fin-
ishing method. This choice was
made in the sake of precision. To
better finish the surface, a grind-
ing unit has been inserted for
shaving the surface. This model,
too can work in line with other
machines.
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MAIN GROUP
TECHNOLOGIES

A plant for reintroduction of
waste into the production cycle is
at the core of the Veneto-based
company; this includes the im-
plementation, extension, and
enhancement of the accessory
range enabling a completely effi-
cient recycling and seamless inte-
gration with the main Main Group
machinery.

A further step in this direction
is represented by the MGT ECO-

MGT ECOLINE®

LINE® pulver-
ization line,
a new system
that  enables
the transfor- |
mation of PU,
EVA or rub- |
ber production
waste into pow-
der, with a vari-
able granulom-
etry of 400 to 600 my,
resulting in a high-quali-
ty end product, suitable for
many applications.

Today, an essential part of
production enhancement
is also the analysis of data,
which production plants are
increasingly capable of col-
lecting and transmitting; for
this purpose, Main Group
has developed the Data-Lab
division specialized in data
management and in provid-
ing companies with tools to
make their machines smart,
meaning systems capable of
transmitting the information
necessary to improve quali-
ty, reduce costs, and schedule
maintenance perfectly.

SIRIUS

In terms of efficiency and flexi-
bility, Main Group completed its
offering showcased at Simac Tan-
ning Tech with Sirius, a new ma-
chine for the production of one-
and two-colour footwear soles
made in compact, expanded, rig-
id, and super-expanded thermo-
plastic materials. Materials capa-
ble of combining the reliability
of static machines with the high
productivity of the rotary ones.
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COSMOPOL

Cosmopol, a Vigevano-based

company specializing in the con-
struction of footwear and sole

troduces two technical options
which also had an excellent re-
sponse at the Simac Tanning
Tech 2023; these are the models

TENDER X1 and ELECTA-S1-D.
The first is a precision sander/
grinder system for the process-
ing of flat soles, heels, shaped
bands, technical articles, and
fenders in leather, rubber, PVC
or similar material.
Here are the main features of the
TENDER X1 model:
Abrasive belt with pneumatic
tensioning and release system
for quick replacement, which
allows for the use of various
grit belts, depending on the
material to be processed,;
Speed variators on the abra-
sive belt and on the conveyor
belt which allow to achieve the
right balance between sand-
ing and material feeding;
Digital panel for managing
the operating cycle: up to
100 working programs can be
1 stored;
Digital control of the convey-
or belt height; this allows for
a precision adjustment up to
0.01 mm;

processing machines and prod-
stabilization, in-

uct thermal

TENDER X1 w
L 3 -‘ [
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ELECTA S1-D
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Rotating brush to remove pro-
cessing residues while keep-
ing the material clean;

The material feeding is from
the sides and the front, in or-
der to facilitate large pieces
processing;

100% recyclable aluminium
and steel structure, cold as-
sembled to reduce by 70% the
use of welding gas and CO2.

The second model, ELECTA-S1-D,
is @ more sophisticated version
of the better known ELECTA S1.
This is a multifunction, abrasive
belt sander/grinder machine for
processing soles made of syn-
thetic materials, leather, rubber,
PVC or similar pieces.
Here are the main features of
the ELECTA S1 and ELECTA S1-D
models:
Abrasive belt with pneumatic
tensioning and release system
for quick replacement, which
allows for the use of various
grit belts, depending on the
material to be processed;
Tensioning of the pneumatic
conveyor belt acting on two
of the three transport rollers;

Pneumatic and adjustable
working pressure;

Manual insertion of the work-
piece, automatic processing
and ejection;

Speed variator on the convey-
or belt;

Rotating brush after grinding
to remove processing residues
while keeping the material
clean;

100% recyclable aluminium
and steel structure, cold as-

9

ELECTA S1

sembled to reduce by 70% the
use of welding gas and CO2.
Features adding to the previ-
ous ones which differentiate
the ELECTA S1-D version:
Speed variator also on the
abrasive belt, as well as on the
conveyor belt, which allow to
achieve the right balance be-
tween sanding and material
feeding;

Digital management panel and
possibility of storing up to 100
working programes;

Device for heel and half-sole
seats grinding.
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ELITRON

The Marche-based company will
showcase at Simac 2023 a line
of leather and general material
cutting machines designed and
built to promptly respond to mar-
ket needs in terms of technical
reliability, working precision, us-
er-friendly features, labour re-
duction, and environmental sus-
tainability.

A new technical solution, EPMS
(Elitron Power Management Sys-
tem) is among the company’s
proposals that help to optimize
the work, production and, last but
not least, eco-compatible aspects
of the machines. This is an innova-

tive technical kit applied to Elitron
machines, which improves their
performance and functio-nality.
In particular, it streamlines the
suction system so that the forces
involved are focused on specific
areas of the worktop. A solution
that represents a major techno-
logical success, as it enables to re-
duce the system power consump-
tion up to 30-50%. Starting this
year, all Elitron plants have been
equipped with the EPMS system.
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WINTECH

The company’s latest proposals
include the WLX line of machines
for the production of boots in
thermoplastic materials.

These machines combine high
productivity with lower ener-
gy consumption, and this was
achieved thanks to the use of new
electrical/hydraulic systems.

In fact, the use of variable speed
servomotors controlled by invert-
ers, combined with other solu-
tions, allow reducing the energy
consumption by 60%. In addition,
the new servomotors ensure a
number of benefits, including the
following: the elimination of pro-
portional valves and variable dis-
placement pumps, as well as the
reduction of the oil tank volume
by 50%. Thanks to the lower tem-
perature of the oil in circulation,
a longer life of pumps, hydraulic
cylinders, and seals is achieved.
And a lower environmental heat-
ing is also achieved. Efficiency,
noiselessness, and work optimi-
zation are other aspects featur-
ing the WLX line machines, which
are particularly suitable for work
boots production. “The servomo-
tor high efficiency - specifies the
company - is the result of the
hardware chosen, a careful eval-
uation of how to implement it,
and a precise study of the hy-
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draulic flows dynamics. Failing to
perform a specific study on the
optimal parameters, would have
made impossible to get the de-
sired results. Including the quali-
ty of the finished product.”

COMEC

The Veneto-based company spe-
cializes in the production of sever-
al machines for processing count-
ers, assembly insoles, and other
footwear parts; among these, the
copying machine model A/6 is
available: a system designed and
built for the production of skiv-
ing rollers (made in aluminium or
other materials), which are nor-
mally used on counter skiving
machines.

To be introduced at Simac 2023
in its latest version, the model A/6

comprises a shaft upon which the
sample roller is \placed on the
right and the one to be machined
on the left. The operator needs
just to prepare the sample roll-
er with a double-sided-tape-at-
tached counter. The copying pro-
cess will be performed by a tool,
right to left. The A/6 model fea-
tures high-precision processing,
ease of use, fast work execution,
and duration over time. The ma-
chine complies with CE regula-
tions regarding safety and envi-
ronmental compatibility.

Foreground
TECHNOLOGY
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ITALY — FASHION STORE MORTALITY RATE
SOARED OVER THE LAST 4 YEARS

In the last 10 years, over 17,000 mortar stores have
closed down due to e-commerce, increasingly high
rents in big cities’ downtown, and the continuous
decline in purchases from traditional retail.

The newspaper ‘Il Sole 24 Ore’ reads “The most se-
vere declines were in Bari (-22%), Rome

(-18%), and Turin (-17%). However, offbeat are Milan
(+3%) and Naples (+7%, with 1,786 new businesses
registered), and Reggio Calabria (+5%)". Fashion is
among the most affected categories, with around
5,500 businesses lost, of which over 4,300 clothing
stores (25% of closed businesses) and almost 1,150
selling footwear and leather goods. According to
Federmoda, the crisis has worsened in the last four
years when overall the sector has been losing 11
stores per day.

In the period under review, 381 clothing stores in
Milan have closed down. A significant although ‘lim-
ited’ figure compared to the collapse in Rome, where
as many as 2,017 clothing brands rolled down their
shutters.

ASOS ENTERS THE INDIAN MARKET

Thanks to an agreement with the Indian Reliance
retail, which will be an exclusive partner, the English
brand Asos is ready to enter the Indian market.
“This partnership marks a significant milestone in
Reliance Retail's commitment to offering unparal-
leled choices and bringing world-class retail expe-
riences to Indian consumers — reads a shared note.
Leveraging its extensive experience in operating
omnichannel retail networks, Reliance Retail will in-
troduce Asos’ curated portfolio to the Indian market
through a multi-channel presence and a range of
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retail formats, including stores, multi-brand stores
and e-commerce.”

This operation will enable Reliance Industries to ex-
pand its already rich portfolio; in the fashion and
beauty sectors, the company helps major brands,
such as Armani, Burberry, Diesel, Salvatore Ferrag-
amo, Zegna and Sephora operate in the country.
In the financial year ended March 31st, 2024, the
Indian player recorded a turnover of 306,786 crore
(approximately 34 billion euro at current exchange
rates.)

A NEW RECORD FOR CHANEL - 18 BILLION
EURO IN REVENUES

In 2023, the French fashion brand achieved a re-
cord result in its revenues, reaching 18 billion euro

(+16%). Operating profit was also good, rising by
10.9% to 6.407 billion euro.

The increase in sales concerned all product catego-
ries and the trend continues in 2024 as well.
Capital investments reached 1.2 billion dollars in
2023. Among the new outlets, the store in via Mon-
tenapoleone in Milan. Marketing investments in-
creased 20% to 2.5 billion dollars.

The company increased its workforce by 14% to
over 36,500 people.

As reported by Business of fashion, chief financial
officer, Philippe Blondiaux, admitted that “2024 will
be more challenging”. However, the brand plans to
increase capital expenditure by 50% in 2024, com-
pared to last year's record of 1.23 billion dollars,
thanks to the acquisition of stores in prestigious
locations and investments in the supply chain.
Philippe Blondiaux also confirmed the crucial role
of China, which remains a key country for
the brand’'s growth: “In China we are still
under-distributed, in fact, we only have 18
boutiques compared to the 40-50 stores of
our competitors.”

Blondiaux also said that Chanel, after the
6% price increase, could further increase its
prices in the second half of 2024.

Rumours about a change of designer were
denied, underlining that the work of creative
director Virginie Viard has led to strong
growth in ready-to-wear sales; +23% in the
last year alone.
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BIRKENSTOCK - REVENUES GROWING BY 23%
The German company closed the second quarter of
the fiscal year 2024 (ended on March 31st, 2024)
with revenues of 481 million euro (22%). Profits for
the period grew by +45% to 72 million euro, while
profitability rose by 7% with an EBITDA of 162 mil-
lion euro.

At a region level, the American market recorded a
turnover of 435 million euro (+21%;) Europe, 256
million euro (+21%), while the APMA region (Asia
Pacific, Middle East, and Africa) reached 90 million
euro (+42%.)

Thanks to the results achieved in the first half of
2024, Birkenstock has revised its outlook for the
rest of the year upwards; now, the expected reve-
nues for the fiscal year 2024 range 1.77 to 1.78 bil-
lion euro, with a growth of 20%.

“Our results for the second quarter of 2024 once
again confirm the strength of our business model
and the growing demand for our products,” com-
mented CEO Oliver Reichert.

9

HUGO BOSS - ANALYSTS’
EXCEEDED

The German group closed the first quarter of the
current year with a turnover of 1.01 billion euro, up
5%. Net profit rose to 38 million euro, exceeding the
expectations that were of 36 million euro. EBIT for
the period was also good, rising by 6% to 69 million
euro.

EXPECTATIONS

Both the Hugo brand (+9%) and the sales of Boss for
men and women grew by +5% and +7%, respective-
ly. The group claimed that Hugo range was boost-
ed by the successful launch of its new Hugo Blue
denim brand in the first quarter of 2024. All regions
and channels recorded positive trends. In particular,
the Americas saw an increase of 11%, while EMEA
saw an increase of 5%. The lacklustre performance
of the Chinese market, however, slowed down the
performance of the brand on the stock exchange.
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LVMH KEEPS COLLABORATING WITH
ALIBABA

The global luxury giant has extended its partner-
ship for another five years with the Asian player Al-
ibaba, a Chinese leader in the e-commerce and con-
nected technologies sector.

Started in 2019, this collaboration enabled LVMH
to first implement Dataphin, Alibaba Cloud’'s data
management tool, to power LVMH Atom China, a
platform designed by the group to provide tailored
services to its growing Chinese customer base. Ad-
ditionally, LVMH has leveraged Alibaba Cloud’s ma-
chine learning platform, Pai, to develop customised
services that cater to the distinct tastes of Chinese
consumers across all its brands.

“Alibaba is already a key partner for our maisons
and for the group,” commented LVMH group’s gen-
eral director, Stéphane Bianchi. “Strengthening

our partnership will help us further accelerate the
growth of our omnichannel business and continue
to leverage the transformative capabilities of cloud
and Al technologies, along with Alibaba’s world-lead-
ing expertise in e-commerce operations.”

ITALY - FASHION SUPPLY CHAIN SHORT-
HANDED OF 5,000 PROFESSIONALS

A study carried out by Fonda-
zione Altagamma Foundation
with Unioncamere clearly in-
dicate that the Italian fashion
sector lacks of 75,000 profes-
sionals, and by 2028, when
other segments are included,
the figure will rise to 276,000.
“Therefore, businesses need to represent a system
capable of attracting young people’s expectations,”
says Matteo Lunelli, President of Altagamma. The
professional figures mostly required by the fash-
ion sector (textile-clothing, leather, shoes, and jew-
ellery) are technicians specialized in the production
of footwear, leather goods, tailoring and knitwear,
prototype makers, designers, graphic designers,
and fur pattern makers, as well as industrialization
technicians. The total estimate of employed people
between now and 2028 is 483,00 professionals. In
this regard, during the ‘Altagamma Day within a con-
ference held in Rome, Serge Brunschwig, Altagam-
ma councillor and outgoing CEO of Fendi, illustrated
the points of the new edition of ‘Adotta una scuola’
(Adopt a school), a project conceived by Altagamma
to create customised training courses in collaboration
with schools. To date, 33 Altagamma companies are
involved in this project, 38 are the number of ‘adopt-
ed’ schools, thanks to the collaboration of prestigious
brands, such as Loro Piana, Gucci, Valentino, Zegna,
Bulgari, Pomellato, and many others.
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$ ':jbur custom tape products protect, —
~ splice, mask, insulate, transfer, s
reinforce, and seal challenges' ..
in many markets.

:
t
SISD®
S
s 1.,] j ‘\ i J/’

J ; ’ .
Gy

_

AA=Italia- IDEALTAPE AN==FAR EAST..

ABITALIA Inc IDEAL TAPE Co AMERICAN BILTRITE FAR EAST Inc.
Via Breda, 11/B Zona Ind. A 1400 Middlesex Street, 17 Joo Koon Crescent
62012 Civitanova Marche (MC) Lowell, MA 01851 Singapore 629016
Tel. 0733 801086 - Fax. 0733 897637 Ph. 800-284-3325 - Fax. 978-458-0302 Tel: (65) 6897 8327 - Fax: (65) 6897 8326
www.abitaliainc.it - info@abitaliainc.it www.abitape.com www.abitape.com - sales@abfe.com.sg



www.abitaliainc.it

