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What’s More Important Than Fashion And Fortune...

I have never worked for money in my life, not even for a second. More than 30 years ago, |
once imagined that the company could consolidate 50 million euros of market value. Now, we
have gone far beyond that. But | have always been doing what | like.

Written by Renzo Rosso, founder and president of OTB Group, which owns designers brands
like Diesel, Maison Margiela, Dsquared? Marni, Viktor & Rolf.

| have a very powerful public relation department. Every day, they forward me large amounts
of sifted information so that | cannot remember when was the last time | finished reading a
complete book or a magazine myself. The good thing is my colleagues understand very well
what | care about, and what | should know. They would let me know everything, big or small,
important or insignificant, happening around the world, no matter it’s about the OTB Group,
or Diesel, or the fashion industry, or has anything to do with politics or social. | am a person
who tries to stay as open-minded as possible. One of my favorite things is talking to people.
By talking to designers, colleagues and customers, | can get lots of power and positive
thoughts.

Recently, | learned about a piece of news that luxury brands are slowing down in China. In
contrast, more and more customers start to be interested in designer brands, which
undoubtedly is incredibly good news for me and the entire OTB Group. Almost ten years ago,
| had mentioned in an interview that one day, luxury brands would run into serious big
troubles. They have been too arrogant and bullying. They want exaggeratingly large spaces,
awfully huge budget for ad campaign, PR and publicity, and cause heavy wastes. But in
today’s world, most people’s life has been tough and rough. Many cannot find a job; some
people cannot even find clean water at their home. In a world like this, why should people
squander their fortunes at the luxury market, while not sharing them with people who need
more love and care?

Here is an example. News has it that at the Paris Fashion Week this March, there is a luxury
brand spending 200 million euro on a fashion show. Can you imagine the amount of money
that is sufficient enough for the whole life of an ordinary people for a fashion show?
Generally, one million euros can be enough for a good fashion show. If you have another one
million, why not use it saving those who are still suffering from poverty? In comparison, our
OTB Group cares more about the world and real people’s lives. The brands under our group
don’t belong to the luxury category. They have more modern designs, cater better to the
needs of every day life, and of course, are at a much friendly price.

Yes, | am a person who is never shy of expressing my real thoughts. OTB Group is short for
Only the Brave. In the fashion industry, which pays extra importance to the visual effects,
words, especially slogans, grab people’s attention in either an ironic or frank way. It helps the
brand to gain attention and respect, and let more people understand “who you are” in the
shortest time.



There comes the question: who am I? What'’s the role of OTB Group? | think the answer is to
support creativity and to give opportunities to more young people. Every year, we spare no
efforts to support and sponsor ITS design competition, from which Chinese design Li Xiao
stands out with her talent. For me, these young people boast the purest talents that are yet
to be polluted by the commercial world. Every year, we receive upwards of 1,000 resumes.
From the excellent works of these fresh graduates, our creativity team gets to know today’s
young people and their preference for beauty, and thus get the right pulse of the world and
decide the style of our next collection. No matter it’s Nicola Formichettie in Milan, or the
Dsquared? brothers in London, or the John Galliano in Paris, they have all been given the
biggest freedom possible with the support form OTB Group, as to create their works and
style their fashion brands.

Every morning while waking up, you start your brand new day with Viktor & Rolf’s perfume,
with Marni’s floral printed shirts, Dsquared?®’s jeans. Your homeware comes from Diesel, and
your yard is parked with a limited edition motorbike from the collaboration of Diesel and
Ducatti. Even the organic food in your fridge comes from a company with investment from
OTB Group. The wildest fantasy | once indulged in has now all come true in our life. | am
lucky. I love my work.

Caption: Diesel’s 2015 Spring Summer ad campaign not only features models from different
cultures, of different colors and genders, but also invites supermodel Winnie Harlow, who is
suffering from vitiligo.

By YOANNA, Harper’s Bazaar



