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An Alternative Path Makes Fashion Democratic
Renzo Rosso, Diesel Founder and CEO of OTB Group, reveals how he discovered his
“alternative” path, as well as his reflections on the fashion industry.
Renzo Rosso is the renowned Italian fashion designer, as well as the Founder and CEO of OTB
(Only The Brave) Group, which owns iconic fashion brands, such as Diesel, Maison Martin
Margiela, Marni, and Viktor & Rolf.

Q: Diesel has often impressed people as being “alternative,” especially with its denim with
the large holes or spray paint-like patterns. How would you distinguish “alternative” from
“ugly”?
A: It’s hard to define “ugly.” Sometimes being “ugly” is an attitude. I respect all attitudes in
the fashion world. I prefer the term “alternative.” I spent my whole life trying to become
alternative. I grew up in an ordinary farming family in Italy. I never considered myself a great
innovator, or tried to overturn anything, but I am always aware of my surroundings. I look for
what’s already there and try to improve it. Diesel, for example, was the alternative to
gasoline during the 1970’s, which inspired the brand name.
Q: How did you discover your alternative side? How does the fashion business change and
how do trends define fashion?
A: Fashion is one of the few industries in the world that stays dynamic. Since new collections
have to be introduced every six months, as a brand, you have to prove you are still alive. You
can err once or twice, but the third time, you will lose your customers. This is the rule in the
fashion industry. Fashion has to create trends that inspire. We look for inspiration all over the
world at bars, clubs, and in communities of young people. I like to visit these places to
observe creative people, find out what they are thinking and wearing, and then bring these
elements into new collections. When consumers respond it naturally results in a trend.
Q: How do you successfully market the “alternative” concept?
A: I don’t like mainstream fashion or the type of luxury that is only available at big shopping
malls. “Alternative” is not mainstream, or a modern attitude. I think it’s the attitude many
young have. It’s simple and direct. This attitude also makes fashion more democratic and fair.
For example, I manage several brands at the moment, which allows me to coordinate a lot of
work, making it possible for me to operate with lower prices and stay attractive to
consumers. At the same time, I have invested in many young designers, who inspire me and
form the foundation of my business.
Q: How do you manage your fans?
A: Once you have gathered a certain number of fans, you can easily interact with them. I
often engage with my fans through social media, helping them feel involved in the whole
process. For example, at first someone might not realize why a work of art might be so
expensive, but after learning about the creation process and the meaning of the piece, that

person will understand. I have also tried to build communities, offering young people unique
experiences, like the chance to paint the walls.
Q: What is the role of fans in the fashion world?
A: In terms of consumer psychology, fashion is heavily dependent on mutual communication.
I believe writing and communication within the community are more effective than
advertising. Ads simply try to convince consumers to buy the product, while open
communication allows these consumers to decide for themselves. It’s more democratic. I
never try to persuade customers to just buy the products, but try to pass on my feeling for
life, as I believe in their wisdom. You have to create the dream for them, and the products
they dream about.
Q: In your biography, Be Stupid: for Successful Living, you encourage readers “to stay
stupid.” To what extent has this attitude influenced your work?
A: Yes, “to stay stupid” is my attitude. Smart people always tell you what you should do,
while stupid people discuss possibilities. I tell my employees to look for more possibilities, so
that everyone feels involved. When running an international company, you encounter many
different mindsets, ways of thinking, cultures, educational backgrounds, and beliefs.
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