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PREFACE
The following document collects all the contributions of this sixth edition of IT4Fashion Conference. It aims to
underline how the technological and process innovations play an important role on the companies’ response to
the challenges of a continuously evolving market such as fashion.
For each case study presented and then reported in the proceedings, the speakers were asked to identify the
objectives, to explicit the project implementation steps emphasizing advantages and issues, and finally, to
indicate the expected future developments.
The document’s structure follows the topics covered by the parallel sessions held in the conference, those are
NPD, PLM, SCM, BPO, Retail, Tech and Digital.
In the NPD session, the speeches are geared towards emphasizing the concept of virtualization as a possible
lever to increase the efficiency of the product development phase. The use of 3D technology in the process of
prototyping, in fact, has allowed companies to benefit not only of development time shortening, but also of
better internal synergy between with the modeling and prototyping departments.
The projects listed under the PLM session promote the centralization and sharing of information related to the
production cycle through PLM systems and company's ERP integration. One main goal is the usability of such
information, not only within the company but along the entire supply chain, from merchandising, to styling, to
product development and quality control, and all the way to the collaboration with suppliers.
Inside the SCM session two main interesting threads were identified: first, the introduction or extension of ERP
systems, geared to greater process control and sharing of critical data; on the other hand, the introduction of
WMS systems for warehouse management, with a respective logistics operations centralization and automation
of warehouse movements. Amongst other topics, the virtual catalog App management was included.
The main topics in the BPO session (Business Process Optimization) were the definition of a structured approach
to project management aimed at continuous and widespread improvement and the delineation of a quality
dashboard.
Still on quality, one of the Retail session subjects was the integration of returns management with quality control
directly from the web portal. The most successful project threads were omnichannelity, or integration of the
online channel with other sales channels, and the customer profiling through web platforms, to ensure
traceability and product authentication along with the collection of customer information. Besides these topics,
an innovative case was an ad hoc application to drive mystery shopping in order to evaluate the activities of the
points of sale.
In the Tech projects track, amongst which RFId, it was emphasized not only how this technology allows
companies to track the product along most of its life cycle and guarantee its authenticity thanks to the use of
"smart" tags, but also how functional extensions of these applications towards the social marketing can be
implemented.
Finally, the true novelty of this year was the presence projects regarding Digital, oriented to the use of digital
marketing as a strategy to improve the customer experience and, consequently, its brand loyalty.
The proceedings conclude with brief biographies of each speaker and profiles of the sponsors who made it
possible to organize this event.
Thank you for participating,
Scientific Coordinator

Program Chair

Rinaldo Rinaldi

Romeo Bandinelli
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Cegid
The world is changing, are you ready?
Speaker: Patrick Bertrand (CEO)
Session – Time: Plenary – April 20th – 10.00 a.m. / 10.30 a.m.

Abstract
Patrick Bertrand, Cegid’s CEO will share his vision of the digital world and talk of the challenges
and benefits of digital transformation. Topics include: collaborative economies, Internet of
things (IoT), mobile, robotization, and artificial intelligence, Big Data and their societal,
political, business and ethical impact. Includes inspiration from fashion, luxury and education
industry.
An exceptional thought provoking session!
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sedApta
Sales & Operations Planning: tradition meets innovation
Speaker: Giorgio Cuttica (President)
Session – Time: Plenary – April 20th – 10.30 a.m. / 11.00 a.m.

Abstract
sedApta is an international Group formed from the aggregation of top tech companies based
in Italy, Germany, the USA and Brazil.. Each a leader in their industry, together we share over
25 years of experience in Manufacturing IT with particular focus on the Fashion industry.
With more than 350 total employees, of which 50 only for R&D, the sedApta Suite is best of
breed in Sales & Operation Planning management.
The sedApta Suite is a new generation S&OP platform that supports Change Management at
all levels of an organization, covering all the business processes of an evolved Supply Chain. In
the particular domain of the Fashion industry, sedApta Suite supports processes like Retail
Channel Planning, Dynamic Material Planning, Production Planning, Collaborative Planning,
Production Scheduling and Shop Floor Monitoring.
One of the most innovative aspects of the sedApta Suite is the O.S.A. approach, based on
process Orchestration, users Support and performance Analytics. O.S.A. supports a
manufacturing company facing the Industry 4.0 transformation, allowing to evolve according
to what market needs, without losing precious people and knowledge.
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Optitex
3D is changing Fashion
Speaker: Asaf Landau (CEO)
Session – Time: Plenary – April 20th – 2.30 p.m. / 3.00 p.m.

Abstract
Whether it’s the creation of a virtual dressing room, or building customized, tailored
garments, 3D allows the fashion industry to evolve and revolutionize the way brands develop,
produce and market fashion. Today, you have a way to not only connect to your design
development’s 2D process, but create a 3D asset and use it in design and development, in
merchandising, in selling, and in consumer engagement. 3D is revolutionizing the fashion
industry. It is transformative: prototypes in hours instead of weeks, changes to colors &
graphics at a push of a button, collection reviews within 3 weeks of design instead 5 months
later, and merchandising lines & stores months earlier than brands could ever do it before.
This is all because 3D Digital Apparel finally looks and acts real. It has the power to digitize
most of the core business processes of this $1.3 Trillion industry, and consequently deliver
huge business value by making the industry faster, more sustainable, and more free to design
to its heart’s content.
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DDway
Data management and real-time availability: the fashion’s ecosystem engine
Speaker: Luca Tonello (Sales & Channel Manager at Dedagroup Fashion Factory and Retail)
Session – Time: Plenary – April 20th – 3.00 p.m. / 3.30 p.m.

Abstract
Today, a perfect data model consistency within the entire production and distribution chain
is critical for fashion companies. This specific centrality is not only linked to the need of
regularly monitoring the production and logistic processes and, above all, the need to create
more efficient services for each customer and the consumers. The integrated, unique data
management enables also the integrated wholesale, retail and e-commerce management
processes. The main concept is ‘data hub’, the ability to process data management models
designed and built to re-orient the core business processes of fashion companies. This
approach eliminates issues about the usage of different item coding systems, simultaneously
enabling the management of new omnichannel business models, innovating the way the
fashion chain interacts with the end consumer.

10

Lectra
A clear call for change
Speakers: Fabio Canali (CEO); Lorenzo Rossi (Fashion Business Consultant)
Session – Time: Plenary – April 21st – 9.30 a.m. / 10.00 a.m.

Abstract
Technology evolution, consumer behavior, seasons and sales cycle braved role and impact of
current fashion system. Designers have perceived consumers new needs: Buy now, wear now.
The unanimous message is: time for change has come. Fashion industry, according to its
specificity and its core value, will meet new needs and new processes.
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Hyphen
Quality, Involvement, Flow: IT and the Systemic Organization
Speakers: Domenico Lepore (Partner Hyphen-Italia, Founder Intelligent Management);
Stefano Righetti (AD)
Session – Time: Plenary – April 21st – 10.00 a.m. / 10.30 a.m.

Abstract
Organizations underperform due to silo thinking. Artificial barriers frustrate efforts, interrupt
flow, undermine quality and perpetuate an organizational model no longer adequate for
today’s complexity. A whole-system approach is needed for organizations to be sustainable.
Leaders and managers need to acquire the right mindset, knowledge, skills and tools for 21st
century management. Within IT, DEVops is a step in the right direction in its efforts to
overcome the divisiveness of functions; however, it takes much more to create a real
transition in management. The role of IT and the role of the CIO are central to creating a shift
in how organizations operate, compete and thrive in this age of complexity. This presentation
offers a new perspective on how IT and, in particular, CIOs can be the leverage point for
positive change. They can lead the way towards a truly systemic organization.
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FabricaLab
The role of B.I. in the multichannel challenge
Speaker: Giulio Meghini (CEO)
Session – Time: Plenary – April 21st – 2.30 p.m. / 3.00 p.m.

Abstract
Among the new challenges for the fashion company there is that of shop experience (multichannel). An important part of trade takes place on Internet. E-commerce is becoming one of
the most important channels for the growth of the companies. In the paradigm of multichannel it is set to become the channel with the greatest growth potential.
But not just online shopping, even the physical stores, in fact, are becoming more technology
to enable customers to enjoy a more efficient and effective approach in their purchases.
The amount of information managed by companies is growing, and it is not only generated by
business systems. New data sources (social, web, etc ...) provide an equally important raw
material.
In this context, Business Intelligence plays a key role in the process of transforming data into
information in order to increase knowledge of its customers and their behaviors until predict
the next.
This process is dynamic, and the most important factor to increase their knowledge is the
ability to contextualize and to bring the data we have to a superior knowledge.

13

Centric
Modern Fashion PLM: how the footprint of PLM has changed
Speaker: Humberto Roa (VP of Innovation)
Session – Time: Plenary – April 21st – 3.00 p.m. /3.30 p.m.

Abstract
Over the past several years, the footprint of PLM for fashion, apparel and footwear has been
radically evolving.
Consumer behavior has irreversibly changed over the past 5 years and so thus has the way
companies create, develop and bring products to market. These evolutions show no signs of
stopping as the recent shakeup in fashion week calendars has shown.
PLM has also evolved and modern PLM now results in more than gains in efficiency. It is being
used to lay the foundation for operational models centered around flexibility and agility by
empowering users to work in real-time from wherever they are, while also enlarging team
contributions to include participants typically shut out of classic, traditional systems.
Humberto Roa, VP of Innovation at Centric Software, explains how a mix of mobility, new
technologies and non-traditional thinking merge to create powerful new ways of working that
are quickly changing how we think of PLM, and are enabling brands, retailers and
manufacturers to become closer to their customers, create better products and grow.
Silicon Valley based, Centric Software is market leader in PLM for fashion, retail, footwear,
luxury and consumer goods.
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Under Armour
UNDER ARMOUR IN 3D: Making All Athletes Better
Speakers: Jami Dunbar (Vice President Apparel and Virtualization, Lighthouse); Tim Smith
(Director Product Development Systems at Under Armour)
Session – Time: NPD – April 21st – 11.30 a.m. / 12.00 p.m.

Project duration: September 2014 / Ongoing
Project type: Implementation of 3D project
Innovation degree: Introduction of an innovative technology for the fashion industry.

Aims
Intro/How We Started
Digitization enables the fashion industry to not only do things better and easier, but also to
envision completely new things that have never been done before. By redesigning an entire
collection at the last minute, there was no time to have enough samples before a FW15 x
women’s sales meeting.
With 3D technology, in a few weeks, we were able to replace physical samples with hundreds
of virtual samples - resulting in significant savings, and a reduction of product development
time by about 50%. The ability to make immediate changes to a product, without any delay in
the process or additional cost, is the great value of 3D.
3D enables us to make better products, and better athletes. We can collaborate better with
our designers and vendor partners to identify problems earlier, improve fit, make faster
decisions, and make necessary changes, in less time, and at less costs.
Results
Making Athletes Better Through Fit & Customization
Athletes have busy training schedules, and we don’t have the luxury of meeting with them
multiple times. By scanning their bodies, we can create a customized body type for the specific
high-profile athlete. We come to a meeting with a more precise and exact fit, and an overall
better product – with the first prototype fitting very well.
There is no need to meet the busy athlete multiple times. For example, by implementing 3D
technologies, we went from fitting a custom asset 4-5 times per year to just twice a year.
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Fewer redesigns means more time for us to create better products. Using correct avatars and
3D visualization software, we can bring the right product, the first time.
The New Designer & What’s Next?
a. 3D as a collaboration tool for designers and technical design
b. 3D allows for earlier visualization
c. Designers gain more comfort by seeing 3D images of their design – and can give more
immediate feedback direct to the technical designer
d. Industrial designers are building the line up more and more
IT BENEFITS:
Under Armour Technology Strategy: Run Simple/I Will
a.
b.
c.
d.

SAP FMS as a global ERP solution
PLM as a core product development tool
Adobe Digital Asset Management as source of UA artwork
Home grown eComm platform

Product Virtualization optimizes technology strategy
a. Optitex virtualization technology partner
b. Virtualization file feeds PLM, B2B, digital catalog
Coolswitch Digital Catalog Demo
Originality of the project
We were going to miss a sales meeting because we didn’t have the prototypes to be able to
bring in house - because as we were building the women’s brand, we needed to evolve, we
needed to change and we needed to learn who that new customer was for us.
We needed to change and we needed to evolve that product. So we found ourselves in a
situation for our Fall 15 women’s sales meeting, where we didn’t have enough samples, we
didn’t have the breadth, we didn’t have the color, we didn’t have the print to be able to
showcase that collection for our buyers. So we had a very big need and we needed to partner
to be able to bring those amazing visuals to life in a high definition, photo realistic way - and
3D allowed us to do that.

Key words
2D + 3D Integrated Platform; 3D Virtual Prototyping; Better Fit; Design & product
Development; Leveraging 3D Digital prototyping; Better products.
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Company profile
Company: Under Armour
Address: Baltimore, Maryland, USA
Founded in 1996 by former University of Maryland football player Kevin Plank, Under Armour
is the originator of performance apparel - gear engineered to keep athletes cool, dry, and light
throughout the course of a game, practice, or workout. Under Armour was founded with a
mission: to make all athletes better through passion, design, and the relentless pursuit of
innovation.
Today, Under Armour is a leading developer, marketer, and distributor of branded
performance apparel, footwear, equipment, and connected fitness platforms. The brand
offers state-of-the-art products designed to help athletes perform better, including innovative
footwear, moisture-wicking and temperature regulating apparel for men, women, and youth,
as well as digital fitness mobile applications. While the technology behind Under Armour's
diverse product assortment has grown significantly, the performance apparel platform that
started it all is based on a simple concept: wear HeatGear® when it's hot, ColdGear® when it's
cold, and AIISeasonGear® between the extremes.
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Dainese SpA
Innovation to win
Speakers: Alberto Lovisetto (Senior Designer); Luigi Ronco (R&D Director)
Session – Time: NPD – April 21st – 12.00 p.m. / 12.30 p.m.

Project duration: January 2015 / Ongoing
Project type: Innovative 3D technology adoption for the design and the product development.
3D models re-used for the production and the digital marketing.
Innovation degree: Introduction of an innovative technology for the fashion industry.

Aims
The aim of the project is introducing a new working method based on digital prototyping, in
order to gain the following objectives:
1. Reduction of the development time
2. Creative’s ideas concretization since the first phases of the development product
process
3. Costs and time control and reduction since the design phase
4. Internal communication improvement with the modeling and production departments
5. Virtual models creation sharable with the marketing department for the
communication, social networks and digital catalogue.
Project plan
The project have been created thanks to the vendor collaboration and the system integrator:
Prisma Tech. Five people have been trained with the objective of better define the
professional figures more suitable to take on responsibility the project. The workstations have
been equipped with HP PCs and CLO3D software licences. In the project promoted by the R&D
management offices, designers, product specialists, product managers and sales managers
have been involved.
Results
Important results have been achieved in 12 months in line with the intended objectives in the
project.
In particular a sharp reduction in the design, planning and product development and a more
efficient presentation process of the collections to the internal team.
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In the beginning the technology has been applied to the ski collection and then extended to
the motorcycle collection.
All the details will be illustrated during the presentation.
The principal critical issues that we have found can be the following:
1. The change of the work method entails the designers more time to optimize the new
process.
2. The integration between CLO3D and the 2D software required to the modeling
department the development of a systematic method of working.
The next steps will be:
1. The licences extension to other designers (two people are currently working on the
project Full Time).
2. The beginning of a professional real-time rendering system for the digital content
creation, already under development.
3. Supporting the marketing for the creation of a digital 3D catalogue and for the Social
media marketing communication, already experimented with the new suit created for
Valentino Rossi Birthday.
Originality of the project
Dainese has already launched a system for the design 3D of the protections and some products
such as the airbag D-Air system. The prototyping of these elements is made thanks to a
Stratasys 3D Printer named Dimension. The adoption of the CLO3D technology for all the
“soft” products allowed the conclusion of the digital project settlement and put the basis for
the future steps development very important also for the sales system which will permit the
customer experience development.

Key words
Design to cost; Collaboration; Social product development.

Company profile
Company: Dainese SpA
Address: Via dell’Artigianato 36060, CAP, Molvena (VI), Italy
The history of Dainese began in Molvena, Italy in 1972. Lino Dainese, a young motorcyclist and
businessman, started designing and making protective clothing for bike riders. Taking
inspiration from the geometry of medieval armoury and from nature itself, Dainese made
technological innovation for protection during sports their true mission. To Dainese safety
20

means protection, comfort and reliability, factors which, when properly balanced, lead to the
creation of highly effective products which meet the requirements of a wide range of
customer needs. Riders on track need a different balance between protection and comfort
than, for instance, scooter riders. The engineers at D-Tec (Dainese Technology Center) have
all the skills needed to transfer the experience gained from the extreme conditions of
competitions, to create a collection of products that caters for all types of motorbike riders.
Research, development and competition are therefore the essence of a journey that began
more than forty years ago. From Giacomo Agostini to Valentino Rossi, Dainese became part
of motorcycling with the greatest riders thanks to their invention of products like back
protectors, knee sliders or the evolution of existing products with the introduction of
innovative technologies and materials. It was Dainese who conceived the idea of “head-totoe” protection which combines various clothing components with rider protection, and
optimises performance and weight. It was also Dainese who created D-air®, the intelligent
protection based on air bag technology for bike riders.

21

Safilo
3DExperience in Safilo
Speakers: Antonio Benato (Render & Pre-sample Manager); Stefano Zulian (ICT Dept – Project
Leader)
Session – Time: NPD – April 21st – 12.30 p.m. / 1.00 p.m.
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arena
arena improves product development processes with extended PLM solutions
Speaker: Noris Proserpio (Design and Development Manager)
Session – Time: PLM – April 20th – 5.00 p.m. / 5.30 p.m.

Project duration: October 2015 / Ongoin
Project type: PLM software implementation.
Innovation degree: Introduction of an innovative technology for the company (a technology
adopted in the fashion industry but not in the company).

Aims
arena, creators of competition and leisure swimwear selected Centric 8 PLM to power a longterm strategy of continued innovation and international expansion.
Project plan
After a previous experience with a PDM solution, arena selected a PLM to support
international growth and better manage the entire product development process (from the
beginning with planning and merchandising to product development including supplier
collaboration) to bring quality products to the market faster. With a long history of innovation,
this continues to be a strong focus for arena and is one of the key reasons why they selected
Centric. Equally important for arena was the capability to better integrate merchandising
planning with product development in order to assure the development of “right to market”
products (capturing the specific requirements of new arena markets, while maintaining arena
brand identity on a global basis.
Results
Better assess the market performance of individual products.
Better capacity to deliver market-right products tailored for specific new markets, while
maintaining the brand global identity.
Enable faster and better decision making by management.
Reducing Time to market.
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Next steps include Centric 8 PLM extension to suppliers and external partners.
Originality of the project
The main originality of arena PLM project is its deep extension from merchandising to design,
product development and quality control, including supplier collaboration. Actually, arena
decided to change their previous PDM system, as they clearly experimented that just
managing product and material specifications with PDM was only providing a limited impact
on their business. In order to support their growth (in particular their ability to enter profitably
into some new markets) and achieve significant competitive advantages, they clearly
understood they needed to revise and streamline their overall product-to-store processes and
support them by a single integrated solution improving overall visibility and collaboration and
enabling product feedbacks from distribution and consumer experience back to planning and
product development. arena particularly appreciated their new PLM vendor knowledge about
fashion and consumer goods processes and ability to identify bottlenecks/inefficiencies and
suggest industry best practices.
Specific point of interest of this project for arena are:
•
•

•

PLM Direct integration with Adobe Photoshop and Illustrator solutions, resulting in
faster and streamlined process integration from style to product development.
Quality assurance integration: PLM will be accessed directly from quality assurance
dept to get updated product information and provide useful feedbacks about product
quality.
Sourcing integration with product development, enabling faster and more accurate
evaluation of different supplier proposals.

Key words
PLM; Innovation; Reaching strategic goals; User experience; Mobile.

Company profile
Company: arena
Address: Contrada Cisterna 84/85, Tolentino (MC), Italy
arena Italia S.p.A (www.arenawaterinstinct.com) Since 1973, arena has created and
marketed waterwear products for competitive swimmers and swimming fans worldwide, and
is universally recognized as one of the premium brands of high quality swimwear and
equipment. Over the last 40 years, arena has developed strong expertise in creating best-inclass products with particular focus on the pool segment, while also expanding into leisure
and beach wear.
25

Today the arena brand has a presence in 116 countries around the globe. With direct
representation through wholly-owned subsidiaries in Italy, France, Germany/Austria and the
United States, the group also employs a network of 35 qualified business partners in more
than 100 countries, while the Japan-based Descente Ltd owns and manages the brand in 11
countries of the Far East.
arena’s ties to the world of sport, and swimming in particular, are reinforced through
sponsoring activities at different levels, including governing bodies, national federations,
athletes and clubs.

26

SCM SESSION

27

Trussardi S.p.A.
ERP & Consulting: how to support the changing of business processes
Speaker: Renzo Cosentino (CIO)
Session – Time: SCM – April 20th – 11.30 a.m. / 12.00 p.m.

Project duration: June 2015 / Ongoing
Project type: Business process reengineering and ERP implementation.
Innovation degree: Introduction of an innovative technology for the company (technologies
used by other companies in the industry, but new to the company).

Aims
The main objective of the project is to review Trussardi Spa's business processes with a view
to achieve international expansion and business growth, while implementing a new ERP as a
driver for change.
Project plan
The project started with a software selection that saw Dedagroup's Stealth prevail over SAP.
Soon after, the client asked us to provide advice on how to re-engineer the company's core
business processes and create a Business Blueprint.
After this phase, we moved on to the implementation of the project plan, which was
particularly challenging as it had to keep up with the client's ambitious development and
growth plans.
Both phases have involved all core business departments, from production to logistics,
through to purchasing and sales departments.
Results
Trussardi can now develop their future plans for company growth, knowing that they can rely
on specially designed processes and on a tool that allows for precise and accurate control of
data throughout the supply chain, from production to store logistics, enabling multi-channel
sales.
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Originality of the project
The applied project method is structured in phases, but customising and prototyping activities
are developed in parallel to business model definition and functional analysis activities.
This approach, which tends to reduce the overall time of the project by bringing forward
system launch and testing phases, was made possible by following a planning logic that is
consistent with the company's business processes and with a clear vision of the transition
plan.

Key words
ERP; Consulting; Control; Internationalisation; Growth.

Company Profile
Company: Trussardi S.p.A.
Address: Piazza Eleonora Duse, 4 – 20122 Milan, Italy
Trussardi is an Italian fashion house, founded in 1911. It began as a leather glove
manufacturer, and expanded its line to additional leather goods in the 1970s after Nicola
Trussardi took over from his uncle. In the 1980s the company started production of readyto-wear clothing, in addition to products including perfumes and haute couture jeans. By the
1990s Trussardi was selling internationally.
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OLG Onward Luxury Group
How the recombinant innovation can support a process of "Merge and
Acquisition" in the luxury world
Speaker: Antonello Orunesu Preiata (Group Chief Financial Office)
Session – Time: SCM – April 20th – 12.30 p.m. / 1.00 p.m.

Project duration: June 2014 / Ongoing
Project type: Implementation of an international ERP, advanced and user friendly, for the
financial management of the foreign branches of the group, integrated to the existing
information system.
Innovation degree: Consolidation of existing technologies (integration or extension of
information systems).

Aims
The new group called OLG, Onward Luxury Group, was born in 2013, following the
acquisition of Jil Sander together with the Italian subsidiary Gibo' SpA.
This operation required a prompt redefinition of the group’s information systems.
Onward is a complex Japanese group, localized in multiple worldwide countries and it
manages internally the production and the design of new collections.
The renewal of the ERP information system was essential to support the growth and the
evolution of the group in the coming years and generate a competitive advantage thanks to
the IT, optimizing the business requirements expressed by the different European countries
(France, Germany, Austria, Switzerland) and the USA .
To reach the goal downstream of this corporate transformation process and having to
rethink to an international information system, it was crucial to support a traditional IT
system, with core function dedicated to the production/logistics and Finance in use by the
Italian society, with an international ERP.
The foreign branches had to adopt an innovative, flexible solution with a known user
experience, quick to implement and easy to use.
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In short, a solution that would reinvent a traditional proposal as the ERP thanks to digital
technologies and innovation, to accompany an ambitious project of "merge and acquisition"
on a long-time basis.
A recombinant innovation project, whereby is possible to generate added value and improve
the flow of accounting information and reporting, does not create from scratch, but
recombining in a new way what already exists.
In fact it was added and integrated Microsoft Dynamics NAV, for the management of the
foreign branches, to the traditional system based on IBM AS/400.
So today, the OLG’s information system consists of an IBM AS/400 with a core function to
support the production/logistics and Finance for the Italian company and Microsoft Dynamics
NAV for the branches integrated with:



The core system for the Wholesale, for the accounting of liabilities cycle and
intercompany.
Retail Pro for the Retail chain/goods transfers between shops.

The model has so far been repeated in the following countries:






USA (Onward Luxury Group Inc. ,New York City)
Germany (Jil Sander GmbH, Hamburg)
Austria (JIL SANDER AUSTRIA GMBH, Salzburg)
Switzerland (JIL SANDER CH SAGL, Lugano)
France (Onward Luxury Group Sarl, Paris) – in progress

The model guarantees the respect of tax compliance, but also allows the planning and group
management control process.
It is indeed extremely important that the interfaces listed above, were made in order to
characterize the purchases and sales by the main attributes (Brand, Season, Cost center,
Family group). This warrants to OLG the opportunity to identify, analyze and display data to
measure sales and product performance and distribution over time, as well as the opportunity
to have an analysis of purchasing efficiency. Through Microsoft Dynamics NAV already exists
the possibility of creating an advanced Business Analytics via Microsoft Excel.
Project plan
The project has involved a compact internal team:
 Group CFO,
 Financial Director,
 Group IT manager
For each roll out, no more than two Key users were involved. In some countries the staff of
the firm accountant who followed locally Onward Luxury Group, was involved.
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Alterna has provided senior consultants for the definition of the model and the roll out.
These numbers, as well as the rapidity of development of the individual roll out, are due to
the ease of mapping of the ERP Microsoft Dynamics NAV platform.
In specific for the USA, Germany and France implementations, the foreign Alterna’s partners
were involved, in order to ensure a faster and more effectiveness local support.
The realization of the different roll-out has also laid the foundations for the creation of a
consolidated group financial statements that is fed by information flows also from AS400 and
Retail Pro, as well as Business Intelligence & Analytics.
Results
The success of the project has a particular importance if it is contextualised to the staffing
optimization process elapsed during the execution of the same.
The simplicity and speed of deployment and use of Microsoft Dynamics NAV hasn’t absorbed
too much time to the figures of the project.
The possibility to use the solution in Italian, English, German and French languages is above
all a very interesting asset: any employee of Onward Luxury Group using Microsoft Dynamics
NAV can easily connect from their office/home in any Company, using their native language .
With regard to simplicity and flexibility, consider for example that to cover the management
of two small French shops supported by another retail solution, you can import fees directly
from native integration with Microsoft Excel, without the creation of any interface.
Another feature that identifies this implementation from more traditional projects, so as to
characterize it as an innovation and business transformation project, is the opportunity to
make the customization of each page and the export to Microsoft Office package, without the
need to request customizations of reports.
This allows:



High reduction in IT staff dedicated to the project
A reduction to a minimum of application customization needs

With a view to future development, following the success of the different implementations
through the roll out of the initial model, Onward Luxury Group has the ability to activate the
production and supply chain management with Microsoft Dynamics NAV, without additional
expenses of licenses.
Thanks to the Alterna’s experience, there is a real chance to activate e-commerce projects,
digital and virtual showrooms to support the sales process, through well-established and
innovative solutions on the latest devices such as tablets, smartphones, up to virtual
merchandising and to an immersive and multi-channel experience thanks to the Wearable
Device and the Augmented Reality.
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These are projects that can be gradually placed and then in full compliance with the financial
capacity and the customer's needs.
Originality of the project
A simple project, quickly developed by few professional figures, with a great degree of
flexibility and, above all, international, where it is very fluid the interaction between the new
international ERP and the existing ones.
This is not trivial if you think about traditional projects in the fashion world that, unlike OLG,
haven’t a strong innovation component.
This is a project that goes beyond technology. It is a change of approach to business, it’s to
create flexibility, answering to the real needs of customers.

Key words
Innovation; Digital Transformation; Business Analytics; International ERP; Integration.
Company profile
Company: OLG Onward Luxury Group
Address: Via Cassia, 69 Tavernuzze Impruneta (FI), ITALY
Onward Luxury Group is a benchmark for the production and distribution of the high fashion
range and Luxury in Italy, with the headquarter at Via Cassia, 69 Tavarnuzze Impruneta (FI),
ITALY.
OLG works in the Luxury market through established commercial brands such as:











Jil Sander Navy
Chloe’
Rochas
Mulberry
Nina Ricci
Roberto Cavalli
Antonio Berardi
Michael Kors
Proenza Schouler
Veronique Branquinho

Two Headoffices in Italy: Florence and Venice.
Showorooms: Milan, Paris, New York.
Branches: USA, Germany, Austria, France, Switzerland.
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Miroglio Textile
The Italian textile reborn thanks to hi-tech:
Miroglio Textile digitizes the production of printed fabrics
Speaker: Andrea Ferrero (CEO)
Session – Time: SCM – April 20th – 5.00 p.m. / 5.30 p.m.

Project duration: January 2010 / December 2015
Project type: Digitization of the production process.
Innovation degree: Introduction of an innovative technology for the sector (emerging
technology for the fashion industry).

Aims
Miroglio Textile creates and produces collections of printed textiles in his factory located in
Govone (CN).
Until few years ago the technology tradition of textile printing, based on rotating machines
was over hundred years old, this strongly influenced the creative process, pushing it towards
standardization and aggregation of lots. Today the digital allows an approach to the customer
of real service customization because you can print, even small quantities, at a sustainable
price making it possible to customize the product. Some process steps are completely
removed (e.g. cylinder engraving) decreasing significantly the time-to-market.
In addition, the digital printing technology allows producing in an environmentally friendly
way: reducing energy and water consumption.
Project plan
The complete digitization of the production process, from the creative phase up to production
has taken place on different stages over several years.
Phase 1 (2010): digitization of the design phase (colourways). In 2010 has been introduced,
replacing less evolved tools already in use, the product neoCatalog, which allowed to lead to
the maximum evolution the colour control since the creative phases.
Phase 2 (2013): introduction of high-speed single-pass inkjet printers. In 2013, it was installed
one of the first printers MS Lario single pass, leading the printing speed inkjet levels
comparable or higher to the traditional rotary presses, making possible to use effectively this
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technology also for significant lengths. In addition, digital printing frees the creative staff from
the "making money" concept, namely the adjustment of the pattern to print to the
circumference of the cylinder used for printing.
Phase 3 (2015): integration of design and manufacturing processes through digital colour
control tools. A theoretical study, followed by a computer implementation, made possible to
define precisely the range of reproducible colours during the printing phase and allowed to
ensure the same effect on both the designers monitor (properly calibrated) , on paper for
sampling phases both on fabric in production.
Results
The main results of the project can be summarized as follows:






Today about 60% of the production of fabrics printed by Miroglio Textile (about 17
million meters per year) comes from the digital printing department.
Compared to printing with rotary technology, has now been achieved an energy saving
of about 40% and a lower water consumption by approximately 50%.
Significant reduction in setup time of printing machines.
Significant reduction of wastage (about 50%).
For Miroglio Textile customers, the benefits translates into greater flexibility in
obtaining product customization, small samples at competitive prices and times of
orders fulfilment significantly reduced.

The critical issues of the project derived mostly from its rate of innovation, in details:




The single-pass inkjet printers installed at Govone factory were prototypes; this have
committed the company into a co-development activity and testing in collaboration
with the producer. The achievement of the current print performance (65 linear
meters per minute), that complies with the quality standards, required a long
calibration work and the introduction of measures not initially foreseen by the
manufacturer.
The phase of coloristic alignment required a compromise between the creative needs
and the actual colour reproducibility constraints in the production phase.

Originality of the project
The single pass inkjet printer installed in Govone in 2013 was one of the first in the world.
Since then the technology has begun to take hold, but in Italy, the successful experiences are
still very limited. Advanced management of the colour introduced in Miroglio Textile also
constitutes a very innovative experience not only in the Italian context.
Impact on the economic and social context
The introduction of new digital technologies allowed to increase the productivity of the
factory and to regain competitiveness of this manufacturing activity in Italy, although cannot
compete with countries such as India, China and Turkey in terms of energy and labour cost.
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Key words
Digital printing fabrics; Inkjet printing fabrics; Colour calibration.

Company profile
Company: Miroglio Textile
Address: Strada Valle Tanaro, 57, 14054 Castagnole delle Lanze (AT), Italy
Founded in Alba in 1947, Miroglio Textile operates with three manufacturing sites in the fields
of: textiles, yarn, transfer paper and technical films. Investments in research and technological
innovation in the last three years have exceeded 26 million euro, contributing to make
Miroglio Textile one of the top European players.
Points of excellence:









Ensuring a fully traceable printing production and made in Italy
Creativity, design and Italian know-how
Archive of over 50,000 designs
Creation of more than 3,500 designs per year
Production capacity of more than 50,000,000 meters per year
Customization of the service, with the possibility to adapt creativity and prints sizes
according to customer requirements
Speed in service, printing and delivery
Great attention to issues related to social responsibility and eco-sustainability

Sublitex
In 1976, Miroglio Group gave birth to a new business unit, with the aim of exploring the world
of transfer printing. This is how "Sublitex" has been created, and is now one of the most
important realities in the world of technology transfer, thanks to which Miroglio Textile can
transfer on paper and film any kind of design or pattern to give a high-grade finish to a variety
of materials such as fabric, leather, PVC, aluminium and steel (COILS).
Filature Miroglio
Born in 1981 as an activity directed exclusively to the needs of the Group, the Miroglio Yarn
segment has rapidly evolved, also establishing itself in foreign markets. The area specializes
in the processing of discontinuous cotton spun yarns, whose production, carried out by the
Division Filature Miroglio, develops in the manufacturing site of Boumerdes in Tunisia.
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Moncler
Infinite/Finite capacity production planning system
Speaker: Daniele Bon (Production Planning Manager)
Session – Time: SCM – April 20th – 5.30 p.m. / 6.00 p.m.

Project duration: January 2012 / July 2012
Project type: Implementation of an infinite/finite capacity production planning system.
Innovation degree: Introduction of an innovative technology for the company (a technology
adopted in the fashion industry but not in the company).

Aims











Re-engineering of production planning processes.
Harmonization of information flows among the involved company offices (Planning
Office, Purchase Office, Product Office ).
Methods and tools centralization and control.
Job order launch date definition according to materials availability, production lead
time, laboratory capacity, industrialization.
Finite capacity Master Production Scheduling definition.
Mid- to long-term vision of the impact that job orders would have on laboratory
production capacity.
Perturbative events simulation on the plan (variations of demand, priorities, materials
availability, laboratory capacity).
Finite capacity Master Purchase Plan definition.
Material assignment according to commercial priorities.
Automatic fill-in of ERP launch procedure and MRP.

Project plan
The project has involved resources from various offices: production planning, purchase, sales,
and customer service. The project has been implemented with a very short timing (about 7
months) compared to the typical project of this type.
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Results
The sedApta Suite provides a simulative environment where it is possible to configure
heuristic planning models creating multiple planning scenarios. Each scenario is provided with
è a meaningful set of KPIs enabling the choice of the best-fitting scenario on quantitative
criteria. Moreover, the simulations integrates information coming from heterogeneous
sources.
Thanks to the introduction of sedApta Suite components, it was possible to achieve the
following results:







Customer and retail channel service level increase.
Launch rientro capi and curves compression thanks to material arrivals timeliness,
correct and just-in-time material mix purchase and a far better stock usage, in spite of
a steep increase of sales volumes.
Significant decrease of low added-value activities in company areas that are strategic
for production performances e.g. purchase and production offices
Re-design and integration of processes and tasks of the company areas involved in
product development, purchase and production.
Development of an integrated simulative environment for channel/market/shop
service curves forecast.

The following paragraph recaps the main criticalities that was faced:
 Refinement and normalizzation of process input data quality.
 Change management due to the solution introduction.
Next steps: carryover inclusion and finite capacity lines integration.
Originality of the project
The implemented solution enables the maximization of job orders launch according to
commercial priorities, generating a realistic finite capacity master production schedule.
Each entity involved in the process (production planning, purchase, industrialization, quality
control) is well synchronized coherently with the agreed deliverables.

Key words
Production planning, Supply Chain Management, Job orders launch optimization.
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Gartner
From Last Mile to First Mile
Speaker: Tom Enright (Research Director – Retail Supply Chain)
Session – Time: SCM – April 21st – 11.30 a.m. / 12.00 p.m.

Project type: SCM, e-commerce, multichannel.

Aims
Introduction of an innovative multichannel strategy. The presentation will show why fashion
companies need to not only know what their consumer want from a fashion brand, but much
more importantly, how they want to shop the brand and use the available multi-channel
shopping and returns services. The session will highlight the importance of having a deep
understanding of consumer needs and how the supply chain needs to be transformed to
deliver these needs. It will look at areas such as next generation demand forecasting, shopping
and returns policies, offering the right assortment through the right shopping channels,
inventory positioning, planning and the product development process. The title means looking
at the business from the last mile – how consumer receive and return product right back to
the first mile – how products are designed and created, and aligns all the steps in between. It
is a very contemporary view as to how a fashion brand much improve its supply chain
processes and technology.
The objective is to demonstrate to fashion retailers, the need to build their supply chain so
that all component parts support their consumer engagement and fulfilment goals.

Key words
SCM; Multichannel; e-Commerce; Innovation; Strategy.
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Company profile
Company: Gartner Italia Srl
Address: Via Caldera 21, 20143 Milan, Italy
Gartner is the world's leading information technology research and advisory company. We
deliver the technology-related insight necessary for our clients to make the right decisions,
every day.
Gartner offers world-class, objective insight on virtually all areas of IT and SC.
Unparalleled expertise across our wide range of solutions.




A truly global (and local) perspective, with clients in more than 90 countries around
the world
More than 1,100 expert analysts cover 1,304 IT & SC topics
Gartner analysts are based in 26 countries and speak 50 languages

Gartner insights are drawn from a critical fact base not available anywhere else.
Each year Gartner manages:




Interactions with clients in 10,000 distinct organizations world-wide
230,000 annual one-on-one client interactions
18,000 vendor briefings

Gartner rigorous research process and proven methodologies provide can



Be the difference between success and failure in the outcome of your critical IT
initiatives
Help you save thousands or millions of dollars on purchase decisions and operating
budgets
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Canali SpA
Bespoke Logistics - Automation, speed and reliability
of logistic operations for Canali SpA
Speakers: Giovanni Colzani (CIO); Marco Cesana (Group Logistics Manager)
Session – Time: SCM – April 21st – 12.00 p.m. / 12.30 p.m.

Project duration: March 2014 / December 2015
Project type: SCM Evolution, Integration of Microsoft Dynamics AX WMS implemented by
DataFashion with DEMATIC WCS (Warehouse Control System) and mobile devices.
Innovation degree: Introduction of an innovative solution for the sector.

Aims
The goal of the project carried out by Canali consisted in the creation of a worldwide
distribution center in the fore-front for automation, flexibility and agility of distribution flows,
to better satisfy the growing requirements of external customers (retail, wholesale,
franchising, e-commerce) as well as ‘internal’ operators (sales and marketing, communication,
warehouse staff). Canali wished to centralize logistic operations, which were previously
executed through four external warehouses, to optimize processes, shorten transit times and
improve the internal working conditions, both in terms of ergonomics and physical workload.
Project plan
Canali created the new warehouse from scratch, by buying the estate and building the
premises. The project proved quite challenging from the beginning, as it required coordinating
both the on-site building activities as well as the tasks related to the introduction of the new
technologies necessaries for its functioning.
The project plan was drawn up after an accurate study of the company logistic processes, of
the medium to long-term (5 to 10 years) market requirements, of the technology and
solutions offerings, to create a project that was made-to-measure for the company’s needs.
In terms of software, Canali chose WCS (Warehouse Control System) by Dematic, whose
features were extended, and Dynamics AX2012, whose WMS (Warehouse Management
System) was extended, implemented and integrated with WCS by DataFashion.
The project was designed in accordance with modern project management techniques, by
identifying a project manager and key users, and clearly assigning responsibilities on the
achievement of the functional goals set and on the respect of time and costs. In consideration
of the extensive scope and the risks pending on all the company departments in case of
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disruption of everyday activities, all departments were involved: logistics, IT, manufacturing,
sales, HR, general services.
A win-win partnership was established with suppliers, aiming at mutual satisfaction and
ensuring the respect of quality levels and deadlines. Approximately 20 resources were
dedicated to the project: five by Canali, four from the building contractor, 12 by DataFashion.
The project required approximately one year for analyzing internal requirements, selecting
the technological solutions and drawing-up of the gaps to fill. The following nine months were
used to carry out development and test of customizations and graphic interfaces, system
integration (management software, automatic system, mobile devices) and final test.
Results
Thanks to process remodeling, WCS movement automation and integration with Dynamics AX
ERP software, logistic was revolutionized, without ever disrupting company operations or
affect customers.
The new implementation led to increasing the warehouse operational capacity, from 200 to
600 cartons handled every day, from 1,000 to 3,000 items, thanks to service times dropping
by over 50%. Stocking capacity doubled. Visibility on merchandise flows and reporting strongly
improved, with human error minimized.
Through real time exchange of xml files, Dynamics AX WMS module was interfaced with WCS,
the automatic control system, and customized features were developed. Dynamics AX
controls the warehouse logic and flow whereas WCS takes care of movements, with
continuous and bidirectional alignment of information. The integration between the two
systems has made it possible to streamline the logistic platform and increase automation,
speed up internal procedures, overcome data misalignments and operational issues.
Thanks to Dynamics AX standard mobile services an app on Android was developed, perfectly
interfaced with AX, for users to carry out all operations through mobile devices. Such devices
also show a graphic presentation of the automatic chain, and make it possible to activate or
deactivate single areas.
Finally, a collaboration portal was developed, interfaced with AX, to enable suppliers to enter
data on the shipments being made and feed the central software directly.
Next step will be equipping carriers with tablets with shipping list on and digital signature, to
directly close the shipment on the WMS upon delivery.
Here follows a short account of Canali warehouse operations. Canali receives and stocks
finished products both as single garments and by order line. Accessories are handled both by
order line, with packaging already allocated, and spread, managed by single piece or as
packaging to allocate. Operators download on the chain the goods arriving from the suppliers,
without any sorting, counting or checking. The system, by capturing the bar code on the first
garment, uploads the goods and counts the pieces. In case of discrepancies with the order line
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in the system, the software will automatically put aside the relevant garments and send them
to a specific area, waiting for operator check.
After random receiving and recognition, the software automatically labels the single pieces on
the plastic bag and sorts them based on delivery priority, by means of a matrix sorter. Then
the chain takes them to quality assurance, where every single pieces is double-checked, and,
if necessary, to the matching area for goods waiting for other pieces (i.e suits). The garments
that are to be shipped on the same day will be automatically taken to the pick&pack area, the
others will be stocked.
Automation has enabled the removal of the packing list station. The software optimizes the
picking sequence and any errors in picking produce immediate warning. When the operator
closes the picking on the handheld device and allocates the goods to the trolley, the system
closes the picking and creates the packing list. The chain will take the goods to the automatic
packing station.
Outgoing goods are managed both hanging and in cartons and containers, containing up to
200 hanging garments. Packing operations are made easier by automatic machines, interfaced
with AX management software, which also suggest what cartons should be put on the line, in
terms of dimensions and sequence. Packed goods are then automatically taken to the shipping
area.
Thanks to the implemented software, warehouse operators always have the exact picture of
on-going and planned activities. The physical workload of the operators has been reduced
thanks to specific adjustments in the stocking area and to the use of forklift trucks and zerogravity machines.
Originality of the project
The distinctiveness of this project stands in the integration of the three components, that is
physical infrastructure, WMS and WCS, which has allowed streamlining operations and having
complete visibility on the movements of each single piece in the warehouse. Automation and
ergonomics have increased. The transit through the typical logistic steps has been sped up.
Automation and accurate control of warehouse movements by the WMS simplify the
operators’ work and dramatically reduce the possibilities of human error.
Additional singularity comes from the physical infrastructure. The estate area was
rehabilitated. For environmental purposes, an innovative cement with Italian patent was used
for construction, able to neutralize polluting agents and improve air quality, as well as solar
panels, floor heating/cooling, led lights controlled by movement detectors for automatic
on/off. A light alloy chain with no grease was installed, silent and clean with respect to
traditional chains. Most of the materials that are used in the warehouse are eco-compatible
and recyclable.
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Key words
Warehouse; Tailor-made Logistic; Bespoke Logistic; Made in Italy; Flexibility.

Company profile
Company: Canali Spa
Address: Via Lombardia 17/19, Sovico (MB), Italy
Canali is an international brand of upmarket tailored menswear. Established in 1934, today
the company has seven production plants in Italy with over a million garments produced every
year, 1900 employees, 250+ direct boutiques and franchisees, and 1000+ outlets in over 100
countries.
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Ermenegildo Zegna Group
The WMS at the service of raw materials operations in order to optimize all
production processes flows and interactions
Speaker: Luca Realini (IT Project Manager)
Session – Time: SCM – April 21st – 12.30 p.m. / 1.00 p.m.

Project duration: January 2015 / Ongoing
Project type: Implementation of WMS system.
Innovation degree: Introduction of an innovative technology for the company (technologies
in use in other industrial companies, but new for our company).

Aims
Implementation and go-live of a departmental system for the logistics operations in the
warehouse (WMS) , to manage all internal logistics processes inbound and outbound of the
various plants of the Group, regarding raw materials :






Fabrics
Yarns
Leathers
Accessories (buttons, zip, finishing, interior pieces and linings, packaging, brand and
washing labels)
Semi-finished cut products

Until that time, all warehouse activities were managed by our LEGACY-AS400 system.
We decided to separate the system adopting a specific WMS solution, for the physical
operation, in order to obtain an overall increase in efficiency, regarding:






The elimination of internal paper’s documents to support the movements;
The elimination of data entry on LEGACY-AS400 system for operative transactions;
The use of a dynamic locations and reservation of materials;
The optimization of occupied spaces;
The increase of the service level for internal and external customers.
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The main processes which had to be activated were targeted on raw materials for production
of:





Planned
Made to measure
Stock
Samples

The macro processes to be implemented:








Acceptance
Quality check
Storage
Production supply
Returns from production (weaving and cutting room)
Movements
Packing and shipping to other intra-company plants or contractors.

Project plan
First was conducted a software selection activity, during which, has been evaluated products
of various companies, testing the general characteristics, functional and technical features.
In these scouting activities, as IT Department of Zegna, we started to look a number of
suppliers with whom we have held meetings and visited references in our sector to reduce
the choice at two possible competitors.
With the chosen competitors, involving also the business department, we have organized new
demo activities, customer’s visits and preliminary analysis.
At the end of the scouting, our choice was for INTELLIMAG WMS software produced by
INFOLOG SpA of Modena.
After the choice of the partner, we decided to proceed with the operational activities, split in
three main phases:




Requirements definition. The collection phase of business information necessary to
delineate all of the processes specified for the implementation and integration of the
solution. This phase, of about three months, was conducted by a team formed by the
business’s managers of Zegna Group and the IT Project Leader and Team Leader of
INFOLOG and Zegna. This phase was organized by flows, first analyzing technical
product’s data, then all inbound and outbound flows and finally the inventory. Initially,
has been analyzed all types of materials, then have been outlined the specific process
aspects of each type of raw material.
Prototype Implementation. In this phase the working groups were basically two: an
internal IT working group in collaboration with the INFOLOG As400 IT Group whom
worked to realize the connectors with our LEGACY-AS400 system and a group of work
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purely dedicated to the implementation phase of INTELLIMAG, in order to implement
all the features defined in the detailed requirements.
Delivery: since from the first phases of the project, the Italian factory for production
of knitwear and ties has been identified as "pilot" of the Group. The reasons for this
are that, yarn excluded, this factory requires common features and manage important
volumes, although not equal to other Group’s strategic warehouses. All the
implementations made for the pilot are safely exportable to all other systems
integration and after some specific adjustment to satisfy the specific procedures for
raw materials of each plant. For this reason, we decided that any additional warehouse
will require a specific project’s Group to be activated, some of which are now in
progress.

Results
The pilot factory went in production on December 2015, so the time is not yet very mature to
make a definitive assessment of what we implemented. In any case, we can already observe:









A reduction of a 80/90% of the low value-added activities, represented by all data entry
on our LEGACY-AS400 system that were performed by the staff assigned to the
warehouse. Soon we should reach the goal that the warehouse works exclusively with
the WMS and that these activities will be reduced to zero.
An almost complete elimination of paper documents that served as support to the
supply activities to the weaving room, on which were manually reported picking
quantities and locations. These documents came back to the warehouse office for data
entry on LEGACY-AS400 system;
The warehouse operators are now free to manage themselves all the allocations of the
yarns, both during reception and stock operations, without particular constraints
because now, the LEGACY-AS400 system, don’t manage the physical storage of the
materials, but works only for the accounting inventory. The physical storage is now
domain of the WMS.
Now we can quickly perform simple movements and compacting operations that are
automatically tracked by the WMS. Before, these operations were reported on paper
documents and inserted later in LEGACY-AS400 system.
The Increase of the service level to the production departments results from speed up
on stock picking times. Before the introduction of the WMS system, we could not
handle important alimentation of weaving room because physically the picking times
were too long. In a user verification meeting stressed in a day when there were a
hundred production launches of samples, prototypes and custom-made, with the
WMS system were able to provide all the material necessary for the day. With the
previous system we would never be able to do.

In the first stages of the project , we estimated to arrive to go live in eight months but, in the
fact, during the analysis trying to detail everything, when we started to work with the physical
reality of stock using what implemented, we realized the need for specific ergonomics rather
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than others unconsidered implications. This took few months of delay from the initial
objective.
We must say that, in analysis sessions, some small things and circumstances that occur at
certain times of the year, had not been well detailed because they seems not fundamental for
the economy of the project. When we went in production phase with the WMS, these things
have however created some difficulties that has been resolved by acting both on the WMS
and LEGACY-AS400 side.
Finished and approved the Pilot, we activated the system implementation project for the main
plant that produces outerwear and shirts (already in progress). Has been also already planned
a further implementation in a new plant, similar to the plant activated the previous year. Other
plants will follow with priorities and dates to be defined.
For the second system are in progress further implementations to manage the MTM of cut
products and accessories (specific of the world outerwear), since the refilling activities for the
cutting rooms require additional precautions with respect to the Pilot. In the new plant is also
planned the integration of vertical automatic warehouses, a new thing for the group.
When these two systems will be activated, then we will open another project for the
implementation of the plant where there is the production of leathercloths. In this case the
distinguishing factor is represented by leather operations, never studied in other production
environments, except for accessories.
Following will be implemented the system where are managed the prototypes and the brand
of the female fashion line of the group. There should not be introduced nothing new, except
in terms of the type of finished product that need packaging operations and some products
that need to be machined in the warehouse. The sartorial aspect will considered, already
implemented for the "cutting to size" like the factories producing outerwear.
Originality of the project
Particular is the choice carried out in the identification of the material in stock, especially of
the yarns.
The experiences we have shared with the business say that not all the companies in the sector
are implementing this policy, because they don’t need a such detail that provides an "identity
card" for each individual "noble" raw material (fabric, yarn, leather).
There has been an initial analysis to study if could be economically sustainable to have a single
label on every single yarn thread rather than continuing to use always a scale for every single
Lot’s weight measurement.
At the end we decided to have a single label for every single thread.
In this way, every individual handling units of raw material (yarn, thread, fabric, bolt, stock
pieces, accessories bag) has and will continue to have its own single serial number.
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This approach, which at first sight may seem onerous, has brought huge benefits in terms of
picking times: it is true that we work more when we make the yarn acceptance because we
weigh every single thread but across the rest of the process, once the warehouse has been
loaded, there are no more weighings to do. The system knows that a certain thread,
appropriately identified, has its own weight and do not need a new detection of the same.

Key words
WMS; Raw material; Optimization; Identification.

Company profile
Company: Ermenegildo Zegna Group
Indirizzo: Via D.Alighieri 32, 28060 San Pietro Mosezzo (NO), Italy
The Ermenegildo Zegna Group is a world leader in luxury men's under the brands Ermenegildo Zegna
Couture, Ermenegildo Zegna and Z Zegna.
Founded in 1910 in Trivero, in the Biella Alps, by the young leader Ermenegildo, whose vision was to
ethically create the best company from around the world, through innovation and the supply of the
noblest fibers directly from their original markets; the company is now at the fourth generation of the
Zegna family with Gildo Zegna as CEO.
Since the late 1980s, the company has prosecuted a global strategy of verticalization, creating a global
luxury brand, with a wide range from fabric to clothing to accessories, focusing on the retail world.
Zegna has expanded its scope of activity in July 1999 with the acquisition of Agnona, luxury women's
fashion brand.
Ermenegildo Zegna celebrated 100 years of excellence in 2010 and today has 543 Zegna stores in
more than 100 countries worldwide.
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Il Ponte Pelletteria S.p.A.
Smart Orders: Innovation in order management
Speaker: Lucio Starita (IT Manager)
Session – Time: SCM – April 21st – 3.30 p.m. / 4.00 p.m.

Project duration: January 2015 / July 2015
Project type: Production Planning and virtual merchandising.
Innovation degree: Introduction of an innovative technology for the sector.

Aims





Streamline the entry process of the orders.
View status of their proper orders and customer payments.
Use of tablet on which you can even work offline.
Browse catalogs with high-definition images on computer device in order to eliminate
in the future papers from business processes.

Project plan
There have been involved persons from the book-keeping and sales department besides the
software technicians of the internal Ced and of Zucchetti Centro Sistemi to analyze the
functional requirements and share improvement points such as the acquisition of orders.
Throughout the entire development there have been included intermediate sessions of
verification of the progress of the various work stages with the collection of users' suggestions.
After a first test phase restricted to certain agents the app was later extended to the entire
sales force.
Results
The app "ZCS Mobile CRM" runs on iOS and Android and is installed on the tablet supplied to
the entire network of the Il Ponte’s agents. These agents, always traveling and on the go, have
always and anywhere available the main information about its customers: both on smart
phones and tablets it is possible to consult the file of actual and potential customers, phone
numbers, contacts, orders and payments situation, the catalogue of the current season with
and without prices. The app works even without internet connection, optimizing the traffic
information: when you connect, synchronization occurs between the device information and
the updates on the company's web site. The app has made possible for the agents to consult
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the products catalogue, for codes and images, with the possibility to activate more than one
catalogue at the same time, and the placing of customer orders.
Originality of the project
The identified technical solution summarizes all the major features required: fluid integration
with the software, access in offline mode, user profiling, multilingual management, use of
product images, material/color pairs and the pictograms to help the sale and mainly (for the
computer technician) the consolidation of a unique interface of the administration for WEB /
APP users and unification of backEnd server for the access from outside of the ERP in "any
way" - and then zero data redundancy, images, configurations, etc ... This last feature is highly
original and innovative and has been qualifying for choosing the product. Zucchetti Centro
Sistemi reveals itself as the ideal partner, solving all our needs with a simple and cutting-edge
solution that allowed us to achieve our goals.
Impact on the economic and social context
The use of virtual catalogues through the APP is a first step towards eliminating paper of
promotional materials (dematerialization process - in favor of environmental protection). For
the company, the use of the App has further contributed to eliminate formal errors, getting
shorter the response time to customers inquiries and providing them an easier choice of
products.

Key words
App; Offline; Simplification; Speed; Dematerialization; Unification; Images.

Company profile
Company: Il Ponte Pelletteria S.p.A. - Brand “The Bridge”
Address: Via Codignola 14/16, 50018 Scandicci (FI), Italy
The company Il Ponte Pelletteria Spa was founded in 1969 in the Florentine "leather valley",
thanks to the idea of five artisans who created The Bridge brand. The Bridge tells the "Tuscany
way of life" and recalls a way of being, a casual style but sophisticated, a sober life, but with
attention to details. The Bridge products come from a combination of craftsmanship, thanks
to the Tuscan expertise in the leather manufacturing and continuous research in design and
functionality in line with the current trend. The company has strongly developed the export
with the opening of flagship stores in China and Hong Kong and many corners in the world's
most important department store. Today there are about 100 employees and annual turnover
of about 25 million euro.
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Rilievi Group S.r.l.
Tradition and innovation: the keys to be competitive in an international
context
Speaker: Michele Galliano (Managing Director)
Session – Time: SCM – April 21st – 4.00 p.m. / 4.30 p.m.

Project duration: July 2014 / Ongoing
Project type: Implementation of a new intercompany and multi-country information system.
Innovation degree: Introduction of an innovative technology for the company (technology in
use in other companies of the sector, but new to the company).

Aims
A. Artisanal
company
part
of
a
global
supply
chain
system:
optimization of goods/services processes flows management in a context of subcontracting; predisposition for future customer requests
B. International localizations: need to integrate as much as possible the processes, share
the information, control the management
C. Design process and co-design with customers: need to share quickly input and
information, in a logic of widened team-working
D. Customer care: need to keep high standard of support to the customer during catwalks
and special events, also with interventions at customer’s site.
Project plan
Center of the project is the total renewal of the company's information system and the
introduction of new tools, in a logic of global integration, both among systems and business
units. After a phase of software selection which took approximately six months and completed
mid-2014, the Microsoft platform has been chosen, as the most suitable to ensure the native
integration between office automation and collaboration tools with the ERP solution. The
company chose Microsoft Dynamics AX ERP, completed by the vertical solution for the fashion
sector, always based on AX, A&T by PORINI. To support the prototyping and product design
phase, the solution JUST PLM by UPSOLUTIONS has been implemented, totally integrated with
AX processes, while Microsoft Sharepoint is the platform to support the needs of collaboration
and information sharing.
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The chosen partner for the implementation of the new system is GRUPPO PA, Microsoft Gold
Erp Partner, equipped with the specific sector expertise and the necessary certifications for
the implementation of AX systems.
At the base of the project is the organization of a team composed by consultants and
technicians of Gruppo PA, by ITC consultants and by Rilievi’s functional managers, in addition
to the direct involvement and a strong commitment of the Top Management.
In six months, the whole system went live in the Italian headquarter, from prototyping to the
treasury, and in January 2015 the entire Rilievi Italia operated with the new system.

Results
A. The company is now able to:
 Have an integrated management throughout the Group for what concerns the
manufacturing process and all materials supplied by the customers, with tracking
of the movements and intercompany stock in real time. In a short time, there will
be the possibility of including the dimension “customer orders” within our
manufacturing organization.
 Manage differentiated operational workflows, which require the involvement of
various company according to production options chosen by the customer (made
in Italy, made in India), then offering the maximum flexibility.
 Manage traceability through production/purchase lots.
 Coming soon: the capability to manage document archiving of all elements related
to the certifications (REACH, CIPSIA, etc.), connecting them to materials and
suppliers.
 Coming soon: integration of quality system data with ERP data in order to have
more detailed information and greater possibility of intervention in the
identification of causes of defects and higher precision in the definition of
prescriptions to reduce their effect.
B. The company is able to:
 Manage intercompany flows of goods and services without duplication of
information and data entry activities between five companies, located in three
different continents
 Share technical information through the Group’s PLM software, where the users
may find product tech specs, both for BOMs and routes, regardless of where they
have been generated. The user rights to this information are in any case managed
in a logic of data ownership
 Have a group management reporting, which aggregates and analyzes management
and accounting data in an overall logic
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C. The company is able to:
 Transfer real-time input of customers received by the sales force in a project
management tool, accompanied by images, various references and links to internal
management data (items, seasons, customers, etc.)
 Collaborate on these projects within the development of new products, through
social tools (feed, news, tag)
 Connect the projects to the styles that have developed, to have a quick access to
the starting information and to the whole path followed in the development
 Search for tags and keywords in the projects archive to find hints for new
developments
D. The company is able to:
 Operate at the customer’s premise with a sort of traveling lab, consisting in
workers for frame hand-embroidery with the staff team for materials handling and
for building in real time technical data sheets for the products developed together
with the customer at its facilities; all this happens in working live in the ERP
 Coming soon: Build real-time materials cards directly from the embroidery frame,
in order to facilitate the product cost calculation and then be able to communicate
very quickly the price of a style to customers.
Originality of the project
The project is unique because, in addition to its embedded peculiarities (coverage of all the
business processes, even the less structural ones, hardware infrastructure almost nonexisting, since everything works in a logic of corporate cloud), it has been promoted by a
company who is fundamentally artisanal.
It is an activating process of a global model of artisanship in which the two cores, the artisan
one with the creativity, the customization, the attention to details, and the industrial one with
the global logistic, the efficiency, the repeatability, the standards, coexist and indeed
emphasize each other, trying to get the best out of each one.
It is a scalable project, which can allow modular growth paths, replicating the adopted
solutions relatively easily.
In our industry, we have no information about companies that have concluded or even started
a similar path.

Key words
Integration; Simplification; Organization; Innovation; Specialization; Tradition
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Company profile
Company: RILIEVI GROUP S.r.l.
Address: Via del Triumvirato, 3, 40132 Bologna, Italy
Rilievi Group was founded in 1991, by eight young girls after attending a master on embroidery
held by one of the last representatives of a family of embroiderers at the service of high
fashion ateliers in the 50’s and 60’s. The idea was to allow new generations to carry on the
tradition of high quality hand embroidery, making it a business opportunity. The start-up was
successful, it got credit from the most important designers of that era (Gianfranco Ferré,
Gianni Versace, Giorgio Armani between others) and started a growth path that led it to
increase the structure, its sub-contractors network, in Italy and abroad, its range of product,
with the addition of the ability to accomplish a finished garment, from prototyping to
production.
Currently the company has two offices in Italy, a manufacturing unit abroad, in India, and a
commercial office in New York.
Overall, the group directly employs more than 150 people.
The company collaborates with the most important luxury brands and with the first lines of
Fashion brands, at worldwide level.
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Bulgari Accessori
Operational Excellence: building a Method of continuous improvement in the
luxury sector
Speaker: Ennio Piccirillo (Technical Office Manager – Bulgari Accessories)
Session – Time: BPO – April 21st – 3.30 p.m. / 4.00 p.m.

Project duration: June 2015 / Ongoing
Project type: Promotion of a structured and shared approach to the continuous improvement
of business processes.
Innovation degree: Consolidation of existing technologies (integration or extension of
information systems); Introduction of an innovative technology for the company (technologies
in use in other companies in the industry, but new to the company).

Aims
The present project, conducted in collaboration with the university laboratory LogisLab
(University of Florence, Department of Industrial Engineering), aims to define an overall
structured approach to the management of all the innovation projects within the Bulgari
Accessories division.
In details, the Operational Excellence is a management approach oriented to continuous
improvement that requires the active participation of all the involved actors to bring the
company to achieve its business objectives following a predefined and detailed action
program.
A dedicated team has been established with the vision to achieve in a structured way the four
key concepts that characterize this approach, which can be summed up in: (i) continuous
improvement, (ii) company's involvement, (iii) alignment with business objectives and (iii)
definition of a detailed improvement actions plan. The main tasks for this team are the
definition of a portfolio of cross-innovation projects for the business processes and the
coordination of the implemented ones that, by their nature, involve different functional areas.
The Operational Excellence operative tools are: Project Management, Lean Manufacturing, Six
Sigma management and IT solutions.
Project plan
The team composition includes the presence of: (i) internal resources, leading the specific
experience of the company reality; (II) an IT referent, which brings specific experience on
57

computing feasibility of the solutions in terms of available IT resources and timing; (iii) external
resources, as LogisLab employees, who bring the experience in terms of industry best in class
and best practices, ensure an objective and super partes analysis of criticalities, and provide
supporting tools and customized methodologies, owned by the academic and consultancy
worlds.
In the first phase of the project, the team described above has defined a set of KPIs (Key
Performance Indicators) for measuring and monitoring the business performance. One of the
key concepts of Operational Excellence, in fact, is promoting continuous improvement, and
for this it was necessary, as a preliminary step of the process, to create a dashboard of
indicators that covers the different functional areas of the company.
The definition of continuous improvement projects plan, set on quarterly or semi-annual
basis, will be guided by the KPI score: in particular, will be classified as critical processes those
with an overall score (i.e. referred to the impacted indicators) lower than the eligibility
thresholds defined at the business level.
The projects portfolio proposed by the team dedicated to Operational Excellence activities will
be detailed with information about resources, time, budget and improvement targets for each
of the identified projects, in order to allow the business to choose the projects to be activated
along the assigned period according with the available resources for the same period.
At the operational level, the projects carried out from July 2015 have covered the following
areas:


Definition of a set of performance indicators for monitoring the Operations
performances.



Definition of organizational and managerial criteria for the storage of fast-moving
components inside the automatic warehouse, to optimize saturation and minimize
picking time.



Determination of a roadmap for sourcing and production processes optimization,
oriented towards the introduction of planning logics based on the introduction of
constraints and scenario analysis.



Management of a pilot case on using RFId technology to optimize the sample inventory
activities (UHF tags) and the NFC technology to both create a digital customer
experience and guarantee the product originality (anti-counterfeiting).



Introduction of an end-to-end flow between product development, production and
after sales for the management of a continuous action plan.



Defining a First Pass Yield (FPY) reporting.

The operative management of all the projects listed above has followed specific steps that has
been well-defined since the start-up phase, consistently applied from project to project.
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More in detail, the standard management procedure followed for all the projects has been
the following:
1. Process mapping, for identifying in detail activities, resources, supporting tools and
information exchanged within the analyzed process.
2. Identification of process-related criticalities and requirements, defined together with
the functional referents involved in each project
3. Explication of possible solutions for overcoming the identified criticalities,
independently defined by the team and then validated by involving functional and
business referents.
4. Implementation of validated solutions, by implementing at first a pilot case involving a
sub-process or group of items and then extending it to the whole process.
5. Alignment of project results, followed by the periodic monitoring of the alignment
between the obtained results with those expected during the project validation phase.
Results
Among the main results achieved by pursuing a project management approach such as the
described one, mainly linked to a centralization of the management of innovative projects that
are cross-functional by their nature, there are:


Consistency in project management.



Alignment with overall business objectives (and not with the local ones, related to each
business function).



Inter-functional communication led by a super partes function.



Shared identification of the project requirements in the starting phase of itself.



Timely identification of structural constraints and timing of IT-intensive projects,
introducing an IT referent since the solutions proposal stage.

Originality of the project
The Operational Excellence approach is typically implemented in the manufacturing sectors,
such as the automotive, pharmaceutical, etc., where there is a widespread definition of a team
dedicated to continuous improvement activities led by an Operational Excellence Manager,
who directly reports to the Operations Director.
The implementation of these principles in a completely different industry in terms of its
intrinsic characteristics, such as the fashion one, characterized by peculiarities such as high
demand variability and the consequent difficulty in standardizing processes, makes the
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application of this approach not only challenging, but also a potential source of competitive
advantage in the industry.
Impact on the economic and social context
From the economic point of view, the application of an Operational Excellence approach
ensures the effective implementation of continuous improvement projects, monitoring the
impact everyone has on business performance and allowing, in the case of misalignment with
the target goals set in the project validation phase, to promptly define the corrective actions
to implement.
From the social point of view, one of the pillars of Operational Excellence is the active
involvement of all corporate stakeholders, who are both the functional and the business
referents, increasing accountability and sense of belonging of the individual.

Key words
Operational Excellence; Continuous improvement; Innovation; Project Management;
Corporate involvement.

Company profile
Company: BULGARI
Address: Via Giorgio Ambrosoli, 32, 50136 Firenze, Italy
In 2005, Bulgari Accessories born as result of the acquisition of an artisan workshop operating
since 1969 and known for its high quality productions. This allowed the company to achieve
the goal of fully controlling not only the design but all the production phases of Bulgari leathergoods collections. The factory is located in Florence in a large building of 5,800 square meters,
which now has about 100 employees. Any activity relating to a new collection development is
internally handled: from the creative phase for searching exclusive materials and processes to
the modeling and prototyping, in compliance with the excellence and exclusivity values that
characterize every creation by Bulgari. The production atelier follows still today the
methodologies that refer to typical leather craftsman traditions of the Tuscan area, projecting
at the same time this ancient job looking for continuous innovation.
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Bottega Veneta
Analysis and measure of the products quality, supply chain suppliers and
efficiency of quality control department
Speaker: Fabio Cattani (Quality Manager)
Session – Time: BPO – April 21st – 4.00 p.m. / 4.30 p.m.

Project duration: February 2014 / February 2015
Project type: Business Intelligence.
Innovation degree: Consolidation of existing technologies (integration or extension of an
existing ICT within the company).

Aims
The main objective of Quality Datamart is to enable users to perform analysis on KPI designed
to measure the quality of the following supply chain process:




Row Materials, Accessories, semifinished products
Finished products
After & Before Sales on all selling channel

Measuring the item quality and the process actor reliability (suppliers, employees, etc..).
The analysis areas are arranged in dashboards, each one specific for a phase of the quality
control process, as following:






Quality Row Material, enabling the analysis of quality KPI related on:
o Quality of Row Material
o Quality control process efficiency on row material
o Suppliers delivery reliability and defectiveness
Row material production assignment, enabling the analysis of quality KPI related on:
o Production suppling balance
o Laboratory testing process on row material efficiency
o Suppliers quality
Quality of Finished product, enabling the analysis of quality KPI related on:
o Quality of finished product in term of defectiveness
o Quality control process on finished product efficiency
o Suppliers quality in term of delivery reliability and defectiveness
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After & Before Sales, enabling the analysis of quality KPI related on:
o Efficiency of reparation process
o Repairer Quality and efficiency
o Defectiveness of Finisched product quality
o Reparation process work in progress
Industrial Management, summarizing the analysis of quality KPI on the whole supply
chain of Bottega Veneta.

Project plan
The project was managed using a customization of Prince 2 methodology.
This customization of Prince 2 is adopted by FabricaLab to manage small-medium projects and
it’s well suited for this kind of projects.
FabricaLab methodology differs from standard Prince 2 in term of a smaller project
organization and for the following project phases:



Initialization phase is assumed to be executed by the client
Project Direction views a major decisional freedom of project team avoiding to
escalate to project board only for critical issues.

Using this methodology, the project is arranged in consecutive stages, each one with a two
months elapsed time scheduling well defined deliverable and activities.
In the case of Quality DataMart, the project was arranged in the following 5 consecutive
stages:






Quality Row Material
Laboratory Test and Row material production assignment
Quality of Finished product
Quality of semi-finished product
After & Before Sales analysis

Results
The implemented solution enables the users to analyze and measure the quality performed in
whole supply chain.
From one side is measured the product and supplier quality starting from raw material,
accessories purchasing to semi-finished and finished product produced. From another side is
measured the quality perceived by the market in term of customer returns, defectiveness and
reparation process efficiency
Originality of the project
Implementation of an organic analysis model using KPI designed to guaranty the complete
control of the quality of the whole supply chain starting from raw material, accessories, semifinished and finished product and After & Before Sales process.
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Key words
Quality; DataMart; Analysis; Reporting.

Company profile
Company: Bottega Veneta
Address: Conti Maltraverso 1, 36054 Montebello (VI), Italy
Bottega Veneta is one of the world most important luxury brand, celebrated for their
extraordinary leather goods products. Today, other than handbags, bags, small leather goods,
the offering cover man and woman prêt-à-porter, high jewelry, furniture and more. The
maison product are distributed all around the world with more than direct 250 boutique and
a global network of wholesalers. The business headquarter is in Milan and the production
location is in Montebello Vicentino (VI). Bottega Veneta is one of the company of Kering
Luxury Group (PPR in the past..).
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Roberto Cavalli
Store Inventory Application Implementation
Speaker: Giacomo Gozzi (IT Retail Project Leader)
Session – Time: RETAIL – April 20th – 11:30 a.m. / 12:00 p.m.

Project duration: April 2014 / Ongoing for further implementation on related to the ecommerce transfer management
Project type: Application Integration, Virtual merchandising, Multichannels, e-commerce.
Innovation degree: Consolidation of existing technologies (integration or IT services
extension); Introduction of an innovative technology; Introduction of an innovative
technology for the fashion industry.

Aims
The first aim for the application is related to allow the display of the stock in the Roberto
Cavalli stores in real time (updated every 2 minutes).
Afterwards the stores transfers management, the opportunity to make comments / notes on
articles and the ability to view any matches / recommendations for the displayed items
functions have been improved.
Currently the appliance is in an improvement phase, in order to add the e-commerce transfers
management.
Project plan
The application was developed by an external supplier after a careful analysis of flows and
activities carried out internally by the IT department in collaboration with the Retail
Department. During the development and implementation, the supplier has carried out
several hours of "training on the job" in order to make the IT-Retail-house staff autonomous
in the BPM configuration/modification.
The first release of the application (consultation stocks) was released in February 2014, while
the second release (including the transfers management) was released in November 2014.
After a first test phase in which they were involved only a couple of boutiques, the transfers
management was "turned on" to all EU boutique in March 2015.
Following the launch of the new E-commerce project, finally, in the month of February it was
released the current release, including the transfer management related to the online sales.
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Results
The main result obtained with the introduction of the Store Inventory application has been to
improve the service granted to the customers of the boutique.
With the Store Inventory, indeed, the staff of the boutique was able from the outset to meet
the demands of various customers by verifying the actual stocks of each product.
Introducing the transfers management directly inside the application, it has been streamlined
the goods transfer process, reducing downtime and especially by grouping all the details /
communications related to a transfer in one "environment" (avoiding data loss).
It has also been possible to adjust the process by defining specific roles for each user involved
and sending automated communications via e-mail.
Obviously, the introduction of the process management rules also introduced some critical
points, especially in the initial phase of the management of the various steps of the process
from the users.
Further to completing the implementation of the transfers management for the e-commerce
orders, the company is going to force the creation/management of the cart (currently
implemented but not yet used) for communications with customers. The goal is to connect
the tool to our corporate CRM system.
Originality of the project
The application is available via a public URL and via an APP created and authorized for each
individual Ipad device present in stores.
The application allows the consultation of the stock of all the stores in the network, without
business or geographical limit (issue we have on cash system) and time (real-time inventory).

Key words
Customer Satisfaction; Reduced Downtime; Organization; Innovation.

Company profile
Company: Roberto Cavalli
Address: Via T.Edison 3/7, 50019, Osmannoro, Sesto Fiorentino, Italy
Roberto Cavalli S.p.A. based in Florence, it is one of the main companies of Italian clothing,
founded in the early sixties by the homonymous Florentine designer Roberto Cavalli.
The popularity for the Cavalli brand comes around to the seventies.
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In 1970, in fact, it is present in Paris at the Salon du Prêt-à-Porter the first fashion collection
under the name Roberto Cavalli. It follows the statement on the Italian catwalks.
Since the mid-nineties the Cavalli brand begins to spread throughout the world, thanks to
the opening of numerous mono-brand boutiques, the first of which was to open in 1994 in
Saint-Barthélemy in the French Antilles.
In a short time the brand is sold in more than 50 countries around the world.
Despite the good health of the company at the beginning of 2014 Roberto Cavalli decided to
sell his company. After the interest of many, from December 2014 have begun negotiations
with the Clessidra fund, which at the end of March 2015 has purchased the entire Roberto
Cavalli S.p.A. and appointed Peter Dundas as creative director.
To date Cavalli products are sold in 190 mono-brand retail stores around the world, divided
between different brand lines (Roberto Cavalli, Just Cavalli, Cavalli Class, Roberto Cavalli
Junior) and in the "hospitality" segment with the Cavalli Caffé and Cavalli Club.
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Stone Island
Turning consumers into allies for brand protection: product authentication at
Stone Island

Speaker: Andrea Montaguti (Director of Information Systems)
Session – Time: RETAIL – April 20th – 12.30 p.m. / 1.00 p.m.

Project duration: May 2013 / Ongoing
Type of project: Implementation of a traceability and authentication platform to gather
supply and demand information in support of the governance of business processes.
Degree of innovation: Introduction of innovative technology for the sector (emerging
technology for the fashion sector).
Aims
To create an ecosystem of value-added services based on a numerical identity to access all
internal and external actors (legal, operations, sales, marketing, CRM, customs, authorities,
online and offline retailers, consumers, enforcement agencies).
Project Plan
Re-engineering the new authenticity label for Stone Island.
Logistics implementation.
Production/Management of personalized components.
 Issuing of service models/business intelligence
 Platforms for verification of authenticity Platform customization and branding for
Certilogo authenticity verification in 9 languages via desktop, web app, iOS and
Android
 Integration of the eCommerce/YOOX platform with the authenticity verification
service
 Integration of the World Customs Organization (IPM) platform with the authenticity
verification service
 Integration of Online Sellers on Marketplaces (eBay) platform with the authenticity
verification service
 Data analysis/business intelligence platforms
 Opening of Certilogo Analytics interfaces for legal and commercial offices and for
analysts of online brand protection agencies
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Next steps include the launch of the Authorized Retailer Project, involving all authorized
online retailers.
This strongly cross-functional project brings together Stone Island’s internal departments of
IT, Logistics, Manufacturing, Legal, Commercial, Press Office, Marketing, Digital Media and
General Mangement; externally, it involves label suppliers, online brand protection
suppliers, and YOOX’s eCommerce platform.
Results
The project is currently capable of producing a database of more than 65,000 product
authentications by consumers in over 100 countries, which are connected pre- and postpurchase in order to verify the authenticity in over 3,500 online and brick-and-mortar stores.
In its mission to combat inauthentic products, the system has already alerted 2,995 consumers
who were presented with counterfeit Stone Island products and subsequently redirected to
the shops and online stores selling authentics. Many consumers duped by fraudulent retailers
via main marketplaces obtained a refund on their purchases by major payment systems.
Project Originality
The project enhances product traceability by addressing some of the most significant
challenges faced by modern fashion companies (such as anti-counterfeiting, channel control,
and consumer engagement). Unlike traditional approaches, this methodology makes use not
only of internal resources, but also of those resources outside the company. In particular, it
provides services to all relevant actors, which generates a positive impact for the brand at no
extra cost.

Socio-Economic Impact
This project effectively gives voice to the products it protects, and consequently generates
important economic returns, savings and increased process efficiency (thousands of
inspections and receipts, tens of thousands of profiles, hundreds of reports of fraudulent
situations, and critical amounts of recovered revenue to the benefit of the authentic product).
More significant still is that Stone Island now offers the market a simple and effective solution
that guarantees consumers an authentic product, while combatting the sale of fake products
to unsuspecting customers, and sensitizing those who intentionally purchase counterfeit
products. The impact of the project is positive, transparent, and collaborative in its anticounterfeiting efforts, which affect millions of consumers, workers and taxpayers.

Keywords
Crowd-sourcing; Big Data; Collaborative Models; Anti-counterfeiting; Brand Protection.
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Company Description
Company: Sportswear Company (Stone Island)
Address: Via Confine, 2161 41017 Ravarino (MO), Italy
Research, experimentation and functionality are the cornerstones that have always
characterized Stone Island, a casual clothing brand founded in 1982 in Ravarino, in the
province of Modena. Destined to become a symbol of unprecedented fiber and fabric
research, applied to innovative design, Stone Island is widely recognized as the brand that
redefined sportswear. It immediately became a cult phenomenon, and today it continues to
operate as a contemporary reference point even for the younger generation. The strength of
Stone Island is also based on its unique ability to modify the finished garment through
continuous dyeing experiments and treatments in the sportswear company’s color laboratory.
This department combines advanced technology, experience, and human skill, and over the
years it has developed more than 60,000 recipes for different dyes and color effects.
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Bottega Veneta
iRetail Survey
Speaker: Duilio Bertacca (Area Manager Italy)
Session – Time: RETAIL – April 20th – 4.30 p.m. / 5.00 p.m.

Project duration: April 2013 / June 2013
Project type: iOS Mobile Application.
Degree of innovation: Introduction of an innovative technology for the sector (emerging
technology for the fashion sector).

Aims
The collaboration between Bottega Veneta and BluCRM (a company that provides System
Integration and software development services as well as solutions for both the Fashion and
Utilities sectors) has resulted in the development of the «iRetail Survey» system.
The objective of the platform is that of simplifying the creation of personalised and profilespecific Questionnaire Templates in order to send them to Auditors without the need for extra
work and time. The Store Managers and Area Managers who conduct the Surveys can receive
the questionnaires on their tablets wherever they are, without any geographical restrictions.
Through its Mobile App the System enables a simple and intuitive consultation of previous
visits and facilitates the collection of data and photos for questionnaires. Auditors can also
analyse KPI and control panels relating to stores on their tablets.
Once the data collection for the questionnaire is completed, Auditors can send the data in real
time to the Head Office and this data can subsequently be made available for Business analysis
purposes.
The “iRetail Survey” platform thus enables the management of the entire end-to-end process
for the creation and receipt of questionnaires while reducing to a minimum the activities that
are necessary to make the templates available, optimising the process of compiling the
questionnaires and eliminating time lags that were previously necessary for sending the
Surveys to the Head Office. Moreover, the platform standardises the data and makes it more
useful to the Business. The process that was implemented within the platform was conceived
and developed to guarantee and promote a system for the management of Brand perception
that is based on human interaction in order to support Area Managers in the delicate task of
examining and monitoring every last detail.
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Macro list of Functions:
1. Profile-specific and real time management of the questionnaires by the Head Office;
a. Management of the pre-formatted templates with the options of using various
formats (Boolean, Rating, Free Text, etc.)
2. Consultation of previous visits;
3. Compiling and sending of Questionnaires;
4. Consultation of the necessary KPI for assessing the previous performances of the store;
5. Possibility to take photos directly from the App.
Project plan:
Internal Resources:
1 IT Manager
1 Project Manager
Supplier’s Resources:
1 Project Manager
2 Senior Analyst and Developer .net
1 Senior B.I. Analyst
1 Senior Mobile Analyst and Developer
1 Senior Graphic Designer
The project comprises two main environments, the Back-End environment and the client
environment, which in the case in question is an App developed for the iOS platform which
was optimised for iPADs.
The control panels that will be integrated within the App will be generated from an external
Business Intelligence platform.
Back-End Framework: .net
Mobile Framework: Cross Platform Framework
Business Intelligence: Qlik View
The Project was carried out under the supervision of Bottega Veneta’s IT Department. The
activities lasted for a total of 2 months, the detailed analysis phase following the kick-off
required about a week, including the graphic design proposal and completion.
The development phase, which was completed with the release and the first alpha test,
required about one and a half months and was finalised with the subsequent fine-tuning and
UAT activities which lasted a total of 45 days.
The project was implemented through the external supplier BluCRM, a company specialising
in Mobile-Retail solutions for the Fashion sector.
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Results
With the use of the Audit system the workload decreases for managers as they are able to
manage their work completely with tablets and always be updated and aware of the
information from stores throughout the world. This helps to improve communication and the
image of stores for customers and ensures there is a solid correspondence between a store’s
sales figures and its assessment results.
Originality of the project
The system does not just allow you to perform the Audit, Survey or Mystery Check functions,
as it also allows you to analyse in real time on your tablet KPI that are crucial for the success
of the brand. Moreover it enables an assessment to be made of the correlation between the
values measured by the system and the business generated by individual stores.

Key words
Survey; Mystery Check; Audit; Business; Time.

Company profile
Company: Bottega Veneta
Address: Via Privata Ercole Marelli, 6, Milan, Italy
Bottega Veneta was established in 1966 by Michele Taddei. The name Bottega Veneta means
“Venetian shop” and the company was founded to produce artisanal leather goods. The
company’s artisans developed a leather-weaving know-how, called intrecciato, that remains
a signature of the brand.
Over time Bottega Veneta’s renown grew, thanks to the quality of its craftsmanship and the
appeal of its discreet, no-logo design. In the 1970s, the company began advertising with the
tag line “When your own initials are enough”. By the early 1980s, Bottega Veneta was a
favorite of the international jet set. Andy Warhol, who did his Christmas shopping in the New
York boutique, made a short film for the company in 1980s.Renzo Zengiaro left Bottega Veneta
in the late 1970s. Michele Taddei departed a few years later. Vittorio and Laura Moltedo
(Laura had previously been married to Taddei) moved from New York to Vicenza to run the
company. Over time, Bottega Veneta’s fortunes declined and, by the 1990s, the brand had
abandoned its understated ethos and ventured into more trend-driven fashion territory.
The most recent chapter in Bottega Veneta’s history began in February 2001, when the
company was acquired by Gucci Group. Creative Director Tomas Maier came on board in June
of that year and presented his first collection, for Spring-Summer 2002, that fall. The Germanborn Maier, whose résumé includes positions at Sonia Rykiel and Hermès, set about returning
the brand to its original identity. He removed visible logos from the brand’s products,
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highlighted the signature intrecciato weave prominently, and returned the company’s focus
to artisanal production.
Bottega Veneta Store in Kobe, Japan
In the years since, Bottega Veneta has introduced additions to the collection, including fine
jewelry, eyewear, home fragrance, and furniture, while continuing to offer an assortment of
handbags, shoes, small leather goods, luggage, home items, and gifts. Bottega Veneta
presented its first women’s ready-to-wear runway show in February 2005 and its first men’s
runway show in June 2006. Today, ready-to-wear and furniture presentations are held in the
corporate offices in Milan.
In Summer 2006, in recognition of the importance of artisanal craftsmanship and the
diminishing number of master leatherworkers in Italy, Bottega Veneta opened the Scuola della
Pelletteria, a school to train and support future generations of leather artisans.
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Elisabetta Franchi
E-Business and Omnichannel
Speaker: Raffaele Nardo (Digital & E- Commerce Manager)
Session – Time: RETAIL – April 20th – 5.00 p.m. / 5.30 p.m.

Project duration: April 2016 / Ongoing
Project type: Applications integration, multichannel, e-commerce.
Innovation degree: Introduction of an innovative technology for the company (technologies
already used in other companies of the same sector but new for the company).

Aims
The history of Elisabetta Franchi, real soul of the brand, is the history of a woman who
succeeded in conquesting the female universe thanks to her lifestyle and creativity: a mix of
great passion, deep product research and a total dedication to the job.
The company counts today on more than 1100 multi marks and 65 mono brand stores with a
strong international and digital imprinting, also thanks to the strong push on the e-commerce.
Structure that leads the company to decide to change the software to support their needs in
a demanding market, with the main objective to align the retail and the digital channel.
Project plan
The retail project is focused on the implementation of a vertical ad hoc retail solution, studied
for the fashion market with the main objective to control the whole retail chain, with a strong
integration with the e-commerce.
Three main areas involved: IT Department, Reatil and E-Commerce & Digital. In details:




IT Department: in particular for the installation and technical part for interfaces
between ERP and Retail together with the external Cloud implementation
Retail Department: for the functional part and activities for the stores and front office,
POS performance
Digital Department: for the whole integration and interfaces with e-commerce and
seamless touchpoints
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Results
Being a project still in progress the first results will be available after the official roll out and
go live but the main KPIs fixed are clear: bettering of the performance for Stock, Sales,
Customer Loyalty thanks to the integration with the e-commerce and the retail management
software Yourcegid Retail. At this stage, no critical points have been identified.
The main assets of this project are, above all, from e-commerce point of view and the main
objectives are in terms of customers’ targeting and profiling, with specific marketing
campaigns to enhance the loyalty and, from the point of view of the technical solution, to
better the management of the stores.
Thanks to the software implemented the company will be able to work in real time: a
centralized database with real time data about Stock, Clients, Sales to manage the whole retail
business with an Omnichannel strategy on mind, together with the international support and
local countries best practices already present in the software.
In details:
Business Advantages






Stock and Sales Monitoring in real time, this allow to the company to be proactive in
the decision making
Stock Optimization and effective replenishment decisions allow a specific
management of the Stock in order to get a complete coverage in the stores and,
consequently, boost the sales in-store
Price and promotion management in real time: it’s possible to create ad hoc
promotions for the customers to enhance the brand awareness
Information, loyalty policies and payment centralization: this allows a full sales channel
integration ensuring a seamless shopping experience to the customer
Alignment of the information at any level (head office, stores, warehouses…) and for
all the business management roles (commercial director, retail director, Store
Manager…). The same level of information allows the alignment within the company
that speed up the decision making

Technical Advantages


POS installation in few minutes without any technical intervention



Upgrades management in a simple way and centralized. A unique upgrade for the
central DB and no needs to deploy upgrades for each store



Application available and ready to be installed, with a “follow the sun” support



Hardware in the store: basic and simple to reduce the cost of changes



Solution available on mobile devices



Automatic switch between online and offline
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Integration with other company processes
The solution can be fully integrated with other systems within the company.
Usage of traditional technology and Web Services to integrate in real time the systems.
One typical integration is the one with the ERP that fuels the retail.
Originality of the project
The integration between the offline and the online in order to supply to the customers a
seamless shopping experience, whatever is the channel used to purchase, to implement a
unified commerce process

Key words
Omnichannel; CRM; Retail Chain Control; Internationalization; Seamless Shopping Experience.

Company profile
Company: Elisabetta Franchi
Address: Via Viadagola, 30, 40057 Granarolo dell’Emilia (BO), Italy
The history of Elisabetta Franchi, real soul of the brand, is the history of a woman who
succeeded in conquesting the female universe thanks to her lifestyle and creativity: a mix of
great passion, deep product research and a total dedication to the job.
The creative path born in Bologna, town in which Elisabetta Franchi was born in 1968 and in
which the designer studied in the Aldrovandi Rubbiani school. In 1996 the designer opened a
small atelier, where she started to shape her ideas and realize the first collections with only 5
people (today are more than 200). Creator of a perfect Made in Italy pret à porter in a 10 years
it becomes a phenomenon in the fashion world.
The company managed by Elisabetta Franchi closed the year 2015 with a turnover of 102 M
euro, strong of good network all over the world (with more of 1100 multi mark stores and 66
direct stores). To confirm the good placement reached in the market, the designer chose to
walk the catwalk during the Milan Fashion week with the Spring Summer 2015 collection,
event that drives even more awareness to the brand.
In 2015 she launched the collection “EF loves dog”, as further proof of the love she has for
animal: all the sales will be devolved for abandoned animals.
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Pomellato Spa
CRM and clienteling systems for the worldwide network of Pomellato shops
Speaker: Michele Fioravanti (WW MIS Department Director)
Session – Time: RETAIL – April 20th – 5.30 p.m. / 6.00 p.m.

Project duration: November 2015 / April 2016
Project type: Implementation of the CRM and clienteling systems for the worldwide network
of Pomellato shops.
Innovation degree: Introduction of innovative technology for the company.

Aims
The project involves the customer management and profiling through automatic
segmentation models of extended CRM platforms and the provision of clienteling services in
Pomellato points of sales, to increase the effectiveness of store staff and improve shopping
experience and customer service.
Through the creation of an international multi-channel CRM and customer segmentation
models - extended to the shop staff through an application of omnichannel clienteling Pomellato wants to know and evaluate their customers, improve customer relations,
increasing the level satisfaction and loyalty, increasing the efficiency of sales activities,
(increase of sales / margin), and improve the perception of its products in the store.
Project plan
The project was divided into four phases:





Phase 1: dedicated to the extension of CRM systems as a unique group platform at all
branches (2015 November – 2016 February);
Phase 2: dedicated to the fast provision of basic services to the entire network of
Pomellato boutiques WWW (March-April 2016);
Phase 3: for the consolidation and improvement of the application solution based on
the feedback from the sales/marketing management and store managers;
In parallel, much importance was given to a phase of consolidation of a world-level
privacy management, according to the specificities of each country.
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Results
The first real result is a radical business change, because from its CEO Pomellato has really put
the customer at the center of its strategy. The company's focus is to understand and really
know the client to always find the right strategy to approach the sale: a gold or VIP customer
usually shopping between New York and Paris must be recognized and served in a special way
in Milan boutique. Before this project, each store was an island and pointed to its own success.
Originality of the project
Focus on a cloud platform; store networking also for their IT systems; supporting the selling
ceremony and improving the shopping experience; special attention to the stores and the
knowledge of the customer with the utmost respect for his privacy.

Key words
CRM; Clienteling; Omnichannel; Customer experience; Loyalty.

Company profile
Company: Pomellato Spa
Address: Via Neera 37, 20141, Milano, Italy
Synonymous with sheer creativity and colour, Pomellato was founded in 1967 and established
in Milan by the heir to a family of goldsmiths, Pino Rabolini. Introducing the prêt-à-porter
philosophy into the conservative world of jewellery, Rabolini shaped the brand by giving it a
powerful, fashion-oriented identity that soon enabled it to grow and be recognised in the
Italian market as well as in the international jewellery panorama. As of 2013, Pomellato has
joined the Kering Group. Present in more than 120 countries, the Group generated revenues
of €10 billion in 2014 and totaled more than 37,000 employees by the end of the year.
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Philipp Plein International AG
From Web to POS: How to win challenges with an Omnichannel Strategy
Speaker: Emiliano Chionaky (IT Manager)
Session – Time: RETAIL – April 21st – 11.30 a.m. / 12.00 p.m.
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Kering Group
Returns management across the supply chain
Speaker: Roberto Ragni (MIS Back Office Application Analyst - Logistic Expert – Kering IT
Services)
Session – Time: RETAIL – April 21st – 12:00 p.m. / 12.30 p.m.

Project duration: March 2015 / April 2016
Project type: Application integration.
Innovation degree: Introduction of innovative technology for the company.

Aims
Return management system integrated with quality control and refurbishing
Integration of quality control and repairs in operational flows of returns management.
Improve the relationship with customers (stores) ensuring timing and methods for handling
the returns.
Quality control department management and monitoring of the refurbishment activities (inhouse and outsourced) functionality.
Optimization of the returns process to improve the logistic flows and at the same time get
new indicators on the products quality and their industrialization.
Project plan
The project started in March 2015 and involved the customer service departments, logistics,
along with IT department in collaboration with the Kyklos vendor.
Returns management system was already present in the company since 2003 and in late 2015
it was decided to carry out a technological upgrade along with a process innovation that has
involved:




Integration with the quality system.
Engagement of the store in the preparation of the return (thanks to the use of a new
mobile suite) that were previously delegated to the customer service.
Implementation of new operational flows whose necessity had emerged over the
years.
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Results
Many are the results achieved, first of all, the solution allowed to harmonize the returns
procedures, being able to define SLA on management time and the procedure resolution.
It also enabled the control of process areas that before were only black box such as repair and
reconditioning centers.
It has been possible define the quality control procedures on the different product categories
coming to logistics optimizing processing times.
Strong integration with the existing IT solutions useful to the advancement of the various
procedures such as: the WMS, quality control.
Last result, but not least, was the possibility to verify the correct match between what was
declared by the store as return and what was found during the logistic check. This allows to
send only correct data to the involved systems (such as ERP or WMS).
Originality of the project
The originality of the project is in having directly involved the point of sale in the process. Now
it is no longer limited to open a return practice (obtaining a RMA number) but participates
immediately inserting articles and quantities in the system with the correct information
without creating problems later in logistics.

Key words
Returns; Quality; Aftersales; Shop; Logistics.

Company profile
Company: Kering Italia Spa
Address: Via Don Lorenzo Perosi 6, Casellina 50018 Scandicci (FI), Italy
Kering Group, formerly known as PPR - Pinault Printemps Redoute, is holding a global leader
in the apparel industry and the high-end accessories, headquartered in Paris, France, founded
in 1962 by entrepreneur François Pinault.
The French multinational company designs, manufactures and markets its products through
two main lines, Luxury and Sport & Lifestyle, and owns some of the best known fashion brands,
fashion and sports sector, such as Gucci, Bottega Veneta, Saint Laurent, Alexander McQueen,
Stella McCartney, Pomellato and Puma, to name a few.
Today Kering brands are distributed in over 120 countries around the world.
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TECH SESSION
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Berbrand Srl
The Internet Book of Things
Speaker: Emanuele Bertoli (CEO)
Session – Time: TECH – April 20th – 11.30 a.m. / 12.00 p.m.

Project duration: January 2015 / Ongoing
Project type: Anti-counterfeiting RFID Technologies and authenticity warranty of products
with functional extensions to social marketing.
Innovation degree: Consolidation of already existing technologies (integration or extension of
information systems); introduction of an innovative technology aimed at fashion industry.

Aims
Counterfeiting products make up for 5 to 7% of world trade. Counterfeiting items cost almost
2.5 million jobs worldwide, with 750.000 jobs lost in the U.S. alone. The global value of all
counterfeit goods has reached $ 1.77 trillion, up from approximately $550 billion in 2008.
Counterfeit products are often produced in violation of basic human right and child labor laws.
**https://en.wikipedia.org/wiki/Counterfeit_consumer_goods#cite_note-Hult-5
In this context was born the idea to develop a solution to exploit the IoT and RFID technology
as a product uniqueness warranty and to save counterfeiting.
So, it has been developed 1TrueID project, whose aim is to define the IoT, as a social media of
true people where the product and its supply chain is pivotal, allowing any buyer to take public
possession of his purchases and to a maker to develop his own one-to-one communication
and storytelling at an affordable cost. All of that in an environment capable to guarantee the
originality of the item with the same level of security of a passport or a credit card.
Project plan
We started from developing a secure NFC tag suitable to be used in multiple items from
garments to food to furniture and so on. We set up a project brief and involved our historical
partner in RFID technologies, SAIT.
At first we tested the solution in-house applying it on our items, delivered to our agents, and
to a test production of shirt targeted t the high end market. Secondarily, we implemented the
solution with a final client who adopted it in his collection.
84

On our production it has been applied on almost 5k items, in particular buttons for the fashion
industry, to test the solidity and usability of the system that involves a software solution, an
app and different tags. This test was satisfactory and make us confident in release it to a final
client who suggest us some small improvement mainly in the images layout and in the
possibility to read some general information without installing the app, that on the contrary
permits to scale the information to an amazing level.
The project is scalable and affordable from one to millions of tags purchased.
The tags are ISO 14443 compliant with chip NXP216 to ensure enough storage memory for the
encrypted data. Devices for the reading of the information are common Android smartphones
with NFC technology.
For the initializing phase we use professional devices from Identive. However, the choice of
the NFC standard protocol allows the use of any compliant devices, without any obligation.
We identified the right TAGs with the support of the manufacturer like Smartrac; for the
washable tag we engineered a specific product in conjunction with Tectus. All the software
component of the project required strong development and customization.
The TAG initialization activities are made at Sait offices, then shipped to the customer; the
installation of the TAGs on the customer items is made by the customer itself, who is also in
charge of the definition of the technical data of their own products to be associated to the
tags: this operation must be done through the on-line app, so no specific equipment is
required.
We made an extensive HW selection to identify the right TAG compatible with the project
requirements. The main requirement was the reading performance: distances, and
adaptability to different materials. Moreover we defined two different kind of applications:
washing resistant and not.
The software components of the project are:



Android app: developed with Android Studio and native NFC library
On line app: based on Oracle DB, J2EE and standard framework for the front end
and back end as:
o
o
o
o

Spring
Hibernate (H8): Object Relation Mapping (ORM) service
ExtJS: Cross-browser JavaScript library
DWR: RPC library for java – javascript interaction
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The working flow of the project includes the following steps:




Maker (customer of the 1TrueID solution) codification, as producer of the items to be
tagged;
DB insert for the identification of the products information;
Codification of NFC tag associated to the items, through data writing with
cryptographic algorithm developed ad hoc by SAIT, following the Public-key/Privatekey method.

The maker apply the NFC tag to its items that, now, belong to the IOT metaphor, as objects
with its own information intelligence and who can communicate with devices.
The procedures described are implemented through the web application, the initializing
devices on Sait side and the NFC card including the cryptographic key on the maker side.
The system usability can now be considered as a service by the final users (maker’s customers),
thanks to the following operations:





Download and installation of Android app through Android smartphones and Google
store;
Registration through personal account app or main social network (Facebook, Twitter,
Google) already existent account, so that it is possible to reach integrative functions as
product’s property declaration or social activities;
Contact with the NFC tag on the item.

Then, automatically the system does the following operations:


It decodes the cryptographic key, access to the data set by the maker, identifies the
product authenticity or not, and proposes some consequent activities as social
networking, fraud warning, etc. (defined by the maker).

The users and makers registry data, the product’s information and the log of the user/products
interactions are registered and managed in Oracle database on cloud.

The use of these BIG DATA is preparatory to statistic analysis about:






Security of the data stored
User profiles
User/items interests
Trends setting
And so on
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These functions are available to the Makers through the specific interface on the online app.
Results
One to one marketing
Thanks to 1trueid:
 You can offer other customer‐engagement possibilities
 You can tie referencing to performance
 You can align your PR messaging with your customer
Customer advocacy
Thanks to 1trueid:
 You can deliver what you promise and promptly fix what goes wrong.
 You can put your customer references together with their peers
 You can provide your customer references with opportunities for growth
Ownership
Thanks to 1trueid:
 Accommodation rentals are easier and in safe hands, yours
 Producer warranties are locked and always update
 Post‐sales services are immediate and more accurate, tailor made.
Anti-counterfeit
Thanks to 1trueid:




Counterfeit is intended to fall sharply
Work equality and dignity is incentivized
Users who founds fake goods are greatly rewarded

Originality of the project
Creation of a developed metaphor of a IoT, intended as a social media of true people who has
their own smart items that can communicate their storytelling and share it following social
networking rules; with particular attention to brand protection, anti-counterfeiting and
production ethics.

Key words
IoT; Anti-Counterfeiting; Social Networking; Products’ authenticity; RFID Technology.
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Company profile
Company: Berbrand Srl
Address: Via delle Marine, 9, 24064 Grumello del Monte (BG), Italy
Ethics, sustainability, trust, are parts of social capital, and social capital matters in financial
markets. Investors consider not only the information they receive but also their trust in the
accuracy of the information and the fairness of the markets in which to trade. Emanuele
Bertoli, has made BerBrand one of the most innovative companies in Europe investing in
these added values. BERBRAND which core business remain the fashion industry is now
investing in top innovative and sustainable companies, among that the brand Superlativa
and the future social community of conscious consumers 1Trueid. His philanthropic activity
comprehend the recovery of the Ancient Castle of Padernello in Italy surrounded by a rural
territory who’s promoting slow food activities and cultural events.
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Borbonese
Digital Marketing: the new frontier for a unique and custom Customer
Experience
Speaker: Andrea Rosa (ICT Director)
Session – Time: DIGITAL – April 21st – 3.30 p.m. / 4.00 p.m.

Project duration: November 2015 / Ongoing
Project type: Project of Modern Marketing in an Omnichannel vision, Customer Experience
and Marketing Automation, Brand Strategy, Customer Engagement, Customer Master Data
Management.
Innovation degree: Introduction of an innovative technology for the company; Introduction
of an innovative technology for the sector.

Aims
During 2015 Borbonese acquired the awareness of the importance of integration between
stores and e-Commerce, in other words, between physical channels (offline) and digital
channels (online) in order to have shared information from the different touch points used by
consumers and to use them properly, according to a new digital marketing model. Hence it
has been necessary to adopt a solution that could support the company in a new way with the
customer approach and relations, to involve him in an individualized and personalized
experience, providing in the meantime an innovative Customer Experience.
Project plan
Borbonese has identified Oracle Marketing Cloud as the most appropriate platform, meeting
the internal demands, in order to manage the processes of marketing in an automated way,
creating intuitive campaigns, which are immediate and customized on the basis of the target
that has to be involved and of the operating flows conditioned by the customer actions.
The first planning step has been the centralization and maintenance of a single customer
Database, with information from heterogeneous sources such as retail stores, online shops
and Marketing Campaign tools. A data integration-layer tool was needed, which is a
specialized device that is complete in collecting, organizing and consolidating datas from
different sources, in order to obtain useful information related to customers, potential
customers and their behaviour.
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This solution has come from the proposed Venistar with the adoption of the Customer Master
Data Management and with the currently ongoing project of integration with e-Commerce,
Retail and E-Mail Marketing platforms used by Borbonese. At complete implementation, an
import of historical data related to the sales realized through each channel will be displayed;
from this moment, the data from the various platforms will be available in real time, creating
a Single Customer View of Customers and Prospect.
Next step will be the Oracle Marketing Cloud set-up, which is an automated platform for
Digital Marketing, integrated with Venistar Customer Master Data Management. Through
bidirectional connections in real time between the two tools, it will be possible to define and
configure automated marketing processes using the CMDM as the Master Data. The
Marketing Automation platform makes it possible to manage the marketing processes in an
automated way, in particular the creation of contacts and leads, with e-mail marketing
continuous campaigns on the basis of operational flows conditioned by customer actions.
The last step concerns the Rapid Retargeter set-up, a feature of Oracle Marketing Cloud that
allows the marketing department to adapt to customer interactions as soon as they occur and
therefore to send a relevant and prompt message in real time. Unlike many retargeting tools
that are isolated in a single channel, Rapid Retargeter allows to manage all marketing channels
and reach the customer instantaneously.
Results
The availability of this solution in Cloud has been a further enabler for Borbonese:
implementing strategic initiatives to support the business, without having to depend on the
adjustment of the IT infrastructure or on the software development, brings to the company
agility, speed, innovation, scalability and security for data and users. With such a complete
solution, Borbonese can meet the potential customers, optimize the engagement of
consumers throughout the purchase path, making him feel special and unique, offer relevant
contents to each customer and strengthen customer loyalty.
Originality of the project
The customer is more and more evolved, informed and prepared before the purchase: a
recent research has determined that the rate of ROPO (Research Online, Purchase Offline) is
raised to 75%, confirming the change in consumer behaviour through Digital Transformation.
The motivation for Borbonese’s choice lies in understanding the importance of this change,
which requires a different approach to the customer, placing him at the center of our attention
in order to involve him in an individualized experience. It’s therefore necessary to engage our
customers and potential customers with targeted and personalized marketing initiatives, to
reach them at the most suitable and appropriate moment, and to be able to analyse all the
actions and reactions quickly and completely. For these reasons, we evaluated digital
marketing solutions that could provide a complete picture on the habits, preferences and
intentions of the customer, which are fundamental datas for the departments that are in
contact with the consumer to create highly relevant interactions.
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Key words
Customer Experience; Single Customer View; Digital & Modern Marketing; Marketing
Automation; Customer Master Data Management.

Company profile
Company: Borbonese S.p.A
Address: Via 1 Maggio 89/A – 40064 Ozzano dell’Emilia (BO), Italy
Borbonese is a historic Italian brand, it has a strong heritage, created in Turin in 1910, as a
bag, jewellery and accessories label. The distinctive features of BORBONESE style are the O.P.
or Occhio di Pernice (partridge eye) print and metal accessories such as screw and bracket,
present in all the collections. BORBONESE has always combined the best materials and the
most sophisticated manufacturing techniques with skilled craftsmanship and attention to
research, in order to maintain high levels of quality and stylistic standards. Over time,
BORBONESE has developed a concept of Global Living developing lines of accessories,
footwear, clothing, furniture and household linen. BORBONESE manages a network of 18
brand boutique and 15 outlet stores, on the Italian and Swiss territory, and distributes its
products through 400 multi-brand authorized resellers. Through its website, completely
renovated last year, it directly manages the online sales in Italy and abroad. In 2014,
BORBONESE opened its new representative office and showroom in Milan, in the fashion
district Via Monte di Pietà 24, and the new operational headquarters in Ozzano dell’Emilia
near Bologna.
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Preca Brummel
Customer Centricity’s impact on the Retail model: Preca Brummel
Speakers: Mauro Minniti (Trade Marketing Manager)
Session – Time: DIGITAL – April 21st – 4.00 p.m. / 4.30 p.m.

Project duration: September 2015 / Ongoing
Project type: Customer Analytics, Campaign management and performance management
systems implementation in order to support both Headquarter and Retail operations.
Innovation degree: Introduction of highly innovative technologies for the company
(technologies currently in use in other companies of the industry).

Aims
The company aims to improve its Brums and Bimbsu store network launching marketing and
retail approaches that pursue a “customer-centric” model, through:




The development of customers’ loyalty and virtuous behaviours enabled by customer
knowledge itself.
The orientation of the decisions on both products and in-store service model
coherently with customers’ profiles and expectations.
The development of a system, integrated with the customers’ logics, able to monitor
the store performances.

To reach these goals Value Lab designed a project to enable the company to manage
independently the entire customer lifecycle. The company will need to equip with skills and
systems to manage data and information at all touchpoints, develop analytics, manage a
personalized, and based on the customer/baby lifecycle, contact strategy, integrate such
information in a Retail performance management tool.
Project plan
The project consisted in four phases:


Design and Business Case: Mapping and role definition of each customer touchpoints
(Shop, E-commerce, Social Network), data model design, action plan and contact
design (activities, contents, contact channel), performance management system
design, architecture design, business case development
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Analytical Insight: Develop the customer base profiling model in order to divide
customers into segments based on behavioral variables during their lifecycle
Implementation of Marketing Database and Marketing automation based on SAS
technology and development of the integrations with the administrative systems and
outbound channels: implementation of Customer Unique View, interaction plan and
marketing campaign
Implementation of a store performance management system based on Qlik
technology: executive and managerial dashboard, automated reporting system for
each shop

The project team is composed by Value Lab, as partner, and by the following Preca Brummel
directions: CRM & Trade Marketing, Digital & e-commerce and IT.
Results
The project enabled the company to start the transformation path of the internal processes
and the growth of the customer base value following an “outside-in” approach. The results
reached as of today are the following:





Realization and divulgation of the “unique customer view” across the different brands,
integrating behavioral and personal data both inside the company and in each store,
in terms of concise metrics of valuation
Development of store performance analysis and valuation system integrating
customers’ KPIs used in merchandising plan, buying and stores objectives definition
processes
Development of a contact plan based on analytics insights and customers’ lifecycle

From an economic perspective, the main results are the improvement of promotional
activities’ redemption, the growth of both in-store traffic and average customer value, mainly
due to an increase in purchase frequency. The main challenge is the change management of
the in-store operations. On this topic, the company already made investments in training and
in strengthening the best practices. The project’s next steps are the on-going evolution of the
intelligence system, the development of new communication approaches and more
integrated, in an omni-channel view, management operations.

Originality of the project
In an environment with such a high competitive pressure, where in-store assisted selling
ceremony and service level offered to customers in each touchpoint represent a critical
success factor, the project experience is the first step in guaranteeing Preca Brummel a
leadership position. The originality of the project consists in having developed, quickly and in
a flexible way, a path of retail evolution towards “end to end” customer centricity. The process
started from the realization of the structure (Customer Unique View) enabled by the campaign
management and business intelligence solution in order to manage marketing and sales area,
product development and the in store service model.
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Key words
Customer Experience; Analytics; Customer Loyalty; Campaign Management; Store
Performance Management.

Company Profile
Company: Preca Brummel
Address: Via Galliano 21 Carnago (VA); Italy

Preca Brummel is an Italian company active in the production and distribution of clothes for
males and females under 16 years. The company, founded in 1951 near Varese, sells nationally
and internationally in more than 2.000 stores. Preca Brummel markets more than 8 million
pieces per year through three owned (Brums, Bimbus and Mek) and two licensed brands (MCS
kids and Gorjuss). The company sells its products in direct operating shops, franchising,
wholesales, outlets, corners, mono-brand on-line stores, and multi-brand on-line stores. The
company manages directly three on-line stores, and can benefit from a database of 400.000
B2C contacts.
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Marzio Amadori
Speaking at the PLENARY session on April 20th from 3.30 p.m. to 4.00 p.m..

Antonio Benato
Speaking at the NPD session on April 21st from 12.30 p.m. to 1.00 p.m..

Duilio Bertacca
Duilio Bertacca, Area Manager in Italy for Bottega Veneta, deals with managing the DOS and
Outlets in Italy. He has been with Bottega Veneta for six years and previously worked for ten
years with Gucci - for a total of sixteen years with the Kering Group.
Duilio began his professional career working as a Sales Assistant in a Store. This experience
gave him the chance to develop a detailed knowledge of all features of the Fashion Retail
market and over time he has consolidated his experience in the Luxury Fashion sector.
Speaking at the RETAIL session on April 20th from 4.30 p.m. to 5.00 p.m..

Patrick Bertrand
Patrick Bertrand has spent his career harnessing business performance, innovation and
technology transformation. A graduate of the IEP (Paris Institute of Political studies) with a
degree in law, Patrick Bertrand joined Cegid as CFO in 1988 and in 2002 became the CEO of
the group. He was a member of the French Digital Council in 2011 and 2012, and in 2014 he
participated in now French President François Hollande’s “34 industry plans” program as a
“qualified person”. He is also the co-founder of AFDEL, the association of French software
companies, and the “Lyon French Tech’ to attract and accelerate the development of local
entrepreneurs, start-ups and innovative companies.
Speaking at the PLENARY session on April 20th from 10.00 a.m. to 10.30 a.m..

Emanuele Bertoli
Emanuele Bertoli, is the owner of a company that makes mother-of-pearl buttons for clothing
designers like Giorgio Armani and Stefano Ricci, has thrived by putting most of his production
in Vietnam and China, near the hatcheries for his pearls.
Back home, where he keeps a design studio, Mr. Bertoli, 38, said he was inspired by the sundappled landscape east of Milan — a region known as button valley for its many local button
makers. "You are surrounded by beauty in this country," he said. "It permeates you."
Capturing this beauty, he said, and selling it to the rest of the world — whether in the form of
Ferragamo shoes or Fiat cars — is how Italy can reclaim its export franchise and revive its
economy.
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Speaking at the TECH session on April 20th from 11.30 a.m. to 12.00 p.m..

Daniele Bon
Since May 2012, Daniele Bon is Production Planning Manager for Moncler, previously he has
worked for four years with Benetton Group and, later with LottoSport. Daniele Bon then
worked for two years reporting directly to Operations Director, following, beside process
activities, implementation and change management projects (e.g. PLM).
Currently, Daniele Bon holds the role of Production Planning Manager with Moncler, where
he carried on the implementation of Production Planning system and the re-design of
purchase and planning processes according to the new needs and the fast growth that the
Brand has experienced in the last few years.
Speaking at the SCM session on April 20th from 5.30 p.m. to 6.00 p.m.

Fabio Canali
Fabio Canali is CEO Lectra Italia Spa the world leader in integrated technology solutions
In 1997 Fabio was appointed Country Manager of the Italian subsidiary of Investronica
Sistemas, which he had joined in 1984 as Software Product Manager. In 1991 he was
nominated Sales Director.
He started his career as CAD Systems Manager in Canali Spa, an Italian famous fashion brand
specialized in apparel for men.
Speaking at the PLENARY session on April 21th from 9.30 a.m. to 10.00 a.m..

Fabio Cattani
Economy and Management engineer.
Graduated at Padova University, course of study in engineering.
Employed at Control quality and technical department office of Ferplast Srl. Appointed as
project manager to company projects in the areas of technical, quality assurance, research
and development
Employed at Bottega Veneta S.r.l. at Production and Planning Leather-Goods department
office. Appointed to manage the production progress for handbags and bags (intermediate
phases and special production)
Employed at Bottega Veneta S.r.l. as Quality Project Manager to manage project and
processes related to reorganize the Quality and Corporate Customer Service departments.
Employed at Bottega Veneta S.r.l. as Leather Goods Quality Manager.
Speaking at the BPO session on April 21st from 4.00 p.m. to 4.30 p.m..

Marco Cesana
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Born in 1973, he has been with Canali for 20 years and has covered various roles. He is now
Group Logistics Manager. With Economics studies and a master in Logistics at Milan MIP, he
is in charge of tailor-made logistics within the group. Integrations (from owner-drivers to
multinationals, from airlines to Customs, from Transit Point to 4PL) and creation of effective
international logistic processes aimed at customer satisfaction. Deep knowledge of tools and
processes of ERP, Retail, CRM, Web, e-commerce, HR, Safety, Custom, Security, Project
Management.
Speaking at the SCM session on April 21st from 12.00 p.m. to 12.30 p.m..

Emiliano Chionaky
Speaking at the RETAIL session on April 21st from 11.30 a.m. to 12.00 p.m..

Giovanni Colzani
Born in 1969, he has been CIO of the Canali Group since 2008. After the Electronic Engineering
Degree from the Politecnic of Milan and before joining Canali, he worked as analyst for various
software companies specialized in Fashion&Luxury. In his career, he has led processes for the
technological transformation of HW/SW infrastructures and has taken part in several ERP,
Retail, CRM, Web, HR and E-commerce projects both in Italy and abroad.
Speaking at the SCM session on April 21st from 12.00 p.m. to 12.30 p.m..

Renzo Cosentino
Twenty years of experience in design and implementation of application and management
solutions within different industry sectors.
His professional career led him to investigate and innovate the strong link between ERP
Solutions and Business Processes.
After a long period of application consulting with several medium size Italian companies, he
seizes and shares the fascinating opportunities of technological innovation offered by the
Trussardi Group.
This experience allows him to implement what he learned through the past experience, giving
rise to an important application architecture, operational to the Group growth and its strategic
path.
Speaking at the SCM session on April 20th from 11.30 a.m. to 12.00 p.m..

Giorgio Cuttica
Giorgio Cuttica, former founding partner of the Company Orsi Automazione and, later,
General Director of MES (Manufacturing Execution Systems) division of Siemens, today,
together with experienced manager from the industrial automation and Supply Chain
management software, founded the sedApta Group and currently covers the role of President
and shareholder.
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Speaking at the PLENARY session on April 20th from 10.30 a.m. to 11.00 a.m..

Jami Dunbar
Jami Dunbar is Vice President of Apparel and Virtualization for Lighthouse, Under Armour’s
advanced manufacturing innovation hub. A recognized leader in apparel technical design, her
key focus is innovating, testing and developing future processes for design, manufacturing and
virtualization of apparel. Ms. Dunbar joined Under Armour in August 2012. Prior to Under
Armour she served as Vice President of Technical Design at Abercrombie & Fitch. Ms. Dunbar
maintains active involvement with students in Apparel and Textiles and serves on multiple
academic Advisory Boards. Ms. Dunbar received her Bachelor of Science in Apparel and
Textiles from Kansas State University.
Speaking at the NPD session on April 21st from 11.30 a.m. to 12.00 p.m..

Arcangelo D’Onofrio
Arcangelo D’Onofrio worked for fashion companies in the Information Systems, he developed
the business unit dedicated to fashion enterprises as a supporter during their growth. In 2009,
with the collaboration of Francesco Pieri, they founded Temera, a company which in few years
has become a reliable partner for the implementation of RFID Technology and for Customer's
Experience Solutions.
Speaking at the PLENARY session on April 20th from 3.30 p.m. to 4.00 p.m..

Tom Enright
Tom Enright is a Gartner Supply Chain Research Director, and has 20+ years of Supply Chain
experience. His specialization is in Retail and Consumer Goods Supply Chain Fulfilment. His
coverage area includes consumer-facing shipping and returns practices, demand forecasting,
inventory optimization, distributed order management and in-store logistics. Prior to joining
Gartner in August 2013, Tom worked for UK retailers including Marks & Spencer, The Arcadia
Group, Mothercare, Habitat, River Island, Liberty of London and Asprey & Garrard.
Speaking at the SCM session on April 21st from 11.30 a.m. to 12.00 p.m..

Andrea Ferrero
Andrea Ferrero, born in Marigliano, graduated in Engineering at the “Politecnico di Torino”
(Technical University Turin).
He began his career in 1985 at the Finsiel IT Company of the Italsiel Group and later joined the
Fashion Division of the Miroglio Group, dealing with “operations”.
From 1993 to 2013, he held the position of Production Manager for Fast Fashion lines; from
2013 to 2014, he held the position of Production Manager for the premium lines.
Since April 2014, he is the CEO of Miroglio Textile.
Speaking at the SCM session on April 20th from 5.00 p.m. to 5.30 p.m..
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Michele Fioravanti
Michele Fioravanti is an industrial engineer, graduated from the Polytechnic of Milan. After
an experience in consulting at Sopra Group, he enters Pomellato Spa in 2006, which is now IT
Director.
Speaking at the RETAIL session on April 20th from 5.30 p.m. to 6.00 p.m.

Michele Galliano
Michele Galliano, Managing Director and partner of Rilievi Group from 2013. Previously, he
cooperated with Rilievi Group as consultant, having an history of over 15 years in
management consulting, with focus on change management processes in complex
organizational settings with interventions on strategic planning, finance and management
control, business organization, analysis and economic/financial evaluation to support the
operations of corporate finance.
He has collaborated with industrial and service companies in multiple sectors, with
significant experiences in the fashion and clothing industry.
He has held management-training courses in management training-schools and corporate
universities.
Speaking at the SCM session on April 21st from 4.00 p.m. to 4.30 p.m..

Giacomo Gozzi
Joined Roberto Cavalli in February of 2004, during the first three years Giacomo Gozzi was
involved in the stores management/support and the supervision of the RetailPro virtual Main
over the development of some important business applications (database management and
pricing, production scheduling activities, generating labels, etc ...) as the sole analyst and
internal java developer.
Since January 2007, as IT-Retail Manager, he deals with project management activities in order
to develop specific customizations and additional features for the retail channel according to
business demands.
Speaking at the RETAIL session on April 20th from 11.30 a.m. to 12.00 p.m..

Asaf Landau
Asaf Landau is CEO of Optitex, the leading provider of an integrated 2D/3D software platform.
A seasoned executive in the software field, he founded Evolven Software, held senior positions
as Mercury Interactive, and at a fashion accessories brand. He holds a BA from University of
California at Berkley.
Speaking at the PLENARY session on April 20th from 2.30 p.m. to 3.00 p.m..

Domenico Lepore
Domenico Lepore is an international expert in systems-based management. He has applied
the method of science to management to achieve repeatable and sustainable results. His
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Decalogue management methodology developed with Oded Cohen has been implemented in
a myriad of organizations internationally, from multinationals to family businesses for twenty
years.
Speaking at the PLENARY session on April 21st from 10.00 a.m. to 10.30 a.m..

Alberto Lovisetto
Born in Bassano del Grappa in 1984, accomplished the graphic design studies in the best
schools. He works for Dainese since 2008 and created the last technical motorbike and ski
wear collections. Always been technology enthusiastic immediately tried to utilize innovative
instruments in order to speed up his work results.
Speaking at the NPD session on April 21st from 12.00 p.m. to 12.30 p.m..

Giulio Meghini
Giulio Meghini, began his career in 1991 at Bassilichi Informatica. In 1996, he was one of the
founders of Xplora Srl, a company focused in Business Process Management with important
customers across the country. In 2000 lands in Formula as Chief Information Officer, since
2004 works as Chief Executive Officer of FabricaLab Srl a system integrator specialized in B.I.
with a strong focus in the fashion market.
Speaking at the PLENARY session on April 21st from 2.30 p.m. to 3.00 p.m..

Mauro Minniti
Mauro Minniti graduated in Management from Bocconi University. Today he is Head of Trade
Marketing in Preca Brummel. Mauro manages trade and consumer activities in retail and
wholesale channels and CRM and loyalty strategies. Before Preca Brummel, he developed
experiences in trade and consumer marketing in LG electronics, Pernod Ricard, Maxxium and
Damiani, deepening his expertise in marketing and distribution in different environments and
channels.
Speaking at the DIGITAL session on April 21st from 4.00 p.m. to 4.30 p.m.

Andrea Montaguti
Class of 1962, born in Bologna, and educated in the sciences, Andrea joined SPORTSWEAR
COMPANY Corporation 19 years ago, taking on the role of Head of Information Systems. He is
currently involved in the complex migration of custom system processes to the global ERP
standards. Ever attentive to changes in the industry, he moved all flagship store management
to the CLOUD and introduced BI for a greater in-depth analysis of business information.
Speaking at the RETAIL session on April 20th from 12.30 p.m. to 1.00 p.m..

Raffaele Nardo
Born as Web Designer & Developer, Raffaele Nardo has developed a deep knowledge of Digital
Luxury activities management specially for eCommerce, Digital Marketing and Social Media.
He started working in digital agencies, experiences that allow him to enhance his skills in
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digital. After that he worked for fashion companies as Digital & E-Commerce Manager. During
his career has managed different E-commerce sites such as Philipp Plein and Elisabetta
Franchi. Now he work in Elisabetta Franchi as Head of Digital & E-Commerce , responsible of
a team of 5 people, drives the E-Business and manage the digital communication through
Web, Email and Social Media Marketing. With a strong background and skills he is able to
develop the digital business in an efficient way thanks to a strategy to fulfill all the needs.
Speaking at the RETAIL session on April 20th from 5.00 p.m. to 5.30 p.m..

Antonello Orunesu Preiata
Antonello Orunesu Preiata has a business and economics degree from the University of
Cagliari, achieved in 1998.
He is member of the chartered accountants register of Florence from April 15th, 1996 and he
is member of the Register of Auditors from July 27th, 1999.
From eight years he has been participating as an external lecturer in the Master in Auditing
and Internal Control held at the Faculty of Business and Economics of Pisa. The topics covered
relate to international accounting standards and the revision of some items of the budget.
For 20 years he worked in the PwC’s network dealing with audit, transaction services and
implementation of internal control systems.
Speaking at the SCM session on April 20th from 12.30 p.m. to 1.00 p.m..

Ennio Piccirillo
Ennio Piccirillo has been working for about 10 years in the luxury sector, holding at first
position related to project management activities for IT and business process systems
innovation. He spent seven years in the IT department working on Merge & Acquisition,
Pricing & Margin Management, Business Reporting and Governance & Risk Management
projects. During his working experiences, he have collaborated with all the business functions
operating across the company network (Corporate, Company: production, distribution, and
commercial ones), coordinating internal team and external suppliers. Since about three years,
Ennio has holding the position of Technical Office Manager at Bulgari Accessories, leading
several activities such as technical master data, costing, collection scheduling, time and
methods and quality specification. In addition, he is Program Manager for the initiatives
related to lean, six sigma and IT projects.
Speaking at the BPO session on April 21st from 3.30 p.m. to 4.00 p.m..

Noris Proserpio
Noris Proserpio joined arena in 2011 as Senior product manager and moved up to serve as a
Design and Development Manager in 2015. Noris is an experienced professional in product
development for fashion and retail, as she worked for many prestigious brands, such as
Moleskine as category manager soft goods, Sergio Tacchini as merchandising manager, Adidas
as head of apparel and local production and Colmar as product manager.
Speaking at the PLM session on April 20th from 5.00 p.m. to 5.30 p.m..
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Roberto Ragni
Speaking at the RETAIL session on April 21st from 12.00 p.m. to 12.30 p.m..

Luca Realini
I joined the Ermenegildo Zegna Group in 2009 as IT Project Manager, after previous years of
experience in Chateau d'Ax S.p.A. and BMW S.p.A. in Italy. Integrated in the department IT
Customer Service & Distribution, immediately I focused my work to manage the
implementation of the existing WMS product in the company for the finished product, then
by extending my skills to RFID solutions for tracking and logistics of prototypes and samples
at our showroom.
Speaking at the SCM session on April 21st from 12.30 p.m. to 1.00 p.m..

Giuseppe Riefoli
Giuseppe is the Industry Sales for Fashion market at Dassault Systemes, the leading PLM
company.
Giuseppe has multi years experience in several Industries, focusing on business challenges and
processes for small, medium and large accounts.
Previously Giuseppe worked in Lectra Italy, where he covered Sales Strategic Accounts and
follow Fashion Market with most relevant Lectra’s Customer.
Speaking at the PLENARY session on April 21st from 10.30 a.m. to 11.00 a.m..

Stefano Righetti
Stefano Righetti is founder and CEO at Hyphen-Italia and the leader of the Chalco.net project,
which he has personally and successfully coordinated and promoted over 15 years and whose
updated mission covers now the brand and product communication fields as well as the ecommerce sector. His technical-IT background has been more and more supported by the
innovative TOC - Theory of Constraints approach by EM Goldratt and its evolutions, as
proposed in the Decalogue by D. Lepore and O. Cohen.
Speaking at the PLENARY session on April 21st from 10.00 a.m. to 10.30 a.m..

Humberto Roa
Humberto Roa leads Centric Software’s innovation, mobile and cloud initiatives. Since joining
Centric, Roa has held many positions including Business Consultant, Product Manager and
Director of Mobile Products and Innovation. He successfully led the development of 12 mobile
apps which are used to facilitate the design, development and retailing of consumer goods,
such as fashion, luxury, footwear and accessories.
Roa previously worked for Amazon as a Senior Product Manager. He also founded two award
winning technology companies: Yorder which specialized in mobile and social commerce
systems that connect sports teams, live event venues, mobile gourmet food vendors and
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restaurants with on-the-go, social media savvy consumers and Salmon Rock which provides
strategic and tactical product management and product marketing services.
Speaking at the PLENARY session on April 21st from 3.00 p.m. to 3.30 p.m..

Lorenzo Rossi
Speaking at the PLENARY session on April 21st from 9.30 a.m. to 10.00 a.m..

Luigi Ronco
He began his experience in Dainese in 1991, at the beginning as a leather cutting operator,
then as a designer. His aspirations led him to attend some design courses which permits him
to became the accessories and fabric research manager and the external laboratories and Far
East manager until 1997. From 1996 to 1998 he has been the apparel and protections manager
in the R&D department. Since 1999 he’s the R&D director. He joined important projects, such
as the D-air one that in 2015 allowed him to gain a great recognition : the Ferdinand Porsche
award, established by the University of Vienna.
Speaking at the NPD session on April 21st from 12.00 p.m. to 12.30 p.m..

Andrea Rosa
In over 25 years, Andrea Rosa has held various project experiences in ICT area to integrate
technological processes and infrastructure in line with business needs.
Good knowledge of the processes in companies operating in the fashion industry. Since 2006,
Andrea Rosa has held the position of Director of Information Systems in Borbonese. Within
the ICT division, he is responsible for managing the resources for the execution of activities
and the development of IT projects, the optimization of information systems and their costs
according to defined sourcing policies, in addition to performance monitoring to identify and
resolve any critical issues with improvement actions.
Speaking at the DIGITAL session on April 21st from 3.30 p.m. to 4.00 p.m..

Tim Smith
Tim Smith has been leading Under Armour’s product and innovation technologies since 2009,
overseeing their product lifecycle management, digital asset management, and product
virtualization technologies. With over 20 years of experience in athletic brand and retail
industry, Tim has driven technology innovations that bring Under Armour’s products from
inspiration to commercialization.
Speaking at the NPD session on April 21st from 11.30 a.m. to 12.00 p.m..

Lucio Starita
Lucio Starita, IT Manager at The Bridge since 2006, was born in Naples in 1957. He graduated
as "Programmer Cobol / Fortran / Assembler" in Pisa, in 1976 works in Milan with Piero
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Slocovich. For 20 years in the companies belonging to the "Line Computer S.p.A." in various
positions of the IT sector.
From 1999 to 2005 he is responsible for the information systems of the Florentine company
HUB (Motorola brand).
Expert in programming languages, operating systems, tools to aid the structured analysis and
of the BPR methodology. For some years he prefers the use of Concept Maps. Strong
developed skills over 40 years of work on ERP standard, fruit and vegetable markets,
transportation, logistics, public administration, design of graphical interfaces,
communications and networks, houses, utilities, ISO9000, mobile telephony and, of course,
Fashion industry.
He has experience from their "birth" of the web and apps. Coordinates a team of 3 people.
Speaking at the SCM session on April 21st from 3.30 p.m. to 4.00 p.m..

Luca Tonello
Luca Tonello was born in Germany in 1970. From 2014 he officiates the role of Sales and
Channel Manager at Dedagroup, Fashion Factory & Retail After graduating in engineering at
Padua University and before the actual experience in Dedagroup, Luca worked for Xerox and
Storagetek, until the last important experiences in Sun as a Senior Product Account Manager
and in Oracle, in charge of Enterprise Customer MRD Fashion, Retail e Manufacturing markets.
Luca is a sailing and cycling enthusiast, he was married and he has 4 children.
Speaking at the PLENARY session on April 20th from 3.00 p.m. to 3.30 p.m..

Laura Valagussa
Laura is CG, CGR Senior Business Development Executive at Dassault Systemes.
Laura has almost 20 years of experience in Fashion & Lifestyle, focusing on business challenges
and process for Strategic Accounts; previously she worked in Lectra where she covered
different positions, till being Professional Services Manager.
Laura studied Mathematics and Engineering at Università degli Studi di Milano and Politecnico
di Milano.
Speaking at the PLENARY session on April 21th from 10.30 a.m. to 11.00 a.m..

Stefano Zulian
Speaking at the NPD session on April 21st from 12.30 p.m. to 1.00 p.m..
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Cegid
www.cegid.it

Stand: G04
Cegid is a leading player in the digital transformation of companies, providing cloud services and
enterprise software to private companies and public entities alike. Cegid addresses the management
needs of companies and public entities of all sizes in the fields of finance, taxation and human
resources, and offers industry-specific solutions to companies in the manufacturing, trade, services
and retail sectors as well as to the accounting profession. Based on “MoBiClo”TM, its technological
concept combining Mobility, Business Intelligence and the Cloud, Cegid’s innovation strategy
integrates the new ways in which people use software. Cegid is an international group with more than
2,000 employees, 15 subsidiaries and offices worldwide. Cegid serves more than 120,000 clients and
400,000 users, including over 120,000 in SaaS mode. In 2015, its revenues totaled €281 million. Cegid
is listed on Euronext Paris.

CENTRIC SOFTWARE
www.centricsoftware.com

Stand: G05

CENTRIC SOFTWARE, from its headquarters in Silicon Valley and offices in trend capitals around the
world, Centric Software builds technologies for the most prestigious names in fashion, retail, footwear,
luxury and consumer goods. Its flagship product lifecycle management (PLM) platform, Centric 8,
delivers enterprise-class merchandise planning, product development, sourcing, business planning,
quality and collection management functionality tailored for fast-moving consumer industries. Centric
Cloud packages extended PLM including innovative technology and key industry learnings tailored for
small businesses. Centric Software has received multiple industry awards, including the Frost & Sullivan
Global Product Differentiation Excellence Award in Retail, Fashion and Apparel PLM. Red Herring
named Centric to its Top 100 Global list in 2013 and 2015.
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DEDAGROUP
www.dedagroup.it/

Stand: G03
Dedagroup, with a turnover of €220 million and 1,600 employees, it is the 10th Italian-owned IT group.
We support enterprises, public institutions and credit institutions in their IT and digital strategies with
expertise in applications, technology and system integration. Since its foundation in 2008, the group
has experienced steady growth, internationalising its operations in Mexico, the US, France and the
Middle East. Dedagroup operates as a digital hub with distinctive skills that are integrated around the
needs of clients to accompany them along the digital transformation. The "innogrative" strategy, indepth knowledge of the Italian business environment, a global vision and the determination to
constantly improve skills and methodologies while maintaining operational agility make Dedagroup a
partner that is able to offer a digital strategy in the specific context of the client. In the fashion industry
Dedagroup has a long experience helping the fashion companies to grow and expand with the Stealth®
suite, recognized industry-leading management platform incorporating a knowledge of production,
logistics and distribution processes unmatched in the market. Dedagroup's headquarters is located in
Trento; with its subsidiaries in Italy and abroad, the group supports its more than 3,600 customers
around the world.

DASSAULT SYSTEMES
www.3ds.com

Stand: G10

Dassault Systèmes, the 3DEXPERIENCE Company, provides business and people with virtual universes
where imagine sustainable innovations. The company offers advanced solutions capable of
transforming the way products are designed, produced and managed. The Dassault Systèmes'
collaborative solutions promote the "Social Innovation", increasing the chances that virtual world can
help to improve the real world. The Group delivers value to more than 190,000 companies of all sizes
and in all industries, in more than 140 countries.
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FABRICALAB
www.fabricalab.it

Stand: G07
Based in Sesto Fiorentino - Florence, Fabricalab offers IT consulting services to medium\large
companies since 1998, with a constantly growing revenue and client portfolio, together with a steadily
increasing number of employees. Our offer includes designing, developing and supporting customized
applications, perfectly integrated with the client’s IT systems, with a particular focus towards Business
Intelligence projects. It is in the implementation and maintenance of Business Intelligence solutions in
Fashion industry where FabricaLab provides the best results: our client portfolio includes some of the
most famous ‘’Made in Italy ’’ brands. The experience obtained through the years, the knowledge of
specific processes in the field, allows our consultants to face the Business problems proactively, and
these skills give us the chance to propose ourselves as a strong asset for companies in the Fashion &
Luxury industry.

HYPHEN ITALIA
www.hyphen-italia.com

Stand: G01
We provide IT solutions to support the processes of communication and multi-channel sales by brand
in the Fashion, Luxury, Design and Retail / GDO industry. We support IT Managers in the management
of improvement projects, due to our deep knowledge of internal and external company
communication and the logical processes of interaction between all stakeholders (agencies, web
agencies, pre-media, printers, digital sales, media , marketplace, etc.). Our solutions are responsible
for the construction, editing and delivery of Master Data Product Marketing, with particular attention
to the photographic process and its interaction with data and processes related to eCommerce and
multichannel communication. We have created a powerful back-end system with chalco.net suites integrated with leading ERP systems, PLM and PDM. This system can handle the life of a digital content,
from its conception to the development and distribution, ensuring the relationship between the data
and product information.
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LECTRA
www.lectra.com/en

Stand: G02

LECTRA is the world leader in integrated technology solutions—software, CAD/CAM equipment, and
associated services—specifically designed for industries using fabrics, leather, technical textiles, and
composite materials to manufacture their products. A transnational company of 1500 employees,
Lectra has developed privileged relationships with prestigious customers in over 100 countries,
contributing to their operational excellence. Lectra’s solutions, specific to each industry, enable
customers to automate and optimize product design, development, and manufacturing. In fashion and
apparel, they are integrated in an unrivalled offer for collection management, facilitating collaboration
and enhancing the value of customers’ brand equity. Lectra helps fashion and apparel companies
throughout the world to optimize their business processes and implement transformation projects
that affect the whole value chain. Our end-to-end expertise and integrated product development and
manufacturing solutions redefine best practices to help customers evolve to a more effective model.
Established in 1973 and based in France, Lectra generated revenues of €238 million ($264 million) in
2015 and is listed on Euronext.

OPTITEX
optitex.com

Stand: G06
Optitex, multinational leader company in the sample making for global market of apparel and leather
goods, provides technology solutions to empower companies to revolutionize the way they develop,
produce, and market their products. Optitex is the world’s leading provider of an integrated 2D/3D
software platform that enables customers to quickly create true-to-life 3D digital garments. Brands,
retailers, and manufacturers can now view their collections in all styles and colors months earlier, and
leverage digital garments to collaborate, market, and increase sales. Since its founding in 1988, Optitex
has worked to keep thousands of companies and tens of thousands of users at the forefront of
technology, enabling them to greatly reduce their time to market and costs, and increase their
competitive advantage. Optitex customized offer is composed by three different but integrated Suites:





O/Dev for a unique working environment 2D & 3D sample making;
O/Pro for the optimization of the production dept. and cutting room enabling a better management of
cutting orders, markers and material costs.;
O/Sel for leverage sales, marketing and merchandising with cloud applications including the new Digital
Collection.
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sedApta
www.sedapta.com

Stand: G09

sedApta is an international Group formed from the aggregation of top tech companies based in Italy,
Germany, the USA and Brazil. Each a leader in their industry, together we share over 25 years of
experience in Manufacturing IT & Supply Chain Management. Today, over 500 customers in more than
20 countries and 10 industries rely on our Products for the optimization of their Supply Chain. With
our Suite, we ensure that the new challenges posed by digital transformation are turned into new
opportunities. Our mission is to drive the continuous improvement of industrial processes through the
introduction of new information technologies and a highly integrated suite of modules within existing
software infrastructures. The sedApta Suite is a new generation Sales & Operations Planning (S&OP)
platform that supports Change Management of supply chain processes from the tactical layer of plant
production planning up to the strategical level of business process management and governance.

Lab-ID Temera
www.temera.it

Stand: G08
Temera Srl was founded in 2009 in Italy, Florence. Temera was born from Arcangelo D’Onofrio and
Francesco Pieri’s desire to create a centre of excellence, supporting businesses through the
development of applications and innovative technologies. The services they provide are mainly aimed
at the fields of fashion and luxury, in response to a strong need to resolve issues related to the
simplification of the logistics business and production processes, anti-counterfeiting, and to various
types of end-customer market analysis. Today, the company continues to be marked out by the
appropriateness and foresight of the services it offers. The company aims to establish long-term
business relationships, built on the basis of values such as fairness, transparency, ethical management
of human resources, and continuous and consistent training of collaborators. We Project, Build, Source
and Implement technological solutions which are innovative, and easy to be integrated.
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AGATOS SYNTAGMA
www.agatos-syntagma.it

Stand: S17

Agatòs Syntagma Agatòs was born out of the experience of its shareholders and partners who began
in 1970 to work and to create a culture of protection of public and private assets.
Agatòs helps People and Companies to make the best decisions and to achieve important goals
ethically compatible with the spirit of a united team.
The value of Agatòs, represented by its image, derives from an original synthesis.
We carry out our method using synchronization matrix and network-centric asymmetry with the
support of teamwork and operational assets.
The process is the following: search, analysis, deductive reasoning & intelligence, setting up of a
project, individuation of the end-state, application, operational development and monitoring in the
course of time. Agatòs Syntagma accomplishes planning models and strategic-operational methods for
the Top Management paying especially attention to:
 Systems of Command-Communication-Control-Context
 Compliance & Management-Assessment
 Cultural Due Diligence M&A
 Protection of the company assets and its business
 Setting up Security Organizational Models in Resilience Perspective
 Matrix of Synchronization & Net-Centric Asymmetry Matrix

ALTERNA
www.alternanet.it

Stand: S08

ALTERNA is a Top player inside the international Microsoft Partners landscape and it is the Federate
in Altea Federation. It is focused on Microsoft’s technologies and applications to accelerate the digital
transformation in fashion realities. ALTEA DIGITAL is an Altea Federation’s company focused on the
most innovative digital projects. Together we support the Fashion companies in the path of digital
transformation: from the virtual show room to the remote show room, to virtual merchandising, from
a Real-Time "In Show" Wishlist to an effective Order, thanks to the Wearable Device and the
Augmented Reality. Particularly in the Microsoft environment we propose a complete offering that
embraces the Cloud Azure and Productivity & Collaboration solutions, the Advanced Analytic with
Cortana Analytics suite and Machine Learning for predictive analysis; the fashion ERP based on
Microsoft Dynamics AX, NAV and CRM.
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ASENDIA
www.asendia.it/

Stand: S03

ASENDIA is an international postal services company established in July 2012 as a result of the joint
venture between the Swiss Post and France's La Poste. The company is present and operates
throughout the world and is currently the second largest Italian and European operator after Deutsche
Post and one of the leading global operators for international correspondence. The company offers
itself as a unique partner for companies that have needs for international shipments - whether they
are start-ups, SMEs or multinationals - for the following types of delivery: small parcels, commercial
business mail, direct mail and publishing products. The Core of ASENDIA business is to manage
international shipments up to 2 kg. peso. Furthermore the sister company eShopWorld is a leader in
Global eCommerce and Logistics Management, supporting large and mid-sized retailers with a suite of
customizable modules – Global Checkout, Payments, Logistics, Customer Service, Marketing Insights,
and Retail Administration – that gives online retailers control over the end-to-end customer journey.
We enable brands to sell globally, but feel local to cross-border shoppers. Our innovative software,
extensive logistics infrastructure and cross-border expertise empower retailers to sell efficiently into
international markets while delivering a seamless, glocalized online shopping experience.

BluCRM
www.blucrm.it

Stand: S04

BluCRM is a leading company in the Fashion Retail sector with an extensive track record in providing
specific Mobile, Business Intelligence and Sell Out data collector solutions that have been adopted by
some of the main brands in the Italian Fashion & Luxury market. At BluCRM we are committed on a
daily basis to increasing the flexibility and effectiveness of our solutions thanks to a workforce of more
than 60 employees and a dedicated department for the development of enabling software for Cloud
and Mobile platforms. BluCRM is an evolved technological partner with a strong problem solving
vocation that boasts a consolidated and efficient organisational model, as demonstrated by numerous
successful experiences within the sector.
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CONTACTLAB
www.contactlab.com

Stand: S14
Contactlab provides the leading engagement marketing platform for commerce-focused companies
and fashion & luxury brands to develop successfully digital communication programs that enable
personalized marketing to unlock demand and build lasting customer preferences. Engaging with
customers individually and seamlessly alongside the entire purchase is the most effective way to help
brands grow their business; for that reason, our solutions enable brands to gain insights into the
context of each customer and deepen the retail experience by delivering highly individualized digital
contact plans across channels based on events, preferences and product lifecycle. Thanks to our own
enabling PaaS technology, Contactlab offers solutions to achieve a deeper understanding of customers,
to deliver uniquely relevant messages at every touchpoint of the customer journey and to measure
performances with real-time dashboards that display all the relevant data. Our enterprise-grade
platform is built with the highest security level, reliability, management, scalability. With the support
of our consulting team of experts, brands will go along the customer journey to build and manage
integrated customer engagement strategies by leveraging the access to industry relevant information,
insights on new customer journey paths. Today, we work with more than 1000 clients in different
industries across the world and serve most of the world-class brands in the Luxury and Fashion sectors.

CREA SOLUTION
www.creasolution.it/

Stand: S01
Crea Solution Crea was born at the end of 2004, thanks to the effort of a group of people that
combined their synergies and experiences to give strenght to a common objective: to form a structure
that has its foundations on human relationships and valours and that goes beyond new company
formalities. All that in the light of a growing Made in Italy that demands to companies that look into
the market a fusion between technological innovation and the human depth that has always been part
of our culture. Crea is actually formed by a manager area, hardware and software technicians,
developers and product managers costantly committed to the research of new technologies and on
costant feedback with their own partners.
Crea Solution with a view towards globality and efficency, gives you a wide range of cutting edge
technological solutions for clothing companies, textile and soft materials in general. Not only CAD or
CAM (automatic cut) programs but also ERP, PDM (technical file), visual merchandising and ecommerce applications capable to optimize fashion companies productivity, matching the continuous
demands and market changes.






CREATE™: The best software to create, modify and develop models.
MIND CLICHÈ™: The automatic nesting that optimizes time and reduces cloth's consumption.
CREAFIT™: your suite for "tailor-made".
IVS™: Maximum flexibility for cutting leather and cloth with imaging solutions.
Other Products: Crea can offer a wide range of solution but many of theese can be available
only for the italian market. See our website in italian version.
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ENGINEERING
www.eng.it/

Stand: S12
The Engineering Group is the Italian leader in the Information Technology sector, with over
40 offices in Italy, in Belgium, Republic of Serbia, Norway, Brazil, Argentina and USA. The
parent company Engineering Ingegneria Informatica SpA, founded in Padua on 6 June 1980,
has been listed since December 2000 on the FTSE Italia STAR segment of the Italian Stock
Exchange. The Group, with about 8,000 employees, manages IT initiatives in over 20 countries
with projects in various business areas: Finance, Public Administration & Health, Industry &
Services, Telco & Utilities. It operates in the outsourcing and cloud computing market through
an integrated network of data centers located in Pont-Saint-Martin (AO), Turin, Vicenza, Milan
and Rome, having an infrastructure in line with the highest standards of technology, quality
and safety. The Group plays a leadership role in software research, coordinating several
national and international projects with a network of scientific partners and universities across
Europe. Since 1999 Engineering has an important resource dedicated to permanent training,
the IT & Management School “Enrico Della Valle”. An exclusive asset in the domestic market:
200 certified teachers, 315 official courses, 17,000 days/year of technical, methodological and
business training.
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ICM.S
www.icms.it

Stand: S10
ICM.S is headquartered in Treviso, has offices in Padua, Milan, Bologna, Florence, Rome and is the
founding member of Ethica Consulting Group. The company’s workforce counts more than 170
specialists and generates a turnover of 34.4 million Euro (2015).
Business Partner, Service Partner, Value Added Reseller (VAR) and Implementation Partner of
SAP since 1997, ICM.S earned the highest Gold certification in SAP community for business, resources
and competences. Our strong reputation in the ERP market is due to the success of the delivered
projects and for the continuous innovation of our offering, following the state of the art in IT
technology and solutions. In 2014 and 2015 ICMS was awarded by SAP Italia as the “SAP VAR of the
year” for business results.
ICM.S developed specific industry solutions based on the latest SAP technologies in order to support
the business process innovation and the enablement of new business models. Through its skillful
resources its Competence Centers and a network of qualified Partners, ICM.S provides and supports
its solutions in Italy and in the international markets acting as a unique, stable and affordable reference
point. ICM.S offering includes:
 the best products and services for the innovation of the information systems (software
products and solutions, application and IT consulting, extended ERP implementation projects,
users training and change management services);
 the efficient and proactive answer to the enterprise needs thanks to the knowledge of the
business processes and thanks to the governance of the best of breed IT technologies and
solutions;
 a portfolio of pre-configured Templates, add-ons and solutions built on the requirements of
specific industries and company types, which facilitate short-term and low-cost
implementation projects;
 an effective consulting and project methodology successfully applied both in small local
companies and in large international groups;
 a wide offer of support services after the project go-live, to be tailored according to the
Client’s needs;
 the continuous contact with the Clients, live testimonials of our capability to deliver and help
us constantly improve.
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INFORMATICA
www.informatica.com/

Stand: S06
Informatica is a leading independent software provider focused on delivering transformative
innovation for the future of all things data. Organizations around the world rely on Informatica to
realize their information potential and drive top business imperatives. The Informatica Platform is an
intelligent data platform, which includes data integration, data quality, master data management, data
archiving and data security capabilities, to empower customers to transform raw, possibly unsafe, data
into great data for more accurate insights and more effective decisions. More than 5,800 enterprises
depend on Informatica to fully leverage their information assets residing on-premise, in the Cloud and
on the internet, including social networks.

KYKLOS
www.kyklos.it

Stand: S11
Kyklos is a company which was founded in 2003 and which specializes in the development of software
and solutions for the fashion and luxury industry. Our company has gained a long-standing experience
in the area of passive cycle management, in particular with Supply Chain and Quality management,
and thus offers innovative and specific products in these two areas, both from a technological as well
as from a process-definition point of view. We propose high tech solutions aimed at confronting new
situations of globalization and product internationalization and allowing the composition of solutions
based on multiple products by offering a modular product suite capable of covering all functions of a
company’s passive cycle management. A distinguishing characteristic of our resources is the many
years of strong experience matured in these areas, both from experience acquired within our present
company as well as previously in other important companies dealing in the same areas. We additionally
have gained a strong experience in the development of mobile applications for iOS, Android and
Windows Phone, as well as with RFID recognition systems.Thanks to our expertise and to the overall
positive organization of our company, we are an ideal partner for the development of specific projects.

119

PORINI - DFG
www.porini.it www.dynamicsfashiongroup.it

Stand: S05
Porini, since 1968 has been supporting the main companies in fashion, apparel and textile industries
in Italy, and worldwide. It offers advice and vertical solutions based on Microsoft Dynamics AX and
Azure. Porini operates through its partners in Italy and abroad where it has direct headquarters in
Portugal, USA and India. DFG – Dynamics Fashion Group, thanks to thirty years of experience in
projects next to companies of fashion, textile and luxury sector, provides consultancy services,
innovative solutions and management control systems able to bring concrete benefits in terms of
efficiency. The wide suite of integrated products PORINI|DFG, at the service of the companies, is
composed by ERP, CRM, BI and Retail solutions based on Microsoft technology.





Navitex for Fashion & Textile is the business management solution specific for SME based on Microsoft
Dynamics NAV platform;
Apparel & Textile is the ERP solution developed on Microsoft Dynamics AX platform and dedicated to
medium and large companies;
Cocai Retail Azure POS is the innovative and flexible cash system based on Microsoft Azure, usable in
SaaS mode;
Analytics & Social CRM for Fashion & Retail is the solution based on Microsoft Dynamics platform
dedicated to the customer loyalty and stores management.

PRISMA TECH
www.prisma-tech.it

Stand: S15
Thanks to its 20 years of experience in Digital Prototyping, Prisma Tech is contributing to the
improvement of Italian manufacturing companies in their product development processes. The 3D
Fashion Plattform is an innovative software suite designed for fashion industry companies; a complete
solution for the product development process, from design to the Customer Experience:
• CLO3D (CLO Virtual Fashion) for the design of clothing and bags
• Shoemaker (Autodesk Footwear) for the sector of luxury footwear and sports
• Autodesk Fusion and Stratasys 3D printers for design and 3D printing accessories
• Autodesk VRED and Autodesk Maya for rendering, virtual show, digital marketing and visual
merchandising An innovative solution that opens the door to the Social Product Development (SPD).
Prisma Tech is formed by a team of over 50 professionals and is headquartered in Bologna with
branches in Padua, Milan and Turin.
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SMARTRAC TECHNOLOGY GROUP
www.smartrac-group.com

Stand: S07
SMARTRAC is the world’s leading developer, manufacturer and supplier of RFID products and services,
providing both ready-made and customized products and services suitable for a large number of
applications. SMARTRAC makes products smart, and enables businesses to identify, authenticate, track
and complement product offerings. The company’s portfolio is used in a wide array of applications:
access control, animal identification, automated fare collection, automotive, border control,
contactless payment, electronic product identification, industry, libraries and media management,
laundry, logistics, retail, public transport, and many more. Leveraging its global R&D, production and
sales network, SMARTRAC combines physical products with its Internet of Things platform SMART
COSMOS, empowering the ecosystem of connected things. SMARTRAC has its registered headquarters
in Amsterdam, the Netherlands.

TERADATA MARKETING APPLICATIONS
marketing.teradata.com

Stand: S16

Achieving the individualized insights needed to power your marketing starts with Teradata Marketing
Applications. Make 1:1 connections easily via Digital Marketing Center – our integrated marketing tool
that allows you to get in touch with customers via Email, Mobile, Social and Web. Deliver customer
engagement through personalized newsletters, mobile push notifications, social integrations, SMS,
landing pages, digital couponing and transactional messages across channels. With omni-channel
delivery in mind, we also provide our customers with a Data Management Platform to give a view
across all marketing channels, from advertising to user engagement and retention. All from a single
marketing automation platform.
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TXT RETAIL
www.txtretail.com

Stand: S09
TXT RETAIL is the first mover and leading provider of integrated and collaborative End-to-End Planning,
PLM and Supply Chain Collaboration solutions for the Luxury, Fashion and Consumer sectors. The TXT
Retail solution is based on a flexible platform that encompasses the full spectrum of activities involved
with planning, designing, delivery, and managing assortments through every stage of its lifecycle. TXT
Retail projects leverage the TXT AgileFit best practices processes and reference applications, which
ensure high quality and fast benefit generation. TXT Retail counts on more than 300 employees and
serves more than 300 Fashion, Retail and Luxury customers worldwide, including leading global players
such as Aeropostale, Arcadia Group, Auchan, Bestseller, Carphone Warehouse, Desigual, Dior, Geox,
Guess, Levi Strauss & Co., Louis Vuitton Malletier, Monoprix, Pandora, Sephora and Tesco. TXT Retail
Global Headquarters are in Milan, Italy with offices in Australia, Canada, France, Germany, Hong Kong,
Italy, Singapore, Spain, United Kingdom and United States. TXT Retail collaborates with selected
specialized partners worldwide. TXT Retail is part of TXT e-solutions, a company listed on the Italian
Stock Exchange (TXT.MI)

VENISTAR – RETAIL PRO INTERNATIONAL
venistar.com

Stand: S02
Venistar is a market leader in consulting services and IT solutions exclusively for Fashion & Luxury
Brands. With more than 60 professionals and over 80 international Fashion & Luxury Brands
supported, Venistar guarantees its customers a comprehensive knowledge of distribution, retail and
wholesale processes combined with specialized skills on the most advanced platforms as well as digital
solutions for Omnichannel Distribution & Retail, Single Customer View and CX oriented Marketing
Automation. Venistar is Authorized Business Partner and Authorized Development Partner of Retail
Pro International, a global leader in retail management software, world-wide recognized for rich
functionality, multi-national capabilities and unparalleled flexibility, that exhibits this year at
IT4Fashion for the first time in the history of the Conference. For over 25 years, Retail Pro International
has innovated retail software solutions to help retailers optimize business operations and have more
time to focus on what really matters - cultivating customer engagement and capitalizing on retail's
trends. Retail Pro is the chosen software platform for omnichannel strategy by 9000 retailers in over
110+ countries.
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BASISGROUP
basisit.basisgroup.com

Stand: B17
Unlocking Innovation Basisgroup is a group of companies whose primary aim is to support businesses
and to lead them towards innovation in the field of ICT. Basis Information Technology is a Managed
Services Provider whose core activity is to provide IT support services: IT Outsourcing, Network and
Security, ICT Professional Services, ICT Innovative Solutions. Projest S.p.A is the company in the group
that deals with the software applications development and consultations for the automation of
company processes: ERP, Logistics, BPM solutions, CRM and Business Intelligence. Flexibility,
transparency, the ability to listen and the development of tailor-made solutions are qualities that set
us apart and that have remained unchanged from our foundation to the present day. The aim of
Basisgroup is to provide its clients with an extensive team equipped with skills across the board in the
field of IT: one contact covering different needs with greater efficiency, faster response time and
reliability.

BTG TECNOLOGIE
www.btgtecnologie.com

Stand: B16
BTG Tecnologie srl, established in 2007, is a company focused on new technologies and innovation
with the mission to design, develop and implement applications for automated identification, tracking
and tracing of goods using RFID technology (Radio Frequency Identification). Our aim is to create
systems that improve the competitiveness and the efficiency of business processes and investment in
technology with a clear and measurable return. Together with Smart Res SpA, an Italian manufacturer
of RFId tags, and well aware of their expertise, we have been present in the fashion industry and have
been working in different operating facilities for many years. A look at our web page
(http://www.btgtecnologie.com/applicazioni-della-tecnologia-rfid/) with some of our most interesting
cases can give you an idea of how RFId technology, when the purposes for which it is successfully
adopted are well known, may be applied in many processes and with different targets: speed of action,
accurate stock management, traceability and anti-counterfeiting, control and security.
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BNOVA
www.bnovaconsulting.it

Stand: B18
BNova was founded in 2007 and has always focused on methodologies and products of data analysis.
It 's always been looking for new technological frontiers, qualifying in time as a prime reality initially
for Business Intelligence and today for Big Data solutions. BNova is an Italian consulting company with
a mission to support its clients in strategic decisions and development of Business Intelligence and Big
Data solutions. BNova has years of experience in implementing successful customer projects with a
multitude of Italian companies. We provide technical consultation on architecture of Big data systems,
engineering and implementation of Big data Solutions, training and technical support. BNova has a rich
history with customer experience and references across the following sectors: services, finance,
insurance, public administration, retail and telco.

CAPGEMINI
www.it.capgemini.com

Stand: B11
With more than 180,000 people in over 40 countries, Capgemini is one of the world's foremost
providers of consulting, technology and outsourcing services. The Group reported 2015 global
revenues of EUR 11.9 billion. Together with its clients, Capgemini creates and delivers business,
technology and digital solutions that fit their needs, enabling them to achieve innovation and
competitiveness. A deeply multicultural organization, Capgemini has developed its own way of
working, the Collaborative Business ExperienceTM, and draws on Rightshore®, its worldwide delivery
model.
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CERTILOGO
www.certilogo.com

Stand: B02
Certilogo is a "brand authentication" system used by an ever growing network of "top brands" that
allows consumers to check the authenticity of their product with a mobile and desktop app. All you
need to do is scan the ID code present on every branded good to be sure the item is an original and to
access information regarding its origin. This information can be accessed by consumers, resellers,
inspectors or customs officers. The Certilogo platform collects data from every step of the business
process to identify fakes, those selling fakes, failures in safety in aclient’s supply chain, monitor parallel
market information and to stop the sale of fake goods on electronic platforms. With over 1.000.000
authenticity checks taking place from consumers in over 100 countries, Certilogo is the world’s number
one authentication service. Certilogo’s "crowd-based" approach is unique in its ability to protect brand
management with its supply chain based on analytical data. This also allows the marketing division of
a company to stretch and enrich the purchasing experience, creating at the same time, new and
exciting marketing opportunities.

FRANKENSTEIN - DARKTRACE
www.frankenstein.sm

Frankenstein, digital marketing company, opened a cyber security branch signing a distribution
agreement with Darktrace. Darktrace was founded in Cambridge, UK, in 2013 by mathematicians and
machine learning specialists from the University of Cambridge, together with world-leading
intelligence experts to bring transformative technology to the challenge of cyber security. With this
unique combination of expertise in mathematics, software and intelligence, Darktrace has delivered
the world’s first operational Enterprise Immune System. Our leading-edge solution gives organizations
the ability to detect emerging cyber-threats, allowing them the opportunity to proactively defend
against in-progress cyber-attacks. Darktrace’s executive team has extensive experience in government
intelligence and cyber operations and the protection of critical national infrastructure. This team is
supported by a specialist cyber analyst team, with unparalleled experience of some of the most
sophisticated threats in today’s complex security environment. Darktrace has experienced rapid
growth since its foundation, growing revenues by over 100% and doubling the number of employees
from 2014–15. It was named ‘Best Security Company of the Year 2016’ at the Info Security Global
Excellence Awards and a Gartner ‘Cool Vendor’ 2015.
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DATAFASHION
www.datafashion.it

Stand: B06
DataFashion specializes in supplying innovative IT solutions to the Fashion and Luxury sectors. For over
15 years, the company has been successfully meeting the operational requirements of some of the
leading brands in this industry. As Microsoft Certified Partner, DataFashion offers advanced solutions
based on Dynamics AX, the ERP software for medium and large-sized companies, and Dynamics CRM,
to manage the relationship with customers. Thanks to its technological expertise and in-depth
knowledge of fashion business processes, DataFashion provides clients with an end-to-end solution:
from preliminary consulting through to implementing the application and assisting users after the
start-up of the system.

DS GROUP
www.dsgroup.it

Stand: B13

DS Group is an Italian ICT consultancy company specialised in designing and developing multi-platform
and multi-device applications. Established in 1991 with a core business of providing software support
systems for managerial decisions, DS Group evolved over the years, both structurally and in terms of
technological development, and has achieved excellence in software integration for mobility, contact
center, digital retail experience and e-commerce, working with prestigious clients in the fashion &
luxury, pharmaceutical, transport & logistics, consumer products, food & beverages, utilities, finances
and telco&media markets. DS Group has offices in Milan and Rome, with over 100 employees.
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EPSON ITALIA
www.epson.it

Stand: B09

Epson has extended its know-how in the digital printing technologies to create a wide range of
solutions for the Retail market, which is constantly evolving to meet new trends such as the synergy
between online and offline purchase and the customer experience. In this scenario, our Epson
Intelligent range plays a key role, as printers can be integrated with software applications developed
to work both with smart devices and in Cloud, without drivers. An Intelligent printer is actually a server
with Ethernet or Wi-Fi interface, that allows the integration among POS devices and the new mobile
and Cloud technologies thanks to the ePOS functionalities. The customer experience is extended
beyond the checkout. The integration among Intelligent functionalities and software makes it possible
to offer real-time customized promotions, manage loyalty programs, inform about the product
delivery, check the stock, open temporary cash points, assist the customer inside the shop. The point
of sales becomes a point of service. At IT4Fashion, we present some models from our Intelligent range:
FP-90III – fiscal printer; TM-m30 – highly-compact printer, ideal for the POS tablet; TM-T88V-DT printer with integrated terminal hub. The Intelligent functionalities may vary depending on the model.

INFOLOG
www.infolog.it

Stand: B05
INFOLOG SpA is a company operating both nationally and internationally, in the main industrial
sectors, with 25 years of experience in the ITC market and 200 logistics projects realized. INFOLOG SpA
offers consolidated, powerful and flexible solutions for the supply chain management, in particular for
the warehouse management system, integrating its specific knowledge in business projects and its
strong competence about technological standards in the industry market. INFOLOG solutions are
specialized for the major industrial and commercial districts and enable the functionalities and the
language to obtain successfull projects and reliable results. INFOLOG has a 50 people staff and about
350 customers in the main business sectors. Infolog works also closely with the University of Modena
and Reggio Emilia.
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KUBIX
www.kubix.it

Stand: B10
Since the 90's we created, assembled, renewed software solutions. Strong of an experience of more
than a hundred successful PLM projects in the international arena, now we restart.
KUBIX LAB is an innovative startup formed by a team with professionalism and particular attention to
new technological frontiers.
The idea: a simple and universal access to information on product with structured documents and
shared
in
real
time
between
all users
involved.
So
we
present
Link.
Kubix Link is a suite of several applications, built on a common framework. Underlying everything is
LinkLAB, which groups the functions and common rules for the configuration and management of the
structured documents. The engine is completed with messaging and workflow. LinkLAB is the core. On
these solid foundations, we design some applications as:
 LinkPLM, a complete management of the Product, such as tecnical data, images, process,
documentation, and lifecycle.
 LinkPCM, the Product details and validation flow, for their visibility and automatic distribution
to partners and online catalogues.,
 LinkDAM, categorization, scaling, sharing and geographic replica of all the digital Assets, such
as video, images, audio, documents

MANHATTAN ASSOCIATES
www.manh.com

Stand: B24

Manhattan Associates makes commerce-ready supply chains that bring all points of commerce
together so you’re ready to sell and ready to execute. Across the store, through your network or from
your fulfilment centre, we design, build and deliver market-leading solutions that support both topline growth and bottom-line profitability. By converging front-end sales with back-end supply chain
execution, our software, platform technology and unmatched experience help our customers get
commerce ready—and ready to reap the rewards of the omni-channel marketplace.
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MBM
www.mbm.it

Stand: B21
From 35 years MBM supports the fashion-industry companies (apparel, eyewear, footwear,
accessories, ...), in managing their decision-making, production and logistics processes. MBM combines
the experience gained with the exploiting of the best technologies available (Java EE, Java FX, Rich
Faces, AJAX, JQuery, Android, ...) in order to design and implement web-based solutions with a broad
application coverage. Thanks to its ERP, APACHE V4 Fashion, MBM can cover all functional areas or
provide specific solutions through its departmentals for prototyping (PDM), planning and production
scheduling with mathematical optimization (GPS 64b), warehouse management (Retracker W-CUBE),
product cost management (PCM 64b), supply chain “collaborative” (SCM) up to analytical accounting
and management control. The deep knowledge of the best practices and the innovation delivered
within its services make MBM a reliable partner in providing even complex solutions, guaranteeing
time deadlines and costs: MBM provides high quality technical and managerial know-how (MBM’s is
ISO 9001 certified and certified as "teaching organization" - EA 33 37) MBM’s offer is then completed
by "project financing" services, thanks to specialized partners and by the availability of its solutions on
the Cloud in SaaS mode (Software as a Service).

OMNIA
www.omniabpm.com

Stand: B01
Omnia is an innovative platform ,defined “cool” by Gartner, that simplifies and accelerates the digital
/business transformation of the enterprises. As application platform it can solve any applicative gap or
automate any business process, allowing a complete integration with pre-existing software already
present in the enterprises, with Rfid, IoT, etc. Any new application on Omnia is immediately available
on-premise, in cloud or in a hybrid way, but above all it is available on every mobile device without
further modifications, the interface is extremely intuitive and removes all the costs to train users.
Enterprises utilize Omnia to design, monitor and automate the business processes, to realize Apps for
store management, Open-to-buy, to manage events, to dematerialize documents, mobilize ERP , CRM
or other legacies and realize Governance dashboard for C-levels, everything with a saving in time, 10
times lower respect the traditional approaches.
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NXP SEMICONDUCTORS
www.nxp.com

Stand: B19
NXP Semiconductors N.V. (NASDAQ: NXPI) enables secure connections and infrastructure for a
smarter world, advancing solutions that make lives easier, better and safer. As the world leader in
secure connectivity solutions for embedded applications, NXP is driving innovation in the secure
connected vehicle, end-to-end security & privacy and smart connected solutions markets. Built on
more than 60 years of combined experience and expertise, the company has 45,000 employees in
more than 35 countries.

SAIT
www.saitweb.it

Stand: B14-B15

SAIT is a company of information and communication technology that operates successfully since 1997
in the areas of software development, automatic identification and wireless telecommunications. The
target market is logistics, where there are numerous references and success stories in the retail,
port/airport, fashion and others. In February 2008 SAIT has been certified ISO 9001:2008; the
management system pays particular attention to the process control, new technologies and the
development of human resources. The structure of SAIT is made of people with strong technical skills
in both software development and systems integration, oriented to the construction and maintenance
of the corporate core value: the customer satisfaction. The high quality of the solutions offered and
the design approach adopted, led the company to present itself in a high-end market characterized by
the presence of companies that requires technology and quality standards of the highest level.
Recently SAIT has completed the integration of the knowledge gained through years of research and
development on RFID technologies, creating a software solution that contemplates the use of RFID as
a key element supporting the whole fashion supply chain processes.
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SOPRA STERIA
www.soprasteria.it

Stand: B08

Sopra Steria, a European leader in digital transformation, provides one of the most comprehensive
portfolios of end-to-end service offerings on the market: consulting, systems integration, software
development, infrastructure management and business process services. A multidisciplinary vision of
market trends and technology, e-Commerce solutions , CRM and supply chain processes addressed to
the Luxury world, together with the mastery of products and technologies are the factors that
characterize the Sopra Steria approach. With over 38,000 employees in more than 20 countries, Sopra
Steria operates in Italy with over 750 employees throughout its offices in Milan, Rome, Parma and
Padua.

TT TECNOSISTEMI
en.tecnosistemi.com

Stand: B23

TT Tecnosistemi (en.tecnosistemi.com) is a leading Information Technology company specialized in
innovation solutions. The company, with over 150 members of staff, has its Head Office in Prato and
other offices throughout central Italy (Arezzo, Bologna, Imola and Jesi). TT Tecnosistemi is a reference
for all those companies that want to use the new information technologies in order to achieve and
maintain a competitive advantage in the marketplace. The expertise on business processes, the
knowledge of the dynamics markets in which fashion enterprises operate and the ability to integrate
new technologies in the actually environment are the main background developed by TT Tecnosistemi.
Social wi - fi, business intelligence and datawarehouse, optimization systems, digital and social media
and the copyright protection systems, are the value solutions TT Tecnosistemi offers to companies
operating in the fashion industry through a qualified and certified team.
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VALUE LAB
www.valuelab.it

Stand: B07

VALUE LAB (Seri Jakala) is a Management Consulting & Information Technology firm and a leading
International advisor on Marketing, Sales and Omni channel Customer Experience. VALUE LAB
supports its clients to achieve sustainable competitive advantage through revenues increase and cost
optimization, operating on an international scale. Operations are currently spread all over the world
through local offices (Milan, Rome, Madrid, Moscow, Istanbul, Shanghai, Mexico City) and new
openings. Key company activities, represented by Strategy, Analytics & Information Technology, are
developed concerning:
- Customer: Omni-channel Customer Experience, Analytics, Marketing Automation, Customer Service
- Retail & E-Commerce: Development Plan, Performance Management, Category Management, Digital
Strategy
- Sales Force: Selective Distribution Strategy, Sales Force Effectiveness & Performance Management,
Commercial Structure Organization.
The Fashion & Luxury Practice represents one of the most important divisions in terms of customers
and revenues generated, collecting in its client portfolio the main industry leading edge players,
advising them in the key business & IT strategic challenges definition and supporting them in the
execution through deep analytical capabilities, system integration, project management attitude and
continuous focus on results.

TEXTRACE
www.textrace.com

Stand: B03
TEXTRACE designs and produces woven RFID brand labels to match the look and feel of your brand.
Consulting and services complete our offering - you can count on our full support in realizing your RFID
vision. Our know-how in integrating electronics into textile is unique: TexTrace's leading proprietary
technology is protected by more than 10 patents and trademarks. TexTrace is the only company
worldwide to provide truly textile RFID labels to the fashion industry. Brand labels with built-in RFID
are an all-in-one solution for product branding, brand and theft protection, customer experience and
omni-channel retailing. For more information, watch our illustrative movie on
http://www.youtube.com/watch?v=5cchVzmP7HA and visit www.textrace.com. TexTrace® is a
registered trademark of TexTrace AG, Switzerland. TexTrace AG is a subsidiary of Jakob Müller Holding
AG and affiliated with Jakob Müller Group, inventor of the first machines for zipper and Velcro
production, and a pioneer in technology for the ribbon and narrow fabric industry since 1887.
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VIRTUALITY.FASHION
www.virtuality.fashion

Stand: B22
Virtuality.Fashion is your home for apparel virtual 3D simulation outsourcing services. We support
designers, pattern makers, production centres and brand managers creating, developing, marketing
and producing their fashion ideas. Virtuality.Fashion merges the intimate approach of a traditional
service bureau with the power of a global network of 2D/3D Pattern Masters.
In today's Fast Fashion environment, retailers move designs from catwalk quickly in order to capture
current fashion trends. Three crucial differentiating factors exist within Fast Fashion consumption:
Market Timing, Cost, and the Buying Cycle. Virtuality.Fashion helps you bring your designs to life faster,
more accurately and cost effectively by using our Virtual 3D Simulation Services.
It's simple: doesn't matter what file format you use, Adobe®, CorelDRAW®, C-DESIGN Fashion®,
manual sketch, pictures or even starting from scratch. We at virtuality.fashion use a wide range of
adjustable avatars and fabric parameters to best match your base-line models. We will simulate your
designs or patterns fast, in 3D, so you can reduce physical prototyping cost. Obviously 3D virtualisation
can be used for online marketing purposes as well. Just download C-Design® powered plugin for free
and easily connect with our global team from anywhere you are.

ZUCCHETTI CENTRO SISTEMI SPA
www.zcscompany.com

Stand: B04
Zucchetti Centro Sistemi SpA (ZCS) was founded in 1985 by Fabrizio Bernini as a software company.
Its innovative imprinting technology allowed the company to quickly establish itself in robotics and
automation markets around the world. Since November 2000, Zucchetti Centro Sistemi Spa has been
part of Holding Zucchetti Spa. ZCS is composed of about 200 people who contribute significantly to the
growth of the company. Almost 50% are younger than 35 years. Passion, motivation, creativity,
teamwork, training of expertise: the pills to the success of ZCS. The activities portfolio is composed by
4 Business Units:
• AUTOMATION (ATD): develops systems for the automated management of workflows in Hospitals,
Industries, Hospitality Facilities, Industrial Laundries, Private sectors (spas and gyms),
• HEALTHCARE (HCD): offers software and hardware solutions for managing Hospitals, Nursing Homes,
Outpatient Clinics and Analysis Laboratories,
• ROBOTICS (RBD): designs, manufactures and sells various types of robots: automatic lawnmowers,
robotised feeding systems for animals, solar-powered charging Stations, robots for agriculture, pool
cleaning robots: Marlin,
• SOFTWARE (SWD): we design and sell IT solutions, services and infrastructures, mainly for small,
medium and large companies operating in various Italian sectors.
2005 saw the birth of the “Laboratory of Ideas,” the real driving force behind the Research &
Development Department, made up of highly qualified personnel who develop independent projects
that can be used in all the company divisions.
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