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PRADA MOVES
FORWARD ON ESG
VERSACE?

THE FOCUS IS ON US

Lorenzo Bertelli leads sustainability strategy for the luxury
fashion house, which confirms all investments and opens an
ocean culture centre. “Tariffs? Harmful for everyone.”

by FRANCESCA GAMBARINI

“For us, it started out almost like a dare: return what we can to the planet,
through a sense of responsibility, of giving back. For me, it was a long-time
awareness that began when I used to go skiing as a boy and noticed that there
was less and less snow. Or when I went fishing and realized that there were
fewer and fewer fish. Today, the path we began to forge three years ago has
taken shape. But our work is not done. In fact, this is ‘just’ another beginning,”
Lorenzo Bertelli, fourth generation top management at the Prada luxury
fashion house, explained to L’Economia. We’re at the opening of the first Italian
centre dedicated to ocean education, the Sea Beyond Ocean Literacy Centre,
founded on the island of San Servolo in the Venice lagoon, driven by the group
whose Corporate Social Responsibility strategy Bertelli heads and the UNESCO
Intergovernmental Oceanographic Commission. The project is part of Sea
Beyond, the Prada and UNESCO initiative which has been working since 2019
to make young generations and beyond more aware of ocean conservation. At
a time of uncertainty and political and economic tensions, it’s good news to
see the opening of the Venetian centre, two immersive, high-tech rooms that
reorganize and present updated data on ocean health, plus a room dedicated
to play and the sea library, co-designed by CRA-Carlo Ratti Associati.
Especially for those who continue to believe that it’s everyone’s duty to take
action for the planet.



Mr. Bertelli, one wouldn’t necessarily expect this from a fashion
group with 5.4 billion in sales revenues, with a 17% growth (at
constant exchange rates) that’s bucking the luxury trend.

“Fashion is a powerful tool for interpreting reality, a means of influencing
people and achieving ambitious goals. Working as a team, the Prada group
and UNESCO are producing results after much effort. I like the idea of
making it possible for young generations to learn and choose to take action.
Awareness is the key to change.”

With tariffs, rearmament and companies backing off ESG issues,
you are confirming your investments in sustainability.

“Absolutely yes. If the luxury world doesn’t have to show that it’s possible to
be sustainable, then who should? At times like this, it’s important to keep a
cool head and be aware of our capabilities. We all have to weather this storm
as best we can. It will pass: those who can hold the course, especially on ESG
issues, will be stronger and more competitive.”

This year many fashion companies will decide to worry more about
their EBIDTA than sustainability.

“The atmosphere is certainly different now, but it shouldn’t be an excuse to
backtrack. We won’t do that, and in fact this is an opportunity to continue
investing in the long term. It’s what makes the difference in difficult times
like this.”

It’s been a year and a half now that 1% of proceeds from the Prada
Re-Nylon for Sea Beyond collection has supported Sea Beyond and
the logo has appeared on the sail of the Luna Rossa. How’s it going?
Are you satisfied?

“In 2020 we launched the Prada Re-Nylon collection, made of regenerated
nylon obtained from recycling plastic material collected from the ocean and
landfills, and derived from textile fibre wastes. Prada Re-Nylon is now an
important and integrated part of the brand collections, and its journey
continues.”

How does the public like it?

“A lot. We see the difference in Asia. When we launched it, Re-Nylon was
perceived as inferior to other collections. But now it’s sought after: a sign
that even there, something has changed in awareness and choices.”

Will sustainability save us from luxury shame?

“Fashion goes in cycles, it’s very natural for a model’s appeal to wax and
wane. But sustainability is the way forward. We may slow down, as is
occurring now for various reasons, but I'm confident that we won’t abandon
the path.”

The US tariffs are alarming. Will we know how to address them?
“It’s undeniably a severe blow. They’ll have an enormous impact on Italy,
Europe, the USA, and also China. History teaches us that protectionism
stops growth and harms everyone. The USA was recovering, China was still
struggling, but now everything has changed.”

In Prada’s geography, what impact will tariffs have?

“For us, the USA accounts for a quarter of revenues, about like China, but
compared to others we’re less unbalanced, and very probably luxury will be
able to take the hit better than other sectors, including within fashion. The
day after the announcement, US stocks suffered more than luxury ones.”
Would it be good news if, as Gildo Zegna told the Corriere, Prada
entered into an agreement for the acquisition of Versace? Exclusive



rights expire on Thursday.
“We continue to focus on our brands while remaining open to the best
opportunities for the group.”

In the lagoon

The Sea Beyond Ocean Literacy Centre will be open Tuesdays and Fridays and
on weekends for special events. There are already over 200 reservations.

Info on the website: oceanliteracycentre.org
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Venice Above, Lorenzo Bertelli, head of Corporate
Social Responsibility for the Prada group. Below, the "A
World of Islands" room at the Sea Beyond Ocean
Literacy Centre
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Lorenzo Bertelli, Chief Marketing Officer of Prada Group: " It is the speaker’ s

responsibility to be understood, not the listener’ s burden to decipher.”

Introduction:

From the newly launched “MiShang Prada Rong Zhai” —a boutique dining space—to the environmentally focused
Sea Beyond project, Lorenzo Bertelli, Chief Marketing Officer and Head of Corporate Social Responsibility at Prada
Group, explores the brand” s dedication to artistic value, its cultural endeavors, and his insights on the world today.
On March 31, Italian luxury brand Prada opens "Mi Shang Prada Rong Zhai" (hereafter referred to as "Mi Shang"), its
first stand-alone fine dining space in China and Asia, conceived by acclaimed director Wong Kar Wai. The name "Mi

Shang" derives from the initials of Milan and Shanghai, symbolizing the aesthetic and cultural connection between
the two cities.

This marks the second collaboration between Prada and Wong Kar Wai. Previously, Prada provided costumes for
Ma Yili's character in the television series Blossoms Shanghai, reviving the brand's iconic styles in the 1990s and early
2000s. Building on this, Wong Kar Wai further explored the interplay between Shanghai and Milan, conceptualizing

the restaurant's theme around the "Téte-béche" principle in philately.

"Téte-béche" refers to a rare printing anomaly where two adjoining postage stamps appear inverted relative to each

other due to a production error.

The rarity of such occurrences makes them both highly valuable and aesthetically captivating. Prada has previously
embraced similar concepts, notably with its Spring/Summer 2022 womenswear collection, which was unveiled
through simultaneous runway shows in Shanghai and Milan—featuring models in identical outfits walking the

runways in both cities.

At "Mi Shang", Wong Kar Wai draws on the creative concept of mirroring and contrast. The space is infused with a
dialogue between Eastern and Western aesthetics—typical Chinese objects, like table lighter, coexist with glassware
crafted by Venetian artisans.

"From the food menu to the restaurant's design elements, we and Wong Kar Wai had a long discussion," explains

Lorenzo Bertelli, Chief Marketing Officer and Head of Corporate Social Responsibility at Prada Group. "Prada has
long stories of cinema and working with movie directors. Actually we are one of the first brands taking this room."



The Art of "Téte-béche"

Prada's involvement in the culinary world is nothing new.

Alongside its ownership of the renowned 19th-century Italian pastry brand Marchesi 1824, Prada has expanded its
reach with Prada Caffés in both Singapore and London. In Milan, within the Fondazione Prada, Bar Luce was opened
in 2015. This dining space is closely associated with filmmaker Wes Anderson, known for directing 7he Grand

Budapest Hotel, who envisioned this remarkable fusion of aesthetics and cuisine.

"Opening a dining space in China was an idea since the beginning. We are already in the business of the food and
beverage. This was a great opportunity to enter the Chinese market," says Bertelli. Rong Zhai, with its rich history
and cultural resonance, makes "Mi Shang" particularly special. "We have idea of other potential locations, but Rong

Zhaiis a unique place."

From the moment guests step into the corridor of "Mi Shang", their aesthetic journey begins. The rhythmic
sequence of ceiling lights evokes the romantic atmosphere of Wong Kar Wai's /n the Mood for Love. In
collaboration with Duo Yun Xuan Art Center, a century-old Chinese art brand, Wong Kar Wai created a series of
woodblock printing titled Rising Clouds, Blooming Flowers. Two pieces from this series, Rising Clouds, Blooming

Flowers - Blessing Clouds, are showcased in the "Mi Shang" space, with one displayed in the corridor.
Overall, the "Mi Shang" dining space is divided into three areas: The Pastry Shop, The Caffe, and The Dining Room.

The Pastry Shop features furnishings crafted from cherry wood and brass, inspired by Prada's first Milan store,
opened in Galleria Vittorio Emanuele in 1913. It serves Italian classics like Sicilian Cassata, Delizia al Limone, and

Tiramisu, presented by Diego Crosara, the Creative Pastry Director of Marchesi 1824.

At The Caffe, a luxurious crystal chandelier hangs before a fireplace, casting light over a bar counter featuring
intricate turned-wood scrollwork crafted by local artisans who restored the Villa's wooden elements, reminiscent of
1910s - 1930s Shanghai social hubs. Guests can also explore The Library, which houses a carefully curated book
collection spanning Chinese craftsmanship, decorative arts, and Italian design. Another piece from Rising Clouds,
Blooming Flowers - Blessing Clouds completes the ambiance. Both artworks has been permanently acquired by

the Prada Group.

For those looking to continue their culinary journey, The Dining Room offers a more intimate atmosphere, evoking

the dreamy mood of Wong Kar Wai's films.



The menu is crafted by Executive Chef Lorenzo Lunghi of Ristorante Torre, whose experience spans multiple
Michelin-starred restaurants, including Ristorante Gambero Rosso and Saturne. The key concept of the menu is
"localization", from the classic Italian ravioli paired with exquisite Chinese ingredients, to the vitello tonnato or the

citrus duck breast, tailored to satisfy the most refined tastes.
This is a microcosm of Rong Zhai as a cross-cultural space.

A century ago, Rong Zhai was once the property of Rong Zongjing, the "King of Flour" in China. Now, Prada opens
this private residence to embrace diverse cultural groups from around the city. Director Jia Zhangke previously
curated a "Prada Mode" cultural club centered around the theme of " MIAN". The exhibitions, held twice a year

with the support of Fondazione Prada, along with various fairs, are also hosted here.

From its interior design to its culinary offerings, Mi Shang brings fresh vitality to Rong Zhai—a space primarily used
for exhibitions and brand events. After all, Prada has long excelled at orchestrating successful cross-industry

collaborations, further fueling anticipation for the brand’ s future projects at Rong Zhai.

However, Lorenzo Bertelli is in no rush, as he believes every collaboration should be driven by the right

opportunities.

"If you create standardized venues, they become less and less relevant. In contrast, Rong Zhai is a unique and
irreplicable place.," he explains. "This villa is a place for the talk about what from history, our fashion stories, our food
and beverage perspective, but also the cultural part related to Prada. It's not a revolution; it's more an evolution of

how we started telling our DNA to the people."



Cultural Lens

After all, Prada has never been a brand simply chase trends.

From 2011 to 2017, Prada dedicated six years to restoring Rong Zhai. Today, this century-old residence on
Shanghai's North Shaanxi Road has become a cultural landmark within the city. Despite the vast distance between
Shanghai and Milan, Lorenzo Bertelli deeply resonates with its unique cultural atmosphere and remains closely

involved in decisions regarding Rong Zhai and Prada's cultural projects in China.

"We travel a lot first, and then we have a very strong team and the distance is not a problem. An 11 hour flight was
impossible," Bertelli adds. "And actually, for the opening in the last month, a lot of the people from Italy came here

to ensure that any issues would be minimized as much as possible."

Since the official unveiling of Rong Zhai eight years ago, Prada has also intensified its cultural investment in the

Chinese market.

Prada hosts previews for new collections here, a commercialized aspect of its intellectual atmosphere. At the same
time, exhibitions like "Liu Ye: Storytelling" and "Human Brains: Preserving the Brain - Forum on Neurodegenerative
Diseases" stretch the boundaries of a fashion brand's reach, presenting painting and medical science, and offering

new references for the audience.

Such initiatives have led many Chinese consumers to describe Prada as a brand for intellectuals. Bertelli
acknowledges this, but he also points out that the core purpose of these initiatives is to make people realize that

culture ultimately benefits them, not just to please others.

"Culture is the lens, but not just the lens; it is the tool that we try to use to have a better understanding and to put
up better proposition of what we create in terms of problems and storytelling. We consider it not just as the end
result or the objective, but more as a tool. And also you cannot say culture is something that you have it or you will
take it," he says. "When culture is possible, thinking is very recognizable especially when there is a passion for it and

an understanding. And this is the most important thing."

Given the distinctiveness of cultural significance, Prada's engagement with cultural expression in China extends
beyond art, film, and music. Women's issues are another area of focus for the brand. Prada frequently explores
contemporary femininity and its meaning in its fashion collections, establishes an official partnership with the
Chinese women's national football team, and counts among its ambassadors women from diverse fields, including

athletes like Yang Shuyu and filmmakers and actresses such as Jia Ling.



Compared to the prevailing cultural narratives in the luxury industry, Prada's approach carries a distinctly "non-
traditional" perspective. Beyond these themes, another unconventional aspect of the brand's strategy often sparks
curiosity—why does Prada prioritize collaborations with contemporary creatives over sponsoring film festivals,

awards, or traditional craftsmanship initiatives?

Bertelli offers a different perspective.

"At the base of Prada's job, there is always craftmanship and it is somehow taken as granted today. And | believe it's
just a different approach, doesn't mean that we don't do some of those projects,” he says. "We tend to give more
relevance to this kind of approach compared to the other one, because that one mainly characterize ourselves and
our DNA, because it's something that we're into. After a week is up and find someone else something else to tell

about that because it's been so much exploded.



The Value of Quality

Indeed, Prada has always been deeply committed to introducing fresh yet enduring value concepts.

Whenever Prada launches a new collection, the topic that excites fashion critics the most is how the two creative
directors, Miuccia Prada and Raf Simons, present new ideas, fabrics, prints, and cuts to the audience. One of Prada's
most profound impressions on the market and consumers may also be its undefinable and unclassifiable design
approach, as you can never predict what the next collection will look like.

Extending from fashion to the realm of cultural output, Prada'’s initiatives have also been unexpected. The brand is
willing to spend six years restoring a century-old house in the emerging Chinese market, and the Prada Group also
donates 1% of the sales from it" s the Re-Nylon for Sea Beyond collection to UNESCO to support ocean
conservation.

The Sea Beyond project, initiated by the Prada Group and UNESCO Intergovernmental Oceanographic Commission
in 2019, aims to raise awareness about sustainable development and ocean protection. If you follow environmental

news, you may have come across reports about a series of training activities targeting young people under the Sea
Beyond project, which include school-aged children.

After its exhibitions in New York and Tokyo, the "Ocean&Climate Village" exhibition from the Sea Beyond project

will open at Rong Zhai in the second half of 2025.

"To change the future, there are not shortcuts. And the only way is to work with the people to nurture their minds
and hearts when they're younger kids," says Bertelli. "Being able to give 1 % of the Prada Re-Nylon for SEA BEYOND

Collection has been a very important milestone. It has been the first of a kind for UNESCO worldwide."

This is one of the most important projects Bertelli has handled since joining the group, but it doesn't stop there. In
2024, the Prada Group hosted the "Ocean&Climate Village" exhibition with the Luna Rossa Prada Pirelli sailing team

in Barcelona and, in the same year, collaborated with Axiom Space to design a lunar spacesuit.

"I believe we should always carry the family perspective, like we don't sell bags just for selling bags," says Bertelli.
"It's more like a way to tell stories, a way to do something you feel like and a way to do something different. It is not
just a matter of doing this job, and there are also other things that can be done. Fashion is a way to communicate

from the society perspective. So the communication to fashion will be at the end of the job."

But executing projects that span fashion, film, music, environmental protection, and technology is no easy feat.
When operating globally, brands inevitably face challenges in reconciling the differing values of people in diverse
economic and cultural backgrounds. If mishandled, this can lead to cultural conflicts and damage a brand's image

and cultural value.



Moreover, the luxury industry has faced turbulent years, with geopolitical conflicts and retail fluctuations affecting
global consumer spending. This has led to a decrease in brand attention, and a shift in how the next generation

perceives luxury. During such times, every brand must reassess its positioning and develop tailored strategies.

"A series of changes will influence everybody's strategies. But it is what it is. And so you have to live with it and to
navigate the storm as better as possible, and still try to maintain the same strategic objective. And in this moment,
quality counts much more than another moment," says Bertelli. "More than ever, people need reference because
they feel a bit lost in this geopolitical environment that continues to change. More than ever, it is very important to

try to explain people, to give them the tool."

Culture is one of the essential means to help people better understand the world and make wiser choices. Prada's
unique perspective allows the brand to maintain a consistent image globally while continually building a platform
through effective and diverse cultural projects that merge differing viewpoints and insights. This may be the antidote

that is needed in today's chaotic times.

"Every part of the world has a story to be told. We would try to find common area of discussion and to talk about
them," Bertelli says. "There is much more commonality in my experience between the different culture that we think
with the difference. So there is a lot of differences from far away. But when you get closer, there are so many

similarities. The people should understand that at the end, we are much more similar than we think."



Making Ideas Heard

In the interview, one similarity he mentioned was that the Chinese market and the Western market no longer have

essential differences.

In fact, during Lorenzo Bertelli's eight years with the group, both the Chinese and global luxury markets experienced
a rapid growth phase. During this period, Prada also embarked on a transformation, becoming younger. A new
generation joined the brand, from celebrity collaborations to social media marketing, all of which breathed new life

into this century-old brand.

However, as an heir, Lorenzo Bertelli inevitably faces more challenges, and the expectations on him are high. Born
in 1988, his growth trajectory has aligned with Prada's development in high-end fashion and its global expansion.

He holds a philosophy degree from Milan's San Raffaele University and even worked as a professional rally driver.

Before he officially joined the group, Prada was already a luxury brand renowned for presenting and producing
cultural value. Some consumers describe its fashion designs as possessing an "intellectual” essence, while others are
deeply impressed by the exhibitions, films, and music events it hosts. Nevertheless, standing on the shoulders of

giants and seeking breakthroughs is never easy.

"You have to learn to work with everybody, after all perfect situation doesn't exist. Somehow you have to live with
what you have and pull out the best out of it and working as much as possible as a human," he said. Like other top
executives of luxury brands, he travels around the world to visit the brand's stores in different cities, discussing

cultural topics while keeping an eye on sales data.

One market that cannot be overlooked is China, a massive market for Prada. He mentioned in the interview that,
aside from first-tier cities like Shanghai, Beijing, and Guangzhou, he has also traveled to inland areas, walked through
villages, and visited the Yellow River. Over the years, he has come to feel that Chinese consumers have become more

sophisticated.

"Chinese consumers understand exactly the same if not even more. And they travel as well. They have a clear
reference," says Lorenzo Bertelli. "Between Chinese and western markets, perhaps there is no difference at all. The

western brands took a bit to understand, but now it is clear in the mind of everybody."

Although regional differences are becoming blurred, the way people think, driven by generational and consumer
trend changes, is vastly different from before. Especially in today's environment, many are questioning the value of

luxury brands, which requires brands to rethink how to shape their expectations.



"I always think that the one who speaks has to make himself understood, not the one who listens struggle to
comprehend, in the sense that it's always the problem of who speaks to make issues understood by the audience,"
Lorenzo Bertelli points out. "And then this is a bit what we are trying to do. And there will be success for our group.
Today, | think one of the biggest problems is the capability of understanding each other. This is the biggest issue,
not just in our business, but in our society."

Of course, making changes is not easy.

As a result, Prada has been rolling out new initiatives in recent years to bring fresh inspiration to consumers. The
opening of the "Mi Shang" dining space at Rong Zhai is one such example. Lorenzo Bertelli stated that the brand
hopes to create new value propositions and experiences for Chinese consumers through new types of stores,

beyond large shopping malls.

Meanwhile, the strategy of broadening the channels for brand value communication is also being pushed forward.
Offline, Rong Zhai has become a central cultural hub, while online, Prada recently launched a podcast called
Speaking of the Snake, inviting well-known figures from the fields of architecture, art, and entertainment, such as
Wu Hung, Rossana Hu, and Jia Ling, to share their interpretations of the "snake" symbol. This is an initiative to bring

the brand closer to its audience, and from the feedback, it has indeed been effective.

"People tends to change their ideas to be heard instead of changing their way of communicating," Lorenzo Bertelli
says. "This is the thing what very often happens. The point is how to adapt without adapting yourself to the
consumer. It is more like, instead of changing your idea to be heard, is about how to change my way of

communication to be heard."

This is precisely what drives Prada to continually launch new initiatives in the Chinese market and to consistently

deliver its unique cultural values.
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