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Seeing beyond: Prada CMO Lorenzo 
Bertelli on ocean — and luxury — 
education 
In a wide-ranging interview, the executive explains why Prada Group is investing €2 million in a 
new independent fund tied to its flagship CSR programme, Sea Beyond, and shares his views on 
the future of the industry. 
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“This mission is not something that belongs only to us,” says Lorenzo Bertelli, speaking just 
before heading to 2025’s United Nations Ocean Conference, which is currently underway in 
Nice. The Prada Group CMO and head of corporate social responsibility (CSR) went on to co-
sign the creation of an independent fund linked to its flagship ocean education programme, Sea 
Beyond — a fund to which Prada is committing an initial €2 million. 
Since 2019, Prada has dedicated a percentage of revenues from sales of its Re-Nylon collection 
to funding Sea Beyond, which it developed in partnership with Unesco’s Intergovernmental 
Oceanographic Commission (Unesco-IOC). In that time, Prada says Sea Beyond has exposed 
35,000 children across multiple nations to ocean education initiatives, including the launch of 
an outdoor education project for pre-schoolers in Venice and the purposing of a historic sailing 
boat, the Cassiopea, as a floating oceanographic research education facility (it is currently 
docked in Beaulieu-sur-Mer, near Nice). 

 
The Cassiopea is a historic sailing boat repurposed as a floating oceanographic research 
education facility. 
 Photo: Courtesy of Prada Group 
Now, the two parties want to open up Sea Beyond to any other company and individual that 
might feel inclined to stand alongside it and take part — in effect, deferring their leadership of 
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the programme in order to expand its reach. “It is becoming an initiative where more entities 
from the private and public sectors can work together. Today is the moment where Unesco is 
presenting [the fund] to all the government entities [at the UN conference] in order to make 
them aware, and to, we hope, enlarge the scale of the undertaking,” says Bertelli. 
Prior to yesterday’s announcement, Vogue connected with Bertelli to talk through the move. 
Naturally, the conversation began with the subject at hand, before drifting far and wide. Here is 
an edit of that discussion. 
Vogue: So you are announcing the creation of a new, open-access fund to broaden the 
existing work of Sea Beyond. 
It is a fund that will receive some of the proceeds that come from Prada Re-Nylon for the Sea 
Beyond collection sales. This fund is going to be called ‘Sea Beyond — Multi-partner Trust Fund 
for Connecting People and Ocean’, but its governance will be independent of us. We will have 
one voting right as will all the other members of the fund’s executive committee, its main 
governing body. Everyone who makes a contribution will have a say. In this way, it’s going to be 
an independent fund… One important thing is that with this fund, we are making it clear that it 
is not something that belongs only to us. 

 
Prada Re-Nylon campaign 2025. 
 Photo: Courtesy of Prada Group 
Vogue: You are making this first deposit of €2 million in the fund. Have you already 
approached other entities you work with to tell them about this initiative and maybe 
encourage them to become members? 



Absolutely. I can’t disclose who, because it is for them to disclose. But absolutely. Sea Beyond 
has always been an initiative open to third parties, but maybe the reason that we were leading 
it was making, if not a barrier, then a reason to prevent others from joining. So, for it to be 
independent is the best way, I think, for it to attract as much capital as possible. And help shape 
the project and vision for what we have been trying to do. 
Vogue: Luxury is a competitive industry, as you know, so even when members of that 
industry are engaged in philanthropy or CSR work such as this, I get the impression that they 
sometimes cannot shake that competitive mindset. They become territorial about ‘owning’ 
whatever category of work they are engaged in, so that even when the cause in question is 
for the common good, they want to be the only brand seen to be undertaking it. I used to see 
this a lot with brands working through sustainability initiatives… 
Can I tell you something? It is still very competitive today. There are some very important 
groups, not necessarily in fashion, who were not happy about having us. And they actually 
excluded us from some charity opportunities just because they feel it is a competition. To me, 
this is weird. Because there can be no competition in sustainability. So if in this fund we were to 
be joined by Vuitton, or Gucci, or any of our competitors, I would just be happy, because this 
mission is for everybody. 
“There are some very important groups, not necessarily in fashion, who were not happy about 
having us. And they actually excluded us from some charity opportunities just because they feel 
it is a competition. To me, this is weird. Because there can be no competition in sustainability.” 
Vogue: Human nature is hard to shake… 
But you can’t be egoistic when it is about sustainability. 
Vogue: Your business card is printed with two titles: as well as Prada’s head of CSR, you are 
also group chief marketing officer. So when you make these investments in the ocean… 
Hold on: we are not investing in the ocean, we are investing first and foremost in people. The 
ocean is the subject, but we are investing in people’s minds, spirits and hearts. 
This is the scope of it: in sustainability, there are many people looking at short-term impacts, 
things like decarbonisation, waste reduction, water-use reduction, sustainable products — and 
that’s all correct and makes sense. But ultimately, if people’s mentalities [about the 
environment] do not change, then we will not see a corresponding change in consumer 
behaviour. So in order to help this change in consumer priorities and mindset, we need to think 
about education, and look forward 20, 30 years. 
Politicians, most of the time, their horizontal landscape is understandably limited to the length 
of their mandate. So we are maybe losing, also in the public space, strategic long-term thinking 
and planning. And education is the subject with the widest horizontal time frame. We want to 
invest in that long term — to help explain how human behaviour that [preserves the 
environment] is also convenient and beneficial to the people who enact it. That is the most 
important thing. 



 
Sea Beyond has exposed 35,000 children across multiple nations to ocean education initiatives, 
including the launch of an outdoor education project for pre-schoolers in Venice. 
 Photo: Courtesy of Prada Group 
Vogue: CSR sustainability activities undertaken by private companies generate a reputational 
halo effect. What are the benefits to Prada that you have seen since Sea Beyond began? 
Look, I think this is a problem with the conversation today: that ideologically, sustainability has 
become like a religion. In a way, there is too much ‘sustainability’. But the truth is, we have the 
knowledge, the technology and the capability to live in balance with the environment in a way 
that allows us to flourish and for the environment to be healthy. Of course, if humankind was 
taken out of the environment, that would fix the problem, but I don’t think we want that. So 
what is critical to understand is this: what is the impact of my action — and the real cost of my 
action? To give the right value to the goods we buy, and to give our actions the right value, and 
to understand that everything is connected and therefore there is a cost, and a consequence, to 
every action. So we need to become conscious of our actions and their impacts in order to live 
harmoniously within the environment. 
This doesn't mean that we should not buy, that we should not do what we are used to doing, 
but maybe we should do it in a different way, from a different perspective. We know that if I 
buy a €5 T-shirt there are probably some irresponsible practices in terms of production, and 
there is impact in some other part of the world for families, and the environment, and so it’s 
not sustainable. Because something else is paying for the cost that you have not paid. In the 
paradigm of the elements we use to value goods or products today, we’re not factoring in 
everything. 



 
Prada Re-Nylon campaign 2024. 
 Photo: Courtesy of Prada Group 
Vogue: So, how do you flip sustainability from being a selfless value to being a selfish value, 
one that is culturally inherent? 
It’s a matter of communication — I think communication is the biggest challenge. Maybe if we 
say this €5 T-shirt has a negative impact on other people, consumers won’t let that obstruct 
them from buying the T-shirt. But if you say it is going to affect you negatively — because of the 
chemicals in the fabric that damage your skin — then they will listen. You know, I think there is 
this perception that convenience for yourself is something to be guilty about, but I don’t think 
this is an absolute dichotomy — convenience for yourself can also be convenient for others, 
and for everyone. 
Vogue: Drifting from the subject but staying adjacent to communication, there is a broad 
suspicion, especially among younger consumers at the moment, about the inflation in the 
cost of luxury goods over the last few years. 
Our journey is to find balance between the environment and our capitalistic approach. We 
cannot pretend to maintain the same kind of volume as in the past. We cannot pretend to be 
able to buy everything. We cannot pretend that people will buy without honesty and 
transparency. We are in the process of balancing consumer expectations and education about 
the cost of goods because they were not sold at the right price… so we are going to have to 
adjust our message and the values of our content in order to explain the prices to the 
perception of the consumer. Transition and evolution can be painful. And that’s normal. 



Vogue: Last year, you opened a factory in Torgiano, Umbria, specialising in knitwear, which 
became the latest addition to Prada Group’s 20-plus portfolio of manufacturing facilities 
across Italy — where more than 50,000 small companies engage in luxury manufacturing. In 
terms of that paradigm of values, I increasingly see an unarticulated overlap between 
‘quality’ in the traditional sense — of design, fabrication and materials — with also quality of 
life, both for those who produce and consume, and everyone else, in terms of social and 
environmental impact. But even traditional material ‘quality’ seems to be an intangible and 
challenging value for big luxury to communicate: the quality of a bag or a garment is not 
widely very clearly understood. 
No, it’s not clear. And that’s not the consumer’s fault. That’s our fault. So what we can do is 
invest in changing the mindset of the future consumer… In the end, it is not politicians but the 
economy that is telling us, ‘Guys, you have to do something.’ So we have to take this journey. 
 

 
Vogue: Trusting in provenance is a key part of accurately assessing quality, and the Aura 
Blockchain Consortium, of which Prada was a co-founder alongside LVMH and Cartier, is part 
of that. It has gone a little quiet recently — what is its progress? 
It is being implemented by the companies in their supply chains. Since the end of last year, 100 
per cent of our production has had the blockchain tag. But until our warehouses rotate and 
dispatch [everything produced previously], we cannot categorically state we are 100 per cent 
online. This is what every company is in the process of doing, some more advanced than others. 
But at the moment, this is more like a technological solution than a sustainability solution in the 
sense that it gives you the opportunity to track and trace steps of production, but if the 
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information at step zero is wrong, you’re gonna bring that wrong information all along the 
blockchain. And this is a good question and a point of discussion. Because people might think 
that Aura is synonymous with sustainability or transparency, but this is still in the hands of the 
brands. 
Vogue: But the information does indicate sustainability factors in a quantifiable way, 
assuming that step zero information is correct? 
Yes. But the point is we don’t want to add that within the scope of the consortium because 
then you’ll end up in a typical consortium situation, which is that it self-certifies. And that’s not 
the right way to have governance: this should be done by a third party. Otherwise, you have a 
conflict of interest. 
Vogue: Still, the blockchain certifications, if based on truth, should be valuable within luxury 
— especially at a time when, due to wider geopolitical issues, we have seen widespread 
assertions that luxury goods labelled ‘Made in Italy’ are in fact made offshore and only 
finished here, if that. 
All of this is part of a fake news war, I think. There is part of it that is true: the supply chain is all 
around the world. And any idea that there is no value in China’s manufacturing is completely 
wrong. By the way, we do not produce any bags in China. But the point is not that. It’s that this 
negative idealisation and nationalisation of manufacturing is wrong. Because I can make a long 
list of skills in which the Chinese are super skilled and advanced, far more so than other 
countries. And Italy, for sure, is good at some things too. So why should we not be proud and 
talk about it positively? 
I hope that one unintended positive consequence, more generally, is that today there is so 
much fake news that I’d like to think that where people once could believe anything, they are 
going to become much more selective and discriminating about what they believe in the future. 
Also, with artificial intelligence. So in the future, I think we’re going to go from believing 
everything we see to believing almost nothing. Because when so many things can be faked so 
easily, people will be obliged to investigate for themselves. 
Vogue: So the value of truth will increase because of its rarity? This could be good news for 
journalists… 
I think so, absolutely. And something very interesting related to blockchain is that every video 
journalist or photojournalist will be able to have the time and geolocation in blockchain to 
ensure that the picture cannot be faked or modified in any way, because it is certified. 
 
Vogue: So, the truth — or at least the source material — becomes non-fungible. Can you talk 
about Versace? Since you announced the acquisition last month, how has the atmosphere 
settled within Prada Group? And how are you approaching the show in September? 
Well, first we have to make the closing. Because, for now, we are technically in charge of 
nothing at Versace. Until the closing, we might be gathering information, but essentially, we are 
nothing more than a kind of spectator. So that could be the end of July or later. And as for the 
show, even if we have an opinion, right now, that is not up to us. 
Vogue: But there must be an expanding consideration in Prada Group of this upcoming 
chance to express its production through the prism of another fashion identity and voice. 



One of the reasons we believed Versace is an opportunity is that its identity is very different to 
that of the brands currently in our portfolio. And it is very important, if you are a group, that 
your brand identities do not overly overlap.“ 
“One of the reasons we believed Versace is an opportunity is that its identity is very different to 
that of the brands currently in our portfolio.” 
Vogue: What’s your feeling about live fashion shows? I read a CMO in fashion recently 
characterising shows as ‘content engines’, which made me flinch a little, but was also 
something I absolutely recognise from how shows have changed, even in the last five years. 
Well, I think it’s about what you expect from the show. So your expectations define the scope 
of what you think the show is for. However, for me, the show is really relevant to get to the 
core of the fashion, and to drive the conversation on — which are the trends, what is the 
direction? And this maybe speaks to only a small part of the audience. And then, you can use 
the show also to give a taste to a much wider audience… There are more mediums than ever 
today, and you need to use them all in a practical way. But I will say that it is much harder to 
make a good dish with many ingredients than it is with a few. And today, you have so many 
ingredients it becomes much more challenging to cook something good! 
Vogue: You have spent years competing as a rally driver. So, to end with a slightly cheesy 
question, what have you taken out of that sport that you apply in your roles at Prada? 
Something related to navigation, maybe, or planning, or risk? 
From my philosophy studies to my competing in sport, and everything else in my life, I think I 
bring it all into this job and my way of working. Because, in the end, it is our lives that define 
ourselves, so even if you do not want to bring your experience from the past into your present, 
in the end, you always will. 
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Shakira, in addition to touring the globe, 
can definitely add “beauty founder” to 
her résumé with her hair range Isima that 
launches in June before hitting all Ulta 
Beauty doors in July. Although she’s new 
to the category, her relationship with hair 
is not. “My hair has been my identity for a 
long time,” she said. “My entire life I’ve felt 
that way.” For more, see pages 4 and 5.
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  In an interview with WWD,  
the group’s head of CSR 
Lorenzo Bertelli discusses the 
ambition of the ocean literacy 
project launched in 2019.

BY MARTINO CARRERA

MILAN — Prada Group is furthering its 

deep dive into ocean literacy and education, 

stepping up its Sea Beyond project.

Launched in 2019 in partnership with 

the Intergovernmental Oceanographic 

Commission of UNESCO, or UNESCO-IOC, 

the project announced Monday that it is 

creating the Multi-Partner Trust Fund for 

Connecting People and Ocean.

The announcement was made at the 

third United Nations Ocean Conference 

running through Friday in Nice, on 

France’s Côte D’Azur. Prada Group is 

taking part in the conference with a range 

of events and activations.

Introduced concurrently with the 

launch of the Re-Nylon collection crafted 

from Econyl recycled nylon, Sea Beyond 

has grown its scope and reach in the 

past six years, reflecting Prada Group’s 

commitment to culture at large, in addition 

to environmental sustainability.

“I think it’s the natural lexicon of our 

group, it’s part of our DNA. Of course, 

creating great products, designing 

beautiful things that people love, that’s 

part of what we do. But the goal isn’t just 

to sell products for the sake of it. The 

goal is to use these projects as vehicles 

for messages. I think that’s always been 

part of our story, embedding messages, 

sometimes subliminal, in what we do. In 

this case, the messages are more explicit, 

more like statements,” Lorenzo Bertelli, 

head of corporate social responsibility at 

Prada Group, told WWD.

“I really believe those who have more, 

must do more. The responsibility of luxury 

is also to show how business can be done 

in a way that has a positive impact on 

society, and to inspire others, whether 

people or other companies. No one’s 

perfect, of course, but that’s what matters 

most: to have an impact on the world we 

live in,” he offered.

To this end, the creation of the trust 

fund — the first of its kind within UNESCO 

— is geared at furthering the activities 

of the Sea Beyond project to fuel ocean 

education worldwide.

Prada Group is pledging an initial 

contribution of 2 million euros toward the 

trust fund, which will be open to additional 

financial contributors and partners starting 

in January 2026, a strategic shift for the Sea 

Beyond project.

The trust fund’s governance will have a 

positive impact on its activities, Bertelli said.

Bertelli and Vidar Helgesen, executive 

secretary of the UNESCO-IOC, will sit 

on the executive committee, which will 

welcome new members as more partners 

join Sea Beyond next year.

“I think we’ve given [the fund] 

neutrality… by distancing it from being 

something of the group, it gains a 

different legitimacy, it becomes a more 

international platform, but most of all it 

gains neutrality, which helps in raising 

funds,” Bertelli offered. “It will give Sea 

Beyond a different kind of credibility 

internationally, with both private and 

public entities,” he said.

Now a trust fund, Sea Beyond will 

continue to focus on five key educational 

pillars, including “blue education” 

aimed at including ocean literacy and 

learning into school curricula; “youth 

empowerment and engagement” focused 

on youth and early career professionals 

to bring in ocean discussions at multiple 

scales; “ocean culture and heritage” 

to educate on the cultural connections 

between humans and the ocean in 

tackling global challenges; “science-

policy-society interface” to promote 

adequate representation of societal 

needs into policy-making processes, and 

“strategic communication and narrative 

shifting” to promote targeted messages 

or actions focused on challenges faced 

by the ocean, sustainable responses and 

actionable solutions.

“The purpose of Sea Beyond is long-term, 

it’s about creating a connection between 

people and the environment. And the ocean 

is one of the strongest tools for creating that 

connection. Kids love the water, the sea 

and once they fall in love with it, the bond 

becomes strong,” Bertelli said.

Since its launch, Sea Beyond has spread 

ocean literacy with about 35,000 students 

globally.

“Today very few [entities] are really 

investing in or talking about working 

on future generations, meaning that the 

solutions to today’s problems entail not 

only short- and medium-term actions, 

but also long-term ones, which are simply 

education. It seems like a basic and 

obvious thing, but it’s not, and we often 

forget it,” he added.

“We must protect the ocean and 

rethink our relationship with it — and this 

change starts in the classroom,” echoed 

Audrey Azoulay, UNESCO’s director 

general, in a statement. “Through our Sea 

Beyond program, UNESCO and Prada are 

empowering a new generation to better 

understand and protect the ocean. This 

program will fund youth-led initiatives 

on every continent, enhancing ocean 

education and culture,” she said.

Boasting a Scientific Committee which 

is to include experts across different areas 

of ocean science, whose names will be 

revealed at a later stage, the trust fund 

is to further foster synergies between 

the public and private sectors, with 

stakeholders spanning institutions, private 

companies, education providers, NGOs, 

educators and the scientific community.

The Scientific Committee will provide 

guidance and advice on projects eligible for 

financial support from the trust fund. The 

first call for proposals kicks off in December.

Bertelli said conversations with multiple 

potential partners, including U.N. member 

states, are already ongoing.

“It’s something even member states are 

interested in, they’re paying attention. 

Taking this step is helping us gain more 

support from the public sector as well as 

the private one,” he offered.

As for private companies joining the 

fund, Bertelli underscored that it is 

ultimately tied to individual firms’ areas 

of interest in environmental responsibility 

and sustainability.

“Some companies focus more on 

energy, others on reforestation. It depends 

on each company’s strategy. Our goal is to 

explain the journey and the importance 

of ocean literacy and education. That 

said, we’ll obviously try to bring them 

on board with our journey, but it’s not 

that the other paths are wrong. There are 

many, and it depends on the individual 

company’s priorities and interests,” the 

executive said.

Further raising awareness on the 

project, Bertelli said that Sea Beyond is 

to launch initiatives in partnership with 

Luna Rossa, Prada Group’s chairman 

and executive director Patrizio Bertelli’s 

America’s Cup venture. He declined 

to provide further details at this stage, 

beyond saying it’s a natural fit.

Overall, Bertelli sees Sea Beyond as a 

changemaking agent on multiple levels.

“Let’s remember that the United 

Nations — and UNESCO in particular — 

do a lot to support countries, especially 

the smaller ones that don’t have the 

strength to develop their own policies. 

They adopt policies developed under the 

U.N., whether from UNESCO or other 

U.N. agencies, and then implement 

them. So the goal is precisely to create 

ocean literacy programs that can be 

adopted independently by the member 

states within their national educational 

curricula. And that’s something we hope 

will happen, not only elsewhere, but 

also in Italy. That’s the real goal,” Bertelli 

explained.

On Friday, Sea Beyond will announce 

a new project, the support to nonprofit 

organization Coral Gardeners, which 

focuses on coral restoration and related 

educational activities in French Polynesia, 

Fiji and Thailand. The announcement is to 

be made again inside Nice’s palexpo “La 

Baleine” at the UNESCO-IOC’s “Beyond 

Borders: Ocean Futures” pavilion.

Acknowledging that there is still work 

to be done, Bertelli said that Sea Beyond’s 

awareness is trickling down to the broader 

public, Prada customers included.

“We’re seeing the first signs, that it’s 

starting to be recognized and seen also 

from the outside… [people] talk about Sea 

Beyond proactively… it’s less frequent that 

I need to explain it,” Bertelli said.

“A customer buying a Re-Nylon product 

may not yet know about Sea Beyond, 

they discover it afterwards. So right 

now, Sea Beyond isn’t directly driving 

Re-Nylon purchases, and that’s not even 

its purpose… If anything, it’s the opposite: 

someone makes a more conscious choice 

by buying a Re-Nylon product and then 

understands that the 1 percent of the 

proceeds from the Prada Re-Nylon for 

Sea Beyond Collection contributes to 

something bigger,” Bertelli said.

“The goal is to [educate] people 

who, when they grow up and have to 

make decisions, will do so with greater 

awareness, whether they become prime 

ministers, scientists, or simply thoughtful 

parents. That’s really the point,” he said.

“That’s what fashion does, in the end, 

it shapes trends, habits, and how people 

want to be seen in society. Fashion is 

deeply tied to social life,” Bertelli said.

Sea Beyond-funded projects have 

so far included, among others, the 

“Kindergarten of the Lagoon” program, a 

series of outdoor education activities for 

preschool children in Venice launched 

in 2023; the support to the Japanese 

association SD Blue Earth, led by 

ichthyologist Sakana-Kun, to promote the 

importance of the ocean among children 

and younger generations, via lessons and 

workshops on the marine ecosystems 

of the Tokyo Bay; the support to the 

National Marine Educators Association 

in the U.S. to train the next generation 

of stewards for the ocean, with about 26 

schools between the New York tri-state 

area and Hawaii enrolled; a partnership 

with Bibliothèques Sans Frontières to 

facilitate access to ocean education for 

children and young citizens in vulnerable 

communities through Ideas Box, a mobile 

multimedia center operating in several 

locations, including Naples in Italy, 

France, Burundi and Ivory Coast.

Last April Sea Beyond cut the ribbon 

of the Ocean Literacy Centre, codesigned 

by architectural firm CRA-Carlo Ratti 

Associati and UNESCO-IOC on Venice’s 

island of San Servolo, a cultural hub in 

the Venetian lagoon. The venue provides 

a deep dive into ocean culture on a macro 

and micro scale, respectively spotlighting 

the “Spilhaus Projection,” a map designed 

by geophysicist and oceanographer 

Athelstan Spilhaus in 1942 presenting 

the ocean as a single interconnected 

body of water, and the Venetian lagoon’s 

biodiversity and tide mechanism. It also 

boasts an interactive room for visitors 

to envision concrete human actions to 

safeguard the oceans.

SUSTAINABILITY

Prada Group Creates Trust Fund 
With UNESCO for Sea Beyond

Lorenzo Bertelli and Audrey Azoulay sign the 

Sea Beyond Multi-Partner Trust Fund for 

Connecting People and Ocean in Nice, France.

Sea Beyond has focused on 

ocean literacy and education 

since its launch in 2019. 
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Lorenzo Bertelli and Audrey Azoulay sign the Sea Beyond Multi-Partner Trust Fund for 
Connecting People and Ocean in Nice, France. Courtesy of Prada Group 
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MILAN — Prada Group is furthering its deep dive into ocean literacy and education, stepping up 
its Sea Beyond project. 
Launched in 2019 in partnership with the Intergovernmental Oceanographic Commission of 
UNESCO, or UNESCO-IOC, the project announced Monday that it is creating the Multi-Partner 
Trust Fund for Connecting People and Ocean. 
The announcement was made at the third United Nations Ocean Conference running through 
Friday in Nice, on France’s Côte D’Azur. Prada Group is taking part in the conference with a 
range of events and activations. 
Introduced concurrently with the launch of the Re-Nylon collection crafted from Econyl recycled 
nylon, Sea Beyond has grown its scope and reach in the past six years, reflecting Prada Group’s 
commitment to culture at large, in addition to environmental sustainability. 
“I think it’s the natural lexicon of our group, it’s part of our DNA. Of course, creating great 
products, designing beautiful things that people love, that’s part of what we do. But the goal 
isn’t just to sell products for the sake of it. The goal is to use these projects as vehicles for 
messages. I think that’s always been part of our story, embedding messages, sometimes 
subliminal, in what we do. In this case, the messages are more explicit, more like 
statements,” Lorenzo Bertelli, head of corporate social responsibility at Prada Group, told 
WWD. 
“I really believe those who have more, must do more. The responsibility of luxury is also to 
show how business can be done in a way that has a positive impact on society, and to inspire 
others, whether people or other companies. No one’s perfect, of course, but that’s what 
matters most: to have an impact on the world we live in,” he offered. 
To this end, the creation of the trust fund — the first of its kind within UNESCO — is geared at 
furthering the activities of the Sea Beyond project to fuel ocean education worldwide. 
Prada Group is pledging an initial contribution of 2 million euros toward the trust fund, which 
will be open to additional financial contributors and partners starting in January 2026, a 
strategic shift for the Sea Beyond project. 
The trust fund’s governance will have a positive impact on its activities, Bertelli said. 
Bertelli and Vidar Helgesen, executive secretary of the UNESCO-IOC, will sit on the executive 
committee, which will welcome new members as more partners join Sea Beyond next year. 
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Sea Beyond has focused on ocean literacy and education since its launch in 2019. Courtesy of 
Prada Group 
“I think we’ve given [the fund] neutrality… by distancing it from being something of the group, 
it gains a different legitimacy, it becomes a more international platform, but most of all it gains 
neutrality, which helps in raising funds,” Bertelli offered. “It will give Sea Beyond a different 
kind of credibility internationally, with both private and public entities,” he said. 
Now a trust fund, Sea Beyond will continue to focus on five key educational pillars, including 
“blue education” aimed at including ocean literacy and learning into school curricula; “youth 
empowerment and engagement” focused on youth and early career professionals to bring in 
ocean discussions at multiple scales; “ocean culture and heritage” to educate on the cultural 
connections between humans and the ocean in tackling global challenges; “science-policy-
society interface” to promote adequate representation of societal needs into policy-making 
processes, and “strategic communication and narrative shifting” to promote targeted messages 
or actions focused on challenges faced by the ocean, sustainable responses and actionable 
solutions. 
“The purpose of Sea Beyond is long-term, it’s about creating a connection between people and 
the environment. And the ocean is one of the strongest tools for creating that connection. Kids 
love the water, the sea and once they fall in love with it, the bond becomes strong,” Bertelli 
said. 
Since its launch, Sea Beyond has spread ocean literacy with about 35,000 students globally. 
“Today very few [entities] are really investing in or talking about working on future generations, 
meaning that the solutions to today’s problems entail not only short- and medium-term 
actions, but also long-term ones, which are simply education. It seems like a basic and obvious 
thing, but it’s not, and we often forget it,” he added. 



“We must protect the ocean and rethink our relationship with it — and this change starts in the 
classroom,” echoed Audrey Azoulay, UNESCO’s director general, in a statement. “Through our 
Sea Beyond program, UNESCO and Prada are empowering a new generation to better 
understand and protect the ocean. This program will fund youth-led initiatives on every 
continent, enhancing ocean education and culture,” she said. 

 
Inside the Ocean&Climate Village exhibition in Barcelona, Spain. Courtesy of Prada Group 
Boasting a Scientific Committee which is to include experts across different areas of ocean 
science, whose names will be revealed at a later stage, the trust fund is to further foster 
synergies between the public and private sectors, with stakeholders spanning institutions, 
private companies, education providers, NGOs, educators and the scientific community. 
The Scientific Committee will provide guidance and advice on projects eligible for financial 
support from the trust fund. The first call for proposals kicks off in December. 
Bertelli said conversations with multiple potential partners, including U.N. member states, are 
already ongoing. 
“It’s something even member states are interested in, they’re paying attention. Taking this step 
is helping us gain more support from the public sector as well as the private one,” he offered. 
As for private companies joining the fund, Bertelli underscored that it is ultimately tied to 
individual firms’ areas of interest in environmental responsibility and sustainability. 
“Some companies focus more on energy, others on reforestation. It depends on each 
company’s strategy. Our goal is to explain the journey and the importance of ocean literacy and 
education. That said, we’ll obviously try to bring them on board with our journey, but it’s not 
that the other paths are wrong. There are many, and it depends on the individual company’s 
priorities and interests,” the executive said. 
Further raising awareness on the project, Bertelli said that Sea Beyond is to launch initiatives in 
partnership with Luna Rossa, Prada Group’s chairman and executive director Patrizio 
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Bertelli’s America’s Cup venture. He declined to provide further details at this stage, beyond 
saying it’s a natural fit. 
Overall, Bertelli sees Sea Beyond as a changemaking agent on multiple levels. 
“Let’s remember that the United Nations — and UNESCO in particular — do a lot to support 
countries, especially the smaller ones that don’t have the strength to develop their own 
policies. They adopt policies developed under the U.N., whether from UNESCO or other U.N. 
agencies, and then implement them. So the goal is precisely to create ocean literacy programs 
that can be adopted independently by the member states within their national educational 
curricula. And that’s something we hope will happen, not only elsewhere, but also in Italy. 
That’s the real goal,” Bertelli explained. 
On Friday, Sea Beyond will announce a new project, the support to nonprofit organization Coral 
Gardeners, which focuses on coral restoration and related educational activities in French 
Polynesia, Fiji and Thailand. The announcement is to be made again inside Nice’s palexpo “La 
Baleine” at the UNESCO-IOC’s “Beyond Borders: Ocean Futures” pavilion. 

 
The Sea Beyond Ocean Literacy Centre in Venice, Italy. Courtesy of Prada Group 
Acknowledging that there is still work to be done, Bertelli said that Sea Beyond’s awareness is 
trickling down to the broader public, Prada customers included. 
“We’re seeing the first signs, that it’s starting to be recognized and seen also from the outside… 
[people] talk about Sea Beyond proactively… it’s less frequent that I need to explain it,” Bertelli 
said. 
“A customer buying a Re-Nylon product may not yet know about Sea Beyond, they discover it 
afterwards. So right now, Sea Beyond isn’t directly driving Re-Nylon purchases, and that’s not 
even its purpose… If anything, it’s the opposite: someone makes a more conscious choice by 
buying a Re-Nylon product and then understands that the 1 percent of the proceeds from the 
Prada Re-Nylon for Sea Beyond Collection contributes to something bigger,” Bertelli said. 



“The goal is to [educate] people who, when they grow up and have to make decisions, will do 
so with greater awareness, whether they become prime ministers, scientists, or simply 
thoughtful parents. That’s really the point,” he said. 
“That’s what fashion does, in the end, it shapes trends, habits, and how people want to be seen 
in society. Fashion is deeply tied to social life,” Bertelli said. 
Sea Beyond-funded projects have so far included, among others, the “Kindergarten of the 
Lagoon” program, a series of outdoor education activities for preschool children in Venice 
launched in 2023; the support to the Japanese association SD Blue Earth, led by ichthyologist 
Sakana-Kun, to promote the importance of the ocean among children and younger generations, 
via lessons and workshops on the marine ecosystems of the Tokyo Bay; the support to the 
National Marine Educators Association in the U.S. to train the next generation of stewards for 
the ocean, with about 26 schools between the New York tri-state area and Hawaii enrolled; a 
partnership with Bibliothèques Sans Frontières to facilitate access to ocean education for 
children and young citizens in vulnerable communities through Ideas Box, a mobile multimedia 
center operating in several locations, including Naples in Italy, France, Burundi and Ivory Coast. 
Last April Sea Beyond cut the ribbon of the Ocean Literacy Centre, codesigned by architectural 
firm CRA-Carlo Ratti Associati and UNESCO-IOC on Venice’s island of San Servolo, a cultural hub 
in the Venetian lagoon. The venue provides a deep dive into ocean culture on a macro and 
micro scale, respectively spotlighting the “Spilhaus Projection,” a map designed by geophysicist 
and oceanographer Athelstan Spilhaus in 1942 presenting the ocean as a single interconnected 
body of water, and the Venetian lagoon’s biodiversity and tide mechanism. It also boasts an 
interactive room for visitors to envision concrete human actions to safeguard the oceans. 
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