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There was a time when companies were seen as purely profit-oriented systems with profit as the primary goal, but in the era of corporate
social responsibility (CSR), that view has quietly changed.

Luxury brands were long perceived as indifferent to public issues. But with the development of the times and the continuous growth of luxury
brands' global influence, the public has changed its perception of them, believing that they should took responsibilities to positively changing
the existing dilemmas through their own actions and appeal. According to McKinsey's data, two-thirds of global consumers say they would
avoid brands that are controversial on relevant issues. A Deloitte study of value-driven brands in 2019 also revealed that 55 percent of
respondents believe that today's companies have a greater responsibility to address issues related to their purpose.

In addition to consumers' attitudes, pressure from shareholders and employees is also driving CSR to grow. Philanthropy Advisors CEO Eric
Berseth said: "Employees want to work for responsible companies. Customers want to spend more money on responsible products.
Strategically speaking, it's a way for companies to connect themselves to having a positive impact on society."

In such a social context, luxury brands started to actively engage in public welfare years ago, hoping to build a positive image in front of the
public through actual deeds. Besides, the involvement in public welfare can also generate discussions about the brand, which can be a good
public relationship action. In addition to the external environment, leaders of the luxury industry have stood up to assume their social
responsibilities, which is of course partly out of their practical considerations. The eponymous brand of Mr. Giorgio Armani from Italy is well
known in the luxury industry, and Armani Group is considered as Italian and global luxury industry giant. In our exclusive interview with Mr.
Armani, he said that during his design, he also takes other factors into consideration besides customers' desire to buy, because "it's about
respect.”

With this heartfelt respect and an innate sense of responsibility, Giorgio Armani launched the new Armani/Values website on the Earth Day,
April 22, 2022. The website explores and traces the values that has always underpinned the designer's direction and corporate decisions,
and that have helped build the core philosophy of the Armani Group. Mr. Armani said: "l believe that as a designer and an entrepreneur, |
have an important role to lead by example while supporting others. In my practice, | have always believed in traditional and firm values. To
this end, | follow the philosophy of 'less is more' and design timeless pieces of pure simplicity that will endure through time. | have always
cared for humanity and the community, and | believe that businesses must give back while receiving. Likewise, we must care for the planet. |
believe that fashion can contribute to the transformation that is taking place right now in so many ways, and that is what | am committed to.
Values are important and | see them as the foundation. Through this website, | want to share a necessary and urgent responsibility: to invite
all people to join forces to build a more responsible system."

Well-structured and informative, the Armani/Values website has three sections: "People”, "Planet" and "Prosperity". Combining video and
text, it explains the group's diverse values of unity, timelessness, mobility, comfort, empowerment, inclusion, sustainability, self-discipline,
independence, authenticity, and "less is more". The group's various projects on responsibility can be broadly divided into two categories:
social responsibility and sustainable development.

Social responsibility

As the models walked through the silent space, the silent environment emphasized solemnity, and guests were freed from unnecessary distractions
caused by the music and refocused their attention on the clothes. This special fashion show was the Giorgio Armani Fall Winter 2022-2023 show. Mr.
Armani argues that "it would be out of place to play the music when it was ready, so we'd rather get rid of the background music", a decision, as he
revealed to us, that was made five minutes before the show started.

However, this is not the first time Mr. Armani has made changes to his fashion shows. Back in early 2020, he made a temporary decision to cancel
the live fashion show and launch his Fall Winter 2020-2021 collection through live stream instead because of COVID-19 — a move that was certainly
admirable in Milan, which was not yet seriously affected by the virus at the time, to protect guests, models, and show staff. During the curtain call, 12
Chinese models dressed in the Armani Privé collection inspired by Chinese elements previously designed by Mr. Armani appeared. Obviously, Mr.
Armani wanted to express his best wishes to China and deliver goodness through the power of beauty — a reflection of his deep humanistic concern
for China.

Back in the early stage of the COVID-19 pandemic, Italy was also seriously impacted besides China. Mr. Armani, who had aspired to a career in
medicine in high school, attended the medical school of the University of Milan, and even worked briefly in a hospital after graduation, reacted quickly
to the crisis in his homeland. On March 26, 2020, the Armani Group announced that all of its Italian production plants had switched to producing
disposable medical overalls for the individual protection of medical personnel fighting the virus. After donating €1.25 million to the Civil Protection
Department, the Luigi Sacco University Hospital in Milan, the San Raffaele Hospital, the National Cancer Institute and the National Institute for
Infectious Diseases Lazzaro Spallanzani in Rome, the group also donated €2 million to hospitals in Bergamo, Piacenza and Versilia in Tuscany. Mr.
Armani also bought sections of major Italian newspapers and published an open letter to all medical workers.

Later that year, with Europe still under the shadow of the epidemic, the Armani Group pledged to continue to donate a portion of the proceeds from
Giorgio Armani's boutiques in Europe and other major cities around the world to charitable associations in 52 regions around the world.

Mr. Armani told us that, in addition to its donations and actions during the COVID-19 pandemic, the group had done many things to give back to
society. For example, as a supporting founder of the Teatro alla Scala, the Armani Group became a partner for the opening night of the Season
2021/2022 on December 9, 2021. A non-profit foundation since 1997, the Teatro alla Scala aims to promote the art of music in Italy and abroad
through the preservation and promotion of its rich musical, artistic and technical heritage. At a time the entertainment industry was suffering from an
unprecedented impact due to the pandemic, this generous act by the Armani Group undoubtedly demonstrates its strong support for the opera house
and the music industry. Speaking of the action, Mr. Armani recalled to us the pomp of the opening night: "There were a lot of flowers, and people were
happy and smiling in the opera house. Everything was very touching."

In addition to its humanistic concern for unexpected social events and in the world of culture and entertainment, the Armani Group also practices its
sense of social responsibility by supporting and actively participating in various initiatives in the community.

To mark the group's 40th anniversary, the Armani Group inaugurated in 2015 Armani/Silo — a vibrant open space created in collaboration with
the Municipality of Milan. It stems from Mr. Armani's desire to offer the public, and in particular a new generation of creative dreamers, a rich
and unique experience to promote understanding and interest in fashion and design and explore the relationship between fashion as well as
history, photography, cinema, and art. It tries to achieve the aim through permanent collections, thematic exhibitions, historical archives, and
other cultural activities. It has worked with the Ministry of Culture of Italy to carry out many projects and has collaborated with the POLI. Design
for years.

Other than Armani/Silo, the Armani Group's cultural and artistic care also extends to relic restoration, artistic patronage, and scientific patronage,
such as support for the famous Pinacoteca di Brera in Milan, contributions to the restoration of the Abbey of San Fruttuoso in Genoa and the
Villa Necchi Campiglio in Milan, support for the Pier Lombard Foundation, which focuses on experimenting and promoting new artists and art
forms, and regular fundraising for breast cancer research.

The Armani Group has also launched the Acqua for Life project to improve the water consumption level for people in areas where water is
scarce from the three aspects of access to water, use of water and sewage treatment. After nine years and a total investment of around €7.7
million, the project has managed to reach more than 195,000 people in 238 communities on three continents (2018 figures), which is a



remarkable result.



The Armani/Values website tells the story of
the group by showcasing important projects in
the past, current projects that are making
significant progress, and planned projects for
the future, with a particular focus on corporate
responsibility commitments.
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Sustainable development

Since the establishment of his eponymous brand Giorgio Armani in 1975, Mr. Armani has stood out from his fellow Italian designers with his decent
and elegant designs and sophisticated and streamlined cuts, to the point of becoming a calling card of Italian fashion. This style has become more
and more sophisticated over time, exuding the beauty of elegance, rationality and luxury. Such a brand image is undoubtedly rare in today's
fickleness, and the consistent design language has become a rare sight in the current industry, where talents alternate frequently and brand image
is volatile. In addition to his sense of social responsibility, Mr. Armani also focuses on the cause of sustainability, which he addresses from the
design itself, that is, the fashion with a consistent style and aesthetics is somehow free from seasonal limitations or current trends, so the wearer
avoids unnecessary purchases and thus realizes the multiple wears of fashion. This is a great success in Mr. Armani's opinion, but it is not to curb
the creativity and the passion of the designer. "At 87 years of age, I'm still active in the industry. Passion for creating is still a very important factor,"
says he.

In addition to presenting fashions that stand the test of time, bringing meaningful designs is equally important to Mr. Armani. He notes: "What we
want to do is to design clothes that have meaning, not just clothes that are meant to be shown on the runway. There are clothes that are only made
to walk the runway, to look good for a photo shoot, or to be worn by celebrities, and those don't make sense. Although people have different views
on this, | think we should slow down when it comes to the demand for new clothes. At the moment, we should calm down and think about things
beyond that. Not everyone lives so bright and shiny, and we should always be concerned and compassionate."

Starting from fashion itself is part of the solution to sustainability. But as the fashion industry is huge and involves many upstream and downstream
links, we may also make a breakthrough from multiple links if we want to achieve sustainability to a greater extent. In this regard, the Armani Group
has also done an excellent job.

In terms of raw material selection, the Armani Group uses only high-quality raw materials for all its products, ensuring customer satisfaction while
meeting sustainability values. Cotton is one of the most used raw materials in the textile industry. The Group uses organic cotton in a wide range of
products, and the cotton used in some of its products is linked to the "Cotton made in Africa” initiative. This initiative, launched by the Aid by Trade
Foundation, ensures the traceability of cotton and hopes to raise awareness of farming techniques that maintain soil fertility and rice quality. In
addition, the group has stepped up its efforts to recycle and research industrial waste and other materials, including turning recycled plastic bottles
into polyester and recycled discarded fishing nets from the sea into nylon and using them in subsequent production. For denim fabrics that
consume a lot of water and are a major polluter, Emporio Armani, a brand of the group, uses denim fabrics based on chitosan through an
innovative process, which greatly reduces water and energy consumption in production due to the natural and biodegradable characteristics of
chitosan.

When it comes to animal-based raw materials, the Armani Group is equally committed to sustainable and humanitarian principles. The group had become
fur-free since the Fall Winter 2016 collections under an agreement with the Fur Free Alliance. It has also stopped using Angora wool in all its products
since the Fall Winter 2022 collections.

As for packaging, the paper and paperboard used by the group are certified by the Forest Stewardship Council (FSC), ensuring that they come from
forests that are managed responsibly from an environmental, social and economic perspective. The group also gives priority to recycled materials in the
packaging. Under this policy, packaging bags for all the group's lines are free of plastic inserts, and the percentage of packaging made from recycled paper
ranges from 50% for the Giorgio Armani line to 40% for the Emporio Armani and Armani Exchange lines.

It is only through close cooperation with all stakeholders involved throughout the value chain that an Armani product that will stand the test of time and
become the perfect expression of the fusion of creativity, style, and innovation can be created. The importance attached to sustainability is not only reflected
in the group's approach to every aspect of its own business but also includes strict requirements for sustainability for the upstream of the supply chain. As
early as 2013, the Armani Group launched a process to monitor its supply chain in order to comply with the ethical and social principles of environmental
protection and safety defined by the group, as well as with the legislation in force, requiring suppliers to follow its Code of Conduct for Environment to
reduce the environmental impact of production activities at the source.

The Code of Conduct includes regulations and restrictions on environmental management systems, energy use and greenhouse gases, water
consumption, wastewater, exhaust emissions, waste management, noise management, hazardous substances, land use and biodiversity and
environmental emergencies, as well as regulations related to animal welfare, which demonstrates the group's thorough consideration.

As one of the industry leaders who signed the Fashion Pact, the Armani Group's commitment to ecological protection and sustainability is also reflected
in its Emporio Armani's commitment to sustainable development. This program was launched in Milan, in partnership with the City Council and the forest
conservation project Forestami, where the brand had begun supporting the development and improvement of green spaces in urban areas since
November 2020 by working together to plant 300 trees in Milan, with the goal of increasing the number of trees to 3 million by 2030. The program will also
extend to London to support the Green Roof project, maintain urban parks in Munich and New York, and reforest and help to spread a new environmental
culture in Tokyo, Saint Martin d'Ablois in France, some provinces in Mongolia, and parts of Australia.

Also not to be overlooked is the fact that, the Armani Group's companies, offices, production sites, and stores in Italy have switched to electricity generated
exclusively by renewable sources from 2021. The same measures will be taken for premises and stores located in Europe and the rest of the world.
While it is good that today's luxury brands are committing to sustainable causes and assuming social responsibility, when it comes to action, they are
facing more challenges and considerations, as well as public scrutiny. The Armani/Values website tells the story of the group by showcasing important
projects in the past, current projects that are making significant progress, and planned projects for the future, with a particular focus on corporate
responsibility commitments. All the above initiatives can be found on the website. The confidence to make its projects public and its data transparent clearly
comes from the group's actions over the years. Mr. Armani comments: "Armani/Values is launched with a more humane mindset. We can't forget what
has been done in the past but should record them. It's all about the planet.”

When asked if there is a message he wants to communicate to the youth of today, he says with deep concern: "l ache every time | see on TV the helpless
eyes of newborns in the midst of war. | even cried during one of the post-show interviews. | always ask myself, whether | have the great courage to make
the fashion industry play a bigger role in society, because, after all, fashion belongs to life too. So for the fashion industry practitioners and luxury buyers,
they should avoid exaggeration but focus more on the connection with the outside world." Such humanistic care is about respect and is always consistent.




