Crisis = opportunity, the winning equation
of the Nanni Group

Crisis = opportunity is the winning equation that best suits the reality of the Nanni Group, founded in 1955 in Porto Sant’Elpidio (Fermo) and operating in the fashion accessories industry.
Despite the pandemic has caused a slowdown in the business, the company has accelerated
the pace on already taken direction. Not only that: it has implemented new strategies under
the pressure of the third generation of the Marini family. Communication (also through social
media networks), sustainability and product customization are the keywords of a forward-looking company. Mr. Paolo Marini, the sole Administrator of the company, talks about all of this
in this interview.

The winning equation of the Nanni Group
How was the situation before Covid-19?
The accessory is closely linked to fashion trends. From 2016 to 2018 we have achieved a
strong business growth. Then, with the arrival of the pandemic and more basic and minimal
items, we have seen a reduction in sales. However, we are used to face the cyclical nature of
fashion trends.

What was your reaction?
We didn’t wait for the storm to pass. We have introduced a new range of safety and sanitation
products. We have accelerated the sustainability issue: it is the new frontier and it will become
increasingly important. We see it day by day.

Investments and research
What has come out of this acceleration?
Investments in research in order to be able to offer certified and high-quality products. We are
aware that true and complete sustainability is a long-term goal to achieve. But we also know
that it represents an irreversible turning point. For this reason we have adapted our products
offer.

How?
We could divide the offer into three categories. Biodegradable products, such as laces in certified cellulose fiber and a series of components made of natural materials such as hemp, straw
and wood. Organic and recycled products such as laces and drawstring in 100% natural fibers
(for example, certified organic cotton), grosgrain in recycled PET and strings in post-consumer
recycled cotton. Finally, upcycling accessories such as buckles and tips in recycled nylon or
made with woodworking waste.

Past, present and future
Perspectives for 2021?
We have some medium-term objectives. In addition to the products, we have invested in the
samples and the collection, as well as in communication (including social media channels) and
in the customization of the various products. Changes supported by the entry into the company
of the younger generations.

What is the history of the Nanni Group?
The company was founded by my father Giovanni (hence the name Nanni). Then, over the
years, it has transformed, thanks also to its presence at Lineapelle, by specializing itself more
and more. It has focused on product quality and export. A few years ago my two children have
joined the company: Eleonora (27 years old) and Francesco (34 years old) who have brought a
breath of freshness and dynamism.
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