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EDITORIAL

BRANDING OUR LEATHER WITH A “MADE IN” LABEL

In the fashion industry, one of the first positioning labels to appear was the Pure
Wool logo, which apart from generating great media interest, soon positioned
wool throughout the world as a natural and prestigious product, emphasising
guality and commitment to the wool industry.

The tanning industry is also studying the possibility of an “origin assured label”
and what effects it would have on the market. So far nobody has questioned
the importance of such labelling, specially today, when the final customer is
aware not only of ecological and environmental issues but is also concerned for
other matters, such as origin and fair trade.

When we purchase a garment, instinctively we look at the label to see where it
has been manufactured. The same applies for shoes or even small leather goods.
When we purchase a car with leather upholstery we know where the car was
assembled, but where is the leather from? Although labelling was initially part
of a vast marketing strategy, today it has become an essential information tool.
The leather industry is aware that it has to protect the tanneries, defend the
workplaces of those working in the sector and lets not forget that there is also
a demand from the consumer-market that requests more, and more complete
information.

Aware that there is a patent tendency towards decentralization of the footwear
and fashion manufacturing industry towards Eastern European countries and
emerging countries such as Vietnam or India, the country of origin of the different
components is becoming a serious issue indeed. Although we are fast getting
used to the “made in ...Iabels™, the fact is that the design can easily be Italian,
American, British, German, Spanish, yet we are only aware of this when brands
are well-known and/or international and that these so mentioned companies
also have an important marketing budget to dispose of. Unfortunately there are
also thousands of brands which aren’t so well known, whom don’t enjoy the
privilege of having important budgets to invest in branding, and due to this end
up becoming a second-grade product with little or no origin-personality. We may
think that this is not fair, and probably it is not, but one way of ensuring the
correct positioning within the consumer market is the labelling of the raw
materials, components and design of the article. And this is where the importance
of obtaining the approval of a label remains. The “made in” label for the Spanish
Tanners will also affect positively the finished product industry, be it footwear,
Tel.: (34) 93 459 33 96 clothes, handbags, fashion accessories, apparel, etc.
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A “made-in” label would benefit all of us. When we shall be able to enjoy it is
just a question of time.
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PIES CUADRADOS
LEATHER WITH AN

INDIVIDUAL SIGNATURE
Interview with
SERGIO FUENTES

We all love to pamper our feet with premium and soft leathers. When we find this
shoe, we don’t even want to take them of after a day walking the streets of London,
Paris, Milan.... The secret is not only the design of the footwear, but the leather. And
PIES CUADRADOS knows all about these secrets because they supply to some of the
most important and prestigious footwear companies, both national and international.
What is not surprising is that this Spanish company is now supplying the small-
leathergoods manufacturers, as well as the watch industry, which constantly search for
the best leathers for the finest of watches.

Pies Cuadrados is a modern and innovative company belonging to the Pikolinos Group,
which has a steady leadership purpose in the leather sector. The company is specialized
in the treatment, transformation and finishings of leather, meeting the highest quality
standards for the footwear Industry. Thanks to the company’s brilliant career, and its
constant search of new articles through R&D, Pies Cuadrados has become the official
leather supplier for internationally renown brands such as Pikolinos, Martinelli, etc.

An original name for an original company. How did you come by this name? When was
it established?

When something is clear and direct, it makes life easier, so if we traslate this to business..hence
why complicate ourselves with a name. We ended up with the brand Pies Cuadrados, which
translated means square feet, a great name for an original focused leather companies. PIES
CUADRADOS ... what else?

As a company, Pies Cuadrados S.L was formalized on November 1994, and gaining strength
every day since then.

What do you believe are the most important attributes of the company and what
differentiates you from other competing enterprises?

Nowadays, with this global situation, there are many different attributes you should have to
become a competitive business. Good product, good price and good service. Obviously, we
consider we have these the three attributes, but if | need to choose the one which makes the
difference, | would say SERVICE for sure!! Comparing with many other tanneries, our time on
production is quite quick and precise. We do understand the customer’s position, and how
important it is to give a very good service. Most of the time schedule is very tight for everyone,
especially when you are doing business abroad. Our service time in sampling orders or production
order can be checked on our website www.piescuadrados.es.

Without a doubt, Pies Cuadrados has a high international profile. What role do the
international markets play in your company? What does the international market
represent for you in terms of business?

As you say, we have an international projection which began a few years ago through our
international business — in Asia we are mainly speaking about China, whilst in Europe we would
be talking about our excellent relations with German, French and Portuguese customers.
It could be due to the Euro exchange rate situation, but sales in these markets are growing quite
quickly. We could say that, on an average percentage basis, 40% of our sales are foreign, but
we always keep in mind that our national customer profile is a very constant and loyal customer,
whom we really respect and treat with utmost care and priority.

The leather industry is closely knit with the fashion world. In what do you inspire to
create new seasonal collections? (Do you work directly with fashion designers, or do
you have your own in-house creative team?)

We do make an extra effort on this matter. In our opinion to renovate our articles every season
is something we must do, is not an option at all. The way we work on this is to receive the
different chemical companies with their proposals, as well as visit fairs such as LE CUIR A PARIS
and ANTEPRIMA in Milan, which help us to have a clear idea about colours, textures and even
the touch feeling of the new possible articles.

And speaking about tRe fashion world (footwear, garme
leathergoods, ...) do ydli think that leather should have -
visibility on the high cButure catwalks? .
For sure. In my opinion, I&ather should have far more visibility'@
the catwalks. As you saids we onlyssee glimpses of leather thats
hit the spotlight area. .

i
What would you say to all'these 8B-called designers tha
say that leather is inmoral, that it represents animal cruelty;

that it is not ecological or environmeF\taI?

That's a difficult question... since the human being is on earth,
they have been trying to cover themselves from the cold, the heat,
the rain... and animal skin have always been there as the main
material to protect them. | do respect other people’s opinion, but
from my point of view as long as the utilization of these material
is done in a proper way, | can not see any problem. | love eating
meat and | don’t consider myself as an assassin...

Large skins were mainly destined for leather goods, footwear
and upholstery, yet now the market has opened up quite
widely to offer the leather industry new markets. In which

other markets do you operate?

Our main customers are shoe manufactures, however, since the
last few seasons we have been working more and more with bags
manufacturers, belts factories and even watchstrap manufacturers!!!

If | ask you for a few hints with regard to the autumn/winter
2010/2011 season, what colours and finishes.woutld you

recommend?

It was very difficult at the beginning when we started searching
for new articles for our winter collection. Every different so

we consult, was giving us a different idea. This,moment of
clear situation gave us many different versions for the new se

We will strong recommend black, a very extensive palet of brg
colours (from yellowish to reddish brown) also blue, ochre
grey. Suede is getting very strong, waxy hand feeling, oily mat

and different embossed (print animals). Another “must to h

is a very soft nappa, with a really nice hand fee

Do you think that each market/country has its own Style &

tastes when it comes to purchasing leather, and leather

articles? f

As far as | know, from the experience | have from countries like
Japan, India or Asia Pacific, even when today everything is globalized
and you can find people dressing the Same in Japan or Mexico DF,
if we are talking about style or taste, each one of them has their
particular taste. There are few things that for western people can
be démodé and exactly the opposite for India or Japan. It is all

down to taste, personal taste and style.




FASHION STATEMENTS

Based upon leathers, shearlings and fur, the fashion world unveils a mix of styles, such as
classic, vintage and futuristic accents. For the following season we can distinguish for proposals.
Gone are the flamboyant details to seduce with simple creativity. Short or long coats, sweet
capes and boleros, together with accessories are all included in the individual signatures of
top brands and designers. Four individual proposals can be unveiled.

GLITZ. Inky blue- black was the colour that has worked real elegant wonders, bringing back
elegance, glitz and class back to the fur and leather fashion.. Cream and grey also figured
strongly in the collection. This sober chromatic palette also helps to emphasise the elegant
beauty of their exciting new wardrobe.

ARCHITECTURAL GEOMETRY. With great naturalness, wilderness and humor, we unveil a
collection of functional and architectural geometry inspired on icons such as André Courreges,
Thierry & Muggler, Claude Montana, and other great designers of the sixties and eighties. A
good example is their collection of highly sophisticated city-chic aspect, made in laster leather,
so that it clings to the body, drawing a favouring and sexy “I” silhouette.

REFLECTIONS OF GLAMOUR transforms classical elements into glamour, the silhouettes and
the volumes are inspired in the twenties, with abundance of luxury. Focused on today’s
women, this collection blends different styles as if they were philosophies of life

URBAN CHIC. Influenced by what is presently happening in the world, this collection is
original, supple, sporty sophistication and definitely more structured than other seasons.
Blending furs and leathers, merging colours, shapes and volumes we once again encounter
urban chic in its purest interpretations.

—
<
ad
-
<
=
=z
O
H
)
=

PREVIEW 2010-2011

EMOTIONAL DESIGN

Trend previews are complex. Not everything propossed can be a guaranteed hit with
the consumer. It takes time to get novelties and innovations moving, but once they
start, nobody can stop them. That is why the big international brands tend to be a
little more daring with a small part of their new collections. And once it touches the
street, then everybody wants to get onto the wagon and immitate. But one thing is
for sure. The consumer is tired of fantasy stories. They want something that transmits
a little more than quality and imagination. They want something that speaks up to
them, tells them a story — a story with a style. We can invent the story but they must
be transmitted as true. For adults why not something that transmits concern for
environmental issues, and for the toddlers why not a fairytale?

The European Fashion Design Center of Florence (EFD) presented their suggestions to
the Spanish leather industry in June of this year. The finished were developed in
collaboration with the chemical sector that aids the leather world and have come up
with some good ideas.

The trends, exclusive for the leather industry were presented under for headings: Street
Couture, Stone Mood, Baroque Vision & Hunting Flair.

Street Couture

Not referring to street style, but street in literal sense, reinterpreted in drastically haute
couture fashion. Concrete references to asphalt, tarmac, bitumen and other construction
materials. Textures and prints that imitate paved streets or tire grooves. Contrasts
between darkness and colour , inspired on traffic lights or neon lighting. Graphs from
new street art are also present.

Stone Mood

An honouring to the monumental Italian art, examining their choice of materials.
From Marble to stone, from alabaster to slate or chalk. Stone Mood is a redifened
Roman classicism. Explicit citations to Florentine Renaissance. Plastic balance inspired
upon the great master of the baroque sculptors or to decorative stone virtuosities.

Baroque Vision

Aesthetics of formal virtuosity. The formula used is a constant dialectical between
simplicity and complexity: to use simple motives - imitations of paper, plaster, straw
- and natural - vegetation motives - to reach complex volumetric evolutions and
macrocospic three-dimensional effects.

Hunting Flair

A fashion leather trend based upon world of the Lords and to the sumptuosity of the
renaissance courts. Inspired on hunting scenes — from the traditional western, to
prehistoric murals, the Greek mythology, up to 18th century English paintings. Preys
and predators in an inventory of natural surfaces fully covered with forest flora and
fauna, with European hunting icons in the forefront: the falcon, the fox and the wolf.
Hunting flair is really a homage to luxury outdoor elite vintage




DAZZLING THE FASHION
WORLD WITH “GUSTO”

Interview with
JOSE CASTRO

We meet in his Barcelona studio-workshop at noon. My first impression is that of chaotic creativity
wherever | look. It is like a fantastic Aladdin’s cave, the treasure being design and fashion. It
feels great, it looks great, and without a doubt it is contagious too. A manikin beside the door
attracts my instant attention. It is one of the creations of the Aurora Collection, which recently
saw the light at Cibeles Madrid Fashion Week. And what is more, Jose Castro’s latest collection
was also awarded the L'Oreal Best Collection Prize. Not surprisingly and totally justified, he has
dazzled the Madrid Fashion week each year his work has appeared on the catwalk.
After a few seconds, Jose Castro comes to meet me and instantly we are on friendly terms.
Dressed in black and hiding behind dark rimmed glasses we start chatting. | am not too sure who
interviewed who, but what | can say is that | haven’t enjoyed myself so much in ages. Nobody
can deny that he has revolutionised the catwalk, and now he is on the move to revolutionise the
leather industry, as he has already started working on rabbit plates, with amazing results.

Castro is bountiful in creativity and he has recently transferred his art to the leather industry.
Leather is an incredible natural material with infinite possibilities. I've been collaborating with Albert Roselld
of Serpelsa Furs this year and now | want to work with leather (without hair). | assesed Mr Roselld on the
creation of a new line of design and also advised him in maximising the use of the existing machinery to
make those creations, with no need to seek outsourcing for these new products. | will probably work again
next year with Serpelsa Furs.

On what did you base to create this new rabbit plate collection.

| believe in teamwork, and specially the businessman’s point of view. So my first task is to get to know the
company, their products, their client profile and the machinery they use. It is also important to know what
they want to achieve with the new collection. Once all this information is gathered together, | then process it all
and start work on the new collection, try out ideas, processes, such as spray, washing, transfers, etc. For example,
| discovered corrossive acids whilst | was in India. Other ideas come from the garment industry, etc.

Sincerely, I've never seen such creative finishes before.

That’s the idea. Fur, (in this case rabbit fur) is really versatile and the possibilities are endless. We have to
reeducate the sector. Creativity and industry = profit. And that is where | come in. Think for a minute that
we want to present to Loewe. We would design a collection which we know is what they are looking for.
It can be an exclusive line for the client. We are then giving them what they want.

So you take everything into account when you design a new line of articles, or trends for a
company

As mentioned before, there are many elements to take into account. But it is also very important to know
which are the best selling articles and which aren’t the top ten. At present | am working with MOVEX, of
Ubrique, assessing them on designs and trends. | have my own formula when it comes to new articles.

We could transfer what you are doing for Movex to the Spanish Tanners

There are many similarities between both associations. You both have tradition, know-how, expertise, quality
materials and the aid of new technologies. What needs doing is seeing exactly what we are doing now,
what we are capable of doing and where we want to go from there.

An important issue which sometimes arises with companies is that of obsolete leather stocks?
Absolutely. | believe in the “3R’s”” — recycle, remake, re-use. We can give a new life to obsolete stock that
is laying in the warehouse collecting dust. We re-use and remake these leathers. Give them different colours,
finishes, etc. We then have a new article — an added-value article.

Could these 3R’s also apply to obsolete or stock leathers?
nd up finish with many sheets of re-constituted leather which can be used for household decorations,
handbags, .....

I understand that you don’t believe in Generic Trends or Tendencies.

There will always be generic trends, but what really works is when you create, or design new trends that
will answer the needs of your client portfolio and yet bring in or attract new clients. Companies have their
own personalities, have different clients, hence apart from ensuring the basic and the top sellers they also
have to offer a wider selection.

It is not surprising that this designer has worked with Dolce&Gabbana, Alexander McQueen,
Marina Rinaldi, Mir¢ Jeans, Desigual, and is now also collaborating with Bershka, as well as being
the only Spanish designer who has created a collection for the well-known French company La
Redoute. Today he is offering the Spanish Tanners the opportunity of affronting the challenge
of our industry’s future together. And will surely be interestingly creative and colourful.



ACLE 2009. ENTHUSIASTIC PARTICIPANTS HINTS THE POSSIBILITY OF ‘A ROAD TO RECOVERY’

The Chinese leather industry is registering less severe declines and showing its
first signs of recovery since last year, according to the China Leather Industry
Association (CLIA). Fifteen Spanish companies were present at the event, hoping
to enjoy some of the benefits of this positive influx.

This year, All China Leather Exhibition celebrated its 11th anniversary and has
established itself as the most definitive and international leather even in China’s
booming leather sector. With the participation of 1,050 exhibitors from 36
countries, the Spanish participation was organized by ACEXPIEL and sponsored
by Icex. Ocuppying just over 290m2 and with 15 companies representing the
leather and the chemical industries, they showcased the latest in fashion and
alternative chemicals for one of the oldest manufacturing industries in the world.
The three-day event continues to attract plenty of interest and there were signs
this year that in addition to the many Chinese visitors, there was also a strong
participation from Japan, Hong Kong, Korea and Taiwan.

Riba Guixa, Sarco, Ebropiel Colomer Munmany Leather, Pies Cuadrados, Alfa
Tenerias, Inpelsa, La Doma, Grupo Ledexport, Caster, Laboratorios Miret, Texapel,
Leather Quimica, Olcina and Quimipiel indicated on the last day of the fair that
it had gone far better than expected. The profile of the visitor was higher than
in other fair editions, and there was true interest in the Spanish articles and
chemical products. Albeit this optimism, they also pointed out that they have
to wait and see how many of the visits and enquiries turned into orders.
Acexpiel/Spanish Tanners also had their own information stand, handing out
information on the companies as well as answering a wide array of enquiries.
Held alongside Moda Shanghai and China International Footwear Fair (CIFF)
and organised jointly by APLF and CLIA, ACLE attracted over 14,354 buyers. The
fairs primarily service domestic Chinese buyers, although there were visitors
from overseas with strong participation from Japan, Hong Kong, Korea and
Taiwan.

One topic discussed heavily on fair grounds is the growing importance of China’s
automotive sector in the leather industry. The automotive sector in China
contributes to the recovery of the leather industry in China. It is not easy to
quantify this but with the growth of the car industry in China, together with the
high leather penetration in cars here, it seems clear that this is the case. Hopefully
this will also help the recovery of the Spanish leather industry.

NEWS IN BRIEF

A BIG STEP FOR THE SPANISH FOOTWEAR INDUSTRY

The latest information from Icex & FICE (Federation of Spanish Footwear
Industries) indicate that the footwear industry continues to grow, beside
improving their competitiveness in relation with European contenders.
FICE's latest report on foreign trade aims towards an increase of 8,3 %
in volume of exports of Spanish footwear during the first semester of this
year, which is translated into 53,6 million pairs of shoes valued at 854,8
million Euros.

FICE assures that this growth is due to diverse strategic policies that have
influenced the sector’s activities, such as market diversification, innovation,
increase in branding awareness, design and cooperation, distribution
control and environmental respect policies and campaigns.

A “LABEL” FOR EUROPEAN LEATHERS

COTANCE, together will the rest of national associations are working to
promote throughout Europe, a label for leathers tanned throughout the
EU which clearly indicates the origin and denomination of the leathers
used in the manufacturing of garments, footwear and all other leather
goods.

A good step to defend the industry and keep the customer informed at
all times, Spain, like France have already requested support from their
respective Industry Ministries to develop and implement a new legislation
that will defend a well-needed “quality label””, enabling people to identify
and understand the different types of leathers, where they have been
tanned and the environmental and fair trade policies which have been
implemented throughout Europe.

DUSSELDORF GDS & THE GREEN REVOLUTION

At GDS Diisseldfor, the dutch company Y Trens, with base in Amsterdam,
offered a seminar on ecological and environmental issues related to leather
footwear and small leather goods industries. Underlying the importance
of pigments, dyes and glues, they stated that more had to be done to
improve the natural products if the industries wanted to use them as
today these basic products still had many technical limitations. With regard
to technological advances in Ecology, the spokesperson for Y Trens used
Pigmenta Naturalia as a good example of what is being done to bring the
industries closer to the “environmental friendly world”. Pigmenta Naturalia
has achieved interesting and efficient vegetable pigmentation for the
leather industry, albeit the only colours achieved so far are green and red.

IFTF’S ENDORSES THE ORIGIN ASSURED LABEL

The International Fur Trade Federation’s ‘Label Me’ campaign brings
together up-to-the minute fur fashion and endorsement of the fur trade’s
labelling programme, Origin Assured, from internationally renowned
fashion designers; Oscar de La Renta, Roberto Cavalli, John Galliano and
Karl Lagerfeld.

IFTF’s four page campaign created in association with Vogue US and shot
in New York by leading international photographer, Raymond Meier, will
appear in the September and October editions of Vogue in China, France,
Germany, Greece, Italy, Japan, Korea, Russia, Spain, UK and USA.
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