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Roberta Valentini, proprietor of Penelope (boutique), Brescia (ltaly):

“The atmosphere at Pitti is lively, there are lots of buyers and the stands are filled with people. As soon as | got here | was
drawn to the new section, My Factory: amusing, very easy and very street. | like this young spirit. When | work a fair, | want to
be relaxed and like the fact that the novelties practically come to me, by themselves, without having to hunt for them. And it
seems that this is exactly what this edition of Pitti Uomo has accomplished”.

Polat Uyal, Chief Merchandising Officer of the Beymen department stores (Turkey):

“I have been coming to the fair for fifteen years. In our luxury stores we try to astound our customers, to give them that
something extra that will make them come back to us, we try to offer them a lifestyle. Not just clothes and things to wear, but a
real lifestyle, and Pitti has always been an excellent source for this.”

Anna Porret, men’s accessories buyer Le Bon Marché (France):

“It's a perfect production, the fair is very clear and easy to work thanks to the new layout designed by Patricia Urquiola. You
don’t feel the stress of the current economic situation: the atmosphere is filled with optimism. Lots of sartorial and casual
offerings: | saw a big comeback for khaki and greens, as well as perfectly cut lightweight jackets that fit like shirts”.

Lanita Layton, Vice President, GMM Holt Renfrew (Canada):

“I have been coming to Pitti for twenty years: it's the essential tool for understanding what direction the market is moving in; here
you can find a full picture. You can see lots of interesting new things more or less everything, but Pitti is the only fair with a real
approach to tailoring. And | like the way Pitti has refreshed some areas: change is important and the fair is keeping step with the
times, it's evolving continuously.”

Maurizio Purificato, buyer for Antonia (boutique). Milan (ltaly):

“We go to all the fairs and all the showrooms in Milan and Paris, but the selection at Pitti is more contemporary than elsewhere. |
liked the style at the L’Altro Uomo section: easy, with a street look, yet in sophisticated fabrics — a perfect mix and match
between sartorial allure and the Northern European/Japanese look. Attractive novelties at the Pop Up Stores, and interesting
accessories brands at New Beat(s). And, personally, | find the many fuori salone (outside the fair) events extremely interesting,
they let you see the merchandise in different contexts”.

Nick Wooster, Men’s Fashion Director, Neiman Marcus (United States):

“A very stimulating atmosphere, there is lots of energy flowing around the collections. The new section, My Factory and the
debuts at New Beat(s) are very interesting. For me it's important to see how American brands and icons are reinterpreted by
different cultures and are seen through new eyes. Florence is a magic city: yesterday | was at the Haider Ackermann and Jil
Sander show, two marvelous events”.

Tomohiko Taya, Chief Representative, Takashimaya (Japan):
“You can feel the recovery, there is optimism. People need to understand how to deal with the market again, and Pitti is very
important in this. Right now the exchange rate is favorable for Japan, and the economic has come back to life since March-April”

Laura Karam, Men’s Buyer, Coorleone Company (Spain):
“This is my first time at Pitti Uomo. There are lots of people, | like the layout. | noticed a strong vintage trend, in both materials
and shapes. | am seeing many contemporary brands that | find interesting”.
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