











DESIGNS AND
CREATIVENESS

Alcantara S.p.A. takes part in events
and activities in various sectors, often
providing its partners with furniture for
common spaces, bags, and gadgets for
customers, guests, third-party partners
and the press. These initiatives bring
benefit for the use of the service and
sensitivity to sustainable development.
With particular reference to the fiscal
year 2016, Alcantara intensified its
activities and initiatives in the art and
design field, extending the collaboration
to new artists/designers and to new art
and/or culture institutions all around the
world.

All this in order to promote the creative
experimentation with Alcantara®
material, increase the brand awareness,
lead the brand reputation, and reach
more and more interesting international

audiences also in this field.
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ALCANTARA CONCEPT STORE.

In the fiscal year 2016 Alcantara started a completely new activity aimed at promoting,
during Milano Expo 2015, the extraordinary versatility of the material across various
sectors and the ability of the brand to interpret different creative languages.

From 1* May to 30" September 2015 the Alcantara Concept Store opened at the heart
of the famous fashion district in Milan: a 300m? space, where some Alcantara fashion
creations, together with some accessories and furniture items, were exposed on sale.

Developed with the support of Vogue ltaly, the store has been a major showcase
for Alcantara: in five months the company exposed the capsule collections realized
on purpose by several international designers and stylists such as Rebecca Moses,

Paula Cademartori, Alessandro dell’Acqua and MSGM.
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ALCANTARA. TECHNOLOGY
OF DREAMS.

From 22" April to 31* May 2015 Alcantara dressed the prestigious spaces of Milan
Royal Palace with an exhibition of unparalleled artistic content.

Titled “Alcantara. Technology of Dreams” and patronized by the Municipality
of Milan, the exhibition aimed at narrating, through the innate versatility of the material
and the interpretation of a selection of designers and artists, the deep connection between
art and technology, industry and innovation. Not surprisingly, Alcantara exhibition was
held in parallel to the great exhibition of Leonardo da Vinei, set up in the space nearby.

With Giulio Cappellini and Domitilla Dardi as curators, six famous personalities
(Gentucca Bini, Giulio Cappellini, Ingo Maurer, Ico Migliore and Mara Servetto,
Paola Navone and Nendo) interpreted the exhibition theme with one installation each.
This way, through the evocative rooms of the Prince’s Apartment, a textured story came
to life celebrating and enhancing Alcantara’s distinctive style.

UN-ORDINARY SPACE.

In line with the increasingly global nature of both business and brand, Alcantara started
a new collaboration with Aurora Museum in Shanghai.

At the end of November 2015 took place the official opening of Un-ordinary Space art
exhibition which, once again, saw Alcantara material turning into exciting creations and
realizations by the hands of three artists: Italian designer Gentucca Bini, Yin Xiuzhen
and Liu Shiyan. The exhibition was then divided into three chapters, corresponding
to the three installations: the space as a container, as surface and as digital platform.
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TOUCHING TALES.
THE ALCANTARA
EXPERIENCE.

The project, in collaboration with DAMN® independent magazine, aimed at celebrating
the tactility and the contemporaneity of Alcantara. The four design studios involved in
the project were called to “experience” the material and create brand new contemporary
installations. Their creations were showcased in two different locations in Cologne
during IMMCologne2016 (18-24 January), a very important fair in the field of Home
Décor with great global rebound.

The four artists/designers involved were: the Italian duo Formafantasma,
the Anglo-German engineer and designer Moritz Waldemeyer, the Chilean-Swedish
artist Anton Alvarez and Danish designer Henrik Vibskov.

LOCAL ICONS. EAST/WEST.

Ten cities, nine international designers and the uniqueness of Alcantara®.
At the beginning of 2016, the long lasting successful collaboration between Alcantara
and Rome MAXXI Museum continued to propose a world tour in one room.
The exhibition titled Local Icons. East/West, took place from 5" to 28" February 2016
and, under the curatorship of duo Cappellini-Dardi, narrated ten different cities of the
world through Alcantara’s soft touch and the visionary projects of nine international
designers.

Amsterdam, Paris, London, Wien, Copenhagen, Shanghai, Singapore, Hong Kong,
Taipei, and Jakarta thus became the subject of the exhibition, in which Alcantara turned
into a multitude of places and symbols: from Anderson’s mermaid to Singapore’s Merlion,
from a walk in the moonlight in the romantic Ville Lumiére to many others.

The nine designers involved were: Studio Job, Constance Guisset, Poetic Lab,
Mischer'Traxler, GamFratesi, Neri& Hu, Hans Tan, Michael Young and Cosmas Gozali.
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— 5.2 Unwersity, Research
and Sustainability

In the fiscal year 2016,
the collaboration in
the field of university
research continued.

In particular, the
medium-term study
project (three years)
with the Engineering
Department at the
University of Perugia
continued with the aim
of financing, with more
than 300 thousand Euros,
aresearch on

the “optimization

of waterborne
polyurethanes through
the developments

of nano-composites.”

The automotive ecosystem on the global road
to sustainability. The Astan perspective.

As a confirmation of its commitment to promote greater awareness of the
meaning and implications of Sustainability, in October 2015 Alcantara S.p.A.
organized the 2" edition of its International Symposium on Sustainability, held
in partnership with Venice International University (VIU) and with the support
of the Centre for Automotive and Mobility Innovation (CAMI) of Ca’ Foscari
University as scientific advisor.

Titled “The Automotive Ecosystem on the global road to Sustainability.
The Asian Perspective” and held on 15" and 16" October in Venice (San Servolo
island), the Symposium focused on Sustainability within the global interactions
between manufacturers and markets, with a particular attention to the Asian
point of view.

Through presentations, keynote speeches and roundtables by well-known
academic personalities, important spokespeople from the global automotive
industry, institutions and NGOs, the Symposium contributed to build a shared
vision of Sustainability and to set the foundations for new sustainable actions
in terms of customer orientation, business models, measurement parameters,
and industrial policies.




— 5.3 Relations
with the Media

Alcantara S.p.A. uses

the main media to
communicate to the
stakeholders the projects
undertaken and the
innovations made. The
means of communication
chosen by Alcantara
S.p.A. are mainly printed
media (daily newspapers,
weekly and monthly
magazines in the world
of interiors, cars, fashion,
and lifestyle in general)
and the web (websites,
blogs, etc.).

In the fiscal year 2016 Alcantara S.p.A.
consolidated the collaboration with the
four press offices in ITtaly and the seven
overseas (USA, France, Germany, China
and Japan — in Germany and Japan
Alcantara relies upon two different press
offices, each of them specialized in its

field).

In addition, respectively from 1* September
2015 and from 1% January 2016, Alcantara
S.p-A. began to collaborate with a new
press office in the UK and a new press
office in Russia, both specialized in public
and media relations in the corporate area.
Through the PR agencies, from 1% April
2015 to 31* March 2016 the company
issued 161 press releases:

39 24

in [taly in Japan

16 24

in the USA in Germany
24 19
in France in China

12 3

in.the in Russia
United Kingdom

The press is monitored periodically
through a digital press review service.
The relationship with journalists
is continuous: on the one hand, press
releases and press kits are produced
for fairs, events and major projects and,
on the other, the company answers and
fulfils the enquiries of journalists for
information, interviews and samples
of material. In addition, on the most
important occasions of communication
for the company and the brand,
more specifically targeted activities
(such as press-days and one-to-one
appointments) are organized.

In the fiscal year 2016, five press
conferences (Milan, Washington,
Tokyo, Shanghai, and Moscow)
were organized, at times together with
prestigious partners with whom the
company has been working for some
time now, as well as eight press trips,
three of which at Production Plant and
Research Centre of Nera Montoro, and five
in the Alcantara events in the world. The
complete set of communication activities
amounted to media coverage of more than
20,250 articles (on-line and off-line)
in all the leading newspapers across the
world.

Within the scope of digital communication
activities, from 1* April 2015 to 31* March
2016 the alcantara.com website received
a total of 579,538 visits (+115.86%
compared to the previous year) and
469,754 unique visitors  (+109.40%
compared to the previous year). Visits
and the number of visitors registered a
+58.40% increase. Also in the social
environment, and in order to better
meet the global communicational needs,
Alcantara opened its official profile on
two new platforms: Instagram and WeChat.

In parallel, Alcantara implemented and
continuously updated its publishing
calendar on all proprietary social profiles:
Facebook, Twitter, YouTube (international
channel and Japanese channel) and,

for China, Weibo, and Tudou.

As at 31% March 2016, Alcantara’s
social channels boast the following

audience figures:

FACEBOOK
~ 86,000 fans

WEIBO
~ 7,000 fans

YOUTUBE
=~ 33,000 views

INSTAGRAM
950 followers

TWITTER
~ 5,000 followers

TUDOU
=~ 1,200

views

YOUTUBE
JAPAN

=~ 3,470 views

WECHAT
120 followers






