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SKP Mr Ji and Mr Bertelli

‘In 10 years’ time, ‘Made in China’ 
will be synonymous with high quality.’

Mr Ji and Patrizio Bertelli
in conversation, 12 March 2021.

Moderated by Jonathan Wing!eld.

Jonathan Wing!eld: Mr Bertelli, when 
did you !rst visit China, and to what 
extent did you sense the scale of com-
mercial opportunity at the time? 
Mr Bertelli: The !rst time was in 1993. 
I visited what was then called Canton, 
then Shanghai and Beijing. I remem-
ber the impressive sight of all the peo-
ple riding their bicycles in Tiananmen 
Square. I was immensely curious, and 
my !rst impression of China was a feel-
ing that this huge population was about 
to undergo a considerable change in 
their habits and their way of life. It was 

pretty clear that China would become 
the market it is today, once it started 
tackling the social differences within its 
huge population. At the time, few peo-
ple had access to – I wouldn’t call it con-
sumerism – but to all those goods that 
make life easier and more pleasurable: 
a house, a car, a TV, all those amenities 
that we are all used to.

Could you talk about bringing Prada 
into China? What conversations did 
you have to have with local Chinese 
partners to make this a reality?
Mr Bertelli: Working with partners 
like Mr Ji has been absolutely instru-
mental in making ourselves under-
stood. He was one of the !rst people in 
the Chinese market who truly under-
stood luxury. I remember the opening 
of SKP in Xi’an – the Terracotta Army 

city – and the party Mr Ji threw for the 
grand opening: it was a clear expression 
of how he could take our concept of lux-
ury in Europe and successfully imple-
ment it in the Chinese market. He is not 
the only one, but he is the best embod-
iment of this attitude towards luxury. 
It’s not so much a question of consum-
erism; it’s more a new attitude and new 
way of living in a country that couldn’t 
possibly stay as it was in the 1980s. It is 
a clear symbol of change. Over the past 
30 years, China has been like a sponge, 
absorbing everything that comes its 
way. They’ve made things like luxury, 
consumerism and technology their own 
– and will continue to do so.

Did you also envisage the potential 
desire, enthusiasm and respect that 
Chinese consumers would have for the 

notion of ‘Made in Italy’?
Mr Bertelli: Yes, I sensed that imme-
diately, for the simple reason that what 
we call ‘Made in Italy’ is a reservoir of 
know-how and crafts and skills that are 
simply not available in other countries. 
It is like champagne being unique to a 
speci!c region in France. Made in Italy 
is made here; it is in our DNA. 

Mr Ji, what were your earliest experi-
ences of connecting with Western lux-
ury fashion houses?
Mr Ji: Over the years I’ve had the priv-
ilege of meeting and becoming friends 
with the owners and CEOs of many of 
the luxury fashion department stores 
and brands, and I have learned a lot 
from them. I have speci!c memories of 
meeting Mr Bertelli for the !rst time: I 
remember being in his of!ce and him 

telling me about the history of Prada, 
its present status, and his vision for the 
brand’s future. I clearly remember Mr 
Bertelli explaining that while Prada 
is an Italian brand, born in Italy, it is 
also an Asian brand. He told me about 
attending a conference in Florence 
in the 1980s at which the chairman of 
Sogo, the Japanese department store, 
was giving a speech, and being invited 
to visit Japan afterwards. He told me 
that everything about Prada today as 
an international brand stemmed from 
that visit to Japan.
Mr Bertelli: Do you remember I did a 
lot of drawings while you were there?
Mr Ji: Yes, I recall you drawing a chart, 
illustrating the fact that since 1991, Pra-
da’s business growth has been amaz-
ing, and that its international growth 
also stemmed from that moment. You 

also told me that one day the Prada IPO 
would take place in Hong Kong.
Mr Bertelli: I have always told you eve-
rything, Mr Ji, including that the IPO 
would happen in Asia. Mr Ji is an excel-
lent man; he is very strict and severe and 
demanding, but in good ways. Ultimate-
ly, Mr Ji, I want you to know that if Pra-
da has the status it now enjoys in China, 
it is thanks to your work and your time.  
Mr Ji: I am grateful that my interaction 
with Mr Bertelli has always been frank 
and to the point, because I have learned 
a lot from those conversations. 
Mr Bertelli: Let me explain something 
about Mr Ji: his greatest gift is his per-
fect sense of timing. Although his pro-
cess can be relatively slow, it is always 
carefully thought out and planned 
throughout. And he always reaches the 
objectives that he has in mind. 

‘Mr Ji is like an elephant, and it’s much  
better to avoid a clash with him because you 

could get crushed if you go against him.’

Mr Bertelli, you say Mr Ji is strict and 
severe in a positive way. Could you give 
me an example of this in your business 
relationship? 
Mr Bertelli: When he speaks about 
business, Mr Ji makes his own opin-
ions and comments known. He might 
say, ‘Why don’t you do this or that? Why 
don’t you consider other options?’ But 
really, as soon as either of us suggests 
something, he expects it done. It is not 
necessarily a discussion; it is more like 
a proposal and I have to deliver what 
I’ve promised. He is like an elephant, 
and it’s much better to avoid a clash with 
him because you could get crushed if 
you go against him.

In what speci!c ways does Mr Ji repre-
sent a strategic partner for Prada in its 
rapport with the Chinese market?

Mr Bertelli: I don’t know how hedoes it–  
maybe it’s purely instinct – but he has 
such a profound understanding of the 
quality of Prada, and in particular an 
appreciation of when a product is just 
right. The other thing is his extraordi-
nary ability to look ahead and foresee 
the future. That gives him the insight 
to !nd the best architect for his stores, 
to have the best product merchandis-
ers, and so on. In this respect, he is not 
European at all.

What about pure business projections?
Mr Bertelli: It’s simple – the !rst rule 
for Mr Ji is to respect the brands. He 
is not about making quick easy cash; 
he doesn’t want to depreciate his cap-
ital or his assets. He doesn’t like to do 
end-of-season sales; he wouldn’t want 
to cheapen Prada like that. He protects 

the capital that he invests in major 
brands. He is the best defender of his 
market and our brands. Of course, he is 
not the only one: Isetan does the same 
in Japan, as does Lotte in Korea – and I 
don’t want to downplay the importance 
of other players in the Chinese market –  
but I have to say that SKP is the real 
champion in the Chinese market. 

How do the differences between West-
ern and Chinese consumers shape the 
ways Prada operates in China? 
Mr Bertelli: It’s more relevant to look 
at generational rather than geographi-
cal differences. If you consider Gen Z, I 
don’t see much difference between Chi-
nese and Europeans, whereas there is 
a vast difference between Chinese and 
European generations born in the 1960s 
and 1970s. For millennials and Gen Z, 

it is a more globally level playing !eld 
because people are using the same dig-
ital tools more or less. Chinese consum-
ers were actually the !rst to adopt dig-
ital systems on a wide scale; they were 
even faster than the Japanese. Just 
think of payment systems: China is 
totally cashless now, even in the small-
est market in a tiny town, you pay with 
your phone. In Italy, we are still far from 
that; it is still not that common to use 
a credit card, while paying with your 
phone is out of this world. Even the plat-
forms in China are different and much 
more active and quicker. It is our job to 
get up to Chinese speed.

Mr Ji describes SKP-S as more visual 
feast than just a shopping experience. 
What do you think of this evolution of 
shopping as cultural experience?

Mr Bertelli: Mr Ji understood perfect-
ly that he couldn’t just open boutiques. 
He had to present an entirely new con-
cept, with restaurants, bars, spectacle 
and entertainment at the core. The key 
thing is that the quality of experience 
is always maintained. One thing I want 
to tell you, Mr Ji. I know you don’t par-
ticularly care for it, but you should open 
SKP in Shanghai. I tell you every time 
we meet, but you never listen to me. 
Mr Ji: We have so many opportunities 
in China; it is not only about Shanghai. 
Mr Bertelli: Come on, Mr Ji! Shang-
hai is a symbol, a name; it is the most 
international city you have, akin to 
Los Angeles or New York. It is a glob-
al city. So listen to Patrizio and open in 
Shanghai!
Mr Ji: I certainly don’t deny Shang-
hai’s market position, but we need to 

be patient and make the right decision 
instead of just expanding for the sake of
expansion. China is not just Shanghai; 
there are many other beautiful cities. 

Mr Bertelli, you’re being the elephant 
now.
Mr Ji: Now you have a proper insider 
discussion, Jonathan, not just an inter-
view. You’ve got proposals coming from 
either side, just like the private meet-
ings Mr Bertelli and I always have. In 
terms of SKP-S, Prada has without 
any doubt been the role model in all 
aspects. That is because Mr Bertelli tru-
ly understood the objectives of SKP-S; 
he understood the importance of con-
necting with the next generation of cus-
tomers. So I must say this to Mr Bertelli: 
so many young customers instantly fell 
in love with the Prada store in SKP-S, 

‘Even in the smallest market in a tiny Chinese 
town, you pay with your phone. Whereas in Italy, it 
is still not that common to use even a credit card.’
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and not just with the product or with the 
visual merchandising. They loved eve-
rything in the store!
Mr Bertelli: I knew from the begin-
ning that SKP-S would need to be a 
retail offering that would change three 
or four times a year, and that it would 
need to be a physical representation of 
what young customers see in the digi-
tal world. That is the core of the strate-
gy – a physical experience and location 
that changes almost as frequently as a 
digital one. 
Mr Ji: We rotate a few times each year, 
but it isn’t just rotations for the sake of 
rotations; it is the stories, themes and 
message that you create while mak-
ing those rotations. Some brands 
rotate their products and their physi-
cal space two or three times a year, but 
what they are offering actually leaves 

the customers underwhelmed and dis-
appointed. Many of the creative direc-
tors in Europe ignore the fact that SKP-
S is a very important platform, one they 
should really engage with more to cre-
ate a deep connection with young Chi-
nese customers. 
Mr Bertelli: The idea is that every time 
you have a rotation, you need to accom-
pany it with something really special 
and unique. 
Mr Ji: Some other brands just don’t 
have this clarity of vision. 
Mr Bertelli: Having a vision means you 
need a lot of people to develop it, which 
is expensive, and lots of brands just play 
safe with their money. 

Mr Bertelli, what about the chal-
lenge of keeping up with the pace and 
the requirements of SKP? How do 

you reconcile the time, expertise and 
resources required to deliver Prada 
quality with the sheer scale of the Chi-
nese market? 
Mr Bertelli: That’s really the heart of 
the matter. It’s certainly not easy, but I 
can try to explain how we proceed. We 
don’t rely on an external creative stu-
dio, so as soon as we start designing 
and creating our products, we know the 
problems we will have to solve. Noth-
ing happens in isolation; everyone is 
involved with their skill sets and capac-
ities from the very beginning. From an 
outsider’s perspective this might sound 
messy, but it is the only way to really 
come up to speed with the whole pro-
cess. Inside Prada, there are maybe 50 
different people across multiple depart-
ments perfectly aligned with what SKP-
S means and what it requires – store 

furnishings, !xtures, products, pho-
tography, campaigns. We’re currently 
working on a beautiful SKP project for 
late April based on the idea of camping. 
I love the project; it is going to be very 
successful. 
Mr Ji: I’ve seen it and I love it, too.
Mr Bertelli: The camping project will 
continue throughout the year and we’ll 
provide different products for each sea-
son. It is almost like a movie that will 
go on for eight months, chaotic but very 
interesting. We’re designing it like the 
script for a movie, changing things and 
rearranging them as we go along, and 
we will keep !ne-tuning them through-
out the duration of the project. We want 
to include some kind of ‘living pictures’, 
with real people interacting with the 
presentation. The effect we want is like 
when you walk past a !lm shoot.

Mr Bertelli, how do you feel about 
SKP’s strategy of focusing on physical 
retail, while not yet developing e-com-
merce? It feels almost counter-intui-
tive to modern life but has been one of 
the fundamental reasons of its success.
Mr Bertelli: That would be my choice 
and my attitude, too. The reality is that 
Mr Ji made this decision and the results 
are what we see; he is absolutely right. 
Of course, Mr Ji is always free to decide 
to increase his presence on e-com-
merce platforms at any given time in 
the future. All the products we do for 
SKP are exclusive; they’re not available 
anywhere else on the retail market or on 
e-commerce platforms. It is SKP’s own 
exclusive product. 

Mr Ji, could you tell me a bit more 
about the strategy of exclusive prod-

ucts? How many brands provide exclu-
sive products and what percentage of 
their overall stock is exclusive?
Mr Ji: It depends on each individu-
al brand’s strategy, their own broader 
ambitions for the Chinese market, and 
their own judgements about SKP. Let’s 
continue to take Prada as an example: 
Mr Bertelli and the Prada company 
have clearly come to the conclusion that 
if you make that investment in SKP – 
with exclusive products and collections 
– you will get better returns. There are
other brands that want to do similar 
things, although some may not have the 
skills, !nancial resources or infrastruc-
ture to achieve this level of ambition. 
What I can say with certainty is that no 
other company currently has 50 peo-
ple with such a good understanding of 
how SKP works, and no other company 

‘All the Prada products we do for SKP are entirely 
exclusive; they’re not available anywhere else on the 

retail market or on e-commerce platforms.’

has leadership as strong as that of Mr 
Bertelli. As Mr Bertelli said, it is not a 
question of isolated work – it requires 
an entire system. 
Mr Bertelli: It takes leadership, yes. At 
Prada, we really want to be able to do 
things that no one else does; my wife, 
Miuccia Prada, and I both feel the same 
about this. 
Mr Ji: Always embrace the dream. 
Without it, it would not have been 
possible.
Mr Bertelli: You are like my alter ego 
in China. 

How important is it for Prada’s creative 
leaders – Mrs Prada and Raf Simons – 
to visit somewhere like SKP? The tan-
gible connection between creator and 
consumer feels increasingly important. 
Mr Bertelli: The power of the brand is 

not suf!cient; we !rmly believe in direct 
contact. I have visited China countless 
times over the past 30 years. Miuccia 
was there back in the 1970s when it was 
practically closed; she travelled around 
by train for a month. Fashion designers 
who lock themselves in an ivory tower 
are just too far removed from reality. 
Of course, in the past year we have all 
been relying on digital communication, 
which is useful but not enough. It takes 
away so much personality from our con-
nection to the world. You learn so much 
more by walking around a street market 
than by reading reports. Taking a train, 
walking around the streets, observing 
people, going to popular restaurants, 
that is how we learn. 

You alluded to the pandemic. Let’s dis-
cuss the impact and changes that Covid

has forced upon the fashion industry.
Mr Ji: We cannot underestimate the 
impact Covid-19 has had on the human 
race, not just fashion. For our industry 
in particular, any business dependent 
on travellers or tourists is experiencing 
a lot of challenges, so at SKP we have 
needed to focus more on the needs of 
local customers. We need to look into 
how to improve the offerings in each 
of our local markets, to enhance the 
customer experience. Any improve-
ments in a store’s physical experience 
enhance brand perception and that 
should not be underestimated. Perhaps 
the most important thing is that the 
whole human race is in the same boat, 
so we have to be united. There needs to 
be more communication, more under-
standing, and more mutual respect and 
trust. That’s the only way to meet the 

challenges of the future. SKP has to cre-
ate closer connections, more collabora-
tions, and a deeper sense of partnership 
with brands. These things will enable us
to overcome future dif!culties. 
Mr Bertelli: The global pandemic has 
highlighted two fundamental things, at 
least as far as Europe is concerned. In 
our industry, brands cannot thrive by 
just selling to Asian tourists in Europe; 
we also need to focus on our own local 
customers in Europe and Mr Ji has said 
the same thing needs to happen in Chi-
na. I agree that we need to be absolutely 
respectful of each other, not make any 
distinctions between different coun-
tries, and respect the Chinese market. 
When the pandemic closed the border 
Chinese customers had to shop far more 
at home. In this past year Chinese con-
sumers have understood, I’m sure, that 

they can buy all brands in China, per-
haps better than in Europe. The Euro-
pean market may not go back to the 
same volumes as pre-pandemic, that is 
not certain. We will need to evolve in 
terms of products, identity, communi-
cation. We need to follow the cultural 
changes in countries and new genera-
tions. Chinese 20-year-olds today are 
totally different to Chinese 20-year-
olds from two or three decades ago; 
these customers today are totally 
aware of our products and our market. 
We need to work in sync with the coun-
tries where we operate and the custom-
ers we serve. In the past, it made sense 
to have the same product everywhere 
in the world, but the big growth areas 
have been in tropical areas, equatori-
al areas, where temperatures are total-
ly different to the markets we used to 

serve. Look at the climatic differenc-
es between Beijing and Hong Kong. 
We have to cater for different climat-
ic and physical needs, and not just cul-
tural differences, with products that 
have to convey the brand’s identity. 
Sometimes clients are criticized for 
being too demanding, but they know 
their products; they’re demanding for 
a reason. What really changed the mar-
ket was the iPhone and the iPad hit-
ting the market in 2009 and 2010; that 
brought about a huge change in our hab-
its. Our approach to the market has had 
to change radically, not only with the 
products, but also with the way we pre-
sent them on the market. 

How do you envisage the evolution of 
the Chinese market, and what effects 
will this have on global fashion?

‘China will have to shed its identity as a 
big-volume producer and once it does that,  

it will become the owner of quality.’
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and not just with the product or with the 
visual merchandising. They loved eve-
rything in the store!
Mr Bertelli: I knew from the begin-
ning that SKP-S would need to be a 
retail offering that would change three 
or four times a year, and that it would 
need to be a physical representation of 
what young customers see in the digi-
tal world. That is the core of the strate-
gy – a physical experience and location 
that changes almost as frequently as a 
digital one. 
Mr Ji: We rotate a few times each year, 
but it isn’t just rotations for the sake of 
rotations; it is the stories, themes and 
message that you create while mak-
ing those rotations. Some brands 
rotate their products and their physi-
cal space two or three times a year, but 
what they are offering actually leaves 

the customers underwhelmed and dis-
appointed. Many of the creative direc-
tors in Europe ignore the fact that SKP-
S is a very important platform, one they 
should really engage with more to cre-
ate a deep connection with young Chi-
nese customers. 
Mr Bertelli: The idea is that every time 
you have a rotation, you need to accom-
pany it with something really special 
and unique. 
Mr Ji: Some other brands just don’t 
have this clarity of vision. 
Mr Bertelli: Having a vision means you 
need a lot of people to develop it, which 
is expensive, and lots of brands just play 
safe with their money. 

Mr Bertelli, what about the chal-
lenge of keeping up with the pace and 
the requirements of SKP? How do 

you reconcile the time, expertise and 
resources required to deliver Prada 
quality with the sheer scale of the Chi-
nese market? 
Mr Bertelli: That’s really the heart of 
the matter. It’s certainly not easy, but I 
can try to explain how we proceed. We 
don’t rely on an external creative stu-
dio, so as soon as we start designing 
and creating our products, we know the 
problems we will have to solve. Noth-
ing happens in isolation; everyone is 
involved with their skill sets and capac-
ities from the very beginning. From an 
outsider’s perspective this might sound 
messy, but it is the only way to really 
come up to speed with the whole pro-
cess. Inside Prada, there are maybe 50 
different people across multiple depart-
ments perfectly aligned with what SKP-
S means and what it requires – store 

furnishings, !xtures, products, pho-
tography, campaigns. We’re currently 
working on a beautiful SKP project for 
late April based on the idea of camping. 
I love the project; it is going to be very 
successful. 
Mr Ji: I’ve seen it and I love it, too.
Mr Bertelli: The camping project will 
continue throughout the year and we’ll 
provide different products for each sea-
son. It is almost like a movie that will 
go on for eight months, chaotic but very 
interesting. We’re designing it like the 
script for a movie, changing things and 
rearranging them as we go along, and 
we will keep !ne-tuning them through-
out the duration of the project. We want 
to include some kind of ‘living pictures’, 
with real people interacting with the 
presentation. The effect we want is like 
when you walk past a !lm shoot.

Mr Bertelli, how do you feel about 
SKP’s strategy of focusing on physical 
retail, while not yet developing e-com-
merce? It feels almost counter-intui-
tive to modern life but has been one of 
the fundamental reasons of its success.
Mr Bertelli: That would be my choice 
and my attitude, too. The reality is that 
Mr Ji made this decision and the results 
are what we see; he is absolutely right. 
Of course, Mr Ji is always free to decide 
to increase his presence on e-com-
merce platforms at any given time in 
the future. All the products we do for 
SKP are exclusive; they’re not available 
anywhere else on the retail market or on 
e-commerce platforms. It is SKP’s own 
exclusive product. 

Mr Ji, could you tell me a bit more 
about the strategy of exclusive prod-

ucts? How many brands provide exclu-
sive products and what percentage of 
their overall stock is exclusive?
Mr Ji: It depends on each individu-
al brand’s strategy, their own broader 
ambitions for the Chinese market, and 
their own judgements about SKP. Let’s 
continue to take Prada as an example: 
Mr Bertelli and the Prada company 
have clearly come to the conclusion that
if you make that investment in SKP – 
with exclusive products and collections 
– you will get better returns. There are 
other brands that want to do similar 
things, although some may not have the
skills, !nancial resources or infrastruc-
ture to achieve this level of ambition. 
What I can say with certainty is that no 
other company currently has 50 peo-
ple with such a good understanding of 
how SKP works, and no other company 

‘All the Prada products we do for SKP are entirely 
exclusive; they’re not available anywhere else on the 

retail market or on e-commerce platforms.’

has leadership as strong as that of Mr 
Bertelli. As Mr Bertelli said, it is not a 
question of isolated work – it requires 
an entire system. 
Mr Bertelli: It takes leadership, yes. At 
Prada, we really want to be able to do 
things that no one else does; my wife, 
Miuccia Prada, and I both feel the same 
about this. 
Mr Ji: Always embrace the dream. 
Without it, it would not have been 
possible.
Mr Bertelli: You are like my alter ego 
in China. 

How important is it for Prada’s creative 
leaders – Mrs Prada and Raf Simons – 
to visit somewhere like SKP? The tan-
gible connection between creator and 
consumer feels increasingly important. 
Mr Bertelli: The power of the brand is 

not suf!cient; we !rmly believe in direct 
contact. I have visited China countless 
times over the past 30 years. Miuccia 
was there back in the 1970s when it was 
practically closed; she travelled around 
by train for a month. Fashion designers 
who lock themselves in an ivory tower 
are just too far removed from reality. 
Of course, in the past year we have all 
been relying on digital communication, 
which is useful but not enough. It takes 
away so much personality from our con-
nection to the world. You learn so much 
more by walking around a street market 
than by reading reports. Taking a train, 
walking around the streets, observing 
people, going to popular restaurants, 
that is how we learn. 

You alluded to the pandemic. Let’s dis-
cuss the impact and changes that Covid 

has forced upon the fashion industry.
Mr Ji: We cannot underestimate the 
impact Covid-19 has had on the human 
race, not just fashion. For our industry 
in particular, any business dependent 
on travellers or tourists is experiencing 
a lot of challenges, so at SKP we have 
needed to focus more on the needs of 
local customers. We need to look into 
how to improve the offerings in each 
of our local markets, to enhance the 
customer experience. Any improve-
ments in a store’s physical experience 
enhance brand perception and that 
should not be underestimated. Perhaps 
the most important thing is that the 
whole human race is in the same boat, 
so we have to be united. There needs to 
be more communication, more under-
standing, and more mutual respect and 
trust. That’s the only way to meet the 

challenges of the future. SKP has to cre-
ate closer connections, more collabora-
tions, and a deeper sense of partnership 
with brands. These things will enable us 
to overcome future dif!culties. 
Mr Bertelli: The global pandemic has 
highlighted two fundamental things, at 
least as far as Europe is concerned. In 
our industry, brands cannot thrive by 
just selling to Asian tourists in Europe; 
we also need to focus on our own local 
customers in Europe and Mr Ji has said 
the same thing needs to happen in Chi-
na. I agree that we need to be absolutely 
respectful of each other, not make any 
distinctions between different coun-
tries, and respect the Chinese market. 
When the pandemic closed the border 
Chinese customers had to shop far more 
at home. In this past year Chinese con-
sumers have understood, I’m sure, that 

they can buy all brands in China, per-
haps better than in Europe. The Euro-
pean market may not go back to the 
same volumes as pre-pandemic, that is 
not certain. We will need to evolve in 
terms of products, identity, communi-
cation. We need to follow the cultural 
changes in countries and new genera-
tions. Chinese 20-year-olds today are 
totally different to Chinese 20-year-
olds from two or three decades ago; 
these customers today are totally 
aware of our products and our market. 
We need to work in sync with the coun-
tries where we operate and the custom-
ers we serve. In the past, it made sense 
to have the same product everywhere 
in the world, but the big growth areas 
have been in tropical areas, equatori-
al areas, where temperatures are total-
ly different to the markets we used to 

serve. Look at the climatic differenc-
es between Beijing and Hong Kong. 
We have to cater for different climat-
ic and physical needs, and not just cul-
tural differences, with products that 
have to convey the brand’s identity. 
Sometimes clients are criticized for 
being too demanding, but they know 
their products; they’re demanding for 
a reason. What really changed the mar-
ket was the iPhone and the iPad hit-
ting the market in 2009 and 2010; that 
brought about a huge change in our hab-
its. Our approach to the market has had 
to change radically, not only with the 
products, but also with the way we pre-
sent them on the market. 

How do you envisage the evolution of 
the Chinese market, and what effects 
will this have on global fashion?

‘China will have to shed its identity as a 
big-volume producer and once it does that, 

it will become the owner of quality.’
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Mr Ji: The next decade in China is going 
to be key, because it is the !rst decade 
in the next stage of China’s economic 
development. We just !nished the par-
liamentary sessions today in China, 
which created a !ve-year plan of nation-
al economic development focused on 
developing quality. The fashion indus-
try in my opinion will grow at least 
three-fold in the next decade. More and 
more young people will embrace the 
industry. We need to create products, 
systems and structures that win the 
respect of these new generations. The 
demand for and the needs of the fashion 
industry in China are going to be huge, 
and the market will become more and 
more challenging. Like Mr Bertelli just 
said, Chinese 20-year-olds are so much 
more knowledgeable than 20-year-
olds in China 30 years ago. They are far 

more demanding, and will make their 
own decisions about which brands 
they’ll continue to embrace and which 
they’ll abandon. They will make their 
own decision about which department 
stores they want to go to and which ones 
they will ignore. So the whole industry 
will become even more !ercely compet-
itive. In the next decade, leading brands 
will become stronger, while the brands 
at the bottom will !nd it increasingly 
dif!cult. We have to set the bar really 
high for ourselves. We need to be agile 
and more "exible and active in terms of 
innovations. We have to do all of this in 
order to embrace the future. 
Mr Bertelli: I agree entirely with Mr 
Ji. I was re"ecting on the complexity of 
the market; it is going to become real-
ly selective and demanding. I am com-
fortable with that situation. I am 75 

years old; I am not sure I will live until I 
am 85. I will leave the responsibility of 
guiding my son on this journey in the 
hands of Mr Ji. 

Mr Ji, you just mentioned the parlia-
mentary discussions about quality. 
We talked earlier about the value of 
the ‘Made in Italy’ label; do you think 
in the future that the ‘Made in China’ 
label could become a leading global 
symbol of quality?
Mr Ji: Producing a high-quality product 
is not the same as creating a high-qual-
ity brand. This is quite a delicate situa-
tion in the fashion industry. The creativ-
ity in a brand involves much more than 
just production and manufacturing. In 
China, building a world-famous brand 
requires guidance from the internation-
al brands. 

Mr Bertelli: I think Mr Ji is being over-
ly cautious. Let me take an example. In 
1960, the Japanese started working in 
the camera industry; Olympus, Nikon, 
Canon, everyone started making cam-
eras. When I was a boy, I remember 
people said that Japanese cameras were 
not top quality; we were used to buy-
ing German or Swiss brands, the same 
for hi-! audio. Now we take it for grant-
ed that top-quality cameras and hi-! 
come from Japan. As far as technolo-
gy is concerned, China is following in 
the same footsteps as Japan a few dec-
ades ago. Think of Volvo, which is now 
owned by a Chinese company and has 
made progress in quality. Its newest cars 
are just fantastic, especially the electric 
ones. China will have to shed its identi-
ty as a big-volume producer and once it 
does that, it will become the owner of 

quality. The same goes for hi-tech: in 
10 years’ time, ‘Made in China’ will be 
a label synonymous with high quality. I 
am sure you agree with me. 
Mr Ji: Yes, the development of higher 
quality is inevitable in China. We have 
to use as few resources as possible to 
create as much value as possible. High-
quality manufacturing is not simply a 
question of products; it is also about 
protecting the environment. That is now 
a very clear government objective: we 
want to push economic development, 
but we should not sacri!ce the environ-
ment in this pursuit. It is, of course, a 
very dif!cult task to accomplish. The 
term ‘high-quality development’ sets a 
high bar. We need to change people’s 
mentality; they need better schooling, 
better housing, a more digni!ed life. To 
create future infrastructure for the lux-

ury fashion industry in China, we will 
need an excellent creative education 
system, with good role models who can 
pass on their expertise and knowledge. 
All these aspects are included in the so-
called high-quality development, as is 
our service sector, and the retail indus-
try, online and of"ine. Better experi-
ence, better offerings, better service 
are all essential elements. The future 
will see us become more integrated into 
the rest of the world; more Europeans 
might start coming to China to create 
brands. It will be very interesting over 
the next decade. If you were 30 years 
younger Mr Bertelli, you would proba-
bly have already come to China to start 
your business.
Mr Bertelli: Twenty years younger! 
Actually, if someone could guarantee 
that I would be as !t as I am now when 

‘The Chinese fashion industry will grow at least 
three-fold in the next decade. We need to create 

products that win the respect of new generations.’

I am at least 80, then I would come over 
and start my local business right now! 
I’d need a good partner though. 

Given China’s economic and social 
development of the last 30 years, are 
you surprised not to see more Chinese 
luxury brands emerging?
Mr Bertelli: Yes, I’ve often thought 
about this, but I can’t give you a sensi-
ble answer. Mr Ji should answer this. 
Mr Ji: I think this is a problem we come 
across in the process of knowledge 
accumulation. I !rmly believe that 
China will produce a number of inter-
nationally recognized brands in the 
future, but it just won’t happen in the 
short term. It will take time. Secondly,  
the overall luxury fashion industry 
infrastructure in China is not sophis-
ticated: we need more creatives, pat-

ternmakers, an entire support system. 
This system is well established in oth-
er industries in China, but for the fash-
ion industry, the infrastructure is not 
yet in place. We need time to develop 
this. Regardless of the sector, you need 
to achieve global status to be a great 
brand. Prada is such a great brand loved 
by so many different customers in so 
many different regions and countries: 
Europeans and Asians, and Americans, 
too. It is about your creativity and your 
dedication to quality and the details 
in the craftsmanship. There is also, of 
course, the brand marketing. You need 
all of that in place to become a brand 
that has international prestige. 

Could you imagine a time when a suc-
cessful new global brand emerges that 
has no speci!c geographic or cultural 

provenance? Where location is no 
longer signi!cant to success? 
Mr Bertelli: It is highly unlikely to be a 
new brand, but Prada and other brands 
are looking at the global market. I agree 
with Mr Ji that we are understood glob-
ally, and not just in terms of luxury, but 
also in what we want to communicate. 
We communicate through products, as 
well as through lifestyle and the con-
cepts we hold dear, such as art, the art 
foundation, the America’s Cup; every-
thing we do. Prada is de!nitely trying 
to enhance the brand itself without nec-
essarily always thinking we come from 
Italy. This is what we are trying to do, 
and it takes time for a big organization 
to do that. 

Mr Bertelli, do you think there is an 
opportunity for Italian brands to 

transfer ‘Made in Italy’ skills at scale 
to somewhere like China? Can those 
skills be transferred out of their origi-
nal context?
Mr Bertelli: I think that we could do it 
and we will have to do it. We shouldn’t 
be afraid of this or hold back. It is part 
of this overall global integration that we 
all require. We mustn’t consider people 
as opponents; we have to let globaliza-
tion play out and eventually it will turn 
out to be positive for all. 

Finally, Mr Bertelli, what have you 
learned from Mr Ji and SKP? 
Mr Bertelli: First of all, and this has 
always been in my nature, is respect. I 
apply that to how we work together in 
a very open way without any double 
crossing or trickery. I trust Mr Ji per-
sonally a lot. It is very simple. 

And Mr Ji, what have you learned from 
Mr Bertelli and Prada? 
Mr Ji: Cultural respect, suf!cient shar-
ing and frank communication. More 
speci!cally, I’ve gained great insight 
into brands and the luxury industry 
from Mr Bertelli. I’ve learned how to 
lead and to manage a luxury brand. 
And in particular, I’ve learned to val-
ue the right attitude about details and 
product quality. Every time we meet, I 
learn so much. I know that we belong to 
the so-called older generation, but we 
need to keep challenging one another so 
we maintain our passion for our respec-
tive work. So many times Mr Bertelli 
has complained about the slow speed of
my decision making, but every time we 
have achieved the shared target.
Mr Bertelli: No, you are not slow! You 
just re"ect on things, and that is differ-

ent. That is why I said you are like an 
elephant – but an elephant has a huge 
brain! I should add that I started my 
career aged 18, and I have learned a lot 
from many people. My advice would be 
to try and look for as many Mr Ji’s in 
your life as possible. I have been lucky 
to have had several along my career. My 
!rst partnership in Japan in the 1980s 
was with a distribution company called 
Miami, whose CEO, Kiichiro Funai, 
was very helpful. When I said I would 
like to start my own business in Japan, 
he had nothing against it and actually 
helped me. I can compare Mr Ji to the 
past CEO of Isetan in Japan; he was a 
dear friend. You need to look for the 
right partners, and most importantly, 
you have to be willing to listen to them. 
Mr Ji: Thank you for your time and for 
your kind words. 

‘If you were 30 years younger Mr Bertelli,  
you would probably have already come to 

China to start your business.’
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Mr Ji: The next decade in China is going 
to be key, because it is the !rst decade 
in the next stage of China’s economic 
development. We just !nished the par-
liamentary sessions today in China, 
which created a !ve-year plan of nation-
al economic development focused on 
developing quality. The fashion indus-
try in my opinion will grow at least 
three-fold in the next decade. More and 
more young people will embrace the 
industry. We need to create products, 
systems and structures that win the 
respect of these new generations. The 
demand for and the needs of the fashion 
industry in China are going to be huge, 
and the market will become more and 
more challenging. Like Mr Bertelli just 
said, Chinese 20-year-olds are so much 
more knowledgeable than 20-year-
olds in China 30 years ago. They are far 

more demanding, and will make their 
own decisions about which brands 
they’ll continue to embrace and which 
they’ll abandon. They will make their 
own decision about which department 
stores they want to go to and which ones 
they will ignore. So the whole industry 
will become even more !ercely compet-
itive. In the next decade, leading brands 
will become stronger, while the brands 
at the bottom will !nd it increasingly 
dif!cult. We have to set the bar really 
high for ourselves. We need to be agile 
and more "exible and active in terms of 
innovations. We have to do all of this in 
order to embrace the future. 
Mr Bertelli: I agree entirely with Mr 
Ji. I was re"ecting on the complexity of 
the market; it is going to become real-
ly selective and demanding. I am com-
fortable with that situation. I am 75 

years old; I am not sure I will live until I 
am 85. I will leave the responsibility of 
guiding my son on this journey in the 
hands of Mr Ji. 

Mr Ji, you just mentioned the parlia-
mentary discussions about quality. 
We talked earlier about the value of 
the ‘Made in Italy’ label; do you think 
in the future that the ‘Made in China’ 
label could become a leading global 
symbol of quality?
Mr Ji: Producing a high-quality product 
is not the same as creating a high-qual-
ity brand. This is quite a delicate situa-
tion in the fashion industry. The creativ-
ity in a brand involves much more than 
just production and manufacturing. In 
China, building a world-famous brand 
requires guidance from the internation-
al brands. 

Mr Bertelli: I think Mr Ji is being over-
ly cautious. Let me take an example. In 
1960, the Japanese started working in 
the camera industry; Olympus, Nikon, 
Canon, everyone started making cam-
eras. When I was a boy, I remember 
people said that Japanese cameras were 
not top quality; we were used to buy-
ing German or Swiss brands, the same 
for hi-! audio. Now we take it for grant-
ed that top-quality cameras and hi-! 
come from Japan. As far as technolo-
gy is concerned, China is following in 
the same footsteps as Japan a few dec-
ades ago. Think of Volvo, which is now 
owned by a Chinese company and has 
made progress in quality. Its newest cars 
are just fantastic, especially the electric 
ones. China will have to shed its identi-
ty as a big-volume producer and once it 
does that, it will become the owner of 

quality. The same goes for hi-tech: in 
10 years’ time, ‘Made in China’ will be 
a label synonymous with high quality. I 
am sure you agree with me. 
Mr Ji: Yes, the development of higher 
quality is inevitable in China. We have 
to use as few resources as possible to 
create as much value as possible. High-
quality manufacturing is not simply a 
question of products; it is also about 
protecting the environment. That is now 
a very clear government objective: we 
want to push economic development, 
but we should not sacri!ce the environ-
ment in this pursuit. It is, of course, a 
very dif!cult task to accomplish. The 
term ‘high-quality development’ sets a 
high bar. We need to change people’s 
mentality; they need better schooling, 
better housing, a more digni!ed life. To 
create future infrastructure for the lux-

ury fashion industry in China, we will 
need an excellent creative education 
system, with good role models who can 
pass on their expertise and knowledge. 
All these aspects are included in the so-
called high-quality development, as is 
our service sector, and the retail indus-
try, online and of"ine. Better experi-
ence, better offerings, better service 
are all essential elements. The future 
will see us become more integrated into 
the rest of the world; more Europeans 
might start coming to China to create 
brands. It will be very interesting over 
the next decade. If you were 30 years 
younger Mr Bertelli, you would proba-
bly have already come to China to start 
your business.
Mr Bertelli: Twenty years younger! 
Actually, if someone could guarantee 
that I would be as !t as I am now when 

‘The Chinese fashion industry will grow at least 
three-fold in the next decade. We need to create 

products that win the respect of new generations.’

I am at least 80, then I would come over 
and start my local business right now! 
I’d need a good partner though. 

Given China’s economic and social 
development of the last 30 years, are 
you surprised not to see more Chinese 
luxury brands emerging?
Mr Bertelli: Yes, I’ve often thought 
about this, but I can’t give you a sensi-
ble answer. Mr Ji should answer this. 
Mr Ji: I think this is a problem we come 
across in the process of knowledge 
accumulation. I !rmly believe that 
China will produce a number of inter-
nationally recognized brands in the 
future, but it just won’t happen in the 
short term. It will take time. Secondly,  
the overall luxury fashion industry 
infrastructure in China is not sophis-
ticated: we need more creatives, pat-

ternmakers, an entire support system. 
This system is well established in oth-
er industries in China, but for the fash-
ion industry, the infrastructure is not 
yet in place. We need time to develop 
this. Regardless of the sector, you need 
to achieve global status to be a great 
brand. Prada is such a great brand loved 
by so many different customers in so 
many different regions and countries: 
Europeans and Asians, and Americans, 
too. It is about your creativity and your 
dedication to quality and the details 
in the craftsmanship. There is also, of 
course, the brand marketing. You need 
all of that in place to become a brand 
that has international prestige. 

Could you imagine a time when a suc-
cessful new global brand emerges that 
has no speci!c geographic or cultural 

provenance? Where location is no 
longer signi!cant to success? 
Mr Bertelli: It is highly unlikely to be a 
new brand, but Prada and other brands 
are looking at the global market. I agree 
with Mr Ji that we are understood glob-
ally, and not just in terms of luxury, but 
also in what we want to communicate. 
We communicate through products, as 
well as through lifestyle and the con-
cepts we hold dear, such as art, the art 
foundation, the America’s Cup; every-
thing we do. Prada is de!nitely trying 
to enhance the brand itself without nec-
essarily always thinking we come from 
Italy. This is what we are trying to do, 
and it takes time for a big organization 
to do that. 

Mr Bertelli, do you think there is an 
opportunity for Italian brands to 

transfer ‘Made in Italy’ skills at scale 
to somewhere like China? Can those 
skills be transferred out of their origi-
nal context?
Mr Bertelli: I think that we could do it 
and we will have to do it. We shouldn’t 
be afraid of this or hold back. It is part 
of this overall global integration that we 
all require. We mustn’t consider people 
as opponents; we have to let globaliza-
tion play out and eventually it will turn 
out to be positive for all. 

Finally, Mr Bertelli, what have you 
learned from Mr Ji and SKP? 
Mr Bertelli: First of all, and this has 
always been in my nature, is respect. I 
apply that to how we work together in 
a very open way without any double 
crossing or trickery. I trust Mr Ji per-
sonally a lot. It is very simple. 

And Mr Ji, what have you learned from 
Mr Bertelli and Prada? 
Mr Ji: Cultural respect, suf!cient shar-
ing and frank communication. More 
speci!cally, I’ve gained great insight 
into brands and the luxury industry 
from Mr Bertelli. I’ve learned how to 
lead and to manage a luxury brand. 
And in particular, I’ve learned to val-
ue the right attitude about details and 
product quality. Every time we meet, I 
learn so much. I know that we belong to 
the so-called older generation, but we 
need to keep challenging one another so 
we maintain our passion for our respec-
tive work. So many times Mr Bertelli 
has complained about the slow speed of 
my decision making, but every time we 
have achieved the shared target.
Mr Bertelli: No, you are not slow! You 
just re"ect on things, and that is differ-

ent. That is why I said you are like an 
elephant – but an elephant has a huge 
brain! I should add that I started my 
career aged 18, and I have learned a lot 
from many people. My advice would be 
to try and look for as many Mr Ji’s in 
your life as possible. I have been lucky 
to have had several along my career. My 
!rst partnership in Japan in the 1980s 
was with a distribution company called 
Miami, whose CEO, Kiichiro Funai, 
was very helpful. When I said I would 
like to start my own business in Japan, 
he had nothing against it and actually 
helped me. I can compare Mr Ji to the 
past CEO of Isetan in Japan; he was a 
dear friend. You need to look for the 
right partners, and most importantly, 
you have to be willing to listen to them. 
Mr Ji: Thank you for your time and for 
your kind words. 

‘If you were 30 years younger Mr Bertelli, 
you would probably have already come to  

China to start your business.’
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‘Tra 10 anni  ‘Made in China’  

sarà sinonimo di alta qualità.’ 

 

Il Sig. Ji e Patrizio Bertelli 

in conversazione, 12 Marzo 2021. 

Moderata da Jonathan Wingfield. 

 

Sig. Bertelli, quando ha visitato la Cina per la prima volta, ed in che misura ha percepito le 

opportunità commerciali ed il potenziale del paese all’epoca?  

Sig. Bertelli: La prima volta è stato nel 1993. Ho visitato quella che all’epoca era chiamata 

Canton, poi Shanghai e Pechino. Ricordo la visione impressionante di tutte le persone in 

bicicletta in Piazza Tienanmen. Ero enormemente curioso, e la mia prima impressione della 

Cina era la sensazione che questa popolazione enorme stava per sperimentare un notevole 

cambiamento di abitudini e di stile di vita. Era chiaro che la Cina sarebbe diventata il 

mercato che è oggi, una volta che avesse iniziato ad affrontare le differenze sociali all’interno 

della sua vasta popolazione. All’epoca, poche persone avevano accesso a – non lo chiamerei 

consumismo – ma a tutta quella merce che rende la vita più facile e piacevole: una casa, 

un’auto, una TV, tutti quei servizi a cui noi tutti siamo abituati. 

 

Può parlarci di quando ha portato Prada nella Cina continentale? Che genere di 

conversazione ha dovuto sostenere con i partner locali cinesi per rendere tutto ciò una realtà? 

Sig. Bertelli: Lavorare con partners come il Sig. Ji è stato assolutamente utile a farci capire. E’ 

stata una delle prime persone sul mercato cinese a capire davvero il lusso. Ricordo l’apertura 

di SKP a Xi’an – la città dell’Esercito di Terracotta – ed il party organizzato dal Sig.Ji per 

l’inaugurazione: è stata la chiara espressione di come avrebbe potuto prendere il nostro 

concetto di lusso in Europa ed applicarlo con successo sul mercato cinese. Non è l’unico, ma è 

colui che ha incarnato al meglio questa attitudine nei confronti del lusso. Non è tanto una 

questione di consumismo; è più una nuova attitudine ed un nuovo modo di vivere in un paese 

che non poteva rimanere com’era negli anni ‘80. E’ un chiaro simbolo del cambiamento. 

Negli ultimi 30 anni la Cina è stata come una spugna, ed ha assorbito tutto quello che le è 

arrivato. Hanno fatto proprie cose come il lusso, il consumismo e la tecnologia – e 

continueranno a farlo.  

 

Avevate anche considerato il potenziale desiderio, entusiasmo e rispetto che i consumatori 

cinesi avrebbero avuto per la nozione di ‘Made in Italy’? 



Sig. Bertelli: Sì, l’ho percepito immediatamente, per il semplicissimo motivo che ciò che 

chiamiamo ‘Made in Italy’ è un bagaglio di know-how, abilità e competenze che 

semplicemente non sono disponibili in altri paesi. E’ come lo champagne, che è unico per 

una regione specifica della Francia. Il Made in Italy viene fatto qui; è nel nostro DNA.  

 

Sig. Ji, quali sono state le sue prime esperienze di contatti con le case di moda di lusso 

occidentali? 

Sig. Ji: Ho avuto il privilegio di incontrare prima e stringere amicizie poi con i fondatori e 

Amministratori Delegati di diversi department stores del lusso e di diversi brand e ho 

imparato molto da ciascuno di loro. Ho dei ricordi precisi del mio primo incontro con il Sig. 

Bertelli: ricordo di essere stato nel suo ufficio, con lui che mi raccontava la storia di Prada, la 

sua situazione attuale e la sua visione del futuro del marchio. Ricordo chiaramente che il Sig. 

Bertelli mi spiegava che sebbene Prada sia un marchio italiano, nato in Italia, è anche un 

marchio asiatico. Mi raccontava di aver partecipato ad una conferenza a Firenze durante la 

quale il presidente di Sogo, il department store giapponese, aveva fatto un intervento, e di 

essere stato in seguito invitato a visitare il Giappone. Mi ha detto che tutto ciò che è Prada 

oggi come marchio internazionale ha avuto origine da quel viaggio in Giappone. 

Sig. Bertelli: Si ricorda che ho fatto un sacco di disegni mentre lei era nel mio ufficio? 

Sig. Ji: Sì, ricordo che ha disegnato un grafico, illustrando il fatto che dal 1991 l’incremento 

del business di Prada è stato sorprendente e la sua crescita internazionale ha avuto origine da 

quel momento. Mi ha anche detto che un giorno l’IPO Prada avrebbe avuto luogo ad Hong 

Kong. 

Sig. Bertelli: Le ho sempre detto tutto, Sig. Ji, compreso che l’IPO sarebbe avvenuta in Asia. Il 

Sig. Ji è un uomo fantastico; è molto rigido, severo ed esigente, ma in senso buono. In 

definitiva, Sig. Ji, voglio che sappia che se Prada ha lo status che ha raggiunto adesso in Cina 

è grazie al suo lavoro ed al tempo da lei dedicato.   

Sig. Ji: Sono grato che la mia interazione con il Sig. Bertelli sia sempre stata diretta e dritta al 

punto, perché ho imparato molto dalle nostre conversazioni.  

Sig. Bertelli: Permettetemi di spiegarvi una cosa sul Sig.Ji: il suo più grande dono è il suo 

perfetto tempismo. Anche se il suo processo può essere relativamente lento, è sempre 

attentamente ponderato e pianificato. E lui raggiunge sempre gli obiettivi che ha in mente.  

 

Sig. Bertelli, lei afferma che il Sig. Ji è rigido e severo in senso positivo. Potrebbe darmi un 

esempio di questo aspetto nel vostro rapporto d’affari?  

Sig. Bertelli: Quando parla di affari, il Sig.Ji fa sapere le sue opinioni ed i suoi commenti. 

Potrebbe dire, ‘Perchè non fate questo o quello? Perché non considerate altre opzioni?’ Ma a 



dire il vero, non appena uno di noi suggerisce qualcosa, si aspetta che venga fatta. Non è 

necessariamente una discussione; è più tipo una proposta ed io devo fare quello che ho 

promesso. E’ come un elefante, ed è molto meglio evitare di scontrarsi con lui perché si 

potrebbe restare schiacciati a mettersi contro di lui. 

 

In che modi nello specifico il Sig. Ji rappresenta un partner strategico per Prada nei suoi 

rapporti con il mercato cinese? 

Sig.Bertelli: Io non so come fa – forse è semplicemente istinto – ma lui ha una profonda 

comprensione della qualità di Prada, ed in particolare la capacità di apprezzare quando un 

prodotto è giusto. L’altra cosa è la sua straordinaria abilità di guardare avanti e prevedere il 

futuro. Ciò gli dà l’intuizione per trovare il migliore architetto per i suoi negozi, per avere i 

migliori merchandiser e così via. Sotto questo punto di vista, non è per niente europeo. 

 

E riguardo alle pure proiezioni di business? 

Sig. Bertelli: E’ molto semplice – la prima regola per il Sig. Ji è  rispettare  i marchi. Non si 

tratta di fare velocemente cassa; lui non vuole svalutare il suo capitale o i suoi asset. Non gli 

piace fare i saldi di fine stagione; non vorrebbe sminuire così il valore di Prada. Lui protegge 

il capitale che investe nei grossi marchi. E’ il miglior difensore del suo mercato e dei suoi 

marchi. Naturalmente non è l’unico al mondo: Isetan fa lo stesso in Giappone, così come fa 

Lotte in Corea – senza sminuire l’importanza degli altri operatori sul mercato cinese – ma 

devo dire che SKP è il vero campione sul mercato cinese.  

 

In che modo le differenze tra i consumatori occidentali e quelli cinesi forgiano il modo in cui 

Prada opera in Cina?  

Sig.Bertelli: E’ più pertinente considerare le differenze generazionali piuttosto che quelle 

geografiche. Se si considera la Generazione Z, io non vedo molta differenza tra cinesi ed 

europei, mentre c’è un’enorme differenza tra i millennial cinesi ed europei e le generazioni 

nate negli anni ’60 e ‘70. Per i millennial e la Generazione Z, si tratta di un terreno di gioco a 

livello più globale perché le persone usano gli stessi strumenti digitali più o meno. I 

consumatori cinesi sono stati effettivamente i primi ad adottare i sistemi digitali su vasta 

scala; sono stati persino più veloci dei giapponesi. Basti pensare ai sistemi di pagamento: La 

Cina è totalmente senza contanti adesso, persino nel più piccolo mercato di una piccola città 

si paga con il telefonino. In Italia siamo ancora lontani da questo; ancora non è così comune 

usare una carta di credito, e pagare con il telefono è proprio fuori dal mondo. Anche le 

piattaforme in Cina sono diverse e molto più attive e veloci. E’ compito nostro adeguarci alla 

velocità cinese. 



 

Il Sig. Ji spesso descrive SKP-S più come una festa per gli occhi che solo come un’esperienza 

di shopping. Cosa pensa di questa evoluzione dello shopping come esperienza culturale? 

Sig. Bertelli: Il Sig. Ji ha capito perfettamente che non poteva limitarsi ad aprire delle 

boutique. Doveva presentare un concetto totalmente nuovo, con ristoranti, bar, spettacolo e 

intrattenimento alla base. Il concetto chiave è che la qualità  dell’esperienza viene sempre 

mantenuta. Le voglio dire una cosa, Sig. Ji. So che a lei non importa particolarmente, ma 

dovrebbe aprire SKP a Shanghai. Glielo dico ogni volta che ci incontriamo, ma lei non mi 

ascolta mai.  

Sig.Ji: Abbiamo così tante opportunità in Cina; non c’è solo Shanghai.  

Sig.Bertelli: Via, Sig. Ji! Shanghai è un simbolo, un nome; è la città più internazionale che 

avete, paragonabile a Los Angeles o New York. E’ una città globale. Quindi ascolti Patrizio ed 

apra a Shanghai! 

Sig.Ji: Certamente non nego la posizione  di mercato di Shanghai, ma dobbiamo essere 

pazienti, fare la scelta giusta invece di espanderci per il gusto di farlo. La Cina non è solo 

Shanghai; ci sono molte altre belle città.  

 

Sig. Bertelli, è lei l’elefante adesso. 

Sig. Ji: Adesso avete una vera e propria discussione da addetti ai lavori, Jonathan, non solo 

un’intervista. Avete proposte che vengono da entrambe le parti, proprio come avviene sempre 

negli incontri privati tra me ed il Sig. Bertelli. Riguardo a SKP-S, Prada è senza dubbio 

sempre stata il modello di comportamento sotto tutti i punti di vista. Questo perché il Sig. 

Bertelli capisce veramente gli obiettivi di SKP-S; capisce l’importanza di connettersi con la 

prossima generazione di clienti. Quindi devo dire questo al Sig. Bertelli: tantissimi giovani 

client si innamorano del negozio Prada presso  SKP-S, e non solo del prodotto o del visual 

merchandising. Adorano tutto nel negozio! 

Sig. Bertelli: Sapevo fin dall’inizio che SKP-S avrebbe dovuto rappresentare un’offerta retail 

che cambia tre o quattro volte all’anno, e che avrebbe dovuto essere una rappresentazione 

fisica di ciò che i clienti giovani vedono nel mondo digitale. Questo è il nocciolo della 

strategia – un’esperienza fisica ed una location che cambia quasi tanto spesso quanto quella 

digitale.  

Sig. Ji: Ruotiamo alcune volte ogni anno, ma non si tratta di rotazioni fini a se stesse; si tratta 

di storie, temi e messaggi che voi create quando fate queste rotazioni. Altri marchi ruotano i 

propri prodotti ed il loro spazio fisico due o tre volte all’anno, ma quello che offrono lascia i 

clienti delusi. Molti direttori creativi in Europa ignorano il fatto che SKP-S è una piattaforma 



molto importante, su cui dovrebbero veramente intervenire per creare una connessione 

profonda con la giovane clientela cinese.  

Sig.Bertelli: L’idea è che ogni volta che si fa una rotazione, bisogna accompagnarla con 

qualcosa di davvero speciale e unico.  

Sig. Ji: Alcuni marchi non hanno una visione così chiara.  

Sig. Bertelli: Avere una visione significa aver bisogno di molte persone per svilupparla, e 

questo è molto costoso, e molti marchi si limitano a giocare sul sicuro con il loro denaro.  

 

Sig. Bertelli, e riguardo alla sfida di tenersi al passo con SKP e le sue richieste? Come concilia 

il tempo, l’esperienza e le risorse necessarie a garantire la qualità Prada con l’ampiezza del 

mercato cinese?  

Sig. Bertelli: E’ proprio questo il nocciolo della questione. Certamente non è facile ma posso 

provare a spiegare come procediamo. Noi non ci affidiamo ad uno studio creativo esterno, 

quindi appena iniziamo a disegnare e creare i nostri prodotti, conosciamo i problemi che 

dovremo risolvere. Non avviene niente in isolamento; sono tutti coinvolti con le loro 

competenze e capacità sin dall’inizio. Visto dall’esterno, potrebbe sembrare caotico, ma è 

l’unico modo per velocizzare l’intero processo. In Prada, ci sono forse 50 persone diverse in 

varie aree perfettamente in linea con ciò che SKP-S significa e cosa richiede – arredi per i 

negozi, impianti, prodotti, fotografia, campagne. Al momento stiamo lavorando su un 

bellissimo progetto SKP per la fine di aprile basato sull’idea del Campeggio. Adoro questo 

progetto; avrà molto successo.  

Sig. Ji: L’ho visto e piace anche a me. 

Sig.Bertelli: Il progetto del campeggio continuerà tutto l’anno e sarà in linea con le varie 

stagioni, quindi forniremo prodotti diversi ogni stagione. E’ quasi come un lungo film che 

continuerà per otto mesi, caotico ma molto interessante. Stiamo progettando il copione di un 

film, cambiando le cose e rielaborandole man mano che andiamo avanti e continueremo a 

perfezionarle per tutta la durata del progetto. Vogliamo includere una sorta di  ‘quadri 

viventi’, con persone vere che interagiscono con la presentazione. L’effetto che vogliamo 

ottenere è simile a quando si passa accanto alle riprese di un film. 

 

Sig. Bertelli, cosa pensa della strategia di SKP di focalizzarsi sul retail fisico, resistendo all’e-

commerce? Sembra quasi controintuitivo rispetto alla vita moderna ma forse è uno dei motivi 

fondamentali del suo successo? 

Sig.Bertelli: Anch’io farei la stessa scelta e adotterei lo stesso comportamento. La realtà è che 

il Sig.Ji ha preso questa decisione ed i risultati si vedono; ha assolutamente ragione. 

Naturalmente, siete sempre liberi di decidere di aumentare la vostra presenza sulle 



piattaforme di e-commerce in qualsiasi momento in futuro. Tutti i prodotti che facciamo per 

SKP sono esclusivi; non sono disponibili da nessun’altra parte sul mercato retail o sulle 

piattaforme e-commerce. Si tratta di prodotti esclusivi per SKP.  

 

Sig.Ji, potrebbe dirmi qualcosa di più sulla strategia dei prodotti esclusivi? Quanti marchi 

forniscono prodotti esclusivi e che percentuale delle loro scorte totali è esclusiva? 

Sig. Ji: Dipende dalla strategia individuale di ogni marchio, dall’ampiezza delle loro 

ambizioni per il mercato cinese e dalla loro opinione riguardo a SKP. Continuiamo a 

prendere Prada come esempio: Il Sig. Bertelli e la società Prada sono chiaramente arrivati 

alla conclusione che se si fa quell’investimento in SKP – con prodotti e collezioni esclusive – si 

otterranno ricavi migliori. Ci sono altri marchi che vogliono fare cose simili, benché alcuni 

possano non avere le competenze, le risorse finanziarie o le infrastrutture per raggiungere 

questo livello di ambizione. Quello che posso dire con certezza è che al momento non c’è 

nessun’altra società con 50 persone che abbiano una comprensione così chiara di come 

lavora SKP, e nessun’altra società ha una leadership forte come quella del Sig. Bertelli. Come 

ha detto il Sig. Bertelli stesso, non è una questione di lavoro isolato, è necessario un intero 

sistema.  

Sig.Bertelli: Ci vuole leadership, sì. In Prada, vogliamo davvero essere in grado di fare cose 

che nessun altro fa; Io e mia moglie, Miuccia Prada, la pensiamo allo stesso modo al riguardo.  

Sig.Ji: Abbracciare sempre il proprio sogno. Senza di esso, sarebbe stato impossibile. 

Sig.Bertelli: Lei è come il mio alter ego in Cina.  

 

Quant’è importante per i leader creativi di un marchio come Prada – in questo caso, la Sig.ra 

Prada e Raf Simons – visitare un posto come SKP? La connessione tangibile tra il creatore ed 

il consumatore sembra essere sempre più importante.  

Sig.Bertelli: Il potere del marchio non è sufficiente; crediamo fermamente nel contatto diretto. 

Sono venuto in Cina tantissime volte negli ultimi 30 anni. Miuccia è venuta negli anni ’70, 

quando era praticamente chiusa; ha viaggiato in treno per un mese. Gli stilisti di moda che si 

chiudono in una torre d’avorio sono troppo distanti dalla realtà. Naturalmente nell’ultimo 

anno abbiamo tutti fatto affidamento sulla comunicazione digitale, che è utile ma non 

sufficiente. Si porta via così tanta personalità dal nostro contatto con il mondo. Si impara 

molto di più camminando per la strada, osservando le persone, andando in ristoranti 

popolari, ecco come possiamo imparare.  

 

Avete accennato alla pandemia. Parliamo dell’impatto e dei cambiamenti che il  Covid-19 ha 

imposto al settore della moda. 



Sig.Ji: Non si può sottovalutare l’impatto che il Covid-19 ha avuto sulla razza umana, non 

solo sulla moda. Per il nostro settore in particolare, Qualsiasi attività che dipende dai 

viaggiatori o dai turisti sta affrontando molte sfide, quindi noi di SKP abbiamo dovuto 

concentrarci di più sui bisogni della clientela locale. Dobbiamo cercare di migliorare l’offerta 

in ognuno dei nostri mercati, per migliorare la customer experience. Qualsiasi miglioramento 

all’esperienza fisica all’interno di un negozio migliora la percezione di un marchio e questo 

non dovrebbe essere sottovalutato. Forse la cosa più importante è che tutta la razza umana è 

sulla stessa barca, quindi dobbiamo essere uniti. E’ necessaria più comunicazione, più 

comprensione e più rispetto e fiducia reciproci. E’ l’unico modo per affrontare le sfide del 

futuro. SKP deve creare legami più stretti, collaborazioni più proattive ed un senso più 

profondo di partnership con i marchi. Queste cose ci permetteranno di superare le difficoltà 

future.  

Sig.Bertelli: La pandemia globale ha evidenziato due cose fondamentali, almeno per quanto 

riguarda l’Europa. Nel nostro settore, i marchi non possono prosperare vendendo solo ai 

turisti asiatici in Europa; dobbiamo anche concentrarci sulla nostra clientela locale in 

Europa ed il Sig. Ji ha detto che lo stesso deve avvenire in Cina. Concordo sul fatto che 

dobbiamo essere assolutamente rispettosi l’uno dell’altro e non fare distinzioni tra i diversi 

paesi e rispettare il mercato cinese. Quando la pandemia ha chiuso i confini della Cina, i 

clienti cinesi sono dovuti restare molto più tempo a casa. Nell’ultimo anno i consumatori 

cinesi hanno capito, ne sono certo, che possono comprare tutti i marchi in Cina, forse meglio 

che in Europa. Il mercato europeo può non tornare agli stessi volumi di prima della 

pandemia, non è certo. Dovremo evolvere in termini di prodotti, identità, comunicazione. 

Dobbiamo seguire i cambiamenti culturali nei paesi e nelle nuove generazioni. I ventenni 

cinesi di oggi sono completamente diversi dai ventenni cinesi di due o tre decenni fa; questi 

clienti oggi sono totalmente consapevoli dei nostri prodotti e del nostro mercato. Dobbiamo 

lavorare in sincronia con i paesi in cui operiamo e con i clienti che serviamo. In passato, 

aveva senso avere lo stesso prodotto ovunque nel mondo, ma le grosse aree di crescita sono 

state nelle regioni tropicali, equatoriali, in cui le temperature sono completamente diverse dai 

mercati che servivamo prima. Pensate alle differenze climatiche tra Pechino ed Hong Kong. 

Dobbiamo far fronte a necessità climatiche e fisiche diverse e non solo a differenze culturali, 

con prodotti che devono comunicare l’identità del marchio. A volte si criticano i clienti perché 

sono troppo esigenti, ma loro conoscono i propri prodotti; sono esigenti per un motivo. Ciò 

che ha davvero cambiato il mercato sono stati l’iPhone e l’iPad, arrivati sul mercato nel 2009 

e nel 2010;ciò ha portato un grosso cambiamento nelle nostre abitudini. Il nostro approccio al 

mercato è dovuto cambiare radicalmente, non solo con i prodotti, ma anche con il modo in 

cui li presentiamo sul mercato.  



 

Come immaginate l’evoluzione del mercato cinese nel prossimo decennio, e che effetti avrà 

sull’industria globale della moda? 

Sig.Ji: Il prossimo decennio in Cina sarà fondamentale, perchè è il primo decennio della 

prossima fase dello sviluppo economico della Cina. Abbiamo appena concluso le sessioni 

parlamentari oggi in Cina, con la creazione di un piano quinquennale di sviluppo economico 

nazionale focalizzato sullo sviluppo della qualità. Secondo me l’industria della moda crescerà 

almeno il triplo nel prossimo decennio. Sempre più giovani approcceranno questo settore. 

Dobbiamo creare prodotti, sistemi e strutture che vincano il rispetto di queste nuove 

generazioni. La domanda ed i fabbisogni di questo settore in Cina saranno enormi ed il 

mercato diventerà sempre più sfidante. Come ha appena detto il Sig. Bertelli, i ventenni cinesi 

di oggi sono molto più informati dei ventenni cinesi 30 anni fa. Sono molto più esigenti e 

prenderanno le proprie decisioni riguardo ai marchi che continueranno a seguire e che 

abbandoneranno. Decideranno in quali department store vogliono andare e quali 

ignoreranno. Quindi l’intero settore diventerà ancora più ferocemente competitivo. Nel 

prossimo decennio, i marchi leader diventeranno più forti, mentre i marchi di coda saranno 

sempre più in difficoltà. Abbiamo alzato davvero tanto l’asticella per noi stessi. Dobbiamo 

essere agili e più flessibili in termini di innovazioni. E dobbiamo fare tutto questo per andare 

incontro al futuro.  

Sig.Bertelli: Sono completamente d’accordo con il Sig. Ji. Stavo riflettendo sulla complessità 

del mercato; diventerà veramente selettivo e esigente. Io sono a mio agio in questa situazione. 

Ho 75 anni; non sono certo di vivere fino a 85. Lascerò la responsabilità di guidare mio figlio 

in questo viaggio nelle mani del Sig. Ji.  

 

Sig.Ji, ha appena menzionato i dibattiti parlamentari sulla qualità. Prima abbiamo parlato 

del valore dell’etichetta ‘Made in Italy’; pensa che in futuro l’etichetta ‘Made in China’ 

potrebbe diventare uno dei simboli principali a livello globale di qualità? 

Sig. Ji: Realizzare un prodotto di alta qualità non è la stessa cosa che creare un marchio di 

alta qualità. E’ una situazione molto delicata per il settore fashion. La creatività di un 

marchio riguarda molto di più che solo la produzione e la manifattura. In Cina, la 

manifattura di alta qualità richiede la guida dei marchi internazionali.  

Sig.Bertelli: Penso che il Sig.Ji sia eccessivamente cauto. Lasciatemi fare un esempio. Nel 

1960, i giapponesi hanno iniziato a lavorare nel settore delle macchine fotografiche; Olympus, 

Nikon, Canon, tutti hanno iniziato a fare macchine fotografiche. Quando ero un ragazzo, 

ricordo che la gente diceva che le macchine fotografiche giapponesi non erano il top a livello 

di qualità; eravamo abituati a comprare marchi tedeschi o svizzeri, anche per l’audio hi-fi. 



Adesso diamo per scontato che le macchine fotografiche e l’hi-fi di massima qualità siano 

giapponesi. Per quanto riguarda la tecnologia, la Cina sta seguendo le orme del Giappone di 

alcuni decenni fa. Pensate alla Volvo, che adesso è di proprietà di una società cinese e ha 

fatto progressi in termini di qualità. Le sue macchine più nuove sono fantastiche, soprattutto 

quelle elettriche. La Cina dovrà spogliarsi della propria identità di produttore di grossi 

volumi e quando lo farà diventerà padrona della qualità. Lo stesso vale per l’hi-tech: tra 10 

anni, ‘Made in China’ sarà un marchio sinonimo di alta qualità. Sono certo che è d’accordo 

con me.  

Sig.Ji: Sì, lo sviluppo di una qualità più alta è inevitabile in Cina. Dobbiamo usare meno 

risorse possibile per creare il massimo valore possibile. La manifattura di alta qualità non è 

solo una questione di prodotti; riguarda anche la tutela dell’ambiente. In questo momento 

questo è un chiaro obiettivo del governo: vogliamo spingere lo sviluppo economico, ma senza 

sacrificare l’ambiente durante il percorso. Naturalmente si tratta di un compito molto 

difficile. Il termine “sviluppo di alta qualità” alza molto l’asticella. Dobbiamo cambiare la 

mentalità della gente; c’è bisogno di una migliore scolarizzazione, di alloggi migliori, di una 

vita più dignitosa.  Per creare un’infrastruttura futura per l’industria della moda di lusso in 

Cina avremo bisogno di sistema di educazione creativa eccellente, con buoni modelli di ruolo 

che possano tramandare la propria esperienza e conoscenze. Tutti questi aspetti sono inclusi 

nel cosiddetto sviluppo di alta qualità, così come lo è il nostro settore dei servizi ed il settore 

retail sia online che offline. Un’esperienza migliore, offerte migliori,  un servizio migliore sono 

tutti elementi essenziali. Il futuro ci vedrà diventare più integrati col resto del mondo; più 

europei potrebbero iniziare a venire in Cina per creare marchi. Sarà molto interessante il 

prossimo decennio. Se lei fosse 30 anni più giovane, Sig. Bertelli, probabilmente sarebbe già 

venuto in Cina per avviare il suo business. 

Sig. Bertelli: Venti anni  più giovane! In realtà se qualcuno mi potesse garantire che sarò in 

forma come adesso quando avrò almeno 80 anni, verrei subito ad avviare un business locale! 

Però avrei bisogno di un buon partner.  

 

Visto lo sviluppo economico e sociale della Cina negli ultimi 30 anni, Sig. Bertelli, è sorpreso 

di non vedere emergere più marchi di lusso cinesi? 

Sig. Bertelli: Sì, ci ho pensato spesso, ma non riesco a darle una risposta ragionevole. 

Dovrebbe rispondere il Sig. Ji.  

Sig. Ji: Penso sia un problema che derivi dall’accumulo di conoscenza. Credo fermamente che 

la Cina produrrà un numero di brand riconoscibili a livello internazionale in futuro ma 

questo non accadrà nel breve termine. Ci vorrà tempo.In secondo luogo, l’intera infrastruttura 

del settore della moda di lusso in Cina non è sofisticata: abbiamo bisogno di più creativi, 



modellisti, un intero sistema di supporto. Questo sistema è ben consolidato in altri settori in 

Cina, ma per il settore della moda, l’infrastruttura ancora non esiste. Abbiamo bisogno di 

tempo per svilupparla. Indipendentemente dal settore, bisogna raggiungere uno status globale 

per essere un grande marchio. Prada è un grande marchio, amato da molti clienti diversi in 

monte regioni e paesi diversi: europei e asiatici, ed anche americani. Dipende dalla vostra 

creatività e dal vostro impegno verso la qualità ed i dettagli artigianali. C’è anche, 

naturalmente, il marketing del marchio. E’ necessario che esista tutto ciò per diventare un 

marchio di prestigio internazionale 

 

Riuscite ad immaginare un tempo in cui possa emergere un nuovo marchio globale che non 

abbia una specifica provenienza geografica o culturale? In cui la location non sia più 

importante per avere successo?  

Sig. Bertelli: E’ altamente improbabile che si tratti di un nuovo marchio, ma Prada ed altri 

marchi stanno guardando al mercato globale. Concordo con il Sig. Ji riguardo al fatto che noi 

siamo capiti a livello globale, non solo in termini di lusso, ma anche in ciò che vogliamo 

comunicare. Noi comunichiamo tramite i prodotti oltre che tramite il lifestyle ed i concetti a 

noi cari, come l’arte, la fondazione d’arte, l’ America’s Cup; tutto ciò che facciamo. Prada sta 

assolutamente cercando di migliorare il marchio stesso senza necessariamente pensare 

sempre che veniamo dall’Italia. Questo è quanto stiamo cercando di fare, e ci vuole tempo per 

una grossa organizzazione per farlo.  

 

Sig. Bertelli, pensa ci sia la possibilità per i marchi italiani di traferire le competenze “Made 

in Italy” su larga scala in posti come la Cina? Queste competenze possono essere trasferite al 

di fuori del loro contesto originario? 

Sig. Bertelli: Penso che potremmo farlo e che dovremo farlo. Non dovremmo aver paura di 

questa cosa e tirarci indietro. Fa parte di questa integrazione globale che tutti chiediamo. 

Non dobbiamo considerare le persone come nostri antagonisti, dobbiamo; dobbiamo far 

entrare in gioco la globalizzazione e alla fine questa si dimostrerà positiva per tutti.  

 

Infine, Sig. Bertelli, cos’ha imparato dal Sig. Ji e da SKP?  

Sig. Bertelli: Innanzi tutto, e questo è sempre stato nella mia natura, il rispetto. Poi penso che 

bisogna lavorare in modo molto aperto, senza trucchi né inganni. Personalmente ho molta 

fiducia nel Sig. Ji. E’ molto semplice.  

 

E, Sig. Ji, cos’ha imparato dal Sig. Bertelli e da Prada?  



Sig.Ji: Rispetto culturale, condivisione e comunicazione diretta. Più nello specifico, ho 

acquisito un’ottima conoscenza dei marchi e del settore del lusso dal Sig. Bertelli. Ho 

imparato come guidare e gestire un marchio del lusso. Ed in particolare ho imparato a dare 

valore al giusto approccio verso i dettagli e la qualità del prodotto. Tutte le volte che ci 

incontriamo, imparo moltissimo. So che apparteniamo alla cosiddetta vecchia generazione, 

ma dobbiamo continuare a sfidarci l’un l’altro per mantenere viva la passione per il nostro 

rispettivo lavoro- Tante volte il Sig. Bertelli si è lamentato della lentezza nel prendere 

decisioni, ma ogni volta abbiamo raggiunto l’obiettivo condiviso. 

Sig. Bertelli: No, lei non è lento! Semplicemente lei riflette sulle cose, è diverso. Ecco perché 

ho detto che lei è come un elefante – ma un elefante ha un grande cervello! Dovrei aggiungere 

che ho iniziato la mia carriera a 18 anni, ed ho imparato molto da molte persone, di cui non 

tutte sono ancora in circolazione. Il mio consiglio sarebbe quello di cercare di avere più Mr.Ji 

possibile nella propria vita. Io sono stato abbastanza fortunato da averne avuti diversi nel 

corso della mia carriera. La mia prima partnership in Giappone negli anni ’80 è stata 

un’azienda di distribuzione che si chiamava Miami e il cui CEO Kiichiro Funai era una 

persona molto disponibile. Quando gli ho detto che mi sarebbe piaciuto avviare la mia 

attività in Giappone non ha avuto nulla in contrario e mi ha davvero aiutato. Posso 

paragonare il Sig. Ji con l’ex CEO di Isetan in Giappone; era un caro amico. Bisogna cercare i 

partner giusti, cosa più importante, bisogna essere disposti ad ascoltarli.  

Sig. Ji: La ringrazio per il suo tempo e per le parole gentili.  

 


