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Xacus Donna SCOPRI | MIGLIORI LOOK DELLA DISCOVER THE BEST LOOKS OF THE

NUOVA LLEZIONE XA DONNA NEW XA DONNA AUTUMN WINTER
Al17 / AW17 AUTUNNO INVERNO 2017, ORA IN. 2017 COLLECTION, NOW AVAILABLE
TUTTLI NEGOZI. INSTORE.
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Anteprima
collezione

Primavera Estate
2018 da Pita

Uomo 92

Estate. Sole. Mare. La bella stagione di Xacus comincia con il tema
delle righe “oversize” in una capsule molto speciale denominata
Xacus Riviera con un popeline d’eccezione Thomas Mason. Altre novita
sono i nuovi popeline stampati che giocano con altre sofisticate righe
mouliné, creando ricche sovrapposizioni di chiaro-scuro. Il bianco

ed il nero ad effetto “batik™, i filati mélange con linserimento di fibre
“tencel” - derivanti dalla cellulosa - che forniscono traspirabilita,
leggerezza ed un naturale comfort ad effetto stretch. E Brezza,

un sottile filato in 80/1 disponibile su diverse basi che dona una
sensazione di leggerezza a traspirabilita di incredibile pregio, per un
tessuto di ideale utilizzo in tutte le stagioni.

Collection
preview Spring
Summer 20138
from Pitta
Uomo 92

Summer. Sun. Sea. Xacus’ summer season gets underway with
“oversize” stripes in a very special capsule collection, Xacus Riviera
created in an exceptional Thomas Mason poplin. Some other collection
brand new elements are the new printed poplins that play with other
sophisticated mouliné stripes; the Black and white with batik-effect
patterns while the mélange yarns experiment with cutting-edge
solutions such as the insertion of “tencel” fibres (made from cellulose)
for breathability, light weight and natural comfort with a stretch
effect. Brezza, a fine 80/1 yarn, available on different bases, creates a
sensation of light weight and breathability of incredible elegance, for
a fabric that is perfect for all seasons.
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Xacus meets
Falcomer

Yd

Abbiamo iniziato in questo negozio nel 1982 con calzature
e abbigliamento.
E da allora proseguiamo con entusiasmo lattivita commerciale.

COME DEFINIRESTI LO STILE DEL TUO STORE?
E sicuramente “contemporaneo”; ci piace aggiornare stagionalmente
il negozio con collezioni che siano fresche, moderne e che sappiano
incontrare i gusti della nostra clientela.

QUALI SONO GLI STILI CHE VENDI DI PIU?
I maggiori brand che trattiamo sono
Colmar - Peserico - Marella - Le Tricot Perugia.
Mentre per quanto riguarda le categorie merceologiche pil vendute
da noi sono i capispalla e total look in generale.

CHE TIPI DI ARTICOLI ACQUISTI TRA LE COLLEZIONI XACUS?
Da Xacus acquistiamo le camicie da donna; ci piace molto la
collezione, semplice ma raffinata che si sposa con il gusto del nostro
negozio e ben si abbina alla proposta che abbiamo.

QUANTO E IMPORTANTE IL LIVELLO DI ASSISTENZA OFFERTO DA UN
MARCHIO CON CUI COLLABORI?

Per noi & molto importante; dal primo contatto col venditore,

alle consegne, ai riassortimenti: ogni servizio &€ fondamentale

per costruire insieme una proficua collaborazione a lungo termine.

COME COINVOLGI | DIPENDENT!I NELUAZIENDA?
I nostri collaboratori sono fondamentali e vengono coinvolti
responsabilizzandoli nelle varie mansioni. E’ davvero importante
circondarsi di persone appassionate ma consapevoli del proprio ruolo
all'interno dell’azienda e del punto vendita.

QUAL E IL TUO MOTTO O CITAZIONE PREFERITA?
IL nostro motto e: “ANDIAMO AVANTI”.
Sempre, con spirito proposito ed entusiamo.
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INTERVISTA CON LA SIG.RA FIORENZA,
PROPRIETARIA DEL NEGOZIO DI
PORDENONE, ITALIA. / INTERVIEW WITH
MRS. FIORENZA, OWNER OF THE STORE
BASED IN PORDENONE, ITALY

WHEN AND HOW DID YOU START YOUR BUSINESS?
We started up in this store in 1982 with footwear and clothing.
And we have continued our business of selling from then,
with enthusiasm.

HOW WOULD YOU DESCRIBE THE TASTE OF YOUR STORE?
It’s certainly “contemporary”; we like to update the store every
season with collections that are fresh and modern and can meet
the tastes of our customers.

WHICH STYLES ARE YOUR BEST SELLERS?
The major brands we deal in are Colmar, Peserico, Marella, Le Tricot
and Perugia. And the categories we sell the most are coats and
jackets and total looks generally.

WHAT KIND OF ITEMS DO YOU BUY FROM XACUS COLLECTION?
From Xacus, we purchase women’s shirts. We like the collection very
much: it’s simple but refined, harmonises with the taste of our store
and combines very well with what we offer.

HOW IMPORTANT IS THE LEVEL OF SERVICE OF A BRAND

YOU WORK WITH?
It’s very important for us; from the initial contact with the
salesperson, to deliveries, and to restocking: each service is essential
for us to build a profitable collaboration together in the long term.

HOW DO YOU ENGAGE YOUR EMPLOYEES IN THE COMPANY?
Our co-workers are crucial and we get them involved by giving them
responsibility in the different areas of the job. It’s really important to
surround yourself with people who are enthusiastic but also aware of
their own roles within the business and the sales outlet.

WHAT’S YOUR FAVOURITE MOTTO OR QUOTE?
Our motto is: “LET’S GO ONWARDS”. Always, with a spirit of purpose
and enthusiasm.

Xacus meets
Roosen Fashion

Yd

Ho iniziato 14 anni fa a lavorare in diversi negozi come buyer/
shop manager. Nel frattempo, questo negozio € gia arrivato
alla terza generazione.

COME DEFINIRESTI LO STILE DEL TUO STORE?
E un multi-marca in stile neoclassico di ispirazione italiana.

QUALI SONO GLI STILI CHE VENDI DI P1U2
Il neoclassico. Giacca elegante, camicia lineare, denim o chino,
sneaker, scarpe brogue o derby.

QUALI SONO | VOSTRI MARCHI PREFERITI?
Xacus ovviamente, Lardini, Moncler, Stone Island,
Della Ciana, Jacob Cohen, Woolrich.

CHE TIPI DI ARTICOLI ACQUISTI TRA LE COLLEZIONI XACUS?
Direi quasi tutto, ad eccezione delle camicie “casino”
(camicie con bottoni colorati e inlay stampati).

QUANTO E IMPORTANTE IL LIVELLO DI ASSISTENZA OFFERTO DA UN
MARCHIO CON CU| COLLABORI?
E il punto di partenza. Se sei soddisfatto del marchio, del suo team
e dell’assistenza offerta, quasi '80% & gia venduto.

COME COINVOLGI | DIPENDENTI NELLAZIENDA?
Devono essere in grado di pensare in autonomia, ma allo stesso
tempo cerco di immergerli nella filosofia dello store senza che se ne
rendano conto. Devono avere la sensazione di essere loro stessi lo
store e, in un certo senso, lo sono veramente.

QUAL E IL TUO MOTTO O CITAZIONE PREFERITA?
“De gebakken kiekens vliegen niet in je mond”.
E un modo di dire nel nostro dialetto fiammingo e significa:

“Le cose non arrivano da sole, & necessario guadagnarsele”.

INTERVISTA CON GUNTHER HERBOTS
BUYER E SHOP MANAGER DI ROOSEN
FASHION/ INTERVIEW WITH
GUNTHER HERBOTS BUYER AND
SHOP MANAGER OF ROOSEN FASHION

WHEN AND HOW DID YOU START YOUR BUSINESS?
I’'ve been working for 14 years now in the shop(s) as buyer/shop
manager. The shop itself is 3rd generation in the meanwhile.

HOW WOULD YOU DESCRIBE THE TASTE OF YOUR STORE?
It’s an Italian inspired neo-classic multi brand style.

WHICH STYLES ARE YOUR BEST SELLERS?
Neo-classico. A nice fitted jacket, clean shirt, denim or chino and
sneaker, brogue or derby shoes.

WHICH ARE YOUR FAVOURITE BRANDS?
Xacus of course, Lardini, Moncler, Stone Island, Della Ciana, Jacob
Cohen, Woolrich.

WHAT KIND OF ITEMS DO YOU BUY FROM XACUS COLLECTION?
Almost everything i would say, except for the “casino” shirts
(shirts with colored buttons and printed inlays).

HOW IMPORTANT IS THE LEVEL OF SERVICE OF A BRAND

YOU WORK WITH?
It’s the start, if you feel good with the brand, its team and the service
almost 80% is already sold.

HOW DO YOU ENGAGE YOUR EMPLOYEES IN THE COMPANY?
By letting them think for themselves but push them in the philosophy

of the store without realizing. And giving our staff the feeling they are
‘the store’, which in a way they also are.

WHAT’S YOUR FAVOURITE MOTTO OR QUOTE?
“De gebakken kiekens vliegen niet in je mond”: it’s an expression in
our flemish dialect, meaning ‘things don’t come themselves, one has
to earnit’.
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200yrs Xacus + Albini: 200yrs Xacus + Albini:
La stilata di1 fine anno The final fashion show

dello IUAV of IUAV

12

IL 30 GIUGNO SI E TENUTA A VENEZIA

“FASHION AT IUAV” DOVE | MIGLIORI

STUDENTI HANNO SFILATO CON LE

PROPRIE CREAZIONI, TRA CUI LE

CAMICIE XACUS REALIZZATE DURANTE

IL CORSO FINANZIATO DAL PROGETTO
200YRS.

XACUS JOURNAL
OCTOBER 2017

ON JUNE 30TH “FASHION AT IUAV”
HOSTED THE FINAL FASHION SHOW OF
THE BEST STUDENTS WITH THEIR OWN
CREATIONS INCLUDING XACUS SHIRTS
REALIZED DURING THE WORKSHOP
FINANCED BY THE 200YRS PROJECT
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LA NUOVA COLLEZIONE PRIMAVERA
Xacus Donna ESTATE 2018 SARA PRESENTATA ALLE

@ Edit I q i FIERE EDIT NY DAL 17 AL 19 SETTEMBRE

E AL WHITE SHOW DI MILANO DAL 22 AL

[ ] [ ]
& Whlte Mllano 95 SETTEMBRE 2017. / THE NEW SPRING
SUMMER 2018 COLLECTION WILL BE
PRESENTED AT THE FOLLOWING TRADE
FAIRS: FROM 17TH TO 19TH SEPT.
AT EDIT NY AND FROM 22ND TO 25TH
SEPT. AT WHITE SHOW IN MILAN.
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Product
placement

LUCA BIZZARRI

E PAOLO KESSISOGLU

» -
/),
Nuovi presentatori di ‘Quelli che il calcio’ su Rai2, hanno indossato Xacus /

durante le puntate di domenica 10 e 17 settembre 2017.

Tv host of ‘Quelli che il calcio’ on Rai2 channel, wearing Xacus.

KASIA BOROWICZ @KASIAVIASTYLE
12K FOLLOWERS

Influencer, Conduttrice televisiva e fondatrice della piattaforma online
VIA.STYLE, indossa le nostre camicie primavera estate 2017.

Influencer, fashion tv presenter and founder of VIA.STYLE online platform,
wears our Spring Summer 2017 shirts.

LORENZO LIVERAN @LIVERANILORENZO
170K FOLLOWERS

Influencer, in vacanza indossa una camicia di lino Xacus.

Influencer, on holiday wears a linen Xacus shirt.

E
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BGSt RASSEGNA STAMPA XACUS, GIUGNO,
LUGLIO, AGOSTO E SETTEMBRE 2017.

Editorials / XACUS PRESS REVIEW JUNE, JULY,
AUGUST AND SEPTEMBER 2017.

NSCENAAPIT

UOMO DI MARE

Pambianco Magazine
Giugno 2017

Arbiter
Giugno 2017
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D La Repubblica delle Donne i Arbiter
Luglio 2017 | Luglio 2017
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DAVID
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Gentleman Luomo Vogue
Luglio 2017 Luglio 2017

18

XACUS JOURNAL

OCTOBER 2017

XACUS JOURNAL



Best
Editorials

La vera vita di Don

Vanity Fair e wr e Gentleman . Icon
Luglio 2017 e e S Agosto 2017 Agosto 2017

Gentleman

Amica
Settembre 2017

Settembre 2017
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Best Interview
Editorials

Style in Progress

WHAT'S THE STORY 117
SUCCESSION FAMIGLIA MODERNA

Famiglia
moderna

Italy harbours more family businesses than
any other country, especially in the fashion
industry. This doesn’t necessarily mean that
one generation hands the sceptre to the next.
Globalisation has added a new dimension

to the old pattern.

&
Giorgio Xoccato, the older of the two brothers, has a firm grip on the financial and administrative reigns, while Paolo focuses on the creative side of
The Business. Topetnar they (00K over 1 Company Touncad by ther Tather i 1956, Ever sincs, they nave miomatonalissd the business, oxpandsd ts
SGope, and matred  into 4 brand,

entreprencurial personalites. I

prodiiion fclkics
s benchced from the fu o iy
parents pa - e oftranaformil
xpericnce hey ha . X care iy business o lised gl 7
g e i e e We Are a Manufactory,
BT ee——— ¥ WP Ly - 1]
meen i e S Not a War Machine
ewing machine n 2 production _pani advised o gain -
Fiviuintpeonpmpy S e el N D Taste, creativity, and craftsmanship are the cornerstones of Xacus’ excellent
oy can remain in balance if i e . global reputation in terms of men’s shirts. Paolo Xoccato sat down with
s tw style in progress to explain why the founder’s sons decided to expand into
the women’s blouse segment. Text: Martina Malner-Seyboid. Photos: Xacus

ot only necd cessful

in the home market, but also

need to be comperitive on an

international sale. To this

nd, the companics in question

have improved significantly in  almost symbolic of our problem
terms of organisational sk in terms of nternational com-
>

cao, co-o petitiveness. Everyone remains
vich his brother Gi heir villag
e much more company depend:

Lampoon

Settembre 2017

GQ
Settembre 2017
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Everyone can be a designer: Xacus’
customisation service strives to create

space for individuality.

= After sixty years of
success with men’s shirts,
one could just sit back and
enjoy the ride. So why did you
decide to launch a women’s
collection?
We asked ourselves what would
be more natural: to offer men’s
trousers and knitwear or to offer
a women’s collection. The right
answer became clear very quick-
ly. We are specialists and strive
to remain specialists, which is
why we opted for the women’s
collection.
Surely there are important
differences in the women's
business...
Absolutely. The women’s fashion
market has its own dynamics
and logic. We are thrilled that
we have managed to achieve
success so swiftly. In most cases,
we teamed up with independent,
specialised agencics both in Iraly
and abroad, which meant that
we managed to place our prod-
ucts in very good stores quickly.
Compared to all the ground-
work one needs to lay for men’s
shires, it was fairly easy - espe-
cially in the German-speaking
countries. The women’s blouse is
an integral part of the respective
product ranges in those markets.
1t’s different in Italy. The buyers
pick blouses from here and
there; sometimes they pick no
blouses at all. Fortunately, there

is a trend towards fashionable
blouses - that plays into our
hands.

Is this your way of preparing
for the future?

We are seizing an opportunity.
Many of our competitors have
suffered in recent years, but we
have grown in our hereditary
men’s segment, in the wom-
en'’s segment. Why? Service
has always been one of our
strengths and we have invested
continuously in all areas of the
company. Professional re-order
services, uncomplicated returns,
and a high level of service ability
have allowed us to gain ground
in a shrinking market. In terms
of the increasing fragmentation
of the market, we are perfectly
prepared for historical reasons.
Because we've never operated
large production lines, we are
capable of producing small lots.
‘That allows us more creative
depth. Our distinguishing
features are exceptional fabrics,
special washings, and fashion-
able variants. We are a manu-
factory, not one of those war
machines that dominate the

sales floors with their standard
shirts. In the future, we will
strive to not only offer this
flexibility to wholesale custom-
ers, but also to consumers. “My
Concept” affords consumers
the opportunity to design their

WHAT'S THE STORY 125

SUCCESSION

Organised, modern, and professional - Xacus, a shirt and blouse special-
st headquartered in Veneto, has made a name for itself as a quality and
service brand.

own individual shirts at our
retailers - and soon also online.
This is a great way to connect
more directly with our custom-
ers. I believe that consumers are
changing significantly. The new
generation of customers wants
to know more precisely what

it’s wearing and individuality is
very popular.

Family businesses in the
fashion industry are almost a
natural law in Italy. Is that an
advantage or a disadvantage?
It’s true that we have an unusu-
ally high percentage of family
businesses in the fashion in-
dustry. I don’t have any specific
figures, but I would estimate it
to be more than ninety percent.
I have thought about the reasons
for this for a long time, mainly
because the same doesn’t apply
to other Italian industries. I be-
lieve this passion for quality and
beauty, as well as for creativity
and craftsmanship, needs to be
nurtured. As an entrepreneurial
child, one inhales this spiric
from birth. For me, that was a
daily reality and my dedication
matures accordingly. Whether
the next generation takes over
depends on two things: will
and skill. Our doors are open
for the next generation, but
family members have to prove
themselves in both aspects - just
like everyone else. It is clear that

the future will be challenging.
Everything changes rapidly,
which is why we have been
investing in young teams and
fresh ideas in all business areas
for quite a while. It’s the only
way to keep up with the times,
which is - at the end of day - our
raison d’étre as a fashion brand.
‘The whole business needs to
exude modernity. m

Xacus is the short version of Xoccato
Alberto Camicie di Uomo San Vito di
Leguzzano. Founded in 1956 by the
eponymous Alberto, the company is
currently run by his two sons, name-
ly Giorgio as president and Paolo

as CEO. After focusing on men’s
shirts for more than 60 years, Xacus
decided to launch a womenswear
collection in 2014. Xacus manufac-
tures exclusively in its own factories
in Europe. The brand guarantees
NOS service for more than 300
items. www.xacus.com

style in progress 217
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Xacus srl

via J.F. Kennedy, 24
San Vito di Leguzzano
Vicenza, Italy

Xacus Showroom
Via Arrigo Boito, 8
Milano, Italy

WWW.Xacus.com
marketing@xacus.com
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