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Standing amidst Ferrari’s new ready-to-wear collection, Benedetto Vigna was feeling the weight of the 
company’s legacy. The recent debut at Milan Fashion Week in February 2022 generated serious buzz and 
excitement, but as Ferrari’s CEO, Vigna was focused on the challenges ahead. One question seemed urgent: 
Could Ferrari evolve into a luxury lifestyle brand while staying true to its racing identity?

For decades, Ferrari represented an aura of exclusivity. Its cars were associated with prestige, power, 
and passion. But, in an era where, for many, experiences became increasingly important, the company 
needed to forge deeper connections with a new generation of aspirational consumers. The launch of the 
fashion line was a bold gambit—an attempt to make Ferrari’s brand essence tangible and accessible through 
avenues beyond the automotive realm.

Vigna understood the magnitude of the task before him. Ferrari’s foray into lifestyle offerings risked 
diluting the very qualities that had made it an icon. The company had to find a way to infuse its signature 
craftsmanship and adrenaline-fueled spirit into every new venture while still preserving its air of exclusivity. 
It was a delicate balancing act, one that would test Vigna’s leadership and the strength of Ferrari’s brand. 
As he contemplated the future, Vigna knew that success would require more than just dazzling designs 
and runway shows. Ferrari needed to diversify its revenue streams, expand into new markets, and meet the 
aggressive growth targets demanded by its shareholders. The stakes were high, and the margin for error was 
razor-thin. One misstep might tarnish Ferrari’s reputation, turning a symbol of aspiration into a cautionary 
tale of brand dilution.

Could Ferrari maintain a pole positioni in the fast-paced world of luxury? Vigna was determined to steer 
the company toward a new era of growth and cultural significance. 

i In Formula 1 racing, the pole position is the most favorable place for a car to start the race and is typically on the inside of the 
front row.
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