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Cool, Dude!

An Interview with John R. Ranelli, Chairman, President, and
Chiel Executive Officer, AAL FosterGrant, Inc., Smithfield, Rhode Island

EDITORS" NOTE Prior io join-
freg AAQ FosterGirant in Fo00,
Jabw Reradli served as the oper.
avioren executive VP of Sivide
Rite, as execuwtive VI and CFO
af TLC Beatrice, and as OO0
it CFO af Thmberfamed A for.
mer silmarine afficer in the
LS Neery, b earrmeed bis MAA
al Parirmantl Colfege's Tuck
School of Business and was a
Frtbright Scholar

Jobn dt. Raviell

COMPANY BRIEF Jleadquar
tered near Providence, AN FosterGrami,
Inc., is a destgrer and developer of sun-
wlases, roading glasses. apiical frames,
il eostumie fewelry, which it distritnces
through welldmannre vetailers worldicide.
Abready one of the largest suppliers of pop-
wkar-priced oprical and fewvelry products
in North America and the el Kifreg-
dom, it recenily acquired the Gargonles
Jentily of soiglazs brands (including Gar:
Bowles, Anarehy, and Amgel), avel with the
Iﬂumly of FosterGrant opbibalmic Sfrtimes,
fhe company (s now expanding well
Beyorrd its tradisional markets fo reach
AR R el COMSNTETS.

What are AALFosterGrant’s principal
producisi

We offer a comprehensive range of
sunglsses, reading glasses, opical frames,
and costume jewelry uncler many different
by uding FosterGrant,
ncd Angel - and at a
variety of price poims. We've aupmented
the sunglass brands we own with key
licenses from Club Med, lronman, Cham-
phon, and Body Glove 1o

P us target
fic markets. In addition, we supply a

wide range of priv hel products o

sonmae of the workd's best-known retaibers.

Our higges

the FosterG

wset, however, remains
1 brand, which dates o
1929, 1t became synonymous with sun-
glasses in the '60s, thanks o our famous
s behind those FosterGrangs:”
ing campaign, w
celebrities like Sophia Loren, Woody
Allen, Raquel Welch, and, in
Cindly Crawford. The ads pos

toncil our

sunglasses as a glamorous
fashion accessory - but one
that's accessible to cveryone,
Tislay, FosterGrant remains
one of Amernica’s most famous
brands, ranked number 66 on
the list of the 100 moss recog-
nizable apparel and accessory
names published in Wamen's
Waar Datly in June 2003, In
the accessories category alone,
we came in fourth,

You mentioned o vari-
ety of price points. Who's

arket |s exceplionally broad.
pecific targer market differs
by brand and product category. Foster
Gram sunglisses, for example, which are
sold by ¢ s-market retailers, cater t
consumers & to 80 years old who want
stylish products o affordable prices. Cur
newly acquired Anarchy brand of eyewear,
on the other hand, i targeted ar male
surfers, skaters, and snowboarders
between the ages of 14 and 235, keailing
between $45 and $60, these sunglasses
are sold by specialty sports retailers

In all, I think we offer the broadest
range of producs in our industey, with
retail prices ranging from §5 w §120.

How do you convinge such a
broad market II|.lI yOu're superior to
the

The mrpuun.n] wvatluer thar we {ncor-
porate ineo all our products sets us apan.

We like ro say that owr produces offer
miore fashion, fit, and features per con-
sumer dallar than their competition. Oth-

berter, and have more features
result, we offer buyers beter value. This is
o key selling proposition, and it works!

AMiFosterGrant was ome of the fi
compandes o offer sntirefleotive, infrased.
reducing, amd hydrophobic coatings on
sunglisses retalling for under $100. Thi
, we were the firss 1o introduce highe
quality, PC polarized products for less
than £25. We're also going to launch a line
of versatile reading glasses with magnetic
sunglass clip-oms, which will make us the
first in the under$30 category.

With this kind of volume, we're
able to provide better products ar lower
costs tham oar comipetilons.

Has the economic downturn af.
fected your business?

In 2003 we accomplished all our
financial objectives, We achieved our
profit targets and positioned our company
for grometh, We finkshed the year with o
net debt down 80 percent and e higghiest
oquity-capital base in the comy
wory. Qur business is balanced, and we're
poised 1o ke advantage of the econ
TNY'S FECOVETY.

What does it take to be a suc-
cessful CEO roday?

The CEO's function is 1o prowide
strategic vision for the company and w0
ensure that all individuals and teams ar
on board with that vision and have the
nEressary resouices 1o achieve i

My role at FosterGrane is 1o gpear
head aggressive growth. To accomiplis)
this, we devised a new corporate plan
which includes aligning departmental
woals and increasing stall where apprope
are. Our objectives are 1o build a prol
Itabde, global optical company and to gros
our jewelry business by expanding ou
brand poniolio and product range, scccss
ingg mew distribution channeds, and therely
reaching new consumers. Currenily, &
percent of our business is domestic, bui
we still see significant growth opponn
tes in the United Seates, Our intemationa
division contribute: y 20 percent «
overall sales, yeu it's more profitabls
Therefore, we're aggressively looking 1
boiac g glolel presence.

Personally, | have a democratic mar
agement style, which I believe is very
important to our future success. As the
CEO, I've lI.Lu-Iupr:I a clear vision «
where the company is and where it ooul
wo. Then, 1 work with my management
team o set clear and measurable interms
dizte and long-range goals. Ultimately, we
collectively believe in the mission becaus:
we created it as a team, @

A sy of A FosterGrant s iicle proctesct aféring
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