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“With ‘CLAIM 5,’ we have introduced the right strategy at the right time. Thanks to the dedication 
and passion of our teams, we celebrated an impressive comeback and delivered exceptional 

results. This will enable us to reach our mid-term financial ambition of EUR 4 billion already this 
year, two years ahead of plan. And we have everything needed to continue our success story. That 
is why today we are increasing our top- and bottom-line ambition. We aim to achieve revenues of 

EUR 5 billion and an EBIT margin of at least 12% by 2025.”  

Daniel Grieder, Chief Executive Officer of HUGO BOSS AG, June 15, 2023 

 

Christine Kröber, an MBA intern at HUGO BOSS, was still in awe: just a few days after starting her 
internship, she had been allowed to accompany her boss to a meeting with Daniel Grieder, the 
chief executive officer (CEO) of HUGO BOSS. During the meeting, the CEO and several top 
managers reviewed the company’s progress in implementing its CLAIM 5 strategy. After the 
meeting, Christine received an assignment: First, she had to analyze HUGO BOSS’s supply chain 
and develop two ideas for increasing traceability and sustainability. Second, she had to develop a 
basic implementation approach, including material/component coverage, IT solutions, changes in 
sourcing and supply chain setup, potential pilots, and a communication plan. On opening her 
laptop, she realized that she had to review 500 MB of files to familiarize herself with all the relevant 
information. She knew that, in an environment of increasing geopolitical tensions, growing 
regulations, and shifting consumer preferences, as well as multiple social and environmental 
scandals (especially involving fast fashion brands), the fashion sector was facing an unprecedented 
challenge. Nevertheless, she was thrilled to have the opportunity to find solutions. 
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Company1 
HUGO BOSS, headquartered in Metzingen, Germany, is a leading global fashion and lifestyle 
company in the premium segment, offering high-quality apparel, shoes, and accessories for 
women and men. It was founded by Hugo Ferdinand Boss (1885–1948).2 The company faced ups 
and downs during its first few decades of existence. Under the guidance of the founder’s son-in-
law, Eugen Holy, in 1950, the first orders for men’s suits came in, and business started to increase. 
In 1960, the first off-the-peg men’s suits were produced, laying the foundation for the group’s 
future success. In 1969, Eugen Holy’s sons Jochen and Uwe took over the company and began 
molding it into an international fashion group. In the early 1970s, the BOSS brand was launched. 
In 1985, the group was listed on the stock exchange in Frankfurt. In the following years,  
HUGO BOSS continued to grow by expanding into footwear and accessories and by adding HUGO 
womenswear in 1998, followed by BOSS womenswear in 2000. Furthermore, 2004 marked the 
beginning of “BOSS Selection,” positioned above the BOSS brand. In 2007, HUGO BOSS was 
acquired by Permira, a private equity firm. In 2008, the group opened its first online store in Great 
Britain, and in 2009, the “BOSS Selection Tailored” line (handmade tailored suits) was launched. 
Four years later, it was merged with the BOSS collection. In 2015, Permira sold its shares, and the 
company developed a new two-brand strategy, HUGO and BOSS, which was launched in 2017.  
In 2019, HUGO BOSS joined the Dow Jones Sustainability World Index. In 2021, with Grieder as its 
new CEO, the company launched its growth strategy, CLAIM 5 (see Exhibit 1). This was followed 
by the launch of its digital campus in 2022. By the end of fiscal year (FY) 2022, the new strategy 
started to show strong results, and Yves Müller, the chief financial officer (CFO), reflected, “Our 
stellar performance in 2022 is even more remarkable considering the high level of macroeconomic 
and geopolitical uncertainties, including global supply chain disruptions, the implications of the 
war in Ukraine, and pandemic-related restrictions in China” (see Exhibits 2, 3, and 4). 

By 2023, the HUGO BOSS Group consisted of HUGO BOSS AG, headquartered in Metzingen, and 
65 consolidated subsidiaries. Of these, 41 were organized as distribution companies, and four 
were production companies. In line with German legislature, the group had a two-tier board 
structure, with a management board responsible for managing the group and executing group 
strategy and a supervisory board to monitor and advise the management board. All key 
management functions (see Exhibit 5) were based at the headquarters in Metzingen.  
The company had 16,930 employees in 2022, with an overall average age of 36 years (a decrease 
from 37 in 2021). Furthermore, it had a 60% female workforce, with 50% of all management 
positions held by women. Most employees worked in Europe, Middle East, and Africa (EMEA), 
with a significant number in Germany. (75%). The functional split was 50% working in the 
company’s own retail business, sales, and marketing; 27% in production; 12% in administration; 
7% in logistics; and 4% in research and development (R&D). The company had a global 
recruitment strategy and offered apprenticeships and dual-study programs to attract young 
talent. Internships and “HUGO BOSS Career Lunch” were the other strategies utilized to attract 
talented individuals pursuing their studies. 

HUGO BOSS AG pursued a two-brand strategy: BOSS and HUGO. The BOSS brand defined its 
target segment as “consumers who lead a self-determined life, show a clear attitude, and pursue 
ambitions with determination, embodying the motto ‘Be your own BOSS’.” It expanded into the 
casualwear segment to attract new, younger customers while retaining its strong presence in 

 
1 Large parts of this section are based on the 2022 annual report of HUGO BOSS. 
2 For more details about the early history of the company, please refer to a study by independent historians that was 
published in 2011. The company was not involved in the research or the writing and had no influence on the study’s form 
or content (available here). 
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formalwear. The HUGO brand was the first point of contact for younger consumers, offering a 
broad range of trendy and modern products in an authentic and unconventional style. It kept its 
finger on the pulse of the Zeitgeist and focused on relevant product groups, such as denim, 
jersey, bodywear, and outerwear. Within both HUGO and BOSS, different colors of the logo 
identified different brand lines (see Exhibit 6). The company launched four collections per brand 
every year, as well as occasional capsule collections and collaborations with well-known brands 
or personalities (e.g., Porsche, NBA). 

Design and development 

The design and development of HUGO BOSS brand collections were mainly carried out at the 
group’s headquarters in Metzingen, whereas development centers in Coldrerio (Switzerland) 
and Morrovalle (Italy) were responsible for specific product groups: Coldrerio for shirts, 
knitwear, shoes, and accessories and Morrovalle for high-quality shoes and leather accessories. 
HUGO BOSS also granted licenses for the development and distribution of products such as 
fragrances, eyewear, watches, children’s fashion, and dog accessories, in return for royalties. 

The product development process had four distinct stages: (a) design, (b) pattern design, and (c) 
technical product development (all three were part of R&D), followed by (d) sourcing and 
production. The design stage took into account brand strategy as well as global mega and fashion 
trends, in addition to considering the sell-through rates of previous collections and gathering 
feedback from wholesale partners. To increase speed-to-market capabilities and shorten the 
product development process, the company emphasized digital product development. In 2022, 
approximately 55% of its products were developed digitally, with the aim of reaching 90% by 2025. 
To achieve this goal, it had invested in improved product simulations, avatars, and in-house 
training courses for 3D competence, aimed at developing a true digital mindset with an end-to-
end understanding of digital processes. This approach started with design (shortening the design 
cycle) and subsequently extended to supply chain (increased flexibility and shortened lead times) 
and distribution (selling collections to wholesalers via digital showrooms or via the “virtual try-on” 
at hugoboss.com). Grieder stated, 

The digital transformation of our business model is vital to achieving our goals. Our Digital Campus 
continuously collects and analyzes data to better anticipate trends and our customers’ needs, 
manage production volumes accordingly, and manufacture the right products. This enables us to 
respond even more flexibly and rapidly to any change in customer demand in the future, while 
directly contributing positively to our sustainability efforts. After all, the better our products meet 
customers’ needs, the lower their impact on the environment. 

Sourcing and production 

Regarding its operations, HUGO BOSS emphasized the sourcing and production of high-quality 
products while simultaneously aiming for increased resilience, efficiency, and flexibility. In FY 
2022, approximately 86% of HUGO BOSS’s products were sourced from external contract 
suppliers or procured as merchandise. Partner operations were mainly located in Asia and 
Europe. The remaining 14% of the sourcing volume was produced at its five production sites: 
Germany (Metzingen), Italy (Morrovalle), Poland (Radom), Switzerland (Coldrerio), and Turkey 
(Izmir). Izmir was the largest operation, having four factories and representing 12% of the global 
production volume (overall). The company was expanding its own production capacity to 
facilitate greater independence, react more quickly and flexibly to changes in customer demand, 
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