
EDITORS’ NOTE In April 2003, Joe 
Gromek assumed his current role 
at Warnaco Group, Inc. Formerly 
the President and CEO of Brooks 
Brothers Inc., from 1996 to 2002, 
Gromek has also held senior man-
agement positions with Saks Fifth 
Avenue, Limited Brands, and Ann 
Taylor Stores Corporation. He is a 
member of the board of directors of 
Volunteers of America and a mem-
ber of the board of governors of 
Parsons The New School for Design.

COMPANY BRIEF The Warnaco Group, Inc. 
(www. warnaco.com), designs, sources, and 
markets a broad line of intimate apparel, sports-
wear, and swimwear worldwide, under brand 
names including Warner’s, Olga, Calvin Klein, 
Speedo, and Chaps. Warnaco’s products are dis-
tributed domestically and internationally, pri-
marily to wholesale customers through multiple 
distribution channels.

How does Warnaco sustain growth during 
challenging economic times?

at the beginning of the retail consolida-
tion cycle, we identifi ed a desire to reduce our 
dependence on the u.s. market, and two and a 
half years ago we acquired the rights to calvin 
Klein jeans and accessories in europe and asia. 
that acquisition was transformational. it allowed 
us to accelerate our international expansion and 
positioned us with a global platform to support 
those calvin Klein businesses and others. also, 
as part of that acquisition, we changed our 
composition from being a u.s.-based wholesale 
company to having a large retail component. 
in 2007, 18 percent of our business was con-
ducted at retail, and we believe that can grow 
to more than 20 percent in 2008. today, close to 
half our business comes from outside the united 
states, and over the next three years, we believe 
europe has the potential to be a larger business 
than the u.s. for warnaco.

How strong has the Chinese market 
been for you?

the asian market has been very strong 
for us. in the second quarter of 2008, reve-
nues grew 42 percent in asia. we now own 
and operate more than 48 calvin Klein Jeans 
and calvin Klein underwear stores in shanghai 
and beijing, and we’re very pleased with the 
operation and growth initiatives. through both 

warnaco-owned operations and third-
party distributors, we expect to open 
seven calvin Klein Jeans and/or calvin 
Klein underwear stores per week in 
china over the course of the balance 
of the year.

Of all Warnaco’s leading 
brands, how much of a focus is the 
Calvin Klein brand?

today, calvin Klein is the most 
dominant part of warnaco’s portfolio. 
it accounts for 70 percent of total rev-
enues and is the fastest-growing part 
of the business. we estimate that over 

a fi ve-year horizon, our calvin Klein properties 
will grow by 15 percent per year on average, 
and will double in scale from $1.2 billion in 
2007 to $2.4 billion in 2012.

What directed your international strat-
egy two and a half years ago?

we identifi ed several acquisition opportu-
nities, and at the very top of the list was calvin 
Klein Jeans in europe and asia. we already ran 
the underwear business, and we were operating 
the jeans business in north america. by con-
trolling calvin Klein Jeans worldwide, we felt 
we would have signifi cant synergies in terms of 
the product, design, and costs. in addition, we 
felt our experience in the category and existing 
international infrastructure would help mitigate 
some of the risk factors, including managing a 
business from its italian offi ce 2,500 miles away 
and the cultural differences between private and 
public companies. we were fortunate, because 
the team we acquired was high caliber. the en-
tire team stayed with the business, performed at 
a high level, and exceeded our expectations.

Does the fi nancial community under-
stand where the brand is going?

the investment community believed the 
strategy was sound. on the basis of our team’s 
ability to execute and the business’s perfor-
mance, we believe our key strategies are well 
understood, and our shareholders have been 
rewarded.

Are you satisfi ed with your range of 
categories and the number of brands in 
each of those segments?

we have four businesses. calvin Klein is 
the largest at two-thirds of our business, and 
our heritage brands – speedo, chaps, and core 
intimates [olga and warner’s] – make up the 
remaining third. speedo is a leader in the swim 
category, chaps is well positioned in the mid-

tier, and warner’s and olga are both profi table 
businesses. because our businesses generate a 
considerable amount of cash, we are in a posi-
tion to pursue another acquisition. we would be 
interested in a global lifestyle brand that would 
allow us to fully maximize our existing global 
infrastructure.

How critical is the Warnaco Foundation 
to the values and culture of the brand?

one of our challenges as a global com-
pany is establishing core values that are under-
stood by all and that our entire company can 
rally around worldwide. within our core values, 
we developed a series of concepts we believe 
are very important to being successful within 
warnaco: you have to perform at a high level 
and excel while being respectful; collaboration 
is absolutely key; leadership is very important; 
and innovation is fundamental. our team is 
very excited about these values. in conjunction 
with that, in 2008 we launched the warnaco 
Foundation with the mission of focusing on 
children and education in the united states and 
around the world.

Have things progressed as you expected 
when you took on this role in 2003?

our team has performed better than i 
could have imagined. through sound strategy 
and great execution, we’ve been able to provide 
our shareholders with real value during diffi cult 
economic times.

Have you been able to attract and re-
tain the talent you need on a global basis?

that has been the key to our success. 
we’ve been able to excite people about what 
we’re doing here and recruit some of the best 
people in our industry. i’m fortunate to have 
colleagues with me who are legendary within 
the apparel retail arena. in addition, we’ve de-
veloped programs to further enhance, develop, 
and promote talent internally, as well as recruit 
externally.

With Warnaco’s global focus, how chal-
lenging is it to achieve a work/life balance?

technology has advanced so dramatically 
that you can be connected to the global busi-
ness 24/7 without physically being in any par-
ticular location. one of warnaco’s core values 
is respect, and we are respectful of people’s 
time. For example, there is no perfect time if 
you want to have a global meeting, especially 
since we operate in so many countries and time 
zones. so we’ve learned to be innovative – 
we’re a very fl exible group.•
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