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Dishnguisha]ole |

—actors

e Punk aesthetics (Safety pins, ripped
fa]oric)
e Bold prints and patterns

Environmental activism (eco-friendly)
e British heritage
e Rebellious (slogom themes)
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Target Consumer

e Like unique pieces

e Bold, punk s’ryle

e Sustainable and eﬂqicaﬂy aware

e Consumers that want to buy
expensive, high—quqhty items that

will last
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make it last’
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Famous Collaborations
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Vivienne Westwood x Palace Vivienne Westwood x Burberry _
2024 2018 Vivienne
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Sustainable Initiatives

o . T - '
ﬂ"SaTEWl’ e Environmental supporting

- | k. foundation

e Launched recycled collection

. Encouragement of waste
reduction with rental clothes

system
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S':rengﬂrls

e Unconventional designs

e Use of sustainable

materials

WQQkHQSSQS

e [ imited glo]ocﬂ reach

Compared to other brands
e Perceived too much

unconventional ]oy people
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Positioning

High Price .
High-end _ e Rebellion and 1uxury
ek GuCCl
HEPIEF}\EE d -
Dior : ® RO_ 1calism
MasonMargiels  Awgriy  Chloé |
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e
Premium e [rreverence

©  pagoni

Low e Product Strategy

Sus‘l*ainubihfy Susfainabili’r)/

PEOPLE TREE

e [imited editions and Exclusivity

iass e Collaborations (artists, brands, and
#M orgqnizoﬁions)
SHEIN e Social messaging
low Price Fig2is illiom oW 228 o Customer engqgement
e Premium price strategy x
Vivienne
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Pricing Strategy

° Luxury pricing

e [ imited edition collections
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Markehng Strategy

e Close to social media
e Collaboration with influencers
e Promotion of collection

° Provoking camipaigns
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Channel Stroﬁregy
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Evolution into 2025

Expansion into the beauty

industry

o The beauty industry
generates over $100
billion in revenue

worldwide.
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