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EXECUTIVE
SUMMARY

‘ RESEARCH METHODOLOGY TABLE

Fashion has always been a way to express emotions, to tell a story, and to ‘ Research Method Description Type of Research (Qualitative,
. . ) _ .. . Quantitative. Primary, Secondary)
express artists thoughts. This report wil review storytelling in fashion, and
Interveiw Interview with Natalia Zguovska- Worldwide Primary Research
the importance it holds within the industry and the consumers' eyes. An retail merchandising manager
for Celine

andysis of Celine and its competitors, including customer segmentation , ,

) Questionnaire/ Questions have been sent ocut to the targer Primary Research
and an overview of the womenswear market. As well, this report includes SUrvery Sickence in arder to gather infarmetion and

insight. | have gathered 51 answers from

a proposal for the new marketing srateqy and advertising campaign for the different demographics

g : : i . Focus Gro largeted questioning within a small grou Qualitative Research
Celine AW20 Collection, with a mockup for the social media pages as well | Al L 4 B Froup Q e
a short video of the campaign. This report wil also analyse the budgets M Onine Research Use of online resources and information, to Secondary Research
- !
" gather as much data as possible
and marketing strategies and will conclude with recommendations .

' Jfflire Research Use of books and publshed articles, as well as Secondary Research

physical visuals for gather data and information

naustry Talks Industry talks with key people in the fashion Primar v Research
industry, used o gather insight and knowledge

about the industry

!

| L (10 Magazine, 2018) \
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CELINE

1. BRAND
INTRODUCTION

The year was 1945, Celne Vipiana, not even 3o-year-old at the time, has abeled her
brand with her name. The brand started as a made to order shoe service for children,
and later Vipiana's boutiques have spread through Paris. Not long after, she has created an
"Haute Couture” collection for kids footwear, and with the success, extended to women's

footwear

During the 1960s, Celine created the first line of leather goods and accessories, before

she moved towards the design of a "Sportswear” collection in 1968

“At this time, Celine became to stand for the ldea of Parisian Chic, with savoir-faire and
the finest quality materials™ (Celine, 2020). Celne Vipiana remained the creative director of
the brand until 1996 when LVMH acquired the brand for $540 Milion. LVMH has managed
to take the brand to meet new heights of popularity. Folowing Celine Vipiana's death,
Michael Kors was appointed the creative director. After Kors left the brand, folowed two
creative directors who were considered as unsuccessful Roberto Merichetti, and Ivana

Omazic. (Mame Fashion Dictionary, 2017)

In the year of 2008, the British designer Phoetl Philo was appointed to be the new
designer. Philo focused on womenswear, materials and craftsmanship. She ultimately
made Celine rise In the luxury market. After 10 years with the brand, Philo has parted

with the brand and the spirit is held by the artistic director Hedi Simane

Celne's designs showcase the endiess possibilities of French craftsmanship. celebrating

heritage and history
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1.2. FACTS

O [ \
D \ 1

1.1. MISSION
STATEMENT

CEO 150

Celine does not have an official Severine Merle Stores worldwide

mission statement. Researching

style, designs, statement and

storyteling, values and the core

(- @ O ¢ ®

philosophy of the brand, the =
mission statement could be: Creative director channels
Hedi Slimane www.celine.com
@ cCeline
"The meticulous possibilities of French craft
within the Celine wardrobe - to be synonymous , @
Location:

with both elegance and creativity, to blend

16 rue Vivienne in the 2nd
tradition and innovation." arrondissement of Paris at

the Hotel Colbert de Torcy




2. STORY TELLING IN FASHION

Fashion has always been a way to express emotions, to tel a story, and to express
artists thoughts

Fashion is a form of escapism for many, for the people who consume fashion and for
the designers. According to James Warren, founder of Share More Stories, "Storyteling
s a fundamental human experience that unites people and drives stronger, deeper

connections” (Whitler, 2018),

Fashion brands who advertise to the public who they are, thelr values are and how they
want their clients 1o be a part of their creative process and journey, helps the client
feel closer to the brand and feel the authenticity of the company. Gaining authentic
consumer engagement is best done through storyteling (Lundqvist, et al. 2013).

Fashion designers and fashion brands ae developing the art of creating fascinating

imagery and storyteling that instantly catch ther client’s eye.

In a BoF panel caled "BoF and Disney on The Power of Storyteling” (2016), participated
some of the industries most influential people. mran Amed CEO of BoF, Geoffroy de La
Bourdornaye President of Chioe, Sandra Choi Creative Director of Jimmy Choo, Sussana
Lau founder of Style Bubble and Sebastian Manes Buying & Merchandising Director of
Selfridges. They were al emphasising on the importance of storyteling in their day to
day. "Everything needs to start with a story. When | work on a collection, the story
wil give the framework - the beginning, the content and the end” said Sandra Chol
They have all had the power and experience of appeaing through the power of strong

storyteling, (Business of Fashion, 2016)

But how do you tell, and sell, a good story?




3. TARGET MARKET

3. 1 SEGMENTATION

Behavioural |Psychographic | Geographic | Demographic

Brand Loyalty- Lifestyle- Main Location- Age-
Loyal to loved Shopping behaviours | The 4 major fashion Generation Z and
brands, yet always are often Influsnced capitals - Paris, Millenials
by Influencers and
tries something A . New York, Milan and
social media, always
new and supports look for classy and London, As wel as Los Gender-
smal designers. timeless pleces. Angeles Female
Favorite brands are
Saint Laurent, Chioe, Values- Population- Natlonality-
Burberry, Fendi, Isabel Conscious living, Paris- 2.4M Worldwide
Marant, The Row and sustainability, high New York- 8.4M
Celine qualty Milan- 1.3M Ethnicity-
LIwndon- 8M Inclusive
Interests -
Fashion, Lifestyle, Occupation-
Technology Fashion, Business, Tech
Soclal Class - income-
Working middle class. £30,000-£85,000
Family size-
Avg. 2 Kids.
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3.2 TARGET CUSTOMER &

Celre’s taget consumer consists of Generation Z and the Milenias
Both qeneratiors ae techrsavvy, they both grew up with
technalogy in ther hand they both aso know what it s ke not

have techrology at a and enjoy the simple pleasures in life

Thek age ranges from 20 to 45 years, these women are

entreprenewr s, business leaders that lead the ife they want

NAME: Adreana Orbit

AGE: 32

OCCUPATION: CEO of her own fashion consultancy agency
LOCATION: Los Angeles

SOCIAL STATUS: Upper middle Class

MARITAL STATUS: Married + 1

FAVORITE BRANDS: Saint Laurent, Chioe, Burberry, Fend,

Isabel Marant, The Row

BIO: Adreana Is a driven entrepreneur, she has bullt her
own business when she was Just 25 and has since just
become bigger and better. She loves traveling and belleves
in treating herself to rice things, as she has worked hard
for those things she loves

She enjoys wine nights with the girls, and the occasional
party. She is always front row at the most luxurious fashion
shows and knows everyore in the industry

She loves her basics and classical items, yet aways has

that specid item that makes her outfits pop

-
/-

-~
,

b
A
Thelr shopping behaviours are often Influenced by nfluencers
and social media, yet also always ook for classy and timeless

peces They come for a financlaly stable background, high

educations and consdous living standards

THE ROW

SAINT LAURENT

PARI

® |SABEL MARANT
FENDI
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6. CELINE COMPETITOR ANALYSIS

»

1\

The 4 competitors chosen as Celine's main
competitors are Saint Laurent, Bottega Veneta,
GCivenchy andFendi. These brands havebeenchosen
after doing primary and secondary research to|
support this. After conducting my survey (See
appendix), | have found that most participants
felt these four to be the main competitors. As

well, after a secondary analysis, these 4 brands
have the most in common regarding style, design,
mission and price point.
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. SAINT LAURENT 2 BOTTEGA
PARIS VENETA

Yves Saint Laurent has founded the house under his name in
1961. He popularized the innovative take on women’'s attire. His Bottega Veneta, The "Venetian shop”.
designs were inspired by the structure the feeling of power
that came with menswear. (Saint Laurent, 2020) Founded in 1966 in Italy. Bottega Veneta has evolved to be one of
the most distinguished luxury fashion brands (Bottega Veneta, 2019).
1999 - The fashion House of YSL was purchased by the Gucci
Group and Tom Ford was appointed designer. In 2005 Stefano In 2001 - Bottega Veneta was acquired by the French conglomerate
Pilati was the creative director, until 2012 when Hedi Slimane Kering.
was appointed creative director (Bannerman, 2018).
On the 1st of July 2018, Bottega Veneta has announced their new
In April 2016, Anthony Vaccarello was appointed as the creative director the British designer Daniel Lee (Radhika, 2018).
Creative Director of the house.

22
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«G|IVENCHY

The house of Givenchy was founded by Hubert de Givenchy. The
designs of the atelier rose to the top of the fashion industry. Audrey
Hepburn is known as the brands most famous promoter. Hubert de
Givenchy's successors have included John Galliano, Alexander McQueen,
Julien MacDonald, and Riccardo Tisci (Givenchy Paris, 2020). Since spring
2017, Clare Waight Keller has been the artistic director of the house.
Until the 10th of April, 2020 when she and the house parted ways
(Fernandez, 2020). During the month of June 2020, Givenchy appointed

Matthew Williams as creative gl

«« FENDI

ROMA

Adele and Edoardo Fendi launched the fashion house in 1925, as a
leather and fur shop in Rome, Italy,

Karl Lagerfeld became the creative director of Fendi in 1965. Silvia
Venturini Fendi joined the fashion house in 1994 and is the creative
director for accessories and men's lines.

The brand is known for its craftsmanship, elegance, innovation, and
style. In 2001, the LVMH group has acquired Fendi. (Fendi,2020)

Ferd. 20201
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6.5 COMPETITOR OVERVIEW

SANT LAURENT
NAME
YEAR
1961
FOUNDED
CREATIVE Anthony Vacarelo
DIRECTOR (kering.com,2020)
CEO Francesca Belettini
(kering.com,2020)
o Paris, France
ORIGN
PRICE POINT £10-£16,720

BOTTEGA VENETA

Daniel Lee

Claus-Dietrich Lahrs

Vicenza, Italy

£115-£23,510
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GIVENCHY  FENDI ROMA

1952

Matthew Willams Silvia Venturini

Fortunato

Paris, France

£95-£10,975

1925

Rome, italy

£140-£7,600

6.6 COMPETITORPOP POD

CELINE SANT LAURENT
PoD
French craft.
French craft authentic, thanks
10 Its unique
ol history in the world
both elegarce and of couturs and
creativity; blendng  fashion (kering.com,
tradition and 2020)
innovation. (LVMH, pOP
2020) Quality, Elegance,
creative, traditional
£oD
Aged 20-50
Luxury, premium
fashlon conscious,
income. ‘D:h.g\ eoe
Luxury premium,
Savvy.
Ages 25-45 Y
independent. Hgh
income.
PoD
Beauty
RTW, Shoes, Bags, pop
Accessories, RTW, Shoes, 8
RNy, Lagine Accessories,
goods, Eyewear Jewellery, Leat!
goods, beauty,
eyewear
PoD
WeChat, Line
nstagram,
Facebook. Youtube POP
Instagram,
Facebook, Youtube,

26

BOTTEGCA VENETA GIVENCHY FENDI ROMA
POD PoD POD
Rallan cuture with Bold prints Quality, tradition,
a global outlook. blended with experimentation
Embraces a core timeless ines; & creativity,
philosophy of rich fabrics with (Fend Roma,
Irmovation and aristocratic 2020)
uxury (kering.com, elegance.
2020) (Givenchy, 2020)
POoP BOP PoP
qualty, Lupary, Qualty, Timeless Quality, tradition,
timeless, clegance.  Ines, clegance. creative
POD POD POD
Socia media Grudge Less
presence Aged 24-50 envirormentaly
Aged 20-45 cautious
Aged 3560
eQpP eQe eQP
Luxury premium,  Luxury premium, Luxury premium,
independent. High conscious, conscious,
income. grudge, Independent.
Independent. High Income.
High income.
PoD PoD PoD
Home Beauty Books, Fur
POP POP PoP
RTW, Shoes, Bags, RTW, Shoes, RTW, Shoes,
Accessories, Bags, Bags,
Jewelery, Leather Accessories, Accessories,
goods, home, Jewelery, Jewelery,
eyewear Leather goods, Leather goods,
eyewear, beauty books fur,
eyewear
POD POD POD
Tilok
POP .2 PoP
rstagram, Facebook, Facebook,
Facsbook, Youtibe | coutube, Twitter Youtube




6.7 DIGITAL COMPETITOR ANALYSIS

Calculations can be found in the Appendix

INSTAGRAM FACEBOOK TKTOK

Followers- 7.8M
Folowers- 3M

SAINT Following- 1 ) Followers- 61
Likes- 3M
LAURENT Posts- 1281 Videos-3
Engagement- 0.7371
Followers- 2™
BOTTEGA Fdllowing- 0 Folowers- 793K N/A
VENETA  Posts- 135 Likes- 788K
Engagement- 1860
Fallowers- 14.3M
Following- 1 Folowers- 2.M Followers- 7
GIVENCHY
Posts- 3829 Lkes- 27M Videos-0
Engagement- 0.1658
Folowers- 15M
FENDI Folowing- 5 Folowers- 2.9M N/A
ROMA Posts- 5995 Lkes- 2.9M
Engagement- 0.17566
Folowers- 2.3M
Folowing- O Folowers- 25K
CELINE ) N/A
Posts- 531 Likes- 23K

Engagement- 0.7828
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YOUTUBE

Views- 65M
Subscribers-93K
Videos- 106

Views- 6K
Subscribers- 24K
Videos- 2

Views- 3.9M
Subscribers- 62K
Videos- 34

Views- 24M
Subscribers- 97.3K
Videos- 221

Views- BEOK
Videos- 30

Low Visibility

6.8 POSITIONING MAP

High Price

GIVENCHY

avrd

HERMES

PARIS

CHANEL

BOTTEGA
VENETA

FENDI

CELINE cucc

Alexander

McQUEEN

SAINT LAURENT

PARIS

High Visibility

JACQUEMUS

Lower Price

Chloé

THE ROW
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7. MARKET
OVERVIEW:

womenswea

7.1 The womenswear luxury
market is ever evolving and
changing.

Tiffany Hogan, Kantar Retall senlor apparel analyst, states that "The biggest
challenge Is that the womenswear market Is very overstocked. There is just too
much out there.. The rate of change Is incredbly fast. It's difficult to predict
what shoppers will want next month..". And while the Increase In offerings,
womenswear shoppers are always on the hunt for newness. Consumers are
making smarter choices and purchase decisions. The consumer today, needs to
feel a connection to the brand that they purchase from. They are looking for a

brand to offer them something that no one else can offer. (Sutherland, 2019),

More so, uxury companies are expanding their lines, creating brand extensions,
while consumers become more demanding and sophisticated, The younger
customers are boking for experiences while also focusing on essential purchases.

This is the cause for luxury brands embracing their fun and creative side

Tech, sustainability and social media branding and strategies are entring the
women's retal market, causing an increasing amount of competition across al
channels. These factors have the largest effect on the womenswear market and

the entire industry (British Fashion Council, 2020).




8. PESTLE Analysis

PESTLE Analysis is used in marketing. It gives an overal view of the environment from dif ferent
angles of the industry (Pestle Aralysis, 2020) The table below demonstrates PESTLE Analysis.

Economic

The EU has "Free trade agreements” with countries worldwide.
Besides the usual preferential tariff treatment, these agreements
also include trade facilitation and rule-making in areas such as
irvestment, intelectual property, govermment procurement,
technical standards and sanitary and phytosanitary issues (Trade

, 2020). European luxury brands enjoy these benefits,
ﬂmofhbﬁggastadvmugassmcanuy'sum
trade agreements. Not only does this make it easy to import
raw materials but also export the finished garments within the
EU. This means that Celine and other brands can send their
merchandise across the world with little effort and for a low

cost.

While the economy is still recovering from the impact of
2008 recession, and the latest Corona Virus pandemic in Mar
2020, more and more people have started thinking about
necessities and a better, more efficient way to use their money.
This situation of financial uncertainty has caused an expansion of
rentable clothing, second-hand shopping, and more high street
chains that have adopted the “eco-friendly" productions. MM
one of the major effects seen after COVID-19 hit is that the
Consumer confidence in the UK has dropped (Fashion Revolution,
2020). The chart below shows this statment

31

SOcC

Technological

Population growth, age distribution, health consciousness, career
attitudes and more affect this factor. The fashion industry is
one of those industries that may be most affected by the
impact of socio-cultural trend. COVID-19 has brought to effect
that ca&msnmoreconcemedmmmahmom{
hterestedhwhattheyaemyhgandtrywcmmless.j
This may lead to a great interest in materials used, origin and
processing method. As wel, since the pandemic, there had
been a bigger demand for transparercy and accountability
behalf of the fashion industry. OW

Onoecmberlst.ZOﬂnwasptﬂsftedmatCQhewmldm
towards an e-commerce presence (White, 2017). This came
after years of the brand avoiding e-commerce. It Is estimated
antonhepudmcswﬂhhﬂnhn:ymhtwlgowby
more the 25% and Drapers have stated that, while most luxury
retallers have a strong mobile presence, apps are another great
way to approach the younger generation, finding over 70%
participants regularly purchase via mobile apps. (Wong, 2019)

Celine's online presence is still not as strong as their competitors
and they have a lot to do to strengthen their social media and

e
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Legal

Environmental

counterfeiting is a form of consumer fraud, it is
product is #legally made in a way that resembles the
These items are usually lower quality, lower price and
not be authenticated (Wrexham, 2020). Counterfeiting has
large mpact on al luxury brands including Celine. This act
ffects the brands’ sales, image and exclusivity. In addition tq
counterfeiting issues luxury brands have, many of them
ace the problem of high street brands copying their designs
offering them for a lower price point for the high street
shopper. This devaues the brand and its products

The ervironmental impact of the fashion industry is increasing
each year.
We see a decaease in mass production and the number of
seasons some brands showcase in. The increased awareness
around materlal sourcing could impact the sales of leather goods.,
More and more brands, such as Stella McCartney, commit to
cruelty-free leather and ethical sourcing, and in a matter of
years ethical materids wil take over the market. It Is now
Celine's chance and time to take the envirormentaly friendy
market and ease to the market. As well in Celine's publicly
visible "Modemn Slavery Statement” the brand stated "CELINE's
committed to act with integrity in all their business dealing and
to promote ethical conduct"”. Celine.com (2019)

Page 18 of 48
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9. SWOT ANALYSIS
OF CELINE

- Strong brand identity

- Loyal customer base

- New creative direction lead to a new and
younger perception of the brand

- High-quality craftsmanship

- Strong presence in leather goods

- Personalised experience

- Weak online and socdial media presence

- Old Celine lovers vs. New Celre lovers

- Non-vegan options regarding bags and shoes
- Large competition

- Suspension of normal production and diversion
of resources to produce health care products,
during Covid-19 pandemic, might cause a delay
in returning to normal operations. (Ouyang,

2020)

_\,Av/

- New creative direction leads to bigger opportunities
to develop and expand

- COVID -19- companies stil have the opportunity to
emerge stronger, bigger and better imnovative and
purposefd. (D'Arpizio, et d., 2020)

- Elevate the brands status in print - Households of
over 45 years old, are considered where the money
to the luxury world comes from - they are actively

subscribed to print publication, more than those

under age of 35. (Danziger, 2019)

- Product counter feiting

- COVD- 19 - Sales could fal up to 35%

(D' Arpizio, et al, 2020)
Conspicuous Consumption- Mainly by the

younger market who are “scaling back to reduce

waste and minimize what they consume.”

(Darziger, 2019)

- Second Hand and Re-Sale market

(Danziger, 2019)

- Global Warming activist - anti leather activism




10. STRATEGY

CELINE

10.1 Marketing Proposal -
Offline

[7‘!8 AW20 Campaign for Celine wil be aimed and focused mainly on Online. In order|

to stay as sustainable as possible in order to achieve a higher reach. Due to COVID-19
‘pandemic, Offine marketing in the year of 2020 has been very weak. Consumers|
have been at home for months, and have not been able to access offine physic4

vertisements. Focusing mainly on the online, and how to bring a bigger audience to|

the online,

Folowing the ending of the global Pandemic, Celine will showcase the
campaign with campaign photos over bus-stops, bilboards, buses and
more as a teaser. The main event will be a vintage-inspired "Party”
where the attendant wil be able to see the colection with another

runway show and get a "private” performance from Mick Jagger

The event will be exclusive and highly taked about.




10.2. Marketing objectives of the
advertising campaign

AMS

1 To build up brand equity by enhancing brand engagement and
increasing loyalty within the UK and EU market

2. To attract both new and old customers, local and international by
showcasing a new approach o Celine, and by showcasing an al-time
favourite love story and persona (Mick Jagger and Marianne Faithful)

3. To regain relevance in the dients’ mind, by emphasizing the
brands' values and new style and approach.

MARKETING OBJECTIVES

MARKETING OBJECTIVES

1 To increase brand equity and engagement through consumer interactions and active
presence in Celine's digital workd.

2. Create awareness through online and offline platforms during the launch of the
campaign and the Marianne Faithful movie. Using both paid, owned and earned media,
using the hashtag #ArchivalCeline and #CelinelsBack

3. To effectively use social media to galn positive feedback from the client. This will
potentidly lead to an increase in brand loyalty.

4. To tell a story of the brand but at the same time of love. Ih this new campaign,
Celire wil be going back to the archives of not only the clothing but of music.

5. Create a desire for the product, for the ifestyle and for the activities that wil be
showcased In the advertising campaign.

6. Increase socia media interactions by returning and new clients by at least 30% by the end
of the year.

7. Improve RO, and measure if the investment in the campaign was worthwhile.

8. To provide a digital experience of trying new designs and get a customised promotion to
enhance online sales.

9. Make the Celine website SEO friendly and easy to reach and find. Increase the use of QR
codes by at least 30% code aound and major cities.

10. Strengthen email marketing and email subscriptions. Celine should send out more newsletters
to the consumers who are subscribed to maintain their loyalty.

N User-generated content: Celine should enable the option of tagging the brand in posts on
soclal media and should engage with the followers. This will showcase a more humane side of
the company and wil help increase the loyalty and gain new customers.

12. Celine should be more attentive and responsive to client needs and questions. By being
more active on socia media and engaging with their followers is a good way to achieve this.

13. COVID-19 was a good opportunity feline to develop their onine presence and reassure their

customers,

14. Pay per dlick advertising, so Celine would appear first in search engines increasing visibility

and awareness

39
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10.3 CAMPAIGN AIM

Page 22 of 48

The inspiration behind the collection is the 60's and 70's,

The Celine archives, Rock and Roll and the revival of

bourgeois classics (Zgurovska, 2020). With this campaign,
| want to extend the notion of Rock and Roll and Love.

l'he tile of the campaign is Culture meets Rock N' Roll,
which is how the concept was best represented and the
cast as well. The main participants are Mick Jagger and '3
a young Marianne Faithfull look at like. Portraying the
dangerous love the two held back in the '60s, the life of
Rock and Roll.
The core of the film is to showcase the new collectionand
s the timelessness, ageless, and genderless fashion it holds.

Theaim is to attract young and older customers. New and

returning customers. Male and Female. Rock lovers and

history lovers. This campaign is aimed at a wide range of
audiences.



PRODUCTION

DIRECTOR

CAMERA

DATE

10. 4 Themeof'the cz‘mepaign MOODBOARD



0.5 Culture meets Rock N' Roll

Mick Jagger & Marianne Faithful
1960's

This shoot will be inspired by the lives and the relationship between the two

The models of the campaign wil be Mick Jagger and a young Marianne
Faithful look alike - Lucy Boynton. Lucy will also be playing Marianne Faithful

in the upcoming film about her life. (Zemler, 2020)

The campaign wil be vintage-inspired, old British, and a love story. Both
menswear and womenswear will be promoted. Some of the shots will be
the two wearing matching outfits, to show the genderless fashion Hedi

Slimane showcases. This is justified by Natalia Zgurovska (See Appendix 20.3)

lhere will be photo recreations of Mick Jagger and Marianne Faithfull which

will be published together.

The music will be the Rolling stones - Sister Morphine, a song written by The
Rolling Stones and Marianne Faithfull
The photographer is David Bailey, who has previously shot both Mick Jagger

and Marianne Faithful, and the Rolling stones CD cover.

Celine's Campalgn is ageless, genderless, and ful of al-time archives.

(Zgurovska, 2020)

"Marianne gave Mick Jagger culture.

Mick Jagger gave Marianne Rock &

Roll."
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10.6 Models for the campaign

Marianne Faithful, 1964

by David Bailey
’

)}

Mick Jagger, 1964

by David Bailey

Mick Jagger, 2020

Lucy Boyton
Marianne Faithful

look-a-like




10.7 Photographer for the campaign DAVI D BAI LEY

Born 1938, David Balley is an English fashion and portrait photographer

David's brother gifted him his first camera, a 35mm Voigtlander and from there,
an Inspiration grew. He has photographed everyone imagnable, from the Queen of
England to London’s Eastenders from fashion, fil, music and art icons. Ih his words:
"The pictures | take are simple and direct and about the person.l spend more
time taking to the person than | do taking pictures." Balley's B&W and cdlowred
photographs broke down barriers of race and dass using their youthful aesthetic,

showing the equality of everyone. (Artsy, 2020)

His mission Is to “capture the pure essence and beauty of our life, to tell a story,
or to communicate an idea” (David Bailey Photography, 2020). During the '60s Bailey

has photographed the album skeve for The Roling Stones and Marianne Faithfull

1" k
To capture the pure essence and

beauty of life, to tell a story, or to

44
simply communicate an idea

- David Bailey
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(David Bailey Photography, 2020)
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10.8 PHOTOGRPAHY
INSPIRATION
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10.9 Shooting budget

Photographer - David Bailey £15,000
Assistant Photographer - £3,000
Agent - 20%
Editor - Post production - £50 p/i
Stylist - £1500
Assistant Stylist - £100
MUA & Hair - Pat McGrath £1,000
Model -Mick Jagger £45,000
Model - Lucy Boyton £15,000
Agency - 20%
catering - £450
Location Permit - London FREE
Song License - £20,000

Approximate Total = £95,500

The total for this Advertising campaign and shooting budget is

£150,000. The amount has been divided by the two

3 (10 Magazine, 2018)
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11. Mark

(Vogue, 2018)

11.1 5S of Digital Marketing

The 5S of Digital Marketing is a framework which reviews and

Speak

Serve

Sell

Save

Sizzle

defines goals. (Smith and Chaffey, 2017)

Get closer to customers by creating a dialogue through web

interactions such as emal marketing Instagram kve and more

Giving the Celine customer extra benefits onfine, and more Information
on sockl meda More photos, more stories and more of the behind the

scenes of the carmpaign

- Crow sales orfine by 0%, while achieving a wider audence through
Mick Ragger, the rock community while aso approaching the fans of
Mick 1agger and Marlanne faithful This could help Celine attract the "Old
Celine” cllent back, while also reaching a new dent. Crowing sdes by
gaining the consumers trust in online purchases, offering free dellvery
ard free retuns

Save Costs on this campaign by onty using 2 models and 1 phaotographer
This campagn wil be an easier shot as there are photo references. The

main budget will go on the Photographer David Baley, Music rights and

Mick Jagoer

- Extercing Celine online by providng a new experierce to the
consumers, by showcasing the campaign on severa platforms such as

Instagram, Facebook, TKick and more. Create a community on Socla

| media



11.2 RACE framework for the Digital RACE framework for the Digital
Marketing Objectives Marketing Objectives

Digital Market tal Marke
Objectives Objectives
1) According to Instagram 9/ Colne shauki try 1 rechice thelr bounce | 7 C#i® curantly has & bounce

rate of 49.99% (Similarweb,

2020) and they shoud aim to

reduce this to 40% as this Is
the industry average.
(wordstream 2020)

(2020), a good benchmark for
Celine 10 achieve In accordance
with a successfu KPl woud be
YSL's account. YSL currently
has 7.8m Instagram followers,
while Celne has only 23M

rate to a lower level as this wil guarantee
better engagement on the website and

hopefuly encourage users to make a
purchase or browse.

1) Celine should make it a priority to reach
more and engage with more people in order

to achieve a larger following and higher
interactions on Instagram.

2) Celine’'s current engagement
rate Is 0.78, higher than YSL

with an engagement rate of
0.73, yet lower than Bottega

Veneta with an engagement

2) According to recent
2) Celine shoud aim to increase engagement  Instagram Statistics, Hashtags

of folowers by encouraging them to use have the power of encreasing 2) Celne shoud try and maximise the

the new AW20 Campaign Hashtag engagement rate, and by doing interactions received organicaly on social rate. o0 1B, e
#WE ARECELINE s0 improving your RO (Chen, media Maximise the number of likes, £ only 10K e,
2020) comments, shares and tags of the brand g¢ o

YSL has 20K average and Gucci
have an average of as high as
100K likes per post.
(instagram, 2020)

3) Celine AW20 campaign will bring Celine a and the.breris pag

chance 10 get the - Ol Celine’ customer

back while also maintaining the new brand  3) According to Similar Web

identity of Rock and Rol and archiva Celine.  (2020), Celine’s curent referra
With the campaign being published the rate is only 150%, while the
same time as the movie about Marianne main referring sites are

Faithful, Celine has a chance to gain referrals nstagram and GQ.com.

from other websites and other locations and

3) Celine currently has an
average visit duration of
3) Celine Shoud aim to Increase the time 00:02:28 compared to YSL with

spent on the website by making the an average of 00:02:45. And
publcations. platform more interactive and more moblle  Gucdi's is 00:03:07, The highest
triendly . out of the 3. Celine should aim
4) Celine’s emal traffic rate is to raise the duration.
at 0.13%, and should am to (Similarweb,2020)

4) Celine should increase the brands

engagement with email marketing being the
lowest point of traffic to the website.

increase the rate to at jeast

0.50%. YSL. emai traffic rate is

higher at 0.48% and Gucci's at
0.55%. (Similarweb, 2020)
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RACE framework for the Digital

RACE framework for the Digital
Marketing Objectives

Marketing Objectives

Digital Marketing
Objectives

Digital Market
ng KPI'S

KPI'S
Objectives

1) Celine shoud aim to increase the Percent 9 " of

Retuming Customers and word of mouth
percent retuming customers s
AION TG SRR LRI . & 25-30% (Geckboard,2020)
60-70% conversion rate.

1) While at YSL Hedl Simane made the i ) -
€1 Bilion, and is expected to

revenue grow by 75%, and is expected to
do the same for Celne (Muret, 2018). Celine "::QBT ”"""'sm"“‘
should aim to increase the organic growth met. . : “
through digital marketing. 9
do growth due to COVD-19

2) Celine Is not showcasing

tagged posts, therefor lowering
The rate at which Celire
2) ra people tag on N o

soclal media in individual post is shown at a
low of 0% (Instagram, 2020). However, i :”"""'::;’.:y
Celine has blocked the option for tagged
b an that tagged in over 90 post per 30
: — mins (Instagram, 2020). This

raises the brand engagement.

2) According to a research
2) Celine’s engagement within emall conducted in 2018, the average
marketing Is low with only 0.13%. Celine emal rate across al industries Is
shoud aim to increase the number by 32% and for the online shopping
increasing the amount of subscriber to the industry the average is 41%
newsletters. Encouraging emall forwarding, (Brudner, 2020).
minimising the clcks it takes to subscribe QR code scanning is a unique
and consider using a QR code for easy advertising method that can

: 3) Celine aims to have a 20-40%
a
subscribers. Repeat purchases - Celne wil aim to
3 - - - N repurchase rate from the same
have a repe puchse; e per clent, on . ’
(digitdecommerce360, 2019)

3) LVMH (2020), stated that the
3) Celine shoud take advantage of the e iy n

¢ :' mdthek - oniine sales. But mainly within
o ebsglte. - brands such as Dior and Louls
L Vudtton,
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12. SWOT ANALYSIS
CELINE'S CURRENT DIGITAL MARKETING

- New creative direction lead to a new and
younger perception of the brand

- Exposure to a younger audience by appointing
new face to the brand - Tk Tok star Noen
Eubanks (Lieber, 2019)

- According to Similarweb (2020), Celine's Top
referral webslites are Instagram and Youtube

- Strong search engire referrads of 66.80%
(Similarweb, 2020)

- 75% Organic Traffic (Similar\Web, 2020}

S

2}

- New creative direction leads to bigger opportunities
o develop and expand

- Develop a strong social media presence

- Emerge into Tik Tok to reach a different and new
market

- Emal marketing - emall newsletters are very
efficient to drive traffic and sales

- Strengthen the activity coming from Asia and

specificaly China

_\VAV/

- Weak online and soclal medla presence

- Relatively new to E-commerce

- 24% of Celine's Taffic is Paid and non-

orgranic. (SimilarWeb, 2020)

- Large competition with a strong
presence

- Very weak emall and soclal media r
only 0.48%, while social media Is

(Similar Web, 2020)

T

- COVD- 19 - Sales could fall up to 35%
(D' Arpizio, et al, 2020)
- New social meda platforms

- USA elections

« Technological developments
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13. SOCIAL MEDIA MOCKUPS

The hstagrarm Campaign photos will consist of Throwback and Recreated photos Throwback -

} reCreate 0 il be recreate v Lucy Bovion ardd M DOer
The recreated photos wil be recreated by Lucy Boyton and Mick Jagge he first photo published by Celine. A photo
of Mick Jagger poster in the 60's. This wil

be the teaser for the campaign

HASHTAGS: #CelineByDavidsailey

< celine »
< celine o #CelneAW20 #RecreatingihePast #Celne
. et & Gt
CELINE 587 pesaali ‘ B #RolingStones
CELINE

pu
| e Vwenne, ¥a

Sen, Deuge, Rack A Ral
Wt Nom

Follawing ~ Message v

*o2%¢

Throwback and Recreation -

This post will be a carasu post. First

a photo of Mick Jagger In the past,
then, a reaation today HASHIAGS

#CelineByDavidBailey #CelneAW20

#RecreatingihePast #Celine#

#Mick Jagger

13.1 INSTAGRAM
POSTS
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Recreated
A photo of Lucy Boyton, dressed in
A photo of Mick Jagger and Lucy
the latest Celine AW20 Collection.
Boyton
HASHTAGS: #CelineSyDavidBailey
HASHTACS: #CelineByDavid3ailey
#CelineAW20 #Recreatinglhelast
#CelneAW20 #Recreatingihefast
#Celre #LucyBoyton
#Celine #Younglove #MarianneandMick

Qv

hl Bl e ] Pl ——e
Gote A DAMGEROLS TALE OF
U A T CANIP A

Qv

Sty Sevgtpret ang 12 368 morw
caline PLINE CLASRNCS
MUSK PN TWELENS 2
RECREATINGTHEPAST

Recreated - A photo of Marianne Faithfu Lucy

A photo of Mick Jagger, Marianne Boyton. Raises Questions regardng the
Falthful and Alain Delon. Symbalises Marianne Faithful movie, and interest in
jeadousy HASHTACS: #CelineByDavidBailey Celine
#CelineAW20 #RecreatinglhePast #Celne HASHTAGS: #CelneByDavidsailey
#TheRolingStones #MarianneandMick #CelineAW20 #RecreatingihePast

#Celine #MarianneandLucy

QY

hod Ly stmgly 4ol 12368 more
ewline LLICY BOYTON X MAFIANNE FNTHFUL
PASES 2000 CELINE AW
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Recreated and Throwback -
A photo of Mick Jagger and Lucy Boyton
HASHTACGCS: #CalineByDavid3alley
#CelineAW2C #RecreatinglhePast

#Celne #Younglove #MarianneandMick

Recreated and Throwback
A photo of \.1»«ka.’.3'1-:)=?¥ and Lucy
Boyton
HASHTAGS: #CelineByDavidBailey
#CelineAW 20 #RecreatingihePast

#Celire #Younglove #MarianneandMick

Mrowback -

A photo of Mick Jagger and Mariarne
Faithful with The Rolling Stones lyrics as
a caption
HASHTAGS: #CelineByvDavidBailey
#CelineAW20 #RecreatinglhePast
#Celine #TheRolingStones

#MariameandMick

Recreated - this photo wil be recreated
by Mick Jagger today and Lucy Boyton, in
Celne AW20 clothing and accessories
HASHTAGS: #CelneByDavidBalkey
RCelineAW 20
#MicklaggerandMariannefFathful
#RecreatinglhePast #Celine

#MarfanneandMick
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13.2 FACEBOOK
Recreated and Throwback - this post
will be a carasul of the original photo PO STS

first and then the recreation.
HASHTAGS: #CelineByDavidBaley
#CelineAW 20 #RecreatingihelPast

#Celine #MarianneandMick

Recreated - this photo wil be
recreated lI Mick lagger today, in
Celine AW 20 clothing and accessories
HASHTAGS: #CeineByDavidBailey
#CelineAW20 #Micklagger

#RecreatinglhePast #Celine
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CELINE

Official CELINE account

0 13.7K

CELINE ' CELINE

CELINE CLASSICS
MUSIC CLASSIC. TIMELESS. CELINE AWZ20

CELINE | CELINE
SANERMOQ, ITALY 1967

13.3 TWITTER
POSTS

14.Video BTS

Y
Behind The Scenes

CELINE

AW 20°

CELINE BTS AW 20" - Noa Tabarani 044806

Youtube Link to the Video : https//youtube/oN1Y6fRFydM



15. Evaluation of the marketing strategies: kpi

Qualitative

Quantitative

Content KPI

Celine shoudd try and maximse the ineractions
received organicaly on socld media Maximise
the number of likes, comments, shares and
tags of the brand and the rands page As
wel am to noase user generated content:
Celne shoud enable the option of taggng

the brand In posts on socid meda, and should
engage with the folowers. This wil showcase
a more humare sde of the company and

wil help Increase the yalty and gan new

CUsStomers

Celine’s emal traffic rate is at 0.13%, and should
am to increase the rate to at least 0.50% YSL

emal traffic rate is higher at 0.48% and Gucd's
at 0.55%. (Similrweb, 2020|

Sales KPI

Pay per dick advertsing so Celine would appeas
frst In search engines increasing visibiity and

AW eness

Celire ams to have a 20-40% repurchase rate from
the same dient arrualy (dgitdecommerce3sn,
2019)

Brand KPI

Celne AW 20 carmpaign will bring Celire a
chance 1o get the “on Celne customer back
while alko mantaining the new brand identity
of Rock and Foll and archiva Celne. With the
campaign being publshed the same time as
the movie aboast Marianne Fathful, Celne has

a charce to gan referrads from other websites
and other locations and publcations

While at YSL Hedl Simare made the revenue
grow by 75%, and Is expected 10 do the same
for Celne Muret, 2018) Celne shoud am o

crease the organc growth through digts
marketing

73

16. Advertising campaign budget

Social Media Sponsored Content

Instagram £10,000
TikTok £4,000
WeChat £4,000
Youlube £0.30 / Per View

Vogue Home Page Advertising £6,500/ Per Day

Influencer Outreach £5,000/ Per Post

Google Ads £10,000

W

Approximate Total = £54 000
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18. Recommendations

]7 Conclusion 1 Celine should aim to establish a new brand image

that tells a stronger story. Celine does not have a

simple and understandable brand image. This makes
In conclusion, storytelling is an integral part

of the fashion industry and Celine especially.
Celine has a story to tel, and the brand
will tel their story through imagery,
through music, and the art of clothing.
Emotion plays a strong role in the

itharder for the consumer to connect with thebrand.

2. Celine should become more inclusive regarding
models, photographers and artists used. Recent
events have bronr)'\t to light the lack of diversity
within Celine models, and whom Celine dresses.
Stylist Jason Bolden has called out the brand for
not dressing Black celebrities. This has caused

purchase habits of consumers, and
mean a great deal to many customers
(See Appendix 2 ). After all, buying is an
emotional decision (Wahbe, 2019). What

many followers and brand lovers to question
e legitimacy of the brand. (Flanagan, 2020)

we purchase says something about who
we are as individuals. Customers have the
need to be associated with brands that
have inspiring, meaningful stories (Wahbe,
2019). Celine is not so strong regarding
storyteling and has until now isolated their
consumers within their brand DNA and
story. Celine should become more audience
approached in the future, as storyteling
has been proved to have no substitute.
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20.1. Calculation of Intstagram
engagment rate -
accurate to the 10 April 2020

Add the last 9 post likes, divide by 9 = gives you x
x divided by number of followers x 100 = % rate of engagement rate

Celre Saint Laurers Bottegs Veneta Civerchy Ferdt
2.3M Folowers 78M Folowers 2.M Folowers H,}i Folowers 15 ™ Folowers
following O fokowing 1 folowing 0 followirg 1 folowirng 5
posts 531 posts 1,282 posts 136 posts 3829 posts 5995
Posts kes « Paosts Wkes - Posts lhes - Posts lkes - Posts lkes -
1 4,700 1. 27.600 1467 L 30,779 1 %935
2 N0 2 35500 2.23m 2 12088 2 4287
3 69,300 3 w7000 1 26444 3 %783 3 39690
4. 12.500 4. 83504 4 43984 4 29547 4. 22025
5 7700 5. 22734 5 605 5 12,559 5. 2508
6. 8540 6. 26194 6 5702 6 3579 6 2729
7.15800 7. 61337 7.9, 998 7. 12299 72213
8 20O 8. 40252 8 67,403 A |27s B 22033
9, 10300 9, 13,29 9. %2253 9 66567 2 B/
%2040 /9 » 517493 /9 » 51652/ 9 = 205476 /9 = 238,722/ % =
WOOd / 23 = $7499 / 78M = 39072/ 2M = 2578 J WMiMm = 25524 [ 15M «
000782 X 100 000737 X 0 0.0186 X 100 000%5 X 10O 0001756 X 100
= 07828 = 0731 = 1860 * 0658 » 017566
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20.2. Focus Group

Sample - Male and Female Participants aged 19-25
The answers have been colected and put in to 1

2 Who do you feel are the main competitors of Celine?
A Saint Laurent, Chioe Loewe and Givenchy.

Q: Do you feel ike Celine has an ESP?
A | dont fedl like they have a very specific ESP, but maybe being edgy could be ther Emotional seling point.
Jt was hard for the goup to decide on an ESP for Celine.

Q: Do you thirk a campaign that takes us all back a few decades, fits with Celre’s collection? Do you think
nostalgia is something Celine could work with?

A It might fit, but Hedi took a modern twist to his approach to the past, the whole point of fashion Is to
relrvent fashion. It Is subjective,

2 When you see a campaign video, how important s the music for you? do you need It 1o be a famous song
of an unknown one?

A | thirk iU's rice 1o have recogrisable music, the music does a lot on the emotion which the campaign sends
of . If you recognise a song you are more likely to watch the campaign and pay attention,

-~ | agree, but it has to be quit a recent song and has to fit with the theme. Depends on how iconic the song

i's a song you do not know, you are always going to lirk the song to Celne, and that will also create some
of emotional aspect as wel

Q. What does stary telling mean to you?
A | think that emotions are the most important thing. To get people to feel something.
{Christmas ads and the Dove campaigns came up a few times during the conversation as an example.)

Q. Are there any phrases or words that come to mind when you think Celine 7
| thirk they are trying to not have a phrase. To not be limited to one thing and one pathway.

< Do you think a campaign taped via ZOOM is a good strategy for them?

A It depends on the theme of the campaign The ideas where both sides. Some said it was a good idea as it
fits with the now, some said it was a bad idea because it has already been done, and it wil not dif ferenciate
Celne from other brands.

85

L:Isit important to have a known model/face at a campaign?
A | thirk you need both, a big celeb to push the campaign and a new face can make the campaign

| would rather see celebs that are not known models. Artists, musicians, dancers, etc.

Q: Do you think a muitipersonal casting Le more then 1 person for the campalgn is more beneficlal?
Having different races, genders, ages and people makes the reached market bigger. eg Calvin Klein - in
my opinion, Calvin Klein having so many different people in the campalgns, makes the people connect
more then having 1 model for the brand all the time. That madel will remain looking that way forever, and
ot many people look that way. you wil lose a big part of memarhetmrway.

Q: Would you buy something from Celne because of the Hstory of Celne?
}A:lwoudbuysa-nethhghomCeho.illcanotbecumunbrmdhasablgristory.

|

Q: Do you think covid-19 fashion houses are advertising?

A Yes, they aready are changing the way they do things.

] think that the timeline will change, on BoF they posted an article stating how things will change, how long
ampaigns will last etc. As wel, | thirk that brands are aready changing al the brands who don't have a
trong oniine presence or an E-commerce presence are now regreting the fact, and once they put money

in to it, they will use it more and more, and so online presence of brands will become stronger and and

retw.
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20.3. Interview- Natalia Zgurovska

Worldwide retaill merchandising manager for Celine

0. What was the strategy for the latest Celine carmpaign?
A The strategy was to do very typical advertising - signs, bus stops etc

Q): Regarding Online Shopping, where & it the strongest for Celire?
A Onine shopping only in japan, china and us

Q: Mens Fashion today is a very big part of the fashion industry, is it the same with Celne?
A Today's mens business represents about 10% of the business, and that Is amazing as it Is rew to the business and only present for
a smaer part of the network

Q: What are the nspirations for the collections?
A Many of the collection inspiration, and style are taken from the Celire vaplarna archive A lot of French inspiration In the calections

Q: What are Hed's sources of Inspration?
A Hedl he i redly an artist. Therefor, b the fromt row of shows you see: Musicians, Artists, and dif ferent people to the fashion ndustry.

0Q: How nclusive & your brand with Women Talents?

AL Our company s very open ta women tdent. Our CEO is a women and a mom of three

Q: How would you describe the AW 20 callection?
A Then new Celne shouette is reinstalled - each colection & structured ke & different cnapter of the same book. 70-60's spirit back
10 the maket

Q: How was it lke, how was the chaos when hedl took down the accent?

AL No one actualy knew he was going to do It ® was not a big shock, and the way he explaned it was jJust that he locked at the
Celre archives, He practially erased everything that was Phoebe, 1o start fresh, but aso buld on the house codes. He is not trying 1o
oo his own revolution, but redly working on the past

Q: s Celne lodking 10 excpand it offerings?
A We lunched the perfumes recently, and 3 smal house collection. With a dedicated store

Q: Do you think your customers changed with Hed joining?

WA Initaly we jost loyal cientele, that we're byd to Phoebe. But when we Introduced Winter 1, we started (o gain them back. It's

E‘y the taloring part, and the woman who was loyal 1o Phosbe was the business women Indépendent. We recruited men clents. in
especialy. And we e 350 recruiting new dients - rock, music style, sim sihouette but aso owr more casual colections (Denim)

The new young dients e looking for the authentic, high quality products A bt of new aslan clents as wel

Qrow do you feel about china at the moment?
AChira is realy taking off. Even though the panderic, they are still shopping RTW is very strong

0Q: What are the new digital strategies Celine Is planning to adopt to sel and advertise during covid B7
A It depends on the market, ching is so much ahead, We are Just looking at how to sel safely, without having to have al the peopke we
usualy have in the stores There is 2 growp that is warking on the digtal product for Celne, and we need to thirk about how

adapt to a 30 magnation. RI'W And Shoes wil be the biggest Issue We are branstorming and breaking oaur head on what to Page 45 Of 48
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What is your age?

51 responses

What is your gender?

51 responses

20.4. Survey Results

® 18 or lower

® 1925
® 26-32
® 3338

©® 40 and above

@ Female
® Male

@ Prefer not to say

When it comes to fashion advertising, what is most important for you?

51 responses

The story behind the campaign
The clothing

The creative direction

How it makes me feel

All of the above

Non of the above

Sustainability

0 (0%)

1(2%)

88

9 (17.6%)

10

15

16 (31.4%)
16 (31.4%)

19 (37.3%)

19 (37.3%)



Who would you say are Celine’s main competitors?

. ] . 2 .8 51 responses
How important is Storytelling in fashion, in your opinion?
51 response
Ponee Saint Laurent 41 (80.4%)
2 Chloe 7(13.7%)
17 (33.3%)
Bottega Veneta 28 (54 9%)
15 13 (25.5%) Dior 7(13.7%)
10 (19.6%) Hermes 3(5.9%)
10
7
6 (11.8%) Fend 17 (33.3%)
Givenchy 30 (58 8%
5 3(5.9%) ’ ‘
2(39%) Y 1(2%)
0 (O%) 0 (0%) 0 (0%) 0 (0%)
0 0 10 20 30 40
1 2 3 a 5 3 7 P g 10

Have you seen the latest AW20 Collection by Celine? What were your thoughts? Please
explain in the next question

Do you know the brand Celine? 51 responses I

51 responses

® Yes
® No
® Yes
® No
Explanation of the above question - What were your thoughts about the AW20 Collection by
Celine?
51 responses
How would you best describe Celine?
N/A
51 responses
Its ok
@ Classy
® Edgy I love it. Very Hedi Selimane
® Timeless
@ Innovative o K
©® Al of the above
@ Non of the above I loved it

70°s Parisian vibes , unisex

their collection was very interesting. vintage inspired

s was nice

Page 46 of 48 X0

89 90



Explanation of the above question - What were your thoughts about the AW20 Collection by
Celine?

51 reaponses

It took me back a few decades
saint laurent, boring. coachells
it was safe

Didn't see/remember

Romantic
| liked it but | feel like there was a bit too many styles put into one collection
Incredible
Its was interesting
It was nice
Inspired by the past
The collection is archival
Didnt see
it seemns a little vintage
The collection was interesting
| thought it was taking Celine back to the 70's, | loved It.
Awesome!
Bohemian rock

Celine has innovated a bit in thew style and changed their image but it takes a classy image 1o a nice catwalk
and developed catwalk

Nice

It was ok, a little too much
91

How do you feel about Celine's current social media strategy?
51 responses

b

i ;ju
1 (2N (R T TEU A TR (TN (TR TR AT TR AS TR R TR AT R e

0
Aestheticandc... Doesntfitwitht . Imnotthal fami. . Nolgoodd (100...  They need one
Canbebetior ldontiofowthe = Wsbotgood. It.. They donl have...

a5 good
It doesnt Tt witn, e and baring

How would you imagine the next AW 20 Campaign to be like?
51 responses

= 4 o
I

1 (AR P eREERRTEeR A (MR ERE RS wwmmmuwwm

Classic, elegant. .. Interesting More vibrant

Mire interesting  Rock and roll in... caan, simple mane interesin. .

Thoughts about the video above

51 responses

Boring

Its ok

Its interesting
It's boring
Nice

Boring

Innovative

Slow
Page 47 of 48 & ction between architecture and the collection. Cold video
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