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STEP1

LEADING BY GUIDEING

ALIGN BRAND VALUE
WITH BRAND VISION

o Influence a strategic brand vision
o Nurture brand sensemaking to envision success



Thoughts and Insights. EVISU Evergreen.

"It would be a good starting point for 2012 to create an EVISU charter representing
EVISU tomorrow. With the goal of clarifying the purpose, style, direction and strategy
behind each line. Ensuring everyone is on the same page and collectively managing
expectations.

I want to focus on what we understand as a part of the current core business, Evergreen.

Rather than look to downscale this or reach for it as a back-up, I'd personally like to

start the design process here. To work on consistently evolving this Tine so it remains on

trend and exciting, while at the same time remaining true to EVISU. I believe it offers greater
potential for the business.

Evergreen carries the core classic designs of the EVISU brand. It offers seasonless
style with well considered updates, and new seasonal fabrication and color. Evergreen
should offer ‘Forever Fashion’ style that’s right for everyday through an EVISU lens, and we

should look to expand the product offer to include EVISU versions of market trends while
reestablishing overlooked, missed opportunities from the Archive. We should also expand

the denim product offer across each category, with each product fit & detail focused.

Evergreen also offers the opportunity to get more commercially creative with the
graphic and garment style combinations. Combining cleaver use of brand logos together
with style details, without drifting into Theme related graphics or styling. Instead

Evergreen should be about reinterpreting and reinventing true EVISU style from
91 through to today, remaining relevant and continuing to support and define the brand

tomorrow.

I'd like to Personally work on this area on a continual basis. This line should not start

and stop with the season development schedule of Spring/Summer - Autumn/Winter.

This area should be Concept driven and be constantly evolving. It should not be Theme

led. Themed collections change drastically from one season to the next and this is not the
formula for a consistent, yet evolving framework. By being concept driven we can add a

dimension of research and development to the brand, something that currently simply
doesn’t exist.

I genuinely see this as an opportunity to move the brand forward from the core of the
business up, rather than looking for newness and future growth only from new fashion

lines.

“From Impressionism to Pop Art, the commonplace have become ingredients for the
artist’s cauldron. What Cézanne did with apples and Duchamp with urinals makes it
clear that revelation does not depend upon grandiose themes. The problem of the artist is
to defamiliarize the ordinary’ - Paul Rand.

The concept of “defamiliarizing the ordinary” or “making the familiar appear new” should
be the concept for Evergeeen. Making ordinary product special, making familiar product
feel fresh and new.

2007-2015 Evisu tried several lines

Evisu Mainline / Evisu Genes / Evisu Black Label / Evisu Playful / Evisu Heritage
Since 2015, everything became Evergreen. Evergreen is Evisu

Greater business potential

Lead in denim

Redefine EVISU yesterday for tomorrow

I'd like to focus on this opportunity

Developing brand values foremost

Thesis: Make EVISU Evergreen
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Context and framing are crucial to recognize Evisu's potential and understand its value,
yesterday, today, tomorrow:

Context:

Evisu debuted in 1991, Osaka, Japan.

Streetwear became global in the 1990s, intersecting with hip-hop. Streetwear and hip-hop define the
zeitgeist, converging into a single trajectory as we forward through time to the present.

"My jeans is 300 These ain't Diesel, nigga, these is Evisu." Jay-Z, 2002.
"I got M on the back like Evisu." Jay-Z, 2018.

Fact: From the onset through to today, hip-hop legends are hardcore patrons of Evisu.

This alone illuminates the Brands future untapped potential in America and the Streetwear arena
globally, where Evisu is one of the most underrated brands. A claim based not on subjective taste,
but on its clientele.

Framing:

Acknowledge that Evisu is adaptable, as is hip-hop, as is the notion of streetwear, as are Luxury
brands. View Evisu through this lens: unbroken organic evolution from Jay-Z* through to Travis
‘Scott, to Lil Uzi and Swaelee**. These are true-blue celebrity fans who purchase Evisu by choice.
That alone should be enough said. In this view, Evisu's potential is underrated and underutilized.
It’s future-proof and “un-crowd-out-able”. It has a leg in legacy* and contemporary culture**. It
needs to be understood on its own terms, as self-contradictory and comfortable with it. It's overt
and classic, iconic and iconoclastic i.e.: the best-made jeans in the business, with a Daicock on top
and a lifestyle brand beyond that too. Align the correct clientele to the concept, the rest will flow.

Framing in context:
Let's now correlate the clear connection between hip-hop, street-culture, and style. The

acknowledgment of the importance of streetwear and irony, at luxury prices, can be traced to the
appointment of Demna at Balenciaga in 2016. Off the back of Vetements, Demna changed the
character of luxury and the price point of street-style simultaneously. From this came a seminal
moment: Kim Jones Supreme X Louis Vuitton collection. A show which brought together
streetwear-culture and high-fashion. Highly-branded, highly-priced, highly-prized (particularly
in Asia). With Jones's departure, step in to frame Virgil Abloh, who replaced Kim Jones in Spring
2019. The creator of Oft-White, with Kanye connections, becomes the first designer of color to be
Artistic Director of a European Luxury powerhouse. This spotlights a paradigm shift in fashion.
It completes a circuit between Afro-cultural creativity in style and music. This fusion of hip-hop,
Streetwear and luxury fashion is a space were Evisu exists.

Conclusion:

In context: Suppose Virgil remains with LV until 2025 — street-style will co-evolve future-fashion. A
fair statement considering Kim Jones stayed for seven and Mark Jacobs for sixteen years. In parallel,
hip-hop’s dominance and ability to evolve with street culture will remain healthy throughout the

same period. In concision: Sifeetweafwill maingloballyimpaciul resonating global youthieulfure,
'Gen-Z, and across China through 2025. Within which Evisu a globally recognized brand from Jay-Z

to Gen-Z and has unique potential, position, and purpose, that needs to be nurtured with pride to
prosper its potential.

These key insights motivate and enable
pivotal business strategies and projects

See section 3. Creating Change

Intersection: Evisu / Streetwear / Hip Hop

Missing Connection/Opportunities

Be Adaptive.
Appreciate Travis Scott, Uzi Vert, Swaelee, etc

Context & Connection

Shifts. Fashion, Style, Music. An Evisu Space

Unique Potential, Position, Purpose. Nurture Pridefully
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ALIGN PRODUCT WITH
AUTHENTIC VALUES




Define Evisu today for tomorrow

What's the Brand message?
What’s unique about EVISU?
What EVISU’s point of difference?

EVISU’s an Asian brand of Japanese origin. Built on a proven history of
quality, craftsmanship, tradition and expertise.

But alone, these characteristics are not exclusive to Evisu. What’s more
unique to Evisu is these assets are only our starting point.

EVISU’s true character emerges when we go beyond these conventions.
EVISU’s point of difference is juxtaposing these qualities with a sense
of irony, a disruptive, irreverent and carefree attitude. Combined these
create EVISU’s Brand character.

Its this special blend of qualities, these points of difference that’s drifted
away from the brand, and from peoples perception of the brand. We're
now looking to now dial-up, celebrate and re-own this unique mix. We
want to communicate this at the fore, in all Brand touch points.

The Evisu ¢pirit is subverting tradition and reinventing the familiar.

At the same time it captures and succinctly executes a balance of
Sophistication and a sense of humor.

Sophistication as Craft / Tradition / Quality / Attention to detail.
Humor as Irony / Irreverence / Subversion / Satire

Challenge Convention:
Look afresh at the way in which something is usually done.

Evisu is built on quality, tradition, and expertise
BUT
Uniquely EVISU starts here.

EVISU’s USP has been neglected
Realize this and re-own the Amatoria legacy

Understand denim style and fabric archetypes first
THEN
Look afresh at the way things are usually done




"Define EVISU Evergreen."

Evergreen’s meaning is not that it’s always the same, rather that it's always afresh.

Emerging from Evergreen, everything Evisu emanates.

Indigo beyond denim, Evisu Legends, Neo-Craft and Brand Boldness are the cornerstones
of Evisu's evolution through Evergreen: Elevating Evisu's elements, while maintaining brand

relevance and brand character. Upholding brand integrity.

Evisu is an avant-garde denim brand. There is no pretense in that statement: EVISU
EVERGREEN brings new, unusual ideas with denim a point of view. Not confined by
convention and dogma. Because of this we embrace uniqueness and sharing a different
point of view. We embrace those who aspire to be positively different: Themselves.

EVISU is one of the most recognizable, influential names in Japanese denim and one of the
original “Osaka Five” denim brands originating from Japan*. Founded in 1991. It is named
after Ebisu the Japanese God of prosperity & fortune.

globally. This effect is still being felt today. This founding premise maintains as the conduit
powering the brands unique selling point. Within denim; Evisu has its own lane.

EVISU studied the golden age of jeans making. Reasserting and reestablishing the quality
found therein. The results created the genesis of Evisu. This fundamental forming principle
shapes the brand today, and inspires its future.

While remaining faithful to the roots of well-crafted denim, Evisu is nonetheless boldly
experimental. This dichotomy is its trademark, legacy and mandate. EVISU spearheaded a
revival that reinvigorated the declining textile industry in Kurashiki, Okayama, where most
of the fabric was woven. Here EVISU pushed the limits of Japanese denim from dyeing to
weaving to sewing. Today the world of denim is a larger place resulting directly from the
presence of EVISU and its atypical approach to denim.

Evisu core 5 pocket signature crafted denim upholds
Evisu's legacy, through to unique brand talismans such

as the Daicock. With Evergreen wedordenimidifferently:

maintaining brand relevance and brand character,

See: 2.2. Better denim by design/denim done differently

EVERGREEN bring new, unusual ideas with denim a point
of view beyond convention and dogma. We embrace

uniqueness and sharing a different point of view. We

See: 1.3. 5-year Action Plan & 3.2a. East-West Success

Understand Amatoria
Remain faithful to the roots of well-crafted denim.

See: 2.1. Brand Values/Brand Purpose
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A Legend. 25 Years in the making.

EVISU ia the most recognizabile, influentisl name in Japanese denim and one of the original

“10saks Five™ denim brands arigimating from Japan, Fosnded im 10041, It's named after Eblau

the Japanese God of proaperity & fortune.

EVIEU la repuiedly the lconle brand most reaponaible for the bocm In Japansse sehvage denim.
Inatigating the proceeding super-premium pansdigm ahift in the denim category globally, This
eftect in adill being f2it ioday. Thia Pounding premise maintaing o the corduit powering the
brands unilgus selling palnt, Within the warld of denlm Evisu has Ba own lane.

Created out of disconient with the quallfy of eatabliabed denim brands, EVISU atudisd the
golden age cf jeans making. Reasserting and resstablishing the quality found therein. The
results created the genesis of Evisu. This flundamental formiing principle shapes the brand
teday, and inepiros ite future.

While remaining falthhul te the roots of well-crafted denim, EVISU is nonetheless boldiy
oxporimental This dichotomy is e tradomark, legacy and mandate. EVISU spearheaded a
rovival that reinvigerated the declining textibe industry in Kurashiki, Okayama, whane most

of the fabric were woven. Here EVISU pushed the limits of Japanese danim from dyeing o
weaving to sewing. Today the weorld of denim is a larger place resulting directly from the

presonce of EVISU and its atypical approach 1o denim.
['Evwrvus, Dererres, Fullcount, Studbo BB inan, Warckouse]
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Better Denim By Design

Remain faithful to the roots of well-crafted denim.
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Better Denim By Design

Remain faithful to the roots of well-crafted denim.
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Denim Done Differently

DESIGNING GROWTH BY BROADER BRAND SENSIBILITY
Direct denim concepts curated to customer types

Wash & Distress Raw & Refined

USD 800 < > USD400 < > USD 200
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Denim Done Differently

Diverse opportunities of culture-driven values.

Existing Customer \

STYLE SPECTRUM

/ Growth Zone

Progressive Purist
HIGHER FASHION INTEREST HIGHER CLOTHING INTEREST
Novel Classic
Experimental < Liberal Tradition P  Conventional
Embelished Authentic
&
&

Aesthetic/Style Aesthetic/Style
Values Values
EXTRINSIC M°d?’ate INTRINSIC
Regular
Reasonable

HIGHER INTEREST IN PRICE




Anthony Vizard
20186 perspective.
To: David
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From just 20 SKU in 2011, Evergreen grew to something like 70 SKU in 2013. This grew further to incorporate Heritage and became over 140
SKU in around 2015. 2016 | also incorporated what was playful SKU. What | “genuinely” handled in 2016 tops 180 SKU, with accessories. | alone
need to create this from scratch. | needed to build that platform before any tweaking can happen. This needed to be done within an
increasingly shrinking timeframe allocated to designing, and more hurdles. (Time between SKU plan and TP handover).

Its a reasonable assertion to say that the sales of Evergreen (rounded down), contribute over 50% of the business. Not taking into account
underwear, or derivatives from Evergreen used in the outlet line, womens, etc.

Simplifying, | can say I'm delivering 50% of the design sales: and with significantly less than 5% of design budget spent by me, and no design
budget allocated to me. And this is in parallel to a general move as a brand, away from denim in recent seasons: through new lines, Marketing
and other points of brand influencing that impact sales.

Lets say there are now another 9 design members. 10 if we include Enami. | am simplifying here:

Through Evergreen | contribute 50% of sales vs 50% for the balance, shared between 10 persons. Crudely put 50% compared to 5% per person.
Work-wise you can see that most visibly: If we each did 180 SKU as with Evergreen, you'd have a nearly 2000 SKU line output each season
coming from design.
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Best Wishes,
Anthony

1/ July 2017. To: Evisu CEO

Anthony Vizard &

Congratulations and clarifications.

To: David

Hi David,

Blanchard de Wave

8 December 2017 at 10:31 PM @ FINALLY! Evisu has com
- 18 ~

E yasin.rhodes -+ Blanchard de
its about damn time!!

Congratulations on your Entrepreneur Of The Year China award. & s S o sageias e rubbrbnds
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Evisu make good clothes.

20 ~ 1~ Reply

I've created and sold more designs than anyone at Evisu Group. 2012-2017 my design sell-in was around
70% for 12 seasons straight. Before and during different managers, staff, brand directions, etc. A system

that worked, was supported, profitable and still has clear brand DMNA.
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5 Archive - MobileMe 2 June 2014 at 2:15 PM
Details
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It's interesting the attention HBA has generated (just announced as runner-up LVMH 2014 young
designer). In this context it's not insignificant that Shayne Oliver's a Black American designer. He brings an
alternative future forward vision that's contrary to the established fashion world vision of nostalgic
Americana. His IAQ (interest, attitudes and opinions) variables reflect different values. The same principle
can apply to the difference in dynamics and IAQ of an Asian consumer.

Cheers,
Anthony

From 20 SKU in 2012, | led the Evergreen collection to 180 SKU by 2016
My designs contribute ~50% of total turnover in 2016 and ~80% circa 2012-2015

| would rather wear this than HEA, been trill, etc.

Details, details, details. Strong comeback for Evisu.




STEP 3.1

Guide Collaboration Concept/Align 5-year Brand Plan

CREATE CHANGE

o EVISU X PALACE
o EVISU X TRAVIS SCOTT
o HERITAGE X HIP-HOP



Travis Scott & Palace Proposal

Lead The Collaboration Concept

Create the Concept: Diversify and Focus Jan, 2018, to CEO / CCO

.l See Hypebeast/Complex
Opportunities Activated, April, 2020

Consider Travis as the model for a collab capsule and US campaign. A fter a Virgil collab

would be easier and more likely.

Rather than brand collab angle, see celebrity collaboration collections, i.c.: KanyeXAddidas

This, but Evisu for China. Or this for Evisu for US* Back in the day H&Mkicked aff with

Karl La}r‘gerfeld in 2004. | | | See Complex.com
Celebrities have become brands. \Worlking with them on collections, and EvisuXRap. Aug. 2020
endorsement may be lucrative and have less baggage than working wij P, AUG,

Either way it offers an alternative.
“US Is better market to get foothold than UK/EU. Re-attach to Hip Hop on todays terms.
This is what made Evisu global in the first place. Today Hip Hop is like ASAP & Dior...
we’re missing a trick.

*Making / getting notice with such a celebrity capsule collaboration, with US celebrities,
influences the UK. Where as US is less likely to follow UK in this way. So better to focus
on US.

Focus on something - like Hip Hop. Then build that network and connect to that culture,

Keep seeding UK: Krept and Konan are in the top frequency of web mentions. Troy Boi is

on continuous tour at key clubs and festivals: US and Europe for exposure leads. Maintain

these and build this list up...

Conversely: how can Evisu work in partnership with US influencers to build a brand
“boutique” and “curated” collection for US. Plan, plant, and promote Evisu reentering the

US.

FYI: Off-White store design is New York architect Dong Ping Wong of Family NY.

Check out: http://familynewyork.com

The key is reaching out to the right brands & building momentum going forward and
upwards.

Reach out to the right brands to build momentum, forward and upward perception.
Target collaboration AW19.

Palace
Kith

See Palace/Resell
Actualized, April, 2020

Kering “empowered autonomy” attributed key to success. Promote design leading decision process
Gvasalia says “designs have to be good commercial, and not a compromise that is designed by a merchandising director”.
https://www.ft.com/content/b8da67b2-f09b-11e7-b220-857e26d1acasd

Map overall strategy and purpose

Evisu Group

Evisu Brand Essentials Quick-strike Street Culture
Denim lifestyle Connection

Novelty Momentum Media Matters

Collaborations: Global influencer strategy
Artists/Celebrities Align with local market influencers
Accessories Champion hero/halo items

Clothing brands Exclusive instore/online

Perception Value

Create better editorial point of view
Less noise more focus
Lower volume of product per store

Target more premium materials
Concentrate Japan made / wash

Buy Factory Boutiques

Diversify ,
Network New B2B VerUceE)Ileynlir;;[]egrate Paris - LA - NY

Bape reopens Paris
Evisu had Paris store

Release the number of SKU producing the bottom 20% turnover into a quick-strike capsule.
Refocus and manage best selling items to sell out at full price.

China market is broad. We need not be only bold and loud.

Connect to other consumers, like PVH: CK, Tommy have vast capital for investing in China. They
are focused on a more conservative customer aesthetically. Also high end, luxury priced streetwear
is on the up, expected to grow thru 2020

Another angle: makelEvisuGroup Verticall Buy or create and run a denim factory. Then can also
offer complete service to brands. Also, in this way can create a closer to market Evisu version of
quick strike / quick response capsules. Evisu main collection to in-store is too long to maximize
latest fashion trends.

Teams design, and developing winter & summer simultaneously. You pair this with an Essentials
collection team: who edit down items from the main collection for best price, and then a Quick Strike
team. This QS product provideJaifaSHioHNaRAICOISHIREEHBM o top of the previously created main
collections. For example 80% of product (and budget) follows existing longer to market time-frame,
this is supplemented with the quick strike product, bought say 3 months from actual delivery.




& complex.com Travis Scott

April, 2020

Aug 18, 2020

COMPLEX 5-Year X Collab Plan in Action Q 6 v © 8| Fyisy&Rap

How Evisu Became Lil Uzi Vert and

Travis Scott’s Favorite Premium Denim Y ——
Brand -

April, 2020

There may be a Travis Scott x Evisu collaboration on the way. Evisu hasn't confirmed, but they
did post an image of Scott wearing an ivory denim set with Evisu's seagull logos and Cactus

Jack motifs to its Instagram page.

Artists have always looked to Evisu for its premium, Japanese denim—Jay-Z and Lil Wayne were

big fans in the early Aughts. But Evisu started to trend again once entertainers like Scott and

Lil Uzi Vert started wearing the denim. Ahead of the Cactus Jack x Evisu collab, we thought

wed chart how the brand started, how it evolved, and why it's become so popular with @ Q v
celebrities, 7,755,953 likes

Current rap favorites like Lil Uzi Vert have been spotted wearing a pair of the seagull-branded
jeans, and recently, Evisu confirmed an upcoming Travis Scott collaboration via Instagram. The

Houston rapper is a longtime fan of the brand, rocking a pair to NBA games and, most recently,

teased the collab at Khloe Kardashian's birthday party.



o000 M < ® & hypebeast.com Travis Scott
July, 2020

HYPEBEAST LATEST SECTIONS VIDEOS BRANDS STORE

5-Year X Collab Plan in Action

Q. evisu travis scott

e~
PR Travis Scott Reveals
\ : ":, % ¥ Rumored Cactus Jack x
,.i*:r/ & EVISU Collab
- i ., .
b & By Nicolaus Li / Jul 6, 2020
NSO,
Snls
- W f%ﬁ;‘h
e i 11 Comments

RAYSCORRUPTEDMIND
Offers Another Look at
Travis Scott in Cactus
Jack x EVISU Collab

By Nicolaus Li / Jul 14, 2020

A =5 ) 3 Comments
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Palace collab
o April, 2020

PALACE EVISU LAUNCHING ONLINE
FRIDAY APRIL 3RD
11:00AM BST 11:00AM EDT 8:00AM PDT

Collab Plan Result
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The nostalgic collection is an
affectionate homage to the massive
role Evisu played in the london club
scene back in the @0s and 00s,
s .__ : - ST 5 - : Palace said in a statement
= 3 5 - : announcing their work with the

‘peerless denim overlords”.

Palace joins forces with cult 90s denim label
Evisu on a new collab
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Subject:

[ate: 4 May, 2016 1015 am
To:

Broad expectations outside Asia. A white paper:

We're not referencing the recent past as a benchmark for UK as the busined
te UK/ELIUS.

See Palace and Resell
. 'ér:;alslelact uﬁﬁma;dﬁ:s;;op:unﬂy I-E to bring Evisu into focus in t) Reallzed, Aprll, 2020
Create and curate an appetite & equity for Evisu.

A top down approach. Image accounts, seaeding niche influey =T ETL & che marketing

Build and maintain strong, consumer relevant brand halo, éxperience and touch-points.

Focus on ssll-through. Ideally, manufacture an environment where demand outreaches supply.

Selective scarcity.

Trickle-down the brand over time, in a steady, secure and controlled scalable tashion.

. In a controlled state the brand can mature and expand in the market.

e

I
Target Position / Gustomer:

. Brand position opportunity in UK,

- Evisu as a denim brand - compstitors.

. Evisu as mens contemporary (streetwear) - competitors.

. Prica-range. Low = high.

. Mumber of SKU @& entry price jeans.

. Approximate volume per POS by broad type: 1, 3, Syr snapshot. (To help us consider minimums).
. Approximate SKU - 3 & Syr snapshol. Bottoms / tops ratio.

Fabric / COO:

1. Japan Selvage.

2 Japan made

3. Mon.Japan Selvage.

4, Wide goods / Non-salvage.
5. Raw Jeans.

Fit:

* Thres most suitable fits from out core 5 fit offer. (see pdf)
* Benchmark ref pics for wash for UK.

Jeans Branding. Overt / Subtle and perceived, most commercial outlook / value (see .pdf):

The classic and iconic ecru Seagull.

Other than ecru, .g. Tone to tone.

Seagull logo ocutlook faded inline with wash,
Subtle sign-off logo pocket.

The Daicock.

2/ December 2017. To: Evisu CEO, CCO

000 T W | € ®« |

From: Anthony Vizard IS &
Subject: EVISU X WENEEEM Distribution meeting
Date: 20 April, 2016 3:28 pm
To: 1

Internally meeting Friday. UK Distributor for Evisu

e —y ¢ — B ——— -

Create transparent, shared understanding of combined needs.
Below I've flagged some pending issues to address.

Create a tight focused collection, 3 jean fits, each in 3 washes. 2 denim jackets,
and a small selection of t-shirt and sweats

SEE Step 2

N e i e o ——— - Brand Values

[l N

Value the COO story. Start with Japan made selvage. Raw and washed
It would be great to make tops also in Japan.

| will condense the Evisu deck I've created and send over in one concise set.

The request to startin SS17 | feel is too short and high risk.
Better to address in AW17

Direct and coordinate collaboration for UK distribution, and highlight risk




& grailed.com

GRAILED Q

DESIGNERS BROWSE BY CATEGORY ~ SNEAKERS FOOTWEAR

OUTERWEAR

All Palace Categories » Palace bottoms : Palace Denim @ Multi Pocket Jeans » Palace Evisu Multi Pocket Jean 32x30

ul ATA&T =

4:59 PM
& shop-usa.palaceskateboards.com

3 24%@E )

Resell Market

2021

Opportunities Achieved

STAFF PICKS COLLECTIONS

Palace x Evisu
Palace Evisu Multi Pocket Jean 32x%30

Size: US 32 [/EU 48
Color: Indigo

Condition: New

$3,000
Offer
Message

@ Buyer Protection Guarantee <
Your purchase is protected.

Blair__S(146) W
wa A AN 47 Feedback

B7 Listings for Sale

Description

Brand new from palace

WOMENSWEAR

< FOLLOW

Thinkin bout keepin them but If the price is right

Color indigo
Size : 32x30
Hit me up




STEP 3.2

NURTURE THE COLLABORATION CONCEPT
ALIGN THE 5-YEAR BRAND ACTION PLAN
CO-CREATE CHANGE AND CONNECT INSPIRATIONS



Get more out of IG

New followers. New customers. Repeat.
The best place for 10X growth potential.

People follow people (and engauge) more than “Brands". Post like a celebrity.
The medium is best mediated through Brand ambassadors. See all channels as growth

10X Goals * 10X Actions
Seek new followers ISO finding likes from existing followers."™

Posts need to reach people beyond #evisu
Draw followers from influencer accounts we can associate with.

Consider investing financially in social media platforms as the main marketing portal

= £ (1]

ey H'ip-fmp ariisis are .Eh‘lr'”il""r"rﬂ and neus
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How Evisu Became Lil Uzi Vert and
Travis Scott's Favorite
Premium Denim Brand <—vsP

Artiils e itwaps koked 10 Eviv o 0 peresa, Japancse denimi=Lor7 and Lil Wyaw scir

Bigf Barid in Uhe carky Auhis
T mremmums deraes brand seill pemains Sear oo five 1im

niie expendive than what the sverape conaumer i willimg to par. 6nd whan alae o

s that the Inperrational sise does. not sell 100 percent Japamese ram denio unless you

epend cver SEO0- for i par

Jetset

Cardi B is new face of Balenciaga

ept, 2020

Dio
Travis Scott Dons Dior ifa

Blunts / Lit

IG eyeballs

IG audience means U.S. audience

Connect to consumers.
Project Evisu’ lifestyle.

*Evisu's true USP is premium Japanese denim.
Especially when looking in from US &EU:
Adenim brand

united tates | -
United Kingdom | 27
China 2.5

Users in millions

Learn more > US, Gen-Z

IG audience

Millennial & Gen-z

Millennial influencers are closer to Gen-z (closer to 20 than 40)
Gen-Z Millennial

1-25 26-40

17.2%
15.4%

% of users

|| 7.3%

13417 18-24 25-34 35-44
Age of user
Brand base

Cash

Nightlife

New

Post Personality

Connect like a celebrity. Share like a Star.

Act like a seven figure sensation."**

If it works, copy it. Don’t reinvent the wheel.

Color-cast

Not standing
forit




Western Influencer Successes

Motivate by Connecting
EVISU global tribe in my designs include Travis Scott, Lil Uzi Vert, Swaelee, Dadju, Don Toliver,
Krept n Konan, Floyd Mayweather, Yellow Claw, Nef Pharaoh, Nimmo, Troy Boi & Aleali May, SZA




Eastern Influencer Successes

APAC Celebrity Style Features
My designs on: 327 WANG Jackson, ;& WANG Roy, E 55 HUANG Johnny, F—1% WANG Yibo, &5} HUANG Johnny, J&;%52 CHOU Nick, 22 WU Chun, #£ZEE LUO Yunxi, ;23 WEN
Winnie, ;m&T 52 YOUNG Nick, 7FER1H WANG Jiro, 5RZ2EH ZHANG Lay, {1 FU Xinbo, [EI%E Gai Zouh, 12 WANG Junkai




CLARIFY

SIMPLE SUGGESTIONS - SERIOUS SOLUTIONS:
o 100% of products need graphics to sell. Yet graphics gets 1% of staffing budget
o The Brands ‘No1Jean’ concept contributes >1% sales. | have a solution strategy



Word Power

Ebisu - A Japanese god

Legacy Narrative New Narrative

DENIM
DEITY




Word Power

Ebisu - A Japanese god

Cese & Decist Challenge Smarter Brand Value
Against “Mighty” Solution

ALMIGHTY
EVISU
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Selvage outseam jeans

size label

Pocketing
fabric

— Over-lock
— Lockstitch

Outseam Bottom Hem Detail

—
———————

ARCHTYPE JEAN CONSTRUCTION

Fig.1

When fabric is ‘Japan Made’

end inside for
fix the stitch end

to waist outside edge

st Standard Thread Details

J-Stitch

—
—

.

Selvage outseam construction

Before WasH After Wash “Roping” effect

S\%nature fly
Selvage edge

NON-SELVAGE
OPTIONS

§S2015

DIRECTION

HIGHER FASHION INTEREST

Novel
Experimental
Unconventional

4_

More typically

APAC CUSTOMER

+— Liberal

Progressive

Moderate
|

v

Regular
Reasonable

HIGHER INTEREST IN PRICE

Tradition——J»

Consumer target

HIGHER CLOTHING INTEREST

Classic
Established
Conventional

More typically
GLOBAL CUSTOMER

Low-resolution summary:

« (GenZis more conservative than many realize — businessinsider.com

« Thereisa higherinterestin clothing over fashion at a premium price

« Thereis a higherinterestin price over fashion as a basic value

« Thereis a culture shift towards minimalism. “clothes become straightforward.” — Raf Simons
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Palace joins forces with cult 90s denim label

Evisu on a new collab
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CURATED COLLECTIVE—UB|
EVISU global tribe in my designs; Travis Scott, Li
Chau, Krept n Konan, Floyd Mayweather, Yellow Cf

TYLE
h design & design direction
r at Evisu Group

Adding breadth to del

GROWTH

of opportunities

Raw & Refined

USD 800

Heritage Hero

w
Coined “Special”

to elevate
#1Special as
super premium

>

Get more out of IG

New followers. New customers. Repeat.
The best place for 10X growth potential.

Japan Made Selvage

USD 400

*I. e &. 5
k - "
Future expansion:
Created a $400
entry price selvage
#1

MESSAGE

USD 200

adding subtle sign-off
and non-selvage
non-Japan
extend scalability

Selvage Innovation and
Non-Selvage Newness < >

New
Post Personality
Connect like a celebrity. Share like a Star.

Act like a seven figure sensation.'**
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Align - Co-Create - Engage

BETTER BY DESIGN

o Vision o Strategies o Values
o Directions o Purpose o Perceptions
o Connections o Growth o Communications



