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License Power
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N.Y. Creative Agency Group Work
Street Goth Frame
Brand New Line

Bozarthfornell Architects & Alt-254
Urban Anchor, Hong Kong
Carnaby Boutigue, London

Campaign Director, Tokyo - Keiichi Nitta
Campaign Director, HK - Edison Cheng (x2)
Campaign Coauthor - Richardson (x3)
Campaign Coauthor - Ehcalie Engman
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11 POTENTIAL POWER OF LICENSING

WHAT'S WITH THIS FREAKY IMAGE ON A TEE? THE INSIDER OUTSIDER TACTIC
LICENSING A SMART APPROACH _. Owning Kudos Cult status Tribal communication

POWER-UP THEBRANDKUDOS [ “oniege 9" wontext Sy
THERE IS A COSTEFFICIENCY [& = = __ _
THERE'S REDUCED COMPLEXITY |Sgn. - > [y | S L
CANBEAS SIMPLEAS 1-2SKU  [FE@ S ¥ SN Ny P
BUT HAPPENS FREQUENTLY
ALONGSIDE OR CAN BE AN -
ALTERNATIVE APPROACH To THE T HBA Brand Halo Power Up. Not through collaboration but smart licensing & affiliation.
/ This connection buy kudos in the EDM scene - through in the know association.
CONCEPT OF DESIGNER X BRAND " reiasame as Supreme's nscers Outsicer tactic
(2014) Using the popular celebrities favorite inspiration, rather than the star themselves
POP CULTURE IRONY BASQUIAT

SUPREME X CDG - ARTWORK = LICENSED

TN .

Point is not about commercialism here of the above garments.
Point is even at the top level runway designs use licensed
images. This is something we need to appropriate. In the above
case they're artworks from deceased artists in the public :
gomain. Dea’([jh +%O yearhs. Alsdofthe photlography wlogld hav?N '
C e e - - een sourced and purchased from on-line image libraries. We _ i i
This is insider outsider tactics at work Should employ both telics. Both require na form of Bszgﬁ;t dxz%‘ggu

Remember HBA & Aphex Twin before collaborative complications.

SORAYAMA EDO POP: PAUL BINNIE GAMES
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D*FACE
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SFERA EBBASTA
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' & pausemag.co.uk

Evisu Explores its Archive with Sfera

Ebbasta For Capsule Collection
Tom Barker - October12, 2021

Japanese denim label Evisu has a long history with hip hop, being worn by the
likes of Jay Z and Lil Wayne in the 2000s and by Travis Scott and Lil Uzi Vert in
the modern-day. Honouring this tradition, the brand has worked together with
Italian rapper Sfera Ebbasta on a 14-piece collection.

The streetwear capsule re-imagines EVISU denim, inspired by its vast archives
from the '90s. Denim two-pieces feature the brand's signature seagull logo in
red with a paint drip effect, covering the back of the garments. This is included
alongside a range of monochrome t-shirts and jumpers that also highlight red-
hued branding.

Speaking on the collection, Ebbasta said in a statement that, "I definitely like to
bring my full creativity to any project that | am involved in — and for this
collaboration with Evisu it has gone even deeper as | always dreamed about
buying their jeans as a young boy."

Evisu Explores its Archive with Sfera
Ebbasta For Capsule Collection

Sold DLliH

=old out =old out

: EVISU X SFERA EBBASTA
OFF-WHITE SEAGULL SEAGULL DENIM JACKET o1y x SFERA EBBASTA EVISU X SFERA EBBASTA GRAFEITI LOGO DENIM
CARROT FIT RAW DENIM €345 2017 PKTS DAICOCK JEANS 2017 GRAFFITI LOGO JEANS
JEANS #2017 JACKET
£435 €469

£300 €499
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Street Goth

Commercial takeaway:
DKNY @ Opening Ceremony

lIrony, Embrace Distaste & New Creative Partnerships
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N.Y. CREATIVE AGENCY GROUP WORK
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*_Culture Lens

IDEAS

» Disrupt Western seriousness, especially their understanding of EasternfAsian Culture as serious
* Mow everyone does selvedge denim, what is the new visible mark of quality we can own?

» Craft/selvedge ic not enough of a competitive edge, what will we use as Bvisu’s Competitive Edge?
» Consumers still don't totally understand details of the craft/denim, how do we define and teach?

* Denim is accepted everywhere

*» Vercatility is demanded with this new acceptability

BIG QUESTION

e Are we looking at an Asian platform instead of Japanese?
* Will it be more impactful to look across Asian platform?

~_Brand Lens

INSIGHTS
* We can’t compete on technology
* Private stock: purist, Japanese consumer

= EU specialty stores want only authentic Japanese premium

IDEAS

* Denim art and art form as a uniquely Japanese trait, how do we emphasize and own this?
* Denim as a compenent of personal art expression as the uniform that is unigquely personal
* Unexpected denim/fabric combinations

* L oud in a different light

* Mew interpretation of coldness

* Free and easy with contemporary Tokyo- brands like Engineered Garments and WWM do this well

BIG QUESTION

* How do we evolve out of the pigeon hole of “heritage” line?
¢ Should we be doing genes?

¢ U.S.--= “seed planting” strategy rather than big splash—
build new image slowly, under the radar, in order to build
longevity strategy.

. Market Lens

INSIGHTS
= Dther brands are making similar claims at lower price peoints

= Tough to compete with new technology [hyper-color, scratch and sniff]
especially as Maked and Famous are owning this space

» Exclusivity versus volume

IDEAS

* Denim art as a way of thinking, own art and utilize denim to showcase
= Mew fabrics cashmere denim

» Hijack heritage [in an irreverent way)

BIG QUESTION

* Will a lower price point devalue you?
* Should we do away with the lower price point range?

oarned from the

C efine
noint, product and bra

" Target Lens

INSIGHT

= Target is neither leader nor fashion follower yet they have a confidence in the brand.

BIG QUESTION

* How do we approach communicating to a future Western Target Market,
thus creating an aspirational "want” for EVISU in the East.

"._ Next Steps

* Create SOW and Roadmap

» Research and Development to achieve strategic clarity

* Formulate Brand, Targets, Market, and Culture insights and POVs relating to Evisu

* Deep dive analyze of the competitive set in Western Market

* Produce positioning and strategy platforms and alignment around opportunities for the brand.

* Finalize positioning, strategy and creative brief.

= Examine launch opportunities

* Determine the brand’s future path and reclaim its spot in the Western Markets to best ensure lasting
global brand success

* Creative Development: Core look and feel, naming and brand architecture exploration.
Will determine the mix of Premium Stock, Mainline, Youth market and Heritage, and determine
benchmark brands for this market

= Activation Development

SAFAC
sundAus

We will partner and colaborate with you as the creative brain trust, be the strategic and creative lead
throughout the process, shape the direction and the standard for all other partner agencies and manage

the process
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Building a new perspective on growth We work with clients from a wide range of categories Oct gt and 11t Worksessions
Decoding perceptions, influences and underlying truths reveals
opportunities for your brand to anticipate—and exceed—
iFATHOM F— . Cultural + Category )
iHATCH ——» OPPORTUNITY +—— Ad‘;‘l . HARLEY-DAVIDSON Setting the stage Context Defining the brand
TRDJAN Working Together with Evisu Where has the brand come How do we map out brand
R —— from and where must It go? values that are troe to the
A R A P I D SR We believe that a rapid planning session in New York would Dt g and 9 o e o ey Srond
serve as a thought-starter for the Evisu team, creating
- . greater clarity around:
BRANDING CULTURAL BUSINESS DE Bekrs MARS e S e sion
EORENSICS - * The TARGET: Who is the target consumer? What drives e :
‘v 5” W O R |< S E S S I O N +MARKETING him? What aspirations does he have? INTRODUCTIONS R IFFERENTIATION
* The CATEGORY: What at the key dynamics of the denim PRELIMINARY CULTURAL TRENDS = + POSITIONING
category? The male fashion world? BRAND VISION + INFLUENCER BRANDS WRAP—UP + NEXT
T T T T T LT T T T P PR T e + The BRAND: How can Evisu be best positioned to 'Egtﬂ;g?cf'l;“
ot - BUSINESS TEQUILA succeed with this target, in this category, and in this
gh+m, 2013 . AR T market? RS ERRE R EREEASCARRERS SRR R RREEEREEREES L EARRES R EE SR EREAS § AR ARRE L ARREEEE
QonJullo. e Gth: 1130am-1pm Oct 9 1pm-3pm et 11t 930am-1230pm
d— INNOVATION ——p "'\"‘TE ”m"m!'“
. : i} . For Discussion: CAPABILITIES
Setting the stage The Strategic Elements Of A Brand Evisu - Functional auribues Oct 9t and 11t Worksessions A Rapid Immersion in Consumer Culture
- Equities (associationsassets/heritage)
Discussion Topics A brand first and foremaost COMPETITIVE N
P encapsulates what a company MANDATORIES Cultural + Category
Key Dbjectives and Goals (short, medium and long-term) and/or product promises and ASPIRATIONS = Pricing . Context
What are the overarching brand and business goals? represents in the hearts and ) '?'::.‘,'5 our idealized : Mm”?gq“al'b" TQ ! -
Biggest challenges to entering the US market? p . e > . rearts i [' A‘:' T? (’ndS
minds of consumers (from @ TiE fihat's missing? o ic> (EEA ST - o e
Current Brand Articulation + Future Desired Perception whom you earn a brand rather = What iss slanglingnin g;L.ir . Distrihugtion Discussion Tap:'es
Mission, Vision, Values than own it) way? -7
Trends in the US Market
EBrand Trajectory 7| Trends relevant to the 18-35 Fashion-forward Male
Where has the brand come from and where must it go? Buta D_ﬁll’lﬂ_a|5_l} shapes the 'IE:\}I-{PEE'IE‘:QSIL%E'I'?LCIE)I[EJMEP Trends relevant to Fashion and Denim
INTRODUCTIONS strategic thinking and (18-30 MALE)
E\lisu's. Competitive Landscape permissions of those who GAME CHANGERS
PREIMMARY - Denim manage it; it becomes a " Radical rethink of permission  alignment STAKEHOLDER DESIRES CULTURAL TRENDS +
ERAND VISION - Lifestyle “fmdow through which you - Expansion/brand - mﬂ:fldu:rrs%;ey INFLUEMCER. ERANDS . . J..
DISCUSSION brice oot St view the world MIGHT SHOULD . Sxtension strategies  ygr SHOULD - What do they mast care Ca te(} ory 11 E?n.db
rice-point Strategy B about? = -
RS ERERE S ENNEEE S S RREEEE RN RS RN ERRNES RN S RRRRRE RN ER S RNEEE S R Clarity around a brand’s : 'Ilgr?:ursiﬁ:mn RN SRR NS ERRNES ENRERE S ERREEEE RN RN CURRE S INRERRE SRR RN SO RN R
Oex Oth: 1130am-1pm positioning and direction is . cﬂsmﬁimgn Oer 9 1pm-3pm
therefore paramount to SHALL WALUES & PERSONALITY SHALL - Sustainability
- . . F = Exclusivity
maximize attraction as well as : &ﬁ;ﬂ'gﬁ‘;ﬁ:{gﬁfm? - Masculinity
e potential - How do we echo lead/trail cur market? : Iistl-hmakmg I .
o -y . y - a) e
Clothing Facts US Trend: Living Seamlessly
- Amount Per Shirt .
-
Discussion
I — ) B Twirter: a0 ] )
- W intagram: 1 What is most relevant to Evisu?
o e Which trends present opportunities for Evisu? Challenges?
o How are these trends different in Japan? China? Europe?
B Linkedin Score Activity
N A+ . ) - 3. ool 3 & instagram " nl..--.dm uh and Hosrah Alhwsen ingsged uith tha update you -
Millennial Trend: Mosaic | o e
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Brandonomics . - ; - .
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Day 2Worksession J— De-coupling Product from Brand Cycles of the Brand Exercise: Envisioning the Brand Essence
'/l \\ West China Japan
,(f \‘\
Defining the brand ! Super Premium Super
1 P 4 Premium

How do we map oul brand ! - = y

values that ar:“:ru:lo the .'-‘ ,r/ \\\ ,f'r

EE::?J:T;:::::H Fevend \‘1' "{ Premium Which image_s _resunal:e with the Evisu brand?

ERAND VALUES + l'-\ {." Premium Great Product Whﬂ'S 5'-'_rP rlsmg?

[Ssion \‘:;__,.«;"‘ Extraordinary Brand What's missing?
IFFERENTIATION { ! -
'+ POSITIONING | ® Mid-Market
.-
WRAP-UP + NEXT Mark Good Product (Niche) Relaunch
[ e Extraordinary 7
T
( ® J Mass Brand
i an -t 11} (1] 1] {1111 s 1111 (el 1] (1] {1 1] me i g L] p—— mmmbre”
et 11%: 930am-1230pm
Brand “Potency” Direct Revenue Potential
Motes from Imperfections=characte
Exercise: Future Exercise: What is Emphasized Where? . o . . oo £, Asypoutiey,
Clarifying the Brand Hierarchy Marketing Plan: Navigating Tensions

Let’s Articulate Evisu’s Brand Positioning,.

N AT P —— = _ Coll n #1| Collection #2 | Collection #3 |Collection #4.. Key Considerations Key Opportunities

What are Evisu’s core brand values, and How can Evisu leverage its hand-painted
how can these be demonstrated in heritage and relationship with art?
different markets? pow can Japanese heritage andfor values
How can Evisu maintain its momentum in help to differentiate the brand?
China while re-inventing the brand for ., . -5 the nimble nature of Evisu

Western markets? yranciate into: 1) business advantage, 2)

What is the ideal collection/line structure disruptive and bold expressions of the
Brand from a business model perspach_vl!? brand and lifestyle?

- A brand perspective?
Personality How can brand values and personality be
+ Image expressed beyond the logo?
What kind of market entry will create the
most permission for Evisu to make its
case to Trade?
Product What kind of market entry will create the
Attributes mast brand awareness for Evisu with
target consumers? Influencers?

Brand
Values
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EVISU PROPOSAL

EVISU Group
HK Office
Ist Floor. International Industrial Building.
No.175 Hoi Bun Road, Kwun Tong, Hong Kong

and Evisu’s content visibility (both of which reinforce on and offline Evisu revenue potential).
Below is a detailed breakdown of the services to be provided.

MUL Brand Development, Brand Management, & Strategic Marketing | Creative

Direction
STEPS DELIVERABLES FOR PROPOSAL
1 Market Analysis
11 Inter-Commodity Analysis (an analysis of the best practices for the top companies Evisu is

competing against for potential customer revenue- (l.e Relevant Fortune 500 Companies.)

1.2 Inter-Competitive Analysis (a straightforward analysis of Evisu's direct competitors - Denim
Brands)
1.3 Macroeconomic Analysis ( a general analysis of economic trends in domestic and global

markets that could affect a potential course of direction. Ex: European debt crisis, gov’t trade
regulations & policy changes, etc.)

14 Target Market Analysis ( an analysis of target audience consumption patterns, spheres of
influence, & psychographic profile.)

1.4.1 *Visual Documentation Trend Spotting (Photo and/or video documentation of existing and
emerging trends amongst potential target audiences of socioeconomic interest to Evisu.

2 Brand Audit

2.1 Value Proposition (Identify, develop, or adjust the perceived value of the Evisu brand to
better match & align with target audience consumption culture )

3 Communication & Overall Customer Touchpoint Assessment & Development

PROPOSED SERVICES

Based on the meeting with the Evisu team on October 11th, 2013, MyUberLife (MUL)
recommends a comprehensive brand audit of Evisu, analysis of Evisu’s existing and
potential target market(s), the development and/or expansion of Evisu’s bi-directional
communication channel(s) against industry best practices, and the development of a
tailored strategy designed to maximize Evisu’s brand awareness & overall sales revenue
potential in Evisu’s United States (US) markets. To do this, MUL will use a combination
of proprietary market research techniques and visual documentation. In addition, MUL will
evaluate Evisu’s social media assets and other online touchpoints (on/ine points of interaction

with Evisu’s target andience) to develop a seamless market strategy, content distribution

guidelines, and overall brand communication structure designed to increase brand exposure

3.1 Evisu Communication Structure & Guideline Evaluation (evaluate Evisu as a brand. Assess
existing and potential value proposition(s), market analysis data, and social media asset
analysis to formulate a consistent and cohesive communication structure and guideline)
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: < EVERGREEN
Style
Crafted Integrity
Earthy

Denim Rooted
Indigo Exploration
Natural Fibers.
Crisp & Dry
Less Stretch
Denim

¥ =
|newestietlexineneitt

. - ’.c‘é
¥ ‘ STRATESY VIO RAANEIN[EFANND INSPIRING

\\UIS Ll

KURO

Fashion
From Outside In
New applications
Synthetic
Trend Focused
New Aesthetics Exploration
Innovative Blends.
Fancy & Tech
More Stretch
Beyond Denim




Creating the sample collection and tone. Initial proposal was a collaboration with Mastermind Japan for collection launch




RETAIL DESIGN COLLABORATIONS

LONDON STORE
HK CONCEPT STORE
HK FUTURE STORE




Bozarthfornell Architects | ALT-254 | EVISU Project collaborator

ARCHITECTURE - INTERIOR DESIGN - PROJECT MANAGEMENT

ALT-254 is a design and project management group based in Hong Kong. ALT has recently
completed a series of commercial and retail projects in Hong Kong and the UK.

EVISU Store, Hong Kong

ALT-254 in collaboration with Bozarthfornell Architects developed and delivered a new
concept store in Hong Kong for the Japanese fashion brand EVISU. The Store located in
New Town Plaza, Sha Tin has been specifically designed to display EVISU's new line of
clothing. Simple materials and bold colors allow the store to reflect EVISU's design ethos.




Bozarthfornell Architects | ALT-254 | EVISU Project collaborator




Urban Anchor Architects | Project Lead collaborator
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Carnaby Street boutique | Project Lead collaborator

i@ dazeddigital.com

Evisu's new London store

The Japanese denim brand comes of age with a new
Carnaby Street boutique

2November 2012

21 years ago Yamane Hidehiko — a Japanese tailor with a penchant for jeans -
salvaged antique denim looms and revived their traditional techniques. Two
decades (and a bit) later, Hidehiko's vision for vintage-style selvedge denim,
which formed the foundations of Evisu, still stands as a forward-thinking
approach to quality-driven design. Celebrating their heritage, Evisu has opened
their second London store in the famed Newburgh Quarter of Carnaby Street.




CAMPAIGN DIRECTOR
BRAND VISION

MARKETING MATTERS

COLLABORATIVE LEADERSHIP
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Blanchard de Wawve

| FINALLY! Evisu has come back.... to fashion
18 ~

E yvasin.rhodes
its about damn time!!

et

rubbrbnds

| would rather wear this than HBA, been trill, etc.
Evisu make good clothes.
20 ~ 1 »

siruche

Details, details, details. Strong comeback for Evisu.
1B~ 1w

fenga papit
Evisu is so 2004.

cooogqi

W fashion is cyclical brahhh, any dunce knows that.
14 ~ 1 w
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CAMPAIGN PROCUCT CREATOR

CAMPAIGN DIRECTION COAUTHOR
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From UK to HK. From NY to Tokyo.
Below showcases projects | have led, created and shaped through collaboration

290 il i

3] i evisu ChEVERN .| (4] i =

@ evisu 3

All Images Videos News Maps Settings ~

Hong Kong ~  Safe Search: Moderate »  All Sizes ~ All Types - All Layouts »  All Colors

EVISU Hong Kong Concep... High-end denim brand Evisu adds stree... Rethinking Evisu - A New Look for Sprl... Evisu concept store, Hong Kong = Reta... EVISU x D*Face Partner for D*Face’s Sol...  Evisu's new London store | Dazed
heddels.com Scmp.com selectism.com retalldesignblog.net hypebeast.com dazeddigital.com

EVISU Fall/Winter Campalgn... Lil Uzl Viert Contin... Travis Scott Perfor... Evisu Create Sukajan Jacket with Selfridge... EVISU x New Era Spring Summer... Evisu reveld su lookbook para la colecclon ..
highsnobiety.com facebook.com upscalehype.com highsnobiety.com hypebeast.com pinterest.com

f

630 » 420 i ¥ 745 x 733

Evisu Hong Kong Store - Denlm Freaks INSA Launches Installation at EVISU G.. Lookbook Evisu (Jesien / Zima 2013) EVISU KTZ Capsule Collection | H... Evisu Guides - HOW TO SPOT ... HONG KONG SHOP WATCH: Hong Ken...
denimfreaks.com hypebeast.com thelllest.pl hypebeast.com evisu-guides.blogspot.jp wgsn.com

-
BOOD = 1200

1280 = 853
evisu d face capsule collection Travis Scott Cactus... Palace Joins forces with cult 90s denim |... EVISU Launches BESPOKE Denim Program | ...  EVISU Fall/Winter Collection | HY...
dazeddigltal.com stuvvz.com hypebeast.com dazeddigltal.com hypebeast.com hypebeast.com
) —— 1. Evisu concept store HK. Consultant, curator, creative lead 12. Evisu UK collection shot by Dazed
2. Evisu store interior 14. Project manager Evisu X INSA
1 2. 3. 4. 5. 6. 3. Evisu - A minimal aesthetic attuned to the UK traditional to purist 15. Evisu accessories detail from hypebeast lookbook
4. Creating collections, concept forming and collaborating the tone for Evisu concept store 16. Collaborator of Evisu X KTZ along with Matthew Drinkwater - FIA
7 9 10. 1 12. 5. Ideation of Evisu D*face exhibition within Evisu concept store 17. La Flame stepping out in Evisu daicock denim
6. Concept and direction for Evisu London store exterior and interior 19. Campaign product designer and project co-author
7. Collaborative consultant for Evisu Campaigns working with Ontario Design and Terry Richardson Studio 20. Evisu D*face project manager
13JL_14JL_T5. 16.]l_17 18. 8-9. Lil Uzi Vert. Unsolicited customer of my Evisu product 21. Instigator Evisu X Travis Scott collaboration
j 10. Creator: Evisu X Selfridges collection described as “streamlined and refined exclusively for London's Selfridges 23. Contributor and creator Evisu Bespoke
19,2021, 22. 23, 24. 11. Evisu NewEra concept creator and lead designer 24. Collection designer for hypebeast feature



GLOBAL & APAC PROJECTS

LISCENSING PROJECT LEAD
COLLABORATION PROJECT LEAD
NEW LINE BRAND LEAD
STORE DESIGN COLLABORATOR
SEASONAL CAMPAIGN DIRECTOR
SEASONAL CAMPAIGN COAUTHOR

WHILE LEADING DESIGN/SALES
CONTRIBUTION COLLABORATIVELY




