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EXECUTIVE SUMMARY

Y/PROJECT

Y/Project is an emerging luxury fashion brand founded in 2011. Glenn Martens 
is the creative director since 2013. The identity of the brand had a shift after 
Glenn took over, his creations are unique deconstructions and generational. 
After analysing external and internal aspects of the business, it is ascertained 
that the label still has to make efforts to have brand recall value amongst the 
audience. Consequently, the brand could gain from engaging content and 
communication with their customers through modern digital media. An 
execution plan from hereafter is presented later in this report in more detail. 
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INTRODUCTION

Aim  

Increase brand awareness to establish an everlasting and exclusive luxury brand. 


Objectives 

1. Analyse the competitors and target customers to identify the brand positioning, brand 
identity, brand awareness and consumer perception.


2. Analyse the current communication strategies carried out by the brand.

3. Propose new and innovative approach in their communication plan online focusing on B2C.


Brand Introduction 

Y/PROJECT is a Parisian brand founded in 2011 by Gilles Elalouf and Yohan Serfaty. The 
inspiration was taken from Rick Owens and at this time, it only made menswear. After Yohan 
Serfaty's death, a Belgian alumnus of the Royal Academy of Antwerp GLENN MARTENS got 
placed as Y/Project's new Creative Director in 2013. He added a blend of both genders’ in his 
designs. The image and visuals of the brand transformed with versatile creations inspired by 
several cultures and generations (Y/Project, no date). 
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Research Methodology

A combination of both primary and secondary research was carried out to gain 
valuable insights to support the report. For qualitative primary research, a focus 
group discussion was organised between 17 members. A visit to the Y/Project 
space at Galleries Lafayette was made to get a better perspective on their 
products and pricing. For quantitative, a questionnaire was shared on various 
platforms to get an overview of the consumers' brand awareness and experiences. 

For secondary data, sources such as academic books, journal articles, 
newspapers, press releases, social media platforms and online reads were used to 
support all approaches in the report.
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P E S T E L
• New President 

Emmanuel Macron 
elected in May 2016.


• Wealth Tax will be 
replaced by levying the 
tax on luxury items 
(Taxation, 2017).


• For tourists, France 
offers tax-free shopping 
for anyone who spends 
more than 175 euros 
and purchases less 
than 15 items (Global 
Blue, no date).


• Insecurity is caused 
amongst the people 
due to past and 
potential terrorist 
attacks.


• Trade deficit of France is at 
5 billion euros as on 
October 2017 (Reuters, 
2017).


• Unemployment rate in 
France is at around 10%, 
while the youth 
unemployment rate is at 
25% (Weachter, 2017).


• High tax on French 
corporations as compared 
to other EU countries 
(Murphy and Romie, 2017). 


• Macron Law was instated in 
2015 which meant that the 
stores could stay open for 
longer (Murphy and Romie, 
2017). 


• Euro is the second largest 
currency after the American 
dollar. Used as a 
transaction tool in many 
countries outside of the EU 
area (Focus Economics, 
2017).


• The average age of the French 
populations is 41.2 years as of 
2015 (Statista, 2015).


• 32.3 million are males while 34.3 
million are females (Statista, 
2017).


• Trends like ageing population, 
societal shifts in households and 
slow expansion of wealth will 
have impact on consumption 
growth and consumer landscape 
(McKinsey, 2010).


• French culture links to fashion, 
art, food and architecture. Style 
and sophistication are important 
traits of the culture (Zimmerman, 
2017). 


• Price plays a vital role in the 
purchasing process of the 
French customers(Santander, no 
date). 


• Quality now is also becoming of 
great importance. Increasing 
number of French consumers 
are inclined towards a label or 
brand of guaranteed quality 
(Santander, no date). 


• 3rd most important 
European tech hub, after 
London and Berlin. 


• French Touch helps to 
build connections 
between the tech and 
other creative industries, 
focus on tech, innovation 
and creativity (Hoang, 
2017).


• 86.4% of france's total 
population are internet 
users (Internet Live Stats, 
2016).


• 86% of French 
households have internet 
access (Statista, 2016).


• Over 80% of french 
internet users buy 
products online and 
approximately 20% of the 
online spendings takes 
place at the time of 
Christmas (ECommerce 
News, 2014).

• Grenelle II regulation in 
France demands 
consumer goods to have 
detailed carbon footprint 
labelling (Ravasio, 2012).


• According to REACH 
regulation (EU), the 
industry is responsible for 
evaluating and regulating 
the risks of chemicals and 
giving proper safety 
information to their 
customers (Ravasio, 
2012). 


• Also relates to dyes, 
finishes, pesticides and 
herbicides used in 
growing natural fibres in 
the fashion industry 
(Ravasio, 2012). 


• 551/2009 regulation (EU) 
prohibits the use of 
phosphors in detergents 
and washing processes 
(Ravasio, 2012).

• If there is no date provided for 
a purchase on agreement, 
product must be delivered 
within 30 days. 


• Businesses must provide pre-
contractual information that is 
detailed, clear and 
transparent to consumers like 
Price, Payment Obligation 
and Accepted modes of 
payment (Richard, no date). 


• If a consumer wants to return 
an item, he/she can send 
back products now up to 14 
days. All informations must 
be provided on in e-
commerce (Kawkabani, 
2017).


• Data Protection Law will state 
on May 25, 2018 for 
protection of personal data of 
natural persons incl. name, 
date of birth, etc. (Saarinen et 
al., 2017).


• New changes recognized 
“international tourist zones” in 
Paris, where businesses like 
Department Stores can be 
open on Sundays (Hoang, 
2017). 
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Porter’s five forces determine that Y/Project is yet to have a commanding 
position in the luxury market because of their low economies of scale. 
Competitors and Buyers pose high pressure due to its narrow brand 
awareness. Thus, it can work toward engaging customers and take 
strategic decisions that differentiate and protect it from potential threats.

PORTER’S FIVE FORCES
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COMPETITIVE RIVALRY IN THE 
INDUSTRY 
HIGH  

• In the field against established brands 
like Comme des Garçon and popular 
emerging brands like Vetements and 
Off-white. 


• Big conglomerates such as LVMH, 
Kering group, etc. 


• Aggressive marketing online and offline

• Low switching cost also leads to high 

competition

POTENTIAL ENTRANTS

MEDIUM TO HIGH 


• The brand needs to create a buzz and a 
fresh portfolio. 


• Other brands may find resources to 
enter the market such as equity funds 
to finance them. 

SUPPLIERS  
MODERATE HIGH  

• The brand does not hold 
any vertical integration, 
thereby, do not have their 
own facility for leather, 
cotton, etc. 


• Dealing with multitude of 
suppliers 

BUYERS

HIGH 


• Y/Project does not 
benefit from high 
brand awareness


• Buyers might replace it 
with its well-known 
competitors to gain 
higher profits

SUBSTITUTES 
MODERATE 

• Counterfeiting is not common as the 
brand is not famous. 


• Presence of popular competitors such 
as Vetements, Off-white and Comme 
des Garçons can act as substitutes

PORTER’S FIVE FORCES
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Swot gathers that Y/Project has unique, modern and versatile designs. They 
have strengths that can be used to its full potential. As per the primary 
research, it is difficult to find Y/Project online. Majority of them heard about 
Y/Project from a friend or a celebrity wearing it on Instagram. Thereby, it 
entails more investment in digital marketing and content online. It may help 
the brand gain global recognition and open up new distribution channels.


SWOT ANALYSIS
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STRENGTH 

• Well integrated sales department, press 
office ‘Ritual Project’, skilled labour force and 
distinct craftsmanship


• They have an in-house atelier which means 
all the samples are produced in-house


• Design of the products is unique, modern 
and have flexible ways of wearing them. 


• Placed next to Aalto and JW Anderson on the 
same floor as other established luxury brands 
such as Saint Laurent, Fendi, and Chanel


WEAKNESS 

• Lack of digital content


• They do not have their own store


• Lack of global recognition and distribution


• Clothes on instagram/Tumblr do not look 
wearable


• Clientele limited to stylists, fashion students, 
fashion/trend seekers and celebrities


OPPORTUNITIES  

• Can benefit from Glenn’s contacts in the 
Western Glamour industry by getting 
celebrities to endorse the brand


• Use of modern technology and create a 
social network


• Expand to growing markets such as China, 
Japan and Korea


• Collaboration with an artist who 
complements Glenn’s unique deconstruction 
methodology


• Add a brand extension of unisex and 
feminine handbags


•
• Initiative for sustainable practices 


THREAT 

• They have immense competition from already 
established or speedily emerging brands due 
to higher popularity


• With high competition of similar style, price 
wars can occur


• Constantly renewed desire for something new 
in millennials


SWOT ANALYSIS
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KAPFERER'S BRAND IDENTITY PRISM

Y/Project's brand identity lies in its logo, Glenn Martens and his signature 
styles like the extravagant sleeves, thigh-high ruched boots, and 
androgyny of the menswear line. The brand personality is inclined towards 
excitement. It is part of current cult status, yet bringing out the 
individuality of the customer. The culture of Y/Project comes from 
architecture and deconstructions. Y/Project customers are deemed upon 
by others as fashionable, eccentric and experimental with style. 
Simultaneously, the person wearing Y/Project believe themselves to be 
social, unique, and elegant yet sexy. 

Y/PROJECT 13



Logo, Glenn Martens, superfluous 
sleeves, androgynous, eye-catchy 
ruched thigh high boots 

Excitement: Cool, Young, Contemporary, 
Unique 

Trendy, cult, excellent styling products, luxury, 
individuality 

Culture stems from architecture, believes in using 
unconventional approach in their designs by 
deconstructing fashion as we know it and recreating 
something unique, universal for all genders and ages.  

Young, wild, funky, experimental 
and fashionable 

Social, unique, stylish, sophisticated 
yet sexy 

Physique Personality

Relationship Culture

Reflection Self Image

IN
TE

R
N
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IS

AT
IO

N
EXTER

N
ALISATIO

N
KAPFERER'S BRAND IDENTITY 

PRISM
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BRAND 
ELEMENTS

Tone used by Y/Project 
is minimalistic yet 

romantic. 

No packaging

Glenn Martens is the 
main character/mascot of 

Y/Project

https://yproject.fr, 
should consider acquiring 

yproject.com too. 

Y/PROJECT 

Y comes from Yohan 
Serfaty

Y/PROJECT 15
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The perceptual map positions Y/Project as an emerging but high priced 
brand. The y-axis represents the price point at two extremes - high price 
and low price. The x-axis classifies the brand an emerging brand or an 
established brand in the industry by keeping in mind the number of years 
it has been actively part of the fashion industry. Many designers today are 
influenced by modernity and work towards creating garments that were 
never conventionally worn before. Hence, Y/Project faces ardent 
competition from well-established labels such as Maison Margiela and 
emerging popular brands like Vetements and Off-White.

BRAND POSITIONING
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High Price

Low Price

Established 
Designers

Emerging 
Designers

GmbH

PERCEPTUAL MAP
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Brand Names Y/Project Vetements Maison Margiela Comme des 
Garçons

Age group 18 - 35 18- 40 35-55 18-60

Target Market Fun, cool, elegant, edgy, unique, 
millennials

Edgy, alternative, fun, street, urban, 
cool, youth, young adults Elegant, avant-garde, sophisticated

Playful, edgy, fashion forward, fun, 
eclectic

Brand Identity gender fluid, feminine, elegant, 
trendy, cool, experimental

gender fluid, feminine, fun, 
contemporary, anti-fashion 

gender fluid, avant-garde, functional, 
versatile

androgynous, innovative, unique, 
exclusive, modern

Values Creative, architectural, Trendy,

deconstructions Creative, Unconventional, modern architectural, universal, contemporary

Future oriented, technology, 
innovation, creative

Online
Moderate engagement on Instagram, 
187K followers; website has been 
out of the digital landscape for over 2 
months. No e-commerce. No 
information available.

Very strong Instagram, 2.5M 
followers; Doesn’t sell on website but 
on other online marketplaces. 
Runway shows available on the 
website.

Active engagement on Instagram, 
2M followers; sell on website, shows 
location to stores, easy to navigate, 
detailed information about the 
French fashion house telling their 
story.


Strong Instagram, 1.4M followers; 
website is hard to navigate, no 
engagement, no e-commerce.

Digital Strategy

Active on Instagram and Tumblr, post 
editorials ,campaigns, runway 
clippings, products ; there is mere 
information available about the brand. 
Tone used is very direct and 
minimalistic. 

Fashion features relevant to 
Vetements is on the homepage of the 
website. Use videos on both website 
and Instagram. Backstage archive on 
website indicating a welcoming tone. 

Runway shows ,look book available, 
videos on Instagram and website. 
Goes ‘Live’ on Instagram regularly. 
Subtle yet pleasantly encouraging 
tone used.

Inside the store pictures, 
installations, editorials. Instagram 
aesthetic is graphical. Minimal tone 
used. No videos on Instagram.

COMPETITOR’S CHART
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Y/ Project  
Celebrities like Rihanna, and 

Beyonce associated to the brand.  
Deconstruction of traditional garment 

and reconstructing it to create 
something unique.  

No proper store in France. 
No brand extensions such as 

bags, eyewear and, 
fragrances.

Vetements 
Multiple collaborations with other 

brands. 
Very popular on social media with high 

level of engagement. 
Unconventional and anti fashion e.g. 

the highlighter heel boots. 
No proper store in France.

Maison Margiela 

Offer an extension of hand bags, wallets, 
eyewear, key  holders and fragrances. 

A retail store in Paris 

Comme des 
Garçons 

Innovating with technology, brand 
extension of wallets, cardholders, and 

fragrances. 
A retail store in Paris 

POINT OF PARITY & 
POINT OF DIFFERENCE

POP 

Fashion industry 
High level of creativity  

Gender fluidity 
Ready to Wear, shoes, and accessories 

Presence on social media 
Based in France 

Sold offline and online 
Modernity 

Elegant 
Edgy 
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TARGET AUDIENCE

Based on the primary research results (Appendix 3),  Y/Project appeals to 
the niche demographic market because it does not fit everybody’s style. 
The price range indicates their target as the wealthy, upper middle class to 
rich social class. With their new-age designs and deconstruction 
approach, their sizeable audience comprises of the millennial with the 
affluent lifestyle, aged between 20 to 30 years old. The imagery and 
attitude attract fashionable and modern generation that want to stand out 
amidst a large crowd with their unique, and strong sense of style. It is 
important to understand the millennial state of mind. According to Bain & 
Company (2017), the millennial and generation Z will be the driving force 
to increase the valuation of the luxury market to €290 billion in sales by 
2020 and hold 45% of the share by 2025.
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Luxury Spending

Y/PROJECT
6000 EUR/P.A

21

https://www.instagram.com/p/Be5VFbWBmIY/?taken-by=simranaggarwalxo


Luxury Spending
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RESONANCE

• So far, the brand reflects low customer loyalty and engagement 
• Medium engagement on Social Media [ Instagram:185K followers, 

Facebook: 8423 followers, they have Tumblr but it gives no 
information ]

FEELINGS

• Cool 
• Exciting 
• Fun 
• Eclectic 
• Eccentric 
• Creative 
• Unconventional

JUDGEMENTS

• Youth-oriented/ Wealthy millennial brand 
• Niche 
• They are innovative in their use of classic 

trends like drapes and ruffles and making it 
look cool/zeitgeist

IMAGERY

• Fashionable 
• Edgy 
• Architectural 
• Contemporary 
• Trendy 
• Romantic 
• Mix of subcultures and time periods 
• Exclusive

PERFORMANCE

• Y/Project is known for its distinct/unique and innovative designs 
• Deconstruction in the conventional ways of wearing a garment 
• Menswear is unisex, therefore, can be worn by both men and 

women 
• They have an in-house atelier 

SALIENCE

• Ready to Wear,  
• Y/PROJECT logo,  
• Narrow brand awareness 
• Strong association with Superfluous sleeves, 
• Thigh high ruched boots, recently launched ruched thigh high Uggs 
• Large sized spiral earrings 
• Oversized clothing

KELLER’S CBBE 
MODEL

Y/PROJECTAnalysis in the appendix* 23



Y/ PROJECT MENSWEAR

Accessories Ready to Wear

A. T-shirts 

B. Sweatshirts 
C. Shirts 
D. Jeans 
E. Trousers and Pants 

F. Sweaters 
G. Hoodie 
H. Coats 

I. Jackets 
J. Trench Coats 
K. Blazers 
L. Sweatpants

A. Scarves 

B. Belts

Y/PROJECTAnalysis in the appendix*

PRODUCT PORTFOLIO
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Y/ PROJECT WOMENSWEAR

Accessories Ready to Wear

A. T-shirts 

B. Sweatshirts 
C. Shirts 
D. Jeans 
E. Trousers and Pants 

F. Sweaters 
G. Hoodie 
H. Coats 

I. Jackets 
J. Trench Coats 
K. Blazers 
L. Sweatpants 

M. Dresses 
N. Tops 
O. Shorts 
P. Skirts

A. Mules 

B. Thigh high boots 
C. Ankle boots 
D. Spiral Leather heel Sandals 
E. Heel Sandals

A. Scarves 

B. Belts 
C. Jewellery 

Footwear

Y/PROJECT

PRODUCT PORTFOLIO
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PROMOTIONAL MIX

Y/PROJECT

Y/Project’s promotional mix comprises of Advertising and Public 
Relations. 

They communicate their advertising campaigns on Instagram, digital 
articles and online magazines. For Public Relations, the brand is seen in 
various editorials shared on their social media and also being worn by 
celebrities like Rihanna, and Gigi Hadid. 


Up until now, Y/Project does not engage in any Sales Promotion, Direct 
Marketing, Internet Marketing or Personal Selling.
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BRAND INNOVATIVE STRATEGY

RETAIL STRATEGY 

The observational study at the Y/Project section in Galleries Lafayette noted there is no full-time associate for the 
corner. The clothes seemed as if hanging in a random order. More people may be attracted to the store if arrayed in 
a more coordinated way, e.g. with all the jeans together and all tops in one place unless visibly styled together. 


RUNWAY SHOWS 

The runway shows play baroque music which goes with the brand’s characteristic of odd couture. 


AD CAMPAIGNS 

The AW17 campaign featured friends, family and interns (Dazed Digital, 2017) and SS18 campaign starred the 
entire team (Dazed Digital, 2018). It is a useful strategy to convey the brand as a family and create the desire in the 
audience to be part of this family, as a customer or a team member. 
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ADVERTISING CAMPAIGNS

Y/PROJECT

AW17 CAMPAIGN WITH FRIENDS, FAMILY AND INTERNS

SS18 CAMPAIGN WITH THE ENTIRE TEAM

28



INSTAGRAM FACEBOOK TUMBLR PINTEREST VIMEO

184K followers, most active on 
Instagram, 8480 likes, 8557 followers

No data on number of 
followers, but there is active 
engagement through likes and 
comments. 

13 followers 105 followers

1585 Posts, high engagement 
with comments and likes Posts cannot be quantified. 

no information about the 
brand, all the links from the 
page don't work

No pins, No boards 28 videos

Regular uploads, 2-3 times a 
day

On an average, post twice a 
month on Facebook Currently no frequency No frequency Once a month

Pictures of runways, editorials, 
celebrities, products, 
campaigns, sometimes videos

Articles, Editorials, Videos, 
runway photos, campaigns, 
achievements, 

Pictures from shows, editorials, 
celebrities in Y/Project but no 
upload since May 2017

No activity on the page Videos, Mostly Runway shows, 
Sometimes show Backstage

Y/Project have yet to establish a strong position on the social network.  Having strong distribution through all 
social media channels is essential. Overall, most active on Instagram then facebook followed by Vimeo and low 
engagement on Tumblr and Pinterest. They are not on Youtube and Twitter.

WEBSITE — Y/Project's website has been a work in progress for almost two months. By being digitally absent, 
there will be a disconnect between the customer and the brand. As a result, it may lose out on prospective 
buyers. Nonetheless, the website claims to be back soon and has pictures sliding vertically through the screen. 

DIGITAL STRATEGY
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C O N C L U S I O N
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CONCLUSION

After a detailed analysis of Y/Project, it can be said to have narrow brand 
awareness but a sharp brand image. It is contemporary and highly likely to 
appeal to the wealthy millennial generation. Thus, using fresh creativity along 
with modern technologies to communicate and engage with them may be 
helpful to create a hype around the brand. The efforts put in to make the name 
more known will be beneficial to prevent potential threats from new entrants 
and established competitors in the market.
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RECOMMENDATIONS

BRAND STRATEGY 

The new plan formed following a B2C approach focuses on stimulating desire amongst the target group to try Y/Project. The strategy is to enhance the 
brand’s communication, branding and retail space to increase brand awareness about Y/Project to establish it as an everlasting, exclusive luxury brand.


A. Communication —

1

2

3

4

According to the primary research, Beyonce's younger sister, Solange Knowles [Appendix 2]  could be the ideal celebrity to involve because her eclectic 
personality aptly resonates with Y/Project. She is a singer, songwriter, model and actress with almost 100,000 followers on Instagram. Loved and dressed by 
designers from Gucci to Thom Browne, Solange can carry avant-garde and supports young emerging designers like Phlemuns (Cusumano, 2017). 

Primary research inferred Instagram as the most used social media platform and the need for more communication on it. For instance, go ‘live’ on Instagram 
during the preparation and backstage organisation of the show, interacting with models to give insight on how they feel wearing Glenn’s unique pieces, the 
editors telling the audience their opinion, and disclosing their favourite looks. A few words by Glenn on his journey will add a personal sentiment to the LIVE 
story. Planning an Instagram contest may also be a good suggestion. This contest will be a trivia about Y/Project, so it not only engages the consumer but 
also creates awareness about it. [Appendix 2]

It may be advantageous to collaborate and present a unique product mix with other brands. The contrasts such as a loud top with classic pair of jeans or a 
minimal t-shirt with deconstructed bold jeans would connect and appeal as more wearable to the audience. [Appendix 2]

Customers like websites that are fast yet stimulating. The visual display of details makes a brand have more density regarding brand imagery (Kapferer & 
Bastien, 2009). The customers want to find pleasure from their experience online. A good outline could be to put forth the website like a narrative and create 
an atmosphere that forms an emotional bond with the customer. 
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B. Branding —

5 Y/Project could consider co-artisting with the emerging Russian illustrator, Masha Shishova. Her illustrations complement the brand’s style developing a 
strong artistic brand imagery. [Appendix 2]

6
Create a brand extension of small androgynous handbags. A survey showed 29% of shoppers who purchased a bag in the last one year now prefer to carry 
smaller bags (Mintel, 2016). Gucci and Saint Laurent, pioneers of luxury handbags, are highest revenue generators of Kering with 43.4% and 28.5%, 
respectively (Kering, 2017). With its significant market share in the luxury industry, it makes it perfect market to invest.


C. Retail —

7
Open a Y/Project store in Paris, e.g. at Rue du Faubourg Saint Honoré or in Le Marais will help create brand awareness amongst people of their target, the 
affluent millennial. A physical store will also make the brand known amongst their audience from other nationalities, and they can then order online from their 
countries.


8
Consumers embrace personal experiences and now share them instantly through social media. It is recommended to send all online orders with a 
customised gratitude note signed by Glenn Martens as part of the packaging. [Refer to Appendix 2]

Y/PROJECT 34



VISION

As established earlier in the brand strategy, YProject.com needs to offer their customer a social experience that stimulates them to revisit their site. It is advised 
to develop a strong presence digitally to persuade the customer to make a purchase. Therefore, here are the following recommendations for the same — 


BRAND STRATEGY EXECUTION 
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1
Having inbuilt music on the website that matches the brand’s identity may add atmosphere to the online experience created by Y/Project. Customers can 
mute the music if they like. The findings of the survey and the focus group declared R&B, alternative music genres as their preferred choice. 
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2 The homepage could include fashion features written on them by renowned organisations like Vogue Runway, Business of Fashion, brand’s campaigns and 
even editorials. This move will give a validated opinion to their consumers. Additionally, they will want to look at the products and beget their own opinion.
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Tell customers the ‘story’ about its evolution from when it first began. Every brand has a story, and so does Y/Project. With the brand's consistent growth, 
the narrative will also keep unfolding. It will include customers in this progression and make them feel part of this story. 
3
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4 ‘Behind the Curtains’ page which will be an archive of all the backstage stories, preparations and organisation of the fashion shows. Again, this initiative to 
be transparent with the customers makes your customer feel involved; it forges a connection between the brand and the customer.  
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5
Similarly, the brand could gain from another page 'Behind the Atelier' which showcases making of the collection on the website enlightening customers 
about tailoring in the atelier. From sketching to weaving, Glenn's thoughts and inspirations for the collection; the idea is to share every detail with your 
consumer to create a whole experience. 
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6
Glenn stated that it is plausible to wear one garment in many ways (Iredale, 2017). Therefore, the brand could give tutorials demonstrating the different 
styles a customer can wear an item. This will illustrate the versatility and wearability of their product.
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7
The site has an archive of all the collections from the first till the present. This gives the customer the freedom to speculate the brand’s work in entirety. The 
subhead is ‘Lookbooks’, also includes archive videos of the runway shows that go live on their website at the time of the show. If the fashion show on the 
website is like a social experience and not just models walking, then it gives the customer something to talk about, share and follow the brand on a regular 
basis (Kapferer & Bastien, 2009). 
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8 CEO Mark Zuckerberg said that when you give people the power to share, you bring them closer together (Spurlock, 2011). And bringing the people closer 
together means building a community. In the future, the brand could henceforth suppose to have a “Your/Project” section on the site where customers share 
their moments with or wearing Y/Project that upload on the website only on approval.  
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9
The focus group (Appendix 3) found out that customers are searching for a fun-tech fashion website, as opposed to the classic route most luxury fashion 
brands take. Hence, yproject.com could consider introducing an interactive space of online styling for their customers where the internet user can mix and 
match from Y/Project products, and create a complete look. It will be an exciting exercise to note how customers create different looks using Y/Project 
clothing. 
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The political events in France involve the election of the new President Emmanuel Macron elected 
in May 2016. He instated the luxury tax that replaces the former Wealth Tax (Taxation, 2017). 

Economically, for French corporations, there is a high tax as compared to other EU countries 
(Murphy and Romie, 2017). The Macron Law put in place in 2015 enabled stores to stay open for 
longer, which could lead to more profitability for the brand. In the social aspect, trends like the 
ageing population, societal shifts in households and slow expansion of wealth will have an impact 
on consumption growth and consumer landscape (McKinsey, 2010). The prices of the products are 
thoroughly determined as it plays a vital role in the purchasing process of the French 
customers(Santander, no date). 86.4% of France's total population are internet users which implies 
it is a valid mode of communication to reach out to the majority of the population (Live Internet 
Stats, 2016). Moreover, Over 80% of French internet users buy products online (ECommerce News, 
2014). The detailed information regarding the carbon footprint, risks of chemicals and safety 
measures is supposed to be mentioned as per Grenelle II regulation (Ravasio, 2012). Legally, the 
General Data Protection Law is a recent development valid from 25th May 2018 that protects 
personal data and companies have a fine of up to 4% of its global turnover if violated (Saarinen et 
al., 2017). 
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Keller’s CBBE Model for Y/Project tells us that its salient features are the logo, 
the ready to wear collection, narrow brand awareness and its strong 
association with superfluous sleeves, and scrunchy thigh-high boots. It is 
imperative to initiative to increase the brand awareness and work towards 
building a community. Y/Project fulfils being utilitarian with aesthetics. The 
designs are creative and unique, with samples made in their in-house atelier. 
The brand can be said to be gender fluid with its menswear line. From 
consumers' experiences, the brand image is established as fashionable, trendy, 
modern, and influenced by mix of subcultures and time periods. The new-age 
brand is unconventional, fun, and eclectic. From the focus group discussion, it 
is seen as a niche brand because not everybody can carry the style suggested 
by Y/Project and is ideal for the rich Millennial. Due to low brand awareness, 
the loyalty and engagement by consumers is yet to build up. 

KELLER’S CBBE MODEL
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Y/Poject offers two different brand extensions for men, Accessories and 
Ready to wear. Additionally, for women the brand also offers a extension of 
shoes. Although, the garments are versatile, the product portfolio lacks 
variety in Accessories and Shoes. In 2018, it is noted that the revenue 
generated in the handbags market is a total of US$8,490 million. With the 
growing market of 2.8% per annum, it presents as a significant opportunity 
for Y/Project to add handbags as a brand extension (Statista, 2018). 

PRODUCT PORTFOLIO
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CELEBRITY AMBASSADOR : SOLANGE KNOWLES 

Y/PROJECT

RECOMMENDATIONS APPENDIX 2
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INSTAGRAM CONTEST & PUBLIC 
RELATIONS

To enter the contest mentioned in the report, one must follow the steps below : 

1. Answer the following questions —

A) Where is the brand Y/Project based out of? 

B) When was the brand founded and by who?

C) Who is the current fashion designer of Y/Project?

D) Describe the brand in one word. 

2. Tag 3 friends to take part in the contest 

3. Follow Y/Project on Instagram

4. Like this picture! 

There will be two winners who will then receive an invitation along with the big fish of the glamour industry to the -invite only- 
launch of Y/Project’s website and e-store. 

The brand should also get influencers to share the contest and even participate in it to create a hype. With their wide reach on 
social media and apt personality for Y/Project, Solange Knowles, Fei Fei Sun and Alek Wek are a few the brand should strongly 
consider.

Product Placement is also effective form of Public Relations that the brand can undertake in later stages of the brand, for 
instance, having a celebrity/artist wear Y/Project’s ruched thigh-high boots in a music video, or reality/talk show/movies. 
However, at this point, the brand has to be made known before it can be placed for a customer to identify with it. 


Ritual Projects is Y/Project’s press office. It can be said that the agency has its own niche, and a uniform essence exhilarating 
from all their clients. Robin Meason has been in the PR industry, particularly in Europe since 1994. She created Ritual Projects 
especially for the art and architecture in fashion to flourish. Y/Project is in the hands of an experienced expert who will make 
her emerging agency grow with it emerging brands. 
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PRODUCT MIX WITH OTHER BRANDS

Y/PROJECT JEANS 
WITH DIOR TSHIRT

Y/PROJECT JEANS 
WITH CALVIN KLEIN
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CO-ARTISTING: MASHA SHISHOVA
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PACKAGING PERSONALISATION

Y/PROJECT

Since the e-store is live for a very short duration after the release of the collection, the customers that order from the website in that 
duration will get a handwritten personalised note from Glenn Martens shipped with the item. It is not only financially feasible but also 
a thoughtful idea to build customer loyalty. The quality of the note, it's aesthetic can be coherent with the whole package and brand 
image. It is imperative to use the customer's name, and express gratitude for them to show interest in your brand. It is all in the 
details so take the chance to tell the customer the brand appreciates them and mention your enthusiasm for their next purchase. 

56

WEBSITE BUDGET

After consultation with an Industry expert, the website development cost including agency fee and design will be between 5000-8000 
Euros tentatively. 



The majority of participation in the survey were women with 71.6%, mostly between 20 to 28 years 
old. 51.1% are from Europe. 87.7% look for shopping inspiration online. The people who took the 
survey students or work in the creative industry. Survey held concludes that 55.4% consumers use 
Instagram to follow fashion brands to keep upto date with new trends, collections, get inspiration, 
and insight about the brand and what values it holds. When asked about what the consumer looks 
in a brand’s website, the most common answers were that it must be easy to navigate, provide 
information about the brand, their collections and upcoming trends. The most intriguing one was 
that they will like to see how one can style the products with other garments. In their free time, the 
participants like to listen to music, explore online, workout, socialise and travel. 25.7% of the 
contributors are noted to be familiar with Y/Project but the high percentage that are not aware 
imply that there is room for initiative to increase brand awareness and create a buzz about it. 

Y/PROJECT

PRIMARY RESEARCH

SURVEY ANALYSIS

APPENDIX 3
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FOCUS GROUP ANALYSIS

The focus group discussion had 17 participants with women in majority. The common way of learning 
about Y/Project was found to be the word of mouth method followed by social media particularly 

Instagram. The one person who learned about the brand through this group stated her first impression as 
technical silhouettes and cuts, dark in a very subtle sense, very fun, experimental, casual yet stylish, and 
gender friendly. 8 members said they considered it a luxury brand due to high pricing, luxury fabric, 

statement pieces, cult status, brand positioning, sense of design, exclusivity, and is not for everyone. The 
remaining stated it as a premium but not luxury brand because it lacks history, a story, and an emotional 
bond between their products and its consumers. The group of 17 together defined luxury as overall 

exceptional experience that is novel, tells a great story, exclusive, long lasting, exquisite original design, 
quality material and comfort, superior customer care, and a renowned brand ambassador. The words 
suggested by members to describe the brand in one word are ‘Eclectic, Urban, Youth-oriented,, trendy, 

edgy, unpredictable, baggy, refined and monumental’. Members liked the mix of art, architecture and 
innovative design of the brand but are unable to see the versatility of the products and were not convinced 
about the price range. It was also gathered that although celebrity/influencer is paid to promote a product, 

they do have an influence on the consumers for the reason that the products they wear get more visibility 
therefore boost awareness that leads to prospective purchase. Members pointed out fashion features, new 

trends, fashion shows, and DIY’s as fashion related content they enjoy the most online. Most preferred 
genre of music is R&B, and thrillers for movie genre. The group also agreed that design space atmosphere 
is very important for their interest to buy any brand online or offline. A participant stated that she wants an 

e-store to be something that makes me happy while shopping and isn’t just about making a purchase.
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Y/PROJECT

Focus Group Transcript
How did you learn about Y/Project? 

Through a friend, Not sure exactly how, but I'm likely to have come across it on social media, Word of mouth, Haven’t heard of the brand before, On the internet, spotted it on Vogue Runway app,

I hadn’t heard of it until I saw it worn by a celebrity on Instagram, I came across the brand on social media- Instagram, to be specific, through a friend, social media. 


If you did not know the brand before this, what is your first impression of it (check vogue runway and their instagram page, Tumblr, farfetch)  

Millennial High Fashion, Odd Couture, Innovative, New-age  

What do you think of the prices? You can check them on farfetch.com 

I think their products are highly priced. As much as their sense of fashion looks like it is meant for millennial's, it is certainly not priced that way, Some pieces are really overpriced, The prices are

little high for the collection, I think the prices are somewhere between semi-luxury and luxury, Too high. Some pieces could definitely be cheaper, especially T-shirt’s and hoodies, Quite expensive,

Steep, In my opinion, the brand is a little overpriced.  

Do you view the Y/Project as a luxury brand? Why? 

Yes. I do view Y/Project as a luxury brand. Their sense of design resonates with the idea of luxury. Carrying these outfits is not meant for anybody & everybody and that gives it a touch of

exclusivity. Other than that, the quality-price relationship gives it the luxury tag, yes, because of its prices, No, I do not. Not yet, at least. This is because it lacks heritage, a story, and doesn’t

really have the aesthetic of a luxury brand. But it definitely is the brand for millennials, Yes, due to the price and high fashion, yes because of statement pieces and uses expensive fabric, Yes,

because of the pricing and exclusivity, I’d say semi-luxury, Not a luxury a premium brand as of now, they need the exclusivity and a different subtle and minimalistic tone in their communications, 

Yes, because of their brand positioning, current cult status, and luxury pricing. 


What is it that you consider luxury? 

Luxury for me is exquisite design, quality material, superior customer care and a prominent brand ambassador, The entire definition of luxury has changed for me since the athleisure movement

began. Even traditionally luxurious brands like Gucci are sending athleisure down the runway. To me, luxury now means what is novel, like brand collaborations that produce a limited amount of

pieces, or a coveted shoe on social media which isn't easily available to everyone, A unique experience with a long lasting product, A lot of things actually- Exclusivity, experience (overall), style

(design), uniqueness, comfort, quality, t is build through all the aspects of marketing and communication that the brand implements. Prime selling points, premium pricing strategy, quality of

clothing and originality of styles, Something that is exclusive, tells a great story, and provides an exceptional consumer experience, luxury is great comfort + style, usually at a great expense. 

Which other brands can you associate with Y/Project? 

Acne Studios, Vetements, Off White, Jacquemus and Almaz, Balenciaga. 


Describe the Y/Project in one word. 

Honest,Chic, Arresting, Eclectic, Urban, Youth-oriented, Comfortable, trendy, edgy, unpredictable, baggy, loud, bold. 


What do you think about the brand (likes/dislikes)? Why? 

I like that there’s a mix of art & design in their products, I dislike the conceited look on all the models faces. i think the brand is contemporary, thus it may not appeal to a mass audience

, gothic culture, unique silhouettes, wearability as well the attitude of the brand as a whole. Also, the brands sense of identity, I’m not a fan of the brand, as it is not something I would ever wear

because of its style, I especially like their women’s wear collection, I love their use of drapes and ruffles - the way they use classic trends like ruffles but still make it look cool, I think the style is

really cool and interesting, goes together with the ongoing trend yet original. It could be cheaper this way differentiating from Vetements, I think its very experimental, very new-age, but I think it

lacks variety, specially in the products, also I feel the womenswear is kind of different in it’s style from the menswear, the contrast could be good, but at times it feels slightly confusing, I like that

the brand is not trying to be what it's not, but at the same time, what I don't like is the luxury pricing for some of the pieces. 
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Y/PROJECT

Focus Group Transcript

What can be improved in your opinion?  

The people representing the brand, the prices, minimalistic approach, variety, better communication, use their hype well, less bulky style, versatility, social media presence.  

10.   Have you ever bought a product from them? If yes, from where and how often? 

Only 4 people bought from Y/Project, on farfetch,.com and opening ceremony.  

11.   If not, will you consider buying clothes from Y/Project? Why / Why not? 

No. Because if you look hard enough, you’ll find similar stuff somewhere else, cheaper, not my style,  might buy the printed oversized hoodie from Farfetch, yes I like their style.  

12.   According to you, which segment of people are they targeting? Give Reasons. 

The rich millennial. Because that’s the kind of audience they’re using for their brand imagery, affluent millennial.  

13.   Do you think the brand has a niche? If yes, why do you think so?  

Yes, they seem like they have a niche. A lot of their designs are loud and bold, not meant for everybody's style, Sort of. For the part of the market that is into street fashion. Mostly the younger

generation, but not limited to. However, that niche is only getting bigger- street fashion is taking over. 


14.   Describe the way you want your customer experience to be at a luxury store/e-store? 

Highly professional and customized. A typical experience at a luxury store would be a detailed interaction wherein I outline exactly what I need and my expectations are met with sufficient

reasoning, As personal and special as possible. Its all in the little details. Just from being paid attention to, and served, to having a very personalised shopping experience. Its what sets you apart

from an experience at a high street fashion store- the complete opposite of that, to be frank, customer service, return policy, and follow ups for feedback,  

15.   Do you think Good/Bad design space matters?  

Absolutely, Yes! I think it really matters. It definitely has an impact on the consumers. From colours used, to managing space, Yes, design adds to the customer experience,  

16.   Do you think celebrities like Rihanna are in line with the brand? Name other celebrities you can associate with the brand.  

Yes. Beyonce, Bella Hadid, Alek Wek, Solange Knowles, Fei Fei Sun, Rihanna, Beyonce.  

17.   What is your occupation?

Social media marketing executive, fashion designer, fashion stylist, fashion blogger, self employed, fashion student. 
18.   Which genre of movies do you prefer?
 
Thrillers, Art & Cult 

19.   Which genre of music do you prefer?

Hip Hop, Alternative, Jazz, Chill tech 

20.   Which social media platform are you most active on?

Instagram 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21.   Do you trust Bloggers/ Influencers’ opinions?

Hardly, sometimes, they promote brands that pay them, however they are influential in terms that products they wear get more visibility therefore boost awareness that leads to
purchase, bloggers not always, celebs more influential. 

22.   What type of content do you enjoy related to fashion?

Fashion features, New trends, fashion shows taking place all around the world, what everyone is wearing, Behind the scenes, making of campaigns, DIY’s, product related
content, photographs, videos , gifs, anything that catches the eye and is informative, events
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