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House of GivencHy: 
1952 - 2018

Hubert James Taffin de Givenchy was born 
in 1927 to an aristocratic family in Beauvais, 
France. After the demise of his father, he in-
herited his love for fabrics from his moth-
er and grandmother. At the age of 17, he 
moved to Paris in 1944 to study at Ecole des 
Beaux-Arts. In 1945, Givenchy started his 
career as an assistant for Jacques Fath and 
thereafter, followed to master his couturi-
er skills under Robert Piguet, Lucien Lelong 
and Elsa Schiaparelli (Givenchy, no date). 

He launched his couture house ‘La Mai-
son Givenchy’ showcasing his debut”Sepa-
rates” collection in 1952. Display of a Ready-
To-Wear line in 1954 made him the first 

couturier to present a luxury RTW collection. 
The  designer  took  inspiration  from  his close 
friend and mentor, Cristóbal Balenciaga, on intri-
cately    adding   simplicity  to his design philosophy.
In 1957, he showed the revolutionary “Sack” 
silhouette - one of his most influential collec-
tions that gave away the figure and waistline. It 
formed a sense of mystery around the female 
body underneath his designs. He empowered 
women of that century with his raised hem-
lines to show more legs. Due to this move-
ment, Hubert de Givenchy became the leader 
of fashion in the sixties. With the beginning 
of the first-ever men’s collection “Gentlemen 
Givenchy”, 1973 also listed as a milestone 
year for House of Givenchy (Roff, 2011). 



In 1953, Hubert de Givenchy met his muse, 
Audrey Hepburn in his Parisian atelier. At the 
time, Hepburn was on a lookout for a wardrobe 
for her movie ‘Sabrina’ and chose Givenchy 
as her couturier. She thought he was young, 
relevant and an exciting designer (Vogue Ital-
ia, 2018). “His are the only clothes in which I 
am myself. He is far more than a couturier, 
he is a creator of personality,” said Audrey 
Hepburn (Roff, 2011). Their collaborations 
have resulted in the most iconic moments 
by far, in the history of cinema and fashion. 

In 1988, Louis Vuitton Moët Hennessey bought 
House of Givenchy and Hubert retired in sev-
en years later. Many noted and exemplary de-
signers followed his footsteps as the Creative 
Directors for Givenchy like John Galliano, Alex-
ander McQueen, Julien MacDonald, Riccardo 
Tisci, and more recently the first woman design-
er, Claire Waight Keller, standing at the helm 
of the Givenchy empire (Givenchy, no date). 

Hubert de Givenchy died at the age of 91, on 
March 10, 2018, in Paris (Khatchaourian, 2018).
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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).
Rising population of the elderly, the mentality shift in households and gradual 
growth of assets will effect consuption as well as consumers (McKinsey, 2010).
French culture links to fashion, art, food and architecture. Style and sophistication 
are important traits of the culture (Zimmerman, 2017). 
Price & quality are important aspecs to consider when buying an item as a French 
consumer (Santander, no date). 
It comprises of people of different religions like Roman Catholics, Jewish and Is-
lam being the 2nd largest religion in France (Pathan, no date). 

In 2017, trade deficit was at 5 billion euros. (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). 
The Corporate Income Tax rates in France will gradually reduce from 33.1/3% to 
25% with effect from 1st January 2022 (Farley & Williams, 2018). 
The International Monetary Fund foresees a 1.8% GDP growth for 2018 (Santand-
er, no date).

Emmanuel Macron elected as the President of Fance in 2016.
Wealth Tax will levy on luxury items in France (Taxation, 2017).
France provides tax-free shopping for expenditure over 175 euros and within 15 
items in total (Global Blue, no date).
Terrorism causes insecurity for the people in and outside of the country.
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3rd most important European tech hub, after London and Berlin. 
French Touch helps to build connections between the tech and other creative in-
dustries, 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).

All consumer products to have a label with carbon footprint, according to Grenelle 
II regulation (Ravasio, 2012).
REACH regulation (EU) demands industries to scrutinize and handle dangers that 
come from chemicals and communicate all safety norms to their buyers (Ravasio, 
2012). 
In the fashion system, it can also correlate with dying, finising, use of pesticides, 
etc. to produce an organic fibre (Ravasio, 2012). 
With European Union’s (EU) 551/2009 regulation, washing and cleaning proce-
dures ban using phosphors in any detergent (Ravasio, 2012).

Macron Law was instated in 2015 which meant that the stores could stay open for 
longer (Murphy and Romie, 2017). 
Organisations to make a contract for its consumer with all details like price and 
payment details (Richard, no date). 
Employment Law: A written contract is French is a compulsion for hiring anyone. 
The employees cannot be fired unless he or she has violated a clause stated in 
the French Law (Pathan, no date).
Data Protection Law was stated in May, 2018 which protects personal data for 
human beings (Saarinen et al., 2017).
Reforms identified “international tourist zones” in Paris, and gave a permit to De-
partment Stores in the are to stay operational on Sundays (Hoang, 2017). 



SupplierS
lOW
Givenchy’s parent company 
LVMH has vertical integration 
program, thereby, they have 
their facility or certified sources 
to acquire leather, cotton, etc. 
LVMH being a prominent 
luxury conglomerate is almost 
always entitled to get a deal 
they want. 

riVAlrY
HiGH
Crowded market selling similar 
products and at similar price 
points
Propective price wars, howev-
er, Givenchy is well positioned
Switching cost is low, hence, 
there is increasing competition 
Brands can invest in attractive 
campaigns, product offerings 
and loyalty programs

BuYerS
lOW 
Givenchy is a well known lux-
ury brand, enjoys strong brand 
awareness
Buyers are not in a position 
to demand for a higher settle-
ment
Givenchy enjoys more power 
due to its rich heritage 
Buyers will not easily replace 
the brand by its younger com-
petitors

pOTeNTiAl eNTrANTS
lOW
High barriers of entry in the 
market
High level of competition 
among existing brands
Need for a differentiation strat-
egy to pierce the brand into 
the consumer’s mind

SuBSTiTuTeS 
HiGH
Consumer preferences have a 
shift regularly (Deloitte, 2016)
Counterfeit products also act 
as a substitute
High competiton in the existing 
market from brands like Balen-
ciaga, Louis Vuitton etc. 



PoRTeR’s 5 foRces

Porter’s five forces conclude 
Givenchy’s leading position in 
the luxury market because of 
their high economies of scale.  
Due to strong brand aware-
ness and in-house vertical 
integration, they can be more 
dominant with the buyers and 
suppliers. However, compe-

tition and readily available 
substitutes including fake im-
itations pose a top threat for 
the same reason. Thus, it can 
continue to engage its exist-
ing customers and take stra-
tegic actions that differentiate 
their offering.



Ansoff’s MATRiX

Ansoff Model for Givenchy 
suggests a stronger use of its 
logo to increase brand recog-
nition. In order to penetrate 
any market, engagement with 
their customers or prospec-
tive customers is vital through 
display of design processes 
on digital media. Givenchy 

enjoys a large product portfo-
lio with diversification in cat-
egories like kids, accessories 
like phone cover, zodiac sign 
jewels and more recently a 
capsule collection to honour 
its longest and most valuable 
muse, Audrey Hepburn. 



Market penetration

Strong use of the Givenchy logo in 
order to increase recognition for the 
brand’s products.

Share entire process from designing, 
to sourcing to finishing of the products 
digitally. 

Increasing awareness about buying 
Givenchy on digital portals delivering 
across the world like Net-a-Porter.

product Development

A capsule collection by Clare Waight 
Keller that recreates some of the most 
iconic looks designed by Hubert de 
Givenchy for Audrey Hepburn.

The collection will be called ‘Audrey’ 
by Givenchy.

Market Development

Givenchy has stores present in 26 
countries in the world.

Communication strategies to be fol-
lowed to establish a strong presence 
digitally in order to capture the atten-
tion of the millennials.

Collaborates with influencers like Be-
yonce and Harry Styles that connect 
with the younger consumer.

Diversification

Givenchy has diversified into Kids and 
accessories like Phone Covers and 
Zodiac Sign Jewels. 

Now, with new modified outfits from 
Audrey Hepburn’s and Hubert de 
Givenchy’s association, the brand can 
collaborate with her grand daughter 
to tract the younger generation to the 
capsule collection.
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Name font, stores, Hubert 
de Givenchy and all Cre-
ative Directors, high qual-
ity couture, packaging, 
dark colours yet feminine, 
Clare Weight Keller, logo

physique personality

Urban, rich heritage, 
authenticity, high class, 
distinctive, creative

Historical remembrance 
of French fashion post 
world war, rich heritage, 
glamour, tailor-made, 
sophistication, liberation, 
innovation

High end quality, ele-
gance, pleasure, 
luxury, individuality, 
timelessness, exclusivity

Elegant, high self 
esteem, sophisticated, 
stylish, 
superior in a social set-
ting

Mature and young high 
income women, 
Experimental & 
Fashionable, 
Feminine, classy and 
aristrocatic elegance

Culturerelationship

Reflection Self image

EXTERNAL INTERNAL



KAPfeReR’s BRAnD 
iDenTiTy PRisM

Givenchy’s brand identity lies 
in its rich heritage, the legacy 
led by Hubert de Givenchy, 
and his successors. They 
are focused to continuously 
re-innovate elegance, so-
phistication and delicacy in 
design since its inception, 
1952. Known for its high 
quality couture, the brand ex-
uberates a blend of finesse, 
discretion and femininity.  
Givenchy customers radiate 

aristrocratic elegance and 
are seen as wealthy, fash-
ionable, experimental, and 
classy. Simultaneously, the 
wearers feel sophisticated, 
stylish, and empowered in a 
social setting because of the 
exclusivity and luxury of the 
brand. It makes them feel lib-
erated through its culture of 
inctricate craftsmanship and 
glamourous settings. 



sWoT AnALysis

Givenchy is established with a long stand-
ing reputation amongst its wide customer 
base. Hubert de Givenchy formed many 
great associations with celebrities like 
Grace Kelly, Jackie Kennedy and Audrey 
Hepburn which gained recognition for 
the brand in the 60s. Furthermore, a sub-
stantial number of industry’s talents that 
followed Hubert de Givenchy like John 
Galliano, Julien McDonald, Alexander Mc-
Queen and Ricardo Tisci add tremendous 
value to the brand. Owned by one of the 
top luxury conglomerates, it benefits from 
vertical integration, in-house atelier as well 
as a well-integrated sales department.

Though informative about its history, the 
website is difficult to navigate with pictures 
too small and not enough emphasis on the 
recent collections. 

Another weakness is its inconsistent use 
of the logo motif. By subtly pushing out the 
logo more in their collections, the brand 
can benefit from an increase in brand recall 
value. Givenchy can consider expanding 
to a booming economy like South Korea. 
It constitutes 4% sales of the internation-
al lurxury market, from which, over 15% 
sales accounts for luxury fashion goods 
(Salsberg & Jae eun shin, 2010). A survey 
conducted by McKinsey (Salsberg & Jae 
eun shin, 2010) concludes that 60-70% 
participants find pleasure in experiencing 
first-hand luxury products, which proves 
the rising sales in South Korea. The dy-
namic nature of the fashion industry, high 
competition in the luxury market and rise 
in counterfeit products act as major threats 
for the brand. 



O
The internet and social media act as an op-
portunity to grow the brand digitally. Invest in 
digital ad campaigns, print campaigns to cater 
to its multichannel consumer. 

Expand to a growing market such as South Ko-
rea.

Initiative for sustainable practices at the brand’s 
front.

Subtle use of  logo on the clothes,accessories, 
bags, shoes, etc. Helps in solidifying the brand 
and make it more identifiable by the consumer.

T
Luxury market is becoming saturated, for in-
stance when Givenchy has products with close 
similarities to other brands, price wars can oc-
cur.

Constantly renewed desire for getting some-
thing new in millennials.

Terrorism discourages people to go to the 
store.

The unpredictable climate affects the sales of 
weather influenced items such as coats, sum-
mer tops etc.

Counterfiet products

W
Website is hard to navigate due to its layouts, 
the images are small in the catalogue, the link 
to recent collections/lookbook is not on the 
homepage.

Givenchy’s logo is not as recognisable and 
easy to recall as other brands such as Louis 
Vuitton, Off White etc. S

Established a long-standing reputation with a 
wide customer base and many celebrity asso-
ciations.

Well versed and integrated sales department, 
In-house atelier & press office, Skilled labour 
force, Distinct craftsmanship.

Luxury is present in the innovative designs and 
the quality of the fabric.

All creative directors of Givenchy added value 
to the brand and carried the legacy gracefully 
with their work.

Owned by the luxury conglomerate, LVMH



coMPeTiToR’s AnALysis

The direct competitors for 
Givenchy are Balmain and 
Balenciaga. They have a sim-
ilar tone of expression in their 
clothes as well as how they’re 
communicated. All three brands 
are trendy, creative, and fash-
ion forward. They have bold 
details curated in a subtle man-
ner. On the other hand, the in-
direct competitors are Dior and 

Louis Vuitton because of similar 
luxury target markets, having a 
more classic tone to their prod-
uct offerings. They also have a 
larger product portfolio with ex-
pansion in eyewear and travel 
luggage. The French heritage, 
craftsmanship and high level of 
creativity are values common 
to all five brands. 





BRAnD nAMes GivencHy BALMAin

TARGeT 
MARKeT

Wealthy, affluent, fashion 
consious, sophisticated, 
experimental, elegant, 
well educated

Wealthy, bold, flashy, glamou-
rous, fashion-forward, modern, 
edgy

PRoDucT 
offeRinG

Ready to Wear for men, wom-
en & kids, couture, bags, shoes, 
makeup, skincare, fragrance, 
accessories

Ready to wear men, women & 
kids, accessories, bags, shoes

BRAnD 
PosiTion

Luxury Luxury

PRicinG (eu)
 500 - 10,000  400 - 7000

vALues
French rich heritage, trendy, 
catchy, craftsmanship, creative, 
feminine, gender fluid, quality 
driven, aristrocatic

Contemporary, glamour, 
avant-garde, bold

PoinT of 
sALes

Present in 69 countries with 53 
direct mono-brand stores

16 mono-label stores

PoinT of 
PARiTy

French heritage, Fashion Indus-
try, High level of creativity, RTW 
men women kids, shoes, bags, 
accesories, celebrity clientele

French heritage, Fashion Indus-
try, High level of creativity, RTW 
men women kids, shoes, bags, 
accesories, celebrity clientele

PoinT of 
DiffeRence

Makeup, Fragrance, Skincare, 
graphic logo, owned by LVMH, 
difficult to navigate website, as-
sociation with Audrey Hepburn

No beauty products, owned 
by Mayhoola Investments, no 
graphic logo, easy to navigate 
website, collaboration H&M



O
Continue to collaborate with brands like H&M 
to break the barriers & promote the brand 
across age groups.

Co-artisting with pop culture celebrities.

Expand by opening mono-label stores in grow-
ing markets such as China, Japan and Korea.

Initiative for sustainable practices.

Expanding to a more basic and wearable line, 
keeping the Balmain aesthetic in mind.

T
High competition in the market from brands 
selling similar products.

Constantly changing desires of the millennials.

Terrorism discourages people to go to the 
store.

Counterfiet products

W
Not for everyone to wear as it sticks to its body 
con, shoulder pads, daring aesthetic.

S
Established reputation with its heritage.

Well organised sales department and In-house 
atelier. Strong social media presence & offers 
worldwide shipping from the website. 

Luxury is present in the fashion forward yet de-
signs with consistent aesthetics, and the luxu-
rious quality of the fabric.

Olivier Routeing’s wide reach with celebri-
ties from Hollywood and young supermodels 
makes it well recognised amongst the youth.

Owned by upcoming luxury group, Mayhoola 
Investments.

BALMAin



BRAnD nAMes GivencHy BALenciAGA

TARGeT 
MARKeT

Wealthy, affluent, fashion 
consious, sophisticated, 
experimental, elegant, 
well educated

Wealthy, contemporary, fash-
ion-forward, modern, edgy, mil-
lennial, urban

PRoDucT 
offeRinG

Ready to Wear for men, wom-
en & kids, couture, bags, shoes, 
makeup, skincare, fragrance, 
accessories

Ready to wear men, women & 
kids, accessories, bags, shoes, 
jewellery, couture

BRAnD 
PosiTion

Luxury Luxury

PRicinG (eu)
 500 - 10,000  300 - 10,000

vALues
French rich heritage, trendy, 
catchy, craftsmanship, creative, 
feminine, gender fluid, quality 
driven, aristrocatic

Contemporary, unconventional, 
avant-garde, innovative, an-
drogynous, feminine, trendy, 
quality driven, architectural

PoinT of 
sALes

Present in 69 countries with 53 
direct mono-brand stores

Present in 97 countries across 
America, Africa, Asia, europe & 
Oceania

PoinT of 
PARiTy

French heritage, Fashion Indus-
try, High level of creativity, RTW 
men women kids, shoes, bags, 
accesories, celebrity clientele

French heritage, Fashion Indus-
try, High level of creativity, RTW 
men women kids, shoes, bags, 
accesories, celebrity clientele

PoinT of 
DiffeRence

Makeup, Fragrance, Skincare, 
owned by LVMH, difficult to nav-
igate website, association with 
Audrey Hepburn

No beauty products, owned by 
Kering, easy to navigate web-
site, sells on online portals, sil-
houettes



O
Use of modern technology and create a social 
network. Strong digital presence in turn in-
creases global presence.

Expand to growing markets such as China, Ja-
pan and Korea.

Initiative for sustainable practices at the brand’s 
front in addition to Kering’s strategies.

Expand to eye wear.
T

Due to high competition in the market, price 
wars can occur.

The dynamic nature of the fashion industry, 
and desire for everchanging trends.

Increase in the no. of terrorist attacks.

Unpredictable climate changes.

Counterfiet products.

W
Website is not visual.

No consistency in the captions on Instagram, 
most images do not have any engaging copy 
with it.

Fragnances like fragrance l’essence not sell-
ing on the website.

Balenciga shut down for 18 years, between 
1968 and 1986 due to Cristobal’s death. Band 
had to completely reinvent itself.

Some pieces of the collection may have ex-
agerrated sizes that is not wearable to all.

S
Well established in the fashion industry. Cris-
tobal Balenciaga, most looked upon designer 
in the 20th century started the brand in 1937. 

Many strong associations with important peo-
ple like Jackie Kennedy.

Brand has a distinct identity recognisable for 
its sculptural shapes.

Luxury is present in the intricate embroideries, 
drapings and heavy quality of the fabric.

Owned by the luxury conglomerate, Kering

Easy to navigate Website, ships worldwide.

BALenciAGA



BRAnD nAMes GivencHy DioR

TARGeT 
MARKeT

Wealthy, affluent, fashion 
consious, sophisticated, 
experimental, elegant, 
well educated

Wealthy, glamourous, fash-
ion-forward, modern, edgy

PRoDucT 
offeRinG

Ready to Wear for men, wom-
en & kids, couture, bags, shoes, 
makeup, skincare, fragrance, 
accessories

Ready to wear men, women & 
kids, accessories, bags, shoes, 
make up, skincare, jewellery, 
couture, eyewear

BRAnD 
PosiTion

Luxury Luxury

PRicinG (eu)
 500 - 10,000 1500 - 10,000

vALues
French rich heritage, trendy, 
catchy, craftsmanship, creative, 
feminine, gender fluid, quality 
driven, aristrocatic

Contemporary, glamour, an-
drogynous, classy, quality 
driven, french rich heritage, 
craftmanship, feminine

PoinT of 
sALes

Present in 69 countries with 53 
direct mono-brand stores

196 boutiques across the world

PoinT of 
PARiTy

French heritage, Fashion Indus-
try, High level of creativity, wide 
product portfolio, celebrity clien-
tele, LVMH owned

French heritage, Fashion Indus-
try, High level of creativity, wide 
product portfolio, celebrity clien-
tele, LVMH owned

PoinT of 
DiffeRence

No eyewear, difficult to navigate 
website, association with Au-
drey Hepburn, prices mentioned 
on website

Eyewear extension, easy to nav-
igate website, prices exposed of 
limited product categories



O
Invest in market development across the world, 
especially in growing markets such as Japan 
and Korea.

Maximise benefits from being part of a major 
luxury conglomerate, LVMH

Expand to home decor. T
Short product cycle of clothes and accessories 
due to changing fashion trends.

Rising terrorism across the world.

High competiton in the industry despite having 
iconic products. Therefore, there is a need to 
constantly recreate and evolve in product de-
velopment.

Fake imitation of products acts s a threat to the 
brand’s identity.

W
Due to international exposure, the brand may 
face repercutions of fluctuation exchange rates 
& other economic changes.

Website offers shipping only on certain product 
categories and to selective countries. S

Strong legacy of more than a centure, and 200 
point of sales since 1946.

Diversification into perfumes, footwear, eye-
wear, makeup, skincare, watches, etc.

Owned by the luxury conglomerate, LVMH

With over 80,000 employees, Dior has an In-
house atelier & press office, Skilled labour 
force, Distinct craftsmanship.

Good branding through TVCs, and print ads. 
Celebritiy assoacitaions like Natalie Portman, 
& Jennifer Lawrence.

DioR



BRAnD nAMes GivencHy Louis vuiTTon

TARGeT 
MARKeT

Wealthy, affluent, fashion 
consious, sophisticated, 
experimental, elegant, 
well educated

Wealthy, affluent, fashion con-
cious, fashion-forward, modern, 
edgy, brand centric, proud

PRoDucT 
offeRinG

Ready to Wear for men, wom-
en & kids, couture, bags, shoes, 
makeup, skincare, fragrance, 
accessories

Ready to wear men, women, 
kids, accessories, bags, trav-
el luggages, shoes, jewellery, 
fragrance, personalisation

BRAnD 
PosiTion

Luxury Luxury

PRicinG (eu)
 500 - 10,000 1300 - 15000

vALues
French rich heritage, trendy, 
catchy, craftsmanship, creative, 
feminine, gender fluid, quality 
driven, aristrocatic

Creative, classic, french heri-
tage, authenticity, sophisticat-
ed, exclusive, timeless, quality 
driven, evolution

PoinT of 
sALes

Present in 69 countries with 53 
direct mono-brand stores

Operating at 460 locations in 
26 countries

PoinT of 
PARiTy

French heritage, Fashion Indus-
try, High level of creativity,wide 
product portfolio, celebrity clien-
tele, LVMH owned, graphic logo

French heritage, Fashion Indus-
try, High level of creativity, wide 
product portfolio, celebrity clien-
tele, LVMH owned, graphic logo

PoinT of 
DiffeRence

difficult to navigate website, as-
sociation with Audrey Hepburn, 
poor use of logo, no travel cas-
es offered

No makeup & skincare products, 
informative website, strong use 
of logo, travel bags & accesso-
ries



O
Use features on social media like IGTV, Swipe 
Up links, etc. to engage customers with con-
tent like behind the atelier videos.

Continue to collaborate with leaders of differ-
ent industries like artists, singers, etc.

Expand beyond 26 countries’ point of sales.

Associate with online luxury portals like MyThe-
resa, Net-a-Porter, etc. 

T
High competiton within the luxury industry.

Increase in e-commerce sales, may lose out to 
luxury brands online. 

Growing threat of terrorism.

Sale of counterfiet products across the world.

W
Website offers shipping on limited categories 
to 26 countries.

Very informative website, however, can be 
complicated navigation for some, hence re-
quire streamlining of content. 

Travel luggage product line with catchy use of 
logo takes away focus from clothing and acce-
sories. S

Established with its rich heritage since 1854 
which is longer than any other brand. 

Strong grounding in travel luggage products, 
acts as their USP..

Catchy & identifiable logo.

Strong portfolio of creative directors like Marc 
Jacobs, Kim Jones & more recently Virgil Abloh

Owned by major luxury conglomerate, LVMH.

Customer base is welathy, not affected signifi-
cantly by economic downturns

Louis vuiTTon





TARGeT consuMeR

In the earlier days, the brand’s target mar-
ket was women that fall in the age bracket of 
25 to 40 years. This analysis was the result 
of Hubert de Givenchy’s strong association 
with the iconic movie star Audrey Hepburn 
in classic films like Sabrina & Breakfast 
at Tiffany’s. Contemporary Givenchy also 
targets the millennial men and women, 
from 18 to 35 years, attracting them to de-
signs carrying details such as animal prints 
or large print icons. Givenchy’s imagery 
and character intrigues a chic, avant-gar-
de and a modern generation woman who 
wants to differentiate herself from the rest 

of the crowd with her unique, and powerful 
style. It is essential to aim for the young-
er generation for the brand to lead in the 
coming future. The price range, however, 
indicates the target as the wealthy social 
class, mostly dedicated to their work, trav-
els or organisational charity events. They 
make $150,000 - $1,000,000 + allowing 
the consumers to enough disposable in-
come to spend on high end clothing, and 
accesories. 



Anisa Turner
Anisa Turner, born in France and raised 
in England is a 23-year-old fresher in the 
fashion industry. She recently completed 
her Masters of Arts in Fashion Marketing 
from London College of Fashion. Current-
ly, she works as a Marketing Intern at Brit-
ish Vogue.
Despite belonging to a well-to-do family, 
Anisa is ambitious to stand on her own 

feet. She is fashion forward and experi-
mental with her style, yet she is a value 
seeker. She follows a skin care routine 
and participates in activities like pilates, 
yoga, dance to take care of her appear-
ance and health. Working out is a distress, 
just like shopping. She is outgoing and en-
joys meeting new people, almost always. 
She loves to explore new places and get 
her inspiration from art, literature, and cult 
that she observes during her travels.





Tania Morris
Tania Morris, born and brought up in New 
York is a 31-year-old successful woman 
in the creative industry. She graduated 
from Parsons, The New School in NYC. 
Currently, she works as a Content Creator 
for Luxury Fashion with Instagram. With 
10 + years of experience, Tania has made 
a mark in the industry and is often seen 
associating with celebrities at the pro-
fessional as well as personal front. Goes 
without saying, she is pro-active on social 
media especially on Instagram and gives 
a front-row view to new collections, almost 
always.
She is self-made and proud. Tania likes 
to indulge in shopping to satisfy her social 
desires. She keeps her body and skin in 
check by following skin care rou-

tines and working out daily. Also prefers 
to walk to work, however, on bad weather 
days, takes a taxi. She is really trendy and 
keeps herself up-to-date with the coming 
season’s trends. Though expensive, Tania 
has an amazing sense of style and taste 
in fashion. She knows how to make some-
thing look desirable to one’s eye. She usu-
ally shops at Saks 5th Avenue, Bergdorf 
Goodman and Soho. She has been see-
ing her boyfriend for the last 4 years but no 
plans to get married for another 5 years. 
Once a week, she likes to catch up with 
her girlfriends over a bite or coffee. 
Her favourite genre of music is alternative, 
followed by pop and then hip-hop. When 
she takes time off from everything, she 
travels with her family and friends to ex-
plore beautiful destinations.







‘audrey’

‘Audrey’ by Givenchy’s Clare Waight Keller 
is a capsule collection that recreates her 
most iconic looks designed and curated by 
Hubert de Givenchy for many classic films 
including Breakfast at Tiffany’s and Funny 
Face (Beyfus, 2015).

Recently, before Hubert de Givenchy 
passed away in March 2018, he came out 
of retirement just to launch a book of his 
sketches for Audrey that titled “To Audrey, 
With Love”.  They shared a bond that was 
personal and professional until Hepburn’s 
death in 1993 from cancer. Hepburn once 
told Givenchy, “His are the only clothes in 
which I am myself. He is far more than a 
couturier, he is a creator of personality,” 
(Knot, 2018). Likewise, Givenchy men-
tioned that their relationship was “a kind 
of marriage” (Beyfus, 2018). He described 
working with her as different from every-
one else he ever worked with. They only 
continued to become closer; their friend

ship and confidence in each other grew 
during the making of the film ‘Funny Face’. 
They shared their love and excitement 
for fashion. “I always respected Audrey’s 
taste. She was not like other movie stars 
and she liked simplicity”, said Hubert de 
Givenchy (Beyfus, 2018). 

The collection reinnovates the black satin 
dress and the pink silk outfit in Breakfast 
at Tiffany’s. It also reinvents the look of Au-
drey running down the steps at Louvre in 
a red chiffon dress with a scarf in Funny 
Face, as shown in the moodboard. 

The mood is surrounded by that of ele-
gance, beauty, grace and glamour. Co-
lour palette takes on shades of pink, red 
and black. Materials comprise of textiles 
like silk, satin, chiffon and trims like rhine-
stones. Furthermore, the prints focus on 
subtly using the Givenchy logo to solidify 
the brand identity and increase its recall 
value.



MooD BoARD

Elegance, Beauty, Grace and Glamour





coLouR BoARD

Shades of Pink, Red and Black





TRenDs BoARD

Trends on Runway:Structured Satin, Draping techniques, and
culptural, Hand-Cuff & Drum Roll Bags



STruCTureD SATiN CreATiVe DrApiNG 
TeCHNiQueS

STruCTureD, HAND-CuFF, 
& DruM rOll BAGS



TeXTiLe, PRinTs & 
TRiM BoARD

Silk, Satin, Chiffon, Moss Crepe, Sheer Organza, Rhine-
stones, All over logo prints





cooDinATion 
BoARD











Sizes Description Fabric Colours Cost 
Price 
(EU)

RRT 
Price 
(EU)

No. of 
Stores

Size 
Break up

Total 
Buy 
Units

Total 
Buy Cost
(EU)

S Sleeveless 
Crop Top

Moss 
Crepe

Pink 160 695 1 S - 6 6 960

S High 
Waisted 
Trousers

Moss 
Crepe

Pink 240 1299 1 S - 6 6 1440

S High Neck 
Coat

Silk Pink 420 3990 1 S - 6 6 2520

S Structured 
Micro Bag

Leather Pink 275 1499 1 S - 6 6 1650

36 Leather Frill 
Stilettos

Leather Pink 200 895 1 36 - 6 6 1200



STYLE #001 YARN 
CONTENT

100% Moss 
Crepe

BODY 
STITCH

Moss Crepe VENDOR Factory X

DESCRIP-
TION

Rhineston-
crop top 
with cut-out 
details

YARN 
COLOUR

Baby Pink, 
Hot Pink

STRAP
STICH

Moss Crepe CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

Black, Hot 
Pink

CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

Halter V-neck COST 960



Season S/S 19 Date 23.09.2018
Style #001 Designer Givenchy
Description Rhinestones crop top with 

cut-out details
Measurements S (inches)
Bust 32
length 15.5

15.5 inches

32 inches



STYLE #002 YARN 
CONTENT

100% Moss 
Crepe

BODY 
STITCH

Moss Crepe VENDOR Factory X

DESCRIP-
TION

Rhinestones 
high waisted 
pants

YARN 
COLOUR

Baby Pink, 
Hot Pink

SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

Baby Pink CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1440



Season S/S 19 Date 23.09.2018
Style #002 Designer Givenchy
Description Rhinestones high waisted 

trousers
Measurements S (inches)
Waist 26.5
Hip size 36
Thigh 24
length 44.5

26.5 inches

44.5 inches

36 inches

24 inches



STYLE #003 YARN 
CONTENT

100% Silk BODY 
STITCH

Silk VENDOR Factory X

DESCRIP-
TION

Long line 
over coat

YARN 
COLOUR

Baby Pink, 
Hot Pink

SLEEVE
STICH

Silk CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

High stand-
ing neck

COST 2520



Season S/S 19 Date 23.09.2018
Style #003 Designer Givenchy
Description Cut-out sleeve long coat
Measurements S (inches)
Shoulder 15
Bust 37
length 40
Waist 39
Hip size 42

40 inches

15 inches

36 inches

39 inches

42 inches



STYLE #004 YARN 
CONTENT

100% Leather BODY 
STITCH

Leather VENDOR Factory X

DESCRIP-
TION

Structured 
Micro Bag

YARN 
COLOUR

Baby Pink SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1650



Season S/S 19 Date 23.09.2018
Style #004 Designer Givenchy
Description Structured Micro Bag
Measurements S (inches)
each face 6
Bag Handle 12

6 in
ch

es

6 in
ch

es

6 i
nch

es

6 inches

12 inches



STYLE #005 YARN 
CONTENT

100% Leather BODY 
STITCH

Leather VENDOR Factory X

DESCRIP-
TION

Two-tone 
heels with 
frills

YARN 
COLOUR

Hot Pink SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1200



Season S/S 19 Date 23.09.2018
Style #004 Designer Givenchy
Description Leather Frill Stilettos
Measurements  36 (EU)

EU 36





Sizes Description Fabric Colours Cost 
Price 
(EU)

RRT 
Price 
(EU)

No. of 
Stores

Size 
Break up

Total 
Buy 
Units

Total 
Buy Cost
(EU)

M Sheer High 
Neck Dress 
+ Body Suit

Sheer 
Organza 
+ Satin

Black 380 3499 1 M - 6 6 2280

M Hand-Cuff 
Tote Bag

Leather Black 340 2180 1 M - 6 6 2040

37 Mary Jane 
Heels

Silk Pink 180 795 1 37 - 6 6 1080



STYLE #006 YARN 
CONTENT

100% sheer 
organze

BODY 
STITCH

Sheer Or-
ganze

VENDOR Factory X

DESCRIP-
TION

High neck 
sheer dress

YARN 
COLOUR

Black SLEEVE
STICH

Sheer Or-
ganze

CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

Black Sheer 
Organze

CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

Black Sheer 
Organze

COST 2280



Season S/S 19 Date 23.09.2018
Style #006 Designer Givenchy
Description Sheer High Neck Dress
Measurements M (inches)
Bust 34
Waist 28.5
Sleeve length 10
length 34.5

34.5 inches

36 inches

10 inches

28.5 inches



STYLE #007 YARN 
CONTENT

100% Satin BODY 
STITCH

Satin VENDOR Factory X

DESCRIP-
TION

Tube Body-
suit Inner for 
Black Sheer 
Dress

YARN 
COLOUR

Black SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 300



Season S/S 19 Date 23.09.2018
Style #007 Designer Givenchy
Description Black tube satin body suit 

inner with sheer dress

Measurements M (inches)
Bust 34
Waist 28
Hip size 36
Thigh 24
length 28.5

36 inches

28 inches

24 inches

28.5 inches



STYLE #008 YARN 
CONTENT

100% Leather BODY 
STITCH

Leather VENDOR Factory X

DESCRIP-
TION

Hand cuff 
tote bag

YARN 
COLOUR

Black SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 2040



Season S/S 19 Date 23.09.2018
Style #008 Designer Givenchy
Description Hand cuff tote bag
Measurements M (inches)
Hand Cuff 3
length 16
Top width 14
Bottom width 10

14 inches

10 inches

16
 in

ch
es



STYLE #009 YARN 
CONTENT

100% Leather BODY 
STITCH

Leather VENDOR Factory X

DESCRIP-
TION

Mary Jane 
Heels

YARN 
COLOUR

Black SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1080



Season S/S 19 Date 23.09.2018
Style #009 Designer Givenchy
Description Leather May Jane Heels
Measurements 37 (EU)

EU 37





Sizes Description Fabric Colours Cost 
Price 
(EU)

RRT 
Price 
(EU)

No. of 
Stores

Size 
Break up

Total 
Buy 
Units

Total 
Buy Cost
(EU)

L Tube 
Jumpsuit

Satin Red 325 3695 1 L - 6 6 1950

L Printed Scarf Chiffon Red 120 495 1 S - 6 6 720
38 Closed 

Pencil Heels
Leather Red 180 895 1 38 - 6 6 1080



STYLE #010 YARN 
CONTENT

100% Satin BODY 
STITCH

Satin VENDOR Factory X

DESCRIP-
TION

Tube Jump-
suit

YARN 
COLOUR

Black SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

Red CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1950



Season S/S 19 Date 23.09.2018
Style #010 Designer Givenchy
Description Red jumpsuit with draped 

cape
Measurements L (inches)
Bust 36
Waist 30
lower Waist 32
Hip size 38
Thigh 26
length of the jump-
suit

58.5

length of the cape 60

58.5 inches

36 inches

30 inches

32 inches

38 inches

26 inches

60
 in

ch
es



STYLE #011 YARN 
CONTENT

100% Chiffon BODY 
STITCH

Chiffon VENDOR Factory X

DESCRIP-
TION

Scarf YARN 
COLOUR

Red SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

N/A CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 720



Season S/S 19 Date 23.09.2018
Style #011 Designer Givenchy
Description Classic logo chiffon scarf
Measurements L {inches}
length 30
Width 30

30 inches

30 inches



STYLE #012 YARN 
CONTENT

100% Leather BODY 
STITCH

Leather VENDOR Factory X

DESCRIP-
TION

Closed stilet-
tos with the 
logo print

YARN 
COLOUR

Red SLEEVE
STICH

N/A CONTACT ABC

SEASON S/S 19 GAUGE N/A BAND 
STITCH

Black CUSTOM-
ER

Givenchy

SAMPLE 
SIZE

S # OF ENDS N/A NECKBAND 
STITCH

N/A COST 1080



Season S/S 19 Date 23.09.2018
Style #012 Designer Givenchy
Description Leather red stilettos with 

Givenchy print
Measurements 38 (EU)

EU 38



concLusion

AUDREY by Givenchy highlights nostalgia, colour and femininity. This capsule collection 
will go live in Givenchy’s store on 28 Rue du Faubourg Saint-Honoré, 75008 Paris, France 
on the 15th of October 2018. It’s a limited collection with 12 pieces with three varied sizes; 
small, medium and large.The prices ranges from 495 - 3990 Euros.  
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BiBLioGRAPHy



iNTerVieW TrANSCripT 1

1. How old are you? – 24
2. Where are you from? – Mumbai, India
3. What is your occupation? – Business development, Footwear
4. How did you learn about Givenchy? – Travelling & Exploring
5. What was your first impression of the brand? –Minimalistic style brand with solid colors & printed 
elements
6. What do you like/dislike about the brand? –
 
Like - The fact that it focuses its collection on basic style and prints. It draws a great amount of influ-
ence from culture – which is incorporated in most of the styles. It creates a statement, without trying 
to necessarily include too many colors. Focuses on a variety of different leather prints for its hand-
bags (croco, snake, etc).
Dislike - Lack of too many options in the handbag/wallet collection.  
 
7. According to you, which other brands are similar to Givenchy? – Lanvin
 
8. Describe Givenchy in one word. - Minimalist
 
9. Do you own anything from the brand? State the items and your reasons for the purchase. – I own 
the classic printed cotton hoodie & the croco leather flap wallet. The hoodie is a classic statement 
piece which can be worn at any occasion (casual or night out). Same for the wallet – its sleek and can 
be carried by itself or as a part of a tote bag. Hence serves as a multi-functional purchase
 
10. . Do celebrity associations validate a brand for you? – Yes definitely.

11. Were you aware that the iconic Audrey Hepburn’s black dress was made by Hubert de Givenchy? 
– No, I was not aware.

12. If Givenchy in 2018 were to recreate Audrey Hepburn’s outfits made by Hubert de Givenchy in the 
60s, will you purchase items from the collection? – I would definitely love to depending on the price 
bracket it falls under.
 
13. Can you recall Givenchy’s brand logo as easily as LV’s? – Yes, I can – even though it’s not as 
easy to recall as an LV, or Gucci.
 
14. Do you prefer buying luxury items on online portals such as net-a-porter or at a physical store? 
– I prefer buying it in person after trying it out. However, due to the lack of authentic options in India 
– I would prefer buying online in another country and have it hand carried by someone to India or 
shipped.

APPenDiX



iNTerVieW TrANSCripT 2

1. How old are you? – 24
2. Where are you from? – Mumbai, India
3. What is your occupation? – Pharmaceuticals 

4. How did you learn about Givenchy? -- I learned about it in 2011/2012. While doing my research for luxu-
ry brands.

5. What was your first impression of the brand? -- Luxury, uniqueness & Status

6. What do you like/dislike about the brand? – I love the company’s ability to stay unique with its designs . I 
dislike the quality of some of the items specially the slippers that i have.

7. According to you, which other brands are similar to Givenchy? – Balmain, Balenciaga , Palm Angels & 
Faith Connexion. Etc..

8. Describe Givenchy in one word. -- Aesthetic

9. Do you own anything from the brand? State the items and your reasons for the purchase. –  Yes i 
do.  i own a pair of Slippers & a Sweater

10. . Do celebrity associations validate a brand for you? –  Yes sometimes it does play a part and specially 
if its a celebrity i like/follow.

11. Were you aware that the iconic Audrey Hepburn’s black dress was made by Hubert de Givenchy? 
-- Yes i am aware of the same.

12. If Givenchy in 2018 were to recreate Audrey Hepburn’s outfits made by Hubert de Givenchy in the 
60s, will you purchase items from the collection? –  No i would not purchase item from the collection for 
myself because i am a man but probably for my fiancee i would.

13. Can you recall Givenchy’s brand logo as easily as LV’s? --  I know the logo, but i am unable to recall it 
right now.

14. Do you prefer buying luxury items on online portals such as net-a-porter or at a physical store? --  
To be honest i prefer both. Entering the store and buying something of the shelf has a different feeling all togeth-
er and buying luxury clothes online is just more convinient if you know your size and you can always find a lot 
more online  than you can in the store as the store can’t showcase everything.



iNTerVieW TrANSCripT 3

1. How old are you?
22
2. Where are you from?
Mumbai
3. What is your occupation?
Fashion and lifestyle blogger + freelance digital consultant

4. How did you learn about Givenchy? 
Can’t remember

5. What was your first impression of the brand?
A brand that isn’t trying too hard

6. What do you like/dislike about the brand?
I like it’s simplicity

7. According to you, which other brands are similar to Givenchy?
LV, Prada, Balenciaga, Valentino

8. Describe Givenchy in one word.
Classic 

9. Do you own anything from the brand? State the items and your reasons for the purchase.
No I don’t 

10. If not, will you consider buying clothes from Givenchy?Why / Why not? 
I don’t know about clothes but their Givenchy Antigona Sugar Leather Tote is on my wish list. 

11. Do celebrity associations validate a brand for you?
Not really 

12. Were you aware that the iconic Audrey Hepburn’s black dress was made by Hubert de Givenchy?
Yes 

13. If Givenchy in 2018 were to recreate Audrey Hepburn’s outfits made by Hubert de Givenchy in the 
60s, will you purchase items from the collection?
Maybe 

14. Can you recall Givenchy’s brand logo as easily as LV’s? 
No 

15. Do you prefer buying luxury items on online portals such as net-a-porter or at a physical store?
Physical store






