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BRAND INTRODUCTION

16 Arlington is a high fashion, luxury brand, based in Lon-
don. They predominantly design womenswear collections,
due to the interests of the founders; however the brand has
branched into menswear and accessories in recent seasons.

Founded in 2018 by designers Marco Capaldo and Kik-
ka Cavenati, the brand is a blend of the designers’ shared
Italian heritage and their years in London where the name
16 Arlington remembers their first flat together. Following
Kikka’s sad passing in 2021, the brand now lives to pres-
ent her through its elegant and courageous designs in which
the duo’s minimalist and maximalist personalities protrude.

Often recognised for this delicate feminine look, 16 Arlington
frequently favour embellishments such as crystals or feath-
ers. Now running the brand alone, Capaldo has made a strong
name for himself, not only in fashion but also in the world of
the arts, where he has collaborated personally with a num-
ber of artists and galleries to curate refreshiwng exhibitions.

Following on from their recent SS25 show, one that vogue
titled as ‘The sexiest LFW yet” (Newbold. A, 2024), 16 Arling-
ton are surging to be one most loved young luxury brands.

Fig 2. SS25 Runway (2024)




BRAND MESSAGING

Underpinned by its founders’ Italian heritage, atits heartis a captivating ten-
sion between the subversive and the sensual, precision and provocation.

Today, the brand is led by Capaldo in honour of Cavenati, whose irre-
pressible energy can be felt in every atom of the 16Arlington universe.

(16 Arlington, 2024)

BRAND VALUES

Femininity
Self-expression
Sensuality
Power

Glamour

Fig 3. AW24 Runway (2024)




BRAND HISTORY

2015: The duo graduated from ltalian fashion school Istitutio Maragoni in
London as a couple in both life and work.

Rented a flat post-graduation, number 16 on Arlington Street, where they
began designing.

Word of mouth begun initiating the brand as friends used to borrow pieces
for nights out.

2017: The brand was formally founded in September with help of Cavena-
ti's father, following the pair being denied the chance to collaborate on
their final graduate collections.

2018: 16 Arlington was officially launched.

In its first year the brand got picked up by global stockists such as Selfridg-
es in the UK, Penelope in Italy and Bergdorf Goodman in New York, plus
many more.

2019: First debut at London Fashion Week.

2020: Launched a 6-piece bag capsule with Net-a-Porter in January.

2021: The couple were happily engaged and living in a new home with their
business was growing, despite post lockdown factors.

Kikka sadly passed away from a short iliness and Marco attempted to find
a new meaning in the legacy they had created.

Creation of AW22 was light and airy, inspired by the memories of Kikka
and what she would have wanted.

2022: AW23 incorporated Menswear and broadened the accessories line.

2024 Capaldo collaborated with art gallery Almine Rech to curate an ex-
hibition that presents a multitude of artists work.

The brand is thriving, has dressed a vast amount of celebrities and is known
as some stockists’ top sellers to date.
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Fig 5. 16Arlington Wins BFC/Vogue Designer Fashion Fund (2023)

ORGANISATION STRUCTURE

Marco Capaldo is both the creative director and co-founder, along with his
late fiancé Kikka Cavenati, for 16 Arlington. The brand’s foundations were built
from the pairs close relationship and following Cavenati’s sad passing in 2021,
Capaldo’s continued effort to reflect her in the brand is still evident today.

Both designers had an ltalian heritage, however Capaldo was raised in Britain
so the brand presents a duality of his more minimal London style and Kikka’s
Italian flamboyancy. In an interview with ELLE, Capaldo stated that he is ‘build-
ing on something we started together, and continuing a legacy that | began with
someone | loved! (ELLE,2024). Today Capaldo is a well-known face in the fash-
ion and arts world, frequently attending industry events as well as holding a
golden circle of friends including people such as Simone Ashley, Alexa Chung
and Alva Claire. He is certainly a strong figure head for the brand and his involve-
mentinthe arts world adds a further creative depthto the brand’s currentimage.

Within 16 Arlington’s further infrastructure it is clear the love and under-
standing for women, which both cofounders bonded on in their early days,
is reflected throughout the team. Capaldo prides himself on the majori-
ty of his team of 20 full time staff being female. A key lead figure in this
team is CEO/Managing Director Fatima Geffrin, who supports and di-
rects Capaldo in most of his work. Having a strong female lead such as
Geffin ensures that the brand remains connected with its focus of fe-
male empowerment. Other key names in the team are: Bliss Louth-Horwell
in PR and Marketing, Vinnie R in Atelier and April Holyome in Production.



The physical space of the brand is also important to recognise, where the
entire team functions under one roof in a Shoreditch studio. Everyone from
the atelier to the CEO works in this space, encouraging the team to form a
tight knit community and have genuine support for each other. This is cru-
cial to a successful brand as in order for the designs and brand image to be
appreciated externally, it requires a fluid and functional community within.
16 Arlington’s continued success with events such as London Fashion Week
is certainly a result of the brands close organisation and female led power.

The brand’s representation doesn’tjust come from this studio, however. Whilst
a large amount of the brands PR takes place in-house, 16 Arlington are also
represented by PR agency A.l. A.l are a relatively well known London based
agencywhoalso have clientssuchas LOEWE, ALAIA, S.SDaleyand Zara (AIPR,
2024). This representationis key for the brand as it ensures the reach they gain
isnt only from the team in the studio but also a second team with further con-
nections adapts this. Having a combination of both in house and agency PR
allows forthe brand to capture an original brand aligned representation whilst
reaching people in the industry they alone may not have direct contact with.

Fig 6. Party people: the couple behind London’s
coolest eveningwear label 16Arlington (2020)




Fig 7. AW24 Runway (2024)

FINANCIAL INFORMATION

16 Arlington are an independently owned brand with very few
sources on their financial records. This is most likely due to the
age of the brand being only 6 years old. However a key finan-
cial point for the brand was winning the British Fashion Coun-
cil/ Vogue Designer fashion fund in 2023. ‘Receiving a £150,000
cash prize and business mentoring’ (O’'Connor, 2023) the brand
solidified its emergence into the luxury fashion world. Edward
Enninful OBE, British Vogue editor-in-chief at the time, award-
ed the fund for ‘Marco and Federica’s unwavering commitment
to push boundaries and challenge conventions’ with their wom-
enswear designs (O’Connor, 2023). Whilst the brand is yet to
receive more fundings or financial investment, having the BFC
award on their record will certainly attract greater opportuni-
ties as well as enable the brand to excel further in their work.
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PRODUCT OFFERING

16 Arlington’s product offering has slightly differed throughout the years, with
a predominant focus on womenswear which is released each season. They
also produced the ‘Scale Sequin Edit” which is available on their website
and has been worn by a variety of celebrities. The brand only recently ven-
tured into menswear for AW23, also available for purchase on their website.

In an interview with GQ, Capaldo sheds light on how menswear was ‘al-
ways something floating” in the 16 Arlington ‘universe’ and that whilst wom-
enswear was directed so much by Kikka, menswear was ‘much more a re-
flection of me’ (Capaldo, 2023). This collection was received incredibly well
by consumers and attracted an entire new audience with men excited to
have a connection to the brand. The reason as to why menswear only ap-
peared for the one season is unclear however and is a question | asked in
my email interview with the CEO of 16 Arlington (See appendix 3B). Unfor-
tunately, | am yet to get a response from this interview, however having a
one off menswear collection makes it more special and unique to the brand.

Additionally, it's interesting to note that some things showcased on their run-
way aren’t available for purchase on their website. Such things include their
accessories and shoes, which is unusual considering the positive addition to
the looks they made. The ‘Kikka Clutch’ is a bag which is certainly unique to
the brand and is designed to reflect how people ‘clutch’ onto the memories of
her. If the brand was to offer purchasable accessories or footwear such as this,
many more opportunities in regards to the consumer would arise for the brand.

Results from my consumer survey told me that 50% of those asked do have spe-
cific 16 Arlington garments on their wish list (See appendix 1K), which reflects
the consumers certain interest in buying into the brand. If the brand was there-
fore to expand its product offering, this consumer interest would only increase.

13
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Fig 9. SS25 Runway (2024)

CORPORATE SOCIAL RESPONSIBILTY

Inclusivity and Diversity

Due to the brand’s small size, the array of sources and areas in which
they may implement methods of strong CSR are few. However, look-
ing at the brand’s general image and use of models and celebri-
ty dressing is an area where inclusivity and diversity can be explored.

It is clear that 16 Arlington are somewhat making a conscious effort to con-
sider inclusivity and diversity when it comes to both their commercial and
runway models. Castings present a vast range of models where a variety of
skincolours, ethnicitiesand genders are present. Thisis crucial for a healthy
brand image as well as maintaining brand values such as self-expression.

Unfortunately, the range of body types isn't so well considered and
both their website and runway shows present a ‘token few’ plus size
models. This isn’t just particular to 16 Arlington; Vogue Business SS25
report has shared how ‘there was very limited progress in size in-
clusivity’ (Vogue Business, 2024) for the most recent season - SS25.

This report asks you to consider why it is that progress is still very limit-
ed and brands still fail on being fully inclusive. This being said, as a small
brand, 16 Arlington is evidently attempting to make decisions considering
inclusivity and diversity that they will hopefully continue to practice further.

16



Sustainability

Again, due to 16 Arlington’s size, it is difficult to preach sustainabili-
ty. However, there are certainly connections to be drawn between brand
size and a smaller negative environmental impact. During my internship
with them it was evident their production scale is small, with the brand
primarily focusing on using made to measure capabilities when dress-
ing celebrities. This is as well as the use of archive samples for press re-
quests and shoots. From my experience with the brand, the sample ar-
chives were vast and well curated in order to make press send outs and
VIP dressing easier. Prioritising these already-made samples and made to
measure abilities shows the brand is working to be sustainably considerate.

However, | did also discover that their website produce is made in facto-
ries outside the UK, though details on this were hard to find. Whilst this
element of practise won’t be sustainable, they do make a conscious effort
not to over produce. This was clear to me in my time at the brand, where
the sales team would only order a certain amount of the popular siz-
es for each garment once they had become out of stock on the website.

17
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Whilst this method may mean a few lost sales, particularly whilst restock
takes place, it does ensure the brand isn't over producing and discarding
excess garments into landfills. The high price point of the brand can also
be an indication of sustainable practice as better quality garments take
longer to make with better and more expensive materials. This is common
across the luxury sector though, so it isn’t full proof of sustainable practice.

It is clear that 16 Arlington overall show little effort on present-
ing a strong CSR image. There are no sources that publish the sta-
tistics of their work, nor any clear action and desire to run in a fair-
ly sustainable way. This is something which the brand should develop
in order for them to later not fall short in a crisis with regards to CSR.

Whilst the brand is small and still relatively young, having little work
on sustainability or social justice is not received well by most mod-
ern-day consumers. This lack of transparency can be altered by the
brand if they choose to commit to presenting their efforts in sustain-
able practice, highlighting things such as their material origins, car-
bon footprint and the approach to human rights in their factories.
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Fig 11. 16 Arlington Croc Print Bags (2024)



SOCIAL MEDIA AUDIT

16 Arlington’s social media presence is relatively small in relation to
their success in the industry, as well as in comparison to other luxury
brands of a similar standing. The brand digitally operates on two main
platforms: Instagram and their brand website. On other platforms such
as TikTok their existence is minimal, with 80 followers and 2 posts.

This is surprising considering the majority of luxury fash-
ion brands and brands in general are using TikTok to reach
a wider audience and push their work in a different way.

Instagram is the brands main social media with @16arlington having 169K
followers, posting 4-5 times a week and story posts every 2-3 days. De-
spite this relatively frequent activity , the account has a 0.01% engagement
rate with posts receiving 6 comments on average. As well as this, their
like count is turned off which may suggest they have no interest in con-
sumers discovering what other consumers like or are interested in. Whilst
turning this feature off isn’t uncommon for brands in the modern world of
social media, the lack of transparency can be confusing when wanting
to analyse the level of interaction the brand has with its online audience.
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Fig 13. 16 Arlington Instagram Feed (2024)
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Instagram

16 Arlington’s brand image is very clearly reflected across their In-
stagram page. Whilst their account isn't notably innovative, the
strategy implemented ensures that there is a seamless transi-
tion between their designs, website and social media presence.

Their current method consists of mostly posting image carousels
4-5 times a week and a video reel every few weeks. The majority
of these posts show 16 Arlington products from the relevant sea-
son, shot against a blue/white background, usually containing a
link to the website in order to make the consumers online shop-
ping experience seamless. Post captions are kept in line with their
sleek look where it only is used for product detail listing and some-
times adding #16Arlington in an attempt to boost the posts reach.

Their story posts follow the same aesthetic and strategy which
are then organise into season coordinated highlights. This is only
visible for the last three seasons however, suggesting stories
and highlights is a relatively new strategy for them. To conclude
these findings, from those interviewed in my consumer question-
naire some consumers have discovered 16 Arlington through
Instagram and felt that the account epitomises the brand im-
age and the values that they like in the brand. (See appendix 1J).
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DIGITAL PLATFORM AUDIT

Throughout their website, the sleek and elegant look of 16 Arlington is

clearly reflected with its neutral aesthetic and attention to details such as

type face and organisation . The home page is laid out in a tile-like for- i

mat which enables consumers to find specific collections faster. For ex- b
ample, the season relevant at the time e.g. AW24 will be linked in one of

the tile images, which customers can be fast tracked to in one click.

Scrolling to the bottom of this homepage there are also features such
as ‘contact us’ a link to their Instagram, terms and conditions and oth-
er policies. From this research it is clear that in order to read the
brands ‘About Us’ section, it requires a separate google search and
cannot be found simply through the website. This is something which
the brand could look at changing as consumers are more inclined
to connect with a brand if they present a welcoming environment.

HaA R ENCTTON
The brand does also offer a newsletter linked at the bottom of the homepage, e S—— TS
encouraging customers to subscribe with a reward for 10% off their first B Arbayick o S P 1 Y T P e
shop. The newsletter notifies customers on recent brand activity, new col- | s |
lections and launches as well as anything else that the brand feels relevant.
Other sections of the website include: New In, Womenswear, Menswear and Lirstisct Kingaiom (38 £

SS25 Runway shots. It is evident the majority of sections in the website are
shopping pages and there is no information on anything else the brand is
doing or areas for customers to engage with in an exciting way. Bringing in
features like videos of their runways or any information about wider events
the brand has done will boost customers engagement with the brand online.
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Fig 14. 16 Arlington Website (2024)

Overall, 16 Arlington’s website visually presents the brand in a seamless way
that connects to their overall brand image. However in terms of usability and
functions, it has potential for development. For example, consumers like to
see transparency in brands so a page on their sustainability efforts as well as
their stance on human rights and animal welfare would be insightful. As well
as this, making the ‘About Us’ section easily accessible will enable consumers
to engage with the brands identity and provoke a more genuine interest. Fi-
nally features such as videos or interactive elements that promote other areas
of work by the brand will again draw in a wider engagement from consumers.
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Fig 15. It's The Sexiest LFW Yet (2024)
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Fig 16. The Show Goes On (2024)
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Fig 17. The Cult Of 16 Arlington (2024)

MEDIA COVERAGE

The fondness and love that people have for 16 Arlington, evident across
my research file, is certainly reflected across the media coverage the brand
receives. Whilst the coverage may not be extensive in a way that some
luxury brands receive, taking into consideration the brand’s age in com-
parison to their success shows that their media coverage is well earned.

The majority of coverage which the brand receives is from publications such
as British Vogue, Harpers Bazar, Elle and British GQ. These publications are
targeted for the millennial and Gen Z demographic, especially those with an
interest in fashion. The coverage on 16 Arlington usually show reviews or
interviews and direct quotes with creative director Marco. This is all posi-
tive coverage with titles such as ‘It's The Sexiest LFW Yet According To 16
Arlington’ (Newbold, 2024) and ‘16 Arlington’s Marco Capaldo On Turning
Art Curator For Frieze’ (Hawkins, 2024). A large portion of their older cover-
age is sadly tributes to late co-founder Kikka; this is certainly a crucial part
of the brand to recognise throughout this research file. The vast number
of articles reflecting on Kikkas part in the brand and her life confirms the
impact her death had on the brand as well as within the fashion industry.

The coverage received is therefore good for the brand, in terms of
growing consumer awareness as well as grafting a place amongst
competitors of similar levels. In time, if the brand continues to grow,
this coverage will certainly expand and hopefully cover a slight wid-
er variety of brand related topics. If this happens it will enable a wid-
er audience reach and solidify 16 Arlington as an essential luxury brand.
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CAMPAIGNS

16 Arlington are very careful to maintain their elegant brand image
throughout their campaigns, where they present the classy woman with
this ‘go get’ attitude that the brand strives to encourage. All of their
campaign work is presented as lookbooks which are designed to be
released before every season is dropped on the website. It is evident
that Capaldo has made a conscious effort to work with models and pho-
tographers that best showcase the 16 Arlington look. However, branch-
ing out into wider channels such as collaborating with artists, athletes
and other people of influence would elevate the brand and lean into a
key trend which is happening more frequently across the luxury sector.

29
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Fig 19 16 Arlington AW22 Campaign (2022)

Lookbooks

The places to find 16 Arlington’s lookbook campaigns are sparse, and
throughout my research the latest findable lookbook was released for
AW?23. It is unclear the reason behind this as it seemed the lookbooks
were incredibly successful in epitomising the brand and present-
ing the garments in a way to interest the consumers. The images are
crisp and captured in a way that stylishly and tastefully presents the
designs. The use of plain backgrounds, predominantly white, show-
cases the styling-focus of the shoots and ensures the presentation is
in line with the brand image.

One of their most significant campaign lookbooks was the AW22 titled
‘Tears’ where Capaldo worked with photographer Hugo Comte and fre-
quent 16 Arlington collaborator Georgia Pendlebury (Seward, 2022). This
campaign was a tribute to late co-founder Kikka and used models such
as Alva Claire to ‘convey the foundations of freedom, self-conviction and
power upon which Marco and Kikka built their brand’ (Seward, 2022).

VIP dressing

It is clear throughout my research findings that 16 Arlington have dressed
many VIPs from well-known actors to small emerging artists. There are afew
regular faces in 16 Arlington designs such as Alva Claire, Simone Ashley,
Alexa Chung and Jodie Comer. It is well publicised that Capaldo has per-
sonal friendships with these people; this aids the brand’s image as it sug-
gests that they are people focused and thoughtful about who they dress.

Whilst it is certainly a positive that the brand regularly dress-
es VIPs such as the above, they could look at solidifying more per-
manent dressings or collaborate with one of these VIP’s much like
many other luxury brands are doing. By taking this course of action
the brand would reach a wider audience through a range of VIPs, as
well as potentially gaining an increased amount of media coverage.
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Collaborations

Whilst 16 Arlington is yet to collaborate with other brands or celebri-
ties, Capaldo has worked on art curation in addition to running his
brand. Some of his most prominent work is his recent collabora-
tion with art gallery Almine Rech, where he curated his first gallery
show ‘Memories Of The Future’. This exhibition explores the con-
nection between the past and the future. 14 artists, most of whom
are known as quite close friends of Capaldo, were asked to re-
spond to this title for this year’s Frieze London show (Uwagba, 2024).

Having an exhibition at Frieze’s No.9 Cork Street, their permanent gallery
space, is a major achievement, being that ‘Frieze is the world’s leading
platform for modern and contemporary art’ (Frieze, 2024). This is a sig-
nature point for Capaldo’s career as it solidifies his connection to the art
world and how he blends the border between his love for fashion and art.

One of the artists who Capaldo showcased in ‘Memories Of The Future’,
Jesse Pollock, was previously commissioned to produce large alumin-
ium flower sculptures and custom jewellery for the SS25 show. Pollock
crafts and welds all his work in cargo containers down in Kent where
he finishes off his pieces with a bite mark imprint. When 16 Arlington
produced a short interview and video for their Instagram with Pollock,
he explained he got the idea when thinking ‘What’s the most grotesque
thing you could do to a human? And | thought biting” (Pollock, 2024).

Having this reflective but warped aluminium finish on his work, al-
lows for people to glance into a morphed concept of reality. This
complements the entire concept of fashion and worked well on the
runway as fashion is subjective and everyone will see something dif-
ferently. Pollock’s ‘Impressive, looming art pieces’ (Dazed Digital,
2024) were therefore a huge success in adding a final aspect to Ca-
paldo’s show, suggesting 16 Arlington should focus on collabora-
tions more frequently in order to attain a greater audience reach.

33
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Fig 21. 16 Arlington Website Image (2024)

RETAIL OVERVIEW

Currently 16 Arlington has no retail space of their own, however they
can be found in a large number of stockists both online and in their
selected stockists. Major stockists include Harvey Nichols, Selfridg-
es and Harrods as well as Flannels and Net-a-Porter. Being stocked in
these retailers certainly allows for a variety of consumers to engage with
the brand. This is a positive for any brand using stockists as there is a
higher chance for people to gain an interest in the brand by chance.
It also means that the widest possible reach of buyers is achieved.

However, not having brick and mortar stores of their own does create
its own setbacks as people won’t be able to physically engage with en-
tire collections or older pieces. Having their own store would mean that
consumers would be taken through a 16 Arlington experience and be
able to engage with the brand in a closer proximity. It is unclear through
my research into this why the brand has no stores; however, again the
young age of the brand suggests that perhaps they don’t have the finan-
cial funding for it yet. Expanding into their own stores would certainly be
something to look into for the future, as it would bring consumer experi-
ence to a new level and increase sales and opportunities for 16 Arlington.
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Primary Research: Harvey Nichols

In order to gauge the success and the level of consumer interaction 16 Arlington
receive within their chosen stockists, | carried out some primary research with a
store visit to Harvey Nichols. (See appendix 4). | chose to visit Harvey Nichols as
they are one of 16 Arlington’s main stockists, with the majority of items also on
their website. Situated on the first floor, which is usually used for younger but es-
tablished brands, seemed a certain positive. However, there was only one rail of 16
Arlington garments and one mannequin for styling. In comparison to many other
brands who had two or more rails. | thought this unusual and unfortunately when |
asked the staff they couldn’t give me a certain answer as to why this was the case.

It is also important to consider the brands they were stocked alongside, which
were: Simone Rocha, Isabel Marant and Coperni. All of these brands are very well
established and widely known, which suggests 16 Arlington have some strong
competitors with themselves being classed in this band. | would argue this is a
positive thing for them as people gravitate towards brands of a similar aesthetic
or status, so within Harvey Nichols 16 Arlington couldn’t be placed any better.

Separately to my store visit, | managed to pick up a shift at Harvey Nichols through
an agency and by chance was allocated a section near 16 Arlington. Over the
course of the day | observed a mere 3-4 people engaging with the brand, with only
one going to try on and continue through to purchase. There could be multiple fac-
tors to this, one being that 16 Arlington themselves never focus on the fact that con-
sumers have the ability to find them in stockists and rather choose to promote their
website for sales. Linking to my consumer survey, it was clear that most consumers
found out about 16 Arlington on Instagram/social media and that age demographic
are unlikely to visit department stores such as Harvey Nichols. (See Appendix 1J).

Overall, my store visit has shown me that 16 Arlington have a lot of potential
growth in the retail sector. Having their own store could be much more brand
aligned and would appeal to a wider variety of consumers, giving them great-
er accessibility for purchases. This being said, 16 Arlington are very impres-
sive in regards to how many significant stockists they are working with and
this is something which should be continued as it adds to the luxury status.

37
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Primary Research: Sample Sale

To further my primary research for retail analysis, | chose to vis-
it a sample sale that the brand was holding at the Music Room just
off Bond Street (See appendix 5). By attending this | could get a bet-
ter understanding of details around consumers as well as if anything
about the sale stood out. The entire 20 minutes of my visit, the sale
had a constant but slow stream of people, with a lot of them trying on.

| noticed this was very different to my observations at Harvey Nichols.
All consumers were women roughly between 25-40, despite some of the
menswear available. | went with the intention of possibly getting a few
interviews with the staff;, however the people working had no connec-
tion to the brand which led me to take my interview via email. Altogether
visiting the sample sale embellished my understanding of consumer en-
gagement so far. Taking into consideration it was a sale, so not full price,
suggests perhaps the people with desire to buy the brand can’t - or are
reluctant to - due to the high price point. This issue can be resolved in a
number of ways, drawing back to the concept of collaboration where 16
Arlington could collaborate with a lower price point brand. Again, this is
another way for them to expand consumer engagement and sales, with
the potential of also gaining retail space if the collaborator has a store.
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CURRENT CONSUMER

To gather information on 16 Arlington’s current consumer | conduct-
ed a variety of primary and secondary research. It was important to
engage specifically with brand consumers which led me to creating
a survey sent through Instagram. This survey aimed to initially iden-
tify the current consumer as well as learn more about their brand
awareness, consumer habits and general lifestyle. (See appendix 1).

Whilst there was no question on gender, 100% of the consum-
ers who responded on Instagram were female. This didn't come as
a surprise considering 16 Arlington’s rare release of menswear.

50% of consumers fell into the ages of 18-24, 33.3% in the 25-30
bracket with the remaining 16.7% between 31-52. The average con-
sumer is therefore from the millennial demographic, which again
was no surprise considering this is the age people potentially be-
gin to afford luxury. This is standard across the luxury sector where
the luxury consumer market is 30-40% millennials (Luxonomy, 2024).

The hobbies of these consumers consisted of things like fashion, make-
up, travel and reading. Some more niche responses told of interests
such as balletand content creating. From these responsesiitis clear that
the general consumer is a creative or has creative interests with poten-
tially a more luxurious lifestyle. This was also reflected in the question
relating to the consumers ideal weekend where brunch with friends,
partying in the city and long walks were echoed a number of times.
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In relation to job/occupation there was a considerable mix, from
CEO of luxury brand management to train attendant. Whilst there
is a wide variety in jobs, they all reported a love for fashion or
arts, some even with creative side hustles such as modelling.

A final important factor from the questionnaire is the consum-
ers social media presence. When asked for their most used plat-
form, 50% of consumers said Instagram where some even orig-
inally discovered 16 Arlington. We can draw the conclusion
therefore that the 16 Arlington consumer follows the brand on Ins-
tagram and engages predominantly with the brand on that platform.

Overall, the key takeaway from this consumer questionnaire is
that the main consumer of 16 Arlington is a female between 25-
30 who either works or has an interest in fashion. She usually is
present on social media where she discovered the brand and is
aware of industry trends. Living a luxurious lifestyle in her spare
time, the attitude of these consumers is exactly who 16 Arling-
ton target with their fun, sexy and confidence boosting garments.
In an interview with Grazia, Capaldo talks of 16 Arlington and how
its “all about celebrating women” (Capaldo, 2022) and these con-
sumers are certainly the women who fit perfectly into this aim.
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COMPETITOR ANALYSIS

Self-Portrait

Through my research, | have identified Self-Portrait as a direct competitor
of 16 Arlington due to their similar brand image. There can be connec-
tions drawn between the brand’s product offering, working in a similar style
with a fondness of embellishments and flattering the female silhouette.

It is important to note however that there is a gap in the price point of
both brands, with the average dress at 16 Arlington valued at £1000 GBP
(16 Arlington, 2024) in comparison to Self-Portrait where a dress is aver-
age £500 GBP (Self-Portrait, 2024). Despite this, both brands can be found
in the same stockists such as Selfridges, Harrods and Harvey Nichols.
Having these lower price points for a similar style will appeal more to the
majority of consumers, positioning Self-Portrait as a direct competitor.

An additional factor that positions Self-Portrait as a direct competitor is
their many successful collaborations. For example, they have begun a
new residency programme which enables creatives a new space to de-
sign and create a one-off collection for the brand. Vogue Business recent-
ly published that Self-Portrait have ‘tapped Christopher Kane as its first
guest’ (Shoaib, 2024), which will certainly keep their 1.5M Instagram follow-
ers engaged. Introducing new designers to a brand encourages a greater
amount of media coverage and could be seen as a threat for 16 Arlington.

Another key event Self-Portrait partake in is their annual summer party with
Vogue. Boasting a guest list of stars from every discipline, the party is an
annual date in the fashion calendar and is a key point to the brands grow-
ing success. Whilst 16 Arlington are yet to do something so high profile,
they would certainly resonate with something similar as this party lifestyle
is what the brand engages with. In comparison to 16 Arlington, Self-Portrait
are a decent step ahead on their collaborative path; if 16 Arlington ven-
tured into such things they would discover many more brand opportunities.
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Fig 28. Simone Rocha Instagram Post (2024)

Simone Rocha

Simone Rocha can be categorised as an indirect competi-
tor of 16 Arlington due to their similar price point, as well also
being a 2010’s founded luxury brand. The product offering of
the brand couldnt be more different, however, Rocha’s style
hints historical fashion with a sense of femininity/masculinity.

Whilst there is no competition for 16 Arlington in terms of target au-
dience, Simone Rocha’s fast moving success with collaborations
may pose threats. With a vast number of high profile collabora-
tions such as Jean Paul Gaultier, H&M and most recently Crocs, Ro-
cha quickly gained a place as a relatively well known luxury brand.
This suggests that 16 Arlington’s lack of expansive work may be
a reason for their struggles on social media and gaining wider me-
dia coverage. By engaging with audiences that may not usually be
reached by Simone Rocha alone, collaborations aid this development
of audience brand awareness which 16 Arlington sometimes lack.

During my store visit to Harvey Nichols, Rocha was situated just
across the aisle from 16 Arlington, suggesting that the brand could
be a potential threat as it seemed they attracted more consum-
er interaction. This may be due to Simone Rocha’s bigger profile
and therefore people gravitate towards it more in stores, in com-
parison to 16 Arlington. Therefore, Simone Rocha can be seen as
an indirect competitor of 16 Arlington as, whilst the brands have a
very different aesthetic, they attract a similar demographic of buy-
er with their price point and locations. When placed within the
same space in stockists this could therefore become competitive.

50



Khaite

Khaite is an American luxury brand which | have pinpoint-
ed as 16 Arlington’s target competitor, founded two years earli-
er in 2016. Despite the evident difference of Khaite being New
York based and 16 Arlington in London, their methods of work
and success are something which 16 Arlington can be inspired by.

With a similar target audience and product offering that showcas-
es elegant and feminine designs, Khaite have achieved a number of
successful and diverse collaborations. 16 Arlington should look at
these collaborations in order to gain an idea of which brands they
could collaborate with, considering Khaite has a similar brand image.
Such collaborations consist of: Bonpoint, Elhanti and Oliver Peoples.

Evidently, Khaite has indulged in a wide variety of sectors, showing the
brands willingness to adapt and be innovative, something that poses
threat to 16 Arlington if they don’t start moving forward like this. More-
over, these collaborations have earnt Khaite a wide variety of strong
media coverage, such as their work ‘Defining American Luxury’ (Moore,
2024) in WWD. This positions them as a target competitor for 16 Arling-
ton with this variety of media coverage still needing to be achieved.

Khaite having their own stores in New York is another key compo-
nent to their success, giving consumers a brand alighed shopping
experience. Whilst Khaite have a much higher price point - their
average dress is valued $10,000 - £7,000 (Khaite, 2024) - their con-
tinued consumer interaction with their stores is something that en-
ables this greater success. This poses competition for 16 Arlington
as they currently don’t have this capability and is something they
could consider in order to achieve a higher status in the luxury sector.
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Fig 30. SS25 Runway (2024)

SECTORANALYSIS

The luxury fashion sector has forever been one which contains brands that most
people desire yet few can’t afford to buy into, considering the high price tag.

The concept of luxury fashion can be traced back for centuries where lux-
ury garments were only made for people such as royalty or the aristoc-
racy. Over many years the idea of luxury has evolved and now, in the 21st
century, most people can recognise a range of popular luxury brands.

The Vogue Business Index for Winter 2023/24 ranked Louis Vuitton, Guc-
ci and Dior as the industry’s top brands of the year (Vogue Business Team,
2024). It is evident that the sector is incredibly competitive, with brands fight-
ing for publicity and consumer attraction, something also quite prominent
during my primary research in Harvey Nichols. This competitive edge will
certainly be noticeable within luxury stockists where brands are positioned
near each other and differences between brands become more noticeable.

Something distinct about the luxury sector has been the regular and un-
changing consumer. This means that most luxury brands will have a cer-
tain consumer, which is very important for the brand to retain, and
where the brand/consumer relationship is something carefully curated.

Business of Fashion published that following on from the knock which the sec-
tor received post Covid, the sector is currently only ‘attracting the top 1 percent
of earners’ (O’Connor, 2024). The sector now requires brands to ‘implement
more sophisticated, differentiated strategies to foster relationships’ (O’Con-
nor, 2024), meaning the competition between brands is currently intensified.

Brands may take action such as that which Gucci have done with “Gucci Salon”
which is ‘it’s first by-appointment store exclusively for servicing the brand’s
most important clients in Los Angeles’ (O’Connor, 2024). This service allows
for brands to curate the appointment specifically for the needs and desires
of that one consumer, an idea that is gaining popularity amongst other lux-
ury brands and will now see brands compete to give the best experience.
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Despite this competition between luxury brands to retain their consumers,
the sector as a whole is still struggling. This is a result of many factors in ad-
ditionto Covid, such as the Ukraine war where ‘Russia was an important mar-
ket for luxury goods, accounting for around 2-3% of sales’ (Farmiloe, 2024).

Business of Fashion also conducted a report on LVMH (who owns
Louis Vuitton, Dior and Loewe) and how their revenue fell by 5 per-
cent for the year’s third quarter (Williams, 2024). This drop signals trou-
ble for other luxury stockists and suggests a greater change is need-
ed within the sector in order for brands to stay afloat. This fall of sales
in luxury will only be accelerated by Gen Z, with reports on the gen- i
eration having little interest in consuming luxury goods in their future.

Dazed Studio released an article in their newsletter titled ‘How Lux- J
ury Became A State Of Mind’ (Farmiloe, 2024), which explores this 4 [
reinvention of luxury for Gen Z. It is important to recognise that '
luxury ‘is more inclusive and accessible’ than ever, where the demo-
graphic of consumers is beginning to blend and brands are adopt- A
ing similar strategies and aesthetics, leading them to lose originality.

The sector losing its identity may be a result of Gen Z's idea that lux-
ury is a state of mind, where one lives a valued and healthy life, rather
than the view of previous generations which centred luxury on material- .
istic goods (Farmiloe, 2024). Whilst this poses issues for the luxury sec- - .
tor, it should also encourage them to adapt their position and offerings avy " g
to interest a modernised consumer, particularly in terms of showcasing '
greater inclusivity, a focus on values and increased social responsibility.

Fig 31. AW24 Runway (2024)
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Fig 32. Coach with Lil Nas X Al campaign (2024)

TRENDS

Al Surrealism

A prominent luxury sector trend that is growing more popular each season
is the use of Al in order to blend the brand’s reality with a sense of surreal-
ism. AWGSN report on ‘Luxury Campaign Trends S/S 24/, reflects on luxury
fashionbrandsbeginningtodelve intothe Al Surrealismworld (WGSN, 2024).

Whilst Al's introduction to fashion happened initially in 2023, it is currently
a year later and the trend is still growing, with a lot more potential. The
concept of taking this new digital approach is something which already
excites many consumers and can innovate a brand to fit in with the mod-
ern day digital landscape. Vogue Business conducted a study, with 2976
luxury consumers, in order to understand the consumer connection with
Al and how a brand could become more influential with Al enhancements.
The study showed Al ‘has the potential to significantly boost brand percep-
tion, drive loyalty and improve consumer spend’ (Vogue Business, 2023).

With this said, there are many aspects of Al which brands can consider.
For example: practical solutions such as personal details and recommen-
dations, sustainable supply chain adaptions, product design as well as
the visual marketing and campaign strategies which WGSN referenced.

Responses of consumers for each of these aspects varies great-
ly and therefore a brand should consider its specific consumer wants
and needs before their involvement with Al and how it can best aid
the brand. Overall, Al surrealism is a trend which many luxury fash-
ion brands will continue to incorporate into their business strate-
gies and one that has an overall positive response from consumers.
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Fashion and Art

The fashion and art worlds have always been seen to influence each
other with many industry specialists overlapping. In the current indus-
try environment this intersecting trend is gaining even greater populari-
ty, with collaborations becoming more frequent and powerful than ever.

Within my internal research file regarding 16 Arlington, it is evident that
this trend is something they are already being influenced by. With Mar-
co Capaldo’s exhibition curated for Frieze, in collaboration with art gal-
lery Almine Rech, it is clear this intersection of the two industries com-
pliments each other well and is a success amongst consumers too.
‘Fashion and art have long had a symbolic relationship” (Childs, 2024)
and it is one which we will continue to see develop from both sides.

In regards to the luxury sector, partnerships will continue to be a success
with consumers as it brings such a strong combination of feelings and
originality such as when ‘Elsa Schiaparelli partnered with surrealist Salva-
dor Dali in the 1930’s’ (Childs, 2024). Overall, fashion and art as an inter-
secting trend will most likely remain a part of the luxury sector and begin
to influence brands such as 16 Arlington in a positive and progressive way.
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Fig 34. SS25 Runway (2024)

Rental Sector

Something which is relatively new and emerging in the luxury sector is
the optionto use rental servicesinordertowear designeritems without
the commitmenttothe luxury pricetag. The rental markethas more than
doubled in size since 2016 (Biondi, 2024), which could be the result of
the consumer moving towards a more sustainable purchasing practice.

With second hand buying platforms such as Vinted and Depop
gaining more interaction in the last few years, it is clear that shop-
pers are also keen to buy into the rental market where wearing
a luxury garment has been made easily accessible. This is a pos-
itive movement for the luxury sector as it reduces over consump-
tion as well as giving brands greater consumer reach that enables
consumers to have their dream garments for a certain occasion .

There are currently many fashion rental brands appearing on the mar-
ket such as HURR, My Wardrobe HQ and By Rotation, all of which
stock a number of consumers favourite luxury brands. Within Selfridg-
es, HURR currently have their own pop-up where they work hand
in hand to provide consumers with a sustainable yet luxury rental
experience. Giving consumers the option to rent within the same
space as being able to buy brands, encourages greater consumer en-
gagement by attracting those that do not want to purchase full price.
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RESEARCH EVALUATION

This evaluation will initially examine the various primary and secondary research
methods used throughout my research file in order to explore how | reached
my findings. Following this the issues and opportunities that have been identi-
fied throughout this research will be evaluated in reflection of the research re-
sults. Finally, a conclusion as to what further research could be complet-
ed will be drawn, in order to provide an insight to any unanswered questions.

Methodology - primary research

The primary research carried out was extensive and aimed to cover a variety of dif-
ferentareas in relation to 16 Arlington. | first formulated a well-structured consumer
questionnaire consisting of thirteen questions using Google forms. The questions
were created in order to understand 16 Arlington’s current consumer with hope of
gauging their habits and behaviours, as well as understanding their general lifestyle.
In order to gain a strong array of answers | reached out to consumers through the
brand’s Instagram and sent the questionnaire to twenty five people. This received a
total of six responses, with all respondents giving relatively in depth answers in re-
gards to boththeir personal life and their knowledge and connection with the brand.

Another method of primary research | carried out was the store observation in
Harvey Nichols which aimed to recognise potential competitors, observe con-
sumer engagement and understand any visual merchandising surrounding the
brand. This visit was crucial in order to decipher whether their retail space was
successful or not, something | explore in my retail analysis section. Additionally,
| also visited their sample sale to see if anything in relation to brand visuals, or-
ganisation and event information stood out. This visit was important in presenting
how consumer engagement differs across different retail spaces for the brand.

The other key piece of primary research | intended to collate ideas from were
two email interviews with people at 16 Arlington. | initially reached out to the
brand a month ahead where their response was positive stating they were hap-
py to answer an email interview. | created two eight-question interviews, one
directed for the PR coordinator another for the CEO/Head of Marketing. The
PR interview covered topics such as competitor issues, main press and media
coverage as well as website direction, whilst the CEO interview covered more
general topics such as brand values, brand direction and target consumer. Un-
fortunately, | didn’t get a further response which led me to consider the previ-

ous primary research methods as well as my secondary research in more depth.
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Methodology - secondary research

My secondary research was on the whole very successful considering the
brand is only six years old. With 16 Arlington’s relatively quick surge to popu-
larity following its establishment, positive media coverage on their work wasn't
hard to find. The majority of this coverage was found from publications such as
British Vogue, Vogue Business and Elle, enabling me to gain a further insight
into the brand’s successes. However, in terms of any inside information there
were few sources covering such topics, which | highlighted in the CSR sec-
tion, as well as a lack of such information on their own digital platforms. This
led me to rely largely on published media for greater analysis of the brand.

Issues identified through research

Over the course of my research file, the primary and secondary research iden-
tified a range of issues with the brand and what challenges and opportunities
these may pose. One key issue identified from my research is 16 Arlington’s lack
of transparency which was identified within the CSR section. Neither across the
brand’s digital platforms nor other sources is publication of any effort they make
to consider social justice or environmental impacts. This isnt to say they aren't,
however with no clear transparency it puts the brand in the spotlight for a crisis
and will cause issues with the modern consumer who are sustainability focused.

Another key issue identified is the brand’s presence on social media, or lack of it.
Whilst in my primary research it was clear most consumers follow the brand on Ins-
tagram, their engagement rate is incredibly low. My research showed Instagram as
a main platform for brands to engage with their consumers and will cause competi-
tion for the brand if their presence continues to be poor. In addition, their presence
on TikTok is almost non-existent which is anissue considering the current consum-
er market and the importance of platforms such as this in order to engage them.

Afinal keyissue for 16 Arlington is their lack of alignment with relevant brand tactics
in regards to their campaigns and wider work. This was clear across my secondary
research where 16 Arlington lacked in presenting any recent innovative or sector
relevant tactics, with their lookbooks being sparse and showing no current collab-
orations. The communication surrounding the little campaign work they have done
is minimal, with potentially one or two Instagram story posts dedicated to the focus.
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As a result of these issues identified, as well as taking into account the wider research
file, | have been able to identify three key opportunities for the brand, as follows:

Increase social media presence and activity

Firstly, as made clear throughout my social media audit section, 16 Arlington’s social media
presence lacks in creativity and reach with the brand only using their Instagram platform
when engaging with social media. Branching into platforms such as TikTok, where they cur-
rently only have 80 followers, will enable the brand to reach a wider audience and potentially
engage new consumers. As well as this by expanding their social media presence itensures
the brand is up to date and holds awareness surrounding their current consumer interests.

Expand bricks-and-mortar presence

Another opportunity evident from my research and identified in the retail overview is for
16 Arlington to expand their retail presence and consider their own stores. My prima-
ry and secondary research presented that whilst 16 Arlington are doing well to utilise
a wide range of stockists, a key selling point for a number of luxury brands is having
their own retail space. By this it allows for the consumer to experience a greater brand
aligned experience with help of specialists and a larger product range offered. Looking at
competitors such as Self-Portrait, who have this additional retail space alongside stock-
ists, it is clear that it can boost consumer engagement and attract a more regular buyer.

Collaboration

A final key opportunity which became apparent across my research is to collaborate. With-
inthe campaigns section | explored how whilst 16 Arlington don’t have any collaborations,
creative director Capaldo has personally collaborated with art gallery AlImine Rech to curate
thisyear’s show at Frieze. Having this experience proves the brand has the abilityto create a
thoughtfuland brand aligned collaboration. Doing this will present the brand with an array of
opportunities and overall result in reaching a wider audience, expanding brand awareness.

For example, if the brand was to collaborate with a lower price point brand, they could
design a collection which is more accessible for a greater number of people. The lux-
ury price point was an evident factor across my research as to why some consum-
ers won't purchase the brand; creating a more accessible line will enable them to.

Anadditional opportunity thata collaboration may create is providing extra retail space ifthe
collaborator hastheir own stores, again engaging with another group of consumers. Further-
more, linking back to Capaldo’s collaboration with the arts, my sector research presented
this as an intersecting trend for luxury fashion so 16 Arlington collaborating with an artist
could also pose such opportunitiesand ensure the brand is pursuing relevant sectortactics.
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Conclusions

Although the majority of my research was successful, there were certainly limitations.
Firstly, whilst the responses from my consumer questionnaire were helpful, | was un-
impressed with the lack of responses | received. Having a broader range of responses
may have told me slightly different and more accurate figures. If | were to start again, |
would pose the questionnaire to consumers at the sample sale or during my store au-
dit, in addition to reaching out over Instagram, increasing the chance of more answers.

A similar limitation | struggled with was having no response to my email inter-
view from the brand themselves. | was certainly disappointed with this consid-
ering the nice conversations | had with them in the run up and | had to be more
thorough with my secondary research in terms of gaining inside information.

My own bias may have affected the results here to some extent, considering | took an
internship with the brand previously, so | did have a small amount of knowledge already.
To reduce this | focused deeply on my secondary research, searching for accurate infor-
mation in published sources. This came with its own limitations nonetheless, where 16
Arlington don’t have any brand information regarding their history or corporate social re-
sponsibility activities published on their website. This led to me look at alternative sources
which pose the potential of being inaccurate. As successful as my research was at giv-
ing me a strong understanding of the brand, it certainly didn’t come without limitations.

Overall, in order to provide an insight to any unanswered questions there are a few aspects
of additional research | intend to do in moving forward. Firstly, | would like to explore the
consumer in more depth and potentially hold some 1-1 consumer interviews with people
either in stockists or reached by social media. This will be important in understanding their
opinion on industry related topics and what the specific consumer is willing to engage with.

| also believe that additional research into 16 Arlington’s attitude to so-
cial media and their lack of success on it is something which | need to under-
stand moving forward. This will need to be posed to an internal staff mem-
ber, so making a continuous effort to follow up with them will hopefully secure an
answer and also potentially provide further contacts and channels for me to research.
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APPENDICES - CONSUMER QUESTIONNAIRE

What are your main hobbies and interests?
A What age bracke! do you fall under? C. d
: & responses
B [eSponses
& 1013 Fashion, Music & Content Creating
& 1524
® 2530 Clathing, makeup, movies, walks and books
§ 31-an
& 3545 Travel Ballet Food
@ 46-52
@ 5
Fashion, Travel, Socializsing
Cooking
Second handy vintage Fashion
Self care
FllmyArt culiure
Photography, art, reading, academia and film
B. What is your occupation and/or industry field? In a few sentences, summarise what your ideal weekend looks like.
6 responses " 6 responses
Deputy Marketing Manager - Food Chemical SBU Brunch with lriends in a greal outfit, sunglasses indoors & good coffee. Then, lake piclures of course!
Train attendant A walk in the city and later out partying, the day after just chilling
CEQ luxury brand management Long walk, dinner with friends and tamily, tilm and a good book
Showroom Assistant, Fashion A productive morning going for a walk with a friend on Saturday before tidying my tiat ready for the week
ahead, then getting dinner and drinks then a club with friends. Sunday - hungover, chill at home, good lie in,
Studant big dinner at home. Plan the week ahead
Madel Dinner and drinks with friends on Friday night, fun activity on Saturday and then out in the evening, chilled

Sunday, maybe a gym class and then a roast dinner with friends/family

My ideal weekend is qoing 1o get a coffee, look round the shops, meet up with friends and have a glass of
wine
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List any key soclal causes and issues you care about:

& FEApONSES

People in Gaza, Children in Gaza, everything happening in Gaza, Palestine. And for all the people who are hard
Lo pursue higher education.

The environment

Women's empowerment within BAME communities
Fair working wages.

Women's rights/ feminist issues

Environmental issues, human rights abuses, corruption in politics

What is your most used social media platform?

f responses

P Instagram

P TikTak

@ Linkedin

@ X (Twitlar)

P Instagram Threads

75

(G.  What are your favourite Instagram pages you follow? (If you don't use Instagram, list any

pages/blogs you follow)
b responses

stylemefresh
My favarite public profiles are Tara yummy and Madeline angy
Eyeswoon; Vivietmargot:

influencers and celebrities mainly, specifically that fit my style aesthetic for fashion inspo such as Manu Rios,
Paul Mezcal. Fazhion brands and houses &g Diesel, Jacquemus, ¥5L, Salt Murphy, Dion Lee

{@voquerunway
{@pamalaam

wdazedfashion
{@chloefrater

{@qisou
Emiaisobellebarker

cooking, fashion and lifestyle accounts (culted yoque, gym accounts etc)

Do you read any magazine/newspaper publications? Please specify if its print or digital.

G responses

Yés, mvoquebusiness.

Ly L]

Vogque harpers bazaar house & garden print
Mo

Vogue
Harpers Bazaar
Telegraph
Vanity Falr

Print - dazed, culled, wonderland



Do you know 16 Arlington?
I. s 9 L. Which other luxury fashion brands do you buy into or would buy into?

b responses
b respanses
@ Yes
& No The Row, Lemaire, Alaia and Chanel
Hané
The Row; Theary: brunello cucinelli
Jacquemus, Diar, Loewe, JW Anderson
Fendl
roberto Cavalll
Diar
J. If yes, when did you first come across the brand? | puls Vuitton
& responses bl Miu
Prada, Hermes, Locwe, Mul Mol
| saw Kendall Jenner & Hailey Bieber wear it
On my explore page on inslagram
Loendon fashion week
M Click here to: Look at the brand
University Who would you say are their main competitors?

6 esponses
When | started studying fashion marketing at UAL London college of tashion

a few years back, saw stores in Londen Danielle Guizio, Lemaire, Self-portrait and Khaite,

] _ § R | don't know
K Do you own any pieces from the brand/ are any in your wish list?
MNadine Merabi
G responses

Loewe, Sandro, Daniel Fletcher, CO3S

NG
Jigsaw

Not yet and yes. From their latest collection | would love the white sheer long dress, from the Winter Vivienne Westwood

collection | want the polka dot dress (the one who madels it on the runway is my friend, Jessyl) LOEWE
JW Anderson

N, | would like to own some pleces
And Other Stories, Reformation, Reiss, Aritzia

No, no
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Do not own any pieces but would love a jacket from 16 Arlington



APPENDICES 2 - INTERVIEW ENQUIRY
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APPENDICES 3 - EMAIL INTERVIEW QUESTIONS
A

Interview with PR/ Marketing coordinator:

Wha weenled you say are TG Arlinglon's main brand compestitors?

Which publications do you receive the most coverage lrom and therclors gel the most consumaer reach with?

Hus there been one specilic aricle, blog or picee of coverage that boosted awareness of the brand majorly?

Doy the brand rellect carelully on who they dress and iCthey support the brand's identity and valuss?

Wil youn say there™s a thoughtlol connection bebwesn the wehsites aesthetic and the way the clothes book ane are stybed on il®
I thiere an element of storylelling belind the welsile or a conmpection bo e brand's valuesGmoege?

s there a specilee direction that the brand inbend the seehsibe bo gooin lor the: Tutars?

Are there any ambitions for expanding on platforms such as TiKTok with more regular posting?

Interview with CEO/Head of Marketing:

What are the brands core values? (State 2 minimum)

What dehnes 16 Arlingbon in comparison fooother new lusuey lashion brands?

sz the brond have o desived image? I sao. what?

Doz the brand have a specilic targel consumer? I so. who?

What i the general profils of the Irequent consumers of 16 Arlington?

What directbon is the braond beading in? Le, wanting bo grow consamer base, gaining more coverage, expanding into relail spaces
s there a reason Lor 55205 being only womasnswear? 5 therse any idea ol expanding back into other sechors such as menswear?
Would the brand ever consider having its own brick and mortar stores instesd of only using stockists?

What are the main challenges you lace when promaoting a lusury brand?
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