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	3. 2
1. Introduction
Established in  1919, Balenciaga has emerged as a leading fashion and luxury brand
among youth in recent times, commanding a significant amount of attention on social
media and in physical crowds. In addition, the 4P analysis reveals that Balenciaga's
daring and avant-garde product styles and anti-marketing approach have created a
brand experience that young people aspire to. This paper will use Brand Onion to
analyse the development tone of the Balenciaga brand and clarify the brand's
innovation-based kernel. Despite the good market conditions that the luxury market is
now enjoying, Balenciaga's turnover has decreased in the first three quarters of 2023.
Balenciaga, a leading brand in the luxury brand industry and even the fashion industry
as a whole, has not yet entered the colour cosmetics market, despite the fact that the
market's potential has skyrocketed and major luxury brands have invested in it. The
colour cosmetics market is also facing a new round of product replacement and brand
refreshment, which calls for the urgent leadership of the head of the brand.
Therefore, this article proposes that Balenciaga open the make-up series by using its
own anti-marketing and anti-trend advantages. On the one hand, this would expand
the brand market and improve the stability of the brand's revenue by giving it more
competitive advantages. On the other hand, it would also bring new inspiration to the
make-up market, enabling the brand and its products to be upgraded. In addition, this
paper suggests that Balenciaga should fully utilise the fusion of make-up and
accessories on the marketing node of the brand's make-up release and release the
make-up with the concept of accessories, triggering discussions among the industry
and consumers. On the product, it is suggested that the brand integrate the make-up
products into accessories, breaking the traditional perception that make-up can only
be put into the bag and. At the same time, it is also suggested that Balenciaga augment
the stylistic appeal of the product, and focusing on the high-end luxury make-up
market regarding price and market. Additionally, this paper recommends that
Balenciaga release colour cosmetics with the idea of accessories, which will start a
 


	4. 3
conversation among consumers  and the industry and perform reverse marketing.
Balenciaga should also fully utilise the integration of colour cosmetics and
accessories in the marketing node of the brand's colour cosmetics series.
2. Brand Profile of Balenciaga
2.1 Brand Introduction
Cristóbal Balenciaga, a Spanish couturier, founded the opulent fashion house
Balenciaga in San Sebastian, Spain, in 1919. It is currently based in Paris. Balenciaga
produces ready-to-wear footwear, handbags, and accessories and licences its name
and branding to Coty for fragrances (Wikipedia, 2023). The founder of Balenciaga,
Cristóbal Balenciaga, learned to sew from his mother when he was young and
established his fashion business in 1937 at 10 Avenue George V in Paris. Balenciaga's
clothing has always been praised for being revolutionary and trend-focused, and it is
expertly cut and stitched. In the fashion industry, Balenciaga has long been recognised
for its sophisticated and exquisite haute couture clothing, which is adored by both
American and European celebrities. The introduction of his first boxy suits in 1952 is
evidence that Balenciaga's technological and material advancements in the 1950s
encouraged the creation of new shapes for women's apparel. The dress known as
"Parachute" attire was made. 1953 The silhouette is altered when waistlines fall to the
hip level. 1959 The suits are displayed with brief 1959 suits, which include larger
waistlines and short jackets (Kering, 2023). The brand's distinctiveness stems from its
volumetric silhouettes and minimalism, which have been further enhanced since the
Kering Group acquired it in 2001. The brand has remained a trendsetter in the luxury
market, with boutiques and flagship stores across the globe, including locations in
Paris, London, Milan, Beijing, Shanghai, Tokyo, New York, Los Angeles, and online.
This extensive network is comprised of these locations. Younger consumers now
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consider Balenciaga to  be one of the most well-liked luxury fashion companies, and
the brand is a major draw both offline and on social media in terms of foot traffic.
2.2 Brand Onion
As previously mentioned, the Balenciaga brand belongs to the luxury brand market.
However, the brand manages to distinguish itself and become a trend-setter in the
very competitive luxury market because of its precise control over its values and
personality. For this reason, this paper will use the brand onion model to analyse the
brand's development tone.
brand essence
A brand's essence is its voice and spirit, which enable it to project a unified image
(Keller, 2012). Innovation and trendiness are at the heart of the Balenciaga brand. As
fashion trends shift, consumers are seeking businesses to push the boundaries of what
is possible and to show their personalities. Customers get the best wearing experience
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thanks to Balenciaga's  distinctive aesthetics and sophisticated design capabilities.
Balenciaga exhibits exceptional design skill and a deep comprehension of fashion,
showcasing both creative ingenuity and effortlessly elegant designs. The core of
Balenciaga is an innovative, artistic, and excellence-focused fashion company (Biondi,
2020).
brand value
Brand value communicates the values of the company (Rubio and Marin, 2015).
According to the official brand account, Balenciaga is not just a high-end fashion
label but also a trailblazer in the fields of fashion and culture. The company blends
several cultures and is a leader in environmental sustainability by creating
technologies and procedures that lessen its own carbon footprint, all the while
continuously reinventing the design, materials, and shapes of its clothing (Shelke,
2023).
brand personality
According to Keller (2012), a brand's personality is a collection of human traits that
are connected to it. For more than a century, Balenciaga has been renowned for its
elegance, simplicity, and purity of design. For more than a century, Balenciaga has
been renowned for its understated elegance and sophisticated styling. However, since
Demna took over in 2015, there has been a dramatic change in the brand's aesthetic as
she challenges conventional perceptions of "ugly" and "beautiful." The trademark of
Balenciaga consisted of a sequence of identifiable, historically relevant slashes, sharp
cuts and shapes, and exaggerated silhouettes and imagery. Since then, Balenciaga has
developed a distinctive reputation within the fashion business (Pistilli, 2018). The
brand, a "pioneer" in the fashion business, sets the standard by defying convention
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and promoting originality  and uniqueness (Ahmed, 2017).
brand in action
Balenciaga has developed an all-encompassing and cohesive brand strategy to
preserve brand essence, communicate brand value, and express brand personality. In
terms of products, the brand launches new lines each year and consistently innovates
in silhouettes and collocation strategies to set the trend; in terms of vision, the brand
emphasises visual impact and aligns with the contemporary notion of youth by
visually expressing the personalities and attitudes of youth; in terms of marketing, the
brand deviates from conventional methods by influencing consumer perceptions and
generating online traffic through cross-border cooperation, cultural cooperation, and
other means. Rather, the brand continuously shapes consumers' perceptions through
collaboration across borders, across cultures, and so forth, generating web traffic to
forge strong brand exposure.
2.3 Marketing Mix
Four elements make up the marketing mix, also known as the 4P analysis: product,
pricing, location, and promotion. These four elements form the cornerstone of the
brand, offering insightful commentary on its attributes and contrasting its advantages.
Product: Style of the product Balenciaga is more of a trend brand because to its
avant-garde and artistic components, which are reflected in every product and
represent the company's dedication to pushing the frontiers of fashion (Givhan, 2019).
The company offers a wide range of product content in integrated markets, such as
ready-to-wear collections for men and women, accessories, handbags, footwear, and
fragrances. Young people love bags and shoes, which have led to several
breakthrough successes (Balenciaga, 2023). Furthermore, Balenciaga consistently
introduces unique, limited-edition capsule collections, appealing to fans' need and
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haste to buy  unique merchandise from the brand (Ln-cc, 2023).
Price: Balenciaga's pricing reflects its exclusivity and inventiveness as a high-end
luxury brand. In order to convey the exceptional workmanship, inventiveness, and
prestige of its brand, the company charges a premium price for its goods. Fashionistas
who appreciate Balenciaga's distinctive style and cutting-edge design are drawn to the
brand's higher price points, which evoke a sense of exclusivity. Balenciaga's place as
a fashion industry icon and status symbol was cemented by its premium pricing
approach (Cabigiosu & Cabigiosu, 2020).The price range of Balenciaga clothes is
from hundreds to thousands of dollars; a basic t-shirt can cost anywhere from $500
and $1,200, while a jacket can cost anywhere from $1,600 and $5,000. Shoe prices for
Balenciaga range from $600 to $2,300. Classic TRIPLE S sneakers range in price
from $1,000 to $1,300. An hourglass-shaped leather bag from Balenciaga costs
between $2,000 and $3,000, while the brand's explosive CAGOLE line costs more
than $2,500. The bags in the collection range in price from $800 to $4,000
(Balenciaga, 2023).
Place: Balenciaga has used a deliberate "localised" approach in their marketing mix,
emphasising distribution networks to establish a distinctive retail encounter. Working
with upscale retailers, including concept stores, upscale department stores, and
upscale boutiques, the brand employs selective distribution (The Brand Hopper, 2023).
In prominent global fashion hubs like New York and Paris, the brand has distinctive
and cutting-edge flagship stores. In addition to providing access to a global customer
base, its e-commerce platform enables users to interact with the brand's digital content,
including pages that include comprehensive product details, excellent photography,
and safe payment methods, all in line with the growing global trend of online
shopping (Shelke, 2023). Balenciaga will also use flash mobs and pop-up stores to
give customers unique experiences. Collaborations with luxury shopping locations
like Printemps Haussmann and Galeries Lafayette (Paris) and department shops like
Harrods (London) and Bergdorf Goodman (New York) broaden the brand's product
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choices. Lastly, in  order to draw clients from particular product lines, Balenciaga
carefully awards wholesale and licencing contracts in categories including accessories,
eyewear, and perfumes. Balenciaga carefully places its items through these activities
to bolster its luxury position and improve the whole brand experience.
Promotion: Balenciaga uses a variety of promotional techniques, including the
celebrity effect, cross-border collaboration, offline events, and digital marketing, to
foster brand communication and target audience connection (Li, 2023). From the
viewpoint of the star effect, Balenciaga collaborates with numerous international
celebrities, serving as spokespersons and brand ambassadors in various nations,
thereby amplifying the brand's impact; from the viewpoint of cross-border
cooperation, Balenciaga opens up collaboration with head brands and conducts
cross-border business in various domains, such as co-branding bags with GUCCI and
Adidas on fashionable sportswear, among other offline activities. When it comes to
offline activities, Balenciaga primarily concentrates on flash mobs and offline show
launches; when it comes to digital marketing, however, the fashion brand values
social media communication, produces a number of online visuals and content, keeps
an eye on the dynamics of social media, and keeps in touch with customers.
Additionally, "Afterworld: The Age of Tomorrow" and its release in 2020 show that
Balenciaga, a leader in the industry, is not averse to utilizing cutting-edge technology.
Additionally, Balenciaga, a pioneer in the industry, dared to incorporate cutting-edge
technology by releasing the video game "Afterworld: The Age of Tomorrow" in 2020,
followed by advancements in AI and the exploration of a meta-universe, among other
initiatives, to provide customers with distinctive visual and shopping experiences
(Mower, 2021).
2.4 Summary
In conclusion, Balenciaga successfully manifests its innovative spirit in both its
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product style and  marketing model, which are both bold and avant-garde. The brand
experience that Balenciaga creates is one that young people aspire to, and it does so
by fusing innovative products, premium pricing, integrated marketing, and thoughtful
layout.
3. Brand Analysis
3.1 Competitive Environment of Balenciaga
The post-pandemic recovery has fostered a favourable market climate in the luxury
sector. Despite being a pioneer in both the fashion and luxury brand markets,
Balenciaga still faces intense competition in the market. In terms of direct competition,
GUCCI is without a doubt Balenciaga's biggest rival right now. Both brands
emphasise retro throwbacks and distinctive styles in their products, and they both
have a lot of influence among their respective young consumer groups (Armitage and
Roberts, 2019). When it comes to marketing strategies, GUCCI also appeals to the
attitudes and fashions of the younger generation, which further strengthens the brand's
influence. The fact that GUCCI maintains its top spot on the list of the hottest fashion
brands in 2022 (Toutiao, 2022) demonstrates the size of its customer base.
Additionally, during the first three quarters of 2023, Kering's overall turnover fell by
9%, with GUCCI remaining the group's heavyweight brand. Balenciaga had a 15%
fall, although GUCCI, the group's flagship brand, accounted for roughly 50% of the
revenue, down from 7% the previous year (Guilbault, 2023). Given the indirect
competitive environment, niche high-end designer brands—like Marine Serre,
D'heygere, Miaou, and other brands—continue to grow in popularity among young
people by showcasing their original designs and distinct attitudes and styles. These
brands also put pressure on Balenciaga through competition.
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3.2 Brand Advantages  of Balenciaga
Despite having unrivalled advantages in terms of product and channel presence,
Balenciaga has truly innovated and succeeded in the field of reverse marketing.
Giving its clients exclusivity and prestige is the primary objective of Balenciaga's
marketing strategy.
Product-wise, Balenciaga introduced a line of battered and grubby-looking old canvas
shoes in 2022, limited to 1,000 pairs worldwide, to communicate the idea that
'Balenciaga's trainers are destined to last a lifetime' in a market that celebrates
materials and functionality and supports trends from a bygone era. The concept of
"Balenciaga's trainers are meant to last a lifetime" foretells that canvas shoes will
eventually appear like the ones in this photo, but they are still worth wearing for a
hundred years. It is possibly a wake-up call for the fashion business at a time when
excessive consumerism is harming the environment and quick fashion is all the rage
(Dachanggongguan, 2022). Balenciaga's ephemeral social media strategy, often
described as a "blink and you'll miss it" approach. As a result, on the day of the
collection's debut, Balenciaga releases a variety of photos throughout the course of a
day, and followers are only given a 24-hour window to interact with the content
before it is removed once more. This is known as ephemeral material, which is simply
factually timed content meant to create a sense of urgency among followers
(Instagram, 2023). Balenciaga takes but eschews cumbersome offline activities and
creates a unique shop image with a huge logo as well as a minimalist wall that
becomes a mecca for young people to hit the spot. Balenciaga, aligning with the trend
of luxury brands transitioning towards lifestyle-oriented offerings, as seen in the
opening of an offline food market by Prada, a collaboration between LV and a coffee
brand, and the offline cafe by Magilla. The fence posters became a symbol for young
people to snap group photos to express their opinion even before the business opened.
Premium firms have been investing extensively in marketing because of the increased
competitiveness in the market, particularly the effect of the pandemic on sales of
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premium items. However,  this has resulted in the homogenization and modelling of
marketing, which has made customers tired of it. In contrast, Balenciaga has
employed sustainable product and marketing tactics to steer clear of luxury
businesses' excessive pursuit of short-term gains, a significant issue facing the sector
at the moment (Fashionnetwork, 2021).
4. Market Trend Analysis
4.1 The Potential Development of the Cosmetic Market
The fashion industry has witnessed significant growth in the colour cosmetics market
since 2011, with accelerated growth post-2020. Despite the bankruptcy of numerous
fashion apparel brands during the pandemic, the colour cosmetics market still exhibits
good growth potential, with the total market size currently at $77.73 billion, up 6%
from 2022, and predicted to reach US$114.65 billion by 2030 (Fortune, 2023). With
established skincare brands like L'Oréal, Estee Lauder, Procter & Gamble, and
Shiseido, among others, there are chances for market expansion for all brands because
of the potential explosion of the colour cosmetics business. Traditional skincare
companies like L'Oreal, Estée Lauder, P&G, and Shiseido are expanding their colour
cosmetics offerings; fast fashion companies like H&M, ZERA, and GAP are
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increasing their colour  cosmetics investments (Chaileedo, 2023); and nearly all luxury
companies, including Prada, YSL, and Dior, are increasing their colour cosmetics
investments (Carrara, 2023). The emergence of colour cosmetics, particularly for
luxury companies, not only makes it possible for them to reach a larger audience at a
comparatively low cost, but also boosts their brand's stability and competitiveness by
growing into new markets.
4.2 Problems Faced by the Colour Cosmetics Market
As the color cosmetics market expands, competition intensifies, leading to a
proliferation of brands competing for market share. From a product standpoint,
product homogenization is evident since the majority of brands on the market have
essentially the same texture and packaging design. Lipsticks have always been a key
product category for cosmetic brands; however, the similarity of colours has made
them more interchangeable, making it harder to cater to the needs of different
consumer psychologies, skin types, and tones, and making it harder to adjust to a
market that is becoming more and more diverse. To provide a robust and opulent
touch, luxury cosmetic firms are preferring to produce lipstick bullets with push-up
lids or magnetic closures (Dmitrievna, 2023). Online platforms are vying for users'
attention, flash mobs, sales, and other similar events are in control of offline activities,
and practically all brands are using celebrity endorsements and social media
personalities to insert content. While social media is a useful tool for makeup product
promotion, firms don't always use unique social media techniques. The majority of
brands favour using retail and internet stores to advertise their goods. In order to make
an informed choice, customers can test out products at retail stores before purchasing
them. However, as Millennials and Generation Z gradually overtake Millennials as
the primary cosmetics consumers, consumers also increasingly purchase beauty
products from the comfort of their homes. At the moment, however, the majority of
cosmetic brands lack the online sales functionality necessary to give customers a
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positive online shopping  experience (Verghese, 2022). The presence of these issues
makes it difficult for customers to select the appropriate colour cosmetics. Although
many economists have noted that high-end brands are desperately needed in the
colour cosmetics market to lead the industry, the future trajectory of the color
cosmetics market, in terms of meeting these expectations, remains uncertain.
5. The Integration of Cosmetic and Balenciaga
As discussed earlier, the make-up market is evolving from a product-centric to a
marketing-centric model. Balenciaga, a prominent brand in the fashion industry, can
capitalise on its advantages in anti-trend and anti-marketing to expand its make-up
line and attract a younger demographic. This will increase the brand's competitiveness
and scale of expansion.
5.1 Cosmetic Product Development
It is suggested that Balenciaga’s colour cosmetics should be marketed inclusively
across all genders, mirroring the brand’s approach in its ready-to-wear line.
Additionally, some of its items are gender-neutral, with stylish labels serving as a key
design element.
In terms of product categories, the market's beauty items can be categorised into three
categories: lip makeup (lipstick, lip balm, lip gloss, etc.), eye makeup (eyeliner, eye
shadow, eyebrow pencil, mascara, etc.), and base makeup (foundation, powder, air
cushion, etc.)(Attie, 2022). Thus, Balenciaga can be segmented similarly and produce
an extensive assortment of makeup items.
Regarding product innovation, traditional makeup prioritizes enhancing appearance
and reflecting the character's tone; therefore, the product's colour and ingredients are
crucial. However, many makeup brands continue to emphasise their outer packaging
in an attempt to attract young consumers and become well-known through novelty
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packaging (Packmojo, 2023).  The anti-trend yet trend-setting Balenciaga can
emphasise the makeup product itself while highlighting the makeup packaging's
greater usefulness. In order to make wearable makeup, such as lipsticks and
eyeshadow palettes, necklace pendants, it is suggested that Balenciaga's makeup be
combined with fashion accessories. This way, the makeup products can convey and
carry Balenciaga's iconic symbols, making them significant items that young people
can wear with them.
As seen in the image, Balenciaga lipsticks are paired with statement necklaces that
can be worn with your makeup at any time to tie the whole "put in the bag" idea aside.
The makeup palette includes metal-encased, monochrome eyeshadows that work well
with necklaces and bracelets and can be used as fashion accessories.
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5.2 Product Positioning
Given  that Balenciaga is a luxury brand with expensive ready-to-wear, accessories,
and leather goods, brand positioning must also be maintained in the pricing of makeup
products. With reference to competitors like GUCCI brand make-up prices (Gucci,
2023), the suggested brand product prices are as follows:
Price ranges for lipstick plus necklace: $560–$700; lipstick alone: $45–$55.
Price ranges for eyeshadow and necklace: $630–$770; eyeshadow alone: $80-$90.
Price range for base makeup, such as foundation: $85–$95.
5.3 Distribution Channels
Since Balenciaga has already established worldwide online and offline distribution
channels, colour cosmetics goods can be offered directly through these channels.
Offline, items can be centrally displayed in physical stores along with the brand's
accessories, and a dedicated counter for colour cosmetics can be opened to provide
customers with an improved experience. Online, items can be sold on the brand's
official website, WeChat Mall, etc., while stationed in Farfetch, Net-A-Porter, and
other platforms.
5.4 Promotion Activity for Cosmetic
Launching its line of colour cosmetics is another step away from traditional
promotion for Balenciaga, aligning with the brand's unique anti-commercial stance.
Traditional makeup brands use three main marketing strategies: 1) visual highlights,
which highlight the colour, texture, and makeup effect of the product; 2) celebrity and
celebrity endorsement, which involves asking celebrities to endorse products and
working with fashion bloggers on various social media platforms to assess and
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recommend makeup products;  and 3) offline flash mobs or offline large-scale
advertisements, which involve putting up eye-catching installations in popular(Heo
and Lee, 2019).
Since launching its initial line of makeup goods, Balenciaga has been breaking the
mould in the makeup product design industry by transforming makeup into
accessories that may be worn as clothing. Therefore, highlight the unique qualities of
the product, employ accessory and makeup reversals, launch a makeup series, and use
this paper as a marketing plan for the following actions:
1) Product Launch Visuals: The visual portion is separated into two sections: the first
is the warm-up poster for the make-up product launch; the poster idea is
straightforward and clean, and the accessories—such as necklaces, bracelets,
etc.—are the main focus of the shoot. Following the release, the accessories generated
a lot of conversation on social media, involving the fashion industry, the media, and
the public in the discussion and conceptualization of Balenciaga's new make-up
products, as well as the rationale behind the products' release being revealed in the
visual of accessories; the second is the promotional posters that follow the make-up
product launch, where the products are still displayed based on the wear of the
accessories.
2) A massive wall ad was intended for the brand's first physical colour cosmetics store.
Before the store opened, hundreds of stylish individuals of all ages, races, and genders
gathered for a preview of the advertisement. These included an IT worker, a barmaid,
an illustrator, a photographer, a band vocalist, and other representatives of various
professions. The poster features a collection of individuals donning Balenciaga
cosmetic items. The text announcing the launch of the makeup product contrasts with
the image's visual focus on accessories, which convey various people's personalities
and views. The enormous wall's striking appearance was used to entice young people
to visit and take pictures. The wall poster featuring all of the representative characters
was changed to a condition of contrast on the first day the make-up shop opened.
Using the posters, a social media fad of purchasing Balenciaga makeup products and
reversing the appearance was started. to introduce the makeup line.
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6. Conclusion
Through brand  onion and 4P model research, this study highlights Balenciaga's
strengths in anti-trend and anti-marketing. By examining market trends, it also
highlights the growth potential of the colour cosmetics market and the industrial
environment that has to be enhanced.
This paper makes recommendations for Balenciaga to launch a colour cosmetics line
because the brand hasn't entered the colour cosmetics market yet and its turnover is
decreasing this year. The colour cosmetics line will continue to be centred around
stylish labels as its primary style. In terms of product, wearable makeup may be
created by combining fashion accessories and makeup to produce a fashion item that
sets trends. It is suggested that, in terms of marketing, the reversal of accessories and
makeup be used, with the majority of publicity for the product launch visuals focused
on accessories. Additionally, when offline shops open, giant walls featuring group
images should be used to promote the product through the contrast of content changes
before and after the group images. The goal is to grow the beauty line in order to
attract more younger customers and boost Balenciaga's competitiveness, which will
enable the brand to maintain its position as a leader in the luxury market and continue
to set the standard for luxury companies.
 


	19. 18
Reference
Ahmed, O. (2017).  The hidden links between Cristóbal Balenciaga and Demna
Gvasalia. [online] Business of Fashion. Available at:
https://www.businessoffashion.com/articles/luxury/demna-gvasalia-balenciaga-cristob
al-hidden-links/ [Accessed 1 Dec. 2023].
Armitage, J. and Roberts, J. (2019). The Globalisation of Luxury Fashion: The Case
of Gucci. Luxury, 6(3), 227-246. DOI: 10.1080/20511817.2021.1897268.
Attie. (2022). Types of Makeup Products | List of Makeup Items & Their Uses. [Blog]
Dupesify. Available at: https://dupesify.com/types-of-makeup-products/ [Accessed 9
Dec. 2023].
Balenciaga.com, (2023). Balenciaga Sale. [Online] Available at:
https://www.balenciaga.com/en-us/men/men-sale/view-all-sale [Accessed 2 Dec.
2023].
Balenciaga.com, (2023). Balenciaga View All. [Online] Available at:
https://www.balenciaga.com/en-us/men/men-sale/view-all-sale [Accessed 1 Dec.
2023].
 


	20. 19
Biondi, A. (2020).  Why Balenciaga sees opportunity in couture. [online] Vogue
Business. Available at:
https://www.voguebusiness.com/fashion/balenciaga-return-couture-demna-gvasalia
[Accessed 5 Nov. 2023].
Cabigiosu, A. and Cabigiosu, A. (2020) A Comparative Analysis: Gucci, Saint
Laurent, Balenciaga and Bottega Veneta. In: Digitalization in the Luxury Fashion
Industry: Strategic Branding for Millennial Consumers, pp. 203-236.
Carrara, A. (2023). Prada enters make-up: why fashion giants are banking on beauty.
[online] Cosmetics Business. Available at:
https://www.cosmeticsbusiness.com/prada-enters-make-up-why-fashion-giants-are-ba
nking-on-beauty-210501 [Accessed 7 Dec. 2023].
Chaileedo. (2023). Are Fast Fashion Brands Not Good at Cosmetics? [online]
Chaileedo. Available at:
https://chaileedo.com/are-fast-fashion-brands-not-good-at-cosmetics/ [Accessed 7
Dec. 2023].
Dachanggongguan. (2022). The big brand design you can't read turns out to be
marketing too (Contrast Marketing Strategy). [Online] Available at:
https://www.dachanggongguan.com/article-123105.html [Accessed 7 Dec. 2023].
 


	21. 20
Dmitrievna, G. P.  (2023). Assessing the Consumer Attitudes towards Inclusiveness in
Makeup Products in Russia. Ma. Saint Petersburg State University.
Fashionnetwork. (2021). How did Balenciaga become a pioneer in transcending
fashion? [Online] Available at:
https://cn.fashionnetwork.com/news/shen-du---ba-li-shi-jia-ru-he-cheng-wei-chao-yue
-shi-zhuang-de-xian-feng-xing-zhe--,1296398.html [Accessed 7 Dec. 2023].
Fortune. (2023). The global color cosmetics market size was valued at $72.74 billion
in 2022 & is projected to grow from $77.73 billion in 2023 to $114.65 billion by 2030.
[online] Fortunebusinessinsights. Available at:
https://www.fortunebusinessinsights.com/colour-cosmetics-market-104305 [Accessed
7 Dec. 2023].
Givhan, R. (2019). Balenciaga’s Demna Gvasalia is changing what we consider
fashion. [Online] The Telegraph. Available at:
https://www.thetelegraph.com/lifestyle/article/Balenciaga-s-Demna-Gvasalia-is-chang
ing-what-we-13791553.php [Accessed 1 Dec. 2023].
Gucci.com, (2023). Gucci Beauty. [Online] Available at:
https://www.gucci.com/us/en/ca/beauty-c-beauty [Accessed 10 Dec. 2023]
 


	22. 21
Guilbault, L. (2023).  Kering revenues fall in Q3 as sales slide across brands. [online]
Vogue Business. Available at:
https://www.voguebusiness.com/companies/kering-revenues-fall-in-q3-as-sales-slide-
across-brands [Accessed 5 Dec. 2023].
Heo, J. and Lee, E. J. (2019) An exploratory analysis of the web-based keywords of
fashion brands using big data—Focusing on their links to the brand's key marketing
strategies. The Research Journal of the Costume Culture, 27(4), pp. 398-413.
https://www.ln-cc.com/zh-cn/%E5%93%81%E7%89%8C/%E7%94%B7%E5%A3%
AB/balenciaga/ [Accessed 2 Dec. 2023].
Instagram.com, (2023). Balenciaga. [Online] Available at:
https://www.instagram.com/balenciaga [Accessed 5 Dec. 2023].
Keller, K.L. (2012). Strategic Brand Management: Building, Measuring and
Managing Brand Equity. 4 th ed. Harlow: Pearson.
Kering.com, (2023). Houses History Of Balenciaga. [Online] Available at:
https://www.kering.com/en/houses/couture-and-leather-goods/balenciaga/history/
[Accessed 27 Oct. 2023].
 


	23. 22
Li, Y. (2023)  'Comparison of Marketing Methods and Strategies of Luxury
Brands-Take Balenciaga and Louis Vuitton as Examples'. In: 3rd International
Conference on Economic Development and Business Culture (ICEDBC 2023).
Atlantis Press, pp. 245-251.
Ln-cc. (2023). BALENCIAGA. [Online] Available at:
https://www.ln-cc.com/zh-cn/%E5%93%81%E7%89%8C/%E7%94%B7%E5%A3%
AB/balenciaga/ [Accessed 2 Dec. 2023].
Mower, S. (2021). Balenciaga Pre-fall 2021. [Online] Vouge. Available at:
https://www.vogue.com/fashion-shows/pre-fall-2021/balenciaga [Accessed 5 Dec.
2023].
Packmojo. (2023). Impact Of Packaging On Cosmetic Product Appeal. [Blog]
Packmojo. Available at:
https://packmojo.com/blog/impact-of-packaging-on-cosmetic-product-appeal/
[Accessed 9 Dec. 2023].
Pistilli, O. K. (2018) .The Heritage-Creativity Interplay. How Fashion Designers are
Reinventing Heritage as Modern Design: The French Case. ZoneModa Journal, 8(1),
pp. 77–95. DOI: 10.6092/issn.2611-0563/8223.
 


	24. 23
Rubio, A. and  Marin, L. (2015). Innovation Management to Market Performance: The
Effect of Consumer Identification in the Evaluation of Brand Extensions. Procedia -
Social and Behavioral Sciences. [online] Volume 181(11). pp.269-275. Available at:
http://fulltext.study/download/1111325.pdf [Accessed 5 Nov. 2023].
Shelke, N. (2023). Marketing Mix of Balenciaga. [Online] Writohub. Available at:
https://writohub.com/marketing-mix-of-balenciaga/ [Accessed 2 Dec. 2023].
Shelke, N. (2023). Marketing Mix of Balenciaga. [Online] Writohub. Available at:
https://writohub.com/marketing-mix-of-balenciaga/ [Accessed 2 Dec. 2023].
The Brand Hopper. (2023). Marketing Strategies, Marketing Mix, and STP of
Balenciaga. [Online] Available at:
https://thebrandhopper.com/2023/06/17/marketing-strategies-marketing-mix-and-stp-
of-balenciaga/ [Accessed 2 Dec. 2023].
Toutiao.com, (2022). Top 15 Most Popular Online Luxury Brands in 2022 Big Reveal.
[Online] Available at:
https://www.toutiao.com/article/7140171885450658316/?wid=1703669898425
[Accessed 5 Dec. 2023].
Verghese, S. (2022). Colour Cosmetics Market Outlook (2022 to 2032). [online]
 


	25. 24
Future Markert insights.  Available at:
https://www.futuremarketinsights.com/reports/colour-cosmetics-market [Accessed 8
Dec. 2023].
Wikipedia.com, (2023). Balenciaga History. [Online] Available at:
https://en.wikipedia.org/wiki/Balenciaga#cite_note-1 [Accessed 27 Oct. 2023].
 




Download Now

AboutSupportTermsPrivacyCopyrightCookie PreferencesDo not sell or share my personal informationEverand
EnglishCurrent LanguageEnglish
Español
Portugues
Français
Deutsche




© 2024 SlideShare from Scribd 





