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BRAND IDENTITY

Balenciaga, founded in 1917 by Cristobal Balenciaga in Spain and later established in
Paris, is one of the most influential and revolutionary fashion houses in history.

Known as the “master of couture,” Cristobal was celebrated for his uncompromising
standards, architectural silhouettes, and technical mastery that reshaped 20th-century
fashion.

His approach was rooted in innovation, precision, and purity of form, often stripping
garments down to their essential lines while still creating radical new shapes.

The house today embodies those same values of innovation and disruption, but
through a contemporary and often provocative lens.

With Demna Gvasalia as creative director since 2015, Balenciaga has repositioned itself
as a postmodern brand, blending the elegance of haute couture with the grit of
everyday streetwear, irony, and digital-age culture.

Demna has redefined luxury by questioning what fashion can represent in society,
whether through oversized hoodies on couture runways, collaborations with The

Simpsons, or dystopian runway settings filled with mud, snow, or neon lights.

The brand it's known for the following factors:
« AVANT-GARDE AND ACCESSIBLE
« ELITIST AND DEMOCRATIC
« INTELLECTUAL AND PLAYFUL

Beyond clothing, Balenciaga also invests in cultural critique and commentary, often
addressing themes like consumerism, sustainability, dystopia, and the role of fashion in
an era dominated by technology and social media.

Through collaborations with artists, digital experiments such as video game fashion
shows, and unconventional campaigns, Balenciaga challenges traditional ideas of
luxury and style.



BRAND HISTORY

Cristobal Balenciaga founds the house in San
Sebastian, Spain.
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Relocates to Paris during the Spanish Civil War,
debuting haute couture collections that
revolutionize fashion.

Balenciaga introduces iconic silnouettes: the

sack dress, cocoon coat, and baby doll dre
cementing his legacy as "the master o
couture.”

Cristobal Balenciaga closes the fashion house,
believing couture was losing its artistry.

The house is revived under new ownership,
focusing on ready-to-wear.



BRAND HISTORY

Nicolas Ghesquiére appointed creative
director, revitalizes the brand with futuristic,
edgy designs and the cult-status “|_ariat”
motorcycle bag.

A mi 2001

Balenciaga acquired by Kering (then Gucci
Group), expanding globally.

Alexander Wang becomes creative director,
introducing sporty and modern minimalism.

Demna Gvasalia (founder of Vietements)
appointed creative director, redefining
Balenciaga with oversized streetwear, ironic
branding, and digital-age relevance.

Balenciaga dominates cultural conversation
through provocative shows, virtual fashion in
gaming/metaverse, and controversial
campaigns, maintaining its role as one of the
most avant-garde luxury brands.



STYLEIDENTITY

RSIZED SILHOUETTES

Extreme proportions in coats,
hoacgi)gs; and tailoring

STREETW

Hoodies, snea
into high fashid

CULTURAL COMMENTARY &
SHOCK VALUE

Campaigns questioning
consumerism, social norms

TECH & VIRTUAL FASHION

Collaborations with Fortnite,
Afterworld VR show

DNY & LOGOS

ody branding, ironic takes g
ashion norms ’
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TARGET

Balenciaga's target audience is global, urban, and culturally engaged, often younger
(Gen Z & Millennials), but spanning into wealthy Gen X clientele.

They are:

» Fashion-forward individuals who value individuality, irony, and statement-making
pieces.

« Culturally diverse, often in major metropolitan fashion hubs like Paris, New York,
London, Seoul, and Tokyo.

» Consumers interested in streetwear-luxury crossovers, tech-driven fashion, and
bold self-expression.

+ Not defined by gender; collections embrace a gender-fluid aesthetic.

« Often part of or inspired by creative i
cultural prestige and disruptive fasl
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PREVIOUS CAPSULES

The Balenciaga Music 2024 capsule in
collaboration with Mina, the iconic ltalian singer,
is a project where fashion meets music, paying
tribute to her legacy as a cultural icon.

The collection combines nostalgia and futurism,
reimagining archival Balenciaga elements
through Mina's artistic world.

It stands as a limited-edition cultural crossover,
blending performance wear, statement
accessories, and collectible merchandise.

BALENCIAGA MUSIC
2024

TIMING Released in April 2024, coinciding with Mina's career anniversary celebrations and tied to a Balenciaga
“Music Series” campaign.

PRICE RANGE Approx. €250 - €2,500
Balenciaga online flagship and select stores (Milan, Paris, New York, Tokyo).
DISTRIBUTION Exclusive drops in Mi?ﬁn boutigues and at select music-related pop-up spaces.

Visual campaign featuring archival Mina performances reinterpreted by Balenciaga aesthetics.
PROMOTION Special short film/music video crossover directed by Balenciaga.,
Heavy digital push across social media, with limited vinyl/CD packaging as collector s items.

Strengthens Balenciaga's role as a cultural disruptor by fusing fashion, music, and art. Positions the
BRAND POSITIONING branc? as not just a luxury house, but as a platform for ::I{Hturﬂt storytelling.

« Toconnect Balenciaga with music heritage and E:}{Rland into cultural cross-industry collaborations.
GOAL « Toattract both fashion-forward consumers and Mina’s fanbase, bridging generations.
« Toreinforce Balenciaga's status as a trendsetting, multi-disciplinary cultural icon.

12
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PREVIOUS CAPSULES

The Balenciaga Soccer Series 2024 capsule
me*ges luxury fashion with the global culture of
football, reinterpreting sportswear staples
through Balenciaga's avant-garde lens.

The collection plays with oversized jerseys, logo-
adorned tracksuits, reworked cleat-inspired
sneakers, and accessories referencing stadium
culture, while maintaining the house’'s dark,
futuristic aesthetic.

It reflects a cultural crossover between streetwear,
luxury, and sport, tu.minfg the most popular game
in the world into a high-fashion statement.

SOCCERSERIES
2024

TIMING Released in June 2024, aligning with the build-up to major summer football tournaments and
international championships.

PRICE RANGE Approx. €300 - €2,800

Balenciaga flagship stores worldwide (Paris, London, New York, Seoul).
DISTRIBUTION Exclusive launches in football-centric cities such as Barcelona, Milan, and London.
Online availability through Balenciaga.com with limited regional drops.

Campaign inspired by stadium visuals, featuring athletes, musicians, and cultural figures styled in
PROMOTION Balenciaga Soccer looks. Social media teasers with a football- match aesthetic.
Felhqbrity pcl’gcemﬂnts during matches and events, creating visibility across both sports and
ashion audiences.

Establishes Balenciaga as a cultural bridge between luxury fashion and global sports culture,
BRAND POSITIONING positioning the hou&g as both auant-garge and mainstream-relevant. 2 i

« Totapinto the massive cultural influence of football and merge it with high fashion,
GOAL » Tostrengthen Balenciaga's image as a trendsetter beyond traditional luxury.
« Toattract new audiences, especially younger consumers engaged with both streetwear and
sportswear.

14
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PREVIOUS CAPSULES

Balenciaga’s Skiwear Capsule 2023 marked the
brand’s first step into luxury performance
sportswear, launching in November 2023,

The collection combined technical innovation
with Balenciag a’'s avant-garde aesthetic, offering
parkas, quilted jackets, fleece-lined jeans, and
adaptive layers designed for extreme conditions.
Accessories and equipment, includin? skis,
snowboards, helmets, and oversized logo gear,
extended the couture identity onto the slopes.

This collection was exposed in the store when i
visited it (winter 2024),

In store there was a total of 27 pieces and the
whole collection it's exposed there since a week.
the jackets, the most heavy ones, have a chip
inside them to make easier to find the person
wearing that cloth during and excursion in the
SNOW.

Also for this collection Balenciaga changed the
logo's style creating a connection to the sponsor
shown on the technical clothes of the athletes
during the winter competitions.

CAPSULE SKIWEAR
2023

TIMING

Released in November 2023, ahead of the Winter 2023 ski season.
PRICE RANGE Approx. €850 - €3,500

Balenciaga's online store and selected flagship boutiques (Paris, New York, Tokyof Seoul).
DISTRIBUTION Limited availability in luxury ski destinations (Courchevel, Gstaad, Aspen pop-ups!.

Visual campaigns featuring alpine-inspired imagery and dark, futuristic skiwear styling.
PROMOTION Social media teasers + Balenciaga.com lookbook.

Product seeding to celebrities and influencers in ski resorts.
BRAND POSITIONING Positions Balenciaga as a luxury lifestyle house extending beyond fashion into performance and utility,

reinforcing the brand’s avant-garde yet practical identity.

« Merge functionality with high-fashion aesthetics, creating statement skiwear that challenges
GOAL traditional sportswear.

« Expand Balenciaga into the luxury activewear and outerwear segment.

« Strengthen the brand'’s presence in exclusive travel and resort culture.

17
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PREVIOUS CAPSULES

The Balenciaga x Adidas capsule marked one of
the most high-profile collaborations in recent
luxury history, blending the heritage of Adidas
sportswear with Balenciaga's disruptive,
oversized, and deconstructed aesthetic.

The collection reimagined Adidas’ iconic 3-
Stripes and Trefoil logo through Balenciaga's
lens, producing tracksuits, sneakers, T-shirts, and
accessories that blurred the line between
streetwear, sports, and luxury.

The capsule celebrated both Adidas’ athletic
identity and Balenciaga's avant-garde approach,
turning everyday sports staples into collectible
fashion items.

TIMING

BALENCIAGA X
ADIDAS

First revealed in May 2022 during Balenciaga's Spring 23 runway show, with retail release later in
November 2022.

PRICE RANGE

Approx. €250 - €4,500

DISTRIBUTION

Sold through Balenciaga's online and ﬂa%ship stores.
Limited availability via Adidas’ CONFIRMED app and select Adidas flagships.
Exclusive pop-ups in major cities like Paris, London, New York, and Tokyo.

PROMOTION

Campaign shot in Balenciaga's dystopian visual language, blending Adidas branding with dark,
oversized styling.

Social media buzz amplified by celebrities and influencers wearing the capsule.

Worn by cultural figures across fashion and music scenes to maximize global reach.

BRAND POSITIONING

Positioned Balenciaga as a luxury disruptor collaborating with mass sportswear, reinforcing its identity
as a house that challenges traditional boundaries of fashion.
For Adidas, it elevated the brand into luxury crossover territory, reaching high-fashion audiences.

GOAL

« Toexpand Balenciaga into sportswear and mainstream culture, without losing avant-garde
restige.

« [O stregngthen Adidas’ credibility in the luxury and streetwear space.

« Togenerate hype through exclusivity, limited distribution, and cultural conversation.

20












THE COMPETITOR

Balenciaga operates within a highly competitive luxury
fashion landscape, sharing space with brands that also

embrace avant-garde aesthetics, cultural commentary, and
streetwear-luxury crossovers.

Its competitors often push boundaries in design, blending
innovation with cultural relevance, and appeal to a similar
global, style-conscious audience.

These include names like Off-White, Rick Owens, Maison
Margiela, Vetements, and Jacquemus, all of which
reinterpret fashion as both artistic expression and social

commentary.

24



THE COMPETITOR

Off-White is an Italian luxury streetwear brand founded by Virgil Abloh in 2012. Built on
the concept of “the gray area between black and white,” the brand quickly became a
cultural force by combining high-fashion sensibilities with streetwear staples.

Known for its distinctive quotation marks, zip ties, diagonal stripes, and ironic approach
to branding, Off-White captured the attention of a new generation seeking individuality
and authenticity. By 2015, the brand was showing at Paris Fashion Week, cementing its
place in the luxury sphere while maintaining strong ties to music, art, and youth culture.

Virgil Abloh’s role as both founder of Off-White and Artistic Director of Louis Vuitton
Menswear further elevated the brand's global influence. Off-White became a platform
where fashion met cultural critique, with frequent collaborations across industries
making it a brand that thrives on cross-disciplinary innovation.




PREVIOUS CAPSULES

Off-White collaborated with rising golf star Paris
Hilinski to launch the “All in One” goli-themed
caps%le in December 2024 at Art Basel Miami
Beach.

The collection blended fashion and sport,
celebrating her journey and Off-White's
streetwear aesthetic in a tennis-crossover style.

OFF-WHITE “ALLIN

ONE" 2024

TIMING Released in December 2024 during Art Basel Miami Beach, introduced as part of Off-White's sports-
Crossover initiatives.
PRICE RANGE Approx. €300 - €2,000
Limited release through Off-White flagship stores and online shop. Special pop-up activation at
DISTRIBUTION ArtBasolMiaml, £
Select luxury sportswear stockists.
Launch event at Art Basel faaturin%hParis Hilinski as campaign face.
PROMOTION Social media coverage highlighting the golf-meets-fashion crossover.

Lifestyle press and influencer seeding within both fashion and sports circles.

BRAND POSITIONING

ﬁeinfcl}rc:es Off-White as a cross-disciplinary brand able to blend luxury fashion with sports, culture, and
ifestyle.

GOAL

« Toexpand Off-White into golf and lifestyle sportswear, targeting a new market.
« Toshowecase inclusivity by supporting a rising female athlete.
« Tostrengthen the brand'’s luxury-sport fusion identity.

26
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PREVIOUS CAPSULES

In September 2024, Off-White and AC Milan
released a new capsule to celebrate the club’s
125th anniversary.

The collection featured varsity jackets, hoodies,
T-shirts, baseball caps, scarves, lu gage, socks all
designed in black and red with gold accents and
vintage football graphics.

A special New Era cap line was also launched
during Milan Fashion Week

OFF-WHITE X AC
MILAN-ANNIVERSARY

TIMING Released in September 2024 during Milan Fashion Week, coinciding with AC Milan's 125th
anniversary celebrations.
PRICE RANGE Approx. €200 - €1,800
Off-White flagship stores and online shop.
DISTRIBUTION AC Milan official store and selected luxury retailers.
Exclusive launch events in Milan tied to the anniversary.
Campaign featuring AC Milan players and models styled in anniversary looks.
PROMOTION Special Milan Fashion Week event.

Social media activation across both Off-White and AC Milan platforms, plus New Era collaboration
promotions.

BRAND POSITIONING

Reinforces Off-White as a luxury brand embedded in sports and culture, celebrating heritage while
pushing contemporary design.

GOAL

« Tohonor AC Milan's 125-year legacy through fashion.
« To merge football fandom with high fashion appeal.
« Tostrengthen Off-White's presence in the sports-luxury crossover segment.

29






31




PREVIOUS CAPSULES

Late 2023 saw Off-White partnering with luxury
online retailer Farfetch for the “_Logic” capsule
under its Beat series.

The archival-inspired collection included T-shirts,
hoodies, a varsity jacket, and Out Of Office
sneakers, all featuring classic graphics and
co-branding.

A sub-collection also included artist-customized
pieces and homeware items like rugs and posters

OFF-WHITE X
FARFETCH"_LOGIC"

TIMING

Released in November 2023 as part of Farfetch’s "Beat” series of exclusive drops.
PRICE RANGE Approx. €200 - €1,200
DISTRIBUTION Exclusively through Farfetch online platform worldwide.

Limited global shipping with artist-customized items sold in select locations.

Digital campaign on Farfetch and Off-White's platforms.
PROMOTION Artist collaborations creating unique one-off pieces.
Heavy social media buzz via influencers and fashion media outlets.

Positions Off-\White as a digital-first brand, connecting with global audiences through exclusive online
BRAND POSITIONING drops and creative collaborations. 5 L v

« TO exFand Off-White's e-commerce presence with Farfetch as a key partner.
GOAL « To celebrate archival graphics and reintroduce iconic Off-White codes.
« Toreachyounger, digitally engaged consumers worldwide.

32
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PREVIOUS CAPSULES

This capsule, launched in September 2023,
marked the debut of Off-White's collaboration
with AC Milan.

It brought together sporty design and luxu
fashion with varsity jackets, hoodies, T—shiﬂg,
accessories (scarves, pouches, luggage)

OFF-WHITE X AC
MILAN-UNIFORM

TIMING

Released in September 2023, debuting during the new football season.
PRICE RANGE Approx. €250 - €1,500
DISTRIBUTION Off-White flagships and Milan boutiques.

AC Milan official store and select online platforms.

Campaign featuring AC Milan &l{aﬁﬁm styled in the collection.
PROMOTION Social media launch across Off-White and AC Milan channels.
Visibility during matchday events.

Positions Off-\White as a cultural bridge between luxury and sport, merging fashion with football
BRAND POSITIONING el ry ging

« Toexpand Off-White into the sportswear crossover market.
GOAL « TO stren%;then ties with Milanese culture and football fandom.
« To attract both fashion-forward youth and sporis fans.

34
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FUTURE DUSK










STORE ANALYSIS
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This map highlights Balenciaga's global retail presence, with over 105 stores worldwide,
demonstrating the brand'’s strong international reach. Asia emerges as the largest market, with
20 stores in China, 15 in Japan, and 10 in South Korea, reflecting the region’s growing
influence in luxury consumption.

Europe remains a key foundation, led by France (8), Italy (7), and the UK (6), markets
historically tied to Balenciaga's heritage and fashion leadership. The United States also plays a
crucial role, with 12 stores, underscoring North America's importance for expansion and
visibility.

Smaller but strategically placed locations in the UAE, Hong Kong, Taiwan, Singapore, and
Australia reinforce Balenciaga's positioning in emerging and high-potential markets. Overall,
this distribution shows a balance between heritage markets in Europe, expansion in North
America, and dominance in Asia, aligning with the brand’s strategy to blend legacy with global
relevance.

STORE ANALYSIS

FRANCE 8
ITALY 7

UK 6

GERMANY 4

SPAIN 3

Us 12 TOT.

CANADA 2 o
CHINA 20 1 0 .
JAPAN 15 STORES ARGUD

SOUTH KOREA 10 >
HONG KONG 4 ;
SINGAPORE 2

TAIWAN 2

UAE 3

AUSTRALIA 1

OTHER 6
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BALENCIAGA
STORE

The Balenciaga flagship store in Via Monte Napoleone, Milan, stands as one of the most
important retail landmarks for the brand in Italy.

Located in the heart of the city's luxury fashion district, the store reflects Balenciaga's bold and
avant-garde identity while seamlessly integrating with the elegance and heritage of Milanese
high fashion.

The boutigue offers an immersive shopping experience thanks to its location, combining
architectural minimalism with futuristic design codes that echo the brand's disruptive spirit.
Inside, customers find Balenciaga's full range of collections, from ready-to-wear to accessories,
footwear, and exclusive pieces.

Positioned on one of the world's most prestigious shopping streets, it highlights Balenciaga's
status as both a global luxury leader and a symbol of modern creativity.
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STORE ANALYSIS - INSTORE

Entering in the store you can feel a mood of power and coolness.
The dominant colors are:

» black

« brey

« white

« some accent of pink, green and light blue

At the first floor are exposed a lot of accessories like bags, glasses, keychains and
wallet. More deep in the store, on the same floor, there is the men collection with
few pieces and a lot of shoes exposed on the shelves.

CLARRY
BRLER
' ":-.11'1‘r11[11:'“'11'!!'

After a first look, | met the first shop assistant, who was very rude and not very happy to see me and my
classmate, in fact after a few sec she was talking abt us to another shop assistant in not a very good way.

| tried to ask some guestion and the answers where off point.

after that i continued my visit the store and after going up to the first floor, in the women section, i found a
second sh nt and this time she approached me and tried to talk to me. so this time i finally
nation.










STORE ANALYSIS-INSTORE

All the clothes are shown on the railway making a suggest for a look or a
combination made 2 by 2 or at max putting together 3 pieces.

This is a visual marketing choice to suggest to the customers and idea for a look
and bring those person to buy not one, but both of the clothes shown to make
that exact look.
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Some ;:J_i_@;esffdﬁ’u the collection are displayed on poufs, as if they'd just

=

S been thrown away by the owner in a hurry.

This reflects the mood of the Balenciaga customer: cheeky and busy.
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E-COMMERCE ANALYSIS

GENERAL

The table outlines Balenciaga's Merchandising Mix for its e-commerce offering, highlighting the distribution of
products across categories, their quantities, and price ranges. ltems are divided into two main sections: Total to Make
and Total to Buy.

Product Categories:

The mix spans outerwear (coats, jackets, trench coats, down jackets), tailored garments (blazers, trousers, skirts),
dresses, cut & sewn items (T-shirts, sweatshirts, tops), fully fashioned knits, denim, and leather products.
Categories such as T-shirts (42 pieces) and sweatshirts (24 pieces) dominate the offering, supported by denim
pants (22 pieces) and jackets (19 in total across materials).

High-ticket items like leather jackets and long dresses elevate the premium end of the mix.

Price Analysis:
The price spectrum ranges widely:
» T-shirts: entry-level at €495, averaging €1,290.
« Leather jackets: reaching the top tier at €14,000.
» This demonstrates Balenciaga's dual strategy of offering accessible luxury basics while reinforcing its reputation
for ultra-premium statement pieces.

Distribution:
« 32% of pieces (55 total) fall under “Total to Make" reflecting capsule innovation and seasonal storytelling.
« 68% (119 pieces| are “Total to Buy” highlighting Balenciaga's reliance on denim, cut & sewn, and knitwear
staples to balance its mix.

FORMAL TROUSERS
CASUAL TROUSERS

MERCHANMDISING MIX E-=COMMERCE ANALYSIS

%

oE RF W Wr W W e | W DN ﬂﬁﬂﬂi

318000 .
3.650,00 |
2.480,00
315000
1.450,00 |
25,00 |
675,00
1.600,00 |
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1,350,00
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119000 | §
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550,00 |
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385000
318000
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170000
2.220,00
1670,00
1.10750
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1.180.00
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185000 |

230000 | §
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E-COMMERCE ANALYSIS

COATS AND
TRENCH

rewe | | reocrnoon | soowrm| o | onwomon_| e | sm |mrns

Cuterwraar

Duterwear Zip-

Zip-up Up Hoodisin  _ .. e f s
Hoodis i light beige fake FEEEDATMO2E2002 100% pabyester
Light Beige shearing

One Layer
One Layer Raglan Coat In Maln material: 100% wool
Raglan Coat z black and gray ~ B38934TSU201263 Lining: 100% cupro
in Blackgray

vintaga checked Pocket lining: 100% cottan
woal

Wormen's Anirmal-Free Fur x i ;
Animal-frea Maxi Caat in Main ma'lcun:I. 100%:
Fur Maxi Coat brown embossed B488T7TTQO72135 i ol
e i Lining: 100% cupro
Cogt in cabie knit for i 23
Brown Wiornan Pocket lining: 100% cofion

TOT. PIECES ANALIZED

Wamen's Cocoon Short

g Main material: 100% cofton

C ]

R Trench n DR 450880TSP139772 Lining: 100% cupro | 3,190
Short Trench regenarative Pocket lining: 100% cott

in Baige cotton twll gl

55



PRODUCTION CATEQORY DESCRIFTION (CIOE §D COLOR SIZE{IT] PRICE IN§

Heoien Ciorastes Main rrdlllll R podarmide
- P Goatimg: poburnthans

Pullernprk  maTNgTes  COMRE: RORPEER
drmtrb bt e Padding: TOM. poiyester, 773

E-COMMERCE ANALYSIS T s W .

DOVVN JACKETS 5 - = -

Hinorlesd Bormber in BOSSIRTROSG!

: o ] pokdacte Embrmidens 100%
Jiplp Jacket in RBSETIAD 2

= J binck and whbe Paddimgs B0% s, 409
S < 41 synthebo matanal b podlactido

Jase n Bladk Embimldany Wi poiyesie

Desatni Jackat

S0V Tracksus W TEokRE | als material: 100% peokestsr
Jazil n H AT e r Linjing: 100% polyesbor TR
P o & poyaster

W amen's Loop: Spuons oo
'I"r'::' ff"‘::: : Smukvasty  SiBmTROmE SO
Vinrsity Jacked s SR — Paddings B0 sl 40%
b £ b ryion e Fai
n'vimie : oovibcide
Embroldenys W00 oovesior

=2t iLiE Y

TOT. PIECES ANALIZED

Baienciagn Tip-lp .
Jacie in black: ight > - 1005 pabpesnes Baick and Bue 4556
Sacnnionl mions Talio

Himrgiens Jogket in STIZFETY 201D
L in Bk biack wodl Evill [in)

Misi & el S @ idreilor,
BR-ETRT SR wood
[111] Limimgs 1 oo
Pogion n|ng: 100% conm

Hourgiass Jackst
Oyemizad i Diacs
Tw il talaring

Blrescenipt .
v (] 2% 1 are , B
Orvarsized A a1 biack I!Ii.'i.'i‘.‘l:::::l ai % wood 20 e, B9
Taderad | s W : s
n Bk g wi




MAME PRODUCTION CATEGORY DESCRIFTION | CODE ID

Farod Tago
Fams im bk
Oty ripeshop A
Faredl Cargo Prorm Bhe lookes 24 PEEBIOTHPZY
Parts in Blck : and 28 of the 1050
Baonoea S
Winner 23
Colaction

E-COMMERCE ANALYSIS

PANTS AND
SHORTS

Corpo Fants
Raeguiar Ft In biack
w mioever vl

BI3ETTRAE
1080

L e

TraxZ w e
TEMTNTE 00R% wond

MBS b ol SO0 SNnTn
Posat |Iming: 100% podvesinr  Dark Groy
Embroldory: B0 D ohpestor

TR TEN DA
WH1

PocE Cmg g

Dwwrained
Twesipats m
Taclend b diey
Behly

BSOSV
s Pkt Nnbnig:

TOT. PIECES ANALIZED

Main materiol: S0 ool
Wiame' 5 Love Wass Cagr Linkage 100% oupea
Liowy WWalkss Fanis inblack  AYMATROYT  Pocet Bning: MO0 coton
Capri Pres in Biied ol bR glinl
By ponin Caontains. non-tedie pons of
anirmal origin

Ll g
LegEgs n OBck
mathe 52 o e

TARIUE 28
101

G et
Srerte i fadad
fad bl

BB EITTRN WS
11

e 5
AT R mMeite apandex  FREIEHE 268
Cyoing Emame g T e 26 of 101
n Block Easoncion Fall 24
coliectior




E-COMMERCE ANALYSIS

LONG AND

SHORT
SKIRTS

TOT. PIECES ANALIZED

Women's
Lingerie Miri
Tailored Shirt

in Black

Women's
Lingerie
Tailored Skirt
in Black

Waomen's
Low Waist
M asi Skirt in
Black

Waomen's

Hourglass

Midi Skirt in
Black

PRODUCTION CATEGORY | DESCRIPTION

Lingearie Min|
Tallored Skirt in
blackbarathea
woal and besge
lace

Lingere Tailoned
Skirt in black
wool barathea

Low Waist Maxi
Skirt in black twill
tailoring is from
lmok 01 for
Spring 25
Collection.

Drapad Skirt in
lack cupro twill

Hourglass Midi
Shirt in black dry
wool gabarding iz
from look 37 of
Balenciaga
Spring 25
Collection.

CODE ID COMPOSITION

Main material: 100% wool,
92% viscose, 8% elastans
Lining: 100% cupro
B31246TMT Lace: 80% polvamide, 20% Black and
321000 elastane Light Beige

Contains non-textile parts of
animal origin

Main material: 100% wool,
92 % viscose, 8% elastane
Lining: 100% cupro
TAO0STSTMT Lace: B0% polyamide, 20%  Black and
321000 elastane Light Beige

Contains non-textile parts of
animal ongin

BITEIETKT

: e, 50%
281000 50% polyester, 50% wool

B31248T30

811000 100% cupro

Main material: 100% wool

B14DE3TFT2 Lining: 100% cupra

41000 Padding: 60% silk, 40%
polylactide

58



E-COMMERCE ANALYSIS

LONG AND
SHORT
DRESSES

TOT. PIECES ANALIZED

5ok [ess
i Bl

W DT &
A e
By
Eown in
L]
Womams

L=
]

Waomarrs
Patched
S Leess n
Bk

Wy LT
Dy Imprnt
T-shirt Dress
n Ak
Fachect

. Wormen s
B gy
=
- Series 2
Ikl T-

Women's
Hawrcingn
Hail Polish
W Tt
[k i
Fadod Biack

I
y
:
l
|
|
| |
1

jpenLerd

T, gomon

Comzing norrbeedlis pams o
amial Orign

1005 koool

Corigis norriesdis parts o

1149 pokrmide
Pt lindngg: 1006 cottor

v VESO0aE

Lokl iy St
Onss N blank
sachrichl crepee

e ey | ESIZOTR 2 2% visoosn,
| Bk Creg a s "
e 1a % deatone

T-Ehat Dreas im Wioin maberal: 576 cupne
dark vy | BITRTTRVG
PER]) ] Triswmisge
i

¥ Impnnt T-
il [wess in

W il ol
TEEMOTEYA Trimwming: 97%
2HH1 [ o
Applicslian: T ootim

Wain maberd ol 100% ootton

Palsh M| T- | 784571 R0 11 Menge BRT5 coman, 2%

Hhel D UM .
B |:.-r|. :h:'i Emibyred diany: 100855
Peyeatey

Bk

1,050



E-COMMERCE ANALYSIS

Maén material: 100% cotban

Laca-Up Shift in Material: B6% viscose, 12%

EBlack BI1ESTTRM pely Ester e
FECJErE A 281000 i

coitan poplin Coraing nor-teile pans of

animal orgin
Main materisl: 1005 yocall,
413 viacose. 3%
Lingeda Shir in i palyamida, 20% alasians,
] TR ’
bilack fluid 3;;5;;“" 845 pofyamida, 16% Biack

ealluloaic poglin glastang

Main maserial 2: 55%
poiyarmise, 324 elastane
Bow Blouse in

BilaeH fluid Main material: 100%

waman's technical creps | peo e e

B14140TRO
Bioww Blousa g

i& from ook 37 211000 Blask
Im Black Cantming non-textile pars of

anirmal odgin

Hnotied Gutt
Women's - .-
Knommed Cutr Blouge insky | oooooo-c o Main material: 875 cotion,
Blouse i blua and white | pympe 13% polyamide BlueAhita
Blusdwhite Eiriped echnical

Ermbroidery: 100% polyasher
VISCOse

Women's
Swing Shird
im Light Blue

Swing Shittin | .. T
light blus coman | | zfﬂlﬁ 100% eettan Light Blus

popin

Women's Knottad Cutt
Knotted Cult Bio Biouse in white  30380THM Main material: 7100% cothon
Blouse in i

moeremfve | 283000  Embroidery: 100% poyester 00
WWhnie Cotmon poplin

TOT. PIECES ANALIZED

Vimany Tuckad Sleeve
Tuckad LRESIBENE | 214033 TN
Sleave Shit ShitinWhile | eouoos 0Tt i
i Whita Etiom. pogi

Main material: TE3
\ im I Pl tiaceiats, 27 4 polyaster
Wararts O CH-Shoulder | ooy GReTMD Lining 1: 85% polyamics,
shouldar Top in black - ity Black
il T 6% acelaie, 21%
wiscpsn, 3H alastans

Intemacnal il

= o

=hbyidw . Tank Top in grey 831085175V ) )

i lfl'li:lr :llﬂ: B EEEAER NI AEE H45%h cotton, B @lastang

Gy Blue
pealing jarsay

i intermational ’.I',“*:f‘r"““:'
| Tank Tap in n':'”m'j"_':" | 83105173V
. Heather T e

M 1300
T stetch paaling
d jamay

84 % cofion, 6% alastamna




E-COMMERCE ANALYSIS

T-SHIRTS AND

SWEATSHIRTS
-PART 1

TOT. PIECES ANALIZED

PIECES IN THIS SLIDE

I | it st b s O i o] i

Women's |
Love Paris &
Belenciaga
Croppad T-
shirt
Crvarsized in
Black Faded

Women's
Loop Sports
lean
Cropped T-
shirt in Black

Kim K
Shrunk T-
shirt inBlack
Faded

Mew
Balenciaga
Back T-ghirt
Idedium Fit
in Black

Paolitical
Stencil T-
shirt
Medium Fit
in

Biackiwhite

Diy Imprint

Cropped T-

shirt in Sage
e ]

Tape Type T-
shirt
Meadiun Fit
in Fasbarry

Women's
Lingeria T-
shirt in
Faded Black

| Lowe Paris &
Balenciaga
Cropped T-5hirt
Crversized in
taded black
vintage jersey

Loop Sports
lcon Cropped T-
Shirt in washad
bilack and blue
vintaga jersey

Kim ¥ Shrunk T-
Shirt in faded
black stretch
pesling jersey

Mew Balencaga
Back T-Shirt
Medium Fit in
black vintage

jr ey

Palitical Stanal

T-Shirt Medium

Fit in black and
white vintage

Fashion
Degigrer Shruns
T-Shirt in black

dry jersey

DY bmperiind
Cropped T-3hirt
in saga green
vintage jersey

Tape Type T-
Shirt Medium Fit
in raspbarry dry

jeroey

Lingerie T-Shrt

infaded black

pesling stretch
peraay

Main material; 100% cotton
Trimming: 29% cotton, 1%
alastans

B84 TRYL
91041

Main material: 100% cotton
';h ?‘r': Trimming: 35% cotton, 5%
= elastane

BOT34ITEN Main material: 100% cotten

31083 Embroidery: 100% polyester Dk

BlackWhite'
TEA235T VK P BluaPurpla
1
19589 1008 cotton andd
Grey, Grey

TERZASTIVG

150 1% cotton BlackWhite

Mabn matedal: 100% cotton
Trimming: 38% cotton, 2% Black
elastans

BOFETEVE
51041

Maln matedal: 100% cotton
Trimming: 97% cotton, 3% Black/Gresn
elastans

TEIFETSVE
43421

TBAIET SV luh.h! m..lt-rill:r‘hm -:nt.tn-rn
15003 Trimming: 38% cotton, 2%
elastans

Resphermy
Baige

Main material: 85% cotton,
5% efastana
Trimming: 97% cotton, 3%
E2AEEaTNVE elastane
21083 Detail: 52% polyamide, 8%
elastang
Lace: 57'% polvamide, 23%
wiscose, 20% elastans

BlackWhita




Fars Moan Fars Maon
Uipsice Upside Down T-
DCoowan T-ghirl 5hif Cvemized
‘Cwesmized in i Black wintage
Black Faded jersey

GERETITONT

003 ¢o {BCE
11088 100% coton Biac

<

E-COMMERCE ANALYSIS

Ealencinga
Back Halanciaga Main mainrialz
Rofactve Back Rofacilve TRIRITTEV Trimaning: 97% oofion, 3%
Hoodla Sweptahirt Hoodie madium -| :.El-d-::"l alastana GmenBlua
Rtndium Fit fitin sage graen Ernbrohmary: 100%
InSags ory fleace ool yestar
s
[
Waman's Pl il
Faliscal I::.Ell'l"lmn;l'l
Campaign Hoodie Langs Fit 420847TEM

100% cofion

Haodia in Wlack and BE054
Large Fitin whiits EUHY
Bilack {levce
Balanciaga Balenciaga
3 Back Back Hoodie TEIRITTRV Blacktéhim!
s Hoodle Gwansshirt Mndiam Fi2 in anisu 100% aotien Bl P urpie

Maxdium Fit blue and whita and Geey
in Biug modium flaecas

EY

Balanciaga Batenciaga
Hacsk Eack Haodia _ "
Huodie Sweasshit Fegular Fitin ﬁ'—g‘:*ff;;""' 100% cotion
Rogudar Fit black andwhita
in Black cudy iepca

Irdmmnatinnal InsmmAaEsma|

Hoodle = Hoodie Lame Fit B32244TEVL
Large Fit.in - in laded blsck = 41083
Fated Black dry fleaca

10C% coton

Pasa Libe,
Pars Libarty e
Hoodie Crerstoad iy | TEH02ATON

Ovemized in 511083
Elack Black amhegypae

fisaca

100% coton

TOT. PIECES ANALIZED PIECES IN THIS SLIDE

20

Waman's Crppad Hood e

Cmpped Soanba Rirt inwashed black TEIZFFTEY Main maderialz | 003 cofion

Hooda in srchetype AT108% Application: 100% coton
Black Fadad Nleaca

Dy Imprint DY Arrgwint
Croppad T Croppod Hooda | TEIATTEY
Swearshin
Hoada In In'washed black  B510D&7
Elack Faded oy flaaca

1005 coton BlackiGeean

Fashion Eashian

Designer . - | O

Pulted Bip- N Deigner Pulled | ooy, Mﬁnrl'nlrl_ati_m... cottn »
 Hoood Swearshit Zp-UpHoomsle ™, 1o " Trimming: 36% coton, 2% Black

et Lara Fil in il elastans

Lamge Fit In T L]
Faded Black Blach diy Teaca

Figalle
Chamaravaar

Sip-up Swaarshin
Hoodéa kn

Elack

Figake
Curtansnar Bip=  TEEAG4TRVE
Up Hoodie In B0
Hack Nleece

1005 pHyes1Erm

i
T
W
&y
O
T
i




E-COMMERCE ANALYSIS

TOT. PIECES ANALIZED

KNITWEAR

Woman's
Embesidanad
Lace Pants

I Biack

Worman's
Irvg ke - L
Candigan in
|m

Woman's
Cropped
Crewmack in
Blackavhite

Woman's
Cmpped
Highn&ck in
BlackAvnim

Swaaterin
Black

Dvarzizad
Swaater in
Black

Worman's
Laure|
Hassio
Ingide-oit V-
nick
Sweaierin
Havy

Yvoemian's
H-:!lJr{HEEIEI
Tuir? pnaek
Sweinterin
Elack

.\
i
@
&y
=
4
e
o
ol
@

PRODUCTION CATEGORY | DESCRIPTION | GODE ID

Miiri Cravwnack

Dwess in black | H18583TT159
Sniny visoose 61000
&EcUins Kanit

Embroidermd
Lase Pamms in
biack lace
ST ey

Faich Cropged
Knitwear - Candigan Swaaler n grey
wond knit

BOB444TITO
310

Ing k=t
Gandigan in gray B38161T414

Knitvoar - Cardigan cashirare Lril 81240

Croppad
Caneckin  ATB41ETITE

ack andwnite 51070
wosl kAt

Knitwaar - Svaals hin

Croppad
Highneck In  B18414T172
Back andwhite 51070
WA WO

FoniTwanar - Sveeatshe

Sweater In biack .
Knirwaar - Sweatsnin double-taced ' E'"';Hmu i
wid kil R

Ohars | 2ed
Konifwemar = Swaats hirt Svwsaber in black
cobpn ket

8337157330
81000

Laursl Classic
Ing|de=-Cut V- et
Knitwaar - Sweals hit Meck Sweater In anﬁ;&::m
vy Cashmess iz
fiteed kni

Hourg ass
Turtieneci FT2E2ITA4
Sweater in biack 51000
£ S hrmeang kit

Knivwaar - Svwaalshin

100% polyarmide
Senuing

Main material: 0% glass,
Sl polyasbar

Grey/Black

Maln material; 85%
cashmere, 15% wocl
Trimming: &3% cashmon,
17%6 wiool

TO0%E woal

TEHI % wenoul

100% vimgin wood

Main materiak 3054 oolon,

20% silk

Embroldery: 100% poiyester

100% cashmens Blua Mavy

1004 oasnmem

38-44




E-COMMERCE ANALYSIS

FICTURE |M|mmumm‘m‘mzn|

COMPOSITION l COLOR SIZE IT) | PRICE IN %
Women's Carga Mini Skirt in
1
Gargo Mini Denim - Skirt black lightwaight ;m1mm"” o] o WEZ'.W b R Bk XS-L 1,180
Skirt in Black cottonripsiop
Women's Main material 1: 100% cotfon
1 Ripped-of . ) : EFT2ATEWEZ Main material 2 100% cupro ’
| EhE T O - Shirt light bl tt 7 Light Bl 5L 1,150
-”h..‘_ | Skirt in Light S = 3;_':‘ e 4200 Pocket lining: 65% polyester,  —5 " o8
E I Blue 35% cotton
|
- Main materal: 100% cotton
Danim Jacket Dvarirm Jacket e
Regular Fit in Denirm - Jacket Reguar Fitin |0 mm“ PR Foakel mﬁ:nlwa. White 544 1,680
White white denim 100% polysster
A Women's
o i Llackn Cranim Lackat B0 T SWES Main material: 1005 cotion
e ) l D;:'I Bt in Drenirm - Jacket Small Fit in light -:mm Lining: 65% polyaster, 35% Light Biue 3844 1,850
=l ; bilue cottan denim palyester
o b Light Blue

Onversized Creersized Jacket 3454

Jacket in Drenim - Jacket indark gray ;rum“ 100% cotton Black 4554 1,850
Biack Japanasa denim

ma::& Agrﬁr::—f;:.lur Main material: 100% cotton
Fur Collar Drenim - Jacket Jacket in dark blue EFITETEMIE] A fut “:_‘m i Drark Blue 35-48 2650
: : 5002 Pocket linlng: 65% polvester,
Denim Jacket cotton derim 350 eatton
in Diark Blue
. Main material: 100% cotton
) Lace-Up Jacket in  B3169FTSWET :
Crenirn - Jacket dark grey denim 1441 Material 1&;:4;-::03& 1296 | Dark Gray H-dd 2,990

Women's
Bomber Denim - Jacket
Jacket in Blue

Bomber Jackst in Main material: 100% cotton
dark blue denim is Limimg: 100%: cotton
BISASTTRWES
from look 30 of 24750 Trimming: 100% cotton Drark Blus -4
Balenciaga Spring Padding: 5o silk, 40%
25 Collection

3,060
polylactide



Woimen's
Baootcut Pants
Boatcut TS10B9TAW Maln materiak 100% cofion
Im = - |
Fants in S = Lo t‘;ﬁ_lfr:';ﬂm §24021  Pocketlining 100% comon = DT
Fu= =

E-COMMERCE ANALYSIS

DENIM

Baggy Poris in
Denim - Paniz black soft
|salian denim

T45 R
100% coflon

Boateut BooloutPams .
Parts in Danie - Pants In ble Hatign | 108 T 100% cofton Light Blue
Light Bous Fing danim DasLE
|
Women's o i
... Makn maseriak 100%: conon
Loose Fit P — Legss Fit Pants | TAESEITIN Pocket lining: B5%

Famis in i wdiha e B4R0D0

olivesiss. 5% oot
Whihe polyosie, 35% collan

Lm.--m.:- LowWaisl | o ey Main matariak 100% cos
Paris i ot Parts inlignt | = 0 Pocka lining: 65% Lignt Biue

T i i, 35% ¢
Light Bige [Hua dariim polyester, 35% colan

Baggy Trousers
Fn light bt
Japanase
danim ane from  TTITEITIW
look 21 of TO407TE
Balensiaga’s
Sprimg 24
Cofleion

Denirm - Pants 100% cofnn Light Blue

Flard Camo
Farts I iy, MBI MatBFIE 100
Danim - Pants sunaieacned  BTEEEW T pocketiining: 5%
Black Boft hand A polyester, 35% cotion

danim

TOT. PIECES ANALIZED PIECES IN THIS SLIDE

19

Lo 'Waist
Bagoy Panis in -
DOenim - Panks sinined bins EE‘IE;;E_‘:W 100% ooften
IalizEn indiga = -
= Hpll]

LHarsInea
Bagogy Fams in
fight biLie
CRGANIG i
Denim - Pants 5.;;.-;:;; Cenim '“xf';“' 3 100% cofton Light Biue
arm from [ooks !
66 and 78 of
Lurnmer 24

el s e .
EEIEI'-I:IE[IEI
Larga 1:'-ﬂ'ﬂx|
EEI'EFIE'E!;; Pams In black
Lame Camo i patton pston TODORITHP
Panils in enim = Fanes are from look 86 271000
Black of Summer 24
Ceblection.

1005 ooston

Carpo Panis in

Camo Panis Binck softleft  TETITITRW
11

Denim - Pants

1005 o
In Bilack hanc clenim CHr% ahiton

1672




E-COMMERCE ANALYSIS

LEATHER

e

TOT. PIECES ANALIZED

Womean's
Taxi Jacket in Leathar - Jackats
Black

Man's
Basketball
Series - Leather - Jackats
Bomber in
Black/white

Women's
Flipped
Jackat in
Black

Leather - Jackets

Main material: Cowskin
leather
813464TRS Lining:100% polyester
011000 Pocket lining: 100%: cotton
Padding: 60% silk, 40%
polylactide

Taxi Jackat in
black sami matta
grainy calfskin

Main materal: Cow leather
Basketball Safies - Leather details: Lambskin
Bomber in black Lining: 100% cupro
and white soft B22777TAS Pocket lining: 100% cotion
semi shiny 011000 Padding: 60% silk, 40%
leather polylactide
Trimming: 100% cotton
Embroidery: 100% polyester

Main material: Lambskin
Flipped Jacket n Lining: ¥3% polyestar, 27 %
black smooth  B30855TS50 gilk
BT -grainy 21000 Pocket lining: 100%: cotton
lambskin Padding: 60% sillk. 40%
polylactida

Black

48-52

14,000

66
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THE CONCEPT

The new Balenciaga capsule collection draws its inspiration from the flamboyant and
provocative style of the Capitol citizens in the Hunger Games saga.

future, The Hunger Games depicts a divided society where the wealthy
' s, enforcing its power through an annual
itizen of this continent are invited to
is defined by its decadence,
 contrast to the hardship and
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THE CONCEPT

New logo for the capsule collection
BALENCIAGA: 13th District
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THE CONCEPT

BALENCIAGA: 13TH
DISTRICT-PART1

At the same time, the capsule reinforces Balenciaga's ongoing dialogue with the world of sports.

The Hunger Games themselves can be seen as a twisted parallel to global sporting spectacles, not unlike soccer, where performance, power, and spectacle converge.
By merging sport-inspired functionality with Capitol-inspired futurism, this capsule builds on Balenciaga’s legacy of athletic collaborations, reimagining performance
wear with radical materials, iridescent finishes, and dystopian palettes.

PURPOSE The result is a collection that situates Balenciaga at the intersection of cultural commentary, fashion innovation, and a vision of the future.

The purpose of BALENCIAGA: 13th District is to provoke reflection on what truly matters and what does not, to challenge the audience to reconsider the real
value of the things that surround us, beyond spectacle and excess.

The capsule collection specifically caters to a bold, fashion-forward, and conceptually engaged audience:

+ Gen Z & Millennials: Young consumers who resonate with cultural disruption, dystopian storytelling, and provocative aesthetics.

TARGET

« Creative Professionals & Influencers: Artists, designers, and opinion leaders who value avant-garde statements and use fashion as a medium of power and
commentary.

« Luxury Consumers & Fashion Insiders: Those seeking exclusive capsule pieces that push boundaries, both for editorial purposes and for personal collections.
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THE CONCEPT

BALENCIAGA: 13TH
DISTRICT-PART 2

This capsule bridges dystopian futurism with sport-inspired utility, making it suitable for:

. Fasl'%inn Week & Editorial Shoots: Dramatic, avant-garde pieces ideal for runway showcases, editorials, and campaigns that highlight the dystopian Capitol
aesthetic.

OCCASION OF USE

« Special Occasions: Sculptural designs and experimental textiles that can be worn at high-profile events, performances, or art-driven gatherings.

« Everyday with Futuristic Edge: Adaptable sportswear-inspired garments infused with dystopian elements, offering a wearable but impactful option for
Balenciaga's loyal base.

The capsule will feature:

= Silhouettes: Exaggerated tailoring, sharp volumes, layered sportswear references, and futuristic utility structures.
DESIGN APPROACH

« Color Palette: Futuristic contrasts of neon brights and metallics against deep dystopian tones.
» Materials: Technical fabrics, reflective surfaces, distressed leathers, metallic foils, mesh overlays, and sport-driven textiles reimagined with futuristic finishes.

«» Details & Applications: Embroidery, digital prints, and appliqués inspired by Capitol extravagance; dystopian references in distorted graphics, exaggerated
accessories, and armor-like constructions.
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MERCHANDISING MIX

15 pieces - Inspired by the futuristic extravagance of the Capitol (The

ﬁ!é%ﬁ"{i% ON Hunger Games), reinterpreted through Balenciaga's dystopian lens.
A blend of superiority, excess, and sports-inspired silhouettes.
TIMING 24 September 2025, presented during Fashion \Week
Offline & Online - Worldwide.
DISTRIBUTION Available in Balenciaga flagship stores, the official site
Social Media & Billboard: Dystopian-futuristic campaigns merging
PROMOTION Capitol luxury with sports aesthetics.

Pop-up Stand: Immersive installations in Milan, Paris, NYC, Seoul, and
T{:E/c- designed as futuristic arenas.

BRAND POSITIONING

Reinforces Balenciaga as a cultural disruptor, merging dystopian
narratives with sportswear functionality. Highlights exclusivity, futurism,
and its role in gquestioning social values.

GOAL

To provoke reflection on what truly matters and what doesn't.
Using dystopian storytelling and sports references, the collection raises
awareness on sustainability, culture, and human responsibility.

PRICE RANGE

Luxury-Sports Spectrum: €300 - €3,000.
Accessible through sportswear-inspired pieces, exclusive through
couture-driven items.

TITLE

BALENCIAGA: 13th District.

The name reflects the “ghost district” in The Hunger Games,
symbolizing Balenciaga as a hidden gem of fashion: disruptive, radical,
and future-oriented.
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MERCHANDISING PLAN

Here's the merchandising plan table for Balenciaga: 13th District, distributing
15 pieces into Outerwear, Tops, Bottoms, and Dresses.

PRODUCTION CATEGORY

Coat
Jacket
T-shirt
Tops Blouse

QOutwear

Sweatshirt
Pants
Skirt
Long Dress
Short Dress

Bottoms

Dresses

tot.

A A NN =N =] =

For [ Cuterwear,

—
4]

Tops, [ Bottams, and [ Dresses

PRICE POSITIONING

2,000€ - 2,300€
1,700€ - 2,500€
700€ - 1,100€
900€ - 1,100€
640€ - 730€
700€ - 1,000€
700€ - 900€
2,000€ - 2,300€
1,000€ - 1,100€
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TIMING

-PART 1

ACTIVITIES GOALS DELIVERABLE LEAD TIME

JAN 15 Input Design / Research SDE?QRSE Sc?,ﬁ’gé";l;ﬁ inspiration, dystopianx Design, Creative Direction 2 weeks

FEB 10 Material Research g%;g:g&gﬁcs, futuristic textiles, and trims for Design, Product Dept. 3 weeks
MAR 05  Project Presentation ;:Egt?ﬁégresematim of moodboards and Design

MAR 15 Project Approval Approval of designs and collection direction Design

APR 10 Technical Sheets Prepare production-ready sketches and details Design, Product Dept. 1 week

APR 20 Prototype Development Produce first prototypes of key looks Product Dept. 2 weeks
MAY 10 Fitting and Adjustments First fittings, adjust silhouettes and materials Design, Product Dept. 2 weeks
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TIMING

-PART 2

ACTIVITIES GOALS DELIVERABLE LEAD TIME
MAY 24 Raw Material Orders Final orders of textiles and trims Product Dept. 3 weeks
JUN 20 Sample Order Production of full collection samples Manufacturing 3-4 weeks
JUL 20 Sample Delivery Delivery of full samples for campaign and buyers Product Dept. 1 week

. : : : Product Dept,

AUG 15 Production Launch Final production begins Manufacturing 4 weeks
SEP 20 Delivery Goods received in warehouse Logistics
SEP 24 In-Store Release Collection available in flagship stores & online Global Distribution
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MAIN COLORS

BLACK
#000000
100
GREY
#/ciele
900
WHITE
#fafaf4
001

COLORCHART

ACID GREEN GYM BLUE
#51f90e #5celeb
600 250

PINKY PINK

##ff41b6

700

TOUCH COLORS
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FABRIC-PART 1

FABRIC CHART

Viscose

92% viscose

8% elastane
100
700

Flat Faux Fur

Cotton Canvas

100
Cotton Popeline

700
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FABRIC CHART

FABRIC-PART 2

Fully Fashioned Knitwear

100% cotton

Leather

Aluminum-Coated Nylon

Denim
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BALENC|aG»

PAR)S

BALENCIAGALB

Cotton

ST1
Steel

PRB1
Steel

A A LA AL LLLLLS RS

hm:an:mm::n:::;:*.;:*.::':.::J:_J::_:,:ﬂ

TRIMS AND ACCESSORIES CHART

BCK1 /

Metal j ST?
/' Metal

ZIP1
Metal

LABEL AND
ACCESSORIES
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THECOLLECTION

FIFTH CHAPTER
‘IV VI

THE PIECES PG. 85

COSTS SHEET PG. 104
SOURCING PG.119
COORDINATION BOARD PG.121
SELLING BOOK PG.123




THEPIECES - CODES

ART.5

BWCFW25602NYL900 ART. 9

BWCFW25401CCA100

ART.13
BWCFW252001LEAFAUX100600

ART.1
@ BWCFW25001FAUXLEA700100

ART.3

BWCFW25003CPODNM250250 AT

BWCFW25502CCA001

ART. 15

BWCFW DNM2
ART. 12 WCFW25900 50

BWCFW25302CCACPO100700

ART. 4

. ART.8
BWCFW25601VIS100

BWCFW25602V1S100
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ART.1-COAT
BWCFWZ25001FAUXLEA700100

ART. 4- SWEATSHIRT
BWCFW25601VIS100

ART. 13-PANTS
BWCFW252001LEAFAUX100600

ART. 2 - JACKET
BWCFW25002LEACCA100100

THE PIECES - COLLECTION BOARD

ART. 9 SHORT DRESS
BWCFW25401CCA100
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LOOK 3 ART.3- JACKET

BWCFW25003CPODNM250250

ART. 10- LONG DRESS
BWCHW25402FFKNFAUXEB00600

ART.7-SHIRT
BWCFW25502CCAQ001

ART. 11- SHORT SKIRT
BWCFW25301NYL900

THE PIECES - COLLECTION BOARD

LOOKS

ART. 5-SWEATSHIRT
BWCFW25602NYL900

ART. 12 - LONG SKIRT
BWCFW25302CCACPO100700
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LOOKG6

ART. 8 - BLOUSE
BWCFW25602VIS100

ART. 15-DENIM
BWCFW25900DNM250

THE PIECES - COLLECTION BOARD

ART.6 - SHIRT
BWCFW25502CCA100

ART. 14 - PANTS
BWCFW25202LEAQO1
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1ST PIECE

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 01: FUR COAT
PRODUCT CATEGORY: COAT

CODE: BWCFW25001FAUXLEA700100
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN
SIZE: 36-48

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO BUY

COMPOSITION: 80% FUR, 20% LEATHER
FABRIC REFERENCES:

ACCESORIES REFERENCES:

BALENCIAGALB

Cotton

LEA py

ST1
Steel
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IECE

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 02: PUFFY JACKET
PRODUCT CATEGORY: JACKET
CODE: BWCFW25002LEACCA100100
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 38-42

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO BUY

COMPOSITION: 80% COTTON CANVAS, 20% LEATHER
FABRIC REFERENCES:

001

ACCESORIES REFERENCES:

BALENCIAGALB

Cotton

LEA

ST1
Steel
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THE PIECES - TECHNICAL SHEET

3RD PIECE

ITEM CHART ART. 03: LIGHT BLUE JACKET
PRODUCT CATEGORY: JACKET

CODE: BWCFW25003CPODNM250250
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 38-44

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCTIS: TO BUY

COMPOSITION: 75% COTTON POPELINE, 25% DENIM
FABRIC REFERENCES:

i T
(i 1
£ s LA

ACCESORIES REFERENCES:

BALENCIAGALB ST1
PARYS Cotton Steel




4TH PIECE

BALENCIAGR:

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 04: LOGO SWEATSHIRT
PRODUCT CATEGORY: SWEATSHIRT
CODE: BWCFW25601VIS100

SEASON: FW25

THEME: BALENCIAGHA

GENDER: WOMAN

SIZE: 36-46

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCTIS: TO MAKE

COMPOSITION: 92% VISCOSE, 8% ELASTANE
FABRIC REFERENCES:

ACCESORIES REFERENCES: PRINT REFERENCES:
ST ayefS)  BALENCIAGALB BALENCI %P‘ GR1
B Cotton 4
ST1
Steel
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5TH PIECE

ITEM CHART ART. 05: METALLIC SWEATSHIRT
PRODUCT CATEGORY: SWEATSHIRT

CODE: BWCFW25602NYL900

SEASON: FW25

THEME: BALENCIAGK

GENDER: WOMAN
SIZE: 36-46

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 100% NYLON
FABRIC REFERENCES:

ACCESORIES REFERENCES:

BALENC|aAGA BALENCIAGALB
PARIS Cotton

ST1
Steel

THE PIECES - TECHNICAL SHEET
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6TH PIECE

ITEM CHART ART. 06: LOGO SHIRT
PRODUCT CATEGORY: SHIRT
CODE: BWCFW25502CCA100
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 36-46

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 100% COTTON CANVAS
FABRIC REFERENCES:

ACCESORIES REFERENCES:

T Pyef8l BALENCIAGALB
ARG Cotton

ST1
Steel

THE PIECES - TECHNICAL SHEET

PRINT REFERENCES:

BALENCIAGHA or
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/7TH PIECE

ITEM CHART ART. 07: OFF-SHOULDER SHIRT
PRODUCT CATEGORY: SHIRT

CODE: BWCFW25502CCA001

SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 36-44

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 100% COTTON CANVAS
FABRIC REFERENCES:

001
ACCESORIES REFERENCES:
T Pyef8l BALENCIAGALB
PARIE Cotton
ST1
Steel

THE PIECES - TECHNICAL SHEET

PRINT REFERENCES:

BALENCIAGA: o=
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8TH PIECE

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 08: BLACK BLOUSE
PRODUCT CATEGORY: BLOUSE
CODE: BWCFW25602VIS100
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 38-48

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 92% VISCOSE, 8% ELASTANE
FABRIC REFERENCES:

ACCESORIES REFERENCES:

BALENC|AcA BALENCIAGALB ST1

BARS Cotton Steel
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9TH PIECE

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 09: GRAFFITI DRESS
PRODUCT CATEGORY: DRESS

CODE: BWCFW25401CCA100
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 36 - 40

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 100% COTTON CANVAS
FABRIC REFERENCES:

ACCESORIES REFERENCES:
BALENC sG> BALENCIAGALB E
AR Cotton
ZIP1
! Metal
ST1 i
Steel

PRINT REFERENCES:
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THE PIECES - TECHNICAL SHEET

10TH PIECE

ITEM CHART ART. 10: KNIT DRESS
PRODUCT CATEGORY: DRESS

CODE: BWCFW25402F FKNFAUX600600
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: 40 - 48

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCTIS: TO BUY

COMPOSITION: 90% COTTON, 10% FUR
FABRIC REFERENCES:

600

ACCESORIES REFERENCES:

BALENCIAGALB ST1 ST
PARIS Cotton Steel Metal




11TH PIECE

ITEM CHART ART. 11: METALLIC SKIRT
PRODUCT CATEGORY: SKIRT

CODE: BWCFW25301NYL900
SEASON: FW25

THEME: BALENCIAGH

GENDER: WOMAN
SIZE: XS-L

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 100% NYLON
FABRIC REFERENCES:

ACCESORIES REFERENCES:

BALENC|aAGA BALENCIAGALB
A Cotton

ST1
Steel

THE PIECES - TECHNICAL SHEET

ZIP1
Metal
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12TH PIECE

THE PIECES - TECHNICAL SHEET

ITEM CHART ART. 12: SIREN SKIRT
PRODUCT CATEGORY: SKIRT

CODE: BWCFW25302CCACPO100700
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: S - XL

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO MAKE

COMPOSITION: 75% COTTON CANVAS, 25% COTTON POPELINE
FABRIC REFERENCES:

ACCESORIES REFERENCES:

BALENCIAGALB ST1
PARYS Cotton Steel

BCK1
Metal
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13TH PIECE

ITEM CHART ART. 13; LEATHER PANTS
PRODUCT CATEGORY: PANTS

CODE: BWCFW252001LEAFAUX100600
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: S - XKL

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCTS: TO BUY

COMPOSITION: 91% LEATHER, 9% FUR
FABRIC REFERENCES:

LEA py

ACCESORIES REFERENCES:

THE PIECES - TECHNICAL SHEET

BALENCIAGALB ST1

Cotton

Steel

600
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14TH PIECE

ITEM CHART ART. 14: GRAFFITI PANTS
PRODUCT CATEGORY: PANTS

CODE: BWCFW25202LEA001
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: XS - M

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCT IS: TO BUY

COMPOSITION: 100% LEATHER
FABRIC REFERENCES:

LEA .

ACCESORIES REFERENCES:

T Pyef8l BALENCIAGALB
ARG Cotton

ST1
Steel

PRB1
Steel

THE PIECES - TECHNICAL SHEET

PRINT REFERENCES:
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THE PIECES - TECHNICAL SHEET

15TH PIECE

ITEM CHART ART. 15: DENIM PANTS
PRODUCT CATEGORY: PANTS
CODE: BWCFW25900DNM250
SEASON: FW25

THEME: BALENCIAGA

GENDER: WOMAN

SIZE: XS - XL

SAMPLE FOR: SHOWROOM
DESIGNER: CAMILLA CACCIALANZA
PRODUCTS: TO BUY

COMPOSITION: 100% DENIM
FABRIC REFERENCES:

-

e i
o
e . S g e

..:_ .*
-'

! M - k - ?H
I c!;'f.!'&.ea.-; 250

ACCESORIES REFERENCES:

BALENCIAGALB ST1
- Cotton Steel

g
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FagRCCOCE__~ |+ 1 ;|
FAUX | FlatFauxFur |  shet [ 700 | | |
LEA Leather 100

ACCESSORIES DESCRIPTION POSITION COLOR

- PRICE [CONSUMPTION
PACKI  |BRANDIABELSIZELABELMANTAGETC. 3 | 1 | €300
OTHER LABEL BALENCIAGA label 1

—— | D) SR | I | R (TR | (I
Tormaverras | [ [ [ [ [ ] es00]

NUFACTURING | | cosyminute | _TmME | cosT
] S | NSS— [ —————) N— A | S | _—
manuFactoRer | 00 1 | €000 |
FinsweopRoover | | | €25000
| | SS—'] [ |
ToT.mANUFACTURING | | [ | |  |ec2s0,00]
tor.pRe¢eme. | | 00 0 o ] €000 |
-+t 1 1 |costoTOTALE| €25500
-+ | | Recommended Wholesale Price| € 76500

| | 1 Recommended Retail Price| € 2.295,00

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25001FAUXLEA700100
FABRIC: FUR, LEATHER
COLOR: 700, 100

SIZE: 36 - 48
PRODUCT IS: TO BUY
MARK UP: X3
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COS

MATERIALS DESCRIPTION PRICE/METER | CONSUMPTION
FABRCCODE | 00000000 [

ccA | CottonCanwas |  shen | 00 1 | mMm | 00 8

CA
LEA

i

,.u,
Lo
2= i

16,80

cosT
sos | st | fom | ] 1 1 |
PACKAGING L CONSUMPTION

PACK 1 BRAMND LABEL SIZE LABEL HAMNTAGETC..

OTHER LABEL BALENCIAGA label 1
TorMatertas | 0 | 0000000000 | 000000 00 000 @ |e2180

Cos

sl
[y
=
[ |

]

MANUFACTORER | 0000000000000 | ] €000 |
Finsweopgoouer | b | | <25000
I T ) .
e i ———— il i =i
TOT.MANUFACTURING | | | | = |e25000]
tor.pR.+ews. | 00 | 2000000 00000 | 0000 @ | €000 |
- ] |cosToToTALE[ £271,80 |
1| Recommended Wholesale Price| ¢ 815,40 |

| | | Recommended Retail Price| € 2.446,20

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFWZ25002LEACCA 100100
FABRIC: COTTON CANVAS, LEATHER
COLOR: 001, 001

SIZE: 38 -42
PRODUCT IS: TO BUY
MARK UP: X3
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Fagriccooe | -
E_-
Denim

AEIZESSEIHIES IJESERIF‘HEI'H PDS!T!DH EUNSLI MF’TLDN
—“-——m
| frontandhandcuff |  metallic | pz | 01 | 7 | €700 |
m_m—
BRAMD LABEL 5IZE LABEL HANTAG ETC.. i
|1 | €00 |

m
tormaverts | 00 [ 000000 [ [ [ ]  Jesn00]

MANUFACTURER | 1 | a5 | €a500 |
FiNisHepppoOUCT | 0 0000000000000 0ol 00000 | €10200]
__—_

Tor.manvFacturine | 0 | | | [ = [e147,00]
Tor.pR+emws. | | 000 0 | | | €000 |
- r [ |costoTovALE| €20400 |
- r ] | RecommendedWholesale Price| €§12,00 |

) — Recommended Retail Price| € 1.836,00

BRAND: BALENCIAGA

COLLECTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25003CPODNM250250
FABRIC: COTTON POPELINE, DENIM
COLOR: 250, 250 ’
SIZE: 38-44

PRODUCT IS: TO BUY
MARK UP: X3
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MATERIALS DESCRIFTION PRICE/METER | CONSUMPTION| COST
FABRIC CODE s (A | | I I
VIS Viscose | ]

ACCESS0RIES DESCRIFTION FOSITION

PACKAGING [ PRICE |CONSUMPTION

FACK 1 BRAMND LABEL SIZE LABEL HANTAGETC.. 3

OTHER LABEL BALENCIAGA label 1 1 | €100 |
TOT.MATERZALS | | | . | | | €2000|

- s BB
R .|~ § | Wy -
;

TOT. MANUFACTURING -+ ¢ | @ [ess00)

PRINTCODE | eRa |  froe | | | 0005 ] 1 | €500 |
emsromeRycooe | | 000000 | 0000000 0 000000000 ] €060 |
I || | ' | /| B [ R
tor.ertems. | 000000 | 20| 0| @00 0| @00 ] €s00 |
- 1 @ |costoTomAle| €8000 |
|| Recommended Wholesale Price| € 240,00 |

= | | [ Recommended Retail Price| € 720,00

BRAND: BALENCIAGA

COLLECTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25601VIS100
FABRIC: 92% VISCOSA, 8% ELASTANE
COLOR: 100

SIZE: 36 - 46

PRODUCT IS: TO MAKE
MARK UP: X3
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AR AR
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MATERIALS DESCRIPTION POSITION UM /MTL PRICE/METER | CONSUMPTION| €OST |
" —

NYL

ACCES50RIES

Packt  |eRawouaseLsizelmseLMantAGETC. 03 | 1 | €300
OTHERLABEL | ~ BAIENCAGAfabel 1t | 1 | €100

TOT.MATERIALS | | 4 | 4 o} = |e€21,00 ]

MANUFACTURING | [ cosymmute_|__TME | cosT |
RS T N N ! G SR | N
(MANUFACTURER | oy ] 15 | €1500
FINSHEDPROODUCT | 1 ] €3600 |
N e | (| | ——

TOT.MANUFACTURING | | | | |  |esy00
tor.er+ems. | 0000 00 000 @0y 000 0| €000
- o o @ 000 [cosTOTOTALE| €7200 |
- 1 | | RecommendedWholesale Price| €216,00
-/ | | | | Recommended Retail Price| €648,00

BRAND: BALENCIAGA

COLLECTION: 13TH DISTRICT
SEASON: FW?25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25602NYL900
FABRIC: NYLON
COLOR: 900

SIZE: 36 - 46
PRODUCT IS: TO MAKE
MARK UP: X3
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PRICE/METER COMSUMPTION|  COST

Cotton Canvas ] 0,9 € 7,20
DESCRIPTION LM PRICE COMNSUMPTION

€£6,00

| cosT
[
€720
[ & | EA50 |
| | eooo |
| | eooo |
| | e€ooo |
| | €ooo |

£0,00

PACKAGING I PRICE CONSUMPTION
BRAND LABEL SIZE LABEL HANTAG ETC., 3 1 | €300

MaNufACTURING [ 0000000000000 ] cosymmute | Tme [ cosT
mawuracrorer | 00 0000000000001 1 1 35 | €500 |
Fnsweopgoouer | 00 00000000000 00 00| €800 |

OT. MANUFACTURING - ¥ ] = [ecs300]

(RS v N Y [ —
- r ¢ 0o ¢ 0000y 000 |
pRINTCODE | Gkt |  foe | 0000000000 | 005 ] 1 | €500
emeroweRvcooe | 0 | 00000000 000000y 0 0000000} 00| €060
EEE——— — | | | | S —

ror.pR+ems. | 00| 000 0 | 00| @0 | €s00
- r 1 | |cOSTOTOTALE| €10520
[N A N R E—
S S s

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25502CCA100
FABRIC: 92% VISCOSE, 8% ELASTANE
COLOR: 100

SIZE: 36 - 46
PRODUCT IS: TO MAKE
MARK UP: X3

Ly
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MATERIALS DESCRIPTION UM /MTL €OST
FABRIC CODE T | R | ST | T

CCA CottonCarwas | 1 MTL 0,9 €720
ACCESSORIES DESCRIPTION POSITION COLOR CONSUMPTION|  CDST
STUDS e e | ;

PACKAGING | PRICE  |CONSUMPTION| COS
3

PACK 1 BRAND LABEL SIZE LABEL HANTAGETC. 1

OTHER LABEL BALENCIAGA label 1
TorMatertas | 0 | 0000000 | 0 0 0] @ |e1220

= | em *
_I—"I-U i
(] )
S EEE

|

e e R T e ]
MANUPACTORER | T 5 37 | emw_
FwskEDPRODVGT | a5
7

TOT. MANUFACTURING -+ [ @] @ Jees20]

e i e A o AN
I S I S Y (Y |
pANTCODE | e [ | | 1 s 1 1 | €500 |

PRNTCODE | 62 | {0000 | s | 1 | €500 |
S E———"— ——

tor.eR4ems. | | 0000000 0000000 @ 000000000 | €000 |
- < [ [cosToTOTALE] €8840 |
- [ | Recommended Wholesale Price| €26520 |
-/ | [ | | RecommendedRetail Price| €73560 |

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25502CCA001
FABRIC: COTTON CANVAS
COLOR: 001

SIZE: 36-44
PRODUCT IS: TO MAKE
MARK UP: X3
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MATERIALS DESCRIPTION POSITION COLORE UM /MTL PRICE/METER __|CONSUMPTION| cosT |
FABRIC CODE | S — | —) ___

VIS Viscosa
ACCESSORIES DESCRIPTION POSITION CDNSUMFTIGM

——-_—_
PAAGNG | | pmicc ___|coNsuMPTION| cOsT _
Packt  |eeanouaseLsueueeimawtaGETC. 0 00003 [ 1 | €300 |

L e L e —
tormatersas | 0 [ 0000000 000000 0 00000000 @ [e3100]

MANUFACTURING | 0000000 | COSTMINUTE | TIME | COST |
[N | MY [ — | E— E—E— A
manvPAcTORER | 0000000000000 1 | 25 | €2500 |
FiNSkEDPROODUCT | ] €5600 |
L 1 Y S
1NN | — S F— E— || N— |p—
ToT.mANUFACTURING | | [ [ [ = |es00]
tor.PpR4ess. | | 0 000 | | ] €000 |
- | |  [cosToTOTALE] €112,00 |
- [ | RecommendedWholesale Price| €336,0 |

e Recommended Retail Price| € 1.008,00

BRAND: BALENCIAGA

COLLECTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25602VIS100
FABRIC: 92% VISCOSE, 8% ELASTANE
COLOR: 100 ’
SIZE: 38 - 48

PRODUCT IS: TO MAKE
MARK UP: X3
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MATERIALS DESCRIFTION POSITION COLORE UM /MTL PRICE/METER  [COMSUMPTION| COST |
FABRIC CODE 1 S A |
cca CottonCanvas | |

ACCESSORIES DESCRIFTION POSITION

PACKAGING -l eRIE | CONSUMFTION
PACKI  |eRanDuABELSIZELABELMANTAGETC. 0000000003 | 1 | €300 |
OTHER LABEL BALENCIAGA label 1

tormavertaes | | 00| 1 | 0| = |e280

DU ) S | SR N .
mMaNUFACTURER | 0000000000000 001 | 30 | €3000 |
FiNSweopROOUCT | 000000000000V 1 0 | €s780
.t . I ]

TOT. MANUFACTURING [ YT

R R R ————— T —— & _—_—_—_—_——
I S | N (A S i
- e
PRNTCODE | eRz | fow | | s ] 1 | €500 |
EmsroERYcooe | (| 000000} 00 0000000} | €000 |
| A, | [ [ T ———

torer+ems. | 2000 00 @00 @[ @0] @000[ €500 |
- | @ |cOSTOTOTALE €11560 |

- ¢ I | RecommendedWholesalePrice| £34680
L | T — Recommended Retail Price| € 1.040,40

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25401CCA100
FABRIC: COTTON CANVAS
COLOR: 100 ’

PRODUCT IS: TO MAKE
MARK UP: X3
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——_
“_—_
FAUX Flat Fau: Fur _ 600 m

ACCESSORIES DESCRIPTION POSITION COLOR PRICE CONSUMPTION
_—-_—_ E 1,00

struos | st2 | 0 fem | 000000000 [ pr | 003 | 2 | €600 |
packsging | | PRICE  |CONSUMPTION| COST

e ili————————————— | —————— it——h————a———il===a
TormMatertas | 0000 | 000000000 00000 00 00000000 @ |€6650|
MANUFACTORING | 0000000000 | cosymNuTE | TIME | COST
L —— —€——————|—é—— —————— —
MANUFACTURER | 1 | e | €6000 |
FinisweDPRODUCT | 0 0000000000000 0000000000 0 |€12600
L | R S | ——
| N N — N N | —
ToT.MANUFACTURINé | | [ | [ = |€18600]
torees4esn. | 0000 00 00000 | 00000000 ] €op0 |
-+ [ [cosToTovALE] €252,50 |
- [ | Recommended Wholesale Price| €757,50 |

D Recommended Retail Price| € 2.272,50

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25402FFKNFAUXB00600
FABRIC: COTTON CANVAS
COLOR: 600
SIZE: 40 - 48

PRODUCT IS: TO BUY
MARK UP: X3
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MATERIALS DESCRIPTION POSITION COLORE UM /MTL PRICE/METER _ |CONSUMPTION|] cCOST |
FABRIC CODE | . ___
NYL Nyon | ] 500 rum 1,5 € 22,50

ACCESSORIES DESCRIPTION POSITION COLOR PFHI:E CONSUMPTION| COST

““““u
ze | oz | | | p | 1 | 1 | €100 |
packeene | 0000000000000 | = PRICE  |CONSUMPTION| COST |
Packt  |seanoumseLsweueeLmawtaceTC. 03 [ 1 | €300 |

TormaTertats | 00 0 | 0000000 ] 0| @0 0| @ | e2850|

I ' R ) I D ' I
MANuFm:TunEH -y 20 | €200

fwsHEDPROOUCT | ¢ | g4850 |
—_—_

TOT. MANUFACTURING - 11+ 1 ] ecsss0

tor.PR.4EéM8. | [ [ [~ [ [ ] €000 |

- < [ @ [cosToTovALE] €97,00 |

- ] | Recommended Wholesale Price| €291,00 |
| ] | [ S Recommended Retall Price| € 873,00

BRAND: BALENCIAGA

COLLECTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25301TNYLS00
FABRIC: NYLON

COLOR: 900

SIZE: XS-L

PRODUCT IS: TO MAKE
MARK UP: X3
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PRICE/METER
FPABRICCOOE | [
cch  cottonCanvas | | 1e0 | mTL | o7 | €560 |
ACCESSORIES DESCRIPTION POSITION COLOR UM PRICE CONSUMPTION
srwos | s, | 000000 | pz
Buckes | peke | | |  pz
A " Y D . | eopo |
T e e R | eopo |
VI T | E——— — | €opo
eackpGNG | CONSUMPTION

R A O | (| I || | R | SRR {1 4. L]

MANUFACTURER | 0000000000000 1 | 15 | €150
FNSHEOPRODUCT | 000000 | | €392

TOT. MANUFACTURING - rr [ @ |es420]

tor.pR.4eme. | | 000000 000 @[ 00@0@00[ @ | €000 |
-+ [ [costoTomAlE] £7840 |
- | | recommended wholesale Price| €23520 |
|/ |/ | | | Recommended Retail Price| €705,0 |

S BN

LL ION: 13TH DISTRI

Sl WHOLESALEPRICE ~ RETAILPRICE
CODE ITEM: BWCFW25302CCACPO100700

FABRIC: COTTON CANVAS, COTTON POPELINE

COLOR: 100, /700

SIZE: S- XL

PRODUCT IS: TO MAKE
MARK UP: X3
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MATERIALS DESCRIPTION POSITION COLORE

FABRIC CODE

CONSUMPTION]|  COST

PRICE/METER

»

Leather 100

Flat Faux Fur
ABRIC 3 |
INING |

ACCESSORIES DESCRIPTION POSITION
5T1

L] iy |
Slolo|a
= =

= I'-'.'FE

CONSUMPTION]  COST

™
de
[ ]
(=]

-
i
Iili
]
L I
HE
%I
Ilgl
i (=
214

PACKAGING
BRAND LABEL SIZF LABEL HANTAGETC..
BALENCIAGA label

[yl
il I
Fm
9

OTHER LABEL

TorMATeRIALs | 000 | 00\ 000000 @y ] | €500 |

S e e e Ees————————— | —
MANUFACTURER | 0000000000000 1 [ 35 | €350 |
FinisweOPRODUCT | 0 000000000 00000000 [ [ €4000
v i W7 -7

TOT.MANUFACTURINé | | | | | @ |e7500]
Tor.er4ems. | | 0000 000000 [ [ | €000 |

- [ [cosToTOTALE] £80,00 |
- [ | recommended Wholesale Price| €240,00 |
|/ /! | | | Recommended Retall Price| €720,00 |

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW252001LEAFAUX100600
FABRIC: LEATHER, FUR

COLOR: 100, 600

SIZE: S - XXL

PRODUCT IS: TO BUY
MARK UP: X3
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MATEHIALS DESCRIPTION POSITION COLORE PRICE!ME‘FEF: EINSLIMFTII'JN cr:m‘
FABRICCOOE | 0 0]
LEA leather | 1 MTI. { 0,00

ACCESS0RIES DESCRIPTION FOSITION COLOR PRICE COMNSUMPTION| COST

——-_—-
svos | sm | 2 00000000 | e | 1 | 1 | €100 |
_-m-m
_

I —— T — [ —— 0 — I ——f ———__
TormAtersas | | | [ [ | €ro0|

MANUFACTURER | 1 | 35 | €3500 |
FINISHED PRODUCT **|NDICATE ONLY THE PRICE OF THE FINAL PRODUCT ]
1 | I [

TOT. MANUFACTURING - [ @ |esz00

PRINTCODE | GR2 |  osxleg | | | s | 1 | €500 |
EmpROERYCOOE | | 00 0000000 0 00000000 | €000 |
T (| i | R | R | S I
tor.PpR4ess. | | 0 | | | ] €500 |
-+ [ [cosToToOTALE| €94,00 |
- [ | Recommended Wholesale Price| 282,00 |
|/ /! [ | | Recommended Retall Price| €84500 |

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCEW25202L EA0O1 € 2 8 2 € 8 46
FABRIC: LEATHER
COLOR: 001

SIZE: X5-M
PRODUCT IS: TO BUY
MARK UP: X3

117



co

L

1812
= =

1y
o
=
L |

OTHER LABEL EALENClAGA label 1

TormMateris | 00000 | 00| 0000 00 00| @ [<€2040]

R

MANUFACTURING | | cosyminuTE |
R ST e | IR0 GINIGTS) [ EESNSS) ERINES

MANUFACTORER | 0000000000000+ ] 35 | €3500 |

FiNisHeopgoouCT | ] ] 5540 |
R —————————————————————ssSS—sssS—-,

U P— " W—— S VS—— SS—————
TOT.MANUFACTURING | | | @} 00000 @ | e€so40]
tor.pr+ems. | | 000000 000000 | 000000 ] €000 |
- 1 [ |costovorat] €110:0 |
- [ | Recommended Wholesale Price| 332,40 |

| | Recommended Retail Price| € 597,20 |

COLLEGTION: 13TH DISTRICT
SEASON: FW25 WHOLESALE PRICE RETAIL PRICE

CODE ITEM: BWCFW25900DNM250 €332 €99 ’
FABRIC: DENIM
COLOR: 250

SIZE: XS - XL
PRODUCT IS: TO BUY
MARK UP: X3
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SOURCING

The Balenciaga: 13th District capsule collection will be made in Japan.

By sourcing and producing in Japan, the collection draws on a unique fusion of
tradition and technology that mirrors the narrative of the Hunger Games' Capitol.
Japan's textile districts, from Osaka’s advanced fabric mills to Kyoto's traditional
weaving houses, provide unparalleled expertise in metallic fibers, reflective surfaces,
and experimental blends.

These high-tech innovations are balanced with Japan'’s strong commitment to
sustainable practices, such as organic cotton cultivation, natural dye techniques, and
eco-friendly finishing processes.

This sourcing decision also aligns with Balenciaga's vision of pushing boundaries in
both sportswear and couture. Japan’s mastery of performance-driven materials
ensures functionality for activewear-inspired silhouettes, while its tradition of artisanal
detail elevates pieces into objects of cultural expression.

By anchoring production in Japan, Balenciaga: 13th District embodies the dualities of
innovation and heritage, extravagance and sustainability creating a collection that
challenges perceptions of value in today’s world.
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13THDISTRICT
TOTALCOSI

ARTICLES

CODE

PRODUCTION COST

PROTOTYPE COST

NUMBER OF PROTOTYPE
REQUIRED

SAMPLE COSTS

TOT. PROTOTYPE COST

.01
.02
. 03
. 04
.05
. 06
. 07
.08
.09
.10
.1
i
13
.14
18

BWCFW25001FAUXLEA700100
BWCFW25002LEACCA100100
BWCFW25003CPODNM250250
BWCFW25601VIS100
BWCFW25602NYL200
BWCFW25502CCA100
BWCFW25502CCA001
BWCFW25602VI5100
BWCFW25401CCA100
BWCFW25402FFKNFAUX600600
BWCFW25301NYL900
BWCFW25302CCACPO100700
BWCFW252001LEAFAUX100600
BWCFW25202LEA001
BWCFW25900DNM250

255,00 €
271,80 €
204,00 €
80,00 €
72,00 €
105,20 €
88,40 €
112,00 €
115,60 €
252,00 €
97,00 €
78,40 €
80,00 €
94,00 €
110,80 €

510,00 €
543,60 €
408,00 €
160,00 €
144,00 €
210,40 €
176,80 €
224,00 €
231,20 €
504,00 €
194,00 €
156,80 €
160,00 €
188,00 €
221,60 €

1.020,00 €
1.087,20 €

816,00 €
320,00 €
288,00 €
420,80 €
353,60 €
448,00 €
462,40 €

1.008,00 €

388,00 €
313,60 €
320,00 €
376,00 €
443,20 €

gmmmmmmmmmmmmmmw

tot. 2.016,20 € 4.032,40 € 8.064,80 €

20.000,00 €
28.064,80 €

Development fixed Cost
Sample Cost




BWCFW25602VIS100

m BWCFW25601VIS100

gy  BVWCFW25001
F | FAUXLEA700100

001

BWCFW25502 BWCFW25502 BWCFW25401 BWCFW25302
CCA100 CCADO1 CCA100 CCACPO100700

250 " 4

BWCFW25003
CPODNM250250
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ﬁ' BWCFW25402
” . FFKNFAUX600600

'|

,|

| IE

|

|

.f

BWCFW252001 BWCFW25002 ™\ | BWCFW25202

LEAFAUX100600 LEACCA100100 '| | LEA0O1
001 ) | .\_ |
<1
|I 3
)]
TelE

BWCFW25602NYL900 BWCFW25301NYLS00

- B
mh BWCFW25900DNM250
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SELLING BOOK
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