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BRAND`S HISTORY AND IDENTITY
Azzedine Alaia was born in February 1935 in Tunisia. He graduated from the École des Beaux-Arts in 
Tunis with a degree in sculpture, which mainly inspired him to pursue fashion design later. During the 
60s, Azzedine worked in many brands such as Dior and Guy Laroche, and then began creating his gar-
ments from his apartment. In 1979 he created his own collection which became famous due to the unique 
body-sculpting designs that were acclaimed and later on in 1981 was presented at Paris Fashion Week. 
It was during the 80s that Alaia started growing significantly, dressing celebrities such as Naomi Camp-
bell and Madonna. In 2000, Azzedine Alaia sold his brand to the Prada Group but then bought it again 
in 2007, supported by Richmond Group (it still is). To show more clothes to the public, the first flagship 
store was opened in Paris in 2013 and the brand continued to participate in fashion shows. In 2017, Azze-
dine Alaia died, which led to the creation of his foundation to preserve his legacy, designs, and history. 

Today, Peter Mullier is the creative director at Alaia, keeping 
Azzedine’s vision for the brand and it still remains as a luxury 
fashion house.  Alaia`s brand personality is based on a futur-
istic aesthetic that emphasizes the female body while focusing 
on craftsmanship and uniqueness, the same as it first started 
by Azzedine. All the garments in Alaia are designed to cele-
brate the female form, as there is no collection for menswear. 
They mainly focus on promoting female empowerment 
by selling garments tailored to the body - tight waistlines, 
flounced skirts and very marked sleeves.  

Alaia 1986 Spring-Summer Women’s Fashion Show in Paris. (2011) Getty Images. https://media.gettyimages.com/id/627428398/
es/foto/a-group-of-models-applaud-tunisian-designer-azzedine-alaia-at-his-1986-spring-summer-womens.jpg?s=1024x-

Alaia appeals to an audience who 
appreciates artistic expression, as the 
dresses are not to be worn on a daily 
basis. The brand maintains a message 
of sophisticated female empowerment, 
with precisely crafted designs that 
reflect Azzedine’s experience in sculp-
ture. Recently, Alaïa has expanded its 
product portfolio to include bags, sun-
glasses, and shoes, with the Le Baller-
ine flats being among the most famous 
items.

Naomi and Azzedine (no date) Glam Observer. https://lh7-rt.googleusercontent.
com/docsz/AD_4nXc
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TIMELINE
1964

1979 First collection presented 
upon request of designer 
Charles Jourdan.

1971

1980s

Azzedine Alaia first regis-
tered “Maison Alaia” as his 
brand. 

2000
Acquisition by Prada 
group to provide financial 
support. 

Alaia was admitted as a mem-
ber of the Chambre Syndicale 
de la Couture Parisienne.

Alaia´s rise to global fame dur-
ing this decade.  His designs 
became recognized by many 
fashion icons such as Naomi 
Cmpbell. 

2007
Alaia got back his brand independ-
ence but supported by Richemont 
company. 

2013
First flagship store opened in 
Paris to show runway collec-
tions 

2017Azzedine Alaia passed 
away at 82.

2021 Pieter Mulier ap-
pointed as creative 
Director. 
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A
LA

IA :
Brand architecture 

Alaia is a fashion House inside of a Branded House, Richemont 
(Richemont,2025). Richemont group has many houses in-
cluding jewellery, fashion and watchmaker brands but mainly 
acquires fashion houses, the main competitor for Alaia being 
Chloe (see competitor analysis page 9). Alaia was acquired in 
2007 with the CEO Myriam Serrano and since then, Richemont 
has financially supported Maison Alaia and continues to grow 
further with Peter Mullier as the creative director. 

USP
A unique selling point is crucial to stand out from competitors 
who are selling similar items. Alaias USP is mainly craftman-
ship and sophistication promoting uniqueness on its designs. 
During the 90s, Azzedine Alaia was the first designer that start-
ed to introduce beadings and delicate stitches into his garments, 
making them very detailed compared to the designers of that 
time, such as Armani, who focused more on bold basic gar-
ments with big silhouettes. 

The personality of the brand is all about uti-
lizing the right materials to empower the fe-
male body, such as denim, knitting and still uses 
beading- the most recent collection at Homo 
Faber 2024 embraces knits as an elegant wear. 

Brand VALUES
Maison Alaia is considered a luxu-
ry brand, as prices range from $200 and up 
to $4000 (mostly for ready-to-wear dresses). 
Their brand ethics align with sustainability 
practices   as they do not have fast fashion pro-
duction and ensure the right product quali-
ty for customers - such as leather products.
However, the Good on you report has described 
Alaia as a brand that doesnt ensure a fair wage for 
employees and the welfare policy doesnt not cov-
er the ILO four fundamental Freedom principles. 
(Alaïa - Sustainability Rating - Good on you, no date) 

Consequently, Alaia may now face complaints from customers who align with 
sustainability, and as a result, they can lose customers if they don’t improve  their 
working conditions for workers. Even though they don’t produce as a fast-fash-
ion retailer, Alaia should still ensure that the materials they use (mainly poly-
ester and wool) are easy to recycle and don’t damage the environment much.
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communications

pop-ups and 
collaborations

Alaia is not very active on social media. It has an Instagram 
account where they update about recent collections but they 
don’t communicate directly with consumers and don’t make 
it seem like they connect with them. Other competitors such 
as Chloe use more social media as they post ready-to-wear, 
models, editorials and products, and this has made their 
instagram account have 11.3M followers, while Alaia has 
only 1M.  (See social media audit on appendix). The creative 
director of Alaia, Pieter Mulier, has an Instagram account and 
his account posts more details of the brand which makes it a 
lot more interesting and active, such as the displays, videos of 
runways backstage and campaigns.

(@maisonalaia on instagram, 2024)

To connect with customers and to increase 
brand awareness, Alaia has done a few pop-
ups: In Paris, they collaborated with Rare Books 
to display the books and target new custom-
ers. Also, in 2022 they launched a swimwear 
line as a product line extension (Muret, 2022), 
However, the prices are expensive for a swim-
suit so they did not sell very well compared 
to other products, but they are still on sale. 
Now, the Alaia flagship store in London has 
opened a cafe on the second floor of the shop. 
This is attracting a lot of customers as they 
don’t only have to visit to purchase some-
thing, but they can just go to eat inside. 

(Rare Books, 2023)(Alaia coffee shop, London) 

4



KAPFERER`S BRAND IDENTITY PRISM

Modern aesthetic with 
minimalistic patterns 
that create body-con-
scius designs. 

Alaia connnects with customers by 
offering tailored service, and a personal 
experience. It sells exceptional quality, 
enduring style and statement pieces to 
be recognized to those who purchase in 
Alaia often. 

The customer should be willing to 
spend on quality, rather on quantity. 
They should be someone who values 
unique pieces rather than just trendy 
ones. 
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Discreet luxury, premium prices 
for high-quality materials. Pro-
motes individuality through sculp-
tural garments wich are unique 
and elegant at the same time. 

Timeless craftsmanship and artisanal 
work, embracing the main idea of the 
brand by Azzedine Alaia: to empower-
ing femininity and individuality.
Alaia also promotes slow fashion and 
designing garments that will last long 
and are not just fashion trends. 

Alaias products provide authentici-
ty, comfortableness, and empowere-
ment. 

6

KAPFERER`S BRAND IDENTITY PRISM



The Azzedine Alaia exhibition at the Galleria Borghese 

7Image references on reference list- brand board 



Buyer persona 
QUOTES AND OPINIONS

- Bought the “les ballerines” 
flats and often visits the Alaia 
website.
- States in previous videos 
that Alaia shoes are high qual-
ity and worth the money but 
sizes are not fully accurate. 
- Also purchased products 
from competitors such as 
Jacquemus and The Row. 

 

          WHAT CAN WE DO? 

 - Improve customer service by offering tailored cards when deliver       
ing a producto to an adress. 
  - When customer visits the shop, employees should give a more 
detailed approach on sizing, as she explained size can be a bit big.  

      Elevator Pitch/Bumper StickerSell 
your persona on your solution - in a 
sentence or a few words!

“Empower your content and youtube 
chanel with Alaïa: timeless, sculptural 
fashion that sells your individuality.”

 

        MARKETING MESSAGING

  - Authentic craftmanship
 - Trendy products but not focused on keeping trends, but promot-
ing quality. 
  - Versatility for products- to be worn any time of the year e.g flats 
can only be worn in summer and spring so sales can decline during 
Winter time. 

BACKGROUND

-Influencer
-Fashionista
-Young age
-Content creator
-Business owner 

Cassi DiMicco
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competitor analysis

Chloe is a very direct competitor of Alaia since both 
its parent house is Richemont. Chloe is known for 
soft, minimalistic styles and versatile ready-to-wear 
collections. It is also a luxury brand and it is focused 
on craftmanship. However, Alaia seems to promote 
feminity much more as they`re garments are very 
tailored to the femenine body and sculpting curves 
with dresses or tops, rather than just designing ba-
sic pieces for the daily use as Chloe. (Chan, 2024)

The creative director for Chloe was Riccardo Bell-
ini, trying to keep their customer base catered to 
women mainly, and customers with high incomes. 
Chloes  prices are premium as they charge aver-
age $700 per item, but their prices are most simi-
lar to Alaia. Thats why they compete against the 
same market as Alaia: the Fashion luxury market. 

CHLOE

(Chloe Website, 2024)
9



The Row is a high-end fashion brand which was 
established in 2006 by the Olsen sisters. It is cen-
tered on their minimalist concept with designs 
that are timeless and elegant with bold colours. 
 
The Row appeals to customers who like qui-
et luxury, and pay for quality rather than brand 
image or status, while Alaïa may attract cus-
tomers who want the logo to be seen or who are 
fully into luxury and aspirational brands, but still, 
they are willing to pay for a high quality item. 
 
The prices at The Row can be really expen-
sive, ranging from $300-$7000 bceause they 
offer more sustainable material-made items 
as everything is also mostly handmade. 

THE ROW

(The row black leather flats, The row.com 2024)

(The Row Autumn 2024 ready to wear collection)

(The Row logo, 2025)

The difference between the Row and Alaia is that Alaia 
is more affordable since not all of their products are 
made rom sustainable resources and therefore they are 
trying to make the brand more recognizable by its logo 
or trending items. 

9 10
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International trade may be affected by tariffs when exporting abroad. e.g Uk after 
brexit, import prices increased by 11%, making it more expensive for Alaia to sell 
in UK. (Brexit inflation, 2023) This will tighten profit margins too. Also, political 
change might be hard to predict and wages can always rise, which means they will 
have to pay workers more.  

Economic recessions will decrease consumer spending. Since Alaia offers high 
prices, less customers will buy when economic downturns. However, when people 
can afford luxury prices it is usually normal for them to have the money regardless 
of the economic cycle. 
Emerging economies can offer growth for brand expansion and target new mar-
kets. 

The change in customer preferences are hard to predict and may fluctuate demand 
of goods. Alaïa’s timeless designs resonate with wealthy customer who prefer high 
quality over fast fashion. Gen Z are becoming key drivers of the fashion industry, 
which need the brand to employ a more digital presence within its marketing strat-
egies. 

The opportunity to use E-commerce can enhance customer service as products can 
be sold everywhere at any time, and makes them available to everyone worldwide. 
Platforms such as Instagram will improve brand recognition as it can reach young-
eer audiences through online content strategies and increase customer pool. 

The need to comply with global labor laws must be met or there will be fines. This 
includes fair wages and working conditions, which are critical for maintaining a 
good brand image. Lately, Alaia hasnt been paying fair wages to employees - the 
rating from “Good on You” analysis on people is 2/5, meaning the staff is not satis-
fiied working there. 

Environmental laws within production can affect the pace of goods making. Con-
sumers expect brands to promote sustainable practices, such as using eco-friendly 
materials and minimizing waste.

11



PORTER`S 
FIVE FORCES

Threat 
of new entrants: 

a brand that emerges really quickly 
can take all of the market audience for 

Alaia. For example, Jacquemus has risen so 
much in popularity  that competitors such as 

miu miu had to adjust their prices and launch 
new pieces to stay competitive. Alaia still com-
petes with Jacquemus (not directly) as they 
target the same consumer: women with high 

budgets for fashion spending and minimal-
istic taste. 

Bar-
gaining Power of 

Buyers:
Alaia caters to luxury consumers 

and they can sometimes be discern-
ing and demanding, expecting the best 

quality- especially for the amount they pay 
for the products. That is why Alaia should 
always offer the best service to consumers 
so they build consumer loyalty and cus-

tomers are always willing to pay high 
prices for the good service. 

Threat 
of Substitutes: 

Direct competitors such 
as The Row and Chloe offering 

similar products can outgrow Alaia if 
they dont remain competitive. They cater 

to similar clientele (high income earnerns). 
The growing demand for sustainable and 
eco-friendly fashion intensifies this threat 
and will force Alaia to implement more 

sustainable materials and sustainable 
message within the brand. 

 Bar-
gaining Power of 

Suppliers:

Alaïa obtains its materials from very 
skilled artisans, which gives suppliers 

some leverage. Since Alaia is affiliated with 
Richemont they can negotiate power and 
access to a large supply chain and they can 
ensure loyalty from suppliers. This will 

ensure the craftmanship quality they 
aim to sell and brand reputation 

will stay strong. 

12



PRODUCT 
PORTFOLIO
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LE COEUR MULES IN 
PATENT CALFSKIN

FRINGED LEATHER BELT

HOODED WOOL 
BIKER JACKET

FRINGED WOOL SKIRTASYMMETRICAL KNIT DRESS

ART DECO NECKLACE

Alaia`s product range consists of women`s wear only, Although men also purchase often. According to Similar 
web, Alaias online audience comprises of 80.7% female and 19.3% male consumers, which means they could ex-
tend their product range to male audiences and increase revenue. (alaias demographic, 2024). Alaia offers ready-
to-wear collection with dresses, structured knitwear, and tailored sets. Accessories include laser-cut handbags, 
belts, and small leather items, while footwear includes architectural designs like lace-up heels and boots. Now 
they have swimwear and a fragrance line. Each piece is a combination of craftsmanship with cutting-edge ma-
terials like stretch fabrics and laser-cut leather. Their products are made for a clientele that has high income and 
look for innovating brands. 

What sets Alaïa apart is its dedication to innovation. Alaia`s principle was not to focus on trends, but lately they 
have been taking advantage of it so they can target more customers via social media. The latest item seen on plat-
forms is the Teckel bag, which has been increasing online visits on their website.  (see apendix for the website)
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Alaïa’s Le Teckel, means “Dachshund” in French, and its a name inspired by the creative director Pieter Mulier 
and Azzedine Alaïa’s love for dogs (The Bazaar Magazine). The shape is similar to the dog breed Dauschund. This 
bag has gained attention and has been seen on celebrities which has increased Alaia`s popularity throughout 

In comparison to other bags, such as The Row’s Margaux, Alaia`s Le Teckel is a unique design that went viral 
on TikTok and spotted new customers whose income is high. This bag is sold in 6 colours and prints, and it 
looks very small but still can fit items inside (27cm X 9cm X 8cm), which gives it a feminine and chic touch. It 
is also easier to carry around just under the arm 

16(the Taeckel Bag, Alaia) 



competitor analysis: PRODUCT PORTFOLIO 

ALAIA VS THE ROW:

17



competitor analysis: PRODUCT PORTFOLIO 

ALAIA VS CHLOE:
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BRAND VALUE
In 2023, Alaïa’s website generated approximately $5.3 million in net sales, with the United States being the pri-
mary market (ECDB, no date). This means the brand is entering a growth era but might decline later on if they 
dont do extension strategies such as new brand lines or products that would become a trend.
According to the Lyst index of 2024, on the third quarter, Alaia was the fifth hottest brand worldwide, with the 
hottest item being the Teckel bag and the Ballerine flats. The increase of searches for Alaia was of 51% (Lyst, 
2024)

(lyst index, 2024)

Alaia`s jeweled Ballet Flats were the fourth hottest item after Miu Miu and Khaite`s items. Social media plat-
forms have been promoting the ballerina aesthetic with the Alaia flats on influencers’ outfits of the day, Substack 
recommendation lists, and TikTok unboxings. They are usually sold out but most retailers sell them now, with 
dupes from Amazon and Mango. Instead of heels, women are now shopping for more comfortable styles, such as 
mary janes, kitten heels and ballet flats, particularly weird ones (Chantal Fernandez, 2024). 

19



 (Alaïa flat cinematic universe The Cut; Photos: Retailers) 20



BRAND EVALUATION

21(Alaia website, 2024)



ANSOFF MATRIX
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MARKET DEVELOPMENT DIVERSIFICATION

MARKET PENETRATION PRODUCT DEVELOPMENT

This strategy consists of selling the same prod-
uct portfolio to new markets. For example, not 
changing anything about the products but start 
selling in other places such as the Middle East, 
Asia or Australia. Alaia could open new flag-
ship stores in places where there are high-in-
come earners and will increase brand aware-
ness . This is if they can reach more people, 
the more revenue they can sell. However, the 
products may not always be the same for every 
continent for example the ballet flats- these 
only can be used in places where the weather is 
not as cold, for example in South America they 
could always be sold, but in northern countries 
the product would have to be adapted to local 
need and wil be expensive to adapt. 

This is selling the same products to new mar-
kets. It is one of the saftest strategies Alaia can 
adopt as they won`t have to do any market re-
search to target new customers and won`t have 
to adapt any product to local needs. However, 
it is the less rewarding because if they dont 
expand to new markets, they will not be able to 
increase brand awareness in other places and 
competitors could outgrow Alaia. On the other 
hand, if they keep selling to the same people, 
customers will start building brand loyalty in 
their established market. It is cheaper not to do 
anyproduct development since there won`t be 
much research to invest in. e.g of this strategy: 
collaborations with influencers, ads on online 
platforms and shop campaigns. 

Introducing new products to the same custom-
er base. e.g launching a new type of dresses or 
other colour of the taeckel bag to spot the same 
customers but to introduce new items to buy. 
This strategy is good for when they have prod-
ucts that become a fashion trend but will later 
on will decline in the trend cycle. For example, 
the studded ballet flats have been trending over 
the internet and may saturate consumers. 
Then Alaia may need to start extending the 
product portfolio for new items that will be 
sold more than trendy items. No investment 
will be needed for market research as the same 
customer base will be targeted. 

Diversifying involves targetting new markets 
and changing the product porfolio. For ex-
ample, Alaia could launch a menswear line 
that targets new male audiences (as they dont 
already have one) and new products will attract 
more customers. This line could include some 
of the existing products that already exist for 
women, but tailored to men`s body, for ex-
ample, jackets, boots or shirts. Even though 
Alaia`s brand aim is to focus on female body, 
diversifying by targetting male customers will 
increase market share and will differentiate 
Alaia from its main competitors: Chloe and 
The Row. 



GLOBAL GROWTH: swot

strengths weaknesses

opportunities threats

- Global brand recognition for timeless and inno-
vative designs. They stand out as a brand for “dif-
ferent” garments. Having stores in big capitals such 
as Tokyo, London, Paris and new York, increases 

market share and recognition worldwide. 
- Prestige of customer base: people with high-in-
come affording alaia stay loyal to the brand and are 
willing to pay premium for quaity. Wearing Alaia 
also has become lately a status symbol of creatives 

or entrepreneurs earning high incomes. 
- Brand identity is rooted in Azzedine Alaia`s leg-
acy, which creates brand history and curiosity for 

customers. (Alaia History, 2020) 

- Limited market reach: the high prices limit the 
brand to reach to a broader audience, especially in 
places where GDP is low, such as SouthAmerican 

countries.  (Vogue business, 2022)
- Low brand visibility for customers compared to 
other big fashion houses such as Gucci and Miu 

Miu (this is due to the small campaigns that Alaia 
does because wants to remain niche, but can affect 

their visibility) 
- Having trendy pieces such as the flats or the 

Haeckel bag can later on seem affected by the trend 
cycle and will decline, meaning they will have to 

launch new pieces.

- Expanding product lines such as make up can 
attract to new audiences and increase market 

share.
- Launching more marketing campaigns using 
AI or social media can reach to younger people 

and will promote brand recognition amongst the 
youngsters. 

- Promoting sustainable practices to emphasize 
the good use of materials used within the brand, 

green-minded people will appreciate Alaia. 
- Selling in emerging countries can boost profit 

(Mexico or India) but it can also be risky since its 
not easy to predict demand. 

-Economic unstability or quick political change 
can threaten demand. Especially in countries 
where the brand is based such as UK (brexit), 

France or Italy. 
- New entrants to the fashion luxury market can 

increase competition and outgrow Alaia. The 
brand will have to develop new USP and target 

new audiences (e.g male clothing)  
- Social changes: Trends and customer wants are 
hard to predict, escpecially with younger gener-
ations- it requires a lot of investment on market 

search. 
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RETAIL SPACES: ALAIA NEW 
BOND STREET, LONDON.
The exterior of the shop is very modern but at the same 
time looks historic with large windows and the medi-
um-sized Alaia sign. The big windows allow customers to 
peak into the products from the outside, which attracts 
walking passers-by. The neighbouring shops are Fendi, 
Jacquemus and Brunello Cuchinelli, which emplies that it is 
located on a luxury shopping street, giving it prestige to the 
shop. Although these neighbouring brands are not direct 
competitors, they can attract more customers since they are 
big brand names and are highly recognized. 

(Alaia London Store, Vogue , 2018)

The interior of the shop is elegant and minimalis-
tic. The security guard in the entry emplies lux-
uriousness for the brand as the shop needs to be 
staffed properly. Each item is organized by section. 
The main floor features all the bags on display, 
along with the latest collection. The second floor 
has the earlier collection, which was the one from 
winter, with sofas in the middle for people who 
want to sit while shopping. There is also the shoe 
section at the end with chairs where you can sit 
down and try on the shoes. The fact that there’s 
much room to sit down encourages customers to 
relax so they can spend more time at the shop. 
(see apendix comparative shop template) 
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Staircase connecting both floors designed by Aukett Swanke (Azzedine Alaia Boutique - Aukett Swanke, 2023)
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(Alaia Jacket Tag, no date)



CONCLUSION-
FUTURE POTENTIAL AND RECOMMENDATIONS 
FOR THE BRAND 

Maison Alaïa has huge growth potential. By diversifying (ANSOFF matrix), they 
should expand its product portfolio to a menswear line. With approximately 19% of 
its website visitors being male, there is a clear interest from this demographic (simi-
larWeb, demographics, 2024). 
Even though Alaia`s brand idea at the start was about empowering the female body 
only, creating stuff for men will allow the brand to tap into a new customer base and 
increase sales while growing brand awareness. However, they would be entering into 
a new competition environment with menswear brands such as Zegna and it would 
be risky. This would have to require a lot of investment on market research to devel-
op a good male collection and don`t ruin brand reputation.  

Moreover, due to the increasingly awareness for sustainability practices in fashion,  
Alaia should opt for a more eco-friendly system. They are already a slow fashion 
manufacturing chain so it is more sustainable than fast fashion, but in terms of the 
working environment, Alaia should pay higher wages to employees so they improve 
brand reputation. 

27(Q, 2018) 
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APENDICES
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Appendix A: 

(Alaia`s staff uniform: Alaia linkedin, no date)
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APPENDIX b: SOCIAL MEDIA AUDIT 

ALAIAALAIA

CHLOECHLOE

alaia vs chloe, the row 

image: (Azzedine Alaïa Holiday Gifting 2022 



APPENDIX C: WEBSITE PAGE

Main page: “new” section, includes all images of new products and their prices once clicked.
The wbesite is not confusing at all when scrolling through products since there are divisions between prod-
ucts and collections. It is easyto to organize selected items on the shopping list. 

The menu options consists of 7 columns down with each divided into the products name or collections.



Alaia provides brand information under “About Alaia” where they update once theres new stores opening, 
campaigns launching, or when there will be a new collection added. This keeps the customer up-to-date and 
can develop strong customer interest which builds customer loyalty. 



REFERENCE list

Image references
- Naomi and Azzedine (no date) Glam Observer. https://lh7-rt.googleusercontent.com/docsz/
AD_4nXc9-i6Kvq31Wv-ACWDC9CyC8Gd08rdFEjzQlM1ZjfAM4UMZcN-5BelCJyvUnwKe8pr15rslDC8F3c2Or_zjM0a-
GUNh0mEPQOWvfr3loVn-6TcGfmmwxtXP4vUoDvdnsZr8rQu41PVEACH2YxNcWSzeEXuM?key=2yM3ycB9AIMd-
vQeGFtAV0A.
- Alaia 1986 Spring-Summer Women’s Fashion Show in Paris. (2011) Getty Images. https://media.gettyimages.com/
id/627428398/es/foto/a-group-of-models-applaud-tunisian-designer-azzedine-alaia-at-his-1986-spring-summer-womens.
jpg?s=1024x1024&w=gi&k=20&c=2xvhd4agmvLp55o4yPBTgQ0CMWalZyqWvgG0PjLWDDw=.
- Alaia 90s (no date) Vogue Runway. https://i.pinimg.com/736x/87/50/88/875088ff6b2800e4af1ea858cbd91d5a.jpg
-https://assets.vogue.com/photos/5ae0a66cf8acad647e0a2abb/master/pass/00-promo-alaia-london.jpg.
- Instagram (2023). https://www.instagram.com/p/CucGcRaI56z/?epik=dj0yJnU9VFFtUmpCSDVzREptQ3BzanQ5NF8y-
cXNhZ1RpYVJmLUgmcD0wJm49LUpVRG1fcDFTU1ZJUDFpdndYQlVBUSZ0PUFBQUFBR2VTSjZB&img_index=1.
- Azzedine Alaïa Holiday Gifting 2022 Lookbook (2022) models.com. https://i.mdel.net/i/db/2023/4/1926852/1926852-
800w.jpg.
- Q, F.& (2018) Azzedine Alaïa: The Couturier. https://designmuseum.org/exhibitions/azzedine-alaa-the-couturier.

Moodboard: 
- The Azzedine Alaia exhibition at the Galleria Borghese in Rome 3 (no date) Vogue France. https://media.vogue.fr/pho-
tos/5c2f68652b0fe37e4a8e10cb/master/w_1600,c_limit/alaia_05_ilvio_gallo_jpg_9555.jpg.
- Fashion week 24 (no date) https://i.pinimg.com/736x/5e/a6/08/5ea608a15dda2ffd0364fedd26977a9b.jpg.
-The woman according to Azzedine Alaia (no date) ELLE Magazine. https://i.pinimg.com/736x/a5/3f/67/a53f67c457ca48e-
aea3a14ec9a36c747.jpg
- alaia (2024). Available at: https://www.maison-alaia.com/cloud/alaiawp/uploads/2024/12/HOMEPAGE_DESKTOP_
23DEC_1.jpg?imdensity=1&imwidth=1920&impolicy=alaia.
- alaia (2024). Available at: https://www.maison-alaia.com/cloud/alaiawp/uploads/2024/12/HOMEPAGE_DESKTOP_
23DEC_2.jpg?imdensity=1&imwidth=1440&impolicy=alaia.

- Alaïa | Our Maisons (no date). https://www.richemont.com/our-maisons/alaia/.
- Alaïa - Sustainability Rating - Good on you (no date). https://directory.goodonyou.eco/brand/alaia.
- Alaia linkedin (no date). https://www.google.com/url?sa=i&url=https%3A%2F%2Ffr.linkedin.com%2Fcompany%2Fmaison-alaia&psig=AOv-
Vaw1U_K0nGxbbbRgkbG9huEaP&ust=1736962519764000&source=images&cd=vfe&opi=89978449&ved=0CBQQjRxqFwoTCMDDx-Hf9YoDFQA-
AAAAdAAAAABAE
- Alaia London Store (2018) Vogue. https://assets.vogue.com/photos/5ae0a66cf8acad647e0a2abb/master/pass/00-promo-alaia-london.jpg.
-Azzedine Alaia Boutique - Aukett Swanke (2023). https://www.aukettswanke.com/projects/azzedine-alaia-boutique/
- Brexit inflation (2023). https://cepr.org/voxeu/columns/brexit-inflation-role-trade-policy-uncertainty-increasing-uk-import-prices.
- Chantal Fernandez (2024) Alaia Flats. https://www.thecut.com/article/why-alaa-viral-flats-are-so-popular.html?utm_campaign=feed-part&utm_me-
dium=social_acct&utm. 
- Coulson, J. (2022) The 5 brand architecture types explained. https://embarkagency.com.au/insights/brand-architecture-types-explained.
- Chan, E. (2024) ‘How Chloé became the It-Girl brand of 2024,’ British Vogue, 14 December. https://www.vogue.co.uk/article/chloe-it-girl-
brand-2024.
- ECDB (no date) maison-alaia.com revenue | ECDB.com. https://ecommercedb.com/store/maison-alaia.com?utm_source.
-Guilbault, L. (2021) ‘Couture is back: Balenciaga, Dior, Alaïa lead revival,’ Vogue Business, 7 July. https://www.voguebusiness.com/fashion/couture-is-
back-balenciaga-dior-alaia-lead-revival
- Mower, S. (2024) Alaïa Fall 2024 Ready-to-Wear Collection. https://www.vogue.com/fashion-shows/fall-2024-ready-to-wear/azzedine-alaia.
- Richemont announces Laurent Malecaze as new President & CEO of Chloé (no date). https://www.richemont.com/news-media/press-releases-news/
richemont-announces-laurent-malecaze-as-new-president-ceo-of-chloe/.
- Porter’s Five Forces: The Ultimate Competitive Strategy Blueprint (no date). https://www.thestrategyinstitute.org/insights/porters-five-forces-the-ul-
timate-competitive-strategy-blueprint.
- Skacenko, M. (2024) The life and career of Azzedine Alaïa. https://glamobserver.com/the-life-and-career-of-azzedine-alaia/#:~:text=Following%20




