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Summer-Fall Project
The products entail handmade clothes and fashion accessories created by Ellena and Paul Michele exclusively for the summer-fall of this year. This is an artistic collaboration between the two renowned designers bringing out quality work inspired by the architectural designs from various places in the world. To make the project a success, the designers, as well as other stakeholders, had to visit a variety of places, probably your hometowns. This collection is therefore a collection of national pride for many people across the world. 
At all times our products are created with great attention to detail enhancing high quality. Through this project, we seek to not only enhance national pride but also promote world cooperation by uniting unique architectural figures in various places in creating our products. To view, the incredible results view our social media sites or visit our stores. We hope you enjoy it.
The architectural inspiration
Many things and moods inspire fashion designers to create collections for instance: art, animals and botanicals. The architecture was not an obvious piece for us due to its common usage in fashion. Our team also had not worked on architectural designs before. However, we were looking for something that can unite the world in the face of the pandemic to enhance world cooperation. World cooperation is necessary to enhance support for one another, especially in health. This is essential at a very crucial time when the pandemic is causing losses of lives across the world; collaboration in disease prevention and cure can go a long way to save lives and promote economic prosperity. The diversity of architectural designs around the world served our objective. For instance, Arabic architectural designs highly contrast those from Europe, Africa, and Asia. Despite the challenge of creating unique pieces, our team worked in collaboration to offer architectural designs our customers can be proud of. We believe designing should also be used to provide solutions to world problems. This aligns with our vision of being among corporate social responsible fashion brands.
Product
This fall our products reflect exceptional architectural designs from around the world. As always our products are produced for a customer segment that desires high-quality products. To achieve this, attention to detail from the designing stage to the final stage of creation is ensured. From the quality of the materials to the designing, our products demonstrate high attention to quality. 
Quality is enhanced by innovation and creativity (Sipahi, 2017) which form our tenets and values. Along with our attention to world unite attention to quality seeks to engage with our customers through our products. We acknowledge the need for building good relationships with our customers to promote growth.
In enhancing customer engagement, we communicate with our loyal customers on a timely basis through social media accounts. In doing so, we also demonstrate how our products are meant to be worn. Besides, we also carefully review customer comments to improve our products to satisfy their needs. Through effective communication. we strive to maximize the value of our products to better customer experiences (Newman, 2017). 
Our products are geared towards the promotion of a sustainable environment for future generations through the choice of cloth materials as well as production methods. Different from the past, we seek to using more environmentally friendly production processes by reduction of wastage through recycling of production resources and using environment-friendly clothing materials. In fulfilling this objective, we also encourage our suppliers and distributors to adopt sustainable methods. By doing so, we seek to align with our consumers’ values. 
We take our products’ functionality seriously. Packaging is a crucial aspect that affects customer choices and therefore, the desirability of our products, and ensures we stand out in the market (Cholewa-Wójcik & Kawecka, 2015). Our products are packaged appropriately to enhance their quality is maintained from our stores to your homes to enhance functionality. Our package also reflects our image-enhancing our loyal customers to identify with the brand. We differentiate our products from most of our competitors by adopting high and extraordinary quality products through the production of hand-made products from a highly skilled set of employees. In addition, we purpose on selling exclusive products only available for a limited amount of time, enhancing uniqueness, one of our customer’s needs.
Besides adopting architectural designs, our products are designed to reflect our DNA, pride and heritage. Every product is designed with care and attention to quality and contemporary issues influenced by creativity and continuous learning culture.
If you have any queries regarding our products, feel free to reach us. Let us know how to serve you better.
Diversity, inclusivity, and our people
Our products this summer fall are one of the examples of our commitment to diversity and inclusivity of all people in the world. By incorporating various housing cultures, we invited everyone to be a part and parcel of our brand.
We also ensure diversity and inclusivity in the recruitment of employees. Our policy ensures that anyone regardless of his or her social backgrounds can work for the brand in a supportive environment. In light of this, the organization takes discrimination in the workplace seriously to enhance an environment that maximizes productivity and enhances good wellbeing (Dobusch, 2020). In doing so, we also seek to identify as a social competent organization which enhances our employee and customer engagement for sustainable growth (Soroka & Mazurek-Kusiak, 2014). 
Recruitment is also geared towards the promotion of diversity by highly prioritizing marginalized communities in the provision of work opportunities. As one of the most profitable fashion brands, with vast employment opportunities, we recognize that we can contribute to the betterment of society through diversity in employment opportunities, therefore, uplifting marginalized communities to better their standards of living.
Due to the keen attention to customer service, we invest in the development of professional skills for our people. This also serves to motivate our employees to offer exceptional customer services. Conflicts in the workplace are handled carefully without favouritism enhancing efficient collaboration of the organization’s employees by creating a judgement-free organization, we promote collaboration of our employees, therefore, maximizing our productivity (Laal & Ghodsi, 2012). The attitude of our people aligns with the accountable and friendly attitude of our brand towards our consumers around the world. We purpose to offer our clients, patient, trustworthy and skilled employees. 
If you have any complaints or queries concerning our people or our customer service, feel free to reach us. We appreciate your feedback.
Our Pricing Strategy
Our prices reflect the value of our products. The brand’s products are usually sold at prices that match the skilled designing, and high-quality production of our apparel. The prices are also inclusive of the conducive shopping experience enhanced by the brand through exceptional customer service as well as state of the art stores. 
Price is controlled effectively by various factors such as competitors, the state of the economy, and costs of production (Haron, 2016). The brand sets prices based on competitors due to the distribution of market strength. However, it also the factors costs of production and the state of the economy. Low costs of production lead to lower prices while high costs of production promote higher prices. This has been the challenge of adopting healthier production systems which we have been brave to take on.
Pricing highly affects profitability and revenue generation by affecting consumer choices (Dominique-Ferreira, et al., 2014). Our products pricing is sensitive to the state of the economy as this affects our customers. During times of low economic performance, we purpose to reduce prices reducing the profit obtained to ensure that our customers still identify with the brand despite challenges. The brand utilizes innovative production strategies to ensure that price reduction is achieved while not sacrificing quality and profit-making ability.
The brand offers credit facilities in form of discounts.  It offers discounts especially to slow-moving goods to enhance their sale. Price discrimination is not practised by the brand. This is sustained by attracting common market segment worldwide. Price is controlled by the central office. Our prices reflect the value of our offering: durability, uniqueness and top-notch quality, ensuring maximum value for our customers. 
Comment on your experiences with our prices and products. Help us identify areas we are doing well and areas that need improvement to serve you better.
Where to find our services
We sell our products worldwide in three main regions, EMEA (Europe, Middle East, and Africa) Asia and America. We leverage both online and physical store selling to cater to our customers effectively based on their needs. 
Physical stores are located in urban environments. Urban environments provide a suitable location due to their accessibility ensuring convenience to our customers (Jensen, 2021). Our products are also available in the state of the art stores that match the quality of service desired by our customers.  Our urban stores are specially designed to reflect the brand’s DNA, which is the production of superior quality products and services for our customers. Our stores are operated by trained and skilled customer service to offer the best experiences to our clients. The brand also sells its products online, through hosted platforms as well as the brand’s online store. Online selling services promote convenience for our customers regardless of their location (Gautum, 208). Just like physical stores, online stores indicate appropriately prices; online buying is beneficial to the company by reducing inventory costs by enhancing convenience.
Our Promotion Strategy
Social media has highly revolutionized promotion of goods and services. Our brand has invested mostly in social media marketing due to high involvement with our customers as well as its cheap nature compared to traditional advertising strategies such as television or billboard. 
Social media marketing also enhances loyalty by engaging constantly with our customers at low costs (Nadaraja & Yazdanifard, 2013). The marketing technique also enhances the brand to display its products to the public acting as a marketing technique. 
The brand markets its products and communicates to customers through Facebook, Instagram, and We Chat account for China. Timing is an essential strategy used in social media marketing to enhance the visibility of promotions.   Aside from social media, the brand adopts billboard marketing in urban centres. This is practised to attract new customers due to a wider visibility building brand awareness (Taylor & Franke, 2006).
Our state of the art stores also serves as marketing tools due to their entertaining and artistic designs, which reflect the value offered by the brand. The stores also promote buying by attracting buyers because of their attractive interior and exterior designs.  Most of our competitors also utilize social media marketing, billboards while others also incorporate television and magazine advertising. 
Conclusion
Aside from making profit, our brand is keen on social initiatives aimed at making the world a better place. In light of this, the brand’s project this summer aims at uniting the world to support one another by incorporating diverse architectural designs in the design of our products.
Concerning resourceful social initiatives, the brand is continuously innovating and incorporating production methods that ensure climate sustainability in the future. In the production of goods, the brand focus on the production of high-quality goods and services through skilled hand-making. Together with the exclusivity, skilled hand-making differentiates us from our competitors. Offering discounts is one of the strategies used by the brand to move slow-moving goods.
Inclusivity is core in our culture. We promote diversity and inclusion of all cultures in recruitment and contributing to projects aiming to better the living standards of the marginalized, and consumers from various backgrounds. The brand's pricing strategy reflects the value offered to customers. Pricing strategies are influenced by competitor prices, state of the economy and production costs. Prices are set by the Central Office, are fair, and equal globally.
The brand’s products can be obtained in two ways: through online and offline shopping. Offline stores are specifically designed in attractive interior décor to promote exceptional customer experiences to our consumers. Products are also sold through carefully selected retail distributors. By locating our stores in urban centres we promote convenience to our customers. Online shopping also enhances convenience by supplying goods to our customers at their locations. 
The brand mainly uses social media and billboard advertising strategies to promote our products. Social media marketing provides a cheaper alternative than billboard advertising. Social media platforms also provide centres for engagement with our customers promoting the brand's loyalty and betterment of customer service.
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