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Fashion is Luxe — David YEUNG
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i A1 Thank you so much !

It is obvious to see that our Chinese compatriots have got strong purchasing power nowadays. It is also
reported that for the supply of luxury products on market, 1/3 was bought by Chinese people. Such figure
is totally astonishing! When we look back over the past 10 years, a lot of mainland compatriots have come
to Hong Kong to buy luxury products, and even for the past 5 years some flied to European countries to
purchase their likes straight away.

For this reason, the aim of writing this book with illustrations is to give readers a general understanding of
some luxury bra.pds‘ background, and also let them know that it takes time to run a brand with success.
We can see a lot of foreign high end brands are successful because of their long history they have
established, and also their attitude towards heritage preservation and art appreciation are well measured.
To foster a legend takes a lot of effort. Apart from telling readers some popular international brands
favored in China, | will also introduce a few high quality brands so that readers can take notice of them
though they are not that high profile in China at present. Readers may realize that this book is not all about
clothes and accessories but also vehicles, food and wine, home products, etc are included. Readers
should understand the meaning of fashion is not only confined to clothes but also extend to one’s lifestyle.
My last book “Fashion is Cool” talked about the concept of fashion and this book “Fashion is Luxe” is to
tell you successful brands’ stories. | hope you like it.

Last, | thank my family for supporting me to author this book. And without helping hands from the
illustration team, namely: Alice, Filiz , Jack, Mario, mr. cardigan, Rachel, Roxanne, Sam and Stella, this
book cannot be done. And certainly, two “heavy-Weight” VIPs Ms. Gladys Perint Palmer and Professor
Aluna Lu helped write prefaces for me made the book more than perfect! Thank you so much!
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Preface
N
FF——G@Gladys Perint Palmer

I have known David Yeung since 2012 when he approached me to teach online for the Academy of Art
University’s School of Fashion.

He stated that globalization takes place not only in business sector but also in education. Having lived in
Hong Kong for more than a decade and | agreed with David's opinion that the people of Hong Kong look
for challenges and new experiences outside their comfort zone.

Now he is preparing to publish a second fashion source book in China, sharing his eprrtise in premium
fashion brands with mainland Chinese people. This illustrated book covers a multitude of brands, and
“behind-the-scene” stories.

| am pleased to see there are many up-and-coming young Hong Kong illustrators. | wish David success in
the near future.

Gladys Perint Palmer

Executive Vice President, Artistic Development
Academy of Art University

San Francisco
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Abercrombie and Fitch — e naked guys
N RN TS P S o

Rk R v e b fn i 2%

BEERE AR E" , PMAS R L FTEES (Abercrombie and Fitch, A&F) ZaXTjE— N5 F. A&F 1892
AEHAE - BT{ATEE L ( David T. Abercrombie ) FI¥RZEHT « HEF (Ezra Fitch ) 7ESEE QMG , LHEE%E
ShARIFARE: , (H2Al7E 20 b2 70 AR BUM 55 IRME,  “#THESEMG" #1988 4FH% The Limited 22 R, A
BLIEA; BIRESMEIECN “BEAKMR" (casual luxury ) , PAKFA N FEREXS . YiEh TS
S EREMER, HoE—PERLC B D= Hat, IREBSER N EERMREE, EATRIREL—FIE,
P ERGER, 518 ZLLEATT. it ZAERTRIEE M2, R3] AKF WEFES—3F, 450K
A A [ sk, B AR B A R B IERE ] 2 BAE , FURSBREATG —— U AL AR NEA KAEREZ,
M REEAR? AREXFE, AGF B —REXKK ", SRR RSS2 R, AR
P RLIAZ . 1 2012 4F ASF 7 its hFRHEALIE FF3E . S Lok — BERRIA R . ARIGSE NG . o — i d K,
AREBEXRERAMKRE! S04 H, RHBEATTF AKF, AKF kids 75 1998 FEFF A, MEH 72 14 %
i) L.

BRI ELERGER, B ASF M FilmA TR R, HEZ KPS MR REAR R ooe
Tk, EEH HAKR . TR, SAERZEERE—T, SURALA AR
1" AKF FUBIGEAG AR, AT IR E UE B A (T S AR TR

American Eagle Outfitters “{f

BeAh, 7E20154F 4 A, TS SAER G BB, IR A TRESS (45 2 Kt ] 7

We can use “revival” to describe the brand Abercrombie and Fitch. In 1892 it was founded by David T.
Abercrombie and Ezra Fitch in Manhattan, US. It first focused on high-end sport and traveller's wear. In
the 1970s, it had financial difficulties and the business slumped. Till 1988, it was acquired by The Limited
group and then the brand was reborn. They remarketed a new position and they mainly did casual luxury.
The target group should be university students. In order to sell a new image, they find nice body forms of
boys and girls for catalogue promotion. As the models almost looked naked on catalogues, people who
aged over 18 could allow to take it. For this issue | had a friend and she had a business trip in US many
years ago. She visited the shop, bought some clothes and when checked the bills, she wanted to take away
a catalogue. By that time, a salesman insisted her to show her identity card for fear that she was not over
18. My friend was a bit annoyed. Perhaps western people always mistake for Asian people do look forever
young! Besides, parents do not like A&F too as their campaign always stress sexy and seductive body
figures. Don't you know when they opened a flagship store in Central Hong Kong they hired a lot of shirtless
male models who showed off their rippling muscles that drew a lot of ladies attention? Today, not only adults
can wear it, if you are aged between 7 and 14, you can wear their A & F Kids as it was launched in 1998.

Though the brand stresses a high-end image, the business strategy runs on a contrary way. The company was
fined many times for inequality and racial discrimination and in the end made it notorious. They also brought
their keen competitor American Eagle Outfitters to lawsuit because they thought the latter “borrowed” their
inspiration. However, the court concluded that their style was different and customers could distinguish it.

By the way, in April 2015, they confirmed that they would not use naked models to promote in shops
anymore. Do you think how long they can stay?
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Agnes b — Queen of black with colorful life
TR L s S R .,

W F LB A2 b

“EICRVOTEER, RERBRSCIMACERNE! " XRRERNAREL b (Agnes b) /MH. 119
%O T UG, BAERSEADTIT, XFMALETLUER? WAL TR E S0t (Ecole du Louvre ) , EHIEAA
RV, (EARR AU C 8 f RO 35— TAF, iR (ELLE) 2835 4/ . 7EARE, MRy ih B8RS L R %,
PIAE G BB T T UL SCF TAE, ¥4 Dorothée Bis [T, A CERMET TE, BB FKMK, BAENE
AT

1975 4, tth#E 34 HBFESL T CMC ( Agnes b BURTE ) , [FI4ETE Rue du Jour FFESE—FNG, WA B A b sE—
HBSLAIBIZ . Agnes BB EIE A FIRG B, BRLATE 1981 4F, Whiitay B thmittt 7. PR, WiEdi2in
HHEE (Soho ) KIFEEE—IaMEs g, HARTSMRELEm . A KRATATLAERIE |- Agnes b 4 Ay H4E . 20k F
. . B PRk Bk, W2 AR LEM A IE TRB —F, SCERIEAETE, —U5 HAEGRA
FAT LAE M A s BB, i oA TR, BEE TR, RS RAIE, B MATES, aigiktih
AOTEHE, —AiBsRIToETE . SRR AL G A 7= 5, W BA S0 Tl S Sttt AT,
R SR

B RYUKEL Agnes BVEM M X AR HA, PFOMEEAHAA — R BB OANESE, FE 20 22 00 4548,
AL BT A —1F Agnes BIREIEIZE T #il, SR —FRE KB SHEME LMK, AREISE AT ITMRE, Brid
RN STIN . A K BBk i 200 (8] 4305, (H Agnes FIEFIIA A, (BRI KM L= HlEBHAER S |
AR PR BRI WLALE

“To me, there is a consistency between the fact that the clothes are made here and what | am, what | do, what
| love to do". So it is quoted from our Agnes b. She gave birth to twins when 19. And next year she separated
with her lover, and so what would be her life then? She graduated at Ecole du Louvre. Though she did not
choose design, her individuality helped her find a job in E//E working as an editor. Inspired by fashion, she
quitted after 2 years and worked in Dorothée Bis. Even though the pay was low and had not many holidays,
she was keen at it.

In 1975, she was 34, and she established a company CMC, a former Agnes b entity. The same year she
opened a shop at Rue du Jour and good friends became her first lot of clients. Agnes b’s style is long lasting
with a touch of unisexuality. Hence in 1981, she designed menswear. After 2 years, she opened a shop in
Soho, US. And afterwards, she had a lot of shops set up overseas. Today we can buy her print logo “Agnes b"
whatever in kidswear, maternity wear, watches, bags, shoes, skin care products. After shopping we can either
rest at her café corners or buy flowers from them. You can find natural beauty things inside her shops. Perhaps
she was brought up in France, she has fostered a good sense of art and admiration of movies and music. So
when you view her product, you can understand her taste and she longs for simplicity, and you can find her
products across the globe. Besides business, she also cares about social issue particularly in the area of aids.

The first Asian country which admires Agnes b is Japan because France and Japan has an invisible good
linkage of relationship. In the 1990s, every girl would wear stripe-T by Agnes, or a black crew-neck of a
sweater with snap buttons, and the stripes started below the shoulder line. Today, her shops has more than
200, but most products of Agnes are made in France to express the sense of belonging.
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Agnes b, a woman who understands and enjoys the art of life.
Agnes b, —MEREREMERN LA

Shop in Hong Kong: Shop 256, Pacific Place, Admiralty, Hong Kong
FiEi: EESWMAE5H256/5

lllustration/##&&: Alice Cheung Suk Ying
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Apple — Run without Steve Jobs?
R
B SR - A, W R 2

R RAR, MERASFIUUHM IR LR - il k(A0 RAamhnes, HERE—
{37 S ROL KR TAEIRFE . BTN, B flhey B, 169 m . FEFIASRER ML, FALER
i 4 J& 1 IR ( Mierosoft ) BARE— T MRS = B M ARETE R SURAWIEN 7 FIR PO S 2
B R G MEUIRRZFECRETMAET, BFIAE— SRR % AIE K E R %]

FeAf KT 1955 4F A TN, (HAl A O BRs 5, A NIGART AR AL —H. 1976 4F4 A 1 H, fib
5K 2R W5 K F B R R, TSR AR R B B B E A SERMR BT R B,
1977 45 B i P MSE R . 1984 42427 Macintosh HUIN . 1985 FEFRAT 58 ABEWAS, H AT KA 7
NeXT, J7E 1986 4ELL 1000 J7 ETCMI AR el ( Pixar ) ACA FERFREAFIVESNE . 1996 AEFFAi T AR, o)
B, MICERKHRE, T 1997 4EHEH QA iMac HUIG, 2001 43 H B S B IE RS iPod, 2002 4EH touch
wheel iPod I1. 2004 ZJ5, FliZA miniiPod. iPod nano. iMac, MacBook Pro [fitH . 2008 454 MacBook Air #1 3G iPhone;
2010 4E4 iPad, 2011 4ENIA iPad 11, SEREAFE 2011 4510 A 5 H, {hEBEEEAHE. fEH2 S5, iPhone 5. iPhone
5s J% iPhone 5¢ 435 F 2012 4E . 2013 4%, iPhone 6 Fll iPhone 6 plus T 2014 4E %8, 2015 454 iWatch.,

AN . AR 2 YCE M SIE BB . 7 ORI R S TR 2 el e
SERADL SR, WARXMAERT —f @GR, RACKHRIGTA, WHSERBRMTFILE, 80 E s HimE
R, B RFMERT E, RN, BARRBAT, (BIAR AR R AR 2.
PAESER 5+ ESE (Tim Cook ) &S, Alusik SR BAT T+ A Wrgg FF AT (Bl 8, IF & — I RATERT A 8118
RAEFRAEE LR, AFRAfett k!

When talking about Apple, there is no doubt Steve Jobs was the guru of the company. He was the brain and the
innovator but at the same time stubborn and fiery. Nevertheless, the way he explored on computer technology
and smart phone development had changed the lives of mankind. Even Microsoft had to strive hard to compete
with Steve and lawsuits between Samsung and Apple has proved how keen the competition is on market. In fact, a
lot of news talked about Steve's biography already. Now | highlight a few memorable milestones in his life:

Steve was born in California 1955. He was deserted by his bio-parents and even he did not want to reconcile
with his father before dead. In April 1 1976, Steve Wozniak, Ronald Wayne and him started up the company.
The logo was inspired by the physicist Newton's apple which fell off a tree. In 1977, the company made the
first computer. In 1984, they made the first Macintosh. In 1985, Steve could not get along with the partners
and left to establish another computer company NeXT. In 1986, he paid US10 million to own Pixar to produce
animation. In 1996, he was back to Apple and thereafter the company boomed. Incredible products were
launched such as colour iMac computer in 1997. iPod, a digital music player device was made in 2001. In
2002 a touch wheel iPod Il was invented. After 2004, we had mini iPod, iPod nano, iMac and MacBook Pro. In
2008 we had MacBook Air, 3G iPhone. In 2010 we had iPad, and then iPad Il in 2011. However, Steve died of
pancreatic cancer on Oct. 5 2011 unfortunately. Still, iPhone 5, iPhone 5s and 5c¢c were all launched between
2012 and 20183. iPhone 6 and 6s were just launched in 2014. In 2015 we have iWatch.

He once claimed that innovation distinguishes the difference between a leader and a follower—He definitely
was the former. His death really affected Apple business in the past 4 years. In fact, his pass-away made the
world a bit dim too. Being a designer, | also use Apple laptop and Iphone. | think simplicity in design and innovative
technology are the keys! Though Steve was gone, the spirit is still here on Apple. Now Tim Cook is the leader and he
stressed that there was no change and they kept new technology going. Let's see how he leads it!

06



Inspired by a HK Poly University student who gave tribute to Steve: | did mine.
REBKREEFBIE T AP 4 4 5Steve: HAE T HM.

Shop in Hong Kong: IFC, Hong Kong

Hait: FHBIFCERSmMA O

lllustration/4&E: David Yeung



Audi — German quality and engineering integrity

B, mE RS TR

Bl (Audi) 2 “EEAE=F" Z— (AFHERESMAER) . EMNEBTRRER ( Volkswagan) . #t
AAE, BAHEHE. B 1885 24, WMEESEMENREE, FafERFENIMNE, AR EEE
WREMNEFZ—, EEENE, WITEROHERBENEE, R2MEE (Lamborghini ) $i%E—H 41
M ANZ—RbH4F - A (August Horch) A Bdiepg, HAERTIEDR 0" Z&. Rl S EERGE R
IREFEESF (Ingolstadt ) , 1932 4, Wil & HZEA (Horch) . DKW FIfi/E# ( Wanderer ) , ML T4 B2
Al POFRAY S B FE R AE A DU S AR & - T ARSI 7E 1964 412 A 4&%7ﬁ%ﬁﬁ$ﬂ;§ﬂﬁfﬁ/\jﬁﬁﬂﬁ%.
1966 £FAFIR, Bl O R ARSE I T A9 2% 20 A) .

SRIMPEAR T, X AMHOE R . 55 IR AN ], Rk, Bk —EEgil, #1965 44
HiBTS. SHPERNREENSFZER, MEEFETORAN, Rl TRhEBUFENE N EHE, K
KigwE TETEGS TS PARRNE, RIRE & FWARERY, BANSARF, HAEMKE “F
T OREGE, SREAME, REMEVOLE AR, BAERACEE, REMP AR L, BE G40/
BHEM, SREMSIMRESEERE, AA AR FTARFEAEAS Audi , BRI AR APUEA L T

2000 4F, B 20 AR TR R S R W R, B RO Mt e A, RO “ =R 2R EAMEA,
FRA NG K EKAX : BT#E AR S ICER, FHERER 1899—2000 4B FI1EM . #HiEEA ME, 5
ik - Audi Forum Ingolstadt, D-85045 Ingolstadt.

Audi is one of the Germany three most important auto cars. The others are BMW and Benz. Audi is under
Volkswagan group. It is expensive because of its history started from 1885, with good performance, high
quality of interior and beautiful exterior design, it is always mens' dream car! Just like Lamborghini that
every man wishes to own one! “Audi” was named by the founder August Horch and when you translate it
to Latin, it means “listen”. Audi is headquartered in Ingolstadt, Germany. In 1932, Audi merged with Horch,
DKW and Wanderer to form Auto Union AG. The “four wings” of logo represents these four brands as stated.
Volkswagenwerk AG acquired the majority of shares in Auto Union GmbH in December 1964, with Audi was
fully owned by the group from the end of 1966.

However, it was not that successful during wartime. In World War II, the world economy slumped and it made
Audi collapsed. Till 1965 it could come back! Nowadays China market is absolutely important as people of
mainland look for good posh car and also China government commissioned Audi to be official car for the
China officials and thus it makes the brand soar on market. It seems a lot of them are black outlook and too
formal despite they have different models. On the contrary | like Volkswagan more as | like driving by myself
and the design of beetle in form amuses me more as it is smaller and easier to control. Certainly Audi is a
posh car and usually they have a private driver to serve their boss. And so you'd better not drive but hire one
to serve you instead.

In 2000, Audi museum was founded in Ingolstadt, German. Inside the museum, they exhibit a lot of
masterpieces and also other “3 wings" works. They have divided to temporary and permanent sections. The
former displays current modern work whereas the latter displays their models between 1899 and 2000. If you
feel interested, please refer to the following: Audi Forum Ingolstadt, D-85045 Ingolstadt.
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Audi has got good quality of interior and exterior design, is like a nice shoe walking free with disti

nctive quality.
Audi ST HIRSMETT, LRN A FMER
Shop in Hong Kong: 18 Harcourt Road, Admiralty Centre, Admiralty, Hong Kong
BERO18E—HE

lllustration/#EEl: Sam
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