Welcome to my brand book
A book with emotions
From Xu




FRIBFKENFHAIF

XE—AXTHAIB R H
AKX T “it” RO

IREARETE "B
REARKEAEE
MRELREISTIER
rEnEE XA

B

St

HlIEE

oAl J— S H I

ﬁﬁﬂﬁﬁfﬁ%&i&iﬂ@



HREIA

"R SREEEXAE, SFiflk”

SRS

ARIRAR
CRRFTBOXAE, FTAZ

CHHRARE R, KRR T

“MEEE@"“EJE&; ? § @R

AR K

=) GERR KA
‘WETRRSBHAKE, BANEBHT

"RIEMIIEE T, =RETNEAN

“!lﬂ’.lllll'!la 5"}515 '“\gﬁ”

>é~
it

IXFRAl

WHIRRIFRE, A




fifilO PRy “ib” BEREIRDPAY “R”

HERELIS
BiRE =

2024



|>s<ti8t

X

—

ale

A

Mlyself

JA\gle

I it’ s time

11
)
)
)
)
3
:
i

S>>

GXOI@ B 1]1060006(1())
GlTTT(@@@@aaaaa
N NN

rHnol

|







YR ECAIRE
=T
BEE, =212
TEEN

B RoIm
HeEEHRN

ISRl
AREEFIEFTE
AR ARG PTBR

HARE?

‘BEENECHE—E, S-ENEEN—E
GERRKREFE WERBE ST T
WHBEFAH, ek SR

IRy [ 48 |, B2ARERERY [ R ] 197
IR AR, Al Eth AR
F—NMR, AEECHESLSR

%, ~BEIRT [ —m& |
FIBRSSEANARBIR
LIBIEEES

ERIBCE8—HIESL SRS
"B FLEBRSE

B U ZHIEE RS FFE R REE
M=, £8—E|

2024

2024



aah2iE 1
Brand Tone




i

ws5e

BEERK JIEES REEE BFREME
B{EERUA:

— RN F R B ER R E T IREFE D ES
AT ERES

B BRI AR

DEANseEm, AR BRIESEN, BEEFES

2024 2024



KEEHINES

ey A= A==

N 2—MKRIRE

BR 2% 2EERAAY

WRAB—EEARRFCRES, BoAEPhoebe Ryan “Mine”
RERENE BPA ILUTE 8=

2024 2024



2024

e gy
HpxE I
FU). TR HE
SNEIZRERAIAR
ELAHEs5sLhRIZE]
R IE—RR

EL/ VYN

2024




= RUFRIE 561

& = MR (Proustian Effect) 218 RZ2HEIBLETHIRE, MEHEINHNCIZ,

BEEIMFER/NG (BIZOUKESRE ) FRI—RIE: EARNMCERSEELARE, ARF—MOSIT, HRKSBTIRERBUREENS
K, 1LAEEREMENZE T ) LI ETAIZ, LURSBIERY/NSFI/NERIEF

Smell

IS
the
best

time machine




A8 AEE B S RICIZ:sir 2/ NHE SR AL LM LRY

RIS, sSLFRFDISHAERIRE, sSiifRE— AR

BARBNTEHTE. MEBIRIXKAENSE, BECCHE
AmERARRA LSk o

2024

KNSR EEBZSRE

P, o, SR
TR

B LA ERTRIKE IR

A UARRERIEN
BR—B SN EBRIVEED

T, B, BoMESFEMISHRRSE—iT
REEEIFID

TaE=SE8

2024




2024

SSEA -
TRIBBIRTF O EEm
IEMLEB SR IKR EHIIR =

BB R 2 AYREHS
LRI S REEAE
B—YH AN ENSE LIRS

2024







“Her” goal
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Our affordable positioning, unique design, and spiritual value enable more consumers to dare and be able to wear them, making our brand a niche swimwear designer brand
leader in the fashion industry in China and even globally, bringing more innovation and surprises to consumers

She wasn’ t looking
for a knight,

she was looking
for a sword.
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“Her” Mission
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Redefining beauty, beauty exists on every
side. Call on women of the times to value
"beauty”, dare to break through the con-
straints of their own thoughts but dare not,
and boldly be themselves. At the same time,
our brand plays the role of every girl's best
friend in it, and will also witness the growth of
our brand consumers and provide compan-
ionship. As long as you are willing, as long as
you dare to take the first step, we will move
forward together with you in the next 99

steps.

My Body, My Decision.
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“‘Her” value
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1.Personalization and creativity,E: Her goal is to design
that combines personalization and creativity, catering to
the aesthetic and fashion needs of young women , and
allowing consumers to reflect their unigueness on the
fashion path

2. Multiple dressing methods: In response to the current
phenomenon of young women's "one-time" use of
fashion categories in society, our brand is not only cre-
ative in style design but also multifunctional in dressing
methods, such as wearing both front and back, folding,
detachable, and multiple entanglements, to achieve
multiple uses of one garment and minimize resource
waste

3. Emotion value: The brand gives it high emotional and
spiritual value, and the brand manager will communicate
with consumers from the perspective of a best friend ,
encouraging every woman to confidently dress

4. Daily use: Combining swimsuit design with everyday
clothing to make swimsuit usage more diverse
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“Her” Dream
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We hope that all girls who love beauty can wear our swimsuits. As long as
she loves to be beautiful, she deserves to have our swimsuits. We hope
that every girl who wears our swimsuits can be confident and beautiful.
Confident beauty is the true beauty. Say "no" to any lack of confidence,
body anxiety, stereotypes, scar shame, or beauty shame
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The brand leaders are all women, and we hope to stand in the same
perspective as consumers, such as a casual chat in daily life, conveying
positive emotional value to them as best friends, encouraging good
friends who love beauty but have "beauty shame", "self denial" or "body
anxiety" to boldly try, be confident in themselves, and be undefined
themselves
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“Her” Positioning
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With the continuous awakening
of women's coNnsciousness,
beach culture is also increas-
ingly accepted by everyone.
Summer beach swimsuits have
become a necessity, but there
are very few outstanding and
well-known swimsuit brands in
China. To make up for the lack
of bikini brands in the Chinese
market, we hope to bring more
personalized and designed
swimsuits to young women who
love beauty

“m” AE¥
“Her” Crowd
18-30L FE EREERL

All young women aged 18-30
who love beauty
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Make mischief
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| have conducted research on the current market
funnel of the bikini industry and found that brands
in the market currently lack cost-effectiveness,
aesthetics, durability, and product diversity in
bikini styles, which do not meet the expectations
of the public. Moreover, starting from the brand
itself, the brand's visual perception is vulgar and
the shopping experience is not perfect enough.
Therefore, in combination with competitor analy-
sis, | have improved various indicators of the
brand, which has become a powerful value for

our brand's competition

Core indicator chart
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