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BRAND CONCEPT

‘picturesque scenery’
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SHINYA Kzt

ABOUT

DESIGNER : SHINYA KOZUKA
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CREATIVE DIRECTOR : SHIMPEI KAJIURA
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SHINYA Kazu i

BRAND TIMELINE

ESTABLISHED
MAY 2015

21SS DIGITAL PRESENTATION OPEN “SMALL TRADES”
OCT 2020 MAR 2022

TOKYO NEW DESIGNER
FSHION GRAND PRIX
JUN 2018

ISSUE#0 RUNWAY
AUG 2021



SHINYAKazu i

BRAND TIMELINE

ISSUE#2 RUNWAY ISSUE#4 RUNWAY
JUL 2022 AUG 2023

ISSUE#I RUNWAY ISSUE#3 RUNWAY TOKYO FASHION AWARD 2024
MAR 2022 FEB 2023 SEP 2023



SHINYA Kazu i

BRAND TIMELINE

ISSUE#5 INSTARATION AT SHIBUYA HIKARIE ISSUE#6 RUNWAY ISSUE#7 RUNWAY
MAR 2024 SEP 2024 FEB 2024

ISSUE#5 RUNWAY OPEN AT HANKYU MENS TOKYO OPEN AT HANKYU MENS TOKYO
MAR 2024 AUG 2024 NOV 2024



SELECTED AS A GUEST DESIGNER
OF PITTI IMMAGINE UOMO
NOV 2025

2026 LVMH PRIZE
SEMI-FINALISTS

SELECTED AS A SEMI-FINALIST
2026 LVMH PRIZE
FEB 2026

ISSUE#8 RUNWAY

ISSUE#9 RUNWAY
JUL 2025 AT PITTI IMMAGINE UOMO

SHINYA kezu

BRAND TIMELINE
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Luxury fundamentals

Exclusivi
¥y Quality and
craftsmanship Heritage

Iconic status

Brand
desirability - —
framework

Experience .
Innovation

Social value

Luxury differentiators

Spuren: Luoe Eamal Ressarch 20024

O

Younger customers associate luxury with
uniqueness, exclusivity, fashion-forward
cues and innovation.

Older customers focus on exceptional
attention to detail, quality and
timelessness, articulating luxury as
something enduring, refined and
materially superior.

Copyright © 2026 Accenture. All rights reserved.
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Dimensions that make a luxury brand desirable
Rank

Quality and craftsmanship

Demonsireting sxceptional attention to detail, guality ard mastery of axecution
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Iconic Status

3 Dalivaring nocognizabis snd distinctive leonic

Innovation
Roinventing fself through creativity and technolegy

Heritage

Redflacting troditéan and legacy
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@ Region

US customers focus on craftsmanship,
distinction and iconic products and
experiences.

European customers lean more toward
exclusivity, distinction and tradition.

Customers in Asia and the Middle
East prioritize innovation, experience
engagement and visible signals of
prestige.
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