TOMMY = HILFIGER



Tommun Xundurep:
BbIiCTpO pacTyLmm bU3HeC No BCEMY MUPY..

Ha koHeu 2011 ropa - 974 Tommy Hilfiger marasamHa Tommu

EBpona

398 marasvHoOB:
=0&0: 141

0&O0: 60 Mara3mHOB : sl lapTHepbl: 257 . B [LeH3naThl : 79
~6,300 TOYEK NPOLAaX MarasvHOB

AnoHuga
0&O0: 173 marasnHosB
~670 TOYEK Npogax

OcTtanbHon mup

JlnueH3unaTbl: 146 stores
~230 To4ek npogax
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0&0 — cobCTBEHHbIEe MarasunHbl CeTu
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KTO 13 Hux Tommn
Xxundurep? ;)
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*Tommn Xuadurep poanaca 24 mapta 1951r.
B HeboAbLLIOM ropoake DAbMUPA, HEAAAEKO
oT Hbio-Mopka

*OH 6bIA OAHUM U3 9 AeTel

*Y Hero camoro 5 aAeten

*ToMMM Ha4vaa cBoto Kapbepy B 1969r. co
|50 Aoarapamu B kKapmaHe u 20-Tblo
Napamm AXKMHC-KAeLU

*Bckope OH OTKpbIA HECKOABKO
MYAbTUOPEHAOBAHHbBIX Mara3sMHYMKOB MOA
HasBaHWeMm People’s Place

*B1979r. OH nepebupaetcs B Hblo-Mopk
HayMHaeT cBoto Kapbepy Fashion-anzaiiHepa

*B 1985 oH AeMoHcTpUpyeT cBOKO Nepayto
MMEHHYIO KOAAEKLMIO, KOTOPasi Cpasy e
NMPUHECAQ eMY LUMPOKYIO U3BECTHOCTD




Play Tommy's speech
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TOMMY A HILFIGER

Popma ToproBoro 3Haka obina
BOCCO34aHa U3 TeMaTUKU MOPCKUX
¢dnaros

3a OCHOBY fiorotuna obiyiu B3AiThbl
c¢dnaru, obo3Havaowme UHUUNanbI
TommMmu- T,JnH
(nonHoe nma - Tommy Jacob Hilfiger).
KpacHbIU, 6enbin n CMHUU UBeTa
HanoMUHaT HaM AMepPUKaHCKUM
c¢donar n BCe YTO OH O3HaYaeT:

-CBobopy
-Mpukno4vyeHunsn
-NHpuBnayanbHOCTb



TOMMY = HILFIGER

noesa opeHa

an american  evolution




we're NOT a postcard
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but what makes us c 0 0 I?




it all starts with the twist




a playful
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it's
' . everywhere...
@l and anywhere

-

e,

¢

4 J ,/ ;\

-

\Y

R

-

A
bt .

P /- . e
s \ - ¥ ‘,
o - PN A oy .
= ot cataloguey- /
/ ‘ ‘/ <8 4 %\’\‘: TN v irl i



h 4

expressio

v
E

“its Self-

’4



so relax,

it's only fashion




““‘*;_. #

Ld

43
’}“
*

)

the twist

is interruptive

not disruptive

is elevated

not over our heads

is witty

not silly

is unexpected

not cliché

is smart
not overthought

is emotional
not sentimental

is cool
not cold

is feminine
not girly

Is sexy

not vulgar

is authentic
not staged

is preppy

not pretentious

is tommy
not anyone else
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THE TOMMY
HILFIGER GUY










THE TOMMY
HILFIGER WOMAN




stylislzl,mf’;'ﬂe,
naturally sexy







she’s a player,
not a spectator
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that’s what makes
a tommy hilfiger piece
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stitch

celebrated workers and workwear
Every item shouid have it

stripe

A dassic prep stripe that shows up in
unexpected places—a signature that
says “Tommy was here”



NO3ULIMOHUPOBAHUE
EPEHOA
B M/PE



[Mo3nunoHnpoBaHue bpeHaa B Mupe

High price point
PRADA EZ

GuUCCI

DOILCE : GABBANA

CIORCTO ADM AN

Calvin Klein
LACOSTE

TRADITIONAL TRENDY

Marc O’'Polo

Low price point




POWER OF THE BRAND



