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Abstract 
In the field of luxury goods, no matter in the past or now, the "dark horse" who wins the 
market is always the one who knows the rules of the game best. Only with innovative 
ideas and avant-garde vision, being a trend leader, and establishing a complete market 
chain and sustainable market ecosystem can we occupy an advantageous position in the 
long-term competition. In April 2021, Gucci released the fashion show of the 100th 
anniversary series "Aria", which is different from the previous fashion conference in the 
traditional sense. This time, Gucci chose to carry out a cobranding design activity with 
another luxury brand Balenciaga. This is the first time that luxury goods are cobranded 
with luxury goods. Alessandro Michele, creative director of Gucci, refused to review the 
old tune at the historical node of Gucci's 100th anniversary, He chose to maintain his 
rebirth through continuous interaction with the outside world. He hoped to bring 
everything into his own aesthetic world freely, treat and handle everything as a 
methodology, and break the inherent taboo and framework of the industry. 
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1. Introduction 

In recent years, street style and luxury trend have begun to sweep the luxury industry. Co 
branded series and artist cooperation have begun to flourish. Starting from the cooperation of 
Louis Vuitton x Supreme in 2017, the combination of first-line luxury and trend brands has 
created a new "hybrid" product, breaking the dimensional wall of the two, and attracting 
different and numerous consumers in their respective fields. It is not difficult to find that before 
Gucci and Balenciaga, such joint branding activities were mostly the reference and combination 
of elements between street trend brands and first-line brands or trend brands (such as 
Supreme and The North Face). 
Different from previous brand cobranding activities, this show of Gucci's 100th anniversary 
series "Aria" is the first time that two first-line luxury brands have co branded design with the 
theme of "hacker project". Both luxury brands have contributed their own unique elements and 
classic ready-made clothing patterns and handbags to achieve "cross branding" integration, For 
example, Balenciaga slash marked items frequently appear in the show and advertising videos, 
and their classic suit silhouettes are replaced by Gucci's typical red and green lively colors; 
Balenciaga's signature printed jumpsuit, Balenciaga Hourglass handbag with double "G" logos, 
etc. Alessandro Michele, the creative director of Gucci, quietly hid the elements of Balenciaga in 
various models. After various cooperation projects became the regular operation of luxury 
fashion brands, the first joint design cooperation between the two luxury brands really 
stimulated consumers in an unexpected form, It triggered great curiosity in the market. 
There is no doubt that both the Balenciaga pieces of Gucci and the Gucci pieces of Balenciaga 
will be ordered by VIP guests in advance before they go on sale in November. However, the 
most important thing is not selling, but the topic. In the era of social media, topic means traffic, 
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and traffic turns into revenue. Repeated process can not only stimulate sales, but also ensure 
the digital connection between consumers and brands.  

2. "Joint name" of Gucci and Balenciaga 

2.1. Introduction of Gucci and Balenciaga 
Gucci: Italian luxury brand, the second largest luxury brand in the world after LV in revenue, 
belongs to the French Kaiyun Group, mainly engaged in ready-made clothes, perfume, leather 
handbags, shoes and jewelry. Since the change of creative director Alessandro Michele in 2015, 
Gucci is famous for its extreme complexity, and its gorgeous, retro, bookish, genderless, rock 
music and dark fairy tale style is deeply loved by the young people of contemporary generation 
Z, In 2019, its revenue was close to 9.6 billion euros, of which the post-90s contributed 60%. 
This shows its influence in the hearts of the young generation. 
Balenciaga: a first-line luxury brand in France, which belongs to Kaiyun Group. Since the change 
of creative director Demna Gvasalia in 2015, it has become more known to young people with 
its subculture and street culture style. Its iconic large silhouette and punk rock street style 
attract more and more young people, especially those who like luxury brands. 

2.2. Generation of "Joint Names" 
According to the public financial report data of Kaiyun Group in 2020, the revenue of its core 
brand Gucci, which accounts for 60% of the revenue share, dropped by 23% to 7.44 billion 
euros in 2020, the first decline since the brand resumed growth in 2015, and the only brand 
whose performance declined in the fourth quarter, with a decline of 10%. In addition, the 
profitability of Gucci has also been declining, with the annual operating profit dropping 33.8% 
to 2.614 billion euros, which is mainly affected by the reduction of store operating hours, the 
increase of store rental costs and operating costs caused by the epidemic. 
As the second largest luxury goods group in the world, Kaiyun Group has always been relatively 
independent in the face of LVMH, the world's largest luxury goods giant, with less group 
interference and few parallel exchanges between brands. And in the current fierce competition 
environment, it has become normal to compete with the group brand. Since the change of 
creative director, Gucci and Balenciaga have been at the forefront of the industry for 
digitalization and rejuvenation, which has won the love of the younger generation. So unlike 
Louis Vuitton x Supreme, Gucci x The North Face and others, which help expand cross-border 
cooperation among customer groups, Balenciaga and Gucci do not have attribute differences 
because they compete for almost the same group of young people who are at the forefront of 
the trend. 
The reason why Gucci and Balenciaga gave up their dirty linen was, first of all, because of their 
great interest base. First, both belong to Kaiyun Group. The topic making of hacker projects has 
undoubtedly achieved great success. After various cooperation projects became the routine 
operation of luxury and fashion brands, consumers' nerves were numb, but Gucci and 
Balenciaga really stimulated consumers in an unexpected way and aroused great curiosity in 
the market. More importantly, both of them directed the audience's attention to the whole 
series of short films through individual topic items, which not only ensured the flow of short 
films in the era of online fashion shows, but also brought more possibilities for commercial 
realization of the whole fashion series. In addition to the collusion on the topic, Gucci and 
Balenciaga also have collusion on business. Imagine that the model carefully modeled by Demna 
Gvasalia's iconic daily aesthetics holds a Gucci handbag with double B logos, which looks like 
the favorite street photography style of the current Generation Z. Since young people who like 
Gucci also love Balenciaga, it may be easier to "pack and sell" to create synergies and accurately 
gather those young consumers who are most sensitive to trends. The latter, as an early adopter 
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of fashion, occupies the upper reaches of the current fashion communication chain. Whether 
they can be moved is crucial to the subsequent sinking and penetration. Rather than fighting 
separately, it is better to maintain a united front in front of business objectives. Kaiyun Group 
seems to realize the importance of unity in the increasingly fierce market competition. Gucci 
may become the "new normal" to seek inspiration from others, and the market may witness the 
cross communication of "brother brands" in an unprecedented way. 

3. Impact of "Joint Branding" Activities  

At the important milestone of the 100th anniversary of the founding of Gucci, Gucci seized the 
opportunity to catch up with and even surpass the growth pace of other leading luxury brands, 
such as Chanel. As long as we look at the general financial statements of Kaiyun Group in 2021, 
we can see that the revenue of the parent company of Gucci, Kaiyun Group, increased by 35% 
to 17.645 billion euros last year, a comparable increase of 13% compared with 2019. The level 
before the epidemic was fully restored, and the net profit also increased by 47.7% to 3.176 
billion euros, a significant increase of 37.6% compared with 2019. 
In addition, it can be seen from the financial statement of Kaiyun Group that Gucci's revenue, 
which accounts for more than half of the group's performance, rose by 30.8% to 9.73 billion 
euros, more than 9.6 billion in 2019, and its operating profit also rose by 42% to 3.715 billion 
euros. In the fourth quarter of 2021, Gucci's revenue growth recorded a strong growth of nearly 
35% to 3069 million euros, significantly faster than 4.5% in the third quarter, almost twice the 
average analyst expectation. The strong financial strength is not only benefited from the 
successful launch of bamboo handbags, but also from the "co branding" of Gucci and Balenciaga, 
a series of products commemorating the 100th anniversary of the brand, and the company's 
subsequent series of digital innovative marketing promotion, such as product exposure and 
publicity on social media such as cebook, Instagram, microblog, WeChat and TikTok, which has 
greatly improved the number of fans and brand. In the teleconference after the financial report, 
Fran ç ois Henri Pinault, CEO and Chairman of the Group, said that all brands, including Gucci, 
had further consolidated their leading position in the luxury sector in 2021 by virtue of their 
strong product strength and innovation ability, and all businesses had rebounded significantly, 
far exceeding the level in 2019. For Gucci's strong performance in the fourth quarter of last year, 
Fran ç ois Henri Pinault said that it was directly related to the sale of the joint series of Gucci 
and Balenciaga's "Hacker Project". Fran ç ois Henri Pinault predicted that Gucci's growth 
momentum would last until 2022 and the next few years. "We have a very long-term vision for 
Gucci, and the brand is moving forward on the track as planned." After rapid growth, Gucci's 
future strategy will focus on the goal of long-term sustainable growth to explore greater market 
potential. 
As of the release of the financial report, at the close of Thursday, the share price of Kaiyun Group 
rose 4.95% to 663.9 euros, the largest single day increase since this year, with a market value 
of about 82.3 billion euros. 

4. Philosophical Methodology Behind Marketing  

4.1. Evolution of Research Methods 
For listed companies, most people report and study from the financial statement level. Market 
value and sales figures have become the standard to measure a company's operation, which 
cannot be denied. However, the underlying reason behind the figures cannot be obtained 
through simple financial analysis. The success of Gucci and Balenciaga's "joint name" has a 
profound Marxist philosophy world outlook and methodology. 
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4.2. Methodology Philosophy of Gucci and Balenciaga 
From the perspective of dialectical materialism, it is not difficult to find that material 
determines consciousness, and the correct consciousness can play a positive role in promoting 
the development of things. The co branding of the two luxury goods first reflects innovative 
thinking, taking the correct open thinking and innovative thinking as the ideological guide for 
action, and finally achieving success in marketing. It is not difficult to see that the brand follows 
the guidance of this methodology. Secondly, the unity of objective regularity and subjective 
initiative requires enterprises to establish a sense of the overall situation and the overall 
consciousness, and correctly play the subjective initiative on the premise of respecting the 
objective regularity. In view of the rising costs, Fran ç ois Henri Pinault, the Group's Executive 
President, admitted that its brands will adjust prices according to inflation, import tariffs, 
foreign exchange changes between countries and other factors. In this context, The sharp 
increase in the average selling price was also one of the reasons for the sharp increase in Gucci's 
income in the fourth quarter. However, he stressed that regular price adjustment has always 
been a structural consideration for luxury brands, and is the key to maintaining exclusivity and 
enabling consumers to continuously generate desire. 
From the perspective of materialistic dialectics, the success of Gucci and Balenciaga's "co 
naming" not only reflects the universal principle of contact, but also reflects the change and 
development of things. In this regard, enterprises should not only be good at grasping the 
internal and external links between things, but also adhere to the vision of development. They 
should faithfully see things as a process of change and development, determine what stage and 
position things are in, and adhere to advancing with the times, cultivating the spirit of 
innovation, and promoting the growth of new things. 
In addition, the universality principle of contradiction is also confirmed by this successful 
marketing case. In the process of things' development, the identity and struggle of 
contradictions combine and work together, but under different conditions, their positions will 
be different. Under certain conditions, the struggle of the contradiction may be in the main 
aspect, while under other conditions, the identity of the contradiction may be in the main aspect. 
The role of the identity of contradiction in the development of things is shown in: First, identity 
is the premise of the existence and development of things. In both sides of the contradiction, 
the development of one side is conditional on the development of the other side, and 
development is the development in the unity of contradictions. Second, identity enables the two 
sides of the contradiction to learn from each other factors that are conducive to their own 
development in the interaction. Third, identity determines the possibility of transformation and 
the trend of development. The reason why things can be transformed is that the two sides of 
the internal contradiction of things have a mutually connected relationship. As early as 2016, 
Alessandro Michele, the creative director of GUCCI, and Demna Gvasalia, the creative director 
of Balenciaga, appeared on the cover of T magazine as new creative directors who had just 
taken charge of the brand. The common point of the two is that they were unknown before 
taking the helm. As two operators from obscurity to complete transformation of the two head 
brands, both of them are famous for creating an independent universe with distinctive 
temperament. One is the extremely complex world of extensive research, shuttling between 
nature and civilization, and the other is the post-modern utopia under the rule of science and 
technology. Their insistence on innovation and personal aesthetics has been proved through 
brand turnover. Gucci and Balenciaga can launch a co branded series. The special significance 
is that, on the surface, the aesthetic styles of the two brands are quite different, but in fact, both 
brands adhere to the bold and avant-garde style in digital marketing strategies. The creative 
director also focuses on building a unique narrative and worldview, creating a world with 
extremely strong style attributes. In terms of attitude towards the industry, Alessandro Michele, 
the brand creative director, and Demna Gvasalia also showed some similarities. After 
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overthrowing the fashion industry in 2016, both of them publicized the importance of 
individuality and expressed their dislike for the transience of fashion. As a result, this 
cooperation has aroused strong curiosity and high expectations in the market. Nowadays, it is 
difficult for any luxury behavior to exclude the factors considered by business. However, the 
openness and inclusiveness of the core creative brain is still the starting point that is impossible 
to become possible. 
From the perspective of epistemology, practice is the basis of knowledge, the source of 
knowledge, the motive force for the development of knowledge, the purpose of knowledge and 
the only criterion for testing the truth of knowledge. It applies dialectics to epistemology and 
emphasizes that human cognition is a constantly deepening and dynamic process of dialectical 
development. Through the successful marketing of this joint brand, Kaiyun Group has realized 
the potential and new possibilities for luxury joint brand to make profits. Cognition comes from 
practice, and then turns to guide practice and serve practice, which is reflected in the reaction 
of cognition to practice. It is required to attach importance to the reaction of cognition, give play 
to the guiding role of scientific theory to practice, and constantly enrich, develop and improve 
the truth in practice. In addition, cognition is repetitive, infinite and ascending. The pursuit of 
truth is a process that requires keeping pace with the times, pioneering and innovating, 
recognizing and discovering truth in practice, and testing and developing truth in practice. The 
cooperation between Gucci and Balenciaga has at least proved that in the luxury industry with 
"internal volume" of marketing, the possibilities have not been exhausted, and there is still 
room for innovative measures to break the homogenization. To do the most impossible thing, 
the effect of this reverse marketing is immediate. As far as the overall strategic layout of Kaiyun 
Group is concerned, Gucci, the former growth engine, and Balenciaga, a rising star, launched a 
series of cooperation. By integrating the marketing resources of the two brands and consumer 
groups, it can also be regarded as a strategy of sharing resources within the group and exerting 
synergies. 

5. Conclusion and Prospect 

Although Gucci's innovative product marketing strategy for this centennial has achieved great 
success, under the uncertainty of the economic trend in the post epidemic era, the future follow-
up development of the brand is also worthy of in-depth consideration by policymakers. 
First of all, in terms of product strategy, Gucci currently has 55% of its products as handbag 
accessories, nearly 30% of its products as ready to wear, and finally, footwear products, 
accounting for 16%. The product composition of Dior, Saint Laurent and other brands is 70% 
as handbag accessories, and the remaining 30% as ready to wear and footwear, both of which 
are in balance. However, from the perspective of revenue, the ready to wear department only 
accounted for 18% of Gucci's overall revenue, representing that the sales volume of this 
business did not meet the brand expectations. The revenue share of Saint Laurent handbags, 
ready-made clothes and shoes belonging to Kaiyun Group is basically consistent with the 
product composition. Retviews analysts believe that this is related to Gucci's product strategy. 
Readymade clothes are considered to be the most suitable category for luxury brands to test 
consumers' preferences and popular trends, and the manufacturing cost and time are far less 
than handbags and shoes. If a garment has a positive sales performance, Gucci can replenish in 
time, and if no one cares about the brand, it can not replenish the order after the first batch of 
goods is sold. In other words, compared with selling goods, ready to wear is more meaningful 
for Gucci to communicate with young consumers and judge the trend. Over the past five years, 
Alessandro Michele has reproduced the Italian Renaissance spirit in the brand DNA through a 
series of coherent themes, quickly gaining the attention of young consumers. The old Gucci 
created by Tom Ford and continued by Frida Giannini has been completely erased. Later, 
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Renaissance romanticism, de sexism and retro style replaced "sexy" as the new synonym of 
Gucci. From 2015 to 2019, Gucci produced many popular items, such as Dionysus bag, velvet 
shirt, jockey shoes, daddy shoes, 1955 handbag, etc. According to the statistics of Retviews, 51% 
of Gucci's income now comes from seasonal products, and only 49% comes from classic 
products. Dior, Prada, Loewe and Saint Laurent are still the main income sources of classic 
products. In other words, compared with selling goods, ready to wear is more meaningful for 
Gucci to communicate with young consumers and judge the trend. However, products driven 
by trends can bring new consumers to Gucci and help the brand maintain the popularity of the 
topic. However, blindly pursuing trends is also losing Gucci's reputation as a luxury brand to 
some extent, thus ignoring the traditional consumers with the most purchasing power. 
Secondly, Gucci's performance in recent years has demonstrated that there are two hidden 
dangers in the sales strategy: one is that it is difficult to continuously export sales; the other is 
that there is a lack of output of refining and inheritance relationship, and it will only constantly 
create new sales instead of settling brand tonality. It is impossible to attract and please 
consumers with aesthetic fatigue and numb shopping desire only by short-term "co branding" 
marketing, and the veil of the superficiality of gold and jade will eventually be seen through. 
Fashion critic Eugene Rabkin once commented that Gucci belongs to children and its popularity 
is the prevalence of childishness. Today's fashion audience is not interested in anything beyond 
the surface of the replica. Gucci perfectly captures the spirit of the times - it is the shallow 
fashion of the shallow era. Although this comment was caustic, it pointed out the problem of 
the brand sharply. Gucci creative director can be said to be the real post-modernism fashion. 
He provided a kind of wonder, and his show was like a dreamland elevated above reality. All 
kinds of aesthetic fragments - retro, mysterious, romantic, ironic and so on - have been melted 
into one furnace. The symbols that have been emptied of meaning are almost overflowing. As 
long as they are symbolic of personality, they can be used by others. The models coming are like 
conceptual aggregates under layers of decoration. If today's market is a battle for consumer 
attraction, then when such an image appears on the same complex show, it is like a grand 
entertainment performance, which successfully grabs the attention of the audience. But under 
this polymer, it is impossible for you to know who is the core audience outside the TV station. 
Careful observation shows that although Alessandro Michele's "Everything is Decorative" 
approach has successfully attracted the attention of young people, it has also isolated the real 
core group. The innovation without foundation is not enough to make the core consumer group 
of luxury goods pay the bill, and the empty display of culture and philosophy cannot retain the 
fickle young generation. 
In addition, it is undeniable that, although today, designer brands and luxury brands must face 
the expanding mainstream consumers, brands must accurately anchor the first tier of 
customers, that is, the core consumer groups. Then we will promote the trend and taste led by 
this group to a broader market. The way to anchor the core consumer groups, in short, is either 
to seek cultural and spiritual resonance, or to seek links to lifestyle. Everything is decorative, 
which successfully attracts attention, but also insulates the real core crowd. The new Gucci is 
too sweet and lively, and is mystified. Although Gucci constantly quotes various cultures and 
philosophies, it has not really connected with the design process and results. The interpretation 
is more than the essence, and the complete core appears too empty. The new Gucci is a post-
modern brand in the real sense. It reflects the loss of identity and meaning, which is a visual 
stimulus of mediocre aesthetics. Its largest consumer group has really become the most 
dynamic group in the post-modern society - fashion victims and nouveau riche who pursue the 
trend without thinking. This is the most fanatical and easily instigated consumer group, as well 
as the most ruthless and least loyal consumer group. The designer pursues the expression of 
style too much and neglects the interpretation of style. The former is the output of self attitude, 
while the latter needs to maintain the consistency of group values. Ugliness and poor dress are 
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both the original sins of art, and what unites the two is Gucci's embarrassment today without 
knowing it. In contrast to lv's exaggerated vulgarity, Gucci's affectation seems to be forgivable 
but cannot be paid. The unrestrained design concept and the misappropriation of cultural 
philosophy without argumentation background will initially attract the attention of young 
people, but after aesthetic fatigue, they will feel that all the designs are the same. However, 
despite the decline, the popular models in the clothing field are still popular, with many 
advantages and rich details, but the changes needed are also facing challenges. This also 
explains why in just five years, in terms of the brand rebuilding cycle, Gucci should be getting 
rid of the early shock, getting better and ushering in stable development, and its sales will suffer 
such decline and growth slowdown in the epidemic period and post epidemic era. 
Although fragmentation and turbulence of post-modernism is a real feature of the times, it is 
painful. If fashion designers who are destined to create consumer goods have any positive 
consolation for the human mind, it may be that they use the complete concept of design to fight 
against fragmentation and the exploration of meaning as true as possible to fight against 
nothingness. Only this kind of design has the vitality of going through the years and still being 
able to talk with the audience. In the face of the rapidly changing global luxury pattern and the 
new preference of consumers for "buy less buy better", the era that luxury brands can win in 
the long run of youth has passed. If you want to obtain sustainable competitiveness, it is far 
from enough to just create an innovative form of co branding. Only by relying on the innovative 
core, expanding the inclusion of iconic brand elements, and refining the outline and image, can 
you become a classic and go further. 
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