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sakura in Waban city after the pandemic, and through
this store, we would like to express the empathy
between hioman and nature. We revere natire, we
always defeat disasters, but psycehologicaly only.
Nature is a great, mysterious, and thrilling existence.
Ot June Z2nd we will publish a new video that
expresses our latest collection, the theme of the video
is: “Wear Aftelier Intitmo and perform vour inner
drama”, Using the techrigues of drama within drama
and the dream within the dream, it reveals the
recogiition of self-value of women in an urban city.
There i5 a line in the video, “No matter yvou like it or
not, vour beanty is a mirade rewarded by Time”, The

whole shooting took place in the flagship store We
also have an ant project called “15+ 17, We scanned the
bodies of our frst emploves and 15 VIFP customers
and made them into 30 models, They were displayved
on the wall in the flagship store. The “nen-standand”
bodies are very beautiful; and it represents the muatual
definition relationship between Atelier Intimao and our
CLSTOMEe S,

Can you tell us more about why you are
continuing to open stores nnder the current
circumstances?

It is because of the pandemic, we realized the
importance of regular comrmunication and social
contact. If the produet eapability of a brand is strong
enough, the customers want to feel the warmth of
service and comumumnication in the offline stores, no
meatter what.

This now brings you to how many stores in total?
Are they still half-owned by the brand and half-
franchised to a local partner?

Until July 20220, we will have 13 stores in total. 246 of
them are owned by the brand and the other 1/3 are
franchised toa local partner.
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How do yon choose the cities where yon want to
open new stores?

Currently, we are mainly developing in east China. We
will opsen stores in Wihan at the end of the yvear and
Beijing Is in the plan too. We have already opened
stores in Shanghai, Hangzhou, Ninghbo, Changzhou,
Shenzhen, Chongging, and Kunming city. We choose
the cities that have good economic performance and
make decisions based on the retailer’s operatioral
ahility, surely we also have our cam pace. The city,
business district, retailer, and location are all
irnportant for a store.

In such a fragmented Chinese market, how do you
find snitable partners for your stores?

What's interesting is that we don't find partners; they
come tous. All of our partners stated from the
appreciation of our products and aesthetics, then
approached us for cooperation. For example, our
partner in sherzhen city, started as our customer in
Shanghai, after shopping in the store and learning
maore about the brand philosophy, she became our
partner naturally. And new the Shenzhen store is frst
in the coline ranking. Cur partner must be someone
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cannot see the future fr the cooperation, we are not
traditional underwear brand after all.

As a smart and sensitive person; how do yvon feel
womens expectations and needs have changed
due to the pandemic we are experiencing? Are
their habits changing?

Mare ard maore wormer start to participate in the
sodal division of labor. The wormen we serve are
elegant, professional, and upright. What they are
using or wearng represents their aesthetic,

After the pandemic, the consumers will pay more
attention to vahie consumption. The brand which has
the biggest opporiunity to develop in the Dubure must
be the one that has the strongest product capability.
Wormen's habits have changed a lot. We feel that the
quantity they buy at one time is much more than
before. And the vounger customers expect your
product to break their orginal cognition.

Has yvour online retail grown faster during this
pandemic crisis?

Char online retail has been growing rapidly during the
crisis. Before our customers could get to know their
Agian size only by getting measurements in our

stores. Since we had been considering, for a long time,

to do underwear education, we launched the ™ Asian
size bra”, which has extreme value for money, to let
the younger wormen get accurate measurerments and
purchase online, and to espedence thin underwired
bra in high quality. This product is becoming social
topics and has bronght us high Qow online.

that understands the brand and aesthetic, otherwise,
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Are you considering selling your lines to
wholesalers?

Up to now, we have not sold any line to wholesalers.
We manage all of our local parfners in the same price
svstem. Mayvbe in the Muture, we will have distributors
in other countries in Asia, but the premise is the same
price level and agree on the bmnd concept.

Please tell ns more about your latest collection.
We know that youn like to conceptnalize your
designs, and it is always very interesting to learn
more about the ideas that lead to the products.
The new collection is ramed “Renewal” to reference
this special period we have experienced. We use
meany prints and colors such as avocado green and
brown sugar, to present a special dharm. The prints
we use in the collection for vocation represents
people’s passion for life and the hope to walk out the
shadow of sorrow. In the men'’s collection *Mountains
and Sea”™, we no longer use the traditional black,
white, or gray. we chose the dusty green of the
mountain rock, the gray-purple of the lichen. We
hope the gentemen could feel the strength of the
Chinese colors,

Last, could you tell us about your favorite piece,
the one that von love to wear for yourself?

My favorite piece is the slip dress in the “Overspread”™
collection. It has the combination of leavers lace and
silk, and a-shit up the side which s our spedal stvle.
Lalso love the slip dress inthe honeysuckle prant. It
meakes me feel soft bt strong. Fine printing must
have the power to awake our passion for life,
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