


TJhe brandy colloction fool is what makes your experience more than simply transactional,
9t's what makes you fool like you're important. fesearch shows that emotional exporiences cheate stronger,
longen & lasting memonies in the brain. So, eveny time a conaumen recalls an emotional moment tied fo a brand,
they're not juat remembering a tranaaction. they're reconnecting with the feclings that brand gave them.




VERSACE

Known for its bold designs, vibrant colors,

and opulent style, Versace quickly became
a symbol of extravagance and glamour.
Gianni Versace’s designs were influenc
by his background in art and his fascination
with Greek and Roman mythology, which
often featured prominently in his collections
And Designs.

A
=




(=}
(=]
i
I~
(=]
—
Q
Z
g
Q
+—
—







Eory

{

INON A4

No : 107101




107103

HFENDIH

Founded in Rome in 1925 by fashion
designers Edoardo Fendi and Adele
Casagrande, Fendi is known for its fur,
fur accessories, and leather goods.
In 2001 Fendi became part of the
#Fashion & Leather Goods” division
of the French group LVMH.
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Chanel is well known for The perfume

and »Chanel Suit”. s
Chanel is credited for revolutionizing : i CHANEL
haute couture and ready-to-wear by :

replacing structured, silhouettes with

more functional that women still found

flattering. W T
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LOUIS VUITTON

The label’s LV monogram appears on most

of its products, ranging from luxury bags &
leather goods to ready-to-wear, shoes,
perfumes, watches, jewellery, accessories,
sunglasses and books.

Louis Vuitton is one of the world’s leading
international fashion houses.
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LUCIO FONTANA ON THE THRESHOLD

at 100
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denim lines in the 1980s, specializes

in mass-market ready-to-wear clothing
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CobinKion

for all genders and age groups as well
as leather products, lifestyle accessories
and shoes, home furnishings, perfume,
eyewear, jewelry & watches.
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Brand Vibe is the embodiment of a
brand’s personality & ethos in every
interaction with audiences, be it
employees, customers, or partners.
It’s not just about what a brand looks
like; it’s about how it feels & engages.
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Brand Vibe is the embodiment of a
brand’s personality & ethos in every
int_cra‘ction with audiences, be it
employees, cusfomers, or partners.
It’s not just abgut what a brand looks
like; it’s ahf)ul how it feels & engages. w/ﬁb
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Brand Vibe is the embodiment of a
brand’s personality & ethos in every
interaction with audiences, be it
employees, customers, or partners.
It’s not just about what a brand looks
like; it’s about how it feels & engages.







In short, texture in interior design captures the way an
object feels and looks. These sensory details shape how
we perceive and experience a space. The interplay of
contrast, color, lighting, and architecture work in
harmony with texture and materials, bringing authenticity
to simple, modern spaces.
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Leaf wallpapers are incredibly very
versatile. They offer a way to bring
the calming essence of nature indoors
while also making a design statement.
Whether you prefer subtle tones or
vibrant patterns, there s a leaf design

that can perfectly match your decor.
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Microcement Designs Feeling

Microcement, also known as micro screed or polished cement, is a polymer-modified cement - based
coating that can be applied to any solid surface, both interior and exterior - including furniture,
walls and floors. Microcement can be used for a variety of applications including walls, floors,
bathrooms, kitchens, stairs, showers, furniture, swimming pools and exterior surfaces. It can also be
applied to curved or uneven surfaces, making it a great choice for raised walls or accent every areas.
Using Microcement designs in wallpaper on the walls reduces installation costs.
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Wave &Cal’l’llVa : error Mood

A distorting mirror or carnival mirror is a popular attraction at carnivals and fairs: Instead of a normal
plane mirror that reflects a perfect mirror image, distorting mirrors are curved mirrors, often using

convex and concave sections to achieve the distorted effect.wavy mirrors can work wonders in smaller
spaces. The undulating design can create the illusion of more space, enhanc'iﬁg the room'’s depth and

making it feel larger and more open. They are versatile enough to complement various design aesthetlcs,
from minimalist and modem to bohemian and eclectic. :
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“Animal Prlnt Patter’ns Feehng

Animal print is a clothing and fashion styl&m which the garmcnt 1s  made to resemble the pattern of
he skin and fur, feathers or scales of animals such as a jaguar, leopard, snow leopard, cheetah, zebra,
giraffe, tiger or cow. Animal print is also used for room decoration, handbags and footwear and even
© some Jjewelry. Animal print is often associated with ql;lalities such as strength, independence, & sensuality.
The patferns evoke primal instincts and carry%ymbol.ic meanings across different cultures.
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The brandy collection art patterns feel is what makes
your experience more than simply transactional.

It's what makes you feel like you're Lux & important.
Research shows emotional experiences create stronger,
longer & lasting memories in the brain.

So, every time a consumer recalls an emotional moment
tied to a Famous brand, they're not just remembering a
transaction, they're reconnecting with the feelings that

brand gave them.
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