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Marchesa Holdings, LLC 
 
About Marchesa  
 
British fashion designer Georgina Chapman and textile designer Keren Craig created Marchesa in 2004. 
Marchesa is a fashion label that specializes in high-end womenswear. It also offers eveningwear, bridal 
wear, loungewear, handbags, shoes, jewelry, cosmetics, and fragrances. The brand’s designs are often 
described as delicate and hyper-feminine: feathers, sequins, tulle, pearls and hand-sewn embroidery 
patterns are common elements of Marchesa’s gowns. The company was named after the Italian heiress 
Marchesa Luisa Casati, an eccentric woman who thought of herself as “a living work of art.”  
 
Marchesa is based in New York and has a strong global presence, particularly in the U.K. Its products are 
sold in 36 countries and offered through 10 online retailers. Marchesa is a privately held company. Even 
though it has never revealed its sales or profit numbers, some sources estimate the company generates 
$10.76 million in revenue. Eduard Chapman, Georgina Chapman’s brother, is the company’s CEO. 
 
Marchesa has two main divisions that target different demographics. The Premium Brand Division 
includes two lines: Marchesa (premium dress collections and accessories) and Marchesa Bridal (wedding 
dress collections). Both lines range in price from $3,000 to $15,000 and target a luxury consumer. The 
Diffusion Brand Division targets price-oriented consumers. It comprises two lines: Marchesa Notte 
(ready-to-wear eveningwear collection) and Marchesa Voyage (daywear clothes). These lines offer 
products that range in price from $400 to $2,000. Besides its physical retail stores, Marchesa distributes 
its products in high-end stores and online platforms such as Moda Operandi, Neiman Marcus, Sacks Fifth 
Avenue and Lord & Taylor.  
 
Marchesa targets young female professionals with an interest in luxury fashion items. It also targets brides 
who are looking for high-end designs.  
 
The company was involved in a scandal after Harvey Weinstein, Georgina Chapman’s husband, was 
accused of sexual harassment. Even though the company is gradually recovering from this crisis in the 
mainstream media, my research shows that Marchesa’s social media activity is low in comparison to other 
brands like Dior and Chanel. The brand’s Facebook, Twitter and Instagram accounts have very little 
engagement and the company does not promote its more affordable lines such as Marchesa Notte and 
Marchesa Voyage.  
 
Creating a PR campaign through social media to engage a price-oriented audience will likely raise the 
brand’s awareness, which will help the company restore its reputation among its current and potential 
clients.  
 
PR Objective 
 
Motivational Objective: To increase Marchesa’s social media engagement by 15% among a female target 
audience between ages 22-37 in the first quarter of 2019.  
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Research Premises 
 
As mentioned before, Marchesa targets young female professionals with an interest in luxury fashion 
items. It also targets brides who are looking for a designer dress. These women can be classified into an 
age group of 22 to 37 years old.    
 
According to a study by Bain & Co., by 2025 millennials and gen Z will account for 45% of the global 
personal luxury goods market. Even though this is a great opportunity for luxury brands, “the challenges 
are also considerable because millennials think and shop differently from previous generations” (Solomon, 
2017). This requires a conscious study on what millennials are looking or expecting from a luxury fashion 
brand.  
 
Statistics show that 46.1% of millennials said the name of the brand had the greatest impact on their 
purchase decision of a luxury item (“Leading luxury goods,” 2017). This means that raising awareness 
and engagement is essential for a high-end brand such as Marchesa.  
 
Statistics also show that social media is the main source millennials use to hear about the latest high-
fashion or luxury item trends (“Sources used by Millennials,” 2017). This indicates that social media is 
the ideal communication channel to increase Marchesa’s awareness and engagement. 
 
The main purpose of my research is to determine how female millennials (ages 22-37) interact with their 
favorite fashion brands on social media. The survey will also help determine if Harvey Weinstein’s sexual 
scandal has a significant impact on the way Marchesa is perceived on social media. 
 
My survey will test the following premises: 
 

• Female millennials who own luxury fashion items buy the products with their own resources. 
 

• Female millennials use social media platforms as a form of research, but not as a platform to 
make purchases from luxury fashion brands.  

 
• Female millennials are more likely to follow luxury fashion brands that promote items at an 

affordable price ($300-$1000). 
 

• Female millennials are more likely to use Instagram as their main communication channel with 
their favorite fashion brands.  

 
• Female millennials are more likely to follow fashion brands that use contests, sales and discounts 

through their social media accounts. 
 

• Female millennials are more likely to unfollow fashion brands that have little interaction with 
their followers and don’t post content on a regular basis.  

 
• There is little awareness of Marchesa in comparison to its main competitors. 
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• Harvey Weinstein’s scandal will have very little impact on female millennials’ interest in 
Marchesa. 

 
Target Audience  
 
This research will target two groups: luxury fashion consumers and potential consumers. 
 
1. The Luxury Fashion Brand Consumer: These are female millennials (ages 21-35) that have an interest 
in luxury fashion brands and already own a luxury fashion item. These women are active on social media, 
speak English (the language Marchesa uses to communicate) and have a disposable income of at least 
$200/month.  
 
2. The Potential Fashion Brand Consumer: These are female millennials (ages 21-35) that don’t 
necessarily have an interest in luxury fashion brands but who might buy a luxury item if offered a good 
deal. These women are more price-oriented. They are active on social media, speak English (the language 
Marchesa uses to communicate) and have a disposable income of at least $100/month.  
 
Pre-qualifying Questions 
 
Pre-qualifying questions for this survey will ask for gender, age, geographic location and use of social 
media platforms. It will also ask if the respondent is a luxury fashion consumer.  
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Survey Questions 
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Approach 
 
My approach to get this survey in front of my target audience was to post it on social media channels. 
First, I posted it on my personal Facebook account because most of my friends are about my age (27 years 
old) which helped me meet the age requirement. I also posted the survey on three private Facebook groups: 
 

• The first one is my high school’s alumni, which was useful because it is an all-female private 
school. This helped me meet my age, gender and disposable income requirements. However, I 
knew most of these responses were going to be provided by Colombian citizens, since that’s where 
my high school is.  

• The second one is a lifestyle group created by the influencer Dani Austin. The group is called 
“The Sassy Club” and it only accepts young women with an interest in weddings, fashion and 
beauty. This helped me meet my age, gender and disposable income requirements. This also 
helped me broaden my target audience’s geographic location and have responses from women in 
the U.S. and other English-speaking countries.  

• The third one is a USC MSPR 2018-2019 group. This group includes women who are about my 
age and who might be luxury fashion consumers. This helped me meet my age and disposable 
income requirements. It also helped me broaden my target audience’s geographic location.  

The survey was also posted on my Twitter account with the use of the hashtags #luxurybrand 
#marchesafashion and fashion.  
 
To get people to take the time to answer my survey, I wrote a short text in English and Spanish. Sometimes, 
if you are honest about what you are doing and ask for help, people will do it. I also made sure people 
knew what the survey was about and how much time it was going to take. Here is what I wrote: 

 
¡Hola a todos/as! Estoy trabajando en un projecto de investigación sobre Luxury Fashion 
Brands. Yo sé que las encuestas son largas, pero por favor ayúdenme a responder este 
cuestionario (es en inglés, no se demoran más de 10 minutos). ¡Se los agradecería muchísimo! 
Hi everyone! I am currently working on a research project about Luxury Fashion Brands. I know 
surveys can be long, but I would really appreciate it if you could help me out with this 
questionnaire (it's in English, and it won't take longer than 10 minutes). Thank you! 

 
Results 
 
About the Sample: 
 
In total, the survey had 129 responses. Out of 129, 122 were female and 941 of them were between 21 and 
35 years old. This means that the age and gender requirements were successfully met. Moreover, 51 of 
these women were living in the U.S., 28 in Colombia, and the other 15 were from other countries such as 
Spain, U.K., Germany, Canada, Australia, Argentina, France and Chile. All of them spoke English and 
were active on at least one social media platform.  

                                                
1 This group includes both target audiences mentioned before, the Luxury Fashion Brand Consumer and the Potential Fashion 
Brand Consumer. 
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Out of these 94 women, 532 owned a luxury fashion item costing more than $300, 28 owned a luxury 
fashion item costing less than $300, and 13 of them did not own a luxury fashion item. 
 
About the results: 
 

• Type of owned luxury fashion items: The Luxury Fashion Brand Consumers prefer to spend 
money on luxury fashion accessories such as bags (89%), watches (51%), shoes (51%), jewelry 
(49%), wallets (47%) and sunglasses (40%). Formal dresses, clothes and perfumes were less 
preferred (38%, 30% and 28% respectively).    
 

• Origin of the owned luxury fashion items: The majority of the Luxury Fashion Brand Consumers 
(87%) claim they bought the luxury fashion items they own with their own resources. Next is 
their families or close relatives (66%) and significant others (45%). The Luxury Fashion Brand 
Consumers prefer to purchase these products at physical stores (83%).  
 

• Price: 49% of the Luxury Fashion Brand Consumers said they were willing to pay between $300 
and $1000 for a luxury item.  

 

However, when combined with the Potential Fashion Brand Consumers, the sample was more 
price-oriented: 41% of them said they were only willing to spend less than $300 on a luxury 
fashion item. 

 
 
 

 
 
 
 
 
 
 

                                                
2 This group only includes the first group mentioned above, the Luxury Fashion Brand Consumer.  
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• Preferred social media platform: Luxury Fashion Brand Consumers and Potential Fashion Brand 
Consumers use Instagram as their main social media platform to follow fashion brands (85%).  
 

• Luxury fashion brand market and social media interaction: 100% of the Luxury Fashion Brand 
Consumers and Potential Fashion Brand Consumers knew at least one of the luxury fashion brands 
listed. However, the majority of them (48%) admitted they do not follow any of these brands on 
social media.  

Marchesa showed little awareness when compared to other brands such as Chanel, Louis Vuitton, 
Gucci and Michael Kors. 
 

 
• Social media engagement: The Luxury Fashion Brand Consumers and Potential Fashion Brand 

Consumers chose “High quality content and visually attractive profile” (54%) as the main 
reason why they would follow a fashion brand on social media. “Contests, sales and deals” was 
the second preferred reason (27%), followed by “Detailed information about their products” 
(24%). “Commitment to social causes” and “Collaboration with famous singers and actresses” 
were the two least preferred reasons.   
 

• Social media disengagement: The Luxury Fashion Brand Consumers and Potential Fashion Brand 
Consumers chose “Posts or ads are offensive” (40%) as the main reason why they would unfollow 
a brand on social media. “Bad online purchase experience” (18%) was the second reason, and 
“Content is not posted regularly” (21%) the third one.  
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• Use and interaction with fashion brands on social media: The majority of the Luxury Fashion 

Brand Consumers and Potential Fashion Brand Consumers (26%) say they are very likely to follow 
a fashion brand on social media to get ideas on how to style their outfits. Around 40% of them 
are likely or very likely to follow a fashion brand after making a purchase from them. Around 62% 
of them say they are unlikely to post photos or tag products they have bought from fashion brands. 
 

• Attraction towards Marchesa’s Instagram page: The majority of the Luxury Fashion Brand 
Consumers and Potential Fashion Brand Consumers (29%) said they were unlikely to follow 
Marchesa on social media; 25% of them were neutral. Based on the respondent’s comments, it 
could be said that the main reasons why they don’t feel attracted to the content of this page is 
because Marchesa is not posting items people can wear regularly. For example, one respondent 
said: “I don’t usually follow a specific brand’s account but follow accounts that post fashion 
inspiration from various brands. Based on the profile, it looks like Marchesa’s designs are not 
something people can wear regularly, that’s why I wouldn’t follow it. I feel like this brand’s target 
audience is a very niche group.” Someone else said: “It’s not every day wear that inspires me in 
my normal day to day life.” Other respondents seemed to think the brand was mainly targeting 
brides.  
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• Impact of Harvey Weinstein’s scandal on the perception of Marchesa: Harvey Weinstein’s scandal 
had little effect on the way Luxury Fashion Brand Consumers and Potential Fashion Brand 
Consumers perceive Marchesa. Respondents were more inclined to evaluate the brand based on 
its products and quality. For example, one of them said: “Well for me really depends on the quality 
of a product and more if it’s a luxurious product.” Someone else said: “The marriage would not 
keep me from purchasing. I there was something I loved and needed plus could afford I would still 
shop there. She shouldn’t be blamed for something she herself did not do.” 

 
 
Conclusions 
 
Based on the survey’s results, it can be concluded that: 
 

• Marchesa should focus all its efforts on enhancing its Instagram profile, since this is the main 
source female millennials use to follow their favorite fashion brands (85%). This confirms my 
theory that female millennials are more likely to use Instagram as their main communication 
channel with their favorite fashion brands.  
 

• Marchesa should target female millennials since they are the ones who are buying luxury fashion 
items with their own resources (87%). This confirms my theory that female millennials who own 
luxury fashion items buy the products with their own resources. However, Marchesa could also 
go beyond this point and promote its products on family holidays considering that some of these 
items have been bought by close relatives (66%) and significant others (45%).  

 
• Female millennials use social media to look for ideas on how to style their outfits. If a brand seems 

too “distant” they are going to be disengaged. Marchesa must create content focused on day-to-
day styling and offer casualwear ideas by promoting its lines Marchesa Notte and Marchesa 
Voyage.  
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• Most luxury fashion consumers said they were willing to spend between $300 and $1000 in a 
luxury fashion item (49%). This confirms my theory that female millennials are more likely to 
follow luxury fashion brands that promote items at an affordable price ($300-$1000). Marchesa 
should consider focusing more on its more affordable lines, Marchesa Notte and Marchesa 
Voyage. 
 

• Marchesa should promote less night gowns and bridal dresses and focus on promoting accessories 
such as handbags, shoes and jewelry. Female millennials are more inclined to buy accessories from 
luxury fashion brands than clothes and dresses. I would also suggest they create an Instagram page 
dedicated to bridal wear, since most brides seemed more interest in the brand than other 
respondents.  

 
• Marchesa should not focus its efforts on strengthening its e-commerce strategies given that most 

respondents go to physical stores to buy luxury fashion items (83%). Instead, driving these clients 
to physical stores through social media is key to guarantee an increase in sales. This confirmed my 
theory that female millennials use social media platforms as a form of research, but not as a 
platform to make purchases from luxury fashion brands. 

 
• Respondents seemed to be more inclined to follow a luxury fashion brand on social media based 

on the aesthetics of it profile and its proximity to the consumers’ reality. This means that my 
theory female millennials are more likely to follow fashion brands that use contests, sales and 
discounts through their social media accounts was not entirely proven. Marchesa should focus 
more on enhancing its Instagram profile by providing a more complete spectrum of what the 
brand really is (not just night gowns and bridal dresses).  

 
• The survey confirmed that my theory there is little awareness of Marchesa in comparison to its 

main competitors was accurate. Marchesa should do research on what marketing strategies brands 
like Michael Kors, Chanel, Louis Vuitton and Gucci are implementing to keep their audience 
engaged on social media.  

 
• Lastly, the results show that my theory Harvey Weinstein’s scandal will have very little impact on 

female millennials’ interest in Marchesa was correct. Instead of addressing this issue on social 
media, Marchesa should focus on its products and let time heal the reputational crisis they were 
in. 

 
Follow-up Research and Final Observations 
 

• Conduct another survey or focus group to determine the reasons why some people are more 
inclined to following brands like Michael Kors, Chanel, Louis Vuitton and Gucci and not brands 
like Marchesa and Oscar de la Renta.  

• My survey did not ask for disposable income as part of its sampling strategies, which means its 
results might not be targeting the right audience. If I had the opportunity to include this question, 
I would.  
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• By the time the survey was over, I noticed my respondents were tired and did not provide long, 
thoughtful answers to the open-ended questions. I noticed I had less answers at the end of the 
survey, which means that some of my respondents left the survey before finishing it (probably 
because it was too long). So, I would change the length of this survey if I could do it again.  

• The majority of the respondents were from the U.S. and Colombia. I would try to publish this 
survey in other groups on social media so I could have a more diverse sample.  
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