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AHistory'of MARC JACOBS

Marc Jacobs was born on April 9,
1963 in New York City to a Jewish
family. Although he was raised in

- New Jersey, Marc Jacobs would
make it back to New York to attend
the New York High School of Art and
Design. After graduating from there,
he moved onto The New SchoeOl

in New York City, studyingdf the
university's art and design division,
Parsons New Schoolffor Design. It's
there that he desSigned and sold

ad-knit sweaiers. Marc Jacobs

awards, including the Perry
hester Weinberg Gold
dent of the Year

ANG
Athens, N

In 2001, Marc Jacor
Jacobs collection. The Mé
alternative to the original collee
Marc Jacobs’ quirky personality witt
Marc Jacobs also infroduced a full line o
In addition, Marc Jacobs produces a variety of @
eyewear. Most recently, in 2008, Marc Jacobs launchec
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e of the Mountain

The Marc Jacobs Spring/Summer 2014 eyewear campaign is set on a not so glamorous farm.

The label’s ad features a model, clad in Marc Jacobs collection, including the S/S14 range of sunglasses by
the brand.

What sefts this ad apart from other generic sunglasses commercials is the quirky mountainous outdoors
location, as Luxury Daily reports.

In the video, the model not only looks stylish in Marc Jacobs items, but is also seen doing various chores on
the farm set. From milking a cow to fetching water from the river, the model’s gritty work out in nature is
meant to prove the versatility of wearing Marc Jacobs’ luxurious sunglasses.

“I think that Marc Jacobs wanted to literally show that these glasses can make you look and feel good

no matter who you are or what your style is,” said Brittany Mills, director of digital marketing services at
Mobiquity.

“I think this video shows the brand personality and shows that the collection can make anyone look
fabulous while wearing the sunglasses, no matter where you are or what you are doing.”

The Marc Jacobs social media team unveiled the ad by posting the video clip on the designer’s Facebook
and Twitter pages, inviting fashionable fans to view “the sunny side of the mountain.”

With banjo music playing in the background, along with the tfrees and a farmhouse decorating the set, the
Spring/Summer 2014 eyewear ad really takes viewers into the world of countryside, in contrast with many
urban Marc Jacobs ads from the past.

By the end of the video, the model can be seen setting her sunglasses on top of a magazine featuring
Marc Jacobs’' previous eyewear ad, starring Miley Cyrus, which brings the video's brand message full circle.
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Marc by Marc Jacobs w
make incredible fashion
available to people on

As originally conceived
its launch, the line was
point, its label wasn't |
white on a black bac
with “Marc” in white a
the designer calls it. T
the same name in twa

Certainly, the original “
created monstrous exc
first opened on Bleecke
celebrities. “There were
military-inspired jackets
felt,” Jacobs said. “The a

Along the way, MMJ becé
“We've gone through ma
away from that, and | thin
MMJ back to associate wit
said. “What matters most to
way through. It's the insecuri
confident, so good.

il

acobs. “l want to
that incredible fashion

brocess. At the time of
collection. To that
is “Marc Jacobs” in
e black background
arc-no-Jacobs,”
nes were stumped by
asn’'t possible; it was

became known,
Marc by Marc store
closet assistants to
hirts. There were the
veteen or whatever |

oing in collection.”

o the main collection.
and how it had gotten
os said. Now bringing
ore than any thing,” he
iIsure-pain principle all the
those days of feeling so




1. To maintain the quality and integrity expected
of a leading fashion designer.

2. To be fashion leaders, not followers.

3. To foster an environment that encourages risk
taking.

4. To be current, aware, and connected.

5. To maintain irreverence.

6. To provide a sense of discovery.

7. To fulfill goals and objectives set by Marc Jacobs
International while maintaining an independent
spirit and keeping our heritage intact.

8. To be grateful for our customers.

9. To always think outside of the box.

10. To have funl!
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Fun
Facts

Marc Jacobs was creative
director at Louis Vuitton for
16 year. He left in 2013 to
focus on his own lable.

Jacobs is responsible for
having infroduced Vuitton's
ready-to-wear line, turning
the brand into a global
powerhouse.

In honnor of Diet Coke's 30th
anniversary, Marc Jacobs
was named creative director
where he is slated to give the
brand a “stylish, lighthearted”
makeover in Feb 2013

Marc Jacobs was one of
the first fashion designers
to establish the “street wise
aestetic” - a mash up of
prep, grung and couture.

Marc Jacobs eyewear is

a luxury brand that ranges
from $400-$700 while Marc
by Marc is an affordable
range from $200-$300.

MMJ 470/F/S 128
$2499.90

$2949.490

MMJ 470/F/S EKN

e MMJ 411/S 6WU
$2849.90



