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o The typical desire is to dress the A-list “of-the-moment” talent. While it is certainly essential to build 
relationships with established celebrities, recognizing emerging talent is just as critical. In Hollywood, 
stars can be born overnight. Identifying those break-out style leaders and nurturing a loyal relationship 
prior to the pinnacle of their rise can give a brand a real edge against the competition. 

• What are a few recent success stories in celebrity dressing? 

o There are countless examples of designers whose careers have been established through a key link to 
an international celebrity. Perhaps one of the most high-profile recent case studies is Jason Wu and First 
Lady Michelle Obama. Wu’s connection to the First Lady catapulted him in the international fashion 
community and to the mass consumer. His increased media coverage and awareness was a strong 
statement for the power of celebrity. 

o Another great example is Marchesa. Even in the brand’s infancy, Georgina and Keren recognized the 
need for celebrity alignment, and they were very strategic about slowly building cache and demand 
through select, on-target dressing. Now, Marchesa dresses A-list celebrities on every red carpet from 
Hollywood to Cannes. 

• Is there an ROI to celebrity dressing? 

o Celebrity dressing affects the consumer mindset which can, in turn, impact distribution and sales. 
Brands that have a large celebrity following are more likely to have demand from the consumer, and, 
therefore, retailers are more inclined to distribute the brand. Nothing speaks louder to a retailer than a 
consumer walking in with a page torn from a celebrity weekly. 

• What is the key to success for a celebrity dressing campaign? 

o Two things — relationship-building and consistency. A brand has to actively build relationships with 
celebrity stylists and “gatekeepers” (e.g. publicists, agents and managers). It’s also important to do the 
research — don’t push product on a stylist for a client that is the wrong fit or who is known to wear only 
specific brands. Showing an understanding of the stylist process will earn respect. 

o Secondly, some brands focus only on the Awards Season (January-March), but celebrity outreach 
should be a year-round effort. Whether film premieres or press junkets, a consistent presence within the 
celebrity community will drive the best results and momentum. 

 


