CHOCOOLATE LIMITED

Since the late 1990's, Hong Kong fashion retailer I.T has been
steadily steering its fashion empire towards a more self-suf®cient
direction. Widely known for selling top designer brands from
Europe, America and Japan, |.T has bolstered its business through
successive development of a number of quality brands. Chocoolate
is one of the company's latest entries making an impression on the
highly competitive male apparel market.

In many ways, the design and focus behind Chocoolate plays a
vital role that accentuates well I.T's overall portfolio strategmliFir
positioned to offer clothes that retain a classical touch, emphasis

is placed on quality workmanship and design. Simple styling
constructs the basis of Chocoolate's main drive to offer everyday
essential wear (1.T's other brands tend to concentrate on trendier
and edgier motives). Colours, patterns and tailoring respond to
enduring preferences, making certain Chocoolate's goal to enhance
wardrobes.

The Chocoolate brand launched amidst a partnership campaign
with boy band The Cocktails. Custom created plastic models of
each band member were utilised for the campaign. The overarching
cartoonish style encompassed all aspects of the brand's
communications. Images of the caricatured band became plastered
all over Hong Kong on buses, billboards, trains, and vitally, in the
shop front of Chocoolate's retail shops. Underscoring a whimsical
and free-spirited attitude, the exercise widened the brand's

appeal to a broader audience. Thoroughly unique and refreshing,
Chocoolate's identity is rare considering that the competition

is focused on unwavering seriousness and sophistication. The
strategy of this unorthodox juxtaposition has captivated attentions
and attracted greater traf®c into its stores, where interiors carry
forward the established sense of merriment and quality style. Like
its clothes, the spatial construction * using quality materials and

a design that refuses to overwhelm % of its shops reinforces the
element of casual elegance. Details such as a 60's era motorcycle,
percussive drum Kits, or stuffed puppy dogs dressed in Chocoolate
inspired clothes, emphasise the fun factor of the brand. Overall, the

principle achievement of Chocoolate is its strict adherence to quality

presentation. Signage, typography, communications, website,
packaging, labels and various other point-of-sales collaterals
demonstrate a superior grasp of design both graphically and
materially.

About Chocoolate

Launched in Fall/Winter 2006, Chocoolate is a collection of
everyday wear with a superior ®t and great looks. Its stores are fun
environments made to bring out a “wow' shopping experience. It is
catered to forward thinking individuals who are down to earth and
unpretentious, yet can appreciate the better side of life.

About Wallace Kwan

After graduating from the Fashion Design Department of Kwun
Tong Technical Insititute, Wallace Kwan began his career in fashion
by working on the Prototype Lam Dog brand. Kwan subsequently
joined I.T Apparels Limited and is currently working as creative
director for several in-house fashion brands including: Chocos)lat
Fingercroxx, Underground and others.

About Godfrey Kwan

Godfrey Kwan has worked for Double X Workshop, Shya-La-La and
Michael Lau as a graphic designer and art director responsible for
books, advertising, magazines, festivals and packaging design. In
2001, Kwan started his own streetwear label Junkie. He also works
as a creative director for I.T apparels limited.

aThe product name Chocoolate, and communications regtls:
media brochure, posters are very consistent andaftery high
quality. Interesting is their current use of comtespromote the
brand, it touches the hearts of mature adults, magithem feel

young and fun again. Like the brand, the basic paakng is very
friendly to the environment®

Freeman Lau, Judge




Company aChocoolate ponders the tension between complexity and simplicitylesign. The design
Cliesog e Linlizs) is simple, the silhouette is chic, the out®t cannot be easier or friendlier &y aed the

i “qiro
Designers collection has a great doodad air.

Wallace Kwan Wallace Kwan, Creative Director, |.T

Godfrey Kwan
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