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Concept

The name, derived from the Greek Odyssey, evokes a sense of epic
journeys, transformation, and discovery. The idea of fashion as a
narrative—clothing that serves as both an expression of personal

identity and a vehicle for exploring different aspects of life, culture,

and imagination.
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Mission

Odisseia exists to transform clothing into art, using each
collection to tell a unique, captivating story. Designed for
creative people who see fashion as a language, not just a
form of dressing, Odisseia curates stories that inspire,
challenge, and captivate. Our collections are more than just
garments; they are the chapters of an ongoing, living
narrative—each piece is a part of a larger story, waiting to
be worn, experienced, and retold.
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Target Audience

Creative Professionals (30%)
* Who they are: Designers, artists, architects, musicians, and writers. These
customers view fashion as an extension of their creative expression. They
are trendsetters, driven by individuality, and value craftsmanship.

. Why they buy: They see Odisseia as a way to express their personal

narrative, using clothing as part of their artistic identity. Quality and design
innovation are key drivers.
Cultural Enthusiasts & Collectors (25%)
. Who they are: People deeply involved in culture, art, and luxury
experiences. Think curators, gallery owners, art investors, and cultural
influencers.

* Why they buy: These customers seek out products with a unique backstory,
historical richness, or limited-edition exclusivity. They appreciate the
brand's storytelling and its fusion of modernity with tradition.

Entrepreneurs & High-Level Executives (20%)
* Who they are: Founders, CEOs, and high-ranking professionals in industries
such as tech, finance, and luxury services. They value prestige,
sophistication, and a sense of exclusivity in the brands they associate with.
* Why they buy: Odisseia aligns with their high-status lifestyle, and they are
drawn to its tailored, refined aesthetics. They view fashion as an essential
part of their professional persona and success.
Sustainability Advocates & Conscious Consumers (15%)
* Who they are: Ethical consumers, eco-conscious professionals, and activists
in fields like sustainable development, social justice, and environmental
science.
* Why they buy: These customers are drawn to the brand’'s commitment to
sustainability, ethical practices, and high-quality materials. They prioritize
long-lasting, meaningful fashion over disposable trends.
Global Jet-Setters & Luxury Travelers (10%)
. Who they are: Individuals who frequently travel for both business and
leisure—often luxury consumers, influencers, and socialites who are
constantly immersed in global culture and trends.
*  Why they buy: They see Odisseia as a symbol of worldliness and cultural
sophistication, aligning with their cosmopolitan lifestyle. High-end,
versatile, and stylish pieces appeal to their global sensibilities.
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HER & SHEE (20%)
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Price Zone

Prestige (¥150,000 and above): 10%
These exclusive, high-end pieces represent
the pinnacle of Odisseia’s collections, with
limited editions and luxurious materials.
Better (¥80,000 — ¥150,000): 40%

The largest portion of the collection,
offering high-quality, refined designs that
balance luxury and accessibility.
Moderate (¥40,000 - ¥80,000): 20%
High-end, accessible pieces that stlll
maintain a sense of luxury and appeal to a
broader audience.

Volume (¥20,000 — ¥40,000): 20%
Trendy and casual pieces that offer an
affordable entry point into the Odisseia
brand, perfect for everyday wear.

Cheap (¥10.,000 and below): 0%
Odisseia does not offer products in this
price range, as the brand is committed to
maintaining a high standard of quality.
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classic styles, and a sense of freedom that
defined an entire generation. It’s about
capturing that vibe of optimism, individuality,
and style that made the ‘50s and ‘60s so iconic.
Vintage Americana is our way of remembering
a period that shaped so much of who we are
today. It’s not just about fashion — it’s about
honoring the stories and the memories that are
forever linked to those golden years.
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Silhouette and Textile
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With a love for cats, their graceful and mysterious nature
is frequently reflected in the fluidity and elegance of his
garments.

Akiyama’s design philosophy centers around fashion as a
form of art and storytelling. For him, fashion is more than
just clothing; it’s an expression of imagination and emotion.
His designs merge modernity with surreal elements,
combining bold, avant-garde silhouettes with unexpected
details. Each piece challenges convention and invites the
wearer to explore new realms of self-expression. Fluid yet
structured, Akiyama's garments balance visual intrigue
with wearability, creating art that can be worn.

Akiyama Hideki
Founder and Lead Designer

B Hel nerx

Akiyama Hideki is a designer with a interesting cultural
blend—half Japanese, half Brazilian. His diverse heritage
strongly influences his work, as he draws inspiration from
both Eastern and Western aesthetics. Akiyama's passion
for art and fashion drives him to create designs that
seamlessly blend dramatic artistic expression with modern
lines. His collections often explore alternative realities,
pushing the boundaries of conventional design.




