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OUR 
STORY

Carolina Lemke Berlin is a high-fashion 

eyewear brand that brings chic, trend-

setting designs to everyone, everywhere.

The company is driven by unbeatable 

passion born of the belief that style  

and self-expression are a global need.

With our unique approach, stylish designs 

and exclusive offers, we conquer market 

after market throughout the world.
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Carolina Lemke is a public company owned by the Castro-Hoodies Group, a global 

retail power-house that dominates the market with annual sales of over €500M.

O U R  C O R P O R A T E
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We design and sell high-fashion sunglasses and optical eyewear at 

affordable prices, bringing cutting-edge trends to everyone, everywhere. 

Our designs, inspired by metropolitan hubs such as Berlin, create 

contemporary urban experiences that enable our customers to express 

their sense of style.
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All our products are manufactured at the highest 

standards, from the finest materials, with uncompromising 

craftsmanship and distinctly bold designs. 

Our line of high-fashion sunglasses offers a diverse range 

of frames, styles and shapes that fit every face shape and 

enables everyone to find their perfect pair. 

This unique and fashionable style is also menifested in 

our line of optical eyewear, with outstanding designs that 

position us far above this mostly conventional market.

In addition to ready-to-wear glasses, we also offer prescription 

lenses of the utmost reliability and quality, offering a much-

desired solution for an overlooked audience.
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The Carolina Lemke brand is championed by the most influential figures in 

the industry – led by international model Bar Refaeli and a variety of guests 

stars such as fashion icon Kim Kardashian.

OUR STAR 
POWER
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Over 400  
inspiring designs every year

Brand elevating capsule 
collections

250 sunglasses 150 optical

Fast fashion from 
runway to retail

R A N G E B R A N D F A S T  F A S H I O N

FA S H I O N
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ACCESSIBILITY
fashion eyewear for every one - for each face, 
shape and character

V A R I E T Y

True value-for-money 
S A T I S F A C T I O N

Rich, yet easy-to-handle collections
G R A B  A N D  G O
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QUALITY
In-house design and development
P R O C E S S

Strict quality tests
P R O T E C T I O N

Top-quality materials, innovative  

techniques and the highest standards

P R O D U C T I O N
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Appealing price point – an average of 100-130€ per pair

U N I Q U E  S E L L I N G  P R O P O S I T I O N

Two major collection launch campaigns per year

Focus on occasion-based marketing (OBM)

Five digital productions in addition with emphasis on 
fashion&trends for full coverage

A D V E R T I S I N G  S T R A T E G Y

Maximum exposure using 360 campaigns

Always-on digital

Strong PR push

M E D I A  S T R A T E G Y

0 2  B R A N D  A D V A N T A G E S  |  M A R K E T I N G

MARKETING
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ANNUAL MARKETING 
CAMPAIGN Crazy Summer 2017 

WITH S T E V E N  T Y L E R
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COLLECTION 
CAMPAIGN

WITH J E R E M Y  M E E K S
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●  The reality TV star uses  
herself as muse for the new 
campaign and U.S. launch. 

By thomas Waller

Diving in head first, Israeli-based eyewear 
brand Carolina Lemke has unveiled the first 
campaign images for its range of eyewear 
designed by Kim Kardashian West, using it 
as a springboard into the U.S. market.

The Kim Kardashian West for Carolina 
Lemke collection is the first time the 
brand has gone the collaboration route, 
but according to U.S. chief executive 
officer Mordi Shabat, the U.S. market has 
been in his sights for some time.

“In Israel, we are all over,” Shabat said 
of the brand, which was founded in 2011 
by Joseph Gabizon and his wife, Carolina 
Lemke, and is known for its mass-market 
prices. “We’ve been thinking about the 
company’s growth potential, past Europe 
and Asia, and the U.S. is the right next 
step,” he said.

Kardashian West isn’t only taking up 
design duties, but the reality TV star is also 
a partner, receiving an undisclosed stake for 
her long-term investment in the brand.

Previously, Israeli model Bar Refaeli 
was the brand’s face — even doing several 
commercials with “hot felon” Jeremy 
Meeks — and it was Refaeli who connected 
Kardashian West to one of the eyewear 
brand’s founders and its global ceo, 
Joseph Gabizon.

“The Bar Refaeli story is pretty similar 
to Kim’s,” Shabat commented, adding that 
Refaeli has been a partner in the company 
since 2013. “The first time we put Bar on 
billboards, it was a massive response. It 
helped us become the strongest eyewear 
company in Israel,” he said.

Shabat is now hoping for the same 
lightning-in-a-bottle response with 
Kardashian West in the American market.

“She was involved in every detail and it 
was really amazing,” he said of the design 
process with Kardashian West, adding, “she 
doesn’t want it to be like other types of 
mass-market eyewear.”

“I’m always looking for vintage sunglasses 
that no one has, so getting to create 
something that other people will be able to 
cherish as much as I do has been fun to be a 
part of,” Kardashian West said. “I’ve learned 
so many fascinating things about sunglass 
design. I didn’t realize how technical it was 

and I’ve loved the firsthand experience at 
getting to see our ideas come to life.”

The premiere collection has six 
styles — some of which Kardashian West 
has already teased on her social media 
channels — and ranges from oversize 
shields to retro oval styles and minimal, 
sleek sporty styles with a “Carolina Lemke 
Kim Kardashian West Collection” logo at 
the temple, priced $90 at retail.

A second “drop” of styles will launch 
before the middle of the year, Shabat said, 
with more “drops” to follow to amplify 
brand awareness.

The campaign was shot by duo Mert Alas 
and Marcus Piggott — the pair is well-known 
in the reality star’s orbit, having shot her in 
magazines and putting her into their 20-year 
retrospective photography book in 2017.

According to the ceo, the digital-first 

campaign is about Kardashian West  
“in the fourth dimension,” showing  
her in multiples in some images, as if  
she were cloned. “She had a large part  
in the creative direction of the images,” 
he said, adding that the images take 
a wink at her place in the zeitgeist of 
popular culture.

The campaign is just phase one, with the 
ceo relaying that brick-and-mortar stores 
are in the works, with New York and Los 
Angles as initial steps, although he wouldn’t 
disclose timing. The brand operates over 
40 stores worldwide but plans to open 60 
stores by the end of 2019, “with a goal of 400 
worldwide in the next few years,” he said.

The collaboration begins pre-sale on 
the brand’s new U.S. e-commerce site on 
March 19 and will be available to purchase 
on April 2.

ExclusivE

Carolina Lemke Unveils 
Collaboration With  
Kim Kardashian West

LONDON — Alessandra Steinherr, who 
began her career at Cosmopolitan and 
Glamour magazines and went on to 
become a beauty and makeup influencer, 
has founded her own skin-care line, Alex 
Steinherr x Primark.

With 186,000 followers on Instagram 
and plenty of background in skin care, 
Steinherr is seen as a trusted source, 
with many fans tuning in to her weekly 
Instagram live-stream, “The Sunday 
Facial,” where she introduces products.

“I’ve been doing it for a while now, 
and the feedback that I’d gotten was, 
‘Alex, that’s really nice but I can’t afford 
60 pounds for a serum.’ So while I had 
always gone on performance over price, 
I know for a real customer, that’s a big 
purchasing consideration,” Steinherr 
said, adding that it was these messages 
that pushed her to create an affordable 
skin-care line.

Despite her love for, and ties with, 
luxury beauty brands, Steinherr took 
an unconventional route and decided to 
partner with Primark, best known for its 
inexpensive fashion.

On the first day of the global launch in 
October 2018, a product was sold every 
three seconds. She added two products, 
Pollution Solution Dual Texture 

Exfoliating Pads and Pollution Solution 
City Mask, to the line last month and will 
launch One-Step Night Cleanse at the 
end of March.

Steinherr had already been consulting 
on Primark’s beauty line, so the 
retailer became a natural partner, 
able to produce at scale and meet her 
stringent quality checklist. She has set 
out to make products that are paraben-, 
fragrance-, and cruelty-free, vegan 
friendly and without essential oils. 
According to Steinherr, more and more 
people have sensitive skin.

“Primark has scale and the breadth 
to have made this possible, there are no 
marketing or budgeting costs, and all the 
money goes into the formula. And they 
were able to produce these products 
according to what I wanted. For a brand 
like Primark, I really commend them 
because they had to open themselves up 
to get checked constantly by regulators,” 
Steinherr said.

The retailer was a good fit because of 
its diverse demographic: Male and female 
shoppers who range in age from 13 to 
70. Steinherr said she spends a lot of her 
time at stores and has created products 
for more than just her social media 
followers, who are between 23 and 35 

years old. With the Primark collection, 
she’s looking to serve teenagers, men and 
mature shoppers.

Being inclusive is important to her, 
which is why the line launched with 17 
products she describes as basics. She’s also 
created pimple stickers for teenagers that 
are thin enough to wear under makeup. 
Steinherr said it’s important for her to be 
able to speak to the makeup customer and 
get them into the habit of skin care.

“Primark allows me to do that from a 
disposable-income perspective. If you’re 
spending all your money on makeup 
and clothes, there isn’t much left for skin 
care,” she said. The products range in 
price from 3 pounds to 6 pounds.

“I’ve also got something for the skin-
tellectuals and people who can only 
manage two steps in their skin-care 
regime. I also wanted something really 
easy, because Primark is self-service, you 
haven’t got Alex there and Primark is a 
grab-and-go place,” she added.

To cater to that, Steinherr has kept the 
packaging minimal with straightforward 
and fuss-free instructions, which are 
even more essential to the brand’s 

add-on products.
“All the products are a blend of 

different molecular weights, but gentle 
and work on helping to keep the 
skin barrier healthy. We developed 
everything from scratch, and our new 
sheet masks have been developed with a 
manufacturer in Korea,” she said.

According to Steinherr, both women 
and men have sought out her products. 
The pore balance range is popular with 
men, while her Plump and Glow collection 
is popular among older customers.

Steinherr said she is still in awe of 
the positive feedback she gets from her 
Instagram followers; however, she’s 
taking her success with caution and said 
it’s the repeat purchase that counts.

“I had no concept of what to expect 
in terms of response and I take it so to 
heart when people [direct-message] 
me showing me they bought a product. 
But it’s when people repurchase, that’s 
when you know they’re really enjoying it. 
Buying something once is great, but then 
you’re a one-hit wonder. It’s the repeat 
purchase that excites me more than 
anything,” she said.

Influence Peddler

Alessandra Steinherr 
Aims to Make  
Skin Care Accessible 
Through Primark 
After a successful skin-care launch with Primark, 
she’s rolling out three more products. By Fiona ma

Alessandra Steinherr

An image from the 
Carolina Lemke Kim 
Kardashian West 
campaign. 
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Hailey Bieber (@haileybieber) 
18.9M Followers

Khloe Kardashian (@khloekardashian) 
90.8M Followers Kourtney Kardashian (@kourtneykardash)

75.8M Followers

846K FOLLOWERS

43.1M FOLLOWERS236M FOLLOWERS231M FOLLOWERS29.1M FOLLOWERS

843K FOLLOWERS

171M FOLLOWERS

792K FOLLOWERS9.6M FOLLOWERS18.5M FOLLOWERS302M FOLLOWERS

VICTORIA 
JANCKE

@victoria.jancke

HAILEY 
BIEBER 

@haileybieber

KHLOE 
KARDASHIAN

@khloekardashian

KENDALL 
JENNER 

@kendalljenner

EMILY 
RATAJKOWSKI 

@emrata

TRISTAN  
EVANS

@tristanevans

KOURTNEY 
KARDASHIAN 

@kourtneykardash

STELLA 
BOSSI

@stellabossi

WINNIE 
HARLOW
@winnieharlow

KIM KARDASHIAN 
WEST 

@kimkardashian

—————

——————

158M FOLLOWERS329M FOLLOWERS

KATY
PERRY 
@katyperry

KYLIE 
JENNER 
@kyliejenner

——

PARIS
HILTON
@parishilton
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High-fashion eyewear for mid-range prices

Always in demand, regardless of season

Simple, cost-effective operational logistics

U N I Q U E  M A R K E T  P O S I T I O N I N G

P R O F E S S I O N A L  O P T I C A L  E Y E W E A R

E F F I C I E N T  P R O C E S S

EXTRAORDINARY  
BUSINESS BENEFITS



 OUR
STORES





GET DOWN TO  
DETAILS & START  

ENVISIONING
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F A S H I O N - F O R W A R D  I N D I V I D U A L S  W I T H 
M U LT I - P A I R  P R E F E R E N C E S

Age 18-39

Unisex

Urban population

Fashion lovers

13-17

18-29

30-39

40-49

50+

 7%

42%

25%

14%

12%

CUSTOMER 
SEGMENT

 35%
MenWomen

65%



VALUE 
PROPOSITION
V F M  S W E E T  S P O T  T H A T  L E A D S  T O  A  
9 1 %  C U S T O M E R  S A T I S F A C T I O N  R A T E

P R I C E S

Q U A L I T Y

F A S H I O N

15-25€

LOW 

LOW/HIGH

100-130€

HIGH

HIGH

170-350€

HIGH

HIGH

T O P  F A S H I O N H I G H  Q U A L I T Y A F F O R D A B L E  P R I C E S

L O W  S T A N D A R D H I G H  S T A N D A R D

0 4  B U I S N E S S  M O D E L  |  T H E  D E T A I L S

Unique shopping 
experience for any 
face shape



F U L L  C O N T R O L  O F  T H E  E N T I R E  S U P P LY  C H A I N , 
E N S U R I N G  E X C L U S I V I T Y  A N D  H I G H  Q U A L I T Y  C O N T R O L

SUPPLY
D E S I G N

D E V E L O P

D I S T R I B U T E

CHAIN 
OWNERSHIP
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CAROLINALEMKE.COM  |  CAROLINALEMKEBERLIN

#NEVERSTOPCHANGING


