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Unpacking the Longchamp case

* We aim to create classroom-like unpacking situation of Longchamp case

* By default, chat is not used as a channel to comment & contribute today’s
class (unless we invite comments /additions to chat)

* When you wish to comment, answer or say something, raise your hand (click

“More” OR “Reactions” = “Raise Hand™).

* Unmute yourself and answer. Gamera 1s not needed today.

* Some polls will be published during the discussion to vote and interact during
the class.



Agenda for today

* Managing Le Phage
* Brand extensions

* Distribution strategy

* Brand positioning



General thoughts about the case






Le Pliage’s Success Formula

PRODUCT

Pro dUCi' Symbolic side: Le pliage = Longchamp
Nylon material (easy to care), high quality, durable, light weight

Functional (easy to carry) / practical yet stylish
PROMOTION ! (easy R yeLsty

. i Fashionable, but also timeless
No clear marketing actions

Socially aceptable > appealing to man
Different colors, fabrics, collabs > yacep PP 8 Y

needed more bags

Targeting young customers

i Democratic luxur
Promotion " ” Y Place
for all

PLACE / DISTRIBUTION

Placed in back at the store (to take the
custiomers to store

Many distribuiton channels
PRICE Retail raise brand awareness
Lower price point > entry level > attrack customers
Glimpse of luxury lifestyle .
Price

No discounts / sales > part of luxury

Low manufacturing cost (fair price, because cheap to make)



Luxury experience (at store), not only about

the product

Role of material in terms of luxury
perception?

(Prada vs. Longchamp)

Design (foldable) makes it luxuroius

Le Pliage 1s not luxury. In order to be, 1t needs:

Distribution limits, control sales, create mysteriousness
—placement in the store (not in windows)
Not about price

Longchamp (= Luxury):

Other products (than Le Pliage) are luxurious
Optimistic luxury (not that cold)
Craftmanship (also LP)

What about Luxury?




Longchamp

French identity

Heritage company (but most known brand
made from nylon)

Quality perception

Le Pliage

brand awareness & known brand
Generate sales for the brand

Access to longchamp brand (entry level =2
potential consumers + younger customers)

customers might question the price point

LP was the reason why LG became
accessible”

Value / quality

Customers who are not spending much to other
products

Stores are full
Difficult for sales staft (luxury experience)

Too widely available = perceived accessibility
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Licensing (& luxury brand)

Possible risks for Longchamp

* Want to be perceived as high-end

* Too available = lack of luxury

* Loosing control (quality, how/where supplied)

* Exapanding somewhere where is no legitimacy

Possible advantages for Longchamp

* Awareness

* Marketing tool
* Profitable (most of the money comes from here)
* Brand equity

* Brand image

* Possible categories: sport + homeware,

* Lifestyle & world changing = thery should change

as well

* (Le pliage 1s already cheaper, no other entry point
products needed)
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LONGCHAMP

Distribution strategy

Q Find a store

WOMEN

LE PLIAGE ORIGINAL

LE PLIAGE / Le Pliage Original

FILTERBY :  LINE

LE PLIAGE ORIGINAL
TRAVEL BAG L
$$210.00

LE PLIAGE

LE PLIAGE ORIGINAL
TRAVEL BAG L
$$210.00




Accessible Luxury — Traditional Luxury

o

O

e Traditional
Luxury
Brands

Longchamp »

Accessible
Luxury
Brands

luxuriousness






