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2020

J. WALTER THOMPSON DOHA
A SNEAK PEEK OF OUR VISION
FOR PLACE VENDOME
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STRATEGY

Identity & Personality
Positioning

Mission & Vision
Values

Tone of voice
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BRAND
REVAMP
Logo uplift (if needed)

Brand guidelines
development

COMMUNICATION

PLAN

Develop the 2021 plan
for P.V. with regards
to what is already planned
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PLACE VENDOME
TODAY

: . W,
Qatar will see opening of a luxurious shoppi .
destination this year :

- “Place Venddme Mall”

- “luxurious development” be ol | [ g
& 3 e Ll v 'aunch ed"'"s D'":paredtuxury project

S‘larwund [lotels unve
Place Vendome

What we need to do:

-> Take control of our image & build understanding

More malls and hotels set to open in Qatar next year
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An abundance of shopping malls,
all fighting for consumers attention



y : :
“ 2 new luxurious ...the leading retail and

. - leisure destination in
ITfQStYIe. Qatar“.”
“...there is always
something to celebrate
(here)...”
“...your premier mall “...the ultimate
destination...” luxury Ic)le?]tinatlon IN
oha.”

\WHERE DOES PLACE VBNDOME
ATINALL OFTHS?

“...the ultimate “...the best shoppin
shopping destination.” experience in Qatar.’
“...one of the most entertaining “...an oasis of exclusivity and

and enthusiastic shopping enchantment dedicated to

destinations in Qatar.” luxury and style.”
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PLACE VENDOME

BRAND LANDSCAPE ENTERTAINMENT

i PLACE
VENDOME

A

MASS > LUXURY

v

TRANSACTIONAL
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How do we help PLACE VENDQVE make a difference in QATAR?

PROVIDE UNIQUE, EMOTIONALLY LASTING
EXPERIENCES THAT HAVE A POSITIVE
IMPACT ON PEOPLE’S EVERYDAY LIVES




How do we help PLACE VENDQVE make a difference in QATAR?

Communication

PROVIDE UNIQUE, EMOTIONALLY LASTING
EXPERIENCES THAT HAVE A POSITIVE
IMPACT ON PEOPLE’S EVERYDAY LIVES

YOU CAN MAKE YOUR EVERY DAY
BETTER,MORE MEMORABLE, MORE
MEANINGFUL! ACT NOW!




How do we help PLACE VENDQVE make a difference in QATAR?

Communication

MEDIA TOUCHPQINTS

PROVIDE UNIQUE, EMOTIONALLY LASTING
EXPERIENCES THAT HAVE A POSITIVE
IMPACT ON PEOPLE’S EVERYDAY LIVES

YOU CAN MAKE YOUR EVERY DAY
BETTER,MORE MEMORABLE, MORE
MEANINGFUL! ACT NOW!

WE START AND SUSTAIN dialogue
ONLINE/OFFLINE ON PLACE VENDOME'S
POSITIVE IMPACT ON ITS CUSTOMERS'
EVERYDAY LIVES.
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WHAT VE ARE
WHAT VE ARE

AREVE TARGETING
WHAT VEARE
WHATISOLR
WHAT IS OLRMAINPOINTI OF
VHATVWEWANT TO



A/

HAT PLACE VENDOME INLLSAIL









A CARICATURE OF AFOREGN CLLTURAL 2
SIMEOL
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B/

AREME TARGETING



BEVERYONE WHD WOULD VA COME EXPERIBNCES THAT DEMATE
FROMTHEUNFORM



BEVERYONE WHD LOOKS FORAMORE DAY-TO-DAY.



BVERYONE WHD WOULD VA OCOME A HEALTHY DOSE OF
AND INTHER DAY-TO-DAY.



BY GMNG CONSUMERS VWHAT ND ONE H.SE CAN WE CAN
SUOCHDASA
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WHAT IS

OF PLACE VENDOME INLLAIL?



WIEMHS ~FNVNIT MOLLBEA



OLRDONAISVERY SMLARTOTHAT OF THE

VHAT KIND OF DNAIS THAT?



TO ANSAER THS QLESTIONWEMUST HRST HGURE QUT
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WHAT ARE THE BULDING BLOCKS OF OF PARS?



~




: :
-
‘ -

y . » \-

|\ e w.‘.!psaﬁ’




SE

A\ Dy
ARTISTR










3 Sy
5 A







THEDONAOF PARIS IS MACE
LPOF AL OF THEABOVE



WWHCHBRINGS US TO PLACE VENDOME
WHAT IS THE DNA OF THE PARIGIAN



C2/

WHAT IS OF THEPARSANPLACE
VENDOME?






PLACE VENDOME IS THE ONE PART OF PARIS THAT CAPTURES
PERAECTLY THEMYTHOF THE

ANDMORE






ABOUT AMYSTIGLE THAT MACE THS PIECE OF
LAND EXTRAOROINARY;
AHAVENFORTHEINTIATH) THE HHGAN,
THE CHARSMATIC
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FEWPARTS OF THEWORLD HAD SOMCHGLAMOLR
CHARM AND MAGNETISM CONCENTRATED INSUCHA SMALL
SPACE



SOWHAT IS OF OLR PLACEVENDOME INLLEBAIL? )
HONSMLARIS IT TO THE DNA OF THE PARIS AN PLACE VENDOME?



OLR PLACEVENDOMELS DNA-WISE VERY CLOSETOTHE
ORGINAL

IT AMS AT PICKING LPWHERE THE PARSIANPLACE
VENDOME LEFT-OFF INITS FEYDAY. SOVE 50 YEARS AGO
AND BRINGING THS MAGIC TO TS MSTORS



STRANGE? FARFETCHED? WSHHUL THNKING?

THE MYTH OF THE PARIS/AN PLACE VENDOME IS ETERNAL
IT LIVES ONINOLR COLLECTIVE MBMORY.

W\E REVEVBER THE GOLDENTIMES OF PLACE VENDOME
WTHSAEET NOSTALGAWSHNG WVEWERE THERE



2021.

PLACE VENDOME IS REBORN ONAFAR AV LAND
FATHRUL TOTHE ORIGINAL

BUI MORE MODERN MORE RELEVANT TO THENEEDS OF THOSEWHD
YEARN FOR EXCEPTIONAL BVERYDAY EXPER BNCES.



PLACE VENDOME INLLIBAIL IS USING THE HERITAGE OF ITS PARIGAN
ANCESTOR BOOSTED BY ANARSENAL OF MODERNTOOLS TOHELP
TS MISITORS FEEL LIKE BEVERY DAY IS INAUSEDWTHTHE RGHT
AMOLNT OF MAGIC



THSISAPLACEBULTTOHH P



el N ove

WTHTHAT HG-LY COVETED LOUS VUTTON BAG
WTHTHE LATEST JOAGLINPHOENXMOME
WTHAMOUTH-WATERING LLNCHAT ONE OF THERESTALRANIS INOLR

FOOD COLRI.
WTHTHE SMLNG FACES AT THE FAMLY ENTERTANVENT CENTER



PLACE VENDOME INLUBAIL IS UNLIKE ANY OTHER PLACE INTHS OITY,
COMBINNG HHGANCE AND LLUXLRY WTHAMYTHAND



PLACEVENDOMVE INLLBAIL ISTHE FOR
THOSEWHD WANT TO FEEL ALIVEAND
WTHTHEVSEVES WTHTHER FAMLUES WTHTHER EVERYDAY.



PLACEVENDOMVE INLLBAIL ISTHE FOR
THOSEWHD WANT TO FEEL ALIVEAND
WTHTHEVSEVES WTHTHER FAMLUES WTHTHER EVERYDAY.






VHYIS L0V= SO IMPORTANT FORPLACE
VENDOME?



1 LOVEDFERENNATES

NO OTHER CONSLMER CESTINATIONCANCLAIMTO
INSPIRELOVETO [TSMSTORS



1 LOVEDHRERBNIATES

INDEE) SOMEMAY INSPIRE AVE, OTHERS COMFORT
ORBVENEQTEVEN], BUI



2 LOVEUNDERPINS LASTING RHATIONSHPS

IS THERE ANY RELATIONSHP STRONGER THAN ONE
BASHD INLOVE? THS IS ARELATIONSHP THAT PUIS

ASMLE ONYOLR FACEBVERY DAY. THSIS A
RELATIONSHP YOUWOULDNT WANT TO LOOSE



2 LOVEUNDERPINS LASTING RHATIONSHPS

VEWANT TO BND CONSUMERS WTHUS WITHLOVE
THS WLL MAKE THEMNEED s FORBVER



3 LOVEISB/AERYONES HOLY GRAIL

PEOPLE ARE LOOKING FORWAYS TO MAKE THEM FEHL
ABT BEITER WHENTHY HND THEMTHEY CLING ON
TO THEM BECALIGE THEY ARESORARE, ANDSD
PRECIOLG



3 LOVEISB/AERYONES HOLY GRAIL

WE ARE GMNG THEM SOMETHNG BGGER DEEPER
AND BETTER V\E ARE GMNG THEMTHE LLTIMATE
GFT.



PLACEVENDOMVE

YOLR BEVERY MOMEN.

STRATEGIC EXPRESSION OF OUR BRAND POSITIONING
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Reimagining the PV brand identity

: A%PLACE/?&J& .
VENDOME




Reimagining the PV brand identity

FROM: TO:
a complex visual story : a clear and simple identity,
with plenty of details yet sophisticated
ATy PLACE s,




Reimagining the PV brand identity
Why it is so important to think about
this?

Less is more in the branding world
of fashion and luxury.

There’s an existing desire of brands to use the
same logo more seamlessly across multiple format
—i.e., on Instagram, billboards, and shopping bags,

etc.

Some revamp examples

WESAINTAURENT ~ ——  SAINT LAURENT

BALENCIAGA 5 BALENCIAGA

BURBERRY | BURBERRY

Lovicoss, (‘:'7/,/”(/ LONDON ENGLAND
Berluti -~ BERLUTI

Paris PARIS

BALMAIN — BALMAIN

PARIS PARIS



Reimagining the PV brand identity

Why it is so important to think about RIMOWA) RIMOWA

this?

BETORE AFTEN

Armin Vit, co-founder of design

firm UnderConsideration and its blog, Brand
New, says the bare-bones look is “like wearing
a black-tie tuxedo.” It’s not flashy but leaves
room for personality to come through in
other ways.

Ultimately, luxury isn’t about mimicking
trends. It’s about a timeless
and enduring form of value:

current yet classic, expensive but worth it. “mm]' ¢




Reimagining the PV brand identity

Here’s a sneak peek...

MY PLACEN R 20,
A

VENDOME

PLACE
VENDOME

LUSAIL-QATAR



Reimagining the PV brand identity

PLACE
vVeNDOME

LUSAIL-QATAR

ART DeCO INSPIRED, PARISIAN INFLUENCED ¢ QATAR! CRAFTED



PLACE
VENDOME
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PV — graphic language

7/

)

PLACE
VeNDOMe

PLACE
<D VENDOME

Monograms for multiple
usage



PV — graphic language

PLACE
VENDOMe

SEAS@N'S GReeTlNGS Thematic communication
2020 0




PV — graphic language
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PV — graphic language
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PV — graphic language
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SHUKRAN,

THANK YOU

Generic
communication




PV — graphic language
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Iconography for multiple
usage
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PLACE VENDOME

2021 PLAN

| JAN FEB MARCH APRIL MAY JUN JuLy AUG SEP OCT NOV DEC
E T >
CONDE NAST
INTERNATIONAL 100th
FASHION FOR COll_\lUF)I;LIiELCE ANNIVERSARY
rd RELIEE OF VOGUE
3@ PARTY (PARIS)
EVENTS Tlmlng: March Timing: Apr.il ‘ Timing: End of Sep.
Location: Doha, Qatar Location: Vienna, Austria Location: Paris. France
Role: Sponsor (?) Role: Founding Partner Role: TB(E ' .
BRAND -
Timing: May-June (D-90) Timing: Sep. Timing: Dec
EVENTS

Launch campaign for soft

opening, during which 60-
65% of stores to be open +
the two 5-star hotels + FEC

Unconventional
grand opening

PAGE 98



PLACE VENDOME

2021 PLAN - EXAMPLES

| JAN FEB MARCH APRIL MAY JUNE JULY AUG SEPT OCT NOV DEC
CONDE NAST
INTERNATIONAL 100t
FASHION FOR LUXURY ANNIVERSARY
EVENTS Timing: March Timing: April Timing: End of Sep
Location: Doha, Qatar Location: Vienna, Austria A '
Role: Sponsor (?) Role: Founding Partner Location: Paris, France.
: g Role: TBC.
BRAN D Timing: May-June (D-90) Timine: S o
iming: Sep. . Timing: Dec.
EVE NTS Launch campaign for soft Unconventional
opening, during which 60- grand opening
65% of stores to be open +
the two 5-star hotels + FEC
BRAND
TACTICS

PAGE 99



PLACE VENDOME

2021 PLAN - LAUNCH PREPARATIONS

| JAN FEB MARCH APRIL MAY JUNE JULY AUG SEPT OCT NOV DECl
L0GO GUIDELINES WORKSHOPS
CORPORATE COLLATERALS
MALL DIRECTORY | BROCHURES / HANDBOOKS
WEBSITE | [ SM CHANNELS APP
WORKSHOP | DEVELOPMENT
| TACTIC1 | | TACTIC2 | | TACTIC3 |

WORKSHOPS

______

_____________

_____________




. L4 YOU MISS 100% OF THE-

SHOTS YOU DON'T TAKE.?

— WAYNE GRETZKY




