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STORY - HERMES

e Hermes is a Parisian luxury brand founded in 1837 by Thierry Hermes,
known for its handcrafted, refined leather goods & silk scarves.

e The brand has a rich heritage and prides itself on honoring tradition
while maintaining its status as premium luxury.

e The iconic horse-and-carriage logo pays tribute to Hermes' roots and is
easily recognizable.

e In a highly competitive market, Hermes stands apart due to its
commitment to quality materials, artisanal craftsmanship (1:1 bag to
artisan), and timeless designs.

e Hermes' coveted bags are symbols of elegance, class, and exclusivity.




Strengths

SWOT

Weakne

e Exclusivity and Craftsmanship e Slow Producti
e Reputable Brand Image

e Sustainability Leadership

Opportunities

e Sustainability Initiatives
e Digital Expansion
e Strategic Collaborations

e EMmer:

SINg Markets

sses
on Process

e Limited Accessibility

Threats
e Intense Competition
e Economic Uncertainty

e Counterfeitin:

S |ssues




Competitive Analysis

Brand Brand Strengths Weaknesses | Brand Image Competitive | Advertising focus
Value advantage
Hermes $76.299 Craftsmanship, Limited online | Classic, Scarcity, Heritage,
billion (2023) | exclusivity, presence, ultra-premium, | handcrafted craftsmanship,
quality slow exclusive luxury yearly theme
Innovation
LV $124.822 Global reach, Dilution of Travel, luxury, Brand Large-scale
billion (2023) | product range, exclusivity status recognition, events, celebrity
modernity retail network
Chanel $55.939 Iconic status, Not Elegance and Timeless Storytelling
billion (2023) | heritage contemporary | sophistication luxury, iconic | focusing on
& isolates heritage
younger

consumers




Personas

Classy Clara, 60+
Generatlonal Shopper

e Retired, lives off investment income/generational wealth.
e Prefers shopping In-store.

e Supports social causes and philanthropies.

Social Stephanie, 35 - 45
Previous Chanel Loyal Shopper

e Philanthropist & Venture Capitalist, 500k a year.
e Shops online & in-store.

e Not new to the ultra-luxury sector, but looking for a brand that is
Mmaking an effort to combat climate change.

New Nina, 27 - 35
New Shopper

e Corporate lawyer, 310k a year.
e Shops online & in-store.

e | ooking for a luxury brand she can build a relationship with that fits
her personal values and aesthetic.




Goals

Overall, this campaign aims to present Hermes as the distinct leader
of sustainable ultra-luxury handbags through digital media platforms
as well as owned media platforms (website)

More specifically, by Q2 of 2025, we aim to increase engagement by 35% from
luxury consumers that are looking for a sustainable luxury brand, by positioning
Hermes as a distinct leader in this space.




Objectives

Over the next 6 months...

e Marketing: e Marketing: e Marketing.
Achieve a 2.5x Increase the Improve the
ROAS from overall conversion rate
sustainability- engagement rate on sustainability
related on sustainability- landing pages by
advertising related content 12%.
campaigns. by 25% on

YouTube and e Promotional:

e Promotional: Meta platforms. Achieve a 20%
Drive a 18% boost in average
increase in e Promotional: session duration
traffic to the 25% boost in on sustainability-
sustainability likes, comments, focused web
landing page & shares by pages over the
from paid ad connecting with next quarter
campaigns. eco-conscious through paid

audiences using campaigns & In-
interactive copy store displays

& storytelling
(PR)




» HERMES

SUSTAINABLE DEVELOPMENT

Sustainability  |...
Landing Pages

HERMES

SUSTAINABLE DEVELOPMENT |

Sustainabity of

£ Account

HERMLS

SUSTAINABILITY OF
PARTNERSHIPS

Hermes is very loyal to its industrial suppliers and has been so for nineteen years on
average for its 50 main direct suppliers. The stability of these partnerships, based on
shared values, makes it possible to guarantee the security of the group's supplies and
ensure the essential traceability of materials. A common dynamic drives Hermés and
its partners who are progressing together in their CSR commitments. Hermés sets up
a third-party certification objective for each of its purchasing channels.

SUSTAIINAILITY

100 BOUCITS

A |l o

SUSTAINABILITY OF NATURAL
RESOURCES

A responsible company, Hermeés strives to limit its impact on the world while
respecting nature, the source of its exceptional materials. In this regard, transparency;,
security and the local dimension of supply chains are the subject of particular
consideration. The group also strives to control its water and energy consumption as
well as its carbon footprint throughout production and in the sustainable construction




Sustainability Landing Page: Close Up

United States Find a store Contact Us
— Menu () Search HERMES L Account [ Cart
PARIS

Enduring Elegance, Forever Cherished

Hermes products are made to last. As the leading luxury brand for leather goods, Hermeés products are designed to be cherished and
passed down from mothers to daughters.The “Enduring Elegance, Forever Cherished” campaign was designed to celebrate the Hermes
legacy and highlight our efforts as a leading sustainable luxury brand. As a brand with a rich heritage, we believe it’s important to pass on
traditions and stories throughour beloved pieces.

Fast fashion is one of the leading waste contributers to the environment. Our goods are made from ethically sourced materials and
handcrafted by premium artisans. We’re committed to lowering our environmental impact and repurposing our goods.Celebrate the
Hermes legacy with us as we strive to leave a better world for our children.

Read more to learn about how circular fashion can help reduce our carbon footprint.

A Generational Legacy

Combining high aesthetic standards and functionality, Hermes is
distinguished by the high quality of its creations. All over the
world, the house’s repair workshops preserve the sustainability of
these objects, which develop as they’re passed on from one owner
to the next; circular fashion helps reduce our carbon footprint.




Media Plan

Launch Date: 12/8/24

Instagram Facebook Youtube

e Short clips from the e Post snippets from e Full length ad will
longer ad will be the ad (Paid & be posted
posted as reels Organic) e Short clips will be

e All captions will have a e Targeting older posted on Youtube
link to the audiences and Shorts
Sustainability page on encouraging them to e Short version of
the Hermes site keep their Hermes the ad will be

e Targeting younger products played before
audiences who care e Posts will be Vogue Youtube
about company ethics consistent with videos

Instagram posts M"g
&




Paid Platform Specifics

Facebook

Community Engagement
e 30% of budget
° Video and carousel ads to
drive reactions, shares, and
comments
Community-building
10% to each level of funnel

Web/Store

Conversion
e 20% of budget for
website revamp other
10% is for in store display
° Clear CTAs, A/B test
layouts & copy
e Middle/bottom funnel

Instagram Youtube

Campaign Awareness Engagement
e 30%of budget e 10% of budget
e  Visual storytelling brand
® Reels, hashtags, storytelling ]
. |
interaction videos

e Middle funnel e  Top of funnel




. Timeline”

DEC. 8 - DEC.
30, 2025

Meta Platforms
Launch (Facebook
& Instagram)
60% budget

Build awareness
and strengthen
connections with
Hermeés' core
audience.

JAN. 1- JAN.
30, 2025

Youtube Campaign
10% budget

Attract new
audiences and
inspire brand
curiosity with long-
form and short-
form content.

FEB. 1- FEB.
28,2025

Pre-Launch
Promotions
20% budget

Build excitement
through festive
posts, interactive
stories, and
influencer
collaborations.

MAR. 1- MAR.
31,2025

Campaign
Execution
10% budget

Capture the
shopping surge by
reinforcing
Hermes’ exclusivity
and timeless
appeal.

APR. 1- APR.
30, 2025

Post-Campaign
Analysis

Identify successes
and areas for
improvement for
upcoming
campaigns.




. Mood Boar

Color Palette:

Fonts:

« HERMES
« HERMES
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Video .+
Storyboards'
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“Hermes- “From the

Every Day” outdoors” To indoors

Every Day, Every Moment,
Hermes.

Hermes bags featured in various settings:
a coffee shop, workplace, night out, or
Nnature.

Showcasing versatility through
accessorizing with charms, scarves, and
painted bags that evolve with each new
owner.

Each scene emphasizes how the bag
enhances daily life and reinforces that
Hermes pieces, crafted for longevity and

"Sustainability in Every Step, Style in Every sustainabllity, ?re made to !oe Cherls.hed
Setting" and used, not just for special occasions.

“to nightlife” “or dé'e” Live Hermes
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“Timeless “Honcpring “Weaving
legance” traditions” stories”

f
}

“Nature’s
finest charm, global
iInspirations.” allure”

“Carry the art
of eternity”

"Crafted by hands,_inspired by nature,
designed for eternity.”

Culture
Meets Craft

Hermes products in iconic locations around the
world, emphasizing the diverse cultural and natural
influences that inspire the brand’s creations.

Hermes scarves displayed against the picturesque
fields of France, or vibrant street scenes in Japan,
highlighting their connection to local traditions and
modern aesthetics.

Leather bags shown in the bustling markets of
Morocco or the serene beauty of ltalian vineyards,
symbolizing the fusion of exotic locales and luxury
craftsmanship.

Each image will be complemented with brief
captions explaining the Iinspiration behind the
design, deepening the viewer's connection to the
heritage and artistry of Hermes.
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Enduring Elegance,
Forever Cherished

Hermes designs bags meant to be cherished and
passed down through generations, blending
timeless luxury with sustainability.

Inspired by perfume commercials, the film follows
a mother gifting her Hermes bag to her daughter
in a sunlit garden, reminiscing about Paris, and
passing it to her own child, creating a full-circle
moment.

Each scene underscores the bag's emotional
significance and Hermes’ commitment to
sustainable craftsmanship.

The tagline, Enduring Elegance, Forever Cherished,

“A bag that tells your story, carrying dreams : : . : :
from one generation to the next. Crafted with hlgh“ght.s the brand's Iegac.:y. 9]: exceptional design
care, a legacy shared—designed with and environmental responsibility.

sustainability in mind. Enduring _elegance,
forever cherished. Hermes.”




Video Mock-up:

Enduring Elegance, Forever Cherished
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