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Executive Summary 
For the past few weeks, I have studied the Fendi Baguette. It was invented in 1997. 
Since then it has increased Fendi’s sales and popularity immensely, becoming the It 

Bag of the time. 
The Baguette is one of the many bags created by Fendi. It has more than 1,000 

designs by artists, designers, the company, and users. 
Because of its price and brand, the Persona carrying a Baguette is most likely a 

female belonging to the high economic class, and probably owns many other designer 
bags. Therefore, her interests involve fashion, art and design. 

When a woman chooses a Baguette she is portraying personality through it. 
Baguettes are made by artisans in Italy, but the materials and processes used come 
from all over the world. Although Fendi is lacking social responsibility: the company 
has a large use of fur and leather, diamonds, and gold; it’s rich heritage and DNA, 

have made it one of the most iconic fashion brands since 1925. 
In the following pages, Fendi’s history, user, trends, changes, and who it affects will be 

conveyed.
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FENDI :  a timeless classic 

Fendi is a 
Classic

Founded in 1925, Fendi 
offers a variety of           
designs in their leather 
goods, that continue to be 
sold and worn today.

Offers both classic 
and trendy bags

Its rich heritage has 
positioned Fendi next to 
other luxury brands 
such as: Chanel, 
Givenchy, Hermes. 

The Baguette is 
compact, fun and 
available in every color 
and material 
imaginable. 2 



FENDI Baguette 
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High, Medium, and Low Price points 

High:
Fendi's Baguette current price point :
$39,00.00 MXN - $90,000.00 MXN

Medium:
Michael Kors
$2,575.00 MXN

Low:
Mossimo Supply and Co:
$169.00 MXN
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Persona:

Age: 30

Sex: Female
Socio Economic Standing: 
High. Mexico: Group A

Marital status: married

Interests: fashion, new trends, 
art,  innovative design 

Innovator Consumer or  Early 
Adopter Consumer

User of the Baguette 
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Personas’ Lifestyle 
The “persona” that owns a Baguette is 

part of a lifestyle belongs to the high 
economic class.

This persona is most likely a female with a 
high education degree and an interest in 

fashion: new trends, stores, what to wear 
for the season etc.

  
This persona cares how she looks and 

what she buys.

She conveys her personality with what 
she wears. 
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Identity of the strategy & Group Tactics 
Trickle Down Theory:
 
The classic shapes and designs of 
Fendi bags are copied, remade, or 
used as inspiration by other designers 
in less expensive bags.
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Targeted to: 
Early Adopters

Fendi is a luxury brand that is 
considered less mainstream 
than more popular brands such 
as Louis Vuitton.

The Baguette was the “It” bag in the late 90s, 
but it is still being made with new designs 
and artist collaborations. 
These designs are targeted to innovators 
and early adopters, these individuals have to 
be involved in the fashion and art world.
	   8 



Current State of the Baguette 
Today, Fendi has suffered a 
decrease in sa les and 
popularity because it has had 
trouble positioning itself next 
to the other luxury brands 
such as: Louis Vuitton, Gucci, 
Givenchy etc. 

Fendi has started to adopt a 
“younger” look from their 
accessory line: fur key chains, 
Karlitos, Mini Monsters and the 
Monster Peek a Boo Line. 
	   9 



Trends of the  Baguette 
The Baguettes’ shape doesn’t change, what 
changes are its designs, depending 
on the artists or designers of 
the time. The most recent trend are the  

“Create Your Own” Baguettes. 
	  

Trends: Baguettes were originally designed by 
Fendi, but soon after Fendi launched limited-
edition designed bags by artists such as Damien 
Hirst, Richard Prince, and Jeff Koons.
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Inputs of identified trends 

Input: New artist contribution
Hiroshi Senju

Input: Bird print 
pattern
Colors: blue, 
red, pink, yellow

Input: Use of colorful 
fur
Trend: “Monster” 
Baguettes
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Predicted Trends of the Baguette 
I predict that the 

Baguette will 
continue to work 
with artists and 
designers, their 

current work will be 
the new trends of 

the bags.

I predict that the 
use of fur and 

leather will 
increase because 
of the winter and 

fall seasons
	  Fall and Winter 

colors: brown, 
black, dark blue

Spring colors: 
pink, yellow, 

orange, light blue 12 



Inputs of Future trends 
6 month:

- Fashion Week (NY, Paris)
- Season colors: blue, yellow, pink

12 month:
- New artist contributions
- Use of new materials
- New trends

13 

18 month:
- The economy
- Politics
- New technology
- New artist contributions



Predicted trends 
Colors: bright, contrasting colors: 
orange, blue, pink, green, yellow etc. 

Price changes: None

User changes: shift to a younger age 
group

Use changes: shift to buying a 
Baguette as a vintage or collection 
piece, instead of as an everyday bag. 

Growth or Shrinkage: growth
7% in 3 years. 

14 



My  Predictions 
Continued usage of daring materials, 
colors, innovative designs and 
textures in Baguette bags.

New technology will be of 
influence 

Increase in a younger market.

More artist contributions from all over 
the world.

Older bags will become “timeless”  
vintage pieces, so their interest will 
increase 
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Zeitgeist of the marketplace 

Daring  Trendy  Youthful

Not following the typical luxury brand trends.

Bird bags: innovative designs, use of contrasting colors, fresh.

Monster Bag line: use of colorful fur, fun, trendy design.
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cool hunting 
Technology: Fashion week:

3D Printer Bags

Chargeable bags

Fendi, Moschino, Dolce 
Gabanna

Bag that takes pictures
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objective and tactics for the  Baguette 

Launch two lines of Fendi Bags 
to increase market and sales:

1. Classic: this line will 
offer the timeless leather bags 
and designs that Fendi has sold 
since 1925

2. Trendy: this new line 
will appeal to younger 
generations. Offering bags with 
new designs, materials, 
shapes, sizes etc. 

The Baguette belongs to both lines and will continue to be sold with new and 
classic designs. 
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social responsibility 
•  Since Fendi is an internationally sold luxury brand, it affects 

the entire world. Here are the main countries, continents:

•  Africa: no commitment to the source of gold and diamond 
responsibility

•  LVMH had operations in the following countries that were 
on Ethical Consumer's current list of oppressive regimes: 
China, India, Israel, Philippines, Russia, Saudi Arabia, 
Thailand and Vietnam.

•  Animals (global): use of fur and leather products

•  Leather: most leather comes from India and China.

•  The bags are made in Italy by artisans, but the resources 
come from all of the parts of the world. 
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In essence, Fendi is on a turning point were 
a new user will take over the Baguette bag. 

Women within the ages of 18-30s, 
interested in fashion history, todays trends, 
daring designs and colors, and art will be 
this new user.

Therefore, there will be a market increase 
from the younger generation consumers.

Fendi’s brand loyalty and rich heritage will 
make it possible for older and new  
costumers to keep buying their leather 
goods.

Conclusion 
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