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 A Crest 
 fit for Kings

Since its launch in 1989, the Louis Philippe “Crest” embroidered on the cuff has been one 
of the definitive symbols of one who has truly arrived. Crafted for the style conscious 
contemporary male, Louis Philippe has now reinvented itself to remain relevant to that 
demographic. The brand’s super premium image is also being extended into two new 
sub-brands to address the needs of a much broader demographic. All this has meant the 
reinterpretation of the brand, the merchandise and the brand’s retail identity.             

King Louis Philippe of France, known as 
the Citizen King for generosity of spirit 
and appreciation of the arts, serves 

as the inspiration for Brand Louis Philippe. a 
booming Indian economy, increasing affluence 
and a largely youthful populace translates into 
an opportunity for a brand like Louis Philippe 
to extend its equity to a large swathe of the 
style conscious contemporary male.    

“Over the years, the Louis Philippe “Crest” has 
come to be representative of the arrived”, 
explains Vishak Kumar, COO, Louis Philippe. 
“Today the reality is that the world is getting 
younger and the trend even for the not-so-
young, is to remain young. at the same time, 
there is a ‘Jet set’ era created by successful 
personalities within their field with age on 
their side. So there was a need for the brand to 
address a wider range of demographic. There 
was a need to broaden the brand offering so 
that it could cater to young people and also have 
more options for people who might be going 
golfing, clubbing etc. These were the segments 
that were growing the market and we decided 
that we could bring the appropriateness of the 
Louis Philippe attire to them” 

Based on the needs of the market Louis 
Philippe now offers three distinct ranges 
under three distinct brand and retail identities 
– Lp for the sophisticated but young audience, 
Luxure, a very premium offering for those 
who will settle for nothing but excellence 
and a contemporised Louis Philippe, the style 
statement of the arrived individual.

Each of these brands is merchandised in 
distinctly different retail settings. Lp stores, 
appealing to the discerning 23-33 year age 
group, have a more youthful look and feel, 
not entirely funky but edgy with clean lines 
with a maximum store footprint of 2,000 sq. 
feet. Luxure stores would have a footprint of 
around 1,500 sq. feet and would house only 
the ‘ultra premium range’ from the brand.  
House of Louis Philippe stores, between 2,500-
7500 sq. feet, would house all three brands or 
combinations therein based on the size and 
location of the stores. 

Says Sanjay agarwal, Group Manager, Retail 
design and Projects, Madura Garments-“The 
progression of the brand is manifest in the 
façade of HOLP stores. The brand logo itself 
has been changed – gone is the now familiar 
running font now replaced with a more 
neo-classic font set against a serrated white 
background and topped by the Crest.” 

“HOLP stores have a more new age feel than 
previous stores”, says agarwal. “The feeling of 
sophistication and elegance is still there but the 
interiors are more modern. We have toned down 
the design as compared to earlier versions and 
lot of accents have been created. The approach 
is quite bold in terms of choice of materials; 
there is more use of glass as compared to the 
earlier emphasis on wood. The overall effect is 
still classy but with a modern lilt to it. So you 
have a very clean bold statement.” 
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The serration on the façade, created using 
wood or plaster, is central to the new HOLP 
character and is carried through from the 
exterior to the inside walls of the store. The 
entrance is from one side of the store through 
a vestibule created by a wall adorned with lit 
glass boxes on one side and a large floor unit 
on the other. The floor unit is used to bifurcate 
the space without obstructing the view into 
the store. 

The cash/wrap has been used to create a focal 
point within the space. Constructed entirely 
of dark glass, the backdrop rises to become a 
ceiling element that extends into the space. The 
space itself is characterised by the use of larger 
floor units with light surfaces, rather than a lot 
small units like earlier, that create a lot of zones 
in the store. The floor units display the bulk of 
the merchandise as compared to the wall units, 
another departure from earlier practice. 

“The primary challenge of blending the modern 
with the classic was that, as concepts, they 
could be quite subjective”, says agarwal. “The 
approach had to achieve the right balance 
to be successful. Bold american walnut used 
in the previous concepts is now replaced by 
a more subdued ash walnut used as large 
surfaces. ash walnut is now complimented by 
dark glass and lit acrylic with a much reduced 
reliance on steel as a design element.”    

ash wood is predominantly used in the floor 
units as horizontal planes and as shelves in 
the wall units. Internal surfaces use Corian to 
create a lightness in the displays. The wood 
is gloss finished and together with dark glass 
and lit acrylic creates a lot of interplay of light 
and reflections. To highlight the interaction 
of gloss, the floor uses natural texture tiles 
finished matte. Gold finished surfaces define 
the formality and the classic rather than being 
ultra modern. 

The two-level store starts with the Lp range in 
a wall unit washed in the new brand’s orange 
signature. The ground floor also houses the 
core Louis Philippe merchandise with the 
Louis Philippe Gods & Kings and suit section 
located in the basement. 

The new Lp store, in comparison, is a stark study 
in contrasts starting with the facade. If the 
HOLP façade was all about understated elegance 
the Lp façade is more extrovert with the double 
height glazed façade framed in the signature 
orange. Inside the store a curved accent wall, 
a signature element that will be found in each 
Lp store, serves as the display backdrop for the 
Lp Office Workwear range. The ground floor 
also houses the brand’s outdoor wear. Evening 
wear and Party wear are we have displayed 
on the mezzanine level against a orange glass 
backdrop. The signature orange has been used 
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as accents throughout the store – the sleek floor 
units of white Corian and yellow mahogany use 
orange characters as inlays.   

“In Lp, merchandise from different sections 
can be complemented and therefore each 
zone is not very starkly differentiated, except 
for the orange feature wall” says agarwal. 
“Even the curved wall is more a signature 
element it is a possibility that evening or party 
wear could be displayed there. We have not 
designed specifically for a range of clothes; 
it is for the brand and we can reshuffle as 
required.”

The designs for Luxure are also complete but 
the company is currently looking for the right 
location for the retail launch of that brand. 
In the meantime, company plans to rollout 
the new HOLP and Lp formats to more than 
35 new locations across the country in next 
2 years. during the same period at least 20 
existing stores will be relaunched with the new 
identity. and then, that is how Louis Philippe 
will be available to everyone. Everyone who 
has arrived, that is l
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