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[bookmark: _Toc227508705][bookmark: _Toc227809435]1. INTRODUCTION
[bookmark: _Toc227636303][bookmark: _Toc227508706]One of the most commercially strong brands in the world is Louis Vuitton (LV), with an annual income of LVMH reaching €86.2 billion in 2023 (LVMH, 2023). The given report compares the international marketing of LV in France (where the company is home) and the United Kingdom (where the company is a host) two environmentally contrasting markets with different macroeconomic factors, cultural orientations, and consumer behaviours (Kapferer and Bastien, 2012; Hollensen, 2020). It uses PESTEL (Johnson et al., 2017), Cultural Dimensions (Hofstede, 1980), STP, the 7Ps marketing mix (Booms and Bitner, 1981), Ansoff (1957) Growth Matrix, and virtue ethics (as developed by Murphy, 1999), ending with the Reflective Cycle (Gibbs, 1988). It claims that the competitive edge of LV lies in the need to balance between standardisation and localisation that is culturally intelligent (Hollensen, 2020; Vrontis, Thrassou and Lamprianou, 2009).
[bookmark: _Toc227809436]2. COMPANY BACKGROUND
LV was founded in 1854 in Paris by specialising in flat-topped trunks, which transformed the luxury travelling (Tungate, 2009). The Monogram Canvas of 1896 was a worldwide icon. In 1987, Moet Hennessy merged with LVMH, which became the largest luxury conglomerate in the world led by Bernard Arnault (LVMH, 2023). The mission of LV revolves around excellence, creativity, and the French savoir-faire (Kapferer and Bastien, 2012; Chevalier and Mazzalovo, 2021). The position of France as the epicentre of luxury gives it an unparalleled country-of-origin appeal (Phau and Prendergast, 2000; Godey et al., 2012), and the UK is a strategically vital host-market with a cosmopolitan consumer base (Mintel, 2023).
[image: ]
Figure 1: Heritage Trunk-Maker to Luxury Leader (Source: Adapted from LVMH, 2023)

Mission and Vision of Louis Vuitton:
Savoir-Faire and Craftsmanship: maintaining old skills and developing new methods as their label of Entreprise du Patrimoine Vivant attests to.
Mission: Louis Vuitton, as a member of the LVMH Group, has a similar mission to create dreams by superior products and services.
Heritage and Innovation: A balance between the history of the company since 1854 with modern and progressive design and materials.
Sustainability: They have a commitment journey that centers on responsible sourcing, environmental impact reduction, and skills transfer.
Spirit of Travel: Since time immemorial a commitment to making functional and beautiful travel products that meet the current, global needs.
[bookmark: _Toc227508707][bookmark: _Toc227809437]3. THE MACRO ENVIRONMENT
[bookmark: _Toc227636306][bookmark: _Toc227508708]The macro environment refers to external forces that are not under the control of the organisation and influence strategic opportunities and threats (Kotler and Keller, 2016). The PESTEL model - Political, Economic, Social, Technological, Environmental, Legal - is a systematic analysis framework that is crucial to organisations with an international focus (Johnson et al., 2017; Armstrong et al., 2020; Doole and Lowe, 2012).
[bookmark: _Toc227809438]Diagram
[image: ]
Figure 2: PESTEL Framework – Macro Environment Analysis (Source: Adapted from Johnson et al., 2017)

[bookmark: _Toc227508709][bookmark: _Toc227809439]4. Political Forces
[bookmark: _Toc227508710][bookmark: _Toc227809440]4.1 Political forces- France (Home country) 
[bookmark: _Toc227809441]Favorable
[bookmark: _Toc227636310][bookmark: _Toc227508711]The profitability of LV directly depends on the 25 percent corporate tax rate (DGFiP, 2023) and 20 percent luxury VAT rate in France but the tourist VAT refund schemes in the past stimulated luxury expenditure in Paris (European Commission, 2023). France is a stable democratic country, but social unrest, the Gilets Jaunes (20182019) and pension reform protests (2023) briefly paralyzed retail operations (Yuen and Johnson, 2017). The Loi PACTE (2019) encourages CSR, the strong EU-based IP laws prevent counterfeiting (EUIPO, 2022), and the French cultural diplomacy strengthens the country-of-origin effect of LV (Comite Colbert, 2022; Aiello et al., 2009).
[bookmark: _Toc227809442]4.2 Political factors - United Kingdom (Host country)
[bookmark: _Toc227809443] Unfavorable
[bookmark: _Toc227636312][bookmark: _Toc227508712]The increase in the UK corporation tax to 25 percent (HMRC, 2023) and the tariffs on imports introduced after Brexit raised the costs of operations of LV (Deloitte, 2021). In 2021, the abolition of VAT-free shopping of tourists led to a reduction in luxury tourist spending in the country by an estimated 30-40% (HM Treasury, 2021; Dhingra et al., 2017). Although political stability is uncertain due to four changes of Prime Ministers (20192023), the institutional framework is stable (The Economist, 2023). The introduction of trade barriers and regulatory divergence by Brexit (Mintel, 2023; Springford, 2023) are compensated by post-Brexit sovereignty allowing bilateral trade agreements with luxury-consumer countries (UK Government, 2023), and a possible reintroduction of tourist VAT can restore London competitiveness (HMRC, 2023; Knight Frank)
[bookmark: _Toc227809444]5. Economic Forces
[bookmark: _Toc227508713][bookmark: _Toc227809445]5.1 Economic Forces-France (Home country) 
[bookmark: _Toc227809446]Favorable
[bookmark: _Toc227636315][bookmark: _Toc227508714]The high domestic luxury demand is supported by the GDP of about €2.78 trillion (World Bank, 2023) and GDP per capita of about 38,000 (IMF, 2023) in France. The currency risk in the domestic operation of LV is reduced by moderate inflation of 4.9% in 2023 (INSEE, 2023) and Eurozone monetary stability (European Central Bank, 2023). The Fashion and Leather Goods segment of LVMH, in which LV is a leading player, brought in a revenue of 20.2 billion in 2023, with domestic consumers in France and international tourists in Paris playing significant roles (LVMH, 2023; D’Arpizio et al., 2023).
[bookmark: _Toc227809447]5.2 Economic Forces - United Kingdom (Host country) 
[bookmark: _Toc227809448]Favorable
[bookmark: _Toc227636317][bookmark: _Toc227508715]The GDP of the UK of approximately £2.27 trillion (ONS, 2023) underpins high luxury demand, but the stronger economic headwinds were caused by high inflation rates of 11.1% in October 2022 and high interest rates of 5.25% (Bank of England, 2023). Most importantly, the HNWI target market of LV was relatively untouched as the UK luxury goods market is estimated to be worth about 16.9 billion in 2023 (Mintel, 2023; Bain and Company, 2023). The presence of about 227,000 HNWIs in London provides robust ultra-premium demand (Knight Frank, 2023; Euromonitor International, 2023; Atwal and Williams, 2017).
[bookmark: _Toc227809449]6. SOCIAL FORCES
[bookmark: _Toc227508716][bookmark: _Toc227809450]6.1 SOCIAL FORCES -France (Home country) 
[bookmark: _Toc227809451]Favorable
[bookmark: _Toc227636320][bookmark: _Toc227508717]The conscious luxury trend and the LV LIFE 360 programme are leading to increased demand among French consumers, who seek sustainability credentials and supply chain transparency (LVMH, 2023; Cervellon and Shammas, 2013). Millennials and Gen Z are changing the landscape of luxury buying in a digital way (Statista, 2023; Kim and Ko, 2012). The demand is filled with international tourism (Atout France, 2023), but increasing social inequality and the second-hand luxury market through Vestiaire Collective are reputational and business risks (Vogue Business, 2023; Turunen and Leppaenen, 2015).
[bookmark: _Toc227809452]6.2 SOCIAL FORCES- UNITED KINGDOM (Host country) 
[bookmark: _Toc227809453]Favorable
[bookmark: _Toc227636322][bookmark: _Toc227508718]The UK luxury market is demographically shifting with Millennials and Gen Z being more focused on sustainability and inclusivity (Deloitte, 2023; Joy et al., 2012). The multiculturalism in London results in a large consumer base (Mintel, 2023), and the logo-based designs at LV are put to test by the so-called quiet luxury movement (Business of Fashion, 2023; Eckhardt, Belk and Wilson, 2015). The HNWI concentration in London however, supports ultra-premium demand (Knight Frank, 2023; Shukla, 2011).
[bookmark: _Toc227809454]7. Cultural factors
[bookmark: _Toc227508719][bookmark: _Toc227809455]7.1 Cultural Factors — France (Home Country) Favorable
France is strategically placed as the birthplace of LV, as well as the most culturally acceptable origin of luxury in the world. The aestheticism, provenance, and philosophy of art de vivre define French luxury consumption, with luxury products being seen as a continuation of an upscale lifestyle (Kapferer and Bastien, 2012; Dubois and Paternault, 1995). The use of the Cultural Dimensions proposed by Hofstede shows that there are crucial differences between France and the UK that determine the marketing strategy of LV:
Hofstede Comparison
	Dimension
	France (Score)
	United Kingdom (Score)

	Power Distance
	68 — Accepts hierarchy; overt luxury signalling culturally legitimate (De Mooij, 2019).
	35 — Egalitarian; ‘quiet luxury’ trend dominates (Business of Fashion, 2023).

	Individualism
	71 — Personal aesthetic drives purchase; LV as self-expression (Dubois and Duquesne, 1993).
	89 — Stronger individualism; identity construction through luxury brands (Shukla, 2011).

	Masculinity
	43 — Quality of life valued; reinforces craftsmanship heritage (Wiedmann et al., 2009).
	66 — Achievement-oriented; LV’s aspiration positioning persuasive (Hofstede Insights, 2023).

	Uncertainty Avoidance
	86 — Strong preference for proven brands; LV’s 170-year provenance is trust anchor.
	35 — Open to novelty; limited-edition drops and collaborations more effective (Kapferer and Bastien, 2012).

	Long-Term Orientation
	63 — LV products seen as enduring investments and heirlooms.
	51 — More present-oriented; seasonal collections better received.

	Indulgence
	48 — Restrained; luxury justified by quality and cultural identity.
	69 — Higher indulgence; spontaneous luxury purchasing more prevalent (Euromonitor International, 2023).



Table 1: Hofstede’s Cultural Dimensions — France vs UK (Source: Hofstede Insights, 2023; Kapferer and Bastien, 2012; De Mooij, 2019)


[bookmark: _Toc227508720][bookmark: _Toc227809456]7.2 Cultural factors- United Kingdom (Home country) Unfavorable
The UK has a greater individualism (89) and a lesser uncertainty avoidance (35), which makes it resort to brand experimentation and appreciate cultural pluralism in their luxury consumption (Hofstede Insights, 2023; Shukla and Purani, 2012). The change to values-led consumption implies that the growing group of younger British luxury buyers’ values sustainability and cultural relevance and heritage credentials (Euromonitor International, 2023; Achabou and Dekhili, 2013). The Pharrell Williams creative direction of LV is a direct reaction to this cultural orientation (Business of Fashion, 2023; LVMH, 2023).
[bookmark: _Toc227508721][bookmark: _Toc227809457]8. Hofstede’s Cultural Dimensions Model
[image: ]The result of the surveys on 50 or more countries conducted by IBM created a model by Hofstede which measures cultural orientations in six dimensions (Hofstede, Hofstede and Minkov, 2010). In the case of LV, it demonstrates the way in which the consumers think about luxury, prestige and self expression (Wiedmann et al., 2009; De Mooij and Hofstede, 2011). The major differences: France has a high uncertainty avoidance (86 vs UK 35) that strengthens heritage brand loyalty; power distance (68 vs 35) that justifies status signalling; and the UK is more indulgent (69 vs 48) which promotes marketing luxury as a heritage brand (Hofstede Insights, 2023; Soares, Farhangmehr and Shoham, 2007)
[image: ]
Figure 3: Hofstede’s Cultural Dimensions — France vs UK (Source: Hofstede Insights, 2023)

[bookmark: _Toc227508722][bookmark: _Toc227809458]9. Hofstede’s Model: Advantages and Disadvantages
[bookmark: _Toc227636328][bookmark: _Toc227508723]Strengths: It offers the quantitative cross-culturally comparable framework that allows systematically recognizing cultural differences to adapt to marketing (Hollensen, 2020; Soares, Farhangmehr and Shoham, 2007). Broad validation gives a scholarly credibility and it underpins the group-level strategy of LVMH in 80 + countries (LVMH, 2023; Magnusson et al., 2008).
[bookmark: _Toc227636329]Cons: The IBM data in the 1960s-1970s does not indicate the modern luxury values (McSweeney, 2002; Baskerville, 2003). The assumptions of national homogeneity are constraining to the multicultural foundation of the UK (Mintel, 2023; Brewer and Venaik, 2012). The luxury values of Gen Z are changing and cannot be measured using static scores (Kapferer and Bastien, 2012; Vrontis, Thrassou and Lamprianou, 2009).

[bookmark: _Toc227809459]10. TECHNOLOGICAL FORCES
[bookmark: _Toc227508724][bookmark: _Toc227809460]10.1 TECHNOLOGICAL FORCES — France (Home Country) 
[bookmark: _Toc227809461]Favorable
[bookmark: _Toc227636332][bookmark: _Toc227508725]In 2023, LVMH invested more than those in research and development, totaling over 1.1 billion (LVMH, 2023) and developing digital luxury experiences. The French business activities of LV involve the use of AR mobile applications, AI-based personalisation (McKinsey and Company, 2023; Pantano and Priporas, 2016), and advanced CRM in terms of EU GDPR (ICO, 2023). Paris flagships have touchscreen displays and digital monogramming, and a robust social media presence on Instagram, Tik Tok and YouTube (Statista, 2023; Kim and Ko, 2012).
[bookmark: _Toc227809462]10.2 TECHNOLOGICAL FORCES — United Kingdom (Host Country) 
[bookmark: _Toc227809463]Favorable
[bookmark: _Toc227636334][bookmark: _Toc227508726]UK is also among the most digitally developed markets of LVMH and online luxury penetration is higher than in France (Euromonitor International, 2023; Chaffey and Ellis-Chadwick, 2022). Bond Street and Selfridges combine AR experiences and AI chatbots (McKinsey and Company, 2023). LV uses targeted campaigns by utilizing the moments of British culture by UK GDPR (ICO, 2023; Okonkwo, 2010).
[bookmark: _Toc227809464]11. LEGAL FORCES
[bookmark: _Toc227508727][bookmark: _Toc227809465]11.1 Legal Forces — France (Home Country) 
[bookmark: _Toc227809466]Favorable
[bookmark: _Toc227636337][bookmark: _Toc227508728]LV French activities adhere to the Code du Travail (35-hour working week, powerful employee protections), a solid EU-based intellectual property policy that safeguards the Monogram and Damier prints (EUIPO, 2022), and Sapin II Law (2016) that requires extensive anti-corruption compliance programmes (Agence Française Anticorruption, 2023; O LV also has a close licensing policy to ensure brand exclusivity (Kapferer and Bastien, 2012; Chadha and Husband, 2006).
[bookmark: _Toc227809467]11.2 Legal Forces — United Kingdom (Host Country) 
[bookmark: _Toc227809468]Unfavorable
[bookmark: _Toc227636339][bookmark: _Toc227508729]The operations of the UK are regulated by the Health and Safety at Work Act of 1974, Employment Rights Act of 1996, Equality Act of 2010, and the UK Bribery Act of 2010 one of the most restrictive statutes against corruption globally (UK Government, 2023; HSE, 2023). UK IPO offers independent trademark protection after Brexit, which means that LV will have to have parallel IP protection in both EU and UK jurisdictions (UK IPO, 2023; Mendis, 2020).




[bookmark: _Toc227809469]12. ENVIRONMENTAL FORCES
[bookmark: _Toc227508730][bookmark: _Toc227809470]12.1 ENVIRONMENTAL FORCES — France (Home Country) 
[bookmark: _Toc227809471]Unfavorable
[bookmark: _Toc227508731]LV monitors evolving regulation including the EU Green Deal, France’s Loi Climat et Résilience (2021), and the LVMH LIFE 360 programme targeting carbon neutrality by 2030 and 100% renewable electricity by 2026 (LVMH, 2023; European Commission, 2023; Fletcher, 2014).
[bookmark: _Toc227809472]12.2 ENVIRONMENTAL FORCES — United Kingdom (Host Country) 
[bookmark: _Toc227809473]Unfavorable
[bookmark: _Toc227636343][bookmark: _Toc227508732]Climate Change Act (2008, updated 2019) of the UK is committed to achieving net zero by 2050 and Extended Producer Responsibility and biodiversity net gain requirements were introduced in the Environment Act 2021 (HM Government, 2021). The CMA Green Claims Code (2021) imposes a scrutinizing eye on the marketing claims of luxury brands as it demands luxury brands to back up all their sustainability claims with independently verifiable evidence (CMA, 2023; Euromonitor International, 2023; Henninger et al., 2016).
[bookmark: _Toc227809474]13. Comparable and Contrasting Aspects of France and the United Kingdom
[bookmark: _Toc227508733][bookmark: _Toc227809475]Similarities
[bookmark: _Toc227636346][bookmark: _Toc227508734]The two countries have well-developed luxury markets and have a large number of HNWIs (Bain and Company, 2023). They both have a net-zero sustainability promise, robust IP frameworks, and are rapidly changing their digital transformation of luxury retail (McKinsey and Company, 2023).
[bookmark: _Toc227809476]Differences
	Dimension
	France
	United Kingdom

	Cultural Attitude
	Understated elegance; heritage-driven (Kapferer and Bastien, 2012).
	Multicultural; open to novelty and collaboration (Mintel, 2023).

	Political Context
	EU member; stable regulatory environment.
	Post-Brexit; independent regulatory framework (UK Government, 2023).

	Economic Conditions
	Lower inflation; Eurozone stability (INSEE, 2023).
	Higher inflation; cost-of-living pressures (Bank of England, 2023).

	Consumer Behaviour
	Heritage and craftsmanship focus (Wiedmann et al., 2009).
	Values-driven; sustainability focus (Euromonitor, 2023).

	Tax Environment
	20% VAT; tourist VAT refund active.
	20% VAT; tourist VAT refund abolished 2021 (HM Treasury, 2021).


[bookmark: _Toc227636348]
Table 2: France vs UK Differences (Source: Johnson et al., 2017; Hofstede Insights, 2023)
[bookmark: _Toc227508735][bookmark: _Toc227809477]14. Market Segmentation, Advantages and the STP Approach
[bookmark: _Toc227508736][bookmark: _Toc227809478]14.1 Definition of Market Segmentation
[bookmark: _Toc227636351][bookmark: _Toc227508738]The process of segmenting a heterogeneous consumer market into homogeneous groups with similar needs and purchasing behaviours is known as market segmentation (Kotler and Armstrong, 2021). In the case of LV, segmentation is a brand stewardship tool that defines how the maison will communicate exclusivity and cultural relevance to two different markets (Kapferer and Bastien, 2012; Tynan, McKechnie and Chhuon, 2010).

[bookmark: _Toc227809479]14.2 The STP Approach to Market Strategy
The STP framework can offer LV a systematic platform to transform market insights into culturally sensitive strategy, which is implemented at the same time at both global and local market tiers (Kotler and Keller, 2016; Hollensen, 2020; Wind and Douglas, 1972).
[image: ]
[bookmark: _Toc227508739]Figure 4: The STP Process Model (Source: Adapted from Kotler and Armstrong, 2021)

[bookmark: _Toc227809480]15. International Consumer Market Segments
[bookmark: _Toc227636354][bookmark: _Toc227508740]LV has two markets that have different consumers and different cultural attitudes to luxury that need to be segmented with a broad demographic, geographic, and psychographic segmentation (Kotler and Armstrong, 2021; Wiedmann et al., 2009).
[bookmark: _Toc227809481]15.1 Demographic Segmentation
[bookmark: _Toc227636356][bookmark: _Toc227508741][bookmark: _Toc227809482]Demographic segmentation groups consumers based on quantifiable variables - the most used foundation in luxury marketing (Kotler and Armstrong, 2021; Dubois and Laurent, 1993).

[bookmark: _Toc227809483]15.1.1 Gender
	France (1st Country)
	United Kingdom (2nd Country)

	Women remain the primary luxury purchasing segment; male luxury consumption is growing in fragrances and leather accessories.
	More gender-balanced; male luxury purchasing growing significantly in streetwear-influenced luxury, bags, and sneakers (Business of Fashion, 2023).

	French campaigns feature understated feminine elegance aligned with art de vivre aesthetic.
	Pharrell Williams’ debut explicitly championed gender-inclusive luxury, resonating with progressive UK attitudes.


[bookmark: _Toc227508742][bookmark: _Toc227809484]Table 3: Gender Segmentation (Source: Euromonitor International, 2023; LVMH, 2023)
[bookmark: _Toc227809485]15.1.2 Age
	France (1st Country)
	United Kingdom (2nd Country)

	Median age: 20.1 (INSEE, 2023). 35–60 age group represents the largest luxury spending cohort.
	Median age: 18.6 (ONS, 2023). Trending younger; Millennials and Gen Z growing share of luxury expenditure.

	Heritage narrative and atelier visits target 40–65 segment; Gen Z via Louis: The Game.
	25–45 targeted via collaborations; Gen Z via TikTok content and limited-edition drops (Mintel, 2023).


[bookmark: _Toc227508743][bookmark: _Toc227809486]Table 4: Age Segmentation (Source: INSEE, 2023; ONS, 2023; Bain and Company, 2023)
[bookmark: _Toc227809487]15.1.3 Income
	France (1st Country)
	United Kingdom (2nd Country)

	~600,000 HNWIs (Knight Frank, 2023); LV targets through private client services and personalised access.
	London hosts ~227,000 HNWIs; internationally mobile HNWIs from Gulf States, China, and India provide supplementary revenue.


[bookmark: _Toc227508744][bookmark: _Toc227809488]Table 5: Income Segmentation (Source: Knight Frank, 2023; Euromonitor International, 2023)
[bookmark: _Toc227809489]15.1.4 Education
	France (1st Country)
	United Kingdom (2nd Country)

	48% hold tertiary qualifications (OECD, 2022); strong appreciation for LV’s artisanal heritage; Fondation LV cultural programming reinforces brand capital.
	60% hold higher education qualifications (HESA, 2023); educated UK consumers increasingly prioritise sustainability alongside prestige (Euromonitor International, 2023).


[bookmark: _Toc227508745][bookmark: _Toc227809490]Table 6: Education Segmentation (Source: OECD, 2022; HESA, 2023)



[bookmark: _Toc227809491]15.1.5 Ethnicity
	France (1st Country)
	United Kingdom (2nd Country)

	Predominantly White European; Paris receives significant luxury spending from Chinese (33% of global luxury spending), Gulf, and Japanese tourists (Bain and Company, 2023).
	14% non-White ethnic groups (ONS, 2023); London’s luxury base includes South Asian, East Asian, Middle Eastern, and African affluent communities with distinct luxury attitudes.


[bookmark: _Toc227508746]Table 7: Ethnicity Segmentation (Source: ONS, 2023; Bain and Company, 2023; Mintel, 2023)
[bookmark: _Toc227809492]15.2 Geographic Segmentation
	France (1st Country)
	United Kingdom (2nd Country)

	Paris: global luxury epicentre; Champs-Élysées flagship is LV’s highest-revenue store globally (LVMH, 2023). Lyon and Monaco provide secondary markets.
	London: Bond Street flagship; Harrods and Selfridges concessions. Edinburgh and Manchester provide regional HNWI bases (Mintel, 2023).

	Paris benefits from tourist VAT refund advantages post-2021 abolition in UK.
	Potential reintroduction of tourist VAT refunds could reinvigorate London’s position (HMRC, 2023).


[bookmark: _Toc227508747]Table 8: Geographic Segmentation (Source: LVMH, 2023; Euromonitor International, 2023)
[bookmark: _Toc227809493]15.3 Psychographic Segmentation
[bookmark: _Toc227636364][bookmark: _Toc227508748][bookmark: _Toc227809494]Psychographic segmentation includes values, attitudes and lifestyle inspirations that are not limited by economic means, which is essential in luxury brands because consumers will vary in their reasons to buy (Wiedmann et al., 2009; Vigneron and Johnson, 1999).
[bookmark: _Toc227809495]15.3.1 Lifestyle — Activities, Interests, and Opinions (AIO)
	Dimension
	France vs UK — LV Consumer Profile

	Activities
	France: Fashion shows, cultural institutions, bespoke travel. UK: London Fashion Week, art galleries, exclusive members clubs.

	Interests
	France: Artisanal heritage and savoir-faire. UK: Cultural diversity, contemporary music, streetwear-influenced luxury.

	Opinions
	France: Heritage authenticity and understated elegance. UK: Brand experimentation, inclusivity, and sustainability (Euromonitor International, 2023).


[bookmark: _Toc227508749][bookmark: _Toc227809496]Table 9: AIO Lifestyle Segmentation (Source: Euromonitor International, 2023; Mintel, 2023)
[bookmark: _Toc227809497]15.3.2 VALS Segmentation Framework
[image: ]
Figure 5: VALS™ Framework Applied to LV (Source: Strategic Business Insights, 2024)
[bookmark: _Toc227636367][bookmark: _Toc227508750][bookmark: _Toc227809498]VALS groups consumers by their motivations and resource levels (Hawkins and Mothersbaugh, 2016). LV’s key segments: Innovators (highest-value core in both markets); Achievers (success-oriented status signallers); Experiencers (UK-dominant; limited-edition responsive); Thinkers (France-dominant; craftsmanship-focused); and Strivers (UK aspirational consumers at entry-price points) (Bain and Company, 2023; LVMH, 2023; Truong, McColl and Kitchen, 2009).









[bookmark: _Toc227809499]15.3.3 Segmenting by Usage and Brand Commitment
[image: ]
[bookmark: _Toc227636369][bookmark: _Toc227508751]Figure 6: Segmentation by Usage and Brand Commitment (Source: Adapted from Fill and Turnbull, 2016)
LV segments based on commitment: Heavy Users (VIP/UHNWI customers bringing disproportionate revenues); Brand Loyal Users (long-term attachment); Switchers (consumers buying multiple brands via campaigns); Aspirational Consumers (turned by entry-level products at around £300); and Emergent Gen Z consumers (digital-native, values-led) (Kapferer and Bastien, 2015)
[bookmark: _Toc227809500]16. Targeting
[bookmark: _Toc227508752][bookmark: _Toc227809501]16.1 Definition of Targeting
[bookmark: _Toc227636372][bookmark: _Toc227508753]The market segmentation analyses the attractiveness of the segment and picks the segment that matches the brand capabilities (Kotler and Armstrong, 2021). In the case of LV, the focus on balancing the revenue potential and brand consistency - exclusivity and cultural prestige (Kapferer and Bastien, 2012; Keller, 2013).
[bookmark: _Toc227809502]16.2 Targeting Strategies
[bookmark: _Toc227508754][bookmark: _Toc227809503]16.2.1 Undifferentiated Marketing (Mass Marketing)
[bookmark: _Toc227636375][bookmark: _Toc227807488][bookmark: _Toc227508755][bookmark: _Toc227809504]Essentially incompatible with the LV culture of luxury - mass-market strategies kill the perceived exclusivity and scarcity on which high-end pricing power is built (Kapferer and Bastien, 2012; Dubois, Laurent and Czellar, 2001).

[bookmark: _Toc227809505]16.2.2 Differentiated Marketing (Segmented Marketing)
[bookmark: _Toc227636377][bookmark: _Toc227807490][bookmark: _Toc227508756][bookmark: _Toc227809506]LV appeals to various segments by making unique offers to them, as heritage-based identity to established HNWIs and digital-first to Millennials and Gen Z (Jobber and Ellis-Chadwick, 2019; LVMH, 2023).
[bookmark: _Toc227809507]16.2.3 Concentrated Marketing (Niche Marketing)
[bookmark: _Toc227636379][bookmark: _Toc227508757]At the top, LV uses focused marketing with custom trunk orders and exclusive customer services to UHNWI clients, which brings disproportional revenues and enhances exclusivity (Kapferer and Bastien, 2012; Baines et al., 2019).
[bookmark: _Toc227809508]16.3 Louis Vuitton’s Targeting Strategy — Primarily Strategies 2 and 3
	France — Targeting
	UK — Targeting

	Primary: HNWIs aged 35–60; domestic affluent + international tourists (Innovators/Achievers — VALS).
	Primary: London-based HNWIs aged 28–55; multicultural, values-led (Innovators/Achievers/Experiencers).

	Secondary: Gen Z/Millennials via digital storytelling and Fondation LV.
	Secondary: Gen Z/Millennials via Pharrell Williams collaborations and social media campaigns.

	Differentiated + concentrated for UHNWI bespoke tier.
	More differentiated across multicultural segments; concentrated for London UHNWI private clients.


[bookmark: _Toc227508758]Table 10: LV’s Targeting Strategy (Source: LVMH, 2023; Bain and Company, 2023)
[bookmark: _Toc227809509]17. Positioning
[bookmark: _Toc227508759][bookmark: _Toc227809510]17.1 Definition of Positioning
[bookmark: _Toc227636383][bookmark: _Toc227508760]Brand positioning creates a unique image in the minds of consumers as compared to the competition (Kotler and Armstrong, 2021). In the case of LV, positioning explains its heritage, craftsmanship, and cultural leadership in a consistent way but enables a culturally sensitive adaptation (Kapferer and Bastien, 2012; Aaker, 1996).
[bookmark: _Toc227809511]17.2 Fundamental Positioning Themes
[bookmark: _Toc227508761][bookmark: _Toc227809512]17.2.1 Benefit Positioning
[bookmark: _Toc227636386][bookmark: _Toc227508764]The main advantage of LV in France is French savoir-faire that cannot be substituted with any other craftsmanship and cultural prestige. The global cultural prestige meets with creative innovation in the modern UK (LVMH, 2023; Keller, 2013).
[bookmark: _Toc227809513]18. Perceptual Map
[image: ]
Figure 7: Perceptual Map — Price vs Prestige (Source: Adapted from Kotler and Armstrong, 2021; Bain and Company, 2023)
The perceptual map positions LV at the ultra-luxury category next to Hermes and Chanel over aspirational brands like Coach and Burberry. French shoppers think of LV as the national culture of luxury; the UK shoppers as a culture of global aspiration. The difference between LV and accessible luxury is not accidental - pricing discipline means that the brand will not fall to mass-market status (Kapferer and Bastien, 2012; Bain and Company, 2023; Ko et al., 2019).
[bookmark: _Toc227508765][bookmark: _Toc227809514]19. STP Similarities and Differences — France vs United Kingdom
[bookmark: _Toc227508766][bookmark: _Toc227809515]19.1 Similarities
[bookmark: _Toc227636390][bookmark: _Toc227508767]Both markets use differentiated + concentrated dual targeting; HNWIs are the main source of revenue investment; ultra-luxury positioning is and continues to be consistent; and standardised brand DNA serves as the consistent luxury signalling (LVMH, 2023; Kapferer and Bastien, 2012; Hollensen, 2020).




[bookmark: _Toc227809516]19.2 Differences
	Dimension
	France
	UK

	Cultural Driver
	Art de vivre; heritage provenance (Kapferer and Bastien, 2012).
	Multicultural aspiration; Pharrell Williams pluralism (Business of Fashion, 2023).

	Demographic Profile
	Skews older (35–60); Chinese/Gulf tourist supplementary revenue.
	Trending younger (28–45); Gen Z fastest-growing luxury cohort (Knight Frank, 2023).

	Hofstede Orientation
	High uncertainty avoidance (86): heritage trust.
	Low uncertainty avoidance (35): experimentation and quiet luxury.

	Tourist Revenue
	Sustained VAT refund advantages.
	VAT refund abolished 2021; reintroduction pending (HM Treasury, 2021).


[bookmark: _Toc227508768][bookmark: _Toc227809517]Table 11: STP Differences (Source: LVMH, 2023; Hofstede Insights, 2023)
[bookmark: _Toc227809518]20. International Marketing Mix (7Ps)
The 4Ps of McCarthy (1960), the 7Ps of Booms and Bitner (1981) is the most comprehensive architecture in assessing service-led luxury delivery by LV (Kotler and Armstrong, 2021; Zeithaml, Bitner and Gremler, 2018).
[image: ]
Figure 8: LV’s 7Ps Marketing Mix (Source: Adapted from Booms and Bitner, 1981)
[bookmark: _Toc227508769][bookmark: _Toc227809519]21. International Product Mix Management
[bookmark: _Toc227508770][bookmark: _Toc227809520]21.1 Product Line Width — Louis Vuitton Portfolio
	Product Line
	Key Products
	France Emphasis
	UK Emphasis

	Leather Goods
	Neverfull, Capucines, Speedy
	Heritage icons; savoir-faire provenance.
	Status signals; gender-inclusive (Pharrell Williams).

	Ready-to-Wear
	Women’s + Men’s RTW
	Parisian elegance; art de vivre.
	Cultural pluralism; multicultural fashion identity.

	Footwear & Accessories
	Archlight, scarves, belts
	Entry-level; French chic aesthetic.
	Gen Z entry; streetwear-influenced.

	Watches & Jewellery
	Tambour, Idylle Blossom
	Investment and heirloom positioning.
	Gifting and achievement signalling.

	Fragrances & Beauty
	Les Parfums LV
	French perfumery heritage.
	Fastest-growing UK luxury category.


[bookmark: _Toc227508771][bookmark: _Toc227809521]Table 12: Product Line Width (Source: LVMH, 2023; Business of Fashion, 2023)
[bookmark: _Toc227809522]21.2 Line Extension and Brand Adaptation
[bookmark: _Toc227636396][bookmark: _Toc227508772]LV uses downward extensions (fragrances, accessories from ~£300), upward extensions (bespoke trunks, made-to-order Capucines) to further support ultra-luxury credibility (Kapferer and Bastien, 2012; Keller, 2013). The most notable cultural extension of 2023 is the collaboration with the Pharrell Williams (Business of Fashion, 2023).




[bookmark: _Toc227809523]22. Price
[bookmark: _Toc227508773][bookmark: _Toc227809524]22.1 Key Pricing Factors — France vs UK
LV uses the ultra-premium luxury level pricing which is based upon the perceived cultural and heritage worth (Kapferer and Bastien, 2012; Phau and Prendergast, 2000). The post-Brexit world has brought about structural pricing divergence:

	Factor
	France
	UK

	Pricing Philosophy
	Ultra-premium; scarcity-driven; no discounting (Kapferer and Bastien, 2012).
	Same architecture; post-Brexit cost uplift ~10–15% (Deloitte, 2021).

	VAT Environment
	20% VAT; tourist VAT refund active.
	20% VAT; tourist refund abolished 2021 (HM Treasury, 2021).

	Brexit Impact
	EU manufacturing base — no import duties.
	Import duties and customs complexity add ~12% to landed cost (HMRC, 2023).

	Price Position
	Global reference price — typically lowest globally.
	UK prices ~10–15% above France (Euromonitor International, 2023).



Table 13: Pricing Strategy Comparison (Source: Deloitte, 2021; Bain and Company, 2023)
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Figure 9: LV Price Comparison — France vs UK (Source: Adapted from Louis Vuitton, 2023)
[bookmark: _Toc227508774][bookmark: _Toc227809525][image: ]23. Place (Distribution)
[bookmark: _Toc227809526]Louis Vuitton London Harrods
[bookmark: _Toc227807511][bookmark: _Toc227809527][image: ]

[bookmark: _Toc227809528]Louis Vuitton France Paris


[bookmark: _Toc227508775][bookmark: _Toc227809529]23.1 Distribution Channel Comparison — France vs UK
LV uses only owned boutiques and online to maintain brand experience and avoid dilution by intermediaries (Kapferer and Bastien, 2012; Hollensen, 2020; Moore and Birtwistle, 2004).
	Dimension
	France
	UK

	Flagship
	Champs-Élysées: highest-revenue store globally; 10+ boutiques (LVMH, 2023).
	Bond Street flagship; Harrods/Selfridges concessions; Edinburgh/Manchester (Mintel, 2023).

	E-commerce
	louisvuitton.com/fr; EU GDPR-compliant.
	louisvuitton.com/uk; higher UK online luxury penetration (Chaffey and Ellis-Chadwick, 2022).

	Exclusivity
	Zero multi-brand retail presence globally.
	Same exclusivity; shop-in-shop only at Harrods/Selfridges.

	Tourism
	Sustained VAT refund advantages; captures international tourist spend.
	Post-2021 VAT abolition disadvantage; reintroduction pending (HMRC, 2023).


[image: ]Table 14: Distribution Comparison (Source: LVMH, 2023; Mintel, 2023)

Figure 10: Distribution Strategy (Source: Adapted from LVMH, 2023)

[bookmark: _Toc227508776][bookmark: _Toc227809530]24. Promotion — Integrated Marketing Communications (IMC)
[bookmark: _Toc227508777][bookmark: _Toc227809531]24.1 IMC Tools Comparison — France vs UK
The IMC of LV is characterized by extremely low paid advertising (less than 1 percent of revenues as opposed to 5-10 percent in the industry), which is compensated with a high level of earned media in the form of fashion spectacles and celebrity culture (Kapferer and Bastien, 2012; Fill and Turnbull, 2016; De Barnier, Falcy and Valette-Floren 2012)

Table 15: IMC Tools Comparison (Source: LVMH, 2023; Fill and Turnbull, 2016)
	IMC Tool
	France
	UK

	Advertising
	Vogue FR, Le Figaro; brand films; low paid spend (LVMH, 2023).
	British Vogue, Tatler, FT HTSI; higher digital advertising penetration.

	PR
	Paris Fashion Week anchor; Fondation LV cultural programming.
	London Fashion Week activation; V&A Museum collaborations.

	Ambassadors
	Alicia Vikander, Sophie Turner — French elegance.
	Beyoncé, Rihanna, Pharrell Williams — multicultural identity (Business of Fashion, 2023).

	Social Media
	Instagram, YouTube, TikTok FR (Statista, 2023).
	Instagram, TikTok UK, Snapchat AR; higher UK TikTok penetration (Chaffey and Ellis-Chadwick, 2022).

	Experiential
	Fondation LV museum; atelier open house events.
	London pop-ups; Harrods in-store experiences; V&A collaborations.


[image: ]
Figure 11: Digital Marketing Channel Comparison (Source: Adapted from Statista, 2023)



[bookmark: _Toc227508778][bookmark: _Toc227809532]25. Process
[bookmark: _Toc227636405]The digital discovery process of the client journey at LV needs to be precise in personalisation and post purchase care (Booms and Bitner, 1981). Both markets provide custom advisor consultation, Monogramming studios and Lifetime Repair Services. France works with the EU Consumer Rights Directive; UK with Consumer Rights Act 2015 (UK Government, 2023). The UK consumers are more digitally-first-discovery-driven and experience-driven in their personalisation demands (Chaffey and Ellis-Chadwick, 2022; Pantano and Priporas, 2016).
[bookmark: _Toc227809533]25.1 Customer Complaint Management — France vs United Kingdom
[bookmark: _Toc227636407][bookmark: _Toc227508779]At the ultra-luxury level complaint management is not simply a service recovery process, it is a brand equity tool (Zeithaml, Bitner and Gremler, 2018). In France, LV has a system of 14-day withdrawal rights and orderly escalation under the EU Consumer Rights Directive system, consisting of the DGCCRF (Direction Générale de la Concurrence). In France, the French advisors deal with complaints via a direct and relationship-based conversation in accordance with the collectivist service culture of France (Hofstede Insights, 2023). The 30-day short-term right to reject faulty goods in the UK is provided by the Consumer Rights Act 2015, and LV UK is obliged to be more responsible (UK Government, 2023). The UK customers are more assertive in making complaints and favor the option of an omnichannel solution: email, live chat through louisvuitton.com/en-gb, and social media escalation. Cases that are not resolved could go to the Retail Ombudsman, posing reputational risk. Both markets enjoy the advantages of LV-specific Client Relations Centres, yet the UK is digitally-empowered consumer base and post-Brexit-logistics complexity initiates a disproportionately greater number of complaints in the area of timeframes of delivery and authentication of authenticity. The use of AI in complaint triage enhances the service quality of the two markets (Kapferer and Bastien, 2012; Chaffey and Ellis-Chadwick, 2022).
[bookmark: _Toc227809534]26. People
[bookmark: _Toc227636409][bookmark: _Toc227508780]LVMH employed ~213,000 people in 2023, with ~7,000 French artisans across 14 ateliers (LVMH, 2023). The Institut des Métiers d’Excellence maintains heritage of savoir-faire. French advisors tell the story of the heritage of LV; UK Bond Street advisors mirror the multicultural foundation of London with Mandarin, Arabic and Hindi skills. The Equality Act 2010 and Bribery Act 2010 (UK Government, 2023; Kapferer and Bastien, 2012) are included in the UK compliance training.

[bookmark: _Toc227809535]27. Physical Evidence
All LV touchpoints convey heritage: interior design by Peter Marino, standardised packaging (brown Toile Monogram, orange dust bag), the staff, dressed in seasonal LV RTW (Kapferer and Bastien, 2012; Louis Vuitton, 2023). UK stores incorporate AR try-on stations and meet the requirements of the Environment Act 2021 EPR. The style of Bond Street is an expression of an inclusive creative direction of Pharrell Williams (LVMH, 2023; Pine and Gilmore, 2011).
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Figure 12: LV Physical Evidence — Global Standards vs UK Adaptations (Source: Adapted from LVMH, 2023; Pine and Gilmore, 2011)
[bookmark: _Toc227508781][bookmark: _Toc227809536]28. 7Ps Marketing Mix — Overall Similarities and Differences
[bookmark: _Toc227508782][bookmark: _Toc227809537]28.1 Key Similarities Across the 7Ps
[bookmark: _Toc227636413][bookmark: _Toc227508783]Its main product identity, ultra-premium prices, direct exclusive distribution, global ambassador campaign, LVMH training, Lifetime Repair Service and Peter Marino design philosophy are standardized worldwide (LVMH, 2023; Kapferer and Bastien, 2012; Levitt, 1983).
[bookmark: _Toc227809538]28.2 Key Differences Across the 7Ps
	7P
	Adaptation
	France
	UK

	Product
	MODERATE
	Heritage-led; French art de vivre aesthetic.
	Pharrell Williams cultural pluralism; gender-inclusive lines.

	Price
	SIGNIFICANT
	Global reference price; tourist VAT advantage.
	Post-Brexit ~10–15% uplift; VAT refund absent (Deloitte, 2021).

	Promotion
	HIGH
	French ambassadors; Paris Fashion Week; Instagram/YouTube.
	Multicultural ambassadors; TikTok/Snapchat AR emphasis.

	Place
	MODERATE
	Champs-Élysées global flagship; EU e-commerce.
	Bond Street + Harrods/Selfridges; regional UK expansion.

	People
	MINOR
	French artisans; Code du Travail protections.
	Multilingual UK advisors; Equality Act compliance.

	Process
	MINOR
	EU Consumer Rights Directive.
	UK Consumer Rights Act 2015; higher online return rates.

	Physical Evidence
	MINOR
	EU packaging compliance; Fondation LV.
	UK Environment Act packaging; Snapchat AR filters.



Table 16: 7Ps Differences (Source: Hollensen, 2020; LVMH, 2023; Douglas and Wind, 1987)
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Figure 13: 7Ps Standardisation vs Adaptation (Source: Adapted from Hollensen, 2020)

[bookmark: _Toc227508784]

[bookmark: _Toc227809539]29. Directional Development — Ansoff Matrix
Table 17: Ansoff Growth Matrix (Source: Ansoff, 1957; LVMH, 2023; Hollensen, 2020)
	Strategy
	Definition
	LV Application — France & UK

	Market Penetration
	Increase share in current markets (Ansoff, 1957).
	Deepening LV Pass loyalty; AI-driven CRM personalisation; price harmonisation to reduce Brexit differential (LVMH, 2023; Knight Frank, 2023).

	Product Development
	New products for existing markets.
	Pharrell Williams Men’s RTW; LV Beauty expansion; LIFE 360 sustainable product lines; digital fashion/NFT targeting Gen Z (Business of Fashion, 2023).

	Market Development
	Existing products in new markets.
	Regional UK expansion — Edinburgh, Manchester, Birmingham; leveraging potential tourist VAT reintroduction (Mintel, 2023; HMRC, 2023).

	Diversification
	New products in new markets (highest risk).
	Fondation LV touring exhibitions to London; luxury hospitality ventures; gaming culture partnerships (LVMH, 2023).


[image: ]
Figure 14: Ansoff Growth Matrix (Source: Adapted from Ansoff, 1957)

[bookmark: _Toc227508785][bookmark: _Toc227809540]30. Ethical and Unethical Marketing Issues
[bookmark: _Toc227636417][bookmark: _Toc227508786]Marketing ethics is the application of ethical considerations to marketing decisions (Murphy, 1999). The normative perspective on the assessment of the behavior of LV is Murphy virtue ethics, i.e., integrity, fairness, trust, respect, empathy, transparency (Crane and Matten, 2016; Freestone and McGoldrick, 2008).
[bookmark: _Toc227809541]30.1 Ethical Marketing Practices — Louis Vuitton
[bookmark: _Toc227636419][bookmark: _Toc227508787]Ethical Issue 1: LVMH LIFE 360 - Transparent Sustainability: The programme is carbon-neutral by 2030, 100% renewable electricity by 2026, and independently audited ESG reporting - realising the virtues of transparency and integrity that Murphy (1999) discusses and making LV stand out of brands that practice unsubstantiated greenwashing (LVMH, 2023; Fashion Pact, 2023;
[bookmark: _Toc227636420]Ethical Question 2: Non-discriminatory Cultural Representation: The presence of gender-fluid, culturally diverse aesthetics through the hiring of Pharrell Williams echoes the virtues of respect and empathy that Murphy embraced and addresses the need of the UK consumers to be represented by a multicultural figure (Business of Fashion, 2023; LVMH, 2023; Mintel, 2023).
[bookmark: _Toc227809542]30.2 Unethical Marketing Practices — Louis Vuitton
Unethical Issue 1: Brexit Pricing Discrimination. The systematic 10-15% UK price premium without any value added is structural pricing discrimination that breaches the fairness virtue of Murphy, and is aggravated by the abolition of the VAT refund that puts UK consumers at a disadvantage (Deloitte, 2021; HM Treasury, 2021; Bain and Company, 2023).
Unethical Question 2: Greenwashing Risk. Certain claims regarding the environment are still not specific enough and independent to prove, which is a risk according to CMA Green Claims Code (2023) and Loi Climat et Résilience. The conflict between the production of endless luxury and being environmentally superior needs to be supported with substantial evidence (CMA, 2023; LVMH, 2023; Henninger et al., 2016).
[image: ]
Figure 15: Murphy’s Virtue Ethics Applied to LV (Source: Adapted from Murphy, 1999)

[bookmark: _Toc227508788][bookmark: _Toc227809543]31. Strategic Recommendations for Louis Vuitton
[bookmark: _Toc227508789][bookmark: _Toc227809544]31.1 Recommendation 1: Advocate for UK Tourist VAT Refund Reinstatement and Implement Brexit Price Transparency
[bookmark: _Toc227809545]31.1.1 France (Home Country)
[bookmark: _Toc227636425][bookmark: _Toc227807530][bookmark: _Toc227809546]France as the strategic headquarters and key price dictator of LV is where the pricing architecture that creates the post-Brexit premium in the UK began. At the institutional level, LV must use its status as the flagship of LVMH to spearhead an advocacy drive by Comitetes Colbert to promote the luxury sector, including direct negotiations with the French Ministry of Economy and the European Commission to negotiate equivalencies between tourist VAT refunds in the UK and the EU. France to France: France should base a formalised International Pricing Governance Framework, with a board-level policy, into the finance and commercial departments of LVMH, which would require any market pricing variation with the Paris reference price to be formally explained by auditable cost elements tariffs, logistics, currency hedging, and VAT differentials, as opposed to discretionary margin expansion. This model realises the virtue of fairness in corporate governance as proposed by Murphy (1999), where pricing ethics are both a structural commitment, not a reactive PR stance (Hollensen, 2020; Crane and Matten, 2016).
[bookmark: _Toc227809547]31.1.2 United Kingdom (Host Country)
[bookmark: _Toc227636427][bookmark: _Toc227508790]On the consumer-facing side, LV needs to implement a four-pronged approach in the UK. Firstly, be proactive in engaging the Tourist VAT consultation of HM Treasury via the CBI luxury retail coalition, with some quantified evidence (that tourist VAT abolition lowered London luxury spend by an estimated 30-40%), which is a commercially persuasive case that fits the government post-Brexit agenda of trade competitiveness (HM Treasury, 2021; Knight Frank, 2 Second, introduce a Brexit Pricing Transparency Initiative on louisvuitton.com/en-gb, which will post the validated elements of cost behind the UK price premium and officially commit that the UK-France price premium will not be more than a cost-reflective limit of 12%. Third, launch an LV Pass loyalty level, which has UK-based benefits on prices to registered HNWI clients, which preserves brand exclusivity but removes the structural pricing disadvantage. Fourth, increase the number of LV stores in the UK regions (Edinburgh, Manchester, Birmingham) to spread the risk of revenue reliance on tourist expenditure in London, so that it will not collapse because of the lack of VAT reintroduction (Mintel, 2023; Deloitte, 2021). All of these measures operationalise the virtues of fairness and transparency as described by Murphy (1999) and safeguard brand equity over the long term.
[bookmark: _Toc227809548]20.2 Recommendation 2: Implement Science-Based Sustainability Communication Aligned with CMA Green Claims Code
[bookmark: _Toc227809549]31.2.1 France (Home Country)
[bookmark: _Toc227636430][bookmark: _Toc227807534][bookmark: _Toc227809550]The regulatory landscape in France is increasingly challenging: the Loi Climat et Résilience (2021) and the upcoming EU Corporate Sustainability Reporting Directive (CSRD, which will be required of LVMH by 2024) are more substantive sustainability-disclosure obligations than the current voluntary ones (European Commission, 2023). LV ought to institutionalize science-based target-setting into the French operational framework of the LIFE 360 programme, authorising product-specific Life Cycle Assessments (LCAs) along core product lines at the A Coruana equivalent - the French ateliers. All sustainability claims should be verified by an independent LVMH Sustainability Assurance Committee, who would report to the Supervisory Board, and would be made up of external environmental scientists, instead of self-certification within the company. Importantly, the French flagship position of LVMH implies that the honesty of its sustainability messages in France must become a credibility benchmark in the world: a greenwashing accusation in Paris will have a reputational impact in all 96+ markets. The cooperation with the framework of the Science Based Targets initiative (SBTi) of all French ateliers offers both internationally recognized architecture and simultaneously meets the demands of French regulations as well as prevents legal liability in the EU as a whole (CMA, 2023; Fashion Pact, 2023; Murphy, 1999).
[bookmark: _Toc227809551]31.2.2 United Kingdom (Host Country)
[bookmark: _Toc227636432][bookmark: _Toc227508791]The CMA Green Claims Code (2023) in the UK directly exposes lawmakers to the legal liability of unproven environmental claims, and enforcement options encompass fines, corrective advertising as a mandatory requirement, and injunction. LV UK needs to turn the LCA outputs created at the French atelier level into consumer-facing, plain-English sustainability disclosures on the louisvuitton.com/en-gb site, substituting the vague terminology with specific, independently verified data (e.g., this bag uses 40% recycled brass hardware, reducing embodied carbon by 28% compared to virgin material - verified by Bureau LV UK must form a UK Sustainability Advisory Panel of British environmental NGOs (e.g., Fashion Revolution UK) and independent academics, which should produce outputs of their annual meeting to demonstrate that they are indeed held accountable. Also, LV ought to align UK sustainability reporting with the TCFD which will be mandatory to large companies in the UK by 2025, and include climate risk measures in the annual public reporting of LV UK. These actions not only address greenwashing exposure but also capitalise on the proven higher willingness to pay a premium on substantiated sustainability claims by the consumers of the UK, a commercially useful differentiator (Mintel, 2023; Henninger et al., 2016; Murphy, 1999).
[bookmark: _Toc227809552]20.3 Recommendation 3: Invest in Pharrell Williams UK Cultural Strategy as a Long-Term Brand Equity Programme
[bookmark: _Toc227809553]31.3.1 France (Home Country)
[bookmark: _Toc227636435][bookmark: _Toc227807538][bookmark: _Toc227809554]In France, LV ought to harness the creative direction of Pharrell Williams to cement its status as a luxury heritage with contemporary cultural authority - a status that appeals to the powerful arts and culture industry in France. It implies expanding the programming of the Fondation Louis Vuitton, with Williams-curated exhibitions in the Gehry-designed building that combine world music, visual art, and the French craft tradition. This programming strengthens the story of LV as an active cultural institution and not just a commercial brand, directly appealing to the aspirational aspect in consumption of French luxury (Kapferer and Bastien, 2012; Dubois and Paternault, 1995). In the domestic market in France, LV must also create an Institut des Métiers d’Excellence capsule partnership under the guidance of Pharrell Williams to celebrate the heritage of French artisans through the prism of a modern culture and to make sure that the creative move does not isolate the traditional French connoisseur audience of LV (LVMH, 2023; Business of Fashion, 2023).
[bookmark: _Toc227809555]31.3.2 United Kingdom (Host Country)
[bookmark: _Toc227636437][bookmark: _Toc227508792]The cultural strategy of Pharrell Williams has the most commercially valuable opportunity in the UK. The low power distance (35) and high indulgence score (69) of the UK result in consumers reacting to cultural pluralism, experimentation, and values-alignment in the decision to choose luxury goods and services (Hofstede Insights, 2023; Shukla, 2011). LV UK needs to strengthen institutional relationships with Tate Modern and the Design Museum London, collaborate on Williams-curated exhibitions that straddles Parisian savoir-faire and British multicultural ingenuity - that more directly appeal to the diverse HNWI audience of London. Targeted capsule collections specific to the Bond Street market with culturally appropriately designed references would make the brand resonate more with British Millennial and Gen Z luxury buyers who are starting to demand a greater level of cultural authenticity in addition to brand heritage (Bain and Company, 2023; McKinsey and Company, 2023). LV UK must also allocate funds towards Tik Tok and Instagram Reels content that highlights the creative process of Williams to the UK market as an addition to the global campaign with locally contextualised story-telling that embodies British cultural allusions. This operationalises the virtues of respect and empathy of Murphy (1999) at a market-specific level turning LV into a Paris-centric heritage brand into a culturally fluent global luxury leader to the ever-growing presence of the next generation of luxury consumers in the UK.
[bookmark: _Toc227809556]32. Conclusion
This report compared and contrasted LV in France and the UK based on PESTEL, Hofstede, STP, 7p, Ansoff and Murphy ethics. The key conclusion is that LV represents a high-tech glocalisation (Hollensen, 2020) - globally standardized ultra-luxury identity with significant tactical changes in marketing, prices, and cultural discourses.
PESTEL displayed a generally positive environment, albeit with more post-Brexit structural issues in the UK as compared to France. Hofstede enlightened the differences in culture: a high uncertainty avoidance (86) in France enhances cultural trust in heritage whilst the low score (35) in the UK fosters openness to experimentation. The STP analysis verified a differentiated-concentrated dual strategy that includes culturally divergent motivations. The 7ps exhibited standardised core strategy with specific customisation - Promotion the most divergent and Price structurally differentiated with dynamics of Brexit (Vrontis, Thrassou and Lamprianou, 2009; Ko et al., 2019).
The long-term success of LV proves that successful international luxury marketing presupposes a well-disciplined management of globally uniform identity and cultural smart local adjustment. The further success of LV, as the UK consumers become more diverse, will rely on its ability to change to something more than a European-focused story, maintaining the French legacy that cannot be replaced (Kapferer and Bastien, 2012; Chevalier and Mazzalovo, 2021).
[bookmark: _Toc227508793][bookmark: _Toc227809557]Personal Reflection — Gibbs’ Reflective Cycle (1988)
Using Gibbs (1988) six-stage cycle of Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan, this reflection critically considers the learning because of this international marketing analysis (Moon, 2004; Kolb, 1984).
[image: ]
Figure 16: Gibbs’ Reflective Cycle (Source: Adapted from Gibbs, 1988)
[bookmark: _Toc227508794][bookmark: _Toc227809558]Stage 1 — Description: What Happened?
[bookmark: _Toc227636441][bookmark: _Toc227508795]To complete this task, I conducted a detailed study of the LV strategies in France and the UK using PESTEL, Hofstede, STP, 7Ps, Ansoff and Murphy ethics models, synthesising 60+ academic and industry sources such as peer-reviewed journals, LVMH reports, and national regulatory frameworks.
[bookmark: _Toc227809559]Stage 2 — Feelings: What Were You Thinking and Feeling?
[bookmark: _Toc227636443][bookmark: _Toc227508796]Being initially questioned by the breadth of the analytical, my confidence increased in the course of time, as the theme of glocalisation (Hollensen, 2020) became a concise organising concept. The post Brexit factor was more core to the UK strategy of LV than expected.
[bookmark: _Toc227809560]Stage 3 — Evaluation: What Was Good and Bad?
[bookmark: _Toc227636445][bookmark: _Toc227508797]The most fruitful aspect was the implementation of the Hofstede model to demonstrate how the uncertainty avoidance (France 86 vs UK 35) beautifully illustrated the divergent observations in marketing. More unsatisfactory, however, was the complete dependence on secondary sources, which constrained the level of detail about the quickly changing Gen Z luxury behaviour.
[bookmark: _Toc227809561]Stage 4 — Analysis: What Sense Can You Make of This?
[bookmark: _Toc227636447][bookmark: _Toc227508798]The greatest lesson learnt was that the management of luxury brands is essentially a cultural management science. The fact that luxury brands have to create desire as opposed to reacting to demand as noted by Kapferer and Bastien (2012) re-framed my thinking about STP and 7Ps in the luxury market (Berthon et al., 2009).
[bookmark: _Toc227809562]Stage 5 — Conclusion: What Else Could You Have Done?
[bookmark: _Toc227636449][bookmark: _Toc227508799]The promotional analysis would have been more enriched by primary research, which would entail interviewing LV advisors in Paris and London, paired with social media analytics. Quantitative evidence would have been given by a longitudinal Tik Tok-Instagram comparison between both markets.
[bookmark: _Toc227809563]Stage 6 — Action Plan: What Would You Do Differently?
To analyze it in the future, I will integrate primary research at the initial stage, enhance the competency of luxury financial analysis, and track the post-Brexit regulatory changes to the UK strategy of LV, which is one of the most active determinants of the LV strategy in the UK. This report has enhanced my knowledge on how cultural intelligence, commercial strategy and ethical responsibility interrelate in managing international luxury brands (Schon, 1983; Kolb, 1984).
The most practical lesson learned during this assignment is a time management lesson. The report that will combine a set of six theoretical frameworks, two national market analyses, and ethics evaluation cannot be handled as a piece of undifferentiated writing, it needs to be planned and carried out in a staged, Gantt-like personal schedule since the first day. To avoid the risk of the more data-rich UK analysis crowding out home-market material, I would assign discrete time blocks to: framework selection and reading (Week 1); country-specific data collection of both France and the UK, separately, to prevent the home-market analysis from being overwhelmed by the richer UK-centric analysis (Weeks 23); analytical drafting by section (Weeks 45); and a dedicated phase of critical I will also use Pareto prioritisation: the ethics and recommendations sections have the greatest analytical weight, and necessitate the most original thought, but time pressure led me to not invest in them as much as in the descriptive sections. In future, I will mark such high-value sections early and guard disproportionate time to them, and will consider contextual background sections as time-scaffolding. Lastly, the work with primary corporate materials (LVMH Annual Reports, CMA regulatory guidance) will have to be read slowly, it cannot be condensed to the later periods; I will plan this during the first week of the research. These undertakings represent the fundamental idea of Gibbs (1988): reflection creates value, but not just through increased awareness, but through tangible behaviour change that it brings (Moon, 2004; Kolb, 1984).
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The STP (Segmentation, Targeting & Positioning) Approach — Louis Vuitton
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VALS™ Framework — Applied to Louis Vuitton Consumer Segmentation
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Segmenting by Usage and Brand Commitment — Louis Vuitton
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Figure 8: Louis Vuitton's 7Ps International Marketing Mix — France & UK
(Source: Adapted from Booms and Bitner, 1981; Kotler and Armstrong, 2021; LVMH, 2023)
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Figure 9: Louis Vuitton Price Comparison — France (EUR) vs UK (GBP Equivalent) 2023
(Source: Adapted from Louis Vuitton, 2023; Deloitte, 2021; Euromonitor International, 2023)
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Figure 11: Louis Vuitton Digital Marketing Channel Comparison — France vs UK
(Source: Adapted from Statista, 2023; McKinsey and Company, 2023; Chaffey and Ellis-Chadwick, 2022; LVMH, 2023)
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Figure 14: 7Ps Marketing Mix — Standardisation vs Adaptation
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Figure 12: Ansoff Growth Matrix — Louis Vuitton: France & UK Strategic Directions
(Source: Adapted from Ansoff, 1957; LVMH, 2023; Bain and Company, 2023; Mintel, 2023)
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Murphy's (1999) Virtue Ethics — Louis Vuitton France & UK Marketing Analysis
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Figure 16: Gibbs' Reflective Cycle — Applied to International Marketing Learning Experience
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Louis Vuitton: From Heritage Trunk-Maker to Global Luxury Leader
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