



Introduction
This assignment is going to focus into explaining and evaluating what touchpoint and the end to end journey are for my chosen company and how they can be used to ensure customer satisfaction for the current and the new customers. The chosen company for this assignment is Louis Vuitton. Louis Vuitton is a French luxury good company founded in 1854 by a trunk maker named Louis Vuitton. Its LV logo is one of the most recognized brand logo in the world and it is one of the most successful companies worldwide with a wide range of products ranging from handbags, clothing, perfumes, shoes, jewellery, accessories and sunglasses. Louis Vuitton can reach its customers through multiple channels such as by having their boutiques, through their official online website and by lease departments in very high-end department stores. (LV, 2019)The company is part of the LVMH group, which also included several other luxury companies, who all have got a different product and a different target market allowing LVMH the opportunity to be present in many target markets. The main competitors for Louis Vuitton would be Hermes, Chanel and Gucci. From 2006 until 2012 Louis Vuitton was named as the world’s most valuable luxury brand surpassing like this all of it other competitors. (Roberts, 2012)Louis Vuitton still remains one of the world’s most influential brand and this can attributed to its durable, versatile and functional handbags. Its products do hold their value relatively especially if they are limited edition ones. As of 2018 Louis Vuitton is ranked 15th making it again the wold’s most valuable luxury brand with a brand value of $33.6B. (Forbes, 2018)Hence taking in consideration the success this company has had so far it seems reasonable to try to keep it up, since brands such as Gucci, Hermes and Chanel are very competitive and trying to come up with new products and customers strategies all the time. Considering the fact that the companies in general are focusing more in customer satisfaction through touchpoints then the customer end to end journey it becomes important for Louis Vuitton to manage and valuate the customer journey in order to ensure that the customers will stay loyal to the brand. 

Touchpoints at Louis Vuitton

Touchpoints are regarded as a way in which the customer initiate interaction with the company, online and instore. There are different touchpoint that companies usually use including communication touchpoints, human touchpoint, physical touchpoints and sensory touchpoints. For Louis Vuitton it can be said that the communication touchpoint would include the company’s website and emails sent out to the customers. (Neher, 2016). The human touchpoint for Louis Vuitton would be when the customers interact with the sales associates by asking them certain things about the products and services that they might be interested in. Another point to make for the human touchpoint would be when Louis Vuitton buyers talk to other potential buyers in order to give them an idea of what to expect from a certain product. For example two people might meet and they might start discussing why one should decide to buy or not a Louis Vuitton. Another aspect of this would be the online version of a human communication. This would be a communication touchpoint combined with a human touchpoint as there are several bloggers and mainly people that use Youtube that upload their reviews on a certain Louis Vuitton item online where the viewers would be able to access that certain video and get information a particular Louis Vuitton bag or accessory. The physical touchpoint is when the customers walk instore and they get the chance to look the Louis Vuitton products in person, to try them on and to get to see other alternative ones in case they undecided on which item to get. This type of touchpoint would allow the customers to also get a feel of the quality of the product as well as it would finalize the customer expectations, because many people think that going to a Louis Vuitton store for shopping should be very different from any other less expensive shops because they are paying a lot of money, when its actually the case of having a normal shopping experience focused on guiding and advising the customer about the product that they might like. The last touchpoint is the sensory touchpoint. Until very recently Louis Vuitton did not have a perfume section in their stores, now they do and whenever a customer might walk in they will be able to sense the perfume scents making the connection between them and Louis Vuitton. Touchpoints are an important component when it comes to the company starting or establishing a relationship with the customer however given that they only connect the customer with Louis Vuitton’s products, sales staff, and customer service enquiries including the after sales services, it still fails to take in consideration the importance of how a customer feels about their products and services, meaning the brand relationship that they have created. For this reason apart of connecting with the customers through touchpoints, it is important for the company to consider the customers end to end journey as a component in ensuring that they will meet the current and the future stakeholder expectations. 

End to end customer journey at Louis Vuitton 

The end to end customer journey is defined as the whole customers experience from start to finish when purchasing a product or a service from a company. There are three main stages for this process including the presale phase, the sale phase and the post-sale phase. (Blake, 2016)The presale phase includes two other additional steps which consist of awareness and the consideration. Linking it to Louis Vuitton, the customer in presale phase is be aware of the product through online ads, word of mouth and other radio, TV and magazines adverts. For example if a customer would be looking into purchasing a Louis Vuitton bag, word of mouth, online and magazine adverts would be the first thing that would make the customer aware of that certain products. The next step on the presale phase is the consideration step. During this time, the shopper has started to do research on the bag that they are considering to buy and usually this includes looking into blogs for any extra information on that particular bag. Online reviews and other social media platforms either advertising or selling the product are other methods of researching the products that a customer might be looking to purchase. For example Instagram is a very influential platform where many bloggers post their outfits usually matched with a Louis Vuitton bag, which will attract other customers’ attention and make them consider having one. During this phase the customer is still not fully decided on whether to buy it or not. As you can see it take more than just one decision, considering the amount that needs to be spent in order to acquire the Louis Vuitton product, hence the hesitation and the extensive research prior to buying. 
The next phase in the end to end customer journey is the sale phase. For Louis Vuitton this phase can be completed either online or instore. Usually online orders at Louis Vuitton are quite straight forwards and they are delivered free of charge, however the stock sometimes is limited online hence a lot of people complain that their classis pieces are quite hard to get online usually and as soon as they have the stock online it is sold relatively quickly. On the other hand instore you get the experience how Louis Vuitton operates. Usually the customer has to wait until they get seen by one of the sales associates who will help them with their purchase or enquiry. Once decided which product the customer is going to get they only need to compete the payment and they will wrapped it up nicely for the customer to take it home. One of the main issues with the sale phase is non availability of certain items that are very popular and everyone wants and the other is the customer service provided. Usually Louis Vuitton tries to offer an excellent shopping experience to everyone, however in certain occasions such as Christmas for example, customers struggle with the wait due to the amount of people that are in the store, which might leave some of them very unsatisfied considering that they are paying premium prices for their products. (Userzoom, 2016) 
[image: ]The last step in the end to end customer journey is post sales phase. This phase also consists of two steps including retention and advocacy. It refers to the part where the customer has already purchased the product from Louis Vuitton and they are at the point where they defend their decision and decide to promote the products themselves via social networks and blogs becoming an inspiration for other potential customers. Another aspect for the post-sales phase for Louis Vuitton include their department of aftersales services. This department usually deals with the customers that have had an issue with their products, purchased from Louis Vuitton, including replacements, returns and repairs. One of the things that Louis Vuitton is known very well for is the fact that they stand by their products and in the majority of the cases are able to repair them sometimes even free of charge depending on the damage and when the products was bought. This is big attraction for many people that buy Louis Vuitton products as they know that they will be able to fix their products in case they get damaged. Some Louis Vuitton products are passed on from one generation to another sometimes, creating an emotional attachment to that particular product, meaning that in case it is somehow broken it can be fixed and it would still be with that customer who sees it as more than just a bag. Figure 1 An illustration of the end to end customer journey


(Mckinsey, 2016)

Gap analysis for Louis Vuitton
Louis Vuitton is currently the world’s most valuable Luxury brand at the moment. With an estimate of $33.8bn value. (Blake, 2016)
Having said this it does not mean that Louis Vuitton it is perfect at everything. Looking at the gap analysis for the company it is clear that even though the profits and the value of the company keeps rising there are still issues that might need a bit of addressing by the company. 
There is a big gap between the customer service expectation and what the customers actually get when they go instore. Usually the employees at Louis Vuitton are quite understanding and they try to help their customers with making a decision, by allowing them to wear the bag, to show how much it can fit and even by showing them other products that might interest to them. However many of the customer expect a very high customer service level due to the amount that they paying for their product, however this is not always the case since sometimes the Louis Vuitton stores are extremely busy and the sales associates might not be able to accommodate all of their customers’ requests. Louis Vuitton tries to solve this problem by recruiting more employees when they are needed such as the festive season for example, however this does not solve the issue as most of the new employee are not truly familiar with the brand and its customer service etiquette, resulting in those employees not being particularly really helpful and sometimes even making the customers upset. A solution to this gap would probably recruiting new staff months before such important events, so that they have the right skills and knowledge to truly help customers with their shopping experience. This problem or gap would also apply to the actual service and the service standard gap as well as the employee standards and employee training gaps. This is because there is clearly a missing component between providing training and providing the service which might influence the customers experience either for the good or for the bad. 
The other gap that it is worth mentioning is the marketing gap. Louis Vuitton is marketed as an exclusive, luxury, rare and expensive bag, to the point that when people see you with a Louis Vuitton compliment you. The fact is however, that Louis Vuitton is very accessible, especially with the preloved market booming. Even though the prices for the cheapest mini card holder starting only at £130. (Vuitton, 2019) Of course this is a lot of money spent on tiny mini cardholder, however it is worth considering that you are paying for the brand and not actually the value of the material itself, however with a bit of effort anyone can afford a Louis Vuitton piece if they really want to purchase one. The point being that Louis Vuitton is not that exclusive anyway so maybe the brand can start to think about differentiating if they do not want to be seen as very accessible.  One of the ways that they can maybe fix this gap is to maybe raise their prices and increase the quality of some of their products. There was a price increase in 2018 which did increase the prices of the products with about 14% however the demand is still strong and it is a good thing that a lot of customers can access these products as it means that Louis Vuitton’s products will be in high demand ensuring retention of existing customers and attraction of the new ones. 
(Lollipuff, 2018)The last gap to investigate for Louis Vuitton is the shortage of their classic products either online or instore. It is unclear if the company is doing this because there is actually a shortage due to the high demand or if it is done on purpose. Either way, lots of customers have been left unsatisfied because they were unable to find the product that they were looking for especially when they are very popular. The Purseblog, a site devoted to luxury handbags has reported a large number of customers that were unable to get their favourite items due to not being in stock, in some occasions these customers has to phone up other store in other cities and travel there in order to get what they wanted. There are other online groups, that have reported this issue which in a way is pushing the customers a bit back, as they might get tired of looking or even not bother to travel somewhere to pick up an item. However it is advisable that Louis Vuitton tries to fix this problem as it is allowing other providers of luxury goods such as the preloved market and the preloved websites to come to the rescue of those customers who cannot purchase directly from Louis Vuitton. 
By completing the gap analysis is it easy to understand where Louis Vuitton should improve. Even though is doing really well and people around the world know, love and respect Louis Vuitton, there are some things that need a little bit of improvement starting with; recruiting the staff many months prior to their major selling event, not an actual sale as Louis Vuitton would never discount their product, but before Christmas or New Years’ time where the demand it as its highest. Market themselves for what they truly are and not creating a different perception in the eyes of the customers and having enough stock to satisfy the needs of their customers, without making them express their anger towards not finding what they are after or not giving them the option to find other subsidiaries, such as the preloved market or other luxury brands. 
Louis Vuitton – Ansoff Matrix
The Ansoff Matrix is a business marketing planning tool that will help to analyse Louis Vuitton’s product and market growth strategies. 
	ansoff matrix
	existing products
	new products

	

Existing markets 
	Market penetration 
	Product development

	
	 - Identify the product that has most sales and increase it quantity to raise more revenue.
- Introduce special offers in some products
- Acquire a competitive company if needed to combine the customer base and generate more sales and profits
- Encourage people to wear their bags by being more present with their advertising such as on the TV for example 
- Use blogger and celebrities to endorse the brand to the potential customers. 
	- Continuous improvement on the quality of the products that they already market. Listen to their customers in order to fix faults and problems that the bags might have.  
- Improve customer service/quality and customer- brand relationship
-  Launch new products every year in order to keep the customers interested, especially limited editions ones. 

	

New Market 
	Market development 
	Diversification 

	
	 - Open Louis Vuitton boutiques in countries that do not have 
 - If they are unable to open a boutique there Louis Vuitton can offer a shipping service to that particular country.
- Use marketing mix and segmentation to make other people aware for the brand and to target people who are able and willing to buy Louis Vuitton products. 
	- Louis Vuitton could invest into launching a cosmetic make up line, it would be cheaper and it would be aimed to people that do not want LV bag but like to spend their money on make-up instead. 
- New streetwear collaboration, especially after the Louis Vuitton and Supreme one was such a big hit. 





Conclusion 
As seen from analysing the company by using the Ansoff Matrix Louis Vuitton could greatly benefit from investing into launching a cosmetic or make up line. The fact that these items would be cheaper than the handbags or the accessories would make it possible to target a proportion of the customers that maybe are not able to pay those expensive prices for the bags, however it would be aimed to people that like to spend their money on make-up instead. It is an easy way to reposition the company in the cosmetic market as well. Maybe it will not be as profitable however it would attract new potential customer who might change their might mind for wanting a Louis Vuitton bag anyway. Another potential to help the company grow even more is by making other streetwear collaborations. The Louis Vuitton and Supreme collaboration was so successful people waited in line in order to get their hand in one of those products. The world’s biggest influencers such as singers, actors and other media personalities were seen wearing them hence it proved to be very profitable. Such deals are a good was to attract people that Louis Vuitton and want to get the special pieces out of it. Other parts to improve for Louis Vuitton would have be improving the quality of the existing products and having enough stock to satisfy the need of their customer as well as to try and be more present globally. If it cannot present be with a store at that particular country at least to give the opportunity to those shoppers to buy the products and get the delivered to their country. 
As stated at the beginning the touchpoints were very important for the company as they maximize the customer satisfaction, however the end to end journey is the part of the business that keeps the current customers coming to Louis Vuitton and that also attracts new customers. Customer that are already loyal to Louis Vuitton know that they can rely on their products and services even though sometimes they hard to get. While the new or the potential customers look at Louis Vuitton as an exclusive experience that they cannot wait to try in order to be part of that society. The end to end journey is a significant part of the customers experience, even bigger then the touchpoints as it gets into how the customers feels about a certain product, or design or accessory. Hence, while trying to achieve customer satisfaction through touchpoints, it is important to take in consideration the customers journey especially if Louis Vuitton wants to get those customers to come back for more. 
From the gap analysis it become clear that Louis Vuitton even though it was a very successful company when converting products into cash, as well surpassing any other luxury company and becoming the world’s most valuable luxury company, still did have a few things that need to improve. The most important one being customer service, their marketing theory and their stock levels. In this day and age companies try their best to provide their customers with the best customer service in order to differentiate from other companies and business. Even though Louis Vuitton has a company policy and a customer service level standard this is not always met. Meaning that it might impact the way that the customers might feel when they are trying to shop and find what it is suited to them. The best solution for this would be to recruit in advance so that the new sales associates are ready and know exactly what they need. The other issue to tackle is Louis Vuitton being branded as a very luxuries, exclusive and rich brand when it is actually very accessible. This maybe has to do with the perception that the customers have created for Louis Vuitton, however with the proper marketing tools and channels it could maybe be advertised that Louis Vuitton is a luxury brands easy to get the hands on. Hence no one need to be intimidated or to be turn away from Louis Vuitton with the thought that they cannot afford it. This would be a good idea as it would attract a lot of new customers who maybe just think that Louis Vuitton is out of their reach. 
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Google AdWords allows for optimization to ensure that the correct advertisement is supplied to the end user during the specific phase of his or
her customer journey.

Here’s an example of a digital customer journey:
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