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Executive Summary
Based on following the brand equity model, this company can be crowned with success along with considering customer satisfaction. The journey of the customers has shed light on the process of meeting the desire of customers from selecting a product to post purchasing consequences of this company.
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[bookmark: _mhtt3vdqwray][bookmark: _Toc143956183]Introduction
Louis Vuitton is a French luxury brand in Paris and it was founded by Louis Vuitton Malletier in 1854 and the company is one of the top luxury brands in the whole world (Louisvuitton.com, 2023). The stock price of the company is 785.30 EUR and in 2022, the brand value of Louis Vuitton is 23.4 billion U.S. Dollars (Sabanoglu, 2022). The company is effective in maintaining its marketing factors such as communication, promotion, branding, consumer journey map, and others for business development and it is beneficial for improving business growth. 
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Figure 1: Brand Value of Louis Vuitton
(Source: Sabanoglu, 2022)
[bookmark: _Toc143956184]Definition of Communication 
Communication is a process that is related to sending and receiving messages through verbal or non-verbal ways and in business it is effective in sharing information between people within the company and customers. Employee management and marketing factors can be properly maintained with the help of effective communication and it is important for business growth maintenance (Kalogiannidis, 2021). Development of relationships, improved productivity, fewer chances of misunderstanding, credibility development, conflict management, proper decision-making, and achievement of business goals can be done with the help of communication. Relationships with customers and employees can be maintained properly with effective communication and it is important for increasing business efficiency (Ali et al. 2021). Trust, loyalty, and other important factors can be maintained with the help of communication and it is beneficial for organizational development. 
[bookmark: _Toc143956185]Communication Model
The Shannon-Weaver Model of Communication is based on the concept that communication is a one-way process with six elements and it is effective for maintaining an effective communication process. The elements are sender, encoder, channel, decoder, and receiver and all these factors are important for achieving a successful communication process (Kuznar et al. 2020). The model is effective in describing the process between source and destination and the agenda of communication in sharing information between sender and receiver can be fulfilled with this communication process. The sender is the information source and the encoder plays the role of the transmitter in sending the information to a decoder which acts as a reception. The receiver is the destination of the communication process and from reception, the receiver can get the information (Kimmel, 2020). The process can be used to get feedback from the receiver through the revised process and it is effective for establishing an effective communication process. This model is useful in improving communication factors and it is important for increasing the process of sharing information with others. 
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Figure 2: Shannon-Weaver Model of Communication
(Source: Kasamska and Ilieva, 2017)
[bookmark: _Toc143956186]Integrated Marketing Communications
The process of collaborating all messages of a brand to share them on social media to attract their target audiences is known as integrated marketing communications (IMC). This process can be helpful for establishing effective marketing communication by maintaining public relations, sales promotions, personal selling, and advertising (Kushwaha et al. 2020). The development of the marketing process can be done with the help of IMC and it is important for increasing the popularity of business. There are some tools that are required for using IMC and the tools are advertising, direct marketing, internet marketing, sales promotion, and public relations. Promotion of the organization can be maintained with the help of IMC and for improving marketing activities these IMC tools should be used (Wijaya et al. 2021). The main objectives of IMC are brand awareness, generating sales, and reinforcing repeat purchases in organizations and it is beneficial for improving business growth in the competitive market. 
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Figure 3: Integrated Marketing Communications (IMC)
(Source: Aghighi, 2015)
[bookmark: _Toc143956187]Promotional Strategies for Louis Vuitton
Promotion is an important part of every organization and Louis Vuitton should give more focus on improving their marketing factors and it can be developed by implementing different promotional strategies. Important factors of marketing can be maintained by organizations with the help of promotional factors and for that, appropriate strategies must be used.
Iconic advertisement campaigns: Advertisement campaigns can be effective for developing the marketing factors and it can be done through core value campaigns and Vogue campaigns. The core value campaigns are effective for sharing the main factors of Louis Vuitton by engaging with well-known personalities to promote the quality, craftsmanship, and exclusivity of the products of Louis Vuitton (Chadha and Ahuja, 2020). In Vogue campaigns the company invites viewers to get a proper idea of the products and the presentation of products is done in a proper setting and condition to understand the luxury of the products of Louis Vuitton. These advertisement campaigns are important for increasing the popularity of the products for their quality, exclusivity, and luxury for fulfilling the requirements of customers. 
Collaboration with artists and designers: Artists and designers are popular and they have their share of loyal audiences and collaboration with them can be effective in attracting customers towards the products of Louis Vuitton. Artists are always presentable and Louis Vuitton is a luxury brand and for that, they can be influenced to collaborate with this brand and as a result, they can promote the brand image in the market (Kumari and Nayak, 2023). Designers are famous for their sense of styling and Louis Vuitton is effective in providing stylish products and for that, designers can use the products of Louis Vuitton to promote the company. Customers can be attracted towards this company for the collaboration and it is important for increasing marketing activities. 
Sponsorship to large projects: Movies and other large projects that can require stylish products can be sponsored by Louis Vuitton to promote their brand on a large scale. People can gather knowledge about the exclusivity and quality of products of Louis Vuitton and as a result, more customers can be attracted to the brand (Anand, 2020). 
Print and broadcast media usage: Marketing activities can be done by using print and broadcast media and it is useful for making connections with a large number of audiences and it is beneficial for developing marketing factors. Newspapers and magazines can be used for advertising and people can get information about the products of Louis Vuitton and radio can be used for advertising to influence customers who use radio for entertainment (Michaelidou et al. 2022).
Digital marketing: Social media platforms are the most effective way to do marketing activities and it is important for increasing the popularity of Louis Vuitton. Instagram, Facebook, Twitter, and other social media platforms should be used to provide information about the company by using social media pages to get connected with customers. Discounts, offers, new products, and other important information can be shared through social media and it can be helpful for fulfilling marketing activities (Shahid et al. 2023). Social media influencers can be used to promote products of Louis Vuitton because they have a large number of followers and they can be influenced in purchasing products of the company. Social media platforms help to understand the perspectives of customers about the products through comments and feedback on social media posts and it is important for increasing the brand name in the market. 
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Figure 4: Promotional Strategies for Louis Vuitton
(Source: Created by the Researcher)
[bookmark: _Toc143956188]Branding and Brand Equity
Branding
Branding is the process of making an individual identity for a company as per the target audience and customers and it is important for increasing the reputation of the company. Branding can be made with the company names, logos, visual designs, mission, and tone of voice and it is important for maintaining marketing activities properly and effectively (Hunt, 2019). It is helpful in making consumers feel good about the company and an emotional connection with customers can be maintained. It reflects an impression that is helpful for increasing advocacy and loyalty among customers and reputation and popularity can be improved by establishing a branding process. Branding can be done by following some steps such as understanding the perception of the brand, vision creation, defining values, and building personality and all these steps are effective for developing brands (Górska-Warsewicz, 2020). Organizations can be benefited by getting an identity, memorable business, encouragement to customers, marketing and advertisements can be promoted, and employee & customer management can be done. Branding is helpful for improving the management of organizations in the competitive market and it is required for establishing an identity in the market and customers can be attracted towards organizations. 
Brand Equity
Brand equity is the value of a company’s brand name and it is important for establishing the identity of organizations. Customers’ perceptions and experiences decide the value of companies and for that, customer satisfaction is important for increasing brand equity. There are some dimensions of brand equity such as brand loyalty, brand awareness, brand associations, and perceived quality for developing the reputation of the company (Pina and Dias, 2021). The potential value of companies can be maintained by developing brand equity factors and it is beneficial for business growth. Brand equity is an intangible asset and it is important for organizations to get a large amount of value and brand name can be more influenced. The company can earn more profit and it provides chances for business expansion and market share can be increased with the help of brand equity. The long-term growth of a company can increased with the help of brand equity and demand for products in the market can be increased by improving brand image and it is beneficial for business growth development (Beig and Nika, 2019). Strong brand equity can be achieved by becoming memorable, reliable, superior in quality, and recognizable in the market and it is important for increasing the brand value and business growth can be improved. 
[bookmark: _Toc143956189]Brand Equity Model 
One of the most well-known frameworks for determining and managing brand value is “Keller's Brand Equity Model”. “Brand awareness, brand imagery, brand meaning, and brand responses” are its four main parts (Stukalina, and Pavlyuk, 2021). 

Figure 1: “Keller's Brand Equity Model”
(Source: Self-developed)
Brand Awareness: The legendary luxury clothing company Louis Vuitton has unmatched global brand recognition (Louisvuitton.com, 2023a). The brand's recognisable LV monogram stands for elegance and luxury. From handbags to accessories, Louis Vuitton's product lines painstakingly incorporate this iconic monogram, which is easily recognisable around the world. The flagship stores of Louis Vuitton are extravagant representations of the brand's fame on the bustling streets of important cities like Paris, New York, Tokyo, and Shanghai (Louisvuitton.com, 2023b). These flagship stores are more than just places of business; they are architectural wonders that attract both devoted customers and spectators. The LV monogram on these stores alone is enough to capture the attention and exude exclusivity. The fashion and luxury market presence of Louis Vuitton is not only notable, but also crucial to the brand's whole character. Because of its enduring appeal and marketing skill, the brand has been able to sustain such widespread brand awareness, cementing its position as a giant in the world of high fashion.
Brand Imagery: Luxury, exclusivity, and sophistication are reflected in the brand imagery of Louis Vuitton (Wang, 2022). It seems like entering a universe where elegance is supreme. This picture has a long history with the company, going back to its beginnings as a manufacturer of custom baggage for affluent travellers in the 19th century. The link between Louis Vuitton and luxurious travel and adventure is illustrative. Its recognisable trunks and travel accessories harken back to the heyday of discovery, when journeys were extravagant and fashion was everything. Louis Vuitton baggage continues to be a status symbol for world travellers today, representing a refined and nomadic lifestyle. A star-studded roster of brand ambassadors further enhances Louis Vuitton's image. Louis Vuitton is frequently chosen by royalty, fashion icons, and celebrities for everyday wear, magazine covers, and red carpet appearances (Noris, and Cantoni, 2022). Their support solidifies the company's reputation for elegance and extravagance and elevates Louis Vuitton to an aspirational status symbol for millions of people all over the world.
Brand meaning: Beyond just being a name in fashion, Louis Vuitton represents a complete way of life and is a mark of affluence and taste. Owning a Louis Vuitton piece is a public declaration of one's success and sophistication. The brand's DNA is profoundly interwoven with this concept. The uncompromising dedication to quality and craftsmanship at the core of Louis Vuitton's significance (Antonaglia, and Passebois Ducros, 2020). Each item bears witness to the brand's commitment to excellence. Every Louis Vuitton item is made to be an heirloom thanks to the careful attention to detail, use of fine materials, and skilled craftsmanship. Additionally, Louis Vuitton's lengthy history, which dates to the middle of the 19th century, exudes a sense of prestige. It is a history that is entwined with explorers' adventures and the glitz of the Belle Époque. The meaning of the brand is authentic and rich thanks to this legacy. A Louis Vuitton product is like owning a small piece of this colourful heritage. In a society where fashions come and go, Louis Vuitton continues to be an enduring symbol of achievement and luxury. People who are looking for something more than just fashion, someone who can connect them to a tradition of elegance and enduring excellence, continue to be drawn to its brand meaning.
Brand responses: 
· Brand Loyalty: Louis Vuitton has built a steadfast following of committed customers (Louisvuitton.com, 2023c). These devoted clients willingly spend money on Louis Vuitton products because they understand that they are purchasing more than simply an item, they are also contributing to a distinguished legacy. This devotion spans decades as Louis Vuitton's classic styles and lasting quality appeal to both seasoned collectors and the new elite.
· Perceived Quality: Customers view Louis Vuitton products as being of exceptional quality and durability when they think of Louis Vuitton. Because of the company's exacting standards for craftsmanship and use of premium materials, Louis Vuitton has become inextricably linked to high calibre. Buyers are reassured by this idea that their purchase is a guarantee of enduring luxury.
· Brand Associations: Louis Vuitton is associated with opulence, style, refinement, and travel (Louisvuitton.com, 2023d). It refers to a high standard of living and is associated with extensive travel and fashionable adventures. The choice of individuals who want to stand out is Louis Vuitton because owning one is a passport to a world of sophisticated tastes and extravagance.
· Brand Trust: Customers have grown to trust Louis Vuitton because of its dedication to providing constant quality and style. They are aware that when they buy Louis Vuitton goods, they are not only getting a beautiful item but also the guarantee of classic elegance and flawless design.
· Brand Extensions: Louis Vuitton has skillfully diversified into a number of product categories in addition to its recognisable bags and luggage. This covers apparel, accessories, fragrances, and even ground-breaking artistic partnerships. These additions enhance the brand's appeal and enable consumers to fully experience the Louis Vuitton way of life, enhancing the company's position as the world leader in luxury.

[bookmark: _ezf4r178p0dv][bookmark: _Toc143956190]Customer Journey and Customer Touchpoints of Louis Vuitton 
A luxury brand like Louis Vuitton's client journey is a carefully constructed experience that includes numerous touchpoints. Every encounter, from brand awareness through involvement after a purchase, aims to foster a feeling of exclusivity, luxury, and closeness to the brand. 
Awareness Stage 
The journey frequently starts with exposure to Louis Vuitton adverts in top fashion magazines, upscale lifestyle periodicals, and on social media sites (Kumari, Patthey, and Anute, 2022). These commercials have eye-catching imagery and frequently include well-known actors or models.
Fashion displays and Events: During significant Paris fashion weeks, Louis Vuitton organises lavish fashion displays. These occasions increase a brand's visibility and reputation by generating a lot of media attention and social media conversation.
Word of Mouth: Prominent endorsements, celebrity sightings sporting Louis Vuitton goods, and peer recommendations are all important tools in the awareness-raising process.
Flagship Stores: The renowned Louis Vuitton flagship stores in major cities like Paris, New York, and Tokyo act as tangible points of contact for brand exploration. Their magnificent architecture and engaging retail opportunities entice interested customers.
Touch point: Celebrity endorsements, social media, magazine ads, and flagship stores.
Stage of Interest and Consideration
Website and Online Presence: The official Louis Vuitton website offers an in-depth look into the company's goods, heritage, and craftsmanship (Louisvuitton.com, 2023e) Customers can browse collections, view making-of films, and read about the history of the brand.
Personal Shoppers: Louis Vuitton provides personalised shopping experiences for high-net-worth customers, working with devoted personal shoppers to help them navigate the collections and make wise decisions.
Visits to the boutique: Potential customers frequently stop by Louis Vuitton stores to get a closer look at the products, try them on, and speak with skilled sales staff. Louis Vuitton has active social media accounts where fans can interact with the business, check out the newest collections, and even take part in online fashion shows (Torregrosa et al. 2023).
Touch point: Website, store visits, and personal shoppers for Louis Vuitton.
Purchasing Phase
Visits to Louis Vuitton boutiques: Many consumers choose to make their purchases there since they can get individualised service, knowledgeable guidance, and an opulent shopping experience.
E-commerce: The official Louis Vuitton website has e-commerce features that let users browse and make purchases (SanMiguel et al. 2021). Additionally, the website offers safe payment methods, size charts, and comprehensive product information.
Special Events: To add to the exclusivity of the purchase, Louis Vuitton periodically arranges special events for devoted consumers, such as private shopping nights or early access to new collections.
Touch point: Shop visits, online shopping, and unique events.
Post-Purchase Engagement
After-Sales Service: Louis Vuitton's dedication to client happiness goes beyond the first transaction. For their products, they provide after-sales services like maintenance, cleaning, and repairs to ensure longevity and ongoing satisfaction.
Customer Relationship Management (CRM): In order to personalise conversations with customers, Louis Vuitton maintains a robust CRM system. They send newsletters, invitations to events, and updates on new products based on customer preferences.
Online Communities: Passionate Louis Vuitton customers frequently participate in online forums and communities to discuss products, exchange fashion advice, and connect with other brand enthusiasts. Exclusive collector's clubs from Louis Vuitton, like the "LV Heritage Club," give members access to rare and limited-edition goods as well as invites to exclusive events.
Customization: In order to give a unique touch to the ownership experience, several Louis Vuitton products, like their famed monogram bags, may be personalised with initials, colours, and stripes (Louisvuitton.com, 2023f).
Concierge Services: Louis Vuitton offers concierge services for high-value clientele, providing help with bookings, travel plans, and admission to VIP events.
Sustainability Initiatives: Customers are informed of Louis Vuitton's dedication to sustainability through a variety of channels, building a sense of accountability and common values (Louisvuitton.com, 2023c).
Touch point: Customer relationship management, online forums, collectors' clubs, 
[bookmark: _7wa8e8clj9zz][bookmark: _Toc143956191]Customer Journey Map 
The customer experience at Louis Vuitton is painstakingly designed to transport customers into the world of exclusivity and luxury (Keinan, Crener, and Goor,  2020). Customers are drawn in at the awareness stage by high-impact advertising and celebrity endorsements, which foster a sense of class and prestige.
Customers can discover the depth of the brand during the interest and consideration stages by visiting the boutique or using the internet. Customers who use personal shoppers feel valued and appreciated because they receive customised advice.
[image: ]
Figure 2: Customer Journey Map
(Source: Self-created)
Whether through the sumptuous boutique experience or the ease of online shopping, the purchasing stage offers freedom. Exclusive gatherings foster a sense of exclusivity, which helps to promote purchases (Prestini, and Sebastiani, 2021). Louis Vuitton's dedication to client pleasure is evident after the sale. CRM initiatives maintain a personalised connection, while after-sales services guarantee product durability. A community of brand aficionados is fostered by online forums and collector's clubs. Customers are made to feel truly special through customization and concierge services that cater to specific desires. Sustainable development efforts are popular with moral customers. High-profile advertising, celebrity-themed social media posts, and the conspicuous presence of flagship stores in renowned locations all help to raise consumer awareness of Louis Vuitton. Through the website, curious clients can delve into collections and legacy to learn more about the brand. For a more immersive experience, some people prefer to go to boutiques, where personal shoppers can offer knowledgeable advice. Customers are now able to think carefully about the brand and its goods. Customers enjoy the individualised service and lavish setting in boutiques as they make their purchases. Others choose e-commerce for its convenience. Exclusive events for devoted customers might persuade them to buy something, strengthening their bond with the company (Louisvuitton.com, 2023g). CRM initiatives include invites to events and personalised communication. Online communities and collector's clubs encourage a sense of community while accommodating personal tastes with customization options and concierge services. Sustainability programmes are consistent with the moral principles of customers.
[bookmark: _Toc143956192]Conclusion
The report is useful for understanding the importance of communication, marketing, branding, and customer management and its impact on developing the business growth of Louis Vuitton. The communication model is described as improving the marketing communication process and it is useful for increasing the efficiency in fulfilling the marketing objectives of organizations. Promotional strategies for Louis Vuitton are described for developing advertising factors and the branding model is implemented to improve the marketing activities of the company. The customer journey map of the company is made to understand the requirements of customers and according to the journey map, marketing activities can be maintained properly and effectively. 
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The customer journey

The client/customer journey is the process through which a potential customer becomes aware of, engages with, and
interacts with a business or its products/services. The journey can vary for each customer, and businesses strive to
provide a positive and seamless experience at each step to attract and retain customers.

AWAREN
ESS

Louis Vuitton is
made known to
consumers through
high-profile
advertising and social
media posts.

CONSIDERATION

Through the website,
curious customers
can learn more about
the brand's history
and collections.

PURCHASE

Customers enjoy the
individualized service
and lavish setting in
boutiques as they
make their purchases.

ENGAGEMENT

Louis Vuitton keeps
in touch with
customers after they
make a purchase. To
ensure the quality
and longevity of their
products, they
provide after-sales
services.

RENEWAL

Customer repeats
purchasing based on
their desires from
Louis Vuitton.
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