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[bookmark: _Toc512876005]Introduction
[bookmark: _GoBack]The report will discuss and showcase the different strategies implemented by an organization in marketing and promotion of products in two different and diverse international markets. IN this context, the report will focus upon the organization of Louis Vuitton. Louis Vuitton is one of the moist acknowledged luxury fashion brand across the globe and is recognized for their exquisite luxury fashion products in the global market (Akaka, 2013). The report will focus upon the strategies and approaches of marketing implemented by the organization of Louis Vuitton for promoting the product of luxury handbags for the summer edition. The international markets chosen for the analysis is United Kingdom (UK) and India. The overall similarities and differences in the strategies and approaches of marketing for the organization of Louis Vuitton in United Kingdom (UK) and India will analysed and evaluated in the report. 
[bookmark: _Toc512876006]Evaluation of the marketing strategies in the international market of India and UK
The successful development of the marketing strategy is reliant on the overall depth of the market research and analysis conducted by Louis Vuitton for the international markets of India and UK. This can aid Louis Vuitton in analysis of the different opportunities in the market along with customer trends and preferences. It also alerts or notifies the organization from the perspective of the overall competition faced in the respective market. The details of the extensive market research have been discussed below;
Market Analysis UK
In United Kingdom (UK), the overall luxury retail fashion industry is well developed and have high future growth and development potential. From the statistics and reports, it is evident that the overall luxury fashion retail market have undergone a high growth of nearly 24 percent between the periods of 2008 to 2013 (Pham, 2016). This figure is expected to grow at a similar rate over the next 5 to six years. Considering the high customer purchasing power, there is a high demand for luxury branded products in the UK market. The luxury handbags of Louis Vuitton have a growing demand in the market. This in turn offers the business of Louis Vuitton to achieve improved sales and profitability in the luxury fashion retail market of United Kingdom (UK), through launching of the product of luxury handbags for the summer edition. In addition, the competition in the targeted UK market is quite intense. Louis Vuitton faces competition from Gucci, Channel and others. This requires the offering of product and value differentiation to buyers through proper marketing strategies. 
[image: ]
Fig: Statistics for growth in Luxury fashion retail in UK (source: statistica.com)
The luxury fashion market in India is experiencing a high growth and development which offers Louis Vuitton with the opportunity of gaining a wider market presence by introduction of the product of luxury handbags for the summer edition. However the organization of Louis Vuitton must more that the overall luxury fashion of retail market is still at a nascent stage which enables the organization in achieving high success through the product of luxury handbags for the summer edition. In addition, the stable economic growth and development, coupled with the political stability and market growth opportunities makes India a highly favourite market for luxury brands (Jain,2017). Louis Vuitton must ensure that in the Indian market, their products and services must be properly marketed so that they get a competitive edge over other rivals or market competitors. 
[bookmark: _Toc512876007]The marketing goals
The successful achievement of high efficiency in relation to the promotion, marketing and branding of the product of luxury handbags for the summer edition, the planning of precise marketing targets and objectives is required. The organization of Louis Vuitton must ensure that these specific marketing targets are SMART in nature. This signifies that the marketing objectives require to be specific, can be evaluated or measured, achievable and are time specific. 
The marketing objectives needs to be different for Louis Vuitton in both the markets of India and UK. The different objectives targeted by the o4rganziation in the fashion retail market of India have been discussed below;
· To achieve a better customer awareness regarding the product of luxury handbags for the summer edition, through conveying of proper marketing messages.
· To achieve a sales percentage leverage of around 3 to 7 percent by launching of product of luxury handbags for the summer edition in the Indian market. 
· To obtain nearly 4 percent growth in sales by product of luxury handbags for the summer edition. 
· To achieve better differentiation from other competitors of luxury branded fashion products in India such as Gucci and others (Tanner, 2015). 
The specific objectives of Louis Vuitton targeting the UK market includes the following as listed;
· Improving the productivity and sales in the market to 7 to 10 percent through introduction of the product of luxury handbags for the summer edition.
· To obtain a market growth and share by nearly 7.5 percent by introduction of product of luxury handbags for the summer edition.
· To generate better product and brand awareness and increase the customer base in the luxury fashion market of United Kingdom (UK). 
[bookmark: _Toc512876008]Market Research and Analysis
[bookmark: _Toc512876009]Segmentation Targeting and Positioning (STP)
The use of proper segmentation targeting and positioning (STP) strategy is essential from the perspective of attaining of better marketing and promotional success for Louis Vuitton in the targeted international market of India and United Kingdom (UK). Thus to improve suitable strategies of promotion, the execution of operative segmentation, targeting and positioning (STP) course or plan is reckoned to be indispensable or compulsory for the organization of Louis Vuitton. In adding the usage of the appropriate segmentation, targeting and positioning (STP) course, can help in development and execution and suitable strategies of marketing and promotions. Through the presence and use of a organized and well premeditated segmentation, targeting and positioning (STP) route or approach, the organization of Louis Vuitton, can fragment the most prospective groups of purchasers in the both the concerned markets and pursuing them with accurate approaches. This can help in attaining of better product and the brand appeal.  The overall STP process have been explained in details as below;
Segmentation
Segmentation is regarded to be an important of the STP process. Through proper segmentation of the UK market as well as the market in India, Louis Vuitton can identify their core customer groups or potential buyers in both the international markets. These buyers are expected to be making purchases from the newly launched product of luxury handbags for the summer edition by Louis Vuitton (Weinstein, 2013). Based upon the customer or buyer segments identified, the organization then can develop and implement precise and specific strategies which can help to target and promote the product of luxury handbags for the summer edition in the international markets of India and United Kingdom (UK). Some of the specific factors that must be considered by Louis Vuitton during segmenting the markets are discussed below;
Demographics:
In relation to the parameter of demographics, there is a need for Louis Vuitton to focus upon dividing and identify their core customers through considerations of the age, gender, level of income, social status and others. The demographic profile of both the India and UK market are different. UK customers have better economy and spend upon the luxury fashion products (Okonkwo, 2016). Whereas the desire of purchasing products from luxury brands such as Louis Vuitton is limited to the rich or niche buyers in the market of India. In addition considering the demographic profile of both the markets, the women population is expected to be more attracted towards the product of luxury handbags for the summer edition launched by Louis Vuitton in the market. 
Psychographics:
Considering the aspect of psychographics it defined the overall lifestyle preferences and attitudes of the customer segments. In relation to the fact that Louis Vuitton is one of the moist acknowledged fashion luxury brand in the global market, the customers of Louis Vuitton are expected to have luxurious and rich lifestyle preferences. This kind of lifestyle and the desire to purchase from the product of luxury handbags for the summer edition by the luxury brand of Louis Vuitton is seen to be limited to rich customers in India belonging to the higher income classes of the society. On the other hand, the customers in UK have better economic stability and spending power which makes them having a preferences towards the luxury products such as product of luxury handbags for the summer edition by the brand of Louis Vuitton. Therefore the organization has a wider segments of buyers to target in the market of United Kingdom (UK). 
Behavioural:
The behavioural factors in context of market segmentation defines the characteristics of customers in perspective of the rate of product usage, the benefits desired or expected and the brand perception and others. IN both the markets of UK and India Louis Vuitton has a perception of an acknowledged fashion luxury brand. However, in India the desire towards the products of Louis Vuitton is limited to the rich customer segments only. In addition the product of luxury handbags for the summer edition, of Louis Vuitton is expected to meet the high lifestyle needs and desires of the customers in both the markets of UK and India through their luxury feel, appeal and exquisite quality (Mullins, 2012). 
Geographic: 
In relation to the geographic parameters, it is evident that the core customer segments of the organization of Louis Vuitton majorly belonging to the cities and the different metropolitan areas. Therefore the segmentation should be based upon the metropolitan regions of both the international markets where the overall density of population is seen to be high. 
[image: Image result for market segmentation]
    Fig: Market segmentation (source: mindtools.com)	
Targeting 
In order to achieve success and growth in the markets of India and UK by launching of the product of luxury handbags for the summer edition, Louis Vuitton must focus upon using different strategies for targeting different customer segments. These customer segments in the market of UK and the market of India is quite different from one another. The overall use of the targeting strategy have been explained in details as below;
In relation to the luxury fashion industry market of India, the organization of Louis Vuitton is seen to have limited segments of customers or buyer segment to target. Although with the economic growth and development, the number of buyers in the Indian market for Louis Vuitton have increased, most of the potential buyers or customers are seen to be limited within the perspective of the niche or rich customer segments. These customer belonging to the high class of the society with the ability and desire to indulge in luxury and branded fashion labels to fulfil their lifestyle purposes (Godey, 2016). Therefore to achieve a better market success, through launching of product of luxury handbags for the summer edition, Louis Vuitton, must only target the niche or rich customer and buyer segments for India market. In this specific context, there is a need for the respective business organization to utilize the concentrated strategy or approach of differentiation and marketing. The use of this specific strategy will offer Louis Vuitton with the ability to focus and clearly emphasize the planning and development of different marketing and promotional strategies to target the niche segments of buyers only. Therefore the use of the above mentioned strategy can also be said to be useful in the context of developing exquisite quality of products for the concentrated customer segments only. 
On the contrary, in perspective of the UK luxury fashion retail market, Louis Vuitton has a much wide customer or buyer segments to target. The higher income and high spending power of the UK customers, combined with their desires to invest in rich lifestyle products makes it necessary for Louis Vuitton in targeting the middle and upper society classes. In this regards, Louis Vuitton focus need to be on using the differentiated strategy or approach. This will help the organization in targeting of multiple potential segments of buyers in the market. This can also help in aligning and categorizing of specific services as per the requirements of various segments of buyers or customers in the market. This can help Louis Vuitton in fulfilling the customer needs through product of luxury handbags for the summer edition. 

           Fig: Targeting Strategy of Louis Vuitton for UK and India Market (source: self)

Positioning 
Once the international markets of India and UK have been segmented and the potential group of customers has been identified, Louis Vuitton must effectively position their product of luxury handbags for the summer edition effectively among the selected segments of customers in the market. This can help the respective organization in achievement of better success and outcomes considering the promotion and branding of their products among the concerned targeted buyers in the both international markets thereby targeted. In order to successfully achieve this, Louis Vuitton must emphasize upon establishment of well-defined marketing mix for the market. These can be explained in details by use of the 7Ps of marketing as discussed below;
Product
The products of an organization is said to achieve better success rates in perspective of promotion and marketing, only if they are capable enough to meet the requirements and expectations of the buyers in the targeted markets. Louis Vuitton is considered to be among the most desirable and popular luxury fashion brands in the markets across the globe. The overall products designed by the organization are of exquisite and rare quality, design and specification that effectively meets the luxury needs of their respect rive buyers or customers. The new edition of luxury handbags by Louis Vuitton for the summer edition, is expected to highly cater to the fashion and lifestyle needs of the esteemed customers in both the international markets namely United Kingdom and India. The overall designing, colour, specifications and brand appeal is expected to fulfil the requirements and lifestyle needs of the targeted set of customers in both the international markets in India and UK. In addition the products and services manufactured and offered by the luxury brand of Louis Vuitton is said to effectively encompass higher innovation and creativity and offers a higher level of differentiation compared to the similar products and services available in the respective market place. This in turn can prove to be highly beneficial for Louis Vuitton in obtaining of a better brand appeal and product positioning among the concerned customer groups thereby helping the attainment of competitive market edge and advantage (Kotler, 2015). 
Price
Now considering the dimension and policy of pricing, the new products of the edition of luxury handbags by Louis Vuitton for the summer edition will be as usual priced high or premium. Considering the appeal of the luxury brand related to Louis Vuitton, it is expected that the products offered or introduced by the organization in the market will have higher price tags. Considering the level of quality and designing used in manufacturing of the luxury handbags with a different feel and finish, the overall policy of high pricing is said to be completely justified. This price is also justifiable from the perspective that the products of Louis Vuitton always offer better value and differentiation to the customers when pitted against other similar products and services in the market. In addition the products also offer the luxury feel and comfort to the buyers as demanded to suit their leisure and rich lifestyles. Thus the product pricing, offering better differentiation in services and product quality can have a higher appeal among the esteemed segments of customers for Louis Vuitton in the Indian and the UK luxury fashion retail industry market. This leads to better chances of effective product positioning and branding among the targeted buyers in perspective of both the international markets. 
Place
Considering the perspective of place, Louis Vuitton must effectively maintain a proper demand and supply in the market in addition to ensuring that the new products of the luxury handbags edition for summer has a proper market availability. To achieve the successful distribution of products across the international markets of UK and India, Louis Vuitton, must necessarily develop a robust distribution strategy and keep a close watch over their distribution channels. Now for selling their products in both the Indian and UK market, specific high end luxury stores must be set up by Louis Vuitton across different convenient locations with parking facilities that can be properly availed by the buyers as per their convenience. In addition to direct selling through retail stores, Louis Vuitton can also incorporate their e commerce platform for selling of the newly introduced handbags edition for summer. In this context, the use of the e commerce platforms will help the organization of Louis Vuitton, in achievement of a better and improved market reach, enabling easy product access to the customers who can purchase through the online platform therebyt increasing the buyer convenience (Kotler, 2012). This, in turn can thereby help the organization of Louis Vuitton in fostering of better and enhanced profitability and sales through success launching and positioning of the products of the luxury handbags edition for summer handbags for the summer. 
Promotion
Promotion is considered to be an essential element of the marketing mix. Through effective promotion and marketing of the new product of the luxury handbags edition for summer, Louis Vuitton can benefit from successful product positioning among the concerned customer segments in the markets targeted. To achieve this there is a need for the organization of Louis Vuitton to employ proper marketing approaches that can incorporate the use or application of bothy digital as well as the traditional media channels for successful marketing and promotions. The use and incorporation of different media channels for this specific purpose have been explained and elaborated in details as below;
· The use of the print media need to be incorporated by Louis Vuitton to sustain the activities of promotion and branding in UK and India. Advertisements regarding the new product of the luxury handbags edition for summer, must be published in fashion and consumer magazines, newspapers along with the fashion related articles and journals. This can help Louis Vuitton to generate better brand presence and marketing among the respective customer or the buyer segments in India and United Kingdom (UK). 
· The advertisements regarding the product of the luxury handbags edition for summer, must also be broadcasted across multiple television media channels, especially among the lifestyle and fashion oriented channels. This kind of a promotional or marketing approach can substantially help the organization to convey their brand message to the targeted buyers across the India and United Kingdom (UK), international markets. 
· The products of the luxury handbags edition for summer, can also be marketed and advertised by Louis Vuitton through placards, hoardings and billboards at convenient metropolitan locations. In addition, the products can also be displayed and marketed through fashion shows, events and exhibitions that takes place vividly across the India and United Kingdom (UK) international market. 
· Among all other mentioned marketing and promotional media channels, the use of social media for promotion of product of the luxury handbags edition for summer, can be considered to be highly advantageous for the organization of Louis Vuitton (Berthon, 2012). The use of the innovative and social media channels or platforms can help Louis Vuitton in gaining a wider market reach and it will also minimize the costs of marketing and branding, thereby addition to the overall market profitability for the organization. In addition through the correct use social media, Louis Vuitton can directly engage their customers which can motivate them towards purchasing from the new product of the luxury handbags edition for summer, in India and UK international markets. The optimum use of the social media channels or platforms can also help Louis Vuitton to improve their customer services and generating higher customer satisfaction and loyalty. This in turn will have a positive influence over the branding and positioning of the products in both the concerned international markets. 
Physical evidence
In terms of physical evidence the overall focus of the organization of Louis Vuitton, must be upon delivering of specific intangible services to the buyers considering both the markets of India as well as United Kingdom (UK). These can be achieved in offering improved customer support and services. However in this context, the organization must ensure that the services and support are properly met both pre and after the sales of the products and services to the respective buyers. This can help in ensuring of generation of better satisfaction and loyalty among the targeted segments of buyers in the markets of UK and India. This can effectively lead towards achievement better positioning of the new products of the luxury handbags edition for summer, in the targeted markets. 
Process
In context of process, Louis Vuitton focuses upon delivering of higher values and experiences to the customers in the market through continuous leveraging of their business processes. The organization of Louis Vuitton in this context can be said to be effective in use of advanced innovation and technology for betterment and enhancement of their business processes. The intense research and development on the products of the luxury handbags edition for summer, is expected to offer better product experiences and satisfaction to the concerned segments of customers in the respective market. In addition through the improvements in the business processes, better and sustainable customer support and services can be delivered while maintaining the quality consistency (Armstrong, 2015). 
People 
In perspective of people, the presence of a skilled workforce of Louis Vuitton benefits the organization in offering the customers with exquisite levels of services and support. The sales employees or sales persons across all the luxury Louis Vuitton stores are highly talented, skilled and qualified. In addition, they are also offered with proper training and development so that the skills and competency levels can be improved or enhanced. This helps the organization in ensuring the delivery of highest service quality resulting in high customer satisfaction and loyalty. This can help the successful positioning of the products of the luxury handbags edition for summer launched in the markets of India and United Kingdom (UK).
[image: Image result for 7 ps of marketing]
                                     Fig: 7 Ps of marketing (source: mindtools.com)
[bookmark: _Toc512876010]Brand awareness in international markets
The successful marketing, promotion and branding of the products in the targeted market of choice is widely dependent upon the brand awareness and reputation enjoyed by the concerned organization in the targeted market. In this regards, there is a high need for Louis Vuitton, to develop or generate higher awareness and reputation of the luxury brand in the markets of UK and India. 
In relation to the market of UK, the organization of Louis Vuitton is seen to be enjoying a proper presence with a high market reputation and acknowledgement. The brand is highly acknowledged for their luxury appeal; among the higher and the middle class segments or earning groups considering the UK demographics (Papadopoulos, 2014). Thus to foster the overall brand development and reputation, the organization of Louis Vuitton must ensure that better and improved brand values and experiences are delivered to the UK customers. There are some specific ways through which the brand experiences for the customers can be substantially improved. This can be achieved by improving and developing the overall customer engagement and customer communication. To exemplify; Louis Vuitton must incorporate high technological innovation for structuring and development of a well-managed customer relationship management (CRM) framework. This can help in delivering better valued services, support and other facilities as required or demanded by the customers from the luxury brand of Louis Vuitton. In addition, brand experiences and values for the customers can also be improved through developing a high consistency or uniformity across the different elements of marketing. This majorly incorporates the delivering of uniformity in the product quality and customer services along with generating better appeal to the nature and desires of the customers in the market of United Kingdom (UK). In addition, the brand experiences in the market can also be achieved through proper defining and conveying of the brand messages to the concerned buyers in the respective market. Considering a better market presence and brand reputation of Louis Vuitton in United Kingdom (UK) fashion brand market, the strategies must be properly aligned so that potential buyers can be retargeted and higher levels of brand loyalty can be achieved from the potential customers in the market. In addition, to achieve a better and improved awareness and reputation regarding the brand, Louis Vuitton must also ensure that the marketing messages and the different promotional campaigns are properly aligned as per the requirements of the potential customers and buyers. The use of the different media channels also needs to be properly incorporated for successful brand promotion and awareness (Terpstra,2012). This can lead to Louis Vuitton attaining higher sales and revenues by introduction of their new range of summer luxury hand bags in the high end and luxury fashion retail market of United Kingdom (UK). 
Now while analysing the market in India, Louis Vuitton’s focus ,must be upon branding the new range of luxury hand bags among a concentrated segments of buyers who generally belong to the upper class or the highly income groups of the society and have a preference towards the luxury branded products offered by Louis Vuitton. In relation to the premium product pricing, the new range of luxury handbags by Louis Vuitton will have a higher appeal to the highly income groups in India who prefer luxurious and rich lifestyles. Therefore to sustain the brand awareness and reputation in the respective market, the organization of Louis Vuitton, must properly address and align their marketing efforts and strategies as per the needs of the niche market segments. In this context, to cater to the needs of esteemed segments of customers, the brand awareness must be leveraged by the correct utilization of the different social media channels. The organization must interact with their potential Indian customers to identify their demands, delivering of product and service updates along with obtaining of feedbacks that can help in delivering of better customer values. In addition, the organization must also properly convey the overall differentiation offered by the luxury summer handbags of Louis Vuitton when compared to the existing competition in the luxury fashion retail market of India. This specific differentiation must be properly described and highlighted in the overall brand and the marketing message delivered to customers by Louis Vuitton. Thus, in this context, it can also be said that the brand must also focus upon fulfilling their brand promise to the customers and ensure the delivery of high product and service quality at consistent levels. This can help Louis Vuitton in enhancing the loyalty of the potential Indian customers towards the luxury brand ultimately resulting in better and improved brand awareness and reputation. This in turn can largely benefit the organization from the perspective of obtaining higher marketing success in relation to the introduction of new luxury handbags for the summer collection. 
[bookmark: _Toc512876011]Analysis of issues concerning ethics and environment
Considering the overall brand image and reputation of Louis Vuitton, across the globe, during marketing of their products in the targeted international market of United Kingdom (UK) and India the organization needs to comply with certain ethical and environmental standards and legislations. UK has strict environmental policies and protocols which are stringent when compared to the existing policies in the Indian market.  Therefore, to maintain their reputation of the luxury brand in both the concerned markets, Louis Vuitton must focus upon reducing the environmental impacts of their marketing activities and operations in the international markets. The organization must carefully abide by the rules for conservation and preservation of the environment through reduction of their environmental impacts substantially. In addition, in both the markets of United Kingdom (UK) and India, Louis Vuitton must also focus upon implementation of their corporate social responsibility (CSR) strategies so as to promote and contribute to the overall growth, development and sustainability of the local communities and the societies. Now during marketing and promotion of their new summer collection of luxury hand bags, in the markets of India and United Kingdom (UK), the organization of Louis Vuitton is also required to carefully oblige by certain specific ethical norms and protocols. During the promotion and branding of the luxury hand bags, Louis Vuitton must refrain from tarnishing or tampering of the brand image and identity of their competitors and rivals in both the markets (Eteokleous, 2016). The marketing and promotional messages must also not hurt the sentiments of the targeted markets. In addition, Louis Vuitton must also not involve themselves in illegal or unfair activities while branding or promoting their services and products among the markets of UK and India. The obligation towards the above mentioned ethical and the environmental concerns can lead to successful branding and promotion of the product of luxury handbags in the markets of India and UK from the perspectives of international marketing. 
[bookmark: _Toc512876012]Conclusion and Recommendations
The overall comparison of the differences and similarities among the approaches of marketing and promotion used by Louis Vuitton for promotion of the product of luxury handbags for the summer edition, in the international markets of United Kingdom (UK) and India have been discussed in the report (Czinkota, 2013). From the analysis it is evident that Louis Vuitton must properly plan and develop their strategies as per the needs and preferences of the different customer segments identified in UK and India. The marketing strategies must have higher appeal to the customers. In addition the strategies must also be reviewed and updated for better marketing and promotional success in the international markets of UK and India. 
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