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Section 1: Report on Louis Vuitton in Japan and the UK
[bookmark: _Toc227421313]1. Introduction
It is essential for every organisation or brand to achieve financial growth and stability while operating in any international market. As stated by Juju and Supriadi (2024), the role of marketing mix plays a crucial role here to consider circumstances of the operating country/countries in terms of product, price, distribution, and promotion. The main focus of this report will be Louis Vuitton, which is a French luxury fashion brand. The two countries to be focused on are Japan and the UK. In this report, focus will be laid upon PESTEL analysis for showcasing a valid comparison and contrast to the macroenvironment in Japan and the UK. Additionally, a comparative analysis of using models like STP and 7Ps Marketing Mix will be used for discussing adaptation of product, price, place, and promotion strategies, taking into account cultural and economic factors. To assess how strategic, cultural, and ethical factors affect Louis Vuitton's worldwide stance, this research also includes a reflective viewpoint at the last section using the Gibbs reflective cycle.
[bookmark: _Toc227421314]1.1 Background information about the company
To begin with, Louis Vuitton is one of the renowned global luxury brands, named after the famous “French trunk maker and entrepreneur”. This brand was founded in Paris in 1854, which specializes in manufacturing goods, especially handbags made up of the highest quality leather. From the beginning, Louis Vuitton has been into a business model that fosters the evolution and growth of its “Maisons” while maintaining distinctive identities that differentiates it from others. All of its products strive for excellence by meeting “highest ethical, social and environmental standards” (LVMH, 2026a). Sustainability is considered to be a “long term commitment and humility”. Last year, it recorded a revenue of €80.8 billion, with “profit from recurring operations” being at €17.8 billion (LVMH, 2026b). Louis Vuitton officially opened its first store in Tokyo and Osaka, Japan in 1978 using the franchise model (Louis Vuitton, 2026). Within the next 3 years, that is by 1981, it launched its first direct store in Namiki-dori, the Ginza district of Tokyo. With time, this luxury brand has excelled implementation of vertical integration model of value chain in processing its raw materials, through manufacturing, to distribution to end users. 
Mission/vision statement of the company: The company's history, vertical integration, and dedication to sustainability show how brand identity and strategy consistency support long-term worldwide success and consumer confidence. The mission and vision of this company are to be “the world leader in luxury” and “The Art of Crafting Dreams” (LVMH, 2026a).
[bookmark: _Toc227421315]2. Macro environment analysis using PESTLE framework and Hofstede framework
[bookmark: _Toc227421316]PESTLE framework 
According to Karadzhov and Patarchanova (2025), PESTEL framework is defined as the strategic analysis tool that is employed to analyse macro-environmental factors affecting operations of a business in the foreign market. 
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[bookmark: _Toc227421295]Figure 1: PESTLE framework
(Source: Karadzhov and Patarchanova, 2025)
Political: 
Country A: Japan- As recognised as Monarchy, the federal political aspect of Japan provides a very favourable environment for luxury brands like Louis Vuitton. As a result, the Japanese constituency is limited to mainly ceremonial duties, strengthened political leadership and reliance on “separation of powers” (European Parliament, 2025). Foreign luxury brands are supported by the fact that the country has stable international trade levels, high connection with G8 and ASEAN that enhance foreign investment, and strong regulatory systems like acts of health and safety (Asian Development Bank, 2024).
Country B: UK- The UK is also characterized by political stability, but the post-Brexit context has brought uncertainty in the regulatory issues, especially in trade agreements and trade tariffs for further mobility. Hence, the two markets are stable, though Japan is deemed to be more politically favourable than the UK.
Economical: 
Country A: Japan- Japan has a well-developed economy with a high rate of GDP growth (1.3% in 2025) (OECD, 2025). This not only reflects high stability, but signifies slow expansion. Recent wage increases and domestic demand have helped to stabilise inflation around the 2% objective in Japan, which fosters high purchasing power of the consumers about private label premium products. 
Country B: UK- On the other hand, the UK economy is more dynamic for short-term growth among G7 nations where a market-based economy (grew by 1.3% in 2025) supports the income growth of the nationals (Statista, 2025). Despite its high favourable impact on the luxury brand, the volatile financial landscape of the UK is fostered by the inflation and fluctuations in the economy which influences the cost-of-living crisis. UK offers relatively larger development potential but more uncertainty, whereas Japan offers economic stability.
Social: 
Country A: Japan- Japan is characterized by an aging demographic in which purchasing patterns evolved within the brand loyalty, quality focus, and cultural orientation to status and craftsmanship, that suits luxury branding of LV very well (LinkedIn, 2025). However, it is an inclusive society that is free from discrimination, and follows sustainable social welfare (European Parliament, 2025). 
Country B: UK- Contrarily, the UK is a more diverse, younger population where consumption is trend driven among individuals (Statista, 2025). Therefore, regarding the Louis Vuitton aspect, the UK-based luxury market is more dynamic yet less predictable due to the high switching option as compared to Japan.
Cultural: 
Different consumer values can be found when comparing the cultures of Japan and the UK. Japan has a strong emphasis on long-term planning, collectivism, and avoiding uncertainty, which promotes brand loyalty, trust, and the high preferences for historic luxury (The Culture Factor, 2026). The UK, on the other hand, exhibits individualism, low uncertainty avoidance, and hedonism, which promotes experimentation, trend-driven consumption, and self-expression and necessitates more creative and dynamic marketing tactics.
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[bookmark: _Toc227421296]Figure 2: Cultural graph between Japan and the UK
(Source: The Culture Factor, 2026)
Hofstede's framework for more in-depth comparison of social cultural factors
Louis Vuitton has successfully customised market-specific strategies. Integration of the cultural dimension framework offered by Hofstede gave more insights on how culture values can affect consumer behaviour in both Japan and the UK. Japan has a moderate power distance and collectivist society, in which people value harmony within a group and social norms. Conversely, the UK boasts of low power distance and individualistic culture with high levels of personal expression and independence that have extremely strong impact on purchasing choices. As per Takahashi (2024), the level of masculinity in Japan is very high where achievements, status and success are highly valued. Hence, it favours the brand because consuming luxury products is a symbol of status. On the other hand, the UK expresses moderate masculinity which implies that there is a balance between quality of life and achievement (Houlbrook et al., 2024). Japan is rated highly in the aspect of uncertainty avoidance and long-term orientation, indicating that consumers are more comfortable with familiar, reputable brands, which is also favourable to the heritage brands such as Louis Vuitton (Lu et al., 2022). Besides, the issue of indulgence versus restraint is also a major issue that influences consumer behaviour in both the markets. The UK is more indulgent, which means that the consumers are more predisposed to living life, spending money on luxury, and trying out the latest trends. This helps the product promotional strategy of Louis Vuitton to promote lifestyle and fashion-oriented products and collections in the UK market. 
Conversely, Japan is found to be a more conservative society and the customer values are more about discipline, modest and long-term value (European Parliament, 2025). Japan has long-term orientation that makes consumers invest in durable and heritage-based brands such as Louis Vuitton and this factor is very much aligned with the legacy positioning. On the other hand, the UK has a relatively low long-term orientation, which leads to dynamic and trend-driven purchasing behaviour. This can make it difficult for firms to maintain consistent and long-term strategies. From the ideas of Chen (2025), there is a necessity to change marketing approaches to correspond to strong societal values in both locations so that Louis Vuitton does not become irrelevant and competitive. In comparison to the UK, Japan has a low uncertainty avoidance country that embraces experimentation in purchasing as well as new brand entries (Statista, 2025). Moreover, the UK is more indulgent where consumers are more willing to consume lifestyle and trend-driven products, whereas Japan is more conservative which can influence the luxury brand loyalty aspect of Louis Vuitton.
Favourable or unfavourable aspect of both culture and Hofstede model
In Japan, cultural aspects are favourable, owing to a high level of brand loyalty, trust, and heritage luxury. Nonetheless, culture in the UK is conducive to innovation and trends but not good because of low loyalty. As defined by Jiang and Kassoh (2022), the framework offered by Hofstede offers a comparative, logical concept of how the cultural dimensions (individualism, uncertainty avoidance) directly influence consumer behaviour, allowing brands such as Louis Vuitton to develop market-specific strategies in a way that is effective. It assists in determining long-term and short-term differences in orientation, enabling companies to match the product positioning (heritage vs trend-driven) with the values of consumers in Japan and the UK. On the contrary, Hofstede is comparatively rigid and obsolete and does not fully reflect the dynamic global forces like digitalisation and cross-cultural convergence in the contemporary markets.
Technological: 
Country A: Japan- Both countries are quite advanced technologically, in which Japan leads the world in terms of innovation, automation and quality retail experience. Louis Vuitton’s flagship boutiques in Tokyo have implemented automated retail technologies and AI-driven client service. 
Country B: UK- However, the UK is the best in the retail online business with high e-commerce infrastructure and e-penetration with its +80% (66.3 M) internet users (U.S. Commercial Service, 2026).  As shown in figure 2, 87% individuals found to be using Internet in Japan, as compared to 97% in the UK as of 2023 (World Bank, 2024). Both markets are technologically favourable to the luxury retail growth as a result of these factors.
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[bookmark: _Toc227421297]Figure 3: Japanese and British people using Internet (as in 2023)
(Source: World Bank, 2024)
Legal: 
Country A: Japan- Both countries have strong intellectual property laws and clear legal frameworks that support the operation of luxury brands. Japan has, however, much stricter standards of rigorous enforcement of the intellectual property law to lessen the counterfeiting of luxury items (WIPO, 2024). Japan’s National Diet enacts budgetary matters in context to national finances (European Parliament, 2025). 
Country B: UK- Whereas, the UK is adjusting to new legal standards along with import duties following Brexit. 
Environmental: In the environmental context, both countries show growing concern with sustainability and responsible consumption, in which the luxury brands need to be environmentally responsible. 
Country A: Japan- Generally, the macro-environment in Japan is more predictable and stable to the LV.
Country B: UK- In the UK, it is also known for its robust consumer demand as well as high demand for eco-friendly luxury packaging in the country (Takahashi, 2024).
Similarities and differences
Strong environmental awareness is evident in both the UK and Japan, encouraging luxury firms to adopt ethical business methods. While the UK shows a greater need for creative, environmentally friendly packaging and a quicker adoption of sustainable consumer trends (Takahashi, 2024), Japan offers a more stable and predictable environment that favours long-term eco-strategies. In both countries, the social environment is constantly evolving throughout time, much like consumers' attitudes and lifestyles. Both the nations are financially established markets with high purchasing power as well as favourable for luxury consumption. 
[bookmark: _Toc227421317]3. Segmentation, targeting and positioning (STP) and International Marketing Mix (7Ps) strategies of the company
[bookmark: _Toc227421318]3.1 Segmentation
Louis Vuitton is focused on a global framework with particular adaptations to demographic and psychographic variables in both countries. Japan showcases mature luxury markets globally with a focus on the upper-middle class. There is a stable luxury demand with LVMH representing a growth of 30% in recent times, showing a wider consumer base (Savills, 2024). Cultural preferences also influence segmentation approaches of LVMH, as Japanese consumers focus on authenticity and artisanal values (Sasaki et al., 2021).
In the UK, the segmentation is narrower. The luxury market is geographically focused especially in London, and influenced through factors like inequality and international tourism, with the luxury market reaching a value of $26.32 billion in 2025, as shown in figure 3 (Mordorintelligence, 2025). Thus, Louis Vuitton segments more focused on affluent consumers, and high spending tourists, narrowing focus form wider domestic context. Alghanim and Ndubisi (2022) stated that while the demographics are similar, the psychographic segmentation is based on UK consumers’ emphasis on individuality, exclusivity, and sustainable consumption. This influences segmentation for lifestyle indicators like preference for quiet luxury and ethical awareness. 
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[bookmark: _heading=h.qzrqucm4fvv3][bookmark: _Toc227421298]Figure 4: UK luxury goods market overview
(Source: Mordorintelligence, 2025)
[bookmark: _Toc227421319]3.2 Targeting
Louis Vuitton has adapted a differentiated targeting approach in both markets with diverse size. In Japan, luxury consumers and aspirational buyers are actively targeted due to the favourable conditions. The continuous presence and engaging retail sector allow LVMH to access wider consumer bases. Various approaches like limited editions, cultural campaigns and collaborations with artists like Takashi Murakami are key approaches showing how LVMH engaged trend-based audiences (lvmh, 2025). The study by Clarke (2025) showed how Japan contributes to 9% of the groups’ total revenue, making it a key market for them. In the UK, targeting is more based on high-value consumers. Louis Vuitton is more focused on high value consumers and affluent professionals, with a smaller focus on segments like younger aspirational consumers (Shubham, 2025). Although, factors like economic pressure and cost of living pressure in the UK are hindering aspirational consumers from becoming repeat ones. Furthermore, the brand is focused on management of desirability and exclusivity in the region. The brand ensures to maintain its zero-discount policy in every region across the globe, ensuring its premium positioning and exclusive nature, focusing on a few but higher spending consumers (Nomics, 2024). 
[bookmark: _Toc227421320]3.3 Positioning
For positioning in Japan, LVMH is a high-end luxury brand focused on exclusivity, heritage, and craftsmanship, ensuring premium pricing. The company is focused on the accessibility of the luxury aspect with cultural alignment to the Japanese market. The early stage enters in the market, and a strong retail presence is developing potential to maintain its prestige in the market (Falb, 2025). The cultural co-creation approaches of the brand and integration of Japanese craftsmanship are showing their alignment with the cultural heritage of the country and loyalty to consumers. This is also supported through the major contribution of the region towards brand revenue, which was nearly 8% in 2024, as shown in Figure 4 (Investing, 2026).
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[bookmark: _heading=h.cla1qhl8kzvv][bookmark: _Toc227421299]Figure 5: LVMH global revenue by regions
(Source: Investing, 2026)
In the UK, Louis Vuitton is positioned as a more exclusive luxury brand. The focus is mainly on the premium retail locations like London and the elite groups. As the brand started expanding to other countries, it also developed a proper presence in the UK with a particular focus on London as a key hub (Räsänen, 2025). The Luxury UK consumers are majorly influenced through tourism spends, and thus making LVMH a strong brand in the region with an elite-group focus. Furthermore, as shown by Wang et al. (2021), UK consumers are increasing their emphasis on sustainability in brands, especially in the luxury context making LVMH’s global sustainability positioning relevant to the region. Targeting in the UK is more consumer oriented on the high-value consumer. The company is less concentrated on the high value consumers and affluent professionals with fewer concerns on segments such as the younger aspirational consumers (Shubham, 2025). Despite such factors as economic pressure and pressure on the cost of living in the UK are making aspirational consumers unwilling to be turned into repeat ones. It also takes care to have the same zero discount policy in all the regions worldwide to preserve its high-end positioning and exclusive status with a limited number of yet more high spending customers (Nomics, 2024).
[bookmark: _Toc227421321]3.4 Perceptual map (LVMH position in the UK)
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[bookmark: _heading=h.2bp50p1h5q98][bookmark: _Toc227421300]Figure 6: Perceptual map
(Source: Self-made)
Louis Vuitton is found to belong to the high quality and expensive section in both countries, showing management of global luxury identity. Yet, Japan, as shown, is more accessible in this case due to a wider consumer reach, while the UK showcases a more exclusive nature. In both countries, Louis Vuitton has shown a consistent STP basis with high-income and aspirational focus, supported through craftsmanship and exclusivity (Hansson and Stenström, 2023). It is targeting affluent and premium consumers through approaches like collaborations and limited editions, although the key differences are market depth and behavior of consumers. Japan has wider segmentation approaches due to culturally-aligned luxury consumption and higher purchasing frequency. Contrarily, the UK needs a narrow segmentation and focus on more selective targeting, in which tourism, exclusive nature and economic aspects influence demand. 
[bookmark: _Toc227421322]3.5 Marketing mix elements (7Ps)  
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[bookmark: _heading=h.ys8r9ejp0gvf][bookmark: _Toc227421301]Figure 7: 7Ps of LVMH in the UK and Japan
(Source: Self-made)
Product
The product strategy is more focused in Japan with adapting to the tastes of consumers for limited-edition and culturally aligned products. The disclosures have shown how Louis Vuitton has launched various Japan-focused collaborations and events in the past and recent times to show seasonal trends and aesthetics. One such example is collaborating with Takashi Murakami for introducing his “iconic Cherry motif” in its creations in the 3rd and final chapter of the re-edition collection, as shown in figure 7 (Louis Vuitton, 2026; Louis Vuitton, 2025). The company has also taken approaches towards teaching students of Tama Art University for the use of used materials and contributing to society (Louisvuitton, 2021). 
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[bookmark: _Toc227421302]Figure 8: Murakami’s Cherry motif collection of Louis Vuitton
(Source: Louis Vuitton, 2026)
For the UK market, the emphasis is on timeless collections and classic approaches. The british consumers focus on cultural heritage, value alignment, and exclusivity, which are well-aligned with Louis Vuitton’s traditional product ranges (Mintel, 2024). This shows the UK to be a more standardised approach for the brand, contrasting Japan’s adaptive approach. However, it often focuses on providing pre-launch exclusive deals only in the UK official websites before their global releases. For example, the ‘Speedy Bandoulière 20 Bag’, ‘OnTheGo PM Bag’ and others are currently on exclusive pre-launch deals only on the UK websites (louisvuitton, 2026).
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[bookmark: _heading=h.a5nvxlv7hat5][bookmark: _Toc227421303]Figure 9: Exclusive UK-specified pre-launch deals
(Source: louisvuitton, 2026)
Price
Louis Vuitton follows a premium pricing in the global context to highlight the luxury positioning. In Japan, the consumption tax increased to 10% in recent years, still keeping it lower than UK (Adler et al., 2024). The strong luxury consumption culture of the region develops the tendency for payments. The Japanese pricing often ranges from ¥20,000 to even ¥ 500,000 and over (approximately equivalent of $125 to $3,100) (Louisvuitton, 2026). Besides the comparatively lower yet premium pricing in the region, the strong sales volume of Japan also contradicts the UK’s cautious spending approaches. 
In the UK, the luxury goods are under the standard Value Added Tax of 20% rate (Govuk, 2026). The premium positioning is more prominent in the UK market, with pricing averaging from £300 to £ 4,000 (approximately equivalent of $390 to $5200) and some even reach over £12,000 (approximately equivalent of $15,800) price tag (uklouisvuitton, 2026). Although the pricing can be changing for the market conditions and consumer purchasing powers changes. 
Place (Distribution)
Louis Vuitton has adopted a controlled distribution approach in stores and selective locations. In Japan, the retail presence of the brand can be identified for the brand in major luxury districts like Osaka and Ginza. For example, the Espaces across Japan’s major cities like Tokyo are developed for a more engaging space for consumers with new artistic creations (Louisvuitton, 2026).
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[bookmark: _Toc227421304]Figure 10: Louis Vuitton showroom in Ginza shopping district
(Source: Parkes, 2021)
In the UK, the distribution is more focused, with key stores located in London. The UK market is more focused on tourism-based luxury purchases. The company, in this case, has utilised the benefit of the rise of experiential retail in the region and went into activations (Thewalpole, 2025). Compared to Japan, the number of stores in the UK is fewer, yet the strategic location usage is key. 
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[bookmark: _Toc227421305]Figure 11: Louis Vuitton showroom in one of the airports in the UK 
(Source: Mills, 2024)
Promotion
The context of integrated Marketing communication (IMC) can be considered as the process for collaborating various marketing communication aspects like public relations, advertising, social media and others into brand identity, which will remain consistent in various media channels (Rehman et al., 2022). Promotion strategies are different in different regions, with Louis Vuitton focusing on the use of local celebrities and influencers with support of relevant campaigns in Japan. For example, the collaboration with Takashi Murakami has been significant in attracting a lot of attention for it (Louis Vuitton, 2026). Digital engagement through popular Japanese platforms also plays a major role in this. 
[image: ]
[bookmark: _Toc227421306]Figure 12: Louis Vuitton x Takashi Murakami promotional campaigns
(Source: lvmh, 2025)
In the UK, promotional strategies are aligned with globalised ones. LVMH is observed to be utilising social media platforms like Facebook to connect with a wider audience in the UK (Xu, 2025). The wider social media consumption in the region also makes the online promotional efforts more effective.
People
The people element is crucial for providing luxury experiences in Japan. Customer service in Japan is based on cultural norms of precision and politeness, referred to as Omotenashi (Morishita, 2021). Sales staff are potentially trained with skills to provide personalised and respectful experiences, which is reflected in their higher popularity in the region. While service quality is high in the UK, interactions are often limited and less formal. The employees focus on wide product knowledge and efficient services in contrast to ritualised consumer services, aligning with the global work cultural approach of it (Louisvuitton, 2026). This shows the wider consumer expectations differences in both countries. Although employee numbers are not specified particularly for each country, the company currently operates with over 34,000 employees across the globe (louisvuitton, 2026).
Process
The process is standardised and operational across the globe, especially for quality control and supply chain management. The consumer experiences process still has some differences, as in Japan the keen focus is on ceremonial experience. Yet the packaging is mostly the economic globalised type for LVMH (Louisvuitton, 2026). This is similar to the UK, as LVMH has also adopted a similar globalised strategy in the country. The packaging remains the same for their iconic and meticulously packed products and gifting items (Louisvuitton, 2026). The standardised process in each country is mainly focused on through calling or email services (louisvuitton, 2026). However, the service culture in Japan is focused on high-touch and localised care while the UK is guided by European regional standards like particular data protection regulations and others. 
Physical evidence
In Japan, the physical store element is shown through the stores, which are often architectural landmarks. For example, the Ginza flagship store, which highlights major innovation and artistic expressions (Parkes, 2021). 
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[bookmark: _Toc227421307]Figure 13: Louis Vuitton Flight Mode collection website overview in Japan
(Source: louisvuitton, 2026)
While in the UK, the stores are focused on heritage and elegance. The physical environment is based on the brand's legacy and exclusive nature, which contrasts with Japan's architectural focus. Both markets maintain quality packaging and store presence, yet Japan is focused on experiential luxury while the UK is based on traditional luxury factors. 
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[bookmark: _Toc227421308]Figure 14: Louis Vuitton Flight mode collection website overview in the UK
(Source: louisvuitton, 2026)
LVMH maintains a globally consistent luxury image in Japan and the UK, especially for physical presence, positioning, and product quality (Louis Vuitton, 2025; Louis Vuitton, 2026). Although there are some variances like for product adaptations, promotional approach, retail environments, and consumer experiences, focusing on cultural and economic influences. Japan has shown a localised and experience-based market with major consumer demand and cultural sensitivity. The UK represented a standardised and globally aligned approach, with economics and tourism impacting purchasing behavior. This showcases how the company maintains a global brand image with local responsiveness for competitiveness in both regions. 
[bookmark: _Toc227421323]4. Directional development strategy in Japan 
A directional development strategy is a long-term approach for a company to adapt and gain growth through expanding its products in markets. As opined by Aditiya and Kirana (2025), one of the most common frameworks for this is the Ansoff matrix. This helps in focusing on growth approaches in key groups that can help understanding the approach of Louis Vuitton in Japan through. For Japan, a collaboration of market penetration and product development can be considered for its operations and performance. This owes to the fact that the luxury goods market of Japan is estimated to reach the highest level in 2023 with a CAGR of 6.9%, amounting to USD 22,393 million (Marks & Spark Solutions, 2025). 
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[bookmark: _heading=h.d9cnngbdmund][bookmark: _Toc227421309]Figure 15: Ansoff matrix
(Source: Inspired by Aditiya and Kirana, 2025)
Market penetration: This is showcased in LVMH’s approach to enhancing its footprint in Japanese cities. The brand operates in various key stores in the major cities. For example, the Ginza-based store of Louis Vuitton is a key strategic architectural landmark focused on experiential space and aimed at gaining consumer engagement (Hall, 2021). This is showing their effort to increase market share in the mature market through the enhancement of consumer experiences. Furthermore, the luxury market of Japan is highly competitive. Japan’s rising tourism on an international basis also supported its rapid growth in the luxury retail sector (Savills, 2024). LVMH is, therefore, utilising this benefit through ensuring strong brand visibility and store density while aligning with the penetration strategy for selling more in the same market. 
Product development: This plays a major role in ensuring growth in the Japanese market, where consumers focus on exclusivity and innovation. Japan has focused on this through developing limited-editions and particular collaborations, targeted at the Japanese market (LVMH, 2025). These often include seasonal variations and artist collaborations with launches for Japan only. The strategy allows for repeat purchases among existing consumers and improves their brand loyalty. The brand identity of Louis Vuitton is also aligned well with Japan’s cultural focus on craftsmanship. Through innovations in product lines, the company ensures that the offerings are relevant to the target market and also ensure brand heritage (Louisvuitton, 2026). This allows the brand to balance between innovation and tradition, ensuring continuous success in Japan.
[bookmark: _Toc227421324]5. Analysis of ethical issues 
[bookmark: _Toc227421325]5.1 Ethical approaches
· In relation to the product aspects of 7Ps, Louis Vuitton ensured strong ethical responsibility in all products and supply chain for a sustainability focus. The approaches are aligned well with their global focus of responsible sourcing and traceable raw materials for environmental impact reduction as identified in the analysis (Louisvuitton, 2021). This is aligned with the findings of Asari et al. (2026) that stated that Japanese consumers who increasingly value durability of products with long-term value and reduced waste through plastic use reduction and sustainable consumption. 
· In terms of the People context, Louis Vuitton is focused on providing exceptional consumer services, which are mostly aligned to the Omotenashi factors in the Japanese service context (Morishita, 2021). This potentially encourages employees to train for inclusive and respectful service delivery and enhance the fair treatment alignment in marketing. 
[bookmark: _Toc227421326]5.2 Potential unethical practices
· Although there are various potential ethical concerns. For example, in the price segment, the premium pricing strategy and global price differences can develop a perception of unfairness. Currency shifts can lead to an impact on prices. Furthermore, the differences in other markets like those identified in the UK can also develop a sense of potential inequitable pricing for consumers in the Japanese market (uklouisvuitton, 2026). 
· On the other hand, for promotion and or people segments, the involvement in past controversies can negatively impact the image. The company also faced scrutiny for its potential worker explosion case in the Italian supply chain (Investing, 2024). These types of ethical concerns can negatively hinder their brand image in sensitive markets like Japan. 
[bookmark: _Toc227421327]6. Recommendations for the company  
Japan- The integration of multi-layered ethical governance plans centred on accountability, transparency, and value justification could be influential for both countries (Akhigbe et al., 2025). According to the planning aspect, the company should use blockchain-based tracking systems to strengthen its end-to-end supply chain traceability. Furthermore, it is crucial for the brand to invest in third-party audits which is strongly highlighted by the systemic gaps within the Sweatshop case. As reported by Haque (2025), through strengthening the regulatory adherence in accordance with the objectives of LVMH, these aspects would be able to enhance stakeholder trust, identify hidden operational risks across the global businesses of Louis Vuitton. Furthermore, to justify premium pricing in Japan where trust and authenticity are vital, the brand needs to improve its value transparency by disclosing craftsmanship expenses along with the sustainability investments also (Toukabri and Chaouachi, 2025). 
UK - To cope with the issues that are affecting its social image, Louis Vuitton should develop its yearly ESG reports through embracing global business standards like the UN Guiding Principles on Business which would increase brand legitimacy in target nations like the UK. However, Kumashiro (2025) argued that regardless of reducing reputational concerns, these actions can also bring Louis Vuitton into a high compliance approach. To match extravagant and dynamic customer behaviour, emphasise trend-driven marketing, experiential promotions, and ethical branding by showcasing sustainability activities, flexible pricing tactics, and digital interaction.

[bookmark: _Toc227421328]Section 2: Reflection 
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[bookmark: _heading=h.vtanp38fzity][bookmark: _Toc227421310]Figure 16: Gibbs Reflective cycle
(Source: McLeod, 2025)
Description: In this report, I was able to analyse the international marketing approaches of Louis Vuitton in Japan and the United Kingdom. It included sections of analysing the company background, macro environmental analysis through PESTLE, cultural comparisons, STP analysis in both markets, and even marketing mix for identifying key differences or similarities in the markets. The analysis of the Ansoff matrix and ethical consideration allowed me to develop in-depth understanding of LVMH’s operations in Japan and how they aim to differentiate them. The main aim was to understand how global luxury brands balance standardisation with local adaptations. 
Feelings: At the beginning, I felt challenges in structuring the report, especially managing the balance among academic theory and real-world analysis. Although, with progression, I was able to conduct better analysis and ensure engagement, especially in the STP and marketing mix section. Through the use of theories to well-known brands like Louis Vuitton, I developed more confidence and interest in international marketing approaches. 
Evaluation: one of the key aspects in this report was the comparison among Japan and the UK. Through the use of real-world data, such as consumer behavior, which helped add more depth to the analysis. Furthermore, the STP and 7Ps section properly sheds light on how cultural and economic aspects can impact the marketing approaches of brands. Although some issues were more relevant like in terms of particular data points, I based my comparison on secondary research, compared to direct company disclosures. Furthermore, the integration of frameworks like Hofstede required a more seamless approach for refining the findings. 
Analysis: The report allowed me to understand that international marketing is not just about entering new markets and marketing, but it is more about adapting to the markets. The analysis in Japan showed how cultural sensitivity, experiential retail, and product innovation were key drivers, while in the UK, economic conditions and exclusivity managed strategies. The analysis through Ansoff Matrix also showed that Louis Vuitton is focused on market penetration and product development in Japan (Clarke, 2025). As I analysed the ethical section, it helped me to clear my understanding of how international brands can also face scrutiny for their practices. The use of various frameworks like PESTLE, STP, and 7Ps helped me to gain a better in-depth analysis. It became also crucial that not a single model is sufficient on its own, regardless of combining them, offering more detailed strategic insights. This was especially beneficial in terms of identification of how macro-environmental and cultural aspects can impact on marketing mix. 
Conclusion: Based on the complete analysis, I can say that this assignment improved my understanding of how global brands like Louis Vuitton operate in markets. I understood the cruciality of cultural awareness, ethical responsibility, and strategic adaptations in this situation also. I also need to improve on this factor, as while the analysis was effective, there is still room for enhancement for me, especially the integration of more primary data.
Action plan: For future similar tasks like this, I will focus on enhancing data sourcing approaches, like through relying on more official reports and statistics. I will also aim to enhance my integration of theoretical aspects to improve the analysis depth in a logical manner. 
[bookmark: _Toc227421329]Conclusion
From above discussions, it can be concluded that Louis Vuitton has showed a strong capability for balancing the global consistency with local adaptations in Japan as well as in the UK as a whole. Through analysis of frameworks like PESTLE, STP, and 7Ps, it can be said that cultural and economic differences can majorly impact its strategic choices, especially for how it operates, engages with consumers, and promotes its products. The brand’s keen focus on market penetration and product development, especially in Japan, shows its strategic growth approach. To manage a premium global image, the company needs to address its existing ethical concerns at a global level, meet consumer expectations in global markets, and ensure long-term competitive advantages. This will allow it to ensure a strong presence in the global luxury market and compete with other major players. 
[bookmark: _Toc227421330]
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