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1.0 Introduction
One of the most valuable luxury brands in the world, which is owned by the LVMH Moet Hennessy Louis Vuitton SE conglomerate, was founded in 1854 in Paris, France (Kapferer and Bastien, 2012). The brand is associated with heritage artisanship, exclusivity and aspirational luxury and has a presence in over 60 countries and has over 500 stores all around the globe (LVMH, 2024). The international marketing strategy that Louis Vuitton uses in both the United Kingdom (UK) and India are compared in this report. The two countries form the opposite economic environment, cultural paradigm, and consumer behaviour, forcing them to adopt strategic changes a lot. The UK is a mature and developed luxury market, whereas India is an emerging luxury market that is characterized by the rapid expansion, the growing middle and upper classes, and the specific socio-cultural dynamics (Deloitte, 2023). Using the frameworks like PESTEL, STP, the 7Ps marketing mix, and the directional matrix of Ansoff, the report critically appraises the strategies used by Louis Vuitton and gives recommendations in its future international marketing activities.
2.0 Comparative Analysis of the Macro-Environment: UK and India.
2.1 PESTEL Analysis
PESTEL framework offers a methodological framework in the analysis of how macro-environmental factors influence the strategic decisions of a company in the foreign markets (Johnson, Whittington and Scholes, 2017). It explores six external dimensions, including political, economic, social, technological, environmental and legal, that may affect the attractiveness of the market and the business operations and competitiveness in the long-term. PESTEL is especially popular in international marketing since it assists the company to determine the opportunities and threats in various countries and execute the strategies accordingly in the local markets.
2.1.1 Political Factors
UK has always had a stable political environment as well as a strong regulatory framework that encourages foreign direct investment (FDI) and international trade. Uncertainty came with Brexit, including trade agreement impacts, tariffs, and goods flow with the EU (Dhingra et al., 2017). With the luxury brands, such as Louis Vuitton, Brexit has raised duties and brought problems to the supply chains of imported items out of France (Financial Times, 2021). Nevertheless, the UK government has made London a luxury retail destination in the world, and the policies have been friendly towards the high-end retail development (British Fashion Council, 2022).
This is an opportunity as well as a threat to the UK market of Louis Vuitton. The favourable business in the position of the brand expansion is encouraged by political stability and pro-luxury retail policies, yet trade-relationship difficulties due to Brexit bring high operation costs and complicate supply chains.
The politics of India are more complicated. The current administration under the leadership of Prime Minister Modi has been making pro-business reforms including the Make in India programme but the business climate is still unfavourable to the external luxury brands (World Bank, 2023). The high cost of retailing is because the luxury products are charged high importation taxes in most cases of over 30-40 per cent (IBEF, 2023). FDI policy on single-brand retailing in India allows 100 per cent FDI since 2012, but with 30 per cent local sourcing of goods, including the luxury goods of European manufacturing (Khanna and Palepu, 2010; Department for Promotion of Industry and Internal Trade, 2020).
In the case of Louis Vuitton in India, it is primarily a threat factor, but the opportunity is also present. Pro-business reforms facilitate the entry of the market in the long run, whereas high duties, and sourcing conditions become barriers to cost and compliance of a foreign luxury brand.
2.1.2 Economic Factors
UK is ranked as the sixth-largest economy in the world with annual income per capita of approximately $46,000 (IMF, 2024). The UK luxury goods market already has a mature and high-spending consumer base and is estimated to have up to PS9.7 billion in 2023 (Statista, 2024a). However, inflation, rising interest rates and the post-pandemic economic strain have decreased discretionary spending by middle-income consumers, but the same has not been true of ultra-high-net-worth individuals (UHNWIs) (Bain & Company, 2023).
To a great extent, this aspect is an opportunity to Louis Vuitton in the UK due to the market maturity and high level of luxury. But there is a low threat to spending by aspirational luxury consumers because inflation and pressures on the cost-of-living could undermine these consumers.

India has the fifth-largest economy in the world, and the GDP per capita is around 2,600 dollars, which means that income inequality is high (IMF, 2024). The number of high-net-worth individuals (HNWIs) in India is more than 800,000, and by 2027, the number is predicted to grow by 73 per cent (Knight Frank, 2023). The luxury market is currently estimated at ₹8.5 billion Indian rupees, and the market is projected to increase by approximately 10 per cent CAGR till 2030 (Euromonitor International, 2023). The increased prosperity of urban elites particularly in the cities of Mumbai, Delhi and Bangalore gives good prospects to luxury brands.
This is one of the key prospects of Louis Vuitton in India. The high potential of future revenue is given the high rate of increasing wealthy consumers and the luxury market despite having lower average income levels.
2.1.3 Social Factors
The consumption of luxuries is very much culture and social dependent.
UK Consumer Behaviour: The consumers of the UK are luxurious, brand-aware, and heritage-conscious (Chevalier and Mazzalovo, 2021). Subtle sophistication, craftsmanship, and brand heritage are the values appreciated by British consumers, and it fits the image of Louis Vuitton well (Kapferer, 2015). The UK consumer culture, following Hofstede terms, is high in the individualistic aspect (89) where consumers tend to buy products out of personal preference and self-identification, rather than buying them due to a social pecking order (Hofstede Insights, 2024; De Mooij, 2019). A growing trend to do with quiet luxury has been centered on materials and craft over visible logos (Vogue Business, 2023). The importance of sustainability is also on the increase, with 64 per cent of the consumers in the UK paying attention to environmental and ethical credentials before they make the purchase, which increases to 73 per cent among millennials and the Gen Z (Deloitte, 2023).
This is an opportunity as well as a threat to the UK market of Louis Vuitton. It is a chance since the brand legacy and artisanship well fits the UK preference, but the challenge is also a threat as the increasing demand of sustainability and quiet luxury can problematize the products of logoism or less transparent ones.
India Consumer Behaviour: The situation is different in India. The scores provided by Hofstede suggest high power distance (77) and lower individualism (48), which means that the culture is hierarchical and collectivist, and luxury is one of the markers of personal status and the purchasing choices are affected by family and community (Hofstede Insights, 2024; De Mooij, 2019). Luxury consumption is associated with weddings, celebrations, and rituals, and the Indian market on weddings and ceremonies is estimated to be approximately $130 billion that stimulate buying of products like Louis Vuitton bags (KPMG, 2023). Indian consumers tend to consume conspicuous and visible brand logos (Jain, 2019). Nevertheless, even the high-income consumer shows value-seeking behaviour which is driven by the concept of jugaad or scrimpiness (Radjou, Prabhu and Ahuja, 2012). The online world is also very powerful, and over 800 million internet users are influencing the luxury buying behaviour via Instagram and YouTube (Statista, 2024b).
This is a great opportunity to Louis Vuitton in India. Status emphasis, partying and conspicuous consumption favours demand of internationally recognised premium brands although stinginess in behaviour could still restrain broader conversion. 
2.1.4 Technological Factors
UK has a well-developed online infrastructure, and e-commerce constitutes a good portion of the luxury sales. Omnichannel experiences of virtual try-ons, online personalised journeys, online-to-store integration are some of the aspects that Louis Vuitton invests in, allowing customers to enjoy convenience without diminishing its high brand image (LVMH, 2024). Smartphone penetration and digital payments like UPI are growing at a fast rate in India and present a good opportunity to engage online in luxury. Nonetheless, Louis Vuitton has been taking a conservative digital approach in India, and it has restricted use of third-party online stores to avoid exclusivity and brand control (Kapferer and Bastien, 2012). This is a strength in both markets: in the UK it helps facilitate a smooth luxury customer experience whereas in India it has high potential of growth in the future in case the digital expansion is well planned.
2.1.5 Environmental Factors
Sustainability of the environment is gaining popularity in both markets. The environment and consumer expectations are stringent in the UK, which gives pressure on luxury brands to be transparent, reduce carbon emissions, and be socially responsible in sourcing (HM Government, 2021). Louis Vuitton is responding to this with the LVMH LIFE programme that encourages sustainable sourcing and the adoption of a circular economy (LVMH, 2023). The growth of environmental awareness in India is relatively slow, yet the issue of pollution, waste, and sustainable consumption are increasingly evident among affluent consumers of big cities (Euromonitor International, 2023). This is a threat as well as an opportunity: good sustainability performance will help to fortify the reputation of Louis Vuitton, whereas poor environmental credibility can hurt trust, especially in the UK.
2.1.6 Legal Factors
UK has a well-established legal framework in the luxury brands industry with excellent intellectual property law, consumer legislation, and advertising (UK Government, 2023). India has enhanced its legal environment, although it is still uneven in enforcing the laws, particularly on counterfeit products, which jeopardize exclusivity and brand image (OECD, 2019). Hence, this is a strength in the UK but a weakness in India because where stricter IP law enforcement is, the greater legal and reputational risk to Louis Vuitton becomes. 
2.2 Summary of PESTEL Comparison
	Factor
	United Kingdom
	India

	Political
	Stable; post-Brexit trade complexities
	Pro-business reforms; high import duties

	Economic
	Mature luxury market; cost-of-living pressures
	Emerging luxury market; growing HNWIs

	Social
	Individualistic; quiet luxury trend; sustainability-conscious
	Collectivist; conspicuous consumption; wedding culture

	Technological
	Advanced digital infrastructure; omni-channel
	Rapid digitalisation; cautious luxury e-commerce

	Environmental
	Strong regulations; high consumer expectations
	Growing awareness; less regulatory pressure

	Legal
	Robust IP protection
	Counterfeiting challenges



The PESTEL comparison clearly shows that the UK and India have two distinct differences in the level of maturity in their market, culture and political environment. Whereas the UK is characterized by the stability of its political system, developed economy, advanced consumers, and strict environmental and legal regulations, India is the high-growth market with emerged affluence, hierarchical social structures, and developing digital and environmental conditions.
3.0 Comparative Marketing mix (7P) of STP and international marketing mix.
3.1 Segmentation, Targeting, and Positioning (STP).
3.1.1 Segmentation
Louis Vuitton employs demographic, psychographic and behavioural segmentation in both of the markets (Kotler and Keller, 2016).
United Kingdom: UK market is income-based, UHNWIs and HNWIs are the two primary segments, psychographic lifestyle factors like fashion-forwardness, heritage-consciousness, and status orientation are the main target groups, and the millennials and Generation Z are growing in importance (Bain and Company, 2023). Geographic segmentation is also concentrated to London and specifically the Mayfair and New bond street where the flagship store is situated.
India: The consumer segmentation is more focused in the smaller luxury consumer market. Louis Vuitton is aiming at the 1-2% of income earners, such as industrialists, Bollywood movie stars, technology entrepreneurs, and old-money families (Luxe Digital, 2023). Geographic segmentation is based in the cities that are in the top tiers: Mumbai, Delhi, Hyderabad, and Bangalore.
3.1.2 Targeting
In the United Kingdom, Louis Vuitton uses the differentiated targeting methodology that presents a wide price positioning, starting with entry-level leather products (key holders, small leather goods) and up to exclusive haute maroquin Erie and custom-made items. By doing this, the brand has an opportunity to appeal to aspirational and confirmed high-income buyers (Kapferer, 2015).
The targeting strategy in India is also concentrated and is mostly targeting the ultra-affluent customers and the rising aspirational upper middle class who view Louis Vuitton as a status of internationality. The brand is progressively focusing on youthful professionals between the age of 25-40 who are internationally exposed and have disposable income (McKinsey & Company, 2023).
3.1.3 Positioning
The global positioning of Louis Vuitton is focused on the art of travelling, the craftsmanship traditions, and eternal grace (Louis Vuitton, 2024).
Positioning in the UK focuses on heritage luxury combining French savoir-faire with modern artistic creativity. This positioning is supported by cooperating with British artists and cultural organizations, including London gallery shows (Chevalier and Mazzalovo, 2021).
The brand is positioned as an aspirational status symbol in India, focusing on exclusivity, global prestige and social distinction. The strategy complies with the hierarchical society of India and the need to have luxury marks of international recognition (Atwal and Williams, 2017).
3.2 International marketing mix (7Ps).
3.2.1 Product
Major product line of Louis Vuitton, such as leather goods, fashion, accessories, watches, jewellery, and fragrances has been relatively homogenous across markets, as it retains world brand identity (Kapferer and Bastien, 2012).
In the UK, the complete product collection is sold, such as ready to wear, high jewellery, and limited-edition partnerships. Collections and pop-up experiences exclusive to the UK serve the tastes of British fashion (Louis Vuitton, 2024).
In India, concentration is lower: leather products, accessories, and a few tailored ready-to-wear products prevail, whereas high jewellery and haute couture collections are insignificant, which is indicative of market maturity (Economic Times, 2023). Products are customized to Indian requirements, including festive Diwali packages and palette of colours that local preferences like (Vogue India, 2023).
3.2.2 Price
Louis Vuitton believes in premium pricing across the globe and does not provide discounts to maintain exclusivity (Kapferer, 2015). This strategy is an expression of the prestige pricing theory where the premium price is not only employed as a form of cost recovery, but as a marker of quality, scarcity and prestige. Price as a concept in luxury marketing theory is included in brand value proposition where it creates a perception of exclusivity where it reduces prices, and this destroys brand equity (Kapferer and Bastien, 2012).

The pricing in the UK is mostly similar to European, with fluctuations in exchange rates following Brexit and VAT that result in minor variations; a Neverfull MM tote will need around PS1,500 (Louis Vuitton, 2024).

In India, prices are 20-35 per cent above due to importation duties, GST, logistics, and distribution. The price of the Neverfull MM is estimated to be RS1,85,000 (PS1,750-PS1,900). This imbalance is one of the factors that drive shopping tourism, as affluent Indians will shop in foreign countries to evade domestic price increases (KPMG, 2023; Deloitte, 2023).
Consequently, although the pricing strategy of Louis Vuitton helps the brand to maintain the prestige positioning in both markets, the existence of a huge price difference in India could decrease domestic sales and promote foreign buying behaviour.
3.2.3 Place (Distribution)
Victorious in its distribution, Louis Vuitton does not use third-party retailers, only selling its products in its own store and via its online store (Kapferer and Bastien, 2012).
The UK has approximately 12 boutiques, among them the New Bond Street and Selfridges concessions, and they are backed up by a dedicated e-commerce platform (Louis Vuitton, 2024).
There are 4-5 boutiques in high-end retail outlets like The Chanakya (Delhi) and Palladium Mall (Mumbai) in India. There is a limitation on e-commerce, and the customers are redirected to the global site because of the stringent standards of brand control (Business Standard, 2023).
3.2.4 Promotion
In the UK, our promotion will include high-profile advertising in British Vogue, How to Spend It of the Financial Times and digital content, as well as cultural sponsorships, trunk shows, and celebrity appearances (Louis Vuitton, 2024).
In India, the promotion takes advantage of the Bollywood stars, influencers, and festival-related events. Social media especially Instagram will be important in reaching their younger wealthier consumers, but mass-market advertising will not be used because of exclusivity (Vogue India, 2023; Atwal and Williams, 2017).
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3.2.5 People
In the two markets, employees are widely trained to offer high touch and personalised service. UK VIC programme provides personal appointments and exclusive parties (LVMH, 2024). On the Indian market, employees are bilingual, culturally savvy, and conditioned to cope with hierarchical social conventions and family-driven purchasing patterns (Jain, 2019).
3.2.6 Process
The digital and physical experience in the UK retail is combined with click and collect, online appointments and customisation (LVMH, 2024). In India, it is a relationship-based process, with personal client meeting, invitation-only events, and personal showrooms being indicative of local tastes (McKinsey and Company, 2023).
3.2.7 Physical Evidence
Store aesthetics strengthens brand identity everywhere (Store of the week: Peter Marino), and it makes spaces of artistic, cultural luxury (Louis Vuitton, 2024). The UK stores, especially the New Bond Street, have multi-storey designs and installations of art that showcase the London-global status of luxury. The design of boutiques in India incorporates both French and local architectural designs, which support the image of Louis Vuitton as a global luxury (Architectural Digest India, 2022).
4.0 The Direction of Development, India.
The directional strategy of Louis Vuitton in India may be discussed using the Growth Matrix developed by Ansoff (Ansoff, 1957).
4.1 Market Development
Market development is the main approach of Louis Vuitton in India, the introduction of its current product line in the new and rising market. One of the last big economies where Louis Vuitton entered was India, where the first store was opened in Delhi in 2003, and then in Mumbai (Atwal and Williams, 2017). This approach acknowledges the potential of India as a fast-emerging market in the luxury sector in the world.
This brand has taken a conservative, incremental market expansion strategy in India where exclusivity rather than hastiness has been sought. Louis Vuitton has a small number of stores in opposition to its competitors, e.g. Gucci or Burberry, which have penetrated more aggressively into Indian tier-two cities, which is aligned with the concept of anti-laws of marketing suggested by Kapferer and Bastien (2012) in terms of luxury that preach controlled distribution.
4.2 Product Development
Louis Vuitton has also been undertaking aspects of product development in India through the introduction of culturally adapted product lines. The brand has also launched individual collections and festive wrappings in reference to Indian festivals like Diwali and has also introduced design features that would appeal to Indian values, including vivid colour selections and detailed patterns, into a few collections (Vogue India, 2023). The Savoir-Faire programme launched in India, which informs the consumers about the heritage of crafting Louis Vuitton products, is a product-adjacent measure that would increase the perceived value.
4.3 Market Penetration
Increasing market share in current markets (market penetration) is a secondary aim, but Louis Vuitton has done this by increasing digital interactions, events hosting, and expansion of the VIC programme in India. The association of the brand with figures of Indian culture and its involvement in such events as the Jio MAMI Film Festival make the brand more visible and enhance its market penetration among the target consumers (Economic Times, 2023).
4.4 Diversification
Louis Vuitton has not much diversified (new products in new markets) in India but rather exploited its old product lines. Nevertheless, recent hospitality diversification (Cheval Blanc hotels) and the possibility of the brand to explore the world of luxury Indian hospitality may serve as its diversification opportunities in the future (LVMH, 2024).
5.0 Marketing Mix in Louis Vuitton Ethical issues.
5.1 Sustainability and Environmental Concerns.
Although Louis Vuitton has LIFE programme and is a company that is committed to sustainability, the brand has been accused of having an environmental implication. Manufacturing leather products has generated the issue of animal welfare, cattle ranching associated with deforestation, and the environmental impact of exotic leather sourcing (Greenpeace, 2021). These problems have certain reputational weight in the UK, where consumers are more sustainability conscious. Another area where the Competition and Markets Authority in the UK (CMA) has been enforcing is in greenwashing, or the claims of environmental responsibility, which is dangerous to luxury brands whose sustainability messages are not fully supported (CMA, 2022).
5.2 Supply chain Transparency and labour practices.
Louis Vuitton is based in France, Spain, and Italy, although labour standards are relatively high in the countries, the issue of supply chain transparency remains. It has been found that sub-contracted companies in the fashion industry, such as the ones related to LVMH, are not always regulated by the same labour standards as the parent company (Clean Clothes Campaign, 2022). These problems are well received in India, where labour exploitation in the wider fashion industry is widespread and may hurt brand credibility.
5.3 Cultural Appropriation
Louis Vuitton has encountered the issue of cultural appropriation in marketing and product design. As an example, the brand has been criticized because of its collections of cultural motifs of the indigenous and non-Western cultures, which commodify cultural heritage without a certain level of recognition or payment (Business of Fashion, 2022). This is especially delicate in the Indian context, because in the event Louis Vuitton took the traditional Indian designs (including Rajasthani prints or Mughal-style patterns) without involving the Indian artisans in a real partnership, it might be viewed as predatory.
5.4 Pricing Ethics in India
The high price that is being set in India is partly because of the import duty but also because of the higher margin of profit, and this raises ethical concerns as to whether Louis Vuitton is capitalizing on the aspirational character of the Indian consumer. According to critics, high pricing in emerging economies is indeed a strategy by luxury brands to increase the perceived exclusivity, which has a disproportionate impact on consumers within developing economies (Kapferer, 2015).
5.5 Counterfeiting and Consumer Deception.
The distribution of the counterfeit Louis Vuitton goods is an ethical issue both to the brand and the consumers in India. The influence of the impressive quantity of fake products with a lower cost being spread may mislead consumers and make them lose trust in the brand. Enforcement in counterfeiting is still not always effective in India as Louis Vuitton has taken legal action against counterfeiters (OECD, 2019).
6.0 Recommendations
According to the analysis, the following are the suggestions that can be made in regard to international marketing strategies at Louis Vuitton:
6.1 India Strategic Expansion.
Louis Vuitton can also carefully increase its store presence in India to cover the emerging luxury destinations like Hyderabad, Pune and Ahmedabad where more HNWIs are located. Nevertheless, growth must be selective whereby it continues the principle of exclusivity of the brand (Kapferer and Bastien, 2012). These markets can be introduced to demand through pop-up and by-invitation-only trunk shows before investing in permanent stores.
6.2 Digital Innovation
Louis Vuitton must also invest more in digital competencies in both markets. In India, the online luxury market is expanding, and a specific e-commerce site with local payment options (UPI, the opportunity to install EMI on major purchases) and logistics infrastructure would attract the market. The omni-channel would also benefit with more investment in augmented reality (AR) try-ons and personalised AI-oriented suggestions in the UK (McKinsey and Company, 2023).
6.3 Cultural localisation without Dilution
Louis Vuitton needs to expand its Indian cultural interests with true partnerships with Indian designers, artists, and craftspeople. A collection of capsules designed in collaboration with a known Indian textile artisan or fashion designer would be a way of showing cultural reverence and access the local consumer preferences. Nonetheless, it should be done without cultural appropriation and brand sameness in order to stay consistent (Atwal and Williams, 2017).
6.4 Sustainability Leadership
To face increasing consumer demands in the UK and to anticipate such trends in India, Louis Vuitton ought to reinforce its sustainability initiatives to have quantifiable and transparent goals. This involves releasing comprehensive audits of the supply chain, making a commitment to science-based emissions reduction goals and making investments into circular economy schemes, including repair services and pre-owned programmes (Deloitte, 2023).
6.5 Repricing Strategy Reevaluation in India.
Although the company continues to implement premium pricing, Louis Vuitton must find a way of reducing the distance between the prices of India and Europe. It may be favorable to lobby the reduction in import duties using industry organizations like the Luxury Goods Retailers Association of India. Instead, the launch of a wider scope of entry-level products, targeting the Indian market, in particular, would be able to appeal to aspiration consumers without undermining the luxury status of the brand (Jain, 2019).
6.6 India: Anti-Counterfeiting Measures.
Louis Vuitton needs to invest more in the technology of authentication of the products by blockchain, which will require Indian customers to verify the authenticity of the products they buy. Collaboration with the Indian law enforcement and customs to tighten the partnerships against counterfeiting would also safeguard the brand integrity (OECD, 2019).
7.0 Conclusion
This report has revealed that the Louis Vuitton company is dealing with two quite distinct macro-environment in the UK and India, which require strategic adjustment of the marketing mix, without losing international brand presence. The UK being a mature luxury market: It is based on the need to focus on heritage, sustainability, and quiet luxury whereas India being an emerging market: It needs strategies that can capitalize on aspirational consumption, cultural connection, as well as digital interaction. The calculated entry into the Indian market coupled with Louis Vuitton brand equity and heritage positioning offers a good platform on which it can build future growth. Nevertheless, the brand needs to respond to the ethical issues, especially those of sustainability, cultural sensitivity, and equity of prices, in order to sustain the quality positioning in the growing conscious world market.

Section 2: Reflective Account
Application of Reflective Cycle by Gibbs (Gibbs, 1988).
Description
This is a reflective report on how I conducted the research, analysis and preparation of the report on the international marketing strategy of Louis Vuitton in the UK and India. The operation demanded the all-inclusive knowledge of international marketing concepts, frameworks of cultural analysis, and the luxury goods sector. To compare and contrast the approach of the brand in two different markets, I needed to use several analytical instruments PESTEL, STP, the 7Ps marketing mix, the matrix by Ansoff, and ethical analysis.
Feelings
I was excited and apprehensive about the task at the beginning. I found the decision to move with Louis Vuitton interesting because I personally have been interested in luxury branding, but I initially found the need to contrast the two markets, which were extremely different, overwhelming. The concern that I had was whether I would be able to locate adequate academic literature that specifically dealt with luxury marketing in India because most of the available literature deals with either Western or Chinese luxury markets. I also felt confident as I continued to get the relevant industry reports offered by McKinsey, Bain and Company, Deloitte and Euromonitor who supplied me with plenty of data on the two markets. But there was also some frustration on my part when some of the data points like the exact Louis Vuitton sales figures of India were not available because of their internal financial reporting standards of LVMH.
Evaluation
When looking back on the good side, I think that the systematic application of the PESTEL framework was specifically useful in the process of the macro-environmental comparison since it allowed me to address all the topical external factors in a systematic manner. According to Johnson, Whittington and Scholes (2017), in-depth environmental scanning is essential, and this strategy enabled me to reveal the main distinctions between the UK and the Indian market that directly affected the strategy of Louis Vuitton.
The use of the cultural dimensions (Hofstede Insights, 2024) was invaluable in gaining knowledge of the cultural context behind consumer behaviour. This individualism versus collectivism between the British and Indian people allowed a good theoretical explanation of why consumption patterns in both markets were different. I do however admit that there are limitations to Hofstede framework such as its generalisation of national cultures as well as its inability to explain sub-cultural differences in countries (McSweeney, 2002). India, as an example, is an exceptionally diverse country in terms of culture and the demand towards luxury consumption among the population is notably different in terms of the areas of Delhi, the family of industrialists and the Bangalore sphere of tech startups.
In the downside, I was faced with the ethical analysis which was not easy. Although the literature on sustainability in the fashion sector is increasing, it is mostly revolving around fast fashion and not luxury. Moreover, the scope of acceptable premium pricing and ethical pricing issues was a challenging area to walk, since the value proposition of luxury brands is predetermined by exclusiveness and high price.
Analysis
The research process on this report enhanced my knowledge on the conflict between adopting global and local standards in international marketing, a topic that has been discussed by Vrontis, Thrassou and Lamprianou (2009) at length. The strategy of Louis Vuitton is exactly the paradox defined by Kapferer and Bastien (2012) as a luxury brand: preserving the entire global image and being adaptable to the specifics of the local culture without losing brand equity. This was clearly reflected in the product adaptation (Diwali themed packaging in India) and promotion adaptation (Bollywood endorsement) whilst upholding the standard principles of pricing and distribution exclusiveness.
I have also appreciated the importance of cross-reading and cross-doing several sources such as academic literature, industry reports, news articles, and brand communications and coming up with a more in-depth analysis. According to Saunders, Lewis and Thornhill (2019), methodological rigour is a vital concept in business research, and I tried to use it because I critically assessed the reliability and bias of various sources. As an illustration, LVMH annual reports are very useful as they have strategic information, yet they are promotional in nature and can be misleading about the positive influence made by the brand.
Conclusion
In the process, I have acquired some important lessons. To start with, I came to know that international marketing analysis cannot be effectively conducted without cultural sensitivity and contextual sensitivity besides mere theoretical knowledge. Second, I realized the necessity of the depth and breadth of academic evaluation - whereas I could have delved into each of the aspects of the assessment (including cultural analysis or ethical assessment) to a larger depth, the evaluation needed to be a thorough overview. Third, I have understood that the luxury sector can be analyzed with specific problems, distinct to other categories of consumer products, and unique models are needed to address this issue, like luxury-based marketing principles by Kapferer and Bastien (2012).
I also determined that my first challenge of locating India-specific luxury marketing literature was real indication of a gap in the academic subject. The majority of luxury marketing research is Euro or China and Japan-centric. The increasing significance of India as a luxury market implies that the additional scholarly research in this field is a possibility, which opens possible prospects of their future academic research.
Action Plan
To improve my future academic work, professional development, and daily practice, I will focus on the following three actions:
1. Improve my research planning and time management.
In future assignments and in my career, I will start research earlier, so I have more time to find reliable academic and industry sources, especially on difficult topics. In daily life, this will also help me become more organised and reduce last-minute pressure.
2. Strengthen my critical thinking and application of theory.
For future academic work and my professional career, I will not only use models such as PESTEL or Hofstede but also evaluate their limitations and relevance to the context. In daily life, this will help me make more balanced decisions by considering both strengths and weaknesses before reaching conclusions.
3. Develop broader knowledge of ethics, culture, and emerging markets.
For my future career in business or marketing, I will continue learning about ethical decision-making, cultural differences, and consumer behaviour in emerging markets such as India, Southeast Asia, and Africa. In daily life, this will make me more culturally aware, responsible, and open-minded when interacting with people from different backgrounds.
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