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Executive Summary

The current report examines the international marketing of Louis Vuitton in the United Kingdom and India with major focus being placed on the major differences between the market condition, consumer behaviour and cultural impacts. Louis Vuitton Company started in 1854 and was established by Louis Vuitton in Paris, France, and had a very intense interest in crafts, innovations and luxury traveling items. Its brand initially secured reputations due to its superior quality trunks produced to be more durable and elegant but overtime; developed into a global luxury fashion house dealing with leather collections, clothing, and accessories as well as perfumes. Mission of Louis Vuitton revolves around upholding the best in terms of craftsmanship and around never ceasing innovation on luxury designing and the vision revolves round the issue of its luxury fashion industry to remain a global leader through exclusivity, creativity and preservation of its heritage.
The analysis specifically provides the findings that India is characterized by high growth potential due to aspirational consumption, whereas the UK is one of the well-established and predictable markets of luxury goods with emphasis on a self-expression. Ethical issues and strategic development have also been explored in the report. It ends with a conclusive based on recommendations which include localizing, digitalizing, sustainability, and ethical marketing in order to better its competitive advantage in both markets, Louis Vuitton. Lastly, a feeling of satisfaction has been experienced because it is managed to create the developed analysis, which is coherent and thorough.
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[bookmark: _Toc225241565]Part 1: Report 
[bookmark: _Toc225241566]1. Introduction
This report has shed light on the international marketing approach of Louis Vuitton in two contrasting markets of India and the United Kingdom. As the company is among the top luxury brands with global presence in approximately 60 countries, they are operating in diverse environments which are majorly different (Muret, 2023). It is crucial for brands to understand consumer behaviors and cultural or other influences on purchasing behavior in different countries for effective growth (Rachwal-Mueller and Fedotova, 2024). Thus, it is crucial for analysing these two markets properly for Louis Vuitton. This report will focus on considering the macro environmental factors of the countries through the PESTEL framework, and the Hofstede model supporting analysis of cultural attitudes, perceptions, lifestyle trends, differences and others. It will focus on the Segmentation, targeting, and positioning approaches while considering the international marketing mix to highlight key areas of product, distribution and others. The report reviews the developmental direction in one market with a consideration of ethical concerns for the adapted strategies. It also provided recommendations for enhancing Louis Vuitton’s international presence. Furthermore, a reflective account will be provided through Gibbs Reflective cycle on the study. Taking these into account, objective of this report would be to give an in-depth insight into the ways the brand functions within these two heterogeneous markets and how it can improve its competitive stance in the future.
[bookmark: _Toc225241567]1.1 Company Background
The company was founded by Louis Vuitton in 1854 with a mission focused on luxury craftsmanship, heritage and creativity (louisvuitton, 2026). The brand first opened its official physical store in India in 2003 (Khan, 2023). It also opened its first store in London, UK, in 1885 (louisvuitton, 2026). The vision of Louis Vuitton is to remain the world’s leading luxury fashion brand by continuously innovating while preserving its tradition of craftsmanship, exclusivity, and excellence. Moreover, the globalisation of luxury markets has heightened competition among the global luxury brands which also demands that a company such as Louis Vuitton needs to constantly change strategies to suit the changing market conditions. India and United Kingdom are two different world markets with variation in their economic development, consumer behaviour and cultural values, which are key influencing factors in marketing. The rise in the number of high-income consumers in the emerging economies such as India suggests opportunities, and developed markets, like the UK, need innovation and significant brand among others. Besides, the global luxury industry is being transformed by factors like digital transformation, changing consumer expectations and sustainability trends. Thus, there is a need to introduce harmony between global brand consistency and local market adaptation at Louis Vuitton. 
Louis Vuitton has eventually figured as a major component of the LVMH Group that has become the most successful luxury conglomerate in the world with its current annual revenue of around €80.8 billion and an average of over 6,280 stores worldwide (LVMH, 2025). It is this strategic positioning that has helped the brand to ensure that it has a high brand equity and a high premium pricing power in the global markets.
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Figure 1: India’s Luxe Revolution
(Source: Smallcase, 2025)
The venture began in the Indian market since the introduction of the first store in New Delhi in 2003, which this is a major move in its quest to enter into the emerging luxury markets. The entry to India was motivated by the fact that the country is experiencing a fast development of the high-end consumer market and demand on luxury products. Over the last few years, the Indian luxury market has shown a high expansion potential with the revenues to go to some point of about $17.67 billion by 2024 and they are likely to continue further as the disposable income increase and consumer trends shift (Smallcase, 2025). Also, Louis Vuitton India Retail successfully closed the 33% rise in sales to a total of the record ₹719 crore in FY2023, which is an indication that the brand is performing well in the Indian market (Varuni Khosla, 2024).
[bookmark: _Toc225241568]2. PESTEL Analysis
[bookmark: _Toc225241569]2.1 PESTEL Analysis – India
	Factor
	Key Points 
	Impact on Louis Vuitton

	Political
	• India allows 100% FDI in single-brand retail under government policy 
• Stable democratic system supporting foreign brands 
• Government initiatives such as “Make in India” encourage global investment 
• FDI inflows increased to $55.6 billion in FY2025 (17.9% growth) (PIB, 2025)
	Positive – supports expansion but regulatory procedures remain complex

	Economic
	• GDP growth estimated at 6.4% in FY2025 (PIB, 2025)
• Inflation averaged 4.9% in 2024 (PIB, 2025)
• Luxury market reached $17.67 billion in 2024 (Kotak Neo Team, 2025)

• India is among fastest-growing major economies globally
	Strongly positive – rising income drives luxury demand

	Social
	• Rapid growth in affluent population UHNW expected to grow 50% by 2028 (Shilpa Dhamija, 2024)
• Luxury consumption linked to status and social identity
• Younger population driving premium consumption trends 
• Urbanisation increasing demand for global brands
	Highly positive – aspirational culture boosts LV demand

	Technological
	• Rapid growth of e-commerce and digital payments 
• India has over 958 million internet users (NDTV, 2026) 
• Increasing adoption of social media marketing 
• Digital retail expanding luxury accessibility
	Positive – enables omnichannel and digital luxury strategies

	Legal
	• High import duties on luxury goods 
• Strict retail and sourcing regulations 
• Stronger intellectual property enforcement emerging 
• Compliance requirements for foreign brands remain complex
	Negative – increases pricing and operational challenges

	Environmental
	• Increasing focus on sustainability policies 
• Rising consumer awareness of ethical fashion 
• Expansion of renewable energy solar capacity rising 15.8% (PIB, 2025)
• Government pushing ESG initiatives
	Moderate – pressure on sustainable production practices


Table 1: PESTLE for India 
Jain et al. (2021) noted that luxury brands become thriving in the setting where the level of economic growth and social aspiration coincides, which is observable in the Indian market. The above analysis showed that India has a very enabling macroeconomic environment, especially with the strong GDP growth and the pace with which the luxury industry is growing (PIB, 2025). These economic factors altogether provide immense opportunities to Louis Vuitton to gain consumers in the high-net-worth and aspirational upper middle classes.
Nonetheless, as Hofmann et al. (2022) pointed out, emerging markets have structural issues, such as regulatory issues and high importation tax, that may restrain the profitability of luxury brands. The above-mentioned legal and political factors support this fact by making it costly to operate under taxation and compliance. Moreover, as much as the social trends tend towards strong adoption of luxury consumption, income inequality is also a critical constraint. This has, however, limited the market to a niche segment even though it is growing in general. The attractiveness of the market is also reinforced by technological progress since the digitalisation process allows brands, such as Louis Vuitton to target younger and technologically minded consumers (NDTV, 2026). However, environmental forces and sustainability demands are rising, and brands have to make their global strategies local. India is a high-growth yet complex market, which provides high opportunities and regulatory as well as structural challenges.
[bookmark: _Toc225241570]2.2 PESTEL Analysis – United Kingdom
	Factor
	Key Points (with data + citation)
	Impact on Louis Vuitton

	Political
	• The UK operates under a stable constitutional monarchy system 
• Post-Brexit trade adjustments have increased regulatory barriers 
• Government promotes international trade through new agreements 
• Political stability index (-2.5 weak; 2.5 strong) (Theglobaleconomy, 2026)
	Mixed – stable environment but Brexit adds complexity

	Economic
	• UK GDP approximately $3.69 trillion in 2024 (Worldbank, 2024) 
• Inflation averaged 7.4% in 2023, easing in 2024 (Office of National Statistics, 2024) 
• High GDP per capita indicates strong purchasing power 
	Positive – strong consumer spending but inflation pressure

	Social
	• Highly individualistic society influencing luxury consumption 
• Strong brand consciousness and premium lifestyle culture 
• Ageing population with high disposable income 
	Highly positive – mature luxury demand

	Technological
	• As shown in figure 2, the UK has over 96% internet penetration (Statista, 2024) 
• Advanced digital retail infrastructure 
• Strong adoption of omnichannel strategies 
• Growth in AI and data-driven marketing
	Very positive – supports advanced digital strategies

	Legal
	• Strong intellectual property protection laws 
• Strict consumer protection regulations 
• GDPR ensures high data protection standards 
• Transparent business regulatory environment
	Positive – protects brand but increases compliance cost

	Environmental
	• UK committed to net-zero emissions by 2050 (Government of the UK, 2025) 
• Strong sustainability regulations for businesses 
• Increasing demand for ethical fashion 
• Carbon reporting obligations for large firms
	Moderate/Negative – high sustainability pressure


Table 1: PESTLE for UK 
Developed economies like the United Kingdom have a stable institutional and political environment (Shukla et al. 2022; Theglobaleconomy, 2026). This the performance of luxury brands by the high consumer purchasing power and strong loyalty. This is seen in the fully developed market of UK luxury market whereby well-established consumption norms justify high pricing techniques of brands like Louis Vuitton. However, Abid et al. (2022) is concerned by the fact that consumers in developed economies are motivated more by symbolic and experiential value, as opposed to functional benefits. This validates the significance of brand heritage and exclusivity in the UK scenario.
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Figure 2: Internet in the UK
(Source: Statista, 2024)
Although these benefits exist, there are strategic threats posed by macro-environmental factors. According to Moshood (2025), operating in the strict regulation structures and greater sustainability demands where luxury firms trade in developed economies, the company may incur more operational expenses and lack flexibility. This aligns which the findings that advertisements need to conform to sustainability goals wherein data privacy laws contribute to complexity in business activity. Moreover, Brexit has also created a long-term negative impact by changing the trade market, impacting supply chains and putting international brands under increased administration (Aerssen and Spital, 2023). Though the UK is a very attractive and stable market, it is also characterised by a high level of competition, regulatory pressure and slower growth rates than the emerging economies, and hence necessitates luxury brands to depend on differentiation and innovations to stay competitive.
[bookmark: _Toc225241571]3. Cultural Analysis – Hofstede Model
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Figure 3: Country Comparison India and UK 
(Source: The Culture Factor, 2025)
The Hofstede cultural dimensions model is a systematic tool used in deconstructing how cultures are shaped by cultural values in consumer behaviour within countries especially in the global aspect of marketing a product or service (The Culture Factor, 2025). Comparing the UK with India, there are notable differences in the culture that directly influence the marketing of Louis Vuitton. India scores high on power distance with a score of 77 signifies the high level of hierarchy and the embracement of social inequality where luxury consumption is directly associated with social status and prestige. By comparison, the low index of 35 in the UK means that it has a more egalitarian society where consumers are not so much governed by other people in terms of hierarchy but rather by their own choice. Such cultural differences, as Tafani et al. (2024) argue, have a very strong impact on the perception of luxury by a consumer; the role of status symbolism is more dominant, in the author's opinion, in collectivist and hierarchical societies.
One of the biggest differences between the two countries lies in the area of individualism where UK scores 76, in contrast to the score of 24 in India (The Culture Factor, 2025). It means that UK consumers focus more on self-expression and the identity, and Indian consumers are more under the influence of the collective values including family and social approval. Therefore, social recognition of luxury is a key aspect of luxury consumption in India, as opposed to personal satisfaction and lifestyle expression in the case of the UK. Jourabchi et al. (2024) stated that individualistic and collectivist cultures tend to focus on emotional and experiential value of luxury brands and social signalling, respectively. This strengthens the fact that Louis Vuitton should change its positioning in these markets.
Both countries are characterized with quintessentially alike traits in regard to masculinity and uncertainty avoidance, which implies that both deal with achievement-oriented focus and are more amenable to innovation. The achievement-oriented culture is enjoyed by both India (56) and the UK (66), with luxury goods used to represent the success and accomplishment. Also, lower levels of uncertainty avoidance (India 40 and UK 35) are indications that consumers in the two markets are becoming open to new goods, and new designs (The Culture Factor, 2025). Nevertheless, because cultural dimensions can seem to be similar despite variations in their interpretation, as mentioned by Ibanez et al. (2023), such an interpretation can be influenced by the contextual factors. This meaning that Louis Vuitton has no other option but to customize its marketing strategy to the needs of the local consumers.
More important variations in consumer behaviour are also indicated by long-term orientation and indulgence. Although long-term orientation is moderate in both countries, the higher score of indulgence (69) of the UK than the Indian (26) reflects that the consumer of these two involved countries is more willing to pay on leisure and luxury experience. Conversely, the Indian consumers are rather reserved and luxury shopping is more symbolic and infrequent. According to Bale and Pazio Rossiter (2023), Hofstede generalises national cultures and proposes that those differences must be viewed with caution. However, the insights can still be useful in the analysis of the general consumption patterns. On balance, in India, Louis Vuitton needs to focus on differentiated strategies based on the product status and exclusivity, whereas in the UK, the emphasis should be on the individuality and experience.
[bookmark: _Toc225241572]4. STP Analysis of Louis Vuitton (India vs UK)
	Element
	India
	United Kingdom

	Segmentation
	• High-income urban consumers 
• Emerging affluent middle class 
• Age: 25–45 luxury aspirants 
• Lifestyle: status-driven, aspirational 
• Geographic: metro cities, such as Delhi, and Mumbai
	• High-income professionals 
• Established luxury consumers 
• Age: 30–55 affluent buyers 
• Lifestyle: individualistic, experiential 
• Geographic: London, Manchester

	Targeting
	• Ultra-high-net-worth individuals (UHNWIs) 
• Celebrities & influencers 
• Premium urban millennials 
• Luxury first-time buyers
	• High-net-worth individuals (HNWIs) 
• Loyal luxury consumers 
• Fashion-conscious professionals 
• Repeat buyers

	Positioning
	• Symbol of status and prestige 
• Aspirational luxury brand 
• Exclusive and premium identity 
• International heritage appeal
	• Icon of heritage and craftsmanship 
• Self-expression and individuality 
• Timeless luxury positioning 
• High fashion authority


Table 3: STP for India and UK  
A profitable segmentation and targeting plans can help companies to ensure that their products meet the demands of particular consumers (Arnett, 2024). This is explicitly depicted in the differentiated strategy of Louis Vuitton in India and UK. The market segmentation approach in India is placed on new high-income earners, affluent aspirational buyers because their wealth is increasing fast and because of urbanisation. An example is the rise in luxury market in India, which is promoted by increase in high-net-worth individuals and this justifies the position of Louis Vuitton brand on status-based consumption. The UK, on the other hand, is a mature luxury market with more mature and brand loyal consumers.
Luxury consumption in developed economies is becoming more of a self-identity and emotional value but less of social signalling (Fuentes et al. 2023). That is why Louis Vuitton is used as a symbol of uniqueness and craftsmanship in the UK, as opposed to status. Also, cultural differences play a major role in the perception of luxury as collectivistic societies, such as India, are more conspicuous in their consumption. Contrarily, individualistic societies, such as the UK, focus more on personal fulfilment (Barreto et al. 2022). This difference is reflected in the targeting of the first-time luxury consumers in India and repeat and experienced consumer in the UK in Louis Vuitton. Overall, STP strategy shows good adaptation to the market, although it is hard to find a balance between exclusivity and expansion of aspirational markets, especially in such a country as India.
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Figure 4: Perceptual Map 
(Source: Self-developed)
[bookmark: _Toc225241573]5. Marketing Mix (7Ps) of Louis Vuitton: India vs UK 
[bookmark: _Toc225241574]5.1 Product
Louis Vuitton has a very diversified product line, such as luxury goods, prepared ready-to-wear fashion, fragrances, accessories, and accessories. All of these products are well crafted and exclusive. The product approach in the UK is varied and advanced with limited-edition collections, which celebrates the legendary Monogram (Louis Vuitton UK, 2026). It has also involved in partnerships and collaboration with one of the iconic artists, Takashi Murakami, serving the high-end consumer with a long-time experience and embracing innovation and uniqueness. By comparison, in India, the product assortment is more discriminating and curated, targeting iconic products, like accessories and handbags that represent prestige and status. This can be attributed to the novelty of the market, wherein consumers are more likely to be attracted to familiar market symbols of luxury (Khan et al. 2021). Moreover, the supply of products in India is usually low in comparison with the UK, which adds to exclusivity and indicates lack of supply chain and demand.
[bookmark: _Toc225241575]5.2 Price
Louis Vuitton embraces the luxury pricing model globally. It ensures that the products are priced higher to ensure a brand exclusivity marketing. A Skyline MM Tote Bag, for instance, starts with £2,500.00 (Louis Vuitton UK, 2026). However, the price range is quite different in India and the UK as a result of economic and other regulatory reasons. Lower importation levies and the fact that the luxury market in the UK is already developed have ensured that the prices are relatively steady and are in keeping with the global prices. Price levels differ as in India because the import duty increases the price of goods (Gupta et al. 2022). For example, its Monogram Neverfull MM costs almost ₹89,500 in India, creating higher prices prior to the availability of goods in other markets. This gives the false sense of even more exclusivity but it also tends to restrict access. Chowdhury and Shamsher (2025) assert that price sensitivity is still greater in the emerging, luxury markets such as India, where the brands have to find a balance between exclusivity and affordability.
[bookmark: _Toc225241576]5.3 Place (Distribution)
Louis Vuitton pursues the selective distribution approach, involving the presence on its stores and official online channels only so that the brand experience could be controlled. This brand in the UK enjoys good retail presence (15 to 20 physical stories) in major luxury areas like the British Bond Street in London. This has facilitated a robust e-commerce foundation and omnichannel integration. The store distribution is, however, lower in India, with most of the stores being found in large metropolitan cities like Delhi and Mumbai (Louis Vuitton India, 2026). This indicates a concentration of the wealthy customer base as well as the restraints of infrastructural provisions. Luxury shopping in India is still largely urban based and this affects the expansion plan of Louis Vuitton.
[bookmark: _Toc225241577]5.4 Promotion
Louis Vuitton employs a global branding strategy that has local differentiation. Promotional activities in the UK are aimed at digital marketing, fashion shows, and cooperating with global celebrities and it is centered on individuality and creativity. As Gambhir and Ashfaq (2021), influencer marketing and social media platforms are important to the consumer engagement. Promotion in India is more aspirational, more celebrity-driven and includes Bollywood celebrities and cultural icon to appeal to local audiences. One of the most renowned actresses of India, Deepika Padukone, has become the “first Indian to become a Louis Vuitton House Ambassador” (Kamath, 2022). Giving the case of associating with Indian celebrities can increase brand exposure and glory among the new luxury shoppers.
[bookmark: _Toc225241578]5.5 People
People aspect is a vital factor in luxury retail business because customer experience is a determinant of brand perception. In the UK, Louis Vuitton has well-trained personnel who pay more attention to personalised service, as experienced luxury consumer’s demand. Digitally-savvy luxury buyers have emerged in the nation (Mordor Intelligence, 2025). In India, however, the same level of training is ensured, but there is more focus on relationship-building and personal attention since the consumers usually need advice when they want to spend on luxury first. Consumers of the emerging markets possess stronger values of interpersonal interaction in luxury retailing (Jain et al. 2021). This is one of the reasons as to why customer engagement is essential in India.
[bookmark: _Toc225241579]5.6 Process
Louis Vuitton guarantees global uniform and quality buying experience both in store services and online purchases. With the developed digital strategies and the presence of the click-and-collect as well as the integrated omnichannel experiences, the process is highly efficient in the UK (Louis Vuitton UK, 2026). In India, the brand does not have as high standards, but other factors that can alter efficiency are logistics, like delivery infrastructure and import laws. But, an increase in digitalisation and investment in retail technology is enhancing service processes. Van Phuong et al. (2024) indicates that in the emerging markets, luxury retail is growing faster with the aid of digital transformation which increases customer experience.
[bookmark: _Toc225241580]5.7 Physical Evidence
The use of physical evidence is essential in the strengthening of the luxury brand identity. Louis Vuitton outlets in the UK are created to represent the current luxury, with their blend of classic and modern designs, usually in upscale shopping sectors (Louis Vuitton UK, 2026). Physical evidence is also prominent in India. However, these tend to focus on the luxurious and exclusivity, which is in line with consumer anticipation of luxury as a status symbol. The store layouts, packaging and branding features are all meticulously developed to provide a high-end experience. Surreal brand aspects, including the store design and packaging, impact the perceptions of luxury brands in a strong way across markets (Liu et al. 2025).
[bookmark: _Toc225241581]6. Development Strategy – Ansoff Matrix (India)
	Strategy
	Application in India

	Market Penetration
	Expand stores in metro cities (Delhi, Mumbai) and strengthen digital marketing and e-commerce engagement

	Market Development
	Enter emerging cities (Bangalore, Hyderabad) and target growing affluent segments

	Product Development
	Introduce India-inspired limited editions and culturally relevant designs

	Diversification
	Explore experiential luxury (events, collaborations with Indian premium sectors)


Table 4: Ansoff Matrix
The use of Ansoff Matrix establishes that market penetration and market development are the most feasible approaches of Louis Vuitton in India because of the emerging luxury market traits. It penetrated the Indian market with its “tradition of personalisation” where customers can choose their favourite leather goods from different options of “initials, stripes, patches, and colours” (Louis Vuitton India, 2026b). This enables buyers to create their own signature collection. Luxury brands like Louis Vuitton has selectively increased accessibility in the emerging economies, without compromising exclusivity. This underlined the ability to control the development of the retail and choose the way to enter the market. As claimed by Daraojimba et al. (2023), consumers in new markets are very aspirational, and thus expansion in new urban centres would be especially efficient in appealing to new markets. On the one hand, cultural adaptation could contribute to product development, making it more local, but at the same time, there is a chance of losing a global brand image in case of excessive localisation. Likewise, new segments have greater strategic risk, particularly in the case of old-fashioned luxury brands that are based on consistency and exclusivity (Shukla et al. 2025). Thus, the moderate strategy of controlled growth and the market-oriented growth should be considered. All in all, the Ansoff model indicates that India is a relatively bright prospect but must uphold a great level of strategic discipline to keep the brand prestige intact as the operations become larger in scale.
[bookmark: _Toc225241582]7. Ethical Issues in Louis Vuitton’s Marketing Mix – India
In the case of the luxury brands, ethical factors dominate the international marketing strategies especially in emerging markets like India. To sustain trust in the brand and be long-term sustainable, ethical marketing is a necessity (Tanveer et al. 2021). Addressing the case of Louis Vuitton, one can distinguish two ethical problems in its promotion mix in India with the help of the real-life evidence. To begin with, there is a serious issue of pricing ethics (Price element). The products of Louis Vuitton have a great price premium in India than in other international markets because of high duty and taxes on imported goods. According to reports by, the cost of luxury goods in India may be 30-50% higher than in Europe, mostly because of the duties on imports and the GST (Ajita Shashidhar, 2024). Although this speaks in favor of exclusivity, it creates ethical issues in terms of prices fairness as the Indian consumers have to pay a high price on the same products. This is directly connected to the pricing policy of Louis Vuitton in which the excessive mark-ups can be viewed as unfair in an economic developing country where income differences exist.
Second, there is ethics of promotion (Promotion element), which attracts issues of aspirational marketing and social influence. The Indian celebrities who are affiliated to Louis Vuitton like the global ambassador Deepika Padukone, have done a lot to make the brand more recognized in India. Gupta et al. (2023) argued that celebrity endorsements have a significant influence on marketing luxury to aspirational consumers. Nonetheless, these promotion tactics might stimulate conspicuous spending and materialism, especially by the consumers that belong to the middle classes and want to obtain social mobility, which could raise the issue of responsible advertising. In general, even though Louis Vuitton has good brand equity, the specified problems can be resolved by means of clear pricing communication and more responsible and value-oriented promotion, which will improve ethical positioning and sustainability in the Indian market in the long term.
[bookmark: _Toc225241583]8. Recommendations 
Louis Vuitton needs to use specific strategies in India and the United Kingdom to increase its effectiveness in international marketing by practicing growth, innovation, and ethical responsibility. The brand needs to reach ambitious upper-middle-class customers in likely future cities like Bangalore and Hyderabad in India. This can be done based on controlled growth and selective accessibility and maintaining exclusivity. The enhanced focus on the digital world and online personalisation and omnichannel would serve to attract younger and more tech-savvy customers (Sehani et al. 2023). Moreover, morally better things like enhanced transparency of prices and more responsible promotional messages with more focus on craftsmanship than status can enhance brand trust and brand sustainability.
In the UK, the younger, more affluent buyers, specifically, Millennials and Gen Z, who place their value on sustainability and experiential luxury should be targeted by Louis Vuitton. Sustainable product innovation such as environmentally friendly materials and circular fashion can be invested in and allow the brand to improve its competitive stance. Moreover, the enhancement of transparency in sourcing and production and more inclusive marketing campaigns will enhance brand credibility in a socially responsible market (Nguyen et al. 2025).
[bookmark: _Toc225241584]9. Conclusion
This report has critically compared the marketing strategies of Louis Vuitton in India and the United Kingdom that have been involved in international marketing and identified some of the key differences in the macro- environmental circumstances, the cultural aspects, as well as the marketing strategies. The PESTEL analysis has revealed that the two markets are favourable, but India has a high growth potential caused by an economic growth and aspirational consumption, whereas in the UK; the luxury market is stable and mature with a strong purchasing power. The Hofstede analysis also disclosed that, cultural differences have a great impact on consumer behaviour and in this case, India has status-oriented consumer behaviour and UK has self-expression and luxury.
The SWOT analysis of STP and 7Ps marketing mix indicated that Louis Vuitton has been successful in adopting a standardised global marketing mix, with local variation and changes, thus being relevant in the two markets. Nonetheless, there were ethical issues found when it comes to pricing and promotion, especially in India. In general, the UK is a more predictable market, whereas in India, there are more prospects of long-term growth, and the strategies and ethics need to be handled carefully. 


[bookmark: _Toc225241585]Part 2: Reflection 
[bookmark: _Toc225241586]Description
As Reflective Practice defines it, through reflection learning, a person can get a chance to evaluate his experiences critically and become better at his future performances. This assignment has involved conducting research, analysing and creating an international marketing report on Louis Vuitton in India and the United Kingdom. The assignment entailed the implementation of major conceptual models of PESTEL, Hofstede model of culture, STP, and 7Ps marketing mix. The research process involved multiple sources of data collection through academic sources and company publication as well as industry journals. I was also required to compare two different markets and this required establishing the differences in consumer behaviour, economic conditions and cultural impacts. This involved not only the thinking process but also synthesising the information in a systematic academic report.
[bookmark: _Toc225241587]Feelings
According to Sánchez and Sebastián (2024), reflection entails an appreciation of surface own emotions in a learning encounter. At the beginning, I was so confused because of the complexity of the assignment, especially the necessity to combine different frameworks and provide acceptable academic references. The fact that the two markets are diverse using India and UK as the examples contributed to the difficulty as it meant that there was a need to explore the differences between culture and economy in a deeper sense. Nevertheless, as I continued to develop, I also gained the confidence to use theoretical concepts when dealing with real-life business situations. My interest was boosted as I found it interesting to align theory and real-time practices together. 
[bookmark: _Toc225241588]Evaluation
Learning is possible through a sequence of experience, reflection and application (Lynch et al. 2021). The capability to incorporate various frameworks in a coherent manner was among the strong points of my work, namely the utilisation of PESTEL and Hofstede which helped to examine macro and cultural environments. I was also able to contrast India and the UK effectively, demonstrating the important differences in the consumer behaviour and markets. Nevertheless, this had certain difficulties as handling the abundance of information and making sure that all the sections were critical as opposed to descriptions. Sometimes, I was unable to be consistent in connecting theoretical notions and real-life examples. Nevertheless, the general framework of the report has enabled the logical demonstration of the ideas.
[bookmark: _Toc225241589]Analysis
Marshall et al. (2022) stated that reflective practice enables one to critically review their actions in order to have an opportunity to enhance decision making skill. This assignment made me understand the need to think critically about academic writing especially when it comes to assessing marketing strategies, as opposed to merely describing them. The use of Hofstede model made me realise how consumer behaviour is shaped by cultural differences and the marketing mix analysis showed how consumer global products adjust their strategies in different markets. Also, I learned how to analyse the real-life data and apply it to the study theories. Learning as it makes people to challenge their assumptions and better their comprehension. The process helped in bringing out the necessity of mating the theoretical with the practical in international marketing.
[bookmark: _Toc225241590]Conclusion
Reflection assists human beings to recognize what they have acquired and how they can better themselves in future. The assignment helped me better learn about the international marketing strategy and the significance of adjusting to varying market environments. I got to know about the impact of culture, economy and social factors on consumer behaviour and business decision making. I also gained knowledge of my research and analytical skills especially on how to use academic references to justify an argument. Nevertheless, I became aware I should work on my ability to critically assess and spend time better to tackle the complicated tasks.
[bookmark: _Toc225241591]Action Plan
In future work I will concentrate on working better on my critical analysis by being more involved with the material of academic literature as well as developing objections to assumptions. My time management will also improve as I will better plan my work and exercise enough time on each part. As well, I would like to become more effective in researching through a more effective utilization of other reliable academic publications. Being trained to write and get feedback will also contribute to the enhancement of my academic achievements. On the whole, the experience has offered useful knowledge that will assist me in my further learning and career growth in the area of international marketing.
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