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Abstract
The report is based on the marketing management and the organisation that has been chosen is Louis Vuitton.  The PESTLE analysis of the company has been stated and discussed in the next part. Various key external influencing drivers have been explained in this report. The next part of the report discussed the SWOT analysis of Louis Vuitton appropriately. The next section analysed the advertisement strategies of Louis Vuitton to understand what instruments the brand used to make an exclusive brand image. In the final part, some recommendations have been given for the improvement of marketing strategies and expansion of business. 
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[bookmark: _gjdgxs]1.0 Introduction
The Marketing management of Louis Vuitton is the topic of this report and it will be illustrated by scrutinising the PESTLE, SWOT analysis. The PESTLE analysis will elaborate on various positive and negative impacts of the global scenario that has influenced the business strategies of Louis Vuitton. On the other hand, SWOT will emphasise the strong and weakening factors of Louis Vuitton along with the opportunities it has and the potential threats. The present study will try to analyse the company strategically to understand its policies for success even with the changing market scenarios (Chatterjee, 2020). 
[bookmark: _30j0zll]2.0 Question A
[bookmark: _1fob9te]2.1 Overview of Organisation
Louis Vuitton is one of the largest international fashion brands that is renowned for its luxurious monogram bags, jewellery, steamer trunks, sublime watches and so on. This brand was established by Louis Vuitton in 1854 and since then it has been operating as one of the most expensive and high-end brands (Vuitton, 2021). 
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Figure 1: Louis Vuitton
(Source: Louis Vuitton logo, 2020)
[bookmark: _3znysh7]2.2 PESTLE Analysis
A PESTLE analysis is a framework that is used to analyse a business organisation’s external factors and these factors are- Political, Economic, Social, Technological, Legal and Environmental.
[image: ]
Figure 2: PESTLE Analysis 
(Source: Ibisworld, 2023)
Political: After Brexit, France faced many problems related to the uncertainty in trade. Therefore, it can be said that Brexit also affects the company because the country of origin of the company is France which is in the European Union hence the company has faced many problems related to business as the free trade stopped and the trading costs increased. Following Brexit, Louis Vuitton was one of the worst-hit fashion brands and it witnessed a 48% dip in the global luxury market in the world (Vuitton, 2021). [image: ]
Figure 3: Brexit
(Source: Gurchiek, 2019)
Economic: Louis Vuitton is a luxury brand company that has been doing business for a long time. For that reason, the company mainly considers doing business with the country which has high GDP. The recession in France has caused unemployment and this also affects the company as the company has faced a reduction in product purchasing. However, Louis Vuitton, the world’s leading luxury brand, generated a revenue total of 79.2 Billion Pounds in 2022 and gained a profit of 21.1 Billion Pounds, 
Social: In the social factors, it can be said the company is intolerant of racism factors and they give importance to every individual staff and customer. In this regard, it can be mentioned that racism is one of the highly debated topics but the company does not tolerate it in their company neither with the employees nor with the customers. 
Technological: The company is also using AI technology to increase their productivity as well as increase efficiency among the employees (Tiwari and Tomar, 2023). The company is also using AI to create the strategy of sales and because of that, they are getting the benefits. LVMH utilises cloud-based AI technological advancement as a component of its digitalisation. In 2022, The annual spending on the technology of the company was estimated at approximately 1.9 billion Dollars. 
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Figure 4: Artificial Intelligence
(Source: Analytics Insight, 2023)
Legal: For the legal factors it can be said that the company will not prefer a country for doing business which has a low control over the regulations of laws. Rather they would prefer to do business with countries that have strict laws for businesses because if the countries have low control over the laws of business, they can have the problems of making and manufacturing the products sustainably. Counterfeiting remains an issue for Louis Vuitton and it is negatively impacting the company.  According to the Anti-Counterfeiting Group, approximately 10% of the sales in the United Kingdom are gone because of counterfeiting each year. To deal with this issue, the “Anti-Counterfeiting Trade Agreement” was signed by the organisation but it is yet to be incorporated. 
Environmental: The company is using low materials which have the lowest impact on the environment and it is helping the company to be a more environmentally sustainable brand (Kumagai and Nagasawa, 2023). It is also helping the company because most of the customers nowadays prefer to use the brand which takes care of the environment and as the company is doing this it is one of the most popular brands among the customers. According to Louis Vuitton, the company will look to achieve overall sustainability aims by 2025 (Vuitton, 2021). The brand claims that 93 % of its materials are for windows and events which are already reused or recycled.  
2.3 Porter’s Five Forces Model 
[bookmark: _35nkun2]Porter’s Five Forces is the model or framework that analyses the competitive forces or the environmental forces that are present in the company. Along with that, these factors are affecting the growth and development of that particular company.  
The threat of new entrants (low)
The threat of new entry for Louis Vuitton is low because it is a well-established and premium brand that has loyal customers worldwide. For that reason, for a new company which will be new in this business, they will need a lot of time to gain this much good reputation and trust from the customers.  
Bargaining power of supplier (low)
Louis Vuitton is an international brand, hence association with it can enhance the fame of their suppliers. Thus, the bargaining power of the supplier is low. This is because the company is a well-known company and the suppliers will not be able to bargain with them as many suppliers will be available for supplying raw material to the company. 
Bargaining power of customers (moderate)
The bargaining power of the customers is moderate because they can easily switch to other famous fashion brands such as Prada, Gucci and Versace. It is because the customers of the company can change their minds to buy other brands if they offer their good quality products at a low price. For that reason, the customers sometimes can be demanding to attract the customers.  
The threat of substitutes (high)
The threat of substitutes for Louis Vuitton is also high because other premium brands also sell similar products. It is because the other companies are making many environmentally sustainable products that can easily replace the products of Louis Vuitton. 
Competitive rivalry (high)
Louis Vuitton has the biggest competition with Ralph Lauren, Hermes, Hugo Boss, Prada and so on. Thus, competitive rivalry is high for this brand. The competitors of this company are trying to attract more customers by introducing more new and trendy fashion clothes. On the contrary, Louis Vuitton is mainly focused on French fashion. For this reason, this force is strong for the company. 
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Figure 5: Porter’s Five Forces
(Source: Pratyush, 2021)
[bookmark: _tyjcwt]2.4 SWOT Analysis
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Figure 6: SWOT analysis of Louis Vuitton
(Source: Shaw, 2019)
Strengths
· Louis Vuitton is a renowned as well as unbeatable brand, that has a strong global presence. Analysing the business activities of Louis Vuitton, it has come to be known that this company has a huge number of customer loyalty (Hutabarat, 2022). That is why this organisation has become able to earn a high profit from the global platform. 
Weaknesses
· Louis Vuitton faces high competition in the present business market. The outcome of this intense competition expresses the low market share. Louis Vuitton mainly manufactures products based on the French style along with design. The manufacturers do not have sufficient ideas regarding the trends of foreign countries. 
Opportunities
· Louis Vuitton needs to revamp their organisational image to attract the millennials as well as GenZ. Along with that, this organisation needs to expand their business in the entire Asian market, specifically in India as well as China. This expansion will increase the sustenance of the organisation in the long run. 
· On the other hand, Louis Vuitton needs to change their style of products and accordingly manufacture new products following the trends of the UK market (Kai, 2021). 
Threats
· Due to the global recession, the countries face problems with the financial crisis. The financial flaws leave a high impact on the business activity of the organisation. 
Critical Analysis of SWOT
The SWOT analysis has helped in understanding different aspects of Louis Vuitton. The Strength of the SWOT analysis has emphasised that customer loyalty is the biggest catalyst for the tremendous growth of the company. Thus, Louis Vuitton has implemented multiple policies to sustain their customers such as providing additional advantages to the elite customers to boost their engagement more with the brand. On the contrary, Louis Vuitton’s too much dependence on French designs has reduced its potency in the market concerning its other competitors and it is its weakness. The changing behaviour of the consumers can also pose a serious challenge to the company (Chatterjee, 2020). The opportunity aspect of the SWOT analysis has helped to rationalise their policies to revamp the organisational model as well as the production process. 
[bookmark: _3dy6vkm]2.5 Extended STP Analysis
Segmentation: The market segmentation of Louis Vuitton consists mainly of demographic, geographic, psychographic, geo-demographic and socio-economic status. In the demographic segmentation, the company considers the gender and age of its target audience for both female and male customers between the ages of 16-80 years.
Targeting: The target market of Louis Vuitton is identified by differentiated and concentrated strategies. The differentiated products of the company are stylish, trendy and fashionable for customers. Mainly business women and men, high-income earners and rich entrepreneurs with high disposable income are the company’s customers. 
Positioning: Louis Vuitton’s brand positioning is improved by celebrity endorsement, competitive advantage, users, wide range of users and its history. In the psychographics, Customers of Louis Vuitton maintain their social and prestige and it reflects on their famous or rich lifestyle. 
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Figure 7: Louis Vuitton STP Analysis
(Source: PDF Agile, 2022)
[bookmark: _1t3h5sf]2.6 Extended Marketing Mix in Louis Vuitton
Extended Marketing Mix indicates the three extra P’s apart from the original fours. With the help of an extended marketing mix, the organisations can explain their marketing strategies and objectives along with the activities. This particular approach helps the companies to make the right decision to deal with the competition from the same level marketers. 
Product: Louis Vuitton has stood the time test in which its marketing strategies played a vital role (Dong, 2022). Louis Vuitton offers one of the best products in the fashion market and its items are included in leather jackets, shoes, bags, boots and many more. 
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Figure 8: Louis Vuitton Products
(Source: Blogspot, 2023)
Place: The company ensures its global expansions of the brand and the products of Louis Vuitton are available in maximum parts of the world like- the UK, India, China and many more. 
Price: The pricing strategy of Louis Vuitton is based on value-based pricing because they use high-quality raw materials in the production process. The customers also show a willingness to pay higher because it is a premium brand.
Promotion: The Promotional strategy of Louis Vuitton includes online and offline promotion. The offline promotions are done through billboard advertising, and print media whereas the online advertisement includes Promotional advertisements of celebrities and so on. 
[image: ]
Figure 9: The 4‘s Of Marketing
(Source: Marketing mix, 2020)
Role of Marketing
· Core Values Campaigns: One of the iconic marketing campaigns of Louis Vuitton is its Core Values campaign. This initiative features famous personalities who exemplify the brand’s activities. Advertisements of the brand's products with the help of showcasing celebrities show how the brand has been maintaining its quality over the years. 
· L’Invitation au Voyage Campaign: This is a campaign of visually stunning advertisements to attract new customers. These advertisements showcase its products in mind blowing settings so that the connection between travel and luxury is reinforced. 
[image: ]
Figure 10: Advertising Strategy of Louis Vuitton
(Source: Licdn, 2023)
[bookmark: _4d34og8]3.0 Question B
[bookmark: _2s8eyo1]3.1 Ansoff Matrix
Market Penetration: Louis Vuitton is currently accomplishing a market penetration strategy and the company has expanded its market share. The company started to make travel essentials and luggage bags so that Louis Vuitton could convince its customers by competing against Prada, Gabbana and Gucci. 
Product development: Louis Vuitton makes bags with various designs and materials while using the same material. The company makes smaller-sized bags at a lower price.  
Market development: The business operations are performed by the company at a global level except in African countries. Expansions in this continent can be considered a great choice so that Louis Vuitton products are sold at a low price for their users. 
Diversification: Luggage-related products are made by Louis Vuitton but Now the company has developed as a fashion brand. The company has expanded its business growth through new products like- clothing, bags, jewellery, shoes and watches. 
[bookmark: _17dp8vu]3.2 Product Life Cycle Model 
Louis Vuitton is most famous for its handbags with signature monograms. The product life cycle of a bag includes four stages namely introduction, growth, maturity and decline. Currently, Louis Vuitton bags are in the Growth stage. The iconic LV speedy bags were introduced in the 1930s and they became famous among regular office goers. The LV speedy bag has significantly maintained its fame among women of all ages and thus it is added to the top-selling product of the brand.  
[image: ]
Figure 11: Product Life Cycle 
(Source: TWI, 2021)
[bookmark: _3rdcrjn]4.0 Recommendations
· Product innovation for market expansion: Louis Vuitton has been operating a business without product innovation. In this case, they need to diversify product lines through product development. The research and development teams need to apply brainstorming ideas for which they can invest money in surveys, and customer studies (Hanaysha et al., 2022). 
[image: ]
Figure 12: Digitalisation of Business
(Source: Hollauf, 2020)
· Requirement of strong online presence: Personifying brands requires on, in presence of brands (Shettima and Sharma, 2020). In this case, Louis Vuitton needs to develop their websites for smoothening business. 
· Market Penetration: Louis Vuitton can lower its prices to operate in a new market efficiently. They also need to identify the needs and demands of the consumers efficiently to expand their operations. the organisation can also upgrade or change the design of their products to satisfy the new consumer of a new place.
· Product development:   Louis Vuitton can develop their product to keep up with the latest trends in the market. Diversifying the products will help the organisation to increase its revenue (Cooper, 2019). The organisation with its new products and offerings will be able to grab the attention of potential consumers.
[bookmark: _26in1rg]5.0 Conclusion 
The Marketing Management of Louis Vuitton was the main subject of this report which emphasised the organisational background of the company. Along with that, various analysis was described here to elaborate on the global economic condition that has impacted the business policies of Louis Vuitton. The importance of marketing was also depicted which evaluated multiple business tactics of the company such as LV’s voyage campaign, brand collaboration, branding on social media, implementing new technologies and so on. 
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