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[bookmark: _Toc228132435]Section 1: International Business Report 
[bookmark: _Toc228132436]1. Introduction 
France is internationally known as a hall of luxury fashion and the Paris city is the epicentre in terms of haute couture, design and high-end brand development. It has some of the most luxurious brands of houses in the world, such as Louis Vuitton, Chanel, Dior, and Hermes, which together make the country well-known and influential in exporting fashion clothing around the globe (Caperer and Bastien, 2021). The French economy is heavily powered by the luxury fashion industry which is backed by the high level of domestic demand, international tourists, and the high ratings of brand heritage and craftsmanship which contribute to the strength of its global competitiveness (Deloitte, 2023).
The case study of the current report is Louis Vuitton as one of the largest multinational companies in the French luxury fashion market, its international business environment, and its strategic position. It is aimed at critically examining the industry competitiveness and assessing the variables that affect the global operations of Louis Vuitton. The major analytical frameworks used in this report consist of the Diamond Model by Porter, PESTLE analysis, and cultural frameworks (Hofstede and CAGE), to have a wide view of the international market dynamics and the success factors of businesses (Bain & Company, 2024).






[bookmark: _Toc228132437]2. Country & Industry Context 
[bookmark: _Toc228132438]2.1 France as a world luxury economy.
France is often considered the world capital of high-end fashion and Paris is the centre of haute couture, design and high-end branding culture. The nation has historically controlled the luxury goods since the 17th century when the royal patronage and craftsmanship started to influence the formation of its fashionable identity. French luxury brands like Louis Vuitton, Chanel, Dior and Hermes are still strengthening the French dominance on high-end branding and creativity in the world today. This ancient tradition has helped France to develop a powerful Country-of-origin effect, in which products with France as the country-of-origin are viewed as high quality and prestigious in and of themselves (Bain & Company, 2024).
France is also a major exporter of luxury goods in the world and the fashion and luxury industry is one of the major players in the global trade performance. (Deloitte, 2023).
[bookmark: _Toc228132439]2.2 Overview of Luxury Fashion Industry.
Luxury fashion industry is the manufacturing and selling of high-quality and high-priced products focusing on exclusivity, craftsmanship, brand name, and high quality. Luxury fashion is not dictated by necessity like the mass-market fashion but by the aspect of emotion, identity and status.
[image: ]
[bookmark: _Toc227689003]Figure 1. Product Lines and Market Drivers of the Luxury Fashion Industry. Adapted from Statista (2024).
The industry consists of a number of major product lines:
· Leather goods, such as handbags, wallets, and luggage
· Haute couture, the embodiment of unique, tailor-made clothes.
· Belts, jewellery and eye wear.
· Perfume and cosmetics which diversify brand identity into affordable luxury sectors.
The luxury fashion market in the world has shown a continuous increase which has been influenced by increased disposable income, expansion of the middle-income consumers in the developing economies, and the growth in demands by the younger generation of luxury consumers. The industry is also growing faster due to the use of digital transformation and e-commerce platforms, which enable luxury brands to connect with a worldwide audience without compromising exclusivity (Statista, 2024).
[bookmark: _Toc228132440]2.3 Economic Importance
Luxury fashion industry is a significant support of the French economy. It plays a great role in the national GDP in terms of export of high value goods and international demand. France is still among the largest exporters of luxury goods in the world, which enjoys a globally recognised brand with premium pricing power.
The industry is also a significant job creator and thousands of jobs in design, manufacturing, retail and marketing are supported by the industry. Moreover, luxury tourism is also important as millions of foreigners visit France (and especially Paris) to buy luxury items that contribute to the growth of retailing and hospitality industries (McKinsey & Company, 2023).

[bookmark: _Toc228132441]3. Competitive Landscape in the Industry 
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[bookmark: _Toc227689004]Figure 2. Competitive Landscape of the Global Luxury Fashion Industry. Adapted from Bain & Company (2024), Deloitte (2023), and McKinsey & Company (2023).
[bookmark: _Toc228132442]3.1 important players in France.
The luxury fashion market in France has a few world-famous brands, which characterize the competitive landscape of the industry. Louis Vuitton, which is a brand of the LVMH group, is the biggest and most valuable luxury brand in the world, with a strong brand equity, retail network throughout the world, as well as product diversification. Chanel is a very exclusive luxury house, which is independent and concentrates on haute couture, fragrances and eternal fashion identity. Hermes is in the ultra-luxury market where scarcity, craftsmanship, and highly limited production are stressed to ensure exclusivity.  (Bain & Company, 2024).
[bookmark: _Toc228132443]3.2 International Competitors
There are a number of global luxury brands outside France that are competing directly in the global market. Gucci is a trend-driven, bold branded company owned by Kering (Italy) with a great appeal among the younger consumers. Prada specialises in low-key luxury design and material and fashion innovation. The digital-first luxury brand that has effectively repositioned as a heritage-value brand with a transformation in its marketing is Burberry, which is based in the UK (Deloitte, 2023). These brands rival French luxury houses in the international markets including Europe, US and Asia.
[bookmark: _Toc228132444]3.3 Competitive Positioning Analysis
The distinctive features of luxury brands include differentiation by branding strategy, prices structure, and market positioning. LVMH has a strategy of accessible luxury in the luxury market, which balances exclusivity with a comparatively bigger range of products in comparison to ultra-exclusive brands such as Hermes. Hermes operates under a scarcity approach and minimizes supply to maximize desirability and status quo of ultra-luxury.
Conversely, Gucci employs aggressive branding and trend-oriented marketing to attract the fashion conscious consumers, whereas Chanel has a conservative and heritage based luxury image. Pricing in the industry is still high-end, although it depends on the exclusivity and brand positioning. Louis Vuitton is the leader in globalization because it has a large retailing network and is well established in emerging markets especially in Asia.
[bookmark: _Toc228132445]3.4 Industry Trends
Digitalisation, sustainability, and the changing consumer behaviour are causing a great transformation in the luxury fashion industry. Digital luxury transformation has helped brands to grow via use of e-commerce, virtual fashion shows and personalised Internet experiences. Sustainability has turned into a significant strategic concern, and businesses have been investing in sustainable materials and responsible manufacturing procedures to address growing consumer demands (McKinsey & Company, 2023).
[bookmark: _Toc228132446]4. Porter’s Diamond Model Analysis 
The Diamond Model by Porter provides an answer to why some industries in particular countries achieve a global competitive edge through examining four determinants which are interrelated and include factor conditions, demand conditions, related and supporting industries, as well as firm strategy, structure and rivalry. In the case of the luxury fashion industry in France, the model explains quite clearly the reason why the luxury goods sector of the country continues to take the lead world in the production of luxury items and how companies such as Louis Vuitton reap the benefits of this national advantage.
[image: ]
[bookmark: _Toc227689005]Figure 3. Porter’s Diamond Model Applied to France’s Luxury Fashion Industry. Adapted from Porter (1990)
[bookmark: _Toc228132447]4.1 Factor Conditions
France has one of the most developed factor conditions that highly favour the luxury fashion industry. Its long history of skilled craftsmanship is one of the greatest benefits. The French craftsmen are well known around the world in terms of their skills in leather work, tailoring, embroidery, and haute couture manufacturing. This artisanship has been ingrained to the extent that luxury goods are held to a very high standard in quality and that is fundamental to brands like Louis Vuitton.
Moreover, France has some of the most prestigious fashion education institutions in the world especially in Paris. Also France has good infrastructure that caters to fashion industry, such as developed logistics systems, international retailing systems, and well-developed design and manufacturing centres. Paris serves as a main fashion hub in the world, allowing the designers, manufacturers, and global markets to coordinate effectively (Bain & Company, 2024).
[bookmark: _Toc228132448]4.2 Demand Conditions
In France, domestic demand is an important factor that determines the competitiveness of the luxury fashion industry. The French are very fashion aware and have a high cultural emphasis on aesthetics, quality and brand names. This gives a complex and challenging customer base that challenges companies to constantly innovate and be of high standards.
Moreover, tourist consumption is also very important to France. France is a popular destination by millions of foreign tourists every year especially Paris that contributes majorly to the sales of luxury items. Numerous tourists are particularly on a luxury shopping spree and this is encouraging luxury brands like Louis Vuitton and Chanel.
Furthermore, French consumer behaviour is based on a strong value on tradition, craftsmanship and exclusivity. This complex demand landscape pushes companies to differentiate their products via innovation, a limited edition, and high-end branding strategies, enhancing the overall level of competitiveness in the industry (Deloitte, 2023).
[bookmark: _Toc228132449]4.3 Supporting and Related Industries.
The French luxury fashion industry is backed up by well-developed chain of related industries. The nation has good textile and leather manufacturing zones that provide raw materials vital in the production of luxury items. These clusters ensure consistency in quality and enable efficient production processes.
Also, France boasts a globally leading perfume and cosmetics sector especially in places like Grasse, the world capital of fragrance. This interaction of fashion, perfume, and cosmetics enhancement of brand diversification in such companies as Louis Vuitton and Dior.
The wider ecosystem of fashion supply chain in France also encompasses marketing agencies, fashion media, logistics providers, and retail infrastructure, which add to the efficiency and competitiveness of the sector globally (McKinsey and Company, 2023).
[bookmark: _Toc228132450]4.4 Firm Strategy, Structure & Rivalry.
The French luxury fashion is marked with stiff competition both locally and internationally among the major players like Louis Vuitton, Chanel, Hermes, and Dior. This intense competition leads to unending innovation, branding, and strategic differentiation.
The approaches embraced by French luxury companies generally tend towards exclusivity, brand equity and limited distribution. One such example is Louis Vuitton that balances exclusivity and global accessibility by having flagship stores and by having a well-managed retail network. Hermes, on the contrary, pursues a scarcity approach with production being minimal to ensure ultra-luxury positioning.
Competitiveness also focuses on global branding strategies in which French companies have invested a lot of money in marketing, celebrity endorsements and cultural stories to promote brand identity in the global markets. This is a great strategic competition that can add much to the position of the industry worldwide.
[bookmark: _Toc228132451]4.5 Government Influence
The French government is supportive in ensuring that the luxury fashion industry is competitive. The brand identities, designs and trademarks are well protected by strong intellectual property (IP) protection laws, which is vital in an industry where counterfeiting is highly susceptible.
Besides this, the government promotes the culture and creative sectors by funding, education and international promotional activities. Fashion is regarded as a cultural heritage of France and certain events like Paris Fashion Week have an immense institutional support.
The luxury brands are also backed by export promotion policies in their global expansion, enhancing the status of France as a major exporter of high-value fashion products (OECD, 2022).
[bookmark: _Toc228132452]4.6 Critical Evaluation
The French domination in the luxury fashion industry on a global scale is due to an extremely well networked system of competitive advantages. The interplay between the artisanship, good schools, high-end domestic market and the well-developed support industries results in an ecosystem that supports and sustains innovation and excellence.
Moreover, the stiff national competition between major luxury companies guarantees an unceasing enhancement of brands, quality, and international competitiveness. The industry is also supported by the government through IP protection and promotion of its culture which enhances its global presence.
Nonetheless, issues like counterfeit markets, sustainability demands, and escalating global competition necessitate continuous adaption. Nevertheless, France continues to be one of the most competitive luxury markets worldwide and despite its difficulties, it is a powerful player in luxury fashion because of its deep-rooted cultural background and structurally robust industrial ecosystem.


[bookmark: _Toc228132453]5. MNC Case Study: Louis Vuitton 
[bookmark: _Toc228132454]5.1 Company Overview 
Louis Vuitton started in 1854 in Paris as a trunk-making luxury company, and has developed to become one of the most valuable luxury fashion brands in the world. The company is now owned by LVMH (Moet Hennessie Louis Vuitton) the biggest luxury conglomerate in the world. This merger offers financial stability, worldwide presence, and brand portfolio synergy in various luxury segments. Louis Vuitton has hundreds of exclusive boutiques and flagship shops in more than 60 countries. It is internationally known in terms of leather goods, fashion products and accessories and has a high brand equity and heritage positioning within the luxury market (Bain & Company, 2024).
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[bookmark: _Toc227689006]Figure 4. Company Overview of Louis Vuitton. Adapted from LVMH Annual Report (2025).
[bookmark: _Toc228132455]5.2 International Strategy 
Louis Vuitton pursues a very confined and high-end global growth policy, which does not focus on reaching a mass market but rather on brand exclusivity. The global expansion model of the company is based on long term value creation by selective market entry, which ensures good brand positioning in high income and luxury need markets like Europe, North America and Asia.
One of its core strategies is its flagship store, in which Louis Vuitton creates the visual iconic stores in the key cities of the world like Paris, London, New York, Dubai, and Tokyo. These flagship stores are not just retail stores but also immersive centres of brand experience that enhance luxury identity and narrative.
A controlled distribution model is the other essential aspect as Louis Vuitton only makes the products available in official boutiques and selected high-end retailers. The company does not use mass retail outlets and price cutting techniques, which assure exclusivity and price integrity. This will retain the luxury perception and avoid brand dilution in the international market.
Also, Louis Vuitton incorporates the element of experiential marketing, such as fashion shows, limited collections, and artistic partnerships, which increase the emotional connection to global consumers and its competitive edge in the luxury market globally (McKinsey & Company, 2023).
[bookmark: _Toc228132456]5.3 PESTLE Analysis (France Market Environment) 
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[bookmark: _Toc227689007]Figure 5. PESTEL Analysis of France’s Luxury Fashion Market. Adapted from Bain & Company (2024), McKinsey & Company (2023), and LVMH Annual Report (2025).

· Political Factors: The political environment in France is stable and can facilitate long term investment in luxury business. Louis Vuitton enjoys the advantages of free trade in a large single market, being a member of the European Union, and this will trade barriers and improve the efficiency of its exports. The French government is also a proactive fan of cultural and creative industries and luxury fashion is considered to be the major element of national identity and economic power. Good intellectual property protection legislation also ensures that brand identity is secure and less risky to imitation and counterfeit (OECD, 2022).
· Economic Factors: France boasts the luxury economy that is highly developed where the industry is a major exporter of goods and services, as well as GDP and jobs. Even when the economy is experiencing a recession, luxury fashion is still able to withstand such situations because it targets high-income consumers. The revenue of Louis Vuitton is still growing due to the demand of the global market, particularly Asia and Middle East. Moreover, France enjoys the luxury tourism business, with foreign tourists spending a lot of money in retail stores in Paris and other fashion capitals (Statista, 2024).
· Social Factors: Luxury consumption is socially ingrained in French society which highly regards fashion, aesthetics, and cultural heritage. Status and prestige are major determinants of consumer behaviour which justifies domestic demand of the brands such as Louis Vuitton. The customer base is further increasing as the growing middle-class and aspirational consumers around the world consider luxury items as a symbol of success globally. Luxury brands visibility has also been boosted by social media particularly among the younger generation consumers.
· Technological Factors: Louis Vuitton retail and marketing processes have been changed with technological innovation. The brand has embraced online shopping platforms, digital narratives, augmented reality (AR) shopping technology, and AI-based personalisation platforms. These new technologies boost the customer experience and retain exclusiveness. Online fashion presentations and online interaction plans have also helped increase the reach to a wider audience, especially when COVID-19 increased the pace of digitalization in luxury retail (Deloitte, 2023).
· Legal Factors: France boasts of one of the most robust legal systems where it concerns the safeguarding of luxury brands, especially in intellectual property. Louis Vuitton has a strong advantage over the fact that the trademark laws are strictly enforced against imitation of its iconic LV monogram and product designs. This plays an important role in fighting the global counterfeit markets which are a great threat to luxury brands. Also, EU laws provide adherence in standards of consumer protection, labour standards and standards of cross-border trade.
· Environmental Factors: The luxury fashion industry has become a key point of pressure in regard to sustainability. Consumers are increasingly seeking ethical sourcing, environmentally-friendly materials and transparent supply chains. Louis Vuitton has reacted to this by investing in sustainable innovation, eco-design and carbon footprint efforts. The issue of environmental responsibility has become a strategic priority, with luxury consumers becoming more and more linked to brand value and sustainability performance (McKinsey & Company, 2023).
[bookmark: _Toc228132457]5.4 Cultural Factors (Hofstede/CAGE Model) 
[bookmark: _Toc228132458]5.4.1 Prestige-Based Consumerism (Hofstede Cultural Influence) 
Louis Vuitton is in a global luxury business in which status, identity, and prestige are largely shaped by cultural perception of the consumer behaviour. Luxury consumption in most societies, especially Asia, Middle East and some parts of Europe are deeply related to social recognition and individual performance. This is in line with Hofstede cultural dimensions, especially individualism vs collectivism, where in the former consumers tend to use luxury goods as an expression of self, whereas in the latter luxury goods have a stronger correlation with social status and group identity (Kapferer and Bastien, 2021). Louis Vuitton is successful in using both cultural orientations by making its products synonyms of personal success and status.
[bookmark: _Toc228132459]5.4.2 Good Brand Loyalty and Emotional Value.
One of the cultural aspects that make Louis Vuitton successful worldwide is the high brand loyalty based on emotional and symbolic attributes instead of practical use. The brand is linked to heritage, exclusivity, and craftsmanship by the consumers of various cultures. This brand loyalty is reinforced by consistent branding, low availability of the products and storytelling that emphasizes that the brand is of French origin. According to Hofstede, high uncertainty-avoidance cultures are more likely to adopt existing and reliable luxury brands, which is to the advantage of the long-standing reputation of Louis Vuitton (Deloitte, 2023). This emotional bonding makes price less sensitive and enhance long-term customer relationships in the global markets.
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[bookmark: _Toc227689008]Figure 6. Cultural Factors Influencing Louis Vuitton’s International Strategy:  CAGE Frameworks. Adapted from sights (2024) and Ghemawat (2024).
[bookmark: _Toc228132460]5.4.3 Cultural Value of Craftsmanship (CAGE Perspective)
In terms of CAGE framework, cultural distance is an important factor in determining the international strategy of Louis Vuitton. Although it operates all around the world, the brand has a close relation to the French cultural values especially craftsmanship, artistry and heritage. Most of the international markets value such values very much, although their meaning could be different in different cultures. Tradition and heritage are the factors that relate craftsmanship in Europe, whereas in emerging markets, it is the matter of exclusivity and higher status. This cultural fit helps Louis Vuitton to establish itself as an authentic French luxury brand, which strengthens its premium image internationally.
[bookmark: _Toc228132461]5.4.4 Global Cultural Adaptation Strategy
Louis Vuitton has used a moderated approach towards international standardisation and localisation. Although the main brand image is the same across the globe, marketing, product releases and celebrity endorsements are localized to align with the local culture. To illustrate, in Asian markets, the brand partners with regional influences and celebrities to make the brand more culturally relevant. This will minimize cultural distance (CAGE framework) and enhance consumer engagement and maintain consistency of the global brand (McKinsey & Company, 2023). On the whole, the cultural strategy of Louis Vuitton allows the company to be highly present on a global level and respond to the expectations of different consumers successfully.
In general, cultural fit between the ideals of the French luxury and the global consumer dreams enhances the capabilities of Louis Vuitton to sustain its role as the powerful global luxury brand (Kapferer and Bastien, 2021).
[bookmark: _Toc228132462]5.5 Market Entry & Growth Strategy 
Louis Vuitton uses a very restrictive and selective strategy to enter the international market that aims at protecting its brand exclusivity and at the same time sustainable international growth. In contrast to mass-market companies where fast growth is the primary goal, Louis Vuitton is long-term value-creating by means of well-controlled internationalisation.
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[bookmark: _Toc227689009]Figure 7. Market Entry and Growth Strategy of Louis Vuitton. Adapted from LVMH Annual Report (2025), Bain & Company (2024), and McKinsey & Company (2023).
[bookmark: _Toc228132463]5.5.1 Wholly Owned Subsidiaries Strategy
One of the main entry modes applied by Louis Vuitton is the formation of wholly owned subsidiaries in the important international markets. The strategy enables the company to have complete branding, pricing, and distribution and consumer experience. Louis Vuitton by not entering into joint ventures or franchising in most of the cases maintains a consistent global brand identity and avoids brand dilution. It is a very good strategy in luxurious markets where exclusivity and brand integrity is a success factor (Bain & Company, 2024).
[bookmark: _Toc228132464]5.5.2 Flagship Boutique Expansion
The other fundamental aspect of the growth strategy of Louis Vuitton is the creation of flagship boutiques in major world cities like Paris, New York, Tokyo, London, Dubai and others. They are not just retail stores, but also the brand experiences that capture the heritage and craftsmanship of the company as well as its luxury positioning. The flagship stores are strategic marketing instruments, which support brand prestige, as well as customer experience, with personalised luxury services and innovation of architectural designs.
[bookmark: _Toc228132465]5.5.3 Selective Exclusivity Strategy
Louis Vuitton is not an exception as it pursues a selective exclusivity strategy, meaning that the quantity of the products is purposefully decreased to preserve scarcity and desirability. The brand does not over-distribute or use discounting or mass retail outlets. This scarcity model enhances perceived value and boosts brand desirability among high and aspirational consumers with high income.
[bookmark: _Toc228132466]5.5.4 Growth Digital and Controlling.
Besides physical growth Louis Vuitton has incorporated monitored digital development by incorporating e-commerce systems and digital marketing. Online sales, however, are well handled so as to maintain exclusivity. This mixed strategy will enable the brand to tap into international markets and retain its luxury status (McKinsey & Company, 2023).
Moreover, the company extends online, however, online sales of luxury are strictly regulated so that exclusivity is maintained. This composite approach of bricks-and-mortar leadership and managed online presence contributes to long-term international expansion and safeguards brand value.

[bookmark: _Toc228132467]5.6 Critical Success Factors 
There are a number of key factors that contribute to the success of Louis Vuitton. Its most powerful is its brand equity, which is the internationally recognised LV monogram, which is a symbol of luxury, heritage and exclusivity. This excellent identity enables the brand to charge premium prices in the world market. It is also necessary that the brand has a balance between heritage and innovation. Louis Vuitton manages to mix the old traditions and modern design trends and digitalization, remaining relevant to the needs of various consumer groups.
Also, the role of the celebrity, influencer marketing, and cross-border partnerships are also important to boost brand awareness, especially among younger luxury buyers, which makes it more appealing and culturally acceptable worldwide (Bain & Company, 2024).
[bookmark: _Toc228132468]5.7 Key Challenges
Louis Vuitton is struggling with a number of challenges despite its worldwide domination. The biggest is the fake market that negates brand loyalty and leads to loss of revenues all over the world. The other significant issue is the growing pressure of sustainability and ethical production that needs to be constantly invested in environmentally-friendly practices.
The brand also faces risks in the economic downturn, since the luxury demand may decrease in the global financial turmoil, especially in the emerging markets. Moreover, the luxury market is growing more competitive and thus, is more saturated, with differentiation becoming harder in this context as well since both well-established and new luxury brands are emerging (Deloitte, 2023).
[bookmark: _Toc228132469]5.8 Critical Evaluation 
Louis Vuitton has good branding, globalization and control competitive advantages. The major strengths of this company are that it has a strong brand equity, it is integrated with LVMH and it has a very successful exclusivity-driven business strategy. These make the company have long-term domination of the French and world luxury markets.
Nevertheless, the company has also weaknesses like susceptibility to counterfeit products, growing sustainability issues, and sensitivity to the global economic changes. Moreover, the ability to stay exclusive and at the same time go international is a challenge to strategy.
In general, Louis Vuitton is still among the strongest luxury brands in the world because of its capacity to unite tradition, novelty, and the strategic global expansion. Its success is a measure of the good national competitive advantage of France and also its ability to implement the multinational business strategies.









[bookmark: _Toc228132470]

6. Conclusion 
France has a high and long-term competitive advantage in the luxury fashion market around the world due to its rich cultural heritage, high-level craftsmanship, and the global fashion ecosystem, with Paris at the centre of it. The nation enjoys a highly established supporting infrastructure, robust intellectual property safeguarding as well as having an advanced domestic consumer pool which supports ongoing innovation and superiority. All these aspects make France one of the leaders in the world in terms of luxury products production and branding (Bain & Company, 2024).
In this context, Louis Vuitton is one of the most powerful multinational companies, which is using all the national benefits of France to reinforce its position on the international market. Being a member of the LVMH, Louis Vuitton enjoys financial strengths, strategic synergies, and global distribution channels, which enable it to stay on the top in the world in terms of leather goods and high-end fashion. 
The French luxury fashion industry is very appealing because it is stable in terms of demand globally, not sensitive to economic changes and good performances of its exports. On the whole, the performance of the Louis Vuitton company can be considered as a manifestation of the power of the French luxury market and the success of its global business approach. Its market is very appealing and Louis Vuitton is in a good position to maintain its global domination because of its rich heritage and ability to innovate and dominate the strategic market (Deloitte, 2023).




[bookmark: _Toc228132471]

Section 2: Reflective Report 
Use Gibbs Reflective Cycle
[bookmark: _4wxmkwmd022q]This reflective report analyses the research and writing process of the analysis of Louis Vuitton in the French luxury fashion industry through Gibbs Reflective Cycle. The reflection is based on the research procedures, the academic difficulties, the development of the skills, and the learning outcomes in a personal context and the application of the relevant international business frameworks and the academic knowledge (Gibbs, 1988).
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[bookmark: _Toc227689010]Figure 8. Reflective Analysis of Louis Vuitton’s Market Entry and Growth Strategy Using Gibbs’ Reflective Cycle  (1988). Adapted from LVMH Annual Report  (2025),  Bain & Company  (2024), and McKinsey & Company (2023).
[bookmark: _Toc228132472]1. Description 
This reflective report assesses the research and preparation process of an international business profile of Louis Vuitton in the French fashion industry of luxury. The assignment involved the use of the main international business models like Porters Diamond Model, PESTLE analysis, and cross-cultural theories like Hofstede and CAGE to evaluate the competitive advantage of France and the international business approach of Louis Vuitton.
The report was organized into two key parts, industry analysis of the luxury fashion industry in France, and the analysis of Louis Vuitton as a multinational corporation in details. The task of writing entailed finding applicable theoretical frameworks, examining their practical use in real-life situations, and drawing conclusions to a logical scholarly report.
[bookmark: _Toc228132473]2. Feelings 
I was confident at the start of the assignment because I was interested in the luxury fashion industry and knew Louis Vuitton as a world-renowned brand. Nevertheless, as I continued, I experienced difficulties with dealing with the amount of information available. The luxury fashion industry has a lot of academic and industry literature, and it proved hard to sift through and find relevant and credible data.
Another problem I had was with the application of theoretical frameworks especially in making sure that my analysis was critical as opposed to descriptive. As an example, a combination of PESTLE and cultural models into a coherent argument demanded a more in-depth insight into the relationship of theory to actual business activities.
The other problem was to have balance between explanation and evaluation in academics. Saunders et al. (2019) note that writing on a postgraduate level demands critical synthesis, not description, which seemed challenging in the beginning. Irrespective of the difficulties, I was motivated during the entire process since the subject matter was interesting and related to international business trends.
[bookmark: _Toc228132474]3. Evaluation 
There were a number of strengths in the assignment. The systematic use of the international business models was among the major strengths. The Diamond Model by Porter was effective in analysing the competitive advantage of France and the PESTLE analysis offered a clear picture of the outside environmental factors that affected the activities of Louis Vuitton.
The other strength was the employment of credible and up-to-date sources. The quality and scholarly nature of the analysis was fortified by reports published by Bain and Company, Deloitte, and McKinsey. The report was also well organized and clear, with the logical arrangement of the sections. Another weakness was time management, which possibly could have been better used on refining arguments and better synthesis of theoretical concepts. 
[bookmark: _Toc228132475]4. Analysis 
The assignment was a great boost to my critical thinking because I needed to consider the luxury ecosystem of France and the multinational strategy of Louis Vuitton instead of merely stating facts. I was educated on how to analyse industries, benchmark competitors, and how business strategies of international business can be effective in a global business environment.
My study skills as well were enhanced significantly. I also got to know how to recognize authoritative sources, how to prioritize academic articles and industry reports, and how to avoid the use of unreliable sources. This assisted me in developing a more evidence-based argument that is backed by up-to-date information. 
In addition, I also gained a better knowledge of framework application especially on how theoretical framework like Porters Diamond and PESTLE could be applied to explain the practical business environment. In the case of Porter, the model was used to explain why France has been a world leader in luxury fashion whereas PESTLE was used to attract attention to external macroeconomic and cultural factors affecting the performance of Louis Vuitton.
I also enhanced my skills of applying cultural analysis systems (Hofstede and CAGE) to explain the difference in consumer behaviour across markets. This was very helpful in examining the ways in which Louis Vuitton modifies its global strategy and remains a brand. In general, this assignment enabled me to be more structured and analytical in relating theory with practice (Porter, 1990).
[bookmark: _Toc228132476]5. Conclusion 
Generally, this assignment was an eye opener to the global luxury fashion industry and global business strategy. I was taught about how France has preserved its competitive edge due to a well-established cultural heritage, good craftsmanship and a well-established industrial ecosystem. 
Applying the reflective cycle of Gibbs made me reflect on my strengths and weaknesses in a systematic manner. It also emphasized critical thinking, sourcing of academic literature and the use of theory in postgraduate level work (Gibbs, 1988). 
[bookmark: _Toc228132477]6. Action Plan 
Three areas would make me work on future academic work. To begin with, I will improve my utilization of the academic materials, and I will make sure that I will be more dependent on the peer-reviewed journals and up-to-date industry reports.
6.1 Academic Sourcing Advancement.
I will work on three major areas to enhance future academic work. First, I will improve the utilization of scholarly sources so that more of my work will be based on peer-reviewed articles and the latest reports on the industry to make the analysis more credible and in-depth.
6.2 Learning to Critically Analyse.
Secondly, I will enhance my skills of critical analysis by regularly comparing theories and assessing their advantages and disadvantages instead of merely presenting information. This will aid in more judging and advanced academic writing.
6.3 Time Management and Organisation.
Lastly, I am going to develop a better time management plan by making sure that I set aside dedicated time to conduct research, write and proofread papers so that I can do more intellectual and critically balanced academic work in subsequent assignments (Kolb, 2015).
[bookmark: _Toc228132478]
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