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[bookmark: _Toc224072576]Section 1:
[bookmark: _Toc224072577]1. Introduction 
The term international marketing can be defined as a way of marketing activities conducted internationally to meet the organisational goals and consumer demands (Sudirjo, 2023). It comprises modifying the marketing strategies according to various economic, cultural, legal and social practises in various nations. With the rise in globalisation, companies must develop good international marketing strategies to help them compete in various international markets (Kormakova, et al., 2023).
Louis Vuitton is a luxury fashion brand and one of the top fashion brands in the world and a company in the LVMH Group. The brand was established in France in 1854 and it is known to be of high craftsmanship, iconic designs, and brand heritage (Lvmh, 2026). The business operations of Louis Vuitton have spread throughout the world over time and have taken a prominent place in the significant luxury markets.
The comparison of France and the United States can be approached with interest, as France is the country of origin of the brand, whereas the United States is among the largest global markets of luxury consumers. This report intends to examine the international marketing strategies of Louis Vuitton in the two nations. The market environment and consumer behaviour, as well as STP strategies and marketing mix strategies, and ethical considerations are analysed in the report to give strategic insights and recommendations.

[bookmark: _Toc224072578]2. Company Overview and Global Presence 
[bookmark: _Toc224072579]2.1 History and Development of Louis Vuitton
Louis Vuitton is a well-known luxury fashion brand with its presence around the globe since it was established in 1854 in Paris, France (Lvmh, 2026). Louis Vuitton founded the company and initially dealt with the production of good quality travel trunks, which were created and made to be durable and elegant (Louis Vuitton, 2026). These trunks rapidly became popular among the European elites because of the innovative design of the trunk in terms of the flat-top and the high quality of the craftsmanship. The brand has diversified its products over the years to cover handbags, leather goods, clothing, shoes, accessories, watches and perfumes. The global success of Louis Vuitton has been successful in retaining a positive reputation in its ability to integrate its traditional craftsmanship with modern design.
[bookmark: _Toc224072580]2.2 Louis Vuitton within the LVMH Group
Louis Vuitton is one of the core brands of the LVMH (Moet Hennessy Louis Vuitton) Group which is the largest luxury goods conglomerate in the world (Lvmh, 2025). LVMH operates a wide range of luxury brands in the fields of fashion, jewellery, cosmetics and wines and spirits. The association with LVMH offers Louis Vuitton with solid financial base, global distribution and marketing assistance and this enhances competitive advantage of the company in the global luxury market (‌Phung, 2025).
[bookmark: _Toc224072581]2.3 Global Market Position of Louis Vuitton
Louis Vuitton has a leading role in the luxury fashion field in the world. The brand enjoys a high brand image, high quality of its products as well as its iconic monogram designs. It is always one of the most valuable luxury brands in the world and it appeals to the high-income clients who want exclusiveness, prestige, and status (Girotto, 2023).
[image: ]
Figure 1: Revenue share of the LVMH Group worldwide in 2025
Source: (Statista, 2025)
Louis Vuitton has its home market in France where it is one of the greatest luxury fashion and tourism markets. The United States is one of the biggest global markets of the brand, and consumers with high incomes and luxurious shoppers are highly demanded (Ieracitano, 2023).


[bookmark: _Toc224072582]3. Comparative Market Environment Analysis (PESTEL) 
A PESTEL analysis assists in determining the macro-environmental factors that affect the international marketing strategies (Chavan, 2018). The luxury fashion industry is carried out in complicated political, economic, social, technological, environmental, and legal contexts that influence consumer behaviour and business practises. An analysis of these settings would give one a clue on how Louis Vuitton modifies its international marketing activities across various settings.
	Factor
	France
	United States

	Political Environment
	France is a democratic nation that is politically stable and is a member of G7 and European Union. The policies of the government favour the luxury and fashion industries, which also provide a lot of export and employment. The annual turnover of the French luxury industry is approximately EUR150 billion, and it employs more than 600,000 people, which proves its significance to the country (Accuracy, 2024).
	The US has a stable federal political system and a large consumer market in the world. However, luxury brands can be impacted by the international trade policies. As an example, the suggested tariffs on European products can create a rise in the prices of the imported luxury goods, which will affect the pricing policies and profitability of a brand within the American market.

	Economic Environment
	France has got the 7th largest economy in the world and the GDP is about $3.56 trillion, and the GDP per capita is about $51,708, which is high consumer purchasing power (Worldometer, 2026). Tourism in Paris is also a major luxury shopping destination in the world because of its fashion heritage. The luxury products have a high economic importance in the sector.
	The US is one of the biggest luxury markets in the world, and the market of luxury fashion retailing is estimated to be about 90 billion dollars (‌Kenresearch, 2019). Luxury consumption is promoted by high disposable income and big numbers of rich consumers. European luxury brands also depend heavily on the U.S. market, where they contribute to a substantial portion of the luxury money earned worldwide (Kapferer and Valette-Florence, 2022).

	Sociocultural Environment
	France has a rich culture of fashion, craftsmanship and luxury history. There is a tendency for consumers to appreciate genuineness, convention, and quality of a product (Girard, 2024). France is the country where luxury consumption is highly dependent on fashion culture and tourism, and international tourists are a major contributor to the demands of luxury retail.
	On the contrary, luxury consumption is widely linked to status and lifestyle in the United States and brand recognition. The Americans are likely to consider luxury items as the symbol of their success and individual accomplishment (Wang, et al., 2022). The luxury market in the U.S. is also characterised by a high level of demand among the younger generation and those with high incomes and professionals who use premium brands.

	Technological Environment
	The retail sector and e-commerce are mostly developed in France. Digital experiences are becoming an add-on to the brick-and-mortar stores of luxury brands. However, the concept of brand experience in French luxury retailing revolves around physical luxury boutiques and flagship stores (Boustani and Zielinski, 2023).
	The US is a digital and online retail innovator. Luxury brands are increasingly turning to the e-commerce platform, social media marketing and data-based marketing to reach consumers. E-media are essential in defining brand interaction and the luxury buying behaviour (Tam and Lung, 2025).

	Environmental Factors
	The issue of environmental sustainability has been a significant issue in France and the European Union. The fashion industry is facing more regulations on sustainable production, responsible sourcing, and cutting down the carbon emission (Pan, et al., 2023). There is also increased environmental responsibility among luxury brands to consumers.
	The United States is also becoming more environmentally conscious, but rules might differ depending on a state. The U.S. market is full of luxury brands that embrace sustainability practises using eco-friendly materials and responsible supply chains due to the evolving demands by consumers (Schiaroli, et al., 2024).

	Legal Environment
	France has stringent European Union laws on consumer protection, labour laws and intellectual property rights (Marchenko, et al., 2024). Proper legal provisions assist in preventing any incidents of counterfeit to luxury brands and in guaranteeing the authenticity of their products.
	The intellectual property protection laws in the United States are also good and protect luxury brands and trademarks (Surakanti, 2026). But there is a legal issue like counterfeit markets and complicated regulations of imports that demand companies to be well-compliant and monitored.



Overall, the macroenvironmental analysis shows that there are significant distinctions between the two markets. France has a rich heritage luxury market with a huge cultural and economic connection with the fashion industry, and the United States has an expansive and active luxury consumer market with a high disposable income and digital market in retail. Such environmental differences affect the way Louis Vuitton develops their international marketing strategies in every country.


[bookmark: _Toc224072583]4. Sociocultural Consumer Behaviour Analysis
The consumer attitudes and perceptions in the international markets as well as the purchasing behaviour is greatly influenced by the sociocultural factors. Cultural values influence the way consumers perceive brand symbolism, exclusivity and social status in the luxury fashion industry (Minh and Hue, (2025). The variations between the United States and France thus affect the positioning of luxury brands like Louis Vuitton and the ways that they communicate their brand identity in either of the markets.
[bookmark: _Toc224072584]4.1 Cultural Influences on Luxury Consumption
Culture has a significant influence on the patterns of luxury consumption. Luxury fashion in France is highly intertwined with the national culture and identity. The nation has been traditionally viewed as a fashion and crafting centre worldwide, which prompts the consumers to relate the luxury products to the traditions and artistry and the excellence of design (Wang, et al., 2025). On the other hand, the luxury consumption in the United States is more directly associated with social status and lifestyle articulation. The US consumer is a typical buyer of luxury products that will indicate individual success and financial prosperity. 
[bookmark: _Toc224072585]4.2 Hofstede Cultural Dimensions Comparison
The cultural dimensions proposed by Hofstede are a practical way of explaining the differences in culture that affect consumer behaviour. The individualism score of the United States is high and it demonstrates that the consumers are person-focused and self-expressive. Such kind of culture encourages use of luxury brand as a form of identity and presentation of status. France is also an individualistic nation with a decent score but in the French society culture and social norms are more appreciated. 
[bookmark: _Toc224072586]4.3 Consumer Behaviour Differences in France and the USA
These cultural differences drive the purchase of luxury. The French consumers tend to pay attention to the craft and design tradition as compared to the American consumers who tend to pay attention mainly to the brand presence and status signalling. Consequently, the Louis Vuitton marketing strategies advance the heritage and authenticity in France, whereas in the United States marketing strategies advance the brand prestige, relations, and aspirational lives. 


[bookmark: _Toc224072587]5. STP Strategy Analysis
STP framework, which is acronym of Segmentation, Targeting, and Positioning is popular in global marketing to determine the right customer segments and devise suitable marketing plans (Barakati, et al., 2024). Companies operating in the luxury sector in the world market need to examine consumer differences between different markets in order to make sure their marketing approaches are aligned to the local market conditions. Louis Vuitton uses the STP approach to define the segments of its customers who are rich and position its products as the signs of exclusivity, craftmanship, and prestige.
[bookmark: _Toc224072588]5.1 Market Segmentation
Market segmentation is a process that involves subdivision of a larger market into smaller segments of consumers sharing common attributes, requirements or buying behaviours. Through proper segmentation, firms are in a position to employ specific marketing strategies and enhance efficiency in marketing. 
5.1.1 Demographic Segmentation
Demographic segmentation is based on the aspects of population in terms of their income, age, gender, and occupation among others. The income level is among the most important factors that define the purchasing behaviour in the luxury fashion industry. Louis Vuitton mainly focuses on high-income earners and wealthy professionals with financial resources to buy the high-end goods. Luxury consumers in France and in the United States are usually individuals that have high levels of income or those with high-net worth. The age factor is also a significant factor since younger consumers, especially millennials and generation Z, have gained more influence in the luxurious markets (Toboso-Gómez et al., 2025). Such consumers tend to be drawn to luxury brands that blend the traditional art with the new fashion trends.
5.1.2 Psychographic Segmentation
Psychographic segmentation dwells on the lifestyles, interests, values and attitudes of consumers. Louis Vuitton targets consumers that have exclusivity, prestige, and luxury lifestyles. Psychographic segmentation in France tends to target the customers who value traditional fashion and craftsmanship. However, the situation is different in the United States where a lot of luxury buyers are driven by their lifestyle dreams and the need to show off their social status. This distinction implies that the marketing communication strategies can focus on craftsmanship and heritage in France and aspirational lifestyles and celebrity identifications in the United States.
5.1.3 Geographic Segmentation
Geographic segmentation entails the classification of the markets in terms of location or region. Louis Vuitton market is mainly aimed at big cities where the demand of luxury is concentrated. Cities like Paris in France are among such destinations that have both home consumers and foreign tourists who have the need to experience luxury fashion. Equally, in the United States the luxury demand will be in large metropolitan regions like New York, Los Angeles, and Miami, where the rich and international visitors make up a significant percentage of the luxury retail purchases (Wang, et al., 2025).
5.1.4 Benefit Segmentation
Benefit segmentation deals with the particular benefits or value that consumers are interested in a product. Many consumers buy products as symbols of status and emotional gains and not necessarily utilitarian purposes in the luxury market. The advantages of products made by Louis Vuitton include prestige, exclusivity, quality craftsmanship and brand recognition. The French consumers might put more emphasis on the heritage of the product and how it was made, whereas the American consumers can be much more concerned about the image of the brand and status signalling.
[bookmark: _Toc224072589]5.2 Target Market Strategy
Having determined the target market segments, Louis Vuitton focuses on rich clients who prefer high-quality luxury items and do not mind spending high prices. The brand targets professional employees with high incomes, fashion lovers who prefer luxury and affluent tourists as lucrative segments of customers in both France and the United States. Also, digital marketing campaigns and partnerships with designers and artists are becoming more popular with younger luxury consumers at Louis Vuitton, this is one of the ways of keeping the brand on top on emerging luxury markets.
[bookmark: _Toc224072590]5.3 Brand Positioning Strategy
Positioning is the manner in which a brand is understood to the mind of the consumers compared to that of other brands. Louis Vuitton establishes itself as an exclusive luxury brand with a combination of tradition, artisanship, and tradition. The monogram design, superior quality of its products, and the restricted number of distribution channels that the brand has are supporting its position as a high luxury brand. This central positioning is maintained in all global markets, although marketing communication can focus on other areas within individual markets.


[bookmark: _Toc224053409][bookmark: _Toc224072591]6. International Marketing Mix Strategy (7Ps)
[image: ]
Figure 1: The 7Ps of Marketing Mix
(Source: Hanlon, 2023)
[bookmark: _Toc224053410][bookmark: _Toc224072592]6.1 Product Strategy
The global product strategy suggested by Louis Vuitton is extremely standardised to maintain brand identity and exclusivity. Luxury handbags, leather goods, footwear, ready-to-wear clothes, jewellery, and accessories are the core products of the brand (Wang, 2024). Speedy, Neverfull, and Alma handbags are iconic and even familiar as symbols of luxury in the market. Louis Vuitton focuses on classic collections and heritage in France, as the country values craftsmanship and tradition substantially (Temirov, 2025). Consumers in France tend to appreciate products that emphasise artisanal methods, reliability, and classic appearance.
On the contrary, the US market places more emphasis on fashion innovation and small collections. American consumers tend to be more open to websites of modern designers and artists. Consequently, Louis Vuitton often launches special collections and daring designs in the US market to appeal to the younger luxury customers and remain culturally relevant (Roxan, 2019). The United States has more prominent seasons with the launch of products and capsule collections since the luxury fashion industry is quite competitive.
[bookmark: _Toc224053411][bookmark: _Toc224072593]6.2 Pricing Strategy
Louis Vuitton pursues a premium pricing strategy in all its marketing operations to state its premium market position and exclusivity. The brand also keeps the prices high purposely to indicate high craftsmanship, brand heritage, and quality materials. France has relatively lower pricing than international markets as most of the Louis Vuitton products are produced in Europe. France also receives a vast number of foreign tourists who buy luxury commodities and get value-added tax refunds (Benissan, 2023). Hence, Paris has emerged as a luxury shopping place globally with consumers commonly buying the Louis Vuitton brand at relatively good prices.
In America, there are higher charges, which are typically caused by fees imposed on imports, transportation, and taxes. High demand from wealthy Americans allows Louis Vuitton to maintain its premium pricing. The company is also strict on its no-discount policy, which does not dilute its brands and maintains the brand perception of exclusivity (Danziger, 2022).
[bookmark: _Toc224053412][bookmark: _Toc224072594]6.3 Place Strategy
The company places great emphasis on the flagship stores in prime luxury shopping areas, especially in Paris, France. The stores are meant to focus on the heritage of the brand and offer an upscale luxury shopping experience. France is also a major luxury tourism spot, and the physical retail stores are a core element of the distribution strategy. Louis Vuitton has a large retail network in the major cities of the United States, including New York, Los Angeles, Miami, and Las Vegas (Roberts, et al., 2022). Besides its stores, the brand also enjoys representation in shopping malls with luxurious shopping and some high-end department stores. The company has made massive investments in e-commerce and digital retail in the US market, where consumers are able to shop for products online without compromising on the luxury shopping experience.
[bookmark: _Toc224053413][bookmark: _Toc224072595]6.4 Promotion Strategy
Louis Vuitton does not focus much on marketing communications based on its heritage in France. The promotion is expected to be minimal and advanced, as it is based on the classical values of European luxury brands (Temirov, 2025). Promotional tactics in the United States are active and celebrity-oriented. The brand has regularly partnered with fashion personalities, celebrities, and pop culture influencers to reinforce its presence with younger consumers. The use of social media networks such as Instagram and TikTok is relevant in reaching out to American luxury consumers. Louis Vuitton conducts high-profile fashion events and experience marketing campaigns in the US to boost brand interaction and the aspirational experiences of the brand.
[bookmark: _Toc224053414][bookmark: _Toc224072596]6.5 People
The people component of the marketing mix is also a key component in the luxury retailer since employees directly impact the customer experience. Louis Vuitton is among the companies that spend a lot of money on training its retail employees to provide excellent personalised service (Louis Vuitton, 2026). Store associates in France and the United States are taught to be very knowledgeable in their products and have personalised recommendations for the customers. 
[bookmark: _Toc224053415][bookmark: _Toc224072597]6.6 Process
The process element is concerned with the activities in which customers buy and communicate with the brand. Louis Vuitton makes sure that the process of purchasing the product presents the premium positioning of the brand (Wang, 2024). Both markets offer customers retail surroundings that are well thought-out, tailor-made consultations, and high-quality after-sales services, including maintenance and repair of their products. The United States is experiencing the digitalisation that has become more significant, where customers can view the products online, make appointments at the stores, and get custom-made recommendations.
[bookmark: _Toc224053416][bookmark: _Toc224072598]6.7 Physical Evidence
Louis Vuitton pays much attention to the design of the stores, their packaging, and brand image (Liu, 2024). Boutiques are frequently used in France to show the historical background of the brand by using elegant buildings, sophisticated interior design, and exhibits that highlight the craftsmanship. In America, retail outlets are integrating wealth with the modern trends of design to attract contemporary customers. In both markets, the brand has remained consistent in visual identity with its iconic patterns of mark, high-quality packaging, and store environment. 

[bookmark: _Toc224053417][bookmark: _Toc224072599]7. Directional Development Strategy
[bookmark: _Toc224053418][bookmark: _Toc224072600]7.1 USA Market Growth Opportunities
The United States is also one of the largest luxury goods markets in the world, and it has continued to offer great growth opportunities to Louis Vuitton. Prosperous consumers, especially the millennials and generation z have led to the growing demand for luxury fashion products due to the growing purchasing power (Roxan, 2019). Social media influencers and celebrity endorsements are highly effective at driving consumer purchase behaviour. The rise of e-commerce and omnichannel retailing has allowed luxury brands access to consumers outside of the physical location of flagship stores. 
[bookmark: _Toc224053419][bookmark: _Toc224072601]7.2 Strategic Development Approaches
Louis Vuitton pursues some strategic development directions in the United States. The brand can keep on investing in online marketing and social media interactions to reach young consumers. Increasing the number of immersive retail and flagship shops in large urban centres can make the brand prestigious and provide customers with a sense of experience. The brand must engage in collaborations with designers, artists and culture icons to make it even more current with the fashion society of the modern world.


[bookmark: _Toc224053420][bookmark: _Toc224072602]8. Ethical Problems of International Marketing 
[bookmark: _Toc224053421][bookmark: _Toc224072603]8.1 The Luxury Marketing Ethical Problems
Luxury fashion brands are at a very crucial ethical phase that requires striking a balance between genuine social responsibility on one side and the marketing strategies and the changing consumer attitudes on the other. Overuse of fantasy lifestyles is one of the chief ethical concerns in the case of Louis Vuitton that contributes to marketing these products. Marketing of luxury is also inclined to exclusiveness, prestige, and status and it may result in social inequality and materialistic value.
The other ethical concern is associated with the labour practices and transparency of the supply chain. Luxury brands have complicated international supply chains, and the stakeholders are becoming more demanding of companies to take care of fair labour practices and ethical material acquisition (Macchion, 2024). Increasing consumer awareness of these ethical issues and the requirement to hold companies more accountable are becoming the expectations of consumers in the markets of France and the United States.
[bookmark: _Toc224053422][bookmark: _Toc224072604]8.2 Sustainability and Corporate Responsibility
The topic of sustainability is now relevant in the luxury fashion industry. Louis Vuitton has established programs aimed at responsible sourcing, environmental responsibility, and enhancing product longevity (Abbate, et al., 2024). Craftsmanship and long product life cycles are also advocated by the brand, which is in line with the sustainable consumption principles. Luxury brands continue to criticise the environmental effects and waste production in the fashion industry. With the increasing awareness of sustainability among consumers, Louis Vuitton needs to keep encouraging its corporate social responsibility measures and enhance transparency of its production lines.


[bookmark: _Toc224053423][bookmark: _Toc224072605]9. Strategic Recommendations
[bookmark: _Toc224053424][bookmark: _Toc224072606]9.1 Marketing Strategy Recommendations
Louis Vuitton needs to intensify the integration of digital technologies into its strategies of customer engagement to reinforce its international marketing strategy. To improve brand awareness and attract younger customers in the United States, it is beneficial to invest more in social media marketing, cooperation with influencers, and virtual shopping experiences (Xu, 2023). The brand continues to emphasise on its French heritage, and one that creates unrivalled and authentic products to a customer base that values tradition. The brand image of the high-end Louis Vuitton may be supported by enhancing the storey telling tactics that describe brand history and craftsmanship.
[bookmark: _Toc224053425][bookmark: _Toc224072607]9.2 Growth Opportunities in the Future
Louis Vuitton has the opportunity to expand through more omnichannel retailing and individualised luxury services. The integration of online and offline retailing would be useful regarding convenience to the customers and maintaining the high-quality brand image (Zhao, et al., 2022). There is need to invest more in sustainability activities to keep in consumer confidence. Production of greener materials, promotion of longevity of their items and increasing the transparency of their supply chains improves the brand image of ethically minded consumers.


[bookmark: _Toc224053426][bookmark: _Toc224072608]10. Conclusion 
The report is about international marketing of Louis Vuitton, and the comparative operations of the company in France and the United States. The market environment, consumer behaviour and marketing strategies differ in the two countries. Even though, Louis Vuitton has a standardised world-wide luxury branding strategy, it adjusts the elements of the marketing mix to the local culture and economic conditions. The brand has succeeded in the international market due to the fact that it can integrate the global brand consistency with market suitability in local market. By integrating digital innovation, sustainable practises, and immersive shopping experiences, Louis Vuitton will retain its competitive advantage and expand in the future.


[bookmark: _Toc224055197][bookmark: _Toc224072609]Section 2: 
[image: ]
Figure 1: Gibbs Reflective Cycle
(Source: By Author)
[bookmark: _Toc224055198][bookmark: _Toc224072610]Description
In this report, the international marketing policies of Louis Vuitton in the United States and France have been compared. The objective was to talk about the restructuring of marketing strategies of an international luxury brand in different national environments in relation to the macro environmental factors, the cultural factors and consumer behaviour. To organise the analysis, I used various international marketing models such as the PESTEL analysis and the cultural dimensions of Hofstede, the STP model and the 7Ps marketing mix.
This report started with the analysis of the position of Louis Vuitton in the international luxury fashion industry. France has been chosen as the mother country of the brand and the United States is one of the biggest luxury markets in the world. This comparison helped me analyse the way in which multi-national brands have global brand consistency and local market adaptation.
In the research stage, I used academic materials on international marketing, luxury branding, and consumer behaviour, as well as industry sources. Such theoretical methodology allowed me to assess the ways in which Louis Vuitton modifies the components of its marketing mix in different markets and how it remains a luxury brand in the global market. The final activity that was necessary in the research was the synthesis of such lessons and strategic recommendations on how to market the brand internationally in future.
[bookmark: _Toc224055199][bookmark: _Toc224072611]Feelings
I was not sure in the initial stages of the report on the application of marketing frameworks because I already knew some of the models that were used in the analysis. Nevertheless, after the research time, I realised that further critical thinking and contextualisation are required to study the international marketing strategy.
At first, I could not get beyond explanations that were descriptive in nature of what Louis Vuitton was doing as far as marketing was concerned. Most of the existing sources are offered to the description of luxury brand campaigns, not the critical explanation of the strategic rationale. 
When the report was completed, I began to feel confident because I could relate between theoretical and practical marketing activities. I understood how the aspect of cultural values contributed towards luxury consumption behaviour. Consumer motivation is affected by social identity and symbolic value which are ascertained by the general cultural research. This observation made me understand the reason why Louis Vuitton is targeting heritage and craft in France and aspirational lifestyles and influential celebrities in the United States. The discovery of these cultural forces allowed me to participate in the critical analysis of the theoretical framework application to business scenarios.
[bookmark: _Toc224055200][bookmark: _Toc224072612]Evaluation
Overall, the report was a contribution to my research and analysis capability. One of my strengths was the systematic application of analytical constructs. The PESTEL framework allowed to compare the macro-environmental conditions in France and the United States in a systematic way, and the STP model was used to gain an idea of how Louis Vuitton defines its target markets as the rich consumer segments and places the products as symbols of prestige and exclusivity.
The other strength was the incorporation of sociocultural analysis by using the cultural dimensions of Hofstede. The role of values such as individualism and uncertainty avoidance has often been pointed out in cultural research in relation to luxury consumption (Bharti, et al., 2022). The utilisation of this framework helps explain consumer behaviour and marketing communication differences between the two markets.
However, there were limitations revealed in the process. The promotional sources that offer the luxury brand strategies tend to stress brand success without considering strategic constraints. Moreover, academic information on the luxury consumer behaviour is not very reliable since most of the research conducted in the industry is commercially generated. These obstacles demanded a thorough analysis of sources and increased exposure to theoretical literature.
[bookmark: _Toc224055201][bookmark: _Toc224072613]Analysis
The review of the analysis allowed me to gain a stronger perception of international marketing strategy. Among the lessons learned was the understanding of the way in which multinational brands manage to strike a balance between global standardisation and local adaptation. The theory of international marketing usually recommends that international brand uniformity is necessary, but companies should adapt aspects of their marketing approach to mirror the cultural disparities and customer expectations (Lin, et al.,2023). The example of Louis Vuitton clarifies how that is so because the brand maintains a stable luxury image, only changing the promotional messages and shopping experiences to accommodate various markets.
The United States market analysis showed the impact of the social media, influencer marketing and stores online on the interaction with the consumers. As it is frequently emphasised in modern marketing research, brand communication and customer experience are being transformed by digital technologies.
In addition, the study of the ethical issues assisted me in expanding my vision of the responsibilities in the international-based marketing strategies. The luxury fashion industry has been facing an increasing criticism of the problem of environmental accountability and the openness of supply chains. The literature on sustainability suggests that people are putting increased pressure on firms to be responsible and ethical. These reflections have showed me that the marketing methods must also refer to the more general social needs, along with the competitive aspirations.
[bookmark: _Toc224055202][bookmark: _Toc224072614]Conclusion
It is the analysis that allowed me to learn more about global brand strategy and international marketing. The practical use of theoretical models on a practical organisation improved my ability to critically analyse the strategy of marketing in both cultural and economic contexts. In the case when France and the United States were compared, it was identified that marketing decisions depend on consumer values, market structures, and technological developments.
[bookmark: _Toc224055203][bookmark: _Toc224072615]Action Plan
Based on this reflection process, I would wish to enhance my research and analytical skills during later practise in academics. I will use a broader range of peer-reviewed academic literature to support more effective theoretical arguments. Second, I will be more attentive to the observation of the marketing strategy analysis as a critical analysis rather than a description.
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