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[bookmark: _Toc227839225]1. Introduction 
Louis Vuitton is a company that was founded in 1854 in Paris, France by Louis Vuitton. He began with selling travel trunks and came up with novel travel trunks that were innovatory in the business by creating a flat top lightweight and airtight trunks. Slowly the label expanded it with leather goods, ready-to-wear fashion, shoe wear, time pieces, jewellery and accessories to become one of the most longed after luxury fashion estates to date in the world (Phung, 2025). This report analyses international marketing strategy of Louis Vuitton including its operation in France and the UAE in terms of environmental analysis, Hofstede model STP strategy, marketing mix, growth strategies, and ethical marketing practices. There will be a reflective account of the report using Gibbs model (Hogan, Norton and Reynolds, 2024).

[bookmark: _Toc227839226]2. Background of Louis Vuitton

[bookmark: _Toc227839227]2.1 Overview of Louis Vuitton 
Louis Vuitton founded the Louis Vuitton in the year 1854 in Paris, France. In this case the brand did what was termed as the revolutionising of traveling products by ensuring that the flat-topped trunk was made lightweight, airtight and stackable which was introduced at a time when the round top trunk was the standard (Phung, 2025). 
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Figure 1: Louis Vuitton
Source: (Vuitton, 2026)

This functionality and stylishness made the company be a leader in high end travel accessories. By long run, Louis Vuitton had also diversified its products to encompass products made of leather, ready to wear, shoes, watches, jewellery and accessories (Phung, 2025).
[bookmark: _Toc227839228]2.2 Mission and Vision of the Company
Louis Vuitton mission is to deliver its superb craftsmanship, eternal style and high quality without receding its heritage of innovation in high end style. The firm is centred on the customer experience, exclusivity and creativity. It has a vision of being the best luxury fashion house in the world, by resolute integration of tradition and modernity and going global without interfering with its French identity and commitment to high standards, its sustainability, and artistic collaboration (Phung, 2025).

[bookmark: _Toc227839229]2.3 Selection of Countries: France and UAE
France has been selected since it is a country of origin and a home country where the Louis Vuitton originated and it is an indicator of its culture and identity as a luxury brand. The second one is the United Arab Emirates (UAE) due to its strong luxury retail and high disposable income, and due to the fact that the UAE is a shopping destination in the world (Cedrola, 2024). 
[bookmark: _Toc227839230]3. Macro Environmental Analysis 
Macro environment involves the general environmental forces that have a grip on organisational operations, strategies and the performance in the market but, cannot be directly controlled by the organisation (Rees, 2026). 
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Figure 2: Macro Environmental Analysis
Source: (Surbhi, 2023)

These drivers are generally the political, economic, social, technological, legal, and environmental forces which influence business opportunities, risks and the competitive environment overall that firms are operating in (Rees, 2026).

[bookmark: _Toc227839231]3.1 PESTLE Analysis of France and UAE

[bookmark: _Toc227839232]3.1.1 Political Factors  
France: Favourable
France is a democratic nation and one of the main participants of the European Union. Such a political stability provides a foreseeable and clear-cut regulation system, which is very favourable to luxury brands like Louis Vuitton. EU membership guarantees harmonisation of regulations, free movement of merchandise among member states and good institutional governance. These factors give less risk to politics and increase investor confidence (Rees, 2026). 
UAE: Highly Favourable
The UAE is a politically stable federal monarchy with good central control. The UAE is characterized as having political stability which is one of the strongest indicators to foreign investors. The government is also encouraging diversification of the economy, which is no longer dependent on oil; in fact, it encourages other economy sectors like tourism, retail and the luxury. The highly favourable environment is provided by pro-business policies, facilitated process of creating companies, and tax benefits in free zones (Basu, 2023).

[bookmark: _Toc227839233]3.1.2 Economic Factors 
France: Moderately Favourable
The economy of France is very strong and the GDP is high, which demonstrates a good economic performance and purchasing power. It also has a high GNP in terms of the presence of French multinational luxury companies who earn income in different parts of the world. France is a mature luxury market; it enjoys a high domestic and powerful purchasing power as well as a good international tourist market especially in Paris generating a high luxury retail market (Rees, 2026).

UAE: Highly Favourable
Despite the fact that the total GDP of the UAE is lower than that of France, the level of GDP per capita is much better, which is indicative of high individual income level. There is high disposable income as well amongst the residents, and the presence of high-income expatriates and luxury tourists means that the demand of high-quality products is high. Diversified investments in international sphere, aviation sector, real estate and finance improve the GNP of the country. Although the price of oil continues to impact the performance of the economy, in terms of the long-term national vision, the strategy of diversification has minimized the economic volatility (Basu, 2023).

[bookmark: _Toc227839234]3.1.3 Social & Cultural Factors  
France: Moderately Favourable
Sustainability consciousness, ethical consumption, and digitisation are also defining trends that are shaping French society. Authenticity, craftsmanship, and heritage are also essential to consumers, and all these elements are quite consistent with the Louis Vuitton brand. Younger generations, however, are tactful in terms of responsible production, transparency and innovation and it is indicative of conscious luxury. The digital interactions and customised e-commerce are on the rise. On the six dimensions of Geert Hofstede, France is ranked as having a high individualism and uncertainty avoidance that implies that consumers want to be self-expressionist and their traditional heritage brands (Rees, 2026).
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Figure 3: Hofstede Model comparison of France and UAE
Source: (The Culture Factor, n.d.)


UAE: Highly Favourable
The luxury consumption within the UAE is closely associated with status, prestige, and expressed success. The presence of social media influence and the belief of young and wealthy expatriate populace boost the challenge of high-end brands. Hofstede model is high in terms of power distance, collectivism, and indulgence, which promote status purchases (Basu, 2023). 
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Table 1: PESTLE Analysis of France and UAE
Source: (Rees, 2026) 

[bookmark: _Toc227839235]3.1.4 Technological Factors 
France: Favourable
France enjoys developed digital infrastructure and internet penetration, and this has good growth in luxury e-commerce. Online-based channels combined with physical boutiques in the Omnichannel can create an improved customer experience and individualisation. Big data marketing and e-innovation enhance brand experiences (Rees, 2026). 
UAE: Highly Favourable
UAE is ranked to be among the most digitally connected nations in the world with high levels of smart phone and social media usage. Luxury malls incorporate newer retail technologies and digital marketing strategies are very effective in shaping the buying behaviour. Technology improves visibility, exclusivity and customer relationship (Basu, 2023).

[bookmark: _Toc227839236]3.1.5 Legal Factors
France: Moderately Favourable
France has very stringent intellectual property laws, labour regulation and consumer protection laws. These legislations defend against imitation and safeguard brand name which is beneficial to luxury firms. Strict labour laws, and compliance costs however, raise costs of operation (Rees, 2026).
UAE: Favourable
The UAE has investor-friendly legal systems, especially at the free zones, and the high intensity of the enforcement of intellectual property. Although advertising should conform to the cultural and Sharia norms, the regulations are favourable to foreign luxury investments. In general, the legal environment is positive (Basu, 2023).

[bookmark: _Toc227839237]3.1.6 Environmental Factors
France: Moderately Favourable
France has stringent environmental policies which include environmentally friendly sourcing, minimized carbon emissions, and sustainable production. Sustainability contributes to the brand recognition, but even though compliance raises the expenses, it is more consistent with the customer anticipation (Rees, 2026).
UAE: Moderately Favourable
The UAE has environmental laws growing on the lines of national sustainability. There is an increase in consumer sensitivity, in relation to environmental responsibility. Though the laws are not that stringent as in France, the increasing sustainability trend produces moderate advantage to environmentally friendly luxury brands (Basu, 2023).

[bookmark: _Toc227839238]3.2 Macro Environment Comparison: Similarities, Differences and Favourable/Unfavourable Evaluation 
The UAE and France have both been discovered to possess the capability to offer a favourable political weather within which luxury retail and long-term strategic planning is fostered. France in its turn structures a very controlled European framework augmenting corporate taxes and stringent labour regulations that raise the cost of conducting business in France. UAE on the other hand has a loose business doing system that has minimized taxation and stringent regulations, which increases profits (Arvaniti, 2022). 
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Table 2: Macro Environment Comparison of France and UAE
Source: (Arvaniti, 2022)

France is an excessively saturated and mature luxury market economically, whose growth is stable, albeit at an incremental pace, and pricing could be held back by inflation and costliness. The UAE is priding itself on high growth levels as a result of affluent expats and tourism that has been enhanced by high GDP per capita and increased disposable income. The French and the UAE customers perceive luxury as an aspect of tradition and low-sparkling fashion, respectively, and prefer a visible sign of status (Arvaniti, 2022). 
[bookmark: _Toc227839239]4. STP Analysis 

[bookmark: _Toc227839240]4.1 Segmentation Strategy
[bookmark: _Toc227839241]4.1.1 Geographic Segmentation 
In France, the market segmentation is also extremely concentrated in major urban cities such as Paris, Lyon and Cannes where people with high income and luxury tourism dominate. The UAE has Dubai and Abu Dhabi that are subdivided into sections; that is high-end types of retail spaces like The Dubai Mall. The key geographic markets include the urban and high trafficked cities and the international cities (Blanchard and Atalay, 2023).

[bookmark: _Toc227839242]4.1.2 Demographic Segmentation
On the one hand, the demographics of Louis Vuitton are business men and entrepreneurs, celebrities, and affluent tourists aged between 25 and 60 years with high income. In France, it has liberty in dominating established professionals and luxury tourists. The key segments in UAE are affluent expatriates and royal families and high-net-worth residents. Gender segmentation is divided into women and men, though more weight is bringing about luxury menswear and other accessories (Blanchard and Atalay, 2023).
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Figure 4: STP Analysis
Source: (Salesforce, 2023)

[bookmark: _Toc227839243]4.1.3 Psychographic Segmentation
The VALS primarily focuses on Innovators and Achievers that are attracted to Louis Vuitton. Resource endowed innovators are in demand of elite brands representing status oriented and prestigious brands. The success people are goal-achievers who aspire to possess the brands that show off success, i.e. the luxury brands. Those Innovators who share practice of craftsmanship and heritage agree with the consumers in France. Achievers and Experiencers typify the UAE since one of the expressions of perceived success and inter-personal acceptance is the luxury (Blanchard and Atalay, 2023).

[bookmark: _Toc227839244]4.1.4 Behavioural Segmentation
Louis Vuitton categorises its consumers into three behavioural groups, that is, the brand loyalty, occasion-based purchasing and benefits. The loyal customers would tend to purchase the new collections and limited editions. On the one hand, repeat purchases are regarded as heritage appreciation and classic design in France. Behavioural segmentation has been employed based on the high cost of prestige purchase, seasonal purchase of luxuries, and high expenditure on festive purchase in the UAE (Blanchard and Atalay, 2023). 

[bookmark: _Toc227839245]4.2 Targeting Strategy
Louis Vuitton is another firm that follows a differentiated targeting strategy because it does not focus on the mass markets, but the rich ones. The brand employs differentiated approach which consists of marketing communication and retail experiences where the communications and the retail experience are also differentiated yet globally uniform. In France, the targeting is narrowed down on the perceived luxury consumers, fashion fabrics and international holiday makers who desire to adopt the French luxury culture. The marketing communications are directed into artisanship, heritage, and classic sophistication (Islam, 2024). 

[bookmark: _Toc227839246]4.3 Positioning Strategy
Louis Vuitton is an icon in the world, which creates its image of traditions of classical workmanship, exclusiveness and a high level of prestige. It boasts of itself going through the brand as being an artisanal brand, limited quantity of products, iconic monogram, and high pricing strategy. The Louis Vuitton are also not involved in the discounting procedure as the accessible luxury brands, which reinforces the high-status, high-price positioning. It is not just about possession of a product but an elite luxury culture membership too (Islam, 2024). 
[image: ]
Figure 5: Perceptual Map (Price vs Prestige/Exclusivity)

The perceiving map presents luxury brands that are ranked based on the level of price and prestige/ exclusivity. Louis Vuitton occupies the top-right category that denotes high price, and high status. It is competing against Hermes and Chanel which it shares the same luxury elite status. Louis Vuitton is not a price-compromised brand that has limited representation as compared to other brands in the accessible luxury segment, such as Michael Kors or Coach. In France, the positioning is formed on the heritage-based prestige, on the premise of craftwork and cultural authenticity (Islam, 2024). 

[bookmark: _Toc227839247]4.4 Similarities and Differences in STP Between France and UAE
The two markets target the urban high-income segmentation and have a premium on positioning. The impetuses of segmentation are however distinct because France is very sensitive to the admiration of heritage and exquisite taste, but the UAE is more concerned with social status and conspicuous consumption. Targeting strategies are similar (with regard to income level) but different cultures (in terms of culture) with regard to the manner of communication (Islam, 2024). 
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Table 3: Similarities and Differences in STP Between France and UAE
Source: (Islam, 2024)

France it is the element of positioning that underlines the element of authenticity and in the UAE the implementation of aspirational lifestyle and exclusiveness (Islam, 2024).5. International Marketing Mix (7Ps) Comparative Analysis of Louis Vuitton

[bookmark: _Toc227839248]5.1 Product Strategy 
[image: Speedy LV Icons Handbags | LOUIS VUITTON]
Figure: Speedy Bandoulière 40 Bag
Source: (Louis Vuitton, n.d.)
Louis Vuitton product strategy is based on the craftsmanship, heritage and symbolic brand identity. The brand embraces line extension strategy as well as product stretching strategy. Extending the line under already on the market brand categories of bags, accessories, and shoes as well as stretching guarantees that at any moment the brand is providing the uber-premium segment without diluting exclusivity. The line in France dwells on heritage products such as the classic leather products which are a show of authenticity and quality craftsmanship (Saidani, 2024). 
[image: Neverfull MM Monogram - Handbags | Louis Vuitton India]
Figure: Neverfull MM Tote Bag
Source: (Louis Vuitton, n.d.)

In contrast, the market UAE is a lower profile and logo-based design, and high-profile monogram products that may fit the status-oriented consumption would entail bold logos on products that are formulated according to the trend. Co-branding is also applied with the brand this time since it has engaged designers and artists to come up with limited collections under the same brand to further entrench the distinctiveness that characterizes the brand (Anh, 2023). 
[image: Marketing Theories – The Marketing Mix – From 4 Ps to 7 Ps]
Figure 6: Marketing Mix (7Ps)
Source: (Asadrvi, 2021)

[bookmark: _Toc227839249]5.2 Price Strategy
Louis Vuitton has a strict premium pricing scheme, and there are straightforward and consistent prices everywhere in an effort to add exclusivity. Their products will have an average of between $1,200 to above $5,000+ prices depending on the design and exclusiveness of the handbags. Regular costs include labour and regulatory costs which are relatively high in terms of prices in France. On the other hand, UAE has the benefit of low taxes that enables it to have a relatively high margin of profits whilst maintaining high quality of prices (Saidani, 2024). The brand does not apply the concept of penetration pricing since cheap prices will destroy the luxurious brand image. Similarly, they do not use psychological pricing (e.g. $999) since in luxury, it is rounded to a price level of $2000 or $3000 to reinforce the prestige status. There is no bundle, as products are offered separately so as to maintain exclusivity (Anh, 2023).
 5.3 Place Strategy 


Distribution Channel Structure
Louis Vuitton has a 100% direct distribution model whereby products are sold via official brand owned stores and online. It does not have any middlemen, wholesalers or third-party retailers (Anh, 2023).
Direct Channel (Used): Brand → Consumer (B2C)
Indirect Channel (Not Used): Brand → Retailer → Consumer
This will completely control the price, customer experience and brand image.
[image: ]
Figure 7: Distribution Channels & Logistics


Integration Strategy
The company employs forward vertical integration whereby it owns and operates all retail outlets all over the world. This will facilitate the entire customer communication, and brand representation. Backward integration is scarcely practiced and close oversight on the suppliers, especially the suppliers of leather are practiced. Horizontal integration is also non-existent as upon getting into the mass retail, exclusivity is breached (Anh, 2023).
[image: Louis Vuitton Maison Champs-Élysées Store in Paris, FRANCE | LOUIS VUITTON]
Figure 8: Louis Vuitton store in France
Source: (Louis Vuitton, n.d.)

Distribution Intensity
Louis Vuitton applies neither intensive nor selective distribution, but exclusive, i.e. the products of this brand are only distributed in a few flagship shops and in exclusive luxury areas, such as Paris stores and posh malls in the UAE (Saidani, 2024).

Gray Market Issue
The Gray market is one of the significant problems in the UAE, as it consists of resale sites, as well as fake products. Such channels are illegal ways and means of disrupting the originality and the stability of a brand. Louis Vuitton fights with precises procure actions, such as supplying chains, and counterfeit technologies (Saidani, 2024).

Physical Distribution & Logistics
Quality and craftsmanship are ensured by centralising production in France and Europe. It has logistics network across the world, which facilitates in distributing its products to other markets like UAE. The stocking level is low to maintain scarcity and exclusivity and not to be overexposed. In addition, theft and counterfeiting are prevented by the use of secure transportation systems that are also favourable in terms of integrity within the supply chain (Saidani, 2024).


[bookmark: _Toc227839250]5.4 Promotion Strategy
The promotion elements in France are based on the heritage narration, fashion and artistry and associations that back the identity of Paris. The campaigns emphasize the artisanship, culture and artistry. The UAE focuses on future image of lifestyles and status symbolism in their promotional campaigns (Saidani, 2024). 
[image: ]
Among them, the aspects of influencer marketing, high visibility branding, and luxury events are significant. Advertisement must be culture sensitive. The two markets are alike as they are reliant in the globally integrated campaigns that standardize their brand messages. However, France is less artificial, traditional, and the United Arab Emirates is less practical, status-related and lifestyle-associated (Anh, 2023).

[image: ]
Table 4: Marketing Mix (7Ps) of Louis Vuitton
Source: (Hanlon, 2023)
[bookmark: _Toc227839251]5.5 People Strategy
Louis Vuitton turns the employees into brand ambassadors offering exceptional luxury service. In France, there is an emphasis on awareness of products, telling of crafts and telling of heritage among the employees (Saidani, 2024). UAE Multilingual consultants that deal with different clients are diverse in terms of their expatriate and tourist clients. High emphasis is laid on VIP services, relationship-based sale and personalised experiences. Both countries have their service excellence that is essential in brand prestige (Anh, 2023). 
  
[bookmark: _Toc227839252]5.6 Process Strategy
The purchasing experience is structured in a manner, which is synonymous with exclusivity and sophistication. The French experience within the stores is refined, shop-based and is focused on the selection of shops which give importance to craftsmanship (Saidani, 2024). The process strategy includes more experiential retail, personal consultation space and more custom service technologies in the UAE. Luxury malls provide quality environment and comfort in terms of climate. The both markets have low inventory that can be managed and there is limited availability to ensure that it is exclusive (Anh, 2023).  

[bookmark: _Toc227839253]5.7 Physical Evidence Strategy
Physical evidence is used to back Louis Vuitton luxury position in the two markets. In France, the influence of the Parisian design is manifested in flagship stores which are colourful in terms of their architectural design and the interiors of the establishments are sophisticated (Saidani, 2024). 
[image: ]
Figure: Louis Vuitton Paris Showroom
Source: (Louis Vuitton, n.d.)
[image: ]
Figure: Louis Vuitton UAE Showroom
Source: (Louis Vuitton, n.d.)

The expression of authenticity comes in terms of packaged and visual merchandising. The UAE Store design is luxurious, spacious, and modern luxury design that can fit in high-end shopping sphere. The presentations are visual and graphic enough to fit in the status consumption. The similarity is the constant branding of monogram and quality packaging (Anh, 2023). 
[bookmark: _Toc227839254]6. Directional Development Strategy in UAE

[bookmark: _Toc227839255]6.1 Definition of Directional Development Strategy 
Directional development strategy refers to the long-term strategy that an organisation opts to achieve in order to achieve growth and competitive advantage. It will either be market penetration or market development, product development or product diversification by a firm. Using such systematic models as the Ansoff Matrix, enterprises could identify their current or potential risks and opportunities in the new or existing markets (Amiri, 2024). 

[bookmark: _Toc227839256]6.2 Application of Ansoff Matrix to Louis Vuitton in UAE
Market Penetration: The target segment (high net worth clients) can be increased by through the use of the loyalty programs whereby Louis Vuitton can increase its sales through the target population in the luxury malls such as the Dubai Mall by conducting exclusive previews and superb VIP experiences. 
Product Development: One can introduce UAE-only lines of capsule collections existing in relation to the local aesthetics in order to increase brand loyalty. Limited editions may be introduced to stimulate the growth of the business in the form of incremental growth by the festive seasons, such as Ramadan (Loredana, 2023).
[image: The Ansoff Matrix: A Powerful Tool for Business Strategy and Growth | TSI]
Figure 10: Ansoff Matrix
Source: (The Strategy Institute, 2024)

Market Development: The geographic expansion within the same country will be the implementation of geographic expansion into new Emirates beyond Dubai and Abu Dhabi. A high luxury tourism development opportunity also offers a possibility to focus on new groups of international tourists.
Diversification: The risk would be higher but could be long term differentiation, expansion into other related luxury lifestyle industry (ex: experiential luxury services or hotel alliances) (Loredana, 2023).

[bookmark: _Toc227839257]6.3 Strategic Growth Direction and Justification 
The most suitable strategic path of the Louis Vuitton in the UAE is the Product Development, except the Market Penetration combined with the Product Development. The UAE market is already wealthy and brand conscious and, therefore, does not need aggressive market expansion. Instead, the brand equity will be enhanced through the augmented exclusivity through the establishment of limited regional collections and enhanced customer loyalty mechanisms (Loredana, 2023). 
[bookmark: _Toc227839258]7. Ethical and Unethical Marketing Evaluation in UAE

[bookmark: _Toc227839259]7.1 Ethical Marketing Practices 
Authenticity and Product Responsibility: The quality of the business at Louis Vuitton reinforces the ethos of the business as the company produces quality products, uses quality products and distributes quality products in the UAE market. This will minimize the chances of false products, and will assure trust in the customers. Another aspect that the brand takes into consideration is the issue of safety via intensive quality testing and production processes (Laczniak and Murphy, 2024).

Ethical Communication and Cultural Alignment: Promotional messages are specially made to resonate with cultural and Islamic ideologies in the UAE, without using any material that can be termed as inappropriate, or bad taste content. The brand guarantees respectful interaction by having trained multilingual employees knowledgeable of the cultural sensitivities (Laczniak and Murphy, 2024).

Consumer Transparency and Perception Management: Transparency and adherence to the requirements of labelling in UAE also enable ethical marketing e.g. letting others find out the origin of the products, the material used and the direction of its usage. At the same time, Just Noticeable Difference (JND) concept exists that helps to ensure that any change in product design or pricing is minimal, and it would not affect a consumer negatively (Laczniak and Murphy, 2024).

[bookmark: _Toc227839260]7.2 Unethical Marketing Practices
Excessive Status-Oriented Promotion: The UAE luxury advertisement is typically targeted at status, exclusivity and wealth. However, good, too much focus on the use of status symbols may tend to facilitate materialism and social comparison. An unequal Promotion policy can contribute to the spread of unrealistic dream of lifestyle and can be criticized regarding stimulating social inequality between the highly stratified consumer cohorts (Ingram, Skinner and Taylor, 2024).

Aggressive Prestige Pricing: Continuous increase in prices all-over the world with no clear communication of the value to the price may be regarded as exploitation. The issue of luxury being a status symbol may force some of the consumers to purchase in order to socially identify rather than intrinsically (Ingram, Skinner and Taylor, 2024).

[bookmark: _Toc227839261]7.3 Impact on Brand Reputation and Market Perception 
The merits associated with applying ethical marketing would be that this will boost the confidence, solemnity and fidelity within the UAE luxury market. Instead, the negative ethics can be damaging to the brand reputation in particular a digital society that is highly social with the opinions of consumers being readily disseminated through the world webs of luxury (Ingram, Skinner and Taylor, 2024).
[bookmark: _Toc227839262]8. Recommendations 
[bookmark: _Toc227839263]8.1 Recommendation for France: Digital Heritage Expansion & Ethical Transparency 
Louis Vuitton can use the opportunity to expand the use of STP in France because the younger cohort of wealthy millennials and Gen-Z consumers is more concerned with both sustainability and online communication. The existence of the more aggressive omnichannel strategy (Place and Promotion) comprising of immersive digital storytelling will introduce the brand perception into the present-day world without disgracing the heritage. More visibility of the price and sustainability denominations should be the answer to the unethical marketing activity (Rouhani, 2023). 

[bookmark: _Toc227839264]8.2 Recommendation for UAE: Premium Experiential Luxury & Cultural Integration 
Louis Vuitton must concentrate STP strategy within the UAE, and target ultra-high-net-worth citizens and luxury tourists seeking exclusivity on the individual. To enhance emotional connection, capsule collections which are culturally inclined can be introduced. The Social and Process strategies can be enhanced by perfecting the brand image through the use of personal VIP lounges and appointment-only shopping, and these policies will be beneficial to the brand image (Boustani and Zielinski, 2023). 
[bookmark: _Toc227839265]9. Conclusion  
The comparative analysis of the international marketing strategy of Louis Vuitton in France and the UAE reveals how a globally uniformised brand of luxury adapts both to given macroeconomic conditions, cultural and consumer environments. The French domestic market is heritage-grounded and embodies the creation of the positioning on the basis of craftsmanship, authenticity, and regulation, and the UAE is rapidly developing, high-end luxury market, which is tied to the consumption of prestige and favourable business climate. The primary brand image, high price, and special distribution are implemented, but the strategic adjustments in the promotional policies, product presentation, and customer experience suggest the high extent of the cultural responsiveness. 
[bookmark: _Toc227839266]Reflective Account Using Gibbs’ Reflective Cycle 

1. Description
In order to compose this international marketing report on Louis Vuitton in France and the UAE, I was guided by a systematic series of academic research findings followed by the process of analytical reasoning. First of all, I had read theories of marketing, to be specific, the PESTLE analysis, STP framework, 7Ps marketing mix, and the Ansoff Matrix to ensure that there were theoretical foundations of the report. I have received macro-economic data relating to GDP, market structure and regulation conditions in France and the UAE (Nika, 2024). After collecting the secondary data on the premise of academic literature, industry reports, and marketing literature, I tabulated the report according to the required headings (Markkanen, Anttila and Kuuskorpi, 2023).

2. Feelings
I was also hopeful when beginning the project of the study of Louis Vuitton because it is a globally recognizable brand that specializes in luxury and has substantial amounts of information available. The need to have two different very dissimilar markets read critically and yet be built and embedded in academics was a challenge in a way to me (Nika, 2024). This made me intellectually stimulated, particularly at the research phase when acquiring knowledge on how cultural differences vary depending on Hofstede model and my understanding of how inconsistent prestige consumption in France is in contrast to UAE (Markkanen, Anttila and Kuuskorpi, 2023). 

3. Evaluation
One of the good things that were realized in this process was the utilization of marketing frameworks in a systematic manner. PESTLE model helped me to look at the macro environmental factors as a complete entity and STP model and 7ps model allowed me to systematise the analysis of strategies. The Ansoff Matrix was useful in terms of directional development analysis of the UAE. The other strength was comparative approach. I was in a habit of comparing and contrasting the countries and this also served to enhance critical thinking as opposed to the tendency of analyzing the countries individually (Nika, 2024). 
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
Figure 11: Gibbs’ Reflective Cycle
Source: (Channell, 2023)

4. Analysis
The given reflective activity allowed me to be aware of the importance of integrating theory and contextual knowledge. The direct transferral approach towards marketing strategies across nations will never run smoothly minus challenges of cultural, economic, and regulatory differences. As an example, despite the global brand uniformity of Louis Vuitton, the luxury consumption issue of motivation is quite different in France and in the UAE. By applying the dimensions of culture associated with Hofstede, it was found out that individualism in France is the reverse of the one in the UAE that influences the promotional strategies and product presentation. Other economic parameters such as GDP per capita would provide a clue on the purchasing power and price elasticity (Nika, 2024). 

5. Conclusion
In totality, my studies and writing of this report has enhanced my wise, comparative, and critical thought. I also got a clearer understanding of how world luxury brands alter their directions in culturally and economically distinct markets. My judgment was in line with the systematic outlines and it was scholarly and satisfactory (Nika, 2024). The drill dared the fact that international marketing is not only all about expansion, but also adjustment of strategies and not imposing on the core brand. The other thing I acquired is reflective practice to bring out the strengths when together with the areas of weakness of academic research and strategic analysis (Markkanen, Anttila and Kuuskorpi, 2023).

6. Action Plan
When analyzing assignments that will be done in future, I will make sure that I empower my empirical evidence application by utilizing more updated industry statistics, and market reports. A second manner in which I will dedicate more effectively time in the drafting process will be to give more flowing visit between the theoretical framework and the practical examples (Nika, 2024). Besides, I would also like to develop critical intentions which would mean not describing frameworks but questioning the assumptions. Increased accuracy of the process of referencing and investing more in the area of discussing the luxury marketing and ethical branding will further improve my performance (Markkanen, Anttila and Kuuskorpi, 2023). 
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