[image: University of Wales Trinity Saint David launches &#39;One Planet&#39; Governance  Post-graduate Certificate | The One Planet Centre]MODULE NAME: MARKETING FUNDAMENTALS 
MODULE CODE: LCBB4004



TOPIC: INTERNAL AND EXTERNAL ANALYSIS OF LOUIS VUITTON, CONSIDERING THE IMPACT THAT THE COVID-19 PANDEMIC HAS HAD ON THE COMPANY



STUDENT: MARTINA CHORLOVA
STUDENT NUMBER: 2028046




LECTURER NAME: TUSHARA BALENDRAN 

DATE: 10/01/2022 

TABLE OF CONTENS: 

1. INTRODUCTION............................................................................3

2. DEFINITION OF MARKETING AND MARKETING PROCESS....3


3. PESTLE ANALYSIS.......................................................................5

4. PORTER 5 FORCES......................................................................7


5. SWOT ANALYSIS..........................................................................8


6. MARKETING MIX ELEMENTS......................................................9

7. CONCLUSION AND RECOMMENDATIONS...............................10


8. REFERENCES..............................................................................11








1.INTRODUCTION
  The company I have chosen is Louis Vuitton, French fashion house and luxury good company founded in 1854 by Louis Vuitton. The brand is symbol for luxury goods, internationally well known and one of the top world’s fashion brands. The fashion house is known for their leather goods, such as bags and shoes, which are handmade with high quality and control to prevent any defects. Louis Vuitton was recognized for most valuable brand in the world and operates in 50 countries, with more than 460 stores worldwide.
During COVID-19 pandemic, Louis Vuitton recorded revenue of 44.7 billion euros in 2020, down 17% compared to 2019 year. The brand was strength during the health crisis that led to closure of stores, manufacturing sites and international travel for some period of months. The priority for the company was the health and safety of employees and customers, to support and fight against the pandemic. The luxury brand does not stop to satisfying the customers with creative and unique digital experience and continuing to provide desirable products. 

2.DEFINITION OF MARKETING AND MARKETING PROCESS 
  Marketing is the process of engaging, building relationship and value in the customers. That is social and managerial process for satisfaction the needs of the customers. Marketing is action of promoting product or service, involving advertising, promotion, selling and targeting to capture customer’s interest. Reaching new customers and building relationship with existing ones, to keep them coming back. That can include special promotions, phone calls or in-person events, online advertising and social media. Depending from the type of business, marketing can target businesses or consumers. Business to business (B2B) marketing direct all promotional activities to an audience of other business or Business to consumer (B2C) marketing, sells directly to individual consumer. 
  The marketing process have four elements situational analysis, objectives, strategy, implementation and control. Situational analysis is a process that identify the challenges and opportunities, including internal and external for a company or business. The analysis helps especially before the start of new project. Without wasting efforts or making false moves, it helps you to work out the best move and actions forward. The first step is to analyse the customers, what are their needs and what are the challenges and goals. The second step is to analyse the product or service that is offer to the customers, and analyse are they meet the demands. The best way to apply for the business is SWOT Analysis, will help to work out the strengths, weaknesses, opportunities and threats. Next step is to analyse the competitors, what they offering on the market, and what are their strengths and weaknesses, this will improve the position of the business on the market. Next step is PESTLE Analysis, which identifying the situation of the business in political, economic, social, technological and environmental factors. With checking current trading regulations and government policies, economic factors such as trends and import or export regulations. Analysing the cultural movements and changes. Following global trends in technologies and adapt to the business, for lower costs and higher profits. Checking all legislation changes and employment laws, and how the business will impact on environmental factor, on local and global scale. 
  Objectives are specific result of the plan of company, for revenue, goals and how to achieve them. Every business has numeric goals for growth in different markets, attracting more customers and present new products on the market. For achieving these goals, they should be limited for avoiding discouraging. 
  Segmentation, Targeting and Positioning is a strategic approach in modern marketing, to identify most valuable market segments. Market segmentation divide the customers into groups with common needs. With identifying the needs to each group will lead to huge advantage over competitors. The ways to segment the target market are Demographic, such as gender, ethnicity, and age. Geographic – country, city or neighbourhood. Psychographic such as lifestyle and values, and Behavioural – how is used the product, loyalty and benefits for customers. From segmentation is understood which target group customers are more attractive.  Analysing which of the groups contribute more or have potential growth. The last step is Positioning, that identify the position of the product, to target most valuable customers. Analysing the competitors and what is the position of offering. Creating a value for meeting the customer’s expectations and requirements with marketing campaign. The main point is for creating a better product from competitors and attracting bigger audience. 
  Marketing mix is marketing activity to satisfy customers needs. Including Product, Price, Place, Promotion and additional elements People, Process and Physical Evidence, these elements are helping to meet the challenges in marketing services. Price – is it meets customer needs, is it over the existing competitor products, is it needs improving or transformation? With these questions can analyse the current position. Price – the importance of the right price to cover all costs and in the same time to generate profits. Analysing customers, competitors, and demand of product. Place – analysing the location where customers will purchase – online or physical stores. Location is important part from distribution, storage and transportation. Promotion – this is the way of communicating with customers to create an interest with choosing the correct media to reach the target audiences. People – hiring employees with the ability to create a relationship with customers. Providing correct training, information, knowledge for the organisation will lead to high performance and satisfied customers. Process – the processes from ordering a product, customers enquire, using technologies for improvements and generating reviews for better customer experience. Physical Evidence – provides evidences of the quality of product or services that company offering. For example, one restaurant has physical evidences like staff uniforms, menus and customers reviews that indicates the experience. 
  Implementation is strategy that helps to make the plans into processes, with realistic expectations, creating plans, adapt skills and resources, put deadlines, monitor the progress, make changes for organisation and producing the expected results. 
  Marketing control is important part of effective working, for achieving marketing activities and objectives. Control can prevent mistakes, ensure that every step is under control with setting standards and measuring the results.  

3. PESTLE ANALYSIS 
  PESTLE analysis of Louis Vuitton analyses the brand on business tactics and examines the various external factors like Political, Economic, Social, Technological, which impacts its business along with Legal and Environmental factors. It is a framework that helps to Louis Vuitton to understand market dynamics and improve the business continuously.
3.1 POLITICAL FACTORS 
  Most of the countries where Louis Vuitton has its presence seems to doing well on Political Stability Index. United Kingdom decision to exiting of European Union, can have a long-term consequence to the brand with high import duties on the products. For example, China charges high import duties and that lead to significant price difference from the other nations. Customers will prefer to purchase the product from foreign country for lower amount. The best strategy for Louis Vuitton is to progress on those markets which attract more tourist and should not open stores in country with high level of terrorism. During the pandemic and the political decision of lockdown, Louis Vuitton was forced to close all physical stores, and that affected the profits.
3.2 ECONOMIC FACTORS 
 Economic factors include the stage of economy of the country, taxation rate, inflation rate, interest rate and consumer income. The performance of Louis Vuitton in France is connected with the performance of France’s economy, the built and increasing globalization, helps to the brand to reach more global markets. The factor that affects mostly luxury brand is the increase of household’s disposable income, the households have more money to spend for fashion, which will increase revenues and profits. That was negative factor during the health crisis with Coronavirus, that caused high inflation and slowdown the economy growth and the people do not spend a lot of money for fashion needs. There are many countries with high luxury tax on brand like Louis Vuitton and that create price difference in the different markets. Louis Vuitton should invest in countries that can provide cheap labour, to reduce the costs and become a source of huge profits. 
3.3 SOCIAL FACTORS 
 Louis Vuitton has a big advantage, because of the roots of the company are in France. People believes and trade the French luxury goods more than other countries. In 21st century, customers are more informed about materials, fabrics, working conditions, recycling and social initiative more than ever before. That leading to customers expectations for low prices and personalized products. With good research of all social factors like norms, gender roles, culture, demographics, traditions and leisure interests. Will helping for better understanding of doing business and customer preferences.

3.4 TECHNOLOGICAL FACTORS 
 Technological factor was the most important factor during the COVID-19 pandemic that led to selling only at Louis Vuitton’s website. Online shopping has completely changed the luxury brand and improving the communication with customers with designing attractive on-line platform and customers’ service. Now luxury brand is investing more for newest technological advances. For Louis Vuitton the latest technology is reducing servicing and production costs. With the growth of using technologies and online shopping, that can be helpful for the brand to collect data and understand customers interests and preferences. Technology, also helping for developing new products faster for bigger range of products. 
3.4 ENVIRONMENTAL FACTOR 
 Sustainability and environmental factors are becoming critical for the luxury brand. The COVID-19 crisis has made people even more aware of the need to protect environment, and they expect action (LVMH,2020). Louis Vuitton has new initiative called “LIFE 360”, for reducing greenhouse gas emissions, fostering product circularity, measured water and carbon footprints to identify the issues. The mission of the company is to create a “products that are in harmony with nature” (LVMH,2020). Waste management, especially for Louis Vuitton is important, because France government has strict norms. The change in climate also adding cost of operations of the supply chain and must to invest more to make it flexible. Customers put environmental factors at the centre of Louis Vuitton strategy and expecting to create innovations for environmental protection. 
3.5 LEGAL FACTORS 
 Louis Vuitton must to consider the following factors before entering in new international market, such as intellectual property rights protection, discrimination laws, data protection laws and copyright laws. The most important factor for the brand is counterfeiting, according to Louis Vuitton’s Intellectual Property Department is managing more than 12,000 intellectual property rights designs and copyrights, with the support of 250 agents around the world. The fight against counterfeiting is to protecting brand in interests of customers. 
 The positives of macro environment on Louis Vuitton are the strong position and power on the market, higher income with potential new customers, fast growing e-commerce with the investment in new technologies and the changes for environmental protection. 
 The negatives are the increasing of costs in local and foreign market, continuing inflation cause customers pretentions on lower price and not buying luxury goods, the level of counterfeiting is high and can affect the brand value. 
4. PORTER’S FIVE MODEL 
 This model can help to Louis Vuitton to understand competitive positioning and to make strategically decisions to improve the performance of the brand and ensure long-term survival.
4.1 THREAT OF ENTRY- LOW
  The barrier for new entrant in this industry is high, especially in luxury sector, where to entry is need capital and high investments. The loyalty of the Louis Vuitton’s customers for quality and product services is unbeatable and new entrant cannot be compatible for s short period of time. New entrants are mainly by new designers of new brands and normally they are successful, and this can create a threat for Louis Vuitton. But the customers looking after the established name, which make the threat less significant. During the pandemic, internet business came popular, and do not have so high barrier of entry, it is easier for new players to sell products online.    
4.2 THREAT OF SUBSTITUTES – HIGH  
 Threat of substitutes are relatively high, with many other luxury products such as PRADA, DIOR, HERMES and ARMANI, which are the main competitors for Louis Vuitton. The main threat for the company is counterfeit, especially for the monogramed, but is hard to earn on the market, because the customers of the brand are well-knowledge an the differences. Louis Vuitton emphasis uniqueness of products and services, and attract capable employees to have better value chain and distribution to reach the final consumer. 
4.3 INDUTRY RIVALRY – MODERATE 
 The competitors in this industry are high, but there is not competition on price, it is for quality and design, as well as on the ability for attracting the right designers. Louis Vuitton has many opponents in the luxury brand industry such as CHANEL, VERSACE, HERMES, GUCCI, PRADA, BURBERRY and so on. The rising competition on the market of handbags and accessories is an overriding concern for Louis Vuitton’s products. The company have transformational strategy into a global lifestyle brand in accessories. Increased private label offerings by wholesale customers also increase the competition. 
4.4 BARGAINING POWER OF SUPPLIERS – LOW 
For Louis Vuitton power of suppliers is low, because the company purchase raw materials from suppliers and with this method lower the loss marking and create economies of sale. Louis Vuitton working in the luxury goods and the brand require specific materials, such as leather and fabric with high quality. The suppliers for this type of products are less, like that the company will have control on quality of end-product and price. 
4.5 BARGAINING POWER OF BUYERS – MODERATE
 Louis Vuitton sells through direct channel to customers, in Louis Vuitton’s stores and their bargaining power is limited. The brand is positioned as an exclusive luxury brand and enjoys strong brand recognition and reputation for the high quality of the products. The bargaining power of buyers is moderate, but maybe will be low in the future, with the rising competition on the luxury market. 
With Porter’s Five Model, Louis Vuitton can determine the industry attractiveness, can make effective entry and exit decisions and assess the influence of these forces on the business and competitors. The model shows that the luxury goods industry is very distinctive sector with global capabilities. 
5. SWOT ANALYSIS 
 5.1 STRENGHTS 
  Louis Vuitton has unbeatable brand and global presence with strong quality of products that customers willingly pay more. The brand is with high level of recognition and brand value. That is result from the collaboration with the best designers, who create unique product with latest fashion style. The customers are loyal, they are always satisfied and wear the clothes created with class. 
5.2 WEAKNESSES 
 The focus on exclusivity makes Louis Vuitton’s patent and copyrighting most of their designs and rely on centralized decision making, that push down the morale. The brand has the French in style and design and it is less to trends in foreign countries. Japan is one of the biggest market of Louis Vuitton and around 85% of the women owned brands products, that reduce the ability of the company to work on other markets. The brand has a niche market, the basic product offering from Louis Vuitton costs about £1500, and make it impossible for masses to purchase. Counterfeiting hurts the sales and affect the reputation of the brand. The company has limited channels of distribution – only from Louis Vuitton’s stores. 
5.3 OPPORTUNITIES 
 The brand can renovate and try to attract more customers. Louis Vuitton can make strategic collaborations with other companies that have the same segment. Growing the potential in Asia, especially in China and India. To contribute in more top lifestyles events, hotel chains, and fashion houses to boost the business. Louis Vuitton has huge opportunity on global market and with indication for higher disposable income, can lead to cover the demand of luxury goods. 
5.4 THREATS 
 Since the start of Coronavirus crisis, the world is on global recession and financial crisis. There is escalation in popularity of substitute fashion products. The increasing of competition can lead in decline of sales. Counterfeit all around the world affects Louis Vuitton with negative image. Government policies and international trade can cause a slowdown in the operations. The ability of Louis Vuitton to creates exclusive merchandise, they would need to customize for individual cultures. 
From the SWOT Analysis can be concluded that the brand is doing well in the luxury market, with long-term strategies, but there are certain threats can affect the growth of the company. The amazing brand is already on the top of luxury goods, but to sustain their position they need to focus on their SWOT Analysis. 

6.MARKETING MIX ELEMENTS 
6.1 PRODUCT 
 Louis Vuitton is a premium luxury brand, makes pure leather products and creating designs that are not easily imitable. The brand offers the customers with handmade products and avoids machine made. Louis Vuitton has the finest designers, that create unique products, also all designs are registered to not be easily imitated. The fashion house makes superior bags, clothes, shoes and watches. The brand also has range of products, such as jewellery, wallets, scarves, passport covers, eyewear, perfumes, belts and so on. During the pandemic, Louis Vuitton managed to thrive the business globally, after primary difficulties. 
6.2 PRICE 
 Louis Vuitton customers recognize the products as high value products, and they willingly pay more. The designs with special attention and quality of the materials, the costs price is very high. The target of the brand is elite class customers and using premium pricing policy. Louis Vuitton is a style, because of that, customers paying sky-high prices. 
6.3 PLACE 
Louis Vuitton’s products are not selling at any departmental stores, only at company stores. At the stores are highly remarkable sales persons, that are trained how to treat the customer with greatest care. The treat is with high warmth and they providing personalised attention. Louis Vuitton have limited stores and that leading the customers with pleasure to walk up to stores. With this strategy, Louis Vuitton reduces the costs of distribution, because the channel is shorter. 
6.4 PROMOTION 
Louis Vuitton inviting and employs famous actors, models and musicians in their marketing campaign. Some of the well-known famous celebrities are Angelina Jolie, Jennifer Lopez, Kate Moss and so on. The brand is involved in high-profile campaigns, attended by the most elite members of society, that is the target of the company. Louis Vuitton found new channels to run advertisements, especially in Coronavirus crisis, the brand runs ads on Facebook and Instagram. Louis Vuitton’s Facebook page has around 24 million followers, and Instagram account more than 45 million followers. The brand does not use television for advertising, the exclusiveness of Louis Vuitton, wants to be seen by a certain class of people. 
7. CONCLUSION AND RECOMMENDATIONS 
  Louis Vuitton is lifestyle brand and is the most desirable luxury brand in the world. The brand does not need a complicated advertising strategy, because the products speak for themselves. Louis Vuitton is the most valuable brand and toward goods values in customers. The biggest challenge for the brand was during the pandemic with disrupting the profits and retailing, that was impacted by the restrictions on international travel. The United States and Asia are recovering faster, while Europe is still affected from the crisis due to impact of store closures across the countries. During the pandemic the consumers change the behaviour in online shopping, Louis Vuitton must to invest more and take the opportunity to growth online business. The brand must to take this opportunity and to invest more into online platform, that will help for better understanding of customer needs. Also, Louis Vuitton must to invest more in Research and Development Sectors, to cover the growing competitors. The brand should be more innovative and transformable to attract another target of customers. 
Louis Vuitton has numerous strengths that cover the weaknesses and protect the high level of loyalty in customers. The brand has more than a century of history, for the other companies will be hard to compete with them. 
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