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[bookmark: _Toc40388221][bookmark: _Toc40436237][bookmark: _Toc40451502][bookmark: _Toc40455971]Summary

Louis Vuitton has been the leading luxury brand worldwide, and the Chinese market sees a large amount of sales it has got from the Chinese market. However, the pandemic has brought huge damage to the Chinese economy which might influence the sales growth rate in China. This essay is going to analyse the commercial environment with SOSTAC and provide suggestions to Louis Vuitton China. Under pandemic, the target for Louis Vuitton China in 2020 will be a 7% sales growth rate. The market mix of advertisement which will take up 40% of the whole budget, public relation which will take up 30% and direct selling which will take up 15% is going to be used to achieve the target. In addition to that, the rest 15% of the budget is for dealing with unpredicted crisis and opportunities. Young consumers are always the targeting market because they are price-conscious and like to chase after a fashion. However, Chinese consumers are becoming harder and harder to predict. They like fresh things but not too bold; they value the product but trust influencers more; they can brace the world but also patriotic. Thus, Louise Vuitton needs to spend more effort on attracting consumers. vintage-style products will be produced, and vintage fashion is going to be the theme of the market campaign this year. The Cooperation with celebrities and influencers and different fashion brands will be important for its promotion. More living stream show will be run to communicate with customers in a better way, with drawing a lesson from the failure of the last living stream show.





[bookmark: OLE_LINK18][bookmark: OLE_LINK19][bookmark: OLE_LINK20][bookmark: _Toc40451504][bookmark: _Toc40455972][bookmark: OLE_LINK21][bookmark: OLE_LINK22]Chapter 1 Introduction 

Louis Vuitton, also known as Louis Vuitton Malletier or shortened to LV, is a division of LVMH.  As a renowned French luxury company with a long history since its creation in 1987. It is considered as the world's most valuable luxury brand and the brand value is $39.3 billion (Forbes 2019). Louis Vuitton, as the international luxury pioneer, does not only sell products but leads the worldwide fashion trend. Although it has already achieved a high position in the luxury industry, making a proper marketing plan is still vital for Louis Vuitton to maintain the current customers and attract more customers. The global market is a quite complex market since customers are from different counties with different backgrounds, culture, lifestyles and tastes. Picking one branch would be a better choice and the analyses would be more specific. China has become a very promising luxury market for luxury retailers. Chinese consumers are estimated to contribute almost two-thirds of global growth in luxury spending (Mckinsey, 2019). Therefore, Louis Vuitton China will be the chosen organisation.

Under the specific global pandemic—Coronavirus, every organisation is trying to find out their own way to approach and impress customers.  It is a challenge but also an opportunity to build brand image and expand market share. This report is going to analyse the external and internal environments of the current Chinese market for Louis Vuitton with SOSTAC model and provide recommendations for the further marketing plan in China.


[bookmark: _Toc40451505][bookmark: _Toc40455973]Chapter 2 Analysis of SOSTAC

Saunders et al (1996) believe marketing planning is all rational, incremental and intuitive processes and guide an organiser’s marketing to its future. Bijmolt et al. (1996) demonstrate Successful strategic marketing planning is the one which uses the appropriate analytical model. SOSTAC is a marketing model developed by PR Smith in the 1990s (Smith, 2015) It is the combination of Smith's six fundamental elements of marketing: situation, objectives, strategy, tactics, action and control.  It can be used in planning different plans, such as marketing communications, advertising plans, organisation plans etc. (Chaffey et al., 2013). Smith and Taylor (2004) demonstrate that every element in the SOSTAC model is not separate and every single element is related to the rest of them. However, there might be some overlaps during different stage which will be reconsidered and redefined in the implementation of the next procedures (Smith, 2015).

[bookmark: OLE_LINK115][bookmark: OLE_LINK116]The structure of SOSTAC model is logic and clear. Following the model, marketers begin with an in-depth situation analysis, and then make the subsequent strategy and tactics according to the external and internal environment to make sure that the plan is more appropriate and applicable. When compared with another commonly used model in business analysis--SWOT, SOSTAC not only helps marketers to analyse the industrial and individual commercial environment but also guides the process of implementation (Hawkey, 2020).

[bookmark: _Toc40451506][bookmark: _Toc40455974][bookmark: OLE_LINK120][bookmark: OLE_LINK121]2.1 Situation

[bookmark: OLE_LINK14][bookmark: OLE_LINK15]Smith (2015) defines situation analysis as a question -- where are we now?  It is the first part of the marketing plan. Situation analysis gives the marketer a clear vision of the position of the organisation in the industry. Commercial situation analysis includes external analysis and internal analysis. SWOT would be a proper tool to analyse both external and internal situation of an organisation, which includes four elements: strengths, weaknesses, opportunities and threats. Among the four elements, “strengths” and “weaknesses” will be used to value the internal environment, while “opportunities” and “threats” will be used to access the external environment. Additionally, due to the complex macro and microenvironments, PESTEL will be used to help to analyse opportunities and threats in Political, Economic, Sociocultural, Technological, Environmental and Legal areas.

[bookmark: _Toc40451507][bookmark: _Toc40455975]2.1.1 Political Environment

Situation analyses begin with the Chinese macro commercial environment, followed by Chinese luxury industry environment and finally Louis Vuitton’s internal environment. From the political environment, a different country has a different political system. Chinese political system is different from most of the other counties in the world. China is run by a single party (Sigley, 2006). This requests the organisations to respect Chinese governments’ beliefs on some controversial issues, such as one-China policy. Otherwise, the brands will not only irritate the Chinese government but also consumers. For example, the competitor of Louis Vuitton, Versace’s T-shirt’s image appeared to imply that Hong Kong and Macau were independent territories. Chinese consumers criticised Versace fiercely because they thought did not adhere to China's territorial claims and hurt their feelings. The incidents end up with the apology from Versace (BBC, 2019).  In the Chinese market, the political issue is the one that should never be touched.

[bookmark: _Toc40451508][bookmark: _Toc40455976]2.1.2 Economic Environment

From the economic environment, China government has slowed the economic growth rate in the past years (BBC, 2009), however, the consumers’ passion to luxury is still quite strong. However, the Coronavirus pandemic has brought devastating hurt to the Chinese economy. After experiencing two-months lockdown, China’s economy shrank 6.8% in the first three months of 2020, and many employees have been reduced income or even fired (The Guardian, 2020). This means that consumers’ budget would be tighter, which will damage the luxury industry. LVMH, the parent company of Louis Vuitton, is reported that the sales dropped 15% in the first quarter compared to the same period in 2019, but Louis Vuitton, as its major brand, still performs well even in pandemic (Jing Daily, 2020).

At the same time, the live-streaming industry has emerged and become an important platform for the recovery of the economy during the epidemic. One campaign of live-streaming sales in only one province made 17.9 million yuan ($2.5 million) for one hour (BBC, 2020). the live-streaming industry will be further analysed in the technological environment.

[bookmark: _Toc40451509][bookmark: _Toc40455977][bookmark: OLE_LINK76][bookmark: OLE_LINK77][bookmark: OLE_LINK148][bookmark: OLE_LINK149][bookmark: OLE_LINK55]2.1.3 Sociocultural Environment

China is a huge market with different customers from different values, backgrounds, lifestyle etc. Young consumers have already been the main customers in China (Mckinsey, 2019). But a big number of them are still conservative. American scholar found that social formation can also sharp consumers’ shopping behaviours. Consumers who grow up in a collectivistic society is more likely not to differentiate themselves with others (Obukhova et al., 2014). Tai, Yang and Liu (2013) found that "snob effect" and "bandwagon effect " play dominant roles psychologically in Chinese young consumers’ decision-making process. They want luxury out of "snob effect", but do not want to be too unique out of "bandwagon effect ". Chinese consumers might click “like” on social media for some bold designing, but still do not purchase them. What influencers and celebrity wear is always sold out quickly.

[bookmark: _Toc40451510][bookmark: _Toc40455978][bookmark: OLE_LINK56][bookmark: OLE_LINK73]2.1.4 Technological Environment

[bookmark: _Toc40451511]Taobao, the sub-company from E-commerce giant Alibaba, started a new shopping model: live-streaming shopping and successfully sharps Chinese consumers’ purchasing behaviours. As the new purchasing model starter, Taobao sees the largest number of live-streaming sales. In February 2020, Taobao saw a growth rate of 719% in new sellers across China in the pandemic. Live streaming is considered to bring hope and new opportunities to the Chinese market.

Savvy marketers have already turned to live-streaming platforms such as Douyin (the equivalent of TikTok in China) and Kuaishou.  Interestingly, so far the luxury industry uses live streaming to sell makeups online, but not leather items or clothes. This is because the characteristic of luxury which is set to be hard to be accessed. In March 2020 Louis Vuitton hosted a live streaming session on Little Red Book with 880,000 views for the first time after entering the Chinese market 30 years ago, which is a huge breakthrough for a luxury brand (SCMP, 2020). At the same time, its competitor Gucci sets up a Tiktok account to promote the product, which is a threat for Louise Vuitton as well.

[bookmark: _Toc40455979]2.1.5 Environmental Environment

Environmental Factors is becoming more and more important for Chinese consumers in recent years. The term “sustainability” has been introduced to and accepted by more intelligent young consumers with high income, who are conscious of protecting the environment and who might have experiences of studying or working abroad. Sustainability is extremely vital for the high-end luxury industry since it shows the responsibility and ethic of a brand which will influence the brand image. Vintage luxury considered as sustainable and eco-fashionable (Beard, 2008) with has become more and more popular in Chinese fashion industry（Smith，2011）, which only costs 1/3 or even less, which is a challenge for Chinese luxury market as well.

[bookmark: _Toc40451512][bookmark: _Toc40455980]2.1.6 Legal Environment

The legal environment in China is not quite strict to the fake product of the luxury brand, which decreases the sales of the whole Chinese luxury industry. The reason that the government loosely regulates the fake industry is that this industry earns a huge profit (Lin, 2011). Fake product industry brings jobs and financial income to the local city and in some area, it even becomes the pillar industry. This does not hurt the Chinese luxury industry massively. Firstly, the target customers are different from fake products. Secondly, luxury stores offer exceptional services and located in a fancy location, which cannot be replaced by fake products that are normally sold through social media platforms.

[bookmark: _Toc40451513][bookmark: _Toc40455981][bookmark: OLE_LINK4][bookmark: OLE_LINK5][bookmark: OLE_LINK2][bookmark: OLE_LINK3]2.1.7 Strengths of Louis Vuitton

Firstly, the most important strength of Louis Vuitton is quite obvious: brand awareness. As the chart shows, more than half of the traffic is from direct search, which means most customers search LV, the brand itself, instead of specific products (Daxueconsulting, 2020). Louis Vuitton’s market strategy has successfully improved its brand awareness. Secondly, the designing and quality of the products are one of the best in the world. The products are popular among all ages. The most classic old goods are becoming a new hit again due to best the designing team in the world.

[image: ]

Chart 1 Traffic source of Louis Vuitton China website (Daxueconsulting, 2020)

Thirdly, Louise Vuitton is good at taking advantage of the crisis to do crisis marketing. When pandemic happened in China, Louis Vuitton donated money to support Chinese people to build brand image and ethicality. Same as when the pandemic happened in France, it produced hand sanitizer at three of its perfume and cosmetics factories for distribution to French hospitals (Mintel, 2020).

[bookmark: _Toc40451514][bookmark: _Toc40455982][bookmark: OLE_LINK63][bookmark: OLE_LINK64][bookmark: OLE_LINK78][bookmark: OLE_LINK151][bookmark: OLE_LINK6][bookmark: OLE_LINK7][bookmark: OLE_LINK165]2.1.8 Weaknesses of Louis Vuitton

Louise Vuitton’s biggest weakness is that it reads Chinese consumers not quite accurately. Firstly, Louis Vuitton planned to catch the new trend: live-streaming shopping. However, As one of the most authentic Chinses advertising websites Digitailing (2020) shows, Louis Vuitton did not know how live-stream industry work, which is commented by consumers that the decoration of the live setting and the style of the influencers look very cheap, and the whole process was very struggling. As we can see from the failure of the live stream, Louis Vuitton, like many other luxury brands, is arrogant to the Chinese market because they still think that they know Chinese consumers well. However, Chinese consumers are becoming pickier and pickier to luxuries and begin to require more other than only a product, such as culture and excellent designing instead of a massive logo. 

Secondly, Louis Vuitton cannot lead to fashion as well as before. Because street fashion has been fading in the recent in the fashion industry, but Louis Vuitton is still producing and promoting streetwear and goods. It does not take good advantage of the hot monogram-pattern products to design more vintage style items.

[bookmark: _Toc40451515][bookmark: _Toc40455983][bookmark: OLE_LINK130][bookmark: OLE_LINK131]2.2 Objectives

Objectives lead to better performance, more sales and more market share (Greenley and Oktemgiland, 1996). Objectives are “where do we want to go”. Before making objectives, marketers should know that “why do we want to go”, which requires marketers to analyse the commercial environment above at first (Chaffey et al., 2013). Drummond et al. (2007) suggest that a short-term objective for 12-month is more likely to drive the implementation. Therefore, an objective for the whole of 2020 will be made. The prior Chinese market analysis shows that some of the target Chinese consumers now firstly, do not have enough financial capacity to purchase luxury goods; secondly, are not ready to attend big promote campaign physically because of the fear to the pandemic; thirdly, are more frequent to use social media platforms to know about and purchase product.

Model SMART will be used through the process to make the objectives. SMART represents special, measurable, achievable realistic and times respectively. It is better that the objective can be as detailed as possible, thus it can be used to value the process of the work weekly, monthly and seasonally. 

In the second quarter of the financial year 2019, LVMH Group ’s sales increased by 10%. Facing the global pandemic, Louis Vuitton’s market objective is not going to make aggressive objectives but keeping a stable growth rate. Still, a pandemic cannot be ignored, the sales growth should be 7%, which can be measured and achievable in 2020. 7% can be measured by number through transactions and will not give the employees too much pressure. Besides, 7% is relevant and time-bound to every employee. For example, the target for a sale associate in a physical store will be noticed that each day, his or her target is 7% more than last year. At the same time, Louis Vuitton is going to continue to build a brand image on social media marketing to attract potential consumers after the pandemic.

[bookmark: _Toc40451516][bookmark: _Toc40455984][bookmark: OLE_LINK132][bookmark: OLE_LINK133]2.3 Strategy

The strategy suggests “how do we get there” (Smith, 2015). Drummond et al. (2007) believe that strategy is an important part of success in the modern business world, and an implemented strategy can reduce the problems and complexity of business tasks. In a word, the strategy is a way of using a mix of techniques to meet consumers need. 7P will be used to make a strategic marketing plan, which combines product, price, place, promotion, people, physical evidence and process. 

For product factor, Drummond et al. (2007) note that product innovation and service are the most important elements for a product. As for the popularity of the vintage product, the new vintage-style product with the classic Louis Vuitton monogram pattern should be produced and promoted in the vintage trend. Facing the spread of fake product, Louis Vuitton is going to distinguish itself by adding extra value by providing more considerate customers services to increase customer loyalty. Therefore, the quality of the sales associates is supposed to be improved by the training staff.

For price factor, Louise Vuitton has raised the price the 2nd time since March 2020. Raising the price again is not a proper way to attract more consumers. Thus, the price will stay stable for the rest of this year. Since the vintage version of luxury is a hit now, more re-designed vintage Louis Vuitton can be produced to attract a large number of customers. Raising the price of original products might not be that acceptable by consumers, however, launching new items with higher price makes more sense.

For place factor, the channels will influence the if marketing campaign can be well received and operated. This reminds the marketers to do the specific market segmentation and then choose related channel according to the target market. As mentioned before, based on young consumers as the targeting market, online marketing is a priority. As we can see from chart 2 that almost 52% traffic are from a search website, almost 26% are from direct search and almost 12% are from the display, which is the main channels so far.  However, referrals and social are becoming more and more popular these days, even if the figures are not that obvious in the chart. This is because as for referrals and social, even though consumers are attracted by a product, they will still value the product for a long time due to the high cost and then go to the official website or search engine directly. Besides, direct and search has already been invested before. Thus, in the market plan, referrals and social will be better utilized. The display will be further developed as well. Interestingly, no matter social or display are all operated through social media platforms, such as Weibo and Douban.  The new trendy channels like Tiktok and Little Red Book will be included in as well.

[image: ]
Chart 2 Traffic Sources to Louis Vuitton Chinese Website (Similarweb, 2020)

In the promotion factor, Louise Vuitton’s classic monogram-pattern product is a hit this year, marketers combine trendy vintage style with products no matter in the online promotion or physical promotion. Marketers need to tell a good story with vintage-style videos, exhibitions or pop-up stores. Besides, the online promotion will be the main promotion way due to pandemic. Popular social media platforms such as WeChat, Weibo, Tiktok and Little Red Book can be used to do online walk shows and online exhibitions to drive more metrics. 

For people factor, young consumers are always the main target consumers. They are less price-conscious and are willing to spend money to follow the trend (Lian, 2010). Keeping focusing on social media platforms and influencer is the main way for them to get information about fashion. According to the socio-cultural and political environment in China, the advertisement should be done by focusing more on the product and culture itself and being conservative about the bold advertisement or political issues. Besides, McDonald (2006) points out that people also suggests employees, a successful company always cares about the employees as much as customers.

For physical evidence factor, the logo of Louis Vuitton has already been very obvious already physically, but there are some other ways can be done to create a better purchasing atmosphere and improve brand image. The quality of sales associates, the decoration of the shop, the service of either queuing for getting in the shop or dealing with exchange or refund requirement etc are all the important for consumers’ experience which will bring link sale. Besides, pop up store can be considered as a way to get young consumers to attract as well. Because young people like to get involved in the activities (Lian, 2010). The limited-time attribute of pop-up stores stimulates consumers to feel, try and buy, and the unique decoration gives consumers a fresh consumption experience and rebuilds the brand's awareness 

For the process factor, Louis Vuitton must supervise, regulate and control the whole process in order to achieve the best marketing results. In short, process control can be divided into plan control, efficiency control and strategic control (Smith, 2015). “people” is the element that marketers cannot control no matter the employees or customers. This requires the marketer to always keep an eye on the detail and any changes in the whole process.

[bookmark: _Toc40451517][bookmark: _Toc40455985][bookmark: OLE_LINK316][bookmark: OLE_LINK317]2.4 Tactics

Although Drummond et al. (2007) believe that tactics are no difference from strategy, in this section, more detailed tactics will be introduced to the market plan, including marketing mix and comms mix(Smith, 2015). Louis Vuitton will apply advertising, public relation and direct selling. The branch of Louis Vuitton in China is not big enough to execute all tactics, thus excellent agencies will be picked to help it.

The budget of advertising will be 40% of the annual budget, which will be used to make new video advertisement, pay for an endorsement, organise creative activities including exhibitions and pop up stores,  pop up shows and sponsorship different famous social media platforms, such as Little Red Book, Tiktok, WeChat, Weibo etc.

The budget of public relation will be 30% of the annual budget. Although public relation now has already been quite important for a brand, a good public relation would be done by clients voluntarily instead of paying for advertising article (Gregory,2000). Public relation for Louis Vuitton includes cooperating with another fashion brand, cooperating with influencers and celebrities, organizing VIP activities. Cooperating with influencers is the newest and most popular way to build brand image and drive sales so far. As a luxury brand, LV should cooperate with influencers who have good taste and excellent education background instead of young hot icons. Exhibition held in the famous art museum or gallery about the vintage culture of Louis Vuitton with related affordable souvenir can also be an excellent way to promote the market.

15% will be used on direct selling of the annual budget. This includes the maintenance and improvement of the physical store and online website. Another 15% of the annual budget will be used for an extra cost (Greenley et al., 2004). If unpredicted opportunities arise, marketers have the slack to form responding market strategy (Evans, 1991), to take good advantage of the new opportunities more promptly than the competitors (Greenley et al., 2004). Actually, in this market plan, 10% is not only prepared for unpredicted opportunities, but also for the unpredicted crisis.

Price promotion will never be used in the luxury industry. The marketer should access target consumers in strategy but make it less accessible in price to keep the value of luxury.

[bookmark: _Toc40451518][bookmark: _Toc40455986]2.5 Action 

Action gives marketers guidance of “who does what + tips/techniques”. Action equals to implementation. Strategies and tactics must end up with work, which can be carried out and checked (Smith, 2015). Stubbs (2006) noted that poor execution takes up 40% of the marketing budget. This is a waste of time and money. Besides, Lane and Clewes (2000) found that compared to developing the strategy, gaining commitment for the implementation of a marketing plan is much more problematic, and marketers should concentrate on implementation equally as on writing the marketing plan. They also summarised the academic theory for practical implementation activities from Piercy (1997), Simkin (1996) and Hussey (1997).

[image: ]
Table 3 Practical implementation activities (Lane and Clewes, 2000)

When the marketing plan is executed, marketers are supposed to make sure every step is done through accurate valuation. Combing Hussey (1997)’s model, an example of picking a celebrity for Louis Vuitton to do the endorsement will be used with the steps mentioned in table 3.

In envisioning step, when selecting celebrity to do the endorsement, all the related employees in advertisement department should attend the meeting and the department head should explain the task to every employee, such as what kind of celebrity Louis Vuitton wants to cooperate with and what achievements Louis Vuitton wants to get. In activating step, different opinions are raised up. Employees are free to share their understandings and provide suggestions. In the supporting step, some celebrities are in the waiting list, employees should make efforts to do background investigation before signing the contract with the celebrity. This requires them to help and support each other. Firstly, the reputation of the celebrity must be considered as a priority, in case any scandals will be reported during the contract time which will damage Louis Vuitton’s brand image. Additionally, once a celebrity is founded that he/she has promoted any poor-quality products or involved in some controversial issues, their endorsement will not be trustworthy for consumers.  Secondly, the celebrity should not have already endorsed for the competitors before, which will confuse consumers and mess up Louis Vuitton with competitors. Thirdly, marketers should reconsider if the celebrity fits the brand if his/her followers have the financial capacity for luxury and are if the potential consumers who are not his/or followers would accept the endorsement. Then pick the most proper one. In installing step, the employees should make a plan about the endorsement fee that Louis Vuitton could offer, activities the celebrity should attend, blogs the celebrity should post and the items the celebrity should use in public etc. In ensuring step, the feedback quantitative data, such as sales and website metrics, will be received. In recognizing step, adjustment for the negative or positive result will be made by the marketers to achieve the target. These steps can also be adaptable in choosing the influencers from Weibo/ Little Red Book or picking WeChat official promotion account.

[bookmark: _Toc40451519][bookmark: _Toc40455987]2.6 Control

Asian marketing changes at a fast speed (Kotler et al., 2012). Control is a vital part of the whole process, which will tell the marketer “how do we know are getting there?”. Control gives a feedback loop, which begins with supervising if the objectives are achieved. And then markers will find the problems and make responding changes in the strategies, actions and tactics. In the process, the objectives will be measured and reviewed in this section. Performance measurement will be used through data in each day, week, month and quarter (Smith, 2015).  Take the same example from celebrity and influencer endorsement, after signing the contract, the celebrities and influencers are supposed to promote the products. The metrics from different influencers should be measured every day by CRM. If the data is unstable, which is relatively bigger or smaller, marketers should find out the reason and adjust the problem with solutions. For example, Louis Vuitton’s first live-stream show in Little Red Book was not very successful, even the videos about it were deleted by the public relation department. Looking back to the video, it is not difficult to find out the problems. Firstly, the decorations of the live streaming room are quite simple in a street-fashion way, which can be replaced by vintage style. Secondly, the celebrity is a new hot icon without too many cultural backgrounds who cannot express the value and the culture of the product quite well. Thirdly, Louis Vuitton does not prepare enough for the first living stream, no matter on the structure of the whole process or the choice of the celebrities. Marketers can arrange another life to make up the weaknesses. Firstly, set a classic vintage style room, in which Japanese vintage shop can be a good reference. Secondly, invite well-known and knowledgeable celebrities the brand and fashion, such as Yuanquan. Thirdly, ask an experienced host who knows how to play living stream game to participate to make sure that everything goes well.













[bookmark: _Toc40281829][bookmark: _Toc40451520][bookmark: _Toc40455988]Chapter 3 Conclusion

Louis Vuitton has been one of the top luxury brands now in China. However, a recent living stream show reveals its insufficient knowledge of the Chinese market. Although it had strong brand awareness and performed quite well in the last several years. But facing the economic recession caused by the global pandemic, finding out the weaknesses and solve them is the priority instead of keeping raising prices. The biggest weakness of Louis Vuitton is that they cannot read Chinese customers in a new sight. Chinese consumers are becoming harder and harder to predict. They like fresh things but not too bold; they value the product but trust influencers more; they can brace the world but also patriotic.

[bookmark: _Toc40281830][bookmark: _Toc40451521][bookmark: _Toc40455989]Chapter 4 Recommendations

According to the analysis of Chinese consumers and application of SOSTAC, some recommendations will be provided. Firstly, Louis Vuitton is supposed to show more the interests and respect to Chinese consumers. Secondly, using social media platforms to reach the customer is the most efficient way now. Take good advantage of social media to promote the product. Choose the proper celebrities, platforms and activities. Thirdly, keep fresh but not too much. Try more campaigns that customers can discuss and share online. Fourthly, focus on the market mix, combine advertising, public relation and direct selling together. Fifthly, do not raise price anymore in 2020. Raising price twice in two months as what it did recently is not a proper way to encourage purchasing. Sixthly, be always prepared for the recovery of the economy after the pandemic. Therefore, Louis Vuitton still needs to manage brand image during the pandemic.
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