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Executive summary
This report is all about the international market entry strategy and marketing mix of one of the most well-known fashion house brands, Louis Vuitton, in two different countries, namely South Korea and the UK. The concept of international expansion has been central to the growth of luxury brands, as demand for high-quality fashion products remains strong across various markets. The report compares the macro-environment using the PESTEL framework, segmentation, targeting, and positioning strategies, an international marketing mix analysis, and ethical issues and recommendations. As per both internal and external analysis, it is analysed that the brand structure of Louis Vuitton is efficient enough in enabling this brand to expand globally while maintaining brand exclusivity and control over its creative output. On the whole, this experience of evaluating business environments has served as a part of the learning process and professional development, as it promoted constant self-reflection and self-improvement. Such a structured approach enabled the research process to be structured in a logical manner and it has been subsequently possible to cover necessary analytical frameworks in context of Louis Vuitton in these comparative markets of South Korea and UK.
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[bookmark: _o54a21owcwdb][bookmark: _Toc224420030]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _4o6z5zp0putq][bookmark: _Toc224420031]1. Introduction
Louis Vuitton is among the most well-known luxury fashion brands worldwide and a symbol of heritage, craftsmanship, and exclusivity in the fashion industry. The business is part of the LVMH Group and specialises in luxury handbags, leather products, clothing, jewellery, and accessories. The brand has evolved over the last century into a global luxury giant with stores in key fashion cities and a strong presence in international markets. The two markets, South Korea and the United Kingdom, are among the most appealing to a luxury fashion firm. This has resulted in the emergence of a powerful luxury culture led by young buyers in South Korea, who have been influenced by social media and by limited disposable income. The United Kingdom is one of the most advanced luxury markets in Europe, with a well-developed retail base and high spending in fashion capital cities such as London, making it a leading tourist destination (MI, 2025).
Knowledge of international marketing strategies is especially essential in the luxury fashion industry, where brands must adapt their marketing mix to suit cultural preferences, economic conditions, and consumer behaviour across markets. It is imperative for luxury fashion businesses to retain brand exclusivity while also addressing local market characteristics in order to remain competitive in the market. This report analyses the international market entry strategy and marketing mix of the Louis Vuitton brand in South Korea and the United Kingdom. 

[bookmark: _wssube69ln5h][bookmark: _Toc224420032]2. Background of Louis Vuitton
Louis Vuitton is a luxury goods manufacturer founded in 1954 in Paris by Louis Vuitton, who produced high-quality travelling trunks. The brand's first and most notable product was the trunks with flattops that could be stacked more easily for transport (LV, 2026). The company diversified over time and expanded into other products, including handbags, accessories, clothing, and jewellery. Today, Louis Vuitton is a subsidiary of LVMH, the world's largest luxury conglomerate, which comprises over 75 luxury brands. Its mission is “The Art of Crafting Dreams” (LVMH, 2026). The group generated revenue of €86.2 billion in 2024, and Louis Vuitton is among the most lucrative brands in its portfolio (LVMH, 2025). The brand has created substantial global value, with brand value reaching approximately €26.3 billion in 2023 (Statista, 2026). In recent years, the company has recorded a market capitalisation exceeding €350 billion, indicating its presence in the luxury fashion industry (Macrotrends, 2025).
According to Phung (2025), the brand is organised within a centralised strategic framework with robust regional retail management, which enables global brand consistency and local market adjustments. In the late 12th century, Louis Vuitton expanded globally as luxury consumption increased worldwide. The brand, Louis Vuitton, was launched by Vuitton in Paris in 1854, wherein it opened flagship stores in London's fashion districts, such as Bond Street. Its presence in South Korea was, however, in between 1980-1990, with the first store in Seoul (Diderich, 2018). The increasing luxury spending among young consumers later made South Korea one of the most significant markets in Asia. South Korea has one of the highest per-capita rates of luxury spending worldwide and continues to attract luxury brands (MI, 2025).

[bookmark: _5wwwlr4qm9mo][bookmark: _Toc224420033]3. Comparative Analysis of Macroenvironment (PESTEL)
[bookmark: _232z6j6osrg7][bookmark: _Toc224420034]3.1 Overview of PESTEL Framework
The PESTEL framework is a strategic analysis tool used to examine macro-level external environmental factors that affect business operations. The model assesses the political, economic, social, technological, environmental, and legal forces that affect market opportunities and risks. As stated by Morrison (2025), the macro-environment is critical to international marketing strategies because conditions across countries differ and influence consumer behaviour, market-entry decisions, and marketing strategies.
	PESTEL Factor
	South Korea
	United Kingdom

	Political
	Stable democratic system; strong intellectual property protection; approximately stable luxury-goods import tariffs of 8–13%
	Stable political system; post-Brexit trade rules increased customs procedures; VAT on luxury goods 20%

	Economic
	The luxury goods market is valued at about $20–21 billion in 2025; growth rate approx. 6–7% annually
	The luxury fashion market is about $17.5 billion (2024), expected to reach $22 billion by 2030

	Social
	One of the highest luxuries spending per capita globally, with a strong influence of K-pop and social media
	London attracts over 30 million international tourists annually, and many luxury shoppers

	Technological
	Internet penetration 97%+; strong digital commerce adoption
	E-commerce contributes about 25% of luxury retail sales

	Environmental
	Increasing consumer demand for sustainable fashion, strong government sustainability policies
	Strong sustainability regulations and ESG reporting requirements in the fashion industry

	Legal
	Strict consumer protection laws and trademark protection
	Strong IP protection laws and strict advertising regulations


[bookmark: _Toc224420014]Table 1: PESTEL Analysis
(Source: Self-Developed)
[bookmark: _rauptjv1t712][bookmark: _Toc224420035]3.2 Political and Legal Factors
The international luxury markets are highly affected by political stability and government regulations. As per the analysis of Al-Tarawneh and Al-Badawi (2024), the UK is regarded as a developed economy, politically stable, with a robust legal system that safeguards intellectual property rights. Nevertheless, the regulations and customs governing luxury goods entering the UK market have changed due to Brexit. Such developments have increased import costs and the bureaucratic burden associated with the trade in luxury brands between Europe and the United Kingdom. Despite these obstacles, the UK remains one of the largest luxury markets in Europe. As per one of the market reports of Statista, the UK luxury fashion market generated approximately $17.5 billion annual revenue in 2024. It is further projected to grow at an annual rate of approximately 3.5% through 2030 (Statista, 2025). 
South Korea is also highly politically stable and has a supportive regulatory environment for international brands. The nation has developed favourable trade policies and robust consumer protection laws that support international fashion firms venturing into the country. The government has also helped in the development of digital commerce and international retail. Not only this, but South Korea's luxury goods market exceeded $20 billion in 2024 and continues to grow, driven by high domestic consumption and strong tourism demand (IMARC, 2025). A favourable regulatory climate and the growing demand for high-quality fashion items have consequently made South Korea a viable market for Louis Vuitton.
[bookmark: _r9xw20aaaiki][bookmark: _Toc224420036]3.3 Economic Factors
Economic conditions strongly affect luxury consumption patterns, as luxury goods depend on consumer purchasing power and disposable income. The UK is one of the most popular luxury markets in Europe, with substantial international tourism and consumer expenditure. The UK luxury fashion market may reach approximately USD 22 billion by 2030, with average annual growth supported by high disposable income levels among domestic consumers and tourists (MRF, 2025). Even higher growth in luxury consumption has been observed in South Korea over the past ten years. In South Korea, the luxury goods market is projected to reach approximately $21 billion by 2025 (Statista, 2025). Over the past few years, it has grown at an annual rate exceeding 6%. High consumer expenditure among millennials and Generation Z is one factor that has accelerated its growth. Digital commerce is another factor to consider in economics. It is also analysed that online luxury sales have grown substantially in recent years, with e-commerce sites accounting for over a quarter of total luxury purchases worldwide (ECDB, 2025). Such economic opportunities create favourable conditions for Louis Vuitton to expand its digital retail presence in the two markets.
[bookmark: _32wuxh3d2stq][bookmark: _Toc224420037]3.4 Social and Cultural Factors
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[bookmark: _Toc224420015]Figure 1: LV Instagram Page
(Source: Instagram, 2026)
Social and cultural influences are very strong on luxury consumption, as luxurious products tend to embody status, identity, and social prestige. South Korea is characterised by a culture of luxury, in which fashion brands symbolise social success and a modern way of life. South Korea has one of the highest per-capita rates of luxury spending worldwide, and many of its consumers allocate a large share of their income to high-end brands (SI, 2025). Digital culture and celebrity endorsement are crucial factors in consumer behaviour in South Korea. Instagram and YouTube are social media platforms that exert significant influence on consumer preferences for luxury fashion products. Räsänen (2025) explained that Louis Vuitton has capitalised on digital marketing tools to enhance brand recognition and high involvement among younger generations. Compared with the United Kingdom, a developed luxury market, heritage, craftsmanship, and brand reputation are more influential in consumer decision-making. Consumers of luxury in the UK tend to attach importance to brands' heritage and the authenticity of high-end fashion houses. Heritage storytelling and brand tradition are significant factors contributing to the luxury brand's prestige and cultural value (Temirov, 2025).
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[bookmark: _Toc224420016]Figure 2: Cultural Dimension of South Korea vs the UK 
(Source: The Culture Factor, 2025)
The Hofstede cultural dimensions are an appropriate model that can be used to explain cultural differences between the United Kingdom and South Korea. Figure 2 shows that there are evident differences in six cultural dimensions (The Culture Factor, 2025). Korea has a score of 60 in power distance as compared to the score of 35 in the United Kingdom, meaning that Korean society is more likely to accommodate hierarchical relations and authority. By comparison, the United Kingdom exhibits a much greater degree of individualism, registering a score of 76, whereas South Korea has a score of 58, indicating that British consumers are much more concerned with individual identity and the choice of individual lifestyle. 
There are also some differences in motivation and success orientation. For instance, the UK has a score of 66 in motivation towards achievement and success, and South Korea has a score of 39. This, in turn, depicts that the UK market has a more competitive and achievement-oriented culture. The other key difference is seen in the uncertainty avoidance index, where South Korea has a score of 85, as compared to that of the UK of 35 (The Culture Factor, 2025). This further implies that Korean consumers value stability and structure and trusted brands in making a purchase. Furthermore, South Korea scores high on long-term orientation with a score of 86, the United Kingdom scores 60, indicating the focus of the Koreans on long-term relationships and future planning. Lastly, indulgence scores are also significantly different, with the UK scoring 69 versus 29 in South Korea, so that the consumers are more likely to be more focused on leisure and personal enjoyment in Britain. These cultural variations have a profound effect on the consumption behaviour of luxury, and these brands have to modify their marketing strategies to suit such differences (Take, 2026).
[bookmark: _tcvm3us3zw42][bookmark: _Toc224420038]3.5 Technological Factors
It is analysed by Asfaw and Menon (205) that the concept of luxury fashion retailing has been revolutionised by technological innovation, facilitated by digital commerce, social media marketing, and immersive brand experiences. Luxury brands are becoming more interactive across online channels and physical retail stores to provide seamless customer experiences. Digital transformation enables companies to engage with consumers on a one-to-one basis through social media platforms and personalised marketing approaches. Studies indicate that another luxury brand is also investigating immersive technologies, including virtual reality, metaverse shopping, and digital fashion experiences. These technologies enhance the brand's interactivity and enable consumers to engage with luxury products in new ways. Retail experience and customer relationships are new avenues that luxury fashion firms are creating through virtual platforms and digital environments (Hu et al., 2025).
[bookmark: _5rhgh2ebcwtc][bookmark: _Toc224420039]3.6 Environmental Factors
Environmental sustainability is now a significant concern in the fashion industry worldwide, driven by heightened consumer awareness of environmental impacts and ethical production practices. To reduce their environmental impact, luxury brands are turning to sustainable materials, responsible sourcing, and circular fashion practices. Green marketing efforts have been critical to upholding the brand image and aligning with consumer expectations regarding environmental responsibility. The study of Botea-Muntean et al. (2025) indicated that brand credibility and long-term competitive advantage in the fashion industry may be enhanced by adopting sustainable production and circular economy principles. Consumers in the United Kingdom and South Korea are becoming increasingly aware of luxury brands' environmental responsibility and demand greater supply chain transparency.
[bookmark: _8dcihhxz3xr4][bookmark: _Toc224420040]4. STP Strategy Analysis (Segmentation, Targeting, Positioning)
	STP Element
	South Korea – Key Statistics
	United Kingdom – Key Statistics

	Segmentation
	Consumers preferring luxury fashion items are mainly aged 20–40; have high digital engagement; the luxury market value is about $21 billion (2025)
	Luxury consumers are mainly aged 30–55; have high tourist spending; the luxury fashion market is about $17.5 billion (2024)

	Demographic
	High-income professionals and celebrities have strong purchasing power in urban cities like Seoul (≈9.6 million population)
	High-income professionals and international tourists; strong luxury retail in London (≈9 million population)

	Psychographic
	Status-driven consumers influenced by K-pop, influencers and social media
	Heritage-oriented consumers valuing brand prestige and craftsmanship

	Behavioural
	High luxury spending per capita globally, strong brand loyalty, and trend adoption
	High tourist-driven luxury purchases; frequent luxury purchases during travel

	Targeting
	Millennials and Gen Z luxury buyers with high social media usage, and premium urban consumers
	Affluent professionals, global tourists and luxury lifestyle consumers

	Positioning
	Positioned as a prestigious luxury brand symbolising status and fashion leadership
	Positioned as a heritage luxury brand, emphasising craftsmanship and exclusivity


[bookmark: _Toc224420017]Table 2: STP Strategic Analysis
(Source: Self-Developed)
[bookmark: _q5zz1qlq5c1q][bookmark: _Toc224420041]4.1 Market Segmentation
Segmentation has enabled luxury brands to market to consumers within segments that share similar characteristics, thereby enabling the development of focused marketing strategies. Luxury fashion businesses tend to segment markets by demographic, psychographic, and behavioural factors. Demographic segmentation incorporates variables such as age, income, and occupation. Luxury fashion shoppers are typically high-income individuals or wealthy professionals with strong purchasing power. Findings of Liu and Meng (2025) have shown that luxury consumers are typically upper-income individuals who earn more than 100,000 per year and reside in large cities. Psychographic segmentation is based on lifestyle, social status, and personality. Luxury consumers tend to purchase products that convey prestige, identity, and emotional satisfaction. Symbolic value is the primary driver of motivation among many luxury customers, rather than the products' functional features. Purchasing behaviour, brand loyalty, and patterns of product use are analysed within behavioural segmentation. Loyal customers of luxury brands tend to purchase multiple products from the brand and are interested in exclusivity and personalised service. The digital analytics and consumer data insights have made customer segmentation strategies more sophisticated (Chen et al., 2025).
[bookmark: _s2y4r7lc04sn][bookmark: _Toc224420042]4.2 Target Market
Louis Vuitton targets high-end customers interested in high-quality fashion products associated with luxury and status. The brand's target audience is primarily high-income professionals, entrepreneurs, celebrities, and wealthy millennials (LVMH, 2026). The younger luxury consumer has also become increasingly important as Generation Z and millennials have assumed a larger share of luxury sales worldwide. The target market in South Korea is primarily composed of young professionals and digitally focused, informed consumers who follow fashion trends and celebrity culture. The use of social media has a significant effect on purchasing behaviour in the Korean luxury market. The United Kingdom's target market comprises both domestic and international visitors to luxury retail destinations in London. This is because luxury brands benefit from high tourist spending in major shopping districts such as Bond Street and Knightsbridge. Studies indicate that international tourism accounts for a substantial share of luxury retail sales in London, thereby reinforcing the marketing capabilities of international luxury brands (MI, 2025).
[bookmark: _v88j64qcoghj][bookmark: _Toc224420043]4.3 Positioning Strategy
Louis Vuitton is marketed as an icon of prestige, exclusivity, and heritage craftsmanship. The brand conveys a strong luxury message through its historic heritage, high quality, and iconic design. Brand positioning. A luxury brand would focus on emotional value and symbolic meaning rather than on price competition. Brand identity and cultural heritage are common, and luxury fashion companies employ narratives to support their brand names. According to Zanola et al. (2025), brand storytelling and heritage narratives reinforce consumers' perceptions of authenticity and exclusivity in the marketing of luxury fashion products. Louis Vuitton thus ensures global positioning while adapting its communication strategies to suit regional audiences.
[bookmark: _our8jgumq7sb][bookmark: _Toc224420044]4.4 Perceptual Map
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[bookmark: _Toc224420018]Figure 3: Perceptual Map
(Source: Self-Developed)
A perceptual map of luxury brands typically compares brands based on exclusivity and price positioning (Minh and Hue, 2025). Louis Vuitton falls within the high-price, high-prestige quadrant, alongside brands such as Chanel and Hermès. This positioning indicates the brand's strategy to maintain a premium price point and to emphasise heritage and exclusivity.

[bookmark: _t3rz0s6hx2bm][bookmark: _Toc224420045]5. International Marketing Mix (7Ps) Comparison
[bookmark: _te6iqun1yd73][bookmark: _Toc224420046]5.1 Overview of Marketing Mix
The marketing mix is the strategy of combining the elements of product, price, place, promotion, people, process, and physical evidence employed by companies to create value for customers. The marketing mix in the luxury fashion industry needs to balance exclusivity and accessibility and ensure a consistent global brand identity. Brand perception, customer experience and competitive positioning in foreign markets are strategic decisions made by marketers (Liu, 2025).
	Marketing Mix (7Ps)
	South Korea
	United Kingdom

	Product
	Luxury handbags, leather goods, ready-to-wear; strong demand among the 20–40 age group; high fashion influence from K-pop and celebrities
	Luxury handbags, accessories and fashion collections; strong demand among the 30–55 age group; heritage luxury preference

	Price
	Premium pricing; handbags typically $1,500–$5,000+
	Premium pricing; handbags typically £1,200–£4,500+

	Place
	Flagship stores mainly in Seoul luxury districts (Gangnam, Myeong-dong); strong online retail adoption
	Flagship stores in London (Bond Street, Harrods); strong tourist luxury retail market

	Promotion
	Heavy use of social media marketing and K-pop celebrity endorsements
	Focus on fashion shows, luxury advertising and heritage storytelling

	People
	Luxury retail staff trained in personalised service and VIP customer relationships
	Highly trained luxury sales associates in flagship stores and luxury department stores

	Process
	Integration of online and offline retail channels; fast digital customer engagement
	Strong in-store luxury experience with personalised shopping service

	Physical Evidence
	Modern luxury store design and premium packaging; strong brand logo visibility
	Historic luxury boutiques and premium visual merchandising in London


[bookmark: _Toc224420019]Table 3: Marketing Mix
(Source: Self-Developed)
[bookmark: _koms68moanow][bookmark: _Toc224420047]5.2 Product Strategy
The Louis Vuitton product strategy is focused on luxury artisanship and exclusivity. Signature products like the Neverfull handbag cost around Kwon amount of $1,800–$2,200 in South Korea and £1,500–£1,800 in United Kingdom taking into consideration, the regional prices. Small runs and season had a limited quantity and perceived value. Bi (2026) mentions that luxury identity and consumer attraction is also enhanced by visual design and branding.
[bookmark: _2nbug2vltfz6][bookmark: _Toc224420048]5.3 Price Strategy
The differentiation bases of exclusivity in the two markets through premium pricing are similar but not perceived to be similar. Luxury handbags priced between $1,500–$5,000+ are considered good status symbol among young consumers in South Korea. In the UK, comparable products at prices of £1,200–£4,500+ are focused on heritage and workmanship. According to Liu et al. (2025), luxury markets have a high level of conspicuous status that costs more and is more valued.
[bookmark: _cwouyb6v2v6g][bookmark: _Toc224420049]5.4 Place / Distribution Strategy
The primary channel through which Louis Vuitton distributes its products is exclusive flagship and limited-luxury retail outlets. The brand ensures that its distribution is strictly controlled to avoid overexposing the brand name in the market. In most cases, luxury brands prefer direct retail outlets in key cities worldwide rather than mass distribution. As per Massi et al. (2025), experiential retail space and flagship stores provide a better luxury shopping experience and build brand recognition.
[bookmark: _21m22c65ehu4][bookmark: _Toc224420050]5.5 Promotion Strategy
The marketing of luxury fashion focuses on emotional appeals, celebrity endorsements, and visual advertising that emphasises high standards. Louis Vuitton regularly engages with numerous celebrities, fashion influencers, and artists to enhance brand strength. Luxury advertising can emphasise prettiness, creativity, and an imagined aspirational lifestyle rather than directly promoting the product. According to Dave and Gupta (2025), aspirational advertising and influencer partnerships enhance the brand presence and interaction between consumers and luxury brands.
[bookmark: _t8fyhqhxc0my][bookmark: _Toc224420051]5.6 People
The staff and customer care associates are essential to delivering luxury brand experiences. Luxury retail employees are taught to deliver personalised customer service and individualised customer experiences. Studies indicate that luxury retail spaces have focused on highly trained employees with knowledge of brand history and product artistry. Professional service improves the perceived luxury value and makes a customer more loyal (Atwal and Bryson, 2025).
[bookmark: _80ch5u6otldp][bookmark: _Toc224420052]5.7 Process
Process can be defined as the systems of providing luxury retail experiences. Louis Vuitton is using digital platforms and tailor-made services on its 460+ global stores and Internet storefronts. Krsmanović (2026) further added that digital technologies and marketing data-driven assists luxury brands in improving the level of interaction with the customer and the efficiency of services provided.
[bookmark: _y9rdo18ord4i][bookmark: _Toc224420053]5.8 Physical Evidence
Physical evidence encompasses architects of the store, packaging products and visual merchandising of products which convey the brand image of luxury. Louis Vuitton makes heavy investment on shop design and luxurious packaging to secure exclusivity and artisanship. The brand has over 460 retail outlets in over 100 countries with many situated in the high-end areas like Bond Street in London and Gangnam in Seoul. These stores also have a unique architectural design, excellent quality of materials and brand symbols that make the shopping process luxurious. Brand recognition is also enhanced by premium packaging with the recognisable orange box and monogram branding. A powerful visual presentation and store design have a great impact on consumer perception and interest in luxury fashion brands (Huang and Zhou, 2025).

[bookmark: _xxdb21yrj9bu][bookmark: _Toc224420054]6. Directional Development Strategy
Ansoff Matrix is extensively applied in assessing growth strategies of business by penetrating the market, developing the product, developing the market and diversifying it.
	Strategy
	Description
	Louis Vuitton Example

	Market Penetration (Existing Products – Existing Markets)
	Increasing sales of existing luxury products in current markets through stronger marketing and retail expansion
	Expansion of flagship stores in London and Seoul, and increased digital marketing campaigns

	Product Development (New Products – Existing Markets)
	Launching new luxury products for existing customers
	Introduction of new fashion collections, jewellery, and limited-edition collaborations

	Market Development (Existing Products – New Markets)
	Entering new geographic markets with existing luxury products
	Expansion into Asian luxury markets such as South Korea and China

	Diversification (New Products – New Markets)
	Developing new products for new markets
	Launch of LV Café and experiential luxury retail concepts


[bookmark: _Toc224420020]Table 4: Ansoff Matrix
(Source: Self-Developed)
The market development strategy that Louis Vuitton has followed has primarily involved entering into the new luxury markets like South Korea where the luxury market has surpassed the 20 billion categories in 2024 and is expected to keep growing at an alarming rate. Product development through new collections, jewellery lines and digital fashion experiences is also a part of how the brand has concentrated on products development. As Zeng (2025) explains, LV Café and experiential luxury spaces are the revolutionary forms of retail that allow greater brand engagement and interaction with the customer. The tactics will contribute to the global growth of Louis Vuitton and its competitive advantage in the high-end fashion market.

[bookmark: _esw7u76ee06c][bookmark: _Toc224420055]7. Ethical Issues in Marketing Mix
This situation is due to the sustainability, environmental responsibility and labour practises being the key ethical issues within the luxury fashion industry. More than 70% of the globe gravitates fashion items in terms of sustainability and the luxurious business will soon exceed 380 billion dollars up to the year 2025 (Statista, 2025). The potential ethical concerns that have been encountered regarding Louis Vuitton have been linked to the environment and the quality of the supply chain where the leather is obtained and the source of carbon emissions, which is related to the global production. The stringent policies of ESR in the UK are pushing more brands to report their sustainability efforts in the market whereas the high level of consumer awareness in South Korea is pushing more pressure on ethical branding. Chen (2025) confirms that Louis Vuitton overcomes the problems with the help of sustainability communication and corporate responsibility programmes, yet constant transparency remains an issue.

[bookmark: _v8k81j267jvk][bookmark: _Toc224420056]8. Recommendations for International Marketing Strategy
From the perspective of Ieracitano (2023), Louis Vuitton should intensify its digital marketing campaigns in South Korea by leveraging social media influencers and interactive online retail platforms to reach young consumers. The brand is also expected to enhance its reporting on sustainable production and supply chain practices to address growing consumer concern about environmental responsibility. The company can also enhance experiential retailing in its flagship stores to reach international tourists and high-spending consumers in the United Kingdom. Lastly, to maintain a competitive edge in the evolving luxury fashion market, Louis Vuitton must continue to create immersive online experiences, including virtual fashion worlds and metaverse stores.

[bookmark: _2jaqoylon0rr][bookmark: _Toc224420057]Section 2: Reflective Account
[bookmark: _r8a2rlz5n7d2][bookmark: _Toc224420058]1. Introduction
Reflection is a valuable learning exercise that helps students to analyse their experiences to know their strengths and weaknesses and become better in the future. Reflective practice is very popular in academic and professional learning since it promotes self-improvement and critical thinking. The Gibbs reflective cycle is one of the most used reflective frameworks that offers a systematic method of interpreting experiences using descriptive, evaluating, feeling, judgment, and conclusion stages. The model assists learners in analytically looking at their actions and results in a way that would enhance future approaches to learning. As per the ideas of Dhollande et al. (2025), higher education institutions tend to employ reflective learning models that enhance analytical reasoning and professional growth. This reflection report presents a discussion on the research and preparation process of an international marketing report on Louis Vuitton in South Korea and the UK. The reflection is based on the steps of the Gibbs reflective cycle and analyses the process of conducting the research, personal experience, learning outcomes and skills gained in the course of the assignment.
[bookmark: _2tjp5v7tt214][bookmark: _Toc224420059]2. Description of the Research Process
This assignment included a research process that took a number of phases, which were selection of topics, collection of data, analysis and writing of the report. My initial move was to select Louis Vuitton as the case study brand and focus on its established markets in South Korea and the United Kingdom as the two comparison markets. After this decision, extensive research was done based on the academic journals, market research reports and company financial data. In the analysis, I have emphasised on various marketing frameworks, such as the PESTEL analysis, segmentation, targeting and positioning, marketing mix and the Ansoff growth matrix. All these frameworks turned out to be helpful for me to rely on the collection of numerical information in terms of market size, consumer behaviour and trends in the luxury industry. The Gibbs reflective cycle puts more emphasis on organised reflection as a strategy to enhance deeper learning and systematic reflection of experiences. Ocampo and colleagues believe that reflective learning can make students learn how research experiences can be used in knowledge development and professional skills (Ocampo et al., 2025). 
[bookmark: _e7r3ykr5k1a7][bookmark: _Toc224420060]3. Feelings During the Research Process
The initial phase of the research process in my life was really challenging since the assignment demanded the examination of various marketing structures and the gathering of credible statistical facts. To obtain the right information on the luxury market and consumer behaviour, I have selected and analysed relevant academic and industry materials, with a lot of precision. Nevertheless, later on in the research, I felt empowered to analyse the international marketing strategies and to interpret market data. Reflective learning can also assist the students to become aware of their emotional reactions and formulate a plan to counteract the difficulties they encounter in their complicated academic activities. As per Ahmadpour et al. (2025), models of narrative reflection have also been demonstrated to enhance student awareness, academic learning, communication and critical thinking. Through these reflections, I was in a better position to learn more about my learning process and gain confidence in how to carry out academic research.
[bookmark: _jizfa1qnilg0][bookmark: _Toc224420061]4. Evaluation of Learning
The general research process was healthy as it enhanced my knowledge of international marketing strategies and the luxury fashion industry. The assignment given was a chance to put into practice the theoretical marketing models on a real global brand, which assisted in narrowing the gap between what was taught in the books and what is actually analysed in business. Among the strengths of the learning process, one must single out the possibility to analyse the macro-environmental factors through the PESTEL framework and discuss the impact of cultural differences on marketing strategies in other countries. Nevertheless, there was also a need to handle massive data and make sure that the analysis is narrowed down to the most applicable information. Reflective learning models will guide the students to consider not only achievements but also the things to improve. Studies indicate that guided reflective cycles are important in promoting the effectiveness of learning as they stimulate critical thinking and self-evaluation when undertaking academic tasks (Beldar, 2025). This evaluation process helped me to realise that it is necessary to plan research activities and to organise information more efficiently.
[bookmark: _p8s6vfvqhxhx][bookmark: _Toc224420062]5. Analysis of Skills Developed
This assignment boosted a number of scholarly and professional skills. The ability to conduct research was enhanced by locating reliable scholarly literature and market information. To perform PESTEL and marketing mix analysis, it was necessary to interpret the indicators of the economy, the behaviour of consumers, and the trends of the industry. Comparable marketing decisions were made between South Korea and the United Kingdom hence the critical thinking enhanced by estimating cultural and economic variances of marketing decisions. It also enhanced academic writing and analytical communication because the report meant the analysis of complicated information in clear and structured arguments backed by facts. Analytical and professional skills are developed with the help of reflective learning approaches. Wang (2025) points out that reflective practice can be used to develop critical thinking and professional competence. On the whole, the process made me more powerful in research, analytical and communication skills.
[bookmark: _708di57fftoq][bookmark: _Toc224420063]6. Conclusion and Learning Outcome
This reflective paper was a Gibbs reflective cycle application on assessments of the research and preparation of the international marketing report of Louis Vuitton. It emphasised on the significance of planning of research, critical analysis and effective utilisation of the academic sources. The assignment helped me to understand more about international marketing strategies especially in the area of analysis of cultural and economic variations among markets. Some important skills gained were also identified in the reflection such as research ability, critical thinking, and academic writing that are imperative in postgraduate study and future employment in business and marketing. 
7. Action Plan
Given this, I will embrace a better research strategy that is more time-restricted and sources were more ordered. To enhance my application of statistical information, I will increase my involvement with industry reports. I will also increase my skills in critical thinking by exploring different viewpoints and keep practising academic writing whilst using reflective learning in applying constant enhancement.
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