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[bookmark: _Hlk153525924]
I. Introduction

[bookmark: _Hlk163137334][bookmark: _Hlk162590662]Louis Vuitton, an acknowledged trademark within the industry of luxury goods, constitutes an essential part of the LVMH SE conglomerate. “Louis Vuitton is one of the oldest and the prominent brand in the fashion industry. It was founded in the year 1854 by Louis Vuitton who was leather designer Established in the year 1854” (MBA School, 2023),); the company in question has had considerable success throughout the years, ultimately attaining a reputation closely associated with eminence, artistry, and innovative developments within the realm of fashion and extravagant merchandise. With its enormous marketing efforts and rich history, Louis Vuitton has developed an image that is recognised and revered across the globe, as according to Paolini, and Triccoli, (2023, p.157), “the exceptional profitability of this industry is driven by premium prices, which result in significant profit margins and outstanding transaction multiples”, as they are promoting the luxurious lifestyle along with that. 
LVMH operates with a total of 75 distinguished houses across various sectors. These houses encompass a wide range of luxury products and services, including fashion, cosmetics, jewellery, watches, and more. Some notable brands under LVMH include Fashion & Leather Goods: Louis Vuitton, Dior, Fendi, Givenchy, Celine, Marc Jacobs, Kenzo, and Berluti.                                                                                                        Perfumes & Cosmetics: Guerlain, Sephora, Acqua di Parma, and Christian Dior.              Watches & Jewellery: Bulgari, TAG Heuer, Zenith, and Hublot.                                       Wines & Spirits: Moët & Chandon, Veuve Clicquot, Hennessy, and Dom Pérignon.    Selective Retailing: DFS, Sephora, Le Bon Marché, and Starboard.
“The purpose of this study is to undertake an exploration of the business strategy of a social enterprise operating in the luxury sector” (Radclyffe-Thomas, 2018), addressing marketing strategies that contribute to the brand's achievement while also assessing the internal and external factors that influence its performance; this study aims to conduct a thorough evaluation of the marketing management practices employed by Louis Vuitton. The evaluation will comprise a comprehensive PESTLE study, which will provide insights into the external elements that exert influence on the brand's operational activities. 
Furthermore, a comprehensive SWOT analysis will be conducted to evaluate the internal strengths, weaknesses, opportunities, and threats of the brand; this analysis aims to provide a comprehensive insight into the brand's present position by examining key elements such as product branding strategies, its overall marketing strategy, and the complexities of its marketing mix.
 Practical recommendations for the future will be provided for, as it follows and, by combining insights derived from these investigations, it will be accomplished the objective of the SWOT analysis, that is to show how “luxury brands are currently not as affected as other industries” due to their “strong position on the market with strong personas, authenticity and symbolism,” as researched by Forsén, (2019); and to explain as well why Louis Vuitton maintains its prestigious standing, takes advantage of upcoming opportunities, and proactively tackles every obstacle coming in their developing process.
[bookmark: _Hlk154706609][bookmark: _Hlk163464321]II. Main Body

[bookmark: _Hlk145000149][bookmark: _Hlk153529852]1) Internal, External and Competitiveness Environment Analysis 
[bookmark: _Hlk144984270][bookmark: _Hlk144988244]
[bookmark: _Hlk142333479]External Environment Analysis - PESTLE Framework
[bookmark: _Hlk145055113]PESTLE External Analysis overview:                                                                           
[bookmark: _Hlk154706005][bookmark: _Hlk154705988]An examination of the external environment using the PESTLE framework of ‘Louis Vuitton’, a globally renowned luxury trademark, that operates within a dynamic marketing landscape enables a fundamental comprehension of the macroenvironmental elements that exert influence over the “LV” brand; “‘Louis Vuitton’ PESTLE analysis will assess the brand on its business tactics across various parameters,” (MBA Skool Team, 2023).
The strategic tool “used in organizational analysis abbreviated as PESTLE for political, economic, social, technological, legal and environmental (natural) dimension of the external environment” (Buye, 2021) focuses on the key aspects that might have impact on an organisation, namely Political, Economic, Social, Technological, Legal, and Environmental considerations.
PESTLE Framework:
[image: P-E-S-T-L-E (to the tune of D.I.S.C.O.)]
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[bookmark: _Hlk164050767]Political factors - Being part of a business group,” Political components are one of the key factors for LVMH and have had a huge effect on the advertising environment.” (Chen, 2022, p.681) Political factors, including trade tariffs, regional tensions, and governmental regulations, can affect Louis Vuitton's operations, while stable political climates in luxury markets boost its global reach and consumer trust.
Not favourable: The implementation of trade wars and tariffs has the potential to escalate sourcing expenses and diminish profitability.
Favourable: The presence of stable political settings in luxury markets, such as the European Union (EU) and the United States (US), contributes to the bolstering of consumer confidence and purchasing capacity.

[bookmark: _Hlk153544557][bookmark: _Hlk145052667]Economic factors - “The covid-19 pandemic situation these days has caused a huge impact on society and industries. The good news is that the global economy starting to recover” according to Lai, (2022, p. 552); in that respect, the sales and profitability of Louis Vuitton were as well impacted by the worldwide economic landscape. Despite the economic recession due to the pandemic, according to a number of researchers it was still observed a notable rise in consumer expenditure on luxury goods, which becomes advantageous for the brand.
Not favourable: Economic recessions have a negative impact on the level of luxury expenditure.
Favourable: Growing global wealth, especially in emerging markets, expands the consumer base for luxury goods.

[bookmark: _Hlk153544627][bookmark: _Hlk163225534][bookmark: _Hlk145052584]Social and Cultural factors - “Social factors include demographics, cultural and religious norms, and social practices, trends LVMH is closely linked to” (Chen, 2022, p.682), being positively impacted by the increase in disposable incomes and the increased attractiveness of luxury items, particularly in emerging economies; nevertheless, the shift in consumer values towards sustainability may present certain obstacles.
Not favourable: The shifting inclinations of millennials and Generation Z individuals towards brands that prioritise sustainability and locality.
Favourable: The growing desire for premium brands in developing nations, coupled with the significance attributed to brand legacy

[bookmark: _Hlk145052506][bookmark: _Hlk163227070]Technological factors - “Nowadays, based on the growing popularity of social networking sites, all businesses have used these methods as a way to gain more publicity and promotion. LVMH has its own official website, which includes various detailed information about the business” (Lai, 2022, p. 553). The development of digitalization has had a 
significant impact on the marketing strategies employed by Louis Vuitton. 
Not favourable: The sophistication of counterfeit items has increased as a result of advancements in technology.
Favourable: The advent of digital transformation has facilitated an enhanced online retail experience and the use of personalised marketing strategies.

[bookmark: _Hlk153544985][bookmark: _Hlk145052342]Legal and regulatory factors - The Louis Vuitton brand derives advantages from stringent anti-counterfeiting legislation, yet it may encounter obstacles due to trade policies characterised by restrictions. “Whereas there are many laws that large corporations need to be concerned with when doing business in multiple countries, the most important legal factor for any luxury brand is ‘counterfeiting’” (Chen, 2022, p.682)
Not favourable: The implementation of data protection legislation has the potential to impose restrictions on targeted marketing methods.
Favourable: Stringent intellectual property rules play a crucial role in mitigating the proliferation of counterfeit goods.

[bookmark: _Hlk153545115][bookmark: _Hlk145052254]Environmental factors - As societal awareness regarding environmental issues increases, Louis Vuitton encounters mounting requirements to embrace sustainable practises throughout several aspects of its operations, encompassing material sourcing and production. Being part of LVMH business group “has focused on the environmental elements as well. It has made sustainable development a strategic priority since its founding” As stated by Lai, (2022, p. 553).
Not favourable: The increasing attention placed on luxury brands over their commitment to environmental sustainability has the potential to result in negative consequences if left unaddressed.
Favourable: The adoption of ecological practises by Louis Vuitton has the potential to improve the brand's reputation.
This concise PESTLE study demonstrates that Louis Vuitton is presented with several opportunities, although it must effectively address continuous incoming challenges to sustain its current market position, and further development.

Competitive Environment Analysis - The Porter’s Five Forces Framework
[bookmark: _Hlk153545948]“Louis Vuitton Porter’s Five Forces analysis focuses on measuring the company’s position based on forces like threat of new entrants, threat of substitutes, bargaining power of buyers, bargaining power of suppliers and competitive rivalry” (MBA Skool Team,2023) The 
competitive environment is evaluated by Porter's Five Forces model, as illustrated underneath:


[bookmark: _Hlk153527970]The Porter’s Five Forces:

[image: ]
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The brand analysis: 
· Bargaining Power of Suppliers - The bargaining power of suppliers is assessed to be at a moderate level, Louis Vuitton effectively procures superior materials due to its robust reputation, so enabling the brand to engage in favourable negotiations.
· Bargaining Power of Buyers: The bargaining power of buyers is assessed to be low. The limited accessibility of the brand results in a diminished ability for consumers to negotiate or exert influence over pricing and terms.
· Threat of New Entrants: The level of threat posed by new entrants is considered to be moderate. While it is true that making an entry into the luxury market necessitates a substantial financial commitment, the emergence of novel niche brands may present potential challenges.
· Threat of Substitutes: The level of threat posed by substitutes is considered to be moderate. The proliferation of counterfeit items is a matter of considerable worry; yet, the brand's exclusivity serves as a partial mitigating factor in this regard.
· Competitive Rivalry: The level of competitive rivalry is considered to be high. Louis Vuitton engages in competition with other premium companies, hence emphasising the significance of differentiation.

[bookmark: _Hlk153547016]Internal Environment Analysis – S.W.O.T. Framework
Definition: The SWOT framework is depicted in the diagram provided below, “the SWOT analysis is the process of exploring the internal and external environments of an organization and extracting convenient strategies based on its strengths, weaknesses, opportunities and
threats” (Ghazinoory, Abdi, and Azadegan-Mehr, 2011, p. 24). 

S.W.O.T. Framework:
[image: ]

Source:
https://images.app.goo.gl/7RhLkYYX6wmMwH3W7



SWOT analysis of the “Louis Vuitton” brand:
“Louis Vuitton is one of the leading brands in the lifestyle and retail sector. Louis Vuitton SWOT analysis evaluates the brand by its strengths & weaknesses which are the internal factors along with opportunities & threats which are the external factors” (MBA Skool Team, 2023)
· Strengths: The brand possesses a significant historical background and cultural heritage, exemplifies unparalleled craftsmanship and holds the position as the foremost luxury brand in terms of exclusivity. The fact that it is widely present in prominent commercial centres highlights its significant control over the market.
· Weaknesses: The brand's target market is confined to a select group of affluent customers. Furthermore, the brand's strategic emphasis on a higher-end market positioning may result in a heightened financial obligation.
· Opportunities: Louis Vuitton has the capacity to capitalise on opportunities by undertaking a comprehensive image overhaul and consistently engaging in innovative practises. Furthermore, the burgeoning luxury market in the Asia-Pacific region signifies a significant reservoir of unexplored opportunities.
· Threats: The persistent problem of counterfeit products continues to be a prevalent concern; furthermore, there is a burgeoning movement advocating against the utilisation of animal skins, coupled with intense rivalry from well-established as well as developing luxury brands.



[bookmark: _Hlk153547551]2) Marketing Internal Analysis - Marketing Team Skills and Resources

[bookmark: _Hlk144988256][bookmark: _Hlk142333087]To sustain its position as a leader in the luxury industry, Louis Vuitton must ensure that its marketing staff possesses a high level of digital expertise, cultural sensitivity, strategic planning acumen, and a comprehensive understanding of the ever-changing tastes of consumers; in that respect they “offer job mobility across product categories and countries, enabling the transfer of best practices and providing new sources of inspiration for innovation in marketing and design” ( Shipilov and Godart 2015, p. 101) . To achieve sustainable growth, it is imperative for the brand to persistently allocate resources as well towards market research, digital platforms, and collaborations.
Overview of the “Louis Vuitton” brand marketing.
[bookmark: _Hlk141783490]The marketing department of Louis Vuitton effectively combines elements of innovation and tradition, collaboratively engaged in brand strategy, content generation, digital marketing, and event management; the team ensures the preservation and continuation of the brand's historical legacy “as an enabling element for the adoption of new marketing strategies, leading to multichannel and physical and digital coexistence” according to (Mosca, Casalegno, and Gallo-Martinez 2021, p.36). The responsibilities encompassed in this role include the optimisation of digital marketing strategies, and the execution of renowned fashion events. 
Organization's goals, segmentation, targeting, positioning
About the organization's overall goals, segmentation, targeting, positioning and the current marketing mix strategies, Colombi stated in ‘Understanding the Luxury Industry’s Marketing and Communication Strategies’ (2020, p.20), that by “segmentation, targeting and positioning are practices that are mostly recognised for being essential in the development of a marketing strategy”. 
The brand marketing employed by Louis Vuitton serves as a prime example of luxury branding, by employing meticulous segmentation strategies, the company focuses on attracting the affluent and ambitious middle-class demographic, specifically aiming to appeal to discerning individuals who prioritise exclusivity and the artistry of its products. 
The existing marketing mix serves to strengthen the brand positioning by utilisation of high-end pricing and effectively conveying a sense of prestige, together with the putting in place carefully curated ‘Lab Sales’ experiences that fosters strong brand loyalty. Louis Vuitton STP integration brand strategy employs within its marketing mix to maintain its esteemed and iconic status, while concurrently advancing its primary objective of long-term dominance in the luxury market. 


[bookmark: _Hlk144990614][bookmark: _Hlk154705197]3) Louis Vuitton Marketing Mix Strategy 


Louis Vuitton marketing mix strategies 
[bookmark: _Hlk153551035]Product Branding Strategy – Considering expansive framework of LVMH that comprise Louis Vuitton brand, according to Boisvert, and Ashill (2018, p.11) “when introducing a line extension for a luxury brand using an independent brand, one can assume that the intended strategy will help limit, if not eliminate, the transfer of the parent brand’s knowledge or equity (positive or negative) to the new brand diligently  implements product branding strategies” in this respect it can be hypothesised  the following:
· Line filling strategies, the brand effectively addresses market voids by offering a wide range of product variations. 
· The implementation of line extension by Louis Vuitton allows for the expansion of its luxury product offerings, simultaneously. 
· Line stretching assures the provision of both high-end and more affordable luxury ranges, so consolidating its dominant position in the market and appealing to a wide and diverse customer base.
[bookmark: _Hlk145061161]Market mix Family Branding –  Considered a house of brands and not an Umbrella company, and each brand acknowledged as a ‘House’ in itself like ‘House’ of Louis Vuitton, House of Moët, House of Hennessy or ‘House@ of Dior’ “ LVMH “its business model, in which it rather takes the role of a decentralized back office, thereby leaving most of the responsibility with its Houses“ as stated by Lähn (2021, p.24). 
[bookmark: _Hlk144989737]Being established as a house of brands, strategically employs the concept of Family Branding by leveraging its flagship trademark Louis Vuitton, this strategic approach amplifies the renowned ‘L V’ brand, guaranteeing coherence and reciprocal brand augmentation throughout its varied range of products; Hence that, the prominence of Louis Vuitton within LVMH's portfolio enhances the overall attractiveness of the extensive range of luxury products offered by the conglomerate.
[bookmark: _Hlk145061706][bookmark: _Hlk153550782][bookmark: _Hlk144989673]Market mix Range Branding Strategy – Louis Vuitton, a valued 'House' within the frame of LVMH SE, implements a strategic approach known as Range Branding to effectively expand its luxury product offerings across several market groups affiliated to the other entities under the umbrella of LVMH conglomerate. This strategy guarantees the provision of exclusive offerings that appeal to diverse client preferences, all the while preserving a unified brand image, strengthening its presence in the international market, and reaffirming its esteemed position as a symbol of luxury.
[bookmark: _Hlk153550682][bookmark: _Hlk145062455]Market mix Individual Product Branding Strategy – Louis Vuitton, a renowned luxury brand operating inside the corporate structure of LVMH SE, effectively employs a strategy of individual product branding, Louis Vuitton, as a constituent of the broader LVMH conglomerate, distinguishes itself by its renowned monogram, exceptional workmanship, and deliberate market positioning; the product's distinctiveness is evident, providing a sense of exclusivity and historical significance, thereby constituting an essential component of LVMH's varied collection of brands.
[bookmark: _Hlk145062993]Market mix 8P strategy:
Public Figure
PROMOTION
PRODUCT
Public Relations
[bookmark: _Hlk164050217]Persona

Performance
Pricing
Pricing
Placement
Paucity

[bookmark: _Hlk164050153][bookmark: _Hlk164050154]Pedigree






[bookmark: _Hlk164051849]
Source: Dryl, W. and Bęben, R., (2014) ‘Luxury brand management’, https://www.researchgate.net/publication/281863336_Luxury_brand_management

When addressing luxury industry, the McCarthy’s 7P marketing model became, according to Arora (2013) “Packaged as the 8 Ps of luxury brand marketing” that “bring together the elements and interplay between the principles that are employed in the luxury brand marketing mix”.
[bookmark: _Hlk164048194]Performance – A luxury product's performance should not be restricted to the functional value of the product alone; rather, it should also contain extra variables, such as the emotional and symbolical unique qualities that the high-end products are offering. 
[bookmark: _Hlk153550185][bookmark: _Hlk145063346][bookmark: _Hlk164040105]Pedigree – Luxury brands are frequently associated with a highly affluent past and a famous founder figure, they are a fundamental component of the brand's identity, the purchasers of Louis Vuitton bags value them not only for their exceptional craftsmanship, but also for their notable heritage, which traces back to the mid-nineteenth century.
Paucity – Luxury goods are meant to be scarcely available; that is what their customers anticipate, three circumstances, however, can lead to paucity, there are three possible causes for it: technologically driven, tactically driven, and natural paucity (the real shortage); businesses release limited editions of their products onto the market when they recognise the scarcity of their main offering, most luxury businesses employ these kinds of tactics.
[bookmark: _Hlk164040543]Persona – Creating a visual brand identity is essential for bringing together all the different elements of a brand, it helps to communicate the brand's emotional values, personality, and overall atmosphere, the brand persona is particularly important in shaping the strategy for all brands, not just high-end ones; consistently maintaining a brand image that conveys the premium nature of a product is especially crucial for luxury brands as the identity of a luxury brand is closely tied to its core principles, target audience, and advertising tone.
Public figures – Stars from the film industry, sports, music, and even members of aristocratic families or brand designers are involved with high-end companies, up until recently, the faces of celebrities were often associated with premium products, it was considered by certain researchers that there was a chance that the air of luxury associated with upscale items might disappear because mass product manufacturers were using celebrity images much too often. 
[bookmark: _Hlk164041269]Placement – Luxury branding aims to enhance the brand experience and aura by arranging flawless details that appeal to the discerning audience's five senses, the store's location, customer touchpoints, and delivery are crucial for crafting a singular indulgent experience; today's luxury buyers are more fastidious, seeking competent, experienced help and a dependable partnership, therefore placement element should encompass all customer touchpoints, not just the retail space.
Public relations – It is a tool that enables two-way communication between a brand and its customers, allowing for subtle yet effective brand identity communication; it helps brands stay relevant and engage with luxury consumers, particularly in fashion, technology, and seasonal trends, as well as conveying brand traits beyond the advertising message.
[bookmark: _Hlk153552132][bookmark: _Hlk144984650]Pricing – It is an instrument that indicates how luxury products should be priced at maximum consumer desire, encouraging ownership but deterring undesirable buyers, the expensive price must be justified by shaping the remaining 7P; while price cuts are not luxury tools, premium brands use them for pricing policy control, not just for one-off sales.

III. Recommendations for the Future

1. Discussions, Statements and Hypotheses
Considering the utilisation of latest Technologies artificial intelligence (AI), augmented reality (AR) and virtual reality (VR) the immersive virtual experiences has the potential to significantly transform the manner in which consumers engage with a brand, providing them with a cutting-edge buying encounter; moreover, adopting these techniques, Louis Vuitton has the potential to augment its marketing initiatives and establish a firm and enduring reputation as an absolutely remarkable brand, that has to grow as “no one remains small willingly and in the long term. Certainly, luxury is based on rarity, but brands have to go where the market is, where the riches are growing fast” (Kapferer, 2014, p.717).
According to a number of researchers It can be considered that engaging in partnership with new artists from around the world has the potential to access diverse cultural zeitgeists, giving a sense of contemporary significance to the brand, when combined with limited-edition product releases, this strategy has the potential to create a sense of urgency and exclusivity; furthermore, it is imperative for ‘Louis Vuitton’ to continue to use popular online acknowledged influencers, to foster genuine brand advocacy. Above being mentioned, it may be argued that the adoption of sustainable luxury has transitioned from being a
discretionary decision to an imperative status requirement, in that regard, using sustainable production methods and promoting environmentally friendly narratives, ‘LV’ has the potential to attract as well, consumers that prioritise social and environmental responsibility.

[bookmark: _Hlk164063778]2. Internal analysis of the company marketing strategy 
The marketing strategy employed by Louis Vuitton (LV), when analysed using the Ansoff Matrix framework, demonstrates a comprehensive approach towards market expansion and diversification, in that respect the brand need to address the challenge of maintaining balance according to Kapferer and Valette-Florence (2018, p.38) between “ selling to more people, increasing the penetration of the brand” and “inherent risk that growth might dilute the desirability of the leading luxury brands, on the basis of the following paradox: the higher the dream, the higher the sales, but the higher the sales, the lower the dream” as ”luxury -should- relate to some form of rarity and exclusivity”.

The Ansoff Matrix:
[image: A diagram of market development
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Market Penetration: Louis Vuitton demonstrates exceptional proficiency in strengthening the recognition and appeal of its renowned Monogram and Damier product lines, effectively engaging its established customers by emphasising its rich legacy, this is accomplished by means of celebrity clientele endorsements, and ongoing advancements in their traditional product offerings.
Product development:  Involves the introduction of new offerings, like as the Archlight trainers and the LV watches, which effectively cater to the changing demands of the existing customer base, thereby strengthening their allegiance to the brand.
Market Development: Through strategic focus on emerging markets, particularly in the Asian region, LV has successfully extended its global market presence. This approach involves customising product offerings to cater to distinct cultural preferences and inclinations.
Diversification: The expansion of LV's business into fragrances, high-jewellery, and electronic devices represents an exploration of new market segments, thereby attracting a wider customer base.
The strategic effectiveness of Louis Vuitton is rooted on its ability to achieve a harmonious combination of familiarity and novelty, thereby appealing to both its dedicated customer base and the emerging luxury enthusiasts of the modern era.


[bookmark: _Hlk142355844]IV. Conclusion

The research of Louis Vuitton's environmental marketing demonstrates that in parallel with the effort to reconcile its rich historical legacy with the evolving demands of the modern market, Louis Vuitton distinguishes itself within the highly competitive luxury market by keeping “the advertising right inside the design team” to not “lose the proximity between the designers and the message to the marketplace” (Cavender, and Kincade, 2014, p.240); in that respect sustaining the unwavering devotion to create top quality products, and cultivating a distinctive brand identity.
Due to the impact of recent pandemic ‘Louis Vuitton’ brand together with the whole LVMH group had to adhere CSR set of values and strategies, and according to SanMiguel, et al. 2021, p.8), “corporate websites aim to communicate and engage multiple stakeholders. However, commercial websites, what are known as e-commerce, where consumers discover the brand and its products and can buy them, are sites that focus entirely on the consumer”. 
In that respect using digital platforms and the implementation of ecologically sustainable practises, the brand effectively appeals to its existing loyal consumer base while simultaneously attracting a younger population that prioritises environmental consciousness “willing to spend extra money or efforts to locate and purchase green products” (Keinan, Crener, and Goor, 2020, ‘Luxury and environmental responsibility’ in Research handbook on luxury branding p.308, Exeter: Davies et al. 2012). 
[bookmark: _Hlk142356280]To conclude, the amalgamation of conventional practises with inventive approaches has solidified ‘Louis Vuitton's prominence as a frontrunner in the realm of high-end branding, showcasing its ability to adjust and endure in a continuously changing market environment.
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