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Introduction
[bookmark: _Hlk69485492][bookmark: _Hlk68688845]Louis Vuitton is a world-famous brand for fashion and luxury goods. Nowadays the group sells their products through more than 5000 stores worldwide.(15) This essay refers to the evaluation of the impact of the internal and external environment of PESTLE and SWOT analysis. They use a variety of marketing tools for sales and increasing performance. The purpose of this essay is to examine the different marketing processes used by Louis Vuitton. Also introducing some definitions related to marketing. The next part refers to the formulation of the organisational mission, objectives, and strategy. Then different marketing techniques are reviewed such as situational analysis, segmentation, targeting, and positioning. Finally, special attention is paid to the way Louis Vuitton uses the marketing mix. 
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PESTLE analysis of the Louis Vuitton’s external environment
The names of the six most important environmental factors of the external business environment are Political, Economic, Social, Technological, Legal, and Ethical. (17) The purpose of the PESTLE analysis is to evaluate the changes in the environmental factors and their impact on the organisation, and to help the organisation to respond to these changes. 

Political factor
The political factor changes in political life, government policy, etc., and their influence on the particular area of business. (17) A recent example of the impact of the political factor on LVMH group is the closure of shops in most of the biggest cities in the world and the decrease in tourism due to the measures of the governments with the Covid pandemic. This has dramatic consequences for the LVMH business. The result is a significant decrease of 17% in the revenue in 2020 compared to 2019. (9)
Economic factor
The economic factor changes in the economic variables such as economic growth, exchange rates, etc. For example, exchange rate has a significant impact on the LVMH activity due to their presence in many countries having different currencies.
Social factor
The social factor deals with the characteristics of the population, such as age, gender, education, fashion tendencies, etc., and how they impact in the product.(17) The impact of the social factor on LVMH business is high since their sales depend on a closer segment of society and any changes in this segment will lead to serious consequences for the business.
Legal factor
The legal factor refers to the influence of different laws and regulations related to economy such as employment, competition, health and safety, etc. All of them affect the activity of the LVMH group, which performs production and sales activities. 
Technological factor
The technological factor concerns the development of technologies and their impact on the LVMH activity. An example of it is the use of digital technologies like social media for attracting customers’ attention.
	Ethical factor
The ethical factor refers to the business's responsibility to the communities in which it operates. LVMH has put in place different policies for protecting environment. For example, they have achieved 37% cut of CO2 emissions in 2020. (9)


SWOT analysis of the Louis Vuitton organisation
The SWOT analysis examines factors of both the internal and external business environment. The internal aspects include organisational strengths and weaknesses, while the internal reviews the threats and opportunities are coming from outside the organisation.(17) 
LVMH strengths are its long history and culture, precise design and production, powerful brands, strong presence around the world. 
Their weaknesses are related to their limited group of customers. For example, they can address their messages and efforts to a wider part of people.
Their opportunities are the growing markets in Asia, chances for new acquisitions, and continuous innovation.
The threats for LVMH are the protests against the use of animal skins, and the high competition in the fashion business.

Definition of marketing
Marketing is a business function that refers to relationships with customers. The purpose of marketing is to attract new customers and to develop the existing ones by providing value and satisfaction to them.  (10) While delivering value to customers, organisations are getting value in return. The customers ensure recurring sales and stable revenue. 

Definition of marketing process 
The marketing process is the process by which organisations create value for their customers and for them. (10) In fig. 1 are presented the five steps of this process. Firstly organisations need to understand and define their customers needs. Based on this information, the marketers build the company’s marketing strategy. In this step, organisations identify their target customers and decide how they can serve them best. Then a marketing program is prepared. It is a kind of plan for the marketing strategy. Here are defined the marketing mix, segmentation, positioning, etc. In the next step, these are used for building profitable customers’ relationships. The final step represents the purpose of the whole process value from customers.

Fig. 1. The Marketing Processes: Creating and capturing customer value. (source 10)
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Main stages of the marketing process
Some of the important components of the marketing process include stating mission, objectives, and strategies, segmentation, targeting, positioning, marketing mix.

Stating mission, objectives, and strategies at Louis Vuitton
Louis Vuitton is a French company founded in Paris in 1854 for designing and creating leather goods. (6) In 1987 they merged with Moet Hennessy and created the LVMH group.
LVMH sees its mission in presenting the art of living around the world by offering high-quality products that combine ‘carefully presented heritage and a dynamic engagement with modernity. Their mission highlights the characteristics of target customers. They are people who like the classic appearance in combination with modernity and luxury.  
The LVMH group objectives are to support the development of each of their brands by providing the necessary resources, and while keeping their individuality. Many of their brands have a long-term built identity since they are older than Louis Vuitton itself. For example, the cognac distiller Hennessy was founded in 1765. (8)
The strategies of LVMH group facilitate the achievement of their goals. For example, the group continuously acquires new famous brands and invests in their development and growth. One of their latest is the US jeweller famous . (2). Another successful strategy is their presence in the centres of the big cities where affluent customers go, often being tourists from other countries. Their expansion around the world is also successful. They are present in more than 80 countries. (9) 

Fig. 2. Geographic Footprint as of 31.12.2020.
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Segmentation
Segmentation offering different brands by one organisation to target different groups of customers. (4) Each segment has to be addressed by the most suitable product or brand with clearly defined characteristics. There are different approaches to market segmentation. According to Kotler, et al. (2020) ‘a marketer has to try different segmentation variables, alone and in combination, to find the best way to view market structure’. The major variables are geographic, demographic, psychographic, and behavioural, as shown in Table 1. 

Table 1. Major segmentation variables for customer markets.
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LVMH uses all of the variables for the segmentation of their customers but exploits mostly the demographic one. Their products and marketing messages are addressed to young and middle-aged women. They attract them by offering exclusive products and personalised service.  Psychographic variable with its lifestyle segmentation (Table 1) is widely used by the LVMH group. They attract their customers by offering them goods that are signs of a particular lifestyle. They grow their customers’ loyalty by offering them strong and recognisable brands.  The LVMH group possesses 75 different brands in six different sectors. For example, in the group of wine and spirits, they have 23 different brands.(13)  It is similar with Perfumes & Cosmetics where they have 14 world-famous brands such as Aqua Di Parma, Guerlain, Givenchy, Christian Dior, and others.(14)  
Targeting
Targeting is the process of deciding which segment a company will target. (10). As mentioned above LVMH target customers by developing brand awareness and loyalty.
Positioning
Marketers use positioning to create an image about a product or an organisation in customers’ minds. (3) Positioning is a powerful tool for LVMH. Their marketers create messages that position their goods as high-end status symbols. The result is that products are associated with high quality and high prices. Many people are attracted because of the image of the brand. They believe that possession of LV products will improve their personal image. 


Marketing mix – product, price, place, promotion 
The Marketing Mix is a set of decisions that the marketers must make about the basic marketing elements. (5) These elements can be the 7 Ps – product, price, place, and promotion or 7 Ps by adding people, process, and physical evidence. (3) The marketers’ role is to balance the Marketing Mix components to the target market and facilitate satisfying exchange. (5)		
Product
Product of the Marketing Mix can be defined as a good, or service, or even an idea. (5) The key moment is that it is needed by customers since it satisfies some of their needs. Besides its physical characteristics a product has other beneficial features such as labelling, packing, and brand name.  
Louis Vuitton has developed and invested in its brand since 1854. According to Forbes (2020), their brand was the most valuable brand for luxury goods in the world. A well recognisable brand helps producers to sell their goods by creating loyalty and awareness. In the case of Louis Vuitton goods having their brand are considered of high quality.
Price
The price variable relates to activities associated with establishing pricing policies and determining product prices’. Price can be used as a creator of an image. Many customers perceive the higher price as an indication of higher quality. Producers in turn emphasise exclusivity of their products to justify the higher price. This pricing technique is known as image pricing. (11)
This pricing technique is used by the LVMH group. It is appropriate for the high-quality products of LVMH such as watches, bags, fashion goods, perfumes, wines, and spirits, etc. The customers are ready to pay a higher price because they relate it to higher quality.
Place
Place refers to the way the producers sell their products. In general, products can reach customers through different channels of distribution. (4) The type of distribution depends on the character of the product. For example, consumer products pass through more levels of distribution than business-to-business sales. A structure of distribution channels is shown in Fig 3. Producers choose the most appropriate channel structure for a particular product. 

Fig. 3. Channel structures for customer goods. 
[image: ]
These are specialty stores, department stores, supermarkets, convenience stores, superstores, etc. LVMH group sells its products through independent boutiques and department stores. Boutiques are a kind of specialty store. They offer product lines with limited inventories. LV has chosen this type of distribution since it provides more close and personal contact with customers. Selling high-quality and expensive goods naturally goes with a high level of service.
Promotion
Promotion refers to communication with customers. (4) The purpose of communication is for customers to be aware of the organisation and its products. Promotion includes different tools for addressing the customers such as advertising, public relations, social media marketing, etc. (3) LVMH group uses all these techniques. For example, they have spent EUR 4.896 billion in 2020 on advertising, which is a significant part of their revenue. (16) Their expenditures on advertising and promotion during the last twelve years are shown in Fig 4. 

Fig 4  Advertising and promotion expenditure of the LVMH Group worldwide from 2008 to 2020 (in million euros)
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LVMH group also use communication through social media such as Facebook, Instagram and LinkedIn to reach more customers and increase their awareness of LVMH products and brands. 


Business environment of the LVMH Group
Each organisation operates in a specific business environment, which in turn affects the functions and operations of the company. (17) This is the external or macro environment. The interaction between the organisation and its external environment is shown in Fig 5. The interaction with the environment is for the company development that is why the marketer examines all aspects of it.

Fig 5. The firm in it’s environment.
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The interaction with the environment is for the company’s successful functioning and development that is why the marketer examines all aspects of it. There are different ways for analysis of the macro environment and one of them is the PESTLE analysis. 

Conclusion and recommendations
The purpose of this essay was to examine the different marketing and methods used by Louis Vuitton. It was found that the first step in designing their marketing strategy was to state their mission and objectives. Then segmentation, targeting, and positioning have been reviewed. It has become clear that these three methods are widely used by the LVMH group, which targets a quite customer segment. A recommendation to the LVMH management is to address their products and messages to a wider group of people. For example, they could include younger people in their target group. The marketing mix is also used by the LVMH group for designing their strategy and enhancing their performance. Keeping to traditions is a part of their image but the use of new technologies can attract new groups of customers. SWOT and PESTEL analysis have been used for assessing the LVMH’s internal and external environment. Both are successfully used by the company in the process of making strategic decisions.
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