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QUESTION ONE

Read the Case Study below carefully and answer the questions that follow:

A case study of Louis Vuitton Company

Louis Vuitton, a renowned French designer of leather goods, established his first
suitcase shop in Paris in 1854. Over the years, the brand’s luggage and leather goods
gained recognition as symbols of high society. Today, Louis Vuitton has expanded
beyond leather goods to include fashion, accessories, shoes, bags, jewelry, watches,
media, and even wine. With its iconic LV suitcase and dynamic fashion shows in
Paris, Louis Vuitton maintains a leading position in the international fashion industry,

boasting a unique brand identity.

Established in 1854, the Louis Vuitton Company quickly rose to prominence as a
premier maker of luxury goods, particularly renowned for its high-quality travel
trunks and leather accessories. The brand became synonymous with its signatire
beige monogram, featuring the LV initials on a chestnut background. After George
Vuitton took over the company in 1892, Louis Vuitton continued to innovate,
pioneering the concept of designer labels on products. In 1998, with Marc Jacobs as
Artistic Director, Louis Vuitton ventured into the realm of high fashion. Collaborating
with artists like Stephen Sprouse and Takashi Murakami, the brand infused cutting-
edge design concepts into its iconic products, transforming them into coveted status
symbols. Today, Louis Vuitton stands as a global leader in luxury consumer goods,
offering a diverse range of products, including travel books, perfumes, distilled spirits,

and designer shoes and clothing.

While initially catering exclusively to the wealthy elite, Louis Vuitton has adapted to
meet the demands of a growing luxury market. However, the brand continues to
target affluent consumers who are willing to pay a premium for exclusive items.
Attributes such as creativity, craftsmanship, innovation, and premium pricing not
only provide consumers with a sense of ownership but also confer psychological

benefits like prestige and status.
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Louis Vuitton’s desired positioning emphasizes the fusion of tradition and modernity
in its company philosophy. With a rich history of craftsmanship and innovation, the
brand'’s identity is deeply rooted in its heritage while embracing contemporary trends.
This is evident in the company’s motto, “For Louis Vuitton, the art of travel is the art
of fine living,” underscoring its commitment to excellence and luxury lifestyle.
Through its official website and virtual travel museum, Louis Vuitton continues to

celebrate its legacy while adapting to the evolving needs of its discerning clientele.

Louis Vuitton sells to the rich and stylish customers who appreciate luxury. Their
customers are usually adults between 25 and 54 years old with plenty of money to
spend. Louis Vuitton is popular in Europe, Asia, and the U.S. People who buy Louis
Vauitton like its long history and classic designs.The people who buy Louis Vuitton are
often well-off and want to show their status. They like art and want to stand out.
They're trendsetters and leaders who value unique and exclusive fashion. Louis
Vuitton has successfully attracted wealthy customers worldwide by carefully
combining product offerings, pricing strategies, promotional activities, and
distribution channels.Louis Vuitton offers a range of high-quality products, including
leather goods, clothing, accessories, watches, and fragrances. Each item is crafted with
meticulous attention to detail and showcases the brand’s dedication to excellence and
creativity. The iconic monogram pattern associated with Louis Vuitton serves as a

symbol of luxury and distinction, setting its products apart from others in the market.

Louis Vuitton's way of promoting its products is powerful and has a big effect. They
team up with famous celebrities and take part in important events to make people
excited and interested in what they offer. Their ads are eye-catching and tell
interesting stories, showing off their long history and making people feel connected to
the brand. They also use the internet and work with popular social media
personalities to reach more people, but they still manage to keep a sense of being
special and unique.Louis Vuitton takes great care in how and where its products are
sold to give customers the best possible experience. Their stores, found in top
locations worldwide, create a luxurious atmosphere that matches the high quality of
their products. Alongside physical stores, Louis Vuitton also sells online, making it

easy for people all over the world to shop. Louis Vuitton’s way of doing business is a
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perfect example of how to market luxury goods. They carefully balance their products,
prices, promotions, and where they’re sold to keep impressing customers and winning
over people who appreciate luxury.Louis Vuitton has carried out powerful marketing
initiatives that have had a significant influence on the fashion world.The Series 3
exhibition provided an engaging insight into the brand’s artistic approach,
demonstrating its skill and originality. By presenting interactive displays and live

presentations, Louis Vuitton encouraged a stronger bond with its viewers.

The Spirit of Travel campaign perfectly embodied luxury and the thrill of exploration,
showcasing renowned destinations and seamlessly incorporating Louis Vuitton
products into the visuals. Through its depiction of longing and excitement, the
campaign resonated with the globe-trotting aspirations of its intended viewers. These
campaigns showcase Louis Vuitton's talent for weaving captivating narratives,
stirring feelings, and affirming its status as a premier luxury brand. Through visually
stunning campaigns, Louis Vuitton consistently captivates its audience, reinforcing its

brand essence, and upholding its dominant presence in the fashion world.

These marketing efforts show how good Louis Vauitton is at telling stories and
connecting with people’s emotions. By creating stunning campaigns, Louis Vuitton
keeps capturing people’s attention, reminding them of what the brand stands for, and

staying the top choice for luxury fashion

(Source: Nagasawa S. Marketing principles of Louis Vuitton-The strongest brand
strategy. Doctoral dissertation, Waseda University, 2009).

Required:

a) Using the case study, differentiate a global brand from a local or domestic
brand. (4 marks)

b) Assume the company used export entry mode for its global expansion, identify

and explain three benefits of this form of global entry strategy

(9 marks)

¢) After identifying three other forms of global market entry strategies. Discuss
how they can be used by the company. Articulate their benefits and challenges
(12 marks)
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QUESTION TWO

(a) Pricing plays a very significant role in global markets, identify and argue six

factors that affects pricing in global markets (9 marks)

(b) Using relevant examples show how domestic marketing differ with global
Marketing ' (6 marks)

QUESTION THREE

a) As the world today has become a global village, political forces have shaped
@ global marketing. Explain how confiscation and exploration have been used

over the years in this global marketing arena. (6 marks)

b) Research is the ‘heart’ of any serious global marketer. List and discuss any six

reasons of global marketing research for a firm entering a new global market

(9 marks)

QUESTION FOUR

a) There is an upsurge of direct marketing in the global marketing distribution

strategy, examine four reasons for this growing development (10 marks)

2 b) The concept of strategic alliance is common on the corridors of global
marketing. Examine this concept and highlight three forms of strategic alliance
(5 marks)

QUESTION FIVE

a) Settlement of payment is very critical in global marketing, identify and assess any
five Methods of payment for global marketing transactions (7.5 marks)
b) Analyse any five benefits of sales promotion in global marketing (7.5 marks)
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QUESTION SIX

a) From the global marketing platform, distance affect promotion strategies, assess

five types of distance that might affect channel communication in global

marketing (7.5 marks)

b) Examine any five factors that determine distribution strategies and the selection

of channel members in global marketing (7.5 marks)
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