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Overview of LVMH

*Founded «house of louis vuitton> in 1854
*Headquartered in Paris
*Louis vouitton merged with Moet hennesy in 1987

*Distinguished five business lines.

Wines&spirits &,
Fashion & leather
Watches & jewellery

Perfumes & cosmetics ™" ..«
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Selective retailling
*“Operating around 1500 stores and 50 brands over the world

Niche Positioning

The long history, exeptional quality, creativity, innovation, association with art,
position Louis Vuitton as the Master of Luxury in consumers' mind.
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LVHM Segmentation and Tragting

Geographic Segmentation

By expanding in countries with high density,such as China,
India, Russia and lately Brasil

Demographic Segmentation,

targeting both genders, men and women, from 16 to 80 years
and obviously wealthy.

Business men and women with yearly high income and
disposable income.

Psycographic Segmentation.

Louis Vuitton uses psychographic segmentations: in
countries such as China and Brazil people need to show their
social status, and wealth. Louis Vuitton appeals to this
customers with status related motives.

Key success factors of the luxury sector

*Innovate and develop new products
*Have an online presence

*Invest in the distribution channels

*Know how to manage the gross margin

*Invest in advertising and media to
develop the brand perception
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