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raised prices to counteract the effect of currency devaluations. Because
the DFS chain depends on Japanese tourists in Asia and Hawaii for 75
percent of sales, Louis Vuitton managers also work with tour opera-

opened recently in New Delhi. Because LVMH has a group presence
in the mall, it can negotiate favorable lease rates for retail space.
Arnault’s expansion coincided with the September 2007 launch of
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tors to predict the flow of Japanese tourists. When tourism is at a | Vogue India. Once again, thanks to LVMH’s diverse brand portfolio, @ O E> 350 | [y @ 4 ‘ | G-l Q) [1e2% [« +] |4.:.] | m Jiva) e
peak, pricg increases from 10 to 22 percent help maximize profits on the company ig able ‘tc buy Iargg blocks of advertising space from “ et e e —
merchandise sales. . . L Condé Nast India at dlsc.oun.te.d prices. . Lo —Antoine Belge, luxury goods analyst, HSBC A complete PowerPoint presentation of the current year’s financial
Arnault was confident that the Asian crisis would not severely The global economic crisis that gained traction in 2008 affected results is available on the LYMH Web site.
affect his company’s performance in the long term. As Arnault many retail sectors, and the luxury goods business was no excep- Strategic Decisions at LVMH www.sephora.com
- explained in the spring of 1998, “One has to distinguish between tion. Overall purchases of luxury goods fell in the key U.S. market; Global Over the past decade, Armault has leveraged his multibrand strat- . . X
Japan, where most of our business is, and the rest of Asia. Japan is in a sales slowed in Russia and other emerging markets as well. Although Marketing egy by broadening the company's consumer base. In the late 19905, Discussion Questions
total sales in the luxury segment were expected to reach a record hie ’ 11-16. What were the possible risks of Louis Vuitton’s first-ever tele-

growth slump, but it isn’t going to have the same difficulties as Korea
or Indonesia. And our business in Japan is doing very well.” Because

€175 billion ($218 billion) in 2008, industry observers expected the
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Arnault sensed that cosmetics-buying habits were changing in key
markets. He opened Sephora stores in New York, Chicago, and San

vision advertising campaign?

the Louis Vuitton unit controls its own distribution, management was sales to drop significantly in 2009. For European-based luxury com- © Table of Contents Francisco in conjunction with a new Web site, Sephora.com. Today, 117 g”\g:;(:mzki ?S{ht:é;;ll‘ ;?’r:ﬂz{ r:ﬁcﬁizzzgatf gafi ;g 1.50.
even able to take advantage of the crisis by renegotiating store leases | panies, there was some good news: The dollar was strengthening » (1 Global Marketing A there are more than 270 Sephora stores in the United States and Aisume that a European luxury gogods marketer cut the price
in key Asian cities. In some instances, the company secured longer | against the euro. As the 2008 holiday shopping season approached, » 3 Part 1: Introduction Can:sf; ﬂ;: fh;-l: a\cslc:i:as ;dp,;ese?cecm :n:r:erthjvrr]\ avqo\tzesn Or:hf’ of an $8,000 tweed suit by 10 percent to maintain holiday

- lease terms plus reductions in rates by as much as one-third. Arnault’s many luxury goods makers reduced prices in the United States. At » (2] Part 2: The Global Marketing ||| chSuA st:rsés acreue:‘c%wag:daw Waf;:r'ﬁeflycanz Zampﬁe Erodj?tsoo: sales in December. How would revenues have been affected
optimism was well founded; with interest rates at record lows and a Chanel, the cuts ranged from 7 to 10 percent; as John Galantic, pres- Environment ‘ an open floor without waiting for sales clerks to assist them. when dollar prices were converted to euros?
gloomy outlook for the stock market, Japanese consumers had few | ident of Chanel’s U.S. unit, noted, “The dollar's recent strength has > (3 Part Throe: Approaching In 2001, Arnault paid more than $600 million for Donna Karan 1118, Lous vu‘gon.execu“ve\s,vr:ﬁej D"ce; " zoobs, andhsa:jes d
other spending options. In 2001, executives actually raised prices at | allowed us to pass on greater value to our customers.” Louis Vuitton » (2 Part Four: The Global International Inc. and its trademarks. Arnault had tried without suc- E‘u’nwt‘enoufmte"t'y"pcigﬁ%ws vaJinE:SctusltscS:L; out the deman
Louis Vuitton's Japanese stores. was a notable exception; in fact, during 2008, the company raised Marketing Mix v cess to acquire Giorgio Armani; Donna Karan is LYMHS first American |4 1o o miate and contrast LYMH's pricing stratégy with that of

. . P . : designer label. As Arnault noted, “What appealed to us is the fact
prices twice, resulting in an average increase of 10 percent. The price ) Glossary Coach (Chapter 6).
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“The big question for the future is, will the Chinese new
entrant to the luxury market choose a Louis Vuitton

as her first bag, as she has tended to do to date,

or that of another brand?”

increases did not dampen sales; in fact, sales continued to increase.

Visit the Web site

0 WORDS

-0 BChC

2 Author/Name Index

1 Subject/Organization Index

that it is one of the best-known brand names in the world.”

In January 2008, executives at Louis Vuitton announced a new cor-
porate branding campaign using a 90-second ad that would appear
on cable and satellite television and in cinemas. This was something
new in the luxury goods sector; generally, advertising budgets are lim-

Sources: Scheherazade Daneshkhu, “LVMH Faces Dilemma of Success,” Financial
Times (October 20/21, 2012), p. 11; Christina Passariello, “"LVMH Sees Shift in
China: Locals Go Abroad to Shop,” The Wall Street Journal (April 19, 2012), pp. B1,
B2; Rachel Dodes and Christina Passariello, “In Rare Move, Luxury-Goods Makers

2 Notes Trim Their Prices in U.S.," The Wall Street Journal (November 14, 2008), p. B1;
ited and television is viewed as too expensive. In addition, some in Eric Pfanner, “Vuitton Is Embracing Medium of the Masses," The New York Times
2 Bookmarks the industry believe that TV's status as a mass-marketing medium can | Uanuary 30, 2008), p. C3; Passariello, “LVMH Books Passage to India for Vuitton,
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Dior. Fendi. Celine.” The Wall Street Journal (Mav 8. 2007). po. B1. B2: Lisa Bannon
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