Highlights in Business, Economics and Management CMAM 2024
Volume 37 (2024)

Louis Vuitton Design Style to Attract Consumers
Zhiyi Liu”

Department of International Economic and Business, Shandong Technology and Business
University, Yantai, 266699, China

* Corresponding Author Email: 2021220128 @sdtbu.edu.cn

Abstract. Marketing strategy is one of the key topics in today's research. Researchers find the
progress of marketing strategy, but there is still a research gap in marketing strategy. Therefore, this
paper conducts an experimental study based on the analysis of marketing strategy applied by Louis
Vuitton's design style in the market and explores how to respond to changes in market demand
through marketing strategy. Louis Vuitton adopts unigue design style to attract its own consumers,
and sets up unique marketing strategies to arouse consumers' desire to buy. At the same time, it
analyzes its target consumers to determine consumption patterns and how to promote its products.
This paper provides other brands with the successful experience of Louis Vuitton's design style and
marketing strategy. Louis Vuitton needs to constantly innovate marketing strategies, try new design
styles, strengthen online and offline interactive experiences, and make full use of big data and social
media for precision marketing [10]. Through the implementation of these measures, Louis Vuitton
can better adapt to market changes and maintain its leading position in the luxury market.
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1. Introduction

As the global consumer market continues to evolve, the luxury industry has always maintained its
unique and special appeal. Among the many luxury brands, Louis Vuitton has won the favor of
consumers around the world with its iconic design style, excellent quality and special brand story [1].
This article aims to give an in-depth analysis of how Louis Vuitton attracts consumers through its
unique design style, and further explore the marketing strategy behind it.

Louis Vuitton, founded in France in the mid-19th century, named after its founder Louis Vuitton,
has a history of more than 100 years [2]. At the beginning, the brand mainly provided customers with
customized luggage and handbags, and quickly became popular because of its excellent durability
and practicality. Over time, Louis Vuitton has continued to incorporate elements of travel into its
designs, creating the iconic Monogram collection, which has become one of the brand's most iconic
design styles.

Louis Vuitton's design style integrates traditional craftsmanship and modern aesthetics, which not
only reflects the historical heritage of the brand, but also constantly innovates and develops to meet
the aesthetic needs of consumers in different times. This unique style makes Louis Vuitton a leader
in the luxury market and a symbol of consumers' pursuit of individuality and taste.

The purpose of this paper is to explore how Louis Vuitton successfully attracts and maintains
consumer loyalty through in-depth analysis of its design style and marketing strategy behind it. At
the same time, this article will also focus on how Louis Vuitton maintains the brand tradition while
constantly innovating and adapting to changes in the market to cope with increasing competition.

In order to achieve this goal, this paper will analyze from many aspects, including Louis Vuitton's
design style, consumer analysis, market positioning, marketing strategy, future challenges and so on.
In addition, this paper will further demonstrate the effectiveness and sustainability of Louis Vuitton's
marketing strategy by citing relevant literature and case studies at home and abroad.

To sum up, the success of Louis Vuitton's design style lies not only in its unique design style, but
also in the carefully planned marketing strategy behind it. By analyzing these strategies in depth,
author can provide useful inspiration for other brands on how to continue to grow in the current
market competition and gain consumer support.
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2. Louis Vuitton Design Style Analysis

This article analyzes the changes brought by Louis Vuitton according to its history, the special
design patterns of the brand, how the brand has gained advantages in the market and how to maintain
competitiveness.

Louis Vuitton is a brand that carries fashion, luxury and exquisite craftsmanship. Since its birth in
the mid-19th century, its design style has continuously evolved in the long history and gradually
condensed into a distinct and unique brand characteristic. Not only has Louis Vuitton become a
symbol of fashion art, but the company's great prestige, rich inventiveness, and acute craftsmanship
are also responsible for creating the company's distinctive style, which is characterized by elegance,
solemnity, exquisiteness, and flawlessness. Designed by George Vuitton in 1896, the "monogram” is
a timeless symbol of Louis Vuitton [3].

From classical to modern, to cutting-edge innovation, Louis Vuitton's design style has undergone
multiple transformations. In the early years, the brand was deeply influenced by the 19th century
European art aesthetics, paying attention to details and the delicacy of decoration, showing a classical
gorgeousness and elegance. However, with the arrival of the industrial Revolution and the rise of
modern design trends, Louis Vuitton began to gradually simplify design, emphasizing practicality
and functionality, showing a modern simple beauty. In the 21st century, Louis Vuitton is even more
bold and innovative, skillfully combining traditional craftsmanship with modern design elements to
create works that both inherit historical traditions and are full of fashion.

Louis Vuitton's design style is classic, simple and practical. Its signature Monogram collection,
which incorporates the LV letters and four-leaf clovers into the design, not only embodies the brand's
unique personality, but also gives the product a high degree of recognition. At the same time, the
brand's excellence in details, from the selection of materials to the process, highlights the ultimate
pursuit of quality, making every piece of work a work of art.

This unique design style is one of Louis Vuitton's core competitive advantages. In the highly
competitive fashion world, Louis Vuitton has successfully created a brand image that is difficult to
copy with its unique design concept and exquisite craftsmanship. In addition, the brand is also keen
to capture the changes in the fashion of The Times, and constantly introduce new products in line
with consumer needs, thus maintaining the continuous competitiveness of the brand.

3. Louis Vuitton Target Consumer Analysis

In the analysis of this issue, this article will be from the consumer's age, gender, occupation
distribution and consumer consumption psychology and purchase motivation to analyze [4].

3.1. Age and Gender

Mature and diversified Louis Vuitton consumers are mainly concentrated between the ages of 25
and 55, especially 35 to 45 years old this age group, they have a successful career, economic stability,
the pursuit of quality life. In terms of gender, although female consumers make up the majority, the
proportion of male consumers has steadily increased in recent years, along with men's increasing
attention to fashion. Based on STP theory, author deeply analyze Louis Vuitton's target consumers
and find that its marketing strategy is highly in line with consumer needs. First of all, Louis Vuitton
has carried out market segmentation in multiple dimensions such as age, gender and professional
background to accurately target potential consumer groups. Louis Vuitton is also aware of male
consumers' increasing attention to fashion, so it has incorporated more male-friendly elements into
its product designs. In addition, the elite of all walks of life is also an important customer group of
Louis Vuitton, they have a large income, and have a unique view and pursuit of fashion.

3.2. Career Background: Elite

Louis Vuitton's consumer careers are widely distributed, but a closer look shows that many of
them are elite business executives, financial practitioners, artists and designers. These professionals
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not only have a higher income level, but also have a keen insight and unique taste for fashion. In the
choice of target market, Louis Vuitton mainly focuses on the pursuit of high-quality, high-grade life
elite groups. In order to meet the needs of this group, Louis Vuitton not only opened a number of
stores around the world, but also provided personalized customization services.

3.3. Consumer Psychology

The pursuit of personality and taste of Louis Vuitton consumers often pursue high-quality, high-
grade lifestyle. They appreciate the brand's heritage, craftsmanship and unique design, and want to
express their personality, taste and success through Louis Vuitton products. For them, buying Louis
Vuitton is not only a kind of consumption, but also a display of their own aesthetic and identity. In
terms of market positioning, Louis Vuitton has positioned itself as a leader in the high-end luxury
market. In order to achieve this position, it has made full efforts in product design, quality control
and brand image. Louis Vuitton pays attention to the heritage of the brand's history and culture, while
constantly innovating designs to attract the attention of young consumers. In addition, by cooperating
with artists, designers and other co-branded products, Louis Vuitton further enhances the artistic value
of the brand and the value of collection.

3.4. Purchase Motivation

Consumers are motivated to buy brands from many different perspectives. Some are in pursuit of
identity, hoping to show their social status and success by owning Louis Vuitton products; Some
people are attracted by the exquisite craftsmanship and high-quality materials of the brand, and are
willing to pay the corresponding price; Others give Louis Vuitton products as high-end gifts to
relatives, friends or business associates to show their respect and friendship. In addition, some limited
edition or specially designed products have collectible value due to their scarcity and uniqueness and
have also attracted the attention of some consumers.

To sum up, through the analysis of STP theory, author can see that Louis Vuitton has a high degree
of accuracy and effectiveness in target consumer selection and market positioning [5]. These
strategies make Louis Vuitton stand out in the high-end luxury market and win the love and loyalty
of many consumers.

4. Analysis of Louis Vuitton's Marketing Strategy

In terms of marketing strategy, this article analyzes two aspects: product strategy and
psychological strategy. In terms of product, the author analyzes Louis Vuitton's unique design and
works of different styles; in terms of psychology, the author analyzes groups with different identities,
different emotions, and the recently prominent network marketing.

4.1. Product Strategy Analysis

Unique design and exquisite craftsmanship: Louis Vuitton is widely praised for its unique design
and exquisite craftsmanship. Its products, from handbags to accessories to haute couture, all embody
the brand's unique creativity and personality. This uniqueness makes Louis Vuitton's products highly
recognizable in the market, satisfying consumers' pursuit of uniqueness and personalization. Over the
decades, Louis Vuitton has introduced new product lines and created its own iconic styles, such as:
The LV logo (representing the traveler on the run), the quadrilateral logo (marking the direction of
progress), the diamond logo (marking the harvest on the journey), the floauthorr logo (marking the
scenery on the journey), these symbols represent the unique design concept of Louis Vuitton, making
their products more story, so that consumers are more easily attracted by the brand's story.

Limited Edition and Special Design: With the rise of fashion trends in recent years, the concept of
"customization™ has gradually evolved from the original "tailored" to today's "made-to-measure”, and
the meaning people give to "customization™ has gradually diversified [6]. To maintain the brand's
high-end image and scarcity, Louis Vuitton often introduces limited edition or specially designed
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products. These products are highly collectible due to their scarcity and uniqueness, attracting a large
number of loyal fans and collectors. In addition, specially designed products are also a feature of
Louis Vuitton, they are often in collaboration with artists or designers, presenting a unique artistic
style and aesthetic value. These limited edition and specially designed products not only enhance the
artistic and cultural connotation of the brand, but also increase consumers' yearning and pursuit of the
brand.

Product line diversification: Louis Vuitton's product line covers a wide range of areas, from
everyday goods to luxury goods. This diversified product line strategy allows Louis Vuitton to meet
the diverse needs of different consumers, thus expanding its market share. Louis Vuitton's product
line covers a variety of areas, including handbags, accessories, clothing, and even home goods and
stationery. This diversified product line strategy enables Louis Vuitton to meet the diverse needs of
different consumers. Whether it is young people who pursue fashion, or mature consumers who pay
attention to quality, they can find products suitable for themselves at Louis Vuitton [7]. At the same
time, this diversified product line also brings Louis Vuitton a broader market space and development
opportunities.

4.2. Psychological Strategy Analysis

Brand awareness and identity: As a brand with a long history, Louis Vuitton has become a symbol
of quality, fashion and success. Louis Vuitton's distribution strategies fall into three parts. Products
are sold exclusively through Louis Vuitton stores and its official website. The company does not
license others to sell its products [8]. Consumers buy Louis Vuitton products not only for material
needs, but it is also to show their social status, wealth and taste. Through its unique design and
exquisite craftsmanship, Louis Vuitton has successfully created a high-end, luxury brand image, so
that consumers can obtain a sense of identity and pride when buying its products.

Emotional resonance and brand loyalty: Louis Vuitton places great emphasis on building an
emotional connection with its consumers. Through custom design, exquisite craftsmanship and
excellent service, Louis Vuitton has won the love and trust of consumers. When consumers use Louis
Vuitton products, they can feel the heart and care of the brand, thus generating emotional resonance
[7]. This emotional resonance gives consumers a strong sense of belonging and loyalty to the brand,
making them more inclined to choose Louis Vuitton when making purchasing decisions. In addition,
Louis Vuitton also organizes various events and launches membership programs to strengthen the
interaction and connection with consumers. These activities not only give consumers a deeper
understanding of the brand's culture and values, but also let them feel the warmth and care of the
brand. This interaction and connection further enhance consumers' sense of loyalty and trust in the
brand.

The use of social media: In modern society, social media is an important platform for information
dissemination, self-presentation and interactive communication. Louis Vuitton has taken full
advantage of this by actively promoting its brand and products on social media to engage with
consumers. By publishing product pictures, sharing fashion information and holding online events,
Louis Vuitton has attracted a lot of attention and fans, further enhancing the brand's influence.

To sum up, through unique product design and exquisite craftsmanship, as well as precise
psychological strategy analysis, Louis Vuitton has successfully attracted a large number of loyal fans
and collectors and occupies an important position in the high-end luxury market.
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5. Challenges and Suggestions for Improvement of Louis Vuitton Marketing
Strategy

5.1. Face the Challenge of Consumer Aesthetic Fatigue

As a leading brand in the luxury market, Louis Vuitton's classic design elements and styles have
long been loved by consumers. However, a design that remains unchanged for a long time may cause
consumers to experience aesthetic fatigue and lose interest in traditional designs.

What to do: Louis Vuitton should experiment with new design styles to appeal to a new generation
of consumers. On the basis of maintaining brand characteristics, more fashionable design elements
can be appropriately introduced, so as to achieve brand inheritance and meet the aesthetic needs of a
new generation of consumers.

The fashion market is changing too fast, and consumers are always curious about new and unique
designs. Through continuous innovation, Louis Vuitton can break consumers' stereotype of traditional
design and re-stimulate their desire to buy.

Louis Vuitton can set up a dedicated design research and development team, regularly launch new
design series, and through fashion shows, new product conferences and other forms of publicity, in
order to attract the attention of consumers.

5.2. Strategies to Cope with Intensifying Market Competition

The luxury market is becoming increasingly competitive and new brands are constantly emerging,
and Louis Vuitton needs to constantly innovate to differentiate itself from its competitors.

Strengthen online and offline interactive experience to enhance consumer awareness and loyalty
to the brand.

In the digital age, consumers are increasingly demanding shopping experiences. Providing
interactive experiences such as virtual fitting and customized services through online platforms can
not only increase consumers' sense of engagement, but also enhance their stickiness to the brand. At
the same time, offline stores can also set up more experience areas, so that consumers can personally
feel the quality and characteristics of the product.

Louis Vuitton can develop exclusive apps or small programs to provide virtual fitting, online
customization and other services. Offline stores can set up special experience areas to invite
consumers to participate in product making, DIY and other activities to enhance their recognition of
the brand and the unique emotion of the brand.

5.3. Strategies for Mastering Digital Trends

Network marketing is a type of marketing that has flourished in the Internet era because of the
accessibility and interactivity of digital information and network media. It has become one of the
most successful advertising strategies and is rapidly expanding around the world [8].

With the rise of digitalization and social media, traditional marketing strategies can no longer meet
the needs of modern consumers.

Use big data and artificial intelligence for precision marketing while enhancing social media
marketing.

Big data and artificial intelligence can help brands more accurately understand consumer needs
and preferences, so as to develop more accurate marketing strategies. Social media is an important
platform for modern consumers to obtain information and express their views, and social media
marketing can more effectively reach the target audience [9].

Louis Vuitton can set up its own data analysis team to collect and analyze consumers' purchase
records, searched items and other data to push appropriate products to customers. At the same time,
author actively publish interesting and creative content on social media platforms (such as Tiktok,
Kuaishou, Toutiao, etc.) to interact with consumers and enhance brand influence and awareness.

Faced with the challenges of consumer aesthetic fatigue, intensifying market competition and
digital trends, Louis Vuitton needs to constantly innovate marketing strategies, try new design styles,
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strengthen online and offline interactive experiences, and make full use of big data and social media
for precision marketing [10]. Through the implementation of these measures, Louis Vuitton can better
adapt to market changes and maintain its leading position in the luxury market.

6. Conclusion

Louis Vuitton's design style plays a crucial role in the marketing strategy, which gives the brand a
unique personality and charm, making Louis Vuitton unique in the luxury market. Classic design
elements such as the iconic Monogram pattern not only become a symbol of the brand, but also
enhance the brand's recognition and appeal.

For other brands, Louis Vuitton's design style provides a valuable reference. It tells people that a
clear and unique design style is the key to brand success. Brands need to have a deep understanding
of their brand concept and market positioning to ensure that the design style fits with the brand image,
S0 as to leave a deep impression in the minds of consumers.

In addition, Louis Vuitton's design style also emphasizes the importance of design uniqueness and
high quality. Brands should focus on the pursuit of uniqueness and high quality in design in order to
establish their own brand characteristics and competitive advantages.
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