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LVMH and Luxury Goods Marketing
Bernard Arnault ranked as one of the moguls in the world has been snapping luxury brands over the past two decades since he took over the leadership. He has managed to make LVMH a profitable empire through a selective acquisition strategy. Under the empire are 60 highly ranked luxury brands such as Moet, Sephora, Christian Dior to mention but a few and he is still pursuing more like the old family business: Hermes. He has succeeded in his adoption of the acquisition strategy and cost synergy creation between the groups. Not only has he created synergy in cost but also in management and corporate interactions.
Advertising budgets are often limited and often TV advertisements. However, Louis Vuitton stands a risk of losing the aura of exclusivity as a luxury brand. With its main clientele being on the high-end social class, the consumers could end up preferring brands that haven't advertised themselves "everywhere" in the belief that the quality markets the brand and not media marketing.
 In the case that dollar prices are converted into euros, the result will be an increase in revenues with a margin of 960 euros.  This means that the increased value in the dollar price has led to a consequent increase in revenue even with the holiday discount.
In 2008, the global economic crisis hit the world economy. However, the high-class consumer population which is the target client base for Louis Vuitton was less affected. The demand curve for the luxury good indicates an increasing demand with increasing price.  This could be explained by the fact that expensive things tend to be more expensive. Additionally, most consumers purchase luxury, and even in the middle of a crisis, they are sure to maintain their status.
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