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B cmambe noOHUMAOMCA 80NPOCHI cmMpameauu Npoo8UXeHUA Uu3gecmHolx 6peHO008 8 HOBbIX
YCA0BUAX HA MpuMepe moeapa npemuym-cezcmeHma — MyMCKUX HAPYYHbIX YACO8 KOMMAHUU
Luis Vuitton. AHaau3supytomca cusnbHele U caabbie cmopoHbl 6peHOa, e2o MO3UYUOHUPOBAHUE
Ha pblHKe, CPABHUBAOMCA YCA0BUA PbiIHKO8 cbbima, ocobeHHOCMU 8oCApuUAMUSA
nompebumesnbCKO20 CMPOCA 8 PA3HbLIX CMPAHAX U YACMO UCnoab3yembll uHcmpymeHmapul
bpeHO-meHedwmeHma. [lpedaaearomca cnocobsl 6o0pbbbl ¢ Heyoauamu 8 peKAAMHO U
KOMMAAHUU.

Kntouesble cnoBa
6peHO, bpeHO-MeHeOHMeHmM, cmpameausa NPoo08UXEeHUA NMPOOYKMa, pe2auoHasAbHble PbiHKU,
Luis Vuitton

bpenn onpenenen The American Marketing Association kak CHMBOJI, 3HaK, TEPMUH, AU3aiH
WIK UM, IpeJHa3HAY€HUEM KOTOPBIX SIBISETCS WIACHTH(QHUKAIMSA TOBapa WM YCIYyT KaK TPYIIIbI
MPOAABIIOB, TaK M OJHOTO MpPOAABIA W S OTIWYMS MPOAYKTOB IMPOU3BOJACTBA OT aHAJOIOB
Opyrux npousBonutenei. [lepBoHadyanbHo MoHATHE «OpPEH» O3HAYANIO KJIEMMO, BBDKUTAeMOe IS
JTaabHENIIeH NACHTH(PUKAIINHA CKOTA.

Ceromus OpeHa — 3TO TOpa3ao OOJbINE, YeM HEKHH (U3MUECKH OCS3aeMbId WU BUIUMBII
arpulOyT GUPMBI WIH NMPOJYKTA, 3TO HE TOJBKO Y3HABAEMOCTh MPOAYKIIMH, TPOU3BOAUMON (HUPMOH,
HO M BHYTpPEHHEE CO/ep)KaHMEe, CHUCTeMa ILIEHHOCTEeH, O0pa3yIoUMX HMHUDK NPEANpUATUS. ITO
YCIIyTH, CEPBUCHI U 3MOIMOHAJIbHAs OTJaya, T. €. HeMaTepuasbHble KauyecTBa, KOTOpPbIE MOIy4YaeT
MOTpeOUTENh NMPU B3aUMOJEHCTBUHU C TOBapaMHM M cepBUCAaMU. Takue 3MOLMOHAJIbHBIE MPUBSI3KU
HaIOJHSIOT OpeHAbl CBOETo poja MoryiectBoM. OHM CO3Jal0T YCTOMUYMBBIE CBSI3U U (DOPMUPYIOT
Lenble coo0IIiecTBa MOJIb30BaTeIel M0 TakoMy kK€ NMPUHIUIY, KaK (HOPMUPYIOTCS PETUTHO3HBIE
coobmiectBa. JIromu MOKJIOHSIOTCS TOMY WJIM MHOMY TOBapy, HAUWHAIOT MPUYUCISATH BCEX €ro
oOnaiareneit K TpyIie JIFOIeH CO CXOKUMU HHTEPECAMH.

[Ton mo3unMOHUpPOBAHMEM MPUHATO MOHMMAThH MPOIECC MOMCKA TAKONH PHIHOYHOM MO3ULINU
JUIsL KOMIIAaHUM, TPOJYKTA WM YCIIyTH, KOTopas Oy/eT BHITOJHO OTIMYATh €€ (€ro) OT MOJOKEHUS
KOHKYpPEHTOB. [lO3MIIMOHMpOBAaHUE OCYIIECTBISIETCSI C YYETOM KOHKPETHOM IeJeBOM TIpYIIIbI
notrpedurenet, st KOTOPOH CO3/1AI0TCS U MPEeAJIaratoTcsl IPEUMYIEeCTBa U YHUKAIBbHOCTbD.

Pazpabotka HoBOrO TIpoaykTa (New Product Development) — 3T0 KOMIIEKCHBIN mpoiiecc
pa3pabOTKH HOBOTO MPOAYKTA, BKIIFOUAIOIIUNA PAHHIOIO CTA U0 TOUCKA BEPHOT'O MO3UIIMOHUPOBAHUS
Y HampaBlIeHUs, MOBBIMIAIOMINNA KaueCTBO MPOAYKTa M COKpALIAIOUIUN YUCIO «IIPOUTPHIIIEI».
Bropas ¢aza — cTpemiieHHe K yCHEIIHOMY BOIUIOIIEHHIO, C(POKYCHUPOBAHHOE HA JOCTH)KEHHUH
MAaKCUMAJIbHOM MaTepUaJbHON U HEMATEPUAIbHON IEHHOCTH TOBAPOB.

CoBpeMeHHbIE peallMi TaKOBbl, YTO MOTpeOUTENel OKpYyk aeT OrpOMHOE KOJIHMYECTBO
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Puc. 1. Norotnn komnaHuu Louis Vuitton, BKAOUYEHHbIN B Puc. 2. HoBbI# orotun Komnauuu Louis Vuit-
OpHaMeHT Ha cymke. NcTtouHuk:http://www.kismetbazaar.net ton ANa MyXCKUX KONEKLMIA — CNOPTUBHbIN U
ANHaMUYHBIN. McTouHuMK: http://www.ilvoelv.com

OpennoB. Kakoii KOMIOHEHT OpeHIa oOKa3bIBaeT HAWOOJbIIEEe BO3JACHCTBHE Ha IOBEICHUE
notpebuteneit? Kak otrnuuaercs BocmpusTHe TOTpeOuTeneld B pa3HbIXx crpaHax? Kakwue
MHCTPYMEHTBI UCIIOJB3YIOTCS MPHU 3allyCcKe MPOJYKTOB Ha HOBBIX PErMOHAIBHBIX phIHKaX cObITa?
Kakum o6pazom npu pazpaboTke HOBOTO MPOAYKTA MOIYUYUTh MPOAYKT, MAKCUMAIbHO JKeJ1aeMblii
notrpebutenem? C 4yeM MOTYT OBITh CBSI3aHBI HEYJauW B HOBOW PBIHOYHOM Cpelie, €CIH 10 CUX
MOp MPOJaXH Ha TPAAMIIMOHHBIX PETHOHANBHBIX PBIHKAX OBUIM yCHEHIHBIMU? DTH BOIPOCHI
pacKphIBalOTCS B JaHHOM CTaThe HAa MPUMEPE TOBapa MPEMUYyM-CETMEHTa — MY KCKUX Hapy4YHbIX
yacoB koMmnanuu Louis Vuitton.

HccnenoBanuss mpOBOAMIIUCH aBTOPOM B paMKaX MaruCTEpPCKOM padOThI, BBHITIOJTHEHHOW B
VYuusepcurere Jladh6opo, BennkoOpuranusi.

3anmaua: codpaTh U MPOAHATM3UPOBATH UCCIIEA0BATENIbCKHUE TaHHBIE 1JISl ONPEENICHNUS CUITbHBIX
1 cya0bIX Mo3uLui OpeH1a Ha POCCUIICKOM PbIHKE, MAKCHUMAJIbHO YUECTh Pe3yJIbTaThl HCCIEIOBAHUM
pu pa3paboOTKE HOBOTO MPOAYKTa [UJIsi POCCUICKOrO peruoHasbHOro pbiHKa. IlpomsBectu
MO3UIIMOHUPOBAHNE KOMITAHUU Ha POCCUIICKOM pBIHKE.

Kommanusa Louis Vuitton sBisieTcss TpOW3BOAUTEIEM TOBAPOB JIOKCOBOTO CETrMEHTA.
OcnoBanHas B 1854 rony B Ilapuxe Jlym BrorToHoM, OHa CylmecTBYEeT W MO CEMl JEHb.
N3nauanpHo ¢upma Npou3BOAMIA aKceccyapbl s MYTEIMECTBUI: CYHAYKH, CAKBOSIKH.
CeronHs cnekTp NpOAYKIMH BKIIOYAET JIMHUIO OJI€K /bl M aKCECCYyapoB KakK JJIs MYy YHUH, TaK
U 115 )KEHILMH, pPa3juyuHble IMHUHU aKCECCyapoB JUIS MyTElIeCTBUM, U3AEIUS U3 KOXKU U KaHBBI
(oTnMuYUTENbHBINA A OpeHa MaTepual ¢ HAHECEHHBIM Ha HEro JIOTOTHUIIOM-MOHOTpaMMOM
KoMIlaHWHU. MaTtepuan o01amaeT BBICOKON MPOYHOCTHIO, HE MPOMOKaeT Oysaromapsi BOCKOBOM
NponuTKe) 00yBb, IOBEJIUPHBIE U3/IeNUs U Yachkl. B OyTukax mpeaycMoTpeHa BO3MOXKHOCTD
3aKa3aTh CyMKH W 4achl U3 BBIOpPAHHBIX KJIMEHTOB MarepuanoB (MHAUBUAYaTU3UPOBAHHbBIC
ToBaphel). TakuMm oOpaszom, Louis Vuitton siBisieTcs Hanbosee YCIEUIHBIM MPEACTaBUTEIEM
nrokcoBor uHaycTpuu. B 2013 roxy Louis Vuitton 3aHnMaeT nepBoe MeCTO B CETMEHTE JIFOKCa
yxke cenbMoi roa moapsa (oH orneHeH B 22 miupa noinapoB CIHIA) mo maHHBIM €XETOIHOTO
pEeHTHHTA CaMBbIX YCIICIIHBIX OPEHIOB MJIAaHEThI, MpoBoAUMOTO0 areHTcTBoM Millward Brown,
CHIA [6].
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Puc. 3. Yacbl Tambour B K1aCCUYECKMX MU CNIOPTUBHBIX MaTepuanax. KomnaHua npeasiaraet NosiHyH
WMHAMBUAYANM3AUMIO NPoayKTa. McTouHuK: http://oceanictime.blogspot.it/2011/06/louis-vuitton-tambour-diver-chron-
ograph.html; http://blog.perpetuelle.com/tag/louis-vuitton/

Posab Opena B JKM3HU COBPEMEHHOIO NMOTPeOHTE st

B co3znanme coBpeMeHHOro moTpeOuTeNs IPOUHO BOLLIO MOHATHE Open . [Ipu sTom moTpedburens
Jla’ke He OTAaeT cebe oTyeTa B TOM, HACKOJIBKO TOTaJIbHO 3TO BiMsHUE. OH BBIXOAMT U3 J0Ma, HA/IEB
cBou Nike, uroOpl BeIUTH 3cnpecco B Starbucks. 3armsapiBas Ha oOpaTHOM MyTH B MarasuH,
nokynaet Mosnoko Parmalat. OH, He 3ayMBIBasiCh, IPOJENBIBACT 3TH KOMOMHALIMU U30 JAHS B JCHb.
Br16op npoaykTa coBepiaeTcs Ha 1mojico3HaresibkHoM ypoBHe. B 90 % ciydaeB nmokymnaresnb aeiaer
CBOM BBIOOp Heoco3HaHHO[1, c. 163]. bpeHasl Bce Oomnbllie OBIAJEBAIOT MOICO3HAHUEM OTPOMHOMN
Macchl JIoAeH, GopMUpYs ONpeieTICHHbIH CTUIIb KU3HH. [loTpeduTeny CTaHOBITCS 4acThlo OpeH/I-
coo0ILecTBa.

[IprxoauTCst KOHCTaTUPOBATh, YTO HU B OJJHOM CTpaHe MUpa HET TAKOTO OKIOHEHUs Jie0IaMm, Kak
B Poccun. CeroziHst 1I0KCOBBIE OpEH/IbI SBIISIOTCS] CaMBbIMU JKEJTAHHBIMU Y POCCUHCKOTO OTPEOUTEIIS.
OH 3aBeOMO TpaTUT 3apabOTaHHbIC HAKOIUIEHUS, *ejas MpUOIM3UTH ce0s K MPEeMUYM-CEIMEHTY.
KopHu ganHOro Borpoca yxofsT B UCTOPHIO TIOCTCOBETCKOTO MOTpeOIeH s, KOIjia, ¢ OJJHOM CTOPOHBI,
MOSIBUJIMCH TOBAphl, HEJOCTYIHBIE paHee, a ¢ Ipyroi — 6e3onacHee ObUIO MOTPATUTH AEHBIU CETO/HS,
4TOOBI HE MOTEPATH UX 3aBTpa BeiieACcTBUE runepuH@isiuuu. Takum o6pa3om, cpeaHuii kiace B Poccun
OoJiee CKJIOHEH TPaTUTh BCE CPEACTBA HAa TOBAPbl CHIOMHUHYTHOTO IOJb30BAaHUS, a HE OTKJIAJbIBaTh
Ha HEABWXHMMOCTh WJIM Ha oOpa3oBaHue. DT0 c(HhOpMHUPOBAIIO OMPECICHHBIA CTUIb KU3HH, HOBBIN
MOAXOJ K TparaMm. bpeHn sBiseTcst cpelcTBOM YIOBIETBOPEHHs MOTPEOHOCTEH, CaMOBBIPAXKEHUS,
YCTaHOBJICHHS COLIMAJIbHBIX OTHOLICHUH U MOJIEpKAHUS KyJIBTYPHBIX 00pa3ioB [4].

CJ10)KHOCTH, € KOTOPBIMH CTAJTKHBAIOTCS POU3BOAUTEIN
ITo nanubiv IPX Marketing Group, kaxslii ron B mupe coznaercst 21 000 HOBBIX OpeH/IOB.
UYepes rox moutu Bce OHU HMcue3aroT. [loueMy HOBbIE TOProBbIE MAapKud HE MOTYT BBIIEIUTHCS B
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9Toi ToNne? OHU CTAIKUBAIOTCS C TPYAHOCTSIMH B OOPETEeHUM YHHKAJIBHOIO M 3allOMHHAIOIIETOCS
JI11a, KOTOPOE CIIOCOOCTBOBAJIO ObI SMOITMOHAIBHOM MPUBS3KE TIOTpeduTeNei. B uem cekper ycmexa
OpennoBoit nmpoaykuuu? Helipodusnonorndeckre uccieqoBaHus T0Ka3bIBAIOT, YTO TOIBKO IMOIIUH
MIOMOTalOT ONPENETUTh AEMCTBUTEIHHO Ba)KHbIE IS HAC BEIIM, a OpeHbI CITIOCOOHBI OKa3bIBATh Ha
Hac 3MOLMOHAaNIbHOE Bo3zaelcTBre. CylecTByeT MHOXKECTBO MHCTPYMEHTOB BIIMSIHUSL HA CO3HAHHE
norpeduTeneil: cozgaHue JEereHiIbl, HCTOPUU, peKjaMa, BO3JEHCTBYIOLIAs Ha IMOJCO3HAHHE,
WCIIONIb30BaHUE OIpPEACIICHHBIX 3amaxoB W 3BykoB[1, c¢.20]. Hampumep, Apple, Harley David-
son, [’Oreal Bcerga OymyT ocTaBaThCsl HAa MHKE MOMYJISIPHOCTH, TaK KaK 3a KaXKJbIM U3 HUX CTOUT
orpesieNIeHHbIN 00pas3, CBOs JIETeH 1a, HeKasl «CHUHAA NTHIA cyacThs». HoBbIM OpeH/1aM CTaHOBUTCS
BCE TPYJHEE MOAHATHCS Ha BEICOKYIO CTYIIEHB JOBEPHSI, HO YIEPKaThCs Ha HEH, JOCTUTHYB KeJIaHHOTO
YpOBHSI, HE MEHEE CJIOKHO.

IHo3uuun Louis Vuitton Ha MeKIYHAPOAHOM H POCCHIICKOM PBIHKAX

Paccmorpum ycmemnbii Opena Louis Vuitton B KOHTEKCTE MMO3WIIMOHUPOBAHUS Ha
€BPOTMEHCKOM U POCCUHCKOM phIHKaX. OOBEKTOM HCCIIeIOBaHUs OyAeT MPOOIEMHBIN 11 OpeHa
Ha POCCHHCKOM PBIHKE MPOAYKT — MYXKCKHE Hapy4dHble dackl. 3BecTHBIN Openna “Louis Vuit-
ton”, 3aHUMAIOIIUICS BBITYCKOM PA3JIMYHBIX MPEIMETOB POCKOIIM W U3AEIUN M3 KOXKH, Hadall
BBIMTYCKAaTh Yachl coOBceM HenaBHO. Hawano gacoBoit ucrtopuu “Louis Vuitton” o3HameHOBana
Mozenb “Tambour” (dp. “6apabdan’), BeimymenHas B 2002 roxy. Moaens Tambour Ob11a IepBeIM
4acoOBBIM «ynpaxkHeHueM» noma Louis Vuitton. CeronHst cymiecTBYIOT CIOPTHUBHBIE U TO-
HacToseMy podeccuoHaabHble (K IPUMEpY, IXTEHHBIE ) MOZEIH, MOJIEN I0OBETUPHBIE, CITIOKHBIE
MOJIEJId ¢ YHHKaJIbHBIM KaauOpom TypoOuiiona. Ognako Tambour, kak W gecsiTh JIET Ha3al, —
LeHTpaibHas, 0a30Basi MOJeNlb KOMIAHWMU: ATO HCTUHHO (paHIy3CKHE 4Yachl, Ype3BbIYAHO
3JIETaHTHBIE, KUZHEPATOCTHBIE, HO C TBEPJbIM XapakTepoM [5]. IMeHHO 3Ta MOJelib ToKa3ala,
91O (hpaHIly3CcKuil OpeH  mpuIlesl B 4acOBOW MHp Bcephe3 U Hajgouro. B 2011 roxy kommaHus
ocHOBaja cobcTBeHHOe mpousBoAcTBOo B Jla-llo-ne-®oH, TAE cHenuaaucThl 3aHUMATHUCH
BOILTONIEHUEM nu3aitHepckux uaen “Louis Vuitton” u co3gaHueM COOCTBEHHBIX MEXaHH3MOB.
dupMeHHbIE 0COOCHHOCTH YacOB: JIBEHAAIaTh OykKB (IO KOJWYECTBY 4YacoB Ha mudepoOare)
LOUIS VUITTON, BbITpaBUpPOBaHHBIX MO KPYTYy KOpPIyca 4acoB, KOPUYHEBBIA IudepOmar u
XKeJTas [eHTpalibHas CeKyHIHasl CTPeJIKa, HATOMUHAIOIINE [IBETOBYIO0 FTaMMy 3HAMEHUTBIX CYMOK
OT ATOTO OpeHma.

C uenbro MpOJABMKEHHUS HOBOTO MPOAYKTa MapKa 3amyCKaeT MYKCKYIO JIMHUIO OJEXKJbI,
co3JaeT IJis Hee OTIAENbHBIA JIOTOTHI, Oojiee CHOPTHUBHBINA, 0€3 I[BETOB M OpPHAMEHTHUKH,
aCCOLMMPYIOIIUXCA C JKEHCKUMU ToBapamMu. Bce Moaenu Ha moKasax HOCIT 4Yachl Kak
HeoTheMJIeMbIi akceccyap. B [lapuike oTkpeiBaeTCs OTAeNbHBIN OyTHK Ha BaHIOMCKOH mutoma n
10 COCEJCTBY C YacoBIIMKaMHU-KoOHKypeHTaMu Rolex u Blancpain. Koneuno xe, komnanus Louis
Vuitton — ouH U3 CUIbHEUIINX MUPOBBIX OPEH/I0B, OJIUH UX BEIYLIUX UTPOKOB Ha pbIHKe luxury
goods, 3To cMmeas, ONbITHAS U MOIIIHAsl MapKa, KOTOpasi Kak HUKTO yMEET MOCTAaBUTh nepe coOoi
3a7a4y ¥ BBIMOJHUTH ee. Ho wacoBwie Mogenu Louis Vuitton ¢ KaXJIbIM CE30HOM BCE MEHBIIIE
Y MEHbIIE OKA3bIBAIOTCS MOXOKMMH HA 3HOWHBIM M TIIATEIBHO NMPOBEPEHHBIN MapKETUHIOBBII
MPOAYKT, TaK KaK C Ka)IbIM CE30HOM 3TU Yachl CTAHOBSITCSA Bce 0oJiee CaMOCTOATEIbHBIMU U
COBEPIICHHBIMH 00beKTaMu [5].

VYcnex yacoB OpeH1a Ha €BPOIEHCKOM PBIHKE HUKAK HE OTPa3uIICs Ha poccuiickoM. HapydHnbie
yachl Mapku, npousBefeHHble B llIBeliiapun, octaloTcs Ha MpUJIaBKaX HETPOHYTHIMU, 00aaas
BCEMU CllaraeMbIMH ycCIieXa: MEXaHU3Mbl BbICOUYAHNIIIEro KauyecTBa, rpaBupoBka Louis Vuitton u
YHUKaJIbHBIN nu3aiiH. He momoraioT Hu coBpeMeHHbIe MaTepualibl, HU 0COOble TEXHOJIOTHH, HU
penyTranusi KOMOAaHUU. A TPOAYKT NEHCTBUTENIBHO BhlAAONIUICI. UTO KacaeTcsa M3IeNuu It
M0e3/0K, B YaCTHOCTH CYMOK U CaKBOSDKEH, TO OHU MO-IIPEKHEMY SIBISIOTCS BOCTPEOOBAHHBIMU
B Poccum.
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Bo3moskHble cTpaTeruu Ajs u3MeHeHu i

Takoil mpOAYKT, KaK Yachl, SBISETCS HEOTHEMIIEMBIM aKCECCyapoM M B 3pY 3JIEKTPOHHBIX
mpuOopoB. DTa Bellb CTaja CKOpee CTaTycHOW, yeM (yHKIMOHanbHON. HapydHble yacel — 3TO
MpeIMeT TOpPIOCTH, TIoKa3aTeab cTaTyca U BKyca Biajesblia. HapydHble yachl mepenarTcs OT OTia
K ChiHy W jaanee. Pexnama omHol miBeiiniapckoii yacoBoir Manydaxtypsl Patek Philippe miacur:
“You never actually own a Patek Philippe. You merely look after it for the next generation” («Bsl
HUKOTa He obnangaeTe yacamu Patek Philippe. Bol nuib npucmaTtpuBaeTe 3a HUIMH, 4TOOBI epeIaTh
CIIEYIOIIEMY TTOKOJICHHUIO).

[IpoBenem ananoruto ¢ Hapy4dHbiMu yacamu Chanel, koTopsie ObLIIH 3aMMyIIIEeHBl HA MUPOBOM
poeiake B 2007 roxy, T. €. Ha TATH JIeT mo3aHee, yeM yackl Louis Vuitton. Yacel Chanel J12 cranu
must have B meneBOM cerMeHTe B TOM YMCII€ M Ha POCCUHCKOM pEruoHajIbHOM pbIHKE. OHH
BBITIOJTHEHBI U3 KEPaMUKH, ObIBAIOT JUIIL YEpPHBIMU MM OenbiMH. KoHcepBaTHBHBIN nH3aliH
HE OTVIMYaeTcsa OONbIIMM pa3zHooOpa3ueM. TeM He MeHee 3a CUMTaHHbIE TObl Y3HABAEMOCTh U
BOCTpeOOBAaHHOCTh OCTAIOTCS Ha BHICOKOM ypoBHe Juis JuHeliku yacoB Chanel J12. JTom Chanel
OTIIMYAeTCS YCIEIIHBIMU PEKJIaMHBIMH KammnaHusmu. Her Huyero Ooznee 0OOBIIEHHOTO, 4YeM
peknama B neyatHbix CMU. Ha nocneaneit ctpanuiie 0010KKU KaXA0T0 MOJAHOTO (M HE OUEHD)
W31aHus NoTpeOuTenb BUAUT Yachl J12. 3To MOTYT OBITH pOCCUIICKHE, TOPOJICKHE HIIH 00JIaCTHBIE
neyatHeie CMU. Pexnamusble xe kamnanuu Louis Vuitton npenctaBisitoT B OCHOBHOM CYMKH H
aKceccyapsl JiJIsl IyTEUIECTBUN B KAU€CTBE «ITIABHBIX F€POEBY», OTOABUTAS Yachl HA 33 JHUH IJIaH,
a TO ¥ COBCEM yMaTuuBas 00 UX CyIIEeCTBOBAHUU.

B pamkax paboTsl o qaHHOU npoOieMe aBTOpOM ObUTH MPOBEACHBI UCCIIEOBAHUS U OTPOCHI
norpeduTeneii U MpPoAaBLOB 4YacOBBIX OyTHKOB. CyMMHUpYSl NaHHBIE, MOJYYEHHBIE B PE3YJbTaTe
OTIPOCOB, MOXKHO CJIEJIaTh CIEAYIOUINE BEIBOBL: Y MOTPEOUTENCH CIOKUIICS CTEPEOTHUIT B OTHOIICHUN
Oopenga Louis Vuitton: «Yacto nmogaensiBaembiii OpeHs1 cymok». «K opuruHaiy npeTeHsuil HeT, HO
pazapaxaroT MOJENIKH MOBCIOAY». «He ctan Obl moKynaTh 4yachkl, Tak Kak OpeH]| KayKeTCs JKEHCKUM.
«BpIcoKO€ KauecTBO MPOIYKIINH, OpEH/] HalleJIeH Ha TOBAapbl, MPeIHA3HAYCHHBIE I Ty TELICCTBUI.
Cpenu mnotpebuteneit B Bo3pacTHOW kareropuu 22-35 ner (B BbIOOpKy Bouum 100 yenoBek)
CTETNEeHb JOBEpHUsl POCCUHCKUX MOTpeOuTeneld K OpeHAy HEOAHO3HAYHA: Hapsiay ¢ aOCOIIOTHON
CTETEeHbIO IOBEPHsI K KaueCTBY OpUrHHaIa OOJIBIIMHCTBO MOTPEOUTENEH Molaraet, 4To OpeH 1 4acTo
noaAensiBaeTcs. OIHAKO 3TO UX HE OCTaHABIMBACT, U OHHU BHIOUPAIOT y3HABAEMbIE MOHOTPAMMBbI B
TPaAULIMOHHBIX JIJIsI KOMIAHUH MPOAYKTAX.

bpenny cremyer mnepecMoTpeTh cBOe OpEHA-MO3UIMOHUPOBAHHME [JiI KOPPEKTHPOBKHU
CIIOXKUBILIETOCsS MHeHHs noTpebuteneil. Crienyer BoBieub norpedburerneit B mup Louis Vuitton,
caenaB ero 0ojee IMOLMOHAIBLHO HACHIEHHBIM. HyXHO BceMu crnoco0aMu MOAHUMATh YPOBEHb
JOBepus KITMEHTOB K LV Kak K Mpou3BOAUTENI0 IMEHHO YacoB. Kak mpaBuiio, MHEHHE MOTPEOUTENS
0 TOM WJIM MHOM TOBape CKJIaJbIBAETCS B TEUEHUE Bcell sku3Hu. Hampumep, ecnu vacel, To Rolex —
OTJIMYHOE KaYeCTBO U BBHICOKHI CTATyC, KOCTIOM — UTAbSIHCKOTO OpeHaa; a napdrom — n3 OpaHiuu.
B urtore dopmupyercst Habop CTPaH-MIPOU3BOAUTENCH «MEUTHD C TOUYKH 3PEHUS] KOHCEPBAaTUBHOTO
norpeburens. JlomycTum, ecTh HECKOJBbKO MIBeHHApCcKuX (upM-mpousBouTeneii yacos. Bce
BBICOKOTO KayecTBa, y BCceX ofinHakoBbI MexanusM (padpuku ETA (Takoii ke, kak B Swatch). [lanee
paboTaeT uctopusi OpeHza, ero penyTranus, U, 0e3ycioBHO, Tu3aiiH. KoHCyTbTaHThI 4acOBBIX Oy THKOB
Jlongona u I[lapmka paccka3pIBalOT, KaKHe MOJIEIH MOJB3YIOTCS HAHOONbIICH MOMYISPHOCTBIO Y
PYCCKOM KIIMEHTYPBI: 3TO, KaK MIPABUIIO, HE CAMbIE JOPOTUE MOEIHN, HO CAaMBIX MPECTUKHBIX MAPOK,
3a KOTOpbIE POCCHSIHE FOTOBHI MJIATHUTh MAaKCHMaJIbHO BO3MOXHYIO JUIsi ceOs eHy. Breguet, Rolex,
Hublot — ux mobumsie Openabl. Poccuiickue moTpeduTenu caep>KaHHOCTH MPEIIIOYUTAIOT OJIECK,
KJIACCUKE — CIIOPT, MUHUMAJIN3My — OOMIINE JeTalleil, CTalli — 30JI0TO U IUIaTHHY.

Cnoco0bI npeogo/IeHUsI Heyaa4 Ha 1eJIeBOM PbIHKe
Jliis mpeooneHNy Heyiad B paclipoCcTpaHeHUH Ha POCCUICKOM pBhIHKE YacoB Mapku Louis Vuit-
ton HeOOXOIMM KOMITJIEKCHBIN MOIXO,.
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Bo-nepBeix, pekmama. Ilorpedurenn
noibkeH y3HaTth o Louis Vuitton kak o
MIPOU3BOJUTEIIC YacOB BBICOYAMIIETO Kilacca.
Yacel  JODKHBI ~ KOHTEKCTHO  OKPYXarTh
norpebuteneir moscromy. Jlns 3TOrO0 MOTYT

H : =2 ObITh TPUBJICYEHBl 3HAMEHUTOCTH B KayeCTBE

-2 k) npencrasurens Mapku. Creayer  XOpouo

- IpopaboTaTh IUIaH BHEAPEHUs OpeHa B Cpemy.

’j - Bo3MoOXHO Takke pacCMOTPEHHE TaKoro

' L= g %I BapHaHTa, KaK 3allyCK MOMyJIspHOro, Ooiee
o JOCTYITHOTO U Y3HAaBaeMOT0 MPOIyKTa (CyMKH)

¥ T e C KOHTEKCTHBIM IPOJABUKEHUEM JPYroro
: MPOAYKTa (4acoB) B BUJIE OPHAMEHTA Ha CyMKe

- oy (3
NI 6pen01<a JJIA KIIFOYCH.

BO—BTOpI:-IX, OTKPBITHEC

CIICHUAIN3UPOBAHHBIX Mara3nHoOB

HETIOCPEACTBEHHO I MPOJaXHd 4YacoB U
IOBENMPHBIX n3nenui. Celyac mpojaka 4acoB
HEPEIKO OCYIIECTBIISIETCS B Mara3uHax OJIC K Ibl

Puc. 4. Mopgensb Louis Vuitton paspaboTaHa aBTOpONl M aKCeccyapoB, 4YTO MEIIAeT BOCIPHATHIO
C y4eTOM pe3y/1bTaToB UCCNeA0BaHUA NPeanoYTeHNN
MapKu oTpeduTenem.

noTtpebutenei B Poccuun, a TakxKe mogenu

KOHKYPEHTOB. bonee TOTO, KOMITaHUH MOKHO
NPEUIOKNTE 3allyCTUTh MPOAYKT, CIIEIUAIBHO

CIIPOCKTUPOBAHHBIA TION poccuiickoro moTrpedurens. IIpoaykT, pa3paOoTaHHBII B paMKax

HCCJIENOBAHMUS, BBIIOJIHEH C HCIOIL30BAaHHEM DJJIEMEHTOB, KOCBEHHO CBSI3aHHBIX ¢ Poccumeii, ee

HUCTOPUYCCKHUM HACJICIUEM, BYACTHOCTH (bopMa 3aBOJIHOI'O KOJIECA HAITOMUHACT KYIIOJI ITPaBOCIIaBHOI'O

Kaxyo modeat, ws npedemasaeiibis Huxee, sbt Ob WeHOsnil ceaMeHm
npednewan npecipecni. 20 000
Pacnoacscunte, noxcaayiiona, ¢ nopadse ybuieanus

U 0OBACKHUME Canll GLbOD.

AEGER-LECOULTRE

HUBLOT LICHAS WUITTOM

o ; Bllenck: Fonbber Srap

Puc. 5. Mpmumep aHKETUPOBAHMA NOKyNaTenen Ha NpeameT UX NpesnodYTeHUn
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Puc. 6. PeknamHas akuma Louis Vuitton Ha KpacHoi naowagm.
McTouHuk: http://www.salon.com/2013/11/27/russia_outraged_by_giant_louis_vuitton_suitcase/

xpama. Jlji CeKyHIHON CTPEeJIKH HCIOJIb30BAaHbI [[BETa MIBEHIapcKoro (ara Kak MOATBEPKIACHHE
Toro, 4To Bce Louis Vuitton npoussenens B [lIBeimapun. Mcrnonb30BaHbl pO30BOE U HKEITOE 30J10TO,
JparoleHHble KaMHHU, epiaaMmyTp. Takum o6pa3om, caM 00JIMK TOBapa BO3AEHCTBYET Ha TOJICO3HAHHE
TOKyTIaTeJIst, BIUsS Ha ero BeIOop [1].

[Tocne onpocoB 1eNIeBOro cerMeHTa MoKyIaTenei, Beioop B mosib3y Louis Vuitton coBepiano
65% JKEHCKOro HaceleHHUs B KaueCTBE IOJapKa IMPOTUBOMNOJIOKHOMY moiy. B To ke Bpems 38%
MY>KYMH COBEepIIIIM Obl BEIOOD B monb3y Louis Vuitton mpu nokymnke nepBbix yacoB u 60% B ciydae,
€CJIM 3TO UX BTOpble M Oosiee yachl. TakuM 00pa3oM, KOJUYECTBO CKJIOHHBIX MPHOOPECTH Yachl
YBEJIMYUIIOCH BABOE 10 CPABHEHUIO C pe3yJibTaTaMU MPEIIPOECKTHBIX UCCIIEOBAHUM.

3akiroueHue

B coBpeMeHHOM KOHKYpPEHTHOM MHpPE CTaHOBUTCS BCE€ CIIOKHEE 3aBOEBaTh IMOTPEOUTENs,
OpeHJi CO3MaeT 3MOIMOHAJIbHYIO MPUBA3AHHOCTh K Mapke C IOMOIIbI0 pekiiambl. CTpemiieHue
yAepKaTb MOTPEeOUTENsE CTAHOBUTCSI CTUMYJIOM sl OOJIBIIMHCTBA KOMIIAHUM, 3aCTaBIIsIEeT pa3BUBATh
MIPOM3BOJACTBO, IMPUBJIEKATh COBPEMEHHBIX XYJOXHHUKOB, apTHUCTOB. Bce 3T0 HamonHser OpeHa
JIOTIOJIHUTENIBHOMN IIEHHOCTBIO.

KonnaGopaTuBHbIE MPOEKTHI MOJIOKUTEIBHO CKa3bIBAIOTCS KaK HA KOHEYHOM MPOJYKTE, TaK U
Ha pa3BUTHUM JIM3aiiHa B LIeJIOM. BpeHI-ruranTsl He TOJIbKO UMEIOT (PUHAHCOBBIE BOZMOKHOCTH, HO U
CTaBSIT MHTEPECHBIE 3aJ]a4U /ISl COSAMHEHUS JTYUIINX YMOB U TaJaHTOB, CBETUJI HCKYCCTBA, IM3aiiHa
u mapkerunra. [Ipeanaras Bce Oojiee COBEPIICHHYIO MPOAYKILHIO, IIPOU3BOAUTENL (OPMUPYET U
BOCIIMTHIBAET BKYC noTpedurens. Benukuii ppaniy3ckuii qom Louis Vuitton, HECOMHEHHO, 00J1a1aeT
BCEMU BO3MOXKHOCTSMH M IPaBOM OBbITh MPU3HAHHBIM U YCIHEHHbIM B Poccuu, ans atoro emy
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HEOOXOAMMO IMPOU3BECTH PsI/I MPEOOPa30BaHMii, YTOOBI TOBBICUTH YPOBEHb COOCTBEHHOM 3HAYMMOCTH
Ha POCCHHCKOM pBIHKE. BaskHO AMOITMOHAIBHOE MMO3UIIMOHMPOBAHNE KOMITAHUH, Co3/laHue o0pasa,
OJIM3KOTO POCCHIICKOMY TIOTPEOHTEIIO, YIaCTHE B OJ1arOTBOPUTEIHHBIX MEPOIIPUSATHUSIX, TPUBJICUCHHE
W3BECTHBIX MPECTABUTEICH MapKH, MPABUIBHBIN MPOAAKT TUICHCMEHT (KOHTEKCTHOE pa3MelIeCHHe
B CMMU) B cpene, KoTopasi acCOIMUPYETCS Y TMOTPEOUTENICH C OmpeaeeHHBIM 00pa3oM >KH3HH,
HampuMep, YCTENIHbIH OW3HECMEeH (CIIOPTCMEH, apTHCT, TOJHUTHK) HOCHUT MPOMYKIHMIO MAapKH.
TpeOyeTcst OpraHn30BaTh MUPOKYIO PEKIAMHYIO KaMIIaHHIO YacoOB, YTOOBI 3asBUTH O MPOAYKTE Ha
pEeTHOHATIBHOM PBIHKE. B mMTOTE WacoBas Mapka JOJDKHA CTaTh y3HaBaeMOW HE MEHee, YeM IpOodHe
MPOIyKTHl OpeHaa. Bo3MokHa opraHu3amnus NpOJakd YacoB B CIICIUAIM3UPOBAHHBIX OyTHKaX U
OTHOBPEMEHHO CO3/IaHNE HOBOTO MMPOAYKTa TMMUTUPOBAHHOM CEpUH, pa3pab0TaHHOTO B COOTBETCTBHU
CO BKyCaMH M TPEINOYTESHHSIMH POCCHUICKHX TOKYIaTeNeil, N3y4YeHHBIMH B XOJ€ MCCIICOBAHH.
Takum 0Opa3om, pa3paboTKka HOBOTO POIYKTA OTIIMYHOTO KaueCTBa eIlle He rapaHTHPYeT 3aBOCBAHNUS
norpebuTens. HeoOxonumo paboTarh Hall peKJIaMHOM CTpaTeTHe, Ha i CO31aHUEM MTOJIOKHUTEITBHOTO
o0pa3a OpeHa, co3aBaTh TEXHOJIOTHIECKOE MPEUMYIIECTBO U YHUKAIbHBIC TU3aiH-PEIICHUSI.

IHocTckpuntym

B MomeHT, kora craths ObLTa YK€ CIaHa B PEIAKIIMIO, MMPOXOAWT CKaHIAIbHAs pEeKIamMHas
akmwst Louis Vuitton mHa Kpacroti miomaau. OHa mpoXouT B BUE HHCTAUISIIMN OTPOMHOTO YeMO/IaHa
Mexay ['YMowm n Kpemiiem B kauecTBe BBICTABOYHOTO MTABUJILOHA.

Ha BpIcTaBKe MODKHBI OBITH TIPEICTABIICHBI JOPOXKHBIE CYMKH, CAaKBOSDKH W PHIUKIONN
3HAMEHUTOCTEH W MCTOPUYECKHUX TEPCOH, KOTOPHhIE KOTAA-TMOO TOJB30BAIMCh TMPOAYKIIUEH,
BBINTYIICHHOW To/ 3THM OpeHaoM. CpenctBa OT mpojaxu OunetoB kommnanus Louis Vuitton,
3aTyMbIBasi 3TOT MPOEKT, U3HAYAILHO MpeJaraja nepeancinTb B @oH oMoy pOCCHICKAM ACTIM
“O6HaxeHHbIC cepara’, oprann3oBaHHbI Haranbeit BoasHoBoii.

Ecam O6b1 Ha maBUIIbOHE MOSBUIIOCH M300pakeHHe yacoB Louis Vuitton, To 00mIecTBEHHBII
pe3oHaHc U mupokas ormacka B CMU, HecoMHEeHHO mMOMOTIIM Obl KOMITAHWH TPOJABUHYTH JTaHHBIN
MPOIYKT Ha POCCUMCKOM pbIHKE. OHAKO MIAHC OB YITyIIEH.
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Abstract

The article raises the issues of strategy for promoting famous brands in new contexts us-
ing, as an example, a premium product, a Luis Vuitton man’s watch. The author reviews the
strengths and weaknesses of the brand, its positioning on the market, compares sales mar-
kets, consumer perception in different countries, and the frequently used toolkit of brand
management. Ways to deal with failures in advertising are proposed.

Key words
brand, brand management, product promotion strategy, regional markets, new product devel-
opment, Luis Vuitton

Brand is defined by the American Marketing Association as a name, term, design, symbol, or
any other feature that identifies one seller's good or service as distinct from those of other sellers.
Initially the word ‘brand’ meant a symbol burned for cattle identification.

Today, a brand is something more than just a physically perceivable or visible attribute of a firm
or a product; it is about not only product recognizability but also internal contents, a set of values that
make up the image of the company. These are services and emotional impact, i.e. intangible quali-
ties that a consumer gets when interacting with goods or services. Such emotional references fill the
brands with a kind of power. They create sustainable relationships and form whole communities of
users by the same principles as underlie religious communities. People worship this or that product
and start attruibting all who possess them to a group of people with similar interests.

Positioning is understood as identifynig and occuping a market position for a company, product
or service that would make it favourably distinct from competitors. Positioning is in relation to a spe-
cific target group of consumers for whom the advantages and uniqueness are created and offered.

New Product Development is the complete process of developing a new product, including the
early phase of the search for the right position and direction, improving the quality of the product
and reducing the number of «failures». The second phase is aspiration to successful implementation
focused on the achievement of a maximal tangible and intangible value of the goods.

This study was carried out by the author within the framework of the Master’s degree graduate
project at Loughborough University, UK.

The objective was to gather and review research data for identifying the strengths and weak-
nesses of this bran on the Russian market, ensure that the results of the study are taken into account
in developing a new product for the Russian regional market and perform the positioning of the com-
pany on the Russian market.

Nowadays, consumers are surrounded by millions of brands. Every day a customer makes his
choice towards one or another branded product. What are the differences in perception between peo-
ple all over the planet? What are the instruments brand-giants use in order to catch customers atten-
tion in new markets? How will selling a product in Russia differ from selling a product, for example,
in the UK? How to reach a result desirable for both customers and producers? How to overcome dif-
ficulties an already successful product meets in a new market? All these issues will be covered in the
article with reference to a premium segment product — a Louis Vuitton men’s watch.
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Fig. 1. Vuitton logo incorporated into thte ornament on the Flg. 2. New Louis Vuitton logo for menswear —
bag. Source: http://www.kismetbazaar.net masculine and dynamic. Source: http://www.
ilvoelv.com

Louis Vuitton is a manufacturer of luxury-segment goods. Founded in 1854 in Paris by Louis
Vuitoon, it is still in existence. Initially, the company manufactured travelling accessories, such as
boxes and trunks. Today, their product range includes collections of clothes and accessories for both
men and women, various travelling accessories, leather goods, and canvas, a material that is durable
and does not soak due to wax impregnation), shoes, jewellery, and watches. The boutiques provide
for the possibility of ordering bags and watches from customer-chosen material (customized goods).
Thus, Louis Vuitton is one of the most successful representatives of the luxury segement. In 2013,
Louis Vuitton ranked first in the luxury segment - for seven years on end (valued at 22 billion US dol-
lars) according the annual rating of the most valuable luxury brands of the planet held by Millward
Brown, US [6].

A part that brand takes in customers’ lives

Brands have consolidated a solid position in consumers’ minds. A customer goes outside, putting
on his Nike’s in order to have a coffee from Starbucks. On his way back, he gets a pack of Parmalat
milk. He does it without thinking, as he does this combination day by day. His choice is done on a
subconscious level. In 90 percent of cases, a customer makes his choice on this level of his mind [1,
p. 163]. Choosing Starbuck he would unlikely visit another chain’s coffee shop across the street. He
would never choose Adidas or Puma over the clear design of Nike. Today branding is a synonym of
religion. More and more they capture our minds, forming the lifestyle that we strive to obtain. Con-
sumers are becoming a part of a brand-society.

Luxury brands are the most desirable among Russian customers today. Russians deliberately
spend their savings in order to get closer to the desirable premium segment. We have to admit that
there is no such a cult of luxury brands in any other country as in Russia. The roots of this problem
go back to the consumption history of post-communist society. Due to unstable economic situation,
saving was perilous. It was less risky to spend today in order not to lose tomorrow. Thus, the middle
class in Russia is more likely to spend on goods rather than save for educational purpose or to make
a large acquisition. This situation has formed a lifestyle, a new approach to spending in Russia. The
brand is a means of meeting one’s needs, expressing oneself, establishing social relationships and
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Fig. 3. Tambour watch in classical and sport materials. The company offers complete customization. Source: http://
oceanictime.blogspot.it/2011/06/louis-vuitton-tambour-diver-chronograph.html; http://blog.perpetuelle.com/tag/
louis-vuitton/

maintaining cultural models [4]

Difficulties companies face

According to IPX Marketing Group, 21 000 new brands appear each year. After just one year
almost all of them disappear. Why do new trademarks have no point to stand out? They have dif-
ficulties obtaining a memorizable identity that would bind customers emotionally to their company.
What is a secret of success behind branded goods? How can they stand out from the crowd? Would
a product be able to go through the two-dimensional marketing, which CEOs didn’t even think of
before? A number of large-scale neurophysiological studies prove that emotions help us distinguish
what is important to us, and brands are capable of affecting us emotionally. There are various tools for
producing an impact on customers’ minds, such legends, stories, advertisements, specific scents and
sounds [1, ¢.20]. Thus, such brands as Apple, L’Oreal or Harley Davidson will always stay at their
height because there is a certain image, a legend, a ‘blue-sky’ dream behind each of them. It is hard
for new brands to reach a certain level of customer trust, but it is even harder to stay on.

Comparison of Louis Vuitton’s position today in the world and in Russia

Let us consider the successful brand like Louis Vuitton in the Russian market context. The
product Louis Vuitton is struggling for is a men’s wristwatch. The company, producing various luxury
goods, was a novice in the watch business in 1997, the year of the launch of this product after a long
evaluation of the watch body. Louis Viutton’s wristwatch history started with the Tambour model
launched in 2002. Its design followed Louis Vuitton’s philosophy and positioning - a little massive
but refined in details. The range now includes sports, truly professional (e.g. yachting), jeweled and
sophisticated tourbillion models. Today, as well as ten years ago, Tambour is the company’s central,
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emblem model - a truly French watch, very elegant and joyful but with a firm character. [5]. This
model demonstrated that the French brand arrived into the watchmaking world for ever. In 2001, the
company set up its own manufacturing facility at La Chaux-de-Fonds, where professionals imple-
mented Louis Viutton design ideas and created its own movements. The 12 letters of the brand’s name
along the circumference are correspondent with the 12 hours; the brown dial and the yellow second
hand are references to the colour gamut of the company’s famous bags collection. Customization is
also available.

Although the product was well designed, it was not successful enough. With the aim of promot-
ing it, the company launched a menswear line of clothing, created its own logo, more masculine and
dynamic. All models at catwalk shows ahd wear it as an inherent part of ‘Louis Vuitton Look’. The
company opened a new boutique selling only watches and high jewelry on in Place Vendome in Paris
next to competitors, Rolex and Blancpain. Beyond any doubt, Louis Vuitton is one of the world’s
strongest brands, one of the leading players on the market of luxury goods, a daring, experienced and
powerful trademark that is capable of setting targets and attaining them. But with each next season,
the Louis Vuitton watches increasingly less look like a ‘cool’ and thoroughly verified marketing prod-
uct, as they are becoming independent and perfect articles in their own right [5].

Although successful on the Europeanmarket, Louis Vuitton is facing a difficulty as its luxurious
timepiece has been completely unsuccessful in Russia. The Swiss-made watches stay untouched in
boutique’s windows despite having all the components of success: highest quality Swiss movements,
Louis Vuitton monograms, and unique design. Nothing helps: neither innovative materials and tech-
nologies, nor the brand’s reputation. At the same time, the product is really outstanding. Nevertheless,
Russian customers are loyal to the brand’s travel products, such as bags and truncks, which enjoy
good demand in this country.

Strategies for further changes

Such a product as a watch is an indepensable accessory even in the digital age. It is a sign of
status rather than functionality. A wristwatch is a thing one takes pride in, and an indicator of taste.
It is passed from father to son, etc. Thus, Patek Philippe’s advertisement states, “You never actually
own a Patek Philippe. You merely look after it for the next generation”.

Why do some products keep higher positions in the top-lists of all sorts of magazines, whilst
others never leave the exhibition stand? Let’s draw an analogy with the Chanel wristwatch J12 that
was launched in 2007, one decade later than Louis Vuitton. Chanel J12 has become a ‘must have’ in
the target segment. Made of ceramics, it is either black or white. Its conservative style is not diversi-
fied. Nevertheless, it took just a few years for make customers aware of it and raise demand for J12
to the top. We all know that the Chanel brand has had great advertising campaigns, as well as Louis
Vuitton. There is nothing more common and trivial than ads in print media. What does a customer see
on the back cover of each and every issue, be it a local, nation-wide or international magazine? The
J12 watch. As for Louis Vuitton’s advertising campaigns, they are more likely to promote baggage
and bags and travel accessories, keeping their watches in the background or ignoring them at all.

Within the framework of this project, the author has carried out a number of studies and inter-
views with stakeholders, which suggest the following conclusions. Firstly, in customers’ minds there
is a stereotype that has formed in relation to the Louis Vuitton brand. “This is a frequently faked
baggage brand”. “Nothing against the original, but fakes are massive”. “I would never get a watch
from LV, I consider it is not a proper watchmaking company”. “High quality, a lot of goods that are
convenient for travelling”. Among Russian consumers in the 22-35 age group (the sample included
100 individuals), the level of trust is various, ranging from absolute trust to the original goods to the
opinion that this brand is often imitated. This, however, does not stop them, and they choose the rec-
ognizable monogram on the company’s traditional products.

The brand has to re-position itself in order to correct the attitude towards the company. Custom-
ers ought to be involved in Louis Vuitton World, making it more emotional. They have to increase the
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level of trust towards LV as a high watchmak-

ing brand. Research among target customers

clearly shows what guides their choice. Gener-

ally, the consumer’s attitude towards a product

is evolves over his/her entire lifetime, so that
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brands. A Russian is ready to pay as much as
they can afford. A Breguet, a Rolex, a Hublot

Fig. 4. A Louis Vuitton model developed by the author

of this article based on the results of her research — these are their favorites. They prefer sport to
into customer preferences in Russia, and competitors’ classics, luster to modesty, heavy detailing to
models. minimalism, gold and platinum to steel.

Overcoming failures in the target market

There are several ways for Louis Vuitton to overcome failures in the Russian market, the ap-
proach being comprehensive.

Firstly, it is advertising. The consumer should learn about Louis Viutton as a top-quality watch-
maker. Watches have to contextually surround customers everywhere. Celebrities should be involved
in representing the company. There should be a well thought-out plan for integrating the watch into
the environment.

Another option is to launch a poplar, more accessible and recognizable product (a bag) for con-
textual promotion of the watch with help of an ornament on the bag or a key ring.

Secondly, the company could open boutiques to sell watches and jewelry only. These must be
separate from accessory and clothing boutiques, which interfere with brand perception.

Society events are an inherent part of any promotion activity, such as Louis Vuitton Cup sailing
competition, which should be represented in Russia too.

Moreover, the company could be offered to launch a product specially designed for the Russian
consumer. Within my project, I developed a product using elements with indirect Russian references
and Russia’s historical heritage. Specifically, the watch crown is shaped like the dome of the Russian
arhtodox church. The second hand is coloured as the Swiss flag to confirm that all Louis Vuitton’s are
made in Switzerland. It is decorated with rose and yellow gold, precious stones, and mother-of-pearl.
Thus, the very appearance of the product is to have a subconscious impact on the customer, influenc-
ing his/her choice [1].

In the interviews in the target segment, the choice in favour of Louis Vuitton was made by 65%
of women as a gift for men. At thte same time, 38% of men wold choose Louis Vuitton when buying
their first watch and 60% when buying their second or third, etc. watch. Thus, the number of those
inclined to buy the watch increased twice compared with the results of the pre-project study.
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Fig. 5. An example from the buyer preference survey

Conclusion

Thus, in the contemporary competitive world of brands, it is increasingly more difficult to win
the consumer’s attention. A brand creates an emotional connection to the product by means of adver-
tising. Desire to keep customers is a major driver for developing production, inviting contemporary
artists, and improving the product overall. All of these factors add value to a brand.

Collaborative projects have a positive impact on the final product and on design evolution in
general. Major brands can afford to invite the luminaries of art, design and marketing. A producer
shapes the customer’s taste and educates them offering more and more perfect goods. No doubt,
Louis Vuitton has all potentialities to be recognized and to be successful in Russia. To achieve this,
they might need to consider carrying out a number of actions in the Russian market in order to en-
hance the brand value.

It is important to ensure emotional positioning of the company, create animage that would be
close to the heart of the consumer, participate in charitable activities, engage celebrities, correctly
place the product contextually in an environment that would be associated with a specific lifestyle
with a successful businessman (sportsman, actor, politician) wearing the company’s product. The
watch needs to be widely advertised so that it becomes better known on the regional market and as
recognizable as the other products of this brand. The LV watches could be sold through specialised
boutiques; in paralle, a new product could be launched in limited quantity, developed in accordance
with the tastes and preferences of the Russian consumers identified in the study.

Thus, the development of a new top-quality product does not yet guarantee customer demand.
It is essential to come up with an advertising strategy, create a brand’s positive image and provide
technological advantages and unqie design solutions.

Postscript
Right after this article has been submitted, Louis Viutton is holding a scandalous advertizing
campaign on the Red Square, building an exhibition pavilion in the form a huge suitcase between
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Fig. 6. Louis Vuitton advertizing campaign on the Red Square. Source: http://www.salon.com/2013/11/27/russia_out-
raged_by_giant_louis_vuitton_suitcase/

GUM and the Kremlin.

The exhibition is designed to demonstrate the travelling bags, suitcases and purses of celebrities
and historic personalities who ever used LV branded products. Louis Vuitton’s intention is to transfer
the funds from ticket sales to the Naked Heart Foundation founded by Natalia Vodianova.

If the pavilion had an image of the Louis Vuitton watch, the public repercussions and broad
coverage by the mass media would undoubtedly help the company promote this product on the Rus-
sian market. This opportunity, however, has been missed.

References

1. Lindstrom, M. (2012) Buyology. Moscow, Alpina Business Books

2. Ollins, W. (2012) On B®and. London: Thames and Hudson.

3. Katz, R. (2012) Managing Creativity and Innovation. Boston, Massachusetts: Harvard Busi-
ness School Press.

4. Dmonin, V. N. (2004) Branding: New Technologies in Russia. Saint-Petersburg: Piter.
(in Russian)

5. Istomina, E. S. As Accurate as a Diamond. About the collection Tambour Monogram Louis
Vuitton [Online] Available from: http://www.kommersant.ru/doc/2266157 (in Russian)

6. Brand experience gets personal[Online] Available from: http://www.millwardbrown.com/
BrandZ/Top 100 Global Brands/Categories/con...

7. The Kremlin demands immediate removal of the Louis Vuitton pavilion on the Red Square
[Online] ITAR-TASS: Russian Information Agency. Available from: http://www.itar-tass.com/
obschestvo/793558 (in Russian)

218 YepHakosa H. B.
BPEHA-MEHEOAXMEHT MPWU 3ANYCKE MPOAYKTA HA
HOBOM PETMOHAJ/IbBHOM PbIHKE



