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Abstract. The cross-border marketing of luxury brands has gradually become a 

new strategic path to enhance brand value. In this paper, taking the innovative 

practice of Louis Vuitton (LV) opening a café as an example, combining 

cross-border operation and experiential marketing methods, we deeply explore 

how LV expands its brand influence. Through the analysis of business model 

innovation, marketing strategy discussion and consumer feedback, immersive 

space, realistic business model and efficient integration of social media com-

munication channels, these factors are the key to its success. The research results 

show that the success of luxury brands' cross-border marketing depends on brand 

scene shaping, social communication strategy and effective extension mecha-

nism of brand value. At the same time, experiential marketing can significantly 

enhance brand loyalty and market penetration. 
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1 Introduction 

With the change of global consumption trends, the competition in the luxury market is 

becoming increasingly fierce. In order to maintain the vitality of the brand, many 

luxury brands such as Louis Vuitton (LV) have explored cross-border integration 

marketing models to seek recognition from young consumer groups. As an important 

example of cross-border marketing of luxury brands, LV Café has attracted the atten-

tion of many consumers through unique marketing experience scenes and innovative 

brand expressions. 

This article will take LV Café as a case study to explore how luxury brands use 

cross-border and experiential marketing to enhance brand market value, and study the 

marketing strategy of LV Café, consumer response, and market effect of brand mar-

keting. 
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2 Literature Review 

In recent years, the research on the innovation of luxury brand marketing model has 
gradually deepened, and a review of the research content has been made. 

Fei Xianzheng et al. pointed out that the effect of luxury advertising in the social 
media environment depends on the brand communication style and the precise 
matching of consumers' self-awareness. The refinement and personalization of mar-
keting strategies are particularly important [1]. Yang Sijia explored the marketing 
strategies of leather luxury brands from the perspective of consumer psychology. The 
personalized and precise marketing strategies guided by consumer psychology can 
effectively win the recognition and loyalty of consumers [2]. 

Li Yuxin pointed out that in the context of the smart media era, luxury clothing 
brands should effectively utilize new media platforms and build a unique brand image 
through the production and dissemination of digital content, which can enhance in-
teraction and connection with young consumer groups[3]. 

In addition, cross-border marketing has also become one of the important trends in 
brand marketing. Wu Xiang and Lian Bizhen used Luckin Coffee as an example to 
analyze the advantages of cross-border sports marketing, and believed that cross-border 
marketing can significantly enhance brand assets and strengthen consumers' emotional 
connection and awareness of the brand[4]. Zhou Yao summarized how boutique coffee 
brands can achieve effective brand communication and market expansion through 
product innovation, channel optimization and promotion strategies through the mar-
keting practice of Blue Bottle Coffee and combined with the 4P marketing theory[5]. 
Cao Yuyu and others pointed out that online marketing has become an important 
promotion channel for the coffee industry, and how to use online marketing to accu-
rately reach consumer needs is an important topic in brand marketing[6]. Yuan Xiaolei 
also emphasized the role of market segmentation and precision marketing strategies in 
improving brand marketing effectiveness through a case study of ready-to-drink cof-
fee[7]. 

In specific brand marketing practices, brand co-branding and experiential marketing 
have also received extensive attention. Ma Jianxiang and Liu Qiang studied the 
co-branding marketing strategy of LV and Supreme and found that brand co-branding 
successfully created topics through innovative design and limited sales, thereby im-
proving the brand's communication effectiveness and consumers' willingness to buy 
[8]. Wang Wenxuan and Wang Jiekang pointed out in their research and analysis that in 
the era of consumption upgrading, experiential marketing strategies have a significant 
effect on improving consumers' brand identity and consumer loyalty [9]. Cheng Wei et 
al. took the Fenghua brand as an example to reveal how local brands can effectively 
achieve brand rejuvenation and market penetration through innovative forms of coop-
eration in cross-border marketing [10]. 

In foreign research, the application of cross-border marketing strategies in brand 
competition and market expansion has attracted much attention from the academic 
community. Zhou used the SCOR model to optimize and analyze cross-border 
e-commerce marketing strategies in his research, and proposed to improve the mar-
keting efficiency and market response speed of cross-border e-commerce enterprises 
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through supply chain collaborative optimization and process reorganization, thereby 
strengthening the international competitiveness of enterprises [11].At the same time, 
Chen and Taisheng took the cross-border promotion of Hanfu brands as the research 
object, explored the organic combination of brand strategy and cross-border marketing 
under the background of digital economy, and pointed out that brands should focus on 
using digital platforms to accurately reach overseas consumer groups in cross-border 
promotion, and successfully achieve the improvement of brand international recogni-
tion through the dissemination of cultural values and the creation of brand stories [12]. 
Wang et al. explored the segmentation of cross-border e-commerce customer groups 
and the formulation of market strategies based on cluster analysis methods. The study 
emphasized that accurate classification of consumer needs through data analysis can 
effectively help companies formulate personalized marketing strategies, improve 
customer satisfaction and expand market share [13]. 

Based on the above studies, it can be seen that the current research on the innovation 
of luxury brand marketing models focuses on personalized communication, 
cross-border cooperation and experiential marketing strategies. How luxury brands can 
maximize their brand value and accurately grasp consumer needs through cross-border 
and experiential marketing has become a key issue for in-depth exploration. 

3 Analysis of the Innovative Marketing Model of LV Café 

The emergence of LV Café, such a cross-border marketing scenario, breaks the tradi-
tional luxury marketing method, cleverly combines the catering industry with luxury 
brands, builds an immersive consumption scenario, provides consumers with a deep 
brand experience, and successfully shapes a new expression of brand culture. 

3.1 Analysis of Business Model Innovation 

The key to the LV Café business model lies in the integration of brand crossover and 
immersive experience. The core concept is based on the high-end image of luxury 
brands. It uses unique space design, such as the integration of exquisite decoration and 
brand classic elements, to strengthen the brand tone, while creating a strong interactive 
and social scene to meet the needs of young consumers for unique experience and 
emotional connection. 

3.2 Marketing Strategy Analysis 

In terms of marketing strategy, LV Café effectively integrates online and offline 
communication channels, conducts efficient interactive marketing through social me-
dia platforms such as Instagram and Xiaohongshu, and quickly increases market ex-
posure and consumer participation. Through limited-time joint products, customized 
services and brand story communication, the consumer experience is further enhanced. 
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3.3 Market Feedback and Consumer Response 

Consumer feedback shows that the cross-border strategy of LV Café is popular among 
young consumer groups. Survey data shows that more than 75% of consumers said that 
LV Café has improved their favorability towards the brand. 

More than half of consumers actively share on social platforms because of the 
unique space experience. This spontaneous communication behavior has greatly im-
proved the efficiency and scope of brand communication. 

4 Key Elements of Marketing Model Innovation 

Combined with the practical experience of LV Café, this study summarizes the key 
elements of luxury brand marketing model innovation as follows: 

Brand scene shaping, that is, luxury brands establish a unique immersive experience 
space through the integration of space, products, and cultural stories; 

Social communication strategy, using social media platforms for accurate and effi-
cient interactive communication to form a spontaneous closed loop of communication; 

Brand value extension mechanism, this value extension method uses cross-border 
joint names and personalized customized services as means to innovate the way of 
expressing brand value and bring closer the emotional connection with young con-
sumer groups. 

Based on the marketing practice of LV cafes, this study concludes that the key el-
ements of luxury brand marketing model innovation are mainly reflected in three 
dimensions: brand scene shaping, social communication strategy and brand value 
extension mechanism. 

First, in terms of brand scene creation, luxury brands create immersive brand expe-
rience spaces through the deep integration of space layout, product design and cultural 
elements. The spatial design of the LV cafe cleverly combines the brand's classic 
symbols with the cafe scene, and creates a strong brand atmosphere through mul-
ti-sensory experiences such as vision, touch and even smell. This immersive space can 
not only improve consumers' brand memory and sense of identity, but also effectively 
guide consumers to actively share brand-related content, thereby generating deep brand 
interaction and emotional connection. 

Secondly, in terms of social communication strategy, luxury brands have effectively 
used the communication power of social media to build an efficient and accurate 
closed-loop communication. LV Café uses social media platforms such as Instagram, 
Xiaohongshu, and Douyin to quickly gather popularity and attention through the pre-
cise delivery of brand content and topic setting. Consumers' spontaneous photo-taking 
and check-in behavior further strengthens the brand's social attributes, transforming the 
communication process from official drive to user-led, greatly improving the brand's 
communication efficiency, and forming a communication effect of word-of-mouth 
effect and social fission. 

Finally, in terms of brand value extension mechanisms, luxury brands explore new 
ways to express brand value through cross-border collaborations and personalized 
service innovations. LV Cafe enhances the brand's sense of fashion and youthfulness 
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through cross-border collaborations with fashion brands and limited edition co-branded 
products. At the same time, by providing personalized customization services such as 
exclusive coffee cup customization and limited drinks, it not only effectively meets the 
unique and personalized needs of young consumers, but also further narrows the emo-
tional distance between the brand and the young group. This value extension mecha-
nism makes the brand image more dynamic and the brand influence more extensive, 
successfully realizing the brand's youth transformation and market diversification. 

5 Data Analysis and Discussion 

During the research process, a three-level coding analysis method was used to analyze 
factors such as brand image (luxury brand image), consumer demand (personalization, 
high-end demand) and marketing strategy (social media interaction and customized 
experience). 

Through the data collected through the survey, it is found that when the brand image 
and marketing strategy are at a high level, consumers' brand loyalty and willingness to 
buy are significantly improved, especially through the communication model of social 
media, which significantly improves the brand's market penetration. The relevant data 
analysis content is as follows: 
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As shown in Figure 1, when both the brand image and marketing strategy are at a 
high level, consumers’ brand loyalty reaches 89%, purchase intention reaches 92%, 
and market penetration reaches 88%. This shows that if luxury brands can effectively 
combine social media interaction and customized marketing experience with a highly 
distinctive brand image, they can significantly improve consumers’ brand recognition 
and purchase intention, thereby gaining stronger competitiveness in the market. 

When the brand image drops to a medium level, even if the marketing strategy is at 
a high level, consumer loyalty and purchase intention are only 70% and 76% respec-
tively. The importance of brand value recognition and brand building. Although effi-
cient marketing strategies can drive market penetration, the support of brand image is 
still the key factor. Secondly, when the brand image is maintained at a high level and 
the marketing strategy is at a medium level, brand loyalty, purchase intention and 
market penetration drop to 75%, 80% and 77% respectively. By comparison, it is 
found that the accuracy and interaction level of marketing strategies have a greater 
impact on consumer decisions. This shows that even if luxury brands themselves have 
strong market appeal, they need to focus on the continuous optimization and innova-
tion of marketing strategies. 

Finally, when both the brand image and marketing strategy dropped to a medium 
level, all indicators showed a clear downward trend, with brand loyalty as low as 
58%, purchase intention dropping to 63%, and market penetration also dropping to 
60%. This reflects the risks of luxury brands in market competition. If the brand can-
not continue to maintain a clear and distinct high-end positioning, and the marketing 
strategy cannot accurately reach the target group, market feedback will deteriorate 
rapidly, and the brand's market performance will be seriously affected. 

6 Conclusion 

This study analyzes the key to the success of luxury brands in cross-border marketing 
practices through an in-depth analysis of the LV Café case. 

The application of experiential marketing model not only strengthens consumers' 
brand recognition and loyalty, but also promotes brand rejuvenation and market di-
versification. Luxury brands can achieve brand value extension, enhance market 
competitiveness and consumer interaction through effective marketing innovation. In 
the future, luxury brands should further strengthen innovative exploration of 
cross-border marketing, pay attention to consumers' personalized needs, enhance the 
linkage and integration of brand scene shaping and social media, so as to better adapt 
to the constantly changing market environment and achieve sustainable development 
and maximize the value of the brand. 
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