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I. Abstract Body
Marketing for mass consumer goods started in the US. Meanwhile, the luxury strategy was pioneered in Europe, developed by conglomerates such as P&G that dominated worldwide. Small, family-run businesses, mainly in France and Italy, grew into worldwide brands in less than half a century. The same creative method can be applied to many businesses in most all cultural spheres. There is another important reason for the success of luxury brands. Each of the European luxury brands is a well-established store in its respective country. Louis Vuitton was established in 1854. They are a long-established Parisian luggage store celebrating their 165th year in 2019. Or take Bulgari, established in 1884. Bulgari is an old Roman jeweler celebrating its 135th year in 2019. These stores, whether managed by the same family generation after generation or long-standing local or traditional industries, are jumping onto the world stage as today’s luxury brands. In Japan, however, the long-standing companies and the local, traditional industries are almost all on the verge of collapse. Their sales are in steady decline. Artisans get older and older with no successors. This is more than just a visual: this is reality. And yet there are long-standing Japanese businesses like Toraya (500 years) and Chiso (464) with even more history than their European counterparts. These businesses need to learn from the luxury brands leveraging their history as a management resource.

II. Image:

	Item
	Conventional Marketing Rules 
	The Luxury Strategy

	Product
	- Adequate quality
- Relative quality
- F&B (functions and bene-fits, fitness for use, conformance to requirements)
	- Excellent quality (impeccable quality, products that have history)
- Absolute quality
- Perceived quality (customer experience)

	Price
	- Low prices
- Relative value
	- Premium prices (appropriate prices)
- Absolute value

	Place
	Broad channels 
	Exclusive or selective channels, especially flagship shops

	Promotion
	Abundant advertise-ment (TV ads, etc.)
	Focus on publicity (media attention)
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