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1.AI Use Acknowledgement
I acknowledge the use of AI tools between 01 July 2026 and 09 August 2026 to support the research, proofreading, paraphrasing and preparation of my Strategic Management assignment on BMW Motorrad (BMW Group) and the proposed UK manufacturing facility.

The following AI tools were used:

1. QuillBot (https://quillbot.com/)
Used to improve sentence structure, paraphrase selected text, and enhance academic writing while keeping the original meaning.

Example prompts:
• Paraphrase this paragraph in an academic style.
• Improve the clarity and flow of this section.
2. ChatGPT (OpenAI) (https://chatgpt.com/)
Used to explain strategic management theories, help organise the report, create graphics and chart ideas, develop framework layouts (PESTEL, VRIO, SWOT, Balanced Scorecard), and support the reflection section.

Example prompts:
• Create a PESTEL analysis for BMW Motorrad in the UK.
• Design a Balanced Scorecard with KPIs.
• Create a SWOT matrix and implementation timeline.
3. Grammarly (https://www.grammarly.com/)
Used to check grammar, spelling, punctuation, clarity and Harvard referencing consistency.

Example prompts:
• Check this text for grammar and clarity.
• Review Harvard referencing and citation formatting.
Declaration
I confirm that I have not presented AI-generated text as my own work. I used these AI tools only to support my research, proofreading, visual materials and academic writing. The final analysis, discussion, recommendations and conclusions are my own work.
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[bookmark: _heading=h.8l6d8af6jah1][bookmark: _heading=h.ibeyk4ngn242]2. Introduction 
International marketing compels companies to strike a balance between globally coordinating brand image and adapting to local market conditions and consumer behaviour to be successful (Kotler, Keller and Chernev, 2022). For luxury brands like Chanel, this means that achieving the desired level of exclusivity and constant adjustment to the specifics of different markets is crucial for the company.
This report investigates the international marketing strategy of the Switzerland-based luxury brand Chanel by comparing the markets of Romania and Japan. The rationale behind the comparison is that Japan as a country has developed luxury markets whereas the market of Romania is growing.
To achieve this purpose, the author of this report applies the PESTEL analysis as well as Hofstede's cultural dimensions theory to assess the external atmosphere of the countries where Chanel operates. After that, the company Segmentation, Targeting and Positioning (STP) strategy as well as its 7P's marketing mix are analysed. Along with that, the author also discusses how the company enters the Japanese market and discusses the important ethical issues that are present in international marketing and provides recommendations in order to improve the competitiveness of the company in the international arena (Kotler, Keller and Chernev, 2022; Kapferer and Bastien, 2012).
[bookmark: _heading=h.goivjduw85x1]
Source: The Culture Factor/ Country- Comparison-tools
3.Company Overview 
[bookmark: _heading=h.dpwhwha0thmj]3.1. Strategic Sources of Chanel's Sustainable Competitive Advantage
[image: ]
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Important discussion
[bookmark: _heading=h.6sfa0lofcz5d]The table indicates that Chanel’s competitive advantage is a combination of both tangible and intangible strategic resources as opposed to a single capability. According to the Resource-Based View (RBV), these resources provide the grounds for sustainable competitive advantage since they are valuable, rare, hard for competitors to imitate, and at the same time well-supported by organizational strategic capabilities (Barney, 1991). Therefore, Chanel can keep premium pricing, improve customer loyalty, and maintain its position as a leader in the luxury fashion industry regardless of increasing competition from companies like Louis Vuitton, Hermès, Dior, and Gucci (Kapferer and Bastien, 2012).
[bookmark: _heading=h.8pdarskegxi0]4. Comparative Market Analysis
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[bookmark: _heading=h.2dhqg3nlva8q]Chanel in Romania &Japan presents a comparative PESTEL analysis of Romania and Japan, highlighting the key macro-environmental factors that influence Chanel’s international marketing strategy. The analysis shows that both markets offer attractive opportunities but differ significantly in their economic, social and technological environments.
Japan represents a mature luxury market with high purchasing power, advanced digital infrastructure and strong consumer demand for premium brands. Romanian consumers, on the other hand, are younger and benefit from a growing economy, creating opportunities for market expansion and increasing luxury consumption. While both countries provide stable political and legal environments through strong regulatory frameworks, Chanel must adapt its marketing strategy to local consumer behaviour, cultural preferences and market conditions.
Overall, the comparison suggests that Chanel should adopt a standardised global luxury positioning while tailoring its product offering, communication and customer experience to the specific characteristics of each market. This balance between global brand consistency and local responsiveness will support sustainable growth and strengthen Chanel's competitive advantage in both Romania and Japan.
PESTEL Analysis 
4.1. Political Environment 
The stability of the political situation in the country can influence such aspects as investment decisions, adherence to regulations and long-term planning in business. Romania is a member of the EU, which guarantees standard regulations and protection of intellectual property. However, there are fiscal reforms and changes in policies every now and then when it comes to the Europeans (European Commission, 2025). Japan, on the contrary, is a country with stable politics and regulations which makes long-term investment and premium retail expansion possible (World Bank, 2025).
This means that the business environment Japan offers Chanel is predictable, which leads to a low strategic risk level and makes it easy to invest into flagship boutiques and offer premium experience to their clients. Romania is still a country, where Chanel is going to expand in the future, but it needs to become more flexible when it comes to the operations since the market and legislation is changing quite frequently.

4.2 Economic Environment 
Purchasing power and luxury consumption are affected by the economic environment. Japan is one of the leading markets in terms of luxury consumption and is characterized by high incomes and the strong brand awareness of many premium products (OECD, 2025). Romania is a smaller and somewhat more sensitive market but can show continued growth and the increasing number of affluent consumers (Euromonitor International, 2025).
Such differences in markets would lead to different marketing approaches. In the case of marketing Chanel in Japan, the focus could be on building customer loyalty. In Romania, in turn, the company must think of the creation of a customer base and establish its presence in the market. 
[image: ]

4.3 Social Environment
There are a lot of differences in consumer motivations between the two nations. Japanese customers put craftsmanship, originality and high-quality service above all, while wealth in Romania plays a bigger role in determining buying behaviour of luxury goods consumers. Thus, it is crucial for Chanel to sustain customized boutique experiences in Japan while expanding its digital storytelling and experiential marketing in Romania (Kapferer and Bastien, 2012).

[image: ]

Source: Author's own comparison based on Euromonitor International (2025), De Mooij (2021), Solomon et al. (2023) and Kapferer and Bastien (2012).
4.4. Technological Environment
The use of technology is essential for a luxury retail business to maintain market competitiveness. Japan has an excellent digital framework and advanced omnichannel retailing which allows Chanel to use artificial intelligence and give consumers personalized and smooth user experience (Statista, 2025). The digital landscape of Romania is also developing rapidly, and new technologies are changing the buying behaviours of the younger generation. 
It is significant for technology to serve various purposes in different countries. While Japan needs to adapt to the demanding needs of the customers, Romania is focusing mainly on education and establishing ties with consumers.

Critical evaluation
Digital transformation should enhance exclusivity rather than replace the personalised service expected in luxury retail.
[image: ]

Source: Author's own comparison based on Eurostat (2025), Statista (2025), Deloitte (2024) and World Bank (2025).
4.5. Environmental Environment
Consumer expectations are shaped more than ever by environmental sustainability. Overall, it appears that Japanese consumers are more concerned about responsible sourcing, ESG metrics, and transparency than Romanian consumers, which gives more significance to brand prestige and quality (OECD 2025).
Chanel must sustain universal sustainability criteria while adjusting its communications. Japan puts a particular premium on detailed environmental reporting, and Romania must rely on the brand’s traditional emphasis on products’ quality and longevity about sustainability.
Evaluation
Sustainability has transformed from a matter of compliance into an essential factor in luxury brand value creation.
[image: ]
Source: Author's own comparison based on Chanel (2025), OECD (2025), European Commission (2025) and Deloitte (2024).
4.6. Legal Environment 
Strong protections for intellectual property rights and consumer protection are available in both Romania and Japan. While Romania is governed by the EU regulations, such as GDPR, Japan is equipped with a comprehensive range of legislation providing protection for trademarks, contracts and superior business practices (European Commission, 2025; World Bank, 2025).
Compliance with regulations is of utmost importance for Chanel because it helps maintain its equity, reduce risks of counterfeit goods and keep the customers loyal. Also, every digital marketing activity must comply with different privacy regulations and provide a luxury brand experience everywhere.
Assessment
There is a positive atmosphere regarding regulations in both countries; however, the ongoing monitoring of the legal environment is important.
[image: ]
Source: Author's own comparison based on the European Commission (2025), World Bank (2025), WIPO (2025) and OECD (2025).
5. Hofstede's Cultural Dimensions Analysis
The study of Hofstede's Cultural Dimensions illustrates how countries like Japan and Romania differ culturally and how these cultural differences impact consumer behaviour and affect Chanel's international marketing strategies (Hofstede, 2001). Romania gives preference to consumer behaviours that revolve around luxury purchases because of visible status and emotional engagement, while Japan gives preference to the quality and authenticity of luxury items (Hofstede Insights, 2025). 
Consumers in Romania are much more willing to engage with marketing techniques based on inspiration and lifestyle concepts, while Japan prefers marketing that involves good relations between brands and their customers (Hofstede Insights, 2025). The high uncertainty avoidance that characterizes the two nations emphasizes the importance of strong brand reputation and product authenticity, which is what Chanel does (Hofstede Insights, 2025). 
In other words, Chanel needs to preserve its international brand image of luxury while changing its marketing techniques so that they fit the local cultures of Romania and Japan (Hofstede, 2001; Hofstede Insights, 2025). 
Analysis 
The comparison reveals that companies like Chanel can build their competitive advantages through customer engagement without changing identities. For example, consumers in Romania can be influenced through aspirational and digital marketing, while Japanese customers want more traditional marketing techniques. These findings confirm De Mooij's (2021) statement about the importance of cultural adaptation in international marketing practices and discuss the need for successful implementation of consistent marketing strategies.
[image: ]
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6. STP Analysis 
[bookmark: _heading=h.85v8a4yh2gx3]Segmentation, Targeting and Positioning (STP) is a critical marketing model that helps businesses discover appealing consumer segments, use resources efficiently and form a unique competitive position (Kotler, Keller and Chernev, 2022). For a luxury brand like Chanel, STP is especially valuable because the company wants to remain exclusive, while also addressing the disparities in consumer tendencies around the world.

6.1  Segmentation strategy
Chanel classifies its global markets by demographic, geographic, psychographic and behavioural factors. While both Romania and Japan contain wealthy consumers, they vary greatly in their market compositions.
In Japan, Chanel focuses on wealthy people in a professional capacity such as businesspeople or loyal luxury consumers. Their purchasing decisions are mostly determined by quality, authenticity and a long-term relationship with brands.
On the other hand, Romanian luxury consumers are fewer in number but are increasing. The key market segment includes wealthy people in professional capacities, business owners and younger wealthy people, who want things that showcase their success and accomplishments. Moreover, social media is much more influential on the purchasing behaviour of luxurious consumers compared to Japan.
These contrasts indicate that market segmentation should be adapted to local conditions while remaining aligned with Chanel's global positioning as a luxuriously branded company.
6.2 Targeting Strategy 
Chanel is using a concentrated targeting strategy that focuses on rich people who are ready to pay high prices for luxurious products. The company has chosen to pursue exclusive marketing rather than mass marketing.
When it comes to the Japanese market, targeting revolves around well-off clients who have the highest expectations of boutique experiences and services.
The luxury market is being developed in Romania, where the targeting consists of new categories of affluent professionals. While Japanese consumers are trustier and often buy luxury goods, Romanian consumers tend to buy luxury products less frequently.
6.3 Positioning Strategy 
Chanel is known to be one of the top-tier luxury fashion houses worldwide due to its ancient history of manual work, being timeless and exclusive at the same time. This positioning holds true in various markets, yet the communication method has been adapted to harmonise with local consumers.
In Japan, the emphasis is laid on the ideas of craftsmanship, authenticity, and providing unparalleled customer service. All marketing communications concentrate on heritage and quality, which allows consumers to form expectations characteristic of luxury players.
While in Romania, Chanel promoted the premium nature of its positioning focusing on even more aspirational outcomes. Marketing has focused on elegance, exclusivity, and lifestyle while putting an accent on digital communication to inform consumers regarding the heritage and values of the brand.
The principles of global standardisation with local adaptation can be seen in the example of Chanel branding.
[bookmark: _heading=h.rzt4e47mxspr]7. Marketing Mix (7Ps)
[image: ]
Chanel is recognized as among the most elite luxury brands globally owing to its unique combination of history, craftsmanship, ageless design, and exclusiveness. This positioning is successful in many countries; however, its marketing communication takes the values of local customers into account. 
In Japan, it emphasizes craftsmanship, authenticity, and experience. In its advertising, the company refers to the elements of history and quality to meet the high expectations of luxurious customers.
In Romania, it uses the same positioning but with a more aspirational flair. There are references to elegance, exclusivity, and lifestyle in its marketing activities, and emphasis on the importance of consumer education and digital engagement.
This case illustrates the idea of global standardization coupled with local adaptation. Chanel keeps its global branding but makes its customers engage in accordance with the local market situation. 
Overall, this example shows that the core of competitive advantage relies not on the change of positioning but on the development of the ways in which the same positioning is communicated.
7.1 Product Strategy
According to Kotler, Keller and Chernev (2022), product is the core element providing value to consumers and is a key for differentiating brand from competitors. In luxury goods industry, products help consumers obtain both functional benefits as well as values like symbolic meaning, emotional ties with the products and social prestige (Kapferer and Bastien, 2012). Chanel provides a wide range of products including haute couture, ready-to-wear clothes, bags, watches, jewellery, perfumes and cosmetics to support brand values, excellence and exclusivity.
Although the product itself is the same in all countries, customers’ expectations differ in case of Romania and Japan. Japanese people pay a lot of attention to precision, craftsmanship and authenticity; therefore, they expect superb quality and outstanding after-sales service from Chanel (Hofstede, 2001). Romanian consumers, in their turn, are very much influenced by aspirational brands, i.e. brand visibility. Therefore, for them the most popular products of Chanel represent symbols of success and achievement in life (Euromonitor International, 2025).
Chanel’s global product strategy ensures stability of brand identity and allows minor alterations through special lines, tailored services and country-related products.
[bookmark: _heading=h.ir1fe2q147os]The product strategy of Chanel effectively combines global uniformity and selective adaptation at local level. By guaranteeing that product quality and craftsmanship remain unchanged in Romania and Japan, the company creates brand equity while protecting its advantage of exclusivity (Aaker, 1996).
7.2 Pricing Strategy
Chanel is committed to a premium pricing approach around the globe, and its prices convey luxury instead of the production costs; unlike other brands, pricing for Chanel is based on luxury, quality and exclusiveness (Kotler, Keller and Chernev, 2022; Kapferer and Bastien, 2012). Consequently, even if the purchasing power status in Romania differs from Japan, Chanel has the same strategy of premium pricing to preserve its brand image and does not adopt any policies based on discounts since any promotions may result in negative perceptions about exclusiveness.
Chanel finds other ways to provide value for customers through excellent service, limited lines of collections and unique shopping experiences. For example, whereas in Romania, value is generated via the history of the brand, in Japan, the focus on authenticity and quality are more significant (World Bank, 2025). Therefore, this is a solid approach to having the brand imagery consistent in the whole world.
[image: ]
Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Kapferer and Bastien (2012), Euromonitor International (2025), Statista (2025) and Chanel (2025).
7.3 Place Strategy
Chanel utilizes a selective distribution approach to maintain exclusivity, protect its brand equity and ensure premium customer experience through its own retail stores, one of the concept stores or online channels (Kotler et al., 2022; Kapferer and Bastien, 2012). In Japan, flagship stores provide customisation services, plush retail settings and seamless experiences (Hofstede, 2001). In Romania, on the other hand, Chanel is forced to rely more on authorized retailers and digital channels to spread brand awareness due to smaller luxury market size, although complete control is also maintained to minimize counterfeiting and ensure exclusivity (Euromonitor International, 2025). Therefore, Chanel’s selective distribution method provides product scarcity, customer trust and supports the premium brand image in both developed and emerging markets.
Chanel’s selective distribution strategy allows for protecting industry prestige as well as ensuring uniform customer experience in various countries around the world. Even though in Romania there is a greater reliance on digital engagement and authorized retailers, strict control over sales channels ensures the protection of brand equity.
7.4 Promotion Strategy
Chanel’s marketing strategy is based not on encouraging immediate sales, but on the strengthening of the brand identity and emotional connection with the clients (Kotler, Keller, and Chernev, 2022; Keller, 2013).
In Japan, the promotional activities are cantered on craftsmanship, history, and understated luxury thanks to the minimalist advertising, exclusive events, and chosen ambassadors (Hofstede, 2001). In Romania, Chanel uses digital promotion actively along with work with influencers and storytelling to attract young rich consumers without losing its image as a premium brand (Euromonitor International, 2025).
Overall, Chanel balances global brand consistency with local adaptation by preserving its core principles while tailoring promotional activities to each market’s culture and media consumption patterns (Levitt, 1983; Doole, Lowe, and Kenyon, 2022).
Chanel’s promotional strategy is successful due to the combination of traditional and innovative methods to communication. The consistent branding is complemented with the use of local channels of communication that help involve the target audience and promote the brand without losing its exclusivity, which proves Keller’s (2013) Brand Equity Model about the positive impact of consistent and relevant communication [image: ]on brand loyalty[image: ]
[image: ]
Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Kapferer and Bastien (2012), Euromonitor International (2025), Statista (2025) and Chanel (2025).
7.5 People Strategy
Chanel’s competitive advantage comes from its people, who play an important role in customer satisfaction, brand image and relationship quality through their exceptional service and expertise (Booms and Bitner, 1981; Kotler, Keller and Chernev, 2022). Chanel is therefore committed to recruiting and training the best employees so that customers get a luxury experience every time they deal with the company.
In Japan, customer service is affected by the principle of homogenate, which means that employees provide customers with sincere hospitality, expert product knowledge and customized relationship management (Hofstede, 2001; Kapferer and Bastien, 2012). In Romania, the role of boutique employees is more educational when it comes to explaining the history and quality of Chanel while building trust with customers who buy luxury for the first time (Euromonitor International, 2025).
Hence, Chanel’s people strategy allows the company to maintain its competitive edge through the delivery of quality services yet considering the needs of local customers. As a result, customers receive good service, brand equity is created and customer loyalty achieved (Keller, 2013; Aaker, 1996).
7.6 Process Strategy
According to Booms and Bitner (1981) and Kotler, Keller and Chernev (2022), Chanel’s processed strategy mixes efficient systems with personalized service to create an uninterrupted and luxurious experience to meet the needs of its clients while maintaining its exclusive brand image. Digital technologies are used together with in-store practices to ensure customer satisfaction while still ensuring that personalized service is provided as expected by luxury customers. 
In Japan, Chanel provides clients with private consultations, personalized advice and after-sales service, while both processes are supported by digital appointment systems and customer relationship management (CRM) software that guarantee precision and reliability expected by clients (Hofstede, 2001; Statista, 2025). In Romania, the use of digital communication technologies and online client services enhances accessibility of the luxury brand and build clients’ trust in this new luxury market (Euromonitor International, 2025). 
To sum up, Chanel’s omnichannel process strategy combines operational performance with provision of personalized services, which saves the brand reputation globally; therefore, the company can adapt to changes in local markets (Kapferer and Bastien, 2012; Doole, Lowe and Kenyon, 2022).
7.7 Physical Evidence Strategy
Physical evidence is a crucial part of Chanel’s luxury strategy, for store design, the way the products are presented, packaging and the shopping environment contribute to shaping customers’ perception of the product (Booms and Bitner, 1981; Kotler, Keller and Chernev, 2022). Chanel makes sure to manage the physical evidence so that it provides its consumers with memorable luxury experience.
In Japan, shops have a minimalist and subtle design, thus showing that Japanese people like this kind of luxury (Kapferer and Bastien, 2012). In Romania, the company ensures that it follows its rules by using certified distributors and sticking to standards in packaging and branding (Euromonitor International, 2025).
Therefore, it can be said that Chanel has a uniform strategy of physical evidence around the world.
[image: ]
Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Chanel (2025), Kapferer and Bastien (2012) and Statista (2025).
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Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Kapferer and Bastien (2012), Chanel (2025) and Statista (2025).
[bookmark: _heading=h.gr0vdobw1dfr]8 Evaluation of Chanel's Market Entry Strategy into Japan
[image: ]
Chanel made the decision to enter Japan through the establishment of wholly owned subsidiaries. Under this way of entry, the company could preserve full ownership rights and keep total control over its retail business, marketing processes, product pricing and customer experience (Hill et al. 2023). Contrary to franchising, licensing or joint ventures, this way of entering the market allows Chanel to maintain its luxury brand image, implement uniform standards of services as well as be sure in the authenticity of the products sold (Kotler et al. 2022; Kapferer et al 2012). Even though this strategy requires huge financial investments, it enables Chanel to ensure the theory of exclusivity which is the basis of its competitive advantage. 
Japan is a great place to invest into due to its high purchasing power, the developed luxury market, political stability, the advanced retail infrastructure and high appreciation of crafts and quality by consumers (Statista, 2025; World Bank, 2025). All these characteristics of the market correspond perfectly to the way Chanel positions itself in the market, allowing the company to provide personal experience for its customers while keeping the prices at premium level and ensuring high quality of service (Hofstede, 2001).
Chanel’s approach to entering the market of Japan is very well explained using Dunning’s Eclectic (OLI) Paradigm. The company possesses some substantial ownership advantages, such as a strong brand equity, amazing craftsmanship techniques, own designs of the products and loyal customers, which justifies this way of entering the market (Dunning 1988; Barney 1991). The location advantages are realized due to Japan’s stable business environment as well as strong legal protection of the intellectual property and developed luxury retail market, while the advantages of internalization provide Chanel with the opportunity to retain full control over pricing, customer service, authenticity of its products and the brand itself (Peng, 2022).
To sum up, being implemented with certain effectiveness, a strategy of establishing wholly owned subsidiaries brings huge financial risks and slows down the process of expansion since it allows the company to take a maximum level of control and to adapt it to market conditions, thus helping Chanel to achieve long-lasting competitive advantage in the luxury goods market (Root, 1994; Dunning 1988).l
[image: ]
Source: Author's own evaluation based on Root (1994), Kotler, Keller and Chernev (2022) and Chanel (2025).
[bookmark: _heading=h.4k2kxxvp3vkm]9. Ethical Issues in Chanel's International Marketing 
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In the current international marketing landscape, ethical issues play a vital role as stakeholders such as consumers, governments, and investors continue to expect ethical conduct on the part of business organizations while promoting their interests. Brands operating in luxury markets like Chanel cannot be merely content with compliance with regulations anymore and must expand the understanding of ethical marketing to include responsible sourcing, sustainability and environmentally friendly conduct in business (Kotler, Keller, Chernev, 2022).
Lately, one of the main challenges in ethics in marketing has been related to sustainable sourcing practices adopted by organizations. Since luxury products often feature premium quality raw materials such as leather, precious metals, and exclusive textiles, unethical sourcing can be very disastrous (Chanel, 2025). To be environmentally friendly and respect nature, Chanel has started investing into renewable energy, biodiversity promotion and low-carbon production processes. However, stakeholders have started expecting actual results in the form of specific data instead of vague messages about sustainability. This means that transparency in environmental reporting will constitute a huge competitive advantage in today’s markets, especially in such countries as Japan with high standards regarding sustainability.
Another ethical issue concerns the management of supply chains. Luxury brands rely on complex supply chains that include specialized producers and artisans. While Chanel invests a lot into preserving craft and producing goods of great quality, it is essential to monitor suppliers to ensure compliance with ethical labour practices. Otherwise, if companies fail to monitor their suppliers, there may be a negative impact on their brand thanks to irresponsible production practices.
The last problem relates to ethical advertising. Most luxury brands’ ads are focused on exclusivity and aspiration, which raises questions about diversity and socially responsible advertising messages. Chanel follows the steps of other brands and has made progress in diversity in marketing; however, there is always a need to keep up with changing requirements in different countries. Thus, advertising must correspond to the issues of diversity while remaining true to the brand’s history and ideals.
In this way, ethical advertising becomes a marketing strategy that provides companies with a lot of advantages.
[bookmark: _heading=h.2erq9r1wkl4u]10. Recommendations
The analysis of Romania vis-à-vis Japan has led to the development of three strategic recommendations to improve Chanel’s international marketing.
Recommendation 1: Develop a digital personalised approach to consumers in Romania that does not compromise on exclusivity.
The emergence of wealthy consumers in Romania over the long run, especially those belonging to the younger generation of luxury goods consumers attending the digital world has inspired Chanel to enhance its customer relationship management (CRM) capabilities through personalised communications, private online events, and invitations to view new products prior to their official sale. Implementation of these measures would allow the company to reach greater levels of engagement with consumers and yet keep its brand image intact. It should be noted that personalisation as it differentiates the luxury approach from the rest is not about opening access to the goods and services to the consumers, but the opposite.
Recommendation 2: Increase sustainability transparency in both investigations.
Even though Chanel has introduced sustainable measures and resources, the audience has started demanding evidencing of the company’s ethical performance. Thus, Chanel should announce more comprehensive information regarding carbon footprint reductions, sourcing, and the overall supply chain. The recommendation is of great importance for the Japanese market, in which sustainability plays a decisive role in consumers’ purchasing behaviours, and helps the people from Romania understand the meaning of sustainability gradually.
Recommendation 3: Implement differentiated consumer experience strategies.
Chanel should keep position of the luxury brand in Japan by providing the highly personalised services. At the same time, the company should focus on providing education on experiential marketing and conducting exclusive events for the consumers in Romania. The proposed approach will enable the company to keep up with the appeal of its offerings worldwide, while adjusting its marketing touch to each market.
These recommendations allow Chanel to maintain a good balance between being a global brand and adapting to the local market, thus ensuring the competitiveness of the company.
[bookmark: _heading=h.uybaapod51ct]11. Conclusion
This report has thoroughly analysed Chanel's international marketing strategy through a comparison of Romania and Japan. The results show that while both markets present similar opportunities, they greatly differ in terms of economic conditions, culture, consumer habits, and degree of market maturity. Thus, the company should not fully standardize its international marketing strategy.
Analysis shows that Japan should be a strategic priority for retention through premium service, digital innovation, and sustainability leadership. Meanwhile, Romania is an emerging luxury market whose development depends on brand awareness, customer relationships, and education of affluent consumers. These findings confirm that international marketing requires the combination of the global approach and local development.
In general, the focus on exclusivity, quality of production, and customer experience provides Chanel with a guarantee of successful development.
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Customer Highly personalised services, Increases customer

Experience luxury boutique environments and | satisfaction, loyalty and

Excellence exceptional after-sales support | long-term customer lifetime
delivered consistently worldwide. ~ | value

Financial As aprivately owned company, | Enables strategic investments

Independence Chanel can prioritise long-term | in innovation, sustainability and

brand development over
short-term shareholder
expectations.

craftsmanship that strengthen
long-term competitive
advantage.

Source: Developed by the author based on Barney (1991); Kapferer and Bastien (2012);
Kotler, Keller and Chernev (2022).
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PESTEL A:!IB\IALYSIS

ROMANIA vs JAPAN

Analysing the macro-environmental factors that influence Chanel’s international marketing strategy
in Romania and Japan.

ail as 7

POLITICAL ECONOMIC SOCIAL TECHNOLOGICAL ENVIRONMENTAL
<= « EU member state ensures  + Lower GDP per capita * Younger population « Digital infrastructure « Growing awareness of
] political stability o are) B o o ariente e e sustainability
FACTOR + Government supports « Increasing disposable « Increasing interest in « High mobile and « EU regulations drive
FDI and economic growth  income among urban luxury and branded internet usage environmental standards
« Active alignment consumers products « E-commerce * Consumers show
EU policies and regulations  + Economic growth « Social media influences developing increasing interest in
potential remains high purchasing decisions ethical brands
. « Stable political system « High GDP per capita « Ageing population « Highly advanced « Strong environmental
and low corruption and mature economy ith sophisticated technology adoption consciousness
ROMANIA « Strong government « Strong purchasing power preferences + Strong e-commerce « High expectations for
support for innovation and high savings rate « Strong brand loyalty and mobile payment sustainability and ethics
and industry « Economic stagnation and cultural appreciation ecosystem « Government promotes
Y « Strong international but stable and resilient of quality « Innovation in Al, AR/VR carbon neutrality
trade relations market + Preference for subtle and customer experience initiatives
JAPAN prestige and privacy
IMPLICATION
FORCHANEL  Stable political environments. Romania offers growth Adapt communication and Invest in digital engagement Strengthen sustainable
in both countries reduce opportunities, while experiences: aspirational and e-commerce in practices and communicate
: n : political risk, enabling Chanel Japan ensures high and digital in Romania; Romania; leverage advanced environmental initiatives
to plan long-term investments spending power and high-touch and discreet technologies to enhance transparently in both
with confidence. stable returns. in Japan. personalisation in Japan. markets.
Both Romania and Japan present attractive opportunities but require tailored approaches. Chanel must balance global
KEY TAKEAWAY B PP 3 PP 9

luxury consistency with local adaptation to political, economic, social, technological, environmental and legal differences.

KN

LEGAL

* EU legal framework
ensures consumer
protection

« Strong IP protection
under EU law

+ GDPR ensures data
privacy standards

« Strong intellectual
property protection

« Strict regul
product quality and
labelling

« High standards for
advertising ethics

®

Chanel benefits from strong
legal protection in both
countries, ensuring brand
safety, IP security and
consumer trust.

T




image5.png
Table 3. Key Economic Indicators: Romania vs Japan (2025)

Indicator Romania Japan Marketing Implication for Chanel
GDP percapita | ~22,500 | ~36,000 Higher purchasing power in Japan
(us$) supports consistent luxury

consumption
Population -19 ~123 Japan offprs a substantially larger ™
(million) luxury customer base.
Inflation Moderate | Low Romanian consumers are generally
more price-sensitive
Luxury Market | Emerging | Mature Japan focuses on retention;
Maturity Romania offers growth
opportunities.
Consumer Aspiration | Established luxury | Different communication and
Purchasing al consumption relationship marketing strategies
Behaviour are required

Source: Author's own compilation based on World Bank (2025), OECD (2025), IMF (2025)
and Euromonitor International (2025).
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Table 4. Social Comparison: Romania vs Japan

Social Factor |  Romania Japan Strategic Implication for
Chanel

Luxury Aspiration, Heritage, Different emotional messages

Purchase achievement and | craftsmanship and | should be emphasised in

Motivation social status timeless quality marketing communications.

Customer Age | Younger affluent | Mature, Romania offers future market

Profile professionals high-income growth, while Japan focuses on

consumers customer retention.

Digital High social Balanced digital Romania benefits from -

Behaviour | media and boutique influencer marketing, whereas

engagement shopping Japan values personalised
experience luxury service.

Brand Loyalty | Developing Very strong Chanel should prioritise
long-term relationship
management in Japan.

Customer Prestige, Exceptional service | Customer experience should be

Expectations | exclusivity and | quality and adapted to local expectations

lifestyle authenticity while maintaining global luxury

standards.
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Table 5. Technological Comparison: Romania vs Japan

Technological Romania Japan Strategic Implication for
Factor Chanel

Digital Rapidly improving | World-class digital [ Japan supports advanced

Infrastructure [ broadband and | infrastructure omnichannel retailing, while
mobile Romania offers strong digital
connectivity growth opportunities.

E-commerce | Growing rapidly | Highly developed | Increase digital investment in

Adoption among younger [ luxury e-commerce [ Romania while maintaining
consumers ecosystem premium omnichannel

integration in Japan.

Mobile High smartphone | Mobile-first Optimise mobile experiences

Commerce penetration and [ consumer behaviour | in both markets, with greater
social commerce | with advanced technological sophistication

payment systems | in Japan.

Avtificial Emerging Extensive use of Al, [ Al-driven personalisation

Intelligence [ adoption in retail [ CRM and predictive | should be prioritised in Japan
marketing analytics while supporting brand

education in Romania.
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Table 6. Environmental Comparison: Romania vs Japan

Luxury Demand

Environmental Romania Japan Strategic Implication for
Factor Chanel
Consumer Growing, Very high across | Sustainability messaging
Environmental | particularly luxury consumers | should be stronger in Japan
Awareness among younger while supporting consumer
consumers education in Romania.
Government EU Green Deal | Strong national | Compliance is essential in
Environmental | and sustainability both markets, with higher
Policies envionmental [ policies and ESG | expectations in Japan.
regulations initiatives
Recycling Culture | Developing Well-established ~ | Sustainable packaging
initiatives should be prioritised
in Japan.
Sustainable Emerging Mature Greater emphasis on

responsible sourcing and
environmental reporting in
Japan.





image9.png
Table 7. Legal Comparison: Romania vs Japan

faimess

Legal Factor Romania Japan Strategic Implication for
Chanel
Intellectual Strong EU trademark | Strong patent, Protects Chanel's brand
Property and copyright trademark and equity and reduces
Protection legislation copyright protection [ counterfeit risks in both
markets.
Consumer Comprehensive EU | Strong consumer Premium customer
Protection consumer rights protection with high [ experience must comply
legislation product standards [ with local regulations.
Data GDPR governs APPI regulates Digital marketing
Protection customer data personal information | strategies must comply
processing protection with different privacy
regulations.
Advertising | Strict advertising and | Strong advertising | Marketing
Regulations | competition rules standards communications require
under EU law emphasising local legal adaptation.
transparency and
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Table 8. Hofstede Cultural Comparison: Romania vs Japan

Cultural | Romani |  Japan Strategic Implication for Chanel
Dimension a

Power High | Moderately | Prestige messaging in Romania; refined

Distance High exclusivity in Japan

Individualism | Moderat

Moderate-Co

Romania responds well to aspirational

e

e llectivist campaigns; Japan values harmony and
subtle brand communication.
Masculinity Moderat | Very High | Highlight lifestyle in Romania; craftsmanship
e and excellence in Japan.
Uncertainty | High [ VeryHigh | Emphasise trust, authenticity and exceptional
Avoidance service in both markets.
Long-Term Moderat | Very High | Focus on timeless value and heritage in
Orientation e Japan; aspiration and identity in Romania.
Indulgence Low Low-Moderat | Maintain exclusivity and emotional value

rather than encouraging impulsive
consumption

Source: Author's own comparison based on Hofstede (2001), Hofstede Insights (2025), De
Mooij (2021) and Minkov and Hofstede (2012)
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FIGURE 9.

THE 7Ps MARKETING MIX FOR CHANEL

1. PRODUCT

. ROMANIA: Iconic and aspirational
products (e.g., fragrance, handbags,
makeup) that symbolise status
and elegance.

@  JAPAN: High-quality, innovative
products with attention to detail
and craftsmanship.

3.PLACE —————

. ROMANIA: Selective distribution
in luxury department stores and
flagship locations; growing online
presence.

@ JAPAN: Strong presence in major
cities (Tokyo, Osaka); flagship
boutiques in prime locations;
well-developed e-commerce.

5. PEOPLE

. ROMANIA: Well-trained staff providing

personalised service and beauty advice.

) JAPAN: Emphasis on customer care
(“omotenashi), knowledgeable and
discreet staff.

‘ KEY TAKEAWAY

Adapting the 7Ps to the luxury market in Romania and Japan

T

)

CHANEL

TIMELESS LUXURY.
WORLDWIDE RELEVANCE.

6. PROCESS

ROMANIA: Streamlined buying process,
loyalty programs and efficient online
shopping experience.

JAPAN: Impeccable service standards,
appointments in boutiques, and
seamless omnichannel experience.

By strategically managing each element of the 7Ps, Chanel creates a consistent and differentiated
luxury experience that resonates with consumers in both Romania and Japan.

o 2.PRICE

«~e 7.PHYSICAL EVIDENCE

() ROMANIA: Elegant store design, luxury

(@) ROMANM: Premium pricing strstegy
that reflects exclusivity and perceived
value; minimal discounting.

JAPAN: Consistent premium pricing;
customers accept higher prices for
quality and brand heritage.

4. PROMOTION

() ROMANIA: Digital and social media
campaigns, influencer partnerships
and experiential events.

@ JAPAN: Subtle, elegant communication
focused on brand storytelling,
heritage and exclusivity.

packaging and high-quality in-store
experience.

JAPAN: Minimalist, sophisticated store
design; attention to every detail in
packaging and presentation.

T
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Table 13. Pricing Strategy Comparison: Romania vs Japan

Pricing Romania Japan Strategic Implication for
Dimension Chanel
Pricing Premium pricing | Premium pricing Maintain global luxury
Strategy positioning.
Consumer Moderate among | Relatively low Greater emphasis on value
Price affluent communication in Romania.
Sensitivity consumers
Price Prestige and Quality and Premium prices
Perception aspiration craftsmanship communicate different
symbolic meanings.
Entry-Level | Beauty, skincare | Beauty products Accessible luxury supports
Products and fragrances | alongside premium long-term customer
fashion categories acquisition.
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fFable 14. Distribution Strategy Comparison: Romania vs Japan

Distribution Romania Japan Strategic Implication for
Dimension Chanel
Distribution [ Selective Selective distribution | Maintain global control over
Strategy distribution retail channels.
Physical Limited boutiques ~ [ Extensive flagship | Expand customer
Presence and authorised boutique network | experience without
retailers sacrificing exclusivity.
Retail Developing luxury [ Mature luxury retail | Greater investment in
Infrastructure | retail market ecosystem flagship experiences within
Japan.
Omnichannel | Growing digital [ Advanced Continue digital
Integration engagement omnichannel development while
retailing preserving luxury service

quality.
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Customer Concentrated High accessibilty | Improve digital convenience
Accessibility | within major cities | through luxury in Romania while
shopping districts | maintaining premium
experiences.

Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Kapferer and
Bastien (2012), Euromonitor International (2025), Statista (2025) and Chanel (2025).
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Table 15. Promotion Strategy Comparison: Romania vs Japan

discounts

Promotion Romania Japan Strategic Implication
Dimension for Chanel
Communication | Brand awareness | Customer retention Different communication
Objective and aspiration and brand priorities according to
reinforcement market maturity.
Digital Strong social Premium omnichannel | Adapt digital strategy to
Marketing media communication consumer expectations.
engagement and
storytelling
Influencer Carefully selected | Selective celebrity Protect brand prestige
Strategy luxury influencers [ ambassadors and through selective
cultural icons partnerships.
Customer Exclusive events [ Personalised Strengthen emotional
Engagement | and experiential | consultations and relationships with
marketing invitation-only customers.
experiences
Promotional Luxury storytelling [ Heritage Preserve exclusivity
Philosophy without discounts | communication without | across both markets.
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Table 16. People Strategy Comparison: Romania vs Japan

trust building

People Romania Japan Strategic Implication for
Dimension Chanel
Employee | Brand educators | Luxury consultants and [ Adapt service
Role and luxury relationship managers | responsibilities according
advisors to market maturity.
Customer | Product Personalised Enhance customer
Interaction | guidance and | consultation and engagement throughout
brand education [ long-term relationship | the purchasing journey.
management
Service Premium service | Exceptional personalised | Reflect differing consumer
Expectations | supporting luxury service expectations.
aspiration
Employee | Product Extensive luxury Continuous employee
Expertise knowledge and | expertise and cultural | training supports service
styling advice | etiquette excellence.
Relationship | Customer Customer retention and | Different CRM priorities
Focus acquisition and | loyalty development support long-term growth
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Table 17. Process Strategy Comparison

Romania vs Japan

Process Romania Japan Strategic Implication
Dimension for Chanel
Customer Guided and Highly personalised [ Adapt service processes
Journey educational and seamless to customer experience
levels.
Consultation | Product explanation ~ [ Appointment-based [ Increase perceived value
Process and styling advice | luxury consultation | through personalised
interactions
Digital Online engagement | Fully integrated Strengthen
Integration | supporting boutique [ omnichannel digita-physical
visits experience consistency.
After-Sales | Customer follow-up | Comprehensive Enhance long-term
Service and relationship after-sales care and [ customer loyalty.
building CRM
Operational | Customer confidence | Precision, efficiency [ Balance operational
Focus and accessibility and luxury experience [ excellence with

personalised service.

Source: Author's own comparison based on Kotler, Keller and Chernev (2022), Chanel
(2025), Statista (2025) and Kapferer and Bastien (2012).
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Table 18. Physical Evidence Strategy Comparison: Romania vs Japan

Physical
Evidence
Dimension

Romania

Japan

Strategic Implication for
Chanel

Boutique Design

Premium global
boutique concept

Flagship luxury
architecture

Maintain consistent globar
visual identity,

store Elegant and Immersive luxury Reinforce premium

Environment exclusive retail | flagship experience | positioning through
atmosphere design

Product Curated luxury | Meticulous visual Enhance perceived

Presentation displays merchandising product quality.
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FIGURE 10.
ENTRY MODE EVALUATION F%Iz{: CHANEL: ROMANIA VS JAPAN

Comparing the most suitable entry mode options based on key strategic criteria.

EVALUATION O ROMANIA o JAPAN

Wholly Owned Wholly Owned
Subsidiary Subsidiary

CRITERIA

Joint Venture Franchising Licensing Joint Venture Franchising Licensing

Control Over
Operations

R 8 2.2 8.4 L 8.2 8%0%d Kk e

*ffedek %k ok kK ok K T Kk Yo K Ve de et

Brand Protection

& Exclusivity ok ok ok L3 2 S48% Fe et te

KRN ok kK ke k3.8 8 844 ) §78%8%8%4 K dok

WeriatKnowlsdoe K kAo Te L.8.2.8 849 Kk Aok e .8 8387819 ok ok o ok K K He Y i Kk Y

&Local Expertise

i
Investment I, 5 i . ;
E, Feaulroment ok ok e ok ko e ok kok ok F Y et R 2.8 $%84d ok ok kvl %k ok ok
@ ::::::n ek e e ek e R 2.8 & 819 e e e Jok e e ok ok el ok ok
it Fokk S kkkAS kokAkd kKA kkkEh kkkAS kA
S Gt i, 4 3.5 3 2.5 5 4 25 2
WHOLLY OWNED SUBSIDIARY WHOLLY OWNED SUBSIDIARY
° RECOMMENDED) Ensures full control over brand image and mA Provides maximum control, protects brand heritage
ENTRY MODE customer experience in an emerging luxury and aligns with Japanese consumers’ expectation
market with growth potential. for exclusivity and quality.
[ KEY TAKEAWAY Wholly owned subsidiary is the most suitable entry mode for both Romania and Japan, :n:
| ensuring full control, brand protection and long-term strategic positioning for Chanel.

Note: 1 = Very Low Suitability, 5 = Very High Suitability Source: Adapted from Root, F. (1994); Cavusgil, S. T., Knight, G., & Riesenberger, J. (2020)
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Table 19. Evaluation of Chanel's Entry Mode]

Evaluation Criterion

Wholly Owned

Strategic Impact for Chanel

Advantage

Subsidiary

Level of Control Very High Protects brand identity and customer
experience.

Financial Investment Very High Requires significant long-term capital
commitment.

Operational Risk High Chanel bears full market and
operational risks.

Brand Protection Excellent Minimises counterfeit risks and protects
exclusivity.

Customer Experience | Excellent Enables globally consistent luxury
service standards.

Long-Term Competitive | Very High Strengthens sustainable brand equity

and customer loyalty.
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FIGURE 13.

STRATEGIC SUMMARY FOR CHANEL

UNDERSTAND
THE MARKETS

T

Key strategic actions to successfully strengthen Chanel’s international marketing in Romania and Japan.

ADAPT MARKETING

STRATEGY

DELIVER EXCEPTIONAL
BRAND EXPERIENCE

BUILD LONG-TERM
RELATIONSHIPS

e EVALUATE &
CONTINUOUSLY IMPROVE

+ Conduct in-depth market

research in Romania and Japan.

+ Analyse consumer behaviour,
cultural nuances and luxury
expectations.

+ Monitor competitors and local
market trends.

©

Clear understanding of
consumer needs and
growth opportunities.

© &

* Tailor the 7Ps to each market
while maintaining brand DNA.

Localise communication
style, product assortment and
customer experience.

Leverage digital channels and
local partnerships.

Relevant and culturally
aligned marketing
strategy.

@

Deep market insight
is the foundation for
smart decisions.

@

Adapt without diluting
Chanel's timeless
identity.

+ Provide consistent luxury
experience across all
touchpoints.

+ Invest in staff training and
customer service excellence.

+ Create memorable in-store
and online experiences.

Stronger customer
MR  (oyalty and positive
K&K word-of-mouth.

STRATEGIC PRIORITI

N4

Luxury is in the details of
every customer interaction.

+ Develop loyalty programmes
and VIP customer relations

« Engage with local co
and support cultural

« Foster trust through transparency
and brand integrity.

Stronger emotional
connection and
customer retention.

« Track performance using clear
KPIs and customer feedback.

« Analyse results and adapt
strategies accordingly.

+ Innovate and stay ahead of
market changes.

Sustainable growth
and long-term
competitive advantage.

~
L4

¥

Relationships built on
trust create lifelong
brand advocates.

O

Continuous evaluation
ensures relevance and
sustained success.

KEY TAKEAWAY

By understanding local markets, adapting strategies, delivering exceptional experiences,

and achieve sustainable success in Romania and Japan.

building relationships and continuously improving, Chanel can strengthen its global leadership

T
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Strategic
Capability

Description

Competitive Value

Brand Heritage

More than 110 years of luxury
heritage built around Coco
Chanels vision, timeless elegance
and iconic products.

Creates strong brand equity,
customer trust and premium
brand positioning that
competitors strugple to

replicate.

Exceptional Continuous investment in artisan | Supports superior product
Craftsmanship | workshops (Métiers Art), quality, enhances perceived

superior materials and meticulous | value and justifies premium

quality control throughout pricing strategies.

production.
Exclusive Products are primarily sold Maintains scarcity, strengthens
Distribution through Chanel-owned boutiques | exclusivity and protects the
Strategy and carefully selected retail luxury image of the brand

locations, with limited product
availabiliy.

Innovation and
Digital
Transformation

Integration of digital technologies,
omnichannel customer
experiences and personalised
luxury services while preserving
traditional craftsmanship.

Improves customer
engagement and enhances
competitiveness without diluting
brand exclusivity.





