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[bookmark: _Toc235799759]Introduction
International marketing is the process of strategic planning, pricing, promoting, and delivering goods and services to consumer across the world (Sudirjo, 2023).
The chosen company for better understanding of the topic is Chanel, which is a French multinational brand founded by Coco Chanel in 1910 (CHANEL, 2026). It is widely renowned for its high-end clothes, handbags, perfume, and watches.  This report will evaluate the comparison between France & Japan to better understand the international marketing of the brand in both home and host country.
The report will evaluate comparative analysis in both the countries using framework such as PESTLE and Hofstede. Further, strategic marketing using STP & 7Ps will be analysed and evaluation of market entry strategy will be hhighlighted. Furthermore, analysis of critical analysis of ethical issues in one country and recommendation will be covered in this file. At last reflective analysis of the file will be discussed.
[bookmark: _Toc235796205][bookmark: _Toc235799760]Section 1 
[bookmark: _Toc235799761]Macro Environment Analysis (PESTLE) 
	Dimension
	France (Home Market)
	Japan (Host Market)

	Political Factors 
	Strict regulatory compliances, frequent worker union strikes, and strong EU-driven trade protections.
	High political stability, robust intellectual property enforcement, positive bilateral luxury trade agreements.

	Economic Factors
	Due to slow GDP growth high corporate taxation, brand is heavily dependent on inbound tourist spending.
	Wealthy, mature economy, low interest rates, high local consumer purchasing power (Islamiah, 2025).

	Social Factors 
	Luxury seen as heritage and art, increasing focus on workplace equality, and high demographic diversity.
	Luxury is Japan is seen as social status & conformity, rapidly aging population, profound appreciation for craftsmanship.

	Technological Factors
	Robust digital ecosystem, focuses majorly on supply chain transparency and e-commerce anti forging (Niyompuhwe and Kumar, 2025).
	Advanced e-commerce/mobile commerce, leadership in retail automation, rapid adoption of AI-driven personalised clienteling. 

	Legal Factors
	Strict French labor laws like Code du Travail, severe EU GDPR data laws, and rigorous competition regulations.
	Strict compliance with Japan’s Act on the protection of personal data, distinct commercial leasing laws.

	Environmental Factors
	Strict EU green deal mandates, critical restrictions on the chemical processing and textile waste.
	Massive consumer demand for sustainable packaging, corporate carbon-emission mitigation goals, strict eco-labeling (Marshal and Ganguly, 2025).


Evaluation
France offers political alignment with Chanel’s core identity as it is an EU trade anchor country, however, it creates friction through strong localised labor unions. Frequent public strikes in the country significantly disrupt the Chanel’s flagship boutique operations in Paris and stop the local manufacturing supply chains. On the other hand, Japan provides highly exceptionally stable and predictable political environment. The government protects the luxury market by maintaining strict anti- fabricating borders and supporting smooth cross-border trade relations by minimising sudden tariff on imported French goods. This helps Chanel to easily expand in this market. 
The French market is highly vulnerable to global economic fluctuations due to its massive share of revenue which comes from international tourists. Further, Chanel faces immense pressure of high operational margins because of high tax rates in the France. However, in Japan, despite historic deflationary forms it maintains a highly wealthy market with high earning localised consumers (Hanley, 2026). In Japan, spending on luxury items is driven by massive household savings. Hence, Chanel less depends on the tourism in Tokyo than it does in Paris. High local consumer purchasing power in Japan allows the brand to maintain its luxurious, premium brand recognition. 
Consumers in France sees Chanel as a national heritage or cultural monument. The rising focus in the country on workplace transparency, fairness, and equality forces the brand to maintain these at workplace. The social factors in France prioritises individualistic expression, historical relevance of the brand and traditional art of living ‘Art de Vivre’. On the Other hand, in Japan the luxury usage is deeply rooted in social conformity, reputation, and gift-giving traditions. The local customers provide high brand loyalty and treats premium buys as long-term investment in social standing. This allows Chanel to establish itself in this country smoothly as luxurious brand.  
In France, technological integration focuses majorly on the preserving the human touch of Haute Couture. At Chanel, digital tools are primarily deployed for blockchain supported product verification and global supply chain visibility (Tam, 2025). However, Japan features a highly digitalised retail landscape and customers’ demands for smooth omnichannel experience. Further, consumer expect for advanced line-based online clienteling, and interactive, technology-driven experience in high-tech shopping areas in the country such as Ginza. Chanel is forced to implement these advanced technologies in its organisational operations and supply chain management for seamless business performance. 
Strict French worker laws and EU GDPR information laws forces Chanel to comply these regulations strictly. This legal landscape in France is regulated by the rigid French ‘Code du Travail’ which legally limits Labor working hours, protects labor rights, and mandates immense severe regulations. This legal mandates extensively creates complexities in retail staff scaling for the brand. On the other hand, Japan strictly operates under the Act on the Protection of Personal Information (APPI) which highly requires the localised data management strategies. Chanel is forced to comply Japan’s localised data protection laws and save consumer information on localised channels.
Chanel is forced to navigate highly aggressive European climate mandates. France’s localised green deal laws heavily targets on the destruction of unsold luxury inventory by forcing the brand to control production volumes and highly innovate clothing recycling. However, in Japan the environmental pressures are primarily driven by consumer expectations surrounding eco-friendly packaging (Marshal and Ganguly, 2025).. Consumer highly demand for sustainable materials yet flawless, premium quality items. Chanel is required to adapt ethical sourcing of materials and provide sustainable items.
[bookmark: _Toc235799762]Cultural Analysis (Hofstede Framework)
	Hofstede Dimension
	France (Home Market)
	Japan (Host Market)

	Power Distance
	High (68): Respect for creative hierarchy, fashion designers are treated as absolute elites.
	Intermediate-High (54): Massive respect for corporate structure.

	Individualism
	High (71): Individual style is an expression of distinct personality, rebellion, and freedom (Klapp, 2023).
	Low (46): Individual style is an expression of cultural belonging, alignment, and mutual respect.

	Masculinity
	Low-Intermediate (43): The primary focus is on the quality of life, sensory inclination, and the Art de Vivre.
	Extreme High (95): Heavily focused on perfection, career dive, and luxurious products as earned rewards.

	Uncertainty Avoidance
	High (86): Heavily driven by inflexible rules but maintained by attraction toward creative chaos and structural rebellion.
	Extreme High (92): Zero tolerance for flaws, ambiguity, or unpredictability in products, and service (Cusin and Flacandji, 2022).

	Long-Term Orientation
	Intermediate (63): Respect for legacy heritage but majorly focused on instant seasonal trends.
	Extreme High (88): Luxury items are seen as a generational investment, high focus on vintage resale value.

	Indulgence
	Intermediate (48): Balanced indulgence, appreciating sensual expectations and luxury experiences (Riefler, Büttner and Davvetas, 2024).
	Low (42): Restrained consumption, luxury must be justified by quality, function, or social code.


Evaluation
Power distance in France is high with elite artistic hierarchy as French culture accepts intellectual hierarchies. For Chanel, the creative director is seen as an absolute and untouchable creative director. The consumer highly respects this distance. On the other hand, in Japan this distance is immediate-high and manifests as profound respect for established corporate reputation and social status. Japanese luxury shoppers sees Chanel as a premier global institution, hence the brand authority is rarely questioned.
Individualism is also high in France, as French consumers purchase Chanel to stand out, express their unique identity, and channel the rebellious spirit of Coco Chanel.  The French consumers highly showcases their personal styles and individual flair by pairing a vintage Chanel tweed jacket with distressed denim. However, Japan leans heavily towards collectivism and individualism is low, where purchasing luxury is a point of social status, acceptance, and peer validation. Here, owning a Chanel bag or wearing a specific Chanel perfume fragrance is often a shared cultural marker among wealthy social circles. 
France significantly scores a lower masculinity due to its culture that deeply values life balance, freedom, and sensory obligation. Luxury consumption in France is primarily for personal satisfaction like how the silk feels against the skin (Klapp, 2023). Though, Japan is one of the most masculine cultures in the world which is highly driven by major focus on extreme perfectionism, material success, and competitive standards. Chanel purchase for Japanese consumers is often seen as physical reward for personal or professional milestones.   
Uncertainty Avoidance index of France is high, as the French crave structure which describes complex legal codes and preferences for institutional processes.  Chanel France pivots this by keeping physical retail stores highly traditional and formal. Similarly, Japan’s UAI score is extreme high and it demands high predictability, safety, untouched execution. This majorly impacts Chanel’s retail operations in Tokyo.
France’s LTO is intermediate and respects its immense fashion history, but French consumer’s mindset is still tied to rapid and dynamic seasonal fashion weeks. Consumers value Chanel’s heritage but they consume it in the present moment. However, Japanese culture takes a multi-generational view of time and long-term orientation is extreme high. The consumer buys a Chanel for long-term use and treat it as timeless family inheritance to be passed down.
Indulgence of France is intermediate, as French societies often allows for healthy level of instant gratification, specifically in food, fashion, and art sector. The purchase of Chanel is socially acceptable indulgence because fashion, beauty, and aesthetics are seen as the essential components in France for a fulfilling life. On the other hand, Japan is culture of low indulgence and restraint, where over exposure of wealth can be looked down upon if it feels overly arrogant. Chanel Japan aligns with this consumption by highlighting the understanding of elegance, quiet luxury, and functional durability of its pieces (Mahmoud and Ibrahim, 2026). 
[bookmark: _Toc235799763]Marketing Mix
An international marketing mix is a set of manageable tools of 7Ps-Product, Price, Place, Promotion, People, Process and Physical Evidence. The below mentioned is a comparative analysis of Chanel in its home country France and Japan.  
An international marketing mix is a set of manageable tools of 7Ps-Product, Price, Place, Promotion, People, Process and Physical Evidence. The below mentioned is a comparative analysis of Channel in its home country France and Japan.  
Product: A product refers to any article, service or system made accessible to fulfil customer wants or need (Cha, Kotabe and Wu, 2023). It can be physical such as gadgets or clothes, digital such any kind of app or in tangible for example any services. The brand provide perfumes, clothing, footwear, cosmetics and handbags.  In France, Chanel highly concentrate on its design, its brand legacy, its visual packaging local perceptions and its physical experience. Whereas in Japan, it stresses on its great quality control, perfect packaging and regular or confined product variety, high technical incorporation and minor defects leads towards instant rejection.
Price: It refers to the fiscal value assigned to a good or service, serving an exceptional income-generating component Batsakis, Konara, and Theoharakis, 2023). In France, the price of the product of this brand is connected to its reputation and its emotional value as quality pricing and luxury tags indicates towards the exceptionality and high status of the brand. While, in Japan, its pricing replicates severe production charges and supposed long-standing stability as the products worth is linked to its fairness and collective census.
Place: The place in this context refers to where the product is widely distributed and sell. In its host country, the brand uses the self-reliant indigenous traders, boutique storefront and observed leading locations that focus on the private network with its customers. Whereas, in Japan, the company depends on composite multi-tiered old-style distribution channel which is known as Tonya locally and extremely-reliable suitable ecosystem.
Promotion: Promotion refers to a marketing communication utilised by a corporate to inform, encourage and remind its target audience about its services or goods. In the context of Chanel, its home country France, uses creative, challenging and narrative-inspired advertising campaign that attracts to personal expression. However, in Japan, the company hire well-mannered, group-oriented and instructive media, frequently presenting cute mascots (yuru-chara) and transparent operational evidence.
People: People denotes to all the human performers- comprising management, support staff, workers and other consumers that directly or indirectly form a buyer’s experience and insight of a brand (Stallkamp, Chen, and Li, 2023). France emphasise on attractive communication with its customers, also consist of recommended skill and expressing personal specialised skill. While in Japan, the frontline of this brand practice absolute hospitality, reflecting a constant respect, high expectation of consumer wants and deep bows to its buyers when needed.
Process: A process is organised sequence of action, steps or variations which is directed to particular outcomes. In the context of the organisation like Chanel, its home country France processes service pathways and transactions are interactive and flexible occasionally bearing a sluggish and calmer pace. While in host nation Japan, the processes of its operations are clear, highly-punctual, consistent and improved to remove any resistance or waiting time.
Physical Evidence: It refers to the tangible and visible cues- like packaging, digital design and physical atmosphere that a consumer uses to analyse a brand’s quality and credibility before, throughout or after buying a product (Rehman, A.U. and Elahi, Y.A., 2024. How semiotic product packaging, brand image, perceived brand quality influence brand loyalty and purchase intention: a stimulus-organism-response perspective. Asia Pacific Journal of Marketing and Logistics, 36(11), pp.3043-3060.. The brand Chanel’s physical evidence differs in its home and host nations. In France, the retail and service atmospheres emphasises stylish central design, ambient lighting and celebrated character. Whereas, in Japan, the atmospheres are perfectly clean, highly-structured, minimalists and reasonably systematic for physical calm. 
Segmentation, Marketing and Positioning
The STP strategy is a three- steps structure used to increase marketing ROI by recognising the most appreciated audience for product and structuring messages to resonate with the buyers.
Segmentation: Segmentation is the procedure of segregating a comprehensive target market into minor and different subgroups like demographic, geographic and behavioural patterns, where demographic refers to grouping by age, gender and income, geographic refers to categorisation on the nation, region and city and behavioural to categorisation on the basis of purchase habits, product usage and brand loyalty (George, 2025). In France, the segregation of Chanel’s target market emphasises on the local psychographics, different buyer sections and its customers’ lifestyle. Its distribution networks are separated on the basis of urban-versus-rural consuming practices and hypermarkets versus self-reliant speciality boutiques. However, in Japan, it concentrates on its increased balanced synchronisation, its business or wholesale levels. The brand’s segmentation depends extremely on multi-layered old-style delivery systems such as toba networks and a strong demographic alliance.
Targeting: It refers to the practise of selecting a particular consumer groups and forming the four Ps- product, price, place and promotion-to fit in that specific buyer groups exclusive needs. It works as the bridge among the market segregation and personalised design of the marketing mix (Pathak, 2025). In France, the target buyers are split, according to autonomous retail associates and chosen supply channels and brands frequently utilise a distinct or particular channel method to maintain its reputation and personal brand equity. Comparatively in Japan, targets are firmly incorporated, census-inspired wholesale and retail group where long-standing associations commands market entrance and gatekeeping.
 Positioning: It is the planned procedure of designing a good’s offering and its appearance to inhabit a different, required place in the mind of the target market relative to its rivals (Mowar, 2022). In France, the position of the brand is about personal expression, symbolic value and premium heritage. Channel displays an image of stylish exceptionality and different artisanal brand status. Whereas, in Japan, the company positioned about perfect service, mutual trust and impeccable working quality and group census- structure. It replicate smooth incorporation, communal harmony and consistency
[bookmark: _Toc235796206][bookmark: _Toc235799764]Analysis of Market Entry Strategy 
COUNTRY: JAPAN 
Chanel’s market entry strategy in Japan was articulated by Subsidiary structure along with entire vertical control and Japanese regional localisation (Isozaki, and Donzé, 2022). The description is stated as belows: 
Market Entry Mode: In contrast to several international brands that focused on tactical collaborations with regional delivery partners and retailers in order to successfully enter in the complex ecosystem of Japan, Chanel chose distinct strategies. It navigated the complex wholesale system by implementing a wholly-owned subsidiary structure that is also popularly known as Chanel K.K. As a part of this structure, the firm controlled entire managerial and supply chain operations in Japan, which included D2C consumer sales and protecting the brand image. In the present times, the brand functions through self-designed boutiques that are properly managed by Chanel’s staff members. 
Localisation Strategy: Chanel prioritised understanding standards of Japanese consumers who generally prefered detailed craftsmanship and high-quality product over cheap alternatives (Ludborza, 2024). The firm designs beauty products and skincare after considering Japanese skin texture, climate variations and beauty concern. It also modified its foundation shades as per Japanese skin colour and makeup preference. In addition to this, Chanel collaborated with actors and actresses in accordance with their cultural ambassadorship strategy in order to align their French articulate with Japanese heritage and build brand awareness. 
Omni-channel Integration: In order to sustain and stay relevant in the Japanese luxury beauty sector, it is important for the firm to focus on digital expansion over physical boutiques. The various dimensions of this approach are stated as follows: 
Local flagship Dimension: Chanel prioritised its beauty expansion in various districts of Japan where individuals give importance to luxurious brands and high-quality product over cheap alternatives (PETRONI, 2023.) Further, Name of Japanese luxury preferred districts are Ginza and Shinsaibashi.
Digital regulation dimension: The firm focuses on integrating its Omni-channel integration strategy exclusively to skincare, beauty cosmetics and captivating fragrances. It provides its jewellery line and fashion wear products in the offline Japanese market. This helps to maintain the firm relevance in both the online and offline medium while scaling the business in various districts of Japan.
Hospitality Fusion Dimension: Chanel built an exclusive and ultra-luxurious restaurant in one of its famous flagship boutique in Tokyo (Wang, 2025). This smart initiative helps the brand in ensuring that shopping from Chanel feels like an enchanting experience and crucial lifestyle event instead of mere shopping transaction. 
Digital Touchpoint Dimension: With the aim to establish professional relationship with their clients, the brand utilises its office accounts that are mostly created on Japanese local apps like LINE. It also helps to manage the excessive foot traffic in their retail showrooms especially during festive times. 
Finance Management strategy
Chanel enforces strict international pricing strategic approaches and starvation marketing tactic with the purpose to prevent any disruption in supply chain mechanisms and maintain their prestigious brand reputation in the eyes of Japanese consumers (Nguyen, 2023). Further, the business uses price harmonisation strategies like price adjustments as per economic downturns, provides exclusive discounts and working on securing the luxurious brand identity. In addition to this, the organisation also enforces certain restrictions on their iconic pieces like the classic Flap Bag in order to take care of the structural scarceness. 
[bookmark: _Toc235796207][bookmark: _Toc235799765]Evaluation of Ethical Issues
When Chanel was expanding its business in Japan (late 1980s till 2000s), it ignored several corporate scandals (Vogue, 2026). However, evolution of Chanel’s marketing mix with the help of an ethical corporate lens highlights several operational, technical and managerial bottlenecks that are described as follows: 
The Office Lady Debt Trap: From the 1990s till 2000s, the firm’s primary target was young Japanese urban women and wealthy ladies (The Asahi Shimbun, 2023). The brand’s aggressive marketing tactics and prestige pricing heavily influenced young women regarding the importance of owning Chanel bag. Many critics states that the Chanel culture was predominantly due to social prestige instead of necessity. As a result of this, Japanese women saved months of salary to buy a premium Chanel bag and were pushed into credit debt trap. 
Price Harmonisation: Chanel consistently changed it product pricing as per global economic variation in order to prevent the effect of currency volatility on their products. As per several critics, this smart tactic is seen as a manipulative strategy to convince young ladies that they could suffer from FOMO (Fear of Missing Out) if they did not invested in exclusive Chanel bags. Moreover, by adjusting pricing many times during a year made consumers believed that their Investment in buying Chanel bags was a financial asset. 
Boutique Leverage: As Chanel was scaling it business in Japan, it enforced harsh practices on dominant Japanese boutiques like Mitsukoshi during their collaboration period (Isozaki, and Donzé, 2022). It manipulated retailers to work with them on in low profit margins, provide attractive floor spaces and also bought Channel staff in Japanese showrooms. If the boutique did not agree to their wishes, Chanel threatened them to break the agreement which could result in poor foot traffic and economic devastation. 
Tonya system navigation: Japanese retail ecosystem primarily depended on Tonya which is an interconnected distributor ecosystem that supported in preservation of local jobs and also shared accumulated wealth equally among regional communities. But, by enforcing Chanel K.K strategic approach, it strictly focused on D2C consumer model that explicitly made out the need for local third party businesses irrelevant. 
The Sizing exclusion: During the times of 1990 expansion, Chanel exported its classic European couture to the Japanese Boutiques with the purpose to align with the Japanese preference towards European standards (Isozaki, and Donzé, 2022). But, due to the unavailability of many sizes and enforcement of a European biological standard that considers thin body types as a prominent beauty symbol, the firm imposed an unrealistic body standards on Japanese women. As a result of this, women were imposed with certain body size insecurities. 
Cultural extraction: Many critics stated that although Channel was amplifying its profit margins in the Japanese industry, the brand initially disagreed to include ancient Japanese fabric designs and regional artists into the designing of their premium products. This was because they were focused on keeping their product dynamic purely Eurocentric.  
Exploitation of collectivism: Japan was initially identified as a secular nation and collectivist society that celebrated traditionalism and liked to stick to its ancient heritage but Chanel destroyed it (National Academic Digital Library of Ethiopia, 2026). Instead of appreciating this culture, the initial promotional campaigns of the brand were focused on highlighting itself as a symbol of luxury, beauty and prestige among young and socially affluent women. Therefore, this unethical representation created cultural insecurities and converted the unnecessary luxury good into a symbol of human worth and respect. This also created rigid social hierarchy among collectivist Japanese societies.
[bookmark: _Toc235799766]Recommendations 
Chanel can prioritise digital luxury experiences, sustainability, and regional market diversification as its core international marketing strategy for further more expansion of the brand in global market. As a privately owned heritage brand to drive future international marketing expansion, Chanel must balance its core exclusivity with the current demands of a digital consumer base. The recommendation for Chanel to expand in international market are:
Digital transformation and E-Commerce Expansion: Chanel has traditionally restricted couture, fashion, and fine jewelry from online sales to maintain brand’s exclusivity. To expand globally, the brand can blend digital browsing seamlessly with boutique styling schedules. The brand also can establish augmented reality tools for eyewear and jewelry. Further, Chanel can provide data-driven personalisation by using AI to predict regional stock demands and luxury consumer preferences (Villa, 2026). It can offer limited-edition capsule collections on its online platform to attract young consumers effectively. Additionally, the brand can expand its online sales for cosmetic and perfumes into emerging markets.
Hyper-Localisation & Cultural Relevance: Globally consumers demand representation and cultural alignment. Chanel cam collaborate with the local musical, cinematic, and artistic icons worldwide and make them regional brand ambassadors. It can integrate culturally tailored collections by designing regional specific colorways. Further, it can educate new markets on Coco Chanel’s history through localised exhibitions. Chanel can implement architectural harmony by designing international flagship store in emerging markets. Furthermore, the brand can launch immersive pop-up cafes locally like ‘Chanel Cafes’ to extensively create experiential touchpoints in new cities. 
Sustainability & Ethical Marketing: Modern luxury consumers massively prioritise environment responsibility and Chanel must adapt transparent green initiatives globally. The brand can innovate by investing in sustainable and cruelty-free alternative luxury items.  It can offer supply chain transparency by publishing verifiable reports on raw material sourcing and ethical labor. Further, it can use carbon-neutral boutiques for transitioning international retail stores to verified green building standards. It can also encourage circular luxury programs by introducing premium repair, restoration, and lifetime guarantee marketing campaign (Kuusela, 2024). Chanel can align the brand with global marine and forest preservation.
Targeted Geographic Expansion: Over-dependence on luxury stores can leave the brand vulnerable to local economic shifts. For international expansion Chanel can target tier 2 cities in China by moving beyond Shanghai and Beijing into rapidly growing wealth hubs. Further, it can increase its storefront presence in Middle East in counties like UAW and Saudi Arabia through cultural pop-up stores. Furthermore, the brand can also target Indian luxury market by establishing dedicated boutiques in its financial hubs like New Delhi and Mumbai.  It can redesign its airport duty-free boutiques to provide destination specific themes in its stores. Additionally, Chanel can target retail footprints in Mexico and Brazil to expand through exclusive premium hotel partnerships.
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It is a strategical framework that assists individuals in gaining useful insights from their previous experiences. It is a six step approach that provides the necessary analysis about the event and it is widely used in several sectors like business development, education, personal and professional development (Zamiri, and Esmaeili, 2024). Here, this cycle provides a detailed description about the research, analysis and execution of several Chanel’s strategic moves during its market entry period in Japan. The six phases are stated as follows: 
Description: Chanel is a luxurious French multinational corporation which was launched by Gabrielle Chanel in 1910 (Chanel, 2026). It is well known for reinventing women’s luxury fashion. It provides leather bags, fashion couture, unique jewellery pieces, mesmerising scents and advanced skincare. The core objective of this report was to transparently analyse Chanel’s market entry tactics from its home fashion and retail market which was France to a new host market which was Japan. The whole process included four phases. The first phase was the precise execution of Pestle analysis in order to identify the geo-political, socio-economic and environmental variations between French and Japan. After that, Hofstede’s Culture Dimension was carried out. 
The second phase was the marketing alignment where I used STP model to bifurcate the target consumers and develop brand positioning techniques. It was followed by a marketing mix that helped to know about differences in marketing behaviour in France and Japan (Kwan, Chan, and Chiu, 2024) Further, the third phase as a part of which I analysed Chanel’s KK marketing strategy along with critically understanding the ethical implications of the unrealistic enforcement of Chanel products on Japanese communities. Last phase included the strategic forecasting where I explicitly summarised all the above finding to propose future market strategies. 
Feelings: During the first part of the evaluation phase, I was quite confident that I am skilled enough to carry out a descriptive analysis on one of my favourite international brands, Chanel. But, as I was performing pestle analysis and Hofstede Cultural dimension, I became academically cautious to avoid imposing my favouritism factor on academic research. It was identified that in order to successfully carry out the analysis, it was important to navigate all the academic rumours regarding consumerism (Riboni, and Ringrow, 2026). Further, credit debts among young women just to buy a luxury bag made me feel frustrated. It reflected the contrasting behaviour between Chanel’s elegant image and its manipulative and aggressive marketing strategies to scale the luxury business. Although, I proposed several recommendations that the firm can implement improve its market performance and it imposed a heightened sense of intellectual clarity in me.
Evaluation: I used the Pestle and Hofstede Cultural Dimension framework to gain insights about the Japan’s macro-trends and their interrelation to the Japanese Collectivism and shopping behaviour. The marketing mix highlighted Japan’s couture and body sizing patterns. I found out that Chanel heavily focuses on affordable luxury to capture the attention of middle class consumers. It also designed formulated skincare and beauty products as per Asian skin type and complexions (Kumar, Mandal, and Mahmood, 2024). However, it was difficult for me to collect the Chanel’s Japanese strategy data from its Asian expansion strategy because of strict cybersecurity restrictions. It was also challenging for me to analyse the impact of FOMO influenced price hikes and starvation marketing. 
Analysis: The Hofstede Cultural Dimension framework revealed why the firm needed to scale its business in Japan. The French market prefers individualism and rebellious fashion whereas, Japanese cultural community focuses on collectivism as a result of which, Chanel focuses on peer validation and social status (Kertakova, and Efremov, 2024). In addition to this, I identified that the brand rejected the traditional Tonya system in order to develop and entirely owned wholesale subsidiary. It reflected why it is important to focus on enhancing the consumer experience using manipulative strategies instead of sticking to the traditional ways of wholesale distribution. 
Conclusion: After completing the whole analysis, I understood that international marketing is far more than product diversification, reformulation and promotional campaigns. Chanel was successful in scaling its business in Japan because it explicitly recognised the psychological tendencies of consumer and promoted their products in an elite way to in order to grab the attention of Japanese consumers.
Action Plan: I will analyse Japan’s localised databases, understand matrix frameworks and enhance my knowledge on sustainability and digital ethics by gathering information from academic corporate journals and official websites.  

[bookmark: _Toc235796210][bookmark: _Toc235799769]Conclusion 
It is concluded from the report that the Pestle analysis described Japan’s as a collectivist and cash rich consumer market. Hofstede framework reflected the high uncertainty avoidance tendancy. STP model revealed that the firm’s primary target are young aspirational women and wealthy ladies. Marketing Mix stated the aggressive pricing strategy and the creation of tailored products as per consumer preferences. Further, it was assessed that Chanel implemented subsidiary structure where it entirely controlled all the operational and logistics management during expansion in Japan. The firm focuses on Omni-channel, digital regulation, hospitality fusion and implementing digital touchpoints. It also prioritised product diversification, designing advanced skincare as per Asisn skin type and complexion along with starvation marketing. However, several ethical issues that were identified like office lady debt trap, price harmonisation, and boutique leverage, Tonya system navigation and the sizing exclusion. The Gibbs reflective cycle provided significant insights about the brand’s strategic approaches in market expansion in Japan and ethical implications of the market entry strategy. 
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