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[bookmark: _Toc237766703]1. Introduction and Mission
Chanel is a globally recognised luxury fashion house operating within the premium fashion, beauty and personal luxury goods industry. The organisation offers a diversified portfolio including fashion, accessories and beauty products. Iconic products such as Chanel No. 5, the 2.55 handbag and the Classic Flap have contributed to the organisation’s strong brand identity and reinforce its association with craftsmanship, heritage and exclusivity (Kapferer and Bastien, 2012). Within the UK, Chanel maintains a selective presence through luxury boutiques and premium retail locations, supported by digital channels and fragrance and beauty services (Chanel, no date-a).
Chanel’s market position is based predominantly on prestige, controlled distribution and strong brand equity rather than mass-market accessibility. Luxury marketing depends on scarcity and perceived exclusivity (Kapferer and Bastien, 2012). Consequently, increasing sales presents a strategic challenge for Chanel. The organisation must generate sustainable commercial growth without relying on approaches, such as excessive discounting or unrestricted distribution, that could weaken the exclusivity underpinning its luxury positioning.
The UK market also presents changing conditions that influence this challenge. Economic pressures and digital transformation are reshaping luxury consumption. While luxury companies are concurrently going digital, incorporating artificial intelligence, and adopting customer relationship management and personalised clienteling practices, all of this has significantly shifted their interactions with customers (Deloitte, 2026; Kotler, Keller and Chernev, 2022). The initiatives offer Chanel a chance to enhance customer relationships and boost convenience, but as they become more accessible, they also come with a risk of compromising brand prestige.
This marketing plan evaluates how Chanel UK can increase sales while protecting its long-term luxury brand equity. The report first examines the organisation’s internal and external environment using PESTEL, SWOT and Porter’s Five Forces analysis. It then evaluates segmentation, targeting and positioning (STP), integrated marketing communications and growth opportunities through the Ansoff Matrix. The extended marketing mix is subsequently considered through the 7Ps of Product, Price, Place, Promotion, People, Process and Physical Evidence. Finally, an implementation and control framework is proposed using measurable Key Performance Indicators (KPIs) and the Balanced Scorecard.
[bookmark: _Toc237766704]2. Situational Analysis
A situational analysis enables an organisation to understand the external and internal factors that affect its strategic position before marketing decisions are made (Jobber and Ellis-Chadwick, 2019). For Chanel UK, the analysis considers the macro-environment through PESTEL and internal strategic factors through SWOT. The findings provide a basis for the segmentation, targeting and positioning decisions discussed later in the report.
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Figure 1: PESTLE Framework Applied to Chanel UK (Source: Author's Own)
[bookmark: _Toc237766705]2.1 Political
The UK luxury market continues to be affected by the post-Brexit retail environment, including the absence of tax-free shopping for international visitors. New West End Company (2025) reported material lost retail spending in London’s West End as a result of the lack of tax-free shopping, which is relevant to luxury brands that depend on international high-value customers.
[bookmark: _Toc237766706]2.2 Economic
Economic pressure affects luxury segments differently. Deloitte (2026) highlights changing consumer expectations and growth pressures across the luxury sector, making careful value creation important for Chanel UK.
[bookmark: _Toc237766707]2.3 Social
Luxury consumption is increasingly influenced by experience, authenticity, personalisation and sustainability, creating pressure for established luxury brands to remain culturally relevant while protecting their distinctive identities. 
[bookmark: _Toc237766708]2.4 Technological
Digital clienteling, artificial intelligence, personalisation and immersive online experiences are changing how brands communicate with customers. These tools can support customer relationships and convenience, but they must be used in a way that remains consistent with Chanel’s controlled luxury positioning (Kotler, Keller and Chernev, 2022).
[bookmark: _Toc237766709]2.5 Environmental
Environmental scrutiny is increasing around sourcing, packaging, product longevity and circularity. Chanel has publicly described investment in circularity and product-life-cycle initiatives, indicating that environmental strategy can support both operational responsibility and brand relevance (Chanel, no date-b).
[bookmark: _Toc237766710]2.6 Legal
Marketing activity in the UK must comply with advertising and consumer-protection requirements, while personalised communications must also respect data-protection obligations. The UK Advertising Codes therefore remain relevant to Chanel’s promotional activity (Advertising Standards Authority, no date).
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Figure 2: SWOT Analysis of Chanel UK (Source: Author's Own)
[bookmark: _Toc237766711]2.7 SWOT: Strengths
Chanel’s principal strengths include strong brand equity, craftsmanship, heritage and tightly controlled distribution. Luxury strategy literature suggests that scarcity and controlled availability can strengthen desirability and prestige (Kapferer and Bastien, 2012). Chanel’s boutique presence in premium locations also provides a strong platform for experiential retail and high-touch customer service (Chanel, no date-a).
[bookmark: _Toc237766712]2.8 SWOT: Weaknesses
High price points naturally limit accessibility for lower-income and some younger aspirational consumers. In addition, a tightly controlled luxury model can reduce speed and flexibility compared with more accessible or digitally aggressive competitors. This creates a strategic tension between maintaining exclusivity and responding quickly to changing customer expectations (Deloitte, 2026).
[bookmark: _Toc237766713]2.9 SWOT: Opportunities
Opportunities include expanding experiential retail, using customer data responsibly to strengthen clienteling, improving omnichannel services and developing circularity initiatives. Chanel’s own sustainability activity supports the relevance of circularity (Chanel, no date-c; Kotler, Keller and Chernev, 2022).
[bookmark: _Toc237766714]2.10 SWOT: Threats
Threats include competition, pricing pressure and reduced international spending. The continued debate around tax-free shopping demonstrates the importance of international visitor spending to London retail (New West End Company, 2025).
[bookmark: _Toc237766715]2.11 Porter’s Five Forces
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Figure 3: Porter’s Five Forces Analysis – Chanel UK (Adapted from Porter (2008)
[bookmark: _Toc237766716]2.11.1 Competitive Rivalry
Competitive rivalry is high due to strong luxury competitors. However, Chanel's craftsmanship, distinctive brand identity and controlled distribution provide meaningful differentiation and reduce direct price-based competition. The luxury sector is increasingly focused on customer experience, loyalty and brand desirability, intensifying competition for high-value customers (Porter, 2008; Deloitte, 2026).
[bookmark: _Toc237766717]2.11.2 Threat of New Entrants
The threat of new entrants is low. Entering the luxury market requires substantial investment in brand development, craftsmanship, product quality, retail environments and reputation. Creating awareness for new brands is much easier with digital marketing, while building the heritage, credibility, and symbolism of Chanel is a much bigger challenge. Chanel's brand equity and distribution control is therefore a huge barrier to entry (Porter, 2008; Kapferer and Bastien, 2012).
[bookmark: _Toc237766718]2.11.3 Bargaining Power of Buyers
The bargaining power of the buyer is moderate. Affluent consumers are able to make comparisons between luxury brands and be ready to move between proven houses whereas aspirational consumers are more sensitive towards economic conditions and perceived value. But the emotional appeal, history and uniqueness of the brand makes price a less significant purchasing factor for Chanel. Enhancing the personalisation of experiences and the relationship with customers could further minimise switching behaviour and support customer loyalty (Porter, 2008; Deloitte, 2026).
[bookmark: _Toc237766719]2.11.4 Bargaining Power of Suppliers
Supplier power is moderate. Chanel depends on high-quality materials, specialist production capabilities and skilled craftsmanship, which can restrict the number of suitable suppliers. However, Chanel's scale and its power of buying and having established supplier relationships gives it a degree of bargaining power. It will also be more specialised in terms of supplier selection, as may also be the case with traceability, quality and sustainability, but to ensure consistency of product standards (Porter, 2008; Chanel, no date-b).
[bookmark: _Toc237766720]2.11.5 Threat of Substitutes
The threat of substitutes is moderate. Consumers can switch to another luxury brand, to a high-end experience, to a used luxury item or to other discretionary items such as Chanel. As the circular and pre-owned models gain more traction, there may be more substitutes available, especially for those who prioritize affordability over new purchases. However, alternatives are not as likely to be perceived as equivalent by all customers as a result of the symbolic value, heritage and unique brand experience of Chanel (Porter, 2008; Deloitte, 2026).
In general, Five Forces analysis suggests that Chanel is a very competitive business, and that there are important sources of competitive protection afforded through its brand equity, differentiation, and barriers to entry. It is not just the competition that poses the biggest strategic threat, it is also the evolving expectations of customers.
[bookmark: _Toc237766721]2.12 Summary
The PESTEL, SWOT and Porter’s Five Forces analyses show that Chanel UK operates in a changing and highly competitive luxury environment. The risks and opportunities of the economic pressures, changing consumer demands, digitization and sustainability. The Chanel brand name and heritage, craftsmanship and tightly controlled distribution are Chanel's key assets, and its high costs and availability can limit its market to some aspirational consumers.
[bookmark: _Toc237766722]3. Marketing Strategies
The situational analysis indicates that Chanel UK must pursue growth while protecting the exclusivity, heritage and craftsmanship that underpin its competitive advantage. Consequently, Chanel needs to pay attention to carefully targeted customer segments, relationship marketing and innovation in a controlled manner and with the selection of customers that are not too much.
The following strategies are using segmentation, targeting and positioning (STP), integrated marketing communications and the Ansoff Matrix to turn the situational findings into actionable marketing. The overall strategic thrust is to offer more value to customers, further build loyalty and customer convenience, whilst maintaining the unique luxury positioning of Chanel.
[bookmark: _Toc237766723]3.1 Segmentation
Chanel’s customers can be segmented using demographic and behavioural factors. Demographically, the brand primarily serves affluent consumers, while fragrances and cosmetics can provide more accessible entry points for younger aspirational buyers. However, income alone is insufficient because luxury consumption also reflects functional, personal and social value (Wiedmann, Hennigs and Siebels, 2009). Psychographically, relevant segments include consumers who value prestige, heritage, craftsmanship and timeless style. Behavioural groups include loyal collectors, regular beauty purchasers, gift buyers and first-time luxury consumers.
[bookmark: _Toc237766724]3.2 Targeting
A differentiated targeting strategy is appropriate. The primary target market is affluent consumers seeking exclusivity, superior quality and emotional or symbolic value. A secondary market comprises aspirational consumers who may enter the brand through fragrance, beauty and smaller accessories before progressing to higher-value categories. However, targeting younger consumers requires control: wider digital exposure may increase awareness, but frequent discounts would conflict with the scarcity and prestige expected from a luxury house.
[bookmark: _Toc237766725]3.3 Positioning
Chanel should maintain a position as a timeless yet innovative French luxury house distinguished by heritage, craftsmanship, creativity and controlled exclusivity. Luxury positioning is strengthened when products are perceived as authentic, scarce and symbolically meaningful rather than simply expensive (Kapferer and Bastien, 2012). The strategic challenge is to combine recognisable brand codes with contemporary creativity. Excessive reliance on heritage could reduce relevance among younger consumers, while excessive trend adoption could dilute Chanel’s timeless identity.
[bookmark: _Toc237766726]3.4 Integrated Marketing Communications
Chanel should coordinate boutiques, fashion shows, advertising, public relations, websites, social media and celebrity ambassadors around a consistent brand message. Social-media marketing can strengthen customer relationships, brand equity and purchase intentions (Kim and Ko, 2012). Celebrity endorsement is most effective when the ambassador is credible and compatible with the brand (Cuomo et al., 2019). However, social media creates a strategic tension because it encourages openness while luxury partly relies on scarcity (Creevey, Coughlan and O’Connor, 2022). Chanel should therefore make brand stories accessible while keeping high-value products and experiences selectively exclusive. Performance should be assessed through engagement quality, appointments, retention, conversion and sales.
[bookmark: _Toc237766727]3.5 Ansoff Matrix
Chanel should prioritise market penetration and selective product development. Market penetration can be pursued through personalised clienteling, private previews and cross-selling across beauty, fashion, watches and jewellery. Product development can include refillable beauty products, innovative formulations and limited collections, provided that extensions remain consistent with Chanel’s expertise and identity. Chanel’s published activity on circularity supports the relevance of refillable and lower-impact product formats (Chanel, no date-c). Market development should remain selective, while diversification represents the highest strategic risk because it could dilute brand meaning. Overall, controlled growth is preferable to volume-led expansion.
[bookmark: _Toc237766728]4. Marketing Mix Strategies (7Ps)
The extended marketing mix provides a framework for aligning an organisation’s offering with customer needs and strategic objectives. For luxury businesses, the 7Ps are particularly relevant because value is created through both the product and the customer experience surrounding it (Kotler, Keller and Chernev, 2022). For Chanel UK, the marketing mix should support sales growth while protecting exclusivity, heritage and scarcity.
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Figure 4: Chanel UK Marketing Mix-The 7Ps (Source: Adapted from Booms and Bitner, 1981; Kotler, Keller and Chernev, 2022)
[bookmark: _Toc237766729]4.1 Product
Chanel offers a broad portfolio spanning haute couture, ready-to-wear, handbags, footwear, watches, jewellery, fragrances, skincare and cosmetics. Iconic products such as Chanel No. 5, the 2.55 handbag and the Classic Flap are important brand assets because they combine functional quality with symbolic value. Luxury strategy emphasises distinctiveness and desirability rather than conventional mass-market volume (Kapferer and Bastien, 2012). Product strategy should therefore emphasise craftsmanship, selective innovation, limited editions and credible sustainability initiatives. Chanel’s refillable N°1 de Chanel formats and wider circularity activity provide practical examples of how innovation can support relevance without abandoning premium positioning (Chanel, no date-c).
[bookmark: _Toc237766730]4.2 Price
Premium pricing reinforces perceptions of quality, scarcity and prestige. Frequent discounting could weaken brand equity, customisation and exclusive client experiences. This approach supports long-term customer value without relying on price reductions (Kapferer and Bastien, 2012; Deloitte, 2026).
[bookmark: _Toc237766731]4.3 Place
The brand uses a selective distribution policy, with an emphasis on boutiques and retail partners. Chanel has a digital service. The brand is able to ensure a luxury image through the control of the physical environment and service experience with premium locations. Online convenience must work alongside, not instead of, the boutique experience – enabling them to seamlessly navigate through both channels and still experience a high level of service.
Chanel also has free Click & Collect for orders of Fragrance and Beauty at certain London boutiques, including: Covent Garden, New Bond Street, Sloane Street and Walton Street (Chanel, no date-b). This service can smooth out the customer journey by bringing the convenience and customisation of home shopping together. Click & Collect is a convenient and engaging omnichannel service that can therefore be used by Chanel without the need for mass distribution.
[bookmark: _Toc237766732]4.4 Promotion
Promotion should emphasise storytelling, heritage, creativity and emotional connection rather than price-led messaging. Chanel can integrate fashion and beauty campaigns, fashion shows, public relations, ambassadors, social media and customer relationship management. Personalised e-mail, invitations and product recommendations may deepen customer relationships, provided that personalisation is consistent with responsible data governance and the brand’s luxury positioning (Fill and Turnbull, 2019).
[bookmark: _Toc237766733]4.5 People
Employees are central to the service proposition because boutique interactions influence perceptions of luxury. Sales consultants should combine product expertise, cultural awareness, relationship-management skills and digital clienteling capability. Training should help employees use customer insights without replacing human judgement, because the service encounter is itself part of the value proposition in luxury retail.
[bookmark: _Toc237766734]4.6 Process
Process concerns the systems through which customers discover, purchase and receive products and services. Chanel should streamline appointment scheduling, customer profiles, inventory visibility and after-sales communication. Digital and AI-enabled tools may support routine enquiries and product discovery, while higher-value or sensitive interactions should retain strong human involvement. The objective is to improve efficiency without making the experience feel standardised or mass-market.
[bookmark: _Toc237766735]4.7 Physical Evidence
Physical evidence includes boutiques, packaging, visual merchandising, product presentation and other tangible cues that communicate quality. Chanel’s retail environments reinforce prestige. Continued investment in immersive boutiques, refined packaging and digital enhancements should remain aesthetically consistent with the brand. Across all seven elements, the central objective is to create customer value and support sales while protecting exclusivity and long-term desirability.
[bookmark: _Toc237766736]5. Implementation and Control
Effective implementation and control are essential because a marketing strategy only creates value when planned activities are translated into measurable actions. Chanel UK should therefore establish clear responsibilities, timescales and performance measures to ensure that the proposed strategy contributes to sales growth while protecting luxury positioning. Marketing control enables managers to compare actual performance with planned objectives and make adjustments when necessary (Kotler, Keller and Chernev, 2022).
[bookmark: _Toc237766737]5.1 Implementation Plan
The proposed marketing strategy should be implemented over a 12-month period using a phased approach. This allows Chanel UK to evaluate customer responses, manage resources and adjust activities in response to performance.
	Objective
	Proposed action
	Responsibility
	Timescale

	Increase brand awareness
	Develop luxury-focused digital and social-media campaigns
	Marketing Team
	Months 1–3

	Improve customer engagement
	Use CRM data for personalised communications and invitations
	CRM and Marketing Teams
	Months 2–5

	Enhance customer experience
	Provide further training in luxury service, personalisation and digital selling
	HR and Retail Operations
	Months 3–6

	Strengthen sustainability communication
	Communicate verified environmental commitments through carefully designed campaigns
	Marketing and Sustainability Teams
	Months 4–8

	Encourage customer loyalty
	Introduce private appointments, exclusive events and personalised client experiences
	Retail and Client Relations
	Months 6–12

	Evaluate performance
	Review sales, engagement, customer feedback and campaign effectiveness
	Marketing Leadership
	Quarterly / Month 12


Implementation should remain consistent with Chanel’s luxury positioning. Sales growth should not depend heavily on discounts; value should instead be strengthened through personalisation, service quality and exclusive experiences.
[bookmark: _Toc237766738]5.2 Key Performance Indicators (KPIs)
KPIs provide measurable evidence of whether marketing activities are achieving their intended objectives (Kotler, Keller and Chernev, 2022). Chanel UK should combine financial and non-financial measures because sales alone do not provide a complete picture of marketing effectiveness. The figures below are proposed targets developed for this marketing plan and should not be considered as published or officially shared Chanel targets:
	KPI
	Proposed target
	Purpose

	UK sales revenue
	+10% over 12 months
	Measure financial growth

	Repeat purchase rate
	+10%
	Assess customer loyalty

	Digital engagement
	+15%
	Evaluate campaign engagement

	Qualified website traffic
	+15%
	Measure digital interest

	Customer satisfaction
	90%+ positive feedback
	Assess service quality

	CRM campaign conversion
	+10%
	Measure personalised marketing effectiveness

	Staff training completion
	95%+
	Measure capability development


Targets should be reviewed quarterly. If a campaign creates strong engagement but limited sales conversion, Chanel should investigate the communication, customer journey or product offer rather than simply increasing promotional activity.
[bookmark: _Toc237766739]5.3 Balanced Scorecard
The Balanced Scorecard broadens performance measurement across financial, customer, internal-process, and learning-and-growth perspectives (Kaplan and Norton, 1996). This is appropriate for Chanel because luxury-brand performance depends on more than short-term revenue.
	Perspective
	Strategic objective
	Measures

	Financial
	Increase sustainable sales and profitability
	Sales growth, profit margin, marketing ROI

	Customer
	Strengthen satisfaction, loyalty and exclusivity
	Retention, satisfaction, repeat purchase

	Internal processes
	Improve customer journey and marketing effectiveness
	Service quality, CRM conversion, campaign performance

	Learning and growth
	Develop employee capabilities and digital knowledge
	Training completion, digital-clienteling capability


[bookmark: _Toc237766740]5.4 Monitoring and Control
Chanel UK should monitor performance quarterly using sales data, CRM information, digital analytics, customer feedback and boutique performance. Actual results should be compared with the proposed targets to identify successful activities and areas requiring improvement. Competitor and market monitoring should also be included because consumer behaviour, technology and economic conditions can change rapidly. However, corrective action should remain consistent with positioning: weak sales should not automatically trigger discounting. Alternative responses include stronger clienteling, personalised communication, exclusive experiences or adjustments to digital campaigns.
[bookmark: _Toc237766741]6. Conclusion and Recommendations
This marketing plan has provided an analysis of how Chanel UK can grow its sales whilst retaining its luxury brand image. The analysis reveals that Chanel's main assets are brand equity and heritage, craftsmanship and controlled distribution, but it also highlights a market that is competitive and dynamic, influenced by digital transformation, shifting consumer expectations and sustainability concerns.
Chanel will need to focus on premium customers and make a conscious effort to appeal to aspirational customers through low-end products to solve this issue. The approach should be to further develop a personalised clienteling strategy, improve the omnichannel approach, and continue to be exclusive with controlled distribution and premium pricing. Furthermore, the inclusion of sustainability and circularity concepts in products and in the communication will contribute to the long term relevance.
In general, sustainable growth must be achieved through stronger customer bonds, strategic innovation and quality service, not by mass market growth or price-led tactics. This strategy will help Chanel maintain their luxury brand image and stay competitive.
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