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[image: image2.png]CHANEL CIRCULAR BOUTIQUE

Luxury Never Goes Out of Si

A

| About Chanel

S |+ Founded in 1910 by Gabrielle

| *Coco* Chanel.

% Global luxury fashion house

4 Known for craftsmanship,
exclusivity, and innovation.

4 Circular business model supports|

long-term sustainability (Chanel,
2025)

Brand Extension
The Chanel Circular Boutique is a
new retail concept where customers
can purchase certified pre-owned
Chanel products, trade in luxury
items, access professional
restoration services, and personalise
vintage pieces
Unlike a traditional boutique, the
Circular Boutique extends the life
cycle of luxury products and
supports 2 more sustainable fashion
ndustry (Kotler et al, 2024).

Why This Appeals to the
Market

Consumers increasingly value
sustainabilty, authenticity and lang-
lasting quality. The Circular Boutique
affers customers access to authentic
Chanel products while encauraging repair,
resale and reuse instead of replacement
This concept appeals to environmentally
canscious consumers and younger luxury
buyers who seek premiur experiences
aligned with sustainable values (Delaitte,
2024)

Sustainability Benefits
& Certified pre-
owned luxury products
& Trade-in programme
for Chanel items

Professional repair and
restoration services
‘& Circular economy business
maodel
© Sustainzble packaging and
digital receipts

\

Ry This Ts & Srart Tnvestment
> Meets growing consumer demand for
sustainable luxury whil creating long-term
business value

Creates new revenue through certified
resale and restoration.

Strengthens Chanel
and brand reputation.
Extends product life whil reducing waste
through a circular business modl

ESG performance
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