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Company get involved in marketing activities to attract much customers so as to boost their business profitability. Marketing involves processes such as identifying, forestalling, and satisfying customers wants and needs. Marketing can be done by the business or be carried out by affiliates. Marketing is the activities that a business gets engaged in to promote buying and selling activities. It entails activities such as advertising, selling, and delivering service to other businesses, as well as customers. Companies have their own marketing processes. The study discussion focusses on Channel Business company. The mission statement for Chanel company is “to be the ultimate house of luxury, define style and creating desires, now and forever.” The company was founded by Gabrielle Bonheur Chanel in 1909, and had it first store in Paris in 1910. The main products produced by the company are luxury items, handbags (leather with metal chains or gold), perfumes, lipsticks, fashion fittings, haute dressmaking, and ready to wear clothing.  This discussion entails analyzing SWOT Matrix of the companies, as well as porters five force analysis. The study also includes a discussion of Ansoff Matrix and Integrated Marketing Communication strategy as a recommendation on how Chanel company can improve on its marketing strategy. 
1. Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large (Ama, 2020).
Marketing Mix
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		  Marketing mix is a framework with tactics or actions that a company uses to define strategies used in promoting its brand, products, or services to clients. Marketing mix consist of 4Ps, which are product, price promotion and place. It is marketing tool which help companies achieve their goals.
	    Channel Product Strategy: Products are the items that a company sells or offers to its clients (Fan, Lau, & Zhao, 2015). Chanel is one of the best fashion brands recognized all over the globe with elite audience. It offers a wide range of products to its clients, mostly women. However, recently, it has produced men cologne and fragrance. Apart from fragrance and cologne, some of its products include jewelry, watches, skincare, read made clothes, sunglasses, and haute couture fashion. The products are followed by high-end clients such as celebrities, actors and actresses, amongst others in the international market. The products are simple but stylish and are made from valuable expensive raw materials. They focus on quality and hygiene so as to maintain good brand image and reputation.
	    Channel Pricing/price Strategy: channel products are mostly purchased by high class aristocrats of the society. The products are of good quality and expensive. Thus, it has continuously maintained the same niche of customers with rich backgrounds. The high price for their brought is also justified based on the type of raw material (rare and exquisite) used in making the products, are of world class quality, and elegance. Thus, the people are willing to pay or buy so as to increase or maintain the higher social status. For example, a price for haute couture ranges from $10,000 to $60,000. 
	    Place and Distribution Strategy: Place is locality or areas where the stores are found or located (point of sale) (Wongsunnopparat, 2018). Since Chanel targets wealthy individuals, it stores are located in high end areas, with high social class population. The stores are found in places such as airports, High-end luxury malls, and five-star luxury hotel lobbies, they are found in big cities such as London, Dubai, Los Angeles, New York, Moscow, Tokyo, Boston, amongst others. Approximately, it has 310 boutiques, with majority of them found in North America (128), followed by Asia (94), then Europe (70) (Alexander, Maloney, and Bloomberg, 2019).
	    Promotion and Advertisement: Promotion is all the activities or advertisement strategies taken to sell the product and make it known to clients (both traders and users) (Kim, 2018). Chanel brand is widely recognized by people all over the globe, with a higher loyalty factor. Promotion activities are majorly carried out through ads on high-end fashion magazines, such as Elle, Marie Claire, Bazaar, amongst others. point of sales activities through the use of classy store layout has also aided in promoting the brand by attracting customers into the boutiques. It also uses supper actors (Hollywood) and models with significant impact of fame to model and showcase their products. Publicity is also attained by celebrities who wear their products on shows such as red carpets, TV interviews, fashion blogs and magazines, amongst others.

Chanel Company SWOT Analysis
SWOT analysis is a tool that company managers uses to analyze a situation within an organization. It is an essential technique used to understand a company’s Strength (S), Weakness (W), opportunity (O), and Threats (T) that the company (Chanel) is exposed to in its current business environment (Hitesh Bhasin, (2019). Currently, Chanel is recognized as one of the most leading industry in the fashion and beauty global market. The company holds the top positions and continually check on its trend through SWOT analysis. The use of this analysis or matrix requires operation from various department of Chanel company, which may include marketing, strategic planning, finance, and information system department. Through SWOT analysis framework, the internal strategic factors of the company are analyzed through their strength and weakness, while external ones are analyzed through opportunities and threats (Gürel & Tat, 2017). Through the matrix, Chanel as a company has come up with four strategies, which are; strengths-opportunities, weaknesses-opportunities, strengths-strengths, and weaknesses-threats strategies (Fern Fort University). The primary role played by the technique is to help Chanel identify strategies than it can use to exploit or manipulate external opportunities, handle threats, do away with the weaknesses, and establish as well as protect its strengths.  
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Internal Strategic Factor: Strength of Chanel
Chanel has many strengths that has enabled it remain profitable and competitive in the market. The strengths have also helped the company to penetrate new markets, as well as protecting the market shares. Some of the strengths are (Fern Fort University);
· Chanel brands are of high value and it is at the 80th position amongst premier brand markets in the world. The company has invested much on establishing a strong brand portfolio over its years of operation.
· The company has recorded high levels of customer satisfaction, which is made possible by their dedicated and determined customer relationship management team. 
· Innovation and technology- The company have great record keeping and tracking of their development of new products and innovation within their areas of specialties. Due to the successfulness of the company in executing new projects, they generate good returns on capital expenditure through newly established revenue streams (Hitesh Bhasin, (2019). 
· The company has also merged successfully with other companies and kept good track records of the integrated companies. Through the merges, the company has established reliable supply chain of resources. Thus, they are able to handle problems that may be caused by supply chain bottlenecks.
· Chanel has a strong free cash flow that it uses to obtain quality and quantity resources that it uses to expand the business into new developments or projects. 
· The company also have proper trained and skilled workforce, which is attained through proper and adequate training and use of learning programs.
 Internal Strategic Factor: Weaknesses of the Company
Weakness provide Chanel with an opportunity of improving and doing better. Through SWOT analysis, weakness are key areas where the business needs to pay attention on and build its competitive advantage and obtain a strategic positioning within the market (Phadermrod, Crowder, & Wills, 2019). However, some limitation of this matrix is that some factors may be strength and weakness at the same time, may lead to over emphasizes on either some internal or external factors, and it does not illustrate on how to achieve a competitive advantage (Fern Fort University). Some of the identified weakness of Chanel are;
· Chanel need to invest more on new technology because of its plan to expand its operations into other geographical areas. Therefore, innovation is essential as a tool for integrating the expansion process across the board. Currently, the market under which the business operates is facing limited growth and the segment is almost saturated. Saturated market imposes a challenge on its expansion and that is why it needs to invest more on innovation or new technology (Hitesh Bhasin, (2019). The recommendation on technology will gives its brand value an upper hand of success in the market. Thus, it may become the leader in the premium market segment. [image: SWOT Analysis of Chanel - 1] 
Graph image retrieved from https://www.marketing91.com/swot-analysis-chanel/ 
· Perceptual mapping: based on perceptual maps, Hermes does better than Chanel when it comes exclusivity. The prime focus of Hermes brands in on exclusivity as compared to Chanel. The company also have gaps in product range provision. Thus, it is easier for it to be replaced by new competitor companies that ventures the market.
· Improper and inefficient financial planning management. An analysis carried out on the company’s current asset and liquid asset ratio shows that it can do better than it is doing right now.
· With its present culture, the company is facing a challenge of venturing into other product segment. Additionally, it has a problem with product demand forecasting. Therefore, it ends up suffering from high rates of missed market opportunities. Its high rate of inventory within the business and in the channel is to compensate for weakness in demand forecasting. Despite the significant rates in innovation, the company still have a challenge with investment in research and development.
External Strategic factors: Opportunities
Some of the opportunities that the company are exposed to and can venture in are (Fern Fort University);
· Trends in consumer behavior: Through the company’s investment on online platforms, new trends on consumer behavior open up new markets. Thus, it provides greater opportunity for the business to generate more revenue. The company also have the ability to open up new products lines or categories. Also, the online platforms open ups more opportunity for the company to use generated client’s data to know their clients and serve them better and serve them according to their unique needs.
· Through recent government regulation on taxes and new business agreement, the company can invest on e-commerce marketing activities, acquire new merges and acquisitions, as well as establishment of new products and services. new emerges and acquisitions will help the company in increasing its premium market, sales, and market shares. 
· The company ca also boosts its brand by tying up its operation with leading hotel chains and fashion houses in the industry.
External Strategic factors: Chanel Threats Analysis
Within every business industry, there are several threats that a business may be exposed to as it develops and establish itself in the market. Some of the threats faced by Chanel company are;
· Competition from other businesses producing similar products and accessories. Competition has an impact on the number of shares owned by a company within the market (Hitesh Bhasin, (2019).
· Price wars and counterfeits.
· Existence of alternative cheaper and lower product, with copied timeless styles of Chanel brands.
· Economic slowdown and downtowns.
Chanel Porter Five Forces Analysis
Porter five forces was established to help companies in assessing and evaluating their competitive position and strengths of their businesses. The model is composed of three horizontal and two vertical competitive forces (Shvindina, & Shkurko, 2015). The horizontal forces are rivalry among existing firms, threat of substitute products or services, and new entrance threats. The vertical forces are suppliers bargaining powers and that of buyers. Some of the benefits associated with this model is that Chanel can use it to make strategic wise decisions to improve its performance, ensure long-term business value, survival, or efficacy, and analyze the industry attractiveness (Kasemset, Wannagoat, Wattanutchariya, & Tippayawong, 2014). Channel business can use this technique as follows; 
1. Threats of New Entrants
New entrance threats are faced by existing business within the market. Business industries that are well profitable and have no barriers to entry attract more players into the market (Oliva, 2016). Some of the factors that reduces new entrance threat to Chanel’s business are the use restricted distribution channels, firm or restrict regulatory framework for new businesses, and high requirement of resource investment and starting capital. Also, the establishment of existing loyal customers to Chanel brand and high consumers psychological switching cost may hinder new business from venturing into the market. However, Chanel can cab the threats by investing in research and innovation or development activities, creating long-term contractual relationship with supplier or distributors, and focusing on good customer relationship for brand loyalty purposes.
2. Threats of Substitute Products or Services.
Availability of substitute products make the business industry makes the environment challenging for all the players within the market segment. Because, it implies that customers can find cheaper products and services from other industries that meet their needs and demands (Berisha Qehaja, Kutllovci, & Shiroka Pula, 2017). Apart from availability of cheaper alternatives from other industries, some of the factors that determine the threat of substitute goods and services to Chanel include low psychology switching costs, and provision of similar quality and quantity, or superior product or service by the substitute industry. However, since the switching cost is high and customers cannot achieve the same utility from the alternative products as the one the get from using Chanel products, the threats remain low. Also, through marketing strategies, Chanel can emphasize to its customers on the value and effectiveness of its brands as compared to the substitutes, set strong product and service differentiation from the alternatives, and raise switching   costs by building on client’s loyalty.
3. Rivalry Among Existing Firms
Strong rivalry from existing firms may limits the business ability to expand due to low profitability. Rivalry threats may be faced by Chanel based on factors such as existence of high numbers of payers, lack of customers loyalty, target of the same market, and strategically diverse market players. However, high differentiation of products/services, low exit barriers, and faster growth of the industry reduces the threats (Fulford, 2017). Chanel can low the risks by focusing on meeting clients’ needs and expectation, as well as practicing product and services differentiation through investing on research and development. Additionally, the company can collaborate with its competitors to attain new segments of customers.
4.  Bargaining Power of Supplier  
 	Suppliers with strong bargaining powers are costly for the business because they have impacts on product availability, price, and quality. Moreover, the bargaining power can affect the industry competition and profit making for Chanel company. Bargaining power can be of less threat if the market has substitute product, low switching costs, and products are highly differentiated (Shvindina, & Shkurko, 2015). Additionally, Chanel is highly sensitive to market prices and it is well advanced with knowledge on market trends and behaviors. The company also does not rely on one supply, which helps in reducing the impact of bargaining power as well as improving the company’s supply chain efficiency. Also, product redesigning and diversification can also help in reducing the threat. 
5. Bargaining Power of Buyers
 Buyers bargaining power puts pressure on companies to provide clients with quality and affordable products and services. The influence of this force affects business directly, mostly, in accomplishing their objectives (Maia, & Chaves, 2016). It also lowers business profitability and increases competition. Alternatively, low bargaining power reduces competition and increases profits. The threats are increased by presence of many buyers and sellers, low economic and psychological costs, and availability of market high knowledge amongst buyers. Chanel addresses the threat through diversification and enlarging their clients base by introducing new products and services, as well as use of proper marketing and promotional business strategies.
Marketing Segmentation, Targeting and Positioning
	Market segmentation is a crucial marketing strategy. Its aim is to identify and delineate market segments or “sets of buyers” which would then become targets for the company's marketing plans. Marketing segmentation is defined by several factors including geographic, demographic, social economic status, and geo-demographic (Tynan, A. & Drayton, J. 2010). Targeting on the other hand is defined by elements such as undifferentiated, differentiated and concentrated. Concentrated targeting refers to focusing on a concentrated market which comprises of all customers, prices and products. Finally, Positioning is defined by elements such as user, benefit, competitive, pro-environment, history and celebrity endorsement. 
   Role of Marketing in Creating the Value for Customers 
  Societal marketing concept holds that a company should make good marketing decisions by 
considering consumer’s wants, the company’s requirements, and society’s long-term interests (Iedunote, 2020).
Branding, by definition, is a marketing practice in which a company creates a name, symbol or 
design that is easily identifiable as belonging to the company. This helps to identify a product 
and distinguish it from other products and services. Branding is important because not only is it 
what makes a memorable impression on consumers but it allows your customers and clients to 
know what to expect from your company. It is a way of distinguishing yourself from the 
competitors and clarifying what it is you offer that makes you the better choice. Your brand is
 built to be a true representation of who you are as a business, and how you wish to be perceived 
(Brandingmag, 2020). Chanel has focus on luxury branding strategy. Through packaging, Chanel 
reflects its brand image by incorporating minimalism and authenticity. As the director of package 
development in the brand mentions, merchandising is similar to theater, therefore, the initial 
contact with the brand is the package. Branding refers to the phenomenon in which the Chanel 
company uses various brand names for various products produced. As President Richard 
Collasse of Chanel Japan said, “Chanel itself is the world’s top brand of absolute luxury.” The 
first-class market is and will always be the market in which Chanel strives to be the best.
The Chanel logo is an interlocking double C. It is simply derived from the nickname of Gabrielle 
– Coco. This sign become the logo after the first openings of Chanel stores. The combination of 
black and white is typical for the brand (Brandstrategy, 2014).
  Chanel using relationship marketing from many years. Although from a popular origin, 
Coco Chanel built her initial success by developing close ties with the Paris fashion community. 
Most creators still today have built their initial success by building strong relationships with a
 small community of clients in the show biz or fashion industry. 

Ansoff Matrix:  Marketing Development Strategy
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When a business decides to expand its market, it entails enlarging its operation into new territories or geographies, region, or client’s segments (Loredana, 2016). Ansoff matrix was developed by H. Igor Ansoff to help business managers, leaders, or marketers to understand the challenges that comes with expanding their business (Patrick Sim, 2015). Chanel can use this matrix to understand the risks it is to face during expansion based on four strategies, which are;
a) Marketing penetration
b) Product development
c) Market development
d) Diversification
		  Ansoff matrix covers both external and internal stakeholders represented by the diagram below. The most external stakeholders that the company focuses on are the customers, who are the key focus and drivers of production in Chanel company. Target customers are high-end individuals with rich backgrounds. However, some of the middle-class individuals also purchase their products to increase the social status. The original owners (internal stakeholder) of the company are Alain and Gerard Wertheimer (Alexander, Maloney, and Bloomberg, 2019). It was founded by their father Pierre Wertheimer. The company is a family owned business and passed down from one generation to another. By 2018, the company had an approximately 20,000 (Alexander, Maloney, and Bloomberg, 2019).
Impact of Stakeholders Engagement on the Marketing Activities of an Organization
A stakeholder in business is any person, organization, social group, or society at large that has a stake in the business. Thus, stakeholders can be internal (as employees, manager and owners) or external (as suppliers, society, government, creditors, shareholders and customers) to the business (study, 2020).
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Source: (Smith, 2017)
Stakeholder engagement in the activities of an organization is very important. Specifically, for Chanel Company director, opinions from the key stakeholders are of much value in the initial stages of development and planning. Effective engagement aids in translating the needs of the stakeholders into the company's basis of effective strategy developments, goals, and objectives.
Engagement of stakeholders on the marketing activities brings individuals together to experience, expertise, and knowledge to incorporate solutions within the company.
Reflection: Task B
Market Tools Used to Generate Awareness and Interests
Communication is the imparting or exchanging of information by speaking, writing, or using some other medium (Lexico, 2020). 
The communication model below is used (Source: Kotler et, al. 2016).

[image: ]
Claude Shannon and Waren Weaver's macro model is a model used to represent the standard steps of any form of effective communication.
This model is specially designed to develop the effective communication between sender and receiver. Also they find factors which affecting the communication process called “Noise”. At first the model was developed to improve the Technical communication. It is a communication model consisting of five elements such as an informative source, which produces a message; a transmitter, which encodes the message into signals; a channel, to which signals are adapted for transmission; a receiver, which decodes (reconstructs) the message from the signal; a destination, where the message arrives. A sixth element, noise, is a dysfunctional factor: any interference with the message travelling along the channel (such as static on the telephone or radio) which may lead to the signal received being different from that sent (Kotler et, al. 2016).

Integrated Marketing Communication Strategy (IMC)
[image: What are Integrated Marketing Communications (IMC) Strategies?]
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The modern market seams to be integrated as compared to the past, which was fragmented. Therefore, an integrated market segment is a tool that is composed of various communication channels (Keller, 2016). For example, Chanel an improve on their marketing strategy through use various media or communication channels to reach out to their customers. the channels include twitter, Facebook, Instagram, TV, Newspapers, amongst others displayed by the above IMC diagram (Key, & Czaplewski, 2017). Through the channels, the company promotes good image of their brands by displaying their brand value, amongst other relevant information or messages to clients or target group. Key process is involved in the development of an IMC strategy. The processes are;
· Identifying different communication methods used for marketing such as content, social media, and email marketing.
· Constructing a marketing communication plan based on target audience, cadence, and content.
· Acquiring knowledge on customers decision making process. 
· Implementation of the marketing plan

Chanel uses a mixed promotional strategy and advertises its luxury products via different routes. The business operates through in store sales, on-line sales, advertising, billboards and public relations. Chanel promotes their product range through fashion shows and merchandise demonstrations (Marketing91, 2018).
Conclusion
Marketing strategies are essential tools that every business needs. Companies get involved in marketing activities to attract more customers, win their trust and loyalty, so as to boost profitability. Marketing entails activities such as advertising, selling, and delivering service to other businesses, as well as customers. SWOT and porter five forces analysis are essential business tools that help in understanding various trends within an industry or market environment. SWOT analysis is a tool that company managers uses to analyze a situation within an organization. It is an essential technique used to understand a company’s Strength (S), Weakness (W), opportunity (O), and Threats (T) faced by companies. Porter five forces was established to help companies in assessing and evaluating their competitive position and strengths of their businesses. It is made up of three horizontal and two vertical competitive forces. Some other tools that business such as Chanel can use to better their marketing strategies include IMC and Ansoff matrix.
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