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[bookmark: _Toc226473573]SECTION 1: Strategic Management Analysis
[bookmark: _Toc226473574]1. Organizational Context and Overview
According to Beatriz (2022), Chanel S.A. is a luxury brand that is iconic in the world, and it was founded on 1910 by Gabrielle Coco Chanel in Paris, France. Starting as a small millinery store, the company has turned into a multinational corporation, that has become the symbol of sophistication and classic fashion (Beatriz, 2022). Chanel S.A. is today a privately held corporation owned by the Wertheimer family who is descendants of Pierre Wertheimer, who joined Coco Chanel as a partner in 1924 with the aim of commercializing the famous Chanel No.5 perfume. Such includes the type of private ownership in which the company can engage in long-term strategic goals without the short-term concerns of the stock markets. In 1921, Chanel No.5 was released which was a historic shift towards the world of perfume. Produced by a master perfumer named Ernest Beaux, No.5 was the first perfume to be named after a designer, and it was also unique in the sense that it used aldehydes in large quantities, and the fragrance had a complex and abstract nature as never before. Chanel today has a wide collection of perfumes which comprises of iconic lines, Coco Mademoiselle, Chance, Bleu de Chanel, Allure as well as the exclusive Les Exclusives de Chanel collection. All these perfumes are a part of one of the most lucrative categories of luxury goods market (Beatriz, 2022).
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Figure-1: CHANEL Company Logo
Source: (Vecteezy, 2022)
The quest at excellence and the continuation of its founding philosophy that is to provide products of remarkable quality that capture the meaning of luxury, femininity, and freedom are the roots of the mission of Chanel. It has a vertically integrated business model that is based on exclusivity. Chanel has its complete supply chain comprising of sourcing rare raw materials, the production attribution and retail display. In contrast to most of the competitors, Chanel does not practice mass-market licensing, and all production of the fragrances is done in-house, and are only sold through its own boutique and a select few prestige department stores (Timergaleeva, 2025).
Chanel plays by the highest level in the global luxury fragrance market in terms of positioning. Its main rivals are LVMH-owned organizations like Dior and Givenchy, the Estee Lauder portfolio brands like Jo Malone and Tom Ford, and Hermes and Guerlain (Timergaleeva, 2025). Timergaleeva (2025) explains that the global luxury perfume business improvement has been pegged to be worth more than $14 billion and would continue to increase at a compound annual growth rate of about 5.8 percent by 2028. In this scenery, Chanel enjoys immensely high brand equity as it would be ranked in the top three perfume houses in the world in terms of its revenues and demand ability among the consumers. The perfume company of Chanel does not clearly present a formal statement of vision, but its strategic orientation shows that it is oriented to exclusiveness and leadership in luxury. The brand occupies a very good position globally and it has always been among the top luxury fragrance houses. It has high brand equity and premium prices which strengthens its competitive positioning over Dior and other LVMH brands (Timergaleeva, 2025).
[bookmark: _Toc226473575]2. External and Internal Environment Analysis
[bookmark: _Toc226473576]2.1 PESTEL Analysis - External Environment
Political Factors
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Figure-2: PESTAL Analysis Framework
Source: (Vanzandt, 2023)
Guidoux and Drivet (2024) explain that Politics in France and major international markets are adversely affecting the strategic operations of the Chanel company. The EU membership makes France have a single market of more than 450 million consumers. Nevertheless, Britons after Brexit have also created compliance demands on Chanel British operations, which raises administrative expenses (Guidoux and Drivet, 2024). Rising geopolitical tensions, especially the US-China trade frictions are also a significant threat in China, the fastest growing market in Chanel where the luxury margins are easily diminished through import levies.
Economic Factors
According to Guidoux and Drivet (2024), The Chanel perfumes are classified as an accessible luxury, which consumers desire to have at all times even during tight discretionary spending. However, the long-term decline, the increase of inflation, and the loss of consumer confidence are capable of crushing demand. Volatility after the pandemic has left some good results imbalanced between the most important markets (Guidoux and Drivet, 2024). On the other hand, an increasing number of high-net-worth people are growing in Asia-Pacific, and this represents a structural growth opportunity. Currency risks also have impacts on reported financial performance as earnings in Chanel are in different currencies whereas the prices are in the Euro currency.
Social Factors
Michailidou (2023) highlights that, the consumer preferences within the fragrance market are changing due to the demographic and sociocultural changes in the market (Michailidou, 2023). The future of the luxury market is made of millennials and generation Z (Z) who have different behaviors due to their digital nativity, value-based consumption, and aspiration to be personalized (Putrevu and Mertzanis, 2025). Niche perfume products are increasingly in demand, and the trend of the wellness-focused population is increasing the demand on natural ingredients and transparency in sourcing. The changing gender norms are also transforming the way fragrance is marketed with gender-neutral types of perfume becoming popular in the younger generations with Chanel increasing their Les Exclusives line and introducing gender-neutral perfumes.
Technological Factors
The development and delivery of luxury fragrances are changing with technological innovation (Michailidou, 2023). With advanced biotechnology, rare natural ingredients can be synthesized in the laboratories which bring reliance on ecologically sensitive sources to a minimum. Chanel has also invested in artificially intelligent fragrances technology, which assists the master perfumers to experiment with olfactory combinations more effectively. The discovery experience of fragrances is being redefined with the help of augmented reality tools, as well as advanced e-commerce platforms. Chanel uses data analytics to make its digital ecosystem personalized, and blockchain technology is under exploration, to make the supply chain transparent and to combat counterfeit (Michailidou, 2023).
Environmental Factors
The fragrance division of Chanel is facing a major challenge to ensure environmental sustainability. The extraction of natural raw materials, such as jasmine in Grasse, rose in Turkey and vetiver in Haiti, puts Chanel at direct reliance on the agricultural ecologies that are susceptible to climate change (Trisha et al., 2022). These ingredients are threatened by droughts and biodiversity loss which affect their availability and quality. The work of tightening regulatory measures concerning synthetic compounds and allergens (fragrances) demands constant re-formulation of the products. Chanel has responded with Chanel Mission 1.5 1.5-degreemate commitment and has also invested in regenerative agriculture partnerships in Grasse as a long-term supply of ingredients (Trisha et al., 2022).
Legal Factors
Regulating fragrances is complicated and becomes tighter. The IFRA and the EU regulation REACH controls allowed concentrations of fragrance compounds, and each revision has necessitated Chanel terraformed various of its classics, such as its No.5 itself. The importance of protection of intellectual property is of utmost strategies. Chanel is a high investor in trademarking, patenting, and protecting its brand name against copying. Approximately $4 billion of the updated annual losses on fake products, experienced in the luxury sector around the world, belong to the fragrance group (Trisha et al., 2022).
These external factors have a great impact on the strategic decisions of Chanel, especially when it comes to pricing, sourcing and expanding into the market. Brand exclusivity, innovation and sourcing of raw materials are the critical success factors. Yet, the growth of regulatory pressure, climate risks, and world competition are some of the strategic challenges.
[bookmark: _Toc226473577]2.2 VRIO Framework - Internal Environment Analysis
The VRIO framework provides a systematic way of assessing the possibility of resources and capabilities of an organization to become sources of sustained competitive advantage. Below, the four criteria that are Value, Rarity, Imitability and Organization are used against the core strategic resources of Chanel.
	Resource / Capability
	Valuable?
	Rare?
	Inimitable?
	Organized?
	Competitive Implication

	Brand Equity & Heritage
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Master Perfumer Expertise (Le Nez)
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Proprietary Raw Material Sourcing
	Yes
	Yes
	Partially
	Yes
	Temporary-Sustained Advantage

	Vertically Integrated Supply Chain
	Yes
	Partially
	Partially
	Yes
	Competitive Parity-Advantage

	Global Retail Network & Boutiques
	Yes
	Partially
	Partially
	Yes
	Competitive Parity

	Digital Innovation & Data Analytics
	Yes
	No
	No
	Yes
	Competitive Parity

	Iconic Product Portfolio 
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage



Table-1: VRIO Analysis of Key Resources and Capabilities of Chanel S.A.
Source: (Guidoux and Drivet, 2024)
Kou (2024) argues that the strongest asset that Chanel has is brand equity, an asset that has been created in a hundred years and cannot be imitated by any other competitor in a meaningful strategic time frame (Kou, 2024). The brand history cannot be discussed outside of the personal mythology of Coco Chanel herself, giving it a sense of authenticity of a narrative which today cannot be repeated by the rivals. Such an unparalleled heritage creates what theorists deem as luxury brand legitimacy, the inherited power that demands respect to consumers and justifies higher price levels. Kou (2024) further explains that another highly important inimitable capability is the role of master perfumers of Chanel (Kou, 2024). The Grand Dada, The Nose, whose role in the decades had been assumed by Ernest Beaux, then Jacques Polge, and nowadays by Olivier Polge, is an exceptional amalgamation of institutional expertise, intuitive genius, and relational capital with the suppliers of raw material. This knowledge base of tacit which has been built over the generations is difficult to code or transfer, making it a formidable struggle against copying. The proprietary sourcing relationships, in particular, owning the jasmine and rose fields in Grasse, which is the traditional perfume operating area in southern France, is a very rare source of value. These plans were officially documented in 1980s when Chanel started purchasing exclusive plots to ensure that it had supply of natural ingredients. The benefits of this backward integration are twofold, as it ensures the security of the supply chain and overall strong appeal due to a strong narrative of the terroir, which is attracting luxury consumers more interested in provenance and artisan production (Kou, 2024).
Besides core capabilities, digital capabilities, retail network, and supply chain integration are also resources that will aid in competitive positioning. These, however, are only competitive and must be constantly invested in. Excessive dependence on the past and the capabilities that are already in place can also limit the ability to be flexible to the digital transformation.
[bookmark: _Toc226473578]
3. CSR and Sustainability Objectives
[image: Corporate Social Responsibility in Japan – SME Japan | Business in Japan]
Figure-3: Corporate Social Responsibility
Source: (Clavecilla, 2022)
Charter, Pan and Black (2023), The Corporate Social Responsibility of Chanel is defined by Chanel Mission 1.5-degree program, which is a science-based initiative to make the operations of the company consistent with the goal of the Paris Agreement to limit global warming to 1.5 degrees Celsius above the pre-industrial levels. This pledge includes an all-inclusive array of objectives in Scope 1, 2 and 3 emissions which reflects the acknowledgement of the fact that the greatest effects on the environment in the fragrance industry are upstream in the farming supply line (Charter, Pan and Black, 2023).
One of the pillars of the sustainability strategy of Chanel is its investment in regenerative agriculture. To address the impact of the lack of soil biodiversity, carbon, and water, the company cooperates with partner farms in the Grasse and gives support to other international regions to achieve the necessary practices. Such relationships are a long-term investment in the supply chain resilience of Chanel. Chanel is also determined to use 100% of renewable electricity for its owned properties and has already done it in a number of markets (Charter, Pan and Black, 2023).
Under the social aspect of CSR, Chanel has the Chanel Foundation and Chanel supports programs aimed at supporting women economically, education and vocational training, which can be discussed as principles that can be viewed as authentic since the Chanel Foundation and Chanel supported programs are inspired by the very being, Coco Chanel, in her legacy as the pioneer of female professional independence. The company also promotes the artisanal craftsmanship in its Metiers d'Art scheme, which includes funding and knowledge management of small French craft homes, preserving the traditional skills and also contributing to the local labor (Mamleyeva, 2025).
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Figure-4: Chanel Brand Ambassador Keira Knightley
Source: (Pous, 2019)
Rather than treating social and environmental responsibility as a cost or a PR activity, Chanel has more and more attempted to harness sustainability as part of its core business approach in manners that create competitive advantage both in the process. Its heritage and authenticity in sourcing around Grasse is one of the major boasts of marketing, which allows its fragrances to command high prices and, at the same time, biodiversity and local jobs. Although Chanel has good CSR commitments, the effect of the activities can hardly be evaluated because of the minimal disclosure. The practices are also strategic because they boost brand image, warrant high prices, and increase customer loyalty in the long term (Mamleyeva, 2025).
[bookmark: _Toc226473579]4. Comprehensive and Holistic View - Balanced Scorecard
The Balanced Scorecard model offers a multi-dimensional performance management tool that goes beyond the financial measures and represents a complete range of determinants that define the long-term strategic well-being of an organization. In the case of Chanel fragrance division, the analysis of the four BSC perspectives is done below.
	Perspective
	Objectives
	Key Performance Indicators
	Targets
	Strategic Initiatives

	Financial
	Maximization of growth in revenues; shielding of margins; maximization of returns to shareholders
	Based on Financial statements, and sales, data will include Revenue growth %; EBITDA margin; Return on invested capital.
	5-8% growth in the revenues; the level of EBITDA is over 30% per year
	Asia-Pacific expansion; price architecture optimization

	Customer
	Increase brand loyalty; improve customer experience; increase market share
	Net Promoter Score; brand equity index: repeat purchase rate
	NPS >70; brand preference 3rd in the world
	One-to-one CRM; high-end experience in the store; online interaction

	Internal Processes
	Operational excellence; Supply chain resiliency; innovation pipeline
	Time in the production cycle; sourcing security %, the frequency of new product introduction
	There must be zero quality recalls: sourcing security of key ingredients 100 percent
	The regenerative agriculture that is practiced by Grasse; the vertical integration; the process of development that is supported by AI

	Learning & Growth
	Educating human talents; promoting innovation; increasing the digital capacity
	Employee engagement, research and development as a percentage of revenue; index of digital capability
	Digital fluent in all positions; top-quartile luxury employer
	Le Nez mentorship, digital up skilling academies, diversity programs


Table-2: Balanced Scorecard for Strategic Performance Management
Source: (Gu, 2025)
The Financial perspective unfolds the argument of Chanel when it has to balance investment in growth in its emerging markets against margin protection required by its high-end positioning (Gu, 2025). An abusive discount or excessive distribution would produce a temporary increase in revenue at the expense of branding, something Chanel has never been willing to compromise. Customer perspective emphasizes brand experience as the main element of the competitive strategy of Chanel. Consumers are buying not just a scent in luxury fragrance but an identity and a dream. The investments made by Chanel in the design of its boutiques, the training in its personalized service and the immersive experience of the discovery of the perfume compound this experiential value proposition. The Internal Business Processes perspective emphasizes the role played by vertical integration model of Chanel. Chanel uses in-house manufacturing, distribution and sales, which ensures a strict quality level, and it secures its intellectual property. The Learning and Growth approach indicates that Chanel understands that all of the most valuable competitive resources in the end are human in nature; the creative, technical and relational strengths of individuals, including master perfumers and retail guides (Gu, 2025).
[bookmark: _Toc226473580]5. Strategic Choices and Implementation
[bookmark: _Toc226473581]5.1 Business-Level Strategy
At business level, Chanel maintains another differentiation strategy which is unclear. Chanel does not compete based on price, but instead it competes based on uniqueness, the perceived exclusivity of its products, heritage and brand experience, a retinue that it maintains by investing unceasingly into creative excellence and ingredient quality (Cheng, 2024). The strategy threat involved in the approach is that it puts competitive advantage in intangible assets which demand active long-time investment. Any loss of exclusivity of the brand by over-distribution or compromised quality would be a strategically irreparable mistake. The other option will be a focused differentiation approach where the ultra-high-net-worth consumers will be approached solely using Les Exclusives collection. This strategy would also increase exclusivity and margin at the expense of reducing the size of the addressable market. The suggested line of action would be to continue with the dual-track strategy, which is keeping the core mass-prestige lines intact and developing the ultra-luxury niche via Les Exclusives, generating the value along the entire luxury spectrum without atrophying the brand (Cheng, 2024).
[bookmark: _Toc226473582]5.2 Corporate-Level Strategy
The key strategic alternative that Chanel has at the corporate level is longitudinal international expansion, especially expansion into the Asia-Pacific markets in China, South Korea, Japan, and Southeast Asia (Wang, 2025). The business opportunity offered by these markets is very attractive due to the fast growth of affluent consumer segments as well as due to the cultural association with European luxury. It is also important that within the corporate strategy of Chanel, focused diversification in the closely related luxury segments, like skincare, cosmetics, and fashion, is also central to the company in terms of realized brand power on any product line. As far as change management is concerned, Chanel has shown great strategic consistency, which is itself a competitive advantage in the world of authenticity and heritage is the primary concern. Transitions by Karl Lagerfeld to Virginie Viard as Creative Director in 2019 had to be safely approached in terms of internal talent flow and brand image. Chanel handled this very change with very laudable discretion and continuity, keeping organizational stability and incorporating strategic changes in a modest manner (Wang, 2025).
To continue growth, Chanel needs to focus on the international expansion, especially in the Asian-Pacific markets. Although the transitions of the leadership have brought stability, it can restrict the pace of innovations. A more flexible change management system would enhance strategic implementation (Wang, 2025).
[bookmark: _Toc226473583]6. Strategic Evaluation and Recommendations
[bookmark: _Toc226473584]6.1 SWOT Analysis
	Strengths
	Weaknesses

	Inexpiable global brand heritage and equity.
Iconic, inimitable fragrance portfolio (No.5, Coco Mademoiselle).
Quality controlled and vertically integrated supply chain. 
Global innovative talent (Le Nez, designers). 
Powerful CSR story, in line with the brand values
	Scarcity of digital e-commerce compared to other companies. 
Able dependence on few iconic products. 
Exposure to changes in regulation that need to be reformulated. 
The concentration of production base increases the risk of the supply chain. 
The price point will restrict segments that can be addressed in emerging markets.

	Opportunities
	Threats

	Mostly rapid increase in luxury customers in Asia-Pacific and especially in China. 
The growing demand by consumers is personalized and niche fragrances. 
Expanding segments of male grooming and gender-neutral fragrances. 
Development of ultra-luxury (Les Exclusives, Haute Perfumeries) segment.
Sustainability leadership as a value-focused millennial differentiator.
	Growing competition against LVMH and Estee Lauder, and new niche brands. 
Duplicating intimidating brand equity and profits. 
The environmental problem of climate change endangering the natural sources of agricultural products. 
Tightening of regulatory measures towards fragrances compounds. 
Geo-political threats (China-US tensions) in major markets.


Table-3: SWOT Analysis of Chanel S.A. in the Global Luxury Fragrance Market
Source: (Yao and Zhu, 2022)
The SWOT analysis above is a systematic analysis of both the internal strengths and external strategic environment of Chanel S.A. in the luxury fragrance business. It singles out the fact that the company has an outstanding brand name, a vertically integrated supply chain, and a legendary product output as the second strength that helps it to maintain the competitive advantage (Yao and Zhu, 2022). Simultaneously, it recognizes internal weaknesses including the lack of digital presence and reliance on flagship products. The review also reveals the great development prospects, especially in Asian-Pacific markets, the rising interest in personalized fragrances, and sustainability-driven innovation. These are, however, offset by external threats such as stiff competition, regulatory issues, counterfeiting as well as climate associated threats to the sourcing of raw materials. The SWOT analysis shows that Chanel has to strike a balance between its good history and the necessity of digital growth. Competitive advantage should be sustained by building on the strengths, whilst overcoming the weaknesses like e-commerce presence. This implies that Chanel needs to focus on digital transformation without losing brand exclusivity. The emphasis on the development of e-commerce and product diversification as the strategy will also reduce the reliance on the main products and enhance the competitiveness in the long term (Yao and Zhu, 2022).
[bookmark: _Toc226473585]6.2 Ansoff's Matrix - Strategic Position
	Strategy
	Application to Chanel

	Market Penetration
	Enhancing loyalty by CRM, special editions and high-end experiences in shops

	Market Development
	International market expansion with selective distribution and internet

	Product Development
	Launch of new lines (e.g., Bleu de Chanel, Les Exclusives) in accordance with the changing tastes

	Diversification
	Growing into other luxury categories like wellness inspired perfumes, bespoke scent offerings, or luxury lifestyle items using the brand equity of Chanel


Table-4: Application of Ansoff’s Matrix to Chanel S.A. Growth Strategies
Source: (Li et al., 2023)
The Matrix by Ansoff offers a systematic approach to the assessment of the growth strategy that the company of Chanel pursued based on its market penetration, product development, market development, and diversification. The current strategic position of Chanel displays all the elements of the four quadrants, albeit with varying prioritization (Li et al., 2023).
Market Penetration: Chanel is currently enhancing brand loyalty among its well-established consumer groups in France, the UK, the US, as well as the Gulf region by increasing the intensity of its CRM programs, launching of exclusive products and investing in experience retailing. The crystal Smears approach of producing limited editions of classic fragrances by issuing special bottles and collector editions is another tactic that has managed to provoke repurchase behavior and re-capture the current customer segment (Li et al., 2023). 
Market Development: The highest strategic focus is market development in Asia-Pacific. China has been the biggest opportunity and risk at the same time. Chanel has had a well-timed entry strategy: stick to price equilibrium with the Western markets, only distributed to exclusive outlets, and invested in digital marketing in China in the form of WeChat and Xiaohong Shu, which avoids brand dilution and reaches a fast-growing customer pool (Raithel et al., 2025). 
Product Development: Les Exclusives de Chanel collection is a clear product development strategy that is aimed at the ultra-luxury fragrance market. This one is a range of exclusive, limited-run perfumes that retails at high improvement to the expansive consumerism desire to be unique and exclusive. The move into Bleu de Chanel masculine perfume brand has also enabled Chanel to expand its market without losing the feminine legacy of its brand strength (Raithel et al., 2025).
Diversification: One of the growth opportunities that Chanel can take in addition to the fragrance market is diversification. Through its good brand equity, Chanel can venture into related luxury products like wellness or customized fragrance experiences. Nevertheless, diversification is a risky strategy, as there is a lack of experience in new markets. Thus, a careful and discriminating diversification strategy is suggested.
[bookmark: _Toc226473586]6.3 Strategic Recommendations
Recommendation 1: Accelerate Digital-Physical Integration
Chanel should peruse a characteristic omnichannel approach that links its virtue of excellence and physical retail setting to its virtual points of contact (Vinoth and Srivastava, 2024). And Chanel has appropriately recognized the threat of commoditizing its brand as a result of e-commerce, other brands like Sephora and Hermes of the LVMH have shown that a mindfully crafted digital luxury environment can build brand equity instead of breaking it down. In particular, Chanel may invest into AI-based fragrance recommendation applications, which should mimic the physical store experience of consultation offered to customers so that online engagement can provide better customer experience in cases where digital and physical experiences go hand in hand with each other (Vinoth and Srivastava, 2024).
Recommendation 2: Deepen Supply Chain Sustainability
Chanel should accelerate its investment in regenerative agriculture and sustainability collaborations not simply as a CSR action but as a competitive strategy of differentiation. The provenance story, jasmine fragrances made through sustainably cultivated jasmine in Grasse, will be an effective marketing tool that will be especially effective with millennial and Gen Z buyers who will spend the most on luxury in the next twenty years (Vinoth and Srivastava, 2024).
Recommendation 3: Expand Personalization Capabilities
Chanel should expand its fragrance personalization services, which are offered at the present day in its selected flagship stores, to a broader global network. The Chanel Fragrance Consultation program, which matches consumers to personally trained fragrance advisors to a fragrance-matching experience has a high-margins service which builds stronger consumer relationships and enhances the in-store experience, which fits with the innovation of co-creation as a core competitive advantage in the luxury market (Liu, 2024).
Recommendation 4: Strengthen Anti-Counterfeiting Measures
Chanel should invest in developing blockchain authentication of the products in order to keep the consumers and the brand safe against fake fragrances (Liu, 2024). One of the strongest models is AURA Blockchain Consortium by LVMH: adding a unique digital certificate to every product will enable consumers to scan the smartphone and verify authenticity, which safeguards brand equity and introduces an extra point of interaction between the consumer and the product. The world perfume imitation sector is estimated to cost $1.2 billion per year, which can be translated as a huge revenue and brand equity loss that can be somewhat countered by the use of technology (Liu, 2024).
These suggestions are based on the differentiation strategy developed by Porter and the Resource-Based View where the focus is made on unique capabilities as the source of competitive advantage. Also, dynamic capabilities emphasize the necessity of constant adaptation to the changing market conditions (Raithel et al., 2025).
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Figure-5: Gibbs' Reflective Cycle
Source: (McLeod, 2025)
The reflective report below captures the intellectual and analytical process that was undergone during the research and creation of the above strategic management report of the perfume division of Chanel. This reflection is organized according to the model of the Reflective Cycle created by Gibbs. It has six stages, Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan.
Stage 1: Description 
The task involved a thorough strategy analysis of the operations of Chanel in France with respect to perfumes. It was a complex task as it involved working with multiple theoretical models such as PESTEL, VRIO, Balanced Scorecard, the Matrix provided by Ansoff, and Porters generic strategies, as well as the elaboration of the industry knowledge. This was initiated by the scoping exercise to determine what area the business of Chanel needed to consider and what timeline they would cover and what theoretical framework would be most informative (Kavata, Muasya and Anene, 2023).
A wide range of secondary research was carried out by utilizing scholarly journals, industry reports prepared by Euromonitor International and Mintel, published publications and sustainability reports of Chanel, and reliable business media such as the financial times and fashion business. This was enhanced by more extensive readings on theory of strategic management including classic works by Porter, Barney, Kaplan and Norton and Ansoff (Kavata, Muasya and Anene, 2023).
Stage 2: Feelings 
The first reaction to the task was a combination of both real intellectual enthusiasm and a lot of fear. The case of the analysis of one of the most popular luxury brands in the world inspired the study, as Chanel is a unique case study that can be studied at the border of cultural history, creative genius, and strategic management. The magnitude and depth of the undertaking, however, created a lot of apprehension (Peishan and Yufei, 2021).
Confidence in research increased significantly as the research continued. The intellectual substance of the development of the analytical insights was furnished by rich material on the supply chain model of Chanel, sustainability commitments, and the heritage of Chanel fragrance (Peishan and Yufei, 2021). The business model challenges of Chanel were especially interesting: how to maintain exclusiveness and at the same time grow it; how to digitalize the business without turning the luxury experience into a commodity, and how to be sustainable in the industry whose business relies on natural resources. This was also accompanied by some instances of frustration in having to reconcile between conflicting data source of market share and financial performance. I also had difficulties in going beyond the descriptive analysis to a more critical analysis of strategic models. The required consideration and thoughtful review of rather intricate information were necessary to analyze a world-renowned luxury brand (Peishan and Yufei, 2021).
Stage 3: Evaluation 
The VRIO system proved to be both very enlightening in terms of analyzing the Chanel competitive advantages by systematically identifying resources that the film can offer relative to Value, Rarity, Imitability, and Organization to provide non-descriptive analytical conclusions (Guseva, 2021). Balanced Scorecard has also proved useful to create a comprehensive picture of the way Chanel manages its performance and take it out of a fixed financial base. Nonetheless, the CSR and sustainability section was exceptionally bothering to critique as opposed to describing analytically. When writing about luxurious brands, there is the risk of sliding into an admiring tone which repeats the marketing discourse of this company. Breaking it, putting the sustainability commitments by Chanel on actual test and observing the distance between the expressed desires and real achievements, necessitated the matter of conscious intellectual effort and intentionally putting critical frameworks into practice (Guseva, 2021).
One of the strengths was time management, and the weakness was the same. The research phase was also properly allocated in time, and a strong knowledge base was built to be able to write. Nevertheless, the time needed on the phase of analytical synthesis was underestimated. Despite the usefulness of the VRIO framework, it is weak in describing the time-based development of competitive advantage. It would be more prospective to include other frameworks like dynamic capabilities.
Stage 4: Analysis
The biggest issue is the part concerning the correlation between the resource-based view theory and the dynamic capabilities. Although it is very useful in determining the current competitive advantages, VRIO framework is static in nature. It embodies the current resource endowment configuration without doing enough to consider how companies change and reorganize resources with time. The dynamic capabilities framework would have offered an additional perspective on how Chanel has been able to renew its competitive advantages over the course of a century of operation (Eulampia, 2025).
The second valuable lesson is related to the limitations of secondary research in the context of the company that is privately owned. This lack of website published financial information necessitated strong indices of analytical judgment through qualitative evidence, market analyst commentary and benchmarking in the industry (Eulampia, 2025). This was a realization that highlighted the epistemological limitations of secondary research and reiterated the importance of bringing together results of numerous sources that are independent of each other. It is also worth mentioning the problem of being objectively analytical in the analysis of the brand that resonates so strongly with the culture. The brand equity of Chanel, as such, is an impediment to critical analysis. Instead of questioning an ostensible narrative of a prestigious brand, it is psychologically more comfortable to accept the object as such. Rationalizing this mental dysfunction meant training my mind to critically engage critical schemes as a disciplining factor and how serious analytical reasoning means active suppression of the instinctive, heuristics-driven decisions (Eulampia, 2025).
Stage 5: Conclusion 
In retrospect, there are other improvements that would have made the analysis more resolute. To start with, primary research, preferably by interviewing industry players or consumer focus groups, would have given it empirical depth and originality that cannot be found within the scope of secondary sources. The qualitative primary data would have provided a chance to investigate further the perception of the strategic positioning of Chanel by its major stakeholders (Zhang, 2023). Second, the enduring presence of the dynamic capability’s framework and the VRIO analysis would have contributed to a deeper theoretical framework of how Chanel has managed strategic change. The fact that the company is capable of reinventing itself in various cultural, technological, and regulatory environment without losing its original brand identity is exactly the strategic flexibility that the dynamic capabilities theory should describe. Third, although the analysis of the BSC was methodologically valid, a more detailed benchmarking activity that juxtaposes the performance measures of the Chanel with the direct competitors, including Dior Parfums or Hermes Parfums, would have put the results into a more rigorous context. This relative aspect would have added the strategic recommendations by basing them on competitive intelligence as opposed to the internal analysis only (Zhang, 2023).
Stage 6: Action Plan 
Overall, in prospect, this learning experience has produced a number of tangible developmental commitments. To start with, new investment in mastering skills utilizing dynamic capabilities theory and other sophisticated strategic management theories will guarantee that future analyses address both the dynamic and calm aspect of the competitive advantage, by specifically reading about related academic literature and even the more recent links of dynamic capabilities to the luxury goods environment (Teece, 2020). Second, time management protocol of more evident organization of complex analytical assignments will be spelled out and there will be certain milestones to the research, synthesis, drafting, and editing stages. The urgency in the last phase strengthened the need to allow sufficient contingency time in project schedules especially on the intellectually challenging synthesis phase (Teece, 2020). 
Third, the ability to critically analyze issues will somehow become more systematic, especially when it comes to organizations that may possess strong brand narratives that can induce analytical decisions unconsciously. It will include engaging the habitual use of adversarial thinking, being methodical in doubting the most attractive and agreeable conclusions, as a measure against the effects of confirmation, and blind adoration. Last but not least, the analysis of the sustainability commitments at Chanel has led to a more active use of the theoretical literature in CSR and corporate sustainability, and specifically to the nascent discipline of strategic sustainability, which explores how environmental and social issues can become a theme running throughout the business strategy instead of being given as an auxiliary responsibility (Teece, 2020).
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